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Emergence of Cannabis Commercialization:

Tourists’ Perceptions Toward Destinations and Future Revisit Intention

Patthawee Insuwanno

Faculty of Hospitality and Tourism, Prince of Songkla University, Phuket, Thailand

Given the rise of cannabis commercialization, understanding its impact on tourists’ revisit intentions
is crucial. This study, grounded in the Theory of Planned Behavior and incorporating variables like
perceived attractiveness and risk, focuses on Phuket, Thailand. Analyzing data from 385 respondents
using R (Lavaan) and Structural Equation Modeling, the results indicate that perceived attractive-
ness ( = 0.225) and subjective norms (B = —0.191) significantly influence revisit intentions. These
findings provide insights for destination managers, emphasizing the need to address perceptions and
implement effective marketing strategies to leverage cannabis tourism sustainably. To enhance can-
nabis tourism appeal, managers should offer educational tours about cultivation, wellness retreats
with cannabis-infused treatments, and events celebrating cannabis culture. Furthermore, it is vital to
communicate functional values, such as health benefits, through various channels, including tradi-
tional media like television and online platforms such as YouTube, to accurately inform and educate

tourists about the benefits and proper usage of cannabis products.

Key words: Cannabis tourism; Perceived attractiveness; Risk perception;
Theory of Planned Behavior; Cannabis legalization

Introduction

The removal of cannabis from Thailand’s Cat-
egory 5 narcotics list in June 2022 marked a his-
toric moment, making the country the first in Asia
to legalize cannabis. The decriminalization allows
cannabis cultivation for medical use and the pro-
duction of cannabis products, such as oils and
tinctures, to be used by authorized medical practi-
tioners and patients (Charoenwisedsil et al., 2023).

This transformation has opened new entreprencur-
ial opportunities within the tourism industry, echo-
ing trends seen in Canada. Furthermore, research
suggests that the decriminalization of cannabis
holds promise as a potential remedy for challenges
facing the tourism sector, as highlighted by Bonny-
Noach and Horsky (2023).

Thailand also implemented a significant pol-
icy change aimed at facilitating medical access
to cannabis while attracting tourists through the
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promotion of cannabis-infused products and well-
ness treatments within legal frameworks. However,
recreational use of cannabis remains illegal. Can-
nabis commercialization generally refers to the
legal framework that allows the production, sale,
and distribution of cannabis products (Shi & Liang,
2020). However, the new policy and regulations
remain ambiguous, leading to various interpreta-
tions and causing confusion among both tourists
and locals. As a result of this unclear policy, many
cannabis-related businesses have emerged, some
of which comply with the legal framework while
others do not fully adhere to it. Nevertheless, the
Tourism Authority of Thailand (TAT) has issued
clear guidelines for international tourists, advising
against the recreational consumption of cannabis
(TAT Newsroom, 2022). Despite this guidance, the
decriminalization policy has led to a surge in can-
nabis-related businesses, making cannabis widely
accessible to tourists throughout Thailand, espe-
cially in popular tourist destinations like Phuket
(Bonny-Noach & Horsky, 2023). Given the rapid
pace of this transition, tourists’ perceptions and
behavioral intentions remain unknown, presenting
an opportunity for the current study.

Phuket, renowned as a leading tourist destination,
has witnessed a rapid rise in cannabis commercial-
ization, with over 380 cannabis-related establish-
ments identified within nine months of cannabis
decriminalization, as of March 2023 (Phucharoen
et al., 2023). The destination has long solidified its
reputation, attracting both domestic and interna-
tional tourists. Phuket’s appeal extends beyond its
tourism amenities; it is marketed for its diverse cul-
tural heritage, historical significance, recreational
activities, stunning beaches, Indigenous cuisine,
and plentiful natural attractions (TAT, 2020). As a
result, cannabis activities and businesses are also
publicly promoted. Consequently, Phuket serves
as an ideal case study for evaluating the impact of
cannabis commercialization on tourism.

Literature on cannabis has largely concentrated
on its medicinal properties and health benefits
(Russo et al., 2007). For instance, Jugl et al. (2021)
reviewed 198 studies on cannabis’ medical applica-
tions, highlighting its therapeutic benefits. Recent
years have seen a broader legalization of cannabis
for both recreational and medical use (Dupej &
Nepal, 2021; Keul & Eisenhauer, 2019). Studies

have examined the impacts of cannabis legaliza-
tion on residents’ attitudes toward cannabis tourism
(Kang, 2019; Kang & Lee, 2018), tourist motiva-
tions (Taylor, 2019; Wen et al., 2018), and desti-
nation effects (Kang et al., 2016; Newman et al.,
2021), as well as risk perceptions among consum-
ers (Uriely & Belhassen, 2006). However, there
remains a gap in understanding how cannabis
legalization influences tourists’ perceptions and
behavioral intentions toward destinations integrat-
ing cannabis experiences. This study addresses a
significant gap in the literature regarding cannabis
tourism, particularly in the unique context of Thai-
land. While research has been conducted in coun-
tries like Canada and the US, the Thai environment
presents distinct cultural, legal, and economic fac-
tors that influence tourists’ perceptions and behav-
iors. For instance, Thailand’s recent legalization of
cannabis marks a departure from traditional norms,
creating a unique landscape for exploration.

Moreover, previous studies on cannabis have pri-
marily focused on European countries (e.g., Austria,
Britain, Spain) and North America (e.g., US, Can-
ada) (Wen et al., 2023), often overlooking how local
customs and regulatory frameworks shape tourist
experiences and intentions in Southeast Asia. Thus,
this research aims to provide new insights into how
tourists perceive cannabis commercialization in
Thailand and how these perceptions influence their
intentions to revisit. By examining these dynam-
ics, the study contributes to a deeper understanding
of cannabis tourism in non-Western contexts and
informs destination management strategies tailored
to the unique Thai market. The findings provide
valuable insights for tourism authorities, destina-
tion management organizations (DMOs), and stake-
holders in cannabis-related ventures. By leveraging
these insights, stakeholders can refine strategies,
optimize resources, and develop policies to enhance
the appeal of cannabis tourism while effectively
managing potential challenges.

Literature Review
Cannabis Decriminalization in Thailand

In 2022, the Thai government implemented a
significant policy shift by removing cannabis from
Thailand’s Category 5 narcotics list. This historic
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move made Thailand the first country in Asia to
decriminalize cannabis. The primary objective of
this policy change was to capitalize on the medicinal
and health benefits of cannabis (Charoenwisedsil
et al., 2023). However, the unregulated recreational
use of cannabis in Thailand has resulted in increased
consumption and its associated impacts (Sommano
etal., 2022; Zinboonyahgoon et al., 2021). Although
cannabis cultivation and trade are permitted by law,
smoking cannabis in public places, such as schools
and shopping malls, remains prohibited. There is
confusion surrounding the official tourist guidelines
for cannabis consumption, with some suggesting
restrictions on recreational use without specifying
the context, while others highlight legal penalties
for public recreational smoking (Medical Cannabis
Institute, 2023; TAT Newsroom, 2022). This lack of
clarity regarding consumption locations, along with
the widespread commercialization and availability
of cannabis across the country (Bonny-Noach &
Horsky, 2023), has led to confusion among both
locals and tourists.

Specifically in Phuket, the study by Phucharoen
et al. (2023) revealed a notable increase in canna-
bis entrepreneurs. They found that there were more
than 389 cannabis-related establishments including
stores, souvenir shops, restaurants, and nightclubs.
Furthermore, the study found that these cannabis
establishments were predominantly located near
attractions and hotels, as evident in Figure 1. This
aligns with Veilleux’s (2024) study, which high-
lighted the rapid expansion of cannabis tourism,

® A red dot represents a cannabis
establishment

® A blue dot represents a hotel

® A pink dot represents an attraction

Figure 1. Distribution of cannabis establishments in Phuket
(adopted from Phucharoen et al., 2023).

particularly in tourism-heavy areas, despite legal
constraints and government efforts to discourage
recreational cannabis use. Market-driven actors have
capitalized on this emerging economic opportunity,
tailoring their offerings to meet consumer demand,
enabling cannabis tourism to grow independently.

The emergence of commercial cannabis extends
beyond its physical proximity to tourist areas, as
online platforms like Google Maps enable tour-
ists to easily locate cannabis-related businesses
and indirectly promote their services. This acces-
sibility appears to facilitate tourists’ access to these
establishments and influence their reasons for con-
suming cannabis. Additionally, Wen et al. (2018)
highlighted that the ease of access to commercial
cannabis plays a significant role in shaping canna-
bis-oriented tourists’ decisions to revisit destina-
tions associated with cannabis tourism.

It is important to clarify that the perceptions
explored in this research refer to the perceptions
of general tourists, rather than cannabis-oriented
tourists specifically. Despite the widespread avail-
ability of these establishments, particularly in tour-
ist destinations like Phuket, they could potentially
influence tourists’ perceptions of the destination.
However, there is limited understanding of how this
transition is perceived by general tourists, which
could impact their future behavioral intentions.
Hence, it is crucial to examine the perceptions of
general tourists who may not actively seek out
cannabis-related experiences and assess how these
perceptions influence their future revisit intentions.

Cannabis Tourism

Previously, the concept of cannabis tourism was
situated within the broader context of drug tour-
ism, where the consumption and use of cannabis
products were regarded as illegal, illegitimate, and
socially condemned (Uriely & Belhassen, 2005).
Steinmetz (2017) noted that at least 1,200 terms
are used to describe cannabis, including marijuana,
hashish, weed, pot, and others.

Several scholars have defined the term “canna-
bis tourism.” For instance, Taylor (2019) defined it
as “a particular emerging type of tourism whereby
visitors purchase with the intent to consume can-
nabis products while temporarily traveling away
from one’s normal place of work or residence”
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(p. 443). Cannabis consumption among tourists is
driven by various motivations (Wen et al., 2018)
and influenced by the broader normalization of
cannabis use in societies (Belhassen et al., 2007).
Typically, medicinal cannabis is prescribed to alle-
viate medical symptoms, while recreational can-
nabis is used for its psychoactive effects (Alcohol
and Drug Foundation, 2024). Recreational can-
nabis users may consume it in various forms for
pleasure, including experiencing an altered state of
mind, happiness, and improved social interactions.
Despite traditional perceptions of recreational can-
nabis use as deviant behavior in many societies
(Uriely & Belhassen, 2005), cannabis tourism has
experienced rapid growth due to the legalization of
cannabis in numerous jurisdictions worldwide.

In the US, the cannabis consumption market has
grown to approximately US$25 billion annually
(Charlebois et al., 2020). This trend is also observed
in countries such as Canada, South Africa, and
Georgia (Rasera et al., 2021). However, the expan-
sion of cannabis tourism is significantly influ-
enced by the legal framework of each destination.
Some countries, like Australia, are implementing
measures to tighten regulations to prevent canna-
bis from becoming a prominent tourist attraction
(Y. Liu & Stronczak, 2022). In the Asian context,
the normalization of cannabis consumption is less
common compared to Western destinations, pri-
marily due to differing legal regulations. Although
several locations have legalized cannabis consump-
tion, its acceptance in tourism remains limited.

As the policies on legalizing and regulating can-
nabis gain momentum on a global scale, the gen-
eral public’s views and overall awareness of this
subject matter are transforming as well. There is a
rapid worldwide shift from demonizing cannabis
to understanding, accepting, and using the plant for
medical, industrial, and recreational purposes. This
societal transformation has created numerous busi-
ness opportunities as well as legal and operational
challenges for the hospitality and tourism industry
(Kang et al., 2016). In this context, the characteris-
tics of the emerging cannabis tourism market repre-
sent another significant area of study (Kang et al.,
2019). Previous studies have highlighted that the
motivations and perspectives of cannabis tourists
are central themes in cannabis tourism literature
(Kang & Lee, 2021; Taylor, 2019; Wen et al., 2018).

For instance, Wen et al. (2018) explored the factors
motivating Chinese outbound tourists to Amsterdam
to engage in cannabis use. They identified three key
factors: enthusiasm, recreation, and curiosity.

Through this extensive literature review, key
themes in cannabis tourism research were identi-
fied, including: (a) residents’ attitudes toward the
development of cannabis tourism (e.g., Kang &
McGrady, 2020; McGrady & Kang, 2022), (b) tour-
ists” motivations (e.g., Kang et al., 2016), (c) prefer-
ences of cannabis-oriented tourists (e.g., Kang et al.,
2019; Meeprom et al., 2023), and (d) the economic
and social impacts of cannabis legalization (e.g.,
Newman et al., 2021; Phucharoen et al., 2023). This
review highlights the need for further investigation
into how general tourists, not just specific cannabis-
oriented tourists, perceive the emergence of canna-
bis commercialization in destinations and its impact
on their future behavioral intentions.

Tourists’ Perceptions of Destinations

A considerable body of literature explores tour-
ists’ perceptions of destinations, examining various
attributes that impact their experiences and future
intentions (e.g., Dedeoglu et al., 2018; Vitterse et al.,
2017). These attributes, often referred to as envi-
ronmental characteristics, are primarily perceived
by tourists during their travels and can significantly
influence their behaviors and future intentions
(Kamenidou et al., 2009). Several studies emphasize
that these characteristics play a crucial role in shap-
ing tourists’ perceptions, contributing to the devel-
opment of the destination’s image and influencing
travelers’ decision-making, destination choices,
and future behavior (Dai et al.,, 2022; Machado
Carvalho, 2022). For example, Jebbouri et al. (2022)
highlighted that an individual’s beliefs and percep-
tions about a particular environment or setting affect
the development of the destination image.

Additionally, Qu et al. (2011) noted that a des-
tination’s overall image plays a crucial role as a
mediator between brand associations and future
visitor behavior. This view is supported by Coban
(2012), who emphasized that a positive destination
image fosters trust and enhances tourists’ satis-
faction. Understanding how tourists perceive and
interact with their environment is essential, as it
profoundly impacts their overall experience and
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satisfaction with the destination. Therefore, exam-
ining these factors can help researchers and prac-
titioners better anticipate tourists’ behaviors and
future intentions, leading to more effective destina-
tion management and marketing strategies.

In Phuket, the focus of this study, cannabis com-
mercialization was unprecedented until its legal-
ization. As a result, little is known about how the
emergence of such businesses impacts tourists’ per-
ceptions of the destination and their intentions to
revisit. A prior study by Liang et al. (2023), which
focused on cannabis-oriented tourists, found that
motivations such as the perceived attractiveness
of cannabis commercialization and perceived risk
contribute to the formation of a pretravel destina-
tion image and influence tourists’ intention to visit
for cannabis tourism in Canada. While this study
provides insights into the motivations of cannabis-
oriented tourists, it primarily addresses pretravel
perceptions and does not explore how these per-
ceptions, influenced by actual experiences, impact
revisit intention. This gap is crucial, as revisit
intention is a key factor for sustainable tourism.
Therefore, this study extends Liang et al.’s work by
examining how two aspects of perception—attrac-
tiveness and perceived risk—in cannabis-commer-
cialized destinations like Phuket influence general
tourists’ intention to revisit.

