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Abstract

This creative research employs descriptive analysis to promote gastronomic tourism through
a series of 30 short-form videos on the 'Noon Pa Gin!l' TikTok channel, recorded from May to August
2025. The study integrates empirical digital evidence derived from TikTok Analytics. The objectives
were threefold: 1) to analyze the creation of short-form video content for promoting gastronomic
tourism in Chiang Mai 2) to identify successful content presentation strategies and 3) to evaluate
content performance through data analytics. The findings reveal that the cornerstone of effective
content creation lies in the proactive integration of local identity—specifically through the Northern
Thai dialect—coupled with modern media techniques. Key success factors include the use of trending
soundtracks and process-oriented storytelling that prioritizes visual and auditory experiences, notably
without the physical presence of the creator. This approach fosters a sense of intimacy and authen-
ticity, resulting in an average engagement rate of 4.97%, categorized as 'Good." This study contributes
a 'Success Model for Local Tourism Communication on Short-Form Video Platforms,' highlighting the

necessity of balancing linguistic identity with concise visual techniques to enhance user perception.
Keywords: Content Creation, Gastronomic Tourism, TikTok
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danasiu

- 1d89 ASMR (ASMR

Uszamauea

- mwnulBegn (Proactive

Dialect) Tonmwnfiunnedes

Integration) Toidgsasean

JumpumMIemMITNensaU

2.AtANTW
(Visual & Technical
Execution)
- A8 (Duration) AIUAL
eIy 17-35 Sunit
(wuzih < 20 Juil)
- M3AUIBMUY Focus on
Food iuns Planning
TUiiemsuaziunoumsiih
lﬁﬂswngﬁdéagw
- mMsdanaiisana
(High-Pace Editing)
wudomsinssFuiitednm

uaula

3. Assamsunanwasy

(Platform Optimization)
- UnvymiBeiuit (Location
Tagging) ssqﬁﬁ'm;'mmms
'iﬂwmﬁaﬂsw?umimmaa
- naqwé Hashtag amff’u
19 Tag ﬂfcjun';wau,az Tag
RNIZL
- Aussenenszaunsinaule
(CTA) e Caption wuaay

ANAWASLINT

v

L ¢ a o ¢ . o
HAaaNSLYeUsEany (Empirical Outcome)

o ! ' ! { v L ¢ aa v
szAiumsiianusiu (Engagement Rate) UssaANaReseEay 4.97 (52U “A” MmuNNNINATEIUATTA)

Al 5 uunmlassaieguiuuenudsareInsauasunN1ie e udee NI TikTok

PNUNUNNLAAINTYTUINTTENISRan valviesiunazmatiadelual lnedesrusznaudeny
a P N oA P ~ & ' ) A A 2w o v a v
Ao udssRon1sliin v rlonngidssaniuImwaInIzie WIsLdss ASMR 98991907 Wi ladAgnasna
MsnuazinwANauldyy munn ADLUANANDS VDT UNDUNITIN DN THAZUTTINIAS U
ANUNANWANULAL AT UUTEUYIR N TOENITAY kagm U wazINasla s fia NISNwIANLE?
yarInvirililiiiu 30 3und uaznslithessutaninu (Hashtag) nsauAauyngunIg (#foryou, #iTadlva)
waENaUanIE (#¥e311) LﬁuﬂaqméﬁﬁﬂﬁtﬁamL%ﬂﬁﬂ;}uﬂmaﬂﬁfw wailUseansnmasan

R]’]ﬂmiLU%EI‘ULﬁﬂUﬂﬁjuLﬁaﬁﬂﬁUizaum’mﬁ’lL%R]Ejﬂ?jﬂLﬁﬂUﬁUﬂdNﬁlﬂUi%ﬂUm’mﬁ”}L%’i] NUIUITY
P A Y oa A Y ¢ A = e , a P
AugATLITIWBNNTWHANlNY Ae 'AnuTilunisisganuaula’ (Hook) melu 3 Juniiusn uae
AnuANtnTeInNIeIsdenmdasiuTmzidsiUssnou Tuvasinguilivssauaudisadindinisedy

Fostuazvinaiundnnuludannwasides
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3. NamFATwUsEAVENMLeIRTimizULUURuedLaSINSYiB g NI N TULTRS TiKTok

