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Abstract  
 Thai Traditional Medicine is now becoming of great importance in the country where 

it uses its natural herbs and plants in the production of useful medicinal outputs. In Thailand, 

common herbs and spices are not only used in its famous Thai cuisine dishes but also now 

being refined to production of useful products such as soap, capsule, mouthwash, balm, 

hemorrhoid remedy and aroma therapy spray. Some of the herbs and plants that have been used 

in manufacturing these are based on turmeric (Curcuma longa) and Pandanus (Pandanus 

odoratissimus). This paper reviews the biological properties and compounds present in these 

plants responsible for its effectivity and efficiency as medicines. Based on its anti-inflammatory 

properties, turmeric (Curcuma longa) has high potentialities of relieving digestive symptoms 

and diseases. On the other hand, Pandanus (Pandanus odoratissimus) contain the unique 

compound known as eugenol which assists in curing oral inflammation and acts as breath 

freshener.  

Keywords: Curcuma longa, Pandanus odoratissimus, anti-inflammatory, Traditional Medicine 

 

Introduction  

Thailand is one of the Southeast Asian countries known for its long history of using 

medicinal plants that can offer considerable pharmaceutical potentials. It was found out that 

this region owes a vast bio-diversity of its natural flora and holds a great opportunity on 

discovery of novel biologically-active compounds (Lee and Houghton, 2005). This has led to 

development of new studies on application of these helpful plants in diagnosis and medicine. 
Thai Traditional Medicine or TTM is the name entitled to Kingdom of Thailand³s own system 

of applying traditional medicine in diagnosis, therapy, treatment or prevention of diseases. This 

also involves the preparation and production of Thai traditional medicines from important 

herbal plants that has contributed in the business for many ways. Thai people began to use 

herbal medicine for treatment of various symptoms and diseases and health promotion since 

Sukhotai period (Integration of Thai Traditional Medicine, nd.).  

From generation to generation, Thai traditional medicine has been focusing on many 

factors that contribute in improving a person³s overall health. Health professionals aid in 

dissemination of new information and most cost-effective treatment options using herbal 

medicine in Thailand. Studying this can help in expanding access to relevant and affordable 

treatment options. This is somehow related to some areas in Thailand that cannot meet an 

expense of paying local medicine. Traditional medicine presents a promising opportunity to 

connect the gap between those in need and the available service. Being available in the 

surrounding physical environment, the local community may prepare these herbal plants for 

treatment in several ways such as tea, tincture or filtrate. Being inexpensive, it can be performed 

with minimal training with multiple benefits granted to individuals (Howe et al., 2004). 
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The healing properties of various plants and herbs have been recognized by humans 

and are widely utilized for smart consumption. Specific botanical species may act as analgesics, 

antimicrobials, anti-inflammatories, immune stimulants, anti-diarrheal, digestive aids and 

fertility regulators (Plotkin, 2000).  

Application and use of these herbal plants in human day-to-day activities can be 

administered in various forms and preparations. Depending on their purpose, majority of plant-
based materials are now used as decoction or tea that has been prepared through prolonged 

boiling and soaking of the harder plant parts such as branches, twigs, bark, roots or the entire 

plant part (Halberstein, 2005). In Thailand, processing these plants has refined to production of 

useful products and manufacturing which are based on turmeric (Curcuma longa) and Pandanus 

(Pandanus odoratissimus).  
Turmeric (Curcuma longa) is popularly used as a spice in Thai cooking especially when 

it³s fresh due to its mild and does not have a sharp bite. Its loud color-deeply orange imparts a 

bright yellow appearance when added to food. Its delicate flavor is extensively being loved by 

the southern region of Thailand and extensively sued in curries, soups, stir-fried dishes, fried 

foods, snacks and desserts. But through ages, it has been sought as a medicinal herb due to its 

stimulant and tonic properties, anti-inflammatory and anti-diarrheal properties (Loha-unchit, 

1995). Flowers of Pandanus (Pandanus odoratissimus) are commonly used in Southeast Asia as 

part of perfumes. In Ayurvedic tradition, this plant releases essential oils extracted from its 

highly scented specie (Rhind, 2014) and is very useful in treating headaches, earaches and 

rheumatic pains. Since ancient times, this plant was also used for flavoring foods and as an 

ideal breath freshener (Gurmeet and Amrita, 2015).  

Based on the growing popularity of using medicinal herbs and plants in Thai traditional 

medicine and products, this paper is aimed at reviewing the biological properties and activities 

of Thai herbal plants namely, Curcuma longa and Pandanus odoratissimus. Their potential uses 

and applications will also be discussed highlighting the main bioactive compounds found on 

each plant.  

Turmeric (Curcuma longa L.) 

Curcuma longa, a perennial herb and member of the Zingiberaceae (ginger) family, 

grows to a height of three to five feet and is cultivated extensively in Asia, India, China, and 

other countries with a tropical climate. India is the world³s largest producer of turmeric in the 

world with 93.7% of the total world³s production and is cultivated in 150, 000 hectares in India. 
The highest diversity of this plant is concentrated in India and Thailand with at least 40 species 

in each area, followed by Myanmar, Bangladesh, Indonesia and Vietnam (Velayudhan et al., 
2012). It has oblong, pointed leaves and funnel-shaped yellow flowers (Kumar, 2011).  

Turmeric is an essential spice all over the world with distinguished human use. It is 

popular in rice-eating people of Southeast Asia and Indo-China as condiment and spice 
(Velayudhan et al., 2012). It adds color and flavoring. This rhizome adds color, flavor and taste 

to various dishes. Commonly, it has been also used as a natural dye in the weaving industry and 

is now replaced with synthetic dyes. Aside from this, turmeric is now being used medicinally 

as boiled, cleaned, and dried, yielding a yellow powder (Kumar, 2011).  

Turmeric is a commonly used pigment, spice and nutraceutical in foods due to its 

intense yellowish color, unique flavor profile and biological activities (Prasad et al., 2014). 
Curcumin is the major bioactive component in turmeric and it consists of three related 
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lipophilic molecules that have a number of phenolic groups and conjugated double bonds 
(Heger et al., 2014). Curcumin, a polyphenol, is an active principle of the perennial herb 

Curcuma longa (commonly referred to as turmeric). The major curcuminoids present in turmeric 

are demethoxycurcumin, bisdemethoxycurcumin, cyclocurcumin (Kiuchi et al., 1993). On the 

other hand, commercial curcumin contains the major components namely curcumin I (~77%), 
curcumin II (~17%) and curcumin III (~3%) (Ravindran, 2006). 

Curcumin has unique potentialities of relieving symptoms of the extremely common 

gastric disorder known as irritable bowel syndrome (IBS). This condition is characterized by 

abdominal pain, alterations in bowel habits and stool, frequency, and poor quality of life and 

appears to be causally associated with antibiotic use and inflammatory infection. Curcumin³s 

anti-inflammatory properties and therapeutic benefits have been demonstrated for a variety of 

gastrointestinal conditions, including dyspepsia, Helicobacter pylori infection, peptic ulcer, 

irritable bowel syndrome, Crohn³s disease and ulcerative colitis (Jurenka, 2009). Peptic ulcer 

diagnosed patients who have taken the drug 5 times daily an hour before meals at 4:00 pm and 

before bedtime for 12 weeks have shown significant absence of the disease symptoms at a 

minimum of 4 weeks (Prucksunand et al., 2001). In randomized pilot studies, respondents were 

asked to consume the tablets of turmeric extracts daily for 8 weeks and the IBS symptoms have 

improved significantly after treatment (Bundy et al., 2004). 

 Research shows curcumin is a highly pleiotropic molecule capable of interacting with 

numerous molecular targets involved in inflammation. Curcumin modulates the inflammatory 

response by down-regulating the activity of cyclooxygenase-2 (COX-2), lipoxygenase, and 

inducible nitric oxide synthase (iNOS) enzymes, inhibits the production of the inflammatory 

cytokines tumor necrosis factor-alpha (TNF-Ŭ), interleukin (IL) -1, -2, -6, -8 and -12, monocyte 

chemoattractant protein (MCP), and migration inhibitory protein; and down-regulates mitogen-
activated and Janus kinases (Goel et al., 2008).  

Curcumin significantly improves survival and colonic morphology, dampens local 

cytokine and chemokine production and reduces mucosal neutrophil infiltration. Curcumin 

modulates inflammation by downregulating genes involved in oxidative stress and fibrogenesis 

pathways (Ali et al., 2012). Curcumin has also shown to act as an interferon-ɔ-signaling inhibitor 

in colonocytes. The intestinal epithelium, an essential component of the gut innate defense 

mechanisms, is profoundly affected by interferon- ɔ, which can disrupt the epithelial barrier 

function, prevent epithelial cell migration and wound healing, as well as prime epithelial cells 

to express major histocompatibility complex class II molecules and to serve as nonprofessional 

antigen-presenting cells (Midura-Kiela, 2012).  

  

 

 

 

 

Table 1. Bioactive compounds of Thai Herbs and Spices 

Medicinal Plant Bioactive Compound Reference(s) 

Curcuma longa ¶ Curcumin with major curcuminoids such as 

demethoxycurcumin, 

bisdemethoxycurcumin, cyclocurcumin 

Kiuchi et al., 1993 



 

12 

Pandanus 

odoratissimus 
¶ Terpinen-4-ol and Ŭ-terpineol, benzyl 

benzoate, viridine and germacrene B and 

minor constituents such as ɓ-caryophyllene, ɓ-
gurjunen, leden and geraniol  

¶ pyridine alkaloids, pandamarilactone-
1(C18H23NO4), pandamarilactone-
31(C19H25NO4), pandamarilactone- 
32(C18H21NO3 and  2-acetyl-1-pyrollidine  

Raina et al., 2003 

 

 

 

The Wealth of 

India, 2001 

 

Pandanus (Pandanus odoratissimus) 
 Pandanus odoratissimus Lam is an Indian Ayurvedic plant belonging to the family of 

Pandanaceae which contains about 600 species (Kirtikar et al., 1991) distributed mainly in 

subtropical and tropical regions. The plant is commonly known as ²Kewda³ in Hindi, ²Umbrella 

tree³ in English and ²Kaethakee³ in Sanskrit. Typically, it is commonly distributed in India over 

coastal districts and in Thailand, this specie has been known as seashore screwpine. Mainly, 

this plant grows in forest habitat or near sea shores (Englberger, 2003). The most suitable level 

for its growth is at sea level of 66 feet while it can still grow at an elevation of 1970 feet (Raina 

et al., 2004). This plant is also being praised for growing quickly and withstanding strong winds 

and droughty salty sprays. It is an ideal material used for living fences, coastal windbreaks and 

is planted for soil stabilization and an ornamental plant (Chemspider.com, 2015).  

This dioceious shrub is densely branched with copious aerial roots with. Its leaves are 

caudate acuminate, glacous green, 90-150 cm long, curvaceous margin with ascending spinules 

(toothed) spadices, axillaries, terminal, simple, branched, clothed with leafy spathes. Flowers 

are small crowded on a catkin like spadix and its branches (Chatterjee and Pakrashi, 2001). The 

male inflorescence of kewda is valued for the fragrant smell emitted by the tender white spathes 

covering the flowers. The oil from Kewda flowers has relatively high solubility in water (0.2%) 
hence great care must be taken to control the rate of distillation in order to isolate it. It is 

estimated that about 35 million flowers (~3500 tons) are processed annually to produce 

fragrance and flavour materials worth 400 million rupees (Anonymous, 1996). The peculiar 

sweet fragrant smell of kewda flowers is considered mainly due to the presence of a major 

constituent, 2- phenyl ethyl methyl ether (Anonymous, 1966).  

As per Ayurveda, it is useful in treating headaches, earaches and rheumatic pains. It is 

also commonly used as breath freshener (Chemspider.com, 2015), breath sweetener, 

preservative in rice made foods and flavoring foods since ancient time (Anonymous, 1966). This 

has been mentioned as a plant that restores health, strength and over all well-being of an 

individual (Chemspider.com, 2015). Pandanus odoratissimus has helpful biological properties 

such as anti-viral, anti-allergy, anti-platelet, anti-inflammatory, antioxidant and antitumor. It has 

been known for curing oral inflammation which may be related to the expression of 

inflammatory cytokines including IL-1ɓ, a key mediator of various immunological and 

inflammatory phenomena48. IL-1ɓ can stimulate the expression of Il-6 and prostaglandin E2 

(PGE2) from human gingival fibroblasts (Kida et al., 2005).  In a study conducted by Londonkar 

et al. (2010), the anti-inflammatory activity of Pandanus odoratissimus was investigated by 

carrageenan-induced acute and formalin-induced chronic paw edema models in rats. The plant 
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extract showed significant anti-inflammatory activity peaked at 3 hours causing an inhibition 

for increased models. The mechanism of action of Pandanus odoratissimus is associated with 

the inhibition of histamine, serotonin and prostaglandins synthesis where chemical constituents 

were extracted using methanolic extracts of plant (Londonkar et al., 2010).  

 Due to its fragrant smell and aroma, this plant has made contributions in the production 

of mouthwash, breath freshener and breath sweetener products. It was found out that the natural 

oils coming from the flowers of Pandanus odoratissimus contain terpinen-4-ol and Ŭ-terpineol 

to an extent of 18.6% and 8.3%, respectively. Other components recorded were significant 

amounts of benzyl benzoate (11.0%), viridine (8.8%) and germacrene B (8.3%). The minor 

constituents such as ɓ-caryophyllene, ɓ-gurjunen, leden and geraniol were 12-18 times more in 

natural oil than market oil whereas geranyl acetate, eugenol, myrcene, Ŭ-thujene, vanillin, 

geranial and ɔ-muurolene were 5-8 times more in the natural oil (Raina et al., 2003).  

This plant is also considered for containing potential sources of bioactive compounds 

which acts as a natural antioxidant. It has a high antioxidant potential as observed in both DPPH 

scavenging assay and reducing capacity (Asikumar et al., 2009). Root extracts of this plant have 

a high positive correlation with phenolics and flavonoid contents. Methanolic extracts from its 

leaves have been reported by possessing moderate activity of antioxidant enzymes such as lipid 

peroxidase, catalase, superoxide dismutase and glutathione (Londonkar and Kamble, 2011). The 

leaves contain the pyridine alkaloids, pandamarilactone-1(C18H23NO4), pandamarilactone-
31(C19H25NO4), pandamarilactone- 32(C18H21NO3). The aroma compound 2-acetyl-1-pyrollidine 

has been identified from the volatile oil of the leaf (The Wealth of India, 2001).  

 

Conclusion 

 This review had shown the medicinal properties and benefits of turmeric (Curcuma 

longa) and Pandanus (Pandanus odoratissimus) contributed in Thai Traditional Medicine. 
Bioactive compounds of these plants have high potentialities in treating variety of diseases. 
This has extended the purpose and uses of these herbal plants not only as food stuff but also as 

a medicine. With further research and investigation, there will be more extensive applications 

that can be done to use them for production while taking care of human health.  
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Abstract 

This study aims at investigating the gap between green practices awareness and 

implementation in the Meetings-, Incentives-, Conferences- and Exhibitions (MICE) industry in 

the case study of Phuket (Thailand) as a business tourism destination. Globally, the Tourism and 

Events industries are both growing. Studies show that they can have negative impacts on the 

environment. In this context, an increasing number of green practices guidelines are developed 

from public, private and public-private organizations to help the MICE industry stakeholders 

minimizing negative impacts on the environment. In Thailand, a public organization, the 

Thailand Convention and Exhibition Bureau (TCEB), was funded in 2004 with two main 

missions: (1) increasing MICE revenue and (2) enhancing long-term global competitiveness and 

capabilities via supporting the Thailand MICE industry to follow international standards such 

as those recommended by the International Standardization Organization (ISO). 

Phuket being one of the most popular destinations in Thailand, the purpose of this 

research was then to appraise green practices awareness and implementation among 

organizations stakeholders in the MICE industry at Phuket. 15 face-to-face interviews were 

conducted to collect qualitative data from August to October 2017. Two populations were 

identified between the 13 organizations the respondents work for: (1) Destination Management 

Companies (DMCs), Event Management Companies (EMCs), Professional Conference 

Organizers (PCOs) and (2) Hotels and Resorts. The results reveal that Phuket MICE stakeholders 

are aware of and implement green practices, but a gap exists due several reasons such as 

respecting the clients³ enquiries for a best experience in this service-oriented industry. 
Keywords: Green practices, MICE industry, Phuket, Business tourism destination, 

Sustainability 

 

Introduction  

Events can be a powerful motivational tool for both organizers and tourists, and figure 

prominently in the development and marketing plans of most destinations (Smagina, 2017). The 

roles and impacts of planned events within tourism are well documented, and are of increasing 

importance for destination competitiveness. Yet it was only a few decades ago that ²event 

tourism³ became established in both the tourism industry and in the research community, so 

that subsequent growth of this sector can only be described as spectacular (Getz, 2008). The 

international tourism demand remained healthy in 2016 regardless of the various challenges. 
According to the latest UNWTO World Tourism Barometer (World Tourism Organization 

UNWTO, 2017), international tourist arrivals and influxes increased by 3.9% to reach a total of 

1,235 million. Around 46 million more international travelers (overnight visitors) were 
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estimated last year compared to 2015. Thailand knows a global growth of tourism since 2007. 
According to the World Tourism and Travel Council (2017): ²the direct contribution of Travel 

& Tourism to GDP was THB1,292.5bn (USD36.7bn), 9.2% of total GDP in 2016 and is forecast 

to rise by 9.3% in 2017, and to rise by 6.7% pa, from 2017-2027, to THB2,708.0bn (USD76.9bn), 
14.3% of total GDP in 2027.³ The Thai Ministry of Sports and Tourism statistics show a growth 

+8.66% from international arrivals from 2016 and 2017. Regarding business tourism cities 

ranking worldwide, Bangkok, capital of Thailand, was ranked from number 16 in 2015 to 

number 12 of world in 2016, with number of meetings reaching 121, marking the city³s highest 

volume performance since 2012 according to the International Congress and Convention 

Association (²ICCA · International Congress and Convention Association · Home³, 2017). 

Nevertheless, Events and Tourism industries can have negative environmental impacts 

on the destination. In a changing world where sustainability becomes a serious objective for 

societies, including Thailand, it is observed that industrial green practices appear to be an 

emerging concept in today³s scenario as global warming and social responsibility concerns are 

growing. International standards of environmental management are also emerging. Strategies in 

organizations are considering these issues. This study tries to focus on the degree of awareness 

and implementation of green practices in Phuket MICE Industry. 
 

