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Abstract

Research Title Developing Identity and Value Added of Samui Coconut for Creative
Tourism
Researcher Nontipak Pianroj
Siripat Chodchuang
Kanokwan Srikhwan
University 1) Faculty of Liberal Arts and Management Sciences
Prince of Songkla University, Suratthani Campus

2) International School of Tourism Suratthani Rajabhat University

This paper aims to (1) study attitudes and factors affecting identity and value
added of Samui coconut for creative tourism of coconut plantation owners, government
agencies, entrepreneurs, and communities involved in coconut and its products and
activities (2) explore tourists’ perception and behavior related to Samui coconut and
creative tourism (3) develop creative tourism activities reflecting identity and value
added of Samui coconut (4) organize a marketing plan to create identity and value
added of Samui coconut for creative tourism. The research methodology is as follows:
(1) qualitative research through exploring the area, conducting structured interviews,
arranging focus group meetings and collecting data from coconut plantation owners,
government agencies, entrepreneurs, communities involved in the coconut together with
its products and activities (2) quantitative research by using the questionnaire to collect
data from both Thai and foreign tourists.

The findings reveal that the coconut plantation owners, government agencies,
entrepreneurs and communities simultaneously agree with the identity creation of Samui
coconut because it enables to heighten its value. Nowadays, the value is added by
converting coconut into coconut oil, both hot and cold extraction; acting as a processing
component of savory food and dessert such as Kalamae (sweet coconut paste); etc.
Factors affecting the identity and value added include insufficient amount of coconut
yield, entrepreneurs’ insufficient knowledge and lack of strong leadership in the
development of Samui coconut and its products. Moreover, the results on tourists’
perception and behavior show that both Thais and foreigners similarly acknowledge that

Samui Island has the highest number of coconut in Thailand. They express their
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perception on creative tourism that there are various tourist attractions on the island
such as historical, archeological, cultural, traditional places as well as beliefs. Other
similarities in terms of behavior include getting tourism information from the Internet,
visiting Samui Island for relaxing while their most demanding holiday experience is the
islanders’” way of life and the most demanding activity is visiting different tourist
attractions.

The outputs of this study are (1) organizing a model of creative tourism activities
that reflect Samui identity and value added (2) developing a marketing plan in creating
Samui identity and value added for creative tourism. The related agencies can gain
benefits from these outputs by using the creative tourism activities to promote an island
tourism market whereas the marketing information can become a significant guideline for

the future arrangements.
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