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Brand Building Strategies in R10 Route
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Abstract
Brand building strategy is essential for forming brand image formation as perceived
by tourists leading to travel along R10 route. The R10 tourism route connects the southern

coastal part of Thailand to Cambodia and Vietnam. The highlights of the R10 route are
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cultural and historical tourism, as well as eco-tourism and volunteer tourism. The brand
building strategy of R10 route should begin with having coherent visions and Missions
among R10 destinations, presenting R10 route as authentic destinations to target travelers,
and most importantly, proposing clear and consistent brand building strategy emphasizing
authenticity and creative sustainability. This enables destination marketers, government
authorities as well as communities to consistently publicize tourism along the R10 route
which will encourage travel, generate positive words of mouth, increase revisit to the
destinations, while enhancing sustainable tourism.

Keywords: Brand building, Strategies, R10 Route
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