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Introduction

in 1967, the Assodiation of Southeast Asian Nations or ASEAN was founded with five original
membear countries including Indonesia, Malaysia, Philippines, Singapore and Thailand (Pangestu,
2009). Nowadays, ASEAN comprises of ten members with Myanmar being the latast country that
has joined the organization {Pangestu, 2009), The purposes of the ASEAN establishment are
stimulation of economic growth, adoption of an industrial project planning for improvement of
living standards and construction of an industrial joint~venture scheme (Pangestu, 2009). The
cooperation of ASEAN also focuses on the tourism industry due to the fact that the ASEAN region
shows a high number of attractive destinations as evidenced by consecutive increases in theo
number of tourist arrivals. Moreover, the ASEAN region has been reported for its powerful growth
of the tourism industry by the increase of tourist arrivals particutarly Thailand, Myanmar, Vietnam
and Cambodia (World tourism organization, 2614). The significant progress of the tourism industry
facilitates the free flow of goods and services, based on the collaborative program named “The
ASEAN Mutual Recognition Arrangement (MRA) on Tourism Professionals” (ASEAN Tourism Ministers
Meeting (M-ATM, 2015). The collaborative program also considered the toolboxes for helping the
hotel division, which consisted of front office, food and beverage service, food production etc. A
comprehensive joint-program of marketing was also conducted in order to enhance the promotion
of tourism activities, Southeast Asia destinations, and tourists’ preducts and ultimately promote
the Scutheast Asia region as a powerful tourism industry (ASEAN Tourism Ministers Meeting (M-
ATM),

The world tourism organization (2014) forecasts that the strongast growth of the tourism
industry towards 2030 would be in the Asia and Pacific region together with the fastest growth of
global market share. However, other regions such as the Middle East and Africa also gradually
increased tourist arrivals and market share. This may reflect the higher competitiveness of tourism
destinations, which may force Southeast Asia tourism. The increases of tourism competition
encourage tourism industrial in the region to regenerate the potential tourist attractive destinations.
It is important to consider the tourist products that have high potential to increase the attractive
tourist destination. in Southeast Asia, it is obvious that several food menus of this region have been
proposed for the best food menus among 50 food menus over the world {CNN travel staff, 2016).
This existing best practice on food culture of Southeast Asia can be a powerful emblem for food
tourism initiative.

Richards (2002) stated that local cutture could be a potential source of new tourist
products to attract tourists among the increased competition between tourism destinations. Local
food production links to tourism by the tocal food retailers, who are local people, which can boost
the local economy by utilizing local resources (Richards, 2002).  Local food is a cultural artifact
with numerous activities that people can involve in many locations and through many activities
(Everett and Atchinson, 2008).  Using local food directly or indirectly as the tourist product can
add value to the destination and local food can be utilized to contribute the effective rarketing
of tourist destination {du Rand et al , 2003). The development of local food as important products
for tourism should be conducted based on the context of the local or nationat culture (Richards,
2002). However, on the other hand, the context of tourist should be considered due to the
diversity of their food perceptions. Food can be either an attractive factor for the tourists {Richards,
2002) or a potential impediment to affect tourist destinations {(Cohen & Avieli, 2004). However,
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there are the insufficient academic attentions paid to the way in which tourists involve in local
food. It is imporiant to explore tourist’s attitudes regarding to the roles of food and relevant
components that can be used for facilitating tourist’s destination. The tourist attitudes toward
local food can occur in several points of view which depend on their perceptions that may derive
from tourist’s experience and the market tend (du Rand et al , 2003). Likewise, the intention of
tourist tc purchase or to consume local food while they travel may be complex which needs to
be elucidated for a better understanding of their attitudes. Although the lecal food can impress
the tourists by the specialties and local identity which can offer the authentic and exotic experience
to them, food related tourism has not been consicerad for its strong potential (du Rand et al |
2003). The convenience of infrastructure, safety and tourism rescurces also play a vital role for
the destination decision. To facilitate the good attitude of tourist on the local food, it need to be
identified the detail of their attitudes toward local food in South £ast Asia and need to understand
tourist’s attitudes prior to providing information to them {(Witcock et af, 2004). The obtained data
in this study can help to explore the linkage between food and tourism that can be a framework
for making destination marketing strategies and promotional material for tourism within the region.
This study focused on the Thai and foreign tourists’ attitude due to the fact that they have different
in their attitude due to their different in perceptions and experiences. The data from both tourist
type may be useful for tourlsm organization to contribute the tourist attractive destination that

suitable for Thai or foreign tourist.

LITERATURE REVIEW
Consumer attitudes towards food hroduct

The complexity of a consumer’s purchase intention can be affected by several factors.
Based on a study undertaken by Jaafar & Mohamed (2013) who found that the overall attitude
toward private label food products was the most important factor in determining consumers’
purchase intentions. Moreover, they indicated that the more positive attitude was the more likely
to have more intention to purchase the food product. Wilcock et af. (2004) rernarked that
consumer attitudes toward food safety tinked to the particular consumers’ identity including
demographic and socio-econornic status, culture, personal preference and experience. The
relationship between personal demographic can be found from a study of Johnson et al. {1998)
which found that the elderly or old age groups may have the optimistic bias on food safety that
may lead them to have high risk from taking the unsafe food from their unawareness in food safety
and from the unclear appropriation of safety food storage duration.

