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Abstract

The research studies the creation of brand equity and the development of identity
involving tourist attractions’ intangible cultural heritage (ICH) by using ICH in China,
Myanmar, Thailand, and Australia as case studies. The study question was, “What form of
ICH is appropriate for the development of tourism areas?” Data was acquired utilizing
the documentary method and non-participant observation of the case study’s intangible
cultural assets. Methods of content analysis were employed along with thematic coding and
critical analysis.

According to the study’s findings, building brand equity to develop the identity of
tourist attraction sites and intangible cultural heritage is important. It is critical to develop
numerous tourism locations in order to become well-known. Particularly if you can
cultivate and enhance the site’s identity. ICH information may aid in the creation of brand
knowledge to take out the similarities and absorb the genuine differences, creating contrasts
with in—-depth emotional value (story analytics), and convey brand equity through net

perception.
Keywords : intangible cultural heritage, cultural tourism, brand equity
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usanmetausssiidusadlily Sedeniduntundnguin Intangible Cultural Heritage
viofedefe ICH unsuanseendeminuisdmmetagadildleniesnisnin wu 1w Ussnd
AmNudle Aauznisuans afvu Awd Aadzainans MsUfTAMIdIAL ABn3TL NTuanIDeN
9191 uazLFUEe q dsldunisfinnsanlaeszaundnvesyiualn (The United Nations
Educational, Scientific and Cultural Organization: UNESCO) Tumslviauunses uazEansznie
oudynnszwinssmaindnenisunininwmsaninmsssufidudedlails (Convention on the
Safeguarding of Intangible Cultural Heritage) Uszanaun.A. 2546 (Bortolotto, 2007; Albayrak
et al,, 2010) whlnatgusemangrgruiaunlaaunsasagala 39l uazasiagaaunse
Susndnuallviiuuvasioudinvesiiuiity q lulssmavesmuios fegatusuiinglaives
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Taileiging 9 mantuegerelies uaziinnstevesdisean (Intangible Cultural Heritage Souvenirs)
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(Albayrak et al., 2010; Sawagvudcharee et al., 2020; Qiu et al., 2022)
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The Mindset Agency Theory
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Usena USANNIIRUSTIUNIUA DIl LA

Useineu —  MSAUTIVRIUIAENGUYIANRUGN1MAVD9IU (Farmers’ Dance of
China’s Korean Ethnic Group)

~ wedanshemsiudies (Indigenous Traditional Cooking Techniques)

- Urtiin Duu Lwadﬂﬂaﬁuﬁﬂu (Urtiin Duu, Traditional Folk Long Song) 1

Usewmeadlouuns | - v1u1A (Thanakha)

~ Nunded3afiilenunii Wesdunema Saumad (Bronze Casting Craft
in Tamapawaddy, Chanmyathase Township, Mandalay)

- uveilruguiiuay Weseusyse Tunzad (Silkk Weaving Craft in
Muand Dan Quarter, Amarapura Township, Mandalay)

~  MSWUTILUURUEDBININELAILY (Karen Traditional Done Dance)
—  wAlANSYIMEIsIUBY (Indigenous Traditional Cooking Techniques)
— Wieugu wanaddleunns (Thingyan; the Myanmar Water Festival) 418

Uszwndlne — @3n97UA (Songkran Festival in Thailand)

- azaslvulny w39 azATITI@ILNLEINIA (Thai Khon Drama or the Masked
Dance Drama)

— Tuswseulusi (Nora or Manora Dance Drama)

- wInlny (Traditional Thai Massage, or Nuad Thai)

- apynIgms (Loy Krathong Festival)

- wwlny (Muay Thai)

- @18R191211 (Pha Khao Maa Fabric Pattern)
- wAlANYIeIsUEBs (Indigenous Traditional Cooking Techniques)
— @eRlneeng 9 (Thai Traditional Fabric Pattern) “1a
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Uszwne USANNIIAUSTIUNIUA DIl lA

Usend
ORGIGEIGE

—- NSLERY NTaZlaU Lavanufauzuesezun3au (Aboriginal Performances,
Games, Dances, and Various Art Forms)

- 3§ﬂ’13LLU§§Ua’1MWiLLUUﬁ5\1Lam (Traditional Ways of Processing Food)

