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Tourism is service industry that create jobs and income to country and local community.
Especially the Cultural Tourism focusing on the important historical places, royal affairs, religion,
custom ceremonies such as temples, royal palace, castles, historical parks, and national
traditions. Currently, the tourism marketing by Service Marketing Mix (7Ps) is vital to cultural
tourism as same as other types of tourism. Much importance than general marketing mix;
Product, Price, Place, Promotion, for participation of community as a role of “People” as
tourism destination’s owner and information presenter. The cooperative connection should be
considered in development on oldness and orderliness as the real sustain beauty of culture.
The community should have communication plan as a “Process” that traveller or tourist can

access information and all service processes as conveniently and quickly as possible. Especially
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technological implication for communication via internet devices or application on mobile

phone which message, Physical Evidence and Presentation of Cultural Tourism and its highlight

could be touched before they see at the real place.
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