Objectives 

1. To assess the level of awareness of green practices among Phuket MICE stakeholders 

2. To identify the actual green practices that the Phuket MICE stakeholders are 

implementing 

3. To highlight any obstacles encountered to implement green practices 

4. To compare differences between awareness and implementation of green practices in 

Phuket MICE industry 

 

Literature Review 

The term ²MICE³  is the acronym for Meetings, Incentives, Conventions (or 

Conferences), Exhibitions (Du Plessis & Saayman, 2017; Marquer & Santos, 2016; Sandy Sou 

& McCartney, 2015; Vaid, Kesharwani & Kumar Dubey, 2017). The ²meeting³ is an event which 

brings together several attendees in the same location for conferring or carrying out one activity 

(Fenich, 2005) .  The participants attend educational sessions, socialize, participate in 

discussions, or attend other events. The meeting can be unplanned and happening for one 

purpose, or can be organized on a set pattern (i.e. annual meeting). ²Incentive³ refers to an event 

as part of an agenda and given to its attendees as a reward for a prior performance, scheduled 

by an organization for employees (´IAPCO: The International Association of Professional 

Congress Organisersµ, 2017). ²Incentive travel³ (or trip) is the same concept, but involves a travel 

(Fenich, 2005). A ²convention³ is an event where a group of members meets to accomplish a 

specific and common goal, which differs from a ²meeting³ (Chon & Maier, 2010). The objective 

can be social, civil, economic, or politic. ²Exhibitions³ are events which can have two purposes 

(Fenich, 2005): to build and maintain a network with other businesses (business-to-business) by 

visiting exhibits or in the objective to develop public relationships, sales, marketing buy 

displaying products or promotional material.  In the hospitality industry, international 

exhibitions are larger and called ²expositions³ (Chon & Maier, 2010). 
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The MICE industry is part of two major industries. First, by definition, it is part of the 

Events industry. Berridge (2011) presents the event genre of event management other than the 

MICE events and explains that MICE events can be organized in conjunction with many events 

genres such as: business and corporate events; cause related and fund-raising events; 

entertainment and leisure activities; festivals; government and civic events; marketing events; 

sports events. The author adds that the MICE attendees can usually also experience a large 

range of activities planned around the initial event they participate. These are part of a program 

set up by the organizer and are usually related to leisure and social activities (gala dinners, 

team-building activities, tours, or parties). MICE events can be held for domestic as well as 

international visitors, and both markets are growing (Marais et al., 2017). Thus, as the events 

involve traveling, the MICE industry is also linked with the Hospitality and Tourism industry. 
The MICE industry is part of Business Tourism (niche of Hospitality and Tourism) and Service-
Oriented (Smagina, 2017). The MICE travelers are differentiated from other tourists for two 

main reasons (Chon & Maier, 2010). On the one hand, they are traveling in groups, so their size 

(number of participants, stay duration, number of events scheduled and needs) involves a 

booking of accommodation and other facilities such as venues. The organizer or suppliers must 

reserve space in advance and negotiate packages which sometimes include other activities. On 

the other hand, the groups have a specific function. Indeed, the business tourists travel for 

defined purposes such as decisions making or networking, and follow a defined schedule. The 

MICE industry, niche of two growing industries, is also linked with other sectors such as 

business, trade or finance. The organizations of such events and trips are good for the 

organizers, but are also an important revenue for the host destination (Smagina, 2017). The 

stakeholders in the MICE Industry are various. In one destination and other than the supplier 

side, the types of employers can be: corporate travel agencies; event organizers, both 

professional congress organizers (PCOs) or event management companies (EMCs); hotels and 

resorts; destination management companies (DMCs); incentive houses; transportation 

businesses; convention and visitor bureaus (CVBs) and trade associations; convention and 

exhibition centers (Chon & Maier, 2010). 

Tourism and Events can both have negative impacts on the environment (Moise & 

Macovei, 2014; Kim, Hlee & Joun, 2016). For minimizing MICE negative impacts on the 

environment, a growing number of resources are developed to help the organizers planning and 

managing ²green³ events and related activities (DeSilets & Dickerson, 2008). These resources 

are usually guidelines which can be used as a tool by all stakeholders involved in MICE to 

have green practices. These guidelines are elaborated from different organizations type and 

size: non-governmental organizations, associations, or governments. The issues addressed 

concern the whole process of the MICE planning and management. In Thailand, the Thailand 

Convention and Exhibition Bureau also provides online guidelines for green meetings.  

For the United Nations Environment Program (UNEP)  and the International 

Organization for Standardization (ISO), the purpose of implementing green practices is to 

maximize the positive impacts and minimize the potential negative ones while planning and 

delivering MICE events (United Nations Environment Programme, 2012; ISO, 2012). The 

benefits suggested by these organizations are environmental improvements, best business 

practices including resources use reduction and costs cut, social benefits for the local 

community, and reputational advantage. In Thailand, the TCEB promotes MICE green 
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practices implementation as an objective of guiding the country to become ²greener³, as well as 

become a leader in the Asian region. The particularity of Thailand is that the concept of 

sustainability strategy is based on the self-sufficiency philosophy of the late King Bhumibol 

Adulyadej (TCEB, 2015).  The most common themes raised in the guidelines are: policies 

implementation; communication (internal and external); event material and products; suppliers 

and partners, water and energy efficiency; waste management. ²Green practices³, in the MICE 

industry, refer to policies, procedures or acts done by the events³ suppliers to minimize negative 

environmental impacts. The MICE green practices, suggested by the different guidelines, are 

an integral part of the planning, management, and operations of the events. For example, when 

providing drinking water to the attendees: to eliminate polluting single-use of plastic bottles, it 

is better to use water pitchers and reusable or compostable cups instead (DeSilets & Dickerson, 

2008). Green practices can then be simple changes as well. 
 

Research Methods 

In order to evaluate the awareness and implementation of green practices for Phuket as 

a business tourism destination, a qualitative survey covering thirteen face-to-face structured 

interviews of fifteen respondents was conducted between August and October 2017 in Phuket. 
To obtain inputs from different areas involved in the organization and operation of MICE, 

interviews were conducted with two groups of stakeholders from different kinds of 

organizations: (1) Destination Management Companies (DMCs), Event Management Companies 
(EMCs), Professional Conference Organizers (PCOs) and (2) hotels and resorts with MICE 

services. The thirteen organizations were selected by searching on different websites listing the 

Phuket MICE stakeholders such as the Thailand Convention and Exhibition Bureau (TCEB) or 

the Thailand Incentive and Convention Association (TICA). To guarantee accurate information 

and choose the most suitable persons answering the interview questions, purposive sampling 

was applied. Thus, four criteria were set: (1) Industry: The respondents currently work for 

organizations who organize or operate for MICE events and activities; (2) Location: The 

organizations have a physical address in Phuket and organize MICE events and activities in 

Phuket; (3) Relevance of answers: The respondents have sufficient experience and knowledge 

on organizing or operating MICE events and activities to answer the interview questions, 

meaning that they have managerial positions; (4) Cross-cultural limitation : The respondents 

can understand and speak English. 
The DMCs, EMCs and PCOs were contacted by direct telephonic communication as 

the list of these organizations with a MICE service in Phuket is limited (around fifteen). For the 

hotels and resorts with MICE services and facilities, which are much more numerous, emails 

were sent in a first time asking for interviews requests. Then, for both groups, the organizations 

who accepted to be interviewed chose the date, time, and place of the meeting according to 

their availability. In total, thirteen face-to-face interviews were conducted including seven 

DMCs, EMCs, PCOs and six hotels and resorts. They took place for the most at the respondent 

workplace (ten) and some were done in cafes (three). For most of the interviews, one person was 

answering the questions (eleven) but for two interviews, two persons were present and 

responded. The interviews were all recorded with the respondents³ permission and lasted 

between thirty minutes to one hour. Data saturation was reached at this point, as similar answers 

were received from multiple respondents. 
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The interview questions were designed according to existing guidelines for green 

practices in MICE events and activities. Thus, they were divided into one introductive part and 

three main sections to reach the research objectives. Based on the responses, follow-up 

questions were formulated when necessary. The introductive part consisted in general ²warm-
up³ questions about (1) the respondents³ information: position, gender, nationality, age, 

professional and educational backgrounds and (2) the organizations³ positioning: date of 

creation, type of MICE events, facilities, and organizational process for MICE. The first set of 

corpus questions concerned awareness of green practices: definition of green practices, 

perception of the implementation in the MICE industry, organization commitment, training, 

and external communication on green practices (clients and attendees). The second set was 

about the actual implementation of green practices: organization certification, material and 

products provided to the attendees, origin of material and products, suppliers selection, water 

and energy efficiency, and waste management. The third and last set of questions focused on 

the challenges of implementing green practices with two main points: the problems faced by 

the organizations to implement green practices, and the solutions to overcome them. 
To analyze the data, the interviews oral content was first transcribed. Then, inductive coding 

of themes was done from the data obtained with underjudge reliability. Four sections were 

designed following the four sets of interview questions, except that the solutions given by the 

respondents to implement green practices were moved from the last section (challenges of green 

practices implementation) to the second one (awareness of green practices). In each section, 

categories and subcategories were organized, arranged and filed from the coding units. The 

tables gathering the data are structured in four columns: 
1. (Sub)category; 

2. Percentage in Group 1; 

3. Percentage in Group 2; 

4. Percentage in the whole sample. 
The results are presented in the next section, with quotations to support the tables numbers. 

 

Results 

From the 15 respondents from the 13 organizations, a small majority is less than 

36 years old (Table 1), 40% are between 36 and 50 years old and only 7% (1 person) is between 

51 and 65 years old. The respondents are thus quite young considering their managerial 

positions. Regarding the gender, 67% are males and 33% are females, which is representative of 

the Hospitality and Tourism industry with high-level positions (Nickson, 2013), where women 

are most represented in low-level positions. Only 20% of the interviewees are non-Thai, which 

shows that some foreigners are stakeholders in the MICE industry and take part of the 

organizations decision-making. The respondents have mostly studied in undergraduate and 

postgraduate programs (87%). Different paths can lead to managerial positions in the Events and 

Tourism industries. As for the dates of creation of the different organizations (Table 2), all of 

them were founded less than 20 years ago. This information related to the development of these 

types of businesses in Phuket is well in line with the global growth of the Tourism industry in 

Thailand (WTTC, 2017). 
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Table 1: Respondents³ information 

(Sub)category Group 1 (%) Group 2 (%) Sample (%) 

Age    

20-35 50.0 57.1 53.0 

36-50 37.5 42.9 40.0 

51-65 12.5 0 7.0 

Gender    

Female 12.5 57.1 33.0 

Male 87.5 42.9 67.0 

Nationality    

Thai 75.0 85.7 80.0 

Non-Thai 25.0 14.3 20.0 

Highest Level of Education    

Bachelor 75.0 57.1 67.0 

Master 12.5 28.6 20.0 

Other 12.5 14.3 13.0 

 

 

Table 2: Organizations³ inception 

(Sub)category Group 1 (%) Group 2 (%) Sample (%) 

    

Year of Creation    

1998-2002 28.6 0.0 15.0 

2003-2007 28.6 33.3 31.0 

2008-2012 43.0 16.7 31.0 

Since 2013 0.0 50.0 23.0 

 

Regarding awareness of green practices in MICE industry, all respondents had a clear 

definition of green practices in the MICE industry (Table 3) and 61.5% recognized that the 

organizations they work for are responsible and act to reduce negative environmental impacts. 
About internal communication to the employees, 92% testify that their staff is explicitly 

requested to follow green practices, through specific training or by drawing their attention on 

the importance of reducing environmental footprint. It is interesting to notice that the way to 

communicate is significantly different depending on the groups. It appears that small companies 

like DMCs, EMCs, PCOs use informal communication and large Hotels and Resorts prefer 

going through a specific training. One DCM respondent said: ²We don³t provide much training 



 

22 

about green practices to our staff. But we tell our staff to save energy, and to recycle, at least 

for the paper. We try to maximize not using the paper.³ Another from a hotel answered: ²When 

we do orientation for the new employees, we have normally full 2 days training, but we add 

one day for green orientation. We give them knowledge about Green Globe, Green Hotel and 

what we do in our hotel, what are the practices that we organize in every department in the 

hotel, so they will know why the department asks them to do this. It³s a policy in the hotel. But 

we do it for the environment. every year, we set at least two classes, from trainers, two programs 

for green implementation programs and sustainability programs to train the employees here 

to get more knowledge about the environment and updates. The green implementation program 

is not for new employees only, it is for everybody who works here, at least two times per year.³ 
The size of the organizations might be an explanation of this difference: the DMCs, EMCs and 

PCOs count no more than 50 staff, whereas hotels and resorts count at least 100 people. 
Nevertheless, even if the way of informing is different, the willingness from both types of 

organizations remains the same. For the external communication, 92.3% said they advertise their 

green practices, but differences can be observed depending on stakeholders. It appears that the 

clients are the ones the most solicited, especially for the group 1 (83.3%). Regarding the solutions 

to implement green practices in MICE, all interviewees had some ideas, which is a very positive 

result. Different suggestions were made. One respondent, director of an EMC, thinks: ²Overall, 

they have to be as a city, you know Phuket, they have to contribute themselves to join as a team 

or as a unity all over the cities.³ Another interviewee working for a hotel had different solutions: 
²If they want to do it green practice, one thing is that we have to change the mindset of the 

customer also. [¦] Should be setup like this from the school, not just, when they have work. They 

should know that if you use the full setup, what is happening after that, where the plastic bottle 

goes, where the water goes, where the paper goes. Because nobody thinks of this. Not much 

practice from the school even I studied for the last 10 years, it is not just focused on this.³ Other 

solutions were to involve the clients with pricing: two hotel and resorts managers said that for 

using more electricity, the clients should pay more, or offer promotions to the guests whose 

wish is to go ²greener³. Some interviewees recognized a lack of information, and that they do 

not know where to find it. The solutions suggested from the sample concerned: industry 

association and leadership, education, information, communication, and development of 

facilities. It seems that a large majority of the stakeholders, including the staff, is aware of green 

practices. 
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Table 3: Awareness of green practices 

(Sub)category Group 1 (%) Group 2 (%) Sample (%) 

Perception 100.0 100.0 100.0 

Organization Commitment 57.1 66.7 61.5 

Internal Communication 85.7 100.0 92.3 

Informal 71.4 33.3 53.8 

Training 14.3 66.7 38.5 

External Communication 85.7 100.0 92.3 

Attendees/Guests 42.9 66.7 53.8 

Clients 83.3 66.7 69.2 

Suppliers/Partners 28.6 16.7 23.0 

TCEB 14.3 16.7 15.4 

Solutions 100.0 100.0 100.0 

 

Concerning the actual implementation of green practices (Table 3), 46.2% have specific 

standards and rules and 30.8% have green certifications or are in the process of having one. This 

represents a minority of the sample. One EMC respondent justified saying that for a small 

company, it was not worth it because it involves too much time and costs. The same respondent 

showed that he already implemented many green practices. It claims that the organizations who 

have green practices are not all aiming being recognized by any standard. The most significant 

topics about green practices implementation concern: electricity saving (100%), waste reduction 

(92.3%) and choice of local products (76.9%). Most of the respondents mentioned about cost 

saving while implementing green practices (76.9% ), suggesting that green practices 

implementation in Phuket can reduce costs. One EMC Assistant Even Director said: ²Actually, 

we don³t promote, I mean in my company, the green events. But in the practical way, if 

something is linked to the green events or sustainable, that will do a cost saving. For our events, 

we use the online registration, application for the attendees, so we don³t print any paper, which 

can be costly.³ It appears also that choosing local products and material, a part of being cheaper, 

are also chosen to give the attendees a special local experience, especially concerning the food 

and beverage. These results show that most of the organizations concretely apply green 

practices. 
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Table 4: Implementation of green practices 

(Sub)category Group 1 (%) Group 2 (%) Sample (%) 

Standards and rules 14.3 83.3 46.2 

Certification 14.3 50.0 30.8 

Green Policies 0.0 33.3 15.0 

Green or social activities 57.1 16.7 38.5 

Choice of products 85.7 100.0 92.3 

Certified or ²greener³ products 42.9 33.3 38.5 

Local products 57.1 100.0 76.9 

Choice of Suppliers/Partners 100.0 83.3 92.3 

Green 57.1 16.7 38.5 

Local 42.9 50.0 46.2 

Network 57.1 0.0 30.8 

Pricing 71.4 0.0 38.5 

Quality of services and 

products 

71.4 0.0 38.5 

Safety 14.3 0.0 7.7 

Transportation 42.9 66.7 53.8 

Electricity Saving 100.0 100.0 100.0 

Air-Conditioner 85.7 83.3 84.6 

Lighting 85.7 100.0 92.3 

Other 42.9 16.7 30.8 

Water Saving 0.0 33.3 15.4 

Clearing and Cleaning 71.4 33.3 53.8 

Waste Reduction 85.7 100.0 92.3 

Digital technology use 71.4 33.3 53.8 

Donation/Sales of products 14.3 33.3 23.1 

General waste reduction 28.6 33.3 30.8 

Recycling System 85.7 100.0 92.3 

Reuse of products 71.4 83.3 76.9 

Costs saving 85.7 66.7 76.9 
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The results of obstacles faced to implement green practices in MICE events and 

activities are organized from the highest to the lowest mentioned ones (Table 4). They show 

that seven main obstacles are encountered, starting by the respect of the clients³ enquiries and 

decisions being the most important (92.3%). Thus, the quality of service and customer 

satisfaction seem to be the drive of the industry. One respondent of the first group said: ²It has 

to be, everything has to be in line with the goals and objectives of our clients. So, it³s hard to 

say from our side: we try to save the costs that we can save, we try to save the energy that we 

can save.³ Another explained: ²As I told you, we don³t involve to much in the green practices 

because our clients when they make a decision they most focus on the costing, and facilities of 

the hotel, and the budget for this one.³ An interviewee working for a hotel with convention 

center added: ²That is difficult to say because in the Industry of tourism, we have to follow what 

request customers. Then many times customers do not request for green. They are requesting 

for enjoying.³ These testimonies indicate that the MICE industry, being service-oriented, is still 

mainly focused on the clients³ satisfaction (basically budgeting and enjoyment). They also show 

the lack of awareness from clients (69.2%) as well as of partners (30.8%). Other obstacles were 

mentioned: difficulties to communicate (53.8%), necessity to import products (53.8%), costs 

(38.5%), difficulties to follow standards (30.8%) and lack of information (23.1%). It is interesting 

to note some inconsistency from some interviewees about costs, as, claiming this point as an 

obstacle, they recognized nevertheless that green practices implementation could save costs. 
One EMC manager mentioned: ²Most of the time the cost will be too high as well to go green 

on some points, like the decorations because it³s costly and the big companies have to manage 

their budget.³ Another very interesting point was revealed by one hotel manager: ²Because if 

they pay more, it is not the correct way, right. If they want to do the green practices, we have 

to regenerate to the green package. The green package price should be lower than the full 

package. If you want the full setup, okay, but if they want to have the green standard, you go to 

get a drink in the back of the meeting room, a pencil over there¦ if we do talk to the customers: 
Sir, Madam, we have green practices in this event, so could you please get the drink in the 

back¦ and the question which comes back is ²why? I paid more.³ It shows that sometimes green 

packages are more expensive than standard ones, but the service is of poorer quality. The 

respondent did not explain why the green package was more expensive, but he might be talking 

about abusive green marketing. From the client³s side, it can be understandable that paying a 

higher price for a green package compared to a traditional one and having a less quality of 

service can seem unjustified. In summary, it seems that all stakeholders recognize difficulties 

in their implementation of green practices for several different reasons. 
 