Based on these researches, the intention of a consumer to buy food, or to try food
praducts, depend on several factors, therefore, more investigation of consumer attitude should be
conducted in order to obtain more details concerning food related aspects (Wilcock et al., 2004).
Understanding tourist's attitude can help to obtain the rational decision about the willingness to
buy the food and how the tourists” percepts about the existing data associate with the local food.
The weak or strong attitude on food product regarding to tourism should be investigate in order to
find more information for tourism industrial.

Food Culture in Southeast Asia

The food cultures in Southeast Asia are diverse due to the fact that this region contains

several ethnic, religious, and history diversities. Rice is the staple food in this region and people



use it to make different kinds of flour and noodle. The Scutheast Asia food is notable for the
complexities of flavors, aroma, rich in spice and herb, and using fresh local vegetables. The
complexity of flaver found in Southeast Asia derives from the mixing of herb and spice in the food
recipes resulting in the prominence of taste and aroma. The traditional cooking styles in Southeast
Asia are boiling and grill and the meals are usually fresh prepared which are served all dishes
together. However, since Chinese cooking style spread to this region, the using of heat tolerant
kitchenware such as wok and metal pot has influenced cooking style in Southeast Asia. The using
of wok or pan for deep fry, stir fry and braised technique has also influenced local people to create
the unique cuisine that has accurred from combination hetween Chinese style and local style
(Dome, 2016). Therefore, nowadays, the diverse menus in this region consist of several cooking
methods including, traditional soup such as “Tom yam” (Thailand), Grill meat such as “satay”
(Malaysia, Indonesia and Thailand), stir fry such as “Nasi goreng” (Indonesia) and “Phad Thai”
(Thailand) , deep fry such as “deep fry Vietnamese spring roll” (Vietnam) and braise of several
meats containing dish such as  “Baik kut the"{braise pork leg and pork viscera) (Brent and Susan ,
2014). The integrating of curry dish from india that has influenced foed culture in Southeast Asia
since the ancient period leads to the incorporation of using dry spice, fresh herb and coconut milk
(substitute milk that usually uses in India) for cooking the unique curry of the region. The curry
dishes of Southeast Asia ubiquitously appear amone mainland countries and insular countries. in
Thailand, the very famous curry dish such as “Mussaman” was listed by CNN (CNN travel staff,
2016) as one of the best food armong 50 kinds of foad in the world. Moreover, green curry and red
curry also found in restaurant or street food in Thailand and Cambodia. In Malaysia and indonesia
different kinds of curry paste are used as the ingredient for mixing with meat or noodte. (Brent and
Susan, 2014}, A similar recipe and the process that people in this area use for preserving their
foods can be found in the area that locates at the same geographical distribution. For example,
the most favoring salty taste condiments using within mainland countries or Mekong countries are
the fish sauce and fermented fish. This region locates near several rivers that contain high diversity
of river fishes which are used as the raw material for creating the fish sauce and fermanted fish. In
Thailand, fish sauce is called “Nam pla” while people in Vietnam call “Nucc Nam” and Cambodia
call “Teuk Trey”. The fermented fish also found in several menus of local food from Mekong
region. In Combodia, fermented lishiis catied #Prabwc” and il is usted e Uie condienent corbination
with chili paste and adding in spicy salad while people in Thailand alsc use fermented fish as the
seasoning for papaya salad and several kinds of scup and cuny. Several food menus found in Lao,
Vietnam and Cambodia influence from French since they became the French colonization, The
appearance of baguette consumption in Lao, Vietnam and Cambodia is found ubiguitously and
people also make some unique menus that harmeny to their local cultures. (Rivigre, and Smend,
2005 ;Esterik, 2008},

Although major cooking styles in this region seem to be similar throughout the area, the
differences in raw materials, seascning and eating pattern also appear. The different traditional
eating pattern can be found among countries in mainland. People in Vietnam prefef to use
chopstick while people in Thailand, Lao and Cambodia sometimes use their hands to eat traditionat
food such as sticky rice. The different kinds of eating pattern of Vietnam from Thaitand, Lao and
Cambodia derived from the influence of China culture on Vietnam. People in Thailand Lac and
Cambeodia consume sticky rice which traditionally use hand for eating (Esterik, 2008}. The food in



Malaysia, Indonesia and Brunei are prepared based on the Muslim discipline while Singapore has
several kinds of food menus due to the high different ethnic groups. Philippine has been influenced
by Spain and United State of America since the Colonization period. Several kinds of food menus
in Philipgine are derived from the integrating of Spain and native pecple in the Island (Brent and
Susan , 2014) such as sausage call “Longganisa” and “Adobo” (meat seafood and vegetables
simmered and marinate with vinegar) which is the popular dish in Philippine that has influenced
from Spain.

Local food in tourism

Food has become an important factor for tourism due to the fact that food is one of our
basic needs and can be a factor offering a substantial experience to the tourist. A significant
expenditure of tourist was found to involve food (Mak et al., 2012). Tourlst use around one third
of their revenue on foed and beverage (Telfer & Wall, 2000). Kim ef al (2009) remarked from
several studies that the consumption of food and beverage by tourists when travelling became a
key role of an economy based on tourism. As the rising of competition in the tourism industry,
new tourist products have become more urgent. Tourist food preferences are becoming a crucial
role ta foster the food related activities including local food supply, agricultural production, and
food imports.  The demand of food for tourism can contribute to the food product for tourist
attraction and may be the motivator for the destination decision (Mak et al., 2012). Recently, the
rise of food-related tourism has led to a number of food-related tourism definitions, For instance,
the term “gastronomy® which is obviously known as the food related activities where by Richards
(2002} menticried in his report that sastronomy means to the wide range of food which can include
the cultural practice related to food and the peasant food typical of the regional and local cuisine.
Therefore the terms such as “gastronomic tourism” have been used for describing food-related
tourism and can be taken into account in the destination marketing to attract tourist (Richards,
2002).

