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City Branding through Instagram: The Case of Bangkok and Chiang Mai

F90S Uil uae wilagiie Usziasy?

Teerati Banterng® and Neungruthai Prasert?

ANEIWARANILATLINNTIUNNSIANTT danUuUufnNauUSISAEns 2

Graduate School of Communication Arts and Management Innovation,
National Institute of Development Administration (NIDA), Thailand "

E-mail: teerati.ban@nida.ac.th!

Received: 2023-07-13; Revised: 2023-09-22; Accepted: 2023-09-23

unfnge

msfinyidesiifnguasasdifiofing 1) ulsvienisadauusudidosarguuuunsinaus
domuusuddiesngunmmuasuasdeddvesniaigluduanunsy 2) sUkuunmsdiaueiien
nsafuusualawengunnamuaskaesindiugliduaniunsy 3) wleuignisadiauusud
Slessemiengammamnunsuasndedlmiiiuniadguazsuuvumstinausiomnisaauusudifies
vosfliBuanunsuluyuuesfiaonadesiu 4) nszuiunsiaiuainsdeldewasngunnumunsuas
Foridedmiinuduamunsy lnemsfnunedsildse fouitnsidadwmunindonaiunus
foya nsinsesiiden 91 m donu uazeauiRleluduamunsuigldnuadredu nddum
2 @ laun #ngamn uag #edlnal 3119u59% 1,000 9809

uamsisenud 1) ulevisuarsUuuunmsinausidomdnlngfinnuaenndasiu suuuy
LuumMsEaueiinuIniigafenmasuazdenI 2) Uammly Instagram 9nAUMY #ngamw
wuhdnuarnmsaiadonvesliduanunsuiinumnitgn fo nene sUuudemiinuaniign
adugiuunimuazdony nfdum misdl wuidnsasnsaadeonveadldduamunsy
fwusnniian Ao iy Uuuuidlemimusnniigrasfusuuuunmuasdemnu 3) ulsuenisaiig
wusudiflessgvinngamamunsazidodudinuniafsuassuuuunisiiaueiievinisadion
susiflesvesil¥Buanunsuiiyumesfidenndosiuuisusziiu 1éun nsysiiaueunasviondleinis
Farusssy 533u1R $ruewng uagmstouth 4) nssuumaaiuaisiedssenmamuasuay

Jaringedlaiiusuanunsudiulnaunaingldenu (user) 1nnimiienusy

ANANARY: NITASLUTUALLIDY, BUARIUNTY, NTUNNUMIUAST, el


mailto:teerati.ban@nida.ac.th

620 | {8 213519n1939ENTUAMINTRINN U7 13 R0U7 3 (nIngIAN-fikeew 2566)

Abstract

The objective of this study is to investigate 1) City branding policies and content
presentation formats of Bangkok and Chiang Mai, as implemented by government entities on
Instagram. 2) Presentation formats of city branding content in Bangkok and Chiang Mai through
Instagram users. 3) City branding policies between Bangkok and Chiang Mai through
government sectors and the presentation formats of city branding content by Instagram users,
from a perspective that aligns with each other and 4) The processes involved in enhancing
the reputation of Bangkok and Chiang Mai through Instagram. This study utilized a qualitative
research methodology by collecting and analyzing content data from images, text, and video
clips on Instagram, created by users. A total of 1,000 samples were collected based on two
keywords: #Bangkok and #ChiangMai.

The research found that 1) The policies and content presentation formats are mostly
in alignment. The most common presentation format found is a combination of images and
text. 2) Regarding Instagram images from the hashtag #Bangkok, the predominant content
creation style among Instagram users is photography. The most common content format is a
combination of images and text. As for the hashtag #ChiangMai, the primary content type
created by Instagram users is scenic photos. The most common content format is a
combination of images and text. 3) The city branding policies between Bangkok and Chiang
Mai, as implemented by government entities and the content presentation strategies of
Instagram users, share some common perspectives, particularly concerning the promotion of
cultural attractions, natural beauty, dining experiences, and shopping opportunities. 4) The
process of enhancing the reputation of Bangkok and Chiang Mai through Instagram primarily

involves Instagram users more than government agencies.
Keywords: City Branding, Instagram, Bangkok, Chiang Mai
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Tumsannnmdnualveaiesiu Snduedrebeiidesofvosdarmiadislniiausuldls
viuuan sy iesughanazmsilesfiuasuntasegnasaian miAdeiliszgnduuusiassns
a519uusUAUsEIMATY Bloom Consulting (2020) Faduu3dniivsnwdunisadranimdnvalves
SosuazUssmaduissdiuumne® uesmhsnudumsieadiowasnsdeasseintsussmaldin
LuIAAN SR NEnaivesesAnsuUTuld iedAnwinisadianmdnualuusudiiioswes
nsammuasLazdedluidudideldfnuinsrurunisuaz uurAnues Bloom Consulting luns
WanuusussenndnualvesilouazUsanaiidndny 14 sunou Téun