Table 5: Obstacles of implementing green practices 

(Sub)category Group 1 (%) Group 2 (%) Sample (%) 

Clients enquiries 100.0 83.3 92.3 

External lack of awareness 100.0 50.0 76.9 

Clients/Guests 85.7 50.0 69.2 

Suppliers/partners 57.1 0.0 30.8 
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Table 5: Obstacles of implementing green practices (Cont.) 

(Sub)category Group 1 (%) Group 2 (%) Sample (%) 

Difficulties to communicate 57.1 50.0 53.8 

Need for imported products 42.9 66.7 53.8 

Costs 42.9 33.3 38.5 

Difficulties to follow standards 28.6 33.3 30.8 

Lack of information 28.6 16.7 23.1 

 

Conclusion and Discussion 

The results of this survey show that the Phuket MICE stakeholders are aware of and 

implement green practices.  Awareness is shown by the communication done by the 

organizations, both internal and external, and their commitment. The practices implemented, 

which allow costs saving, concern mainly electricity saving (particularly lighting), waste 

reduction (especially recycling system) and choice of local products. From the two groups 

studied, both in charge of organizing and operating MICE events and activities, despite their 

willingness of going ²greener³, some difficulties are encountered to implement green practices, 

which creates a gap between awareness and implementation of green practices. It appears that 

this service-oriented industry offers a specific experience in function of the clients³ enquiries. 
Thus, it must organize, manage and operate MICE events and activities accordingly to the 

requests, even if some green practices are set aside. Even some problems are handled, the 

respondents seem to have ideas of how to face those challenges. Tools exist helping the 

stakeholders to ²go greener³, such as guidelines from recognized international or national 

organizations, but it seems that they are not known by the ones the most concerned. However, 

the overall results are positive in Phuket. 
 

Recommendations 

1. One recommendation would be to organize discussions to exchange experiences, via 

meetings for example, between the local stakeholders, both private and public, for a better 

common industry understanding. 
2. Another recommendation would be to suggest these organizations to join or create a 

local association to promote Phuket as a tourism destination side by side, while acting for both 

social and environmental issues. 
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Abstract 

 The study had 3 purposes: 1. to study Chedi Hoi temple in Buddhism activities to be 

promoted as Buddhism center of Pathum Thani province; 2. to study Chedi Hoi temple in 

spiritual activities to be promoted as spiritual center of Pathum Thani province; 3. to study the 

needs all Thai visitors that visited Chedi Hoi temple to promote the temple as a religious 

tourism destination. 
 Researcher used two methods; the first one was qualitative method by interviewing; the 

groups of people which were: 1) the abbot, 10 Buddhist monks, 5 nuns and 10 staffs who worked 

in the temple; 2) the owners of food and beverage shop, souvenirs shop, fishes and turtles³ food 

shop and herbal medicine shop in Chedi Hoi temple Bor-Ngoen sub-district, Ladlumkaew 

district, Pathum Thani province; and 3) the officer in the Cultural Office of Pathum Thani, the 

officer in the Tourism and Sport Office, Pathum Thani, Head of Bor-Ngoen Sub-District 

Administration Office and his consultant. The second method was quantitative technique by 

using questionnaires to 310 sampling which were Thai tourists; people who living in the 

community nearby; the statistical analysis in frequency distribution, average, percentage and 

standard deviation; hypothesis testing by (SPSS) one sample t-test also used.  

 As a result, the researcher found as the following: 
1. Tourists and people come to visit Chedi Hoi constructed by ancient oyster shells dug 

up from the ground, its construction was the unique Mon style of art. Moreover, there were 2 

Buddha images made in late Ayudhaya period style and Khmer influenced style of art which 

are very impressive.  

2. There was diversity of religious tourism activities : especially Buddhism activities ; 

and ritual activities in the temple which became mainly target of the temple.  

3. All local people who live nearby the temple and tourists from all regions of Thailand 

came to the temple according to religious and ritual ceremonies reasons. 
 The temple therefore became very famous and popular among all Thai people and their 

purposes to come to Chedi Hoi temple were to do their religious and ritual ceremonies which 

made them morally and encourage their morale. And one sample t-test represented visitors³ 
purposes was religious ceremonies in high level (X← = 4.20) and visitors³ activities were creed 

ceremonies (incantation) in high level (X← = 3.89).    

Keyword: Religious ceremony, Ritual ceremonies and Religious Tourism   

 

Introduction  

 Tourism is an important role of country³s economic and social development because 

tourism can make country income up to some billion Baht. The trend of tourism in future also 

point out that the number of tourists will be increased. International tourism can bring more 

income to the country and can fix state deficit payment because of state deficit. Domestic 

tourism stimulates the production investment and services to the employment and distributes 
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income to all regions in every career. United Nations World Tourism Organization: UNWTO 

predicted that in 2020 A.D. the number of international tourists will be more than 1,600 million 

and the total income will be more than 100 trillion Baht. 
 There is diversity of tourism resources which are beautiful unique Thai culture and 

Thainess attracts many foreigners visit Thailand. The income of the country become more 

extension until 1982 A.D. become number 1 ever since. (Boonlert Chittangwattana, 2005, 25)  

 Nowadays, tourism can be divided into 2 types according to sustainable tourism 

(Boonlert Chittangwattana, 2005, 12-14) as the following: Social Cultural Tourism and 

Ecotourism. 
 Pathum Thani province is connected to Bangkok and there are many tourism attractions, 

however, there still fewer visitors for 3 reasons: 1. there is no big capacity tourism resource 2. 
The distance between Bangkok to Pathum Thani province is in short distance and 3. There is 

little motivation to attract tourists to come. 
 

Table 1: Comparative number, average stay and income of Thai visitors, tourists and 

excursionists between 2014 and 2015 

 January to December 

 2014 2015 (%) 

Visitors 

Thais 

1,117,845 1,277,729 + 0.14 

Tourists 

Thais 

391,062 435,392 + 0.11 

Excursionists 

Thais 

726,783 842 ,337 + 0.16 

Average stay (day) 
Thais 

2.09 2.0 - 

Income (Million Baht) 
Thais 

1,422 1,659 + 0.17 

Source : National Statistical Office, Ministry of Digital Economy and Society 2015 (Pathum 

Thani) http://service.nso.go.th/nso/web/statseries/statseries23.html 

 

 Most of Thai tourists visited Pathum Thani province is traveling from Bangkok. Their 

purposes to visit Pathum Thani province was for leisure, the motivation Thai citizens because 

of many interesting places and the distance to travel. There are many temples in Pathum Thani 

province like other all provinces in Thailand because Buddhist temples were places where 

Buddhist monks had to do religion activities and heart-center of all Thai Buddhist people. The 

origin of Thai arts such as music, custom, classical dance, rituals, believes come from temples 

since the old day until nowadays. Among temples in Pathum Thani, Chedi Hoi temple was 

outstanding one and became the destination chosen by all Thai visitors and tourists for their 

Buddhism and ritual ceremonies (http://www. binarynow.com July 10, 2015). 
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Table 2: Important tourism resources in Pathum Thani Province 

     Natural Touris m Historical/Cultural 

Tourism 

Recreation/General 

1. Phai Lom Temple 

2. Rangsit canal 

1. The Supreme Artist Hall 

2. Chedi Hoi Temple 

3. Pathum Thani Old City Hall 

1. Dream World Amusement 

Park 

2. National Science Museum 

3. Tai Market 

4. Science Center for 

Education 

Source : Tourism Development Department Ministry of Tourism and Sports 2015 (Central Part) 
http://www.binarynow.com   

 

 Chedi Hoi temple covered the area of 45.2 acres (113 Rais) located at 73 Moo 4, Bor-
Ngoen sub-district, Ladlumkaew district, Pathum Thani province. There were many tourism 

attractions in the temple, the most revere and unique of the temple is Chedi or Stupa constructed 

from million year³s oyster shells in Mon style of art. At the present day, the abbot order to take 

it down and the new one with 59 meters high will be replaced. Not only the Stupa but there are 

many interesting objects to see such as the principal Buddha image name Ṕhra Buddha 

Naruemit Rattana Chana Maraµ imitated from the original one in Na Phrameru temple, 

Ayudhaya province and the other Buddha image name Ĺuangpor Buddha Mongkol Nimitµ in 

Khmer influenced style also. There were also many places and activities worth to see and to 

participate in the temple such as merit making, offering to Buddhist monks, praying, listening 

to Buddhist monks chanting, meditation, especially creed ritual ceremonies.    Researcher 

studied all these details which became the religion tourism destination of Pathum Thani 

province. 
 

Objectives 

1. to study Chedi Hoi temple in Buddhism activities to be promoted as Buddhism 

 center of Pathum Thani province 

2. to study Chedi Hoi temple in spiritual activities to be promoted as spiritual center of 

Pathum Thani province 

3. to study the needs all Thai visitors that visited Chedi Hoi temple to promote the 

temple as a religious tourism destination 

 

Literature review  

 Researcher used 4 main concepts as the following: Tourism concept; Cultural concept; 

Cultural Tourism concept; and Temple as a tourist attraction. 
 In tourism concept, tourism defined temporary movement people from one place and 

usual life to another place for doing activities with convenience and comfort provided to serve 

that need (Mason, 2008: 5) and tourism aims holiday-mass popular individuals, cultural and 

religion, education, sport and recreation, historical and special interests, hobbies, visiting 

friends and relatives, business, and conference and congress. (Boonlert Chittangwattana, 2005, 

12) In Chedi Hoi temple, travelers, tourists or excursionists can come to do many types of 

activities. 
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 Culture is the beliefs, customs, arts, etc., of a particular society, group, place, or time; a 

particular society that has its own beliefs, ways of life, art, etc.; a way of thinking, behaving, 

or working that exists in a place or organization (such as a business). (Online 

http://www.merriam-webster.com/dictionary/culture accessed 25 Aug. 13)  According to the 

definition, temple is a tangible; religion ceremonies are intangible simultaneously, when people 

come to the temple they come to see the beauty of art and architecture and also do their religious 

ceremonies or something else. Cultural tourism is history and culture study method through 

travel which emphasize in developing wisdom, creativity, environmental and cultural respect 

(Chanwit Kasetsiri, 1997: 1-10). The European Association of Tourism and Leisure Education 

defined cultural tourism: the traveling of people to cultural attraction which they cannot find or 

see in their usual life, this kind of traveling is education and experience seeking for self-
satisfaction and fulfillment. This type of tourism composes of archaeological evidences and 

museum, architecture art, handicrafts, traditions and customs, music, literature, believes, 

culture. In Chedi Hoi temple, there is diversity of cultural attractions to draw attention to people 

to come. 
 Temple is religious place to do religious ceremonies which the area composes of 

permanent building for paying respect and religious activities. (Fine Art Department, 1996: 5) 
Thai temples are the place where in the old day, people come to study and listening to the 

chanting, therefore, temples are the place where all arts, architecture, artifacts and so on are 

very well preserved and nowadays become important places and worth to see. Chedi Hoi temple 

is ordinary temple but there are plenty of art, architecture and many others to see and also for 

studying. 
 Chedi Hoi temple is the complete place to become religion tourism resource of Pathum 

Thani province.    

 

Research Methods 

 Researcher used 2 methods for the research as the flowing: 
1. Qualitative method: researcher used interviews to be the study tools by purposive 

sampling technique to the groups of people which were: 1) the abbot, 10 Buddhist monks, 5 

nuns and 10 staffs who worked in the temple; 2) the owners of food and beverage shop, 

souvenirs shop, fishes and turtles³ food shop and herbal medicine shop in Chedi Hoi temple 

Bor-Ngoen sub-district, Ladlumkaew district, Pathum Thani province 3) the officer in the 

Cultural Office of Pathum Thani, the officer in the Tourism and Sport Office, Pathum Thani, 

Head of Bor-Ngoen Sub-District Administration Office and his consultant. 
Researcher used triangulation for data validation by1) Surveying the area to compare data 

obtain from government officers and local people 2) Observation without participating to 

collect data and 3) Data collection in different time such as week day, week end and holidays 

etc. 

2. Quantitative method: researcher used questionnaires to be a study tools by accidental 

sampling technique to 2 sampling groups: 1) Thai tourists for 310 persons who came to visit 

Chedi Hoi temple during December, 2014 to November, 2015 and 2) 304 inhabitants who came 

to the temple during December, 2014 to November, 2015 the study tools are in frequency 

distribution, average, percentage and standard deviation; hypothesis testing by (SPSS). One 

sample t-test is also used. population in local area who came to do their activities in Chedi Hoi 

temple Bor-Ngoen sub-district, Ladlumkaew district, Pathum Thani province. 
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Researcher consulted the advisor to examine the questionnaire for validity and used pre-
test of 30 tourists sampling for reliability to get Cronbach³s Alpha coefficient as shown in table 

3 and table 4 below : 
 

Table 3: Case Processing Summary 

 N % 
Cases           Valid 

                     Excluded 

                     Total 

30 

0 

30 

100.0 

0.0 

100.0 

                                                         

Table 4: Reliability Statistics 

Cronbach³s Alpha N of Items 

0.906 17 

 

 From table 4 depicts Cronbach³s Alpha coefficient of 0.906 more than 0.7 which is 

acceptable, therefore the questionnaire is reliability. 
 Researcher searched the number of Thai tourists comes to visit Pathum Thani province 

in 2015 (http://service.nso.go.th/nso/web/statseries/ statseries23.html) and get the number of Thai 

tourists which are 960 people in total shown in table 5 and used Taro Yamane sample size for 

precision of 95% to be 286 samples, researcher therefore used the number of 310 Thai tourists 

to be sampling.  

 

Table 5: Number of Thai tourists visit to Chedi Hoi temple in 2015 

Thai Visitors Total 

Excursionists 

661 

Tourists 

299 

 

960 

Source: http://www.tourism.go.th/2015/PHATHUMTHANI.pdf 

 

 Researcher searched the number of people lived in Bor-Nguen Sub-district, Lalumkaew 

District, Pathum Thani province form website: http://pathumthani.kapook.com and get the 

number of people lived in communities are 6,057 people divided to be 267 new born babies to 

6 years old of age; 18 pregnancy women; 1,339 women 35 years old of age up; 747 elderly 

people; 232 elderly chronic people; 15 self-insufficient elderly people; and 79 disable people 

shown in table 6 and get the information from head of Bor-Nguen sub-district that the number 

of local visiting to the temple should be approximately 1,000 · 1,500 people and used Taro 

Yamane sample size for precision of 95% to be 286 samples, researcher therefore used the 

number of 304 local people to be sampling. 
 

Table 6: Number of people lived in Bor-Nguen Sub-district         

New born 

babies-6 

years 

Pregnancy 

women 

Women  

35 years 

Elderly 

people 

Elderly 

chronic 

people 

Self-
insufficie

nt elderly 

people 

Disable 

people 

Total 

267 18 1,339 747 232 15 79 6,057 

Source: http://pathumthani.kapook.com 
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Results 

 Researcher found the results according to the interview 3 main groups of people as the 

following: 
 The abbot, 10 Buddhist monks, 5 nuns and officers in the temple can be summarized 

that the temple is the heart center of Buddhist people. Most of people came to the temple for 

making merit, giving the offerings to the monks and novices and do their religious activities 

more that came to do other activities. They thought everyone in the temple already provided 

everything to the people, it is not quite necessary to do anything else once people still come to 

the temple. 
 The shop owners were mostly happy to do their business in the temple, there were many 

Buddhist people and tourists came to the temple daily and many more during the weekends and 

holidays. They did not pay too much for the rent fee and make profit moderately. 
 The government officers related to the temple thought that the temple became truly 

religion and creed ceremonies of Pathum Thani province: firstly, the abbot is very well known, 

famous and respect from all over Thai visitors to the temple; secondly, there is 59 meters oyster 

shell³s Chedi which became the outstanding landmark of Pathum Thani province; finally, there 

are many talismans in the temple where believers can come for ritual ceremonies for their good 

luck and prosperity. 
The researcher found the results according to 3 objectives as the following: 

1. to study Chedi Hoi temple in Buddhism activities to be promoted as Buddhism  center of 

Pathum Thani province 

 

Table 7: Number and percentage of visitors according to their purposes 

Purposes Number of Visitors Percentage 

Religious Ceremonies 

Creed Ceremonies (Incantation) 
Study nature 

Study heritage wisdoms 

Health/Massage/Leisure 

196 

86 

16 

7 

5 

63.23 

27.74 

5.16 
2.26 

1.62 

Total 310 100 

 

 From table 7 displayed most of Thai visitors visited to the temple for religious 

ceremonies 196 visitors (63.23%) followed by creed ceremonies 86 visitors (27.74%). 

2. to study Chedi Hoi temple in spiritual activities to be promoted as spiritual center of Pathum 

Thani province 

 

Table 8: Number and percentage of visitors according to their activities 

 Activities Number Percentage 

Creed Activities (Incantation) 
Leisure 

Study the nature 

Study Wisdom Heritage 

Health Activity 

Others 

177 

68 

25 

21 

18 

1 

57.10 

21.94 

8.06 

6.77 

5.81 

0.32 

Total 310 100 
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From table 8 displayed most of visitors visit the temple to do creed activities 

(incantation) ritual ceremonies 177 visitors (57.10%) which is make morale to people to live their 

lives. 
3. to study the needs all Thai visitors that visited Chedi Hoi temple to promote the temple as a 

religious tourism destination 

According to table 8 and 9 displayed Thai visitors came to Chedi Hoi temple for 2 main 

reasons: the firstly, for religious ceremonies; and secondly, for creed activities (incantation) 
activities. Chedi Hoi temple, therefore, is the place where most of Thai believers made to be 

religious tourism destination of Pathum Thani province. 
 Local people and most of Thai tourists visit temple for religious and creed activities for 

their morale and wish good fortune. There are many things in Chedi Hoi temple which people 

would like to see and do in the temple such as the remarkable 59 meters high oyster shell³s 

Chedi, 2 beautiful Buddha images, religious ceremonies and creed ceremonies which can serve 

the need of people. 
  