Linking to tourism, the information of the roles of local food in associate with tourist
aspects is still insufficient. The meaning of local food has been propesed by Richards {2002) who
stated that local foed production derived from local people that use local raw materials and
ingredients that collected in the local area. Local food production usually occurs in the rural area
and it can be the tourist’s products that generate the authentic experience. The local food or local
cuisine can be call as “traditional product” which has been proposed that local food can arouse
the local tourism industrial (Bessi'ere, 1998). Local food menus in Southeast Asta exhibit the linkage
between geographical status, climate, religion, agriculture, ethnic and cultures, !n rural area of
Southeast Asia countries, several food menus show the very unique and specialty in their
characteristic. Sorne special menus appear during festival and exist in specific area. For instance,
during Ramadan period of Muslim in Malaysia, Indonesia and Singapore people in this area will do
several of special foods to consume in their family such as Bubur lambuk (rice porridee with a
variety of ingredients, sweet potatoes, prawns, beef, and herbs) and Ketupat (dumpling made of
rice cooked in a woven palm leaf container) (Aquino, 2017) and these foods are sold in festival or
sold as street food. These foods become traditional food and can be the attractive tourism product
in the area due to the fact that food or catering experience is one of the important factors

influencing tourist’ parceptions of destinations (Jingjing, 2012).



. ‘\\:'._

s uHeBu

Tourisim i Soulheasl Asia

As already mentioned, Southeast Asia or ASEAN is the region that has high potential in the
development of tourism. The tourism industrial in this region has long baen astablished economic
activities and has become the significant industrial throughout the regicn {Hitchcock et al., 2008).
The tourism industry in the region exhibits the rapicd srowth which associates Lo the success of
campaigns that was contributed in the region. Thailand has become the high succession of
facilitating the arrival of tourists by the campaigns “visit Thailand years” that was established in
1987”. This event can be the driving force to promote tourism in various countries of ASEAN
(Hitchcack et al., 2008), Singapore also develops gastronomic tourism by setting the campaign
Singapore as the land of fusicn food and New Asia Cuisine {Chaney & Ryan, 2012). In Thalland, the
tourism industry offers a growth rate from tourism income of more than that of the country’s GDP
(Kaosa-ard, 2002). Moreover, in 1997, among Asia Pacific countries, Thailand was rated as the
highest scare on food, historical sites and cultural events respectively (Kaosa-ard, 2002). This report
was similar to a study of Aishah et af {2010) which remarked that foreign people always ranked
Thai food at number four after ltalian, French and Chinese foods. The most important role of
popularity of Thai food was initiated from the promoticnal campaigns “Thailand as Kitchen of the
world” that has been created by Thai government since 2005, This campaign fortified the Thai
restaurants or Thai business sectors to invest outside the country and the govermnment supports
training courses, financial loans and information {Aishah et atl., 2010). Since, the tourism industry
has become a significant factor for development in several countries in Southeast Asia, a number
of studies have reported data about tourism in this region. The regional tourism integration among
countries located in the Mekong watershad area was reparted (Hong-gang, et al., 2006). This
corroboration comprised the countries where lacate at the golden triangle including Thailand, Lacs,
Myanmar and China. The developed tourism preducts were border tourism, muiti-destination
tourism, and cruises on Mekong River (Hong-gang et al., 2C06).

Based on several points of view, the Southeast Asia showed the hish potential of the
tourism. The country group including, Singapore, Malaysia and Thailand have showed their strength
in attain tourism. However, the high competitive tourisms industrial can force the oreanization to
seek more information to increase tourism potential competition. The new tourists’ attractive
products might be the significant way to support the ability of the countries to compete with
ancther region. With this issue, this present study will focus on the attitudes of tourist towards the
local food and the derived data could be the useful information for tourism industrial engagement.

RESEARCH METHODOLOGY

The objective of this study was to investigate the attitudes of tourists toward tocal foods
in Southeast Asia. Because of Thai and foreign tourists exhibited the different in their perception,
this present study focused on the different attitudes of both groups and the result could be shown
the different aspect of the different tourist gropes. This study attempted to explore the attitudes
of Thai and foreign tourists towards 4 categories of local food including product, price, place, and
marketing.
Research instrument

This study was a survey study by using questionnaires to obtain the data. The structured
questionnaire consisted of 3 parts as follows:
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Part I: This part of the questionnaire comprised 2 items, The first item was a socio-
demaographics content including, sex, age, education, career and residence, The second itern was
constructed to obtain the frequency of Uhe Southeast Asia counbiss that respondents had visited
within one year. The respondents were asked to check a list to complete their destinations so
they can select more than one destination.

