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This research is a sub-project under the research program 8Strategic Plan for 

Promoting Thai Kitchens into ASEAN Markets: A Case Study of Thailand, Lao Peoplees 
Democratic Republic and Socialist Kingdom of Cambodia; aimed to study the situation 
of Thai food business in ASEAN markets, market potential, Thai food image, tourists 

tourists' consumption behavior toward Thai food and to find out the appropriate models 
of Thai food business in ASEAN markets. 

The research findings revealed that business situation of Thai food has trended 
increasingly expansion, partly as a result of the cooperation between ASEAN member 
countries, the liberalization trade of service business in ASEAN. Thailand has been a 
national coordinator in the field of tourism and aviation. To encourage these, Thai 
government pushed the policy to be a 8hub; of this region. The restaurant business in 
Cambodia and Laos, particularly in the capitals and tourism cities, has high invested 
continuously. Tourists and local consumers admire the image of Thai food more than in 
Europe and the Muslims. Comparing among all ASEAN members, the market potential 
of Thai restaurant business in Cambodia and Laos are at the forefront evidently. Besides 
the famous of Thai food, the advantages of Thai food business are investment, raw 
materials, and labor because of convenient communication through boarder of these 
countries and similar cultural tradition, therefore, it possibly push 8Thai kitchen; to be 
(position) / place as well as 8World kitchen;. 

The appropriate Thai food business model in ASEAN markets, especially in Laos 
and Cambodia, are similar in principle / goal and in the criteria for success. However, 
the difference is the process of operation, as follows: 



 #

-  Principles / goals of the business should be presented in the 8Thai; image  
which is a combination of food and culture. 

-  Process, the entrepreneur or inexperienced investor should study the relevant 
information and clearly define the target groups.  In case of focusing on the tourist 
groups, local people should be considered as consumer in order to help the business 
surviving (retain) during the low tourist season.   The investment should be established 
as partnership between Thai and local investors.  Moreover, Thai food restaurant 
entrepreneurs should concentrate consider the issues concerning a good management 
system, professional Thai cooks or chefs, Thai cooking methods with local raw materials. 
In addition, well controlled food and taste quality as well as standardized service in 
accordance with the suitable price should be assured.  The decoration and atmosphere 
of the restaurant should be simply designed which alternately could be decided 
(chosen) by the customers easier. 
 In Siem Reap and Phnom Penh, a luxury restaurant / classic restaurant could be 
considered, by defining the prospective (target) customer as a new generations i.e. 
students, high-level officers, businessman or entrepreneurs.  Buffet services, food courts 
and food centers in the malls have the potential to be investments for customers with 
high income as well as to provide food garden style eating opportunities for the general 
local people.  
 In investments in Vientiane, Vang Vieng and Luang Prabang, entrepreneurs 
should planed a marketing strategy to encourage Thai food consumption because Laos 
has a strong eating culture and people traditionally, especially Luang Prabang. Foreign 
cultural crossing into Laos is limited, hence, luxury or classic restaurants have targeted 
for high-level customers, governmental officers and high-income groups only. 

-  The conditions for a successful and sustainable restaurant business in the 
ASEAN market are the following: 

1.  Good management system. 
2.  Standardized food quality and sensory control system and standardized 

service system. 
3.   Building business partnerships in order to support each other. 
 


