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ABSTRACT 

60056952 : Major ARCHITECTURAL HERITAGE MANAGEMENT AND 

TOURISM (INTERNATIONAL PROGRAM) 

Keyword : Cultural Capital Local Wisdom Creative Tourism Uthai Thani Province 

MR. Yanatorn TEANTHAWORN : GUIDELINES FOR CONSERVATION 

AND CREATIVE TOURISM DEVELOPMENT:  UTHAI THANI PROVINCE, 

THAILAND Thesis advisor :  Tippawan Tangpoonsupsiri, Ph.D. 

The objectives of this research were: 1) to study the value of the cultural and 

natural tourism resources of Uthai Thani Province; 2) to study the potential of tourist 

attractions in Uthai Thani Province to support the promotion of creative tourism; 3) to 

study creative tourism activities that are suitable for the tourism resources of Uthai 

Thani province; and 4) to study applying the concept of Creative Tourism to enhance 

the value of cultural and natural tourism resources of Uthai Thani province and tourism 

development towards sustainability. This research employed the qualitative approach, 

utilizing documentary research, site surveys, participation observations, and in-depth 

interviews with 40 key informants consisting of the government sector, private sector, 

community sector, and tourists. SWOT analysis and content analysis based on the 

concept of creative tourism theories were employed to analyze the data. 

The result found that the variety of natural and cultural resources, the 

enchanting lifestyle and people of Uthai Thani Province, and the safety of travel are the 

strengths of the province's tourism potential. The lack of effective promotion strategies 

and management plans for developing tourism in Uthai Thani, as well as a lack of 

tourism professionals and expertise in tourism marketing among locals or some local 

businesses, are weaknesses in the province's tourism potential. There are four 

communities in Uthai Thani Province that have the potential to develop creative tourism 

activities. The four communities are: 1) Ban Rong Nam Kaeng Community, Mueang 

District; 2) Ban Pa Thung Ancient Style Woven Cloth Center, Ban Rai District; 3) Ban 

Sanum, Ban Rai District; and 4) Ban Tha Pho, Nongkhayang District. Cultural capital 

and local wisdom that has the potential to be developed into creative tourism activities 

include 1) local food (geographical indication products and ethnic food); 2) handicrafts 

(woven fabrics); and 3) folk songs (performances of local traditional festivals). The 

three types of local wisdom exist in the four communities of Uthai Thani Province.   

Making local food, making handicrafts, and learning folk songs are all 

examples of learning by doing activities that can be developed into guidelines for the 

development of enhancing local wisdom as creative tourism activities for tourists. Local 

cooking activities should be conducted in homestays and creative tourism activities 

specifically targeted at groups of active tourists. Collaboration between accommodation 

and community to offer cooking activities for tourists in a timely manner that they can 

participate in. The community can manage activities for tourists through coordination 

from the accommodation. An ideal craft activity for tourists is making small and simple 

handicrafts. Entrepreneurs also need activity design and investment in activity creation. 

The community must study activities suitable for tourists and design learning points to 

do activities in the form of various learning bases. Creative tourism activities related to 

handicrafts require good planning and organization. Developing creative tourism 

activities related to learning folk songs, communities must develop folk songs to be 

contemporary in order to attract more tourists. The community must develop activities 

 



 
 E 

that attract the new generation to attention in learning folk songs or activities that are 

valuable for learning along with preserving folk songs.  
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Chapter 1 

Introduction  

 
1.1 Statements and Significance of the Problems  

Thailand has long been regarded as a popular vacation spot. Thailand is 

currently attempting to reorganize the country's tourism industry to accommodate the 

dynamic of more sophisticated tourists. Nowadays, tourists are more concerned about 

the quality of their tourism experience and expect to have a real sense of it. As a result, 

new tourism products in the country have been developed using the concept of creative 

tourism as a potential strategy. By encouraging tourists to participate in local cultural 

attractions such as arts, local cuisine, natural and heritage sites, and a variety of creative 

activities, Designated Areas for Sustainable Tourism Administration (DASTA) have 

promoted creative tourism as a new form of niche tourism and given cultural and 

community tourism more attention. Tourists can make their own experiences and learn 

about the real-world life of the places they visit. (DASTA, 2018)  
 The Lower North includes the 6,730 square kilometers of Uthai Thani Province. 

The geology for the most part incorporates woods and high mountains. The forest lands 

of Uthai Thani are rich in natural biodiversity; Consequently, Huai Kha Khaeng, a 

wildlife sanctuary, has been designated a World Heritage Site. These forest lands ought 

to be preserved for the pride of all Thais. Mueang Boran Bueng Khok Chang in the 

Dvaravati period, Mueang Boran Ban Tai, Mueang Boran Ban Khu Mueang, and 

Mueang Boran Ka Rung are just a few examples of ancient cities that have been found 

in some parts of the province that have been found to have been inhabited by prehistoric 

humans. Thao Mahaphrom, according to legend, established a city at Ban Uthai Kao 

(Nong Chang district) during the Sukhothai Period and brought Thais to settle among 

the Karen and Mon villages. The area was dubbed "Mueang U-Thai" after the Thai 

group or location. The stream's course was later altered by a drought, and the people 

fled the city. A Karen named "Phataboet" came to Mueang U-Thai during the Ayutthaya 

Period to fix the city by digging a lake near it. He was the first ruler of the Old Mueang 

U-Thai. From that point onward, the name of the city was changed to Mueang Uthai, 

as per the Karen pronunciation, and it was an outside station town, safeguarding the 

city from the Burmese armed force which would go after Ayutthaya. The area that is 

now home to the city of Uthai Thani was the site of an increase in immigration along 

the Sakae Krang Riverside during the early Rattanakosin Period. 
There are a lot of interesting natural, historical, and archaeological attractions 

in the province of Uthai Thani that tourists can visit to learn a lot of things. There are 

additionally shops selling hand-tailored gifts and different sorts of food, for example, 

Bamboo shoots, fish and rice crisps, protected organic products; weaving, as well as 

basketry. (Tourism Authority of Thailand, 2020) 
As a key strategy, Uthai Thani Province prioritizes the promotion and growth 

of tourism. The following are some of the province's most notable tourism capabilities: 
1. Outstanding tourism and environment related to natural resources. Traditions, 

archeology, history, and agriculture Huai Kha Khaeng Wildlife Sanctuary, a significant 

UNESCO world natural heritage site, Hup Pa Tat, a primeval forest (Unseen Thailand), 

Phu Wai Cave, and Samo Thong Hot Springs are all well-known tourist attractions. (1) 

The lifestyle of the Sakae Krang River Basin Community, the last and most complete 
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River Raft Community in Thailand, with the tradition of morning and evening markets 

along the Sakae Krang River/Walking Street at Rong Ya Road Community, the Chinese 

community of Sakae Krang River Basin's "Long Legendary Short Road" every 

Saturday evening, is one tourist attraction, cultural learning center, and way of life. The 

Sakae Krang River Raft Community in Uthai Thani Province is different from other 

raft communities in Thailand because of its distinctive characteristics. Even though the 

social structure is constantly shifting, a community that has existed for so long still 

maintains a fishing lifestyle. The community is situated along the Sakae Krang River, 

which is approximately 50 meters wide and has water flowing throughout the year. On 

either side of this river is a long row of approximately one hundred raft houses. The 

distance between the north and south is approximately 3 kilometers. The last raft 

community in Thailand is the Sakae Krang River Raft Community. Unique to the Uthai 

Thani Province is this location. The Director of the Community Organizations 

Development Institute (CODI) of Thailand stated that there are a variety of cultures and 

traditions that all stakeholders must contribute to maintaining. (2) Tak Bat Thewo at 

Wat Sangkas Ratanakiri during the Buddhist Lent Celebration. (3) A well-known Lao 

Khrang and Lao Wiang fabric-weaving region in the Ban Rai District that was given 

the title of "Hand-woven queen" by UNESCO. (4) Eco-cycling routes: In order for 

tourists to have an enjoyable biking experience, they can select from a number of secure 

bike paths. 
2. River fish is a well-known dish. Bread, custard, compote, handicrafts, and 

OTOP products like hand-woven antique cloth, folding knives, pocket knives, belt 

buckles, and so on are among the desserts and other products that are thought to have 

originated in this region of Thailand. 
3. The private, public, and administrative sectors, in addition to the government, 

collaborate. Uthai Thani Province's strong local government is bringing in more 

tourists, which means more jobs and more money for the locals. In addition, they 

promote kind people with a wide range of local knowledge who can add value and 

direct their cities to be clean, orderly, and safe. 
4. The creation of community-level tourist attractions, such as sub-district 

tourist attractions, contributes to the community's income from tourism. Uthai Thani 

Province is an innovative alternative to ecotourism and cultural tourism that is currently 

driving the development and promotion of the Uthai Thani way of tourism. The number 

of visitors to the province has increased recently. (Uthai Thani Provincial Office, 2020) 
A concept for the development of tourism that strikes a balance between 

communities, cultures, and the needs of tourists is called creative tourism. It gives 

tourists the chance to develop their creative potential by participating in educational 

activities and learning from actual experiences that are tailored to the characteristics of 

the targeted tourism area. In addition to the production of creativity, a process of 

community participation is required for creative tourism. This means that the 

community must agree on the tourism activities, participate in them, and reap the 

benefits. The owners of the tourism industry and tourists will be the direct beneficiaries 

of Creative Tourism activities. They will have to accept this new travel trend by 

participating in actual experiences at tourist attractions, practicing, and learning 

alongside members of the community. (Richards, G. and Raymond, C., 2000). 
Nowadays, tourists are starting to turn their attention to creative tourism in order 

to understand the context of rural society, community life, and traditional ways of life. 
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Because it is a form of tourism that most tourists are attentive to and is a pattern that is 

unique in the context of the hometown art and culture with a long history, the pattern 

has been adjusted according to the era to be in line with the community context. This 

becomes a unique cultural element that cannot be created or fabricated by itself. 

Therefore, the Creative Tourism model is a form that allows tourists to play a creative 

role within the community. It also strengthens the community in a sustainable way by 

engaging in passionate experiences and activities using the learning process which can 

be expected to have a psychological value that will make a lasting impression on the 

minds of tourists. It also fosters a feeling of conservation of environmental resources. 

It is also a tourism approach that does not destroy the precious cultural heritage, which 

is the core of community-owned Creative Tourism, without creating a burden on the 

lifestyle of the people in the community. (Richards, G. et al., 2019). 
In addition, Creative Tourism not only appears to be a good option in 

responding to new kinds of demand but, from human-oriented to human-based tourism, 

it also facilitates aspects of inclusion. It is important to think about tourism in a way 

that offers visitors the opportunity to develop their creative potential through active 

participation in local culture and learning experiences. Reviewing local memories and 

practices can add value to the global experience by immersing tourists in the destination 

and local traditions and culture. (Costa, J. et al., 2020) 
Uthai Thani Province is known as a tourist destination with a variety of areas 

for tourism. There is an outstanding natural learning center at the UNESCO world 

heritage site. There are learning resources such as local wisdom and many important 

archaeological sites. They create values through cultural heritage and lifestyles that 

tourists can participate in and gain new experiences gained from travel. By creating 

stories, activities, or products from local wisdom combined with tourists' imaginations 

it evolves into a new kind of tourism activity. It produces creative economic results that 

attempt to generate value from both economic and tourism dimensions. 
This research aims to develop an appropriate creative tourism activity model 

and promote creative tourism in Uthai Thani Province. This is a guideline for tourism 

development that will help create more diversity and added value for Uthai Thani 

tourism. If there is a survey and assessment of tourist attractions that have the potential 

to develop into creative tourist attractions. It will create a variety of tourism activities 

to support future expansion. It will also generate income for the local community as 

well as strengthen culture, way of life, and knowledge of community wisdom to lead to 

the development of a creative tourism model that is a sustainable tourism product of 

Uthai Thani Province. 
1.2 Research Questions 

1.2.1 What is the value of the cultural and natural tourism resources of Uthai 

Thani Province? 
1.2.2 What is the potential of tourist destinations in Uthai Thani Province and the 

development of creative tourist destinations? 
1.2.3 What forms and activities of creative tourism in Uthai Thani Province are 

appropriate for the community and tourists? 
1.2.4 How can Creative Tourism lead to sustainable tourism development in 

Uthai Thani Province?  
 



 
 4 

1.3 Research Objectives 
1.3.1 To study the value of the cultural and natural tourism resources of Uthai 

Thani Province. 
1.3.2 To study the potential of tourist attractions in Uthai Thani Province to 

support the promotion of creative tourism. 
1.3.3 To study creative tourism activities that are suitable for the tourism 

resources of Uthai Thani province. 
1.3.4 To study applying the concept of Creative Tourism to enhance the value of 

cultural and natural tourism resources of Uthai Thani province and tourism 

development towards sustainability. 
1.4 Scope of the Study  

1.4.1 Scope of Area  
This study concentrates on the area of cultural and natural tourist attractions in 

Uthai Thani Province.  

 
Figure 1 Map for Uthai Thani Province 
Source: https://www.vecteezy.com/vector-art/17079179-uthai-thani-position-in-

thailand-a-set-of-infographic, 2023 
1.4.2 Scope of Study Content  
This research will focus on the value of the cultural and natural tourism resources 

of Uthai Thani Province, especially at the major tourist destinations, for example, some 

communities such as the Sakae Krang River Raft Community, the last remaining raft 

community in Thailand. This is a unique part of Uthai Thani Province. There are 
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various traditions and cultures where the architectural buildings and environment have 

been preserved for tourism and can be developed for creative activities. 
In addition, the research will focus on assessing the potential of tourist 

destinations for Creative Tourism development, enhancing the value of cultural and 

natural resources for Creative Tourism in Uthai Thani Province. Study of the context 

of local communities on their readiness to develop towards creative tourism 

development and creative tourist attractions that are appropriate and consistent with the 

context of Uthai Thani Province. 
1.5 Expected Outcomes  

- Uthai Thani Province has benefited from conservation with Creative Tourism 

and sustainable tourism development 
- Uthai Thani Province has a proposal for applying the concept of Creative 

Tourism to enhance the value of cultural and natural tourism resources and 

development toward sustainability 
- Uthai Thani Province has an Initiated Community Management Model for 

Creative Tourism 
- A creative tourism model that will increase opportunities for tourism 

development to generate income for Uthai Thani Province. 
- The agency responsible for tourism management and tourism policy setting in 

Uthai Thani Province can create opportunities for tourism development based on the 

potential of tourism resources and the context of society, community, and economic 

conditions of Uthai Thani Province that will lead to the development of sustainable 

tourism in the future. 
1.6 Research Hypothesis 

The value of tourism resources, local wisdom, and intangible cultural heritage 

affects the guidelines for developing creative tourism activities in Uthai Thani 

Province. 

1.7 Definition of Terms 
Creative tourism means a form of tourism that uses the potential of tourist 

attractions as a base and uses creativity as a guide. It is a form of tourism that allows 

visitors to participate in learning experiences and activities with local people, combined 

with the concept Imagination of tourists who create travel experiences for tourists 

through ñdoing, participating and sharing knowledge with local people. 
Creative Tourism Potential means the basic characteristics of resources within 

a tourist attraction that make each site suitable for creative tourism activities and 

development to support creative tourism activities in different styles and levels. 
Creative tourism development means the process of making local tourism 

successful and effective in accordance with the development objectives specified, 

enabling tourists to experience quality creative tourism according to the features or 

potential of the area including interacting with people in the area on the basis of creative 

thinking. 
Creative tourism activities mean tourism activities that provide opportunities 

for tourists to participate in activities with people in the community through a learning 

process, study, and practice. Creative tourism activities should be interesting, 

meaningful, or outstanding activities, cultural, environmental, or natural that tourists 

are interested in or want to participate in. Cultural host communities also need to 
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recognize the potential for conducting or organizing such activities to lead to inter- or 

cross-cultural exchanges of knowledge. 
Creative Economy is the concept of driving the economy based on the use of 

knowledge, education, creativity, and intellectual property in accordance with culture, 

knowledge, wisdom, technology, and innovation. 
Sustainable Tourism is tourism that takes full account of its current and future 

economic, social, and environmental impacts, addressing the needs of visitors, the 

industry, the environment, and host communities. 
1.8 Research Methodology and Conceptual Framework 

This research is conducted in three main parts to answer the question of how to 

establish Creative Tourism in Uthai Thani Province: 1) analyzing the potential of Uthai 

Thani Province's cultural and natural tourist destinations and the value of cultural and 

natural tourism resources; 2) implementing the concept of Creative Tourism to increase 

the value of cultural and natural tourism resources; and 3) suggesting Creative Tourism 

activities and Creative Tourism Sustainable Development for Uthai Thani Province 

(Figure 2). 
The factors of secondary tourist destinations, co-value creation, and the 

enhancement of value, experience, and preservation of creative destinations' cultural 

and natural resources comprise the conceptual model for Creative Tourism. 
 

 
 

Figure 2 Conceptual Framework 
Source: the author adapted from (Upadhya, A., & Vij, M., 2017; Bakas et al., 2020; Carvalho 

et al., 2019; Chuenpraphanusorn et al., 2018; Vorasiha, E., 2019; Ali et al., 2016; Scherf, K., 

2021; Korez-Vide, 2013; Blapp, M., & Mitas, O., 2018; Galvagno, M., & Giaccone, S. C., 

2019; Damayanti, M., & Latifah, L., 2017; Sarantou et al., 2021; Pimenta et al., 2021; 

Richards, G., 2016, 2019, 2020, 2021; Richards & Wilson, 2006; Richards, G., Wisansing, J. 

& Paschinger, E., 2019; Sangchumnong, 2019; Tan et al., 2013; Wattanacharoensil, 2016; 

Wisudthiluck, S., & Sangnit, N., 2014). 
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Qualitative research methods are the research methodology. The researcher used 

the site survey research to collect data from local government agencies, local 

communities, tourists, and stakeholders through in-depth interviews, onsite 

observation, and focus groups to achieve the goals and objectives. In addition, the 

researcher presents data from primary and secondary sources like archives, documents, 

journals, articles, pictures, maps, textbooks, theses, reports, and statistics. After that, a 

qualitative approach can be used to categorize, examine, and evaluate all of the data 

that was gathered. 
1.9 Process of the Research Study 

The process of this research is initiated as follows. 
1.9.1 Literature reviews 
1.9.2 Site surveys 
1.9.3 Data and information collecting 
1.9.4 In-depth interviews, and participative observations 
1.9.5 Focus groups, data analysis 
1.9.6 Review of final report and proposal guidelines 
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Chapter 2  

Literature Review 
 

In this chapter, the literature reviews consist of five parts. The first part presents 

the Cultural Significance. The second part is about Creative Tourism. Next, the third 

part is the continuation of Creative Tourism within the context of the Creative City, 

Creative Economy, and Creative Industry. Finally, the review of the literature is 

Sustainable Tourism Development. 
2.1 Cultural Significance 

Cultural significance is an essential tool, which helps in estimating the value of 

a site as well as allowing a better understanding of the siteôs past to enrich the present, 

and will be of value to future generations (Australia ICOMOS, 2013). 
Conservation issues have been acknowledged for a long time through the many 

charters such as Athens and Venice Charters. However, there were difficulties in 

adopting these Charters, which were created in 1964 with Asian countries, because 

these Charters were more focused on the European context. Then, the Nara Document 

on Authenticity (ICOMOS, 1994) has been recognized. It aims to embrace both the 

tangible and intangible significance and to assure that cultural diversity is respected by 

the authenticity concepts. The scope of cultural significance has been expanded from 

tangible to intangible customs, beliefs, and values. Regarding Asia, the Hoi An 

Protocols established the best conservation practice in Asia and provided professional 

guidelines for assuring and preserving the authenticity of heritage sites in the context 

of the culture of Asia (UNESCO Bangkok, 2009). The agreement referred to the need 

to recognize and determine authenticity in the cultural context of Asia as a way to 

protect diverse cultures. Hence, in Asia, the integrity of heritage sites and continuing 

their authenticity are fundamental concerns (Taylor, 2004). 
Authenticity is defined as the characteristics that most truthfully reflect and 

embody the cultural heritage value of the place (ICOMOS, 1994) or the ability of the 

place to be represented accurately/truthfully (China ICOMOS, 2004). The China 

principles provided a set of guidelines for conservation and management in China, 

which meet the needs of Asian culture. Authenticity means truth or factual accuracy. It 

has been used to connect the Asian approach to the renewal of physical fabric. The 

replacement of the fabric is acceptable since the significance of the place still continues 

the spiritual meaning and symbolic value related to everyday use. 
Furthermore, an Asian perspective, which also focuses on the spirit of the place as much 

as the meaning and symbolism, together with intangible value, authenticity, and 

integrity, plays important roles in determining heritage value, significance, and 

protection. 
In parallel, Australia ICOMOS, the Burra Charter: A Charter for Places of 

Cultural Significance (1999) also pointed out that the tangibles can be seen as physical 

objects, for instance, buildings, structures, plantings, open spaces, and land use patterns. 

Intangibles refer to the traditions, beliefs, and ideologies which created the patterns and 

components and which give them meaning. Taylor (2013) argued that both tangibles 

and intangibles should be considered together since the identity of a place is the sense 

where tangibles and intangibles coalesce. 
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Furthermore, to evaluate the site value and cultural significance, Australia 

ICOMOS (2013) also mentioned in the Burra Charter, that cultural significance was 

classified as aesthetic, historic, scientific, social, or spiritual values. 
- Aesthetic value refers to the sensory and perceptual experience of a place from 

tourists via both tangible and intangible aspects; for instance, form, scale, color, textile, 

material, and also smell and sound associations. 
- Historic value refers to all aspects of history; for instance, the history of 

aesthetics, science, art and architecture, spirituality, and society. Some associations or 

events might be significant in that places retain the importance of history regardless of 

treatment. 
- Scientific value refers to the importance of information, rarity, quality, or 

representativeness and the opportunity to contribute further significant information. 
- Social value refers to the qualities that a place has, in particular, in terms of 

the social or cultural meaning of local markers or symbols, community identity, from 

long use and association for a specific community or cultural group. 
- Spiritual value, which was separated from the social value in 2013 as a result 

of the Burra charter in 1999, refers to the spiritual identity or belief system, repository 

of knowledge, traditional art or lore, the importance of maintaining spiritual health and 

wellbeing, recalling or awakening an understanding, the expression of cultural practices 

or human-made structures or by inspiring creative work. 
Assessment of the significance of a place, site or, monument should be carried 

out as a necessary preliminary to any conservation action. Significance assessment is 

the process of studying and understanding the meanings and values of places, objects, 

and collections. It involves three main steps; firstly, analyzing the object or resource; 

secondly, understanding its history and context; thirdly, identifying its value for the 

communities which created and care for it. 
Hall and McArthur (1993) identified four interrelated areas of significance in 

heritage: economic, social, political, and scientific significance. 
Economic significance: heritage is preserved because of the value it offers in 

terms of expenditures of visitors to sites. Tourism is big business, illustrated by private 

sector sponsorship as a means to generate income for sites, but sponsorship can also be 

used to target an audience that is socially responsible and has green tendencies. The 

economic significance of heritage may also be demonstrated in the development of 

user-paid approaches to the entry of many heritage sites as heritage is increasingly 

facing the issue of having to pay its own way. 
Social significance: this refers to the personal and collective identity that people 

and society have with their heritage. A social conscience will often be the driving 

impetus to consider preservation in the first instance. Heritage can also help determine 

a sense of place, creating situations where people can use heritage to gain attachment 

to an area, and maintain a sense of place that remains virtually unchanged. 
Political significance: the meaning and symbolism of heritage may serve 

political ends. Hall and McArthur note, heritage by definition is political, in terms of 

reinforcing what is conserved, how heritage is told and placing the wishes of private 

owners of heritage into conflict with the government or public interests. 
Scientific significance: many national parks and protected areas may contain 

gene pools and ecosystems that will be useful to medicine. They also provide habitats 

for rare and endangered species. As benchmarks can be more easily established to 
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measure the change in protected areas, as opposed to settled environments, useful 

research can be undertaken on ecological processes often within a non-threatening 

context. There is also an educative component to heritage ï providing visitors with 

information about the living history, culture, and people of the areas, lessons which are 

important in the relationship established between settlers and indigenous people of the 

areas. 
The cultural significance of heritage sites has been defined by the Burra Charter 

as the ñaesthetic, historic, scientific, social or spiritual value for past, present or future 

generationsò which is ñembodied in the place itself, its setting, use, associations, 

meanings, records, related places, and related objects. ñThe goal of conservation is to 

preserve this significance by ensuring that all interventions and actions meet the test of 

authenticity in all respects. Understanding the relative degree of significance of heritage 

resources is essential if we are to rationally determine which elements must be 

preserved under any circumstance, which should be preserved under some 

circumstances, and which, under exceptional circumstances, will be sacrificed. The 

degree of significance can be assessed on the basis of the representativeness, rarity, 

condition, completeness, and integrity and interpretive potential of a resource. 
Assessment of the significance of a place, site, or monument should be carried 

out as a necessary preliminary to any conservation action. Significance assessment is 

the process of studying and understanding the meanings and values of places, objects, 

and collections. It involves three main steps; firstly, analyzing the object or resource; 

secondly, understanding its history and context and thirdly, identifying its value for the 

communities which created and/or care for it. The key to the process is the concept of 

authenticity which has become the universal concern of the conservation profession 

since the adoption of the 1972 UNESCO World Heritage Convention, which defines 

authenticity as the primary and essential condition of the heritage. The 1994 Nara 

Document on Authenticity reaffirms this by stating that authenticity ñappears as the 

essential qualifying factor concerning values.ò 
UNESCO Bangkok (2009) stated in Hoi An Protocols for Conservation Practice 

in Asia that authenticity is usually evaluated in terms of a matrix of dimensions of 

authenticity: location and setting; form; materials and design; use and function; and 

ñimmaterialò or essential qualities. Together these form of the composite authenticity 

from which significance derives. The retention of authenticity is the aim of good 

conservation practice (See Figure 3). 