Attractiveness

Mayo and Jarvis (1981) defined destination
attractiveness as “the comparative significance of
individual benefits and the perceived capability of
the destination to fulfill these individual benefits”
(p- 201). Formica and Uysal (2006) further empha-
sized that a destination’s attractiveness is shaped
by the interplay between the availability of its
attractions and the perceived importance of these
attractions. Numerous studies have delved into
the attributes that tourists deem important when
assessing destination attractiveness. For instance,
Middleton (1989) explored three specific attri-
butes related to destination attractiveness: facili-
ties, venue prices, and transportation networks.
However, the findings revealed that these attributes
accounted for only a small proportion of overall
destination attractiveness. Subsequent studies have
consistently examined various factors contributing

to destination attractiveness, including historical
and cultural sites, nightlife, dining options, outdoor
activities, and the natural environment (Gartner,
1994). Other factors such as scenery, cultural
attractions, cleanliness, peacefulness of the envi-
ronment, quality of accommodation and facilities,
family-friendly amenities, safety, entertainment
offerings, and recreational opportunities have also
been identified as significant contributors to desti-
nation attractiveness (H. Kim, 1998).

In the context of this study, the emergence of
cannabis-related businesses in the destination is pre-
sumed to enhance perceptions of its attractiveness.
For example, Meeprom et al. (2023) highlighted that
the recent legalization of cannabis-infused products
provides tourists with an opportunity to experience
something novel and different. Therefore, it can be
argued that the rise of cannabis commercialization
in Phuket influences tourists’ perceptions of the
destination’s attractiveness. However, this specific
aspect of destination attractiveness remains under-
explored, presenting an opportunity for further
investigation. Recognizing and comprehending the
key attributes that contribute to tourists’ perceptions
of the destination’s ability to deliver individual
benefits, particularly in terms of attractiveness, is
crucial. Such insights can be valuable for decision-
making in planning, marketing, and devising appro-
priate resource allocation strategies.

Perceived Risk

In a broader context, risk perceptions entail indi-
viduals’ subjective assessments of the likelihood
of encountering unfavorable outcomes (Neuburger
& Egger, 2021). Risk factors have the potential to
impact various aspects, including financial, social,
environmental, health, and safety considerations
across different levels of strategic, organizational,
and project domains (M. J. Kim et al., 2020). In
the context of tourism, perceived risk involves the
uncertainty tourists associate with potential nega-
tive outcomes of their travels (Tseng & Wang,
2016). Tourists gauge the uncertainty surround-
ing tourism activities and their outcomes, forming
judgments about potential risks and uncertainties
during their trips (J. Liu & Gao, 2008). Perceived
risks tend to increase in tandem with the level of
uncertainty, with international travel presenting
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numerous uncertainties, such as concerns related to
hygiene, transportation, cultural differences, safety,
and language barriers. Tourists typically develop
perceptions of risk based on these uncertainties
before embarking on their trips. Existing literature
suggests that when tourists perceive risks associ-
ated with a particular destination, it can negatively
impact their travel decisions and intentions to revisit
(Hasan et al., 2017; Tavitiyaman & Qu, 2013).

According to Cui et al. (2016), risk perception in
tourism experiences can be categorized into three
distinct perspectives:

1. Tourists’ subjective feelings regarding the
potential negative consequences or impacts that
may occur during travel. These subjective fac-
tors influencing tourism risk perception can be
further categorized into two main groups: demo-
graphic variables (e.g., age, gender, and educa-
tion level) and individual cognitive abilities
(e.g., personality traits, emotional states, and
outlooks on travel experiences).

2. Tourists’ objective evaluations of the potential
negative consequences or impacts that may
occur during travel, encompassing various
dimensions, including physical risk, economic
risk, equipment risk, social risk, psychological
risk, time risk, and opportunity loss.

3. Tourists’ cognitive assessment of exceeding
the threshold level of negative consequences or
impacts that may occur during travel.

This study primarily focuses on objective fac-
tors influencing tourism safety perceptions, which
encompass the social and natural environment of
tourist destinations and the security status of vari-
ous elements such as food, accommodation, trans-
portation, shopping, and entertainment during the
travel process (Yueksel & Yueksel, 2007). Yordam
Dagistan et al. (2023) highlighted that perceived
risk significantly affects both perceptions of safety
and travel intentions.

In the realm of cannabis tourism, several studies
highlight traditional perceptions of cannabis, which
are frequently linked to risks and social challenges
(Wen et al., 2023). For example, Charlebois et al.
(2020) conducted a study assessing consumer per-
ceptions regarding legalization, food safety, and the
perceived risks of cannabis products. Their findings

indicate that consumers generally express concerns
about the potential social impacts and inherent risks
associated with cannabis consumption.

This apprehension is particularly relevant for
tourists, who may perceive heightened risks associ-
ated with cannabis commercialization. Factors such
as potential psychological effects and the deviant
behavior of recreational users can exacerbate these
concerns, leading to hesitancy in engaging with
cannabis-related activities. As a result, tourists
may be more cautious about their interactions with
cannabis products and the environments in which
they are consumed, potentially influencing their
intentions to revisit destinations where cannabis is
prevalent (Alcohol and Drug Foundation, 2024).
Therefore, understanding these perceptions of risk
is crucial for effectively managing and marketing
cannabis tourism.

Theory of Planned Behavior (TPB)

Theory of Planned Behavior (TPB) is a psycho-
logical theory that elucidates the psychological
phenomena underlying human behavioral inten-
tions (Ajzen, 1991). The TPB model has been
widely used in the literature to explain consumer
behavior in various contexts, such as the adop-
tion of smartcards or artificial intelligence to make
financial investments (Belanche et al., 2019), the
adoption of self-service technologies (Lien et al.,
2021), and mobile payments (Flavian et al., 2020).

TPB asserts that individuals’ attitudes toward a
behavior, subjective norms, and perceived behav-
ioral control are significantly influenced by their
beliefs about the behavior, social norms, and their
ability to perform the behavior, respectively (Radic
et al., 2022). Unlike other theories, such as the
Theory of Reasoned Action, TPB incorporates both
volitional (behavioral belief-attitude toward the
behavior and normative belief—subjective norm)
and nonvolitional (control belief-perceived behav-
ioral control) dimensions (Ajzen, 1991; Lam &
Hsu, 2004). Integrating this nonvolitional dimen-
sion is believed to significantly enhance the theo-
ry’s predictive power for intention and behavior,
particularly in situations where individuals have
limited control over their intentions and behav-
iors (Han & Kim, 2010). In the TPB, Ajzen (1991)
described that attitude toward a behavior reflects
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an individual’s evaluation of performing a specific
behavior. Subjective norm refers to the percep-
tion of the opinions of significant others, such as
friends, parents, relatives, and colleagues, regard-
ing the behavior. Perceived behavioral control
relates to an individual’s confidence in their ability
to carry out a specific behavior.

In the context of tourism, researchers have
applied the TPB to examine various aspects of tour-
ist behavior. For example, Meng and Cui (2020)
conducted a study to investigate tourists’ intentions
to revisit home-based accommodations by aug-
menting the TPB model with additional constructs.
They empirically demonstrated that the extended
TPB model outperformed the original TPB model
in terms of predictive power. Their findings indi-
cated that experiencescape, perceived value, and
memorability positively influence the intention to
revisit home-based accommodations. Additionally,
Yamada and Fu (2012) utilized the TPB to investi-
gate factors influencing museum visits. They found
that beliefs about positive outcomes, such as learn-
ing and socialization, significantly influence indi-
viduals’ decisions to visit museums.

Based on this comprehensive literature review,
the present study is grounded in the TPB, which
captures the unique dynamics of this emerging
market. While the application of TPB in tourism
research is well-documented, extending it to canna-
bis tourism is essential due to the distinct cultural,
legal, and social dimensions surrounding cannabis
use. Therefore, this study utilizes the original TPB
model and extends it by incorporating additional
variables that represent tourist perceptions.

In this context, the study hypothesizes that atti-
tudes toward cannabis commercialization influ-
ence tourists’ intentions to revisit destinations.
Specifically, perceptions of cannabis culture and
its integration into the local tourism experience are
expected to impact tourists’ future revisit inten-
tions. Furthermore, subjective norms, or the influ-
ence of social circles’ views on cannabis use, are
likely to affect tourists’ likelihood of returning to
destinations where cannabis-related activities are
available. Additionally, perceived behavioral con-
trol, referring to tourists’ perceptions of their abil-
ity to engage with cannabis-related activities, is
hypothesized to impact revisit intentions. Thus, the
study proposes that attitudes, subjective norms, and

perceived behavioral control interact to shape tour-
ists’ decisions and influence their future intention
to revisit cannabis-commercialized destinations.

Additionally, the relationship between perceived
attractiveness and perceived risk must be clearly
articulated within the TPB framework. Perceived
attractiveness, such as the appeal of unique canna-
bis experiences, is expected to positively influence
revisit intentions, while perceived risk—related to
safety, legality, and social acceptance—is antici-
pated to negatively impact tourists’ confidence and
reduce their likelihood of returning.

Therefore, it is imperative to explore how per-
ceived risk and perceived attractiveness inter-
act with the core TPB constructs (Abbasi et al.,
2021). This integration can enhance the accuracy
and explanatory power of the TPB in predicting
tourists’ intentions and behaviors (Zhao & Liu,
2023). Understanding these dynamics will pro-
vide deeper insights into tourist behavior in can-
nabis tourism and contribute to more effective
destination marketing strategies that address both
the opportunities and challenges posed by cannabis
commercialization.

Methodology
Data Collection

Participants were selected using purposive sam-
pling to ensure diverse representation in terms of
gender and nationality. The selection focused spe-
cifically on tourists who had encountered cannabis-
related elements during their visit. An on-site
questionnaire survey was administered at key tour-
ist attractions, such as Patong and Phuket Old Town,
where cannabis-related shops, businesses, and
activities are prevalent. Participants were chosen
based on whether they had directly interacted with
cannabis-related activities, such as visiting cannabis
shops or engaging in cannabis-related services, or
if they had simply observed cannabis-related activi-
ties or businesses. To identify these participants, a
targeted approach was used, focusing on those who
had encountered cannabis-related shops or activities
in popular areas known for cannabis commercial-
ization. This approach ensured that only individuals
with meaningful exposure to cannabis commercial-
ization were included in the survey.
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To confirm their exposure, participants responded
to a series of self-reported screening questions in
the survey regarding their encounters with cannabis
shops and participation in cannabis-related activi-
ties (e.g., “Were you aware of cannabis commer-
cialization during your visit to Phuket?” and “Have
you encountered any cannabis shops during your
visit to Phuket?”). By collecting data in areas with
high visibility of cannabis-related businesses, the
study aimed to enhance the validity of participants’
responses, ensuring that their experiences accu-
rately reflected the influence of cannabis commer-
cialization on their perceptions and intentions.

Initially, 402 questionnaires were collected;
however, after meticulous data screening, 17 were
excluded due to respondents failing attention
checks or leaving the survey incomplete. Further
data cleaning procedures, including the removal
of outliers, were conducted to enhance data qual-
ity. Consequently, the final dataset included 385
respondents (N = 385) who met the criteria and
were deemed suitable for comprehensive analysis.

Data Analysis

The study utilized the statistical software R
(Lavaan) to analyze data from validated question-
naires and explore relationships. Structural Equation
Modeling (SEM) followed Anderson and Gerbing’s
(1988) two-step approach. Initially, Exploratory
Factor Analysis (EFA) and Confirmatory Factor
Analysis (CFA) were employed to validate measure-
ment scales and assess the representation of underly-
ing dimensions and items. Subsequently, a structural
model was developed to evaluate a conceptual
framework encompassing two main constructs.
The first construct includes tourists’ perceptions,
which comprise attractiveness and risk perception.
The second construct focuses on influential factors
in planned travel, including subjective norms, per-
ceived behavioral control, and attitude toward can-
nabis consumption. Both constructs were examined
in relation to their impact on future revisit intentions.
Model adequacy was assessed using goodness-of-fit
tests, including normed chi-square (y*/df), root mean
square error of approximation (RMSEA), compara-
tive fit index (CFI), and Tucker-Lewis index (TLI).

The tourists’ perceived attractiveness toward can-
nabis offers on the destination was evaluated with

six items adapted from Blomstervik and Olsen
(2022). Risk perception was measured using three
items adapted from Majeed and Ramkissoon (2020).
Influential factors in planned travel comprised three
components: three items assessing subjective norms,
two items evaluating perceived behavioral control,
and four items assessing attitude toward cannabis
consumption adapted from Ajzen (1991). Future
revisit intention was rated with three items adapted
from Blomstervik and Olsen (2022). The specific
measurement items are presented below in Tables 3
and 4. Participants rated each measure on a 7-point
Likert scale (1 = strongly disagree to 7 = strongly
agree). Additionally, attitude toward cannabis was
measured using 7-point bipolar scales. Demographic
information was collected at the end of the survey.
Three tourism scholars reviewed the measurement
items to ensure their suitability and relevance to the
study objectives. Following this, a pilot test involv-
ing 30 international tourists was conducted to assess
the questionnaire’s reliability, validity, and usability.
Some measurement items were refined slightly to
improve the clarity of the questions.

Findings

The demographic profiles of the respondents
(Table 1) show a balanced gender ratio, with
53.30% male, 44.98% female, and 1.82% choos-
ing not to specify. The majority (61.10%) were
aged 20-30 years old, followed by 21.32% in the
31-40 age group. In terms of educational levels, the
majority indicated themselves holding a bachelor’s
degree with 50.70%. The sample included a diverse
range of nationalities, with Europeans comprising
the largest group (54.08%), followed by Asians
(28.86%), North Americans (6.50%), and Oceani-
ans (5.46%). Smaller proportions were from Africa,
South America, and the Middle East.

Regarding visiting patterns, a significant portion
of respondents (48.88%) visited Phuket with friends,
while a considerable number also visited with
their spouse or partner (22.62%), with their family
(13.78%), or alone (13.78%). Additionally, 67.86%
visited Phuket for the first time. Leisure emerged as
the primary reason for their travel among respon-
dents, with a substantial majority (79.56%).

