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Abstract

The purpose of this research is to study sustainable creative strategies for
food product line, shopping product line, and cultural tourism product line in walking
street of Chiangmai and Phuket province. A total of 414 samples were collected from
Thai, Chinese and Western tourists in Chiangmai / Thapae walking streets, with 138
samples from each nationalities. Another 276 samples were collected from Thai and
Western tourists from Thalang walking street in Phuket, with 138 samples from each
nationalities. The results were as follow:

The organizing committee/ vendors in Chiangmai / Thapae walking streets
should focus on sustainable creative strategies for food product line as follows:

(1) creative strategies for Northern region food / dessert product line for Thai
and western tourists should focus on quality of ingredients, creating attractive visual
designs and convenient consumption, and also using environment friendly packages;
(2) creative strategies for traditional Thai dessert product line for Thai and Chinese
tourists should focus on creating innovations in prolong preservation, originality of

Thai-style design, designing see-through package that Thai dessert inside package



(5)

could be seen to make them attractive to customers, and should also sell in
package that can be bought as souvenirs.

As for (3) creative strategies for food / Thai-fusion dessert product line, (4)
creative strategies for food / international dessert product line, (5) creative strategies
for drinks product line for western tourists.

Shopping product lines constitute of 1) creative strategies for art and craft
products for Thai, Chinese and western tourists by focusing on handmade products,
decoration products, hill-tribe handicrafts, local northern region products. Cultural
tourism product line constitute of creating cultural tourism products for Thai, Chinese
and western tourists by focusing on local music, local foods, Lanna traditions, in
which these strategies positively affect the innovation recognition, overall satisfaction
of tourists, trends for future travel behaviors, and the intention to recommend to
others.

The organizing committee/ vendors in Thalang walking streets should focus
on sustainable creative strategies on food product line as follows:

(1) creative strategies for Southern region food / dessert product line, and (2)
creative strategies for traditional Thai dessert product line for Thai and Chinese
tourists by creating innovation that could prolong food / dessert reservation, in the
form of pellet or dried preservation that could revert to their original properties by
heat. Package should use natural ingredients to protect environments.

As for (3) creative strategies for Traditional Thai dessert product line, (4)
creative strategies for food / Thai-fusion dessert product line, (5) creative strategies
for drinks product line for western tourists.

Shopping product lines constitute of creative strategies for art and craft
products for Thai, and western tourists by focusing on handmade products, home-
decoration products, southern handicrafts, and southern local products. Cultural
tourism product line constitute of creating cultural tourism products for Thai and
western tourists, by using local handicrafts, Thai traditional shadow puppets,
southern music, in which these strategies positively affect the innovation recognition,
overall satisfaction of tourists, trends for future travel behaviors, and the intention to

recommend to others.
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