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Abstract

The objectives of this research were to: 1) investigate the ingredients used in the
local cuisine of Koh Samui, 2) analyze the components of local food tourism in Koh Samui,
and 3) identify strategies for promoting food tourism in the Koh Samui area. The research
was conducted using a mixed-methods approach, which included qualitative research through
in-depth interviews with local residents who had lived in Koh Samui for at least 30 years.
The data were analyzed using thematic analysis, and triangulation was employed to verify
the validity of the data. The results revealed that Koh Samui’s local cuisine is diverse and
reflects the island’s culture, lifestyle, and traditional wisdom. The primary ingredients used
in these dishes are mainly sourced from the island’s natural resources, such as seafood and
native vegetables. The unique flavors of the local cuisine highlight Koh Samui’s rich cultural
heritage. Moreover, food tourism serves as a key strategy to stimulate the local economy
and enhance “Soft Power” by adding value to the grassroots economy. This study suggests
several approaches to raising awareness of local cuisine through creative marketing, the
development of food tourism routes, and the integration of digital technology in promotional
efforts. These strategies aim to position Koh Samui as a sustainable and competitive destination

for food tourism on a global scale.

Keywords: Local Food, Gastronomy Tourism, Koh-Samui, Building Awareness

0z} Parichart Journal An Approach to Building Awareness of Koh Samuis Local Food to Promote
Vol. 38 No. 4 October - December 2025) Gastronomy Tourism: A Case Study of Koh Samui, Thailand




uni

913" Wisunseensuindueesdloddylunsiauiiesnsefuwawioudieuas
Uszanulsslenlszrinsgranmnssuemsuaznsvieailen Inslanzeenads "nsvisaiisudaems”
ffnonmlumsnszaeseliguururiesiueinaiugusssu mstumdeumsvsaisandsemslng
guyulivszauanudusadetendonsadinuasaniuainnnnindiu iun g §ussnauns
whgunaly wazinvieudien [1-2]

"z’ nildluuvdwiouiienddyuesussmalne lisuniseesiuluszduana Inelul
2567 Uneans Travel + Leisure Southeast Asia Hong Kong and Macau las18aunanisiynan
vieaiisrinnzayeidusudud 1 veunsiinfigalue@euudiin (3] inzayeinugauanysal
ushemsnensmsvieafioafidmslaniay mooy uasiiadiiamed mnfinnsanieiamsssu
shupnsmMsiuseanvates sxwusyisiudnlvafdingundndousin wu undimmemi
Fadummhanueninviesenseuveznin uunsiimduln, el Wunsihnsumaiueesuys
wazspnimgad wiihlud, uasifandiage degstothnsfussdsalindndosaniedomuns oy
Lﬁ%ﬂfjﬁ’uﬁﬂﬁuﬁmuasm‘%lamﬁm i Wi Sadu uaruzahaSemen ieliusarfnunumey
vosfuilan uenanifaliuywiudug enfi wnsdudenv, vijle, unayifumiswies, ramiede, 14
Toha, thaundn hwdnninlnesen) wasthningeds (ndnagasde Sedmudumyomnsiuiuii
dnonmlunnuganeifiosesiuinvieiien

agalsfimu nsveneiegsinivesinusssuemmny fuanlutegiulddmansenu
Tnemsaienginssumsuslnnems lduudauivesonsusshiumeaypiivnliignanveuas
wavarmhluganugaidessdanui glidyan FFENBIRNZYBISANYIE NS TRsdY TaT
mmaﬁLfJuLiﬂmﬂuﬂ’liaﬁﬂﬁLLazLNEJLLWi'mmﬂV]N@W’]iLMdWﬁIﬁN@&M@lU (4]

Mnusunlymiinanundisiu auzdideiamsemindsdemadidylunisdaaiumsaing
anunsziingiiaivomsiiuiurenmeays ileduindeunsvienioadienms donadosiy
wensualvesusuiR AT YgRaLATdsALLInA atiuil 13 (wa. 2566-2570) Tunsyjatiuns
sioafisrgunimgeegnedeiy nsdualuildifivausianaiuaiunmdnuaivossamelnelugius
"afwedlan’ widadumssosanamsinglugiug Soft Power iilefageiinvieaflsanazenszsi
warmsviesdlen fewnil nsfnwidelujatunisaiemsiuiomnstestiunsayeiiodoss
MsvieaisnTaemns

o/

ngUszeeA

1. ilefiningAuiithandsznouensviesdumzaye

2. Wlefnwiesdusznauvesnsvioadisadsemsviosfiuineaye
3 iflefnwnuamensanaiunsieafivndsemsluiuiimeays

(MPMSESvMSSUSoMISoOAUIMEEIoddESUMSHoIRed _ . sdsurs¥Ia
BooKISWIUDWKISHDVAU NSTUANUINTENY UsHnelng Un 38 adun 4 (@aAu - SUdDAU 2568)




