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A Street food in Thailand offers food and beverage for local people in everyday 

life reflecting their own way of life and local culture and becoming a great tourist 

attraction. Bangkok is a case of this study where is one of the best cities in the world for 

the street food. Previous studies have shown that adding value to products and services 

can lead to a creation of memorable experience for customers. Indeed, the adding value 

is able to maintain customers and succeed a long-run for businesses. The purpose of this 

study was to create a value-added model in food tourism services in order to better 

understand and create international tourist’ eating experiences with the street food in 

Thailand. A mixed method was employed in this study. The data were collected from 

two sets of questionnaires and an interview forms. Each set of the questionnaire was 

collected from 390 non-Thai tourists who had recently visited Bangkok to consume 

street food and/or beverage items in the three selected areas (Khao-san Road, Yaowarat 

and Chatuchak Market). For the interview, there were 12 academics to obtain the 

suggestions and the conclusion of model of the research by using a purposive sampling 

for recruiting participants in this study. The findings indicated that the perceived value 

in the context of street food in Bangkok were categorized into four factors: Functional 

value (FV), Street Food and Beverage value (SF&BV), Emotional value (EV), and Trust 

value (TV). Tourists were impressed with the warm welcome and hospitality of the 

street food restaurant in Bangkok without their expectations before. The research 

models consisted of 7 essential elements: 1) being a good provider with the warm 

welcome, 2) a responsibility to different needs and wants of customers, 3) a sense of 

safety of food and service, 4) a good hygiene on food containers and eating equipment, 

5) present “Thainess” through street food 6) Promoting and developing of public 

 



 iv 

facilities, and 7) a good waste management. 
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INTRODUCTION 

 

  

1.1 Background and significance of the study 

 Experience economy was a concept initiated in 1998 by Pine and Gilmore 

(Pine Ii & H. Gilmore, 1998). It is a perspective relevant to consumer experiences and 

behaviors. It describes the stages of the economic trend which starts to focus on the 

product to the service.  Finally, the experience will be what businesses want in order 

to create a good memory for consumers. Consumers need a good memory of goods 

and services, and the memory will become a new product called experience (Schmitt, 

1999). The concept of experience economy is fundamental to the success of the 

tourism business (Pine Ii & H. Gilmore, 1998).  Also, this concept has been integrated 

into tourism product evaluation, such as heritage trails (Hayes & MacLeod, 2007) and 

special events (Pullman & Gross, 2004). It is well known that the tourism industry 

relies on delivering experiences to tourists (Oh, Fiore, & Jeoung, 2007; Quan & 

Wang, 2004) and tourists want to experience their chosen travel destinations 

(Sternberg, 1997). A good experience will create a memorable appearance that 

stimulates feelings, touches, and heart (H. J. Song, Lee, Park, Hwang, & Reisinger, 

2015). The most important aspect of the travel experience is to visit, learn, enjoy and 

live in a different way of life and in the environment that is different from the 

ordinary living (Stamboulis & Skayannis, 2003).  Pine Ii and H. Gilmore (1998) 

illustrated the industries and businesses relying on the customer experience, including 

the travel industry. Many scholars stated that experience is the nature of the tourism 

business (E. Cohen, 1979; Quan & Wang, 2004; Sternberg, 1997; Uriely, 2005).  
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The tourism industry is an important industry for the world economy since it 

accounts for about a third of the total world trade in services (Office of the Electronic 

Transactions Commission, 2 0 1 3 ) .  Also, international tourism is a major export 

commodity. The world’s top travel destinations can also generate broad economic and 

social benefits (Hedrick-Wong & Choog, 2013). According to the report of UNWTO 

Tourism Highlights 2016 Edition, the number of international tourists (only overnight 

visitors) in 2015 increased 4.6 percent or a total of 1.186 million people worldwide. It 

increased from 5 2  million people compared to the year 2 0 1 4  (World Tourism 

Organization-UNWTO, 2017).  According to the regions divided by UNWTO, it was 

found that both America and Asia Pacific continents had an increase of nearly 6 

percent in international tourist arrivals.  Europe was the world’s most visited country 

with a 5  percent increase, and the international tourist arrivals in the Middle East 

increased by 2  percent while Africa decreased by 3  percent ( World Tourism 

Organization-UNWTO, 2017). In 2015, the Asia Pacific region welcomed 279 million 

international visitors; the number had increased by 15 million from the year 2014. The 

number of inbound tourists in the Asia Pacific was accounted for 24 percent of all 

continents and accounted for 33 percent of the revenues from international travel 

worldwide.  If it is divided into sub-regions, the international tourists visiting 

Southeast Asia increased by 8  percent, which is the strongest growth rate, and one of 

Southeast Asia’ s leading destinations is Thailand.   The increase of international 

tourists was 20  percent in 2015 , and more than 5 million international tourists were 

welcomed to Thailand (World Tourism Organization-UNWTO, 2017). Based on the 

statistics mentioned earlier, it indicated that the growth rate of international tourists is 

increasing around the world.  Thailand is one of the tourist destinations with an 

increase in international tourist arrivals or international tourists.    

The tourism industry, to being a major industry in the world, is an important 

industry in Thailand since it brings a large amount of income into the country. Based 

on the summary of revenue and expenditure of the international tourists visiting 

Thailand in 2015 (January - December) reported by Department of Tourism, Ministry 

of Tourism and Sports, the revenue from tourism of Thailand has was 1,118,763.29 

million baht (Department of Tourism, 2016b). There was an increase of 207,302.24 

million baht from the year 2014 (Department of Tourism, 2015). When considering 
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the regions which were the origins of the international tourists based on the statistics 

of international tourists visiting Thailand from January to December 2016, the highest 

number of tourists was from East Asia ( 21,664,430 people) , followed by Europe 

(6,170,481 people), South Asia (1,522,873 people), and America (1,405,611 people), 

Oceania ( 905,811 people) , Middle East ( 747,135 people)  and Africa ( 171,962 

people), respectively (Department of Tourism, 2016a). The top five countries with the 

highest number of tourists arriving in Thailand in 2 0 1 6  were China ( 8,757,466 

people) , followed by Malaysia (3,533,826 people) , Korea (1,464,218 people) , Japan 

( 1,439,629 people)  and Laos ( 1,409,456 people) , respectively ( Department of 

Tourism, 2 0 1 7 ) .   In 2015, there were 56,515,597 international tourists arrived in 

Bangkok; an increase of 50,972,772 people from the year 2014 ( Department of 

Tourism, 2016b).     

   Bangkok is famous among international tourists because there are a lot of 

interesting places and a variety of tourist attractions that tourists can visit both day 

and night.  Major tourist attractions include palaces, temples, museums, art galleries, 

monuments, zoos, amusement parks, shows and various shopping destinations 

( Tourism Authority of Thailand, n.d.) which promote Bangkok to be ready for a 

tourist city.   Also, according to the survey of Master Card in the year 2013 (Master 

Card, 2 0 1 2 ) , Bangkok was voted as the most attractive travel destination for 

international tourists, beating both London and Paris. It was measured by the number 

of international tourists staying.  It is the first time that the city in Asian has been 

voted in the first place since 2010 (TAT newsroom, 2013). According to MasterCard 

Global Destinations Cities Index (Master Card, 2 0 1 2 ) , Bangkok was also voted by 

international tourists with an overnight stay as the most visited city in the world in 

2 0 1 6  and 2 0 1 2 .  Moreover, Euromonitor International's Top City Destinations 

Ranking (2014 edition) also stated that Bangkok is the fourth most visited city in the 

world from 100 most visited cities in the world (Euromonitor International, 2016). It 

was also the best travel destination in Asia in 2 0 1 2  ( Travel & Leisure magazine, 

2013).  Interestingly, CNN’s news website was rated the best 23 cities for street food 

from Miami to Tokyo years 2017 stating to Bangkok is one of the best city districts 

for street food (CNN travel, 2017). So, Bangkok is the study area for this research.     
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Food is essential for the body.  At the same time, eating is also a tourism-

related activity (Richards, 2002). Food tourism should be promoted because the food 

of each locality which is an overview of that country allows the country to have a high 

potential for sustainable marketing competition (Du Rand & Heath, 2006).  Hall and 

Mitchell (2007) defined food tourism as a journey of tourists caused by the motivation 

to travel to the destinations with unique food.  It also involves food production, food 

festivals, restaurants or tourist attractions focusing on food.  The level of meaning of 

food tourism in English is also subdivided into gastronomic tourism or culinary 

tourism.  This meaning focuses on the level of interest of tourists in the food as a 

whole.  It may also include other elements of the tourist attraction, such as local 

culture.  It is consistent with the World Tourism Organization (World Tourism 

Organization-UNWTO, 2012), which stated that tourists are typically seeking a travel 

experience based on local identity and culture, where food is linked to the root of 

important cultures.   It is also a marketing promotion for a tourist destination, as it 

attracts the attention of travelers who want to experience a part of the tourist attraction 

through a taste of local food (World Tourism Organization-UNWTO, 2012). Billions 

of people in the world travel to experiment and taste recipes or travel far to find exotic 

and unique food, and eating becomes a part of the tourist experience. Foodservice of 

the tourist destination is an essential issue for good tourism experience ( World 

Tourism Organization-UNWTO, 2012). Therefore, the promotion and support of food 

and services are important elements for promoting the tourism industry of the country.     

According to the survey of Asia Pacific Travel Intentions Survey 2 0 1 0  by 

VISA and the Pacific Asia Travel Association ( PATA) , international tourists were 

fond of the taste of Thai food.  It is the major reason for the decision to travel to 

Thailand ( Manager Online, 2 0 1 0 b).  The most popular activity during the visit of 

international tourists in was eating Thai food (6 4 .8  percent)  (Tourism Authority of 

Thailand-TAT, 2014b). Thai cuisine is a collection of wisdom of the ancient people 

transferred from generation to generation, and it is adapted to each period until it 

becomes Thai identity (Keyuranon, 2009).  Thai food is also an expression of the 

combination of international cultures, including Mon, Laos, China, India, Japan, and 

Western countries, so it is diverse and interesting (Ministry of Culture, 20 13 ). Thai 

food is diverse in types and service styles such as Thai restaurants, bars, and food 
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street stalls.  Thai people often eat at street restaurants or outdoor markets ( Tourism 

Authority of Thailand, n.d.).  Also, most international tourists praise Bangkok as a 

tourist city which is worth the money and has a variety of food, especially street food 

that travelers can buy it anywhere and anytime (Travel & Leisure magazine, 2 0 1 3 ). 

Therefore, street food is also a part of everyday life for local people. People buy food, 

beverages and consumer goods where traders pay for advertising or fees for marketing 

promotion in order to reach to buyers at a lower price than other types of restaurants. 

Buyers do not have to spend time finding sources of great sales because they are 

distributed everywhere. The daily route is like a market. Moreover, food stalls are also 

cheap sources of goods which meet the needs of low or moderate income people, 

which are most of Bangkok’s population. In 2012, there were 18,896 registered street 

food vendors in Bangkok in all 5 0  counties with 6 4 6  temporarily permitted points. 

However, ten thousand sellers selling stuff out of the temporarily permitted points 

(Department of City Planning of Bangkok Metropolitan, 2012).  

 In 1998-1999, Thailand faced the economic crisis. The government, therefore, 

focused on exports and tourism. Notably, for the promotion of tourism, the 

government designated Thailand as Amazing Thailand.  Several government 

agencies, such as the Food Sanitation Division and Tourism Authority of Thailand 

were assigned with responsibilities to arrange activities in order to make Thailand as a 

tourist paradise. There were many attractions such as Thai food representing the arts 

and culture and the lifestyle of the Thai people. Therefore, Bureau of Food and Water 

Sanitation, Ministry of Public Health (1999) implemented a food sanitation project to 

promote tourism and support Thai economy. The project aimed to stimulate measures 

to strictly control and supervise food preparation areas and places for selling food 

because the food is an important factor and has a high impact on tourism. If the food 

provided is not safe and causes illness, a severe negative impact will be on the tourism 

business. So, the Tourism Authority of Thailand and Lion Corporation (Thailand) 

Limited jointly launched the Clean Food Good Taste project to upgrade the 

restaurants and food stalls to meet international food sanitation standards. The Clean 

Food Good Taste badges were distributed to food stalls in order to help create a right 

image of Thailand for both Thai people and international tourists in order to ensure 

the responsibility on food hygiene. The Clean Food Good Taste project was launched 
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in 1999 to show that Thailand has had the policy to promote food hygiene, especially 

street food and food stalls in order to promote a good image for Thai tourism for 

decades. However, it is not as successful as it should be because there are some 

problems.  According to the survey of eating habits of people in Bangkok in 2009 by 

ABAC Poll (Health Information System Development Office, n.d.), the common 

problems that most consumers suffered when buying street food were unclean food 

and dirt or extraneous materials in food. Sometimes, cookers did not wash hands and 

wear clean clothes (67.3 percent), followed by food which was not fresh and 

overnight food (8.4 percent) and food which was not tasty (4.9 percent). Besides, the 

most common extraneous material found in food was hair (73.6 percent), followed by 

dust or stones (36.5 percent), rubber (35.6 percent), insects (32.6 percent) and parts of 

cleaning equipment (21.9 percent).  

Moreover, the Tourism Authority of Thailand (2012: 145) also concluded the 

study on Thailand’s tourism image in the eyes of international tourists on the issue of 

unique/Thainess. The data were collected from the Eastern and Western tourists who 

visited Thailand.  The results revealed that most tourists felt disappointed when they 

came to Thailand because the image they were exposed was different from that in the 

media a lot because Thailand was full of wastes, pollution, traffic jam, and untidiness, 

especially street food which caused unattractive outlook.  There was no cleanliness 

standard.   International tourists have always complained about unclean food to the 

Tourism Authority of Thailand.  When the news of international tourists eating Thai 

food causing illnesses is spread out, the arrival of visitors is disrupted.  It directly 

affects the revenue from tourism. Besides, street food and food stalls on the roadside 

cause a negative physical image, for instance, it make the sidewalks dirty and messy. 

The environment is not pleasant for visitors, and it is dangerous for the passers, 

especially the setting of frying pans and occupying some footpaths for stalls so that 

the passers cannot get around and they have to walk on the street.  So, in 2014, the 

government cooperated with the Bangkok Metropolitan Administration, and the 

Metropolitan Police Bureau started organizing footpaths throughout Bangkok area. It 

was started in July 2014 (Matichon Online, 2014) in order to allow people to use the 

footpaths to travel comfortably and to reduce the impact on traffic problems.  The 

selling areas were removed, and there were time limits in some areas.  It raised 
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criticisms about the government’s management on the world’s number one street food 

city because some tourists feel that the taste of street food is a local taste and it is a 

charm of Thailand (Tourism Authority of Thailand, 2012).  

Traveling to the destination remains an important issue.  Satisfaction is the 

result of expectations about the value that is given.  Value is the result of perceived 

service quality and price paid (Hallowell, 1996). The overall satisfaction factor is the 

perceived quality of goods and services, and the recognition of the value 

received(Fornell, Johnson, Anderson, Cha, & Bryant, 1 9 9 6 ) . Satisfaction is widely 

recognized as being associated with a value, which has the basic concept, along with 

the features of service quality (Athanassopoulos, 2000).  Expectations and perceptions 

are important elements in measuring the service quality.  The gap between consumer 

expectations and perceptions can predict the service quality and can be used to 

determine the extent to which quality of service meets customer needs or expectations 

(Asubonteng, McCleary, & Swan, 1996; Ghosh & Tzi Ling, 1994; Lewis & Mitchell, 

1 9 9 0 ; Wisniewski, 1 9 9 6 ) .  Quality of service can predict the differences between 

expectations and perceived services of customers as well.  If the expectations are 

higher than the efficiency of the service, the perceived quality is low, which results in 

dissatisfaction (Lewis & Mitchell, 1990; A. Parasuraman, Zeithaml, & Berry, 1985). 

The differences between expectations and perceived services of customers create a 

gap in service quality, so the perceived quality of good service leads to higher 

satisfaction and positive values which have a direct effect on consumer satisfaction 

(Rust Roland & Oliver, 1 9 9 4 ) .  So, the Tourism Authority of Thailand has set the 

policy and the marketing plan for tourism.  The main theme of the promotion of the 

tourism market is to strengthen the image of Thailand which focuses on bringing Thai 

values to the minds of tourists with Thainess. It also focuses on promoting and 

supporting the creation of unique value oriented Thai tourism products and services 

the services that can reach the mind and create an experience to tourists and focus on 

creating value-added and managing the properties that are in Tourism Authority of 

Thailand’ s possession to maximize value. Also, the value in strategic planning and 

tourism development strategies of the Department of Tourism, 2014-2017 ( Tourism 

Authority of Thailand-TAT, 2014a). Moreover, to create a balance between the Thai 

tourism through specialized marketing group, promoting the Thai ways and building 
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the trust of tourists in national tourism development plan, volume 2, 2017 – 2021 

(Ministry of Tourism and Sports, 2017). It is obvious that value-added to tourism is an 

important issue. Management of value-added products and services to meet the needs 

of tourists is challenging ( P. Kotler, Bowen, & Makens, 2 0 0 6 ) .  For Thai tourism, 

street food is a small business that reflects the image of Thailand.  It is also an 

important travel experience and can attract international tourists who want to 

experience Thai culture through affordable food service. Therefore, the importance of 

value-added development should not be overlooked in order to create an impression 

with services and experience of quality tourism.   

Value added is the result of good emotional dimensions like the connection 

between the customer and the facility which is the relationship among all dimensions 

within the environment as well as the landscape and style offered. The goal of value 

added should be to create a positive experience for the customer. A good experience 

must be composed of emotions and affect feelings which create additional benefits for 

both customers and business owners (Tourist Attractions & Parks, 2014). P. Kotler et 

al. (2006) state that the overall value added for consumers is the result of overall 

product, service, personnel, and image of the business.  According to the research 

studies related to street food, a wide range of topics was interested by researchers, 

such as the comparative study of tourism (Ab Karim & Chi, 2010), the influence of 

street food on travelers ( Rajagopal, 2 0 1 0 ) , attitudes, customer behaviors and the 

image of street food on tourism ( Sancho Esper & Álvarez Rateike, 2 0 1 0 ) , travel 

motivation related to street food (Y. G. Kim & Eves, 2012; Y. H. Kim, Goh, & Yuan, 

2010), the safety of street food  (Ajayi & Oluwoye, 2015; Ekanem, 1998; Mosupye & 

von Holy, 2 0 0 0 )  and the street food tourist attraction ( Henderson, Yun, Poon, & 

Biwei, 2012 ; K.-H. Lee, Scott, & Packer, 2015). However, the study on the value-

added according to the needs of the strategic plans and tourism development strategies 

has not been conducted.  Therefore, the researcher has recognized the importance of 

adding value to street food by creating the value-added standards to promote tourism 

which reflects the identity of Thai culture through street food.    

 If it is viewed superficially, street food or food stalls may be the lifestyle of 

the people.  However, it is significant for carrying out economic activities that 

generate income.  It is an informal business that supports macroeconomic stability 
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(Thaipat Institute, 201 3). Street food can genuinely convey Thainess. It also affects 

the tourism image of the country directly.  According to the current situation of street 

food or food stalls in Bangkok, they still need improvement to create a good value for 

tourism of the country in order to meet the strategic problems, tourism development 

strategies and national tourism development plan of the country, and to create good 

travel experiences for tourists who are visiting Thailand.  Therefore, the researcher is 

interested in studying a value-added model in food tourism services in a case study of 

street food in Bangkok, Thailand to increase the value of tourism according to 

strategic plan and tourism development strategies.  It is also the development of 

knowledge for providing academic information to the government, the industrial 

sector and the education sector which can be extended to new knowledge in the 

future.  

 

1.2 Objectives of the research  

1 ) To study the key perceived value components under the context of street 

food in Bangkok.  

  1 . 1 ) To identify key perceived value dimensions in the food and 

beverage service industry, in general.  

1.2 ) To explore key perceived value within the context of street food 

in Bangkok.   

2) To study the differences between the important factors of service quality 

expectations and perceptions of international tourists on the street food restaurants. 

  2 .1 ) To know the demographic factors, the level of expectations and 

perceptions of service quality, and the agreement levels of perceived value of 

international tourists.   

2. 2) To compare the important factor between service quality 

expectation and perception factors of street food restaurants.    

 3 ) To create a value-added model in food tourism services in a case study of 

street food in Bangkok, Thailand. 

   3.1) To create the value model in food tourism services in a case study 

of street food in Bangkok.  
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3.2) To conclude the value-added model in food tourism services in a 

case study of street food in Bangkok, Thailand, and practice guidelines. 

 

1.3 Research questions 

The research questions of the study on a value-added model in food tourism 

services in a case study of street food in Bangkok, Thailand, are as follows: “ What 

should the value-added model in food tourism services in a case study of street food 

in Bangkok, Thailand be?”  Which, prior to the model of research, the researcher was 

required to study “What the key perceived value components under the context of 

street food in Bangkok are?” and “What are the differences between the important 

factors of service quality expectations and perceptions of international tourists on the 

street food restaurants?” Then all parts were combined to meet all research objectives. 

 

1.4 Contributions of the study  

  Academic contribution 

This study has several contributions to enrich the academic literature. The 

government, public and private sectors, and tourism stakeholders may find the 

contribution academically useful.  

 Expanding the case of “the key perceived value of street food in Bangkok” 

which is derived from the research process consists of a group of factors that come 

from EFA analysis. The new group factors of perceived value variables can be applied 

in other academic work approximate. 

Many researchers have endeavored to try out the SERVQUAL model on 

customer expectations and service quality perceptions in the restaurant business in 

order to measure the quality of service, yet, very few studies have focused on food 

street stalls, which is the researcher efforts to create academic work to extend the idea 

academically.  Street food is to provide food and beverage for the daily life of local 

people that reflects the way of life and local culture, then became a tourist attraction. 

This study focused on street food. Therefore, some of the findings do not provide 

perspectives pertinent to other food services, a research avenue is open for further 
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research focusing on different types of food services, for example, the food court or 

food service in the department store, etc. 

In this study, “the importance levels of service quality” on the SERVQUAL 

model which derived from non-Thai tourists’ expectation and their perception after 

experienced street food in Bangkok. However, the roles of cultural characteristics 

related to nationality have both direct and indirect effects on tourism behavior and 

travel motivations (Jönsson & Devonish, 2008; Pizam & Sussmann, 1995). As an 

example for other research, specifying the nationality of the respondents is progressive 

by collecting data from the tourists using quota sampling based on the number of tourists 

in the country separated by nationality.  

 “The differences in service quality expectation and perception of international 

tourist in street food in Bangkok” reflects the quality of service as well. Since, the gap 

between consumers’ expectations and perceptions can predict the service quality and 

can be used to determine the extent to which quality of service meets customer needs 

or expectations (Asubonteng et al., 1996; Ghosh & Tzi Ling, 1994; Lewis & Mitchell, 

1990; Wisniewski, 1996) which is also a concept that is commonly used in research 

on consumer behavior.  

 In addition, “the value model in food tourism services in a case study of street 

food in Bangkok” was analyzed with multiple regression. The variables that were 

statistically significant in all of the value models which are important variables that 

researcher leading the keywords in each variable to find out and summarize of the 

research model and the guidelines practice that other scholars can be applied in a 

research study on the key elements of the service quality perceptions of street food or 

in the context nearby. 

  

 Contribution to practical application/ public uses  

Street food can genuinely convey Thainess and affect the tourism image of 

Thailand directly. Tourists are typically seeking a travel experience based on local 

identity and culture, where food is linked to the root of important cultures, and eating 

becomes a part of the tourist experience ( World Tourism Organization-UNWTO, 

2012). Food tourism should be promoted because the food of each locality which is an 

overview of that country allows the country to have a high potential for sustainable 
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marketing competition (Du Rand & Heath, 2006). Therefore, the promotion and 

support of street food and services from the government and related agencies are 

important elements for promoting the tourism industry of food tourism in Thailand.  

International tourism is a major export commodity, and international tourist is 

a major target market group of tourism of Thailand. The understanding of 

international tourist expectations and perceptions of service quality and tourist 

perceived value are important issues that should not be overlooked. This research 

assists street food providers in managing customer satisfaction and positive word of 

mouth by prioritizing the effort invested in developing and pursuing significant value 

perceptions of the consumers. 

In addition, the results of the differences between the important factors of 

service quality expectations and perceptions of international tourists on the street food 

restaurants and this research practice guideline can be applied for business 

development which is consistent in all aspects.  The practice guidelines from the 

research models can be applied for business decision making in operating value-added 

to the street food business in order to enhance the service quality of street food 

restaurants in Bangkok. Besides, the government and related agencies can be applied 

to promote street food vendors and planning in order to promote food tourism 

properly.   

 

 Positive outcome during the study 

Nowadays, Thai food and Thai people's way of life are attractive to 

international tourists. The cultural enrichment and friendliness of the local people, as 

well as local tourist facilities, often create a sense of positive perceptions and 

experiences which are beyond the tourists’ expectations.  

Tourism is a result of globalization and the need to balance the local and world 

cuisines, which are completely different, is needed. This research is one of a very few 

studies attempts to drive into understanding and creating international tourists’ eating 

experiences with street food in Bangkok, Thailand. Street food is also a part of 

everyday life for local people. However, some tourists feel that the taste of street food 

is a local taste and it is a charm of Thailand (Tourism Authority of Thailand, 2012) . 
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Therefore, the researcher hopes that the results of this study will lead to opportunities 

for tourism development from what already exists in the local, such as street food.    

  

1.5 Scope of the study  

  Content  

 This research aims to study the value-added model in food tourism services in a 

case study of street food in Bangkok, Thailand. The scope of the content is to explore the 

key perceived value components under the context of street food in Bangkok and the 

differences between the important factors of service quality expectations and 

perceptions of international tourists on the street food restaurants. Descriptive research 

with descriptive statistics and inferential statistics is employed in this research. The variables 

include independent variables and dependent variables as follows.  

 

  1.5.1.1  Independent Variables  

  There are two parts of independent variables. 

  1) Tourist demographic: This includes gender, generation, nationality, 

educational level, occupation, travel companions and average pocket money per 

person/per trip. 

  2)  Service quality or SERVQUAL model:  This includes expectation 

and perception in service quality of street food of international tourists.  Each aspect 

consists of the following elements:  reliability, assurance, tangibles, empathy, and 

responsiveness.  

  1.5.1.2    Dependent Variables  

  1 )   Perceived value:  It consists of the variables obtained from the 

exploratory factor analysis (EFA) of the perceived value in food and beverage 

industry, in general, according to the research process, these include: functional value, 

street food and beverage value, emotional value and trust value.   

 

  Population, research area and time  

 Population and samples in the study are divided into two groups. 

1) International tourists  
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 The population of this group includes international tourists visiting Bangkok, 

selected by purposive sampling. The samples are the international tourists traveling to 

Bangkok who are 15 years old or over since those under 15 years old are considered 

to be vulnerable groups or are not able to make their own decisions ( Mahidol 

University, 2015). The samples must be foreign tourists who have been or are in the 

process of receiving street food service in Bangkok in three research areas. (from the 

literature review): 1) Soi Rambuttri/ Khao-san Road 2) Chinatown or Yaowarat and 3) 

Chatuchak Market.  

 The data collection process, two questionnaires are used to collect research 

data from international tourists.   The first questionnaire is to explore the perceived 

value dimensions under the context of Bangkok’ s street food.  The second 

questionnaire is used to collect the data on the importance of service quality or 

SERVQUAL, including to expectation and perception in the service quality of 

Bangkok’ s street food.  The first questionnaire will be collected for pre-research for 

the second questionnaire. Each of the questionnaires is responded by 390 respondents 

by the first and the second groups of the respondents are not the same.       

 2)  Academic  

 The population of this group includes the academics involved in the tourism 

department. The samples are the academics who were involved in tourism 

department, such as the academics from government agencies, the academics from the 

private sector, the academics from state enterprise organizations, the academics from 

the education sector and the academics from other associations related to street food 

in Bangkok regarding management or conducting relevant academic work.  The 

collection of data is processed by in-depth interviews with semi-structured interviews 

by the purposive sampling method.  The in-depth interviews provided rich, 

descriptive, and detailed qualitative data; particularly, it gave a more understanding of 

the contributors’ personal perspective and their experiences (Rubin & Rubin, 2012). 

The samples are providing the information for the qualitative conclusions of the 

value-added model in food tourism services in a case study of street food in Bangkok, 

Thailand.  

 Time:  The study is conducted for 12 months.    
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1.6 Terminology 

International tourists: The persons who are not Thai and have no permanent 

residence in Thailand that traveling to Bangkok for any significant reason (business, 

recreation or other individual reason) other than to be employed by a resident entity in 

Thailand (UNWTO, 2010). That who are 15 years old or over and staying in Thailand 

for not less than 24 hours (Bowen & Clarke, 2009), but not more than 12 months 

(UNWTO, 2010).  

  Street food:  The ready-to-serve food or beverages ( Food and Agriculture 

Organization of the United Nations-FAO, 1989; Simopoulos & Bhat, 2000), or food 

that can be prepared quickly (Kraig & Sen, 2013) for selling at low cost (D'Antuono, 

2 0 1 3 ). The minimum amount of food and drink, which is for one person, is served 

(Consumers International, n.d.).  The food is sold at both mobile and immobile food 

stalls (Food and Agriculture Organization of the United Nations-FAO, 1989), trolleys 

or trucks (Simopoulos & Bhat, 2000) in three research areas: 1) Soi Rambuttri/ Khao-

san Road 2 ) Chinatown or Yaowarat and 3) Chatuchak Market. The shops located in 

the building which the service area has expanded along the road are excluded from 

this study. 

  Service quality:  Service quality is the business performance that developed 

by customer expectation before utilization and consumer experience after utilization 

(Johnson & Mathews, 1997).  The model on SERVQUAL is based on 

recommendation that customers assess the quality of a service (Arasli, Haktan Ekiz, & 

Turan Katircioglu, 2008; Fick & Brent Ritchie, 1991; Jabnoun & Hassan Al-Tamimi, 

2003 ; Johns & Howard, 1998 ; Pettijohn, Pettijohn, & Luke, 1997 ; Saleh & Ryan, 

1 9 9 1 ; K. C. Tan & Kek, 2 0 0 4 )  and was used in this research, crosswise over five 

particulars consisting of reliability, assurance, tangibles, empathy, and responsiveness 

(A.  Parasuraman, Zeithaml, & Berry, 1988).  

 Expectation:   The expectations reflect the commitment to inner values, and 

they are the feelings of the person who is involved in the behavior expressed 

(Schwartz, 1977). It refers to the pattern based on past customer experience as well as 

the information obtained from media or other resources (P. Kotler et al., 2006). In this 

study, an expectation serves as a role model for measuring overall service quality 
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( Boulding, Kalra, Staelin, & Zeithaml, 1 9 9 3 )  crosswise over five particulars 

consisting of reliability, assurance, tangibles, empathy, and responsiveness ( A.  

Parasuraman et al., 1988). 

  Perception:  Perception, it also interprets the external data into the internal 

elements of each person ( Pizam & Mansfeld, 1 9 9 9 ) .  In this study, consumers’ 

perceptions of service quality depend on a comparison of the customer’ s previous 

service expectations with their subsequent perception of the present service 

performance (Grönroos, 1984 ; A. Parasuraman et al., 1985 ; A.  Parasuraman et al., 

1 9 8 8 )  crosswise over five particulars consisting of reliability, assurance, tangibles, 

empathy, and responsiveness (A.  Parasuraman et al., 1988). It is a model that can be 

applied well in targeting or directing the production of quality products and services 

which can identify important dimensions that contribute to the overall perception of 

the customers that it is the service with quality (Thiangtham & Bennett, 2009).   

Value-added:  Value added is the key to linking dimensions of perceived 

quality or performance (Bolton & Drew, 1991b; P. Kotler et al., 2006) and it is a 

result of the production process (Begg, Fischer, & Dornbusch, 1984). It can be either 

tangible or intangible, and it can relate to the main product of goods or service 

(Wolfe, 1993). The goal of value-added should be to create a positive experience for 

the customer, which create additional benefits for both customers and business owners 

(Tourist Attractions & Parks, 2014). 

  Perceived value:  Perceived value is also the key component of consumption 

and customer buying behavior ( Bolton & Drew, 1 9 9 1 b; Sweemey, Soutrar, & 

Johnson, 1999 ; Valarie A. Zeithaml, 1988). Consumers perceive the value of goods 

and services based on product attributes, the result of product use and the achievement 

of their desired goals (Woodruff, 1997). In this research, the most critical dimensions 

relate to functional value, street food and beverage value, emotional value and trust 

value. 

  Model:  It refers to a conceptual framework of the procedure and the criteria 

of the system that can be used as a guideline to achieve the objectives ( Pengsawas, 

2010).  

  Food service: Food service is applied to the part of economy engaged in 

provision of meals out of home. Food service segment as one portion of the food 
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system, business or organization exercises capable for any food or meal arranged and 

served outside the home (Silvennoinen, Heikkilä, Katajajuuri, & Reinikainen, 2015). 

The segment incorporates different types of food service outlets that serve and prepare 

food (Silvennoinen et al., 2015). 



 

 

 

 

CONCEPTS, THEORIES AND RELATED RESEARCH STUDIES 

 

 

 The concepts, theories and related research studies associated with the study of 

a value-added model in food tourism services in a case study of street food in 

Bangkok, Thailand were as follows. 

 2.1 Tourist demographics 

 2.2 The conceptual of tourist behavior and consumer buying decision process 

  2.2.1  Conceptual of tourist behavior  

  2.2.2  Tourists behavior  

  2.2.3  Consumer buying decision process 

  2.2.4  Post-purchase behavior  

 2.3 Service encounter elements 

 2.4 Food service 

 2.5 Service quality 

 2.6 Expectation and perception  

  2.6.1   Model of service quality gaps  

  2.6.2  Expectations  

  2.6.3  Tourist perception  

 2.7 Demographics factor in the expectation and perception of service quality 

 2.8  Perceived value  

  2. 8. 1 Customer perceived value in the context of food and beverage 

service. 

  2.8.2 Service quality and perceived value 

 2.9 Value added  

  2.9.1  Blue ocean strategy  
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  2.9.2  Conceptual of value added  

 2.10 Experience economy  

  2.10.1 Introduction of experience economy 

  2.10.2  Service experience 

 2.11 Food and tourism  

  2.11.1 The importance of food for tourism 

  2.11.2  Street food  

 2.12 Factor analytic models 

  2.12.1 Identifying two species of factor analysis 

  2.12.2 Exploratory factor analysis (EFA) 

  2.12.3 Confirmatory factor analysis (CFA) 

  2.12.4 Model development 

 2.13 Related research studies 

 

2.1 Tourist demographics 

  Philip Kotler (20 00 )  stated that the demographic, geographic, psychological, 

and behavioral science variables are the most appropriate variables for classification 

and analysis of tourist groups.  The demographic data are most widely accepted and 

used for grouping in research ( Jackson, Inbakaran, & Schmierer, 2 0 0 3 ) .  The 

demographic data include age, income and life cycle. These directly and significantly 

affect and influence tourist behaviors (Kattiyapornpong & Miller, 2 0 1 2 ). However, 

travel motivations vary considerably by nationality, age and gender of the tourists 

( Jönsson & Devonish, 2 0 0 8 ) .  In addition, marital status, level of education and 

occupation are also important in explaining household expenditure behaviors related 

to recreation (Dardis, Derrick, Lehfeld, & Wolfe, 1981). Similarly, Pearce (2005) also 

identified the grouping of tourists based on the demographic factors, including age, 

gender, nationality, income, occupation and level of education.  In this study, 

demographic variables were used as the independent variables of the research as 

follows.  

 Nationality:  It is the variable commonly used in the demographic 

characteristics of tourists as a measure of the culture or background of the tourists 
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(Pearce, 2005) as well as the differences in behavior and level of tourist satisfaction 

(Kozak, 2 0 0 1 ) . The roles of cultural characteristics related to nationality have both 

direct and indirect effects on tourism behavior (Pizam & Sussmann, 1995). 

 Gender:  When considering the relationship between gender and tourism, 

tourism is a process that occurs without gender discrimination. All aspects of tourism 

are related to development and activities linked to all gender. Later, however, women 

and men often experience different and varied travel experiences. Girls and boys are 

fun and involved in gender-specific activities.  Gender, therefore, influences 

motivation and tourism behavior ( Kinnaird & Hall, 1 9 9 6 ) .  Gender contributes to 

personality differences. Researchers often choose only one gender to analyze in order 

to get clearer information ( Frew & Shaw, 1 9 9 9 ) .  Different gender differentiates 

motivations for tourism, both push factors and pull factors ( Uysal, McGehee, & 

Loker-Murphy, 1996). Thrane (2002) and Melville and Andrea (2012) indicate how 

male tourists expend more than females while, on the other side Craggs and Schofield 

(2 0 0 9 ) , Lehto, Cai, O’Leary, and Huan (2004), and Melville and Andrea (2 0 1 2 ) 

represent how female tourists have a tendency to purchase more. 

 Generation:  Age It is a demographic variable which has been identified that 

the type of goods and services customers purchase has changed over time, such as 

leisure activities, travel destination, food and entertainment.  These activities are 

mostly related to age.  Good marketing needs to focus on the age range because 

specific needs and different strategic goals are needed ( P. Kotler et al., 2 0 0 6 ) . 