Investigating the factors influencing respon-
dents’ choices of travel to Phuket, three key factors



Table 1

Respondents’ Profile, Visiting Pattern, and Motivation

Profile Category and Visiting Patterns

Frequency (%)
(N=385)

Gender
Female
Male
Prefer not to specify
Age
Less than 20 years old
20-30 years old
31-40 years old
41-50 years old
51-60 years old
61 years old and above
Nationality
European
Asian
North American
Oceania
African
South American
Middle Eastern
Education
High school or equivalent
Associate degree
Bachelor’s degree
Master’s degree or higher
Employment
Business owner
Administrative officer
Student
Freelance
Government officer
Unemployed
Others
Monthly income (US$)
1,000 or less
1,001-2,000
2,001-3,000
3,001-4,000
4,001-5,000
5,001 or higher
Accompanying
Alone
With friends
With spouse/partner
With family/relatives
With an organized tour/group
Prior visiting experience
No
Yes
Purpose of visiting
Leisure
Business
Visiting relatives/friends
Others

173 (44.98%)
205 (53.30%)
7 (1.82%)

24 (6.24%)
235 (61.10%)
82 (21.32%)
18 (4.68%)
21 (5.46%)
5(1.30%)

208 (54.08%)
111 (28.86%)
25 (6.50%)
21 (5.46%)
8 (2.08%)
5(1.30%)

7 (1.82%)

73 (18.98%)
51 (13.26%)
195 (50.70%)
66 (17.16%)

78 (20.28%)
55 (14.30%)
69 (17.94%)
69 (17.94%)
22 (5.72%)

14 (3.64%)

78 (20.28%)

62 (16.12%)
86 (22.36%)
77 (20.02%)
39 (10.14%)
39 (10.14%)
2 (1.32%)

53 (13.78%)

188 (48.88%)

87 (22.62%)

53 (13.78%)
4 (1.04%)

261 (76.86%)
124 (32.24%)

306 (79.56%)
16 (4.16%)
51 (13.26%)
12 (3.12%)

(continued)
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Table 1 (Continued)

Frequency (%)

Profile Category and Visiting Patterns (N=385)

Influential factors
Ease of accessibility
A variety of accommodations
A variety of activities

135 (35.10%)
108 (28.08%)
201 (52.26%)

Value for money 167 (43.42%)
Local friendliness 155 (40.30%)
Safety and security 102 (26.52%)
Cannabis legalization 49 (12.74%)

Beaches/natural attractions 313 (81.38%)
Cultural attractions 169 (43.94%)
Others 19 (4.94%)

emerged prominently from the data analysis. The
majority (81.38%) identified beaches and natural
attractions as the primary influence in their desti-
nation selection. Additionally, a substantial pro-
portion (52.26%) highlighted the importance of
having a diverse array of activities available at the
destination, which plays a crucial role in attract-
ing travelers. Cultural attractions also emerged as
a significant factor, with 43.94% selecting Phuket
for its richness in cultural experiences and histori-
cal significance. In the context of cannabis-related
factors, 12.74% of respondents stated that cannabis
tourism was a reason for their visit.

Regarding cannabis consumption experiences
among respondents, as presented in Table 2, 43.94%
reported having consumed cannabis, while 56.16%
had never used it. Among those who reported canna-
bis consumption, the frequency varied significantly:
28.67% consumed cannabis once a year, 17.86%
consumed it two—three times annually, 10.81%
consumed it four—five times a year, and 44.18%
reported consuming it more than five times annu-
ally. The primary motivations for consumption were
recreational use (69.09%), curiosity (18.33%), med-
ical reasons (6.58%), and social prestige (6.11%).

When assessing normality, skewness values
ranged from —1.432 to 0.834, and kurtosis values
ranged from —1.361 to 2.012, all falling within
acceptable ranges [skewness between —3 and 3, as
suggested by Brown (2015), and kurtosis below 10,
as suggested by Kline (2011)], indicating a nor-
mal distribution of the data. Furthermore, various
procedural measures were implemented during the
design and administration of the questionnaire to
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Table 2
Cannabis Consumption Experience

Frequency (%)
(N=385)

Cannabis consumption experience
No, I have never consumed
Yes, I have consumed

Frequency of cannabis consumption

169 (43.94%)
216 (56.16%)

a year
Once a year 61 (28.67%)
2-3 times 38 (1.86%)
4-5 times 23 (10.81%)

More than 5 times
Primary reason for consumption

94 (44.18%)

Medical 14 (6.58%)
Recreational 147 (69.09%)
Curious 3 (18.33%)
Social prestige 13 (6.11%)
Others 3(1.41%)

prevent common method bias (CMB) from influ-
encing the results. This included using both pro-
cedural (ex-ante) and statistical (ex-post) controls
to mitigate potential distortions. Procedurally, the
study provided clear instructions for respondents,
maintained anonymity, and incorporated both
positively and negatively worded items to reduce
response biases (Pace, 2010). On the statistical
side, Harman’s single factor test was performed,
showing that a single factor explained 34.08% of
the total variance. This indicates that method bias
is not a significant issue, as the variance is below
the recommended threshold of 50%, as suggested
by Eichhorn (2014).

To evaluate the goodness-of-fit of the measure-
ment model encompassing all constructs, con-
firmatory factor analysis (CFA) was conducted.
As detailed in Tables 3 and 4, the overall model
exhibited satisfactory fit indices [}*(104) = 180.05,
y/df = 1.73, RMSEA = 0.044, CFI = 0.986,
TLI = 0.980]. Standardized factor loadings and
average variance extracted (AVE) values for each
construct were examined to assess convergent
validity, all exceeding the recommended threshold
of 0.50 (Hair et al., 2010). Furthermore, all AVE
values surpassed the squared correlation coeffi-
cients between respective interconstructs, indicat-
ing discriminant reliability (Fornell & Larcker,
1981). Composite reliability (CR) and Cronbach’s
alpha values for all constructs ranged from 0.82 to

0.95, surpassing the minimum criterion of 0.70,
ensuring strong internal consistency across the
constructs.

The structural model demonstrated a satisfactory
fit, with the following values: ¥*(156) = 252.07,
y¥/df = 1.62, RMSEA = 0.040, CFI = 0.986,
TLI = 0.982. The findings elucidated how future
revisit intention (FI) is influenced within the
emerging cannabis commercialization landscape.
Perceived Attractiveness (PA) exhibited a sig-
nificant positive relationship with FI (B = 0.225,
p = 0.009), indicating that increased perceptions
of attractiveness regarding cannabis-related offer-
ings corresponded to a heightened intention among
individuals to revisit destinations involved in can-
nabis tourism. Conversely, subjective norms (SN)
(B =-0.191, p = 0.008) displayed a negative rela-
tionship with FI, suggesting that stronger perceived
social norms associated with cannabis consump-
tion could diminish the inclination to revisit such
destinations.

However, perceived risk (PR) (B = 0.145,
p = 0.051), perceived behavioral control (BC)
(B =-0.125, p = 0.088), and attitude towards can-
nabis (AT) (B =—0.011, p = 0.895) did not exhibit
significant relationships with FI, as their p values
exceeded the significance threshold (p < 0.05).
This indicates that these factors may not strongly
influence individuals’ future revisit intentions in
destinations where cannabis commercialization is
present (see Fig. 2).

Furthermore, considering cultural influences,
particularly the distinctions between Asian and
non-Asian perspectives, is crucial for under-
standing the dynamics of cannabis tourism. The
findings, derived from SEM, demonstrate a satis-
factory fit for the structural models which repre-
senting both Asian [}*(174) = 258.14, ¥*/df = 1.49,
RMSEA = 0.066, CFI = 0.961, TLI = 0.953]
and non-Asian [¥*(174) = 382.79, y¥df = 2.20,
RMSEA = 0.066, CFI = 0.957, TLI = 0.948] per-
spectives. As presented in Figure 3, the results from
the perspectives of Asian tourists notably indicate
that attitudes toward cannabis commercialization
(AT) have a positive and statistically significant
effect (B = 0.340, p = 0.032). This suggests that a
favorable attitude toward cannabis commercializa-
tion significantly increases the likelihood of revisit-
ing the destination.
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Table 3
Factor Loadings of Measurement Scales
Factor
Scale Items Loadings Mean (SD)
Perceived attractiveness (AVE: 0.70, CR: 0.93, a: 0.93)
I find Phuket’s transition towards cannabis commercialization creates a sense of excitement 0.84 4.53 (1.84)
and curiosity for me as a tourist.
I perceive cannabis-related activities and businesses in Phuket as contributing to my overall 0.86 4.51 (1.80)
novelty experience.
I perceive the presence of cannabis-related offerings enhances the overall appeal of Phuket. 0.84 4.57 (1.80)
I find Phuket more attractive due to the emergence of cannabis commercialization. 0.85 4.10 (1.84)
I find cannabis commercialization enhances the desirability of Phuket for me. 0.81 4.09 (1.81)
I perceive Phuket as more appealing because of the cannabis-related activities and businesses. 0.83 4.00 (1.77)
Risk perception (AVE: 0.75, CR: 0.90, a: 0.87)
I worry about the potential negative effects of cannabis commercialization on my overall 0.89 3.74 (2.08)
experience in Phuket.
I perceive having cannabis-related activities and businesses in Phuket increases my perception 0.83 3.76 (1.87)
of risk.
Cannabis commercialization in Phuket raises my concerns about personal safety and security. 0.88 3.67 (1.98)
Subjective norms (AVE: 0.85, CR: 0.94, a: 0.88)
Most people who are important to me think I should not involve with any cannabis products or 0.92 4.65 (2.01)
activities when traveling.
Most people who are important to me would want me not to involve with any cannabis prod- 0.93 4.61 (2.06)
ucts or activities when traveling.
People whose opinions I value would not prefer that I involve with any cannabis products or 0.91 4.65 (1.97)
activities when traveling.
Perceived behavioral control (AVE: 0.70, CR: 0.82, a: 0.82)
I am confident that if I want, [ can involve with any cannabis products or activities when 0.78 4.85(1.97)
traveling.
I have resources, time, and opportunities to involve with any cannabis products or activities 0.89 4.45(1.97)
when traveling.
Attitude toward a behavior (AVE: 0.81, CR: 0.95, a: 0.90)
For me, involving with any cannabis products or activities when traveling is Bad (1)-Good 0.96 3.42 (1.99)
.
For me, involving with any cannabis products or activities when traveling is Foolish (1)-Wise 0.84 3.20 (1.77)
.
For me, involving with any cannabis products or activities is Unpleasant (1)—Pleasant (7). 0.95 3.51(2.03)
For me, involving with any cannabis products or activities is Harmful (1)-Beneficial (7). 0.85 3.38 (1.87)
Future behavioral intention (AVE: 0.58, CR: 0.81, a: 0.88)
I will return Phuket as soon as possible. 0.81 4.83 (1.77)
I am likely to prioritize revisiting Phuket over others in the future. 0.78 4.58 (1.74)
I feel a strong inclination to revisit Phuket to explore more of what it has to offer. 0.70 5.03 (1.58)

Note. All paths are significant. AVE = average variance extracted, CR = composite reliability, o = Cronbach’s alpha.

Table 4

Reliability of Measurement Scales

Discriminant Validity PA PR SN AT BC FI
Perceived attractiveness (PA) 1

Perceived risk (PR) 0.53(0.28) 1

Subjective norms (SN) 0.59(0.35) 0.70(0.49) 1

Attitude toward cannabis consumption (AT) 0.79(0.62) 0.64(0.41) 0.70(0.49) 1

Perceived behavioral control (BC) 0.52(0.27) 0.55(0.30) 0.40¢0.16) 0.57(0.32) 1

Future revisit intention (FI) 0.23(0.05)  0.04(0.01)  0.21(0.04)  0.18(0.03)  0.13(0.01) 1
AVE 0.70 0.75 0.85 0.81 0.70 0.58

Note. The squared correlation coefficients are shown in italic- along the diagonal; all correlations are presented in the lower left
triangle. All correlations are significant.
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Figure 2. Estimation of structural model. **p < 0.01.

Future Revisit
Intention

In contrast, the results provide insights into the
factors influencing future revisit intentions (FI)
for non-Asian tourists regarding destinations that
incorporate cannabis commercialization. Perceived
attractiveness (PA) has a positive and statistically
significant effect on revisit intention (f = 0.257,
p=0.015), indicating that the more attractive a des-
tination is perceived to be, the higher the likelihood
of revisiting. Conversely, subjective norms (SN)
exhibited a strong negative and significant impact
on revisit intention (fp = —0.282, p < 0.001), sug-
gesting that social pressures or expectations against

Perceived
Aftractiveness

Perceived Risk

Future Revisit
Intention

Subjective Norm

Behavioral
Control

cannabis consumption may diminish the likelihood
of returning.

Discussion

This study aims to provide a comprehensive
understanding of the aspects of cannabis com-
mercialization that influence tourists’ intentions
to revisit destinations. This research is particularly
pertinent in Thailand, where cannabis has recently
been legalized, raising questions about whether this
legalization will be beneficial for the destination.

Grounded in the TPB, this study extends its
scope by incorporating additional variables, such as
perceived attractiveness and perceived risk, related
to cannabis commercialization in Phuket, Thai-
land. The research findings indicate that perceived
attractiveness and subjective norms regarding can-
nabis commercialization significantly influence
future revisit intentions for destinations integrated
with cannabis landscapes, surpassing other con-
structs examined in the study.

The findings of this study provide valuable
insights into the implications of cannabis commer-
cialization, particularly amid ongoing global dis-
cussions and debates surrounding the legalization
of cannabis in various countries. Within the tour-
ism landscape, the study underscores that cannabis-
related activities and offerings positively influence
tourists’ perceived attractiveness of destinations,

Perceived
Attractiveness

Perceived Risk

Future Revisit
Intention

Subjective Norm

Perceived
Behavioral
Control

Figure 3. Estimation of structural models for Asian and non-Asian perspectives. *p < 0.05, **p < 0.01.
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thereby potentially increasing future revisit inten-
tions. However, subjective norms regarding can-
nabis have a contrasting effect, exerting a negative
influence on future revisit intentions. This suggests
that individuals are less inclined to revisit destina-
tions where significant others in their lives discour-
age visiting places where cannabis products are
available. Furthermore, the study emphasizes the
substantial influence of cultural factors in shaping
tourist behaviors and perceptions. For Asian tour-
ists, their attitudes toward cannabis consumption
and commercialization are critical determinants of
their intentions to revisit these destinations.
Therefore, this study carries significant impli-
cations for destination managers and policymak-
ers involved in tourism and cannabis regulation.
It underscores the potential benefits of integrating
cannabis-related activities to enhance tourist attrac-
tion and revisit intentions. However, it also high-
lights the importance of addressing societal norms
and perceptions surrounding cannabis, as these can
impact visitor behavior and destination choices. By
understanding and managing these factors effec-
tively, destinations can better capitalize on emerg-
ing trends in cannabis tourism while navigating
potential social and regulatory challenges.