521U8uITN1539Y

msfinuTitenal sUuuunisidounuunanids (Vixed Method Research) lnefnndoya
8Tt iy uar Yssansuluiiudl s 7 sua lusuneinzaye 1dud fuagiemes
suadustos fuanden duantifios fuauzda shuauith wassiuatona Taeiilideya
winduau 21 au femunuvedusaviua wisilideyasendu 3 nque av 7 au 14 F8n1siden
WUUKIE9 (Purposive Sampling) T e Rt

nguil 1: f5/Useejaueu Inedeadudfinnuimuideimayiiive s siesfiuinzaye
fadu S 7 e

nguil 2: nguin vieass Uszdmfthu Taedeadud@ifiussaumsallunisuszneuems
vipadueeaies 15 U dau 7 A

nudt 3: Vssrauluiiuil Tnedoadugfiendooglumyayslaifioondt 20 U uandufis
Uszaumsallunsiuusenuesiiuinzaye $110u 7 au

naiAAKN (Inclusion Criteria) glvideyandn 91uiu 21 au Usznaume;

1 dufianudamnudeinafetuenavesdunsaysrainiildsums seusuanauly
fuiinzaye

2. Wuifiiuszaunisallumsusenevemsviesiueenatios 10 T

3. 91fvegluinzayelitesndt 10 Y

4. afpslalunisitnsiuniside

nauidmsun1sAneen (Exclusion Criteria) Usenausmy;

1. fernmsiutasluvagyinnmside suliaunsolideyald

2. lsimgmindiagidnsunsidednsely

wuvdunsaifldiduetosdlefllumsifondsl Idinunsnsaaoumiugndesdadenan
Ay Tauszidudauiaunanandeyadildannsinuuuan nquiuazauidefiieites
Fsuszneudie ¢ Ussiudinn 1dun Ussiudl 1 deyaviluvesdiduniual, Usssiuil 2 deya
USungiidyyanenmsviesiiuinzaye Uszneuse deyanisieus, msussgnd, nsaneven, way
381sssnwosYiesiiy, Ussiiui 3 deyaimusssuemsviesiuinzays Usenousie Ussindl,
Fausssulusiesiu, famsssunisviomnsuas Tnusssunisiueins, wasUszidiuil ¢ dogasens
onsvistuinzaye tnsuvadu ownsludinusesdiiu, ausssy, uazenslussnd

sdamndudiunsnsnaoumugniesaysaivesdeyadeiu fitelihnsinseideya
fldannsduniwalBsdnuuuilassaiisuaznisaunuingy sesiesgitnuass (Thematic
Analysis) ATLLLN 6 FumaLTDe Braun & Clarke FaUsznoudae: 1) maharuduesiutoya,
2) meassatoyaiosdu, 3) Mefumuduansy, 4) MansRaeUT LS, 5) NMITEYLALHT
wiuansy, uar 6) NM133aviisrea [5] Wnegideldnendennuanmuduiindesnmsaunmnnguwuy
frerftelilunsiinsest amendsmnmsiienesiunuanss ifelsihdeyannsisasunnuiies
ASWIENANNIATIVEOUAMLEWNUTRY (Data Triangulation) AnauIAAves Miles & Huberman

(05 Parichart Journal An Approach to Building Awareness of Koh Samuis Local Food to Promote
Vol. 38 No. 4 October - December 2025) Gastronomy Tourism: A Case Study of Koh Samui, Thailand




Fadunstudunnugniesvesdeyarinunasiiunfivainvans dluinuian anuil wazyanaditi
dunwel [6]

dgUna (Results)

a o

a o @ ¢y A =] @ ° v
Nan1s3denuingUszasaden 1 iefnwringAuiithunussnauamnsiiesuinizeys
wavesnsifuvuasuanudunvalilideyandn dhuau 21 au lneunguuesiunugly

'
a v a

Toyaluusiaziuavesdnnenzayeiy nuhingAuviesdiuresdineimeaypaunsaduunls 3
nau (Table 1) fisil
1. SngAvaniiy Wuitedn waldl ayulns uazinsosvafilduzemsiudiomesays wu

