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Abstract

This dissertation is a study of strategies for communication management to promote
images and tourism in Thailand-Laos Border Provinces in the Upper Northeast of Thailand: A Case
study of Nong khai and Udon Thani. This dissertation is qualitative research by Documentary
research and Content Analysis, Survey research world heritage at Luang Prabang in LAOS, Ha Long
Bay and Hoi An in Vietnam to compare with Ban Chieng world heritage at Udon Thani Province and
In-Depth Interviews with experts in several fields to find policy strategies, problem and threats to
promote images and tourism including Provincial Governer, Director Tourism Authority of Thailand
Northeastern Office: Region 5, local entrepreneur, local guide and Mass Media etc. The findings
indicate that the researcher has fabricated SAB HLAI model with includes the meaning that indicates
S - Self, Staff, Safety, Sustainable. A - Alliance, Academic, Attitude. B — Buddhist Culture,
Background, Balance. H — Human, History, Health. L — Local, Locality Conciousness, Locality
Continuity. A — Abstruse, Aftractiveness, Advance Strategic Marketing. T — Integrated, Integrated

Resource Management, Institutional Support.
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