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Abstract

The purpose of this research is (1) to study the effects of personal
characteristics of foreign tourists on the demands of modern Thai fusion foods,
including Thai-Halal, Thai-Vietnamese, Thai-Chinese, Thai-Japanese and Thai-Western;
(2) to study the effects of personal attitudes and behaviors on the demands of
modern Thai fusion foods; (3) to study the effects of production positions and
identity on the demands of modern Thai fusion foods; (4) to study the effects of
attitudes towards each of the Thai-fusion menus identity on the demands of modern
Thai fusion foods; and (5) to analyze the information gathered to study the market
feasibility of the Thai-fusion foods businesses. The research was done using
combination of both qualitative and quantitative methods. Quantitative analysis was
done using questionnaire as the tool for collecting research data from foreign tourists
by food sampling of modern Thai-fusion foods in 3 areas, namely Bangkok, Pattaya
and Hua Hin, Qualitative analysis was done using in-depth interviews and/or focus-
group methods with restaurant owners and chefs.

From the research it was found that, in general foreign tourist has the best
attitudes and demands on Thai-Halal foods. Menu that has highest demands for Thai-
Halal food is Curry Chicken with deep-fried noodle; for Thai-viethamese food is

Coconut-milk noodle with grilled pork; for Thai-Chinese food is Steamed Grouper Fish
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in herbal Soy Sauce; for Thai-Japanese food is Yakitori in Thai-style galic and peper;
for Thai-Western food is Grilled Pork with Thai-Style Spicy Sauce

Menus that has best identity image and product position for Thai-Halal food is
Curry Chicken with deep-fried noodle; for Thai-Vietnamese food is Coconut-milk
noodle with grilled pork; for Thai-Chinese food is Steamed Grouper Fish in herbal Soy
Sauce; for Thai-Japanese food is Yakitori in Thai-style galic and peper; and for Thai-
Western food is Thai-Style Herbal Salmon Steak with Thai Jasmine rice

From the hypothesis testing, it was found that tourists with different personal
characteristics have no difference in demand for modern Thai-fusion foods, except
tourists with different age have different demands for Thai-Chinese food in terms of
tendency for future repeated consumption and current tendency to choose the
menu; tourists with different travel pattern have different demands for Thai-Chinese
food in terms of current tendency and future tendency to choose the menu; and
tourists with different nationality have different demands for Thai-Vietnamese food in
all terms at 0.05 statistical significant levels.

Attitudes and personal behaviors were correlated with demands in terms of
future repeated consumption for Thai-Chinese and Thai-Japanese menus; and were
correlated with demands in terms of future tendency to choose the menu for Thai-
Halal, Thai-Viethamese and Thai-Chinese menus.

Products positions and identity toward modern Thai-fusion foods and
attitudes toward food menus in general were correlated with demands for modern
Thai-fusion foods in all aspects, but the aspect details were different for each and
every menus.

From the qualitative analysis, it was found that free food samples were
usually offered to customers to test for new menu acceptance, but for small
business there will be no questionnaires. For small food stalls, customers in fact
usually dislike new menus and often stick to the old menus.

In naming the new menus, if the names are too difficult to understand,
customers usually would show no interest in the menus. Instead, it is customary to
give the new menu an easy name, and put the explanations of the ingredient details

into the menus.
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