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Abstract

The purpose of this study were: 1) to create a business strategy in order to build added
value for brand and integrated marketing communication to narrowing the gap between the
expectancy and perception of tourists and the government’s role in developing creative tourism, 2)
to create a strategies for developing of sustainable creative tourism for tourism along the economic
route in the upper greater Mekong sub region: a case study of Thailand (Chiang rai/Chiang Saen) -
republic of the union of Myanmar (Keng Tung) — people’s republic of China (Jinghong) — Lao people
democratic republic (Chiang Thong, Luang Prabang). A sample was selected from the project
Sustainable Creative Tourism for fulfilling the gap between Tourists’ Expectations and Perception,
Guideline in Building Added Value for Brand and Integrated Marketing for promoting Creative
Tourism, A Business Strategy for competitive advantage towards sustainable creative tourism for
Private Sector. Thai tourists and foreign tourists’ for tourism along the economic route in the upper
greater Mekong sub region were included as a sample of 929 tourists.

From in-depth-interview and focus group which included senior tourism government official
sector, private tourism business sector, and local community in Thailand (Chiang rai/Chiang Saen) -
republic of the union of Myanmar (Keng Tung) — people’s republic of China (Jinghong) — Lao people
democratic republic (Chiang Thong, Luang Prabang) to the result of SWOT Analysis by using the
natural mechanism which was everything has two sides (pros and cons). According to Edward De
Bano, He said “the better way to examine or investigate is to consider both sides (Strength and
Weakness or Opportunity and Threat) Therefore, from W -> Sand T -> O to “SO” so called “Golden
Minute Strategy”. In order to create any strategies, Strategy is the way to look forwards and step
beyond an ordinary people. As well as Strategy necessity indicated Vision = V applied for Value
creation. The outcome must be “SMART”. From the result of the research the developing of
sustainable creative tourism for tourism was “V-SMART”

V - Vision and Value Creation

S — Sustainability

M -Marketing

A — Accountability and Assimilation

R — Response

T - Through Communication

The overall finding was able to point out a business strategy in order to build added value
for brand and integrated marketing communication to narrowing the gap between the expectancy
and perception of tourists and the government’s role in developing creative tourism, and create a

strategies for developing of sustainable creative tourism for tourism as follows:



1. The business strategies to build added value for brand and integrated marketing
communication to narrowing the gap between the expectancy and perception of tourists
and the government’s role in developing creative tourism were: 1) Making value added
along the economic route in the upper greater Mekong sub region strategy 2) Sustainability
marketing strategy 3) Fulfill and satisfy tourist’s need strategy and 4) Restoration tourist
attraction strategy.

2. There were 4 strategies 15 tactics and 33 operations for developing of sustainable creative
tourism for tourism along the economic route in the upper greater Mekong sub region: a
case study of Thailand (Chiang rai/Chiang Saen) - republic of the union of Myanmar (Keng
Tung) — people’s republic of China (Jinghong) — Lao people democratic republic (Chiang
Thong, Luang Prabang). They were included 1) Contribution sustainable strategy 2)
Encourage marketing strategy 3) Restoration and sustainable value added strategy and 4)

Sustainable identity culture and environment strategy.

Key Word : Strategies of Tourism , Sustainable Creative Tourism , Economic Route , Upper Greater
Mekong Subregion , Chiang Saen , Keng Tung , Jinghong, Chiang Thong, Luang Prabang