 

Figure 3 Dimensions of Authenticity 

Source: UNESCO, 2009 
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ñCultural Commodityò is one of the major reasons leading to the inauthentic 

conditions. The concept of a cultural commodity refers to turning cultural identities into 

products or assets for selling and attracting visitors to cultural destinations. It has been 

debated in many tourism academic literature in terms of providing the community with 

positive or negative impacts. Cultural commodification can damage the local cultural 

identities and lead to ñendangered cultureò (Taylor, 2001). 
Diana and Agung (2017) argued that given the possibility of creative destruction 

as a result of any form of commodification, any form of tourism activity in heritage 

sites, including creative tourism, must be seriously considered. It is undeniably 

beneficial when commodification assists local people in preserving their sites and 

culture for future generations, but it can be risky to the village's sustainability if not 

managed properly. As a result, managers must treat carefully when developing creative 

tourism. Tourists will become insensitive and disrespectful if they do not understand 

the culture and local heritage, possibly leading to conflict, prejudice, or cultural 

degradation of traditional culture. 
2.2 Creative Tourism 

This section reviews definitions of Creative Tourism, including its core 

principles, concepts, and usages as employed in key literature.  
2.2.1 Definitions of Creative Tourism 

Crispin Raymond and Greg Richards first used the term "Creative Tourism" in 

2000, defining it as "a type of tourism that offers visitors the opportunities to develop 

their creative potential through active participation in courses and learning experiences 

that are characteristic of the holiday destination where they are undertaken." (Richards 

and Raymond, 2000: 18)  
According to Raymond, he was inspired to come up with the concept of Creative 

Tourism after attending a lecture on cultural tourism issues in Europe. Cultural tourism 

frequently provides tourists with information about less interesting historical events and 

landmarks. By hearing stories about the memorable experiences of the younger 

generation of tourists traveling in Southeast Asia, including Thailand, Indonesia, and 

Australia, he stated that interaction with tourists through Cultural Tourism should be 

more "creative." For a number of weeks, they took Thai massage classes in Chiang Mai. 

Prior to proceeding to venture out to Bali, Indonesia, and taking part in the act of making 

vegan food then, at that point, progressed forward with a short learning venture as a 

Jillaroo overseer on a homestead in Australia. 
According to Richards and Raymond, there may be a new definition of tourism 

that includes people who are interested in learning about the art and culture of the region 

they have visited. In addition to assisting tourists in understanding through their own 

experiences, this experience will enable them to apply newly acquired knowledge to 

their personal or professional lives upon return. Lastly, Richards and Raymond both 

came to the conclusion that the term "Creative Tourism" was an appropriate way to 

describe this kind of tourism. 
According to the definition provided by the United Nations Educational, 

Scientific, and Cultural Organization (UNESCO), "creative tourism" is travel that aims 

to provide an engaging and authentic experience, as well as a connection with the 

people who live in the location and contribute to the creation of this living culture. It 

also includes participative learning in the arts, heritage, or special character of the 

location. The definition of tourism was discussed at the Creative Cities Network 
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conference in October 2006 to plan the 2008 Santa Fe International Conference on 

Creative Tourism. Participation and the sharing of experiences were emphasized in the 

meeting's format. The meeting planning committee came up with a new definition of 

creative tourism, which is a type of tourism that focuses on having an engaging and real 

experience with participatory learning about a place's arts, heritage, or unique character. 

(Wurzburger, 2009) Ankomah and Larson (2000) also identify four characteristics in 

the definition of creative tourism: 
1. The creation must blend with the cultural traditional product and possess the 

potential to add value. 
2. Innovation or the development of new products and competitive advantage 

must be quickly adopted for creation. 
3. Instead of being merely an experienceable cultural product, creation can be 

dynamic. The main obstacles to the growth of Creative Tourism are perpetual creations 

like the ever-evolving arts and crafts. 
4. Economic prosperity is just one aspect of creation; value is another. Thusly, 

the innovative approach should rapidly make new qualities in the current day to produce 

Imaginative in the travel industry. 
As a result, the term "creative tourism" can also be used to refer to "value 

tourism," "learning tourism," or "tourism to produce unique travel experiences for 

tourists." 
DASTA (2015) indicated that Creative Tourism has been continuously 

discussed in society today. At the policy level, the government refers to a Creative 

Economy that wishes to generate value from something that has economic value in the 

tourism dimension. DASTA is an organization in Thailand that focuses on Creative 

Tourism in special areas and focuses on creating cultural heritage and lifestyle values 

in which tourists can participate and create new experiences gained from travel. 
1) Creative Tourism is a form of tourism that allows tourists or visitors to 

develop or utilize their own creative potential or abilities. by making a determined and 

committed involvement in methods and learning experiences which is something that 

is done on a regular basis by the people of that tourist attraction in which tourists 

volunteered to do or get involved. 
2) Creative Tourism is the creation of activities or products based on local 

wisdom combined with tourists' imaginations to create new activities. 
3) Creative Tourism tourists are not just viewers or observers of places but are 

active in interaction or participation in activities with local people. 
4) Creative tourism is the duty of tourists to adapt to their surroundings and use 

their knowledge to develop more expertise. 
Hence, creative tourism is a process between the host and the tourists that 

encourages a learning experience. Participation in experiments and creative actions and 

relationships through tourism activities that retain the identity, authenticity, and spirit 

of the place. Creative Tourism brings benefits to tourist attractions such as employment 

and career opportunities, adding value to tourism products, conservation of arts and 

culture, and development of sustainable tourist attractions. 
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Figure 4 The dynamics of Authenticity in the Creative Tourism context 
Source: Redesign CBT Thailand: Collaborate We Can, DASTA (2015) 

When considering the above definition, it can be seen that Creative Tourism is 

a new form of tourism that responds to cultural tourism, which once played a key role 

in traditional tourism trends, and faced significant limitations that were unable to fully 

meet the new needs of modern tourists. "Creative Tourism" has a different idea based 

on ñCultural Tourismò where tourists are just audiences away from them, but not 

through real experiences.  Creative Tourism expands on this. 
Creative Tourism makes it possible for tourists to take part in cultural 

experiences that are unique to the tourism area. This will help tourists remember the 

area and gain a thorough understanding of it. Through authentic cultural experiences 

that involve learning about art and cultural heritage, creative tourism builds 

relationships between hosts and guests. Tourists and locals alike will benefit from this 

close knowledge transfer, which encourages intercultural dialogue and contributes to 

the continuity of cultural diversity. 
2.2.2 Why does it have to be "Creative Tourism"? 
 Creative Tourism is a new model of tourism that caters to modern tourists' 

requirements. Cultural tourism, on the other hand, appears to be a new hope for tourism 

and is the largest form of tourism overall in the conventional tourism paradigm. 

However, due to the increasing number of tourists visiting this well-known cultural 

tourism area, cultural tourism is stuck in a rut. Environmental, social, and cultural issues 

have arisen as a result of that region's overcapacity. In an effort to avoid such issues, it 

finds more and more solutions by looking in new directions, eventually having to deal 

with the same issue again. The floating market, walking street, and other tourist areas 

all developed similarly in the end. 
 According to a 2009 study conducted by ATLAS as part of the Cultural Tourism 

Research Project (Richards, 2009), the most popular type of experience for cultural 

tourists is a brief narrative about visiting a location that encourages exposure to "local 

or authentic culture," where tourists want to eat like locals and learn about the area's 

true identity. There are headings and patterns in the interest of labor and products for 

the new age. 
 Current travelers are customers who are capable and clear about what they need 

to consume. They are likely well-versed in the experience they want to learn more than 
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was previously provided in the initial form of tourism, and they have an outline of the 

experience they want to see and learn. The upcoming generation of tourists will choose 

specific travel routes and manually set the dates and times. They make their travel plans 

according to their preferences using a modern network of friends. They also plan 

activities that will help them reach their full potential and have a prior knowledge of 

the routes and people in the tourist area. The consumer becomes a producer of the 

product and experience he consumes as a result of this process. 
 In conclusion, economic and social changes that respond to changes in the way 

of life of a new group of people have significantly altered Creative Tourism, a type of 

tourism, from cultural tourism. A type of tourism known as creative tourism places an 

emphasis on the guest's interaction with the host. In tourism regions where the style and 

nature of the tour will provide opportunities for tourists and hosts to share, learn, and 

develop their creative potential together, there is a strong push for participation through 

learning experiences. Creative Tourism provides a novel solution that is tailored to the 

preferences of today's tourists, who not only want to look at society and culture in a 

different way from themselves but also want to do something to learn more about the 

cultural heritage of the area they're visiting. They also grow their potential by engaging 

in tourism-related activities to find fresh inspiration. 
2.2.3 Concepts of Creative Tourism 
 One of the founders who came up with the idea of Creative Tourism, Greg 

Richard (2009), pointed out that a new type of tourism called "Creative Tourism," even 

though it is part of cultural tourism as a whole, has shifted its focus from tangible 

cultural resources to intangible cultural resources. 

 

 
Figure 5 The shift from tangible to intangible tourism resources. 
Source: Richards, G. (2009) 
 Creative Tourism, which encompasses identity, lifestyle, atmosphere, 

narratives, creativity, and media, now attracts tourists who previously were interested 

in visiting tangible cultural heritage buildings like historical museums and monuments, 

relaxing on sandy beaches or climbing mountains. In addition, the original areas of 

interest that tourists have valued, such as the opulent culture of castles, palaces, art 

galleries, and museums, have shifted their focus more toward everyday cultures, such 

as the local cuisine, way of life, markets, and houses. Instead of just being spectators, 

visitors can interact with and take part in the actual lives of historical figures thanks to 

community life. Additionally, because tourists want more activities in the places they 

visit for longer periods of time, Creative Tourism has emerged. Creative Tourism, 

according to the current tourism trend, encourages active comprehension of a location's 

unique cultural features. 
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 Creative Tourism is different from Crafts Tourism, Heritage Tourism, or 

Cultural Tourism where tourists are just distant spectators taking pictures and buying 

souvenirs. But Creative tourism is an experience in which tourists are actively involved 

in cultural activities. Participation and learning with the aim of learning new things 

through hands-on experience will contribute to building one's own knowledge and 

creative potential. At the same time, it is a co-creation of products and services that 

meet their own needs (Prosumer) as part of the self-actualized process, self-expression, 

and unique identity.  

 
Figure 6 The transition from cultural tourism to Creative Tourism. 
Source: Richards, G. (2009) 

 
Figure 7 Transforming Cultural Tourism to Creative Tourism. 
Source: Creating Creative Tourism Toolkit, DASTA (2019) 
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 The Organization for Economic Co-operation and Development (OECD) also 

pointed out that creative tourism, which was regarded as "soft infrastructure" 

knowledge-based creative activities linking producers, consumers, and places through 

the benefits of technology, talent, and skill, resulting in value-added products and 

services, creative contents, and meaningful experiences, had replaced heritage-based 

cultural tourism, which relied on "hard infrastructure" such as cultural sites and 

museums. The traditional, tangible cultural heritage was actually regarded and utilized 

as a source of inspiration, and this new trend did not diminish the significance or value 

of cultural heritage. (OECD, 2014)  
 According to the OECD, creative tourism stood out because it was founded on 

intangible assets and knowledge that were exchanged through consumer collaboration 

and co-creation of value. Consumers were eager to create their own creative 

experiences and make a contribution through tourism as they acquired more knowledge 

and experience with cultural goods. Producers, consumers, and places (or destinations) 

all became more involved in co-creation as a result of this shift, generating and sharing 

knowledge, expertise, and creative experience. 
 Ohridska-Olson & Ivanov (2010) compared the differences between the 

business models of Cultural Tourism and Creative Tourism. This demonstrates how 

creativity has helped cultural tourism break out of its stalemate and adapt to new 

economic development strategies that take into account the balance between the 

economy, society, culture, and environment. 
Table 1 Cultural Tourism and Creative Tourism - A comparison of economic models 
Source: Ohridska-Olson & Ivanov, 2010 

Characteristics of Cultural 

tourism business model 
Characteristics of Creative Tourism 

business model 
Tourism Resources: based on 

existing and pre-qualified cultural 

heritage, such as iconic buildings, 

famous cultural events, monuments, 

national monuments or a UNESCO-

certified World Heritage Site. 

Tourism Resources: based on the local 

creative capital that is constantly evolving. 

The artistic or creative process is a diverse 

tourism resource, such as basket weaving in 

Egypt, Samba dancing in Cuba, learning to 

make guitars in Bulgaria or the metalwork in 

New York 
Target market: Large groups of 

people with a general cultural 

interest. 

Target market: Small groups or individuals 

with specific interests. 

Benefits for cultural heritage: 

Large tourist groups adversely affect 

the location of the cultural heritage. 

Benefits for Cultural Heritage: 

Participation does not lead to destruction, 

responsible visitors, and cultural heritage 

reconstruction. 
Sustainability: Limited because in 

many cases the resources for cultural 

tourism cannot be reconstructed. 

Sustainability: Great because Creative 

Tourism is based on endless creative 

processes. 
2.2.4 Creative Tourism Experience Model 
 Richards (2011) suggested arranging the lowest to the highest level of local 

participation as a form of Creative Tourism. Tourism will simply be a place for tourists 

to visit (Background), such as for window shopping or city sightseeing, if the activity 

does not have local participation. However, creative tourism will be an activity of 
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learning things, such as participating in a workshop or short course, or experiencing 

local culture and living conditions, if more locals participate. 
 Creative Tourism experiences come in all shapes and sizes. It can be used as a 

form of activity in workshops, for instance, in learning activities like molding 

chinaware or weaving. 
 It is possible to arrange for tourists to participate in wine, local liquor, or dessert 

tastings, as well as to impart knowledge and take action (experiences/open ateliers), in 

addition to tasting and making wine, including local wine. 
 Seeing, instead of a static visit, is organized as a course visit, like a 

nursery/rustic course and schedules. 
 The activity can be altered to include gallery walking or shopping at department 

stores (shop windows and galleries). 
 There are two basic modes of creative tourism implementation: 
 1. Using creativity as a tourist activity. 
 2. Using creativity as background for tourism. 
 Creative Tourism activities that involve tourists in the respective tourism areas 

are already using it in their initial form. Be that as it may, these days, the presentation 

of imagination as a foundation for the travel industry or the production of air in different 

vacation destinations has gotten increasingly more well-known to make vacation spots 

seriously enchanting. For instance, the UNESCO-designated "creative city of crafts and 

folk arts" of Santa Fe organizes events. Learning-related activities in Santa Fe include 

courses in local cuisine, making indigenous amulets at the museum of indigenous art, 

and training in clay pot molding (Pueblo's art). Creative tourists can participate in a 

wide range of experiences, including tastings, learning new skills in the tourist area, 

and purchasing creative goods locally. 

 
Figure 8 Model of Creative Tourism 
Source: Richards, G. (2011) 

The idea of creative tourism has been around for a while in a lot of countries. 

Different places have their own definitions of creative tourism, but there are some 

things that are common to all of them, like active participation, real experiences, the 

development of creative potential, and skills (Richards, 2011). Traditional crafts and 

handicrafts, gastronomy, perfume making, porcelain painting, dancing, pottery making, 

and tea making are all examples of creative tourism's creativity base (Richards & 

Wilson, 2006; Faizan and others, 2013). 
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Tan et al. (2013) investigated and constructed a model of creative experience. 

The study of experience was derived from three categories of needs on the basis of their 

work "A Model of "Creative Experience" in Creative Tourism: 1) basic need, 2) social 

need, and 3) intellectual need, which includes the need for novelty, excitement, and 

challenge. This indicated that, in terms of creative tourism and creative experience, 

tourists needed to go through the experience in order to become creative. 
They concentrated on 4 different Imaginative Life Businesses (CLI) in Taiwan, 

in particular, a recreation ranch, a story house, a stoneware-making exhibition hall with 

a studio, and a wooden furniture gallery with a studio. All of these locations were once 

used by their businesses, but they were now creatively transformed into tourist 

attractions. The results showed that the model of creative experience was built by the 

process of learning and interacting with things like the environment, people, products 

and services, and experience, as well as the "inner reflections" factors that interact with 

the inner self like consciousness/awareness, need, and creativity. 
They primarily focused on tourists as co-creators of experiences (demand side) 

rather than tourism suppliers like service providers, industry practitioners, and tourism 

boards (supply side) in order to comprehend the creative experience in creative tourism. 

The reason for this was that they want to know what made creative experiences possible 

in creative tourism. 

 
Figure 9 A Model of Creative Experience 
Source: Tan et al. (2013) 

They thought that the creative experience that was created by the creative 

tourism industry was important because it related to personal growth and the creation 

of an identity. In addition to supporting the interaction and co-creation of the entire 

experience, creative tourism that relied on the active participation of tourists increased 

the opportunity for active learning about their surroundings and the application of this 

knowledge to develop one's own skills. 
In addition to the development of the inner self through creative learning and 

creative experiences, the significance of external factors, such as environments and 
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locations, was thought to be another important dimension that contributed to the 

formation of creative experience. In point of fact, both experience and creativity were 

influenced by a tourist destination's sense of place, which consisted of a combination 

of tangible and intangible characteristics like the locals' physical and spatial 

characteristics and historical data and legends. Because both the outer and inner 

dimensions were sources of creativity, businesses ought to encourage a greater number 

of content-rich, challenging, exciting, and safe activities. 
The study demonstrated that the subtheme of inner reflection, 

consciousness/awareness, played a significant role in distinguishing creative tourism 

from other types of tourism. Additionally, tourists who had consciousness/awareness 

tended to participate in creative experiences rather than general activities. In addition 

to the inner self, the relationship between tourists and locals was studied. It was found 

that creative tourists had a more stable relationship with locals, which led to them co-

creating creative experiences together. 
They still mentioned that creative tourists needed to have self, social, cultural, 

or environmental-related consciousness/awareness in order to develop creative 

experiences successfully. Creative tourism's uniqueness and differentiation would 

benefit from these components. In addition, they stated that, despite the fact that this 

research on a model of creative experience was carried out on specific experiences and 

locations, it could be utilized in other locations where the creative experience was 

required. 
2.2.5 The characteristics of Creative Tourism 

The model employed in Thailand is a community-based approach because the 

central thrust of the program is built by the community for the community to achieve 

sustainability and embrace local creativity. The features of Creative Tourism make it 

ideally suited for the development of sustainable community-based tourism. As 

DASTA has emphasized, Creative Tourism shares many characteristics with 

sustainable tourism. The characteristics of Creative Tourism according to DASTA are: 

(Richards, 2016; Richards et al., 2019, P.19) 
(1) Visitors and hosts, each engaging the other  
(2) Cross-cultural engagement/cultural experience 
(3) Spirit of place/deep meaning/understanding of specific cultural features of 

the place 
(4) Hands-on experience 
(5) Exchange of information/transformation and transformative experiences  
(6) More participants than observers 
(7) Tourists get the opportunities to develop their creative potential and 

participate in the decision-making process (co-creating tourism experience) 
(8) Authenticity in both process and genuine product experience 
(9) Memorable/I hear or see and I remember, I do and I understand the concept  
(10) Tailor-made approach 
The ultimate goals of developing Creative Tourism are, therefore, to contribute 

to sustainable tourism development and increase community well-being. To achieve 

this ambitious goal, creativity is needed to stimulate an exchange of ideas and insights 

to not only discover local culture but to expand the potential of that culture. Creative 

Tourism must therefore be designed to facilitate exchanges between participants, in 

order to increase their collective knowledge, skills, and understanding. 
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In addition, the research article Basics of Creative Tourism written by Itsaree 

Tiyapiphat (2017) showed that properties or characteristics of Creative Tourism 

consisted of 10 indicators as follows: 1) It was developed from cultural tourism, 2) 

Tourist resources were outstanding in culture, 3) It was the culture that existed in daily 

life or was newly built, 4) It had learning exchange between tourists and people in the 

community in terms of art, cultural heritage or the specific features of the areaôs 

attractions causing a bond between tourists and the local community, 5) The tourism 

attractions had activities with an emphasis on conservation of the environment and local 

culture, 6) It had activities for tourists to operate and use their own creative ideas, 7) It 

had activities that allowed tourists to have direct experiences participating with the 

community, rather than as a spectator, 8) The community managed the tourism, 

including receiving income 9) The community took part in arranging activities, 10) The 

community participated in the design of arranging activities for touristsô experiences. 
 DASTA Thailand addresses the elements of Creative Tourism and drives the 

concept of Creative Tourism. Based on the integration of 4 important elements as 

follows: 
Table 2 the elements of Creative Tourism and drivers of the concepts of Creative 

Tourism. 
Source: DASTA, 2019 

Elements Description 
Cultural 

Capital 
Cultural capital is the essential foundation of Creative Tourism. Cultural capital 

describes an economic dimension that deals with economic value creation from 

various cultures in a time of transition from a manufacturing-oriented era to a service-

oriented era that can be linked to cultural maturity. 
Creativity Creative Tourism is the integration of creativity into the business for added value and 

extension of different travel products that stand out from the competition and are 

difficult to copy. Using creative tactics to deliver ñCreative experiencesò for tourists, 

or perhaps the creation of a creative ecology. 
Technology The element of Creative Tourism in technology refers to the use of technology to 

stimulate the senses in different areas. To create a particular aesthetic experience, 

especially using technology to create new media for tourism.  
The concept is in accordance with the modern marketing concept known as "sensory 

marketing". 
Sensory 

Marketing 
Sensory Marketing focuses on creating experiences for tourists through the five 

senses: eyes (seeing), ears (listening), nose (smelling), mouth (tasting), and body 

(touching). An example is the use of movies as a medium that presents the image of 

tourist attractions and stimulates the desire to travel to experience the atmosphere 

seen in the movie 
Creative Tourism possesses six main characteristics (Richard, 2009; Paimanee 

and Nisachol, 2012), in the following order: 
1. It is a form of tourism that improves tourists' skills. This can occur as a result 

of tourists participating in tourism activities, such as the Maori indigenous weaving 

tourism activities in New Zealand, which will help tourists improve their weaving 

skills, or the culinary tourism activities in Barcelona, Spain, which is famous for its 

culinary tourism, where tourists can learn how to cook by participating in culinary 

activities, etc. 
2. It is a form of tourism whose primary products are the skills and cultural 

experiences gained from participating in tourism activities. Examples of products 

include learning experiences like indigenous music and local culture at Mexican music 
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festivals or experience and skills gained from participating in Canadian forest art, such 

as painting and sculpting. 
3. It is a type of tourism in which intangible tourism resources are sold instead 

of tangible tourism resources. It is shifting from the sale of tangible goods to the sale 

of goods that are referred to as "experiences." For instance, instead of selling a Laguiole 

knife, which is a traditional French craft, it is now sold to teach knife making from 

professionals in the area, etc. 
4. A type of travel industry changes from undeniable level social items to 

everyday social items with the goal that vacationers can all the more effectively find 

out about the regions and fabricate a comprehension of the nearby culture. A culture 

that tourists must experience is high culture. These include monuments, museums, and 

art galleries. The daily culture is a true local culture that is present in everyday life in 

the countryside, such as local markets and food restaurants, etc. 
5. It is a type of tourism that lets tourists participate in activities with the local 

community. Creative Tourism in New Zealand, for instance, offers a variety of 

activities, including carving, learning Maori weaving, language, building, 

woodworking, and cooking, so tourists can get a true sense of the local culture. Each 

tourism activity will have local villagers offering guidance on how to proceed with that 

activity, and tourists can select the kind of activities in which they wish to participate. 
6. In order to establish a distinct identity for tourist attractions, it is a type of 

tourism that must be distinguished in terms of tourism resources. Because tourists want 

new experiences that are different, like learning how to grow rice in Thailand's farming 

schools, which are a new experience. By organizing a teaching activity on rice 

harvesting to be used as a cooking ingredient or processing rice to prepare it for savory 

and sweet food, these distinctive features can be developed into Creative Tourism. 

 
Figure 10 Characteristics of creative tourism 
Source: Tourism Economic review, Ministry of Tourism and Sports, Thailand (2020) 

Learning to make batik, for instance, is an example of an experience economy, 

and the creative tourism activity in Indonesia possesses characteristics of creative 

tourism. The goal of this kind of economy is to get a market that wants a one-of-a-kind 



 
 22 

experience that is different from the repeated production of cultural goods. The 

memorable experience serves as the justification for this kind of economic activity. 
In addition, scholars in the field of creative tourism place an emphasis on co-

creation as a crucial aspect of this kind of experience. In terms of generating value from 

visitor experiences, the relationship between suppliers and customers or visitors has 

shifted from being distinct to being equal. The majority of visitors create their own 

experiences. The one-of-a-kind and memorable experience of the visitors adds value to 

batik. Visitors may gain a deeper appreciation for batik as a multifaceted cloth-making 

process as well as a traditional pattern. (Maya and Latifah, 2017)  

 
Figure 11 Pillars of Creative Tourism 
Source: Creative Tourism: The CREATOR Recipe Book (2020) 

The tourist experience of Creative Tourism combines immersion in local culture 

with learning and creativity. In Indonesia, learning batik, particularly for young people 

like students, can help preserve batik as Indonesia's cultural identity. Active 

participation, creative self-expression, learning, and community involvement are 

important components. This kind of travel industry requires a compelling trade of 

encounters, information, and abilities among members, and sightseers take part in 

occasions that additionally include networks. From the perspective of tourists, there is 

a shift from simply looking around to becoming a part of the local culture. The shift, 

according to the point of view of an occupant, is from being a detached onlooker of 

everyday travel industry clamor to being an accomplished supplier and a vital piece in 

a growing experience. 
By actively participating in creative activities that are unique to their 

destination, tourists meet local communities, learn about local culture, and express their 

creativity. Important aspects include interaction, learning, doing, and self-expression. 