Children often influence on the family’s travel decision,  that children are those at the 

age 12 or younger (Pearce, 2005). 

 Generation concept is defined a group of age that offers imperative crucial 

occasions at a similar birth year and basic improvements inside these occasions 

(Kupperschmidt, 2000). Devouring propensities and exclusively essential social 

values of every generation are framed with the impact of condition and values that 

surrounds it on growing period (Seckin, 2000). 

  Baby Boomers 

  In the decades following the Second World War, an extensive spike in 

childbirth was seen, and the Baby Boomer populace, born among 1946 and 1964, 

surpasses 75 million individuals ( U.S. Department of Commerce, 2017) .  Baby 
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Boomers are defined as a supremely constructive generation and would have a 

tendency to trust that “ anything turned into feasible”  (Reeves & Oh, 2 0 0 8 ) .  This 

cluster aged to maturing in a formidable time of economic boom, which can be seen 

of their hardworking characteristics and commitment to private and expert lives 

(Wiedmer, 2015). Wiedmer (2015) also takes note of that this generation is roused by 

perks, prestige and position. This gathering is starting to enter retirement, throughout 

the following 15-20 years, around 10,000 individuals for every day will hit retirement 

age (Bernard & Bernard, 2012). Baby Boomers are normally much healthier than the 

age group that come before them and searching for lively and enjoyable experiences 

in their retirement (Bristow, Amyx, Castleberry, & Cochran, 2011).  

  Baby Boomers presently have the most important spending energy of 

all of the generations, at $5.6tn (Doocey, 2 0 1 5 ) , making them a perfect promoting 

focus for the leisure and tourism industry.  The measure of the Baby Boomer age 

inconceivably dwarfs the Silent Generation, and the maturing of this gathering will 

probably cause critical changes in spending dispersion ( Stanley, 2 0 1 6 ) .  The baby 

Boomers manage 70 per cent of the state’ s discretionary cashflow, and the 

generation’ s personal intake spending is anticipated to increase 58 per cent over the 

approaching two decades (Holtzman, 2013).  

  Generation X 

  Members of Generation X, or Gen Xers, are the individuals who were 

born among 1965 and 1980 (Fry, 2 0 1 6 ) . The noteworthy diminish of childbirths in 

these years, which earned this generation the extra epithet of child busters, has made a 

generation of around two-thirds the extent of the Baby Boomers at 5 5  million (Fry, 

2 0 1 6 ) .  Gen Xers are normally ingenious, impartial and keep an incredulous attitude 

(Reeves & Oh, 2008). 

  Gen Xers are opposed to convention, have an absence of 

unwaveringness and are skeptical of establishments (Rowe, 2008 ; Sherman, 2008). 

The original latchkey kids – kids who return home to a vacant house in light of the 

fact that their parent( s)  are at work – Gen Xers were portrayed as individualistic 

however are ending up more family-situated as they age and have children (Rowe, 

2008). Generation X has the best purchasing quality of any generation despite its 

smaller populace estimate than each of the Millennial and baby Boomer populaces 
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(Peralta, 2015). This generation is characterized by media and technology (Reeves & 

Oh, 2 0 0 8 )  and were the first generation revealed to the internet amid their 

developmental stages (Han, 2012).  

  Generation Y  

  Generation Y, otherwise called Millennials, born between 1982 and 

2000, size of generations in 2016 round 79.16 million in US, the biggest of the four 

generations (New Strategist Press, 2 0 1 7 ) .  Generation Y contain 34 per cent of the 

labor force (Doocey, 2 0 1 5 )  also, are relied upon to represent more than half of the 

total labor force by 2020 (Coppola, 2 0 15 ). The Generation Y is the first generation 

conceived straightforwardly into technology and are taken into consideration the most 

knowledgeable generation in US records (Gruetze, 2015). Their conduct is described 

via technology, as well – Generation Y prefer to network and socialize via the internet 

and social media platforms and try to learn freely through online research (Sherman, 

2008; Wiedmer, 2015). Wiedmer (2015) likewise shows that Generation Y are pulled 

in to organizations that include technological improvements and that have changed 

the way of doing business on an international scale. Generation Y, sometimes called 

the social generation, are characterized via their collaborative nature; profoundly 

motivated by a feeling of belonging to meaningful communities and driven by 

relationships (Coppola, 2015; Doocey, 2015; Reeves & Oh, 2008; Wiedmer, 2015). 

Coppola (2 0 1 5 )  estimates that Generation Y will change how societies essentially 

communicate.  Similarly, they exhibit realism and appreciate finding inventive 

approaches in problem solving (Reeves & Oh, 2008; Wiedmer, 2015). Additionally, 

they decide on monetary rewards or acknowledgment for their work to demonstrate 

they are valued and supported (Wiedmer, 2015). Regardless of this, Un (2013) has set 

that while Generation Y have the approach and preference to spend money, they are 

touchy to change and show off the lowest stage of brand loyalty among the four 

generations, looking for new brands if their present image adjusts course or substance. 

A really perfect entertainment experience for generation Y incorporates free Wi-Fi, 

smartphone charging sources, co-introduction of the experience, a means of asking 

and answering questions, getting back something valuable for their money, intuitive 

online substance and a connection with others of the identical experience ( Coppola, 

2015).  
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  Generation Z 

  Generation Z, additionally known as the iGeneration, Post-Millennials, 

Homeland Generation, or Plurals is the cohort of people born after the Millennials. 

Generation Z whose was born after 2000, character and mentalities are distinctive as 

indicated by past generations (Ozkan & Solmaz, 2015). A noteworthy part of this 

generation is its boundless utilization of the Internet from a youthful age. Members of 

Generation Z are grow up with technology and together with internet, mp3 players, 

short message, mobile phones, PDAs, YouTube, IPADs, media technologies (Kapil & 

Roy, 2014). With 77% of 12– 17 year olds owning a mobile phone in 2015 

(Newswire, 2016), technology has emphatically impacted Generation Z in phrases of 

communication and education.  As indicated by Forbes, in 2015 Generation Z made 

up 25% of the U.S. populace, making them a bigger companion than the Baby 

Boomers or Millennials (Dill, 2015). Generation Z is self-confident, happy, fit to the 

team spirit and preferences social service activities and also more interested in 

activities than the earlier generations (Ozkan & Solmaz, 2015). 

 Level of education:  It is the variable affecting tourism behavior with a 

positive impact on travel (Goeldner & Ritchie, 2007). Education is one factor that can 

stimulate travel.  Mostly, travel is done for gaining more knowledge and experience.  

People with higher level of education are more likely to search for tourism activities 

than those with lower level of education (Claxton, Fry, & Portis, 1974; Schaninger & 

Sciglimpaglia, 1 9 8 1 ) .  Therefore, the level of education is a determining factor 

affecting the behavior of tourists and tourist attractions, such as frequency of travel, 

motivation and purposes of travel (Gaffar, Wetprasit, HP., & Setiyorini, 2011).   

 Occupation:  Occupation of a person affects the purchase of goods and 

services.  For examples, businesspeople eat in full-service restaurants while general 

employees eat or buy lunch from fast food restaurants.   Marketers must try to group 

the occupation in order to find out what the customers want (P. Kotler et al., 2006). 

 Pocket money: The income of tourists affects the travel patterns. (Hsu, H.C., 

& Powers, 2 0 0 2 )  and tourists with higher incomes will have more power to spend 

(Douglas, 2001). A higher family unit income has been emphatically connected with 

both higher spending conduct (Cannon & Ford, 2002; Mehmetoglu, 2007; Thrane, 

2002) and longer length of stay (Fleischer & Pizam, 2002; Gokovali, Bahar, & Kozak, 
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2007; Peypoch, Randriamboarison, Rasoamananjara, & Solonandrasana, 2012; 

Salmasi, Celidoni, & Procidano, 2012). P. T. Long and Perdue (1 9 9 0 ) , Krugell, 

Saayman, and Van Der Merwe (2007) and Cannon and Ford (2002) discovered how 

the separation traveled influences tourist cots positively. Thrane and Farstad (2 0 1 2 ) 

Alegre and Pou (2 0 0 6 ) , Barros and Machado (2 0 1 0 )  and Gokovali et al. (2 0 0 7 ) 

likewise found that citizenship of origin plays an essential and positive part in 

clarifying the period of stay of tourists. Gokovali et al. (2007) and J. Mak, Moncur, 

and Yonamine (1977) present how tourists with an advanced education level don't stay 

significantly longer, and expend less per day on average than fewer educated tourists. 

(Mehmetoglu, 2007), Pouta, Neuvonen, and Sievänen (2006) and Kruger, Saayman, 

and Ellis (2010) discovered that elder tourists point to expend less than younger ones.  

 Travel companions:  Travel companion is related to marital status and it is a 

significant variable and positively correlated with the decision making on the time 

spent when traveling.  Single people tend to be more motivated to travel and the 

married travelers will spend more time finding out about the places to go ( T. J. 

Iverson, 1 9 9 7 ) .  In addition, marital status has a significant relationship with the 

purchase intention (S. Kim & Littrell, 2001). Also, the impacts of marital status and to 

comprise kids in travel group on payout and period of stay are also unsure. J. Mak et 

al. (1977) discovered that wedded tourists remain less days and spend significantly less 

per person per day than non-marrieds but Streicher and Saayman (2009) mention that 

tourist spend more on average than those not married. Cannon and Ford (2002) Hong, 

Morrison, and Cai (1 9 9 6 )  and Saayman and Saayman (2 0 0 6 )  indicate how the 

incorporation of kids in the travel group results in declined spending per day. 

However, H.-C. Lee (2 0 0 1 )  discovered how the attendance of children has no 

significant effect on consumption. 

 All of the variables mentioned above are consistent with tourist characteristic 

factors, which indicate that buying decisions of tourists or consumers are directly 

related to cultural, social, personal and psychological characteristics (P. Kotler et al., 

2006) which can be explained as follows.  
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 Cultural factors  

 Cultural factors are broad and deep factors that influence the tourist behavior. 

It can be divided into tourist’s culture, subculture and social class. Tourist’s culture is 

a basic element of the tourist behavior which consists of basic values, expectations, 

needs, and expression behaviors that people continuously learn in society.  This is 

consistent with Goodenough (1 9 8 1 ) , which stated that culture can be grouped 

according to attitudes, behaviors, and values which can classify people in groups. 

Culture can express through tangible things such as food, architecture, dress and art. 

In addition, culture is often integrated into the service and tourism business. 

Subculture is part of the main culture. Subculture includes nationality, religion, ethnic 

group and regional areas.  Some subcultures are important for market segmentation, 

and markets tend to design products and marketing items to cater to those in the 

subcultures, such as dividing tourists by ethnic minorities. Social class is the division 

of social structure and people in society.  The members of the same society have 

common values, interests, and behaviors.  In emerging countries, social class is not 

determined by income. But, career, source of income, level of education, wealth and 

others are also considered. In the old countries, social class usually comes from birth 

since heredity often means more than income or education. Society members tend to 

have similar behavior and purchasing behavior. From the previous research studies, it 

was found that the perception of the image of the tourist attractions was related to the 

country of origin of the tourists (P.-J. Chen & Kerstetter, 1999). This is related to the 

culture of tourists and the culture of the tourist attractions.  In terms of culture and 

eating, which are relevant to this research, culture is a guide to the behavior of 

individuals, especially in terms of their living and social standards, as well as human 

food route. Culture is, therefore, an important factor affecting the type of food people 

consume (Atkins & Bowler, 2001). It determines whether this type of food is 

acceptable or unacceptable and good or bad for that social group (Mäkelä, 2000). For 

example, tourists from Japan, France and Italy often avoid eating local food in the 

visited country, but they choose to eat food by their own nationality instead.  On the 

other hand, tourists from America have little information about the local cuisines of 

the visited destinations (Pizam & Sussmann, 1995). Also, culture also determines the 
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food and quality of the food that is acceptable in terms of the sensory properties of 

each cultural group (Prescott, Young, O'neill, Yau, & Stevens, 2002). 

 Social factors  

 The tourist behavior depends on the social factors, including group, family, 

social roles and status (P. Kotler et al., 2006). Since social factors affect the response 

of tourists, businesses involved in tourism must take this into consideration when 

designing a business marketing strategy.  The elements of attitudes and personal 

behaviors often come from small groups of society (P. Kotler et al., 2006). The person 

who is in a group that has a direct influence is called a group member. Being a group 

member can start in the primary group, including family, friends, neighbors, and co-

workers (P. Kotler et al., 2006), this is an informal relationship. The relationships of 

the members in the secondary group, such as religious groups, associations and 

trading groups are more formal and there are fewer interactions among group 

members. Marketers must be able to differentiate the groups into the target market. It 

can be determined from trends of behavior and lifestyle, attitude and perspective 

having towards their own and the pressure to create brand as well as store styles 

which are the right choice for the target market of the business. Families are members 

that directly influence purchasing behavior.  Marketers often pay special attention to 

the roles and influences of husbands and children in decision making on different 

purchases and services.  Husbands and wives are often associated with a variety of 

products and they have a purchasing process.  The purchasing process changes with 

lifestyle, and when a person is part of a group, the position of the person in each 

group is called the status.  Role refers to the activity that an individual expects to 

express to other people around him or her. The basic role includes the identification of 

the status of a person, such as being a son or a daughter, a husband or a wife, a leader 

or an employee. Each social role influences different purchasing behaviors (P. Kotler 

et al., 2006).  For example, college students will have dinner with their families and 

they will have different behaviors when they go with their friends who are the same 

age.  Defects of products and services that do not respond to customer roles often 

cause dissatisfaction. Customers will select products that reflect their social status (P. 

Kotler et al., 2006).  It shows that social role and status are not stable, but they vary 

according to the diverse society of the person.  Marketers and salespeople must pay 
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attention to the social roles and attitudes as expected by customers. This is consistent 

with Pierce (2 0 1 1 )  which stated that choosing a destination of a tourist is often 

associated with a social image.            

 This is a factor that affects only the tourists in the same social group. In view 

of the social factors affecting the eating, which are related to this research, it was 

found that social science factor is an important variable in describing changes in food 

consumption in different contexts. The social class is a variable that is important for 

determining the food of the tourists.  Food preferences are strongly correlated with 

social class ( Barthes, 2 0 1 2 ; Bourdieu, 2 0 1 3 ) .  Social status is one of the factors 

contributing to perceptions about the types and quality of food intake and the meaning 

of food (A. H. Mak, Lumbers, Eves, & Chang, 2012). 

 Personal factors  

 The purchase decision of tourists is related to personal characteristics such as 

age and life cycle, occupation, economic conditions, lifestyle, personality and self-

concept. The age and life cycle will affect the types of goods and services that change 

over the life span of the buyers, such as holiday activities, travel destinations, food 

and entertainment.    

 Family life begins with the new couple family.  Two people decide to marry 

and adapt to live together, after which they enter the second phase of the birth of first 

child.  Later on, as the child begins to grow up, the family enters the period of 

childbearing family.  Parents raise children until they grow up and leave home to 

school. This develops to family with school-age children. When a child is growing up 

into a teenage, the family needs to adjust to family with adolescent.  Then the child 

will create a new family which is called the phrase of launching family.  This brings 

the family into the period of retirement family and the old age family, which is the 

final stage. Family life cycle affects the behavior of a person. For example, Khan and 

Hackler (1981) believed that since the taste buds and sense of smell of the elderly 

decreases, they tend to prefer different foods when compared to younger ones. Rozin 

(2006) also pointed out that avoiding meat as well as food causing body weight gain 

and preference in low calorie diets happen with a higher rate in women in the United 

States.  W. G. Kim, Ng, and Kim (2009) also indicated that gender, age and level of 

education are three social and demographic variables that influence the consumption 
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of local food of tourists.  Occupation affects the products and services purchased. 

Occupation indicates income and leisure time of tourists. Economic conditions affect 

selection and decision making on purchasing of goods and services. Those with better 

economic conditions will have greater purchasing power.  They can spend for goods 

and services at a higher level.  In terms of lifestyle, although individuals come from 

the same subculture, social class and career, their lifestyles are different. The lifestyle 

shows the activities, interests, and opinions of the person. Personality and self-concept 

are the differences in psychological traits that are consistent and stable with the 

environment.  These can be used to analyze the tourist behavior by creating a brand 

image to match the personality of the tourists and communicate that image through 

the media.    

 Psychological factors  

 The purchase of an individual is the result of four key factors:  motivation, 

perception, learning and beliefs and attitudes.  Need becomes motivation when it is 

stimulated with sufficient concentration.  Perception is a process of choosing the 

alternative of a person or an organization and the meaning of the information is 

interpreted to create a picture instead of meaning. Learning will change according to 

individual behavior from past experience.    Beliefs and attitudes are the things that 

people hold about certain things.  Description of attitudes is the comparison of a 

person in terms of value, feeling and future prospects of a person’ s purpose or 

concept.  This is consistent with (Decrop, 1999) who separated the main components 

of tourism decision making and the steps of behavior which are the structure of 

knowledge, including the tourists’  perception, learning and attitudes, personality and 

self-concept, motivation, involvement and emotion.  In addition, all these contexts 

affect the way people think, learn and behave.  Motivation is an important 

psychological factor that drives tourists to choose tourist destinations (Heung, Qu, & 

Chu, 2001). 

 According to the importance of all the demographic factors mentioned above, 

in this study, the demographic factors were used as the independent variables, 

including gender, generation, nationality, educational level, occupation, travel 

companions and average pocket money per person can be divided into groups in order 

to classify the groups of tourists clearly.  Philip Kotler and Armstrong (2 0 1 0 )  also 
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stated that demographic, social and cultural factors influence consumer purchasing 

behavior, which is the internal factor.  Decrop and Snelders (2 0 0 5 )  argued that 

consumer decision-making is a psychological guide indicating the ways that 

consumers choose and consider which basic personality of consumers is.  Therefore, 

the demographic factors affect the behavior and decision-making process of tourists 

(Saha, Dey, & Bhattacharyya, 2010). 

 

2.2 The conceptual of tourist behavior and consumer buying decision 

process 

 Conceptual of tourist behavior  

The discussion of tourist behavior research began with a conceptual 

framework linking to relaxation.  Sherif and Cantril (1 9 4 7 )  stated that the theory 

related to identity and this concept was developed and five components of identity 

involvement were identified:  1 )  being centered, 2 )  significance, 3 )  joy and 

satisfaction, 4 )  interest, and 5 )  identity (Selin & Howard, 1988). In addition, the 

concept of participation in terms of principles and reasons was also studied. 

Psychological variables were studied to understand the relaxation behavior of 

individuals and places to relax were also included.  This refers to participation of 

individuals in recreational activities, relevant products and services of travel agents or 

travel management (Havitz & Dimanche, 1997).  The key aspects of participatory 

theory are the individuality of travel and the perspective of tourism marketing, for 

example, the individual has needs, taste, attitudes.  Also the prominent aspect is the 

lifestyle (Mill & Morrison, 2002). 

The study of tourist experiences has become popular.  Many authors say that 

experience is an important latent factor in determining the physical dimension of 

action and expression of human (Morgan, Lugosi, & Ritchie, 2010; Uriely, 2005). 

Key factors include sensory stimulation factors, reaction, ability to respond and 

understand the situation, action taken and associated relations engaging participation 

(Morgan et al., 2010 ; Uriely, 2005). Tourist experiences include significant factors 

such as sensory stimulation factors, reaction, ability to respond and understand the 

situation, action taken and associated relations engaging participation (Pearce, 2011). 
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Globalization has changed the behavior of consumers, which can have an impact on: 

1 )  cultural indicators (main culture, subculture, social culture) , 2 )  social indicators 

( reference groups, family, roles and status) , 3)  individual indicators ( age and life 

cycle, occupation, income, lifestyle, personality and self-concept) , 4)  psychological 

indications ( motivation, perception, learning, belief, and attitudes)  ( P. Kotler et al., 

2006). Consumer behavior is what individuals express for finding and utilizing goods 

and services as well as the purchase decision process and determination of those 

actions (McColl Jr, Kiel, Lusch, & Lusch, 1994). 

 Tourists behavior  

Identifying factors closely related to human behavior improves a better 

understanding of behavior patterns. Many academics have proposed lifestyle concepts 

to cover diverse behavioral patterns by considering influences that result from routine, 

society, culture, beliefs, values, and personal characteristics (Bourdieu, 2013; Lazer & 

Nicosia, 1966; Plummer, 1974).   

According to the business perspective, marketers often test products and 

services through the information they have received to make a decision on producing 

the products or services. The questions to decide include when? where? to whom and 

how? ( P. Kotler et al., 2 0 0 6 ) .  When? is a question to determine the right time to 

deliver products and services to customers. Where? is a question to know how to sell 

products and services in order to allow the customers to access to them. To whom? is 

a question for the marketers to know how to make a promotion to the target group as a 

business opportunity. How? is a question for the development and operation planning 

to appropriately offer products and services in the market and use the marketing cost 

for the marketing mix. These are similar to what Fisk (2010) mentioned that creation 

of product or service values must be based on the information within the mind of the 

customers.  Customer needs are the starting point to identify customer-related 

activities. The key factor is Who? which is for knowing the main customers in terms 

of physical and emotional aspects.  What? is for describing the environment of what 

the customers are looking for to achieve the desired purposes.  Why? is for knowing 

why customers buy products or what benefits customers receive from products and 

services should be.  How? is for explaining how benefits can be delivered to 

customers.  How much? is the position of the price affecting the purchase of the 
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customers.  Why not? is for knowing the business competitors since the reasons the 

customers do not buy products may be caused by the comparison with competitors. 

These factors are the key of marketing of the business that connects with the target 

customers.   

 Consumer buying decision process  

 The buyer decision process consists of five steps: need recognition, searching 

for information, alternative evaluation, purchase decision and post-purchase behavior. 

The consumers will decide to buy through all five steps. It is a good idea to skip some 

steps in case you are familiar with the purchase (Philip Kotler & Armstrong, 2010). 

Sereerat (1 99 8 ) proposed the concept of buyer characteristics that are influenced by 

the following factors.  

  Cultural factors:  Culture is the bonding of individuals in a group. Individuals 

learn their culture under the social process. Culture determines the needs and behavior 

of individuals and subculture, or tradition and social class.    

  Social factors1:   They are the factors related to daily life and influence 

purchasing behaviors. Social characteristics consist of reference groups, family, roles 

and status.   

 Personal factors: The buyer decision is influenced by personal characteristics 

of people, such as age, life cycle, family, career, economic opportunity, education, 

lifestyle, personality, and self-concept.  

 Psychological factors:  Buying decision is influenced by six psychological 

processes: motivation, understanding, perception, belief, attitudes and learning.  

The buyer decision process starts from need recognition.  When the buyers 

know the difference between the actual state and the desired state, the demand is 

stimulated by internal stimuli as the driving force, and it is also stimulated by external 

stimuli (Philip Kotler & Armstrong, 2010). After the consumers accept their needs, 

they will find out the alternatives or the information related to that product, such as 

types, general features, brands, manufacturers, service providers, places of purchase, 

and after-sales service of that product before making a buying decision.  The level of 

information seeking or demand of each consumer is different.  The pursuit of 

information depends on the level of each consumer involved with the product (Bloch 

& Bruce, 1 9 8 4 ) . Customers will do the alternative   evaluation of the information 
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available.  They will have different attitudes towards brands.  The alternative 

evaluation is based on the buyer’s personal preferences and purchase situation. Then 

the purchase decision is made by ordering the preferences on the product and 

choosing the most favorite one. However, the purchase intention may be distracted by 

the attitudes of others, especially close persons and unexpected situational factors 

such as changes of income and price (Philip Kotler & Armstrong, 2 0 1 0 ) . After the 

buying decision, consumers may feel satisfied or dissatisfied with the product and 

cause post-purchase behavior.  The post-purchase behavior is the result of a gap 

between consumer expectations and product and service performance.  The satisfied 

customers will purchase the item repeatedly and mention it in good way.  The 

unsatisfied customers retaliate in a different way (Philip Kotler & Armstrong, 2010).   

 Post-purchase behavior  

   Phillip Kotler and Keller (2015) wrote about the post-purchase behavior of 

consumers in the Marketing Management Book that after the purchase, the consumers 

often have inconsistent behavior which can be observed from certain expressions. Or, 

the information of other brands they have heard will reiterate and support future 

purchase decisions.  Marketing communication must focus on supply and alternative 

evaluation of consumers and help create a good feeling about the brand to consumers. 

So, the marketers’  duty does not end with the purchase of the consumers, but they 

have to pay attention to customer satisfaction after purchase, respond after purchase 

and have the ability to use after purchase and disposal.   

Satisfaction after purchase is one element of expectations and perceptions 

about product performance. If the performance is lower than expected, the customers 

will be dissatisfied. If the expectations are met, the customers will be satisfied. If it is 

more than expected, the customers will rejoice. These feelings can make differences, 

for example, the customers may buy the product repeatedly or tell others about 

admiration of products (Phillip Kotler & Keller, 2015).  

The differences between the expectations and the product performance have 

profound effects on the dissatisfaction and the consumer lifestyle.  Some consumers 

have a wide gap and are not very satisfied when the product is not perfect.  Other 

customers may be little dissatisfied (Phillip Kotler & Keller, 2015).  
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Responding after a purchase with satisfaction results in repurchase, and good 

things about the brand may be told to others.  Unsatisfied customers may cancel or 

return the product. The customers have enough information to know what the product 

is worth.  They may express their feelings in public way by complaining about the 

company, entering the legal process or complaining to other groups (such as business 

group, personal group or government group) .  The more personal groups or close 

friends they have told to, the decision of not buying the product is more likely to 

happen (Phillip Kotler & Keller, 2015). 

Marketers should focus on the ability to use after purchase and disposal.  The 

key   pushing the frequency of purchases is increasing the number of buyers quickly 

and that the consumers repurchase quickly. Marketers must identify the product’s life 

span so that consumers can find a spare product and make a repurchase as well as 

identify the disposal of the product that may be dangerous if not properly disposed, 

such as batteries and pray cans (Phillip Kotler & Keller, 2015).   

 

2.3 Service encounter elements 

 Service encounter elements are frequently studied by service marketing 

scholars to expose personal interaction because expanding the pleasure of service 

encounters can lessen the perceived risk related with acquiring a service and enhance 

the purchasing experience (Julian & Ramaseshan, 1994). Service encounter 

components are in this way the forerunners of experiential value.  The impact of 

service encounter components can be decreased to three main components (J. Baker, 

1986; J. Baker, Parasuraman, Grewal, & Voss, 2002; Bitner, 1992; Keng, Huang, 

Zheng, & Hsu, 2007). The first is environmental components, for example, customer 

interplays with intangible and tangible components in the service condition ( e. g. , 

lighting, music and inside and outer environmental design)  or the durations amid 

which a purchaser interfaces with physical facilities and other tangible components in 

the service condition (Bitner, 1990).  Shop environment cues ( social, design and 

encompassing)  as exogenous develops, which relate with buyer merchandise value, 

therefore impact patronage (J. Baker et al., 2002). 
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 The second part contains service employee components, along with the sort of 

employees providing service to consumers.  Subsequently, the intelligent connection 

amongst consumers and service employees is essential to consumer assessments. 

Particular behaviors, including the behaviors of service staff, are the significant 

factors of perceived service quality and wherewith of consumer satisfaction (Saad 

Andaleeb & Conway, 2006; C. Wu & Liang, 2005).  Keng et al. (2 0 0 7 )  discovered 

that personal interaction encounters and environmental interaction encounters 

emphatically impact customer experiential value. 

 The third part is consumer determinants, for example, whether the consumer is 

affected by the configuration, behavior and perceptions of different customers (J. 

Baker, 1986; J. Baker et al., 2002; Bitner, 1992). In addition, the watched behavior of 

other consumers’  influences consumer perceptions.  Because consumer-to-consumer 

interactions can impact consumer service satisfaction, directors must be delicate to 

such interactions (J. Baker & Cameron, 1996; Brocato & Kleiser, 2005; Sommer & 

Sommer, 1989). One consumer-to-consumer communication is social assistance, 

which decidedly influences consumer-to-consumer interaction and gives 

entertainment.  The second sort is social interruption, in which customer service 

satisfaction is unfavorably affected by the customer perception that other consumers 

in the service setting are interlopers.  Adversely influenced states may come about 

when other customers are unwelcome.  For instance, others may participate in 

behaviors viewed by consumers as interruptions on their personal space, for example, 

smoking or talking noisily (J. Baker & Cameron, 1996). 

 A conceptual framework for the effects on the consumption experience 

applied by environmental variable sources of info ( i.e. , the physical components of 

the service condition) , individual variables ( namely, individual attributes, for 

example, knowledge), and individual condition association variables or circumstances 

(e.g., shopping with friends) (Fiore & Kim, 2007). Generally, these work places that 

environmental elements, incorporating interactions with service employees or other 

consumers, impact how buyers subjectively judge their service experience. The value 

of experience along these lines increments when service encounter components are 

perceived as positive. 
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 Both service staff members and consumers impact cognizance, emotion and 

physiological reaction with respect to service environments.  For example, Bitner 

(1992) recommended that organizations convey service in a way that urges customers 

to take an interest in service activities and to communicate with service employees. 

Furthermore, Brocato and Kleiser (2005) recommended that the presence of other 

consumers in the same service condition may straight impact individual satisfaction. 

This examination along these lines presumes that satisfaction level increments with 

service encounter components, including physical environmental variables and 

interaction with service employees and other consumers. And it can be concluded that 

the important persons of services consist of two parts, including to the service staff 

and consumer.  In this study, therefore, give priority to service staff and tourist (as a 

service consumer) because these people are directly related services. 

 

2.4 Food service 

 The term ‘food service’ is connected to the part of economy occupied with 

arrangement of dinners out of home. Food service division as one part of the food 

system, business or institutional exercises responsible for any food or meal prepared 

and served outside the home (Silvennoinen et al., 2015). The sector includes different 

types of food service outlets that serve and prepare food (Silvennoinen et al., 2015). 

 food service industry has certain characteristic, such as low-tech needs, low 

capital request and low entrance barriers. Such characteristics do lead to difficulties in 

developing sustainable comparative advantages. The service industry is a high-contact 

service (Brady & Robertson, 1999). Albrecht (1 99 3)argued that the service industry 

business model continues providing service to solve customer needs. A main 

characteristic is the different types of manufacturing that support intangible services 

for the interaction procedure between individuals and the service industry (Berdie, 

1989).  Grönroos (1990) believed that service offers active economic value by solving 

customers’ problems. Vargo and Lusch (2004) argued that service is a kind of core 

competitiveness and the value created is shown on the service processes or service 

procedures for customer needs. Therefore, providing service to meet customer needs 
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is a major job for managers in the food industry when attempting to fulfill customers 

so that they are willing to come again (Tzeng & Chang, 2011). 

 Dining options are necessary for the growing event and tourism industries 

(Rodgers, 2011). Recent research has shown that tourists spend almost 40% of their 

budget on food when traveling (Boyne, Williams, & Hall, 2002). The 2004 Restaurant 

& Foodservice Market Research Handbook stated that 50% of restaurants’ revenue 

was generated by travelers (Graziani, 2003). It shows that there is a symbiotic 

relationship between food and the tourism industry. More importantly, food has been 

recognized as an effective promotional and positioning tool of a destination (A.-M. 

Hjalager & Richards, 2002). With increasing interest in local cuisine, more 

destinations are focusing on food as their core tourism product. Hobsbawm and 

Ranger (2012) suggested that cuisines that are highly known for their taste and quality 

can be developed into tourist products. 

The food service literature contains numerous examples of segmentation 

surveys. For example, (Nayga Jr & Capps Jr, 1994) relate demand for different types 

of restaurant to different socio-economic segments, while (Binkley, 2006) shows that 

demographic and income differences have less effect upon demand for fast food than 

the population density of metropolitan areas. Shoemaker (1998) identifies groups of 

university canteen customers with different needs, using his findings to demonstrate 

how segmentation should drive service strategy. An interesting group of studies are 

aimed at specific niche segments. For instance, Becker-Suttle, Weaver, and Crawford-

Welch (1994) and J. Williams (1997), respectively, identify the dining preferences of 

older customers, and the factors that inhibit this group from using full service 

restaurants. J. S. Reynolds, Kennon, and Kniatt (1998) note that among older 

customers, males were more likely to frequent fast food restaurants than females. 

McClain et al. (1993) examine the ways in which US restaurants cater for customers 

in wheelchairs, finding problems with about 50% of all restaurants. An interview 

survey of the problems and anxieties of overweight women customers found that they 

felt ‘‘on display’’ or guilty at being ‘‘caught out’’ eating, rather than dieting 

(Zdrodowski, 1996). More than this food consumption is not only a means of 

generating revenue, but is also an integral part of the overall tourist experience (A.-M. 

Hjalager & Richards, 2002) ; one that is increasingly leveraged in destination 
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branding (Okumus, Okumus, & McKercher, 2007). Food offer and service, especially 

that ‘typical’ of a destination, can influence intention to visit (Sedmak & Mihalič, 

2008) and might even organise a visitor’s daily itinerary once there (Kivela & Crotts, 

2006). 

 

2.5 Service quality 

 Since the 1980s, many studies have investigated service quality as a 

prerequisite for business distinction and strategies (Arambewela & Hall, 2006; Ruiqi 

& Adrian, 2009).  Past studies have additionally demonstrated that service quality 

influences the nature of business accomplishment (Y. Chen & Tsai, 2006).  Plymire 

(1991) indicated that 91% of customers encountered inconvenience or were not happy 

with the service throughout consumer services; not at all will these customers 

repurchase, and they will keep on repining about the irritating experience to 8 to 10 

people. Qili (2008) demonstrated that to enhance consumer loyalty, the business level 

of organizations has turned into an imperative issue.  With respect to the effect of 

service quality on customer satisfaction, Qili additionally proposed that loyalty to the 

arrangement has a positive effect.  Businesses must keep up nice service quality to 

make customer loyalty to successfully hold customers.  

 Service quality performance is developed by customer expectation before 

utilization and consumer experience after utilization (Johnson & Mathews, 1997). A. 

Parasuraman et al. (1985) intended to explore the service quality expectations of 

customers and saw that the contrasts between the extent of customers’ expectations 

and genuine experiences are in the capacity of service suppliers to meet customer 

expectations. Valarie A. Zeithaml (1988) contended that service quality is a cognitive 

potential of a product or service. The idea of service quality is gotten from the idea of 

physical product quality (J. Baker & Cameron, 1996; Valarie A. Zeithaml, 1988). 

Contrasted with physical products, service features are undetectable, and the 

production and sale happens at the same time (Sasser, Olsen, & Wyckoff, 1978). As 

service occurs, customers additionally assume a part in co-production (Fitzsimmons, 

Fitzsimmons, & Bordoloi, 2006), so it is hard to gauge the performance of service 

(Lovelock, 1983; A. Parasuraman et al., 1985). 
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 Parasuraman et al. (1985) suggested the idea of the service quality model, and 

set up consumer perceptions of service quality frameworks. These perceptions depend 

on the gap between desires for expectations for customer service and perceived 

service.  The quality of a service mode, service quality estimation of subjects has 

turned into a developing pattern drawing in wide scholastic and viable consideration.  

 The model on which SERVQUAL is based recommends that customers assess 

the quality of a service crosswise over five particular measurements as follows: 

 Reliability – capacity to play out the promised service reliably and precisely; 

 Responsiveness – readiness to assist customers and give to instant service;  

 Assurance – knowledge and kindness of members of staff and their capacity to 

motivate trust and confidence; 

 Empathy – minding, individualized consideration the firm gives to its 

customers; 

 Tangibles – aspect of physical amenities, equipment, appearance of work 

force, and communication materials. 

 While the SERVQUAL instrument has been broadly utilized as a part of 

different settings (Arasli et al., 2008; Fick & Brent Ritchie, 1991; Jabnoun & Hassan 

Al-Tamimi, 2003; K. C. Tan & Kek, 2004), it has been subjected to various reactions 

in regards to its operationalisation of expectations, the reliability and validity of the 

gap score determination and the trouble in reproducing its measurements (D. A. Baker 

& Crompton, 2000; Sureshchandar, Rajendran, & Kamalanabhan, 2001; Teas, 1993).  

Babakus and Boller (1992) recommend that the dimensionality of service quality may 

fluctuate contingent upon the kind of service part under investigation.  Likewise, 

Becker, Murrmann, Murrmann, and Cheung (1999) contend that the five-dimensional 

model does not enough distinguish the attributes most crucial to prosperous service 

delivery in the hospitality setting. Cronin Jr and Taylor (1994) disagree that there is 

no genuine proof to support the idea of performance without expectations gap as a 

reason for measuring service quality.  Furthermore, the utilization of expectation and 

performance statements might be excessively tedious consuming to control (Babakus 

& Boller, 1992; Carman, 1990). It has likewise been argued that the performance-only 

measure ( SERVPERF)  clarifies a greater amount of the fluctuation in a general 
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measure of service quality than the SERVQUAL instrument (Bolton & Drew, 1991a; 

Cronin Jr & Taylor, 1994; Yüksel & Rimmington, 1998). 

