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Importance and Communicative Learning Activities through Food Tourism for

International Women Market Tourists of Thailand
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Abstract

The purposes of this research were to study uniqueness of Thai food in
order to promote Thai tourism and to understand point of view and need of
international women market tourists for communicative learning activities through
Thai food tourism. Main methodologies were to searching secondary data and
to survey organizations related to tourism and food and also 400 samples of 12
potential international women market. The interpretation was based on qualitative.
The results revealed that communicative learning activities about Thai food for
international women market put more focus on hands on practice than general
international tourists. |Mainly, international women market agreed that Thai food

can represent Thailand’s identity and internationally well known. The unique
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specific dishes of Thai food mostly know were “Tom yum kung”, “Pad Thai”, Thai
noodle, Green curry, and Papaya salad respectively. Prominent characteristics
of Thai food were its taste, the way of cooking and its smell. Activities that can effectively
communicate about Thai food through international women tourists’ views were food
tasting, food festival, and cooking class. However, important communicative problems
were such as language communication, too spicy taste of Thai food, and uninteresting
presentation. To understand the views of this niche market can help developing

information communicative tools and food tourism activities in the future.
Keywords: Food Tourism, Women Tourist, Communicative Learning
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