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This study was established on the tourism and marketing perspectives of the 

stakeholders regarding the branding process of the cultural world heritage sites in 

Thailand. The Historic City of Ayutthaya world heritage site was selected as the unit to 

be studied. Thus, the purposes of the study were to 1) study the potential of the Historic 

City of Ayutthaya site, 2) analyze the marketing of the Historic City of Ayutthaya site, 3) 

evaluate the potential of the stakeholders in branding of the Historic City of Ayutthaya 

site, and 4) propose a branding process for the Historic City of Ayutthaya site. 

Mixed research methodology was employed in this study. Researchers gathered 412 

sets of questionnaires from foreign tourists and 290 sets of tests regarding the branding of 

the Historic City of Ayutthaya world heritage site were distributed to stakeholders to 

collect quantitative data. Additionally, semi-structured interviews were also conducted to 

collect qualitative data from 30 foreign tourists and 30 stakeholders related to the branding 

of the Ayutthaya site from January to March 2018. Content analysis was used for the 

interview results, whereas descriptive statistics (i.e., frequency, percentage, mean, and 

standard deviation) and inferential statistics (i.e., t-test and ANOVA) were employed for 

the analysis of the quantitative data. 

The research results found that differences in the tourists’ characteristics (including 

geographic, demographic, behavioristic, and psychographic characteristics) influenced 

the tourists’ perspectives of the potential of the Historic City of Ayutthaya world heritage 

site. The target tourists for the Ayutthaya site were European tourists who travelled as a 

couple or with family and were 25-54 years old.  In addition, ‘working age European 

tourists who arranged the trip by themselves to rest with their spouse’ should be the 

market positioning for the the Historic City of Ayutthaya world heritage site.  Most of 

stakeholders had knowledge, skills, and positive attitudes in relation to branding. 

 



 iv 

Furthermore, stakeholder characteristics, such as education and experience, influenced 

their knowledge of branding. A branding process of the world heritage Historic City of 

Ayutthaya was then proposed consisting of eleven steps, including: 1) evaluating the 

potential of stakeholders in regard to branding, 2) product positioning, 3) benchmarking 

analysis (product positioning), 4) market positioning, 5) benchmarking analysis (market 

positioning), 6) product and market positioning, 7) benchmarking analysis (product and 

market positioning), 8) brand creation, 9) brand implementation, 10) brand evaluation, 

and 11) monitoring and adaption. 
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CHAPTER 1 

 

INTRODUCTION 

1.1 Introduction 

Chapter one presents the rationale for the study of the branding process of the 

world heritage Historic City of Ayutthaya along with content related to tourism and 

world heritage sites, world heritage sites in Thailand, the world heritage Historic City 

of Ayutthaya, and the branding of the world heritage Historic City of Ayutthaya. The 

researcher conducted the study in the Ayutthaya. The circumstances surrounding the 

research and the rationales related to this research are presented below.    

This study looked at four aspects of the branding process for the world heritage 

Historic City of Ayutthaya. It required the researcher to study the potential of the world 

heritage Historic City of Ayutthaya, to analyze the marketing of the world heritage 

Historic City of Ayutthaya, to assess the potential of the stakeholders in the branding 

of the world heritage Historic City of Ayutthaya, and to propose a branding process for 

the world heritage Historic City of Ayutthaya.  In accordance with the above objectives, 

the research questions, research contributions (i.e. the research output and outcomes), 

scope of the study (content, population, area and time), and definition of terms in which 

are presented.   

 

1.2 Tourism and World Heritage Sites 

 Tourism is considered a very important industry in Thailand’s economic 

development since tourism continues to generate enormous amounts of revenue for the 

country (National Statistical Office of Thailand, 2012). Tourism revenue ranks among 

the top income values for the country when compared to other industries. The tourism 

industry generated more than 2.76 trillion baht and accounted to be 20 percent of 

Thailand’s gross domestic product (GDP) in 2017. This included 1.8 trillion-baht 
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revenue from foreign tourists and the 9.5-billion-baht revenue from domestic Thai 

tourists’ market for (Department of Tourism, 2017). Additionally, tourism also results 

in the expansion of associated products and service business which provide support for 

both foreign and Thai tourists, such as hotels and accommodations, restaurants, 

souvenir shops, etc. These businesses become more popular and highly competitive, 

which leads to increases in employment, as well as being the key mechanism for 

distributing wealth and bringing prosperity to the region.    

 There is a trend forming in tourism toward creative tourism (Tourism Authority 

of Thailand, 2014). This refers to tourism that offers the visitors opportunities to 

develop their creative potential through active participation in courses and learning 

experiences which are characteristic of the holiday destination. (Richards & Raymond, 

2000, p. 18). It can be said that this type of tourist learns about the history, art and 

cultures, ways of living, and the uniqueness of the community, or place, from having 

direct experiences with the cultural owners, such as through interactions with them like 

talking with locals, joining in creative or cultural activities, or living and working with 

them while creating good experiences and memories. This form of tourism requires a 

mix of cultural knowledge together with revolutionary technology which conforms to 

the government’s policy aimed at creating knowledge based economy and creative 

economy as stated in national economic and social development plan no. 11 (2012 – 

2016) (Tourism Authority of Thailand, 2014).  

 Creative tourism in Thailand can be divided into four main categories. First, there 

is cultural heritage tourism, which refers to creative tourism related to the history, 

archeology, customs, cultures, beliefs, and social conditions of a people or as 

geographic area. This can be further divided into group related to traditional cultural 

expressions, such as festivals, cultural events, and cultural sites, such as historical sites, 

museums, etc. Second, lifestyle tourism refers to creative tourism related to the ways 

of life, whether in the city or countryside, where tourists focus on learning on the local 

ways of living and occupations, the third group, Arts, refers to creative tourism related 

to arts and cultures, such as visual arts, like painting or sculpting, and performing arts, 

like local music shows and traditional Thai dancing, drama performance, etc. The final 

group is functional creation, which is creative tourism focused on producing products 

or services to respond to different tourists’ needs and interests, such as Thai cuisine and 
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cooking, Muay Thai boxing, meditation, and workshop activity programs that stress co-

learning and allowing everyone to participate. (Tourism Authority of Thailand, 2014). 

 A form of creative tourism that is gaining popularity among foreign visitors is 

visiting world cultural heritage sites, which are archaeological sites. It does not matter 

what the focus of the site is. Whether it is a site related to architecture, paintings, 

sculptures or natural archaeological resources such as caves used for living, unique 

groups of separated or connected buildings or some crucial structure built by humans, 

or a co-creation between human and nature. These archaeological sites have extremely 

high value with regard to the historical, artistic, anthropological, or aesthetic 

background of the area. 

 The popularity of tourism in world heritage cities is seen in the tendency of large 

proportion of the millions global tourists who visit world heritage tourism. According 

to registering as the world heritage, there is crucial to generate the awareness of the 

national cultural heritage from public sector, private sector, and people who are the area 

owner. Being a world heritage site leads to many advantages, for instance: increasing 

the reputation and national pride of the country, the increasing number of tourists who 

visit the country which leads to better economic situations, and forming institutions to 

look after and preserve the national heritage since the image will thereafter always 

related with the country’s tourism and international image. According to this 

perspective, one of the key factors for creating a destination image is marketing tools, 

such as advertising issues, communication policies, and branding processes. Although 

the status and the brand of a world heritage site can motivate tourists to visit the site, 

the tourism destination needs to reinforce the identity of the location by branding 

implementation and communication (Hassan & Rahman, 2015). The brand of a tourist 

destination refers to its positioning and brand image that attracted tourists who can be 

differentiated from other types of tourist and that represents their characteristics (Poria, 

Reichel, & Cohen, 2011). This has come to include tourism concepts such as tourist’s 

identity, character, personality, and culture (Boyd & Timothy, 2006). In the context of 

the Historic City of Ayutthaya world heritage site the branding can help in clearly 

identifying the desired target segment and guiding positioning choices that may attract 

tourists to visit the site. Not only are good potential attributes of the Ayutthaya site 

required, but good branding also is needed to promote tourism in the area.  
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 The United Nations Educational, Scientific and Cultural Organization 

(UNESCO) has been refining the definitions of what a world heritage site is since 1992 

(Data at July 2018) with the announcement of 1,092 sites in 167 countries, including 

registered cultural world heritage sites, natural world heritage sites, and mixed world 

heritage sites (both natural and cultural). These sites include 845 cultural world heritage 

sites (about 77.38 percent), 209 natural world heritage sites (about 19.14 percent), and 

the remaining 38 sites are mixed world heritage sites (accounting for 3.48 percent) 

(UNESCO, 2018). From the data, it can be concluded that most of the current existing 

world heritage sites are cultural world heritage sites (table 1.1). 

 When considering only the ASEAN nations, there are a total of 38 world heritage 

sites, consisting of 24 cultural world heritage sites, 13 natural world heritage sites, and 

only one mixed world heritage site. If you look at each country individually, Vietnam 

and Indonesia are tied for having the largest number of world heritage sites at 8 sites 

each, followed by the Philippines in second and then Thailand, while Myanmar and 

Singapore have only one world heritage site each. Brunei is the only country in ASEAN 

without a world heritage (table 1.2). 

Table 1.1 Number of World Heritage Sites by Region……….…….…………. 

Regions Cultural Natural Mixed Total % States 

Parties with 

inscribed 

properties 

Africa 52 38 5 95 8.70 35 

Arab States 76 5 3 84 7.69 18 

Asia and the Pacific 181 65 12 258 23.63 36 

Europe and North America 440 63 11 514 47.07 50 

Latin America and the 

Caribbean 

96 38 7 141 12.91 28 

Total 845 209 38 1,092 100 167 

 

Source: UNESCO (2018)  
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Table 1.2 Number of World Heritage Sites in ASEAN by Country 

Country Cultural Natural Mixed Total % 

Viet Nam 5 2 1 8 21.05 

Indonesia 4 4 0 8 21.05 

Philippines 3 3 0 6 15.79 

Thailand 3 2 0 5 13.16 

Malaysia 2 2 0 4 10.53 

Cambodia 3 0 0 3 7.89 

Lao People's Democratic Republic 2 0 0 2 5.26 

Myanmar 1 0 0 1 2.63 

Singapore 1 0 0 1 2.63 

Total 24 13 1 38 100 

 

Source: UNESCO (2018) 

 

1.3 World Heritage Sites in Thailand 

Thailand has five registered world heritage sites which include three cultural 

world heritage sites: 1) the Historic Town of Sukhothai and Associated Historic Towns, 

2) the Historic City of Ayutthaya and Associated Historic Towns, and 3) Ban Chiang 

Archaeological Site. The other two are natural world heritage sites: 1) Thung Yai-Huai 

Kha Khaeng Wildlife Sanctuary and 2) Dong Phaya Yen - Khao Yai Forest Complex 

which are described below.   

1) The Historic Town of Sukhothai and Associated Historic Towns covers the 

areas of Sukhothai and Kamphaeng Phet provinces which have been preserved and 

developed into a historical park and was registered as a world heritage site at the 15th 

World Heritage Committee convention in 1991 at Carthage in the Republic of Tunisia.  

2) The Historic City of Ayutthaya and Associated Historic Towns, in Phra 

Nakhon Si Ayutthaya, was registered as a world heritage site at the 15th World Heritage 

Committee convention in 1991 at Carthage in the Republic.  
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3) The Ban Chiang Archaeological Site in Udonthani province was registered 

as the world heritage site at the 16th Convention Concerning the Protection of the World 

Cultural and Natural Heritage in 1992.  

4) The Thung Yai-Huai Kha Khaeng Wildlife Sanctuary is located in portions 

of Kanchanaburi, Tak, and Uthaitani provinces. It was the first location in Thailand that 

was assessed to become a natural heritage site and became a registered natural world 

heritage site in 1991.  

5) The Dong Phaya Yen - Khao Yai Forest Complex consists of protected areas 

and natural preservation areas in five separate places: Khao Yai national park, Tablan 

national park, Pangsida national park, Tapayow national park and Pah dong yai Wildlife 

Sanctuaries, which were registered as a world heritage site under the name Dong Phaya 

Yen - Khao Yai Forest Complex by the 29th World Heritage Committee convention in 

2005 in Durban in the Republic of South Africa.  

In addition, there is an inventory of the locations that each state party to the 

convention intend to have considered for nomination. Six important sites in Thailand 

have now been included in UNESCO’s tentative list of cultural and natural world 

heritage sites. These sites include: Phimai and its Cultural Route, including the 

Associated Temples of Phanomroong and Muangtam (2004); Phuphrabat Historical 

Park (2004); Kaeng Krachan Forest Complex (KKFC) (2011); Wat Phra Mahathat 

Woramahawihan, Nakhon Si Thammarat (2012); Monuments, Sites and Cultural 

Landscape of Chiang Mai, the Capital of the Lanna Kingdom (2015); and Phra That 

Phanom and its related historic buildings and associated landscape (2017) (UNESCO, 

2018). 

 

1.4 The World Heritage Historic City of Ayutthaya 

The researcher selected the world heritage Historic City of Ayutthaya as the 

study site since it continues to maintain its uniqueness related to its physical, historic 

and civilizational identity which is hard to find in other, comparable sites. The world 

heritage Historic City of Ayutthaya is among historical sites that have not been used or 

inhabited for a long period, or also called Dead Monument, that cannot rebuild to its 

original condition. Most of these sites have no clear or conclusive evidence to support 
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the claims to their history and importance. Thus, one must rely on the truth of traditions 

or the condition of the historical sites after they are excavated because the remaining 

evidence cannot accurately tell us about the true character before their collapse.  

The Fine Arts department, Ministry of Culture has improved the plans for the 

Ayutthaya historical park to form a master plan to preserve and develop the Historic 

City of Ayutthaya (1993 – 2001) with eight main points:  

Plan no. 1 Archeological, historical and archeological sites recovery plan  

Plan no. 2 Main infrastructure and public assistance improvement plan  

Plan no. 3 Environmental and landscape improvement plan  

Plan no. 4 Development plan for the communities in the area of the historical 

park  

Plan no. 5 Industrial factories movement plan for zoning areas 

Plan no. 6 Academic and tourism service plan 

Plan no. 7 Economic and social plan 

Plan no. 8 Office and workforce management development plan 

Though the master plan to preserve and develop the Historic City of Ayutthaya 

provides plans related to tourism (Plan no. 6 Academic and tourism service plan) which 

conforms with strategic issue no. 3, to promote the image of, and active public relations 

for, the world heritage site city of Ayutthaya.  However, when considering the details 

of the plan, it can be seen that the plan emphasizes visitor system management, 

academic and tourism service management, tourism promotion management, academic 

promotion management, preservation and publicizing of academic knowledge, and 

development of the national museum. However, there is nothing contained in the above-

mentioned plan related to the operating of marketing activities to accomplish the master 

plan’s goal to make the historical city become an outstanding world heritage site. The 

researcher was aware that creation of branding is not a key task in the master plan, but 

it can be created via the cooperation of the stakeholders who would be the utmost 

beneficiaries of the tourism management project. Since cultural heritage is not solely 

the function or responsibility of the Fine Arts Department, but is the responsibility of 

all the sectors that integrate their knowledge to improve the efficiency of tourism 

management. 
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1.5 World Heritage Tourism Site Branding 

Branding is the key issue in the tourism management context, since it is the 

primary indicator for the success of strategic development and effective tourism 

management planning (Baker & Cameron, 2008). Branding is the key instrument 

currently in the world of marketing communication since it makes the brand appear 

valuable in consumers’ perception based on the aspects of its outstanding reputation, 

singularity, recognition, and the results of marketing efficiency (Pathamaporn Netinan, 

2011).  

Branding in the world heritage site tourism context becomes important when 

countries register related to their cultural heritage and push for them to become a world 

heritage site. The key objective for these countries is national economic development 

to generate growth from the administration of their internal world heritage sites (Leask 

& Fyall, 2006) as well as increasing the popularity and visitor flow of their domestic 

world heritage tourism sites by National Geographic Traveler. Looking at the figures 

from the World Tourism Organization, countries with a number of world heritage sites 

normally rank highly as the destination of choice for tourists and are top ranked for the 

number of global tourists that visit (Kriengsak Chareonwongsak, 2008). Having a site 

registered as a world heritage site forms a new image for a country (Ryan & Silvanto, 

2011) and being able to use the UNESCO trademark is comparable to excellence 

branding (Buckley, 2004).  It makes the destination become place that people must visit 

to see (Li, Wu, & Cai, 2008) and attracts more tourists to visit the world heritage sites 

(Leask & Fyall, 2006). 

 

1.6 Problem Identification 

Of the cultural world heritage tourism sites in Thailand, the world heritage 

Historic City of Ayutthaya has the greatest potential of being interesting to both Thai 

and foreign tourist. However, Ayutthaya still rarely shows systematic branding 

development and destination branding that would attract more tourists to visit. 

Moreover, the Ayutthaya site still very few stakeholders who are experts in, or possess 
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knowledge about, destination branding, which is crucial since it will motivate more 

tourists to visit and increase the value of the historical park.   

When considering the tourism promotion related only to cultural world heritage 

sites, one clearly sees that we rarely find marketing activity and branding in Thailand. 

Neither of the cultural world heritage sites at the Historic City of Ayutthaya and 

Sukhothai have a clear branding to communicate to the target group of tourists, or to 

create recognition as a world heritage site. Therefore, it is necessary to communicate 

with the relevant stakeholders, whether in the public and private sectors, to create 

destination branding that will be recognized by, and attractive to, tourists. Moreover, 

there must be cooperation with the tourism agencies to publicize the information about 

the world heritage sites in Thailand so they will become more well-known and, thus 

stimulate the ongoing desire of tourists to travel more.  

Achieving and maintaining a designation as a cultural world heritage site has so 

many steps and regulations that it requires the cooperation of many stakeholders to plan 

and manage a world heritage site, for instance, the national local governmental units, 

the owners of the land, academics and experts with knowledge and expertise related to 

the resources, as well as the local residents. However, after just a basic exploration of 

the areas in the Ayutthaya world heritage site, you recognize that there is a lack of 

cooperation among the stakeholders regarding the branding of the world heritage site. 

Each unit/organization is only responsible for the tasks assigned to that specific 

unit/organization, and they rarely concern themselves with the responsibilities assigned 

to their fellow stakeholders. If the different networks would work together and 

cooperate, it would greatly benefit the tourism management of the site since promoting 

cultural heritage is not solely the function, or responsibility, of the Fine Arts 

department; but of but a critical component that requires the integration of the 

knowledge and experience of all the stakeholders.   

Additionally, research related to the branding process teaches us that most 

researchers have focused their studies on marketing, such as branding’s influence on 

world heritage sites (Hassan & Rahman, 2015; Poria et al., 2011; Ryan & Silvanto, 

2011), branding communication related to managing the potential of world heritage 

sites (Hall, 2004; Kavoura, 2012; Kavoura & Bitsani, 2013), and brand perception’s 

influence on tourism destination loyalty (Marcotte & Bourdeau, 2006; Su, Hsu, & 
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Swanson, 2017). Most of them study how to make the branding acceptable and reliable 

to consumers. However, from the literature review of relevant research, there have been 

no studies about the branding process of the world heritage Historic City of Ayutthaya. 

Therefore, a study on the branding process of the world heritage Historic City of 

Ayutthaya is the issue that many sectors should be interested in and pay attention to and 

which will become part of the guidelines for the branding management of world 

heritage tourism sites.  

Due to the circumstances and the reasons cited above, the author conducted this 

research to study the potential of the world heritage Historic City of Ayutthaya, analyze 

on the marketing of the world heritage Historic City of Ayutthaya, assess the potential 

of the stakeholders related to the world heritage Historic City of Ayutthaya’ branding, 

and, finally, to propose a branding process for the world heritage Historic City of 

Ayutthaya. The results from this research are expected to have benefits for the 

stakeholders related to world heritage site’s branding. Moreover, it is expected that the 

findings will become information and guidelines to use in planning the branding 

process of the world heritage Historic City of Ayutthaya and to attract more tourists to 

visit the world heritage sites in Thailand. 

 

1.7 Research Objectives 

 1) To study the potential of the world heritage Historic City of Ayutthaya 

 2) To analyze the marketing of the world heritage Historic City of Ayutthaya 

 3) To assess the potential of the stakeholders in the branding of the world heritage 

Historic City of Ayutthaya  

 4) To propose a branding process for the world heritage Historic City of 

Ayutthaya 

 

1.8 Research Questions 

From the research objectives, this study will seek the answers for the main and 

secondary research questions below. 
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1)  What is the potential of the world heritage Historic City of Ayutthaya?  

(1) What is the potential of the world heritage Historic City of Ayutthaya? 

(RQ1) 

(2) What are the tourist’s demographic characteristics that affect the potential 

of the world heritage Historic City of Ayutthaya? (RQ2) 

(3) What are the tourist’s behaviors that affect the potential of the world 

heritage Historic City of Ayutthaya? (RQ3) 

(4) What are the tourist’s psychological characteristics that affect the 

potential of the world heritage Historic City of Ayutthaya? (RQ4) 

(5) What are the tourist’s geographic characteristics that affect the potential 

of the world heritage Historic City of Ayutthaya? (RQ5) 

2) What is the marketing of the world heritage Historic City of Ayutthaya? 

(1) What is the market segmentation of the world heritage Historic City of 

Ayutthaya? (RQ6) 

(2) What is the target market of the world heritage Historic City of 

Ayutthaya? (RQ7) 

(3) What is the market positioning of the world heritage Historic City of 

Ayutthaya? (RQ8) 

3) What is the potential of the stakeholders regarding branding world heritage 

Historic City of Ayutthaya? 

(1) What is the knowledge of the stakeholders regarding the branding of the 

world heritage Historic City of Ayutthaya? (RQ9) 

(2) What is the skill of the stakeholders regarding the branding of the world 

heritage Historic City of Ayutthaya? (RQ10) 

(3) What is the attitude of stakeholders regarding the branding of the world 

heritage Historic City of Ayutthaya? (RQ11) 

 4) What is the branding process for the world heritage Historic City of 

Ayutthaya? (RQ12) 

 

 



 

 

12 

1.9 Research Output 

 1)  Potential of the world heritage Historic City of Ayutthaya 

 2)  Marketing of the world heritage Historic City of Ayutthaya  

 3) Potential of the stakeholders regarding the branding of the world heritage 

Historic City of Ayutthaya  

 4)  The branding process for the world heritage Historic City of Ayutthaya 

 

1.10 Research Outcomes 

 1) The stakeholders related to the branding for world heritage tourism sites in 

Thailand can produce data about the potential of the world heritage Historic City of 

Ayutthaya that applies to the potential world heritage community in Thailand related to 

tourism. 

 2) The stakeholders related to the branding for world heritage tourism sites in 

Thailand will be able to use the results about the marketing of the world heritage 

Historic City of Ayutthaya as the guideline for marketing management to reach to their 

target markets and respond to the needs of tourists.  

 3) The stakeholders related to the branding of world heritage tourism sites in 

Thailand can use the results of the potential assessment to stimulate enthusiasm and 

awareness about the branding of world heritage sites in Thailand.  

 4) The stakeholders related to the branding for world heritage tourism sites in 

Thailand should take the lead in the branding process of the world heritage Historic 

City of Ayutthaya in establishing brand implementation able to widely promote the 

tourism destination. Especially important is that this branding process will need to be 

consistent with the context of the world heritage Historic City of Ayutthaya.  
 5) The relevant units from both the public and private sectors, as well as the 

academicians, can apply the research results from this study as the guideline for the 

branding of the other world heritage tourism sites in Thailand, such as the world 

heritage Historic Town of Sukhothai and Associated Historic Towns. 

 6) Researchers, academicians, experts, and the relevant units related to the 

branding in both the public and private sectors can exchange knowledge and experience 
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about branding world heritage tourism sites in Thailand and can integrate the outcomes 

of this study with the master plan for each historical park. Additionally, this result can 

be used in the next phase of research related to both marketing and tourism fields.  

 

1.11 Scope of the Study 

1)  Scope of Contents  

This research aims to present the branding process of the world heritage Historic 

City of Ayutthaya. It is necessary to study the potential of the world heritage Historic 

City of Ayutthaya, its marketing, and the potential assessment of the stakeholders in 

the branding of the world heritage Historic City of Ayutthaya. Finally, the data acquired 

will be analyzed and a branding process for the world heritage Historic City of 

Ayutthaya will be proposed. 

2)  Scope of Demographics 

To propose the proper branding process for the world heritage Historic City of 

Ayutthaya, the population in this study covered the two groups: foreign tourists who 

visit the world heritage Historic City of Ayutthaya and the stakeholders related to the 

branding of the world heritage Historic City of Ayutthaya. 

3)  Scope of Area 

The three cultural world heritage sites in Thailand are the Historic Town of 

Sukhothai and Associated Historic Towns, the world heritage Historic City of 

Ayutthaya and Associated Historic Towns, and the Ban Chiang Archaeological Site. 

The area selected to be the focus of this study is the world heritage Historic City of 

Ayutthaya (Phra Nakhon Si Ayutthaya province, Thailand) due to the numbers of 

visitors. 

4)  Scope of Time 

This study was conducted from January 2016 to July 2018 (two years and six 

months). This includes the time for research design, data collection, data analysis, and 

the reporting of results.  
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1.12 Definition of Terms 

1) Brand refers to the name, message, sign, or any design that indicates the 

identity of the Historic City of Ayutthaya in a way that is different/ outstanding from 

other world heritage sites (D. A. Aaker, 1992). 

2) Marketing relates to the social procedures to create the desire for a person, or 

group of people, to get necessities and what they desire from a specific source via the 

creation and exchanging of products and services (Kotler & Armstrong, 2010).  

3) Tourists refers to people who travel to a place that is not their own permanent 

place of residency temporarily, staying at the location for at least one night. This does 

not include trips to seek income from or employment at the location (McCabe, 2005). 

In this research, it means a foreign tourist who comes to visit the Historic City of 

Ayutthaya.   

4) Stakeholders represents the organizations/units with mutual goals, objectives, 

and interests in an activity and join forces to achieve the goals of that activity (Nicholas, 

Thapa, & Ko, 2009). For this research, the stakeholders refer to public, private, and 

academic sector entities with an interest in the Ayutthaya site. 

5) Potential of Historic City of Ayutthaya refers to the readiness of the Historic 

City of Ayutthaya to enhance the development, improvement, or bring about any 

changes, including creating sufficient to attract tourists and influence their decision 

whether or not to visit the historical park (Poria, Reichel, & Cohen, 2013). For the 

purpose of this research, it means the value, the uniqueness, tradition, reputation and 

acceptance, aesthetics, carrying capacity, and management of the destination. 

6) Potential of the stakeholders refers to the ability of the stakeholders to propose 

the branding of the Historic City of Ayutthaya and refers to the knowledge, skill, and 

attitude of each person (Miller, 2001). 

 7) The world heritage site refers to the preservation and the protection of the 

precious natural and cultural patrimony (Ryan & Silvanto, 2011). In terms of this study, 

it refers to the Historic City of Ayutthaya world heritage site. 



CHAPTER 2 

 

LITERATURE REVIEW 

 Chapter two is the literature review where the researcher presents the literature 

review and the relevant research. 

2.1 Introduction 

2.2 Tourism branding 

2.3 Tourism marketing 

2.4 World heritage tourism sites 

2.5 Conclusions 

 

2.1 Introduction  

The study of ‘the branding process of the world heritage Historic City of 

Ayutthaya’ aims to improve the branding process of the world heritage Historic City of 

Ayutthaya (hereinafter ‘the Ayutthaya site’).  The researcher explored the secondary 

data about the concepts, theories, and relevant research by dividing the main content 

into four parts. The first part includes information related to creating destination 

branding to better understand the concepts, rationales, and branding processes. It 

discusses the meanings of branding, destination branding, brand identity, brand 

personality, brand equity, brand image, city branding and identity, tourism destination 

branding, and the branding process, as well as the research related to destination 

branding. This enables us to determine the information we need to analyze in context 

of the branding of the Ayutthaya site. The second part explores tourism marketing, 

emphasizing market segmentation, target markets, market positioning, and tourists, as 

well as the research related to tourism marketing used to analyze the marketing of the 

Ayutthaya site. The third section looks the world heritage tourism sites. This part is 

divided into three sub-parts which discuss the meaning of and contributions to world 

heritage, the types of world heritage sites, the registration of world heritage sites, and 
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the world heritage sites in Thailand. The author goes on to discuss the potential of 

tourist destinations, as well assessing the potential of tourist destinations, focusing on 

the cultural world heritage sites.  The last part assesses the potential of the stakeholders 

related to the world heritage tourism sites, explaining the meanings and factors related 

to the stakeholders’ potential assessment and the relevant research related to each sub-

part, which is displayed in table 2.1. 
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Table 2.1 Content Structure of the Literature Review Chapter 
 

Sections Topics Related Theories 

2.1 Introduction - - 

2.2 Destination Branding 2.2.1 Brand 2.2.3 Brand Identity 

 2.2.2 Destination Branding 2.2.4 Brand Personality 

  2.2.5 Brand Equity 

  2.2.6 Brand Image 

  2.2.7 City Branding and Identity 

  2.2.8 Tourism Destination Branding 

  2.2.9 Branding Process 

  2.2.10 Research Related to Destination Branding 

2.3 Tourism Marketing 2.3.1 Market  

 2.3.2 Tourism Marketing  

 2.3.3 Market Segmentation  

 2.3.4 Target Market  

 2.3.5 Brand Positioning  

 2.3.6 Tourists  

2.4 World Heritage Tourism Sites 2.4.1 World Heritage  

 2.4.2 The Potential of World Heritage Tourism Sites  

 2.4.3 Potential of the Stakeholders of World Heritage Tourism Sites  

2.5 Conclusion - - 
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2.2 Destination Branding 

  In the current highly competitive business environment, branding is being used 

more and more in marketing as it is considered to have an important role in a business’ 

survival. Branding helps the marketer to distinguish their own products or services from 

their competitors. It also helps consumers to remember their impression about the 

products and services, which results in repurchasing or customers suggesting the 

product to others, which is often referred to as word of mouth advertising.   

 

2.2.1 Brand………… 

 Brand refers to the name, words, signs, symbols, and designs which define a 

provider’s product or service, or a group, and differentiates them from their competitors 

(D. A. Aaker, 1996; Calkins, 2005). Kotler and Armstrong (2003) explains that brand 

consists of six aspects which are 1) the external characteristics, or ‘attributes’, of a 

product that can create recognition, 2) benefits associated with the product, 3) values 

that form pride from using the product, 4) culture of the brand that the provider wants 

the consumers to know, 5) the personality that is created from using the product, and 6) 

users that the define the product’s target market. Therefore, brand refers to the 

collection of variables which form meanings related to the product for consumers and 

creates the images and feelings related to the product the consumers’ minds (Srikanya 

Mongkolsiri, 2004). The aim is to make the brand appear different from their 

competitors, improve how consumers feel about and perceive their brand, and enhance 

the consumers’ experiences with their products and services. Every consumer will have 

different feelings toward the brand, therefore, brand is very important in forming the 

perceived differences in the businesses (Keller, 2003; Pathamaporn Netinan, 2011).  

 Additionally, branding is defined on two distinct levels: 1) the concrete level, 

which refers to things like the logo, trademark, or name of the product that produce the 

creative brand differentiation that customers remember and differentiates it from other 

products and 2) the abstract level, which refers to the core value that indicate what the 

brand is, the specific uniqueness of the product that cannot be copied or claimed by 

their competitors and is timeless (D. A. Aaker, 2006; Wonghatai Tanchewawong, 

2005). 
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 Brand is a tool that is formed by marketers to create a difference in tangible or 

intangible product perception among consumers. Hence, it can form loyalty to the brand 

among a group of consumers that will contribute to good financial performance by the 

business or organization (Allen, 2007; J. M. Murphy, 1987). Product branding is a 

concept used in branding management to combine the all the resources of a company 

to create an image becomes the trademark or hallmark of the company. If it is well 

managing, it can influence and create market value (Ang & Lim, 2006; Gardner & 

Levy, 1999).  To be successful, advanced branding must have outstanding uniqueness 

or be singular in, and of itself. This uniqueness will attract consumers and create a 

perception about the brand’s personality and market positioning. It can be said also that 

a successful brand should have some sort of special characteristic, different from other 

brands. Since consumers will select a brand based on its dominant characteristics and 

the feeling that using the product gives them, products must have a singular, outstanding 

image that will cause consumers to like, or desire, the product (A. Morgan, 2009).   

 In conclusion, branding refers to any symbols that created to reflect the 

uniqueness of the product or service to differentiate it and make it stand out from its 

competitors, as well as create recognition among the target group.  

 

2.2.2 Destination Branding  

 Destination branding is the combined result of marketing that helps support 

creative thinking in presenting a destination’s attributes, including things like the name, 

symbols, signs, mottos or any pictures that are used to show the difference of the 

destinations other places. Destination branding can also focus on, and leverage 

memories of past tourism experiences to influence future tourism choices by 

consumers. This is crucial to adding to the potential to engage and connect with the 

feeling of tourists associate with a destination (Blain, Levy, & Ritchie, 2005; Költringer 

& Dickinger, 2015). Destination branding is the outcome of the branding development 

process consisting of branding development and creating a logo/brand that leads to the 

successful competition of the destination (Caldwell & Freire, 2004). 

 Destination branding consists of many relevant factors related to the place in 

question, such as the physical characteristics for example, the types of tourism, natural 

tourism resources, local products in the area; and the characteristics of the local 
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population are group of people including thing like their history, culture, language, 

economics, politic system, social institute, infrastructure, and being known by people, 

as well as the destination’s environmental image (Olimpia, 2008).  Destination branding 

can generate a branding network consisting of the related organizations and units which 

can translate the feelings and tourism experiences into an image that promotes the 

desired perception of the location (Kladou & Kehagias, 2014; Lee & Back, 2008; 

Rowley, 1997). This also includes the perceived the value received from their tourism 

experiences and image that engender satisfaction and loyalty to the destination’s 

branding (C.-F. Chen & Myagmarsuren, 2010; C.-F. Chen & Tsai, 2007; Velázquez, 

Saura, & Molina, 2011; C.-y. Wang & Hsu, 2010). Tourists’ loyalty toward destination 

branding is manifested in their behavior after they have traveled to a location and have 

been impressed by their experiences. This loyalty consists of their intention to revisit 

the location, or suggest it to others, as well as being willing to pay more to visit it again 

(Huang, Weiler, & Assaker, 2015; Loureiro & González, 2008; X. Wang, Zhang, Gu, 

& Zhen, 2009).  

 Berry (2002) further explained the perception of tourism destination branding, 

the period of time to create that perception, and the effect on the branding attitude 

created to promote the location, as well as using different media as the communication 

basis to share components of tourism destination branding (Parasuraman, Zeithaml, & 

Berry, 1994). Developing loyalty through tourism destination branding requires 

successfully building a strong tie with consumers for long-term success. However, 

successfully creating a relationship requires different things depending on the target 

group of consumers, but concepts such as added financial value, social benefit, and 

secure business structure are almost universal (Collier & Bienstock, 2015). The process 

of creating brand loyalty should consider any influential factors affecting customers’ 

brand loyalty. 

 As stated above, it can be summarized that destination branding is a mechanism 

that stimulates tourists to travel to a destination and forms good memories from the 

experiences promoted by the branding. Additionally, the branding of destination allows 

the stakeholders enhance their product value related the destination branding to their 

target customers.   
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2.2.3 Brand Identity 

The framework for tourism destination branding is the result of opinions from 

several perspectives. To present a tourism destination’s brand, you must take into 

consideration those who have to join in building the tourism destination’s branding. 

The management model of tourism destination branding culminates with applying the 

tourism destination brand identity internally and externally (He & Balmer, 2007).  

Brand identity refers to the basic characteristic components that come together to form 

a brand identity which then function as the unique image of the brand (Nandan, 2005). 

The core of the brand is how the external image will appear and, no matter how much 

time passes, the specific characteristics of the brand, the core of the brand, remains 

constant. Brand identity arises from the many components composing the brand which 

tell the consumer about the product (Bian & Moutinho, 2011). Brand identity should 

create a relationship between the brand, consumers, and the product’s stakeholders. 

Identity structure consists of two main parts. First, core identity refers to the core 

of the brand and consists of the aspects of the brand gives it value and uniqueness. The 

second facet is extended identity, which is the component that enhances the 

organization’s specific characteristics that project and better complete the desired 

public image. It creates the soul of the organization and reflects the core values of the 

organization, such as its slogan, symbol or, even the product itself. 

The process of designing a brand identity should begin with defining the core 

identity which is reflected in the core of the brand (Ghodeswar, 2008). It should enhance 

the credibility on the brand first. Then, once the extent of the identity must be 

determined, the parts that clarify and support the core of the brand promoted. Thus, 

designing a brand identity can be done in various ways, such as connecting the brand 

with the emotional benefits or a personality attribute, or relating the brand symbolically 

with visual imagery. The proper choice depends on what is being branded, such as a 

product, organization, person, or symbol (J. L. Aaker, 1997). 

In conclusion, brand identity refers to the aspect of a product’s composition which 

is its primary strongpoint, the one critical characteristic, which defines meaning of the 

brand; what the positioning is; and what it promises to provide to consumers. Brand 

identity consists of the core identity and the extended identity, which are co-

components giving the brand having its own characteristics and creating differentiation 
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from other brands, although the products and services of competitor may be quite 

similar. The core identity is rooted in the brand presenting its positioning, security, 

consistency, and timelessness.  

     

2.2.4 Brand Personality  

D. A. Aaker (1996) defines brand personality as a group of personality traits of 

human that incorporated into a brand. It provides information about brand awareness 

and describes the personality of the brand. Brand personality increases the consumers’ 

perception of consumers knowledge of the consumers’ attitudes toward a brand’s 

personality. It helps marketers more deeply understand consumer’s perception of 

diverse aspects of the brand. Brand personality is an indication of the brand’s status 

with consumers. Brand personality helps to create a unique brand identity because the 

undominant features and general features of the product are impractical. 

Brand personality refers to the characteristics of a product which gives it an 

identity and soul comparable to that of a human which gives rise to the overall product 

image and gives it depth and life. Brand personality is the combination of factors that 

creates the overall brand image, gives it depth, and makes it lively by establishing how 

the product brand is seen by the consumer (Hosany, Ekinci, & Uysal, 2006). However, 

consumers emotional imagery of a brand develops as a reflection of the brand’s 

personality (Faircloth, Capella, & Alford, 2001; Srikanya Mongkolsiri, 2004). Brand 

personality is important to branding management since it allows consumers to 

understand the brand. Brand personality presents the characteristics and benefits of the 

products and helps the consumers to feel that the products are for themselves, as well 

as helping the brand become part of the consumers’ identities. Consumers can evaluate 

the uniqueness and value through the lens of their own personality via the brand’s 

established personality. Therefore, if the marketer can form a personality that conforms 

to the brand, the brand will have outstanding uniqueness with regard to its brand 

personality that will be hard for competitors to duplicate.  

J. L. Aaker (1997) analyzed the forms of brand personality, looking at five 

aspects, specifically 1) reflection of sincerity, 2) reflection of excitement, 3) reflection 

of ability, 4) reflection of classiness, and 5) reflection of strength. However, forming 

brand personality can be accomplished through creating a personality through the direct 
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relevance of a product, such as type of product, its price, its special features, etc. In 

addition, to the personality can be formed from characteristics that are not directly 

related to the product, such as the users’ image, the company’s image, the executive 

management and symbols, etc. Building a brand personality requires consideration of 

the brand’s target group and trying to create a brand personality that conforms with the 

customer life. The personality traits that are popularly used for forming a brand are 

knowledge and ability, excitement, naturalness, sincerity, and luxury (Pradit 

Chompolsathein, 2004). 

Brand personality creation consists of four steps: 1) consideration of the 

competitors’ brand personality to form differentiation; 2) setting a clear target group; 

3) studying the needs of the target groups and; 4) determining the personality of the 

desired consumer’s personality and crafting the brand personality so that it reflects the 

desired consumers’ personalities and describing the brand using similar language to that 

used to describe human personalities. The main content consists of physical 

characteristics, such as occupation, age, income, gender, social status, family status and 

psychological characteristics including things such as habits, attitudes toward things, 

and behavior when responding to stimuli. When building a brand’s personality, you 

need to ensure that 1) consumers trust the brand, 2) consumers feel that the brand is 

attractive, 3) consumers feel that the brand is sincere, 4) consumers feel that the brand 

represents things valuable to them and; 5) that brand personality has uniqueness of its 

own during the ongoing development process (Srikanya Mongkolsiri, 2004). Thus, a 

strong brand can enhance the benefits for the business in many ways, such as spinning 

the price of the brand because customers are willing to pay more compared to their 

competitor’s price, forming the highest satisfaction or brand loyalty, creating the 

perception that the brand’s products have good quality, helping the brand become the 

market leader for that type of product, and creating a brand personality that different 

from other brands based on the emotional connection between the brand and customer. 

It is the brand that customers aware of, what they recognize, creates the market margin, 

and drives high sales volume.  

In the tourism context, the personality of tourism destination branding refers to 

the outstanding physical characteristics of the tourism destination. Forming personality 

depends on words, pictures, and emotions as the basis which forms the differentiation 
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from competing locations in the tourist’s perception (Crask & Laskey, 1990). Since 

tourism destination branding is related to the specific character of the location, forming 

the uniqueness for a tourism destination is not only related to its physical 

characteristics, but to the perceptions of the tourists which caused them to accept and 

remember the place (L. Murphy, Moscardo, & Benckendorff, 2007).  

As mentioned above, it can be summarized that brand personality is crucial and 

very necessary to forming a brand. Forming a brand personality is beneficial for 

creating a strong brand and can improve the understanding, perception, and attitude of 

consumers about the location. Forming brand uniqueness is a plus which can create 

good memories and satisfaction in consumers. Mostly, the brand’s personality affects 

consumer buying decisions since brand personality image can reflect the personality 

image of the product users themselves. 

 

2.2.5 Brand Equity 

 The Marketing Science Institute has defined brand equity as a group of 

relationships and behaviors related to brand, distribution channel, and owner company 

that make a brand able to generate sales and profits which will result in the strength, 

security, differentiation, and competitive advantage of the brand (Keller, 2012). This is 

quite similar to the view of Kotler and Armstrong (2003), who stated that brand equity 

is the value added to products and services which is reflected in the thoughts, feelings, 

or performance of consumers who pay attention to brand, as well as price, market 

margin, and the ability to generate profits. Brand equity, then, is the intangible assets 

with mental and financial value to the company.  

 D. A. Aaker (2009) defined of brand equity as being the group of assets and debts 

connected to the brand, name, and logo. It adds value to products and services beyond 

the tangible qualities of the product or service. Brand equity is composed of the 

following five components. The first is brand awareness, which is when the consumers 

can recognize, or remember, the brand and its name is rooted in their memory. Brand 

associations are everything related to consumers’ memories about the brand, which 

includes the qualities, utility, and attitudes contained in the minds of consumers from 

their experiences with the brand. The next one is perceived quality which is based on 

the consumers perception of all the good points of the product and its perceived quality 
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and is related to the consumer’s whole experience with the service and products 

provided by the company. Brand loyalty is the tie that consumers have with a brand 

which can be an indicator of the brand’s equity that can predict future profits and can 

help reduce weaknesses related to competitors having a similar level of quality and 

service. The final aspect is other proprietary brand equity, which is among the key 

components that can form value for the brand, such as patents, trademarks, awards, and 

standards. 

 Brand equity toward consumers has three forms. Functional value refers to the 

outstanding value of the product that can be clearly seen. This is the value result from 

the inherent characteristics of the product. In searching for the functional value that is 

a hit with the consumers requires the brand remain relevant while analyzing the stations 

comparative to their rivals. Second, emotion value refers to good feelings by customers 

after purchasing and using the brand when emotional value for the brand for the brand 

is developed through the consumers’ research. The main content in the research is the 

study of the good feelings of consumers arising from the received functional value. The 

thirdly is self-expressive value is the top position of the brand. This makes the brand a 

symbol that reflects the consumer’s identity. This is to closely linked with both the 

consumer’s present identity and the feelings created by using the brand (Srikanya 

Mongkolsiri, 2004). 

 The presentation of brand equity is crucial and is needed in branding (Temporal, 

2011). The presentation of brand equity should also create emotional and other benefits 

related to the brand’s self-expressed benefits of use, as well. These are the reasons that 

lead consumers to select the brand based their own reasons, such as selecting the 

product that reflects the perceived self of the consumer and selecting products that make 

them feel like part of the brand. Presenting values of the brand via arousing emotions 

can help the consumers have passion for, and not doubt or question the brand and make 

the brand continue to exist (Temporal, 2005). 

 In brief, brand equity is the value of the brand that consumers see and which 

causes them to have positive attitudes toward the qualities of the products and to prefer 

the brand. There are five components of this. First is the awareness of the brand. The 

marketer should evaluate all brand levels focusing on the recognizability and the 

consumers’ awareness of the brand. Second is the connections with the brand that help 
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consumers know about the image and position of products. Thirdly is the perceived 

quality of the brand, which is the method for making consumers aware of the product’s 

quality to make them perceive the credibility and efficiency of how the product works 

Forth is brand loyalty, which is what forms the secure customer base for the brand. 

Finally comes other types of assets the brand possesses.  

 

2.2.6 Brand Image 

Creating the value of a brand is done by forming awareness about the brand so 

that it is mind of the consumer, and forming the good images related to the brand. 

Creating an image for the brand creates differentiation for the brand by presenting what 

superior to and dominates over their rivals to engender good attitudes toward the brand 

and for a good image in the eyes of consumers (Marconi, 2000). Having a good brand 

and a positive reputation will create credibility among consumers (Bradley, 2002). The 

image will be interpreted by the consumer and will be formed according to what the 

consumers believes about product or service, brand, etc. The image is what the public 

has decided about the brand based on the messages sent from the brand through any 

communication medium (Azoulay & Kapferer, 2003). Awareness of the brand is 

necessary but not sufficient to create its value, but they should be considered together 

in relation to the image of the brand, which is one of the most important concepts in 

marketing (Keller, 1993).  

Dobni and Zinkhan (1990) explained the ideas about brand image and which 

presents the general meaning of brand image in abstract by stating that brand image 

originates from the physical characteristics of the product. It is considered as the total 

sum of satisfaction that consumers receive from any sources related to the brand. 

Although consumers are different, the general impression is what most consumers have 

in common, as well as their beliefs about the symbol and what it represents. It is the 

interpretation of the symbol that is used to refer to what the brand represents beyond its 

physical characteristics, it is the personal and the social meanings and the content 

hidden in the brand that gives it importance and creates brand differentiation. It is then 

necessary to make sure the brand has the meaning among consumers the definitions of 

the brand’s image are retained in the memory of each consumer because they either 

have personal or social meanings that make the brand’s products different from their 
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competitors and similar products. They can use different messages to strategically help 

create these differences and to communicate messages that lead to a direct interpretation 

that is related with the brand by consumers.  

Forming tourism destination branding is related to the image of the tourism 

destination that would influence the expectation to travel; it is knowledge that can be 

concretely touched by the tourists themselves (Govers & Go, 2009). The process of 

creating a tourism image starts with receiving information about the destinations from 

both the independent and tourism market media sources, along with the personal 

experiences of the tourists, suggestions, and word of mouth, all of which can influence 

the creation of a tourism image. These will result in the tourism behaviors of the 

tourists, especially the decision to choose the destination (Fakeye & Crompton, 1991; 

Leisen, 2001).  

A good tourism destination image in minds of tourists is desirable since it would 

lead the place to being popular, credible, faithful, and trustworthy among people, as 

well as supported by cooperation. Good publicity is required by the relevant units for 

communication and tourism to form the true image related to the destinations in the 

mind of people for them to be impressed (Dozier, Grunig, & Grunig, 2013; Hart, 1995). 

However, Gartner (1989) stated that the tourism image can be changed by the most 

important factor in influencing the change of image, which is information in tourism 

advertisements, while Baloglu (1996) stated that decisions made by the tourists would 

depend on the images in their imagination about the place, rather than on information 

from any media. Additionally, the images, real or imagined, of the tourists about the 

tourism destinations are the key components that form the expectations of the tourists 

and which influence their perception and sensing that visiting that particular place 

would lead to satisfaction (Chanprechakul, 2003).  

Image effects travel behavior starting before the trip, as the tourists would have 

the images of the destination from their own thoughts and belief that provide the 

motivation to travel and which effects their satisfaction and ability to see the value of 

the tourism destination.  Tourist’s loyalty is another factor affects their decision to visit 

or to revisit. Besides, the tourism value related to being worth the cost, there are others 

factors like service quality, experience quality, and emotional value which are key 

factors for travel (Long & McMellon, 2004; Otto & Ritchie, 1995, 1996). This 
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conforms to the statement by Oppermann (2000) that loyalty from tourists toward the 

destination can be measured from the frequency of revisiting where the destination’s 

image is the key factor in forming differentiation of the place, environment, and tourism 

destination which is dominant. The result of forming a good image for the tourism 

market is that the tourists have good emotions about the place and are satisfied with 

their experiences, which in turn leads to loyalty (Hankinson, 2004). 

The evaluation process leading to the decision to travel to the destination is 

mainly dependent on the destination’s image, which leads to the forming of strength in 

tourism destination branding which is unique and able to clearly present the conditions 

of the event (Konecnik, 2004; Konecnik Ruzzier, 2013). The image of a tourism 

destination is the impression toward a place, or the perception toward a place, based on 

the tourists’ image of the destination or its potential which influences the decision to 

select the travel destination and effects the travel decision behavior of the tourists 

(Ajzen, 1991; Chon, 1990; Echtner & Ritchie, 2003; Echtner & Ritchie, 1991; 

Konecnik, 2004; Kozak & Baloglu, 2010).  

Another crucial factor that has an influence on loyalty in tourism destination 

branding is the tourists’ satisfaction, which arises from the tourists’ impressions. This 

influences whether they would tend to revisit in the future or whether may suggest 

others visit via word-of-mouth about their satisfaction, which would increase the 

amount of tourists and create a good image of the sources for sustainable, ongoing 

development (Chi & Qu, 2008; Fletcher, Gilbert, & Wanhill, 1998; Hallmann & Breuer, 

2010; Kozak & Rimmington, 2000; McLean & Cooke, 2003; Ramseook-Munhurrun, 

Seebaluck, & Naidoo, 2015; Reid & Reid, 1994; Selby & Morgan, 1996; Shaw, 1999). 

Therefore, the development of the tourism destination’s image has a key role in the 

tourism destination’s development (Selby & Morgan, 1996). It can be said that forming 

the image of the tourism destination forms the basis of sustainable tourism development 

and can lead to the preservation of the site as well. Tourism development is important 

to the uniqueness of the destination (Gunn, 2014) since the destination’s uniqueness 

motivates tourists to visit the areas. Additionally, local people play a role in forming 

good tourism experiences for the tourists and have a critical role in creating this 

perception because they are part of the tourism experience (Crick, 2003). 
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Forming knowledge and understanding about tourism destination image has 

many benefits from the standpoint of the destination and related to the perceptions and 

emotions of tourists toward the location. It results in tourists being motivated and 

creating an interesting differentiation from its competitors for the destination (Heath & 

Wall, 1991). The tourism destination image is the most crucial thing influencing 

tourism behavior, rather than the tangible resources of the destination, since it can 

motivate the tourists positive or negative tourism behaviors (Gallarza, Saura, & Garcı́a, 

2002). Understanding the tourism destination image enhances the efficiency of tourism 

destination management and enables keeping the management on the right track with 

the key tourists and leads to a clear-cut selection of the target market (Gartner, 1994; 

Moreno Gil & Ritchie, 2009).  

Tourism destination image refers to the tourists’ impressions, or the personal 

feelings toward the destination, or other places that are not their home or origin (Hunt, 

1982; H. Zhang, Fu, Cai, & Lu, 2014). It is the general image of the location that creates 

this attitude which arises from the impression through the filtered attitude process (J. S. 

Chen & Gursoy, 2001). While Echtner and Ritchie (2003) mentioned that the image of 

the tourism destination is the overall impression toward a destination, or the perception 

about one destination, which is the image that results from the evaluation of the tourists 

of the destination or its environment. The destination image will affect the decisions 

related to tourists’ destinations and governs the tendency of where tourists will travel. 

Therefore, it is required for a tourism destination to deliberately manage its image 

because it is the key element tourists use decide whether to travel to the destination.  

The tourism destination image consists of three components: knowledge, 

feelings, and decisions. The aspect of knowledge of the image of a tourism destination 

refers to the personal attitude toward the destination. The emotional aspect the tourism 

destination image feelings that the tourists have toward the destination, which depends 

on their motivation and desire to go to which places. While the decision aspect of 

tourism destination image is the act of travelling, or determination to travel, to that 

destination (Gartner, 1996). While Ekinci and Hosany (2006) have categorized the 

tourism image into three different crucial aspects, which are emotional, physical 

atmosphere, and perception, which refers to the perception of the destination image in 

the tourists’ mind. Thus, image is the evaluation of the perceptions and feelings of a 
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person toward any aspect of a destinations. Then, destination image becomes the 

awareness and knowledge about the tourism destination, such as costs, excitement, 

countryside, air and atmosphere, development etc. These could be based on differing 

evaluations from person to person.   

As mentioned above it can be seen that forming good image and tourism 

destination branding are crucial for the development and management of tourism 

destinations which result in the loyalty of tourists and is the most crucial goal of 

destination management. Tourism destinations can correctly respond to the needs of 

tourist and form the value of the destination for the tourists who visit who its worth and, 

therefore, form loyalty among them. Tourist loyalty arises when the tourists feel 

satisfied with the service quality of the destination or when they have repeated 

satisfactory experiences. Having repeated satisfactory experiences will lead to loyalty 

and revisiting behavior, as well as word of mouth recommendations.  

 

2.2.7 City Branding and Identity 

The concept of uniqueness is hard to explain clearly or directly define. 

Memorable places are unique and have a soul that is distinct from other places that 

grows from its special characteristics. Being aware of the well-being of the people is 

rooted in knowing about the natural environment of the location and the cultural 

characteristics of its peoples and their cultural innovations (Driessen, 2010; Garnham, 

1985). Brand development in the city/country is a specific process similar to the 

development of the organizational brand (Balmer & Gray, 2003).  

City branding is traditionally related to economic motivation to place the city in 

secure area among the overwhelmingly competitive market of locations and destination 

cities. The city must have strongly constructed brand with the city at the core of what 

makes the destination interesting and makes more people immigrate to the other places 

and hold on the location (Braun, 2012; Kavaratzis, 2004). The objective of city 

branding and city uniqueness depends on the exploration, or forming, of the location 

identity or historic events which occurred in the area (Ashworth, 2009).  

City brand is the goal for a tourism site, because city will be the destination of 

tourists and generate the activity promoting tourism. When the overall popularity of 

country was measured and managed better tourism promotion attracts more tourists 
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when the participants and stakeholders have joined in the marketing, methodology, and 

strategy laid as a national strategy, or vision, which creates a unity of opinion (Dinnie, 

2015; Gilboa, 2008; Kotler & Gertner, 2002; Szondi, 2008). The country is like 

common brand with specific characteristics and uniqueness, as the country may be 

generally similar throughout, there will be local cultures, social aspects, traditions, 

customs, and religion which are distinctly different (Paul Jaworski & Fosher, 2003). 

Many countries with economic, cultural, social and political competition concern the 

necessary to gain acceptance and aim for the country to dominate thus, forming the 

national brand can lead to much differences to set for the future of domestic tourism 

destination management and the environmental and resources efficiency management 

(Endziņa & Luņeva, 2004).  

The process of forming the brand for a tourism destination has been related to 

the image of tourism sources and travel experiences, which result from the differences 

in the destination (Ekinci & Hosany, 2006). Tourism environment and the cultures of 

each country are different. The way of living is the setpoint for the behavior, or the 

guideline for practice, in the tourism destination in which differs according to each 

country (Pandey, Chettri, Kunwar, & Ghimire, 1995). Thus, the planning, or 

management, of the image and tourism destination branding in each country it is 

different. Joppe, Martin, and Waalen (2001) further explained that each tourist is 

different with regard to their environment, personal characteristics, and country, all of 

which will be reflected in different tourism behaviors and may lead to different 

perceptions of the tourism destination image. Besides, the tourists who are face risk and 

anxiety in the tourism destinations would shift their tourism behavior and effect their 

future travel behavior. It becomes the setpoint for the determination of, and influence 

on, the distribution, or word of mouth, about the destinations. Therefore, forming a 

good image for the destination and providing information and security for the tourists 

are the ways to reduce risks and anxiety in travel (Darnell & Johnson, 2001; Gitelson 

& Crompton, 1984). The perception of security and risk at a tourism destination are key 

factors that tourists use as the components for choices when deciding to travel. 

Therefore, the information perception and destination image are crucial to the decision 

to travel (Lepp & Gibson, 2003).  María Munar (2011) has studied and planned to create 

destination brand images and found that most tourists pay attention to the image of the 
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destination’s brand. The key component in creating the tourism destination image is 

presenting the strengths and reducing weaknesses as much as possible. Forming the 

brand image for the destination is the chance to create operational success, as can be 

seen with the idea of image and brand forming for a tourism destination being different 

however, both are key factors in tourism management and for success in the rough 

competition in the tourism business sector (Cai, 2002; Park & Nunkoo, 2013). 

 Being accessible to all consumers is normally the key variable in both domestic 

and international tourism through the information perceiving process specific to each 

country (Papadopoulos & Heslop, 2002). Each country has different attractions and 

resources. Therefore, the presentation of the different tourism opportunities must 

emphasize their unique attributes present their dominant points that will attract more 

interest from tourists. When talking about the tourism resources in each country, tourist 

think about the tourism resources and attractions, as well as the population and the 

economic and social conditions in the country which reflects the image perceived by 

the tourists when referring to the place or country. These are the key factors related to 

competition in the market for tourism management (Baloglu & McCleary, 1999). The 

main key to forming tourism destination branding for a nation is the reputation of the 

country compared to the image of the company, units, or the organizations. To form the 

brand image for a domestic tourism destination, the internal factors are very important, 

no matter the environment, physical characteristics, social and culture aspects, or law 

and political security (Anholt, 2007). 

 Forming a national brand is what all the nations consider as their good reputation, 

since the national brand is what the owner nation should protect and develop. The key 

benefit of branding is to help encourage the tourists to select the destination more easily 

when compared to other countries in the lesser resources and differentiation. Thus, as 

the country has a brand just like a warranty logo and forms a relationship with the 

tourists, including forming the reputation and value added to the brand (Walailak 

Noipayak, 2006). 

 In summary, to succeed in the development of a unique product requires using an 

efficient strategy to set out the dominant idea with a secure foundation and the efficient 

guidelines for development. One of the strategies is to form destination branding using 

the identity, wisdom, cultures, and potential of the area as the key creative capital. Since 
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the brand is the representation of the communication, transfer of experience, presenting 

the value of the product, and service to the consumer to form the desired perception and 

acceptance. The preference and population of the brand leads to the return customers 

for services and word of mouth advertising. The concrete factors here are the logo, 

name, and utilities, while the abstract are value, satisfaction, and specific personality 

which is crucial to the brand in the province/special area/city development. Since it is 

a proactive strategy with efficiency in economic, social, and tourism development, we 

can consider the brand as the foundation of and creative capital for sustainable 

development. It is the plan to lead the development with clear direction and unity. 

Additionally, the brand is representative of the communication and good memories in 

which helps to form the value to the product and service and to help form an immune 

system against the future competition.  

 

2.2.8 Tourism Destination Branding 

 Branding is the process of forming a uniqueness for both the name and good 

image of a product in the consumers’ mind. This is why branding is so important and 

necessary for the product to be outstanding and different from others in the market. This 

leads to brand loyalty, in which branding in crucial for the producer and distributor for 

five reasons; 1) branding and sales are created together because sales are the outcome 

of the branding; 2) branding makes consumers feel that product must have superb 

values compared products with no branding which allows the product to command a 

price over products without branding and economic of scale that can recall for 

consumers is price premium; 3) branding creates meaning for the product and a good 

meaning is a meaning that creates an image of differentiation, being outstanding and 

being superb over its rivals. It is the cause and reason for consumers to inform 

themselves about a product or service when required to buy a product or service and is 

the factor defining consumer behavior. 4) Branding roots the product or service in the 

minds of consumers to help them save time when deciding which products to buy, 

especially with regard to products that consumers rarely buy or which they pay less 

attention to studying the information about the product and; 5) successful branding can 

add more financial value by selling the copyrights for other producers to use the brand 

logo with their products. A brand with high value will lead to competitive advantages 
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because the brand can be used to protect against price cutting by the competition. 

Additionally, it can help the company to reduce the cost of marketing since customers 

already know, and are loyal to, the brand. This will allow the company to negotiate 

more effectively in the market with the distributors and retailers, as well as can 

introducing products related to the brand, since it is already a credible brand (Srikanya 

Mongkolsiri, 2004). 

 Building a strong and sustainable brand requires setting a clear strategy with 

guideline for the operation as follows: 1) research branding and development, and  

should gather the information from marketing research, competitor research, 

communication research, any assessments, etc., then bring all the information together 

to analyze the strengths, weaknesses, opportunities, and threats (SWOT analysis) of the 

brand and summarize as the big ideas to find the value position to set the strategic plan 

for successful branding. 2) The operation according to the branding strategic plan, the 

relevant especially management from the organization should be set as the strategic 

plan in brand communication to conform to the value of the brand and the needs of 

customers. It should define the goals, dates, and times for the operation results that are 

required to make the brand to pop up in the minds of consumers. This includes the 

methods of evaluation and ongoing operational guidelines and must an awareness that 

the successful brand communication is the function of all personnel at all levels in the 

organization. Finally, 3) to assess the branding strategic plan which together with the 

marketing research. The assessment may either be the qualitative, quantitative, or 

mixed method depending on the set goals (Suchitra Keawsrinuan, n.d.) 

 Another interesting issue related to branding is sufficiency branding, Mudambi 

(2002) stated that sufficiency branding would promote the business the best by 

explaining it using three principles and two conditions. The first principle is the most 

important thing in the branding process, which is for companies to know how to 

evaluate and analyze themselves, that is to seek themselves, what their reputation is, 

and what is the business’ standpoint. If one cannot find oneself, there is no identity to 

create a differentiation from others. The second principle refers to being reasonable, 

which is the working on branding with reasons that mean to have the vision and 

strategic to tell that what are things done for and what will get in return. The third 

principle, ‘Having an immune system’, in sufficiency branding is not meant to reduce 



35 

the potential of the competition, but to form an immunity against the competition, which 

is a key part of risk management. In addition, there are two more conditions which are 

to add the knowledge and morality to help the brand develop in line with the global 

changes and forming the brand with ethics and responsibility. All are under the 

umbrella of economic sufficiency that would help promote the brand to sustainably 

drive forward (Mudambi, 2002). 

 In the tourism context, branding is the key study issue in tourism management, 

since it is the success indicator of successful strategic development and effective 

tourism management planning (Baker & Cameron, 2008). To succeed in branding, the 

heart of branding design is the differentiation from other brands in the market and the 

unique sales points of the brand. Tourism is a consumption experience that reflects the 

behavior and emotional perceptions that connected with tourism products or services 

(Alba & Williams, 2013; Hirschman & Holbrook, 1982). As the products do not have 

uniqueness that is different or interesting enough alone, managers must try to create 

new, special features to replace those characteristics, therefore branding is crucial 

(D. A. Aaker & Joachimsthaler, 2012; Bedbury, 2003). Branding can be an effective 

marketing weapon that marketers can bring to use as a brand communication tool and 

to develop the management strategy for the competition in the tourism management 

sector (N. Morgan & Pritchard, 2004; Pritchard & Morgan, 2007). 

 Destination branding then refers to the names, symbols, signs, words, or pictures 

that create the definition and differences of tourism locations or destinations and reflect 

the impressive travel experience related to the uniqueness of the destination. The 

uniqueness of destination branding can drive toward creating cheerful memories of the 

experiences tourists have the place (Richie & Richie, 1998). Destination is the place the 

tourists choose to visit and spend time (Gómez, Lopez, & Molina, 2015). The tourism 

destination is related to the products and services available there; therefore, destination 

branding is the crucial motivation of tourists with different experiences (Leiper, 2004; 

Litvin, Goldsmith, & Pan, 2008).  

 The most important thing in destination branding is to form the key value of the 

destination. In this step, we should consider the modern methods that are the relevant 

to the destination brand by aiming to compare the uniqueness and differences with the 

key competitors (N. Morgan, Pritchard, & Piggott, 2002; Pike, 2009). O’Shaughnessy 
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and O’Shaughnessy (2000) explain that the key concept of destination branding is the 

concept of the development of product branding by transferring the brand to the tourism 

destination’s environment. Therefore, destination branding is similar to product 

branding that is to plan for place positioning that different from competitors and has 

impressive uniqueness to generate perception and recognition. Good destination 

branding should pay attention to the tourists’ impressions and their best experiences 

when they visit the destination (Gilmore, 2002).  

 Tourism destination branding is the overall concepts, ideas, beliefs, and 

impressions a person has toward the tourism destination created by the branding process 

for the destination that brings out the meaning of the brand and presents a good image 

for the brand (Gertner & Kotler, 2007; Kotler & Gertner, 2002, 2004). Tourism 

destination branding should pay attention importance to the importance of good 

memories of the tourists about the destination and promoting the attractiveness, the 

uniqueness, and the quality of the place to paint a good image, and  promote clear and 

sustainable tourism destination branding, as well as the communication of tourism 

destination branding to the tourism markets in the region and globally for the tourist to 

be aware of the brand and have more favorable tourism behavior (Allan, 2004). Tourism 

destination branding is focused on the key process of finding the uniqueness, or the 

place’s dominant characteristics, to present the form of tourism for the tourists to have 

good memories of the place and stimulate them to like and remember the destination 

fondly (Blain et al., 2005). 

 

2.2.9 Branding Process 

 Branding is a systematic process and procedure that is deeply related to other 

sciences, especially psychology, sociology, and consumer behavior. The key rationale 

of branding is to apply the sciences to the tangible elements of the product to create the 

value of the brand. Branding is not only forming the brand name and logo, but includes 

the totality of the consumers’ experience, from what presented about the brand as well 

as any other communication from the brand through advertisements or publicizing the 

organization’s cultures (Fan, 2006). Therefore, brand refers to the gathering of 

perception in which arise from the understandings and feeling that are collected in the 

mind. 
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 D. A. Aaker and Biel (2013) stated that the branding process consists of three 

steps detailed as follows:  

 Step 1 Branding strategic analysis, which consists of 3 sub steps which are:  

  1.1 Consumer analysis, which is the study of the common tendencies of 

the consumer group, the study of motivation of the consumer group, study of the 

consumer group’s needs,  and having no branding to respond to those needs,  as well as 

the market segmentation.  

  1.2 Competitor analysis is the study of the brand image and brand identity 

of the competitors, their strong points, branding strategies, and weak points of the 

competitors.       

  1.3 Self-analysis is the analysis of the existing brand image, brand 

heritage, strong points, brand potential, and organization values of one’s own product.  

 Step 2 Building the brand identity system consists of four sub steps as follows:  

  2.1 Core identity and extended identity of the brand. The core identity of 

the brand is established from other components which make the brand have uniqueness 

unlike the brand of a competitor and that has value for the consumer in some aspect. In 

establishing specific characteristics, one normally uses one word or a short phrase 

related to an item to indicate which aspect of the brand has the most value. It is 

compared to the promise given to the consumers with the aim of how will the product 

benefit the consumers while to promising to respond to the needs of the consumers.  

On the other hand, the extended identity is the composition of the specific attributes 

that help by adding or extending the meaning of specific attributes to be clearer. The 

supporting attributes must consist of elements that add more details that make the brand 

more interesting and stronger to handle challenges from competitors.  

  2.2 Value proposition is when the brand presents that it can seek benefits 

from the brand’s functional, emotional, or any other benefits of brand reflected in the 

self-expressed benefits for the consumers (D. A. Aaker, 2009). 

  2.3 Building the brand credibility means connecting the brand with the 

organization by making the brand’s production quality visible and that the organization 

is an expert in in the manufacturing of the product, with loyalty and technology used in 

its production. For example, that the organization uses technology in their operations 
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to reduce pollution and cares about the environment and surrounding communities (D. 

A. Aaker, 2009). 

  2.4 Building brand-customer relationships is a key strategy for branding 

so the brand will present the right thing to the consumers for them to recognize it and 

have a good attitude toward the brand. This helps the brand be sold by connecting the 

consumers with the brand by allowing the brand to be associated with the daily life of 

the consumers. The most popular method to apply to this is to form a brand personality 

that is similar to the way target consumers live as much as possible. Using the product’s 

attributes and the how product is used to form a connection between the brand and 

consumers, or to make the brand and consumers’ behavior become an interactive 

relationship with a brand between them (D. A. Aaker, 1996). 

 Step 3 Brand identity implementation system consists of three sub steps as 

follows:  

  3.1 Brand position: the heart to establish and position the brand relates to 

the use of part of the brand identity and brand value to form the brand position by 

creating proactive branding and presenting the advantages of the brand in comparison 

with other brands in the group of same products. This will generate a brand position 

that has more advantages in comparison to the competitors and is different from them. 

  3.2 Presenting the brand position in any form that can create other 

communication choices for branding, such as advertisements, direct marketing, 

publicizing, sale promotions to demonstrate how the brand differs from the competitors 

and presents it in a manner that makes it easy for consumers to compare products, create 

recognition, and help communicate branding to generate growth (D. A. Aaker, 1996). 

  3.3 Tracking is the final step in branding. This is the assessment of the 

brand position as the key role and other elements of brand. The assessment also allows 

us to understand changes across the sub-group in the target marketing group to allow 

for future brand improvement. This includes seeking for any benefits from the brand 

functions or any proper benefits for the consumer to tie them more closely to the brand.  

 Knapp and Hart (2000) stated that the branding process consists of five steps 

detailed as follows: 1) Differentiation means to form differences for the consumers to 

perceive that the product is dominant in different ways than the competitors,  

2) Relevance is forming the relationship, or the connection, between the brand and 
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consumers by bringing out attributes of the brand that consumers can connect with to 

make them feel relevant to the brand, 3) Esteem is to form the values, or honor, of the 

brand that consumers will accept for the brand and feel they are important and valuable 

to them, 4) Awareness is related to creating the awareness of the brand among 

consumers so they know the differences of the brand and the brand values, and  

5) Mind’s eye is related to forming the consumers’ impression that makes them feel 

good and impressed with the brand.   

 Duncan (2002) stated that the branding process consists of five steps which are: 

1) selection of name and symbols to represent the product or the organization, 2) 

forming the awareness, the brand identity, and logo regardless what the product is, 3) 

positioning the brand with differentiation from competitors, 4) forming the brand image 

to make it different, well known, and easier to recognize, and 5) forming the ongoing 

brand credibility in the consumer’s mind, or the target market and what stakeholders 

expect from the purchase and use of the brand.  This conforms to Keller (2003), who 

stated that forming a strong brand should consist of an ongoing process and must be 

implemented until it is finished with the process as follows: 1) connecting the 

differences of the brand with consumers and their mind to perceive the level of the 

brand and to show that the brand can respond to the needs or necessities of the 

consumers, 2) to make the meaning of brand both a tangible and intangible thing, 3) to 

seek for the real responses of the consumers toward the differences of the brand and the 

meaning of the brand, 4) using real responses from consumers regarding the differences 

of the brand and its meaning to form the brand’s responsiveness to consumers and 

generate the loyalty the consumers may have for the brand. According to the opinions 

of Knapp and Keller as mentioned above, one can sum up that branding should be a 

process to form the meaning of the differences of the brand and lead to a good 

relationship between consumers and the brand. Besides defining the differences of the 

brand, it should make the consumers respond directly to the meaning that the brand has 

formed, as well as making the consumers’ direct response the meaning of the brand the 

foundation built on form the relationship between consumers and the brand.  

