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Abstract

The objectives of this research project were as follows: (1) to study the
impact of push motivation self-expressive benefits hedonic value learning/ past
experience towards Thai foods pull motivation (food benefits and perceived value)
brand equity (brand awareness and image) on tourists’ satisfaction and post-purchase
behavior. (2) to study the impact of tourists’ satisfaction on restaurant competency
(engagement, community) and post-purchase behavior (3) to study the impact of
foreign tourists’ personal characteristics on satisfaction and post-purchase behavior
(4) to develop the marketing plan and integrated marketing communication plan of
Thai modern fusion foods for foreign tourists: case study of Thai-Halal Thai-Vietnamese
Thai-Chinese Thai-Japanese and Thai-Western foods.

This research project incorporated both quantitative and qualitative
researches. The quantitative research employed the questionnaire as the tool of data
collection from 750 foreign tourists after having tested the food sample of these five

mentioned food types in Bangkok, Pattaya and Huahin. The Quota sampling and
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Purposive sampling were employed to recruit the samples. Regarding the qualitative
research, the depth interview and focus group were utilized to collect data from the
key informants of 30 entrepreneurs/chefs from 5 restaurant types in Bangkok, Pattaya
and Huahin.

The research findings revealed that

1) Push motivation, self-expressive benefits, hedonic value, learning/ past
experience towards Thai foods, pull motivation (food benefits and perceived value),
brand equity (brand awareness and image) was found to influence tourists’
satisfaction and post-purchase behavior.

2) Tourists” satisfaction was found to influence restaurant competency
(engagement, community) and post-purchase behavior.

3) Foreign tourists with different personal characteristics did not have different
satisfaction and post-purchase behavior towards Thai modern fusion foods.

Based on the findings of quantitative and qualitative researches, the
marketing plan and integrated marketing communication plan were developed to
elevate the added value to Thai modern fusion foods for foreign tourists accordingly.
These two plans were aimed to support the tourism growth and the ASEAN
Economic Community in the near future. The details of marketing plan consisted of
the following topics: (1) market analysis consisted of business review, market trends,
environmental analysis and SWOT analysis (2) management plan consisted of the
definition of vision, mission, business objectives and key success factors (3) marketing
plan consisted of market segmentation, market targeting, product strategy, price

strategy, place strategy, promotion strategy and evaluation.



