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Dietary N
1. Mediterranean Diet, Flexitarian, Preferences 2. Keto (Ketogenic Diet), Vegan,
Raw Food Diet, Whole30, Plant-Based, Vegetarian, Paleo,
Intermittent Fasting 2 Gluten-Free, Halal, Kosher,
1 Pescatarian, Low-FODMAP
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Emerging Issues and
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Diet, Anti-Inflammatory Diet,
Allergy and Intolerance Diets
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Dairy-Free)

Foods

AUgNaTL: USENSIAWN:ATU (Personalized Purity)

[i3w:danmkuadiikuivuovUs:aunisadlfunuula 1s1aunsadsulcaviRIKuIawI:aY
AWAaYMSYavIdaunna IduaKIsildhgunwia:idianaunaalky ANwdakgulunis
JsuiuyaiuaIuaoavnIsiawl: 13U 3inu 2asintn Us1ADINNgIaU K300 1K1sGnany
lagiswossainssuokisdirudandunaalkuia:Kkunaunuauniwgavidaunna UsSgINIA
nssuUs:muokisiduuuiBeusie 1IduAuuSansiia:auldhlugunw Widnsouo:$an
dgadunasldsunsouuaiaoinonkisnusansiazduonanuni

drogvikalygrulRignloanuruzuovida:AdaanasuniiasduivnISWaUWaIUuS:K310
A2IUKSKST ADWIADSY ADWELEU la:nsusuldviawrupnaluls:aunisainisnoving)
IBvoIKISAUIUDTUUNa:ADWdDYNISUEYRUSTNA Ti3n1sHavINgdIBvaIKISO:UNIdUD
Tusunuulaauisads:gndiusAalld 15U KIndavnisthiduoaKISSUNIY d@wisadiaud
IluUksks1IRIdooa Ko ankasilugnaiuisaldnidualuluuksKsIUNaIaKSDITUAIIWEVEU
wauwanuaaulonglunda:nauitikuigldogivkainkaney



nsus:gndldlukininavovds:inflng

nuushaavadaanasuridlddwiusuldlukininiavevUs:indAlne Tasida:ndniAaiuisn
WCUUNIIR:WEUNEUADDAIIASUCY < anuusuniaspandvuavwunudu 9 Id

1. nAIKkUo

Tograw:Bevlky 1IBevsie Uau awasaiduAdaalasuri

Rustic Prestige lagnisdviasuoikisauunia:nisis

Sanduroviu idgvanuisawalunidu Eco-Elegance G - — —u
msaviasuwisuoasindnia:yusulddandusinfioviu 2- nAa .:3 UoonNiudviKkuo
dn>wgauauysniisovinalANNSnUaUDIKISIIa:ADINKaINKaY
YOVOIKISATUDISYSSSUATIY 9] Personalized Purity
Iku:auAuninAd ToeiiumsusundoaIkIsauAIWAaYNNS
RAWIUAAA 15U 9IKISINOFUNIWIA:NISWAUNAIUDIKISDaU
dviauAauisausundvldauaudovms

%. n1ANav

UKa nKagWURRIKUN:AU Luxury Bragging
IBUNSLINWUKIUAS ENUNSAUNIAUDSIUDIKIS
s:aulanidgvanusndvqadnriovigdildh
avinadauriumstiiaualunuu Sustainable
Sophistication Squa1K1sTung U Eco-
Elegance I5UlUWURYLKIQaYNSAVASIY
llamws:unsAsoayse 10udu

4. NAQ:DuU20N

awnsausudalug Rustic Prestige 15U s:g0V la:dunys
lla: Sustainable Sophistication lagaviasuiiumsidianau
AovAulla:NISSNUNELIDAdUUINTU IKU WNen saus
KSoas1Q

5. MmAld

1Bu Qlﬁo ns:0 IN:dl8 d@1SnsovsU Luxury Bragging
nagvaiuisadsuanlug Carbon Minimalist dounns
aawans:nudoavINadouIIa:NMSAVIaSUNISHOVIAYIITY
ausnuATAUAIENTUILY Sustainable Sophistication



