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Cultural Tourism Management for Sustainable Tourism in Krabi Province,
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Abstract

The objectives of this research were 1) to investigate the attitudes of tourists towards
cultural tourism in Krabi province; 2) to investigate all stakeholders to participate in
determining a sustainable tourism in Krabi province; 3) to investicate the process of
management for cultural tourism in Krabi province; 4) to propose the guidelines for cultural
tourism management achieving sustainable tourism in Krabi province. This research
employed the qualitative approach utilizing documentary research, site surveys and in-
depth interview with 18 key informants consist of 3 government officials, 3 hospitality
entrepreneurs, 3 cultural experts, 3 Buddhist monks, 3 local residents and 3 tourists who
have an experience on cultural tourism directly and it is a suitable for this research.

The result found that a small number of tourists know about cultural tourism but they
need to support the promotion of cultural tourism in Krabi province. All stakeholders have
to understand much its value and what they get the benefits from cultural tourism. The

processes of cultural tourism management consist of the initiating cooperation,
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conservation, management and new creation should be created by the stakeholders from
the early stage. The guidelines for cultural tourism management achieving sustainable
tourism are concentrated on conservation that is a basic principle of sustainable tourism
development relating with social values, economic activities, and local development. It
can suggest the stakeholders how to manage the cultural tourism systematically and
efficiently. It can develop and create new structures on an area with contemplating analysis
and brainstorming of stakeholders effectively. Therefore, the guidelines can be enhanced
the strength of local economies though tourism, encouraging provincial administrators, and

all stakeholders to participate in determining a sustainable tourism in Krabi province.
Keywords: Cultural Tourism, Sustainable Tourism, Krabi Province
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Introduction

Tourism industry in Thailand has been growing phenomenally in the recent decades.
At present, tourism has played a major role in economic, social and cultural change and
the majority of Thailand’s Growth Domestic Product (GDP) comes from tourism industry
(Karnnatawe, 2015). Cultural tourism is a world mass trend and it is growing at a faster rate
than any other form of tourism. In particular, cultural tourism in the long run can serve its
aim much more appropriately in relation to mass and sustainable tourism (Eser, Dalgin, &
Ceken, 2013). For Thailand, the cultural tourism is recognised among Thai people as they
focus on the knowledge about culture, custom, life style and many interesting parts of
wisdom (Khlaikaew, 2015). According to Krabi province is a top tourist destination as a
result of its plentiful natural attractions (Tourism Authority of Thailand, 2016). Moreover,
Krabi is a southern province on Thailand's Andaman seaboard with perhaps the country's
oldest history of continued settlement. The small province located approximately 814
kilometers from Bangkok and was founded in 1872 (Krabi Provincial Hall, 2011). The
province includes archeological, historical and religious sites, ethnic and lifestyles, folk
wisdom, and handicrafts and is accepted cultural significance concept which helps in
estimating the value of places. The places that are likely to be of significance are those
which help an understanding of the past or enrich the present, and which will be of value
to future generations (Australia ICOMOS, 2013). Even though, Krabi province has significant
heritage and rich cultural assets. The cultural assets, provincial government agencies have
never realized or contributed to the value of these for example there is no comprehensive
conservation management plan to reveal heritage value, there is no communication
between provincial government agencies and stakeholders, there is no cultural tourism
management plan and procedure to promote in Krabi province. However, this province
needs to enhance the strength of local economies through conservation, management and
new creation on culture tourism, encouraging provincial administrators, and all
stakeholders to participate in determining a sustainable tourism for this province in the

near future.
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Objectives
The research objectives are as follows:
1) To investigate attitudes of tourists towards cultural tourism in Krabi province
2) To investigate all stakeholders to participate in determining a sustainable
tourism in Krabi province
3) To investigate the process of management for cultural tourism in Krabi province
4) To propose the guidelines for cultural tourism management achieving sustainable

tourism in Krabi province

Scope of Research

1) Scope of Areas
The geographical area of study covers the main five cultural tourism attraction
routes consist of 1) Khlong Thom District Route: 1.1) Tham Sua Temple 1.2) Nuea Khlong
Community 1.3) Thammawut Saranaram Temple 1.4) Khlong Thom Coffee 1.5) Khlong
Thom Temple 2) Koh Lanta Island Route that it starts from Krabi town to Koh Lanta Old
Town community 3) Koh Klang Community Route: 3.1) Kaew Korawaram Temple 3.2) Koh
Klang Community 4) Ao Nang Route: 4.1) Sai Thai Temple 4.2) Ao Nang community 5) Ao
Luek District Route: 5.1) Tham Thip Pridaram Temple 5.2) Mahathat Watchiramongkhon

temple 5.3) Phi Hua To cave.

Figure 1 Unpopular Cultural Tourism Attractions in Krabi Province
Source: Applied from Krabihotelvilla, 2019

a Cultural Tourism Management for Sustainable Tourism in Krabi Province, Thailand
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2) Scope of Population

Population and the sample size are taken by using purposive sampling concerning
with 18 key informants. The population of this research consists six groups as follows:
1) 3 government officials 2) 3 hospitality entrepreneurs 3) 3 cultural experts 4) 3 local
residents 5) 3 Buddhist monks 6) 3 tourists.

3) Scope of Study Content

This part of contents includes: 1) the attitudes of tourists towards cultural tourism
in Krabi province 2) seeking a co-operation from all stakeholders to participate in determining
a sustainable tourism in Krabi province 3) the process of management for cultural tourism

in Krabi province 4) the guidelines for sustainable cultural tourism in Krabi province.
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Definition of Terms

Cultural tourism is the subset of tourism concerned with a country or region's culture,
specifically the lifestyle of the people in those geographical areas, the history of those
peoples, their art, architecture, religion(s), and other elements that helped shape their way
of life (McKercher & Cros, 2002).

Sustainable tourism development meets the needs of present tourists and host
regions while protecting and enhancing opportunity for the future. It is envisaged as leading
to management of all resources in such a way that economic, social, and aesthetic needs
can be fulfilled while maintaining cultural integrity, essential ecological processes,
biological diversity, and life support system (World Tourism Organization (WTO), 1997

Krabi province is a southern province on Thailand's Andaman seaboard with perhaps
the country's oldest history of continued settlement. The small province located

approximately 814 kilometers from Bangkok (Krabi Provincial Hall, 2011).

Literature Review

This research is focused on the theories relating to the concepts of cultural tourism
achieving sustainable tourism as follow as the conceptual framework. In regard to cultural
tourism is essentially that form of tourism that focuses on the culture, and cultural
environments including landscapes of the destination, the values and lifestyles, heritage,
visual and performing arts, industries, traditions and leisure pursuits of the local population
or host community (ICOMOS International Cultural Tourism Charter, 1999). According to
Mason (2008), tourism management is also concerned with ways to manage the resources
for tourism, the interaction of tourists with physical the interaction of tourists with physical
resources and the interaction of tourists with residents of tourist areas. Therefore, cultural
tourism management is ways to manage cultural resources for tourism. In this research,
cultural tourism management is devided into 3 vailables as following : 1) conservation
strategy should be intended to stimulate a more focused approach to living resource
conservation and to provide policy guidance on how this can be carried out. Conservation
may also include retention of the contribution that related places and related objects
make to the cultural significance of a place (Australia ICOMOS, 2013). This strategy is
covered the site protection or the use of heritage in tourism, in particular in excessive or

poorly managed forms of tourism, as well as the development of infrastructure related to
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tourism may directly threaten the integrity of the heritage (UNESCO, 2017). Interpreationiis
an educational activity which aims to reveal the meanings and relationships and
provocation of the viewer through use of various media. It can encourage a tourist or visitor
to develop awareness, appreciation, understanding of the place he or she visits. The six
active principles for interpretations are presented (Tilden, 1977). In modern social-economic
context, public relations are considered to be an important factor in the process of
development and growth of tourism (llievska, 2018). Public participation in decision-making
processes is regarded as important for successful tourism planning (Marzuki, Hay, & James,
2012). 2) management strategy is very focus on how to manage the cultural tourism
systematically and efficiently. The strategy is concerned about a cultural landscape is a
geographic area, including both cultural and natural resources and the wildlife or domestic
animal therein, associated with a historic event, activity and person or exhibiting other
cultural or aesthetic values (UNESCO Bangkok, 2009). Marketing and promotion are crucial
for the success of any business. While this is well understood for the tourism industry as a
whole, sustainable tourism projects tend to neglect the importance of marketing or allocate
insufficient funds for it (UNESCO, 2017). Knowledge management plays an important part
in tourism, as well. However, tourism has been slow in adopting this approach due to not
only a lack of gearing between researchers and tourism, but also lacking information in the
field of environmental protection (Simkova, 2009). Human resources as important element
of the organization’ s entire value chain driving through competitive advantage. As part of
the service industry, tourism is significantly developing and is expected to continue to need
many well-trained employees to offset labor shortage in the near future (Kozak & Baloglu,
2011). 3) new creation strategy is developed and created the new structures on an area. It
is coverd the stakeholders are all the individuals who are interested in and/or affected by
tourism development and biodiversity conservation including tourism infrastructure for
visitors in protected areas (e.g. trails, visitor centers, resting places, parking lots, camp
grounds, viewpoints etc.) particular precaution is necessary due to the high vulnerability of
the natural values (UNESCO, 2017). In tourism accessibility is a function of distance from
centres of population, which constitute tourist markets and external transport, which
enables a destination to be reached. It is measured in terms of distance travelled, the time

taken or the cost involved (Toth & David, 2010).
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Related activities are not expected to visit it as the primary attraction but these activities
are expected to remain popular in the future (CBI, 1971).

On other variables, sustainable tourism development meets the needs of present tourists
and host regions while protecting and enhancing opportunity for the future (World Tourism
Organization, 1997). Sustainable tourism strikes a balance between the economic, environmental
and social benefits of tourism development and the costs of such development on tourism
destinations (Rasoolimanesh & Jaafar, 2016). Sustainable tourism should also maintain a
high level of tourist satisfaction and ensure a meaningful experience to the tourists, raising
their awareness about sustainability issues and promoting sustainable tourism practices amongst
them (World Tourism Organization (UNWTO), 2019). While Mason (2003) stated that tourism
impacts are conventionally categorized into economic, socio- cultural, and environmental
impacts. Tourism impacts are generated not only negative effects but also positive development.
Furthermore, Mason (2008) added that the impacts of tourism can be positive or beneficial,
but also negative or detrimental. Therefore, sustainable tourism involves enhancing the
positive economic, socio-cultural, and environmental impacts of cultural tourism while

looking to reduce the negative impacts of tourism development on tourism destinations.

Research methodology

In order to achieve the objectives of the study, the research study will employ the
qualitative methods concerning a content analysis of data obtained from sites, in-depth
interview, site surveys and documentary research to explore and investigate the management
process and managing the cultural tourism achieving sustainable tourism in Krabi province.
The researcher has used data triangulation for checking the information. A semi- structured
interview design has been employed from a subjective knowledge perspective whilst
exploiting an inductive approach. The researcher has utilized to create the best possible
description of the situation in question. The interviews have been conducted with key
informants that have specific and targeted interests and whom provide an appropriate
element of context and flexibility. Consequently, the researcher has covered about
personal information such as nationality, gender, age, level of education, occupation and their
experience for credibility. The data has been collected directly from population and groups
in Krabi province during December 20, 2019 to January 1, 2020. This research will conduct
step-by-step as follows:
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1) Documentary research relating to Krabi province concept ideas and theories of
tourism management, cultural tourism management, and sustainable tourism.

2) Site surveys at the actual site in order to gather site information and to understand
the cultural tourism in Krabi province.

3) Study of history, cultural assets, traditions and the way of life in Krabi province

4) Designing about in-depth interview form

5) Site surveys and in-depth interview with 18 key informants

6) Research findings, analysis and discussion, about the data supporting with theory

7) Conclusion and suggestions of information that correspond to the research

objectives

Research Results
1) To investigate the attitudes of tourists towards cultural tourism attractions in
Krabi province
The research data showed that tourists’ attitudes towards cultural tourism is one
of the most significant findings found in the current study. The survey revealed a small
number of tourists know about cultural tourism in Krabi province but they need to
conserve it and support the promotion of cultural tourism as secondary attractions because
cultural tourism attractions in five routes are value and uniqueness, which attracts tourists
and make it worth conserving to increase the value of tourism sites. It should be interpreted
the sites and promoted with public participation about its value and how to conserve it
through word of mouth and social media. Therefore, all tourists concerned that in the
present, cultural tourism is not ready for Krabi Province. If it will be managed cultural
tourism as a secondary tourist destination. All sectors must be involved the management
of cultural tourism consists of conservation, management and new creation which will lead
to sustainable tourism in the future.
2) To investigate all Stakeholders to participate in Determining a Sustainable
Tourism in Krabi Province
The current situation, all stakeholders are very important with cultural tourism
management achieving sustainable tourism management in Krabi province. They should

participate with it from the early stage as following:
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2.1) They have to understand much about cultural heritage, significance of cultural
heritage and its value, which leads to heritage carelessness and they should encourage
public awareness of cultural heritage what they get the benefits of cultural tourism in Krabi
province.

2.2) They must have the initiating cooperation and a sense of ownership for any

cultural heritage conservation in Krabi province.

2.3) They should make sure that the visitor experience will be worthwhile,
satisfying and enjoyable and visitors can get the quality information.

2.4) They should respect the needs and wishes of some communities or
indigenous people to restrict or manage physical, spiritual or intellectual access to certain
cultural practices, knowledge beliefs, activities, artefacts or sites.

2.5) They should encourage the training and employment of guides and site
interpreters from host community to enhance the skills of local people in the presentation
and interpretation of their culture values.

2.6) They should enhance the strength of local economies though tourism, encouraging
provincial administrators, and all stakeholders to participate in determining a sustainable
tourism model for this province.

3) To investigate the process of management for cultural tourism in Krabi
province

In summary of findings, the data showed that the process of management for
cultural tourism in Krabi province as following:

3.1) Cultural heritage sites must be conserved or protected because it is one of
the most important elements that drives cultural tourism in Krabi province.

3.2) Interpretation can help and protect cultural tourism sites. It should be
increased and improved it on cultural tourism attractions in five routes.

3.3) Public relations should be improved with promoting in many ways such as
social media, television and radio, books and journals, and word of mouth.

3.4) Public participation is all sectors consist of local people, Krabi Provincial
Cultural Council, local government sector and private sector. They have to participate in

cultural tourism management from the beginning process.
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3.5) Cultural landscape management plan should be served cultural tourism Krabi
province.

3.6) Marketing and promotion should be developed local products, local activities,
culture show and encouraging tourists to participate in the activities.

3.7) Knowledge should be developed because it is a powerful resource to help
governments, private firms and the communities prevent, plan for, and recover from
various types of disasters and crises.

3.8) Human resources are important element of cultural tourism in Krabi province
but they should have the management plan to serve cultural tourism.

3.9) Stakeholders are all sectors such as local people or local communities,
educational institutions, government sectors from local to provincial administration, and
private sectors (entrepreneurs and tourism providers) have to participate in cultural tourism
management in Krabi province.

