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Abstract 
 
Art and Craft Shopping Routes  
 

As a tourism destination, Chiang Mai, Thailand is famous for natural and cultural attractions 

including traditional art and craft products.  Its cultures, traditions, and craftsmanship have been 

passed between generations for over 700 years.  Three art and craft communities in Chiang Mai—

Ban Tawai, Borsang and Woa Lai—are known for their fine quality art and craft products that are 

wood-crafting, Sa-paper and silver products respectively.  The communities carry on history, 

traditions, lifestyles, skills and physical characters of traditional art and craft villages from their 

ancestors.   

 

Inevitably, the tourism boom in Chiang Mai has influenced physical characters of the communities 

resulting in unrestrained expansions of non-traditional structures.  Although some areas have yet to 

prepare for the future engagement in tourism activities, the changes of the original characteristics 

can be expected unless reasonable development and preservation plans are applied.  Otherwise, 

the new undefined environments will become places without character because they were so 

common and built with today’s modern materials and methods.  No matter how the appearances are 

interpreted, the changing local characteristics along with occupancies of divergent businesses in the 

areas are reducing the communities’ sense of place and the quality of these special art and craft 

districts.  The communities may not be able to place themselves in the upper-end shopping places 

providing better products, services and experiences; hence, they may be trapped in the cheap 

product categories.  Neither the communities nor tourism businesses benefit from these spurious 

developments and price competitions.    

  

Therefore, it is necessary to plan for future development of the communities.  The plan should 

include enhancing the communities’ uniqueness and sense of place, encouraging attractive features, 

and improving degrading conditions of the communities.   Moreover, the solutions should satisfy 

tourist’s expectations for authenticity and uniqueness as well as the communities’ needs for business 

improvement and expansion.   To overcome the obstacles, understanding of tourists’ perceptions 

and preferences for the physical environments together with the communities’ attitudes toward their 

communities is crucial to the success of the development scheme.       

 

This research is a study of three art and craft communities using perceptual approach.  The 

objectives are: 1) to study patterns of perception, preferences of foreign tourists and related factors 

that have relationships with preferences of physical environments; 2) to provide recommendation for 

development of the physical environments of the three communities using information for both 

tourist’s perceptions and communities’ needs; and 3) to introduce shopping routes for art and craft 

communities.   
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Analysis of preferred characteristics shows that some original conditions are preferred.  The 

preferred characteristics include local vernacular characteristics, production activities and workshop 

atmospheres, green and shady places, recreational spaces and furniture, old vernacular buildings, 

and exposed colorful and various products.  Analysis of underlying dimensions of tourists’ visual 

perceptions of the communities via factor analysis reveals 7 patterns, namely: 1) General broad 

concrete roads and lots; 2) Production activities, 3) Natural routes and inner residential areas; 4) 

Shaded aisles and storefronts; 5) Both sides canal bank shop characteristics; 6) Local style and 

planted storefronts; and 7) Plaza, gables and roofs.  The resulted patterns show that the three 

communities are not perceived as having identities, because patterns are distinct by activities and 

sub-characteristics across the communities.  Multiple Regression Analyses show that factors 

influencing preference include marketing factors, shopping and traveling behaviors, and tourists’ 

individual information.  

 

The conclusion leads to the recommendations for future developments including: strengthening the 

identity; preserving the preferred original characteristics; enhancing the less preferred places; 

implementing patterns, characteristics and elements that are recognizable and preferable; and 

introducing systematic shopping experiences, demonstrations, and participation in producing 

process.  The recommended solutions lead to maps of proposed art and craft shopping routes with 

developments schemes. 


