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Abstract

This research is a study of gastronomic tourism marketing in Nakhon Si Thammarat and
Surat Thani provinces. With the goals 1.) to study gastronomy tourism behaviors of tourists
in Nakhon Si Thammarat and Surat Thani provinces 2.) to study the local food patterns of food
tourists in Nakhon Si Thammarat and Surat Thani 3.) to determine the marketing strategy of
gastronomy tourism in Nakhon Si Thammarat and Surat Thani. This is a survey research that the
researcher studied primarily based on primary data from surveys by using questionnaires,
interviews, focus group. The population used in this research is both Thai and foreign tourists
in Nakhon Si Thammarat and Surat Thani provinces.

The results showed that Group 1, Thai tourists visiting Nakhon Si Thammarat as a family
and the group is slightly larger than tourists visiting Surat Thani Province. Group 2 Foreign tourists
are tourists who are smaller than Thai tourists and Nakhon Si Thammarat province is slightly
larger than Surat Thani province. The spending of foreign tourists is higher than Thai tourists. And
tourists  spending  in  Surat Thaniprovince is  higher  than  tourist  spending
in Nakhon Si Thammarat Province. For food expenses, it was found that Tourist
in Nakhon Si Thammarat have higher food costs than tourists in Surat Thani

Determining the marketing strategy of food tourism in Nakhon Si Thammarat and
Surat Thani Province, the researchers divided the results into 2 parts, namely, the tourism
tourism marketing strategy, Nakhon Si Thammarat province. And marketing strategies for food
tourism in  Surat Thani Province The researcher determined the target group of tourists
in Nakhon Si Thammarat. and Surat Thani province into 2 groups: Thai tourists and foreign
tourists which each group has tourism marketing strategy as follows

Gastronomic tourism marketing strategy, Nakhon Si Thammarat province “Local Cuisine,
Land of Culture”

Gastronomic tourism marketing strategy in Surat Thani province “Local Food with High
Quality Ingredients”

Formulation of marketing strategies for food tourism in Nakhon Si Thammarat and
Surat Thani provinces It can be divided into 3 main areas: 1. Increase guidelines for increasing
food tourism expenses in Surat Thani Province 2. Strengthening the network of food operators 3.

Raising food product standards.

Keywords : Marketing approach, Gastronomic Tourism