3.10) Infrastructure should be improved about road, electricity and water supply
for supporting the cultural tourism.

3.11) Accessibility of cultural tourism in Krabi province could be developed
accessible tourism roads and the tourists’ information.

3.12) Related activities are the most significant and it is particular with community.
All sectors should be supported the related activities for cultural tourism Krabi province.

4) To propose the guidelines for cultural tourismm management achieving sustainable
tourism in Krabi province

The guidelines for cultural tourism management achieving sustainable tourism are
designed to enhance the strength of local economies though tourism, encouraging
provincial administrators, and all stakeholders to participate in determining a sustainable
tourism for this province. Economy of cultural tourism management is sustainable when
the economic needs of local community are met with economic possibilities of cultural
tourists. Social dimension of cultural tourism management achieving sustainable tourism
should ensure benefits for both local community and local culture. Environmental
dimension of cultural tourism management achieving sustainable tourism can be achieved
by respecting capacity of ecosystem. According to conservation strategy, it is one of the

most important elements that drives cultural tourism achieving sustainable tourism in Krabi
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province because conservation can be maintained ecological integrity and biodiversity and
conservation is a basic principle of sustainable tourism development. For management
stategy, this is the ways to manage the resources for tourism, the interaction of tourists
with physical resources and the interaction of tourists with residents of tourist areas. The
overall management process used to develop facilities and services as tourism products,
identify potential travelers and their needs and wants, price their products, commmunicate
their appeal to target markets, and deliver them to their customers’ satisfaction. Tourists
have an impression on it and then they will tell all tourists to visit cultural tourism in Krabi
province through word of mouth and social media. The new creation strategy requires
contemplating analysis and brainstorming. However, in Krabi province, there are so many
development and new creation which impacts on the environment. The concept of
sustainable development is thus urged and aimed. In addition, all sectors should be the
creative ways to create new tourism activities, construct, change and improve the cultural
tourism in Krabi province. It must be done usefully for today and the near future in order

to have the sustainable cultural tourism.

Discussion

From the research findings, it should be more developed and promoted about cultural
tourism because it can increase the new interesting tourist attractions and the number of
tourists including Krabi province can get more profit in the near future. In conservation
strategy, the site protection of cultural tourism attractions in five routes are value and
uniqueness, which attracts tourists and make it worth conserving to increase the value of
tourism sites. Considering protection and making use of tourism development as a means
of conservation is a basic principle of sustainable tourism development. The site protection
is relationship with social values, economic activities, local development, international
exchanges, is made or become clear. It constitutes an essential engine for economic
development and the major measurable of economic impacts of heritage conservation
are:;jobs and household income; center city revitalization; heritage tourism; property values
and small business incubation in Krabi province. With it must contribute or educate the
general understanding of its value and how to conserve Krabi province for sustainable
tourism.  Then all sectors consist of local communities, educational institutions,

government sector and private sector seek a cooperation for finding a budget from the
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government for managing the cultural tourism sites including law enforcement is used with
the sites. For interpretation, it can help and protect cultural tourism sites, but interpretation
and information of each site is not the same and clear now. It should be increased and
improved on cultural tourism attractions in five routes. It must set the information center
for tourists easily can find out the same and clear information by walking in and using social
media such as facebook, youtube, twitter, line, linkedin, whatsapp and blogs etc.
Furthermore, they are more than tools for interpretation, given their social and economic
benefits including their role in sustainable tourism and importance in the visitor lifecycle.
Public relations are very important with cultural tourism in Krabi province and they have
to promote in many ways such as word of mouth, television, radio, books, journals and
social media which is consistent with theory according to Ilievska (2018) mentioned that in
modern social-economic context, public relations are considered to be an important factor
in the process of development and growth of tourism. Moreover, In the tourist sector,
public relations are more than a necessity. In the present, Public relations activities have
been started to be used efficiently in the area of word of mouth, television and radio,
books, and journals, and social media. Public participation is all sectors consist of local
people, Krabi Provincial Cultural Council, local government sector and private sector. They
have to participate with cultural tourism in Krabi province because the public participation
perspective for tourism is crucial to an investigation of current tourism problems, because
tourism activities are created by outsiders and tourists are brought into a community as if
they are abject of tourism consumption.

In regard to management strategy, cultural landscape should be improved on
cleanness, toilet, safety and facilities of each site. All sites have no cleanness enough so
that it must improve it very fast. In the present, the toilets are not enough or they have
no public toilets for tourists who come to visit the sites. Safety must improve and increase
on the sites in order to assure the tourists of their safety and satisfaction. Safety measures
should be enforced to include road and waterway accidents, crimes, overcharging on
merchandise for tourists. Currently, tourism facilities should be developed every sites
especially parking area. For marketing and promotion should be developed local products,
local activities, culture show and encouraging tourists to participate in the activities

according to Freeman & Glazer (2012) mentioned that marketing is, should be, an integral
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part of the overall management process used to develop facilities and services as tourism
products, identify potential travelers and their needs and wants, price their products,
communicate their appeal to target markets, and deliver them to their customers’
satisfaction. In the development of local products and activities on cultural tourism
attraction in five routes whole Krabi province, all sectors (e.g. local authorities, non-
governmental organizations, private enterprises and local residents) have to participate in
the decision- making process especially Krabi province is a melting pot of Buddhists, Thai-
Chinese, Muslims and even sea gypsies so that the participation of marketing and
promotion is very important thing. After the development of local products and activities
on cultural tourism attractions in five routes and one thing also is very important thing that
is tourists can participate in all products and activities on the sites. Moreover, using of social
media provides visibility and awareness for the brand; this is the awareness that is essential
to convert potential customers to loyal customers eventually. The secret is to create a
thematic content that can lead to an effective marketing campaign (Nilanjan, Dillip, & Raj,
2018.For Knowledge should be shared about history, the way of life, local wisdom including
entertainment both local people and visitors. they will know and learn Krabi’s rich history,
the way of life, local wisdom including enjoying with local culture. Whenever, tourists have
learned the history of Krabi province and they have involved in local products and
activities. tourists have an impression on it and then they will tell all tourists to visit cultural
tourism in Krabi province through word of mouth and social media according to Ruhanen
& Cooper (2015) mentioned that the encouragement of people to share knowledge and
ideas to create value-adding products and services. Knowledge is a powerful resource to
help governments, private firms and the communities prevent, plan for, and recover from
various types of disasters and crises. Absolutely, it effects on cultural tourism in Krabi
province is very famous around the world. Human resources are not ready for cultural
tourism in Krabi province so that they should have a training on local people and setting
a cultural tourism learning center. Initially, it should have to motivate local people to train
on cultural tourism according to Sharma (2014) mentioned that mostly in hospitality
business, it is human product equipped with pleasant smile, everlasting is an added
advantage in this process; it’s not a barrier at any point of time for hospitality business. So,

one should be motivating and human towards others. Creating value and culture at work
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that will last long should be the main motive. Money is helpful for motivating people for
some time, but it’s not all. Moreover, it should be set up as a cultural tourism learning
center so that people can learn more about cultural tourism in Krabi province. Overall, it
has to start from local communities to all sectors have to collaborate to develop about
training in the province according to Kozak & Baloglu (2011) described that it is widely
known and accepted that tourism is an industry which requires intense face-to-face contact
between hosts (local people and staff) and guests(tourists). Attitudes of local people
toward tourists, approaches to tourism development and the development of programs
to train both personnel and local people will indicate the position of a destination in the
competitiveness set. As a result, human resources are very important thing but all sectors
have to collaborate to create about training and set a cultural tourism learning center.
For new creation strategy, all sectors such as local people or local communities,
educational institutions, government sectors from local to provincial administration, and
private sectors (entrepreneurs and tourism providers) have to participate in cultural tourism
management in Krabi province according to UNESCO (2017) explained that stakeholders in
sustainable tourism planning are all the individuals who are interested in and/ or affected
by tourism development and biodiversity conservation. They should participate in the
planning process from the early stage. Therefore, in effect, local people should be at the
heart of the process: this means all sectors and group within a community and must also
embrace cultural tourism in Krabi province to achieve their aims. Effective planning of
sustainable tourism seeks to maximize the local benefits of tourism and minimize the local
cost, while still remaining economically feasible. About infrastructure is not ready for
cultural tourism in Krabi province. There are many problems as follow as disconnected
road, narrow road, unclear direction sign, unclear traffic light, insecurity and lack of water
supply. Therefore, it should be improved the disconnected road, narrow road, unclear
direction sign, unclear traffic light, insecurity and lack of water supply, particularly in the
less developed destinations outside the main highway areas of Krabi province, as well as
the basic destination infrastructure (including small-scale community-based infrastructure
such as visitor information centers) necessary to support sustainable and inclusive growth.
The provision of these infrastructure support facilities will also enable the engagement or

participation of local communities in the tourism value chain along the cultural tourism
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route in Krabi province. Accessibility of cultural tourism in Krabi province could be
developed not only accessible tourism road which consulting with the Department of Rural
Roads about clear sign, signpost and street lighting for visitors but also the tourists’
information about improving and setting about information center and using information
through social media such as facebook, youtube, twitter, line and google including
empowering travel agency to add it into their itinerary planning because, the location of
the province is easily accessible for tourists to visit the natural tourist attractions but it is
hard to approach to the cultural tourist attractions. The related activities are particular
with cultural tourism especially the day, night and floating market or cultural show relating
to the community. All sectors are consist of community, local government, hospitality
entrepreneur, authorized person, Krabi Provincial Cultural Council, Ministry of Culture,
Tourism Authority of Thailand and Ministry of Tourism and Sports able to support the
related activities of cultural tourism in Krabi because the most important economic feature
of activities related to the tourism sector is that they contribute to three high-priority goals
of developing countries: the generation of income, employment, and foreign-exchange
earnings. In this respect, the tourism sector can play an important role as a driving force of
economic development. Therefore, all sectors are important in the related activities

development of cultural tourism in Krabi province whether in operation and budget.

Recommendations
1) Suggestions for Usage
1.1) Public awareness should be encouraged of cultural heritage, its value and
how to conserve it for cultural tourism attractions in Krabi province.
1.2) Cooperation between stakeholders should be prepared for cultural tourism
management achieving sustainable tourism in Krabi province.
1.3) Cultural tourism attractions should be developed as the secondary attractions
in Krabi province.
2) Suggestions for Further Research
2.1) Cultural tourism attractions and the plentiful natural attractions should be
promoted on the same route for visitors’ choice.
2.2) Sustainable cultural tourism model should be applied for developing in other

destination in Krabi province, Thailand and around the world.
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2.3) This research will be useful for education in the study of cultural heritage

values and how to conserve it for sustainable cultural tourism in Krabi province.
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Abstract

This research aims to analyze the marketing model of community-based tourism in
Chiang Mai, opted for the marketing management ideas, the tourism marketing concepts,
the marketing mix concepts and the CBT-SPECIAL program, to define conceptual framework.
This research designates informants as communities’ leaders, tourism committees, including
those who play the major role on driving change in tourism operations, a total of 30
communities provided information through the questionnaires. Descriptive statistics were
used to analyze the quantitative data for averages and standard deviations, and inference
statistics were used with component analysis techniques to find the appropriate community-
based tourism marketing model.

The results showed that the appropriate marketing models of community-based tourism
in Chiang Mai is CBT-PV model, which consists of two main components: the first component
is what the communities offer (P = product), as the ability of the community to deliver
tourism products that emphasizes physical appearances on the basis of the readiness and
cooperation of local people through the process of providing excellent tourism services.

The community has selected a format for communicating tourism content through various

20 The Marketing Model Appropriate to Community-Based Tourism in Chiang Mai Province
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media channels to reach the target group of tourists that are truly selected by the
community. For the second component (V = value) is the ability of the community to set
price for tourism products, programs and activities that create an impressive experience, as

well as a way of exchanging experiences between tourists and the communities.
Keywords: The Marketing Model, Community-based Tourism, Chiang Mai Province
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Introduction
The development of new tourism products is in line with the current world tourism
trend, its approach has been changed to reflect the responsibility of tourists towards the

natural environment, cultural heritage, history, value of living life, customs, traditions and
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culture of the local community. Tourists are becoming aware of the form of tourism
activities, without negative impacts on the tourist destinations, which is a new form of
tourism that is consistent with the community-based tourism concept. The tourists expect
authenticity, sustainability, customized experience, local learning, as well as the esthetic
good through the exploitation of information technology savvy. (Centre for the promotion
of imports from developing countries: CBI, 2016)

Presently, although Thailand is increasingly focused on community tourism, yet
considering in the details, both public and private agencies are encouraging and supportive
by the lack of accurate information gathering from the communities, the budget
concentrated in a specific area, unknowledgeable people and lack of skilled worker to
strengthen the communities, as well as the marketing problems, which the majority cause
of the tourism communities where have insufficiently in the competitiveness of the other
forms of tourism, and inability to establish a marketing position to identify value, distinctive,
and different from the typical style of tourism (Suansri, et. al, 2014). The tourism community
is unable to identify the targeted tourists. In addition, each community has a unique
identity, this make it impossible to determine the marketing model that is truly suitable for
community-based tourism villages as a whole.

As a result, the researcher desires to study in discovering the appropriate marketing
model for community-based tourism in Chiang Mai province where has the maximum
number of community-based tourism villages in the north of Thailand (91 villages) (Thailand
CBT Network Coordination Center: CBT-N-CC, 2016), by applying the concepts and theories,
focusing on the marketing mix strategy concept (4 P's), the theory and concept of tourism
marketing and marketing mix strategy for tourism (7P's). In conclusion, the goal of this
research study is to develop the marketing operational guidelines appropriate to the
community-based tourism villages, focus on the local community members’ engagement,

with perspective of the sustainable development of tourism communities.

Objective
To discover the appropriate marketing model for community-based tourism villages in

Chiang Mai province.
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Scope of Research

1. Area: The 30 out of 91 community-based tourism villages in Chiang Mai province
are selected, based on being a community with the results of the general potential and
marketing potential assessments more than 6 0% of and experiences in the tourism
marketing development, consisting of: Ban Muang Kung, Hang Dong district, Ban Tong Kai,
Hang Dong district, Ban Luang Nuea Tai-Lue community, Doi Saket district, Ban Dong Sam
Muen, Galyani Wattana district, Ban Phamon, Chom Tong district, Ban Mae Kampong, Mae
On district, Muen San community, Muang district, Ban Hua Thung, Chiang Dao district, Ban
Pha Nok Kok, Mae Rim district, Wat Srisuphan community, Muang district, Ban Sao Dang,
Galyani Wattana district, Ban Don Jiang, Mae Taeng district, Ban Laoin Pattana, Mae Taeng
district, Ban Chom Chaeng, San Pa Tong district, Ban Pong Huai Lan, San Kamphaeng district,
Ban Musoe Pak Thang, Omkoi district, Ban Buak Khang, San Kamphaeng district, Wat
Nantharam community, Muang district, Ban Mont Ngo, Mae Taeng district, Ban Wang Phai
Tai-Lue community, Mae Ai districtdd Ban Huay Pakkoot, Mae Cham district, Wat Ton Kwen
Community, Hang Dong district, Ban Choeng Doi, Chom Thong district, Ban Wat Chan,
Galyani Wattana district, Ban Rai Kong Khing, Hong Dong district, Ban Kewlae Noi, San Pa
Tong district, Ban San Papao, San Sai district, Ban Mae Klang Luang, Chom Thong district,
Ban Pong Krai, Mae Rim district, and Ban Mung Keud, Mae Taeng district.