Part Il This part of the questionnaire was constructed to ask the tourists for their
experience regarding to the food menus in this region. The obtained data showed as ihe ranking
of percentage that tourists used to consume the food. For Thai tourists, the foods menus of that
originate from Thailand were excluded such as Phadthai, Tomyum kung due to the fact that the
tourists already known and it was supposed that atl of them used to consume.,

Part lil; This part of questicnnaire was constructed to assess the attitudes of the
respondents toward local foods of Southeast Asia. There were 4 main aspects of the questionnaire
including, product, price, place and marketing, These four categories were developed based on
the marketing aspect by using the survey guestionnaire for the in-depth information that can help
to make the advantage on niche market {Chatchai, 2016). The product in this study referred 1o the
food identity, appearance, the menus and the ingredients that exist among the local foed in
Southeast Asia. The price referred to the worthiness of the food and how those price labels were
displayed. The place referred to the location of food selling, the atmosphere of the restaurant,
the cenvenience to buy food. The marketing aspect referred to the media coverage of local food.
Mare details of each aspect were aggregated to obtain more contexts of the respondents’ attitudes.
The respondents were asked to rate their attitudes by using a five-point Likert scale varying from 1
(definitely disagree) to 5 (absolutely agree). The range of the mean that were used for considering
the attitude tevel as follows in table 1;

Table 1 The range of attitude score

Range of score  Atfitude level

421 -5.00 Absolutely agree High

341 -4.20 Agree Rather High
261 -3.40 Not sure Medium
1.81 - 2.60 Disagree Low

1.00 - 1.80 definitely disagree Very low

Before using the questionnaire to collect the data from tourists, a preliminary reliabitity check was
done by testing the questionnaire with 30 people and using Cronbach’s Alpha Coefficient by the R
program (R Core Team, 2012). The Cronbach’s Alpha vaiue from the reliability construction was
0.8251, which was deemed to be reliable with a high degree of intemal consistency for all
measures.
Data collection

The data was collected by questionnaires filled out by tourists in Thailand. A convenience
sampling technigue was constructed for taking the samples. The samples comprised 484 Thai
tourists who visited Southeast Asia countries and 492 foreign tourists. The data collection was
undertaken during the period of November 2015 - May 2016, The selected areas in this study
were the famous tourist cities in Thailand including, Pattaya, Phuket, Chiang Mai, Ubon Ratjathani



and Bangkok (as shown in figure 1). The places for collecting the data were at the airports, tourist
attractions, restaurants, and hotels,
Data analysis

The obtained data was analyzed by using the R program (R Core Team, 2012). The general
information of the respondents was analyzed and showed the results as frequency and percentage.
The attitudes of the tourists towards local food in Southeast Asia showed the results as mean
values { x ) and standard deviation. The disparities of the attitudes among category such as sex
and tourist type were tested by t-test whereas the different between age , education and careers
were tested by ANOVA,

Figure 1 Sampling locations under this study. Round dots indicate the selected tourist cities in
Thailand.

RESULT
Socio-demographics of Thai tourists

Of the 484 Thai tourists, 40.91% were male and 59.09 were female, The respondents less
than 30 years old were 39.67%, between 31-40 years old were 33.06%, between 41-50 years old
were 18.18%, and over 50 years old were §.09%. The most respondents had a graduate bachelor
degree (62.60%) foltowed by under graduate (20.45%). 25.41% of respondents were government
officers, followed by 24.38 % of employees, 23.55% of students, and 17.56% were entrepreneurs.
Most respondents were from the North East of Thailand (24.59%), followed by residents of the
central part of Thaitand (24.38%) and followed by the residents of the North of Thailand {20.87%).
Socio-dernographics of foreign tourists

Of the 492 foreign tourists, 50.20% were male and 49.80% were female. The respondents
less than 30 years old were 42.68%, between 31-40 years old were 27.85%, between 41-50 years
old were 14.02%, and over 50 years old were 15.45%, The most foreign respondents were graduate
bachelor degree (42.36%) following by under graduate (28.66%) and higher than bachelor degree
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(23.58%). Most foreign respondents were emplayees {(35.37%), followed by students {(17.68%) and
15.24 were entrepreneur. Most foreign respondents were lrom Ewrope {42.68%), followed by USA
(23.58%) and Asia (20,12 Yo},
The most visited countries within one year

The results of data analysis showed that most of Thai tourists visited Laos (45.66%) as the
first ranking, followed by Myanmar (27.27%), Malaysia (21.90%) and Singapore {18.6%) respectively
(Table 1). Meanwhile, the foreign tourists visited Thailand (81.31%) as the first ranking, followed by
Singapore (25.61%), Malaysia (23.37 %) and Cambodia (18.29%) respectively (Table 2).

Table 2 The most visited countries of the respondents

Order Countries Percentage

Thai tourists

1 Laos 45.66

2 Myanmar 2727

3 Malaysia 21.90

a4 Singapore 18.60
Fareign tourists

1 Thailand 813

2 Singapore 25.61

3 ' Malaysia 2337

4 Cambodia 18.29

The food menus

The result derived from asking the tourists to list for the food menus that they used to
consume during they visited Southeast Asia was shown in table 3 and table 4. Most of Thai tourists
used to consume Satay 79.96%, Hainanese Chicken Rice (72.11 %) and  Cha gio /spring rolls 70,04
%) respectively. Tha first three menus that foreien tourists had the experience to consume themn
were the food menus the originated from Thailand including, Phadthai, Tomyum Koong and
Mussaman curry.