Table 9: represented visitors³ purposes 

  Visitors³ Purposes 

levels 

 

Details X← (S.D.) Result 

1. Religious ceremonies 

2. Creed ceremonies 

3. Study nature 

4. Study heritage wisdoms 

5. Health/Massage/Leisure  

4.20 
3.89 

3.25 

3.09 

3.02 

0.82 
0.79 

0.78 

0.76 

0.76 

High 

High 

Medium 

Medium 

Medium 

 

From table 9 represented visitors³ purposes: the first was religious ceremonies in high 

level (X← = 4.20); the second was creed ceremonies in high level (X← =; 3.89); the third was study 

nature in medium level (X← = 3.25); the fourth was study heritage wisdoms in medium level (X← = 
3.09); and the last was health/massage/leisure in medium level (X← = 3.02).  

 

Table 10: represented visitors³ activities 

 

Details 

 Visitors³ 
activities 

levels 

 

 X←  S.D. Results 

Creed activities (Incantation) 
Leisure 

Study the nature 

Study heritage wisdoms 

Health activities 

Others 

3.89 
3.37 
3.21 
3.09 
3.08 
2.05 

1.0 
0.91 
0.79 
0.93 

0.82 

0.78 

High 

Medium 

Medium 

Medium 

Medium 

Low 
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From table 10 represented visitors³ activities: the first was creed ceremonies (incantation) 
in high level (X← = 3.89); the second was leisure in medium level (X← =; 3.37); the third was study 

nature in medium level (X← = 3.21); the fourth was study heritage wisdoms in medium level (X← = 
3.09); the fifth was health activities in medium level (X← = 3.08); and the last was others in low 

level (X← = 2.05).  

 

Conclusion and Discussion 

 From the results of the research can conclude of the study as the following: 
1. The remarkable 59 meters high oyster shells³ Chedi and 2 beautiful Buddha images 

and also the architecture of the temple can serve as the heart center of all Thai visitors. 
2. In the temple, there are diversity of tourism activities such as Buddhism religious 

activities ; creed activities which can be served as destination for all Thai Buddhist people and 

believers.  

3. The people continue going to visit Chedi Hoi temple to dot their religious and creed 

activities and become religious tourism of Pathum Thani province. 
 Discussion can be as the following: 

1. Discussion according to the first purpose 

Researcher found that most of visitors come to visit the temple to see the unique style 

of Chedi and Buddha images resembled from Ayudhaya and Khmer styles and also visit to 

indoor museum and outdoor boat museum displaying closed to the pond. They also come to the 

temple to calm their minds and making merit.  

2. Discussion according to the second purpose 

Researcher found that most of people come to the temple to do their creed activities 

which mostly made morale and good fortune to people; therefore, the number of people will 

come to the temple increasingly. 
3. Discussion according to the third purpose 

Researcher found that the temple can become truly religious tourism destination of 

Pathum Thani province.    

 

Suggestion 

1. The abbot³s legacy should be inherited. 
2. Meditation practice, commandments perception, merit making, give the offerings the 

Buddhist monks, wisdom and intellectual to the interested person with concentration 

management. 
3. Recovering Mon cultural which almost disappear, in additional, it should be  promote to 

the public.  

4. The officials have good attitude to the tourism development in cultural travel and promptly 

welcome assist visitors. They are ready to assist and participate along with local people 

operation and management together.   

5. Chedi Hoi temple can be truly religious tourism destination. 
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Abstract  

This research aims at studying community³s participation in homestay business 

management for developing cultural tourism in Loei province, Thailand. The main purposes of 

the study are 1) to investigate the potential and readiness of the cultural tourism management 

and community participation in homestay business 2) to explore factors of problems and 

obstacles in the homestay management and 3) to propose guidelines to manage the homestay 

business for sustainability.  

 The results of this study showed that the management of homestay accommodation in 

Loei Province had the potentiality and the availability of a very good level in terms of facilities, 

attractions and it was easy to access the involvement of people in the community cooperation. 
They also cooperated and followed the criteria that people in the community set their standards 

collaborate with the department of tourism operation centre by government of Thailand in 

terms of services, facilities, cleanliness, security, as well as classified in their own 

accommodation and also their community. It³s also good to accommodate both Thai and foreign 

tourists. 
 However, the researcher also found that there were some problems and need to be 

resolved; because the exactly time when the tourist³s need to stay in homestay is only when the 

local hotel fully occupied when they have main local festival. Then some groups in community 

cannot handle the rules of homestay standard correctly such as standard of sanitation and 

cleanliness, bedding, this problem occurs only during the festival only and after the major 

festival passed the homestay business is rather sluggish. 
It appeared that, People in the community do not make homestay as a main income. It's just 

extra income in some seasons. 
 What matters here is how do people in the community will help each other to push the 

homestay business as a core business of the community as well as to be the main income and 

the other local tourism business will be followed,  

 Furthermore, to encourage people in the community to jointly develop homestay to be 

accepted by people in the community and to manage to be sustainable tourism. 
 These problems will lead to recommendations for appropriate local management and 

homestay management.  

 

Introduction  

 Cultural and heritage tourism focuses on the characteristics of tourists who visit 

cultural and heritage destinations. It has become a major new area in the tourism industry 

because of people³s inclination to seek adventure, traditional culture, history, archaeology and 

interaction with local people (Hollinshead, 1993). Tourists seek out adventures that could 

immerse them in a culture or a place (Thompson, 1998). 

 The tourism industry is very important to developing countries and can represent 

economic stability society and the country as well (CheerapanSuksringam et al., 2006). Thailand 
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is starting to focus on tourism for over 40 years with a vision that Tourism can be a major of 

economic sectors of the country and government planning policies are set up to promote 

tourism in Thailand. Since the economic crisis that occurred in 1997 when the government has 

tried to find the way to reestablish the stability of the country and the government has 
recognized that tourism is important to make money by bringing foreign currency into the well. 
It adds to the local work and income distribution. The government has tried to push policies to 

promote tourism in the country. They are strategically placed to stimulate the continuation in 

the travel market (Santichai Auajongprasit, 2006). 

 The government launched the Amazing Thailand campaign in 1998-1999 to support 

the growth of national parks. (Tourism Authority of Thailand, Online, 2548), which found that 

the strategy helps increase the number of tourists traveling to Thailand. 
 Currently ecotourism has been popular and begins to change the direction of travel on 

the path of education and cultural exchange with each other along with the natural attractions. 
Homestay has gained the popularity among the tourists. 
 Travel in style of homestay was happened first in Europe. The first country who started 

this style of tourism was Austria and then other European countries began to follow by England, 

Germany and Iceland. In each country, there are different names according to the tradition and 

culture of each country such as bed & breakfast, farmhouse and guesthouse. However, no matter 

how unique it is called, the focus of such accommodation must be located in rural and 

hinterland communities with population density. So that visitors can touch and learn about the 

lifestyle of the host family and the community. This can be in the form of tourism homestays 

only (Macnulty, 2001). 

 Several tourists trust that the homestays contribute to characterize a unique living in a 

new culture. Visitors seek authentic experiences and architectures of the host culture. 
Homestays could provide the cultural experience and the sense of being at home. This allows 

them to perform more freely and feel comfortable and relaxed in a foreign culture. 
The search for realistic experience among travelers also increases the construction of cultural 

and heritage based tourism in order to provide a more authentic encounter for tourists. 
Through homestays, these cultural qualities often provide accomplices - with such staged 

authenticity and acceptable satisfaction while hosts seek to offer tourists a genuine connection 

to the community. Residents' desire tourists to visit their houses because travelers bring 

economic benefits to their community while they are still maintaining their traditional culture 

and heritage (Cole, 2007). 

 Homestay business in Thailand was initiated in 1960 by a group of students from rural 

development volunteer camp. They want to learn the ways of rural life and develop the rural 

areas.  

 Later in 1996, a group of businessmen and the tour operators proposed the idea to 

combine the adventure ecotourism with the homestay tourism so that visitors have the 

opportunity to live together with the local people in the same house and do activities together 

(Office of the tourist development, 2006). These tour visitors can do just as well as the daily 

lives of ordinary people, such as farming, planting, crafts, weaving, basketry, art and culture, 

which are different from the lives of tourists. 
 Therefore, the cultural and heritage attributes such as food, shopping places, and 

accommodations were built into villages in Thailand for homestays in order to attract travelers 

who searched for a mix of activities in an area. 
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 Travelers frequently seek adventures that immerse them in the culture or a place and 

search for small groups and personalized services. Tourism investors can learn about tourist 

interests and help shape the presentation of cultural and heritage attributes as well as the 

growing number of homestays in Thailand. The homestay is a new concept in Thai tourism and 

it lacks studies providing the homestay information. Thus, this study was created in order to 

provide more information to homestay investors or local entrepreneurs. This study investigated 

community participation in homestays and how they develop their homestays.  

 Currently, the management of homestay does not have marketing management system. 
The Tourism Authority of Thailand would be a mentor to work with the community. Housing 

by a landlord to provide homestay accommodation as well as providing network services and 

property owners needs to learn and understand how to provide comfortable accommodations 

with quality and safety of life and property. 
 For this research, the study area was Loei Province because of it is potentialities in 

natural and cultural tourism and the area is generally characterized by fertile mountains and 

Loei province is also the target of tourists who are interested in Thai local lifestyle and Thai 

culture including natural attractions. furthermore, the community will participate in providing 

accommodation to tourists who are interested in homestays. If the community participation has 

the proper management, it will be a model for the development of community participation in 

homestay business in other parts of Thailand.  
 Culture and heritage tourism trends have particular relevance for rural areas when they 

are accompanied by abundant natural resources. Traditional ways of earning on stocks provide 

the primary source of income. But, to stimulate rural economies, it has become unavoidable for 

rural regions to seek alternative uses for local resources (Liu, 2006). Cultural heritage tourism 

is an option for enhancing rural lifestyles and distributing income in the region. As a result, 

tourism has become the priority tool of rural orthodoxy (Augustyn, 1998). 

 Homestay programs play the main role in cultural tourism and are the fastest growing 

segments of the tourism market (Wang, 2007). The culture and heritage tourism that has been 

preserved in a location causes the local people³s everyday lives to infiltrate the everyday lives 

of travelers and thus, this makes a homestay more attractive. Because of this, homestay tourism 

is a rapidly growing niche market, utilized by an increasing number of domestic and 

international tourists. As an attraction, it also continues to grow due to word-of-mouth. 
Therefore, to expand this market, the desirable cultural and heritage attributes should be 

considered in order to raise the number of travelers and thus, increase the local resident income. 
In addition, operators need to regard which attributes influence tourist satisfaction and their 

destination choice in order to formulate the strategies that attract and better satisfy customers. 
Although several researchers have studied the cultural and heritage tourism, they did not 

provide homestay issues, especially homestays in Thailand. The homestay is a new concept of 

Thai tourism but it is expected to continue. In this regard, this study could be applied to 

investigate what factors would motivate tourists to choose homestays in northern of Thailand 

and to predict tourists³ overall satisfaction and expectation based on cultural and heritage 

attributes. 
 

Objectives 

 1. To investigate the potential and readiness of the cultural tourism management and 

community participation in homestay business  
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2. To explore factors of problems and obstacles in homestay management  

3. To propose guidelines to manage the homestay business to be sustainable 

 

Literature Review 

 Community participation in repetition is complicated achieve for many reasons, 

including personal reason, self-reliance, significance, time and lack of tourism understanding 

(Cole, 2006) The concept of helping community to developing is a concept that give a chance 

to people solving their own problem and to give opportunities for people to analyze situation 

that they are in and to make them prompt if they would change. The process of developing will 

be depending on that communities they will make the main role in development, so they can 

be solving their problem and keep going on development by themselves. Of course, all of the 

development will be on their own community (Somsak Techae-rawan, 2006).   Community-
based Tourism (also known as "Host Management") has expanded rapidly and also in the future, 

there is a tendency to grow as a network. The pattern of community management is expected 

to be a potential one-way tourism management by focusing on community participation 

processes in management and support the conservation of natural resources including tourism 

resources in itself. At the same time, it³s will be benefits of local community economy as well. 
Also, if look at the market, then it turns out that the market of tourism by the community is also 

a niche and often used the word "Community-Based Tourism" or "Ecotourism" or "Conservation 

tourism" and similar names. Has been used as a media advertising to promote the image of 

tourism. On the contrary, it affects the environment, society and culture local tradition (Sinth 

Salobon, 2016). 

 Homestay has been described by Beerli & Martin (2004) as the economic activity and 

accommodation system used in the tourism sector. In particular, homestay is popular amongst 

the tourist and visitors who aim at interacting with local social system, lifestyle, people and 

culture. Consequently, the main components of homestay program include entertainment, 

accommodation, education, food, hospitality and enrichment. Hence, homestay includes living 

in a place and has been acknowledged to be one of the products of tourism that is 

accommodation oriented. The enhancing, promotion, and improving of homestay ensure that 

cultural diversity amongst local residents is incorporated thus attracting the tourists and 

international visitors.  

 Consequently, the aim of this chapter is to present the theoretical framework and 

review existing literature on homestay. This helps in understanding the motivation of tourists 

and the attributes that affect their satisfaction with heritage and cultural destinations. In 

addition, the concept of homestay in Thailand is reviewed including the role of the government 

in development of homestay as a form of tourism in Thailand.  Besides, this chapter reviews 

the literature on the satisfaction of tourists with heritage and cultural destinations. Another 

important section in the literature review is the discussion of heritage and cultural tourism as 

well as the explanation of how tourists are motivated. The first major section concerns the 

history of homestay in Thailand as follows. 
 Tourism is an essential industry in Thailand since it largely contributes to the growth 

of the economy of Thailand. In the opinion of Lynch &MacWhannell (2000), tourism earns 

Thailand the highest income from foreign exchange compared to the other sectors. Recently, it 

has been reported by Barbara, Bryant & Claes (2005) that global tourism patterns are slowly 
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changing as other forms of tourism become more popular. Therefore, the tourism industry in 

Thailand adjusted itself to make use of these new opportunities that present due to the changes 

in tourism pattern by embracing homestay as a unique form of business venture. Thailand has 

unique traditional and cultural practices and natural resources which make it have a high 

potential as regards building up tourists³ activities around natural adventures and experiencing 

of local culture and tradition. This enables cultural exchange to occur and due to the unique and 

attractive way of life, international visitors can be attracted thus provide economic benefits to 

local residents and empower the need for environmental consciousness.  

 In this regard, the government of Thailand has promoted homestay development 

continuously in various destination of tourists throughout Thailand.  Nevertheless, there is a 

common problem that homestay service normally faces and this mainly relates to unreliable 

service and service failure thus leading to unsustainable of homestay profitability. Hence the 

role of government in promoting homestay is crucial as this enables the service quality to be 

improved and hence meeting of the expectations of the international visitors regarding 

homestay in Thailand.  

 According to the reports by Cole (2007), homestay entrepreneurs must understand the 

preferences and behaviors of their customers in order to be in a better position to satisfy them 

and meet their expectations. In addition, having this knowledge can help in improving the 

competitiveness of Thailand tourism market in general. On their part, Enright & Newton (2004) 
indicated that homestay accommodation incorporates specific cultural relations like interaction 

with local people in their private homes and associating with host family.  Consequently, the 

relations of homestay which relate a home can be thus differentiated from other 

accommodation types.  Heung & Cheng (2000) attests that in homestay, the private home 

boundaries are opened hence accessible by the public space unlike in other accommodation 

types. Examples of types of homestay accommodation include host families, certain small 

hotels, breakfast and bed and farm stay.  

 In Thailand, there has been increased demand for homestay where the tourists 

indirectly or directly pay to stay in homes of local people.  Halir & Kashif (2005) reported that 

homestay networking involves family/host and their interaction with the tourists and hence 

families have a main role in determining the values and norms of tourist behavior which impact 

the tourists while staying in their homes. 
 According to social and economic development plan of government of Thailand which 

delegated authority into local community, the local organizations started to develop interests 

in generating income for the community. The Ministry of Tourism in Thailand indicated that 

increasing the income of the community could be done mainly through ensuing local tourism 

is operational by developing various attraction sites for tourists. For instance, homestay are 

essential attractions that can pull attention of international visitors. Moreover, the activities of 

homestay are known to develop communities besides increasing the income of the communities 

whilst maintaining the environment and culture of local area. The simple local lifestyles of 

people are considered important in attracting visitors from other cultures and have gained the 

tourists³ attention.  

 Reports by Jang & Cai (2002) noted that homestays in Thailand are established in 

various locations including northern Thailand. In particular, it was revealed by the Ministry of 

Tourism in Thailand that the Thai homestays were first established in 2004. With time, the 

homestays grew in number and increased to about 93 villages in a short time with most 
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homestays being constructed between 2007 and 2008.  International visitors in Thailand then 

gained more interest in homestays given that it was a new and distinctive feature of tourism in 

Thailand.  

 The government of Thailand has focused mainly on the development and 

sustainability of homestays in order to promote Thailand as an international destination for 

tourists. This is also due to the fact that homestay is currently regarded as a good tourism 

product to promote Thailand and involve more members of community in the tourism sector 

through the tourism in rural areas. According to Kao, Patterson & Li, Chungi (2008), the 

embracing of homestay is to take advantage of heritage and cultural assets and natural resources 

in communities in order to develop income generating activity with little expenditure on 

improving existing infrastructure.  

 The concept of homestay is not only seen as an activity to generate income but also 

homestay assists in meeting the agenda of the Thai government of eradicating poverty through 

the nurturing and creation of more opportunities for employment for involved communities. In 

addition, this is also indicated in the homestay programme objectives of generating income for 

operator/people in rural setting and enhancing Thailand as a number one destination for 

international tourists through highlighting existing culture of Thai people. Homestays therefore 

has contributed successfully in providing a different accommodation option that tourists can 

seek hence provide an alternative holiday from other tourism packages offered. Consequently, 

homestays give tourists the ability to choose the accommodation as well as flexibility on when 

to travel.   

 Majority of the operators of homestay offer extra room to be used by the tourists or 

the guests as lodging in their homes for minimum package or charge. The operators of 

homestays are also obliged to criteria required and can be given support and assistance from 

relevant agencies or the government of Thailand. The development of homestays rapidly as a 

new product of tourism has been of great benefit to tourism sector in Thailand due to the 

economic gains involved. Additionally, Kozak & Rimmington (2000) identified homestay as a 

sector that is a very unique appeal of Thailand and is packaged with culture and local traditional 

elements and natural heritage.  Besides, homestays are categorized as products of rural tourism 

and continue to attract more international tourists and local tourists. Therefore, homestay has 

boosted economy of rural Thailand significantly especially in communities that are engaged in 

certain homestay locations. 
 

