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ABSTRACT

Street food is present in all South East Asia, and it represents a major
tourist attraction in Thailand. Phuket, like other destinations, offers an array of
different specialties to choose from. This could be exploited as a visitor attraction,
but certain factors need to be improved for the street food offer to be more
agreeable to international tourists visiting the island. The focus of this research was
to describe the general attitude internationals tourists have towards street food in
Phuket, as well as to identify what factors are most important in predicting their
behavioral intentions. This study surveyed 294 international tourists visiting Phuket
during the peak season, and identified through a multiple regression model that
amongst hygiene, affection, food quality, service quality, satisfaction and value;
affection is the most important predictor of tourist’s behavioral intentions towards

street food in Phuket.
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CHAPTER 1

INTRODUCTION

1.1 Research background

Tourism is one of the most important industries in Thailand. According
to the Ministry of Tourism and Sports of Thailand (2015), the country welcomed over
24.80 million tourists in 2014, and gained more than 1.20 trillion THB in direct
revenue, which is equivalent to around 11% of Thailand’s total gross domestic
product. Thai government recognizes the importance of this industry and it has
implemented a variety of marketing campaigns to promote the image of Thailand as
a tourist destination. These campaigns have helped position the country as one of
the 10 most visited countries in the world (World Tourism Organization, 2014).

Some of these campaigns focus on Thai food as a statement of strong
cultural identity. The uniqueness of the local culinary offer helps attracts visitors in
search of new experiences. Campaigns such as “Amazing Thai food” or the “Thai
street food festival in 2014” showcase authentic local delicacies that help build up a
better reputation of the food served on the streets all over the kingdom (TAT, 2015).
Food is inevitably linked to tourism; it constitutes a basic need for everyone, and
therefore, tourists are forced to participate in the local food offer while travelling
(Okumus et al., 2005; Kim, Eves & Scarles, 2009).

Moreover, food offers the tourists an insight of the local culture and it
can sometimes be described as the most memorable experience of the journey
(Jeou-Shyan & Chen-Tsang, 2010). Some studies have concluded that food offer and
availability are some of the most important factors for tourists to decide whether
they want to visit or revisit a specific destination (Cohen & Avieli, 2004; Quan & Wang,
2004; Mak et al., 2012). Therefore, if the food experience is pleasant, it could work as
an attraction that help improve the destination’s image, and as a consequence,
bringing more visitors interested in Thai street food. On the other hand, if the
experience is bad, it could affect not only the vendor that served the meal, but also

the overall image of a destination (Hohgi, Nagai & Iriyama, 2014).



Some studies have shown thatthe strongest motivators for
international tourists to visit Thailand include Thai food and traditional Thai markets.
Visitors want to experience the food in the way locals would eat it. Street food and
food hawkers are perceived as a more authentic option, because the food they
prepare is not modified in any way to please foreigner’s palates, but rather cooked in
a traditional way to please the locals. Nevertheless, not all tourists would buy street
food, because some consider it to be risky due to low standards of food sanitation or
simply unappealing (Howard, 2008; Henderson, Yun, Poon et al., 2012; Lertputtarak,
2013; Yiamjanya & Wongleedee, 2014; Sirigunna 2015).

In Thailand the street food plays a very important role; it offers the
opportunity for individuals that otherwise would not have mean of sustaining
themselves, a way to open their own business and provide an income for their
families. There are food stalls and hawkers in any major urban development and
they are the most convenient food offer for daily food consumption, because they
are cheap, delicious and spread out through all of Thailand. For this reason, the Thai
government initiated a program to inform the owners of street food establishments
about basic rules of food sanitation and other safety measures when cooking in the
street. This initiative is called the “clean food good taste project”, which has the goal
of protecting the consumers, and promoting food tourism in Thailand (Kongchuntuk,
2012).

Phuket is one of the most important tourist destinations in Thailand,
and visitors are attracted to the paradise island from all over the world. Almost a
third of all Thailand’s visitors arrive to the country through Phuket. According to TAT
in 2013, Phuket received 8,395,921 international tourists that generated a revenue of
more than 233 billion baht. These statistics are predicted to increase in the following
years.

To cope with the increment of visitors, the Thai government has
started a major expansion project of the international airport of Phuket, which
include the construction of a second terminal, expansion of the parking space, and
renovation of the existent infrastructure. When the project is concluded in 2016, the

total arrival capacity will be more than 12 million visitors a year, and according to



the latest calculations, it will already be operating at is full capacity by the time the
constructions is done (TAT, 2015; AOT, 2015).

Phuket has close to 1,300 restaurants, including stand-alone
restaurants and in-hotel operation restaurants. Nevertheless, street food and the
food served in markets and other fairs constitute a very important part of the
culinary culture of the island, because most of the food served in restaurants tend to
be several times more expensive than eating local food in a street hawker (Ministry
of Health in Phuket, 2015).

Although there are several studies that explore the experience of
tourists with Thai food from several points of view (Pullphothong & Sopha, 2012,
Choovanichchannon, 2015; Yiamjanya & Wonglee, 2014; Lertputtarak, 2013; Sirigunna,
2015; Hohgi et al, 2014), little attention has been paid to understanding the
experience of international tourists when eating street food in Thailand. As such, this
study attempted to explore the characteristics and behavior of international travelers
who are interested in experiencing street food in Phuket, paying attention to their

attitude towards the food, and its effect in their behavioral intentions.

1.2 Research Aim and Objectives
1.2.1 Research Aim
The aim of this research was to gain an understanding into
international tourists’ attitude towards street food in Phuket and how it affects their
behavioral intentions.
1.2.2 Research Objectives
The specific objectives of this research were as follows:
1) To explore the characteristics and traveling behavior of
international tourists who are interested in street food in Phuket.
2) To investigate the attitude of international tourists towards
street food of Phuket.
3) To assess how tourists” attitude towards street food in Phuket
affects their behavioral intentions.
4) To assess how tourists perceived behavioral control affects

their behavioral intentions towards street food in Phuket.



5) To assess how subjective norm affects tourists’ behavioral
intentions towards street food in Phuket.
1.3 Research Questions

Considering the objectives enlisted above, the research questions of
this study were as follows:

1) What are the characteristics and traveling behavior of
international tourists who are interested in street food in Phuket?

2) What is international tourist’s attitude towards street food of
Phuket?

3) What is the impact of international tourist’s attitude towards
street food in Phuket on their behavioral intentions?

4) How does tourists’ perceived behavioral control affects their
behavioral intentions towards street food in Phuket?

5) What is the impact of subjective norm in tourists’ behavioral
intentions towards street food in Phuket?

1.4 Significance of this Study

Understanding the factors that affect international tourist’s attitude
towards street food in Phuket would help the tourism authorities to implement new
marketing campaigns to improve the image of food in the island, and the overall
image of Thai food. Furthermore, they could update the existent “clean food good
taste” project or create new projects to address the specific factors affecting tourists’
attitude, achieving higher level of competitiveness as a destination.

Also, the findings of this research could be used as a reference for
future research that further explain the applications of the theory of planned
behavior in a context involving food, tourism and consumer behavior. Lastly, all the
information collected throughout this research could be used as a discussion and

learning material in hospitality and tourism academic institutions.



1.5 Scope of the Study
1.5.1 Scope of research Area
This research identified the characteristics of international tourists that
are interested in experiencing street food while travelling to Phuket, as well as their
attitudes towards street food and the factors affecting their experience.
1.5.2 Scope of Time
The research was conducted at the beginning of the high season in
Phuket, from October to December 2015, with the objective of obtaining a bigger
variety of nationalities of respondents.
1.5.3 Scope of Demography
International tourists who have eaten or have the intention to eat
with street food vendors or hawkers during their stay in Phuket were included in this
research.
1.5.4 Scope of Geography
The questionnaire was distributed in several touristic attractions around

Phuket to ensure sample representativeness.

1.6 Definition of Operational Terms

Food Tourism: Activities of tourists and visitors who plan their trips
partially or totally in order to taste the cuisine of the place or to carry out activities
related to gastronomy (Kururatchaikul, 2014)

Street Food: Street foods are ready-to-eating food and beverages
prepared and sold by vendors or hawkers at the side of the road and other similar
places, from a temporary and often mobile food stall, cart or establishment (Privitera
& Nesci, 2014; Henderson et al., 2012).

Travel Behavior: Is a set of actions, patterns and habits that
characterizes each different person’s way of traveling, and an important factor in
determining future behavior (Hosany & Prayang, 2013)

Attitude: |s a predisposition of an individual in a motivational,
emotional, cognitive and perceptual level to react in a predictable manner towards
specific stimuli (Evans et al.,, 2006), In the case of food, it is related to the factors

that compose the eating experience; such as: service quality, food quality, hygiene of



the establishment and surroundings, perceived value, satisfaction, and preexisting
affection towards that specific stimuli (Mak et al., 2012; Kim et al., 2011; Chen & Tsai,
2006; Bhuyan, 2011).

Subjective norm: Refers to a persons’ perception of weather his or her
close social circle would accept or value certain behaviors, and it sometimes acts as
a moderator of behavior (Kim et al., 2011; Chen & Tsai, 2006).

Perceived Behavioral Control: s the perception a consumer has
about the degree in which he or she can affect or control a future behavior (Evans et
al,, 2006; Kim et al., 2013).

Behavioral Intention: Consumer perception of the likeliness to revisit

or recommend a destination or product (Chen & Tsai, 2006).

1.7 Hypotheses and Proposed Model

The model presented in Figure 1 was develop for this research based
on literature review of different models that explain behavioral intention as a
consequence of attitude, subjective norm, perceived behavioral control and past
experiences (Namkung & Jang, 2007; Kim, Kim, & Goh, 2010; Bhuyan, 2010; Heung &
Gu, 2012; Ryu, Lee, & Kim, 2012; Lee, 2009; Bagozzi, Wong, Abe, & Bergami, 2000;
Ajzen, 1991).

Hgroupt: There is  a relationship  between the sociodemographic
characteristics of international tourists and their attitude towards street food of
Phuket.

H, .0: There is no significant difference in the attitude of male and
female international tourists towards street food of Phuket.

Hia: There is a significant difference in the attitude of male and
female international tourists towards street food of Phuket.

Hipo: There is no significant difference in the attitude of different age
groups of international tourists towards street food of Phuket.

H,p: There is a significant difference in the attitude of different age
groups of international tourists towards street food of Phuket.

Hi.co: There is no significant difference in the attitude of international

tourists from different parts of the world towards street food of Phuket.



H, . There is a significant difference in the attitude of international
tourists from different parts of the world towards street food of Phuket.

Hgroup2: There is a relationship between the travel behavior of
international tourists and their attitude towards street food in Phuket

H,_.0: There is no a significant difference in the attitude of international
tourists that had visit Phuket in the past and those that had not towards street food
of Phuket.

H,_,: There is a significant difference in the attitude of international
tourists that had visit Phuket in the past and those that had not towards street food
of Phuket.

H,.po: There is no significant difference in the attitude of international
tourists that travel often and those that seldom travel towards street food of Phuket.

H,p: There is a significant difference in the attitude of international
tourists that travel often and those that seldom travel towards street food of Phuket.

H,.co: There is no significant difference in the attitude of international
tourists that had previous experience with street food and those that did not have
towards street food of Phuket.

H,.: There is a significant difference in the attitude of international
tourists that had previous experience with street food and those that did not have
towards street food of Phuket.

Hs: There is a relationship between the attitude towards street food in
Phuket international tourists have and their behavioral intentions.

Hg: There is a positive relationship between subjective norm and
behavioral intentions towards street food in Phuket.

Hs: There is a positive relationship between perceived behavioral

control and behavioral intentions towards street food in Phuket.



Figurel Conceptual framework of this research adapted from the theory of planned

behavior (Ajzen, 1991).
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CHAPTER 2

LITERATURE REVIEW

2.1 The Role of Food in Tourism

Food is one of the most basic human needs. It is necessary for
everyone to consume food to get the nutrients and energy required for all biological
functions to sustain life. Also, food has a role in the social identity of every
individual, thus everyone selects their food influenced by factors such as culture or
religion, socio-demographic factors, personal motivation, previous food experience,
food related personality traits and other psychological factors (Cruwys, Bevelander, &
Hermnas, 2014; Mak et al.,, 2012 and 2013).

It is due to this factors that every individual has different tastes and
perceives food in a different way, forming an idea of a preferred “normal diet”,
which is consumed in a regular manner when the individual is located in its normal
environment. However, when tourists g¢o abroad they are outside of their normal
routine and are forced to participate in the local culinary offer (Cohen & Avieli, 2004;
Mak et al., 2012).

At this moment, depending on the characteristics and motivations of
each tourist, food can adopt different roles; in some cases, food can become an
extension of the daily routine. This happens when tourists are very attached to their
normal diet, and prefer to restrain their food consumption to what they perceive to
be free of risk. This normally means consuming food that resembles what they
would normally eat at home (Mkono et al, 2012). Tourists who are interested in
trying Thai cuisine that is milder or westernized are still part of this category, because
even they are searching for a novel experience, in their case, variety seeking happens
as an isolated or sporadic event and the food they consume still retains certain
familiarity, which makes them feel much more comfortable (Quan & Wang, 2003).

In other cases, food has a supporting role in tourism since eating is
obligatory for everyone. Even tourists who do not consider food as the most
important aspect of their journey can still be influenced by a positive food

experience, which improve the perceptions of other attractions (Mak et al., 2013).



Such cases happen when tourist visits a location motivated for reasons different from
food like in the case of Zimbabwe, where one of the major motivators to visit
Victoria Falls include the biodiversity of the region and the fauna that surrounds the
area. Tourists go there to experience the safaris and the African culture, regularly
they are not very familiar with the local cuisine prior to arrival, yet, when they get
the chance to experience the food with the locals, food becomes a connection with
the host culture, enhancing the cultural experience and the charm of the destination
(Mkono et al., 2013).

Likewise, there are cases when tourists can perceive food as the peak
experience of their journey. This is particularly common for tourists who have
previous knowledge and motivation towards the food in their selected destinations;
however, it can also happen to tourists who were not familiar with the food of their
destination and took part in an exceptionally satisfactory food experience (Ab Karim
& Geng- Qing Chi, 2010; Quan & Wang, 2004).

Thailand enjoys of good reputation for its unique cuisine. This
uniqueness however implies that while visiting Thailand, international tourists might
find it difficult to follow their normal diet. As it has been mentioned in this chapter,
for some tourists this situation could represent an opportunity to get to know new
kinds of food, and make contact with the local culture, but for less adventurous
tourists, this situation could be unconfutable and bring a sense of incertitude about
the food that is consumed during their visits, possibly affecting their travel
experience, perception of a destination, and even their revisiting intentions (Lee,
2014; Ab Karim & Geng-Qing Chi, 2010).

2.1.1 Food as a Tourist Attraction

The importance of food as a tourists’ attraction has been studied with
great extent, some of the researches have concluded that for countries that enjoy
the benefits of having a famous cuisine such as lItaly, France or Thailand, food
constitutes one of the most important pull motivational factors in the tourist travel
decision making (Yiamjanya & Wongleedee, 2014; Horng & Tsai, 2009; Lee, 2014). For
countries like these, food image is stronger than other touristic attractions,

participating of the local culinary offer is often regarded as an increase of cultural
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knowledge by the visitors. This is the case of Thailand’s north east boarder where
food is known to be very exotic and peculiar, some of the dishes they offer include
live jJumping shrimp salad or tadpoles seasoned with fermented fish. The impact and
peculiarity of the ingredients in these dishes can create an unforgettable experience
(Hohgi et al,, 2014; Tan et al., 2015).

For other destinations, it is not just the peculiarity and uniqueness of
the food ingredients that attracts the tourists, but also the perceived food quality
offered in the region. Such is the case of Hong Kong where a large amount of
restaurants offer fresh and delicious local and international food from all around the
world, and even though Hong Kong is perceived largely as a shopping destination and
not as a culinary destination, the quality of their culinary offer serves as a supporting
attraction for people looking for food variety and high quality standards (Okumus,
Okumus & Mckercher, 2005).

Culinary tourism is increasingly gaining importance in destination
marketing. Governments and tourism authorities from all over the world are using
local food to improve the uniqueness of their destinations and strengthen their
cultural identity (Jalis et al, 2014; Lee, 2014; Horng & Tsai, 2010). These sort of
strategies create a sense of place in the destination and help establish images of
specific specialties that can represent the territory or region they come from. By
doing this, marketers help tourists to feel more motivated to travel to that
destination with the main purpose of tasting those dishes (Karim & Geng- Qing Chi,
2010).

This kind of strategy has proven to be very useful for Thailand, since
Thai food is one of the most famous cuisines in the world, constitutes one of the
most important motivators for tourists to visit this country (Yiamjanya & Wongleedee,
2014). The tourism authority of Thailand (TAT) recognizes the importance of Thai
food as a tool in creating a strong cultural identity which could attract more
international travelers. For this reason, they have created some tourist campaigns to
improve and promote the image of local food; these campaigns include “Thai dish
make me hungry” in which visitors have to post the name of the best dish they have

tried in Thailand and tag TAT for the opportunity of winning a free dinner at a



11

traditional restaurant in Bangkok, or “Street Food Festival in 2014” where visitors
were able to sample street food from all the regions of Thailand (TAT 2015).

Other campaigns are important because they help educate visitors
about the cultural and historical value of food with the purpose of reducing the
barrier of unfamiliarity towards experiencing local food (Jalis et al., 2014; Seo et al,,
2013). The Thai government has also created a campaign with this purpose.
“Discover Thainess” presents the historical facts behind Thai food, it points out
where the traditions come from, and what is the role of food in Thai society. It also
provides information about where to find Thai cooking schools around the country
and how to contact some of them (TAT, 2013, 2015).

2.1.2 Food as a Cultural Experience

Food is related to the culture of the country; state or region it comes
from. It reflects the produce available in that territory and the technics passed down
by older generations of people to create their own local cuisine (Jalis et al., 2014). In
this sense, the food provides not only a way to satisfy a basic need, but also gives
the tourists a historical context of the destination’s identity, becoming one of many
forms of cultural tourism (Horng and Tsai, 2009).

Studies suggest that some of the major motivations for people to
travel include “acquiring new knowledge”, “getting experience in a foreign country”
or “learning about a different culture”. Local cuisine represents cultural knowledge
that adds value to the image of the destination. Since culinary tradition is considered
an intangible heritage passed from one generation to another, it is impossible to
participate in a truly authentic food experience without visiting the specific region
and interacting with the locals that gave origin to that food (Okumus et al., 2005;
Pullphotthong & Sopha, 2013; Kim et al., 2009).

Tourists that want to experience the traditions of the place they are
visiting, seek for authentic culinary specialties. Doing this allow them to have an
insight of the local’s way of life. It creates an emotional connection with their hosts
and a very memorable experience, contributing to the overall tourist satisfaction
(Mynttinen et al.,, 2015; Mason & Paggiaro, 2012), specially to those tourists who

perceive food as the peak experience of the journey. Since they are seeking for
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novelty, authenticity and quality on their food, a positive experience could easily
become the highlight of their trip (Mkono et al, 2013; Mak et all 2013; Quan & Wang
2003).

Unfortunately, a natural consequence of high volume tourism is the
adaptation of local cuisine to the palates of tourists. This phenomenon occurs when
food establishments compete to appeal a greater number of tourists, and
authenticity is lost to provide the tourists with a more familiar taste. Although this
might be a good strategy to attract tourists searching for their normal diet, it could
result in a bad experience for those searching for authentic local food (Molz, 2004;
Mynttinen et al, 2015; Cohen &Avieli, 2004).