2. Sample: The 90 persons who contribute the marketing potential level of
community-based tourism in Chiang Mai province, is the leader, backbone, local people
those who play an major role or become the membership of the tourism association, are
selected by the purposive sampling principle.

3. Contents: The scope of research content with finding the marketing model
appropriate to the community-based tourism in the area of Chiang Mai province, by
applying the marketing mix of tourism (7P’s) concept (Booms and Bitner, 1981) (Kolter,
1999) (Kunarak, 2002) and CBT-SPECIAL program (Suansri, 2016), be divided into 12
elements: 1) product 2) price 3) place (distribution channels) 4) promotion (integrated
marketing communication-IMC) 5) process 6) people 7) physical evidence 8) segmentation

9) sense of place 10) experience 11) communication and 12) information technology.

& duo o oo

sUuuunMsnaamsviesisalasyuvuineadluaiuiidmiadedl 23



Dusit Thani College Journal Vol.15 No.1 January - April 2021

Conceptual Framework

The Marketing Mix of Tourism

—_

Product
Price

Place (Distribution channels)

A LN

Promotion (Integrated Marketing
Communication)

5. People

6. Physical evidence

7. Process

The Marketing Model

Appropriate to Community-

Based Tourism in Chiang Mai

The CBT-SPECIAL Frame
1. Segmentation
Sense of place
Experience

Communication

A R N

Information technology

Province

Literature Review

Tourism marketing concept and the marketing mix of tourism

Marketing mix (four P’s) was purposed by McCarthy (1960), is the most fundamental

concept of marketing which is a set of controllable marketing tools used by a company for

creating a desired response in the targeted market (Kotler, Armstrong, Wong, & Saunders,

2008), later than three more elements was adding by Booms and Bitner (1981) to update

and to reflect the needs of modern business environments, that square measure their

7 P’s i.e. product, price, place, promotion, people, process and physical evidence. They

strong claimed that 7Ps should be used as a general framework for the services industry.

So, the tourism marketing strategy by both the tourism business operators and tourism

community mainly specialize in the 7 elements of the marketing mix (Kunarak, 2002),

consists of
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1. Products refer to the main tourism products as well as their variants in the form
of additional services. Tourists have decided to purchase tourism products based on their
needs for the exotic and uniqueness experiences when returning to their hometown

2. Price is a factor that differs from other elements in the marketing mix factors as
it designates the cost as well as indicating how to generate revenue. The tourism
communities should ensure that the established price already covers the costs of production
and required profits.

3. Distribution channel (place) refers to a place where tourists can conveniently
purchase the products and services in tourism, including access to points of sale as well as
distribution of access points to achieve the reducing transaction volume, the convenient
for buyers. The connection point is meant to include the distributor, reservation center, e-
commerce system, internet system and receptionist (Kotler, Van & Makens, 2010)

4. Promotion is a factor that supports the positioning of the tourism products in
the market to raise awareness, perception and create a positive image of tourism products.

5. People are persons who provide services to tourists, communicate with tourists
directly. People are the factors that create the impression and satisfaction for tourists’
purchasing process. Therefore, people should be well-trained to enhancing their service
skills.

6. Physical evidence is choosing concrete media to tourism products and services
provided to tourists in order to ensure confidence. It reflect the value of the price that
tourists are willing to pay, therefore the physical environment is closely related to the price
level.

7. Process refers to the process of managing services that are suitable for tourists
according to market segmentation, taking into account the factors that contribute to the

best service provision process.

The CBT-SPECIAL Program

The CBT-SPECIAL is the training program for the community members and tour
operators in Thailand and ASEAN, and the outcome of the research on Developing Tourism
Markets for CBT in ASEAN by Suansri et al. (2016), objects to develop marketing operations
effectively through the CBT-SPECIAL frame: S-Segment, P-Sense of place, E- Experience,

C-Communication, I-Information Technology, A-Access, L-Linkages. The results are

& do
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illustrated in the filtering process, participation through brainstorming from leaders,
representatives, the local people in tourism communities throughout Thailand, as well as
academics scholars from both domestic and international educational institutions, tourism
specialists, administrators and staffs from the community-based tourism Institute (CBT-I),
representatives from both domestic and international tour operators, including researchers
from network institutes. The researcher chose 5 variables, the details are as follows.

1. S (segment) is the understanding of who will be the target market for the
communities.

2. P (sense of place) is to create a community tourism environment that can attract
tourists to realize special experiences, make an impression when entering the tourism
community. It is synonymous with the integrity of the consumer brand loyalty.

3. E (experience) is to create memorable experiences for tourists through hands-on.

4. C (communication) is the communication of common experiences between
tourists and the community. It focuses on creating benefits such as a shared learning
experience to enhance community to be the quality tourism villages, focusing on specific
groups of tourists who truly meet the community’s needs.

5. 1 (Information technology) is the use of technology, electronic equipment to
communicate information and content about community-based tourism to the target
group, through knowledgeable people who are able to choose the suitable method for

transmitting information accurately, attractive, and modern in the perception of tourists.

The Community-Based Tourism Marketing

The researcher analyzes and synthesizes the concepts and findings in marketing context,
purposed to summarize the number of independent variables that are critical to the
development of the marketing operations of community-based tourism, their 12 variables
i.e. product, price, place (channels of distribution), promotion (integrated marketing
communication), process, people, physical evidence, segmentation, sense of place,

experience, communication and information technology.
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Table 1 The synthesis of community-based tourism marketing elements

Factor

Kolter,
1999

Edgell,
2002

Chaffey& Suansri,

Smith,
2012

2008

Suansri,
2016

Researcher

Product

Price

Place
Promotion
Process
People
Physical evidence
Partnership
Packaging
Programming
Positioning
Planning
Segmentation
Sense of place
Experience

Communication

AN NN N NN

Information technology

Access
Linkage
Participation

Preparation

N N NI NI

DN NI NI NN

AN N N N N YN

AN NN N N N YN

AN

AN

ANANENENENENEN

AN N NN Y VRN

AN NI N NN

Research Methodology

Variable and Measurements

The variable of this research study is extracted from the tourism marketing concept

and the CBT-SPECIAL program, which covers the 12 elements as follows; 1) product 2) price

3) place (distribution channels) 4) promotion (integrated marketing communication-IMC)

5) process 6) people 7) physical evidence 8) segmentation 9) sense of place 10) experience

11) communication and 12) information technology.
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Research Instrument

The tools used by researcher to collect data include:

1. The questionnaire is used as the primary instrument to collect the quantitative
data for measuring the market potential of all 12 variables. Its results are utilized to
formulate the appropriate marketing model of the community-based tourism villages in
Chiang Mai that can be used as a marketing approach, truly respond to the tourists’ needs.

2. The individual and group interviews are used to collect the other issues of
marketing data excluding of what actually appears in the questionnaires, aim for
encouraging to expressing the opinions of respondents who are the communities’ leaders,
mainstays, the head of tourism management clubs/associations, including those who play
the major role on driving change in tourism operations.

Research Instrument Testing

The instrument in this research is questionnaire, objects to measure the marketing
potential of the community-based tourism villages in Chiang Mai province for creating the
appropriate the marketing model, covering all 12 variables, divided into 2 parts as follows:

1. For the content validity testing, the researcher uses a rational analysis method
based on the academic judgment of three experts to fully examine the questions of
research tool (questionnaire) that contains all measurable variables and objectives of the
research in entirety.

2. For the content reliability testing, the researcher uses a try out on samples in
another area with similar context and characteristics to the research samples. A total of 10
communities, 5 communities in Chiang Rai province and 5 communities in Mae Hong Son
province, its results are used to calculate the Cronbach's alpha coefficient. The confidence
value is 0.97, which translates into a highly reliable. As result, it can actually be used to
collect the data.

The Data Collection

The researcher collected data from the 30 target tourism communities in Chiang

Mai province by questionnaire, to transform the data into the analysis process to summarize

the appropriate marketing models of community tourism marketing as a whole.
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The Data Analysis

The collected information covered 12 variables of the community-based tourism
marketing factors were analyzed by following these steps:

1. The quantitative data which was the market potential level of 12 marketing
factors totally, was preliminary examined, then the researcher used the descriptive statistics
to analyze the data, as displayed the results in the form of frequency, percentage, mean
and standard deviation.

2. For the component analysis procedure, A total of 12 variables were analyzed
from the potential level of marketing mix factors by descriptive statistical analysis, to find
mean (X) and standard deviation (S.D) to describe the market potential level of each
factors. And using the inferential statistics with factor analysis techniques to reduce the
number of variables and grouping all 12 related marketing factors by considering factor
loading values, including the correlation coefficient (r) among the 12 independent variables,
and then examined the correlation matrix to analyze the composition of the community-
based tourism marketing model, whether it was significantly different from zero, based on
the bartlett's test of sphericity and kaiser-meyer-olkin (KMO) measures of sampling

adequacy. Any highly correlated variable is classified into the same composition.

Research Results

According to the study, the results of the community-based tourism marketing model
in Chiang Mai province, was shown as follows;

The researcher ranked the marketing potential level of the community-based tourism
villages in Chiang Mai province by considering the mean score, its result is divided into the
following levels: the high potential consisted of: sense of place, communication, people,
experience, price, product, and physical evidence, the neutral potential consisted of place,

information technology, process, segmentation and promotion consecutively.
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Table 2 The marketing potential level of the CBT villages in Chiang Mai province

Factor Mean Meaning  S.D. Rank
Sense of place 3.89 High 0.638 1
Communication 3.87 Hish 0.557 2
People 3.84 High 0.566 3
Experience 3.78 High 0.701 a4
Price 3.64 High 0.394 5
Product 3.63 High 0.491 6
Physical evidence 3.61 High 0.585 7
Place 3.37 Neutral 0.564 8
Information technology 3.31 Neutral 0.800 9
Segmentation 3.24 Neutral 0.623 10
Process 3.29 Neutral 0.523 11
Promotion 2.98 Neutral 0.668 12

Next, the correlation matching of tourism marketing mix variables based on pearson
correlation coefficients (r) found that the pair of variables were highly correlated (r is
between 0.70-0.90) (Hinkle D.E., 1998) was the relationship between the sense of place and
the communication factors (r of 0.837), followed by the correlation coefficient between
sense of place and experience factors (r of 0.771), experience and communication factors
(r of 0.750), place and information technology factors (r of 0.722), and the relation between
place and promotion factors (r of 0.720), other than that, it was the moderate level.
Meanwhile, the Kaiser-Meyer-Olkin was equal to 0.836, therefore it could be concluded
that this data set was suitable for factor analysis technique in variable grouping procedure.

To increasing the accuracy of the procedure, the researcher has chosen to use a
communalities measurement technique, to display the proportion of the variance of the
12 community-based tourism marketing mix factors, the results were between 0 and 1. It
was explained that all variables had a common factor that explained the variability of all
variables.

Using the statistical calculation technique of 12 marketing mix variables pros and cons
the principal component extraction procedure, the researcher was able to summarize the
component number of the community-based tourism model in Chiang Mai, there should
be 2 components (where component 1 and 2 had total initial eigenvalues of 6.815 and

1.123 respectively), when considering the variance of component 1 that equaled to 56.788,
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it concluded that the component 1 had the highest priority, followed by the second
component with a variance of 9.359. In conclusion, all 12 market variables were classified
into the component of the marketing model of the community-based tourism, total 2
components.

To make the grouping of model components as accurate as possible, the researcher
opted for a varimax factor spindle method, which changed the factor loading value,
allowing the grouping of component of community-based tourism model in Chiang Mai was
as follows: the first component consisted of 8 variables as follows: tourism product,
physical evidence, promotion, process, segmentation, place, information technology, and
people respectively, and the second component consisted of 4 variables as follow: price,
communication, experience, and sense of place, respectively.

Table 3 Rotated Component Matrix

Marketing Model Component
1 2

Component 1 what the tourism community offers (P = product)

Product factor .798

Physical evidence factor 7160

Promotion factor .758

Process factor .755

Segmentation factor 136

Place factor .649

Information technology factor 620

People factor 604
Component 2 value of community-based tourism (V = value)

Price factor .806

Communication factor 744

Experience factor 132

Sense of place factor 124

Conclusion

An appropriate marketing model of community-based tourism in Chiang Mai Province
is the CBT-PE model which consists of 2 main components as follows;

The first component, (P: product) refers to what the tourism community offers, consists

of product factors, physical evidence factors, integrated marketing communication
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(promotion) factor, process factor, segmentation factor, distribution channels (place) factor,
information technology factor and people factor. Product is ability to offer tourism products
which are able to emphasize the beauty of the physical evidence) on the basis of the
readiness of people within the local community, through the excellent tourism
process. The tourism community is able to select the appropriate form of tourism content
transferring, through various promotion methods and channels, that can access to the
target tourism market and segmentation, who are matching to the tourism community’s
demand.

The second component, (V: value of community-based tourism) refers to the capability
of communities to set up the tourism products’ price, programs and activities which
covered all experience and made an impression (sense of place), being a price level that
could create a way of communication and exchanged experiences tourists and community-

based tourism villages together (communication).

{product ]
[physical evidence |
promotion/ |
component 1 1 [process ]
3 ~ product (P) J {segmentation ]
The marketing model iplace ]
of community-based i )
tourism in Chiang Mai [TETIE |
price |

(CBT-PV model) |
K J component 2 ’ +commun|catlon |
valusitn ’ lexperience }

sense of place

Discussion

The results of the study reveal that the appropriate marketing model of community-
based tourism in Chiang Mai province is the CBT-PV model, which emphasizes on presenting
two main components to the target tourists as follows: the first component is what the
tourism community offers, the researcher desires to use the abbreviation P instead of the

word 'product’, is meant to the tourism products that can demonstrate the local identity
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of the community, be able to offer visitors an opportunity to experience the authentic
local (Cooper, Fletcher, Fyall, Gilbert and Wanhill, 2008) (Goeldner & Ritchie, 2009). This
product is consistent and able to highlight the physical beauty of that community (Zucco,
Quadros, Schmitt & Fiuza, 2017) alongside the aim of managing natural resources and the
environment to promote sustainable tourism (Suansri, et al., 2008) (Morrison, 1989) (Edgell,
2002) (Andrea and Janet, 2012). Based on the readiness of people within the community-
based tourism villages, emphasize community participation (Suansri, et al., 2008) through
the excellent tourism process. The community is able to select the excellent tourism
content and suitable forms of information transferring with the various ways of integrated
marketing communication to highlight the attractiveness of its products (Dyah, Mohamad,
Agus and Yenni, 2018), through both direct channels and indirect channels.

