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Abstract

This research aims to examine a tourism situation and tourists” demands with
respect to Gastronomic tourism of hawking food and tourism destination selection. An
important research problem is how tourist’s perceived image of hawking food and/or
hawking food shop affect tourist’s destination selection. In particular, the tourist’s
perceived images interested in this research compose of perceived cleanness, safety,
physical characteristics, social characteristics, cultural and identify manner, touristy, and
value of money. Both qualitative and quantitative research methods were used in this
research. Thai and foreign tourists’ opinions, behaviors, and demands were collected by
questionnaire and 651 tourists participating. The research results support theoretical
aspects and previous research in terms of four perceived factors affecting the tourist’s
destination selection. The statistically significant perceived-image factors are perceived
cleanness, safety, social characteristics, and touristy. However, there were different
statistically significant results of hypothesis tests when the specific sub-tourist groups were
concerned, i.e. Thai, Chinese, and Western tourists. As a result, there may be a need of
different strategies and activities for each tourist groups for developing and enhanicing the
Thai’s Gastronomic tourism of hawking food. Future research should investigate in details
why these factors are statistically significant for tourist’s destination selection. Researchers
may expand their research area to include other kinds of destination rather than walking
streets, for example general street foods. For market practitioners, food hawker, local
administrators, and tourism supporter can apply the research results to enhance the key
perceived images of tourism destination to attract and recruit tourists for selecting the

target tourism destination sustainably.

Key words: tourism, gastronomic tourism, street food, perceived image, decision making

tourist destination, Thailand





