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Abstract

The objectives of this research were: (1) to examine the brand identity of Nakhon Sawan
Province for cultural tourism and (2) to study the condition of marketing communication of
cultural tourism of Nakhon Sawan Province. This research was grounded in the concept of
place brand identity, which plays a crucial role in enhancing the cultural value and image of
destinations in today’s tourism landscape. A qualitative research approach was employed,
using in-depth interviews with 11 key informants from the public and private sectors, who were
stakeholders in the tourism sector of Nakhon Sawan Province. The research findings revealed
that the brand identity of Nakhon Sawan comprised three core dimensions: (1) Place Identity,
reflecting geographical significance such as being the origin of the Chao Phraya River and
possessing distinctive natural landscapes; (2) People and Way of Life Identity, highlighting
ethnic diversity and local ways of life; (3) Cultural Heritage Identity, expressed through living
traditions such as the annual Chao Pho-Chao Mae Pak Nam Pho Festival and other ongoing
ritual practices. Regarding communications, it was found that both the public and private sectors
applied Integrated Marketing Communications (IMC) strategies, with a strong focus on social
media platforms such as Facebook, Instagram, and TikTok as primary tools for conveying the
province’s brand identity. Traditional media still played a supporting role in targeted events.
Key communication tools included public relations, advertising, and various sales promotion
activities. As such, this study offered practical insights into how Nakhon Sawan’s brand
communications strategies could be aligned more closely with its cultural identity, thereby

enhancing the province’s image and long-term competitiveness in cultural tourism.
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Conceptual Framework

Nakhon Sawan Brand
Identity for Cultural Tourism
Communication

1. Place Identity
Geographical Distinctiveness,
Natural Tourist Attractions,
and Cultural-Origin Commu-
nities

2. People and Way of Life

Stakeholders
1. Public Sector
Including Policy Authorities
and Administrators of Activi-
ties and Programs Related to

Cultural Tourism

Marketing Communication

Situation and Strategies

1. Marketing Communication

Formats
Marketing Communication
Methods to Engage Tourists,
such as Content Reviews and
Storytelling

2. Integrated Marketing

Communication

Integration of Marketing

Ethnic Diversity, Traditional
Attire, Culinary Practices, Businesses
Occupations, and Ways

of Life

Tourism

Identity 2. Private Sector

Private Organizations and

the Promotion of Cultural

Communication Tools, such
as Public Relations, Adverti-
Involved in sing, and Sales Promotion

3. Marketing Communication

Channels

3. Cultural Heritage Identity
Traditions, Rituals, and

Beliefs

Selection of Marketing
Communication Channels
to Target Tourist Segments,
such as Social Media and
Traditional

Leveraging Nakhon Sawan Brand Identity for Cultural Tourism

Communication
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U9 59 gy waziu [dlnaurvssounusui
srvaunalng Ssaunsaasss nareiuusiiy
selnalisnsens? whindmszen” (Srithong, P,
President of the Nakhon Sawan Provincial
Cultural Council, March 6, 2025)

“yousniudosdun19n1sAIgnIn
mile (ugaussauduvessihd 51 sy Uy
Banthushindmszenid” (Jantaping, S., Chief
Executive of the Nakhon Sawan Provincial
Administrative Organization, March 6, 2025)

uonaini flidoyadiaziouds
FnenIngunNEnsNssLLazN e uTiendaineg
Tnglamzunasioniefidnvugnaniaans
ety

“fuiisaniaunsarssaiuiisiugud
sl lvasunareary  aurnnvaTiges
fiahialngigaluussnalnede Teossiin
iuunaeisuieadidy iduunaeuseaus”
(Suesoontranont, S., Head of Subdivision
of Tourism Promotion, Nakhon Sawan City
Municipality, May 29, 2025)

Sndnwalsuiuiinlanuvesdimin
UATAITIALULNYIULAAE VO UAINIAALAUNS
Qﬁmam%whﬁu widasoudsaudoule
giAmesnuiansssy Tneflduanannudiuly
unaunmnseluil

“dudusninusindmszrer 19y
Fuenansiatiiu dauduenenmiadorog
otgey naneiuSmusssuvasaulvedoae
SuAiauTun” (Kruahong, P., Owner of Koyee
Restaurant, March 7, 2568)