It is a model of collaboration between the knowledgeable entrepreneurs who have
more experiences in marketing and the community-based tourism villages, to create a
shared understanding of the goals of the tourism community. In addition, entrepreneurs
can also help develop plans to accommodate the tourists’ needs (Suansri, et al., 2014) as
a channel that can access the target tourists, who are truly defined through the selection
process by the tourism community in parallel with the delivery of the second component.

The second component is the value of community-based tourism, the researcher uses the
abbreviation V instead of the meaning of the community’s ability to set the tourism
products’ price, programs and activities that cover experience and impression (the sense
of place), it is a price that can create a form of mutual experience exchange between
tourists and community-based tourism villages. This meaning is consistent with the research
result of Tidtichumlernporn (2014) who defined meaning of the appropriate price of
community-based tourism, is the price that tourists have paid with gaining tourism
experiences through the programs and activities offered by the community, this price

creates “value”, not just the payment.

Recommendation/ Implication
Recommendation for Utilizing the Research Results
The executive of the government tourism authority, especially the community
tourism subcommittee, who has been appointed by the National Tourism Policy Board

(TTQ), plays an important role in driving, as well as monitoring the implementation of the
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strategic plan of CBT Thailand, can utilize the research results as a guidelines to formulate
a development strategy for marketing efforts driven to promote the community-based
tourism, that is consistent with the real market potential of community at each area to
create a concrete policy, to coordinate cooperation with others organization such as the
Civil Society Working Group (CSWG).

The concrete outcome of the development of marketing operations through the
community-based tourism model consists of the generated income of the community-
based tourism market to enhance the foundation economy, the human resource
development at all levels, including the policy level in government and non-governmental
organizations who are working in developing and marketing with the tourism communities, as
well as local people in the communities, especially leaders, change agents and new
generation person to have skills, knowledge and understanding of the principles of
marketing operations. Raising competence and personnel potential to manage and operate in
marketing is a critical factor for the development of community-based tourism standards
in line with the tourism standard of the ASEAN Community, as well as the global sustainable
tourism criteria (GSTC), it creates a positive impact on the dimensions of economic,
sociocultural and environmental, leading the way for sustainable growth.

Recommendation for Further Study or Research

Focusing on research to identify factors affecting the marketing potential level of
each community-based tourism villages, where are aligned with their own identity,
uniqueness, and charisma, are what the community-based tourism villages offer. For
improving, developing and adding factors of tourism marketing model to be suitable for
the tourism communities, in line with the tourists’ special interests and needs. Continuously
enhance the tourism marketing operations of communities, readiness to the changing of
the global tourism trends. Focusing on social media leveraging approaches to promote
publicity of community-based tourism’s routes and attractions build on existing development
projects such as digital society development project to support the community-based
tourism through online media of the CDG Group and Mahidol University, the village to the
world project, the workshop project aimed to strengthen value, empowering the community,
enhancing the community-based tourism through the development of public relations,

encouraging communities to organize corporate social responsibility outline events that can
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generate community awareness through more than 6.7 million visits to online media

channels.
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Abstract

The purpose of this article is to study the new normal confidence of tourists who use
domestic airlines. The research model is quantitative. The population and sample groups
in this research were 400 Thai tourists by purposive sampling. The instrument used in the
research was a questionnaire to analyze data by finding frequency, percentage, mean,
standard deviation.

The results showed that the new normal confidence of tourists using domestic airlines.
Overall is at the highest level (X =4.55, S.D.=0.41) when classified in each aspect By
sorting the average from highest to lowest, namely safety (X = 4.88,5.D. = 0.57) service

process (X = 4.51,S.D. = 0.40) and price (X = 4.40, S.D. =0.37)

Keywords: Confidence, New Normal, Domestic Airlines
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Abstract
This qualitative and quantitative study aimed to explore model of long stay tourism
for Korean tourists visiting Thailand: a case study of Chiang Mai province. The sample

group consisted of 293 Korean tourists and 3 representatives of the executive committee
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of long stay Koreans Club, Chiang Mai province. A set of questionnaires and an interview
were used for data collection and analyzed by using descriptive statistics. Findings were
as follows : 1) Push factors on tourism included : too much concept, high pressure
condition, aging society, high cost of living, need for starting a new life, and the social
current about studying abroad. 2) Pull factors on tourism included: calm city, good
tourism image, good climate and topography, low cost of living, good educational system,
standard service, hospitality, safety. 3) Factors having influence on decision-making of the
Korean tourists included: father/husband, family financial status, information perception
through Kakao Talk, similar culture, convenience facilitators of Korean networks. 4) Good
attitude/ satisfaction. 5) Travelling behaviors: quality services of the business and the
public sectors, convenience facilities in the residence, calm and safety, sport tourism
(golf), aging people tourism, wellness tourism and good standard of the educational
system. Important factors which would develop form of long stay tourism for Korean
tourists were promotion of cross-cultural communication, participation in social activities
between Thai and Korean tourists, development of standard visa checking, and
development of public/ private sector personnel to cope with long stay tourism for
Korean tourists.
Keywords: Long-stay Tourism, Model, Korean Tourists
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Introduction

Tourism is an industry which is very important to the world’s economic system. Almost
all countries accept that tourism industries mainly generate revenue to the country which
ranks 1-3 out of top ten incomes of the industrial sector in each country (Goelder and
Ritchie, 2002: 26). Likewise, tourism industry of Thailand can generate revenue which is
more than many kinds of exported product it creates job opportunities and income
generating making economic expansion and development (Sujarinpong, 2006: 2).

Thailand is a tourist destination and it is popular among tourists across the world.
According to statistics of long stay tourists visiting upper northern Thailand during 2011-
2016 based on Chiang Mai Immigration Office, there were 22,431 foreign tourists in 2011,
33,250 in 2012; 49,132 in 2017; 47,789 in 2014; 60,501 in 2015; and 50,283 in 2016.
According to a number of foreign tourists asking a petition to stay for a long term in the
country during 2016-2018, there were 28,159 persons in 2016; 53,130 persons in 2017; and
42,422 persons in 2018. (Sangkakorn, 2018) Hence, it can be seen that this type of tourism
still has a tendency to grow and tourists of this tourism type generate revenue to the
country for about 6-7 billion baht per year. According to the Retirement index in 2016 of
the International Living, it indicated that Thailand ranked the 7" out of more than 40
countries in the world that there is a high tendency for foreign tourists to visit Thailand,

particularly on tourists from Japan, China and South Korea.
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The National Committee for Promotion and Development of long stay Tourism has set
Chiang Mai as one of the five area accommodating long stay tourist. This is because Chiang
Mai has diverse forms of tourism which are famous such as wellness tourism, cultural
tourism, agro-tourism, health tourism, historical tourism, long stay tourism, soft adventure
tourism, sport tourism, creative tourism, etc. All of these make Chiang Mai be well-known
and popular among tourists across the world. Hence, it is one reason making foreigners
choose to stay in Thailand for some purposes such as long stay, investment, business
running, etc. There is a tendency that Korean tourists will rank third in terms of long stay in
Thailand. Besides, search results from related documents and research it was found that
research on long stay of Korean tourists is limited and data collection from sample didn’t
cover all groups and all types. Therefore, the researcher wants to study “Model of Long Stay
Tourism for Koreans Tourists Visiting Thailand: A Case Study of Chiang Mai Province” to
prepare the appropriate service to accommodate Korean Tourists who decide to travel for a

long stay in Thailand appropriately.

Objective
Specifically, this study aimed to explore model of long stay tourism for Korean

tourists in Thailand, a case study of Chiang Mai province.

Scopes of the Study

1. Locale of the study was Chiang Mai province. The area of 30 kilometers from Muang
district was the area Korean tourists stayed most in northern Thailand.

2. Sample in this study was a sample group of 293 long stay Korean tourists in Chiang Mai and
3 representatives of the executive committee of long stay Koreans Club, Chiang Mai province.

3. Content to be studied covered various aspects i.e. push and pull factors on tourism,
factors having influence on decision-making of tourists, tourist behaviors and satisfaction with

long stay program.
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4. Conceptual Framework

Factors having influence on decision- Tourist Behavior Satisfactions of

making of tourists - No of visiting Chiang Long Stay Tourism
Personal factors Mai “‘ - Travelling

- Sex, age, occupation, incomes, sources

of incomes, educational attainment - Time span of staying expenence

and marital status - Tourist spots - Security

Psychological factors - Value perception

- Tourism activities

- Perception, Motivation, and attitude 0 . )
- Travelling and vehicle
Cultural factor
, - Expenses
Culture . P Model of long stay
Social factors - Accompany person Tourism in at
- Ref d famil
elerence sroup andriamty - Accommodation type Thailand for the
- Purpose of travelling Korean Touirists:
Pull Factors - Revisit tendency A Case Study of

Geography, tourist source

Chiang Mai Province

preparation, source of tourism,

legality, security, accommodation,
cost, expenses, technology, activities,
economy, society, friendly local,

environment, culture

Push Factors

Economy, society, culture, geography,

politics

Figure 1 Conceptual framework of the study

Definition of Operational Terms

1. Long stay tourism referred to tourists staying in Thailand for more than 30 days. They
were classified into 4 categories on the basis of the following: 1) those who wanted to used
their end of life in Thailand; 2) those who wanted to healthier health for some times; 3) those
who wanted to learn about Thailand; and 4) those who wanted to play sports in Thailand
(Sakcharoenchai, 2006: 15)

2. Model refers to a standard process having main steps and a standard method for
operation to achieve the gool as set (Jirajeerangchai, 2006: 4).

3. Korean tourist refers to Korean tourists visiting Thailand under the long stay program

or at least 30 day. Most of them are retirees and want to spend their late life there, those
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who intend to have medical treatment there, those who escape adverse and severe climate

in their country and those who go to study, play sports and visit relatives there.

Literature Review
In this study, the following, related concepts, theories and literature were reviewed
and gathered as guidelines for the study:

1. Concept about long stay tourism: Intararat at al. (2006: 10) stated that long stay
tourism business is different from general tourism which the former must develop the following:
1) preparation of standard accommodation and it must be inexpensive; 2) preparation of
accommodation equipped with convenience facilities suitable for long stay of aging people;
and 3) preparation and collection of convenience facilities on health care and for various
activities. This is not only for relaxation and new thing creating but also for physical/emotional
aesthetic. Also, the following support long stay program: transportation, language,
communication, visa, banking, purchasing, self-development, etc.

2. Concept about tourist behaviors: Pimonsompong (2005: 33-45) claimed that the
exploration of tourist behaviors is the exploration to perceive needs and necessity of
consumers who are in target group. It aims to make a plan on marketing strategies to be
responsive to needs of consumers and their satisfaction. In general, tourists are consumers
who want products and services which are different from the consumption of necessary
products and general industrial products. Thus, entrepreneurs need to explore consumer
behaviors of tourists in terms of purchase behaviors before and after service using. This helps
marketing division find marking strategies and activities that satisfy tourists.

3. Concept about pull factor: Pimonsompong (2005: 35) claimed that the exploration
of pull factor is external factors that encourage or attract people to travel include economics,
geography, society and culture, politics, technology and media.

4. Concept about push factor: Pimonsompong (2005: 35) claimed that the exploration
of push factor is the feeling of need arises within the person and motivates the person to
have a need to travel. “People will have various expressive behaviors to meet their own
needs” Therefore, the different needs of each tourist is an important factor that determines
determines the expression behavior of tourists.

5. Concept about Satisfaction of long stay tourism: Otakanon (2012: 148) claimed

that the exploration of satisfaction of long stay tourism is 1) The satisfaction of the travel
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experience includes the beauty of nature and the scenery. Historical and cultural attractions
friendly and welcoming of Thai people. The quality of service received while residing in
Thailand and the tourism activities performed this time. 2) The satisfaction of the safety from
political unrest, natural disasters, terrorists and tourist attractions and 3) The satisfaction of
the perceived value is worth the money spent on tourism. It is worth the time spent on

tourism and total value for money that has decided to travel this time

Research Methodology
Population and Sample
According to the Immigration Office of Chiang Mai province, there were 1,091 long
stay Korean tourists in Chiang Mai. Non-probability sampling was employed to gain a sample
group (Tirakanon, 2005: 170-171). The computation for finding appropriate numbers of the
sample group members was done by using the formula of Pagaso, Garcia and Leon (1978) as
cited in Thanupon (1997: 150). The reliability value was set at 95% and 293 long stay Korean
tourists were obtained and 3 representatives of the executive committee of long stay
Koreans Club, Chiang Mai province.
Research Instruments
A set of questionnaires (Close-ended questions 5 parts: Factors having influence on
decision-making of tourists, Pull Factor, Push Factor, Tourist Behavior and Satisfactions of
Long Stay Tourism) with a reliability at 0.86 and an interview schedule passing quality test
were used for data collection.
Data Collection
The researcher prepared a letter asking permission and coordination in data gathering
from long stay Korean tourists in Chiang Mai to the executive committee of long stay Korean
Club, Chiang Mai province. Obtained data were checked in terms of completeness.
Statistics Used for Data Analysis
Obtained data were analyzed by using the Statistical Package for the Social
Science Program. For descriptive statistics, mean and standard deviation were used.

Research period: October 2015- October 2018
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Conclusion
Part 1: Push factors on tourism from Korea which made Koran tourists decide to stay

in Chiang Mai for a long time included the following:

Factor Results

Economic factor | Lack of an opportunity to work in an appropriate time; inappropriate
rate of returns from incomes; and a high cost of living and it was
found at a moderate level (X = 3.32, S.D. = 0.92).

Social factor Density of population and crowded area and little effective
educational system and it was found at a moderate level (X = 2.63,
S.D. = 0.99).

Cultural factor Needs for learning culture which is different from Koran culture; local
wisdom; and inappropriate culture and tradition, respectively. This
was found at a low level (X = 2.58, S.D. = 0.88).

Environmental Lack of abundant natural resources and needs for new atmosphere
factor and it was found at a low level (X = 2.48, S.D. = 1.06).

Geographic factor | Inappropriate climate and topographic condition respectively and it
was found at a moderate level (X = 3.33, S.D. = 1.09).

Political factor Lack of accountability in the country administration which was found
at a low level (X = 2.46, S.D. = 0.95).

Part 2: Pull factors on tourism in Chiang Mai made Korean tourists decide to stay in

Chiang Mai for a long time included the following:

Factor Results
Geographic Good climate and good topographic condition which was found at a
factor high level (X = 3.83, S.D. = 0.82).

Tourism factor good tourism image, diverse cultural/historical tourist attraction; beautiful
tourist attractions, diverse natural tourist attractions; tourist attraction on
activities; diverse tourism activities; ability to travel throughout the year;
good quality of tourism service; reasonable tourism expenses; and
inexpensive accommodation, respectively and it was found at a high level
(x =3.83,S.D.=0.83).

Security factor Safe tourism and safe life found at a highest level (X =4.31,S.D. =
1.00). Legal factor i.e. good relationships between Thailand and Korea;
good quality of medicinal personnel; and modern medical equipment
found at a moderate level (x = 2.63, S.D. = 1.11).

Economic factor | Appropriate expenses of livelihoods and appropriate expenses of

medical treatment found at a moderate level (X = 3.07, S.D. =1.14).
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Factor Results

Accommodation | Appropriate place/location and perfect convenience facilities such as
factor internet and others found at a high level (x = 3.65, S.D. = 0.89).

