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Abstract

This academic article focuses on analyzing place
branding in Chiang Mai province. Using the communi-
cation analysis in the 6 Thai movies media that have

been using Chiang Mai as a film location which are
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Dear Dakanda (2005), Hormones (2008), SuckSeed
(2011), The Outrage (2011), Dew (2019) and Low
Season (2020) including the city brand communication
of the state agencies involved in the promotion of
tourism and the recognition of the image of Chiang
Mai Province among Thai and foreign tourists from
documentation and related research using the 3-gap
place branding model to analyze the gap in the
branding of the city in Chiang Rai Province in three
dimensions which are identity communication trough
DMO, place image construction through Thai films,
and perceived identity.

Analysis revealed that while the state agencies
were trying to communicate the identity of Chiang Mai
in terms of nature, culture, arts, lifestyles, and food,
the staff were aware of the image of the province as
a city with rich nature, beautiful cultural attractions,
good service, and interesting local food. However,
the presentation of these places in Thai films still
lacked much communication about the way of life
and the people’s commitment in the area. It was just
the use of places that were easy to remember and
recognize. This was due to budget constraints and
a lack of good coordination between filmmakers and

government agencies promoting tourism.

Keywords: Place branding, Thai Film, Tourism,
Chiang Mai
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