"YUnRLUEL ENUTEUUI TR tRNA US1Ingainnsei 1

=] a a & ad v ¢ & A a \ an' a ' . ot a "
M1919 1 Uizawﬁm‘wLua%ﬁm‘Wﬂug"dLLUUﬁULW@ﬁ&Laium%VIaﬂLVIEDLSUQE]WW]TUUSU@Q TikTok L‘!quﬂuuu”

de en o supn gnle  dufin sede  amwfaiu Engagement Rate
aneisau © o & P s v
a3 A3 A AN A3 Fouaz
1 798 24 0 5 5 4.26
2 1,078 30 0 1 2 3.06
3 1,556 40 4 4 7 3.53
4 784 48 0 1 0 6.25
5 9,298 337 47 2 126 5.51
6 1,109 37 0 1 2 3.61
7 1,971 51 47 2 22 6.19
8 1,443 53 6 1 9 478
9 29,208 800 64 0 487 4.63
10 33,616 1,039 105 6 359 4.49
11 2,644 113 12 4 23 5.75
12 1,050 53 7 3 5 6.48
13 3,508 99 12 4 23 3.93
14 131,854 4,983 844 64 1,800 5.83
15 2,712 95 22 1 45 6.01
16 6,455 153 46 4 44 3.83
17 1,611 87 11 3 15 7.20
18 1,535 43 0 1 5 3.19
19 1,240 59 4 4 8 6.05
20 8,526 142 57 1 96 3.47
21 3,373 155 34 5 30 6.64
22 1,021 34 10 2 13 5.78
23 969 48 6 3 6 6.50
24 4,848 138 38 4 66 5.07
25 12,030 298 134 6 189 5.21
26 60,994 1,648 187 24 353 3.63
27 1,028 59 11 1 4 7.30
28 874 63 6 4 7 9.15
29 10,996 242 60 8 100 3.73
30 1,016 64 12 3 2 7.97
U 339,145 11,035 1,786 172 3,853

I.Qstl 11,305 368 60 6 128 4.97
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NNENTN 1 WU UsgdnsamilevniavimisuuuuduiiedueaSunsvieaiie idemsunes TikTok
"YurnAuul” AuAgnsInsiiduTiumeae (Average Engagement Rate) Hluannissuy 339,145 A3 uaz
Tufduius loun msnagnla nsneadudin MsuansruAnbiu waenITuas T3u 16,846 A3 GBI

Vimlguwuudu 30 91815 AeRTINIsildIus LRty whiuJeeas 4.97

anUseNan1sIY
NNTANYIIBITDINTASNETIAlEV IS UL UUAUNeduaSuN sYio s e N s ludanin
el dunsdifinwndes “yumfnul” annsaihussinudfgynedunenaldeil

[y
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WemAdviandnisensualirnuidnvesirulanendinisdeasuuuniinisinenisuiauesinuygundeduay

=

%’qmzmiéfmiaﬁLﬁummam%qsdwéma@iams%’ui@wwmaiaéﬂaﬁﬁaﬁwﬁmaamé’aaﬁ’u Cheng (2025) 7
PriuhnmsdiZeshonmuasmaiamanaia (9u uas waedne) Tu TikTok Teassaudladdn
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miﬂﬂmmmuﬁ Sy e3esuhvna@ara’ (Digital Navigation) fitheanszezissnidlaniaiiou
uazlanaTedenndesiu Liu et al (2024) fisvyinagyémsiidussrinlssamdudamaiioudiodfiun
é’?ﬂaL%ﬂwqaﬂﬁmmﬁﬂvimLﬁﬂﬂé’aéwaﬁﬂszﬁw%m‘w
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a
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ddnyes TikTok wazaeardoafu Liu et al. (2024) MBudunannmwesdsssenounazimatiafimiia
soorsuniLarnsindulave st iidudey

msthiauenszuumMavhemnsithaulauasnstidesznauiuu ASMR ileadsrumaaimauly
msfurdhudnnagvisnddlummiteue wavasnadesiunan1iiteves Cheng (2025) Mduduiunanviedy
dodnumaulai TikTok iudefitinsiinisgs Ssannsaliteyadednuazaudnladdndiliannnsgnsd
& yundouas 8aAUsENaUNN JMEN1IARMD WarN13ININIRg dwadeaisual MITu3 warnisinaule
Yoy RefuanuivieseuasiiBvisnastrsnnsensindeuiivesiinviouiie

3 UssdvBamiBsUszdnuniiaiadeSosas 4.97 dnegluinausifinnunnnsgued Ramjee and Hasan
(2024) azﬁau"lﬁl,ﬁu*jwmia%ﬁaasiﬁlﬁawwﬁLﬁuﬂizaumizﬁmmifﬁﬂ (Sensory Engagement) NUATWBIYIS
wazidpannng ansnsonseiuUifiusvesifnulfosneduianTmamaifetliduiudhs dutosiiats

