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Abstract

This research aims 1) to generate the course to improve the potentials of
gastronomic tourism and connect it with tourist attractions in Nakhon Si Thammarat and
Surat Thani; 2) to specify marketing strategies for gastronomic tourism for Nakhon Si
Thammarat and Surat Thani; 3) to create the database of gastronomic identity of local food
in Nakhon Si Thammarat and Surat Thani; and 4) to Guideline for gastronomic tourism
potential development in  Nakhon Si Thammarat and Surat Thani. This research gathered
data from both Thai and international visitors, and experts in the field of tourism. The data
were then analysed with descriptive statistics, social network analysis, content analysis, and
analytic hierarchy process.

In relations to the first objective of the study, there are six approaches to
develop the potentials of gastronomic tourism of tourist attractions in the two provinces.
These approaches are local food identity, province’s local food markets, food hygiene
and standards, food stories, communication and food guides for each gastronomic route,
and local food publicizing.

For marketing strategies, there are three approaches: 1) multiplying means to
increase gastronomic tourism-related expenditures; 2) strengthening food providers’
network; and 3) raising the standard of food products.

The food identity database is in a form of a website. The website’s menu
includes 1) the three types of food - savoury, dessert, and fruit; 2) gastronomic
attractions in Nakhon Si Thammarat and Surat Thani; 3) shuan shim - special food
selections; 4) shuan shop — souvenir offers; 5) shuan shae — locations for photographs in
the two provinces; and 6) contact us — index of information which can be used and
corrected by related organisations.

The SWOT analysis finds that the two provinces share similarities in gastronomic
tourism. For strengths: 1) there are many natural resources to attract tourists; 2) there are
cultural attractions; 3) there are agricultural attractions; 4) each region has famous local
food with distinctive identity; 5) there are various local vegetables; 6) there is adequate
amount of eateries; and 7) there is adequate amount of markets. Though Surat Thani has
an advantage of having a world class destination, as well as being the upper-southern
transportation hub. For weaknesses: 1) poor public transportation system; 2) insufficient
advertisement of gastronomic tourism; 3) lack of information distribution of local identity;
4) tourism staff lack of relevant skills; 5) shortage of local tourism experts; 6) decoration
of eateries lack local identity; and 7) insufficient number of accommodations in Nakhon
Si Thammarat. For opportunities: 1) frequent visits by tourists to the two provinces; 2)

there is a support from government; 3) ASEAN Community raises the number of visitors;



4) local food becomes more popular; 5) visitors have a tendency to have lunch when
travelling and Nakhon Si Thammarat has varieties of lunches. The results of SWOT
analysis of Surat Thani finds similarities to those of Nakhon Si Thammarat. The course of
potential development of gastronomic tourism of both provinces are local identity,
quality of local food, pricing, services, types of eateries, and marketing and

advertisement.
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