1.2 dndnwalinudauuazingin (People

and Way of Life Identity)
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NNTIATIEAVBLAINNTAUN T
Badn JIdenudn Ussnvuludminuasaissa
1AUNAINNA18N1VIRRUTHALTUUTTTY
Tnenanzymilnedomeiu Seiunumessiily
mMstuirdouiATYERa M3F wagmssnyUseine]
Fudu Tnsanunsaiudndnvalituvateds
aun

pvnsiudy avffouriumyiiudud
warnuane lidanduemsanuaaiih Wy
qﬂ%uuﬂmﬂi'la yeasulainsy vesntuie
ogavualid ufayensiudildsudviwa
Mnururnedeasdu Ssdunumddnly
fuftnegnseniun Fufeyadindrldgnnais
Tnelideyandndieluil

“Deeddraduuredonsu i uas
f’?%ﬂwmgnffuﬂmmw wanvatuinsy”
(Luewanichkul, J., Owner of Nai Chuea’s Rice
Porridge Restaurant, March 6, 2025)

“wd duinareiduindouvesn
1978 dladaniernsiviliunsaassasid
7/@01:/7/’7%% ” (Junsuwan, W., Owner of Junsuwan
Mochi Brand, March 7, 2025)

“aauivedoutuduidonnydeny
msrzandusrui o lifermsiu e
ushdneehailairienthulansieny Maewiuid
gniutarns i 9 udaiesinentuansieey
(AgaruangIeiay 9” (Charoenwuttikul, N.,
Owner of Nai Sui’s Pork Blood Soup Restaurant,
April 30, 2025)

WTIAUAzNIUAINIY Jlvoyanan
NANITIUNANIAEIAY WU ULAT DL
Uniln smlnedeansdunaimynindung
Tdudnualfinsidedmduazanulads vz
NI RERLSENG 9 uisnedaeimedudio wy
N9 INENTIAN

“Chnenisaminunsaissalleynene

92477 ¥7907998NOANUNININ g I1913UA
TAUIULTUUT AT B 579A50 daurnalnense
winezveelaeudusnas muaiae” (Srithong, P.,
President of the Nakhon Sawan Provincial
Cultural Council, March 6, 2025)
“UTITvAUY 1N THTUTINAUATY
ndvaneemdurIFulaali vamguiuauday
ladunsmapansiz1pufddadonaunauduauns
AINNAATINTUANTY” (Apichitchart, S., Head
of the Pak Nam Pho Chinese God Procession
Festival, March 7, 2025)
21TNUAZNITANTIVAN Uszvnslu
NuiwuunvesdmiauasarssAdilnalsznou
BIANAUNEATNTTY WU 91w e wnzdan
Uszals uazUadnd vngiivssmvuluwadiod
Jugudnanaasugiavesdmindnuszneue1in
ATUNIIAT HAZNITUINIS loglaniznguenilneg
WoaeiufitenUssnevenindvie dmaliin
Tnssasredsnuuuunyanssuiifonyudy
“mmnvesife osdgniusalng
uaIAdUszusUganTUN . udantunenae
Fausnninuduluiuilumauia” Jantaping, S.,
Chief Executive of the Nakhon Sawan Provincial
Administrative Organization, March 6, 2025)
1.3 9NANWAIATUNIANNIITAIUSTTY
(Cultural Heritage Identity)
upsassR U uAnIUsE SRdnans
817U InenurangIUileslus Il WU e
nand Jadeulestuensesssunnyi dlusa
TOURazkradlUIIUARTILILLIN FIUDIUTAN
SusssuiisinsdiTin (Living Heritage) i
Uszndiunidne-tduaivnnial
i lvideyanannaisenitanisiidunivalin
suwidve-dusivinidinlunanianguiu