A Creative Tourism activity creates emotional connections, promotes interaction with 

locals, and suggests a creative learning path. 
Destinations can utilize cultural, social, and human capital as driving forces 

through creative tourism, which is influenced by local endogenous resources (places 

and people) and designed and implemented by local residents. Artistic and creative 

activities that involve participants in the planning process are made possible by this 

kind of tourism, which has a strong connection to its territory and allows for immersion 

in local culture. And memorable experiences that provide a sense of place can occur 
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when destinations give tourists and communities the impression that they are in a 

special place doing special things (Duxbury, 2020, as cited in Cabeça, S., 2020). 
2.2.6 Guidelines for Creative Tourism Development 

Planners of tourism must take into account a variety of concepts and criteria that 

are included in creative tourism development. The first thing to know is that the type 

of creative tourism must provide tourists with opportunities to use their creativity and 

potential. It gives them the opportunity to participate in community activities at tourist 

attractions where visitors are willing or able to do so. Second, the creation of tourism 

activities through the imagination and creativity of tourists is referred to as "creative 

tourism." These activities are based on the local knowledge, culture, way of life, and 

natural conditions of that tourist attraction. In addition to visiting the attraction itself, 

tourists engage in activities with the community in which it is located. Last but not least, 

the growth of Creative Tourism must promote knowledge and information, as well as 

attitudes that encourage tourists to respect the area and adapt to it. (DASTA, 2019; 

Richards, 2011)  
The concept of Creative Tourism is a framework for the development of tourism 

that encompasses nearly all tourism resources. Instead, there must be a method or 

activity that encourages tourists and the community to interact and learn together. 

Currently, the idea of Creative Tourism has been used to change how tourism is 

perceived in a variety of tourism management settings. Creative tourism is put into 

practice in the right way for tourism in various tourist destinations. Dynamic learning 

will increment the travel industry components with regard to empowering vacationers, 

understanding the worth of the area, and adding to bringing issues to light regarding the 

preservation of vacation destinations for tourists. 
In addition, creative tourism broadens the concept of tourism as a whole, 

resulting in a shift away from traditional heritage-based cultural tourism models and 

toward contemporary creative, innovative, and intangible content tourism models. 

Collaboration with a wider range of actors is another aspect of creative tourism that 

results in dispersed value networks rather than narrow value chains. Creative tourism 

experiences involve engaging with creative lifestyles and combining a variety of 

creative content, both in the destination and remotely, or even virtually, through the use 

of new technology. (OECD, 2014) 
According to Manuela and Ondrej (2018), community-based tourism and 

creative tourism complement one another. Both involve the preservation of natural and 

cultural heritage, meaningful interactions between hosts and tourists, and the resources 

of the destination. Community-based tourism may benefit from creative tourism in the 

following ways: (1) Intangible heritage may be used to compensate for a lack of 

financial resources; ( 2) Increasing interest in culture could reverse the loss of cultural 

identity; Guests learned more about the culture and started asking important questions, 

and locals said that tourism helped them learn more about the culture; ( 3) Repositioning 

locals from servant to teacher could rebalance power relations between hosts and 

guests. Learning was associated with participation and interaction, and the host was 

viewed as a friend rather than a guide, which led to a more equitable power relationship. 

Additionally, self-confidence and pride among locals are positively impacted by 

creative tourism, as is the cohesiveness of the community. 
In addition, Chuenpraphanusorn et al. (2018) stated that the creative tourism 

development model should include the following components: 1) Input (academic 



 
 24 

knowledge, such as recreational activities, the concept of creative tourism, and 

knowledge of local culture); 2) Process (community-based management, which is the 

cooperative network management of the government, private sector, and people); and 

3) Output (creative activities in accordance with the integrated tourism concept (a) 

creative tourism; b) authenticity; and c) local culture) 
Elements for the development of Creative Tourism 
 In developing Creative Tourism to achieve its basic concept, planners and 

developers should be aware of the elements involved in the formulation of appropriate 

objectives and practices in the development of Creative Tourism. There are two 

important aspects of Creative Tourism development: 
 1. Creative tourists 
 Creative tourists are the most active people, as they are the recipients of the 

travel experience. Definition analysis and related literature reviews that characterize the 

creative tourist are summarized as follows (Salman & Uygur, 2010). 
- Willingness to step away from the traditional way of cultural tourism 
- Find new alternatives 
- Look for real experiences on vacations that build relationships. Participation, 

learning, and change from within 
- Wants to participate in creative activities to develop their skills 
- Expect experiences that allow for close interaction with the local community 
- Use the travel experiences as part of building your identity 
The features of creative tourists are focused on gaining experience as they are 

ready to embrace the novelty of travel and living amid the advancement of information 

and communication technology. Nowadays, creative tourists have a fairly basic 

knowledge of foreign cultures and subcultures of local communities. 
In addition, the dimensions of experience and learning affect the experiences of 

creative tourists. Faizan et al. (2016) proposed five dimensions of creative experiences 

(escape and recognition, peace of mind, unique involvement, interactivity, and 

learning) For instance, (Xu and Chan 2010, as cited in Faizan et al., 2016) proposed 

four dimensions of creative experiences (i.e. recognition and escape, peace of mind and 

relaxation, involvement, and hedonics) and Hung et al. (2014), as cited in Faizan et al., 

2016) proposed three dimensions of creative experiences (i.e. sense of achievement, 

unique learning, and interaction with instructors). 
Tan et al. (2013) constructed a model of creative experience from the consumer 

perspective based on an analysis of the various building blocks of the experiences found 

at creative tourism sites. They proposed that óinner reflectionsô and óouter interactionsô 

together construct the touristsô creative experience. The former refers to touristsô 

interactions with the environment, people, and product/service/experience, while the 

latter refers to consciousness/awareness, needs, and creativity, and these dimensions 

interact within the inner selves of tourists throughout the focal experience. Only those 

who encounter the creative experience may be called creative tourists.  
Furthermore, J.Thongsamak et al. (2019) conducted research on the Sustainable 

Management of Creative Tourism in Nakhon Si Thammarat Province, Thailand. They 

argued that tourists were satisfied with their travel and wanted to participate in local 

activities, but lacked knowledge and understanding of creative tourism. This was also 

consistent with the results of the sample self-assessment, which revealed that their 

creative tourists' characteristics were considered to be at a moderate level. There were 
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gaps between the activitiesô hosts and the tourists with respect to need, support, and 

readiness to participate. Thirachaya and Patipat (2020) suggested that tourists expect a 

warm and friendly welcome from the local community, a clean and pleasant sightseeing 

location, a safe route to the destination, a variety of creative activities, food service 

made with local ingredients and produce, and the credibility of the information source. 
Tourists who are creative are able to expand their creative potential and get 

closer to the residents. They prefer less crowded destinations with authentic culture and 

local knowledge. They want to immerse themselves in the local culture, live like locals, 

and learn about the places they visit. They want to feel the atmosphere of the place, and 

they want authentic experiences that make them feel like they are a part of the 

destination. They want to feel like locals and virtually accompany their friends to 

destinations by sharing their experiences on mobile devices and social media. They 

want to tell their friends and family about each experience because they believe it does 

not happen otherwise. They want to upload pictures right away, or they expect someone 

else to do so and tag them as this is even more credible (Alģbeta, 2017). 
 2. Dimensions and factors supporting the development of Creative Tourism 

Dachum (2013) has developed a Creative Tourism taxonomy that can be used 

to guide the development of Creative Tourism in terms of improving tourism 

experiences. It is divided into three major dimensions and six supporting factors, which 

are as follows: 
Dimension 1: Space 
Space is the fundamental factor that produces a Creative Tourism destination. 

It consists of cities and communities with outstanding potential and tourist attractions, 

including identity reflecting the perceived change of tourists. 
- City and community factors cover urban morphology, physical and spatial 

architectural features, and urban and rural livelihoods. It is developed in conjunction 

with other factors that are integrally involved, be it history, sociology, psychology, etc. 
- Identity and uniqueness are groups of information that reflect reality and the 

transformations of physical space and space in the virtual world. Identity is something 

that reflects the self that demonstrates dynamic diversity and semantic dynamics. 

Uniqueness is a unifying style and a fundamental aspect in creating an original selling 

point and image of that attraction. The identity factor and uniqueness are indicators of 

the quality and differentiation of destinations and attractions. 
Richards, G. (2020) suggested that the elements of the placemaking model, in 

which the fundamental elements of resources, meaning, and creativity are combined 

through programming to improve place quality. In Thailand, creative tourism can be 

developed with relatively limited resources, developing meaning through storytelling 

and sensory enrichment. An important step in the creative process is thus to review the 

available resources and consider how they can be linked to the needs of residents and 

the desires of tourists. As the creative place-making movement suggests, artists and 

other cultural intermediaries can play an important role in this process. 
Amitabh and Mohit (2017) pointed out that to achieve a creative experience for 

tourists, The DMO's role must be expanded and redesigned in order to provide a 

creative experience for tourists. This may be possible in the creative place at three levels 

of tourist experience co-creation, which are as follows: 1.Collaborate with agencies in 

charge of making the creative place aesthetically pleasing and full of amenities for a 

creative-tourist experience; 2. Collaborate with industry to generate ideas for exciting 
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creative activities; 3. Encourage and facilitate the industry, both at the craft and art 

levels, in the co-creation of souvenirs as a long-term memory takeaway. 
Dimension 2: Interaction 
The heart of Creative Tourism is the interaction between tourists and 

destinations. Living culture factors that support the creation of authentic experiences 

for tourists are included in the interaction dimension. Interactions between hosts and 

guests that foster creative potential and new skills are regarded as meaningful by both 

tourists and locals (Manuela and Ondrej, 2018). 
- Living culture in the context of Creative Tourism refers to cultures that have 

inherited the original and reconstructed culture that can be blended with contemporary 

culture, national culture, popular culture, and local culture all in harmony. 
- Authentic experience is the experience of tourists that can be divided into two 

levels: individual level (intra-personal experience) and interpersonal level (inter-

personal experience). Gaining hands-on experience allows humans to break free from 

life management frameworks and can create spaces for new experiences based on their 

own interests.  
Faizan et al. (2016) pointed out that tourists have the opportunity to learn 

something new while also engaging with local culture to provide a unique experience. 

Allowing tourists to develop their own narratives and draw on their own potential for 

imagination is one key to developing creative experiences, rather than providing them 

with ready-made storylines. As a result, it is becoming increasingly important to 

provide tourists with the raw materials they need to create their own stories. 
Chuenpraphanusorn et.al (2018) suggested that the management of creative 

tourism in the form of an Authenticity Trend should have the components as follows 1. 

Cultural, social, and community tourist attractions that have their own origins and have 

been passed down through generations; 2. Have its own principles, beliefs, processes, 

and people, as well as a distinct society and prominent features that can attract visitors; 

3. The main goal is to promote, provide knowledge about, preserve, and raise awareness 

about the value of tourist attractions such as archaeological sites, traditions, culture, and 

food, etc.; 4. Must be supported by related communities, individuals, or groups from 

the public, government, and private sectors. 
Although creative tourism solves the problem of visitor authenticity, it also 

causes a serious inauthenticity problem for the host community. Creative tourism, 

through commodification, threatens the existence of indigenous people by involving 

visitors; host communities may try to meet the demand of their visitors, even if it means 

changing their products. Furthermore, it is not impossible that indigenous people will 

be willing to establish different cultures or be innovative with their tourism products in 

order to meet the needs of creative tourists and maximize revenue. Of course, there is 

nothing wrong with being innovative and creative, but in the case of cultural heritage, 

being innovative may imply a loss of the original culture (Diana and Agung, 2017). 
Dimension 3: Agents 
Agents refer to the coalition in the development of Creative Tourism. It consists 

of creative people in residence factors and participatory learning process factors. 
- Creative people in residence refers to people in the community or locality 

where wisdom is passed on, who have the skills and the ability to adapt or apply to the 

current context. In addition, Melanie et al. (2021) indicated that Creative tourism 

involving creative people can create new tourism opportunities that not only provide 
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deeply relevant experiences for tourists but also provide sustainable livelihoods for 

local creative people. When creative tourism services are designed with art and craft-

making activities and produced in collaboration with local creative people, and craft 

and design communities, such services can have commercial benefits, support local 

activities, and sustain local livelihoods. 
- Participatory learning process is an exchange of learning between the host 

community and creative tourists or a cross-cultural exchange of learning. 
Considering the elements in the development of Creative Tourism can provide 

a better understanding of the origins of the creative experiencesô tourists enjoy during 

their travels. The creative experiences of tourists arise from outer interaction and inner 

reflection, where interactions with the surrounding environment (people, environment, 

and service processes) contribute to the learning process of tourism. Awareness or 

consciousness is also an important starting point for a tourist's creative experience. 

Communities, as creative tourism managers, should not be neglected to create 

awareness through modern communication strategies, especially communication 

through modern media that can motivate and reach target groups with similar interests. 

(Tan, et al. 2013) 
To truly develop creative tourism, there must be a mechanism to drive action at 

the local people and community level. It requires integration and cooperation with 

stakeholders to distribute economic benefits thoroughly to the community first. After 

that, a coalition of community networks is created to restore and maintain the local 

social and cultural capital in a sustainable manner. 
Developing Creative Tourism for sustainability and real results, both in policy 

and practice. It is important to identify and understand the key aspects of each 

dimension before moving on to more detailed policy frameworks and guidelines. 
Richard (2009) offered further proposals for future Creative Tourism 

developments. There are some basic principles that should be taken into account: 
- Know who you are and where is it? This means that Creative Tourism 

operators must try to define themselves and be different from others. This does not 

mean but takes into account, only the cultural capital or tangible assets that one's place 

has. However, intangible resources such as atmosphere, skills, creativity, and ambiance 

should also be taken into account. 
- Use local capacity. Creative Tourism is based on the creation of a unique 

space. Importing ideas and skills from other places often impedes creation. Although 

borrowing some management knowledge elsewhere may be possible. 
- Building on what you have may not be necessary to construct something new 

for greater comfort. The trick is that it can be converted from an existing building to a 

new one, perhaps if the old shed or building was converted instead of the building. 
- Develop quality, not gimmicks, even though being creative is based on 

naturalness, gimmicks, and surprises. But more important than using a gimmick or 

following a new trend is the issue of quality, authenticity, innovation, and interpretation 

of old traditions. 
- Use creative resources as a catalyst. Creative Tourism uses a process that 

encourages new change. Using local handicrafts as a base for Creative Tourism 

experiences will lead to innovation in souvenir production. These questions will help 

to implement each Creative Tourism goal, reflecting on their own cultural heritage and 

exploring new and interesting ways. This will help strengthen their potential to attract 



 
 28 

more creative tourists and at the same time, it will develop the potential of creativity in 

their own area. 
In addition, Richards (2019) pointed out that small cities or rural areas should 

not attempt to replicate creative tourism management models from larger cities, but 

should find their own development model that is appropriate for their existing 

resources, capacity building, and bottom-up creativity. For example, Ekgnarong 

Vorasiha (2019) conducted research on upgrading the creative tourism route in Western 

Thailand through local food promotion. The research represented an authentic 

experience in Petchaburi province, which was the tourism route Tracking the Jaggery 

(Palmyra Palm tree). It began with the Palmyra Palm planting source and included 

instructions on how to plant, climb, and harvest the plant, as well as an explanation of 

its composition and various uses. Tourists will participate in pre-planned activities 

related to the Palmyra Palm, such as learning how to collect nectar. Local wisdom is 

also applied to activities such as boiling and dropping nectar, producing fresh palm 

nectar juice and palm powder, making a toddy palm cake, using palm leaves for 

basketry and using jaggery for Thai desserts such as Khanom Mor Gaeng, Khanom 

Khao Too, Aa-Lua, and so on. 
Furthermore, Manuela and Ondrej (2018) argued that Creative tourism should 

be viewed as an intercultural enrichment rather than an economic remedy. Financial 

benefits can be a motivator for creative tourism, but they should not be the primary 

ones. Community-based creative tourism requires a genuine, mutual interest in cultural 

exchange. For the sake of the tourists, extensive incorporation of everyday life into the 

tourism product is required. 
Skills are required for the development of creative tourism. These include the 

following specifics. 
- Operational marketing, which identifies and executes the actions required to 

organize the offer and present it to the demand. This entails becoming completely 

marketing-oriented toward meeting the needs of tourists. 
- Local public administration operators with expertise and direct experience in 

hospitality, signage, supply control, consumer protection, and tourist police services. 
- Cultural heritage manager, the person in charge of utilizing and allowing the 

exploitation of the territory's cultural heritage as a resource and appealing aspect for 

tourist flows. 
- Travel guide, carrier, or tour leader, is responsible for accompanying 

individual groups on visits to tourist attractions, whereas a tourist companion 

accompanies groups of tourists organized by travel agencies or tour operators, ensuring 

a successful trip (Salvatore et al., 2017)  
The recommendations can be applied to the implementation of creative tourism 

activities at creative tourism sites. 
Community based Approach: Prerequisites for sustainable tourism development 

Because Creative Tourism is a part of tourism by the community, there must be 

discussion, plan, and a common goal of creation. The approach to developing with the 

community is to find out what the community values and will willingly participate 

actively in the Creative Tourism development process. Creative Tourism will bring 

sustainable benefits to the community in various dimensions. That covers economic, 

environmental, social, cultural, and sustainable benefits that the community will receive 

and may be involved in the presentation of cultural identity. Conservation of the 
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environment and the wisdom of local artists is passed on to the new generation of youth. 

It should be the next important goal of building pride in community involvement. 

(Richards et al., 2019, P.21-26) 
The basic criteria that are required are: 
1. Community-Based Management 
It is an activity that is run by local people or allows local people to take part in 

the management or local people to be involved in any part of the supply chain, etc. 
2. Community Benefitting through Tourism 
It is an activity that creates benefits for the community. This may be a benefit 

in any way, whether directly or indirectly, such as economic, social, cultural, or 

environmental aspects of the community or local people benefiting from any part of the 

supply chain. 
3. Health and Safety Requirement 
Martial arts, folk sports, traditional weaponry arts, or heat-based cooking. More 

caution should be exercised, especially in the case of children participating.  
4. Advocate Preventing Animal Abuse 
Bringing elephants to use in shows or bringing monkeys to collect coconuts, 

even if it is an activity that is consistent with the traditional occupation, is forcing 

animals to do what humans want. It may not be supported as Creative Tourism. 
These four principles are the basis for initiating sustainable development before 

generating Creative Tourism activities where local natural resources and cultures can 

become valuable assets that attract tourists. This is the driving force for the restoration 

of lost culture and traditions. However, accelerated development may open up 

opportunities for outsiders to exploit undue benefits. The community needs to learn 

how to properly manage its future. 
In addition, ten criteria are also included in determining the readiness to 

undertake Creative Tourism within the community. (Richards et al., 2019, P.28-29) 
Creative Tourism Criteria: The 3S Principles of Community-based Design 

In order for Creative Tourism to be in its correct form, the Creativity and Tourism 

Design process is required, called the 3S Principles. 
1. Stories 
There are stories from local cultural capital that have been researched, curated, 

designed, and presented in a compelling way. 
2. Senses 
Activities can be touched through all five senses (Sensory Analysis): Seeing, 

Smelling, Hearing, Touching, and Tasting. 
3. Sophistication 
Activities can be customized, unique, and different. Activities enable them to 

stimulate creativity and new products as well as continual improvement and 

development of activities. Activities have style and tact to communicate and present, 

knowing the rhythm and the right way to bring attention to the presentation. 
The design process in these three major categories can be separated into ten items as in 

figure 12. 
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Figure 12 The 3S Principles of Community based Design 
Source: Creating Creative Tourism Toolkit, Richards (2019) 

Furthermore, this was consistent with the classification of creative activities of 

the Tourism Authority of Thailand which emphasized the uniqueness of Thailand by 

classifying creative tourism into 4 categories according to the Thai identity as follows. 

1) Cultural Heritage groups consisted of traditional cultural expressions, such as 

traditions, festivals, and local crafts, and cultural sites, such as archaeological sites and 

museums. 2) Lifestyles group consisted of the lifestyle of urban society, such as urban 

city planning or Thai-style houses, and the lifestyle of rural society, such as farming, 

weaving, and vegetable growing. 3) Art group consisted of visual arts, such as painting, 

sculpture, and antiques, and performing arts, such as music, dancing, or local folk plays. 

Finally, 4) Functional creation group consisted of design, such as the design of local 

identities in the form of souvenirs or products, the New Media, such as various program 

systems, and the creative tourism services, such as Thai food, Thai herbs, Thai 

traditional massage, Thai boxing. (Tourism Authority of Thailand, 2013). 
Factors affecting the success of Creative Tourism management 

There are 11 key factors affecting the success of Creative Tourism management 

when the factors that affect the success of Creative Tourism management are analyzed 

in the dimensions of the Thai tourism industry (Richard, 2009; Paimanee and Nisachol, 

2012) as follows. 
1) Context refers to available local cultural tourism resources, as Thailand has 

a wide variety of cultural tourism resources at the national and regional levels. 
2) Local participation means providing opportunities for local organizations and 

people to take part in the management of Creative Tourism in the community.  
Vide (2012) stated that there are many positive aspects of creative tourism for 

all actors in a community. The process of creative tourism can increase local 

participatory actions to a high level. It is a good opportunity to apply this tourism 
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method in the early stages because it can lead to achieving the goals of creative tourism 

management in developing countries. 
3) Good relationships with stakeholders in the community such as owners, 

accommodations, businesses, restaurants, and related government agencies including 

the Tourism Authority of Thailand, the Fine Arts Department, and Local Government 

Organizations.  
4) Long-term planning includes pre-planning for tourism management and 

tourist destination management planning so that creative tourism can be operated 

continuously. 
5) Having a clear objective is to define objectives to facilitate tourism 

development. The community must clearly state the objective of the attraction's 

Creative Tourism management to be presented. 
6) Having a unique style of tourism creates strength in the community. Thailand 

has many cultural attractions, although, in the same region, there are differences in each 

area, which can be arranged in a Creative Tourism style for tourists to learn and gain 

experience. 
7) Providing opportunities for communities to formulate Creative Tourism as 

appropriate for the local tourism resources. 
8) Good communication and internet marketing, all of which help tourism 

entrepreneurs to promote their marketing programs. Tourists can access tourist 

attractions more conveniently and quickly.  
According to Wisudthiluck, S., and Sangnit, N. (2014), the development of 

communication that effectively uses information technology is critical to the 

sustainable development of Creative Tourism. Information technology can be used to 

create a platform for sharing news, knowledge, and understanding about Creative 

Tourism in a convenient and quick manner that is also consistent with current 

information consumption behavior. 
A platform facilitates communication between hosts of activities and tourists, 

which can be used to explain the meaning and significance of various cultural activities. 

As a result, information technology is an important tool that should be developed 

quickly for use in knowledge and understanding sharing, as well as communication 

between tourists, hosts, and various relevant agencies.  
Successful destinations create conditions for visitors to connect, communicate, 

and share their experiences. As part of the attention economy, they draw visitors' 

attention to their original creative offer via social media, online, and offline media 

channels. Sharing and connecting about the experience with friends, family, and other 

people creates a new destination product - a memorable experience based on 

technology. Destinations should provide memorable experiences to encourage repeat 

visits. These experiences are three stages of the experience, i.e., pre-experience, 

experience, and post-experience, and should be theme-consistent and engage the 

visitors' five senses (Alģbeta, 2017). 
Furthermore, Petra (2017) pointed out that wrongly set marketing 

communication can result in the failures of a specific enterprise. However, there is a 

wide range of tools available that can be used to correctly set the communication mix 

without incurring any additional costs. It is critical to follow marketing trends in this 

case, as well as who our customer is and which communication tools are used (either 

offline or online communication tools). 
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During the situation of the COVID-19 pandemic, Yong Liu et al. (2020) 

suggested that Emerging markets necessitate new marketing techniques and strategies, 

particularly in the post-COVID-19 era of uncertainty. The findings may be useful to 

destination managers in developing an effective destination image strategy to achieve 

sustainable positive impacts and aligning the destination's image with the desired image 

and potential audience reach. DMOs can use a variety of online marketing tools to keep 

potential visitors interested in creative tourism destinations. Posting promotional videos 

and teasers on social media channels, launching contests for social media users with 

prizes, and offering online virtual tours in creative tourism destinations are examples 

of such initiatives. DMOs may also consider offline marketing tools, such as organizing 

familiarization trips for bloggers and influencers who will write about their own 

experiences in various creative tourism destinations in the post-COVID-19 era. 
9) There is an adequate source of funds for the management of tourism. 