Table 3 The ranking order of food menus that Thai tourist used to consume

Order Food menus Originated focd menus  Respondents  Percentage
1 Satay Incionesia 387 79.96
2 Hainanese Chicken Rice Singapore 349 72.11
3 Cha gio /spring rolls Vietnam 339 70.04
a Num banh chok -Khmer Cambodia 262 56.13
ncodles
5 Fresh lumpia Philippine 259 5351
6 Pho Vietnam 238 4917

7 Mee Goreng Malaysia 217 44.83
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Order Food menus Originated food menus  Respondents  Percentage
8  Bak kut teh Malaysia 192 39.67
9  Roti Prata _ Singapore 188 38.84
10 Kolo Mee Brunei 158 32.64
11 Amok Cambodia 86 17.77
12 Bun Cha Vietnam 75 15.50
13 Luang Prabang Salad Lao 73 15.08
14 |ongganisa Philippine 63 13.02
15 orLam Lac 63 13.02
16 Mohinga Myanmar 62 12.81
17 Laksa Singapore 56 1157
18 Jaw Maak Len Lao 52 10.74
19 NasiLemak Malaysia 45 9.30
20 Soups chhnang dea Cambodia a3 8.88

Table 4 The ranking order of food menus that foreign tourist used to consume

Order Food menus Originated food menus  Respendents  Percentage
1 Phad Thai Thailand 311 63.21
2 Tom Yam Goong Thaitand 277 56.30
3 Mussaman curry Thailand 208 42.28
4 Cha gio /spring rolls Vietnam 185 37.60
5 Satay Indcnesia 173 35.16
6 Pho Vietnam 152 30.89
7 Amok Cambodia 144 29.27

8 Roti Prata Singapore 139 28.25
9 Nasi Lemak Malaysia 133 27.03
10 Mee Goreng Malaysia 133 27.03
11 Hainanese Chicken Rice Singapore 121 24.59
12 Laksa -Singapore 116 23.58
13 Soups chihnang dea Cambodia 107 2175
14 aAdobo Philippine 103 2093
15 Bak kut teh Malaysia 103 20.93

16 Nasi goreng Indonesia 103 20.93
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Order Food menus Originated food menus  Respondents  Percentage
17 Fresh umpia Philippine | 102 20.73
18 Bun Cha Vietnam 88 17.89
19 Orlam Lao 84 17.07
20 kolo Mee Rruinei R? 16 A7

The attitudes of tourists towards product aspect

Thai tourists and foreign tourists have similar attitudes at the highest level on the product
aspect of local foods (X =4.14 + 0.68 and X =4.15 + 0.73 respectively) (table 2). According to the
contexts of the product aspect, Thai tourists had the highest attitude ratings for local identity and
culture characteristics of local foods (x = 4.40 + 0.54) while the variety of menus were rated to a
lesser extent (x = 4.32 + 0.59 and X = .29 + 0.68 respectively) (tablel 5). However, foreign tourists
showed different attitudes on the product aspect. They exhibited the highest ratings on the

convenience to access local food (x =431 + 0.69) while the verity of food on the menus as well

as the appearance of local identity were rated to a lesser axtent

Table 5 The mean values of tourist’s attitude towards the context of product aspects

Attitudes aspect

Thai tourists

Foreign tourists

1. Local foods in ASEAN represent the local identity and 440+ 054 423+ 060
local culture.

2. Local foods in ASEAN show the diverse menus 4.32 £059 426 £ 0.64
3. Local foods in ASEAN have the good appetite 3872073 421x072
4. Local foods in ASEAN show particular appearance or 411+0.63 41212073
interested characteristics

5. Local foods in ASEAN show interesting consumption 406 £0.60 4.00x0.79
patterns

6. The raw materials of local focd in ASEAN show 415+ 066  4.05x0.77
novelty

7. The local foods in ASEAN are made from high nutrient 429 £ 0.68 407 2 0.80
raw materials and contain herbs and spices.

8. The local foods in ASEAN have a good reputation and 410 £ 069 411 x0.75
are popular among tourists

9. The locat foods in ASEAN are convenient to find and 3934079 431 +0.69
consume

The overall mean scores 4,14 £ 0.68 4,15+ 073

Data represented a5 x values + SD

The attitudes of tourists towards price aspect

As shown in table 6, both Thai tourists and foreign tourists showed the highest level of
attitudes (x = 3,82 + 0.69 and X = 4.22 = 0.66, respectively) towards the worthiness of local foods



when compared to their quality. Meanwhile, the display of local food prices was rated as the
lowest score.

Table 6 The mean values of tourist’s attitude towards the context of price aspect

Attitudes aspect Thai tourists ~ Foreign tourists
1. The prices of local foods in ASEAN are worth when 3.82 + 0.69 4.22 +0.66
compared to thelr quatity

2. The prices of local loeds in ASEAN are worth when 379 2070 4,15 £ 0.65
compared to their quantity

3. The prices of local foods in ASEAN are clearly 3521085 378 £ 0.89
displayed
The overall mean scores 3.71 £ 0.76 4.05 + 0.77

Data represented as x values + 50

The attitudes of tourists towards place aspect

As shown in table 7, this part comprised 4 questions relating to the convenience of
approach to the restaurants, the location of the restaurants, the atmosphere and the representative
of local identity. The results showed that Thai tourists rated the highest score (x = 4.13 = 0.60)
toward the appearance of local identity from the local restaurants whrn compared to another
characteristics. There was a marked different in attitude from foreign tourists which showed the

highest score towards the lacation of local restaurants (x = 4.08 + 0.75).