Visionary Strategic Direction

fkuanwsduvavIida:ninAluls:naAlng maAnanw:
Luxury Bragging & Rustic Prestige

ADUADVNISYDVNGUITKUNgdKaNKany

lla:a1u1snasIvgas (Gastronomy Value ; mAkio:
Creation Equation) TUﬂ']SIWULJE]Fth 3 / . : /i Rustic Prestige & Eco—E'egqnce
KannkangsuiluuaunsauludAatIZuU ‘ [

TagdwdvonAngmwliudiunisnovifgd
g mAa:3upon: Luxury Bragging & Eco-

dalu Elegance

Kéolovanusatius:iGuikandlus:au
A WAQIRUAUNGURAIREIToLINDIRIA
Jalaualius 11udnv sUiuu nia: Content
misdoansiZoviarldogvobus:ansnwsounU

2 IndoyalngdAuwnanssunisusinAokisyovUnnavIRgd auisatluIvadudu
mwué’m‘fyua:mwuGauua\)ucia:mao||osurimquanssumsu§Tnﬂﬁwu?uswamu
lagisgvarduonaudguia:audavnisyavUnnovingdneldavd

1. Personalized Purity (U§E—]n§|aW'1:F1fu)

. AW TgUELAEQ: STEVIUBTRIRUIUNRDVINEITRAIWEATYAUGUNWIA:ADNUE:DIQ
iJududuisn 1u Msidonaikishddaguniw NsusinaokisDInsUINISaY 1a:nsqia
auanueu:lunisusina

- wudldu: unraviRganfdhauniwuovKkioKIsAUSUTRIZAUAIUADYNISUDVAUIDY
15U 9IK1S00SINTN 9IKISAGU KEoKISAILUINSUNNTISIAWN: BurnlK Personalized Purity
iJuAdaanasurifasuauavAUGavMsidogva

2. Eco-Elegance (@¥vuiwalan)

- Awdsgwav: Unnavifgadiuduuinndavaduauldluadiugvduna:nissndlan
loglawi:n1susTnAoIK ISR INIKEVATNNSUaNKSoWaaDE10gvaU la:n1sigianau
oasininksoniJudasdodvinadow

- ualdu: mssnwnAdUKSKSIazAULaviuytuAgoAvAtuTvaLIDadaUITuFon
UnrioviRgasulkuRAWEATYUINTU MssuUs:nuakisisndlan 13U Stuankishldianau
Aovaula:aquavids [asunUTgUINUTUZDY 9



7. Rustic Prestige (nOf3tiRovau)

- AxwWdguUunavivaL: UnioviNgaNI@IvKIUS:aUNISUINDLAUIAIAIUSSSUBUBU
aulofuus:aunisainisrovingdidouluviudasusssunoavaula:Aduiduionanuad
UDLWUR 13U 91KISADVAU IANAUIINSSSUBIA la:N1SDEdUSIUAULUBU

. 1ualiu: UnnaviRgdIBvIcuusssulia:aigoIkisnovaulavKkius:aunisainidoulan
ﬁuﬁa\)f‘iuna:ngUfgfmmaLhu Rustic Prestige 6\)Tds“umquauTunduﬁda\)mséuv\Ta
JQJUSSSUINDZY

[]
=

4. Sustainable Sophistication (ADWEYEURTIDNANUN)

. AWTsUUIUNaL: Jnria\)lﬁaam\majuTmeue’hﬁfyﬁuujonssuna:mwuzfuz?au
Tunissuds:muankis BuigoulgvAaunugvEu 1IU NsIBINATANISIaKISABUBDUIGT
nsANdvAvN1saquaviduia:nsiEianaungvdu

- udliu: ngudidoqaunniavifgnfdlonisooniuuiia:us:aumsainissuls:mMuaIKis
AUADIUAQESIVESSANIABUBOU IIAgTVAVIKADLEIAYAUAUELE U

5. Luxury Bragging (laaiduagvidalad)

. AWTYUADUTIVAT: 1J31n1sSuUUS:NIUDIKISKSKS19:gvAvITunTaulunguy
UnnoviNgouvnguidovnisiaivkiUs:aunisais:augo idwndnssuyavinnovingd
TudoauudnisiduluRA VgL UNa:guNIW INNFINSIdodaKSansivIuUS:auNTsad
KSKS

