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The objectives of this research project were as follows: (1) to conduct the
market testing and business analysis of local functional food products from local raw
materials (2) to study the influence of tourists’ attitudes towards local functional
food products on overall satisfaction (3) to study the factors influencing overall
satisfaction, purchase intention and willingness to purchase local functional food
products.

The five menus of local functional food products were created from the local
raw materials in Chiangrai, Nong Khai, Petchburi and Surat Thani which were
accounted for 20 menus. This research project incorporated both quantitative and
qualitative researches. The quantitative research employed the questionnaire as the
tool of data collection from 800 foreign tourists after having tested the samples of 20
menus of local functional food products in Chiangrai, Nong Khai, Petchburi and Surat
Thani. The quota sampling and 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 40 entrepreneurs/chefs after
having tested the samples of 20 menus of local functional food products in

Chiangrai, Nong Khai, Petchburi and Surat Thani.

The research findings of hypotheses testing revealed that

1. The attitudes toward good taste and nutritional value influenced foreign
tourists” satisfaction towards each menu of local functional food products of
Chiangrai, Nong Khai, Petchburi and Surat Thani.

2. Satisfaction towards food taste and the value of healthy food influenced
foreign tourists’ behavioral tendency towards each menu of local functional food
products of Chiangrai, Nong Khai, Petchburi and Surat Thani.

3. The food taste with group acceptance influenced foreign tourists’ overall
satisfaction, purchase intention, intention to recommend and willingness to pay
towards local functional food products of Chiangrai, Nong Khai, Petchburi and Surat
Thani.

4. The innovation adoption of food menu influenced foreign tourists” overall
satisfaction and intention to recommend towards local functional food products of
Chiangrai and Petchburi.

5. The celebrity endorsement influenced foreign tourists’ willingness to pay
towards local functional food products of Petchburi.

6. The perceived value influenced foreign tourists’ overall satisfaction
towards local functional food products of Surat Thani.

7. The communication and prior experience influenced foreign tourists’
overall purchase intention towards local functional food products of Surat Thani.

8. The communication influenced foreign tourists’ overall intention to
recommend towards local functional food products of Surat Thani.

9. The communication and celebrity endorsement influenced foreign
tourists” overall willingness to pay towards local functional food products of Surat

Thani.



Based on the findings of quantitative and qualitative researches, the
marketing strategies were developed as follows:

1. The objectives of marketing strategy are aimed to build favorable attitudes
towards local functional food products and the adoption of innovation of local
functional food products.

2. Target marketing strategy will focus on western customers as the primary
target group and Japanese, Chinese and other nationality customers as the
secondary target groups.

3. Product strategy will emphasize product positioning in terms of the value
of healthy food (low calorie and good taste), packaging strategy, branding and label
to communicate the value of local functional food products.

4. Integrated marketing communication strategy is aimed to communicate the
value of healthy food (low calorie and good taste), enhance the favorable attitude
towards good taste and the value of healthy food. Moreover, the innovation
adoption of food taste, perceived value, traditional and new communication,
celebrity endorsement and authentic experience seeking are also conveyed to
induce purchase behavior, intention to recommend and willingness to pay.

5. Price strategy is based on the judgment of product cost and perceived
value of customers. The price strategy can be set by means of mark up on cost,
mark up on selling price and quantity discount.

6. Distribution channel strategy through wholesaler, retailer (Restaurant and
souvenir shop), tour business and guide, emphasizes the location which is most

accessible to tourists.