2.1.3 Food Perception at a Destination

Cohen and Avieli (2004) stated in their research that even though food
can be an important touristic attraction, for a great number of tourists it is also one
of the major impediments to visit certain destinations. This is explained by the
duality of the perceptions of unfamiliar food. Since food in the destination is
different form the one consumed at home, it could result in a very interesting
experience; conversely, it is also this strangeness that makes it a risk to the
consumers’ health.

The perceived risk could be grater if the visitors are coming from a
more developed country since the standards of sanitation followed in countries like
America or Canada surpass by far the ones followed by developing countries (Leikas
et al, 2007; Al-Shawaf et al, 2014). Health problems associated with food
consumption and/or unpleasant food experiences are one of the most common
threats tourist identify when eating food at their chosen destination. This observation
is probably due to the perception that time spent in vacation is exceptional, and
health related problems would be a barrier to enjoy of recreational or other planned
activities (Hobden & Pliner, 1995).

Intentional or unintentional food adulteration, contamination, and
adverse health effects to tourists after consuming food in Thailand have been of
great concern for the Thai government. In the past year, there has been some cases

of inbound tourists suffering from food poisoning. It is not surprising that most of the
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cases happen from food consumed at street vendors, if this pattern continues to
occur, it could affect the image of Thai street food (Sirigunna, 2015). Similarly, in
another study conducted in Bangkok’s famous destination, Khao San Road, tourists
perceived Thai food sold in restaurants and other locations generally to be safe,
nevertheless it was described that street food was significantly riskier (Yiamjanya &
Wongleedee, 2013), contrary to what had been stipulated in previously mentioned
studies. Howard (2009) found that food poisoning was not one of the main hazards
reported by tourists traveling to Thailand.

The discrepancy between the findings of the previously mentioned
studies could be explained by the fact that the information available for
international tourists for consultation about the risks of consuming local food is often
overstated. This is a common measure to ensure that visitors will pay due
consideration when choosing where to eat, yet since there is scarce information from
other sources, they will most likely make food consumption decisions based on the
misconception that food is in fact riskier than what it is (Yiamjanya & Wongleedee,
2013). This could be an important consideration for Thai government to advocate for
the image of Thai street food since the misperceptions of the consumers could
cause significant losses to all stakeholders of Thailand’s food industry (Sirigunna,
2015).

2.2 Consumer Behavior in Tourism

Consumer behavior refers to the activities people carry out when
obtaining, consuming and disposing of goods and services (Blackwell et al., 2006). In
the tourism context, it includes pre-visit decisions, on destination experience,
assessment of the consumed goods, and intentions and future behaviors (Chen &
Tsai, 2007). The focus of consumer behavior studies is to identify the needs and
motivations of the customer and create products or services that have the
corresponding benefits and characteristics to match with those needs (Evans et al.,
2006).

Generally, consumers follow a structured process that resembles a
funnel in which they asses their purchasing options and then narrow them down to

few alternatives that comply with their needs. The destination selection, and the
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services and products bought at the destinations are usually a sequential decision
that occurs just after all other options have been discarded (Okumus et al., 2007).
This means that destination image and the perceptions of tourists towards services
offered in a destination can affect their future consumer behavior (Chen & Tsai,
2007).

Consumers attitude towards a product, service or destination in
conjunction with socially imposed norms have a great impact on how humans
behave (Bhuyan, 2010; Sheats et al. 2013). In the next section, the effect of attitude
in future behavior was analyzed more deeply.

2.2.1 Motivations

Consumer motivations are related to the initiative of every individual
to participate in actions that help fulfill different types of needs (positive motivation)
or avoiding unwanted situations (negative motivation). Motivation has different
sources of drive, which can vary from one individual to another, but as a general rule
studies conclude, three main categories exist: biogenic, psychogenic and social drives
(Evans et al., 2006).

Motivation has been the subject to many studies in psychology,
marketing and other disciplines, some of the most relevant in the context of the
present research include Maslow’s hierarchy of needs and the psychoanalytic theory
or Freudian theory of motivation (Evans et al., 2006; Blackwell et al., 2006).

According to Lee (2009) tourist’s needs are usually associated with the
higher levels of Maslow’s hierarchy of needs, this could be because tourism is not a
basic need, and participating in indulging activities while travelling have a
predominating social and psychogenic drive (see figure 2 Maslow’s hierarchy of
needs).

Other studies have concluded that the motivation for food and
beverages consumption on a touristic destination include four categories: physical,
cultural, interpersonal and prestige (Kim et al.,, 2011). In this case, the motivational
drive corresponds to both high and lower level of needs, especially for tourists that

see eating at a destination as a basic need rather than an indulging experience.

Figure 2 Maslow's Hierarchy of Needs (Blackwell et al., 2006; Evans et al., 2006)
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In a different study, the authors suggested that motivation to eat food
at a destination might include cultural, psycholosical, social and sensory acceptance
of the food attributes, as well as the environmental characteristic of the destination
(Mak et al., 2012). This might be a concept difficult to appreciate by comparing it
with  Maslow’s” hierarchy of needs, nevertheless if analyzed using the Freudian
theory of motivation it might become clearer.

The Freudian theory of motivation distinguishes three arrangements of
cognizance; the first and most basic construct is called the “Id”, this part of the mind
is an unconscious source of compulsion, it represents an internal motivator and
includes the most basic human instincts and the search of immediate pleasure. The
second part of the mind is called the “superego”, which represents morality and the
values of people important to us. It functions as an external motivator and involves
a conscious control of our behaviors with the purpose of fitting with the social
norms, and it can sometimes be in conflict with the Id. The third part of the mind is
called the “ego”, which is a subconscious element that serves as a mediator, looking
to fulfill the impulses of the Id while complying with the norms perceived by the
“superego” (Evans et al., 2006).

Having in consideration the Freudian theory of motivation, it is
possible to explain how some consumers report to be aware about the healthy

properties of organic food, and nevertheless keep consuming food that is not organic
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but fits more with what their social environment dictates (Liu et al., 2013), or why
consumers that normally would not eat in fast food restaurants decide to eat this
kind of food when going out with their friends (Bagozzi et al., 2000). In these cases,
the attitude of consumers is modeled to fit what the “superego” perceives as the
subjective norm, the result is the suppression of their own cravings in order to follow

what society dictates as acceptable.

2.2.2 Attitude

Attitude is formed based on previous experiences and/or information
gathered in a learning process by the consumers; it refers to a predisposition of liking
or disliking a specific stimulus, which includes actions, ideas and physical or social
objects. Attitude is constituted by three components: beliefs (cognitive) which
involve the knowledge an individual has about the object of attitude. Beliefs might
be disparate from reality, but they are nevertheless important because they
represent the perception of the consumer about that object. Emotions (affective),
which can be negative or positive, consist of the feelings of individuals towards a
stimuli and are based on their beliefs; and the last component is Intentions
(conative) which refers to how individuals are likely to respond towards an object
based on their emotions and beliefs (Lee, 2009; Evans et al., 2006; Blackwell et al.,
2006).

Attitude can fluctuate across diverse scales, it can be a negative or a
positive value, but it also can vary in intensity, for example a consumer can have a
positive attitude towards Starbucks coffee and also have a positive attitude about
McDonalds coffee, but the difference in the intensity of these attitudes might be the
determinant as to which of the brands the individual is more likely to patronize
(Blackwell et al., 2006). This is consistent with the idea expressed by Lee (2009)
where he affirms that “attitudes predispose a person to act or perform in a certain
manner”.

Although the tri-component approach of attitude has clear and
valuable uses, there has been criticism as to whether the conative component
(intentions) is actually an element of consumer’s attitudes or not. Evans et al. (2006)

suggested that beliefs and emotions could be the basic components of attitude
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while intentions might be a result of consumers’ attitude towards an object. Attitude
is not a fixed value, the cognitive and affective image of food in the destination is
affected by previous experiences, and a bad experience can change a positive
attitude into negative, at the same time if tourist have eaten at their destination
before, or if they are familiar with the local food from previous consumption in an
ethnic restaurant in their country of origin, their attitude and willingness to try the
food at the destination could be significantly better (Seo et al., 2013).

To measure attitude towards a product or a service is necessary to
understand what consumers consider to be the appropriate attributes for the specific
object. Performing an evaluation of consumers’ beliefs about how well they think a
product or service is complying with the desired attributes, can be achieved better
by using sematic differential or Likert scales questions about each one of the
attributes (Blackwell et al., 2006; Evans et al., 2006).

Studies suggest that consumer’s attitude is only one of the
components in predicting consumers’ future behavior. Most of these studies follow a
research structure using a model called the theory of reasoned action and its more
current versions the theory of planned behavior (see figure 3 Theory of planned
behavior) and the reasoned action approach. In these constructs it is explained how
behavioral intentions are determined by a person’s attitude, perceived behavioral
control and subjective norm towards an act or an object (Ajzen, 1991; Kim et al,,
2013; Sheats et al,, 2013; Yazdanpanah & Forouzani, 2015). The current research
adopted a similar approach but included variables that take into consideration the
profile and travel behavior of the tourists, focusing mainly in the attitude of the

visitors towards street food in Phuket.
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Figure 3 Theory of Planed Behavior (Ajzen, 1991)
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2.2.3 Subjective Norm

Subjective norm is a psychological concept that is based in the
individual perception of whether his/her close social circle would accept or value
certain behaviors. In other words, it is the perception of consumers about how
people important to them might react and advise if they were to consume certain
products or services, measured against the motivation to comply with these social
pressures (Kim et al., 2013; Bagozzi et al., 2000; Sheats et al., 2013).

Subjective norm does not affect everyone’s behavior with the same
level of intensity, it has been reported to have a greater impact on the behavioral
intention of individuals with cultural backgrounds from countries that value
collectivism than for those that come from countries that value individualism
(Bagozzi et al,, 2000). Moreover, when individuals are outside of their normal social
environment, the effects of subjective norm diminish. For example, tourists travelling
with a cultural restricted diet like Halal or Kosher could relax their diet specifications
if the destination offers few options to maintain them, or simply because the social
pressure dissipates outside of their own country (Sheats et al., 2013; Khalek, 2012;
Bagozzi et al, 2000). Since the current study evaluates consumer behavioral
intentions outside their normal environment it focused on attitude as the major

predictor of intentions.
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2.2.4 Perceived Behavioral Control

Another important variable in the theory of planned behavior is the
perceived behavioral control. This can be defined as the degree in which a consumer
can affect or control a future behavior, since measuring the actual resources and
opportunities an individual has to perform an expected behavior is difficult, this
variable actually measures the belief of control the consumer has (Evans et al., 2006;
Kim et al.,, 2013).

Control factors can be categorized into two main groups: internal
which include determination, capabilities, compulsion, etcetera; and external which
include opportunities, and time or dependence in other people. For example,
people with an unhealthy diet trying to lose weight report to have a good attitude
towards losing weight. Their families and friends support that behavior, but the lack
of self-discipline and giving up to inner cravings makes the intentions differ from the
actual future behavior. In a similar way, an individual could report having a negative
attitude towards firing an employee. Friends and colleagues would not approve this
behavior and thus, external pressures and other circumstances might coerce his/her
final behavior (Kim et al,, 2013; Bhuyan, 2010; Bagozzi et al., 2000; Yazdanpanah &
Forouzani, 2015). The present study did not investigate the specific control factors
about tourists’ behavioral intentions towards street food in Phuket, but rather
focused only on whether consumers perceive to have control to revisit Phuket and
eat street food at the island or not.

2.2.5 Behavioral Intentions

Intentions are determined by the attitude of a consumer towards a
specific behavior, certain post-consumption behaviors are of particular interests to
companies and tourist destinations, because they determine the likelihood of future
consumption and the increment of demand towards their products. These behaviors
include saying positive things about the product, company or destination to others,
recommending the service to friends and family, remaining loyal/revisiting intentions
and spreading good word of mouth and word of mouse (Blackwell et al., 2006;

Namkung & Jang, 2007).
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Services and activities tourists involve themselves in while visiting a
destination are perceived as sub products of that destination, therefore the
experience the consumer has with these services can affect the image of the
destination and its tourists’ intentions towards it (Lee, 2015). Although intentions to
consume a product or use a service will not always be fulfilled, studies have shown
that intentions are the most important predictors of actual future behaviors (Bhuyan,
2010; Blackwell et al., 2006).

Positive experiences during the visit lead to tourists’ customer
satisfaction, a better attitude and the inclination to revisit a particular destination or
to recommend it and spreading a positive word of mouth (Mosavi & Gheaedi, 2012;
Jariyachamsit, 2015; Choovanichchannon, 2015). Some studies have suggested that
behavioral intentions are predicted better when perceived value, quality of the
product, and quality of service are taken into account (Parasuraman & Zeithaml,
1994; Chen & Tsai, 2007; Namkung & Jang, 2007; Su et al,, 2016), this study will
consider all these variables to understand the attitude of tourists towards street food
while visiting Phuket in a cohesive manner.

By understanding how a destination is perceived by its visitors,
managers and government authorities can identify its strengths and weaknesses and
make predictions about the future behavior of tourists. This is critical for the correct
management and future development of a touristic attraction (Lee, 2009). In general,
the literature suggests that attitude is an important antecedent of consumer
behavioral intentions, however few studies have explored if there is a relationship
between the attitude towards a specific kind of food and tourists revisiting intentions
towards the destination offering that food.

2.3 Street Food in Thailand

Street food provides around 40% of the food offer in Thailand. There
are more than 20,000 street vendors in Bangkok alone and their consumers include
locals and visitors alike (thefoodpeople.com, 2015). Eating out is rather common in
Thailand, this might be related to the cultural role that food has in Thai society.
Thais do not only eat out in special occasions, but also as a way of satisfying their

nutritional needs in a regular basis. Some authors have described eating street food
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in Thailand as the best culinary experience in the country (Conway, 2015). In a sense,
this affirmation might be very close to reality, after all practice makes perfection, and
street food vendors which only handle small menus get to practice the same dishes
several times in a day of work.

Street food started blooming in Thailand in the late 1960s, perhaps as
a result of big groups of people moving from their homes and farms to look for an
opportunity in big cities like Bangkok (Thompson, 2009), it most likely started as
means for a quick snack for people going to work or as a fast alternative for parents
who needed to buy dinner on their way back home, at the beginning the options
probably included Chinese-influenced specialties and noodles, as the majority of
street vendors were Chinese (Conway, 2015). In the present, Thai street food is rather
diverse, it includes 4 main establishment categories, the first one is the mobile units
with none or just a few tables around them and specialized mainly in take away
orders. The second group includes made to order food shops or aharn tham sung,
this kind of establishments operate in a fixed location and will often have a medium
sized menu with a couple of specialties and customizable orders. The third group
includes the shop house vendors; this kind of establishments is usually the most
formal type of street food. It is not rare to find vendors that now own a shop house
that started with a mobile unit and later decided to fix their location, nevertheless
most of their cooking is done outside of the shop house from a makeshift kitchen in
front of the guests. This shops have the most extended menus and can customize
most of their dishes to your taste. The last group is the rice and curry shops or khao
raad gaeng in this kind of shops the vendor has a selection of already made curries,
stews and stir-fried dishes displayed at the front of the house, the menu varies from
day to day, but the vendors regularly have one or two dishes they are famous for
and will prepare this dishes almost every day. Guests can select one or several kinds
of preparations to be served on top of steamed rice and the prices vary according to
the number of selected dishes (Nualkhair, 2014; Thompson, 2009; Conway, 2015).

The street food industry has become one of the most important in
Thailand. In 2012, it reported earnings near to 250 billion baht. There are

approximately 90,000 street food outlets across the country, these establishments
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benefit self-employed or commissioned vendors and their families that otherwise
would not have a stable source of income (Euromonitor International, 2015). In the
same year, street vending had the highest per capita spending of the food industry in
Thailand with a total of 6 billion transactions and an average spending of 34 baht per
transaction approximately. According to a statistical report prepared by Agriculture
and Agri-Food Canada, it is expected that the street food industry will continue
expanding with a compound annual growth rate of 0.3% in the following years
(2014), even though more formalized types of food service establishments are
presenting a bigger and more stable growth than street food, street vending will
remain attractive as a business option due to the small amount of required capital of
investment and the relative freedom self-employment represents (Nirathorn, 2006).

For the tourists, street food represents a way of interacting with the
host culture. It offers the opportunity to understand the Thai way of life and a richer
and more meaningful holyday experience. Eating out on the street is more
convenient than going to a restaurant; most of the time is cheaper and the flavor of
the food is, in many occasions, better than more formalized food offers. Moreover,
street food is available at any time of the day and there is a wide range of variety to
select from (Kururatchaikul et al., 2014;). Street food is made with ingredients
regularly sourced from local markets and recipes vary from vendor to vendor,
tourists that are familiar with street food form Bangkok could be less familiar with
street food from Chiang Mai or Phuket. Differences in the local culture and geography
across Thailand make street food unique in every region, it is not clear whether these
differences could be a motivation for tourists that are familiar with Thai street food
to revisit Thailand and experience the food of different regions.

2.3.1 Street Food in Phuket

The local governments mediate the Street food offer in Phuket. Even
though Phuket province has tourism strategies and coordinates efforts among
municipalities to standardize the rules and regulations, the ultimate decision lays
upon each of the nine district offices independently. The information presented in
this section of the research was gathered by interviewing government representatives

of the nine municipalities in Phuket.
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The representative from Karon municipality reported that there are 88
restaurants in their area, all of them are part of the ‘clean food good taste’ (CFGT)
program. Mobile food carts are not allowed and therefore, there are not registered
street cart vendors, nevertheless they have knowledge of around 30 unregistered
carts operating in the area. The most common areas for street vendors are Nagog
market (see figure 5), Chalong temple, and the vicinities around the five ways
intersection roundabout. Fixed street food stalls are permitted but owners have to
register in a food-handling program and pass a sanitary inspection with the same

standards that are required from full service restaurants.

Figure 4 Curry Shop and Nagog market

Patong’s representative stated that there are around 300 restaurants
and 192 street vendors in their municipality. They do not have any designated area
for street vendors, and they do not allow street vending directly on the beach. The
officer also indicated that the area close to Kalim beach is reserved for local vendors
and their families. All street vendors are requested to participate in two evaluations;
the first evaluates standard procedures in accordance with the CFGT program, the
second one is a random clinical test of food, ice, equipment or hand scraping sample
to determine whether the food is safe for consumption or not. Although all vendors
go through this evaluation, only around 50 establishments are accredited with the

CFGT sign.
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The deputy from Ratsada expressed that there are 104 restaurants but
only 16 registered street food vendors in their municipality. Authorities are aware of
several unregistered vendors but it is difficult to keep track of all of them because
normally they do not stay open for long. New vendors attempt opening their own
businesses constantly without registering, and only if they have success they would
consider registering, and establishing their own company. Ratsada encourages food
vendors to attend food-handling classes, and makes a yearly inspection to assess the
sanitation of the establishments. In this municipality, it is compulsory to go through
the CFGT program inspection but only 25 venues have been granted with the
distinctive badge, they encourage new vendors to start operations in monkey point,
around the dormitories in moo 7 and at Sriray bay.

The agent from Rawai explained that they do not encourage street
vending in their municipality. There are approximately 223 restaurants but the
municipality do not keep records of any unregistered food vendors, there are
nevertheless some registered street food stalls that have been granted the status of
open-air restaurants in the areas of Naihan and Promtape cape, the CFGT program is
not compulsory and only 3 restaurants have been granted the sign.