Research Methods 

This study was a qualitative approach on the situation of tourism and homestay business 

in Loei province as well as the problems and obstacles in the area. The researcher has 

determination of key information as local communities, member of homestay businessman, 

local government and also tourists (accidental sampling) 
The main methods of this research are; 

1. Researcher, made observations, ask questions, take notes and analyze all data the  

researchers have asked the main informants, community leaders, Local businessman, and 

people in community who did home-stay business. To be impartial is to focus and analyze in 

order to understand the perspective of outsiders and insider of people within the community 

and also studied the process of exchanging ideas with the knowledge leaders and community 

members. 



 

44 

2. Semi-structured interview on focus group interview, Researcher used the indicators 

of this study were determined by using the homestay standard of The Department of Tourism 

by government of Thailand to set a topic for a broad range of questions.  

Quality Management Framework Home Stay 

Standard 1:  Accommodation 

         1.1 The proportion of the house. 
            1.2 Clean and comfortable bed 

            1.3 Have clean toilets and showers. 
Standard 2:  Food  

2.1 Types of food and raw materials used for cooking 

           2.2. Clean drinking water 

           2.3 There are containers that contain clean food. 
           2.4 The kitchen and kitchen appliances are clean.          
Standard 3:  Safety  

           3.1 Preparing for First Aid 

           3.2 Security system is provided.         
Standard 4:  Friendly atmosphere of homeowners and household members. 
          4.1 Reception and familiarity 

         4.2 Creating knowledge exchange activities in community life style 

Standard 5:  Tour Operation  

         5.1 There is a clear tour for tourists who have to be accepted by the community. 
         5.2 Information on tourism activities 

         5.3 The owner is a local guide or coordinator to guide the local tour guide. 
Standard 6:  Natural Resources and Environment 

6.1 Community has a tourist attraction within the community or tourist attractions  

      nearby. 
        6.2 Maintaining a Tourism 

        6.3 Have plans or measures to reduce the impact of tourism. And reduce global  

      warming. 
        6.4. There are activities to reduce the impact of tourism for the conservation of natural  

       resources and the environment and reduce global warming. 
Standard 7:  Culture 

       7.1 Preservation of local culture and traditions 

       7.2 Keeping the community alive Keep a regular routine. 
Standard 8:  Value Creation and value of the product. 
      8.1 Products from the community as souvenirs, souvenirs or sold to tourists. 
      8.2 Products that create value and value for the community. 
Standard 9:  Homestay Management 

      9.1 Local homestay communities network  

3. Survey observation and discussion with community 

The keys man in this research is Municipality district Office in the Loei area and the 

community leaders, network of homestay business operators in Loei province.  
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The main information from the municipality: - ́The homestay business in Loei has just 

started. We are supported by the government and private sector, especially the Tourism 

Department. We also need to develop a lot and also required the cooperation of people in the 

community to develop the homestay business in Loeiµ. 
Leader of accommodation business said that (Phunacom resort owner, Dansai Loei): - 

Ẃe try to push and provide assistance in providing information, Knowledge, about homestay 

business, Accommodation management to meet the standards of the Department of Tourism 

also guidance to develop a homestay business and the people in the community are involved. 
In order to give people in the community extra income or maybe it is the main income of the 

people in the community in the future whether it is from homestay, selling souvenirs, tourist 

destination and cultural art conservation by the homestay business with communities³ 
participationµ.  

 

Results of the Study 

For the investigation of the potential and readiness of the cultural tourism management 

and community participation in homestay business, Loei province has a unique tradition, 

culture and way of life, which attract tourists to visit the province. In addition, Bun Luang and 

Phi Ta Khon festival at Dansai district, Loei province are important local yearly festivals to pay 

homage to deities and the spirits of the ancestors, these festivals bring together the celebrations 

of Prawet festival, Bung Fai festival, Sum Ha festival and Phi Ta Khon festival. The Phi Ta 

Khon festival is unique to the Dansai district in Loei province and reflects the following six 

qualifications: Beauty of arts and culture, Way of living and local wisdom, Local community 

relations, Buddhism activities, Diversity of cultural action and Ensuring the continuity of social 

practices  

Loei province also has many natural attractions because its geography is mountainous 

such as Phu Kradueng, Phu Lom Lo, Phu Laung wildlife sanctuary, San Hin Pha Ngam Park, 

Huai Nam Man or Huai Krathing Reservoir, Phu Bo Bit Forest Park etc. These interest tourists 

and a lot of them visit the place every year. 
 

Explore factors of problems and obstacles in homestay management 

Homestay management in Loei province came from a large number of tourists who visit 

the Bun Luang and Phi Ta Khon festivals. Because of this, it made hotels and accommodation 

in that area were fully booked and the tourists needed to ask the government agencies whether 

there were any other homestays or business accommodation in this area or not.  
It is the starting point for the government to encourage people in the community and the private 

sectors to cooperate, consult, plan and find ways to provide accommodation. Due to the fact 

that people in the community have a poverty, their main income comes from agriculture and 

handicrafts. If  the government will encourage the community to increase their income, the 

concept of this situation is homestay that could possibly make people in the community have 

more income. 
The government has asked for cooperation from the private and local education sectors 

to plan a homestay business, and also provides tourist destination routes and community-based 

accommodation.  To illustrate, it lets people in the community arrange homestay 

accommodation under the guidance and supports of both public and private sectors to help 

people in the community to participate in homestay business. 
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  However, from the study, it was also found that there are many problems and obstacles 

from the operation as people in the community do not have enough of time management to 

handling tourist because they also have to do agriculture as a main business, there are also few 

participants and still do not enough to meet the needs of tourists. 
In addition, lack of knowledge and understanding of homestay and tourist business 

operations, lack of staff who are well knowledgeable in community to help them for solving 

the problem including in the field of language communication the tourists are foreigners, they 

are not able to communicate with each other. 
For the sanitary and cleanliness conditions, the physical characteristics of the 

community are mostly wooden houses which is home to a relatively long life. There are also 

issues with cleaning and bathroom management because the bathroom is also traditional and 

not easy to use for foreigners. 
Furthermore, the networks of entrepreneurs are not strong enough and sometimes the 

tourists do not come over the year just only when they have festivals or only some seasons. 
Proposing guidelines to manage the homestay business to be sustainable. 
 

To propose guidelines to manage the homestay business to be sustainable 

Due to the fact that Loei province has a wealth of natural resources and possesses a 

unique cultural identity and traditions, it has been promoted by DASTA (Designated Areas for 

Sustainable Tourism Administration) as a sustainable tourism destination. DASTA formulates 

policies and administrative plans for the sustainable development of tourism in specific 

areas.  This includes the coordination of local government agencies and the public in order to 

cooperate in the development of tourism areas in special areas for sustainable tourism and the 

balance between economic, social and environmental also maintain the environment of 

attraction beautiful and sustainable and suitable environment for good culture an impressive 

tourist attraction for Thai and foreign tourists to remember and come back. (DASTA, 

http://www.dasta.or.th/th/aboutus/about-history/about-role, 25 October 2017).  

DASTA plans to promote and advertise Loei province for sustainable tourism 

destination by the followings: 
1. To promote the use of the potential of various agencies. Both public and private sectors 

develop tourism markets. 
2. To encourage and develop the environment for sustainable tourism. 
3. To encourage people and communities to participate and develop tourist attractions in 

their local communities. 
The tangible results of the above policies were the preservation of arts, customs, local 

wisdom and good local culture, the tourism income of community, and the community 

employment for better quality of life and local life. The ultimate achievement of this proposal 

of sustainable tourist destination is the full cycle development covering economic, social, 

cultural and environmental aspects. 
It is evident that the arrival of DASTA will be the problem solution; besides, it is also 

a tool to develop Loei province to be a sustainable tourist destination.  
 

Conclusion and Discussion 

After the researchers studied the data from several ways of interviews; semi-structured 

interview and formal and informal observations, the results of the study are concluded and 

discussed that Loei province is well-equipped with natural resources and culture, simple way 
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of living, it also has a unique cultural and linguistic identity. The main income of the people in 

community are from agricultures and traditional handicrafts. Loei province is well-prepared to 

host homestay and community-based tourism management and it is likely that tourism business 

is the main income of the community in the future. 
             Homestay activities under the support and guidance of both the public and private 

sectors with people in the community and agencies in the area can make it happen of potential 

and the availability of local eco-tourism and homestay business as well as the DASTA's entry 

into the community to help bring together the best results. 
Although Loei province still has the limitation of basic foodstuffs, the transportation, 

sanitary, they are not the barriers to develop people in the community. Tourism business by 

community still need to be promoted from the Thailand government to encourage visitors to 

know the tourist attraction and homestay accommodation better than now. 
The community participation in tourism management should be the cooperation of both 

the people in community and the leaders to develop and remain their village, natural attraction, 

culture and tradition to be sustainable. 
Community participation demonstrates the ability of the community to participate in 

decision-making, mutual benefit and evaluation. The homestay community is involved. It is a 

combination for local development and for preservation of wisdom. 
 

Recommendations 

1.  Influential factors towards decisions-making to travel at homestay  

2. Tourists³ Behavior and motivation to travel in the Loei province  
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Abstract 

 Abstract: Creative tourism concept is based on the idea that tourists can benefit from 

memorable and authentic experience through participation in various activities provided by 

local communities that they visit. Through creative tourism, tourists will feel connected and 

linked with the community in terms of its history, culture, atmosphere, and way life. The main 

objective of this study was to find out the attitude and behavior of the tourists who participated 

in workshops and experienced the homestay prototype in creative tourism at Baan Nam Chiew 

community. In this research, qualitative method was employed by conducting in-depth 

interviews and participant observation. Twelve informants were divided into three groups: four 

informant representatives from the public sector (DASTA, TAT), two international tourists, 

five informant representatives from the civilian sector (community), and one informant 

representative from a university. Data analysis was done by using open coding, constant 

comparison analysis, and thematic analysis. The findings indicated on-site tourism experience 

in activities based on creative tourism.  

Keyword: Creative Tourism, Tourist Experience, Community 

 

Introduction  

Nowadays, tourist behavior has changed. Tourists are turning their attention more to the 

experience and learning that they may obtain from traveling. They also want to participate in 

activities based on community life to understand the value and importance of the cultural 

heritage of the host area. Tourism is a way to open up or enhance tourist life experience, create 

fun, and enjoyment. Entertainment at their leisure must also bring new learning. Trendy tourism 

has become a continuous travelling stint for tourists visiting various tourist attractions. As a 

result, many alternative forms of tourism have been proposed to add greater variety to already 

exotic, attractive, and appealing tourist experiences.  

 

Statement of Problems 

Tourism is currently focused on the pursuit of income from tourism that promote 

destination areas. More tourists are visiting different attractions and this has been generating 

more revenue to the host communities and their countries. However, a consequence to avoid is 

the degradation of a tourist attraction that arises from visitors dumping garbage in public areas 

and destruction of natural resources in the tourist destination can take place beyond the ability 

of the host to control it. For instance, wastewater in a community may not be treated in time. 
Tourism resources can also be destroyed in many other ways such as, stepping on the coral, 

collecting stones or plants as souvenirs, and so on. Some tourists do not pay attention to 

community spirit and come for a visit just to take photos or have a meal during the trip to 

commemorate the event. This characteristic of tourists hardly provides any benefit to the 
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community. More serious than the problem of small revenue is environmental damage that can 

be caused by garbage or wastewater.  

In the study, the researcher observed the behavior of tourists who were interested in 

finding a new experience while traveling and participating in workshops with local people 

taken as a challenge in their lives. The researcher wanted to find out how tourists learned the 

local culture and tradition, which included having a meal of the traditional food, fishing by 

using the traditional tools, bird watching, and attending a bamboo hat workshop as part of 

creative tourism.  

  
Objectives  

1. To investigate the attitude and behavior of the tourists participating in a workshop.  

2. To understand the way of life as related to different religions. 
3. To study the creative tourism in part of a culture, homestays, and the local way of 

life. 
4. To know how local people participate to develop and preserve natural resources. 

  
Literature Review 

Concepts of giving knowledge about authentic Thai foods with tourist experience  
 In the study of Singsomboon (2014), he pointed out that Thai food influenced tourist 

behavior and motivated tourists to decide to travel in Thailand and gain new experience by way 

of creative tourism which features participation in the activities of local people. As result of 

this research, understanding of tourist behavior and interest in Thai food provided the idea to 

offer tourists knowledge and experience by letting them participate in a cooking class. 
Creative Tourism in Thailand  

 Pine and Gilmore (1999) stated that creative tourism is best understood as the use of the 

experience economy paradigm, where staged experiences take over the simple offering of 

services. Creative tourism in Thailand was launched by the Designated Areas for Sustainable 

Tourism Administration (DASTA), an organization whose role and responsibilities in 

sustainable tourism in Thailand include handling the hospitality industry that coordinates with 

offices in charge of issues pertaining to administration of natural resources, economy, and 

society.  

Creative Tourism concept  
Wurzburger and Rebecca (2010) presented the results of their study on creative tourism 

at Santa Fe International Conference in 2008. They defined tourism concept as á tourism 

directed toward an engaged and authentic experience, with participative learning in the arts, 

heritage or special character of a placeµ. Meanwhile, Wisudthiluck, Sindcharak, Sangnit, and 

Noithammaraj (2014) studied the concept of tourism supply, limiting the scope of the study to 

creative tourism. Their definition was concerned with culture tourism. The results of their study 

indicated that the development plan of cultural creative tourism depended on the activities 

within the community or destination. 
The growing diversity of Creative Tourism 

In their study, Richards and Marques (2012) focused on creative tourism which they 

characterized as having grown rapidly, reflecting the desire and need of tourists to gain creative 

experience in their lives and explore their potentials for creativity.  A range of models of 

creative tourism development are attracting visitors and service providers alike because local 

communities are known to have exchanged ideas, knowledge, and skills with tourists.  
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Figure 1: Modes of Creative Tourism 

Source: Richards, G. (2011), Annals of Tourism Research 38: 1225-1253. 
 

 Creative Tourism Development in Demand Factor 

Buaban (2016) explained that key to creative tourism in its early stage of development 

is the tourist³s cultural demand. At present, culture tourism has become mass tourism, which 

means tourist demand and tourist behavior have led to the promotion and development of 

creative tourism. Creative tourism has been interested in providing authentic environment or 

experience of real local life for tourists who want to learn new and challenging things.  

The figure below shows the changes in the drivers of tourism. 

 
Figure 2: Changes in the drivers of tourism 

Source: Richards. G. & Wilson, J. (2006). Developing creativity in tourist experiences: A 

solution to the serial reproduction of culture? Tourism Management, 27, 1209·1223. 
 

 Creative Model 

 The terms used in conceptual models of creative tourism consists a wide range of tourist 

experiences which include authentic culture, local cultures, enhancement of skill for tourists, 

interaction with local people, participation of tourists, and environment as shown in the figure 

below (Richards, 2010).  
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Figure 3: Identity of creative tourism 

Source: Adapted based on Richards, G. (2006), Veridian E-Journal:  
Identity of creative tourism, 9(1), pp.257. 

 

Richards (2010) made a list of conditions measuring tourist satisfaction at the 

destination areas as follows: 
 1. Related with creative tourism is the lifestyle of a local community that they lived 

marked by their simple ways. Local people also have part-time jobs, which after work, enable 

them to help to develop their area to become a community model and be promoted as a tourist 

destination to motivate the tourists to come and enjoy a slow travel. 
 2. Related with tourist activities are various workshop classes that attract tourists to join 

and participate in creative tourism in order to gain new experience from activities with local 

the community. They are usually aimed at developing and preserving their culture and their 

resources for the next generation.  

 3. Related with the culture at Baan Nam Chiew community, where local community has 

to dress modestly, is religion which is the basis for the people³s cultural expressions that have 

been practiced for a long time.  The traditional food of the community preserves both Thai style 

and Muslim style of food preparation and cooking. 
 4. Related with the environment, creative tourism supports sustainable environmental 

protection through activities, including facilities that ensure the position of the community as 

a tourist destination. At Baan Nam Chiew, nature education center was built for mangrove 

conservation and ecotourism. It also guarantees plentiful natural resources for the local 

community³s smooth and economical way of life. 
 5. Related with the local products is the means of livelihood that helps local people get 

more income. Presenting unique products to the tourists will motivate them to buy and make 

them interested in learning new things from the local products. The products from Baan Nam 

Chiew are famous and have also been chosen as ́OTOP village Championµ and are supported 

by Community Development Office, Department Ministry of Interior Thailand Tourism 

Industry, and Tourism Authority of Thailand.       

Creative 
Tourism

Lifestyle

Activities

Culture

Environment

Local 
Products

Knowledge 
and 

experince
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 6. Related with the knowledge and new experience that local community provides are 

the general information, local history, local culture, local food, local handicrafts, and local 

drama. These serve as tourist attractions. 
 

Methodology 

 This study used a case study research method. It also applied documentary research 

method to collect and analyze basic information from various research journals, research 

articles, documents, and articles from internet web sites. For more data, descriptive research 

method was used. Information on current issues was collected and analyzed. The chosen area 

was Baan Nam Chiew community in Trat province. The rationale for the choice of the 

researcher is the common knowledge that creative tourism activity has tremendous potentials 

in the said location.  Baan Nam Chiew community is a destination for learning and experience 

under the creative tourism form in Thailand. This research used in-depth interviews, and 

participant observation.  

 It analyzed selected tourists³ behavior and attitude toward creative tourism experience 

in Thailand while they were staying with homestay at Baan Nam Chiew community. The data 

covered local community representatives, leaders and assistants of tourism Baan Nam Chiew 

community project, local government officials, a lecturer of sociology and anthropology at 

Thammasat University, and international tourist representatives. 
 

Results and Discussion 

 The results of the study show that tourist behavior has changed with tourists turning 

becoming more interested in the new experience and the new things can learn from travelling. 
Tourists have also become more active in participating in community-based activities and way 

of life. The first objective of the research was concerned about finding out the attitude and 

behavior of the tourists in making a decision to travel on creative tourism.  The tourists found 

new experience with Baan Nam Chiew community through participation in workshops and 

activities based on culture, such as local hat handicraft (Ngop). They also reported evidence of 

development and preservation of the nature resources in the surroundings of the community. 
They have observed and learned the process of community management based in activities that 

required local teamwork in everyday life within community. In addition, Designated Areas for 

Sustainable Tourism Administration (DASTA) and Tourism Authority of Thailand (TAT) have 

been assigned to promote tourism through creative tourism process and help to facilitate 

conservation and development of various mangrove forests, local culture, local products and 

other development projects. All of these projects were implemented with the cooperation of the 

local community, public sector (Designated Areas for Sustainable Tourism Administration 

(DASTA) and Tourism Authority of Thailand (TAT)), stakeholders, and tourists.  The conclusion 

reached in this research is based on the findings which are presented in Table 1 along with the 

implications. 
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Table 1: Key Findings of the study 

Objectives Key Findings 

To study the attitude and behavior of the 

tourists participating in workshops.  