 

 SERVQUAL in food service 

 In food service industry has certain attribute, for example, low-tech 

requirement, low capital requirement and low access barriers. Such attributes do lead 

to troubles in developing sustainable comparative expediencies. The service business 

is a high-contact service (Brady & Robertson, 1999). Albrecht (1993) contended that 

service industry business model keeps giving service to support customer needs.  A 

principle characteristic is the dissimilar types of assembling that help intangible 

services for the interplay procedure in the middle of individuals and the service 

business (Berdie, 1989).  Grönroos (1990) trusted that service proposes dynamic 

economic value by improvement customers ' issues.  Vargo and Lusch 

(2004)contended that service is a sort of core competitiveness and the value made is 

appeared on the service procedures or service processes for customer needs. 

Consequently, giving service to converge customer needs is a basic job for 

administrators in the food business when endeavoring to satisfy customers so that 

customers are willing to revisit. 

 Dinning out has turned into an important part of customers' way of life, 

thereby experienced customers have increased their expectations with respect to 

quality, good service, well-cooked food and no dirty interiors, while looking for a 

better value for their cash (Jood & Kalra, 2001).  Many researchers have endeavored 

to tryout the SERVQUAL framework on customer expectations and service quality 

perceptions in the restaurant business have exposed certain essential characteristics, 

for example, low charge, food quality ( food test and nutrition properties) , value for 

money, service, place, trademark, and image (Johns & Howard, 1998; Pettijohn et al., 

1997).  Sulek and Hensley (2 0 0 4 )  explored the interrelated importance of food, 

physical environment, and a service in a fine-dining restaurant and food quality was 

observed to be the most critical determinant affecting satisfaction and the main factor 

forecasting behavioral intention. Namkung and Jang (2008)assessed the connections 

of individual characteristics that establish food quality (e.g.  food presentation, menu 

diversity, healthy options, taste, food freshness and temperature)  with customer 
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satisfaction and behavioral intentions.  The result uncovered that food presentation, 

taste and temperature were importantly connected to consumer satisfaction while food 

presentation, taste and healthy options (instead of temperature)  were critical 

forecasters of behavioral intention. 

 The tangibles demonstrate the restaurant’s physical traits, which are generally 

seen first by customers when they enter the restaurant.  Yüksel and Yüksel (2 0 0 3 ) 

inspected vacationer satisfaction with restaurant services and their investigation 

uncovered that “service environment” , for instance, seating preparation, music 

embellishment, is the basic factor in forming customers' behavior.  A current report 

attempted by Chow, Lau, Lo, Sha, and Yun (2007) exploring restaurant services in the 

Chinese setting uncovers that interplay with employee and the physical condition are 

the more essential than the resultant quality in forecasting service quality for 

restaurant customers. likewise, Ryu and Jang (2008) investigated the joined impact of 

atmospheric factors on behavioral intentions in deluxe restaurants.  Their discoveries 

uncovered that ambience (e.g. music, scent and temperature) and staff appearance had 

the most critical effect on customers’  emotional reactions, which thusly influenced 

customers’  post-dining behavioral intentions.  In their investigation, Han and Ryu 

(2009) discoveries propose that a restaurant enterprise ought to watchfully design the 

physical condition to enhance the customer’ s perceived sensibility of the price. 

SERVQUAL dimensions can be integrated in the context of the food and beverage 

business as presented in the following table 2.1.   
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Table 2.1 SERVQUAL dimensions in the context of the food and beverage service 
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Reliability 1. An adequate supply of food and fresh, health.        

2. Restaurants with more than one certification audit 

quality.  

      

3. Sincere interest in correcting anything that is 

wrong.  

      

4. Serve customers in the time promised.        

5. Sincerely solves problems.        

6. Quality is dependable & consistent.        

7. Dependable on-schedule service        

8. Accurate charge        

Assurance 1. The service confidence of the staff.        

2. Consistently courteous with customers.        

3. The staff will have the knowledge to answer 

customers' questions.  

      

4. Make customers feel safe with the service and 

food.  

      

5. The staff seemed well trained, competent and 

experienced.  

      

6. Greetings and fond farewell.        
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Table 2.1 SERVQUAL dimensions in the context of the food and beverage business 

(Continued) 

  Authors 
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Tangibles 

 

1. Comfort and cleanliness of the dining area.        

2. Restaurant facilities clean.        

3. Enough seating and space.        

4. Visual attractiveness of the stall and dining areas.        

5. Neat and well-groomed staff.        

6. Attractive and readable menu.        

7. Has up-to-date equipment.        

8. Food is tasty and flavorful.        

9. Parking availability        

Empathy 1. Give customers individual attention.        

2. The staff makes customers feel special.        

3. Understand customer’s specific needs and wants.        

4. Have customer’s best interests at heart.        

5.  Has business hours that are convenient to 

customers.  

      

6. Availability of Kid’s Meal        

7. Convenient locations        

8. Completely packaged food        
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Table 2.1 SERVQUAL dimensions in the context of the food and beverage business 

(Continued) 

  Authors 

SERVQUAL and Dimensions 
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Respon- 

siveness 

1. Service providers quickly and accurately.        

2. Immediate response to customer demands.        

3. Customer needs in accordance with appropriate 

adjustments in the process.  

      

4.  Keeps customers informed as to when services 

will be performed.  

      

5. Is willing to help customers.        

6.  The staff shifts to help each other maintain speed 

of the service during busy times.  

      

7. The take-away service is competent and efficient.        

Source:  Lee et al. , 2004; Tzeng, Chang, 2011; Ramseook-Munhurrun, 2012; Tan, 

Oriade and Fallon, 2014; Cao and Kim, 2015 and Qin, Prybutok, Zhao, 2010  

 

 In this study, all SERVQUAL dimensions in table 2.1 taken as a variable in 

quality of service, divided into 2 sides on the expectations and perceptions of service 

quality of street food (Cao & Kim, 2015; S. h. Lee, Kim, Hemmington, & Yun, 2004; 

H. Qin, Prybutok, & Zhao, 2010; Ramseook-Munhurrun, 2012; Q. Tan, Oriade, & 

Fallon, 2014; Tzeng & Chang, 2011). 

 

2.6 Expectation and perception  

 Expectation and perception are important elements in measuring the service 

quality.  The gap between consumers’  expectations and perceptions can predict the 

service quality.  Another important aspect is that it is used to determine the extent to 
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which quality of service meets the customer needs or expectations (Asubonteng et al., 

1996; John & John, 1994; Lewis & Mitchell, 1990; Wisniewski, 1996).  The service 

quality can predict the differences between the expectations and the perceived service 

of the consumers. If the expectation is higher than the performance of the service, the 

perception of quality is low, which results in dissatisfaction (Lewis & Mitchell, 1990; 

A. Parasuraman et al., 1985).  The expectations of tourists reflect the commitment to 

inner values and they are the feelings of the person who is involved in the behavior 

expressed ( Schwartz, 1 9 7 7 )  and the differences of the consumer expectations and 

perceptions of service cause service quality gaps.  

 

 Model of service quality gaps 

There are seven main gaps in the concept of service quality.  This model was 

extended from A. Parasuraman et al. (1985) that described as follows (Curry, 1999; 

Luk & Layton, 2002; Shahin, 2004). There are three important gaps that are relevant 

to external customers: gap 1, gap 5, and gap 6, because they are directly related to the 

customers.    

Gap 1 :  It is the gap between the customer expectation and the perception of 

management which is a result of the lack of market research plan, inadequate 

communication and too many levels of management. 

Gap 2 :  It is the gap between the perception of management and the service 

description which is a result of inadequate commitment to provide quality service, 

business perception and inadequate standards and lack of targeting.   

Gap 3 :  It is the gap between the service description and the service delivery 

which is a result of ambiguity about responsibility and conflicts, choosing 

inappropriate people and technology for the job, improper regulatory system, and 

deficiency of supervision and lack of teamwork.   

Gap 4 :  It is the gap between the service delivery and the external 

communication which is a result of inadequate communication with customers and 

hype. 

Gap 5 :  It is the difference of the customer expectations and the perception 

about the service delivery received which is influenced by the personal factors of the 

customer and the gaps of the service providers.  The expectations of customers are 
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influenced by the extent of personal needs, word of mouth and the past service 

experiences. 

Gap 6 :  It is the difference of the customer expectations and the employee 

expectations which is a result of the different in understanding of customer 

expectations of front office staff.   

Gap 7 :  It is the difference of the employee perception and the perception of 

management which is a result of the difference in understanding of the customer 

expectations between the manager and the service staff.   

In this study, gap 5  was considered by assessing the importance of the 

expectation and the perception about service quality and comparing them to find out 

the difference between the expectation and the perceived service quality.   

 

 Expectations  

 Expectancy theory is one of the accepted theories of the motivation concept 

(Ferris, 1977).  Several researchers (Ajzen & Fishbein, 1980; Brownell & McInnes, 

1986) proposed that the expectancy theory can provide the appropriate theoretical 

framework for research regarding the receptivity of individuals and their intended 

behavior. Schwartz (1977)  indicated that personal norms are the expectations of the 

person depending on the inner values.  The expectations reflect the commitment to 

inner values and they are the feelings of the person who is involved in the behavior 

expressed (Schwartz, 1977).   

Vroom (1982) was the first person proposing the expectancy theory in terms 

of work.  The expectancy theory of Vroom is based on four assumptions.  1)  The 

person enters the organization with expectations about motivation and the past 

experience, which represents personal factors. 2) Individual behavior is the result of a 

choice that has already been considered.  Or, individuals are free to choose behavior 

by calculating their expectations.  3)  Individuals have different needs from the 

organizations they work for. 4) Individuals will choose the best option for themselves 

(Vroom, 1982). These assumptions can be divided into three components: expectancy, 

instrumentality and valance.  

E =  Expectancy:   It is the expectation of the possibility of obtaining the 

desired result or reward when showing some behaviors (Vroom, 1982). For example, 
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in the context of tourism, international tourists who come to Thailand and expect to 

experience the local way of life will choose to travel to a unique community of 

attractions (behavior for expectation) so that they can experience the local way of life.  

 I =  Instrumentality:   It refers to the outcome or the first reward that leads to 

the second outcome, or the second reward (Vroom, 1982).  It is the perception in the 

relationship of the received outcome (awards associated with work). For example, in 

the context of tourism, international tourists who come to Thailand and aim to 

experience the local way of life will choose to travel to a unique community (behavior 

responding to the expectation Level 1). Then they will choose to live at homestay and 

do the daily activities with the owners of the accommodation, which are provided for 

tourists to learn together, and eat local foods (behavior responding to the expectation 

Level 2). Expectations reflect the commitment to inner values and they the feelings of 

the person who is involved in the behavior expressed (Schwartz, 1977). 

V =  Valance:   It refers to the level of severity of the individual needs in 

rewards, or value or importance of the rewards that the person gives to the awards 

(Vroom, 1982).  For example, in the context of tourism, for the international tourists 

visit Thailand and aim to experience the local way of life and if the experience of 

local life is the highest demand of them, they will be express behave in order to 

respond to their maximum needs. But, if the need to experience the local way of life is 

just a part of the needs of this travel, tourists will behave in response to lower level of 

the need such as just stopovers, but do not care to stay homestay in the community.     

 Vroom showed that motivation, expectancy, instrumentality, and valance are 

interconnected as equations (Vroom, 1982) presented below.  

 

Motivation = Expectancy x Instrumentality x Valence 

 

From the equation of the relationship, it can be concluded that the motivation 

to achieve a person’s behavior will be high when the expectancy, the instrumentality, 

and the valance are high.  If all three aspects are low, the motivation to induce a 

person’ s behavior will be low.  However, the expectancy theory of Vroom, does not 

give specific advice on what motivates members of the organization, but it provides a 

process of cognitive variables that reflect individual differences in motivation to 
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work.  From the perspective of management, expectancy theory is significant for 

motivating employees.   The numbers of key points that motivate employees are 

identified by fixing the person’ s efforts for the expected performance, performance 

for the expected award and the concentration of awards (Lazaroiu, 2015).      

   Fisk (2010) identified that the consumer power is the real power in the 

business. Businesses also continue to push products and services to consumers and the 

consumer expectation is a key factor in the purchase. The consumer demand is often 

associated with the expectation and past experience of consumers. The experience of 

the past will be a condition for the expectation of the next purchase. Emotion is also a 

factor in driving the attitudes and behavior of consumers. In addition, consumers have 

a wider choice and wider experience, which result in higher expectations while 

reliability and business loyalty rates have declined significantly.  Consumer 

satisfaction is a fundamental issue that needs to be addressed. The demand for product 

information in various channels is also important and is likely to be higher as the 

consumers have more knowledge as shown in figure 1. 

 

Figure 2.1 Trends in consumer attitudes 

Source: Fisk, 2010, p.55.  
 

The person decides to behave or act in one direction because it motivates to 

choose specific behavior rather than others due to what is expected from the outcome 

of the chosen behavior (Oliver, 1974).  In terms of service, Olson and Dover (1979) 

stated that customer expectations are related to specific products or services.  This is 
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consistent with the concept stating that expectations are important to drive service 

quality and customer satisfaction (Boulding et al., 1993). It is also based on the past 

experiences of customers from friends and relatives, marketers, information from 

business competitors and the promise of the business that has been known (P. Kotler 

et al., 2 0 0 6 ). Many researchers have evaluated service quality management (Bitner, 

1990; Bolton & Drew, 1991a, 1991b; A. Parasuraman et al., 1985; A.  Parasuraman et 

al., 1988).  The study of service quality has shown that there is one theory of 

expectation which is the norm of expectation for future events (Miller, 1977; Prakash, 

1984; Tse & Wilton, 1988; Valarie A Zeithaml, Berry, & Parasuraman, 1993). The 

general pattern that customers expect in the future is related to what they deserve 

(Boulding et al., 1993). Expectations serve as a model for measuring overall service 

quality.  When the provided service is understood, consumers will perceive service 

quality as a whole by comparing with actual expectations and services ( A. 

Parasuraman et al., 1985).    

 It can be concluded that the expectancy theory is a process theory that 

describes the way and method of studying needs and motivation.  The expectancy 

theory describes the behavior of a person as a goal and the need to meet the goal and 

the expectation to demonstrate behavior to achieve that goal. The person must be able 

to determine and understand the results to be achieved and the opportunity to achieve 

them (Technology Promotion Association Thailand-Japan, 2009).  The literature on 

management stated that consumer satisfaction is the result of expectations about 

value.  Value is the result of perceived service quality and price paid (Hallowell, 

1996). The structure of each component is interrelated.  Or, it can be concluded that 

satisfaction occurs only when the tourists compare the advanced expectations with the 

service performance received.  Therefore, expectations are used to measure the 

structure of value (Athanassopoulos, 2000; Hallowell, 1996) in this study.   

 

 Tourist perception  

Perception refers to the process by which the individual selects, organizes, and 

interprets the stimulus based on the five senses:  eyes, ears, nose, mouth, and skin to 

create meaningful images (Kerin, Brkowitz, Hartley, & Rudelius, 2004). Perception is 
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the process of individual associated with needs, values, and expectation.  The 

influence of each variable will affect the behavior of consumers (Kerin et al., 2004).     

Perception of tourists can be determined by the interpretation process of the 

tourists from external data to internal components of the person.  The internal 

components are individual experiences and basic knowledge management causing 

three recognition processes which are senses, interests, and memories derived from 

the information of the tourists. It starts from the marketers (through the marketing mix 

tools such as product design and advertisement texts), or from other sources (such as 

online networks (Pizam & Mansfeld, 1999). 

Learning is associated with perception. Receiving information can be absorbed 

into the mind or learning to develop knowledge and skills to respond to the new 

environment. The process of learning takes possession of memory information in the 

form of links which create the beliefs and feelings such as the unique tourist 

attractions that can be connected to the natural, climatic and cultural characteristics 

and how tourist feel about those things (Pizam & Mansfeld, 1999).  

Attitude is defined as the determinant of the inclination of learning to respond 

to something or the level of response to something in a positive way or in an 

unsatisfactory way (Allport, 1935). From this definition, socialists argue that attitude 

consists of three components:  perception process ( perception, belief) , emotional 

behavior (evaluation, impact), and knowledge (response, intention). For example, the 

attitudes of tourists to the tourist attractions will be different.  To illustrate, I think 

Thailand is the most beautiful historical city in the world (belief). I like Thailand very 

much ( impact) .  I would choose to go to Turkey on holiday ( intentional behavior) 

(Pizam & Mansfeld, 1999). 

According to the examination of the perception and experience of tourists, it is 

stated that positive perceptions and experiences which are beyond the expectations 

tourists are often based on cultural enrichment and the friendliness of local people as 

well as local tourist facilities (Zhang & Xie, 2017). Tourists have different 

perceptions about the nature of travel.  The nature of travel can be perceived 

differently by different cultures of tourists (Mayo & Jarvis, 1981; Mill & Morrison, 

2002) and from different countries (Calantone, Di Benedetto, Hakam, & Bojanic, 

1989; Mill & Morrison, 2002) as well as favorite destinations.   In addition, age also 
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influences the tourist perception on images of tourist attractions (Baloglu & 

McCleary, 1999).  According to the study of the image of Pennsylvania which is a 

rural tourist attraction, it was found that gender of tourists influenced the perception 

of image (P.-J. Chen & Kerstetter, 1999). This was consistent with Hwang, Kim, and 

Hyun (2013), indicating that social and demographic factors can control the behaviors 

of consumers.  Gender, age and marital status are recognized as having roles in 

controlling consumer behaviors. This study presumed that tourists can be grouped by 

gender, age, marital status and homeland because there is basic relationship between 

the perception of travel and the satisfaction of tourists. The satisfaction of tourists will 

occur only when they recognize the value of tourism and the services received.   

 

2.7 Demographics factor in the expectation and perception of service 

quality 

 Demographics keep on being one of the most approved and well-accepted 

basis for market and customer segmentation (Belch & Belch, 1990; Philip Kotler & 

Armstrong, 2010). By particularly specifying the importance demographics of one's 

objective market, an essential profile of the focused-on customer emerges. A marketer 

must know and comprehend demographics to estimate the size, reach and capability 

of the market (Philip Kotler & Armstrong, 2010). Furthermore, demographics are 

simpler to gauge than other segmentation variables.  

 Past research has demonstrated that demographic variables are associated to 

service quality expectations (A. M. Thompson & Kaminski, 1993; Webster, 1989). 

More especially, A. M. Thompson and Kaminski (1993) found a tendentious 

connection amongst age and measurements of service quality, while Bishop Gagliano 

and Hathcote (1994) detailed critical connections amongst income and service quality 

expectations.   Moreover, Webster (1989) found that age, sex and income were 

importance identified with service quality expectations for proficient services. 

 Demographic variables and restaurant expectations and perceptions 

 In a restaurant setting, restaurateurs are worrying over customers' expectations 

(Dailey, 1989).  Marković, Raspor, and Šegarić (2 0 1 0 )  declare that the term 

expectation is utilized to portray what customers accept about the ability of the 
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service provider.  Expectations indicate what customers feel a restaurant should 

present, influencing their responses and determination about food and services, while 

sometimes unawarely (Kasapila, 2006). Consequently, it is essential for restaurants to 

deliver service that meets or, even better, surpasses customer expectations. 

Demographic factors assume a determining role in affecting customers’  dining 

expectations, for example, the way customers assess a food thing for texture, the 

compassionate handling of complaints and the spatial design and usefulness (Geissler 

& Rucks, 2011).  They give an effective determinant of purchaser conduct which 

influences the dinner involvement in a restaurant (Chung & Kim, 2011). In restaurant 

literature, demographic factors are one of the main considerations deciding purchaser 

expectations and consequent behaviours (Tinne, 2012). Therefore, demographic 

factors essentially determine the level of restaurant expectations  (J. LEE & XIE Lijia, 

2011). 

 Restaurateurs have a tendency to accentuate the impact of food on restaurant 

expectations (Sabbir Rahman, 2012). Moreover, food, the restaurant expectations 

additionally has a tendency to be affected by demographic factors (Mitchell & Walsh, 

2004). Though critical, food is just a part of the overall dining experience.  In this 

manner, the restaurant expectations are not only affected by food as well as by 

demographic factors, for example, age, wage, educational level, marital status, 

ethnicity and sexual orientation (Walsh & Mitchell, 2005). 

 Nevertheless, researchers have been revealing opposing discoveries because of 

demographic variables on restaurant expectations.  Such as, Ozimek and Żakowska-

Biemans (2011) contemplated the impact of demographic variables on restaurant 

expectations.  He contended that expectations of customers were impacted by their 

levels of schooling.  He found that customers with higher levels of education have a 

tendency to have higher expectations.  Huang, Ho, and Lee (2 0 0 3 )  discovered that 

expectations of customers for food were affected by their sex.  Consequently, sexual 

orientation differences can influence consumers’  ways to decision making.  Gareth 

( 2011, p. 26)  affirm that sexual orientation differences were likewise found for 

appearance- linked attitudes and behaviour. Mhlanga, Moolman, and Hattingh (2013) 

submit that there are differences amongst men and women in their responses to a 

similar marketing stimulus.  Men and women appear to want separate products, and 
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they are probably going to have different ways of thinking about receiving these 

(Shaw, 2012).  So, customers with various demographic characteristics have a 

tendency to have distinctive restaurant expectations. 

 Many authors (A. H. Mak et al., 2012; Payne-Palacio & Theis, 2009) agree 

that customers’  demographics impact their expectation of a dining experience. 

Demographic factors, for example, age, sexual orientation, education and income tend 

to direct the type of food service that the customer wants and perceives as gratifying. 

It is contended that women’s effect on experiences is huge as these customers have a 

tendency to have distinctive expectations when compared with the expectations of 

men (Ribeiro Soriano, 2002). Bell and Valentine (1997) announced that restaurateurs 

are continually searching for market strategies to the post-baby-boomers.  Moreover, 

younger age groups have a strong and positive effect on expectations (Alonso & 

O'Neill, 2010).  Much of these younger customers as of now have the resources ( for 

example, education and income)  to pay for eating out.  Furthermore, younger 

customers likewise have a tendency to go with family members and other potentially 

critical consumer groups and can make suggestions and recommendations, or 

basically are the ones assigned to pick a place to eat out. 

 In the context perceptions, numerous researchers acknowledge that 

consumers’ perceptions of quality depend on a comparison of the customer’s previous 

service expectations with their subsequent perception of the present service 

performance (Grönroos, 1984 ; A. Parasuraman et al., 1985 ; A.  Parasuraman et al., 

1988).  

 In response to the expand in female travelers and female food-service 

supporters, restaurateurs may wish to check whether woman patrons have difference 

perceptions of what is critical when compared with men. However, women commonly 

get treated wore than men when eating out (Romeo, 2000) Such a blended outcome 

can be likewise found in the transport/ travel service segment; Lotz (2009) mention 

that age was the importance factor in the perception of service quality of traveler 

transport services, however, gender and income were not observed to be significant. 

Customer age was found to influence service quality perception (Ganesan-Lim, 

Russell-Bennett, & Dagger, 2008).  Various studies have additionally demonstrated 

that gender is a vital factor in service quality perception (Iacobucci & Ostrom, 1993 ; 
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Kumar & Lim, 2008). There is a significant distinction in service quality perception in 

view of gender. 

 On the other hand, Schwantz (1996) and Ilias, Hasan, and Rahman (2009) in 

the higher education services did not find essentially differences in the impact of a 

portion of the demographic factors.  In a similar way, Ramez (2011) examining the 

service quality of commercial banks did not locate any significant differences overall 

between the demographics factors in the view of service quality of the banks. 

 

2.8 Perceived value  

 Trends of the research of marketing services usually start with a study of 

service quality and are linked to research on satisfaction and the value of the service. 

The structure of each component is related to each other (Cronin, Brady, & Hult, 

2000). The literature on management states that consumer satisfaction is a result of 

expectations about value. Value is the result of perceived service quality and the price 

paid (Hallowell, 1996).  The first factor determining consumer satisfaction is the 

perception of the quality of goods and services and the second factor determining 

overall consumer satisfaction is perceived value (Fornell et al., 1996). Consumer 

satisfaction is highly recognized.  It is associated with value, which has a basic idea, 

together with the attributes of service quality ( Athanassopoulos, 2 0 0 0 ) . Therefore, 

good perceived value of service quality leads to higher satisfaction and positive value 

has a direct impact on consumer satisfaction (Rust, Verhoef, & Oliver, 1994).  

 Value and value creation can be studied either in global or usability ways, 

especially in view of the potential source of the value (Lepak, Smith, & Taylor, 2007). 

Consumers or customers perceive the value of goods and services based on product 

attributes, the result of product use and the achievement of their desired goals 

( Woodruff, 1 9 9 7 ) .  Customer perceived value is an extension of the customer 

perceived value which is prioritized only between quality and price (Yadav & 

Monroe, 1993; Valarie A. Zeithaml, 1988). According to the customer behavior, 

consumers value more things such as usability, condition, property, social status, 

emotion or worthwhile utilities (Sheth, Newman, & Gross, 1991). Customer 

expectations towards the benefits and performance of a product or service cause 
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specific satisfaction and needs judge the value that customers have committed to the 

product (Tantrakul, 2010). In the service quality literature, trust could likewise be 

thought as ‘‘trust in the service itself’’ (A. Parasuraman et al., 1985; A.  Parasuraman 

et al., 1988). The offers will be successful if the service providers offer value and 

satisfaction to the customer. Customers or buyers will choose the options based on the 

basis of what is the most valuable, which refers to the benefits to the cost in both 

tangible and intangible forms that customers know.  Value can be increased with 

quality and service, but it can be reduced by the price (Philip Kotler, Keller, & 

Bliemel, 2007). Also, customers will buy only when they assesse what is most 

valuable since customers expect value from goods and services under the limitations 

of the information about the goods and services they have received as well as income 

and the access to goods and services.  Customer perceived value is the difference 

between customer’s assessment towards the total benefit and the total cost of the offer 

and the acceptable choice (Tantrakul, 2010).  Customer perceived value is an 

important component of consumer behavior and customer purchasing behavior 

(Bolton & Drew, 1991b; J. C. Sweeney, Soutar, & Johnson, 1999; Valarie A. 

Zeithaml, 1988) and affects the satisfaction and the buying intention in the future 

(Gallarza & Saura, 2006; P. Williams & Soutar, 2009). 

 There are many studies that support the idea that quality is a measure of 

perceived value (J. Baker et al., 2002; Cronin et al., 2000; A. Parasuraman & Grewal, 

2000).  That is, quality has a positive effect on perceived value (Cronin et al., 2000; 

Spreng, MacKenzie, & Olshavsky, 1996) while perceived price has a negative effect 

on perceived value (J. C. Sweeney et al., 1999; Valarie A. Zeithaml, 1988). From the 

study of the chain of quality, value, satisfaction and loyalty to the product, it was 

found that the very first factors when compared with the similar factors for changes in 

perceived value are the experience of using the service, consumer learning experience 

and product elements (Bradley & Sparks, 2012).   James F.  Petrick (2 0 0 2 ) illustrated 

that service quality, emotional response, price, behavioral cost and reputation of the 

business are significantly linked with the perceived value and all five factors affect 

the perceived value.  The importance of emotional value is a component of added 

value (J.-S. Lee, Lee, & Choi, 2011).  The value of the travel experience consists of   
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local culture exposure and the happiness that the tourists have received (Tourism 

Authority of Thailand, 2014). 

 The dimension of consumer perceived value can be broadened into received 

dimensions and given dimensions.  Also, value should conclude monetary aspect or 

functional aspect, which is non-monetary and emotional value.  Based on previous 

studies, in general, some dimensions of consumer perceived value, such as product 

quality, service quality of and price which mainly focused on the value of money and 

value for utility were used.  However, these value propositions are not enough for 

being the extent of the consumer experience since it is a broad issue, and the type of 

emotion or preference in received value cannot be verified by vision (Lloyd, Yip, & 

Luk, 2011). The service experience often covers activities, including positive feelings 

towards stores, product search, interaction with store employees and product return 

(Dabholkar, Thorpe, & Rentz, 1996). These all affect consumer perceived value. The 

value that consumers perceive from products and services affects overall customer 

satisfaction.  When there is higher business competition, value-added is an important 

way to create a competitive advantage  

 

 Customer perceived value in the context of food and beverage 

service  

Nowadays, customers are never again eager to dedicate poor service or dining 

surroundings (atmosphere) for good flavor when they look for an experience to ethnic 

restaurants. An outstanding total dining experience by means of fantastic food in good 

dining surroundings with service excellence should be accomplished to meet their 

satisfaction (Ryu, Lee, & Gon Kim, 2012). Service quality and customer satisfaction 

turned into the most essential marketing precedencies since they are requirements of 

consumer loyalty, for example, repeat sales and positive verbal (Han & Ryu, 2009; 

Liu & Jang, 2009).  In the present strongly aggressive market, it is mainly supposed 

that the crucial to obtaining expediency lies in sending high-quality service that will, 

thusly, conduct to satisfied customers (Han & Ryu, 2007). Specifically, in the food 

and beverage service business, customers normally use food, physical condition, and 

staff as key segments of restaurant experience in assessing the restaurant service 

quality (Chow et al., 2007; Namkung & Jang, 2008; Ryu & Han, 2010).  An 
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appropriate merge of these essential traits should bring about customers’ perceptions 

of high restaurant service quality, which thusly should improve consumer satisfaction 

and customer loyalty in the restaurant business.  However, little research has been 

directed to examine the impact multiple components of restaurant service quality on 

result factors, for example, customer perceived value (Ryu et al., 2012). 

 Remaining literature demonstrates that quality of product and service 

serve as forecaster of customer perceived value (Bolton & Drew, 1991b; P.-T. Chen 

& Hu, 2010; Lai, Griffin, & Babin, 2009; Valarie A. Zeithaml, 1988).  Eggert and 

Ulaga (2 0 0 2 )  emphasize that service quality attributes ( e. g. , tangibles, empathy, 

reliability, and responsiveness)  are decidedly connected with consumer perceived 

value.  To the best of our information there is a lack of research that explored the 

immediate effect of food quality as a potential variable on perceived value. Ryu, Han, 

and Kim (2 00 8) ' study presents to be the main experimental proof specify that food 

quality importantly influenced perceived value. Nevertheless, in view of the way that 

perceived product quality influences perceived value and food quality is very much 

acknowledged as one of the key components of perceived product quality with 

regards to restaurant, it is intelligent to propose the connection between food quality 

and perceived value (Ryu et al., 2012). 

 Customer perceived value can be characterized as the consequence of 

the individual parallel between perceived overall benefits and the perceived sacrifices 

or costs paid by the customer (Valarie A. Zeithaml, 1988).  Just the customer rather 

than a service person can estimate whether or not a product or service provides value 

and the idea of customer perceived value is seen to be extremely subjective and 

individual (A. Parasuraman et al., 1985).  

 Bitner (1992) contended that an association's servicescape has an 

immediate association with cognitive responses, for example, customer reliance and 

perceptions. In the restaurant context, the physical condition, for example, furnishing, 

encompassing condition, and seating convenience, provides first-visit customers with 

cues that pass the expected service offerings' nature and customer perceived value 

(Nguyen & Leblanc, 2002).  Mattila (1 9 9 9 )  additionally demonstrated that an 

accommodation’ s servicescape is a vital driver of a business traveler’ s perceived 

value.  Han and Ryu (2 0 0 9 )  affirmed the positive connection between three 
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components of the restaurant physical condition ( i. e.  de'cor and ancient rarities, 

spatial design, and surrounding conditions) and customer perceived value perception. 

In addition, the connections among dining atmospherics, emotional responses, 

customer perceived value, behavioral intentions (Liu & Jang, 2009) and trust is an 

essential mediator of consumer response (Pivato, Misani, & Tencati, 2008). That the 

level of trust required may contrast as indicated by the level of risk, whether real, 

perceived or implied, which conveys to an independent settling on a judgement about 

whether to trust or not to trust (Harridge-March, 2006).  The dimensions of value-

added in the food and beverage service business can be compiled as follows table 2.2. 

 

Table 2.2 Perceived Value Dimensions in Food and Beverage Service 
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1. Good value for the price (PV1) *            

2. The dining experience was worth 

the money (PV2) 

           

3. Provides a great value as 

compared to others (PV3) * 

           

4. The overall value of dining 

(PV4)* 

           

5. Improves the way I am perceived 

by other as in social status.(PV5)* 

           

6. Helped me feel accepted by 

others. (PV6)* 

           

7. Made me feel delight/ good 

feeling. (PV7)* 

           

8. Was appealing (PV8)*            
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Table 2.2 Perceived Value Dimensions in Food and Beverage Service (Continued) 

Perceived Value Dimensions in 

Food and Beverage Service 
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9. Had a good reputation (PV9)*            

10. Were convenient for me 

(PV10)* 

           

11. Locations were convenient/easy 

to locate. (PV11)* 

           

12. Was consistent quality  (PV12)*            

13. The food portion was enough to 

satisfied (PV13)* 

           

14. The variety of menu choices 

(PV14)* 

           

15. Healthy food options (such as a 

low-fat menu). (PV15) 

           

16. The food is served at the right 

temperature. (PV16)* 

           

17. The restaurant mood felt exotic. 

(PV17)* 

           

18. The restaurant layout and ‘look’ 

fun and unique to me (PV18)* 

           

19. Bill was provided (PV19)*            

20. The food was good for health  

(PV20)* 

           

21. The food was well-made 

(PV21)* 

           

22. The service was reliable 

(PV22)* 
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Table 2.2 Perceived Value Dimensions in Food and Beverage Service (Continued) 

Perceived Value Dimensions in 

Food and Beverage Service 

R
y

u
, 

H
an

, 
an

d
 K

im
, 

(2
0
0

8
) 

Q
in

 a
n

d
 P

ry
b

u
to

k
, 
(2

0
0

8
) 

 Q
in

 a
n

d
 P

ry
b

u
to

k
, 
(2

0
0

9
) 

 C
h

en
 a

n
d

 H
u

, 
(2

0
1
0

) 

 Q
in

, 
P

ry
b
u

to
k
, 

an
d

 Z
h

ao
, 
(2

0
1

0
) 

H
y

u
n

, 
K

im
, 

an
d

 L
ee

, 
(2

0
1

1
) 

Jo
o

n
-W

u
k

 K
w

u
n

, 
(2

0
1

1
) 

R
y

u
, 

L
ee

, 
an

d
  

K
im

, 
(2

0
1

2
) 

W
u

 ,
 (

2
0

1
3

) 

 V
u

, 
P

h
an

 a
n
d

 C
ao

 (
2

0
1

5
) 

Jo
u

n
g

, 
C

h
o
i 

an
d

 W
an

g
, 

(2
0
1

6
) 

23. Had acceptable standard of 

safety (PV23)* 

           

24. The food was good taste 

(PV24)* 

           

25. Had an acceptable standard of 

food quality (PV25) 

           

26. Made me want to revisit 

(PV26)* 

           

27. Was one that I enjoy doing 

(PV27)* 

           

28. Was one that I feel relaxed 

about using (PV28)* 

           

29. Reflected local culture and 

traditions. (PV29)* 

           

Source: Ryu et al. (2008); G. Qin and Prybutok (2008); H. Qin and Prybutok (2009); 

P.-T. Chen and Hu (2010); Hyun, Kim, and Lee (2011); Kwun (2011); Ryu et al. 

(2012); H.-C. Wu (2013); Vu, Phan, and Cao (2015); Joung, Choi, and Wang (2016) 

 

These all 29 variables were collected as the perceived value dimensions of the 

food and beverage industry in general. However, researcher will use only the 

variables that have asterisk indicated because o this research with a focus on street 

food in Bangkok is the main element, thereby cutting out irrelevant and only 2 6 

variables are remaining. The 26 variables, in the study in order to analyze the data by 

exploratory factor analysis ( EFA)  and group the data to develop as perceived value 
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variables of international tourists under the context of street food in Bangkok for 

using as important variables of the research.  

 

 Service quality and perceived value 

Trends of the research on marketing services usually start with a study of 

service quality and are linked to research on satisfaction and the value of the service. 

The structure of each component is related to each other (Cronin et al., 2000). The 

literature on management states that consumer satisfaction is a result of expectations 

about value.  Value is the result of perceived service quality and the price paid 

(Hallowell, 1996). The first factor determining consumer satisfaction is the perception 

of the quality of goods and services and the second factor determining overall 

consumer satisfaction is perceived value (Fornell et al., 1996). Consumer satisfaction 

is highly recognized. It is associated with value, which has a basic idea, together with 

the attributes of service quality (Athanassopoulos, 2 0 0 0 ) .  The product and service 

quality operate as predictors of customer perceived value (Bolton & Drew, 1991b; P.-

T. Chen & Hu, 2010; Lai et al., 2009; Valarie A. Zeithaml, 1988). Therefore, good 

perceived value of service quality leads to higher satisfaction and positive value has a 

direct impact on consumer satisfaction (Rust Roland & Oliver, 1994).  

Valarie A. Zeithaml (1988) was the first to demonstrate that service quality 

positively affects perceived value. Compliance with Eggert and Ulaga (2002) features 

that service quality highlights (e.g., tangibles, empathy, reliability, and 

responsiveness) are positively associated with consumer perceived value and Groth 

and Dye (1999) contended that customers perceive value that initiates from both the 

service performance itself and the quality of the service performance.  Clemmer 

(1 9 9 0 )  identify that service quality as the third circle of perceived value, which is 

except the elementary product and expected support services, and serves to surpass 

customer’s expectations. Various studies have inferred that service quality positively 

influences perceived value (Fullerton, 2005; Turel & Serenko, 2006; Yuan & Wu, 

2008). 

