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Tourism Motivation Theory and Food Tourism

Panuwat Phakdee-auksorn

Abstract

In the ancient time, people formerly travelled to many destinations in search for a land
where food was abundant. However, due to the global changes in economic, social and
technological advancements, the demand and motivation for food of the present tourists may be
different from those who lived in the past. Nonetheless, the fact that competition between tourist
destinations worldwide is becoming more aggressive. This situation subsequently urges each
destination to manage and develop its food tourism product, effectively attracting target tourists
better than its counterpart competitors. This article primarily intends to build an awareness of food
tourism, in which its main idea is to explain the meaning and scope of food tourism, its roles and
significance to the destination as well as the motivation concepts and theory applicable to the

study of food tourist motivations.

Keywords: food tourism, tourism motivation concepts and theory
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