Cultural factor Good culture and Chiang Mai and Korea share similar culture found at
a high level (X =3.90, S.D. = 1.04).

Part 3: Factors having influence on the decision-making of Korean tourists

According to personal factors, results of the study revealed that most of the respondents
were male (65.53%), 31 — 45 years old (63.82%), 15-30 years old (17.41%), bachelor’s degree
graduates (49.83%) and followed by master degree graduates (28.67%). About one-third of the
respondents (38.23%) owned business and followed by company employees (19.80%). More
than one-half of the respondents (58.02%) had an income range of 50,001-100,000 baht per
month and followed by 100,001-150,000 baht (21.50%). Less than one-half of the respondents
(44.37%) gained an income from their family members and followed by profits of their business
(30.38%). Most of the respondents (61.43%) were married and followed by single (33.11%).

Regarding factors on the psychology in perception, it was found that most of the
respondents perceived data on tourism through electronics media (190 persons). They perceived
it through Kakao Talk most and followed by concerned agencies on tourism (Long stay club in
Thailand and friends, respectively). For motivation, the respondents mostly chose to stay in
a hotel due to reasonable price, good security, convenient travelling, good service, beautiful
decoration, near to tourist attractions, full of convenience facilities, and some hotels have
Korean partnership. This was followed by resort, bungalow and guesthouse, respectively.

In the case of cultural factors, most of the respondents know and admired local culture.
In other words, they admired the following: ritual ceremony, tradition, festival, and local ritual
ceremony. It was followed by traditional handicraft such as cloth and cloth product, basketry,
wood carving product, silverwork, pottery, and other handicrafts. Besides, they admired the
following: local food, traditional medicine, local music and song, northern dance, dialect, folk
tale, local sports and martial arts.

In terms of social factor, the respondents mostly made a decision by themselves to
visit Chiang Mai for a long time (60.06%), and followed by spouse joined the decision-making
(16.38%). For the facilitators in convenience for long stay, most of the respondents contacted
tour agencies, foundations and long stay association in (47.78%). Only 24.23 percent did not

(24.23%) and only 15.01 percent relied on their friends, respectively.
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Part 4: Travelling behaviors

Regarding travel experience in Chiang Mai, most of the respondents had visited Chiang
Mai before they made a decision to stay there for a long time (3 - 5 years, 1 - 3 Months, and
3 months — 1 year, respectively). The tourist spot which the respondents preferred to visit
most was sports/health service places. This was followed by cultural tourist attractions, and
natural tourist attractions, respectively. Based on tourism activities, it was found that most of
the respondents preferred to use service of food shop, coffee shop, and shopping mall. This
was followed by trekking, waterfall visit, temple visit, rafting, elephant riding, bird watching,
spa/massage service using fitness service using, museum visit, historical center visit, cloth weaving
village visit, orchard visit, orchid farm visit, mixed-farming garden visit, joining Songkran and
Loy Krathong festivals, etc. However, using homestay service was found least. Most of the
respondents preferred to use car rental service most and followed by Uber/Grab service using.

Most of the respondents spent money on their travel/tour for more than 20,000 baht
per month and followed by 15,001 — 20,000 baht. Most of them visited Chiang Mai with their
children, followed by alone and with spouse, respectively. They preferred to stay at
home/townhouse and followed by condominium. Most of the respondents visited Chiang
Mai to Chaperon their children studying there. This was followed by spending time after
retiring, recuperating/healing, studying, relaxing, playing sports, respectively.

Part 5: Satisfaction with Long stay

In terms of natural, cultural and historical tourist attractions, it was found that the
respondents had a high level of satisfaction with it due to the following: absoluteness of
tourist attraction, appropriate car park, security, cleanliness, convenient travelling, and having
personnel who facilitate convenience. Based on travel/tour, sport activities for tourism, and
health service place, the respondent had a highest level of satisfaction with massage service
and golf sport was found at a high level, on the basis of services of caddy. For fitness activities,
the following were found at a high level: appropriate place, beautiful place, service of the
trainer/fitness center, convenient accessibility. On the basis of security, the respondents were
satisfied with it a high level because there were not problems in terms of: political turmail,
natural disaster, terrorist, and tourist spot. For value perception, the respondents were satisfied
with the following at a high level: worthiness of money spending for travelling; worthiness of

the decision-making to stay in Chiang Mai, and worthiness of time spending in Chiang Mai.
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Discussion

According to results of the study, it could be explained that push factors on tourism from
Korea which had influence on the decision-making of the respondents to stay in Chiang Mai
comprised too much concept by doing a lot which Koreans regard it as an important criterion
in their livelihoods. Hence, most Koreans sleep for 3-4 hours a day. This conforms to a study
of Thandee (2006: 72-101) which revealed that Koreans truly work hard and they are serious
about it in order to save money for bright future. Because of this, most Koreans prefer to
promote hard working or many hours a day and results in stress. In 1990, Korea gained the
current of globalization and aimed to develop the country to enter the world market. The
Korean government began to put the importance on English language more than before. This
made Korean have good attitude towards foreign languages and education and many of
them supported their children to pursue study abroad. These factors become to be push
factors influencing parents to visit their children abroad. Many Koreans send their young
children to study n international schools both inside and outside the country and after that
to pursue study in the U.S.A., Singapore, Hong Kong, etc. This is a new altermnative or
opportunity in education. Besides, it is one way to avoid stress due to serious livelihoods in
Korea. This also conforms to a study of Pinthawihok (2013: 29) which found that, in Korea, to
pursue study depends on learning achievement in each subject and a student cannot choose
a field of study based on his interest. Not only this, Korea is now becoming to be an aging
society and there are a lot of nuclear families and this is one reason why aging people there
wish to stay in other countries to reduce daily expenses of high cost of living. All types of
long stay Korea tourists in Chiang Mai think that it is travelling for relaxation, learning new
culture and avoid stress due to social and economic conditions in Korea.

For pull factors on tourism in Chiang Mai province, Chiang Mai is clam and attractive
having diverse types of tourism. Indeed, Chiang Mai has a lot of good food shops,
restaurants, hotels, resorts condominiums, homestay programs, etc. All of these attract both
Thai and foreign tourists to visit Chiang Mai until it becomes to be a world class tourist
destination. Furthermore, long stay program in Chiang Mai is now popular among foreigners
who want to relax in and learn ways of life of local people both in rural and urban areas.
Meanwhile, health tourism aims to learn ways of life and relax aside from health activities or

medical treatment. Another term “Education tourism” it refers to educational trip which
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focuses on the provision of services to foreign students to visit Thailand or Chiang Mai and
this is responsive to needs of Korean tourists. Interestingly, Thai people are usually friendly or
hospitable and will to assist foreigners when they have problems in the country. Due to good
tourism image, Chiang Mai becomes to be a tourist destination of Koreans and other foreigners.
In fact, Chiang Mai is popular due to the following: low cost of living, good/standard schools/
colleges/universities, good/standard hospitals, convenient transportation, and good security.
This conforms to a study of Saengpikul (2008: 2) which indicated that Korean tourists used
long stay service in Chiang Mai because of safe livelihoods there.

Regarding main factors having influence on the decision-making to stay in Chiang Mai of
the respondents, it was found to be father and husband since people there respect male
rather than female due to the influence of Confucianism. That is male is the leader and
female is the follower and they seldom have important social roles. Because of this, gender
dividing line clearly appears in task roles. For example, male usually does not cook food or
take care of children because it is the duly of female. These roles are strictly practiced in
Korean society. For data perception on long stay program in Chiang Mai, most of the
respondents perceived it through Kakao Talk online. In facts, there are more than 3,000
Koreans staying in Chiang Mai and there is South Korea consulate Office there. Likewise,
results of a study of Pinthawihok (2013: 29) showed that long stay Korean tourists had made
a plan in advance through relative or friend contact on accommodation finding in Chiang Mai.
Another important factor was that the respondents had good attitude towards Chiang Mai
and they were satisfied with their long stay activities there at a high level.

In the case of travel/tour behaviors of respondents, they were satisfied with the quality
services of the public and the business sectors which included: accommodation, car rental
service, tourist attractions, grocery shops, shopping malls, food shops, convenience facilities,
god public health system, and security. For sports, it was found that most of the
respondents preferred golf most. What should be added to be concrete is the preparation of
business to cope with aging tourist and health tourism. [t is because there is a steadily
increase in a number of aging Korean tourist every year and many of them want to
recuperate there. For example, private hospital services for long stay foreign tourist leading to
be an international health center based on 5 aspects: 1) Physical health promotion i.e.

annual health check program, home visit, health problem consulting, provision of nurses/care
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givers, health food service, traditional Thai massage, physical therapy, etc., 2) Mental health
promotion i.e. meditation, music therapy, heath tourism, library service, and party/recreation
activities, 3) Social nursing service i.e. health promotion group activities, cultural exchange
group activities, information service such as computer, intermnet, oversea telephone,
collaboration service such as VISA extension, long stay document translation, ticketing, etc., 4)
Spirit nursing service i.e. observing the precepts, dharma practice (Buddhism), aging to the
church (Crist, and praying (Islam), 5) Security nursing i.e. regular nursing, emergency calling,
and medical networks with nearby hospital. In addition, Korean parents in Chiang Mai prefer
to send their children to private schools and universities (English program) there such as
Waree Chiang Mai, Montfort, Wichaiwittaya, Sarasart Chiang Mai etc. because it is cheaper
than international school.

Therefore, researchers therefore developed a completely new model for promoting long-
stay tourism for Korean tourists staying in Chiang Mai Province. By developing from the
original format used in the present. Cross-cultural communication is an important factor for
the development of a long stay model message sender and the receiver having different
culture or language can be done by using gesture or body language aside from verbal
language in order to convey cultural meaning. Because of this, population movement in the
current age also bring their culture to their destination. Like in the case of long stay Korean
tourists in Chiang Mai, they are nationalism so they create networks and have no opportunity
to learn Thai culture in many aspects, particularly on communication. Consequently, these
Korean tourists want to be promoted on the participation in social activities between them
and Thai people more than before. For example, the participation with the educational
sector as it used to do suck as Thai & Korean cultural exchange program at Maejo University,
participation in activities of Korean Language Section, Chiang Mai University and participation
in some activities of Chiang Mai Rajabhat University. These activities cannot be seen at
present because there is no coordinator. However, it is found that the long stay Korean
tourists have communicative problem when they join activities with Thai people so it needs
to find Thai people who can speak Korean language or Koreans who can speak Thai language
for effective communication.

On the basis of the public service system on VISA application, it should be standard in

terms of convenience, rapidness, correctness, and efficiency. Besides, it should have
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personnel development to cope with long stay Korean tourists. That is, personnel of

concerned public and private agencies should be developed in terms of Korean language.

Also, it should have the establishment of the center taking care of long stay Korean tourists

so as to be a data dissemination source for Korean tourists.

Various communicative

equipment must be improved such as information board, website and data on public service

to make Chiang Mai is an area for information exchange among tourists leading to be friendly

with all groups of long stay Korean tourists

S

(Long stay Korean tourists)

R

(Community/public sector/business sector)

Factors having influence on the

decision-making of the long

stay Korean tourists

- Male had influence on the
decision-making

- Family financial status

- Data/information perception
through Kakao Talk

- Similar culture

- Korean network convenience
facilitator

- Satisfaction and good attitude

Pull factors on tourism

- Calm city

- Good tourism image

- Hospitality

- Good climate/photography
- Low cost of lining

- Good educational system
- Standard health service

- Good security

Travel/tour behaviors of the long

stay Korean tourists

Quality service of the public and
the business sector

Calm and safe accommodation
together with convenience
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Sports tourism (Golf)

Aging tourism

Health promotion/healing tourism
Good educational system to cope
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- Too much concept

- High stress condition
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- High cost of living

- Start new life

- Studying abroad
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communication
Promoting
participation in social
activities between
Korean tourists and
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Development of VISA
application to be
standard
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cope with long stay
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Figure 2 A Model of long stay tourism of Korean tourists in Thailand
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Suggestions at the policy and strategy level
Concerned public agencies should prepare a policy promoting long stay program of
Korean tourists in Chiang Mai. In this respect, it should have an increase in area in the campaign
project for promoting long stay of Korean tourists and continual public relations should be
done. Also, it should have coordination with concerned private agencies such as real estate
rental/sale service entrepreneur, Korean food restaurant, shopping mall, public car, etc. for
mutual planning on tourism design and service improvement. Not only this, it should have
promotion on social integration of long stay tourists and local people. In terms of creative
social activity participation such as volunteers in development private organization or in the
public sector. In other words, long stay Korean tourists should have an opportunity to participate
in Thai cultural activities such as Songkran and Loy Krathong festivals.
Suggestions at the practice level
Entrepreneurs can design there service to cope with needs of long stay Korean tourists
by using results of the study for improving sood/appropriate services. This must be consistent
with activities of long stay tourism and responsive to needs of long stay Korean tourists. Besides,
redesign of service should be done for providing data/information service and convenience
facilitation to long stay Korean tourists in Chiang Mai and nearby areas. Examples are data
service for tourism center and Thai-Korean interpretation service center. Furthermore, long stay
Korean tourists should hold activities and participate in cultural activities of Chiang Mai
province to promote good relationships between them and local people.
Suggestions for next research
At present, concermed local agencies and area owners do not have needs for development
to cope with long stay tourism of Korean in Chiang Mai. Thus, future context/ and development
direction should explore opinions and knowledge/understanding of local people in Chiang Mai
about impacts of long stay tourism and benefits to them as well as travel/tour behaviors of
each nation for a comparison and preparation of model promoting appropriate long stay
tourism. This is because this study is pacifically for behaviors of long stay Korean tourists in
Chiang Mai province. If can be a basis for an analysis and preparation of a model promotion
long stay tourism In fact, there are other long stay foreign tourists in Chiang Mai and their

travel/tour behaviors may different from that of long stay Korean tourists.
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Abstract

This research study has two objectives: 1. To study the relationship between
demographic characteristics and gastronomy tourism components of Thai tourists in
Thailand Riviera gastronomy tourism. 2. To compare demographic characteristics with
levels of demand. Service Marketing Mix Factors (10 P's) for Promoting Thailand Riviera for
Thai Tourists. The study was carried out by a group of Thai tourists traveling in the area of
Phetchaburi Province, Prachuap Khiri Khan Province, Chumphon Province and Ranong
Province, totaling 400 people, found that the demographic characteristics of Thai tourists
and the components of food tourism to promote gastronomy tourism potential of the
Thailand Riviera and the service marketing mix factors (10P's) to promote the Thailand
Riviera gastronomy tourism potential, which are related in some topics. To be used as a

guideline for further promotion of gastronomy tourism.