Currently, many organizations support budgets for Creative Tourism operations, such 

as the Tourism Authority of Thailand (TAT), DASTA. 
10) Having a leader who has vision and skills to develop people, because 

Creative Tourism is primarily a community operation. Community leaders need to have 

tourism competence to help them shape the direction of Creative Tourism management. 
Walanchalee & Malinvisa (2016) argued that the decision and guidance of 

community leaders are critical to the success and development of creative tourism. As 

a result, the success of creative tourism in the community is heavily dependent on how 

community leaders value the importance of this type of tourism, as well as their 

initiatives and actions in response to such growth of creative tourism. 
11) Politics is very important as it plays a vital role in supporting the 

management of Creative Tourism in Thailand and building trust among tourists.  
In conclusion, creative tourism is a different kind of tourism in terms that 

tourists will learn more about the way of life of people in the community. By 

participating in various activities with the people in the community who visit to gain 

knowledge through direct experience. 
Creative tourism will give tourists a better understanding of the community 

because the creative tourism model will allow tourists to exchange and learn deeply 

with the host community about ways of life, society, culture, and traditions. Various 

arts and crafts are distinctive characteristics of the area. It has been practiced in various 

activities as if it were a member of the society or the area visited. It also increases the 

value of tourism and encourages local conservation awareness. Community 

rehabilitation and development and their own cultural heritage 
Creative tourism is the utilization of valuable local tourism resources such as 

folk performing arts, handicrafts, gastronomy, and various traditional events and 

festivals. Therefore, it can be said that creative tourism can create opportunities for the 

destination can create innovations or products related to the new locality. 
2.3 Creative Economy and Creative Industries  

Creative Economy 
Determining the scope of the creative industries under each country agency or 

organization. Most of them will identify the types of products and services. Currently, 

there are six main departments for creating guidelines for product and service 

classification, classified by type of goods and services. Classification is done by 
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production activities and production chains by defining the scope of the creative 

industries of the main departments as follows. 
Symbolic Texts Model 
The Symbolic Texts Model is another classification guideline for creative 

industries by David Hesmondhalgh, a British professor of media and communication 

in the book The Cultural Industries 2002. Hesmondhalgh developed the Symbolic Texts 

Model for the purpose of principles to create texts that are based on Cultural Industries 

and communicate those messages to the public through the Production of Social 

Meaning, in which the text of this meaning includes songs, literature and narratives, 

and performances. Such models are used in the mainstream cultural industries because 

it was intended to produce messages for industrial production and those messages are 

distributed to the public. Industries defined as creative industries must have the 

definition that the creative industry has to be placed at any stage of the process through 

which the culture of society reaches the masses. From producing messages, 

communicating, and distributing messages to sending them to the public through media 

such as movies, publications, electronics, broadcasting, video and computer games and 

advertising and marketing, etc.  
The definition and guidelines of the aforementioned creative industries can be 

summarized into three main groups and 12 sub-groups as follows: 
- Core cultural industries have seven sub-groups: Advertising, Film, Internet, 

Music, Publishing, Television, Radio, Video, and computer games 
- Peripheral cultural industries have one sub-group: Creative arts 
- Borderline cultural industries have four sub-groups: Consumer electronics, 

Fashion, Software, and Sports 
Concentric Circle Model 
Concentric Circle Model is a creative industry classification model developed 

by David Throsby. Australian economist Throsby defines the essence of the creative 

economy in cultural values. Throsby's industrial classification model provides that the 

importance of products and services of cultural value is high. He thinks that product 

and service values are created in two forms: economic value and cultural value. Value 

consideration, both values, will help to more clearly distinguish creative industries from 

general industries, due to various products and services. There will be different levels 

of cultural value divided into four levels: 
- Core creative arts consist of 4 product groups: Literature, Music, Performing 

arts, and Visual arts 
- Other core cultural industries consist of three product groups: Film, Museum, 

Gallery and Library, Photography 
- Wider cultural industries consists of five product groups: Heritage services, 

Publishing and print media, Sound recording, Television and Radio, Video and 

computer games 
- Related industries consist of four product groups: Advertising, Architecture, 

Design, and Fashion 
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Figure 13  Concentric Circle Model 
Source: The concentric circles model of the cultural industries, 2008 
UNCTAD's Creative Economy Classification Guidelines 

Report on The Challenge of Assessing the Creative Economy: towards 

Informed Policy-making Prepared in 2008, UNCTAD has classified the creative 

industries into four main groups Heritage or Cultural Heritage, Arts, Media, and 

Functional Creation, which these four main groups are further classified into 9 

subgroups as in the figure 

 
Figure 14 UNCTAD's Creative Industries Classification 
Source: UNCTAD Creative Economy Report, 2008   

Heritage or Cultural Heritage  is considered to be the origin of various arts 

and cultures, therefore used by UNCTAD as a starting point for grouping. Creative 

industries by cultural heritage can be divided into two sub-groups: 
- Traditional cultural expressions: Arts and Crafts, Festivals and celebrations 
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- Cultural sites: Archeological sites, Museums, Libraries, Exhibitions 
Arts  is a creative industry that is rooted in the arts and culture of countries in 

which the works of these groups are often inspired by cultural heritage. Its unique value 

and symbolic meaning can be divided into 2 sub-groups: 
- Visual arts: Paintings, Sculptures, Photography, Antiques 
- Performing arts: Live Music, Theatre, Dance, Opera, Circus, Puppetry 
Media is an industry group that aims to communicate certain messages to 

society rather than creating artistic value, which can be divided into two sub-groups: 
- Publishing and printed media: Books, Press, Publication 
- Audiovisuals: Film, Television, Radio, and Other broadcasting 
Functional Creation is a service model based on the job type rather than the 

product which can be divided into three sub-groups: 
- Design: Interior, Graphic, Fashion, Jewelry, Toys 
- New media: Software, Video games, digitalized creative content 
- Creative services: Architectural, Advertising, Cultural and Recreational, 

Creative Research and Development, Digital, and other related creative services 
UNESCO Framework for Cultural Statistics Domains 

UNESCO Framework for Cultural Statistics (FCS) as a result of cultural 

education and creative industries in many countries. The results of the study show that 

economic activities take place in all parts of the culture. Therefore, UNESCO has 

revised its classification framework to focus on culture as the main determinant, and 

the classification of creative industries is divided into two main groups: cultural 

domains and related domains, each of which is subdivided into sub-groups of goods 

and services. 
Cultural Domains are divided into six categories: 
1. Cultural and Natural Heritage consists of Museums, Archeological and 

Historical Places, Cultural Landscapes, Natural Heritages 

2. Performance and Celebration consist of Performing Arts, Music and Festivals, 

Fairs, and Feasts 

3. Visual Arts and Crafts consists of Fine Arts, Photography, Crafts 

4. Books and Press consists of Books, Newspapers and Magazines, Other printed 

matter, Libraries, Book Fairs 

5. Audio-visual and Interactive Media consists of Film and Video, TV and Radio, 

Internet Podcasting, Video games 

6. Design and Creative Services consist of Fashion Design, Graphic Design, 

Interior Design, Landscape Design, Architectural Services, Advertising 

Services 

Related Domains are divided into two categories: 
1. Tourism consists of Charter travel and tourist services, Accommodation, and 

Hospitality 

2. Sports and Recreation consist of Sports, Physical Fitness and Well Being, 

Amusement and Theme parks, Camping 

The structure of this UNESCO group of cultural and creative industries can be 

summarized in the following diagram. 
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Figure 15 UNESCO Framework for Cultural Statistics Domains 
Source: Framework for Cultural Statistics, p.24, UNESCO (2009) 
WIPO Copyright Model  

Industry classification by WIPO is mainly divided into the degree of copyright 

dependence which is categorized into three main groups: Core Copyright Industries, 

Interdependent Copyright Industries, and Partial Copyright Industries, each of which is 

described below. 
Core copyright industries consist of nine sub-groups 1) Press and Literature 

2) Music, Theatrical Productions, and Operas 3) Motion Picture and Video 4) Radio 

and Television 5) Photography 6) Software and Databases 7) Visual and Graphic Arts 

8) Advertising Services 9) Copyright Collective Management Societies 
Interdependent Copyright Industries consist of electrical appliances, 

computers, musical instruments, photography, and film equipment, other photographic 

equipment, documentation, blank recording material, and paper 
Partial Copyright Industries  consist of costume patterns of fabrics and 

accessory crafts, jewelry and coins, crafts, furniture, household products and wall 

decorations, toys and games, architecture, engineering, and surveying interior design 

and museums. 
The UK DCMS model 

The UK DCMS model is a model for countries implementing the concept of 

creative economic development to drive the country's economy with management 

setting the scope for data storage and classification of the Creative Economy clearly. 

Today, the Creative Economy is very important to the UK economy in terms of 

economic value and the country's employment. 
The UK DCMS defined the meaning of the creative industry as follows: 

Industry rooted in creativity, skills, and talent; the industry has the potential to generate 

wealth and create jobs through the creation and exploitation of intellectual property. 

The definition of the creative industry by the Department of Digital, Culture, Media 

and Sport (DCMS) was introduced and also adopted by other countries such as 

Singapore and Hong Kong SAR. 
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There are 13 creative industries defined by DCMS: Advertising, Architecture, 

The Art and Antiques Market, Crafts, Design, Designer Fashion, Film and Video, 

Interactive Leisure Software, Music, The Performing Arts, Publishing, Software and 

Computer Services, Television, and Radio. 
All of the above-mentioned creative industry theoretical concepts can be 

summarized in a table as follows: 

Table 3 the different models of creative industries 
Source: Creative Economy Agency (Public Organization), Thailand (2020) 
 

Product and 

Service 

Agencies and organizations 
DCMS 
(UK) 

Symbolic 
Texts 

Concentric 
Circles 

UNESCO UNCTAD  WIPO  

1. Advertising ṉ ṉ ṉ ṉ ṉ ṉ 
2. Architecture ṉ  ṉ ṉ ṉ ṉ 
3. Art and 

Antiques 
ṉ    ṉ  

4. Design ṉ  ṉ ṉ ṉ ṉ 
5. Fashion, 

jewelry and 

accessories 

ṉ ṉ ṉ ṉ ṉ ṉ 

6. Film & video ṉ ṉ ṉ ṉ ṉ ṉ 
7. Broadcasting ṉ ṉ ṉ ṉ ṉ  
8. Music ṉ ṉ ṉ ṉ  ṉ 
9. Visual arts and 

Photography 
ṉ ṉ ṉ ṉ ṉ ṉ 

10. Crafts ṉ  ṉ ṉ ṉ ṉ 
11. Performing 

arts 
ṉ  ṉ ṉ ṉ ṉ 

12. Software and 

Computer 

Service 

ṉ ṉ   ṉ ṉ 

13. Video and 

Computer 

Games  

 ṉ ṉ ṉ ṉ ṉ 

14. Publishing ṉ ṉ ṉ ṉ ṉ ṉ 
15. Literature   ṉ ṉ ṉ  
16. Museums, 

Gallery and 

Library  

  ṉ ṉ ṉ ṉ 

17. Sports  ṉ  ṉ   
18. Equipment 

and tools 
     ṉ 

19. Travel and 

other services 
   ṉ ṉ  

Tourism is also important for the creative industries because it has the potential 

to develop such as expanding the audience for creative products, improving the image 

of countries and regions, and supporting professional networks and knowledge 
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development. The creative industries are defined in relation to tourism as: ñknowledge-

based creative activities that link producers, consumers and places by utilizing 

technology, talent or skill to generate meaningful intangible cultural products, creative 

content, and experiencesò. 
The creative industries can stimulate tourism growth by providing creative 

content for tourism experiences, supporting innovative approaches to tourism 

development and marketing, and influencing the image of destinations. In addition, 

creative industries can stimulate develop and diversify tourism products and 

experiences, revitalize existing tourism products, and use creative technology to 

develop and enhance the tourism experience. (OECD, 2014). 
In conclusion, creative industries refer to industries that produce goods and 

services using local resources and have the main goal in terms of value. Creative 

industries in Thailand's sub-development are diverse and have potential in four areas: 

cultural and natural heritage, arts, media, and creative and design. 
The development of a creative economy in Thailand will be an economic 

development based on intellectual property linked to cultural foundations, social 

knowledge accumulation, technology, and innovation in the production of new goods 

and services for create added economic value. 
Adding economic value requires the use of existing resources, mainly cultural 

capital. It is considered an important capital and is the heart of the development of the 

tourism industry. In other words, the creative economy means adding value to various 

products, including goods and services, by utilizing new ideas born of human 

imagination and talent so that goods and services can be sold at higher prices. 
2.4 Sustainable Tourism Development 

This section reviews definitions of sustainable tourism development, including 

the Global Sustainable Tourism Council Criteria. The concepts of sustainable tourism 

development in this section serve as a foundation for the analysis of the research site. 
UNWTO (2019) defined sustainable tourism development meets the needs of 

present tourists and host regions while protecting and enhancing opportunities for the 

future. It is envisaged as leading to the management of all resources in such a way that 

economic, social, and aesthetic needs can be fulfilled while maintaining cultural 

integrity, essential ecological processes, biological diversity, and life support systems. 
Sustainable tourism strikes a balance between the economic, environmental, 

and social benefits of tourism development and the costs of such development on 

tourism destinations. Moreover, sustainability strategies aim to improve the quality of 

life of the community, while simultaneously conserving the environment and other 

local assets for future generations. Tourism can have a number of positive effects on 

local communities. It can also have a number of adverse consequences for local 

residents. Therefore, sustaining and supporting the development of a tourism industry 

in a destination is ultimately conditional upon how local residents perceive the impacts 

of tourism development on their community (Rasoolimanesh & Jaafar, 2016). 
Sustainable tourism development guidelines and management practices are 

applicable to all forms of tourism in all types of destinations, including mass tourism 

and the various niche tourism segments. Sustainability principles refer to the 

environmental, economic, and socio-cultural aspects of tourism development, and a 

suitable balance must be established between these three dimensions to guarantee its 

long-term sustainability. 
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Thus, sustainable tourism should: 
1) Make optimal use of environmental resources that constitute a key element 

in tourism development, maintaining essential ecological processes and helping to 

conserve natural heritage and biodiversity. 
2) Respect the socio-cultural authenticity of host communities, conserve their 

built and living cultural heritage and traditional values, and contribute to intercultural 

understanding and tolerance. 
3) Ensure viable, long-term economic operations, providing socio-economic 

benefits to all stakeholders that are fairly distributed, including stable employment and 

income-earning opportunities and social services to host communities, and contributing 

to poverty alleviation. 
Sustainable tourism development requires the informed participation of all 

relevant stakeholders, as well as strong political leadership to ensure wide participation 

and consensus building. Achieving sustainable tourism is a continuous process and it 

requires constant monitoring of impacts, and introducing the necessary preventive 

and/or corrective measures whenever necessary. Sustainable tourism should also 

maintain a high level of tourist satisfaction and ensure a meaningful experience for the 

tourists, raising their awareness about sustainability issues and promoting sustainable 

tourism practices amongst them. 
Moreover, the model that should be analyzed in detail is Steps to Sustainable 

Tourism (Steps), which was created by the Australian Government Department of the 

Environment and Heritage (2004). The framework, named for the ten ósteps,ô has each 

of the ten steps summarized below. 
Step 1: What do we want to do? 
This step identifies the aims and the context of the research being conducted. 

Both short and long-term goals are considered, along with the timeframe of the plan. 

The context of the destination is written in a brief overview statement. 
Step 2: Who is, could be, or needs to be involved? 
This step focuses on the people who will participate in the project. Ideally, the 

participants should include all stakeholders, i.e., all those who are significantly affected 

by tourism at the destination. At this point, it would be appropriate to list the names or 

titles of people who could be stakeholders. There are no specific criteria for determining 

who the stakeholders are, but generally knowledgeable local people should be 

consulted, including tourist officers, local leaders, and local officials. 
Ensuring the genuine participation of stakeholders can be difficult and time-

consuming. There are many techniques to identify, consult, and gain the participation 

of stakeholders, such as interviews, focus groups, open days, conferences, and 

workshops. 
Involvement 
Convincing people to get involved can be difficult. Steps identify some of the 

many ways to convince stakeholders to participate in the planning process. One way to 

gain participation is to ask local leaders such as the village headman to arrange a 

meeting with local people impacted by tourism. 
Step 3: What is known? 
This step focuses on seeking information about the destination. This 

information can include current and potential markets for tourism, cultural heritage 
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assets that are both tangible and intangible, and their values and themes related to 

festivals. 
Step 4: What makes this region, place, or product special? 
This step identifies what makes the selected destination special, including how 

well its social values are recognized and currently communicated to others (tourists as 

well as local people). Importantly, this step helps to answer whether future potential in 

tourism and interpretations for the destination exist to use these special values. This 

step focuses on the three areas of natural and cultural heritage values, tourist, 

environment and heritage perspectives. 
Step 5: What are the issues? 
The primary issues affecting tourism and the sustainability of tourism at a 

destination ï including challenges, goals, and assets ï need to be identified. This can 

be done by meeting with local stakeholders and conducting workshops and other 

exercises with them to identify issues that may cause conflicts. These steps should not 

be rushed; it is important to give everyone enough time to consider the issues. 
Step 6: Analyzing the issues 
After key issues have been identified in Step 5, the next step is to analyze them 

in greater depth. By doing so, issues can be prioritized and desired outcomes can be 

considered. 
Step 7: Principles or objectives to guide action 
After the key issues of the destination have been analyzed, it is time to develop 

a clear written statement that can be used to guide future actions. Formalizing priorities 

and objectives in writing helps to ensure that all stakeholders understand and are 

satisfied with the principles that will guide policy choices. 
Step 8: What are your ideas and options? 
This step helps with developing policy and actionable options for the locals. 

This can be done through working with local stakeholders and decision-makers, such 

as local authorities, community leaders, and village headmen. 
Step 9: How to do it? 
With a finalized set of policy options determined, an action plan can now be 

developed. The options will be presented in the form of a visual presentation (for 

example, PowerPoint slides) to all stakeholders. The names of people who need to be 

responsible for the action plan must be listed. Key actions/steps, timing, and relevant 

resources will also be presented. Importantly, the plan must include a detailed scheme 

for monitoring and evaluation. 
Step 10: Statement of directions 
Finally, a brief statement summarizing the outcomes of the proposals of the plan 

should be written. Overall, the model of Steps to Sustainable Tourism can be an 

effective tool for the application of sustainable development in certain destinations. It 

is highly flexible, which is important for managing Sustainable Tourism Development 

plans for diverse tourism sites and situations. 
In order to achieve the sustainable development, the locals have to actively 

involved in tourism activities, especially for areas that rely heavily on tourism as a 

major source of employment as this is their opportunity to earn income (Tao and Wall, 

2009) and improve their living standards (Lordkipanidze et al., 2005). In addition, 

Akama and Keiti (2007), proposed several tourism development strategies which aims 

to achieve sustainable community development. Among them are:  



 
 41 

i. Increase local employment and self-employment.  
ii. Development opportunities in the informal sector.  
iii. The development of partnerships among public and private sector, NGOs 

and local communities.  
iv. Improving the social and cultural impact.  
v. Improve access to infrastructure and services provided for the convenience 

of tourists.  
vi. Increase the participation of local communities in decision-making. vii. 

Building capacity to promote public participation.  
To achieve the aspiration of sustainable tourism development, it must be 

managed wisely and require a strong commitment from the government (Miller, 2001) 

non-governmental organizations and the local community itself to boost social 

development and generate economic opportunities that are more interesting, in addition 

to improving the transportation infrastructure in the tourist area to improve the living 

conditions of local communities (Blancas et al., 2011). 
Cabeça et al. (2019) suggested that creative tourism can contribute to the 2030 

Agenda for Sustainable Development, promoting sustained, inclusive, and sustainable 

economic growth, reducing inequality within the country, making sustainable places, 

ensuring sustainable consumption and production patterns, and promoting a sustainable 

use of terrestrial ecosystems, amongst other gains. 
In addition, Sustainable community-based creative tourism management must 

be balanced in three areas: economy, society, culture and environment. 
Jeeranan et al. (2019) conducted research on the Sustainable Management of 

Creative Tourism in Nakhon Si Thammarat Province, Thailand. According to the 

findings, conducting sustainable creative tourism necessitates a balance of three 

dimensions: economic sustainability, social-cultural sustainability, and environmental 

sustainability. Similar to Vide (2012) presented three indicators of sustainable 

community tourism which are the optimizing of environmental resources, the 

conserving of socio-cultural authenticity, and the providing of socio-economic benefits 

to all actors. For creative tourism, the important management tools for achievement 

along with sustainability should emphasize the offering of authentic self-development 

and co-creation experiences to tourists and the awareness of negative impacts on the 

local economy, society and environment.  
Therefore, there are concepts related to the notion of sustainable tourism 

development (STD) are discussed with regard to its goal of minimizing development 

impacts on tourism resources and local communities while still achieving economic 

benefits. It is useful to conceptualize sustainable tourism as circles of sustainability. 

The three points on the circles of sustainability represent the environmental, social, and 

economic values present in a destination. 
2.4.1 The GSTC (Global Sustainable Tourism Council) Criteria 

Implementing international tourism standards. It is one tool that helps in the 

assessment, management and can serve as a guideline for the sustainable development 

of the community. 
In the 2030 Agenda for Sustainable Development SDG target 8.9, aims to ñby 

2030, devise and implement policies to promote sustainable tourism that creates jobs 

and promotes local culture and productsò. The importance of sustainable tourism is also 

highlighted in SDG target 12.b. which aims to ñdevelop and implement tools to monitor 
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sustainable development impacts for sustainable tourism that creates jobs and promotes 

local culture and productsò. 
The GSTC Criteria serve as the global baseline standards for sustainability in 

travel and tourism. The Criteria are used for education and awareness-raising, policy-

making for businesses and government agencies and other organization types, 

measurement and evaluation, and as a basis for certification. They are arranged into 

four pillars: sustainable management, socioeconomic impacts, cultural impacts, and 

environmental impacts (including consumption of resources, reducing pollution, and 

conserving biodiversity and landscapes) 
Global Sustainable Tourism Criteria for Destination, GSTC-D 
The goal of the Global Sustainable Tourism Criteria for Destination is to 

increase collective comprehension of sustainable tourism destinations. This is the 

essential rule that the organization liable for overseeing vacation destinations towards 

maintainability can be followed to meet the meaning of economical the travel industry. 

Attractions for tourists need to be managed in a way that incorporates all four 

dimensions: 1) sustainable management; 2) enhance benefits and lessen adverse 

socioeconomic effects on local communities; 3) enhance benefits and lessen adverse 

cultural effects on communities and tourists; and 4) enhance benefits and lessen adverse 

environmental effects. These guidelines are intended to be applicable to tourist 

attractions of all sizes and types. 

Table 4 The structure of The GSTC for Destinations 
Source: Global Sustainable Tourism Council (GSTC), 2019 
SECTION A: Sustainable management 
A(a) Management structure and 

framework  
A(b) Stakeholder engagement  
A(c) Managing pressure and change 

SECTION C: Cultural sustainability  
C(a) Protecting cultural heritage  
C(b) Visiting cultural sites 
 

SECTION B: Socio-economic 

sustainability  
B(a) Delivering local economic benefits  
B(b) Social wellbeing and impacts 
 

SECTION D: Environmental 

sustainability  
D(a) Conservation of natural heritage  
D(b) Resource management  
D(c) Management of waste and 

emissions 

https://www.gstcouncil.org/become-certified/
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2.4.2 Agenda 2030 and Creative Tourism  

 
Figure 16  Tourism for SDGs a platform developed by UNWTO 
Source: https://tourism4sdgs.org, 2022 
 The global development plan for sustainability known as the Sustainable 

Development Goals (SDGs) aims to eliminate poverty while simultaneously protecting 

the environment and improving the quality of life for every living thing and person 

everywhere in the world. The United Nations is leading the charge in inviting 193 of 

its member nations to collaborate on this with a 15-year plan for each nation to plan 

and keep track of in order to achieve the 17 goals for a sustainable world by 2030. 
 How is tourism connected to the SDGs? 
 1. Tourism generates revenue by creating local employment. Economically the 

travel industry and its effect at the local area level are connected to public objectives 

on neediness decrease. It also goes along with empowering underrepresented groups, 

particularly women and youth, and encouraging small businesses and entrepreneurship. 
 2. By promoting products and providing goods to hotels, tourism can encourage 

sustainable agriculture. Including offering touristôs local goods. Agritourism, on the 

other hand, has the potential to enhance the tourism experience while also adding value. 
 3. Tourism-derived income tax can be reinvested in maternal health care and 

health care services. While visitor fees are collected in protected areas, they may also 

contribute to health services by reducing child mortality and preventing disease. 
 4. Tourism has the potential to advance equality in education for all students. 

The success of tourism depends on skilled staff. When it comes to vocational training, 

the tourism industry makes use of educational tools to give young people, women, and 

people with special needs the chance to work in a variety of positions either directly or 

indirectly. 
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 5. Through the recruitment and direct income of small and medium-sized 

businesses in tourism and hospitality-related businesses, tourism can empower women 

and develop their roles. Women will be able to fully participate in society and assume 

leadership roles in all aspects thanks to tourism. 
 6. Tourism Investment Requirements to Provide Utilities It can be crucial in 

ensuring that everyone has access to sanitation and clean water. Controlling pollution 

and making good use of technology, despite the efficient use of water in tourism. 