Table 7 The mean values of tourist’s attitude towards the context of place aspects

Attitudes aspect Thai tourists  Foreign tourists
1. The restaurants, food court or food stall that sefls 3.72 + 0.77 407 =0.72

local foed in ASEAN are convenience to approach

2. There are restaurants, food courts or food stalls that 3.87 + 0.69 4.08 + 0.75

sells local food in ASEAN near hotels or tourist

attractions

3. The restaurants, food courts or food stalls that sells 398 + 0.65 392 +0.74
local food in ASEAN feature a natural atmosphere

4. The restaurants, food courts or food stalls that sells 4.13 1 0.560 2.88 + 0.68
local food in ASEAN have a particular local identity

The overall mean scores 3.93 £ 0.70 3.99 £ 0.73

Data represented as x values + SD

The attitudes of tourists towards the marketing aspect

As shown in table 8, the marketing aspect in this study focused on the communicative
context accarding to the local foed. The respondents were asked to rate the media channel that
they perceived the advertisement about local foods. The results revealed that Thai tourists had
the highest score of attitude towards magazines or tourists suide books (x = £.04 + 0.64) and the

Internet (x = 4.04 + 0.68) as the noticeable advertisements relating to the place where they can
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buy local foods. Meanwhile, foreign tourists had the highest attitudes towards the recommended
documents from local restaurants (x = 3.79 + 0.71). in the second item, both Thai and
foreign tourists had the highest score of attitudes towards the towrist guide books as their sources
of recommanded information related to local food in Southeast Asia.

Talbke 8 The ineart values of lourlst's attitude towards the context of marketing aspects

Atfitudes aspect Thai tourists ~ Forelen lourists

1. The adverfisements relating to local food restaurants,
food court or the places where the tourists can buy local
food In ASEAN are regularly exhibited via :

1.1 TV/Radic 373 £ 0.85 3.40 £ 0.88
1.2 Magazines/Tourists guide books 4.04 £ 0.64 3.70 + 0.85
1.3 Internet 4.04 £ 0.68 3.74 £ 0.86
1.4 Banner/Printed media 375+ 0.76 373 £ 0.79
1.5 Recommended documents or brochure 3.85x 0.74 379 x£0.71
The overall mean scores of Advertisement aspect 3.88 £ 0.75 3.67 + 0.83

2. There are the recommendations about local focd in
ASEAN via the following channels:

2.1 Tourist guide bocoks 4.07 x 0.65 4.01 + 0.62
2.2 Hotels/Accommodation/Guest houses 4.04 + (.66 391 £ 0.66
2.3 Food expertise/ Chefs 3834075 3.68 =+ 0.78
2.8 Travel agencies 3.96 £ 0.70 3.68 + 0.80
2.5 Several media such as TV, radio, internet 397 +0.74 357 +0.80
The overall mean scores 3.98 £ 0.70 377 2+ 075
The overall mean score of the marketing aspect 3.93 + 0.73 3.72 £ 0.79

Data represented as % values + standard deviation

The disparity of attitudes among the category of the respondents

To study the different of atfitude between the categories including, types of tourist, sex,
age, education and careers of the respondents, the data of each category were compared by using
ttest and ANOVA as already mentioned above. The result revealed that Thai tourists and foreign
tourists showed the significant different (g <0.05) of attitudes towards local food on the price and
marketing aspects as shown in table 9. Thai tourists agree with the price lower than foreign tourists
while Thai tourists agree in the existing communication channel higher than foreien tourists. The
attitudes towards the preduct and marketing aspect of local food showed the significant different
between sex of respondents. Female agree with the product characteristic and marketing higher
than male. The significant different attitudes between age eroups exhibited among product and
marketing aspect. These differences can be inferred that the different age groups of respondents
exhibited different attitudes toward the product characteristics and marketing aspect of local food.
The different attitudes towards product, price and marketing aspect found in different education
group. While, the different significant attitudes of all aspects found among the careers group.
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Table 9 Analysis of the different tourists’ attitude towards local focd in Southeast Asia

Respondents Score ( X & SD)
detail

Products Price Places Marketing
Tourists type 4.14+0.46  3.88%0.62** 3961054  3.83%0.56**
Thai 4.1410.43 3.714+0.62 3.994+0.53 3.9310.53
Foreigner 4.1410.49 4.0510.57 2.9910.53 3.7240.56
Sex 4141046 3881062 3.96£0.53  3.83%0.56*
Male 1.09£0.149 2.8910.63 3.96:0.53 3.7410.58
Femnale 4.1810.44 3.8610.62 3.9630.53 3.9010.52
Ages 4.1410.46*  3.88%0.62 3961053  3.831t0.56%*
Less than 30 yr 4113047 3.8910.62 3.9410.55 3.8210.60
30 -40yr 4.2240.47 3.8630.65 3.9910.50 3.9010.54
41 - 50 yr 4.1710.29 3.8810.55 3.96+0.57 3.82750.46
more than 50 yr 3.9910.45 3.9010.64 3.95:40.50 3.670.53
Education 4.14%0.46*  3.88t0.62**  3.9610.53  3.8310.56**
Undergraduate 4.1610.46 4.0010.61 4.027+0.52 3.9310.56
Bachelor 4.163045 3.85%0.63 3.9310.53 3.85%0.53
Higher than Bachelor 4.0630.49 3.8140.59 3.9710.54 3.6510.58
Career a.144+0.46**  3.8810.62*  3.961053* 3.83%0.56**
Student 4.0630.50 3.8010.66 3841057 3.85+0.57
Officer/State enterprise ¢.2040.43 3.32740.56 3.9610.51 3 854050
employes
Employee 4.1410.44 3.9310.66 4.00710.54 3.7710.55
House keeper 4.3243.39 4.0130.45 4.06%0.31 4.11%0.38
business 4.1910.65 3.8710.54 3.9810.44 3.9410.46
owner/merchandise
Others 4.0510.49 3.9910.67 4.0110.62 3.6140.72

