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This thesis discusses the historical design and brandatggyrof the Thai Pavilior
at World Expos.

The goal is to review how architecture, culture and tradition contribute

Thail andés nation branding strategy, w
as the main feature of presentation atWwrld Expos. The traditional Thai sala is well suit
for various reason. Firstly, itdos the

Thai history as a traditional meeting place, and they have their origins in thebaagést anc
agricdtural history of Thailand. Thirdly, salas are easily accepted as typical Thai, sinc
have found their way in all levels of society: they can be found on riversides, at farm fie
temples and there are royal salas as well.-Furthermore, salasigue and recognizable ar
have stood the test of time, even if their functionality has changed, since there are mal
meeting places nowadays. Additionally, salas have been donated by Thai governme
the Royal family as a symbol of friendshipnélly, they reflect the Thai social life over tim
as a place of rest, kindness and participation. Even the adaptation of salas over time
considered as a typical element of Thai architecture.

The thesis discusses the historic factors, which dautegd to the choices made f
these representations at the World Expos. Some-historical factors are the world wars
impacted all World Expo designs as the main goal became to share cultural heritage
than technological advances. Designs ofilgas were also impacted by the shift to nati
branding. Another change which impacted designs over time was the political situa
Thailand, for example around the start of th& 26ntury when nationalism became qu
important, and a driving foecfor participation in World Fairs for Thailand. Other moment:
history, which were important were decisions by the Kings Rama IV and Rama V to
foreign architects to lead Thail andds
abroadafter the 1930s, thus losing some ability to develop their own style. Also, durir
1940s, the authoritarian governments which were in place at the time did not allow
freedom in designs in order to fit their policy of national unity.

The thesis lao reviews if this branding strategy can be considered successfu
what alternatives for branding Thail an
elements and national image.

Thailand several elements, which contribute to a strong biidrege include a lon
history, a unique language, identifiable traditional architecture, an uncommon dor
religion, beautiful landscapes, unique food, art and other cultural heritage. Positive
images exist also for accommodation, and spas, mbaysport, the kindness of its citizel
and a good public healthcare system. The main negatives are turbulent politics and a
architecture, which is difficult to define. Furthermore, locally, there might be shortac
utilities and infrastructure.



To provide a required background the thesis gives an overview of general br:
strategy, architectural heritage conservation and cultural heritage. As part of this owvt
this thesis reviews the roles of authenticity, uniqueness and sense of plaegkins how
these factors can impact a place brand image. It discusses the significance of having .
identity in the globalized world, discusses how to preserve the right balance be
authenticity and conservation and it also reviews if and éxating ICOMOS charters ca
be integrated into branding models to support the nation brand strategy.

The thesis discusses the finding that authenticity is hard to define. This can th
lead to different perceptions as to what is authentic. Autignbf objects or places i
desired for cultural tourism, but in some cases unique and enjoyable experiences are ¢
needed for success. The perception of
characteristics, which can be difémt between local and international visitors. Any branc
strategy must take this into consideration. Additionally, branding strategies have to ta
consideration the sensory experiences,
brand has strong elements impacting all five senses. For example, unique obje
buildings, taste and smells of street food, sounds associated with temples, beaches, c
Therefor Thailandés brand i s welsmbasediugol
cultural heritage is often successful, since culture is both unique and mostly authentic ¢
of a place. To address potential harmful effects of tourism, charters exist which aim t
The charters reviewed, recognize the positive arwkptable nature of cultural tourism, k
they attempt to limit the negative side effects, for example, a potential fundamental ch:
the layout of the places. One of the most applicable charters to the cultural h
preservation is the Burra Char (ICOMOS Australia, 2013), which also includes so
evaluation criteria, which can also help in decision making for brand strategies.

This thesis furthermore discusses the possible gaps between architectural
cultural heritage conservation andtioa branding. Additionally, gaps exist between lo
brands and national brands as well as local interests and national interests. Furtt
changes in architectural representation can change the sense of place: sensory expel
visitors can be wdified when new architectural designs are added to old designs.
designs as a staradone might each be attractive in their own way. But, changing sel
experiences can have an impact on the nation brand image formed by visitors, which ¢
to agap. Other potential gaps are discussed in the thesis as well, including contro
uncontrolled communications. In other words messages from government officials or t
organizations versus messages via social media can be different and leadam
Furthermore, branding strategies which are targeting different visitors, such as loc:
internationals will be sending different branding messages to different people. This cou
to gaps, if these different messages do not fit within theatlveational brand. As long a
they highlight different elements of the same brand, the gap may not occur. Yet anotl
can occur when branding strategies target visitors benefiting some industries, but if
work negatively for other industries. Fexample, for tourism you might display images
traditional architecture, but for modern industries this may appear as not advanced or
enough. There is also a potential for a gap if the original way of life and the current \
life are not thesame. (King, 2017, p. 261)Additionally, there could be a gap if tf
expectations of t he staff, owner s, i n»
visitors (Fache, 2000). Cultural differences are common between different countries ar
be bridged by interpretation. Incorrect or poor interpretation can then lead to gaps (St
Bushell, 2003).

One of the discussions amongst modern architects and branding experts is \
the Thai Pavilion at the World Expos would be better suited aitnore modern design or



traditional design. When asking the question whether a more modern design for pavil
the World Expos is desirable, not all of the people interviewed agreed. For mar
purposes, traditional culture has been proven teumeessful and should be used, as i
unique, easily identifiable and considered traditional. But, others ceangpeed that modern
designs can also reflect the Thai culture, even if it is a more modern version. The p
with modern designs is th#tey are not easily identified or recognized by target visitor
Thai. Most people agree that if the design were to be more modern, then it should

preserve some traditional elements. One such element could be the gold color, which
used as it is both eyeatching and differentiating. If modern buildings would be used,

should maintain some elements which are considered Thai. What makes a building Th:
easy to define, but most people agree that the symbolic value is themmpostaint, and no
the physical elements that make up traditional Thai architectural buildings. Furtherma
strength of relationships in the community and the quality of life should be conside
modern architectural design, similar to how theseeveemsidered in the past. Historically,
has been acceptable to change the looks of traditional buildings. For example, re
building have changed over time as well Bunnag (1995). The resulting overlap in styl
considered a characteristic ofdilarchitecture and art history. This is quite different from
Western architecture, where styles wer.

Existing brand strategies related to the World Expositions were reviewe(
possible adaptions were suggested to comewith a proposal for cultural heritag
conservation as a key ingredient to the national brand strategy. The existing strategi
the years have changed somewhat due to the circumstances around the world and pc
but in general, the expos attengpiow items, which reflect the way of life of Thai people ¢
the natural beauty, the cultural history and technology. Over time, the items on displa
not changed too much.in their attempted goals. Items exposes are trying to reflects <
expertse of Thai people, they show royal, religious and cultural artifacts, items which
people would use in their day to day way of life and rich natural products and techr
Additionally, there would be stories depicting the historical heritage.

The cesign of the pavilion has to be distinctive, but does not have to app
architects. Rather it has to appeal to the target audience. Architects realize that desig
pavilion based upon traditional architecture have won awards frequently, asddbéss ha:
led to relatively few changes in the designs. The strategies used at the World Exp
includes live orstage performances of Thai arts and culture, which are very popular
2022). Additionally, soft power is also used, for example bstipg statues of giants at tt
entrance of the pavilion, and through the use of mascots. Thai pavilions often are amo
most visited and have won multiple awards, but still many architects desire a more
design and the successes have held bamle more innovative designs. From the intervie
(Prakitnontakarn, C., interview, Prakasukarn, T., interview), it became clear thel
potential improvements to the procurement process. In part, there are issues due
different government agencigsvolved not working together very well due to separ
budgets. Similarly, most government agencies and their senior experts are far remov
the young generation. This leads to a lack of collaboration between old and new gent
(Prakasukarn, T.interview). Adding more public input would be good too. Currently,
procurement process does not go through public evaluation. This leads to a |
understanding by the general public. Another possible improvement is to redu
segmentation of sponsibility in the branding process in general. For example
interviewees agreed that there is little cooperation between National Identity Office, TA
This makes it harder to have a balanced inputs and to hear different viewpoints from d
organizations. Therefore, it is harder to come up with new ideas, or to have cons
between the messages sent to the general public. Despite the varying opinions on th



of the pavilion, it is also clear that everyone interviewed understaatis ttWorld Expo is
mainly a branding event, where it mainly targets foreigner visitors, most of whor
commoners, as well as some businesses.

Furthermore, the thesis discusses how branding strategies may be differen
targeting domestic or internatial visitors. In fact, this was confirmed in interviews w
TAT (Kunjara Na Ayudhya, C., interview), which implies branding strategies mus
flexible over time and as a function of the target audiences. This is also relevani
evaluating the paviliom at the World Expos, which attempt to sell Thai culture to t
visitors. Expectations what the i mage
different for different visitors.

But in the context of a World Expo, it is important to realize thisot a show for
Thai people, but rather branding to the visitors, most of whom come from the country
the World Expo is held. Part of the re
uniquely Thai in architecture and .its brand. This wélfuire background research on 1
history of Thai architecture. It was concluded that Thai characteristics of architectu
based upon underlying human characteristics, including creativity addedelfThai identity
is based upon the way of lifehd beliefs, wisdoms, emotions, spirits, respect for naf
cultural heritage, etc. Thainess as it relates to architecture can be considered the
modifications and adaptations and the clever use of space. It is mainly the symbolic m
and fun¢ions which persist, not the physical elements of buildings.
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Chapter 1
Theory

Literature Review

The literature review will include a review of existing theory on nation
cited in Gratzer et.al.;-DiMileglB0@B05) and sensory branding (Hulter
Also, literature on Thai history, foarstdwuncafchiéétieneage, and in pal
the unique elements which make
theory on cultural heritage conservation, and the benefits and chall
branding and euliagal tonservation will be studied. A discussion on au
should be applied to conservation and place branding follows.

Il n the next section, an overvie
detail, I discuss which events in history decided or influenced the pre
the World Expos. | will explain the reasons for the designs chosen at t
strengths and weaknesses of the Thai brandrarprexplededn dhd dat
Pavilion, which has consistently been featured in World Expos. The h
studied and its importance as key element to the national brand.

Nation branding theory

To understand nation brdimiiog, diriranding is needed. Multiple definii
| iterature can be found. For ex
or some combination, which defines a product of a particu@ar organis
di fferenti al advaant apg.e pl 4)D o yA reo,



product or service to which human beings attach a bundle of tangibl
(emoti onal and don mi¥00, adEeihoudade 20101 n
Most definitions apply to companies or products. But a brand can als
More generally, a brand is a set of unique characteristics, which make
or place differantdmpetitors. There is of course one obvious differenc
only create emotions has no functional benefit to the audience, where
be replaced, relaunched, removed or improved. Tinetbeasbasulthinque
case of the product, it is simple to answer, but in case of a nation, it is
organization in charge of the branding strategy (Fan, 2006).

Regardless of whether a brand applies to a ptaperatioraiod apgsweral,
consists of at least two elements: the brand identity and brand image.
really is and the image is what people think of the brand. The image c:
negative. Generalhgdbelsands are brands, which have a positive imag
between the identity and image. In other words, the identity and image
expectations, based upon the image by the visitor or customer, can be
company. In case the identity and image are quite different a brand m:
message, the preferred identity. This will be considered a marketing a
change the context in which the matsagetesigarivee alediing with bra
The marketing part is comparatively easy, since in the case of the me:
but changing the context in which the message is received, the brandi
(Anholt, 200fu actively change the actual identity, then a design proce
combination with branding. Branding and design processes often take
election terms of politicians. This adds to the dgfieitityachbraarding. Cot
have a benefit, since royals oftetetemdproacbdsrysat views. This mak
interesting role for the monarcnimomdi@bhoiig2@05) furthermore sta
" Si mpl y e xftHe coyat familycas & tduest atiracton id spendi



without replenishing it. If, on the other hand, one considers a royal fan
lonterm guardians of the national brand strategy (whadhjraygetbatild arc
the more enlightened royal families always have been, notwithstandin
used), an interesting role for

Nation Brand identity is the set ofiagsetsribaialecerisatrachieve. It shot
establish a relationship between the brand and the visitor by making
provide a value proposition (Aaker, 1991, as cited in Gratzer et.al).

Place branding or nat®rofteandorg ito attract either foreign investm
resources or tourists. It can also be used to position the place as a me
segment. Furthermore, it often has a political backgrouneeyhere the
some unity gandiself

The strength of a brand, also known as brand equity, is defined as 1
(1991, as cited in GrsSstzer et. a
name and symbobltihkd s ( or subtracts from
- also known as the Aaker Model. Brand equity is connected to name
assets are brand loyalty, name awareness, perceitred guabiteténand
brand assets.



A brand image is hard to control though since it is in the mind of the
campaign is often used to attempt to communicate the desired ider
visitors. There istant#idirand gap: if the communication attempts to pse
brand which is not in line with reality. This is where destination bran
cultural heritage conservation, since culture is congueredoared of the
which is uniqgue and authentic, two qualities needed to form a strong |
visitors. Another point is of course that the communication is not only
but also in an uncontrolledaniahnerdadhoas sne visitor to another.

Nation branding campaigns are made up of at least three factors, «
contributors. It includes the nation identity, the nation image, and the «
identity. Tthese factors each have several elements contributing to the
these include culture. The table below lists examples of contributors

2068, p. 49):

Factors making up the nation
brand

Nation Brand Identity history

Examples

language



territory
politics
architecture
sports
literature
religion
education
icons
landscape
music
food
folklore
art

Communicators of Nation Brand branded exports
sportingachievements
diaspora
marketing
brand tourism
cultural artefacts
government's international policies
tourism experience

prominent personalities

Nation Brand Image domestic customers
external customers
domestic films
externalfilms
inward investors

governments

media

Table 1; Nation Brand Elements

Rel ph (as cited in Tayl or, 200
comprised of three interrelatedhcongoloedies to ghesmihlefeatures or
appearance, observable activiti

Understanding national identity is a requiremneamdifoy danglamng. risdiom
can see from the tam¢i@bbvana does not just derive from the country'



their brands, but also the wider culture, such as history;aans and arc
111). If a branding campaign excludes a nation's cshalwiaitors will
superficial. The reason of a na
and the culture is a -aatli2hEvebr
though culture is the mibss ialemglitdenost distinguishing element of at
and country (Dirmig,. A0@3. Nevertheless, authenticity deserves its owt
this chapter, as it will become clear that not all histommayndewriiture is
But culture is still very distinguishing, even if the authenticity can be c
Therefore, successful nation branding requires the integration of a c
expression for the desirethinaiojecd#fetentsation (Anholt, as cited in Din
147). It is important to realize that a national identity does not require
such as history, ethnicity and cultures to be identical dbisss all regi
especially important for Thailand, which has distinctly different regio
history, architecture, etc. Nation branding does not lead to cultural col
branding benefits from cultuned, d0e&itp. (P42). Freire (2005, as cited
2068, p.173) states that “1I n the
not equate with the commercialization of local culture, but with the p
diersity". A diversity of the protected past of a destination, makes the
and expands its resource base. This will create an agidedagedover tf
inaccurate portrayals of heritage, winichaang st esofhimtedhy, 2011, p.
Specific to Thailand, the historic and ongoing dispersal of people acro
combination with global and local conditions, accounts for the extrao
Thailana this diversity that is of interest to the tourists (King, 2017, i
contributes to a strong national brand. However, this does not neces
must be included in the branding campaigns. intcase & a culiutalen
should fit within the nation?3s
particular site does not match up well, the heritage site should not be ¢
brand, but recaliplade brand.



Some of the elements, which make a place brand unique are: art:
landscape. (Mihalis, K., 2005). Most other elements of a brand can
shaped. But, the elements memntiangteatiovendraroffee, and thus well
branding. Note that these are all related to culture, and they fit withi
Heritage as per the UNESCO def
of buildjs and sites, museums that have a diversity of values including
aesthetic, ethnological or anthropological, scientific and social signif
heritage (movable, immobile and underavdter)tamgealigible embbedded
cultural, and natural heritage artefacts, sites or monuments. The defir
other cultural domains such as festivals, celebration etc. It covers i
pai nt i Bl .LCulturdl bentags conservat® i6 discussed later in
detalil.

Some indices exist to measure the strength: the Nation Brands Inde
national competence including exports, goverrame, covtesainant an
heritage, people, and tourism (AnholtH20@%l4,63s TdiefioCinary
Reputation Index (CRI) measuresnsotiahalemsigsisal, financial, leade
cultural, and ®pagdess coumigy(Bessdiw et al., 2005Hzas 2(idé)n Che

Demers (2013, as cited in Thomson, 2015) listed seven characteristic:
all, it is important to know the target audience. Furthermore, yoL
distinctiveness for your products of servibest. Upapsane$srtioaldides vy
are branding is also required and must be portrayed. Another chara



success of the brand is consistency of products, services, quali
competitiveness will be rgquiceth ekoaat customer expectations in orc
the brand image. Yet another important characteristic of a successful
market. Finally, the brand campaign requires good leadership.

Fan (2006) points aliffithdtiesiassociated with nation branding. One pc
IS that at times it is difficult to define the identity. A second potenti
consistent message, to different audiences by differgisomessegigers al
a nation image is difficult, due to the time frame. Perceptions of nation
and are hard to change. Finally, another difficulty which has to be ove
the identity of a counsydén snpotentially in conflict with the image tha
audience has of the country.

Fan (2008) identifies four potential nation branding gaps. One such b
held by locals may differ from the pefcefitemmofeyutstderare potential
between the construed image and the actual image. In other words, tt
same as the one experienced by the visitor. Additionally, the project
may also be thfler¢ime actual image. Finally, the current image and the
different and thus cause a gap.

4D Brand Model



One potential brand model which could be used toldéiiardhmaadsipnal
even though this mtmtiEdiigibleen used for branding products or compa
this model, a brand has a mind space with four dimensiod3. (Gad, 20
Every visitor has his or her own individual Brand Minds8psse((Bad, 2
more detail here to create a more detailed understanding of how
implemented to benefit a country. The four dimensions of the Brand NV
the table below:

Dimension | Meaning
, Concerns th@erception of benefit of the product of

Functional ) ) [
service associated with the brand

Social Concerns the ability to create identification with a
group

Sprititual Concern_s_t_he perception of global or local
responsibility

Mental Concerns the ability to support thmelividual
mentality

Table 2. DimensionsihBhandl Model (Gad, 2001)
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FUNCTIONAL DIMENSION

SOCIAL DIMENSION > MENTAL DIMENSION

v
SPIRITUAL DIMENSION

Figure 1. Brand Mind Space as per Gad (2001, p. 18)

Each dimensioA3 ofdtel4s discussed in more detail below:

Functional Dimension

Every company, or country will have to provide services or products, v
and the perceived benefit of such a product or service forms the basi
matters is, not necetsarnlgfiher e intended benefit, but the perceivec
benefit (Gad, 2001, p.93). Physical quality falls into the functional cat
and efficiency (Gad, 2001, p.94). The functional dimikundased obviou
brands, because many monuments, architecture, arts etc. are de:
outstanding quality and style, and are more or less unique.
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Social Dimension

The social dimension reflects the desire lo¢lonsiaonargroapmsikdiis to
people. The brand in this case can be used as a sense of pride, a tc
others. The brand carries some prestige, and in a way has createt
customers or visitors.

Cultal herdagged place brands are strong in this dimension, as these k
bel onging to the national or re
due a sense of pride.

Mental Dimension

The mental dimension is located on the same axis as the Social Dime
of the axis. Opposite to the social dimension, where it matters what o
dimension is more about what you tHinRO8oyn. 9euidal (Baension is :
changing yourself, and getting a better understanding of yourself (Gad

Cultural hevdiagd brands are strong in the mental dimension also. A
insight to yourself, ypuarmhg@stohistory. Additionally, religious archite
temples could contribute to a strong mental dimension also.

Spiritual Dimension

Opposite to the functional di me
refetso t he | arger system of which
believes in and it provides a perception of local and global responsibil
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religious dimension. For a nation brarduvidisgrégbaiectiméonment, g
health care, care about preservation of culture and other things visitor:

Brands, which include culture and heritage, provide very strong emc
dimensions. This madésand.stro

Thelda br and model by Gad (2001,
statement of "what your company
also apply to place brands. The briaadispatenadiekadiéndas the brand
linked to the brand identity. The Brand Code has 6 inputs according
102), although in-some cases stakeholders and structure are consider

Inputs Meaning of the the@rnd Code
1 |Product/Bel What is the benefit for the customer?
.. .. 1 Whyis our brand better than or differe
2 | Positioning :
competitors?
3 | Style What characterizes the style of the brand
. Whattishe br and3s rol e
4 | Mission
brand?
- The brand can define its own future: in w
5 |[Vision
be?
6 |Values What makes the brand trustworthy as a fri

Table 3. Inputs tcDBeathd Model
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This brand model should not be confused with the24D)3wdich model
considers 4 phases, each starting with the letter D. That model is D
Design) and Deliver. This model hazalboabeergusmdtearRPiELih (

Discover is the first phase, where research into the local cultural herite

Define is the second phase, where the desired brand position is define

(reDesign is thplibse, where the images, either created or existing, ar
resources.

Deliver is the last phase, where the communidadickred ;iBad8end happ
2024

Sensory Branding Theory

People experience products, services, places and brands by way of tl
p.1). Humans have five senses: smell, sight, sound, taste and touch.
are often considered part of the tionctlysémese abeitcoosadered separate
(Hulten et.al., 2009, p.18).

Scents can create lasting memories and in doing so, create awarenes
a brand short term and long term (Hulten et.al., 26@5ning) té*&ople o
sound sense (Hulten et.al., 2009, p.8). Sight is the most powerful sen
2009, p.9). Aesthetic design, style, colors and light all help to crea
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temples, which are uniqudiccanal fstyletstban all contribute to strong m
thus the national brand image. Taste is considered to be the most dist
et.al., 2009, p.10). Food, an important part of local or patrboélaculture,
place national brand, precisely for this reason. The touch sense, inclt
the sense we get when having physical contact with the surrounding
characteristics related to the tamiplsemsnstoict®mn material, surfa
temperature can all be used for place branding. In Thailand specific
weather, or silk material (Hulten et.al., 2009, p.11).