Protecting valuable resources depends on it. 
 7. Because the tourism industry uses a lot of energy. As a result, it has the 

potential to accelerate the switch to renewable or renewable energy and raise the global 

energy share. Tourism can reduce greenhouse gas emissions, mitigate climate change, 

and provide everyone with access to energy sources by encouraging investment in clean 

energy sources. 
 8. As a service industry, tourism ranks among the top four global export earners. 

Support the creation of more than one in ten new jobs worldwide, especially for young 

people and women, in the tourism industry. Policies that encourage greater diversity 

across the tourism value chain have the potential to have a greater positive social and 

economic impact. 
 9. Good infrastructure from both the public and private sectors is necessary for 

tourism development. The tourism industry has a significant impact on public policy 

regarding infrastructure enhancement and sustainability. To attract tourists and foreign 

investors, be creative and efficient with your use of resources while moving toward 

low-carbon growth. 
 10. The travel industry can be a powerful apparatus for consolidating the 

neighborhood populace and key partners in local area advancement and lessening 

disparity. By enabling locals to thrive in their native settings, tourism fosters economic 

integration and diversification as well as urban renewal and rural development. 
 11. Infrastructure and access to cities can be improved by tourism. Advancing 

metropolitan reestablishment while protecting social and regular legacy and resources 

connected with the travel industry remembering speculations for the green framework 

(more proficient vehicle and diminished air contamination) prompting a more astute 

and greener city for inhabitants and sightseers too. 
 12. In order to stoke the transition toward sustainability, the tourism industry 

must adopt strategies that encourage sustainable consumption and production. The tool 

looks at how energy, water, waste, biodiversity, and job creation that improves 

economic, social, and environmental outcomes are impacted by sustainable 

development in the tourism industry. 
 13. Tourism is a sector that is affected by climate change and contributes to it. 

By reducing carbon emissions in the transportation and lodging industries, where 

tourism will benefit from the "continuous growth," stakeholders in the tourism industry 

ought to play a crucial role in the management of climate change low-carbon and assist 

in addressing today's pressing issues. 
 14. Healthy marine ecosystems are essential to coastal and marine tourism. To 

aid in the preservation and protection of fragile marine ecosystems, tourism 

development must be incorporated into integrated coastal management and promotes 

the maritime economy by acting as a driving force blue economy), which contributes 

to the long-term conservation of marine resources. 
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 15. A tourist destination's rich biodiversity and natural heritage are frequently 

the primary draws. Tourism that is managed sustainably in vulnerable areas is crucial 

to the preservation and protection of biodiversity. It can also be used to create jobs and 

provide the community with ongoing income. 
 16. Tourism brings people from many different cultural backgrounds together. 

The tourism industry is able to comprehend diverse religions, beliefs, and cultural 

differences which lays the groundwork for a more tranquil society. This is valuable and 

adds to the support of neighborhood networks in building harmony in a post-struggle 

society. 
 17. At the international, national, regional, and local levels, tourism has the 

capacity to cultivate partnerships between the public and private sectors as well as 

engagement with multiple stakeholders. Public policy and innovative financing are 

essential to completing the 2030 Action Plan and working together to achieve 

Sustainable Development Goals and other common objectives. 

 
Figure 17 Tourism 2030: SDG interconnections with tourism 
Source: Buhalis et al., 2023, p.294 
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Chapter 3  

Case Study 
 
3.1 Creative Tourism and Creative Economy in Thailand  
3.1.1 Creative Tourism Development Process in Thailand 

One of Thailand's three Designated Areas for Sustainable Tourism 

Administration (DASTA) policies serves as the foundation for creative tourism. 

Sustainable tourism, such as community-based, low-carbon, and creative tourism, may 

result from these policies. Sustainable tourism has been aided by DASTA. Particularly 

in light of the tenet that the awareness of cultural heritage, such as folk arts, crafts, 

traditional ways of life, etc., is the primary factor in determining the sustainability of 

tourism rather than the number of tourists or income, which will be revered, as well as 

gaining knowledge from high-quality visitors. Understanding, valuing, and preserving 

them will bring tourists to the destination, which will in turn bring in more money and 

more tourists. Creative Tourism is the name of the principle and idea behind it. In 2011, 

DASTA and the Faculty of Sociology and Anthropology at Thammasart University 

formed a partnership to identify and develop tourism activities with potential and 

prepare their owners for visitors. There are a lot of professors and experts who are 

willing to collaborate with the owners of the activities and receive financial support 

from DASTA due to the fact that the Faculty of Sociology and Anthropology has 

already offered classes on tourism, society and culture, and social research. 
Creative tourism is the answer for tourists who want more than just to "see" 

other societies and cultures; they also want to get hands-on experience and a deep 

understanding of the culture of the host country. These tourists want more than just 

photos and souvenirs from shops when they return home. They also want new ideas. 

Tourists must be prepared to learn about the place's spirit, information exchange, and 

authentic experience from proprietors of activities who are also willing to share. 
In addition, the DASTA Director gave the definition of Creative Tourism as 

tourism related to history, art, culture, and community ways of life and the identity of 

the place (Figure 19). Tourists learn to create direct experiences with the owners of the 

culture and have the opportunity to live together with the owner of the place and to add 

value to the history, art, culture, way of the community, and identity of the place. It is 

not a community-based activity, but an activity that emphasizes the value of the 

community, with the beginning of the development of a Creative Tourism model with 

the goal of finding forms, creating knowledge, and building a tourism-oriented network 

generated by using Creative Tourism as a tool to give communities the opportunity to 

exercise ownership of the area. Owners of the culture and identities of the community 

direct and create self-tourism activities. This will bring more fair benefits while creating 

understanding for tourists and the community to jointly organize responsible tourism 

for the community. 
DASTA is a public organization in Thailand with the roles and responsibilities 

over sustainable tourism operation, (Figure 18) through coordination for integrated 

administration of areas with valuable tourism resources, with more flexibility and 

promptness in operation than that of government agencies and state enterprises, as an 

important driving force in the administration of the country's tourism industry both in 

short and long terms. There are currently nine designated areas consisting of Bang 



 
 47 

Kachao, South Isan Civilization, Active Beach and Pattaya City, Cultural World 

Heritage, Mekong River Folkways, Lanna Civilization and Nan, Central Chao Phraya 

River and U-Thong, Royal Coast, and Andaman and Southern Islands. 
 

 
Figure 18 Designated Areas for Sustainable Tourism Administration of Thailand 
Source: http://www.dasta.or.th/th/aboutus/about-plans/about-vision, 2023 
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Figure 19 Context of sustainable tourism development and management of DASTA 

Thailand 
Source: http://www.dasta.or.th/th/aboutus/about-plans/about-vision, 2023 
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3.1.2 Creative Tourism Activities in Thailand 
1) Khom Ma Tao 
Ban Khom Kha, Phu Pieng District, Nan Province 

The name "Ma Tao" comes from a watermelon that has the shape of a lantern 

and is round like a watermelon. The bulk of the content can be found in Nan Province. 

Frames made of bamboo from Khao Lam or bamboo from the village's forest can be 

obtained. The Na Noi district is home to Saa paper. Strong and long-lasting, these will 

hang in trees. 
The Lanna people, who live in the north of Thailand, believe that a lantern 

brings the family prosperity and happiness. Also, it is believed that the person born in 

the next life will be wise, like a flame burning in the dark. The antiquated northern lamp 

is of high quality. It could be considered a handicraft. Because it must be made with 

detail, including a variety of northern decorations, it is also considered art. 
In Buddhism, the pattern is created with word paper or gold paper. It is known 

as Lai Vajra, which means wisdom. The shape of the lamp is octagonal. The eight 

Makkah have Buddhist meanings. There are a variety of lantern tails in Nan Province. 

The intention is to teach tourists as if they were their own children and to warmly 

welcome them. Visitors can learn how to make authentic handicrafts or how to decorate 

lanterns, allowing them to create an impression at Baan Khom Kha and Mother Tiranan. 

 
Figure 20 Making lanterns at Ban Khom Kha, Nan Province 
Source: https://tis.dasta.or.th/stisdasta/creative-tourism/12, 2020 
2) Tung Kha King, a symbol of faith and the beauty of local art 
Wat Phra Kerd, Mueang Nan District, Nan Province 

Tung is a native language popularly referred to by villagers in the Northern 

Region or Lanna. Tung means flags made of cloth, paper, metal, yarn, or wood 

carvings. It is a symbol that shows the firm faith in Buddhism and reflects the arts and 

culture of the Lanna people, traditions, beliefs, as well as handicrafts in making 

beautiful Tung. Lanna people prepare tung to offer them as Buddha offerings which are 

usually done in conjunction with the ceremony of religious establishments or public 

benefits used for the fateful pursuit of exterminating bad luck. Tung Kha King 

(pronounced Tung-ka-King) is dedicated to exorcising bad luck from the devotee. 
Tourists who wish to make Tung will have their hands on the eyebrows, eyes, 

nose, and mouth, which is a work that requires determination. Itôs exquisite as a work 

of art from a human-length tung (flag). It turns out to be beautiful and in harmony with 

the faith behind it. Nan people are taught from childhood that they must enter the 

temple. When they are at the temple, they will feel happy. The monks will have the 

elderly volunteer to be teachers who convey the learning activities of making Tung Kha 
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King to tourists and those who are interested to inherit and learn the culture of faith and 

the beauty of Lanna art. 

 
Figure 21 Making Tung at Wat Phra Kerd, Nan Province 
Source: https://tis.dasta.or.th/stisdasta/creative-tourism/13, 2020 
3) Basketry of happiness  
Ban Tam, Bo Suak Sub-district, Mueang Nan District, Nan Province  

The attitude of reverence for the Tam villagers' nature has not changed. Basketry 

is one of the wisdoms that comes from the community's bounty. 
Ban Tam is a small village in Nan Province that still lives a farming lifestyle, 

despite the presence of modern energy-saving tools. However, there is still a belief in 

respecting the villagers' natural characteristics. Basketry is one of the wisdoms that 

comes from the community's bounty. Because the landscape is close to the bamboo 

forest, this bamboo can be used for agriculture and blend in seamlessly with the 

villagers' lives. It is the gathering of elderly people from nearby homes to preserve their 

way of life. The wisdom of the past is passed down from one generation to the next. 
From the bamboo lines, they will be pounded in both normal tones and colored 

in a couple of brilliant strands. Through stories and the atmosphere of the villagers, 

elderly villagers teach tourists how to learn and perform weaving by assisting one 

another with sticks and hands. Tourists can make their own wickerwork, and they create 

memorable experiences. The way of thinking and reverence for nature is at the heart of 

this interesting applied basketry: farming based on the Lanna people's beliefs about "Ta 

Laeew," a good luck symbol. If you want to know why the Lanna people think Ta 

Laeew is good, this is a good way to learn. 

 
Figure 22 Basketry making 
Source: https://tis.dasta.or.th/stisdasta/creative-tourism/14, 2020 
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4) Kaeng Sa Nud  
Khum Chao Mekwadi, Nai Wiang Subdistrict, Mueang District, Nan Province, a well-

kept cooking secret from Khum Chao Mekwadi (Kaeng Sa Nad). 
At Khum Chao Mek Wadi, you can learn how to make "Kaeng sa nad," an 

ancient and rare local dish. There is only one remaining spot at "Khum Chao Mekwadee 

Na Nan," and the general public is unaware of this. Chutima Na Nan, the fourth 

generation descendant of the 64th Nan Lordðthe last oneðis the successor to this 

ancient menu. This menu has been eaten in the past. According to the past of Khum 

Chao Luang, vegetables were sent for each edible food to cook. Curries with odd names 

like "curry sa-nad" or "boiling the remaining household vegetables from cooking in 

other dishes using local ingredients to season" typically use local vegetables. 
Tourists learn about how food is made, touch, and taste food that is hard to find, 

like Kaeng sa Nad, a recipe that was only available in the palace in the past. It is served 

with Khantok, the Nan people's one-of-a-kind identity, which is very special because 

there is only one left. 

 
Figure 23 Kaeng sa nad making 
Source: https://tis.dasta.or.th/stisdasta/creative-tourism/15, 2020 
5) Draw patterns of porcelain inscribed on the fabric 
Ban Prida Phirom, Mueang Kao Subdistrict, Mueang District, Sukhothai Province  

Porcelain has long been a distinctive and memorable symbol of Sukhothai. It 

would have diminished over time if there had been no successors. According to Khun 

Tararat Pridapirom, her goal is to make Sukhothai's one-of-a-kind Sangkhalok pattern 

available to anyone who is interested in learning more about the area's spirit and its 

status as a world heritage city. In the same way that the patterns of plants, vines, leaves, 

and flowers that appear in the murals of the ancient temples in the old city of Sukhothai 

can be understood, the fish pattern on the plate, which resembles a living fish, is an art 

with a swaying delicacy. 
Eventually, porcelain was used to draw on fabrics, t-shirts, hats, umbrellas, and 

other items so tourists could take them home to use on a daily basis or keep them as a 

souvenir. 
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Figure 24 Drawing patterns of Sangkhalok, Sukhothai Province (1) 
Source: https://tis.dasta.or.th/stisdasta/creative-tourism/16, 2020 

 
Figure 25 Drawing patterns of Sangkhalok, Sukhothai Province (2) 
Source: https://tis.dasta.or.th/stisdasta/creative-tourism/16, 2020 
6) Sukhothai clay votive tablet, House of Phra Pom Laksamanasilp 
Laksamanasilp House, Mueang Kao Subdistrict, Mueang District, Sukhothai 

Province  
Discover the background of Buddha printing, the process of preparing clay, and 

the burning of clay in order to produce sturdy pottery tablets. Praying activities not only 

give you a chance to learn about the area's cultural heritage, but they also give you 

valuable experience by helping Buddhism pass on. 
The glowing mineral rocks from the Sukhothai Mountains have long fascinated 

tourists. The trial tablet's name must be engraved so that foreign tourists can take the 

tablet, which may be an antique, back to Thailand. Foreigners cannot take the votive 

tablet, which may be an ancient object, back to their country. It is possible to confirm 

that the name has received a new endorsement. Tourists will acquire a variety of 

Sukhothai Buddhist art forms through this activity. They will also learn about the 

history of Buddha printings, how to prepare clay, and how to burn it to make strong 

votive tablets out of clay. 
By participating in the succession of Buddhism in accordance with the ancient 

Thai motto that was commonly used to make clay votive tablets as a Buddhist offering, 

the activities of making clay votive tablets not only provide an entry point into the 

process of learning about the cultural heritage of the area that was visited, but they also 

provide valuable experience. 
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Figure 26 Making Clay votive tablet activities 
Source: https://tis.dasta.or.th/stisdasta/creative-tourism/20, 2020 

 
Figure 27 Votive tablet at House of Phra Pom Laksamanasilp, Sukhothai Province 
Source: https://tis.dasta.or.th/stisdasta/creative-tourism/20, 2020 
7) Phi Ta Khon Mask 
Wat Phosri, Ban Na Vieng Yai, Dan Sai District, Loei Province. 

Phi Ta Khon is a mask made of natural materials that are sourced locally, like 

coconut cloves and a bamboo steamed sticky rice steamer. Phi Ta Khon Mask has a lot 

in common with the Dan Sai people's way of life and beliefs in Loei Province. 
The Phi Ta Khon mask has been handed down from one generation to the next, 

and those who are interested can read about it and participate in activities to learn more. 

You can try drawing a Phi Ta Khon mask from your imagination. Dress in a way that 

reflects the characteristics of the Boon Luang-style Phi Ta Khon. Taking photographs 

of the impression of the featured spots of the local area as an update that once came to 

encounter the old culture of the Dan Sai individuals. 

 
Figure 28 Making Phi Ta Khon Mask Wat Phosri, Loei Province 
Source: https://tis.dasta.or.th/stisdasta/creative-tourism/24, 2020 
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8) A white squirrel tells a story 
Koh Si Chang District, Chonburi Province 

 
Figure 29 A white squirrel 
Source: Be Local Artist for a Day, DASTA (2020) 

The natural beauty of the sea and mountains make Si Chang Island, Chonburi 

Province, stand out from other regions and gives it a distinct identity that sets it apart 

from others. White squirrels can also be found in Si Chang Island. According to the 

records of British ambassador John Crawford, who had surveyed Si Chang Island and 

found numerous white squirrels on the island, where only one white squirrel was found, 

it is assumed that they arrived in the early Rattanakosin period. 
When they aren't working in their primary jobs, the villagers on the island of Si 

Chang work as general contractors, fishermen, or traders. As a result, some people 

decided to form a group to make batik cloth and add value by hand-sewing keychains 

made of batik fabric with sea creatures and white squirrels to distinguish themselves 

from others and create activities that link the program tour. 
Tourists can also participate in hand-sewn batik activities or visit tourist sites, 

joining the activity to feed white squirrels all over the island. These activities draw on 

the charm of the white squirrel, the beauty of nature, and the history of the Si Chang 

Island. It gives tourists a lot of fun new experiences. Tourists witness the 

straightforward way of life of Si Chang residents. The activity of preserving the art of 

making batik cloth and taking in the shady atmosphere, sea, and stunning beaches of Si 

Chang with stunning views are both included in admission to historical sites. 

 
Figure 30 hand-sewn batik activities 
Source: https://tis.dasta.or.th/stisdasta/creative-tourism/26, 2020 
9) Sound in the Wind 
Ban Na Muensri Community, Na Yong District, Trang Province  

Because Luk Lom is beginning to disappear from society, the Na Muensri 

community is committed to preserving inherited antique toys like Luk Laem. Ms. 
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Prasert Kong-turn was in charge of adding stories to this ancient toy and making it even 

more interesting by using folk tales to tell the story of the wind ball's history, which is 

an old fairy tale that has been told over and over again. During the harvest season, there 

is currently a wind play festival in the south, particularly in the Na Muen Si Subdistrict 

of Trang Province. In addition, there is a wind ball competition to inherit the story and 

play the wind ball in order to preserve it for future generations. 
For this trip, learning about the belief in the wind ball's history and story, 

including how to make a wind ball and creative work to take home, as well as 

experiencing the rural ways of life, exotic experiences, and ancient wisdom. 

 
Figure 31 making a wind ball 
Source: https://tis.dasta.or.th/stisdasta/creative-tourism/28, 2020 
3.1.3 Situation and Context of Creative Tourism and Creative Economy 

Development in Thailand 
Reviewing Thailand's Master Plans and Policies was the topic of research 

conducted by Walanchalee and Markus (2016): Consequences for Creative Tourism In 

addition to contributing to a policy study on creative tourism and the creative economy 

in the tourism sector, the findings shed light on Thai perceptions of creative tourism. 

Through the TAT's branding campaign to promote creative tourism to the destination, 

Thailand contributed to a national movement for creative tourism. The promotion of 

Thai cultural capital, collaboration with other creative sectors to promote Thai culture, 

and support for human resources and tourism entrepreneurs are just a few examples of 

the plans' support for the broad concept of creative tourism. 
The agenda focuses on supporting the creative economy in the tourism sector 

rather than developing creative tourism as a separate concept because the concept is 

unclear, particularly in the Ministry of Tourism and Sport. DASTA and the National 

Strategic Plan for Tourism also emphasize the significance of Thailand's creative 

tourism development. However, there is currently a clear responsibility for the 

development of creative tourism in Thailand. Five years of research led to the findings 

of the study. The following is information that differs from the preceding research study 

regarding current agencies involved in the growth of creative tourism and Thailand's 

creative economy. 
3.1.4 Master Plan under the National Strategy and Creative Tourism in Thailand 

The National Strategy for Tourism's Master Plan. The development of the entire 

tourism system must center on maintaining a world-class tourism destination. Focusing 

on high-quality visitors creates a variety of tourism to meet the needs of tourists and 

develop potential tourism while preserving Thailand's strong tradition, culture, and 

identity and valuing the environment. In the first phase, a target for 20 years of tourism 

development is set. The goal is to continuously generate income from tourism and to 
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prioritize sustainable tourism development in order to achieve the ultimate objective of 

using tourism as a tool to reduce inequality in Thai society. 
The Creative and Cultural Tourism Sub-plan is one of six sub-plans that make 

up the sub-plan of the Master Plan that is part of the National Strategy for Tourism in 

Thailand (Figure 32). The specifics include creating value for tourism products and 

services by focusing on knowledge and innovation in conjunction with strengths in 

natural resource diversity, culture, and way of life to meet tourist demand and enable 

tourists to select new experiences. 
Guidelines for the development of creative tourism are as follows: 
1) Create value and added value to products and services on the basis of cultural 

capital and local wisdom that is unique to local areas such as historical sites, World 

Heritage cities, ancient sites, old cities, commercial districts, river basins, community 

products, Thai food, and traditional Thai medicine. To bring value through knowledge, 

innovation, technology, and design to create a product including the development of 

new activities and services for tourists such as agricultural tourism, community-based 

tourism, ecotourism, Buddhist tourism, Muslim tourism, etc. 
2) Developing environmental factors that are conducive to fostering creativity 

for further development of tourism products and services such as research, development 

and design, investment promotion, networking of tourism enterprises, communication 

and transport, database system development, marketing promotion, and creating stories 

to tell tourists, etc. 
3) Build the capacity of entrepreneurs and personnel in the tourism industry. To 

have business skills and knowledge throughout the tourism supply chain both in design, 

research, and development, including technology innovation, business management, 

and marketing to create differentiation and uniqueness of products and services in 

accordance with the needs of the tourist market. 
4) Promote registration and protection of the use of intellectual property and 

wisdom. To support the development of Creative Tourism and urban tourism center of 

the region, including historical sites, Thai Culture Cultural Heritage Community 

activities and products, Thai food, and Thai traditional medicine. 
5) Promote tourism marketing by presenting the identity of Thailand and each 

locality to be understood on the world stage through creative and innovative media 

through various mediums, including promoting the communication of unique stories of 

each region and province through brand development and creative communication 

through popular marketing channels in the target audience. 
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Figure 32 Tourism Plan under the National Strategy and Creative Tourism 
Source: the researcher adapted from http://nscr.nesdc.go.th/ (2021) 
Creative Economy and National Economic and Social Development Plan 

1) Creative Economy and the old National Economic and Social Development 

Plan 
The government's creative industry development policy has begun to emerge 

since 2002, with the establishment of independent organizations that develop 

knowledge and carry out activities related to the creative economy, such as the Office 

of Knowledge Management and Development, Creative and Design Center, National 

Science Museum Office of Tourism Development and the National Software Industry 

Promotion Office. This serves as the foundation for the long-term development of each 

group of creative industries. From the 8th National Economic and Social Development 

Plan to the 11th edition, there has been an action to push the value of products and 

services on the basis of knowledge and innovation in order to continuously increase the 

value of the production of goods and services. The 11th National Economic and Social 

Development Plan (2012-2016) contains the Creative Economy as one of the 

alternatives to driving the Thai economic strategy by defining a strategy for economic 

restructuring towards quality and sustainable growth from production restructuring to 

the use of knowledge, wisdom, science, technology, innovation, and creativity. In 2016, 

the Creative Economy development was raised again by the National Reform Steering 

Assembly, which established a new economic reform-driven sub-committee with 

Creative and Cultural Economy, which is one of the target groups of the next economic 

reform plan. 
2) Creative Economy and the 12th National Economic and Social Development 

Plan (2017-2021) and current government policies 
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At present, the Creative Economy is considered one of the main economic 

development paths of the country which is consistent with the main development 

policies and directions of the country in each of the strategic plans and development 

policies. The 12th National Economic and Social Development Plan focuses on the 

development of the strengths of the current industry to upgrade to the high-tech 

industries, including innovative technology and creativity by encouraging 

entrepreneurs to add value to their products and services through research and 

development. Innovation creativity and the foundation of Thai culture and wisdom, as 

well as supporting entrepreneurs to raise the level of production of products with quality 

and standards that are recognized internationally, enable Thailand to enter the market 

of more high-value-added products. 
Creative Economy and National Strategy 

National Development Strategy under the 12th National Development Plan, 

Strategy 3 is economic strategy. Strengthening and developing the competitiveness of 

the manufacturing and service sectors, which the creative industries are considered to 

be one of the target industries, have important development pathways such as raising 

the potential of the industry that is a key revenue base of the country through innovative 

research and development. Creativity and fundamental Thai culture and wisdom 

promote the creation and development of markets for quality products. 
Thailand Model 4.0 is a policy to develop a new engine of growth that aims to 

create sustainable wealth for the country and escape the middle-income trap by 

changing the comparative advantage of Thailand and transforming cultural diversity 

and creativity into a competitive advantage in five new industries: 1) Food, Agriculture 

& Bio-Tech 2) Health, Wellness & Bio-Med 3) Smart Devices, Robotics & 

Mechatronics 4) Digital, IoT, Artificial Intelligence & Embedded Technology and 5) 

Creative, Culture & High-Value Services. 
The 20-Year National Strategy (2018-2037) is a strategy that focuses on 

building competitiveness for developing countries to become developed countries 

(Figure 3-16). The master plans under the national strategy related to the promotion of 

the creative economy are Master Plan No.5 (Tourism Issue) and Sub-plan no.1 

(Creative and Cultural Tourism). There are development guidelines consisting of the 

following 
1) Creating value and added value to products and services based on unique 

cultural capital and local wisdom. 
2) Develop environmental factors that are conducive to promoting creativity in 

order to further develop tourism products and services. 
3) Enhance the capacity of entrepreneurs and personnel in the tourism industry. 

