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The research aims to study (1) the process of meaning construction of Thai
food in fine Thai restaurants (2) the meaning of “Thai Food” constructed by fine Thai
restaurants.

The methodology applied in this research is a qualitative through participation
observation and textual analysis using purposive sampling technique. The samples,
achieving Thai restaurants ranked by international ranking institutions and by the global
media, are (1) Srabua (2) Nahm (3) Bo.lan and (4) Blue Elephant.

The research found these Thai restaurants have constructed the meaning of
“Thai Food” through (1) ingredients (2) cooking process (3) food decoration (4) taste
(5) table manners and setting (6) menu (7) waiter/waitress 8) restaurant decoration
(9) price and (10) restaurant’s website.

Thai restaurants create sign commodities by means of articulation. Set of signs
representing global are (1) standardisation (2) knowledge/ professionalism (3) dinner
practices. Meanwhile set of signs representing local are (1) Thai authenticity and (2)

knowledge/ professionalism.