 Kotler (2012) mentioned that there were two key steps in strong brand 

development. First, suggestions development consists of four sub steps; 1) selecting 

and placing the sub-position of the brand, 2) selecting and placing the specific position 
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of the brand, 3) selecting and placing the brand value, and 4) developing the overall 

suggestion value of the brand.  In the second step, branding consists of three sub steps 

as follows; 1) selecting the name of the brand, 2) developing or placing the promises 

and the complete association of the brand, and 3) managing the product contact points 

for all consumers to conform with, or exceed, the expectations of the brand among 

consumers.  

 Popular branding is the mix between the advertising and market promotions used 

in branding. It seeks to form the brand and logo of the brand that is memorable to 

consumers. The other methods of branding can be done in three ways, such as,  

1) branding through the distributors since customers cannot buy the brand and do not 

know where to buy it, thus, they need the distributor to facilitate the process for them; 

2) branding through sales promotion forms an opportunity for the consumers to use the 

brand via discounts, exchanges, free samples, and premiums and; 3) branding through 

media advertisements such as television, radio, newspapers, etc. to educate customers 

about the brand, brand utility, personality, and the required image from customers by 

watching television, or having access to popular avenues of advertising media 

distribution and popular programs. Therefore, before branding, it is required to 

understand the consumer’s motivation to buy the brand and creating a product 

personality that is attractive using a clear brand logo to form familiarity and making it 

well-known, setting a clear target group, and using popular communication channels 

for an extended time (Mariotti, 1999). However, the process of branding according to 

Fill (2010) has also conformed to the branding of Mariotti, which stated that marketing 

communication has the main role in branding since marketing communication will help 

develop the product into a brand by creating a meaning for the brand. This will allow 

the consumers to see the differences between the product and the brand, and understand 

the benefits and values of the brand and to keep the group of buyers, promoting the 

perception of the brand among the market segment.  

 Pathamaporn Netinan (2011) also claims that the process of branding consists of 

five steps, explained as follows: 1) the analysis of the brand consists of three sub-steps, 

1.1 the analysis on the consumer group 1.2 competitor analysis 1.3 self-brand analysis; 

2) setting the target group consists of two sub-steps 2.1 dividing the sub target market 

group and 2.2 selecting the sub market target group; 3) branding operations can be 
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divided into two sub steps 3.1 workshop for branding, which means setting the position 

of the brand, setting the brand value, setting the brand personality, and creating the 

brand identity and branding design and 3.2, the  psychological branding, such as raising 

awareness related to the brand and differences in the brand, forming the branding value, 

and using integrated communication tools; 4) relationship management with branding 

and; 5) the assessment of branding.  

 When gathering the idea related to the branding process from the concepts of 

previous academicians like Aaker, Kotler, Knapp, Keller, Mariotti, Fill, Duncan and 

Pathamaporn Netinan, on the analysis of the branding process for this research is as 

follows: 

 The branding process consists of five processes: 

 Step 1 Brand analysis consists of three sub-processes detailed as follows:  

1.1 Consumer analysis is the analysis of all consumer characteristics 

related to the target brand which can be divided into several forms, such as 1) the 

analysis of the psychographic patterns of consumers to understand the consumers’ 

lifestyles, opinions, and personalities; 2) the analysis of the demographic patterns of 

consumer, for instance, gender, age, occupation, education level, marital status, income, 

nationality, and source of origin; 3) the analysis of consumer behaviors, such as 

occasions to buy, benefits of the product, user status, user rate, loyalty status, readiness, 

and attitude toward product and; 4) the analysis of popular trends among the consumers, 

such as finding motivation for the purchasing in the group of consumers, the study of 

the needs and the unmet needs of the consumer group. 

1.2 Competitor analysis is the study on the brand image, brand personality 

and brand identity. This includes analysis of strengths, weaknesses, opportunities, and 

threat of competitors, or a so called ‘SWOT analysis’. 

1.3 Self – analysis of the brand is the analysis of the current existing brand 

image. The analysis of product personality and the current existing brand identity to 

determine the perception of consumers toward the brand, such as image, personality, 

and brand identity, in the eyes of consumer, the analysis of the brand heritage or the 

history of the brand in the view of consumers as the initiator of a long background, 

including the analysis of strengths, weaknesses, opportunities and threats to their own 

brand.   
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Step 2 Target market segmentation is to determine the group of prospective 

consumers and the group that the products are targeted at in marketing. This consists of 

2 sub steps detailed as follows: 

2.1 Market segmentation is the consideration of a large group of 

consumers with the differences and dividing them into smaller groups for simpler and 

more efficient communication management. Segmentation can be done by several 

criteria. For example, 1) geographic segmentation by country, state, province, city, or 

local community according to the postal code; 2) demographic segmentation based on 

criteria such as age, gender, occupation, income, education level, religion, and 

nationality; 3) psychographic segmentation related to such characteristics as social class 

and living patterns; and 4) behavioristic segmentation based on activities such as 

purchasing characteristics, use status, use rate, and brand loyalty.  

2.2 Target markets by evaluating the values of different sub-target markets 

considering the size of the target group and the target group that suits the organization’s 

potential, the growth rate of the future sub–target market, returns, and worth of each 

sub-target market. You can use this to do market segmentation, stressing each sub-

target market or multiple groups of sub-target markets, or choosing to ignore the 

differences of the target market groups by aiming to market to cover the widest array 

buyers and select to market to all groups.  

 Step 3 Brand management can be divided into 4 sub steps as follows: 

3.1 Building brand identity, which can be divided into two parts: the 

forming of a core identity and the extended identity from other components to make the 

product special and unlike the competitor’s brand with different values to consumers in 

some aspects. The specific characteristics normally set by using one word as a short 

phrase or item to indicate which aspects of the brand have the highest value. It is like 

giving a promise to the target consumers about what the brand will do for the consumers 

or how it be useful for the consumer. While, at the same time, it is the promise from the 

organization to respond to the needs of consumer. The extended identity is the 

components of the specific characteristic that help extend the meaning of the brand and 

create a clearer view of specific characteristics. These supporting characteristics should 

consist of any components which help add details about the product to make it more 

interesting and stronger.  
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3.2 Presenting the value position is when the brand presents the benefits 

to the consumer from the brand’s functional benefits, emotional benefits, and self-

expressed benefits to the consumers.  

3.3 Brand awareness is the awareness of the brand by consumers about the 

differences of the brand and brand value. Awareness of the brand allows us to see the 

strengths of the brand in minds of consumers, such as brand recognition, to understand 

whether consumer can remember the brand, ability to recall the brand to understand 

which brands they can remember in the group of products, The ranking of the brand in 

their mind to understand what brand consumer will recall first, and raising the brand 

awareness is required before the target consumers will decide the buy or use the 

product.  

Step 4 Brand implementation by presenting the brand identity to create the brand 

may be divided into three sub steps, detailed as follows: 

4.1 Brand positioning is setting the brand position uses the marketing mix 

as the criteria to set the brand positioning to create a mutual perception in the 

organization of what the standpoint of the products is, what the differences form and 

competitive advantages over the competitors are, as well as to improve the ability to 

respond to the needs compared to competitors. 

4.2 Presenting brand position in any form to create an alternative 

communication channel for branding, such as advertisements, direct marketing, 

publicizing, sales promotions, etc. Connecting the brand with the differences from 

competitors and presenting them through the symbols and comparisons to make it easy 

for consumers to remember the brand and help to form the brand extension.  

4.3 Managing the customer-brand relationship is forming a relationship at 

a high level between customers and the brand identity that includes psychological 

feelings, repurchasing behaviors, buying frequency, and customer’s brand loyalty in a 

way that the brand requires more and more information sharing and marketing 

communication.  

Step 5 Brand evaluation is the follow up and tracking, which is the final step of 

branding. It is the tracking of brand position as a main indicator and to evaluate the 

other components of the brand by conducting consumer analysis, competitor analysis, 

and self – analysis. 
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2.2.10 Research Related to Destination Branding 

 Branding is the crucial tool for marketing communication since it can make the 

brand valuable in the perception of consumers in the aspects of appearing outstanding, 

being different, recognition, and effects on marketing efficiency (Pathamaporn Netinan, 

2011). Successful branding strategy depends on several factors. Destination branding 

must pay attention to the development of personnel, resources, ways of living, and to 

gaining acceptance from local people. The strategy to form differences of a tourism 

destination would promote the uniqueness of the destination and can reach the group of 

tourists with an obvious need. Besides, the tourism destination is the key element in 

destination branding to attract the wants and interest of tourists, as well as to form 

loyalty in visiting the destination (Stephens Balakrishnan, 2009).  

 The form of tourism destination branding and value system are the overall 

perspective which form the tourism destination brand and shows the ideas that form the 

tourism destination’s branding image, and is a mix between the identity value and the 

view of the new tourism destination branding. Tourism destination brand, then, presents 

the main idea that forms the uniqueness and image of the brand (Saraniemi, 2010). 

Forming tourism destination branding in the overall business according to the idea of 

branding, image, and brand personality are the crucial factors in promoting the activities 

and travel to new tourism destinations in the tourism business sector. Managers should 

pay attention to tourism destination branding to lead toward good brand positioning for 

tourism destinations and the perception of uniqueness of the destination (Pereira, 

Correia, & Schutz, 2012). Tourism destinations with an image that may not add 

anything will have dominant points in the tourism image related to history tourism, 

cultural heritage, etc., while the pure image will form the tourism image and be crucial 

to forming the perception of the destination. However, the components that create the 

tourism city differentiation are based on creativeness and development in the tourism 

destination (Hankinson, 2004). O'Cass and Grace (2004) studied the experience 

forming for the customers and the service branding and found that most of the 

customers pay attention to service, taking consideration of the main service of the 

brand. The experiences that customers receive from the brand comes from the brand 

image, interaction with the services provided, and price of the brand. In addition, it has 

been found that the connection to a brand will influence the attitude toward the brand 
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and services. This conforms with a study on how customer’s experience management 

would affect the brand value connected to a brand with regard to the aspect of trust and 

how it effects the brand value.  

 Destination branding is associated with the experiences of tourists that results in 

their satisfaction (Pawaskar & Goel, 2014). The tourists would perceive branding 

together with the tourism business (Cornelis, 2010). From a study related to tourism 

destination and complexity in tourism destination branding, it was found that most of 

the people are interested in traveling using the manual for introduction to, and tourism 

promotion of, the relevant units. These are complex attitudes and have several 

characteristics which play a part in decisions to travel to the destinations. Therefore, 

tourism destination branding has the main role in forming the perceptions and adding 

more efficiency into the tourism activities for to create differentiation from rivals (Pike, 

2005).  

 Destination personality is reflection of the perception of the destination’s image 

that connects with the tourists based on the valuable symbol that consumers receive 

from selecting to consume the brand. It would be the mark that reflects the personality 

and ways of living, as well as the desire, in consumers’ mind with the performance of 

the product group and the product’s symbolism. In addition, it should be able to support 

the consumers’ image in the same attributes or directions. Therefore, branding for the 

tourism destination is a crucial strategy in tourism marketing management to form the 

differences of the tourism destination and directing them toward the image wished to 

be formed for that tourism destination (Hosany et al., 2006). The image of a tourism 

destination can affect the decision to travel there on holidays or vacations. Image, then, 

is crucial for the role, form, concept and general characteristic of the destination and 

results from the perceptions that would result in the decision to visit the places by the 

tourists (Tapachai & Waryszak, 2000).  

 The components of tourism destination image consist of emotions toward the 

destination image, the physical atmosphere of the tourism destination, and access to the 

destination. The personality of a tourism destination consists of variables, sincerity, 

excitement, and fun at the tourism destination. Image and personality in tourism 

destination branding are the positive relationships to a tourism destination’s image and 

personality that conform to the concept of the brand personality and the tourism 
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destination (Hosany et al., 2006). Things with influences the image of a tourism 

destination include the connection to tourism destination branding, tourists’ behavior, 

and the specific uniqueness of the destination which are the factors with a direct effect 

on the tourism branding and image (Qu, Kim, & Im, 2011).  

 Measuring the brand value results from the idea that brand value can form a 

competitive advantage since the consumers will agree to pay a lot of money to buy a 

popular brand if the brand has value, and a good image, because it can form trust in that 

value (Lassar, Mittal, & Sharma, 1995; Tong & Hawley, 2009). Hudson and Ritchie 

(2009) studied memory forming in tourism destination branding in tourism destination 

branding in Canada. They found that many tourism destinations in the world are 

presented in the same pattern by showing the unique features of the tourism destination 

such as nature, sea, and beaches. The destinations with clear development and do not 

repeat brand positioning. Tourism destination branding must show the physical 

differences and tourism experience which have different characteristic from other 

tourism destinations. Canada has developed tourism destinations by forming an 

effective tourism destination branding strategy stressing new tourism destination 

branding that is suited to the travel destinations in Canada and adjust the associated 

images to clearly attract tourists. 

  It is difficult, but possible, to form destination branding when using strategic 

marketing information to form strong destination branding. Tourism strategic 

management and destination branding together then are important (Tasci & Gartner, 

2009). According to the study by Konecnik and Scott, Ashton, Ding, and Xu, it can be 

summarized that the tourism environment and cultures of each country are different and 

the cultural and living condition will be the setpoint for the behaviors, or the guideline, 

for domestic tourism destinations because of the differences in each country. Thus, 

planning or management of image and tourism destination branding in each country 

will be different (Pandey et al., 1995).  

 Additionally, marketing is still important to the tourism development with the 

differences in the perception of tourists toward loyalty to a tourism destination. Better 

understanding of the perception of the image by tourists can help the marketer improve 

the strategy for tourism destination branding. The perception of the tourism destination 

branding image of the tourists would also have different levels according to the loyalty 
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and different key characteristics of the tourism destination (Anastassova, 2011).  In 

tourism destination branding management, existed branding would have different views 

on the branding process and relationship management related to communication and 

strategic planning of the avenue of communication would be used to create a wide 

coverage. Branding influences sale promoting activities of tourism destinations. The 

influential variable in branding consists of the city image, attractiveness, and city 

characteristic (Hanna & Rowley, 2011).  

 

2.3 Tourism Marketing 

2.3.1 Marketing 

American Marketing Association (AMA) is the world’s most influential 

marketing professional association since it is the largest marketing association on the 

North and South America continents. There are four definitions of marketing including, 

the current definition in which has been used for a long time for diverse activities with 

high dynamics, like marketing. The first definition announced in 1935 was used for 50 

years before replaced by the second definition in 1985. That definition was used for 20 

years before replaced by the third definition in 2004 which was used for three years 

before being replaced by the fourth one in 2007, which it is the definition currently used 

(Saran Ratanasithi, 2010) with the following content. 

 The definition of marketing from 1935 stated that marketing is the result of 

business operation to govern and control product and service delivery from the producer 

to the consumers.  

 In 1985 the updated definition stated that marketing is the process of planning 

and running innovative activities, pricing, communication, and innovative distribution, 

no matter the idea, product, and service formed for the exchange to respond to the target 

individual or organization that plans and runs the activities.  

 Definition of marketing from 2004 stated that marketing is the organizational 

function (business) consisting of a group of process to create the benefits or values for 

business customers then communicate with them so they understand the benefits or 

values to be received and handling the benefits to them. Additionally, marketing is the 
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process to manage the relationship with consumers for the benefit of the organization 

(business) and the group of direct stakeholders to that organization (business).  

 Definition of marketing from 2007 stated that marketing is the activities run by 

the group of any marketing institute as a process to create, communicate, deliver, and 

exchange things in response to the needs that give value to the business’ customers who 

are clients of a charity organization, business partner, or partner of a charity 

organization and society at large.   

 Lusch and Vargo (2014) mentioned that marketing is the understanding, 

stimulating, and responding to the target market needs with the well selection and 

applying the existing resources of the organization to respond to those needs. While 

Kotler and Armstrong (2010) suggested that marketing is a social process that makes a 

person or group of people receive the necessary and required things by relying on 

creative exchange and what is valuable for other people, as well as to provide 

satisfaction to customers to generate profits.   

 

2.3.2 Tourism Marketing 

 Marketing of tourism is the management philosophy related to the needs of 

tourists and to achieve the needs of tourism providers. By the research on the prediction 

and selection of the tourism products, distribution channels must conform to the highest 

objectives (Coltman, 1989; Lumsdon, 1997). To have the tourists visit to the place you 

must have tourism marketing that will persuade the tourists to come. Marketing of 

tourism then refers to the attempt to make the target tourist groups visit the destination 

and use the tourism facilities and tourism services at the location (Therdchai 

Choibamroong, 2009). In other words, tourism marketing refers to the implementation 

of activities to analyze and understand what tourism resources and tourism service that 

can be sold to the tourists from each group. Then, using the tourism marketing mix to 

answer the needs of tourists from that group to satisfy them and reach the goals defined 

by the tourism industry (Boonlert Chittangwattana, 2012).    

 The marketing of the tourism industry studies the needs of tourists (demand) and 

the management of key components in the tourism industry (supply) to conform to the 

demand by paying attention to the marketing mix as a tool for making the connection 

(Middleton, Fyall, Morgan, Morgan, & Ranchhod, 2009). Tourism marketing consists 
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of three main components, as follows: 1) buyers can be divided into groups of 

individual consumers and the group of organization consumers. The tourism demands 

of the buyer are the present need, trendy needs, and the prospective needs, etc. 2) 

Product and service, such as tourism destination, vehicle service, accommodations, 

restaurants, or souvenir shops where all the specific characteristics of tourism products 

are 1) abstract, intangible, 2) unique, singular, unlike the others, 3) production and 

consumption of products that takes place in the same place and at the same time, 4) 

buying and selling process of product and service than cannot be separated, 5) seasonal 

sales according to the climate, 6) products and services that are normally mutually 

traded in the same time, etc. and; 3) direct sales where the tour operator in  paid for the 

whole sale, as well as sell the distributor, etc. (Therdchai Choibamroong, 2009). 

 Before designing tourism products, most tourism businesses use market 

segmentation to choose their target market and market positioning, or in brief S-T-P.  

In the tourism business industry, few of them pay attention to all customers since most 

of them focus on a specific group of customers. Therefore, market segmentation will 

help the tourism business understand the customer’s expectations and help them foresee 

new business opportunities to select the target market and try to respond to the needs 

of that market group. This allows better competition by the businesses than trying to 

respond to the needs of all customers. It is especially to pay attention to specific 

customer groups and create easier access to the customers (Boonlert Chittangwattana, 

2012; Supalak Akarangkul, 2008). Since there are so many buyers that live separately 

together with the needs and diverse purchasing, the business must adapt to have a better 

ability to respond to the needs in specific parts of the market to position the brand to 

match the target market they find important (Kotler & Armstrong, 2010). Market 

segmentation, market targeting, and brand positioning will be explained in detail in the 

following topics. 

 

2.3.3 Market Segmentation 

 Market segmentation refers to the process of dividing the market into sub parts, 

so called sub markets or part of the market, by using some criteria to help the business 

to know about the buyer groups that need the products, or a different market mix, so 

the business can select a part. or parts, of the market to be the target of the business 
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(Armstrong, 2009; Wedel & Kamakura, 2012). This conforms to the opinion of 

Dolnicar (2002) who defined market segmentation as the process used to divide the sub 

market with the potential into different sub parts with each group with having specific 

needs or attributes that will be selected as part, or many parts, to be the target of 

planning different marketing mixes for each group. 

 Tourism marketers pay attention to market segmentation so much that they state 

that market segmentation is most important part of marketing techniques for the tourism 

marketing manager (Middleton et al., 2009). Market segmentation is the process for 

whole market segmenting, which traditionally consists of the consumers in a 

heterogeneous market to become the market segment, or sub market, in which in each 

market part consists of the consumers with homogeneous characteristics. This allows 

the organization to set obvious goals for which segment of the consumer market to aim 

at. This market segmentation will allow the organization to better understand the 

specific needs of each target customer group. Moreover, it will enable them to 

effectively and efficiently respond to the needs of the target customers, which would 

make them feel impressed by the interaction, create an intention to repurchase, and 

become loyal to the organization (Payne & Payne, 1993).  

 Market segmentation has three significant aspects 1) to narrow the focus point, 

because no tourism destination or tourism businesses can equally attract everyone. 

Market segmentation leads to the focusing interest more on the specific group and this 

helps marketers to use capital effectively. Focusing on a specific group allows for 

understanding on the needs and expectation of the people in that group, which it leads 

to capable tourism management, service provision, and facilities to suit the needs of the 

target group. This allows for the simpler selection of advertisements and sale 

promotions. 2) It also defines the target groups which are the desired market segment 

from the overall market into a group of travelers with the co-characteristic and the goal 

that indicates a group of traveler with clearly different travelling and buying behaviors 

from other groups. It is expected that each member in the group would have the similar 

behaviors. Marketers find that market segmentation has benefits in service 

arrangements or presents the right tourism destinations to the group that tends to buy 

the most.  The process for service pairing to meet with the needs of a target market is 

so called target group marketing and 3) it helps us understand why the tourists have 
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those behaviors while other groups have different behaviors (Lertporn Parasakul, 

2012). 

 Lumsdon (1997) stated that market segmentation uses criteria to divide customers 

into sub-segments. Within the sub groups, there are quite similar characteristics, no 

matter their habits, needs, or buying frequency. Market segmentation needs to be clear 

in the six aspects that follow. 1) Identifiability, each market group must have specific 

characteristics, such as the need to seek benefits from a product or service, or a personal 

quality which can tell which customers should be classed in the sub segment. 2) 

Cohesiveness, each market group should be clearly different from the others. 3) 

Measurability, business should find out the estimation of the size of market group by 

using suitable criteria that are measurable. 4) Accessibility through communications as 

well as marketing activities are really necessary to access to customers. If you are 

unable to reach the market group, the attempts of the business will fail. 5) Substantial, 

the size of market group must large enough or, if it is a small and exclusive group, it 

should have a high amount of payment in order to be worth with the budget and 

resources that the business wants to invest in that market. Finally, 6) is actionable, the 

market group should be selected which suited to the business’s resources, concepts to 

reach to the business’s objective, and which can form activities to position the products 

for the market group. 

2.3.3.1 Market Segmentation Criteria 

Kotler and Armstrong (2010) stated that in market segmentation, the 

marketers use different market segmentation variables. It could be only one variable, or 

many but they are the variables that are considered the best according to the overall 

picture of that market. However, currently marketers turn more to the segmentation of 

market using various variables by trying to make smaller segments for the target group 

to be clearer.  

Market segmentation must rely on the analysis and selection of suitable 

criteria by the marketing group in the tourism industry, which normally divided 

according to the travelling characteristics of the travelers. Smith (1995) and Boonlert 

Chittangwattana (2012) stated that market segmentation is more complex and more 

efficient than in the past. The popular criteria for segmentation are as follows:   
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  1) Benefit segmentation: tourists travel for diverse objectives such as to 

rest and relax, amusement, or a need to learn new things, and these needs are the 

benefits that the tourist expect to receive from their travelling.  

  2) Demographic segmentation: general criteria found in market 

segmentation include age, gender, and life cycle.  

  3) Geographic segmentation: using the geographic district of origin in 

market segmentation, such as domestic market and international market, the Tourism 

Authority of Thailand uses geographic segmentation. 

  4) Psychographic segmentation: a form of lifestyle evaluation is used as 

the criteria for market segmentation which is widely as it includes social and economic 

conditions among the factors which are considered. Although the factors included are 

very similar to the demographic and geographic criteria, there are actually there are 

differences in the members of a sample group among people with a similar range of 

income or living in the same area, and they may have a totally different way of living 

which psychographic may detect.  

  5) Buyer behavior segmentation is market segmentation based on factors 

such as buying behavior, amount of buying, frequency of buying, repurchasing at the 

same tourism destination, purchasing time, and purchasing method are used as the 

separation criteria for segmentation via buying behavior. 

  6) Perception segmentation: the perceptions of tourists are diverse as well 

as the value and belief that can segment people into the similar groups such as 

Allocentric who seek for the new destinations without much facilities for tourists.  

  7) Geodemographic segmentation is market segmentation using both 

demographic and geographic factors, as can be seen in use overseas in places such as 

the UK and the US. In England, CACI Market Analysis Group has formed a market 

segmentation system named ACORN, an abbreviation for ‘A Classification of 

Residential Neighborhoods’ using the demographic and geographic criteria, as well as 

other 40 criteria (Smith, 1995). 

  Kotler, Bowen, and Makens (2009) suggest that market segmentation can 

be divided into four criteria as follows:  

1) Geographic segmentation is the market segmentation based on 

locations such as region, nation, state, province, city, or community and postal code. 
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Many tourism organizations use the tourists’ country of origin as the main criteria and 

the other attributes of the tourists as the sub criteria and it must be designed with the 

different marketing strategies that are used according to the market location. Criteria 

selection must consider the characteristics and behaviors of each person in each 

geographical district separately. 

2) Demographic segmentation is market segmentation according to 

demographic factors such as age, occupation, income, level of education, family life 

cycle, religion, race, and nationality. Demographic variables are popular criteria that 

are frequently used because demographic variables are easier to measure than other 

variables. Moreover, there are some deviation and relevant to the necessity, needs and 

consuming rate of the consumers. Besides, even if you are using other criteria as the 

primary means of market segmentation to the target market segment, you must 

determine the demographic attributes as well to allow you to assess the target market 

size and efficiently reach the target market.  

3) Psychographic segmentation uses criteria related to social class 

characteristics, the ways of living, and personality to segment the market.  

3.1) Personality refers to the both internal and external psychological 

attributes of a person that determine and reflect the way that a person responds to the 

environment. Additionally, personality can reflect the personal differences of 

individuals in the group (Schiffman & Kanuk, 1994).  

3.2) Lifestyle refers to the way the person lives, as well as how they 

spend their time and money, which in turn, reflects the person’s image in relation to 

their culture, situation, and relevant experiences in their daily life. The market is 

composed of people who live in a similar way and who are form a group of people who 

share similar pastimes, values, beliefs, and social qualities which are related to their 

activities, interests, and group opinions. 

4) Behavioristic segmentation is when segmenting is performed 

according to the consumers’ behavior using criteria related to knowledge, attitude, 

product consumption, the response to the product’s qualities or chance of product 

purchasing. 
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 4.1) Purchasing occasion is market segmentation based on having the 

opportunity to buy and help business understand more about the consumption patterns 

related to the products. 

 4.2) User status can be divided into the sub-groups of, unused group, 

never been used group, used group, able to use group, first time use group and regular 

use group.  

 4.3) User rate or so-called quantity market segmentation, divides the 

market up based on the amount of consumption and generally includes such segments 

as high, moderate, and low use of product.   

 4.4) Loyalty status is the level of consumer loyalty that can be used 

in market segmentation according to the level of loyalty of each consumer. For 

example, a person with hundred percent loyalty would always buy only one brand, 

while those with some loyalty are those who either only use few brands or may prefer 

a specific brand, but who will buy other brands as well. Those without loyalty means 

they want something different every time they buy or select the product with the lowest 

price. However, brand loyalty is not clearly visible, since repurchasing may reflect the 

real preference of the consumer, but it could also be related to buying behavior, non-

difference of product, a lower price compared to competitors, or being unable to find 

other products as replacements as shown in table 2.2. 

 

Table 2.2 Summary of Variables According to the Criteria for All Market Segmentation 

in US 

 
Variables (Criteria) Characteristic of Market 

Geographic criteria 

Region/Part/District Pacific site, hill, mid of North-West, mid of South-West, East and North 

Size of City  

(Population) 

below 5,000; 5,001-20,000; 20,001-50,000; 50,001-100,000; 100,001-

250,000; 250,001-500,000; 500,001-1,000,000; over 1,000,001  

Population density city, town, rural 

Climate  North, South 

Demographic criteria 

Age below 6 years old, 6-11, 12-19, 20-34, 35-49, 50-64, over 65 years old 

Gender male, female 

Family members 1-2,  3-4,  more than 5  
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Variables (Criteria) Characteristic of Market 

Life cycle young and single, young married without child, young married with child 

not more than 6 years old, young married with little child aged more than 

6  years old,  adult married with child staying together,  adult married 

without child lesser than 18 years old staying together,  staying alone, 

single and others. 

Household income  

per year (USD) 

below 10,000; 10,001; 15,000; 15,001; 20,000; 20,001; 30,000; 30,001; 

50,000; 50,001; 100,000; over 100,001  

Occupation top academician and technician, manager, Entrepreneurs, clerks, sale 

staff, craftsman, head of staff, supervisor and machine controller, 

agriculturalist, retired person, students, housewife, unemployed. 

Education level elementary school, not completed high school, high school graduated, not 

completed bachelor degree, graduated from university  

Religion Catholic, Protestant, Jewish, Muslim, Buddhist, Hindu, other 

Race white, black, ASEAN 

Nationality American, English, French, German, Italian, Japanese 

Phycological criteria 

Social class bottom, lowest, labor force,  middle class, high class, lower upper class, 

high upper class 

Ways of living up to date, healthcare, easy life, classy taste 

Personality ambitious, aggressive, bossy, dictator, socializing, Islander, scary 

Behavioral criteria 

Buying opportunity regularly, special occasion  

Benefits quality, service, economizing, speed 

User status not the user, ex-user, potentially user, first time user, regular user 

Using rate few, moderate, high usage 

Loyalty status none loyalty, moderate, high, full loyalty 

promptness unknown, never heard about, known, well-known, interesting, required, 

intended to buy 

Product attitude enthusiasm, quite positive, neutral, unlike, against 

 

Source: Kotler et al. (2009) 

  

  Table 2.2 presents a summary of all of the variables mentioned as being used as 

segmentation criteria for market segmentation in the U.S. market. You can use single 

or multivariate segmentation when forming the market group or separate it into more 

discrete groups using multilevel segmentation. An example of tourism destination’s 
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market segmentation using this method may segment the tourists based on demographic 

and geological criteria and then into sub-segments related to the objectives of, or 

benefits from traveling to the destinations expected by, the travelers (Boonlert 

Chittangwattana, 2012; Supalak Akarangkul, 2008).  

2.3.3.2 Steps of Market Segmentation 

Market segmentation can be done in several ways. Payne and Payne 

(1993) and Kotler et al. (2009) suggest the following four steps be used for market 

segmentation: 

1) Definition of the market is the first step in market segmentation. This 

is where you define the general market, or a broad customers group, based on the core 

mission of the business. In this step, it is important to clearly evaluate the objectives, 

resources, strengths, and weaknesses of the business to be able to determine the general 

characteristics of the desired target customers. 

2) Defining the bases (variables) to be used for market segmentation.  

In this step you consider the choice of bases, or the variables, to be used for market 

segmentation. There are a multitude of variables that may be used for market 

segmentation, but the marketer must select the proper variables to get the segment that 

best suited to the core mission and the ability of the service provider to provide service 

clearly different from their competitors. Additionally, market segmentation will help 

the business to recognize the market’s needs. 

3) Selecting the most proper variables requires using creative thinking and 

evaluation to determine whether is the variables are suited to be used for market 

segmentation to form a clear differentiation from competitors. One of the best methods 

is to distribute the core variable and sub details of each variable to see the demarcation 

of each market and decide which one is worth pursuing.  

4) The target market is the specific group of consumers that the marketer 

selects the from the general market based on the interests of each group and the 

determination of whether the existing tourism resources can respond to the needs of the 

travelers in sub-group or not.  
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2.3.4 Target Market Selection 

Target market is the step where you select the part, or any parts, of a market to 

focus on, or if decide it is best to market to the entire available market as the goal to 

design and use the correct market mix to best reach the selected part of the market by 

clearly targeting that specific market segment and to understand the target market group 

as well as possible (Pradit Chompolsathein, 2004). 

2.3.4.1 Steps of Target Market Selection 

There are 2 steps to selecting the target market (Pradit Chompolsathein, 

2004). 

1) Market segment assessment to guide you in choosing the most suitable 

segment, or segments,  as the target market. This requires you to study three aspects of 

the market segments, namely:   

1.1) Segment size and growth, which involves estimating the 

potential sales rate and increase of sales of each segment.  

1.2) Segment structural attractiveness is where you analyze the 

market segments in order to decide whether or not that market segment is one you can 

reach and respond to the needs of.  

1.3) Company objectives and resources must also be considered to 

ensure that the selected segment, or segments, align well with the desired outcome of 

the branding process. Although the market growth and the ability to attract customers 

is satisfied, if it contrasts with the company’s goals of the company lacks the needed 

expertise or has insufficient resources to meet the market needs, it can lead to problems 

if that market segment is selected.  

2) Selecting the target market based on the assessment of the appropriate 

market segment. Once the prior step is completed, the company then can select an 

appropriate segment, or as many segments that are appropriate, of the market. There 

are three basic choices available to the marketers, as follow (Theerakity Nawarattana 

na Ayutthaya, 2014). 

2.1) Undifferentiated marketing is when you overlook, or do not 

consider, the differences within the market and focus on the shared needs within the 

market, instead. That is, you try see the similar needs within the market as a whole and 

suggest market mixes that are suitable for the mutual market.  
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2.2) Differentiated marketing where the company chooses to operate 

in more than one market segment by designing product and market mixes which are 

different and are better suited to each individual sub-market segment. 

2.3) Concentrated marketing where a company chooses only one 

market segment from the many market segments and use market strategies intentionally 

designed to respond the needs of that specific market segment they have chosen to 

pursue.  

In addition, there are other criteria that must be taken into consideration 

when any market segment is being evaluated, including the following: 1) whether the 

market segment size and characteristics can be measured; 2) whether the segment can 

generate profits in the long run and is worth pursuing as a market segment; 3) whether 

the segment can be accessed under the limitation of the existing budget; and 4) whether 

the chosen market segment would respond to the marketing attempts of the business. 

When selecting the market segment, it mandatory that you can also set a market position 

that suited to the chosen market segment (Theerakity Nawarattana na Ayutthaya, 2014). 

 

2.3.5 Brand Positioning 

 Brand positioning is the next step after the target market has been selected. Brand 

positioning should the attributes of the product that conform with the needs, and desires, 

of target market. Therefore, the organization needs to analyze the needs of the target 

market to understand what they are, determine which qualities of the product should be 

stressed, decide who has the responsibility for positioning the brand, and, then, bringing 

the product to the target market to set the brand positioning.  

 Darling (2001), the founders of the positioning idea, explained positioning as 

being the first position set and how that positioning affects the consumers’ minds and 

their expectations, not what is actually done directly with the. While Payne and Payne 

(1993) stated that positioning refers to the seeking, developing, and communicating the 

different advantages of a product to the target consumers so they will see how the 

products and services of the firm are better than and different from those of competitors.   

 Successful brand positioning can be reflected in three ways: 1) it must be a point 

of the product can be presented to the desired segment, 2) it must be a point of the brand 

is different and had a competitive advantage compared to competitors, and 3) it must 
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be a point that the consumers need and no other brand can respond as well to the need 

(Srikanya Mongkolsiri, 2004). Thus, for positioning to be successful, a business must 

ensure its position meets the following three criteria: 1) the position should be 

meaningful 2) the position must be believable and 3) the position must be unique. After 

determining the desired positioning, you must communicate it to the customers so they 

know about it. It is important for all the company to present the image to the market in 

a unified manner, such as through policy, staff work, and organization image, 

presenting the same image to reflect the desired position to the market to see (Fei, Bu, 

Gao, & Xiang, 2010; Payne & Payne, 1993; Trout & Ries, 1986).  

 From the above definition, it can be concluded that brand positioning refers to 

the forming of an image of the outstanding attributes of the products that expected to 

directly meet the market needs. The company has to present these attributes to the target 

market so consumers will remember the company’s position, thus, the company must 

place emphasis on the product’s qualities that can win over the consumers’ minds. 

2.3.5.1 Steps of Brand Positioning 

  Brand positioning is the process to make the consumer see the product of 

the company as different from their rivals’ products. For company management, 

positing will be the marketing tool used to create understanding of the currently position 

of company’s product and its requirements for maintaining it in that position. 

Positioning requires follow up and comparison of the company’s products and their 

competitors’ products, including studying the needs of the consumers. This may allow 

the company to find that there are some parts of the market their competitors have not 

entered and allow the company to satisfy the needs customers in that segment. This 

would help the company foresee marketing opportunities and understand where to 

channel product development in order to be able answer the needs of that part of the 

market (Truong, McColl, & Kitchen, 2009; Woodruffe, 1995).  

  Brand positioning is meant to form clear differences from competitors and 

to meet the needs of a target group. Good brand positioning needs to have consumer 

research to test whether the position is the point where the consumers find the that 

product is interesting or meets their needs, or the position that can motivate the 

consumer to by the brand. Things to consider for brand positioning are as follows:  
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 1) What the target group needs are and whether there is another brand 

which can satisfy those needs. Good brand positioning requires consumer research to 

determine whether the position point is what is interesting to and required by 

consumers. 

 2) The product’s attributes that can accurately meet the needs of the target 

group.  

 3) Whether it can create enough customer interest and purchasing to 

generate a sufficient amount of profit.  

 4) Good brand positioning should be based on the positive points of the 

product that the rivals may not mention in their communications, that makes the product 

appear singular and outstanding.  

 Thus, brand positioning can be done via forming differentiation, such as 

differentiation based on being a leader, ancientness and culture, the preferences of 

individuals who have an influence on consumers, uniqueness, and being a specific 

expert (Napawan Kananurak, 2004).  

 Brand positioning consists of the following four steps (Lovelock, Wirtz, 

Keh, & Lu, 2002): 

  1) Market analysis is performed before brand positioning. The marketer 

must analyze the market to understand the information related to supply and demand of 

consumers to be able to use it to make decisions about brand positioning. The 

information related to this includes the size of the market, the necessity, demand, and 

the purchasing value of customers, and the market tendency analysis, as well as the 

location of service. 

  2) Internal corporate analysis analyzes the potentials and limitations of the 

existing resources of the business, as well as the values and targets of the business in 

their operations. After the analysis of the internal conditions of the business is 

completed, the question of which customers the business should provide services to as 

target consumers, and in which part of the market, should be answered. 

  3) Competitive analysis seeks to analyze the strengths and weaknesses of 

the brand positioning of the business’ competitors and to analyze the competitive 

conditions to be able to foresee any choices improve brand positioning to compete with 

existing competitors. By combining these results with the outcomes of the business’ 
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internal analysis (step 2), the business will understand the key qualities that can used as 

the emphasis points for the next brand positioning step.  

  4) Brand positioning is required for achieving the desired market position. 

This, in turn, requires using the product’s key qualities to chart the course of brand 

positioning and to point out the products position and unique qualities in comparison to 

the competitors related products and their crucial qualifications.  

  Brand positioning is a promise the brand makes to the consumer. Brand 

positioning is important in branding since brand positioning will make consumers agree 

on the brand’s identity and to initiate the process of creating the brand’s image and 

conforming it to the company’s goal.  Brand positioning in short, will make the product 

appear unlike others. In summary, the crucial things in brand positioning are to form 

and control the ideas and feelings of consumers toward the brand. 

 

2.3.6 Tourists 

2.3.6.1 Tourist Characteristics 

 The researcher planned to obtain information from individual tourists that 

travelled to the Historic City of Ayutthaya about related to the desired variables, 

including the demographic data of the tourists that represents many important elements 

of the personality characteristics of tourists, for this study. Various researchers 

mentioned the procedure of demographic variables. Iverson (1997) mentioned five 

dimensions of personal characteristics of tourists comparing travelers’ decision timing 

which included travel experience, age, gender, marital status, and income (Roque, 

Henriques, & Mouriño, 2012). Shen (2009) included demographic variables, in which 

involved gender, age, and education level, into her study (Chheang, 2011; Huh, 2002). 

In addition, Homsud and Samransart (2012) added hometown as a demographic 

variable of tourists in their study. Some researchers studied viewpoint of tourists in 

relation to management chose four items (such as country of residence) for collecting 

demographic information of tourists (Khrua-cosh, 2010). Moreover, in studies of the 

tourist characteristics at cultural heritage tourism sites, references to occupation should 

be one of variables in the demographic dimension (Canny & Hidayat, 2012; Gaffar, 

Wetprasit, & Setiyorini, 2011; Mohammad & Som, 2010). In terms of tourist 
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characteristics, religion should also be included in the study as one of the demographic 

variables (Phosikham, Vilayphone, Wayakone, & Phimmavong, 2015). 

 To facilitate the collection of demographic characteristic data from foreign 

tourists who visited the Historic City of Ayutthaya, which is shown in table 2.3, it was 

decided to include eight variables were suitable to the purposes of this study, namely: 

1) gender, 2) age, 3) marital status, 4) education level, 5) occupation, 6) income, 7) 

religion, and 8) country of residence.  
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Table 2.3 Demographic Variables of Tourists Used in Previous Research 

 
Authors (Year) Topics 1 2 3 4 5 6 7 8 

Iverson (1997) Decision Timing: A Comparison of Korean and Japanese Travelers √ √ √   √   

Huh (2002) Tourist Satisfaction with Cultural/Heritage Sites √ √  √     

Shen (2009) Visitors' Intention to Visit World Cultural Heritage Sites √ √  √     

Khrua-cosh (2010) Tourists' Viewpoints on the Management of Ayutthaya as a World Heritage City 

and Tourist Destination 
√ √    √  √ 

Mohammad and 

Som (2010) 

An analysis of Push and Pull Travel Motivations of Foreign Tourists to Jordan 
√ √  √ √ √ √  

Chheang (2011) Angkor Heritage Tourism and Tourist Perceptions √ √  √     

Gaffar et al. (2011) Comparative Study of Tourist Characteristics on Cultural Heritage Tourism Sites √ √  √ √ √   

Canny and Hidayat 

(2012) 

The Influence of Service Quality and Tourist Satisfaction on Future Behavioral 

Intentions: The Case Study of Borobudur Temple as a UNESCO World Culture 

Heritage Destination 

√ √  √ √ √   

Homsud and 

Samransart (2012) 

Expectation and Satisfaction of Tourist Traveling to Historic Town of Ayutthaya 
√ √  √  √  √ 

Roque et al. (2012) How do tourists look at Sintra’s world heritage? √ √  √     

Phosikham et al. 

(2015) 

Tourists’ Attitudes Towards Tourism Development and Heritage Preservation in 

the World Heritage Town of Luang Prabang, Lao PDR 
√ √  √   √ √ 

 

Note: 1 = Gender, 2 = Age, 3 = Marital status, 4 = Education, 5 = Occupation, 6 = Income, 7 = Religion, and 8 = Country of Residence
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2.3.6.2 Tourist Behavior 

   Tourist information in terms of their behavior was investigated to gain 

some understanding of the perspectives of the tourists who visited the Historic City of 

Ayutthaya. Many aspects of tourist behavior have been defined in the literature on 

tourism research. To understand the meanings, or definition, of tourist behavior, the 

researcher studied several sources, such as theories, concepts, models, and ideas, to 

understand and choose tourist behavior variables. Tourist behavior is prevalent in the 

areas of marketing that are directly related to customers or targets. The intention of 

tourists to visit world cultural heritage sites is based on the Theory of Planned Behavior 

(TPB) that refers to how a tourist tends to behave at a specific time and place (Shen, 

2009).  

   According to Homsud and Samransart (2012), tourist behavior is 

composed of visiting within 3 years, number of times visited, period for acquiring data, 

channel of gaining information, and persons who accompanied the tourist (Wilson, 

2014). Behaviors in travelling were defined as the behaviors of tourists in relation to 

their experiences on the way to acquiring the product and their responses upon using 

product (March & Woodside, 2005). Recreational activities of tourists were listed in 

the model of travel motivations (Esichaikul, 2012; Van Vuuren & Slabbert, 2012). In 

addition, perception as a world heritage site by the tourist, objectives for visiting, travel 

preparation, intention to return to the destination, and suggestion behavior should be 

also be included among the variables for tourist behavior (Canny & Hidayat, 2012; 

Chetanont, 2015; Chheang, 2011; Esichaikul, 2012; Huh, Uysal, & McCleary, 2006; 

LaMondia, Snell, & Bhat, 2010; Matos, Mendes, & Valle, 2012; Poria, Reichel, & 

Biran, 2006). In accordance with McKercher (2002), the study of the different 

classifications of cultural tourists, the different types of cultural tourist that were put 

into his study should also be included as variables (Gyan & Andereck PhD, 2016; 

Petroman, 2013). 

   To collect data on tourist behavior variables from foreign tourists who 

visited the Historic City of Ayutthaya, as shown in table 2.4, the study included fourteen 

variables that were determined to be suitable, including: 1) the main purpose for 

visiting, 2) the number of times to visit, 3) the number of travelers, 4) travel 

arrangements, 5) tourism information, 6) favorite place, 7) activities, 8) types of 
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tourists, 9) types of cultural tourists, 10) perception as a world heritage site, 11) period 

of recognition as a world heritage site, 12) possibility of visiting if it was not a world 

heritage site, 13) intention to return, and 14) suggestions to others. 
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Table 2.4 Tourist Behavior Variables of Tourists Used in Previous Research 

 
Authors (Year) Topics 1 2 3 4 5 6 7 8 9 10 11 12 13 14 

McKercher (2002) Towards a Classification of Cultural Tourists.       √ √ √      

March and 

Woodside (2005) 

Tourism Behaviour: Travellers' Decisions and 

Actions.  

√   √ √ √ √      √ √ 

Huh et al. (2006) Cultural/Heritage Destinations: Tourist Satisfaction 

and Market Segmentation. 

  √     √       

Poria et al. (2006) Heritage Site Perceptions and Motivations to Visit. √    √      √ √ √  

LaMondia et al. 

(2010) 

Traveler Behavior and Values Analysis in the Context 

of Vacation Destination and Travel Mode Choices: 

European Union Case Study. 

√      √      √  

Chheang (2011) Angkor Heritage Tourism and Tourist Perceptions. √  √ √      √ √  √ √ 

Canny and 

Hidayat (2012) 

The Influence of Service Quality and Tourist 

Satisfaction on Future Behavioral Intentions: The 

Case Study of Borobudur Temple as a UNESCO 

World Culture Heritage Destination. 

      √   √ √  √  

Esichaikul (2012) Travel Motivations, Behavior and Requirements of 

European Senior Tourists to Thailand. 

√     √ √      √  

Homsud and 

Samransart (2012) 

Expectation and Satisfaction of Tourist Traveling to 

Historic Town of Ayutthaya. 

 √ √ √ √          

Matos et al. (2012) Revisiting the Destination Image Construct through a 

Conceptual Model. 

            √  
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Authors (Year) Topics 1 2 3 4 5 6 7 8 9 10 11 12 13 14 

Van Vuuren and 

Slabbert (2012) 

Travel Motivations and Behaviour of Tourists to a 

South African Resort. 

√      √        

Petroman (2013) Types of Cultural Tourism.        √ √      

Wilson (2014) Impact of Travel Information Search Behavior on the 

Image of Tanzania as a Tourist Destination. 
√ √ √ √ √  √       

 

Chetanont (2015) Chinese Tourists’ Behaviors Towards Travel and 

Shopping in Bangkok. 

√ √ √ √  √ √      √  

Gyan and 

Andereck PhD 

(2016) 

A Typology of Culture Heritage Attraction Visitors. √      √ √ √      

 

Note: 1 = the main purpose of visiting, 2 = times to visit, 3 = number of accompanying people, 4 = travel arrangement, 5 = tourism 

information, 6 = the favorite place, 7 = activities, 8 = types of tourist, 9 = cultural tourist, 10 = perception as the world heritage site, 

11 = period of recognition as the world heritage, 12 = possibility to visit if it is not the world heritage, 13 = intention to return, and 

14 = suggest to others 
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2.4 World Heritage Tourism Sites 

 Most world heritage tourism sites generate income and lead to the economic 

development, both domestically and regionally. Cultural heritage tourism is a key tool 

for cultural preservation. Each local culture is the origin of cultural tourism destination 

development. Cultural heritage has become the hub of the European tourism industry 

and many other countries are trying to develop cultural heritage tourism in their own 

countries (Nzama, Magi, & Ngcobo, 2005). Culture and cultural heritage are a new 

form of tourism development by tourism destinations and includes any activities with 

the main role of attracting tourists and visitors. Cultural tourism stresses the traveling 

for experiences and joining activities related to ways of life that may be rarely seen in 

everyday life (Chris Cooper, 2008; C Cooper, Fletcher, Fyall, Gilbert, & Wanhill, 

2008).  

 Butler (1999) explained the crucial basis leading to the management of and policy 

planning for the proper development of cultural heritage tourism, which is to evaluate 

the impacts that may result from tourism development. Thus, forming the criteria and 

indicators for the impact evaluation is up to the tourism development objectives of each 

department. The evaluation of the impact should be divided into evaluations of the 

impact on the quality of life in the community, the impact on the cultural value and on 

the dominant point enhancement, the identity of the local community, and the impact 

on the preservation of cultural heritage to lead toward a balanced planning policy and 

guidelines for the management and control of tourism’s impact which to create the 

utmost benefits for the tourism destination in the area. 

 Branding in the world heritage site tourism context has emerged as many 

countries try to push their national cultural heritage sites to be registered as a world 

heritage site. The key objective is to develop the national economy through tourism 

management of the world heritage sites (Timothy & Boyd, 2003). The popularity of 

world heritage site tourism is presently increasing among tourists, as can be seen from 

the surveys ranking the most popular world heritage tourism sites (Leask & Fyall, 

2006). Transforming local heritage into a key tourism destination combines elements 

such as museums showcasing the architectural, carving, and painting traditions and 

heritages, preserving the architectural structures that showcase the evidence of the 
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traditional ways of living, which are the dominant features of the site, together with 

opinion or evidence related to the history and background of the cultural sites (Pearce 

& Packer, 2013; Ross, 1994). 

 

2.4.1 World Heritage  

World heritage site refers to a forest, mountain, lake, desert, monument, or any 

buildings and arts, cultures, archaeological sites, and historical sites which reflect the 

uniqueness and the national pride that show the value of a community or civilization 

that should be preserved and protected for the next generation and owned by people 

throughout the world.  

2.4.1.1 World Heritage Logo 

   Office of Natural Resources and Environmental Policy and Planning 

(2013) adopted the use of the logo for world heritage sites designed by Mr. Michel 

Olyff agreed on by the world heritage committee in their second meeting, which is 

shown in figure 2.1. 

 

 

 

Figure 2.1 World Heritage Logo…………………….. 

Source: Office of Natural Resources and Environmental Policy and Planning, 2009 

 

   The world heritage logo has stressed the relationship between cultural 

properties and nature. The square in the middle refers to what has been created by 

humans and the external circle refers to nature and the environment. Both are linked 

eternally. Besides, if looking at the circle overall, it also represents the world while also 

pointing out the attempts to promote the protection of cultural and natural world 

heritage.  
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   However, in regard to the colors to be used and the size of the logo, the 

world heritage committee decided that these should be left up to the artists’ abilities to 

allow them to represent nature and the arts as best suits each individual site. However, 

the logo must have the words WORLD HERITAGE in English and PATRIMOINE 

MONDIAL, which means world heritage in French. The area containing 

PATRIMONIO MUNDIAL, which is world heritage in Spanish can be translated into 

the language of each country that uses the logo thus, the world heritage logo to be used 

in Thailand is shown in figure 2.2. 

 

 

 

Figure 2.2 World Heritage Logo Used in Thailand 
Source: Office of Natural Resources and Environmental Policy and Planning, 2009 

 

2.4.1.2 World Heritage 

   The world heritage information center of the Ministry of Cultures (n.d.) 

defined that world heritage refers to cultural and natural heritage with a universal 

outstanding. Being accepted as a world heritage site, no matter what country it is located 

in, any country boundaries, means the site regarded as the heritage of humanity 

throughout the world and it is a valuable heritage that all humans are part of, and have 

the right to use and be proud of, and are considered as having a duty to be a part of the 

mission to preserve and look after  this valuable heritage for the benefit of future 

generations. Office of Natural Resources and Environmental Policy and Planning 

(2013) created a knowledge kit for the preservation and protection of world heritage 

sites and defined as issue number 1: knowledge related to the world heritage site 

protection convention related to the definition of cultural and natural heritage as shown 

in the preamble of the convention to protect the cultural and natural world heritage, 

which stated that “parts of the cultural or natural heritage are of outstanding interest and 
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therefore need to be preserved as part of the world heritage of mankind as a whole” 

(UNESCO 1972: Preamble). 

   The first paragraph of the document of the Operational Guidelines for the 

Implementation of the World Heritage Convention mentioned that world heritage 

(cultural and natural world heritage) was among the priceless and irreplaceable 

possessions, not only of each nation, but of mankind as a whole. The loss, through 

deterioration or disappearance, of any of these most prized possessions constitutes an 

impoverishment of the heritage of all the peoples in the world. Parts of that heritage, 

because of their exceptional qualities, can be considered to be of outstanding universal 

value and as such worthy of special protection against the dangers which increasingly 

threaten them. (UNESCO February 1996: 1). 

   However, if considering the description world heritage as defined in the 

convention to protect cultural and natural world heritage, referenced above, the overall 

definition of cultural and natural world heritage refers to cultural and natural world 

heritage as having special characteristics and outstanding features having value at a 

universal level with importance to the entire world population. The deterioration or the 

loss of these things is a loss to all of humanity and its heritage. 

2.4.1.3 Types of World Heritage 

    Cultural and natural world heritage is the heritage of all mankind and 

specific measures should be set to protect and guard the world’s heritage to ensure its 

sustainability. The convention for cultural and natural world heritage protection set the 

characteristics that things considered to be world heritage must possess and separated 

them into sections 1 and 2, with the first dealing with the definition cultural heritage 

and the second with natural heritage, as follows:  

   Section 1 according to the objectives of the convention on ‘cultural 

heritage’, the meaning of cultural heritage covers the things that follows:  

- Monuments: large architectural works, sculpture or painting works, 

compositions, or archeological structures, stale, cave and seals of mixed between above 

mentioned things with outstanding value on a universal level with regard to an aspect 

of history, art, or science.   
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- Groups of buildings: the group of buildings separated from each 

other or connected with by architecture or conformity, or to the landscape with 

outstanding universal value in the dimensions of history, art, or science. 

- Sites: The work from human or the mixed between the results of 

nature and human including the archeology sites with the outstanding universal value 

with regard to a dimension of history, arts, ethnology, or humanity (UNESCO, 2018). 

 World cultural heritage refers to an archeological site, no matter whether 

related to architecture, sculpture, painting, or a natural archeology site such as a 

mountain, cave for living, and the group of buildings separated from each other or 

connected with uniqueness, or important site that could be the work of ancient humans 

or the outcome from the work of nature and humans in concert. This includes all 

archeological areas that have excellence value related to aspects of history, art, 

humanity, or science.   

 Section 2 According to the convention’s objectives ‘natural heritage’ 

covers the following things: 

- Natural conditions: the physical characteristics and biology, or a 

group of natural conditions with universally outstanding value with respect to arts or 

science. 

- Natural source: the area with clear a boundary having outstanding 

universal value respect to science, preservation, or natural beauty.    

- Geologic and geographic conditions: an area with a clear boundary 

which is the habitat of animal and plant species under threat with an outstanding 

universal level of value in relation to some dimension of science and conservation 

(UNESCO, 2018). 

 Natural world heritage source refers to the natural conditions with regard 

to the physical and biological characteristics having outstanding value related to science 

or a place with unique geological or geographical conditions that has been determined 

to be the habitat of plants and animals whose existence is being threatened or is the 

breeding source of hard to find plants and animals, etc.  

 Thus, from the above definitions, it can be seen that both cultural and 

natural heritage seem to have to have outstanding universal value with regard to one or 

more of the ten criteria for the committee to consider to be listed as a world heritage. 
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According to the Operational Guidelines for the Implementation of the World Heritage 

Convention 2002 listed six criteria. However, the Operational Guidelines for the 

Implementation of the World Heritage Convention 2012 increased the list to ten criteria 

in which are considered in making the determination of whether a site is a cultural world 

heritage or a natural world heritage. The first six criteria provide the details that must 

be met to be considered as a cultural heritage site, (item i.-vi.) and the remaining four 

define the criteria to be considered a natural heritage site (item vii.-x.) (UNESCO World 

Heritage Centre, 1992-2013), which are detailed as follows: 

  i. to represent a masterpiece of human creative genius;  

  ii. to exhibit an important interchange of human values, over a span of 

time or within a cultural area of the world, on developments in architecture or 

technology, monumental arts, town-planning or landscape design; 

  iii. to bear a unique or at least exceptional testimony to a cultural tradition 

or to a civilization which is living or which has disappeared; 

  iv. to be an outstanding example of a type of building, architectural or 

technological ensemble or landscape which illustrates (a) significant stage (s) in human 

history; 

  v. to be an outstanding example of a traditional human settlement, land-

use, or sea-use which is representative of a culture (or cultures), or human interaction 

with the environment especially when it has become vulnerable under the impact of 

irreversible change; 

  vi. to be directly or tangibly associated with events or living traditions, 

with ideas, or with beliefs, with artistic and literary works of outstanding universal 

significance. (The Committee considers that this criterion should preferably be used in 

conjunction with other criteria); 

  vii. to contain superlative natural phenomena or areas of exceptional 

natural beauty and aesthetic importance; 

  viii. to be outstanding examples representing major stages of earth’s 

history, including the record of life, significant ongoing geological processes in the 

development of landforms, or significant geomorphic or physiographic features; 
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  ix. to be outstanding examples representing significant on-going 

ecological and biological processes in the evolution and development of terrestrial, 

fresh water, coastal and marine ecosystems and communities of plants and animals; 

  x. to contain the most important and significant natural habitats for in-situ 

conservation of biological diversity, including those containing threatened species of 

outstanding universal value from the point of view of science or conservation. 

  In addition to the mentioned criteria above, the consideration of 

outstanding universal value should also be considered for integrity and/or authenticity 

including the proper administration and protection systems for world heritage (World 

Heritage Information Center, Ministry of Cultures, n.d.). 

2.4.1.4 Places Listed as a World Heritage Site 

Being listed as a world heritage would result in increasing the number of 

tourists and the expansion of economic activities, which in turn, would lead to both 

direct and indirect employment in the related activities and, most importantly, 

employment in the tourism sector (Greffe, 2004). Also, it would form a new image for 

the country and result in tourists becoming aware about the characteristics of cultural 

heritage and generate motivation to travel to the cultural heritage tourism destination 

via any media forms, especially website, in which could use to seek information to 

consider when making a decision to travel (Poria et al., 2006). 

Benefits from being listed as a world heritage makes local heritage 

become known internationally with awareness of the importance and care for 

universally crucial heritage that represents an outstanding example of cultural diversity 

and the abundance of the natural world. The countries in the conventions join together 

to protect and revolutionize natural and cultural heritage and show the world their 

mutual mission to preserve our heritage for the next generation. Beside the pride of 

being one the nations included in the convention, it usually stimulates the raising of 

awareness to help preserve the heritage sites. Thus, one of the key benefits is the 

promise it gives of access to the world heritages funding, especially among developing 

countries. Every year the fund will arrange a budget of a million US. Dollars for the 

countries covered under the convention to establish, maintain, and promote the world 

heritage sites and provide access to urgently needed assistance in the recovery and 

repair of world heritage sites damaged by man-made or natural disasters. In cases where 
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the world heritage site has been classified in the at-risk group, it will gain access and 

attention from national and international funds to take care and preserve the world 

heritage as necessary. 

At present, being listed as a world heritage site is understood to be a 

magnet to attract international attention and cooperation and lead to receiving financial 

support for heritage preservation projects from financial sources, as well as benefitting 

the area through improves planning and maintenance measures and mechanism to 

follow up on their implementation. Thus, in support of the project, experts will provide 

technical training to the local administration teams.     

2.4.1.5 World Heritage in Thailand 

 The World Heritage Information Center, Ministry of Cultures (n.d.). stated 

that Thailand joined as a State Party of the World Heritage Convention on September 

17, 1987 and has been elected to the World Heritage Committee three time; the first 

time from 1989 to 1995, the second time from 1997 to 2003, and finally from 2009 to 

2013. 

 Thailand has five registered world heritage sites, including three cultural 

world heritage sites and two natural world heritage sites detailed as follows.  

 Cultural World Heritage Sites 

 1) The Historic Town of Sukhothai and Associated Historic Towns covers 

the areas of Sukhothai and Kamphaeng Phet provinces has been preserved and 

developed into a historical park and was registered as a world heritage site at the 15th 

World Heritage Committee convention 1991 at Carthage, Republic of Tunisia based on 

its value and outstanding features in accordance with following criteria standards; 

criteria 1: being representative of qualities that reflect the beauty and uniqueness of the 

arts as and being a masterpiece that was created from true genius in art, and secondly, 

criteria 3: reflecting the uniqueness that can hard to find or possessing the evidence of 

the remnants of lost customs, traditions, or civilizations. 

 2) The Historic City of Ayutthaya and Associated Historic Towns, Phra 

Nakhon Si Ayutthaya was registered as a world heritage site at the 15th World Heritage 

Committee convention in 1991 at Carthage, Republic of Tunisia due to its values and 

outstanding features in accord with criteria standard 3 reflecting uniqueness that is hard 
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to find or the possessing the evidence of the remnants of lost customs, traditions, or 

civilizations. 

 3) Ban Chiang Archaeological Site, Udonthani province was registered as 

a world heritage site at the 16th Convention Concerning the Protection of World Cultural 

and Natural Heritage in 1992 with its value and outstanding attributes with regard to 

standard criteria 3: reflecting uniqueness that is difficult to find or possessing the 

evidence of the remnants of lost customs, traditions, or civilizations. 

 Natural World Heritage Sites 

 4) Thung Yai-Huai Kha Khaeng Wildlife Sanctuary is located insertions 

of Kanchanaburi, Tak, and Uthaitani provinces. It of the first natural heritage site in 

Thailand that was assessed and its value determined sufficient to become a natural 

world heritage site, as registered as  such in 1991 based on its outstanding qualities with 

regard to the following criteria standards; (1) criteria 7: to be the dominate example of 

a major change in geological and biological evolution that has had an impact on the 

human natural environment, (2) ccriteria 9: to be a natural phenomenon with excellent 

and hard to find natural beauty, and (3) criteria 10: to be a crucial habitat hard to find 

plants and animals of the world, as well as being a crucial source of world bio-diversity. 

 5) Dong Phaya Yen-Khao Yai Forest Complex consists of the protection 

areas or natural preservation areas in five places including, Khao Yai national park, 

Tablan national park, Pangsida national park, Tapayow national park, and Pah dong yai 

Wildlife Sanctuaries which were registered as a world heritage under the name  Dong 

Phaya Yen - Khao Yai Forest Complex at the 29th World Heritage Committee 

convention in 2005 in Durban, Republic of South Africa with regard to its outstanding 

qualities in accord with criteria standard 10: to be a crucial habitat hard to find plants 

and animals of the world, as well as being a crucial source of world bio-diversity.  

2.4.1.6 Research Related to World Heritage 

   Cultural heritage management that generates the greatest benefits for the 

various stakeholders’ approaches heritage as a cultural resource that is important and 

with a judgement to providing knowledge or how it can be studied. Heritage as a city 

resource is related to the surviving buildings and relics and promoting the status of the 

nation’s history and heritage as an economic resource is related to the factors supporting 

the economic activities that arise from it. To be straightforward, cultural heritage is the 
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economic mechanism in this industry, whether directly or indirectly, as it is the factor 

that stimulates the impact on economic factors (Ashworth, 2009). Cultural heritage is 

the absorbed and cultivated heritage of a people, as it has evolved as it has been 

transferred from generation to generation. Cultural tourism heritage cannot be clearly 

connected between the present to the past cultures, but it is the combination of the 

history, customs, memories, legends, and many records that have been integrated into 

the present generation’s background. The cultural heritage registration process begins 

with listing the key points for better understanding, not only of the sources of the 

cultural heritage, but also covers the historical social, architectural, and other contexts 

to provide a clear and objective picture of the cultural heritage resource management 

(Lowenthal, 1998). 

   McKercher, Ho, and Du Cros (2005) studied on the relationship between 

the tourism and cultural world heritage management in Hong Kong and found that 

cultural tourism in the city’s tourism destinations has developed more new destinations 

rapidly when people had interactions with the cultural tourism destinations. Hong Kong 

itself has many famous tourism destinations in the city related to the history and culture 

of the city and has been considered a history tourism destination for a long time.   

   Li et al. (2008) studied the perceptions and views toward world heritage 

tourism development in China, where the research is directed toward studying the issue 

of sustainability in tourism development. The study used a geographic tool and the 

physical characteristic of the tourism destinations in China. It was found that there was 

the relationship between the origin of the destination and the stakeholder perceptions 

and the views toward tourism development was a key factor for tourism destination 

development of the word heritage sites in China. The factors supporting the rise of 

tourism destinations come from the participation of local people, cooperation, 

compromising, local economic growth, local economic development policy, and the 

lack of financial support from the relevant units.  

   Kreingkrai Wattanasawat (2013) studied the branding of world heritage 

sites and the result on the tourists’ perceptions and behaviors in a case study of world 

heritage sites in Vietnam using Participant Observation Method and in-depth interview 

via purposive sampling with five Vietnamese officials related to the tourism 

destination’s management from the representatives of five cultural world heritage sites. 
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Moreover, using a questionnaire via accidental sampling of 420 foreign tourist who had 

traveled to see the five cultural sites. The results showed that tourists have low levels 

of knowledge and understanding about what it means to be a world heritage site and the 

logo. While, being the world heritage site and having the logo of ‘world heritage’ can 

have a strong influence on the tourist behaviors.  

   Pohnlapat Unaprom (2013) studied role of cultural heritage interpretation 

of the world heritage site of the Historic City of Ayutthaya and found that whose role 

it was to communicate the cultural heritage of the area was not clear so, it failed to be 

communicated to tourists. This is because of the meaning of the content used in the 

communication, which has been used for a long time with no changes in the information 

ensure its content conforms to the present needs and the present context and issues that 

need to be stressed. With regard to the communication approach, it lacks diversity and 

is not interesting. It also causes confusion among those who receive it because are 

unable to understand it or perceive the cultural heritage as a universal heritage from 

wording of the announcement about being listed as a world heritage site by the United 

Nations Educational, Scientific and Cultural Organization on December 13, 1991. 

   Krib Hayamern (2011) studied the attitude of Thai tourists towards the 

marketing mix factors and identity of Sukhothai Historical Park using a questionnaire 

as the tool to collect data from 400 of tourists who had traveled to Sukhothai Historical 

Park. It was found that most of the tourists were teenagers, such as students, who lived 

in the northern part of Thailand. They received information related to Sukhothai 

Historical Park tourism from family, cousins, or groups of friends. The tourists paid the 

most attention to the physical attributes of the historical place and its internal 

environment of the park. The result of hypothesis testing on the attributes found that 

the tourists of different genders, ages, levels of education, marital status, monthly 

incomes and travel experiences pay attention to different attributes of Sukhothai 

Historical Park at a statistically significant level (p= 0.05). The result of hypothesis 

testing on the marketing factors found that tourists of different genders, ages and levels 

of education pay attention to different characteristics of the product. Tourists of 

different genders, ages, levels of education, marital statuses, and monthly incomes pay 

attention to different factors related to the physical characteristics. Tourists with 

different levels of education and income statuses have differing views on the pricing 
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factor. Tourists of different ages, levels of education and monthly income have 

significant differences on how they view the factors related to the channels of 

information distribution. Tourists of different ages, levels of education, monthly 

incomes, and travel experiences place different levels of importance on personnel 

factors. Tourists of different ages, levels of education, monthly incomes, and travel 

experiences have significantly different opinions on the importance of management 

(p=0.05).  

 

2.4.2 The Potential of World Heritage Tourism Sites 

 There are various types of cultural world heritage sites depending on things such 

as historical sources, history, specific forms of culture, traditions, customs, weddings, 

art, and carvings, as well as interesting business activities. The potential of a cultural 

heritage site is the potential to develop and manage sustainable tourism. Attention must 

be paid to things like environmental care management, as the environment is a crucial 

asset value to tourism; arranging activities that will benefit both the tourism 

communities and the tourists, equally. And managing the relationship between tourism 

and the environment, to guide the tourism destinations potential development so that 

tourism does not destroy the resources and result in the future damage to the 

environment. The tourism development activities should accept on the natural 

conditions and characteristic of the place that is the origin of the activities or 

development and work in unity with the destination’s resources to achieve a result that 

meets the needs pf the tourists, local people, and the place. Changes cannot be prevented 

but the improvement must not destroy the natural resources of the site; which are the 

core of tourism destination development (Inskeep, 1991).  

2.4.2.1 Potential 

Office of the Royal Society (2003) provided a definition for the meaning 

of the word ‘potential’ in the Office of the Royal Society’s dictionary of 2011 that refers 

to the hidden conditions, power, or hidden qualities in anything that may lead to 

empirical development. In the tourism context, tourism potential refers to the core 

content of the tourism resources that are counted as having existing value or 

significance to attract tourists and impress them, as well as respond to their interests or 

needs (Tourism Authority of Thailand, 2014). 

http://www.royin.go.th/
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From the definition above, it can be said that the potential of a tourism 

destination refers to the readiness of the place to facilitate development or changes, as 

well as whether or not the local attractions are sufficient to influence tourists to travel 

to the place.  

2.4.2.2 Potential Assessment for World Heritage Tourism Sites 

  To create tourism behavior, a site needs to have tourism potential which 

consists of three elements; attraction, access to the tourism destination, and other 

facilities (Burkart & Medlik, 1981; G. Zhang, Pine, & Qiu Zhang, 2000). While 

Goeldner and Ritchie (2007) gave the opinion that a tourism destination must consist 

of natural tourism resources, cultural tourism resources, basic factors, transportation 

systems, facilities, and have a friendly welcoming atmosphere. Morrison and Mill 

(1998) had similar opinions, believing that tourism sources must consists of beauty 

attraction, impression, facilities for accommodation, restaurants, and souvenir shops, or 

other services, including communication systems infrastructure, and transportation. 

 In addition, Chittinan Tikul, Salit Srikaow, Pikul Prabsri, Churairat 

Wisaidee, and Suwannee Pandtawong (2007) presented guidelines for the assessment 

of the potential of tourism products by adapting the tourism destination potential 

assessment framework of the Ministry of Tourism and Sports to measure four potential 

aspects: the significance of the tourism product, activities supporting the tourism 

products, the value and age of the tourism products, and the aesthetics of the tourism 

products. Additionally, Ministry of Tourism and Sports (2014) defined that the potential 

elements of a tourism destination consisted of the background and significance of the 

tourism destination, the valuable historical age of the archaeological site, and the 

aesthetics, beauty, outstanding points of the site itself and activities supporting the 

tourism destination. This conforms to the tourism destination potential evaluation of 

Emphandhu and Chettamart (2003), who suggested guidelines to evaluate a tourism 

destination potential according to the principle of conservative tourism management by 

estimating the potential based on the physical, environmental, tourism activity, safety, 

management, accessibility, and cleanliness, among other attributes, of the site 

(Faulkner, 1997). Similarly, the study by Jarinya Na Pikul and Warach 

Madhyamapurush (2012) studied the potential for tourism development and tourism 

destinations using the criteria to evaluate all the potentials in six aspects, namely: 
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physical, environmental preservation, economy and society, culture, nature, and 

management. While Nonglak Chantapakul and Narin Sangraksa (2013) presented the 

evaluation of potential of cultural tourism at Baan Huakoawjeen in Ratchaburi by 

evaluating all the four of the aspects of potential, area, management, activities, and 

organization.  