The more human senses are activatesh, ¢jet waotecdséonmarslor visitor:
personalized sensory experiences cause emotional linkages to custor
presence in their brand image (Hulten et.al., 2009, p.12). Including se
brand, whagdret multiple sensors, will lead to a stronger brand image ir
visitor. But, for these sensory experiences and the related stimulation
senses to be successful, the sensory valuetmust be bnraacaordabce

Otherwise the brand image, based upon experience and the brand

values will be out of line. Such gaps will weaken the brand. The aim fc
sensory experiences pleobriad) hurtian senses. If successful, this will |
brand recognition and an improved brand image longer term. Furthe|
based branding strategies can individualize the experiendes tuf a place
improve the image of the brand (Hulten et.al., 2009, p.13). Diversity

place will allow for easier individualization.

Holbrook (as cited in Hulten,-&t@l), 20@Repp.i5nes ex per i
| mean that consumer value resides not in the product purchased, not
object possessed but rather in
experience of using a product or seoléce fhlaysr@atoncaf consumer \
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Similarly, the experiences while visiting a country, creates consumer
places can be felt, seen, heard, sometimes tasted and smelled as we
acted upaelatet] to or associated with by the visitors. In such cases, tl
stronger bond to the place, and this will strengthen the brand image.
the sense of placactisngawicbimbpin
also adds “"While geographic | o

engender, though often less tangible, are equally significant in term:
experiences, socialsnteracicn d af f ecti ve engag:¢

The following stages of experience can be defined (Aho, 2001):

Stages of Tourism Experiences
1 |Orientation | Awakening interest in the destination |
2 | Attachment | Strengthening interest, éslaltiisgpim the
3 | Visiting The actual visit consisting of the trave
4 Evaluation | Comparisons with earlier experiences
conclusions for future actions
Storing Physical: photos, films, souvenirspEiay
5 situations to remember; Mental: affect
new meanings
5 Reflection |Repeated presentations, spontaneous
experienced
Enrichment | Presentation of films, souvenirs, etc.;
7 meetings and netvenids toemories; Ne
created during the trip.

Table 4: Stages of Tourism Experiences
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The quality of an experience is often measured by how well the expe
but such expectatiexsshot thdyminds of the visitors or customers, but
of other stakeholders, such as staff, owners, investors or the local pop

Design for branding, defined as creating plans with thésigmwal to inc
experiences, wil/ be required I
Expos usually includes a sala Thai.

The concept of sense of place, can be explaiMetdamtinet eliaien2@1 )
The social dimension, which is how people perceive, see or feel a |
response and the feeling of connections to the place. The spiritual dir
associate to the meaning of a place aneptesemyisigathelerbehieds ar
memories. The physical dimension is determined by how physical ele
landscapes may represent a strong historic character, for example col

Nation branding related to Thailand

Natitmmanding theory has existed for some time and several elements ¢
weak) brand, but one of its most important factors for a nation brand is
is an element, which is unique to redign Traitantryr Hiatangas a collec
of city states, so as a nation, it is relatively new. The nationalism or Th
relatively new, and made up of the combined history of several city ste
cultural bagkds. Furthermore, historically city states at war would ofter
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from defeated countries. Ethnicity was not an RepatdnPiHigdr to Ayutt
introduction of nationalism was however quite erfoeanirafound the st
political reasons, leaving out soMérethiallcuii@étdies; 2006
Winichakul). 97vie of this happened through the official education sys
lesson. Some happenedfimdadhriidsssateeving, 2015

One part of heritage is art. Th
Feroci, thedairaaculptor and educator, who was invited to come to Th:
Chul al on gk ahe'Biennalefint\VVenice, tlakeebeckmera gatus:
named Silpa Blalagin()2009 He st ated: ~ Every

when material, intellectual, and spiritual progress simultaimeously reacl
period was the golden age of Thailand, and the determining factors we
r e | SilgaiBhimasri [Cor(ado Feroci], 1968, as cited in Peleggi, 2008

Another part of cultural heritage is architectubafdrenshgatiBuoth earedinyi
theories were applied, architecture was already used as a method to <
identity of Thailand (Architectural Heritage Management and Tourism,
the reign of King Rama V,arclhitectc ame an | mport ar
developing the country to equal that of the Western world. Initially, the
buildings, but later during the reign, civilian buildings were also encour
Westelook. Religious buildings however remained in the Ayutthaya sty
The purpose of this was make Siam be known as a civilized nation, or
in an effort to prevent colonialism. To find @utipatienaBoug Raste V use
international travel to gather information, but also to create friendships
preserve traditional culture, and set up Department of Fine Arts, Depa
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Recreation. But, at ¢héeam®tinted more foreign architects to combine
building material and craftsmanship into Thailand, combined with Thai
preservation of this uniqgue combination of Western and Thai architect:
the current nation brand identity, long after the days of colonialism are
should use the strength of Thai
sustainable tourism.

The current perceptioage bfdichiland is also investigated, similar to th
by Saechau et.al. (2015). That research found from a survey of interne
attractions of Thailand were: beautiful architecturmasdunigidengs, histo
culture and foods. All of them are related to cultural heritage, proving t
heritage conservation. Each visitor will develop their own (brand) imag
visitor will have contrastiggviefnssmacedhey visit. For example, Bangk
contrast of many images, such as informal economic activities vs large
buildings vs traditional practices. King (2017, pp&3eniansagjues that t
contrasts identify Bangkok mor e
often caused by improvisation of the poor section of the population, wi
culture, due to the praeligesoliselatiayearidpaae. Such endless
transformations may confuse the casual onlookers, but King (2017, p.
part of the Thai space and Thai heritage. Transformations do not only
the poor. Visitors foaeXewpla major impact in mukipidaatps. dihe Coce
the developing world is one example. Another is that cultural practices
tourism and presented as entertainFa26). iefiegs(RDEUch i@pést df visit

Il mages or media I mages, as the
acti vi t ydamnoudd feiain tmsgcase, tan lseia puildsng, mor
landscape or a famous square.
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Another way irowhichi ts t can disturb the |
media to see unusual or unique
Gaps, such as those which exist between the currehtifecaraiimy and t
gaps between was is actually observed and reported by visitors com
identity, can also lead to changes. People often attempt to close suc
heritage in general can be afetneadivitytenes heritage is essentially cr
time (King, 2017, p. 261). The tourist gaze creates an image of a limit
changing observed world (Ki2fey)2@k@ng.i2B8es therefor are differen
peofdad different over time.

Comparing local vs national i nt
by Denes (2012), who discusses local and national interests of Phano
Il nt er e st angas parteoftire aatiahal idegtjty, té>shaavra bist
civilization is compared to the local interests who fear losing the mean
its vicinity. For example by turning the annual pilgrimagds, iotd& cultura
prohibiting commaon use of park areas.

Currently, the TAT, the Tourist Authority of Thailand, is the main govei
involved in branding and marketing Thailand. King Rama IX made this
" Sati sf iveexpedanced colimral arsl spiritweh emriclinmeent and
hospitality, will eventually become our friends who can help spread the
Thailand as a tourism destination as well as a country with vast econo
oppminities for foreign visitors (Tourism Authastgitéd imailand, 1996:7,
Charoenwongsa,200dh ai | and® s brand does
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companies use Thainess in their logos, such asaBkartawitbhagd almost
foreign companies often use Thai singers or actors to advertise, for ex
Carabdmry, 1998 however obvious from the 2023 maragtima plan of T/
branding and marketing campaagios differdoaitndeial purposes. While th
goal is not different between the two groups, in the sense that the stra
Thai tourism with a revenue target of 2.38 trillion Baht consisting of the
tle international market of 1.5 trillion baht and the domestic market of ¢
will attempt to achieve this by stimulating demand for tourism (Drive D
meaningful travel experiences (Meaningful ¢yéivels applyLotzen Shalop
supply). But, the Drive Demand campaigns for foreigners is different fr
Thai nationals. The i 202% Ammangi o n
New Chaptersiig amadltehe Adativehal n
Internationally TAT also has arrangements with airline companies to o
supply chain aims for 4 dimensions (4Ws): Economic Wealth, Social V
(environinertiness) and promote human wisdom (Human Wisdom). Tt
TAT aims to create, again diffzullisaweiaalidtigvel, and domestic travel
For lengul travel TAT targets some niche marketsEaiectiyagvittealth & V
Kids, Active Senior and Telework groups, which TAT will promote mar
promoting Thailand as a destination that can travel throughout the yea
geographic markets, such as Saudi Arabsasaicti @sdecstanddamegivin)/
Lake City (Utah) by partnering with DeHsaAinivsekeFtrahstanolate: spe
interest groups such as Health & Wellness, Wedding and Honeymoon
and ~ 5 Npowtigl marketgroupg, peretrabdatsavatevkdt area
new alliance partners, take advantage of new forms of transportation t
offering a new form of tourism that promotes environmental protection
TAT will stimulate travel deman

Responsible Tounstmd&ytéexperience, Avantgarde Marketing, and Les
Economy. TAT will even promote differently permegluerofdgtocountry:
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TAT will focus on travel exper.i
to connect within the region. For the central region TAT uses a new e
targeting the new geYieratidad@dme eastern region TAT will focus on
experiences to chill: absorb the experience of "Story Sai Sabai" with fc
with luxury products, atttactirsgsikEgime groups and new generation fal
such as millemilzs in the Northeast region. The northeastern region is
to the coolest region. TAT2s go
along with offering travel products under théuttereadheutiascotaliogtmg,
Gel and working age groups. Finally for the southern region, TAT enc
experience the spicy tourism of "The Southern Region", drawing Thai
throughout the year alkomg nebpercsede tourism flows to balance tourisn
(Tourism Authority of Thgiland, 2022

It is clear then from the different branding and marketing campaigns p
domestically, that the national Orifacknthageojatitee depending on the t:
audience. It should be understood that a World Expo is an event main
tourists from the region where the event is held.

Interpretation Theory

Interpretation is essentiaflyraostaitornThis can be a translation from ex
experts, but also from locals to foreigners. The translations are not jus
Cultural differences need to lseehifidged Bsshell3083 eghrad

cul tur al el ements are unknown t

temples/ruins. Westerners might experience them and rate them for tr
landscape, but not appreciate the religiousiamptficatice . avigithife reitice
into something that is famili0tbek@mnStadf gignificance of visitors for
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i nterpretation: ~ Heritage pl ace
place and theansitbbe separated because both only have meaning in
other. °~ and ~Rather than being
visitor, it is the production of meaning by the Visaglacééir ihisraction
conceptom d c o0 nts eam ghe Yista is theaautForcobnmamnmgy(s
the site.’

Staiff and Bushell (2008) ddfitearosa | t r ansl at i on
interpretationatettdnsm the language/culture of the place where the he
and experienced to that of a vi
realize that some things rem@iaifinfRaasid (Boled@] | SRuiff)2 8 16T

and Busk@ld expl ain further: “Interp
about the generation of meaning
interpretation and magiarebvakus. One of the challenges in interpretat
some differences, while making sure not to turn it into exoticism. Anott
how to communicate the message. In relation to Wodd BEigodoRavilions
used to educate, entertain and earn respect for your cultural heritage ¢
in general has several tasks: education, entertainment, preservation a
crowd management. Thesealteskeaeadeisilissow. Interpretation has al
used to create narratives, such as a narrative about nationalism in Ayt
addition, good interpretation can also be an income earner (Timothy, Z
througlesalf guidebooks, or tours. Fualitgrimgratghion might convince
visitors to stay longer at the locations, which would increase their sper
It might also encourage them to visit otherédteritage sites or museums
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The first task can be education (Timothy, 2011, p. 231): Education car
informal way. In case it is formal education, it would be part of curricul
informal form of education carshierdde @angpsmmething new by partici
an interpretive program at a cultural heritage site. In both cases, the in
appreciation, which will lead to less damage. A second task of interpre
(Timothy,,202B4): Learning can be fun and still be accurate; it can be
tech as wedlresctments for example. Preservation and Conservation is
interpretation can fulfill (Timothy, 2011, p. 235)aAuihoeasktbadpmecic
less damage of the cultural heritage sites. Furthermore interpretation «
management (Timothy, 2011, p. 235): Different forms of interpretation
crowds. For example, persandbtimw galtEdules to even out crowds ove
Additionally, brochures, audio and video presentations and signs can ¢
doing so help to funnel or disperse the crowds.

It is important to, once again, pomaloutEtnadedotde enough, due to cu
barriers. As Fan (2006) points out: international audiences may have ¢
about or even experience of a country, but the members of the interna
have diftengtural values, which impact its decoding of this knowledge «
as its perception of a country.

Examples of types of interpretation are as folld@p Jnadype, @011, p. 2
interpretation can be providetihmstoaregasgpeecially useful for large grou
type of interpretation can be provided by actors and-cobaiteyefs, for e
historical events in living history museums. Attendants cdreglso provid
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are not trained to do so, they can still provide directions as well as sec
signage are other forms of interpretation. This includes audio and vide
guidebooks, signs and other displas/dnsinct s @cdli@reatsbd a good
form of interpretation, especially for foreign language visitors, and the
need arises. Finaklgispdadsare more effective than interpretation, whic
or sesimce they result in tangible experiences. Modern technological d
interpretation tool: interactive computer displays, or feeds via mobile p
as information sources: GPS and GIS camtoerna@dripouled® correct

i nterpretive tools provide more
signs are old, whereas technology is new. They can relatively easily b
Staiff and B28hditdtet the interpretation environment includes every a
represent: brochures, guidebooks, travel sections of newspapers, the
audiotapes, travel literature, travel magazines, lifestydSOélprograms, ¢
pr&ntations, signage, guided tours, visitor centres and so forth.

When thinking about nation branding or heritage interpretation, the vis
high and interpretive programs should consider thisufiimguaghy, D.J., 20
audiosaynage may be required. But, as far as translation, interpretatior
noindigenous people is problematic. Cultural sensitivities should be cc
any offence to visitorebotalpeopb.

A proper interpretation require
meet a specified goal or set of
phases of planning cafTlmedthent#EdL, p. 251): The first stage involves
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and objectives. The next stage is a situation analysis of the current ste
performed, in other words: collecting, assembling andpartalygziing data t
the fourth phase, recommendations by outside consultants or manage
implementation phase, the plan is implemented while taking into consi
finances and resources. The fiehmimess jsvdoéyagaraluation and monit
are performed. It is also important to allow for a planning program to b
changes, or evaluation and monitoring show the need to make change
253).

Kohl (20&%! citeEmnulslgerntra,) 20d@ed a model which he called the De
Meaning Model. It has 6 elements to it, which will help to create a then
taking into consideration the required collaboration bewswpentiseperts fr
In stage 1, a resource, such as a person, place or object is described.
the chosen resource is examined and explored, and thoughts are dev
to interpret. ldeally, this stgeradpleressearch astthkingvitedga multi
disciplinary team of experts. Is there something important about the ar
Are there any great and significant stories relevant to the resource? In
why questions are posed, such as: What stories are interesting, and w
unique, special, and different from other resources? In the third stage,
answered. What is the justification basedesoarsefhicaechedse questic
answered, the main idea must be identified. What can be the main ide
concept to see and know? In the fifth stage, the best idea is selected.
what is the mi@éisasigdea or message the interpreter wants visitors to le
after visiting the resource? Finally, the thematic statement can be writt
value with a universal meaning.
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Amnuilgerntra (2013) alsoistatpsetfeatranst ask the following questions

setting up an interpretation pl
special about this heritage sit
univdrsai dea hidden in the building

whether the selected theme can be related to the heritage site and wh
visiting. Finally, the interpreter hashie fjndshenankaeatoiences and vis
would find interesting and what they might feel is worth remembering.
those questions, you should ask
unexpected, consdquent@ly an HAmouslge strajl28iignatelyi, ibisn .
important to stimulate visitors to develop their own connections and ex

Sto#elling as part of the communication of heritage/ ifexfieetation lead
in the followingegyigk( e.aa206déd in ROCK, 2019). There is a heighte
concentration and focus, involyv
of successful storytelling. Sinzelaibdnsagidtayythe visitors are touche
emotionally. Also, the process the visitors go through is different for ec
has intrinsic value. Furt hOmr mor
top of that, the experience allows for a visitor to simultaneously do sor
something. Then, there is also a sense of playfulness as well as a feel
situation. In addition, there is a balarce lipt®veen thedchab n e 3 s
there is a clear goal.

Potential mistakestellihg choralso be made, as per the Regeneration a
Cultural heritage in creative and Knowledge cities (ROCK) place brant
It is important to avoid commercial ofiE@pagaseltirsiydeprdduct, so you
not need to talk about the marvellous characteristics of a place or proj
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adjectives just in one direction, stressing the virtues of the initiative yo
strained aficiar Nobody is perfect. Additionally, do not use fluffy or che
iIssues you are presenting in the city. Social or urban problems are not
do not do the Wikipedia. Never use an atateshaladioauoiesodHects not
reporting; it is not a description. It is the transformation of those ingred
of curiosity and empathy. Narration is not science. It is also important |
or slang onlyleferispecific topic or very technical words. They should &
necessary. Remember that your main aim is making your story unders
only those working for a long time in an issue. Théinglmradikkmmpw that
And they already know that for the outside world that is unreadable. M
sensationalist mood. The objective is to create emotions that lead to ic
too paternalistic either. DeswEndegmanner either, as we are seeking
rat her than advice. |l n addition
effectpu through -corstactadiavetiliresi@hdt e c h
di rected narration what is requ
about specific models, with a c
and fast changing. People must rapieshand cesibleses to problems. T
models act empowering citizens, discerning social actors capable of s
Ordinary models are required, those showing good practices that can
different situ&tiotiermore, do not overclaim.tTEveys agoodtsmufkban is
not always a hundred per cent effective. Report what is going on, inclt
like that you are not avoiding the different \@alystbelgodsmiyatahe issue
negative). Additionally, do not judge. Let the reader draw their own col
you observe without the use of
reader make their otvrsjudgelmenut t he character
on one person,ike atbheroTry to focus more on the action, on what haj
going on. The (collective) action is more importantdhas bHeevpeisonal o
who. Finddlyjot use texts without visual support. And do not use tiny inr
IS very important. A sjalityploture is not contributing to catch the atter
real information. At thgestchoigghtrime adding value but distracting the a
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Gozzoli et.al. (2017) points out several ways in which interpretation ca
can be caused by using language which is too academia Byother pos
messages being too politically motivated. Yet another possible failure
described only physically, but the origin of the building is not covered.
understood that pure informatiooughitdeitlifmadly, it is important to men
alternative views.

Guidelines for interpretation are given by ICOMOS in the 2008 Charte
Presentation of CulturalIB@NEQE A@B)t r ec onmedk nd s
ter mi nology? . But-effecs lunarhowssthe focus o r
heritage interfBeaatioPOPEIff also claims a shortcoming of this charter,
not really deal with visuality; tke @jeestiongof why p, ~ s eei
other words linking together what you see, what you know, your cultur
well as identity, ideology and, subjectivity.

Cultural Heritage Value

As mentioned abdwvesitageuismbla major contributor to the national brand.
can be defined in different ways. Sometimes two separate forms are ¢
cultural heritage, but in many cases the two are oflatesliNfdethermore,
tangible and intangible heritage. Below are some definitions. As menti
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b) defines i1t as: ~Cultur al her
museums that have a diveisithngf sxataleslic, historic, artistic, aesthetic,
or anthropological, scientific and social significance. It includes tangibl
immobile and underwater), intangible cultural heritage (ICH) embedde
heritage artefacts, sites or monuments. The definition excludes ICH re
domains such as festivals, <cel e
Kovathar2b@pfesents the definition used biySbatAsastiasiaim Nations
(ASEAN) which states it includes all of the following: Significant culturz
well as structures and artifacts: dwellings, buildings for worship, utility
arts, tools and isyphernare of a historical, aesthetic, or scientific signific:
it includes sites and human habitats: human creations or combined hu
archaeological sites and sites of living human dogwalodiésthat are of
historical, aesthetic, anthropological or ecological viewpoint, or, becau
considerable importance as habitat for the cultural survival and identity
traditions. Furthermorel drimadkidesitage: folkways, folklore, languages
traditional arts and crafts, architecture, and the performing arts, game:
systems and practices, myths, customs and beliefs, ritaals and other i
heritage is also included, as well as popular cultural heritage. Popular
industrial or commercial cultures), popular forms of expression of outs
anthropological and sociological valicesianctdjraptinie arts, fashion, ga
and sports, industrial design, cinema, television, music video, video ar
technologaradiyted urbanized doowvatinaitiak( ).y (2011, p.3)
def i nes tweimheritfrarg the passand uisetin the present day.
history is the past, whereas hatdggeses ahéhmpdstrior tourism and othe
(e.g. education and c¢ o mhomamkindy d
and its various mani festationsygpu
al ways c¢hangi ngccurriNggphanomera, sicle as cany
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forests, lakes, rivers, glacisre mdurgaingeded coast | i ne:
too will change over time.