Theoretical Implications

This study offers significant theoretical insights
into how tourists perceive commercially available
cannabis in destinations where cannabis tourism
is not traditionally established. The results of the
present study significantly enrich the existing lit-
erature on cannabis tourism, affirming the notion
that cannabis tourism has the potential to enhance
destination attractiveness. The findings indicate
that perceived attractiveness from cannabis com-
mercialization has a significant impact on the
revisit intention of international tourists to Phuket
(B = 0.225). It was identified as the most robust
predictor influencing tourists’ intentions to revisit.
Previous research underscores the significance of
the perceived attractiveness of a destination or its
specific attributes as a crucial factor in attracting
visitors (Kresi¢ & Prebezac, 2011). Such percep-
tions not only motivate visitors and encourage them
to revisit or extend their stay but also enhance the
competitive advantage of the tourism destination

(Ji & Yang, 2022). For example, prior research
(e.g., Charlebois et al., 2020; Meeprom et al., 2023)
has shown that young adults often pursue prestige,
recognition, and social interaction through the con-
sumption of innovative and novel products, includ-
ing cannabis-infused food items. In the context of
cannabis tourism, the study by Olarn and Chen
(2022) emphasized that the legalization of can-
nabis products is viewed as a potential economic
stimulus for the Thai economy, despite the ongoing
prohibition of recreational use. This alignment with
previous research underscores the broader eco-
nomic and social implications of cannabis tourism,
highlighting its role in driving destination appeal
and economic growth.

Contrary to conventional perceptions of canna-
bis consumption, which are often associated with
risks and social issues (Wen et al., 2023), its use
has been linked to significant physical, psycho-
logical, and social consequences due to the sub-
stances’ potentially addictive chemical properties
(Caiata-Zufferey, 2012; Uriely & Belhassen, 2006).
However, the findings of this study illustrate that
destinations integrating cannabis tourism can pro-
vide unique contexts. Previous studies have found
that commercially available cannabis can serve
as an attraction, drawing people to specific loca-
tions due to the accessibility of legal or illegal
products and related services (Vladez & Sifaneck,
1997). This aligns with research conducted by Wen
and Qi (2020), who interviewed Chinese tourists
engaged in cannabis tourism. Their study empha-
sized that individuals were motivated by curiosity
and a desire for a unique life experience. In the
study, they pointed out that while most interview-
ees felt guilt about consuming cannabis, this guilt
did not deter them from considering cannabis tour-
ism. Instead, it appeared to motivate them to par-
ticipate despite their conflicted feelings. Perceived
attractiveness may entice many tourists from coun-
tries (e.g., China) where cannabis consumption
is strictly prohibited. Additionally, several stud-
ies have highlighted that using cannabis while on
holiday can offer a sense of freedom and liberation
unique to the destination, distinct from one’s home
environment (Wen et al., 2018; Ying et al., 2019).
Furthermore, Uriely and Belhassen (2005) found
that tourists often perceive cannabis consumption
or activities as incidental to their travel experience,
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and they may only become aware of the accessibil-
ity of cannabis after arriving at a particular desti-
nation. In this regard, cannabis commercialization
can be seen as another type of tourist activity that
enhances the variety of experiences available at the
destination, potentially increasing tourists’ inclina-
tion to revisit and explore more of what the destina-
tion has to offer.

This study also provides empirical evidence iden-
tifying subjective norms as a significant barrier to
engagement in cannabis tourism, thereby enhanc-
ing understanding of the social factors influencing
travel intentions. Previous studies (e.g., Ajzen &
Fishbein, 1970; Hasan et al., 2020; Quintal et al.,
2015) have underscored the significance of subjec-
tive norms in shaping behavioral intentions, par-
ticularly in marketing and tourism context. These
studies suggest that tourists’ destination choices
are influenced by social pressures from signifi-
cant others who may either support or discourage
their decisions to visit specific places. In addition,
the negative relationship observed in this study
(B =-0.191) between subjective norms and future
revisit intention suggests that there is a prevailing
negative perception toward cannabis products or
offerings. This perception can lead tourists to per-
ceive social pressure against visiting destinations
where cannabis-related activities are available,
thereby reducing their likelihood of choosing such
destinations for future visits. This underscores the
importance of social influences in shaping travel
behaviors related to cannabis tourism. The findings
in this study align with research conducted by Smith
(2022), which concluded that social factors can
influence individuals’ decisions to use or abstain
from drugs. Based on these results, it is implicitly
suggested that subjective norms or social pressures
can also impact tourists’ destination choices. In the
context of destinations where cannabis is commer-
cially available, negative subjective norms toward
cannabis may directly influence tourists’ decisions
not to revisit those destinations.

Additionally, the study offers new insights into
the relationship between risk perception, and atti-
tude toward cannabis consumption by revealing that
these factors do not significantly influence future
revisit intention where cannabis commercialization
is present. This finding suggests that engagement
in cannabis-related activities is largely viewed as

a matter of individual choice, thereby reducing the
influence of perceived risks and personal attitudes
on the decision to revisit. While traditional tourism
studies suggest that perceived risks typically lead
to decreased revisit intentions (e.g., Allameh et al.,
2015; Hasan et al., 2017), this study’s results chal-
lenge these conventional assumptions. It under-
scores the critical role of individual preferences
and autonomy in engaging with cannabis commer-
cialization, rather than being deterred by perceived
risk. Furthermore, even if tourists opt not to par-
ticipate in cannabis-related activities, they can still
enjoy other attractions at the destination.

Practical Implications

The study offers significant practical implica-
tions for destinations seeking to gain a competitive
advantage from commercially available cannabis.
First, emphasizing the perceived attractiveness of
cannabis commercialization can effectively enhance
tourists’ intentions to revisit these destinations. By
strategically integrating cannabis-related activities
with other key attractions, destinations can create a
diversified tourism offering that appeals to a broader
range of visitors. This approach includes promoting
educational tours that inform tourists about canna-
bis cultivation and production processes, providing
them with a deeper understanding of the product
and its cultural significance. Additionally, wellness
retreats featuring cannabis-infused treatments can
attract health-conscious tourists looking for unique
and holistic experiences. Organizing events or fes-
tivals that celebrate cannabis culture—such as food
and music festivals or art exhibitions—can further
engage visitors and create a vibrant atmosphere that
showcases local talent and creativity.

By highlighting these diverse offerings, destina-
tions can not only encourage repeat tourism but also
attract new visitors, thereby boosting local econo-
mies and fostering community engagement. Ulti-
mately, the strategic promotion of cannabis-related
activities can help destinations position themselves
as innovative and appealing choices in the competi-
tive tourism market.

Second, the study underscores the critical role
of subjective norms in shaping tourists’ destina-
tion choices. Negative perceptions surrounding
cannabis consumption can significantly deter



PERCEPTIONS OF CANNABIS TOURISM 65

tourists from revisiting destinations where can-
nabis is integrated into the tourism experience. To
counteract these perceptions, it is recommended
that destinations craft targeted marketing mes-
sages emphasize the positive aspects of cannabis,
such as its medicinal and recreational benefits. For
instance, destination managers should focus on
conveying functional values, such as health ben-
efits. Additionally, effective communication is cru-
cial; destination managers and government bodies
should convey these potential benefits to the pub-
lic through various channels, including traditional
media like television and online platforms such as
YouTube. This approach not only disseminates reli-
able information but also provides opportunities to
educate tourists about the potential health benefits
and proper usage of cannabis products. By launch-
ing educational campaigns and creating engaging
promotional materials, destinations can effectively
reshape public attitudes and build a more favorable
view of cannabis tourism. This proactive approach
can help mitigate negative biases and attract more
visitors to cannabis-integrated destinations.
Furthermore, destination management organiza-
tions (DMOs) and policymakers should proactively
implement regulations to promote the responsible
and well-supervised use of cannabis. By establish-
ing certification programs for cannabis establish-
ments and enforcing robust regulatory frameworks,
destinations can enhance credibility and reassure
tourists about the safety and legality of cannabis-
related activities. Issuing official certificates and
maintaining high standards will address potential
concerns and build trust among visitors and their
influencers (Wang et al., 2020). These strategic
measures will not only attract new visitors but also
ensure the long-term sustainability and positive
reputation of cannabis-related tourism initiatives,
creating a compelling and responsible tourism
offering that resonates with diverse audiences.

Conclusion

In recent years, the prevalence and legaliza-
tion of cannabis commercialization across many
countries have sparked ongoing debates about its
potential impact on tourism. Scholars argue that
integrating cannabis into tourism offerings can
yield substantial economic benefits (Olarn & Chen,

2022). However, contrasting viewpoints highlight
concerns about addiction and adverse psychologi-
cal effects associated with cannabis consumption
(Alcohol and Drug Foundation, 2024; Caiata-
Zufterey, 2012; Uriely & Belhassen, 2006; Wen
et al., 2023). While previous research on cannabis
tourism has predominantly focused on Western
and European contexts, such as Colorado, Canada,
and Amsterdam (Bonny-Noach & Horsky, 2022;
Kang et al., 2016; Wen et al., 2018), there remains
a significant gap in understanding its implications
within an Asian context.

In response, this study is set in Phuket, Thailand,
marking the region as a pioneering example in Asia
where cannabis legalization has been embraced. It
aims to explore how factors from the TPB (sub-
jective norms, perceived behavioral control, and
attitude toward cannabis consumption), along with
perceived attractiveness and risk perception, influ-
ence tourists’ intentions to revisit destinations that
integrate cannabis tourism alongside traditional
attractions.

The findings underscore that tourists’ decisions
to revisit destinations with cannabis offerings are
significantly influenced by perceived attractiveness
and subjective norms, whereas factors such as per-
ceived behavioral control, attitude toward cannabis
consumption, and risk perception show no signifi-
cant impact. These results are crucial for stakehold-
ers, highlighting the potential of cannabis to shape
future travel intentions.

Therefore, strategic marketing that empha-
sizes the benefits of cannabis alongside traditional
attractions can diversify destination activities and
foster a greater desire for exploration. Implement-
ing mechanisms such as certification programs
for cannabis establishments can enhance trust and
reassure visitors of responsible oversight, thereby
positioning destinations to leverage cannabis tour-
ism for sustainable economic growth.

Limitations and Future Research Suggestions

This study acknowledges several limitations that
warrant consideration. First, its focus on a single set-
ting, Phuket, Thailand, limits the generalizability of
findings to other cultural and geographical contexts
where cannabis tourism may operate differently.
Second, the use of a cross-sectional research design
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restricts the ability to establish causal relationships
between variables. Moving forward, longitudinal
studies are essential to observe how perceptions
and intentions evolve over time in response to can-
nabis commercialization in tourism contexts.

For future research directions, it is recommended
to conduct comparative studies across various
settings beyond Phuket to explore how cultural
nuances and regulatory frameworks influence tour-
ists” perceptions and revisit intentions regarding
cannabis tourism. Longitudinal research would
provide insights into the sustainability and long-
term impacts of cannabis tourism on destination
attractiveness and visitor behavior. Additionally,
qualitative exploration could complement quan-
titative findings by capturing tourists’ subjective
experiences and motivations related to cannabis
tourism. Investigating the socioeconomic impacts
on local communities and assessing different regu-
latory approaches are also crucial for understanding
how cannabis tourism can be managed effectively
while maximizing benefits and minimizing poten-
tial drawbacks for destinations and their residents.
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Abstract

The study explored the intricate relationship between food and culture, where food serves

as a reflection of culture while culture shapes food production and presentation. This
investigation focused on the perceptions of international tourists on Thai-ness elements
on food presentation, examining key attributes: perceived quality (encompassing
freshness, taste, and hygiene), perceived authenticity, perceived value-added, perceived
food aesthetics, willingness to pay a premium, and overall satisfaction. To conduct this
examination, a sensory evaluation method, the paired comparison test, was employed to
determine which of two food samples exhibited superior sensory attributes. The study
employed Thai cuisine, featuring two distinct presentations— one imbued with Thai
cultural elements (Thai-ness), and the other without such influence (non-Thai-ness). The
findings revealed that the incorporation of Thai cultural elements significantly enhanced
perceptions of all tested attributes. Moreover, it unveiled that international tourists have
greater willingness to pay a premium for culturally enriched food presentations. In
conclusion, this study sheds light on the symbiotic relationship between food and culture,
demonstrating the positive impact of cultural elements, such as Thai-ness, on food
perception and international tourist’s behavior. The paper concludes with a discussion of
the study's implications and limitations, offering insights into the broader significance of

this research.
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1. Introduction

In recent years, the uniqueness of Asian-ness identity has gained global recognition across numerous
dimensions, especially in the hospitality sector (Baldwin, 2017). Asian-ness characteristics have been observed to
permeate in various aspects of Asian society, encompassing behaviour, way of life, attitude, mindset, social constructions,
and business operations, or even extending to other contexts (Fakfare et al., 2019). Within the Asian hospitality sector,
the Asian-ness approach has been integrated throughout organisations, influencing decoration, staff uniforms, service
design, food, and the cultivation of employees’ attitudes (Wan & Chon, 2010).

Food is widely recognised as one of the most profound and influential ways to immerse people in a culture, as
it has always been integral part of every culture and addresses a basic human need (Risteski & Korunovski, 2016).
Several pieces of research have emphasised that food plays an essential role in tourism, and there is a growing interest
in the development of gastronomic tourism or related touristic products (Boonpienpon & Wongwiwattana, 2017). In this
regard, food can be a highly desirable component of the tourism supply and can contribute to diverse tourism offerings
in specific locations. Tourists often seek to experience the local culture of their destination, and one effective way to
achieve this is by sampling local or traditional cuisine.

Thai cuisine serves as a captivating cultural attraction for tourists exploring the country, and its widespread
popularity transcends borders for various compelling reasons, including its health benefits, exquisite flavors, and visually
appealing presentation. Thai culinary traditions mirror the country's rich and diverse culture, meticulously crafted to cater
to a wide range of palates by harmonizing a symphony of flavors, textures, colors, and aesthetics. This culinary prowess
has propelled Thai cuisine to global acclaim, earning it a well-deserved spot among the world's most popular foods. In
2021, CNNGOo's ranking of the "World's 50 best foods" featured numerous Thai dishes, with Mussaman curry taking the
top spot. Tom Yum Koong secured the eighth position, while Som Tam, or Papaya salad, claimed the forty-sixth spot
(CNNGo staff, 2021).

As aforementioned, the reputation of Thai cuisine extends beyond just its taste and health benefits; it also
encompasses its appearances and presentations, which are heavily influenced by Thai culture or Thai-ness. However,
the roles and significance of culture, particularly Thai-ness, in food presentation remain relatively unexplored, particularly
from the perspective of international tourists. Previous research has predominantly focused on the importance of food in
tourism (Horng & Tsai, 2010), the influence of culture on food production (Ignatov & Smith, 2006), and tourists' perceptions
of traditional foods (Prapasawasdi et al., 2018). Consequently, there is limited understanding of the specific impact of
Thai cultural elements on food presentation, particularly as perceived by international tourists.