 Tourism destination potential assessment should be based on four 

potential indicators which are 1) tourism resources, as considered in regard to the 

location and physical characteristics of the destinations such as beauty, outstanding 

points, natural views, and access to the location; 2) services, such as infrastructure 

services and tourism services; 3) management, such as providing knowledge to the 

tourists, community gatherings, and levels of participation; and 4) marketing, such as 

tourism activities, souvenirs, publicizing, and connections with other destinations 

(Piyapong Manklan, 2011). Whereas, Chittinan Tikul et al. (2007) stated that the 

criteria to assess the tourism products’ potential are include six factors which are  

1) access, 2) tourism facilities, 3) significance and attraction of the destination,  

4) available time to travel, 5) gathering of attraction places, and 6) safety of life and 

assets.  

 Ministry of Tourism and Sports (2014) has set standard criteria to assess 

the potential of tourism resources, namely 1) the significance of the destination,  

2) supporting activities at the destination, 3) valuable age of the archaeological site, and 

4) aesthetics that conform to the standards of Tesco company limited and the Faculty 

of Architect at for use in considering the promptness of service for tourists and the real 

value of a destination. The readiness of the destination is considered by assessing the 

1) access conditions, 2) facilities, 3) environment, 4) limitation of support for tourists, 

and 5) the reputation of the destination. To determine the real value of the destination, 

the 1) significance of the destination, 2) activities supporting the location, 3) the age 

and value of archaeological site, and 4) the aesthetics should be taken into 

consideration.   

 However, the readiness of the place, access, and facilities for tourist 

services are key elements to support tourism. The criteria for the potential of tourism 

can be summarized using  six characteristics, which are 1) the values of destination, 

such as beauty, being outstanding in itself, historical age, religious significance and 
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doctrine, atmosphere, natural views, and ways of life; 2) convenience of  access, such 

as the conditions of the tourism route, form of travel, and time/distance from the cities 

to the tourism sites; 3) facilities, such as accommodations, restaurants, drinks, service 

places, electric system, irrigation systems, telephones, and security; 4) environment, 

such as the physical conditions, climate, eco-system, and other conditions related to the 

tourism resources; 5) limitations in tourist liaison, such as space limitations, limitation 

of services and infrastructure, or tourists security problems; and 6) current reputation, 

such as recognition as a tourism destination and number of tourists in the place 

(Wiwatchai Boonyapak, 2007). 

 Ministry of Tourism and Sports (2014) has set the basic compositions for 

auditing historical tourism destinations based on three aspects.   

 The first aspect is the potential of the tourism attraction, which refers the 

tourism destination’s attractive points or its historical value that can create good 

impressions and are satisfying to tourists, such as features that are outstanding, unique, 

have beautiful of architectural and art, as well as those with popularity and fame and 

reflect the history and wisdom of ancient people. Moreover, the physical potential and 

tourism activities, such reaching the destination safely and the diversity of the tourism 

activities, are other crucial parts that can attract tourists to visit a tourism destination, 

as well. To evaluate the potential for these aspects to attract tourists to a site, the 

following criteria are taken into consideration: 

 1) Historical value, which consists of eight indicators: 1) historical 

significance 2) archeological evidence 3) the uniqueness of the era 4) physical 

uniqueness of the historical resources 5) beauty and abundance of architecture 6) beauty 

and abundance of arts 7) the acceptance and reputation of the historical resources and 

8) local ties. 

 2) Physical potential and tourism arrangement consist of four indicators: 

1) access to the tourism destination 2) tourist safety 3) diversity of tourism activities, 

and 4) continuity of tourism activity arrangement. 

 The second aspect is related to the potential to support tourism, which 

refers to any components that support the historical resources importance and suitability 

for tourism, for example, historical resources may be very attractive to tourist but be 

highly limited due to basic facility development thus, the tourists would be unlikely to 
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visit. This results in a lower potential for tourism management. To determine the 

potential for supporting tourism, the criteria looks two aspects which are: 1) the 

potential to develop the basic facilities and 2) the potential to develop tourism from 

external factors. 

  The third aspect of tourism destination management refers to the ability 

to control and operate the tourism destination management in regard to the following 

components: 1) tourism management for sustainability, which consists of the 

management of the preservation of the tourism destination; 2) raising of knowledge and 

awareness by the organization that governs the management of areas to promote 

awareness and learning about the value of the  historical sites for the tourists, staff, 

entrepreneurs, and the local community surrounding the  tourism destination; and 3) 

social and economic management related to the participation of the community in 

tourism activities by giving local people or communities chances to participate in 

developing and making decisions related to implementing, joining, and taking 

responsibility for any impact on the people or community, as well as the income and 

benefit distribution to the locals. The criteria for historical tourism management 

evaluation have two aspects which are (1) tourism destination preservation 

management and (2) tourism management. Tourism destination preservation 

management, consists of three indicators: 1) management of the remaining resources 

and the recovery of the tourism destination, 2) management of area usage, 3) 

management of the follow up on and evaluation of changes resulting from tourism.  

Tourism management consists of five indicators: 1) services and facilities management 

for tourists, 2) tourism activities management, 3) management of the provision of 

knowledge and awareness raising, 4) local community participation in the tourism 

management process, and 5) community income gains from tourism. 

To collect data from foreign tourists who visited the Historic City of 

Ayutthaya world heritage site about the potential variables of the tourism sites, as 

shown in table 2.5, this study included twenty variables, consisting of 1) historical 

importance to Thailand, 2) importance to Buddhist history, 3) having a long history,  

4) being a precious archaeological site, 5) being a unique archaeological site,  

6) reflecting historical ways of life, 7) showing the prosperity and beauty of the past,  

8) having ancient art and antique objects, 9) being a well-known historical site,  
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10) being widely accepted, 11) having a peaceful atmosphere, 12) being an interesting 

site, 13) providing additional activities in the area, 14) providing facilities such as 

information service centers, restaurants, beverage shops, and restrooms, 15) showing a 

clear interpretation of the site, 16) safety for life and belongings, 17) convenient 

accessibility, 18) cleanliness of the area, 19) value for money, and 20) having area 

management. 
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Table 2.5 Variables for the Potential of Tourism Sites Used in Previous Research 

 
Authors (Year) Topics 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 

Burkart and Medlik 

(1981) 

Tourism Part Present and 

Future. 

           √  √   √    

Goeldner and 

Ritchie (2007) 

Tourism: Principles, Practices, 

Philosophies.  

√ √ √ √  √        √   √    

Morrison and Mill 

(1998) 

The Tourism System:  An 

Introductory Text 

           √  √ √  √    

Fletcher et al. 

(1998) 

Tourism. Principles and Practice √             √       

Chittinan Tikul et al. 

(2007) 

Potential and Readiness of 

Tourism Products in the Lower 

Northeastern Part of Thailand. 

√ √ √ √ √ √ √ √ √ √ √ √  √  √ √    

Wiwatchai 

Boonyapak (2007) 

Impact of the Tourism Industry 

on Cultural Heritage. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √  √ √ √ √ √ 

Piyapong Manklan 

(2011) 

The Potential of Floating 

Market Attraction in Nonthaburi 

for the Tourism Resources 

Management. 

√ √ √  √  √ √     √ √ √  √   √ 
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Authors (Year) Topics 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 

Jarinya Na Pikul 

and Warach 

Madhyamapurush 

(2012) 

The Potential for Tourism 

Development and Tourism 

Destination. 

√ √ √ √ √ √ √ √      √  √ √ √ √ √ 

Nonglak 

Chantapakul and 

Narin Sangraksa 

(2013) 

A Study of Potentials of 

Cultural Tourism in Ban Hua 

Chin Community, Ratchaburi 

Province. 

            √ √ √ √ √ √ √ √ 

Ministry of Tourism 

and Sports (2014) 

Guidelines for Quality Standard 

of Historical Tourism Sites. 

√ √ √ √ √ √ √ √ √ √ √ √ √ √  √ √ √ √ √ 

 

Note: 1 = historical importance to Thailand, 2 = importance of Buddhism history to the present, 3 = having a long history, 4 = being a 

precious archaeological site, 5 = unique archaeological site, 6 = reflecting historical ways of life, 7 = showing the prosperity and 

beauty of the past, 8 = having the ancient art and antique objects, 9 = having ancient art and antique objects, 10 = widely accepted, 

11 = peaceful atmosphere, 12 = interesting site, 13 = providing additional activities in the area, 14 = providing facilities such as an 

information service center, restaurants, beverage shops and restrooms, 15 = showing a clear interpretation at the site, 16 = safety for 

life and belongings, 17 = convenient accessibility, 18 = cleanliness of the area, 19 = value for money, and 20 = having area 

management  
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  The potential development of a tourism destination is related to the 

management of the tourism activities of people who travel to spend time somewhere 

other than their home environment for a period of less than one consecutive year each 

time or who to travel for business and other objectives. Forming the potential for a 

tourism destination to attract tourists is one among the components of managing 

tourism destination products and is the key to influencing the decision to travel and 

forming tourism motivation. The attractiveness of the destination consists of the natural 

features of a tourism destination, the man-made features of a tourism destination, arts 

and cultural tourism related factors of destination, and community relations in the 

tourism destination (Middleton et al., 2009).  

  The potential of tourism destination is to shown by the expectations of 

tourists based on the tourism destination’s image and it is an important part of creating 

tourist satisfaction toward a tourism destination and revisiting behavior, as well as 

generating suggestions to visit via word of mouth about the tourism locations. This 

considers generating revisits and word of mouth as being part of the main strategy for 

the management of a tourism destination (Solomon, White, Dahl, Zaichkowsky, & 

Polegato, 2017). The key components of tourism destination potential development 

related to the tourists’ satisfaction depends on the experience and satisfaction generated 

by selecting the tourism destination and the destination’s response to the tourists’ and 

business distributors’ needs. The business person sees this as a chance to gain an 

advantage from use of product or service in preparation to serve the tourists. Local 

public units may have seen that tourists help develop the local economy in the tourism 

destination to be more prosperous and to generate more income from the tourists. It also 

generates income, communication, and employment opportunities for the people and 

community in general, as well. It is a key component to support improving the potential 

of a tourism destination but is dependent on the basic structure of the natural resources, 

facilities, transportation system, culture, background, and ways of living in the tourism 

destination area (Goeldner & Ritchie, 2007). 

  Creating potential for tourist destination is primarily dependent on 

managing the tourist destination growth and development it aims to grow and remain 

sustainable. Forming the potential for a tourist destination to create tourist’ loyalty is 

crucial since loyalty leads to revisiting and word of mouth to suggestions other people 
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to visit. The organizations that pay attention to and place importance on forming tourist 

loyalty will benefit in return (Ninov, 2011). 

2.4.2.3 Research Related to the Potential of a Tourist Destination 

Tourists’ attraction to a location is the very crucial element to influencing 

people to visit a destination. This can be divided into segments based on the natural 

characteristics of the places, such as beaches, sea, mountains, etcetera, or with regard 

to their importance based on religious significance, the uniqueness of the area, 

presentation of the ways of living, the destination’s background, or interesting facts 

related to the place, age, and history of the destination (Dickman, 1997). 

Simone-Charteris and Boyd (2011) studied Northern Ireland to promote 

cultural and religious tourism. The results from the study showed that tourists who were 

interested in cultural and religious travel and travelling to cultural heritage sites could 

be motivated to travel to the tourism destinations. The relationship between religion 

and politics in travel is similar, as well. The implementation of religious and politically 

motivated travel has equality in scope in the efficient management Northern Ireland’s 

attempt to connect tourism with potential and religion to develop it into a leading 

tourism destination. Tourism business is strengthened and supported by the public and 

private sectors, as well.  

Chittinan Tikul et al. (2007) studied the potential and readiness of tourism 

products in the lower northeastern part of Thailand (Issan) and found that tourism 

destinations and tourism activities in a group of six provinces in ISAN were mostly 

related to their potential and readiness to welcome tourists and partly to their fledgling 

efforts to begin to develop into a tourism destination or to new tourism activities. For 

tourism products to have potential development and readiness, two first things have to 

be developed: 1) tourism products with a high potential and moderate readiness should 

stress the development of the readiness of  the tourism products in contrast to the 

moderate evaluation results, especially related to facilities and the environment; and  2) 

products that have moderate potential but a high readiness stresses the potential 

development of the tourism product, especially supporting activities for that tourism 

product which can attract tourists to visit. 

Suchitrapa Panwilai and Teeratape Chonmaitree (2007) studied the 

potential of and need for planning and management of tourism for the community in 
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Chiang Rai and found that the local communities have the elements needed to be a 

suitable attraction with respect to the aspects of attractiveness and accessibility. The 

sample group originated and lives in the local area some possess various abilities which 

are beneficial to the community occupations, however, their participation potential was 

found to be very low. 

Chiranut Sopha et al. (2011) a case study of the management potential of 

world heritage tourism sites in Ayutthaya historical park and Sukhothai - SriSatchanalai 

- Kamphaeng Phet. They found that tourism destinations like the world heritage sites 

of Ayutthaya historical park, and Sukhotai-Srisachanalai-Kampheangpetch are 

historical sites with tourism attractiveness because of the world historical culture and 

value the possess. Overall, in world heritage tourism destination management, 

government units still play the greater role compared to the local community, Thus, 

because Ayutthaya historical park and Sukhotai-Srisachanalai-Kampheangpetch are in 

different locations and managed by different governmental agencies, we found different 

problem areas in their management. Since Phra Nakorn Sri Ayutthaya historical park is 

located in a city district with significant economic expansion occurring, that leads to 

problems with intruders encroaching into the world heritage area. For Sukhotai- 

Srisachanalai-Kampheangpetch, the areas that compose the site separated from the 

community but are still faced with the problems related to their areas of overlaying 

residential areas and lands used to make a living by the villagers. This is expected and 

policy suggests having measures to facilitate area preservation and having a 

preservation plan for environmental along with the local ways of living.  

For tourism destination development, the public and private sectors 

should prepare documents related publicizing the travel routes to the world heritage 

sites through the media continually. There should be a continual evaluation and 

improvement of the basic factors of facilities, such as toilets, car park lots, direction 

signs, signs to convey information, and bins to respond to the needs of tourists. Human 

resources management and development requires the training of relevant personnel to 

have a service mind and foreign language ability to enable them to communicate 

information related to the tourism destination to visitors. 

Arrangement for workshops was presented to promote tourism in the 

world cultural heritage areas under the responsibility of the Mekong river region sub-
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group about the development and promotion of cultural world heritage tourism. The 

approach presented include forming value for the cultural world heritage tourism 

destination. It stated that the development of tourism products related to cultural 

heritage required understanding the tendencies of the demands of tourists and the 

cultural tendencies of the locals. These tendencies can be separated into 1) demographic 

drivers, and 2) social driver, where the first is related to issues such as population, age, 

politics, changes in social structure, health, occupation, gender, and education. Changes 

in these issues would influence the tourist’s behavior, such as a social driver that shows 

that a population has more income but no time for amusements thus, these people would 

seek things that were ‘faster, easier, and cheaper’. In general, people tend to seek 

diverse experiences, self-improvement, value for money, and more awareness about 

society and the environment.  These tendencies lead to the drive toward changes, such 

as the reducing of preservation budgets, increasing costs for the preservation of cultural 

heritage, changes in tourist’s behavior, changes in law and politics, violent competition 

from other cultural world heritage tourism destinations, other cultural heritages, and 

changes and advancements in technology. The management of cultural heritage sites 

should understand the implications and meaning of tendencies and driving forces on 

change and try to form values for the world heritage site to exploit them, including how 

get the most benefit from changes in tourists’ behavior and changes in preservation 

management. To achieve this, the tourism products of cultural heritages must be viewed 

as consisting of 1) the core product which created the travel experience for tourists,  

2) a  tangible component related to the physical aspects of the tourism destination which 

form the value which effects tourists’ behavior, such as buildings, monuments, and 

other things, and 3) augmented products  that are beyond the control the management 

team that can become a part the product. 

In the context of world heritage tourism, the manager of cultural heritage 

resources not only must work to preserve the world heritage sites, but to increase the 

number tourists and their level of satisfaction, as well. Marketing and publicizing are 

another mechanism to increase tourist numbers and lengthen visiting periods. The 

higher the tourists’ level of satisfaction is, the more they visit, income increase, 

preservation more supported, and quality and high pricing policy can be maintained. 

However, we need to define the product before we can begin marketing it. The process 
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of product development, including communication to help the tourists understand the 

product’s value. Presentations that bring the cultural heritage to life and creative 

tourism that provide participation experiences, help the product have a good 

relationship with customers who stress quality and originality along with correct 

meaning and communication. Moreover, community participation is required for 

cultural heritage tourism to be conducted responsibly and sustainably. Community is 

the sector that is directly influenced by the development of cultural heritage tourism 

and gains benefits from the cultural heritage site’s management. Social tourism 

development will stress traditional living projects and communication of the meaning 

of cultural tourism destination in regard to cultures, festivals and rituals, as well as the 

diversity of services, sale promotions, and craft activities for tourists. In the 

development and promotion of cultural heritage tourism, the first thing is to understand 

the tendencies of tourists and develop the product in the right way to meet the needs of 

the tourist and to form them in a way that matches well with the tourism destination’s 

cultural heritage values. Publicity should disperse the correct formation to the target 

market. Additionally, the community should take part in the development of, and reap 

the benefits from the tourism development of cultural heritage site wo ensure the 

sustainability of tourism. 

 

2.4.3 Potential of the Stakeholders of World Heritage Tourism Sites 

 Thailand has five locations listed as world heritage. In addition, there are a lot of 

other cultural heritage related things in Thailand, such as castles, palaces, temples, 

archaeological sites, ancient objects, customs, and ways of life. Thus, the heart of 

planning for the cultural tourism industry’s development and sustainable growth is 

keeping the balance between cultural heritage preservation and promoting cultural 

tourism development. To achieve this, it will require cooperation from every unit from 

the government and private sectors, independent organizations, and the community, so 

that the process of cultural tourism destination management will lead to sustainable 

tourism development. Good marketing should respond to the demands of and form 

satisfaction for tourists. Cultural tourism destination planning, space planning, 

transportation planning, influence and potential evaluation are critical for cultural 

tourism destination development. Additionally, this also includes the management of 
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the organizational structure and proper management of cultural tourism development 

and implementation of tourism destination development projects, including the 

management of the cultural tourism destination’s infrastructure and facilities to support 

the cultural tourism, sustainably, and preservation of the culture in the long run 

(Karnjana Sanglimsuwan & Sarunya Sanglimsuwan, 2012). 

2.4.3.1 Potential of the Stakeholders 

   The process of branding, or image forming, is the basis for potential 

development in the tourism industry. To form a strong brand for the destination requires 

coordination and support of the natural resources, stakeholders, and people in the area, 

as well as gaining the acceptance from the local community of the destination (Gregory, 

2007). Destination branding with the participation of the stakeholders is important for 

the success of tourism destination development, since destination branding leads to the 

development that helps generate the benefits for the tourism site’s region, both in the 

short and long terms, and created balance in the benefits for all of the stakeholders 

(Choibamroong, Laws, Richins, Agrusa, & Scott, 2011; Pinto & Kastenholz, 2012). 

The stakeholders of a cultural heritage of refers to any group of people who have an 

interest in the cultural heritage site, who may own, sell, buy, or invest their money into 

the cultural heritage sites, or possess valuable cultural capital, or are affected by laws 

and regulations creating the cultural heritage site or whose way of living or income is 

related to the cultural heritage in question (Howard, 2003).  

   Cultural heritage and tourism are closely related and rely on each other; 

therefore, we should manage the participation of units and local people who work 

together to take care of and preserve the cultural heritage destination (Ashworth, 2009). 

Additionally, it is very challenging to manage a tourism destination and to transform 

the destination branding experience a brand image that conforms with the impression 

that is created among the travelers who visit the tourism site and with the destination 

branding. Creating destination branding requires the cooperation of and coordination 

with the relevant people, participants, and stakeholders related to meeting the demands 

for building the tourism destination’s brand and overall network (Manente & Minghetti, 

2005). Thus, to increase the cultural tourism potential and to ensure its sustainability, 

all the of the relevant parties from the community organizations and associations, local 

administration organizations, educational institutes, private sector development 
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organizations, private business entrepreneurs, and associated government units must 

join in to create and implement the development plan and make budget arrangements 

for cultural heritage improvement. 

2.4.3.2 Potential Assessment for the Stakeholders 

Increasing the potential of a tourism destination using human resources 

management stressing the skills and knowledge of administrative management is a core 

need for successful long-term tourism potential development (Frank & Smith, 1999). 

In the context of tourism management, one important component of the management 

process is the organization of the tourism management organization, which should not 

only include local units, but regional and national units that can work together in the 

marketing of the tourism destination as a cohesive unit. Bornhorst, Ritchie, and Sheehan 

(2010) stated that successful potential development and tourism image creation by a 

tourism management organization consists of the recognition and control of input 

variables input processes, and implementation variables. The input variables are 

resources, such as personnel and investment funds, products such as events, activities, 

scope, cultures, and special construction, while the variables related to input processes 

are related to successful organization of tourism management and the tourism 

destination. The implementation variables are related to management/service, 

marketing, community support; and performance variables such as return on 

investment, number of tourists, tourist experiences, and positive word of mouth as 

outcome factors indicating success. In tourism activity implementation, this refers to 

the marketing and local support and stakeholders in the community where the tourism 

resources are located.  

Ritchie and Crouch (2003) and Presenza, Sheehan, and Ritchie (2005) 

defined two key capacities that would make an organization successful in tourism 

resource management: 1) marketing related to external implementation and 2) 

coordination/cooperation of the stakeholders related to the internal implementation of 

the tourism destination management organization.   

Heath and Wall (1991) pointed out that tourism destination management 

organization has four main functions: to set the strategy, being the representative for 

the benefit of the stakeholder, product development, and marketing. All four aspects 

work together to achieve sustainable resources planning (Gill & Williams, 1994; 
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Inskeep, 1991). The importance is given to the internal evaluation as well as the quality 

audit (Kozak, 2002; Müller & Berger, 2012) and stresses the importance of fund raising 

and resources (Bieger, Beritelli, & Laesser, 2009; Getz, Anderson, & Sheehan, 1998). 

Especially, the ability to become the leader with the main condition to function in the 

context of tourism destinations network (Gretzel, Fesenmaier, Formica, & O’Leary, 

2006; Harrill, 2009). Besides, Sainaghi (2006) separated the activities and tasks of 

tourism destination management organization main processes (the operational 

processes such as resource management, communication, and product management) 

and supporting process (such as internal marketing, training, and research).  

The role of the tourism destination management organization was defined 

by Gartrell (1994) as follows: 1) The coordination of tourism stakeholders (including 

local, municipal, business, and industry representative); 2) achievement of goals, both 

in the leaders role and local community tourism support; 3) the development of interest 

in tourism facilities, activities, and projects and creation of an image that will establish 

the position of and promote the tourism destination to form advantages in the tourists’ 

experiences; 4) helping the tourists by providing services such as providing information 

before their visit and additional information when they arrive, and 5) coordinating the 

assistance from external players, such as meeting planners, tourism wholesalers and 

tourism agencies. 

Bornhorst et al. (2010) stated that the role of tourism destination 

management organization is to wok to promote for the well-being of the residents of 

the tourism destination, as well as confidently ensuring that tourists will receive 

satisfying and memorable experiences when the destination. While, at the same time, 

they must be confident that the management and supervision of the tourism destination 

are efficient.  

2.4.3.3 Working Capacity 

Capacity refers to the basic attributes of persons such as motive, traits, 

self-concepts, knowledge, and skill that would push or be reasonably related to the way 

for the person is able to work and carry on their responsibilities effectively in any 

situation, or to exceed the reference criteria and the set goals (Boyatzis, 1982; 

McClelland, 1973; L. M. Spencer & Spencer, 2008).  
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Capacity is the specific attribute of person that connects with their 

efficiency or work performance (Mitrani, Dalziel, & Fitt, 1992). For example, 1) motive 

is what people think, or really need, which pushes them to set a direction or choose to 

perform a behavior or response to move toward a goal or move backward from them;  

2) traits are the physical attributes of a person including their response to their needs 

for information or how they face a situation; 3) self-concept is about the attitudes, 

values, and self-image which become a motive that leads toward certain behaviors and 

the ability to predict a person’s behavior in a short-term situation; 4) knowledge is the 

scope of information, or specific content, that people possess, knowledge normally 

comes from study, training, and seminars, as well as from the exchange of knowledge 

with those with relevant knowledge; and 5) skill is the ability to perform the work 

related to physical and mental capabilities of a person at a level where they can think, 

analyze, and use their knowledge to understand the reason, or plan for the management, 

while at the same time being aware of the information’s complexity. This skill usually 

comes from practicing until one becomes skillful at that task. 

The Official of Civil Service Commission (2005) defined the meaning of 

capacity as the behavioral attributes that results from knowledge, skills, ability, and 

other attributes which allow a person perform an outstanding job in an organization. 

That is, capacity is what is needed to implement something and it is the ability that is 

used to achieve the objectives and to drive the knowledge, learning skills, and attitudes, 

behaviors, or personality to help a person face and solve problems in any situation or 

in the face of an emergent problem.  Capacity is crucial for personal and organizational 

operation, it has the benefits for the staff, the organization, and the units with regard to 

overall personnel management as follows: 1) it helps with recruiting people with a good 

personality, including knowledge, skills, and abilities, as well as exhibiting proper work 

behaviors in order to finish the tasks required by the organization; 2) to help the 

operators understand their level of capacity and whether it is at a proper level and what 

should be developed in order to learn and better themselves; 3) benefitting from 

development and staff training within the organization. 4) help supporting the Key 

Performance Indicators (KPIs) to achieve the goals; and 5) help them to become a part 

of improving the capacity of the organization since, if everyone can adjust their own 

capacity to meet the performance levels required by the organization all the time, it will 
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lead to improving the capacity of the organization, such as becoming a more creative 

organization since everyone has the creative thinking capacity, in the long run.  

From the meaning capacity, it can be concluded that capacity refers to the 

knowledge, skills, and attributes that allow a person to think, perform, and work 

behavior which promotes continuous development which leads achieving or surpassing 

standards that have been set.     

2.4.3.4 Research Related to the Potential Assessment of the Stakeholders 

The stakeholders must pay attention to strategic development and tourism 

management and push for the development of the relevant units. The stakeholders must 

know and understand the potential of the tourism destination and participate in the 

destination’s development (De Lopez, 2001). With regard to world heritage 

management, changes in economic conditions and environment could result in changes 

in tourism places. Therefore, to promoting the sustainability of the destination requires 

the participation of the relevant parties and stakeholders related to that cultural heritage 

site. Therefore, the promotion and support that is provided must also suitable (Tucker 

& Emge, 2010).  

Destination branding development depends on the marketing strategy of 

the tourism site and the participation of the relevant stakeholders in the branding 

development and creating the image of the tourism sites. Stakeholders include the 

tourists, staff, management, suppliers, and non-profit organizations involved in 

improving the management, administration, and marketing processes (Ashton, 2014). 

By the brand of a tourism destination is mostly unrelated to the destination it but to 

things such as the stakeholders, economic factors, the culture, the Ministry of Foreign 

Affairs, and the domestic and international environments (N. J. Morgan, Pritchard, & 

Piggott, 2003). The value assessment for tourism destination branding, as the operators 

develop a better ratio of understanding, may lead to the assessment and potential 

development of good tourism destination branding. Additionally, the perception, 

participation, and assessment of the development are also related with the intention to 

revisit and lead to tourist loyalty to the tourism destination (Kladou & Kehagias, 2014). 

However, the key weaknesses in the process of tourism destination branding strategy 

arise from the relevant local citizens and the tourists themselves. Thus, the local citizens 
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also play a key role in influencing the success of tourism destination branding and its 

acceptance by tourists (García, Gómez, & Molina, 2012). 

In addition to the local administration organization units, personnel 

should have potential in three aspects. Personal and organizational potential refers to 

having the personnel able to support and lead the tourism development within the 

organization. Presenting the operational roles as a democratic approach to the 

regulations that allows the local administrational organizations to work independently 

without influence from others groups. Second aspect is the potential knowledge, such 

as knowledge and understanding of tourism, or sufficiency tourism,  and development 

planning, including the potential to see and understand the problems which the 

organization faces and to develop strategies and guidelines for tourism development 

that address them; and 3) potential to gather together the required resources, including 

the amount of personnel, office building space, and coordinating the cooperation of the 

people within the organizations and external organizations (Chuklin Anuvichit, Somdej 

Mungmuang, Neramit Chitraksa, & Sert Chainanta, 2006).  

  

2.5 Conclusion 

 In chapter two, the author has explained the branding, the branding process, and 

tourism marketing, as well as potential assessment for tourism destinations the relevant 

stakeholders, and world heritage tourism sites. However, the discussion of world 

heritage tourism sites only focused on cultural world heritage tourism sites since the 

scope of this study at this time is limited to the Historic City of Ayutthaya, Phra Nakhon 

Sri Ayutthaya province as a Thai cultural world heritage site. 



 

CHAPTER 3 

 

RESEARCH METHODOLOGY 

3.1 Introduction 

 In this chapter, all stages of the research methodology are described, including 

the research methodology and the conceptual research framework. Both quantitative or 

qualitative research approaches were used to conduct this study. 

 

3.2 Research Methodology 

 Research on ‘the branding process of the Historic City of Ayutthaya’ applied the 

mixed research methods approach, combining aspects of quantitative research and 

qualitative research to get more comprehensive research results. The qualitative and 

quantitative methods cannot be totally separated in social research methodology 

because of their overlapping qualities that cannot be fully separated. Therefore, in the 

same method, both qualitative and quantitative qualities are found. If discussed 

theoretically, it can be said that the qualitative method also has quantitative qualities. 

In the same way, the quantitative method also has some qualitative qualities. 

Determining whether a method is more qualitative or more quantitative is not dependent 

on whether the data is figures or not, or how it was collected, but how the researcher 

used the data they acquired tells us which is the dominant approach. If counting the 

numbers and creating statistics aimed at making an inference, it would be more 

quantitative. If using the data, the aim of interpreting its meaning, then it its qualities 

lean more toward qualitative (Falzon, 2016; Jessor, 1996).  

 Quantitative research seeks facts and quantitative conclusions using numbers as 

the evidence to confirm the accuracy of the findings and conclusions (Kothari, 2004, p. 

3; Maxwell, 1992; Seale, 1999; Willig, 2013). Quantitative research focuses on 

numerical data and allows the researcher to conduct research results by collecting 
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opinions and information from a large number of the tourists who visit the Ayutthaya 

site. Researchers must collect information from a large enough number of respondents 

that the data can accurately represent the population statistically (Hill, 1998). Research 

of this type requires statistical methods and various statistical tools to analyze the data, 

such as descriptive statistics or inferential statistics, to summarize or conclude what the 

numerical data explains, proves, or refers to. Additionally, quantitative research checks 

the validity and reliability of data, as well (Golafshani, 2003). 

 Qualitative research aims at studying the details of all aspects of the subject 

being investigated using interviews, conversations, observations, or recordings to allow 

the researchers to explain the phenomenon, events, or the social environment (Elo & 

Kyngäs, 2008; Flick, 2014; L. Spencer & Ritchie, 2002). Data from this kind of research 

usually is not shown in the form of numerical data or statistical values, but more often 

in the form of explanations or descriptions of what was found in the study’s content 

(Kothari, 2004, p. 3; Ormston, Spencer, Barnard, & Snape, 2014). It can be said that 

qualitative research conducts research by gathering data from various sources that 

cannot be arranged in from of quantitative data (i.e. the emphasis is not on the data 

figures). This style of research seeks to describe, or explain about, a situation, 

phenomenon, problem, or an event that has taken place. Data collection may be done 

by observations, interviews, etc. It presents the information and data analysis in the 

form of a descriptive narrative without statistical analysis, but by analyzing and 

synthesizing the links between theory and the relationships contained within a situation 

or using some basic statistics (Ormston et al., 2014). It can be summarized that 

qualitative research seeking knowledge and fact by considering the social phenomenon 

and all dimensions of the actual environment related to the study. Thus, qualitative 

information is used as supporting data and to explain the results of quantitative research. 

 The research methodology for the research on ‘the branding process of the world 

heritage Historic City of Ayutthaya’ is explained by categorizing it into the four 

research objectives. Research objective one was to study the potential of the world 

heritage Historic City of Ayutthaya. The researcher used quantitative and qualitative 

approaches research to clearly and completely identify the potential of the world 

heritage Historic City of Ayutthaya in the view of tourists who visited the historical 

city. Then, the data was processed according to the second objective of research, which 
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was to analyze the market of the world heritage Historic City of Ayutthaya. The 

researcher used quantitative methods to study market segmentation because this is the 

information base needed to create the brand for the Ayutthaya site and used qualitative 

methods to analyze the market segmentation, target market, and market positioning to 

gather in-depth information about the world heritage Historic City of Ayutthaya by 

conducting individual interviews with the relevant stakeholders associated with the 

branding of the Historic City. Additionally, the researcher evaluated the potential of 

relevant stakeholders related to the branding of the world heritage Historic City of 

Ayutthaya, which became the third research objective, using a questionnaire to assess 

the knowledge of the stakeholders about the Historic City’s branding and individual 

interviews to evaluate the skills and attitudes of the stakeholders related to creating the 

Historic City’s brand.  Lastly, research objective four was to propose a branding process 

for the world heritage Historic City of Ayutthaya by drafting the branding process based 

on small group discussions about the world heritage Historic City of Ayutthaya’s 

branding and summarizing the results of the study of the world heritage Historic City 

of Ayutthaya’s branding.  

 

3.2.1 Quantitative Research  

Quantitative research in this study was used to study the potential of the world 

heritage Historic City of Ayutthaya (research objective no.1), to analyze on the 

marketing of the world heritage Historic City of Ayutthaya (research objective no.2), 

and to evaluate on the potential of the stakeholders to brand the world heritage Historic 

City of Ayutthaya (research objective no. 3). There were two groups used for data 

collection, namely foreign tourists who visited the world heritage Historic City of 

Ayutthaya and the stakeholders related to the branding of the world heritage Historic 

City of Ayutthaya. Data consisted of the following six sub items: population, sample 

size, sampling techniques, research tools and design, data collection, and data analysis.   

3.2.1.1 Foreign Tourists 

1) Population 

Population refers to the completed set of values derived from the 

measurement, or from the things counted, or all the phenomenon with any mutually 

similar or different characteristics (Hammond & McCullagh, 1978). For this research, 
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the population used to answer research objectives no.1 and no.2 was the foreign tourists 

who visited to the world heritage Historic City of Ayutthaya in 2017, consisting of 

1,491,474, or 58.77%, of the total of 2,537,965 tourists of the who visited the world 

heritage Historic City of Ayutthaya (Ayutthaya Historical Park, 2018).      

2) Sample Size  

Group of samples used in this research was the foreign tourists who visited 

the Historic City of Ayutthaya. The sample size was calculated by using the formula of 

Yamane (1967) which applies a level of reliability of 95% with a deviation of 5%. The 

formula to calculate the group sizes of the samples is:  

    n  =  
𝑁

1+𝑁𝑒2
 

 Where n   =  Sample size 

   N  =  Size of target population  

 E  =  The level po precision (the reliability level of 95%), 0.05 

population variable  

  So, the calculation for the sample size for foreign tourists who visited the 

Historic city of Ayutthaya was: 

   n  =   
1,491,474

1+1,491,474(0.05)2
 

   n  =   399.86   

  Therefore, the required sample size was 400  

  3) Sampling Technique 

The researcher conducted random sampling using the approach of non-

probability sampling to choose the samples without consideration of chance or 

probability. This can be easily explained as the chance of choosing each data unit from 

the whole population cannot be calculated and there is no guarantee that all data units 

selected would be representative of the population (Manat Suwan, 2001). The 

researchers decided to apply the purposive sampling technique in this research to collect 

the data from the foreign tourists who visited to the Ayutthaya site and stayed in Phra 

Nakorn Sri Ayutthaya for at least one full day because the researcher could not predict 

the number of tourists visiting all of the areas surrounding the site. More than half of 

all the tourists participating were foreign tourists (Ayutthaya Historical Park, 2018). 
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4) Research Tools and Design 

The instrument used in data collection was a questionnaire written in 

English. The questionnaire consisted of close-ended questions and open-ended 

questions. The close-ended questions provided suggested answer options. The open-

ended questions were the questions that did not control the direction or content of the 

answer and allowed the respondents to answer as they preferred (Supang 

Chantawanich, 2018). This questionnaire was divided into four parts as shown in 

Appendix A.  

Part A: Tourists’ behaviors consisted of fifteen items: the main purpose of 

visiting, number times to visit, number of accompanying people, travel arrangements, 

tourism information, their favorite place, activities, type of tourist, types of cultural 

tourist, perception of the world heritage site, period of recognition of the world heritage, 

possibility they would visit if it was not a world heritage site, intention to return, and 

willingness to suggest to others. All of the questions were in the form of a checklist. 

Part B: The potential of the world heritage Historic City of Ayutthaya 

contained twenty items asking about seven aspects as follows: 

1) The value of the destination consisted of items about (1) historical 

importance to Thailand, (2 ) importance of Buddhism history to the present, and (3) 

having a long history. 

2) The uniqueness consisted of items about (1) being a precious 

archaeological site and (2) unique archaeological site. 

3) Tradition consisted of items on (1) reflecting historical ways of life, (2) 

showing the prosperity and beauty of the past, and (3) having ancient art and antique 

objects. 

4) Reputation and acceptance consisted of items related to (1) being a 

well-known historical site and (2) widely accepted. 

5) Aesthetics consisted of items related to (1) peaceful atmosphere and (2) 

interesting site. 

6) Carrying capacity consisted of questions asking about (1) providing 

additional activities in the area, (2) providing facilities such as an information service 

center, restaurants, beverage shops and restrooms, (3) showing a clear interpretation of 
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the site, (4) safety of life and belongings, (5) convenient accessibility, and (6) 

cleanliness of the area. 

7) Management consisted of inquiries about (1) value for money and (2) 

having area management. 

To measure the potential of the world heritage Historic City of Ayutthaya, 

the researcher used a rating scale from least (1) to most (5) where level 1 refers to the 

least potential while level 5 refers to the utmost potential. The explanation of the 

potential levels for the world heritage Historic City of Ayutthaya used the formula to 

seek the width of the interval scale was: 
 

The interval level    =   
Maximum−Minimum

number of level
 

   =   
5−1

5
    

        =   0.8 

  Therefore, translation of the average of the analysis results to the potential 

of the world heritage Historic City of Ayutthaya was as follows (Memnun, Hart, & 

Akkaya, 2012):  

  4.21 – 5.00   refers to the utmost potential  

  3.41 – 4.20   refers to high potential  

  2.61 – 3.40   refers to moderate potential  

  1.81 – 2.60   refers to less potential  

  1.00 – 1.80   refers to the least potential  

Part C: Suggestions included open-ended questions allowing the 

respondents to provide suggestions about the potential of the world heritage Historic 

City of Ayutthaya. Thus, the researcher could obtain answers beyond those expected 

and used for closed-ended items. 

Part D: Tourists’ demographic characteristics consisted of eight items: 

gender, age, marital status, education level, occupation, average monthly income, 

religion, and country of residence. For the questions about age, average monthly 

income, and their country of the respondents manually wrote in the information. The 

remaining questions were in the form of a checklist.  
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5) Validity and Reliability Tests 

Content of validity refers to expert evaluation of the tool to ensure it is 

able to fully cover the content and any issues that we want to measure (Drost, 2011; 

Golafshani, 2003). Then, using the workshop definition, the structure of the 

questionnaires and the format of the questionnaire are then designed to work together 

so that they obtain the information sought and are comprehensible to the research 

participants. Providing the background information about the items and the 

questionnaire to the expert allows them to understand the items and where the issues 

come form and determine whether or not they the content of the subject. Examination 

of the tool used in this research required asking three to five experts to review the tool 

to avoid binary opinions. After the expert review, the instrument was examined to 

calculate the item-objective congruence index, as we must know the Index of Item 

Objective Congruence (IOC) between the questions and the issues to ensure that the 

information obtained is relevant. In this research, five experts IOC, listed in table 3.1, 

who were lecturers from different universities because many questions in this 

questionnaire were asking for new information. It is difficult for stakeholders in the 

public and private sectors to understand all of questions in this questionnaire about the 

branding process. The researcher chose the five lecturers to review the questionnaire 

and make recommend revisions to the researcher to complete the final questionnaire 

version before collecting data.     

To determine if the content and structure of the items were suitable for 

obtaining the desired data and consistent with the item-objective congruence index, the 

following assessment criteria were used: 

+1 refers to a suitable item or information that is related to the content 

  0 refers to a question whether item is appropriate or the information it 

elicits is related to the content or not. 

-1 refers to an item or information that is not suitable or elicits information 

that is unrelated to the content  
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Table 3.1 List of Five Experts Evaluating IOC 

 
Experts Position Organization 

1. Assoc.Prof.Manat Chaisawat Lecturer Prince of Songkhla University 

2. Asst.Prof.Dr.Nareeya  Weerakit Lecturer Prince of Songkhla University 

3. Asst.Prof.Dr.Pimmada Wichasin Lecturer Suan Dusit University 

4. Asst.Prof.Dr.Siwarit  Pongsakornrungsilp Lecturer Walailak University 

5. Dr.Kulvadee Lamaijeen Lecturer Ubon Ratchathani Rajabhat University 

       

With regard to the IOC values, if a question’s IOC fell 0.67 – 1.00, it meant 

suitable for use, while for questions with an IOC lower than 0.67 whether they would 

be revised to improve their suitability or deleted. The IOC value for this questionnaire 

was 0.97 (Appendix E), which was above the minimal acceptable score of 0.5. This 

means the developed questionnaire was suitable for use in this research. Next, the expert 

reviewers’ suggestions for revisions prior to data collection were considered. 

Afterward, the revised questionnaire was pilot tested with thirty foreign tourists in the 

world heritage Historic City of Ayutthaya with similar characteristics with the intended 

study population. This was a quite small sample in order to check the questionnaire to 

determine its reliability values using the Cronbach coefficient formula (Cronbach, 

1990, p. 204). The obtained results should be around 0.80 – 1.00 which would prove 

that this questionnaire was reliable for data collection. This research obtained a 

reliability estimation of 0.853. Thus, using the final questionnaire to collect the data 

from samples was supported.       

6) Data Collection   

Four-hundred data samples from foreign tourists who visited the world 

heritage Historic City of Ayutthaya were collected using the questionnaire. Even 

though only 400 data samples were calculated from the formula, the researcher tried to 

collect as many data samples as possible. The chance of a sampling error is smaller 

when a larger sample size is collected (Marshall, 1996). For efficiency results, the 

researcher distributed 450 sets of questionnaires then selected 412 questionnaires 

containing complete information to use in the quantitative research.   

Before the data collection, the researcher requested a letter of introduction 

and cooperation with their data collection at the world heritage Historic City of 
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Ayutthaya from the Graduate School of Tourism Management, National Institute of 

Development Administration. When permission was received from the director of the 

Ayutthaya historical park, the researcher collected data from foreign tourists who 

visited to the world heritage Historic City of Ayutthaya during dates and time defined 

in the letter. There were three assistant researchers which assisted with collecting the 

data from the foreign tourists. All the three assistants could communicate well in 

foreign languages. The researcher explained the questions in detail to the assistants so 

that they were well understood to prevent confusion about the questionnaire’s content 

and avoid deviation of information that could occur. The data was collected the data 

during January and February of 2018 at areas within the world heritage Historic City of 

Ayutthaya, for example, Wat Mahathat, Wat Chaiwattanaram, and the surrounding 

areas of the world heritage Historic City of Ayutthaya.  

7) Data Analysis    

Once the required amount of data was gathered, the researcher decoded 

the data and analyzed it using the statistical program for social science. Then, the data 

was analyzed as follows:  

Descriptive statistics include information recording the tourists’ 

characteristics, such as frequency and percentage, and to analyze the tourist’s behavior, 

whereas the mean and standard deviation (S.D.) were used to explain the potential of 

the world heritage Historic City of Ayutthaya in regard to both individual aspects and 

overall (H. Q. Zhang & Chow, 2004). 

Inferential statistics are the statistics used to calculate the summative 

results from random sampling to explain, or determine, the characteristics of the whole 

population. Independent sample t-test is used to analyze the group of variables and 

quantitative variables, or to compare the mean of two groups of independent samples. 

The independent variable in this case was the group, while the dependent variables to 

be used for the test were the quantitative variables. One-way ANOVA is the analysis 

for detecting the one-way influences using group and quantitative variable analysis or 

to compare to the average of more than three samples in preparation for a F-test, 

including the analysis of mean difference between the groups that influence the 

dependent variable (Siemsen, Roth, & Oliveira, 2010). Additionally, the researcher also 

applied multiple linear regression to analyze on the relationships between multiple 
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independent variables with the influence on the dependent variable using the concept 

and hypothesis of the Ordinary Least Squares, OLS, for the relationship of both 

dependent and independent variables to be logical (Cohen, West, & Aiken, 2014).  

3.2.1.2 Stakeholders Related to the Historic City of Ayutthaya 

1) Population 

The population is the stakeholders related to the world heritage Historic 

City of Ayutthaya, which can be divided into three groups: public, private, and 

academic.            

2) Sample Size 

The sample was the public, private, and academic stakeholders related to 

the world heritage Historic City of Ayutthaya’s branding. Due to the fact, there had not 

been any information or statistics related to the population previously recorded or 

gathered by any organization, the researcher, used the method for calculating sample 

size in cases where the population size is not known (Cochran, 1977). 

The calculation of sample size in cases where the population size is not 

known; 

  formula n = 
𝑃(1−𝑃)(𝑍)2

𝑒2
 

  where  n = Size of sample  

   P = Percentage of choice selection  

   e = Scope of mistake  

   Z = Level of reliability defined by the researcher 

  The researcher decided to randomly choose 50% or .50 of the total 

population with a level of reliability at 95% (Z = 1.96) and acceptance of error of 5% 

or .05. Thus, size of sample was calculated as follows: 
 

   n = 
.50(1−.50)(1.96)2

.052
 = 

.50(.50)(3.8416)

.0025
 = 

.9604

.0025
 

      = 384.16 

  Therefore, the sample size for this research was 385 participants. To 

prevent or account mistakes that could occur, the researcher set the sample size at 390 

(130 persons for each group of stakeholders). 
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  3) Sampling Technique 

Non-probability sampling with purposive sampling techniques was 

applied. Purposive sampling was used to choose the samples from the related 

stakeholders involved in the world heritage Historic City of Ayutthaya branding with 

experience related to tourism in Phra Nakorn Sri Ayutthaya province of at least one 

year because the researcher desired to gain information related to the context of world 

cultural heritage tourism. Then, using quota sampling, the ratio of data was set as stated 

in the sample size to divide the sample among the three groups of stakeholders (public, 

private, and academic sector) equally. 

4) Research Tools and Design 

The research tool used for data gathering was a questionnaire which 

contained questions related to knowledge about the branding process. Both open-ended 

and close-ended questions were included. The questionnaire (Appendix B) can be 

divided into three parts as follows: 

Part A: Knowledge related to branding subdivided into basic knowledge 

and knowledge related to the five processes of branding which are 1) brand analysis,  

2) target market segmentation, 3) brand management, 4) brand implementation, and  

5) brand evaluation. This section of the questionnaire contained a total of are 39 items 

as follows: 

The section on basic knowledge of branding contained three items related 

to the procedure and initiation of the branding process, the relationship to other sciences 

(for example psychology, sociology, etc.), and use of branding as an indicator of 

successful strategic development planning and tourism management. 

The section regarding  brand analysis consisted of nine questions related 

to understanding of the tourists’ lifestyles and psychological profiles; general 

demographics such as gender, age, occupation, education level, marital status, income 

and nationality; understanding of tourist behavior like their purchasing motivation;  

SWOT analysis of their rivals; (competitor branding image from the tourists’ 

perception; the branding uniqueness of the competitor; understanding self-branding and 

their current branding image; the potential of brand cannot be used in the analysis of 

self-branding; and self-branding analysis is based on the strength, weakness, 

opportunity and threat of their own branding. 
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Target market segmentation consisted of six questions segmentation of 

large group of tourists into smaller groups; targeted market segmentation for easier and 

more efficient communication management; psychographic segmentation related to 

purchase occasion, user status, user rate, loyalty status, etc.;  the evaluation of different 

target markets; factors related to the size of the target group or the target group related 

to the tourism site’s potential; and target market selection focused on a specific group. 

The brand management section consists of nine questions relating to the 

core identity the brand has set to differentiate it from the products of the competitors; 

setting specific qualification provide the best value for the brand; details of the extended 

identity of the that make it interesting and stronger;  setting of brand value to add more 

benefit for the tourists; setting the brand value to gain the competitive advantage over 

the rivals; setting a brand value that allows tourists to perceive the meaning of the brand 

in the same way;  awareness of the brand providing insight into the strongpoints of the 

brand from the tourists; perspective; that forming awareness of the brand is required 

before the targeted tourists will decide to visit the attraction site; and that awareness of 

the brand must formed, developed, and continually maintained in the market. 

The brand implementation section consists of nine questions regarding the 

brand identity and value forming the brand position, not being able to use mixed 

marketing criteria to determine positioning, that brand positioning results from the 

tourist’s perceptions of the site  without any association to the attraction’s image, brand 

presentation being done through active communication to create the differentiation 

from rivals, creating a brand position allowing tourists to remember the brand more 

easily, advertising, publicizing, and hosting activities at the tourism sites as alternative 

choices for introducing brand positioning, managing the relationship between the brand 

and the tourists’ impressions of the attraction’s brand identity at the basic level, 

inspiring re-purchasing, frequency of buying and tourist loyalty behaviors with regard 

to the brand as part of relationship, and using it a method to form relationships between 

the brand and tourists and applying it to create a brand personality as similar as possible 

to the target tourist groups way of living. 

The portion regarding brand evaluation consists of three questions about 

how the analysis of the groups of tourists, the  analysis of rivals, and self-branding 

analysis can be used to follow up and evaluate the effectiveness of the branding, using 
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branding result assessment is to assess the brand’s position overall, as well as the 

evaluation of all of the components of the brand, and using the branding assessment 

result enable stakeholders to understand difference between cross targeted groups. 

Part B: All items are in form of open-ended questions to allow the 

stakeholders to provide additional suggestions about the branding for the Historic City 

of Ayutthaya. 

Part C: Contains items to determine the demographic characteristics of the 

stakeholders and consists of four questions about gender, age, level of education, and 

experience in the tourism industry. The questions about gender, age, level of education 

and work experience on tourism management/world cultural heritage management 

should be answered with the exact numbers/words by the stakeholders while answers 

for other questions will be via checklist.  

5) Validity and Reliability Tests 

The researcher studied the information related to the concept, theory, and 

related research to set the scope and design of the instrument to cover the research 

objectives. Then, relying on the obtained information, created the thirty-nine items of 

test and evaluated the content validity using expert reviews before conducting a trial. 

After having the content validity evaluated experts, the researcher calculated the item-

objective congruence index, IOC, to ensure the items were sufficiently related to the 

information sought. The IOC of the questionnaire was 0.94 (Appendix E). Next, the 

instrument was revised according to the experts’ suggestions and the reliability of the 

tool was checked before using it to collect the data. Next, the improved version of test 

was pilot tested with a different population than used for the primary study, but which 

had similar characteristics to the research sample. After this, the results and the pilot 

study were used to calculate the reliability of the tool using Cronbach’s Alpha 

coefficient. The result was an obtained value of 0.710, indicating acceptable reliability. 

Then, the completed version of the questionnaire was used to collect data from the 

participants chosen for the primary study.  

6) Data Collection    

The researcher requested a letter of introduction and cooperation for the 

data collection related to the potential of the stakeholders for the world heritage Historic 

City of Ayutthaya from the Graduate School of Tourism Management (GSTM), 
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National Institute of Development Administration (NIDA). Then, the data was 

collected from the relevant stakeholders related to the branding of the world heritage 

Historic City of Ayutthaya according to dates and times defined in the letter of request.  

Due to the limitation of the sample size of the academic stakeholders, only 

30 sets out 130 sets were collected from this group. Thus, the researcher had 290 sets 

of data. Two research assistants helped to gather the information from the stakeholders 

related to the of the world heritage Historic City of Ayutthaya during the data collection. 

The researcher and assistants collected the data from February until March, 2018 from 

the governmental and private sector units, including the Ayutthaya historical park, 

Tourism Authority of Thailand (the office in Phra Nakorn Sri Ayutthaya), and the City 

hall of Phra Nakorn Sri Ayutthaya province, as well as from the educational institutes 

in Phra Nakorn Sri Ayutthaya province. 

7) Data Analysis    

Descriptive statistics (frequency and percentage) and inferential statistics 

(Independent Sample t-test, One-way ANOVA, Mean Difference, and Multiple Linear 

Regression) were applied.  

 

3.2.2 Qualitative Research  

The qualitative research had two key groups of 1) the foreign tourists who visited 

the world heritage Historic City of Ayutthaya, and 2) the stakeholders related to the 

world heritage Historic City of Ayutthaya’s branding. The qualitative research 

methodology consists of five sub topics: key informant, sampling techniques, research 

tools and design, data collection, and data analysis.   

3.2.2.1 Foreign Tourists 

1) Key Informants      

Interviews with key informants are interviews with specific respondents 

who may have good, in–depth information especially suited to the needs of the 

researcher. The key informants for the qualitative research in this study were thirty 

foreign tourists who visited the world heritage Historic City of Ayutthaya and stayed in 

Phra Nakorn Sri Ayutthaya province at least one day. 
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2) Sampling Technique 

The sampling technique for the qualitative research portion of this study 

adopted the purposive sampling technique, similar to the quantitative research. The 

researcher randomized the samples from the foreign tourists who visited the world 

heritage Historic City of Ayutthaya and stayed in Phra Nakorn Sri Ayutthaya province. 

3) Research Tools and Design 

The researcher used semi-structured interviews as the interview technique 

using open-ended questions to study the potential of the world heritage Historic City of 

Ayutthaya so that responses reflected the views of the key informant. Semi-structured 

interviews can be adjusted and more questions added during the interview to get clearer, 

more in-depth answers. The individual interviews were with each foreign tourist until 

the interviewer was satisfied.  

The researcher studied the concepts, theories, and research related to the 

potential of cultural world heritage sites, as well as extracting questions from the 

primary data collection related to the world heritage Historic City of Ayutthaya. This 

was used to develop the questionnaire for foreign tourists (Appendix C) and this 

interview form consisted of two parts; a demographic profile and questions regarding 

the potential of the world heritage Historic City of Ayutthaya as follows. 

Part A was a demographic profile consisting of three questions: gender, 

age, and country of residence.  

Part B was related to the potential of the Historic City of Ayutthaya and 

consists of three questions: ‘What you consider as a dominant point of the world 

heritage Historic City of Ayutthaya and why?’; ‘In your point of view, what and how 

are the potentials that the world heritage Historic City of Ayutthaya possesses?’, and 

‘Apart from what we have discussed, what are your other suggestions for the branding 

process of the world heritage Historic City of Ayutthaya?’. 

4) Data Collection       

In the qualitative data collection phase, the researcher collected the data 

from foreign tourists in the same period that they gathered the quantitative data, which 

in which was from January until February of 2018 at the world heritage Historic City 

of Ayutthaya, Phra Nakorn Sri Ayutthaya province. The interviews were conducted 

after the tourists had visited to the world heritage Historic City of Ayutthaya, thus, the 
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interviews with the tourists in area of the world heritage Historic City of Ayutthaya. 

The researcher had previously asked for and received the historical park’s permission 

and approval. 

5) Data Analysis 

For the analysis of the qualitative data, content analysis was applied by 

decoding the data word by word from the audio recording of the interview. Then, the 

relevant data was used to determine the key content about the potential of the world 

heritage Historic City of Ayutthaya. 

3.2.2.2 Stakeholders Related to the World Heritage Historic City of 

Ayutthaya’s Branding 

1) Key Informants       

The key informants for the qualitative research for the market analysis of 

the world heritage Historic City of Ayutthaya, and for assessing the potential of the 

relevant stakeholders regarding the branding for the world heritage Historic City of 

Ayutthaya were the stakeholders related to branding for world heritage Historic City of 

Ayutthaya. The researcher used purposive sampling to select the stakeholders related 

to the branding for the world heritage Historic City of Ayutthaya with at least one-year 

work experience in tourism or world cultural heritage management. The stakeholders 

that the researcher selected for this research included thirty persons which was divided 

into ten individuals from the public sector, 10 from the private sector, and 10 from the 

academic sector. 

Additionally, nine of the 30 stakeholders, who worked in tourism or world 

cultural heritage management, were selected to discuss the branding process for the 

Ayutthaya site related to research objectives 1 – 3 and using small group discussion to 

complete the fourth research objective. The group included three individuals from the 

public sector, 3 from the private sector, and 3 from the academic sector.     

2) Sampling Techniques  

Sampling techniques for qualitative research were used with the 

purposive sampling technique to select the participants from among the relevant 

stakeholders related the world heritage Historic City of Ayutthaya’s branding with at 

least one-year work experience in tourism or world cultural heritage management.  
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3) Research Tools and Design 

(1) Thirty Participants Drawn from the Relevant Stakeholders 

The tool used to conduct the qualitative research was semi-structured 

interviews where the researcher used the interview questions in Appendix C that were 

divided into four parts which are 1) the personal information of the key informant, 2) 

marketing of the world heritage Historic City of Ayutthaya, including market 

segmentation, target market, and market positioning issues, 3) the skill and attitude of 

the stakeholders in the world heritage Historic City of Ayutthaya related to branding, 

and 4) suggestions for improvement.  

Section 1 sought personal information about the key informants and 

contained of 6 questions about their gender, age, level of education, organization, work 

experiences and burdens under responsibility. 

Section 2 focused on the marketing of the world heritage Historic City of 

Ayutthaya and consists of three questions: 1) What is the market segmentation of the 

world heritage Historic City of Ayutthaya?; 2) What is the target market of the world 

heritage Historic City of Ayutthaya?; and 3) What is the market positioning of the world 

heritage Historic City of Ayutthaya? 

Section 3 explores the potential of the stakeholders’ skills and attitudes 

related to branding and consists of two questions: 1) Can you create the branding for 

the world heritage Historic City of Ayutthaya?: and 2) Do you think you can create the 

world heritage Historic City of Ayutthaya’s branding? When asking each of these 

questions, the researcher tried to intervene with follow-up questions about the sub 

issues about branding, such as brand analysis, target market segmentation, brand 

management, brand implementation, and brand evaluation.  

Section 4 sought suggestions and wan meant to give the participants the 

chance to share their opinions regarding the branding process for the world heritage 

Historic City of Ayutthaya. 

(2) Nine Participants for Small Group Discussion 

The tool used to conduct the qualitative research was a small group 

discussion regarding the branding process of the world heritage Historic City of 

Ayutthaya with participants who were stakeholders related to the Ayutthaya site. The 

researcher used the meeting agendas in Appendix D which were divided into two parts 
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which are 1) the suitability of the branding process for the Ayutthaya world heritage 

site and 2) suggestions for an improving the branding process of the world heritage 

Historic City of Ayutthaya. 

Section 1 focused on the opinions of the informants about the branding 

process of the Ayutthaya site and consisted of two items: 1) What do you think about 

the branding process of the world heritage Historic City of Ayutthaya? and 2) Are these 

branding processes suitable for the Ayutthaya site, and how?  

Section 2 focused on the suggestions of the informants about improving 

the branding process of the world heritage Historic City of Ayutthaya of which would 

be used to craft a suitable process for the branding for the Ayutthaya site. 

4) Data Collection        

Data was collected from the relevant stakeholders of the world heritage 

Historic City of Ayutthaya’s branding using individual interviews. The interview with 

each participant was completed before the next interviewee was be interviewed. The 

researcher collected the data from the governmental unit, private sector and the 

educational institutes in Phra Nakorn Sri Ayutthaya province between February and 

March in 2018. Additionally, data from the small group discussions was collected by 

conducting a meeting following the above-mentioned meeting agenda with the relevant 

stakeholders on May 25, 2018.  

5) Data Analysis 

Content analysis was used to describe the content of the messages or 

documents, using a systematic qualitative method and emphasizing the objective ( Elo 

& Kyngäs, 2008; Kothari, 2004, p. 110; Neuendorf, 2016, p. 202). The descriptions 

stressed the content which appeared in the message as considered from the researcher’s 

perspective with no bias or any personal feelings involved. In this case, it was the 

information related to the marketing of the world heritage Historic City of Ayutthaya 

and the assessment of the potential of the stakeholders related to the branding of the 

world heritage Historic City of Ayutthaya.  

In addition, to propose the branding process for the world heritage 

Historic City of Ayutthaya, the researcher used the information acquired about research 

objectives no.1, 2, and 3 to analyze and formulate the results for three main issues : the 

potential of the world heritage Historic City of Ayutthaya (research objective 1), the 
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marketing of the world heritage Historic City of Ayutthaya (research objective 2), and 

the assessment of the potential of the stakeholders related to the branding for the world 

heritage Historic City of Ayutthaya (research objective 3). The researcher synthesized 

the branding process of the world heritage Historic City of Ayutthaya, then extracted 

information to formulate draft of the existing branding process for the world heritage 

Historic City of Ayutthaya to seek opinions from three members of each of the groups 

of stakeholders, nine persons total, in small group discussions ( research objective 4) .  

Then, the discussion results were adjusted and incorporated into the branding process 

for the world heritage Historic City of Ayutthaya as shown in figure 3.1. 

 

                                                                                                                                             

    

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Results  

• To study the potential of the world heritage Historic City of Ayutthaya  (Research 

Objective 1)  

• To analyze the marketing of the world heritage Historic City of Ayutthaya   (Research 

Objective 2) 

• To assess the potential of the stakeholders regarding the branding of the world 

heritage Historic City of Ayutthaya   (Research Objective 3) 

(draft) The branding process of the world heritage Historic City of Ayutthaya 

The branding process of the world heritage Historic City of Ayutthaya  

(Research Objective 4) 

Edit (draft) The branding process as described in the suggestions from the stakeholders 

Small group discussion with stakeholders 

 (draft) The branding process of the world heritage Historic City of Ayutthaya 

Figure 3.1 The Process for Investigating Research Objective 4 
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 In summary, this research was mixed methods research (qualitative and 

quantitative methods) with two sample populations: 412 foreign tourists who visited 

the world heritage Historic City of Ayutthaya for the quantitative research phase and 

30 foreign tourists for the qualitative research phase. Meanwhile, the information from 

these participants was used to finalize the questionnaire completed by an additional 290 

stakeholders related to the world heritage Historic City of Ayutthaya’s branding to 

acquire further quantitative data and 30 participants from the stakeholders in the 

marketing of Ayutthaya for the qualitative research phase. Purposive sampling was 

used in both quantitative research and qualitative research phases. The questionnaire 

and test were used as the research tools for data collection of quantitative data and semi-

structured interview was used as the tool for acquiring qualitative data, as shown in 

table 3.2. 



 

1
1

8
 

Table 3.2 Overview of Research Methodologies Relating to Research Objectives 

 

Research Objectives Research 

Method 

Population Sample 

Size 

Sampling Technique Research Tool Data Analysis 

1. To study the potential of the 

world heritage Historic City of 

Ayutthaya 

1. Quantitative Foreign 

tourists 

412  Purposive sampling Questionnaire Descriptive statistics  

and Inferential Statistics 

2. Qualitative Foreign 

tourists 

30  Purposive sampling Semi-structured 

interviews 

Content analysis 

2. To analyze the marketing of 

the world heritage Historic City 

of Ayutthaya 

1. Quantitative Foreign 

tourists 

412 Purposive sampling Questionnaire Descriptive statistics  
 

2. Qualitative Stakeholders 30 Purposive sampling Semi-structured 

interviews 

Content analysis 

3. To evaluate the potential of the 

stakeholders in the branding of 

the world heritage Historic City 

of Ayutthaya 

1. Quantitative Stakeholders 290 Purposive sampling 

(Quota sampling) 

Test Descriptive statistics  

and Inferential statistics 

2. Qualitative Stakeholders 30 Purposive sampling  

 

Semi-structured 

interviews 

Content analysis 

4. To propose a branding process 

for the world heritage Historic 

City of Ayutthaya 

1. Qualitative Stakeholders 9 Purposive Sampling Small group 

discussion 

Content analysis 
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3.3 Research Process 

 This research was designed with six steps in the process: literature review, item-

objective congruence evaluation, pilot testing, quantitative data collection, qualitative 

data collection, and data analysis. 

 Step 1: Literature Review 

 The literature review presents the concepts and theories related to destination 

branding, tourism marketing, and world heritage destinations including the variables 

and relevant criteria which was taken into consideration by the researcher from the very 

first steps of this process.  

 Step 2: Item-Objective Congruence Evaluation 

 To be confidence that the questionnaire is valid, assessing the Item-Objective 

Congruence is required. This assessment was performed by five experts who have 

knowledge and ability related to branding and tourism management. When the 

assessment was finished, the questionnaire was revised according to the experts’ advise. 

 Step 3: Pilot Testing 

 Before distributing the questionnaire to the participants for the primary study, 

the researcher pilot-tested the instruments to ensure the reliability of the questionnaire 

by testing it with 30 foreign tourists at the world heritage Historic City of Ayutthaya. 

 Step 4: Questionnaire Data Collection 

 Step 4 and 5 is the period for data collection in which the researcher collected 

the quantitative data using the questionnaire before gathering the qualitative 

information by individual interview in which collecting the questionnaire from 412 

foreign tourists and 290 stakeholders.  

 Step 5: Individual Interview 

 Individual interview is processing together with the questionnaire in which 

focusing on the foreign tourists and the relevant stakeholders in the world heritage 

Historic City of Ayutthaya branding. 

 Step 6: Data analysis 

 Statistical analysis and content analysis were used to analyze quantitative and 

qualitative data respectively. 
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3.4 Conceptual Research Framework 

 From the study of the concepts, theories, and relevant research related to the 

process branding the world heritage Historic City of Ayutthaya, the researcher 

developed the conceptual framework for the research, as shown in figure 3.2. 

 

 

 

Figure 3.2 Conceptual Research Framework 

 

Tourists’ Demographic Profile 

1.  Gender 

2.  Age 

3.  Marital status 

4.  Education 

5.  Occupation 

6.  Monthly income 

7.  Religion  

Independent variables Dependent variables 

 
 

Potential of the World Heritage  

Historic City of Ayutthaya 

1. Value of destination 

2. Uniqueness 

3. Tradition 

4. Reputation and acceptance 

5. Aesthetics  

6. Carrying capacity 

7. Management 
 

RO 1 (Quantitative + Qualitative)    

 

Behavior Attributes 

 1.  Main purpose of visiting 

  2.  Number of times of visited  

Marketing of the World Heritage  

Historic City of Ayutthaya  

1. Market segmentation 

2. Target market 

3. Marketing positioning 
 

RO 2 (Quantitative + Qualitative) 

 

 

Psychological Attributes 

1.  Co-traveler 

2.  Type of tourist 

3.  Type of cultural tourist 

4.  Perception about world heritage sites  

5.  Period of perception of world heritage sites 
 

Potential of Stakeholder for Branding 

1. Knowledge 

2. Skill 

3. Attitude 
 

RO 3 (Quantitative + Qualitative) 

 

Branding Process for the World 

Heritage Historic City of Ayutthaya 
 

RO 4 (Qualitative) 

 

Tourists’ Demographic Profile 

1.  Stakeholder Group 

2.  Gender 

3.  Age 

4.  Education 

5.  Experience 

 

Geography Attributes 

1.  Country of residence 



 

CHAPTER 4 

 

RESEARCH FINDINGS AND DISCUSSION 

Findings and discussion for the research titled ‘the branding process of the 

world heritage Historic City of Ayutthaya’ are described in the following five sections:  

4.1 Descriptive results  

4.2 The potential of the world heritage Historic City of Ayutthaya 

4.3 The marketing of the world heritage Historic City of Ayutthaya 

4.4 The potential of the stakeholders for branding the world heritage Historic 

City of Ayutthaya 

4.5 The branding process of the world heritage Historic City of Ayutthaya.  

 

4.1 Descriptive Results 

4.1.1 Quantitative Descriptive Results 

The quantitative descriptive results are divided into two main parts related to 1) 

the questionnaires (Appendix A) which were used to collect data from foreign tourist 

who visited the Historic City of Ayutthaya and 2) the testing forms (Appendix B) which 

were used to collect data from the stakeholders related to the branding of the world 

heritage Historic City of Ayutthaya. The questionnaires consisted of four parts 

inquiring about the tourists’ demographic characteristics, the tourists’ behaviors, the 

potential of the world heritage Historic City of Ayutthaya, and suggestions about the 

potential of the Historic City of Ayutthaya. The testing form was comprised of three 

parts related to the stakeholders’demographic characteristics, their knowledge related 

to the branding process, and suggestions about the branding process for the world 

heritage Historic City of Ayutthaya. Information from each group of participants will 

be presented independently.   
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4.1.1.1 Questionnaires for the Tourists 

1) Tourists’ Demographic Characteristics  

Demographic characteristics of the 412 tourists who participated are 

described using eight variables: 1) gender, 2) age, 3) marital status, 4) education level, 

5) occupation, 6) average monthly income, 7) religion, and 8) country of residence. 

Of the 412 respondents, 209 (50.7%) were female and 203 (49.3) were 

male. The majority of the respondents were aged between 25 to 34 years, representing 

45.4% of the respondents. This was followed, in descending order, by the groups for 18 

to 24 years old (18%), 35 to 44 years old (11.9%), 45 to 54 years old (9.2%), 55 to 64 

years old (7.8%), and over 64 years old (5.0%). The remaining group, with least number 

of participants, was minors below 18 years of age (2.7%). 

Most respondents were single (59.0%), while 38.3% were married, and 

2.7% were divorced/widowed/separated. One-hundred and eighty-six respondents 

(45.1%) had post graduate education, 151 (36.7%) had bachelor degree education, and 

only 75 (18.2%) respondents less than a bachelor degree educational level. 

In terms of occupations, 109 (26.5%) were business employees and 75 

(18.2%) were students, and represented the two largest groups. The third largest group 

included 59 respondents (14.2%) were described as ‘others’, which includes such 

professions as teachers, doctors, and nurses. The following five groups, in descending 

order, were public or civil servants, business owners, freelancers, retirees, and 

unemployed persons, accounting for 9.2%, 8.5%, 8.3%, 7.8%, and 6.3%, respectively. 

Only 4 respondents (1.0%) were housewives.  

46.7% of the participants responded to the item regarding their monthly 

income. This is due to the fact that this information is highly personal to the respondents 

and they wish to keep it confidential. However, based in the information provided, 86 

(20.9%) of the respondents had an average monthly income of more than 80,000 baht, 

42 (10.2%) of the respondents had an average income of 60,001 - 80,000 baht per 

month, and the remaining respondents had an average monthly income of 20,001 - 

40,000 baht, 40,001 - 60,001 baht, and less than 20,001 baht in descending order of 

frequency. 

Additionally, 201 (48.8%) of the respondents did not follow any religion, 

176 (42.7%) were Christian, and the remaining 8% were spread among the Buddhist, 
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Islamic, or other religions. The majority of respondents were from Europe, with 326 

people (79.1%); followed by people from the Americas, 60 people (14.6%); Asia, 21 

people (5.1%); and Africa at 1.2%, as shown in table 4.1. 