1) 2931ng1unazaiislaseadiaiugiufidrfay (lay the foundation and create the
preliminary structure) Ao mi?NLLN‘Nﬂﬁ%EJﬂ’]iLﬁENLLaZ‘UizLWﬂIﬁLﬁuﬁiﬁlﬂiuwﬁUIaﬂ Fadeaende
nsudonusenIemhenunInskasyssvdeny

2) Wihlanmsfuinmanualveuilesludaguu (understand current perceptions) fig $3UT
ArwiAnvasas s fudiesiueadiuinuanday Wemuumidumsaudndnunives
Sosfiruazaunmdrveadiosiianireeenly

3) Amuanguidinueinlasazundunguinviesiiandnveaiies (establish target
markets) &0 syilminedanagniuuudaduuazuoulva Suagiilugnmsianiuusudidesuas
Usgine (nation brand) fifinssuslunant veneiedetnemssudlunguiiitinnuadaseld

4) AuaingUseasAigegusssuuazaInisnvinlaase (set realistic objectives) A 319
uHUNsaINsIUasivuafanssunsaeansfianunsavild adndunsairsnistidiusiuannyn
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#i117: Bloom Consulting, 2020

5) UimﬁummL%&NLLamNﬂaqwﬁfmﬁﬂmﬁﬂqm (mitigate project risk and strategize
crisis management) A9 LASEUNTBUIIMHUNITARAITOINTYURUATIA UazAoanTausullaru
Ugymnaziiadu

6) a3199nanwanaNUeLiles (define your central idea) TunswauendnualvesanIunli
IS 1 1 dldl d' -d! 4 o LY ‘:9‘; ¥ ¥ 1 dll =
1AULAALAULANAI9INTDY AN AT 2 Fedesonfedadeiieanuyu 4 d1u laud Yoidesves
WIIBUNTOA0IUN (companies) HuAUAMSoRAnAuTd0an T uUNZIN (export) HIUNITAIY L
(investment) ¥831Na39U (investors) ¥81d8931ANN5WBULNYY (tourism) R1UNTITUBNABYDINGY
Y PN . | ' ' Y 4 X DR o
Unviauied (tourists) luaaaniadg 9 duulegungniuussanu (workforce) iivaiaalviininug
AMUAINITININU (talent) kasiialdesvailas (prominence) 31NNNTTUVRIATITULYY
(general public)

7) 98 UUNUFIUYBINTTATIIUUTUA (be on-brand, stay on-brand) N15119UNUTRILN
AMENYalYealleIe13UN1TUTEYNALLIARYBINTIANITUUTUAGUALAZEIANT ABdB AEBIAAILS
Iy o o R VR ¢ o q v A @ dve
AIUNTTAGIN N15FRAT WazN15IANTT Wus WeUssenduavyilvanunuudunidn

8) nyrvaeukavUssliunanmaneaiveadissiviiunisiduluauingusvasivsely (audit
and activate touchpoints) A9 N5a5NETIALAENITUIINTALTEUOUEIUladUssENS A Laz Ll

Julumadmune ieusuusalinvumuingUszasd
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Marketing Seatie Actions
Activities,

Idea

Digital Identity

AN 3 FRANWAIMANVDINITASININANWAIVD LD

#i117: Bloom Consulting, 2020

9) a51aluman1susumskusuauszwe (build your nation brand management model) e

Waunlasiasne nsmdugua wazaawaunsia A wanvalvesdosuaranuiidunidnesed
o e’d‘ 1

lNanwNlanLAY

10) asnmsidiusauiugiiduladiude (engage with stakeholders) as9ausiuilanu
BIANTHATYUYUTLALITEY SudIn1ATTRazFoutasuluniIsdasunisdoaIsuusuntaogied
Usednsnm

11) nsaduusudiiffedensuainnisadsdndnvaliinauniugdusssuyd ((don’t)
launch the brand & (don’t) create a logo) Waunaesrealluaoely

12) as19deukariaNalusun (monitor and measure your brand) Ao9RIUATIADY

o & a a g al v A (9 P4

AnudnSardluguassaiiomnissullienasUSuusalvinau

v 1 b4

13) N13dN15dS

Y

WUUTUALMITIA 2.0 (make the move to nation branding 2.0) Aedali

CY 4

ARy iuNTas i manwaluislulanadvia gSuaisnaulud o Seuinrediulanseulal

¥

wntu fsduiinnsdearsesuosdemseaulatidudniladeniniiddysionisainenisius
14) éfamﬁummuLLazﬂizLﬁumamiﬁuﬁumﬁagUJLama (reflect, assess, repeat) N3zUIU
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AMNTINAITUTENOUAIY DIAAIINIUAN 4 du Taln N13raTn (marketing) N1sas1en1sddiusu
(engagement) ulgung wHUURURANS wasAanssu (policies, actions, activities) wavn1sdeashaia

(digital identity) mu An# 3 laglauunsiniwsgilunsanwiased
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