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Abstract

This research “The Developing Creative Pop-culture Tourism Indicators in New
Normal Era in Chiang Mai, Lamphun, and Lampang” aims to 1) develop the indicators to
evaluate the competencies of personnel in the creative pop-culture tourism management in
New Normal Era in Chiang Mai, Lamphun and Lampang; and 2) know the performance of
personnel competencies in creative pop-culture tourism management in the area. This
research was conducted with mix-methods; using the qualitative method such as the focus
group and in-depth interview techniques. The quantitative research method was using to
survey the future workers competencies by distributing to college students in the area. The
benefit of this research is to prepare workers for the pop-culture tourism and develop skills

needed from demand driven.

For the qualitative research method, the researchers collected information about the
competencies in creative pop-culture tourism management that will be need for the jobs and
developed the competency indicators from 5 network partners (stakeholders); which were
from 1) central government network, 2) local government network, 3) private sector network.
4) community networks, and 5) local public sector network. However, the results of focus
group discussions and interviews from network partners found that the number of personnel
managing popular cultural tourism in the area is small and their responsibilities are unclear,
but the network partners (especially the private sector) looking for future personnel who will
be the key workers of pop-cultural tourism management (Demand Driven) of 3 positions; which
are 1) Pop-culture Tourism Plan and Policy Analyst, 2) Movies and Series Production

Coordinator and 3) Tourism Marketing Coordinator

After the competency indicators of 3 positions from demand driven has developed,;
the researchers have distributed the questionnaires to the future workers and the results were
as follow: 1) Pop-culture Tourism Plan and Policy Analyst need to develop the skills and
knowledge of Technological Tools, Lanna local wisdom, regulatory requirements, English
communication, initiative thinking and creative tourism knowledge, 2) Movies and Series
Project Coordinator would develop skills and knowledge of the usage of foreign languages,

marketing knowledge, good knowledge seeking, knowing the area, negotiation, dealing with



uncomfortable situations and networking, and 3) Tourism Marketing Coordinators would
develop the skills and knowledge of negotiation, foreign languages communication, well

written and reading in English, dealing with uncomfortable situations and knowing the area.

Keywords: Indicator, Competencies, Pop-culture Tourismm Management