The representative of Wichit district accepted that not much
information is kept about street food vendors in their municipality. There are 145
restaurants and 120 have been granted CFGT accreditation. Even though there are
not registered street food vendors, it appears there are two main areas where street
food vending occurs regularly in this district, the night market close to Suan Luang
and around Panwa beach area.

The representative from Choeng Thale stated that there are 87
registered restaurants, 40 of them have been awarded with the CFGT sign. There are
39 registered street vendors, and they are encouraged to participate in the CFGT
program, but only 20 of them have been awarded with the distinctive badge. As part
of the registration process, all food establishments in this municipality are required to
attend a food handlings classes. Special emphasis is made to keep the standards of
the CFGT awardees, and an annual revalidation needs to be made, if the standards

are not met or there are any complaints from the community about a particular
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establishment, the license could be revoked and suspended. Common places for
street food vending include the night market close to the temple by Nayang beach

(see figure 6) and the area around the airport.

Figure 5 Yum Style Salads at Nayang Night Market

The information provided by Kathu officer appears to be far from the
observable number of restaurants in their district, this could be due to the rise of
unregistered food vendors or the lack of law enforcement against restaurants and
vendors operating without a permit. According to them, there are 74 restaurants in
their district and curiously, there are presumably 74 street vendors as well. There are
no designated areas for street vending, and only around 48 establishments have
been granted the CFGT sign.

The information received by Thep Krasattri municipality stated that
there are only 30 registered restaurants in their district and only 17 of them have the
CFGT distinctive badge. There are no registered street food vendors in this district but
clearly, there are street food stalls around Ao Por Pier and in the main street close to
the Heroines monument.

According to the information provided by Phuket Town municipality,
there is a total of 234 restaurants in the area, all of them are part of CFGT program,
and all of them have to undergo a yearly inspection to renovate their licenses. In the
same way than other municipalities, they do not keep track of the number of street

vendors, nevertheless they mentioned that there could be around 40 — 60 vendors



26

in the area. They encouraged street vending in the markets at Talat Nuea and the
walking street weekend market in Thalang road (see figure 6), as well as in Sapan hin

and alongside Phuket road (See figure 7).

Figure 6 Phuket Style Spring Rolls at the Walking Street Market

Although previous research has shown that food is considered one of
the major attractions in Thailand (Yiamjanya & Wongleedee, 2014; Lertputtarak,
2012), the information discussed in this section illustrates that it could also represent
a major obstacle for some tourists as there is great inconsistencies on hygiene
regulations from one municipality to another. It is not clear if all municipalities
enforce the standards described by the CFGT program, or if there is any formal

inspection of the street food vendors that operate in Phuket. The next section
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describes the CFGT program in detail, further evidencing the inconsistencies between
the standards set by it and the actual operation of street vendors in Phuket.
2.3.2 The “Clean Food Good Taste Project”

In 1989 the Ministry of Public Health along with the Tourism Authority
of Thailand and the Ministry of Interior lunched a project aiming to reduce the risk of
foodborne illness in restaurants, cafeterias and street food vendors, as well as
promote food hysgiene, food quality and support local authorities to safeguard food
safety under their jurisdictional areas (WHO, 2015). Now almost 26 years after its
creation, over 85 000 street vendors and 50 000 restaurants are part of this project
based in 4 basic principles; partnership and co-ownership, quality assurance,
sustainability and public awareness and involvement (FAO-WHO, 2002).

The project outlines 30 standard operational procedures for cafeterias,
15 for restaurants and 12 for street food, the following are food standards for street
food vendors (WHO, 2015):

1. Food stall surface must be made from material that is easy to
clean and must be in good condition so as to permit easy and adequate cleaning. All
food preparation or cooking area must be elevated to at least 60 cm above ground.

2. Cooked food must be covered or stored in clean containers to
prevent contamination from insects or other pests.

3. Food additives used must be those that have been approved
by authorized office such as FDA.

4. Drinking water must be clean and fit for human consumption. It
must be kept or stored in clean and covered container with spout or draining valve.

5. Beverage must be stored in clean and covered container with
spout or draining valve. Long handle ladle may be used.

6. lce must be clean and fit for human consumption. It must be
kept in clean and closed container that is elevated to at least 60 cm above ground.
Long handle ladle is to be used to draw the ice and nothing shall be cooled, or

stored in this ice.
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7. Wash utensils with dish-washing detergent and rinse well under
running water or twice in two water basins. This operation must also be elevated to
at least 60 cm above ground.

8. Spoons, forks, and chopsticks must be stored in open
containers with good circulation with the handles up. This container must also be
elevated to at least 60 cm above ground.

9. Food waste and trash must be collected and removed.

10. Food handlers must wear clean cloth and the shirt must have
sleeves. The cook must wear an apron and also a hat or hair net.

11. Always use clean utensil to pick up or serve food.

12. Any wound or cut on food handler's hands must be covered
and protected with water-proof covering to prevent transmission of disease.

The project has evolved in a positive manner. There are many
restaurants and vendors involved in it, but a simple glimpse to the local offer in
Phuket will bring up the question of whether the vendors are really aware of the
standards of not. Most of street food vendors do not follow the 12 points stablished
by the program, and nevertheless many of them have been awarded with the
distinctive. It is imperative to develop into a more comprehensive program, a
program that not only sets the standards but actually enforces them and provides
education for vendors to understand why is it important to follow the standards, and

what are the benefits of portraying the “Clean Food Good Taste” distinctive sign.
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CHAPTER 3

RESEARCH METHODOLOGHY

3.1 Research Design

The primary aim of this study was to understand the attitude of
international tourists towards street food in Phuket. Since attitude involves the
perception, affection and intentions of people towards different subjects, using
empirical evidence derived from the tourists own sensorial experiences will render a
result closer to the truth (Bryman, 2008).

The most convenient and accurate way to collect empirical data in
social research is through observation and direct communication with the observed
population, therefore a self-applied survey was the optimal approach to gather the
information necessary to identify the characteristics of international tourists who visit
Phuket, and the factors that affect their attitude towards street food in the island
(Cooper & Schindler, 2014).

This is a cross sectional research, which considered data collected in a
single survey process. Researchers did not have control over the variables and have
limited their involvement in the study to generating hypotheses, analyzing the
collected data through mathematical and statistical methods, testing the generated
hypotheses and drawing general deductions and conclusions (Henn et al., 2006;

Cooper & Schindler, 2014).

3.2 Population and Sample

It is difficult to determine an exact number of population for this
research, although Tourism Authority of Thailand has a very precise figure of the
international tourists visiting Phuket every year, some of them might not be
interested in trying street food while visiting the island, nevertheless, considering that
some studies have determined food as one of the most important motivators for
tourists to visit Thailand (Yiamjanya & Wongleedee, 2014; Horng & Tsai, 2009; Lee,
2014), all international tourists visiting Phuket were considered as part of the

population, this way, it can be certain that the sample size is big enough to account
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for any percentage of the international tourists that are interested or have tried
street food while visiting Phuket.

Due to budget and time limitations, this research followed a non-
probabilistic convenience sampling. Interviewees were chosen through direct
interception in different locations of Phuket, to avoid over representation of a
specific type of tourists. Special attention was paid to include male and female
respondents equally, and to incorporate tourists from a variety of nationalities to
increase the representativeness of the population (Bryman, 2008; Gray 2009).

Since the most complete statistical report released by TAT is the one
from 2013, this research considered 8,395,921 international tourists per year as the
population size. The survey included questions searching for both means and
proportions, both formulas were applied and the results were very similar; the higher

result was taken as the needed sample size (Cooper & Schindler, 2014).

_Z’p(-p)
Ny=—""—>5—
e
Where:

no= Necessary sample size

Z= Confidence level (which is a constant value determined by the
desired percentage of confidence, in this case 95%) = 1.96

p= Standard error of the proportion (in this case 50% was
considered as it is expected that population will give answers with a normal
distribution)

e= Margin of expected error (since the study is looking for a 95%

of confidence, the expected error is only 5%)

(1.96)* x.5(.5) _ (3.8416%.25) _ 0.9604

. = 384.16
(.05) 0025 0025

Applying this formula shows that 384.16 or rounding up 400
questionnaires was conducted, to ensure that the sample represents with a 95%
level of confidence and just a 5% margin of error the total population of
international tourists visiting Phuket. Since the obtained sample size was less than
5% of the total 8,395,921 international tourists, it was not necessary to apply the
finite population correction factor (Cooper & Schindler, 2014; Smith, 2015).
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3.3 Research Instrument

In order to understand International tourists’ attitude towards street
food in Phuket, a five parts self-administered survey was designed. Most of the
variables were adopted from previous studies and modified to fit the scope of this
research, some other variables were added as a recommendation of the research
committee of the faculty of hospitality and tourism of Prince of Songkla University.
The final questionnaire structure is as follows:

Part 1: Attitude towards street food in Phuket.

Food and beverage consumers evaluate restaurants and vendors
based on three major elements; physical environment, food quality and service
quality (Ryu et al., 2012; Cousins et al., 2011), following this premise, the present
study evaluates the attitude of tourists towards street food in Phuket considering all
the elements. Food quality dimensions include taste, smell, freshness, food variety,
appealing presentation, texture, juiciness, serving temperature and healthiness
(Mosavi & Ghaedi 2012; Sulaiman & Haron, 2013; Ryu et al., 2012; Kim et al.,, 2013).
When evaluating service, the attributes consumers look for include quickness and
efficiency of the service staff, as well as friendliness and disposition to help (Ryu
et al,, 2012). The physical environment perception includes the cleanliness of the
establishment and the staff (Juric & Worsley, 1998; Ryu et al,, 2012) as well as the
physical settings and atmospherics (Sulaiman & Haron, 2013). Finally, other studies
have suggested price and value are other important determinants of consumer’s
attitude towards food (Liu et al., 2013; Karim et al., 2009).

This part of the questionnaire includes 2 projective questions
about street food in Phuket and the top concern tourists might have when eating on
the street. It also includes 27 variables in a Likert scale format that measure the
attitude of international tourists towards the street food in Phuket. The first item
measures affection towards street food, then statement 2-13 measure the attitude
towards different attributes considered necessary for food quality, such as hysgiene,
freshness of the ingredients, if the food is free of additives, good taste, good smell,

easy to eat, healthy, visually attractive, if the food is served at the right temperature,
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if it is perceived as a unique or exotic offer by the respondents, the variety of offered
street food in Phuket and the cultural value of the street food.

Variables 14-22 measure the attitude towards the vendors and
their establishments, evaluating the cleanliness of the premises, personal hygiene of
the hawkers, convenience of location, speed of the service, whether or not the
vendors are friendly, if the food is easy to order, the reputation of vendors in Phuket
and the perceived value of money. Questions 23 and 24 evaluate the overall
satisfaction with the food quality and the service quality of street food vendors in
Phuket. Questions 25 and 26 evaluate emotional satisfaction, and the last question
of part one evaluates how different is the food in Phuket from the food tourists are
used to eat back in their home countries. Table 1 indicates other studies that have
used some of these variables to measure the attitude of respondents towards

different kinds of food.

Table 1 List of common attitude variables used in previous studies

Attitude Measuring References

Variables

Affection towards a kind S.Seo et al.(2013); Lee (2008); Mak et al. (2013).
of food

Hygienic Food S. Seo et al(2013); Bhuyan (2010); Chen & Tsai (2007); Josiam &
Henry (2014); Lertputtarak (2012); Yiamjanya & Wongleedee (2013).
Fresh ingredients S.Seo et al(2013); Mosavi & Ghaedi (2012); Lertputtarak (2012);

Yiamjanya & Wongleedee (2013); Sirigunna (2015); Kim et al (2013).
Natural/ free of additives  S. Seo et al (2013); Sirigunna (2015); Kim et al (2013).

Good taste S. Seo et al(2013); Namkung & Jang (2007); Bhuyan (2010); Mosavi
& Ghaedi (2012); Josiam & Henry (2014); Henderson et al. (2012).

Good smell S. Seo et al (2013); Ryu et al (2010), Karim et al, 2009).

Easy to eat S. Seo et al (2013); Mak et al. (2013).

Healthy S. Seo et al (2013); Namkung & Jang (2007); Mosavi & Ghaedi (2012),

Lertputtarak (2012); Sirigunna (2015); Kim et al (2013).
Visually attractive food Namkung & Jang (2007); Mosavi & Ghaedi (2012); Mason & Paggiaro
(2012); Lertputtarak (2012), Su et al (2015); Ryu et al (20100.
Temperature of Food Namkung & Jang (2007); Yiamjanya & Wongleedee (2013).




Table 1 continued

32

Attitude Measuring

Variables

References

Exotic/ Unique offers
Authenticityy  Cultural
Value

Variety of offers
Personal  Hygiene of
Vendor

Clean Establishment

Convenience of location

Quick service

Easy to order

Friendly Service

Good Prices Value for

money

Prestige and Reputation
Emotional satisfaction
Overall satisfaction with
food

Overall satisfaction with

service

Chen & Tsai (2007); Lertputtarak (2012); Henderson et al. (2012),
Mak et al (2013).

Lertputtarak (2012); Henderson et al (2012); Ryu et al (2010); Mak
et al (2013).

S. Seo et al (2013); Namkung & Jang (2007); Bhuyan (2010); Chen &
Tsai (2007); Lertputtarak (2012); Ryu et al (2010); Karim et al (2009).
Yiamjanya & Wongleedee (2013); Ryu et al (2010).

Mason & Paggiaro (2012); Yiamjanya & Wongleedee (2013);
Choovanichchannon (2015); Henderson et al (2012); Ryu et al
(2010,

Bhuyan (2010); Mason & Paggiaro (2012); Josiam & Henry (2014,
Yiamjanya & Wongleedee (2013); Henderson et al. (2012); Mak et al.
(2013).

Ryu et al. (2010); Henderson et al. (2012).

Mosavi & Ghaedi (2012); Henderson et al. (2012); Ryu et al. (2010,
Kim et al. 2011).

Chen & Tsai (2007); Mosavi & Ghaedi (2012); Josiam & Henry (2014,
Henderson et al. (2012); Ryu et al. (2010,

Bhuyan (2010); Chen & Tsai (2007); Josiam & Henry (2014,
Lertputtarak (2012); Choovanichchannon (2015); Henderson et al.
(2012).

Kim et al. 2011); Hueng & Gu (2012).

Mason & Paggiaro (2012); Karim et al. (2009).

Namkung & Jang (2007); Lee (2008); Mason & Paggiaro (2012);
Choovanichchannon (2015); Su et al. (2015); Kim et al. (2013).
Bhuyan (2010); Mosavi & Ghaedi (2012); Mason & Paggiaro (2012);
Josiam & Henry (2014); Choovanichchannon (2015); Lee (2008).

Part 2: Past Travel

behavior, Behavioral intentions, perceived

behavioral control and Subjective norm
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This part is composed of 36 questions, the firsts 18 questions
evaluate the travel behavior of the respondents including variables that measure
length of stay in Phuket, purpose of the visit, numbers of times a respondent ate
street food in Phuket, average expense(s) per person, food expenses, past experience
in the destination, how much subjects knew about street food before they traveled
to Thailand, who do respondents normally eat out with, and how many people are
travelling with them while visiting Phuket. These variables evaluate the travel
behavior of respondents to determine if different travel behaviors generate a
different attitude towards street food in Phuket. Table 2 shows a list of other

researchers that have used these variables in their studies.

Table 2 List of common past travel behaviors variables used in previous studies

Travel Behavior Variables

References

Length of stay
Purpose of visit

Number of times eating out

Average of expense when
eating out
Average daily expense in
destination

Previous visits to Destination

Numbers of times eating a kind
of food in a period of time
Who do you eat out with?

Size of travelling group

S. Seo et al. (2013); Lertputtarak (2012); Tse & Crotts (2005).
S. Seo et al. (2013); Choovanichchannon (2015).

S. Seo et al. (2013), Bhuyan (2010).

S. Seo et al. (2013).

Zoltan & Masiero (2012).

S.Seo et al. (2013); Chen & Tsai (2007); Zoltan & Masiero
(2012); Lertputtarak (2012); Yiamjanya & Wongleedee (2013);
Sirigunna (2015).

Bhuyan (2010, al. (2000);
Wongleedee (2013); Sirigunna (2015).
Bhuyan (2010); Bagozzi et al. (2000).

Chen & Tsai (2007); Zoltan & Masiero (2012).

Bagozzi et Yiamjanya &

The second section of this part includes 9 questions organized in a
chart following a Likert format. Questions in this chart are divided into three different
groups, group number one includes questions one to three measures the level in
which the respondents are influenced by subjective norm, Table 3 enlists different

studies that have used the same variables as part of their research.
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Table 3 List of common subjective norm variables used in previous studies.

Subjective Norm Variables References

| believe my family and friends Bhuyan (2010); Sheats et al. (2013); Yozdanpanah &
would appreciate if | try.... Forouzani (2015); S. Seo et al. (2013); Tse & Crotts (2005).

| believe my family and friends Choovanichchannon (2015). Bhuyan (2010); Sheats et al.
would like to try.... (2013); Kim et al. (2011).

People whose opinions regarding Mak et al. (2012); Bhuyan (2010); Sheats et al. (2013);
food are important to me think Yozdanpanah & Forouzani, (2015); Kim et al. (2011).

that | should try...

Questions four and five evaluate the perceived behavioral control
respondents have towards eating street food in Phuket, both this section and the
previous section related to subjective norm where adapted from previous studies
that followed the theory of planed behavior, Table 4 enlists different studies that

have used the same variables as part of their research.

Tabled List of common percived behavioral control varbales used in previous studies

Percived Behavioral control References

Variables

If I wanted to, | could buy other Kim et al. (2011); Bhuyan (2010); Sheats et al. (2013),
food instead of... Yozdanpanah & Forouzani (2015).

It is mostly up to me whether or not  Kim et al. (2011); Bhuyan (2010); Mak et al. (2012);
to buy... Chen & Tsai (2007); Karim et al. (2009)

The last group is composed of 4 different statements that measure
the likeliness of the respondents to recommend Phuket and its street food to family
and friends, to revisits Phuket and to eat street food at this destination in the future
as well as their willingness to spread good word of mouth about Phuket as a
destination, and the street food they have encountered in the island. Table 5 enlists

different studies that have used the same variables as part of their research.
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Table 5 List of common behavioral intentions variables used in previous studies

Behavioral Intention Variables References

To recommend the destination/ Namkung & Jang (2007); Howard (2009); Mason & Paggiaro

food

(2012); Lee (2008); Su et al. (2015); Ryu et al. (2010).

To say positive things about the  Namkung & Jang (2007); Mosavi & Ghaedi (2012); Mason &

food, destination

To revisit the destination

Paggiaro (2012); Lee (2008); Ryu et al. (2010); Altunel & Erkut
(2015).

Chen & Tsai (2007); Howard (2009); Mason & Paggiaro (2012);
Lee (2008); Su et al. (2015); Kim et al. (2013).

To eat a similar kind of food in  S.Seo et al. (2013); Mosavi & Ghaedi (2012); Lee (2008)

the future

Part 3: Socio-demographic profile.

The last part frames are the respondent’s socio-demographic

characteristics. In total, 10 different variables were included: gender, age, nationality,

staple food of the respondents, religion, marital status, education level, monthly

income, occupation and household size, as well as including extra space for further

comments from the respondents, or from observations made by the interviewer.

Table 6 makes reference to previous studies that use these variables as part of their

research.

