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ABSTRACT 

 

Project Code : RDG5350041 

Project Title : The study of identities and values in korat Traditional Performance (Pleng 

Korat) approach to Creative tourism activities for Youth tourist  

Investigators : THONGDEE.N, PUACHAROEN.P 

 Nakhon Ratchasima Rajabhat University 

E-mail Address :  mainarak9@hotmail.com 

Project Duration : 1 August 2010 – 31 July 2011 

 

The research about the identity and values of culture, social and history of Korat folk 

song performance (Pleng Korat) was conducted to develop the creative activities for the 

youth tourists. Objectives  are to study the identity and values of culture, social and history 

of Korat folk song performance. Also study the youth tourist demands towards the cultural 

tourism focusing on the Korat folk song performance.  The purpose of the research is to 

develop creative tourism activities for youth tourists, mainly to reserve the identity of Korat 

folk song performance. The research methods are as follow : 1) Study the identity and 

values of culture, social and history of Korat folk song performance by interview with the 

singers, the experts and youth tourists. 2) Study the youth tourists’ demand on Korat folk 

song performance by conducting 400 surveys. 3) Develop tourism activities based on the 

tourists demand by organizing a group discussion between Korat folk song performers, 

public sectors and private sectors that associated with the project.  

Research outcome Korat folk song performance was originated in Nakornratchasima 

province that has it uniqueness by using the local language.  The costume is very distinctive 

from other costume in the region.  The locals are very passionate about the Korat folk song 

performance.  In these days, the performance is still widely spread in special events, at the 

Thao Suranaree or Khun Ya Mo monument, the Korat heroine.  Nowadays, there is a 

demand of creative Korat folk song performance activities for youth tourists, which could 

create by the Korat folk song performers, public sectors and private sectors that associated 



 

 

with the project. Activities 1) Organize Korat folk song performance Exhibition 2) Provide 

rental Korat folk song performance costume for tourist to take picture as a souvenir             

3) Organize Korat folk song performance singing competition 4) Include Korat folk song 

performance in the tour package 5) Encourage tourists to participate in the korat folk song 

performance 6) Provide Korat folk song class for tourist 7) Korat Folk Song souvenir shop   

8) Create Korat Folk songs game for tourists 9) Encourage to include Korat Folk songs in 

Meeting and Seminar functions 10) Create tour to visit Korat folk songs performers 
 

Keywords: Identities,Pleng Korat,Korat 
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Abstract 

 

 The purpose of this research was are to study the identity and values of culture, 

social and history of Korat folk song performance. Also study the youth tourist demands 

towards the cultural tourism focusing on the Korat folk song performance.  The purpose of 

the research is to develop creative tourism activities for youth tourists, mainly to reserve the 

identity of Korat folk song performance. The research methods are as follow : 1) Study the 

identity and values of culture, social and history of Korat folk song performance by interview 

with the singers, the experts and youth tourists. 2) Study the youth tourists’ demand on Korat 

folk song performance by conducting 400 surveys. 3) Develop tourism activities based on 

the tourists demand by organizing a group discussion between Korat folk song performers, 

public sectors and private sectors that associated with the project.  

 Research outcome Korat folk song performance was originated in Nakornratchasima 

province that has it uniqueness by using the local language.  The costume is very distinctive 

from other costume in the region.  The locals are very passionate about the Korat folk song 

performance.  In these days, the performance is still widely spread in special events, at the 

Thao Suranaree or Khun Ya Mo monument, the Korat heroine.  Nowadays, there is               

a demand of creative Korat folk song performance activities for youth tourists, which could 
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create by the Korat folk song performers, public sectors and private sectors that associated 

with the project. Activities 1) Organize Korat folk song performance Exhibition 2) Provide 

rental Korat folk song performance costume for tourist to take picture as a souvenir             

3) Organize Korat folk song performance singing competition 4) Include Korat folk song 

performance in the tour package 5) Encourage tourists to participate in the korat folk song 

performance 6) Provide Korat folk song class for tourist 7) Korat Folk Song souvenir shop   

8) Create Korat Folk songs game for tourists 9) Encourage to include Korat Folk songs in 

Meeting and Seminar functions 10) Create tour to visit Korat folk songs performers 

 

Keywords: Identities, Pleng korat, Korat 
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