Based on economic value and consumer behavior theories, Jayanti and Ghosh 

(1996) defined perceived value as an indirectly resultant of perceived quality and in 

addition of price-based transaction and procurement utilities.  A consequent 
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examination of their hypotheses in the accommodation industry supported the role of 

value worth for understanding hospitality customers.  Bojanic (1 9 9 6 )  likewise 

inspected the relationship of customer value with price, quality, and satisfaction. 

Nevertheless, Bojanic experimental tests of the relationships in four hotel market 

segments produced fairly mixed results.  Monroe (1990) fined perceived value as 

foremost to person’ s willingness to purchase and as a result of perceived product 

quality and perceived sacrifice. He additionally viewed both both product quality and 

sacrifice as affected by perceived price.  In this manner perceived price has a dual 

impact. Price is, initial, financial sacrifice and contributes contrarily to value.  In any 

case, perceived price likewise impacts perceptions of quality and has positive effects 

on value.  In the restaurant industry, a consumer’s perception of a restaurant’s image 

is probably going to tightly reflect customer’s cumulative consumption experiences 

(Ryu et al., 2012) Therefore, it can be concluded that the quality of products and 

services, resulting in both direct and indirect effects on consumer perceived value. 

 

 Satisfaction 

Customer satisfaction is the feeling of the customer, either in a positive way, a 

neutral way or a bad way about the value of the product (Tantrakul, 2010). Product 

quality and service affect the buyer satisfaction (Tantrakul, 2010). Perceived customer 

satisfaction is the recognition of the evaluation of the features of product and 

performance   and the impact of the use of those facilities that can achieve goals or 

achieve the right objectives for the customer situation (Woodruff, 1997). Therefore, 

customer satisfaction is an important element that businesses are required to manage 

to meet the highest satisfaction.  

2.8.3.1  Tourist satisfactions  

  Satisfaction means the relative decision of each customer as a result of 

performance perceived in relation to the product or service related to the customer's 

expectations. If products and services are below expectations, customers will feel 

dissatisfied and disappointed. If they are equal or above expectations, they will feel 

satisfied and impressed (Philip Kotler et al., 2007). Satisfaction is a study based on 

the concept that arises after a purchase. This means the comparison of expectations 

before traveling with the actual travel experience. It is also the concept of value 
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derived from the understanding of the effectiveness of tourist attractions (McDowall, 

2010).  This is consistent with Caruana (2002) defining that tourist satisfaction means 

the effect of an overall response after a purchase. This will happen when tourists are 

involved in or responded to services under competition on the different desires of 

tourists. In addition, performance, quality, appreciation, value for money or price, 

history and culture are also used to measure perceived value of satisfaction. Quality of 

work means consistency, and there are no defects in the product, and the product is 

standardized and acceptable and comprehensive. Preference refers to the customer’s 

preference and the desire to feel good and happy after using the product, worth for 

value for money or reasonable price and worth for the time spent. Things that are 

more valuable than price and economic value, history and culture refer to the products 

that can change the perception and make a good impression and can be reminiscent 

and recognized by society (Jillian C Sweeney & Soutar, 2001). Satisfaction is 

measured by efficiency, service quality, social value, aesthetics, perceived value of 

costs, perceived risk, time and effort used to access to service and perceived value 

(Gallarza & Saura, 2006). The attributes of satisfaction are analyzed by the perception 

process of the natural resource image, the perception process of the image of service 

quality, the perception process of the image of entertainment and the image of feeling 

(Hernández-Lobato, Solis-Radilla, Moliner-Tena, & Sánchez-García, 2006) 

Satisfaction features include tourist attractions, accommodation, shopping, access to 

tourist attractions, tourism activities and festivals and environments, basic facilities, 

cultural attractions, subculture, natural environment, variety and economical price 

(Chi & Qu, 2008; Çoban, 2012). The facilities, including infrastructure, accessibility, 

transport, shopping are components of destination attractiveness (Herington, 

Merrilees, & Wilkins, 2013). 

2.8.3.2 Tourist satisfactions on street food 

Street food is a popular fast food style for locals and tourists who want to 

experience local culture through the taste of food. There are three main variables that 

affect the satisfaction of fast food: behavior of service staff, quality of food and price. 

Other important factors include the surroundings of the store, response to customer 

needs and hygiene (Andaleeb & Caskey, 2007). Well trained service staff will be able 

to better meet and respond to customer needs, so they can offer the service efficiently 
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and effectively.  The surrounding of the fast food restaurant is a factor that increases 

the confidence of hygiene.  Good surroundings can be made with music and lights 

(Hsieh & Chang, 2006). The overall tourist experience of local food is often the result 

of quality of food, variety of food, food and service standards, attractiveness of 

surroundings and presentation of food (Nield, Kozak, & LeGrys, 2000).  Gustafsson, 

Öström, Johansson, and Mossberg (2006) also found five components influencing the 

evaluation of dining experience, namely, the quality of the main product or food, 

services, facilities, surroundings and the staff or the control system.  

 Satisfaction is the feeling of the person who is happy or disappointed as a 

result of the perceived performance and expectation of the product (Phillip Kotler & 

Keller, 2015). Moreover, quality and value are also a source of satisfaction (Cronin et 

al., 2000; Gallarza & Saura, 2006; Hellier, Geursen, Carr, & Rickard, 2003; Lai et al., 

2009; James F Petrick, 2004). Satisfaction is a structure that is quite dynamic and 

natural and it needs to be re-examined over time ( H.-H. Hu, Kandampully, & 

Juwaheer, 2009).  

 

2.9 Value added  

 Blue ocean strategy  

  Blue Ocean Strategy was the concept derived from two scholars:  W.  Chan 

Kim and Renee Mauborgne, which was published in Harvard business review (Chan 

Kim & Mauborgne, 2004).   Blue Ocean Strategy does not focus on responding to the 

existing needs of the market, but it focuses on demand creation without focusing on 

the old competitors in the industry.  It is the creation of customer needs and new 

industry which contribute to benefits or value to both the organization itself and the 

customers (Chan Kim & Mauborgne, 2004). Customers will get value that is different 

from other products in the market while the organization will reduce unnecessary 

costs and lead to the growth of the organization(Chan Kim & Mauborgne, 2004).  

The principle of Blue Ocean Strategy states that growth by focusing on 

beating competitors and taking on the only market share will lead to more competition 

in the industry, and there will be a lot of competing products in the market (Chan Kim 

& Mauborgne, 2004).  For these reasons, the organizations have to compete with the 
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price, which causes a lot of pain and becomes Red Ocean (Chan Kim & Mauborgne, 

2004).  Instead of aiming to imitate and defeat the opponents, seeking new ocean 

instead of the Red Ocean is recommended. There are four approaches for analysis as 

follows:    

Eliminated something that used to be needed by customers, but nowadays, 

they are not needed anymore. 

Reduced by offering some value lower than the industry which may have been 

thought that the customers need it a lot, but in reality it may not be like that.   

 Raised some factors which are higher than the industry level.    

Created some values that have never been presented in the industry before. 

  Blue Ocean Strategy avoids competition unlike Red Ocean Strategy. It tries to 

develop different products or to create new demands by using new innovation instead. 

Blue Ocean Strategy has been well accepted due to its strategic support tools.   In 

order to create Blue Ocean Strategy for the organization, value innovation will allow 

the organization to use both price strategy and make a difference at the same time 

which is the heart of Blue Ocean Strategy.  

The most important feature of Blue Ocean Strategy is value innovation which 

is a combination of value creation and innovation. Value Innovation can be created as 

follows.  

1) Keep an eye on the competitors, but do not take it as a measure and 

do not care much about competition. 

2)  Do not offer special features of products or services to customers 

that are caused by competitive pressures.   

3)  Think outside the box and do not limit yourself to making a 

difference. 

4) Be holistic and take into consideration what customers really want, 

rather than offer what the industry has done before. 

  

 Value creation for the organization must start with determining the attributes 

of the product, creating features of the product, then change that outstanding into the 

benefits of the product.   In addition, it should be considered that what value should 

provide in order to make consumers feel that the offered product is worth the 
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customers’ cost, including money, time and afford that the customers have spent. The 

products which are not worth the customers’ cost will not be sustainable in marketing 

competition (Manager Online, 2010a). Therefore, the concept of value added is 

initiated.   

 

 Conceptual of value added  

Based on previous studies, perceived value only focuses on value for money. 

However, the perceived value of money is not enough to signify perceived value 

(Gallarza & Saura, 2006; J. C. Sweeney et al., 1999).  Bolton and Drew ( Bolton & 

Drew, 1 9 9 1 b) suggested that value is the key to linking dimensions of perceived 

quality or performance, perceived money paid and intended behavior.  That is to say, 

perceived value is a better measure of the customer’ s overall evaluation of service 

than perceived quality.   Multiple parts of perceived value must be measured.  The 

theory of perceived value is developed broadly in the context of retail buying and 

selling.  Researchers have suggested four different dimensions:  emotions, society, 

quality /  performance and price/ value for money.  The results indicated that these 

dimensions can be used to explain better than considering on value of money (Jillian 

C Sweeney & Soutar, 2001). This is similar to the suggestions of Kotler, Bowen and 

Makens that the overall value added for consumers is the result of overall product, 

service, personnel, and image of the business.  Consumers recognize the value added 

from marketing presentations (P. Kotler et al., 2006). The definitions of value added 

are given as follows.  

Value added can be either tangible or intangible, and it can relate to the main 

product of goods or service.  It is important and involved with the service, or the 

image attached to the product as well as the suppliers of raw materials or the users of 

the goods and services (Wolfe, 1993). 

Value added of goods results from the production process (Begg et al., 1984). 

It is to optimize a company with a product or service before presenting the product to 

customers. Value adding is used to describe in case that a company offers a product or 

service that is not differentiated or slightly differentiated from the competitor’ s 

product and offers to potential customers with features or things added to make 

customers feel better value (Investopedia, n.d.).  
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Value added is the result of good emotional dimensions like the connection 

between the customer and the facility which is the relationship among all dimensions 

within the environment as well as the landscape and style offered. The goal of value 

added should be to create a positive experience for the customer. A good experience 

must be composed of emotions and affect feelings which create additional benefits for 

both customers and business owners (Tourist Attractions & Parks, 2014). 

Value added is a financial concept that can be explained by the difference 

between the cost of importing raw materials and the value of exports. Value is created 

only when people are prepared to pay for the price that represents the value that 

appears (Hines, 2012). 

From all definitions mentioned above, it can be concluded that value added 

refers to features or things that are added by business from the manufacturing process 

to the customer’ s post-service process.  It can be either tangible or intangible and 

focuses on creating a positive experience for customers. It gives more benefits to both 

the customers and the business owners. The value added is what customers take into 

consideration to make a purchase.  

Value judgment has been presented in several dimensions by several 

researchers (Lloyd et al., 2011; Sanchez, Callarisa, Rodriguez, & Moliner, 2006; 

Jillian C Sweeney & Soutar, 2001; J. C. Sweeney et al., 1999). Consumption theory is 

widespread developed which the results in knowledge about consumer behavior in the 

market. According to the literature review, it can be divided into seven dimensions of 

value added from a variety of disciplines as follows.  

1 )   Functional value:  It is the value associated with the level of 

utilization of a product or service when compared to other alternatives.  Functional 

value includes performance, reliability and durability which directly affect purchase 

intention behavior (Y. Wang, Po Lo, Chi, & Yang, 2004).  However, the functional 

value may have a significant impact on the purchase intention and re-purchase of 

consumers who focus on only utilization (Chang & Wildt, 1994; Valarie A. Zeithaml, 

1988).  

2 )   Social value:   It is the intention to be admired and accepted by 

society.  It involves developing friendly relationships with other people through 

rewarding and punishing behaviors which are the behaviors of significant social value 
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(J. C. Sweeney et al., 1999). Social value also describes well-being which is desired 

and acceptable by society. Social value is a type of behavior and belongs to an ethical 

group (J. C. Sweeney et al., 1999).  

3)  Emotional value:  It means choices based on feeling and aesthetics. 

Emotional value represents a focus on psychology, which can be enhanced by 

providing service experience in the right context (Pura, 2005).  This relationship can 

be made by the service staff because they are the persons who create trust, loyalty and 

friendship.  J. B. Cohen and Areni (1 9 9 1 )  stated that emotional impact is the most 

natural explanation.  Wherever emotions and feelings are expressed, it is a specific 

example of the effect that occurs.  Emotions are explained about the expression by a 

set of clear feelings.  It is associated with specific stimuli.  In other words, emotions 

and feelings are explained by nature.  Less emotional expression is from common 

things and caused by lack of stimulus (Fridja, 1993).  Emotions, feelings, and 

expectations for the experience gained are important to the selection behavior of the 

tourists.  Hull (1 9 9 0 )  stated that the most important impact on travel is to combine 

emotions and feelings which are the factors that influence the behavior and memory 

of the person for a long time even after that travel. The study of happiness can help to 

understand the well-being.  Individuals will assess their level of quality of life in the 

situation they are experiencing and make comparisons with other people with past 

experiences and expected future (Frey & Stutzer, 2002). Tourism Authority of 

Thailand-TAT (2014a) has planned marketing activities for Thai tourism. It has been 

planned to be used from 2014 onwards. Modern marketing is considered. Key issues 

include value creation by passing happiness or happiness you can share through travel 

experience exposing to Thainess.   Happiness is an important variable in increasing 

tourism value.  Happiness, therefore, is an important variable in value added of 

tourism.   

4)  Cultural value: Tourism can transform a local culture into a tourism 

product when religious ceremonies, local tradition and festivals are adjusted to meet 

the expectations of tourists (United Nations Environment Programme, n.d.).   The 

Minister of Tourism and Sports of Thailand ( Kobkarn Wattanavrangkul)  stated that 

the charm of Thai makes Thai people, Thai society and Thai culture different. 
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Thainess creates a unique identity that will create a competitive advantage for tourism 

in Thailand (Tourism Authority of Thailand, 2014).  

5 )  Conditional value: It refers to a set of situations that depend on the 

environment.  It is the value that is coupled with the object through specific 

environmental factors for utility or the perception of utility as a whole, through the 

choices that are derived from the specific set of situations that are facing at the 

moment influencing that decision (Sheth et al., 1991).  Conditional value that 

influences the situation, such as emergency situations, specific selling price, or 

shortage of resources affects the decision of the consumer which deviates from the 

pattern of normal behavior. The conditional value is caused by the temporary change 

of the elements or the value of the society.    

  6 )   Product value:  Product value is the effects of a continuous 

evaluative act by a consumer on being exposed to a product (Mattsson, 1991). The 

perceived product value is reflected by the quality of recommendation related to 

consumer perceived relevance of products and the level of match (Yoon, Hostler, 

Guo, & Guimaraes, 2013). Perceived product value is the result of the subjective 

consumer consideration of product benefits (Huber, Herrmann, & Henneberg, 2007). 

Perceived food product value mentioned to the customer appraisal of price 

acceptability, attractiveness, and worth of the food product under consideration (Y.-F. 

Wang, Chen, Lee, & Tsai, 2013). 

  7)  Location value:  Location is an environment that connects directly 

with consumers.  The location value includes size, architecture ( scenery) , grandeur, 

decoration, the variety of food available in the shop, the ability of the staff, service 

and friendliness provided to customers (J. Baker et al., 2002).  These identify the 

delivery of service quality. Location value consists of physical characteristics (such as 

spaciousness, a variety of food products, etc.) and the nature of the experience (such 

as the environment, entertainment). The food court is often different from the counter 

service serving light snacks and stalls selling food ( fast food)  as well as high-end 

restaurants ( full service)  and   from the small corner store to the big superstore 

because of the different infrastructure forms of consumption (Corrigan, 1997; Fiske, 

2000; Ritzer, 2005). These varieties of food services are provided everywhere.  Also, 

the environment is an important part of the atmosphere as well as the festival and 
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consumption experience (Bell & Valentine, 1997).  Location value also includes 

common expected features such as opening hours, clarity and cleanliness of food 

presentation, ease of purchase (Swoboda & Morschett, 2001) quick service ( such as 

drive through or take away) .  Location value is a very important asset in the fierce 

competition in food retailing, as well as in the hospitality and service industries. 

Glamor in service is at the heart and an important practice of the food chain that is 

relevant to consumers’ needs.  Consumers will offer the scope of service from a sense 

of comfort. Consumer motivation will be an indicator of what places that can access 

and use food services in a variety of ways (Bitner, 1992). 

  8) Trust value: Trust serves as a link between consumer perceptions 

and purchasing intentions (Pivato et al., 2008). Researchers had established that trust 

is important for building and maintaining long-term relationship (Singh & 

Sirdeshmukh, 2000). The most normally used characteristics of trust value are 

honesty, reliability, fulfillment, competence, quality, credibility, and benevolence 

(Kantsperger & Kunz, 2010).  

 

2.10 Experience economy  

 Introduction of experience economy  

In 1998, Pine Ii and H. Gilmore (1998) commented that after the business 

sector had focused on selling the product and then the focus was on service, the next 

change will be the focus on the sales experience. Consumers want a different 

experience, and the business sector must meet the different needs of customers by 

delivering a memorable experience. Pine Ii and H. Gilmore (1998) illustrated industry 

and business that rely on customer experience, including the travel industry. Many 

scholars stated that it is the natural experience of the tourism business (E. Cohen, 

1979; Quan & Wang, 2004; Sternberg, 1997; Uriely, 2005) and the most important 

aspects of travel experience are visiting, learning, enjoying and living in a different 

way of normal life and the environment (Stamboulis & Skayannis, 2003).  

 Pine Ii and H. Gilmore (1998) further commented that the experience can be 

analyzed in terms of two dimensions:  participation in consumer experience and 

linkage to experience ( Figure 2) .  In terms of participation, consumers may be 
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involved in both direct and indirect experiences.  Direct participation of consumers 

occurs when they are affected by that experience.  Participation in the indirect 

experience takes place when consumers are not affected by the experience 

themselves.  In terms of linkage, consumers can absorb the experience or be able to 

touch and learn by themselves. The absorption of the consumer experience takes place 

when there is obsession or time spent between the consumer and the experience.  In 

contrast, the absorption of the consumer experience will not occur without a 

preoccupation or a shared period between the consumer and the experience.  

  Pine Ii and H. Gilmore (1998) divided experience into four areas, consisting 

of entertainment, education, aesthetics and emancipation depending on the type of the 

participation of consumer experience. The entertainment experience is in the group of 

participating and absorbing the indirect experience of the consumer.  Education 

experience is characterized as being part of participating and absorbing the direct 

experience of the consumer. On the other hand, aesthetic experience is in the group of 

participating and absorbing the indirect experience. The experience of emancipation is 

characterized as participating and absorbing the direct experience.   

 

 

Figure 2.2 Four aspects of experience 

Source: Pine and Gilmore, 1999, p. 30 

 

 Eating out is more important than just the food and drinks the seller offers to 

consumers since it is about the overall experience of the customers, or in other aspects 

such as service quality, duration of service, surroundings, decoration, comfort and the 



71 

 

location of the restaurant.  These are important variables in creating a memorable 

experience for consumers (Andersson & Mossberg, 2004; Marshall & Bell, 2003; 

Mitchell & Walsh, 2004; Payne & Payne, 1993). Over a billion tourists in the world 

travel to try and taste recipes or go a long way to find exotic and special foods. Eating 

is a part of travel experience (World Tourism Organization-UNWTO, 2012).  Street 

food is a form of food service that reflects local culture and can be a good travel 

experience since localism can be understood in the context of the area through the 

products produced and sold or it can be held in terms of specialties or locality of the 

food, which can increase the value of goods when they are sold to other countries or 

region (Morris & Buller, 2003) as well as international tourists. The travel experience 

on the street food will have different scopes based on experience of each tourist.    

 

 Service experience  

Tourism is the main service industry, or the center of the service industry 

(Otto & Ritchie, 1995). Service experience is the concept of service experience that is 

the core of service and service design (Zomerdijk & Voss, 2010) which is the 

foundation of every business (Lusch & Vargo, 2006; Schembri, 2006; Vargo & 

Lusch, 2004).  It is also the feeling or the learning that comes from interacting with 

different dimensions from the context created by the service provider (Gupta & Vajic, 

2000).  Service experience is an important part of evaluation and satisfaction (Otto & 

Ritchie, 1995). In terms of tourism, understanding the phenomenon of experience is 

very important to the emotional and decision-making processes of the consumer 

(Wakefield & Blodgett, 1994). In addition, experience-building activities are 

important to perceived value (Bitner, 1992). 

 Pine Ii and H. Gilmore (1998) stated that the product or service should serve 

as a platform for the customer experience. Experience is separated from the product or 

service and offered to the customer in the form of value for money rather than goods 

or services. It consists of the elements that convey different indicators for services that 

there is work of the service providers behind.  These indicators are sensory 

representations of the service that includes visual, sound, taste and texture.   As a 

result, service experience is anything that customers perceive either visible or 

invisible (Sandström, Edvardsson, Kristensson, & Magnusson, 2008). Business sector 
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must provide a pleasurable experience for their customers to create value for their 

service users which is eating local food. 

 

2.11 Food and tourism  

 The importance of food for tourism  

Food and tourism are closely related and food is a major tourism resource 

(Henderson, 2004; Quan & Wang, 2004).  It is also important for physical life and 

every tourist has to eat when traveling.  Food can be the main motivation for 

physiological needs and other needs, and the need for food is the basis (Tikkanen, 

2007). Food causes leisure and entertainment, and serves social purposes.  Spending 

habits on food also indicate insight lifestyle (Bell & Valentine, 1 9 9 7 ) .  Food helps 

tourists better understand the differences of their culture and those of who interact 

with them (Hegarty & O’Mahony, 2001; J. Williams, 1997). This is something that 

has attracted the attention of scholars from a variety of disciplines, especially in 

relation to workers involved in food production and tourism and marketing planning 

(L. M. Long, 2013).  It is likely to be the condition for travel destinations and 

marketing in developed states in the west.  

After that, food has become the intention for the tourists (Enteleca Research 

and Consultancy, 2000) and activities such as learning about food are organized. 

Tourism related to food is called culinary tourism (Henderson, 2009) gastronomy 

tourism (A.-M. Hjalager & Richards, 2003) and tasting tourism (Boniface, 2017). 

Tourism which is about food or food tourism (Hall, Sharples, Mitchell, Macionis, & 

Cambourne, 2004) often includes alcoholic and non-alcoholic beverages (Hall, 2013). 

However, wine tourism studies are separated due to differences in marketing.   

General tourists have better attitudes when they have to decide what to eat and 

where to stay away from home.  Going out to eat and trying to eat the food of the 

country and local food are the things that tourists are willing to do on holiday and 

there are little differences for each type of tourists, such as business tourists, seminar 

group tourists, incentive tourist group and meeting and exhibition tourist group 

(Henderson, 2009).   Many tourists enjoy outdoor markets and indoor markets that 

vendors and customers go to spend on a daily basis. Special merchandises for tourists 
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are often closely linked with local goods.  They are the most popular and useful 

souvenirs. Consumption patterns may even change as tourists’ revisit. This is due to 

exposure to previously unknown foods and preparation. This observation is applied to 

the consumption of drinks on a holiday, which generally sees the opportunity to 

change mind and experiment with something new (World Tourism Organization, 

2003).  

Domestic and international tourists become adventurous and want to open up 

new experiences in the whole and especially about food. There are many tourists who 

are looking for authentic and traditional items that are believed to be found in local 

food and dining (P. C. Reynolds, 1993).  There is a tendency towards international 

standards and unity, as evidenced by the spread of fast-growing restaurant chains 

(Alfino, Caputo, & Wynyard, 1998). Tourism is a result of globalization and the need 

to balance the local and world cuisines, which are completely different, is needed.   

Eating experience is part of the overall perception and satisfaction of the 

tourism experience (Nield et al., 2000; Rimmington & Yüksel, 1998), and food has 

been accepted as having an impact on attitudes in decision making and tourist 

behavior (A. M. Hjalager & Corigliano, 2000). Bad quality and service failure can 

have a negative impact on health, travel and the reputation of travel destinations 

(Pendergast, 2006). 

 

 Street food  

Food is linked to the root of important cultures and it is a marketing 

promotional point for the country which is a tourist destination because it attracts the 

attention of the tourists who want to experience a part of the tourist attraction through 

the taste of local food (World Tourism Organization-UNWTO, 2012).  Street food 

provided in the local area is a form of food service that can reflect the culture and well 

attract the attention of tourists.  

2.11.2.1  Street food definitions    

There are many scholars have provided a means of street food, as 

follows, Simopoulos and Bhat (2000) Identified street food refers to ready food or 

drink sold along the street or other public places, such as markets or fairs.  Sellers 

often sell food from mobile food booths or food trucks. Same to D’Antuono (2012) 
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said that Street food is a variety of ready-to-eat food and beverages and sometimes it 

is prepared in public places, especially on the street including food from whole grains 

and fruits, cooked meat and drinks.  It is often sold in busy public areas such as 

sidewalks, streets, market, school, bus and train stations, beaches, parks and other 

public spaces, including land or water Department of City Planning of Bangkok 

Metropolitan (2 0 1 2 ) , especially in the street (Food and Agriculture Organization of 

the United Nations-FAO, 1989). It is served in the smallest amount for one person 

with a take-home container. The materials used to make food containers are different, 

such as disposable plastic, paper and foam in the form of glasses, dishes and eating 

utensils (Consumers International, n.d.). It is prepared and served quickly. Street food 

is usually eaten by hand or can be eaten while walking (Kraig & Sen, 2013). 

From the definitions of street food mentioned above and the context of 

the street food in Thailand, it can be concluded that street food is a ready-to-eat food 

or drink or can be prepared quickly and cheaply. The sellers prepare and / or sell food 

at the street or other public areas.  The places for selling street food include food 

booth, stalls, carts or both mobile and immobile trucks.  The lists of food and 

beverages are varied.  The food is usually packed in a disposable container.  The 

minimum amount of food and drink available is for one person. 

2.11.2.2  Street food in Bangkok  

Bangkok was voted for the World’s Best Award 2012 and was the best 

travel destination in Asia in 2012  by the Travel and Leisure magazine of the United 

States. Bangkok won this award for 3 consecutive years. Most tourists praise Bangkok 

as a tourist town that is well worth the money, with smiles and friendliness and there 

is a variety of food, especially street food. Tourists can use the service anywhere and 

anytime (Travel & Leisure magazine, 2013). Bangkok is also praised as one of the top 

ten places selling street food in Asia (CNN International, 2013). The taste street food 

is local taste and the charm of Thailand (TAT, 2012: 145). Street food in Bangkok is 

generally known to the gourmets who want to experience the taste and atmosphere of 

the restaurant reflecting local culture. International gourmets and writers as well as 

Tourism Authority of Thailand have recommended the interesting areas selling street 

food in Bangkok as follows.   
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 Virtual tourist (2012)  ranked ten cities with the best street food, and 

Bangkok was praised as the city with the best street food. It is said that Bangkok is an 

outstanding city in terms of variety of food and the number of street food restaurants. 

Members of Virtual Tourist recommended Soi Rambuttri, Khao-san Road as one of 

the best places selling street food in Bangkok.  Another area which was mostly 

recommended was Sukhumvit 38.   

   Vasudeva (2014), the author of in the webpage of New Delhi 

Television-NDTV stated that Bangkok is an exciting capital city, particularly street 

food with good taste that can attract tourists at Victory Monument, Sukhumvit 38, 

Chinatown, Patpong Night Market and   Chatuchak Market.  

The Tourism Authority of Thailand-TAT (2014b) has identified twelve 

interesting areas selling street food in Bangkok in the web page of the Thai Food 

Festival as follows:  Khao-san Road, Victory Monument, Yaowarat Road, Silom 

Road, Charoen Krung Road, Sam Yan, Lumpini Park, Tha-prachan Road, Tha-phra-

arthit Road, the Giant Swing (Sao Ching Cha) and Samranrat Road.   

 Go Backpacking (2011) wrote about street food in Bangkok that there 

are three main things for successful street food business or restaurants:  good 

atmosphere, cheap price and delicious taste.  For the restaurants in Bangkok, there is 

only one main reason that is the delicious taste.  Price is only one component. 

Although there are many street food restaurants in Bangkok, the recommended areas 

are Victory Monument, Ratchawatra Market or Sukhumvit 38 and Chinatown 

(Yaowarat).   

There is an article on the street food written by Greg Jorgensen, which 

stated that gourmets around the world talk about the street food culture in Bangkok 

and the best places for eating street food are Khao-san Road, Victory Monument, 

Charoen Krung Road, Tha-prachan Road, Soi Aree and Huay Kwang Market (CNN 

Travel, 2011).  

From the recommendations of preeminent street food areas in 

Bangkok mentioned above, it can be summarized in the table as follows table 3.  

Street food available in Bangkok serves for both local people and 

tourists who are interested in dining at reasonable prices and it also reflects the food 

culture and lifestyle of Bangkok people.  
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The government and Bangkok Metropolitan Administration ( BMA) 

and the Metropolitan Police have organized footpaths throughout Bangkok, starting in 

July 2014 (Matichon Online, 2014) for orderliness and allowing people to use the 

footpaths conveniently and reducing the impact on traffic problems. 

Table 2.3 Recommended street food areas in Bangkok 
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Go Backpacking 

(2011) 
                  

CNN Travel (2011)                   

Virtual tourist 

(2012) 
                  

National Statistical 

Office Thailand 

(2012) 

                  

Vasudeva (2014)                   

Lonelyplanet 

(2014) 

                  

Tourism Authority 

of Thailand-TAT 

(2014b) 

                  

K. Iverson (2016)                   

Source:  Go Backpacking, 2011; CNN International, 2011; VirtualTourist, 2012; 

National Statistical Office of Thailand, 2012; Vasudeva, 2014; Lonelyplanet, 2014; 

TAT, 2014 and Iverson, 2016 
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The areas that have been organized are as follows.      

  1) Ratchadamnoen Klang Road, Phranakorn is prohibited for 24 hours 

a day, starting from July 17th, 2014.  

  2)  Klong Lord and around the Supreme Court, Phranakhon, all trades 

are cancelled.  

  3) Sukhumvit 2 from Sukhumvit Soi 1-21, Wattana and Sukhumvit Soi 

2-14, Klongtoey, sellers are allowed to sell only from 7.00 p.m. - 02.00 a.m. 

  4) Around Victory Monument, Ratchathewi, sellers are allowed to sell 

at the same areas, but the new lines for setting up stalls are set, and from January 6 , 

2015 onwards, they are allowed to sell only at night.    

  5) In front of Siam Square, Pathumwan, sellers are allowed to sell only 

from 7.00 p.m. - 02.00 a.m.   

  6) In front of Central World, Pathumwan from 06.00 a.m.-3.00 p.m.,  

sellers have to set up the stalls with a single line, and from 5.00 p.m.  – 12.00 p.m. 

they have to set up the stalls with two lines and leave the middle aisle.     

  7 )  Sihaburanukit Road in front of Chatuchak Market 2 , Minburi, all 

trades are cancelled.   

  8) Sukhumvit Road in front of Soi Udom Suk, Bangna, 05 .00  a.m. -

11.00 p.m.  and 6.00 p.m. -02.00 a.m., the lines for setting up stalls are set and the 

sellers are required to follow the rules strictly.  

  9) Ramkhamhaeng Road, Bangkapi, it is allowed to set up stalls only at 

night from 7.00 p.m.- 02.00 a.m. The building owners are required to dismantle all the 

construction encroaching the public areas.   

  10) Around Chatuchak Market, all commercial stalls are prohibited.    

  1 1 )  In front of Wat Hua Lamphum Bang Rak, sellers are allowed to 

sell at night only from 7.00 p.m. - 02.00 a.m.     

  12) Sukhumvit Road at Soi Onnuch, Wattana, 05.00 a.m. -11.00 p.m.  

and 6 .0 0  p.m. -0 2 .0 0  a.m., the lines for setting up stalls are set and the sellers are 

required to follow the rules strictly. 

  1 3 )  In front of Siriraj Hospital, Bangkok Noi, temporarily permitted 

areas are canceled  and the entire trade is terminated.  
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  1 4 )  Ratchaprarop Road, Pratunam, Ratchathew, trade time is 1 0 .0 0 

a.m. -12.00 p.m., but the canvas must be removed. The lines for setting up stalls are 

set and the sellers are required to follow the rules strictly.   

  1 5 )  In front of Big C Shopping Center, Ratchadamri Road, 

Pathumwan, trading time is 05.00 a.m. - 11.00 p.m.  The lines for setting up stalls are 

set and the sellers are required to follow the rules strictly.   

  16) Phadung Krung Kasem, Pom Prap Sattru Phai, at 9.00 a.m. -3.00 

p.m., 200 stalls are set up with the single line. The remaining sellers have to draw lots 

to sell at night at 11.00 p.m. -05.00 a.m. the stalls are set up with two lines and the 

middle aisle is left.        

  1 7 )  Silom Road, Bangrak from the intersection of Rama Road IV to 

Silom Soi 7 and Silom Exit from Silom Soi 10 to the intersection of Rama Road IV, 

all trades at daytime are prohibited and only trading at night from 7.00  p.m.- 02 .00 

a.m. is allowed.   

  18) Khao-san Road, Phranakorn, the sellers are allowed to sell stuff at 

the same area.  However, the stalls with roof and awning attached to buildings are 

dismantled. The stalls are not allowed to set up to encroach to the road surface for 24 

hours.   

  1 9 ) Bang Kradi Road, Bangkhuntien,  stalls are allowed to set up  in 

front of the buildings.   

  2 0 )  The front of Phralan Road, Phrathat Road and Maha Rat Road 

from Tha Chang to Tha Tien, the entire trade is terminated for 24 hours.    

  21) In front of Major Ratchayothin Cinema, Soi Phaholyothin 33 -35 , 

Chatuchak,  the entire trade is terminated for 24 hours from December 1 5 th, 2014 

onwards and the sellers have to rent the space in SCB Park.  

  2 2 )  Khlong Thom Market, the entire trade is terminated from 

December 28th, 2014 onwards. From January 3, 2015 onwards, the laws are enforced 

seriously, except for the sellers in the temporarily permitted area. However, the stalls 

are needed to be improved according to the rules of Bangkok.  The sellers are not 

allowed to rent or occupy more than one stall.    

  23) Asoke Road, Watthana,  both sides of the road are not allowed to 

sell anything  from 06.00 a.m. -7.00 p.m.  from April 16th 2015, onwards. 
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  2 4 )  Huai Khwang Market, there were 599 sellers selling stuff on the 

footpaths which are the temporarily permitted areas, and all temporarily permitted 

areas are cancelled.  The second floor of the market which can accommodate 5 0 0 

sellers and the parking area of the National Housing Authority which can support 194 

sellers are used instead.   

From the arrangement of the footpaths above, there are 10 areas that are 

prohibited from setting stalls as follows.   

- Ratchadamnoen Klang Road, Klong Lord 

- Around the Supreme Court, Phranakhon  

- Sihaburanukit Road in front of Chatuchak Market 2, Minburi, 

- Around Chatuchak   Market  

- In front of Siriraj Hospital, Bangkok Noi, 

- The front of Phralan Road, Phrathat Road and Maha Rat Road 

- In front of Major Ratchayothin Cinema, Soi Phaholyothin 33-35, 

Chatuchak,   

- Khlong Thom Market 

- Footpaths at Huai Khwang Market   

- Sukhumvit 38 

From the information of street food areas in Bangkok presented in Table 2 .3 

and the locations that are not allowed to set up stalls and the researcher’s observation, 

there are only 3 known and popular destinations for international tourists to visit and 

eat street food: 1 )  Soi Rambuttri/ Khao-san Road, 2 )  Chinatown ( Yaowarat)  and 3) 

Chatuchak Market. This information is consistent with the information of the Tourism 

Authority of Thailand (National Statistical Office Thailand, 2012), stating that 

Chatuchak Market is one of the ten most popular tourist destinations in Thailand. 

According to the survey of Tourism Authority of Thailand 2011, which collected data 

from the international tourists from 69 countries, Chatuchak Market was only one 

tourist attraction in Bangkok that was ranked while the other tourist attractions were 

all beaches.  In addition, Khao-san Road and Yaowarat Road are tourist areas and 

popular places for street food.  They are recommended for international tourists 

visiting Bangkok (Suvarnabhumiairport, 2017; Thairath Online, 2016).  And CNN’ s 

news website was rated the best 23 cities for street food from Miami to Tokyo years 
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2017 stating to Bangkok's Chinatown is one of the best city districts for street food 

(CNN travel, 2017). The researcher, therefore, used these three street food areas for 

collecting the data in this research.   

 

2.12 Factor analytic models 

 Factor analysis is an expansive term showing to an assortment of statistical 

techniques that allow for estimating the populace level ( i. e. , unobserved)  structure 

underlying the varieties of observed variables and their interrelationships (Gorsuch, 

1983; J.-O. Kim & Mueller, 1978). The key idea fundamental factor analytic model is 

that a few variables of hypothetical premium can't be observed straightforwardly; 

these unobserved variables are named latent variables or factors.  Although latent 

variables can't be measured straightforwardly, data identified with them can be 

obtained indirectly way by noticing their impacts on observed variables accepted to 

represent them (Byrne, 2005).  The most established and best known statistical 

procedure for researching relations between sets of observed and latent variables is 

that of factor analysis.  In utilizing this way to deal with data analyses, researchers 

examine the covariation among an arrangement of observed variables to assemble 

information on the latent constructs ( i.e. , factors)  that underlie them.  There are two 

essential types of factor analyses:  exploratory factor investigation ( EFA)  and 

corroborative factor examination (CFA) (Byrne, 2005). 