Tangi ble heritage can be define
villages, cities, art collections, artifacts in musgums, histdri¢ gardeas; |
(Ti mothy, 2011, p4indeyial efements oficutturet i

music, dance, beliefs, soci al n
charter on Cultural Hyeitagyet Nes@aibes them as follows (ICOMOS Thai
2011): pTangi ble cultural herit

and visible i.e. ancient sites, monuments, architecture, buildings, grou
sitegddowns, historic sites, archaeological sites, historic landscapes, c
objects and various forms of art. Intangible cultural heritage Meaning :
intangible that is, untouchable anceddtgHysovdkylgzpresanings, beliefs
norms, traditions, that persons or communities have created to be par
transferred from one generation

Gozzoli et.al. (2017) defimeg ailturalideria g e ment as:

field that is concerned with the identification, protection, and stewardsl
public interest. pu King arnkades h
to memory, which is therefor socially produced. He then proceeds to a
memory guarantees its distortion. This in turn distorts heritage. Some
enhanced, some are depressed or forgotézhowhilersorembesad (King,
2017, p. xi). This therefor implies that cultural heritage, following from
authentic as it might appear. More on authenticity a little later. Heritage
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monuments, treastues oaratitbat alay Beatgge. Such as songs or men
one3s past, or shrines to ances
explained by King (20tandppst 7))
events. Memory, as it applies to heritage and tradition is the desire to |
past.

Cuisine and local food are heritage also for various reasons, as listed
2011, p. 360): Lemkfmus cultural norms and values. Additionally, a ¢
developed over time as struggle with the natural realm. Furthermore, f
realities of geography. Moreover, refinement (and adjustments) were r
Another contribution to the cultural heritapsnefatiosiakisaditmsitEmally
food also leaves imprints on other heritage realms. Cuisines also link
types of food eaten, depend ontiengicmhsoitdypesdit also links to cultt
heritage since they food eaten also is a function of social values and ri
other variables.

Cuisine can be seen as cultural heritage from several different perspe

1 Cuisineeifective of indigenous people and traditional
native peoples were able to glean from the land as I
farmers, was used to develop ancient foodways and
2 Cuisinemdreative of a peasant past. They provide in
conditions, celebratory milestones, interpersonal rel:
relations of the everyday man and woman in the dist
3 The recipes andmpraptrats themselves. These are t
from generations to generations. Familial and region
peopled3s personal past
4 Certain foods and ingredients liocoeni@iCOURaIECaNC
regions form a heritage identity: (cheese and chocol
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China, pasta in Italy, meatballs in Sweden, paprika i

fish in Iceland, hot chillies in Tiskiégnd.eBcobtiesy/ dr

Port, French wine
5 Establishment of food trails

6 Culinary festivals that focus on agricultural harvests
festivals

Table 5. Perspectives on seeing cLiiltaratlefdage

Art, and by extension architecture, is yet another example cultural her:
and place of origin. Art is different from Craft, as art has origins and re
may also haveaiagpint is also used for the utility of everyday, such as
pans. In art, uniqueness is required to be original. In craft, King (2017,
handmade work can be regarded as original, npratattech vigivaaiiy fim:
arts of Thailand were likely rooted in the religion: Buddha images, shri
temple decorations are examples of art. But recent Thai craft has lost
New artistic creatiapoabrgak through barriers such as those set by dt
craftsmen. But resistance exists21(King, 2017, p. 208

There are also examples of neglected heritage or hidden heritage. Frc
perspective these cultatassiisalades unless they become better known.
heritage nevdrihEhegisind, Chiang Saen can be seen as an example o
(King, 2017, The&%ni made use of the space in and around Chiang Sae
vhich has #e@led muang fai irrigation systape, lt@sensmallirrigation

systems take advathdageg$tieesims and surrounding forested areas. Th
essentially not changed till today (Stott 1991.:inth; RhO61 TH 8t amugite
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some alternatives exist nowadays, such as underground water pumpir
contributor to the cultural landscape of modern Thailand (King, 2017, |
been a major contriiatton&b ineend without further distortion. But, Thai n
used the myth of Chiang Saen for a different reason. The ancient Tai r
from Yunnan to Bengal. Despite this, it was arguedilu/thatracalists tha
leave historic proof of its greatness. Also, #Kbynelsaovimiciyledreith fiden
region prior toRendial, 2006 is now an example where history is repla
imagination and created memonn(Koigg 2ol higtodppecame less accu
Streckfuss (2012) points out that this myth was convenient for the app
homogeneity, required to fend off colonial interests. It allowed for inclu
Lanna ethnicithamiess. Since the 1990s people have started to apprec
Thailand isetimitc. From a heritage based tourism perspective this doe:
diversity can in fact be an asset, and contribute toehe miemaityrsquene
not required for this place branding, provided the diverd80i8 based up
even states that the cultural d
and that Thailand promstitsidstasations which are culturally, linguist
ethnically diverse. The Universal Declaration on Cultural Diversity (UN
value of cultural diversity 1in
everyone; it is.one of the roots of development, understood not simply
but also as a means to achieve a more satisfactory intellectual, emotic
existence. |

Lernapakun (2014) presents several other reasons for forgotten herita
buildings: A building can be ruined due to a lack of maintenance or as
Furthermore, sometimes buildings aréoresrteveol¢o Aumkioplalty heritag
has been removed to build infrastructure or in the case of Bangkok for
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Field (Sanam Luang), or a royal garden. Moreover, building can be de
reason that heaitdgere been forgotten is due to a change of ownership.
have been altered significantly to serve another function. Finally, the s
place could have been forgotten.

Hidden heritage, is heryagssedidnithle tourist trail, and thus not part
brand. Nevertheless, it is heritage and at times can be the celebrated
Small places have their own modifications of the national festivals an
eviwed as have their own unique traditions and practices (King, 2017,
modifications might not exactly fit the national brand, but they are still
good thing from the visitors3s p

King (2017) pointd isguss\ardefining identity and heritage. He highligh
makes a culture unique and gives a place an identity, even if it only ex
itself. However, the uniqueness of this identity, wherelis@rteiivelement:
features, the identity perceived will not be shared between all observe
by the observers or members of the community will different amongst:
uniqueness will be seen diffelantyglilnens @ sheidifference between tt
identity and the brand image, except that such differences in experien
within communities which are supposed to represent the brand identit
ownershiputitieaC site potentially problematic when it comes to the prior
Heritage involves two tasks of human resoggitidionT kobirshighaedf

national of one country define himself as differenintideranotimetiaration
of one®s place in the world: Ho
elsewhere. The answers to these questions are not exact and not the
nation. Therefor they can |maat teasinfasiesm an inner debate (King, 201
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Authenticity

It is often said that cultural heritage is the strongest part of a place bra
of heritage. But, even authenticity in terms cffoudiar ahcedismessed. to b
Various different definitions of authentic cultural heritage can be found
artifacts and locations being visited must be authentic for the cultural I
Whereas others, oftesmimnithestoy find it is more important that the perc

visitors i's that the site iIs au
to be “authenticpu, as | ong as I
Aut henticity itself is not a ~v
follows. ~ Authenticity cannot b
Values, instead, are subject torcwdtural gnd educaic s e s, anc

Some words related to authenticity aré¥¥scribdd by Jekibehtal( 2 t

derives from the Latin word tra
giving syprender. On the one hand, tradition is thus related to the trans
from generation to-parienaoly in relation to various religions; on the ot
the percepti on reilventeditahmtd$nauty andt r a
therefor far from dwitilehtm)(1995° The word 2 aut her
aut hent i k Uslokiehta)1965s ,T hney sLealtfi,n twhoe
whichisthetoottbe nt i ty3 (in | ate Latin
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absolute or essential sameness, oneness); identity refers to the quality
thing to be what it is and not otherwise. @nrthe otlzet hanal, idem rdee
the very same, agreeing entirel
(Jokilehto)1995To <cl ari fy the differendc
something creative, aommethinghayving a deep identity in form and sub
somet hing specific and unique,

representing a class, reproduct

The definition atiytindren it relates to cultural heritage, needs to consi
dynamic over time, and thus authenticity must be as well. Proving autt
attempt to freeze a place or object in time.

Regarding the percepsiphiofatisy lists which factors determine what me
perceive a site as authentic (Tibddthy, 2011, p. 109

Aesthetics (colors, artistic ¢ Visitors decide whether somet
overall visual attractivenes{ based upotméautiful it is.

If visitors encounter unusual p
Uniqueness crafts or relics, or exclusive ex
will tend to believe the experig

Accuracy in telling a story is in
visitors to perceive the messa
Cultural and historic integril For example: native handcraft
in the native area; indigenous
about indigenous people; Mus
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should correspodltoldmity an
history

Visitors want to see creative q
craftsmen to show attention to
comes to architectural and cor
excellence in the built landsca
sometimes judge based upon
more so than accuracy.

Workmanship

Seeing the local artisans at wg
Local artisans where the artefacts are consid
visitors more convinced about

Meeting the local performers ¢
in the location where the perfq
are consider heritage, make v
convinced about the

Meeting cultural performers

If artefacts are still produced o
locals, they are believed to be
Current functionality and ug Similarly, sites which are still
places such as temples) are a
more real.

Local lakdebsying where the prg

Certification, or artisan nan .
made add to the feeling of aut

Table 6: Factors which make travelers perceive a site as authentic

Characteristics in the visitors themselves, can also influence on how a
(Timothy, 2011, p. 111):

Visitors' characte Impact on perception of authenticity
Age Older people are more likely to experier,
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authentic

People with a higher education are mor;

Education -
authenticity

Later visits might purchase souvenirs m

ast experiences . .
P P purchasing the most commodified ones

local/national/inte International taneistere about authentici

Table 7. Characteristics of visitors which influence how authenticity it me

Notice that the perception of authenticity is emphasized here. The sen
is differadt@nique. Therefor the perceived authenticity is slightly differe
This means authenticity is partly a function of the experiences. Auther
of it, can then be constructed, stageches o jdictareethédt dmodusion dra
Hede and Thyne (2007) is therefor that the main task of a place brand
will be able to construct their own experience while visiting the place.

Inauthentic Pasts can be fé&hieg.(Ti@dtAypwRist demand, economic for
political pressure can lead to the following contributors to an inauthent
and people can be contrived to
Fuhiermore, cultural imposters may make the authenticity of the real ct
some cases the past history is uncertain or also idealized. King (2017,
anot her i ssue r e lcanmenidies.tVsiting foreignes
would describe Bangkok as a place witusasaioéting sttt and an
economy based upon the presence of water. B868h Wesamardarign
design had a major impare aot dbadsals, causing more frequent flood
destruction, rebuilding and replacement of buildings. Floating markets
early days, havadeted fer tourism. Thbaseceobcanahities are still



39

authen) but they are not representing the lives, values and culture of th
culture of Bangkok is restored, it will lead to discrepancies with the pa:
tourists3s de ma npmbli¢tanrspotiaton betthe feteona
factor? The need for flood protection may also impact the looks of the
2017, p. 155). In more general terms, life always changes, and as a cc
identity mg@iar authenticity. It will always be a functioAl@0)inks€King, 2C
when an urban development is agreed upon, there will always be infor
conceptually opposed to the formal developyneex|siutgH{&Eynay;e20aayoic
p. 181).

Authenticity is desired for tourism, and has been used as a marketing
2011, p. 286). But, unfortunately, as argued above, the word has be
inaccurate. Fnarkeding perspective, the perceptions of authenticity, is
example would be souvenirs sold and bought in Thailand, but may

souvenirs may stil./ appealandt o
could lose its heritage due to such tourist trash (King, 2017, p. 196).
been "~ createdpuy for be asdtepipdgodaaft i

Khon Kaen3s Wat ablomthdsaavyatdeskigngnn & s c
| argest sticky rice basket (the
city gate. All these buildings are modern, using up to date technology
to heritage amg (Hargp 20125). $8Bwatchazfpipuo 6§ e s t he ¢
constructed heritage is politically motivated, selected, manipulated an
|l s this an identity or a count
promotes Chiang Mabasist degfur&tion, but it has been imposed upon
preferred brand image.



40

Not only is heritage an authenticity a function of time and changes in
also moves around. People migrate essl tispgirsg tioeaticattpias with tl
accordingl vy, heritage can never
into contact with other cultures and be influenced by them. So, here a
of this culawdeth define over time or place. Each of culture interprets lif
cultural heritage is a cumulative effect of multipléesitpappisihcasdan
Staiff, 2006

To add to all of this, even hisistory rohataetly influenced by politics.
people in power decide what to preserve and present as heritage (T
written accounts of historic events are relatively recent transcriptions
oldev r a l stories are often about
covered in oral accounts. Mainly great leaders and great events (Kin
only partially captured. The best presenatsb Hevitaghe spthiisgfeck pas
(Timothy, 2011, p. 353): castles, fortresses and palaces, cathedrals a
grand government edifices, graves of famous people and colossal 1
heritage of nobilityraog. &estectheless, less well preserved heritage is
if it less well known. Not only heritage preservation is influenced by p
heritage tourism industry builds on power, due to therutie¥en ecor
production, promotion and exploitation of heritage sites that form the
( Ki ng, 2017, p. Xi ) supddred [Estory Wwas alsr
influenced for political purpogea aatiopaindipogyakul, 2oxi/];

2003 Furthermore, history as a science is relativel@ 0legiefioeJ hailanc
history as a discipline, which recalls the past by selecting documents
this docuchewigence. It was only introduced to Thailan8casitsugh at the
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as part of the @edeho)WBichakul (2041) wantl
even further and stated that the introductbdmeoMdesteyn atememtsusuct
architecture, served a purpose to help create a narrative, which allowe
control of mialeirhailand, and that history was not only introduced a:
rewritten to-ev@edf. Of course, prior to this, literature existed in Thailar
oldest Thai book is considered to be the Sermon on the Three Worlds
According to King Ruang, or in Thai: TraibhumikaflzdhbgeRtuyg Lithe
(Reynolds and Reyn@Mdisin98a3 often done on either banana leaves ¢
Needless to say, historic wall paintings, or lacquer cabinets etc. can
teachings. T203ikdigtes thatrembrgpa&hinese, Persian or European ot
documents exist from-hefoteshi lagntury.

Also fundamental to the understanding of authenticity in Asia, is that tf
the place: the past lives on inphe evemtsaod pdaces. This spiritual viey
often more important than the material or fabric. As a consequence, cl
more acceptable, as long as it does not distract from the spirit of the p
adess this, The Nara document of Authenticity was created (UNESCC
more in detail in the chapter on Charters.

Taylor (2006) also points out specific threats to authenticity, specific
One is relaies ltwss of traditional knowledge, due to globalization. An
renewal, resulting from social and economic pressure (to maximize
Furthermore, infrastructure construction can be a threhainghysical |
intangible values, such as visual envelopes or destruction of symboli
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and their setting. Additionally, cultural tourism can become a threat, :
assets could lead to a loss of gsitantadityc @hd piitangible aspects

trivialized and compromisedidihahzal®n and the loss of unique sens
be a threat, such as theme parks around historical monuments. Di
dancing. Deetintdiin like that removes the authenticity of the cul
Polprat@@ggentified the following three threats, specifically to the We
but they will apply to many Historic Urban Landscapelifia¢efirst th
change. For example natural disasters such as flooding, humidity &
structures and sandstone sculptures can be impacted by the climate.
urbanization through city formationsendeity glavetftolilebe lost since t
IS changing. For example, the area surrounding Wat Arun is changing
the final threat considered is mass tourism, which has multiple eleme
negative. Sherfe of which is the environmental impact. Tourism can
conservation of heritage. The second impact is an economic impact.
additional income for the local community, as well asymeeteskd inve
enterprises. Finally, thecalisrgiengpaed. Tourists can introduce a cultul
introducing their foode dhedsts and rules. This can have a negative in
community and threatens the authenticity.

Cultural Heritage Conservation

Because heritagemewale resource, sustainability is needed to prese

future generations (Timothy, 20
the needs of the present without comfutimasyanénatiabdititoaneet their
needspg i n the publication Our

Development, WCED, 1987). Sustainable principles are now common
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tourism development, and rhéay ¢raveleseot@thics and guidelines for k

to help assure a sustainable future not only for the industry itself but a
tourism takes places (Timothy, 2011, p. 262).

Rama IX pointed out thecsiljmi@oamteso€Commencement Day at Chulal

University Hall, 21 April 1960:
tradition and culture that we possess are valuable national treasures.
withoureci ous gems, and jJoin hands

(Phongphenyg, 2015

Social, economic, political and ecological challenges all may limit or
past. Examples of such challengedians; maggpetapyidien preservation tac
much heritage to save it all, tourist pressures, human habitation of he
modernization, agricultural land use, pollution, illicit trade in antiquit
coifict, inharmonious planning and lack of cooperation, lack of socic
political support and natural deteriorati?2{)imothy, 2011, p.208

Governments often want or need to be involved in conseswatadn: (Tim
help will be needed when supply and demand are not met. Furthern
belong to one group, but belongs to a larger part of society. Addition:
are public buildings. Governments alsml wdrgntdhdrgagevghlaces a
commemorated as significant places, events or people in the history o
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they can be usedwakiimgtioha countbyilohmpdaioe a state/province and wa
protected by thealisitagovernments have an interest in job creation and

Stent (2012) points out the risks to cultural heritage conservation and
factors are specifically mentioned. First, thefamesiitbidn Treetedhate k2o
also deficiencies of governance, as well as a common failure to recog
culture. Furthermore, there are official narratives to support. Additione
diversity and als@mfac@omunity consultation and participation. More
professional deficiencies in heritage conservation. On top of that, the |
to inferior heritage cgateseseunsis i

poor. Finally, development interests are powerful. Some of these factc
heritage are related to Thainess and nation branding, especially the c
for tourist revenuesfizaatihgicaige conservation.

Logan (2002) discusses tensions between local or national and intet
regulations. He discusses the globalization, which had historically bet
a nd Marny actedalsmrpdemic observers now believe that globaliza
neither Westernization nor a threat to local cultural variation. Indee
contrary, globalization seems to be provoking eeatiiog teftete deactiol
i n growing interest in | ocal h i
interests in preserving culture, although sometimes to present a versi
in power. He also disearaséidrtabtinatrters must be adapted to suit loc
heritage.
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Literature exists which reviews the value of cultural heritage consen
charters, which are discussed further below. Lertchawnat, (2010)

educational, associative, symbolic, political, and economic, entert
Informational value appliEisadarfdlloses heritage to educate people ak
and history of the Thai. Namely, thia¢ Tégioargfitla¢edliai mountains, in

and migrated via China into Thailand. But, there is archaeological €
populated much earlier, at least 40,000 years ago (Lertcharnrit, 2C
educational valedgKrateut cultural heritage is considered very importe
economic development of the country. Heritage and history are used
nation, as well as local history. Furthermore, hernitage eddoehias sy
modern people. For example, it is used to create group or communi
popular myths;heddvaeliefs, but dramatizations of the truth. Another ex
of local provinces. Intangithedsdarameage, traditions, and artistic perfol
been used to create a sense of Thainess (Lertcharnrit, 2010). Additi
value to heritage: heritage tourism is one of the contributors to the e
Nostalgia for the past is good business these days. Examples are ti
massages, old market places, including float markets, and local Thai -
entertaining and recreaionadevdbrepudhience is used in TV series, I
programs, newspapers and magazines. Post cards, phone cards, ga
use images also. There are fun parks, historic parks and theme parks
which has, sindesi@a§8d models and reproductions of historically sigt
buildlings (Lertcharnrit, 2010).

Charters
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The role of charters is to provide statements, principles and guidelin
management of placagroficaltoealThe charters consider conservation ¢
of the management of these places (Taylor, 2004)

In 1961, the Act on Ancient Monuments, Antiques, Objects of Art and
a building, groups of busildiadsngresitihey were registered as ancient m
to this time, the conservation in Thailand followed the French school o
this was unsuitable because it focused on building mategial such as se
materials of Khmer monuments. The buildings in Thailand were more
masonry. Between 1963 and 1977, the Italian government gave schol
International Center for the Study of the PreSaltvaiibRrapeRestoration
(ICCROM) and Thailand began to follow the Venice Charter as a cons
(Ratanawaraparn, 2011)

Several charters exist which attempt to aid in managing cultural herita
International Charter for the Conservation and Restoration of Monume
Charter 1964 (UNESCO, 1964), the ThaildageO\iartagemeniitural Heri
(Prakitnonthakan, 2012; ICOMOS Thai, 2011) and the related Internat
Charter (UNESCO, 1999). Between the Venice Charter and the Thaila
Charter was also applied in Thailandsélthbglave dmeflyestiselestionship tc
successful place branding strategy is discussed. The main reason for
of course not to provide touris
restoring mondamentsssaf eguard them no | ess
However, it does not object to
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making use of them for some socially useful purposeit®ugst st is thel
change tloeilay decoration of the building. It is within these limits only t
demanded by a change of functio
The Thailand Charter on Cultural sSeet#galfastatentieat tangible herit:
cultural heritage sites are inseparable from intangible cultural heritage
considers aesthetic, archeological, historical, educational benefits as v
when detangthe outstanding value for cultural heritage conservation. |
tourism are not simply considered to determine the outstanding value
cultural tourism is acceptable, as long as itlis appropriately integrat ¢

must be inseparable issues in ¢
recognizes that participation of the local community is critical for cultur
sustainable mannerultpoirttshat : -~ Local commun

participate in conservation and management of cultural heritage, espe
supervising that the sites are
(ICMOS Thai, 2011). The Thail anc
making of master plan or other management systems must always be
Sufficiency Economy i mMhap20HeQGthert o
publications relevant for cultural heritage conservation by ICOMOS an
Document of Authenticity (UNESCO, 1994), which provides an applice
specifically for culture. Similady govE®BBeheprbduced the Bangkok Ci
local set of guidelines for restoration. This charter was produced as a |
completed restoration of Sukhothai, which was criticized bg experts fol
officiarpose of the document was an amendment to the 1961 Act on A
allow the Fine Arts Department to have more control over restorations
was permitted under the Venice Charter. The officiaheame was The F
Regulations on ConservationRaan2v28 hed&Hl 0d30n for this
amendment was to justify the extensive restoration of temples, becaus
performed in Thailand and Asia for a Baggtole chraatevayashesforerunne
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the Nara document. It is certainly true that duringtthenB8ddhist period |
century many religious leaders and kings were reported to have restor
extend themad beew as doing merit. For example, Jeremias Van Vliet \
King Prasat Thong of Ayutthaya had "built, renewed and repaired mor
pyramids than any of his predecessors" During thelimathalist period, 1
century, King Mongkut restored the Phra Pathom Cetiya in Nakhon P¢
restored the Phra prang at the Temple of Dawn. Also during the natior
1944, Field Marshall Phibun Songkhranutileaigetbtdhre giopulae Aince
1767, resulting in the disappearance of 23 ancient monastries. In 194¢
and conservation became more constructive. But even at that time, the
following the internatsoasinobatiened before, for example in the restora
and Ayutthaya.

