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Abstract

This research study was aimed to determine the identity of a cultural street (walking street) of Phitsanulok
province based on the study of the perceptions of tourists and community members and to study the ways of life, cultures
and traditions of the local people. The results were analyzed to identify the potential for tourism promotion and
positioning.

The study employed questionnaires to collect the data from 400 tourists based on the 2007 statistical data of
Thai and foreign tourists in Phitsanulok province as well as in-depth interviews with 35 multi-stakeholders, comprising 20
OTOP entrepreneurs and 15 local residents in Phitsanulok province. The data from the questionnaires were then analyzed
to find the frequency, percentage, mean and standard deviation. The data from the in-depth interviews were analyzed to
identify the strengths and the opportunities, to find the satisfaction levels, and to make suggestions.

The findings were as follows: The perceptions of the two target groups of Thai and foreign tourists were similar in
that both groups perceived that the identity of Phitsanulok province consisted of 1) Phra Buddhachinnaraj Buddha image; 2)
King Naresuan the Great; 3) the waterfalls; and 4) “Kuay Taew Hoy Kha” traditional noodles. This was in accordance with
the opinions of the local residents and the OTOP entrepreneurs. However, the local residents and the OTOP entrepreneurs
projected that sun-dried bananas and Thai Bang-Kaew dogs also contributed to the positioning of Phitsanulok
identity. Moreover, it was observed that the perceptions of both groups did not include Phra Nangphaya amulets, Naresuan
fighting cocks and Mangkhala folk music as the province’s signatures although these items were noted in the documents
related to the identity of Phitsanulok province. Based on these findings, the researcher presented a pattern for landscaping
a cultural community to act as a guideline for the management of the walking street positioned as a cultural street with an
aim to create an awareness of and to promote tourism in Phitsanulok province. It was expected that this would
consequently encourage the economic growth generating jobs and income for the local people.

Keywords: Identity, Cultural Street
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