 

Table 4.1 Frequency and Percentage of Tourists’ Demographic Characteristics Profile 

 
Demographic Characteristics Frequency Percentage 

Gender  

Male 

       Female 

 

203 

209 

 

49.3 

50.7 

Age 

below 18 years old 

18 – 24 years old 

25 – 34 years old 

35 – 44 years old 

45 – 54 years old 

55 – 64 years old  

Over 64 years old 

 

11 

74 

187 

49 

38 

32 

21 

 

2.7 

18.0 

45.4 

11.9 

9.2 

7.8 

5.0 

Marital status 

Single 

Married         

Divorces/ Widow/ Separated    

 

243 

158 

11 

 

59.0 

38.3 

2.7 

Education level 

Below bachelor degree     

Bachelor degree      

Above bachelor degree 

 

75 

151 

186 

 

18.2 

36.7 

45.1 

Occupation 

Public/ Civil servant   

Business owner     

Business employee    

Housewife    

Student     

Freelancer 

Retired     

Unemployed          

Others  

 

38 

35 

109 

4 

75 

34 

32 

26 

59 

 

9.2 

8.5 

26.5 

1.0 

18.2 

8.3 

7.8 

6.3 

14.2 
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Demographic Characteristics Frequency Percentage 

Average monthly income 

Less than 20,001 THB 

20,001 - 40,000 THB 

40,001 – 60,000 THB 

60,001 – 80,000 THB 

More than 80,000 THB 

       N/A 

 

9 

28 

27 

42 

86 

220 

 

2.2 

6.8 

6.6 

10.2 

20.9 

53.3 

Religion 

Buddhism   

Christianity    

Islamic 

Irreligion 

Others  

 

12 

176 

5 

201 

18 

 

2.9 

42.7 

1.2 

48.8 

4.4 

Continent of origin  

Asia 

Europe 

America 

Africa 

 

21 

326 

60 

5 

 

5.1 

79.1 

14.6 

1.2 

 

2)  Tourists’ Behaviors 

The foreign tourists’ behaviors when visiting the Historic City of 

Ayutthaya was separated into two categories: behavioral characteristics including the 

main purpose for visiting, number of times participants have visited, potential to revisit 

in the future, and suggestions about the marketing of Ayutthaya; and 11 psychological 

characteristics including being a co-traveler, number of people accompanying them, 

trip arrangement, tourism information, favorite places, activities, type of tourist, type 

of cultural tourist, perceptions of the world heritage site, the period of recognition of 

the world heritage, and the possibility they would visit if Ayutthaya was not a world 

heritage site.   

(1) Behavioral Characteristics 

The main purposes of visitation to the world heritage Historic City of 

Ayutthaya for 290 (70.4%) of the questionnaire’s respondents was to visit the historical 

sites, 104 (25.2%) visited because they knew it was a world heritage site and they 
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wanted to experience it for themselves, and the remainder (4.4%) visited as a part of 

tourism program/package arranged by an agency, to worship and pay respect to holy 

things, or other reasons. Additionally, it was found that most of the respondents, 361 

(87.6%), were traveling there for the first time, while it was the second time for 29 

(7.0%) respondents, the third time for 12 (2.9%) respondents, and more than the third 

time for 10 (2.4%) respondents. 

With regard to the potential of revisiting the world heritage Historic 

City of Ayutthaya in the future, 116 (28.2%) respondents felt uncertain whether they 

would revisit again, 99 (24.0%) stated they probably would not return, 81 (19.7%) 

stated that they definitely would not return, 80 (19.4%) would probably come back 

again, and only 36 (8.7%) persons would definitely return.  

When asked if they would suggest that others visit the world heritage 

Historic City of Ayutthaya, 204 (49.4%) participants said that they would suggest to 

others, followed by 177 (43.0%) that would definitely advise others to visit, 23 (5.6%) 

who felt uncertain if they would suggest others to visit, and only 8 (2.0%) would never 

suggest or were not likely to suggest others to visit, as shown in table 4.2. 

 

Table 4.2 Frequency and Percentage Classified by the Behavioral Characteristics of the 

Questionnaire Respondent 

 

Behavioral Characteristics Frequency Percentage 

Main purpose to visit   

To visit the historical site 290 70.4 

To show respect and worship holy things 5 1.2 

To experience the world heritage site personally 104 25.2 

As part of a tour agency’s program  7 1.7 

Other 6 1.5 

Times to visit   

1 time 361 87.6 

2 times 29 7.0 

3 times 12 2.9 

More than 3 times 10 2.5 
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Behavioral Characteristics Frequency Percentage 

Potential to revisit   

Very unlikely 81 19.7 

Unlikely 99 24.0 

Neutral 116 28.2 

Likely      80 19.4 

Very likely 36 8.7 

Suggest visiting to others   

Strongly not recommend 6 1.5 

Not recommend 2 0.5 

Neutral 3 5.6 

Recommend         204 49.4 

       Strongly recommend 177 43.0 

 

(2) Psychological Characteristics   

Psychological characteristics in this research consisted of being a co-

traveler, number of co-travelers, trip arrangement, having received tourism 

information, favorite places, activities, type of tourist, type of cultural tourist, 

perception of the world heritage site, period of recognition of the world heritage, and 

possibility they would visit if not a world heritage site. 

Out of the total of 412 questionnaire respondents, 228 (55.3%) persons 

were travelling with their loved ones/spouse, 95 (23.6%) were travelling with a 

friend/cousin, and 11.9% and 9.2% travel alone or with family, respectively. When 

considering the number of co-travelers, it was found that most of the tourists were 

traveling in pairs (68.4%), followed by traveling alone (11.9%), 3 persons (8.7%), 4 

persons (7.8%), and more than 4 persons (3.2%), respectively. The vast majority, 382 

(92.7%), of the questionnaire’s respondents arranged their trip on their own and only 

30 (7.3%) had bought a tour package (traveled with an agency). 

Regarding having received tourism information about the world 

heritage Historic City of Ayutthaya, 49.7% of the questionnaire respondents said they 

had received information via the internet, followed by 23.3% who received information 

from a travel magazine, and 17.5% of the respondents who received information by 

word of mouth. The three groups, which are those receiving information from a tour 
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agency, from other sources, or from a travel magazine, all had a similar total of around 

3.2%. 

The top three ranking places in the world heritage Historic City of 

Ayutthaya that the respondents were Wat Mahathat (25.5%), Wat Chai Wattanaram 

(25.1%), and Wat Phra Si Sanphet (20.9%). The remaining locations on the list were 

Wat Phanan Choeng (8.8%), Wat Yai Chai Mongkol (8.5%), Wat Ratchaburana (5.2%), 

and Wat Mongkhon Bophit (3.6%) respectively. Additionally, more than half of the 

respondents preferred to visit the temples/museums during their trip to the world 

heritage Historic City of Ayutthaya (54.0%), followed in second by sightseeing to 

observe the local ways of living (34.7%), and by shopping, joining the festival, and 

other activities outside of those listed. As for elephant riding, only 0.8% of the 

respondents preferred it. 

The description of the questionnaire respondents themselves was 

divided by the types of tourists and it revealed that 125 (30.3%) of the questionnaire 

respondents were cultural/ Historic tourist, 104 (25.2%) were adventurous tourist, 85 

(20.6%) were Experiential tourist, 59 (14.3%) were Recreational tourist, and almost 

10% were Educational tourist, diversionary tourist, or others. Thus, if the types of 

cultural tourist are divided according to their level of interest in the culture in tourism, 

it is found that the questionnaire respondents were distributed in three groups: 

comprised of 164 (39.8%) culturally inspired tourist, 125 (30.3%) culturally motivated 

tourist, and 123 (29.9%) culturally attracted tourist. 

The three questions related to the perception of world heritage in the 

culture of the world heritage Historic City of Ayutthaya revealed that 80.6% of the 

questionnaire respondents knew that the world heritage Historic City of Ayutthaya was 

a world heritage sites and that only 19.4% of the respondents did not know about the 

world heritage Historic City of Ayutthaya being a world heritage site.  Moreover, 54.4% 

of the respondents knew that the world heritage Historic City of Ayutthaya he was a 

world heritage before travelling there, 24.8% of the questionnaire respondents found 

out that the world heritage Historic City of Ayutthaya was a world heritage site during 

their trip, but before reaching Ayutthaya, and 20.8% of the respondents only learned 

this when they arrived at Ayutthaya.  
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With regard to whether tourists would have visited the world heritage 

Historic City of Ayutthaya if it was not a world heritage site, 151 (36.6%) respondents 

said it was possible that they would have come and 140 (34.0%) respondents said would 

have definitely visited anyway, followed by those who were not sure if they would have 

visited, would not have visited, and would definitely not have visited, respectively as 

shown in table 4.3. 

 

Table 4.3 Frequency and Percentage of the Questionnaire Respondents Classified by 

Psychological Characteristics 

 

Psychological Characteristics Frequency Percentage 

Co-traveler   

Alone 49 11.9 

Couple/ Spouse 228 55.3 

Family  38 9.2 

Friend/ Cousin    97 23.6 

Number of accompanying   

1 person 49 11.9 

2 persons 282 68.4 

3 persons 36 8.7 

4 persons 32 7.8 

More than 4 persons 13 3.2 

Travel arrangements    

Arranged the trip by yourself (Own arrangement) 382 92.7 

Bought a tour package (Traveled with tour agency) 30 7.3 

Received tourism information from *   

Internet 292 49.7 

Travel book 18 3.1 

Travel magazine 137 23.3 

Tour agency  19 3.2 

Word of mouth 103 17.5 

Others 19 3.2 
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Psychological Characteristics Frequency Percentage 

Favorite places *   

Wat Mongkhon Bophit 25 3.6 

Wat Phra Si Sanphet 146 20.9 

Wat Mahathat 178 25.5 

Wat Phanan Choeng   61 8.8 

Wat Yai Chai Mongkol 59 8.5 

Wat Chai Wattanaram   175 25.1 

Wat Ratchaburana  36 5.2 

       Others 17 2.4 

Activities*   

Visiting Wat/ Museum 358 54.0 

Riding elephants       5 0.8 

Attending festivals/events 22 3.3 

Seeing the way of life  230 34.7 

Shopping  24 3.6 

Others 24 3.6 

Types of tourist   

Cultural/ Historic tourist 125 30.3 

Educational tourist  9 2.2 

Recreational tourist 59 14.3 

Adventurous tourist  104 25.2 

Experiential tourist   85 20.6 

Diversionary tourist 28 6.8 

Others  2 0.6 

Types of cultural tourist   

Culturally motivated’ tourist 125 30.3 

Culturally inspired’ tourist 164 39.8 

       Culturally attracted’ tourist 123 29.9 

Perception of world heritage   

Known 332 80.6 

       Unknown 80 19.4 

Period to perceive world heritage   

Before traveling 224 54.4 

During their travel but before the arrival to Ayutthaya  102 24.8 

      When they arrived at Ayutthaya 86 20.8 
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Psychological Characteristics Frequency Percentage 

Possibility they would visit if not a world heritage site   

Very unlikely 18 4.4 

Unlikely  36 8.7 

Neutral 67 16.3 

Likely 151 36.6 

Very likely 140 34.0 

 

Note: * Respondents could choose more than one item  

 

3) The Potential of the World Heritage Historic City of Ayutthaya 

The potential level of the world heritage Historic City of Ayutthaya was 

measured by using a 5-point rating scale ranging from the least (1) to the most (5)   

1 refers to the least potential   

2 refers to less potential  

3 refers to moderately potential  

4 refers to high potential   

5 refers to the best potential   

The potential assessment for 20 attributes of the world heritage Historic 

City of Ayutthaya found that four attributes were perceived as having ‘the best 

potential’. These were 1) historical importance to Thailand (50%, �̅� = 4.41), 2) having 

a long history (46.8%, �̅� = 4.37), 3) being a precious archaeological site (46.6%, �̅� = 

4.35), and 4) being a well-known historical site (43.9%, �̅� = 4.27). 

There were 13 attributes receiving a rating level of ‘high potential’: 1) 

importance of Buddhism history to the present (46.6%, �̅� = 4.14), 2) unique 

archaeological site  (40.0%, �̅� = 4.17), 3) showing the prosperity and beauty of the past 

(48.8%, �̅� = 4.01), 4) having ancient art and antique objects (38.3%, �̅� = 3.76), 5), 

widely accepted (49.3%, �̅� = 3.97), 6) peaceful atmosphere (35.4%, �̅� = 3.87), 7) 

interesting site (46.1%, �̅� = 3.87), 8) providing facilities such as an information service 

center, restaurants, beverage shops and restrooms  (3.40%, �̅� = 3.50), 9) showing a clear 

interpretation of the site (39.3%, �̅� = 3.50), 10) safety for life and belongings (47.1%, 
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�̅� = 3.92), 11) convenient accessibility (45.4%, �̅� = 3.96), 12) cleanliness of the area 

(42.7%, �̅� = 3.65), and 13) value for money (47.1% �̅� = 4.03). 

Additionally, three attributes were rated as having a ‘moderate potential’; 

specifically: 1) reflecting historical ways of life (42.0%, �̅� = 3.43), 2) providing 

additional activities in the area (39.1%, �̅� = 3.03), and 3) having area management 

(43.2%, �̅� = 3.46) as shown in table 4.4.  

 

Table 4.4 Frequency and Percentage of the Questionnaire Respondents’ Ratings of the 

Potential of the World Heritage Historic City of Ayutthaya 

 

(n = 412) 

Potential of the World Heritage 

Historic City of Ayutthaya 

th
e 

le
a

st
 (

1
) 

le
ss

 (
2

) 

m
o

d
er

a
te

 

(3
) 

g
o

o
d

 (
4
) 

th
e 

m
o

st
 (

5
)  

�̅�  

 

S.D. 

1. Historical importance of Thailand 1 

(0.2) 

2 

(0.5) 

30 

(7.3) 

173 

(42.0) 

206 

(50.0) 

4.41 .669 

2. Importance of Buddhism history to the 

present 

1 

(0.2) 

8 

(1.9) 

67 

(16.3) 

192 

(46.6) 

144 

(35.0) 

4.14 .770 

3. Having a long history 0 

(0.0) 

2 

(0.5) 

35 

(8.5) 

182 

(44.2) 

193 

(46.8) 

4.37 .659 

4. Being a precious archaeological site  0 

(0.0) 

4 

(1.0) 

41 

(10.0) 

175 

(42.5) 

192 

(46.6) 

4.35 .696 

5. Unique archaeological site   1 

(0.2) 

7 

(1.7) 

77 

(18.7) 

165 

(40.0) 

162 

(39.3) 

4.17 .803 

6. Reflecting historical ways of life 6 

(1.5) 

47 

(11.4) 

173 

(42.0) 

137 

(33.3) 

49 

(11.9) 

3.43 .894 

7.  Showing the prosperity and beauty of 

the past 

0 

(0.0) 

12 

(2.9) 

85 

(20.6) 

201 

(48.8) 

114 

(27.7) 

4.01 .775 

8. Having ancient art and antique objects 4 

(1.0) 

29 

(7.0) 

125 

(30.3) 

158 

(38.3) 

96 

(23.3) 

3.76 .922 

9. Being a well-known historical site  1 

(0.2) 

10 

(2.4) 

48 

(11.7) 

172 

(41.7) 

181 

(43.9) 

4.27 .778 

10. Widely accepted  2 

(0.5) 

6 

(1.5) 

97 

(23.5) 

203 

(49.3) 

104 

(25.2) 

3.97 .768 
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Potential of the World Heritage 

Historic City of Ayutthaya 

th
e 

le
a

st
 (

1
) 

le
ss

 (
2

) 

m
o

d
er

a
te

 

(3
) 

g
o

o
d

 (
4
) 

th
e 

m
o

st
 (

5
)  

�̅�  

 

S.D. 

11. Peaceful atmosphere 8 

(1.9) 

31 

(7.5) 

97 

(23.5) 

146 

(35.4) 

130 

(31.6) 

3.87 1.006 

12. Interesting site 0 

(0.0) 

3 

(0.7) 

39 

(9.5) 

190 

(46.1) 

180 

(43.7) 

4.33 .674 

13. Providing additional activities in the 

area 

24 

(5.8) 

97 

(23.5) 

161 

(39.1) 

102 

(24.8) 

28 

(6.8) 

3.03 .995 

14. Providing facilities such as an 

information service center, restaurants, 

beverage shops, and restrooms   

13 

(3.2) 

54 

(13.1) 

132 

(32.0) 

140 

(34.0) 

73 

(17.7) 

3.50 1.029 

15. Showing a clear interpretation of the 

site 

4 

(1.0) 

49 

(11.9) 

146 

(35.4) 

162 

(39.3) 

51 

(12.4) 

3.50 .892 

16. Safety for life and belongings 1 

(0.2) 

18 

(4.4) 

97 

(23.5) 

194 

(47.1) 

102 

(24.8) 

3.92 .821 

17. Convenient accessibility 3 

(0.7) 

11 

(2.7) 

98 

(23.8) 

187 

(45.4) 

113 

(27.4) 

3.96 .827 

18. Cleanliness of the area 10 

(2.4) 

38 

(9.2) 

114 

(27.7) 

176 

(42.7) 

74 

(18.0) 

3.65 .959 

19. Value for money 3 

(0.7) 

11 

(2.7) 

81 

(19.7) 

194 

(47.1) 

123 

(29.9) 

4.03 .818 

20. Having area management  9 

(2.2) 

28 

(6.8) 

178 

(43.2) 

158 

(38.3) 

39 

(9.5) 

3.46 .841 

 

4)  Suggestions About the Potential of the World Heritage Historic City 

of Ayutthaya  

Open-ended questions were included in the questionnaires for foreign 

tourist. There were 178 (44.5%) persons who provided suggestions about the potential 

of the world heritage Historic City of Ayutthaya. This includes 23.6% of respondents 

who suggested the world heritage Historic City of Ayutthaya should provide additional 

information about the sites and 13.5% who suggested information be provided in other 

languages. In addition, some respondents recommended improving cleanliness 

(10.1%), adding more signs (9.0%), stop riding elephants (6.2%), and providing better 

directions to sites (5.6%) as shown in table 4.5. 
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Table 4.5 Frequency and Percentage on Tourists’ Suggestions 

 

Suggestions Frequency Percentage 

Provide additional information about the historical site  42 23.6 

Provide information in other languages 24 13.5 

Improve cleanliness  18 10.1 

Add more signs  16 9.0 

Stop riding elephants 11 6.2 

Provide better directions to the sites 10 5.6 

Safe bike route 7 3.9 

Beautiful places 5 2.8 

Add more bins 4 2.2 

Improve tourist maps 3 1.7 

Eliminate plastic use 3 1.7 

Promote UNESCO site status 3 1.7 

Local guides 3 1.7 

Bicycle tours 2 1.1 

Improve ease of access 2 1.1 

Relaxed and quiet 2 1.1 

High entrance fee  2 1.1 

Provide leaflets/brochures about historic sites 2 1.1 

Ancient capital of Thailand 2 1.1 

Provide more tourist guides in different languages 2 1.1 

Provide specialized guidebooks 2 1.1 

Increase English speaking staffs  2 1.1 

Keep environment clean 1 0.6 

Area management for conservation of the historical site  1 0.6 

Charge more for both Thais and foreigners 1 0.6 

See night viewpoint 1 0.6 

Awesome 1 0.6 

More advertising needed 1 0.6 

More restaurant at the sites 1 0.6 

More safety/ police posts 1 0.6 

Promote more on social media 1 0.6 

More activities 1 0.6 

Improve web site 1 0.6 
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4.1.1.2 Testing the Forms for Stakeholders Related to Branding 

1) Stakeholders Demographic Characteristics  

The demographic characteristics of the 290 stakeholders were divided 

into five variables: 1) stakeholder sector, 2) gender, 3) age, 4) education level, and 5) 

work experience in tourism or world cultural heritage management. Of the 290 

respondents, the private and public sectors each provided 130 (44.8%) of the 

participants, and the remaining 30 (10.4%) persons came from the academic sector. 

Additionally, 153 (52.8%) were female and 137 (47.2%) were male. The 

majority of respondents were aged from 25 to 34 years, representing 36.2% of the 

respondents. The following four groups, in order of descending frequency, were 35 to 

44 years old (29.7%), 45 to 54 years old (13.4%), below 25 years old (12.1%), and 55 

to 64 years old (7.9%). The sole remaining group, which was the smallest minority, was 

over 64 years of age (0.7%).  

With regard to their education, 140 respondents (48.3%) had a bachelor 

degree education, 136 (46.9%) had higher education, and only 14 (4.8%) respondents 

had gained below a bachelor’s degree. In terms of work experience in tourism, 86 

(29.7%) of the respondents had experience 3-5 years, followed by 80 (27.6%) with 1-2 

years of experience, and 73 (25.2%) who had 6-10 years’ experience. The remaining 

groups were respondents with more than 15 years’ experience and 11-15 years’ 

experience, respectively, as shown in table 4.6. 

 

Table 4.6 Frequency and Percentage of Stakeholders’ Demographic Characteristics 

Profile 

 

Demographic Characteristics Frequency Percentage 

Stakeholder sector 

Public sector 

Private sector 

Academic sector 

 

130 

130 

30 

 

44.8 

44.8 

10.4 

Gender 

Male 

Female 

 

137 

153 

 

47.2 

52.8 
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Demographic Characteristics Frequency Percentage 

Age 

Below 25 years old 

25 – 34 years old 

35 – 44 years old 

45 – 54 years old 

55 – 64 years old 

Over 64 years old  

 

35 

105 

86 

39 

23 

2 

 

12.1 

36.2 

29.7 

13.4 

7.9 

0.7 

Education 

Below Bachelor degree 

Bachelor degree 

Above Bachelor degree 

 

14 

140 

136 

 

4.8 

48.3 

46.9 

Working experience in tourism 

1 – 2 years 

3 – 5 years 

6 – 10 years 

11 – 15 years 

More than 15 years 

 

80 

86 

73 

24 

27 

 

27.6 

29.7 

25.2 

8.3 

9.2 

 

2) Knowledge Related to the Branding Process 

Questions to test the knowledge of the stakeholders related to the branding 

process included 39 items consisting of three questions about basic knowledge 

(Questions no. 1-3), nine questions about brand analysis (Questions no. 4-12), six 

questions about target market segmentation (Questions no. 13-18), nine questions about 

brand management (Questions no. 19-27), nine questions about brand implementation 

(Questions no. 28-36), and three questions about brand evaluation (Questions no. 37-

39). The stakeholders play a part that is related to the branding for the world heritage 

Historic City of Ayutthaya, but since they come from different sectors with different 

interests, they were classified into three sectors; the public sector, the private sector, 

and the academic sector. Therefore, the knowledge about the branding process is 

explained in relation to the sector of each group of stakeholders as follows:   
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(1) Knowledge of Public Sector Stakeholders 

From the knowledge testing of the public sector participants, it was 

found that, overall, the public sector has knowledge of the aspects in the survey while 

they lacked knowledge about 5, as shown in table 4.7. 

 

Table 4.7 Knowledge of Public Sector About the Branding Process 

 

(n=130) 

Knowledge of the Branding Process Lack 

Knowledge 

Have 

Knowledge 

Conclusion 

1. Branding is an activity that follows a procedure, with 

steps and systematic initiation. 

24  

(18.5%) 

106  

(81.5%) 

Have 

Knowledge  

2. Branding is related to other sciences; especially, 

psychology, sociology and tourist behaviors. 

14 

 (10.8%) 

116  

(89.2%) 

Have 

Knowledge  

3. Branding is comparable to the indicator of success in 

strategic development and efficient planning for 

tourism management. 

22  

(16.9%) 

108  

(83.1%) 

Have 

Knowledge 

4. Understanding the tourists’ lifestyle is part of the 

analysis of tourist’s psychology. 

15  

(11.5%) 

115  

(88.5%) 

Have 

Knowledge 

5. Gender, age, occupation, education level, marital 

status, income, and nationality can be used in the 

analysis of tourists’ demographics. 

12  

(9.2%) 

118  

(90.8%) 

Have 

Knowledge 

6. Seeking the purchasing motivation of the group of 

tourists is an analysis of tourist behavior. 

104 

(80.0%) 

26 

(20.0%) 

Lack 

Knowledge 

7. The analysis of strengths, weaknesses, opportunities 

and threats of your rivals is part of the competitor 

analysis. 

20 

(15.4%) 

110 

(84.6%) 

Have 

Knowledge 

8. Image of the competitor’s branding can be analyzed 

from the perception of tourists about the branding. 

17 

(13.1%) 

113 

(86.9%) 

Have 

Knowledge 

9. The branding uniqueness of the competitor cannot be 

used to analyze on the perception of tourist toward their 

branding. 

61 

(46.9%) 

69 

(53.1%) 

Have 

Knowledge 

10. The analysis of self-branding is the analysis of your 

current branding image. 

57 

(43.8%) 

73 

(56.2%) 

Have 

Knowledge 

11. The potential of a brand cannot be used in the self-

branding analysis. 

58 

(44.6%) 

72 

(55.4%) 

Have 

Knowledge 
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Knowledge of the Branding Process Lack 

Knowledge 

Have 

Knowledge 

Conclusion 

12. Self-branding analysis is the analysis of the 

strengths, weaknesses, opportunities and threats of your 

own brand. 

32 

(24.6%) 

98 

(75.4%) 

Have 

Knowledge 

13. Market Segmentation combines large groups of 

tourists with differences into smaller groups. 

52 

(40.0%) 

78 

(60.0%) 

Have 

Knowledge 

14. Targeted market segmentation allows for easier and 

more efficient communication management.  

35 

(26.9%) 

95 

(73.1%) 

Have 

Knowledge 

15. Psychographic segmentation may consider the 

purchase occasion, user status, user rate, loyalty status, 

etc. 

110 

(84.6%) 

20 

(15.4%) 

Lack 

Knowledge 

16. Target market is the evaluation of the different target 

markets.  

11 

(8.5%) 

119 

(91.5%) 

Have 

Knowledge 

17. Target market can consider the size of the target 

group or the target group that suites the tourism site’s 

potential.  

14 

(10.8%) 

116 

(89.2%) 

Have 

Knowledge 

18. Target market selection is the marketing to the 

specific group in the desired target market. 

91 

(70.0%) 

39 

(30.0%) 

Lack 

Knowledge 

19. Core identity of the brand is derived from other 

components that give the brand a specific identity 

different from the products of competitors.  

46 

(35.4%) 

84 

(64.6%) 

Have 

Knowledge 

20. The stating of specific qualities is usually done to 

explain the strongest values of the brand.  

97 

(74.6%) 

33 

(25.4%) 

Lack 

Knowledge 

21. Extended identity of the brand is any components 

that add more details about the brand to make it more 

interesting and stronger. 

36 

(27.7%) 

94 

(72.3%) 

Have 

Knowledge 

22. Setting of brand value is when the brand tries to add 

more benefits for the tourists. 

57 

(43.8%) 

73 

(56.2%) 

Have 

Knowledge 

23. Setting the brand value is a method for the brand to 

gain a competitive advantage over its rivals. 

52 

(40.0%) 

78 

(60.0%) 

Have 

Knowledge 

24. Setting the brand value allows each tourist to 

determine the meaning for the brand in the same way.  

50 

(38.5%) 

80 

(61.5%) 

Have 

Knowledge 

25. Awareness of the brand allows us to know the strong 

points of the brand in the tourists’ mind. 

11 

(8.5%) 

119 

(91.5%) 

Have 

Knowledge 

26. Forming awareness of the brand is required before 

the targeted tourists will decide to visit the attraction 

site. 

23 

(17.7%) 

107 

(82.3%) 

Have 

Knowledge 
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Knowledge of the Branding Process Lack 

Knowledge 

Have 

Knowledge 

Conclusion 

27. Awareness of the brand in the market is necessary 

and must be formed, developed, and always maintained.  

31 

(23.8%) 

99 

(76.2%) 

Have 

Knowledge 

28. Brand positioning brings part of the brand identity 

and value to form the brand position. 

56 

(43.1%) 

74 

(56.9%) 

Have 

Knowledge 

29. Brand positioning cannot use mixed marketing as a 

criterion for consideration. 

52 

(40.0%) 

78 

(60.0%) 

Have 

Knowledge 

30. Brand positioning results from the perceptions of the 

tourists without any association to the attraction sites’ 

image. 

54 

(41.5%) 

76 

(58.5%) 

Have 

Knowledge 

31. Presentation of brand can be done through active 

communication to form differentiation from rivals. 

51 

(39.2%) 

79 

(60.8%) 

Have 

Knowledge 

32. Introducing the brand position can allow the tourists 

to remember the brand easier. 

45 

(34.6%) 

85 

(65.4%) 

Have 

Knowledge 

33. Advertisement, publicizing, and activities at the 

tourism sites are other choices for introducing brand 

positioning.  

38 

(29.2%) 

92 

(70.8%) 

Have 

Knowledge 

34. Relationship management between the brand and 

tourists is the relationship formed between tourists and 

the brand identity at a basic level. 

96 

(73.8%) 

34 

(26.2%) 

Lack 

Knowledge 

35. Forming re-purchasing behavior, frequency of 

buying, and loyalty of tourists toward the brand are part 

of managing the relationship between the brand and the 

tourists. 

31 

(23.8%) 

99 

(76.2%) 

Have 

Knowledge 

36. A method to form the relationship between the brand 

and tourists that is popularly applied is to form the brand 

personality in as similar as possible to the target groups’ 

ways of living. 

32 

(24.6%) 

98 

(75.4%) 

Have 

Knowledge 

37. The analyses of a group of tourists, rivals, and self-

branding can be used to follow up on and evaluate the 

branding. 

37 

(28.5%) 

93 

(71.5%) 

Have 

Knowledge 

38. The branding result assessment assesses the brand 

position as a main factor and it includes the evaluation 

of all components of the brand.    

21 

(16.2%) 

109 

(83.8%) 

Have 

Knowledge 

39. The branding result assessment allows us to 

understand changes in cross targeted groups. 

32 

(24.6%) 

98 

(75.4%) 

Have 

Knowledge 
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(2) Knowledge of Private Sector Stakeholders 

The result of knowledge testing of the private sector participants found 

that private sector stakeholders have knowledge about 32 aspects of the branding 

process, while there were 7 that they did not know about (table 4.8). 

 

Table 4.8 Knowledge of Private Sector About the Branding Process 

 

(n=130) 

Knowledge of the Branding Process Lack 

Knowledge 

Have 

Knowledge 

Conclusion 

1. Branding is an activity that follows a procedure, with 

steps and systematic initiation. 

5  

(3.8%) 

125 

(96.2%) 

Have 

Knowledge  

2. Branding is related to other sciences; especially, 

psychology, sociology and tourist behaviors. 

10 

 (7.7%) 

120  

(92.3%) 

Have 

Knowledge  

3. Branding is comparable to the indicator of success 

in strategic development and efficient planning for 

tourism management. 

31 

(23.8%) 

99  

(76.2%) 

Have 

Knowledge 

4. Understanding the tourists’ lifestyle is part of the 

analysis of tourist’s psychology. 

49 

(37.7%) 

81  

(62.3%) 

Have 

Knowledge 

5. Gender, age, occupation, education level, marital 

status, income, and nationality can be used in the 

analysis of tourists’ demographics. 

12  

(9.2%) 

118  

(90.8%) 

Have 

Knowledge 

6. Seeking the purchasing motivation of the group of 

tourists is an analysis of tourist behavior. 

100 

(76.9%) 

30 

(23.1%) 

Lack 

Knowledge 

7. The analysis of strengths, weaknesses, opportunities 

and threats of your rivals is part of the competitor 

analysis. 

13 

(10.0%) 

117 

(90.0%) 

Have 

Knowledge 

8. Image of the competitor’s branding can be analyzed 

from the perception of tourists about the branding. 

25 

(19.2%) 

105 

(80.8%) 

Have 

Knowledge 

9. The branding uniqueness of the competitor cannot 

be used to analyze on the perception of tourist toward 

their branding. 

68 

(52.3%) 

62 

(47.7%) 

Lack 

Knowledge 

10. The analysis of self-branding is the analysis of your 

current branding image. 

39 

(30.0%) 

91 

(70.0%) 

Have 

Knowledge 

11. The potential of a brand cannot be used in the self-

branding analysis. 

17 

(13.1%) 

113 

(86.9%) 

Have 

Knowledge 
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Knowledge of the Branding Process Lack 

Knowledge 

Have 

Knowledge 

Conclusion 

12. Self-branding analysis is the analysis of the 

strengths, weaknesses, opportunities and threats of 

your own brand. 

19 

(14.6%) 

111 

(85.4%) 

Have 

Knowledge 

13. Market Segmentation combines large groups of 

tourists with differences into smaller groups. 

20 

(15.4%) 

110 

(84.6%) 

Have 

Knowledge 

14. Targeted market segmentation allows for easier and 

more efficient communication management.  

26 

(20.0%) 

104 

(80.0%) 

Have 

Knowledge 

15. Psychographic segmentation may consider the 

purchase occasion, user status, user rate, loyalty status, 

etc. 

50 

(38.5%) 

80 

(61.5%) 

Have 

Knowledge 

16. Target market is the evaluation of the different 

target markets.  

39 

(30.0%) 

91 

(70.0%) 

Have 

Knowledge 

17. Target market can consider the size of the target 

group or the target group that suites the tourism site’s 

potential.  

33 

(25.4%) 

97 

(74.6%) 

Have 

Knowledge 

18. Target market selection is the marketing to the 

specific group in the desired target market. 

78 

(60.0%) 

52 

(40.0%) 

Lack 

Knowledge 

19. Core identity of the brand is derived from other 

components that give the brand a specific identity 

different from the products of competitors.  

25 

(19.2%) 

105 

(80.8%) 

Have 

Knowledge 

20. The stating of specific qualities is usually done to 

explain the strongest values of the brand.  

71 

(54.6%) 

59 

(45.4%) 

Lack 

Knowledge 

21. Extended identity of the brand is any components 

that add more details about the brand to make it more 

interesting and stronger. 

32 

(24.6%) 

98 

(75.4%) 

Have 

Knowledge 

22. Setting of brand value is when the brand tries to add 

more benefits for the tourists. 

60 

(46.2%) 

70 

(53.8%) 

Have 

Knowledge 

23. Setting the brand value is a method for the brand to 

gain a competitive advantage over its rivals. 

75 

(57.7%) 

55 

(42.3%) 

Lack 

Knowledge 

24. Setting the brand value allows each tourist to 

determine the meaning for the brand in the same way.  

25 

(19.2%) 

105 

(80.8%) 

Have 

Knowledge 

25. Awareness of the brand allows us to know the 

strong points of the brand in the tourists’ mind. 

12 

(9.2%) 

118 

(90.8%) 

Have 

Knowledge 

26. Forming awareness of the brand is required before 

the targeted tourists will decide to visit the attraction 

site. 

26 

(20.0%) 

104 

(80.0%) 

Have 

Knowledge 
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Knowledge of the Branding Process Lack 

Knowledge 

Have 

Knowledge 

Conclusion 

27. Awareness of the brand in the market is necessary 

and must be formed, developed, and always 

maintained.  

36 

(27.7%) 

94 

(72.3%) 

Have 

Knowledge 

28. Brand positioning brings part of the brand identity 

and value to form the brand position. 

57 

(43.8%) 

73 

(56.2%) 

Have 

Knowledge 

29. Brand positioning cannot use mixed marketing as a 

criterion for consideration. 

75 

(57.7%) 

55 

(42.3%) 

Lack 

Knowledge 

30. Brand positioning results from the perceptions of 

the tourists without any association to the attraction 

sites’ image. 

55 

(42.3%) 

75 

(57.7%) 

Have 

Knowledge 

31. Presentation of brand can be done through active 

communication to form differentiation from rivals. 

55 

(42.3%) 

75 

(57.7%) 

Have 

Knowledge 

32. Introducing the brand position can allow the 

tourists to remember the brand easier. 

41 

(31.5%) 

89 

(68.5%) 

Have 

Knowledge 

33. Advertisement, publicizing, and activities at the 

tourism sites are other choices for introducing brand 

positioning.  

15 

(11.5%) 

115 

(88.5%) 

Have 

Knowledge 

34. Relationship management between the brand and 

tourists is the relationship formed between tourists and 

the brand identity at a basic level. 

79 

(60.8%) 

51 

(39.2%) 

Lack 

Knowledge 

35. Forming re-purchasing behavior, frequency of 

buying, and loyalty of tourists toward the brand are part 

of managing the relationship between the brand and the 

tourists. 

23 

(17.7%) 

107 

(82.3%) 

Have 

Knowledge 

36. A method to form the relationship between the 

brand and tourists that is popularly applied is to form 

the brand personality in as similar as possible to the 

target groups’ ways of living. 

39 

(30.0%) 

91 

(70.0%) 

Have 

Knowledge 

37. The analyses of a group of tourists, rivals, and self-

branding can be used to follow up on and evaluate the 

branding. 

37 

(28.5%) 

93 

(71.5%) 

Have 

Knowledge 

38. The branding result assessment assesses the brand 

position as a main factor and it includes the evaluation 

of all components of the brand.    

21 

(16.2%) 

109 

(83.8%) 

Have 

Knowledge 

39. The branding result assessment allows us to 

understand changes in cross targeted groups. 

40 

(30.8%) 

90 

(69.2%) 

Have 

Knowledge 



142 

 

(3) Knowledge of the Academic Sector Stakeholders   

From the result of knowledge testing with the academic sector, it is 

found that the academic sector has knowledge on 36 items while 3 items are unknown 

as shown in table 4.9. 

 

Table 4.9 Knowledge of Academic Sector About the Branding Process 

 

(n=30) 

Knowledge of the Branding Process Lack 

Knowledge 

Have 

Knowledge 

Conclusion 

1. Branding is an activity that follows a procedure, with 

steps and systematic initiation. 

0 

(0.0%) 

30 

(100.0%) 

Have 

Knowledge  

2. Branding is related to other sciences; especially, 

psychology, sociology and tourist behaviors. 

5 

 (16.7%) 

25  

(83.3%) 

Have 

Knowledge  

3. Branding is comparable to the indicator of success in 

strategic development and efficient planning for 

tourism management. 

5 

 (16.7%) 

25  

(83.3%) 

Have 

Knowledge 

4. Understanding the tourists’ lifestyle is part of the 

analysis of tourist’s psychology. 

1 

(3.3%) 

29 

(96.7%) 

Have 

Knowledge 

5. Gender, age, occupation, education level, marital 

status, income, and nationality can be used in the 

analysis of tourists’ demographics. 

0 

(0.0%) 

30 

(100.0%) 

Have 

Knowledge 

6. Seeking the purchasing motivation of the group of 

tourists is an analysis of tourist behavior. 

14 

(46.7%) 

16 

(53.3%) 

Have 

Knowledge 

7. The analysis of strengths, weaknesses, opportunities 

and threats of your rivals is part of the competitor 

analysis. 

1 

(3.3%) 

29 

(96.7%) 

Have 

Knowledge 

8. Image of the competitor’s branding can be analyzed 

from the perception of tourists about the branding. 

2 

(6.7%) 

28 

(93.3%) 

Have 

Knowledge 

9. The branding uniqueness of the competitor cannot be 

used to analyze on the perception of tourist toward their 

branding. 

10 

(33.3%) 

20 

(66.7%) 

Have 

Knowledge 

10. The analysis of self-branding is the analysis of your 

current branding image. 

3 

(10.0%) 

27 

(90.0%) 

Have 

Knowledge 

11. The potential of a brand cannot be used in the self-

branding analysis. 

3 

(10.0%) 

27 

(90.0%) 

Have 

Knowledge 
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Knowledge of the Branding Process Lack 

Knowledge 

Have 

Knowledge 

Conclusion 

12. Self-branding analysis is the analysis of the 

strengths, weaknesses, opportunities and threats of 

your own brand. 

2 

(6.7%) 

28 

(93.3%) 

Have 

Knowledge 

13. Market Segmentation combines large groups of 

tourists with differences into smaller groups. 

4 

(13.3%) 

26 

(86.7%) 

Have 

Knowledge 

14. Targeted market segmentation allows for easier and 

more efficient communication management.  

1 

(3.3%) 

29 

(96.7%) 

Have 

Knowledge 

15. Psychographic segmentation may consider the 

purchase occasion, user status, user rate, loyalty status, 

etc. 

13 

(43.3%) 

17 

(56.7%) 

Have 

Knowledge 

16. Target market is the evaluation of the different 

target markets.  

2 

(6.7%) 

28 

(93.3%) 

Have 

Knowledge 

17. Target market can consider the size of the target 

group or the target group that suites the tourism site’s 

potential.  

1 

(3.3%) 

29 

(96.7%) 

Have 

Knowledge 

18. Target market selection is the marketing to the 

specific group in the desired target market. 

6 

(20.0%) 

24 

(80.0%) 

Have 

Knowledge 

19. Core identity of the brand is derived from other 

components that give the brand a specific identity 

different from the products of competitors.  

0 

(0.0%) 

30 

(100.0%) 

Have 

Knowledge 

20. The stating of specific qualities is usually done to 

explain the strongest values of the brand.  

16 

(53.3%) 

14 

(46.7%) 

Lack 

Knowledge 

21. Extended identity of the brand is any components 

that add more details about the brand to make it more 

interesting and stronger. 

0 

(0.0%) 

30 

(100.0%) 

Have 

Knowledge 

22. Setting of brand value is when the brand tries to add 

more benefits for the tourists. 

0 

(0.0%) 

30 

(100.0%) 

Have 

Knowledge 

23. Setting the brand value is a method for the brand to 

gain a competitive advantage over its rivals. 

1 

(3.3%) 

29 

(96.7%) 

Have 

Knowledge 

24. Setting the brand value allows each tourist to 

determine the meaning for the brand in the same way.  

12 

(40.0%) 

18 

(60.0%) 

Have 

Knowledge 

25. Awareness of the brand allows us to know the 

strong points of the brand in the tourists’ mind. 

0 

(0.0%) 

30 

(100.0%) 

Have 

Knowledge 

26. Forming awareness of the brand is required before 

the targeted tourists will decide to visit the attraction 

site. 

1 

(3.3%) 

29 

(96.7%) 

Have 

Knowledge 



144 

 

Knowledge of the Branding Process Lack 

Knowledge 

Have 

Knowledge 

Conclusion 

27. Awareness of the brand in the market is necessary 

and must be formed, developed, and always 

maintained.  

0 

(0.0%) 

30 

(100.0%) 

Have 

Knowledge 

28. Brand positioning brings part of the brand identity 

and value to form the brand position. 

16 

(53.3%) 

14 

(46.7%) 

Lack 

Knowledge 

29. Brand positioning cannot use mixed marketing as a 

criterion for consideration. 

6 

(20.0%) 

24 

(80.0%) 

Have 

Knowledge 

30. Brand positioning results from the perceptions of 

the tourists without any association to the attraction 

sites’ image. 

1 

(3.3%) 

29 

(96.7%) 

Have 

Knowledge 

31. Presentation of brand can be done through active 

communication to form differentiation from rivals. 

6 

(20.0%) 

24 

(80.0%) 

Have 

Knowledge 

32. Introducing the brand position can allow the 

tourists to remember the brand easier. 

7 

(23.3%) 

23 

(76.7%) 

Have 

Knowledge 

33. Advertisement, publicizing, and activities at the 

tourism sites are other choices for introducing brand 

positioning.  

4 

(13.3%) 

26 

(86.7%) 

Have 

Knowledge 

34. Relationship management between the brand and 

tourists is the relationship formed between tourists and 

the brand identity at a basic level. 

17 

(56.7%) 

13 

(43.3%) 

Lack 

Knowledge 

35. Forming re-purchasing behavior, frequency of 

buying, and loyalty of tourists toward the brand are part 

of managing the relationship between the brand and the 

tourists. 

0 

(0.0%) 

30 

(100.0%) 

Have 

Knowledge 

36. A method to form the relationship between the 

brand and tourists that is popularly applied is to form 

the brand personality in as similar as possible to the 

target groups’ ways of living. 

13 

(43.3%) 

17 

(56.7%) 

Have 

Knowledge 

37. The analyses of a group of tourists, rivals, and self-

branding can be used to follow up on and evaluate the 

branding. 

9 

(30.0%) 

21 

(70.0%) 

Have 

Knowledge 

38. The branding result assessment assesses the brand 

position as a main factor and it includes the evaluation 

of all components of the brand.    

3 

(10.0%) 

27 

(90.0%) 

Have 

Knowledge 

39. The branding result assessment allows us to 

understand changes in cross targeted groups. 

2 

(6.7%) 

28 

(93.3%) 

Have 

Knowledge 
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(4) Knowledge of All Stakeholders  

From the result of knowledge testing with all stakeholders: the public 

sector, the private sector, and the academic sector, it is found that the stakeholders have 

knowledge on 34 items while 5 items are unknown as shown in table 4.10. 

 

Table 4.10 Knowledge of the Stakeholders on the Branding Process 

 

(n=290) 

Knowledge of the Branding Process Lack 

knowledge 

Have 

knowledge 

Conclusion 

1. Branding is an activity that follows a procedure, with 

steps and systematic initiation. 

29 

(10.0%) 

261 

(90.0%) 

Have 

Knowledge  

2. Branding is related to other sciences; especially, 

psychology, sociology and tourist behaviors. 

29 

 (10.0%) 

261  

(90.0%) 

Have 

Knowledge  

3. Branding is comparable to the indicator of success in 

strategic development and efficient planning for 

tourism management. 

58 

 (20.0%) 

232  

(80.0%) 

Have 

Knowledge 

4. Understanding the tourists’ lifestyle is part of the 

analysis of tourist’s psychology. 

65 

(22.4%) 

225 

(77.6%) 

Have 

Knowledge 

5. Gender, age, occupation, education level, marital 

status, income, and nationality can be used in the 

analysis of tourists’ demographics. 

24 

(8.3%) 

266 

(91.7%) 

Have 

Knowledge 

6. Seeking the purchasing motivation of the group of 

tourists is an analysis of tourist behavior. 

218 

(75.2%) 

72 

(24.8%) 

Lack 

Knowledge 

7. The analysis of strengths, weaknesses, opportunities 

and threats of your rivals is part of the competitor 

analysis. 

34 

(11.7%) 

256 

(88.3%) 

Have 

Knowledge 

8. Image of the competitor’s branding can be analyzed 

from the perception of tourists about the branding. 

44 

(15.2%) 

246 

(84.8%) 

Have 

Knowledge 

9. The branding uniqueness of the competitor cannot be 

used to analyze on the perception of tourist toward their 

branding. 

139 

(47.9%) 

151 

(52.1%) 

Have 

Knowledge 

10. The analysis of self-branding is the analysis of your 

current branding image. 

99 

(34.1%) 

191 

(65.9%) 

Have 

Knowledge 

11. The potential of a brand cannot be used in the self-

branding analysis. 

78 

(26.9%) 

212 

(73.1%) 

Have 

Knowledge 
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Knowledge of the Branding Process Lack 

knowledge 

Have 

knowledge 

Conclusion 

12. Self-branding analysis is the analysis of the 

strengths, weaknesses, opportunities and threats of 

your own brand. 

53 

(18.3%) 

237 

(81.7%) 

Have 

Knowledge 

13. Market Segmentation combines large groups of 

tourists with differences into smaller groups. 

76 

(26.2%) 

214 

(73.8%) 

Have 

Knowledge 

14. Targeted market segmentation allows for easier and 

more efficient communication management.  

62 

(21.4%) 

228 

(78.6%) 

Have 

Knowledge 

15. Psychographic segmentation may consider the 

purchase occasion, user status, user rate, loyalty status, 

etc. 

173 

(59.7%) 

117 

(40.3%) 

Lack 

Knowledge 

16. Target market is the evaluation of the different 

target markets.  

52 

(17.9%) 

238 

(82.1%) 

Have 

Knowledge 

17. Target market can consider the size of the target 

group or the target group that suites the tourism site’s 

potential.  

48 

(16.6%) 

242 

(83.4%) 

Have 

Knowledge 

18. Target market selection is the marketing to the 

specific group in the desired target market. 

175 

(60.3%) 

115 

(39.7%) 

Lack 

Knowledge 

19. Core identity of the brand is derived from other 

components that give the brand a specific identity 

different from the products of competitors.  

71 

(24.5%) 

219 

(75.5%) 

Have 

Knowledge 

20. The stating of specific qualities is usually done to 

explain the strongest values of the brand.  

184 

(63.4%) 

106 

(36.6%) 

Lack 

Knowledge 

21. Extended identity of the brand is any components 

that add more details about the brand to make it more 

interesting and stronger. 

68 

(23.4%) 

222 

(76.6%) 

Have 

Knowledge 

22. Setting of brand value is when the brand tries to add 

more benefits for the tourists. 

117 

(40.3%) 

173 

(59.7%) 

Have 

Knowledge 

23. Setting the brand value is a method for the brand to 

gain a competitive advantage over its rivals. 

128 

(44.1%) 

162 

(55.9%) 

Have 

Knowledge 

24. Setting the brand value allows each tourist to 

determine the meaning for the brand in the same way.  

87 

(30.0%) 

203 

(70.0%) 

Have 

Knowledge 

25. Awareness of the brand allows us to know the 

strong points of the brand in the tourists’ mind. 

23 

(7.9%) 

267 

(92.1%) 

Have 

Knowledge 

26. Forming awareness of the brand is required before 

the targeted tourists will decide to visit the attraction 

site. 

50 

(17.2%) 

240 

(82.8%) 

Have 

Knowledge 
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Knowledge of the Branding Process Lack 

knowledge 

Have 

knowledge 

Conclusion 

27. Awareness of the brand in the market is necessary 

and must be formed, developed, and always 

maintained.  

67 

(23.1%) 

223 

(76.9%) 

Have 

Knowledge 

28. Brand positioning brings part of the brand identity 

and value to form the brand position. 

129 

(44.5%) 

161 

(55.5%) 

Have 

Knowledge 

29. Brand positioning cannot use mixed marketing as a 

criterion for consideration. 

133 

(45.9%) 

157 

(54.1%) 

Have 

Knowledge 

30. Brand positioning results from the perceptions of 

the tourists without any association to the attraction 

sites’ image. 

110 

(37.9%) 

180 

(62.1%) 

Have 

Knowledge 

31. Presentation of brand can be done through active 

communication to form differentiation from rivals. 

112 

(38.6%) 

178 

(61.4%) 

Have 

Knowledge 

32. Introducing the brand position can allow the 

tourists to remember the brand easier. 

93 

(32.1%) 

197 

(67.9%) 

Have 

Knowledge 

33. Advertisement, publicizing, and activities at the 

tourism sites are other choices for introducing brand 

positioning.  

57 

(19.7%) 

233 

(80.3%) 

Have 

Knowledge 

34. Relationship management between the brand and 

tourists is the relationship formed between tourists and 

the brand identity at a basic level. 

192 

(66.2%) 

98 

(33.8%) 

Lack 

Knowledge 

35. Forming re-purchasing behavior, frequency of 

buying, and loyalty of tourists toward the brand are part 

of managing the relationship between the brand and the 

tourists. 

54 

(18.6%) 

236 

(81.4%) 

Have 

Knowledge 

36. A method to form the relationship between the 

brand and tourists that is popularly applied is to form 

the brand personality in as similar as possible to the 

target groups’ ways of living. 

84 

(29.0%) 

206 

(71.0%) 

Have 

Knowledge 

37. The analyses of a group of tourists, rivals, and self-

branding can be used to follow up on and evaluate the 

branding. 

83 

(28.6.0%) 

207 

(71.4%) 

Have 

Knowledge 

38. The branding result assessment assesses the brand 

position as a main factor and it includes the evaluation 

of all components of the brand.    

45 

(15.5%) 

245 

(84.5%) 

Have 

Knowledge 

39. The branding result assessment allows us to 

understand changes in cross targeted groups. 

74 

(25.5%) 

216 

(74.5%) 

Have 

Knowledge 
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4.1.2 Qualitative Descriptive Results  

Individual interviews were the tool used for the qualitative research phase in this 

study. There were two groups of key informants 1) foreign tourists who visited the 

world heritage Historic City of Ayutthaya and 2) the stakeholders related to the 

branding of the world heritage Historic City of Ayutthaya.     

4.1.2.1 Tourists’ Interviews 

1) Respondents’ Profiles  

The researcher interviewed the key informants, 30 foreign tourists who 

visited the world heritage Historic City of Ayutthaya (Appendix E). 

2) Interview Questions 

Interview questions about the potential of the world heritage Historic City 

of Ayutthaya (research objective 1) consisted of four questions regarding 1) the 

respondents’ demographic profile, 2) what they felt was the dominant feature of the 

world heritage Historic City of Ayutthaya, 3) their opinion about the potential of the 

world heritage Historic City of Ayutthaya, and 4) suggestions they had regarding 

improving the site as shown in table 4.11.  

 

Table 4.11 Interview Questions for the Key Tourist Informants 

 

Issues Questions 

Question 1  Respondents’ profile ‘Could you please introduce yourself?’ 

Question 2  Dominant point of the 

world heritage Historic 

City of Ayutthaya 

‘What do you consider the dominant point of the world 

heritage Historic City of Ayutthaya and why?’ 

Question 3 Potential of the world 

heritage Historic City 

of Ayutthaya 

‘In your point of view, what are, and how are, the 

potentials the world heritage Historic City of Ayutthaya 

possess?’ 

Question 4 Suggestions ‘Apart from what we have discussed, what are your 

additional suggestions for the world heritage Historic City 

of Ayutthaya?’ 
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3) Interview Results 

  Information gained from the interviews was used as supporting 

information to explain the results of the quantitative research results, which will be 

presented according to the question sequence. 

Question 1 was about the personal information of the interviewee, 

therefore, the researcher will not discuss this information because of research ethics and 

privacy issues.  

1) Question 2: Dominant point of the world heritage Historic City of 

Ayutthaya 

The interview results from the 30 tourists regarding issues related 

to the dominant points of the world heritage Historic City of Ayutthaya can be classified 

into 7 groups: 1) the value of the destination, 2) the uniqueness of the destination, 3) 

traditions, 4) reputation and acceptance, 5) aesthetics, 6) carrying capacity, and 7) 

conservation 

(1) The Value of the Destination 

   Sixteen respondents mentioned the dominant point of the 

destination was its value mentioning things like its crucial role in Thai history that 

reflects the prosperity of the historical background of the world heritage Historic City 

of Ayutthaya, its greatness, and the past prosperity of Krung Sri Ayutthaya, as well as 

reflecting the prosperity of religion. Additionally, some of the interviewees mentioned 

the strength and braveness of the kings of Krung Sri Ayutthaya who fought and 

protected the kingdom preserve the kingdom’s independence for future generations. 

(2) The Uniqueness of the Destination 

Twenty respondents opined that the Buddha head in the PHO 

tree root at Wat Mahathat is a very outstanding feature that provides uniqueness to the 

Historic City of Ayutthaya that was admired and found interesting by tourists, 

especially foreign tourists. Meanwhile, others mentioned the beauty of the Buddha that 

reflects the Ayutthaya era.  

(3) Tradition 

Twelve respondents stated that the world heritage Historic City 

of Ayutthaya still contains traditional and wonderful ruins, including the ancient objects 

displayed in the museum with the marks and seals that reflect the ways of living of 
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Thais during the Ayutthaya era. Some of the tourists mentioned their impressions of the 

beauty of the historical ruins and the red bricks that reflected the extreme age and 

tradition of Ayutthaya that inspired them to imagine the greatness and beauty of the 

kingdom if it had not been destroyed. 

(4) Reputation and Acceptance 

Three respondents said that the Historic City of Ayutthaya has 

many famous places that are well known in online social media. One example is Wat 

Mahapatra, where one of the tourists stated that he wanted to see this temple because 

of the Buddha head image in the tree root. He found out about it on the internet and 

other social websites, as well as from magazines. Additionally, some respondents have 

spread information about Ayutthaya through word of by suggesting visiting to others 

because of the natural and impressive sites.  

(5) Aesthetics 

Twelve respondents expressed that the reason that the Historic 

City of Ayutthaya was interesting and had many important places to visit. Some 

mentioned the beauty of the architecture and art that is still present in the sites.  

(6) Carrying Capacity 

Twelve respondents said that the accessibility to the tourist 

destinations (temples or museums) was quite convenient no matter whether you were 

walking, biking, or travelling on a tour bus. Additionally, they felt that travelling from 

Bangkok to Ayutthaya is easy and convenient because it only takes a short time to travel 

to the destination by train, van, or tour bus.  

(7) Conservation 

Two respondents felt that the Historic City of Ayutthaya 

preserves world heritage in a way that it can be touched and its wonderful aspects 

admired while maintaining the value of the world heritage site.   

2) Question 3: The Potential of the World Heritage Historic City of 

Ayutthaya 

The interviews with the tourists about the potential of the world 

heritage Historic City of Ayutthaya revealed six themes, namely: 1) the value of the 

destination, 2) the uniqueness of the destination, 3) traditions, 4) aesthetics, 5) carrying 

capacity, and 6) conservation. 
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(1) The Value of the Destination 

   Twenty-six tourists who joined the interview had the opinion 

that the Historic City of Ayutthaya had a long historical background and was very 

important to Thailand. This demonstrated the connection of the culture and religion that 

has been continuous since Ayutthaya era. The potential of the destination in terms of 

its value was one of the key factors in making foreign tourists become interested in, and 

want to study, Ayutthaya’s background to gain a better understanding of the history of 

Thailand.  

   (2) The Uniqueness of the Site 

   Four tourists considered remains and artifacts to be so valuable 

that one cannot estimate their financial value. This also included factors like the 

outstanding uniqueness, and beauty of the art and architecture of all of the historical 

sites.  

   (3) Traditions 

   Seventeen tourists stated that the traditions of the site tell about 

the prosperity and greatness of Ayutthaya at that time. Meanwhile, other said that 

wreckage or ruins still required better treatment. However, most of them saw the 

Historic City of Ayutthaya as a world heritage site that reflected the Thai local ways of 

life in that era.   

   (4) Aesthetics 

   Contrary to six tourists spoke about the potential of the Historic 

City of Ayutthaya’s aesthetics in a negative way that there were less attractions and that 

they were not as beautiful as they expected. Most of the people considered the Historic 

City of Ayutthaya to be a cultural world heritage site that was very interesting and that 

it has sufficient potential to attract tourist especially, those who are interested in history 

and cultures.  

   (5) Carrying Capacity 

   Fourteen tourists had negative opinions related to the potential 

of the Historic City of Ayutthaya. They mentioned things such as not having the places 

to rest, insufficient infrastructure, the public transportation system not covering the area 

of the Historic City of Ayutthaya well enough, and tourist information service center 

not being able to meet the needs of tourists. Moreover, limitations related to language 
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and communication barriers with staff and local residents there being too few signs 

providing directions to other places, as well as the key information related to each 

destination being insufficient were also frequently mentioned.  

   (6) Conservation 

   Two tourists stated that, in their opinion, the Historic City of 

Ayutthaya had too many foreign and domestic tourists coming to visit and that it may 

make it difficult to take care of and preserve the destination due to the deterioration and 

destruction cause by such large numbers of tourists.  

3) Question 4: Suggestions for the World Heritage Historic City of 

Ayutthaya 

The interviewees were invited to make suggestions about the 

world heritage Historic City of Ayutthaya beyond those contained in eight main issues. 

their suggestions mainly involved the world heritage sites’ preservation, important 

destination information, signs having symbols and showing routes, activities in the 

destination areas, advertisement and tourism promotion, language and communication, 

and facilities at the destination. 

(1) Preservation of the World Heritage Site 

Three tourists suggested that the preservation of historic sites 

and ancient objects from the Historic City of Ayutthaya is very important to Thailand 

since it already accommodates a large number of tourist and that number may increase. 

It would directly impact the destination in a way that could cause deterioration the 

hallmarks of the world heritage site.     

(2) Important Tourism Information   

Seven tourists suggested providing additional information 

related to the historical sites for helping tourists to learn about and understand the 

background, history and true significance of the Ayutthaya site.   

(3) Signs with Symbols and Showing Routes  

Three tourists suggested that the routes for tourists to get to the 

historic sites and temples should be clearly marked and easy to understand. 

Additionally, the signs around the Ayutthaya site should add more languages to support 

foreign tourists from different groups, such as Chinese tourists, whose number tend to 

increase every year.  
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(4) Activities at the Destination 

One tourist suggested that the Historic City of Ayutthaya should 

increase the activities related to history and critical events in Krung Sri Ayutthaya or 

activities related to the ways people in that era lived. 

(5) Advertising and Tourism Promotion.   

Two tourists opined that there should be more promoting and 

publicizing of festivals and activities in the world heritage Historic City of Ayutthaya 

and that more channels should be added to spread information about Ayutthaya, such 

as using QR Codes at the attractions to make it more convenient for the tourists receive 

information. Moreover, it is a channel which is able to distribute the information widely 

and quickly.  

(6) Language and Communication 

Six tourists suggested that operators that have direct contact with 

foreigners should have better communication skills to facilitate assisting international 

tourists.   

(7) Destination Infrastructure 

Six tourists suggested that the relevant stakeholders should 

create basic infrastructure for the tourist, such as building public toilets in all areas of 

the Ayutthaya site and surrounding historical sites, having a public transportation 

system that covers the area thoroughly, and having sufficient accommodation to support 

tourists during the high season. 

4.1.2.2 Stakeholders Interviews 

1) Respondents’ Profiles  

Thirty stakeholders related to the branding of the world heritage Historic 

City of Ayutthaya were divided into three groups of 10 persons each from the public, 

the private sector, and the academic sectors.  

2) Interview Questions 

The key informants from the stakeholders were asked seven questions 

regarding: 1) personal information of the interviewee; 2) the marketing of the world 

heritage Historic City of Ayutthaya; 3) the potential of the stakeholders related to the 

branding for the world heritage Historic City of Ayutthaya; and 4) other suggestions 

for the marketing analysis of the world heritage Historic City of Ayutthaya and 5) – 7) 
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the potential assessment of the stakeholders related to the branding for the world 

heritage Historic City of Ayutthaya (research objectives 2 and 3) (table 4.12).  

 

Table 4.12 Interview Questions for the Interviewee in the Stakeholders 

 

Issues Questions 

Question 1  Respondents’ profile ‘Could you please introduce yourself?’ 

Question 2  Market segmentation What is the market segmentation of the world heritage 

Historic City of Ayutthaya?   

Question 3  Target market What is the target market of the world heritage Historic 

City of Ayutthaya? 

Question 4  Market positioning What is the marketing position of the world heritage 

Historic City of Ayutthaya? 

Question 5 Skill of stakeholders What are the stakeholders’ skills in branding of the world 

heritage Historic City of Ayutthaya? 

Question 6 Attitude of stakeholders What are the attitudes of the stakeholders regarding 

branding of the world heritage Historic City of 

Ayutthaya? 

Question 7 Suggestions Do you have any suggestion beyond those stated above 

about the world heritage Historic City of Ayutthaya? 

 

3) Interview Results 

Interview data was used to support and explain the quantitative research 

data which is presented according to the order of questions above. 

Question 1 was about the personal information of the interviewees; 

therefore, the researcher will not discuss this part of the research for ethical and 

confidentiality related reasons. 

1) Question 2: What is the market segmentation in the world heritage 

Historic City of Ayutthaya?   

   The interview results from the relevant stakeholders related to 

the branding regarding the issue of the market segmentation for the world heritage 

Historic City of Ayutthaya can be categorized into four categories: geographic, 

demographic, psychological and behavioral criteria.   

 



155 

 

   (1) Geographic Criteria 

   Eighteen of the stakeholders stated that market segmentation can 

use geographic criteria considering that most of the tourists come from European 

countries, such as France, England, Germany, Russia and the Netherlands, accounting 

for no less than 60 percent of all tourists visiting Ayutthaya. The second largest group 

of tourists come from Asia, of which most are Chinese. This is followed by tourists 

from the Americas, and Africa.  

   (2) Demographic Criteria 

   Six of the stakeholders looked at demographic criteria, such as 

age, to define retirees (pensioners) as being the largest tourist group traveling to the 

destination. While 5 of the stakeholders defined the main tourist group as being working 

age, since they are prompt to pay and can travel everywhere. Additionally, three of the 

stakeholders considered the largest group to be the teenagers.    

(3) Psychological Criteria 

   Eight of the stakeholders used psychological criteria to 

determine that most of the tourists come with family, while 5 stakeholders asserted that 

most of the tourists come with their spouse or as a couple. Three stakeholders held the 

position that most tourists come with friends. With regard to haw the tourists were 

travelling, 19 stakeholders held that most of the tourists traveled by themselves or as 

backpackers, while 23 stated that most tourists come with a tour company or buy tour 

packages to travel.   

(4) Behavioral Criteria 

   Eighteen stakeholders used behavioral criteria to assert that most 

of the tourists want to visit a unique place, a world heritage site, or an interesting 

destination with both an interesting history and ancient ruins. However, seven 

stakeholders determined that most tourists want to relax and dive in a place with a 

peaceful atmosphere.  

2) Question 3: What is the Target Market of the World Heritage 

Historic City of Ayutthaya? 

The interviews of the stakeholders related to the target market of the 

world heritage Historic City of Ayutthaya can be divided into two groups, the larger 
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being European tourists and the smaller one including tourists from Asia, Africa, the 

U.S. 

 (1) First Target Tourist Group 

   Twenty-four of the stakeholders viewed the main target group of 

the world heritage Historic City of Ayutthaya as being European tourists. Twelve of the 

24 felt that the main target group were European tourists who were either working age 

or retired who wanted to visit a unique world heritage site. Additionally, 7 of those 12 

stakeholders stated that the main target group was tourists from Europe who were either 

working age or retired, who travelled by themselves, and who wanted to see a unique 

world heritage site like the world heritage Historic City of Ayutthaya. Most tourists 

were traveling with family and spent at least one night in Ayutthaya. However, 18 

stakeholders considered the main target group to be Chinese tourists of retirement age 

who travelled with family or a tour agency and wanted to relax.  

   (2) Second Target Group of Tourists 

   Six stakeholders had the opinion that the secondary target market 

of the world heritage Historic City of Ayutthaya was tourists from Asia (mainly China), 

the U.S., and Africa who were one-day-trip tourists and came with a tour agency. 

Meanwhile, 3 stakeholders defined the second target group as European tourists and 

teenagers. 

3) Question 4: What is the Market Positioning of the World Heritage 

Historic City of Ayutthaya?    

In the interviews with the stakeholders related to the branding with 30 

respondents on the issues of market positioning of the world heritage Historic City of 

Ayutthaya, 12 persons of stakeholders stated that we should present the traditional city 

of Thai. 5 persons of the stakeholders suggested that it should be presented as the world 

heritage Historic City of Thailand. 3 persons of the stakeholders stated that Ayutthaya 

is the historical ruins. 2 persons of the stakeholders stated that it was the kingdom of 

Thailand, the historical place of independent and the past, while one of the stakeholders 

suggested that it should be the sensible place and the city of temples.  
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4) Question 5: What are the Skills of the Stakeholders in the Branding 

of the World Heritage Historic City of Ayutthaya?  

The interview results of the stakeholders related to their branding skills 

can be classified into skills related to the five steps of branding: 1) brand analysis 

(including tourist analysis, competitor analysis, and self-analysis), 2) target market 

segmentation (including market segmentation and target market), 3) brand management 

(including creating core and extended identity, value proposition, and brand 

awareness), 4) brand implementation (including brand positioning, brand presentation, 

customer-brand relationship, and 5) branding evaluation. 

The skills of the stakeholders were measured by asking about the 

process of branding indirectly, then content analysis was used to determine the results 

from the interview. The researcher separated the skill levels of the stakeholders into 

three categories defines as follows: 1) a low level where up to four people from each 

sector can do every step of branding, 2) a middle level where five to seven people of 

each sector can do every step of branding, and 3) a high level when eight or more people 

in each sector can do every step of branding. The results indicated that all sectors have 

a middle skill level related to analyzing the brand, which means they can perform the 

first step of the branding process. In the second step, the public sector has a high level 

of skill in target market segmentation, whereas the private and the academic sectors 

have a middle skill level. All three sectors were found to have a middle level of skill 

with regard to the third step, brand management. The public and the academic sectors 

had a middle skill level in regard to the brand implementation step, while the private 

sector had a high level of skill. With regard to the final step, brand evaluation, the public 

and private sectors had a low-level skill, whereas the academic sector had a high skill 

level, which reflects how they measured their performance in branding, as shown in 

table 4.13. 

These are the overall skill levels in the branding process of the 

stakeholders from each sector in the branding process. The skills of the stakeholders 

from each sector will be presented next to demonstrate the details about their abilities 

in and opinions about the branding process. 
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Table 4.13 Skills of the Stakeholders on the Branding Process Classified by Sector 

 

Sectors 

Branding Process 

Brand 

Analysis 

Target Market 

Segmentation 

Brand 

Management 

Brand 

Implementation 

Brand 

Evaluation 

Public  Middle 

(5 Persons) 

High 

(8 Persons) 

Middle 

(6 Persons) 

Middle 

(5 Persons) 

Low 

(4 Persons) 

Private  Middle 

(5 Persons) 

Middle 

(7 Persons) 

Middle 

(7 Persons) 

High 

(9 Persons) 

Low 

(4 Persons) 

Academic  Middle 

(7 Persons) 

Middle 

(6 Persons) 

Middle 

(6 Persons) 

Middle 

(6 Persons) 

High 

(9 Persons) 

 

   (1) Brand Analysis  

   Thirteen of the stakeholders (5 public sector, 4 private sector, 

and 4 academic sector) have skills in analyzing tourist groups and stated their opinions 

that tourist analysis is the first process to perform because you need to know who the 

group of tourists travel to the Historic City of Ayutthaya are and what their travel styles 

are. While 3 of the stakeholders (2 public sector and 1 private sector) have skills in 

competitor analysis and stated that you also need to analyze the competitors of the 

Historic City of Ayutthaya as well. All of the stakeholders stated that they have self-

analysis skills.  

   (2) Target Market Segmentation 

Seven of the stakeholders (2 private sector and 5 academic 

sector) said they have skills in target market segmentation, which is the step to generate 

balance between what the Historic City of Ayutthaya has and who the tourists are. 

Additionally, 9 persons the stakeholders (5 public sector, 2 private sector, and 2 

academic sector) have skills in market segmentation and the target market steps. 

(3) Brand Management 

Eight of the stakeholders (5 private sector and 3 academic sector) 

stated that they had skills in brand management, which is the process that help use 

dominant features of the Ayutthaya site for developing the brand. Seventeen of the 

stakeholders (9 public sector, 3 private sector, and 5 academic sector) said they have 

skills in creating core and extended identities, while 19 stakeholders (8 public sector, 4 
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private sector, and 7 academic sector) claimed to have skills in positioning the value of 

the brand. In addition, 11 stakeholders (5 public sector, 4 private sector, and 2 academic 

sector) stated they have skills in creating brand awareness. 

   (4) Brand Implementation.  

Nine of the stakeholders of (3 public sector, 3 private sector, and 

3 academic sector) said they have skills in brand implementation, which is the step to 

understand how to branding methods. Eight stakeholders (3 public sector and 5 private 

sector) have skills in brand positioning, while 10 of the stakeholders (4 public sector, 5 

private sector, and 1 academic sector) have skills in presenting the brand in any form. 

Additionally, 8 stakeholders (2 public sector, 3 private sector, and 3 academic sector) 

have skills in managing the customer brand relationship.  

 (5) Brand Evaluation  

Fifteen of the stakeholders 4 public sector, 4 private sector, and 

7 academic sector) have skills related to brand evaluation, which is the process of 

determining whether the created brand can be used.    