- wmﬁﬂmiﬁ’]mmiﬁmﬁm (Indigenous Traditional Cooking Techniques)
‘18

Tusmuesiunsviesiion nmsldla Tarddy wasimuusanmeiausssundudoslalls
madunstenszduinvisaiisdliinnnussemiinlueuaula Tdla $nvn uazesnunBeuvily
aranaas Anwiluarududndnual feu wasiiTiavushniiugie q Aldfbugiu i
msAnseysny mssdudedfgfivsueniaiitinanuduey amiduanvesusavyuvy
uiazgiinng wordauatianadnla wmszusanmeiausssuiidudedlaildfodusununis
viausiitinvosusazngy uazidudiuniwoswsnanyeiausssuvesanuil 91A13 aauiing
UsgiRmand oyani3d uavdsUssAugidunindaunsiausssu

nsvieailendemusssu (Cultural Tourism)

NNsANwIRIuNI T oo nTeTmusTsn annsdAnwiUseinaiu Wouind lne
Lazeodnsiay Nan1sIvenuIn IanudidgsessuuasegiavesusazUssinaluegauinuas
finnudfyrenisiaunnisviesiieiveusasUsene wu Tuusewaduuazdsanelng nanside
wuh Teaosssmaduguinanmavoniisndsimussaddnrieafiorlianuauladnauladums
uvieaiinuagldsumeiann dudly wasnseduanmaigedsainate wavlusUsssy lnslamne
Uszinadufidanuddyuarlngidusudivany sesnUsemasaifouazuauinn fnainnaieds
varnvaneUseianidsiamusssuiiinauladmiunsiamnisvioniion iedsgalatnvieadien
melulssmawassnimenilisndulafunmonder waslidnvieafieadadulaifumavioniien
Hususu 6 vealan Taglulsemedu mavieaudioadsiausssue mevieaiyudewndug (eaan
Juvszinafiegorfovesrunguuaiugvatsdungy Juilidiedesusdeniouszdwnd Uszingl
913 WazuifuAnwvenules fausinasidndruds 93 Wefdudiidurniu uiflinuunnsis
Al luusaziuma (Fedanin) InetinvioadioragldBouslifivumiferiuiuusss uasiitinves
gIu wifuinSrninsuduendnveluariisndnuaifiunnsrsannems Sunnsnae
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dulsemalng msvieafnnBsinusssuAldiumaiauwasduauufonty Wy nsafuayy
Tusanmetamsssuiidudiodlduas dudeslallalilaisunisiusesanesdmsgiualalfidunsanian
dieafraussnspuliinviaaiioting 1 emnuauladaduladunisavioniienldienddy
wavhetemsnmsnaInInIsieniien fruidudsumadiouns warvesansidefiimsdasadu
mheruddioaivauas i ieailendeaussa InsnmeTansrsuiandudeslaild

ARANYBILUTUA (Brand Equity)

INNITANYINUAMAIVBILUTUA NNTAIANYIUSEINATY Llewins Ing uazesainsiie
nansisenun TuudarUssmanenenuiiozadrsusanmelausssunaisudeslalfvomuedi
Buuusudiiteannsagsladuuimlan wazadanmssuilituinvieaiiorldAneuaulafiozifiunis
uvloniten wandonsunsanmetausssunansudediilady 9 wiluuisUssmagwianisadis
AuvaaUTuAlAATuluan1 afrenszuauntsdiunsnseaiin uazn1ssuianguilaanis
Asvieafienfiinandsvaunisalfileduiaiuwususdu o ﬁgﬂm%qgﬂﬁsam LAYUIUTTIUIUAILTO
Aasndnuvalilanwuldfuiiuidy q fdudmewsanmeiausssunaiisudedly Tnonisadas
ANABSIUTUA (Brand Equity) S1TusesBeiinzsaindenuidn mnufn uazaudesnsidedn
weanNNsainsiiduiunaslugiiuusing o vauilduladiude Faagdoddinisnseni@edn
Tumsfumdndnwaiiozanunsaaiannusnaislalunssuiunsanuda anuidndaaamils
fAnInANLSAsITuLUTUs (Brand Knowledge) msatsmnuumnsinsiionnrmisinlauas
AufeIsvestinvieudisals suassaiinnsiuiavaiifideunusus (Net Perception) Wazausa
FornduiimiioutuoenluliindoudanuuandsusanyeTausssudidudedlaild Wy wenna
&9N3UA (Songkran Festival in Thailand) uAnFsIInIAMAT I euINS (Thingyan; the Myanmar
Water Festival) uagnisugnusleulvuvesdu (Silk Craftsmanship of China) uani1991nn15Uan
wilaulmuvelve (Silk Craftsmanship of Thailand)

nauseSmussuALAN (Aura of Traditional Culture)