Historical events also influenced heritage conservation. For example, |
emphasized duti@ige]l @/@eriod of civil administeatideadettsbig.milit

Furthermore, during that time, the country wadediicounttexs andommul
Americans were in the country. It was around this time that the tourisn
Ayutthaya were formed. Fine Artsaepattrostyt endhalleind both come
master plans, to restore and develop tourism. The FAD plan stated the
used, but in fact, restorationstlevendsmadeoat Stikhothai. For Ayutthaya
plan prece#@dxipdan by 5 years (for Sukhothai, the FAD plan came 2y
plan: 1982 and 1984). Both had nationalistic characters though, target
international audiences. Social context was not heavdyappnsatdred in
was tpwn. People were moved out of Sukhothai, without consideratio
people whose heritage was supposed to be restored. This could lead |
sabotage. A more sustainablecappendichinvalNe iavse people at the ple
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stage. A second issue that the signage appears to be mostly intended
should have been fixed in the planning stage. A third issue was that dt
plans (botlRFADAT) were not implemented completely. Lastly, one mis
inscription as a World Heritage site does not automatically increase to
of it will depend on how famous a place is, and hiogvplastiecen(Gaaztedlio
and Gozzoli, 2022).

To summarize, adaptation was historically already very significant for -
long time (Krairiksh, 2013). This historical practice did not fit in the Ver
importempoint out that the current desire to hold on to traditional desig
the tradition of rebuilding temples. This Bangkok charter still presentec
For example, the definition of the ancientonagenaechiteotsratidnstorica
and aesthetic values over scientific, social or spiritual values, excessiv
seek approval for restoration, no buffer zone around ancient monumel
community was oftderadtaastakeholder, unclear concept for safegu
heritage. To improve upon this, the Thailand Charter was formulated |
(Ratanawaraparn, 2011)

The Hoi An Protocols were produced as a guideifoAbies(tNESD@Liol
2068). They were set up to recognize the spggufitapcetataisgiandlhyer
set up as a reacti ormatse dtuhe Lormgic
example, discussed arenabwhat@mratnust be adapted to suit local

heritage. The intention of these protocols is to provide both theoretical
people who affect the authenticity of heritage resources. Such peog
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decisions as well as those who take actions. The Yamato declaration

upon all stakeholders to raise awareness of the importance of safegt
an inclusive and integrated vision of rhevitagthencoouperaties, to tal
advantage of the latest communication technologies, to educate ant
related activities, which are economically rewarding, while accepting
and the viability ofatieidedition to charters and declarations, there
programs. THeadsta Awards for Cultural Heritage Conservation we
(Engelhardt et.al., 2012; UNESCO, 2022), as far as applying best inte
leading to successful heritage conservation. These awards are give
projects in tHeadifig and their guidelines form another way to encour:
conservation. Thailand has several wigneesisiechiKhe WA STERIID2 Awn
of Merit), Amphawa Canal Community, Samut Songkhram (2008 Hor
Yai, Devavesm Palace, Bangkok (2005 Honourable Mention), S
Thepthidaram, Bangkok (2011 Award démvterithdPizuaciZzdodngward

Merit), Samchuk Community and Old Market District, Suphanburi (2
Pongsanuk, Lampang (2008 Award of Merit), Crown Property Buree
(2008 Honourable Mention). Notprthatthasd hailamd) vary in regions, |
structure (palace, temples, vernacular buildings). But, they do have
UNESCO Heritage Awards winners in Thailand have had a signific:
community at largeagpett the winning projects in Thailand show is hc
projects can serve as a place for sharing local knowledge, thus prov
wisdom of each community. To get these awards, theyirall worked
principles (Engelhardt et.al., 2012): Firstly, collective mapping of cul
symbolic language and asgseqaisies Addifjaally, it needs to be unde
intangible cultural practices amritiagootduesthnd significance of tangil
expressions. Furthermore, authenticity is understood to mean: a co
relative characteristic, but does not necessarily require continuity of n
for the conservation process to succeed is to have histories be reve
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meanings recovered. Finally, appropriate use of heritage must be n
enhancing space. Using these first pempplasswer finejécliewaing quest

(Engel hardt et . al ., 2012) : Firs
needs and stil] retain their he
"How Oocwetemperary architectur
extent I s change possible if hi
very 1[I mportant guest i aam actioa key to e
sustainability strategies, or o

Taylor (2004) discusses the role charters can play heritage conservat
charter better suited for Asia anditistrdiactii@OMOBeCharter for Plac
Cultural Significance (ICOMOS Australia, 2013), also known as the E
aspect of this charter is to define cultural heritage resources as places
land, sparcdéandscape, but also to buildings, works, components and
place allows cultural context and meaning, and is less limiting that the
defined in the original Western charters, sucladsothibé/earnse@bacer
management, the Burra charter states a statement of significance w
values must be presented.

As briefly discussed above, there is also the ICOMOS charter for the |
of Gulu r al Heritage Sites. All <cha
conservaliont hin all -t ebwoirt sidsacut &
(ICOMOS) 20@8Bdefinitions used in the charter are:

"1 nt eeferpto the fall range of potential activities intended to heigh
and enhance understanding of cultural heritage site. These can includ
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publications, publicsdetares dmectly -statediadins, educational
programmes, community activities, and ongoing research, training, an
i nter pr elCaANMQASP2008pr ocess i tself . p

Presentation more specifically
through the arrangement of interpretive information, physical access, :
at a cultural heritage site. It can be conveyed through a variety of tech
requiring, such elements as infursedipaaligelagks, formalized walking tc
| ectures and gui dedCaM®O8)X268 and

“"Cul tur al Heritage Site refers
complarchaeological site, or standing structure that is recognized and
pl ace of hi stCOMOSQZD08 and cul tur a
The charter has seven (7)andmd | ec
and appreciation of cultural heritage sites and foster public awareness
for their protection and conser
cultural heritage sites to a rangeoairafudjelvmsrtbndedmecognition of
significance, through accepted scientific and scholarly methods as we
traditions. yu The third objectiwv
heritage sitesinthewrhat and cul tural setti ncg
cultural heritage sites, by communicating the significance of their histo
and protecting them from the adverse impacstofaitmesivesittepressued;
l naccurate or i nappropriate 1int
to the sustainable conservation of cultural heritage sites, through pron
and participammyoing conservation effagenansiumiegdoog of the
i nterpretive infrastructure and
Encourage inclusi vernlamgthet n t he
involvement of stakeholders and associated communities in the develc
il nterpretive programmes. d The f
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for heritage interpretation ardugliegeiezttionlpgies, research, and trainin
guidelines must be KEPMOSQA08i at e

Government attempts to conserve heritage include producing lists of ir
Examples ofsusht s are t he Australia3’s
historic and indigenous places considered to be of outstanding heritag
under the protection of the Environmental Proteation &t &ica88@rsity (
(Australian Gove&epaetmhent of Climate Change, Energy, the Environm
n.ca). The Commonwealth Heritage List is a similar list of indigenous, |
heritage places, which are consitierdd\s{pphcant &b Australia as a nati
which are controlled by the Department of Agriculture, Water and the |
p. 172; Australian Gloepartnegit of Climate Change, Energy, the Envir
Water,in)d.

Inaddition to charters, governments, sign agreements and declaration:
heritage management.

The ASEAN Declaration on Cultural Heritage (2000) hasl®8)policies: (

National and Regional Prdtecthitur aif AeBiEafye

Protection of National treasures and cultural properti

Sustaining worthy living conditions

Preservation of past and living scholarly, artistic and

Preservation of past and livirge pigd aanclitraditions
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Enhancement of cultural education, awareness and

Affirmation of ASEAN cultural dignity (balance mater

Advancement of cultural heritage policy and legislati

Recognition of comnuadghiopaiege rights

Prevention of the illicit transfer of ownership of cultur

Commercial utilization of cultural heritage and resou

Integration of culture and development

Development of national and regional netveoitegjen A

Allocation of resources for cultural heritage activities

Development and implementation of an ASEAN prog

Table 8: 15 policies of the ASEAN declaration on Cultural Heritage (200

The most famous isethiadedidt Heritage List by UNESCO. The World t
of UNESCO is described in the table below (Timothy, 2011, p. 185)

Encouraging countries to ratify the World Heritage ¢
protect their natural andesultural herita

Encouraging signatory countries to nominate sites if
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the WHL.

Encouraging signatory states to develop managem
systems to evaluate the success of their World Herit

Assist states in safeguarding WHSs by providing pt
support

Providing emergency help for WHS in immediate da

Supporting me mbudding actiwvities |
conservation;

Encouragingdpuakdtions to help in the preservation of
heritage

Promoting international cooperation in World Heritag

Table 9:

UNESCO3 s Worl d Heritage

Mi ¢

UNESCO recognizes foontyipes\airiitéteritage List (Timothy, 2011, p.
monuments. These include archaeological structures, works of sculpt
works, inscriptions and cave dwellings. Secondly, groups @f building:
homogeneity or their position in the landscape. Thirdly, sites whicl
combination of human works and natural process including areas a
finally, cultural landscapes, which were méamfested tuentmstandatiats
These sites uses evolutionary processes and adapted processes to
environment and the sites show human settlement and the use of the
whether a site deservethendmilohHeritage List, UNESCO applies th
selection criteria (Timoth¥89P11, p. 184
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Represents a masterpiece of human creative genius 4

Exhibits an important interchange of human valués)
cultural area of the world, on developments in archite
arts, tgsdamning, or landscape design.

To bear a unique or at least exceptional testimony
civilization which is livimasatisappleared.

Is an outstanding example of a type of building, archit
or landscape, whichillustrates a significant stage in hi

Is an outstanding example of a traditionatbucrases et
IS representative of a culture, or human interaction wit
it has become vulnerable under the impact of irreversi

Is directly or tangibly associated with events or liwiitl
beliefs, with artistic and literary works of outstanding U

Contains superlative natural phenomena or areas of
importance.

|l s an outstandi ng e xmludnd
record of life, significant ongoing geological processes
or significant geomorphic or physiographic features.

Is an outstanding example representing significant g
processé®ipvolution and development of terrestrial, fi
ecosystems, and communities of plants and animals.

Contains the most important and significaitt icatsahik
biological diversity, including those containing thre:
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universal value from the point of view of science or co

Table 10; UNESCO3s selection criteri

Thailand has been since 1987 a state party to the UNESCO World He
(UNESCO, n.d.), but popular beliefs, sacredness anel sopentiadlyal po
supported by this convention, e
charters have been developed and adopted to take into account more

These lists are based upon eabiezaclsiglatearithe Burra Charter defir

significance ‘as: o a concept
likely to be of significance are those which help an understanding of t
andwltc h ~wi || be of wvalue to futur

and future generations, the charter takes the following values of th
(ICOMQOS Australia, 2013). Firstly, thepaesthiete realize thest iaesthetic
refers to criteria that relate to sensory perception, such as: form, size
the fabric. This is different from the Western interpretation of aesthetic
tast@esthetics are very different perceptions Stiife 20 Sefenadiy caltures
place may hold historic value, its significance would then relate to the
phases. Moreover, a place can alsthewesdsidheapeitial, political, n
or cultural sentimental value of the place. Finally, it may have scient
quality, or its representative value and it may have ability to contribt
Thereaigecognition in the charter that other value categories may be
places better. Taylor (2004) suggests the following additional values 1
value, the ability to inform, enlighten, pransatie asdestanidia; and inc
feelings of participation. Furthermore, a place can have associative v
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to understand past human actions and the people who participated in
can have intégritvhich Taylor (2004) means survival of components
landscape and physical evidence over time and other tangible criteria
from the past, as well intangible criteria such as association and settin

Therinciples for the Conservation of Heritage Sites in China (China IC
following factors relevant for the vali®©bf@I & fiagEHRidditd. may

hold historical value, if the site has vajuélas siteimaygatedisitar artistic

value, i f the site “embodies ar

per i oLOMOS Chinaszigdmay qlso Hold scientific value, if the s
s e e n al avidencemihynsan areativity and achievements in science
as t he IGOM@GXRACGhinay ZFlGpretrhieocdno r(e, 1t 1
which society derives from the educational benefdrtnatiooraés fitaimesp
site, continuing iICOMOSEhNAI2@15a s s
Finally, a site can hold cultural value. Cultural value is considered to b
three types of valulgeiSitgtlyhich can exist as variations in ethnic cultu
cultures or different religious cultures. Additionally natural value can cc
value. The landscape, or the setting of a site with cuiurabattribLges. $\
heritage may ha®DMIDS (China, 2015)

The Nara Document on Authenticity was written specifically to addre
authenticity in cultural heritage management. It acknowdedgesl that at
in different ways, and not based only the Western focus on material
intangible values, cultural diversity and all aspects of belief systems
consideration. Nevertheless, the Narargarmearlizedsastficonhis

has in some cases led to its use for the purpose of nationalist ideals
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Protocols, was written. This particular document was written specifice
from thetsubt | e : 2 Professional gui del

sites in the context of the cul
separate from archaeological sites, momgseets, Udyhor $2694bditdls tl
misleading, as he considers the cultural landscape to be the umbrella

Tayl®2006 defines cultur al | andscap
people have setidel],anattéred over time. These landscapes are cult
everyday landscapes which surround us and in which we conduct out
of human intervention in the natural landscape and, fresent aaleesrd o
and ideologies. In this way, they do not simply represent evidence of
the landscape and thereby reflect human interrelationships with oL
inextricable and coherent palrt of aun idtellecwd t ur al bacl
literally an imprint of human history. They can tell us, if we care to
something about the achievements and values of our predecessors. |
are sylalod who we are and can serve to remind us of the past. Becau
and present actions, cultural landscapes are a product of change. Tt
which in turn reflect evolving attitudes towangsrtast |Hratseepkealinito
interpret cultural landscapes as living history and as part of our natic
wealth of evidence of our social and material history with which we
val ues. p

Both the NaratdaedrtrenHoi An Protocols recognize that authenticity r
while taking into consideration diverse cultures and should be specific
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As mentioned above, UNESCO also produces charteheritagejde in t
often toget her -gevemnrmentd @GtENAISal organi
dedicated to the conservation o
since 1965 and has about 958tienendevieodamtholarly backgrounds
anthropology, archaeology, architecture, engineering, geography, h
planning. These different groups work together to solve conservation
very important role in agigpegtiesishould make it on the World He
(Timothy, 2011, p. 189). ICOMQOS evaluates conservation policies
collecting scientific data and helps organize international conventio
cultural heritagreolgpctives include:

1 growing the ICOMOS national Committees

1 defining effective management approaches for cultural properties

1 developing training programs on an international level

1 enriching the ICOMOS International DocumestahtishDgné&reiceBar
library dedicated to architectural heritage

| counseling UNESCO about the cultural properties to be included c

1 reporting on the circumstances regarding conservation of the proj
the lilCOMOS, 2009)

Another important organization is the World Monuments Fund (WMF
World Monuments Fund, u.d.). The WMF is a private, not for profit
established in 1965. Devoted to presguormgamistonituaicieritage si
throughout the world by means of research, advice, grant giving, edu
connection between public and private stakeholder.
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Thailand3s conservati oommy € nen
Conservation in Building with H
and subsequently “~The Committee
Monument i n t he 3)Radlandals@haossveral |awsiil
related to conservation. But, as Natta&2@Epomtand, kmergyadaliGes for
conservation of historic towns is not clear, despite the many laws, inclt
Ancient GbjadtObjects, and National Museums B.E. 2535 (1992 in Gr¢
The first version of this lanmeasafpakuh92adher applicable law is the
Enhancement and Conservation of Nation EnvironoretaahQsmlity Act :
two, the following acts are mentioned by Yodsurang (2013) the Urban
Control Act, the Local ordinance, £0)3wivdschat dpador conserving
buildings, the following criteria areheiedarssddondsevation Committee i
Association of Siamese Architects under Royal Patronage, ASA (Assc
under Royal Patronage (ASA), n.d.) : Buildings must be of great aesth
of great hibt@iwa or of great impact on society in general, buildings mu
old, buildings must be at risk of deterioration either by human threats c

Marketing heritage tourism

Tourism based upon heritageapyrtheln lo#ndetytpes of tourism, since he
unique to a place. But heritage is vulnerable, since it is irreplaceable, s
sustainable, and development must also be sustainable. Toatong (20C
follows:
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"~ Sinablé taurism = a tool to improve the standard of living-of the loca
planned strategies, in order to ensure survival in the long run. It also p
community to learn from tourism andessuoktsafmog), hegpteccan take a
active role in conservation and protection of their environment.

Sustainable development = a concept concerned with focus and scale
depending on local conditions. To achieve sustainable development, t
a delicate balance between conflicting eubsomad,ezpuityoobpectiabsa It i
combination of economic growth targets and human development per:
key tool for the enhancement of the quality of life. Further, it is a provis
improvementand ldeir ng f or the | ocal comn

For sustainable tourism to be successful, much of the economic benef
has to protect not only the local cultural identity bilibatem¢he@ét)ral en

Charoenwa@t@sdetcribes sustainable tourism as an industry concernin
while providing protection and enhancing the site and setting. Addition
items of cultural significance, such as hist@ibstiasagellaesofiabtrat a
requirement is to use the built environment and natural resources wise
Wannalert (2004) specifies the following guidelines for Sustainable Cu

1. Resource Sustainability

2. ReducingdOmsumption and Waste

3. Maintenance and Diversity

4. Integrating Tourism into Planning

5. Supporting Local Economy
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6. Involving Local Communities

7. Consulting Stakeholders and the Public

8. Training Staff

9. Preparing Tourism Information (Marketing Tourism Responsibility
10Lhdertaking Research

Place branding can use marketing of heritage tourism to transfer the n
and identity to the potential visitors. The marketing can work on two se
nation brand, and theltagevattraldtiens (Timothy, 2011, p. 276). These r
campaigns should be aligned to avoid gaps, which will hurt the nation
however much more than just marketing. Marketing is discussed briefl
tha just a slogan. At times, a complete image overhaul may be needec
unique characteristics of the place, and it attempts to strengthen positi
images, often by desijaseyl seqmEmngmesdssid place brand, the servic
quality, infrastructure, produce mix and policies should all be coordina
brand, culture, are, cuisine, built heritage, natural landscapes and the
should all be texecoimnt, and the approach used should be founded on
empowerment. A World Heritage listing can potentially enhance a plac
according to Timothy-£22®) 1ther216 no evidence to suggest that such &
increases the number of visitors, unless the place already had infrastr
access. There is also the possibility of oversized expectations and cor
may lead to a loss of authenticsiplgrabmimontysipgshe very values, whi
the reason for the Redwptip@ {14

Timothy (2011, p. 282) gives an overview of marketing. It is summariz
difference between marketing and brandith¢hd karrabléstihgtoanibe
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manipulated. Originally, marketing the onp e §[or alzlageptive 4flace and
promotion). Nowadagdel 5 considered more accurate (product, price,
packaging, people aihd PosifistiRrgstands for Product in the case of het
of offerings that visitors can choose from at the destination level or the
available at a particular site. This includes relics, ihtegtaétive programs
members, the image of the place and the support services. The secon
financial elements. It is important to receive value for price. The third F
These include specific effoltislitagraaikeztjsmg, promotional media and ¢
marketing activities. Essentially the. communication aspect of the mark
Place. The place of events and distribution of product. A newer viewpc
Placeust not only be an absolute location, but also how is the site or si
factors or places. In other words, the convenience of the location, sucl
The fifth P in the model is Peopleetwige peoaidieesecaresamers and the
people. In the heritage case, these should include site managers and
heritage tourists and other intermediaries, such as travel agents, ticket
transportation/lodgingnsauddlengue it also includes the local population
or tourism location. Timothy (2011, p. 282) then defines the following -
Packaging and Positioning. But, instead of these two, ardeksion of Pl
IS more common. As the first alternative, the sixth P stands for Packac
product or service is presented. First impressions are very important fc
Visitor experience is also heawyaffphetadpyitby dress and speak ant
friendly they are. The seventh P is Positioning. Thinking and decision
' s positioned in the minds of e
to worffchmouth. Positioning necessitates understanding not only what tc
think about a museum, heritage site, cultural event or historic house, k
positioned in relation to other comparablestaitifacisnshénsiikendecond s
Process. The delivery of the product or service. In that model the seve
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Evidence. People like to receive something that evokes senses or mel
received. These cas, loe spiguenircket receipts.

Azevedo (2004, as cited in Bouchon, 2014) defines three levels of ple
communication:

Primary commumieatoe:d on t he pl ace3s att
culture, which animals are present and attractions.

Secondary comnaamediyomarketing professionals and urban tourism
brand personality of déasfinagidetiDgghas tremendously changed place
allowing for a systematic use of websites and a reduction of costs.

Tertiary commuthieatiea: obWardth, reputation governed by media, inv
residents and visitors. ¢oistrodtodindiecial place marketers and advertise
also a consequence of the increased power of the digital age.

Cultural Tour@nallenges and Benefits

Moulin (1996) def i nes \welinddrstooda |
that cultural tourism is based on cultural resources which are very se
economic activity, which uses cultural resources, enhancement and
way. d On t he p@Qa)btate it chnaatsa he a e, itof bi
heritage resource and its surrounding community, due to comm
modernization, development and loss of traditions for example.



