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The objectives of this research were 1) to study the processed fruit market of
the Chinese tourists in Thailand, 2) to explore the factors and the marketing
communication strategies that might affect their decisions to purchase processed fruit,
and 3) to analyze the causal relationship between the factors and the marketing
communication strategies that might affect their decisions to purchase processed fruit.

This research was conducted using a mixed method approach. The population
was the Chinese tourists who traveled to Thailand, and the samples consisted of 411
tourists. The data were gathered with questionnaires, the focus group was 25 tourists,
and the in-depth interview with 13 processed fruit manufacturers and were then
analyzed with t-test, F-test, Chi-Square, Scheffé’s Multiple Comparison Test, ANOVA,
Pearson’s Correlation Analysis, and Structural Equation Modeling (SEM).

The findings showed that the factors and the marketing communication
strategies affecting the tourists’ decisions to purchase processed fruit were composed of
two models: the marketing mix model and the decisions making model. The analysis of
the marketing mix model revealed the factors that affected the tourists’ decisions,
sorted from the most to the least affective ones: products, distribution channels, prices,
and promotion and marketing communication. The analysis of the decisions making
model showed the factors that affected the tourists’ decision, sorted from the most to
the least affective ones: evaluation behaviors, post-purchase behaviors, decision
making, demand perception, and information gathering.

There was a relationship between the marketing communication strategies and
the tourists’ decisions at the statistical significance level of 0.01. The relationship
between the tourists’ decisions and the Chinese labels and the product
recommendation in Chinese made at the point-of-sale was at the high level and went
in the same direction. However, the relationship between the tourists’ decisions and
the distributed leaflets and the online advertisement was at the medium level.

Thailand’s processed fruit market was diverse in types of fruit, processing
techniques, and brands. The purchasers were from the agents’ market and the

consumers’ market, which were classified as the low, the medium, and the high quality



markets. The product pricing depended on different factors. The marketing mix
strategies employed by the manufacturers could be sorted from the most to the least
popular ones: standardized production, packages, product development, and product
quality. The marketing strategies employed by the manufacturers could be sorted from
the most to the least popular ones: online media and public relations and
advertisement. The problems and the obstacles the manufacturers encountered were
from the production and the marketing aspects. 1) In the production aspect, there were
problems and obstacles in materials, technologies and innovations, labor and
workforce, capital, and production standard. 2) In the marketing aspect, there were
problems and obstacles in selling channels, competitive pricing, and marketing
communication strategies. Most of the manufacturers wanted to invest in the Chinese
tourists market because of the high demand of Thai processed fruit and the acceptance
of its quality. In the processed fruit market, there were also problems in marketing
channels, morality of the manufacturers, Chinese literacy, and counterfeit brands and
packages.

The results were as follow. All of the focus group participants knew and had
already tried Thai processed fruits. The purchased products were fried durians, freeze
dried durians, and dried mangoes. The tourists thought Thai processed fruit was sweet
and tasty. The participants could not remember the products brands. The price of Thai
processed fruit was similar to the Chinese one. The products were purchased at the
supermarkets, the shops at the tourist attractions, the convenient stores, and the shops
at the airports. The preferred promotions were free tasting, promotional gifts, and public
relations and advertisement in the media mostly exposed by Chinese tourists. While
making decisions, the tourists considered the types of fruit, the quality, the safety, the
hygienic condition, and the portable packages. The participants suggested that the
tastes of the processed fruit should meet the Chinese tourists’ demand. The amount of
the added sugar should be reduced. The products should be outstanding and different.
Different tastes and different sizes of packages should be provided. The manufacturers
should maintain the quality and the cleanness of the products. The products should be
standardized. The market should be expanded and the products should be exported to
China. The packages should be attractive and portable. For making it dependable as

souvenirs.