Keywords : Gastronomy Tourism, Service Marketing Mixes, Thailand Riviera
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Abstract

Food waste is a global phenomenon according to its consequences upon sustainability,
which is considered as an inevitable spike of the hospitality industry especially in hotel’s
buffets. This descriptive study aims to find the awareness and contemporary thinking of tourists
upon the food waste problems in Thailand including the motives and perception influencing
tourists to eat at a hotel’s buffet in relation to food waste. Furthermore, description of food
service providers concemns and food waste management in the properties in relation to the
government’s campaigns and guidelines. This study deployed mixed methods of in-depth and
semi-structured interviews, focused group discussion, personal observations and survey
questionnaires, of which all data is analyzed by utilizing content analysis, color-coding and
constant comparison analysis methods. The objectives of study were 1) to measure the degree
of awareness and contemporary thinking amongst tourists regarding food waste from the
hotel’s buffet in Bangkok, 2) to understand the main motivations and perception that influence
tourists travelling in Bangkok to have buffet in relation to food waste be in clustered, 3) to
explore the food service providers’ concermn towards food waste problems in relation to
government’s campaigns, and 4) to find out the ways to manage the food waste of the food
service providers with governmental supportive guidelines upon the leftovers. The results
reflected that awareness of domestic tourists is low compared to international tourists, whilst
the top three motivating factors arousing tourists to visit hotel’s buffet are special occasion,
value of money, taste and quality, and variety of food offered. Secondly, perception of tourists

towards food products, service and dining experience were all mentioned including buffet’s
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promotion. For the hoteliers, the concern of general waste is more consider rather than food
waste. The policy of food waste minimization has not been passed down to the operational
staff and receives less support from government. The hoteliers have also faced a great
challenge of value and expectation of the tourists seeking for full function of food service while
payment has been made. Thus, additional practices of live cooking, food donation and

giveaway, and waste sorting were suggested to be more practical.
Keywords: Food Waste, Hotel Buffet, Tourist Motivation, Perception.
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Introduction
The hospitality and tourism sectors are considered as two main players in some

countries as major revenue generators, which contribute their functions to the national
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economic growth in multiple ways. Service-oriented enterprises cannot start their engines
without tourists and tourists require shelters to re-boost their energy and vitally, food for
living, which results in the need of businesses. In tourism, food is more than nourishment
and extends to visitor experienced and attractions (Henderson, 2009). Problematic issues
towards food wastage have been uprising from tourism and hospitality activities, which can
be called hospitality waste, which negatively reflects the industry from a sustainability
perspective. Food waste is responsible for an astonishing 8% of global carbon emissions
(Hyland, 2020). Hospitality enterprises require the food and beverage suppliers to fully
supply their products to serve the demand of the tourists at all levels. The intensity of
food waste could rise tremendously due to the socio-cultural events of tourism activities
with festive vibes promoting extra portions of food and over-supplied beverages for
celebration in several traditional festivals and cultures. Cultural norms that portray food
waste as reflecting good hospitality further aggravate the problem (Wang et al., 2017).

Thai hospitality reflects the tourists’ perception upon good service, excellent fine-
dining, glorious accommodation, which are delivered to the rest of the world during the
length of visits through service mind of Thais. Generally, the accommodation of each
country reflects the inherent service mind of the origin’s cultures. Thailand’s vibrant
tourism and hospitality sector has played an increasingly important role in the economy in
recent years, boosting many related businesses and helping compensate for slow growth
in other sectors (Thailand Incentive and Convention Association, n.d.). Thai society has been
also accepted for their cultural harmony; thus, Thais always celebrate the festivals of many
cultures; not just their own. In addition, shopping accessibilities are widened from the mega
shopping malls to local walking streets and night markets with scrumptious culinary
experiences with a limitless range of food and drink choices especially buffets, which have
been developed for long time under the concept of all-you-can-eat for a single price per
person.

Buffet-style meal serving is a very popular method of serving food in the hospitality
industry and an important part of the service quality in hotels (Wilkins, et al., 2007).
Unfortunately, buffets often generate food waste, increase food consumption and costs
because more food production to reach the demand of the guests. At buffets, people tend

to overload their plates due to the wide variety and abundance of displayed food available
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to them, at no extra costs (Kuo and Shih, 2016). From this context, demanding more food
increases hospitality waste, and negatively affects the environment, because more food
requires more produces of crops planting, transportation, cost of storing, and food process,
which can be defined into two scopes are increasing in food consumption and production,
and food waste for overloaded and unconsumed plates. When the food service providers
have to produce more food, they would demand more ingredients. An average 5-star hotel
buffet throws away up to 50 kgs of edible food during each service period (PATA, 2018).
The study investigates how well tourists acknowledge and their main impetus influencing
lavish consumption in buffet restaurants including how well do the food service providers’
aware upon food waste management in compliance with governmental support.
Perspective and actions of hoteliers implemented to prevent and/or reduce food waste of

their food surplus in the hotel are also in an account.

Objectives

The main objectives of this study are 1) To measure the degree of awareness and
contemporary thinking amongst tourists regarding food waste in the hotel’s buffet in
Bangkok, 2) To understand the main motivations and perception that influence tourists
travelling in Bangkok to have hotel buffet in relation to food waste be in clustered, 3) To
explore the hotel’s concern towards food waste problems in relation to government’s
campaigns, and 4) To find out the ways to manage the food waste of the hotel with

governmental supportive guidelines upon the leftovers.

Scope of research

This research is intended to focus on the tourist's perception against food waste that
have been generated by food service providers, the stimulus that influence tourists to
consume food extravagantly, concern about food waste and government promotion of
food service providers and the actions of the providers upon the food waste management

of the leftovers in the properties situated in Bangkok, Thailand.

Conceptual Model
The conceptual model has been adapted based on the theoretical theories of
Environment and Food Consumption Theory (Wansink, 2004) as figure 1. The framework

focuses on both side of tourists and food service provider. For the tourists, self-motivation of

36 Tourist’s Perception of Buffet’s Food Waste in Hotels in Bangkok
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eating habits, eating atmospherics, eating effort, eating with others, and eating attractions
upon making decision to dine at hotel’s buffet in order to know the stimulus of partaking
and volume of consuming food at the restaurant. Whilst food environment of services
provider of salience of food, variety of food, size of portion, shape of food equipment, food
presentation, and quality of service, is considered in order to glimpse the attraction in
relation to the volume of food that tourists load on the plates and number of leftovers.
Furthermore, the influence of government’s food waste reduction initiatives and promotions
that could reduce to volume food waste generation by increasing tourists’ self-awareness
upon the consumption of food as well as the hotel’s buffet restaurant’s awareness in term

of the ways to serve the tourists and leftovers management at the back of the house.

Public promotion

towards food waste

Food environment provided
Self-motivation Food Service Providers
- Eating habits
- Eating atmospherics - Salience of food
- Eating effort Volume of Food Waste - Variety of food
- Eating with others - Size of portions
- Eating distractions - Shape of food equipment

- Food presentation
- Quality of Service

Self-food waste
acknowledgement

and leftovers actions

Figure 1 An Extended model explains the nexus of tourists and food service providers in

food waste.

In summary, this was scoped to the study on perception, self-acknowledgement
and tourist’s self-motivation of tourists themselves in general as well as motivations that
attract tourists to have a meal at the buffet restaurant from the food environment of the
hotel upon food waste from hotel’s buffet. In addition, this is to see how government

could assist tourists’ thinking and support hoteliers about food waste management.
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Definition and Terms
Awareness and contemporary thinking
This term means tourists’ understanding of the meaning and dynamic of thinking
process upon the issue of food waste in the society.
Culinary experience
The nostalgia experience in term of eating myriad kinds of food in the particular
local residency of the destination while traveling. The culinary experience bursts culture
understanding between tourists and all components in the area such as history, heritage,
ways of life, local ingredients and recipe, exotic tastes and precious cultures hidden in the
culinary indulgence.
Food Service Providers
This refers to the hotel buffet restaurants both located at the hotel and other places.
Food Waste
It refers to the leftovers of the produced foods and will be threw away after the
shop closes for safety and freshness concerns including unfinished food that tourists taste
and discard after they find themselves unflavored of the tastes.
Hospitality waste
This refers to the waste the has been generated by the hospitality and tourism
activities in their daily functions.
Perception
The understanding towards the existence of food waste and action of buying steps
of tourists.
Self-motivation
This refers to the tourist’s inner influencers in making decision to have a meal at

the hotel’s buffet restaurant.

Literature Review

Similarities of the studies are the degree of waste of food depends on the level of
perception, awareness of tourists per their inner stimulus and personal factors, which
strongly and relevantly link to problems of food waste including consumers’ behaviors of
over preparation, surplus purchase, and incorrect conservation of food. The problem is not

solely relying on consumers side, but the entrepreneurs and businesses are involved as
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well in term of waste managerial skills, trad-off, increasing profitability by reducing food
loss, and awareness of waste reduction of the top management team in all areas of the
buffet restaurant. The degree of the awareness depends on the external factors arousing
tourists to take actions and the inner factors of each guest coming from different countries
also influence the eating habits based on the reviewed literatures.

Hospitality Business’s Perspective: This seems like hoteliers opine that food wastage

management has greatly impacts for hotel operations. Hoteliers cannot reach the zero food
waste level due to the inherent characteristics of the industry (A. Rudmi Chehanika
Sandaruwani, W.K. Athula C. Gnanapala, 2016), because of the diversity of tourists
behaviors. A variety of foods is expected to be tasted in the hotel restaurant as well as the
attitude of the amount of the food presented inside the restaurants represents the hotel’s
quality as per tourist’s satisfaction. Furthermore, consumerism behavior or negative eating
habits make the issue worsen in either way. Therefore, the error of sustainable practices in
hotel businesses has been challenged by the leftovers. Nevertheless, the cost of energy
can be reduced by the use of the food waste in several ways. In addition, this problem is
totally under the vision of the top management team of the hotels in term of reducing the
cost of energy and maximizing profit margin generated from the hotel’s leftover by every
feasible means.

In line with this, food waste problem is not just only for the consumers/tourists, retailers
and food providers can be a part of the waste reduction like two-way communication. Only
holding the consumers accountable and expecting them to solve it will not solve the
problem of food waste; marketing and retailers should also consider ethics when it comes
to food distribution (Bravi, L., Murmura, F., Savelli, E., & Vigano, E., 2019).

Food and Socio-culture: Tourism activities also play a crucial role upon the

psychological drivers including the perception of learning local integrity, and identity via
culinary experience, and local festive hype. Changing eating habits during certain periods
of the year and food surplus have a strong impact on food waste behaviour (Aktas, et al.,
2018). The over-preparation of food for festival cerebration provides variety of choices for
tourists, but it also leads negative effect towards sustainability, when tourists do not intend
to consume all of those choices causing leftovers. Local food consumption moderates the

relationship between tourist perception of local food and destination image (Mohd Zahari,

anudlanedureremsainfruemsuuuyrindlulsusuvesinvienfislunganmy 89



Dusit Thani College Journal Vol.15 No.1 January - April 2021

Mohd Salehuddin & Hanafiah, Mohd & md zain, nur adilah, 2018). Food provided by local
citizenry contains socio-cultural legacy, which glorify the destination image. It also arouses
tourists to try various kinds of food available in the area, on the other hands, venders tend
to express their hospitality power by offering variety of food choices causing over-
preparation and food surplus especially during local festivals.

Food and Economy: Culinary experiences portray critical roles as an income generator

promoting economic growth in the area and nearby vicinity. Food also creates employment
and income to local community due to the fact that this job excels feasibility of granting
high income in the hotel. The production of food preparing for buffet requires multiple
suppliers from different areas, this generates income to several suppliers at a place.

The waste has generated negativities of food and waste management costs of the
hotel as well as natural pollution caused by the leftovers. In the countries where food
waste is widely acknowledged, they have implemented some policies of penalty and fine

of having leftovers.

Research Methodology

This study aims to study the awareness and thinking of tourists and service providers’
opinions towards food waste and its impacts to the economy, nature, and socio-culture under
the lens of culinary experiences in Thailand through the mixed-methods. A survey, on-site
personal observations, focused group discussion, semi-structured and in-depth interview are
used for the study in order to gain data from the selected site. There were 37 informants
comprising of 14 international tourists, 12 domestic tourists and 10 trainees, 1 former Food and
Beverage Manager, intended to be targeted as sampling frame as well as personal observations
at the 5-star hotel. Semi-structured questionnaire was utilized to investigate the 26 tourists
regarding the acknowledgement upon problem of food waste, and motivations of having buffet
at the hotel. The in-depth interview was implemented to acquire information from the trainees
and a former Food and Beverage Manager including focus group discussion amongst trainees.
Questionnaires were distributed with questions about reasons and perceptions.

The data collection extracted from the interviews was based on nonprobability sampling
and purposive sampling technique for this study because this technique eased the researcher
to contact and define the related respondents. There were 10 questions asking about

awareness upon food wastage problem including contemporary thinking and motivations that
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influence the tourists’ eating habit to have a meal at the hotel with 5-point Linkert scale
(strongly agree, agree, neither agree nor disagree, disagree and strongly disagree) asking about
their perception, motivation that influenced to partake at the hotel’s buffet. Food waste
awareness and implementation of 10 hospitality trainees finishing 6-month internships at
several 5-star hotels all across the Thailand especially focusing on the kitchen and front of the
house sections, and an experienced informant are critically needed to be comprehended upon
pre and post actions for the food preparation, leftovers and food surplus guided or related
the government agency via in-depth interviews and focused group discussion of trainees who
have completed internships in different properties to seek for different practices. Self-
participant observation was applied to glimpse the data from both wings of the problem.
Furthermore, secondary data has been collected by reading through published literature under
the scope of food waste problems and management as well as tourists’ perception, motivation
and behaviours. References from the websites available including news, both academic and
general journals, researches, and other related sources from the internet are included. The
collected data were analysed by deploying constant comparison analysis, content analysis and

colour coding to pinpoint the key findings.

Results

The results have shown in two sides of the food waste generation, which are tourists
and food service providers sides, where both players are indirectly in relation to the
government promotion.

Awareness and Contemporary Thinking

This section was a result of doing a distribution of the questionnaire to the tourists.
For the tourists, there are different in degree of knowing about the food waste problem
between foreign and Thai tourists respectively. Most of foreign tourists knew some
campaigns and initiatives promoted by other government agencies and other organizations,
while Thais were absent, but they were able to identify impacts of the food waste under
sustainability and feasible solutions.

Motivations and Perception of Having Hotel’s Buffet

The top three reasons and motivation visiting hotel’s buffet are special occasion,
value of money for perceived taste and quality and perceived variety of food offered.

Perception of the hotel’s buffet was focused on three sub-topics are food products, service
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and dining environment. For the food products, variety of menu choices and pleasing
salience of food were importantly marked respective and for freshness of food and
flavourful taste, these two elements importantly selected equally. Service, efficiency of
service, helpful staff, product knowledge of staff and friendliness of staff were vitally
chosen respectively. For dining experience, most of the respondents preferred relaxed
atmosphere and ambience, where layout, location, and appearance of the staff working at
the buffet restaurants were important respectively. In addition, promotion is also important
for decision making as well. This was the result from a distribution of the questionnaire to
the tourists.

Food Service Providers Concern about Food Waste

This scope of result was analysed based on the information obtained from practicing
in-dept interviews with trainees and a former Food and Beverage Manager. This was
identified as self-practice and indirectly minor influenced by the government. The hotels
did the waste reduction in order to gain the certificates and supportive money, where food
waste was a fragment of the total waste of the hotel. The cost of investment for food
waste program was too high to do separately.