 

- Gain new experience 

- Touch on Thai culture 

- Do real activities in community-based tourism 

- Exchange knowledge 

- Unique activities 

To study the way of life related with 

different religions. 
 

- Living together in harmony 

- Teamwork 

- Meaningful experience 

To study creative tourism as part of 

culture, homestay, and the local way of 

life. 
 

- Give information 

- Maintain natural resources 

- Develop Thai culture 

- Share information on social media 

- Educate Thai culture through activities 

To study how locals and other people 

participate in developing and 

preserving natural resources. 

- Provide guest speakers 

- Promote the place through advertisements 

- Provide education 

- Give training program 

- Maintain the natural resource 

 

Conclusion 

The researcher reached the conclusion that a variety of information was covered on 

creative tourism experience in Thailand. This case study of educational and experiential tourism 

at Baan Nam Chiew community, a unique community in Trat province, has provided tourists 

valuable information about the culture of two religions that live together in harmony and 

management that support tourists that come to the place. Tourists visited the community due to 

its authentic local culture that is related to new trends in tourism. Thus, the research would 

conclude that creative tourism at Baan Nam Chiew community has to be deal with different 

drivers to motivate the tourist to decide to travel on creative tourism. Besides being interested 

in new experience with green tourism that creative tourism also tries to encourage, equally 

important is for Thai culture-based community to help locals get a job and gain revenue from 

tourism, and maintain and develop the natural resources for the next generation. 
 

Limitations  

 Although this research achieved its objectives, there were limitations which were 

related to data collection and data analysis.  These are attributed to time constraints. and limited 

of time and budget. Similarly, analysis of the in-depth interviews, the results of the participant 

observation, and tourists³ shared information was limited by time and budget constraints. 
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Abstract 

Food experience in the tourism context is not only valued for being gustatory objects 

but also functions as cultural icons. To an extent, culinary experiences concern a matter of 

celebrating local gastronomic tradition, in which local food know-how is promoted as selling 

points through the availability of old-fashioned products and culinary activities enabling 

tourists to experience pre-modern gastronomy. Nevertheless, as contemporary cultural objects, 

elements of modernity are necessary to facilitate the contemporary appreciation of the past. 
Considering this, this paper examines the narrative underlying gastronomic experiences under 

the framework of traditional- modernity tension by looking into the gastronomic experience 

delivered in Gong Khong Market, located in Ayuthaya, Thailand. Central to the paper is to find 

out how, from the worldviews of both the producers and consumers, the mediation between 

tradition and modernity participates in constructing the value of culinary experience. The 

research conducted for this paper is based on several field trips to the market during 2012-2014, 

in which data were collected from semi-structured interview, open-ending questionnaire, and 

observation. The findings reveal that the traditional-modernity negotiation in culinary 

experiences are multidimensional, involving three processes including the emphasis of the past, 

the compromise between the past with the present, and the appropriation of the present to the 

past. It can be concluded that culinary experiences reflect the phenomenon of globalization on 

culture. The commodification of culture does not always yield destructive impacts onto the 

salience of tradition, but should rather be treated as a necessary means prolonging the existence 

of tradition in the contemporary context. In view of the rise of creative economy, it is concluded 

that the value gastronomic experience should be assessed from its ability to create unique 

impressive experience to visitors. 
Keywords: gastronomic tourism, cuisine tourism, culinary experience, touristic market, 

authenticity  

 

Introduction  

Besides being part of basic human needs, food reflects way of life in each community 

(Boniface 2003). Food is found to be integrated in diverse aspects of human³s life and plays 

several symbolic functions in the society (MacClancy 1992). In addition, food is indicative of 

the identity of a location as well as embedded in the process of identity formation, in which 

food participates in enhancing the perceived identity of a locality (Richards, 2002; Fox, 2007). 
Tourism was long ago regarded as an activity enabling travellers to engage in local gastronomy 

but it was not before late 20th century that food is recognized as a tourist interest on its own 

(Smith, MacLeod, and Robertson 2010). The growing public interest in food and drink (Richards 

2002) as well as the emergence of culinary tourism, a niche tourism category describing 

activities oriented to culinary enthusiasts (Novelli 2005), are some of the main factors 
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contributing to the significance of food as commercially viable tourist products. To be 

remarked, culinary products in tourism destinations involve the promotion of gastronomy that 

functions as cultural icons of the location, be it traditional or contemporary ones. The nature of 

locally available cultural and gastronomic resources as well as socio-cultural climate in a 

locality, plays an important role in shaping the presentation of gastronomy in tourist 

destinations (Hillel, Belhassen, and Shani 2013; Kim 2015; Sims 2009).  

Local markets are recognized as important tourist destinations for tourists wishing to 

discover gastronomy of the destination (Boniface 2003). Many local markets are promoting 

itself as gastronomic attractions, to name but a few, la Boqueria del Mercado in Barcelona 

(Spain) Tsukiji market in Tokyo (Japan), Borough food market in London (UK). Besides the 

availability of locally sourced raw food items and culinary products resulted from local know-
hows, local markets also offer opportunities for visitors to comprehend local food culture 

through observing the locals on the sites. It is perceived that gastronomic experiences in the 

local market are genuinely representative of local culture, for market food demonstrates strong 

relationship with the popular way of life (Privitera and Nesci 2015; Winarno and Alain 2013).  

The market food scene reflects constant changes in consumption trend. To an extent, 

the variety of culinary products in the contemporary local scene, ranging from old fashioned 

food items to futuristic food products, reflects the ongoing homogenization- heterogenization 

dichotomy that permeates the globalized society (Appadurai 1996). While food products across 

the world increasingly become homogeneous by being submissive to global food trends, many 

localities also put an effort in preserving its own gastronomic tradition and promoting local 

talents against the domination of the global culture. In addition, it is found that this dichotomy 

gives birth to  new gastronomic items, developed by combining elements of both traditional 

and modern culture (Mak, Lumbers, and Eves 2012; Richards 2002). In this regard, gastronomic 

experience in tourism destination can be seen from how the society mediates tradition and 

modernity- localism being celebrated in conjunction with the unified global culture. 
 

Objectives 

The aim of this paper is to analyse the negotiation between tradition and modernity in 

culinary experiences by using insights from ²Gong Khong Market³ in touristic market in 

Ayuthaya, Thailand that uses local history and tradition as the theme. Adhering to Simmel 

(1971)³s theory ²form and content³ demonstrating that agents play a significant role in 

constructing culture in the society, the paper intends to grasp a cultural phenomenon through 

the emic perspective or insider perspective, in which involving stakeholders are regarded as 

the key to understanding social phenomenon. Tourism reflects how stakeholders reciprocally 

participate in shaping the meaning of tradition (Kim and Zhou 2015; Knudsen and Waade 2010; 

Wang 2007; Zhu 2012). 
 

Literature Review- the commodification of gastronomy as the negotiation between the 

past and the present 

Notwithstanding negative impacts brought by tourism on the local cuisine (Avieli 2013), 
tourism can give a new life to disappearing culinary tradition (Richards 2002), sustain culinary 

knowledge (Everett and Aitchison 2008; Fox 2007)  as well as enhance the sense of locality 

through the promotion of locally available culinary resources (Correia, Moita, and Costa 2008; 

Kim and Zhou 2015; Sims 2009).  
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Food experiences in the tourism context is not only valued for being gustatory objects 

but function as cultural gaze. Long (2004, 20)³s definition of culinary tourism as ²the 

international participation in the food ways of another- participation including the consumption 

preparation and presentation of a food cuisine, meal system or eating style considered as belong 

to a culinary system not one own³ demonstrates that food experiences can take the form of 

activities enabling visitors to learn about local food. These include but are not limited to 

cooking workshops, culinary museum, food markets, food events, food trails and farm tours 

(Boniface 2003).  

Culinary experience is much about celebrating local gastronomic tradition. Highlighting 

the traditional significance is an important process in the promotion of gastronomic experience 

across the world. Food experience can be described as outcomes of the commodification of 

culinary memories  developed either on the basis of the communal or personal perspectives 

(Bessière 2013). Elements of traditional gastronomy prove to fulfil the social needs which 

gradually fade out from modern world. The emergence of nostalgic consumption demonstrates 

that ²food represented not only good food in terms of taste, it also resonated with fond 

childhood, celebrity occasions, and the pleasure of family together (Renko and Bucar 2014, 

1681)³. 

However, not all traditional aspects are appreciated in the modern social context. As 

demonstrated by Cohen and Avieli (2004), elements of traditional gastronomy can be less 

appealing if they starkly conflict with culinary norms upheld by people. The development 

culinary experiences necessitates the compromise traditional culture with modern context, 

including modification of local recipes to satiate modern palate (Jones and Jenkins 2002) and 

meet with the contemporary health concerns (Burgess 2014; Kuhne et al. 2010). By regarding 

cultural transition as a social fact (Cohen 1988; Shepherd 2008), adaptation of tradition is 

inevitable when food travels from one period to another (Mohd Sharif et al. 2014). To be noted, 

the growing significance of cosmopolitan society results in the  emergence of new culinary 

items and identities developed by mixing and blending between tradition and modernity (see 

Hall and Mitchell, 2002; Chaney and Ryan, 2012). 
The heightened significance of experience economy suggests that culinary experiences 

are increasingly embedded in the process of creativity. Rather than preserving culinary tradition 

in its pristine stage, the significance of food experiences resides in the matter of using a variety 

of strategies in developing unique impressive gastronomic experiences. The fluidity of culinary 

experiences in today³s time suggests that culinary experiences is not only about the nostalgic 

experience but  also covers the appreciation of contemporary culinary creation (Yeoman, 

McMahon-Beattie, and Wheatley 2015). In the 21st century, not only the discovery of other 

cultures but also enjoyment and memorability brought by food experiences is regarded  as the 

core gastronomic experiences (Quan and Wang 2004). In this way, culinary tourism can be seen 

as impression management to establish positive relationship between tourists and hosts (Sidali, 

Kastenholz, and Bianchi 2013). Given diverse meanings of food in tourists³ perceptions (Fields 

2002) and  various patterns of tourists in approaching local gastronomy (Hall and Mitchell 

2005), there are lots of opportunities for gastronomy to become a tourist attractor.  
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Research Methods 

Adopting the ethnographic methods as research design, this research project comprises 

of several field trips to the market during 2012-2014 where the researcher interviewed with 

different groups of people including the manager and owner of the market, 15 food traders and 

six visitors. Also, information from 19 visitors was drawn from open-ending questionnaires, 

used to cope with the limitation for the researcher to approach visitors in person. Observation 

took place on the same day of the interview where the researcher took notes of the rough plan 

of the market, the surroundings of the market, the usage of the market space, the characteristics 

of culinary products, and the behaviors of food traders and visitors. The data acquired were 

analysed in themes in relation to the objective of the research, which is to find out the 

characteristics of the mediation of tradition and modernity in culinary products. 
 

Findings 

Gong Khong Market (Thai: ÖæóÕāÂ­ÈāÅ­È) was established in 2006 by an Ayutthaya-based 

developer (who refused to have her real name stated in the research paper) who is passionate of 

Thai history and culture. Open from Thursday to Sunday (from 10am to 5pm), the market sells 

a variety of commodities including food items, decorative objects, handicraft products, tourist 

souvenirs, clothing items. The market has a canteen where several food traders are clustered 

and seating is provided for on-site food consumption. The market also organizes several cultural 

activities including traditional performances and traditional religious ceremonies, and operates 

traditional Thai wedding services for those who are interested.  Most tourists are Thai visitors 

who are in the middle of their visits to historic sites in Ayuthaya, with a small number of foreign 

visitors including Chinese, Japanese and those from European countries. 
It is found that the negotiation between tradition and modernity in food experiences can 

take diverse dimensions. This includes the emphasis on the past, the compromise between the 

past and the present, and the appropriation of modernity to the past.  

1. The emphasis on the past 

The pre-modern life constitutes the overarching theme of the attraction. Obviously, the 

establishment of the market is derived from the intention of the owner to re-enact the traditional 

way of life that exists in Ayutthaya period, referring to the periods of time (during the 14th and 

18th century) when Ayuthaya served as the capital city of the Thai Kingdom (previously known 

as Siam) before the Siamese moved their capital to the area which is known as Bangkok 

Metropolitan Region.  

The history of its location, ²Bang Saengsom³, known as the former location of customs 

house in the period of Ayudhaya kingdom is used in destination storytelling.  The market 

portrays itself as a trade area located in front of the customs house, where traders settled their 

trade after customs clearance procedure. Variety of items are sold on site, reflecting the 

characteristic of a customs office as a cluster of traders from all around the world.  

It is found that the emphasis on the past operates on both the edible and non-edible 

experiences, as described below.  

Edible elements 

According to the manager that food is a significant element that can complement 

the traditional image of the market, despite not being counted as the principle tourism 

attraction. Approximately 70% of food items sold on site are traditional dishes that are 

still consumed by the locals today. A portion of food items sold in the market 
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demonstrates direct connection with the history of Ayuthaya, such as Babin1 and an 

assortment of egg-yolk based desserts which were introduced to Siam period by the 

Portuguese settlers during Ayuthaya period. The connection between food and local 

history is linked to local pride (du Rand and Heath, 2008). Some interviewed traders 

reported the pride of their cultural identity through the food production, as justified by 

the following comments: 
 

²Kanomtuai2 belongs to Ayuthaya. I³m from Ayuthaya. I have run the stall for 

three or four years¦ I want to sell Thai culture to foreigners, in particular the 

trading culture like traditional Thai ice-cream, and those that are fading from the 

today³s food scene³ (Unsri, kanomtuai trader, 2012, interview). 

 

The scope of tradition portrayed in food experiences also extend to traditional-
style desserts that are lesser common in today³s time. A portion of old-fashioned culinary 

products are central region that can be rarely found in large cities, for example, 

tomklong3, saikrok planaem4, and kanom fakbua5. To be noted, when recruiting traders, 

the manager preferred those who can prepare traditional Thai dishes, especially the ones 

that gradually disappear from the current society.  

For a portion of the interviewed visitors, the availability of traditional-style 

culinary products is related to the perception of local culture, the main theme promoted 

by the market. This can be exemplified by Sikares (2014, interview) considered food as 

a highlight of the market because understanding local gastronomy was central to his 

interest. Equally, for Nanta (2014, interview), food in the traditional markets was 

attractive because they were related to the way of life in Ayutthaya. Tourists³ personal 

food memories also account in tourists³ interpretation of traditional image in the market. 
This is exemplified by an interviewed trader, Wirat (2014, interview), a regular visitor 

who reported that he chose to buy old-fashioned food items such as Kluai Nab and Sago 

not only because they were delicious but also reminded him of his childhood. Moreover, 

according to tourists, the rarity of food in the contemporary scene as well as the superior 

taste brought by the usage of local know-how accounts for tourists³ impression of 

culinary experiences in the market. To an extent, the superior gustatory quality brought 

by traditional methods is viewed by tourists as unique experience. According to Ploenta 

(2014, interview), food items are genuinely traditional which differentiate itself from 

identical food items that are available in other food venues.  

Moreover, tradition is also interpreted in terms of the usage of traditional 

methods in preparing dishes. Based on the interviews, most of the food traders selling 

traditional dishes brought recipes from their childhood (which they inherited from their 

ancestors), while few of them obtained old-fashioned dishes recipe by self-learning. To 

an extent, the usage of old-fashioned methods (against the modern techniques that are 

commonly used by many traders in today³s time) is viewed as a strategy to obtain a 

                                                           
1 Sweet made of baby coconut square cake that are commonly consumed among the Thais 
2 sweet made of traditional sweet made of coconut milk custard pudding, usually served in small cup 
3 sour and spicy smoked dried fish soup 
4 snack made of sweet sausage with dried shredded fish 
5 sweet made of deep fried pandan pancake 
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better quality of food (Edfors and Westergren 2012). This can be seen from the following 

comments made by an interviewed trader.  

 

²I don³t use baking powder because it will distort the original taste of the roti. I 

know that the baking powder can save costs. Instead, I choose to increase the 

portion of ingredients like flour, eggs, sugar (Sompong, roti-saimai trader, 2012, 

interview)³ 
 

²My kanomkrok is a highlight of the market. There are people coming to the 

market just only to visit my stalls. I use traditional recipe which requires more 

dedication than the one that is more common today. I make rice flour from 

scratch, unlike other people who simply use the store-bought rice flour and mix 

it with water³. 

 

For a number of interviewed visitors, the superior taste brought by the usage of 

old techniques is perceived as competitive advantage of the products. This can be 

exemplified by Weeraworn (2012, interview), who stated that old fashioned food 

products available in the market taste better than their counterparts sold elsewhere.  

 

Non- edible elements 

 It is found that non-edible elements also participate in enhancing the traditional 

quality in food experiences. For many interviewed tourists, visual experiences can 

enhance culinary experiences on site. As affirmed by Nakorn (2012, interview), what 

makes Gong Khong Market interesting is the presentation of Thai pre-modern culture 

that enables them to temporarily travel to the past.  

 A variety of visuals are used to evoke the image of ancient market, as seen from 

the market³s settings that depict traditional-style architecture such as open-plan thatched 

roof houses, low rise stall, traditional style decorative items such as vases and 

sculptures. It is found that many interviewed visitors perceived the traditional image 

from the traditional character commodities, be it edible or non-edible ones (such as toys, 

souvenirs and decors). Moreover, the traditional image is also expressed in terms of 

staged ritual performances, which can be exemplified by Tom-tom dance (long drum 

dance) and takr-batr-rien (ceremony where the participants offer coins to monks), 
cultural events that are organized on a regular basis.  

 The portrayal traditional image is reflected in the market³s policy that requires 

traders to wear traditional Thai costume and sit in the low-rise stall, a typical character 

of markets in pre-modern times. The market is named ²Gong Khong³ (meaning ²to bend 

down³) after the gestures of visitors who need to bend forward when talking with traders. 
Low-rise stalls reflect humbleness of traders, who position themselves lower than 

visitors.  

Moreover, the manager also strongly encourages traders to incorporate elements 

of traditional culture as part of their selling strategies. This can be seen from many 

traders using banana leaves in packaging food items. Some traders intentionally use 

traditional-style utensils to attract visitors to the food stalls. This can be exemplified by 
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Sompong, a roti-saimai trader (2012, personal communication), intentionally uses a 

charcoal cooking stove in cooking roti instead of oven in order to add extra flavour to 

food as well as capture the intention of visitors to the market.  