Therefore, the primary objective of this study is to investigate and shed light on the significance of integrating
Thai-ness elements, a subculture within the context of Asian-ness, into food presentation. Furthermore, it aims to
understand how food presentation influences the perception and judgment of food, particularly from the perspective of
international tourists. This research places particular emphasis on international tourists' perceptions of various aspects,
including food quality (freshness, taste, hygiene), authenticity, aesthetics, value-added, willingness to pay a premium
price, and overall satisfaction. These assessments are made in the context of incorporating Thai-ness elements into food
presentation. In this study, Thai cuisine is employed as a case study, featuring two distinct presentations. The research

methodology utilises the paired comparison test to comprehensively explore these dimensions.

2, Literature Review

2.1 Asian-ness and Thai-ness

Chon (2019) defined the term “Asian-ness” or “Asia-ness” in his book named “Hospitality in Asia, A New
Paradigm” as unique, distinctive, or specific characteristics peculiar to Asia and Asian people and society. These unique

characteristics have been dominantly associated with socio-culture values and history. Furthermore, Chin et al. (2016)
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depicted Asian-ness traits as the following attributes: sincerity, love, forgiveness, balance, keen attention to detail, and
kindness. From a global perspective, the unique characteristics of Asian-ness have been found in board aspects
intrinsically and extrinsically underlying Asians' manner, behaviour, mindset, and way of life. These characteristics would
differentiate Asian from others. With the review of previous studies, numerous scholars described the Asian-ness
characteristics as the following traits: respectful expression and detail orientation, a strong sense of kindness and giving
(Sucher et al. (2013), a smiling face, humility and genuine and polite behaviour in verbal and non-verbal cues (Wan &
Chon, 2010), kindness, tolerance, and attention to details (Wattanacharoensil et al., 2014), and courtesy and
humble (Mohsin, 2016).

In Thailand, the term “Thai-ness" is prevalently displayed in Thai people and society through various domains. It
is recognised as the national identity (Kongpolphrom, 2018). However, it is found to hardly explain "Thai-ness" or in the
Thai language called "Kwam Pen Thai". Numerous articles and studies described the characteristics of Thai-ness in the

different aspects as follows:

Characteristics of Thai people: confrontation avoidance, expressing oneself quietly and communicating indirectly,
attentive and considerate, kind and helpful, tolerant-restrained, polite and humble, equanimity and cautious, social relation,

collectivism (Facts and Details, 2014).

Religion and belief: Buddhism is the state religion, and approximately 95% of Thailand abides by Buddhist principles.
Thais’ beliefs mainly include the concept of Karma (the consequence of one’s deeds), merit and sin, an afterlife, heaven
and hell. This influences Thais’ way of life and people’s characteristics, especially in giving, sharing, calmness and
kindness (Podhisita, 1998).

Arts: It is mainly characterised and recognised by the subtlety of design and forms. Thai arts are found in various forms:
paintings, sculpture, music, performance, costume, handcraft, carving, weaving, etc. (Lim, n.d.). They are handmade
products and are created to be utilised in Thais’ daily life to solve problems in livelihood. They can be considered as a

reflection of the Thai people’s way of life (Royalthaiart.com, 2019)

Way of life: Thai people's lives have been mainly tied with their religion, Buddhism, from birth to death. Buddhism and its
principles are bonded into their lives. Thai people continually participate in making-merit activities such as offering food
to the monks and going to the temple during religious-related public holidays (Tiranasar, 2002).
All these elements are interconnected and finally shape the characteristics of Thai-ness. Therefore, it could be
aggregated that the attributes of Thai-ness are underlying blended from its culture, belief, traditions, and religion and
influences their lives significantly. These elements are hidden and reflected through everything they do and behave
(Livingasean, 2018). In addition, Thai-ness is found to be dominant in paying attention to small details and having hand-
making skills (Sucher et al., 2013). It can be observed in little things in their lives, such as the flower garlands or folded
lotus used for paying worship of the Buddha, magnificent paintings of the lord Buddha'’s story on the walls of
monasteries, or beautifully carved vegetables served with dishes. All of these aspects would make the country stand out
and yearn for the tourists to explore the unique experience.

2.2 Transference of Asian-ness and Thai-ness to Food

According to Carlsson-Kanyama and Lindén (2001), food is one of the most critical criteria for defining cultural
identity. It is consistent with Civitello (2011), who stressed that identity and religion are deeply permeated into food. In
this regard, food can be used as an indicator to differentiate people from different groups, religions, or cultures through
its taste, ingredients, presentations, and characteristics (Sibal, 2018). Food not only satisfies the basic human need as
fuel to survive, but it can also be one of the tourism components to attract people to visit places. In addition, culture

influences food in various dimensions, such as cooking culture, eating habits, food presentation, etc. (Sibal, 2018).
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Furthermore, food and culture were found to have a close relationship in representing each other; food reflects
culture while culture influences food production (Watanasin, 2012; Reddy & van Dam, 2020). Numerous scholars
previously revealed that the demonstration of local cultural elements on food and the physical environment around where
food is served would promote the sense of authenticity of that place (Ellis et al., 2018; Zhang et al., 2019). Moreover, a
study conducted by Balogh et al. (2016) revealed that consumers were willing to pay a premium price for traditional food,
perceiving it as having added value.

A comprehensive review of the existing studies revealed that the concept of Asian-ness has been incorporated
into diverse dimensions of society. Food is no exception. Asian-ness in food has been found in various aspects, starting
from its flavour and ingredients. For instance, the spicy flavours of Sichuan cuisine, the delicate but balanced sour and
bitter flavours of Japanese food, and the bold and intensely use of spices in Indian food, until presentations representing
each national identity of the Asian countries (Baldwin, 2017).

In Thailand, food is well representing the uniqueness of the culture or the true spirit of Thailand (TAT, 2019).
Thai food is found to have the perfect combination of flavours, textures, colours, and presentation. It might be derived
from Thai-ness characteristics: keenness on small details, balance, and exquisite. Moreover, Thai food is well known for
its flavours and ingredients, mainly herbs, spices, and fresh ingredients (Watanasin, 2012). Thai dishes are not only well-
known in their taste and nutritional values but also a sight to behold from their decoration of graceful fruit and carved
vegetable. It could be concluded that besides its savour, food presentation reflects Thai-ness's characteristics.

2.3 Culture in Food Aesthetics and Presentations

Prior research relevant to food aesthetics narrated the importance of aesthetics of food influencing the customers'
satisfaction and experiential value in the dining experience (Bekar & Sdriici, 2017). According to Lindstrom (2005),
aesthetics are described as objects that appeal to the senses of taste, smell, touch, hearing, and sight. In addition, various
scholars have highlighted that aesthetic value is primarily associated with the beauty that can be felt by the senses
(Townsend, 1997). Previous studies measuring aesthetic value often utilised multiple statements and domains, primarily
related to decoration and product appearance, as measurement items to assess product aesthetics (Bekar & Suruc,
2017).

In the food and beverage provision sector, the aesthetics of food are widely employed as a business strategy to
differentiate food offerings from others that provide similar or comparable dishes. Enhancing the aesthetic appeal of food
and service design can attract greater attention from customers (Murdoch & Miele, 2018). Numerous studies have
emphasised the significance of food presentation in attracting consumers to a particular restaurant. These food
presentations encompass tableware, plates, and side dishes adorned with vegetables or fruits. The specific elements of
food presentation can vary across cultures. Many studies have demonstrated that aesthetically presented food enhances
the dining experience, contributimg to diners' health and overall multisensory eating experience (Spence et al., 2014;
Zhang et al., 2022).

Thai food has been recognised worldwide because of its palatable taste and healthy benefits. In addition, the
values of Thai food are found in three critical angles, and it has been reflected in nutrition, culture, and medicine. These
aspects become the DNA of Thai food based on global perception, including the aesthetics of its presentations (TAT,
2019). Therefore, Thai food's aesthetic attributes, apart from the food itself, can be visibly developed by including Thai-
ness elements in its presentation, such as tableware, craved fruits and vegetables, local Thai wisdom, etc. Table 1

presents examples of Thai-ness features included in Thai cuisine promoting the aesthetics.
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Table 1
Examples of Thai-ness Elements in Food Presentations.
Local Thai Wisdom Craved fruits and
ltem  Tableware .
(Wicker) vegetables

Examples

Source:
Source:

Royalthaiart.com,2019 Pinterest.com, 2022 Supancity.com, 2021

2.4 Food quality

Food quality has become one of the essential components of the consumers' dining experience and is a crucial
requirement to meet all consumers’ expectations and needs (Sulek & Hensley, 2004). Soderlund and Rosengren (2008)
found that food quality and fresh ingredients are among the most significant factors underlying the preference for food
choice. Different scholars employ diverse and different attributes to indicate food quality. In this regard, Murdoch and
Miele (2013) stressed that the quality attributes of the food were found in both intrinsic and extrinsic aspects. Intrinsic
qualities are rooted in the food's material composition, edibility, taste, and appearance, while extrinsic qualities are shaped
by the judgments and evaluations imposed by human actors. In practice, the quality of a food product arises from the
interplay between these two dimensions. This interaction can lead to significant variations in quality, as different individuals
and food cultures offer diverse evaluations and judgments.

The review of prior studies reveals that scholars have defined food quality characteristics, which are presented
in the table below:

Table 2
Food Quality Attributes
Author(s) Attributes of food quality
Adongo et al. (2015) Food presentation, Serving size, and Menu design
Tsai & Wang (2017) Texture, Food safety, Portion size, Taste, Presentation, Color,

Temperature, and Dietary acceptability

Gnanapala (2015). Taste, Food freshness, Temperature, Nutritional value, and Menu Variety

In food and beverage provision outlets, food quality has been considered as the most critical determinant of
customer satisfaction (Suhartanto et al., 2019). It could consequently develop the satisfaction of the consumers and
influence their future behavioural intentions (Rozekhi et al., 2016; Yuksel, 2001). The consumers, who were satisfied,
would show their high intention to revisit the restaurant in the future (Sulek & Hensley, 2004). Thus, it can be said that
food quality is one of the underlying factors determining customer satisfaction and behavioural intention (Altintzoglou et
al., 2016).

Based on the prior research, five dimensions indicating the food quality were included; food nutrition, food variety,
the smell of food, deliciousness, and food freshness (Rozekhi et al., 2016; Sulek & Hensley, 2004; Yuksel, 2001).
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Moreover, Michel et al. (2014) further revealed that food presentation is one of the culinary techniques incorporated into
food service to appeal to the consumers’ attention and advocate the perception of the food quality.

Therefore, in the context of this study, the roles of Thai-ness in food presentation were assessed through the
international tourists' perceptions. This assessment includes perceived food quality (perceived freshness, food taste,
perceived hygiene), perceived authenticity, perceived value-added, perceived food aesthetics, willingness to pay a
premium price, and overall satisfaction. Therefore, the hypothesises were proposed as follows:

H1: There is a significant difference between food presentation with non-Thai-ness elements and food presentation with
Thai-ness elements in the international tourists' perceptions of perceived quality (perceived freshness, food taste,
perceived hygiene).

H2: There is a significant difference between food presentation with non-Thai-ness elements and food presentation with
Thai-ness elements in the international tourists' perceptions of perceived authenticity.

H3: There is a significant difference between food presentation with non-Thai-ness elements and food presentation with
Thai-ness elements in the international tourists' perceptions of perceived value-added.

H4: There is a significant difference between food presentation with non-Thai-ness elements and food presentation with
Thai-ness elements in the international tourists' perceptions of perceived food aesthetics.

H5: There is a significant difference between food presentation with non-Thai-ness elements and food presentation with
Thai-ness elements in the international tourists' perceptions of willingness to pay a premium price.

H6: There is a significant difference between food presentation with non-Thai-ness elements and food presentation with

Thai-ness elements in the international tourists' perceptions of overall satisfaction.

3. Methodology

The study approaches quantitative research by implementing an experimental and quantitative technique. The
sensory evaluation method is employed to measure the perception of the participants to stimuli. Mihafu et al. (2020)
stressed that sensory evaluation methods provide the answers to questions about product quality which is normally used
in product development and production. The outcomes derived from conducting the sensory evaluation are significant in
determining the consumers’ acceptability and perceptions towards the products. It is a very useful tool for making effective
decision in product development. Sensory evaluation methods consist of various types, such as discriminative tests,
paired comparison tests, triangular tests, descriptive tests, preference ranking, hedonic rating scale, and consumer
acceptance tests, among others (Mihafu et al., 2020). In this study, paired comparison test is used to identify which
sample from two different samples is perceived higher in the specified sensory attributes (Yang & Ng, 2017). This approach
is widely recognised as one of the most commonly used tests for assessing attribute differences and is easily
comprehensible to research participants (McBride et al., 1984). Thus, a food tasting session was conducted with 100
participants who were international travellers travelling in Phuket. Moreover, the participants, who were recruited in this
study, were required to meet the following criteria:

1. The participants must have stayed in Phuket for at least two nights.

2. The participants must be 18 years old and above.

3. The participants must have had Thai food consumption experience during their stay in Phuket.

It is to ensure that all the participants have some knowledge or experience on the topic of study.

Two samples of food in two different presentations (see Table 3) were presented to participants, allowing them
to make observations and subsequently taste them. A questionnaire was used as a research instrument to assess the
participants’ perceptions. Ten attributes, derived from the literature review, were included in the questionnaire.

Respondents were asked to indicate their perception of these attributes, including perceived quality (freshness, taste,
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hygiene), authenticity, value-added, food aesthetics, willingness to pay a premium, and overall satisfaction, using a 7-
point Likert Scale [1: Being not at all — 7: Being extremely].

Food Samples
The food samples were utilised to assess the international tourists' perceptions. Four samples were used in this

study (two types of Thai food are multiplied with two different presentations: Thai-ness and non-Thai-ness elements

included).
Table 3
Food Samples in this study
Sample Thai-ness elements included
No. Non-Thai-ness elements included (tableware, craved fruits and vegetables,

and Thai wisdom)

Sample 1

Sample 2

4. Data Analysis

The IBM SPSS program was employed to analyse the data in this study. The objectives of the study were
achieved through data analysis. Therefore, to illustrate the roles of incorporating Thai-ness into food presentation, a Paired
Samples t-test was employed to determine whether there is any significant difference in the international tourists'
perceptions between the food with non-Thai-ness elements included and the food with Thai-ness elements included.

Moreover, to identify the difference between Asians' and non-Asians’ perceptions, this study adopted a T-test.