Table 6 List of common socio-demographic variables used in previous studies

Profile Variables

References

Gender

Age

Nationality

Religion

Marital status

Education Level

S.Seo et al (2013); Bhuyan (2010); Chen & Tsai (2007); Zoltan &
Masiero (2012); Mosavi & Ghaedi (2012); Hsieh & Chang (2006).

S. Seo et al (2013); Namkung & Jang (2007); Bhuyan (2010); Chen &
Tsai (2007); Zoltan & Masiero (2012); Mosavi & Ghaedi (2012).

S. Seo et al (2013); Howard (2009); Bagozzi et al. (2000); Tse & Crotts
(2005); Mak et al. (2013); Heung & Gu (2012).

S. Seo et al. (2013); Bhuyan (2010); Josiam & Henry (2014).

S.Seo et al (2013); Bhuyan (2010); Hsieh & Chang (2006); Josiam &
Henry (2014); Lee (2008); Mak et al. (2013).

S. Seo et al (2013); Namkung & Jang (2007); Bhuyan (2010); Chen &
Tsai (2007); Mosavi & Ghaedi (2012); Josiam & Henry (2014).
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Table 6 Continued

Profile Variables References
Monthly income S. Seo et al (2013); Namkung & Jang (2007); Bhuyan (2010); Chen &
Tsai (2007); Josiam & Henry (2014); Choovanichchannon (2015).
Occupation S.Seo et al (2013); Chen & Tsai (2007); Hsieh & Chang (2006);

Lertputtarak (2012); Choovanichchannon (2015); Mak et al. (2013).
Household size Bhuyan (2010); Josiam & Henry (2014); Sheats et al. (2013);

3.4 Instrument Pilot Test

Before applying a pilot test, the instrument was reviewed by a
research committee formed by three professors from the faculty of hospitality and
Tourism of Prince of Songkla University, Phuket. All their feedback was taken into
account and the revised version of the questionnaire was used for the pilot test. A
sample of 40 questionnaires was applied, the respondents were selected by
convenience sampling, and the results were analyzed using IMB SPSS version 22.
Aside from the reliability test presented in the next section, the pilot test evaluated
the amount of time required for the respondents to complete the questionnaire. The
average time spent was around 9 minutes, and special attention was paid to ensure
that respondents understood all the questions. Questions number 4, 5 and 11 of part
2 presented an interpretation problem as some respondents did not give an exact
number of times they had been to Thailand, Phuket or ate street food, but instead
gave answers like “many times” or “a lot of times”, or gave answers involving a
parameter of times like “5-10 times” or “more than 10 times. These questions had
to be reformulated into close ended questions to avoid misinterpretation. In
questions 8, 9 and 10 in part 2, the scales were rearranged to follow an ascendant
order in value.

Question 16 and 17 had similar answers in most of the cases.
Question 15 has a negative inclination and could influence the respondent to give a
negative answer, therefore they were reformulated to a neutral tone. Question 4 of
part 3 was restructured to be a closed ended question, which allows easier

interpretation of the relationship between this variable and the attitude towards
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street food in Phuket. Adjusting some scales, reformulating some questions and
disregarding redundant variables helped simplify the data collection.
Reliability of Scale

The first part of the questionnaire aimed to assess the attitude of
international tourists towards street food in Phuket. It includes 27 items that evaluate
different attributes of food, three items assessed the affection of respondents
towards street food in Phuket. A reliability test was performed and the result showed
a Cronbach’s alpha value of .747. Four items evaluated the overall impression of
tourists towards the hygiene of street food in Phuket, for this scale the Cronbach’s
alpha value was .766. Eight items evaluated food quality attributes such as flavor and
smell, this scale had a Cronbach’s alpha value of .775. Seven items measured
different aspects related to service quality, the result for the reliability of scale
showed a value of .70. Two items measured overall satisfaction with street food in
Phuket, they showed a Cronbach’s alpha value of .713. Other questions measured
value for money, familiarity with the offered food and sufficiency in the amount of
information about street food in Phuket. These six factors measured as a scale to
evaluate attitude towards street food in Phuket present a Cronbach’s alpha value of

.779. See Table 7 for detailed information about these scales.

Table 7 Factors measuring attitude towards street food

Factor [tem Cronbach's Alpha

Affection  Street food in Phuket makes me feel good 0.747
Thinking about street food in Phuket makes me happy

| feel trying street food in Phuket is a fun experience

Hygiene Street food in Phuket is Hygienic 0.766
| am not afraid of getting sick from street food in Phuket
Street vendors in Phuket are well groomed and clean

Food stands and carts in Phuket are clean and organized

Food Street vendors in Phuket use fresh ingredients 0.775
Quality Street food in Phuket is natural and free of additives
Street food in Phuket has good taste
The smell of street food in Phuket is appealing

It is easy for me to eat street food in Phuket
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Table 7 Continued

Factor [tem Cronbach's Alpha

Street food in Phuket is healthy and nutritious
Street food in Phuket is visually attractive

Street food in Phuket is served at a right temperature

Service Street food in Phuket is unique and exotic 0.706
Quality Street food in Phuket represents an authentic local
culture

There is a big variety of street food options in Phuket
Food venues are conveniently located around Phuket
Street food venues in Phuket provide a fast service

It is easy to order my meal at street food venues in
Phuket

Street food vendors in Phuket are friendly

Satisfaction | am satisfied with the street food quality in Phuket 0713

| am satisfied with street food service in Phuket

Value Street food in Phuket has good value for money

Total 0.779

The last section of part two in the questionnaire contains a list of 18
Likert scale questions. From those items, 3 were measuring tourist’s subjective norm
towards street food consumption in Phuket, see Table 8 for the reliability test result.
Four items were measuring behavioral intentions, table 9 reports the results of the

reliability of this scale.

Table 8 Reliability of the subjective norm measuring scale

Reliability Statistics

Cronbach's Alpha  Cronbach's Alpha Based on Standardized Items N of ltems

766 167 3

Table 9 Reliability of the behavioral intentions measuring scale

Reliability Statistics

Cronbach's Alpha  Cronbach's Alpha Based on Standardized Items N of Items
802 803 4
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The scale measuring perceived behavioral control had a Cronbach’s
alpha value under the recommended value of .7. This is often the case when a scale
is formed by few items, nevertheless this scale could be used if the inter-item
correlation matrix shows a value above.3 (Pallant, 2013). Table 10 shows the inter-

item correlation value of this scale.

Table 10 Inter-item correlation matrix for perceived behavioral control measuring

scale

Inter-ltem Correlation Matrix

| could buy other It is mostly up to me
food instead of street whether or not to buy

food while visiting street food while visiting

Phuket Phuket
| could buy other food instead of street
1.000 446
food while visiting Phuket
It is mostly up to me whether or not to buy
446 1.000

street food while visiting Phuket

3.5 Data Collection Method

The data was collected by way of convenience sampling, potential
respondents were intercepted in different public location throughout Phuket and
asked if they would like to participate in the research project. Locations include
shopping malls, markets, touristic points, public beaches, and the departure hall of
Phuket’s international airport. When participants agreed in contributing, two screening
questions were queried verbally to confirm prospects qualified as part of the
targeted sample. If both questions were answered positively, a copy of the self-
administered questionnaire was handed to them to fill up. After 10- 15 minutes had
passed, the researcher came back and collected the answered format, then read
through the answers one time to minimize missing data. The researcher then asked if
participants were using the services of a travel agency in their current visit to Phuket,
and wrote down any extra comments obtained verbally from respondents.
Afterwards, the researcher proceeded to express gratitude and continue to intercept

other potential subjects.
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Data collection was challenging; one reason could involve that
prospective respondents were defensive towards people approaching them on
public places due to a bad reputation of Phuket related to tourists being scammed.
Most of the intercepted people would not even want to establish conversation, and
often would wave their hands in sign of disapproval. Others would start answering
the questionnaire but leave without completing it. A quick estimation gathered from
the researcher’s notes indicates that only 2 from every 10 people that were
approached provided usable data or be willing to participate. To help hasten the
data collection process, questionnaires were distributed by several collaborators,

measures were taken to achieve a standardized practice.

3.6 Data Analysis and Presentation Methods

The information gathered from close-ended questions was analyzed
quantitatively using IBM SPSS version 23. Material obtained with open-ended
questions was treated as qualitative data and was evaluated using Microsoft Excel. In
the next chapter, results from open and close-ended questions were presented
separately, starting with close-ended questions - a descriptive analysis that
condenses respondents’ demographic characteristics, followed by a synthesis of the
travel behavior of participants. Afterwards, a general description of the attitude of
international tourists towards the most significant attributes of street food in Phuket
paired with a multiple regression analysis that indicates what attributes of food can
predict tourists’ behavioral intentions to a greater extent. Subsequently, open-ended
questions were explored to explain other factors that could affect tourist’s attitude
towards street food in Phuket, and to determine what are the most popular dishes of
street food in Phuket among international tourists.

A total of 412 questionnaires were collected. After a preliminary
screening, 26 were discarded due to missing data, 21 more were not considered in
the statistical analysis as they presented a very small standard deviation in their
Likert scale items values, this is at times characteristic of disengaged respondents,
and it was considered that the information obtained from these questionnaires
would not help in the construction of a reliable model. The remaining 365 were

processed for constructing a standard multiple regression model. A total of 72
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questionnaires were deleted while refining the model as they presented a
Mahalanobis distance, exceeding the critical value of 24.322 suggested for a model

with 7 variables, or a Cook’s distance with a value larger than 1 (Pallant, 2013).
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CHAPTER 4

RESULTS

4.1 Close Ended Questions Analysis
4.1.1 Demographic Characteristics

Descriptive statistics were run to obtain the frequency of response
regarding demographic variables. The results showed that 153 respondents were
males and 141 were females; 148 participants were younger than 30 years, 104 were
from 30 to 49 years old, and 42 were 50 years or older. It is difficult to determine if
these figures are representative of the population because TAT does not keep a
public record of the age groups of tourists visiting Phuket. It nevertheless has been
observed that in recent years there has been an important increment of young
adults traveling abroad, and that millennials are one of the fastest growing tourist
age groups (Machado, 2014). Two hundred twenty-eight participants were westerners,
and 66 were from Asia. One hundred eighty-four respondents stated being affiliated
to Christianity, this does not come as a surprise since most of the respondents were
from Europe, 15 to Islam, 8 to Hinduism, 30 to Buddhism and 57 reported they had
other religious beliefs or no particular beliefs.

In relation to their marital status, 144 people indicated being single,
136 married, 10 divorced or separated, and 4 being widowed. Concerning their
highest level of education, 194 reported having a university degree or equivalent, 52
college diploma, 27 secondary certificate, and 21 mentioned they possessed other
qualifications. A total of 84 participants were private company employees, 74 were
students, see table 11 for more details. On the subject of income, 83 reported they
earned between 1,001 to 3,000 USD, and 67 earned less than 1,000 USD per month.
Household size of 144 subjects were 1 or 2 persons, 110 indicated they live with 3 or

4 persons, 38 said 5 persons or more, and 2 persons did not answer this question.



Table 11 Demographic Characteristics

42

Attributes Frequency Percentage
Gender
Male 153 52.0%
Female 141 48.0%
Age
Less than 30 years 148 50.3%
30-49 years old 104 35.4%
50 and above a2 14.3%
Region of Origin
Westerner 228 77.6%
Asian 66 22.4%
Religion
Christianity 184 62.6%
Others 57 19.4%
Buddhism 30 10.2%
Istam 15 51%
Hinduism 8 2.7%
Marital Status
Single 144 49.0%
Married/ living together 136 46.3%
Separated, Divorced 10 3.4%
Widowed a4 1.4%
Highest Level of Education
University Degree (BSc, BA, MSc, MBA, 194 66.0%
College  Diploma  (NVQ/  SVQ, 52 17.7%
Secondary Certificate (GCSE, SCE) 27 9.2%
Other Qualifications 21 7.1%
Occupation
Private Company Emplovees 84 28.6%
Students 74 25.2%
Self-emploved 67 22.8%
Government Emplovees 32 10.9%
Retired 25 8.5%
Others 7 2.4%
Unemploved 5 1.7%
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Table 11 Continued

Attributes Frequency Percentage

Monthly Income in USD

$1,001 - $3,000 83 28.2%
$3,001 - $5,000 70 23.8%
Less than $1,000 67 22.8%
$5,001 - $7,000 30 10.2%
More than $9,000 20 6.8%
$7,001 - $9,000 16 5.4%
Missing Data 8 2.7%
Household Size
1-2 Persons 144 49.0%
3-4 Persons 110 37.4%
More than 4 Persons 38 12.9%
Missing Data 2 0.7%

Based onall 26 items in the questionnaire measuring different
attributes of street food, a global value for attitude was computed to compare it
among different demographic groups. These results refer to Hypothesis group one.

Previous studies have shown that gender is an important factor in
tourists’” food consumption. Kim et al (2009) suggested that “women were especially
interested in tasting local food and excited about local food on their holidays”,
nonetheless different disciplines studies have found that men demonstrate risk
taking behavior more often than women (Jianakoplos & Bernasek, 1998; Stark & Ewa,
2015; Yiamjanya & Wongleedee, 2013), and consumption of local food could be
described as an adventurous risk taking behavior, especially if the destination is
located in an unfamiliar country (Cohen & Avieli, 2004). This information suggests that
there could be a difference in the attitude towards street food in Phuket between
man and woman. To corroborate this inference, an independent sample T-test was
applied. Levene’s test of equality result indicated that equal variances could be
assumed; t value was 1.341 with a degree of freedom of 292. It was found that the

significance level (2-tailed) was 0.181, consequently the null hypothesis can be
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confirmed, H;..o: There is no significant difference in the attitude of male and female
international tourists towards street food of Phuket.

Mak et al. (2012) suggested that age is an important factor in food
consumption, and that older people have different food preferences due to loss of
sensorial capacities and health concerns. This suggests that there could be variances
in the attitude of young and older tourists towards street food in Phuket. To validate
this suggestion, a One-way ANOVA was used to compare the difference among
different groups of age. A non-parametric Levene’s test was performed to assess the
homogeneity of variances; the p value was 0.057, therefore it can be assumed that
variances were homogeneous. The ANOVA test had a significance level of 0.405
indicating that there is no statistical difference among different groups of age, hence
opposing the idea proposed by previous studies and confirming the null hypothesis,
Hieo: There is no significant difference in the attitude of different age groups of
international tourists towards street food of Phuket.

Cohen & Avieli (2004) suggested that people from different regions
experience cuisines in different ways, in the sense that western countries have been
exposed to cuisines from other parts of the world due to the effect of immigration,
while Asian cuisines have not been subject to the same degree of influence by
outsiders. It is expected then that a difference should exist between the attitudes of
tourists from different regions of the world. To test this idea, an independent sample
T- tests was performed. The test for equality of variances result was 0.707, meaning
that equal variances could be assumed; t value was 0.896 with a degree of freedom
of 292; the significance (2-tailed) value was 0.371, therefore the null hypothesis can
be confirmed H,.: There is no significant difference in the attitude of international
tourists from different parts of the world towards street food of Phuket.

From the previous results, it can be concluded in a more global
approach that the Hypothesis group one can be rejected as not strong evidence has
been found that suggest a relationship between the socio-demographic
characteristics of international tourists and their attitude towards street food of

Phuket.
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4.1.2 Travel Behavior

Participants were asked several questions about their travel behavior,
such as those related to purpose of visit, previous experience traveling to Thailand,
length of stay, number and relationship to their travel companions, and how much in
average they spent per day while staying in Phuket. Most of respondents (35%)
reported they would or had stayed 15 days or more, 28.9% said they would be in
Phuket for 4-7 days, 22.8% would stay for 8-14 days and 13.3% said they would stay
only for 1-3 days. This could be related to the distance from home, since most of
the respondents were Europeans. They possibly consider a long stay vacation is
worth traveling a long distance to Thailand. Forty-two point five percent of tourists
responded they were visiting Phuket for leisure, 17% were visiting friends or relatives,
10.5% were in a business trip, 10.2% were on Honeymoon, 9.5% came for
educational purposes, 1.4% were in Phuket as an incentive or bonus trip from their
companies, less than 1.4% was in Phuket for medical reasons, and 7.5% mentioned
different reasons from the ones provided in the questionnaire. One hundred and
eight persons responded they traveled as frequent as twice or more times per year,
106 reported they traveled once a year, 32 claimed to travel once every two years,
and 18 answered they traveled once every three years or less often. In regard to
their previous experience traveling to Thailand, 144 informed that they had been to
Thailand 2-5 times already, 81 responded they were in Phuket for the first time, 44
had visited 10 or more times, and 25 between 6-9 times. Although the majority of
respondents shared that they had been to Thailand before, 43.9% reported this was
their first trip to Phuket, 39.1% replied they had been to Phuket 2-5 times, 15% had
visited 10 times or more, and 8.5 % had visited between 6-9 times.

The majority of tourists (149) responded they were travelling with 1-2
companions, 72 informed they were accompanied by 3-4 persons, 38 were traveling
alone, and 35 were traveling in a group bigger than 4 persons. To describe the
relationship with their companions, 32.7% of respondents said they were traveling
with friends, 30.3% were in Phuket with their couple or partner, 22.8% were traveling
with family, 12.9 % were traveling alone, 6.1% with work colleagues, and 2%

responded they were traveling with someone that does not fit any of the provided
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classifications in the questionnaire. One hundred and thirty-five participant reported
they had an average expense between 1,001- 3,000THB per day, 87 answered they
had spent 1,000THB or less per day, 46 reported their expenses were 3,001 -
5,000THB every day, and 26 said they had spent more than 5,000THB on average per

day while in Phuket, see table 12 for details about this information.

Table 12 Travel Behaviour

Attributes Frequency Percentage

Length of Visit

15 days or more 103 35.0%
4-7 days 85 28.9%
8-14 days 67 22.8%
1-3 days 39 13.3%
Travel Frequency
Twice or more times per year 138 46.9%
Once every year 106 36.1%
Once every two years 32 10.9%
Once every three years or less 18 6.1%
Purpose of the Visit
Leisure 125 42.5%
Visiting relatives/ friends 50 17.0%
Business 31 10.5%
Honeymoon 30 10.2%
Education 28 9.5%
Other reasons 22 7.5%
Incentive/ Bonus 4 1.4%
Medical a4 1.4%
Visits to Thailand
2-5 times 144 49.0%
1 time 81 27.6%
10 or more times a4 15.0%

6-9 times 25 8.5%
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ar

Attributes

Frequency Percentage

Visits to Phuket

2-5 times 129 43.9%
1 time 115 39.1%
10 or more times aa 15.0%
6-9 times 25 8.5%
Number of companions
1-2 persons 149 50.7%
3-4 persons 72 24.5%
Travelling alone 38 12.9%
5 or more persons 35 11.9%
Relationship to companions
Friends 96 32.7%
Couple/ partner 89 30.3%
Family 67 22.8%
Travelling alone 38 12.9%
Work colleagues 18 6.1%
Others 6 2.0%
Average Expenses/ Day/ Person
1,001- 3,000 THB 135 459%
1,000 THB or less 87 29.6%
3,001- 5,000THB 46 15.6%
More than 5,000THB 26 8.8%

Previous studies have suggested that factors like familiarity, past

behavior and exposure effect can have an influence on the attitude of consumers

towards food related behaviors (Kim et al., 2009; Cohen & Avieli, 2004; Bagozzi et al.,

2000). Hypothesis group two compared the general attitude towards street food in

Phuket of international tourists with different travel behaviors, the results in this

section refer to these comparisons.