To acquire business skills and knowledge throughout the tourism supply chain in terms 

of design, research and development, technology innovation, business management, 

and marketing. 
4) Promote registration and protection of the use of intellectual property and 

wisdom. To support the development of creative tourism and as a tourism hub of the 

region. 
5) Promote tourism marketing by presenting the identity of Thailand and each 

locality to be understood on the world stage. Through creative media and innovation 

through various media. 
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Figure 33 Creative Economy and National Strategy of Thailand 
Source: Ministry of Culture, Thailand (2020) 
3.1.5 Creative Economy and Creative Industries of Thailand 

Definition of Thailandôs Creative Economy has a definition and scope of the 

economy ñThe creative economy is the concept of driving the economy based on the 

use of knowledge, Education, Creativity, and Intellectual Property that link with the 

Culture, knowledge, Wisdom and Technology and Innovation" (The Office of the 

National Economic and Social Development Council, 2020) 
The scope of the creative industries of Thailand 
The Office of the National Economic and Social Development Council, one of 

Thailand's creative economy development agencies, has adopted the definitions and 

scope of UNCTAD and UNESCO as a framework for categorizing Thailand's creative 

economy. The creative industries of Thailand are divided into 12 main industry groups 

and three main industries according to the nature and pattern of creative industries as 

follows. 
Creative Original  is the Core Creative Arts group as the fundamental factor 

which emphasizes the transfer of cultural value and creativity, which will lead to the 

extension and creation of added value in terms of creative products and services. It can 

be used for commercial use to a certain extent and consists of four industry groups: 
Å Handicraft and handicraft industry 
Å Performing arts industry 
Å Visual Arts Industry  
Å Music Industry  
Creative Content/Media is the development of further or relying on Creative 

Originals/Core Creative Arts that requires a high level of creativity to convey 

communication in the form of text, sound, or image to the public using applied creative 

skills. Consists of four industry groups: 
Å Film and Video Industry 
Å Printing industry  
Å Broadcasting Industry  
Å Software Industry 
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Creative Service is a group that relies on creativity and has a high potential for 

commercial use. To convert cultural assets that are Creative Arts into Creative Goods, 

consisting of three industry groups: 
Å Advertising industry  
Å Design Industry (which includes fashion design) 
Å Architecture Industry 
Creative Goods/Products is a process-oriented group comprising creative 

activities as a core element. This leads to the production of creative products and 

services that create added value with functionality and high commercial utilization 

potential rather than pure creativity, consisting of one industry group 
Å Fashion Industry 
Thai food industry, Cultural Tourism Industry, and Thai Traditional Medicine 

Industry are classified as industry groups related to creative industries. 
Table 5 Creative Industries Group 
Source: NESDC, Thailand (2020) 
Creative Industries Group of the Office of the National Economic and Social 

Development Council (NESDC) 
Creative 

Original  
Creative Content / 

Media 
Creative 

Services 
Creative Goods / 

Products 
1.Crafts 
2.Performing 

Arts 
3.Visual Arts 
4.Music 

5.Film and Video 
6.Publishing 
7.Broadcating 
8.Software 

9.Advertising 
10.Design 
11.Architecture 

12.Fashion 

Definitions of the creative industries from different countries 
Table 6 Definitions of the creative industries from different countries 
Source: OECD, 2014 

Country  Creative industries 
Australia Advertising and marketing; architecture; design and visual arts; film, 

television and radio; music and performing arts; writing, publishing 

and print media; software, web and multi-media development and 

interactive content. 
Austria Advertising; architecture; design; video and film; music; books and 

arts; libraries; museums; botanical and zoological gardens; publishing 

companies; radio and television; software and games. 
Canada Advertising; architecture; crafts; design; film industry; sound 

recording and music publishing; performing arts; written media; visual 

arts; broadcasting; archives; art galleries; museums; libraries; culture; 

education; photography. 
Germany Advertising market; architectural market; art market; design industry; 

film industry; music industry; performing arts market; book market; 

press market; broadcasting industry; software and games industry. 
Indonesia Advertising; architecture; fine art; craft; design; movies; video and 

photography; music; performing arts; publishing and printing; 

television and radio; interactive games; culinary; fashion; information 

technology; research and development. 
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Country  Creative industries 
Korea Advertising; animation; cartoons and comics; film; music; performing 

arts; publishing and printing; broadcasting; games; characters; 

information technology; content solutions. 
United 

Kingdom 
Advertising and marketing; architecture; crafts; product; graphic and 

fashion design; film; television; video; radio and photography; music; 

performing and visual arts; museums, galleries and libraries; 

publishing; IT, software and computer services. 
Conceptual framework for promoting the creative economy of Thailand 

 
Figure 34 Conceptual framework for promoting the creative economy of Thailand 
Source: Creative Economy Agency, Thailand (2021) 

The key concept of promoting the creative economy in Thailand consists of the 

four key factors as follows 
1) Development of human resources and Creative People is a development of 

the center of economic activity in which a skilled workforce is considered an essential 

resource for business development and operations. In the United States, people are 

defined as the key economic drivers. The creative class which is a group that can bring 

creativity to develop and expand into new inventions or innovations that can bring 

prosperity or change to the country. It is not only limited to artists or designers but also 

people who design products and services, including scientists, engineers, architects, 

lawyers, programmers, etc., which are professions that require creativity as the core as 

well. 
2) Development and utilization of Thai wisdom, culture, and Creative 

Originality. The direction of Creative Economy development in Thailand will focus on 

bringing benefits from biodiversity, knowledge and expertise, culture, and wisdom 

cultivate until it becomes a unique symbol of Thailand to expand and create added value 

for various industries. Therefore, creating content from biodiversity, knowledge, 

expertise, culture, and wisdom as well as using it, is considered a point that will help 

create a difference and a unique creative aura for Thai people. 
3) The development of Creative Products & Services can be considered as the 

result of a value-added process that arises from the combination of human creativity. 

The importance of the Creative Economy is the ability to convert ideas into the 

production of new, value-added products and services commercially. The creative 

process can be both a process that relies on human expertise or technology and 

innovation in production. By the results obtained from creative production processes, 

one is able to make a difference in products and services. This may be both in terms of 
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the beauty that is unique to the creator or the ability to respond to the needs of more 

specific and individual consumers today. 
4) Developing cities and environments that are conducive to Creative Places. It 

could be said that proper space and environment are important factors in being the 

source of the power of place, in which cities in Thailand tend to have a unique identity 

of the city that varies by area or by city or area with a good environment. It is often a 

unique city, able to attract personnel from other countries to live and conduct business 

in that area, as well as being a center or international creative hub. This includes access 

to the necessary infrastructure for business and legal measures and benefits that come 

from government policies. However, a major city in Thailand like Chiang Mai is a 

unique city and has an environment that is conducive to the development of the Creative 

Economy. Chiang Mai is recognized as part of the creative city network by UNESCO 

(City of Crafts and Folk Art) 
3.1.6 BCG in Action: The New Sustainable Growth Engine (Bio-Circular -Green 

Economy)  
Creative tourism is also related to the economic model for sustainable 

development to which Thailand today gives importance to this model, the details are as 

figure follows. 

 
Figure 35 BCG Model: Sustainable Economic Model by Dr.Suvit Maesincee 
Source: https://www.nstda.or.th/thaibioeconomy, 2020 

The Bio-Circular-Green Economic Model, or BCG, is a new economic model 

for inclusive and sustainable growth that has been introduced by the research 

community and promoted by the Thai government. The BCG model uses technology 

and innovation to make Thailand a value-based and innovation-driven economy by 

taking advantage of the country's cultural and biological diversity. The Sufficiency 

Economy Philosophy (SEP), which is also the central tenet of Thailand's social and 

economic development, and the UN Sustainable Development Goals (SDGs) are also 

in line with the model. 
The BCG model is utilized to focus on promoting four industries, specifically 

agriculture, and food, based on Thailand's strengths in robust agricultural activities, rich 

natural resources, and diversity in terms of both biological resources and physical 

geography; well-being and medicine; biochemical, bioenergy, and biomaterials; and the 

creative economy and tourism. In addition to innovative policy and supportive legal 
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and financial measures, science, technology, and innovation will be used to improve 

the capacity and competitiveness of players in the value chain, both upstream and 

downstream, in all four industries.  
The BCG model has the potential to add value to the Creative Economy and 

tourism. The Thai travel industry can profit from the approach to advance optional 

urban areas and networks as new vacation locations. Innovation and technology will be 

used to build and improve digital platforms and infrastructure to make travel easier for 

tourists and bring the industry closer to high-quality tourism. Science and innovation 

will be utilized to characterize public rules for the travel industry, e.g., conveying limits, 

supporting manageable travel industry standard framework, and moderating and 

restoring the climate. Tourism can be linked to other service industries under the 

creative economy concept to target niche markets like wellness tourism, culinary 

tourism, ecotourism, cultural tourism, and sports tourism.  
In addition, the Governor of the Tourism Authority of Thailand (TAT) 

announced the BCG Model from Thailand 4.0, which aims to move the economy 

toward sustainable development, as the direction of tourism development. The idea of 

"Building Strength from Within" and "Sustainable Development," which will serve as 

a compass for TAT, aims to revive the tourism industry in a novel way toward 

sustainable, high-value tourism based on responsible tourism and effective supply 

management. 
  TAT has consistently established a model for health-safe tourism and high-

quality services under the BCG economic model by focusing on the upper-class foreign 

tourist market and portraying Thailand as a destination for world-class health tourism 

bringing knowledge, technology, and innovation into service quality management in 

order to develop further from the initial strengthening base, thereby increasing capacity 

and enhancing efficiency. Sustainable tourism is driven by making money from tourism 

while also keeping society, the economy, and the environment in balance. TAT will 

push for concrete ways to promote secondary cities and communities in order to 

distribute income among the secondary provinces. This will be done by highlighting 

the region's strengths by leveraging what is already there and promoting the image of 

each province or area in various ways. Extending strength en route with normal 

medicines that recuperate better by supporting the cooperation of vacationers as well as 

those associated with the travel industry in advancing social and earth-capable travel 

industry. To guarantee the long-term viability of the tourism industry and natural 

resources, reducing waste to a minimum (zero waste). 
3.1.7 International Year of Creative Economy for Sustainable Development, 2021 

At the UN General Assembly's 74th session in 2019, 2021 was designated as 

the International Year of the Creative Economy for Sustainable Development. 

Indonesia was the fundamental patron of the proposition, which was introduced by a 

worldwide gathering of nations, including Australia, China, India, Indonesia, 

Mongolia, the Philippines, and Thailand. The proposal acknowledged the necessity of 

fostering innovation, ensuring that everyone has access to opportunities, benefits, and 

empowerment, and upholding all human rights. 
It also pointed out that developing nations and economies in transition still 

require assistance in diversifying production and exports, including in new sustainable 

growth sectors like creative industries. It encourages everyone to observe the year in 

accordance with national priorities in order to raise awareness, encourage cooperation 
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and networking, encourage the sharing of best practices and experiences, improve the 

capacity of human resources, promote an environment that is enabling at all levels, and 

deal with the difficulties posed by the creative economy. 
UNESCO, the World Intellectual Property Organization (WIPO), the United 

Nations Industrial Development Organization (UNIDO), and other major international 

organizations are scheduled to host important events throughout the year, with a summit 

in Indonesia later this year. In 2021, UNCTAD will be the primary UN agency to drive 

the creative economy. To gather data on innovative goods and services, work with 

experts from both developed and developing nations. In order to measure the creative 

economy, countries and organizations will collaborate to optimize data collection. We 

will be able to better comprehend all levels of economic and social participation if we 

have access to comparable and reliable information regarding the creative economy. 
The Ministry of Culture in Thailand is ready to support the agenda to participate 

in continuously driving the creative economy while bringing cultural capital to add 

value to the economy after the United Nations declared this year the international year 

of the Creative Economy for sustainable development. In accordance with the 20-year 

national strategy, Minister of Culture Itthiphol Khunpluem revealed that Thailand is 

one of the most successful Asian nations in supporting industrial, cultural, and creative 

economies. 
The Thai Ministry of Culture is the creative economy's upstream agency. It 

collects and preserves cultural knowledge and various folk wisdom promotes cultural 

identity and is a valuable legacy and intellectual property. In order to build robust 

cultural networks across the nation and encourage development through local 

participation, the Ministry will collaborate with various agencies. The ministry will also 

collaborate with other organizations like the Creative Economy Promotion Agency. 

Utilizing the Creative Economy to encourage cooperation in order to build a cultural 

network on a global scale and establish Thai prestige and image abroad. 
3.2 Creative Tourism and Creative Economy in Foreign Countries  
3.2.1 New Zealand 

Raymond (2007), article contains lessons learned from pioneering Creative 

Tourism. New Zealand's Creative Tourism: The practical difficulties of growing 

creative tourism, highlighting Creative Tourism New Zealand (CTNZ)'s work 

processes, which are crucial to the operation of creative tourism activities in New 

Zealand. During the course of the work, he addressed some of the issues and obstacles 

that arose. The New Zealand working group redefined Creative Tourism to emphasize 

more sustainable tourism as a more sustainable form of tourism that provides an 

authentic feel for a local culture through informal, hands-on workshops and creative 

experiences. Small groups of tutors participate in workshops at their homes and places 

of employment; they facilitate visitors' creative exploration while also bringing them 

closer to locals. 
By participating in informal workshops and creative experiences, tourists can 

learn about the culture of the area. Small groups take part in the activities. It takes place 

at the tutors' homes or places of business so that tourists can get closer to the locals and 

discover their own creative side. Training can take as little as two hours or as long as 

four days and involve small groups of 12 tourists each. The following are the specific 

ways that Creative Tourism New Zealand (CTNZ) has expanded the guideline: 
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- Local culture: CTNZ uses New Zealand's unique culture to define a workshop 

theme that is not found anywhere else in the world. Food, the natural world, and Maori 

customs and arts are all included in culture. 
-Informal learning: An enthusiastic, knowledgeable, and experienced instructor 

provides workshop participants with an enjoyable learning experience. Relatively few 

teachers have been officially prepared. Participants will not receive any certificates at 

the end of the training. 
-The majority of attendees appreciated the chance to perform actual work and 

practice, so hands-on workshops are interactive. The interactions were different for 

each workshop topic. 
- In small groups, tutors decide how many students to put in each group, which 

can't have more than 12 people. Individual instruction is desired by some educators. 

Nevertheless, there are teachers who prefer to teach in groups due to the increased pay 

and opportunities for interaction with students. 
- The tutors' homes and places of employment; at these two locations, students 

will be able to find a welcoming and authentic environment without having to pay for 

a place to learn. The majority of students enjoy taking part in the activities at the tutors' 

homes or places of employment because they can see how the tutor is doing. 
- The workshop is structured as an experiment rather than deep learning; visitors 

should be encouraged to explore their creativity. Since most tourists don't have much 

time, they might come back in the future if they really enjoy the activity. 
- Getting closer to localsðeven though tourists don't want to feel intimate when 

they apply for the workshop, they have said that one of the joys of participating is 

talking to the tutor about things other than doing hands-on activities. 
- More environmentally friendly, even though creative tourism is still criticized 

for not being environmentally friendly. Notwithstanding, this type of travel industry 

augments the abilities that little networks now have. Creative Tourism is more 

sustainable than many other forms of tourism because it frequently makes use of the 

same location, like the tutors' homes or places of employment. 
The following is a summary of the experience from Creative Tourism New Zealand: 

1. One of the most crucial steps in the Creative Tourism process is to create a 

shared experience for tourists, as they always say, "This is the best I did in New 

Zealand" when participating in Creative Tourism activities in some way. 
2. The stories that are going to be told in each Creative Tourism location need 

to really reflect the image of that area. 
3. Exercises that permit explorers to participate in, assuming they are short ones, 

are bound to be more well-known than longer ones, as travelers have the opportunity 

and energy to be engaged with a movement that requires over one day. 
4. In order to bring their perspectives and ideas to improve their activities, local 

tutors who provide tourist experiences need to be supported and trained to exchange 

knowledge and experience. 
5. When planning the activity, it is important to take into account the tourist's 

characteristics. Creative tourism is particularly popular among backpackers and 

younger groups in New Zealand, for instance. However, the marketing strategies for 

these two distinct groups of travelers are also distinct due to their distinct 

characteristics. In the case of New Zealand, the two types of tourists' Creative Tourism 

marketing have not been taken seriously in the past. 
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6. Paying attention to local cultural practices is a thing to be careful about and 

aware of. This is due to the fact that some customs are still practiced in a manner that 

is more closely associated with a specific owner or locals than with tourists sharing 

their experiences with them. 
7. The age of globalization has arrived. As a result, since the concept of 

authenticity is highly influenced by global trends, it is necessary to determine whether 

or not what is referred to as "Authenticity" Without having to use the same term 

everywhere, each Creative Tourism website can come up with its own version of the 

phrase "local tutor." because there is a custom of calling those who are able to provide 

tourists with varying degrees of local knowledge. 

 
Figure 36 Nelson Bone Carving Studio, New Zealand (1) 
Source: http://www.creativetourism.co.nz, 2020 

 
Figure 37 Bone carving class in Nelson, New Zealand (2) 
Source: https://www.facebook.com/Bone-Carving-in-Nelson, 2020 

 
Figure 38 Bone carving class in Nelson, New Zealand (3) 
Source: https://www.facebook.com/Bone-Carving-in-Nelson, 2020 
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3.2.2 Kanazawa, City of Crafts and Folk Art 
1) Some general information about the city Kanazawa is a place where 

sustainable development and creative crafts are celebrated. It covers 467.8 square 

kilometers.  
2) Its population is 466,029 (2018). The city was once ruled by the Maeda 

family, whose primary source of income was harvesting and was used to promote 

cultural practices. By inviting well-known teachers from all over the country to impart 

knowledge on handicrafts, education for the general public was intended to cultivate an 

interest in the arts and crafts. Numerous popular skilled workers from Kyoto and Edo 

came to move information and strategies in making various kinds of artworks. The 

culture grows as a result of this. Handicrafts like Kanazawa's gold leaf, Kaga Yuzen 

Silk Dyeing, and the food industry are among the noble people and activities. 

Throughout history, many ancient cultures have been passed down to subsequent 

generations. 
3) The community's involvement, creativity, and sustainability 
There are three categories of industries that contribute to the construction of 

cities for creative and sustainable development: 
3.1) Entrepreneurship Sector Kanazawa Executive Cooperation Association has 

been established. It is a group that plays an important role in presenting guidelines 

related to urban development, community people, and local administrators 
3.2) The people's sector plays a part in the environmental and cultural drives of 

the city such as the resistance to building high-rise buildings in the area that affects the 

culture, scenery, and environment with an environmental movement to join together to 

be part of an environmental network and a cultural movement by establishing the 

Kanazawa Theater Network 
3.3) Local administrative sector, the mayor of the city proposes a policy for the 

development of the city that emphasizes pride in areas with a more prominent and long-

lasting culture, 400 years as a peaceful and undamaged city from World War II. 
4) Creativity and Innovation Since ancient times, the city's leader has 

unbrokenly inherited a city with a long history of art in food, performance, and 

handicrafts. The city has taken its human resources seriously, inviting well-known 

artisans to share their knowledge and establishing an educational institute to serve as a 

gathering spot for people who are knowledgeable about and interested in making crafts. 

Up until this point, human resource development has been ongoing, and schools have 

evolved into universities and institutes. The opportunity for local goods and artwork to 

advance in the international market was provided by strong availability and support. 
5) Creative Industries  
5.1) Outstanding Creativity In 2009, UNESCO designated Kanazawa a Creative 

City. The city has been a creative city in crafts and folk arts, which consists of a variety 

of ancient industries up to 26. The network supports international cooperation and the 

exchange of countries that develop creativity as well as cultural industries. The city's 

main industries are these old ones. Over 800 businesses operate in traditional, 

antiquated industries. There are approximately 3,000 positions at the work. The local 

handicraft industry, which includes Kutani pottery, silk dyeing in the Kaga Yuzen style, 

Kanazawa porcelain, silver plate mounting machines, gold plate, Kanazawa worship 

tables, and Taka embroidery has been designated by national law as the old industry of 

Kanazawa. 
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5.2) the creative industries, were a time when large cities' economies grew 

quickly. The business has changed its configuration to satisfy the developing business 

sector need, yet Kanazawa city has fostered harmony among financial and social centers 

that can be accomplished using inner turns of events. The following are the five main 

characteristics of Kanazawa development: 
(1) A significant, well-known business does not have an office or branch. 
(2) The structure of the industry is diverse. 
(3) An industrial zone is being developed within the city center. 
(4) The development of small factories in the area is prohibited by the 

development of large factories in the area in order to avoid causing significant change.  
(5) Cultural assets can be preserved by developing local economic cycles. By 

expanding the number of universities, vocational training schools, and other 

educational institutions, constant innovation helps to preserve the storied industry. 
Learning from urban development projects conserving important local 

resources and transferring them to the new generation results in the added value of 

creative city development and is rapid due to the strong foundation of development. 

Business people and local administrators all develop the city and concur in the same 

direction, resulting in the establishment of cultural policies, thus receiving great support 

from all sectors and has been expanded to connect local industries with the international 

community, such as the organization of the Kanazawa Craft Competition, International 

Craft Conference, and The 21st Century Museum of Contemporary Art. Activities and 

actions cause it to transform itself from local to international and also affect the 

development of the tourism industry. 

 
Figure 39 Gold leaf application at Kanazawa Katani 
Source: https://japantravel.navitime.com/en/area/jp/guide/NTJnews0051-en, 2020 

 
Figure 40 Draw a picture and make original mini Daruma ïNakajima Menya 
Source: https://japantravel.navitime.com/en/area/jp/guide/NTJnews0051-en, 2020 
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Figure 41 Gild chopsticks at Hakuichi 
Source: https://japancheapo.com/entertainment/kanazawa-crafts-workshops-activities, 

2020 

 
Figure 42 A traditional technique of dyeing silk fabrics for kimonos 
Source: https://visitkanazawa.jp/bestofkanazawa/craft/2, 2020 
3.2.3 Baguio City, City of Crafts and Folk Art  

Settled in the mountains of Northern Luzon, Baguio City (pop. 350,000) is a 

vibrant, diverse, and multicultural city. The arts and crafts, folk art, woodcarving, 

silverwork, weaving, and tattooing are all part of Baguio City's artistic culture. With a 

total gross receipt of US$1,113,258 million today, 56 local institutions are directly 

involved in the sector. Baguio City works toward developing the sector's sustainability 

through the intergenerational transfer of knowledge and skills, despite the fact that 

crafts and folk art are an essential component of the city's local trade and Creative 

Tourism economies. 
The primary creative platform is the Panagbenga Flower Festival, which brings 

together artisans from various linguistic groups, such as the Benguet weavers and 

woodcarvers from the Tuwalis of Ifugao. This festival is a joint effort between the 

municipality and the creative industry with the goal of increasing the local crafts 

industry's international exposure and further promoting and safeguarding the Cordillera 

crafts' traditional know-how. Baguio City has established a number of villages and 

centers geared specifically toward young people as places for creation, production, and 

training. 
Through capacity building, incentivizing innovation, and providing market 

opportunities, the Baguio City Government and its partner organizations are actively 

supporting the city's creative sector, with a particular focus on crafts and folk art. The 

Fire up Blossom Metropolitan Redevelopment Mission likewise represents the city's 

obligation to culture-based advancement and multi-sectoral joint effort. By drawing on 
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its networks and impelling imagination for metropolitan restoration and financial 

essentialness, the city plans to cultivate a more practical and mindful Innovative travel 

industry. 
Value Added: 
Baguio City's vision as a Crafts and Folk Art Creative City is: 
- Improving Baguio's creative ecosystem by establishing Creative Centers that 

are devoted to supporting crafts and folk art. These centers will provide open 

collaborative spaces for creators and the general public as well as workshops, studios, 

design labs, and exhibit areas. 
- Establishing the Baguio City Creative Circuit (BCCC), which will physically 

connect existing buildings and venues to highlight Baguio City's creative spirit and 

educate the general public about creativity as a key component of sustainable urban 

development; 
- Encouraging participation in the festivals and activities by Creative Cities of 

Crafts and Folk Arts as well as ASEAN members and providing them with dedicated 

spaces to display creative crafts and folk art; and  
- Forming partnerships with network members to exchange best practices and 

advance mutual comprehension. 