* rmeans significant at p value < 0.05, * means  significant at p value < (.01

DISCUSSION

In this study, we assessed the attitudes of both Thai and foreign tourists toward local food
in Southeast Asia. The obtained data can be used to support the tourism industry in Scutheast
Asia particularly. The results of this study revealed that Laos was the most popular choice for Thai
tourists as their destination followed by Myanmar and Malaysia. It should be noted that these
countries locate at the boundaries of Thailand which may conveniently make a travelline. In
addition, Hoeng-gang & Chang-chun (2006) repeorted that there was regional tourism integration
between quadrangle economic cooperation zones. This integration consists of the cooperative
tourism products, which focus on the cooperation between those countries at the border area
such as the promotion of border tourism that was constituted by China/Thailand and Myanmar or




China/Thailand and Laos. Moreover, the successful development of multiple destination tourism
and the cruise on the Mekong river program, which was mainly managed by Thailand and Laos,
could be a factor stimutating Thai tourists to visit Laos and Myanmar {(Hong-gang & Chang-chun,
2006). Regarding to this study, the top three most visited countries for Thai tourists possess the
high potential to be the good destination for tourism. it can be inferred that the countries locate
at the border of Thailand such as Lao, Myanmar and Malaysia should be promaoted for Thai tourist
for making their destination. A survey of experience of Thai tourists on the food menus that they
ever tried in this study revealed thal Thai tourists had the experience on food originated from
diverse countries in Southeast Asia. The feod menus such as Satay, Hainanese Chicken Rice and
Cha gio /spring rolls were the top three menus that they used to consume. These menus criginated
from different countries and the menus can be found ubiguitously in Thailand particularty In street
food.

However, foreign tourists preferred to visit Thailand. This result was similar to the report
of the World Tourism Organization {2014) which indicated that in 2013, Thailand was the only
country from ASEAN in the top 10 positions in 2013. Kaosa-ard (2002) suggested that several factors
for the successful tourism industrial in Thailand were people, food, nightlife, historical sites and
cultural events, This present study also emphasized the previcus study of Kaosa-ard (2002),
Regarding to the high frequency of the experience on several Thai food menus resulting from
foreign tourists in this study, may infer that tourists interested in Thai food and they tried the Thai
food for any reason. The high trend of Thai food experience among foreign tourists may use o
attract the tourists and help to promote for destination.

The findings in this study revealed that both Thai tourists and foreien tourists showed a
good attitude towards all aspects of local food which means that they agree with the progosed
aspects in this study. Among the four aspects, the product aspect concerning local food in
Southeast Asia was rated at the high score. Thai tourists showed the highest score of local identity
that appeared from local food in Southeast Asia. This result is relevant to a study of Jingjiing (2012)
who indicated that local cuisine ageregated several characteristics of the communities’ culture and
the cultural identity of local cuisine was the critical factor that influences tourists to have a dining
experience and helped them to appreciate local culture. Regarding to this studly, it can be inferred
that the existing identities of local food in Southeast Asia countries can be usad to promote for
destination decision. The good attitude of tourists in this study can reflect that several food menus
that originated in this region possess high ability to be the tourist attractive product.

Resgarding to our findings, the Thai tourists and foreign tourists ranked the attitudes score
of the diversity of local menus at a high level. This could be due to the reason of gecgraphical
difference and distinct ethnic influence in the Southeast Asia region. Obviously, there are several
ethnic groups and different religions in Southeast Asia, which causes diverse cultures and food
menus in this region. Askegaard & Madsen (1998) indicated that local geographical conditions
contribute to the availability of food itemns and eating patterns, The Southeast Asia region contains
a diversity of geographical characteristics, which contribute to the varieties of food products,
cultures and eating patterns. Thus, the tourist highly agree with the variety of local menus from
both Thai and foreign tourist in this study emphasizing that food related tourism may offer a variety
of experiences by offering diverse food, cuttures and menus.
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However, the foreien tourists gave Lhe highesl score lor convenience of consurmption and
the approach to local food. This agreement was consistent with their attitudes toward the place
aspect, which they highly agree with the location of local restaurants that were located near
accommeodation or tourist attractions. In most Southeast Asia countries, places selling focd are
ubiquitcus particularly street food. Bhowmik (2005) reported that food from street vendors in Asia
could be found easily on the streets and food vendors attracted tourists who need more appreciate
experience from local feod.  Jingjing (2012) indicated that Chinese tourists felt inconvenienced if
they carnot find food traders near tourist attractions. Jingjing (2012} remarked that street food
located near tourist attractions might offer some advantage. When the tourists want to have
various experiences from trying local foods, they can buy diverse food items from street food near
tourist attractions at one place. Therefore, it is important tc focus on the places where tourists
can buy a variety of local food In one place.