5) Question 6: What are the Attitudes of the Stakeholders Related to 

the Branding of the World Heritage Historic City of Ayutthaya?  

Interview results regarding the attitude of the stakeholders in the 

branding process of the Historic City of Ayutthaya can be classified into 5 categories: 

brand analysis, target market segmentation, brand management, brand implementation, 

and brand evaluation. The researcher measured the attitude of the stakeholders by 

asking for their opinions regarding the branding process for the world heritage Historic 

City of Ayutthaya and classified them as either positive or negative. The former was 

measured based on the stakeholders’ statements showing their willingness to, and the 

potential to be able, do each step of branding, such as “I can do it”, “It is possible to do 

it”, or “Of course, it can be true”. The latter was measured based on statements showing 

their unwillingness of the stakeholder to do the steps of branding such as “I don’t think 

I can do it”, “It is impossible to do it for the Ayutthaya site”, or “It might be possible, 

but very difficult, to do it”. The researcher used the number of the stakeholders from 

each sector expressing positive attitudes or opinions to interpret their attitude regarding 

the branding process. If four or fewer people from each sector expressed an opinion, or 

used words, in a positive way, it was considered to a negative attitude regarding that 
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step of the branding process. Conversely, if five or more people from that sector 

expressed an opinion, or used words, in a positive way, the sector was considered to 

have a positive attitude regarding that step of the branding process. 

Overall, the stakeholders had a positive attitude regarding the branding 

process for the world heritage Historic City of Ayutthaya because most of them used 

positive language to express their opinions. The private and academic sectors had a 

positive attitude regarding all steps of the branding process, while the public sector had 

a positive attitude regarding all parts of the branding process except target market 

segmentation, which they held a negative attitude about (table 4.14).  

 

Table 4.14 Overall Attitude of the Stakeholders on the Branding Process Classified by 

Sector 

 

Sectors 

Attitudes Regarding the Branding Process 

Brand 

Analysis 

Target Market 

Segmentation 

Brand 

Management 

Brand 

Implementation 

Brand 

Evaluation 

Overall Positive 

(23 Persons) 

Positive 

(20 Persons) 

Positive 

(20 Persons) 

Positive 

(24 Persons) 

Positive 

(17 Persons) 

Public  Positive 

(6 Persons) 

Negative 

(4 Persons) 

Positive 

(5 Persons) 

Positive 

(6 Persons) 

Positive 

(5 Persons) 

Private  Positive 

(7 Persons) 

Positive 

(6 Persons) 

Positive 

(8 Persons) 

Positive 

(8 Persons) 

Positive 

(5 Persons) 

Academic  Positive 

(10 Persons) 

Positive 

(10 Persons) 

Positive 

(7 Persons) 

Positive 

(10 Persons) 

Positive 

(7 Persons) 

 

(1) Brand Analysis  

   Twenty-three of the stakeholders (6 public sector, 7 private 

sector, and 10 academic sector) had a positive attitude regarding the brand analysis of 

the world heritage Historic City of Ayutthaya, while 7 stakeholders (4 public sector and 

3 private sector) had a negative attitude toward its brand analysis.  

   (2) Target Market Segmentation 

Twenty of the stakeholders (4 public sector, 6 private sector, and 

10 academic sector) had positive attitudes toward the target market segmentation, while 
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10 stakeholders (6 public sector and 4 private sector) expressed negative attitudes about 

target market segmentation of the Historic City of Ayutthaya.  

(3) Brand Management 

Twenty of the stakeholders (5 public sector, 8 private sector, and 

7 academic) had the positive attitudes about Ayutthaya’s brand management, while 10 

(5 public sector, 3 private sector, and 2 academic sector) held a negative attitude toward 

the brand management of the Historic City of Ayutthaya.  

 (4) Brand Implementation  

Twenty-four of the stakeholders 6 public sector, 8 private sector, 

and 10 academic sector) expressed a positive attitude toward the brand implementation, 

while 6 stakeholders (4 public sector and 2 private sector) had negative views about the 

brand implementation of the Historic City of Ayutthaya.  

(5) Brand Evaluation 

Seventeen of the stakeholders (5 public sector, 5 private sector, 

and 7 academic sector) expressed positive attitudes toward Ayutthaya’s brand 

evaluation, while 13 stakeholders (5 public sector, 5 private sector, and 3 academic 

sector) impressions of the Historic City of Ayutthaya brand evaluation were negative. 

6) Question 7: Beyond the Items Mentioned Above, do you have any 

suggestions for the world heritage Historic City of Ayutthaya? 

The results of the interviews with the stakeholders’ suggestions 

regarding the branding of the world heritage Historic City of Ayutthaya can be divided 

into five aspects, based on the “5Ps”, namely: 1) place, 2) people, 3) plan, 4) promotion, 

and 5) participation. 

(1) Place 

Five of the stakeholders of (3 public sector and 2 private sector) 

spoke about the issue of car park allocation which negatively affects the beautiful 

scenery of the world heritage Historic City of Ayutthaya and also causes deterioration 

of the destination. They expressed that there should be more efficient management of 

the car park lots by issuing rules about where and how tour agencies and tourists can 

park the cars in designated places, then letting the tourists walk to the destinations. 

Meanwhile, some of the stakeholders also suggested that it was clearly necessary for 

rapid improvement in the Historic City of Ayutthaya infrastructure to enhance the 
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tourist carrying capacity. Other suggestions included developing the tourism sources, 

improving the internal and external zoning management, and improving the 

preservation systems of the tourism destinations.  

(2) People 

Six stakeholders (4 private sector and 2 academic sector) brought 

up the issue of human resources development that would arrange personnel training 

about branding to provide knowledge and improve skills sufficiently to ensure the 

continuity of the world heritage Historic City of Ayutthaya’s branding. There were also 

suggestions for creating a core team to organize the branding for clarity in the 

operations and to train the local tour guides to a standard which would allow them to 

be able to serve foreign tourists well. While some stakeholders who suggested that the 

orders to do these things needed to originate from a high authority so people would give 

them first priority and they would ensure their subordinates would work efficiently.  

(3) Plan 

Seven of the stakeholders (3 public sector and 4 academic sector) 

suggested that having a branding plan would be a positive step for tourism in Ayutthaya 

province and that there should be a continuous evaluation of the effectiveness of the 

operations related to the branding of the world heritage Historic City of Ayutthaya. The 

stakeholders also felt that the planning and processed for the branding should be clearly 

defines and easily understood. In addition, there were used for operational staff to 

operate the branding process. Some stakeholders suggested studying the information 

about the Historic City of Ayutthaya and using the information with new techniques 

that are useful for the branding of Ayutthaya. However, some stakeholders suggested 

that legal issues and the regulations related branding for the Ayutthaya site would have 

to be researched in before starting the branding process.  

(4) Promotion 

Three stakeholders (2 public sector, and of academic sector) 

suggested that the channel of communication between the tourists and any of the public 

departments that they could need to contact need to be improved, as well as more clearly 

who the person from each agency is who should handle the tourists’ problems. 

Additionally, many felt that having more supporting activities to promote the awareness 

of the tourists was required. 
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(5) Participation 

Four of the stakeholders (1 public sector, 2 private sector, and 1 

academic sector) suggested collaboration among the stakeholders, in which the 

members from the public, private, and academic sectors worked together. They also felt 

that there should be an understanding among the relevant departments who work in the 

branding efforts and that they should collaborate with the stakeholders in the province. 

While some stakeholders reflected their worries about issues related to car park 

management by the private sector because it may cause conflict between the regulators 

and tourism entrepreneurs. Thus, there should collaboration to find an agreement would 

be fair for everyone.  

It should be noted that the stakeholders’ suggestions were mainly 

considered all elements related to the world heritage Historic City of Ayutthaya to 

enhance tourism in the area. There should be collaborated processes among 

stakeholders and continuously improved for both people and tourist destination. When 

improving the destination, stakeholders should maintain the Ayutthaya site carefully, 

then they should enhance their knowledges, skills, and attitudes to arrange themselves 

for developing tourist destination efficiently. Next, they should arrange the right and 

appropriate plans to the right things. When developing internal elements of tourist 

destination, they should present the dominant improvement or the uniqueness of the 

world heritage Historic City of Ayutthaya to the tourists and then they should bring the 

stakeholders, tourist destination, and tourists to joint activities together. Collaborating 

in the process will be the best participation of tourism in the country.   
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4.2 The Potential of the World Heritage Historic City of Ayutthaya  

In relation to research objective 1, the potential of the world heritage Historic 

City of Ayutthaya was looked at. Beneath the main research question ‘What is the 

potential of the world heritage Historic City of Ayutthaya?’ there were five research 

sub-questions to be answered (4.2.1 – 4.2.5).  

 

4.2.1 What is the Potential of the World Heritage Historic City of 

Ayutthaya? (RQ1)………. 

From the data, the average the features of the world heritage Historic City of 

Ayutthaya with the top potential are its historical importance of Thailand (�̅� = 4.41), 

long history (�̅� = 4.37), being a precious archaeological site (�̅� = 4.35), being an 

interesting site (�̅� = 4.33) and that it is well-known historical site (�̅� = 4.27).  

Additionally, the questionnaire respondents felt that the characteristics of the 

world heritage Historic City of Ayutthaya made it a unique archaeological site  (�̅� = 

4.17), with importance related to Buddhism’s history and present (�̅� = 4.14), being 

worth spending money (�̅� = 4.03), it demonstration of the prosperity and beauty of the 

past (�̅� = 4.01), its being widely accepted in general (�̅� = 3.97), its convenient 

accessibility (�̅� = 3.96), the safety of life and belongings(�̅� = 3.92), having a peaceful 

atmosphere (�̅� = 3.87), containing ancient art and antique objects (�̅� = 3.76), the 

cleanliness of the area (�̅� = 3.65), providing facilities such as information service 

centers, restaurants, beverage shops, and restroom  (�̅� = 3.50),  providing clear 

interpretations at the site (�̅� = 3.50), having good area management (�̅� = 3.46), 

reflecting ways of life in the past (�̅� = 3.43) all have the high potential. However, 

providing additional activities in the area (�̅� = 3.03) would have moderate efficiency 

(table 4.15). 
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Table 4.15 Mean Ranking of the Potential of the World Heritage Historic City of 

Ayutthaya 

 

(n = 412) 

Rank The Potential of the World Heritage  

Historic City of Ayutthaya 

�̅� S.D. Level of 

Potential 

1 Historical importance of Thailand 4.41 .669 The most 

2 Having a long history  4.37 .659 The most 

3 Being a precious archaeological site 4.35 .696 The most 

4 Interesting site 4.33 .674 The most 

5 Being a well-known historical site  4.27 .778 The most 

6 Unique archaeological site   4.17 .803 Much 

7 Importance of Buddhism history to the present 4.14 .770 Much 

8 Value for money 4.03 .818 Much 

9 Showing the prosperity and beauty of the past 4.01 .775 Much 

10 Widely accepted 3.97 .768 Much 

11 Convenient accessibility 3.96 .827 Much 

12 Safety for life and belongings 3.92 .821 Much 

13 Peaceful atmosphere 3.87 1.006 Much 

14 Having the ancient art and antique objects 3.76 .922 Much 

15 Cleanliness of the area 3.65 .959 Much 

16 Providing facilities such as an information service 

center, restaurants, beverage shops and restrooms   

3.50 1.029 Much 

17 Showing a clear interpretation at the site 3.50 .892 Much 

18 Having area management  3.46 .841 Much 

19 Reflecting historical ways of life 3.43 .894 Much 

20 Providing additional activities in the area 3.03 .995 Moderate 

 

The potential of the world heritage Historic City of Ayutthaya can be analyzed 

individually through looking at seven aspects which are: 1) the value of the destination 

(items 1-3: (1) Historical importance of Thailand, (2) Importance to Buddhism’s history 

and present, and (3) Having a long history), 2) its uniqueness (items 4-5: (4) Being a 

precious archaeological site and  (5) Unique archaeological site), 3) traditions (items 6-

8: (6) Reflecting historical ways of life, (7) Showing the prosperity and beauty of the 

past, and (8) Having the ancient art and antique objects), 4) its reputation and 
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acceptance (items 9-10: (9) Being a well-known historical site and (10) Widely 

accepted), 5) aesthetics (items 11-12: (11) Peaceful atmosphere and (12) Interesting 

site), 6) the carrying capacity (items 13-18: (13) Providing additional activities in the 

area, (14) Providing facilities such as an information service center, restaurants, 

beverage shops and restrooms, (15) Showing a clear interpretation at the site, (16) 

Safety for life and belongings, (17) Convenient accessibility, and (18) Cleanliness of 

the area), and 7) its management (items 19-20: (19) Value for money and (20) Having 

area management) (table 4.16).  

 

Table 4.16 Average Potential Attributes of the World Heritage Historic City of 

Ayutthaya 

 

Potential Attributes �̅� Level of 

Potential 

1. The value of destination 4.31 The most 

2. The uniqueness 4.26 The most 

3. Tradition 3.73 Much 

4. Reputation 4.12 Much 

5. Aesthetics 4.10. Much 

6. Carrying capacity 3.59 Much 

7. Management 3.74 Much 

 

According to the results about the potential of the world heritage Historic City 

of Ayutthaya, the perspective of tourists who travel to visit the world heritage site refer 

to the world heritage Historic City of Ayutthaya as having the potential related to ‘the 

value of destination’ the most. This is the reason to point out the importance of the 

history of the Ayutthaya kingdom. There are many stories and a lot of history that 

reflects the value of remaining independent until now.  This result is consistent with the 

interview results where most of tourists stated that tourists who traveled to visit the 

historical site because they were interested in, and wanted to either study or investigate, 

the history to better understand Thai history and culture. Some tourists contributed 

opinions that this kingdom is permeated with the hostility and perseverance of the kings 
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and citizens who sacrificed their blood to protect the nation’s independence. One phrase 

from the interviews is: 

 

“They have the grandness of kingdom for each king that tried to protect  

their freedom from enemies.” (T24) 

 

Also, most tourists also stated that the world heritage Historic City of Ayutthaya 

has the potential based on its uniqueness, in which outstanding because of the ancient 

sites and antique objects from the era of Krung Sri Ayutthaya that were influenced by 

the various architectures of each era, such as the characteristics of stupas and the 

structure styles of the Buddha images in Krung Sri Ayutthaya. This result is consistent 

with the interview result from tourists that considered the world heritage Historic City 

of Ayutthaya as a place for Thai people. There are respective and careful places to visit 

for tourists. Moreover, there is the outstanding and beautiful architectures that are 

present in the historical structures showcasing the uniqueness from each era throughout 

the historical sites surrounding the world heritage Historic City of Ayutthaya. One 

interviewee stated:  

 

“I think Ayutthaya city is the religious places, when I visit all of building such 

as temples, stupas, brick walls; I have to respect and be careful for them.” (T19) 

 

The reputation and acceptance of the world heritage Historic City of Ayutthaya 

is another potential that the tourists mentioned as being an important factor that would 

make tourists aware of, and intend to visit, the world heritage Historic City of 

Ayutthaya. The tourists mentioned that this world heritage site is a famous historical 

and acknowledged site in terms of both its physical beauty and reputation, as well as 

the great history and key events which happened in the time of the Ayutthaya kingdom, 

which is also consistent with the research. In the interviews, participants mentioned that 

tourists wanted to have experiences and create memories while traveling to this world 

heritage site. One quote from an interview expressing this is: 
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“Most tourists come here to visit Ayutthaya Historic park because they want to 

experience the long standing place, and they can still see a lot of ruins from many 

periods of history in ancient times.” (T18) 

 

Tourists who prefer a calm atmosphere said that visiting the world heritage site 

and being surrounded by the historic ruins, and so many other sites that can also be 

seen, and hearing the stories about the sites that made them feel good and peaceful. The 

tourists mentioned that the world heritage Historic City of Ayutthaya has potential 

related to its aesthetics, since it is a beautiful historical site that can attract tourists, is 

consistent with the interview results showing that a large number of tourists wanted to 

see the amazing and beautiful historical site. There are also many archeological sites to 

explore, such as temples, stupas, Buddha statues, wall paintings, and secret rooms in 

some historic sites. One interviewee stated:  

 

“It is a very amazing place and there is lots to explore.” (T1) 

 

With regard to the potential of the world heritage Historic City of Ayutthaya 

related the traditions and management, some tourists mentioned there was a moderate 

level of potential since historical places have been renovated to make them more 

suitable for tourists, such as repairing some pillars in the historical sites that could fall 

down or are broken and water damage. The relevant departments should renovate some 

parts to improve safety for the tourists. However, most of the tourists mentioned that 

the Historic City of Ayutthaya has done a pretty good job of preserving the traditions 

and also reflects the ways of living of Thai people in the Ayutthaya kingdom’s era. This 

result is consistent with the findings from the interviews about tourist’s perspective of 

the Historic city of Ayutthaya showing the past prosperity and beauty of the kingdom 

and civilization of that era. One quote from the interviews related to this is: 

 

“Ayutthaya Historic park is special for the tourists, because it showed  

the tourists another shape of human civilization.” (T4) 
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The least potential level of the world heritage Historic City of Ayutthaya in the 

tourists’ perspective is carrying capacity, which is consistent with the interview results. 

The tourists mentioned that the Historic City of Ayutthaya has a very low number of 

rest zone that are provided when compared with the number of tourists travelling to this 

world heritage site, which is increasing each year. One quote from the interviews is: 

 

“There is no place for tourists to rest, not even a bench.” (T7) 

 

Basic infrastructure in the area is not sufficient and full of limitations since the 

characteristics of the surrounding area make it difficult to allocate construction and 

facility sites which may affect the historical sites and the community. Also, the potential 

of public transportation in the area is low and does not cover all of the tourism areas. 

This result is consistent with the interview results of the tourists who stated that they 

feel that the conveniences available while traveling to the historical site were 

insufficient. One interviewee said: 

 

“In terms of physical, it is the restricting of the infrastructure, because it is very 

obsolescent in here.” (T10) 

 

Some of the tourists mentioned that there are too few tourist’s information 

service centers and it makes difficult for them to find the necessary information to travel 

around the world heritage Historic City of Ayutthaya. Additionally, the service center 

has a lot of limitations related to the language’s information is available in. One of a 

phrase from the interview is:  

 

“I think it is very low facilities in transportation because I cannot go to my hotel 

easily due to low sign information, little people that can speak English, and little public 

transportation in the city.” (T18) 

 

Some tourists mentioned the signs providing directions around the area 

surrounding the Ayutthaya site still rarely reveal potential and are insufficient to 

support global tourists. In addition to this, the researcher analyzed the relationship 
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between the potential of the Ayutthaya site related to each aspect, the potential to revisit, 

and the suggest visiting to others. Most of the tourists mentioned that much less chance 

that they would revisit and that there are no attractions to bring them back again. 

However, most of the tourists also mentioned that the Ayutthaya site has outstanding 

uniqueness, as well as being a world heritage site that is full of aesthetic wonders, in 

which would lead them to suggest to others that they should visit the site. 

In summary, the world heritage Historic City of Ayutthaya has the potential 

because of its uniqueness and aesthetics that causes tourists to suggest others to visit. 

Therefore, if the relevant departments can encourage this potential and promote and 

publicize it to the tourists so they get more information, it would support more tourists 

traveling to the world heritage Historic City of Ayutthaya.  

 

4.2.2 What are the Tourist’s Demographic Characteristics that Affect the 

Potential of the World Heritage Historic City of Ayutthaya? (RO2) 

Overall, the statistical correlation testing of demographic variable that affected 

the potential of the world heritage Historic City of Ayutthaya consisted of gender, age, 

marital status, education, occupation, and religion by analyzing the one-on-one 

relationship between demographic variables and 20 potential attributes of the Historic 

City of Ayutthaya. The results found a statistically significant correlation (P<0.05) to 

the potential of the Historic City of Ayutthaya related to gender and education (related 

to five attributes), marital status (related to one attribute), and income (related to 2 

attributes).  

Moreover, the researcher summarized the overall potential of the world heritage 

Historic City of Ayutthaya and divided it into seven core groups that consist of the 

value of destination (potential of attributes No. 1 – 3), the uniqueness (potential of 

attributes No. 4 – 5), tradition (potential of attributes No. 6 – 8), reputation and 

acceptance (potential of attributes No. 9 – 10), aesthetics (potential of attributes No. 11 

– 12), carrying capacity (potential of attributes No. 13 – 18), and management potential 

of attributes No. 19 – 20). It was found that gender is significantly correlated to the 

potential of both reputation and acceptance and carrying capacity. Whereas, education 

is significantly correlated to the potential of tradition and carrying capacity, as shown 

in table 4.17). 
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Table 4.17  Overall Statistical Correlation Testing Results for Demographic on Potential Attributes of the World Heritage Historic City of 

Ayutthaya 

 

The Potential of the World Heritage  

Historic City of Ayutthaya 

Gender Age Marital 

Status 

Education Occupation Income Religion 

1. Historical importance to Thailand .002 .041 .074 .119* -.038 -.042 -.025 

2. Importance of Buddhism history to the present  .098* -.045 .027 -.041 -.048 -.009 -.036 

3. Having a long history  .043 -.042 -.036 -.022 -.003 -.069 -.013 

4. Being a precious archaeological site .045 -.014 .035 .053 .029 -.070 .007 

5. Unique archaeological site   .100* .041    .062 .051 -.019 .010 -.027 

6. Reflecting historical ways of life  .047 -.002 .050 -.114* .041 -.057 -.044 

7. Showing the prosperity and beauty of the past  .103* -.034 .028 -.094 -.014 -.035 .081 

8. Having ancient art and antique objects .033 .041 .045 -.075 .012 .020 -.021 

9. Being a well-known historical site .051 .062 .114* .052 .034 -.066 -.030 

10. Widely accepted  .149** -.056 -.013 -.042 .049 .049 -.002 

11. Peaceful atmosphere .053 -.022 .032 -.099* -.019 -.027 -.046 

12. Interesting site .054 -.001 .020 -.035 .022 .053 .046 

13. Providing additional activities in the area  .080 -.056 -.012 -.220* -.031 -.040 .045 

14. Providing facilities  .073 -.087 -.004 -.121* -.052 -.028 -.001 

15. Showing a clear interpretation of the site  .038 .027 .068 -.094 -.011 .036 -.075 

16. Safety for life and belongings  .013 .005 -.022 -.039 .018 .161** -.002 

17. Convenient accessibility  .042 .033 .070 -.026 .049 .116 .000 
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The Potential of the World Heritage  

Historic City of Ayutthaya 

Gender Age Marital 

Status 

Education Occupation Income Religion 

18. Cleanliness of the area .117* -.011 .036 -.077 .031 .015 .027 

19. Value for money .044 -.030 -.010 .012 -.022 .038 .006 

20. Having area management .073 -.037 .026 -.051 -.041 .123* .051 

Value of destination (1-3)  .063 -.021 .028 .020 -.038 -.048 -.032 

Uniqueness (4-5) .085 .018 .057 .060 .004 -.031 -.013 

Tradition (6-8) .077 .005 .054 -.123* .019 -.030 .002 

Reputation and acceptance (9-10) .127** .004 .065 .006 .052 -.009 -.021 

Aesthetics (11-12) .065 -.017 .033 -.090 -.003 .006 -.011 

Carrying capacity (13-18) .098* -.028 .033 -.156** -.003 .060 .000 

Management (19-20) .071 -.041 .010 -.024 -.038 .097 .035 

Average potential (1-20) .123* -.020 .056 -.097* -.003 .020 -.007 

Number of significant attributes 5 0 1 5 0 2 0 

 

Note:  * p<0.05, ** p<0.01, Value of destination (Average of potential 1-3), Uniqueness (Average of potential 4-5), Tradition (Average of 

potential 6-8), Reputation and acceptance (Average of potential 9-10), Aesthetics (Average of potential 11-12), Carrying capacity 

(Average of potential 13-18), Management (Average of potential 19-20), Average potential (Average of potential 1-20) 
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4.2.1.1 Gender 

Overall, analyzing the correlation of gender to the potential of the world 

heritage Historic City of Ayutthaya revealed that there was a significant correlation  

(t = -2.51, P-Value = .013) related to the importance to Buddhist history (P-Value = 

.046), being a unique archaeological site (P-Value = .043), showing the prosperity and 

beauty of the past (P-Value = .036), being widely accepted (P-Value = .002), and the 

cleanliness of the area (P-Value = .018). Overall, the average of the potential of the 

Ayutthaya site in the opinion of males is statistically significantly less than that of 

female for all attributes (�̅�𝒎𝒂𝒍𝒆 = 3.85, �̅�𝒇𝒆𝒎𝒂𝒍𝒆 = 3.96, P-Value = .013). 

When considering the comparison of the average of the potential of the 

world heritage Historic City of Ayutthaya for each attribute classified by gender, the 

results indicated that male perspective of the potential of the world heritage Historic 

City of Ayutthaya relate to the importance to Buddhist history (�̅�𝑚𝑎𝑙𝑒 = 4.06, �̅�𝑓𝑒𝑚𝑎𝑙𝑒 

= 4.22, P-Value = .047), being a unique archaeological site (�̅�𝑚𝑎𝑙𝑒 = 4.08, �̅�𝑓𝑒𝑚𝑎𝑙𝑒 = 

4.24, P-Value = .043), showing the prosperity and beauty of the past (�̅�𝑚𝑎𝑙𝑒 = 3.93, 

�̅�𝑓𝑒𝑚𝑎𝑙𝑒 = 4.09, P-Value = .036), being widely accepted (�̅�𝑚𝑎𝑙𝑒 = 3.86, �̅�𝑓𝑒𝑚𝑎𝑙𝑒 = 4.09, 

P-Value = .002), and the cleanliness of the area (�̅�𝑚𝑎𝑙𝑒 = 3.53, �̅�𝑓𝑒𝑚𝑎𝑙𝑒 = 3.76, P-Value 

= .018) is significantly less than the female perspective. Moreover, when considering 

the overall of the potential of the Historic City of Ayutthaya, the results indicated that 

the potential of reputation and acceptance (�̅�𝑚𝑎𝑙𝑒 = 4.04, �̅�𝑓𝑒𝑚𝑎𝑙𝑒 = 4.20, P-Value = 

.010) and the potential of carrying capacity (�̅�𝑚𝑎𝑙𝑒 = 3.53, �̅�𝑓𝑒𝑚𝑎𝑙𝑒 = 3.65, P-Value = 

.048) of the average of male is significantly less than that of females (table 4.18). 

4.2.1.2 Age 

The analysis of the statistical correlation of the of the age of the 

respondents to the potential of the world heritage Historic City of Ayutthaya indicated 

that most of the correlations to the potential of the Historic City of Ayutthaya were 

negative. They revealed that younger respondents tended to have a more positive 

outlook than the older respondents on things such as the potential related to representing 

the Buddhist religion’s history, having a long historical background, and the valuable 

historical sites, but is the difference was not statistically significant.  
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Table 4.18 Gender Comparison on Potential Attributes of the World Heritage Historic 

City of Ayutthaya 
 

(n = 412) 

The Potential of the World Heritage  

Historic City of Ayutthaya 

Male 

(n=203) 

Female 

(n=209) 

t P-value 

𝒙 SD 𝒙 SD 

1. Historical importance to Thailand 4.41 .707 4.41 .630 -.040 .968 

2. Importance of Buddhism history to the 

present  

4.06 .797 4.22 .738 -2.00 .046* 

3. Having a long history  4.34 .689 4.40 .629 -.879 .380 

4. Being a precious archaeological site 4.32 .717 4.38 .676 -.914 .361 

5. Unique archaeological site   4.08 .837 4.24 .761 -2.03 .043* 

6. Reflecting historical ways of life  3.38 .862 3.47 .925 -.960 .337 

7. Showing the prosperity and beauty of the past  3.93 .748 4.09 .794 -2.10 .036* 

8. Having ancient art and antique objects 3.73 .955 3.79 .890 -.665 .507 

9. Being a well-known historical site 4.23 .788 4.31 .767 -1.04 .299 

10. Widely accepted  3.86 .741 4.09 .780 -3.05 .002* 

11. Peaceful atmosphere 3.82 1.010 3.92 1.002 -1.07 .287 

12. Interesting site 4.29 .652 4.36 .695 -1.10 .272 

13. Providing additional activities in the area  2.95 .999 3.11 .987 -1.63 .104 

14. Providing facilities  3.42 .999 3.57 1.054 -1.49 .138 

15. Showing a clear interpretation of the site  3.47 .880 3.54 .904 -.772 .440 

16. Safety for life and belongings  3.91 .800 3.93 .843 -.269 .788 

17. Convenient accessibility  3.93 .844 4.00 .812 -.847 .397 

18. Cleanliness of the area 3.53 .976 3.76 .932 -2.38 .018* 

19. Value for money 3.99 .844 4.06 .791 -.894 .372 

20. Having area management 3.40 .835 3.52 .844 -1.48 .139 

Value of destination (1-3)  4.27 .587 4.34 .534 -1.27 .204 

Uniqueness (4-5) 4.20 .672 4.31 .638 -1.73 .085 

Tradition (6-8) 3.68 .661 3.78 .653 -1.57 .117 

Reputation and acceptance (9-10) 4.04 .599 4.20 .610 -2.59 .010* 

Aesthetics (11-12) 4.05 .685 4.14 .694 -1.31 .189 

Carrying capacity (13-18) 3.53 .590 3.65 .590 -1.99 .048* 

Management (19-20) 3.69 .690 3.79 .678 -1.44 .150 

Average potential (1-20) 3.85 .430 3.96 .425 -2.51 .013* 

 

Note:  * p<0.05, ** p<0.01 
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4.2.1.3 Marital Status 

Analysis of the variation of participants’ marital status and their view of 

the potential of the world heritage Historic City of Ayutthaya indicated that the potential 

related to the attributes of having a long history (P-Value = .014), being a well-known 

historical site (P-Value = .033), having a peaceful atmosphere (P-Value = .003), and 

being an interesting site (P-Value = .032) have significant differences based on marital 

status.  In addition, when considered with the average potential (P-Value = .038) and 

the potential of aesthetics (P-Value = .001), the results indicated that there are 

significant differences in the average based on the marital status of the participants and 

the potential of the world heritage Historic City of Ayutthaya as shown in table 4.19. 

 

Table 4.19 Analysis of Variance between Marital Status and Potential Attributes of the 

World Heritage Historic City of Ayutthaya 

 

(n = 412) 

The Potential of World Heritage Historic City of Ayutthaya F P-Value 

1. Historical importance to Thailand 1.713 .182 

2. Importance of Buddhism history to the present  .293 .746 

3. Having a long history  4.334 .014* 

4. Being a precious archaeological site 1.086 .338 

5. Unique archaeological site   2.622 .074 

6. Reflecting historical ways of life  1.793 .168 

7. Showing the prosperity and beauty of the past  .220 .802 

8. Having ancient art and antique objects .599 .550 

9. Being a well-known historical site 3.439 .033* 

10. Widely accepted  1.213 .299 

11. Peaceful atmosphere 5.793 .003** 

12. Interesting site 3.466 .032* 

13. Providing additional activities in the area  .265 .767 

14. Providing facilities  1.643 .195 

15. Showing a clear interpretation of the site  2.430 .089 

16. Safety for life and belongings  .666 .514 

17. Convenient accessibility  1.502 .224 

18. Cleanliness of the area 1.788 .169 
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The Potential of World Heritage Historic City of Ayutthaya F P-Value 

19. Value for money .394 .675 

20. Having area management .147 .863 

Value of destination (1-3)  1.751 .175 

Uniqueness (4-5) 2.378 .094 

Tradition (6-8) 1.274 .281 

Reputation and acceptance (9-10) 2.396 .092 

Aesthetics (11-12) 7.162 .001** 

Carrying capacity (13-18) .892 .410 

Management (19-20) .127 .881 

Average potential (1-20) 3.287 .038* 

 

Note:  * p<0.05, ** p<0.01 

 

When considering the comparison of means between the martial status in 

each group and the potential of the Historic City of Ayutthaya, the results indicate that 

the respondents who were either single or married had significantly higher mean scores 

related the long history attribute than those who were divorced/widowed/separated 

status (Mean differences = .552 and .600 respectively). For the mean scores of being a 

well-known historical site attribute, the respondents who were single had a significantly 

lower opinion than those who were married (Mean differences = -.207). Whereas, 

married respondents had a higher regard for the attributes of having a peaceful 

atmosphere and being an interesting site than those who were 

divorced/widowed/separated (Mean differences = .934 and .496 respectively). 

Likewise, single respondents had significantly lower mean scores related to aesthetics 

than those were married (Mean differences = -.164). Moreover, the respondents who 

were single and married had significantly higher mean scores related to the aesthetics 

attribute than those who were in the divorced/widowed/separated status (Mean 

differences = .551 and .715 respectively), as shown in table 4.20. 
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Table 4.20 Multiple Mean Comparison between Different Marital Status Groups on 

Potential Scores 

 

(n = 412) 

The Potential of the World Heritage  

Historic City of Ayutthaya 

�̅� 1 

(n=243) 

2 

(n=158) 

3 

(n=11) 

3. Having a long history 

   1 Single 

   2 Married 

   3 Divorces/ Widow/ Separated 

 

4.37 

4.42 

3.82 

1 

- 

- 

- 

2 

-.047 

- 

- 

3 

.552* 

.600* 

- 

9. Being a well-known historical site 

   1 Single 

   2 Married 

   3 Divorces/ Widow/ Separated 

 

4.19 

4.39 

4.27 

1 

- 

- 

- 

2 

-.207* 

- 

- 

3 

-.088 

.120 

- 

11. Peaceful atmosphere 

   1 Single 

   2 Married 

   3 Divorces/ Widow/ Separated 

 

3.81 

4.03 

3.09 

1 

- 

- 

- 

2 

-.219 

- 

- 

3 

.716 

.934* 

- 

12. Interesting site 

   1 Single 

   2 Married 

   3 Divorces/ Widow/ Separated 

 

4.30 

4.41 

3.91 

1 

- 

- 

- 

2 

-.109 

- 

- 

3 

.387 

.496* 

- 

Aesthetics 

   1 Single 

   2 Married 

   3 Divorces/ Widow/ Separated 

 

4.05 

4.22 

3.50 

1 

- 

- 

- 

2 

-.164* 

- 

- 

3 

.551* 

.715* 

- 

 

Note:  * p<0.05, ** p<0.01 

 

4.2.1.4 Education level 

The analysis of variance based on the educational level of the respondents 

and their opinions about the potential of the world heritage Historic City of Ayutthaya 

revealed differences related to the education level of each group of respondents. The 

results indicated a statistically significant difference regarding the potential attributes 

of the Historic City of Ayutthaya as follows: overall potential attributes (P-Value = 
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.029), historical importance to Thailand (P-Value = .042), reflecting the ways of living 

of Thai people in the era (P-Value = .034), showing the prosperity and beauty of the 

past (P-Value = .024), having ancient art and antique objects (P-Value = .024), having 

a peaceful atmosphere (P-Value = .014), providing additional activities in the area (P-

Value = .000), providing facilities such as information service centers, restaurants, 

beverage shops, and restrooms  (P-Value = .007), the cleanliness of the area (P-Value 

= .028), and having area management (P-Value = .012), as shown in table 4.21. 

When considering the comparison of means of the education level in each 

group and the potential of the world heritage Historic City of Ayutthaya, the results 

indicate that the respondents who had obtained a bachelor degree had significantly 

higher mean scores related to the site showing the prosperity and beauty of the past, 

having ancient art and antique objects, having a peaceful atmosphere, providing 

facilities such as information service centers, restaurants beverage shops, and 

restrooms, the cleanliness of the area, and having area management, than those who 

gained higher than a bachelor degree (Mean differences = .229, .274, .319, .341, .280, 

and .262 respectively). In addition, with regard to the attributes of traditions, aesthetics, 

and overall attributes, the respondents who gained bachelor degree had significantly 

higher mean scores than those who gained higher than bachelor degree (Mean 

differences = .244, .181 and .123 respectively). Regarding the potential of the world 

heritage Historic City of Ayutthaya of providing additional activities in the area and its 

carrying capacity, the results indicated that all respondents who had a bachelor degree 

level education or lower had significantly higher mean scores than those who had 

gained higher than bachelor degree (Mean differences = .543, .388, .209 and .211 

respectively) as shown in table 4.22. 
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Table 4.21 Analysis of Variance between Education and Potential Attributes of the 

World Heritage Historic City of Ayutthaya 

 

(n = 412) 

The Potential of the World Heritage Historic City of Ayutthaya F P-Value 

1. Historical importance to Thailand 3.204 .042* 

2. Importance of Buddhism history to the present  .347 .707 

3. Having a long history  .101 .904 

4. Being a precious archaeological site .609 .545 

5. Unique archaeological site   .564 .569 

6. Reflecting historical ways of life  3.410 .034* 

7. Showing the prosperity and beauty of the past  3.753 .024* 

8. Having ancient art and antique objects 3.744 .024* 

9. Being a well-known historical site .898 .408 

10. Widely accepted  1.023 .361 

11. Peaceful atmosphere 4.321 .014* 

12. Interesting site .276 .759 

13. Providing additional activities in the area  11.097 .000** 

14. Providing facilities  4.997 .007** 

15. Showing a clear interpretation of the site  1.816 .164 

16. Safety for life and belongings  .584 .558 

17. Convenient accessibility  .164 .849 

18. Cleanliness of the area 3.591 .028* 

19. Value for money .285 .752 

20. Having area management 4.493 .012* 

Value of destination (1-3)  .110 .896 

Uniqueness (4-5) .762 .467 

Tradition (6-8) 6.048 .003** 

Reputation and acceptance (9-10) .025 .975 

Aesthetics (11-12) 3.013 .050* 

Carrying capacity (13-18) 6.616 .001** 

Management (19-20) 2.421 .090 

Average potential (1-20) 3.571 .029* 

 

Note:  * p<0.05, ** p<0.01 
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Table 4.22 Multiple Mean Comparison between Different Education Groups on 

Potential Scores 

 

(n = 412) 

The Potential of the World Heritage  

Historic City of Ayutthaya 

�̅� 1 

(n=75) 

2 

(n=151) 

3 

(n=186) 

7. Showing the prosperity and beauty of the past 

   1 Below bachelor degree 

   2 Bachelor degrees 

   3 Above bachelor degree 

 

4.04 

4.13 

3.90 

1 

- 

- 

- 

2 

-.092 

- 

- 

3 

.137 

.229* 

- 

8. Having the ancient art and antique objects 

   1 Below bachelor degree 

   2 Bachelor degrees 

   3 Above bachelor degree 

 

3.75 

3.91 

3.64 

1 

- 

- 

- 

2 

-.167 

- 

- 

3 

.107 

.274* 

- 

11. Peaceful atmosphere 

   1 Below bachelor degree 

   2 Bachelor degrees 

   3 Above bachelor degree 

 

3.91 

4.04 

3.72 

1 

- 

- 

- 

2 

-.133 

- 

- 

3 

.186 

.319* 

- 

13. Providing additional activities in the area 

   1 Below bachelor degree 

   2 Bachelor degrees 

   3 Above bachelor degree 

 

3.33 

3.18 

2.79 

1 

- 

- 

- 

2 

.155 

- 

- 

3 

.543* 

.388* 

- 

14. Providing facilities  

   1 Below bachelor degree 

   2 Bachelor degrees 

   3 Above bachelor degree 

 

3.59 

3.67 

3.33 

1 

- 

- 

- 

2 

-.082 

- 

- 

3 

.259 

.341* 

- 

18. Cleanliness of the area 

   1 Below bachelor degree 

   2 Bachelor degrees 

   3 Above bachelor degree 

 

3.64 

3.80 

3.52 

1 

- 

- 

- 

2 

-.161 

- 

- 

3 

.118 

.280* 

- 

20. Having area management 

   1 Below bachelor degree 

   2 Bachelor degrees 

   3 Above bachelor degree 

 

3.39 

3.62 

3.36 

1 

- 

- 

- 

2 

-.236 

- 

- 

3 

.026 

.262* 

- 
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The Potential of the World Heritage  

Historic City of Ayutthaya 

�̅� 1 

(n=75) 

2 

(n=151) 

3 

(n=186) 

Tradition 

   1 Below bachelor degree 

   2 Bachelor degrees 

   3 Above bachelor degree 

 

3.69 

3.73 

3.53 

1 

- 

- 

- 

2 

-.085 

- 

- 

3 

.159 

.244* 

- 

Aesthetics 

   1 Below bachelor degree 

   2 Bachelor degrees 

   3 Above bachelor degree 

 

3.69 

3.73 

3.53 

1 

- 

- 

- 

2 

-.059 

- 

- 

3 

.123 

.181* 

- 

Carrying capacity 

   1 Below bachelor degree 

   2 Bachelor degrees 

   3 Above bachelor degree 

 

3.69 

3.73 

3.53 

1 

- 

- 

- 

2 

-.002 

- 

- 

3 

.209* 

.211* 

- 

Average potential 

   1 Below bachelor degree 

   2 Bachelor degrees 

   3 Above bachelor degree 

 

3.93 

3.97 

3.85 

1 

- 

- 

- 

2 

-.040 

- 

- 

3 

.083 

.123* 

- 

 

Note:  * p<0.05, ** p<0.01 

 

4.2.1.5 Occupation 

The analysis of variance between the occupations of the participants and 

their impressions of the potential of the world heritage Historic City of Ayutthaya 

indicated a statistically significant difference related to the occupation of the 

respondents regarding the site’s importance to Buddhism’s history ( P-Value = .0 18) 

and providing the facilities such as information service centers, restaurants, beverage 

shops, and restrooms (P-Value = .011) as shown in table 4.23. 
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Table 4.23 Analysis of Variance between Occupation and Potential Attributes of the 

World Heritage Historic City of Ayutthaya 

 

(n = 412) 

The Potential of the World Heritage Historic City of Ayutthaya F P-Value 

1. Historical importance to Thailand 1.267 .259 

2. Importance of Buddhism history to the present  2.339 .018* 

3. Having a long history  1.122 .347 

4. Being a precious archaeological site .894 .521 

5. Unique archaeological site   1.204 .295 

6. Reflecting historical ways of life  .832 .574 

7. Showing the prosperity and beauty of the past  .468 .879 

8. Having ancient art and antique objects .489 .864 

9. Being a well-known historical site .831 .575 

10. Widely accepted  1.827 .070 

11. Peaceful atmosphere 1.454 .172 

12. Interesting site .770 .629 

13. Providing additional activities in the area  1.242 .273 

14. Providing facilities  2.518 .011* 

15. Showing a clear interpretation of the site  1.398 .195 

16. Safety for life and belongings  1.891 .060 

17. Convenient accessibility  .231 .985 

18. Cleanliness of the area 1.420 .186 

19. Value for money .847 .562 

20. Having area management 1.595 .124 

Value of destination (1-3)  1.794 .076 

Uniqueness (4-5) 1.129 .342 

Tradition (6-8) .827 .579 

Reputation and acceptance (9-10) .881 .532 

Aesthetics (11-12) 1.312 .236 

Carrying capacity (13-18) 1.882 .061 

Management (19-20) 1.188 .305 

Average potential (1-20) 1.448 .175 

 

Note:  * p<0.05, ** p<0.01 
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When comparing the means of the perception of potential of the world 

heritage Historic City of Ayutthaya based on the occupation of each group, the results 

indicated that respondents who were public/civil servant, business employees, and other 

occupations had significantly higher mean scores for the importance to Buddhism’s 

history than those who were retired (Mean differences = .628, .487, and .635 

respectively). Whereas the potential of the world heritage Historic City of Ayutthaya 

regarding the attribute of providing facilities such as information service centers, 

restaurants and beverage shops, and restrooms, the respondents who were business 

owners and students had significantly higher mean scores than those who were 

unemployed (Mean differences = .820 and .824 respectively). When looking at the 

potential of the world heritage Historic City of Ayutthaya and the safety of life and 

belongings, respondents who were business owners and students had significantly 

higher mean scores than those who were public/civil servants (Mean Differences = .643 

and .482 respectively), as shown in table 4.24. 



 

1
8

4
 

Table 4.24 Multiple Mean Comparison between Different Occupation Groups on Potential Scores 

 

(n = 412) 

The Potential of the World Heritage  

Historic City of Ayutthaya 

�̅� 1 

n=38 

2 

n=35 

3 

n=109 

4 

n=4 

5 

n=75 

6 

n=34 

7 

n=32 

8 

n=26 

9 

n=59 

2. Importance of Buddhism history to the present 

   1 Public/ Civil servant 

   2 Business owners    

   3 Business employees 

   4 Housewife     

   5 Student  

   6 Freelancer 

   7 Retired 

   8 Unemployed 

   9 Others 

 

4.32 

4.17 

4.17 

4.25 

4.13 

4.03 

3.69 

4.00 

4.32 

1 

- 

- 

- 

- 

- 

- 

- 

- 

- 

2 

.144 

- 

- 

- 

- 

- 

- 

- 

- 

3 

.141 

-.003 

- 

- 

- 

- 

- 

- 

- 

4 

.066 

-.079 

-.076 

- 

- 

- 

- 

- 

- 

5 

.182 

.038 

.041 

.117 

- 

- 

- 

- 

- 

6 

.286 

.142 

.145 

.221 

.104 

- 

- 

- 

- 

7 

.628* 

.484 

.487* 

.563 

.446 

.342 

- 

- 

- 

8 

.316 

.171 

.174 

.250 

.133 

.029 

-.313 

- 

- 

9 

-.006 

-.151 

-.148 

-.072 

-.189 

-.293 

-.635* 

.322 

- 

14. Providing facilities  

   1 Public/ Civil servant 

   2 Business owners    

   3 Business employees 

   4 Housewife     

   5 Student  

   6 Freelancer 

   7 Retired 

   8 Unemployed 

   9 Others 

 

4.32 

4.17 

4.17 

4.25 

4.13 

4.03 

3.69 

4.00 

4.32 

1 

- 

- 

- 

- 

- 

- 

- 

- 

- 

2 

-.453 

- 

- 

- 

- 

- 

- 

- 

- 

3 

-.261 

.192 

- 

- 

- 

- 

- 

- 

- 

4 

-.461 

-.007 

-.200 

- 

- 

- 

- 

- 

- 

5 

-.457 

-.004 

-.196 

.003 

- 

- 

- 

- 

- 

6 

.025 

.478 

.286 

.485 

.482 

- 

- 

- 

- 

7 

-.023 

.430 

.238 

.438 

.434 

-.048 

- 

- 

- 

8 

.366 

.820* 

.627 

.827 

.824* 

.342 

.389 

- 

- 

9 

-.270 

.184 

-.009 

.191 

.187 

-.295 

-.247 

-.636 

- 
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The Potential of the World Heritage  

Historic City of Ayutthaya 

�̅� 1 

n=38 

2 

n=35 

3 

n=109 

4 

n=4 

5 

n=75 

6 

n=34 

7 

n=32 

8 

n=26 

9 

n=59 

16. Safety for life and belongings 

   1 Public/ Civil servant 

   2 Business owners    

   3 Business employees 

   4 Housewife     

   5 Student  

   6 Freelancer 

   7 Retired 

   8 Unemployed 

   9 Others 

 

4.32 

4.17 

4.17 

4.25 

4.13 

4.03 

3.69 

4.00 

4.32 

1 

- 

- 

- 

- 

- 

- 

- 

- 

- 

2 

-.643* 

- 

- 

- 

- 

- 

- 

- 

- 

3 

-.482* 

.161 

- 

- 

- 

- 

- 

- 

- 

4 

-.500 

.143 

-.018 

- 

- 

- 

- 

- 

- 

5 

-.447 

.196 

.035 

.053 

- 

- 

- 

- 

- 

6 

-.471 

.172 

.011 

.029 

-.024 

- 

- 

- 

- 

7 

-.469 

.174 

.013 

.031 

-.022 

.002 

- 

- 

- 

8 

-.231 

.412 

.251 

.269 

.216 

.240 

.238 

- 

- 

9 

-.415 

.228 

.066 

.085 

.031 

.055 

.053 

-.184 

- 

 

Note:  * p<0.05, ** p<0.01
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4.2.1.6 Monthly Income 

The analysis of variation of monthly income was performed to 

understand how differences in average monthly income in each group of respondents 

effected their views about potential of the world heritage Historic City of Ayutthaya. 

The results indicated statistically significant differences in the monthly income of 

respondents related to the potential attributes of the world heritage Historic City of 

Ayutthaya related to the follow: providing additional activities in the area ( P-Value = 

.036), safety for life and belongings (P-Value = .001), worth spending money (P-Value 

= .033), and the potential carrying capacity (P-Value = .048), as shown in table 4.25. 

When considering the comparison of means between the monthly income 

in each group and their view of potential of the Historic City of Ayutthaya, the results 

indicated that the respondents who had a monthly income 40,000 – 60,001 baht had 

significantly higher mean scores related providing additional activities in the area than 

those who had a monthly income of more than 80,000 baht (Mean difference = .480). 

Whereas the respondents who had a monthly income of 40,001 – 60,000 baht, 60,001 

– 80,000 baht, and more than 80,000 baht had significantly higher mean scores for 

Safety for life and belongings than those who had a monthly income of less than 20,000 

baht (Mean differences = .958, .986, and .853 respectively), as shown in table 4.26. 

4.2.1.7 Religions  

The analysis of variance between the groups based on religion and the 

potential of the world heritage Historic City of Ayutthaya to understand the differences 

between the averages of the different religious groups among the of respondents 

indicated that there were no statistically significant differences related to the religion of 

the respondents related to their opinions about the potential attributes of the world 

heritage Historic City of Ayutthaya.  
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Table 4.25 Analysis of Variance between Income and Potential Attributes of the World 

Heritage Historic City of Ayutthaya 

 

(n = 284) 

The Potential of the World Heritage Historic City of Ayutthaya F P-Value 

1. Historical importance to Thailand .971 .424 

2. Importance of Buddhism history to the present  .561 .691 

3. Having a long history  .470 .758 

4. Being a precious archaeological site .642 .633 

5. Unique archaeological site   .146 .965 

6. Reflecting historical ways of life  2.218 .067 

7. Showing the prosperity and beauty of the past  .591 .669 

8. Having ancient art and antique objects .101 .982 

9. Being a well-known historical site .989 .414 

10. Widely accepted  .700 .592 

11. Peaceful atmosphere .266 .900 

12. Interesting site .570 .685 

13. Providing additional activities in the area  2.601 .036* 

14. Providing facilities  .516 .724 

15. Showing a clear interpretation of the site  .881 .476 

16. Safety for life and belongings  5.157 .001** 

17. Convenient accessibility  1.735 .142 

18. Cleanliness of the area .407 .804 

19. Value for money 2.655 .033* 

20. Having area management 2.047 .088 

Value of destination (1-3)  .376 .826 

Uniqueness (4-5) .204 .936 

Tradition (6-8) .376 .826 

Reputation and acceptance (9-10) .375 .826 

Aesthetics (11-12) .215 .930 

Carrying capacity (13-18) 2.426 .048* 

Management (19-20) 1.401 .234 

Average potential (1-20) .587 .672 

 

Note:  * p<0.05, ** p<0.01 
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Table 4.26 Multiple Mean Comparison between Different Income Groups on Potential 

Scores 

 

(n = 284) 

The Potential of  

the World Heritage  

Historic City of Ayutthaya 

�̅� 1 

n=13 

2 

n=49 

3 

n=58 

4 

n=64 

5 

n=100 

13. Providing additional activities in 

the area 

   1 Less than 20,001 Baht 

   2 20,001 – 40,000 Baht 

   3 40,001 – 60,000 Baht 

   4 60,001 – 80,000 Baht 

   5 More than 80,000 Baht 

 

 

2.85 

2.84 

3.31 

3.08 

3.91 

 

1 

- 

- 

- 

- 

- 

 

2 

.009 

- 

- 

- 

- 

 

3 

-.464 

-.474 

- 

- 

- 

 

4 

-.232 

-.241 

.232 

- 

- 

 

5 

.016 

.007 

.480* 

.248 

- 

16. Safety for life and belongings 

   1 Less than 20,001 Baht 

   2 20,001 – 40,000 Baht 

   3 40,001 – 60,000 Baht 

   4 60,001 – 80,000 Baht 

   5 More than 80,000 Baht 

 

3.08 

3.69 

4.03 

4.06 

3.93 

1 

- 

- 

- 

- 

- 

2 

-.617 

- 

- 

- 

- 

3 

-.958* 

-.341 

- 

- 

- 

4 

-.986* 

-.369 

-.028 

- 

- 

5 

-.853* 

-.236 

.104 

.132 

- 

 

Note:  * p<0.05, ** p<0.01 

 

In conclusion, the results of this study are that there are correlations 

between the demographic attributes of tourists related to gender, age, marital status, 

education level, occupation, monthly income, and religion and their views about the 

potential of the world heritage Historic City of Ayutthaya, which can be summarized 

as follows; 

Male tourists have different opinions from female tourists as follows. 

First, female tourists consider the world heritage Historic City of Ayutthaya as an 

important site for religion history more than male tourists. Females were also more 

likely to see it as an outstanding historical site demonstrating property and beauty. 

Second, female tourists also considered the world heritage Historic City of Ayutthaya 

as being acceptable and clean to a greater degree than male tourists. Finally, in the 
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opinion of female tourists, the world heritage Historic City of Ayutthaya that better had 

capacity for carrying tourists than in the opinion of male tourists. 

Age of the tourists who visited to the world heritage Historic City of 

Ayutthaya may not have any clear differences on the perceptions of the potential of the 

destinations. Although younger tourists tended to considered the world heritage 

Historic City of Ayutthaya to have more the potential in all attributes than in 

comparison to older tourists, but this result cannot be confirmed statistically.  

Single and married tourists consider the world heritage Historic City of 

Ayutthaya to have a long background and that it is a historical site that is filled with 

aesthetic beauty in comparison to the opinions of tourists who were divorced. 

Additionally, married tourists also mentioned that the world heritage Historic City of 

Ayutthaya was an interesting site with the peaceful atmosphere since each place in the 

historical sites and temples was attractive place to draw in the tourists. Whereas, single 

tourists were more likely to considered the world heritage Historic City of Ayutthaya 

to be ae well-known historical site, rather those who were married.  

The level of education of the tourists affected their opinions about the 

potential of the world heritage Historic City of Ayutthaya in regard to various attributes, 

such as historical importance to Thailand, reflecting the ways of living of Thai people, 

showing the prosperity and beauty of the past, and having rarely seen ancient objects 

and arts, and whether it was a clam place, had many activities in the destination, and 

had facilities for tourists. In addition, the level of education of tourists also affected the 

potential of tradition. First, tourists who held bachelor’s degree consider the world 

heritage Historic City of Ayutthaya as having a high potential for showing the 

prosperity and beauty of the past, having ancient art and antique objects, having a 

peaceful atmosphere, having sufficient facilities, and having good management in 

comparison to the opinions of those who held a degree higher than a bachelor’s degree. 

Second, tourists who held bachelor degree also considered the world heritage Historic 

City of Ayutthaya to have higher potential related to traditions and aesthetics than those 

who held above a bachelor’s degree as well. Finally, tourists who held less than a 

bachelor’s degree or held a bachelor’s degree considered the world heritage Historic 

City of Ayutthaya to have higher potential carrying capacity than those who held a 

degree higher than a bachelor’s degree. 
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The different occupations of tourists who traveled to the world heritage 

Historic City of Ayutthaya affected on their opinions on the potential of the world 

heritage Historic City of Ayutthaya, including the importance to Buddhist history, the 

facilities available for tourists such as information service centers, restaurants and 

beverages, and public toilet, as well as other infrastructure. Tourists who were 

government/civil servants and business employees considered the world heritage 

Historic City of Ayutthaya as having a high potential related to being important to the 

religious history than those who were retired. Whereas tourists who were business 

owners and students considered the world heritage Historic City of Ayutthaya had 

higher potential for providing facilities for tourists than those who were unemployed. 

Additionally, tourists who were business owners and business employees considered 

the world heritage Historic City of Ayutthaya as having a higher potential for Safety 

for life and belongings than those who were public/civil servants. 

The differences in monthly incomes of the tourists are other factors that 

affects their perspectives on the potential of world heritage Historic City of Ayutthaya 

in relation to providing additional activities in the area, safety for life and belongings, 

and value for money spent. This also affected the views on the potential of the world 

heritage Historic City of Ayutthaya’s carrying capacity, as well. 

 

4.2.3 What are the Tourist’s Behaviors that Affect the Potential of the 

World Heritage Historic City of Ayutthaya? (RO3) 

The statistical mean comparison analysis of tourists’ behavior on the potential of 

the world heritage Historic City of Ayutthaya by the researcher determined behaviors 

by analyzing what the main purpose to visit was and the number of times to visit. 

Whereas the researcher has previously presented the information on revisiting and 

suggestions to others the descriptive section above.  

4.2.3.1 The Main Purpose to Visit 

The analysis of variance between the groups of their main purposes to 

visit and the potential of the world heritage Historic City of Ayutthaya revealed the 

differences between the averages of the main purposes to visit for each group of 

respondents. The results indicated that there are statistically significant differences in 

the main purposes of the respondents to visit the site on their opinions on potential 
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attributes of the world heritage Historic City of Ayutthaya as follow: historical 

importance of Thailand (P-Value = .003), importance of Buddhism from the past to 

present (P-Value = .009), precious archaeological site (P-Value = .000), unique 

archaeological site (P-Value = .005), well-known historical site (P-Value = .001), safety 

for life and belongings (P-Value = .033), and worth of spending money (P-Value = 

.028), the potential of the value of destination (P-Value = .008), the uniqueness (P-

Value = .000), and reputation and acceptance (P-Value = .028), as shown in table 4.27. 

When considering the comparison of means between the monthly income 

in each group and their opinions on the potential of the Historic City of Ayutthaya, the 

results indicate that respondents whose main purpose for visiting the historical sites was 

to experience the world heritage site in person and being a part of a tour agency’s 

program had significantly higher mean scores related to the historical importance to 

Thailand than those who had other purposes (Mean differences = .931, .923, and 1.071 

respectively). Whereas the respondents whose main purpose to experience the world 

heritage site in person had significantly higher mean scores for the importance to 

Buddhist history than those who had other purposes (Mean difference = .888). 

Moreover, the respondents whose main purpose was to visit the historical sites and to 

experience the world heritage in person had significantly higher mean scores related to 

preciousness of the archaeological sites (Mean differences = 1.226 and 1.160 

respectively) and uniqueness of the archaeological sites (Mean differences = 1.159 and 

1.269 respectively) than those who had other purposes. 

The respondents whose main purpose to visit the historical sites and to 

experience the world heritage in person had significantly higher mean scores for it being 

a well-known historical site than those who had the main purpose to show respect and 

worship holy items (Mean differences = 1.107 and 1.079 respectively). Additionally, 

the respondents whose main purpose to visit the historical sites and to experience the 

world heritage site in person had significantly higher mean scores for the value for 

money spent and management than those whose main purpose to show respect and 

worship holy relics (Mean differences = 1.014, 1.135, .848, and .874 respectively), as 

shown in table 4.28. 
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Table 4.27 Analysis of Variance between Main Purpose to Visit and Potential 

Attributes of the World Heritage Historic City of Ayutthaya 

 

(n = 412) 

The Potential of the World Heritage Historic City of Ayutthaya F P-Value 

1. Historical importance to Thailand 4.126 .003** 

2. Importance of Buddhism history to the present  3.410 .009** 

3. Having a long history  1.108 .352 

4. Being a precious archaeological site 5.635 .000** 

5. Unique archaeological site   3.833 .005** 

6. Reflecting historical ways of life  .702 .591 

7. Showing the prosperity and beauty of the past  1.691 .151 

8. Having ancient art and antique objects .872 .481 

9. Being a well-known historical site 4.654 .001** 

10. Widely accepted  .642 .633 

11. Peaceful atmosphere 1.021 .396 

12. Interesting site .531 .713 

13. Providing additional activities in the area  .547 .702 

14. Providing facilities  2.190 .069 

15. Showing a clear interpretation of the site  2.234 .065 

16. Safety for life and belongings  2.644 .033* 

17. Convenient accessibility  .698 .594 

18. Cleanliness of the area 2.186 .070 

19. Value for money 2.745 .028* 

20. Having area management 1.332 .257 

Value of destination (1-3)  3.493 .008** 

Uniqueness (4-5) 5.658 .000** 

Tradition (6-8) 1.666 .157 

Reputation and acceptance (9-10) 2.742 .028* 

Aesthetics (11-12) .488 .744 

Carrying capacity (13-18) 2.185 .070 

Management (19-20) 1.996 .094 

Average potential (1-20) 2.080 .083 

 

Note:  * p<0.05, ** p<0.01 
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Table 4.28 Multiple Mean Comparison between Different Groups of Main Purpose to Visit on Potential Scores 

 

(n = 412) 

The Potential of World Heritage the Historic City of Ayutthaya �̅� 1 

(n=290) 

2 

(n=5) 

3 

(n=104) 

4 

(n=7) 

5 

(n=6) 

1. Historical importance of Thailand 

   1 To visit the historical site  

   2 To show respect and worship the holy things 

   3 To experience the world heritage site by ourselves 

   4 Being a part of the tour agency’s program 

   5 Others 

 

4.43 

3.80 

4.42 

4.57 

3.50 

1 

- 

- 

- 

- 

- 

2 

.631 

- 

- 

- 

- 

3 

.008 

-.623 

- 

- 

- 

4 

-.140 

-.771 

-.148 

- 

- 

5 

.931* 

.300 

.923* 

1.071* 

- 

2. Importance of Buddhism history to the present 

   1 To visit the historical site  

   2 To show respect and worship the holy things 

   3 To experience the world heritage site by ourselves 

   4 Being a part of the tour agency’s program 

   5 Others 

 

4.15 

3.40 

4.22 

3.86 

3.33 

1 

- 

- 

- 

- 

- 

2 

.748 

- 

- 

- 

- 

3 

-.073 

-.821 

- 

- 

- 

4 

.291 

-.457 

.364 

- 

- 

5 

.815 

.067 

.888* 

.524 

- 

4. Being a precious archaeological site 

   1 To visit the Historical site  

   2 To show respect and worship the holy things 

   3 To experience the world heritage site by ourselves 

   4 Being a part of the tour agency’s program 

   5 Others 

 

4.39 

4.00 

4.33 

4.00 

3.17 

1 

- 

- 

- 

- 

- 

2 

.393 

- 

- 

- 

- 

3 

.066 

-.327 

- 

- 

- 

4 

.393 

.000 

.327 

- 

- 

5 

1.226* 

.833 

1.160* 

.833 

- 
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The Potential of World Heritage the Historic City of Ayutthaya �̅� 1 

(n=290) 

2 

(n=5) 

3 

(n=104) 

4 

(n=7) 

5 

(n=6) 

5. Unique archaeological site  

   1 To visit the historical site  

   2 To show respect and worship the holy things 

   3 To experience the world heritage site by ourselves 

   4 Being a part of the tour agency’s program 

   5 Others 

 

4.16 

4.00 

4.27 

4.00 

3.00 

1 

- 

- 

- 

- 

- 

2 

.159 

- 

- 

- 

- 

3 

-.111 

-.269 

- 

- 

- 

4 

.159 

.000 

.269 

- 

- 

5 

1.159* 

1.000 

1.269* 

1.000 

- 

9. Being a well-known historical site  

   1 To visit the historical site  

   2 To show respect and worship the holy things 

   3 To experience the world heritage site by ourselves 

   4 Being a part of the tour agency’s program 

   5 Others 

 

4.31 

3.20 

4.28 

3.86 

3.50 

1 

- 

- 

- 

- 

- 

2 

1.107* 

- 

- 

- 

- 

3 

.028 

-1.079* 

- 

- 

- 

4 

.450 

-.657 

.422 

- 

- 

5 

.807 

-.300 

.779 

.357 

- 

19. Value for money 

   1 To visit the historical site  

   2 To show respect and worship the holy things 

   3 To experience the world heritage site by ourselves 

   4 Being a part of the tour agency’s program 

   5 Others 

 

4.01 

3.00 

4.13 

3.71 

4.00 

1 

- 

- 

- 

- 

- 

2 

1.014* 

- 

- 

- 

- 

3 

-.121 

-1.135* 

- 

- 

- 

4 

.300 

-.714 

.420 

- 

- 

5 

.014 

-1.000 

.135 

-.286 

- 
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The Potential of World Heritage the Historic City of Ayutthaya �̅� 1 

(n=290) 

2 

(n=5) 

3 

(n=104) 

4 

(n=7) 

5 

(n=6) 

Management 

   1 To visit the historical site  

   2 To show respect and worship the holy things 

   3 To experience the world heritage site by ourselves 

   4 Being a part of the tour agency’s program 

   5 Others 

 

3.75 

2.90 

3.77 

3.79 

3.67 

1 

- 

- 

- 

- 

- 

2 

.848* 

- 

- 

- 

- 

3 

-.026 

-.874* 

- 

- 

- 

4 

.037 

-.886 

-.012 

- 

- 

5 

.082 

-.767 

.107 

.119 

- 

 

Note:  * p<0.05, ** p<0.01 
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4.2.2.2 Times to Visit 

From the analysis of variance between the group related to the number of 

times to visit and the potential of the world heritage Historic City of Ayutthaya we 

learned the differences between the average number of times members of each group 

had visited the site. The results indicate that there is a statistically significant difference 

related to the number of times the respondents have visited with regard to their opinions 

on the potential of the attributes of the world heritage Historic City of Ayutthaya as 

follows: providing additional activities in the area (P-Value = .000) and cleanliness of 

the area (P-Value = .030), as shown in table 4.29. 

When considering the comparison of means between the number of times 

to visit for each group and their opinions about the potential of the world heritage 

Historic City of Ayutthaya, the results indicate that the respondents who had visited 3 

times or more had significantly higher mean scores related to historical importance to 

Thailand than those who had visited fewer than 3 times (Mean difference = .750). 

Whereas the respondents who were visiting for the first time had significantly lower 

mean scores regarding providing additional activities in the area than those who had 

visited 2 or more times (Mean difference = -.665). In addition, the respondents who 

were visiting for the first time or it was their second time to visit had significantly higher 

mean scores for cleanliness of the area than those who had visited 3 or more times 

(Mean differences = .851 and .993 respectively), as shown in table 4.30. 
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Table 4.29 Analysis of Variance between Times to Visit and Potential Attributes of the 

World Heritage Historic City of Ayutthaya 

 

(n = 412) 

The Potential of the World Heritage Historic City of Ayutthaya F P-Value 

1. Historical importance to Thailand 2.437 .064 

2. Importance of Buddhism history to the present  .584 .626 

3. Having a long history  .946 .418 

4. Being a precious archaeological site 1.116 .342 

5. Unique archaeological site   .706 .549 

6. Reflecting historical ways of life  1.673 .172 

7. Showing the prosperity and beauty of the past  1.312 .270 

8. Having ancient art and antique objects 1.137 .334 

9. Being a well-known historical site .113 .953 

10. Widely accepted  1.323 .266 

11. Peaceful atmosphere 1.950 .121 

12. Interesting site .356 .785 

13. Providing additional activities in the area  6.192 .000** 

14. Providing facilities  1.011 .388 

15. Showing a clear interpretation of the site  1.709 .165 

16. Safety for life and belongings  1.440 .231 

17. Convenient accessibility  1.128 .337 

18. Cleanliness of the area 3.019 .030* 

19. Value for money 2.457 .063 

20. Having area management 2.194 .088 

Value of destination (1-3)  .558 .643 

Uniqueness (4-5) 1.082 .357 

Tradition (6-8) 1.761 .154 

Reputation and acceptance (9-10) .531 .661 

Aesthetics (11-12) 1.351 .258 

Carrying capacity (13-18) 1.602 .188 

Management (19-20) 2.189 .089 

Average potential (1-20) 1.921 .125 

 

Note:  * p<0.05, ** p<0.01 
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Table 4.30 Multiple Mean Comparison between Different Groups of Times to Visit on 

Potential Scores 

 

(n = 412) 

The Potential of the World Heritage 

Historic City of Ayutthaya 

�̅� 1 

n=361 

2 

n=29 

3 

n=12 

4 

n=10 

1. Historical importance of Thailand 

   1 1 time 

   2 2 times 

   3 3 times 

   4 More than 3 times 

 

4.40 

4.48 

4.75 

4.00 

1 

- 

- 

- 

- 

2 

-.078 

- 

- 

- 

3 

-.346 

.267 

- 

- 

4 

.404 

-.483 

.750* 

- 

13. Providing additional activities in the area 

   1 1 time 

   2 2 times 

   3 3 times 

   4 More than 3 times 

 

2.96 

3.62 

3.67 

3.30 

1 

- 

- 

- 

- 

2 

-.665* 

- 

- 

- 

3 

-.711 

-.046 

- 

- 

4 

-.344 

.321 

.367 

- 

18. Cleanliness of the area 

   1 1 time 

   2 2 times 

   3 3 times 

   4 More than 3 times 

 

3.65 

3.79 

3.83 

2.80 

1 

- 

- 

- 

- 

2 

-.142 

- 

- 

- 

3 

-.182 

-.040 

- 

- 

4 

.851* 

.993* 

1.033 

- 

 

Note:  * p<0.05, ** p<0.01 

 

In conclusion, the result of this study regarding the correlations between 

the behavioristic attributes of tourists, consisting of the main purpose for visiting and 

the number of times to visit and the relation to the potential of the Historic City of 

Ayutthaya can be summarized as follows:   

The main purposes to visit the world heritage Historic City of Ayutthaya 

of the tourists are the factor that reflect the reason why the tourists to traveled to this 

world heritage sites and effected their opinions about the potential of the world heritage 

Historic City of Ayutthaya in various way. First, tourists whose main purpose to visit 

the historical sites and to experience the world heritage in persons considered that the 

world heritage Historic City of Ayutthaya was a historically important place to Thailand 
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and important to Buddhist history. In addition, they also consider the world heritage 

Historic City of Ayutthaya was also a valuable ancient place and had outstanding 

uniqueness with a higher potential than those who had other purposes for visiting. 

Tourists whose purpose was to show respect and worship holy items had 

different opinions from tourists whose main purpose to visit the historical sites and to 

experience the world heritage site person with regard to the potential as a well-known 

historical site, worth spending money, and having good area management. 

With regard to the number of times to visit, the tourists who had visited 

less than three times felt the world heritage Historic City of Ayutthaya had higher 

potential in historical importance to Thailand than those who had visited more than 3 

times. The results are consistent with the interview results from tourists indicating that 

the world heritage Historic City of Ayutthaya had a long history and was very 

importance to Thailand.  One of the statements from the interviews is:  

 

“Ayutthaya Historic Park is obviously a very important part of Thai cultural 

and religious history.” (T2) 

 

In addition, tourists who visited for the first time considered the world 

heritage Historic City of Ayutthaya to have lower potential to provide additional 

activities in the area than those tourists who had visited 2 times.  

 

4.2.4 What are the Tourist’s Psychological Characteristics that Affect the 

Potential of the World Heritage Historic City of Ayutthaya? (RO4) 

The statistical mean comparison analysis of the tourists’ psychological 

characteristics on the potential of the world heritage Historic City of Ayutthaya allowed 

the researcher to determine the psychological characteristics related to accompanying 

people, types of tourist, types of cultural tourist, perception as world heritage site, and 

the period of recognition as a world heritage. The information related to the number of 

accompanying people, travel arrangements, tourism information, the favorite place, 

activities, and the possibility to visit if it were not a world heritage, was previously 

presented the descriptive information above by the researcher.   
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Overall, the statistical correlation testing of psychologic variables that affected 

the potential of world heritage Historic City of Ayutthaya consisted of the number of 

accompanying people, types of tourist, types of cultural tourist, perception as a world 

heritage site, and period of recognition as a world heritage and were analyzed as a one-

on-one relationship between psychologic variables and potential 20 different attribute 

of the world heritage Historic City of Ayutthaya. The results found that statistically 

significant correlation (P<0.05) with the potential of the world heritage Historic City of 

Ayutthaya consisting of five attributes related to accompanying, one attribute related to 

the types of tourist, 4 attributes related to the types of cultural tourist, seven attributes 

related to the perception as a world, and three attributes related the period of recognition 

as a world heritage site.  