 
Figure 43 Baguio Creative Tours 
Source: http://creativebaguio.com/creative-crawl-map, 2020 
3.2.4 Foreign Creative Economy policies and organizations 

The Creative Economy has been adopted by many nations as an ongoing 

economic engine. In order to bring creativity and inspiration from the cultural and 

wisdom foundations of society to create economic value and link to the creation of 

social value, it is necessary to establish a primary agency that is responsible for the 

development of the Creative Economy and acts as a connector between operations 

between all related sectors in addition to receiving policy and budget support from the 

government and the public sector. The following are some nations that have adopted a 

Creative Economy as the engine of their economies: 
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United Kingdom  
United Kingdom was one of the first nations to implement policies for creative 

economic development. These policies focused on making creative industries in a 

variety of fields a mechanism that drives the economy. The Creative Industries 

Council's Create UK strategy, the Cool Britannia Policy, is the result of a partnership 

between the government and the private sector. 
The creative industries and a variety of infrastructures, particularly in digital 

and technology, are developed by the UK Government. The name "Innovate UK" 

comes from the Technology Strategy Board's mission to support the development of 

novel ideas and encourage creative industries to reach their full potential using digital 

technology. 
As a result, the Technology Strategy Board has been given the name "Innovate 

UK" to reflect its mission of encouraging digital technology-based creative industries 

and supporting new innovations. By collaborating with the private sector and related 

institutions, Innovate UK promotes innovation by establishing funds that support 

innovation through a funding model, coordinating efforts, and creating a network 

between them. Over 7,000 promoted businesses receive direct sponsorship lending, and 

55,000 new jobs have been created. The objective of advancement is to accomplish 

greater efficiency and more development. 
Japan 
Under the "Cool Japan" policy, which focuses on exporting goods or services 

that can reflect Japan and be adored by people all over the world, Japan's Ministry of 

Economics, Trade, and Industry (METI) is the primary agency in the development of 

the creative economy. 
The METI follows a four-step development strategy that includes developing 

goods and services that have the potential to be exported, promoting Japanese 

popularity abroad, conducting business in the target nation, and implementing a variety 

of projects to bring tourists to Japan. For instance, the Japanese government supports 

Anime Tourism, a partnership between publisher Kadokawa and its partners, in terms 

of funding and facilitating the opening of anime and manga travel routes to enable 

individuals, particularly foreigners, to visit actual locations depicted in their preferred 

anime or manga. Additionally, it distributes income to various regions. 
The Japanese Prime Minister made an appearance in the Mario series with a 

VTR during the Olympics' closing ceremony in Brazil to introduce the Tokyo Impact 

2020. The Tokyo Impact 2020 will pave the way for future Cool Japan policy expansion 

by combining sports with well-known characters like Captain Tsubasa, Hello Kitty, 

Pac-Man, and Doraemon. 
South Korea 
South Korea promotes the export of Korean Content and Cultural Tourism, a 

combination of traditional and contemporary cultures that includes the development of 

scientific innovation and ICT to add value to products and services, through the 

Creative Korean concept. With startups, the goal is to add value to the economy and 

develop innovative new products and services. More than 18 Centers for Creative 

Economy and Innovation (CCEI) have been established nationwide by the central 

government, the local governments of South Korea, and the private sector to develop 

innovations based on various local resources and business expansion consulting 
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services. Additionally, there is a focus on assisting the nation's small and medium-sized 

enterprise (SME) entrepreneurs in preparing for international competition. 
Taiwan 
On the basis of the idea of "Adaptive City - Design in Motion," Taiwan Taipei 

was selected to host the 2016 World Design Capital. Design and creativity should be 

applied to building design, architecture, urban planning, and thought processes by all 

sectors, especially the government. This includes encouraging people to participate in 

the creation of new urban development models starting in Taipei. That will serve as an 

example of environmentally conscious urban development and can contribute to 

sustainingly elevating Taiwanese citizens' standard of living. Creative Expo Taiwan 

2016 was an exhibition of artistic and creative works held in April 2016. The exhibit is 

the city; YODEX, a showcase of over 9,000 projects by young designers and a total of 

4,000 projects related to environmental innovation and improving people's quality of 

life, is one of the key locations featured in the Exhibition Displays Life theme. 
Table 7 Summary of International Creative Economy development organizations: 

United Kingdom, Japan and Hong Kong Special Administrative Region 
Source: Creative Economy Agency, Thailand (2021) 
Summary of International creative economy development organizations: United 

Kingdom, Japan and Hong Kong Special Administrative Region 
Topic 1.UK 2.Japan 3.HongKong 4.South Korea 

Main 

organization 

Responsible 

for the 

development 

of the 

creative 

economy 

Department 

for Digital, 

Culture, 

Media and 

Sports 

(DCMS) 

Ministry of 

Economy, Trade 

and Industry 

(METI) 

Commerce 

and 

Economic 

Development 

Bureau 

(CEDB) 

Ministry of 

Science, ICT 

and Future 

Planning 

(MSIP) 

Organization

s involved in 

the 

development 

of the 

creative 

economy 

- UK Trade 

& 

Investment 

(UKTI)   

- 

Department 

for Business 

Innovation 

& Skills 

(BIS) 

- Sector 

Skill 

Councils 

(SSCs)  

-UK 

Commission 

for 

Employmen

- Creative 

Industries 

Division 

(Commerce and 

Information 

Policy 

Bureau)  

- Industrial 

Science and 

Technology 

Policy and 

Environment 

Bureau 

- Trade and 

Economic 

Cooperation 

Bureau 

- METI Creative 

Industries 

- Hong Kong 

General 

Chamber of 

Commerce 

(HKGCC)  

- Trade and 

Industry 

Department 

and Hong 

Kong 

Economic 

and Trade 

Offices  

- Intellectual 

Property 

Department  

- Hong Kong 

Design 

- Creative 

Economy 

Policy Bureau  

- Public-

Private 

Creative 

Economy 

Committee  

- Korea 

Creative 

Content 

Agency 

(KOCCA)  

Ministry of 

Culture, 

Sports and 

Tourism 

(MCST) 
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Topic 1.UK 2.Japan 3.HongKong 4.South Korea 

t and Skills 

(UKCES)  

- Creative 

Industries 

Council 

(CIC)  

- UK 

Statistics 

Authority 

- Nesta  

 

Internationalizatio

n 

Committee 

(CIIC)  

Ministry of 

Educational, 

Culture, Sports, 

Science and 

Technology 

(MEXT) 

- Agency for 

Cultural Affairs  

- Japan 

Foundation 

(Ministry of 

Foreign Affairs)  

Centre 

(HKDC)  

- Innovation 

and 

Technology 

Commission 

- Invest 

HKôs 

Creative 

Industries 

Team  

- Institute of 

Design 

Knowledge 

(IDW)  

- Hong Kong 

Federation of 

Design 

Associations 

(FHKDA)  

- Small and 

Medium 

Business 

Administratio

n  

- Financial 

Services 

Commission 

(FSC) 

- Korea 

Development 

Bank, 

Industrial 

Bank of 

Korea, Korea 

Credit 

Guarantee 

Fund, Korea 

Technology 

Finance 

Corporation  

Policy for 

Development 

Creative 

economy 

- Create UK 

Strategy and 

Create 

Together 

Strategy are 

strategies 

which focus 

on economic 

developmen

t with 

industry 

It is rooted 

in a person's 

creativity, 

skills and 

talents 

which can 

be used to 

create 

wealth and 

create jobs 

for it by 

cultural 

experiences 

that can be 

- Cool Japan 

Initiative is a 

policy to drive 

creative exports of 

small and medium 

businesses. 

(SMEs) and 

handicraft 

businesses, both 

individuals and 

groups by the 

main industries 

that promote 

Japan such as 

Animation, 

Fashion, 

Lifestyle, Food, 

Game, 

Music etc. 

- Focus on the 

development of 

art and design. 

A good 

environment for 

design purposes 

- Create HK 

Initiative is 

the 

government's 

policy to 

support 

businesses in 

creative 

industries 

and make 

Hong Kong 

the capital of 

arts and 

creativity in 

Asia. 

- Focusing 

on the 

integration 

of creative 

business 

groups into 

networks, 

especially 

creative 

businesses in 

Focus on the 

development 

of 

Innovation, 

science and 

ICT as the 

base of 

creativity 

- Focus on 

creating 

economic 

added value 

with startups 

and 

developing 

new markets 

from Ideas 

- Focus on 

development 

of 

Korea content 

and Cultural 

Tourism 
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Topic 1.UK 2.Japan 3.HongKong 4.South Korea 

accumulated 

and passed 

from the old 

generation 

to the new 

generation 

by 

protecting 

intellectual 

property. 

- Focus on 

promoting 

creative 

industries 

that use 

innovation 

as a driving 

force on 

intellectual 

property, 

research and 

developmen

t, 

knowledge 

developmen

t to 

stimulate 

and promote 

employment 

such as building a 

design center. 

Encourage doing 

business related to 

creative products. 

Supporting 

intellectual 

property rights 

and promoting 

local handicrafts 

advertising 

and 

architecture. 

Animation 

and 

information 

technology 

services 

which are 

gathered in 

the important 

area of 

Hong Kong 

that has 

made 

policies of 

mutual 

benefit to the 

convergence 

of the 

economy and 

urban 

development

. 

Activities/ 

Projects for 

Development 

economy 

Creative 

- London 

Design 

Festival 

- England 

Talent 

Pathway 

Program 

- Creative 

Capital 

Fund 

(CCF)  

- Designing 

Demand 

- Creative 

Industry 

Finance  

 

- J-LOP 

(Localization and 

Promotion of 

Contents) 

- Co Festa (Japan 

International 

Contents 

Festival) Expo  

- Creative Tokyo 

such as Tokyo 

Designers Week, 

Tokyo Midtown 

DESIGN Touch  

- 100 Tokyo, 

websites that 

support Tokyo as 

- Business of 

Design 

Week 

(BODW)   

- Global 

Design 

Network 

(GDN)  

- 

Hongkongôs 

West 

Kowloon: 

Cultural 

District 

- Biennale of 

Urbanism 

- Online 

Creative 

Economy 

Town 

- Offline 

Creative 

Economy 

Towns or 

Centers for 

Creative 

Economy & 

Innovation 

(CCEI) 

- Creative 

Economy 

Valley (CEV) 
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Topic 1.UK 2.Japan 3.HongKong 4.South Korea 

a creative city and 

attractive 

foreign tourists 

- Cool Japan 

Matching 

Grand Prix 

- Cool Japan 

World Trial 

- Cool Japan 

Fund  

Architecture 

Hong Kong 

- Cattle 

Depot Artist 

Village 

- 

Entertainmen

t Expo Hong 

Kong such as 

Asia Film 

Awards, 

Hong Kong 

International 

Film Festival 

and Hong 

Kong Film 

Awards 

- Innovative 

and 

Technology 

Fund (ITF) 

at Pangyo, 

Gyeonggi 

 

Summary of literature review and case study about creative tourism 

Creative tourism is an approach to tourism development that maintains a 

balance which consists of 1. Economy aspects (creating opportunities for local 

occupations, increasing the value of arts and crafts) 2. Social aspect (local culture is 

preserved and local communities apply their unique arts and culture for creative 

tourism) and 3. Environmental aspects (Conserving the ecosystem, natural resources, 

and local wisdom) by allowing the community to participate in thinking together to 

develop community tourism. Tourists are a part of being interested in the living culture 

of the community in a deeper dimension. Tourists will be able to understand the unique 

culture of people and places through direct experience, resulting in learning about living 

tourism and leading to impressive diversity in tourism.   
Tourists and communities are increasingly exchanging knowledge across 

cultures. Tourists have the opportunity to develop their own creative potential and 

participate in decision-making to participate in tourism activities. In addition, creative 

tourism is an authentic experience in both the production process (learning and doing 

activities) and community products, which are authentic experiences that create 

impressive memories for tourists.  
In addition, the role of creative tourism is to create an environment that is 

conducive to responding to creative tourists' desire to learn. Each tourist has different 

motivations from other forms or types of tourism. It is a form of tourism that emphasizes 

participation and access to experiences related to communities and local lifestyles that 

are different from general tourism. 
Creative tourism can be linked to tourists' intrinsic motivations by applying six 

characteristics to link creative tourism experience groupings with tourists' motivations. 
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By comparing creative tourism activities in Thailand and abroad by considering the 

following 6 characteristics of creative tourism:  
Table 8 Comparison of creative tourism activities in foreign countries and Thailand 

Source: Researcher, 2023 

Characteristics of creative tourism Creative Tourism in 

Foreign Country 

Creative Tourism in 

Thailand 

It is a form of tourism that increases 

the skills of tourists.  

The development of tourists' skills 

can occur from tourists participating 

in tourism activities.  

Traditional weaving of the 

Maori people, New 

Zealand. 

Culinary tourism activities 

in Barcelona, Spain. 

Local cooking of Nan 

province. 

Learning to cook local 

food in Uthai Thani 

province. 

It is a form of tourism whose main 

product is the skills and cultural 

experiences that arise from 

participating in tourism activities 

where the experience becomes a 

product.  

Experience traditional 

music and local culture 

gained from attending 

music festivals in 

Mexico.  

Experience and skills in 

the art of drawing and 

carving from participating 

in artworks in the 

country's forests, Canada.  

Bone carving class in 

Nelson, New Zealand. 

Matao lantern making, 

tung making and basketry 

work in Nan province. 

Learn about weaving and 

creating woven fabric 

pieces in Uthai Thani 

province. 

It is a form of tourism that has 

changed from selling tangible 

tourism resources to intangible 

tourism resources are intangible and 

has changed from selling physical 

products to selling products called 

experiences.  

Changing from selling 

Laguiole knives, a 

traditional French 

handicraft, to selling 

knife-making lessons 

from local knife-making 

experts.  

Gold leaf application at 

Kanazawa Katani, Japan. 

A traditional technique of 

dyeing silk fabrics for 

kimonos, Japan.  

Painting of Sangkhalok 

patterns and making 

amulets in Sukhothai 

province 

Drawing patterns on the 

Phi Ta Khon masks of 

Loei province 

Learn about weaving and 

creating woven fabric 

pieces in Uthai Thani 

province. 

It is a form of tourism that has 

changed from a high-class cultural 

product to a product that is a daily 

culture that tourists can learn and feel 

the locality and build an 

understanding of local culture more 

easily, such as local flea markets, 

local restaurants in the countryside, 

etc.  

Experiencing the local 

culture of that country.  

Experiencing and 

learning the way of life of 

the Sakae Krang River 

floating house community 

and learning the ways of 

life of the Lao Krang 

ethnic community in 

Uthai Thani province. 
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Characteristics of creative tourism Creative Tourism in 

Foreign Country 

Creative Tourism in 

Thailand 

It is a form of tourism that gives 

tourists the opportunity to participate 

in tourism activities with the local 

community, where tourists can truly 

experience the way of life of the local 

people.  

New Zealand has 

activities to study Maori 

language, weaving, 

carving, and 

woodworking.  

Weaving activities, wood 

carving, tattoo making in 

Baguio City, Philippines. 

Learning folk songs and 

community culture of 

Uthai Thani province. 

It is a form of tourism that must have 

different distinctiveness in terms of 

tourism resources in order to create a 

unique identity for the tourist 

destination. Because tourists want 

new and different experiences.  

Activities that reflect the 

cultural identity or local 

wisdom of that country. 

A farmer's school in 

Thailand teaches tourists 

how to plant rice, which 

is a different experience.  

Local cooking of the 

gourami fish menu, which 

is a geographic indication 

product of Uthai Thani 

Province and the only one 

in Thailand.  

Tourism resources of Uthai Thani Province that can be developed into creative 

tourism activities include 1) a group of cultural heritage, which is a group of creative 

tourism related to culture, beliefs, and local social conditions, such as handicrafts 2 ) a 

group of creative tourism based on performing arts and culture such as folk music 

performances, folk dance performances and 3) creative tourism groups that are related 

to the way of life of people in the tourist destination community, such as raising fish in 

cages of the community along the Sakae Krang River and the way of life of Lao Khrang 

ethnic community.  
Developing creative tourism activities requires studying the potential and 

strengths of the area, which is an important process in developing creative tourism. 

Because it is a process that reveals the strengths of tourist attractions or tourism 

resources, including the ability or readiness for tourism development of the community. 

By evaluating the potential of the area to be developed as a tourist destination for 

creative tourism activities, emphasis must be given to existing resources. The process 

of developing creative tourism activities in the area requires that the local community 

be a part of the community tourism activities themselves and must take into account the 

preservation of the main tourism resources in the area.  
From the review of literature and related theoretical concepts, creative tourism, 

creative economy, and sustainable tourism are of great importance in this study of the 

development of creative tourism activities in Uthai Thani Province. It is used to analyze 

and discuss the research results regarding the development of creative tourism 

activities.  
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Chapter 4  

Research Methodology 
 

This chapter discusses the methods employed in this research. It begins with an 

introduction followed by a research design matrix, tourism stakeholders, research 

instruments and fieldwork, data processing and analysis, and conclusions. Research 

methods are used in this research including document reviews, field observations, in-

depth interviews, and focus groups. 
4.1 Introduction 

A concept for the development of tourism that strikes a balance between 

communities, cultures, and the needs of tourists is called creative tourism. It gives 

tourists the chance to develop their creative potential by participating in educational 

activities and learning from actual experiences that are tailored to the characteristics of 

the targeted tourism area. Imaginative the travel industry isn't the main creation of 

innovativeness, there must likewise be a local area cooperation process, or at least, the 

local area needs to settle on the travel industry exercises, take part in the exercises and 

get the advantages that emerge. 
With a wide range of tourist attractions, Uthai Thani Province is well-known as 

a tourist destination. The UNESCO world heritage site has a fantastic natural learning 

center. Local wisdom and archaeological sites are learning resources. They make values 

through the social legacy and ways of life that vacationers can partake in and gain new 

encounters from movement. It develops into a new type of tourism activity by 

combining tourists' imaginations with local knowledge to create stories, activities, or 

products. It produces imaginative monetary outcomes that endeavor to create esteem 

from both financial and the travel industry aspects. 
Each tourist attraction's Creative Tourism development can be guided by the 

Study of Tourist Attraction Potential for Creative Tourism Development with 

Conservation. In Uthai Thani Province, this will result in the creation of a suitable 

Creative Tourism model and the planning of sustainable Creative Tourism 

development. 
Additionally, Giaccone and Galvagno (2019) stated that the five most recent 

research trends in creative tourism are creativity and cultural tourism, creativity and 

local development, creativity and urban tourism, creativity, and tourist experience, and 

co-creation of the tourist experience. Future research on creative tourism is to be 

determined. 
Future research may shift away from a macro-approach based on the creative 

economy and cultural-led development and toward a more micro-approach based on 

people. It will focus on the contribution that a creative tourism approach can make to 

the development of a destination, with a focus on a bottom-up approach and a more 

participatory strategy that includes both tourists and the local community. 
Selection of communities used as case studies for analysis 

Communities that have been assessed for their value and have the results of the 

assessment found that the community has two or more values, including results from 

documentation research, field observations, site surveys, community tourism 

development potential assessments, and in-depth interviews. The researcher collects 

information obtained from the study and evaluation using various methods, summarizes 
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the results, and selects communities that have the potential to develop creative tourism 

activities as further case studies. 

4.2 Research Design Matrix 
The researcher has set frameworks for studying the value of cultural and natural 

tourism resources, studying the potential of cultural and natural tourist destinations, 

applying the concept of Creative Tourism to enhance the value of cultural and natural 

tourism resources, and developing toward sustainability based on various conceptual 

frameworks as follows: 1) characteristics of Creative Tourism 2) sustainable tourism 

development concept and 3) standards of various tourist attractions. 
To achieve the research objectives, four research objectives are implemented 

along with the research design matrix in Table 4-1. The matrix includes research 

questions, research objectives, methods of analysis, and research methods. The matrix 

shows the research methods being applied to collect data in Uthai Thani Province. The 

research design matrix will help to understand how the researcher integrates various 

techniques and methods being conducted to answer each research question and 

objective.  
Objectives: 

- To study the value of the cultural and natural tourism resources of Uthai Thani 

Province 
- To study the potential of tourist attractions in Uthai Thani Province to support 

the promotion of creative tourism 
- To study creative tourism activities that are suitable for the tourism resources of 

Uthai Thani province 
- To study applying the concept of Creative Tourism to enhance the value of 

cultural and natural tourism resources of Uthai Thani province and tourism 

development towards sustainability  
Table 9 Research Design Elements   
Source: the researcher, 2020 

 

Research 

Questions 

 

Research 

Objectives 

 

Method of 

Analysis 

 

Research 

Method 

Fieldwork  

First   

round 

Second 

round 

What is the value 

of the cultural 

and natural 

tourism resources 

of Uthai Thani 

Province? 

To study the value of 

the cultural and 

natural tourism 

resources of Uthai 

Thani Province 

Content analysis 

and SWOT 

analysis of the 

value of tourism 

resources 

Literature 

Review 

Documentation 

Research 

Field 

Observations 

SWOT analysis 

In-Depth 

Interviews 

Yes Yes 

What is the 

potential of 

tourist 

destinations in 

Uthai Thani 

Province and the 

development of 

creative tourist 

destinations? 

To study the 

potential of tourist 

attractions in Uthai 

Thani Province to 

support the 

promotion of 

creative tourism 

Content analysis 

and SWOT 

analysis of the 

potential of 

cultural and 

natural tourist 

destinations 

Literature 

Review 

Documentation 

Research 

Comparative 

Research 

Field 

Observations 

SWOT analysis 

In-Depth 

Interviews 

Yes Yes 
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Research 

Questions 

 

Research 

Objectives 

 

Method of 

Analysis 

 

Research 

Method 

Fieldwork  

First   

round 

Second 

round 

What forms and 

activities of 

creative tourism 

in Uthai Thani 

Province are 

appropriate for 

the community 

and tourists? 

To study creative 

tourism activities 

that are suitable for 

the tourism 

resources of Uthai 

Thani province. 

Content analysis 

of creative 

tourism 

activities and 

tourism 

development 

Literature 

Review 

Comparative 

Research 

Field 

Observations 

In-Depth 

Interviews 

Focus Group 

Yes Yes 

How can Creative 

Tourism lead to 

sustainable 

development for 

Uthai Thani 

Province? 

To study applying 

the concept of 

Creative Tourism to 

enhance the value of 

cultural and natural 

tourism resources of 

Uthai Thani 

province and tourism 

development 

towards 

sustainability 

Content analysis 

of Creative 

Tourism and 

sustainable 

development 

 

Literature 

Review 

Comparative 

Research 

Field 

Observations 

In-Depth 

Interviews 

Focus Group 

Yes Yes 

4.3 Tourism Stakeholder 

 
Figure 44 Tourism Stakeholders 
Source: Tourism Diagnostic Toolkit, World Bank Group (2019) 
Tourism Stakeholders 

For tourism to work efficiently, it requires the harmonious interplay of activities 

organized and managed by a large number of groups that go well beyond the consumer 

and the service provider. Understanding the destinationôs key stakeholders, their roles 

in tourism, and their relationships is the next crucial step in scoping tourism-specific 

interventions (World Bank Group, 2019). The figure (Figure 4-1.) describes the groups 
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of stakeholders involved and briefly describes their role in the sectorôs development 

and operation. The annexes include detailed lists of stakeholders and the type of 

questions to ask as part of the diagnostic process.  
The researcher has applied data from the World Bank Group as a guideline for 

selecting key informants for this research to obtain data that are relevant to the research 

objectives and cover those who are involved in all sectors of tourism. Tourism 

Stakeholders in this research are the local people, local experts, local community, 

creative entrepreneurs, academics, tourism specialists, public and private sectors, 

tourism suppliers, and Thai tourists. 
Table 10 Informants for Research 
Source: the researcher, 2020 

Tourism 

Stakeholders 
Informants  

Local Communities residents, local expert, local leader, master of local wisdom 
Tourists Thai tourists 
Investors Creative entrepreneurs 
Development 

Partners 
Uthai Thani Provincial Community Development Office,  
Uthai Thani Provincial Administrative Organization  
Local government organizations  

Public Sector Office of Tourism and Sports Uthai Thani Province,  
Office of the Tourism Authority of Thailand, Uthai Thani 

Province,   
Office of Culture, Uthai Thani Province, DMO  

Tourism Suppliers Accommodations, Travel Agent, Local guide, Transport, 

Restaurant, Souvenir shop 
Indirect Suppliers Artisans, Tourism Academics, Travel blogger 

Table 11 Symbol for representative of research key informants 
Source: the researcher, 2023 

Key informants Interviewee code 

1.Government sector  

Community Development Interviewee G01-G02 

Office of Tourism and Sports  
Office of the Tourism Authority of Thailand 

Interviewee G03-G04 

Tourism Academics 

Local government organizations  

Interviewee G05-G07 

2.Private sector  

Travel Agent, Local guide Interviewee P01-P02 

Accommodations Interviewee P03-P07 

Creative entrepreneurs Interviewee P08-P10 

3.Community sector  
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Key informants Interviewee code 

Local people, local community in Ban Rai district Interviewee C01-C05 

Local people, local community in Mueang district Interviewee C06-C07 

Local people, local community in Nongkhayang district Interviewee C08-C09 

4.Tourist  

Travel blogger, Thai tourists Interviewee T01-T14 

4.4 Research Instruments and Fieldwork 
To collect the research results, instruments are applied as follows; 
4.4.1 Literature Review 

The review is managed by subjects including Cultural Significance, Creative 

Tourism, Creative Economy, Creative City and Creative Industries, and Sustainable 

Tourism Development. 
4.4.2 Documentation Research 

The documentation research related to Uthai Thani Province about the general 

background, history, tourism resources, tourism plan, and policy. In addition, relevant 

information and research on tourism research studies of Uthai Thani Province and other 

case studies of creative tourism are also collected, searched, and documented for 

analysis.  
4.4.3 Comparative Research 

The researcher to acquire a better understanding of the current trends and 

practices in Creative tourism and Creative cities. In this dissertation, a wide range of 

local and global views are compared to better understand creative tourism management 

in different areas. In addition, comparative research also revealed the similarities and 

differences in approaches and techniques for creative tourism management. 
4.4.4 Field Observations 

Field observations are conducted to expand the investigation and record 

information when observing the behaviors of individuals in a specific situation. A 

survey of the tourist attractions allows the researcher to verify and correct the actual 

data, which are different from the documents, and also helps the researcher to 

investigate the existing conditions and initiate an evaluation of the current key 

obstacles. These include cultural and natural tourist destinations and the development 

of Creative Tourism destinations, and the issues and challenges for creative tourism 

development in Uthai Thani Province. 
4.4.5 In-depth interviews 

To obtain more detailed information and understanding of the research, in-depth 

interviews are useful instruments. The in-depth interviews gather detailed data by 

conducting a group of interviews. The key informants are the local people, local 

experts, creative entrepreneurs, academics, tourism specialists, local government 

sectors, public and private sectors, and Thai tourists. To expand the research data, in-

depth interviews are also conducted employing a ñsnow-ball techniqueò and keep doing 

this until the Data Saturation and Data Sufficiency. 
However, the size of the primary informant is considered appropriate to conduct 

qualitative research, which should not be too large, making it difficult to analyze the 
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data. But if the researcher uses group samples that are too small will not reach the 

saturation point of the data. The information obtained must be consistent and relevant 

to the research objectives. Therefore, the research data is collected through In-depth 

interviews, and the sample size of approximately 5 - 30 individuals should be 

determined in accordance with the Rules of Thumb (Nastasi and Schensul, 2005, as 

cited in Praphaipim and Prasopchai, 2016). 
Table 12 Guidelines for determining the sample size of the research approach. 
Source: Prapaipim and Prasopchai, 2016 

Research 

methodology 
Principle 

Biography Select only 1 person or 1 case 
Case Study About 10 individuals 
Phenomenology 
Grounded Theory 
Ethnography 
Action research 

Approximately 20 - 30 persons, considering the saturation of 

the data, with a smaller size than the concept can be used if 

the data has reached saturation point 

In addition, ethnographic methods are particularly useful for studying complex 

experiential services such as tourism products. Creative tourism is arguably particularly 

complex, as it touches intangible cultural values and unpredictable expressive 

processes. Ethnographic approaches have often proved useful in research on 

community tourism development (Botterill and Platenkamp, 2012, as cited in Manuela 

Blapp & Ondrej Mitas, 2018) 
Table 13 Guidelines for determining the sample size of a data collection approach. 
Source: Prapaipim and Prasopchai, 2016 

Data collection Principle 
Interviewing key 

informants/In-depth 

interviews 

Interviews about 5 - 30 people 

Focus groups Approximately 1-3 interviewed groups in each group 

should have approximately 5 - 10 individuals.  
Targeting consideration must be based on a 

representative group of research questions. 
Ethnographic surveys A large representative sample should be chosen. 