66

Tourism is classified as an invigihbte ahkporivordesan industry, which d
transfer goods, but mostly services (Timothy, 2011, p. 15). Although |
Tourism Organization that domestic tourism is also an invisible indt
exports invbBleaekstic tourism is also important for cultural preservatiol
maybe even more so. From a branding perspective, nation branding
actually involve different actions when compared tol deYdatidnal br:
Tourism Organization, United Nations agency with a focus on sustain
and ethics, defines a tourist as anyone who travels away from home
more than one year (so even pespiesstw tavyetfsoinl reasons) (Timo
p. 385).

Heritage tourism encompasses a multitude of motives, resources, an
for every individual and every place visited (Timothy, 2011, p. 4). Exal
different groups, are listed below-@5jnothy, 2011, p. 33

Schools and youth grou| Education

Governments Patriotism and loyalty

Community leaders and Encourage people to move i

Used as high standard of livi

Local businesses may use
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names, to sell.

Build up community pride.

Visitor motives and exp¢ Social

Personal (exercise, sightg
emotive or spiritual experie
for businglssed reasons wbe
has something to do with cu

Educational reasons

Table 11: Various motivations for heritage tourism by different stakehold

The most important reason for visiting tourist ks sdoutxberpasteand
to seek an authentic experience. Quality of visitor experience can be
including crowdedness, aesthetic appeal, correct interpretation an
Accessibility can also beapraiesn(iomothy, 2011, p. 337).

Mass tourism is generally considered to be bad for heritage sites, bult
tourism is usually considered fine with tourism, since there are smal
more educateitheMssge all types of tourism haweltumglacconanmoand

physical environments. Some examples of such social and cultural
(Timothy, 2014L57)1%here can conflicting use of social dpadeioThe tou
cultural changes. For example if locals copy consumption habits and
the potential to permanently change lifestyle, dress, food, family relatic
culture. Tourism can lead tdficaltioralasowetiodhis can appear in differe
"packagingu heritage for touris
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Additionally, tourism development could lead to forced disptacement
Is a change that disharmonious relationships will form between reside
destination and tourism.

Examples of positive social impacts of tourism also exi&b&)ough (Ti
Tourism could leaddblestestiv@gclining elements of culture. Secondly, <
improve in the tourism destination. Additionally, tourism can provide
saving historic buildings. Furthermore, social empowerngrfocan be o
the good of the community. Moreover, tourist can provide a motivatio
and it can encourage the creation of new art.

Natural heritage tourism can usually be found in raestactesd, avidlés mc
cultural tourism is more common in urbaboareh$ lamotisy|e281dlape 5)
Nevertheless, at least in Asia, the natural and cultural heritage are
Thailand Charter on Cultural Heritage Management.

Culturalthgel tourism includes buildings, living lifestyles, ancient artifac
and culture. Cultural tourism and heritage tourism have very few differ

p. 6).
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Examples of tangible cultural heritagearesablétaiyr atwaistions, such
battlefields, museums, cemeteries, war memorials and military install
can become a form of tangible cultural heritage tourism. These inclu
where famous geopdeneteries, sites of mass murder or torture, conce
prisons. Furthermore, historic settlements, such as historic cities, red
and rural settlements are other examples of tantgblenculitarsdXaardge
of tangible cultural heritage which can be used for tourism, are at
buildings, including ancient ruins, archaeological digs, castles, chu
museums. Additionally, industridl atirdot&asrailways, mines, quarrie
and breweries. Even religious places can become tourist attractions,
mountains, rivers, grottos, temples, church headquarters (Timothy, 20

Examples of enfamgiide tourism, include tourism based upon arts, inc
handicraft skills, foodways and gastronomy. Additionally, unique lang
attraction for tourism. Folkways, such as dress, fafolkigrenatitbds, f:
stories are yet another way of intangible cultural heritage, which su
music and performing arts, including dance, music and opera, are f
tourism. Even religion can be asconhbisobédiefsympractices, ceremor
gender roles, for example. Sport, the way it is played, unique rules or
attraction based upon intangible cultural heritage. Finally, festivals a
fests or food festivals are cultural heritage, which attract tourists (Tirr

A heritage tourist can be classified as serious or casual. Serious heri
which are either educational, meaiimgfthnabpispirdnabf tnese. Casual +
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visitors tend to go to museums, art galleries, archaeological sites an
addition to the sites which are the main reasons for travel (Timothy, 2(

Every place has heotagjeisbsuited/interesting for tourism (Timothy, 20!
still be useful as a brand identity of that place, but it is not always suite

Visits to outdoor places, can be ranked in four Bieeh@laindl Rrealicef c
1997):.

Level Examples
1| Activities Visiting Heritage Attractions
2 | Settings Beautiful, interesting or educational viewing
3 | Experiences| Physical, relaxing, informational or educational experience
4 | Benefits Increased knowledge

Table 12;: Hierarchical Levels of Demand for Outdoors Recreation

An appropriate heritage conservation plan, combined with a good pla
possible for cultural heritage site thatlbaiepfrdsesdcdvels are we

Sil berberg (1995) <c¢laims that a
points: Firstly the perceived quality of the product or service. Secor
product or service. Furthermore, custbfaetsewitehattéteteniaes the gt
of the cultural product, as well as sustainability. Additionally the ext
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service is perceived to be unique or special contributes to the qual
Moreover, convameangarove product quality. On top of that, commu
capabilities are contributors to the quality of the cultural product
commitment and capabilities. Note that several of these points are
conservation strategy (such as 1, 4, 5 and 8), while the other points «
branding strategy. But a good c

The main benefits of an effective and strong brand stratgggein relat
conservation and cultural tourism are listed in detail in the following t:
benefits of combining successful place branding, cultural tourism and
Appendix 1 lists a selection challeblgessfamnd in literature and case
suggests the role place branding strategies can improve the situation.

Benefit Why? Reference
An informed and educated society or
community will make wise decisions about
protecting angbreserving resources that
define the very essence of their culture ang Azman, N. et.al.,
Education society. 2010

One of the most unique experiences a visit
can have, is a cultural experience, since it
genuine experiencastead of a constructed
experience. The preservation and

Benefit to the National conservation of cultural sites will therefor
Brand Image benefit the nation brand image. various
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A heritage site might produce economic

values in the form of the market value of th
site itselfand income generated from Snowball, J.D. and
Economic Value tourism, as well as intangible cultural valugl Courtney, S., 2010

Heritage tourism reintroduces people to thgq
cultural roots (Donert & Light, 1996;
McCarthy, 1994)and r ei nvi go
Increase Interest in Culture | interest in history or culture (Squire, 1996; | McKercher, et.al.,
and History Tourism Canada, 1991; WTO, nd). 2005

Further, culture as a tourist attraction can K
a power ful force in
historic, cultural, religious and industrial pa
should be conserved (see for example
Harrison, 1997; Frew & Shaw, 1995;
Encouragement for Brokensha & Gruldberg, 1992; Nolan & McKercher, et.al.,
Conservation Nolan, 1992; Simons, 1996) 2005

Table 13. Beneaditsuccessful place branding, cultural tourism and culture

In the case of Ayutthaya, around 80 percent of the local community
tourism. There is one problem specific to this Eiiaj dsedrs theddedals
towards the temples. They are treated as spiritual and patriotic by the
hand do not have such feelings and for them the temples are more of
has led to an inesrbgenightstabs gnd Ongkhjuap, 2012

Heritage tourism can be very highly inclusive where multiple types of
(Timothy, 2011, p. 484). One example is when religious tourism alsc
tourism (hyn@011, p. 392): there are at least four areas of overlap. T
meaning of a religious building. They may be religious in nature to sor
A second area of overlap is related to helyypewes sdbesk pEmaEsg an
such, they are heritage sites. But simultaneously, they can also but
Similarly, such overlap exists for rituals, ceremonies and sacred expe
spiritual heritageetdevotees, but rituals and ceremonies form a part c
heritage picture as well. Finally, traditional pilgrimage routes, are imr
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modern pilgrims, but also for other heritage toursts, $dahyastispoforn
tourism;tegosmtagrism, educational travel and health tourism, are ba
inherited from the past, and therefore they have them in common with
(2011, p. 4ageds)evesaihadt eist: 1 sSinmoptl ya l

To cover all the different fields of expertise encountered in heritag
universities have recently attempted to cover these elements in their |
heritage management, cultural studiesomsrsiadbandenispology. T
courses also have components related to conservation, visitor manag
and archival research are all important components of these courses.
IS to have culhgrdlesoperated by people with knowledge of theoreti
authenticity, scale, politics, and place attachment, as well as mor
interpretation, marketing planning and conservation techniques (Tin
following trends need to be considered very carefully by heritage touris

| authenticity

| volunteer human resources

1 nature as heritage

1 crossrer between heritage and other tourism sectors

1 heritage trails and routes

1 demographic changes and demand

1 hetage education

1 unconventional resources and locations for cultural tourism
1 crogmrder resources and heritage

1 national identity (Timothy, 2011, p. 473)
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History of Thailand aramigoriedements of Thai ruins, palaces, temple
historic buildings such as traditnanalrbbibsesire and Thainess

Some of the literature review includes finding information on the histor
(Aasen, 1998; Panitchpakdi, 2016; Wageman, 201@ycmtettaranique e
(Chitranukroh and Buranakarn, 2006; Horayangkura, 2017; Kanitpun,
Mertens, 2012). The definitions of what Thai architecture is, not consis
book, but t her eThangss,sngimlee deserieed dsa pl
awareness of oned®s identity as
cultuidhler, 2010 " Thai nesspu often has a
architeire, because of historical reasons of nation branding by using W
elements. But, there are some elements of Thai architecture which cau
Thaimess, without the political meaning. They are discussed below.

Horayangkura (2017) defines five fundamentals of Thai architecture:

1. Abstract characteristics of Thai architecture include lightness and
spaciousness, enclosure, shadiness and coolness, brightaieds versu:s
tranquility and quietness. These abstract characteristics developed t
Thai spirit, which was influenced by the conditions of tropical climate a

2. Nabstract characteristics of Thai asiitectwiecinaundard a harmony
nature, and being an integral part of a naturabseiinghAcduhtenmstlts |
include gaining more green areas in a landscape layout and in enclc
garden. They wilchedpetenvironmental sustainability and conserve er
used in the vernacular design of traditional Thai houses incorporat
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included because of the design regarding climatic protttoonrand the
space and the presence of an enclosed courtyard.

3. Aesthetics. Traditional Thai roof structures feature a graceful cat
structural limitations for the application of such a curvilinear style, so
modern context. Also, decorative features, originally found regularly
architecture requires talented workmanship. Therefore, buildings are
and with fewer decorative elements, in the modern context.

4. Symbolism, such as iconic images related to the widespread belief
both traditional and contemporary architecture. The belief in reincarna
a part of daily life. In architectureicie cafaaicaas rsjafichedchmgble
roofs, spired roof strushamesd lotosfs and a pool as a source of w
representation of the cosmol ogi
Thai architectural designs

5. Thainess reflects the Thai spirit and nature of the Thai people. Tt
history of a changing Thai society. The formal uniformity of structure:
common in vernacular and modern Hinadanthissctfreolbhne ia another f
of Thai architecture. He suggests this is partly the outcome of the joyft

He then suggests based upon his findings that the symbolic reinventi
than theidcapplications of conventional images. Furthermore, priority
enhance the strength of the relationships in the community and the
architecture should adapt to global warming, teahglologlyissyseeyvement:

Jagoonchorn and Horayangkura (2022) expand on tiAdstkmsttact ele
characteristics are the basic characteristics that express Thai identity
to today, that have occurred a@ntcaeptdyl doydThai society as spac
includes several elements:
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The first element relates to lightness and buoyancy. Typically, homes
water, supporting a large roof, with a raised basemeritlifigasing above
located on the water or near water. The second set of elements is all
openness: These elements are based on tropical and humid climate 1
transparency, such as appearing in dve @tivirog spacklovitih an open
space, balcooyteeameaggemspace. Thirdly, enveloping is another elel
architectural enclosure factors such as enclosing the central area witl
set of elements are T$tesdyelmobnts are also caused by the climate c
way of life by creating a shady atmosphere and cool feeling in a natu
trees, the coolness of the water source and the wind that blows throu
includes Thai wisdom in creating comfortable conditions by using nat
elements are related to Light, dim, dark. The continuity of brightness,
darkness are also elements of Thaiesthiéaderdity inzcladdstwisdom ir
placement of buildings causing the perception of light that creates vis

Jagoonchorn and Horayangkura (2022) alsalggirantd eteore alestal sty
there is the patteafs basatluen coexistence with nature. Popular loca
and architectural construction in the traditional ways, making referen
with trees and water. In order to solve the problem of climate impac
harmony and beauty with natural conditions. Secondly, there are styl
green area/vacant space within buildings or the community is char
changes from the past to the present byeachast@iggatfEstyiegctmtéx
factors such as giving importance to green spaces aiadbsitéization. /
element are characteristics that show Thai wisdom. Characteristics u
the rain. Space chaanbetstios,isems | d e : a ‘~grey

courtyard. All three characteristics are inherited from the past, bu
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appropriate current social context in a variety of ways. Finally, conter
ca be used-abst@att elements. Identity comes from the traditional cl
according to the limitations of several factors such as: (a) condi
environment such as the climate and the teactor. iSUudbaliynavajlabl
resources. Thesefaciodessudh as materials, labor, technology, and sf
the local people. The final factor is the process of creation, contir
transmission of one gestbEtion to a

Furthermore, Jagoonchorn and His@ysstiieich§Pa@@)istics of beauty:
creates satisfaction for viewers and users. But, the meaning of beaut
because each person has diffBeaityataesdeydefmed and impacted in
ways: Firstly, factors that cause beauty include the location and the p
simple living space compaosition, shape, proportion, selection of mate
selection ofrféderials. Local characteristics influence color and beauty,
style. Selection of modern materials according to needs of modern sc
architectural works. Secondly, as far as characteristicéneSbesuty are
often found in the roofs of Thai houses and temple buildings. Yet ano
beauty, is by looking at the distinctive features of beauty. Refinement
represents one of the beautiegioutharalut&ctareglthe level of detail is ¢
But, in more modern architecture, there is less detail.

Jagoonchorn and Horayangkura (2022) also ex@gmhlé&csymbolic ele
appearance reflecting general or relicpous beicsite tsnrasaning of The
identity. An example of the appearance according to belief is that a re
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about auspicious direction of the building in the layout of the architect
importance of facing deectionlass significant. An example of appeara
communication: is that the symbolic meaning of the Thai identity is be
Specific symbolic patterns such as tops, lotus flowers, gables, can ha
nuancpewers, and meanings for the community and quality of life (Hc
as citedagoonchorn and Horayangkura, 2022)

Jagoonchorn and Horayangkura (2022) define Thainess as a cultural
accumulation of Thaiichavdltadjustments or modifications to suit the |
has changed according to the era. It involves spirituality and persona
between formal Thainess and popular Thainess. The parsnality of T
and cheerfulness and fun, should form the fundamental factors, play
a variety of shapes and colors in architecture past and present buildir

Warren and Invernizzi Tettoni (2012) implies that Thatudtyral has its
history, nature and traditions, as well as some foreign influences. Sth:
state that Thaitandpsriatuochliteygd]
and rur al roots, its rich mixtu
also be traced in its architecture. Kanitpun (2004) considers Thai at
intarime elements (space, volume, proportion, scale etc.), and the tan
roof, floor, ornaments, material, houses with a high gable, an elevatet
courtyard etc.). Thai architecture, witd its dygeamEationmisaa functior
human behavior, social interactions, economics and the environment.
a visible aspect, an architectural expression and an invisible aspect, ¢
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buiin cooltisystem is developed through the repetition of the visible. Tt
used to maintain a social hierarchy. As an example, you can think of
the elevation of the platforms between diffamahthons®s limkithg tnadit
together. Chitranukroh and Buranakarn (2006) note thawdbe traditic
i nitially created from Thai bel
common human contact pomisepft@yguesabody and mind. Consequ
buildings and the surroundings were plentiful in their display of visibl
tastes, touch astgentsidThe entire system of appearance generatec
Traditional ThailAi t ect ur e . p -sultddifos sema@yk beasdin
strategies. But it is also important from the point of Identity. It is not re
decorative elements for the conservation of ST laigaeshiteeturad adgimi)
sentiment is considered. The following six perceptions should be pre
considered “Thai . Firstly, t he

perception of sound, inefutimglabets noisy or quiet. Thirdly, the perce
has to be preserved, including the smell of incense or flowers. Additic
whether a place can be considered sweet or hot shoate bleepiasterved.
IS not the taste of the tongue as much as the taste in style or beauty.
touch, including whether the surface of buildings is smooth or rough
mindbjects should be presgrwethecladiritem, place or building is be
sacred. This expands then into the surrounding areas of the structure.
will produce different sounds, flowering trees would cause scents, col
which were often used during the day, but houses, often used durin
Chitranukroh and Buranakarn (200
Thai Architect ur ewtwachievdbaacendaitable Iife
hehumid climate with a rich natural environment. Therefore, living with
the former traditional Thai Ar
modular, thus eparad tor exove. Floors were raised to prevent pests or
lot of damage. But symbolism is important too in Thai architecture. Tl
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upon symbolism. Elevated spaces represent a raisetiarainerefifee mir
i n social value. Symbolism al so

Some publications focusing their research on traditional houses: (Jom
Pintong, 2014; Pintong, 2017; Wongphyat and Suzuki, @Q088). Wor

demonstrates that the “traditioac
current trend of changing living conditions of Thai people continues
present, when alThaiow.seBhevealean

caused by changes in thrilhataliadnsioemmnomic conditions. This appes:
hard to define ~ Thainessyu. But ,
functionalibe aannot solely be the reason why architecture is conside
(20)2ists several causes for such changes over time: environment,
cultural organization, nation buitdihiicadffooisflicjeocand gromtbmi

Furthermore, land had become more important than water-over time
houses, missionairy style bungjdevaaiiatidestdrnildings. Panitchpakc
studies several generations of traddiodéd tlaahtradsansfer of cultural
over time could be done by adapting traditional wisdom to modern |
transfer of both the tangible
refers todaing the architectural style that conforms to the topography &
being comfortable for living and energy efficient; (b) Having a commc
instead of living individually; and (c) Using adnénabéeesehaqpesd ahtw
modules for new adaptations. (2) 'Intangible' refers to (a) living frug
transfer of the culture in the process of living together as an extended
with support forratisanrs & i | | s whi ch are curr
Housepg Pintong (2014; 2017) sug
defining “houseypu, but ind sdie thel C
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tangi ble superficial decdroampi v ¢
(windbreaker), or a streamlined gable roof, but rather in the profound
the sense of living equilibrium melsttoresnpticd mdeire human and arc
such as the ability of sufficiency and sustainability of architecture for i
change of both naturehah@dmaa nvi r onment i n t h
thattoedef i ne Thai h o u ¢ean devslopmentoof Taai
architectural wisdom that lies in the creation of the equilibrium of the
air, fire) under the conditions and limitatibns ®fpplkace,eime, a Ra m
that the adaptive redesermmyd@itategy was the main feature of the T
house. They were traditionally needed in case the house had to be re
features inclugianwslagdtlining wallspiechegh, curved gable roof with long
combined with an overall structure of inner rooms, open verandas anc
entire structure raised on stilts. The featureslmnatedsity gebgrapbry, s
well as social and cultural values in Thailand. Such features are mol
This adaptability increases the lifetime of the houses, and reduces wze
be needed for new chissinadétenthiEm environmentally sustainable. Bu
the conservation of culture, such adaptability and modularity can
contemporary architecture. Ramasoot (2013) describes five key attrib
thee is the prefabricated structure: units have interlocking joints which
Secondly, the house is modular and neutral: modifications are easie
neutrality, so that any modifcations ansslgkitredaryeasiiyninor details
exist. Furthermore, the presence of the central terrace{isigouster attri
area, but also interlinking the modules and harmony with nature. Adc
function uaesimigle room: this eases the adaptation and modifications
Thai houses have spaces available for potential infills and modificatiol
the terrace can be filled in or expanded, e gpacadvibicharan Feaalda
or modified. De Wandeler (2012) points out that the vernacular heri
diversity. Part of this is caused by the adaptability described above
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geographical differenttes regiaieenn the central plains, the Khorat pl
mountains. The climate was a factor too: there are three distinct sea
warm season and the monsoon season. Additional contrilitors to th
ethnicity, differences in belief systems, and patterns of migration ove
such as bamboo was often used in or at the water. The stilt houses \
structure, but often with thatched grilssseoofistesraWwblises allowed

modifications and disassembly. The functionality of the structure wa
climate. The central terrace and the roofs would create shade, and the
temperature différerroediops and eaves allow for protection against n
provide easy collection of rainwater below the platform. Additionally
allow for extra storage, and protect againBiedusanadd@ife241id floods (

Bunnag (1995) discusses the details on gabled doors and windows ¢
the prototype Lopburi design, and the later Maheyong, Kee Lek, M
Lingkob style and everaldraheusted stittsotHmliow formulas or rule
Interestingly, one conclusion was that it is impossible to place a spec
So, there was an overlap in styles. This was seen as a characteristi
history, aswtglase not ~ i n fashionpu or
suggested reason was that the religious buildings were not seen as
admired, but as an object of veneration, wheretlsgmlbaofiameasatatmne. in
Buddhi sm has undoubtedly a huge
rel i gious architecture. But Tha
royal rites are performed hy, Bradhbarst giribe biggest festivals in Thaila
Krathong and Songkran festivals have their roots in Hinduism, and
Thainess (Agarwal, n.d.)
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Phongmethakul (2014) discusses what modern Thiag identilydss Tthrou
Is obvious that this term is already controversial and not easily agre
architects claim Thainess does not exist or claim it is nonsense or un
leads to corruption. Yet ofisrs iokigadoot Thai Identity is more im
Neverthel ess, the study <concl u
referenced in different ways such as the way of life, beliefs, wisdoms
spirits, hemndsls, and respect of nature, etc. However, the modern Thai
general architectural works such as schemes, solitary pillars, elevati
eaves, titled walls, encircling, transparencgesideabdiopsolsptartsp
contrasting color s, or even wi
2010; 2012) hypotheses that the traditional Thai identity applied in cor
suitable for modern Theheouiety, F is stated that a new modern The
il dentity should be created to

reviewed in that research project and some suggestions were made
denti t y.: “"for exampl e, t he gene
the establishment of an Institute for Research and Development of
|dentity, the stimulation of concern for réEstitgnanbagspppditiand sg
enhancement of those with outst

Yet others discuss the relationship between architecture and identity
2003; Timothy, 2011). Abel (2Git2) ptmteatiangal style of architecture
di fficult to -dueimageseot nationalridertity wilkk fod
comfort in the ambiguous piculteraf thituermes and transformations t
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make up @@ a | architecture.’ Thar av
harmonization of modern culture with Thai traditi®icentichveterea in
toglown planning approach was used by the government to introduc
Thailand to combat the threat
emphasis of the design projects s celatedaatwo.maih i r st | vy,
up?3 pl anning which encourages
problems in their own environment; and secondly, the more abstrac
beliefs (esphcallyy al ues of 2pure?® Buddhi
culture before the arrival of westerre owets inAhe iscaith r e g i
bet ween tourism and heonce tauisgn C
becomes an industry and a commercial activity, profits become the dr
activity or cultural product, or form of performing art, appeals most to c
this way, cultural treasuresdare trandfoom c ommodi t i e s.
contrad ven t hough t hel§89statesrthatansmoder sime
Thai artists have been faced with the choice between a need to be
confotm national identity and preserve traditional values. He claims
dilemma, there is no dominant style of uniformity in modern Thai art.