Moreover, the researcher summarized the overall potential of the world heritage 

Historic City of Ayutthaya and divided it into 7 core groups that consist of the value of 

the destination (potential for attributes Nos. 1 – 3), the uniqueness (potential for 

attributes Nos. 4 – 5), tradition (potential for attributes Nos. 6 – 8), reputation and 

acceptance (potential for attribute No. 9 – 10), aesthetics (potential for attributes Nos. 

11 – 12), carrying capacity (potential on attribute No. 13 – 18), and management 

(potential for attributes Nos. 19 – 20). It was found that accompanying people, 

perception as a world heritage site, and the period of recognition as a world heritage 

were significantly correlated with the potential of both reputation and acceptance. In 

addition, the type of cultural tourist was significantly correlated to views about the 

potential for tradition, aesthetics, and average potential, whereas perception as a world 

heritage site was significantly correlated to the potential of uniqueness, as shown in 

table 4.31. 
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Table 4.31 Overall Statistical Correlation Testing Results on Psychographic to Potential Attributes of the World Heritage Historic City of 

Ayutthaya 

 

The Potential of World Heritage  

Historic City of Ayutthaya 

Accompanying 

People 

Types of 

Tourist 

Types of 

Cultural 

Tourist 

Perception 

World 

Heritage 

Knowing  

World 

Heritage 

1. Historical importance to Thailand -.101* -.110* -.057 -.063 -.102* 

2. Importance of Buddhism history to the present  -.009 -.046 -.096 .006 -.050 

3. Having a long history  -.069 -.060 -.082 -.046 -.043 

4. Being a precious archaeological site -.048 -.059 -.064 -.139** -.040 

5. Unique archaeological site   -.087 -.042 -.085 -.116* -.084 

6. Reflecting historical ways of life  .011 .016 -.130** .061 .071 

7. Showing the prosperity and beauty of the past  -.042 .023 -.125* -.071 -.052 

8. Having ancient art and antique objects -.105* -.087 -.097* .008 -.083 

9. Being a well-known historical site -.105* -.030 -.046 -.177** -.184** 

10. Widely accepted  -.117* .029 -.074 -.103* -.074 

11. Peaceful atmosphere .063 .033 -.035 .020 -.014 

12. Interesting site -.118* -.067 -.178** -.130** -.143** 

13. Providing additional activities in the area  .093 -.021 -.022 .114* .084 

14. Providing facilities  -.030 -.054 -.055 .084 .062 

15. Showing a clear interpretation of the site  .025 .024 -.088 -.001 .028 

16. Safety for life and belongings  -.124* -.016 -.001 -.025 .039 
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The Potential of World Heritage  

Historic City of Ayutthaya 

Accompanying 

People 

Types of 

Tourist 

Types of 

Cultural 

Tourist 

Perception 

World 

Heritage 

Knowing  

World 

Heritage 

17. Convenient accessibility .060 .047 -.023 .023 .076 

18. Cleanliness of the area .101* -.022 -.041 .021 .010 

19. Value for money -.118* -.071 -.050 -.129** -.042 

20. Having area management .014 .033 -.064 .030 .017 

Value of destination (1-3)  -.071 -.088 -.099* -.040 -.080 

Uniqueness (4-5) -.079 -.057 -.086 -.145** -.072 

Tradition (6-8) -.061 -.024 -.153** .003 -.027 

Reputation and acceptance (9-10) -.141** -.001 -.076 -.178** -.164** 

Aesthetics (11-12) -.012 -.009 -.113* -.049 -.080 

Carrying capacity (13-18) .036 -.014 -.061 .061 .078 

Management (19-20) -.062 -.022 -.069 -.058 -.015 

Average potential (1-20) -.057 -.042 -.132** -.046 -.039 

Number of significant attributes 8 1 4 7 3 

 

Note:  * p<0.05, ** p<0.01 
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4.2.3.1 Accompanying People 

The analysis of variance between the groups of accompanying people and 

the potential of the world heritage Historic City of Ayutthaya revealed the differences 

between the averages of the accompanying people in each group of respondents. The 

results indicated that a statistically significant differences related to the people 

accompanying respondents and the potential of the Ayutthaya site, as follows: unique 

archaeological site ( P-Value = .004) , well-known historical site ( P-Value = .002) , 

widely accepted in general ( P-Value = .043) , peaceful atmosphere ( P-Value = .007) , 

safety for life and belongings (P-Value = .007), cleanliness of the area (P-Value = .041), 

and having area management ( P-Value = .023). Moreover, there were statistically 

significant differences related to the people the accompanying respondents and the 

opinions of the potential of the uniqueness ( P-Value = .0 23)  and the potential of 

reputation and acceptance (P-Value = .001), as shown in table 4.32. 

When the comparison of means between accompanying people in each 

group and the potential of the Ayutthaya site is considered, the results indicate that 

respondents who were as a couple or with a spouse had significantly higher mean scores 

related to the uniqueness of the archaeological site and it being a well-known historical 

site compared to those who accompanied by family or friends (Mean differences = .395, 

.248, .395, and .271 respectively). Whereas the respondents who were accompanied by 

family had significantly lower mean scores related to having a peaceful atmosphere 

than those who accompanied by a spouse or travelling as a couple (Mean differences = 

-.482 and -.630 respectively). The respondents who were travelling as a couple or with 

their spouse had significantly higher mean scores for feeling that is was interesting site 

in comparison to those who were accompanied by cousins/friends (Mean difference = 

.214). In addition, the respondents who were travelling as a couple had significantly 

lower mean scores regarding the area management than those who were travelling alone 

(Mean differences = -.371). Whereas the respondents who traveled alone had 

significantly higher mean scores related to safety for life and belongings than those who 

accompanied by a partner/couple or family/friends (Mean differences = .391 and .471 

respectively). In addition, the respondents who accompanied with by a spouse had 

significantly lower mean scores for cleanliness of the area than those who were 

accompanied by family/friends (Mean differences = -.324).  
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Table 4.32 Analysis of Variance between Accompanying People and Potential 

Attributes of the World Heritage Historic City of Ayutthaya 

 

(n = 412) 

The Potential of the World Heritage Historic City of Ayutthaya F P-Value 

1. Historical importance of Thailand 2.013 .111 

2. Importance of Buddhism from the past to present .311 .817 

3. Long history  .696 .555 

4. Precious archaeological site  1.612 .186 

5. Unique archaeological site   4.538 .004** 

6. Reflecting ways of life in the past .811 .488 

7. Showing the prosperity and beauty of the past .573 .633 

8. Having the ancient art and antique objects 1.832 .141 

9. Well-known historical site  5.077 .002** 

10. Widely accepted in general 2.747 .043* 

11. Peaceful atmosphere 4.142 .007** 

12. Interesting site 2.563 .054 

13. Providing additional activities in the area 1.310 .271 

14. Providing the facilities  .204 .893 

15. Showing a clear interpretation at the site .171 .916 

16. Safety for life and belongings  4.046 .007** 

17. Convenient accessibility .602 .614 

18. Cleanliness of the area 2.779 .041* 

19. Worth of spending money 1.989 .115 

20. Having area management 3.217 .023* 

Value of destination (1-3)  1.036 .377 

Uniqueness (4-5) 3.449 .017* 

Tradition (6-8) .761 .516 

Reputation and acceptance (9-10) 5.473 .001** 

Aesthetics (11-12) 2.590 .052 

Carrying capacity (13-18) .593 .620 

Management (19-20) 2.036 .108 

Average potential (1-20) 1.068 .362 

 

Note:  * p<0.05, ** p<0.01 
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When the comparison of means among the accompanying people in each 

group and the potential of the world heritage Historic City of Ayutthaya is considered 

from both each side, the results indicate that the respondents who accompanied by a 

partner or spouse had significantly higher mean scores in relation to the potential of the 

uniqueness than those who were accompanied by family/friends (Mean difference = 

.204). Additionally, the respondents who accompanied by a partner or spouse had 

significantly higher mean scores of the potential of the reputation and acceptance than 

those who were accompanied by family/friends (Mean differences = .344 and .218 

respectively). Whereas the respondents who were accompanied by a partner or spouse 

had significantly higher mean scores for the potential of aesthetics than those who were 

accompanied by family (Mean differences = .322), as shown in table 4.33. 

 

Table 4.33 Multiple Mean Comparison between Different Groups of Accompanying 

People on Potential Scores 

 

(n = 412) 

The Potential of the World Heritage  

Historic City of Ayutthaya 

�̅� 1 

n=49 

2 

n=228 

3 

n=38 

4 

n=97 

5. Unique archaeological site  

   1 Alone 

   2 Couple/ Spouse 

   3 Family 

   4 Friend/ Cousin 

 

4.04 

4.29 

3.89 

4.04 

1 

- 

- 

- 

- 

2 

-.249 

- 

- 

- 

3 

.146 

.395* 

- 

- 

4 

.000 

.248* 

-.147 

- 

9. Being a well-known historical site 

   1 Alone 

   2 Couple/ Spouse 

   3 Family 

   4 Friend/ Cousin 

 

4.16 

4.39 

4.00 

4.12 

1 

- 

- 

- 

- 

2 

-.231 

- 

- 

- 

3 

.163 

.395* 

- 

- 

4 

.040 

.271* 

-.124 

- 

11. Peaceful atmosphere 

   1 Alone 

   2 Couple/ Spouse 

   3 Family 

   4 Friend/ Cousin 

 

3.71 

3.90 

3.42 

4.05 

1 

- 

- 

- 

- 

2 

-.189 

- 

- 

- 

3 

.293 

.482* 

- 

- 

4 

-.337 

-.148 

-.630* 

- 
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The Potential of the World Heritage  

Historic City of Ayutthaya 

�̅� 1 

n=49 

2 

n=228 

3 

n=38 

4 

n=97 

12. Interesting site 

   1 Alone 

   2 Couple/ Spouse 

   3 Family 

   4 Friend/ Cousin 

 

4.35 

4.40 

4.24 

4.19 

1 

- 

- 

- 

- 

2 

-.052 

- 

- 

- 

3 

.110 

.162 

- 

- 

4 

.161 

.214* 

.051 

- 

16. Safety for life and belongings 

   1 Alone 

   2 Couple/ Spouse 

   3 Family 

   4 Friend/ Cousin 

 

4.29 

3.89 

3.84 

3.81 

1 

- 

- 

- 

- 

2 

.391* 

- 

- 

- 

3 

.444 

.053 

- 

- 

4 

.471* 

.080 

.028 

- 

18. Cleanliness of the area 

   1 Alone 

   2 Couple/ Spouse 

   3 Family 

   4 Friend/ Cousin 

 

3.69 

3.55 

3.55 

3.88 

1 

- 

- 

- 

- 

2 

.141 

- 

- 

- 

3 

.141 

.000 

- 

- 

4 

-.182 

-.324* 

-.324 

- 

Aesthetics 

   1 Alone 

   2 Couple/ Spouse 

   3 Family 

   4 Friend/ Cousin 

 

4.03 

4.15 

3.83 

4.12 

1 

- 

- 

- 

- 

2 

-.121 

- 

- 

- 

3 

.202 

.322* 

- 

- 

4 

-.088 

.033 

-.290 

- 

 

Note:  * p<0.05, ** p<0.01 

 

4.2.3.2 Type of Tourists 

From the analysis of variance among the groups of types of tourist and 

the potential of the world heritage Historic City of Ayutthaya the researcher was able 

to determine the differences between the averages of types of tourist in each group of 

respondents. The results indicated that there is a statistically significant difference 

among the types of tourist who were respondents and their views on the potential of the 

attributes of the world heritage Historic City of Ayutthaya as follows: historical 

importance to Thailand (P-Value = .011) and being an interesting site (P-Value = .043), 

as shown in table 4.34. 
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Table 4.34 Analysis of Variance between Types of Tourist and Potential Attributes of  

 the World Heritage Historic City of Ayutthaya 

 

(n = 412) 

The Potential of the World Heritage Historic City of Ayutthaya F P-Value 

1. Historical importance to Thailand 2.798 .011* 

2. Importance of Buddhism history to the present  .307 .933 

3. Having a long history  1.134 .342 

4. Being a precious archaeological site 1.373 .224 

5. Unique archaeological site   1.096 .364 

6. Reflecting historical ways of life  .883 .507 

7. Showing the prosperity and beauty of the past  1.005 .421 

8. Having ancient art and antique objects 1.255 .277 

9. Being a well-known historical site .744 .615 

10. Widely accepted  .339 .916 

11. Peaceful atmosphere 1.547 .162 

12. Interesting site 2.186 .043* 

13. Providing additional activities in the area  .996 .428 

14. Providing facilities  .863 .522 

15. Showing a clear interpretation of the site  1.393 .216 

16. Safety for life and belongings  1.112 .355 

17. Convenient accessibility  1.388 .218 

18. Cleanliness of the area .487 .818 

19. Value for money 2.092 .053 

20. Having area management 1.443 .197 

Value of destination (1-3)  1.573 .153 

Uniqueness (4-5) 1.295 .258 

Tradition (6-8) .611 .721 

Reputation and acceptance (9-10) .544 .775 

Aesthetics (11-12) 1.708 .118 

Carrying capacity (13-18) .743 .615 

Management (19-20) 1.766 .105 

Average potential (1-20) 1.041 .398 

 

Note:  * p<0.05, ** p<0.01 
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The comparison of means between types of tourist in each group and the 

potential of the world heritage Historic City of Ayutthaya indicated that there was no 

significance related to the mean scores for any attribute. 

4.2.3.3 Type of Cultural Tourists 

The analysis of variance among the groups of types of cultural tourist and 

the potential of the world heritage Historic City of Ayutthaya revealed the relationships 

between the average types of cultural tourists in each group of respondents. The results 

indicated that there was a statistically significant difference between the types of 

cultural tourist that respondents were on the opinions about potential of the Historic 

City of Ayutthaya as follows: reflecting ways of life in the past (P-Value = .0 30) , 

showing the prosperity and beauty of the past (P-Value = .0 23) , interesting site (P-

Value = .001), showing a clear interpretation at the site (P-Value = .007),  the potential 

of tradition and average potential (P-Values = .022), as shown in table 4.35. 

The comparison of means between types of cultural tourist in each group 

and the potential of the world heritage Historic City of Ayutthaya indicates that the 

respondents who were culturally motivated tourist had significantly higher mean scores 

regarding the reflection of the ways of living of Thai people in the era, showing the 

prosperity and beauty of the past, being an interesting site, the potential of tradition and 

average potential than those who were culturally attracted tourists (Mean differences = 

.299, .250, .309, .260, and .147 respectively). Whereas the respondents who were 

culturally attracted tourists had significantly lower mean scores related to showing a 

clear interpretation of the site than those who were culturally motivated tourists (Mean 

differences = .291), as shown in table 4.36. 
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Table 4.35 Analysis of Variance between Types of Cultural Tourist and Potential 

Attributes of the World Heritage Historic City of Ayutthaya 

 

(n = 412) 

The Potential of the World Heritage Historic City of Ayutthaya F P-Value 

1. Historical importance of Thailand 1.264 .284 

2. Importance of Buddhism from the past to present 2.138 .119 

3. Long history  2.004 .136 

4. Precious archaeological site  1.347 .261 

5. Unique archaeological site   1.545 .215 

6. Reflecting ways of life in the past 3.544 .030* 

7. Showing the prosperity and beauty of the past 3.826 .023* 

8. Having the ancient art and antique objects 2.056 .129 

9. Well-known historical site  .588 .556 

10. Widely accepted in general 1.131 .324 

11. Peaceful atmosphere .872 .419 

12. Interesting site 6.736 .001** 

13. Providing additional activities in the area .101 .904 

14. Providing facilities  .739 .478 

15. Showing a clear interpretation at the site 3.858 .022* 

16. Safety for life and belongings  .018 .982 

17. Convenient accessibility .907 .405 

18. Cleanliness of the area .719 .488 

19. Worth of spending money .606 .546 

20. Having area management .874 .418 

Value of destination (1-3)  2.711 .068 

Uniqueness (4-5) 1.561 .211 

Tradition (6-8) 5.075 .007** 

Reputation and acceptance (9-10) 1.298 .274 

Aesthetics (11-12) 2.868 .058 

Carrying capacity (13-18) 1.562 .211 

Management (19-20) 1.069 .344 

Average potential (1-20) 3.849 .022* 

 

Note:  * p<0.05, ** p<0.01 
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Table 4.36 Multiple Mean Comparison between Different Types of Cultural Tourist  

 Groups on Potential Scores 

 

(n = 412) 

The Potential of the World Heritage  

Historic City of Ayutthaya 

�̅� 1 

n=125 

2 

n=164 

3 

n=123 

6. Reflecting historical ways of life 

   1 The ‘culturally motivated’ tourist 

   2 The ‘culturally inspired’ tourist 

   3 The ‘culturally attracted’ tourist 

 

3.58 

3.41 

3.28 

1 

- 

- 

- 

2 

.169 

- 

- 

3 

.299* 

.130 

- 

7. Showing the prosperity and beauty of the past 

   1 The ‘culturally motivated’ tourist 

   2 The ‘culturally inspired’ tourist 

   3 The ‘culturally attracted’ tourist 

 

4.10 

4.06 

3.85 

1 

- 

- 

- 

2 

.043 

- 

- 

3 

.250* 

.207 

- 

12. Interesting site 

   1 The ‘culturally motivated’ tourist 

   2 The ‘culturally inspired’ tourist 

   3 The ‘culturally attracted’ tourist 

 

4.49 

4.32 

4.18 

1 

- 

- 

- 

2 

.171 

- 

- 

3 

.309* 

.138 

- 

15. Showing a clear interpretation of the site 

   1 The ‘culturally motivated’ tourist 

   2 The ‘culturally inspired’ tourist 

   3 The ‘culturally attracted’ tourist 

 

3.53 

3.62 

3.33 

1 

- 

- 

- 

2 

-.088 

- 

- 

3 

.203 

.291* 

- 

Tradition 

   1 The ‘culturally motivated’ tourist 

   2 The ‘culturally inspired’ tourist 

   3 The ‘culturally attracted’ tourist 

 

3.85 

3.75 

3.59 

1 

- 

- 

- 

2 

.094 

- 

- 

3 

.260* 

.166 

- 

Average potential 

   1 The ‘culturally motivated’ tourist 

   2 The ‘culturally inspired’ tourist 

   3 The ‘culturally attracted’ tourist 

 

3.97 

3.92 

3.82 

1 

- 

- 

- 

2 

.046 

- 

- 

3 

.147* 

.100 

- 

 

Note:  * p<0.05, ** p<0.01 
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4.2.3.4 Perception as the World Heritage Site 

The analysis of variance of the perception as a world heritage site and the 

potential of the world heritage Historic City of Ayutthaya was done to understand the 

differences between the average perceptions as a world heritage site in each group of 

respondents. The results indicate that statistically significant differences in the 

perception as a world heritage site exist among respondents in regard to the potential of 

the world heritage Historic City of Ayutthaya as follows: precious archaeological site 

(P-Value = .005) , unique archaeological site (P-Value = .018) , well-known historical 

site (P-Value = .000), widely accepted in general (P-Value = .037), interesting site (P-

Value = .008) , providing additional activities in the area (P-Value = .021) , and value 

for money (P-Value = .009). Overall, the respondents who knew the site was the world 

heritage site had significantly higher mean scores for the potential of the world heritage 

Historic City of Ayutthaya than those who did not know it was a world heritage site 

( �̅�𝑘𝑛𝑜𝑤𝑛 = 3.91, �̅�𝑈𝑛𝑘𝑛𝑜𝑤𝑛 = 3.87, P-Value = .350). Additionally, the perception as a 

world heritage site was significantly correlated to the potential of the world heritage 

Historic City of Ayutthaya with regard to the uniqueness ( P-Value = .0 03)  and its 

reputation and acceptance (P-Value = .000). 

When considering the comparison of means between perception as the 

world heritage site for each group and the potential of the world heritage Historic City 

of Ayutthaya, the results, as shown in table 4.37, indicate that the respondents who 

knew it to be a world heritage site had significantly higher mean scores than those who 

Ayutthaya was a world heritage site related to it being a precious archaeological site 

(�̅�𝑘𝑛𝑜𝑤𝑛 = 4.39, �̅�𝑢𝑛𝑘𝑛𝑜𝑤𝑛 = 4.15, P-Value = .005), a unique archaeological site (�̅�𝑘𝑛𝑜𝑤𝑛  

= 4.21, �̅�𝑢𝑛𝑘𝑛𝑜𝑤𝑛 = 3.98, P-Value = .018), a well-known historical site (�̅�𝑘𝑛𝑜𝑤𝑛 = 4.33, 

�̅�𝑢𝑛𝑘𝑛𝑜𝑤𝑛 = 3.99, P-Value = .000), widely accepted in general (�̅�𝑘𝑛𝑜𝑤𝑛  = 4.01, 

�̅�𝑢𝑛𝑘𝑛𝑜𝑤𝑛 = 3.81, P-Value = .037), an interesting site (�̅�𝑘𝑛𝑜𝑤𝑛 = 4.37, �̅�𝑢𝑛𝑘𝑛𝑜𝑤𝑛 = 4.15, 

P-Value = .008), worth spending money (�̅�𝑘𝑛𝑜𝑤𝑛 = 4.08, �̅�𝑢𝑛𝑘𝑛𝑜𝑤𝑛= 3.81, P-Value = 

.009), unique (�̅�𝑘𝑛𝑜𝑤𝑛 = 4.30, �̅�𝑢𝑛𝑘𝑛𝑜𝑤𝑛= 4.06, P-Value = .003), and its reputation and 

acceptance (�̅�𝑘𝑛𝑜𝑤𝑛  = 4.17, �̅�𝑢𝑛𝑘𝑛𝑜𝑤𝑛= 3.90, P-Value = .000). Whereas the respondents 

who knew it was a world heritage site had significantly lower mean scores for providing 

additional activities in the area compared to those who was a world heritage site 

(�̅�𝑘𝑛𝑜𝑤𝑛 = 2.98, �̅�𝑈𝑛𝑘𝑛𝑜𝑤𝑛 = 3.26, P-Value = .021). 
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Table 4.37 Perception as the World Heritage Site Comparison on Potential Attributes 

of the World Heritage Historic City of Ayutthaya 

 

(n = 412) 

The Potential of the World Heritage  

Historic City of Ayutthaya 

Known 

(n=332) 

Unknown 

(n=80) 

t P-Value 

𝒙 SD 𝒙 SD 

1. Historical importance to Thailand 4.43 .681 4.33 .612 1.27 .205 

2. Importance of Buddhism history to the present  4.14 .792 4.15 .677 -.119 .905 

3. Having a long history  4.39 .666 4.31 .628 .927 .355 

4. Being a precious archaeological site 4.39 .676 4.15 .748 2.84 .005** 

5. Unique archaeological site   4.21 .787 3.98 .842 2.37 .018* 

6. Reflecting historical ways of life  3.40 .899 3.54 .871 -1.23 .220 

7. Showing the prosperity and beauty of the past  4.04 .763 3.90 .821 1.44 .150 

8. Having ancient art and antique objects 3.76 .909 3.78 .981 -.165 .869 

9. Being a well-known historical site 4.33 .773 3.99 .738 3.63 .000** 

10. Widely accepted  4.01 .781 3.81 .695 2.09 .037* 

11. Peaceful atmosphere 3.86 1.01 3.91 .996 -.407 .684 

12. Interesting site 4.37 .654 4.15 .731 2.64 .008** 

13. Providing additional activities in the area  2.98 .977 3.26 1.04 -2.32 .021* 

14. Providing facilities  3.46 1.04 3.68 .938 -1.69 .090 

15. Showing a clear interpretation of the site  3.50 .881 3.50 .941 .027 .978 

16. Safety for life and belongings  3.93 .838 3.88 .753 .515 .607 

17. Convenient accessibility  3.95 .821 4.00 .857 -.467 .641 

18. Cleanliness of the area 3.64 .950 3.69 1.00 -.434 .664 

19. Value for money 4.08 .815 3.81 .797 2.62 .009** 

20. Having area management 3.45 .845 3.51 .827 -.608 .543 

Value of destination (1-3)  4.32 .576 4.26 .497 .812 .417 

Uniqueness (4-5) 4.30 .644 4.06 .677 2.97 .003** 

Tradition (6-8) 3.73 .644 3.74 .717 -.068 .946 

Reputation and acceptance (9-10) 4.17 .609 3.90 .559 3.66 .000** 

Aesthetics (11-12) 4.12 .686 4.03 .709 .985 .325 

Carrying capacity (13-18) 3.58 .590 3.67 .599 -1.24 .216 

Management (19-20) 3.76 .692 3.66 .650 1.19 .237 

Average potential (1-20) 3.91 .432 3.87 .421 .936 .350 

 

Note:  * p<0.05, ** p<0.01 

 



 213 

4.2.3.5 Period of Recognition as the World Heritage 

The analysis of variance of the period of recognition as a world heritage 

among the tourist groups and the potential of the world heritage Historic City of 

Ayutthaya uncovered the differences between the average period of recognition as a 

world heritage for each group of respondents. The results indicate that a statistically 

significant difference in the period of recognition as a world heritage among 

respondents on their opinions of the potential of the world heritage Historic City of 

Ayutthaya as follows: well-known historical site (P-Value = .001), interesting site (P-

Value = .0 14) , and the potential of reputation and acceptance ( P-Value = .0 03) , as 

shown in table 4.38. 

When the comparison of means between period of recognition as a world 

heritage by each group and the potential of the world heritage Historic City of 

Ayutthaya is taken in consideration, the results indicate that the respondents who found 

out  it was a world heritage site during their travel, but before arrival in Ayutthaya, had 

significantly higher mean scores for showing the prosperity and beauty of the past than 

those who only found that it was a  world heritage site after they had arrived at 

Ayutthaya ( Mean differences = .2 77) . Whereas the respondents who knew this fact 

before traveling had significantly higher mean scores for it being a well-known 

historical site, an interesting site, and the potential of its reputation and acceptance 

(Mean differences = .354, .243 and .257 respectively), as shown in table 4.39. 
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Table 4.38 Analysis of Variance between Period of Recognition as the World Heritage 

and Potential Attributes of the World Heritage Historic City of Ayutthaya 

 

(n = 412) 

The Potential of the World Heritage Historic City of Ayutthaya F P-Value 

1. Historical importance to Thailand 2.153 .117 

2. Importance of Buddhism history to the present  1.396 .249 

3. Having a long history  .444 .642 

4. Being a precious archaeological site 1.692 .186 

5. Unique archaeological site   1.732 .178 

6. Reflecting historical ways of life  1.863 .156 

7. Showing the prosperity and beauty of the past  3.005 .051 

8. Having ancient art and antique objects 1.501 .224 

9. Being a well-known historical site 7.192 .001** 

10. Widely accepted  1.433 .240 

11. Peaceful atmosphere .043 .958 

12. Interesting site 4.288 .014* 

13. Providing additional activities in the area  1.491 .226 

14. Providing facilities  .909 .404 

15. Showing a clear interpretation of the site  1.093 .336 

16. Safety for life and belongings  .824 .439 

17. Convenient accessibility  1.186 .307 

18. Cleanliness of the area .125 .883 

19. Value for money .368 .693 

20. Having area management .168 .846 

Value of destination (1-3)  1.650 .193 

Uniqueness (4-5) 1.968 .141 

Tradition (6-8) .929 .396 

Reputation and acceptance (9-10) 5.749 .003** 

Aesthetics (11-12) 1.330 .266 

Carrying capacity (13-18) 1.246 .289 

Management (19-20) .107 .899 

Average potential (1-20) .424 .655 

 

Note:  * p<0.05, ** p<0.01 
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Table 4.39 Multiple Mean Comparison between Different Perception Period Groups 

on Potential Scores 

 

(n = 412) 

The Potential of the World Heritage  

Historic City of Ayutthaya 

�̅� 1 

n=224 

2 

n=102 

3 

n=86 

7. Showing the prosperity and beauty of the past 

   1 Before travel 

   2 During the travel but before arrival to Ayutthaya 

   3 When arrived at Ayutthaya 

 

4.01 

4.14 

3.86 

1 

- 

- 

- 

2 

-.124 

- 

- 

3 

.153 

.277* 

- 

9. Being a well-known historical site  

   1 Before travel 

   2 During the travel but before arrival to Ayutthaya 

   3 When arrived at Ayutthaya 

 

4.39 

4.20 

4.03 

1 

- 

- 

- 

2 

.192 

- 

- 

3 

.354* 

.161 

- 

12. Interesting site 

   1 Before travel 

   2 During the travel but before arrival to Ayutthaya 

   3 When arrived at Ayutthaya 

 

4.41 

4.29 

4.16 

1 

- 

- 

- 

2 

.112 

- 

- 

3 

.243* 

.131 

- 

Reputation and acceptance 

   1 Before travel 

   2 During the travel but before arrival to Ayutthaya 

   3 When arrived at Ayutthaya 

 

4.20 

4.10 

3.94 

1 

- 

- 

- 

2 

.101 

- 

- 

3 

.257* 

.156 

- 

 

Note:  * p<0.05, ** p<0.01 

 

In conclusion, the result of this study of the correlations between the 

psychological attributes of tourists, consisting of accompanying people, types of tourist, 

types of cultural tourist, perception as a world heritage site, and period of recognition 

as a world heritage, and the potential of the world heritage Historic City of Ayutthaya 

can be summarized as follows: 

Tourists who accompanied with by a partner or spouse considered the world 

heritage Historic City of Ayutthaya to have higher potential related uniqueness and 

being famous than those who accompanied family or friends. These results are 

consistent with the interview results revealing that the world heritage Historic City of 
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Ayutthaya had uniqueness and was famous, for such attractions as the Buddha head in 

the tree root at Wat Mahathat. One of the statements from the interview was: 

 

“Wat Mahathat was the most photographed and well known part of the park, 

with lots of images of the Buddha head in tree roots showing up online.” (T2) 

 

Although, tourists who were accompanied by a partner/spouse and family/friends 

considered the Historic City of Ayutthaya to have higher potential related to a peaceful 

atmosphere than those who accompanied by family, that depended on the period of 

travel. If tourists were traveling during a festival or important event. The peaceful 

atmosphere potential would be lower than that at normal times. In addition, tourists who 

accompanied by a partner/spouse considered the Historic City of Ayutthaya to have a 

higher potential for being an interesting site than those who were accompanied by 

family/friends. Moreover, tourists who were accompanied by a partner or spouse 

considered the world heritage Historic City of Ayutthaya to have a lower potential for 

area management and cleanliness of the area than those who traveled alone ow who 

were accompanies by family/friends respectively. 

Tourists who were the culturally motivated tourists considered the world heritage 

Historic City of Ayutthaya to have higher potential to represent the ways of living of 

Thai people in the era, display the trace of beautifulness and prosperity of the past, show 

the traditions of the kingdom, and be an interesting site than those who were culturally 

attracted tourists. The results are consistent with the interview results showing that the 

world heritage Historic City of Ayutthaya had a long history that was a key point for 

tourists to perceive and learn about Thai culture from this world heritage site. One 

statement from the interview is: 

 

  “It is the big point of history here. It’s good to build it up and show it to the 

people so they can learn the history and see the history.” (T30) 

 

However, tourists who were the culturally attracted tourist considered the world 

heritage Historic City of Ayutthaya to have better potential to show a clear 

interpretation at the site than those who were culturally motivated tourists. 
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Tourists who knew Ayutthaya was a world heritage site considered the world 

heritage Historic City of Ayutthaya to have a higher potential as a precious 

archaeological site, a unique archaeological site, a well-known historical site, being 

widely accepted in general, being an interesting site, and being worth spending money 

than those who did not know it was a world heritage site. 

 

4.2.5 What are the Tourist’s Geographic Characteristics that Affect the 

Potential of the World Heritage Historic City of Ayutthaya? (RO5) 

The statistical mean comparison analysis of tourists’ geographic on their 

perspectives about the potential of the world heritage Historic City of Ayutthaya was 

based on the researcher’s determination geography analysis of the participants’ country 

of residence. 

The analysis country of residence of the respondents and their views about the 

potential of the world heritage Historic City of Ayutthaya examine the differences of 

opinion related to the country of residence of each group of respondents. The results 

indicate that there is significant statistical related to the country of residence of the 

respondents and their opinions about the potential of the world heritage Historic City 

of Ayutthaya as follows: showing the prosperity and beauty of the past (P-Value = 

.006), having area management (P-Value = .012), the potential of tradition (P-Value = 

.014), the potential of aesthetics (P-Value = .043), the potential of management (P-

Value = .014), and average potential (P-Value = .022),  as shown in table 4.40. 

When considering the comparison of means between country of residence for 

each group and their views on the potential of the world heritage Historic City of 

Ayutthaya, the results indicate that the respondents who come from Europe had 

significantly lower mean scores for showing the prosperity and beauty of the past, 

tradition, and aesthetics than those who come from the Americas (Mean differences = 

-.332, -.256 and -.253 respectively). Whereas respondents who came from Asia had 

significantly higher mean scores for having area management than those who came 

from Europe (Mean differences = .551) (table 4.41). 
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Table 4.40 Analysis of Variance between Country of Residence and Potential 

Attributes of the World Heritage Historic City of Ayutthaya 

 

(n = 412) 

The Potential of the World Heritage Historic City of Ayutthaya F P-Value 

1. Historical importance to Thailand .904 .439 

2. Importance of Buddhism history to the present  1.879 .132 

3. Having a long history  2.263 .081 

4. Being a precious archaeological site 1.024 .382 

5. Unique archaeological site   2.072 .103 

6. Reflecting historical ways of life  1.820 .143 

7. Showing the prosperity and beauty of the past  4.195 .006** 

8. Having ancient art and antique objects 1.480 .219 

9. Being a well-known historical site .420 .738 

10. Widely accepted  .933 .425 

11. Peaceful atmosphere 2.272 .080 

12. Interesting site 2.242 .083 

13. Providing additional activities in the area  2.160 .092 

14. Providing facilities  1.464 .224 

15. Showing a clear interpretation of the site  2.516 .058 

16. Safety for life and belongings  .610 .609 

17. Convenient accessibility  1.181 .317 

18. Cleanliness of the area 1.609 .187 

19. Value for money 1.702 .166 

20. Having area management 3.697 .012* 

Value of destination (1-3)  1.896 .130 

Uniqueness (4-5) 1.388 .246 

Tradition (6-8) 3.585 .014* 

Reputation and acceptance (9-10) .042 .989 

Aesthetics (11-12) 2.732 .043* 

Carrying capacity (13-18) 2.212 .086 

Management (19-20) 3.578 .014* 

Average potential (1-20) 3.241 .022* 

 

Note:  * p<0.05, ** p<0.01 
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Table 4.41 Multiple Mean Comparison between Different Country of Residence 

Groups on Potential Scores 

 

(n = 412) 

The Potential of the World Heritage  

Historic City of Ayutthaya 

�̅� 1 

n=21 

2 

n=326 

3 

n=5 

4 

n=60 

7. Showing the prosperity and beauty of the past 

   1 Asia 

   2 Europe 

   3 Africa 

   4 America 

 

4.40 

4.48 

4.75 

4.00 

1 

- 

- 

- 

- 

2 

.097 

- 

- 

- 

3 

-.552 

-.649 

- 

- 

4 

-.236 

-.332* 

.317 

- 

20. Having area management 

   1 Asia 

   2 Europe 

   3 Africa 

   4 America 

 

3.95 

3.40 

3.80 

3.58 

1 

- 

- 

- 

- 

2 

.551* 

- 

- 

- 

3 

.152 

-.398 

- 

- 

4 

.369 

-.181 

.217 

- 

Tradition 

   1 Asia 

   2 Europe 

   3 Africa 

   4 America 

 

3.95 

3.40 

3.80 

3.58 

1 

- 

- 

- 

- 

2 

.127 

- 

- 

- 

3 

-.390 

-.517 

- 

- 

4 

-.129 

-.256* 

.261 

- 

Aesthetics 

   1 Asia 

   2 Europe 

   3 Africa 

   4 America 

 

3.95 

3.40 

3.80 

3.58 

1 

- 

- 

- 

- 

2 

.183 

- 

- 

- 

3 

.338 

.155 

- 

- 

4 

-.070 

-.253* 

-.408 

- 

 

Note:  * p<0.05, ** p<0.01 

 

According to the results of this study of the correlation between the geographic 

attributes of tourists, which is their country of residence, and the potential of the world 

heritage Historic City of Ayutthaya can be summarized thusly. Tourists who came from 

the Americas consider the world heritage Historic City of Ayutthaya have higher 

potential to show the prosperity and beauty of the past, traditions, and being a place 

filled with pleasing aesthetics than those who come from Europe. The results are 
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consistent with interview results showing that the world heritage Historic City of 

Ayutthaya had great history that was unexpectedly valuable. One of the statements from 

the interviews was: 

 

“I think past of thing for this place very great and they were invaluable 

belongings for local people in Ayutthaya and their next generation.” (T16) 

 

However, tourists who came from Asia considered the world heritage Historic 

City of Ayutthaya to have better area management than those who came from Europe. 

The researcher analyzed the relationships between the independent variables (the 

potentials of the world heritage Historic City of Ayutthaya) and the dependent variable 
(revisiting) by using a regression model. The results, as shown in table 4.42, indicated 

that none of the independent variables are significantly related to the revisiting variable. 

This result refers to the revisiting of tourists which depends on various factors such, as 

distance between their residence and Ayutthaya, the expense of travel, or the chance of 

the tourist traveling. Some of tourists came from a faraway country, which may be the 

key factor in their decision making regarding revisiting the Ayutthaya site.  

For example, tourists who came from Germany, England, Poland, or France 

needed to plan and prepare in for a long time advance and they have to choose proper 

tourism destinations that are located near their possible destination choices. Therefore, 

revisiting behavior is affected by several factors that are related to both the visitor and 

the tourism destination. There could be other factors that may explain revisiting because 

R-Square score of this model was 0.037, which means that only 3.7 % of all potential 

attributes used in this study can explain revisiting variable. Even though most tourists 

might not make a decision to revisit to the Ayutthaya site, they would suggest visiting 

to others if the Ayutthaya site has good potential attributes.  
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Table 4.42 Regression Results of Potential Attributes of the World Heritage Historic 

City of Ayutthaya on Revisiting 

 
Independent Variables: 

The Potential of the World Heritage  

Historic City of Ayutthaya 

Dependent Variable:  

Revisiting 

ß Std. Error VIF 

Value of destination .068 .132 1.524 

Uniqueness  -.041 .116 1.629 

Tradition  .195 .108 1.401 

Reputation and acceptance  -.079 .126 1.631 

Aesthetics  .165 .109 1.569 

Carrying capacity  .132 .128 1.613 

Management  .010 .107 1.502 

R-Square .037 

Adjusted R-Square .021 

No. 412 

 

Note:  * p<0.05, ** p<0.01 

 

Results from the OLS regression analysis are presented in table 4.43.  The model 

shows there is a relationship between potentials of the world heritage Historic City of 

Ayutthaya variables (including value of destination, uniqueness, tradition, reputation 

and acceptance, aesthetics, carrying capacity, and management) and suggest visiting to 

others. The result reveals that the relationship between the independent variables 

included uniqueness and aesthetics and the dependent variable of suggesting other to 

visit is positive and statistically significant (β=.140; p<.01 and β=.159; p<.05 

respectively). 

To check for the possible problem of multicollinearity among all variables in 

each model, the Variance Inflation Factor (VIF) statistics was assessed.  The VIF values 

ranges from 1.401 to 1.631, which were significantly below the critical value of 10 

suggested by Mela and Kopalle (2002). This indicates there is no serious 

multicollinearity problem in the study. 
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Table 4.43 Regression Results for the Potential Attributes of the World Heritage 

Historic City of Ayutthaya on Suggest Visiting to Others 

 
Independent Variables: 

The Potential of the World Heritage  

Historic City of Ayutthaya 

Dependent Variable:  

Suggest visiting to others 

ß Std. Error VIF 

Value of destination .140 .076 1.524 

Uniqueness  .140* .067 1.629 

Tradition  -.066 .062 1.401 

Reputation and acceptance  .012 .073 1.631 

Aesthetics  .159* .063 1.569 

Carrying capacity  -.056 .074 1.613 

Management  .095 .062 1.502 

R-Square .093 

Adjusted R-Square .077 

No. 412 

 

Note:  * p<0.05, ** p<0.01 

 

4.3 The Marketing of the World Heritage Historic City of Ayutthaya 

  The marketing analysis of the world heritage Historic City of Ayutthaya is 

related to the main research questions about what the marketing of the world heritage 

Historic City of Ayutthaya is and it can be divided into three research sub-question 

(4.3.1 – 4.3.3) as follows: 

 

4.3.1 What is the Market Segmentation of the World Heritage Historic 

City of Ayutthaya? (RQ6) 

Market segmentation analysis of the world heritage Historic City of 

Ayutthaya used data collected from both qualitative and quantitative research. For 

quantitative research, a questionnaire was used to collect data from foreign tourists. In 

the qualitative research, individual interviews were used to collect information related 

to the branding from the stakeholders form the public sector, private sector, and 

academic sector. The qualitative data from the stakeholders was used to support and 
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explain the results of the quantitative research.  Kotler et al. (2009) stated that market 

segmentation can be classified into the four following criteria: 1) geographic 

segmentation, 2) demographic segmentation, 3) psychographic segmentation, and 4) 

behavioristic segmentation for defining a smaller market segment and for creating a 

clearly defined target group. In this research, the criteria for the market segmentation 

stated by Kotler were applied, and the details will be presented next.   

 

4.3.1.1 Geographic Segmentation 

Geographic segmentation is the market segment that is classified by 

considering different places, such as region, nation, city, or community. In this research, 

the continent of origin was the variable used for market segmentation.  

Most of the foreign tourists came from Europe with the rest coming from 

the Americas, Asia, and Africa in order from most to least number of participants. This 

is consistent with the interview results in which most of the tourists visited to the world 

heritage Historic City of Ayutthaya that they came from Europe. 

   

“Most of the foreign tourists come from Europe, such as France, England, and 

Belgium.” (GS1) 

“Most of the foreign tourists come from Europe, second by the tourists from 

Asia, China and Japan.” (PS2) 

“About 60%, mostly from Europe, second from the U.S., Argentina, Brazil, etc. 

Whereas Asian tourists are about 40% and most of them are Chinese.” (PS7) 

“Most of the foreign tourists are white rather than Asian in which they love 

history and historical sites; they come from France, Germany, the Netherlands, and  

the USA. Whereas, the Asian tourists come from China, Malaysia and Taiwan.” (AS6) 

 

However, some of the interviewees defined that most of the tourists, who 

visited to the historical site, came from Asia especially, Chinese tourists. 

 

“Chinese comes first as can be seen group tour that visited to any temples.” 

(GS4) 

“Number one is Chinese tourists, then Taiwan and Malaysia.” (PS1) 
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“Number one is Chinese comes with tour agency, every day, second by, Japan 

and Europe, the USA.” (PS9) 

“Chinese tourists seem to be the first and second is Japanese, whereas the white 

come from Germany and England.” (AS1) 

 

Collecting data from Asian tourists, especially Chinese tourists who came 

with a tour agency was very limited as they had limited time to visit each place. Thus, 

it was also difficult to collect the data from them. However, Chinese tourist is an 

interesting group because of the increasing the number of Chinese traveling abroad. 

They tend to visit more and are going to the world heritage Historic City of Ayutthaya.  

 

4.3.1.2 Demographic Segmentation 

Segmenting markets by demographic factors consists of gender, age, 

marital status, education level, and religion as follows:  

1) Gender 

If the tourists who visit to the Historic City of Ayutthaya were separated 

by gender, the numbers would be similar. The data from the investigation and interview 

the same, showing only a minor difference in the numbers of male and female tourists.  

 

“Most of the tourist are both male and female at similar ratio.” (GS1) 

“Tourists are both male and female cannot separate which one is more.” (PS5) 

“If dividing from the demographic criteria of gender, they are both male and 

female.” (AS10) 

 

2) Age 

Most of the tourists were aged from 25 to 34 years old, in descending 

order, the following groups were 18 – 24 years old, 35 – 44 years old, 45 – 54 years 

old, 55 – 64 years old, more than 64 years old, and less than 18 years old, respectively. 

This is consistent with the interview results from the stakeholders which explained that 

most of the tourists were working age since they had power to purchase and travel in 

any country. Although, some stakeholders consider teenage tourists are also their target 

group.  
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“Ages are distributed in all period of life.” (GS4) 

“Tourists should be working age and teenagers as a target.” (PS2) 

 “Most of the tourists are in working age until retired people.” (PS7) 

“Age is quite covered which is all age from teenage, working, or retired people  

until young kids.” (AS9) 

 

3) Marital Status 

Most of the tourists were single, followed by married and 

divorced/widowed/separated. 

4) Education Level 

Most of the tourists held a degree higher than a bachelor’s degree, 

followed by those who held a bachelor’s degree and less than a bachelor’s degree.   

 5) Occupation  

Most of the tourists were business employees, followed by students, civil 

servants, business owners, freelancers, retired, and unemployed people.   

6) Monthly Income 

Most of the tourists had monthly income over 80,000 baht, followed by 

60,001 – 80,000 baht, 20,001 – 40,000 baht, 40,001 – 60,001 baht and less than 20,001 

baht, respectively. 

7) Religion  

Most of the tourists were the no religion group, followed by Christians, 

Buddhists, Muslims, etc.        

For the variables in items 3 – 7 (marital status, education level, 

occupation, income, and religion) , most of the stakeholders could not provide the data 

they did not have the data. Therefore, it required collecting data by other methods, such 

as collecting the tourist statistics from the tourism department.  

 

“Other issues such as education, income, religion, occupation are difficult to 

answer, it needs to find the information from the Historic City of Ayutthaya.” (GS4) 

“Other criteria such as education, occupation, income, religion are unknown.” 

(AS8) 
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4.3.1.3 Psychographic Segmentation 

Segmenting markets by psychographics is using the criteria from the 

living patterns or the personality as the market segmentation criteria. For this research, 

the psychographic variables used were the following: accompanying people, travel 

arrangements, tourism information, favorite place, activities, types of tourist, 

perception as a world heritage site, period of recognition as a world heritage, and 

possibility to visit if it were not a world heritage.   

1) Type of Accompanying People and Number of Accompanying People 

Most of the tourists who visited to the world heritage Historic City of 

Ayutthaya were accompanied by their partner/spouse followed by those accompanied 

by family or friends, traveling alone, and with family. When considering the number of 

accompanying people, most tourists travelled in pairs followed by traveling alone, or 

with 3 people, 4 people and more than 4 people, respectively. 

2) Travel Arrangements  

Data from the investigation found that most of the foreign tourists 

arranged the trip by themselves and only some came with a tour agency. From the 

interviews of the stakeholders, it can be concluded that most of tourists who came from 

Europe traveled by themselves. They were the group of backpackers who spent at least 

one night in Ayutthaya before traveling to another destination such as Chiangmai or 

Bangkok. Whereas the Asian tourists, especially Chinese tourists, came with a tour 

agency and tour guides so they can be dropped by the important temples before visiting 

other places. Sometimes, they may not spend the night in Ayutthaya and this is 

consistent with the interviews of the stakeholders from public and academic sectors.    

 

“60% come with tour group and 40% come by themselves.” (GS4) 

“Mostly come with tour group especially, Chinese tourists.” (GS5) 

 

3) Receiving Tourism Information About the World Heritage Historic 

City of Ayutthaya 

Most tourists received tourism information via the internet, followed by 

travel magazines, word of mouth, and tour agencies, in which is consistent with the 

interview result from the one of private sector stakeholders who stated that  
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“Tourists ever seen the information in the website and interested to visit.” (PS1) 

 

4) Favorite Place 

The top three popular places for foreign tourists are Wat Mahathat, Wat 

Chai Wattanaram, and Wat Phra Si Sanphet, followed by Wat Phanan Choeng, Wat Yai 

Chai Mongkol, Wat Ratchaburana, and Wat Mongkhon Bophit. The first three places 

collect a fee from tourists. From the interview result, both of the public and private 

stakeholders pointed out that the tourists want to see the Buddha head in the tree root 

as they saw on the internet that it was an interesting place to take photographs.  

5) Activities during the Visit 

In terms of activities during traveling, most tourists visited the temples 

and museums, observed the local ways of life, went shopping, or tried riding an 

elephant, respectively. This is consistent with the information from private sector 

interviewees that most tourists who visited the world heritage Historic City of 

Ayutthaya focused on visiting the main temples, whereas the public sector interviewees 

stated that some tourists wanted to see the local ways of living of Ayutthaya’s people 

since the main attractions in the world heritage Historic City of Ayutthaya were located 

in urban areas.   

However, there is an informational conflict in the public sector about the 

issue of elephant riding. Some stakeholders stated that foreign tourists, especially 

Europeans and Americans, do not prefer to ride the elephants since they view it a 

torturing the animals because they are not living in the jungle as they should. Whereas 

some stakeholders consider that riding an elephant promotes tourism and can attract 

tourists, especially, Chinese and Japanese tourists. 

6) Types of Tourist  

Tourists who visited to the world heritage Historic City of Ayutthaya 

were mostly cultural/historical tourist, followed by adventurous tourist, experiential 

tourist, recreational tourist, and a small number of educational tourist and diversionary 

tourist. In addition, considering the type of cultural tourists in depth, found that there is 

a distribution between three groups: the culturally inspired tourists, the culturally 

motivated tourists, and the culturally attracted tourists. This is consistent with the 
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interview results from the public stakeholders who declared that most of the tourists 

were cultural tourists. 

 

“Most of them are the cultural tourists who like the historical ruins, stupas,  

and temples.” (GS1) 

 

7) Perception as a World Heritage Site 

Regarding the perception of the world heritage Historic City of 

Ayutthaya as world heritage site, most tourists knew, only a few were not aware of it.  

8) Period of Recognition as a World Heritage 

Most of the tourists knew that the world heritage Historic City of 

Ayutthaya was a world heritage site before travelling to the site, followed by those who 

found out during their travels but before arrival their arrival in Ayutthaya and those 

who only found out after they had arrived in Ayutthaya.  

9) Possibility to Visit if it was not the World Heritage 

Most of the tourists said there was possibility to visit even if it were not 

a world heritage or that they would definitely come, some said they were not sure, some 

said would probably not come and others that they definitely not come.  

In summary, the market segmentation based on psychological criteria 

found that the tourists who visited the historical city can be divided into two main 

groups; those who come in pairs and those travelling with a group of friends or family. 

These groups tend to arrange their own trips and seek the information from websites, 

social media, and travel magazines such as lonely planet.  Most tourists are from Europe 

and those who come with a tour agency in big groups are mostly Chinese tourists. Both 

groups focused on visiting temples as their main activities.   

4.3.1.4 Behavioristic Segmentation 

Segmenting markets by behavior is based on the criteria of knowledge, 

attitude, product use, or chance to purchase products. For this research, the researcher 

considered four issues which were the main purpose of the visit, number of times to 

visit, revisit, and suggesting to others to visit, as follows:  
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1) The Main Purpose to Visit 

Most of tourists visited the world heritage Historic City of Ayutthaya to 

experience the world heritage site for themselves, as a part of a tour agency’s program, 

or to show respect and worship the holy items. This is consistent with the interview 

results from all three sectors.  

 

“Mainly the tourists come to relax or interesting in the history.” (GS5) 

“Mostly come to see the important historical site since it is the world heritage.” 

(GS8) 

“Tourists come to see the historical sites to study the history of the place  

where are them in the past.” (PS3) 

“Travel objectives should be the interesting and want to see the world heritage 

site, interesting in history and architecture of the ancient places.” (AS5) 

“Mostly the tourists come to see temples and ancient places.” (AS8) 

“The main objective to visit the park is to visit the world heritage site  

as well as the ways of life of Ayutthaya people.” (AS10) 

 

The main purpose to visit the world heritage Historic City of Ayutthaya, 

according to most of the stakeholders, was that the Historic City of Ayutthaya attracted 

tourists to the site because most of tourists wanted to see the uniqueness of the world 

heritage site and its interesting tourism resources, about both the history and the 

remaining traces of the civilization. The academic sector gave an additional reason, 

stating that the tourists who visited the Historic City of Ayutthaya were interested  in 

history, ancient places, and ancient objects, as well as ways of living of Thai people in 

the Ayutthaya era.   

2) Number of Times to Visit 

In terms of the number of times to visit the world heritage Historic City 

of Ayutthaya, most tourists were visiting for the first time, followed by those for who 

this was the second visit, and those for who it was their third time, and those who had 

visited more than three times, which is consistent with the interview results of the 

stakeholders who claimed that most of tourists were visiting for the first time and there 

was very small proportion of those who were revisiting the world heritage site. 
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“Most of them should come for the first time very rare to see those come back 

again.” (GS2) 

“the first-time visiting group for 70% and to revisit or visits more than one time 

about 30%.” (GS8) 

“98% are for the first time whereas only 2% will revisit.” (PS1) 

  “Most of the tourists visit for the first time to see temples and to the other 

places.” (AS7) 

“For the revisit is not reach to 20% since most just visit for the first time.” (AS8) 

 

3) Revisiting 

With regard to revisiting the world heritage Historic City of Ayutthaya 

in the future, most of tourists said that they were not sure if they would visit again, 

followed by who not likely to come back, definitely not come back; likely, to come 

back and who would definitely come back. This is consistent with the interview results 

from the stakeholders who claimed that most tourists tended not to come back since the 

world heritage Historic City of Ayutthaya has no more attractions to cause them to 

revisit. The historical sites have the ruins and trace of damage, but only one visit is 

enough to see them and it would be better to visit another world heritage site to seek 

new tourism experiences.  

4) Suggestions to Others 

Regarding the possibility of word of mouth, or suggestion to others to 

visit the world heritage Historic City of Ayutthaya, most of tourists would suggest 

others to come, followed by those who would definitely suggest visiting, not sure if 

they would suggest visiting, not likely suggest visiting and who definitely not suggest 

visiting the site. This, once again, is consistent with the quantitative research results 

about factors the affected suggestions to others to visit the world heritage Historic City 

of Ayutthaya were related to the uniqueness and aesthetics of the site. 

However, the researcher summarized the variables according into four 

criteria for market segmentation for the world heritage Historic City of Ayutthaya as 

shown in detail in table 4.44. 
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Table 4.44 Conclusion of Variables According to the Criteria of Market Segmentation 

for the World Heritage Historic City of Ayutthaya 

 
Variables  Attributes  

Geographic segmentation 

Regions Asia, Europe, America, Africa 

Demographic segmentation 

Gender male, female 

Age below 18 years old, 18 – 24 years old, 25 – 34 years old, 35 – 44 

years old, 45 – 54 years old, 55 – 64 years old, over 64 years old 

Marital status single, married, divorces/ widow/ separated    

Education level below bachelor degree, bachelor degree, above bachelor degree 

Occupation government, business owner, business employee, housewife, 

student, freelancer, retired, unemployed  

Average monthly 

income (THB) 

less than 20,001, 20,001-40,000, 40,001-60,000, 60,001-80,000, 

more than 80,000 

Religion Buddhism, Christianity, Islamic, no religion  

Psychographic segmentation 

Accompanying alone, couple/ spouse, family, friend/ cousin 

Travel arrangement own arrangement, travel with tour agency 

Type of tourists cultural/ historic tourist, educational tourist, recreational tourist, 

adventurous tourist, experiential tourist, diversionary tourist 

Type of cultural tourists culturally motivated tourist, culturally inspired tourist, culturally 

attracted tourist 

Behavioristic segmentation 

Main purpose to visit to visit the historical site, to show respect and worship the holy 

things, to experience the world heritage site by ourselves, being 

a part of the tour agency’s program  

Times to visit 1 time, 2 times, 3 times, more than 3 times 

Return to visit very unlikely, somewhat likely, neutral, likely, very likely 

Suggest to others strongly not recommend, not recommend, neutral, recommend, 

strongly recommend 
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4.3.2 What is the Target Market of the World Heritage Historic City of 

Ayutthaya? (RQ7) 

To determine the target market of the world heritage Historic City of Ayutthaya, 

the researcher interviewed the public sector, private sector, and academic sector 

stakeholders involved in the branding of the world heritage Historic City of Ayutthaya 

to ask for their opinions and perspectives. Determining which group of tourists should 

be the target market for the world heritage Historic City of Ayutthaya and which 

characteristic would make the group suitable group were also considered.  

The stakeholder’s opinions about the target group of tourists for the world 

heritage Historic City of Ayutthaya showed that they felt that the main target group of 

tourists for the world heritage Historic City of Ayutthaya was foreign tourists from 

Europe. The tourists should stay in Ayutthaya at least on night to encourage the circle 

of payment for accommodation, food, domestic transportation, and other related 

businesses. Moreover, the European tourists were the group with the most power to 

purchase. Some stakeholders considered that the main tourists of the world heritage 

Historic City of Ayutthaya to be Asian tourists, especially Chinese tourists, because 

these tourists groups tend to increase in number every year and there were the group 

with greatest possibility to revisit.  

 

“We need the tourists with full circle trip for the most sustainable tourism.” 

(GS1) 

“White tourists consume more and longer than Chinese tourists.” (PS1) 

“Chinese tourists have higher tendency of growing and it is possible  

for them to revisit Ayutthaya. (AS1) 

 

For the age and life cycle, the public sector stakeholders held the belief that 

retired tourists (over 55 years old) were the tourist group that was best suited to be the 

main target for the Historic City of Ayutthaya since they had more time to stay than the 

others and greater buying power because retired tourists had savings from working hard 

all of their life. Whereas some public sector stakeholders considered the target group 

should be of working age, around 25 – 54 years old, because they were working and 

saving money, and they could also travel.   
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“Tourists...the main group are tourists are in middle age, next, adolescence, and 

senior.” (GS1)  

“The main target group of the historic park should be the senior group.” (GS3) 

“The main closed are the group of tourists for working and retired age.” (PS5) 

 

For the second target group of tourists for the Ayutthaya site, some of the 

stakeholders considered teenage tourists to be the new, most suitable choice since they 

were of learning age and sought to have the experience of traveling to various places, 

either with friends or family. Moreover, this group of tourists may revisit in the future.  

 

“Now teenager tourist is very interesting since it is the group with curiosity to 

know and to see what they are never experiences, thus, if supporting to the right point  

it would add more tourists to travel to Ayutthaya, and it would enhance  

the businesses of people in the province.” (PS6) 

 

Regarding the people accompanying tourists, most of stakeholders consider the 

main target group to be tourists who accompanied by their partner/spouse and tourists 

who were travelling with their family. Whereas the secondary target groups were those 

who traveled alone or accompanied by friend or family.  

 

“Target groups of the park are the group that comes that come with family.” 

(GS2)  

“The group of tourists, mostly come with family.” (PS4) 

“Tourists from Europe come with family, couple or main group, other group  

is the second point such as group of friends and come alone.” (GS5) 

 

In summary, the main target groups of tourists visiting the Historic City of 

Ayutthaya tourists who come from Europe, had a long period to make their reservations, 

were working age ( 25 – 54 years old) , arranged the trip by themselves, and were with 

their partner or spouse. The second target group was tourist who came from Asia, 

especially Chinese and Japanese tourists, who travel with a tour agency and travel with 

a large group tour.  
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4.3.3 What is the Market Positioning of the World Heritage Historic City 

of Ayutthaya? (RQ8) 

The researcher interviewed the relevant public, private, and academic sector 

stakeholders involved in the branding of the Historic City of Ayutthaya world heritage 

site to determine their opinions about the market positioning of the Ayutthaya site. 

Market positioning is very important in creating an image that tourists are able to 

recognize and that separates the Ayutthaya site from other tourism sites with similar 

features. Marketing positioning is the position in the minds of tourists which defines a 

site from other tourism destinations through different perspectives. From the 

interviews, it was determined that most of the stakeholders consider that the Ayutthaya 

site should presented as a world heritage tourism site that is appropriate for European 

tourists, who make up the largest number of tourists who come to visit the Ayutthaya 

site. There are several reasons why European tourists visit the Ayutthaya site, including 

the images of the past prosperity, the past ways of life, and the long historical 

background that is full of stories for the tourists to learn and remember. 

 

“European tourists who would interest in Thais ancient city full of stories  

for tourists to learn and remember.” (GS1) 

“European tourists who think that the old capital city of Thailand can easily 

convey to the tourists and too they will easily understand and remember.” (GS8) 

“Most of tourists like ancient city that reflects the significance background  

for the whole nation, such as European tourists.” (PS10) 

 

Some in the stakeholders felt that the Ayutthaya world heritage site should 

present its relationship to working age tourist target, since it would help them feel how 

travelling to Ayutthaya would match their tourism styles, and stressing the reflection of 

historical stories. Whereas another group of stakeholders suggested that it should reflect 

the accompanying tourists for the trip, such as their partner or spouse, so the tourists 

would remember of all these things accurately.  

 

“Marketing position of the historical city, working age tourist should be  

the target of Ayutthaya.” (AS3) 
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“Tourists who are working age because of the readiness of trips.” (AS5) 

 “There should be the couple or lover come and gain experience together.” (AS9) 

 

Additionally, some stakeholders had the opinion that the Ayutthaya site should 

be presented as a destination of tourists to relax in a world heritage site, amazing place, 

or city with outstanding architectural beauty, in a land of abundant of food near 

Bangkok with many temples surrounding it. 

 

“Ayutthaya the world heritage for relaxing.” (GS3) 

“Beautiful city with outstanding architecture.” (PS1) 

“The destination of tourists for relaxing.” (AS4) 

“City of Temples is suited to AYUTTHAYA as it has more good atmosphere to 

rest for tourists.” (AS6) 

 

Based on the above information, the market position of the world heritage 

Historic City of Ayutthaya should be crafted to appeal to working age European 

tourists, who arrange their trips by themselves, in order to rest with their spouse because 

the site is an old capital city with a long history that is near Bangkok. Thus, this is the 

market position that can form a differentiation from competitors and form the 

perceptions of tourists. 

 

4.4 The Potential of the Stakeholders Regarding the Branding of the 

World Heritage Historic City of Ayutthaya  

To assess the potential of stakeholders related to the world heritage Historic City 

of Ayutthaya’s branding, one of the main research questions was about how the 

potential of the stakeholders is related to the world heritage Historic City of Ayutthaya, 

was divided into three research sub-questions (4.4.1 – 4.4.3) as follows: 
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4.4.1 What is the Knowledge of the Stakeholders Regarding the Branding 

of the World Heritage Historic City of Ayutthaya? (RQ9) 

The research analyzed the knowledge of the stakeholders involved in branding, 

who are crucial part of driving  the branding process and who are responsible for the 

management of the world heritage Historic City of Ayutthaya based on six aspects:  

1) basic knowledge, 2) brand analysis, 3) target marketing segmentation, 4) brand 

management, 5) brand implementation, and 6) brand evaluation, including the overall 

of branding process by all three groups of stakeholders  as follows: 

1) Public sector 

The government has the best overall knowledge of the branding process with for 

92.3% being knowledgeable and only 7.7% lacking the requisite knowledge. It is a good 

result for driving the branding of the world heritage Historic City of Ayutthaya since 

the public sector is the unit with direct function and responsibility to promote potential 

of the ancient sites. When separated into aspects, it is found that 93.1% of the 

stakeholders in this sector have basic knowledge about branding, while only 6.9% lack 

this basic knowledge. Moreover, 93.8% have knowledge about branding analysis and 

6.2% basic knowledge about branding. Regarding target marketing segmentation 

knowledge, 83.8% of the public sector stakeholders are knowledgeable about it, 

computed to only 16.2% without knowledge. Likewise, 71.5% possess knowledge 

about branding compared to 28.5% who do not. Likewise, the 67.7% of the public 

sector has about brand implementation and only 32.3% do not. Similarly, 76.1% has 

knowledge about brand evaluation, compared to 23.05 with no knowledge.   

In summary, most of the public sector have knowledge about the branding 

process, especially basic knowledge and brand analysis. Development of other 

knowledge be promoted to develop better knowledge of the branding process to 

increase the potential and ability of the world heritage Historic City of Ayutthaya to be 

prompted to welcome tourists with a higher tendency to visit more every year.  

2) Private sector 

The private sector good overall knowledge of the branding process at 96.9%. 

which reflects the good direction of the world heritage Historic City of Ayutthaya’s 

business branding because private sector is the main mechanism to attract tourists to 

buy services and visit the ancient places in the world heritage Historic City of 
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Ayutthaya. If separated into discrete aspects, it is found that 94.6% of the private sector 

stakeholders have basic knowledge of branding, 83.8% have knowledge related to 

brand, 92.3% possess knowledge about target market segmentation, and 94.6% are 

knowledgeable about branding. Moreover, 80.0% possess brand implementation 

knowledge and 80.8% have knowledge about performing branding evaluations. 

3) Academic sector 

The academic sector has the highest overall knowledge of the branding process 

at 100.0%, this reflects the impetus that drives the brand of the world heritage Historic 

City of Ayutthaya from the academic view related to training and forming knowledge. 

Because the sector has the main role of producing qualified personnel to fulfill the needs 

of then industry that possess knowledge that would be beneficial to all of the sectors 

that are related to Ayutthaya’s tourism. When separated by each aspect, it is found that 

the academic sector has 100.0% basic knowledge branding, brand analysis and brand 

evaluation. Whereas, their target market segmentation knowledge is 83.1%. In addition, 

the 90.8% of the academic sector has knowledge about brand implementation for, as 

shown in table 4.45. 



 

Table 4.45 Knowledge of Stakeholders About the Branding Process 

 

Knowledge Related to  

the Branding Process 

Public Sector (n=130) Private Sector (n=130) Academic Sector (n=30) 

Lack 

Knowledge 

Have 

Knowledge 
Conclusion 

Lack 

Knowledge 

Have 

Knowledge 
Conclusion 

Lack 

Knowledge 

Have 

Knowledge 
Conclusion 

1. Basic knowledge 9 

(6.9%) 

121 

(93.1%) 

Have 

Knowledge 

7 

(5.4%) 

123 

(94.6%) 

Have 

Knowledge 

0 

(0.0%) 

30 

(100.0%) 

Have 

Knowledge 

2. Brand analysis 8 

(6.2%) 

122 

(93.8%) 

Have 

Knowledge 

21 

(16.2%) 

109 

(83.8%) 

Have 

Knowledge 

0 

(0.0%) 

30 

(100.0%) 

Have 

Knowledge 

3. Target market segmentation 21 

(16.2%) 

109 

(83.8%) 

Have 

Knowledge 

10 

(7.7%) 

120 

(92.3%) 

Have 

Knowledge 

5 

(16.9%) 

25 

(83.1%) 

Have 

Knowledge 

4. Brand management 37 

(28.5%) 

93 

(71.5%) 

Have 

Knowledge 

7 

(5.4%) 

123 

(94.6%) 

Have 

Knowledge 

0 

(0.0%) 

30 

(100.0%) 

Have 

Knowledge 

5. Brand implementation 42 

(32.3%) 

88 

(67.7%) 

Have 

Knowledge 

26 

(20.0%) 

104 

(80.0%) 

Have 

Knowledge 

3 

(9.2%) 

27 

(90.8%) 

Have 

Knowledge 

6. Brand evaluation 31 

(23.9%) 

99 

(76.1%) 

Have 

Knowledge 

25 

(19.2%) 

105 

(80.8%) 

Have 

Knowledge 

0 

(0.0%) 

30 

(100.0%) 

Have 

Knowledge 

Average knowledge 10 

(7.7%) 

120 

(92.3%) 

Have 

Knowledge 

4 

(3.1%) 

126 

(96.9%) 

Have 

Knowledge 

0 

(0.0%) 

30 

(100.0%) 

Have 

Knowledge 
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Overall statistical correlation testing results for the demographic variables of the 

stakeholders related to the knowledge of the branding process were comprised of 

stakeholder attributes, gender, age, education level, and tourism working experience. It 

shows a one-on-one correlation between demographic variables and the knowledge of 

the branding process for each dimension of the six dimensions. The results, as shown 

in table 4.46, reveals that demographic variables have a statistically significant 

correlation with the knowledge dimensions, including associate four dimensions related 

to attributes, one related to gender, four related to age, and six dimensions related to 

education and tourism working, respectively.  

 

Table 4.46 Overall Statistical Correlation Testing Results on Demographic 

Relationships to Knowledge Related to the Branding Process 

 

Knowledge Related to  

the Branding Process 
(1) (2) (3) (4) (5) 

1. Basic knowledge .089 -.044 .167** .447** .183** 

2. Brand analysis .264** .034 .294** .545** .253** 

3. Target market segmentation .399** -.080 .209** .438** .197** 

4. Brand management .306** .030 .066 .322** .143* 

5. Brand implementation .176** -.134* .306** .349** .317** 

6. Brand evaluation .043 .005 .132* .237** .163** 

Average knowledge .368** -.046 .315** .611** .337** 

Number of significant attributes 4 1 5 6 6 

 

Note: *  p<0. 05, * *  p<0. 01, (1) = Stakeholder sector, (2) = Gender, (3) = Age, (4) = 

Education, (5) = Experience, Average Knowledge (Average of Knowledge 1-6) 

 

4.4.1.1 Stakeholder Groups 

In this study, the analysis of variance between stakeholder groups 

(including the public, private and academic sectors) and the knowledge of the branding 

process was analyzed to discover the difference of the average knowledge among 

stakeholder groups. The results, as shown in table 4.47, reveal that the knowledge of 

the branding process, including brand analysis (P-Value = .000), target market 
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segmentation (P-Value = .000), brand management (P-Value = .000), brand implement 

( P-Value = .001), and the average of the knowledge about the branding process ( P-

Value = .000) have statistically significant differences among stakeholder groups. 

 

Table 4.47 Analysis of Variance between Stakeholder Groups and Knowledge About 

the Branding Process 

(n = 290) 

Knowledge Related to the Branding Process F P-Value 

1. Basic knowledge 1.286 .278 

2. Brand analysis 15.236 .000** 

3. Target market segmentation 29.080 .000** 

4. Brand management 21.344 .000** 

5. Brand implementation 7.164 .001** 

6. Brand evaluation 1.688 .187 

Average knowledge 30.464 .000** 

 

Note: * p<0.05, ** p<0.01, Average Knowledge (Average of Knowledge 1-6) 

  

An analysis of the average of the knowledge of branding for each group 

was compared in this study. The results show that the respondents in the public and 

private sectors have statistically significant less knowledge of brand analysis, target 

market segmentation, brand management, brand implementation, and the average of 

knowledge than the respondents in the academic sector (Mean differences = -18.80, -

15.90, -25.13, -16.54, -23.33, -19.83, -12.96, -11.60, -17.49, and - 14.25 respectively).  