5. Results
Table 4
Participants’ Profile

Frequency (N=100) Percentage

Gender
Female 39 39%
Male 61 61%

Age
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Frequency (N=100) Percentage
20 and below 13 13%
21-30 74 74%
31-40 8 8%
41-50 4 4%
51-60 1 1%
Nationality
Mainland Chinese 20 20%
Japanese 10 10%
German 21 21%
British 14 14%
Austrian 20 20%
Russian 8 8%
Other European 7 7%
Education
Undergraduate 47 47%
Bachelor 44 44%
Master or higher 9 9%
Occupation
Student 43 43%
Lecturer 10 10%
Officer 32 32%
Self-employed 8 8%
Others 7 7%
Monthly income (USD)
1,000 USD or Less 59 59%
1,001-2,000 USD 23 23%
2,001-3,000 USD 12 12%
3,001-4,000 USD 2 2%
Higher 4,001 USD 4 4%

The demographic characteristics of the participants in this study were analysed and are presented in Table 4.
Among the participants, 61% were male, and 39% were female. The majority of participants fell into the age group of 21-
30 years (74%), followed by those aged 20 years old and below (13%), 31-40 years old (8%), 41-50 years old (4%), and
51-60 years old (1%).

In terms of nationality, the largest proportion of participants were German (21%), followed closely by Mainland
Chinese (20%) and Austrian (20%). Other nationalities included British (14%), Japanese (10%), Russian (8%), and
individuals from other European nationalities (7%).

Regarding educational qualifications, 47% of participants were undergraduate students, 44% held a bachelor's
degree, and 9% had a master's degree or higher. Occupationally, 43% were students, 10% were university lecturers, 32%
were employed in various officer roles, 8% were self-employed, and 7% were engaged in other occupations.

In terms of monthly income, the majority of participants (59%) reported earning $1,000 or less per month, followed
by 23% who earned between $1,001 and $2,000 per month, 12% earning between $2,001 and $3,000 per month, 2%
earning between $3,001 and $4,000 per month, and 4% earning more than $4,001 per month.



. IISAISINAANUY
14 2001 2 (NINZAN — Swanay 2567) €10 )z H1dnenaodavuauAsuns

Journal of International Studies
Somgris Prince of Sengkla University

=h.

g

Table 5
Results of Pair t-test to identify mean differences in perceptions of food from non-Thai-ness elements and Thai-ness

elements included in its presentation.

Non-Thai-
Thai-ness
Item ness Difference Paired t-value p-value
elements
elements
Perceived Quality 4.50 6.30 -1.80 -19.31 .000*
Perceived Authenticity 5.15 6.40 -1.25 -11.07 .000*
Perceived Value-added 4.50 6.00 -1.50 -14.57 .000*
Perceived food Aesthetic 4.75 6.60 -1.85 -22.79 .000*
Willingness to pay a 3.75 5.75 -2.00 -21.58 .000*
premium price
Overall satisfaction 4.75 6.10 -1.35 -16.63 .000*

Note: * p < .001

Table 5 shows the results of conducting paired t-tests to identify mean differences in perceptions of food between
non-Thai-ness elements and Thai-ness elements included in its presentation. Regarding the international tourists’
perceptions of food between non-Thai-ness elements and Thai-ness element included, significance at the 0.001 level was
found in all measurement aspects, including perceived quality (perceived freshness, food taste, perceived hygiene),
perceived authenticity, perceived value-added, perceived food aesthetic, willingness to pay a premium price, and overall
satisfaction. By incorporating the Thai-ness elements into the food presentation, the international tourists’ perceptions
showed higher mean scores in all measurement aspects compared to food without incorporating Thai-ness elements.

Therefore, all hypothesise H1-H6 in this study are supported.

Table 6
Results of the t-test to identify differences in perceptions of food presentation included Thai-ness elements from Asians'

and Non-Asians’ perspectives.

Item Asian (N=30) Non-Asian t-value p-value
(N=70)

Perceived Quality 6.67 6.14 4.32 .000**
Perceived Authenticity 6.17 6.50 -2.34 .021*
Perceived Value-added 6.17 5.93 1.36 0.18
Perceived Food Aesthetic 6.17 6.79 -9.99 .000**
Willingness to pay a premium price 6.17 5.57 3.68 .000**
Overall satisfaction 6.00 6.14 -1.76 .0.82

Note: * p < .05, **p < .001
Asian includes Mainland Chinese and Japanese.

Non-Asian includes German, British, Austrian, Russian, and other European.

Table 6 illustrates that there was no significant difference at the 0.05 level in perceived value-added and overall
satisfaction. However, significant differences were found at the 0.05 and 0.001 significant levels in perceived quality,
perceived authenticity, perceived food aesthetic, and willingness to pay a premium price, respectively. Concerning the
perception of food quality, value-added, and willing to pay a premium price, Asians showed a higher mean score than

non-Asians, but for the perceived authenticity and food aesthetic, non-Asians showed a greater mean score than Asians.
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Table 7

Comparison of Tourist Perceptions Across Nationalities for Food with and without Thai-ness Elements

Nationality Mainland Chinese
(N=30)

Japanese German British Austrian Russian Other European
(N=10) (N=21) (N=14) (N=20) (N=8) (N=7)

Mean | Mean Mean | Mean Mean | Mean Mean | Mean Mean | Mean Mean Mean Mean | Mean

Mean | Mean Mean Mean Mean Mean Mean

Item
1 2 df. 1 2 df. 1 2 df. 1 2 df. 1 2 df. 1 2 df. 1 2 df.
Perceived Quality 5.0 6.5 1.5 3.5 7.0 3.5 4.29 | 5.81 1.52 4.5 6.0 1.5 4.5 6.25 | 1.75 4.63 6.25 1.62 5.0 7.0 2.0
Perceived Authenticity 5.5 5.75 | 0.25 3.5 7.0 3.5 455 | 6.74 | 219 | 5.86 7.0 1.14 515 575 | 0.25 55 6.88 1.38 515 6.5 2.0
Perceived Value-added 5.0 575 | 0.75 4.5 7.0 2.5 3.79 | 6.69 2.9 5.07 | 579 | 0.72 4.25 55 1.25 4.75 5.63 0.88 4.5 55 1.0

Perceived Food Aesthetic 5.0 6.25 | 1.25 4.0 6.0 2.0 4.52 7.0 248 | 586 | 6.79 | 0.93 4.0 6.5 2.5 538 | 6.75 1.37 5.0 7.0 2.0

Willingness to pay a 475 | 5.75 1.0 3.0 7.0 4.0 255 | 526 | 2.71 | 443 | 6.43 2.0 3.75 5.0 125 | 438 | 6.38 2.0 3.5 5.5 2.0
premium price
Overall satisfaction 525 | 5.75 0.5 5.0 6.5 25 4.07 | 648 | 241 | 5.07 6.0 0.93 | 4.25 6.0 1.75 5.0 6.0 2.0 5.5 6.0 1.5

Note: Mean1 = Mean score of the international tourist' s perception towards food without Thai-ness element, Mean 2 = Mean score of the international tourist’ s perception

towards food with Thai-ness element, Mean df. = Mean difference.

However, when examining individual nationalities, Table 7 illustrates the variations in mean scores among different nationalities concerning the tested attributes in
this study. Notably, Japanese tourists exhibited significant differences in mean scores across three attributes: perceived quality, perceived authenticity, and willingness to
pay a premium price. Specifically, they rated these attributes considerably higher when Thai-ness elements were incorporated into the food.

Regarding perceived value-added, Germans demonstrated the most favorable perception when Thai-ness elements were integrated, as evidenced by the highest
mean score difference of 2.9 compared to other nationalities.

Austrian tourists, on the other hand, had the highest perception of food aesthetics among all nationalities, with a mean score difference of 2.5, indicating their

appreciation for the visual appeal of dishes with Thai-ness elements.
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Furthermore, the inclusion of Thai-ness elements in food presentation positively influenced overall satisfaction
among international tourists, particularly Japanese and Germans, as indicated by mean score differences of 2.5 and 2.41,

respectively.

Table 8

Willingness to pay a premium price

Average willingness Percentage of
Sample Difference
to pay a price difference
Sample 1
Non-Thai-ness element 3.85 USD
2 UsD 51.95%
included
Thai-ness element included 5.85 USD
Sample 2
Non-Thai-ness element 2.60 USD
2.5 USD 96.15%
included
Thai-ness element included 5.10 USD
The average price that international tourists are willing to pay more
74.05%
(in percentage)

Table 8 illustrates international tourists' willingness to pay a premium price. During the food tasting session,
participants were asked to estimate the price they would be willing to pay for each food sample based on their perceptions.
The results indicate that participants were willing to pay an average of 3.85 USD for food with non-Thai-ness elements
included in sample 1 and 2.60 USD in sample 2.

However, when Thai-ness elements were incorporated into the food presentation, participants showed a greater
intention to pay a higher price. For sample 1, which included Thai-ness elements, participants were willing to pay an
average of 5.85 USD, representing a 51.95% increase compared to non-Thai-ness food. In sample 2, the willingness to
pay increased to 5.10 USD, a substantial 96.15% increase over the non-Thai-ness counterpart.

These results demonstrate that both Asian and non-Asian participants were willing to pay approximately 50-70%
more for the same food when it incorporated Thai cultural elements into its presentation. These results corroborate the
data presented in Table 5, affirming the respondents’ willingness to pay a premium price for such culturally enriched food

items.
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Figure 1 Significance of Thai-ness on food presentation toward the international tourists' perceptions.
Furthermore, the study explored the participants' perceptions as expressed in the additional comment section of

the survey. The analysis revealed several frequently mentioned terms, which can serve as indicators of their perceptions

regarding food presentations that incorporate Thai-ness elements.
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Figure 2 International tourists' perceptions toward food presentation incorporated Thai-ness elements.

6. Discussion and Conclusion

Based on the evidence presented, Thai-ness is recognised as a valuable mechanism for distinguishing products
and services from others. The incorporation of Thai-ness elements, or national identity, into products and services can
leverage positive perceptions. In this study, Thai food featuring Thai-ness elements was used to investigate the influence
of Thai-ness on food presentation from the perspective of international tourists. The study assessed various aspects of
international tourists' perceptions, including perceived quality (freshness, food taste, perceived hygiene), perceived
authenticity, perceived value-added, perceived food aesthetics, willingness to pay a premium price, and overall
satisfaction.

The findings indicate that Thai-ness in food presentation enhances international tourists' willingness to pay a
premium price and contributes to a stronger perception of food quality. The results reveal that food incorporating Thai-
ness elements received higher mean scores in willingness to pay a premium price and perceived quality (freshness, taste,
and hygiene). This aligns with the prior studies done by numerous scholars, which elaborated on the characteristic of
food quality. Those scholars stated that food quality should include the taste of food, food hygiene and safety, and food

freshness (Gnanapala, 2015; Tsai & Wang, 2017). Moreover, the results of the study are also consistent with the findings
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of Michel et al. (2014) which highlighted that food presentation is one of the culinary techniques incorporated into food
service to appeal to the consumers’ attention and advocate the perception of the food quality.

Moreover, it has been established that food plays a pivotal role in exposing travelers to new cultures. However,
the inclusion of cultural elements in food presentation can significantly enhance the sense of authenticity. As evidenced
by Ellis et al. (2018) and Zhang et al. (2019), showcasing local cultural elements in both the food and the surrounding
physical environment can bolster the authenticity of a particular place.

Furthermore, presenting food with cultural elements can lead consumers to perceive value-added, resulting in a
willingness to pay a premium price. This aligns with Balogh et al.'s (2016) study, which emphasised that consumers were
willing to pay more for traditional food due to the perceived value it offered.

Surprisingly, there were significant differences in perceptions of perceived food quality, authenticity, aesthetics,
and willingness to pay between Asians and non-Asians. Asians demonstrated a notably higher perception of food quality
and willingness to pay for the food samples. This phenomenon can be attributed to cultural familiarity. Previous studies
have highlighted that cultural familiarity significantly influences consumption behaviors and food choices (Jeong & Lee,
2021). The results of this study align with prior research conducted by Wong et al. (2020) and Torrico et al. (2019),
emphasising that individuals tend to rate food more favorably when they are familiar with it, leading to a higher willingness
to pay a premium price because the value of the products is fully recognized. However, it's worth noting that, in this study,
Asians perceived lower authenticity and aesthetics compared to non-Asians. This difference could be attributed to the
cultural patterns that prevail in their familiar environment at home. They may perceive less novelty or impression compared
to non-Asians, as supported by the findings of Kirillova and Lehto (2015). Their research highlighted that international

tourists tend to compare the aesthetics of objects and places with what they experience in their home environment.

Implications

The results of this study present the implications in two dimensions, theoretical and practical. From a theoretical
perspective, the results contribute to the enrichment and enhancement of existing literature on this subject, further
solidifying the concept of Asian-ness as a new wave of the Asian Paradigm in the Hospitality sector, as articulated by
Chon (2019). This underscores the significance of integrating Asian-ness elements into products and services, ultimately
leading to the enhancement of their value and uniqueness. The results would attest that Asian-ness, particularly Thai-
ness as a focal point of this study, is not only the unique characteristic of Thai people or nationalistic pride, but Thai-ness
would also become a new mechanism to distinguish and advocate the value of hospitality products and services in
Thailand. From the practical point of view, it should not be neglected that tourists are not only travelling to visit attractions
but also exposing the culture at the destination simultaneously. Incorporating cultural elements into the offerings of a
destination can significantly enhance the competitiveness of providers in the market. This approach effectively conveys
cultural aspects through products and services to international tourists, resulting in an enhanced perception of food quality,
authenticity, aesthetics, and value-added. As a result, it fosters more favorable perceptions and increases international
tourists' willingness to pay a premium. The study's findings affirm that integrating Thai-ness into food presentation can
indeed cultivate a heightened sense of food quality, authenticity, aesthetics, and value-added, thereby promoting more

positive perceptions and a greater willingness among international tourists to pay a premium.

Research limitations and future research

This study, like others, has identified some limitations, leaving room for future research to investigate further.
Firstly, the number of participants in this study was relatively small, so it may not be able to generalise the entire
perception. Increasing the number of participants would identify some other significant aspects and robust the study
results. Secondly, Thai-ness is not only one sub-culture under Asian-ness; therefore, it sheds light on a further extension

to other contexts such as Chinese, Indonesian, or others. Lastly, the roles of Asian-ness in the places where the food is
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served are limited and underexplored. It would allow researchers to further investigate Asian-ness's roles in other

dimensions or contexts.
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To: Members of the Subcommittee for Teaching Evaluation
From: Patthawee Insuwanno

Date: 10 June 2025
Subject: Exemption Justification for IRB Approval: Thai-ness in Food Presentation: A study of
International Tourist’s Perspectives

Dear Members of the Subcommittee for Teaching Evaluation,

[ hope this note finds you in good spirits. [ am writing to formally express my intent to apply
for the position of Assistant Professor. As part of the application process, I am submitting a
research paper, which is a key requirement for this application, and I kindly seek your
consideration in this regard. The details of the paper are as follows:

Insuwanno, Patthawee, "' Thai-ness in Food Presentation: A study of International
Tourists’ Perspectives.”" Journal of International Studies, Prince of Songkla
University 14.2 (2024): 26-43.