'
aa

fotdulszinalszdurandunanuinii 100 ¥

= [

AMeluuidn1siansdandemNuAsSns1ae
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Bane-dud fidudedawmideidnleves
Y1IUATAITIA FIuTinITHans nTaziaud
dxviauaiusssuvesralne-Woaesulded
IAALAY WU NISLKETININBY NMIWAENLA NNsaziau
Bano-ng{] Sniadauaniannuiiuiiossning
AT N1ALBNTL wazdsvrrudeasIuluiiud
Feanunsooniogsldanunaunungdselul
“wndrfiiuiniduse Jundniae
Sansiezidumiviyvesdaninuasalssaiae
losduny unding gauuiashe nIsuane M3
wialva uaslanluu suaisaruynagn yn
o 1ntusssuys Femaizduiaululfuuuis”
(Visutthakul, S., Leader of the Chao Pho-Chao
Mae Pak Nam Pho Golden Dragon Troupe,
March 6, 2025)
“Fenouilfozidusnsnvalidos
(ungiudanyyiu Feeditinssunisinives
99U 12 Tu 12 Au..dnsuaey 19uYuIl
Z@m@'uﬁég@ué’a ” (Apichitchart, S., Head of the
Pak Nam Pho Chinese God Procession Festival,
March 7, 2025)
fAZnssuNIeAIaUILATAIIALT D
Flwidweswalveeaeiu uavdsunding
NTENNTAEUT WU NISANUIATINLT Useingl
YeysouauvesyIgAnuga (usu uansds
MsegsiuAuresma LA Iy
T
“Usesnedngrammzideouudafiaye
Sovsedumdtse dnumsmbalsualy isanu
7580 drvmsuugenwinuiy udafdudule
a77 u sxdureiumanrsiuay Insznmsid
@i Inm1IealUsanyensn)” (Srithong, P.,
President of the Nakhon Sawan Provincial
Cultural Council, March 6, 2025)

“lasegrnazurlunid1deur9

YATAITIALAE §58NINTI9WANNURANWIN 19

Swusssy Dudusfnaniuunaaseusint
maidn 5 wisidhumilougudsoniisnusssu
AImARAIMIEEYEEAL” (Sangthong, S., Dean
of Faculty of Humanities, Nakhon Sawan
Rajabhat University, April 29, 2025)
oeilaziout “unsansss” liiftes
Hugaussvreauiiwiiy uidudugeussan
yosfausssn Anude uazsndnualvesiau T
annsosesoaiiioaine “asdudmeinusisy”
IgaenedsBu
dqufl 2 anawnisdedaisnisnana
nMsvisafisadeinusssudminuasassd
NMTIATIRRVBYATUNTFUNLAITEN
Fidewuin anmnseansnIsnaIALaLLIMG
nsdearsnisaaraiienisvioaiisiludnis
UATAITIAUTENOUAIEY 3 dundn Lawn
1.1 gﬂl,wun']sﬁami
sULUUNIsADa1IA1TRAIATILASY
ﬂ’J’]ZJﬁEJm]’]ﬂﬂgﬂﬂ’]ﬂ%ELLazﬂ’lﬂLaﬂsﬁﬂﬂuﬂ’liﬁiﬂLﬁ%ll
nsviesfisivesdiminuasaissdfe nsdeans
iudedinueeulatiunmsiiuden saidem
flasrstues uagnslgBnsnavudediay
gaula Mufimsviansafdeaunsnaiieany
thanils wazassmsilausmannguiinyieailen
hsneld Faldgnnanidduumaunuainiiegls
Hoyavdnninsguazniaontuiaseluil
“pouilvosnrniiFeaielngls
Usglembnnnimuuinuges Feiuroslsing 9
pouilaorasiuveusifusuluiiudooeuladiu
wndu .. BurgiouwesITinuinyngesy
auwani aumulsisnTanuauiauumas. .
unasooulaiieailifesasdu 9 ms1zdiny
qauIsau dravenifaslion gsusuitaine”
(Jantaping, S., Chief Executive of the Nakhon
Sawan Provincial Administrative Organization,
March 6, 2025)
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“TiTgdungiduivesiudinia
UASAITTANITIEYsEIaUTUEN SR uTiEaly
T InUATAITIA 9T YEC 159888 TnUNauY
1WlUremsy” (Buabud, K., President of Young
Entrepreneur Chamber of Commerce (YEQ),
Nakhon Sawan Chamber of Commerce, March
6, 2025)

