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Motivations, Attitudes, and Social Media Influence Affecting the Willingness to Pay for

Food Tourism among Generation Z Tourists in Songkhla Province
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Abstract

This research aims to study the motivations, attitudes, and social media influence on the
willingness to pay for food tourism among Generation Z tourists in Songkhla Province. It also
investigates the factors of motivation, attitude, and social media influence affecting willingness to pay
by applying the Push and Pull Theory (Dann, 1977). This study employs a quantitative research
method, with a sample group of 300 Gen Z tourists aged 18-27 in Songkhla Province, consisting of
200 students and 100 working-age individuals. Data were collected through online questionnaires and
analyzed using descriptive and inferential statistics.The findings reveal that Gen Z tourists have a high
level of willingness to pay for food tourism. Furthermore, motivations, attitudes, and social media
influence have a statistically significant positive impact on their willingness to pay. The results suggest
that creating unique culinary experiences that align with local identity, combined with effective social

media communication, can enhance the willingness to pay among Gen Z tourists. This research can



serve as a guideline for developing food tourism policies and strategies in Songkhla Province to

effectively meet the behaviors and needs of the new generation of tourists.
Keyword : Motivation, Attitude, Social Media Influence, Willingness to Pay, Gen Z
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