Furthermore, the policy of food waste was set but did not much transcend to the
operational staff. The food in the buffet restaurant was depended on the guests’
satisfaction and expectation. Hotels were unable to deny serving food or reduce the portion
of the food because the guests’ value was already paid, which created the dilemma for
the hotels to choose between lost the cost and reduced the food waste or lost the guests
and lost income. Furthermore, hospitality waste was inevitable especially in food
preparation process where inedible parts were thrown away.

Hotel’s Buffet Restaurant Implementation upon Food Waste

Hoteliers have attempted to reduce the waste of food, but it did not completely
work. Besides, reducing the salience or food choices were not unappreciated, because
these were depended on the tourists’ demand. Thus, the best ways to reduce the waste
were under hoteliers’ responsibility. Implementations of live cooking, waste sorting, food

donation, selling and giveaway, were implemented to reduce the waste of food.
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Discussion and Conclusion

Food Waste

Actual and Perceived Food Products and Service

Valued and Expected Eating Habits

Service Providing with Food Waste

Findings

- Degree of awareness
upon food waste is
high amongst
international
tourists, but low in
Thais.

- By the ways, both
kinds of tourists are
able to indicate the
problematic habits,
feasible solutions
and the level of
government
engagement

- Eating habits
towards familiarity

and special

Findings

- The main
motivations are 1)
special occasion, 2)
value of money,
taste, and quality,
and 3) variety of
food choices
offered.

- Perception: variety
of menus is the
most vital, efficiency
of service is highest
expected. Relaxed
atmosphere and
ambient and
promotion are

expected.

Findings

- Low engagement
between government
and hoteliers.

- Self-practice in holistic
hospitality waste due
to the cost of food
waste prevention
program, with direct
concerns of achieving
higher standard and
supportive money.

- Managerial food waste
policy does not
applicable in
operational staff and
waste is inevitable.

- Guests do not get
involved causing one-

handed attempt of

Findings

- Rough waste sorting

- Live cooking

- Reducing salience

- Food donation

- Food recycling

- Leftovers selling

- Leftovers giveaway
for staff

- Inevitable food
waste during food
preparation process
is the most critical

waste generator.

RO1

To measure the degree
of awareness and
contemporary thinking
amongst tourists
regarding food waste

from the hotel’s buffet

RO2

To understand the main
motivations and
perception that influence
tourists travelling in
Bangkok to have buffet in

relation to Food Waste

RO3

To explore the food
service providers’
concern towards food
waste problem in
relation to government’s

campaiens.

RO4

To find out the ways to
manage the food waste
of the food service
providers with
governmental supportive

guidelines upon the

Tourists

Food Service Providers

Figure 2 Derived Model of Key Findings and the Issue.
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Above figure elicits all of the findings and the linkages of the research objectives,
findings and the issue, which are deeply explained respectively.

For the research objective number 1, awareness and contemporary thinking amongst
tourists regarding food waste from the hotel’s buffet in Bangkok obtained by the survey,
tourists already know the impacts of the food waste towards sustainability. The waste can
generate harmful impact to nature as piles of garbage and toxic substance. In addition, the
problems of scarcity, hunger and unprivileged issues are highlichted from the tourists’
opinion. Lastly, cost of production of food producing is mentioned in terms of hotel
operation itself as well as in national level. Feasible and basic practices that tourists could
do to reduce the food waste are about limitation of the food plating, which is needed to
be in appropriate amount in the concern of eating habits changing, and awareness uprising.
Furthermore, the recommendations for the service providers were suggested such as food
tasting, made-to-order serving style, take home for the leftovers, and food donation and
food recycling for the people in need. Financial penalty of extra charge is also
recommended against the and over-plated case and leftovers.

For the research objective number 2, the main motivations and perception that
influence tourists travelling in Bangkok to have buffet obtained by the questionnaire were
shown that having meal at the hotel’s buffet mostly happens on a special occasion, as
well as variety of food choices and value for money, taste and quality perceived, which in
coherent of the hotel’s side. The perception towards hotel’s buffet is also indicated in
three scopes are food products, service, and dining experience. Variety of food assortment
is the most preferable, efficiency of service is expected and relaxed atmosphere or eating
ambience is also in a factor. Promotion and dining packages are also one factor that
influence tourists to visit a hotel’s buffet. For food service providers, variety of food offered
leads the packs of other motives followed by quality of food and service, promotion and
dinning ambience. As the nature of the hospitality industry, hoteliers are expected to
provide full function for the guests, because the payment has been made, thus, the
quantity of the salience of food on the counter must be spot-on to reflect the value and
the fee. In addition, the full scale of appearance of the food shown also influence the
guests to visit the restaurant causing the dilemma of food waste from preparation and the

income. Furthermore, the intake of food is diverse due to the familiarity and eating habits
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if the guests, where the most preferable menu is on high demand is unexpected. From the
personal observation, familiarity of food is one of the most factors that influences eating
habits of the guests. Special occasion drives the food consumption and over-grab
behaviour, guests’ birthday and family meeting increase the enjoyment and derive spoil
behaviour leading to leftovers.

For the research objective number 3, food service providers’ concern towards food
waste problems in relation to government’s campaigns on the tourist’s sides extracted
from the in-depth interview with a former Food and Beverage Manager, most of Thais do
not have any acknowledge of the government initiatives towards food waste in the country,
in contrast foreign tourists have acknowledged all schemes and practices of food waste
prevention of other countries. From the food service providers’ perspective, there is some
acknowledgement of the food prevention in management level whilst staff in operational
and trainee level do not perceive much about the food waste. In fact, the campaigns are
initiated by the hotel itself for achieving the 1SO14001 benchmarks, where food waste is
partly considered as well as gaining supportive cashback from TCEB is the main motive of
practicing, not the core problems of the food waste.

Lastly, for the research objectives number 4, the ways to manage the food waste of
the food service providers upon the leftovers is not directly intended to reduce the
hospitality waste acquired from the in-depth interviews and discussion of trainees,
therefore, the practices are loosened in some area especially in the small units of the
kitchen. Food preparation process is the unit that creates lots of food waste due to inedible
parts of ingredients. Practice of the guests is zero due to the maxim that they expected
high level of value of food, beverage and service, because the guests pay high price for the
meal. Uncontrollable guests’ behavior is highly rated, which is diverse depending on each
guest’s perception and preference of eating habits. The existing food waste policy of the
hotel does not reach down to the low-level staff and in reality, this is extremely hard to
sort every type of hospitality waste, because there is not solely restaurant that generates
waste. If all single type of waste is sorted, this practice wastes of time and manpower.
Waste sorting is work for some properties where the relationship between the hotel and
food waste buyers are strong such as farming, and charity. Live cooking promotes freshness

and fancy cooking abilities showcasing in front of the guests. Food service providers are
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benefited from the stockpile for other meals, reputation as the CSR, fantasy cooking
demonstration showing potentiality of service, whilst there are also some dilemmas of cost
control because live cooking requires more staff standing by at each station. In addition, if
the smaller size of portion incites greater guests’ dissatisfaction as drawbacks of attempting
to reduce food waste.

According to the result, the findings gained from the food service provider side from
the business perspective share the same result with the research of A. Rudmi et al., 2016,
stated that this seems like hoteliers opine that food wastage management has greatly
impacts for hotel operations. Hoteliers cannot reach the zero food waste level due to the
inherent characteristics of the industry. This happens because the hoteliers need supply
all the guests’ wants to reduce the dissatisfaction. Reducing the amount of food on the
counter greatly impacts the tourists’ satisfaction in term of value that has been made.
Consequently, the failure of sustainable practices upon food waste management in hotel
businesses has been challenged by the leftovers and the attitudes and eating behavior of
the tourists.

The concept of all-you-can-eat is quite popular in Bangkok, where tourists can witness
multiple of buffet restaurants. The concept drives the misunderstanding of eating habits
and reduce importance of food surplus and food leftovers as food waste. The more
consuming leads more food production and preparation, which is the most function that

creates food waste.

Managerial Implications and Recommendations
For Hospitality Businesses

Hospitality and food wastes are ones of the severe topics that all service-centric
businesses have to encounter as their specific traits, promising to serve the guests at their
maximum service capability as the expectation of the guests. Reduction of the things that
guests have been experience and well as portions that appeared in the promotional
pictures emerge instant complaints, which is also important for hospitality industry.
Hoteliers should intend to compile prevention of food waste on their sides with alternative
ways in buffet line. Live cooking and siving staff food surplus and leftovers are good practice
as well as made-to-order service. Decoration, structural layout of counters as well as food

portions can be reduced by putting more decorative items. Serving containers could be
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reduced to create illusion and influence to return to the seat faster because their plates
are full as well as food tasting for guests, who desire to experiment on different menus in
small portion. Research of group of the guests’ nature getting from the seat booking is also
recommend, for instance, Thai guests’ fondness for seafood and Japanese food, therefore,
noodles, creamy soup or other Western food production must be reduced including the
guests’ food familiarity. Crucially, food waste from food production process could be
alleviated by the menu design by the chefs to seek for the menu that requires less
preparation but still look fantasy
For the Government
This study shows that domestic tourists of Thai are lack of knowing about food
waste in general. Pollution Control Department in collaborating with other agencies both
public and private sectors could rise the awareness and contemporary thinking towards the
impacts and reduction of the food waste massively. For example, integrating food waste
knowledge and prevention with popular cooking television programs, that reach a lot of
views and rating both in television and online platforms such as MasterChef Thailand, Iron
Chef Thailand, Top Chef Thailand, etc. Hopefully, the indirect messages of food waste
could be seeped and acknowledge. Furthermore, launching more campaigns and
collaboration with hotel enterprises is suggested to obtain critical information with the
hospitality and tourism businesses to see the real situations for better and practical
schemes.
For General Public
Self-learning of the world sustainability is important. Discontinuation of being greedy
and serious focus on the value of money could be diminished by knowing yourself how
much you are able to eat. If the plates do not fulfill the hunger, just walk and grab some
more. This is to delay the consumption and reduce risk of leftovers. The value of food and
quality is still remaining the same because the buffet service providers are still serving their
guests foods. Being open-minded to care the world more than ourselves is positively
suggested.
For Hospitality and Tourism Schools and Colleges
Education and self-learning are also paramount and play vital roles to increase the

awareness of food waste thinking and the perception of the hospitality waste issue
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especially the food related one. When the younger generation has garnished the issue from
the school’s courses, since their young ages, there is high possibility that the knowledge

will have an ongoing effect and be reflected in their future eating habits.
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Abstract

The objectives of the study were to present guidelines for the development of
academic service models from higher education institutions in the service industry. The
total data of 283 participants were collected. The research instrument was a questionnaire
and structured interview questionnaire.

The study found that 1) the needs of the community to receive academic services from
higher education institutions in the service industry were quite different in terms of types
of academic service recipients. Both in terms of organizational characteristics, learner
characteristics, availability of equipment and locations, the way to make an appointment,
the nature of demand, duration of the activity, the safety in the event site and the
consultation with officials in the organization, 2) In terms of the satisfaction of academic
service recipients from higher education institutions in the service industry, it found that
overall satisfaction with academic service was at the highest level. To consider each aspect,

it was found that the area that academic service recipients were most satisfied with was
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the aspect of applying knowledge to use followed by the academic service provider
respectively, 3) in case of factors affecting the satisfaction of academic service recipients
from higher education institutions in the service industry, it found that the variable of the
organizational types had an effect on the satisfaction of academic service recipients from
the higher education institutes in terms of the academic service process or process of
academic service providers and location / duration with statistical significance. But it did
not affect the satisfaction of the recipients of the knowledge to be used, and 4) Guidelines
for the development of academic service models from higher education institutions in the
service industry found that there are suggestions for development in the process or the

process of providing academic services.

Keywords: Academic Services, Specialized Higher Education Institutions in the Hospitality

Industry
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Abstract

This research aims to analyze the problem of Chiang Rai OTOP pros=ducts in terms of
product development by using research and development process, and to connect the
product market with the brands in order to receive the international standard for product
development. The samples in this study were 20 products, divided by 5 product groups,
consisting of 7 products from food group, 4 products from beverage group, 4 products from
clothing group, 4 products from instrument and souvenir group, and 1 product from non-
food herbs group. The sample group was obtained though the survey of product potential
and entrepreneur's interest using research and development process. A quality method

was implemented to find out the research results. This research is conducted by using the
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methodology of qualitative research which consisted of focus group discussion, rural
system analysis, a topic related literature reviews and in-depth interviews, and participation
observation. The researchers used the entrepreneur's knowledge development process to
understand the creation of products that meet the needs of consumers in the international
market, maintain the identity of the origin and develop the standard stipulated in the
international market as a knowledge of product development and packaging. Research has
shown that entrepreneurs can develop their potential to promote OTOP products and

increase distribution channels and offer products to be competitive internationally.

Keywords : Research and Development, Product Development, Brand Development,
International Standards

UNANED

nMeseiifnnusrasdiiioTinneanmiigmuesndnsueindshvaniudadue Smia
Weesne Tunsiaundandndugimenssuiunsidouaziaun (Research and Development)
nazidenlosnannndnsia uaznsdudlildunsgiussdivanaiamndn e nauiiegis
Tunsfnuadadl $1unm 20 wanstae Tasutsmudssanvomwanfos $1uau 5 nau Téud nay
91T 91U 7 HARS A naaLATeaRy TIuau 4 nARSel ngudn 1a3osussne 1w 4
wandae nguvesld veannuda vesiisyan S1udu 4 nandasi wazngu ayulnsildlyeinns
$1uau 1 wandnst nsldindenguiogislnenisasiuiidsadneninvesnd adusiuazainy
aulavew]Usenaunis 1¥nseuiunisidenwuy R&D (Research and Development) wagding
HAUKATUITUIIAMAIN 18U NITEUNUINGY (Focus Group Discussion) wagldinatian1susyys
\feszauauAn NsUsBiiuATIeRsEUUYLYY (Rural System Analysis : RSA) Tngsausiuteya
INNITIATIERLBNET NMsFUNIBalIEdnLaznTdLnaLUUTaINs Tdnssurunisiawn
psAmuFveUsznoun sl finnwdendlalunsadiawdnfusinnsmmanudeanisves
Juslanlunainaina assmdnualvesdudlauaziamnuinsgruliifuiivensuvesmainaina
Aadusadanud anudlafsrfumsiaunndnse ussadue wazilewnmudnening 1u
19 q Tidunquifusznoun1s OTOP uagasnsauszydusiusudndaei OTOP uazifiuteq

NNTINTINUI8FUAT S DaUeNAR S vesrulnglraunsawdatulalusEAvaNna

[y Y

ANEIARY : MITuaziTALY MITRWIHARSNTT MITRUIASIEUAM 1RsgIUIERUEINa
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Imue 2558 2559 2560 2561 2562

Tuusema | 1,723,900,016 | 2,074,610,553 | 2,533,657,734 | 3,047,166,463 | 3,855,592,243

finausewmA | 257,284,680 | 345463410 | 334,577,071 | 450,029,143 | 450,421,324

33 1,981,184,696 | 2,420,073,963 | 2,868,234,805 | 3,497,195,606 | 4,306,013,567

1'7ian : Community Development Department, Ministry of Interior. (2561).
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Abstract

This research objectives were 1) to study current situation, problems, and obstacles of
management and 2) to propose management guidelines of the Modern Construction Material
Stores. The main informants were 16 entrepreneurs of Construction Material Stores in Muang
district, Surat Thani Province. Data were collected by in-depth interview and analyzed by
content analysis.