This letter serves to justify why the aforementioned study is exempt from requiring Institutional
Review Board (IRB) approval, based on Section 3 of Guidelines for Conducting Research
Involving Humans in Behavioral Sciences, Social Sciences, and Humanities. The study
explored international tourists’ perceptions of Thai cultural identity as conveyed through food
presentation. Data collection involved a sensory evaluation and a self-administered survey,
carried out in a low-risk, non-invasive setting. Ethical procedures were strictly followed to
ensure participant protection and research integrity. The following safeguards were
implemented:

¢ Recruitment Criteria:
1. Participants were international tourists aged 18 or older.
2. They had to have stayed in Phuket for at least two nights.
3. They must have experienced Thai cuisine during their stay.

« Voluntary Participation: Survey participation was entirely voluntary, with no
pressure to respond.

» Informed Consent: Prior to the food presentation session, all participants received
clear information about the study’s purpose, were assured of anonymity, and informed
that only the research team would access their identities.

» Anonymity and Confidentiality: No names or contact details were collected; all
Tesponses were anonymous and confidential.

e Survey Content: The questionnaire included 10 attributes drawn from literature,
focusing on aspects such as freshness, taste, hygiene, authenticity, aesthetics, value-
added, willingness to pay a premium, and overall satisfaction, rated using a 7-point
Likert scale.

« Data Handling: No identifiable data were recorded. Survey responses were stored
securely and may be used for future research strictly without personal identifiers.

This table below provides an overview of how the research aligns with Section 3: Research
Projects in Behavioral Sciences, Social Sciences, and Humanities that Do Not Require
Approval from the Institutional Human Research Ethics Committee of the Guidelines for
Conducting Research Involving Humans in Behavioral Sciences, Social Sciences, and

1



Humanities.! It evaluates the specific criteria outlined in the guidelines, highlighting whether
the research meets each criterion through a tick box and providing justifications for alignment.
The table confirms that the mentioned research above adheres to ethical standards, which
exempts the paper from requiring Institutional Review Board (IRB) approval.

Section 3 Criteria Re:;:a.rch.met Justification
riteria
1. Research projects that do not involve actions This project is only
on the body, mind, cells, cell components, v survey-based, no
genetic materials, samples, tissues, or bodily physical interaction
fluids of individuals.
2. Research projects involving recorded data in No recorded data from
medical records or photographic data of v medical records or
research participants that cannot 1dentify photographs were used
individuals either in
directly or indirectly. this research.
3. Research projects involving surveys, The project involved
interviews, or observations of research anonymous surveys that
participants that do not involve or impact the v did not include sensitive
mind, cells, cell components, genetic materials, questions or identifying
samples, tissues, health, or behaviors of data collected.
participants and cannot identify individuals
either directly or indirectly.
4. Research projects related to testing the Food complied with all
quality, taste, or consumer acceptance of food, FDA safety and
provided that the food does not contain v ingredient standards
unauthorized colorings, additives not approved
by law, or substances exceeding safety levels
as defined by the Food and Drug
Administration.
5. Research projects involving the observation Data captured through
of behaviors in communities or society in anonymous responses on
general, where data collection does not identify v cultural perception
individuals either directly or indirectly.
6. Research projects related to training, Questions were
teaching, or evaluation of educational outcomes v perception-based, with
that do not impact individuals. no impact on
participants
7. Other research projects as specified by This project fully aligns
announcements from the National Research v with the general criteria
Council of Thailand (NRCT). outlined in Section 3 of
the NRCT guidelines.

! hitps://mecast.nrct.go.th/wp-content/uploads/download-manager-files/sznm-

nwmnialumsiuiiunis ol uywd-1ese.pdf




I trust this letter sufficiently clarifies the alignment of my research with the established
guidelines and the ethical measures undertaken. Please do not hesitate to contact me should
you require further information or documentation.

Thank you for your time and consideration.

Sincerely,

T |

Patthawee Insuwanno

Lecturer, Faculty of Hospitality and Tourism
Email: patthawee.i(@phuket.psu.ac.th

Tel: +66 (0)89 871 4820
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Abstract
This research paper aims to examine the senior tourist
behaviour visiting Andaman provinces, Thailand, and to investigate

the senior tourists’ expectations and satisfaction with the
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destination attributes. A questionnaire survey was well developed
based on a comprehensive review of senior tourism. The data
used in this study was collected from senior tourists who turned
55 years old and above and who visited Andaman provinces
(Phuket, Phang-Nga, and Krabi). The gap analysis and hypothesis
testing were approached to investigate senior tourists' perception of
the destination attributes. In the context of this study, there are
five key destination attributes explored. The findings found that
the senior tourists had a positive perception towards the beach,
accommodation, facilities, variety and taste of local food,
attractions, and activities. In contradiction, the negative perception
has occurred in the following attributes; logistics and safety, food
hygiene, overall cleanliness of the destination, and price and
value for money. Based on the findings, local authorities,
marketers, and policymakers can design strategies or find any
methods to fulfil senior tourists’ expectations and increase their

satisfaction.

Keywords: Senior tourist, Expectation, Satisfaction, Thailand,

Andaman Provinces
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Introduction

Thailand has been recognized as one of the most famous
tourist destinations since it is rich in natural and cultural attractions
(Ministry of Foreign Affairs, 2017). For this reason, the hospitality
and tourism industry has become one of the most important
elements contributing to the economic growth in Thailand. It also
plays a vital role in causing foreign currency and investments to
circulate in the Thai Economic system. This sector can generate a
total contribution of 19.3% in total of Thailand's gross domestic
product (GDP), and the proportion tends to increase to 25% in
the year 2027 (World Travel and Tourism Council, 2018). Apart
from Bangkok, the southern region of Thailand is also popular
among tourists, especially in the Andaman provinces. Andaman
provinces in Thailand include Ranong, Phang-Nga, Phuket, Krabi,
Trang, and Satun. In 2014, Andaman provinces received 21.5
million tourists, which generated revenue for the region of more
than 360 billion Thai Baht (Ministry of Foreign Affairs, 2017). This
number increased every year until the COVID-19 pandemic.
However, after the pandemic, increasing in tourists is anticipated.
Therefore, the more opportunity there is, the more attention to
specific groups of tourists should be considered, especially ageing

tourists.

The World Population Report produced by the United

Nations Department of Economic and Social Affairs revealed a
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significant change in social structure in the next decade; all
countries will be experiencing a higher number of senior
population (United Nations, 2015). Due to demographic changing,
the number of senior populations tends to increase steadily and
becomes a huge chunk of the market segment (Alén et al., 2012).
However, the number of ageing population should not be
considered as the single factor to drive and draw interest in the
market. Still, their travel behaviour, preference, and attitude are
highly required well understanding since the needs of seniors
were dissimilar to younger travellers in terms of preference,
travelling pattern, travelling concerns and others (Cleaver et al,,
1999). Therefore, it sheds light on investigating the senior tourists'
expectations and satisfaction with the destination attributes. In
this regard, Andaman provinces have a high potential to develop
as a senior tourist destination at an international level. However,
the study on senior tourism in the context of Thailand is still
limited, and some of their preferences are unknown. Therefore,
the purposes of this study were (1) to examine the behaviour of
senior tourists visiting Andaman provinces, Thailand, and (2) to
investigate the senior tourists’ expectations and satisfaction with

the destination attributes in Andaman provinces.
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Literature Review

Importance of Senior Tourism

Globally, the senior population has been recognized as a
significant social transition impacting all business operations. This
phenomenon may be caused by the baby boomer generation,
who has tumed to become a senior generation. According to
World Population Dashboard (2019), the ageing population is
projected to grow from 9% to 16% of the world's total population
in the year 2050. In this regard, the senior population will become
an important target market in all business sectors undoubtfully,
especially hospitality and tourism businesses.

With the comprehensive investigation of previous literature, it
revealed that the definition of senior has varied from each
perception. According to Wang (2018), the senior population was
defined as a group of people whose age turned 65 years old and
above. Meanwhile, the ageing population in the USA refers to
people who turn 55 years old or more (WTO, 2001). For this study,
the group of people with the chronological age of 55 years old
and above was defined as “senior”.

Many studies have shown the advantages of senior tourists,
such as time flexibility, high purchasing power, etc. Jang & Wu,
2006; Borges et al., 2016; Zielinska-Szczepkowska, 2021). However,
there are some points the business operators should not ignore if

they will target this market segment since the senior preferences
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differ from youngsters. They also require specific well-designed

products and services which suit their distinctive needs and wants.

Senior Tourists’ Behaviour

It can be said that senior tourism is one of the most interesting
areas due to its growth potential. Therefore, understanding their
behaviour is very crucial since this market segment has more
experience, time flexibility, and independence. Without a clear
understanding of their behaviours, the service providers might
encounter some challenges in satisfying their specific needs or
fulfilling their expectations (Poon, 1994). Cleaver et al. (1999)
mentioned that senior travellers had dissimilar preferences from
younger travellers. Gitelson and Crompton (1983), Alén et al.
(2014), and Liew et al. (2021) stressed that senior tourists would
travel longer periods and at greater distances because of their
availability from work. Furthermore, the comprehensive review of
the existing pieces of the literature reveals that the most common
purposes of their travelling were resting and relaxation, social
interaction, physical exercises, learning, and excitement (Prayag,
2012). In addition, the study by Sniadek (2006) stated that seniors
generally seek new experiences and personal growth while

youngsters seek pleasure and escape from their stress.
Based on many works of literature reviewed, it was
consistently shown that senior tourists had a high demand for

quality products and services (Ahmad, 2002; Del Chiappa et al,,
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2013; Zielinska-Szczepkowska, 2021). It is in line with the prior
study done by Pederson (1994), who showed that most senior
travellers were more concerned with comfort and convenience in
psychological and physical aspects than younger travellers.
Moreover, Huang and Tsai (2003) stated that senior travellers
travelled more often, and their length of stay was longer than
youngsters. In addition, Horneman et al. (2002) found that senior
tourists were more active and focused on health and fitness.
Meanwhile, Jang and Wu (2006) provided insightful information
which showed that senior travellers travelled with the purpose of
knowledge-seeking, and safety and cleanliness were the most

critical points that they paid more attention to.

Tourist’s Expectations and Satisfaction

The level of tourist satisfaction can be used to indicate the
performance and management of the destination perceived by
travellers, especially on the destination attributes. Basically, the
tourists' satisfaction is shaped by comparing their expectations
with  the destination's performance. Therefore, tourists’
expectations can be defined as the term of the needs and desires
of a tourist from the destination (Millan & Esteban, 2003). The
research done by Aliman (2014) showed that there was a positive
correlation between tourist’s expectation and their satisfaction.
Hence, assessing the tourist' expectations is crucial to maximizing

their satisfaction (Stevens, 1992; Pizam et al., 1978). If the service
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providers can understand the tourist's expectations, creating and
delivering the destination products which suit their expectation
can affect their satisfaction. Therefore, satisfaction can be
specified as an outcome received from what travellers expect
from destination products that at least equalled or exceeded
their expectations (Pizam et al., 1978).

In the context of this study, a comparison between the
senior tourists' expectations and satisfaction in Andaman provinces
based on the destination attributes was investigated. It was
conducted by assessing their perception of the destination
performance on the vital destination attributes: beach
accommodation and facilities, logistics and safety, foods and
hygiene, attractions and activities, and price and value for money.
Therefore, hypothesizes of this study were proposed as the

following statements:

H1: There is a significant difference between the expectation and
satisfaction of senior tourists visiting Andaman concerning beaches,

accommodations, and facilities.

H2: There is a significant difference between the expectation and
satisfaction of senior tourists visiting Andaman concerning logistics

and safety factors.

37

An Investigation of Senior Tourist's Expectations and

o Satisfaction: A Case Study of Andaman Provinces, Thailand



21SaNSIINAANUT  UKIINENJYEVIAUASUNS UA 12 aUUA 2 ASANNAL — SUDIAL 2565

H3: There is a significant difference between the expectation and
satisfaction of senior tourists visiting Andaman concerning food

and hygiene factors.

Hd: There is a significant difference between the expectations and
satisfaction of senior tourists visiting Andaman concerning attractions

and activities.

H5: There is a significant difference between the expectation and
satisfaction of senior tourists visiting Andaman concerning price

and value for money factors.

Methodology

The study on “an investigation of senior tourist's expectation and
satisfaction: a case study of Andaman provinces, Thailand",
approached quantitative research by using a questionnaire as a
research instrument to collect data. A questionnaire survey was
developed based on a comprehensive review of senior tourism in
three languages: Thai, English, and Chinese. Before conducting the
final survey, three senior researchers were asked to review the
questionnaire as a pre-test to ensure its reliability and validity.
Moreover, a pilot test was conducted with 30 travellers to ensure
the research instrument's reliability, validity and practicability. The
data used in this study was collected from senior tourists, both
Thai and international tourists who turned 55 years old and above

and who visited Andaman provinces (Phuket, Phang-Nga, and
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Krabi). In this study, Phuket, Phang-Nga, and Kabri were chosen
based on their popularity and are considered as the key
destinations among the Andaman provinces. Therefore, these
three provinces were treated as one population. Thus, the
convenience sampling method was employed for data collection.
Four hundred nine respondents completed the questionnaires.
The questionnaire consisted of scales measuring the tourists’
expectations and satisfaction with the Andaman tourism products.
A 5-point Likert scale was employed to assess their perception
and satisfaction level. Finally, the IBM SPSS program was

employed to analyze the data.

