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Abstract

The objectives of this research are to present and conclude the important theories related to

gastronomy tourism and also to present the lists of local cuisines represented in each region of Thailand.

' 599Mans19138 ATawvugindal Aufiaunssumans iansaluvine1dy 0113gnUSnymanyIyaniinus



140

Thai cuisine is geographically divided into 4 regions: Northern Region Cuisine, Central Region Cuisine,
Northeastern Region Cuisine and Southern Region Cuisine.

Research methodologies are based on the documentary research which books and articles are
used to construct a questionnaire and interview questions for the local people and cuisine expert.

The conclusion of this research: Cuisine is an important part of regional identity which can
be divided into three types of identity construction such as Legitmising identity, Resistance identity and
Project identity.

There are three different perspectives of authenticity of tourism, namely: Objective authenticity,
Constructive authenticity and Existential authenticity.

The cuisines of cultural identity in the northern region are Gang Hanglay, Namprik Ong, Sai Ua,
Kanomjeen Namngiao, Kao-Soi and Namprik Num. The cuisines of cultural identity in the central region
are Gang Keowaan, Tomyum Goong, Homok Pla, Gang Ped, Panang and Gang Som. The cuisines of cultural
identity in the northeastern region are Saigrog E-san, Somtum, Laab, Namprik Plala and Plala Bong.

The cuisines of cultural identity in the southern region are Gang Tai Pla, Kao Yum, Gang Luang, Kua Gling,

Pla Tod Kamin, Budu Song Kueng, Gai Gor Lae and Pad Sator.

Cuisine is the prime motivation for traveling and has been recognized as being expressive of

identity and authenticity.

Keywords: Gastronmy Tourism, Cultural Identity, Arthentic
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