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The study revealed appropriate marketing communications for Ecotourism  Promote and Thai
wisdom way of life in Uttaradit, The study indicated that besides present communicative equipments the
following communicative tools were: Uttaradit tourism map, Praya Pichai monument sticker, Uttaradit
places of interest map sticker, tourism calendar, social network, SMS, outdoor signs, Uttaradit tourism
places of interest handbook and point collection stamps. Integrated marketing communication strategy for
Feotourism promote and participated Thai wisdom way of life in Uttaradit and named it, BE-NICE Strategy
it comprisces: B = Brand, IZ = Ecotourism, N = Network, [ = Identity, IMC, C ~ Consistency vaz E ~ Emotion
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Marketing Communications for Ecotourism Promote
and Thait Wisdom Ways Of Life In Uttaradit Province.

Benjawan Sucharit, Uttaradit Rajabhat University, Uttaradit.

Abstact

This participated qualitative research aimed at the study of state being and
cfficicney of Ecotourisim place of interest and Thai wisdom ways of life in Uttaradit,
analysis the appropriate marketing communications. The key 20 informants were: people
representative, village leader, place of operation owner, state scholar, local office
adminmistration, subdistrict  municipality, private organization, local media, tourists and
Tourism network. The study laste March 2010 to February 2011,

The study revealed that strengths of efficiency of reserved place of interest and
That wisdom ways of life in Uttaradit were: culture, history, natural forest resource, 3 way
town and land of fruit. The weaknesses were: not clear communication, no outstanding
culture, uninteresting destination for tourists, no strong brand, not clear on tourism
network exccutive management and  the name of Uttaradit 1s hard to remember.
Opportunitics for improvement were: local readiness, good trend of ways of ife tourism,
well organized of operators and tourists’ behavior changing. The threats  found were:
geographical condition, border check point was far from town, tourists do not know
Uttaradit and lack good cooperation among state sectors.

For appropriate marketing communications for Ecotourism promote and Thai
wisdom way of life in Uttaradit, The study indicated that besides present communicative
tools the following communicative tools were: Uttaradit tourism map, Praya Pichai
monument sticker, Uttaradit places of interest map sticker, tourism  calendar, social
network, SMS, outdoor signs, Uttaradit tourism places of interest handbook and point
collection stamps.

Key words : Marketing Communications
FEcotourism and Thai-Wisdom Ways of Life

Introduction

Tourtsm industry is very important {for Thailand because most incomes come from
tourists, Thai and forcigners. However Thatland now faces the tourism problem for less
tourists, with -17% (Association of Thailand Tourism, 2552). This 1s the most serious
problem due to chaos that closed Suwannaphoom international airport during past Asian
summit. Besides there were cornic demonstration of the people fighting against one
another groups. These turmoils televised around the world, and the problems were still
unsolved and most affected critical situation on That Tourism.

The government realized the problems of tourism industry, So it is as the main
strategy of the country and asks the office of Tourism Development to make the strategy
plan in accord with the national plans on elimination of community poverty based on
tourtsm, tourism plan adjustment balancing sustainable competition as well as foreign
marketing promotion and economy on tourism. Besides the government set the strategies
focusing on community proficiency development by promotion, conservation, revision or
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tourism sites for sustainable quality and acquirement international standard. Uttaradit
province is onc of the provinces that got the effect of 4.90% less tourists in B.E. 2550.
When taking a closcr look, Thai tourist is 4.54% less and 18.24% less for foreign tourists
(Tourism Organization of Uttaradit 2552). The main scason for this reduction is the
transportation rout; they prefer to go through Kampacngpet province due o more
convenience and spend only half a day in Uttaradit before forwarding to other provinces. [t
happened that there were bird {lu and big flood at that time. These cause inconvenience
for tourists to travel around Uttaradit, So they headed to same other places instead.

There are some possible ways to solve these problems such as using integrated
marketing communication and revising the country image to all tourists bath Thai and
foreign tourists who like ccotourism that help protect environments and keep original
tourism site besides the local wisdom ways of living of Thai pcople that handed down
generation (o generation with hard to experience at present.

For marketing communication, the product informations will be presented to the
customers to learn the facts, the outstanding point and benefit, directly about the products.
Weitz and Wensley,(2002) Stated that marketing communication plays active roles for
appropriate marketing communication to acknowledge some necessary informations about
service or products {or better relation and attitude among target groups.

