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Abstract

This research was to examine the creative model of organizing activities and tourism
routes to experience traditionally multicultural cuisine in the historic city of Ayutthaya, to
develop a structural equation model of organizing activities and tourism routes, and €) to
develop publicity materials regarding the creative model and tourism routes. This research
utilized-a mixed-methods approach which conducted into 3 phrases: 1) Qualitative research
with in-depth interview and focus group discussion for the sampling group of 21 main
interviewees who were chosen using purposive sampling method for analysis and extraction
of components; 2) Quantitative research with survey technique for the sampling group of
500 participants; and 3) Participatory Action Research through seminar meeting with the
sampling group of 21 participants. Statistical Package for-the Social Sciences (SPSS) version
26 and Analysis of Moment Structures (AMOS) employed for survey and statistical analysis.
Findings were as follows: 1) The creative model of organizing activities and tourism routes
had 4 major components; 2) The analysis of the structural equation modelling met the
criteria and it was consistent with the empirical data (CMIN-P = 0.370, CMIN/DF = 1.036, GFl
= 0.970, and RMSEA = 0.009); 3) The publicity materials displayed the multicultural identity
and recommendations for tourism based on religions because the historic city of Ayutthaya,
namely, Phra Nakhon Si Ayutthaya at the present is rich in multicultural identity with Christian,
Buddhist and Islamic cultures and the publicity materials could promote tourism and
multiculturism through learning activities.
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Figure 1 A structural equation model of The Development of a Model for Activities and Trails
for Multicultural Traditional Food Tourism in the Ancient Capital Ayutthaya in Standardized
Estimate mode before model improvement
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Figure 2 A structural equation model of The Development of a Model for Activities and Trails
for Multicultural Traditional Food Tourism in the Ancient Capital Ayutthaya in Standardized
Estimate mode before model improvement
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Figure 3 A structural equation model of The Development of a Model for Activities and Trails
for Multicultural Traditional Food Tourism in the Ancient Capital Ayutthaya in Standardized
Estimate mode after model improvement
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Table 1 Statistical values from the structural equation model analysis after improving the model
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Value Experience 0.83 0.57 0.69 0.03 7.193 o
Supply Chain Management 0.51 0.36 0.99 0.00 3614
Value Experience 0.69 0.03
Supply Chain Management 0.53 0.54 0.99 0.00 3508
Supply Chain Management 0.99 0.00
Tourism Supply Chain 0.90 1.51 0.81 0.06 7.764  **x
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Figure 4 A multicultural tourist route in the ancient city of Ayutthaya, Christianity

Source : Author
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Figure 5 Exhibitions to disseminate information

Source : Author
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