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Diemery 2. Keto (Ket ic Diet), Vi
. Keto (Ketogenic Diet), Vegan,
Preferences Plant-Based, Vegetarian, Paleo,

2 Gluten-Free, Halal, Kosher,
Pescatarian, Low-FODMAP
1 e 5
Nutritional

Emgrging Issues and
Niche Specific Diets

1. Mediterranean Diet, Flexitarian,
Raw Food Diet, Whole30,
Intermittent Fasting

4. Probiotic-Rich Diet, fortified 3 3. NCD (Non-Communicable

foods, Superfoods, Adaptogenic Disease) Food, Diabetic Diet,
Foods, Detox Diets. 4 Heart-Healthy Diet, Low-Sodium
Functional Diet, Low-Fat Diet, High-Protein

Diet, Anti-Inflammatory Diet,
Allergy and Intolerance Diets
(Lactose-Free, Nut-Free, Soy-Free,
Dairy-Free)
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Gastronomy Value Creation Elements
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4. MSNMUTIUAAEIU (Cross-Sectoral Development)
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RESERVE YOUR WINE TRAIN ADVENTURE * °

READ NOW

3hours | Calistoga, CA 90 minutes | Calistoga, CA Thour | Napa, CA 2hours | StHelena, CA
5 Course Farm-to-Table Wine and Courtyard Wine Tasting & Cookie Napa'’s Only Pan-Asian Food & Artisanal Winemaking & Tasting
Food Experience Pairing Wine Experience Tour at Gandona Estate

» RESERVE $225/ guest RESERVE | $80/guest RESERVE $85 / guest

Fiun: https://www.napavalley.com/
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Luxury Bragging Sustainable SOphistication
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Carbon Economy

Functional Foods Nutrition Issues
Eco-Elegance
More Rural
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_—= Personalised Purity

1. Mediterranean Diet, Flexitarian,
Raw Food Diet, Whole30,
Intermittent Fasting

4. Probiotic-Rich Diet, fortified
foods, Superfoods, Adaptogenic
Foods, Detox Diets.

Specific Dietary and Ethical Preferences

Popular
Dietary
Preferences

2
Nutritional

1

Emgrging Issues and
Niche Specific Diets
3

4
Functional
Foods

— N\ y
(o)) ="s
Neis—17¢

~—

2. Keto (Ketogenic Diet), Vegan,
Plant-Based, Vegetarian, Paleo,
Gluten-Free, Halal, Kosher,
Pescatarian, Low-FODMAP

3. NCD (Non-Communicable
Disease) Food, Diabetic Diet,
Heart-Healthy Diet, Low-Sodium
Diet, Low-Fat Diet, High-Protein
Diet, Anti-Inflammatory Diet,
Allergy and Intolerance Diets
(Lactose-Free, Nut-Free, Soy-Free,
Dairy-Free)
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Culinary Tourism Strategic Positioning
Region Luxury Bragging | Rustic Prestige Eco-Elegance Sustainable
(Quadrant 1) (Quadrant 2) (Quadrant 3) Sophistication
(Quadrant 4)
Catalonia (Spain) Sowaz 80 Soway 10 Soway 5 Sovay 5
Minho (Portugal) Soway 5 Sowaz 70 Soway 20 Sovay 5
Aarhus-Central Sovaz 5 Sowag 30 Sovay 60 Sovaz 5
Denmark
Sibiu (Romania) Sovay 5 Sovay 80 Sowaz 10 Sovay 5
North Brabant Sowaz 50 Soway 10 Sowaz 30 Soway 10
(Netherlands)
South Aegean (Greece) Sovaz 5 Jovaz 30 Jowaz 60 Sovaz 5
Kuopio (Finland) Seay 10 Seuay 20 Souay 10 Saay 60
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4. MavanBFesnudenivia (Digital Storytelling)
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5. WUANNNNTSANELAZIBIA9IN1S (Educational and Academic Approaches)
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6. N5La39luUNT5R L NEIW 91915 (Storytelling in Gastronomy Tourism)
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7. WUINIUIANTIY (Innovative Approaches)
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On March 18th, 1997, Ben & Jerry's and Vlermont-based jam band Phish launched Phish Food®,
Chocolate Ice Cream with Gooey Marshmallow Swirls, Caramel Swirls & Fudge Fish. It's been
a well-loved, iconic flavor ever since. On this 17th anniversary, we look back at our 17 favorite

Phish moments since the flavor launched.

fin: https:.//www.benjerry.com/flavors/phish-food-ice-cream
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T A SIg Recipes v Tips & Tricks v Products v £ Search Tasty ]
Get Tasty Delivered Easy Dinners Work Lunches Mozzarella Taste-Over Latest Recipes Family Dinners

What We're Cooking

Classic_: Italian Meatballs

37 Of Our Best Vegan Pasta Recipes That
Are Creamy, Flavorful, And Full Of Veggies

fiun: https://tasty.co/
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The Fat Duck

ﬁm: https://www.theworlds50best.com/awards/best-of-the-best/the-fat-duck.html

fog19RaNIINNITIENT0IR UMsTANULS (Edible Storytelling Events) Aanssuidu “Dinner Lab”
Tuanigowsni TnsdnensieuduiiiovsnianFesseue s lnousazaesaunuiionveiosn?