 In addition, it is found that the emphasis of  traditional culture applies to  

hospitality, defined as the holistic approach of receiving and welcoming guests in a 

friendly manner (Ottenbacher, Harrington, and Parsa 2009), that accompanies food and 

drink experience. Hospitality is linked to the manager³s personal memories, where it is 

interpreted as the nature of pre-modern culture. This is justified by the following quote: 
 

²I want to revive the local culture. When I go shopping in markets in Bangkok, 

traders often scold at me. It seems like I take too much time to decide whether I 

should it or not. I am also asking myself whether the quality is okay. Sometimes 

I even think if the desserts will make me fat. Well, it takes time and vendors are 

angry. I often end up without buying anything. I wonder why this happens, why 

they are only interested in money, why I can³t take a longer time to decide. They 

often ask me to go away if I don³t buy anything. This really makes me feel 

uncomfortable.³ (manager and owner, 2012, interview) 
 

  The manager³s intention to portray the image of the traditional community that 

people are kind to each other is visible in the guidelines imposed on traders. She 

encourages traders to welcome anyone wishing to visit their stall. This is set against the 

trade atmosphere in large cities where traders are less tolerant to visitors who spend a 

lot of time browsing the items in their shops.  

It should be noted that the manager offers generosity to people by turning the 

market into a public space where everyone can visit without being obliged to purchase 

items in the market. The market allows tour groups, especially students who are in the 

middle of the visit to historic site, to stop for lunch on the premise. Residents in Bang 

Sangsom village and nearby can organize any activities on the premises, except alcohol 

consumption because it goes against good conduct according to Buddhist five precepts.  

For some interviewed tourists, hospitality, besides being perceived as a positive 

attribute to culinary experiences, can contribute to the authenticity of the traditional 

market. This is affirmed by an interviewed visitor: 
 

²Gong Khong Market is genuinely local. Traders are very polite and give a warm 

welcome. Some products are sold by trader associations, so it presents a more 

natural character than other markets that are more commercially oriented 

(Kamron, 2013, personal communication).³ 

 

2. The compromise between the past and the present 

Culinary experience in touristic markets is in parts resulted from efforts to adapt 

traditional elements to contemporary culinary preferences. Some traders intentionally modify 

the original sweet recipes by reducing fat and sugar content in sweets to address the growing 

health concerns in the contemporary society: 
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²No tourist complains about my food because I don³t make it too sweet. In general, babin 

in other places are very sweet. They incorporate lots of sugar. There are some groups of 

customers who are concerned about weight gain. They don³t want to have desserts that 

taste too sweet. This is why we make food less sweet. Customers generally don³t like 

overly sweet food (Suppattra, babin trader, 2012, interview).³ 

 

The mediation between tradition and modern consuming culture can be seen from the 

appropriation of pre-modern values and beliefs to contemporary food concerns. This can be 

seen from the manager justify the significance of food safety by relating it to her perception of 

pre-modern society where people were sincere and honest: 
 

²I always tell all the traders that we are kind people who live in the pre-modern times. I 

always emphasize hygiene and strongly prohibit the usage of ingredients that do harm 

to the health in food preparation. Traders should treat their food products as if they are 

made at home and they should see tourists as relatives who come back to visit them on 

an occasional basis (2012, interview).³ 

 

3. Appropriation of the present to the past  

 Notwithstanding the dominance of traditional culture in the traditional market, certain 

contemporary elements entered in the culinary experiences without interfering with traditional 

image of the market. The manager does not refrain traders from selling non-local or modern-
style culinary items. Several non-local dishes (for example dishes from northeastern Thai 

cuisine) and non-Thai dishes (for example foreign snacks) are available on the site. For many 

interviewed visitors, the presence of both traditional products and non-traditional products on 

the premises is positive due to its contribution to the diversity of food choice in the market.  

 The availability of contemporary dishes can be linked to social characteristics of 

Ayuthaya. Ayuthaya, located along the trade route in southeast Asia, was a hub of foreign food 

and ingredients to be introduced by the locals.   As justified by the manager and owner of the 

market, the presence of contemporary character is regarded as a trade characteristic of 

Ayuthaya period, where new types of food were continuously introduced in the city through 

trading ships.  

 

²¦Although Gong Khong Market positions itself as a traditional marketplace, food does 

not have to be traditional. You can see that some food items sold in the market are 

modern ones. That is, according to the Thai history, new food items can come by ships 

(2014, interview)³ 
 

Besides, the appropriation of contemporary culture to the traditional scene is seen from 

the availability of local dishes that result from know-how in the contemporary time. This is 

exemplified by Saimai6, a culinary speciality of Ayuthaya which was introduced by Muslim 

residents in late 20th century (Jampapan 2016). Very often this dessert is perceived as old-
fashioned dishes that date back to Ayuthaya period. 
 

Conclusion and Discussion 

                                                           
6 Roti served with sugar floss, a culinary speciality of Ayuthaya 
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Based on the field study of Gong Khong Market, the negotiation between tradition and 

modernity in culinary experiences operates in diverse perspectives. This reflects the 

multidimensionality of homogenization-heterogenization tension that characterises the socio-
cultural fabric in the contemporary times. Food experiences demonstrates efforts to safeguard 

elements of traditional and local culture against global unified culture, as well as desire to 

compromise tradition with the global consumption trends. The latter can be seen from the 

availability of global cuisine products, and modification of culinary products to match with the 

concept of wellness, food hygiene, all of which increasingly becomes buzzwords in the modern 

social world. The initiatives of the manager to recreate the pre-modern food scene against 

undesirable traits of modern society indicates that food can respond to the emergence of slow 

tourism, where food being regarded as a key enabling tourists to rediscover the meaning of life 

against the banality of the modern world (Richards 2002). In addition, the homogenization and 

heterogenization tension also opens the door to a new meaning of tradition where elements of 

the modern life including recently created dishes and contemporary food scene, are 

incorporated to support the narration of the past. 
The exploration of culinary experiences in terms of relationship between tradition and 

modernity demonstrates that commodification can enlighten the significance of tradition by 

establishing the meaningful relationship between the past and present- the revival of tradition 

is operated in harmony with the contemporary fabric. With regards to the dynamic nature of 

culture, the portrayal of tradition should be treated as the contemporary reflection of the past 

memories rather than efforts to recover lost elements in the pre-modern times. Based on the 

findings, stakeholders reciprocally construct authenticity of food experiences by incorporating 

communal history alongside with personal worldviews, as well as acting as gatekeepers of 

tradition by adjusting elements of tradition in response to the modern preferences.  

The tradition-modernity relationship in food experiences demonstrates that food can 

integrated in the development of creative economy- food being an innovative asset in creating 

unique experience that can increase the marketability of the destination (Boyne, Williams, and 

Hall 2002; Quan and Wang 2004). As the finding shows, the appropriation of tradition in 

gastronomic experiences constitutes a means to deliver unique impressive experiences under 

the theme of nostalgia or ²contemporary desire of the past³. The value of tradition in the context 

of gastronomic experience resides not only in the consumption of old-fashioned food but also 

matters in the portrayal of nostalgic atmosphere that accompanies on-site food consumption 

and the translation of pre-modern values and beliefs into the quality of food handling and 

foodservice. Modernity is perceived to be an indispensable element in the process of narrating 

tradition in the contemporary time. This is to ensure visitors³ positive experiences by preventing 

tourists from negative cues as well as enhancing the expression of tradition. It can be concluded 

that the creative delivery of gastronomic experiences is not a means to reduce the salience of 

tradition but rather effectively helps situating tradition in the modern context. 
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Abstract 

 The objectives of this research are firstly, to study tourist opinions towards travel 

organizations which adopt CSR policies, and secondly, to understand tourists³ criteria in 

purchasing tourism products. A Grounded Theory was used as a tool to gather data from six 

respondents who had experiences using travel organizations to book their holidays. Results 

indicated that most international tourists who came to Hua Hin purchased tourism products 

online. Tourists had little understanding about the concept of CSR. They preferred travel 

organizations which were honest, punctual, convenient, kept promises, provided competitive 

price and good value for money. Tourists did not expect travel organizations to have CSR 

practices. 
Keywords: travel organization; corporate social responsibility; CSR; tourist opinions; 

grounded theory; online travel agency 

 

Introduction  

 Corporate social responsibility (CSR) has become an increasingly important issue for 

companies since the last 2 decades (Ryan, 2002; Falck & Heblich, 2007; Golja & Nizic,2010; 

Brunk, 2010; European City Marketing,2014). The main reasons that increased the public and 

private sectors³ concern for CSR have been the worldwide climate change, global warming, 

socio-economic problems and environmental degradation as a result of economic expansion. 
This global trend calls for all parties to take part in sharing the responsibilities (UN-DESA, 

2017). Therefore, in the last 2 decades there has been a growing number of organizations 

adopting CSR as part of their management practices. However, research found that the tourism 

sector has been slow to react to this trend (Frey & George, 2009). One of the studies in the area 

of responsible tourism management stated that there was a lack of research on CSR from the 

demand side (Frey & George, 2009). Therefore, it is important to understand consumers³ needs, 
perceptions and attitudes towards CSR-related products and companies adopting CSR practices 
(Frey & George, 2009). Based on this research gap the author was interested to conduct a 

research into the demand side of tourism industry to know whether they expected travel 

organizations to adopt CSR practices. A Grounded Theory Methodology was used as a tool to 

explore the subject. 
 

Objectives 

 The objectives of this research were 

1. To study tourist opinions towards travel organizations which adopt CSR policies  
2. To understand tourists³ criteria used when purchasing tourism products 

 

 

 



 

69 

Literature Review  

 

CSR in tourism industry 

 CSR is defined as the continuing commitment by business to contribute to economic 

development while improving the quality of life of the workforce and their families, as well as, 

of community and society at large (WBSCD, 2002). In tourism sector, CSR was first 
implemented in the late 1990s by international hotel corporations (European Cities Marketing, 

2014). CSR measures of tourism business comprise the responsible use of natural and cultural 

resources, the minimization of pollution and waste, the conservation of landscapes, biodiversity 

and cultural heritage, fair and responsible treatment of employees, suppliers and guests, the fair 

use of local products and services as well as involvement and cooperation with local 

communities to improve the quality of life of local people (European Cities Marketing, 2014). 
Inoue and Lee (2010) propose that CSR can be divided into five different dimensions based on 

types of stakeholder issues: 1) employee relations, 2) product quality (proxy for consumer 

relations, 3) communities³ relations, 4) environmental issues, and 5) diversity issues (proxy for 

minorities/women and suppliers). 

On the supply side of the tourism industry such as travel organizations and local service 

providers, there are numerous articles that discussed about tour operators and responsible 

management (Miller, 2001; Budeanu, 2005; Frey & George, 2007). Some tour operators adopted 

CSR practices in their business only about 2 decades ago. Compared with other industries that 

practices CSR, especially in the developing countries, the tourism industry has been slow (Frey 
& George, 2007; Sheldon & Park, 2011).  Many articles discussed that overseas and domestic 
tour operators create positive economic impact as well as negative environmental impact 

(Miller, 2001; Ryan, 2002; Budeanu, 2005; Frey & George, 2007). As tourism industry is 

forecasted to expand immensely in the future, many authors proposed that travel organizations 

should be more concerned about the impact they pose to societies. Assuming an important 

intermediary role in the tourism industry, travel organizations should adopt more CSR practices 
(e.g. Miller,2001; Budeanu, 2005). At least, they should provide environment-related information 
to educate tourists on responsible tourism.  

On the demand side of tourism industry, Dwyer, Edwards, Mistilis, Roman, & Scott 

(2009) found that many individuals, particularly in developed countries, have an increased 

social and environmental consciousness, and seek authentic tourism experiences. Affluent 

consumers are turning to ethical consumption (Yeoman, 2005 in Dwyer et al., 2009). Dwyer et 

al. (2009) posited that travel organizations need to adapt to the changing needs of tourists. 
Tourism industry needs to cater to consumers who are more demanding, knowledgeable and 
adventurous. Travel organizations that can promptly adjust their products to meet the changing 

new tourist requirements are likely to gain a competitive advantage (Inoue & Lee, 2010).  

 

Grounded Theory (GT) 
 Grounded Theory (GT) is a systematic qualitative research methodology in the social 

sciences which provides a vigorous process of generating theories from various data. (Martin, 

Yancey, Turner, and Barry, 1986). One goal of a Ground Theory is to formulate hypotheses 

based on conceptual ideas. Researchers aim to verify the hypotheses that are generated by 

repeatedly comparing conceptualized data on different levels of abstraction, resulting in 

deduced saturated hypotheses. Another goal of a Grounded Theory is to discover the 
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generalized patterns of perceptions and thoughts of the subjects on an issue. A Grounded Theory 

does not aim for the "truth" but to conceptualize what's going on by using empirical data. (Glaser 

& Strauss, 1967 in Creswell, 2007). 

Creswell (2007, p.64) outlined the procedures for conducting Grounded Theory 

researches which can be summarized in 3 fundamental steps as follows: 1. Open coding, the 

researcher forms categories of information about the phenomenon being studied by segmenting 

information. Within each category, the investigator finds several properties, or subcategories, 

and looks for data to dimensionalize, or show the extreme possibilities on a continuum of, the 

property; 2. Axial coding, the researcher assembles the data in a new format, whereby 

information is presented using a coding paradigm or logic diagram (i.e., a visual model). The 

researcher then identifies a central phenomenon (i.e., a central category about the phenomenon), 
explores casual conditions (i.e., categories of conditions that influence the phenomenon), 
specifies strategies (i.e., the action or interactions that result from the central phenomenon), 
identifies the context and intervening conditions (i.e., the narrow and broad conditions that 

influence the strategies), and delineates the consequences (i.e., the outcomes of the strategies) 
for this phenomenon; 3. Selective coding, the researcher writes a ́story lineµ that connects the 

categories. If appropriate, the researcher can formulate hypotheses on the causal relationships 

of phenomenon.  

Strauss & Corbin (1990 in Creswell, 2007) proposed several criteria for judging the 

quality of a grounded theory research. They are: 1. How was the original sample collected and 

on what grounds?; 2.What major categories emerged?; 3. What are the incidents or indicators 

that pointed to some major categories?; 4. What are the hypotheses pertaining to conceptual 

relations among the categories?; 5 On what ground were they formulated and tested?; 6 Were 

there instances where hypotheses did not hold up against what was actually seen?; 7. How were 

theses discrepancy account for and how did they affect the hypotheses? 

 

Research Methods 

Grounded Theory (GT) was used in conducting this research. The author gathered 

information on tourists³  criteria used when purchasing tourism products from travel 

organizations. The results indicated a set of common answers, and a set of common criteria 

tourists used in buying tourism products. In this research, there were no presupposed or 

expected set of answers. There were also no measurements made. The results were open-ended 

and any useful concepts were used to formulate hypotheses regarding criteria used by tourists 
in making decisions. The GT methodology allowed for an open space whereby all information 

was taken into consideration. Significant information was recorded and used to form a 

hypothesis. 
 

Data collection 

Interviews were conducted in April 2010 with international tourists who had 

experiences using the service of travel organizations such as tour operators and travel agencies. 
Data were collected by conducting casual in-depth interviews with six international tourists. 
However, for a GT research to be, eight respondents are better (McCracken, 1988).  Each 

interview took about 30·40 minutes. Due to the limited time, the researcher had to limit the 

interviews to only six respondents. However, all the GT methodology process were adhered to. 



 

71 

The researcher interviewed international tourists in Hua-Hin, a seaside resort destination 

located 3 hours from Bangkok. The purpose of the interview was explained in order to make 

sure interviewees were opened and relaxed. The identification card was shown to prove the 

researcher³s authenticity. Several prepared questions were asked in order to stimulate the 

interviewees to express their open-ended answers.  Notes were taken while interviews were 

conducted.    

The researcher prepared 4 simple generic questions to guide the interviews. They were: 
1. Are you a visitor ?  
2. How did you book your holidays ?  

3. What service do you expect from a tour company ?  
4. What do you think about the responsibilities of a tour operator towards the society and 

environment ?  
 

Research Analysis  

The researcher used the ćonstant comparative methodµ to take the information from 

data collected and compare them to emerging categories. First, the researcher recorded and 

transcribed all verbal content during the interviews with the tourists. ²Open coding and memos³ 
were made for each interviewee. Summary of categories for all the six respondents were 

compiled and shown in Table 1. The summary of all the relationships of categories, concepts, 

and strategies were illustrated in the ²Axial coding diagram³ (Diagram 1). A selective coding 

(story line) was made to conclude the findings. 
Prior to the in-depth interview, a screening question was asked to verify that 

respondents were qualified. As no questionnaire was used, the researcher asked and recorded 

all information, namely, their gender, nationality, and all answers to the open-ended questions.    
Age were observed and estimated. Respondents were asked how they had booked their vacation, 

and how many nights they were staying. Based on these questions, major categories of the 

respondents were identified. The researcher did not ask about their income and other intrusive 

questions in order to avoid making the interviewees becoming uncooperative. Important 

emerging concepts were found and categorized in the axial diagram, where linkages between 

categories could be understood visually.  

Full transcription of respondents³ answers can be read in Appendix 1. From the 

transcription, open coding is summarized in Table 1. 
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Table 1: Summary of the open coding and categories 

Categories

Gender (C1) Male Does not expect tour operators to have CSR (C5)

Age (C2) 65-70

Nationality (C3) Belgian

Purchase airline ticket online(C8)

Type of stay

(C4) Long-term

Gender (C1) Male Does not expect tour operators to have CSR (C5)

Age (C2) 55-60

Sees good tour operators as having vast variety of choices being

honest, and keeping promises (C6)

Nationality (C3) Finnish Uses internet for purchasing airline tickets (C8)
Type of stay

(C4) Long-term

Has convenience and low price as the criteria when purchasing

tourism products (C7)

Gender (C1) Male Appreciates tour operators that adopt CSR  (C5)

Age (C2) 18

Sees good tour operators as having punctual schedule, being

honest, and keeping promises (C6)
Nationality (C3) English Uses internet for purchasing tourism products (C8)

Type of stay

(C4) Short-term

Uses convenience and low price as the criteria when purchasing

tourism products (C7)

Gender (C1) Male

Sees good tour operators as having good value, enjoyable

products, and good service. (C6)

Age (C2) 50 Uses internet for purchasing airline tickets (C8)

Nationality (C3) Australian

Uses convenience and low price as the criteria when purchasing

tourism products (C7)

View safety as important (C9)

Type of stay

(C4) Short-term

Considers that local people at the host destination should express

concern about the environment and social impact from tourism.

(C10)

Gender (C1) Male

Sees good tour operators as having good credibility and

reliability. (C6)

Age (C2) 55 Uses internet for purchasing airline tickets (C8)

Nationality (C3) Dutch

Has less trust on local tour operators due to language barrier.