Gamache (2010) discusses localism vs. nationalism as anagsis for the
traditionalist temples in northern Thailand. Even though beth temple
traditionalist style, combining both contemporary and traditional infl
different approach towards nationalism ahdiiosaéans: tdVardRootg En
support a more conventional and institutionalized version ef national
traditionalism. Chalermchai Kositpipat wanted his temple design to be
Buddhistat¢hakitprakardQiMdat Pa'O Ram Yen on the other hand i
traditionalist, but is more about localism, using an engaged form of E



85

interractions and promotes a connectness with nature. Not only is the
localism, but also by globalism: Abel (2012) states that national id
architecture nowadays,-culutaltimagaosand transformations over time.

Case Studies
Malaysia

Mal aysi a® s = expert seenfasa dasfinatorabmapdang, g
words branding towards visitors. But, within the campaign Bouchon (:
branding towards locals also occurs. Nevertheless, the success of th:
the regional bsathdirthpe country branding campaign. Bouchon (2014) |
since 2010, Kuala Lumpur has tried to become a competitive global c
Transformation Programme (ETP). Whereas prior to 2010, it had mo:t
multcul tural and colorful touri st

When attempting to brand itself, Kuala Lumpur has a few challenges
(2014) lists the following challenges. Firstly, sgobalzihfiatceaorehede t
identity of the place, if globalization results in development and stand
can also present a second challenge. Globalization causes encounte
economics, culture and idaetgresndtiee gl Muslim countries may opf
more liberal values held elsewhere. This can lead to conflicts betwee
final challenge mentioned by Bouchon (2014) is the positioning by Kt
branditha®to def i ned as i1 ts own brand
identity and image. This can be a benefit, but also lead to challenges
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‘Ma |l ay s ibrand cam beladthyendfess iaraiticotttrealjdroyical,
Islamic, liberal, developing, etc. When Kuala Lumpur attempts to brat
so for tourism purposes, it also wishes to create a set of ideas, impre
perceptions, that individuglaretbupposed to have, in the eyes of the v
Kuala Lumpur, grew from a Chinese mifdagteeftientiemnietitogpdls is
today, with modern tourism infrastructure, good commerce and nightl
has 6 mileople. Kuala Lumpur receives about 35% of the internatione
million i n 2011, around 1 mil | i
rooms, 43000 units. But, there are plans to add a2@latjditional 80000 (

Morgan & Pritchard (2003, as ci
should form the basis to build
shaped contemporary MalaysiaMudslceiniendtyiatale promoting a
multicultural society. Over the years, Malaysia tourism development y
Kuala Lumpur, as it was left to be a commercial hub. Instead, the gov
rural areas developrhastabiathdeitelopmeitdumsathAstdhitionally, the
cultural and ethnic makeup of the city is different: it has a Chinese me
side is more Malay dominated. Nevertheless, the modernization and
the 1990s were attempting to solidify the brand of the city as well as t
modern identity. (Bouchon, 2014). In 1999, the Malaysia, Truly Asia
become an unofficial national motto. Ihgsideddyseesedamnoats inclu:
nature (Bouchon, 2014). Some of the images whaitthralcampaign pre
diversity, Culinary diversity, Nat@exyvidedéifitkytranding of Kuala
Lumpur is integrated in they nattohaifuhagerdiverse place, with a varie

cultures, customs and cuisines.
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Current development planning of the town, includes qualitative impro
and transportation, as well as improved tourisatarelsaganatkofferings
branding strategy for Kuala Lumpur does not exist, so the popular na
Ministry of Tourism controls th
tourism budget is very small. Theulglarbioqulitucambe a pull to some
but is often also mentioned to request cultiMasEpprEtoase Stisl silbhnor
is a big factor for the identity of the town, both in case of architecture,
as in foofmsadition, culture, customs and crafts. A containment policy.
rules for visitordvulimoaitizens, is recommended. But, some conflicts
resulting negative branding are not entirely ucasOidiids, dgassaimple
yoga, or rock bands, cancellations of concerts after conservative grot
2014). Despite these city branding efforts ongoing, and despite good
t h e -oonfilepct is nosRelgideets.have mixed feelings of pride in tl
achi evements and they also have
cited in Bouchon 2014.). The city sees itseffleEsnezbindis cutiticallas
soge of influence. The quest for modernity is motivated by a desire tc
addition as not liking the heritage, as represenacoliigidgaplis@dioelo
political influence on the desired imadiy i®|beijsatteairee (Benichon,
2014).

Kuala Lumpur wantsgimlbahbtg@cd However, there are conflicting exp
and thus the city lacks a coherent image (Bouchon, 2014). Kuala Lun
different cultureandhdasayuage is English. But, Kuala Lumpur has a v
speaking population as it is one of the largest Chinese cities oversea:
community, a network of Chinese school, media,-spedkirsinesses. Als
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comntyriias also a strong presence in Kuala Lumpur. The Islamic infl
already strong due to the Malay culture, is furthermore reinforced witl
businesses that have flourished in the past decade.liethmioraamgdbour
as tourist sites, such as Brickfields (Little India), Petaling Street (Chin
(Malay heritage) (Bouchon, 2014). In such the cultural diversity is cels
IS important to realize that fasiburdt@onnmalinities, as it produces the e
the place, which is a major contributor to the brand identity. Kuala Lu
historically been a Muslim and multicultural globalized city for more tt
form theslfas a redefinition of the Malaysian identity, given the aspirat
(Bouchon, 2014). There are various hurdles in recogitizisigtkisiala Lun
Firstly, there are functional hurdles; including itsgeiilees iy, its ecc
there are institutional hurdles, such as the administrative division. Ad
exist. For examplejnthemeddip. Furthermore, cultural hurdles, such a
exist as well. Finally politicagbuotiessatue to censorship issues (Bouc
The place image associated with Kuala Lumpur is in part a mixture of
ethnic groups |Haysisideith a strict folklore. This is different from Sing
creatiyitylture and arts functioned well as Global city branding agents
indicators. These are not a realistic set of qualities for Kuala Lumpur
Lumpur, with its'multicultural and Muslim envindsitoest, ifEiendly tow
absence of a clear branding strategy, where the nationwide agenda &
competing, is the main problem for branding Kuala Lumpur. The diffe
hurt a Global City brand, as tteuditntiagidifferences in different ter
their past, and the sense of place of the neighborhoods, their ethnic r
towards the desired differentiation. This type of branding strategy wot
b r atremgéh §Bouchon, 2014).
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One way Malaysia brands itseNoohs id.Naktl. #d2410% )a Quranic
word, which means lawful or permitted. Specifically, as it relates to fo
standard, as prescribed MubinQsceltta,(et.al, OO et.al. (2007)
present findings that there are 11 factors, which could contribute to H

=9

promotion

place

attractive and quality

Halal certification

price

product samples

market demand

SMproducers

Halal certification to Muslim companies
differences between Halal certified and non certified
clean operation

=4 =4 =8 4 4 4 4 2 2 =2

Furthermore, the findings show that there are six factors that contribu
importance of Halal braneifupdintigt be attractive and of high quality.
Halal certifications helps the Halal brand. Additionally, market deman
needed. Furthermore, SME producers have an impact on the brand,
discoumiscing, etc, based dppa.busitnesanore, differences between Hze
certified amzkendied products and finally clean operation are the factor:
the braxidoh, M.N. et.dh 2007).the business antkcbahwietiveaHadal

industry has a market of 1.6 billion Muslims and an estimated market
billion (RM2.1 tNitioh) I1.N. et.&8h2abddgn and Md Nor (2006, as cited i
et.al., 2007) found that the atioerdfithplétakhicertification, had some i:
Firstly, there is the inconsistency of definition of Halal on the aspect c
Secondly, the introduction of the Halal logo by individual firms. Also, t
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sounaedslamignaled brand names. Furthermore, the rampant display
food operators to indirectly signal that the premise is operated by Mu:
foods. Finally, the lack of enforcement bydthi® do¢honsiesevofiHaigar
logoklgoh e.a, R@dh) et.al. recommend that policy makers, halal prodt
producers and manufacturers take into consideration all 11 factors mi
contri but e tspite thih & appearsthererare only six facis
contribute significantly, both positively and negatively, Mbath deserve
M.N. et.al, 2007).

Hussin (2018) claims the Malaysia, Truly Asia campajgaigmas very su
presented the country as a mixture of harmonious cultures, with intan
especially food heritage and traditional performing arts, as significant
The campaign defines the uniquarcaisset| divensggsastangible heritag
including food and performing arts, suchas dance, art and music as ¢
The main strategy in the use of
to outsidersathgsilsl is exceptional and unique because of the social, re
ethnic diversity in the country (Hussin 2018). Since Malaysia is the or
mai n et hnic groups ofainmAcan tlerefortbd e
made that Malaysia is a true and authentic blend of Asian diversity of
and festivals (Hussin, 2018).

Mal aysia joined UNESCO3s Conven
Only fourralifwoperties were declared cultural heritage: Lenggong Val
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and George Town, historic cities of the Straits of Malacca (2008), as
Gulung Mulu and Kinabalu Park (both 2000) (Hussin, 2018).

In brochures alagsiadyithe five cultural elements represented are: festi
lifestyles, traditional music, traditional dance, and traditional games. (
main ethnic groups. This is not only to display e ale@ter palitical her
reasons: the government wanted to promote unity. So, videos or broc
Malay and Indian food or musical instruments. The fusion of Chinese
especially useful as a unifyuggduliuagddhantage. Many other forms of it
cultural heritage are practised by the three major races in Malaysia (i
Indians) as well as the indigenous group in Sarawak, Sabah and Pen
the intaegibltural heritage of Malaysia has an important position in the
support unity, as well as providing commercial value for the developn
(Hussin, 2018).

Chela (2016) argues place brandirg, lsmsrse ot thkatefneman capital, ¢
and heritage, and politics) to create emotions regarding the image of
while some (export, human capital, and politics) are tools to build a c
the competition.

Cheh (2016) does not find evidence that the Malaysia Truly Asia slog

country?3s biaztad 2016 five factors tvdresinvestigated
potentially contri but ivantgge:texportsia |
political, human, cultural, -blaq 20t&). ®dm@e of these factors are descr
foll ows: For exports, the assoc
countrys3s i mage.i nFodrapeaxna®mpa ned, ii
Human capital is important because citizens can be the most powerft
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branding a country. People act as ambassadors and create positive il
Famous citizens,Is.chasath or actors can r a
influence communication channels through diplomacy and protocol. /
social or environmental elements to gain a competitive edge. The res
lacals are mostly influenced by culture and heritage, politics, and hum
advantage compared to others is achieved with political, human capit
element, including social benefits, politizaisamok écond o dstalfdictor in
building a country?3s branding.
shown as giving Malaysia a competitive advantage in this study.

Fan (2010) cl ai mbranding.Matatamerst,iwhich is i
clear disagreement with the other articles, which point out the unifyin
as well.

Dinnie et.al. (2010) investigate the coordination between branding ca
promoters, invagmaas and tourism agencies. The study involved inte
i n Japan, to see how and how of
coordinate. Itis included here in the Malaysia case study even thoug|
embassies were not mentioned in-the paper.

For nation branding to be successful, a unified message must be
stakeholders, to different audiences. Generally, these organizations
The result otitlyisslsbws that cooperation occurs between business o
organizations and cultural organizations. Formal meetings between
the embassy only happen once or twice a year, but inboanal. meeting
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2010). Dinnie et.al. (2010) identified seven dimensions of coordil
coordination with the public sector vs coordination with the private se
coordination with an organization in treoftbnagiaowvithy ars organizatic
host countries. Coordination can also be formal or informal. Further
can be centralizedtaalded. Additionally, coordination can be symbolic
nature. Furtheenfr@@yd¢hcy of coordination meetings can be either bas
or based on issues at hand. Finally, coordination will depend on v
businesses or consumers.

New Zealand

Ryan (2007) points out that mad@tiageachyitibsutisam Organization:
primarily funded by local and national government, elected politicians
executive and/or advidamgrgp#ndsconclusions reached are, first, at |
Zealand, that thefpmditied government are important in determining
within which action takes place. A second conclusion is that the tour
forced to justify their existence by being able to gener@@anteeonomi
economic contribution of tourism-has been appreciated more. Similz
social awareness are improving (Ryan and Zahra, 2007).

Tourism as an industry involve public and private resources. The priv
places, adds public costs, such as transportation or medical facilities,
national are not always willing to pay for them (Ryan and Zahra, 2007
these roles: planning; legislation and egudgiengaocstimatatgr; grants
and tax benefits; promotion; sponsoring research; facilitator of econol
(Ryan and Zahra, 2007). These roles constantly change depending o
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charge. For examatesecpagers often felt the market was a better regul
was left to it, rather than to the central government. Also, the resourc
concerns the protection and sustainability of naturalaesoucces, either
benefits from such resources or restricted them, depending on the po
and Zahra draw the following conclusions: The changes in political pc
changing attitudes and policies, regarding eptbtesstmnaberses
lonterm perspectives, competiarati@rsaacttourism being considered
important economic and social factor, versus tourism being considere
(Ryan and Zahra, 2007).

PiggodQZ) discusses the branding efforts, which attempt to harness tl
international media, by special events and movies. Lord of the Rings,
movies have allowed New Zealand to showcase itstamgsoapes, peoy
activities.

Destination marketing occurs in the forms of advertising, through dire
selling, on websites and in brochures. The importance of Public Rela
underestimated by academics whenscaunpasdtlyettsniprdirect
marketing, personal selling, on websites and in brochures. In 2000, tt
Zealand was around 4 million. New Zealand attracted 1.7 million ann
that time. Despite this relatmoely; soogilsm is extremely important to its
(TNZ, 20004, as cited in Piggot, 2007). Agriculture is responsible for
Zeal and3®s exports, but tourism
exchange (TNZa2@M@d in Piggot, 2007) The largest numbers of visitc
the UK, Australia and Japan. Piggolem hcardbsdglaripaigR has been
obvious success.

Thomson, S. (2015) discusses how indigenoos branding, ispieeifical
Zealand, can result in unique cultural associations, images and th
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difference. Additionally, the values of the Maori, such as integrity an
to the count turg i she mationah wanding stratégy all
differentiating story, which is deeper &#hdmsore angaesntifate are se\
additional benefits to New Zealand, its people have an identity of wc
life. Evereitsote location can be considered an advantage in case of |
landscapes and the image of a sustainable environment help the
celebrities also hel p tthe elaka, bag n t
contributed by wutilising the u
indigenous culture can be used to improve a brand image, especia
coordination and cooperation on haow ihéradopzhbyy/aritius business
governméhtsr(son, S., 2015).

Westgate (2009) states tHgateNe:
images but concludes that the image is increasingly clediEmjed, anc
government support, via policies and implementation, is required, be
used to enhance sustainable operainenicsusEbenisg@guired more
via policies and implementation tonglyecibite aganakemsn image of

the country. Hal I (2010) di scu
campaign launched in 1999, may not help or may even hurt indust
industry. The attemptstdorigeneeaenue, may conflict with creating
perceptions about New Zealand as a place to do business. Hall (2C
two types of branding, one for internal place markets and one for ext
brandimainly wishes to create a place identity, instill community prids
an attractive place. The external place branding concerns itself with
and its related values. Place branding camesdégesosinoedhsisterts:
often comes from dif&ddsntsaab as tourism, exports, education, heal
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from different locations within the place, such as the national level, \
New Zealand Way, wasatheailgrandith brand values including: eny
responsibility; achievement; cultural diversity; integrity; innovation; ar
2000, as cited in Hall 2010). The domestic success of this campaign
withnternational success. In 1999 the 100% Pure campaign was st
destination brand success (Hall 2010). However, it was also noted
sectors, biotechnology, creative industry and ICT cesitecs gitawitpht w
as it may be associated with a
Hall 2010). Desmarais (2015) also notes problems with the brand,
differences in the commitment Qetwweemediferartich were ideolog
di vergent. New Zeal and3s reput
image as a haven, safe from global environmental harm. During 9 y
New Zealand managedsz %9%sibars between 1999 and 2008, and it
one of the strongest destination brands, as per the UN World Tour
New Zealand, 2009, p.23, as cited in Desmarais (2015). Food and be
bengfid f rom the “greenpg i mage as
This set itself up for attacks, and the 100% number also sets an una
In 2008, the conservative government focusedvinotiusintzsssandsve:
The new policies were hard to
essentially trying to cash in on the favorable nation brand image, wi
support through policies. There wdahasapothefdriparticies to correc
problem (Desmarais, 2015).

Shore (2017) discusses the scal
or "~ bigger is betterpuy. Wi th New
we ak , but 1t cantrad stoe d es rhalaln dre
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s mal | economically, and politic
soft power is quite large globally, when it comes to ethics, such as en
nuclear proliferatibdewVbealand is marketed as a tourist destination, it
vast country with natural wondemsatkeéheel®@®is Were started, while
dismantling the welfare state, as one of the first counties worldwide.
period of instability.

Despite its good reputation, New Zealand has some underlying probl
population per capita, high suicide rate, high child poverty, high amot
But it is also considered dasonmemf thesleasthy, and is seen as a coun
moral integrity. Still, as a small country, it is secoefichesceeen as lackil
mimicking policies of other countries. Other assumptions on size inclt
magts, such as government policies more easily. Also Shore conclud
actively promotes a national imaginary that highlights the positive quze
done because of the positive stereo typesalisscdly asstoigngd with s

friendliness, i1 ntegrity, nimble
conclusion drawn is that small countries can often be seen as laborat
Shore furthermore highlightslibe sdocd mesjsimultaneously developec
freenarket reforms have started alongside the successful 100% Pure
the branding campaign also serves as internal branding, to reinforce
relatemlfree trade, commercialization, and deregulation. Shore (2017)

Silvanto (2@1&s out that New Zealand, despite its long history of imn
it is positive reputation of cultural diversity and inclusivienags, it is r
labo&i | vant o and Ryan3s (20114, a
relocation of skilled labor: The first driver is economic in nature:

dynamism and opportunity all influententheedomidly of utloed diversity
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inclusiveness can encourage relocation. Furthermore, clear immigr:
governance, as well as geographic concentration of talent are also ¢
life, lifestyle,raicéseas another driver for relocation. This was then stu
suggest that quality of life, employment, good governance and tolere
be part of a successful branding campaign with tredlygoablmfeattract
skilled professionals. Another finding is that successful campaigns ai
to focus not only on the workplace but also society as a whole. The ¢
coordination at a national &) (Silvanto, 2

New Zealand3s economy i s heavi
amounted to $43 billion, or 40
Pure3 and suppor t.i n otercaBonapexposuresit
clearly has worked well for tou
on the agriculture, horticulture and tourism. The technology sector m
a liability. In part becagse W% r | vy commi tt al . A

whi ch causes people to disregar
businesses. A central export agency is suggested by Brodie (2011) f
Currently, the image often associated with New Zealander includes
cultural diversity, humility and fresh thinking and innovation. New Ze:
for egalitari ani s msolatibnr canscontrioutettd a
| mage of mystique, i nviting peo
the image of the country as well (Brodie, 2011).
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Schaar (2013) consi der sleschbesvtheZ e
chronological steps to reach this point: First surveys were held amc
business people and prominent tourism figures to find out what t
destination were. Secondly, established Yduohk goumsesnvwould be g«
potential candidates for tourism campaigns (Morgan, 2002, as cited

brand strategy to be in |ine wi
which categoriessoivtvalcelax value the things your destination has to c
that 2speci al i nterests3® adventu

for the |l ocal val ues. afufadealtylaDd
landscapes as well as the value of the locals (Schaar, 2013).