Two independent sample T-tests were run to determine if there is a

difference in the attitude of tourists that had visited Phuket in the past and those

that were visiting for the first time, as well as in the attitude of tourists that travel

often and those that seldom travel abroad. For the first test, the Levene’s test of
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equality indicated a significance level of 0.717, equal variances were assumed, t
value was -0.357 with a degree of freedom of 292, and the significance level (2-
tailed) was 0.721, therefore the null hypothesis was confirmed, H,.o: There is no a
significant difference in the attitude of international tourists that had visit Phuket in
the past and those that had not towards street food of Phuket. For the second test,
Levene’s test of equality indicated a significance level of 0.296, equal variances were
assumed, the value for t score was -0.164 with a degree of freedom of 292. The
result of the t-test had a significance level (2-tailed) of 0.870, hence the null
hypothesis could be confirmed, H,.o: There is no significant difference in the attitude
of international tourists that travel often and those that seldom travel towards
street food of Phuket.
Food Related Behavior

The survey included 5 different questions about food behavior.
These questions established previous experience, frequency of consumption while in
Phuket, average expenses, location of consumption and source of information about
street food. A vast majority (74.5%) reported they had eaten street food before, 49%
mentioned that they had eaten between 2-5 times while they were in Phuket, 24.1%
said they had eaten more than 10 times, 17.3% from 6-9 times, 9.2% expressed that
they had eaten just one time, and only 1 person said she had not eaten any street
food in Phuket. Eighty-four participants answered they spent between 71 to 100THB
on average per person every time they had eaten street food in Phuket, 81 said they
consumed from 101 to 130THB, 66 reported they paid less than 70THB per time, and
62 affirmed they had spent more than 130THB in street food every time they had
consumed. The most popular location of consumption were day and night markets
with 65.6% of respondents reporting they had eaten there, followed by roadside
establishments with 56.8%, next stalls or carts by the beach with 44.6%, then
designated hawking centers with 7.8%, and around 3.8% mentioned locations
different from those provided in the questionnaire. Forty-seven point six percent of
tourists replied they had known about street food in Phuket form their own past
experience, 41.5% said friends and family were their main source of information,

28.9% said internet, 16% mentioned tourism brochures, 14.6% said travel agencies,
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8.5% magazines or newspapers, 6.5% television or radio, and 5.1% mentioned other

sources of information, see table 13 for a synthesis of the previous information.

Table 13 Food Related Behaviors

Attributes Frequency Percentage

Previous Experience with Street Food
Yes 219 74.5%
No 75 25.5%

Frequency of consumption while in Phuket

2-5 times 144 49.0%
10 or more times 71 24.1%
6-9 times 51 17.3%
1 time 27 9.2%
Did not eat 1 0.3%

Average expense on street food/Time/Person

71-100 THB 84 28.6%
101- 130THB 81 27.6%
70 THB or less 66 22.4%
More than 130THB 62 21.1%
Did not eat 1 0.3%

Location of street food consumption

Day/ night markets 193 65.6%
Roadside 167 56.8%
Beach 131 44.6%
Designated hawking centers 23 7.8%
Others 10 3.4%
Did not eat 1 0.3%

Source of Information

Past experience 140 47.6%
Friends or family 122 41.5%
Internet 85 28.9%
Tourism brochures a7 16.0%
Travel agency 43 14.6%
Magazines/ newspapers 25 8.5%
Tv or radio 19 6.5%

Others 15 5.1%
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Mak et al. (2012) pointed out that “past experience can
significantly affect food consumption behavior”, and that previous exposure to a
kind of food could create “food memories” and thus improving consumer’s attitude
towards it. To weigh this concept, an independent sample T-test was run to
determine if there is a difference in the attitude of tourists that had tried street food
before coming to Phuket and those that had never tried it before. Levene’s test of
equality indicated a significance level of .125, equal variances were assumed, the t
value was - 0.717 with a degree of freedom of 292, the t-test for equality of means
produced a significance level (2-tailed) of 0.474, with this result the null hypothesis
can be confirmed, H, There is no significant difference in the attitude of
international tourists that had previous experience with street food and those that
did not towards street food of Phuket.

With this test resolved, it can be concluded in a general manner
that the global hypothesis for group two can be rejected, as there is no sufficient
evidence that supports there is a relationship between the travel behavior of
international tourists and their attitude towards street food in Phuket.

4.1.3 Street Food Attitude
A Descriptive analysis was used to prepare observations about the
attitude of tourists towards each one of the attributes of street food in Phuket.
Means for each one of the components in the scale were calculated, table 14
illustrates the obtained data. Results display an overall slight positive inclination,
signifying that there is a good attitude towards most of the attributes related to

street food in Phuket.



Table 14 Descriptive analysis of street food variables
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Street food in Phuket makes me feel good 390 0728 Affection 392 0.598
Thinking about street food in Phuket makes me 376  0.810
| feel trying street food in Phuket is a fun 410  0.780
Street food in Phuket is Hygienic 313 0887 Hygiene 320 0.685
I am not afraid of getting sick from street food in 338  1.014
Street vendors in Phuket are well groomed and 319  0.899
Food stands and carts in Phuket are clean and 313  0.902
Street vendors in Phuket use fresh ingredients 366 0.762 Food 370 0.493
Street food in Phuket is natural and free of 354 0914  Quality
Street food in Phuket has good taste 412 0770
The smell of street food in Phuket is appealing 379 0.880
It is easy for me to eat street food in Phuket 401 0828
Street food in Phuket is healthy and nutritious 343 0851
Street food in Phuket is visually attractive 360  0.895
Street food in Phuket is served at a right 346 0933
Street food in Phuket is unique and exotic 388 0870  Service 3.96 0.494
Street food in Phuket represents an authentic 405 0853  Quality
There is a big variety of street food options in 401  0.866
Food venues are conveniently located around 378  0.782
Street food venues in Phuket provide a fast 399  0.792
It is easy to order my meal at street food venues 396  0.817
Street food vendors in Phuket are friendly 405 0824
| am satisfied with the street food quality in 376 0810 Satisfacti  3.80 0.682
| am satisfied with street food service in Phuket 384 0774
Street food in Phuket has good value for money 407 0867 Value 4.07 0.867

Means of over 4 points were achieved in the items measuring street

food taste, variety, easiness to eat, friendliness of street vendors, value for money,

street food as a fun experience and as an experience that represents local culture.

An interpretation of these scores would suggest that tourists perceive street food in

Phuket as an easy and fun way of food consumption that allows them to interact
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with the friendly locals, and sample a big variety of authentic, delicious and
inexpensive dishes. These findings support previous studies that suggested that local
food is regarded as a mean of interaction with the host culture and its authentic
cuisine (Sengel et al., 2015; Okumus et al., 2005; Cohen & Avieli, 2004; Quan & Wang,
2003).

On the other hand, it is noticeable that the lowest values were
attributed to items measuring hygiene. This result indicates that there is still a
general concern of tourists about hygiene and sanitation standards of street food
vendors in Phuket. Such concern could be accredited to the deficiencies of the
government programs that regulate the street food offer, such is the case of the
“clean food good taste” project which appears to be unnoticed by tourists.
Furthermore, most of street food vendors do not abide to these government
regulations, and they are not required to subscribe to the program to be allowed to
sell on the street.

To further discard significant differences in the attitude of different
groups towards street food in Phuket, independent tests were run for each one of
the factors that comprise attitude. Table 15 presentes the results of the independent
sample t- tests of all factors comprising attitude using gender as the grouping

variable.

Table 15 T-tests Attitude Factors and Gender

Levene's Test for
T-test for Equality of Means
Equality of Variances

Sig. (2- Mean Std. Error
F Sig. t
tailed) Difference Difference
Affection 012 914 -127 292 .899 -.00885 .06996
Hygiene 3.436 .065 -.834 292 .405 -.06672 .08000
Food Quality .002 967 .404 292 .687 .02329 .05766
Service
2.547 112 1.023 292 307 .05896 .05765
Quality
Value for -
678 411 292 310 -.10291 10123
money 1.017

Satisfaction 3.696 .056 -165 292 .869 -01314 07973
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The results of the T- tests help to further confirm that there is not
significant difference in the mean values in all factors of food attitude between
males and females; this corresponds to the previous result obtained with the global
value of attitude.

ANOVA tests were run for each one of the factors of street food
attitude to test if there was a difference between different groups of age. Table 16

summarizes these results.

Table16 ANOVA Tests Attitude Factors and Age

Sum of Mean
df F Sig.
Squares Square
Between Groups 2.839 2 1.419 4.048 .018
Affection Within Groups 102.034 291 351
Total 104.873 293
Between Groups .253 2 127 269 165
Hysiene Within Groups 137.212 291 472
Total 137.465 293
Between Groups .043 2 .021 .087 916
Food Quality ~ Within Groups 71.235 291 .245
Total 71.278 293
Between Groups .036 2 .018 072 .930
Service Quallty  Within Groups 71.434 291 .245
Total 71.469 293
Between Groups 1.828 2 914 1.979 .140
Satisfaction Within Groups 134.380 291 462
Total 136.208 293
Between Groups 1.169 2 .585 176 461
Value for money  Within Groups 219.184 291 753
Total 220.354 293

The results from these tests serve as supplementary data, and help
reassuring. There is no significant difference in the attitude of different age groups of
international tourists towards street food of Phuket.

In adittion, an Independent saple t- tests was run to compare the

mean values of the factors composing attitude and confirm if there was a significant
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difference between tourists from Asia and westerners. Table 17 presents the results

from this test.

Table 17 T- Tests Attitude Factors and Region of Origin

Levene's Test for
Equality of t-test for Equality of Means

Variances

Sig. (2- Mean Std. Error

F Sig. t
tailed) Difference Difference

Affection .043 .835 .394 292 .694 .03296 .08374
Hygiene 1.752 187 -2.728 292 .007 -.25837 .09471
Food Quality 126 723 - 764 292 .445 -.05273 .06899
Service Quality 674 412 1.098 292 273 07576 .06901
Value for

.988 321 1.281 292 201 .15510 .12108
money
Satisfaction 1.238 267 -1.202 292 .230 -.11443 .09523

These results indicate there is no significant differences in any of the
factors comprising attitude towards street food between Asians and westerners and
add evidence to further confirming the null hypothesis H; .

The three items measuring subjective norm, and two items measuring
Perceived behavioral control were computed into summarized values to be used in
the multiple regression modeling. Mean values and standard deviation of the

computed variables are presented in table 18.

Table 18 Mean value of subjective norm and perceived behavioral control

Descriptive Statistics

Subjective norm Perceived behavioral control

N Valid 294 294
Missing 0 0
Mean 3.7664 3.8418

Std. Deviation 62669 66583
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4.1.4 Multiple Regression

The model summary shows an adjusted R square value of .618, which
means that the construct can explain 61.8% of variance in tourists’ behavioral
intentions towards street food in Phuket using the selected predictors. The Durbin-
Watson test had a value of 1.871, displaying a significant difference between the
dependent and independent variables. To further discard any possibilities of
autocorrelation, a visual inspection of the Pearson correlation table was done to
corroborate that none of the values among the construct was bigger than 0.7. The F
value was equals to (8, 285) = 60.331, with a significance level of 0.000 (p<0.05). This
result demonstrates that the independent variables are good predictors for
behavioral intentions. Table 19 presents each one of the predictors of behavioral
intentions, their standardized Beta coefficients, level of significance and collinearity

statistics.

Table 19 Coefficients of street food factors

Standardized Coefficients Collinearity Statistics
Variable Sig.

Beta Tolerance VIF
Affection 312 .000 578 1.730
Hygiene 006 881 705 1.419
Food quality 019 708 484 2067
Service quality .188 .000 544 1.839
Satisfaction 171 .001 544 1.837
Subjective norm 248 .000 746 1.340
Perceived behavioral

178 .000 802 1.248
control
Value for money -016 703 764 1.309

The model suggests that affection, subjective norm, service quality,
satisfaction, and perceived behavioral control are all significant predictors of the
dependent variable. It also indicates that hysiene, food quality and value for money
do not contribute in a significant level to predict behavioral intentions towards street
food in Phuket. The predictor with the highest beta value was affection (0.312), which
is a similar outcome to the one encountered by Mosavi and Ghaedi (2012), which

indicated that positive emotions have a positive relationship with behavioral
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intentions. This finding could be explained as a result of the inclusive nature of
emotions as a global factor that encompasses all other factors. If respondents
consider any of the attributes in street food does not please their expectations, it
will most certainly lead to a change of the overall affection of the individual towards
street food. Service quality (0.188) and satisfaction (0.171) had a mild influence in
predicting tourist’s behavioral intentions towards street food in Phuket. These results
support previous studies that linked service quality and satisfaction with future
consumer behavior (Ryu et al,, 2012; Kim et al,, 2011; Namkung & Jang, 2007). In
addition, since affection, satisfaction and perceived service quality form part of the
attitude of tourists towards street food in Phuket, these findings support Hs: There is
a relationship between the attitude towards street food in Phuket international
tourists have and their behavioral intentions, although it is important to mention
that not all attributes in the dimension of street food attitude have the same
predicting capabilities.

Likewise, results from the linear regression indicate that subjective
norm (0.248) and perceived behavioral control (0.178) play an important role in
predicting behavioral intentions. These results support previous studies that used the
theory of planned behavior as a research framework (Yazdanpanah & Forouzani,
2015; Kim et al., 2013; Bhuyan, 2010), and support H,: There is a positive relationship
between subjective norm and behavioral intentions towards street food in Phuket
and Hs: There is a positive relationship between perceived behavioral control and

behavioral intentions towards street food in Phuket.

4.2 Open Ended Questions Analysis
All open ended questions were coded in order to depurate and group
respondents’ answers into more meaningful data. Subsequently, report charts were
generated to determine the frequency of every answer. Russian (35), Chinese (31),
British (23) and American (21) were the groups with more representation in the

sample, table 20 shows the respondents’ nationalities.
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Table 20 Nationality of Respondants

Nationality Frequency Nationality = Frequency Nationality Frequency
Argentina 3 Germany 19 Russia 35
Australia 18 Hungary 3 Singapore 5
Austria 3 India 5 Slovenia 1
Belarus 1 Iran 1 South Africa 2
Belgium 7 Israel 3 Spain 3
Brazil 2 [taly 7 Sweden 9
Bulgaria 1 Japan 6 Switzerland 2
Canada 12 Korea 7 Taiwan 1
Chile 1 Laos 1 Tanzania 1
China 31 Malaysia 10 Turkey 2
Colombia 1 Malta 2 Ukraine 3
Croatia 2 Mexico 2 United 23
Czech 1 Morocco 1 USA 21
Denmark 7 New 1 Uzbekistan 1
Egypt 1 Norway 2

Finland 8 Philippines 5

France 7 Portugal 4 Total 294

Respondents were asked about their favorite street food in Phuket,
and the answers were very diverse, the data was interpreted to fit into a specific
category. The most mentioned dish was Roti (or Thai pancake), followed by fruit,
fried rice, pad Thai and then barbecue. The reason these dishes were preferred by
international tourists could be related to the level of familiarity these options
present. Even though they are Thai dishes in their composition, the ingredients they
are made with are very recognizable, and available all over the world. For this
reason, they present a good level of novelty to tourists who are excited to taste new
things, but at the same time, they convey a smaller perception of risk than other
dishes like Curry or Som tum which include ingredients that are more indigenous to
the Thai diet, but are rare or unavailable in other countries (Cohen & Avieli, 2004;
Mak et al, 2012). Table 21 offers more detailed information about international

tourist’s favorite street food dish.



Table 21 Favorite street food dish

Favorite Dish Frequency
Thai pancake (Roti) a2
Prepared Fruit 36
Fried rice 27
Pad thai 27
Barbecue 26
Skewers 24
Fried chicken 19
Noodles (Kuaytaew) 19
Papaya salad (Som tum) 18
Seafood 17
Spicy seafood soup (Tom yum) 14
Crepes 7
Ice cream 7
Juice 7
Thai sweets 7
Mango and sticky rice 6
Sticky rice 6
Rice with chicken (Khao man gai) 5
Curry a4
Grilled meat balls 4
Satay a4
Steamed corn 4
Chicken with cashewnuts 3
Fried noodles 3
Local tea 3
Steamed buns (Dim Sum) 2
Fish cakes 2
Fried pork 2
Kebab 2
Mango salad 2
Spicy chicken 2
Spicy salad (Yum) 2
Spring rolls 2

58
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The first part of the survey included two projective questions, in the
first one, respondents were asked to state the first thing that comes to mind when
thinking about “street food in Phuket”. Most of the answers had a positive
connotation, 77 respondents used all sorts of adjectives to describe how delicious
the street food was, 62 of them mentioned thinking of their favorite dish of street
food when the idea is prompted into their heads, 53 of them mentioned that food
was cheap. Among the negative comments, 33 mentioned something related to the
lack of hygiene, 10 said the food was of average or low quality and 4 stated that
there were clear problems with the organization of vendors. Table 22 presents the

most frequent responses to this question.

Table 22 First impression on street food in Phuket

First Impression on street food in Phuket Frequency
Delicious food 77
Favorite dish 62
Affordable price 53
Lack of hygiene 34
Good quality 17
Variety 15
Spicy 14
Thai food 13
Convenient 11
Cultural value 10
Average or low quality 10
Fast service 8
Unique food 7
Location 6
Fresh food 5
Lack of options 5
Intense flavor a4
Organization problems a4
Visually attractive 3
Not healthy 3
Expensive price 2
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The second question asked specifically about any concerns that
people might have when eating street food in Phuket. Contrary to the previous
question, the wording in this question encouraged more negative feedback, 152
respondents stated that their major concern was the hygiene of the food, 48
mentioned vendors had poor knowledge of food production standards, and 43
stated that they were concerned mostly about the nutritional value of their meals.

Table 23 presents most mentioned concerns when eating street food in Phuket.

Table 23 Top concern when eating street food in Phuket

Top concern Frequency
Hysiene 152
Production standards a8
Nutritional value 43
Price 28
Freshness 24
Flavor 23
No concerns 15
Spiciness 13
Food quality 8
Organization problems 6
Authenticity 5
Convenience 5
Fast service a4
Aroma 3
Variety 3
Lack of menu options 2
Location 2
Scams 2

A quick look on the previous two tables rises a couple of interesting
contradictions. First in Table number one, only 34 participants mentioned that they
were concerned about the lack of hygiene of street food in Phuket. Nonetheless in
the second table, an alarming number of 152 respondents stated that they were

wary of the hygiene of street food. This difference may exist because respondents
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trust their own capacity of discerning from a potentially risky venue with low hygiene
standards, and cleaner venues which they would likely buy from. In a sense,
consumers trust they have acquired enough information to keep them safe when
consuming street food, even when their general perception about hygiene in Phuket
is bad. Another big contradiction is in the way people reported flavor in both
questions. While in question one 77 gave an answer related to the flavor of the food,
in question two only 23 mentioned their top concern was flavor. In this case, the
discrepancy may be related to how the different components of attitude relate to
each other. While question number one encourages an emotional answer, question
two inquires for a more rationalized answer, and as such it reveals that flavor might
not be as important when using a reasoned approach (Blackwell et al., 2006; Evans
et al.,, 2006).