In addition, the respondents in the public sector have also have statistically significant 

less knowledge of target market segmentation process and the average of knowledge 

compared to the respondents in the private sector (Mean differences = -8.59 and - 3.23 

respectively), as shown in table 4.48. 
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Table 4.48 Multiple Mean Comparison between Different Stakeholder Groups and 

their Knowledge Scores 

 

(n = 290) 

Knowledge Related to  

the Branding Process 

�̅� 

(%) 

1 

n=130 

2 

n=130 

3 

n=30 

2. Brand analysis 

   1 Public Sector 

   2 Private Sector 

   3 Academic Sector 

 

67.86 

70.77 

86.67 

1 

- 

- 

- 

2 

-2.91 

- 

- 

3 

-18.80** 

-15.90** 

- 

3. Target market segmentation 

   1 Public Sector 

   2 Private Sector 

   3 Academic Sector 

 

59.87 

68.46 

85.00 

1 

- 

- 

- 

2 

-8.59** 

- 

- 

3 

-25.13** 

-16.54** 

- 

4. Brand management 

   1 Public Sector 

   2 Private Sector 

   3 Academic Sector 

 

65.56 

69.06 

88.89 

1 

- 

- 

- 

2 

-3.50 

- 

- 

3 

-23.33** 

-19.83** 

- 

5. Brand implementation 

   1 Public Sector 

   2 Private Sector 

   3 Academic Sector 

 

61.11 

62.48 

74.07 

1 

- 

- 

- 

2 

-1.37 

- 

- 

3 

-12.96** 

-11.60** 

- 

Average knowledge 

   1 Public Sector 

   2 Private Sector 

   3 Academic Sector 

 

66.53 

69.76 

84.02 

1 

- 

- 

- 

2 

-3.23* 

- 

- 

3 

-17.49** 

-14.25** 

- 

 

Note:  * p<0.05, ** p<0.01 

 

4.4.1.2 Gender 

Regarding the correlation of gender with the knowledge of the branding 

process, only the knowledge of the brand implementation process was found to have a 

statistically significant correlation with gender (P-Value = .022). Overall, the average 

knowledge of males is more than the average of the knowledge females, but it is not 

statistically significant (�̅�𝑚𝑎𝑙𝑒 = 70.37, �̅�𝑓𝑒𝑚𝑎𝑙𝑒 = 69.26, P-Value = .439).  
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In terms of mean comparisons, the result reveals that males have more 

knowledge of the brand implementation process than females and that it is statistically 

significant (�̅�𝑚𝑎𝑙𝑒 = 65.51, �̅�𝑓𝑒𝑚𝑎𝑙𝑒 = 60.86, P-Value = .022), as shown in table 4.49.  

 

Table 4.49 Gender Comparison of the Knowledge About the Branding Process 

 

(n = 290) 

Knowledge Related to  

the Branding Process 

Male 

(n=137) 

Female 

(n=153) 

t P-Value 

�̅� (%) SD �̅� (%) SD 

1. Basic knowledge 87.59 18.96 85.84 20.48 .753 .452 

2. Brand analysis 70.48 17.17 71.68 18.11 -.577 .565 

3. Target market segmentation 67.88 17.34 64.92 19.23 1.370 .172 

4. Brand management 68.94 16.51 70.08 20.80 -.514 .608 

5. Brand implementation 65.51 16.19 60.86 18.25 2.296 .022* 

6. Brand evaluation 76.64 26.00 76.91 25.73 -.087 .931 

Average knowledge 70.37 10.76 69.26 13.26 .776 .439 

 

Note: * p<0.05, ** p<0.01, Average Knowledge (Average of Knowledge 1-6) 

 

4.4.1.3 Age 

An analysis of variance between age groups and knowledge of the 

branding process was analyzed to determine if there was a difference in the knowledge 

among different age groups of respondents. The results, as shown in table 4.50, revealed 

that the knowledge of the branding process included brand analysis (P-Value = .000), 

target market segmentation (P-Value = .003), brand implementation (P-Value = .000), 

brand evaluation (P-Value = .015), and the average of the knowledge of the branding 

process ( P-Value = .000) have statistically significant differences among the different 

age groups. 
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Table 4.50 Analysis of Variance between Age and Knowledge About the Branding 

Process 

 

(n = 290) 

Knowledge Related to the Branding Process F P-Value 

1. Basic knowledge 2.012 .077 

2. Brand analysis 11.072 .000** 

3. Target market segmentation 3.747 .003** 

4. Branding management 1.162 .328 

5. Brand implementation  6.141 .000** 

6. Brand evaluation 2.885 .015** 

Average knowledge 8.799 .000** 

 

Note: * p<0.05, ** p<0.01, Average Knowledge (Average of Knowledge 1-6) 

 

Multiple mean comparisons between the different age groups’ 

knowledge scores, as shown in table 4.51, reveals that respondents under the age of 25 

have less knowledge of brand analysis, target market segmentation, brand management, 

and average of the knowledge than respondents between the ages of 25 – 34, 35 – 44, 

45 – 54, and 55 – 64 and the difference  is statistically significant (Mean differences = 

-16.9, -22.9, -22.2, -22.5, -10.5, -13.6, -13.1, -17.2, -10.0, -12.9, -13.8, and - 16.5 

respectively). In addition, the result shows that respondents under the age of 25 have 

also have less knowledge of brand management than respondents between the ages of 

35 – 44, 45 – 54, and 55 – 64 and they are is statistically significant (Mean differences 

= -9.9, -16.3, and -16.4 respectively). In contrast, respondents between the ages of 25 – 

34 have less knowledge about brand implementation than respondents between the ages 

of 45 – 54 and 55 – 64 and it is statistically significant (Mean differences = -11.3 and -

11.3 respectively). 

With regard to the brand evaluation process, respondents under the age 

of 25 have less knowledge than respondents between the ages of 25 – 34, 35 – 44, and 

55 – 64 and the deficit is statistically significant (Mean differences = -15.2, -16.9, and 

-21.2 respectively). 
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Table 4.51 Multiple Mean Comparison of the Knowledge Scores of Different Age 

Groups 

 

(n = 290) 

Knowledge Related to  

the Branding Process 

𝒙 

(%) 

1 

n=35 

2 

n=105 

3 

n=86 

4 

n=39 

5 

n=23 

6 

n=2 

2. Brand analysis 

   1 Below 25 years old 

   2 25 – 34 years old 

   3 35 – 44 years old 

   4 45 – 54 years old 

   5 55 – 64 years old 

   6 65 years old or above 

 

53.33 

70.27 

76.23 

75.50 

75.85 

66.67 

1 

- 

- 

- 

- 

- 

- 

2 

-16.9* 

- 

- 

- 

- 

- 

3 

-22.9* 

-5.9 

- 

- 

- 

- 

4 

-22.2* 

-5.2 

.72 

- 

- 

- 

5 

-22.5* 

-5.6 

.38 

-.34 

- 

- 

6 

-13.3 

3.6 

9.5 

8.8 

9.2 

- 

3. Target market segmentation 1 2 3 4 5 6 

   1 Below 25 years old 

   2 25 – 34 years old 

   3 35 – 44 years old 

   4 45 – 54 years old 

   5 55 – 64 years old 

   6 65 years old or above 

55.24 

65.71 

68.80 

68.38 

72.46 

75.00 

- 

- 

- 

- 

- 

- 

-10.5* 

- 

- 

- 

- 

- 

-13.6* 

-3.08 

- 

- 

- 

- 

-13.1* 

-2.66 

.42 

- 

- 

- 

-17.2* 

-6.75 

-3.66 

-4.08 

- 

- 

-19.8 

-9.29 

-6.20 

-6.62 

-2.53 

- 

5. Brand implementation 

   1 Below 25 years old 

   2 25 – 34 years old 

   3 35 – 44 years old 

   4 45 – 54 years old 

   5 55 – 64 years old 

   6 65 years old or above 

 

54.60 

59.68 

64.47 

70.94 

71.01 

83.33 

1 

- 

- 

- 

- 

- 

- 

2 

-5.08 

- 

- 

- 

- 

- 

3 

-9.9* 

-4.79 

- 

- 

- 

- 

4 

-16.3* 

-11.3* 

-6.47 

- 

- 

- 

5 

-16.4* 

-11.3* 

-6.54 

-.07 

- 

- 

6 

-28.7 

-23.7 

-18.9 

-12.4 

-12.3 

- 

6. Brand evaluation 

   1 Below 25 years old 

   2 25 – 34 years old 

   3 35 – 44 years old 

   4 45 – 54 years old 

   5 55 – 64 years old 

   6 65 years old or above 

 

62.86 

78.10 

79.85 

74.36 

84.06 

83.33 

1 

- 

- 

- 

- 

- 

- 

2 

-15.2* 

- 

- 

- 

- 

- 

3 

-16.9* 

1.75 

- 

- 

- 

- 

4 

-11.5 

5.49 

5.49 

- 

- 

- 

5 

-21.2* 

-4.21 

-4.21 

-9.70 

- 

- 

6 

-20.5 

-3.49 

-3.49 

-8.97 

.725 

- 
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Knowledge Related to  

the Branding Process 

𝒙 

(%) 

1 

n=35 

2 

n=105 

3 

n=86 

4 

n=39 

5 

n=23 

6 

n=2 

Average knowledge 

   1 Below 25 years old 

   2 25 – 34 years old 

   3 35 – 44 years old 

   4 45 – 54 years old 

   5 55 – 64 years old 

   6 65 years old or above 

 

59.05 

69.06 

71.97 

72.85 

75.59 

75.64 

1 

- 

- 

- 

- 

- 

- 

2 

-10.0* 

- 

- 

- 

- 

- 

3 

-12.9* 

-2.91 

- 

- 

- 

- 

4 

-13.8* 

-3.79 

-.873 

- 

- 

- 

5 

-16.5* 

-6.53 

-3.61 

-2.74 

- 

- 

6 

-16.6 

-6.58 

-3.67 

-2.79 

-.056 

- 
 

Note:  * p<0.05, ** p<0.01 

 

4.4.1.4 Education Level  

An analysis of variance the between education levels and the knowledge 

of the branding process was performed to seek the difference of the knowledge among 

the various educational level of the respondents. The results, shown in table 4.52, reveal 

that the knowledge of the branding process included basic knowledge (P-Value = .000), 

brand analysis (P-Value = .000), target market segmentation (P-Value = .000), brand 

management (P-Value = .000), brand implementation (P-Value = .000), brand 

evaluation (P-Value = .000), and the average of the knowledge of the branding process 

( P-Value = .000) and there were statistically significant differences in the average 

among each group. 

 

Table 4.52 Analysis of Variance between Education and Knowledge About the 

Branding Process 
 

(n = 290) 

Knowledge Related to the Branding Process F P-Value 

1. Basic knowledge 65.628 .000** 

2. Brand analysis 69.495 .000** 

3. Target market segmentation 34.005 .000** 

4. Brand management 23.567 .000** 

5. Brand implementation  20.889 .000** 

6. Brand evaluation 12.216 .000** 

Average knowledge 103.614 .000** 
 

 

Note: * p<0.05, ** p<0.01, Average Knowledge (Average of Knowledge 1-6) 
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Multiple mean comparisons between the different education levels on the 

knowledge scores of the stakeholders shown in table 4.53, reveals that respondents who 

were educated below bachelor degree level had significantly less basic knowledge, as 

well as less knowledge of brand analysis, target market segmentation, brand 

management, brand implementation, brand evaluation, and the average of knowledge 

than those who were educated at the bachelor degree level or above (Mean differences 

= -44.8, -52.4, -29.9, -42.9, -12.7, -26.8, -26.6, -32.9, -15.9, -24.9, -27.6, -33.8, -24.2, 

and - 34.0 respectively). In addition, respondents with a bachelor’s degree have 

significantly less knowledge basic, brand analysis, target market segmentation, brand 

management, brand implementation, and average knowledge compared to those who 

were educated beyond the bachelor degree level (Mean differences = -7.65, -13.1, -

14.0, -6.33, -9.02, and -9.78 respectively).   

 

Table 4.53 Multiple Mean Comparison of the Knowledge Scores of Different 

Education Groups 
 

(n = 290) 

Knowledge Related to  

the Branding Process 

�̅� 

(%) 

1 

n=14 

2 

n=140 

3 

n=136 

1. Basic knowledge 

   1 Below bachelor degree 

   2 Bachelor degrees 

   3 Above bachelor degree 

 

40.48 

85.24 

92.89 

1 

- 

- 

- 

2 

-44.8** 

- 

- 

3 

-52.4** 

-7.65** 

- 

2. Brand analysis 

   1 Below bachelor degree 

   2 Bachelor degrees 

   3 Above bachelor degree 

 

36.51 

66.43 

79.49 

1 

- 

- 

- 

2 

-29.9** 

- 

- 

3 

-42.9** 

-13.1** 

- 

3. Target market segmentation 

   1 Below bachelor degree 

   2 Bachelor degrees 

   3 Above bachelor degree 

 

47.62 

60.36 

74.39 

1 

- 

- 

- 

2 

-12.7** 

- 

- 

3 

-26.8** 

-14.0** 

- 

4. Brand management 

   1 Below bachelor degree 

   2 Bachelor degrees 

   3 Above bachelor degree 

 

41.27 

67.86 

74.18 

1 

- 

- 

- 

2 

-26.6** 

- 

- 

3 

-32.9** 

-6.33** 

- 
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Knowledge Related to  

the Branding Process 

�̅� 

(%) 

1 

n=14 

2 

n=140 

3 

n=136 

5. Brand implementation 

   1 Below bachelor degree 

   2 Bachelor degrees 

   3 Above bachelor degree 

 

43.65 

59.60 

68.63 

1 

- 

- 

- 

2 

-15.9** 

- 

- 

3 

-24.9** 

-9.02** 

- 

6. Brand evaluation 

   1 Below bachelor degree 

   2 Bachelor degrees 

   3 Above bachelor degree 

 

47.62 

75.24 

81.37 

1 

- 

- 

- 

2 

-27.6** 

- 

- 

3 

-33.8** 

-6.13 

- 

Average knowledge 

   1 Below bachelor degree 

   2 Bachelor degrees 

   3 Above bachelor degree 

 

42.13 

66.37 

76.15 

1 

- 

- 

- 

2 

-24.2** 

- 

- 

3 

-34.0** 

-9.78** 

- 

 

Note:  * p<0.05, ** p<0.01 

 

4.4.1.5 Working Experience 

An analysis of variance between working experience and the knowledge 

of the branding process was done to determine the difference of the knowledge related 

to the working experience period of respondents. The result, shown in table 4.54, 

revealed that the knowledge of the branding process included basic knowledge (P-

Value = .031), brand analysis (P-Value = .000), target market segmentation (P-Value = 

.014), brand implementation ( P-Value = .000), and the average the knowledge of the 

branding process ( P-Value = .000) all possessed statistically significant differences on 

average. 

Multiple mean comparisons between different working experience 

periods on knowledge scores, shown in table 4.55, reveals that respondents who had 1 

– 2 years working experience had significantly less knowledge inf brand analysis, brand 

implementation, and the average of the knowledge than those who had between 3 – 5 

years, 6 – 10 years, 11 – 15 years, and more than 15 years working experience (Mean 

differences = -8.91, -12.3, -14.3, -12.3, -7.79, -10.8, -20.0, -14.9, -5.88, -9.12, -12.8, 

and -11.5 respectively. In addition, respondents, who had working experience of 3 – 5 

years had significantly less knowledge about brand implementation than those who had 
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working experience between 11 – 15 years (Mean differences = -12.2). Likewise, 

respondents who had 1 – 2 years working experience had significantly less knowledge 

about target market segmentation than those who had between 6 – 10 years of working 

experience (Mean differences = -8.36). 

 

Table 4.54 Analysis of Variance between Experience and the Branding Process 
 

(n = 290) 

Knowledge Related to the Branding Process F P-Value 

1. Basic knowledge 2.694 .031* 

2. Brand analysis 6.907 .000** 

3. Target market segmentation 3.200 .014* 

4. Branding management 1.903 .110 

5. Brand implementation 9.609 .000** 

6. Brand evaluation 2.263 .063 

Average knowledge 10.569 .000** 

 

Note: * p<0.05, ** p<0.01, Average Knowledge (Average of Knowledge 1-6) 

 

Table 4.55 Multiple Mean Comparison of the Knowledge Scores of Different  

Experience Groups 
 

(n = 290) 

Knowledge Related to  

the Branding Process 

𝒙 

(%) 

1 

n=80 

2 

n=86 

3 

n=73 

4 

n=24 

5 

n=27 

2. Brand analysis 

   1 1 – 2 years 

   2 3 – 5 years 

   3 6 – 10 years 

   4 11 – 15 years 

   5 More than 15 years 

 

63.06 

71.96 

75.34 

77.32 

75.31 

1 

- 

- 

- 

- 

- 

2 

-8.91* 

- 

- 

- 

- 

3 

-12.3* 

-3.38 

- 

- 

- 

4 

-14.3* 

-5.35 

-1.97 

- 

- 

5 

-12.3* 

-3.34 

.38 

.034 

- 

3. Target market segmentation 

   1 1 – 2 years 

   2 3 – 5 years 

   3 6 – 10 years 

   4 11 – 15 years 

   5 More than 15 years 

 

61.04 

65.70 

69.41 

70.83 

71.61 

1 

- 

- 

- 

- 

- 

2 

-4.66 

- 

- 

- 

- 

3 

-8.36* 

-3.71 

- 

- 

- 

4 

-9.79 

-5.14 

-1.43 

- 

- 

5 

-10.6 

-5.91 

-2.20 

-.77 

- 
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Knowledge Related to  

the Branding Process 

𝒙 

(%) 

1 

n=80 

2 

n=86 

3 

n=73 

4 

n=24 

5 

n=27 

5. Brand implementation 

   1 1 – 2 years 

   2 3 – 5 years 

   3 6 – 10 years 

   4 11 – 15 years 

   5 More than 15 years 

 

55.00 

62.79 

65.75 

75.00 

69.96 

1 

- 

- 

- 

- 

- 

2 

-7.79* 

- 

- 

- 

- 

3 

-10.8* 

-2.96 

- 

- 

- 

4 

-20.0* 

-12.2* 

-9.25 

- 

- 

5 

-14.9* 

-7.17 

-4.21 

5.04 

- 

Average knowledge 

   1 1 – 2 years 

   2 3 – 5 years 

   3 6 – 10 years 

   4 11 – 15 years 

   5 More than 15 years 

 

63.62 

69.50 

72.74 

76.39 

75.12 

1 

- 

- 

- 

- 

- 

2 

-5.88* 

- 

- 

- 

- 

3 

-9.12* 

-3.24 

- 

- 

- 

4 

-12.8* 

-6.89 

-3.65 

- 

- 

5 

-11.5* 

-5.62 

-2.38 

1.27 

- 

 

Note:  * p<0.05, ** p<0.01 

 

Results from the OLS regression analysis are described relation to seven 

models: 

Model 1 shows the relationship between the demographics of 

stakeholders and their basic knowledge about the branding process. The results, as 

shown in the first column, reveal that the relationship between the independent 

variables (including education and experience) and basic knowledge is positive and 

statistically significant (β=15.418; p<.01 and β=3.153; p<.05 respectively). 

Model 2 displays the relationship between the demographics of 

stakeholders and brand analysis. The results, as shown in the second column, reveal 

that the relationship between the independent variables (including stakeholders and 

education) and brand analysis is positive and statistically significant (β=4.009; p<.0 1 

and β=14.173; p<.01 respectively). 

Model 3 shows the relationship between the demographics of the 

stakeholders and target market segmentation. The results, as shown in the third column, 

reveal that the relationship between the independent variables (including stakeholders 

and education) and target market segmentation is positive and statistically significant 

(β=8.831; p<.01 and β=10.327; p<.01 respectively). 
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Model 4 shows the relationship between the demographic of the parties 

and branding management. The results, as shown in the fourth column, reveal that the 

relationship between the independent variables (including stakeholders, education, and 

experience) and branding management is positive and statistically significant (β=6.379; 

p<.0 1, β=9. 132; p<.01, and β=3. 352; p<.01 respectively). In addition to this 

relationship, another independent variable that has a significant relationship with 

branding management is age (β=-2.842; p<.05). However, it is negatively related to 

branding management. 

Model 5 shows the relationship between the demographic of the 

stakeholders and brand implementation. The results, as shown in the fifth column, 

reveal that the relationship between the independent variables (including education and 

experience) and brand management is positive and statistically significant (β=8.070; 

p<.0 1 and β=2. 970; p<.01 respectively).  In addition to this relationship, another 

independent variable that has significant relationship with brand implementation is 

gender (β=-4.690; p<.05). However, it is negatively associated to brand 

implementation. 

Model 6 demonstrates the relationship between the demographics of the 

stakeholders and brand evaluation. The results, as shown in the sixth column, reveal 

that the relationship between the independent variables (including education and 

experience) and brand evaluation is positive and statistically significant (β=10.396; 

p<.01 and β=3.803; p<.05 respectively). 

Model 7 shows the relationship between the demographics of the 

stakeholders and the branding process. The results, as shown in the seventh column, 

reveal that the relationship between the independent variables (including stakeholders, 

education, and experience) and the branding process is positive and statistically 

significant (β=4.208; p<.01, β=10.815; p<.01, and β=2.555; p<.01 respectively). 

Finally, to check for the possible problem of multicollinearity among all 

of the variables in each model, Variance Inflation Factor (VIF) statistics were assessed.  

The VIF values ranged from 1.006 to 2.543, which were significantly below the critical 

value of 10 suggested by Mela and Kopalle (2002). This indicates that there is no 

serious multicollinearity problem in the study (table 4.56).  

 



 

2
5

1
 

Table 4.56 Regression Result for the Demographic Attributes of Stakeholders in Relation to their Knowledge About the Branding Process 

 

(n = 290) 

Independent 

Variables: 

Demographics  

of Stakeholders 

Dependent Variables: 

Basic 

Knowledge 

(Model 1) 

Brand 

Analysis 

(Model 2) 

Target Market 

Segmentation 

(Model 3) 

Brand 

Management 

(Model 4) 

Brand 

Implementation 

(Model 5) 

Brand  

Evaluation 

(Model 6) 

Branding  

Process  

(Model 7) 

ß ß ß ß ß ß ß 

Stakeholders -1.079 4.009** 8.831** 6.379** 2.638 -.953 4.208** 

Gender -1.539 1.288 -2.661 1.772 -4.690* .425 -.871 

Age -1.838 1.289 1.213 -2.842* 1.295 -1.603 -.138 

Education 15.418** 14.173** 10.327** 9.132** 8.070** 10.396** 10.815** 

Experience 3.153* 1.643 1.181 3.352** 2.970** 3.803* 2.555** 

R-Square .221 .350 .307 .181 .222 .075 .487 

Adjusted R-Square .207 .338 .295 .166 .209 .059 .478 

 

Note:  * p<0.05, ** p<0.01, The Branding Process (Average of The Process of Brand Building 1-6) 
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4.4.2 What is the Skill of the Stakeholders Regarding the Branding of the 

World Heritage Historic City of Ayutthaya? (RQ10) 

The researcher interviewed Stakeholders related to the branding of the world 

heritage Historic City of Ayutthaya to determine the Stakeholders’ skill related to each 

step of the branding process, which is very important to creating their own brand for 

the world heritage Historic City of Ayutthaya. Moreover, this is what would allow them 

to form perception and recognition to persuade tourists to travel to the world heritage 

Historic City of Ayutthaya, as well. In this research, the branding skill for the world 

heritage Historic City of Ayutthaya was divided into five skills: 1) brand analysis, 2) 

target market segmentation,  3) brand management,  4) brand implementation,  and 5) 

brand evaluation, which will be discussed in detail momentarily. 

4.4.2.1 Brand Analysis 

The brand analysis process consists of tourist group analyses, competitor 

analyses, and own-brand analyses. The process of analyzing the tourists who visit the 

world heritage Historic City of Ayutthaya should be the first step in brand analysis. The 

stakeholder provides the reasons that the units or organizations related to the world 

heritage Historic City of Ayutthaya branding are truly required to understand of the 

group of tourists, whether it is what group they are from or what their styles and 

objectives for travel are. This will become the basic information used in the brand 

analysis and to support the relevant units understanding of the tourist’s information, 

both past and present, to help them make predictions and set their aims the most proper 

target group. 

 

“First is to analyze the group of tourists who visit the city whether 

 who are they and what kind of tourist they are.” (GS2) 

“To analyze the group of tourists first whether what group that travel to 

Ayutthaya the most. And how do they travel and what are their styles.” (GS5) 

 

The next step is the competitor analysis, which is the process used to 

determine the strengths and weaknesses of competitors which have either direct or 

indirect impacts on the Ayutthaya site. The stakeholder must take on the role of their 

competitors and think like their competitors to understand how tourists  decide where 
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to visit and what are the destinations impress them the most, such as the destinations in 

other ASEAN member countries or in Japan, since they have a similar form and model 

for tourism development in many ways, such as with regard to the aspects of the 

maintenance of ancient places, development of the image of cultural tourism, areas 

manner arrangement and creating an outstanding image of uniqueness to present to the 

tourists. For these reasons, the process of analyzing the competitors is a process to help 

the relevant units to understand how any instructions will be reflected the potential of 

its own destination compared to the competitors and allow them to develop a 

sustainable tourism destination and which will be competitive on the global stage.  

 

 “The competitor of Ayutthaya has the similar form of destination but it should 

be analyzed too what are the kinds of tourist destination, what are the dominant points, 

do they have impacts to us such as Myanmar, Mantlay is the ancient site as well as,  

it may cause tourist’s hesitation to choose where to visit and Thailand may lose chance.” 

(GS5) 

 

Next is the process of own-brand analysis, which is the last sub-process 

of a brand analysis and the process that all stakeholder understand must be done since 

it is the process that will allow the stakeholders of the world heritage Historic City of 

Ayutthaya more about themselves and the site. Moreover, it will help the relevant units 

understand the dominant points for, and the identity of, the destination, or what creates 

its uniqueness that will attract interested tourists to visit. Additionally, it is an analysis 

that will help us to understand the strengths and weaknesses of the Ayutthaya site. Some 

stakeholders believe that the Ayutthaya site dominant traits are related to its history, 

being an ancient town, and an outstanding historical site. Inside the area of the 

Ayutthaya site there are routes that connect all of the significant areas so that tourists 

can easily travel throughout the entire area. All of the attractions also reflect the ways 

of life of Thais in that era, as well as the prosperity of religion. Self-analysis is required 

for the views from the various stakeholders, such as the main unit with direct 

responsibility, the Fine Arts department, and private, and academic sectors, to be 

integrated to make the most efficient use of the dominant points related to all of the 

relevant units to develop a recognizable, cohesive brand for tourist.  
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“We must see what are outstanding there where people can remember it.” (PS4) 

“The first thing we should know it the way we want to become in which must 

result from various views from the Fine Art Department, to go in the same direction.” 

(AS1) 

“The dominant point of the historical city is to have the historic stories,  

the ancient capital of Thailand, the unique of ancient city with the connected areas with 

routes to travel around.” (AS10) 

  

4.4.2.2 Target Market Segmentation 

Second step is to set the target market group and consists of the processes 

of market segmentation and target market determination. The segmentation step is the 

process of dividing a large group of tourists with differences into smaller, more 

homogenous groups. This makes communication management easier and more 

efficient. Segmentation of the primary (main) target tourists and the secondary tourists 

will help stakeholders understand how best to market Ayutthaya to the tourists. In 

additions, we can also use the demographic and behavioral information about each 

group of tourists to support better market segmentation.  

 

“It suite with all group of tourists or not or should we set for clear group  

to be easy for marketing.” (PS1) 

“By using demographic and behavioral information of tourists to set for target 

group.” (GS8) 

 

Selecting the market segment is the process of assessing the different 

tourist groups evaluating the size of the tourist group, whether that group of tourists is 

suited to the world heritage Historic City of Ayutthaya, the expected future growth rate 

of that group of tourists. Then, ultimately, deciding which one is the best suited group 

of tourists to select as the target market.  

 

“To conform between the historical city have and what tourists want.” (GS8) 

“To set for the group of tourists which group is the best for the historical city.” 

(PS6) 
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4.4.2.3 Brand Management 

The branding process consists of creating an identity, presenting the 

value of brand, and forming brand awareness. Identity forming is the process of making 

the brand special, so that it has a uniqueness compared to its competitors and that has 

value to tourists in some way. Some of the stakeholders believe that using the phrase 

‘ancient capital city’ reflects the grandeur of having at one time been the capital of 

Thailand, whereas ‘Ayutthaya’ reflects the age and uniqueness of the world heritage 

Historic City of Ayutthaya in the memories of tourists. Besides the history of the city 

and the ruins remaining of the Ayutthaya site requires the relevant units to brainstorm 

to determine the outstanding points of the Ayutthaya site and what their meanings are 

and what makes them special. Some stakeholder suggest that the forming of a brand 

identity for the Ayutthaya site is different from forming a brand identity for a  general 

product, and consists of three sub steps as follows: 1) brand design, which is when the 

relevant units brainstorm to design the brand for the destination identity, 2) brand 

selection is the step where the stakeholders choose a brand that is directly related to the 

needs of the stakeholders or relevant units, which could actually have two or three 

related forms and, 3) voting choose the best brand that would gain most greatest 

acceptance from all involved stakeholders, including all of the relevant units, 

populations, as well as the private, academic, and public sectors. 

 

“Forming the cooperation with the network, from public, private and academic 

sector to brainstorm for the idea of branding.” (GS1) 

 “To form identity, story of the place, background and remaining.” (GS5) 

 “Brand design for the historical city to enter into the choosing process  

then, vote for the brand that gained most acceptance.” (AS1) 

 

Presenting the value of the brand is the step which helps tourists 

understand the benefits they will receive from travelling to the world heritage Historic 

City of Ayutthaya and how it their moods and emotions. The relevant stakeholders must 

create promotional materials that stress the advantages of the world heritage the tourists 

via video presentations or advertisements that show the feelings and perceptions of the 
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story of the Ayutthaya site to respond to the travel habits and self-images of the main 

target group of tourists who visit the Ayutthaya site. 

 

“Then creating the identity for the park to response to the main tourists group.” 

(PS6) 

“Presenting the dominate points in various channel.” (GS8) 

 

Forming brand awareness is the process to create awareness among 

tourists of the differences of the brand and the value of the Historic City of Ayutthaya 

so tourists will remember the Ayutthaya site when seeing the brand and remember 

branding efforts such as the ‘Go Ayutthaya’ campaign or the QR Code or AR Code 

used to help educate tourists and inform them about the Ayutthaya site. Some of the 

stakeholders consider the information communicated to the tourists help learn about 

and remember the Ayutthaya site such making Ayutthaya a source for learning history, 

presenting the beauty of the ancient site for them to sense and remember, and extending 

this to other groups by creating landmarks or Check-in point to stimulate talking 

pictures and share them on social media help expand the brand of the Ayutthaya site. 

 

“For the tourists to recognize Ayutthaya as the source of learning and beauty of 

the ancient city.” (GS4) 

“For tourists to remember and extend by creating Landmark or Check in Point  

to stimulate them to take pictures and share in social media.” (PS5) 

 “Presenting the brand to the tourists to know and remember.” (PS7) 

“For the tourists to know the brand of the historical city.” (AS10) 

 

4.4.2.4 Brand Implementation  

The steps for brand implementation consist of brand positioning, 

presentation of the brand positioning and consumer management, where brand 

positioning is the process of using the marketing mix as the criteria for brand 

positioning to form a mutual perception in the organization what the brand’s standing 

point is and keep implementing it consistently.   
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“Using the marketing strategy or 4P or 7P to make it clear where is  

the stand point of the historical city.” (PS6) 

 

Presenting the brand position means to present the brand by using 

symbols and comparisons that will enable the tourists who travel to the world heritage 

Historic City of Ayutthaya remember the brand easily and to help communicate the 

brand to a wider audience by using social media as the medium of transfer  to present 

with things that the tourists are interested in knowing to promote the marketing complex 

and ongoing branding by stressing the dominate points in the same manner with 

cooperation from all sectors. 

 

“Promoting ongoing marketing complex.” (PS4) 

“Using social media as a medium.” (GS1) 

 

Consumer management refers to efforts to manage the relationship 

between the brand and tourists so that it forms emotional psychological images for the 

tourist and promotes revisiting behavior, as well as loyalty toward the Ayutthaya site. 

More psychological connections can be generated by providing information and 

marketing communications related to publicizing any tourism activities which will also 

promote Ayutthaya to become more known, overall. Some stakeholders consider 

setting up tourism promoting activities using the public sector as the core and using the 

academic sector and other educational institutions to support the activities. 

 

“Sale promotion, policing, activities from all parts in cooperation  

to attract the tourists.” (GS2) 

“Setting the tourism promotion activities using the public sector as the core 

 to pull the academic sector and education institutes to support.” (PS1) 

“To set for the tourism promoting activities by the cooperation 

of the stakeholders.” (AS10) 
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4.4.2.5 Brand Evaluation  

Brand evaluation is the final process of branding where you estimate the 

brand position as the main criteria and estimate the other components of the brand, as 

well. You should monitor and follow up using both qualitative and quantitative methods 

to determine the perceptions, responses, and behaviors of tourists toward the Historic 

City of Ayutthaya’s brand or whether the desires brand that has been formed can be 

used or not. Some of the stakeholders consider assessing the brand of the Ayutthaya 

site using surveys to determine if tourists who are leaving, or those who have just 

arrived to, Ayutthaya whether they know about the brand.  

 

 “Finally is the brand assessment by surveying with the tourists who are going 

back and ask them if they know the Ayutthaya brand, what does it mean, where?” (PS7) 

“Then evaluate if the brand has done well enough?” (PS6) 

“...follow up and assess the behaviors of tourists.” (AS3) 

“Finally, the brand assessment use for the tourists survey.” (AS6) 

 

4.4.3 What is the Attitude of Stakeholders Regarding the Branding of the 

World Heritage Historic City of Ayutthaya? (RQ11) 

To assess the attitudes of the branding stakeholder, the researcher interviewed 

stakeholders who were related to the branding of the world heritage Historic City of 

Ayutthaya stakeholder about their attitudes toward the world heritage Historic City of 

Ayutthaya. In this research, the attitudes of the stakeholders involved in the Historic 

City of Ayutthaya’s branding can be separated into categories related to the 5 steps of 

1) brand analysis, 2) target market segmentation, 3) brand management, 4) brand 

implementation, and 5) brand evaluation, in which are discussed next. 

4.4.3.1 Brand Analysis 

In regard to brand analysis, most of the stakeholders have a positive 

attitude and believe that brand analysis can be done to understand the strengths and 

weaknesses of the world heritage Historic City of Ayutthaya in detail. The directly 

involved relevant units that play the main roles in the branding the Ayutthaya site 

should be allowed to conduct the brand analysis since they know Phra Nakorn Sri 
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Ayutthaya historical park the best. Additionally, all sectors should cooperate in the 

process with integrity and study the existing information in detail. Whereas some 

stakeholders have a negative attitude, feeling that brand analysis cannot be done unless 

those with authority to initiate the brand analysis of the Ayutthaya site do so and invite 

the relevant parties to work together. 

 

“We could do the first step by understanding ourselves first and understand the 

history.” (GS1) 

“Brand analysis process of the historical city may be unable to do alone, we 

should invite the stakeholders to work together.” (GS3) 

“In brand analysis, we thing the historical city can do which is to understand 

itself and understand tourists.” (PS10) 

“Brand analysis process of the historical city can be done from the old 

information of the park.” (AS4) 

 

4.4.3.2 Target Market Segmentation 

The process is how the target market is determined. Most of the 

stakeholders have a positive attitude, considering that they want to do it that they are 

asking for the related statistical information from the province, as well as the 

demographic information and behavioral characteristics of tourists to make it more 

convenient to separate the groups of tourists into manageable sub-groups. In contrast, 

some of the stakeholders prefer to market to all of the groups of tourists who visit the 

world heritage Historic City of Ayutthaya since they provide service to all tourists, 

regardless of which market segment they come from. The stakeholders with negative 

attitudes believe that we cannot do it because there is not sufficient information to set 

out the target group.  

 

“Setting the target group can be done by asking for the demographic information  

and behavior of tourists.” (AS8) 

“Setting the target group could be done considering from the past information  

of tourists.” (AS9) 
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“To set the target group may not be done, the Tourists will come or not  

is up to the publicizing.” (GS7) 

 

4.4.3.3 Brand Management   

The branding process generates positive attitude from most of the 

stakeholders as it can use the dominant points of interest of the world heritage Historic 

City of Ayutthaya to form the brand and present the brand to the tourist understand, 

especially since the dominant point of interest are already fairly well known and can be 

used by the Ayutthaya site as the core for providing information to tourists and as the 

possible dominant points for the branding. Moreover, it would require the cooperation 

of all stakeholders, from brainstorming to forming the best brand. However, the 

stakeholders with a negative attitude consider it to be impossible because it requires a 

large budget and lots of time to complete the process before the steps of selecting the 

brand it can be reviewed and evaluated.  

 

“Forming the brand for historical city must be able to do if we bring the 

dominant point to form brand.” (AS7) 

“Branding could be difficult since it takes time and budget to get an idea it 

requires many times to reviews.” (AS8) 

  

4.4.3.4 Brand Implementation   

Most of the stakeholders have a positive attitude in regard to brand 

implementation since they consider it possible to perform along with their other 

activities to present the brand via any channels, such as social media and connecting 

with the other stakeholders related to the world heritage Historic City of Ayutthaya. In 

addition, they believe that there should be sufficient marketing promotion for the 

tourists to efficiently perceive the brand, such as by using marketing 4.0. Whereas the 

stakeholders with negative attitudes do not think it can be done since it requires the 

participation of the local continuity and that it would be difficult to perform the needed 

work ongoingly within the current work system of the government.    
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“Brand implementation of the park could be done together with the activities 

presenting via  social media.” (GS3) 

“Brand implementation can be done using various channels and  

logo continually.” (GS8) 

“Brand implementation of the park may not be done since it requires for 

continuity but in the government system, it is difficult to do.” (GS9) 

 

4.4.3.5 Brand Evaluation   

Most of the stakeholders have a positive attitude and believe that it can 

be done using both qualitative and quantitative assessment methods, such as using 

questionnaires and surveys, to determine whether or not the tourists can access the 

world heritage Historic City of Ayutthaya brand, as well as asking the tourists online 

by having the tour companies join in the efforts. It is necessary to obtain the cooperation 

of the stakeholders, workers, and members of the local communities how contact 

tourists directly, such as the restaurant and accommodation entrepreneurs. However, 

the stakeholders with a negative attitude stakeholder that it cannot be done because it 

needs continuity over a long time to see the real assessment results. Thus, this process 

will be the investigation of the branding process. 

 

“Follow up and assessment on both the qualitative and quantitative research,  

this can be surely done since most of the steps should be done.” (GS1) 

“Branding assessment may not be done since it takes long time 

 to see the results.” (PS8) 

 

4.5 The Branding Process of the World Heritage Historic City of 

Ayutthaya 

In order to create a proposal for the branding of the world heritage Historic City 

of Ayutthaya, the researcher studied the concepts and theories related to branding from 

many academicians, for instance, Aaker, Kotler, Knapp, Keller, Mariotti, Fill, Duncan, 

and Pathamaporn Netinan, which will allow the researcher to synthesize a five-step 

branding process as follows:  
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Step 1 Brand analysis, consisting of three sub steps which are (1) tourist analysis, 

(2) competitor analysis, and (3) self – analysis.  

Step 2 Target market segmentation to set the prospective consumer group and 

the group that the brand aims to market to, consisting of two sub steps of ( 1) market 

segmentation and (2) target market determination.  

Step 3 Brand management, which has been divided into three sub steps which 

are (1) brand identity, (2) value proposition, and (3) brand awareness. 

Step 4 Brand implementation, which is divided into three sub steps which are (1) 

brand positioning, (2) presentation of brand positioning in various forms, and (3) 

customer-brand relationship. 

Step 5 Brand evaluation is the follow up and brand tracking which is considered 

to be the final step in the branding process. It is mainly used to estimate the brand 

position and other brand components that may be applicable to tourist analysis, 

competitor analysis, and self – analysis. 

 

4.5.1 What is the Proposed Branding Process for the World Heritage 

Historic City of Ayutthaya? (RQ12) 

The branding process of the world heritage Historic City of Ayutthaya consists 

of eleven steps as follow: 1) evaluating the potential of stakeholders in relation to 

branding, 2) product positioning, 3) benchmarking analysis (product positioning), 4) 

market positioning, 5) benchmarking analysis (market positioning), 6) product and 

market positioning, 7) benchmarking analysis (product and market positioning), 8) 

brand creation, 9) brand implementation, 10) brand evaluation, and 11) monitoring and 

adaption. 

4.5.1.1. Evaluating Potential of Stakeholders in Relation to Branding 

The potential evaluation among the personnel related to branding is a 

very important step, since it can make the relevant unit aware of the knowledge, skills, 

and attitudes of the stakeholders toward branding. It is the first step of the process to 

prompt the stakeholder prior to branding since it needs to take under consideration the 

systematic approach and continuity of branding to generate the utmost benefit.  
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1) Knowledge 

The results of branding knowledge test given to the stakeholders revealed 

that, overall, the academic sector has the best knowledge related to branding, followed 

by the private and public sectors, respectively. When looking at each sectors of 

stakeholders separately, the researcher found that the academic sector possessed the 

most knowledge about brand analysis, brand management, and brand evaluation, with 

100% of those tested having a sufficient level of knowledge. This was followed the 

private and public sectors; stakeholders’ knowledge related to brand implementation 

and target market segmentation, which were determined to be 90.8% and 83.1%, 

respectively. The private sector stakeholders had more than an 80% for knowledge 

related to all steps, about brand management, target market segmentation, brand 

analysis, brand evaluation, and brand implementation (94.6%, 92.3%, 83.8%, 80.8%, 

and 80.0% respectively), whereas the public sector stakeholders had the most 

knowledge about brand analysis (93.8%), followed by target market segmentation, 

brand evaluation, and brand management (83.8%, 76.1%, and 71.5% respectively). 

However, the public sector had the least knowledge about brand implementation 

(67.7%), which is the step related to brand positioning, presentation of brand 

positioning in various forms, and customer-brand relationship. This may result from the 

public stakeholders having no experience with branding related to the other 

organizations or units. Thus, training should be provided for the public sector to have 

better knowledge and understanding about branding (especially brand management) 

because the public stakeholders equally related to the branding as the other units that 

also responsible for branding. If any the main units have insufficient information, or 

lack knowledge, it would be difficult to successfully create a brand. 

2) Skills 

The interviews with the stakeholders related to branding skills revealed 

that, overall, the academic sector has the highest skill level in all steps of branding, 

followed by the public sector and that the private sector lacked skills related to branding 

evaluation. When considering each sector separately, it was found that the academic 

sector has the highest branding skill for each step ( based on percentage of correct 

answers) . Their brand analysis skills were assessed to be 90%, followed by branding 

management, target market segmentation, brand evaluation, and brand implementation 
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skills (80%, 70%, 70%, and 60% respectively). The private sector’s best skill was 

related to branding management, which was determined to be 90%. This could be 

because most stakeholders in the private sector are tourism and service entrepreneurs 

that want to create their own brand. Thus, they have skills related to the branding 

management step. This was followed by their skills in brand analysis, brand 

implementation, and target market segmentation (80%, 70%, and 60% respectively). 

The private sector was found to lack skills related to brand evaluation, scoring only 

40%. This could be because most of the private sector does not the importance of the 

branding evaluation since most of the entrepreneurs have no idea how to change or 

adjust their own brand. Likewise, the public sector also only scores 40% in relation to 

brand evaluation skills indication that the public sector also lacks the skills needed for 

this step. This could be because the historical city has never had its own brand thus, it 

could not perform a brand evaluation. Thus, to prepare the stakeholders for branding 

training should be provided to increase the brand evaluation skills for both public and 

private sectors.  

3) Attitude  

The interviews with the stakeholders related to branding attitude 

Revealed that the academic and private sectors have a positive attitude toward all of the 

steps in the branding process, overall. Meanwhile, the public sector has a negative 

attitude toward branding in regard to target market segmentation step. Conversely, the 

academic sector was found to have a 100% positive attitude toward branding related to 

the brand analysis, target market segmentation, and brand implementation step. These 

are followed by brand management (90%) and brand evaluation (for 70%) among 

academics. At the same time, the private sector has an equally positive attitude, rated 

at 90%, toward branding in relation to the branding management and brand 

implementation processes, follows by brand analysis and target market segmentation, 

both being equal at 70%, and brand evaluation at 60%. The public sector’s most positive 

attitude toward branding is toward the step of brand implementation ( 80%), followed 

by brand evaluation, brand analysis, and brand management (70%, 60%, and 60% 

respectively). Most of the public sector has a negative attitude toward target market 

segmentation, having a 60% negative attitude rating. This could either arise from the 

public sector feeling that they are too busy to set a target group of tourists, since most 
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in the public sector choose market to all target groups, therefore, or may feel that they 

not have to. Therefore, we should develop the knowledge and understanding of all 

stakeholders so that they will have positive attitudes toward all of the branding steps.  

4.5.1.2 Product Positioning 

The positioning of the world heritage Historic city of Ayutthaya is related 

to the images of the specific attribute of the world heritage Historic city of Ayutthaya 

that are aimed toward creating emotional responses which prompt tourists to visit and 

makes them have a feeling for the meaning that is conveyed. But it must be clear about 

what it presents about the world heritage Historic city of Ayutthaya, and should be easy 

to understand and not ambiguous. The tourists visiting the world heritage Historic city 

of Ayutthaya must realize its value to world cultural heritage and its special, 

outstanding uniqueness to understand the position of the Historic city of Ayutthaya is 

created in the minds of tourists. This research uses the potential of the destination as 

the set point for product positioning.    

Exploring the potential of the world heritage Historic city of Ayutthaya 

determined that the world heritage Historic City of Ayutthaya’s greatest potential is 

related to the value of the destination and its uniqueness (�̅� =4.31 and 4.26), while the 

potential of its reputation and acceptance, aesthetics, management, traditions, and 

carrying capacity (�̅� = 4.12, 4.10, 3.74, 3.73, 3.59 respectively) are also high. Most 

tourists consider the Historic city of Ayutthaya to be a valuable ancient site that presents 

significant history and a long-time background, as well as being important to Buddhist 

history. Moreover, they see it as a historical site with outstanding uniqueness and value, 

while the potential carrying capacity has the lowest potential of all of the items, which 

include having additional activities; facilities, such as information service centers, 

restaurants, and beverages, and clear communication, in relation to the potential 

development of the world heritage Historic city of Ayutthaya. Information from tourists 

suggests that the world heritage Historic city of Ayutthaya should set up more 

performance activities and festivals; develop sufficient infrastructure to support the 

tourists, such as pocket parks that offer historical knowledge; and there should be clear 

communication about the meaning of the destination. It is suggested that application 

that can be downloaded onto smarts phones be used to provide information and that 

clear zoning be developed to maintain the separation of the tourism and utility areas.  
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4.5.1.3. Benchmarking Analysis (Product Positioning) 

Benchmarking is the step after product positioning, it is the analysis of 

the comparison of the potentials and any components of the world heritage Historic city 

of Ayutthaya to other tourist destinations to understand what things other destinations 

have done successfully, and to apply them to the world heritage Historic city of 

Ayutthaya. This will add more efficiency in developing the Historic City’s potential. 

Although the world heritage Historic city of Ayutthaya is a governmental unit that does 

not require any competition to gain market margin, it should create benchmarking since 

it would help develop more efficiency in the development the Ayutthaya site potential. 

Meanwhile, the benchmarking compares Ayutthaya to other sites and when there is a 

comparison, it should stimulate the operation personnel to become better and improve 

image of the Ayutthaya site. Benchmarking allows management and operators to 

understand how the Ayutthaya site is in comparison to other tourism destinations which 

may be considered to be a better location.  

This research compares Ayutthaya to the Historic Town of Sukhothai and 

Associated Historic Towns (‘Sukhothai’) since they are both listed cultural world 

heritage site in the world heritage list due to their outstanding universal value related to 

the three inclusion criteria, which are that they present the hard to find uniqueness; 

evidence of the traditions and customs, or the remains of a lost civilization. Most of the 

stakeholders consider the Historic Town of Sukhothai to have the highest level of 

potential for value of destination, uniqueness, and tradition. Sukhothai is a valuable 

world cultural heritage site which contains remains of a 700-year-old kingdom that used 

to be prosperous in politics, economics, trade, religion, language, ND arts and culture 

as well as preserving ancient customs. The potential of Sukhothai’s reputation and 

acceptance, aesthetics, and management are high level, but the stakeholders hold the 

opinion that the greatest weakness and disadvantage of Sukhothai is its carrying 

capacity related to the issue of accessibility. Because Sukhothai is located in the 

northern part of Thailand, the choices of how travel to the destination are limited and 

the tourists have to use either public transportation (bus) or travel by plane. For this 

reason, most of the tourists who visit the Historic Town of Sukhothai are Thai people 

rather than foreigners.  
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As mentioned above, both historical towns have similar potential value 

related to destination and uniqueness, but Sukhothai has the potential related to 

traditions. However, comparing the locations, the stakeholders consider the potential 

Ayutthaya to have an advantage over Sukhothai related to its location, since Ayutthaya 

is located in Phra Nakorn Sri Ayutthaya, in the central part of Thailand and is not too 

far from the present capital city, Bangkok. Tourists who want to visit Ayutthaya can 

access to the destination easily. Most tourists can arrange their own trip to Ayutthaya 

via train, bus, car, or van from Bangkok and stop by at Ayutthaya before going on to 

other destinations. Traveling from Bangkok takes only an hour in comparison to only 

being to travel to Sukhothai by public transportation (bus) or plane. This is one reason 

that Ayutthaya has more Thai and foreign visitors Sukhothai. 

4.5.1.4 Market Positioning 

Before designing the tourism products, you must perform market 

segmentation, targeting, and market positioning, or S-T-P.   

1) Market segmentation the process of dividing large market segments 

into sub segments based on specific attributes of the purchasers to create a smaller 

market and to make the target group clearer using the four sets of criteria that follow:  

(1) Geographic segmentation using the continent of origin of the 

tourists as the variable for market segmentation  

( 2) Demographic segmentation using gender, age, marital status, 

occupation, income and religion as the variables for market segmentation. 

(3) Psychographic segmentation using accompanying people, travel 

arrangements, receipt of tourism information, favorite place, activities, types of tourists, 

types of cultural tourist, perception of Ayutthaya as a world heritage, period of time 

perceived as a world heritage site, and possibility to visit if not the world heritage site 

as the variables for market segmentation. 

(4) Behavioral segmentation using main purpose of visit, number of 

times to visit, revisiting, and suggestion to others as the variables for market 

segmentation. 

2) Target market is the processes used to assess and choose one, or more, 

market segments as the target market. 
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The main target market of the tourists who visit Ayutthaya are tourists 

from Europe, who are working age between 25 – 54 years old, travel as a couple or with 

family, and who arrange the trip by themselves. They are tourists group travels to see 

the historical city the most, while the sub target group is tourists from Asia, especially 

Chinese and Japan who are aged between 25 – 54 years old and come with tour 

company in a big group.  

3) Market positioning sets the mental position of tourists that is defined 

by their feelings about Ayutthaya in comparison to other destinations.  

The market positioning of the world heritage Historic city of Ayutthaya 

is related to its history and location being near to the capital city of Thailand. It is 

appropriated for European tourists who are working age people, arrange their trips at 

the Ayutthaya site by themselves, and choose traveling in order to rest with their spouse. 

It should be noted that types of tourists of the world heritage Historic city of Ayutthaya 

will be the largest proportion of all tourists who traveled to this site.  

4.5.1.5 Benchmarking Analysis (Market Positioning) 

The comparison analysis for market positioning of the world heritage 

Historic city of Ayutthaya uses a comparison between the Ayutthaya site and the 

Historic Town of Sukhothai to generate efficiency in marketing operations. This should 

begin with market segmentation by the stakeholders to provide criteria to use for market 

segmentation, which may not be much different since they are similar ancient cultural 

sites, but the different issues may be used select the target market and setting the market 

position.  

The target market selected for the Ayutthaya site, is European tourists, 

who are working aged between 25 – 54 years old, and are traveling as a couple or with 

their family who arrange the trip to visit the historical city by themselves while the 

target group of Sukhothai is foreigners aged around 25 – 64 years old, who are traveling 

with friends or their boy/girlfriend, arrange the trip by themselves, with the aim of 

relaxing. 

4.5.1.6 Product and Market Positioning 

Product and market positioning are the step to implement efficient 

destination development by integrating the generation of a clear image of what the 

world heritage Historic city of Ayutthaya has to offer and what Ayutthaya represents 
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using its dominate, or strongest, points in a manner the is clear and suited to the target 

group of tourists which also reflects the identity of the tourists and their feelings toward 

Ayutthaya so the tourists will remember Ayutthaya. 

The world heritage Historic city of Ayutthaya has a dominate potential 

related to the value of the destination and its uniqueness that creates its identity in 

market positioning as an old city near the capital city of Thailand that is well suited to 

tourists with little time and that can attract the target group European tourists who are 

working aged between 2 5  – 54 years old, and come as a couple or with their family, 

and arranged the trip to visit the historical site by themselves where tourists can travel 

to conveniently, easily, and in a short time. This dominate point of the Ayutthaya site 

will be the core advantage attribute that help the stakeholders to determine their policies 

and strategies for developing the site.  

4.5.1.7 Benchmarking (Product and Market Positioning) 

The comparison analysis for the product and market positioning is a 

comparison to help improve and develop an efficient destination which should consider 

the potential of the destination, that is the potential of the world heritage Historic city 

of Ayutthaya, and its market positioning before using the result of the analysis to form 

the brand. It should be compared with a similar destination for the best development of 

the destination. 

The product positioning and product and market positioning of the world 

heritage Historic city of Ayutthaya is such that it presents itself as an old city near 

capital city of Bangkok that takes little time to visit in order to attract the main group 

of target European tourists who are working aged between 25 – 54 years old, who come 

as couple or with their family, and who arrange the trip to visit the historical site by 

themselves. While the Historic Town of Sukhothai presents itself as an older world 

heritage site that is suited to senior tourists to attract foreign visitors age around 25 – 

64 years old who come with friends or as a couple in which can appreciate Sukhothai’s 

outstanding architecture and language and that is the origin of Thai art, outstanding 

architecture, and the Thai language,  as the name “ Sukhothai”  refers to the beginning 

of happiness, so it can attract more senior tourists than the Ayutthaya. Additionally, it 

can attract tourists who like peacefulness and the calm atmosphere that reflects the 

traditional ways of the historical city.  
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However, the world heritage Historic city of Ayutthaya still has an 

advantage over Sukhothai based on the issue of its short distance from the capital city, 

Bangkok, and the convenience of travelling to the destination. Thus, many tourists 

decide to visit Ayutthaya, rather than, Sukhothai. 

4.5.1.8 Brand Creation 

The small group discussion with the relevant branding stakeholders 

revealed their opinions that the world heritage Historic city of Ayutthaya’s branding 

can be done in three sub processes. The first is brand identity, which is a step that is 

used to use specific attributes of the historical city that may be different from other 

destinations to compose the brand. By bringing out the main identity that clearly reflects 

Ayutthaya and its extended identity, in which the components of the specific attributes 

help by adding to the meaning associated with Ayutthaya to make those attributes 

clearer. Next, is presenting the brand values, which is the step where communicate and 

present the values provided by visiting Ayutthaya, as well as any emotional benefits 

and self-expressed benefits for the tourists who visit the world heritage Historic city of 

Ayutthaya. Lastly, brand awareness is anything that will raise the awareness of the 

brand among tourists so they will understand the differences and values of the world 

heritage Historic city of Ayutthaya. Its main role is to reflect the strengths of Ayutthaya 

in the minds of the tourists. Forming the brand awareness should be done before the 

target tourists decide to visit the world heritage Historic city of Ayutthaya. 

4.5.1.9 Brand Implementation  

Most stakeholders agree that after branding, the brand must be used to 

form alternative communication and advertisement opportunities through various 

channels such as social media, travel magazines, etc., especially social media or 

advertising on websites that can communicate with tourists in far off places, as well as 

to arrange tourism promoting activities and festivals at the world heritage Historic city 

of Ayutthaya. Additionally, it should be used as a relationship management tool to 

create connections between the brand and tourists, which is to form psychological 

emotions, revisiting, and loyalty toward brand in a way so that it creates the desire for 

more and more information and market communications. 
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4.5.1.10 Brand Evaluation 

The branding assessment, or evaluation, is the step to assess the brand’s 

positioning as the main component and other components of the brand by assessing its 

position in the minds of tourists using qualitative and quantitative research from 

interviews with tourists and the relevant stakeholders.   

4.5.1.11 Monitoring & Adaption 

Following up on and adjusting the branding is the final step that 

continually follows the branding result for the world heritage Historic city of 

Ayutthaya. It is suggested design a follow up system that can report information about 

any aspect of the brand directly to the units responsible for branding so they can use the 

information to improve and develop the branding process more efficiently.  

Additionally, it would also help with continually presenting and managing the brand to 

keep it up to date with changes at any time since tourists needs can change rapidly and 

it is necessary to rely on the follow up process to be able to make the adjustments to the 

branding efficiently.  

 

4.5.2 A Proper Process of Branding of the World Heritage Historic City of 

Ayutthaya 

The five steps of the branding process, which were researched and synthesized 

by reviewing literature in chapter 2, include brand analysis, target market segmentation, 

brand management, brand implementation, and brand evaluation. Next, the researcher 

presented the results from research objectives 1 – 3, consisting of 1) the potential of the 

world heritage Ayutthaya site from the first research objective, 2) the marketing of the 

Ayutthaya site from the second research objective, and 3) the potential of the 

stakeholders related to the branding of the Ayutthaya site from third research objective 

and asked stakeholders to create an eleven step branding process for the context of the 

world heritage Historic City of Ayutthaya. Then, the eleven steps of the branding 

process for the Ayutthaya site were rechecked by asking the stakeholders to guarantee 

that this branding process could realistically be used for the Ayutthaya site. The end 

result was a branding process for the world heritage Historic City of Ayutthaya that 

consists of eleven steps that is based on how the stakeholders perceived the steps in 

branding of the Ayutthaya site. 
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In accord with research objective 1 – 3 and the literature review, a small group 

discussion with stakeholders in the branding was conducted to propose a branding 

process for the Ayutthaya site. Thus, the branding process for the world heritage 

Historic City of Ayutthaya consisting of the following eleven steps was presented to 

the relevant stakeholders: 

1) Evaluating the potential of stakeholders for branding is the first step that can 

help the stakeholders who are directly responsible for branding understand and assess 

themselves with regard to such things as knowledge, skill, and attitude. 

2) Product positioning refers to tourism destination analysis to determine what 

the distinctive features of the Ayutthaya site are. The stakeholders need to know what 

these features and to utilize them in the next step. 

3) Benchmark analysis of product positioning refers to the comparison of the 

Ayutthaya site with another site that are world heritage cultural sites similar to the 

Ayutthaya site, for example the Historic Town of Sukhothai. 

4) Market positioning refers to the target market that should provide a competitive 

advantage over competitors to enable the stakeholders to determine their target groups 

and who their target tourists are.  

5) Benchmark analysis of market positioning refers determining what the 

differences of market positioning between the context of the Ayutthaya site and the 

Sukhothai site are. The stakeholders can use this information to clearly define their 

target market and make sure that it is differentiated from their competitors. 

6) Product and market positioning refers to the process of combining the 

distinctive characteristics of the Ayutthaya site and the target tourists into an integrated 

concept to use for brand creation in the next step. The stakeholders from several sectors 

(such as the public, private, and academic sectors) need to collaborate and accumulate 

as much information about the branding as possible.   

7) Benchmark analysis of product and market positioning refers to the final 

comparison with the Sukhothai site to assure that the stakeholders prepared the best 

aspects to be used for branding creation in the context of the Ayutthaya site.   

8) Brand creation refers to initiating the process of the branding of the Ayutthaya 

site through collaboration among stakeholders. This is consistent with the brand 
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management step in literature review that was mentioned with regard to brand creation 

and how to manage the branding process.   

9) Brand implementation refers to how stakeholders use and apply the brand of 

the world heritage Historic City of Ayutthaya. First, the public sector should promote 

the tourism destination by presenting the brand of the Ayutthaya site in all areas around 

the site to encourage the awareness of tourists who visit the Ayutthaya site. Next, the 

private sector should support brand awareness of tourists in terms of business, such as 

marketing strategies, customer relationship management, and providing activities in the 

area. Finally, the academic sector should undertake studies and develop knowledge 

related to the brand of the Ayutthaya site, such as performing research on tourist 

behavior, marketing mix, and world heritage site management.  

10) Brand evaluation refers to the assessment of brand output and using it to 

investigate what the brand’s successes and failures are. The stakeholders need to use 

this process to evaluate their performance in branding the Ayutthaya site and to 

continuously improve their operations. 

11) Monitoring and adaption refers to how stakeholders monitor the potential of 

the brand of the Ayutthaya site and respond to any negative occurrences or aspects and 

improve their performance. Additionally, it also refers to the rebranding process, if the 

trends and popularity among the tourist change. 

 



 

CHAPTER 5 

 

CONCLUSIONS AND RECOMMENDATIONS 

5.1 Introduction 

 In this chapter, the researcher summarizes the dissertation entitled ‘The Branding 

Process of the World Heritage Historic City of Ayutthaya’ and discusses the results 

related to the four research objectives, makes recommendations about the branding of 

the world heritage Historic City of Ayutthaya, the research’s contributions, and the 

limitations of this study. 

 The world heritage Historic City of Ayutthaya has potential and is interesting to 

tourists, especially foreigners. Nonetheless, it still rarely shows signs of systematic 

branding development. Specifically, it rarely reveals destination branding that would 

attract more tourists to visit. Moreover, it rarely reveals stakeholders that have expert 

knowledge about destination branding, as well as any cooperation between shareholder 

organizations. Although the cultural world heritage site has numerous systematic 

procedures, it needs to concentrate on the various factors that require cooperation from 

several stakeholders for planning and management. If the network of stakeholders 

would cooperate, it would be beneficial for the site’s tourism management. Because the 

cultural heritage site is not just the responsibility of the Fine Arts Department, but of 

the stakeholders form all sectors, they need to integrate their knowledge to better 

manage and promote the Ayutthaya site.  

 Based on studies about the branding process, it is clear that most of the 

researchers focused on branding, brand perception, and brand awareness. Most of them 

studied how to get consumers to accept their brand so it would gain credibility. From 

the literature review, we know that there are no studies related to the branding process 

for the world heritage Historic City of Ayutthaya. Therefore, this study of the branding 

of the world heritage Historic City of Ayutthaya has become information that the 
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stakeholders network needs to be aware of and prioritize. It will be included as part of 

the world heritage site’s branding management plans.  

 Moreover, quantitative and qualitative methods were used in this research. The 

two groups of respondents included 412 foreign tourists who visited the world heritage 

Historic City of Ayutthaya who completed questionnaire surveys, 30 of foreign tourists 

who were interviews, 290 of the stakeholders responsible for the branding of the world 

heritage Historic City of Ayutthaya who completed questionnaires surveys, and 30 

stakeholders who were interviews. Content analysis was used to evaluate the interview 

data, while statistical analysis was applied to the quantitative survey data.  

 

5.2 Summarized Research Results 

 This study consisted of four main research objectives and each of the main 

objectives was also divided into sub-questions, yielding a total of twelve aspects that 

were investigated. The researcher discussed the results of the research in detail in 

chapter four and the findings can be summarized as follows:   

 

5.2.1 The Potential of the World Heritage Historic City of Ayutthaya  

 Five sub-questions were related to obtaining information to answer the main 

research question of ‘What is the potential of the world heritage Historic City of 

Ayutthaya?’ The answer for this research objective was mainly derived from the 

tourists. 

  5.2.1.1 Research Question 1: What is the Potential of the World Heritage 

Historic City of Ayutthaya?  

  The world heritage Historic City of Ayutthaya has a great potential to be 

a high value tourist destination. It is an ancient site with historical significance for 

Thailand which has the long history as well as being Buddhism oriented from far in the 

past until present. This is part of what attracts foreign tourists to the Ayutthaya site. 

This is consistent with the results from Chiranut Sopha et al. (2011), which referred to 

the high potential of the Ayutthaya site in regard to destination value and attraction 

compared with another site (Nonglak Chantapakul & Narin Sangraksa, 2013). Other 

aspects, such as uniqueness, reputation, and acceptance, and the aesthetics, have 



 276 

potential to help facilitate the tourists’ impression of, and their desire to visit, the 

Ayutthaya site. Nevertheless, the Ayutthaya site should improve and develop its 

management and carrying capacity regarding issues such as public toilets, the public 

transportation system, etc. which will lead the tourists to be more satisfied with their 

travel experiences and which may inspire them to revisit Ayutthaya in the future. 

  5.2.1.2 Research Question 2: What are the Tourists’ Demographic 

Characteristics that Affect the Potential of the World Heritage 

Historic City of Ayutthaya?  

 Tourists with different demographic attributes have different views about 

the potential of the world heritage Historic City of Ayutthaya. For example, female 

tourists consider the Ayutthaya site to be more prepared to welcome tourists than males. 

Tourists with different levels of income perceive the potential of the Ayutthaya site 

differently regarding the aspect of safety for life and property, value for money spent 

on tourism, activities in the areas, and the carrying capacity. Additionally, tourists with 

different educational backgrounds and occupations have different views about the 

potential of the Ayutthaya site. For instance, tourists who have graduated with a 

bachelor degree consider the Ayutthaya site as an ancient site which demonstrates 

prosperity and beauty of the past in a calm environment and that has sufficient facilities 

for tourists, which is different from the views of tourists with higher education degrees. 

These are consistent with the previous findings that referred to the differences in 

tourist’s demographics such as age, occupation, and regular income, that effected other 

potential factors (Rungratree Ungjarean & Chawalee Na Thalang, 2017; Yanatorn 

Teanthaworn, 2017).  

  5.2.1.3 Research Question 3: What are the Tourist Behaviors that Affect 

the Potential of the World Heritage Historic City of Ayutthaya?  

  Tourists engaging in different behaviors leads to diverse views about the 

potential of the world heritage Historic City of Ayutthaya as well. For example, tourists 

whose main purpose was to visit the historical sites because they were already aware 

that the Ayutthaya site is a world heritage site and wanted to see it for themselves reflect 

that the historical site is a place of great historical importance for Thailand, as well as 

a valuable historical site for Buddhists. This is consistent with a previous study that 

referred to tourist behavior’s influence on world heritage sites (C.-F. Chen & Chen, 
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2010). In addition, tourists who have visited the Ayutthaya site multiple times viewed 

the potential of the Ayutthaya site differently depending on how many times they had 

visited Ayutthaya. Thus, the relevant stakeholders need to gather behavioral data about 

the tourists to help determine the attributes of the group of tourists that should be their 

next target.  

  5.2.1.4 Research Question 4: What are the Tourist’s Psychological 

Characteristics that Affect the Potential of the World Heritage 

Historic City of Ayutthaya?  

  Tourists with different psychological attributes, such as the number of 

accompanying people, type of cultural tourist, their perception of world heritage, and 

period of time to perceive that it is a world heritage site, can result in different views 

toward the potential of the world heritage Historic City of Ayutthaya. For example, 

tourists who knew that the Ayutthaya site is the world heritage site before traveling 

there perceived that the Ayutthaya site is a valuable historical site with a good 

reputation and that is well accepted. Moreover, they felt that it is an interesting world 

heritage site, as well. Also, cultural tourists were interested in studying the culture and 

seeing what the Ayutthaya site reflected about how the Thai way of life was like at the 

ancient sites in that era and to see the prosperity and beauty of the past displayed. This 

interest in the traditions of the kingdom and interest in the site by cultural tourists is 

different from those who merely interested in the tourism related activities in 

Ayutthaya.  

  5.2.1.5 Research Question 5: What are the Tourist’s Geographic 

Characteristics that Affect the Potential of the World Heritage 

Historic City of Ayutthaya?  

  Tourists from different geographic areas have diverse views about the 

potential of the world heritage Historic City of Ayutthaya. For example, tourists from 

the American continents consider the Ayutthaya site as reflecting the prosperity and 

beauty from its past, the historic traditions, and tourism aesthetic, which different from 

perspectives of European tourists. This is consistent with the previous results from a 

geographic perspective that referred to the spatial relationship between tourists’ places 

of origin and world heritage sites in China (Li et al., 2008). 
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5.2.2 The Marketing of the World Heritage Historic City of Ayutthaya  

 To response to the principal research question about ‘What is the marketing for 

the world heritage Historic City of Ayutthaya?’, three research sub-questions were 

asked. The responses to the qualitative research questions related to these objectives 

were mainly derived from the stakeholders. However, the results for the quantitative 

side of this research objective came from the tourists. 

5.2.2.1 Research Question 6: What is the Market Segmentation of the 

World Heritage Historic City of Ayutthaya?  

  The market segmentation of the world heritage Historic City of Ayutthaya 

can be classified into four segments based on their different attributes. The first one is 

geographic segmentation based on the birth place of the tourist. Next is demographic 

segmentation related to gender, age, marital status, level of education, occupation, 

average monthly income, and religion. Third is psychological segmentation which 

includes things like who is accompanying the tourists, number of people accompanying 

them, travel arrangements, receipt of tourism information, their favorite places, their 

activities during the visit, the type of tourist, the type of cultural tourist, their perception 

about the world heritage site, the period of time to know that it is the world heritage 

site, and the possibility they visit if it were not a world heritage site. The fourth, and 

final, is behavioral segmentation, which consists of the tourists’ visiting for objectives, 

the number of times they have visited, intention/possibility to revisit and potential to 

suggest visiting to others. There are consistent with the findings on segmentation of 

tourists in world heritage cities that referred to the classification of tourists in three 

categories by the types of tourist (López-Guzmán, Gálvez, & Muñoz-Fernández, 2018; 

Prada-Trigo, Gálvez, López-Guzmán, & Loyola, 2016).  

   5.2.2.2 Research Question 7: What is the Target Market of the World 

Heritage Historic City of Ayutthaya?  

  The target market of tourists who visited to the Historic City of Ayutthaya 

world heritage site are European tourists that come as a couple or with their lover, who 

are 25 – 54 years old, and arranged the trip by themselves, while the sub target market 

is tourists from ASIA, especially Chinese tourists that come in large groups with a tour 

agency.   
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  5.2.2.3 Research Question 8: What is the Market Positioning of the World 

Heritage Historic City of Ayutthaya?  

The market positioning of the world heritage Historic City of Ayutthaya 

is such that it should be presented as a world heritage site near the Thai capital which 

is suitable for those who have limited time for tourist activities. It should be appropriate 

for working age European tourists who arranged their trip by themselves in order to rest 

with the spouse. This market positioning has a competitive advantage over their 

competitors and may be readily recognized by, and valuable to, tourists. 

 

5.2.3 The Potential of the Stakeholders in Branding of the World Heritage 

Historic City of Ayutthaya  

 To acquire information about the key research questions on ‘What is the potential 

of the stakeholders in the world heritage Historic City of Ayutthaya branding?’, three 

research sub-questions were asked and the responses to the were mainly derived from 

the stakeholders. 

  5.2.3.1 Research Question 9: What is the Branding Knowledge of the 

Stakeholders regarding the World Heritage Historic City of 

Ayutthaya?  

 Overall, most of the stakeholders have branding knowledge. The academic 

sector seems to have the greatest branding knowledge, while the public and private 

sector both have a similar, but lower level of knowledge. The different demographic 

attributes, such as age, gender, education, and tourism work experience, could lead to 

the different knowledge levels related to branding. For example, the academic sector 

has more branding knowledge than the other sectors regarding the process of brand 

analysis, target market segmentation, and brand management. Male stakeholders seem 

to have better knowledge about brand management compared to female stakeholders. 

