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The objective of this subject was to 1) develop database system for
support gastronomic tourism of Thailand and 2) develop strategic gastronomic
tourism plan. This research was used integrated approaches by developing
information systems and qualitative research approached. The data were collected
from in depth interview, survey, and Delphi for developing strategic gastronomic
tourism plan.

The results of the studies were as follows:

1. Website and mobile application were developed for providing
information in term of text, graphics and VDO (Tiew Chim Lim Long television series).
Those information display in real time and connected with GPS and satellite to show
the route of gastronomic tourism in many provinces.

2. The result of SWOT and BCG Matrix analysis was in “Star” position
(+3.92, +3.77) that means the situation of gastronomic tourism in Thailand is growing
up and expanding. The vision in the strategic plan “Hub of gastronomic tourism of
ASEAN”. There were 4 strategic issues and 12 strategic in the gastronomic tourism
strategy plan.

Strategic issues 1: Developing Thailand becomes hub of
gastronomic tourism of ASEAN. This combine with 4 strategies including: Strategy 1:
Conducting strategy plan and integrated policy for developing Thailand as hub of
gastronomic tourism of ASEAN; Strategy 2: Develop system and mechanism for
gastronomic tourism activity in every province; Strategy 3: Develop social value and
trends in gastronomic tourism; Strategy 4: Develop monitoring and assessment of
the gastronomic master plan.

Strategic issue 2: Developing human capital in the local community
to gain knowledge about gastronomic tourism. This combine with 3 strategies
including: Strategy 5: Educate local community about gastronomic tourism. Strategy

6: Training government officer in the local community about gastronomic tourism.



Strategy 7: Support and educate people in the local community about gastronomic
tourism.

Strategic issue 3: Developing network between government, private
sectors and community for developing gastronomic tourism. This combine with 2
strategies including: Strategy 8: Enhancing the cooperation between the government
and private sector. Strategy 9: Incasing capacity of the business in gastronomic
tourism.

Strategic issue 4: Promoting and marketing in gastronomic tourism.
This combine with 3 strategies including: Strategy 10: Developing database system of
gastronomic tourism in every province. Strategy 11: Developing mobile application for
supporting gastronomic tourism. Strategy 12: Using social network for promoting
gastronomic tourism.

The experts were evaluated the strategy gastronomic tourism plan

found that overall high potential to successful when implement the strategy plan.



