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Abstract

This mixed-methods research aims to develop a strategic communication plan to enhance the creative tourism
potential of Chanthaburi Province, Thailand. Qualitative data were gathered through in-depth interviews with
31 key stakeholders, including government officials, academics, private-sector representatives, and local
community leaders, as well as comprehensive document analysis. Quantitative data were collected via surveys
from 400 Thai tourists. The findings highlight an overwhelming tourist demand for authentic, distinctive, and
immersive community-based learning activities. Consequently, the study identified six core developmental
areas, leading to a robust communication plan encompassing five strategic dimensions: establishing
participatory management networks, adding value to natural and cultural resources, innovating modern
marketing approaches, integrating regional tourism linkages, and enforcing stringent safety standards. This
proposed communication framework offers a highly adaptable, actionable roadmap for policymakers and local
communities. By leveraging integrated marketing communications and specific destination branding, the
implemented plan effectively promotes sustainable economic growth, preserves indigenous cultural heritage,
and successfully elevates Chanthaburi as a premier, world-class destination for high-value creative tourism
experiences.
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Table 1 Descriptive statistics of tourist needs regarding creative learning activity formats

Creative Learning Activities X S.D. Level of Needs

1 Activities that promote understanding of the community’s culture and  4.25 0.75 Highest
traditions

2 Activities that foster cross-cultural learning exchanges between tourists 3.99 0.72 High
and the community

3 Activities that are uniquely distinctive and different from creative 436 0.77 Highest
tourism attractions in other provinces

4 Activities that allow participants to experience the authentic identity of 4.43 0.70 Highest
the community

5  Activities that help build good relationships between tourists and the 425 0.75 Highest
local community

6 Activities that encourage the exchange of information or the sharing of 4.23 0.82 Highest
experiences between tourists and the host community

7 Activities that provide opportunities for participants to join or engage in 4.21 0.74 Highest
activities with the community rather than merely being spectators

8 Activities that provide knowledge and experiences that help enhance  4.21 0.76 Highest

or develop your creative skills and potential

9  Activities that convey knowledge applicable to everyday life 422 0.67 Highest
10 Diverse tourism activities as alternative options 424 0.64 Highest
11 Activities with an appropriate group size to facilitate discussion, 426 0.75 Highest

exchange, and comprehensive learning

Total 4.24 0.73 Highest
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