 

 Identifying two species of factor analysis  

There are two techniques for " factor analysis": Exploratory and confirmatory 

factor analyses (B. Thompson, 2004). Though the two methods are utilized to inspect 

the hidden factor structure of the information, they assume quite different roles in 

terms of the purpose of given research: One is utilized for hypothesis building, while 

the other is utilized fundamentally for hypothesis testing (Matsunaga, 2010). 

 Exploratory factor analysis ( EFA)  is utilized when researchers have little 

thoughts regarding the underlying mechanisms of the target phenomena, and 

subsequently, are uncertain of how variables would work versus each other. 

Accordingly, researchers use EFA to distinguish an arrangement of unobserved ( i.e., 



81 

 

latent) factors that remake the complexity of the observed (i.e., show) information in 

an essential form (Matsunaga, 2010).  By " essential form,"  it implies that the factor 

arrangement separated from an EFA ought to hold extremely essential data accessible 

from the original data ( e. g. , between- individual variability and the covariance 

between the develop under investigation and other related constructs)  while 

superfluous as well as repetitive information, and in addition commotions prompted 

by sampling/measurement errors, are removed. Expressed in an unexpected way, EFA 

is an instrument expected to help create a new theory by investigating latent factors 

that best accounts for the varieties and interrelationships of the manifest variables 

(Henson & Roberts, 2006). 

 Note that this type of factor analysis is utilized to evaluate the obscure 

structure of the data.  This is a basic point that recognizes EFA from principal 

component analysis (PCA), which is regularly confused with EFA and in this manner 

abused as its substitute or variation (Henson & Roberts, 2006).  PCA, however, is 

essentially different from EFA because that not at all like factor analysis, PCA is 

utilized to compress the data available from the given arrangement of availables and 

lessen it into a less number of component (Fabrigar, Wegener, MacCallum, & 

Strahan, 1999). 

 An essential implication is that, in PCA, the observed things are accepted to 

have been evaluated without measurement error. Subsequently, though both PCA and 

EFA are computed based on correlation matrices, the former assumes the value of 

1.00 (i.e., perfect reliability) in the diagonal components while the last uses reliability 

estimates. Consequently, PCA does not give a substitute of EFA in either hypothetical 

or statistical sense (Matsunaga, 2010). 

 On the other hand, confirmatory factor analysis ( CFA)  is utilized to test a 

current hypothesis. It speculates an a priori model of the fundamental structure of the 

objective construct and examines if this model fits the data sufficiently (Bandalos, 

1996). The match between the hypothesized CFA model and the observed information 

is assessed in the light of different fit statistics.  Utilizing those indices, researchers 

decide whether their model represents the information well enough by counseling 

accepted standards (for exchanges on the gauges for CFA model evaluation, see (L. t. 

Hu & Bentler, 1999; Kline, 2015; Marsh, Hau, & Wen, 2004). 
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 Exploratory Factor Analysis (EFA) 

EFA is utilized when a researcher wants to find the number of factor affecting 

variables and to analyze which variabl 'go together' (DeCoster, 1998) or to group the 

variables together and the variables that cannot be classified into any group were cut 

off (Siljaru, 2012).  An essential hypothesis of EFA is that there are normal ' latent ' 

factors to be found in the dataset, and the objective is to locate the smallest number of 

common factors that will represent the correlations (McDonald, 2014).  Another 

approach to look at factor analysis is to call the dependent variables 'surface attributes 

' and the fundamental structures (factors) ' internal attributes ' (Tucker & MacCallum, 

1997). 

To play out a factor analysis, there must be univariate and multivariate 

normality inside the data (Child, 2006).  It is likewise essential that there is a 

nonattendance of univariate and multivariate outliers (Field, 2013).  Additionally, a 

determining factor is based on the suspicion that there is a linear relationship between 

the factors and the variables when computing the correlations (Gorsuch, 1983). For 

something to be labeled as a factor it ought to have no less than 3 variables, in spite of 

the fact that this relies upon the design of the study (Tabachnick & Fidell, 2007). As a 

general guide, rotated factors that have 2 or fewer variables ought to be deciphered 

with caution.   A factor with two variables is just considered reliable when the 

variables are highly correlated with each another ( r > . 70)  however genuinely 

uncorrelated with other variables.  The four following criteria were used.  ( 1) A 

statistically significant Bartlett’s test and a Kaiser-Meyer-Olkin (KMO) statistic 

above .80 (Beavers et al., 2013) ( 2)  Factor loading value must be greater than 0.50 

(Siljaru, 2012; Vanichbuncha, 2009). (3) Eigenvalues must be greater than or equal to 

one (Costello & Osborne, 2005). (4) Cumulative variance percentage must be greater 

than 60 percent (Siljaru, 2012; Vanichbuncha, 2009). 

  2.12.2.1 Sample size  

  While sample size is imperative in factor analysis, there are differing 

assessments, and a few directing dependable guidelines are cited to in the literature            

(Gorsuch, 1983; J. F. Hair, Anderson, Tatham, & Black, 1998; Hogarty, Hines, 

Kromrey, Ferron, & Mumford, 2005; Tabachnick & Fidell, 2007). The lack of 

agreement is noted by Hogarty et al. (2005) who expressed that these " disparate 
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[sample size] recommendations have not served researchers well". General introduces 

incorporate, Tabachnick’ s rule of thumb that recommends having no less than 300 

cases are required factor analysis (Tabachnick & Fidell, 2007). J. F. Hair et al. (1 998 ) 

proposed that sample sizes ought to be 100 or more prominent. Several of textbooks 

(Gorsuch, 1983; J. F. Hair et al., 1998; Pett, Lackey, & Sullivan, 2003; Tabachnick & 

Fidell, 2007) refer to crafted by Comrey and Lee (2013) in their manual for test sizes: 

100 as poor, 200 as fair, 300 as good, 500 as very good, and 1000 or more as 

excellent.  As indicated by Fabrigar et al. (1999), referred to in Henson and Roberts 

(2006) such general of thumb can at times be misleading and regularly don't consider 

huge account many of the complex dynamics of a factor analysis "  They illustrated 

that when communalities are high ( greater than . 60)  and each factor is defined by 

several items, sample sizes can actually be relatively small"  (Henson & Roberts, 

2006).  Others, for example, Guadagnoli and Velicer found that arrangements with 

correlation coefficients >. 80 require smaller sample sizes (Guadagnoli & Velicer, 

1988), while Sapnas and Zeller (2002) indicate that even 50 cases may be adequate 

for factor analysis.  As can be seen, the proposed sample size required to complete a 

factor analysis of a group of items that contributors have responded to, varies greatly. 

  2.12.2.2 Limitations of EFA  

  One of the confinements of this technique is that naming the factors 

can be doubtful.  Factor names may not precisely reflect the variables within the 

factor. Further, a few factors are hard to interpret because they may stack onto more 

than one factor which is known as split loadings.  These variables may connect with 

each another to produce a factor in spite of having little underlying meaning for the 

factor (Tabachnick & Fidell, 2007).   At last, researchers need to direct a study 

utilizing a large sample at a particular point in time to ensure reliability for the factors. 

It isn't prescribed to pool results from several samples or from an indistinguishable 

sample at different points in time from these methods may cloud the findings 

(Tabachnick & Fidell, 2007). In that capacity, the findings from factor analysis can be 

hard to replicate. 
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 Model development 

The model refers to a conceptual framework of the procedure and the criteria 

of the system that can be used as a guideline to achieve the objectives (Pengsawas, 

2010). Willer (1 9 6 7 )  said that the development model generally divided into two 

stages include 1)  Construct the model and 2)  finding the validity of the model, each 

step is detailed below (Pengsawas, 2010); 

  Step 1 Creation or model development 

  In this process, the researcher will make or model development prior to 

the hypothesis (Hypothesis Model) by study the concept, theory and research findings 

concerned.  To determine the elements or variables within the model, as well as the 

relationship between elements or those variables or the order of each element in the 

model, so the development in this stage will rely on the principle of rationality is the 

important foundation. By the start of the study and research related documents. Then 

be studied in context and preparation model in the final stages. 

  Step 2 Validation of the model 

  After that has developed in the first step, and the need to test the 

validity of the model because the model even developed by results from theory and 

conceptual of the other academics or the results of past research, but it is only a model 

based on assumptions.  The need to check accuracy of the model is appropriate or 

model efficiency as intended or not, by collecting data in a situation or experiment the 

model in a real situation, that will help to know the influence or importance of 

elements or variables in the model.  The researcher may improve the new model by 

cutting elements or variables showed no effect or a low priority from the model, 

which will have formed a more suitable.  

  Model testing can be done in four ways as;  

- Model testing by evaluating the required standards, the test model 

with evaluation by a panel of experts to assess the parameters of 

the model.  

- Model testing with the assessment by experts with estimation of 

parameters of model or performance testing by using statistical 

method. 

- Model testing by survey of relevant personnel. 
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- Model testing by model using the model. 

In this study, model testing was conducted by interviewing relevant personnel 

through in-depth interviews and focus group discussions. 

 Keeves ( 1988, p.561-565)  has classified into 4 model types, including to 1) 

Analogue Model is the physical format is mostly used in science, 2) Semantic Model 

is a model language as media to describe or explain the phenomenon that studies with 

language, chart or photos in order to see the structure of the elements and the relation 

of the elements of the phenomenon, 3) Mathematical Model is a model used to show 

the relationship of the elements or variables by using mathematical symbols and 4) 

Causal Model, concept of this model is built on the relevant theories or research. The 

model is written in the linear equation and shows the relationships of each equation. 

This in this study is to create a model by outlining a causal model diagram and 

description. 

 Pengsawas (2010) have identified the characteristics of good model that 

should look as follows; 

The model should include the structural relationship between variables 

more than ordinary linear relationship.  However, a linear relationship is useful in a 

range of model development. 

- The model should lead to the prediction of the consequences. 

Which can be checked with the empirical data by the test model 

and then if it appears that not consistent with the empirical data, 

that the model must be cancelled. 

- The model should explain the reason for the correlation structure of 

the study clearly. 

- The model should be the tool to create a new concept and create a 

relationship of new variables.  This increases the body of 

Knowledge on the subject that is studied. 

- A characteristic of the model is based on the theory of the subject. 
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2.13 Related research studies 

Sumaedi and Yarmen (2015) studied the measuring perceived service quality 

of fast food restaurant in islamic country. The study aims to propose a service quality 

model that is explicitly intended for estimating perceived service quality of fast food 

restaurant in Islamic Country. The proposed service quality model has three result 

quality measurements, which comprise of two general service quality measurements 

(waiting time, food quality) and one Islamic service quality measurement (Halal 

food). Furthermore, the proposed model includes three interaction quality dimensions, 

which incorporates two general service quality dimensions (personnel, process) and 

one Islamic service quality dimension (Islamic related expertise). 

P.-H. Wu, Huang, and Chou (2014) studied on service expectation, perceived 

service quality, and customer satisfaction in food and beverage industry. The study 

shows that service quality appears to be the most critical issue for the satisfaction of 

food and beverage customers. Service gap between service expectation and perceived 

service is impacted by perceived service quality. Customers have a high prior service 

expectation incite a negative effect on perceived service gap. A high service 

expectation may induce a little high perceived service quality, yet cannot actuate high 

satisfaction. 

Wijaya, King, Morrison, and Nguyen (2017) studied the destination 

encounters with local food in a case study of the experience of international visitors in 

Indonesia. This study intended to identify international visitor preconceptions of local 

Indonesian food and the underlying components affecting expectations prior to them 

in-country experience of dining on local food. A questionnaire-based survey that was 

managed to 349 international visitors distinguished seven factors underlying their 

expectations: staff quality, sensory attributes, food uniqueness, local servicescapes, 

food authenticity, food familiarity, and food variety. A number of significantly 

different dining expectations were additionally featured between first-time and repeat 

visitors. 

Torres Chavarria and Phakdee-auksorn (2017) studied the understanding 

international tourists' attitudes towards street food in Phuket, Thailand. The study 

aims to describe the general attitude of international tourists towards street food in 
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Phuket, as well as to identify what dimensions are most important in predicting their 

behavioral intentions. This study surveyed 294 international tourists, and utilizing a 

multiple regression model, iden-tified that out of 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. In addition, it is 

necessary to change the perception of tourists on the hygiene of street food vendors in 

Phuket, by initiating a program to enhance street food sanitation and production 

standards. Such program could include training for street food vendors, thorough 

sanitary control, and even a ranking system to identify which street vendors follow 

stricter food production standards. 

H. Song, Van der Veen, Li, and Chen (2012) conducted a survey on the 

satisfaction of Chinese tourists towards Hong Kong using the Tourism Satisfaction 

Index.  Travel businesses, including hotels, restaurants, transportation business, tour 

operators, retailers and public services such as immigration and police stations were  

suveryed.  An 1 1 -rating scale was used.  The results of the research revealed that 

tourists paid close attention to the value of their money if the business owners wanted 

the tourists to be satisfied with their service performance.  For the relationship 

between expectation and service performance, increasing tourist expectation may 

increase the standard for product evaluation.  For the connection between the tourist 

expectation and the evaluation of service and the tourist expectation leading to the 

tourist satisfaction, it was found that the increase in tourist expectations may not have 

the effect or affect only a small degree of satisfaction, or it may lead to a reduction in 

the level of tourist satisfaction. The connection between service valuation and tourist 

satisfaction was positive and significant for all dimensions. So, it can be predicted that 

if tourists feel the value of money from the service, the satisfaction is likely to be 

higher.  

Tourism Authority of Thailand did the project of studying the image of 

tourism in Thailand in the views of international tourists.  The results of the study 

showed that there were two factors affecting the tourist destination image:  personal 

factors and stimulus factors (Baloglu and McCleary, 1999 cited in Tourism Authority 

of Thailand, n.d.:  8 0 ) .   Both   factors affected the destination image.  The personal 

factors are composed of psychological factors and social factors.  The psychological 
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factors are the needs arising from the mental state and affect the destination image, 

consisting of value for travel. Value for travel is a variable that tourists recognize the 

value received from tourism, which contributes to the pattern of tourism behavior. 

Motivation is the stimulus or drive pushing tourists to want to travel to places. 

Personality of the traveler reflects the identity of each person which influences 

attitude and behavior patterns and it is the response of the person to the different 

surroundings.   Social factors are the factors influencing the perceived image, the 

feeling towards the image and overall image evaluation.  Social factors include age 

which affects perception and evaluation of feelings towards the place.  Old tourists 

tend to evaluate the image and value of tourist attractions in the lower level than that 

of younger tourists.  For education, educated people have advantages in the field of 

education, so they more information, find out more about life, or have more travel 

experience than people with less education.  For marital status, single tourists and 

married tourists may have different information-processing processes. They may also 

have different feelings towards destination image and it affects choices of patterns or 

travel behaviors.  Single people like adventure   and the traveling that emphasizes 

mobility than those who have family with children, as well as less costly travel than 

travel with family.  Other social factors such as occupation and income, may affect 

different perception and evaluation towards the destination image.  Stimulus factors 

include information sources which are the factors that make a tourist recognize the 

tourist attraction and the destination image or the country.  The information sources 

consist of two factors, the type of media and the amount of media acquired. Previous 

experience affects the destination image, the satisfaction of tourists, the return of the 

tourists, word of mouth and distribution of information and images of the tourist 

attractions in various news sources. The tourists, therefore, are aware and interested to 

visit the tourist attractions.   

 Hubanic and Hubanic (2009) studied the identity and the   image of brand. It 

was found that consumers’ attitudes were determined by the product attributes or the 

special characteristics of the products and services, value-added to the consumers, 

word-of-mount, advertisement, and customer’ s value.  These were important 

components when consumers made a choice on a brand.  The choice was based on 
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brand image and and service on the quality experience of the brand the consumers 

were informed.   

 Ab Karim and Chi (2010) studied on a source for destination attraction related 

to food.  A comparative study was carried out in the three countries, namely, France, 

Italy, and Thailand.  The comparison of the food image by the stratified random 

method was divided into 7 levels:  1:   strongly disagree, and 7 strongly agree.  The 

food image in three dimensions was compared:  1) food and cooking consisting of a 

variety of foods, good quality of food, local food, attractiveness in food presentation, 

import of raw materials and taste of food, 2)  restaurants consisting of reasonable 

price, number of attracting restaurants, access to restaurants,  a variety of restaurants, 

service with friendship, availability of English menu, and  3 )  the links of food and 

tourism activities, including local food and wine, package tours involving food and 

wine, different cultural experiences, opportunity to visit the market along the way, the 

identity of the carts for street food sales, a variety of activities related to food such as 

cooking classes, farm visits, and the academic work on food and tourism. The results 

of the research showed that Thailand was ranked the first for the import of raw 

materials, reasonable price, availability of English menu, different cultural 

experiences, opportunity to visit the market along the way and the identity of the carts 

for street food sales.  For the quality of food, local food, attractiveness in food 

presentation, number of attracting restaurants, local food and wine, package tours 

involving food and wine, a variety of activities related to food and the academic work 

on food and tourism Thailand was ranked the third.     

 Rajagopal (2 0 1 0 )  studied the influence of the street market on consumer 

behavior in urban areas in Mexico.  It was found that the classification criteria for 

stalls included stalls for selling fruit and vegetables (16.67% ) , stalls selling grocery 

and seasoning ( 20. 0% ) , stalls selling food ( 20. 0% ) , stalls selling jewelry and 

cosmetics (10.0% ) , stalls selling clothing (10.0% ) , stalls selling music and movies 

(10.0%) and other stalls (13.33%). In terms of shopping habits of urban people on the 

street market, it was based on physical satisfaction, which was related to resource 

access, market attractiveness, customer satisfaction as well as the characteristics of 

customers’ spending and the relationships with consumers.  
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 Sancho Esper and Álvarez Rateike (2 0 1 0 )  studied about the image of travel 

destinations and motivations in a case study of Spanish tourists to Mexico.  It was 

found that tourists often had a certain destination related to their attitudes toward the 

destination.  Tourism behavior was the result of the understanding of tourists on the 

tourist attractions.  

  Ratnithiphong ( 2011:  abstract)  studied Factors affecting the street food 

consumption behavior of working-age consumers on Silom Road.  It was found that 

most respondents were female aged between 20-30 years, holding bachelor degree, 

working at private companies. Monthly income was about 20,000 baht. The frequency 

of consuming the food from street vendors was 3-4 days a week. The average expense 

was 51-100 baht. Most of them consumed food at lunch. The most favorite food was 

rice and curry or noodle.     

 Nirathron (2005) studied on “Street Food Vending: Success and Indicators”. 

The data were collected by 1) interviewing 236 mobile food vendors, 508 fixed food 

vendors and 385 customers of street foods in Klong Toey and Din Daeng districts; 2) 

group discussion among Khlong Toey and Din Daeng traders 2 times, 3)  in-depth 

interview with 8 mobile food vendors and 12 fixed food vendors who were successful 

in different levels and 4) interviewing the present Governor of Bangkok, the Director 

of City Patrol Division and the former Governor of Bangkok, Mr.  Bhichit Rattakul, 

who played a key role in enhancing food sanitation among food vendors.   The study 

revealed that the persistence of street food vending activities in Bangkok was 

attributed to many factors, namely the paradigm shifts in employment which resulted 

from globalization which affected domestic employment.  The employment 

opportunities were more limited when combined with national conditions, including 

street food vending in Bangkok, economic development strategies focusing on the 

development of industry.  For the development of Bangkok, the food culture which 

reflected in variety of foods and public eating and finally the role of the government 

which directly and indirectly contributed to the persistence of food vending activities. 

As a result, the street food played a significant role in generating income for people. 

The importance of street food also reflected in the buyers’  information, which 

indicated the frequency of street food purchases, the amount of money paid for buying 

food each day, as well as the viewpoints of the buyers on the necessity of street food 
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vending in Bangkok.  The successful indicators of all street food sellers at every level 

of success included self-confidence, knowledge of sources of cheap raw materials, 

financial planning, a location near community, a stable location near the commercial 

areas. The product indicators included hygiene, taste and price of food. The merchant 

indicators covered the sellers’ manner and hygiene.    

 Chaladsue Magazine and Suan Dusit Poll, Suan Dusit Rajabhat University 

(2012) surveyed people in Bangkok Metropolitan Region towards street food services 

in late February 2012.  The most common street food was noodles and papaya salad, 

followed by roasted or fried food.  Also, 30 percent of people in Bangkok 

Metropolitan Region bought street food every day. In addition, for almost 40 percent, 

although they did not buy street food every day, they bought it several times a week. 

The first reason for buying street food was convenience, followed by price and limited 

time.  The cost of buying street was 50 - 100 baht.   Also, 70 percent of the samples 

were quite satisfied with the hygiene of street food while 25 percent thought that the 

improvement was needed.  The most common problems faced by eating street food 

included dirty selling place, not fresh or smelly food, followed by foreign substances 

in food. In addition, 60 percent of the samples were sick from eating street food, while 

36 percent had never been sick. The top three things that the majority of the samples 

expected included hygiene, good ventilation, and the selling area located not far from 

trash or drain and the selling area not located in the dusty area. Moreover, 60 percent 

of the samples were satisfied with the sellers’ hygiene while another 30 percent were 

not.  For the personalities of cooks and assistants, the highest expectation of most 

samples was that the cooks and the assistants should have short and clean nails, 

followed by wearing clean clothes and not wearing jewelry.  The top three 

expectations on the facilities included having a place for hand washing, followed by 

having enough water for washing dishes and having clean tables and chairs.  In 

addition, the improvement on hygiene is needed.  Also, the top three things the 

customers want to see were:  having food covers, clean containers and odorless 

containers.   

 Webster (1989) presented the technique of deciding the distinctions among the 

demographic characteristics while deciding expectations, analysis of variance 

(ANOVA)  was utilized to decide whether the gap factor score means varied among 
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different demographic characteristics.  Discoveries showed that only three of the 

characteristics, race, conjugal status, and income, yielded huge differences at the 0.10 

level in uniqueness of service quality. 

  (1)  Race:  Caucasian respondents showed a higher gap mean amongst 

expectations and perceptions for Factor 4, convenience, more so than non-white 

respondents (p = 0.0303). 

  ( 2)  Marital status:  Married respondents noticed the greatest 

dissimilarity amongst expectations and perceptions for Factor 2, reliability, than 

single respondents 

(p = 0.0008). 

  (3) Income: Higher income families (acquiring $35,000 and more) had 

more noteworthy inconsistencies regarding expectations and perceptions than lower 

income respondents ( p =  0. 0751)  for the reliability factor.  Age and sex were not 

critical at the 0.10 level. 

  Analysis of fluctuation gave prove that mean differences occurred 

amongst expectations and perceptions among demographic characteristics in regards 

to two components, reliability and convenience.  Higher income family units 

( procuring $35,000 and more)  and wedded respondents held more noteworthy 

uniqueness with the reliability factor than their lower wage, single counterpart. 

 



 

 

 

 

CONCEPTUAL FRAMEWORK AND METHODOLOGY 

 

 

 A mixed method was employed in the study of A value-added model in food 

tourism services in a case study of street food in Bangkok, Thailand.  The data were 

collected from two questionnaires and an interview forms from the samples of the 

research as: international tourist and academics involved in tourism department. The 

conceptual framework and the methodology were as follows. 

 

3.1 Variables  

 3.1.1 Independent Variables  

 There are two parts of independent variables. 

 1 )  Tourist demographic:  This includes gender, generation, nationality, 

educational level, occupation, travel companions and average pocket money per 

person/per trip. 

 2)  Service quality or SERVQUAL model:  This includes expectation and 

perception in service quality of street food of international tourists.   Each aspect 

consists of the following elements:   reliability, assurance, tangibles, empathy, and 

responsiveness.  

 

 3.1.2    Dependent Variables  

 1)  Perceived value: It consists of the variables obtained from the exploratory 

factor analysis (EFA) of the perceived value in food and beverage industry, in 

general, according to the research process, these include: functional value, street food 

and beverage value, emotional value and trust value.   
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3.2 Conceptual framework  

 The conceptual framework of the study was as follows.  

 

Figure 3.1 Conceptual framework 

 

 From the literature review, there are extensive academic discussions on 

quality, value, and satisfaction. There has been an attempt to explain the relationship 

of these three structures in service management ( Cronin et al., 2 0 0 0 ; Gallarza & 

Saura, 2006; Hellier et al., 2003; Lai et al., 2009; James F Petrick, 2004). It was found 

that quality and value are the sources of satisfaction.  The key factor affecting the 

changes in perceived value is a customer (Bradley & Sparks, 2012) and the different 

of expectation and perception on tourism of tourist based on individuals.  Expectation 

and perception are important dimensions in measuring the service quality. In addition, 

the expectation of tourists also reflects the commitment to inner values and is the 

feeling of the person involving in the behavior expressed (Schwartz, 1977). Moreover, 

expectation and perception are also important elements in measuring the service 

quality. The gap between the expectation and the perception of consumers can predict 

the service quality (Asubonteng et al., 1 9 9 6 ; Dotchin & Oakland, 1 9 9 4 ; Lewis & 
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Mitchell, 1 9 9 0 ; Wisniewski, 1 9 9 6 ) .  In addition, service quality can predict the 

differences between the expectation and the perception about the consumer service, 

which results in satisfaction.  If the expectation is higher than the efficiency of the 

service, the perceived value is low, which results in dissatisfaction (Lewis & Mitchell, 

1990; A. Parasuraman et al., 1985).  Due to the differences between the expectation 

and the perceived consumer service, there is a gap in service quality. It is also used to 

measure the value structure (Athanassopoulos, 2000; Hallowell, 1996).  Satisfaction 

will occur only when the tourist compares the advanced expectation to the service 

performance received.  Therefore, the expectation is used to measure the value 

structure (Athanassopoulos, 2000; Hallowell, 1996).  This study, therefore, evaluated 

both the expectation and the perception of service quality in order to understand the 

gap of both elements affecting the perceived value of the tourists.    

 In addition, many studies have supported the idea that quality is an indicator of 

perceived value (J. Baker et al., 2002; Cronin et al., 2000; A. Parasuraman & Grewal, 

2000). That is, quality has a positive effect on perceived value (Cronin et al., 2000 ; 

Spreng et al., 1 9 9 6 ) . Perceived value of the customer is an important component of 

consumer behavior and customer purchasing behavior ( Bolton & Drew, 1 9 9 1 b; 

Sweemey et al., 1 9 9 9 ; Valarie A. Zeithaml, 1 9 8 8 ) .  A.  Parasuraman et al. (1988) 

stated that service quality has a positive effect on perceived value.  This idea was 

consistent with Groth and Dye (1999) which stated that perceived value of consumers 

comes from both service and quality of service.  Moreover, several studies have 

concluded that service quality significantly influences perceived value ( Fullerton, 

2005 ; Turel & Serenko, 2 006 ; Yuan & Wu, 2 008). Perceived value is the overall 

evaluation of the customer related to service rather than perceived quality (Bolton & 

Drew, 1991b). Perceived value, therefore, was the dependent variable in this research. 

 In addition, perceived value assume vital parts in industries with high 

customer involvement (Angur, Nataraajan, & Jahera Jr, 1999) that we identify with 

the components or benefits that enhance customer-perceived value on an episode 

basis, e.g. superior product quality, brand/image, tailoring, supporting services, etc, 

our decision is that these advantages maybe are not the most aspects to the customer 

in a long-term relationship (Ravald & Grönroos, 1996). These value-adding attributes 

are unquestionably of major importance for the customer when they chooses between 



96 

 

various providers and the likelihood for repurchase is without a doubt more 

noteworthy if the company succeeds with regards to giving something unique and of 

value to the customer (Ravald & Grönroos, 1996). The goal of value added should be 

to create a positive experience for the customer.  A good experience must be 

composed of emotions and affect feelings which create additional benefits for both 

customers and business owners (Tourist Attractions & Parks, 2014). From the 

importance of value added, in this study with an attention on the value added to add 

value to street food. The street food, which reflects the culture and lifestyle of the 

locality to promote food tourism in Bangkok, Thailand 

 

3.3 Research hypotheses 

 There were two hypotheses in this research.   

1) The expectation of the service quality of street food restaurants in 

Bangkok influences the perceived value factors of international tourists.   

2) The perception of the service quality of street food restaurants in 

Bangkok influences the perceived value factors of international tourists.   

 

3.4 Methodology 

This study was mixed method research using qualitative research and 

quantitative research to collect data.  The methods used by the researcher were as 

follows: 

 

 Unit of analysis  

 The unit of analysis in this research was divided according to the following 

research method.  

  3.4.1.1. Qualitative research 

Objective: 1 . 1 ) To identify key perceived value dimensions in the 

food and beverage service industry, in general, which is the process of qualitative 

research. 
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Data source:  In order to answer objective 1.1, the secondary data of 

perceived value dimensions of food and beverage services were collected from 

relevant academic documents such as research studies, dissertations, research papers, 

and academic journals in both Thailand and abroad as well as reliable online media. 

Population and sample groups: In the research process to answer the 

objective 1.1, they were relevant academic documents such as research studies, 

dissertations, research papers, and academic journals in both Thailand and abroad as 

well as reliable online media that can be searched from Library and Information 

Center: NIDA and other sources. 

Random sampling method:  In the research process to answer 

objective 1.1, the important information and related research from related academic 

papers were selected. 

Research tools:  Description and analytical tables were used in the 

research process to answer objective 1.1.  

Data analysis:  In order to answer objective 1.1, the researcher did a 

descriptive analysis. 

 Objective: 3. 2) To conclude the value-added model in food tourism 

services in a case study of street food in Bangkok, Thailand, and practice guidelines 

which are the process of qualitative research.  

Data source:  In order to answer objective 3.2, the source of data was 

from the second interview forms by in-depth interview was administered with the 

academics, employed to obtain the suggestions and the conclusion of the value-added 

model in food tourism services in a case study of street food in Bangkok, Thailand. 

The questions were developed from the draft of a model; the researcher drafts a model 

from the analysis of MRA in objectives 3.1 by choosing only those factors that have a 

statistically significant that can predict the equations (P<0 . 0 5 .   Wherewith more 

information, as well as wider and deep information, will be obtained from the focus 

group (Goldman, 1962) that the members of focus group discussion should be similar 

in age, occupation, and other qualities since these affect the interaction among the 

participants (Carey, 1994). 

Population and sample groups:  In order to answer objective 3.2, the 

population group included the academics in Bangkok.  The samples were the 
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academics involved in the tourism department, such as the academics from 

government agencies, the academics from the private sector, the academics from state 

enterprise organizations, the academics from the education sector and the academics 

from other associations related to street food in Bangkok regarding management or 

conducting relevant academic work.  

Random sampling method:  In the research process to answer 

objective 3.2, the academics samples, non-probability sampling method which was 

purposive sampling was used to select academics by collected data until the data was 

saturation. 

Research tools: In the research process to answer objective 3.2, a 

semi-structured interview form was used for an in-depth interview. 

Data analysis:  In the research process to answer objective 3.2, 

descriptive analysis was used by the researcher to extract the data from the in-depth 

interview.   After that, the data were analyzed by interpreting and summarizing the 

form of description, tables or diagrams, and the summary was made in order to create 

a value-added model in food tourism services in a case study of street food in 

Bangkok, Thailand.  

 3.4.1.2. Quantitative research    

Objective: 1.2) To explore key perceived value within the context of 

street food in Bangkok which is the process of quantitative research. 

Data source:  In the research process to answer objective 1.2, the 

primary data were collected by the first questionnaire in order to determine the 

important levels of the perceived value components under the context of street food in 

Bangkok from international tourists. The Exploratory Factor Analysis ( EFA)  was 

used to analyze, and a group of factor acquired has come to adopt a summary of 

answers to objective 1. 

Population and sample groups:  In the research process to answer 

objective 1.2, the population included the international tourists visiting Bangkok, the 

samples are the international tourists traveling to Bangkok whose ages are 1 5  years 

old or over who have been or are in the process of receiving street food service in 
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Bangkok in three research areas. (from the literature review): 1) Soi Rambuttri/ Khao-

san Road 2) Chinatown or Yaowarat and 3) Chatuchak Market. 

Random sampling method:  In the research process to answer 

objective 1.2, purposive sampling method was employed to select 390 national 

tourists for responding to the questionnaire.  

Research tools:  In the research process, the first questionnaire with a 

5-point rating scale was used to answer objective 1.2. 

Data analysis: In the research process to answer objective 1.2, the EFA 

was used with the SPSS program to describe the relationships of variables, which 

were in the same latent variables more clearly.  The unimportant variables were cut 

off, and the variables related to each other were combined. The four following criteria 

were used, which are (1)  KMO value must be greater than 0.50. , (2)  factor loading 

value must be greater than 0.50. , ( 3)  eigenvalues must be greater than 1. , and ( 4) 

cumulative variance percentage must be greater than 60 percent (Siljaru, 2012; 

Vanichbuncha, 2009).  The results of EFA analysis were used as the perceived value 

variables which were consistent with the context of street food in Bangkok in order to 

be used as the variables in collecting data in the second questionnaire.  

Objective:  

2 .1) To know the demographic factors, the level of expectations and 

perceptions of service quality, and the agreement levels of perceived value of 

international tourists which is the process of quantitative research. 

2.2) To compare the important factor between service quality 

expectation and perception factors of street food restaurants. 

3.1) To create the value model in food tourism services in a case study 

of street food in Bangkok which is the process of quantitative research. 

Data source: In order to answer objective 2.1, 2.2 and 3.1, the primary 

data were collected by the second questionnaire of the research to determine the 

demographic factors (Objective 2.1) and the level of expectations and perceptions of 

service quality based on SERQUAL model and the agreement levels of perceived 

value of international tourists (objective 2.2 and 3.1).  In objective 2.2, to compare the 



100 

 

important factor between service quality expectation and perception factors, the data 

in this section were analyzed by EFA with SPSS then the variables from the first 

factor extracted of both were compared with the mean of each variable.  

  Population and sample groups:  In the research process to answer 

objective 2.1, 2.2 and 3.1, the population included international tourists visiting 

Bangkok. The samples are the international tourists traveling to Bangkok whose ages 

are 1 5  years old or over who have been or are in the process of receiving street food 

service in Bangkok in three research areas. ( from the literature review) :  1 )  Soi 

Rambuttri/ Khao-san Road 2) Chinatown or Yaowarat and 3) Chatuchak Market.  

Random sampling method: Purposive sampling method was 

employed to select 390 national tourists for responding to the questionnaire.  

  Research tools: The second questionnaire, with check-list in a part of 

the questions of tourist demographics and 5-point rating scale in a part of the 

questions of service quality and perceived value.  

  Data analysis:   

The data were analyzed by the mean and standard deviation to answer 

the research objective 2 .1 . In order to answer the research objective 2 .2, there are 2 

steps to compare service quality expectation factors and perception factors. The first 

step, the data of service quality expectations and perceptions were analyzed by EFA 

with SPSS to group and prioritize variables in each variable. The second step, the 

variables from the first factor extracted of both service quality expectations and 

perceptions were compared with the mean of the variables because of the first factor 

extracted in such a way as to explain the maximum amount of variance. In objective 

3.1, the data were analyzed with multiple regression by using the data of service 

quality expectations and perceptions with the data of perceived value to create the 

value model in food tourism services in a case study of street food in Bangkok in the 

form of multiple regression equation.  

The research methodology can be summarized according to each unit of 

analysis based on the research method in table 3.1 as follows:  
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Table 3.1 The summary of research method  

Research 

method 

Research objectives 
Data source Sample 

Random 

sampling 

Researc

h tools 
Data analysis 

Qualitative - To identify key perceived 

value dimensions in the 

food and beverage 

service industry, in 

general. 

Collecting the data on 

perceived value 

dimensions of food and 

beverage services, in 

general   from relevant 

academic documents.   

Relevant academic documents 

related to the research context.  

Selecting only 

important 

information and 

related research 

from related 

academic papers.  

Descripti

on and 

analytica

l tables 

Analyzed data 

by descriptive 

analysis  

 - To conclusion of the 

value-added model in 

food tourism services in a 

case study of street food 

in Bangkok, Thailand and 

practice guidelines. 

Collecting the data 

from in-depth 

interview  

The academics in tourism 

department 

Purposive 

Sampling from 12 

academics  

The 

interview 

forms  

Analyzed data 

by descriptive 

analysis  

Quantitative - To explore key perceived 

value within the context 

of street food in Bangkok 

Collecting the data by the 

first questionnaire with 5-

point rating scale. 

The international tourists traveling to 

Bangkok who aged 15 years or over and 

used to eat street food in the three study 

areas: SoiRambuttri/Khao-san Road, 

Yaowarat and Chatuchak Market. 

Purposive 

Sampling from 

390 samples 

The first 

question-

naire  

Analyzed data 

by Exploratory 

Factor Analysis 

(EFA) by SPSS 

program 
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Table 3.1 The summary of research method (Continued)  

Research 

method 
Research objectives Data source Sample 

Random 

sampling 

Research 

tools 
Data analysis 

Quantitative - To know the demographic 

factors, the level of 

expectations and 

perceptions of service 

quality, and the agreement 

levels of perceived value 

of international tourists. 