The idea of marketing communication for public relation creation as well as good
attitude lead to the marketing communication from the original model to integrated
marketing communication : IMC in conveying product information to the target customer
group by using communicative motivation in various stable combination such as
advertising, direct sale marketing and some other activities that offer product information,
including brand, to the customers. So the marketing communication is very important for
brand content and right to the brand contact. From these reasons, the rescarcher 1s
interested in the investigation on marketing communication on ccotourism promote  and
Thai wisdom ways of lifc in Uttaradit province. Aiming on situation and cfficiency
investigation as well as the analysis of appropriate marketing communication. The benefit
gained from the study will bring great contribution for success making on Utlaradit
tourism and the nation as well

Research Methodology

This qualitative research is designed according to rescarch methodology as follow:

Phase I Investigation of situation and efficiency of ecotourism and local wisdom’s

ways of living.

1. To go to the investigation site and study dealing documents and reports obtained
from scholars and local office administrations any government sectors who take full
responsibility on tourism sites. The needed data also obtained from key informants such as
people representative, village headman, operational place owners, state scholars,
subdistrict local office administrators, sub district municipality, private sectors, local mass
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media, tourists and their networks dealing with ecotourism and Thai wisdom ways of life
in Uttaradit province.

2. To set up the participated workshop for data returning of presentation on
situation and efficiency of ecotourism site and Thai wisdom ways of life to dealing
persons who are responsible for analysis to make mutual checking

Figure 1

Participated workshop key Informants

3. To summarize the situation and cfficiency of ecotourism sites and Thai wisdom
ways of life for data on grouping target groups and analyze marketing communication
right to the needs of target groups.

Phase Il Analysis of appropriate marketing communication for ecotourism and
Thai wisdom ways of life in Uttaradit.

1. Setting participatory workshop to investigate tools of marketing communication
used at present of ecotourism sites and Thai wisdom ways of life in Uttaradit from above
key informants.

2. Analyzing tools of appropriate marketing communication for ecotourism and
Thai wisdom ways of life based on the participation of dealing personnel working with
ecotourism and Thai wisdom ways of life in Uttariadit.

3. Presenting of appropriate marketing communication tools for ecotourism and
Thai wisdom ways of life to personnel responsible for ecotourism and Thai wisdom ways
of life in Uttaradit.
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Figure 2

participatory workshop to investigate tools of marketing communication

The benefit application

For local and community

1. Data obtained could be used to correct weakness and obstacle of the sites of
ecotourism and Thai wisdom ways of life in Uttaradit. Morecover the strength could be kept
and developed and chance should be taking to strengthen sustainable tourism.

2. Appropriate marketing communicative tools should be made for ecotourism
and Thai wisdom that could enhance acknowledgement and promote ecotourism on Thai
wisdom ways of life for Uttaradit.

3. Strategies for integrated marketing communication would be d\obtained for
promotion of ecotourism and Thai wisdom ways of life which would benefit for
application with tourism site in the future.

For dealing with working unit
1. Government sector would get appropriate marketing communicative tools for
ecotourism and Thai wisdom’s that could be used to produce the appropriate marketing

communicative tools for target tourist groups.

2. Any educational institutions could bring this research result to do further
study or apply with ecotourism sites and Thai wisdom in the future.

3. Any private sectors could also bring this research analysis result for
opportunities of tourism planning sites for business and commercial strategies
development of their own.

4. Good image would be gained to Uttaradit province.
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For researcher

1. The body of knowledge would be brought to solve local and community
problems.

2. The teaching course would be brought to integrate with local and community
rescarch.

3. The rescarcher and students learn on-site rescarch and could adapt
themselves to local and community as well as good experience building on-site research.

Conclusion of the study

The efficiency on ecotourism site and That wisdom ways of life in Uttaradit
is concluded as follow:

The strength of Uttaradit is that it acquires 3 cultures. Historical domain :
Uttaradit has Praya Phichai the broken sword. Natural forest domain : Uttaradit has 3

ways of living : Chinese, agriculturist and government service. Uttaradit is also well.
Known for its (ruit that could not be found anywhere, dusian, Lin and Long Lab-l.ac
as well as lansa.

The weaknesses of Uttaradit for ecotourism and Thai wisdom ways of life
arc : Tourtsm information are not clearly presented. The culture is not outstanding, and
Uttaradit is not the tourism destination. Uttaradit brand does not reflect clear image, and
most tourists do not know where it is. The executive management is not well set, and
besides the name “Uttaradit’ is difficult to remember.