“wyfasuvyiasndves lsuvuilliu
Soesrudeatveinsin emmsth exlsuuuile”
(Charoenwuttikul, N., Owner of Nai Sui’s Pork
Blood Soup Restaurant, April 30, 2025)

“d99 Thai PBS AU191815AAN

TIenIsAeudNiivzigey aovluaunigils

955Uz lsnani” (Sangthong, S., Dean
of Faculty of Humanities, Nakhon Sawan
Rajabhat University, April 29, 2025)
1.2 w3nsfionnsdeansnisnana
PNATIATILNTOYANUTT YL

(%
Y [

anasguararaenvuludminuasaissadn
Fonldnagnénisdoansnisnaauuuysannis
(IMO) \loasanménuaiaznsiuiiiaenndes
fuetesanies Tnemsidenldiadesiiess o
ANV UGN LA AINABINTT
Aunnsnafiu feil

aafginidenldinieciionts
Usgwduius (Public Relations) \uiadeaile
nanlun1sewnstoyauazasieninanvaily
Wauan TAENIUAINTIUAIE 9 WU A15IA9IU
woast1y mstidunwallude n1sdnAanssu
AT 9 TN IShanuaiua Sans sy
P03 IAUATEITIA Sesatnie indadlo Tavan
(Advertising) iunislddendnludeamsing 4
i Insviend Aedsfiuiitevenenisiusluaania
Faunaunndelud

“Suous1ddmhiizendy ledi v
Soa/szadiniug nseazilutemseus iy

Smmninthsodideasielmidesluumuesudau
sl wiAuveuaynIilsisivie
Uszaanius1s” (Jantaping, S., Chief Executive
of the Nakhon Sawan Provincial Administrative
Organization, March 6, 2025)

“UaaKisgavedeansignIswan
SwusssuIUNINIATYEA991175909
(lasunsaazsaoaluginessrgn1iuFun”
(Sangthong, S., Dean of Faculty of Humanities,
Nakhon Sawan Rajabhat University, April 29,
2025)

“eAIUsTYIBUNLS PR Y099 NINAYIA
luguveaiinayiniiues dosgdeyaindnissni
ywsonanssuezls” (Suesoontranont, S., Head
of Subdivision of Tourism Promotion, Nakhon
Sawan City Municipality, May 29, 2025)

aavensudesuldiaiesile nns
Uszad@uWus (Public Relations) wWutAgaiu
a3y uidslimadenltintesie msvelneyana
(Personal Selling) Savunefa nsldiinanariuie
wiinsefiinuiuasanudlalumusssy
MesduiiorinisinauendnSudivseusnig
nMsvieadien uenani deldiatedle nsduasy
n15978 (Sales Promotion) Llafgatinyididien
i AsIRlUsINTuRAYluganeanig wsensn
vosiiszdn dsusngluumaunuvesilvdeya
wandasioludl

“t5998/eUss TS Farle
Uszduitusiosgisludaanivesulariuas
poWlau” (Apichitchart, S., Head of the Pak
Nam Pho Chinese God Procession Festival,
March 7, 2025)

“vedinsaeguiylusiumn 9 Jupsu
uaInazdmsadnadnniuasy vredundlusludy
ﬂéé@&)ﬂﬂ[i/vﬁﬁfigﬁfu” (Kruahong, P., Owner of
Koyee Restaurant, March 7, 2025)

HIUNMIFUT0IANAINAIN TC (NFUT 2) sy semansuasdsnLmans



sansilayeyrfidand T7 18 atfufl 1 uns1AN-WEIEL 2569 123

“Lpgedaiutaioss lsuuyiue
Mingluoonys gnArinIunduuIdensiu”
(Junsuwan, W., Owner of Junsuwan Mochi
Brand, March 7, 2025)

