nsasmsUssndudusiazmstusan UA 12 aUUA 2 2562 33

nagnsn1sioaaileaisyaruiuvasuvaiD e IARuS
Tudwmingesse
Communication Strategies for Creating Value Added of Ethnic
Traveling Sources in Chiang Rai Province

Received: March 5, 2019 / Received in revised form: April 15, 2019 / Accepted: May 7, 2019

L&5uAS dan1 Sermsiri Nindum
95905 yuA3 Jiraporn Khunsri
UNVINEI1AYTIVANYEITI8 Chiang Rai Rajabhat University
UNANELD

a o o

1Al gusrasifiofinunagrinnisdemaiieatadifiuliurundwiondion

\1 n1e1dnugludmindesie laeldisn153deBenmninaiedsnisaunuingy
naznsdananisaiuuulaifidiusin nansidenuin nagnsnsdeansifieaireyadiiines
widsviaaiismenanusludmindeeneusznause 5 nagnslaun 1) nagndiunisdoans
Tufiufl 2) nagnsiurommiedolunsieans 3) nagnisuieonlunsieans 4) nagninns

Hoansuuullausin uag 5) nagnsnisasisiusiinslunisdedans

AR MIvoueNTIRTUE, nagnsnisdeans, nsadsyarLiuveunavionied

WSuAs Tae (uea.dnarnans Pansalunnine1ds, 2550, Email: aj_sermsiri@yahoo.com) Jaguumsesiuniannud
AuIneNsIansuasiudiiemansansdanviinamans auging1nsdans inine1dessigdesg wazdsms Yues (ue.a.
fwneamans ininerdegsiatuding) Jagtudsedundsenansglssdmdngasinamansgufiinde uazdudiiemansnaisd
afimaeans AneINeIN1SIANTG UNTIMEIaETATeIe

uneuifudunimesenuidedes mMsWuduInsYisasnusesvatusluimindesne Falddusussann

atfuayuNdInUANENTIINTITULUIYF



34...

Journal of Public Relations and Advertising Vol. 12 No. 2 2019

Abstract

The research aimed to study the
communication strategies used to create value
added of ethnic traveling sources in Chiang Rai
province. The research methodology used for the
study was qualitative by focus group discussion
and non-participant observation. The results of
the study showed that the communication
strategies used to create value added of ethnic
traveling routes in Chiang Rai province consist of 5
strategies which are 1) local community
communication 2) channels of communication
strategy 3) content communication strategy 4)

participatory communication strategy and 5)

communication in strategic alliance.

Keywords: Ethnic  Tourism, Communication
Strategy, Create Value Added of Traveling
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