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Abstract

The research is aimed at studying and surveying the Thai fusion food business
around the gateway to ASEAN and to study the marketing strategy of perceived value for
Thai fusion food to the ASEAN market. This was a survey research, applying questionnaires
to 693 Thai food entrepreneurs in Bangkok metropolis and outskirt areas and rural areas
(specifically gateway to ASEAN). data analysis consisted of frequency, percentage, mean,
standard deviation, and skewness. The research indicated that factors of fusion food
mostly were general food 57.30 percent, ala carte 89.90 percent, number of personnel not
over 25 61.0 percent, time of establishment 11 - 20 years (59.70 percent), upcountry
location (52.40 percent), AEC marketing was Thailand 73.6 percent, ASEAN market
averaging 4.77, Thai fusion food information through internet media (79.90 percent),
present performance compared with the past year increase profit not more than 25
percent (58.70 percent), Thai fusion food business had service marketing strategy of
perceived value in Thai fusion food to ASEAN market at a high level (X = 3.77), for service
marketing strategy (X = 4.02) such as strategy of food and customers’ demand,
communication, convenience, managerial cost. In the case of Thai fusion food valued
perception, it was at a high level (X = 3.52) and covered environment, good food price,
quality of service, admirable acceptance, happiness in dining, times and energy,

reputation, food nutrition and safety.

Keywords: Service Marketing Strategy, Perceived Value, Thai Fusion food, ASEAN Market
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wAnSwe sdoasmemelulafussaneneg marimunsadeseguuiiugtureanisuinidii
AR (Chuanchom & Popichit, 2014) usflumsranaviesiisrsuermssndyiauddauuiu
Tuthgtuduemsiveduiidnuazsoniuniululssmaldsunisussgeglusenis
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Tngomslnedenaduiifondasusunisludvedlan s9991n0mn58auasY Hiumy uazdu
»1Ua9U (Department Center for Thai and Thai Kitchen though Global Kitchen, 2014)
wualdunisuslaefiuindulasiawizenmisineyszgnd (Thai Fusion Food) daifiueimis
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visomswaunaayulnsidassmaanduediiulszlovniieguaiminanie (Learning Center for
Thaiherb, 2014) @enadosiuulovielassnisafilnegaialanvesninigidaadulriinisasmlu
magsiaiuemnslve ilesnszfugun sz udaInalvinseunquog1saTUNRIH AR
oA IngAun1suanemis (Rew Material) N13uaReM1IHIaUUTY (Ready to Cook) N1HER
I INFoUSUUTENIU (Ready to Eat) warnisauasuiauIinmnian15e1m1sine (Restaurant)
daalilinnisvenedivesgsiasuemsingluiassma lnslanzgiinee@elsnsnisvensd
qﬁﬁaaaz 72.20 (the food industry Global Network Enterprise, 2008) ﬂgﬂﬁLﬁaﬂmﬂIugﬁmﬂﬁ
WaunngmsallyianmsviuienguuseyAuasugiae ey (ASEAN Economic Community : AEC)
Fefifruauan@nis 10 Uszimaluginnaielens fusenidesld Usenaude lne Sulafide
wna@eNauTud Fewlus uslu Geauu a1 wall wagiuny (Thailand - AEC. Com, 2014) 3031
Juesegialmivedanfuwleviiluiudiuniuasugia \uunasingfunasusianu giunswan
wazn1samudunaialngfiuseinssaundt 650 a1y (Thairuth, 2011) laefidnguszasd
ioa$rannuansalunisudaduresduiondoulunaialan fsganisasuainsiadssine
afsunanmsdesesluniinisdlan finnsnsiddny fe msduaiuliendoudunaiauazgiu
MsuanLAET finsindeudieiunu dui vins MIamu usanuiilessninssemaaindnlaoi’
anYaeinevalsyiuNsRNITessEmARINTnaWTeY nieuduasuliondeuaunsasiudiudiiu
UszaaulanlaegsliideiuTou (ASEAN Department, 2014)
aagsiavimsuemsinedadianusndudifeussiudiiiennuegsendionisi
nMsna1aUInsBsgnenfoiadesilonisnainuinis (Service Marketing) (7 C’s) filsindmdndny
segnAunuiiozusuiivaudfuisegadundnieu aeldnisnanndnsusiiaiunsaneuayss
AFsnsld nsdndsfuyuiiazdne anuazaanlunisnide msdeasseandeaiidnion
nsguatenlald AruazaInauley wazaudisalunisneuausIriufeanis (Mclean, 2002;
Koichi, 2009) AN3ysaNMSHALHANTBYININUAUNSUTINIAANTTINTAEN MSUFTRNNS
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wagninensuyudliinsUssaunuiuduegsfifieliussarudiiovesgie dawadifaas
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srumngliiunniwaziiuladanuieuyndminludsemelng (Lanven, 1994) felendnuel
onslng nsliuimauagmataunluiiufigurumnldlalunisdanisuinisewnslalfunsgu
wazlfunsnaaiinsaronnudeanisvesinviesiinadenduaiuemsingliiiondnwalianizau
wazutsduguomsld (Ministry of Tourism and Sport, 2013) ftuntsadauasnwilifenmen
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Usziangsiahuemnsinedszend
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