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Creative Tourism and the Management of Activity Uniqueness with an

Emphasis on Thai Food

Vongvipha Thosuwonchinda'
Suwaree Namvvong2

Abstract
This study aimed to create Thai food activity uniqueness for creative tourism. The
quantitative approach was employed for a sample survey of 400 foreign tourists at Thai
cooking class in Chiang Mai, Thailand. The Exploratory Factor Analysis (EFA) was used to
analyze data. The results revealed 6 main components, i.e. value and experience,
content activity transfer to tourists, authenticity of activity, differences from general
tourism activity, worthiness of participation, and different from normal social and daily life
were important factors to create Thai food activity uniqueness for creative tourism. The
most significant factor influencing Thai food activity uniqueness was the creation of great

value and experience for tourists who participated in the activities.
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Piggott (2003) L@u®INN1sas198nanwally
anuiinendivrenandunisadrinfioanis
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2007)
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Gﬁdgﬂ@ﬁﬂdﬂ The desire for unique
consumer products (DUCP) 3 8 syefusall
Antecedents, Consequences, Need for a
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selection, Generalizability of the factor
Reliability,

correlates of DUCP, and Behavioral

structure, Personality
correlate of DUCP @98 szuil deviu
Asinendesdulunisiitnnisnainas
#5199 ANEBAUDIFUAT SRANWAINITUIAIT
dioliAnUszaunsaiiudanivaldu Fal4d
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mmilﬁmﬁuﬁuﬁ'}LLazmamﬁ'ﬁusﬁ LALIAUAR
Y0IMTIEUAT (Keng, et al., 2014)
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Bearden, 2002) \Junisuansfiaseaudn
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AUAULDY %a?mﬁ?ummﬂmmwauﬁu
yaraduvideludsanasls aunseiadunis
wanedndnuaifiuandie liwdloulaswarly
Fosnisliyanaduunndeunuios viadl
Sndnuwalineganunsausulaeuldnasniian
%uﬁvﬂﬂiLﬂ§SULLﬂaﬂiaUﬂﬁ3 Faaenndotu
LUIAUAAYDY Snyder and  Fromkin
(1980) léla@uein Uniqueness L“ﬂuﬁlﬂﬁ'qﬂﬂa
I¥uansfmuosnui seesuel AINILAY
nginsausnadieliauduglésug uenand
yaradamasfiuansinuooninliiudy

Snuazmuani dso1avsdudafiuiiousu
yanaBunTensstuimiuyanadule AU
TnwUsznaunie 3 asausznaulng Ae 1)
Creative choice counter-conformity D)
Consumer novelty seeking 2) Unpopular
choice  counter-conformity 138 Goal-
directed choice counter-conformity Lag
3) Avoidance of similarity
Creative choice counter-
conformity  waneda n1sidenuiomdves
dufn viewdenlduususla 9 du wandean
deiinuludinunionusousndenld unds
Fipudranunsoeenduludeiuandnsild Tne
Ligujfselag (Burns and Warren, 1995;
Clark and Goldsmith, 2005) %Qéﬂ‘ﬁgﬂﬂa
Huidenazviueniendnwalmnudusanu
gonuldednei wWu msidendedudidy
Fuatu lud wlan ldwiloulas wiedudiia
endnuallidnles Tnengugnélunguil 1u
nguiieenuanssludsan nsidenldaudn
Tudefinuduludenuldld nFen1sideonld

AUAINTLoNAN®AUIINAITHULUIATY
HL¥EvI8y (Kron, 1983) angAnssunism
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a aa (% L4
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viodfieundadeunnsewing 9 vesmuLed
(Belk, 1988)
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wionusaud1segradiuladn Tnedildauls
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Goldsmith, 2005) saulufianisidenldduan
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wanwen tdimrsndeay wagldmunsauny
depuileg (Ziller, 1964; Gross, 1977) usi
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QjﬁﬂLLW%bu (Heckert, 1989)