Results

1.1 Demographic characteristics

Tablel: Demographic characteristics of respondents

Frequency (N=409) Percent

Gender Male 180 a4
Female 229 56

Age 55-64 315 7
65 or above 94 23

Nationality Mainland Chinese 82 20
Australian 103 25.2

Russian 73 17.8

Thai 31 7.6
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Frequency (N=409) Percent

British 29 7.1

Other Asian 32 7.9

Other European 38 9.3

Others 21 5.1

Marital Status  Single 54 13.2
Married 320 78.2

Separated 14 3.4

Widowed 21 5.2

Education Level Up to 99 24.2

Secondary school

Diploma 91 222
Bachelor 130 31.8
Master 51 12.5
Doctoral 38 9.3
Occupation Business Owner 69 16.9
Government 40 9.8
Housewife 32 7.8
Managerial/ a4 10.8
Administrative
Professional/ 60 14.7
Technician
Retiree 145 35.4
Self-employed 19 4.6
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Frequency (N=409) Percent
Monthly income (USD)

Below1,000 74 18.1
1,000-1,999 53 13
2,000-2,999 39 9.5
3,000-3,999 64 15.6
4,000-4,999 38 9.3
5,000-5,999 23 5.6
6,000-6,999 27 6.6
7,000 or Higher 91 22.3

The demographic characteristics of the respondents who
were senior tourists visiting Andaman provinces in Thailand were
analyzed and presented in Table 1. The majority of the respondents
were females (56%) and males (44%), respectively. The respondents
who were in the chronological age between 55-64 years old were
T77%, and the respondents 65 years old and above were 23%. In
terms of nationality, the majority of the respondents were
Australian (25.2%), followed by Mainland Chinese (20%) and
Russian (17.8%), respectively. Moreover, the data showed that the
number of travellers with married status was 78.2 %, and those
with single status were 13.2%. Meanwhile, almost one-third of the

samples achieved a bachelor's degree (31.8%), followed by
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secondary school (24.2%), diploma (22.2%), and higher education,
both master's and doctoral (21.8%). Moreover, 35.4% of the
respondents were retirees, followed by business owners (16.9%)
and professionals/technicians (14.7%). Most respondents (22.3%)
had a monthly income starting from 7,000 USD and higher; on the
other hand, 18.1% had a monthly income lower than 1,000 USD.

1.2 Senior tourists' behaviour

Table2: Tourists' behaviour of respondents

Tourists' behaviour Frequency (N=409) Percent (%)

Nationality of respondents
Non-Thai 378 92.4
Thai 31 7.6

Is this your first visit to Thailand?
Yes 215 52.6
No 194 474

Is this your first visit to Andaman Province?
Yes 239 58.4
No 170 41.6

Length of stay

1-3 day(s) 84 22
4-6 days 89 21.8
7-9 days 87 21.3
10 days and above 149 34.4
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Tourists' behaviour Frequency (N=409) Percent (%)

Purpose of visit

Holiday/Leisure 354 86.55
Meeting/Seminar/Business 17 4.16
Visit friends/relatives 15 3.67
Health Treatment 6 1.47
Others 17 4.15

How did you travel to Andaman province?

By Plane 396 96.8
By Own car 4 1.0
By Bus 6 1.5
By Cruise/Ship 3 0.7

How did you arrange your trip?
FIT 144 35.2
Tour package 265 64.8

Table 2 shows that more than half of the international
respondents visited Thailand for the first time, which was 52.6%.
Apart from that, 58.4% of the total respondents were on their first
time visiting the Andaman provinces. More than one-third of the
respondents stayed in Andaman provinces for 10 days or longer
(34.4%), followed by 1-3 days (s) (22.5%), 4-6 days (21.8%), and 7-9
days (21.3%).

For the purpose of their visit, it was found that most of the

respondents (86.55%) visited Andaman provinces with the primary
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purpose of holiday or leisure, followed by attending a
meeting/seminar/business related (4.16%). The plane was the
main mode of transportation used by 96.8% of the respondents
to the destination, followed by a bus (1.5%) and a car (1.0%).
Moreover, a tour package was selected by 64.8% of the
respondents as a way they arranged their trip. At the same time,

35.2% visited the destination as free individual travellers (FIT).
1.3 Gap Analysis and Hypothesis Testing

The study employed the Gap analysis technique to identify
the differences in mean values between the expectation and
satisfaction levels of the senior tourists toward the destination
attributes. Therefore, Paired sample t-test was adopted to
determine whether there was any significant difference between
expectation and satisfaction. The following hypotheses H1, H2,

H3, H4, and H5 were tested.
The Gap in Beaches, Accommodation, and Facilities

H1: There is a significant difference between the expectation and
satisfaction of senior tourists visiting Andaman concerning

beaches, accommodations, and facilities.
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Table 3: Paired sample t-test and the gap in beach,

accommodation, and facilities

Attributes Mean SD Gap t-value P-value

H1a: Attractiveness of beaches
Expectation 4.07 0.79 0.14 2791  0.006*
Satisfaction 4.21 0.84

H1b: Availability of space on beaches
Expectation 4.03 0.86 0.14 2662  0.008*
Satisfaction a.17 0.84

Hlc: Facilities provided on beaches
Expectation 372 095 0.10 1.475  0.141
Satisfaction 382 090

H1d: Variety of accommodation
Expectation 401 088 0.21 4210  0.000*
Satisfaction 422 077

H1le: Quality of accommodation

Expectation 4.22 0.78 0.09 1.948 0.520
Satisfaction 4.31 0.77
Note: *p < .05

The result of the paired sample t-test shows that mean
values of satisfaction on the destination attributes are significantly
higher than expected in the attractiveness of beaches, availability
of space on beaches, and variety of accommodations. The result

also shows that there is no significant difference between the
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expectation and satisfaction of senior tourists visiting Andaman
concerning the attributes of facilities provided on beaches and
quality of accommodation. Therefore, Hla, Hlb, and Hld are

accepted.
The Gap in Logistics and Safety

H2: There is a significant difference between the expectation and
satisfaction of senior tourists visiting Andaman concerning logistic

and safety factors.

Table 4: Paired sample t-test and the Gap
in Logistic and Safety

Attributes Mean SD Gap t-value P-value

H2a: Network of local transport within Phuket
Expectation 390 091 -02 2883  0.004*
Satisfaction 3.70 0.98

H2b: Safety of traffic
Expectation 4.11 0.79 -0.44 7.109  0.000*
Satisfaction 3.67 0.97

H2c: Signposting to tourist attractions
Expectation 3.99 0.84 -0.24 4333  0.000*
Satisfaction 375 091

H2d: Overall safety and security while travelling
Expectation 4.37 073 -0.10 2594  0.100
Satisfaction 4.27 0.73
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Note: * p < .05

The result of the paired sample t-test shows that mean
values of satisfaction on the destination attributes are significantly
lower than expected in cases of the network of local transport
within Phuket, the safety of traffic, and signposting to tourist
attractions. The result also shows that there is no significant
difference between the expectation and satisfaction of senior
tourists visiting Andaman concerning the attributes of overall
safety and security while travelling. Therefore, H2a, H2b, and H2c

are accepted.
The Gap in Food and Hygiene

H3: There is a significant difference between the expectation and
satisfaction of senior tourists visiting Andaman concerning food

and hygiene factors.
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Table 5: Paired sample t-test and the Gap

in Food and Hygiene

Attributes Mean SD Gap t-value P-value

H3a: Variety of local food
Expectation 402 088 016 3.389 0.001*
Satisfaction 418 0.84

H3b: Taste of local food
Expectation 4.06 0.85 0.09 1.681 0.094
Satisfaction 415 086

H3c: Availability of fresh seafood

Expectation 3.95 098 0.17  3.208 0.001*
Satisfaction 412  0.88

H3d: Hygiene of food
Expectation 433 079 -0.40 7.361 0.000*
Satisfaction 393 087

H3e: Overall cleanliness of the destination

Expectation 4.28 0.79 -0.25 4958 0.000*
Satisfaction 4.03 0.84
Note: *p < .05

The result of the paired sample t-test shows that mean
values of satisfaction on the destination attributes are significantly
higher than expected in cases of a variety of local food and

availability of fresh seafood. Meanwhile, it is lower than expected
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in cases of food hygiene and overall cleanliness of the destination.
The result also shows that there is no significant difference between
the expectation and satisfaction of senior tourists visiting
Andaman regarding the taste of local food. Therefore, H3a, H3c,

H3d, and H3e are accepted.
The Gap in Attractions and Activities

Hd: There is a significant difference between the expectations
and satisfaction of senior tourists visiting Andaman concerning

attractions and activities.

Table 6: Paired sample t-test and the Gap in Attraction and

Activities

Attributes Mean SD Gap t-value P-value

Hda: Variety of tourist attractions
Expectation 3.81 0.98 0.24 4.582 0.000*
Satisfaction 4.05 0.84

Hdb: Temples and cultural attractions

Expectation 379 099 034 7.108  0.000*
Satisfaction 4.13 0.81

Hdc: Availability of touring services nearby tourist attractions
Expectation 392 083 002 0.391  0.696
Satisfaction 394 0.85
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Attributes Mean SD Gap t-value P-value

Hdd: Variety of leisure activities
Expectation 3.84 0.86 0.04 0.986 0.325
Satisfaction 3.88 0.85

Note: *p < .05

The result of the paired sample t-test shows that mean
values of satisfaction on the destination attributes are significantly
higher than expected in cases of a variety of tourist attractions,
and temples and cultural attractions. The result also shows that
there is no significant difference between the expectation and
satisfaction of senior tourists visiting Andaman concerning the
attributes availability of touring services nearby tourist attractions
and a variety of leisure activities. Therefore, Hda and H4b are

accepted.
The Gap in Price and Value for Money

H5: There is a significant difference between the expectation and
satisfaction of senior tourists visiting Andaman concerning price

and value for money factors.
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Table 7: Paired sample t-test and the Gap in Price and Value

for Money
Attributes Mean SD Gap t-value P-value
H5a: Prices of food and beverages
Expectation 4.00 0.79 -0.10  1.596 0.111
Satisfaction 390 098
H5b: Prices of local transport
Expectation 387 092 -025 3.662 0.000*
Satisfaction 3.62 0.98
H5c: Overall value for money of the trip
Expectation 427 073 -0.10 2201 0.28
Satisfaction a.17 0.79
Note: *p < .05

The result of the paired sample t-test shows that mean

values of satisfaction on the destination attributes are significantly

lower than expected in cases of prices of local transport. The

result also indicates that there is no significant difference between

the expectation and satisfaction of senior tourists visiting

Andaman concerning prices of food and beverages and the

overall value for money of the trip. Therefore, H5b is accepted.
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Discussion and Conclusion

Based on this study, the findings revealed that senior tourists
visit Andaman provinces in Thailand primarily for leisure. To
access the destination, planes were the primary mode of their
transportation. The length of their stay varies from each
individual, and it depends on the time permitted; this is in line
with the previous findings stressed by Bai et al. (1999) and
Zielinska-Szczepkowska (2021), who presented that the length of
a senior tourist’s trip can range from 1 to 3 nights, 4 to 7 nights or
even up to 10 nights. However, they would stay longer than
youngsters, as supported by Alén et al. (2014) and Liew et al.
(2021), who stated that senior tourists would travel longer periods
and at greater distances. They preferred to travel with a travel
company by purchasing a tour package, as the study done by
Batra (2009) mentioned that a tour package was an option
preferred by senior tourists. It was mainly for convenience and

security reasons (Patterson, 2007).

Moreover, the findings also revealed the senior tourists'
perception of the destination. In the context of the study, there
are five key destination attributes investigated to identify the
expectation and satisfaction perceived by the tourists on those
destinations’ attributes. With this regard, gap analysis and hypothesis

testing were approached.
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Attribute 1: beaches, accommodation, and facilities. The
findings showed that the senior tourists were satisfied with the
attributes since the mean values of the satisfaction were higher
than expected. The finding also found that there is no significant
difference (P=0.05) between the expectation and satisfaction of
senior tourists visiting Andaman concerning facilities provided on

beaches and the quality of accommodation.

Attribute 2: logistics and safety. The findings revealed that
the destination could not fulfil the tourists' expectations as the
negative gap statistically existed in all sub-attributes. It can be
indicated that senior tourists put high expectations on logistics
and safety, as Gnanapala (2015) stated that tourists would prefer
to visit secure destinations. However, hypothesis testing found no
statistically significant difference (P=0.05) in overall safety and

security while travelling.

Attribute 3: food and hygiene. The findings showed that the
tourists were fulfilled with their expectations in some dimensions,
such as a variety of local food and the availability of fresh
seafood. However, in terms of food hygiene and the overall
cleanliness of the destination, these were below their
expectation. Food and hygiene have become a primary concern
for senior tourists since they are often at a high risk of food safety

problems (Poolklai, 2015).
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Attribute 4: attractions and activities. The findings
presented that the senior tourists were satisfied with this attribute
as the positive gap presented. Moreover, it was partially
supported by the hypothesis testing, which found that there is no
significant difference (P=0.05) in two sub-attributes; the availability
of touring services nearby tourist attractions and a variety of
leisure activities. Attractions are a significant factor for tourists in
the destination selection process. The variety of attractions and
activities significantly influences tourists' perception, which

enhances their satisfaction levels.

Attributes 5: price and value for money. The findings
illustrated that the senior tourists felt that the price charged for
food and beverages, local transportation, and overall value for
money for the trip was unreasonable. It could be observed that
the mean value of satisfaction was lower than expected.
However, the hypothesis testing found that there might be no
significant difference (P>0.05) in the prices of food and beverages
and the overall value for money of the trip. Gnanapala (2015)
stated that most tourists were sensitive to price and paid more
attention to the pricing and the value for money. It is imperative
to take actions to regulate and control the price to ensure that

overcharge does not occur.

In conclusion, there are five key destination attributes

investigated. The findings found that the senior tourists had a

ANSANUIWAGASSU ADIUANAKIY La=ADTUROWD (D00

tjﬂn‘aoLﬁaoaoﬁafuﬁom‘ouauéumu‘u UszinAlng o



Journal of International Studies, Vol. 12 No. 2: July — December 2022
Prince of Songkla University

positive perception towards the beach, accommodation, facilities,
variety and taste of local food, attractions, and activities. In
contradiction, the negative perception has occurred in the
following attributes; logistics and safety, food hygiene, overall

cleanliness of the destination, and price and value for money.

Regarding the results of this study, the implications are
found from both theoretical and practical standpoints. From the
theoretical standpoint, it provides insightful information for the
expectation and satisfaction of senior tourists' perception of the
destination products. It would enrich the current literature on this
topic to enhance the understanding of senior tourists
'expectations and influential factors contributing to their
satisfaction. In terms of practical or managerial standpoints, the
findings would benefit local authorities, marketers, and
policymakers to design strategies or find methods to fulfil senior
tourists' expectations and increase their satisfaction. In addition,
the result can play an essential role in retaining the tourists and
developing their loyalty to the destination. Moreover, the case of
Andaman Provinces would be applied to other beach destinations
with similar characteristics to the Andaman provinces in Thailand
to respond to the demand of senior tourists or any destinations

targeting senior travellers.

For future research, the cross-cultural examination can be

further investigated to assess a particular senior tourist group since
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different cultures may have different demands. In addition,
comparing senior tourists' travel behaviour, preference, and
attitude between pre-Covid-19 and post-Covid-19 pandemic may
derive some significant changes that the practitioners and relevant

parties must consider for product and destination development.
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