In the second part of the questionnaire two more open questions
were included, the first one asked for the city and country in which respondents
preferred street food the most, and what is the reason behind their preference.
Unsurprisingly, the most popular answer was Thailand. Since respondents were asked
while visiting Phuket; this could have had a big influence in the way they responded.
Other important street food destinations were China (13) and Japan (11) as shown in
Table . From the 81 participants that mentioned Thailand as the country with their
favorite street food, Phuket was the most popular city as presented in Table . This,
however, could also have been the result of the study performed in Phuket. If the
same survey is applied in Chiang Mai, respondents might have a tendency of favoring

their current or most recent destination.
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Table 24 Favorite street food by country

Favorite street food by country Frequency
Thailand 81
China 13
Japan 11
Singapore 7
India 6
USA 6
Turkey 5
ltaly 4
Malaysia 4
Mexico a4
France 3
Korea 3
Germany 2
Russia 2
Taiwan 2
Other countries 19

Table 25 Favorite street food by city in Thailand
Favorite street food by city in Thailand Frequency
Phuket aq
Bangkok 20
Chiang Mai 12
Other 3
Pattaya 2

Perhaps more important than where respondents like to eat street
food is the reasons they have when choosing a favorite street food destination. In
regards to this aspect, most of the respondents, no matter what their chosen
destination was, reported that flavor, food variety, affordable price and hygiene are
the most important factors to make such decision. Table 26 presents the most

popular reasons participants had when choosing their favorite street food destination.
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Table 26 Reasons to choose favorite street food destination

Nutritional value

Value for money

Reason for selecting their favorite street food destination Frequency
Flavor 66
Variety 55
Affordable price 22
Hysiene 22
Familiarity 20
Quality 12
Cultural value 6
Haven't tried others a4
Spicy a4
Uniqueness a4
Aroma 3
Reputation 3
Convenient 2
2
2
2

Dietary restrictions

The second question asked participants how would they describe
their experiences with street food in Phuket to others. Most of the answers focused
on flavor, although some described how food was very affordable and unique, the
most important adjectives used to describe the experience with street food in

Phuket are presented in table 27.
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Table 27 How respondents would describe street food in Phuket

Experience with street food in Phuket Frequency

Delicious 64
Affordable 32
Average experience 20
Big variety of food to choose from 20
Unique 15
Worth trying 13
Interesting

Bad experience

o 00 O

Excellent

Very fresh food
Spicy

Authentic

Worse than other destinations in Thailand
Exciting

Healthy

Dirty

Expensive

Fast

Not authentic

Not many options
Too spicy

Clean

Fun

Not healthy
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The final part of the survey included an open section for
additional comments, these are some of the most relevant remarks participants
provided:

“The food by the beach is very good, but the fresh markets are
not very clean”.

“Street food is clean, but streets could have more garbage bins”.

“I love street food, but having been around Thailand, | find street

food in Phuket much more expensive compared to mainland”.
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“Papaya salad is healthy, but other dishes contain deep fried
sugar and MSG, not very healthy”.

“I feel very addicted to Thai food, | will miss all | have learned
and experienced in Thailand. I just wish they didn’t use so much MSG”.

“I believe vendors of street food have a very poor understanding
of hygiene. They take money and serve food with the same hand, always use dirty
towels, there are insects around the food all the time, also they use palm oil for
frying and a lot of MSG, is very unhealthy”

“The fruit close to Patong is not very fresh”

“Food is so sweet; | would recommend less sugar. Also, vendors
should wash their hands more often. And use chillers for the meat”.

“Street food should be more hygienic and served at the right
temperature”.

“Every bit of space is used in the street; vendors would take
sidewalks, handicap spaces and even the road”.

“It would be better if there is more information about the food”.

“Street food is part of Thailand, but Thai people are careless with
hygiene. You could be sick if you are not vigilant in where you eat”.

“Some of the food is quite good, but is always an experience to
eat it, because most of the time | don’t know what | am eating”.

Most of these comments are suggestions of what problems should
Phuket address to improve tourists’ street food experience. The great majority of
respondents did not provide any additional comments, the survey was quite long,
and most of them did not elaborate a lot when responding the open ended
questions. And as such, those who did comment and took some time to give their
recommendations ought to be considered. The major problems these comments
highlishted are related to hysiene, food production standards, the use of flavor

enhancers and lack of information about food ingredients.
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CAHPTER 5

DISCUSSIONS AND CONCLUSION

5.1 Summary and Discussion of Key Findings

Street food is a very important resource for the tourism industry in
Thailand, and as such, it is necessary to understand how it is perceived by the
consumers, in order to solve any possible issues, update and strengthen the service,
and address tourists concerns. This research was contrived in response to that need,
and aimed at attaining a comprehensive understanding of international tourists’
attitude towards the street food sold in Phuket. Also, it explored how tourists’
attitude related to street food affects their behavioral intentions, such as
recommending friends and family to try street food in Phuket, or revisiting the Island
to eat street food. Specifically, this research had four main objectives. First, it sought
to explore the characteristics of international tourists whom showed interest in trying,
or had tried street food in Phuket during their visit, this observation was made in two
major areas, including their demographic profile and their past travel behavior.
Secondly, this study had an objective of investigating international tourists’ attitude
towards street food in Phuket, this was with by means of a self-administered survey,
in which all the major factors, based on previous studies were included. Third, the
present study intended to explore which of the factors composing the street food
experience have a greater effect in the attitude of international tourists towards it.
And lastly, it anticipated to assess how the attitude of international tourists towards
street food in Phuket affects their behavioral intentions, this was measured for both
behavioral intentions for street food, and for the destination as a whole.

In order to fulfill these objectives, a three-part self-administered
survey was designed, the first draft of the questionnaire was constructed based on
previous studies, including studies about service in the food and beverage industry,
street food, consumer behavior, food quality, service quality, among others, the
items were then modified to fit the scope of the present research (Pullphotthong &
Sopha, 2013; Heung & Gu, 2012; Ryu, Lee & Kim, 2012; Bhuyan, 2010; Horng & Tsai,
2010; Lee, 2009; Kim et al., 2009; Okumus et al., 2005). This first draft was applied to
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a pilot sample of 40 international tourists. Based on their answers, and on the
counsel of a tourism research board, some modifications were done to the
instrument. The first part of the questionnaire was focused on objective number two,
on it, participants were asked to rate in a five Likert scale, the six major elements of
street food experience, including food quality, physical environment hygiene, service
quality, affection, satisfaction and value for money (Liu et al., 2013; Karim et al,,
2011; Kim et al,, 2009; Okumus et al,, 2005). The second and third part of the
questionnaire were dedicated at obtaining information related to the objective one
of this research. A big section of the second part, is composed of questions which
aimed at getting information about tourists past travel behavior, while in the third
part most of the questions involved data about the demographic profile of
respondents (Yozdanpanah & Forouzani, 2015; Sheats et al., 2013; Bhuyan, 2010; S.
Seo et al, 2013; Zoltan & Masiero, 2012; Chen & Tsai, 2007). To accomplish
objectives three and four the obtained data was processed into a linear multiple
regression analysis, and several correlation analyses.

This study took place in Phuket, Thailand. It considered tourists of
various nationalities whom visited the island during the period of December 2015 to
January 2016. The sampling method utilized was non- probabilistic, and the
questionnaire was distributed through direct interception of the respondents in the
most visited tourists’ attractions of Phuket. From a total of 400 distributed
questionnaires, 294 where used for the multiple regression analysis. Descriptive
statistics were used to summarize participants’ demographic profile, general attitude
towards street food in Phuket and to explore the most important attributes of street
food. Then, a multiple regression analysis was employed to determine which
attributes of food are best predictors of tourist’s behavioral intentions. The scale
used to measure attitude towards street food in Phuket included 25 items that

evaluated diverse attributes of food.
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5.1.1 Findings and Discusssion Related to Objective One: To explore the
characteristics and traveling behavior of international tourists who are interested in
street food in Phuket

These findings suggested that the demographic characteristics and
travelling behavior of international tourists who are interested in street food in
Phuket are numerous. More specifically, this study opposes findings of previous
studies that found gender is an important determinant of attitude towards food (Kim
et al, 2009; Jianakoplos & Bernasek, 1998; Stark & Ewa, 2015; Yiamjanya &
Wongleedee, 2013; Cohen & Avieli, 2004). Findings in the present study suggest that
attitude towards street food is equally distributed in both genders, there is not
predisposition nor a significant difference of preference for street food from neither
of the gender groups. Moreover, both groups seem to report similar evaluation of
most of the food related variables. Additionally, in contrast to what previous studies
suggest (Kim et al., 2009; Cohen & Avieli, 2004; Bagozzi et al., 2000), the present
study did not find evidence that people with previous experience or people that
were familiar with street food in Phuket had a better attitude towards it. This might
be explained by the differentiation consumers make from one vendor to an another,
for example a consumer with previous experience eating pad Thai, might find that
the taste or quality are very different between two vendors, and therefore his/her
previous experience might not constitute a reliable source of information when it
comes to his/her attitude towards street food. Furthermore, opposing to previous
studies that suggested that age is a significant factor (Mak et al., 2012; Kim et al,,
2009; Cohen & Avieli, 2004), the present study found only a slight difference in the
way people from an older age would asses some of the food variables, especially
those related to hygiene. Nevertheless, the difference is not a general occurrence
and it cannot be considered a determinant factor on attitude towards food. These
findings indicate that street food in Phuket is a service which is not particular to a
specific market segment, and therefore it could be used to attract a wide range of

tourists.
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5.1.2 Findings and Discussion Related to Objective Two: To investigate the
attitude of international tourists towards street food of Phuket
These findings indicate that in general International tourists have a
positive attitude towards street food in Phuket, all 8 factors reported means above
the neutral threshold with a tendency into positive results. The affection factor was
measured using three variables; “It makes me feel happy”, “It makes me feel good”
and “It is a fun experience” were the focus of the variables, the total mean score
was 3.92 and remarkably the variable related to street food as a fun experience had
a mean score of 4.10 making it the second highest score in all the model. This
suggests that the majority of tourists believe partaking of the local street food is a
fun activity. The hygiene factor was measured using four variables; “is hygienic”, “I
am not afraid of getting sick”, “vendors are well groomed and clean” and “carts are
clean and organized”, this factor presented the lowest mean score with only 3.20 in
total, and two of the variables in the construct scored the lowest in all the model
with a total mean score of 3.13, this result reflects that largely, International tourists
have a neutral attitude towards the hygiene of street food in Phuket. From the open
ended questions, it can be gathered that tourists have concerns about the
cleanliness of street food, even when the answer in the close ended questions was
neutral, most of participants (152) answered that hygiene is their biggest concern
when eating street food in Phuket, and many suggestions offered by respondents are
related to production standards and hygiene. The food quality factor was composed
by eight variables; “freshness of the ingredients”, “free of additives”, “good taste”,
“appealing smell”, “ease of consumption”, “nutritional value”, “visually
attractiveness” and “food temperature” were the focus of those variables, food
taste scored a mean value of 4.12 the highest value among all variables in the
model. This indicates that most of tourists consider that street food in Phuket has a
good flavor. Also, in the open ended questions, people used words like delicious,
good quality, unique and intense flavor to describe the what comes to their minds
when they hear the phrase “street food in Phuket”. This gives an idea that people is
aware of the quality and flavor of the food, and they developed an image that is

favorable to the street food vendors. If addressed properly this image could be
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promoted to a better defined product, and exploited as a tourist attraction. The
service quality factor included seven items; “uniqueness”, “authenticity”, “variety”,
“convenience”, “quickness of the service”, “ease of order” and “friendliness of
vendors” were the core qualities measured by these variables. All variables in this
construct scored means above 3.70, and those measuring authenticity and variety
scored 4.05 and 4.01 respectably. Tourists see local street food as an authentic
option, and they place cultural value to the experience of trying this kind of food.
Satisfaction was measured by two items measuring food quality and service quality
satisfaction independently, the average mean score was 3.80 and both of the items
scored above 3.70. Lastly, value for money was measured only by one variable and
it scored 4.07, being the highest score for a factor in the model. This result is
supported by the outcome in the open questions where 53 participants reported the

first thing that came to their minds when thinking about street food was its

affordable price.

5.1.3 Findings and Discussion Related to Objective Three, Four and Five: To
Assess How Tourists’ Attitude, Subjective Norm and Percived Behavioral Control
Affect Their Behavioral Intentions Towards Street Food in Phuket

These findings were obtained by means of a multiple linear regression.
Results show that affection, subjective norm, service quality, satisfaction and
perceived behavioral control are all good predictors of international tourists’
behavioral intentions related to street food in Phuket. Affection scored the highest,
this might be because this variable has an emotional connotation, and involves the
evaluation of the whole food experience, rather than just a specific trait of it.
Surprisingly subjective norm had the second highest score, an explanation for this
result could be that street food is seen as an hedonic product that brings with it a
prestige motivator, as mentioned by Mak et al. (2012), tourists might want to build
their knowledge about local food delicacies by eating like natives do, and exploring
new dishes that might not be available for their friends and family at home. Service
quality, satisfaction and perceived behavioral control all presented similar
standardized coefficients Beta (.170 - .190), these results were expected as previous

studies that explored food from a different perspective reported these factors are
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important predictors for food behavioral intentions (Mak et al., 2012; Henderson
et al., 2012; Kim et al., 2011; Privitera & Nesci, 2016; Cousins et al., 2011). Food
quality, hygiene and value for money are not good predictors of tourist’s behavioral
intentions, these findings oppose what previous studies found while exploring food in
contexts different from street food (Chen & Tsai, 2007; Mak et al., 2012; Kim et al,,
2011; Privitera & Nesci, 2016; Bhuyan, 2011). It is important to mention that while
hysiene scored the lowest mean value among factors, this does not seem to have an
effect on its ability to predict consumer behavioral intentions towards street food.
This discrepancy could be related to consumer’s previous knowledge of sanitation
flaw, the general perception of street food in developing countries is that it has a
poor hygiene, however consumers are still willing to consume it, revisit and
recommend it to family and friends. A similar phenomenon could explain why value
for money and food quality did not predicted any variance in consumer behavioral
intentions. Even though both factors obtained high mean scores, these are attributes
that are expected from street food, and therefore, an empirical confirmation of the
predicted attribute does not constitute a decisive factor to determine their future
behavior. These findings do not imply that vendors should focus only in delivering
good service and disregard other aspects of the food experience, because the
absence of the other attributes, might still affect the satisfaction and affection levels

of the consumer, and therefore have an impact on their behavioral intentions.

5.2 Implications and Recommendations

As it has been previously explored by different authors, food is often
regarded as a major trip motivator, and it can add value to the destination image
(Okumus et al., 2007; Chen & Tsai, 2006; Jalis et al., 2014). And as such, a practical
recommendation that can be drawn from findings related to objective one of this
study could include the creation of a marketing program by the Tourism Authority of
Thailand, in which local street food is used as a tourist attraction. Similar to what has
been reported by Jalis et al. (2014) relevant government agencies could use a
combination of carefully selected street food dishes, and promote those dishes to
create a well-defined food identity. This would help differentiate Phuket local street

food from other parts of Thailand, and other parts of south east Asia. By doing so,
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tourists will have more information about the dishes that make Phuket street food
unique, and it would create anticipation on what is to be expected from vendors
across the island.

This study offers a clear understanding of how street food in Phuket is
perceived by international tourists, it helps to clarify what are the major flaws in the
industry. If respondants’ suggestions are considered, it would be possible to offer a
more competitive service that withholds international standards and safeguards the
health of consumers. Street food is a very important industry in developing countries,
it helps to provide means of revenue to individuals and families that otherwise
would not have any income. It also supplies a large part of the food needs of the
population. For some countries it can be a resource to attract tourists and develop a
strong identity (Alimi, 2016; Henderson et al, 2012; Privitera & Nesci, 2016).
Nonetheless, it has been reported that countries such as Malaysia, Singapore and
Taiwan that have addresses the problem of food production standardization,
sanitation, and prevention of health hazards seem to enjoy a better reputation
around their street food (Alimi, 2016; Henderson et al., 2012; Muhammad et al., 2016;
Privitera & Nesci, 2016; Jalis et al., 2014; Sun et al., 2012; Malhotra, 2017). There
could be an opportunity for all stakeholders in the street food industry of Phuket to
improve their destination image as a gastronomical city. The development of a street
vendor association could help to solve some of the reported issues. Such association
would work with help of the Public health department, as well as the Tourism
Authority of Thailand, its objective would be to register every food vendor, and
making sure that before opening, every vendor gets basic training in food production,
management, and sanitation. Helping with the development of the menu would also
be advisable, in this way tourists will encounter an easy to read and understandable
menu no matter where they eat, it would also standardize the language and images
used in the menu, helping to create a stronger unique identity by selecting dishes
that are indigenous to Phuket. A star rating could be at the core of the program,
every vendor could participate and get certified according to international criteria,
this would be a fair way to encourage vendors to make an extra effort in improving

the food and service quality. At the same time, the members of the association
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would take care of not allowing anyone without certification to operate in the
designated areas, as well as monitoring operating vendors so they keep the standards
they were awarded for throughout the year, at the end of the year, vendors would
be visited by members of the association, and revaluated to adjust the award rating
if necessary.

A practical recommendation that can be drawn from findings related
to objective four is the integration of fun activities related to street food to the
marketing campaign, these will increase the affection level of the consumers and
achieve higher revisit and recommendation rates. Activities that allow consumers to
interact closely with the vendors and access a greater amount of information about
the food they will consume, could be encouraged, programs like organized food
safaris in which the tourists would be taken to famous places for street food around
the island, sampling different dishes and interacting with vendors that can offer more
information about how the food is made and where to get similar food. Other
program could involve the organization of street food festivals, vendors from around
Phuket could gather together and offer their product to a bigger audience, presenting
cultural activities to accompany the festival, such as Thai dancing, theater or street
performers.

In addition, the present study increases the body of knowledge in the
field of consumer behavior, by confirming that the theory of planned behavior can
be applied to consumers of street food. The model is able to forecast 61.8% of the
variance of tourists’ behavioral intentions towards street food in Phuket by using
attitude, subjective norm and perceived behavioral control as predictors (Bhuyan,
2011; Kim et al,, 2011; Ryu et al., 2012; Kim et al., 2013). This opens the possibility of
using the theory of planed behavior in other areas realted to food service and street

food.

5.3 Limitations and Future Research
There were some limitations in the present study that need
consideration. First, the information in this research was obtained only during the
peak season, reproduction of this investigation across seasons might produce more

comprehensive data. Second, due to a language barrier, it was difficult to achieve a
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proportional number of respondents that match with the tourist population in
Phuket. Further research, may consider using quota sampling and include higher
number of Chinese and other Asian participants. Third, the present research only
focuses on tourists visiting Phuket, consequently, generalization of the results would
require replication of similar studies in other destinations. Lastly, during the statistical
analysis of this research, all attributes of street food were considered to have the
same weight in the way they affect consumer’s attitude. A scale that combines
multiple rating and Likert scale could reflect more accurately the specific importance
of each attribute and the impact they have in the overall attitude towards street
food.