(C11)

Type of stay

(C4) Long-term

Gender (C1) Male Uses internet for purchasing airline tickets (C8)

Age (C2) 60

Has convenience and low price as the criteria when purchasing

tourism products (C7)

Nationality (C3) Norwegian

Type of stay

(C4) Long-stay

5

6

Sees good tour operators as being honest and keeping promises

(C6)
1

4

2

3
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The Following are the summary of the open coding from Table 1. 
¶ All respondents were international tourists. Majority were from Europe, aged around 

50 · 65, and were long stay tourists.  All of them had previous experience using 
conventional travel organizations.  

¶ All respondents arranged their own travel programs, booked airline tickets through 

online travel agencies, and made their own hotel reservations. A few respondents have 

their holiday homes in Thailand.  

¶ Most respondents had little or no understanding about CSR. 
¶ Most respondents did not consider CSR as an important factor in choosing which 

travel organizations to buy tourism products from. 
¶ Most respondents saw honesty and keeping promises as characteristics of good tour 

companies. 
¶ All respondents had made purchasing decision based on convenience, variety of 

products and prices, value for money, and punctuality of the tour operators. 
 

From the above summary of open coding, several concepts were generated. 
Categories: 
C1  Gender 

C2  Age 

C3  Nationality 

C4  Type of Stay 

C5  Understand CSR? travel organizations should adopt CSR?  

C6  Requirements for a good travel organizations  
C7  Criteria used for purchasing tourism products   

C8  Method of purchasing tourism products 

C9  Safety in tourism activities  

C10  Concerns for local social and environmental impact by the locals   

C11  Communication skills of local tour operators 

Categories 5, 6 and 7 were selected as significant categories upon which most of the other 

strategies were generated. They are also anchors upon which core phenomenon and main 

strategy were based upon. Age (C2), type of stay (C4), and method of purchasing (C8) were 
causal conditions of the core phenomenon because they influenced tourists³ decision making. 
Category 9, 10, and 11 were not significantly related to the main strategy. 

The following diagram illustrates the relationship of each category with various strategies 

under a causal condition, and within a context. It also shows how the overall phenomena have 

an impact on the local tourist destination.  
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Figure1: Axial Coding Logic Diagram 

 

Explanation of the Axial Coding Diagram 

 Open coding categories consist of factors which exert influences on the core 

phenomenon and types of strategy. In this research, the factors that influence the core 

phenomenon are age, type of stay (short or long-stay), and method of booking. Computer literacy 

is considered an intervening factor towards the strategies. Tourists who are computer literate 

may prefer to buy products online. Experience in dealing with travel organizations is considered 

an intervening factor because tourists who have such experience have the opportunities to 

compare among other companies, in terms of price, service, and whether or not they have a 

CSR policy.  

Based on the categories outlined, two significant strategies were selected.  

They are: ́select travel organizations based on honesty and keeping promises (C6), and 

buy tourism products based on convenience, variety of products and prices, value for money, 

and punctuality (C7)µ. 

The context of the phenomenon in this research is the tourist buying behavior. Criteria 

used by tourists in buying tourism products determine the socio-economic impact on the 

destinations. Hence the consequence of the strategy used by tourists in this model is: the social 

and environmental impact on local tourist communities. However, the degree of impact is not 

determined and is beyond the scope of this research.  

Tourists who consider convenience and low price as their strategies may be willing to 

buy tourism products even if it creates negative environmental impact, while tourists who place 

importance on CSR will prefer to buy from companies who adopt a CSR policy.  
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The selective coding or ́ story lineµ of the phenomenon observed from this population 

group can be stated as follows:  

  The majority of tourists are not aware of CSR. Their views of ́goodµ travel 

 organizations include honesty and keeping promises. Their criteria for purchasing 

 tourism products are convenience, variety of products and prices, value for money 

 and punctuality. CSR policies of travel organizations do not have any impact on their 

 choices.  

Validation 

Strauss & Corbin (1990) proposed several criteria for judging the quality of a grounded 

theory research. The following are answers to the questions posed in the criteria. 
Criteria 1. How was the original sample collected? What grounds? 

The researcher interviewed respondents who were international tourists and had 

experience using conventional travel organizations. Hua Hin was selected because it is 

frequented by mainly international tourists. The town is within 3 hours drive from Bangkok, 

which is reasonable for the research to be performed within 2 days. The researcher was able to 

interview only 6 respondents due to the time and resource constraint.  

Criteria 2. What major categories emerged? 

Four major categories emerged. They are: 1. understanding of CSR and importance 

given to CSR; 2. definition of good travel organizers 3. criteria used in purchasing tourism 

products 4. method used in purchasing tourism product. 
Criteria 3. What are the incidents or indicators that pointed to some major categories? 

The incidents or indicators that pointed to the major categories were the causal 

conditions which were age, type of stay and internet booking method. The intervening 

conditions were computer literacy and current experience using travel organizations.  

Criteria 4. What were some of the hypotheses pertaining to conceptual relations? 

The main hypothesis that pertained to conceptual relations is  
  The majority of tourists are not aware of the concept of CSR and do not give 

 importance on CSR as criteria when buying tourism products.  

Criteria 5. Were there instances when hypotheses did not hold up against what was actually 

seen? How were theses discrepancy accounted for?  How did they affect the hypotheses? 

The respondent no.3 aged 18 was different from the others. He understood well the 

concept of CSR. However, he did not consider CSR as a criteria used in purchasing tourism 

products. The theory holds even for this respondent. However, it was slightly discrepant on the 

fact that this respondent did have ǵoodµ knowledge about CSR, while the story line stated that 

tourists had ́littleµ knowledge of CSR.  

 

Discussion and Conclusion 

 The main objective of this research is to explore tourists³ opinions towards the criteria 

used in purchasing tourism products. In order to find theoretical answers to the research 

questions, the population sample should have been international tourists who were frequent 

users of travel organizations. However, the respondents in this research were former users and 

infrequent customers of travel organizations. All of them bought tourism products online. Hence 

the objectives of the research were only partially met. The respondents were unable to answer 

how much importance they gave to travel organizations who adopted CSR, because they 
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purchased both airline tickets and rooms online, not through travel organizations. Moreover, 

they were unfamiliar with the concept of CSR.  

 This research found that most international tourists³ who came to Hua Hin purchased air 

tickets and hotels online. They had little understanding about the concept of CSR, and preferred 

travel organizations that were honest, kept promises, punctual and provided convenience, low 

price and value for money. It is seen from the demand side of tourism industry that tourists do 

not have any requirements on social and environmentally responsible travel organizations when 

purchasing tourism products. However, this does not prohibit the supply side to offer such 

products. One young respondent stated that if the company did some CSR activities, it would 

be appreciated and they should let people know about it. As stated in the beginning, it would be 

more competitively advantagous for providers to offer CSR or environmentally-oriented 

products. 
 

Limitations  

 This paper has only six respondents, while a good research using the GT method 

requires a minimum of eight. Hence the results are not considered robust. Most of the 

respondents were aged between 50 · 65 years. Only one was aged 18. The age distribution of 

respondents was not sufficiently varied. Most of the respondents were from Europe, while one 

was from Australia. This research would have been more comprehensive if there were 
respondents from other regions such as Asia, North America, Africa.  
 

Recommendations 

 The findings and implication of this study shows that there is no demand for CSR of 

travel organizations from the tourists. Since a Grounded Theory Methodology is more 

appropriate for conducting a pilot study, as a precursor to a major research, it is recommended 

that a quantitative research be conducted to reconfirm this finding.   
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Appendix 1 

 

Detailed from the interviews with tourists 

The researcher interviewed 6 tourists at a tourist destination, Hua-Hin which was a seaside 
resort located 3 hours from Bangkok.  At the site the researcher gave introduction and purpose 

of the interview and presented AIT³s identification card to prove her authenticity. The researcher 

posed several prepared questions in order to stimulate the interviewee to express their open-
ended views. During the interviews, all responses were noted, even though most of them were 

beyond the questions³ scope. Memos were taken after each interview.    

Open Codings  
Records of the Interviews (6 respondents) 
1st respondent 

Location: White Sand Lodge Hotel, Hua-Hin 

Date /time: 5 April 2010 about 13.00-13.40 hours 

Respondent: A Belgian man, age between 65-70 years old 

Ask: Are you a tourist? and how do you book your holidays? 

The respondent resided in Thailand and is a freelance journalist. He has a holiday residence in 

Hua-Hin. He has been in Thailand for more than 35 years and is a frequent traveler.  

 He used to buy tourism products from travel companies in the past but long time ago. Now he 

arranges any tourist products by himself and books airline tickets on-line. 
Ask: What do you expect from a tour company? Or what is a good tour company? 

He says ́I want to get everything that is said or described in the program or brochure.  I don ³t 
wants to be misledµ. 
Ask:  What do you think about the a tour company in terms of responsibility towards society or 

environment? 

He says ́tourists want good serviceµ. Tourists may judge a tour company from the surface and 
may not think anything deeper than that, such as whether the staff of them have good welfare 

or not.µ  He thinks that western /European operators will expect their local operators to look after 

their guests.  Big tour operators may have some guidelines for local operators to follow. He said 

I sometimes was a freelance for a newspaper and I had online training on code of conduct or 

business ethics. 
Memo: The tourist³s response was different from my preconception - that CSR was a known 

concept, and that it has impacts on tourists³ decision-making process in buying tourism 

products. The respondent in this interview only judged tour companies from the surface and did 
not think about the company³s responsibilities toward staff.  The respondent did not understand 

the word CSR. After explaining the meaning and concept of CSR, he was able to understand 

and gave an example of his company, which seemed to have good CSR program. 
2nd respondent 

Location: Takieb Beach, Hua Hin  

Date/time: 6 April, 2010 about 11.00-11.30 hours 

Respondent: A Finnish man, age between 55- 60 years old  

Ask: Are you a tourist and how did you book your holidays? 

He booked his air ticket from an online agency. For a hotel he booked directly by himself. He 
comes to Hua-Hin several times.  Each time he stays about 3 months. 
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I asked ́why did you book from this on-line agency.  He said ́I looked for convenient flights and 
I compared prices.µ  He said t́his online agency offered the best of both.µ 
Ask: what do you expect from a tour company? Or what is a good tour company? 

He said ́ good agency should have good airlines, which means good choices of flights, 

particularly direct flights, and many price ranges of hotel rates.µ He expected agencies to be 

honest with price. 
Ask: what do you think about the tour company in terms of responsibility towards society or 

environment? 

He said ́I don³t know about the social responsibility but I know that the tour company in Finland 
sent the staff to inspect the destinations and hotels before they sold.µ 
Memo:  It seems that tourists who come to stay for a long time arrange travel programs by 

themselves.  They do not use a tour operator. The interviewee did not know the word CSR. 
When I explained the concept to him, he was able to understand the meaning and gave an 

example of the tour operator in Finland who adopted CSR.  

3rd respondent 

Location: Hua Hin Village Market 

Date 6 April, 2010 about 12.30-13.10 hours 

A n English man, age about 18 years old (just finish high school) 
Ask: Are you a tourist and how did you book your holidays? 

He said ́I am a tourist. I booked a flight on-line. For a hotel I did not book in advance.  I just 
want to walk in to check the price and decide.  However, if I wanted to travel locally, I would 

buy from a local tour counter.µ  

 Ask: what do you expect from a tour company? Or what is a good tour company? 

He said he expected honest prices, correct time, keep promise on what is told in the program and 

follow the time. 
Ask: what do you think about the tour company in terms of responsibility towards society or 

environment? 

He said ́many people, I believe, will not look for CSR information.  But if a tour company has, 
it will be a big plusµ.  If companies do something good, they should let the people knowµ.  

Memo: This respondent seemed to have a good knowledge about CSR, which is a rather new 

concept. Perhaps it was due to the fact that he is of newer generation who has learned the 

concept of CSR at school. However, he did not expect that the tour company he bought tourism 

products adopt a CSR policy. However, if the company does some CSR activities, it will be 

appreciated and they should let people know about it. It seemed that education have an impact 

on tourists³ understanding and attitude towards CSR. 
4th respondent 

Location: Hua Hin Village Market 

Date 6 April, 2010 about 13.10-13.40 hours 

An Australian man, age between 50- 55 years old (married to Thai woman, seem to have high 

education) 
Ask: Are you a tourist and how did you book your holidays? 

He is a tourist from Australia and a frequent traveler to Thailand. He booked everything by 

himself. He used to book through a tour company in the past, long time ago. 
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Ask: what do you expect from a tour company? Or what is a good tour company? 

He said ́I want value for money, good service and enjoyable time. I also expect safety.µ 
He said ́ I have an impression that Thai operators do not so concern about safety such as 

overload boats, giving live vests that do not fit tourists, or not giving live vests at all. 
Ask: what do you think about the tour company in terms of responsibility towards society or 

environment? 

He believes that tourists may not check about tour operators ³s social responsibility but there 

should be a demand from local government.  He thinks that tourists do not concern or care much 

about local environment as long as they have a good time but he believes that local tour 

operators should concern.  Demand should come from the government.  Law and regulations has 

to come from the government, not from the tourists.  Law should be enforced.  He feels that Thai 

government has law but the law is not enforced.  For example, he does not like to see 3-4 people 

sitting on a motor cycle without wearing helmets and the police do not do anything about it. 
Memo: The interviewee gave interesting comments that tourists in his opinion do not care much 

about social or environment concerns of the host tourism destination. Local people and local 

government should be the ones to express concern. He had impression that Thai people do not 

care about safety, and tourism activities in Thailand are not adequately protected by good safety 

measures. This needs to be corrected. 
5th respondent 

Location: Hua-Hin Market Village 

Date 6 April, 2010 at 14.00-14.30 hours 

A Dutch man, age about 55 years (with Thai wife) 
Ask: Are you a tourist and how did he book his holidays? 

He is a resident of Thailand and a tourist to Hua Hin.   

Eight years ago, he used to use a tour operator. Now he arranged travel by himself. 
Ask: What do you expect from a tour company? Or what is a good tour company? 

He said ́reliabilityµ and ́Trustµ. He said in the past when he came to Thailand he would book 
everything from abroad.  He thought that Thai operators could not speak Thai well and this made 

him have less trust on local operators.  

Ask: what do you think about the tour company in terms of responsibility towards society or 

environment? 

His English was not so good and he did not understand the questions even though I rephrased 

the question. He commented that Thai people do not speak English and he found it was difficult 

to communicate.   

Memo: The respondent did not try to understand the question nor answer to the point. He just 
wanted to say something not relating to the topic.  
At this point I realized that the majority of tourist nowadays purchase tourism products via 

internet because of its convenience and possibility to compare prices. Internet has become so 

wide spread that even old aged tourists who have not had internet in their school uses it to book 

hotels and airlines. Travel agencies are no longer the main channel of purchase of tourism 

products.  

6th respondent  

Location: Swensen Ice cream, Hua Hin 

Date 6 April 2010 at about 20.00-20.40 hours 
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A Norwegian woman with her husband, age between 60-65 years old (retired) 
There are 2 people but I count as one since they are together. 
Ask: Are you a tourist and how did you book your holidays? 

They are tourists who have a holiday home in Hua-Hin. They come to stay in Thailand 2 times 

a year, each time for 2-3 months.  They book their flights on-line.  They used to book through 
tour operator but long time ago. 
I asked how did they choose an on-line agency. They said that they checked and compared 
prices. 
Ask: what do you expect from a tour company? Or what is a good tour company? 

They no longer use a tour company. They said ́usually only first-time travelers to a new 

destination will use a tour company.  They think that once the tourists know the destination, 

they will arrange everything by themselvesµ. 
Ask: what do you think about the tour company in terms of responsibility towards society or 

environment? 

They said CSR would not be their criteria in selecting a tour operator.   

Memo: Initially they did not understand the concept of CSR. But after I explained the meaning, 

they seemed to understand. They did not think that tourists use tour operators nowadays as it is 

more convenient to book via the internet.  

It seemed that most tourists have little knowledge about CSR especially the older generations. 
Hence most tourist do not give importance to CSR when buying tourism products. Most tourists 

seemed to give highest importance to price, flexibility and convenience when purchasing 

tourism products. Good tour organizations are the ones who are honest, keep promises, reliable, 

punctual and offer good value for money.  
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Abstract   
The purpose of this paper was to study about EMBOK³s conceptual design model for 

special events which related to the theme of Ǵracious Hospitalityµ in Thai context by in-depth 

literature reviews. There are three beneficial objectives for study 1) Promote and conserve the 

identity of gracious hospitality and culture in Thai context. 2)  Encourage the use of knowledge 

domain in EMBOK²s conceptual design model that are consistent with the theme of special 

event in Thai identity and 3) To be a good resource for further study regarding Thai gracious 

hospitality, Thai identity and EMBOK³s event conceptual design.  The Next step of this paper, 

it will be used as a basis for development actions as well as it can offer basic information for 

further research in special event of cultural fun fair in gracious Thai hospitality. 
Keywords: EMBOK³s Conceptual Design, Special Event, Gracious Thai Hospitality,                                                                                     

 

Introduction   
Overview of event business in 2017, it is likely to grow in a positive way. As a result, 

private entrepreneurs are starting to return to market. Circulation particularly in the group of 

entertainment business such as concerts and performance shows. Besides, the growth trend of 

Thai event business will play important role in CLMV market (Cambodia, Lao, Myanmar and 

Vietnam), and in the same time, Thai is much potential to expand their business oversea, which 

require much more unique and creative activity arrangements deriving the event to grow in 

overall. (Kunawong, 2017) 
Successfully the conceptual event design should be drive and focusing on aesthetics of 

look and feel and come with functional qualities associated with. Ample opportunity of 

participation to engage in a five senses of hearing, sight, smell, touch, tasted, and memorable 

and unique happening for attendee experiences both of experience maker and experience 

enhancer. 
Uniqueness characteristic is important for making outstanding and impression of 

special event. So, the essence of Thainess are the way of life under the śanookµ (fun) and ́mai 

pen raiµ (don³t worry about it) attitudes to not get stressed out and to be kind and hospitable 

towards others. This characteristic makes Thai culture, the Thai way of life and Thai experience 

very unique, and sets Thailand apart from all other countries. (tatpr, 2015) Therefore, Thai event 

organizers should pay much attention to the quality and service providing, and in the same 

time, they need to have effective cost management.  

Thus, The Event Management Body of Knowledge or EMBOK Model is a widely 

recognized of international event organization and is also a tool for giving organizer to manage 

the event efficiency through each domain and functional knowledge which comprises three 

dimensions:  Domains, Phases and Processes and five domain knowledge namely 

administration, design, marketing, operations and risk. However, using the conceptual design 




