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Thai Food Images and Profiles of Thai Foods Consumption Behaviors

among Citizens of Southeast Asian Countries
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Abstract

The research entitled “Thai Food Images and Profiles of Thai Foods Consumption Behaviors among
Citizens of Southeast Asian Region” examined Thai food images and Thai foods consumption profile among
the citizen of Southeast Asian region with the minor objectives to 1) explore popular Thai foods from Thai
sample and disseminate some popular Thai foods to Southeast Asian region, 2) explore popular Thai foods
among ASEAN sample and dissemination of some popular Thai foods to Southeast Asian region, 3) survey
Thai food images as perceived by ASEAN region, 4) explore Thai food consumption behaviors of ASEAN
citizen, 5) analyze patterns of Thai food consumption behaviors of ASEAN citizen, 6) Investigate the
relationships among patterns of Thai food consumption behaviors and background variables of ASEAN
citizen. Online survey was used to collect data from 395 Thai participants and 232 participants from the
southern Asian region including The Socialist Republic of Vietnam, Kingdom of Cambodia, Republic
of Indonesia, Republic of the Philippines, Federation of Malaysia, Lao People’s Democratic Republic,
The Republic of Singapore, Union of Myanmar and Brunei Darussalam. Data analysis was carried out using
descriptive statistics, multidimensional scaling, latent class analysis, and chi-square.

The major research findings were as follows: 1) The most popular Thai cuisines among Thai sample
were Tom Yam Kung, Som Tum, chili paste, Pad Thai, and Sour soup, respectively; 2) the most popular
Thai cuisines among Southeast Asian sample were Tom Yam Kung, Pad Thai, Som Tum, Sticky rice with
mango, and green curry, respectively; 3) the analysis of Thai food images perceived by Southeast Asian
sample revealed that the dimension with the highest score was the attractiveness, followed by food
culture, safety & quality, culinary art of food and health benefit, respectively. In addition, multidimensional
scaling analysis revealed that the Southeast Asian viewed that Thai foods were similar to Southeast Asian
foods in two dimensions which were geographical proximity and ingredient; 4) the majority of Southeast
Asian citizens consumed Thai foods at home, in the evening, and for non-special occasions; 5) the latent
class analysis of Thai foods consumption behavior among Southeast Asian region revealed three distinct
groups. The first group was composed of those preferred Pad Thai (15.5%), the second group was composed
of those who preferred Tom Yum Kung (25.7%) and the third group was composed of those who preferred
Som Tum, green curry and sticky rice with mango (58.8%); 6) the analysis of participants’ background and
consumption profile (group membership) obtained from latent class analysis found that the consumption
profile was related to age of participants, specifically, younger participants were those who preferred
Som Tum, green curry and sticky rice with mango, while older participants were those who preferred
Pad Thai and Tom Yum Kung. However, there were no significant relationships between consumption profile

and other background variables.
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