Julni (Zero-base) usimnuszendlinagnsnisiaFesivnzauiudanasiiu AanunsaadeUssavsnimi
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v A o v v & A va a Y Y W Ao 3 AN o a
Vineniugai sl niignuginnusuld aenadesiunanTideves Liu et al. (2024) NBuduin nswiiy
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2. mathuamsidelullusnumaiamssiase mswamifvmTiae "oend 20 i wazithy
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dlanalndane3iiuves TikTok Adunisthds Lﬁjammquﬁmmmmaﬂ%aqsﬁ%’mu Tnaaniznislnas
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Tdumdunsduaumaviosfioadaiuiuaraiuamialifussgfagunnetsdissuy

farauauuzdmiunsideaiadely

1. asiimsfnsdalsinauiunduiiio¥n "sasnswdsudunginssunsvieadiensde’ aann1ssu
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2. psfinuiSeuiieuUssAvsnmusatiomszrihaunaned TikTok fufedfiaisUuuududu 4
19U Instagram Reels 1138 YouTube Shorts LiteAumnagnifivsnzayfianluusazunasosy
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fenluviundevussinvdu iedumilafofgeiiuitiuaradannsguvesnagrinmaaFesiitaugy

AnludNvnsimearanswazds dungavy



Nsesimamansgsiatuding 7 20 atuil 1 unsau - Squasu Usedid 2569
Dhurakij Pundit Communication Arts Journal Vol. 20 (1), January - June 2026

References

Kasikorn Research Center. (2025, May 23). The food and beverage restaurants business in 2025 is
expected to grow by only 2.8% due to the economic situation and fragile purchasing
power. https://www.kasikornresearch.com/th/analysis/k-social-media/Pages/IAO132-
Restaurant-Industry-FB-2025-05-23.aspx

Cheng, M. (2025). Social media and tourism geographies: Mapping future research agenda.
Tourism Geographies, 27(3-4), 579-588. https://doi.org/10.1080/14616688.2024.2304782

Creative Economy Agency (Public Organization). (n.d.). Withi mueang “Chiang Mai” tonbaep mueang
sangsan phak nuea [City way “Chiang Mai”: A model for creative cities in the North].
https://www.cea.or.th/th/single-research/Creative-City-Chiangmai

Dechaburananon, B. (2025). Kan namsanoe nueaha khong nak riwi thongthiao khafe hopping
bon phlaet-fom TikTok [Content presentation of cafe hopping travel reviewers on TikTok
platform]. Journal of Humanities and Social Sciences, Burapha University, 33(1), 189-201.

Dechmit, B., et al. (2025). Naeothang kan songsoem kan thongthiao choeng ahan khong prathet Thai
samrap nak thongthiao chao Malesia doi chai patchai suan phasom thang kan talat (8 P’s)
[Guidelines for promoting gastronomic tourism in Thailand for Malaysian tourists using the
marketing mix (8 P’s)]. Business Administration and Management Review, 17(1), 168-185.

Liu, C,, Jiang, M., & Muhammad, Z. A. (2024). The impact of TikTok short video factors on tourists'
behavioral intention among Generation Z and Millennials: The role of flow experience.
PLoS ONE, 19(12), e0315140. https://doi.org/10.1371/journal.pone.0315140

Ramijee, S., & Hasan, Z. U. (2024). Strengthening TikTok content analysis in academia using follower
count and engagement. JMIR Dermatology, 7, e54439. https://doi.org/10.2196/54439

Sornfah, A., Suwannarak, J., & Uymaweerahiran, P. (2023). Itthiphon khong kan rap chom riwi ran ahan
phan sue onlai thi mi phon to kan tatsinchai sue ahan phaitai sathanakan wikrit Khowit-19
[Influence of watching online restaurant reviews on food purchasing decisions under the
COVID-19 crisis situation]. Journal of MCU Peace Studlies, 11(6), 2380-2391.

Thongchuea, M., & Krootchit, W. (2023). Rupbaep lae konlayut kan sang nueaha khong nak riwi ahan
bon phlaet-fom TikTok [Patterns and strategies for content creation of food reviewers on the
TikTok platform]. DPU Journal of Communication Arts, 17(2), 86-114.

Wei, M., Li, Y., Zhang, T., & Liu, X. (2025). How values are co-created by tourists and TikTok that are
conducive to destination promotion: Evidence from Chongging. International Journal of

Tourism Research, 31(2), 457-478.



Nsesimamansgsituding I 20 aduil 1 unsau - fquasu Usedd 2569 61
Dhurakij Pundit Communication Arts Journal Vol. 20 (1), January - June 2026

Zhou, Q., Sotiriadis, M., & Shen, S. (2023). Using TikTok in tourism destination choice: A young Chinese
tourists' perspective. Tourism Management Perspectives, 46(1), 101101. https://doi.org/10.
1016/j.tmp.2023.101101