1) waldudu: gatda (nedauds), aene (Wgazne), 1iaun (Wesanu), 81l Fulzsm),

2) fnftuthu; GuAg, Yeng, A, Wusy, sefu, ueu, mialdl
3) ayulwsuazedonna: i (viu), AU3 (Wan), wanlnesey, nelad, uznge
4) fuaziaiumde: AnWses, gnrelun (nsediu), gnee (Azae), gnuul ()
s vesfiefivhuivhens: wiuemd (hvandeuusnin), veanndewdiou (Meanndae),
o (aenvhln), duls, aman, nase, Thite, sensiae (seauztinafiuwIugd)
2. fmgiuandnd Wudniunfinulusssumiviededuriosdiu wu
1) dnivn: mydieu (), nszsen, unds Buiv), Aeand, uau (Frkusmes)
2) dnfipefiutiu: lrdhy
3. fmqaummméaﬁfw Isun emnsmztaiiduendnualvounzane wu
1) vesuardninzialiinszandunds: vesiang, viesnay, i, amsiede
2) Yameia: Yarven (Yainseuen), Yamien, Yarmsiu (Uatlauew), vailns,
Uandesles (nszuudadn), Uanden, Uauduun, dauiaduns, danti
3) nauary: A, Ui, Y
4) Yamidin: vilnnseaes, ninnae
uon Nt Mnmsasiuidunuainguosiunuglsidoya Swiliadelddlafaiunlunis
femenesAauiifeatumaiensiiosu TaeidnvagnmsGeuduuulidumenis fifadu
meluaseun$r runsdanauazasioufifsmiy andnlunsouasizdevenuyoimsidey
Fulsznu TdaedadunsUpemnsTildsananidung mwamﬁ’mwm;wiai;u&y’aL.wii;umsﬁﬁ;mm
TngdulngiSauinnnisiiuiazriiniy 1nndnisieuinunssuiunsdanisieuiegnalussuy
faegsanmsdunualifiuddeldnesunanmuiuiindenisaununun Seunuglvdoya
audl 1 nanluvieuniswesnsdunwaiin “..n1soenennisvie et dalugfestuns
aauiulupseunss e lupseunsiveuiieimsesls funesls Avvaeulignuainiudie
DemeanIniadnsumsuxlilasanailuturey fuse 9 Aun...” Fadulvlufimmadeiuiy
shunuglvdoyanudl 2 Aldndir “.lunsihemniesdy sxilunisaremensuuvugusiazu

(MPMSESvMSSUSoMISoOAUIMEEIoddESUMSHoIRed _ . asdsusya oy
BooKISWIUDWKISHDVAU NSTUANUINTENY UsHnelng Un 38 adun 4 (@aAu - SUdDAU 2568)




Fouduiumeulupseusa..” sl dmiuitnisussseneve sty Galmsusudsuniy

@ a

TagRuimlaluuiunvesusazaseunsy

Table 1 Classification of local raw materials of Koh-Samui according to sources

Sources Local raw materials

plant-sourced mungmung (bilimbi), law-kor (papaya), mhemng phraw (young coconut
raw materials husk), yuak kluay thuean (banana stalk), lum-teng (midin/ pucuk midin,
noh-tua (large-headed bean sprout), look-riang (nitta tree), khee-min
(tumaric), look-toh-boa (leucaena), look-toh (stink bean), dee-ple (chili,
look-kuea (eggplant), leb krut (polyscias), prik-thai-on (green peppercorn),
ta-krai (lemon glass), ma-kroot kaffir lime), hua bon (root elephant ear),
o-dibb (taro stalk), bon (elephant ear), da-lha (torch ginger), gloy (wild
yam), hua-tue (krateu), yod mueang (cashew apple), look-ching(figs), yanad
(pine apple), care (agasta ), cha-plu (wildbetal leafbush), look kham ttumaric),

noh-mai (bamboo shoot), mung-bao (sour mango)

animal-sourced  moo- thuean wild boan), kai-baan (domestic fowl), kra-rok (squirrel),

raw materials mud-sung (civet), khan-khaw (bat), lan (varanus salvator)

water-sourced hoi-jor (shipworm), sa,rai,kho (seaweed), hoi-grom (round shellfish),

raw materials khi-men (sea urchin eggs), way (octopus), pla-bok (mullet, pla-nha,dum
(osteochilus enneaporos), pra-pram (african pompano),pra-tong (sailfish),
pra-jong-mong (small stingray), pra-seard (talang queenfish), pra-gam-bang
(bumpnose trevally), pra-noan-jun (small scale mud carp), kung-chae-beuy
(banana prawn), poo-ma (blue crab), poo-hin (mountain crab), muek-kra-dong
(cuttlefish), muek-kreaw (splendid squid), pla-khee-nea (sea catfishes)
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Table 2 The overview of approaches to promote culinary tourism

Approaches to promote culinary tourism X SD. Level of importance
1. Marketing and public relations 469 029 Most
2. Product development 465 032 Most
3. Experience creation 469 033 Most
4. Support from the public and private sectors 461 043 Most
Total 466 034 Most
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Table 3 The overview of approaches to promote culinary tourism about marketing and public relations.

Approaches to promote culinary tourism X S.D. Level of importance

Marketing and public relations

1. Organizing food festivals is a great way to

] ) 478 0.18 Most
promote culinary tourism.
2. Promoting local food through social media is
4.80 0.55 Most
an effective method.
Total 4.79 0.32 Most
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Figure 1 Brochure Topic: The charm of Samui local ingredients that create identity

Source: Created by the authors

Figure 2. Format and content in the e-book on local culinary tourism in Koh-Samui

Source: Created by the authors
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