. nualdu: UnnaviRgongu Luxury Bragging vAvUavKIUs:dunisad Fine Dining
la:missuds:niuankisiusunidoiden IdAduEAyuavnauliacavidoifouiunadunik
A2WENATYAUGUNWIA:EDINOdOW



asunisdaduduAnulsuyovAdDalasuricuwndnssumsusinavoving

1. Personalized Purity (@uniwna:lnsuinisasuunna)

2. Eco-Elegance (mswauwaﬁunmUKgKmﬁUﬂmuﬁ\)ﬁu)

%. Rustic Prestige (A2 wilunavauna:dasusssu)
4. Sustainable Sophistication (A2 WHUToUIIA:ANUEVE )

2. Luxury Bragging (Us:@unisaiksksinia:loooaq)

n1svasdudulBIga:nauiownanssua:udldununnaviNgdu12INeJoguulkAWEATY
13:AN0K3VIINUS:AUNSAINISHDVINYDIZLOIKIS FVADSITUNUINILIUNNSWAUUNINUANS
novINgJIBVaIKISIUDUNAQ

n1s3iAs1KAnkuadkuvawaniAdd 1IBuimgvaasudulunisiikuanAniviunis
WwWuyaAma:ligndudovidimevivuided ndauisadiuidsgndldluniswaiuniboo
ARdsAdIUKaInkatgvavUs:aunisainudiauslRiku:Aunguidikuiefidonld
TagviuadswusinisimuyaAWaaaunudliuikaltsndudoviinagngnisiiuAtuA
TudrunisnovIRY2IBYOIKIS IWDTKITUAIIUASOUAQUUDVOVAUS:NOUREATY
Tun swauuInIsioavIRg13voIKISAVT

Gastronomy Value Creation Elements
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Enhancing Thailand’s Gastronomy Tourism through
a Conceptual Quadrant Model

Introduction

Thailand’s rich culinary heritage, deeply
embedded in its cultural identity, has the
potential to significantly boost the nation’s
tourism industry. A recent study has
proposed a conceptual model that catego-
rizes gastronomy tourism into four distinct
quadrants, each addressing different

consumer motivations and experiential
designs. This model not only provides a
structured approach to understanding
and enhancing gastronomy tourism but also
offers a roadmap for applying these insights
across Thailand’s five regions.



The Driving Forces Shaping the Future of

Gastronomy Tourism

In the evolving landscape of gastronomy tourism, several key trends are reshaping

how consumers and businesses engage with food experiences. Based on extensive research

into global and regional food tourism, four primary driving forces have emerged as critical

influencers in the industry:

1. Brag Economuy:

This phenomenon reflects the modern
consumer’s desire to showcase and share
unique or prestigious food experiences on
social media. Dining is no longer just about

2. Carbon Economy:

With increasing awareness of climate change,
the Carbon Economy focuses on sustainability
and the reduction of carbon footprints in
gastronomy. This trend includes efforts to
lower greenhouse gas emissions through
sourcing, production, and delivery of food,
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personal satisfaction but also about creating
moments that can be shared with an online
audience, reinforcing social status and
lifestyle aspirations.

with an emphasis on locally sourced
ingredients and sustainable practices.
Consumers are becoming more
environmentally conscious, seeking
dining experiences that align with their
eco-friendly values.



7. Health & Wellness:

The rise of health-conscious tourism,
especially in the wellness sector, is driving
demand for food that supports well-being
and a healthy lifestyle. The Health & Wellness
trend is rapidly growing worldwide, with
more travelers seeking destinations and

dining options that promote good health,
including organic, plant-based, and
nutrient-rich meals. This shift also reflects a
growing focus on preventive health and long-
term wellness.

4. Technology & Traceability:

Advancements in technology are transforming
the food and tourism industries. Traceability
has become a critical factor, with consumers
demanding transparency in the sourcing and
production of their food. Wearable technology
and digital platforms are also playing an
increasingly important role in food tourism,

enabling travelers to monitor their health
and wellness in real time while ensuring that
the food they consume is ethical, safe, and
sustainable.