Collecting the 

data by the 

second 

questionnaire 

with check-list 

and 5-point 

rating scale. 

The international tourists traveling 

to Bangkok who aged 15 years or 

over and used to eat street food in 

the three study areas: 

SoiRambuttri/Khao-san 

Road, Yaowarat and 

Chatuchak Market. 

Purposive 

Sampling 

from 390 

samples   

The second 

questionnaire 

Mean and standard deviation 

 - To compare the important 

factor between service 

quality expectation and 

perception factors of 

street food restaurants. 

    The data of service quality 

expectations and perceptions 

were analyzed by EFA then 

compare with mean of the 

variables in the first factor 

extracted from EFA. 

 - To create the value model 

in food tourism services 

in a case study of street 

food in Bangkok. 

    Analyzed data by Multiple 

regression (MRA) with 

SPSS program. 
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 Sample groups  

 There were two sample groups in the study, international tourists and 

academics. The methods used to study the sample groups were as follows.  

  3.4.2.1 The number of the samples who were international tourists for 

answer the quationnaires was calculated by the formula of Cochran (1977) because it 

does not know the actual number of international tourists who have eaten street food 

in Bangkok. 

  The researcher set the confidence level at 9 5 % (Z = 1.96), the 

proportion at 30% (P = 0.3) and the precision at 0.05 (d = 0.05) 

  

  Formula n =      P(1-P) (Z)2 

                              d2 

 

When  n = Sample size 

    P = expected prevalence or proportion  

    d = precision    

Z = Z statistic for a level of confidence (For the level of 

confidence of 95%, which is conventional, Z value 

is 1.96.) 

  

   n =           0.3(1-0.3)(1.96)2  

                (0.05)2 

    

    n = 322.70 

 

 Therefore, the sample size was 322.70 but the data were collected from 390 

international tourists by non-Probability sampling which was purposive sampling.  

The samples were selected only from the international tourists traveling to Bangkok 

who aged 15 years or over and used to eat street food in the three study areas obtained 

from the literature review:1) SoiRambuttri/Khao-san Road, 2) Chinatown (Yaowarat)and 

3) Chatuchak Market. So, the 130 samples we reselected from each study area.  
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  3.4.2.2 The samples for in-depth interviews were selected by Non-

Probability Sampling in academics who were involved in tourism department, such as 

the academics from government agencies, the academics from the private sector, the academics 

from state enterprise organizations, the academics from the education sector and the academics 

from other associations related to street food in Bangkok regarding management or conducting 

relevant academic work. Purposive sampling method was employed to select samples of 

academic. The samples were selected until the sufficient number of samples was 

obtained or saturation of data. That in qualitative research, the data was collected 

from the sample can be used to find or create a discovery model according to the 

purpose of the research that without a focus on sample size to how many are there but 

should have sufficient size to find conclusive research (Sutheewasinnon & Pasunon, 

2016). The sample size, it can provide the information that there's nothing left to learn 

caused by the storage of research data found redundancy (Sutheewasinnon & 

Pasunon, 2016). 

 

3.5 Research tools  

 The research tools used in this study included two sets of questionnaires and a 

sets of semi-structured interviews for in-depth interviews.  They were used to collect 

data from international tourists and academics. 

 

 The tools used to collect data and the steps of data 

collection  

  Step1: Collecting data using the first questionnaire  

  The first questionnaire was used to collect data on the level of 

significance of the perceived value dimensions aims to answer the objective 1 that to 

study the key perceived value components under the context of street food in 

Bangkok. It consisted of 26 observed variables, the data were analyzed by EFA with 

SPSS program to group the variables together and the variables that cannot be 

classified into any group were cut off (Siljaru, 2012) in order to obtain variables and 

components of variables that were consistent with the context of street food in 

Bangkok.   
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  It was a 5-point rating scale questionnaire used to collect data from 390 

international tourists who were selected by purposive sampling method ( from three 

study areas: 130 people per area). This was the appropriate sample size for the data to 

be analyzed by EFA since it was in accordance with Comrey and Lee (2013), which 

suggested that the sample size of 100 people was considered to be poor; 200 was good 

enough, 300 was good, 500 was very good and 1,000 excellent. J. Hair, Black, Babin, 

and Anderson (2 0 1 0 )  also stated that the sample size should be 5-10 times of the 

number of observed variables.  Therefore, the appropriate sample size of this study 

should be 130 to 260 people (26 varaibles).  The results from the EFA and grouping 

of variables were used as perceived value variables in the second questionnaire, which 

would be used to collect data in the next step. 

 

Figure 3.2 Exploratory Factor Analysis (EFA) of tourist perceived value 

 

  Step 2: Collecting data using the second questionnaire      

  The second questionnaire was used to collect the data for determining 

the level of significance of variables, including tourist demographics, service quality 
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or SERQUAL consisting of expectation and perception and perceived value of 

international tourists under the context of street food in Bangkok aims to answer the 

objective 2. In the second questionnaire, a check-list was use in part of tourist 

demographics and 5-point rating scale was use in part of service quality and perceived 

value. The data collected from 390 international tourists by purposive sampling. 

However, the samples responding to the first questionnaire and the second 

questionnaire were not the same group.  The data analyzed, mean and standard 

deviation was use to analyzed the data of tourist demographics, EFA and mean were 

use to analyzed the data of service quality expectations and perceptions and MRA was 

use to analyzed perceived value on the factors of service quality expectations and 

perceptions. The results from the analysis of MRA was used to create the value model 

in food tourism services in a case study of street food in Bangkok in the MRA 

equation forms. Then, the variables that statistically significant from the value model 

were use to create a questions in the interview to find out the conclusion of the 

research model. 

  Step 3: Collecting data using an interview forms 

  This was the final step in collecting research data to conclusion of the 

value-added model in food tourism services in a case study of street food in Bangkok 

from the twelve academics by using in-depth interviews with semi-structured 

interview form to answer the objective 3.2, then, the data were analyzed by 

descriptive analysis by the researcher. 

 

 Steps to create the research tools  

  1 ) Papers, textbooks, academic articles and research studies related to 

tourist demographic, expectation, perception, service quality  and perceived value 

were studied.  Then, the derived information was used as the content of the 

questionnaires and the interviews. 

  2 )  The questions in the questionnaires and the interview forms were 

constructed covering all the content.   

  3)  The questionnaire draft was first issue will be tested for content 

validity to calculate the index of consistency (IOC) by the number of experts consists 

of 3 people, 1) expert in value and economics management, 2) expert in management 
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in tourism and tourist behavior and 3)  expert in services industry and quality 

management.  After receiving the recommendations from the experts, the 

questionnaire draft was first issue have been adjusted in accordance with the 

suggestion to provide more clarity. The 29 observed variables derived from literature 

review on perceived value in the food and beverage service business was reduced to 

26 variables (more details at the appendix). 

4)  Before the questionnaire was used to collect data on real samples, 

the questionnaire after the IOC process will be tested the reliability by experimental 

of the 30 samples collected from populations that have similar samples used in the 

study (more details at the appendix). 

 

 Content of the research tools  

  The tools used in this study were two questionnaires and an interview 

forms. The details were as follows.   

  3.5.3.1 The first questionnaire   

The first questionnaire was used to identify the level of perceived value 

of street food in Bangkok that consisted of 26 questions that captured the perceived 

value variables of food and beverages service in general from the previous studies. 

Respondents were requested to rate their agreement of perceived value levels towards 

each of the statements on a 5-point Likert scale, ranging from 1 (strongly disagree) to 5 

(strongly agree), self-administered questionnaire.  The data from this questionnaire were 

analyzed by EFA to obtain the perceived value variables that in the second questionnaire. 

  3.5.3.2 The second questionnaire   

  The second questionnaire consisted of three parts that was used to 

identify international tourist demographic factors, the importance levels of service 

quality and the level of agreement on tourist perceived value.  

  Part 1 Tourist demographics consisting of gender, generation, 

nationality, educational level, occupation, travel companions and average pocket 

money per person, on the multiple choices and gap filling questions. 

Part 2:  Service quality on SERVQUAL framework was divided into 

the service quality expectations and perceptions of street food in Bangkok, including 

reliability, assurance, tangibles, empathy and responsiveness. Respondents were 
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requested to rate their expectation and perception levels of service quality towards each of 

the statements on a 5-point Likert scale, ranging from 1 (very low) to 5 (very high), self-

administered questionnaire.  

  Part 3:  Perceived value, the respondents were requested to indicate the 

degree of agreement of perceived value base on a 5-point Likert scale, ranging from 1 

(strongly disagree) to 5 (strongly agree), self-administered questionnaire.  

3.5.3.3 The interview form    

  The interview form was a semi-structured interview employed to 

obtain the suggestions and the conclusion of a value-added model in food tourism 

services in a case study of street food in Bangkok, Thailand, from twelve academics. 

The questions were developed from the value model in objectives 3.1 by choose only 

the factors that have a statistically significant and can predict the equations only 

(P<0.05). It was used to inquire about the appropriateness and the practice guidelines 

to add the value of street food in Bangkok, the suggestions and the conclusions of the 

model through descriptive analysis by the researcher in the conclusion of the research. 

The questionnaire was a rating scale.  There were five choices of answer in 

each question:  the strongly agree or very importance, agree or importance, neutral or 

moderately importance, disagree or of little importance and strongly disagree or 

unimportant.  

  

Criteria  

The statement considered as “strongly agree or very high”  =  5 points   

The statement considered as “agree or rather high”   =  4 points    

The statement considered as “neutral”    =  3 points    

The statement considered as “disagree or rather low”  =  2 points    

The statement considered as “strongly disagree or very low”  =  1 point   

 

The average scores were distributed as five levels based on the importance. It 

was Likert’ s Rating scale.  The results of the calculation of the Likert scale were 

divided into five equal parts.  The results of the calculation of the intervals were 

divided into five levels as follows.   
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   Interval formula = the highest value - the least value 

                  Interval   

 

      = 5 - 1   

        5    

= 0.80 

The criteria for the interpretation of the average scores of were as follows.    

 4.21-5.00  =  The decision was at the highest level. 

3.41-4.20  =  The decision was at high level.  

2.61– 3.40   =  The decision was at moderate level.  

1.81– 2.60  =  The decision was at less level.  

1.00 - 1.80  =  The decision was at the least level.  

 

 Questionnaire tests  

The questionnaire used in the research must be able to answer the objectives 

of the study, so it was necessary to test the questionnaire. There were two types of the 

tests.    

  1 )   Content validity:  The content validity of the questionnaire was 

verified by three qualified experts.  The tool test report form was used.  The results 

were calculated for Index of Consistency: IOC.    

  Index of Item Objective Congruence:  IOC was employed by the 

researcher to verify the content validity of the questionnaire and the questions were 

considered by three experts in the relevant fields.  The criteria for scoring were as 

follows: and    

 

 +1 It is certain that  the question is consistent with the objectives.   

 0 It is uncertain that the question is consistent with the objectives.    

 -1 It is certain that  the question is inconsistent with the objectives.    

 

 Afterwards, the scores from the experts or experts were calculated for IOC    

(Tirakanan, 2007: 44-46).    
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          IOC   =      r 

    

        

 When    IOC = Index of Item Objective Congruence 

  r =The total scores of all experts    

  n = The number of experts  

 

   The criteria for determining the IOC of the questionnaire calculated from the 

formula were 0.00 - 1.00. The details of the consideration were as follows. 

- IOC value at 0.5 or higher: The questions were selected. 

- IOC value of less than 0 .5 .: The questions should be improved or 

cut off.  

 

  2 )   Reliability test:  Before the questionnaire was used to collect the 

data from the samples, it was tested with  the population similar to that used in the 

study, but not in the study areas.  They were thirty international tourists visiting 

Thailand and used to eat street food in Bangkok in other areas. Then the results were 

calculated to determine the Cronbach’ s alpha coefficient in order to measure the 

internal consistency of each question in the questionnaire.  The verification of 

statistical reliability of the questionnaire was administered by the statistical program.   

Cronbach's alpha values above 0.70 were considered satisfactory (Bland & Altman, 

1997). Cronbach’ s alpha coefficient (Cronbach, 1951) was employed, and the 

questions were improved for being used to collect real data.      

 

        () rtt   =      

 

       When   rtt = Coefficient of reliability of the questionnaire  

   k   = The number of questions in the questionnaire 

   s2
i = Variance of score in each item 

   s2
x = Variance of score obtained from the   
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n
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 Data collection  

Types of data, there were two types of data in this study.  

1 )  Primary data:  The data were collected directly from the samples 

using the questionnaire and interviews, which were important tools to collect all data.   

2) Secondary data:  The data  were studied from documents. It was not 

directly collected from the population. It was gathered from the academic documents, 

including research studies, thesis, research articles and academic journals in both 

Thailand and abroad. The data were collected from the library of various educational 

institutions and reliable online media.    

 

 Data analysis  

 SPSS for Windows was employed to analyze the data by using descriptive 

statistics, which is the general description of the data collected: frequency, percentage, 

mean and standard deviation and inferential statistics:  t-test (independent t-test), one-

way analysis of variance (One-way ANOVA) , exploratory factor analysis (EFA) and 

multiple regression analysis. 

 The analysis of the data from questionnaires and interview forms was divided 

into 8 parts as: 

 Part 1:  The perceived value of street food in Bangkok was analyzed by 

exploratory factor analysis (EFA).   

 Part 2: Tourists demographics was analyzed by frequency and percentage. 

 Part 3: The level of service quality expectations and perceptions and the 

agreement levels of perceived value under the context of street food in Bangkok was 

analyzed by mean and standard deviation.    

 Part 4:  The differences of service quality expectation and perception factors 

of street food restaurants was analyzed by exploratory factor analysis (EFA) and 

mean.  

 Part 5: The value model in food tourism services in a case study of street food 

in Bangkok was analyzed by multiple regression.   

 Part 6: The conclusion of the value-added model in food tourism services in a 

case study of street food in Bangkok, Thailand and practice guidelines was analyzed 

by descriptive analysis. 
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 Part 7:  Hypothesis testing, SPSS for Windows was used to analyze the data 

for hypothesis testing by inferential statistics. The multiple regression analysis was 

employed to find out the relationships of more than two variables, which were the 

variables of the service quality expectations and perceived value, and the variables of 

the service quality perceptions and perceived value.   



 

 

 

 

MAIN FINDINGS AND DATA ANALYSIS 

 

 

 This chapter presents the statistical findings links to the research questions. 

The data analyzed in this chapter is from questionnaire survey and from the interview 

of a value-added model in food tourism services in a case study of street food in 

Bangkok, Thailand. To present this research, which consists of 7 parts as the 

following: 

 

4.1 The perceived value of street food in Bangkok  

 The first research questionnaire is to study the key perceived value 

components under the context of street food in Bangkok. The data collected from 

international tourists were 3 9 0  samples in 3  research areas (1 3 0  samples per area). 

The data analyzed by EFA with SPSS program as following. 

Table 4.1 KMO and Bartlett's Test 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.915 

Bartlett's Test of Sphericity Approx. Chi-Square 9534.059 

df 325 

Sig. 0.000 

 

According to table 4.1 measure the suitability of the information on the use of 

factor analysis techniques. The KMO value is 0.915 which more than 0.5 and close to 
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1 , therefore, concluded that the existing data appropriate to use factor analysis 

techniques. 

 

 Bartlett's Test of Sphericity used to test the hypothesis that;  

  H0: Variables are not correlated 

H1: Variables are correlated 

 

 Chi-square value is equal to 9534.059 and the Sig. is equal to 0.000 (p<0.05), 

therefore, reject the H0.  That is, the 26 variables of this data set were associate and 

suitable to be used in factor analysis.  

In table 4.2, the analysis of the relationship between the variables of perceived 

value in the business of food and beverage service, in general, includes all 2 6 

variables by using the Pearson correlation coefficient.  It was found that the 

correlation coefficient has a value ranging from -0.008 to 0.849. The variables that 

correlated with statistically significant higher are the relationships between variables 

eating street food on a trip in Bangkok made me feel good (PV6 ) and Street food in 

Bangkok was appealing to me (PV7 ) .  And the variables that were associated with 

statistically significantly lowest, bill or proof of purchase was provided (PV1 7 )  and 

the food was tasty (PV22). 

Table 6 shows statistics before and after extraction of the elements by a 

principal component found that the 2 6  variables with Eigenvalues from 0 .0 7 2  to 

13.039.  The Initial Eigenvalues indicated that the first four factors are meaningful as 

they have Eigenvalues > 1. Factors 1, 2, 3 and 4 explain respectively 50.151%, 

11.295%, 5.340% and 4.708% of the variance respectively with a cumulative total of 

71.494% (totally acceptable) 
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Table 4.2 Mean, SD and Pearson correlation matrix of perceived value variables in food and beverage service in general. 

 PV1 PV2 PV3 PV4 PV5 PV6 PV7 PV8 PV9 PV10 PV11 PV12 PV13 PV14 PV15 PV16 PV17 PV18 PV19 PV20 PV21 PV22 PV23 PV24 PV25 PV26 

PV1 1.000                          

PV2 0.673 1.000                         

PV3 0.680 0.722 1.000                        

PV4 0.255 0.503 0.407 1.000                       

PV5 0.229 0.433 0.307 0.843 1.000                      

PV 6 0.394 0.447 0.420 0.624 0.639 1.000                     

PV7 0.475 0.537 0.479 0.625 0.642 0.849 1.000                    

PV8 0.513 0.590 0.548 0.520 0.544 0.697 0.755 1.000                   

PV9 0.635 0.457 0.619 0.182 0.169 0.426 0.418 0.475 1.000                  

PV10 0.550 0.349 0.529 0.096 0.099 0.310 0.361 0.387 0.732 1.000                 

PV11 0.595 0.567 0.601 0.334 0.326 0.417 0.491 0.516 0.546 0.589 1.000                

PV12 0.449 0.482 0.538 0.167 0.128 0.258 0.296 0.324 0.503 0.568 0.630 1.000               

PV13 0.544 0.351 0.534 0.043 0.055 0.265 0.324 0.405 0.583 0.668 0.579 0.562 1.000              

PV14 0.418 0.510 0.447 0.340 0.365 0.466 0.491 0.523 0.497 0.445 0.445 0.387 0.417 1.000             

PV15 0.410 0.546 0.507 0.567 0.544 0.475 0.477 0.555 0.352 0.344 0.537 0.359 0.264 0.532 1.000            

PV16 0.303 0.426 0.441 0.490 0.402 0.473 0.471 0.464 0.304 0.302 0.450 0.354 0.305 0.606 0.612 1.000           

PV17 0.031 0.231 0.159 0.482 0.530 0.474 0.385 0.296 -0.028 0.039 0.325 0.246 0.031 0.305 0.470 0.421 1.000          

PV18 0.435 0.449 0.414 0.498 0.478 0.556 0.605 0.535 0.335 0.390 0.553 0.292 0.324 0.569 0.625 0.549 0.524 1.000         

PV19 0.493 0.516 0.530 0.293 0.289 0.389 0.495 0.516 0.462 0.461 0.538 0.417 0.449 0.526 0.503 0.517 0.290 0.712 1.000        

PV20 0.468 0.614 0.586 0.379 0.330 0.361 0.456 0.556 0.497 0.464 0.623 0.509 0.492 0.586 0.606 0.485 0.345 0.667 0.816 1.000       

PV21 0.417 0.526 0.461 0.345 0.321 0.328 0.361 0.373 0.383 0.420 0.541 0.544 0.387 0.439 0.438 0.396 0.379 0.536 0.615 0.708 1.000      

PV22 0.573 0.366 0.527 0.123 0.103 0.322 0.435 0.353 0.639 0.630 0.482 0.449 0.587 0.476 0.354 0.285 -0.008 0.487 0.620 0.539 0.439 1.000     

PV23 0.542 0.557 0.570 0.394 0.368 0.531 0.638 0.628 0.458 0.434 0.483 0.377 0.491 0.584 0.557 0.516 0.242 0.690 0.728 0.690 0.498 0.668 1.000    

PV24 0.621 0.564 0.609 0.246 0.296 0.498 0.582 0.631 0.558 0.523 0.606 0.471 0.619 0.583 0.508 0.493 0.193 0.526 0.636 0.590 0.407 0.687 0.797 1.000   

PV25 0.558 0.601 0.595 0.380 0.360 0.533 0.597 0.556 0.532 0.520 0.510 0.466 0.473 0.553 0.561 0.600 0.258 0.570 0.636 0.529 0.508 0.582 0.749 0.753 1.000  

PV26 0.512 0.557 0.584 0.314 0.296 0.434 0.565 0.615 0.547 0.542 0.479 0.405 0.487 0.557 0.577 0.443 0.169 0.540 0.598 0.584 0.442 0.618 0.753 0.751 0.814 1.000 

Mean 4.051 3.541 3.771 3.084 3.071 3.623 3.561 3.723 4.207 4.169 3.648 3.900 4.100 3.651 3.484 3.405 2.758 3.274 3.589 3.592 3.241 4.012 3.815 3.951 3.689 3.884 

SD 0.908 1.040 0.876 1.258 1.339 1.203 1.268 1.061 0.854 0.971 0.994 0.944 1.020 1.029 1.030 1.158 1.335 1.058 0.965 1.054 1.142 0.941 1.037 0.943 1.086 1.058 
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Table 4.3 Total Variance Explained 

Component 

Initial Eigenvalues Extraction Sums of Squared 

Loadings 

Rotation Sums of Squared 

Loadings 

Total % of 

Variance 

Cumulat

ive % 

Total % of 

Variance 

Cumulat

ive % 

Total % of 

Variance 

Cumulat

ive % 

1 13.039 50.151 50.151 13.039 50.151 50.151 5.577 21.449 21.449 

2 2.937 11.295 61.445 2.937 11.295 61.445 5.104 19.629 41.078 

3 1.388 5.340 66.786 1.388 5.340 66.786 4.703 18.088 59.166 

4 1.224 4.708 71.494 1.224 4.708 71.494 3.205 12.328 71.494 

5 0.915 3.518 75.012       

6 0.785 3.020 78.033       

7 0.628 2.416 80.449       

8 0.559 2.150 82.599       

9 0.534 2.052 84.651       

10 0.474 1.824 86.475       

11 0.440 1.691 88.166       

12 0.406 1.562 89.728       

13 0.352 1.355 91.083       

14 0.337 1.296 92.379       

15 0.276 1.063 93.442       

16 0.266 1.021 94.463       

17 0.240 0.923 95.386       

18 0.201 0.771 96.158       

19 0.186 0.714 96.872       

20 0.169 0.651 97.523       

21 0.154 0.591 98.114       

22 0.129 0.496 98.610       

23 0.105 0.403 99.013       

24 0.103 0.396 99.409       

25 0.082 0.316 99.724       

26 0.072 0.276 100.000       

Extraction Method: Principal Component Analysis. 
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Table 4.4 Rotated Component Matrix 

 

Component 

1 2 3 4 

Opening hours were convenient for me. (PV9) 0.761 0.336   

Locations of street food in Bangkok were convenient/easy to 

locate. (PV10) 

0.744 0.327   

The food portion was enough and satisfied. (PV12) 0.724   0.429 

Street food in Bangkok offered good value for the price. (PV1) 0.719 0.313 0.266  

The food menus and options were varied. (PV13) 0.714 0.354   

Level of the overall value of street food in Bangkok. (PV3) 0.697 0.263 0.333  

The quality of food and service was consistent. (PV11) 0.669  0.254 0.425 

Street food offered great value compared to other types of food 

service in Bangkok. (PV2) 

0.488 0.218 0.465 0.271 

Street food made me want to revisit Bangkok in the future. (PV23) 0.271 0.791 0.300 0.235 

Street food in Bangkok reflected local culture and traditions. 

(PV26) 

0.380 0.723 0.259  

Eating street food was one of the things that I enjoyed doing in 

Bangkok. (PV24) 

0.473 0.701 0.249  

The food was tasty. (PV22) 0.527 0.663   

Eating street food in Bangkok made sense to rest. (PV25) 0.383 0.660 0.327 0.200 

The food was well-made. (PV19) 0.297 0.652  0.498 

The food was healthy. (PV18)  0.498 0.373 0.538 

The food was served at the appropriate temperature. (PV14) 0.283 0.485 0.285 0.337 

Street food helped me feel accepted by others. (PV5)   0.850 0.268 

Street food improved my social status as perceived by others. 

(PV4) 

  0.839 0.305 

Eating street food on a trip to Bangkok made me feel good. (PV6)  0.306 0.790  

Street food in Bangkok was appealing to me. (PV7) 0.247 0.427 0.752  

Street food in Bangkok had a good reputation. (PV8) 0.343 0.421 0.646  

Bill or proof of purchase was provided. (PV17)   0.464 0.675 

Street food had an acceptable standard of food safety or food 

quality. (PV21) 

0.407 0.223  0.673 

The service was reliable. (PV20) 0.401 0.469  0.619 

The atmosphere of the street food neighborhood mood was exotic. 

(PV15) 

0.211 0.342 0.474 0.493 

Street food stalls’ decorations were interesting and unique. (PV16)  0.395 0.381 0.473 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 7 iterations. 
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 When testing the relationships of the variables with all four factors without 

rotation by factor analysis technique with Principal Component to determine which 

variables should be included in any factor, found that the factor loading values is 

unclear that the variables cannot be grouped. Therefore, there should be a grouping 

variables by rotation factors. In this study, using a Varimax Rotation that is the 

Orthogonal rotation, which is assumes that the components are independent of each 

other. 

 According to table 4.4, shows the factor loading values when using Varimax 

rotation found that: 

- Factor 1 consists of 7  variables: PV9, PV10, PV12, PV1, PV13, PV3 and 

PV11  

- Factor 2 consists of 6 variables: PV23, PV26, PV24, PV22, PV25 and 

PV19  

- Factor 3 consists of 5 variables: PV5, PV4, PV6, PV7 and PV8 

- Factor 4 consists of 3 variables: PV17, PV21 and PV20  

The variable PV2 , PV18 , PV14 , PV15 and PV16 are eliminated because the 

factor loading less than 0 . 5  in all groups, therefore cannot be classified into any 

group. The researcher determined the list of factors to convey the meaning that is 

consistent with the parameters of the individual components by; 

Factor group 1 is "functional value" which consistent with Wang et al. (2004) 

who stated that functional value includes performance, reliability and durability which 

directly affect purchase intention behavior and re-purchase of consumers who focus 

on only utilization (Chang and Wildt, 1994; Zeithaml, 1988).  

Factor group 2  is "street food and beverage value" which consistent with 

Wang (2013) who stated that perceived food product value mentioned to the customer 

appraisal of price acceptability, attractiveness, and worth of the food product under 

consideration. Similar to Yoon et al. (2013) who stated that the perceived product 

value is reflected by the quality of recommendation related to consumer perceived 

relevance of products and the level of match. 

Factor group 3  is "emotional value" which corresponds to (Pura, 2005) who 

said that emotional value represents a focus on psychology, which can be enhanced by 

providing service experience in the right context. Hull (1 9 9 0 )  stated that the most 
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important impact on travel is to combine emotions and feelings which are the factors 

that influence the behavior and memory of the person for a long time even after that 

travel.   

Factor group 4  is " trust value" which corresponds to Kantsperger and Kunz 

(2010) stated that the most normally used characteristics of trust value are honesty, 

reliability, fulfillment, competence, quality, credibility, and benevolence. 

Table 4.5 Defining factors group 

Factor Variable 

Functional value 

(FV) 

1. Opening hours were convenient for me.  

2. Locations of street food in Bangkok were 

convenient/easy to locate. 

3. The food portion was enough and satisfied.  

4. Street food in Bangkok offered good value for the price. 

5. The food menus and options were varied.  

6. Level of overall value of street food in Bangkok.  

7. The quality of food and service was consistent. 

street food and 

beverage value 

(SF&BV) 

1. Street food made me want to revisit Bangkok in the 

future. 

2. Street food in Bangkok reflected local culture and 

traditions. 

3. Eating street food was one of the things that I enjoyed 

doing in Bangkok. 

4. The food was tasty. 

5. Eating street food in Bangkok made sense to rest. 

6. The food was well-made. 
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Table 4.5 Defining factors group (continued) 

Factor Variable 

Emotional value 

(EV) 

1. Street food helped me feel accepted by others. 

2. Street food improved my social status perceived by 

others. 

3. Eating street food on a trip in Bangkok made me feel 

good. 

4. Street food in Bangkok was appealing to me. 

5. Street food in Bangkok had a good reputation. 

Trust value (TV) 1. Bill or proof of purchase was provided. 

2. Street food had acceptable standard of food safety or 

food quality 

3. The service was reliable. 

 

4.2 Tourists demographics  

 Data analysis of international tourist demographics contains on gender, 

generation, nationality, educational level, occupation, travel companions, and 

averaged pocket money per person-per trip (excluding international transportation and 

accommodation cost), SPSS for Windows was used to analyze the data by descriptive 

statistics (frequency and percentage). The results of the analysis are as follows: 

Table 4.6 The number and percentage of international tourist demographics factors in 

terms of gender. 

Gender N Percent 

Male 187 47.9 

Female 203 52.1 

Total 390 100.0 
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According to table 4.6, from the 390 respondents shows that the majority of 

the examples are female with 203 samples composing 52.1 percent, followed by male 

with 187 samples composing 47.9 percent of all respondents. 

Table 4.7 The number and percentage of international tourist demographics factors in 

terms of generation. 

Generation N Percent 

Generation Y 341 87.4 

Generation X 41 10.5 

Baby Boomers 8 2.1 

Total 390 100.0 

 

According to table 4.7, from the 390 respondents shows that the majority of 

the generation are generation Y with 341 samples composing 87.4 percent, followed 

by generation X with 41 samples composing 10.5 percent and baby boomers with 8 

samples composing 2.1 percent, respectively. 

Table 4.8 The number and percentage of international tourist demographics factors in 

terms of nationality. 

Nationality N Percent 

Africa 14 3.6 

Americas 38 9.7 

East Asia & the Pacific 99 25.4 

South Asia 19 4.9 

Europe 178 45.6 

Middle East 8 2.1 

Oceania 34 8.7 

Total 390 100.0 

 

According to table 4.8, from the 390 respondents shows that the majority of 

the nationality are tourists from Europe with 178 samples composing 45.6 percent, 
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followed by tourists from east Asia and the pacific with 99 samples composing 25.4 

percent and the minority of the nationality are tourists from middle east with 8 

samples composing 2.1 percent of all respondents. 

Table 4.9 The number and percentage of international tourist demographics factors in 

terms of educational level. 

Educational level N Percent 

Under bachelor’s degree 90 23.1 

Bachelor’s degree 179 45.9 

Higher than bachelor’s degree 121 31.0 

Total 390 100.0 

 

According to table 4.9, from the 390 respondents shows that the majority of 

the educational level of tourists are bachelor’s degree with 179 samples composing 

45.9 percent, followed by higher than bachelor’s degree with 121 samples composing 

31 percent and under bachelor’s degree with 90 samples composing 23.1 percent, 

respectively. 

Table 4.10 The number and percentage of international tourist demographics factors 

in terms of occupation. 

Occupation N Percent 

Retired, unemployed or housewives. 36 9.2 

Student 94 24.1 

Investor and business owner or partner 27 6.9 

Architecture and engineering 12 3.1 

Financial, account and insurance operations 9 2.3 

Community and social services 15 3.8 

Healthcare practitioners and technical 26 6.7 

Teacher, lecturer, researcher or education service 40 10.3 

 



123 

 

 

Table 4.10 The number and percentage of international tourist demographics factors 

in terms of occupation (continued). 

Occupation N Percent 

Legal officer, manager, office and administrative 

support 

60 15.4 

Military, police or security staff 6 1.5 

Computer and mathematical 21 5.4 

Customer service representative, hotel and 

restaurant staff 

31 7.9 

Photographer, musician, artist, athlete 13 3.3 

Total 390 100.0 

 

 According to table 4.10, from the 390 respondents shows that the majority of 

the occupation are student with 94 samples composing 24.1 percent, followed by legal 

officer, manager, office and administrative support with 60 samples composing 15.4 

percent and the minority are military, police or security staff with 6 samples 

composing 1.5 percent of all respondents. 

Table 4.11 The number and percentage of international tourist demographics factors 

in terms of travel companions. 

Travel companions N Percent 

Travelling alone 59 15.1 

Partner 83 21.3 

Family & relatives 79 20.3 

Friend(s) 147 37.7 

Business colleagues 11 2.8 

Other 11 2.8 

Total 390 100.0 
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According to table 4.11, from the 390 respondents shows that the majority of 

the travel companions are friend(s) with 147 samples composing 37.7 percent, 

followed by partner with 83 samples composing 21.3 percent and the minority are 

both of business colleagues and other with 11 samples composing 2.8 percent of all 

respondents. 

Table 4.12 The number and percentage of international tourist demographics factors 

in terms of averaged pocket money per person, per trip. 

Averaged pocket money per person, per trip 

(excluding international transportation and 

accommodation cost) N Percent 

Less than 15,001 Bath 97 24.9 

15,001-30,000 Bath 113 29.0 

30,001-45,000 Bath 97 24.9 

45,001-60,000 Bath 36 9.2 

60,001-75,000 Bath 27 6.9 

Over 75,000 Bath 20 5.1 

Total 390 100.0 

 

According to table 4.12, from the 390 respondents shows that the majority of 

the averaged pocket money per person, per trip (excluding international transportation 

and accommodation cost) are 15,001-30,000 bath with 113 samples composing 29.0 

percent, followed by both of less than 15,001 Bath and 30,001-45,000 Bath with 97 

samples composing 24.9 percent and the minority are over 75,000 Bath with 20 

samples composing 5.1 percent of all respondents. 

It can be concluded that the majority of respondents were female (52.1%) and 

most of them with age in generation Y (87.4%). Most of the respondents have a 

nationality in Europe (45.6%) and has a bachelor’s degree as the highest educational 

qualification (45.9%). Most of them are students (24.1%), travel to Bangkok with 

friend(s) (37.7%) and with the pocket money per person, per trip ( excluding 
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international transportation and accommodation cost) is between 15,001-30,000 bath 

(29.0%) 

 

4.3 The level of service quality expectations and perceptions and the 

agreement levels of perceived value under the context of street food 

in Bangkok. 

Table 4.13 Tourist expectations and perceptions of service quality 

Expectations and perceptions of service quality x̅ S.D. Interpret 

Total of tourists expectation 3.52 0.652 High 

Total of tourists perception 3.94 0.528 High 

  

According to table 4.13, shows that both of the total of expectations and the 

total of perceptions of service quality are ranked as high. The total of perceptions of 

service quality with the average percentage (x̅) is 3 . 9 4 , higher than the total of 

expectation of service quality with x̅ is 3.52.  

Table 4.14 Tourist expectations of service quality 

Tourist expectations of service quality x̅ S.D. Interpret 

Reliability    

The supply of food is fresh. 3.57 0.931 High 

Availability of the menu. 3.63 0.961 High 

Staff serves customers within the time promised or at the 

appropriate time. 

3.53 0.911 High 

Street food stalls in Bangkok can be easily found. 3.84 1.033 High 

Assurance    

Staff provides service with confident. 3.61 0.944 High 

Staff is polite to all customer. 3.69 1.005 High 

Staff has the ability to answer customer questions about 

food and services. 

3.24 0.997 Moderate 

Staff makes customers feel safe about food and services. 3.48 0.990 High 
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Table 4.14 Tourist expectations of service quality (continued) 

Tourist expectations of service quality x̅ S.D. Interpret 

Staff is well-trained, competent and experienced. 3.47 0.928 High 

Staff provides warm welcome and hospitality. 3.73 0.937 High 

Tangibles    

Cleanliness of the stalls area. 3.29 1.007 Moderate 

The cooking equipment in the stalls are clean. 3.18 0.990 Moderate 

Menu is attractive and readable. 3.47 0.937 High 

Food containers and eating equipment are clean. 3.41 0.986 High 

Empathy    

Staff pays attention to individual customers. 3.56 0.940 High 

Staff makes customers feel special. 3.43 0.940 High 

Staff understands customers’ specific needs and wants. 3.39 1.013 Moderate 

Responsiveness    

Staff can serve food and drinks quickly and accurately. 3.72 0.857 High 

Immediate response to customer demands. 3.59 0.927 High 

Staff is willing to help customers in all service procedures. 3.52 0.940 High 

The take-away service is competent and efficient. 3.69 0.946 High 

Total 3.52 0.652 High 

 

 According to table 4.14, it is found that the overall of tourist expectations of 

service quality is ranked as high with x̅ is 3.52. When considering each factor, it is 

found that most of elements that have a high degree. The element that is ranked as 

highest is street food stalls in Bangkok can be easily found with x̅ is 3.84. Followed 

by staff provides warm welcome and hospitality with x̅ is 3.73 and staff can serve 

food and drinks quickly and accurately with x̅ is 3.72, respectively. Excluding 4 

elements at moderate degree include: staff has the ability to answer customer 

questions about food and services with x̅ is 3.24, cleanliness of the stalls area with x̅ is 

3.29, Staff understands customers’ specific needs and wants with x̅ is 3.39 and the 

element that is ranked as lowest is cooking equipment in the stalls are clean with x̅ is 

3.18.  
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Table 4.15 Tourist perceptions of service quality 

Tourist perceptions of service quality x̅ S.D. Interpret 

Reliability    

The supply of food is fresh. 3.94 0.705 High 

Availability of the menu. 4.05 0.772 High 

Staff serves customers within the time promised or at the 

appropriate time. 