Campelo et.al. (2014) discuss the sense of place for the Chatham Isl
first step in a branding process should be to finel binensknare dfqulietly,
constructed and they are culturally dependent. The argument therefo
primarily determined by the meanings given to the place by the peopl
of the Chatham Islands, idecdifiey, iamelscape, and community were id
determinants for the sense of place. The Chatham Islands were inter
add value to the economy. The islands are quite isolated. The finding
thahteractions between the physical and social environments determ
Landscape, Ancestry and Communi
perceptions. The constructs have resulted in pealeadaatetmnisdn a
by physical, historical and natural factors. If these physical, historical

uni que, they wil/| result 1 n a u
its sense of place, whwh yotutm fatid out what is unique about that pla
uni queness i s a significant <con
of place will | ead to a gap bet

sustainability and authenticity.
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Japan

To avoid colonialism, Japan and Thailand both had to open their bor
government established a strong democracy, after opening its coun
during the M@jB&@12) and this resulted in a strong industrial countr
were homegrown. Thailand only started reforms around 1890, and
architects. In thEoeatiyrg0Japan was aiming for modernuaimdy national
Taisho period928120ome architects wanted to be freed from the tra
only link to Japanese culture in an abstract way. Other architects v
forms constructed with modern methodal. tAchuotb tfyeasahradiare, tt
time of Rama MO 1T hailand still did not have formal education in
much of t he gover nment buil di n
they were designed by for¢@@muragsiniteets 2020). Nationalist arc
governments and elites, all believed that revival of historic styles usi
correct way to do modern architecture (Chungsiriarak, 2020).

During the Showa p#€id8) (189gén bdgaauehoritarian and military po
increased, and the imperial crown style dominated (Chungsiriarak,
architects studied in France and England. They brought back an A
Thailand also had a mihthupowmarean government in place during
During this time, architects had to design projects, which acknowledc
policies in a positive way. Nevertheless, during this time the Japan
businéssquite some time, whereas Thai architects had only done thi
time. Modern Thai architects chose a superficial Art Deco, where:
International Modern movement. The Japanese usey hiaebbpidind knc
up over a longer period of time. After the world war, the Japanese
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modern architecture with new ideas, abandoning the nationalism a
remained with less direction, and hadddawhs anheondeistity was req
for their designs (Chungsiriarak, 2020).

Jones et.al. (2009) have studied regional branding in Japan, and the
has faced depopulation. The urbanization was mployateshtoyl keeuca
central government has invested a lot of money to reverse this trenc
Tourism was considered as a way
Isson Ippin (One Village One Prodiact@aniongtnmeh®@@dmsKyushu and
expanded. Domestic tourism, however has been in decline as well bi
the studied case of the Nagano prefecture, the National Parks shoul
regional braindaNBarks are under control of several agencies at the r
very often at the local level. Politics also change the policies and fur
conclusion of t he aughhrmaddy thesurrent
fragmentedo¥ap system of management, whose main focus is on natt
et . al .| 2009) . Rausch (2008) he
national efforts to brancdalutadroelyictssappears to be well organized,
efforts are not as well organized. In the prefecture studied, the Ao
efforts have resulted in agricultural product branding, without much
Rauschgasts that cultural commodities should be branded, instead
since those cultural products will improve place branding (Rausch, 2
that since 2006, the national government initiateprdutantingvipichcy
allows local products and services to be branded by cities. This w:
economies and to broaden the national irpgHits Speotalizest gbdug!
The idea is that created citiesncarahdsehibeause they have their ow
character, because they have unique physical attributes, geograp
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traditions. These factors would have contributed to unique strengths
(Rausch, 2009).0Ab third of the municipalities have participated, but
difficult (Ikuta (2006), as cited in Rausch, 2009). The successful one:
the following resources: natural resources, histaticasoesoescemdnf
service resources. And a multiplier effect exists if you have more the
case of Kyoto, you have a historically significant city, which also has
2009). Unfortunately, thef thistndatioproduct across the country is no
limited to a small number of places. Additionally, there is a lot of sim
nearby areas (Rausch, 2009).

Dinnie (2)08oints out that nation brandingpdstssetverdaoststment a
well as tourism. Traditionally, tourism organizations are the most infl
But the other industries are not always benefiting from imagery use
may damage prospaudsi$tniexher

Japan External Trade Organization (JETRO) wants export promotio
main issues. Firstly, estabish guidensus on export promotion. JETR
to improve collaboration-among the Adduicaltgatheatoms should be
drafting of appropriate policies for induatrdaedasmvékhsed stoalipanies
Finally, they should attempt to attract foreign capital. JETRO believe
in products, whiahtweillyebe exported, and thus emphasisds) this point
also points out that while there is overlap between nation branding at
as: "the relationship between
2007: xvii, as cited in-DinBig, th@0&udents in the field of marketing an
business are mostly those which conduct nation branding, whereas
people in the field of internationaprelaiareships. USefl to make the poy
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state legitimate. The consequences of an attractive culture or ideolog
to follow, do business, visit etc.

Japan has a low inward investment due to restrigtihb8ooof fiaBRGial i
which is for example about ten times lower thgn ASeanialig Dinrie, 2
criticism that Japan was to insular and closed, nation branding efforts
program titled yu pwasmdtniian adfe dd &
foster a rich food culture, and also to establish diverse and reliable
was to establish Japanese fash
contributed totdmnational brand image of Japan.

Dinnie (2008uiggests improvements such as enweiereedunaidset publi
those in the field of public diplomacy, and better coordination betwe
engaged in thearatiog btrategy, for example, tourism and export pr
linked better. It is also suggested to use the soft power of the food ar
Japanese food abroad i selgnemshof ,

soft power, as defined by Nye (1990 ,4a)sicitgeher &)jrmie20@Mga, fast
architecture and design can support a positis. brand image (Dinnie 2

Harvard politi cal SoRawerelrhetMeans to Juocs
I n  Wo nnltheére, hestaied, that softipower is a power besides ect
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military power. It allows a nation to get what it wants through attractio
payment (White, 2011).

In Japan, politicians were not sure how soft power could be successf
below, even if they were enthusiastic about it. One reason is that the
define. Another reason is that it is difiecoibte rpeagive ifApects might &
delayed by quite some time, for example in case of student exchange
not show up till much later. Additionally, at the time the industries whi
power were stagnating,orleven i n g . Finally, Ja

music, games and film can all provide soft power, but there is no gua
people from having negative fee
Japanese pop culture is able to create some charm, which nation bra
for other Japanese products. Nation branding intersects economics, |
" Cool Japanpu | abel ssible Softpoweranagénera
wi | | be used to attempt to conyv
diplomacy include three main components: building a country's prese
understanding among foreign pabkcseigmeAffeiistigecided to also join
Cool Japan trend and used three young women as cute ambassador:
other departments in the government and people outside of governm
government spendingppeagigmbnsl it quirky. Overall, this seems to be
was noteoaltdinated (White, 2011). Garingalao (2006) states that soft
values and ideologies to create a positive image. Softiirtameiscomes |
of culture (tourism), institutions (education) or information technology

A nation brand does more than just provide economic value, as expre
can also contribute to the internationglpesitiyeiterndinscttithe brand.
Further mor e, It reflects the va
international image is based upon its domestic values. Japan had to
second world war eacafularatn. In the 1980s Japan was an econom
with a reputation of good quality and production. But, it also had start
promoting systematic harmony. But, soft power alone, will not work. E
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cofmined with it. Japan also had an image of effective coordination by
industries were operating in parallel to achieve its economic power. F
relatively common practice of government affialedshigdvpigcie jiopssts
the private industries, thus reinforcing collective -gmyaerationtand goo
consensus. Collective cooperat.
elevating the importance ofidualpslaypamnieskystrategy is often to initial
the market at a low price and then eventualliyistamgopvisermadlie chai
increasing market share is preferred by the Japanese rather than qui
usuafjgt paid based upon years of service rather than-kiés. Thus ofte
employment. The Japanese employment is then often not for financie
belong@gringalao,2@0p)a n e \alae sysemig@rdouctian System and
Tot al Quality Control contribut
guality and reliability (Garingalao, 2006). In summary, it is credibility ¢
the soft power (Gabigalao, 20

The Buddhist religious organizations also wanted to rebrand them
modern. Historically, thegssecatadsihth funerary rites and other mer
related to the ahcedtosst younger people, thangta(tiapasase comics
and anime (animation movies), together with other media. Religion a
closely linked, traditionally they would sell amulets or phone straps
temples. Nowadays Hello Kitty items are some of the most popular c
IS not considered to damage the religious or serious image of the r
religion has adjusted to various socioeearmirse cfidnsfesy oVae tmargi
position that religion occupies in Japan, is thecollainoraasomwiitin inc
commercial enterprises (Porcu, 2014).
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Large sporting events have also been used to create 1@ ksitive branc
the 2011 Great East Japan Earth
ability to manage difficult issues such asveatis @ disastathrdvegapoliti
side also, in addition to social alabacohasicstideganized the summer
Games in 1964. At that time, it was orgaauined smeintbalaebst re
world. As part of the preparation, the infrastructure was dramatically i
path to an ad@oenomy. Of course branding opportunities of big event
guaranteed to be a success. During the 2008 Beijing Olympics the ve
alignment with the perceptions. The Olympics wanted to send the me
Dream, A harmonious city of the international community. But, there v
government portrayals of China
should be avoided. Japan started the pnepacaBamés WithZ020Kyb 20.
Games Foundation Plan with the following goals the plan include first
resources or a competent workforce that has global perspectives. A s
communities through cultbhmfinatgtsalamds to promote international ct
exchange. The first goal includes globalization of universities, focuse
workforce. Using culture and education, the pillars of the Olympic Gal
commitmerasdfmitming a work force to become more inclusive of worr
showing a leadership which supports a better integration into society

Cool Japan was promoted by the government as part of using Soft
stategy. The name was baBedeigroRali2@02 c ItseGrossiNationald

Coolpy (McGray 2002, as cited i

government since 2005 (Guajardo, 2016). Sircentdrajatiraajnteprétérs
games, robots and pop music, in addition to classical dance or floy
2014). 1t all started with the American pop culture being popular a
because of its affluent lifestyle.dadhmé @seidpeself, but then in 199
long recession, after the US won the IT race, China had its econon



provided strong competition in steel, automotive and electronics indt
dented and ckdavatr until Japanese popular culture started gaining f
well. Nevertheless, popularity did not lead to profits. Therefor it cal
promote its attractiveness, using popular culture ,esswintihasrdasddest
the culture. Ultimately, its two main goals were to allow this content
economy, and to create a more positive brand image resulting in im
2014).

Branding of the Thai PaviliokVatr ig@Haxgha?010

When balancing the desire for contemporary designs, with the need t
some recognition, we can look at the successful branding efforts of tt
world expo in 2010. These WRestidisicigshtabmyine (

Thailand finished amongst the top pavilions together with mostly strol
China, United States of America, the United Kingdom., France , Japa
Spain, South Korea, ItalyiantitadaddAming a small country achieved
success. China spent 7,200 million baht, while Thailand has invested
construction of the Sala Thai building. Saudi Arabia spent the second
million baldroarea of 6,000 square meters. The Sala Thai building is :
longest queues for visitors.

These successes were achieved despite initial surveys showing that
something along the lines of: if thikegyhaoudtheigghaimpavilion. Apparen
Thail and3®s brand was not good e
make it into the top 10 of most visited pavilions, the design would hav
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people, expecirdbod@7% of the total number of visitors. The target s
was to receive 10 percent of the total of 70 million visitors.

The branding strategy included providing an introduction of Thai way
core of deweldpFurthermore, looking at other pavilions, it became cle
designs. Thailand wanted to differentiate itself with a more traditional
stand out was to use Thai paintings similar to tipest. Gtetdeatemplsona
showed that Chinese people like colorful works and hi technology. Tr
country rich in unique arts and culture. A country with fun people, full
smi |l es, so awuere Thaih/eitons werei welcomead Atshe &
emphasize the real Thainess. Thailand was the only country to have
Additionally, an effort was made to finish the pavilion at the time of thi
days beftbhe official opening), to allow media to visit the pavilion and g
most others. Only 27 pavilions were open at this time out of a total of
presentation also helped to create the word of chopibnediesttof the visi
experiences, and this helps to spread the newsvibatltcatidraapdviion
significantly increases the number of Chinese people show want to tr
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Chapter 2
Interpretation process oBesigmgahdough the Thai Pavilion

Thai Pavilions

Hiranthanawiwat (2013) describes the sala as an open pavilion, in t
meaning of the word originated in Sanskrit, where it had a wider me
covered @avilihey have been some of the most basic Thai architectu
temporary purpose, such as leisure or relaxation. That is why they
common building materials. They are usually easibngssgnaalethand d
craftsmanship and wisdom they employ clever jointing techniques.

permanent purposes they can be built using more durable constructi
considered the National Thai Andetetticiel nagoobtlsymbola of Thaila
designation published in the Royal Thai Gazette (Royal Thai Ga:
Demonstration School UniversityToe Ritagatwao.dre the elephant, as
animal and the Cassangtgtnk flower. The intentions of adding these

was to increase the effectiveness of public relations usindearbrand ime
benefit. Silpakorn University designed the Thai elepHiantgraiainl. Pi
Thai pavilions were obtained from design contests, but have been re
images were approved §reDaBembest?ation School University of Phay
The green ground represents athai@ertces amdagtmukural country of tt
nation. The blue background represents the bright blue skies of the trc
Thai craftsmanship and its eleg
Meti¥ebsite, 2018).
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Salas were originally built along canals for resting and mooring boat
from wood and had a gabled roof. Some more elaborately decorated
garden sala was used for restisgfidarnineragacultural background of
But, it also reflects the kindness of Thai people, as this sala was also
people in need. Nowadays, Salas are still used as occasionally us
recépn places, but also as decorations (Hiranthanawiwat, 2013).

=1 W,

a1y Sala Thai (Pavilion)

Figure 2: Thai National Symbol for architecture (Real Metro website, 20
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Henderson (2007) reviews salas (pavilions) as Thai cultural heritage.
symbols of Thai social life, a site of participation and expression, whicl
course, salas and their functionsrieg\stastinggedsopkace to provide shel
rain or sunshine, or act as a place to rest in rural areas, with sufficient
cooling breeze, They were also a place for celebrating weddings and |
talk¥hey evolved to become meeting places and places where govern
public services, and the use by monarchs and state officials to project
the country. A point is also made that moidemtifaatorhastted pddoeal
becoming less relevant, due to the homogenization of lifestyles and ar
historically temples and salas were the main public places, whereas n
places available topitsitttrss®ebanges though, the sala is considered &
heritage, unique to Thailand and South East Asia, and used as part of
Fairs (Henderson, 2007). Salas have also been usedl itithetheyal fami
countries, by donating such salas. This was first done by King Mongkt
Myanmar. King Chulalongkorn-handed one over to Bad Homburg. Lat
second oreofnadrg.de webdie aniginadiiatbby king Rama V is in figure
This Sala was then reconditione
(clausmertens.tripod.com )The new Sala is in figure 7.



Figure 3: Original Thai Pavilion BE@bAdoMwusg)ertens.tripod.com)
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Figure 5: Thai Pavilion in Bad Homburg (Nation@Mfchives of Thailand.
57M00001.JPG)
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Figure 6: Thai Pavilion in Bad Homburg (National @@0R/&Fkf, Thailand.
NAP020189.JPG)

Thai-Sala an der Quelle

Figure 7. Thai salas in BadGEmiansg(Bad Homimatosttaymsoh)
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Most of these royal salas were built by the Fine Arts Department. (F
Some examples are: in Bern, SWitzerland onethre 4G0r v o f
Switzerland (1997). In Ragunda, Sweden, the pavilion was built in 1€
after king Rama V visited. | n B
and the the staRarhking! after tkev@h&mgeconstitutional monarchy. | |
pl easure of visiting this part

2014)

Figure 9: Thai Sala in Bern, Switzerland (Fine Art Department, 2014)
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Figure 10: Thai Sala in Ragunda, Sweden (Fine Art Department, 2014)

Figure 11: Thai Sala in Bandung, |doypaesimrPPOR3



His Majesty King Bhumibol of Thailand (left) dedicates the sala as Queen Sirikit looks on.
June 6, 1967

Figure 12: King Rama |KeaRibigal Thai pavilion in East Wé&ststenter in Ha
West Center at the UniverSignobHE9GAL fUS Embassy Bangkok)

In a speech dh 1@ &ing Bhumipol, while handing over a sala Thai
Center in Hawaii, explained the reasons why salas were used histo
historically been crgated asasigo o d wi | | as wel |

the Ed#est Center | think It would not be a digression to explain the o
pavilion. In my country traveling by land before roadguarglehigiiways |
elephant, by cart, or on foot. In those days, the journey was slow anc



11¢€

people to build a pavilion like this one along the way. For people to t
Those halls created with pure lovejand Yocdevn  handi ng
stated "It stands as a symbol 0
this pavilion be the abode of love and understanding for all those tra
west. ( Si amrath, 2016) .

‘‘‘‘‘‘‘‘

 g—

- V
in East Wesstoafest GeRtawaltithe

University of Hawaii in Manoa, 2007)

Figure 13 The Royal Thai pavilion
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ty of Hawaii, Mar

IVersl

tenat WWesini

ionan

i pavi

The Royal Thai

(Wi ipeaiaeh.d.

Figure 14
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Figure 15. The Royal Thai pavilion at the East West center (University G
(Chesley, P. n.d.)

This was further explained in 208f6theftesleembeatioiHawaii, by princes
Chakrii Sirindhor n 7 | makindveas to buidd ad
pavilion, or a Thai sala, pdp the
while dgiineir journey. A sala is therefore a labor of love. It is free for &
different directions. At the sala, travelers may have an opportunity to r
information with one another. It was tlserefare HidhWMajesty - b u i |
West Center as a sy mb &éWestiCentem i v
n.d.The sala was a replica from the timel&28hgflatiai(t @atitarn
Tasanahiameans "Throne of the Miracle Vision." It was called as such
in the sala and saw the relics oEastldst @asgengrig. (
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Several other sala Thai have been built around the worldhineading in
built by the Thai government to celebrate the 60th anniversary of His
to the throne (2006) and to celebrate the 75th anniversary of diploma
and Switzerland (Siamrath, 2016).

Figure 16. The Thai Royal Lodge, sala built in 2007 (and inaugurated in
Denantou (Lausanne \8ikitmedan@0(L6)
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At Ueno zoo in Japan, a royal Thai sala was given to commemora
relations with Japan.

Figure 17. The Royal Thai pavilion {[DuddntnaEpaEiand.org website, 2011


https://dusit.zoothailand.org/article_attach/1-9.pdf

,,,,,,

2009.10.30

Figure 18 ThHRoyal Thai pavilion gifted to theNikpedao2089an (

In Belem, Lisbon, Portugal, a royal Thai sala was given to commemo
relationships in 2012:
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Figure 19: The Royal Thai Pavilion in Vasco da Gamg\Waknuexlien Belem
2018)


https://commons.wikimedia.org/wiki/File:Sala_Thai_-_Belem.jpg
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Figure 20. RoyHhai sala in the Vasco dlﬁ(ﬂﬂllgalmmmriugal.pt, n.d.)

In Hamburg, at the Tierpark Hagenbeck, afoayal, Tesigaéd ¢arl 89 fo
the TRirthday of King Bhumibol Adulyadej, which was inaugurated in
Chakri Sirindhorn (Henderson, 2007).


https://www.allaboutportugal.pt/en/lisboa/tourist-attractions/pavilhao-sala-thai
https://www.allaboutportugal.pt/
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Figure 21: Thai sala in Tir Hagenbeck@a#nlolng, Germany

Yet another royal Thai sala exists at theMadigersitywmtN\isassirt by tl
University of Wisconsin Alumni Association of Thailand, on behalf of t
occasion of the auspicious occdh®iKinigliSiagsle Birthday Anniver
1999 (Siamrath, 2016, Fine Arts Department). This university has on
populations of any U.S. college or university (Olbrich Botanical Garder



Figure 22: The Royal Thal pavilion and Garden in Olbrich Gardens, Mac
(Olbrlch Botanical Gardens, n.d.)

Flgure 23. The Royal Thal paV|I|on and Garden in (W)ﬂchr@mrddﬁsé\ Mauc
(Fine Arts Department, n.d.)
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There is also an example of sala Thai being donated to the Thai gove
Is at the US embassy in Bangkok and it was done in 1988 to commer
majesty Rimgmibol Adulyadej the Great. The two salas built there are
relationship between the USA and Thailand. The local staff and Amer
designed by Obas Vallibhakara, and approved sy tBarRybykl, [PGHR)te (|

2 $ a2 g ™ *Ag : . w ‘1' 2N -
Figure 24. Royal sala and sala Thai at the US earbassyvebBaeghak)(Asie

Other example of Thai salas in foreign countries can be found in Swe
Thaisalawas1®@79 99 t o commemor ate Kin
(Thaipaviljongen.se weasdaagid. Rlso.dh)Israel, a sala was built in 19¢
mark the beginning of the diplomatic relationships (Henderson, 2007)
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Figure 25: The Royal Thai Pavilion in ananiegSviRedard()
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One could argue that one of the mas ddeptabiéitpcthesatsity to ads
cultural differences into the accepted mainstream culture. The chang
over time therefor in a way contribute to its Thai cultural heritage statu

The architectignas @ded decorations on temples, palaces and also salas
systems and thereby reinforce social hierarchy, royal power an statu
sala, similar to the construction of temp&agnm Gooidihost medigion. Salas
can functionally be private, public or government owned, and they car
due to their design and decorationsSAs suthetldey dreowelr e p r «
view of Thai socieyytsintde tthee Nation, Religion, Monarchy. Henderson
in general debates around Thai cultural identity or Thainess are eithe
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government uses the monolithic approach to consideraditiqgneaand sta
contributors to Thainess. The problem with this approach is that it is ¢
long period of time, which describes culture as having a basis at one .
social reality of evolution.

But,laa are generally accepted as Thainess by most people, in part t
|l inked to all | evel s of Thai S C
royal art, glorifying the past of Sukhathal orusgutthayBherThai sala is r
product of rural art and design, even though over time it has taken ¢
artefact, the sala can be used as a symbol for Thailand, as a symbol
its role awmeker for both rural and elite past, as well as all the other role
at it from this perspective, it is no surprise that the sala is often used i
at World Expos. In fact, Horayankuraid@0i&3 adaimbahgedemuch ove
years, and features few modern elements.