Despite the previously described limitations, this study helps to
describe what is the attitude of international tourists towards street food in Phuket, it
gives background knowledge of how street food is perceived by participants and
helped to identify what factors are most important in predicting consumer’s
behavioral intentions related to street food in Phuket. As such, this study serves as a
platform for future research concerning street food in other destinations and adds

information to the existing body of studies related to consumer behavior.
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APPENDIX
Appendix A

Questionnaire Number

International Tourists Attitude Towards Street Food in Phuket, Thailand

This questionnaire aims to investigate the attitude of tourists towards food and beverages sold in public places
in Phuket. The results will be included in a dissertation submitted as a requirement for obtaining an MBA degree
at Prince of Songkla University. All your answers are confidential and will be used only for research purposes.
For more information, please contact Mr. Luis Torres at (+66) 0901707704 or |uis.toch@gmail.com

Part 1

1. What is the first thing that comes to your mind when you think about “Street food in Phuket”?

2. What is your top concern when eating street food in Phuket and why?

How much do you agree with each of the following Level of A.greement
statements? S;?;i'y Agree ﬁg’:ﬁg@i’ Disagree :Itsr:;rgez
Street food in Phuket makes me feel good 5 4 3 2 1
Street food in Phuket is hygienic 5 4 3 2 1
|'am not afraid of getting sick from street food in Phuket 5 4 3 2 1
Street vendors in Phuket use fresh ingredients 5 4 3 2 1
Street food in Phuket is natural and free of additives 5 4 3 2 1
Street food in Phuket has good taste 5 4 3 2 1
The smell of street food in Phuket is appealing 5 4 3 2 1
It is easy for me to eat street food in Phuket 5 4 3 2 1
Street food in Phuket is healthy and nutritious 5 4 3 2 1
Street food in Phuket is visually attractive 5 4 3 2 1
Street food in Phuket is served at a right temperature 5 4 3 2 1
Street food in Phuket is unique and exotic 5 4 3 2 1
Street food in Phuket represents an authentic local culture 5 4 3 2 1
There is a big variety of street food options in Phuket 5 4 3 2 1
Street food vendors in Phuket are well groomed and clean 5 4 3 2 1
Food stands and carts in Phuket are clean and organized 5 4 3 2 1
Food venues are conveniently located around Phuket 5 4 3 2 1
Street food venues in Phuket provide a fast service 5 4 3 2 1
It is easy to order my meal at street food venues in Phuket 5 4 3 2 1
Street food vendors in Phuket are friendly 5 4 3 2 1
Street food in Phuket has good value for money 5 4 3 2 1
There is enough information about street food in Phuket 5 4 3 2 1
| am satisfied with the street food quality in Phuket 5 4 3 2 1
| am satisfied with street food service in Phuket 5 4 3 2 1
Thinking about street food in Phuket makes me happy 5 4 3 2 1
| feel trying street food in Phuket is a fun experience 5 4 3 2 1
Street food in Phuket is very different from food that | normally have 5 4 3 9 1
at my country




Part 2

1. How many days do you stay in Phuket during this visit?

|:| 1-3 days |:| 4-7 days |:| 8-14 days |:| 15 days or more

2. How often do you travel outside of your home country?

|:| Twice or more times per year |:| Once every two years

|:| Once every Year |:| Once every three years or less
3. What is the main purpose of your visit to Phuket? (mark only one)

|:| Business |:| Medical |:| Honeymoon |:| Visiting relatives / friends

|:| Leisure |:| Education |:| Incentive/ bonus |:| Others (please specify)

4. How many times have you visited Thailand? (Including this time)

|:| 1time |:| 2-5 times |:| 6-9 times |:| 10 or more times

5. How many times have you visited Phuket? (Including this time)

|:| |:| 1time |:| 2-5 times |:| 6-9 times 100rmoretimes

6. How many people are travelling with you this time?

|:| |:| | am alone |:| 1-2 persons |:| 3-4 persons 5ormore persons
7. Who are you traveling with? (mark as many as it applies)

|:|Alone |:| Work Colleagues |:| Friends

|:|Couple/ Partner |:| Family |:| Other (please specify)
8. On average, how much did you spend per day while travelling in Phuket? (per person)

|:| 1,000 THB or less |:| 3,001- 5,000 THB
|:| 1,001 - 3,000 THB |:| More than 5,000 THB
9. On average, how much did you spend when eating out in a restaurant in Phuket? (per person)
|:| 200 THB or less |:| 401- 600 THB
|:| 201- 400 THB |:| More than 600 THB
10. How much was your average expense when eating street food in Phuket? (per person)
|:| 70 THB or less |:| 101- 130 THB |:| | did not eat street food in Phuket
|:| 71- 100 THB |:| More than 130 THB
11. How many times did you eat street food while you were in Phuket?
|:| 1 time |:| 6-9 times |:| | did not eat street food in Phuket
|:| 2-5 times |:| 10 or more times

12. Have you ever had street food elsewhere before visiting Thailand?

|:| Yes |:| No

13. What kind of street food do you like the most in Phuket?
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14. Where did you eat street food while you were in Phuket? (mark as many as applies)

|:| By the roadside |:| Day/ night markets |:| | did not eat street food in Phuket
|:| Designated hawking centers |:| By the beach |:| Others (please specify)

15. How did you know about street food in Phuket? (mark as many as it applies)

D Personal past experience |:| Travel agents |:| TV and radio

D Friends or family |:| Tourism brochures |:| Others (please specify)

D Internet |:| Magazines/ newspapers

16. In which country/city street food is most attractive to you and why?

17. How would you explain your food experience in Phuket to others?

18. Complete the following statements with one adjective that best describes the following food attributes:
a. Price of street food in Phuket is
b. Taste of street food in Phuket is
c.  Hygiene of street food in Phuket is
d. In General street food in Phuket is

How much do you agree with each of the following statements about your Level o:‘Agreement

. either
preferences when travelling? Star;-;%ly Agee | agreenor | Disagree :g:;ivye
| believe my family and friends would appreciate if | try street food in Phuket. 5 3 2 1
| believe my family and friends would like to try street food in Phuket 5 4 3 2 1
People whose opinions regarding food are important to me think that I should try 5 3 2 1
street food wherever | travel.
If | wanted to, | could buy other food instead of street food while visiting Phuket 5 4 3 2 1
It is mostly up to me whether or not to buy street food in Phuket 5 4 3 2 1
| would like to come back to eat street food in Phuket 5 4 3 2 1
| would recommend street food in Phuket to friends and others 5 4 3 2 1
Based on my experience with street food In Phuket | would like to come back in 5 4 3 2 1
the future
Based on my experience with street food in Phuket | would recommend It as a 5 4 3 2 1
destination for friends and family
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Part 3

1. Gender

I:‘ Female

2. Age

I:‘ Less than 20 I:‘
I:‘ 20- 29 I:‘ 40-49

3. Nationality
4. What is your regular staple food? (mark only one)

I:‘ Rice I:‘ Wheat/ bread

I:‘ Corn/ maize
5. Religion

I:‘ Potato/ yam

I:' Christianity I:' Hinduism
I:' Islam I:' Buddhism

6. Marital status
I:‘ Single

I:‘ Married / living together
7. Highest level of education

I:‘ College diploma (NVQ/ SVQ, HND/HNC)

I:' University degree (BSc, BA, MSc, MBA, PhD, PGCE)
8. Occupation

I:‘ Student I:‘ Self- employed
I:‘ Government Employee I:‘ Retired

I:‘ Private Company Employee I:‘ Unemployed

9. Monthly total income in USD
I:' Less than $1,000 I:' $3,001- $5,000

I:‘ $1,001- $3,000 I:‘ $5,001- $7,000
10. Number of people in your household including yourself

Questionnaire Number -

I:‘ Male

I:‘ 30-39 50-59
I:' 60 and above

I:‘ Others (please specify)

I:' Others (please specify)

I:‘ Separated/ divorced

I:‘ Widowed

I:‘ Secondary certificate (GCSE, SCE)

I:' Other qualifications

I:‘ Others (please specify)

I:‘ $7,001- $9,000
I:‘ More than $9,000

Additional comments

Thank you very much for your time.
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o windiess, wihich explared and explamed fiond relaed bebawors by
sing the theory of planned bethavior {see FE. 10

This stody is one of the first attem pis toapply this mods foshneet
oo, Indormanean was gathered by apphying, 2 s a0 mineseed sunvey
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Fholet And thid, io assess hos ther atimdes owards steet food 2
fac it thedr bethaviom | i ndons.

2 Liberadiure rew ew
2.0, et fond
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e s it v et e vl i o e 2y source of moceme wrth 2 s
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ment i 2N optian warsh cansdering far 2 great nomber of wendors. in
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of the sodial, cultuml and exonomic organization {Tdh & Birchenough,
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even oorsderd a5 2 ounshic resounce and athorrbes encourage the
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ﬂ.peﬂ!en:l:m o=t gl BOTE; Jalkes et al, B014; Famb of 3l 200&;
Mutammad, Zahan, Sharff & Abdullsh, 016
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of the: business dealings, and treasing or imviting, frien ds and Gmily o
dhine ot s signal of socal acoomiplechment {(Walier & Yasmeen, 19665)
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Ie=rwvern fiood and ters iory, and shostens e disane betwesn pro
ducers and final coneumers (Senged et al, 2015). Furthenmorne, street
ficed represenits 2 way of inherac ting with she host culture, it offes the
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Moy, et foosd 15 made wth ingredeents souxed fram kecalmar-
it 2 o h e wany o wemdiar o wen . Bar oo of i, fouscrs
who ane Gmiliar with stneet food fionm Ko ala Lum par or Bangiok could
e b= i@milliar with street food fim Penan g or Pholet Diflesnoesin
tthe kacal colture and geography acmss South-East Asia make strest
ficscsd runiqu & in vy megion. These J iffenen ces could the e foe be 2 mo-
tration for fowests that ame Smiliar with Tha s freet food fo evicls
Thailand, and experence food of different regions {Kururatchadionl,
2014; Povrem & Nesol, 20150
Unfartunately, m Thailandithe sconomic benefis of street food ane
suppressed by heatth and socal poblems. Prewious stodies have idens-
fied sewem ] problems relaed o Ses ndesty suchas bmsted o owledge
ofthe wendom 2 baur food iregene, food fundhng sanda s, and parson-
alhygiene Addrhional challenges indude bad design of food stalls and
TS, PO management, inappropriae locaton of hawieers, Gk of Lw
and the endency 1o iz iy and bribaryg. These pobdams
cammiot e sobved easily, bt 3 possible solution oould smolve changing
ithe szt of ndormatity of sheet fond vendos In coundnes such 25533
laysuor S pare seet fond has essndved o 2 mecn mdustyn whech
the government sei standards and prossdes edocasian far vendos to
regulme e fond handing proess Theos me2sunss b aeprosed to e ed
fievcive in impeowing the quality of the offed food and the image iousicrs
have tomards Sioee coundnes” sheet food (Henderson = al, 301
Proeeinl, Framzail & Manowand, 2015 Bah & Birdhenough, 20000

27 Fovd amd hauriem

oo |has 3 rode in the social identity of every ndnvidoal; thus, aneny-
one sebects food influ enced by d ffesne factom such 25 colture or e
man, soco-demograph ic fchors, personal modtivaiion, presions food
experience food nelaed traiss and other perpchological Bc-
o | Bewelander, & Henmans, 201 5; Mak, lumbers, & Bres,
201E; Mak et al, 3013) . Howewer, when indnidualis go abroad they
am ourside of thedr routine, Shey no longer can jprooure thedr nonmal
diet, and are fored to participate in she bocal culmary supply {Cohen
B iy, P00 Maie lum bers, Fwes, & (hang T1Z)

Prewous shudies have shown fat gendsr i an mmpongnt fachorin
toumsts” food consumption, Km, Eves, and Scaries (3009 suggested
That “Aoomem were epecirlly tutereried i inntng dongd jead o e it
abaut bom focd om St hobdays™ {Page 429) Monstheless, stodies i
other disoiplines hawe found that men show sk @ion g behasor more
oifien Sun wamen | Srark & Imvojcia, 2015; Yiam janya & Wion gheades,
2013; Janakoplos & Bernassk, 1998), and the onsumpson of lecal
ficened] oo e desorihed 25 an adwentunans rek @lsng behavior parsoo-
Lariy ifthedecsing tion i bocated n an undamiliar ooty | Cohen S Al
2004). I could be expecied then, o find aspreficant diference in the -
titude of male and female intenng sonal toussrs pewands et food
[Phyuioet. Make, Lumibers, an d Eves (3012 suggeshed that age is an impor-
tant Scior in food own sumption, and that older peaples have diffleent
oo [ fimrenc e due o boes of seneanial capacites and health conoenns,
it weauld be Heely then, thathounst of different age proops have a differ-
ent ahirude owands steet fond @ Phulet.

Codenand Al | 004 ) coggesed that pedpie from defe e mtnagcns
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et off | mimigrasion, wehille Asian coisines hawve not been subject tothe
same degree of influence by autsiders. Malk Lumbers, Eves o al {3012)
jpouried ot that "past e e oo Sptomtly off ot fod coorampticn
busbrmicy™ | Page 505 and rhat jpreswious exposune o3 lioind of fond could
areade fond memomies and thensby improee the cansumer’s atinde -
wards it in this semee, thene coold bea spnificant difference in the 2.
tude tosards et food in Phulket between oumcs who hawe visied
[Phyuet inthe past and Shose who have not. Osher studies hae suggesed
hat fa oo e milianity and exposur: offect can have an inflosnce:
the atisnde of consumer s owands food relaied beftuvios |(Bagaez,
Wong, Abe, & Bergami, S000 Cohenife Awesll, S00S Kimatal, 200
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Shudies wugresd thal sorme of the major mocreecions Tor people (o
traved include "aoquinng rew knowledae”, “Reming edperisnce i a
e ign coaneny ar “learning abeal a different coture”, Bod cuisioe
pepreeniz culbural knreledze that adds value to che image of che des-
timation, dnce culinary tradicion ks consalensd an infangible hedcage
pagsed o fries coe gene ratam o sncher, it 15 impesshie b perticpate
In & culy aucsesoc kond experiznce withain vidong te speciic regan
arl inlevadting with e icakchal gase pnpn o B food in thisseree,
the food prowvides the tpurists with 2 histoncal conbest of the
destnadarn's identiny beooming one of many fims of culeral wanism
Ok, Okurmus, & Melenher, HAT: Pollphoithong & Sopha, 2005
Em et al, 2009; Homg & Tsal 3010 Famll ef &, 2016 Mohammad et
al. aviE; Knodsen, Rk & Vidon, 2016}

23 Conczpmis dschgrawmnd

“This stueky veas devel oped based an previcus research wing the the-
ary af planmed behasar., It corelders Behavinral ention oo hea cnfere-
e ol Al Ceade, sulggative poma. percessad behavioral mneml snd
ot experiences [Heng B Gu 3012 Ry, Lee, & Kim, 2012; Bhuyan,
200, Kim, Kim B Gob, 3000, Lew, 2006; Hamkung & Jang 2007;
Baguezi et al. ANND; Agen 19910 Stbrode is canskdered o have 2
Earjar rode In the consoemer beharsior of mourists, ir s Sarmed based on
Wi g B, BT TS g predeposition Fe Bking or disliking
peciic shmuli. whach inclde Jctiore, #8215 and objects. Artibude is
comprised of cheee components; beleds joognitve ), which imenbkse the
Breeadledue an imlivihed Bae aland the ohject of athibade: amotioss | s
factive ) which coreist of the d=elings of individoals tovards 3 simel
and are besed on their bl and Anally, inesfons (oonacess) which
rekers b how indivedualy sre eely do respond towards an obgect
ased on thelr emotions and bebess [ Lew, 20063; Bvans, Jamal & Foodall
200 Blackesedl WEniand, & Engel 2000 ), The solpectiae noom i @ g
chologizal concept based oneach indrviduals parcapbion, about hoe
pecple that are mnporiant oot mlgh e rea f they betanie In & oeran
vy, B inRCanoe by oonsuming e mais ekt dr senanis, medsanal
apanst the mokrabion o comply with the sonal pressures creates by
othear peaple’s expected reactions (Bagoe=i er al, BOO0; Sheacs
Wialdkesian, Cina, Joanes, & Baolle 700 1), Penenael elavioeal conirel
can ba cefned a5 tre dapree m which 3 canmumer cam affect ar conirol
a flzpure behavior. Sinoe mexounng the acmual cE5ences angd opeamni-
Ties an inebreidnal Tee o pesfoom an expecied behasior is diffiool i, the
warizhle actoally measures che belel of conmmol die consumer has
|Evims et al, 3006, Kl Hams, Yani and Chad, 200350
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A we-pant sell-admdnistered sureey vars employed in Des sody,
which =g designed o ssamme moematandl muriss aciiuce omeands
aneet fond in Phoier Mt of the ©ems in the sumey questiannane
were adupled Tromm presioes shodies and modified o fl the soope of
this research [ Pullpteithong & Sopha, 3003 Hsaeg & Cu, 3013; Rvue
wlal, 2002 Fhuyan, 2000, Kies et al, 2008 Homg & Tead, 20005 Lew
SIS Hom e al, J0M: Mamisurg B fang, 2007 Dkumnns et al, 2007, Ad-
Aldanal variahle were added m o revised version hased on feedhack
From fve bposism experts and the resuks of 3 pilot stucly ol 40 interna-
ozl rouns s, The firs part af che questannaie aimed ta gather inker
Ao Abvl WU s ATt esands snvd fodd in Pruken and wee
consiructed o measre six major alemems: physcal emarcnmem by-
Flene, hood cuality and sersice qualhy, affscdon, sackfadion and price
A valiwe [A% Karim, Lia Snan, D0hman, & Sallel, 2000 Lo, Mesiak,
& Yerbake, 20130 The od gquabey dimensons moluded baste, smell.
Treshinzss, Seod varkeny, appealing presemmanan, SExmine, uiciness, sene-
g lemperalure and healthivess (o & Shaedi, 200 5], The wavioe
by dimensions included the spead and =ffcency of the sarsice

staff. theor frenclines ind depostoon o help By ec al, 2012 and
e respondents percepiom of the hivglene of the phiysical 2msimnment
incluchng the cleanliness of the etabbhment and the staff (Junc &
Worsley, 1533; Bulaiman B Hanon, A013)1 The sacond pan of the qoes
i iwbaan s sl goad tochi@in i noarion b pas! irave] behasio
amrl expenence, future bebaroral irpeniions, subjective nocms and per-
cedved behardoral conmod (Yazdanpanah & Forouzani, 2005; Slwats el
al. Y Bhoyan WA The last part coverad the respondens socioe-
demagraphic charactensbes % e, B, Oh, & Yor, 2003, Toltan &
PAasien:, 2002 Chen & Thai, 20070

32, Fopakanan semgle aed dana colbsmon

This shudy wzz rmplemented on Phuket 1skand, ome al the most me
POTaal Tvarkr desnnations of Thailand, Som December 3003 wilil Jan-
uary 2016, The popolation vwas considerad o be all mbernabonal
nounsts oeer che age al 1B vears visiing Fhuker. The population samyple
e rES e s vk setecTed using a nne-probshilsbic convenience
sampling technigqoe chrough diesct inkerception in d&feranm kcamions
In Phezboet. To awold oaef represenianon of any one group of people, -
vial vawe vaan Taben [ inchude make anl ey res pockoms sgqpally, ol
00 INDOCPI e pounsts from 2 vanecy of nabonalities inonder oo inmease
the represenativensss of sample oo che populacion (Gray, 20040;
Brymian, 20061 fn jolel, 4000 questionmaines were distnbubed,. Afier
daga collechan and preparation far mucple ragression modeling, the
final samgle conisnsd of 24 fos pendenc

A2 Fespondens’ prafies

The damogrephic profie of the respondents @ summarnzed n Tabde
1. 327 ofthe res pandencs wers males and 43T lemales. 3030 of che par-
G were younger Huan 0 pears, 154E veere From 310 e 25 years
old. and 1431 were 50 years or clder. 770% of the pamioparnes were
wersrerners, while 33 4% were rom Asia. BZE% al the res pondems Sanesd
Fhal dhery wvre Chridians, 5 1% were Washrs, &7 e Hindves, 10075
waere Boddhets and 19.4% reported having other ar no particular reli
gious’ beliels 4066 o the respendents isdicated being single, 4678 mar-
riedl, A AR divuroed or separaied and 1 4% were widoraed, B0F reported
FrviTe 3 N hersicy degree of equislant. 17 7% 3 coilege diploma 92T 2
secandary cermificae, and 7,05 said they had other qealificaions. f mea
of 256% of the participeaniz veere private company emplogees, F10%
were stidenes, 12 BT were seltemphoved, |05 warked for 4 goveen-
i ciganization, 35 wese relinad 175 waene uniem pliyed aed 225
repored having cther occupations, 2293 repormed szming less than
UED 1000 per mon wihile 28 25 reported char they had & tocal mondily
rcnw Ol e USTVIRIE A 20000 2385 had irmnmes of betaeen
USOIMEIL ared 3000, 1029 had incomes af bebwzen LSOE000 amd TOO00,
54 earned Benween LEDTODN and 9000 and 62X repomed caming
mrre than LBDSOED per month, while 1L7% preferred ot b disclose
their parsoeal incomes. S5F reportesd that thedr housshold slae was 1 ar
I opeanns, 39A% indicatid 1 e 4 pesoes, TETE waid 5 perans or
more. and 7% did not wish oo reweal this informabon

T4 Do amabms ! ehpbdity af salke

Daagcriptie FIEACSHCS Wird o Tn SUMEEiae partici pands’ e ial
atbude tramards street food in Phuket and o explome tee moes signifi-
ANt Jmribanes of sereet fad Then, 2 MUlCEls regrasson aEalyss was
e i dkeTenmine which altnledes of T are e best prechtoes of
toori= s behawioral intendons The scale (eed | measee etide bo-
wiards smeet food in Phuker inchaded 35 ieme thar evaloeed Siferent
Alirisnhe of el Thes geor el nepondent's affection hrsoetk:
strest food in Phuket. & rebabdlity s25t was performed and the result
ahawied a Dronbach's alpha vakoe of 0727, Four wems edaluared thie
overal mpressom of the munses warcks the bppene of street food =
Fhiuket ared Far this scale; che Cronbach's alpha value was 0.765. Elght
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Jierme ey leared S0 qualiy aliizues sace o lasor ard sned and this
e hadd @ Cronbace’s dpha vakae of 02 Sewe Loeme med i 2H-
Feigit agpects relatad o serece paling: e peababahy af this scale
haaerl n el of 170G Tres ilons meanped sarrall satkRdion willi
soret fined in Phigketamd slrrwsd 2 Crarhacht alpha s of 2713, -
wals, n e fiar mesonad vakie formeresy, esic sic Eaciors meaicsd 25
& scale o evalists ammiodes esuked in a Crankarkis dpia vaiue of
1775 Table | sunmimarizes His infornare.