AN 9 19U ATTLAUN IR U IRLS TN UTRLTRT NI Yo

Fiun: https://www.youtube.com/watch?app=desktop&v=tUlsdaTw680
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Shopv  Recipesv  Leamn v patagonia Q O W
PROVISIONS

New Arrivals Seafood Crackers + Pasta Best Sellers Subscribe & Save Gifts Sale

. .
Why is a clothing company

.
making food?
Industrial agriculture depletes soil, poisons water and threatens the
outdoor places we love. Protecting the earth, and our future on it,
means we need to find a better way. So we make foods that restore the
planet instead of destroying it. As our founder Yvon Chouinard says,

"People buy a jacket every few years, but they eat several times a day.
If we're going to save our home planet, it starts with food."

Responsibly Harvested Seafood
@ Regeneratively Farmed Grains

/6\, 1%L far tha Planat

Fiu: https://www.patagonia.com/
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THAILAND X MICHELIN

FANRRY A\

J
THAILAND SELECTION EXPANSION*

*provinces per edition year
2018 : Bangkok

2019 : Phuket & Phang Nga and surrounding provinces
1°t contract (Nonthaburi, Pathum Thani, Nakhon Pathom, Samut Sakhon, and Samut Prakan)

2018-2022 5450 . Chiang Mai
In 2021, due to the COVID-19 pandemic impact, there was no expansion of the area. The

Michelin Green Star Award, Excellent Service Award, and Rising Star Chef Award were
introduced.

2" contract 2022 : Phra Nakhon Si Ayutthaya

ALE i 2023 : Northeast (Nakhon Ratchasima, Ubon

Selection Ratchathani, Udon Thani and Khon Kaen)

renamed 2024 : Ko Samui & Surat Thani
Thailand™ 5455 . chon Buri
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THAILAND X MICHELIN
NO. of Restaurants with MICHELIN Awards in Thailand

Award / Year 2018 2019 2020 2021 2022 2023 2024

MICHELIN 2 Stars 3 4 5 6 6 6 7

14 23 24 22 26 29 28
MICHELIN 1 Star

@ 35 72 94

3
Bib Gourmand

MICHELIN Selected 74

Total

2018 2019 2020 2021 2022 2023 2024
/ Edition Edition Edition Edition Edition Edition Edition

MICHELIN
Green Star

361 - - 1 1 3 4

73579 5 a3ulAsinIs Michelin Awards
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JW Garden #iyn: https://www.marriott.com/en-us/hotels/hktkl-jw-marriott-khao-lak-resort-and-
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Thai Fish Book fian: https://library.tcdc.or.th/record/view/b00056098
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Heliconia Food Festival 9131: Facebook Heliconia H GROUP
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THE FOOD TOURISM VALUE CHAIN

UaUAIN 7 Food Tourism Value Chain

Fiun: Culinary Tourism Alliance
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Sushi Singularity fia: https://www.open-meals.com/sushisingularity/index_e.html
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Crispy Pork Snacks fian: https://protermars-snacks.co.uk/pork-snack
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Silo 7iyn: https://www.euronews.com/green/2019/07/06/from-brighton-to-london-the-first-zero-

waste-restaurant-in-the-uk
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The Al Cuisine 7isn; https://theaicuisine.com/
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Cooking with lava in AlUla fisn; https://bompasandparr.com/projects/view/forces-of-nature/
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Butcher Gak fiun: https://www.mk.co.kr/en/business/10951096
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Gastronomy Development Framework
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Specific Dietary and Ethical Preferences ~ ~-—~

Popular

Dietary
1. Mediterranean Diet, Flexitarian, Preferences 2. Keto (Ketogenic Dl_et), Vegan,
Raw Food Diet, Whole30, Plant-Based, Vegetarian, Paleo,
Intermittent Fasting 2 Gluten-Free, Halal, Kosher,
Pescatarian, Low-FODMAP
1 -
] Nutritional
Emerging Issues and

Niche

Specific Diets

4. Probiotic-Rich Diet, fortified 3 3. NCD (Non-Communicable

foods, Superfoods, Adaptogenic Disease) Food, Diabetic Diet,
Foods, Detox Diets. 4 Heart-Healthy Diet, Low-Sodium
Functional Diet, Low-Fat Diet, High-Protein

Diet, Anti-Inflammatory Diet,
Allergy and Intolerance Diets
(Lactose-Free, Nut-Free, Soy-Free,
Dairy-Free)

Foods




Visionary Strategic Direction
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Gastronomy Value Creation Elements
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Local Craft Space

The Power of Artisan

Thai Food Gifts
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(::) Research statement & questions

Chefs as Gastrodiplomacy
Connecting Fine Dining to
Community based Design
and Food Ecosystem
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UNESCO Creative Cities
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Collection Integrated Gastro-
Design

fogensdifinw azdans
giunys anuiaiievesau.
Taszuuvasldemnsiunsiiiy
yaruavaanusuivildedndls

a o

¢
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1. Local Craft Space the Power of Artisan Thai Food Gifts
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2. Chefs as Gastrodiplomacy Connecting Fine Dining to Community based Design and
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