4.12 0.786 High 

Street food stalls in Bangkok can be easily found. 4.46 0.718 Highest 

Assurance    

Staff provides service with confident. 4.07 0.843 High 

Staff is polite to all customer. 4.04 0.951 High 

Staff has the ability to answer customer questions about food 

and services. 

3.66 1.058 High 

Staff makes customers feel safe about food and services 3.88 0.917 High 

Staff is well-trained, competent and experienced. 3.88 0.905 High 

Staff provides warm welcome and hospitality. 3.98 0.951 High 

Tangibles    

Cleanliness of the stalls area. 3.59 1.024 High 

The cooking equipment in the stalls are clean. 3.64 1.053 High 

Menu is attractive and readable. 3.84 0.947 High 

Food containers and eating equipment are clean. 3.89 0.916 High 

Empathy    

Staff pays attention to individual customers. 3.91 0.943 High 

Staff makes customers feel special. 3.88 0.951 High 

Staff understands customers’ specific needs and wants. 3.79 1.051 High 

Responsiveness    

Staff can serve food and drinks quickly and accurately. 3.98 0.833 High 

Immediate response to customer demands. 4.00 0.844 High 

Staff is willing to help customers in all service procedures. 4.03 0.833 High 

The take-away service is competent and efficient. 4.16 0.794 High 

Total 3.94 0.528 High 

 

According to table 4.15, it is found that the overall of tourist perceptions of 

service quality is ranked as high with x̅ is 3.94. When considering each factor, it is 

found that most of elements that have a high degree. Except an elements present in the 

highest degree is street food stalls in Bangkok can be easily found with x̅ is 4.46. 
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Followed by the take-away service is competent and efficient with x̅ is 4.16 and staff 

serves customers within the time promised or at the appropriate time with x̅ is 4.12, in 

a high degree.  

Table 4.16 Tourist perceived value 

Tourist perceived value  x̅ S.D. Interpret 

Functional value 3.98 0.565 High 

Street food and beverage value 3.97 0.588 High 

Emotional value 3.57 0.917 High 

Trust value 3.31 0.927 Moderate 

Overall values 3.81 0.544 High 

 

According to table 4.16, it is found that the overall of tourist perceived value is 

ranked as high with x̅ is 3.81. When considering each factor, it is found that most of 

values that have a high degree. The value that is ranked as highest is functional value 

with x̅ is 3.98. Followed by perceived street food and beverage value with x̅ is 3.97 

and perceived emotional value with x̅ is 3.57. Excluding an elements at moderate 

degree and ranked as lowest is perceived trust value with x̅ is 3.31. 

Table 4.17 Tourist perceived functional value 

Functional value x̅ S.D. Interpret 

Opening hours convenient for customers. 4.14 0.828 High 

Locations of street food in Bangkok were convenient/ 

easy to locate. 

4.06 0.823 High 

The food portion was enough and satisfied. 4.02 0.831 High 

Street food in Bangkok offered good value for the price. 4.06 0.885 High 

The food menus and options were varied. 3.99 0.887 High 

The quality of food was consistent. 3.82 0.978 High 

The quality of service was consistent. 3.82 0.980 High 

Total 3.98 0.565 High 
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According to table 4.17, it is found that the tourist perceived functional value 

is ranked as high with x̅ is 3.98. When considering each factor, it is found that all of 

factors that have a high degree. The factor that is ranked as highest is opening hours 

convenient for customers with x̅ is 4.14. Followed by locations of street food in 

Bangkok were convenient/ easy to locate and street food in Bangkok offered good 

value for the price, both with x̅ is 4.06. The ranked as lowest are the quality of food 

was consistent and the quality of service was consistent, both with x̅ is 3.82. 

Table 4.18 Tourist perceived street food and beverage value 

Perceived street food and beverage value x̅ S.D. Interpret 

Street food is the one of the things that makes 

tourists want to revisit Bangkok in the future. 

3.99 0.920 High 

Street food in Bangkok reflected local culture and 

traditions. 

4.12 0.860 High 

Eating street food in Bangkok is an enjoyable. 4.08 0.833 High 

The food was tasty 3.99 0.467 High 

Eating street food in Bangkok makes this trip 

different from the normal daily life. 

3.96 1.026 High 

Street food in Bangkok has a good cooking 

process. 

3.97 0.930 High 

Street food in Bangkok had a good reputation. 3.72 0.973 High 

Total 3.97 0.588 High 

 

According to table 4.18, it is found that the tourist perceived street food and 

beverage value is ranked as high with x̅ is 3.97. When considering each factor, it is 

found that all of factors that have a high degree. The factor that is ranked as highest is 

Street food in Bangkok reflected local culture and traditions with x̅ is 4.12. Followed 

by eating street food in Bangkok is an enjoyable with x̅ is 4.08 and street food is the 

one of the things that makes tourists want to revisit Bangkok in the future and the 

food was tasty, both with x̅ is 3.99. The ranked as lowest is eating street food in 

Bangkok makes this trip different from the normal daily life with x̅ is 3.96. 
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Table 4.19 Tourist perceived emotional value 

Perceived emotional value x̅ S.D. Interpret 

Street food helped me feel accepted by others. 3.32 1.154 Moderate 

Street food improved my social status perceived 

by others. 

3.25 1.181 Moderate 

Eating street food on a trip in Bangkok made 

me feel good. 

3.88 1.077 High 

Street food in Bangkok was appealing to me. 3.84 1.065 High 

Total 3.57 0.917 High 

 

According to table 4.19, it is found that the tourist perceived emotional value 

is ranked as high with x̅ is 3.57. When considering each factor, it is found that 2 

factors of perceived emotional value that have a high degree and 2 have a moderate 

degree. The factor that is ranked as highest is eating street food on a trip in Bangkok 

made me feel good with x̅ is 3.88, followed by street food in Bangkok was appealing 

to me with x̅ is 3.84,  both are in a high degree. And the elements that street food 

helped me feel accepted by others with x̅ is 3.32 and the ranked as lowest that street 

food improved my social status perceived by others with x̅ is 3.25, both are in a 

moderate degree. 

Table 4.20 Tourist perceived trust value 

Perceived trust value x̅ S.D. Interpret 

Bill or proof of purchase was provided. 2.88 1.353 Moderate 

Street food had acceptable standard of food safety 

or food quality. 

3.28 1.132 Moderate 

The service was reliable. 3.76 1.010 High 

Total 3.31 0.927 Moderate 

 

According to table 4.20, it is found that the tourist perceived trust value is 

ranked as moderate with x̅ is 3.31. When considering each factor, it is found that most 
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of factors that have a moderate degree. Excluding a factor at high degree is  the 

service was reliable with x̅ is 3.78 and this is a ranked as highest. Followed by street 

food had acceptable standard of food safety or food quality with x̅ is 3.28 and bill or 

proof of purchase was provided with x̅ is 2.88, both are in a moderate degree.  

. 

4.4 The differences of service quality expectation and perception factors 

of street food restaurants  

 In this part, there are 2 steps to compare between service quality expectation 

and perception factors of street food restaurants as below. 

 First, In the difference between service quality expectation and perception 

factors, were analyzed by factor analysis (EFA) with SPSS to group and prioritize 

variables in each of service quality expectations and perceptions.  

 Second, the variables from first factor extracted of both service quality 

expectations and perceptions were compared with the mean of the variables because 

of the first factor extracted in such a way as to explain the maximum amount of 

variance, as follows; 

 

The analysis of service quality expectations with EFA. 

Table 4.21 KMO and Bartlett's test of the service quality expectations 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.937 

Bartlett's Test of Sphericity Approx. Chi-Square 4759.817 

df 210 

Sig. 0.000* 

p<0.05* 

According to table 4.21, the KMO value close to 1 (0.937) indicates that 

patterns of correlations are relatively compact and so factor analysis should yield 

distinct and reliable factors. Bartlett's Test of Sphericity, Chi-square value is 

4759.817, Sig. = 0.000 (p<0.05) which means that all of the variables in this data set 



132 

 

 

are sufficient and appropriate to be used in the factor analysis because of the variables 

are related. 

In table 4.22, the Initial Eigenvalues indicated that the first three factors are 

meaningful as they have Eigenvalues > 1. Factors 1, 2 and 3 explain 46.62%, 8.31%, 

and 5.43% of the variance respectively with a cumulative total of 60.36% (total 

acceptable). 

Table 4.22 Total variance explained of service quality expectations 

Component 

Initial Eigenvalues Extraction Sums of Squared 

Loadings 

Rotation Sums of Squared 

Loadings 

Total 

% of 

Variance 

Cumulative 

% Total 

% of 

Variance 

Cumulative 

% Total 

% of 

Variance 

Cumulative 

% 

1 9.79 46.62 46.62 9.79 46.62 46.62 5.21 24.81 24.81 

2 1.74 8.31 54.93 1.74 8.31 54.93 4.54 21.63 46.44 

3 1.14 5.43 60.36 1.14 5.43 60.36 2.92 13.92 60.36 

4 0.83 3.93 64.29       

5 0.78 3.71 68.00       

6 0.72 3.41 71.41       

7 0.67 3.19 74.59       

8 0.62 2.96 77.55       

9 0.53 2.52 80.07       

10 0.50 2.38 82.46       

11 0.48 2.26 84.72       

12 0.46 2.20 86.92       

13 0.43 2.05 88.98       

14 0.40 1.91 90.88       

15 0.35 1.66 92.55       

16 0.32 1.50 94.05       

17 0.30 1.44 95.49       

18 0.27 1.28 96.77       

19 0.26 1.24 98.01       

20 0.23 1.11 99.12       

21 0.18 0.88 100.00       

Extraction Method: Principal Component Analysis. 
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Table 4.23 Rotated component matrix of service quality expectations 

 

Component 

1 2 3 

TE1 0.81   

EE3 0.79  0.20 

TE2 0.77   

EE2 0.66 0.26 0.27 

TE3 0.64 0.34 0.22 

TE4 0.61 0.41  

EE1 0.57 0.38 0.31 

AE3 0.57 0.23 0.20 

AE5 0.56 0.49  

AE4 0.55 0.46  

RE4  0.76  

AE1 0.29 0.71  

AE2 0.26 0.69 0.32 

RE3  0.67 0.24 

AE6 0.28 0.66 0.30 

RE2 0.27 0.61 0.27 

RE1 0.48 0.51  

SE3 0.34  0.79 

SE4  0.33 0.78 

SE2 0.25 0.31 0.72 

SE1 0.24 0.45 0.61 

Extraction Method: Principal Component Analysis. 

Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 6 iterations. 
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According to table 4.23, shows the factor loading values when using Varimax 

rotation found that; 

- Factor 1 consists of 10 variables: TE1, EE3, TE2, EE2, TE3, TE4, EE1, 

AE3, AE5 and AE4 

- Factor 2 consists of 7 variables: RE4, AE1, AE2, RE3, AE6, RE2 and RE1  

- Factor 3 consists of 4 variables: SE4, SE2 and SE1 

Then, researcher determined the list of elements to convey the meaning that is 

consistent with the parameters of the individual components by Factor Group 1  is 

"The first factor of service quality expectations", Factor group 2 is "The second factor 

of service quality expectations" and the Factor group 3 is "The third factor of service 

quality expectations" as follows in table 4.24 below. 

Table 4.24 Factor groups of the level of service quality expectations 

Component The factor extracted of service 

quality expectations 

Factors  

1 The first factor of service quality 

expectations 

TE1, EE3, TE2, EE2, TE3, TE4, 

EE1, AE3, AE5, AE4 

2 The second factor of service quality 

expectations 

RE4, AE1, AE2, RE3, AE6, 

RE2, RE1 

3 The third factor of service quality 

expectations 

SE3, SE4, SE2, SE1 

 

The analysis of service quality perceptions with EFA. 

Table 4.25 KMO and Bartlett's test of the service quality perceptions 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.897 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 3264.916 

df 210 

Sig. 0.000* 

p<0.05*  
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According to table 4.25, the KMO value close to 1 (0.897) indicates that 

patterns of correlations are relatively compact and so factor analysis should yield 

distinct and reliable factors. Bartlett's Test of Sphericity, Chi-square value is 

3264.916, Sig. = 0.000 (p<0.05) which means that all of the variables in this data set 

are sufficient and appropriate to be used in the factor analysis because of the variables 

are related. 

Table 4.26 Total variance explained of service quality perceptions 

Component 

Initial Eigenvalues Extraction Sums of Squared 

Loadings 

Rotation Sums of Squared 

Loadings 

Total 

% of 

Variance 

Cumula

tive % Total 

% of 

Variance 

Cumula

tive % Total 

% of 

Variance 

Cumula

tive % 

1 7.48 35.60 35.60 7.48 35.60 35.60 5.75 27.36 27.36 

2 1.76 8.37 43.97 1.76 8.37 43.97 2.41 11.46 38.82 

3 1.27 6.05 50.02 1.27 6.05 50.02 1.89 8.98 47.80 

4 1.17 5.59 55.61 1.17 5.59 55.61 1.64 7.82 55.61 

5 1.00 4.75 60.37       

6 0.86 4.07 64.44       

7 0.79 3.78 68.22       

8 0.72 3.42 71.64       

9 0.70 3.32 74.96       

10 0.67 3.18 78.15       

11 0.60 2.85 81.00       

12 0.55 2.64 83.64       

13 0.52 2.49 86.13       

14 0.49 2.35 88.48       

15 0.47 2.22 90.70       

16 0.42 1.98 92.68       

17 0.37 1.78 94.46       

18 0.35 1.68 96.14       

19 0.29 1.40 97.55       

20 0.27 1.31 98.85       

21 0.24 1.15 100.00       

Extraction Method: Principal Component Analysis. 
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According to table 4.26, the Initial Eigenvalues indicated that the first four 

factors are meaningful as they have Eigenvalues > 1. Factors 1, 2, 3 and 4 explain 

35.60%, 8.37%, 6.05 and 5.59% of the variance respectively with a cumulative total 

of 55.61% (total acceptable). 

Table 4.27 Rotated component matrix of service quality perceptions 

 

Component 

1 2 3 4 

EP3 0.76    

TP2 0.76   0.32 

AP3 0.75    

TP1 0.71    

EP2 0.70    

AP4 0.67  0.26  

EP1 0.66 0.30 0.33  

TP4 0.61 0.24  0.29 

AP5 0.61 0.22   

TP3 0.58   0.35 

AP6 0.53 0.26 0.44  

SP2  0.77  0.25 

SP1  0.70 0.21 0.26 

SP4 0.33 0.67   

SP3 0.42 0.61   

RP4   0.65 0.27 

AP1 0.44  0.59  

AP2 0.38 0.23 0.57  

RP3   0.48 0.44 

RP2    0.75 

RP1 0.24 0.23  0.54 

Extraction Method: Principal Component Analysis. 

Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 16 iterations. 
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According to table 4.27, shows the factor loading values when using Varimax 

rotation found that; 

- Factor 1 consists of 11 variables: EP3, TP2, AP3, TP1, EP2, AP4, EP1, 

TP4, AP5, TP3 and AP6 

- Factor 2 consists of 4 variables: SP2, SP1, SP4 and SP3  

- Factor 3 consists of 3 variables: RP4, AP1 and AP2 

- Factor 4 consists of 2 variables: RP2 and RP1 

The variable RP3 is eliminated because the factor loading less than 0.5  in all 

groups, therefore cannot be classified into any group.  

Then, researcher determined the list of elements to convey the meaning that is 

consistent with the parameters of the individual components by Factor Group 1  is 

"The first factor of service quality perceptions", Factor group 2 is " The second factor 

of service quality perceptions", Factor group 3 is "The third factor of service quality 

perceptions" and Factor group 4 is "The fourth factor of service quality perceptions" 

as follows in table 4.28 below 

Table 4.28 Factor groups of the level of service quality perceptions 

Component The factor extracted of service 

quality perceptions 

Factors 

1 The first factor of service quality 

perceptions 

EP3, TP2, AP3, TP1, EP2, AP4, 

EP1, TP4, AP5, TP3, AP6 

2 The second factor of service 

quality perceptions 

SP2, SP1, SP4, SP3 

3 The third factor of service 

quality perceptions 

RP4, AP1, AP2 

4 The fourth factor of service 

quality perceptions 

RP2, RP1 
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Table 4.29 Comparison of mean values between group of the first factor extracted on 

both service quality expectations and perceptions 

The first factor of service quality 

expectations 

The first factor of service quality 

perceptions 

Factors x̅ Interpret Interpret x̅ Factors 

TE1 3.29 Moderate High 3.59 TP1 

EE3 3.39 Moderate High 3.79 EP3 

TE2 3.18 Moderate High 3.64 TP2 

EE2 3.43 High High 3.88 EP2 

TE3 3.47 High High 3.84 TP3 

TE4 3.41 High High 3.89 TP4 

EE1 3.56 High High 3.91 EP1 

AE3 3.24 Moderate High 3.66 AP3 

AE5 3.47 High High 3.88 AP5 

AE4 3.48 High High 3.88 AP4 

- - - High 3.98 AP6 

 

 According to table 4.29, shows the x̅ values of the factor in the first factor 

extracted of both service quality expectations (consists of 10 factors) and perceptions 

(consists of 11 factors). The result shows that all factors were with x̅ of less than 4.00. 

The interpretation of the mean is most factors are on high level, except 4 factors in the 

first factor extracted of service quality expectations are on moderate include: TE1, 

EE3, TE2 and AE3. It can be concluded that, in the important factors, the 

international tourists who ever eat street food in Bangkok with the perceived of the 

service quality is higher than the expectations of service quality. Therefore, the AP6 is 

a factor of first factor extracted of service quality perceptions that tourists perceived 

with did not expect before. 
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4.5 The value model in food tourism services in a case study of street 

food in Bangkok. 

In this study, value model in food tourism services in a case study of street 

food in Bangkok are presented in the form of multiple regression model by the 

following equation.   

 

ŷ = β0+β1x1+β2x2+β3x3+Ɛ. 

 

In this section, to create MRA models, the researcher analyzed with multiple 

regression using stepwise method base on the data of the perceived value and only 

data of the first factors of service quality perceptions. By using data of the first factor 

of service quality perceptions only because the data from comparison of the first 

factor extracted of service quality expectations and perceptions in part 4 (table 4.29) 

found that all of elements in service quality expectation average less than service 

quality perception that means the international tourists are satisfied in street food in 

Bangkok and every element in the first factor extracted of expectations of service 

quality have been met. The first factor of service quality perceptions as; 

 

From the analysis with EFA in part 4 allows the grouping of the first factor 

extracted of service quality perceptions arranging into the multiple regression model 

as follows. 

 

ŷ = β1(EP3) + β2(TP2) + β3(AP3) + β4(TP1) + β5(EP2) + β6(AP4) + 

β7(EP1) + β8(TP4) + β9(AP5) + β10(TP3) + β11(AP6) 
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Table 4.30 The component score coefficient matrix, �̅� and S.D. of the first factor of 

service quality perceptions 

First factor of service quality perceptions 
Component Score 

Coefficient Matrix 
x̅ S.D. 

AP3 The ability to answer questions about 

food and service. 

0.17 3.66 1.06 

AP4 A sense of safety about the food and 

service. 

0.12 3.88 0.92 

AP5 Service skills of the staff. 0.10 3.88 0.90 

AP6 Provide a warm welcome. 0.05 3.98 0.95 

TP1 Cleanliness of the service area. 0.18 3.59 1.02 

TP2 Cleanliness of cooking equipment.  0.17 3.64 1.05 

TP3 Menu is attractive and readable. 0.10 3.84 0.95 

TP4 Cleanliness of food containers and 

eating equipment.  

0.10 3.89 0.92 

EP1 Pays attention to individual customers. 0.10 3.91 0.94 

EP2 Make the customers feel special. 0.15 3.88 0.95 

EP3 Understands customers’ specific needs 

and wants. 

0.18 3.79 1.05 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization.  

 Component Scores. 

  

 

According to table 4.30, the component score coefficient matrix and the S.D. 

of service quality perception in first factors extracted will be used to represent in the 

multiple regression model. The replacement of the value according to the equation of 

the multiple regression model, the results are shown as following. 

ŷ = 0.18 (1.05) + 0.17 (1.05) + 0.17 (1.06) + 0.18 (1.02) + 0.15 (0.95) 

+ 0.12 (0.92) + 0.10 (0.94) + 0.10 (0.92) + 0.10 (0.90) + 0.10 

(0.95) + 0.05 (0.95) and 

ŷ = 1.4027 
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Detailed of the analysis to create the value model in food tourism services in a case 

study of street food in Bangkok with MRA by using a stepwise method are as 

follows. 

Table 4.31 Linear multiple regression by using a stepwise method on functional 

value (FV) in the first factor of service quality perception 

The first factors of service quality 

perceptions 
B s.e. β t (Sig) 

 (Constant) 3.18 0.14  22.52 0.00** 

TP4 Cleanliness of food containers 

and eating equipment. 

0.11 0.03 0.17 3.20 0.00** 

AP4 A sense of safety about the food 

and service. 

0.10 0.03 0.16 3.05 0.00** 

Note: R Square (R2) = 0.08, Adjusted R Square = 0.08, Std. Error of the Estimate = 0.54, F = 16.88, p = 

0.00b 

**p < 0.01, *p < 0.05 

a. Dependent Variable: SumFV 

b. Predictors: (Constant), TP4, AP4 

 

 According to table 4.31, a multiple regression by using stepwise method was 

run to predict FV from the first factor of service quality perceptions include: AP3, 

AP4, AP5, AP6, TP1, TP2, TP3, TP4, EP1, EP2 and EP3. These variables statistically 

significantly predicted FV, F = 16.88, p <0.00, R2 = 0.08 (variables explained 

approximately 80% of the variance of FV). Two variables added statistically 

significantly to the prediction (p < 0.05) are cleanliness of food containers and eating 

equipment (TP4) and a sense of safety about the food and service(AP4). Which can be 

written in the form of MRA model as follows. 

 

𝐅�̂� = 3.18+ 0.11 (TP4) + 0.10 (AP4) 
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Table 4.32 Linear multiple regression by using a stepwise method on street food and 

beverage value (SF&BV) in the first factor of service quality perception 

The first factors of service quality 

perceptions 
B s.e. β t (Sig) 

 (Constant) 3.26 0.14  23.62 0.00** 

AP6 Provide a warm welcome. 0.12 0.03 0.19 3.46 0.00** 

EP3 Understands customers’ 

specific needs and wants. 

0.07 0.03 0.12 2.29 0.02* 

Note: R Square (R2) = 0.07, Adjusted R Square = 0.06, Std. Error of the Estimate = 

0.57, F = 14.19, p = 0.00b, **p < 0.01, *p < 0.05 

a. Dependent Variable: SumSF&BV, b. Predictors: (Constant), AP6, EP3 

 

According to table 4.32, a multiple regression by using stepwise method was 

run to predict SF&BV from the first factor of service quality perceptions include: 

AP3, AP4, AP5, AP6, TP1, TP2, TP3, TP4, EP1, EP2 and EP3. These variables 

statistically significantly predicted SF&BV, F = 14.19, p <0.00, R2 = 0.07 (variables 

explained approximately 70% of the variance of SF&BV). Two variables added 

statistically significantly to the prediction (p < 0.05) are provide a warm welcome 

(AP6) and understands customers’ specific needs and wants (EP3). Which can be 

written in the form of MRA model as follows. 

 

𝐒𝐅&𝐁𝐕̂  = 3.26+ 0.12 (AP6) + 0.07 (EP3) 
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Table 4.33 Linear multiple regression by using a stepwise method on emotional 

value (EV) in the first factor of service quality perception 

The first factors of service quality 

perceptions 
B s.e. β t (Sig) 

 (Constant) 2.60 0.22  11.97 0.00** 

AP6 Provide a warm welcome. 0.14 0.05 0.15 2.73 0.01* 

EP3 Understands customers’ 

specific needs and wants. 

0.11 0.05 0.12 2.25 0.03* 

Note: R Square (R2) = 0.05, Adjusted R Square = 0.05, Std. Error of the Estimate = 

0.90, F = 10.48, p = 0.00b, **p < 0.01, *p < 0.05 

a. Dependent Variable: SumEV, b. Predictors: (Constant), AP6, EP3 

 

According to table 4.33, a multiple regression by using stepwise method was 

run to predict EV from the first factor of service quality perceptions include: AP3, 

AP4, AP5, AP6, TP1, TP2, TP3, TP4, EP1, EP2 and EP3. These variables statistically 

significantly predicted EV, F = 10.48, p <0.00, R2 = 0.05 (variables explained 

approximately 50% of the variance of EV). Two variables added statistically 

significantly to the prediction (p < 0.05) are provide a warm welcome (AP6) and 

understands customers’ specific needs and wants (EP3). Which can be written in the 

form of MRA model as follows. 

 

𝐄�̂� = 2.60+ 0.14 (AP6) + 0.11 (EP3) 

Table 4.34 Linear multiple regression by using a stepwise method on trust value 

(TV) in the first factor of service quality perception 

The first factors of service quality 

perceptions 
B s.e. β t (Sig) 

 (Constant) 2.69 0.17  15.51 0.00** 

EP3 Understands customers’ 

specific needs and wants. 

0.16 0.04 0.19 3.73 0.00** 
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Note: R Square (R2) = 0.03, Adjusted R Square = 0.03, Std. Error of the Estimate = 

0.91, F = 13.89, p = 0.00b 

**p < 0.01, *p < 0.05 

a. Dependent Variable: SumTV, b. Predictors: (Constant), EP3 

 

According to table 4.34, a multiple regression by using stepwise method was 

run to predict TV from the first factor of service quality perceptions include: AP3, 

AP4, AP5, AP6, TP1, TP2, TP3, TP4, EP1, EP2 and EP3. These variables statistically 

significantly predicted TV, F = 13.89, p <0.00, R2 = 0.03 (variables explained 

approximately 30% of the variance of TV). Only one variables added statistically 

significantly to the prediction (p < 0.05) is understands customers’ specific needs and 

wants (EP3). Which can be written in the form of MRA model as follows. 

 

𝐓�̂� = 2.69+ 0.16 (EP3)  

Table 4.35 Linear multiple regression by using a stepwise method on overall 

value (OV) in the first factor of service quality perception 

The first factors of service quality 

perceptions 
B s.e. β t (Sig) 

 (Constant) 3.04 0.13  24.11 0.00** 

AP6 Provide a warm welcome. 0.11 0.03 0.20 3.75 0.00** 

EP3 Understands customers’ 

specific needs and wants. 

0.08 0.03 0.16 3.06 0.00** 

Note: R Square (R2) = 0.09, Adjusted R Square = 0.09, Std. Error of the Estimate = 0.52, F = 19.63, p = 

0.00b 

**p < 0.01, *p < 0.05 

a. Dependent Variable: SumOV 

b. Predictors: (Constant), AP6, EP3 

 

According to table 4.35, a multiple regression by using stepwise method was 

run to predict OV from the first factor of service quality perceptions include: AP3, 

AP4, AP5, AP6, TP1, TP2, TP3, TP4, EP1, EP2 and EP3. These variables statistically 
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significantly predicted OV, F = 19.63, p <0.00, R2 = 0.09 (variables explained 

approximately 90% of the variance of OV). Two variables added statistically 

significantly to the prediction (p < 0.05) are provide a warm welcome (AP6) 

understands customers’ specific needs and wants (EP3). Which can be written in the 

form of MRA model as follows. 

 

𝐎�̂� = 3.04+ 0.11 (AP6) + 0.08 (EP3) 

 

4.6 The conclusion of the value-added model in food tourism services in a 

case study of street food in Bangkok, Thailand and practice 

guidelines. 

According from part 5, the value models in street food in Bangkok was 

analyzed with MRA by using stepwise method, was run to predict values include: 

FV, SF&BV, EV, TV and OV from the variables in first factor of service quality 

perceptions include: AP3, AP4, AP5, AP6, TP1, TP2, TP3, TP4, EP1, EP2 and EP3. 

The variables statistically significantly predicted all of the value are four variables as: 

TP4, AP4, AP6 and EP3 shows in figure 4.1 below. 

 

Figure 4.1 The statistically significant variables in value model of street food in 

Bangkok. 
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 The variables that were statistically significant in all of value model found that 

there are 4 variables include cleanliness of food containers and eating equipment 

(TP4), a sense of safety about the food and service (AP4), provide a warm 

welcome(AP6) and understands customers’ specific needs and wants (EP3) which are 

important variables that researcher leading the keywords in four variables to develop a 

prototype of the research model (figure 4.2) and then to in-depth interviews with 12 

academics (table 4.36) in two questions. The two questions are: 1) The value-added 

model in food tourism services in a case study of street food in Bangkok, Thailand 

from the analysis by MRA is appropriate or not? and 2) What are the practice 

guidelines to add the value of street food in Bangkok that corresponding to the value-

added model should be? The researcher spent about 10-20 minutes interviewing an 

academic. The draft of the research motel used to interview shows in figure 4.2. 

Table 4.36 The personal details of the academic interviewees and code number 

Respondent 

code number 
Sex Age Subsidiary 

R1 Male 31 Academics from educational institutions 

R2 Female 39 Academics from educational institutions 

R3 Female 32 Academics from educational institutions 

R4 Female 36 Academics from educational institutions 

R5 Female 38 Academics from state enterprise organization 

R6 Female 37 Academics from private sector 

R7 Male 39 Academics from private sector 

R8 Male 37 Academics from government sector 

R9 Female 35 Academics from state enterprise organization 

R10 Female 31 Academics from state enterprise organization 

R11 Female 28 Academics from government sector 

R12 Female 28 Academics from private sector 
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Figure 4.2 A draft of the research model 

 

 From the value models in street food in Bangkok in the previous section, the 

variables statistically significantly predicted all of the value consists of four variables 

including cleanliness of food containers and eating equipment (TP4), a sense of safety 

about the food and service (AP4), provide a warm welcome(AP6) and understands 

customers’ specific needs and wants (EP3). The researcher used the keywords in four 

variables to develop a prototype of the research model and used to develop the 

interview forms for in-depth interviews with 12 academics. It can be concluded that 

the value-added model in food tourism services in a case study of street food in 

Bangkok, Thailand consists of 7 essential elements include 1) being a good provider 

with the warm welcome, 2) a responsibility to different needs and wants of customers, 

3) a sense of safety of food and service, 4) a good hygiene on food containers and 

eating equipment, 5) present “Thainess” through street food 6) promoting and 

developing of public facilities, and 7) a good waste management as in figure 4.3. 

 

 

 



 

 

1
4

8
 

 

 

Figure 4.3 A value-added model in food tourism services in a case study of street food in Bangkok, Thailand, and relevant sectors 
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4.7 Hypothesis testing  

 This study consists of 2 hypotheses, SPSS for Windows was used to analyze 

the data for hypothesis testing by inferential statistics (multiple regression). 

The details are as follows: 

   

 Hypothesis 1 

 H0: The service quality expectation of street food restaurants in Bangkok not 

influences the perceived value factors of international tourists.   

 H1: The service quality expectation of street food restaurants in Bangkok 

influences the perceived value factors of international tourists.   

 

 In this study, multiple regression analysis (MRA) was used to fit the perceived 

value factors using the service quality expectations as predictors.  

Table 4.37 Linear multiple regression on FV in service quality expectations 

Service quality expectations B s.e. β t (Sig) 

(Constant) 3.51 0.16  22.13 0.00* 

Reliability expectations -0.05 0.06 -0.07 -0.92 0.36 

Assurance expectations 0.10 0.07 0.12 1.38 0.17 

Tangible expectations 0.03 0.06 0.05 0.58 0.56 

Empathy expectations 0.07 0.05 0.10 1.31 0.19 

Responsiveness expectations -0.01 0.05 -0.01 -0.10 0.92 

Note: R Square (R2) = 0.04, Adjusted R Square = 0.03, F = 3.16, p = 0.01* 

* p < 0.05 

 

 According to table 4.37, a multiple regression was run to predict FV from 

reliability expectations, assurance expectations, tangible expectations, empathy 

expectations and responsiveness expectations. These variables statistically 

significantly predicted FV, F = 3.16, p < 0.05, R2 = 0.04 (variables explained 

approximately 40% of the variance of FV). However, all five variables added 

statistically not significantly to the prediction, p > 0.05.  
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 It can be concluded that, we can accept the hypothesis H1, which means the 

service quality expectations of street food restaurants in Bangkok influences the 

perceived functional value of international tourists.   

Table 4.38 Linear multiple regression on SF&BV in service quality expectations 

Service quality expectations B s.e. β t (Sig) 

(Constant) 3.83 0.17  23.06 0.00 

Reliability expectations -0.13 0.06 -0.16 -2.10 0.04* 

Assurance expectations 0.04 0.07 0.05 0.50 0.62 

Tangible expectations -0.06 0.06 -0.08 -0.95 0.34 

Empathy expectations 0.08 0.06 0.12 1.49 0.14 

Responsiveness expectations 0.10 0.06 0.14 1.90 0.06 

Note: R Square (R2) = 0.03, Adjusted R Square = 0.01, F = 1.96, p = 0.08 

* p < 0.05 

 

 According to table 4.38, a multiple regression was run to predict SF&BV from 

reliability expectations, assurance expectations, tangible expectations, empathy 

expectations and responsiveness expectations. These variables statistically not 

significantly predicted SF&BV, F = 1.96, p > 0.05, R2 = 0.03 (variables explained 

approximately 30% of the variance of SF&BV). Four variables, assurance 

expectations, tangible expectations, empathy expectations and responsiveness 

expectations were statistically not significantly to the prediction, p > 0.05, except for 

the reliability expectations that did contribute to the multiple regression model with p 

< 0.05. 

 It can be concluded that, we can accept the hypothesis H0, which means the 

service quality expectations of street food restaurants in Bangkok not influences the 

perceived street food and beverage value of international tourists.   

 

  



151 

 

 

Table 4.39 Linear multiple regression on EV in service quality expectations 

Service quality expectations B s.e. β t (Sig) 

(Constant) 3.60 0.26  13.91 0.00 

Reliability expectations -0.13 0.10 -0.10 -1.32 0.19 

Assurance expectations -0.23 0.11 -0.18 -2.02 0.04* 

Tangible expectations 0.04 0.09 0.03 0.39 0.70 

Empathy expectations 0.12 0.09 0.11 1.33 0.18 

Responsiveness expectations 0.20 0.09 0.16 2.29 0.02* 

Note: R Square (R2) = 0.03, Adjusted R Square = 0.02, F = 2.38, p = 0.04* 

* p < 0.05 

 

 According to table 4.39, a multiple regression was run to predict EV from 

reliability expectations, assurance expectations, tangible expectations, empathy 

expectations and responsiveness expectations. These variables statistically 

significantly predicted EV, F = 2.38, p < 0.05, R2 = 0.03 (variables explained 

approximately 30% of the variance of EV). Two variables, assurance expectations and 

responsiveness expectations were statistically significantly to the prediction, p < 0.05. 

Except for three variables, reliability expectations, tangible expectations and empathy 

expectations that did not contribute to the multiple regression model with p > 0.05. 

 It can be concluded that, we can accept the hypothesis H1, which means the 

service quality expectations of street food restaurants in Bangkok influences the 

perceived emotional value of international tourists.   

Table 4.40 Linear multiple regression on TV in service quality expectations 

Service quality expectations B s.e. β t (Sig) 

(Constant) 3.45 0.26  13.26 0.00* 

Reliability expectations -0.32 0.10 -0.26 -3.33 0.00* 

Assurance expectations 0.08 0.11 0.06 0.72 0.47 

Tangible expectations -0.10 0.09 -0.08 -1.06 0.29 

Empathy expectations 0.21 0.09 0.18 2.30 0.02* 

Responsiveness expectations 0.10 0.09 0.08 1.10 0.27 
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Note: R Square (R2) = 0.04, Adjusted R Square = 0.03, F = 3.14, p = 0.01* 

* p < 0.05 

 

 According to table 4.40, a multiple regression was run to predict TV from 

reliability expectations, assurance expectations, tangible expectations, empathy 

expectations and responsiveness expectations. These variables statistically 

significantly predicted TV, F = 3.14, p < 0.05, R2 = 0.04 (variables explained 

approximately 40% of the variance of TV). Two variables, reliability expectations and 

empathy expectations were statistically significantly to the prediction, p < 0.05. 

Except for three variables, assurance expectations, tangible expectations and 

responsiveness expectations that did not contribute to the multiple regression model 

with p > 0.05. 

 It can be concluded that, we can accept the hypothesis H1, which means the 

service quality expectations of street food restaurants in Bangkok influences the 

perceived trust value of international tourists.   