Avoidance of similarity w188
miﬁqﬂﬂamﬁﬂajéfaamiﬁ%mﬁamu?ﬁu 9
Feardslavdonreundniasenislaaud
wouususlanususuniafisinisldlaasialy
wazdawmeliunauduglisuife (Buns
and Warren, 1995; Clark and Goldsmith,
2005) Fapumanevesnisuaniasedl [Huds
fiyaratinasaulaandeu iunissousues
Faauuuar wadsnulaaanidouiuy auld
widennubuendnuallviudyanatudn
soly \lunswanidedefinuiesldadnaduan
109 wavudedudilanau (Jutendnwal
UINNIUINALNY (Heckert, 1989; Fisher
and Price, 1992)
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\Ausausindeya dsimuangusiedie de
Tnrieafivanrsdiilednsiufanssuiou
Fremsiilsnieuasuiie1nising a
Janinlesnd Mmematdanisguiiogianiy
dxmin (Convenience  Sampling) g
fvuangusiegns 400 au slddinmsmeaeu
AUTesiy (Reliability)  wagkuvdBUNU
1awA1 Cronbach’s Alpha 11U 0.886 Lay
msnwefedlgmmunveundiuiiud Ae
Tsadouaewiomsisarindodl

adanldlunisinsziiionidade
Wonsrieadfisndeadeassatunissnnis
Ranssuliiisnanvalogediiulneiiubos
9111158 A N15IATILNDIAUTLNBULTS
#1977 (Exploratory Factor Analysis: EFA)
omaudunusserinamanefnls way
and1wanduysildfinnuddnlunsdne
sonly Wetiiielilfesdusznoulnduas
Yaxvolnfimunzaudely (Costello &
Osborne, 2005; Williams, Osman &
Brown, 2010) 1a831nA153LAS ¥ EFA 191
A1 KMO and Bartlett's Test (Kaiser-Meyer-
Olkin Measure of Sampling Adequacy.)
Wiy 822 Wtlnnnan et Tananis
AATIERAT Extraction Communality h”)
wiagdIuLUs fA19g58ndng .766 - .480
(P15 1)

NANIIANYN
NNSLARNYIRUIAAKALNG YR
anwal (Uniqueness Theory) Usgnausigi
3 99AUsENOUNANAD 1) Creative  choice
counter-conformity 2) Unpopular choice

counter-conformity tag 3) Avoidance of

similarity sillatemauluniseanuuuma
wUsievan 31 40 et luldudaseile
A5 eueLTIa519EsTATUNISTANIS
Aanssuliiisnanwalogedidulnaiiuies
1M5INY o JaninLe el

deldsuuteyannuuuasuaiy
400 YAKaT KI981AILATIEVRARIENT
AATIZNDIAUTENOULTIE1593 (Exploratory
Factor Analysis: EFA) @enanisiasizsls
paaUsznavuludlunisadrefanssulnd
Snanwallddnsruiududsiiliiedesenn
398 6 osRUsTNOUNEN wasd 27 FuUsd
g Tnefidsliifuysia 27 fuls
Arunsiiasgidangududsinidiels
Wnzaufun1saneInidadeiiionis
Vioudiendeassassatunisinnisianssuls
fisndnvalegedidulpeiiuiasemsineg
FeadasnzinrunUsusiulaeussuna
Y99 6 0IFUTTNOU A0 54.626% lnsde
pefUsznoulndie 6 sefUseneuiide
psAUsENaU Fedl (Ans1edl 1)

1) 99fUszneudl 1 Value and
Experience AauAazUsEaUNsal Usenau
TUde 9 fauds 91nalusisnsit 1 (Rotated
Component Matrix for Creative tourism
and the management of activity
uniqueness sustainability focusing on
Thai Food) wanslyiiuin Yadelunisadna
Aanssuliisndnualdmsunsviendionds
a¥1sas3A AsdAnyfian dude FewilmiAn
AnFn (Value) wazdosiivszaunisalfiuvan
Tusdannsladnsaulufanssu (Experience)
WU N1sleinsinazlaseuslufanssugs
Sausssy wazdauuifudulunisled
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$RNTIUTLANAI1NTINUTESITU 910
N93ATIERAIAULUTUSIUYBITRYa
ﬁy’mmﬂ (% of Variance) A 24.696% R
arunsaesultealutuLUsvesdayala
24.696%

2) 9efUsznaUfl 2 content activity
transfer to tourists midﬂwamﬁam‘um
Aanssulsdnvieadien Uszneulusie 6 i
wUs lnsuanafeRanssuitansnsoitislsvn
yaAa Ly N15L9117R0e LNA LIauay
aoruilunisladasiufanssy was
Unreadieaddleiiausanlunisadrsassia
A9Y SAYIRDINITNIONTITANLAIAIUDINNT
FIBAILDT INAITIATIERAIANULUTUTIU
vostoyaanun (% of  Variance)  #o
10.090% 98111150930 8AUAULUTVDS
Toyald 10.090%

