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A Study on the Success Factors of Local Lanna Museum Management in Promoting

Cultural Tourism

Ratsamee Ajchariyapaisankul’
Panumart Kedkaew?®
Nithikittikarn Hemsuwan'

Atchariyaporn Tungpitijira8

ABSTRACT

This research aims to 1) examine the success factors of Lanna local museums, 2)
promote cultural tourism products and marketing strategies related to cultural tourism, and
3) propose sustainable development and management approaches for cultural tourism
products. The study employs a mixed- methods approach, incorporating quantitative data
collection through surveys from 384 tourists and qualitative research via in-depth interviews
with 15 museum administrators and staff. Research instruments include questionnaires, semi-
structured interviews, and behavioral observations. The collected data were analyzed using
descriptive statistics and content analysis.

The findings reveal that the success of Lanna local museums is driven by ten key
factors, with the most significant being the promotion of cultural value, the enhancement of
tourists' knowledge and understanding, and the effectiveness of exhibition displays,
respectively. Despite the museums’ high potential as centers for cultural learning and tourism,
challenges remain in three key areas. First, exhibition formats and activities should be
enhanced through digital technologies such as Augmented Reality (AR) and Virtual Reality (VR)
to enrich the presentation of information and create a "Living Museum" experience through

continuous cultural activities. Second, efficient management should involve improving

3,6,7.8 School of Tourism and Services University of the Thai Chamber Commerce E-mail: ajratsameeapk@gmail.com ' E-mail:

panumart.ked@gmail.com
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museum infrastructure, including signage, transportation systems, and visitor facilities, as well
as fostering collaboration between government agencies, private sectors, and local
communities to enhance operational efficiency. Lastly, digital marketing strategies should be
strengthened by increasing publicity through social media and digital platforms and developing
engaging content to attract tourists, particularly those interested in cultural tourism. The
study’s findings provide a framework for the development of Lanna local museums to better
align with emerging cultural tourism trends and to establish themselves as sustainable learning

centers in the future.

KEYWORDS: Exhibition, Local Lanna museum, Cultural tourism
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