onsansuyuernaasiadoaurngdas dlagoaonsni Tuws:ususwguiun IS
UR 20 adun 1 (UnsAU-Onungu) 2568

nsWaUkUUNsaeansananealn1via e ugeaineassa

DEVELOPING OF A COMMUNICATION MODEL OF CREATIVE TOURISM IDENTITY

yadyn senfude’ ¥a1ns gauangus]’ algudas euduns® Sywed nzfonu’
FHnS Audugnsiinn’ waz saunw unaassas’
Cholticha Rodgunphai', Chalakorn Udomukrit”, Natpapas Thenchan’

Tutchapong Kratuehon®, Thitiphat Limsumlitnipa®, and Ronnaphob Nopsuvvan6

! véngnsAaumanstiaudin anzdoasuiaty umingidesiudum
Bachelor of Arts, Faculty of Mass Communication, Ramkhamhaeng University
E-mail: nette.cholti@gmail.com
2 MANgRIUIMSEINATNTR @1139IN1INANAIVA U InedeAsUna
Bachelor of Business Administration, Digital Marketing Major, Sripatum University
E-mail: jj.chalakon@gmail.com
** pdngasuimsgsiatugin avdvinisnan uvnineduimalulagnvunasnulnduns
Bachelor of Business Administration, Marketing Major, Rajamangala University of Technology
Rattanakosin
E-mail nattyzar2448@gmail.com
* MAngeInenmsasauma nAIndnamans unIng1duamnan sy
Bachelor of Informatics Department of Communication Art Mahasarakham University
E-mail: Thitiphat.l@msu.ac.th
¢ nAngnIuIMsgINtnge Auzdniuarine nsinns imnIne1duinsBariuienen
Bachelor of Management, Faculty of Accounting and Management Science,
Southeast Bangkok University
E-mail: ronnaphop@southeast.ac.th

Received: August 31, 2024 Revised: June 5, 2025 Accepted: June 28, 2025

[ ]

UNang

nsfnuidended seinwnafaunsuuuunisdearsdadnuainiseadenisadiaassd
Tngldseideuitiememmnin mensdun1validedn 911U 25 AU uagNSaunEINgy 9 au lnafvue
uwiasieaflendeaduasdvousazninalutsamelng warlivimslinmeidemuuvessnidunsuay
WisAUToya nan1sAnYIITEINNIsdNATEalEEn Wuin esAUszneusRdnualnisis AT
a¥ 198336 Swunoonidu 4 esdUszneu lein yuvuaiiuassd dhviouflsraiisassd Aanssuaineassd
uazUfduiusaieassA nansitmunguuuunsaeansdndnuainisvisaiisndsainassd Ussnause §
deans (guauaseassd) g3uans (nvieafinnasneassd) fernuuazfanssy @nuasianzdndnualves
yumuUsznaufefaly usanmeTansTay/Usuind/maun Snvagiuil uagdadin uasdemsHunss
dusImanmsduiausseInie Msvine1ns MsUseAvguesdisie msilsussensangd nsiiuiien
MsSmuanIsaglay nsnlexang wagmuandsuiinusydriu Wudu TaesdiAnufduiudeinu
FRdnlMdvespuurioniondeainsassd


mailto:nette.cholti@gmail.com

46

Joumal of Humanities and Social Sciences Valaya Alongkorn
Vol. 20 No.1 (January-June 2025)

AdAgY

manwal N1SERENSOMaNEAl NSVBNTYY NTVIBLNYNTIES19ETIA

ABSTRACT

This research aims to study the development of a communication model for
creative tourism identity. A qualitative research methodology was employed, using in-depth
interviews with 25 participants and focus group discussions with 9 participants. Creative tourism
destinations from each region of Thailand were selected as case studies. The collected data
were analyzed using descriptive and interpretive content analysis. The findings from the in-depth
interviews revealed that the components of creative tourism identity can be classified into four
elements: a creative community, creative tourists, creative activities, and creative interactions.

The developed model of creative tourism identity communication consists of the
following components: the sender (the creative community), the receiver (the creative tourists),
the message and activities (which include the unique characteristics of the community's identity,
such as art, cultural heritage, traditions, religion, landscape, and way of life), and communication
through participation in activities such as experiencing the atmosphere, cooking, crafting
souvenirs, attending lectures by experts, sightseeing, engaging in performances, staying in
homestays, and exchanging daily life experiences. This model aims to facilitate interactions

among the stakeholders within the creative tourism community.
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