3) 9eRUTENOUT 3 Differences
from general tourism activity Aanssuidl
AULANAIIINAINTIUNITTB N T
Usznauludie 3 shudsi wansdedndnwal
vosianssuiililliidedsndunidnundn
wafiaudnenlunsviureiiosldidnsay
wazJufanssudldladatutes 910013
AaseidaiauLlsUsiuestoyatianun
(% of Variance) #® 5.945% Fea11150
gaueANURuwUTVRstaYale 5.945%

4) 9sfUsznaufl 4 Authenticity of
activity A3 WivesRanssN Usenauly
e 4 Fauds Tuansdesndnualvesfanssy
g fidusautvauluiiesdiuogauiass
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vidadeluitufivendrvesianssutiu wu ns
S1uAANTTUISsUYNe UIsIneAeSeu
Usendlng lnedlaulnaduauaou waylaly
FngRuauluvioesiuldads anmsinse
ﬂ"]mmLLUiUi'smaaﬂz’J’aaﬂaﬁgﬂmm Ao (% of
Variance) 5.041% 3381115093 U8ANEY
wUsvesdoyals 5.041%

5) paAUsEneUfl 5 Worthiness of
participation  #Ad1uANATIazLda
Aanssu Usznoulusae 2 fauds fuanada
Aanssuiidndnuallusuaiudualunns
doarlganelunisitnsinfanssy dakdinnig
dhiaRnssudusndufendslitieias us
dorndulenailunisiaidnsauianssud
VALY 2101153 A51ERAA LU SUTIY
vostoyananun (% of  Variance)  #o
4.770% F9a1u15095Ur8AURURUTVD
Toyale 4.770%

6) aeAUsznaudl 6 Different activity
from normal social and daily life Aanssu
Fupnsendspunardinusydniu Ussnau
TUfre 3 fuds fuansdenisiadasou
Aanssudidendnwaliu laiasiiazAded
Use¥aausn wu mslddnsanlufonssutiu
919uAnA19IINAsAuTiagUsedn nien1s
fdudinuszsrTuvesdidnvieaiioaes
1INNTHATIENAIAINLUTUTINVRITRYE
WA (% of Variance) @ 4.084% @9
arunsaeiulealutuLysvesdayale

4.084%
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A15199 1 NAN1SATIETBIAUSENBULTIANTID

Component

AaNI5Y

3

4

| look forward to joining a|.738 .058
cooking activity that | think will
be interesting and provide a

unigue experience

107

A17

-.041

=077

637

| am very excited when |]|.735 . 148
participate in an activity that |
have never done before, such

as being Thai chef.

-.021

.022

179

.032

613

| don't hesitate to join group | .678 -.053
activities mixed with other
people from diverse

backgrounds.

119

-.029

.057

118

509

| look forward to participating in | .674 226
a food activity when it part of a

cultural or tradition.

235

.003

-113

.100

611

| love to join an activity that is | .644 107

unusual from my ordinary life.

.084

.080

276

-.028

525

When | join an activity that | .629 -.066
seems to be a great adventure,
| can remember every moment
as a worthwhile lifetime

experience.

147

.140

138

.082

.584

| always join an activity where || .586 135
have a chance to participate
with  doing, seeing, feeling,
tasting as it will create more

valuable learning experience.

-.079

103

-.003

.008

.608
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M15199 1 (#1d)

- Component 2
Aanssu h
1 2 3 4 5 6

| would like to join a cooking
class that provides me with
knowledge about how to cook | .535 .020 102 .045 | -.153 | -.031 | .553
and how to  substitute

ingredients.

A cooking class  provides
homegrown ingredients will be | .517 135 510 .050 | -.139 | .094 | .587

valuable experience for learners

| always look for a cooking class
that must be available for all | .144 - | .705 .076 118 | 157 | 272 | .646

target groups at flexible time.