These four driving forces are setting the stage for the future of gastronomy tourism,

influencing how food experiences are designed and delivered. They embody modern values

of social engagement, sustainability, health consciousness, and technological integration,

which are becoming essential components of the global food tourism experience.
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The Conceptual Quadrant Model
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The model is developed based on the findings and
segregated into two key axes:

1. Consumer Motivation/Focus (X-Axis):

Gastronomy tourism spans a spectrum, ranging from the “Brag Economy,” where consumers
seek status and prestige through luxurious experiences, to the “Carbon Economuy,”
which emphasizes sustainability and eco-consciousness.

2. Experiential Design (Y-Axis):

Spanning from “More Fancy,” highlighting high-end, luxurious experiences, to “More Rural,”
focusing on authentic, rustic, and community-based engagements.
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This framework results in four quadrants and one overlapping element:

1. Luxury Bragging

This quadrant focuses on high-status experiences. It is aimed at consumers who seek
luxurious and prestigious dining moments, such as dining at Michelin-starred restaurants
or attending exclusive food events. The goal is to create experiences that are shareable,
especially on social media, where consumers can “brag” about their status and lifestyle.

2. Rustic Prestige

This quadrant is tailored for those who value authenticity and local culture.
It emphasizes rustic, community-based dining that showcases traditional cooking methods,
local ingredients, and farm-to-table experiences. This quadrant reflects a prestigious
yet more down-to-earth connection with local traditions and the environment.
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This quadrant represents the balance between elegance and sustainability. It focuses on
providing high-end experiences while maintaining an eco-conscious approach. Diners are
offered organic, locally sourced, and sustainable food, often in refined settings that
highlight both luxury and environmental responsibility.

4. Sustainable Sophistication

In this quadrant, the focus is on sophistication through sustainability. It targets consumers
who are looking for refined and complex dining experiences that integrate sustainability,
such as restaurants minimizing waste, supporting fair trade, or using sustainable
practices in food production.
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Overlapping Element: Personalized Purity

The center or overlapping element is Personalized Purity, which reflects tailored,
individual dining experiences. This element caters to consumers who prioritize health,
wellness, and the ability to customize their food choices to match their personal
preferences, such as vegan, gluten-free, or organic options. It also aligns with the concept
of reducing environmental impact through food choices and ensuring the purity and
sustainability of ingredients.



Application Across Thailand’s Five Regions

Thailand’s diverse regions offer unique opportunities to implement this conceptual
model, enhancing the culinary tourism experience tailored to each area’s strengths.

1. Northern Region:

The Rustic Prestige quadrant is particularly relevant here,
with its emphasis on traditional Lanna cuisine and
farm-to-table experiences that highlight local ingredients
and cooking methods. The region’s rich agricultural
heritage makes it ideal for promoting organic and
sustainable dining options, appealing to both
Rustic Prestige and Carbon Minimalist consumers.

%. Central Region:

The Central region, particularly Bangkok,
is well-positioned to cater to the Luxury
Bragging quadrant with its high concentration
of Michelin-starred restaurants and exclusive
dining events. Additionally, the region’s
blend of modern and traditional elements
can appeal to those in the Carbon
Minimalist quadrant through urban

dining initiatives.

2. Southern Region:

The Southern region, with its luxury resorts and pristine
beaches, is a natural fit for the Luxury Bragging quadrant.
However, there is also significant potential to appeal to
Carbon Minimalist travelers through eco-friendly dining
options and sustainable tourism practices.

2. Northeastern Region
(Isan):
Known for its bold and distinctive flavors, this region can
leverage the Personalized Purity quadrant by offering
health-conscious, customizable dining experiences focused
on organic, locally sourced ingredients. Isan’s strong
culinary identity can also appeal to those in the Luxury
Bragging quadrant seeking unique and shareable food
experiences.

