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Abstract

This research aimed to 1) examine tourist behavior in gastronomy tourism, and 2)
examine push and pull motivational factors in gastronomy tourism at Kham Khong Market,
Nong Khai Mekong Riverside Walking Street, Nong Khai Province. A survey research design was
employed. Data were collected from 400 tourists selected through purposive sampling, using
a questionnaire as the research instrument, and analyzed using frequency, percentage, mean,
and standard deviation.

The findings revealed that most respondents were female, aged 21-30 years, single,
held a bachelor's degree, were students, and resided in the Northeastern region. Regarding
behavior, the majority traveled by private vehicle (94.00%), for leisure and gastronomy tourism
(69.75%), were first-time visitors (73.75%), traveled with friends (39.75%), and obtained tourism
information via social media (64.50%). Regarding motivation, push factors were rated at a high
level overall (x = 4.33), exceeding pull factors, which were likewise rated at a high level
(x = 4.27). The highest-rated push factor was the desire for relaxation through dining at the
market (x = 4.46), while the highest-rated pull factor was the quality of service provided by
food vendors (x = 4.34); the taste of the food received the lowest mean score (x = 4.19). The
study proposes the PIER Model for developing gastronomy tourism in Mekong border

destinations.
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Table 1
Analysis of Tourist Behavior (n = 400)

Tourist Behavior Frequency Percentage

Mode of transportation used for this trip

Public bus 24 6.00
Private car / private motorcycle 376 94.00
Total 400 100.00

Purpose of the trip

Leisure / gastronomic tourism 279 69.75
Learning / educational visit on local cuisine 42 10.50
Participation in gastronomic tourism activities / training 22 5.50
Consuming local food 57 14.25
Total 400 100.00
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Table 1 (Cont’)

Tourist Behavior Frequency Percentage
Daily travel expenditure
Less than 1,000 THB 135 33.75
1,000 - 3,000 THB 153 38.25
3,001 - 5,000 THB 86 21.50
More than 5,000 THB 26 6.50
Total 400 100.00
Number of visits
First visit 295 73.75
Second visit 76 19.00
More than two visits 29 7.25
Total 400 100.00
Travel companions
Alone 56 14.00
Family / relatives 86 21.50
Friends 159 39.75
Partner 52 13.00
Tour company a7 11.75
Total 400 100.00
Sources of tourism information
Websites 43 10.75
Social media (Facebook / Instagram, etc.) 258 64.50
Television 15 3.75
Friends 40 10.00
Relatives 23 575
Family 21 5.25
Total 400 100.00
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Table 2
Means and Standard Deviations of Push and Pull Factors (n = 400)

Tourist motivation X S.D. Interpretation
Push Factors
Desire to improve physical and mental health through local food 439 | 0.61 Strongly agree
consumption
Desire to meet people from different cultures through local cuisine 422 | 0.67 Strongly agree
Desire to avoid monotonous everyday meals 4.27 0.76 Strongly agree
Desire to learn about culture through local cuisine 428 | 0.73 Strongly agree
Desire to gain new experiences and knowledge of gastronomic tourism 436 | 0.65 Strongly agree
Desire for relaxation through dining at Kham Khong Market, Nong Khai | 4.46 | 0.62 Strongly agree
Mekong Riverside Walking Street
Overall 433 | 0.50 | Strongly agree
Pull Factors
Diversity of food menus 4.28 | 0.76 Strongly agree
Quality of service provided by food vendors 4.34 | 0.66 Strongly agree
Food safety 429 | 0.69 Strongly agree
Good taste of the food 419 | 0.75 Agree
Reputation and recognition of food establishments 422 | 0.73 Strongly agree
Overall 4.27 | 0.62 | Strongly agree
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Figure 1

The PIER Model for Gastronomy Tourism Development in Mekong Border Destinations

Position the destination around
tourists' internal motivations
rather than the food menu

Push-led Positioning

/N

Repeat-visit Reinforcement Integrity of Service and Safety

PIER
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Experience Differentiation

Build mechanisms that turn
first-time wvisitors into
returning guests

Make service quality and safety
standards the primary field
of competition

Create distinctive cross-border
signature dishes linked to
cultural storytelling

Note. The PIER Model comprises four interconnected components—Push-led Positioning, Integrity of Service
and Safety, Experience Differentiation, and Repeat-visit Reinforcement—synthesized from the empirical

findings on tourist behavior and push—-pull motivation at Kham Khong Market, Nong Khai. Own work.
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