Based on the results, both Thai tourists and foreign tourist highly agree that the local foods
were good value when compared to their quality. This finding may refer that the price of local
food was reasonable depending on food quality. Jingjing (2012) reported that the price of the fooa
was an argument product, which means the good service surrounding the product provides
additional value for the consumer. This factor is not the major driving force that can directly
stimulate a customers” intention but it can be a collateral factor influencing them to make a
decision. The attitudes on the price aspect in this finding were similar to the study of Jaafar &
Mohamed (2013), which indicated that consumers who have experience about affordable and
worthy price would have a positive perception towards private label food products. They also
demonstrated that the consumers whe responded to the questionnaire were more likely to be a
price sensitive group and the price of the product can be a significant predictor of whether they
will buy the private label food products. Therefore, the good attitudes on the price aspect of local
food as shown in this study may reflect on the important data for the local area organizations to
maintain the guality of food in order to attain food related tourism. Nevertheless, it ts important
to say that the displays of local foods prices in Southeast Asia may need to be improved. The
tourists showed the lowest attitudes toward this aspect. Hence, based on this finding, the local
food retailers should display food prices and show as much as information as possible about local
food.

Based on this finding, the printed media and Internet were more likely to have high
attitudes levels than another media. The touwrist’s referred that they usually found advertisement
about local food from those media. Lew {1991} indicated that the printed media such as
guidebooks were cne of the sources of tourist infarmation that helped the tourists to match them
with the environment and offered the best to meet their interest and needs. Hence, the results
in this study suggested that the printed media that the tourists can bring with themn from anywhere
are still important. However, since the Internet has been developed and become the modus
operandi among peaple in 21™ century, the information about tourism and travel behavicr of the
tourists appears to be influenced by the Internet {Lanee-Faria & Elliot, 2012). The data contained
on the Internet is an important tool for tourism marketing. In recent years, the rapid growth of
using the Internet as the media for the promotion of tourism has been reported {Homg & Chen-
Tsang (Sirnon), 2010). It was noted that the mass media including printed media and the internet

should be specially constructed for the promotion of local food. Because local food and dining
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culture were impertant resources of tourism, hence, the extraordinary promotion activities or
marketing strategios should be addressed (Horng & Chen-Tsaneg (Simon), 2010). Regarding to the
context of tourisls alliludes in this study, the details about food products in Southeast Asia
mcluding cultural identity, menus, recipes, eating pattern, place and price should be addressed
into markating 1media,
The result in this study showed that different sex, age group education and career of the
N respondents significantly influenced on the attitude toward the proposed aspect. The different in
attitudes can occur from different socio-demographic which may refer that tourists have their
different perceptions and experiences based on several factors. From the study, the score of
marketing activities for food related tourism exhibited lower among foreign tourist when compared
to Thai tourist. This may associate with the ability in using language of the tourism enterprise or
media creators. The loss of language ability may affect the willingness to buy or the making
decision for travelling because they cannot get the suitable detail about the local food, Tourists in
the age more than 50 years show the lowest attitude on product in comparison with the younger
age group. This may derived from the point that the older age group had the specific perception
of their food choice while they travel. The old age group may need the more unique food product
concerning to their health or they need a particular food that appropriate to their contents in which
can be a particular food such as vegetarian food, healthy food, and organic food. The impertant
issue concerning the extent of this study can be concluded that the construction of tourism
products to attract for destination decision should be created based on several factors including

sex, age, education and career.

CONCLUSION AND RECOMMENDATIONS

Since the local foods are the tourist product that shows a crudial role in the tourism
industry. The selection of travelling destination of the tourists may influence by the food-related
activities and socio-demographic factors. Since the Southeast Asia region has a strong increase in
tourist arrivals, a substantial number of studies also reveal data about food-related tourisms in this
region. From the data in this study, the guideline for recruitment of food tourism in this region
shoutd be addressed as follow,

1. The standard of food product such as food menus information, food appearance and
food tastes should be contributed,

2. The price display should be clearly provide for tourist,

3. The place for selling local food should be provided near the tourist attraction,

4, The promotion of local food should be addressed into marketing media and the
identities, the embedded culture in the local food menus should be added in several types of
media,

The result of this study revealed that both Thai and foreign tourists had the good attitude
on local foed. They also have diverse experiences on several food menus of Southeast Asia. The

" different attitudes on food exhibited amone tourists’ type, sex, age, education and career. The
findings of this study show that both That and foreign tourists had high attitudes toward all aspects
of tocal foed in Southeast Asia. Thai tourists rated the highest scores for the product category,
which also gave the highest scores towards the appearance of local identity and local culture of
lacal food, while foreign tourists rated the convenience of finding and consumption of local food.
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This data suggested that local foods in Scutheast Asia might have ecod potential for generating the
tourism destination decision to this region due to their specific cultural characteristics and the
availability of local food for the tourists.  The attitude of tourisls in this study suggested thal e
prices of local faods were reasonahle when comparerd to thelr quality. The major communicative
channels that the tourists usad were printed media {magazine, tourists guide books and brochures)
and the Intemet. This marketing aspect suggested that printed media and the internet may play a
crucial role for promoting food-related tourism therefore; several details concerning local foods
should be addressed.

LIMITATION

However, there were some limitations appearing in this study. Due to this study being
conducted in Thailand, the respondents may have some bias attitudes and information when
answering the questionnaires, Therefore, the investigation of tourists’ attitudes should be
conducted with tourists in other Southeast Asia countries. It should be noted that the results from
the evaluations and the attitudes couldn’t predict all aspects of people intention.  Ajzen & Cote,
(2008} suggested that even attitude can be used as a tool for predicting everything, due te the fact
that attitude depends on several factors. Therefore, the next investigation on tourist’s behavior
and in-depth interviews should be addressed.
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