2.3 Yaemen1saeaIsnnane

INNTIATIEAVBLAINNTAUN T
FaBnnudn Feanienisdeasnisnainiifen
Tunniigafe Yesmsdednueeulat Tneily
irdosflondnfiniasguaznemenyulilunisieans
TnenanzegeBanisly Facebook waz Facebook
Fanpage Tll#3ummionguamlunsneunsioya
waznslavaUTEYIENRUSAANTINAN 9 a1
Roufe Instacram waz TikTok 7ivunisi
duanazeaUiflefifinnuiadlanavaninse
naedulvfunidiuianldediasaia e
MNBNUNIAST wazNIALNYUAIUNAITINTLY
Jownddedidnusauladlunsdoasegrdnay
1

“Facebook Yo4U18nAAUNINTY
40,000 uda TikTok wausdf 70,000 177 437
JN989ANI1TUSHITAIUTININYDITIABN A
wity Tuaredoaniaueveust 1 Instagram %ag
91n97u” (Jantaping, S., Chief Executive of
the Nakhon Sawan Provincial Administrative
Organization, March 6, 2025)

“daunindrazidulvsluniaegh
Facebook Ay sNWT1¥IUTIALIABUT UG
W51 IUTI029IINgUNAITNINIUYSENIAI
Foaimdulszutaluy gy Tiktok wyileas
97aumnwyﬁ?&/ﬁ@3'7ﬂu@31/7g74£/as?/u7m7y”
(Charoenwuttikul, N., Owner of Nai Sui’s Pork
Blood Soup Restaurant, April 30, 2025)

“gurgnis ey TikTok eguad d
Facebook agiuda 13any1deueslsuiiagen
Yoyaliis 19 Usy wIgunus 1597998497 lu
drungail” (Buabud, K., President of Young

Entrepreneur Chamber of Commerce (YEQ),
Nakhon Sawan Chamber of Commerce, March
6, 2025)

“Dasrdimansutdameausuasy
NIViaiie daues TikTok 15954 uarfesiveq
anAUIaLedn 1 iwa” (Suesoontranont, S.,
Head of Subdivision of Tourism Promotion,
Nakhon Sawan City Municipality, May 29, 2025)

Tuvausitennsdonaiia Wy doaefiu
Usgtannsans wilsdou uagdelawun wui
gadinnsldauuiediu wanunldaunsawiig
nquidmangldinduresmisesulat il
esandeanisesulatiinisdidefiniranang

o o
LYY v A

wazdlAunuaIndt fedy niullnisdeans

nsnatanuvesulatdaliunuindrfglunis
duasunisveniiendeTausssuludandn
UASEDSIA Faeg1anislddemisdenaiy
gnnamdsluumaunundtelud
“sriiarsarsvens) Tifusienied
weniltumelasing iuarsanslineeisansen
gjf TikTok 5’27%77’5/@17455/21/25 ” (Jantaping, S., Chief
Executive of the Nakhon Sawan Provincial
Administrative Organization, March 6, 2025)
“Tugidooenlaifvedindouial
108 indloudelusiaiife nisinluawes falada
MINTIAN 9 udIAvedsouy erluraen gy
vziinisiorsausieonlusnisenne” (Apichitchart,
S., Head of the Pak Nam Pho Chinese God
Procession Festival, March 7, 2025)

aAUIIENA

nseAUs1INan1TINe @1unsaeiusiela
3 dw fadl

doufl 1 sndnwalns1Bud1Sandn
UASHISIABNITa R fie T T mus Ty
Usznaunie
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NANISANEILANI AL AU AN BAINTA

AUAIVDITINIAUATEITTALDIAUTENBULAUTY
3 06 lawA uiud AugAuLazIeIn way

(% '
14 o A =

Frufausssy Taefifduiud Swmiadegly
nusTIUTesuiithatsddgdenaredudud
Wansren Tunaesiondian1esssuef Wy
Jevesziin uwavunasiausssufiaziounnuide
WU TRTA A uAraNsus Fedenades
U Rattanasimakul et al. (2019) 3 ndndnwal
éuauma'wiaaLﬁmLﬁuiﬁﬂgmmaqmsa%wmw
Snwaluazanunsafiudnanuansalunisuedy
funsvieadien