MnNsAnvIEunauesTassIuR AL a1nnsdiFnvUssmaTy Weuand lne uay
goalAsiay Han1TITeNUIN usAnMITTausTIIsTmusssufifudedlildvesudazUszing
Tunsdifinudsnsfinduene TnusssuaduogfinraunsodsiuginieaiiorlfAnmnusandudy
dnlluenuddn auansaianisanslunisiasmunduinBensud o WWinw vende doves
flsgAnuannmainussaniidudoslild weeldnaegluiiuiidy 4 msganunsoduianaueis
A dunyTaussaudaiuiignisgauazadrsliidusndnuaivesusannietamnsssufitudes
Lilgdu 9 Wy Ysvmady 903 UAL WhaBWRE (Uyshur Mugam of Xinjiang) Usewmeiileusng
nMsdusuuuiueemmngviss (Karen Traditional Done Dance) Ussndlng luuvieasas
$78701NN (Khon or the Masked Dance Drama) wazUsslneionalnsiay NISuand N1sastauy
uaranufaUzunInzuaIau (Aboriginal Performances, Games, Dances, and Various Art Forms)
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NANEAIYDILUSUALNDNSYIBLdIB2 (Tourism Destination Brand Identity)
- o v ¢ ¢ A | ~ P a ~ ¢
INNNSANYY MUDHANBAIVDIMUTUMNDNTVIBNAYT NNTERNYIUSEMAIY WHeuuns Tne
WALDRALSIAY NANITIFENUIN USANMITRIUSTsUNTUABllla luwmasiuAveInsalfinwinny
Judndnwal@ednmitaulasgraunn Tngianiznisdeiulignisasinueiveawusudiionmu
S PANYAWAAIVDWNYIUTANMIITAILSISUNIUADIlUTe Weakaluustiundsliausaas1sasse

v v L3

Tunliludndnualfilannu winde wavausaasnuaInauianiinvesiieagaunse

i

Annssuiadiifineusanmeinusssuiitudedldléiu q wuannsadaerduiiviioutuoenly

ilssusvdeiAnmnunseminfenuunnsisausinlindnwmaning vieadies uazldinansam

Tuituitsne 9 waduls wu wamatdlewsnd (Thingyan; the Myanmar Water Festival)
n3Aenalavesuusun (Brand Attractiveness)

NMsAn MunMsRgalavedLusun NslAnwUsswaTy Weumns ne uazesamsidy
nan1TIenuI usanmetaussaniidudedlilldlundas fuivesnsdfnuwiiauauasiiFosn
fuinaula gouludeanud evsne q Anrsaudnsadesnsfagelauazanusaimuliiy
Lusudvesusazuruiiisndnuaivesaumes sgluudastuiivsy Banudunn fi3esm wey
fisvazidoafiiauladustiamnn uidanansiiaus msaiisassd waznisdeansidaauie
aumstsgalaluuiazuusudusanmefausssuiitudodlild Snfsunstudiinanisdearslud
ngudmneleeg1insegn fezadrmadnslunisasedlaguuviofuilnansnisvieaiien
wagiinviouiealdogsunsuats Jaiilingusing o mdwﬁ?ué’ahimmsa%’uﬁlé”hLmiuoﬁ‘ﬁm 9
fignanualoghauasaiilanwiy wavumnsretudsiimiloutuluiiuiisy q eehsls Snvedwinns
HeniEnsiioans nsaduassdion uastoamsfivmngauiazyiluandsauanansoaiiaeni
Aemnlalunusudla Fan1snseviiiianainves o ﬁﬁqmaiﬁﬂduﬁwq q waniuinaude wasld
Faaulaumsldviondienlundelunuun Wy wmaniagsns us (Songkran Festival in Thailand)
1ULLGiaSﬁuﬁ‘UBQUﬁZLVIﬂIVIEJ LLaSLwﬂmaﬁﬂLﬁaum% (Thingyan; the Myanmar Water Festival)

23AAU3TvY (New Knowledge)

nMsAnYINIsTdIuTmveInuATe L TUALTo MU S AN valund BB auTANNIg
Jausssundusesdlalsd: nsdifnwvivszmedu o Tne wazooamsids wuin sULuunsT
duuvesnuAvosLUTUAileaLShdnvaluasisnsmsTaussaundudedllifmngan
fugumesImInaaifiemsviefienogediiutu amsaedinsaienisfiduiuvestoyaiiein
vosmsanmetanssaufisudedldifnaumaufunisunnudfundues fausssudaiudioly
anuns0feassduuTuifiansoategueiadnunsiud dusadnuel madeuleduusaziusud
wazFunsAsgalaguannsafinAnufifeIfuusud Laranunsainnsiusansidsenusud
ulinviafansanenduimiloutusenluld uaziudnuavosuusususanmsiausssy
Fsusedlallaiu q ludumuuandng fannd 2
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