4. Eastern Region:

The Eastern region, with its coastal cuisine and emphasis
on fresh seafood, can appeal to both the Rustic Prestige
and Personalized Purity quadrants. The promotion of
sustainable fishing practices and organic farming can
enhance the region’s appeal to eco-conscious tourists.



Analysis and Strategic Directions for Gastronomy
Tourism Enhancement

The quadrant model serves as a starting point for guiding value creation, offering
flexibility and diversity in application. Cities can customize the model to develop varied
experiences tailored to specific target groups. Research findings indicate that value
creation strategies should be comprehensive, focusing on the following elements to
enhance gastronomy tourism:

Gastronomy Value Creation: Case Exploration

Eco-System gas'gro—Preferred Choice Collection Integrated Gastro-
esign

Gastronomy City UNESCO Creative Cities
Chefs as Gastrodiplomacy Connecting Fine

Dining to Community based Design and Food
Ecosystem

Local Craft Space the Power of Artisan Thai Food Gifts

Food X: the cross-sectoral model Food & Fashion Isan
Silk
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1. Ecosystem Development:
Building a comprehensive ecosystem strengthens the value chain in gastronomy tourism.
Participation from all sectors fosters sustainability and innovation, providing a solid
foundation for growth. The integration of smart technologies further elevates tourist
experiences, enabling them to access real-time information about the origin and
sustainability of the food they consume.

2. Gastronomy City Creation:

Establishing unique gastronomy cities not only attracts tourists but also enhances the
city’s reputation as a hub for food tourism. These cities rely on local resources, fostering
sustainable tourism. Unique gastronomy cities have the potential to become must-visit
destinations, offering specialized experiences that increase economic value for the city.

2. Storytelling:

Creative storytelling has the power to connect tourists with local food culture. Narratives
about the origin of ingredients, culinary traditions, and artistic presentation enhance the
overall dining experience, making it more memorable. Tourists now value meaningful
experiences beyond just food consumption. Effective storytelling adds cultural and
emotional dimensions to gastronomy tourism.

4. Cross-Sectoral Development:

Collaboration across sectors—such as artisans, designers, producers, nutritionists, and
local communities—enriches gastronomy tourism by adding creativity and depth to the
experience. Additionally, promoting health and well-being through wellness tourism aligns
with the growing trends in health-conscious food tourism.
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Recommendations for Future Applications

and Research

To advance gastronomy tourism in Thailand,
future strategies should emphasize
sustainability, biodiversity, and the use of
local ingredients. Highlighting the value of
local products is essential, as they are at the
heart of environmental and economic
sustainability. Innovation in food experiences
will also attract younger tourists seeking
excitement and novelty.

Skill development for cultural food designers
and storytellers, such as local chefs and food
entrepreneurs, is critical for ensuring
high-quality experiences that meet global
tourism standards. Training will guarantee
that the experiences offered are of superior
quality, meeting international market
expectations.

The flexibility of this quadrant model allows
cities and regions to develop diverse food
experiences without being confined to one
guadrant. A city focusing on sustainability
can still create luxurious, shareable
experiences. For example, combining
Sustainable Sophistication and Luxury
Bragging can result in a high-end dining
experience with sustainable and fair-trade
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ingredients, attracting high-end tourists.
Additionally, street food experiences can be
elevated and incorporated into the Luxury
Bragging quadrant, as seen with many
high-end restaurants redesigning street
food for upscale settings.

Further research could explore how to blend
different quadrants, such as offering
Carbon Minimalist experiences with
luxury appeal, ensuring tourists feel both
responsible and indulgent. The key question
is how cities and regions can integrate these
guadrants to satisfy diverse tourist groups
and create future demand.



Conclusion

The four-quadrant model offers a comprehensive framework for enhancing Thailand’s
culinary tourism by aligning consumer motivations with regional strengths.
By strategically applying this model across Thailand’s five regions, the country can attract
a diverse range of tourists, boost economic growth, and reinforce its reputation as a
premier global food destination.

The quadrant model not only enhances Thailand’s gastronomy tourism but also offers
flexibility for cities and regions to mix and match quadrants to create suitable
experiences. Further research will deepen the understanding of how to best integrate and
develop these strategies, providing case studies and models for future value creation.
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