The results found that most Construction Material Stores were registered as sole
proprietors. The business have been operating for more than 10 years. The main customers
are villagers, due to the Economic Fluctuations causing consumers to be careful in their
spending. There is a more economical behavior change. Consumers are planning on spending
the money and reduce luxury spending. 2) Competition from other entrepreneurs of material
stores is increasing in Mueang Surat Thani district viz consumers have more options thus
causing consumers to purchase fewer construction materials causing the income to decrease
which counts as an impact on each other. 3) Product problems; There are many types of

products and a lot of so it’s difficult to checking the stock and the product does not satisfy
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customers' requirements including some products are large such as glass or aluminum makes
it difficult for lifting the product and transportation.

The management guidelines of the Modern Construction Material Stores are: 1) The main
activities including the supply chain is procurement of raw materials with most operators
purchase raw materials through distributors from the company. The operational is product
management by placing products into categories, inventory management, the business has
inventory control with computer application to calculate the suitability to order and employee
management by clearly dividing duties as salesman must have expertise and knowledge in
selling and can explain product. Distribution is selling products to consumers directly. 2)
Additional activities consisted of Strategic planning is observing the buying behavior of
customers and select products to satisfy customers' requirements. Human Resource
Management is giving knowledge about products to employees to build sales confidence and
financial management is to make clear accounts and focuses on selling it in cash to have cash

flow within the business.
Key word: Management, Modern Construction Material Stores
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Abstract

This research objectives were 1) to study current situation, problems, and obstacles of
management and 2) to propose management guidelines of the Modern Construction Material
Stores. The main informants were 16 entrepreneurs of Construction Material Stores in Muang
district, Surat Thani Province. Data were collected by in-depth interview and analyzed by
content analysis.

The results found that most Construction Material Stores were registered as sole proprietors.
The business have been operating for more than 10 years. The main customers are villagers,
due to the Economic Fluctuations causing consumers to be careful in their spending. There is
a more economical behavior change. Consumers are planning on spending the money and
reduce luxury spending. 2) Competition from other entrepreneurs of material stores is
increasing in Mueang Surat Thani district viz consumers have more options thus causing
consumers to purchase fewer construction materials causing the income to decrease which
counts as an impact on each other. 3) Product problems; There are many types of products
and a lot of so it’s difficult to checking the stock and the product does not satisfy customers'
requirements including some products are large such as glass or aluminum makes it difficult
for lifting the product and transportation.

The management guidelines of the Modern Construction Material Stores are: 1) The main

activities including the supply chain is procurement of raw materials with most operators
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purchase raw materials through distributors from the company. The operational is product
management by placing products into categories, inventory management, the business has
inventory control with computer application to calculate the suitability to order and employee
management by clearly dividing duties as salesman must have expertise and knowledge in
selling and can explain product. Distribution is selling products to consumers directly. 2) Additional
activities consisted of Strategic planning is observing the buying behavior of customers and
select products to satisfy customers' requirements. Human Resource Management is giving
knowledge about products to employees to build sales confidence and financial management is

to make clear accounts and focuses on selling it in cash to have cash flow within the business.
Keyword: Management, Modern Construction Material Stores
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Abstract

This research article purposed to study the entrepreneur’s opinion of Koh Kerd Homestay
in terms of integrated management strategy based on McKinsey's model, Phra Nakhon Si
Ayutthaya Province which certified by Thai homestay certification. The qualitative research as
the main approach to conduct this research through the in-depth interviews to seek the
information of managing the Koh Kerd Homestay to achieve the Thai homestay certification
based on the entrepreneur perspective. The result found that Koh Kerd Homestay unofficially
structured the organization chart as the functional departmentalization and the main strategy
to present the uniqueness in terms of local and natural community. Also, Koh Kerd Homestay
always recorded the information relevant with the accounting system to monitor the cost of
business. The style of management which integrated the science of business administration

with the good attitude of staff to provide their service based on the Thai herbal knowledge,
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traditional Thai desserts, and traditional Thai dance to create the share value to perform and

achieve in the same goal.
Keywords : McKinsey, Thai Homestay Certification, Koh Kerd Homestay,
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Abstract

The purposes of the research were: (1) to study the level of employee engagement of
4-5 star hotels, (2) to study factors that affect 4-5 star hotel employee engagement (3) to
offer advice on promoting organizational engagement of 4-5 star hotel employees in
Pattaya Chonburi. This research was survey research. The sample was 376 of employees in
4-5 stars hotels in Pattaya, Chonburi. A questionnaire was used as a tool for gathering data.
Statistical analysis included the percentage, mean, standard deviation and Multiple
Regression Analysis was applied.

The results; level of employee engagement of 4-5 star hotels in Pattaya Chonburi found
that the engagement in all 5 areas, including willingness and dedication to work for the
organization. Pride of being a part of the organization, the need to maintain membership
of the organization, loyalty to the organization and the sacrifice for the organization are

high level, factors affecting the organizational commitment of 4-5 star hotel staffs in Pattaya
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Chonburi found that interpersonal relationships (colleagues and supervisors), quality of
work life (working environment and balance between work life and other aspects of life)
and work (pride in work, variety of jobs and job challenges) positively correlate with
organizational commitment.

The researcher then concluded and design sguidelines for promoting organizational
engagement as follows: “3C + BEVP” which consists of Colleague, Commander, Challenge,
Work Balance, Work Environment, Variety and Pride. The researcher proposed guidelines.
To used as guidelines for solving problems or encouraging employees to love and increased

ties with 4-5 star hotels, with emphasis on various factors as already mentioned.
Keywords : Employee Engagement, Employee and Hotel
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Abstract

The objectives of this research are to study the demographic characteristics of foreign
tourists who come to stay at hostels and to study the expectations of foreign tourists who
stay at hostels in Mueang District, Chiang Mai Province. Data was collected from the
questionnaire of foreign tourists staying at hostels in Mueang District, Chiang Mai Province,
a total of 400 people, analyzed the data by using statistical software packages.

The study indicated that most respondents are male between the ages of 18-27 years,
they have a bachelor's degree. Income is less than 10,000 baht, most of them are students.
There is the greatest expectation of safety while staying in the hostel. Foreign tourists have
overall expectations of using hostels in terms of personnel service providers, location and
room characteristics at the highest level of expectation, respectively Therefore, hostel
operators should give priority for services that meet the expectations of tourists, such as
shared dormitory rooms which have territory and there are curtains to cover the bed, food

service is clean and delicious, and security services such as CCTV.

Keywords: Expectations, Foreign Tourists, Hostel
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Abstract

This research “Roadmap of research and academic services in the social sciences and
humanities of higher education institutions in the next decade” is future research with
the objectives of the research: 1) to study the conceptual framework 2) to study the
needs of research and academic services. 3) to develop a roadmap for research and
academic services in the social sciences and humanities of higher education institutions
over in the next decade. Examples include administrators and faculty members and
analyzed data by means of content validity and frequency, mean, and standard deviation.

The results of the research were as follows:

1. Conceptual framework for mapping research and academic services in the
social sciences and humanities of higher education institutions in the next decade, ie
universities have knowledge; innovation Ranking to develop a Time Series research that is
in line with the needs of the country; preparing for graduates to be able to work properly,
focus on community engagement, focus on innovation and technology development.

2. The results of analysis of needs for research and academic services in the
social sciences and humanities of higher education institutions in the next decade

consisted of 6 issues, namely: 1) the creation of knowledge and innovation in the social
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sciences and humanities of faculty and / or students. 2) Application of knowledge and
innovation in social sciences and humanities of faculty and / or students to serve society.
3) need for research and academic services in social sciences and humanities of higher
education institutions. 4) a guide map for research and academic services in social
sciences and humanities of higher education institutions in the next decade. 5) guidance
framework showing direction of research and academic service in social sciences and
humanities in the next decade. 6) conceptual framework for mapping research and
academic services in social sciences and humanities of higher education institutions in the
next decade

3. The development of long-term and short-term research guidance and
academic services in the social sciences and humanities of higher education institutions in
the next decade, focusing on “Crucial Support, Need and Radical Direction to Future”, is
to support and respond to the demand, and also important and setting a clear direction

for the future.

Keywords: Roadmap of Research and Academic Services, Social Sciences and

Humanities, Higher Education Institutions in the Next Decade
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Abstract

Product development of the rice berry pastry with stuffed pineapple in Prachuabkhirikhan.
The purpose was to develop the rice berry pastry with stuffed pineapple and study the
nutrition in rice berry pastry with stuffed pineapple. The result shows that rice berry pastry
with stuffed pineapple in terms of three levels which consisted of smell, color, and texture
were not different at (P>0.05), the color was at PS01, and PS 02 which were not different.
The likeness of the PS01 formula was different from PS02 and PS03 which added rice berry
at 10% at (P<0.05). The overall preference in the term of smell, color and texture were at
the highest level (X) = 6.05, 5.73, 5.60) and the likeness of color and texture were sequent
at (X) 5.45, 5.12. After taking a product to analyze its nutrition found that there was
anthocyanin at 0.44%. There was total energy at 417.98 kcal, 5.31 ¢ protein, 17.34 ¢ fat,
59.91 ¢ carbohydrate, 3.35 ¢ fiber, 37.30 Mg vitamin A, beta carotene 92.29 micrograms, and
44.09 mg of calcium. Total microorganisms were 70 cfu/g, yeast, and mold <10 cfu/g, which

was lower than the community product standard (TISI751/2011).
Keywords : Pan Sib, Rice Berry Rice, Stuffed Pineapple
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Abstract
Research on the potential of ecotourism in Nopphitam District, Nakhon Si Thammarat

Province aims to evaluation of the potential of ecotourism sites. The research design mix
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methods research. The population and samples were community members, officials from
the park and enterprise accommodations 21 people. The samples were obtained by using
a specific sampling method. The data collection process consisted of in-depth interview
and focus group. Content was analyzed through content analysis to evaluating the
assessment and separating the scores from quality standards for ecotourism destinations.

The study found that, The potential of ecotourism destinations in Nopphitam district
Nakhon Si Thammarat Province an excellent standard (score 87.70). The most
recommended value is Yod Khao Lheam viewpoint (score 93.27), Khao junglhorn (score
90.89), Krung Ching Waterfall (score 89.93), Klai Canal Rafting (score 89.47), Hong Cave (score
86.70) and Huai Lek Pra Forest Trail (score 75.86).

Suggestions for ecotourism development in Noppitam District, Nakhon Si Thammarat
province of ecotourism service providers. 1. Facilities should be managed such as safety
measures. 2. Should be involved in all activities of ecotourism on a continuous basis, such
as having a discussion meeting at least once a month. 3. Marketing communication should
be established. Including marketing channels by focusing on social media with minimum
cost and able to reach a large number of target groups. As well as, assessing the readiness
of the community, such as the number of personnel in the service travel activities and
enough space to accommodate tourists. For government agencies and the private sector,
Knowledge management processes should be continuously supported for ecotourism
service providers and local communities. Encourage to link activities such as transport,

travel, and making food souvenirs, etc.
Keywords: Assessment of Potential, Ecotourism, Participatory Action Research
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Abstract

This research study Objectives were 1) study the purchasing decision of riceberry germ
powder classified by personal information 2) study the product factors affecting the
purchasing decision of riceberry powder 3) study Consumer Behavior of Rice Berry Powder
4) study the relationship between consumer behavior and purchasing decision of Riceberry
Powder. The sample for this research are 400 consumers of riceberry germ powder using
questionnaires as a tool for data collection. The data were analyzed by descriptive statistics
for Frequency, Percentage, Mean and Standard Deviation, and hypothesis testing was
performed using Independent t-test, One-way ANOVA, and Multiple Regression Analysis.

The hypothesis testing revealed that the consumers of riceberry germ powder had
different sex and marital status. The overall decision is made to buy riceberry germ powder.
No different While the consumers of riceberry germ powder with the highest education
level, occupation, monthly income Different. There are different overall decisions about
purchasing riceberry germ powder. For product factor of riceberry germ powder It affected
the decision to buy rice berry germ powder, it was found that there were 3 factors: Product
value And safety Affect the decision to buy rice berry germ powder. While the product

factor Product quality Physical characteristics of products and services It did not affect the
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purchasing decision of riceberry germ powder and consumer behavioral factors. 1) Different
Types of Riceberry Germ Powder There will be a decision to buy riceberry germ powder.
Overall and aspects were different except for the perceived needs. 2) The purchase
objectives of consumers are different. There will be a decision to buy a powdered riceberry
germ product. Overall and each side no different 3) The reasons for the purchase of
consumers are different. There will be a decision to buy a powdered riceberry germ
product. Overall and each side not any different, except in the search field. 4) Influencers
are different There will be a decision to buy a powdered riceberry germ product. Overall
and each side Not different except for the perceived need. 5) Different dates and times of
purchase There will be a decision to buy a powdered riceberry germ product. Overall and
each side is different. 6) Different places to buy. There will be a decision to buy a powdered
riceberry germ product. Overall and each side not different except for the perceived need.
7) The sources of information before making a purchase differ. There will be a decision to
buy a powdered riceberry germ product. Overall and each aspect is different. 8) The
frequency of purchase is different. There will be a decision to buy a powdered riceberry
germ product. Overall and each side not different 9) The cost of the purchase is different.
There will be a decision to buy a powdered riceberry germ product. Overall and each

aspect is different.

Keywords: Product Factors, Consumer Behavior Factors, Decision Making Factors,
Rice Berry Powder
UNANEYD
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Abstract

The objectives of this research is to study the behaviors and needs of consumers. And
the development of high fiber cereal bar products which to be accepted. The sample group
consisted of 400 people aged between 18-34 vyears old. Data were collected by
questionnaires. Results of study of consumer behaviors and needs showed that 95.80%of
them had eaten cereal bars and would eat them during their free time. The desired product

characteristics are a mixture of cereals and fruits in a shape circle, priced at no more than
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10-20 baht per piece. From the development of compressed cereal products with high
fiber from steel products. Consisting of puffed rice, honey, sesame seeds, dried mango,
dried strawberries dried pumpkin seed and glucose syrup. Analyze nutritional values,
including protein and dietary fiber It was found that it was 8.24 and 3.05%. When calculating
following by Notification of Ministry of Public Health (No 182) was found that respectively,
which the developed bar grains (40 grams per serving) are fiber good source foods (4.88 %)
and sources of protein (8.24%). From the consumer acceptance study, it was found that
the average total liking score was at the like very much, and 92.00% of consumers accepted

the developed products.

Keywords : Cereal Bar, High Fiber, Sinlek Brown Rice
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