(Specifying or sampling according to research 

objectives), sample size setting is similar to quantitative 

research.  
The researcher uses In-depth Interview as a research tool for the study of 

creative tourism in Uthai Thani Province and it is a Semi-Structured Interview. The 

researcher conducts the interview questionnaire. The interview is examined by 

Supervisor, Graduate Program Instructor, and Creative Tourism lecturer to determine 

the content validity and most relevance to the research objectives. The researcher 

collects data using an open-ended question to obtain open-ended responses on creative 

tourism, and interviewees are free to answer. 
The interview covers topics related to the concept of creative construction, such 

as tourism attractiveness potential, uniqueness of way of life, local wisdom and 

knowledge, the ability to continuously inherit local wisdom and knowledge, local 

communities involved in tourism management, the value of tourism resources, 
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accessibility, tourism facilities and services, and Creative Tourism Management and 

Conservation. The questions for the interview have three groups as follows: 
1) The interview questions for the public and private sectors 
2) The interview questions for residents, local experts, local leaders, creative 

entrepreneurs, and local community 
3) The interview questions for tourists 

Data collection 
The researcher will conduct in-depth interviews with key informants. It is 

expected that interviews with one person interviewed are approximately 30 minutes - 1 

hour. The researcher will collect data from audio recordings and field notes, compiled 

by transcripts. Transcribe verbatim and summarize the issues during data collection. 
Data analysis 

After collecting data with in-depth interviews from Key Informants, the 

researcher will use descriptive analysis to understand the experience without bias by 

transcribing the dialogue. Transcribe verbatim by listening to the tape and compiling 

the data obtained from the fieldwork. The researcher will take the data to record, 

separate, and group similar data together to analyze, synthesize, collect, and categorize 

the recorded data according to the research objective using descriptive analysis, then 

the data is analyzed and led to further focus group discussion. 
4.4.6 Focus group Meeting 

Focus group meetings can help the researcher to capture the interaction between 

the participants based on topics and to evoke a level of respondents' attitudes, feelings, 

beliefs, experiences, and reactions. The focus group meeting of stakeholders will be 

arranged as a one-day workshop to share and discuss different perspectives. In the focus 

group meeting, people will share information and discuss Creative Tourism to enhance 

the value of cultural and natural tourism resources of Uthai Thani province and 

development towards sustainability and development approach for the creative cities 

network. 
Key Informant  

The researcher used the focus group method to develop the model and activities 

of creative tourism in Uthai Thani Province and the development approach to being a 

creative city. The Homogeneous Sampling method is based on a selection of key 

informants with similar knowledge or creative tourism experiences from stakeholders. 

This homogeneous sampling strategy will reduce the variation or differentiation of the 

data. This facilitates data analysis and facilitates group interviews and is also suitable 

for group discussions. It should be determined in accordance with the Rules of Thumb. 

(Nastasi and Schensul, 2005, as cited in Praphaipim and Prasopchai, 2016). 
The participants are selected according to the researchers' criteria, which are 

able to provide the most relevant answers to the research objectives, with the moderator 

asking questions based on the research issue for the group to answer. Group discussions 

allow for the presentation of their own views within groups that may have different 

opinions. 
Data collection 

The researcher will assign personnel to organize a group discussion consisting 

of 1) Moderator who leads the discussion according to the issues or questions set to 

obtain clear information. 2) Note Taker is the researcher who takes notes of the 

conversation by taking note of all the words and gestures of the participants as well as 
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writing a chart of the seats of the participants. 3) General Service personnel are in 

charge of facilitating drinking water, snacks, taping, and ensuring that group members 

are not disturbed during the conversation. 
Data analysis 

The researcher will use the data obtained from the focus group to analyze the 

data. Using descriptive analysis in the manner of correlating research study results leads 

to a summary of key issues in the development of creative tourism models and 

activities. Including the development approach to the creative city of Uthai Thani 

Province. 
4.5 Data Processing and Analysis 

After gathering the related data from the stakeholders, the results will critically 

process and analyze in order to answer the five questions and objectives of this research. 

The concerned data are gathered from both primary and secondary data sources.  
O 1: The first objective of this research is study the value of the cultural and 

natural tourism resources of Uthai Thani Province. The methods used to complete this 

objective are Literature Review, Documentation Research, Field Observations, SWOT 

analysis, and In-Depth Interviews. 
O 2: The second objective of this research is study the potential of tourist 

attractions in Uthai Thani Province to support the promotion of creative tourism. The 

methods used to complete this objective are Literature Review, Documentation 

Research, Comparative Research, Field Observations, SWOT analysis, and In-Depth 

Interviews. 
O 3: The third objective of this research is study creative tourism activities that 

are suitable for the tourism resources of Uthai Thani province. The methods used to 

complete this objective are Literature Review, Comparative Research, Field 

Observations, In-Depth Interviews, and Focus Group. 
O 4: The fourth objective of this research is study applying the concept of 

Creative Tourism to enhance the value of cultural and natural tourism resources of 

Uthai Thani province and development towards sustainability. The methods used to 

complete this objective are Literature Review, Documentation Research, Comparative 

Research, In-Depth Interviews, and Focus Group. 
In regard to data analysis, all results are critically and systematically analyzed. 

Cultural Significance, Creative Tourism, and Sustainable Tourism Development are 

also applied to the qualitative data to evaluate and examine the issues and challenges in 

this research. 
4.6 Conclusion and Report 

All the results of this research are summarized regarding the research questions 

and objectives; besides, the data procession of this research dissertation is 

systematically gathered. The contents are submitted and reported to the graduate 

program committee of Silpakorn University. 
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Figure 45  Data Analysis 

Source: the researcher, 2020 
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Chapter 5  

General Information and Assessment of the Value of Tourist Attractions in 

Uthai Thani Province 
 
5.1 Uthai Thani from the past to present  

With an area of 6,730 square kilometers, Uthai Thani is in the Lower North. The 

majority of the terrain consists of forests and high mountains. The forest lands of Uthai 

Thani are rich in natural biodiversity; Consequently, Huai Kha Khaeng, a wildlife 

sanctuary, has been designated a Unesco World Heritage Site. These forest lands ought 

to be preserved for the pride of all Thais. 
Mueang Boran Bueng Khok Chang in the Dvaravati period, Mueang Boran Ban 

Tai, Mueang Boran Ban Khu Mueang, and Mueang Boran Ka Rung are examples of 

ancient cities and habitation sites that have been found in some parts of the province. 
As per legend, during the Sukhothai Period, Thao Mahaphrom fabricated a city 

at Bann Uthai Kao (Old Uthai in Nong Chang District) and carried the Thai nation to 

settle among the Karen and Mon towns. The area was dubbed "Mueang U-Thai" after 

the Thai group or location. The stream's course was later altered by a drought, and the 

people fled the city. A Karen named "Phataboet" came to Mueang U-Thai during the 

Ayutthaya Period to fix the city by digging a lake near it. He was the first ruler of the 

Old Mueang U-Thai. Following that, the city was given the Karen name Mueang Uthai. 

It was an external outpost town that protected the city from the Burmese army that was 

going to attack Ayutthaya. 
The area that is now home to the city of Uthai Thani was the site of an increase 

in immigration along the Sakae Krang Riverside during the early Rattanakosin Period. 

Tourists visiting Uthai Thani can learn a lot about the area's fascinating natural, 

historical, and archaeological sites. There are additionally shops selling hand-tailored 

gifts and different sorts of food, for example, Nomai Ruak, fish and rice crisps, 

protected organic products; weaving, as well as basketry.  
There are eight districts in Uthai Thani: Amphoe Mueang Uthai Thani, Amphoe 

Nong Khayang, Amphoe Nong Chang, Amphoe Sawang Arom, Amphoe Thap Than, 

Amphoe Huai Khot, Amphoe Lan Sak, and Amphoe Ban Rai. 
Historical development 

Archaeological evidence indicates that, like many provinces in the central 

region, such as Kanchanaburi Province, Chainat Province, Nakhon Sawan Province, 

and Suphan Buri Province, areas in Uthai Thani Province used to be prehistoric human 

settlement before expanding into a larger community. 
The Province of Uthai Thani and the central plains. Prehistoric human 

civilization originated there. Prehistoric paintings were discovered at Khao Pla Ra in 

Lan Sak District, and human skeletons, earthenware, colored glass beads, and stone 

beads were discovered at Ban Lum Khao in the Nong Khayang District. Parts of a 

human skeleton, pottery, Chawanas made of polished stone, and tools made of stone 

can be found at Khao Nak in Thap Than District. 
These communities grew into substantial communities over time. The city was 

organized as a canal encompassed by a dike. Water is kept for agriculture and 

consumption knows how to make tools and utensils from metal casting as well as 

natural materials. Learn to weave and construct a variety of structures, particularly 

those used for religious ceremonies. 
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Settlement 
        There is evidence from archaeology that people settled in the province of Uthai 

Thani. There are two distinct periods: prehistoric and historical periods Human 

settlements were present in the Uthai Thani Province region approximately 5,000 to 

3,000 years ago. Numerous significant pieces of evidence were discovered. 

 
Figure 46. Khao Pla Ra Archaeological Site 
Source: http://thebest.uthaithani.go.th/th/tour/khao-pa-ra.html, 2020 

1. Khao Pla Ra Archeological Site situated at Ban Chai Khao, Lan Sak District, 

on a lofty mountain at the marginal Lan Sak and Nong Chang District found a variety 

of paintings at a slant of around 80 degrees slanted bluff. A protruding cliff forms a 

sun- and rain-resistant canopy in the upper area. Make the image last until this day. 

There are five different styles of painting: a shadow that is complete and a solid shadow. 

Draft lines, branch forms, and outline drawings Dancing, people leading cows, 

processions, raising animals, and bringing them into food are all clearly depicted in the 

picture's content. Prehistoric people probably created the artwork at Tham Khao Pla Ra 

between 5,000 and 3,000 years ago. 
       2. Ban Lum Khao is an archaeological site. By excavating the soil layer, researchers 

were able to determine that this archaeological site has been occupied at least twice 

before and since the present. Until the evidence objects are left to be deposited in a 

thick layer until they can be clearly separated, the inhabitants of prehistoric times have 

a long period of residence. When looking at the characteristics of the pottery, it was 

discovered that it was distinct from the Dvaravati period antiques found at Chan Sen 

and Chong Khe and resembled pottery found in prehistoric soil layers in appearance. 
         Numerous colored stones and beads made of glass were discovered at the Ban 

Lum Khao Archaeological Site, which is a common occurrence at archaeological sites. 

This archaeological site is surrounded by a moat, which lends credence to the 

alternative hypothesis that it was a community in the late prehistoric periodðroughly 

2,000 to 1,500 years agoðthat continued to live up to the historical period. 
         Earthenware vessels of various shapes and sizes, such as those used in cooking, 

make up this category of utensils and add items that can be used. Red clay coating, 

smoking to black, and exfoliating the surface to make it oily are all ways to decorate 

the outer surface. Form various patterns with the clay that you add to the outside. To 

leave an imprint of the rope on the container's exterior, press or slap it with a rope 

(striped rope). In addition, they produce animal figurines. Clay ammunition and pottery 

circles used for yarn spinning can be used in conjunction with it for small-scale hunting 

demonstrates that members of this community have previously woven cloth. 
         The tomb will be excavated to a depth of approximately 50 to 70 centimeters, 

bringing with it three to four different kinds of earthenware containers that people used 
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every day to support the bottom of the pit before the body is buried. The burial seal is 

tying its head to the south, and pyrotechnic beads and jewelry glass beads are placed in 

the tomb. This region is home to a number of modern Ban Lum Khao communities, the 

closest of which is the Ban Tha Thong Archaeological Site, which is approximately 

three kilometers to the north. Additionally, there is an archaeological site called Ban 

Chi Nam Rai in the Innburi District of the Singburi Province and a site called Ban Rai 

Suan Lao in the Hankha District of the Chainat Province. 
Dvaravati period 

In order to blend with the local traditional culture, the land in Thailand has been 

cultured from India. It is called the creation of their own cultural style. These 

communities belong to the Dvaravati culture, which lived between the 12th and 16th 

centuries in the Buddhist era. Enter the period of metropolitan culture prior to creating 

the most elevated success in a city-state. 
            According to archaeological evidence, numerous urban communities exist. Earth 

is surrounded by a ditch that looks like a circle. Inside and outside, there are religious 

sites like Muang Karung, Ban Yai, Ban Khu Mueang, Bueng Khok Chang, and others. 

The Dvaravati period archaeological site at Khok Mai Den and Ban Chan Sen has the 

characteristics and territory that are closest to the archaeological site in Uthai Thani 

Province. 
Sukhothai period 

In the Uthai Thani Province, a number of Sukhothai Sangkhalok utensils have 

been discovered. Because Uthai Thani City is a waterway that is used to transport goods 

from the north to the south, it represents economic and cultural relationships. 
           It is possible that the word "Uthai" comes from the Thai word "Uoo-thai," which 

means "the place where Thai people live." It is a word that is similar to the word that is 

commonly used as the name of the city, like "U Bon," which means "upper city." U-

Tapao City in Ban U-Tapao, Manorom District in Chainat Province, Mueang U-Thong, 

U-Thong District in Suphanburi Province, and Ban Khok Mai Den Phayuha Khiri 

District in Nakhon Sawan Province. Concerning the city of U Lang, which is the city 

of Cut Buri, there is a truism that "The Lord of the Upper City, Hordes of the lower 

city" signifies Sukhothai as the capital city that is managed by a ruler. Lop Buri was a 

lower cityðnot a royal cityðthat the Khmer sent people to rule and was regarded as 

the people's home. 
Due to the river's shifting course, the Uthai legend has been abandoned. The 

city became a small community due to people's migration elsewhere and the 

development of new areas to address the water shortage issue. According to legend, the 

first governor's name was Phata Boet, and he established a new city by digging a lake 

on the south side of the city. 
There is no evidence to indicate when the city of Uthai Thani, which is used in 

place of the word Uoo-thai Thani, changed its name. The first book, which bore the 

name Uthai Thani, was discovered. Since it was a book in 1922, it was presumed that 

this term was used during King Rama VI's reign. 
Ayutthaya period       

Uthai was a significant city in the early Ayutthaya period because the Burmese 

army that attacked Thailand passed through the Three Pagodas checkpoint, the Motama 

checkpoint, the Nong Luang checkpoint, and the Salakpra checkpoint. A city called 

Uthai stood in front of a checkpoint. 
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        During the reign of King Naresuan the Great, he requested the foundation of a 

guard checkpoint, specifically Muang Uthai checkpoint (Bann Khlong Dan), Mae 

Klong checkpoint, Khao Pun on checkpoint, Nong Luang checkpoint, Salakpra 

checkpoint, with Uthai as the external Bordertown. The various checkpoints were under 

the control of the Uthai ruler. At the time, Uthai controlled a region that was east of 

Phraek (Mueang Sankhaburi) is connected to Mueang Prabang (Mueang Pang Kha, 

Nakhon Sawan Province) in the northeast, and Mueang Pan (Mueang Kamphaeng Phet) 

and Mueang Chod (located in Tak Province) are connected to Mueang Pan in the 

northwest. 
The authority to use the position seal was graciously granted later on during 

Somdet Phra Eka Thotsarot's reign. The constitution's nature is that Uthai Thani is a 

city in the interior, as stated in the old law. During the rule of Lord Narai, The Burma 

Armed force progressed into the Thai area. At Sai Yok, the Burmese joined forces with 

the Uthai Thani border residents to fight. During the rule of Lord Ekthat Nemyo, Burma 

brought numerous hostages lifted out to the Muang Uthai Thani checkpoint. 
Thonburi period          
         King Taksin the Great had some awareness of the significance of Uthai Thani. 

He selected Khun Sorawichit who can utilize the Mon language and Chinese to set up 

a guard tower in Uthai Thani because the Burmese army enters the Nong Luang and 

Mae Klong checkpoints via this area. At the point when the Burma Armed force sent 

troops to watch Thailand, they generally plundered, beat, grabbed food, and torched 

individuals' homes. There is a Mon Volunteer Division in Uthai Thani. As a result, 

Khun Sorawichit's appointment as an officer enabled him to communicate effectively 

with the Mon people and Chinese merchants at Ban Sakae Krang. 
         There is a lot of farmlands in the city of Uthai Thani, and streams come from 

the mountains. It can always be used in farming and stored. As a result, a large 

community of about 20 km was formed as a result of the large number of homes built 

there from the River Sakae Krang. The ship cannot reach the existing creek later when 

the tide changes causing it to dry up. The Sakae Krang River, which serves as Chainat 

City's primary mode of transportation, requires carts to transport rice. As a result, the 

Chinese traders who purchased the majority of the rice and produce from the people of 

Uthai Thani (Old) built houses and granaries in Ban Sakae Krang in great numbers, 

making it the largest and most significant trading market for the people of Uthai Thani 

and the surrounding area. This market is commonly referred to as Ban Tha Sung. 
Rattanakosin period 
          The Ban U Thai, Ban Tha Pho, Ban Pan Si, Ban Luk Kao, Nong Kha Yang 

District, Ban Thung Faek, Ban Noen Tum, Ban Nong Tao, Ban Noen Kamphaeng, and 

Mueang District have historically been home to the majority of the local Thai 

population. There are numerous villages of Thai people of Mon descent in the Nong 

Chang District, including Ban Kao Hin Joan, Ban Pa Daeng, and Ban Thung Thong. In 

the districts of Ban Rai and Sawang Arom, you'll find the majority of Thai-Lao-

influenced villages. They are of Lawa or Karen descent and live in Nong Luang District, 

Mae Klong District, which is now Umphang District, Tak Province. This district has 

been an important checkpoint in Uthai Thani since the time of Ayutthaya and has 

moved to the Kaen Makrut Subdistrict, Khok Kwai Subdistrict. There are Thai Lao 

villages in the Ban Rai District, including Ban Sanam, Ban Thap Luang, Ban Thap 

Khlai, Ban Thap Man, and others. There are a lot of nationalities living in Ban Sakae 
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Krang, especially Chinese people who have settled there and traded there from the time 

of Ayutthaya to the present day. 
Milestone             

The Chainat-Uthai Thani border issue. A Bangkok government official was 

appointed governor of Uthai Thani in 1785. He noticed that Sakae Krang was an ideal 

location upon arrival. Because they were afraid of wild fever and did not approach the 

governor of Uthai Thani (Old), government officials requested that houses be 

constructed on the banks of the Sakae Krang River. 
At that time, the political office for Uthai Thani was located in the governor's 

residence as well. In 1848, the Uthai Thani Political Department also moved to Ban 

Sakae Krang to build a house. The cash for the clerk, the market tax, and the money 

balance all had issues. It was indistinct which side will keep it in light of the fact that 

the limit between Uthai Thani and Chai Nat isn't right. The Political Department's two 

camps could not come to an agreement. Bangkok was notified by Phraya Chainat and 

the Political Department. Finally, Phraya Maha Ammat requested that the Department 

visit the vicinity of Uthai Thani and Chainat, which are connected. 
Finally, a solution appeared in the book of Somdej Krom Phraya Damrong 

Rajanupap, which stated that the governor of Uthai Thani should not be in the province 

of Chai Nat. However, at the time, the governor of the Uthai Thani Political Department 

established a residence as a stable primary residence and would chase away, causing 

trouble. As a result, the southern canalside of Ban Sakae Krang was divided. From the 

end of Ban Sakae Krang to the area where the old Uthai city used to be transfered that 

location to Uthai Thani City from Chainat City. On the northern side of Khlong Sakae 

Krang, the city of Uthai Thani is at the end of the boundary. The boundary of Manorom 

City can be crossed at the residence of the governor of Uthai Thani. The land of Chainat 

lay beneath the house and down a river. 
Sakae Krang River 

Sakae Krang Waterway is the main significant stream in Uthai Thani Province. 

Mount Goju, which is 1,964 meters above sea level, is where it comes from. From 

upstream to downstream, it is 180 kilometers long and is referred to by a variety of 

names depending on the region it traverses. Just the part known as the Sakae Krang 

Stream is 11 kilometers in length, beginning from the mouth of the Wat Khum Sap 

channel through the town of Uthai Thani to meet the Chao Phraya Waterway at Khung 

Samphao, Mueang Area, Uthai Thani Province. 
Sakae Krang in the Ayutthaya period 
           Ban Sakae Krang is a large village with a market, a significant waterway, and a 

location where war elephants and war horses are loaded and unloaded for use in military 

service. The old city of Ban Tha Sung was the source of the timber that was sold to 

Ayutthaya. Therefore, the Sakae Krang River has always been associated with army-

related war activities since the Ayutthaya period. It is also a river that is used for 

military service and communication. 
Sakae Krang in the Rattanakosin period 

His Majesty King Chulalongkorn visited the people of the Northern provinces 

on October 9, 1901, while traveling along the Sakae Krang River to the city of Uthai 

Thani. He gave the city's third Phra Saeng, also known as Phra Saeng Rajasat, 

decorations, and parapets to government officials in Uthai Thani. 



 
 92 

His Majesty King Chulalongkorn used the pavilion for about an hour on August 

10, 1906, after boarding a boat into the Sakae Krang canal at 11:00 a.m. Board the boat 

over the water at 2:00 p.m. Go to the market and stop taking pictures. Make your way 

back to Manorom by boat, making a pit stop in front of Wat Bot to meet Phra Kru Chan. 
         The Sakae Krang River is also a river that welcomes three significant Buddha 

images, including Wat Nong Kae's Buddha images and Phra Phuttha Mongkhon 

Sacred. They were brought here from Sukhothai during the time of King Rama I and 

raised near City Hall at Tha Phra Pier. The three city-important Buddha images are 

sacred and held in high esteem by the people of Uthai Thani. 
Sakae Krang is related to the province of Uthai Thani, which is where Ban Sakae 

Krang is located. Ban Sakae Krang is the name of a river that feeds the people of Uthai 

Thani and is a significant mountain in Uthai Thani. 
The Sakae Krang's meaning comes from the Sakae tree species. may also be 

referred to as Sakae Thao or Kaew Sakae Krua, presumably from the Northern Thai 

language which is a combination of the words "Sakae" and "Krang," where "Sakae" 

means "the Sakae tree" and "Krang" means "firmly attached." As a result, the Sakae 

Krang tree is the Sakae tree, which grows on a large vine-like tree but is actually a shrub 

that blooms ivory-colored flowers in a bouquet around January and February of each 

year. 

 
Figure 47. Sakae Krang River Raft Community past and present 
Source: Project for studying, surveying and mapping cultural heritage in the old city 

of Uthai Thani, Faculty of Architecture, Silpakorn University, 2021. 

 
Figure 48. Sakae Krang River Raft Community 100 years ago 
Source: https://web.codi.or.th, 2020 
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Figure 49 Geography of Uthai Thani Province 
Source: https://www.google.co.th/maps/place, 2021 

 
Figure 50 Uthai Thani Province Tourist Attractions Map 
Source: https://www.facebook.com/TAT.Uthai, 2022 
 
 
 