fAs1udauLarIfgIanuin Jandn
UATENTIANANUVIAINTANEN NIRRT tneianz
nsegiaufuresyilneiuiu Inodeasiu
sudsnguunAnugdu o Tedndnuwaivestau
dxviourufinens 1 WuA evwnsituiiu msusiame
wazn1sUsznavedn sgrslsAniunisdeans
Sndnualmanisndudosendoanudilasiuuay
ausailenauluiuf Ssazannsaadrsnmen
Afaauunazdeuluyuuesvesinvioaionld
(Zhao, 2022)

drulifsuusaniausssy 4n159m91u
Useindifidunensniuny saEnssuvosualng
Womeiu wu uwsidwe-duaiuindiln
lugrananianguiu naenIuydssinalnig
wsznsmauLazUsendvosnguunAnugau
WU NSFNUININL wasUsEnalygnouauues
nauTAuSan Bsagviounisegaufuvesmaun
LarAudofivannvany snanwalmanisaduy
nuimusssuddyiaunsothluldlunsdaaiy
Asvieafivaldegnediussansnm aenndesiu
LLIAAYeY Dhamabutra (2019) 1331 A S
éuaqa;wmaﬂammqéfwmiﬁaqLﬁaasﬁuagﬁu
NSLEANIDNANWAIBEILAUTALAZ AN

pafUsEneUMELdonAdoIfuLLAAR

483 Kapferer (2008) fiiauein Shdnwaingdudn
PTALYIDUANAITVNTINLETTU haLAT AN
swdungudvaneg uana il feaenndaafiy
LUAIMINTRAILIN ST Tiendeaseassiuasy
BaiussTd aukukiunaelignsman sy
Usgliiunsvieaiilon (w.a. 2561-2580) Gaszyin
nsvenfisndefausssunisndenlosiuusan
TAus T LLazQﬁﬂzyzywﬁmﬁ'u (Office of the
National Economic and Social Development
Council, 2018)

daufi 2 anwnisdeansnisnananis
vieafiendeimusssuiminuasassd

NANITITENUIN TandnuaTadssaini sy
NagNSN1TARAIINITNAIALULYIANNIS (IMC)
aaflszuy TnenaunatunIesile wu n1s
UTzdunus nslava wagn19aaasunIsung
Tuniswdndunisvieaifiendeausssy
nsysnsmarddamaliinanuaenades
lun1sfeansiaszninemiisnuiguazianty
FeagsiouuuIfnyes Shimp (2010) Aiszyin
M5ARANINSHANALULYTAUINITAD NSNS
Nusdanagnifivaelriansdeasiausioiiles
wazdenasianginssuvaangulninegladanu

Tudugeamienisdeans fawialdaiy
dfufuteaniidedinuesulatilaeanis
Facebook Instagram ey TikTok Famovauss
songAnssufuilnalugatlagiuidesdeludea
AOnARDINULUIAAYBY Smith way Taylor (2011)
iz dednuseulaviidnanmlunisdoansi
fuilaaog1ednds uarduaiuuuifnves
Chaffey wa Ellis-Chadwick (2016) Fiugufianda
vosunannasusaulatlunisasisnisiidiusiy

ﬂ?ﬂ&lﬂ
n33etiaiunsfindndnualnsndum
FINTAUATAITIA LNBNISEBAITNITAANA
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msvieafiondeimusssu Tngledimssisndnuel
ATIAUAITINTAUATAITIAINYUNDIVOIHE
drulddrudslunianisveniisrvesdanda
LATENTIRTIMASTWAZNIALONTY TINFTIAT I
anmnisdearsnisnataludagduluvium
msvieafisndetmusssu neduaszvinasandy
2 Uszpunan laun 1) dndnwalnsidumsamin
UASENSSA BeUsTneumeliAgusndnwalte 3 Ay
un Sndnwalduiind Sndnwalidudauuas
LAETNANYAATUNTANNIITAIUTITY
2) @nmnisdednsnismainnisesiien
BeTausssuvesd minunsanssaiinuin Snnsld
m%aﬁamsﬁamsmsmmmLmuuuimwmﬁasm
NELNENY TNNSUSENEUTLS Nslawan n1sune
Tngyana uaznsdaaiunisee Tnedinnsdoans
Wuidednuesuladifundn wavdinsdoans
NureInedeansuuusainluuaRanssy

GO GBI
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wazionvuludaninuasaissaagldroamniuay
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