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The purposes of this research are to explore the overview information about
"T;.Hai restaurants in Tokyo and to study the attitude and behavior of the Japanese on
Thai restaurants. The methodologies are focus group interview, in-depth interview
(15 Thai and 5 other countries restaurant owners and staff) and a survey research
using questionnaires. The samples for the survey were 509 Japanese females aged
from 18 to 50s.

From the in-depth interview's results, most Thai restaurants in Tokyo use
integrated marketing communications strategies to promote their businesses. They have
utilized print media, electronic media (website and mobile website), promotional
material, Thai cooking school and word of mouth. The most effective media was the
internet. From the focus group interview, results show that the respondents think Thai
food has strong smell, spicy and need to be promoted more because it can help
strengthen the right image of Thai food and can change Japanese's attitude toward
Thai food.

From the survey results, most of the samples usually go to Japanese, Iltalian
and Chinese restaurant accordingly.:rhey know about Thai restaurant from the internet,
TV programs and passing by the restaurants. Those who like Thai food think it is an
ethnic food but those who do not like said it has strong smell and spicy. They prefer
Thai. restaurant with reasonable price, easy access and has a take home service.

This research has divided the.survey samples in to 4 groups according to their
attitude and behavior. Samples who like Thai food and go to Thai restaurant (Loyal
Fan) prefer real Thai taste. However, samples who do not like Thai food and do not go
to Thai restaurant (Small Hope) do not like Thai food because it has a strong smell and
spicy.

This research provides some suggestions which can help promote Thai
restaurants. The Thai restaurant's promotion campaign should focus on Thai culture and
unique identity. Thai restaurants can offer menus without strong smell and not spicy and
should state that Thai food is good for health and beauty. Moreover, Thai restaurants

should be easy to find and serve food with reasonable price.