The younger stakeholders also tend to have less branding knowledge than their older 

counterparts. The stakeholders holding bachelor, or higher, degrees seem to have better 

knowledge about branding than those with a lower degree in relation to all branding 

processes. Stakeholders with less than two years work experience in tourism have lesser 

knowledge related to branding when compared to those with more than two years’ 

experience. Additionally, the stakeholders’, gender, age, education, and work 
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experience in tourism clearly influences the branding process knowledge of the 

stakeholders. Therefore, the potential of the stakeholders must be evaluated to plan and 

implement a training program and personnel development related to branding in the 

future. 

  5.2.3.2 Research Question 10: What is the Skill of the Stakeholders related 

to the Branding of the World Heritage Historic City of Ayutthaya?  

 Most of the branding stakeholders can explain the process of branding 

analysis very well and understand that it is the first step to knowing all the information 

about tourists, rivals, and themselves (e.g. the world heritage Historic City of 

Ayutthaya). Some stakeholders can define the target market segmentation of the 

Ayutthaya site clearly and simply in regard to the tourists visiting Ayutthaya. The 

stakeholders can also point out the processes and sub processes in the branding process 

that are suited to the branding of the Ayutthaya site. Some stakeholders have brand 

management skills and can use marketing strategy in brand management, while most 

of the stakeholders have skills in branding assessment.  

  5.2.3.3 Research Question 11: What is the Attitude of the Stakeholders in 

the Branding of the World Heritage Historic City of Ayutthaya?  

 Most of the stakeholders have a positive attitude toward branding, which 

is good for the branding of the world heritage Historic City of Ayutthaya. This is 

important because having a good attitude will help inspire the personnel and the 

stakeholders relevant to the branding to learn new things. In addition, this can prompt 

the stakeholders who are mainly responsible for branding Ayutthaya to create and 

manage the brand with continuity and efficiency. 

 

5.2.4 The Branding Process for the World Heritage Historic City of 

Ayutthaya…………………. 

 Information about the main research questions of ‘What is the branding process 

for the world heritage Historic City of Ayutthaya?’ were mostly derived from the 

findings and from small group discussions with the branding stakeholders. The five 

steps of the branding process, which were researched and synthesized by reviewing 

literature in chapter 2, include brand analysis, target market segmentation, brand 

management, brand implementation, and brand evaluation. Next, the researcher 
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presented the results from research objectives 1 – 3, consisting of 1) the potential of the 

Ayutthaya world heritage site from the first research objective, 2) the marketing of the 

Ayutthaya site from the second research objective, and 3) the potential of the 

stakeholders related to the branding of the Ayutthaya site from third research objective 

and asked stakeholders to create an eleven step branding process for the context of the 

Historic City of Ayutthaya world heritage site. Then, the eleven steps of the branding 

process for the Ayutthaya site were rechecked by asking the stakeholders to guarantee 

that this branding process could realistically be used for the Ayutthaya site. The end 

result was a branding process for the Historic City of Ayutthaya world heritage site that 

consists of eleven steps that is based on how the stakeholders processed the steps in 

branding of the Ayutthaya site.  

 1) Evaluating the potential of stakeholders for branding is the first step that can 

help the stakeholders who are direct responsible for branding know and assess 

themselves such as knowledge, skill, and attitude. 

2) Product positioning refers to tourism destination analyzing by which what 

distinctive points of the Ayutthaya site are. The stakeholders need to know this point 

and bring it to the next step. 

3) Benchmark analysis of product positioning refers to the comparison of the 

Ayutthaya site with another site that would be the same cultural world heritage site as 

the Ayutthaya site for example the Historic Town of Sukhothai. 

4) Market positioning refers to target market that should be a competitive 

advantage over competitors by which the stakeholders determine their target and who 

their tourists are.  

5) Benchmark analysis of market positioning refers to what are the differences 

of market positioning between in the context of the Ayutthaya site and the Sukhothai 

site. The stakeholders can use this information to clearly define their target market 

differentiated from competitors. 

6) Product and market positioning refer to combining process between the 

distinctive point of the Ayutthaya site and tourist target integrated toward brand 

creation on the next step. The stakeholders from several sectors (such as public, private, 

and academic sectors) need to collaborate and crystallize all information in branding as 

much as possible.   
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7) Benchmark analysis of product and market positioning refers to the final 

comparison with the Sukhothai site to assure that the stakeholders arranged evidences 

for branding creation in the context of the Ayutthaya site.   

8) Brand creation refers to initiating process of the brand of the Ayutthaya site 

by collaboration among stakeholders. This is consistent with the brand management 

step in literature review that was mentioned on brand creating and how to manage 

branding process.   

9) Brand implementation refers to how stakeholders use and apply the brand of 

the Ayutthaya site. First, a public sector should promote tourism destination by 

presenting brand of the Ayutthaya site all area around the site to encourage the 

awareness of tourists who visited the Ayutthaya site. Next, a private sector should 

support the brand awareness of tourists in terms of business such as marketing 

strategies, customer relationship management, and activities in the area. Finally, an 

academic sector should study and develop knowledges related to the brand of the 

Ayutthaya site such as research on tourist behavior, marketing mix, and world heritage 

site management.  

10) Brand evaluation refers to the assessment of brand output and using to 

investigate what the brand either successful or failure are. The stakeholders need to use 

this process to evaluate their performance in branding for the Ayutthaya site and 

improve their operating continuously. 

11) Monitoring and adaption refers to how stakeholders monitor the possibility 

of the brand of the Ayutthaya site and organize some negative occurrences. 

Additionally, it refers to the rebranding process, if the trend and popularity of tourist 

are changed.  

 

5.2.5 Summarizing the Quantitative Results  

 Some results found in the quantitative results were not supported statistically, 

such as the influence of the relationship between the potential attributes of the 

Ayutthaya world heritage site on the revisiting of tourists, when evaluated with multiple 

regression analysis, and the influence of the demographic attributes of stakeholders on 

the knowledge of the branding process. The former refers to the revisiting of tourists 

which depends on various factors such as distance between the tourists’ residence and 
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the Ayutthaya site, the expense of travel, or the chance of tourist traveling. Some of 

tourists came from a faraway country and that may be the key factor in their decision 

making in relation to revisiting the Ayutthaya site. Additionally, the researcher 

collected data only from foreign tourists that was consistent with this reason for the low 

chance of revisiting the site. The latter refers to some factors that did not have an impact 

on the knowledge of the branding process, such as age and gender, because the 

knowledge of branding was not depended on age and gender. 

 

5.3 Recommendations 

The main objective of this study was to contribute to the world heritage Historic 

City of Ayutthaya stakeholder’s awareness about the process of branding. Moreover, it 

was also to suggest a branding process for the stakeholders in the world heritage 

Historic City of Ayutthaya and to determine further research that should be 

recommended.  

 

5.3.1 Recommendations for the Stakeholders Regarding the Branding of 

the World Heritage Historic City of Ayutthaya   

Both qualitative and quantitative research results related to the branding process 

of the world heritage Historic City of Ayutthaya can be summarized into the following 

issues and the related suggestions the for the stakeholders related to the branding of the 

world heritage Historic City of Ayutthaya: 

5.3.1.1 Stakeholders related to branding should prepare their personnel 

with the knowledge, skills, and positive attitudes required for branding by training and 

development aimed toward the continuity and efficiency of the branding process. This 

will require cooperation with the academic sector to support the branding knowledge 

of the personnel.  

5.3.1.2 Stakeholders related to branding should develop plans to ensure 

the readiness of the destinations and efficient tourism management, which are key 

components of promoting tourism.  

5.3.1.3 Stakeholders related to branding should develop the potential of 

the Ayutthaya site based on the aspects of good management and readiness to provide 
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services to tourists. Carrying capacity is the main factor that is related to the tourists’ 

perceptions of convenience and being impressed by their travel experience at the 

Ayutthaya site, especially with regard the development of the destinations toward 

tourism for all.  

5.3.1.4 Stakeholders related to branding should analyze the strengths and 

weaknesses of the Ayutthaya site so they are clearly understood. This analysis will 

produce useful information for branding that can be applied to developing a successful 

branding campaign.  

5.3.1.5 Stakeholders related to branding should present the world heritage 

Historic City of Ayutthaya’s brand to all related sectors through the cooperation of the 

network of stakeholders. This applies especially to private sector support for the 

marketing that can efficiently communicate and publicize it to all groups of tourists. 

5.3.1.6 Stakeholders related to branding should coordinate their support 

for the world heritage Historic City of Ayutthaya’s branding at every step of the process 

and to use the brand in all areas that are related to the Ayutthaya site. 

 

5.3.2 Recommendations for Further Research 

5.3.2.1 This research was aimed at the branding process of the world 

heritage Historic City of Ayutthaya. Thus, marketing research related to other 

dimensions of travel and tourism in Ayutthaya should be undertaken. 

5.3.2.2 It is suggested that research on the brand identity, brand equity, 

and brand personality be performed in order to better understand them and 

communicate them to the target market more clearly and efficiently.   

5.3.2.3 Although the number of domestic tourists visiting the world 

heritage Historic City of Ayutthaya is less than foreign tourists, it is recommended to 

conduct similar research regarding Thai tourists as well. 

 

5.4 Research Contribution 

5.4.1 This research’s information comes from all of the relevant stakeholders in 

the public, private, and academic sectors who create the branding process for the world 

heritage Historic City of Ayutthaya.    
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5.4.2  It contributes information that is needed to create branding that conforms 

to the context of the historical city and that is required for the ability (such as 

knowledge, skill, and attitude) to prepare both personnel and the destination. 

5.4.3 The research results provide the stakeholders with information about the 

perceptions, views, and opinions of tourists related to the potential of the world heritage 

Historic City of Ayutthaya. They can use this information to analyze their target group 

and target tourists and determine their market positioning.   

5.4.4 The research gives stakeholders more knowledge and understanding about 

the branding process. These are crucial elements of brand creation, brand 

implementation, brand evaluation, and brand monitoring, and adaption by stakeholders. 

5.4.5 The related stakeholders can use the research results to improve and 

develop the world heritage Historic City of Ayutthaya. The knowledge provided can be 

used for defining issues for both short term and long-term planning. It can be used by 

stakeholders in short term planning to boost the number of tourists who are the target 

of the Ayutthaya site. With regard to long term planning, destination improvement will 

continue to be the main issue to be considered for the development of the Ayutthaya 

site, using eleven steps of the branding process. 

 

5.5 Limitations of the Study 

5.5.1 Academic stakeholders related to the world heritage Historic City of 

Ayutthaya’s branding are limited. Thus, amount of data collected from the academic 

sector by the questionnaire was not as great expected.  

5.5.2 Period of time for data collection was from January to March of 2018. The 

management and head of the civil servants related to tourism in the Ayutthaya site had 

just been rotated into their position. This meant that it may not have been convenient 

for some provide information in the interview, or they might not have the knowledge 

needed to provide the information due to being in the position for such a short time.   

5.5.3 Since the questionnaire was prepared on in an English version, some of the 

foreign tourists (Chinese, Japanese, Russian, etc.) could not answer the questionnaire.  
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5.5.4 Some groups of tourists were traveling with a tour agency, therefore it was 

not convenient for them to answer the questionnaire because of the limited time they 

had to visit each place.  

 

5.6 Conclusion 

The branding process for tourist destinations is the process of communicating the 

meanings of a destination to present a good brand image in the minds of a target group 

of tourists. Tourism destination branding should pay attention to creating good 

memories for and impressions of the destination for tourists. When tourists give their 

opinions and views about their impressions and experiences, that can lead to potential 

development of the destinations. Due to this, the branding process should begin with 

the development of the relevant personnel at the tourist destination, then create the 

destination’s branding by using the appropriate processes for the destination’s context. 

The key factor for successful branding of a world cultural heritage site is the 

collaboration among stakeholders who are directly responsible for this duty. In the 

context of a tourism destination, the greater the potential attributes of the Ayutthaya 

site, the better chances are of tourists revisiting the Ayutthaya site. Finally, the greater 

the knowledge, skill, and attitude of the stakeholders, the better chances are that the 

branding of the Ayutthaya site can be successfully accomplished. 
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                           QUESTIONNAIRE 

 

 

 

Dear Tourists, 

 

This questionnaire survey is conducted by Miss Wipada Thaothampitak as a part of Ph. D 

dissertation in Integrated Tourism Management, Graduate School of Tourism Management, 

National Institute of Development Administration (NIDA) . It aims at proposing “The Branding 

Process of the World Heritage Historic City of Ayutthaya”. The researcher would highly appreciate 

your participation in this research in completing this entire questionnaire.  Thus, all responses will 

be kept confidentially and will be only used for research purposes.  

This set of questionnaires contains with four parts as follows: 

Part A: Tourists’ behaviors 

Part B: The potential of the world heritage Historic City of Ayutthaya  

Part C: Suggestions for the potential of the world heritage Historic City of Ayutthaya  

Part D: Tourists’ demographic characteristics  

 

Sincerely yours, 

Wipada Thaothampitak 

 

 

 

 

 

 

1.  What is your main purpose to visit the Historic City of Ayutthaya at this time? (choose 

only ONE item) 

 1) To visit the historical sites   

 2) To show respect and worship the holy things  

 3) To experience the world heritage site by ourselves 

 4) Being a part of the tour agency’s program  

 5) Others (please specify)................................................................................................... 

 

2.  How many times have you visited the Historic City of Ayutthaya? (Including this time) 

 1) 1 time       2) 2 times    

 3) 3 times     4)  More than 3 times 

Please write down your answer and/or put ‘✓’ into the  which corresponds to your 

answer. 

“THE BRANDING PROCESS OF THE WORLD HERITAGE  

HISTORIC CITY OF AYUTTHAYA” 

 

No. .................... 

 Part A: Tourists’ Behaviors 
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3.  How many people are in this trip (Including yourself)? 

 1) Alone      

 2) Couple/ Spouse   

 3) Family      Including yourself ........... persons 

 4) Friend/ Cousin    Including yourself............ persons 

 5) Others (please specify) …………..  Including yourself............ persons 

 

4.  How do you travel to visit the Historic City of Ayutthaya? 

 1) Arranging the trip by yourself   

 2) Buying tour package (Travel with tour agency) 

 3) Others (please specify) ................................................................................................. 

 

5.  Where do you get the tourism information about the Historic City of Ayutthaya? (You can 

choose more than one item) 

 1) Internet     2) Travel book    

 3) Travel magazine    4) Tour agency    

 5) Word of mouth    6) Others (please specify) ......................... 

 

6.   What are your favorite places in the Historic City of Ayutthaya? (You can choose more 

than one item) 

 1) Wat Mongkhon Bophit   2) Wat Phra Si Sanphet 

 3) Wat Mahathat     4) Wat Phanan Choeng   

 5) Wat Yai Chai Mongkol   6) Wat Chai Wattanaram   

 7) Wat Ratchaburana     8) Others (please specify) ......................... 

 

7.  What activities do you do in the Historic City of Ayutthaya? (You can choose more than 

one item) 

 1) Visiting Wat/ Museum    2) Riding Elephant        

 3) Attending to Festival/ Event   4) Seeing the way of life  

 5) Shopping      6) Others (please specify) ......................... 

 

8.  What type of tourist are you?  (choose only ONE item) 

 1) Cultural/ Historical tourist   2) Educational tourist   

 3) Recreational tourist    4) Adventurous tourist   

 5) Experiential tourist     6) Diversionary tourist 

 7) Others (please specify) ......................... 
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9.  In terms of cultural tourism, what type of cultural tourist are you?  (choose only ONE 

item) 

 1) The ‘culturally motivated’ tourist (choose a holiday because of its cultural 

opportunities) 

 2 )  The ‘culturally inspired’ tourist (make a once-in-a-lifetime visit to a special site or 

attraction) 

 3) The ‘culturally attracted’ tourist (choose for other reasons such as cultural attractions) 

 

10.  Do you know that Historic City of Ayutthaya is the world heritage site by UNESCO?  

 1) Known          2) Unknown      

 

11.  When do you know that the Historic City of Ayutthaya is the world heritage site? 

 1) Before travel        

 2) During the travel but before the arrival to Ayutthaya  

 3) When arrived at Ayutthaya 

 

12.  If the Historic City of Ayutthaya was not listed in the world heritage site, would you visit 

this place? 

 1) Very unlikely     2) Somewhat likely   

 3) Neutral           4) Likely             

 5) Very likely   

 

13. In the future, would you return to visit the Historic City of Ayutthaya? 

 1) Very unlikely     2) Somewhat likely   

 3) Neutral           4) Likely            

 5) Very likely   

  

14.  Would you suggest others to visit the Historic City of Ayutthaya? 

 1) Strongly not recommend      2) Not recommend    

 3) Neutral           4) Recommend           

 5) Strongly recommend 
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Please rate the levels of scoring for the potential of the world heritage Historic City of 

Ayutthaya in any aspects by mark ✓ or  on the number that is related to your opinion by the 

following criteria:       

5: the most            4: much            3: moderate            2: less            1: the least 
 

Items  Level of potential  

1. Historical importance to Thailand 5 4 3 2 1 

2. Importance of Buddhism history to the present 5 4 3 2 1 

3. Having a long history 5 4 3 2 1 

4. Being a precious archaeological site 5 4 3 2 1 

5. Unique archaeological site 5 4 3 2 1 

6. Reflecting historical ways of life 5 4 3 2 1 

7. Showing the prosperity and beauty of the past 5 4 3 2 1 

8. Having ancient art and antique objects 5 4 3 2 1 

9. Being a well-known historical site 5 4 3 2 1 

10. Widely accepted 5 4 3 2 1 

11. Peaceful atmosphere 5 4 3 2 1 

12. Interesting site 5 4 3 2 1 

13. Providing additional activities in the area 5 4 3 2 1 

14. Providing facilities such as an information service center, 

restaurants, beverage shops and restrooms   

5 4 3 2 1 

15. Showing a clear interpretation of the site 5 4 3 2 1 

16. Safety for life and belongings   5 4 3 2 1 

17. Convenient accessibility 5 4 3 2 1 

18. Cleanliness of the area 5 4 3 2 1 

19. Value for money 5 4 3 2 1 

20. Having area management  5 4 3 2 1 

 Part B: The Potential of the World Heritage Historic City of Ayutthaya  
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Do you have any suggestions for the potential of the world heritage Historic City of 

Ayutthaya? 

…………………………………………………………………………………………………

…………………………………………………………………………………………………

………………………………………………………………………………………………....... 

 

 

 

1.  Gender 

 1) Male        2) Female 
 

2.  Age ……………….….. years old 

 

3.  Marital status 

 1) Single        2) Married           

 3) Divorces/ Widow/ Separated    
   

4.  Education level 

 1) Below Bachelor degree     2) Bachelor degree      

 3) Above Bachelor degree 
 

5.  Occupation 

 1) Government/ Civil servant   2) Business owner     

 3) Business employee    4) Housewife    

 5) Student     6) Freelancer 

 7) Retired     8) Unemployed    

 9) Others (please specify) ............................ 
 

6.  Average monthly incomes .....................  (please specify your currency) ………………..………. 

 

7.  Religion  

 1) Buddhism     2) Christianity  

 3) Islamic     4) Hinduism   

 5) No religion     6) Others (please specify) ............................. 
 

8. Country of residence (please specify) ................................... 
 
 

Thank you for your kindly participation   

 Part C: Suggestions  

 Part D: Tourists’ demographic characteristics 
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Test 
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                           แบบทดสอบความรู้ 

 

 
 

 
 

เรียน ภาคีที่เกีย่วขอ้งกับการสร้างแบรนด์ของนครประวัติศาสตร์พระนครศรีอยุธยา 
แบบทดสอบความรู้ชุดนี้จัดท าขึ้นเพื่อประเมินศักยภาพของภาคีที่เกี่ยวข้องกับการแบรนด์ของแหล่งท่องเที่ยวมรดกโลก

นครประวัติศาสตร์พระนครศรีอยุธยา  โดยมีเป้าหมายที่จะน าเสนอ “กระบวนการการสร้างแบรนด์ของแหล่งท่องเที่ยวมรดกโลก 
นครประวัติศาสตร์พระนครศรีอยุธยา”  ซ่ึงเป็นส่วนหนึ่งของการศึกษาดุษฎีนิพนธ์ของนางสาววิภาดา เถาธรรมพิทักษ์  นักศึกษา
หลักสูตรปรัชญาดุษฎีบัณฑิต  สาขาการจัดการการท่องเที่ยวแบบบูรณาการ  คณะการจัดการการท่องเที่ยว  สถาบันบัณฑิตพัฒน  
บริหารศาสตร์ (นิด้า)  ผู้วิจัยหวังเป็นอย่างยิ่งว่าท่านจะให้ข้อมูลอย่างครบถ้วนและเป็นประโยชน์ส าหรับการวิจัย ทั้ งนี้ข้อมูลและความ
คิดเห็นของท่านจะถูกเก็บไว้เป็นความลับโดยผู้วิจัย และจะใช้เพื่อประโยชน์ทางการวิจัยเท่าน้ัน 

แบบสอบถามชุดนี้ มี 3 ส่วน ดังนี้  
ก: ความรู้เกี่ยวกับการสร้างแบรนด์ 
ข: ข้อเสนอแนะอื่น ๆ 
ค: คุณลักษณะทางประชากรศาสตร์ของภาคี 
ผู้วิจัยขอขอบพระคุณท่านเป็นอย่างสูงที่สละเวลาอันมีค่าของท่านในการตอบแบบสอบถามนี้ 
               ด้วยความเคารพ 

น.ส.วิภาดา เถาธรรมพิทกัษ์ 
 

 

ก: ความรู้เกี่ยวกับการสร้างแบรนด์ 
 ค าถามในส่วนนี้เกี่ยวข้องกับความรู้ของท่านในการสร้างแบรนด์ของแหล่งท่องเที่ยวมรดกโลก 
นครประวัติศาสตร์พระนครศรีอยุธยา ขอให้ท่านตอบค าถามทุกข้อตรงตามความเป็นจริง โดยไม่ต้องกังวลว่า
ค าตอบเหล่านั้นจะถูกหรือผิด โดยการท าเครื่องหมาย  ลงในช่องค าตอบที่ท่านต้องการจะตอบ 
 

ข้อค าถาม ค าตอบ 
ใช ่ ไม่ใช ่

1. การสร้างแบรนด์เป็นกิจกรรมที่เกิดขึ้นในลักษณะเป็นกระบวนการ มีขั้นตอน มีการเริ่มต้น
อย่างเป็นระบบ 

  

2. การสร้างแบรนด์มีความเกี่ยวข้องกับศาสตร์ด้านอื่น ๆ โดยเฉพาะด้านจิตวิทยา สังคมวิทยา 
และพฤติกรรมนักท่องเที่ยว 

  

3. การสร้างแบรนด์ เปรียบเสมือนดัชนีชี้วัดความส าเร็จของการพัฒนากลยุทธ์และการ  
วางแผนการจัดการท่องเที่ยวที่มีประสิทธิภาพ 

  

4. การท าความเข้าใจแบบแผนการด ารงชีวิตของนักท่องเที่ยว เป็นส่วนหนึ่งของการวิเคราะห์
ลักษณะทางจิตวิทยาของนักท่องเที่ยว 

  

“กระบวนการการสร้างแบรนด์ของแหล่งทอ่งเที่ยวมรดกโลก 
นครประวัติศาสตร์พระนครศรีอยุธยา” 

ภาคีที่ท่านเกี่ยวข้อง 
 ภาครัฐ      ภาคเอกชน      ภาควิชาการ 

 

No. .................... 
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5. เพศ อายุ อาชีพ ระดับการศึกษา สถานภาพสมรส รายได้ และเชื้อชาติ สามารถใช้ใน 
การวิเคราะห์ลักษณะทางประชากรศาสตร์ของนักท่องเที่ยวได้ 

  

6. การหาแรงจูงใจในการซ้ือสินค้าของกลุ่มนักท่องเที่ยว เป็นการวิเคราะห์พฤติกรรมของ
นักท่องเที่ยว 

  

7. การวิเคราะห์จุดแข็ง จุดอ่อน โอกาส และอุปสรรคของคู่แข่ง ถือเป็นส่วนหนึ่งของการ
วิเคราะห์คู่แข่ง  

  

8. ภาพลักษณ์แบรนด์ของคู่แข่ง สามารถวิเคราะห์ได้โดยการรับรู้ของนักท่องเที่ยวที่มีต่อ 
แบรนด์ของคู่แข่ง 

  

9. อัตลักษณ์แบรนด์ของคู่แข่ง ไม่สามารถใช้ในการวิเคราะห์การรับรู้ของนักท่องเที่ยวที่มีต่อ
แบรนด์ของคู่แข่งได้ 

  

10. การวิเคราะห์แบรนด์ของตนเอง เป็นการวิเคราะห์ภาพลักษณ์ในปัจจุบันของแบรนด ์   

11. ศักยภาพของแบรนด์ ไม่สามารถใช้ในการวิเคราะห์แบรนด์ของตนเองได้   

12. การวิเคราะห์แบรนด์ของตนเอง คือ การวิเคราะห์จุดแข็ง จุดอ่อน โอกาส และอุปสรรค
ของแบรนด์ของตนเอง  

  

13. การแบ่งกลุ่มเป้าหมายย่อยทางการตลาด เป็นการพิจารณากลุ่มนักท่องเที่ยวขนาดใหญ่ที่
มีความแตกต่างกันให้มีขนาดของกลุ่มเล็กลง 

  

14. การแบ่งกลุ่มเป้าหมายย่อยทางการตลาด ท าให้การบริหารจัดการสื่อสารท าได้ง่ายและมี
ประสิทธิภาพมากขึ้น   

  

15. การแบ่งส่วนตลาดตามหลักจิตวิทยา อาจจะพิจารณาจากโอกาสในการซ้ือ อัตราการใช้ 
ความภักดีในแบรนด์ เป็นต้น 

  

16. การเลือกกลุ่มเป้าหมายย่อยทางการตลาด คือ การประเมินค่ากลุ่มเป้าหมายย่อยทาง
การตลาดที่แตกต่างกัน 

  

17. การเลือกกลุ่มเป้าหมายย่อยทางการตลาด พิจารณาได้จากขนาดของกลุ่มเป้าหมาย หรือ
กลุ่มเป้าหมายที่เหมาะสมกับศักยภาพของแหล่งท่องเที่ยว 

  

18. การเลือกกลุ่มเป้าหมายย่อยทางการตลาด คือ การท าตลาดโดยมุ่งที่กลุ่มย่อยการตลาด
เฉพาะกลุ่มใดกลุ่มหนึ่งเท่านั้น  
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19. อัตลักษณ์หลักของแบรนด์ ก าหนดขึ้นมาจากองค์ประกอบอื่น ๆ ที่ท าให้แบรนด์มีความ
พิเศษเฉพาะตัว ไม่เหมือนกับแบรนด์ของคู่แข่ง  

  

20. การก าหนดคุณลักษณะเฉพาะ มักจะก าหนดเป็นประโยค เพื่ออธิบายว่าแบรนด์นั้นมี
คุณค่าด้านใดมากที่สุด 

  

21. เอกลักษณ์ส่วนขยายของแบรนด์ คือ องค์ประกอบต่าง ๆ ที่ช่วยเพิ่มเติมรายละเอียด 
เพื่อให้แบรนด์มีความน่าสนใจและมีความแข็งแกร่งมากขึ้น 

  

22. การก าหนดคุณค่าของแบรนด์ คือ การที่แบรนด์พยายามเพิ่มประโยชน์ที่นักท่องเที่ยวจะ
ได้รับ 

  

23. การก าหนดคุณค่าของแบรนด์ เป็นวิธีการสร้างความได้เปรียบของแบรนด์จากแบรนด์
ของคู่แข่ง 

  

24. การก าหนดคุณค่าของแบรนด์ ท าให้นักท่องเที่ยวแต่ละคนก าหนดความหมายให้กับแบ
รนด์คล้ายคลึงกัน  

  

25. การตระหนักรู้ เกี่ยวกับแบรนด์ ท าให้ทราบถึงจุดแข็งของแบรนด์ที่อยู่ในใจของ
นักท่องเที่ยว 

  

26. การสร้างตระหนักรู้เกี่ยวกับแบรนด์ เป็นสิ่งที่จะต้องสร้างให้เกิดขึ้นก่อนที่นักท่องเที่ยว
เป้าหมายจะตัดสินใจเดินทางมาท่องเที่ยวแหล่งท่องเที่ยวนั้น 

  

27. การตระหนักรู้เกี่ยวกับแบรนด์ เป็นสิ่งจ าเป็นที่ควรถูกสร้างให้เกิดขึ้น พัฒนา และรักษา
ให้คงอยู่ในตลาด และให้มีอยู่ตลอดเวลา 

  

28. การก าหนดต าแหน่งแบรนด์ คือ การน าบางส่วนของอัตลักษณ์ของแบรนด์และคุณค่าแบ
รนด์มาสร้างเป็นต าแหน่งแบรนด์ 

  

29. การก าหนดต าแหน่งของแบรนด์ ไม่สามารถใช้ส่วนผสมทางการตลาด เป็นเกณฑ์ในการ
พิจารณาได้ 

  

30. การสร้างต าแหน่งของแบรนด์ เกิดขึ้นจากการรับรู้ของนักท่องเที่ยว และไม่มีความ
เกี่ยวข้องกับภาพลักษณ์ของแหล่งท่องเที่ยว 

  

31. การน าเสนอต าแหน่งของแบรนด์ สามารถกระท าได้โดยการสื่อสารเชิงรุก เพื่อสร้างความ
แตกต่างจากคู่แข่ง 

  

32. การน าเสนอต าแหน่งแบรนด์ มีส่วนช่วยให้นักท่องเที่ยวจดจ าแบรนด์ได้ง่ายขึ้น   
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33. การโฆษณา การประชาสัมพันธ์ การจัดกิจกรรมในแหล่งท่องเที่ยว เป็นทางเลือกหนึ่งใน
การน าเสนอต าแหน่งแบรนด์ 

  

34. การบริหารความสัมพันธ์ระหว่างแบรนด์กับนักท่องเที่ยว เป็นการสร้างความสัมพันธ์
ระหว่างนักท่องเที่ยวที่มีต่ออัตลักษณ์แบรนด์ในระดับพื้นฐาน 

  

35. การสร้างพฤติกรรมการซ้ือซ้ า ความถี่ในการซ้ือ และความภักดีที่นักท่องเที่ยวมีต่อ  
แบรนด์เป็นส่วนหนึ่งของการบริหารความสัมพันธ์ระหว่างแบรนด์กับนักท่องเที่ยว 

  

36. วิธีการที่จะสร้างความสัมพันธ์ระหว่างแบรนด์กับนักท่องเที่ยวที่นิยมใช้ คือ การสร้าง
บุคลิกภาพให้กับแบรนด์ให้มีความคล้ายคลึงกับรูปแบบการด าเนินชีวิตของนักท่องเที่ยวทีเ่ปน็
กลุ่มเป้าหมายให้มากที่สุด 

  

37. การวิเคราะห์กลุ่มนักท่องเที่ยว การวิเคราะห์คู่แข่ง และการวิเคราะห์แบรนด์ของตนเอง 
สามารถใช้ในการติดตามและประเมินผลการสร้างแบรนด์ได้ 

  

38. การประเมินผลการสร้างแบรนด์ เป็นการประเมินต าแหน่งของแบรนด์เป็นหลัก และยัง
หมายรวมถึงการประเมินองค์ประกอบอื่น ๆ ของแบรนด์ด้วย 

  

39. การประเมินผลการสร้างแบรนด์ ท าให้ทราบถึงการเปลี่ยนแปลงข้ามกลุ่มย่อยของ
กลุ่มเป้าหมายทางการตลาด 

  

 
ข: ข้อเสนอแนะอ่ืน ๆ 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 

ค: คุณลักษณะทางประชากรศาสตร์ของภาคี 
 

1.  เพศ    1) ชาย   2) หญิง 
 

2.  อายุ .................... ปี 
 

3.  ระดับการศึกษา  1) ต่ ากว่าปริญญาตรี       2) ระดับปริญญาตรี     3) สูงกว่าปริญญาตรี 
 

4.  ประสบการณ์การท างานด้านการท่องเที่ยว .................... ปี 
 

ขอขอบพระคุณในความร่วมมือ  
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Appendix C 

Interview Form 

 

 Interview forms on two groups of respondents were illustrated in this section as 

follows. 

 

 Appendix C.1: Interview Form for Tourist (English) 

 

 Appendix C.2: Interview Form for Stakeholders (Thai) 
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Appendix C.1: Interview Form for Tourist (English) 
 

 

 

 

 

Dear (Tourists),  
 

My name is Wipada Thaothampitak. I am a PhD candidate of Doctor of Philosophy Program in 

Integrated Tourism Management at Graduate School of Tourism Management, National Institute of 

Development Administration (NIDA). I am now in process of doing the dissertation which is a major 

part of my PhD study: which its title is “The Branding Process of the World Heritage Historic City of 

Ayutthaya”.  In order to achieve the objectives of the dissertation, the in-depth interview is designed as 

one of research tools to study the potential of the world heritage sites in Thailand. Thus, your information 

is strictly used only for a research purpose.  

This in-depth interview consists of two parts of questions which are: A) Demographic Profile 

and B) The potential of the Historic City of Ayutthaya  

 

Sincerely Yours 

Wipada  Thaothampitak 

----------------------------------------------------------------------------------------------------------------- 

Part A: Demographic profile 
 

1. Gender .. .................................     

 

2. Age ............................................. Years  

 

3. Country of residence ................................................................................. 

 

Part B: The Potential of the World Heritage Historic City of Ayutthaya 

1. What do you consider as a dominant point of the world heritage Historic City of 

Ayutthaya and why? 

....................................................................................................................................................................................................................................

....................................................................................................................................................................................................................................

.................................................................................................................................................................................................................................... 

....................................................................................................................................................................................................................................

....................................................................................................................................................................................................................................

.................................................................................................................................................................................................................................... 

THE BRANDING PROCESS OF THE WORLD HERITAGE  

HISTORIC CITY OF AYUTTHAYA” 
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2. In your point of view, what and how are the potentials the world heritage Historic 

City of Ayutthaya possess? 

....................................................................................................................................................................................................................................

....................................................................................................................................................................................................................................

....................................................................................................................................................................................................................................

....................................................................................................................................................................................................................................

....................................................................................................................................................................................................................................

....................................................................................................................................................................................................................................

.................................................................................................................................................................................................................................... 

....................................................................................................................................................................................................................................

.................................................................................................................................................................................................................................... 

....................................................................................................................................................................................................................................

....................................................................................................................................................................................................................................

....................................................................................................................................................................................................................................

.................................................................................................................................................................................................................................... 

 

3. Apart from what we have discussed, what are your other suggestions for the Historic 

City of Ayutthaya? 

....................................................................................................................................................................................................................................

....................................................................................................................................................................................................................................

.................................................................................................................................................................................................................................... 

....................................................................................................................................................................................................................................

....................................................................................................................................................................................................................................

.................................................................................................................................................................................................................................... 

....................................................................................................................................................................................................................................

....................................................................................................................................................................................................................................

.................................................................................................................................................................................................................................... 

 

Thank you for your kindly participation 
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Appendix C.2: แบบสมัภาษณส์ าหรับภาคีที่เกี่ยวข้องกับการสร้างแบรนด์ 

 
 

 

 
 

สวัสดีค่ะ ภาคีที่เกีย่วขอ้งกับการสร้างแบรนด์ของแหล่งท่องเที่ยวมรดกโลกนครประวัติศาสตร์พระนครศรีอยุธยา 
 

ดิฉัน นางสาววิภาดา เถาธรรมพิทักษ์ นักศึกษาปริญญาเอก หลักสูตรปรัชญาดุษฎีบัณฑิต สาขาการจัดการการท่องเที่ยว
แบบบูรณาการ คณะการจัดการการท่องเที่ยว สถาบันบัณฑิตพัฒนบริหารศาสตร์ (นิด้า) ก าลังศึกษาวิจัยส าหรับดุษฎีนิพนธ์หัวข้อ 
“กระบวนการการสร้างแบรนด์ของแหล่งท่องเที่ยวมรดกโลกนครประวัติศาสตร์พระนครศรีอยุธยา” และการสัมภาษณ์รายบุคคลเพื่อ
เก็บข้อมูลเชิงคุณภาพก็เป็นส่วนส าคัญในการวิเคราะห์การตลาดของแหล่งท่องเที่ยวมรดกโลกนครประวัติศาสตร์พระนครศรีอยุธยา 
และการประเมินศักยภาพภาคีที่เกี่ยวข้องกับการสร้างแบรนด์ของแหล่งท่องเที่ยวมรดกโลกนครประวัติศาสตร์พระนครศรีอยุธยา 

ข้อมูลจากการสัมภาษณ์ครั้งนี้จะถูกน าไปใช้ในงานวิจัยเท่านั้น ข้อมูลส่วนบุคคลของผู้ให้สัมภาษณ์จะถูกเก็บรักษาใน
ฐานข้อมูลเป็นอย่างดีและจะท าลายข้อมูลทั้งหมดภายใน 2 ปี การให้ข้อมูลของท่านในครั้งนี้ถือเป็นการให้สัมภาษณ์ด้วยความสมัครใจ
และอนุญาตที่จะให้ข้อมูล โดยผู้วิจัยจะท าการบันทึกเป็นลายลักษณ์อักษรและขออนุญาตท่านในการบันทึกเสียงและบันทึกภาพขณะท า
การสัมภาษณ์ 

ค าถามในการสัมภาษณ์ครั้งนี้แบ่งออกเป็น 4 ส่วน คือ 1) ข้อมูลส่วนบุคคลของผู้ให้สัมภาษณ์ 2) การตลาดของแหล่ง
ท่องเที่ยวมรดกโลกนครประวัติศาสตร์พระนครศรีอยุธยา 3) ศักยภาพภาคีที่เกี่ยวข้องกับการสร้างแบรนด์ของแหล่งท่องเที่ยวมรดกโลก
นครประวัติศาสตร์พระนครศรีอยุธยา และ 4) ข้อเสนอแนะอื่น ๆ 

 

ขอขอบพระคุณท่านเป็นอย่างสูงที่ให้ความร่วมมือ 
น.ส.วิภาดา เถาธรรมพิทกัษ์ 

----------------------------------------------------------------------------------------------------------------------------------------- 
 
วันที่ ........................................ เวลา ................ ถึง ................ สถานที่ .......................... ..................... 
ชื่อ-สกุล ผู้ให้สัมภาษณ์ ............................................................ ต าแหน่ง .............................................  
 

ส่วนที่ 1 ข้อมูลส่วนบุคคลของผู้ให้สัมภาษณ์ 

1. เพศ .....................................    
2. อายุ ..................................... ป ี  
3. ระดับการศึกษา ..................................................   
4. หน่วยงาน ....................................................... .... 

5. ประสบการณ์การท างาน ................................... ปี      
6. ภาระงานที่รับผิดชอบ ..................................................................................................................... .. 
….………………………………………………………………………………………………………………………………………….. 
….………………………………………………………………………………………………………………………………………….. 

“กระบวนการการสร้างแบรนด์ของแหล่งทอ่งเที่ยวมรดกโลก 
นครประวัติศาสตร์พระนครศรีอยุธยา” 
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ส่วนที่ 2 การตลาดของแหล่งท่องเที่ยวมรดกโลกนครประวัติศาสตร์พระนครศรีอยุธยา 
2.1 การแบ่งส่วนตลาดของแหล่งท่องเที่ยวมรดกโลกนครประวัติศาสตร์พระนครศรีอยุธยาเป็น

อย่างไร 
 (การแบ่งส่วนตลาดตามประชากรศาสตร์ การแบ่งส่วนตลาดตามพฤติกรรม การแบ่งส่วน
ตลาดตามจิตวิทยา และการแบ่งส่วนตลาดตามภูมิศาสตร์) 
............................................................................................................................. ...................................
................................................................................................................................................................ 
............................................................................................................................. ...................................
............................................................................................................................. ...................................
................................................................... ............................................................................................. 
............................................................................................................................. ...................................
............................................................................................................................... .................................
.................................................................................................. ..............................................................
............................................................................................................................. ...................................
............................................................................................................................................................... .
............................................................................................................................. ................................... 
............................................................................................................................. ...................................
................................................................. ...............................................................................................
............................................................................................................................. ................................... 
............................................................................................................................. ...................................
................................................................................................ ................................................................ 
 
2.2 กลุ่มตลาดเป้าหมายของแหล่งท่องเที่ยวมรดกโลกนครประวัติศาสตร์พระนครศรีอยุธยา คือ

กลุ่มใด  
............................................................................................................................. ...................................
................................................................................................ ................................................................
............................................................................................................................. ...................................
............................................................................................................................................................. ...
............................................................................................................................. ...................................
............................................................................................................................. ...................................
................................................................ ................................................................................................  
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ส่วนที่ 3 ศักยภาพ (ทักษะ และทัศนคติ) ของภาคีที่เกี่ยวข้องกับการสร้างแบรนด์ของแหล่ง
ท่องเที่ยวมรดกโลกนครประวัติศาสตร์พระนครศรีอยุธยา  
3.1 ท่านสามารถสร้างแบรนด์ของแหล่งท่องเที่ยวมรดกโลกนครประวัติศาสตร์พระนครศรีอยุธยา  
ได้หรือไม่  (การวิเคราะห์แบรนด์ การเลือกตลาดเป้าหมาย การบริหารแบรนด์ การน าแบรนด์ไปใช้ 
และการประเมินผลการสร้างแบรนด์) 
............................................................................................................................. ...................................
............................................................................................................................. ...................................
..................................................................................... ...........................................................................
............................................................................................................................. ...................................
.................................................................................................................................................. ..............
..................................................................................................................... ...........................................
............................................................................................................................. ................................... 
................................................................................................................................................................
............................................................................................................................. ...................................
............................................................................................................................. ................................... 
................................................................................... .............................................................................
............................................................................................................................. ................................... 
 

3.2 ท่านคิดว่า ท่านสามารถสร้างแบรนด์ของแหล่งท่องเที่ยวมรดกโลกนครประวัติศาสตร์
พระนครศรีอยุธยา ได้หรือไม่  (การวิเคราะห์แบรนด์ การเลือกตลาดเป้าหมาย การบริหารแบรนด์ 
การน าแบรนด์ไปใช้ และการประเมินผลการสร้างแบรนด์) 
............................................................................................................................. ...................................
................................................................................................ ................................................................
............................................................................................................................. ...................................
............................................................................................................................................................. ...
............................................................................................................................. ...................................
............................................................................................................................. ...................................
................................................................ ................................................................................................ 
............................................................................................................................. ...................................
............................................................................................................................. ...................................
............................................................................................... ................................................................. 
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ส่วนที่ 4 ข้อเสนอแนะอ่ืน ๆ 
นอกเหนือจากที่กล่าวมา ท่านมีข้อเสนอแนะส าหรับการสร้างแบรนด์ของแหล่งท่องเที่ยวมรดกโลก
นครประวัติศาสตร์พระนครศรีอยุธยาหรือไม่ 
................................................................................................................................................................ 
................................................................................................................................................................ 
................................................................................................................................................................
................................................................................................................................................................  
................................................................................................................................................................
................................................................................................................................................................ 
 
 

ขอขอบพระคุณที่ให้ความร่วมมือ 
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Appendix D 

Meeting Agenda for Small Group Discussion 
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Appendix D: Meeting Agenda for Stakeholder 
 

 

 

 

 

 
1. ท่านคิดว่า กระบวนการการสร้างแบรนด์ของแหล่งท่องเที่ยวมรดกโลกนครประวัติศาสตร์
พระนครศรีอยุธยามีความเหมาะสมหรือไม่ อย่างไร 
................................................................................................................................................................
................................................................................................................................................................ 
................................................................................................................................................................
................................................................................................................................................................
................................................................................................................................................................ 
......................................................................................................................................... .......................
................................................................................................................................................................
................................................................................................................................................................
................................................................................................................................................................
................................................................................................................................................................
................................................................................................................................................................ 
2. ท่านมีข้อเสนอแนะ/ข้อคิดเห็นเกี่ยวกับกระบวนการการสร้างแบรนด์ของแหล่งท่องเที่ยวมรดกโลก
นครประวัติศาสตร์พระนครศรีอยุธยาหรือไม่ (ถ้ามี โปรดระบุ) 
................................................................................................................................................................
................................................................................................................................................................ 
................................................................................................................................................................
................................................................................................................................................................
........................................................................................................................................... ..................... 
................................................................................................................................................................
................................................................................................................................................................
................................................................................................................................................................
................................................................................................................................................................ 
 

ขอขอบพระคุณที่ให้ความร่วมมือ   

“กระบวนการการสร้างแบรนด์ของแหล่งท่องเที่ยวมรดกโลก 
นครประวัติศาสตร์พระนครศรีอยุธยา” 
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Appendix E 

Interviewees’ Profiles 

 

Table E.1 Interviewees’ Profiles: Foreigner Tourists 

 

Name Gender Age Country of Residence 

T1 Female 21 USA 

T2 Male 24 USA 

T3 Female 27 Belgium 

T4 Male 23 China 

T5 Male 28 Poland 

T6 Female 43 China 

T7 Female 24 UK 

T8 Female 26 China 

T9 Male 43 Malaysia 

T10 Female 38 China 

T11 Male 26 Canada 

T12 Male 28 China 

T13 Female 40 UK 

T14 Male 29 China 

T15 Male 30 China 

T16 Male 24 Canada 

T17 Female 26 Germany 

T18 Female 33 Italy 

T19 Female 23 France 

T20 Female 58 Italy 

T21 Female 26 France 

T22 Female 21 Indonesia 

T23 Male 38 Greece 

T24 Female 25 Argentina 

T25 Male 42 Netherlands 

T26 Male 31 Germany 

T27 Male 28 Sweden 

T28 Male 60 France 

T29 Female 54 France 

T30 Female 23 Germany 
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Table E.2 Interviewees’ Profiles: Stakeholder (Public Sector) 

 

Name Gender Age Education Work Experiences 

GS1 Female 54 Above Bachelor degree 30 years 

GS2 Male 30 Bachelor degree 6 years 

GS3 Male 23 Bachelor degree 2 years 

GS4 Female 57 Above Bachelor degree 35 years 

GS5 Male 30 Bachelor degree 6 years 

GS6 Male 59 Above Bachelor degree 38 years 

GS7 Male 71 Above Bachelor degree 30 years 

GS8 Female 46 Above Bachelor degree 6 years 

GS9 Female 42 Above Bachelor degree 3 years 

GS10 Female 36 Bachelor degree 7 years 

 

Table E.3 Interviewees’ Profiles: Stakeholder (Private Sector) 

 

Name Gender Age Education Work Experiences 

PS1 Male 36 Bachelor degree 8 years 

PS2 Female 45 Bachelor degree 13 years 

PS3 Female 42 Bachelor degree 12 years 

PS4 Male 47 Above Bachelor degree 9 years 

PS5 Female 60 Bachelor degree 31 years 

PS6 Male 39 Above Bachelor degree 16 years 

PS7 Female 44 Bachelor degree 11 years 

PS8 Male 28 Bachelor degree 3 years 

PS9 Male 53 Above Bachelor degree 19 years 

PS10 Male 41 Bachelor degree 5 years 

 

Table E.4 Interviewees’ Profiles: Stakeholder (Academic Sector) 

 

Name Gender Age Education Work Experiences 

AS1 Female 42 Above Bachelor degree 8 years 

AS2 Male 34 Above Bachelor degree 7 years 

AS3 Male 39 Above Bachelor degree 9 years 

AS4 Female 31 Above Bachelor degree 4 years 

AS5 Female 27 Above Bachelor degree 2 years 

AS6 Female 46 Above Bachelor degree 14 years 

AS7 Female 34 Above Bachelor degree 6 years 

AS8 Female 36 Above Bachelor degree 6 years 

AS9 Male 44 Above Bachelor degree 9 years 

AS10 Male 33 Above Bachelor degree 5 years 
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Appendix F 

Item-Objective Congruence Results 

 

(1 = Consistent, 0 = Do not confirm, -1 = Inconsistent) 

 

 Item-Objective Congruence Results (IOC) of two groups of respondents were 

illustrated in this section. 

 

 Appendix F.1: Item-Objective Congruence Results of Tourists 

 

Appendix F.2: Item-Objective Congruence Results of Stakeholders 
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Appendix F.1: Item-Objective Congruence Results of Tourists 

 

Table F.1 Item-Objective Congruence Results (Tourists) 

 
Items, Experts, Scores 1 2 3 4 5 Total Mean 

Tourist Behavior 

1. What is your main purpose to visit the 

Historic City of Ayutthaya at this time? 

(choose only ONE item) 

1 1 1 1 1 5 1 

1) To visit the historical sites  1 1 1 1 1 5 1 

2) To show respect and worship the holy 

things 

1 1 1 1 1 5 1 

3) To experience the world heritage site 

by ourselves 

1 1 1 1 1 5 1 

4) Being a part of the tour agency’s 

program  

1 1 1 1 1 5 1 

5) Others (please specify) 1 1 1 1 1 5 1 

2. How many times have you visited the 

Historic City of Ayutthaya? (Including 

this time) 

1 1 1 1 1 5 1 

1) 1 time    1 1 1 1 1 5 1 

2) 2 times 1 1 1 1 1 5 1 

3) 3 times 1 1 1 1 1 5 1 

4) More than 3 times 1 1 1 1 1 5 1 

3. How many people are in this trip 

(Including yourself)? 

1 1 1 0 1 4 0.8 

1) Alone   1 1 1 0 1 4 0.8 

2) Couple/ Spouse  1 1 1 0 1 4 0.8 

3) Family 1 1 1 0 0 3 0.6 

Including yourself ....... persons 1 1 1 0 0 3 0.6 

4) Friend/ Cousin 1 1 1 1 0 4 0.8 

Including yourself ....... persons 1 1 1 1 0 4 0.8 

5) Others (please specify) 1 1 1 1 0 4 0.8 

Including yourself ....... persons 1 1 1 1 0 4 0.8 
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Items, Experts, Scores 1 2 3 4 5 Total Mean 

4. How do you travel to visit the Historic 

City of Ayutthaya? 

1 1 1 1 1 5 1 

1) Arranging the trip by yourself  1 1 1 1 1 5 1 

2) Buying tour package  1 1 1 1 1 5 1 

3) Others (please specify) 1 1 1 1 1 5 1 

5. Where do you get the tourism information 

about the Historic City of Ayutthaya? 

(You can choose more than one item) 

1 1 1 1 1 5 1 

1) Travel magazines 0 0 1 1 1 3 0.6 

2) Travel books 1 1 1 1 1 5 1 

3) Internet 1 1 1 1 1 5 1 

4) Tour agency  1 1 1 1 1 5 1 

5) Word of mouth 1 1 1 1 1 5 1 

6) Others (please specify) 1 1 1 1 1 5 1 

6. What are your favorite places in the 

Historic City of Ayutthaya? (You can 

choose more than one item) 

1 1 1 0 1 4 0.8 

1) Wat Mongkhon Bophit 1 1 1 1 1 5 1 

2) Wat Phra Si Sanphet       1 1 1 1 1 5 1 

3) Wat Mahathat 1 1 1 1 1 5 1 

4) Wat Phanan Choeng 1 1 1 1 1 5 1 

5) Wat Yai Chai Mongkol 1 1 1 1 1 5 1 

6) Wat Chai Wattanaram 1 1 1 1 1 5 1 

7) Wat Ratchaburana  1 1 1 1 1 5 1 

8) Others (please specify) 1 1 1 1 1 5 1 

7. What activities do you do in the Historic 

City of Ayutthaya? (You can choose more 

than one item) 

1 1 1 1 1 5 1 

1) Visiting Wat/ Museum 1 1 1 1 1 5 1 

2) Riding Elephant       1 1 1 1 1 5 1 

3) Attending to Festival/ Event 1 1 1 1 1 5 1 

4) Seeing the way of life 1 1 1 1 1 5 1 

5) Shopping 1 1 1 1 1 5 1 

6) Others (please specify) 1 1 1 1 1 5 1 
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Items, Experts, Scores 1 2 3 4 5 Total Mean 

8. What type of tourist are you?  (choose 

only ONE item) 

1 1 1 1 1 5 1 

1) Cultural/ Historical tourist 1 1 1 1 1 5 1 

2) Educational tourist 1 1 1 1 1 5 1 

3) Recreational tourist 1 1 1 1 1 5 1 

4) Adventurous tourist 1 1 1 1 1 5 1 

5) Experiential tourist 1 1 1 1 1 5 1 

6) Diversionary tourist 1 1 1 1 1 5 1 

7) Others (please specify) 1 1 1 1 1 5 1 

9. In terms of cultural tourism, what type of 

cultural tourist are you?   

1 1 1 1 1 5 1 

1) The ‘culturally motivated’ tourist  1 1 1 1 1 5 1 

2) The ‘culturally inspired’ tourist  1 1 1 1 1 5 1 

3) The ‘culturally attracted’ tourist  1 1 1 1 1 5 1 

10. Do you know that the Historic City of 

Ayutthaya is the world heritage site by 

UNESCO? 

1 1 1 1 1 5 1 

1) Known   1 1 1 1 1 5 1 

2) Unknown   1 1 1 1 1 5 1 

11. When do you know that the Historic City 

of Ayutthaya is the world heritage site? 

1 1 1 1 1 5 1 

1) Before travel     1 1 1 1 1 5 1 

2) During the travel but before the 

arrival to Ayutthaya 

1 1 1 1 1 5 1 

3) When arrived at Ayutthaya 1 1 1 1 1 5 1 

12. If the Historic City of Ayutthaya was not 

listed in the world heritage site, would 

you visit this place? 

1 1 1 1 1 5 1 

1) Very unlikely 1 1 1 1 1 5 1 

2)   Somewhat likely  1 1 1 1 1 5 1 

3)   Neutral 1 1 1 1 1 5 1 

4)   Likely   1 1 1 1 1 5 1 

5)   Very likely 1 1 1 1 1 5 1 
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Items, Experts, Scores 1 2 3 4 5 Total Mean 

13. In the future, would you return to visit 

the Historic City of Ayutthaya? 

1 1 1 1 1 5 1 

1) Very unlikely 1 1 1 1 1 5 1 

2)   Somewhat likely  1 1 1 1 1 5 1 

3)   Neutral 1 1 1 1 1 5 1 

4)   Likely   1 1 1 1 1 5 1 

5)   Very likely 1 1 1 1 1 5 1 

14. Would you suggest the others to visit the 

Historic City of Ayutthaya? 

1 1 1 1 1 5 1 

1) Strongly not recommend    1 1 1 1 1 5 1 

2) Not recommend    1 1 1 1 1 5 1 

3) Neutral  1 1 1 1 1 5 1 

4) Recommend 1 1 1 1 1 5 1 

5) Strongly recommend 1 1 1 1 1 5 1 

The Potential of the Historic City of Ayutthaya 

1. Historical importance to Thailand 1 1 1 1 0 4 0.8 

2. Importance of Buddhism history to the 

present 

1 1 1 1 1 5 1 

3. Having a long history  1 1 1 1 1 5 1 

4. Being a precious archaeological site 1 1 1 1 1 5 1 

5. Unique archaeological site  1 1 1 1 1 5 1 

6. Reflecting historical ways of life 1 1 0 1 0 3 0.6 

7. Showing the prosperity and beauty of the 

past 

1 1 1 1 1 5 1 

8. Having ancient art and antique objects 1 1 0 1 1 4 0.8 

9. Being a well-known historical site 1 1 1 0 1 4 0.8 

10. Widely accepted 0 1 1 1 1 4 0.8 

11. Peaceful atmosphere 0 1 1 1 1 4 0.8 

12. Interesting site 0 1 1 1 1 4 0.8 

13. Providing additional activities in the area 0 1 1 1 1 4 0.8 

14. Providing facilities such as an 

information service center, restaurants, 

beverage shops and restrooms   

1 1 1 1 1 5 1 

15. Showing a clear interpretation of the site 1 1 1 1 1 5 1 
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Items, Experts, Scores 1 2 3 4 5 Total Mean 

16. Safety for life and belongings   1 1 1 1 1 5 1 

17. Convenient accessibility 1 1 1 1 1 5 1 

18. Cleanliness of the area 1 1 1 1 1 5 1 

19. Value for money 1 1 1 1 1 5 1 

20. Having area management  1 1 1 1 1 5 1 

Suggestions        

Do you have any suggestions for the potential 

of the Historic City of Ayutthaya? 

1 1 1 1 1 5 1 

Tourists’ Demographic Characteristics 

1. Gender 1 1 1 1 1 5 1 

1) Male 1 1 1 1 1 5 1 

2) Female 1 1 1 1 1 5 1 

2. Age 1 1 1 1 1 5 1 

3. Marital status 1 1 1 1 1 5 1 

1) Single 1 1 1 1 1 5 1 

2) Married 1 1 1 1 1 5 1 

3) Divorces/ Widow/ Separated    1 1 1 1 1 5 1 

4. Education level 1 1 1 1 1 5 1 

1) Below bachelor degree   1 1 1 1 1 5 1 

2) Bachelor degree   1 1 1 1 1 5 1 

3) Above bachelor degree   1 1 1 1 1 5 1 

5. Occupation 1 1 1 1 1 5 1 

1) Government/ Civil servant 1 1 1 1 1 5 1 

2) Business owner    1 1 1 1 1 5 1 

3) Business employee 1 1 1 1 1 5 1 

4) Housewife   1 1 1 1 1 5 1 

5) Students 1 1 1 1 1 5 1 

6) Freelancer   1 1 1 1 1 5 1 

7) Retired 1 1 1 1 1 5 1 

8) Unemployed  1 1 1 1 1 5 1 

9) Others (please specify) 1 1 1 1 1 5 1 

6. Average monthly incomes 1 1 1 1 1 5 1 

please specify your currency 1 1 1 1 1 5 1 
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Items, Experts, Scores 1 2 3 4 5 Total Mean 

7. Religion 1 1 1 1 1 5 1 

1) Buddhism 1 1 1 1 1 5 1 

2) Christianity  1 1 1 1 1 5 1 

3) Islamic 1 1 1 1 1 5 1 

4) Hinduism 1 1 1 1 1 5 1 

5) No religion 1 1 1 1 1 5 1 

6) Others (please specify) 1 1 1 1 1 5 1 

8. Country of residence (please specify) 1 1 1 1 1 5 1 

Total 132 136 135 130 129 662 0.97 
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Appendix F.2: Item-Objective Congruence Results of stakeholders 

 

Table F.2 Item-Objective Congruence Results (Stakeholders) 

 
Items, Experts, Scores 1 2 3 4 5 Total Mean 

Knowledge Related to the Branding Process 

1. Branding is an activity that follows a 

procedure, with steps and systematic 

initiation. 

1 1 1 1 1 5 1 

2. Branding is related to other sciences; 

especially, psychology, sociology and 

tourist behaviors. 

1 1 1 1 1 5 1 

3. Branding is comparable to the indicator of 

success in strategic development and 

efficient planning for tourism management.  

1 1 0 1 1 4 0.8 

 

4. Understanding the tourists’ lifestyle is part 

of the analysis of tourist’s psychology. 

0 1 1 1 1 4 0.8 

5. Gender, age, occupation, education level, 

marital status, income, and nationality can 

be used in the analysis of tourists’ 

demographics. 

1 1 1 1 1 5 1 

6. Seeking the purchasing motivation of the 

group of tourists is an analysis of tourist 

behavior. 

1 1 1 1 1 5 1 

7. The analysis of strengths, weaknesses, 

opportunities and threats of your rivals is 

part of the competitor analysis. 

0 1 0 1 1 3 0.6 

8. Image of the competitor’s branding can be 

analyzed from the perception of tourists 

about the branding. 

0 1 1 1 1 4 0.8 

9. The branding uniqueness of the competitor 

cannot be used to analyze on the 

perception of tourist toward their branding. 

0 1 1 0 1 3 0.6 

 

10. The analysis of self-branding is the 

analysis of your current branding image. 

1 1 1 1 1 5 1 
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Items, Experts, Scores 1 2 3 4 5 Total Mean 

11. The potential of a brand cannot be used in 

the self-branding analysis. 

0 1 1 0 1 3 0.6 

 

12. Self-branding analysis is the analysis of 

the strengths, weaknesses, opportunities 

and threats of your own brand. 

1 1 1 1 1 5 1 

13. Market Segmentation combines large 

groups of tourists with differences into 

smaller groups. 

1 1 1 1 1 5 1 

14. Targeted market segmentation allows for 

easier and more efficient communication 

management.  

1 1 1 1 1 5 1 

15. Psychographic segmentation may consider 

the purchase occasion, user status, user 

rate, loyalty status, etc. 

1 1 1 1 1 5 1 

16. Target market is the evaluation of the 

different target markets.  

1 1 1 1 1 5 1 

17. Target market can consider the size of the 

target group or the target group that suites 

the tourism site’s potential.  

1 1 1 1 1 5 1 

18. Target market selection is marketing to the 

specific group in the desired target 

market. 

1 1 1 1 1 5 1 

19. Core identity of the brand is derived from 

other components that give the brand a 

specific identity different from the 

products of competitors.  

1 1 1 1 1 5 1 

 

20. The stating of specific qualities is usually 

done to explain the strongest values of the 

brand. 

1 1 1 0 1 4 0.8 

 

21. Extended identity of the brand is any 

components that add more details about 

the brand to make it more interesting and 

stronger. 

1 1 1 1 1 5 1 

22. Setting of brand value is when the brand 

tries to add more benefits for the tourists. 

1 1 1 1 1 5 1 
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Items, Experts, Scores 1 2 3 4 5 Total Mean 

23. Setting the brand value is a method for the 

brand to gain a competitive advantage 

over its rivals. 

1 1 1 1 1 5 1 

24. Setting the brand value allows each tourist 

to determine the meaning for the brand in 

the same way.  

1 1 1 1 1 5 1 

25. Awareness of the brand allows us to know 

the strong points of the brand in the 

tourists’ mind. 

1 1 1 1 1 5 1 

26. Forming awareness of the brand is 

required before the targeted tourists will 

decide to visit the attraction site. 

1 1 1 1 1 5 1 

27. Awareness of the brand in the market is 

necessary and must be formed, developed, 

and always maintained. 

1 1 1 1 1 5 1 

28. Brand positioning brings part of the brand 

identity and value to form the brand 

position. 

1 1 1 1 1 5 1 

29. Brand positioning cannot use mixed 

marketing as a criterion for consideration. 

0 1 1 1 1 4 0.8 

30. Brand positioning results from the 

perceptions of the tourists without any 

association to the attraction sites’ image. 

1 1 1 1 1 5 1 

31. Presentation of brand can be done through 

active communication to form 

differentiation from rivals. 

1 1 1 1 1 5 1 

32. Introducing the brand position can allow 

the tourists to remember the brand easier. 

1 1 1 1 1 5 1 

33. Advertisement, publicizing, and activities 

at the tourism sites are other choices for 

introducing brand positioning. 

1 1 1 1 1 5 1 

34. Relationship management between the 

brand and tourists is the relationship 

formed between tourists and the brand 

identity at a basic level. 

1 1 1 1 1 5 1 
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Items, Experts, Scores 1 2 3 4 5 Total Mean 

35. Forming re-purchasing behavior, 

frequency of buying, and loyalty of 

tourists toward the brand are part of 

managing the relationship between the 

brand and the tourists. 

1 1 1 1 1 5 1 

36. A method to form the relationship 

between the brand and tourists that is 

popularly applied is to form the brand 

personality in as similar as possible to the 

target groups’ ways of living. 

1 1 1 1 1 5 1 

37. The analyses of a group of tourists, rivals, 

and self-branding can be used to follow 

up on and evaluate the branding. 

1 1 1 1 1 5 1 

38. The branding result assessment assesses 

the brand position as a main factor and it 

includes the evaluation of all components 

of the brand.    

1 1 1 1 1 5 1 

39. The branding result assessment allows us 

to understand changes in cross targeted 

groups. 

1 1 1 1 1 5 1 

Suggestions 

Do you have any suggestions for the branding 

process of the Historic City of Ayutthaya? 

1 1 1 1 1 5 1 

Stakeholders’ demographic characteristics 

1. Gender 1 1 1 1 1 5 1 

1) Male 1 1 1 1 1 5 1 

2) Female 1 1 1 1 1 5 1 

2. Age 1 1 1 1 1 5 1 

3. Education level 1 1 1 1 1 5 1 

1) Below Bachelor degree   1 1 1 1 1 5 1 

2) Bachelor degree   1 1 1 1 1 5 1 

3) Above Bachelor degree   1 1 1 1 1 5 1 

4. Work Experience (Brand/ Tourism)  1 1 0 1 1 4 0.8 

Total 43 48 45 46 49 231 0.94 
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Appendix G 

The Branding Process of the World Heritage  

Historic City of Ayutthaya 

 

The branding process of the world heritage Historic City of Ayutthaya consists 

of eleven steps as follow:  

 

Appendix G.1: Evaluating the Potential of Stakeholders in Relation to Branding 

 

Appendix G.2: Product Positioning 

 

Appendix G.3: Benchmarking Analysis (Product Positioning) 

 

Appendix G.4: Market Positioning 

 

Appendix G.5: Benchmarking Analysis (Market Positioning) 

 

Appendix G.6: Product and Market Positioning 

 

Appendix G.7: Benchmarking Analysis (Product and Market Positioning) 

 

Appendix G.8: Brand Creation 

 

Appendix G.9: Brand Implementation 

 

Appendix G.10: Brand Evaluation 

 

Appendix G.11: Monitoring and Adaption 

 

Appendix G.12: The Process of World Heritage Historic City of Ayutthaya 
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Figure G.1 Evaluating the Potential of Stakeholders in Relation to Branding  
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Figure G.2 Product Positioning  
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Figure G.3 Benchmarking Analysis (Product Positioning)  
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Figure G.4 Market Positioning  
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Figure G.5 Benchmarking Analysis (Market Positioning)  
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Figure G.6 Product and Market Positioning  
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Figure G.7 Benchmarking Analysis (Product and Market Positioning)  
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Figure G.8 Brand Creation  
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Figure G.9 Brand Implementation  
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Figure G.10 Brand Evaluation  
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Figure G.11 Monitoring and Adaption  
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Figure G.12 The Process of World Heritage Historic City of Ayutthaya



 

BIOGRAPHY  
 

BIOGRAPHY 
  

NAME Wipada  Thaothampitak 

ACADEMIC 

BACKGROUND 

Master of Business Administration  

(Hospitality and Tourism Management)  

Prince of Songkla University, 2008  

 

Bachelor of Business Administration  

(General Management)  

Prince of Songkla University, 2006 

EXPERIENCES Lecturer, Tourism Management  

Faculty of Commerce and Management  

Prince of Songkla University, Trang Campus  

Trang Province, Thailand 
  

 

 


	ABSTRACT
	ACKNOWLEDGEMENTS
	TABLE OF CONTENTS
	LIST OF TABLES
	LIST OF FIGURES
	ABBREVIATIONS
	CHAPTER 1   INTRODUCTION
	1.1 Introduction
	1.2 Tourism and World Heritage Sites
	1.3 World Heritage Sites in Thailand
	1.4 The World Heritage Historic City of Ayutthaya
	1.5 World Heritage Tourism Site Branding
	1.6 Problem Identification
	1.7 Research Objectives
	1.8 Research Questions
	1.9 Research Output
	1.10 Research Outcomes
	1.11 Scope of the Study
	1.12 Definition of Terms

	CHAPTER 2   LITERATURE REVIEW
	2.1 Introduction
	2.2 Destination Branding
	2.2.1 Brand…………
	2.2.2 Destination Branding
	2.2.3 Brand Identity
	2.2.4 Brand Personality
	2.2.5 Brand Equity
	2.2.6 Brand Image
	2.2.7 City Branding and Identity
	2.2.8 Tourism Destination Branding
	2.2.9 Branding Process
	2.2.10 Research Related to Destination Branding

	2.3 Tourism Marketing
	2.3.1 Marketing
	2.3.2 Tourism Marketing
	2.3.3 Market Segmentation
	2.3.4 Target Market Selection
	2.3.5 Brand Positioning
	2.3.6 Tourists

	2.4 World Heritage Tourism Sites
	2.4.1 World Heritage
	2.4.2 The Potential of World Heritage Tourism Sites
	2.4.3 Potential of the Stakeholders of World Heritage Tourism Sites

	2.5 Conclusion

	CHAPTER 3   RESEARCH METHODOLOGY
	3.1 Introduction
	3.2 Research Methodology
	3.2.1 Quantitative Research
	3.2.2 Qualitative Research

	3.3 Research Process
	3.4 Conceptual Research Framework

	CHAPTER 4   RESEARCH FINDINGS AND DISCUSSION
	4.1 Descriptive Results
	4.1.1 Quantitative Descriptive Results
	4.1.2 Qualitative Descriptive Results

	4.2 The Potential of the World Heritage Historic City of Ayutthaya
	4.2.1 What is the Potential of the World Heritage Historic City of Ayutthaya? (RQ1)……….
	4.2.2 What are the Tourist’s Demographic Characteristics that Affect the Potential of the World Heritage Historic City of Ayutthaya? (RO2)
	4.2.3 What are the Tourist’s Behaviors that Affect the Potential of the World Heritage Historic City of Ayutthaya? (RO3)
	4.2.4 What are the Tourist’s Psychological Characteristics that Affect the Potential of the World Heritage Historic City of Ayutthaya? (RO4)
	4.2.5 What are the Tourist’s Geographic Characteristics that Affect the Potential of the World Heritage Historic City of Ayutthaya? (RO5)

	4.3 The Marketing of the World Heritage Historic City of Ayutthaya
	4.3.1 What is the Market Segmentation of the World Heritage Historic City of Ayutthaya? (RQ6)
	4.3.2 What is the Target Market of the World Heritage Historic City of Ayutthaya? (RQ7)
	4.3.3 What is the Market Positioning of the World Heritage Historic City of Ayutthaya? (RQ8)

	4.4 The Potential of the Stakeholders Regarding the Branding of the World Heritage Historic City of Ayutthaya
	4.4.1 What is the Knowledge of the Stakeholders Regarding the Branding of the World Heritage Historic City of Ayutthaya? (RQ9)
	4.4.2 What is the Skill of the Stakeholders Regarding the Branding of the World Heritage Historic City of Ayutthaya? (RQ10)
	4.4.3 What is the Attitude of Stakeholders Regarding the Branding of the World Heritage Historic City of Ayutthaya? (RQ11)

	4.5 The Branding Process of the World Heritage Historic City of Ayutthaya
	4.5.1 What is the Proposed Branding Process for the World Heritage Historic City of Ayutthaya? (RQ12)
	4.5.2 A Proper Process of Branding of the World Heritage Historic City of Ayutthaya


	CHAPTER 5   CONCLUSIONS AND RECOMMENDATIONS
	5.1 Introduction
	5.2 Summarized Research Results
	5.2.1 The Potential of the World Heritage Historic City of Ayutthaya
	5.2.2 The Marketing of the World Heritage Historic City of Ayutthaya
	5.2.3 The Potential of the Stakeholders in Branding of the World Heritage Historic City of Ayutthaya
	5.2.4 The Branding Process for the World Heritage Historic City of Ayutthaya………………….
	5.2.5 Summarizing the Quantitative Results

	5.3 Recommendations
	5.3.1 Recommendations for the Stakeholders Regarding the Branding of the World Heritage Historic City of Ayutthaya
	5.3.2 Recommendations for Further Research

	5.4 Research Contribution
	5.5 Limitations of the Study
	5.6 Conclusion

	BIBLIOGRAPHY
	APPENDICES
	Appendix A
	Appendix B
	Appendix C
	Appendix D
	Appendix E
	Appendix F
	Appendix G

	BIOGRAPHY

