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A Guideline for Creating and Managing Thai Dessert Identity for Cultural
Tourism Promotion research project has three main objectives which are 1) to study
the perception of international tourists towards dessert identity 2) to study the
communication level of Thai dessert producers 3) to develop the guidelines for
creating Thai dessert identity for cultural tourism promotion and 4) to develop the
guidelines for positioning statement regarding developing and managing integrated
marketing communication strategy for Thai desserts. The research framework is
composed of 2 main parts, which are receivers’ perceived Thai desserts identity and
senders’ projected Thai desserts identity. The population for part one of the research
are international tourists who travel in Thailand and have experience with Thai
desserts. Survey is research technique in collecting data. The population for part two
of the research is Thai dessert retail shops located in Bangkok metropolitan area.
In-depth interview is research technique in collecting information.

Research result from 360 International tourists’ perception toward Thai
desserts showed that the top-three attributes that influence the selection of Thai
desserts are taste, appearance, and flavor. The top three important purchasing
criteria for Thai desserts are appearance, taste quality and flavor. Sticky rice with
mango has the highest awareness score by international tourists. Sticky rice conserve,
Taro balls in coconut cream, Thong Yib, Thong yod, Foi thong, Egg custard, and layer
pudding are in the lower rank in term of awareness level. Perception of international
tourists toward Thai desserts are “Most Thai desserts are sweet and sometimes a
filling snack opposed to a light and airy Western style dessert.”, “Thai desserts are
something sweet to eat after a meal.”, “Thai desserts have been used in Buddhist
rituals.”, and “Thai desserts are characterized by sweet syrups, coconut cream,
tropical fruits, and sweet sticky rice.”, “An indulgence of Thai desserts is an
eye-opener to a new angle of Thailand’s sweet flavors and a food gastro-adventure

that never gets boring.”.



Research result from 10 Thai Dessert manufacturers indicates that
entrepreneurs try to communicate about Thai desserts to international tourists. All
entrepreneurs have experience being guest speakers at international food trade
shows, which are organized both by private and public sectors. The communication
campaign mainly illustrates the abundance of food grains in Thailand. Most adopt
new technology such as social media and websites and word of mouth
communication strategies in disseminating Thai dessert information. In addition, Thai
dessert names are created differently based on entrepreneurs’ preferences that are
transliteration and external appearance. Based on research results from international
tourists and Thai dessert manufacturers, researcher develops the guidelines for
creating Thai dessert identity for cultural tourism promotion by proposing 6
dimensions 1) attribute 2) culture 3) personality 4) symbol 5) name and 6) tag line for
Thai desserts. According to recommended Thai dessert identity, researcher proposes
the guidelines to develop positioning statement and manage integrated marketing
communication strategy for Thai desserts. Researcher proposes positioning statement
as follows: Ka-Nom Thai: Gorgeous Treats from Nature. For managing integrated
marketing communication strategy for Thai desserts, researcher proposes 2
approaches 1) above the line which are television advertising, magazine advertising,
and public relations and 2) below the line which are events, special experience
websites, social media digital marketing and personal selling. The key important
factor in driving Thai dessert identity to achieve worldwide awareness is the
integrated Thai dessert database in foreign languages, which should include name,
ingredients, cooking method, usage in rituals, traditions or ways of life by Thais, and

marketing channels.