Interpretation of the Thai Pavilion as a nation brand

Salas can be found in the community, at temples and for the Royal

more ornate. They mostly have the symbolic meaning in internatione
hospitality. The functionality of the tradeioest sklesssatalgmshow hosp
to strangers and visitors. Religious and cultural aspects are always b
shape of the roof, or the presence of nagas, patrons of water and [
example. Sonmedcural features are described by William Chapman f
website in an interview (US Embassy Bangkok, 2022). The roof struc
dynasty in China. In Thailand, craftsmen from Ayutthayad which tr



132

producing such stacked roofs, but gave it their own features, such as
giving it a sense of lightness, ready to fly away (US Embassy Bangkol

Why use the sala Thai for nation branding?

As mentioned inth@discuasbove, it i1 s offici .
architecture. It is also strongly linked to a long history throughout Tha
architectural features such as the roof. Furthermore, it iigs historically
hospitality and a provision to the community. It also represents a stro
namely the adaptability and mobility of its structure. Finally, the open
hospitality. It is historically a maeéing paceiofarphl meetings. This is
suited for the World Expos. The sala Thai is also a building that one c
commoners, at temples and there are Royal versions of sala Thai toc
all levels of society.

Nevertheless, the sala Thai architecture is not commonly used for bra
Ayudhya, C., interview).

Thainess in architecture is not easy to define. Sometime it refers to tf
architecture, applied Uteicanetateporary Thai architecture, etc. Some
it as a political process. In the context of branding Thainess should re
you wish to show to your visitors, customers, investors, etc. Prakitnor
that Thainess be defined in signs, which can include hand or body ge
walk, stand or sit, the way we dress, the utensils or tools we use, the
drive, the houses we live in, etc. They ate, &il adeidido cospeakiog,
hearing etc. Prakitnonthakarn (2021) wants to use such signs to com
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having a signifier and a meaning attribute. The signifier can be a rela
representation, an icon, or sigies vamnahdet,as signs which are arbitra
symbol. The flower curtain and the high gabled roof, used in the 202C(
icons. But, Prakitnonthakarn (2021) states that the World Expo desig
sincetheieodsuar e ~ ol dp he c¢cl ai ms t ha
expectations of the Thai creative design industry. | believe personally
Expos however is not simply to support the caesttivegrdastpjtimrt alsc
element as a requirement. And it should present a picture of expectat
were to visit Thailand. One could argue that is the task of whatever is
and not the building itedésINBvakitnonthakarn (2021) has an interesti
use more of an index, than an icon, resulting in a more stylistic than i
argument is that the design should not be too accurate to leave no ro
discourage the thought process. He feels that the current design reqt
building must be recognizably Thai, is too backward, and uses the icc
approach, which discourages creative fre@ab)n (Prakitnonthakarn,

Strengths, Weaknesses and Uniqueness of the Thai brand

Nation branding strategy is no longer mostly about nationalism, or po
commercial (Chungsiriarak, S., interview). So branding stofitegies hay
Rama IV, V and the early governments of the constitutional monarch
amongst Thai people and a significant culturally rich, advanced socie
the minds of t he wsnraccdléraded gudng the s
reign of King Rama | X3s soci al

impacted the reason for participating in the World Expos over time.

Examples of strengths of Thai brands include food, good accommo
intangible products such as kindness of the Thai people and good p
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Ayudhya, C., interview). Examples of weaknasdesttdd thoeaRandbigan
deteriorated attractions, insufficient utilities at some locations, insuffi
places and the occasional dishonesty of tour operators (Kunjara Na .
weakness is thaasndtaiekard to define. Part of this is caused by the
nature of Thai people, thus making the influence of other cultures cor
partial globalization impact (Kunjara Na Ayudhya, C., ietéo\iesw). Thai |
religion, are more willing to accept and adapt or modify items that
(Jirathusanakul , S. , i ntervi ew)
definition, w h aussed ysace the Mddern wersian ss
define. Branding requires uniqueness and differentiation. This has r
World Expos often using traditional architecture as a distinctive feature

One additional factointegeibrianthe mind of the people. It cannot be p
The image of Thailand in the eyes of Thai people can be very differer
view of elderly Thai people will be different from youngeéfeatesesicher
of Thailand differently from poorer people and people with families or
things differently. The sl ogan
(Kunjara Na Ayudhya, C., intenasevip. lukslegaotibns, and cover mo:t
unique features of Thailand, and be descriptive. All in all, not an easy
campaign has meant the slogan has not changed since 1998.

Still, other factors, such as tinaetalspanbsaad. il society changes, it
innovations and consequentially its culture changes, and therefore its
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S., interview, Puengsoontorn, W., interview). Changing a brand image
a sho process though, so a positive brand identity can have benefits for

As far as architecture is concerned, there are two elements of the ar
Thai l and?3 s br anaheis t@rbelief systemt The roypl b
adapted to become closer to the religious buildings. The monarchy u
connect the people with the institution. This was traditionally a very
channel. thiaaarival of the internet or even TV, this communication ch
required (Jirathusanakul, S., interview), so technology also has an im
culture. Architectural identity is not only deyse it et $;m o clainstielciin
the climate or terrain is regionally different, it causes unique ele
(Jirathusanakul, S., interview, Puengsoontorn, W., interview). Thai pe
belief in the mysticalrithimysespare one example of Thai culture f
(Jirathusanakul, S., interview)

Even though sala Thai is designated the national symbol for Thai arcl
“"typicalpy Thali a r andkul,tSe ioterview)eThd sala
has various hierarchies or levels. The temple or royal version is knov
road side or water side versions are known to most Thais. Both are tr:
culture, butatie image will depend on the person (Jirathusanakul, S., in



13€

One differentiating factor is often the gold color of the Thai building
catching and different from most other countries (Puemgs&aptorn, W.,
IS not a show, designed to show uniqueness of Thai architecture alone
traditions that are intangible, such as dancing (Puengsoontorn, W., i
should also depend on the puxsisar. Wehiheavisingstta have fun, or one w
a peaceful vacation (Puengsoontorn, W., interview). The World Expo:
forefront some international issue, but the Thai pavilions do not often |
on whahailand is. But, by using traditional designs for the building, yo
ultraonservative (Prakitnontakarn, C., interview). The traditional desigr
unique and recognizable, which is greet, ftirebradiiogaHook may he
conflicting impacts on modern industries. And often the items display
fact using modern technology and presenting modern products. Bu
(interview) pointed eowmalmathimg sold at the World Expos, is Thai ct
argument was made that traditional cultural architecture should be us
interview, Puengsoontorn Pyakitmietaieavn, C., interview) point out th
designs are possible, because they too reflect culture, albeit more ma
define or recognize. Several people interviewed stated that the main |
that the government agencies it/dleedyoivediodshoot work together v
due to separation of budgets and the current bidding process (Pra
Prakasukarn, T., interview) One more weakness in the branding strat
very far rerinorethe new generation. There is no collaboration betweer
the new generation (Prakasukarn, T., interview).



Chapter 3

Historical factors impacting the design and presentation of the Thai
Expos

HistoryWbrld Expos

Expos, short for expositions, derive from the latin word Expositio, W
putting on a show. The word exhibition has the same background. W
World Fairs also. The word fair comtefefrapwtielatieans holiday or n
fair. In case of a trade, the focus is on direct selling. In an exhibition
displaying prBeietsafd Dambodkrst@aits or exhibitions were believec
existing glr@adind 800 yBarsragod(Damobk a204§, such large fairs car
seen as a form of a historical record, as they addressed issues and it
that moment ith&itend Convention and Exhibitid0 Bpir&uWoTEB)

Fairs were often used to introduce significant technological advances
rest of the world the advanced state and cultural status of the organi:
shows some significamdl beddiasgical innovations, which were introd
Expos. These expos also function as an exchange of ideas, values, al
and people of different races meet to buy and sell, there malso an e
traditions and Thhilessd(Convention and Exhibition, pu&au (TCEB), 2C

Year launched| Most important buildings and innovations

1851 Crystal Palace
Revolver
Goodyear tires

1855 Singer sewing machine



1867

Hydraulic lift
Reinforced concrete

1876

Phone by bell

Telegram by Edison

Steam Locomotive by Corlis
Heinz Ketchup

Typewriter

1878

Statue of Liberty

Braille

Property protection law

Literary work (copyright)

Electriclight system

Buildings with climate control systems

1889

Eiffel Tower

1893

Amusement park and Ferris wheel
Movie machine
Fluorescent lamp

1900

Escalator
Movies
Art. Nouveau style

1901

Xeray machine

1904

Ice creantone

1915

Panama Canal

1939

Television
Talking robot

1958

Atomium Brussels

1962

Space needle

1970

Mobile phone

Rock from the moon
Electric car
Magnetic rail system

13¢€



1974 IMAX

1985 Robot
Table 14; Significant buildings and technological innovations, which were

ExpoBhailand Convention and Exhibition, pudegu (TCEB), 2011

Vicente Gonzalez LoscerdesrSaut therd | EHaglodeddbatines an
exhibition as follows: ~An exhi
purpose the education of the publiceVidrasopinsearatimngleooperation
dedicated to the communication of innovation and promotion of a glob
engage the entire world communi

Some advantages of expos include: exhibitions lowed tremsaction cost
neutral sales daekcdameiact( and Damiotksadhdntages are: dates an
places are fixed, some fairs have appointed times by tradition, large e
on the organizers than smallengregnadvestibizged® adjust to the same
(Beier and DamBoéck, 2011

The first World Expo was in 1851, in London. It was also known as the
of ficially ~ The Great Ef)Dueloi ti o
its success and the competitive nature of other countries many World
followed. So many in fact, that it got a little out of hand. Therefore, the
International des Expositions was creatadtvity9a8 88t BaneaLit
International des ExposHionB(BIB)gardzes 4 types of Expos: World Ex
Specialized Expos, Horticultural Expos and also thefdyeesaieek Milan
the differences as followar&\tadohtSxpas aim to be discussion platforms
solution to humanities universal challenges. The themes selected for t
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challenges. They take place every five years and last up to six months
smiglr, and restricted to 250,000 square meters exhibition space. They
precise global challenges. They take place between two World Expos
BIE also endorses the International Haoneguue aldxbikatidng | et
International Association of Horticultural Producers, AIPH. Internatione
that are certified by the BIE must have@meném, duithtiandasnhByears
interval between 2 waTthexdhibdi@onvention and Exhibition,Bureau (Tt
p. 13). They also must have at least 500,000 square meters exhibition
and promote innovations in horticulture, agriculturép@restandscaping i
20D.

Bl E was founded because the wuno
1928 threatened the image and quality of these Expos. The mission o
quality of Expos and, furthermigtestofghstiecirtfenizers and participants
of a Worldviiagpdefined in the 1928 Paris Convention relating to Interne
educate the public, its transient nature lasting no longer than six montl
exhange around a universal cHablpézfesaf (RBAF@iginal Expos during

the Industrial Revolution, allowed countries to showcase their culture,
architectural and technological achievements, knowledge and skills (B
Expositions (BitE), bddicatmrgtion and cooperation have been at the ce
from 1928 onwards. From originally being showcases of industrial innc
aim at finding solutions to the biggest challenges of humanity through

Oer 50 Expos have been organized with the help and support of the B
their own theme, chosen to increase social aspirations and to share sc
progress. Today, 170 countries are members of the BIE.

Analybts/e identified three distinct erasHogthes\)ailfkiBExposré is the
era of industrializat88)18Bhis is when inventions were first shown to th
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world. The second era, is a period whee ttres roaliu g &xehiziegd/ord
Expos(d9898 7) . The most recent era |
Is natdoranding, where countries wish to demonstrate its commitment t

DEPA (2f)2%as a slightlysdiffdfrerds. The first era is still of industrie
(1851930), where the main goal was to show off and develop science
era, the exhibitions formed a platform for showing technological invent
Martgchnical advances were first introduced, and also many architectt
defines the second era of cultural exchange as lasting from 1933 till 1¢
development and revitalization were the mainldrizkppsbjdatives for the
exhibitions shifted from the inventions and advancement to an interna
human progress and to exchange diverse cultures. The third era of na
DEPA as lasting from 1970 tilgtHaptiesenth®axhibitions formed a platf
enhance national image through pavilions. Another goal was to raise ¢
for current challenges through

It is a[sossible to identify a change in locations where most World Expc
colonial period ended, the grandeur of the World Expos declined as a
economic problems, and more eventd vaitara daomaoitiigAkiaion
Bureau (TCEBp, 201

Lop&zesa0@9dentifies five periods in the history of the World Expos as
period is defined as lasting from 1851 ufitiktitaryegihivingscd {heripd

definbd gigantism in architecture. A second period lasteerframy the beg
till 1958, which was marked by economic crises and world wars, with
industrialization. The third era, from 1958 to 1 84, sqvos chceagalmek



14z

showing technological advances. Architecture used a diverse set of st
structures based upon tension, pneumatic structures, new structures t
period lasted fra20d@®80henadlstawareness, recyclable material, energ
material and technologies were the main topics-@02@& axpos. Finally, f
technological revolution, such as improved computer resources, define

During the industria) tieeohéio factors which had an impact on architec
scientific advancescale dpmeation of new materials (such as iron and
building typolagi€zesar, Ralhe start of the 20th century would see appl
reinforced concrete as a structural material, resultipgdaghe first large s
2017During and after the world wars, optimism which had been linked
disappeared. World Expos started to foctendrcdduceatisteads Tisteatl
the inherent problems with dismantling concrete structures resulted in
concrete in the Expos at the time. Later, from 1958pd@@stachnologies
20)7After therisiésyonatic structuresdednncdisipared to structures whicl
not require a power supply. Woodestickafpres saadpCll Gpare

Césao( c¢pncludes that the structural contributions made by World EXf
interlaced within the context of the general evolution of architectural st
the significant role played by the World Expos iribssfielaytiehy reee ge
structural typologies and matertgisraaaypeasdsiattaining greater spar
extending the limits of knowledge. The World Expos enabled the cons
progressively incorporated the technological advances that were fund:
structures, aqdesttysthe history of architecture.

Worl d3s fairs and exhibitions h
industry, and technological achievement. Strategic ratiots lanachding ha
Jansen, 20128.first period, the focus was on architecture, materials, m
But later, it shifted to how technology may be used to create personali
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visitors. Once industrialization phase was ouest, mums rooymn trigsnsdifiesig
through technologies of display, as oppoSetdttandtdaatshaigiladd (
208century the World Expos played a role in promoting international tra
the emphasis waoaoalipteiriatn solving for challenges which humanity
climate change and sustain@bhkaldedelmpmention and Exhibition Burea
(TCEB), 20114).

Lop&zésar (2019) lists several developments in tneefisde ofestvaciceds
i n part because of the Worl d EX
invention of reinforced concrete, the appearance of glued laminated
fareaching spread of spacetiframeablthandiivorks and textile membr
development of pneumatic structures, as well as the revolution in th
sciencey. One benefit that t hes:s
avoidedialite stenh natuopdzésar, ROAs has made the World Expos ¢
for structural experindpefaimar, (ROlLdscertales (asHuitgides) )2012
mentions the benefits ofclutesst:i
reinforcement of good international relations between the host city .
encouragement of cultural exchange and education; stimulation of ecc
environmental protection efforts; hiostcitg redad qfdhmentation with the
and technological il nnovation, [
and cul tural di plomacy. g The wur
some iconimdmiiglich as the Space needle in Seattle or the Eifel tow:
buildings such as the Crystal Palace built by Joseph Paxton for the W
the Contamin and Dut e9wefesvoRtonag i
modern structures. Expos have also helped the infrastructure of cities
Décarie autoroute adppudyteligfontaine bridge anth e, J2&E2built (
In addition to modern atchsefttutectamological inventions, art was als
even during the inddslym=id, gt@Bhally, most recent World Expos are f
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beneficial, especially when taking indirect economic benefits into acc
(201 2eports that the: Expo 2000 in Hannover had a financial deficit
indirect benefits for Germany totaled 7.3 billion US$, according to ¢
strategy consulting firm. Vancouver in 1986aisca sxcepsmnnionibigs i
lost, but the brand image of the place was significantiHugpes/ed afte
201Regardless of other benefits, almost all of the expopavere politic
201%An equally importanthagrietppos can contribute tremendously to the
of people, since along with the FIIFA world cup and the Olympics, a
largest globadmimercial events in terms of econorighad, @dtLeal impa

But, even during the industrialization, there was already a great deal of
exhibitions. Filipova (2015) mentions that Wolverhampton hosted two

1869 and 1902. T hneamambiion was toproniote tf
image of the place nationally, where the image was one of. a place witl

National pavilions started with the 1818 Bads)erpddig@pa@tions

between the national were aesthetic and used a lot of national symbol
art and vernacular architecture or used styles which were of historic in
(Stoklund,)) 1'9@4é elements ofedlamempeortant role in branding at World
since they could easily be shown by visual communication, as used in
folk culture. They contribute by demonstrating the historic origins of th
alsmepresentative of historic and distinctive natiotudlchd)d&84d of the ne

There is an interesting paradox in the nation branding at World Expo:s
the same location, have the same settitegd ahd Wworkogethzrgp them
Despite this, the nations attempt to differentiate andsind#/idodlize at
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Jansen,)2BbR branding national pavilions use similar symbols: beautif
significant objeciisest ptalljng of historic or recent achievements. In an
many of such cultural symbols are historically significant, but yet, the
moder n, advanced nati on.lsyfbhols t s
suggest a grounded and Il egitim
Stoklund (1994) states the foll
technical advance, the visitors nedaddstmbthirepssasepermanent, th
country and the people possessed an unyielding constancy, and tha
tied to the home and the family, would be continued in spite of the
message, which thimgpeasars dnd the folk costumes, amongst others,
exhibition visitors.pu Branding
visitors. These are influenced by, amongst others, the typehof stand,
visual techniques, interactive displays, cultural performances, some c
by the architectural design of the stand.

Expected changes in expositions include: Green issues will play a bige
shortezdifcles, travel can become a limiting factor, the influence of the
exhibition business will diversify, including a better integration betweer
media, and finally networking will beBenze Dokt (1)

History of Thailand Pavilions at World Expos

Thailand has been a member of the BIE since 1993, but its involve
way back to 1862, when the Kingdom first sent a delegation to the Wa
decided by King Rama IV, who saw the exérhitonatsi@sdesnoagan ¢s:
markets and look for new sources of raw materials abroad. He felt it v
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imperialism, by presenting itself as a civilized nation to protect against
its autonomyoiTheneanted to use such exhibitions to present a positive
the rest of the world BPA, 22 nce t hen, t he
Specialized Expos and Horticultural Expos has beenrmwtitevals. Th:
Expo with help and guidance from the BIE, namely Rey&lditaaltural |
Ratchapruekhe city of Chiang Mai, and a B level horticultural expo i
location.

Thailand participated for 18&2r3thengoad was to introduce Siam to the \
cultuneh nation. In Europe, Siam is the country from South East Asia,
participated in the exhibition. Inall of Asia, only China and Japan atter

Tocorey ~ Thainessuy, Thail and ofte
unique features of the Thai pavilion, which they try to imprint in the r
exhibits also consistently include religiousotbegticts, aisindetstasal and
agricultural products. They are carefully chosen in an attempt to refle
of Thai people. Performing arts are often included as well, such as
Similarly, Thai handiaraftsdaies pl ay t o pr omot e

The attempts is to portray a pure and colorful country, with a rich na
which is both gentle and peaceful, but can play an important role on th

The royal family played a driving force in organizing the participation c
of the pavilion and the selection of items to display at the World Exp



participation was King Mongkut, Rangkoivi, RamaChldtdlowed in h
footsteps. The participation was seen as a significant step to avoid
succeeded in doing, as the only country in south east Asia. Nowaday:
and the royal fanmlyolyatin the selection of exhibits. However, royal
Expos can still play an important role in international politics.

The theme of the exhibition will be an important factor in determining v
will be assigaad thérge of building the Thai pavilion. In the past, govelr
used to be in charge of organizing exhibitions often consisted of the D
Promotion, under supervision of the Ministry of Comanerce, the Ministr
Technology and the Ministry of Social Development and Human Secu
Tourism Authority Thailand (TAT) was the agency that used to overse

Only once in recent memory, and only a handpdratijpatesitotadedif thbe
expos organized by BIE, without government participation. However,

sector participated in the International Expo in Lisbon, Portugal in 1¢
occasions in recent ntembinaivgoeeErhment did not participate, caused |
crisis at thd haiad Convention and Exhibition, puEgu (TCEB), 2011

Jagoonchorn and Horayangkura (2022) studied the buildings repres
World Expodloe years. The picture and timeline from their research is |
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(Source: researcher, 2019.)
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(Shows the image of the Thailand Pavilion from the past to the present.)

Figure 27. Buildings representing Siam/Thailand at the World Expos ove
(Jagoonchorn, and Horayangkura, 2022)

In addition to the Wentdiéiadic in the image above, Thailand also partici
Expositions during the following years:

1873 in Vienna, Austria (en.wajldfairs.info, n.d.
1880 in Melbourne, Australia
1962 in Seattle, USA, according to various sources.

1986 in Vaaecdbanada.
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(Shows the results of the study of the Thailand Pavilion style in the past to the present.)

Figure 28: Pavilion style over the years (Jagoonchorn and Horayangkura

The following graphic {)ERAWE@RE World Fairs and World Expos
Thailand participated, detewibissain$pecialized Expos, for a total
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Figure 29: World Fairs and World Expos where Thaila#) participated (DE

There are more World Fairs or International Expos in wiothh&hailand
inconsistencies can be explained that BIE does not recognize all V
Expositions which occurred prior to 1928 to be World Expos or S
differences are caused by the fact that aftevHieR&rgahieeera cvoritt F.
or I nternational Exposition, wa
World Expos or Specialized Expos.

See appenditaBlfowdh a more complete overview of World Fairs, Worl
Specialized Expos, International Expodand bleldwultdiat Esgptse pavili
in more detail in reverse chronological order, with photos for designs v