Ve o pors o Hee questionnaine deal with three main scales
Ul B messeed e 1our 58 yulijesiies Tammme hirvasd sreer
Tood coraomplicn i Fruzet: this soale had 2 Cronbach’s alphe valie
of 1 THE P (EETTE e 1 Beteatoral ineelicrs arvd had a o KL e
liasilly cosTBchanr, Twm ik (25 Mesmires prrod e Sehoonmal ool
aad 1he reliacibty creMclere oF the woale Aar beloa the tireshakd
walae of £ oo boalfrEn oo cmr wlen 3 5ok 18 neliiored by oniy &
Forsa therri, HhzaEver. Falond (2113 supgesin thit scales with a arsall
rearrdses af freme can be: wsed s korgg o8 thein amemal ten comedadon
i preseie @ wcalue abooe U1 sl is (RS case the covceladion was
A5 Ttk & simamenzes this iefomacion
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4. Feaulis
&1 Comparbanal Liedas

a psial wakse or altivode v compelial Tioin 25 e el il g
il ane gt ol sreet Tood o Phaben this vae wes Ten o=
pared ameny ddfe et demimra i gaps m rhmarazred I Ereme wan
ary dhifusz e AmAng them An indepenade Sdrrg e £-re et s waid
Iy peahi ISR F e wae skgnd Fcane thiToicnces retween e dninades
of Trake anc fenakis. Levene s iest of eualiny msicatad Gareqoel w-
Jarscen crrekd log agzirmad, & Foaoe ol 0L5T mas e Ll ished whh sick
25 drareess of frssdom kel a 2nalled sgmifcascs keezial 1Ak, Thare
Eares ke was concirabal thar na sgrrifcan GTErence mowes betm 22 g2r-
fiers in regands [ thels Fmrk: eserds street Fzanl iy POWEEL f -
ey BPRIVE, s e i sunipace the diffenmos anong o iffereal age
. & Ron-pranmekic Lszae’y e s prarfomesd b assiis the b
magere iy o 4 b varianoss 2nd tha pedd oe we 05T 1L vould thesreia e
fza granersed that che varianoes wens homoze e, The AM0VA pre-
Al a signd conoes ket <D LA e we ling, (Tl thene wens sharks
ticadly signifzant difoveioes in attrheles e nds smees Teaed i Pl
affrg difereni age groupe., An independem ramphe (-[EST WS per-
Formiad b1 Gonnpase the misan amiosde vl e of el idenm Froem weest-
m LeaELITlES arr Ferme Tronn A5 b Thee s o equahicy ol weriana s result
e 1T oy That BOua wariaecss ool be asmrmal Tae vl
a3 DS witl 292 degress of Trecdam aned ¢ e 2- Laiksd dpnifranc:
wysll 271 Mea g raal thae i oo signifranl dilienoe Hhr allitude
of Paicgl and Wz derr. Lraweders masanbe sl food In Phsked.

Lizmwree, mrecral compansom wizs made 1o dete sine (Fmema-
Ao o ora ke wirh diverse e Behosdon gl J signicant: dilix-
erpas i Chi g o e lrresad s S Fond in Pluier Teree mukosenderl
Sl b F-oms v wied oo dererrane: il there weere appdicant JHer-
arpes m the stticedes of nrersis whio had wighed Meket Inthe pad
arwd thmsar s oy e wrerrma Toe thee s i e sl s by Laar
1 L v fes and thase whe seilorn Cavel abroad, anl berses
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o mksrs thar had tried s et fiood hefiore: comming, toPhioiet and those
tha had never tried it befor. For the first companson, the lewene’s
et spnificance value was 0717, 50 egual varanos wene assomed.
The twaline was — 0357 with 250 degress of fresdom of, and the 2 ailed
significan o beved was 0721, this suggests no sipnifican tdifferenoe exst
betwern fistame and repeated maselers. Foar the saoond 5% Levene's
et of equality indicated a signficance bavel of 028 and equal an-
amceswere 3 asumad The ¢ salue was —00064 with 20 degrases
of fresdom and the - taled signi fiancee value was 0570, mdiating
tha no difference axists between toussts that awel offen and those
ones that ransy travel In the shisd anabysis the equalty of =

inexpersine dishes These findings sopport previon s smdes that sug-
gested that local food & regasded as a means of interactng with the
host culiure and s authenic cusane: [Sengeld of 2l 3015, Olaemus of
al, 2007 Cohen S Avesll, 20047 Cuan & Wang 2002, On the ofher
hand, it s nosoeable that the lowest wal e wene those for fems mea-
suning hygens, this result indoates tat there i sl a genmalcancen
amomg tourists ahourt the bygene and sanstaibion stan dands of street
fand wenidars in Phuolosr. Such concennes are 3 reflacson of the Bilue of
TOVETTHTENT PO o regulaie smeet fiood, of which touns s do not
ajppear to ke aware of. Furthemmore, most sireet food vendos donot

st had 3 salue of 0125 and in the paired sample et the tvaloe
was — O TTT wath 90 degeees of fresdom that i 2 2tailed spmafianoe
lewed of 0474, this indicates there isnospfiant diffewnoesim the -
wrbude of ioursts that had tned sireet food bedoee caming i Phuletand
o thathadnat

T eCpen deTies Msan Intrbucde sonee:s hoa o £ sreer o m Pt
am summanzed i Table 4

The nesults show a posithes indina sion o mest of the 2 holbates, sig-
nefng that owerall there s 2 good Fstude owards strest food in
Phuiner e of ower £ ponis wene adheeverd in the fhems messoming
sineet fond Ewhe. vanety and ease of sating, the faendimess ofthe sreer
wendars, value for money, streetdood 25 2 fun experience and asan ox-
perience that nepresenss bocal culbure Intesp retation of Shess soones
weould surgect that dourists percefve steet food in Phuokes o be an
ey and fon weay of oomesmmen g foeod ghait aliees them to ineoot wth

albade bythe ares, aned mis are s pire
went vendors m;mmm on the sireet

4.2 Mubigh regrecsion

The regrescionmaded uaed in thes shudy chows an adjusied Raguae
waline of (1612, m =aming tha trhe mods can soplan &1 STaf the vananos
in iomists” behawioral inien ons iowars street food @0 Phoket wsing
wmg:ﬂ:tﬂgﬂirﬂa@dmhﬂnﬂ

ry the mean value of the faor femsin Se scale
A Deribein W Zimom e e bed 02 saboe of 1571 mdicasing 2 significan ©
difiesence betwern the dependent and in dependent vamabbes. To for-
ther mulle cut an y jposs ittty of auncanrelation, a visual inspection of
tthe Pegrson aorrelation ble was conducsd i oondfinm that none of
the walues among the concmuct exceaded 07 The F waloe was aqual
a0 (4 E m]m;mem of 0.0 {p~< 005) Thi ne-

friendly bocals, and oy a wede vanety of athentic. deboons and  wult d emonsha s that the i wer good predeonrs
Talsier 4
stk e = m Pl
tom M S dervmezon e Fatoe mwran Bt airl. chrvatan
I farwrd ey e od i Phulars s & BN e e 410 1l 1] Affrcram A [
Skt i od om P ok muslions nhi'd 450 (1 ]
o e ey 178 s
Ham ot i ad u!mzth-u-hﬂ—mu EET] o4 Fhyrerer am [T
St P et sew wrud cliean as [k
St ol o P ot o e Al nsET
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erwer 1 ol 1y P s b il s a1z A Feesd gl 1m e
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B o Pk ara [if i
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Tl 5
Mryrroion ey of Eecory iy mowet bod
Warmbie e cierh L1 Lnilmmr ity
i gemia sttty
B Tolersmrs W
Alfrciam aanz oom sV LTm
Fhypemr ams [1F1 a7mE L4
Fomd quality aorg oaE o484 X
SErae quality LI [ifni) 0544 LEH
Saimfaizon a1 oo LEE] LER
SSLEN LY 1 T 0248 [l ii) 74 .34
Fecewend berharvorsl contm i o1TE [ile ] Osm: .24
Waur brmoney — 0 oA (il L3

ficr hehawiom ! inienmons. Tahle S pregents each of the predic ioes of e
hawioml invien o, thedr standasdized Beta ooeffi cents, and e sign -
cance and collineanity sQisics

The mode] suggests thar afetion, subjecive nonms, senice gualify,
sawfaction, and peroeved behavica] controd are all sipnificant predic -
mrsof the dependeant saniable., © aleo ndoates fathygene food qual
iy and salue for money do not conmibu e © 2 signeficant level @
[prechictingg e woral nienors fowands siree food in Phoiet The pre-
dhiciner weith the haghest beta value was affection {0312 ), wihach i3 sim-
iy mame 0 S results by Mosaa and Ghaeds {2012 ), whach
indicates that positive feslings hawe a positve ne@Donship with befhaw
frall ane o, This finding canld be the mit of the inchusive natoe of
feedings ax a ghdhal facior thar encom pascees alll ather oo, M respan-
denis ooreder that amy of the atiribates in s et food do not meet
thedr speag tons, it wil aimeest cerain iy Bad o 2 change in the overall
fecings of the indrvidual towards street fond. Service qualiny (0122)
and satsfaction {00171 ) werne mildiy predictie of iounist's hehamaral
inieiions iowands sheet fond inPhuoket, these nesalis suppornt peesions
stnciesthat binked senvice quality and satefachion with fotre consumer
Bebuvior | Kimedt.al, 301 1; Mam len g 5 Jang, 2007, Ryu o al, 2012, ks
Impon@nt i mention tat notall stabutes in e dimen oo of aH-
mudes iwvands sreet fond hawe the same predionies capabilities 1ie-
wine, esulls from the linear regression mdicate that W NS
-eu.'aﬂ]an:lp:n:mdhcm“alm-:ﬂ]ﬂ]ﬂi]'m om portant
mie in predicting behawioral intentions. Thess resolts support peesons
smdies that adopied the theory of planned behawior a5 a resmnch
framewenk |Yazdanpanah & Fomarzand, 30N5; Kim, Park ¥m and RByo,
3 3h; Biaryan, 30100

5 Misou xxion.

Incanirast i pewsous shudies, i whichanthor have conduded that
age gender, nasonaiity and presous eopenienoe hada stong influenoe
N iouniss” atimde owands food {Seoetal, 2013; Maic, Lum bers, Fres
et al, ANE; Km et al, A0 ), this stodydid not find strong ewdence
that suggests any demographes proo phas 2 more Gworable asbude to-
wards sireet food n Phoket. Mabes and females raporra fworabls 2t
imde fomards shreet fond . Furthenmore, bath oo ps ssamed to sore
each of the athnibiries food in 2 very smilarway they are wary of by
gene, and consider food quality to be good in the same caegones It
W egpened D enoouner 3 difierance in the astude of Wesemn and
Aslanhours i, bevause food in Phaket may have been maone milar in
iraweders from Asian counimies. Howewer, in this research both groups
mpored samlar asinde, this might be 2 resultof globaleason, i
abality of indormaon, andan noeasing presen o= of atfmic Thai resgw
s in bath W estern and Asian conndnes {Les, B0 F; Priwtera & Mesol,
HN5) Previous s mdies poanted oot that age sspnsfican gy afleos e 2
it e of consumens ipwands food (Ragoem o al, SO; Coben & Awell,
3004, Mak, lumbers, Bwes of al, 30120 Monetheless, the ee age
groups conmderad for this shody reparted similar asitade towands

st | T arm i

21 (AT S 71

sirest oo Alfhougha small diffeenoe exicterd in e way older penpbe
pereved bygens of sreet food wendars, it was not foond o be g
cant. Preceding smdies poined out thar previous sopenenes afaoted
oo wmeT aititode iowands food (Kim et al, 3009; Quan & Wang,
A0, Cohen & Awieli, S04, however, the present shudy found similar
resul in the affibude of tourists who had previcus expedence and
thie coming to P et for the fistome.

The sarondjpant of this stody erploed e attude of intenna sonal
s towars sewem] anmibares of seet fiond &n Phuiet. The highest
soone by facinr was achieved by “Sendce quality”™ and the lowest soone
wasobtaned by “Hygiene™_ [T worth men Soneng that aithoogh by
giene presented e lowest mean valoe among e street food 2
burtess, i was mot found © pradic or affec coeomer behavioral
intenticres. This apparent oonadicton ooald be relsted focon smens”
[pressons inoavedge of the armibute’s flaw. Sheetfood in developing
COVEN IS ES (N 1o g poar s3metaon | Priveera &Nesol 2015
Fraethietal, X0 4; Tohlk Brohenough, SO0, yet toosehs 2 sl wall-
g, 0 oorenme it, reviset i soure and recommend i o athers A sim-
ilar syruation could expl ain why value for money and food quality did
not SplEn any Vananoe o oonsumer behawioral anhenmoms. Ewen
thaugh toth values obfined wery hogh mean soees, tese are Zrmbues
that ane amaa paied in nespect of street fond by corsomes:, and thee-
ficre, they do not oot e 3 dectove Botor in detenminen g fture
[,

Thhe ffinal jpart of Shis study confinmed that the thesry of planmed be-
haster can be applied i the fied of soest fond. The modedwas able to
jpredict 6157 of the varance of consumer's behawicral inhen Sone to-
wards sireet food inPhubed by wen g o de | 25m ez sued by afiecsion,
peroepon of hygeens, food quality service quality, sassfrson and
walu e for momey ), subjective nonmes and jperos sed beh avioral oontnod
{Bivryan, 2011; Km etal, 2017; Km etal, 303a, b Byw etal, DXL
I alen indicaiers that among the GBonrs fat cnethue Gqsumes 28
tde owamds sheet food, affection, perceived servioe quality and sagis-
fachian hawe the highes pediching sbileny of touncrs” fukore bethavia.
Thes fi ndings do not imply that hygeens, value for mon ey, and food
quality, ane Nt impongng smce3 change in theee armibuescould sl
lead ioa change inithe overall atvinde of ipuniss, but it serves 25 gude--
{ine<in understand why iouniss migh the mane walling D revistor e
ammend fexpactatonsof wrace quality, satishotonand afleoton are
exeedad

(A3

T i form aBon gathered in this stady has pacical impplc atons for
deshnation man agers, indod ng Phuket loral anrhomhias and e Tour-
comy” mitle implies that the food Landscape has an important mis e
maristing of Phuie 35 2 ioonicr d eshination. Based on e findings of
ithies reseanch it s IMpoTENT To T 3 MarkeSng GimpaiEn thatem
|phasires on the G oiors that ane mose sgnificant for foussts; suchasac
thertes that ceate 3 sirong, afier tional ban d, high light the coloral value
of sreet food, and mmind touriss of the good seruice, and sheet food
wangdors. Theee conld remfonce the daine of fourics @D restort o recom-
mend Phuicestto ofh ars In addision, it & necessany to chamge the: penoep-
tion of moRss an the ygiene of shreet food wendars in PFhoicer, by
ENATLEning 3 Prograim o imjpewe 5 reet fond sani@son and production
standawds Such program oould ndude taining for street food vendars,
thareaugh sanrary coninal, and even a ranioing 5 ysem o iden ofy wiich
st versdors foliow shnc ey fond preduchion stand ands. Recendy, the
Thal gowemn meant h2s vroduced 2 towed meumnce scheme far 2l mar-
fsts onoven 2 the "Thailand Travel Shiedd™ | Van anuporg, & | raletiou],
H014), ather reoommeend on @ smprose the image of food hygiene,
ook e, io anclud e food nelated heabh probiems in this pogram, 2 a
guaraniee o Fawelers that they would be oowened in caee of suffening
fram any foodbarne diness.
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5.1, Livtimtioons gurd fubure ook

There were an mmberof mgsons in tepesant sody tat needto
b talken inin considemton. First, She informahion n Sis research was
oz ined duning the paai season in Phulcet, this conb mean S tthounsts
that are traveing duning the low s2asm could have been undemepe-
saried inthe sample of thes siudy. Repetition of s inves Sgaton may
oo sam pling 3ores sag-sone whichwonid help o ob@in moe in-
sighitful dara Second, this surey was applied in English. Thewfore, only
Englich-opealang tourects were induded in the sample Smce the most
it ma siosts for Phuket are (hinsse, Rucsian and Ansho lian oor-
sts, fu e nesearchers may consider using ransled versions of the
survey to inclode 2 moe randomized and mpressntne mmber of
these iparics. Thind, dusing the st tctical analysisof tis msmchalla-
initeries of sireet food were conmidered equal i mpofance n e way
theyafieo concumer's artind & the uee of defewnt soles St comibine
muktipbe rating and Loent vasa e may revend diflesnt resulrs Lacty,
2 pesen tesarchanly foouses on tounsts visitng, et Themfore,
gereralration of the mxuls wanld ragure replicaon of comiler sodees
in oomipa @ ble destinaions.

Appendix A Supplementary data

Supplemen Gy dafa tothis antick can be found online at htpyide
dolorg 010184 tmp FO1611.005,
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