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Abstract

This project aims to enhance Cultural Tourism in Lopburi Province.
The research employed both qualitative and quantitative approaches.
The quantitative research was conducted using questionnaires from
convenience samples of 400 Thai tourists. The qualitative research was
conducted through three rounds of group interview with stakeholders
including government officials, entrepreneurs and residents.

The results found that the guidelines for enhancing Cultural Tourism
in Lopburi Province called for developing destination equity in the
following three dimensions: 1) The historical significance as an ancient
city, 2) the cultural dimension of being a learning source of Thai culture
and residential lifestyle, 3) Religious aspects. As a result, Lopburi Province
could clearly be positioned as a historical and cultural city. From the
perspective of Thai tourists, the crucial marketing efforts to promote this

cultural tourism involved giving advertising and pubilic relations top priority,

which needed to be created to highlight Lopburi’s unique value and
story. This approach aims to build a strong, memorable brand through

compelling storytelling that attracts tourists to experience its profound
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culture and history, while fostering a sustainable relationship with the
destination to simultaneously promote tourism economic growth and
preserve its cultural heritage.

Keywords : Enhancing; Cultural Tourism; Lopburi Province
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