However there are still some good opportunity for ecotourism and Thai
wisdom ways of life of Uttaradit : government sector, local office organizations, are ready
to develop their ecotourism site, and the trend for ecoways of Life tour is more popular
among tourists. Also the private sectors are united into tourism association in Uttaradit,
and networks are set both within the country and international as well as the tourists’
behavior is changed.

The threats of ccotourism and Thai wisdom ways of life in Uttaradit are : the
geographical condition, Uttaradit is very far from Bangkok. The border check point,
Poo-Doo, 1s not now very popular because it far from downtown Uttaradit, and
government sectors do not make good co-organize.

Many things should be done to help promote ccotourism and Thai wisdom
ways of life in Uttaradit by using marketing communicative tools that have been doing
now such as brochure, poster, V.D.0., website presentation, but many more means should
be added such as Uttaradit tour map, Prayapichi Monument sticker, Tourism calendar,
sociall network, SMS, Outdoor signs , Uttaradit handbook for tourists and cumulative or
score collecting stamps. which was shown in figure 3
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FIGURE 3

Integrated Marketing Communication Tools for Ecotourism Promote

and Thai Wisdom Ways Of Life In Uttaradit Province

The result of the study

The strength of ecotourism and Thai local wisdom in Uttaradit is that it has 3
cultures, Thai historical hero, Prayapichi the broken sword, good natural resurce,three
ways of life with well-known fruit : Lin-Lablae, Long-Lablae and Langgong. All of these
fruit cannot be found in other provinces, and they are the main factors that interest tourists.
This is relevant to the idea of Wachiraya Werapraphan (2551) who did the study in
Chiangmai on Night Safari ecotourism indicating that Night Safari in Chiangmai
containing 5 factors : attraction, activities, amenities, accommodation and accessibility.

Tong- Kai -Neu community get all benefits on economy, social and environment. The
weakness of ecotourism in Uttaradit are : no clear communication on Uttaradit tourism
site, and this is in relevance with the study by Achjana Annanon (2547) who made the
study ecotourism in Samut Songkram province. She said that the business problems found
most was tourists did not know the tourism site due to weak in advertisement and public
relation.
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For the chance, the study revealed that local office administrations are ready
to develop the cfficiency and promote tourism site in their localities, and this also in
relevance with the idea of Pawidee Rangsi (2550) who did the study an cooperation
between state, private and community to do some activitics on ecotourism as the case
study at Baan-Mae-Kham-Pong, mae-on district branch, Chiangmai and found that the
strength of ecotourism at Baan Mae-Kham-pong was the state support which in relevance
with community efficiency. This indicated that if local office administrations are ready to
develop their efficiency and promote community tourism sites, the chance sould turn to be
the strength. This could apply to Uttaradit province. For threats, the study indicated that
state sectors individually. This study was in relevance with the study of Pawida Rangsi
(2550) who did the study on cooperation among state private and community for
ccotourism activities management : the case study at Baan Mae-Kham-Pong, Mae-On
district branch, Chiangmai. The study showed that the problems were the non cooperative
management between local office administration and community to solve the problem in
the community. In fact state and local office administration must work as the coordinator
to co-organize the cooperation between private and community in the form of party to
balance the state power and cause the people to participate in policy making at low level
for operation.

For the point of appropriate marketing communication on ecotourism and
Thai wisdom way of life in Uttaradit besides the present media used such as brochure,
poster, V.D.O., T.V. broadcast and website for cach tourism site in Uttaradit, the
following media should be created more such as tourism map, Prayapichai sticker,
Uttaradit sticker map, tourism calendar, social network, SMS, out-door poster, Uttaradit
tourtism handbook, and score collecting stamps. These are in relevance with idea of
Kotter & Armstrong (2004) who presented the benefit on integrated marketing
communication that it could help create trade brand identity to be strong and outstanding
in the marketing communication that it could help created trade brand identity to be strong
and outstanding in the market by building trade brand image and organizational message to
customer target group. Also it could help customers to remember the trade brand because
customers and trade brand had to do some contact all the time. Besides this idea was in
relevance with Seri Wongmonta (2540) who indicated that integrated marketing
communication used various forms of media tools. All forms of media needed not to be
use together at one time, but one media at a time is better
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