When | have time, | always
think about opportunities to
.028 678 193 036 | .079 | .178 | .638
join any cooking activity for

learning other food cultures.

| must join a cooking class that
gives me a creative and
o 315 .642 157 -.025 | 131 | -.014 | .596
innovative idea for cooking and

decorating.

| think that social media
influences me to join cooking
activities which are not in my
-.028 610 217 096 | .142 | .120 | .480
everyday life, such as cooking
shows, food tasting, or watching

food documentaries.

| always try to find original
073 533 .260 .093 | .387 | -.011 | .539

cooking class activity by myself.
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M15199 1 (#1d)

- Component 2
Aanssu h
1 2 3 4 5 6

| always prefer to join a cooking
activity which sets in the real
place where the activity comes | .323 509 344 195 | -.407 | -.074 | .707
from such as a local house, or

homegrown vegetable farm.

It is worth to waiting for a long
time if the activity | will
participate it provides me with
211 .143 128 .041 160 | .171 | .683
invaluable activities, such as
learning food from the local

wisdom.

| don't mind taking part in a
cooking activity even though it
is not at a well-known place or | .236 205 627 029 | .110 | .093 | .541
is located in a small

community.

| like to participate in an activity
that is difficult to join such as
-.086 141 .585 243 | 322 | 224 | 624
an infrequent event or which is

inconvenience to travel to.

If | learn Thai cooking it must be
in Thailand.

.009 079 122 829 | -.047 | .161 | .766

| would like to join a cooking
activity that is organized by Thai | .205 -.013 .106 J71 | 064 | 061 | 673

locals only.

| think that to be effective,
learning cooking in group study | -.006 252 -.098 630 | .190 | .069 | .580
is better than private study.
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M15199 1 (#1d)

- Component 2
fanssu h
1 2 3 4 5 6

| am very concerned that the cooking
class which | join must be authentic,
268 | 136 | .183 | 426 | -.122 | -.274 | .651
such as all ingredients must come

from local sources.

The activity that makes me excited
must be remarkable in my life such | .165 | .226 | .108 | .047 | .752 | .093 | .673

as using Thai language when cooking.

| am willing to join a cooking class
.085 | .181 | .173 | .074 | .723 | -.071 | .610
activity even if it is a high price.

| don't care if nobody is interested in
the cooking activity that | participate | .114 | .036 | .247 | .045 | -.140 | .770 | .691

in.

| always join in a cooking activity
which  nobody cares about my | .066 | .286 | .144 | .134 | .172 | .653 | .610
profile.

The cooking class should be easy to

participate in such as | can join

: . . -088 | .440 | -.097 | .189 | .008 |.525 | 603
anytime without reserving a place.

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser

Normalization.

GRAl Theory)  #idnn1snatndnilu@nyity

PMNNSANYILELNUNIUITIUNTTU LY
Vg dnanual (Uniqueness Theory) 30
Consumers’ need for uniqueness (CNFU)
WU AsAnefiunduLnaziuAne
Frunsnatn Msidendeaunidsnanwali
Tnouau sefnudsdadelunmsidenanuiid
oUls Felunquidndnual (Uniqueness

Usznauluaie 3 osAUsznoundn Ao 1)
Creative choice counter-conformity %39
Consumer novelty seeking 2) Unpopular
choice  counter-conformity — #3® Goal-
directed choice counter-conformity Lag

3) Avoidance of similarity
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a1 31nn15teun 3 esAUsEnaU

' (%
=

FINATT YIUNT 31 AAUSUIANWILNDN

[ a

Jadelunsasrsnanssulvdionaneaidnsy
Asvieufisndead1easse laglaimdnnng
WATITBIAUTENOULTIE1579 (Exploratory
Factor Analysis:  EFA) uldiielale
senUsznavlntuasdadeolug Fnanas
Aaszilananade 6 ssruszneulud Inelu
p3AUsENeUT 1 1 Usznouludie 9 fauds

(Value) wagUszaunisal (Experience) Tun
ddnsufanssuladueesd
| G & A 1 PN a v

pgslsnAlunudennefuufnniu

12 LYY 6 . [ [ a
nsaseonanswal (Uniqueness) 8laiidugm
a = 4‘ | A =% & a
Houlunisfnwiienisviesnier Faduds
drfglunisnazasansonmuidndnval
Tunanunviesien n1susn1suazAanssuy
n1sviedtieasgLiielvidenndosuas
MNZEUAUAINABINITVBITNYID L NEIUDY

arefu Jenansliauindadelunisadisg
Aanssulndiondnwaliu Avd1Ageg1anileee
Aanssutumsazfeadunanssuiiadanue

winznaukAazUsTLn laglanigee9ganis
afegnanwallvinanssuluaniuivioaiiedn
Duviesduroyuu
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