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The objectives of this research project were as follows: (1) to investigate the
influence of consumers’ attitudes of sensory perception, emotional value, packaging
and price on post-purchase behavior (overall satisfaction, innovation adoption,
purchase intention and word of mouth communication) towards the menus cooked
by Thai spices and herbs seasoning (2) to study the influence of overall satisfaction,
innovation adoption on purchase intention and word of mouth communication
towards the menus cooked by Thai spices and herbs seasoning (3) to examine the
impact of tourists” attitudes of product concept, integrated marketing communication
(IMQ), label and brand name on innovation adoption towards the menus cooked
by Thai spices and herbs seasoning.

This research project was conducted as the quantitative research by using the
questionnaire as the tool of data collection from 232 Thai consumers and 225
foreign consumers in Bangkok. The quota sampling and convenience sampling were
employed to recruit the samples. The samples were selected to test 6 Thai local
menus cooked by 6 Thai spices and herbs seasoning before completing the
questionnaire including (1) Khao Mok Thai-Muslim Yellow Sauce (Tak) (2) Phad Cha
Spicy Wild Ginger with Herb Sauce (Nakhon Pathom) (3) Yen Ta Fo Sauce (Spicy
Fermented Red Bean Curd) (Suphanburi) (4) SAM KALEN Sauce Chantaburi) (5) SAM
KALEN Powder Chantaburi) (6) SAM KALEN Cube Chantaburi).



The research findings of hypotheses testing revealed that

1. Thai and foreign consumers’ attitudes of sensory perception, emotional
value, packaging and price influenced overall satisfaction, innovation adoption,
purchase intention and word of mouth communication towards the menus cooked
by Thai spices and herbs seasoning.

2. Thai and foreign consumers’ overall satisfaction and innovation adoption
influenced purchase intention and word of mouth communication towards the
menus cooked by Thai spices and herbs seasoning.

3. Thai and foreign consumers’ attitudes of product concept, integrated
marketing communication (IMC), label and brand name influenced innovation

adoption towards the menus cooked by Thai spices and herbs seasoning.

Based on the research findings, the marketing strategies were developed by
emphasizing the following aspects: (1) The development of products’ sensory
perception by focusing on the taste touch of Thai spices and herbs (2) The
promotion of emotional value in terms of enjoyment of consumption (3) The design
of packaging to assure the product quality and easy to use (4) The value pricing
compared with the benefits received (5) The development of product concept by
focusing on the value of Thai spices and herbs and nutritional value (6) The free trial
of the menus cooked with Thai seasonings and the free copies of new food recipes
(7) The inclusion of cooking details of seasonings on product label (8) The design of

logo communicating the Thai identity and cuisine.