Table 4.41 Linear multiple regression on OV in service quality expectations 

Service quality expectations B s.e. β t (Sig) 

(Constant) 3.62 0.15  23.67 0.00* 

Reliability expectations -0.13 0.06 -0.18 -2.31 0.02* 

Assurance expectations 0.01 0.07 0.02 0.18 0.86 

Tangible expectations -0.01 0.05 -0.02 -0.28 0.78 

Empathy expectations 0.10 0.05 0.16 1.98 0.05 

Responsiveness expectations 0.08 0.05 0.12 1.66 0.10 

Note: R Square (R2) = 0.03, Adjusted R Square = 0.02, F = 2.55, p = 0.03* 

* p < 0.05 

 

 According to table 4.41, a multiple regression was run to predict OV from 

reliability expectations, assurance expectations, tangible expectations, empathy 

expectations and responsiveness expectations. These variables statistically 

significantly predicted OV, F = 2.55, p < 0.05, R2 = 0.03 (variables explained 

approximately 30% of the variance of OV). Only the reliability expectations were 
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statistically significantly to the prediction, p < 0.05. Except for four variables, 

assurance expectations, tangible expectations, empathy expectations and 

responsiveness expectations that did not contribute to the multiple regression model 

with p > 0.05. 

 It can be concluded that, we can accept the hypothesis H1, which means the 

service quality expectations of street food restaurants in Bangkok influences the 

perceived overall value of international tourists.   

 

 Hypothesis 2 

 H0: The service quality perceptions of street food restaurants in Bangkok not 

influences the perceived value factors of international tourists. 

 H1: The service quality perceptions of street food restaurants in Bangkok 

influences the perceived value factors of international tourists.  

Table 4.42 Linear multiple regression on FV in service quality perceptions 

Service quality perceptions B s.e. β t (Sig) 

(Constant) 2.65 0.26  10.11 0.00* 

Reliability perceptions 0.10 0.06 0.09 1.55 0.12 

Assurance perceptions 0.16 0.07 0.20 2.41 0.02* 

Tangible perceptions 0.06 0.05 0.09 1.19 0.24 

Empathy perceptions -0.02 0.05 -0.03 -0.35 0.73 

Responsiveness perceptions 0.03 0.05 0.03 0.57 0.57 

Note: R Square (R2) = 0.09, Adjusted R Square = 0.08, F = 8.06, p = 0.00* 

* p < 0.05 

 

 According to table 4.42, a multiple regression was run to predict FV from 

reliability perceptions, assurance perceptions, tangible perceptions, empathy 

perceptions and responsiveness perceptions. These variables statistically significantly 

predicted FV, F = 8.06, p < 0.05, R2 = 0.09 (variables explained approximately 90% 

of the variance of FV). Only the assurance perceptions were statistically significantly 

to the prediction, p < 0.05. Except for four variables, reliability perceptions, tangible 
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perceptions, empathy perceptions and responsiveness perceptions that did not 

contribute to the multiple regression model with p > 0.05. 

 It can be concluded that, we can accept the hypothesis H1, which means the 

service quality perceptions of street food restaurants in Bangkok influences the 

perceived functional value of international tourists. 

Table 4.43 Linear multiple regression on SF&BV in service quality perceptions 

Service quality perceptions B s.e. β t (Sig) 

(Constant) 2.69 0.27  9.84 0.00* 

Reliability perceptions 0.08 0.07 0.07 1.23 0.22 

Assurance perceptions 0.20 0.07 0.23 2.85 0.00* 

Tangible perceptions -0.07 0.05 -0.09 -1.29 0.20 

Empathy perceptions 0.04 0.05 0.05 0.73 0.46 

Responsiveness perceptions 0.06 0.06 0.07 1.14 0.25 

Note: R Square (R2) = 0.08, Adjusted R Square = 0.07, F = 6.94, p = 0.00* 

* p < 0.05 

 

According to table 4.43, a multiple regression was run to predict SF&BV from 

reliability perceptions, assurance perceptions, tangible perceptions, empathy 

perceptions and responsiveness perceptions. These variables statistically significantly 

predicted SF&BV, F = 6.94, p < 0.05, R2 = 0.08 (variables explained approximately 

80% of the variance of SF&BV). Only the assurance perceptions were statistically 

significantly to the prediction, p < 0.05. Except for four variables, reliability 

perceptions, tangible perceptions, empathy perceptions and responsiveness 

perceptions that did not contribute to the multiple regression model with p > 0.05. 

 It can be concluded that, we can accept the hypothesis H1, which means the 

service quality perceptions of street food restaurants in Bangkok influences the 

perceived street food and beverage value of international tourists. 
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Table 4.44 Linear multiple regression on EV in service quality perceptions 

Service quality perceptions B s.e. β t (Sig) 

(Constant) 1.99 0.43  4.58 0.00* 

Reliability perceptions 0.07 0.11 0.04 0.65 0.52 

Assurance perceptions 0.12 0.11 0.09 1.07 0.29 

Tangible perceptions -0.05 0.09 -0.04 -0.53 0.59 

Empathy perceptions  0.11 0.08 0.10 1.37 0.17 

Responsiveness perceptions 0.14 0.09 0.09 1.54 0.13 

Note: R Square (R2) = 0.05, Adjusted R Square = 0.04, F = 4.22, p = 0.00* 

* p < 0.05 

 

According to table 4.44, a multiple regression was run to predict EV from 

reliability perceptions, assurance perceptions, tangible perceptions, empathy 

perceptions and responsiveness perceptions. These variables statistically significantly 

predicted EV, F = 4.22, p < 0.05, R2 = 0.04 (variables explained approximately 40% 

of the variance of EV). All five variables added statistically not significantly to the 

prediction, p > .05. 

 It can be concluded that, we can accept the hypothesis H1, which means the 

service quality perceptions of street food restaurants in Bangkok influences the 

perceived emotional value of international tourists. 

Table 4.45 Linear multiple regression on TV in service quality perceptions 

Service quality perceptions B s.e. β t (Sig) 

(Constant) 1.74 0.44   0.00* 

Reliability perceptions 0.13 0.11 0.07 1.18 0.24 

Assurance perceptions 0.02 0.11 0.02 0.19 0.85 

Tangible perceptions 0-.01 0.09 -0.01 -0.10 0.92 

Empathy perceptions 0.17 0.09 0.16 2.04 0.04* 

Responsiveness perceptions 0.08 0.09 0.05 0.86 0.39 

Note: R Square (R2) = 0.05, Adjusted R Square = 0.04, F = 4.00, p = 0.00*, * p < 0.05 
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According to table 4.45, a multiple regression was run to predict TV from 

reliability perceptions, assurance perceptions, tangible perceptions, empathy 

perceptions and responsiveness perceptions. These variables statistically significantly 

predicted TV, F = 4.00, p < 0.05, R2 = 0.05 (variables explained approximately 50% 

of the variance of TV). Only the empathy perceptions were statistically significantly 

to the prediction, p < 0.05. Except for four variables, reliability perceptions, assurance 

perceptions, tangible perceptions and responsiveness perceptions that did not 

contribute to the multiple regression model with p > 0.05. 

 It can be concluded that, we can accept the hypothesis H1, which means the 

service quality perceptions of street food restaurants in Bangkok influences the 

perceived trust value of international tourists. 

Table 4.46 Linear multiple regression on OV in service quality perceptions 

Service quality perceptions B s.e. β t (Sig) 

(Constant) 2.41 0.25  9.62 0.00* 

Reliability perceptions 0.09 0.06 0.08 1.50 0.13 

Assurance perceptions 0.15 0.06 0.18 2.28 0.02* 

Tangible perceptions -0.01 0.05 -0.02 -0.26 0.80 

Empathy perceptions 0.05 0.05 0.08 1.11 0.27 

Responsiveness perceptions 0.07 0.05 0.08 1.34 0.18 

Note: R Square (R2) = 0.11, Adjusted R Square = 0.09, F = 9.12, p = 0.00 

* p < 0.05 

 

According to table 4.46, a multiple regression was run to predict OV from 

reliability perceptions, assurance perceptions, tangible perceptions, empathy 

perceptions and responsiveness perceptions. These variables statistically significantly 

predicted OV, F = 9.12, p < 0.05, R2 = 0.11 (variables explained approximately 110% 

of the variance of OV). Only the assurance perceptions were statistically significantly 

to the prediction, p < 0.05. Except for four variables, reliability perceptions, tangible 

perceptions, empathy perceptions and responsiveness perceptions that did not 

contribute to the multiple regression model with p > 0.05. 
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It can be concluded that, we can accept the hypothesis H1, which means the 

service quality perceptions of street food restaurants in Bangkok influences the 

perceived overall value of international tourists. 

Table 4.47 The results of monitoring research hypothesis 

No. Hypothesis 

Accept the 

hypothesis 

H0 

Accept the 

hypothesis 

H1 

1 The service quality expectation of street food 

restaurants in Bangkok influences the perceived value 

factors of international tourists.   

  

1.1 H0: The service quality expectation of street food 

restaurants in Bangkok not influences the perceived 

functional value of international tourists.   

H1: The service quality expectation of street food 

restaurants in Bangkok influences the perceived 

functional value of international tourists.   

  

1.2 H0: The service quality expectation of street food 

restaurants in Bangkok not influences the perceived 

street food and beverage value of international tourists.   

H1: The service quality expectation of street food 

restaurants in Bangkok influences the perceived street 

food and beverage value of international tourists.   

  

1.3 H0: The service quality expectation of street food 

restaurants in Bangkok not influences the perceived 

emotional value of international tourists.   

H1: The service quality expectation of street food 

restaurants in Bangkok influences the perceived 

emotional value of international tourists.   
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Table 4.47 The results of monitoring research hypothesis (continued) 

No. Hypothesis 

Accept the 

hypothesis 

H0 

Accept the 

hypothesis 

H1 

1.4 H0: The service quality expectation of street food 

restaurants in Bangkok not influences the perceived 

trust value of international tourists.   

H1: The service quality expectation of street food 

restaurants in Bangkok influences the perceived trust 

value of international tourists.   

  

1.5 H0: The service quality expectation of street food 

restaurants in Bangkok not influences the perceived 

overall value of international tourists.   

H1: The service quality expectation of street food 

restaurants in Bangkok influences the perceived 

overall value of international tourists.   

  

2 The service quality perception of street food 

restaurants in Bangkok influences the perceived value 

factors of international tourists.  

  

2.1 H0: The service quality perception of street food 

restaurants in Bangkok not influences the perceived 

functional value of international tourists. 

H1: The service quality perception of street food 

restaurants in Bangkok influences the perceived 

functional value of international tourists 

  

2.2 H0: The service quality perception of street food 

restaurants in Bangkok not influences the perceived 

street food and beverage value of international tourists. 

H1: The service quality perception of street food 

restaurants in Bangkok influences the perceived street 

food and beverage value of international tourists 
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 Table 4.47 The results of monitoring research hypothesis (continued) 

No. Hypothesis 

Accept the 

hypothesis 

H0 

Accept the 

hypothesis 

H1 

2.3 H0: The service quality perception of street food 

restaurants in Bangkok not influences the perceived 

emotional value of international tourists. 

H1: The service quality perception of street food 

restaurants in Bangkok influences the perceived 

emotional value of international tourists 

  

2.4 H0: The service quality perception of street food 

restaurants in Bangkok not influences the perceived 

trust value of international tourists. 

H1: The service quality perception of street food 

restaurants in Bangkok influences the perceived trust 

value of international tourists 

  

2.5 H0: The service quality perception of street food 

restaurants in Bangkok not influences the 

perceived overall value of international tourists. 

H1: The service quality perception of street food 

restaurants in Bangkok influences the perceived 

overall value of international tourists 

  

 

According to table 4.47 shows the service quality expectation of street food 

restaurants in Bangkok influences most of the perceived value factors of international 

tourists include: functional value, emotional value, trust value and overall value, 

except in street food and beverage value that not influences. 

The service quality perception of street food restaurants in Bangkok influences 

all of the perceived value factors of international tourists include: functional value, 

street food and beverage value, emotional value, trust value and overall value. 

  



 

 

 

 

 

CONCLUSIONS, DISCUSSION AND RECOMMENDATIONS 

 

This research aims to study the value-added model in food tourism services in a 

case study of street food in Bangkok, Thailand. The scope of the content is to explore the 

key perceived value components under the context of street food in Bangkok and the 

differences between the important factors of service quality expectations and 

perceptions of international tourists on the street food restaurants. A mixed method 

was employed in the study. The data were collected from two questionnaires, and an 

interview forms from the samples of the research that are international tourists and 

academics involved in tourism department by purposive sampling. SPSS for Windows 

was employed to analyze the data by using descriptive statistics, which is the general 

description of the data collected: frequency, percentage, mean and standard deviation 

and inferential statistics:  t-test ( independent t-test) , one-way analysis of variance 

( One-way ANOVA) , exploratory factor analysis (EFA) and multiple regression 

analysis. 

 

5.1 Conclusions  

 5.1.1 The key perceived value of street food in Bangkok 

In this study, the 5-point Likert scale questionnaire consisted of 26 questions 

that captured the perceived value variables of food and beverage service, in general, 

was used to collect data from international tourists. The EFA was used to analyze the 

components of the perceived value of the street food in Bangkok. EFA analyzed the 

26 variables of perceived value in food and beverage service business in with the 

SPSS program. The results are: KMO value = 0.915 (more than 0.5 and close to 1), χ2 

= 9534.059 and Sig. = 0.000 (p<0.05) that means the 26 variables of this data set were 

associate and suitable to be used in factor analysis. The Initial Eigenvalues indicated 
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that the first four factors are meaningful as they have Eigenvalues > 1. Factors 1, 2, 3 

and 4 explain respectively 50.151%, 11.295%, 5.340% and 4.708% of the variance 

respectively with a cumulative total of 71.494% (totally acceptable). The factor 

loading values were using Varimax rotation. The researcher determined the list of 4 

factors which are factor group 1  is "functional value", factor group 2  is " street food 

and beverage value", factor group 3  is "emotional value" and the factor group 4  is 

"trust value" consist of the following answers: 

Functional value 

1. Opening hours were convenient for me.  

2. Locations of street food in Bangkok were convenient/easy to 

locate. 

3. The food portion was enough and satisfied.  

4. Street food in Bangkok offered good value for the price. 

5. The food menus and options were varied.  

6. Level of the overall value of street food in Bangkok.  

7. The quality of food and service was consistent.  

Street food and beverage value  

1. Street food made me want to revisit Bangkok in the future. 

2. Street food in Bangkok reflected local culture and traditions. 

3. Eating street food was one of the things that I enjoyed doing in 

Bangkok. 

4. The food was tasty. 

5. Eating street food in Bangkok made sense to rest. 

6. The food was well-made. 

Emotional value  

1. Street food helped me feel accepted by others. 

2. Street food improved my social status perceived by others. 

3. Eating street food on a trip to Bangkok made me feel good. 

4. Street food in Bangkok was appealing to me. 

5. Street food in Bangkok had a good reputation. 
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Trust value  

1. Bill or proof of purchase was provided. 

2. Street food had an acceptable standard of food safety or food 

quality 

3. The service was reliable. 

 

5.1.2 Tourists demographics, the level of expectations and perceptions of 

service quality, and the agreement levels of perceived value of international 

tourists. 

Most respondents were female (52.1%), most of their ages are in Generation Y 

(87.4%), a nationality in Europe is the highest rank (45.6%), and most of them have a 

bachelor’s degree as the highest educational qualification (45.9%). The majority of 

respondents are students (24.1%), travel to Bangkok with friends (37.7%) and with 

the pocket money per person, per trip ( excluding international transportation and 

accommodation cost) is between 15,001-30,000 bath (29.0%). 

Both expectations and the perceptions of service quality are ranked as high in 

total. The total of perceptions of service quality with the x̅ is 3 .9 4 , higher than the 

total of expectation of service quality with x̅ is 3.52.  

The overall of tourist perceived value is ranked as high with x̅ is 3.81. When 

considering each factor, it is found that most of the values that have a high degree. 

The value that is ranked as the highest is functional value with x̅ is 3.98. Followed by 

street food and beverage value with x̅ is 3.97 and emotional value with x̅ is 3.57. 

Excluding elements at moderate degree and ranked as lowest is trust value with x̅ is 

3.31. 

 

5.1.3 The differences in service quality expectation and perception of 

international tourist in street food in Bangkok 

The difference between service quality expectation and perception were 

analyzed by EFA with SPSS to group and prioritize variables in each of factor groups, 

then compare with the mean of the variables in the first factor extracted because it is a 

group of variables that have the highest initial eigenvalues. 
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EFA results show the service quality expectations which has three group of 

factors including factor group 1  is "the first factor of service quality expectations", 

factor group 2  is "the second factor of service quality expectations", and the factor 

group 3 is "the third factor of service quality expectations". The service quality 

perceptions has four group of factors which are factor group 1  is "the first factor of 

service quality perceptions", factor group 2  is "the second factor of service quality 

perceptions", factor group 3 is "the third factor of service quality perceptions" and 

factor group 4 is "the fourth factor of service quality perceptions".  

Comparison of mean values between a group of the first factor extracted on 

both service quality expectations and perceptions, the variables in the first factor 

extracted of service quality expectations consists of 1 0  variables, and service quality 

perceptions consist of 1 1 variables, all factors were with x̅ of less than 4.00, the 

expectations are on x̅ is between 3.18 to 3.56 and the perceptions are on x̅ is between 

3.59-3.98. Most of the factors are on a high level except four factors in service quality 

expectations are moderate including cleanliness of the stalls area (TE1), staff 

understands customers’  specific needs and wants (EE3), staff makes customers feel 

special (TE2) and staff has the ability to answer customer questions about food and 

services (AE3). Therefore, the staff provides warm welcome and hospitality (AP6) is 

the first factor extracting from service quality perceptions that tourists perceived with 

out expectations before. However, the international tourists who experienced eating 

street food in Bangkok were perceived of the service quality is higher than the 

expectations of service quality in all variables in the first factor extracted on both 

service quality expectations and perceptions. 

 

 5.1.4 The value model in food tourism services in a case study of street 

food in Bangkok, Thailand 

The value model in food tourism services in a case study of street food in 

Bangkok was analyzed with multiple regression by using stepwise method to predict 

overall value (OV) from the first factor of service quality perceptions include: AP3, 

AP4, AP5, AP6, TP1, TP2, TP3, TP4, EP1, EP2 and EP3, which can be written in the 

form of MRA model as follows. 
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𝐎�̂� = 3.04+ 0.11 (AP6) + 0.08 (EP3) 

 

These variables statistically significantly predicted overall value (OV) with F 

= 19.63, p <0.00, R2 = 0.09 (variables explained approximately 90% of the variance of 

OV). Two variables added statistically significantly to the prediction (p < 0.05) are 

provide a warm welcome (AP6) understands customers’ specific needs and wants 

(EP3). 

When considering each factor, it is found that functional value (FV) with F = 

16.88, p <0.00, R2 = 0.08. Two variables added statistically significantly to the 

prediction (p < 0.05) are the cleanliness of food containers and eating equipment 

(TP4) and a sense of safety about the food and service (AP4), which can be written in 

the form of MRA model as follows. 

 

𝐅�̂� = 3.18+ 0.11 (TP4) + 0.10 (AP4) 

 

Street food and beverage value (SF&BV) with F = 14.19, p <0.00, R2 = 0.07. 

Two variables added statistically significantly to the prediction (p < 0.05) are provide 

a warm welcome (AP6) and understands customers’ specific needs and wants (EP3), 

which can be written in the form of MRA model as follows. 

 

𝐒𝐅&𝐁𝐕̂  = 3.26+ 0.12 (AP6) + 0.07 (EP3) 

 

 Emotional value (EV) with F = 10.48, p <0.00, R2 = 0.05. Two variables 

added statistically significantly to the prediction (p < 0.05) are provide a warm 

welcome (AP6) and understands customers’ specific needs and wants (EP3), which 

can be written in the form of MRA model as follows. 

 

𝐄�̂� = 2.60+ 0.14 (AP6) + 0.11 (EP3) 

 

 And trust value (TV) with F = 13.89, p <0.00, R2 = 0.03. Only one variable 

added statistically significantly to the prediction (p < 0.05) is understands customers’ 
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specific needs and wants (EP3). Which can be written in the form of MRA model as 

follows. 

𝐓�̂� = 2.69+ 0.16 (EP3) 

The variables that were statistically significant in all of the value models found 

that there are 4 variables include cleanliness of food containers and eating equipment 

(TP4), a sense of safety about the food and service (AP4), provide a warm 

welcome(AP6) and understands customers’ specific needs and wants (EP3) which are 

important variables that researcher leading the keywords in each variable to find out 

and summarize of the research model and the guidelines practice. 

 

5.1.5 The conclusion of the value-added model in food tourism services in 

a case study of street food in Bangkok, Thailand and practice guidelines. 

From the value models in street food in Bangkok in the previous section, the 

variables statistically significantly predicted all of the value consists of four variables 

including cleanliness of food containers and eating equipment (TP4), a sense of safety 

about the food and service (AP4), provide a warm welcome(AP6) and understands 

customers’ specific needs and wants (EP3). The researcher used the keywords in four 

variables to develop a prototype of the research model and used to develop the 

interview forms for in-depth interviews with 12 academics. It can be concluded that 

the value-added model in food tourism services in a case study of street food in 

Bangkok, Thailand consists of 7 essential elements include 1) Being a good provider 

with a warm welcome, 2) Responsive to different needs and wants, 3) The sense of 

safety of food and service, 4) Hygiene on food containers and eating equipment, 5) 

Present "Thainess" through street food, 6) Promoting and developing of public 

facilities and 7) Good waste management as show figure below. 
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Figure 5.1 The research model 
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The practice guidelines  

From the model of the research above, there are three sectors those involved in 

the practice guidelines to achieve the research model: street food vendors, the 

government sector, and the private sector. The practice guidelines to comply with the 

7 elements of the model as follows: 

 

1) Street food vendors 

1.1) Being a good provider with the warm welcome 

1.1.1) Abilities to answer customer questions about food and 

services. 

To define and determine the quality of service is essential to 

restaurant service employees (Madanoglu, 2004). Customer-perceived service quality 

from the knowledge to answer customer questions and understand the specific needs 

of their customers of service staff (Kumar et al., 2010). Employees must be able to 

answer questions about products and services as the basis is the ingredient of food and 

the taste of food or other. In addition, if employees can provide information on nearby 

attractions for tourist will be better. 

Staff in the local restaurant sector need to be trained in foreign 

languages since non-Thai tourists perceive the language skills of the street food 

restaurant staff to be poor or very poor. This is consistent with the interviewees 

mentioned that “Tourist likes Thai food and street food, but the most problem of 

tourist, they can't speak with staff” (R1, R8, R10). Employees with even a limited 

instruct of foreign languages could be an exceptionally valuable resource to 

establishments, and language learning could, therefore, be a critical component in 

both pre-service and in-service training (Blue and Harun, 2003). With regards to an 

increasingly globalized world, there has been some institutionalization of hospitality 

language (Blue and Harun, 2003). The language of local food services, for example, 

contains functional aspects of hospitality language that are comprehended around the 

world in English. These functional activities incorporate friendly greetings, receiving 

orders, food and service information, and miscellaneous requests. 
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1.1.2) Having a good service minded attitude and being 

hospitable to tourists. 

Keep a service-minded attitude; staff should take care of the 

tourists and other customers with hospitality since the start of service until the end of 

the service. This is consistent with the interviewees mentioned that “ Always having 

willing service and being polite with customers and tourists.” (R7, R9, R10, R12). 

  When a customer has a problem, the staff should take good care 

of them by having a service-minded attitude and trying to get a clear understanding of 

the problem. Moreover, when a tourist has a problem because of a mistake made by 

someone or something in the business, the staff have to apologize for the 

inconvenience. After that, try to make things right or solve problems and follow up 

the problem respectively (Zimmerman, n.d.). Importantly, do not forget to great when 

the customer arrives and say thank you upon completion of service. 

1.2) A responsibility to different needs and wants of customers 

1.2.1) Responsive to the individual needs and wants of tourists 

1.2.1.1) Having enough staff to provide services. 

A business which is able to comprehend and fulfill 

customers' needs quickly make greater profits than those which miss to understand 

and satisfy them (Barsky & Nash, 2003). Guest relationships are a strategic asset of 

the business (Gruen et al., 2000) and tourist satisfaction is the beginning point to 

define business targets. A human may have different types of needs. Maslow (1987) 

classified needs into five types: physiological, safety, belongingness and love, esteem 

and self-actualization needs while Scitovsky (1986) suggested individual comfort, 

social comfort, and stimulation as three assortments of human fulfillment. 

Street food restaurants need to have enough staff and 

appropriate amount for service, especially in the moments that have a lot of 

customers. The personal service experiences, unique needs, and consumption 

situations may influence a consumer’s subjective judgment of quality (Palmer, 2005). 

Restaurant staff positively influence customer satisfaction (Wu and Liang, 2009), 

service quality is a significant determinant of customer satisfaction (Kim et al. 2009) 

and re-visit intention (Kivela et al. 2000). 
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1.2.1.2) Creation of more alternative in food and 

beverage and price 

Street foods do have benefits, among them, simplicity, 

and menu variety (Winarno & Allain, 1991) have been often mentioned. There should 

be a variety of foods such as vegetarian food, halal food or other kinds of Thai food.  

Liu and Jang (2009) presented that food quality consist of menu variety and food 

presentation are significantly influenced customer satisfaction. This is consistent with 

the interviewees mentioned that “Food diversity must be on menus such as, vegetarian 

food, halal food or other kinds of Thai food” (R4) , and “Maybe, tourists were hoping 

to find more specific dishes in different areas of Bangkok or different markets to 

experience, but the food choices in every place are generally similar.” (R9). 

1.2.2) Responsive to meet the basic needs of the tourists 

1.2.2.1) Presenting the basic services to tourists 

immediately. 

In a restaurant setting, food is an attribute that must be 

provided, as it is vital to the underlying capacity (Andersson and Mossberg, 2004). It 

can add utility to the product beyond that which is expected (Andersson and 

Mossberg, 2004), for example, more payment channel, music, free drink, and clean 

napkins, spoons, forks, and chopsticks. This is consistent with the interviewees 

mentioned that “Serving free water or presenting menus immediately without waiting 

for the customer's requests”  (R2, R5) and “Spoons, forks, and chopsticks should be 

kept in a box with a lid.” (R3, R7, R8). 

1.2.2.2) Offering a clean napkin 

The fast-food trade is currently looking at all the 

methods allowing a lessening in the utilization of essential materials used either for 

packaging its products or for intends of wiping oneself clean. They are the cloth 

napkins serviced at full-service restaurants (Lehrburger and Mullen, 1992). However, 

in fast food services, the use of disposable paper napkins ought to be encouraged 

rather than hand towels and the use of disposable paper napkins is cleaner than cotton 

towels (Imonikebe, 2013). Cotton bar towels or the cabinet roll-towels are only in the 

public restroom (Lehrburger and Mullen, 1992). This is consistent with the 
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interviewees mentioned that “Cutlery sets and paper towels or sanitary wipes should 

be provided.” (R7, R8, R12). 

1.2.2.3)  Cleanliness of tables and chairs 

Street food vendors should set the tables and chairs for 

eating with proportion and privacy, the outline and layout of a dining area can 

improve the enjoyment and fulfillment of the dining experience and support with 

employee productivity (Ryu and Jang, 2008). This is consistent with the interviewees 

mentioned that “Tables and chairs have to stay clean.” (R2, R5, R6, R10). 

1.2.2.4) Availability of foreign language or English 

menus 

Menus can show a type of selling condition and are 

similar in nature to give a professional speech (Bowen & Morris, 1995). The menu is 

fascinating by utilizing pictures, illustrations, or icons if appropriate (Zwicky and 

Zwicky, 1980). Graphics can fill in as powerful motivators for ordering (Poundstone, 

2010). In addition, publication of foreign language menus with ingredients and prices 

obviously marked is a conceivable measure to aid (Sánchez-Cañizares, 2012). 

Therefore, the menu should have both Thai and foreign language together, such as in 

English or Chinese. This is consistent with the interviewees mentioned that “Menus 

should always be written in local language as well as English or more multi-language 

menus.” (R1, R2, R5, R6, R8, R11). 

1.2.2.5) Concentrating on the taste of food and drink 

Taste of food is one of the food qualities which is 

significantly influenced customer satisfaction (Liu and Jang, 2009). There should be 

standards of street food tastes to respond to the satisfaction of tourists and local 

customers. This is consistent with the interviewees mentioned that “Thai food is 

famous for tourists because it is delicious” (R4, R7, R9). 

1.3) A sense of safety of food and service 

1.3.1) Food Safety  

Food hygiene then again hand is the arrangement of food 

practices that purchasers connect with healthy living and the preservation of health 

(Foskett et al. 2008; Bloomfield et al., 2007). That one of all interviewee said, “A 

number of consumers have been concern about health and wellness value” (R1). The 
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chef should prepare and cook just as much food as is required for keeping food 

temperature and quality. The chef should also keep foods covered to hold heat and to 

keep contaminants from falling into food. (Swiss International Hospitality, 2013). It is 

an important issue from the interviews that the interviewees said: “The chef must 

impose the cleanliness of the food process” (R3, R5, R10, R12). 

Food quality is the most major dimension of the restaurant 

experience (Sulek & Hensley, 2004). Street foods are perspective to have the 

organoleptic and hygienic qualities that are worthy to buyers (Mensah et al., 2001) but 

food can be mishandled during preparation (Mederios, Hillers, Kendall, & Mason, 

2001). For fresh ingredients, street food vendors can use the first in, first out (FIFO) 

inventory circulation (Swiss International Hospitality, 2013), or use seasonal 

ingredients (Wijesinha-Bettoni et al., 2013), or store the suitable materials in each 

category to keep them fresh such as refrigerate milk powder, cocoa, and nuts after 

opening because these foods allure insects. However, most insects become sluggish at 

temperatures below 5º Celsius (Swiss International Hospitality, 2013). 

Food safety and sanitation procedures with customer 

impression of service quality in restaurants (Bienstock et al., 2003) refer to whether 

chronic or acute hazards may cause food to harm humans that interviewee said: “Food 

safety must become a part of Thai food culture” (R10). 

The relative significance of various food handling practices, a 

general agreement is that food handlers must accomplish high levels of food safety 

knowledge, and also the capacity to effectively apply such knowledge in food 

handling practices; both ascribes are fundamental to reliable safe food handling 

practices in restaurants (Mortlock, Peters, & Griffith, 1999). Street food chefs should 

use a clean spoon each time to taste or sample food (CCOHS, 2017). Food handlers 

additionally reported carrying out food safety rehearses, especially washing hands 

with soap and water, substantially more frequently than they played out these 

practices on (Manning & Snider, 1993). 

1.3.2) The safety of the cooking area 

Customer satisfaction was importantly affected by the 

responsiveness of the employees (Saad Andaleeb & Conway, 2006). However, there 

are likewise lacking skilled personnel in many eateries and other points of the food 
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chain that have the essential knowledge of food safety and sanitary practices 

(Knowles, 2002). The training of vendors or food handlers through instruction could 

be one of the most effective intercessions to accomplish safe street foods (Hanashiro 

et al., 2005), and would result in the effective performance of hygienic practices 

(Egan et al., 2007). This is consistent with the interviewees mentioned that “ If the 

cooking areas are not clean or disorder, there might be a danger during the service.” 

(R3, R5, R7) and “The chef should monitor tools, accessories, and electrical 

appliances if they are in a ready-to-use condition.” (R12). It is recommended that 

training on hygiene in the workplace by adding more hours of training, which will 

result in the improvement of food safety, whereas food hygiene training to be 

effective, it is necessary to set a goal to change the behavior of street food vendors 

with assessed regularly (Egan et al., 2007).  

1.3.3) The safety of the service 

The priority factor for customers dining out is hygiene and 

cleanliness of the restaurant employees (Threevitaya, 2003). Inappropriate working 

conditions, low-level personnel hygiene and improper equipment used by food 

handlers may cause food poisoning (ÇakIroglu and Uçar, 2008). The chef must wear 

hair nets to help protect loose hair from falling on food (CCOHS, 2017). Also, the 

service staff should arrive at work clean such as clean hair, teeth brushed, and bathed 

with deodorant used daily (Swiss International Hospitality, 2013). 

Personal hygiene of service staff such keep nails trimmed short 

and do not wear nail polish and jewelry, especially rings (CCOHS, 2017). Staff who 

has symptoms of illness or infection lets them rest at home; it may not be appropriate 

for service staff to handle food while sick. (CCOHS, 2017). This is consistent with the 

interviewee mentioned that “Staff who are sick should rest at home.” (R11). 

Staff should wear food grade gloves when touching foods and 

do not use them for something else because of the potential for foodborne diseases 

which may be caused by improper handling of the food or by the sanitation practices 

of the establishment, for example, poor individual hygiene of food handlers and 

servers (Scarcelli, 2007). Also, the staff should not use hands to touch food as little as 

possible and do not wear rubber or latex gloves close to open flames or other heat 

sources (CCOHS, 2017). The chef should wash their hands often, before and after 
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handling raw food, particularly meat and poultry (CCOHS, 2017). This is consistent 

with the interviewees mentioned that “The use of gloves is very important for health 

and prevention of infections”  (R4, R5, R8, R10) and “ Employees should wash their 

hands with soap and water before touching food and after touching raw foods”  (R9, 

R12). 

The value of dining out has been characterized as both 

functional and economic: taste, price, quantity, and menu variety (Park, 2004). The 

value of money or a reasonable price that do not take advantage from tourists are 

significant for food tourism, because the worth of money will have a positive effect 

on customer satisfaction (Heskett et al., 1994; Patterson and Spreng, 1997; Cronin et 

al., 2000; Yang and Peterson, 2004; Andaleeb and Conway’s, 2006 and Lee et 

al.,2007). However, most street foods in Thailand still have moderate prices (Winarno 

& Allain, 1991). This is consistent with the interviewees mentioned that “Some street 

food restaurants do not show the food prices in the menu.” (R4, R11). 

1.4) A good hygiene on food containers and eating equipment 

1.4.1) Selecting and using food containers properly  

1.4.1.1) Select the use of disposable food containers 

that can be easily digested or produced from nature, which is an important issue from 

the interviews that the interviewees said: “It would be good if all the stores use 

biodegradable food containers, but the cost may increase slightly.” (R3, R11). 

Recently, environmental management has turned into a 

major vital issue in improving organizational performance (Zhu and Sarkis, 2006). 

Restaurants that organize environmental preservation focus around recycling 

disposable product and waste (Wang et al., 2013). There are various of plant-based 

choice represent materials to produce food containers such as paper, and other 

biodegradable agricultural resources, for example, sugarcane or corn (Barnes et al., 

2011), which can be used in food packaging in the form of street food as well. 

1.4.1.2) Use containers that have been identified as 

suitable for food by choosing to suit the type of food, which is an important issue 

from the interviews that the interviewees said: “ Buy the food containers which are 

suitable for types of food.” (R2, R4) and “Choose the food containers that are marked 

with the quality certification from the authorities to secure safety in use.” (R6, R11). 
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The major roles of food packaging are to protect food 

products from outside influences and hazard, to contain the food, and to offer 

customers with ingredient and healthful information (Coles, 2003). There are several 

types of fast food containers, but popular types include glass and ceramic, plastic, and 

paper.  

Glass and ceramic food storage containers have many 

expediencies for food-packaging appliances. It is impervious to gases and vapors, so it 

keeps product freshness for a long length of time without degrading taste or flavor. 

The potentiality to withstand high processing temperatures makes glass useful for heat 

sterilization of both low-acid and high-acid foods. The clearness of glass allows 

consumers to see the food. Finally, glass packaging benefits the environment that it is 

reusable and recyclable (Marsh and Bugusu, 2007). 

Plastic food storage containers provide several profits for 

food packaging which are cheap, lightweight, heat sealable and easy to print (Marsh 

and Bugusu, 2007). The best plastic for conducting food containers is Polypropylene, 

which is non-toxic and very flexible. In the market, there are a few types of plastic 

that can withstand temperatures from 150 to 200oC, but if the plastic utilized for food 

containers is recycled from waste plastic, it is very toxic that they only suffer 

temperatures between 70 and 80oC. So, when it is used for hot food packaging or 

exposure to high heat sources, the harmful ingredients can be released (Lifehack.org, 

2018). 

Paper food storage containers are normally used in 

corrugated boxes, milk cartons, folding cartons, bags and sacks, and wrapping paper. 

Tissue paper, paper plates, and cups are other examples of paper (Marsh and Bugusu, 

2007). Paper is not utilized to protect foods for long periods of time since it has poor 

boundary properties and is not heat sealable. At this point, when utilized it as primary 

packaging (that is, in contact with food), the paper is quite often treated, coated, 

laminated, or impregnated with materials, for example, waxes, resins, or lacquers to 

enhance useful and protective properties (Marsh and Bugusu, 2007).  

1.4.1.3) Avoid using containers that have a cracked, 

chipped, peeling paint or corrosive from cleaning, which is an important issue from 
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the interviews that the interviewees said: “ Do not use containers that have chips or 

cracks, it may be a source of disease and danger” (R5, R6, R12). 

General prerequisites of food containers are surfaces of 

materials and coatings will be permanent, cleanable and where desired able of being 

sterilized, without breaks, resistant to cracking, chipping, flaking and abrasion and 

prevent penetration of unwanted thing under proposed utilize (Rwanda Standards 

Board, 2017). It may cause the accumulation of food debris or bacteria which can lead 

to diseases caused by contamination in food. 

1.4.2) Interesting food containers 

                                     Food containers should be interesting and able to attract 

tourists, which is an important issue from the interviews that the interviewees said: 

“ Food containers must be appropriate and can attract the attention of the customer.” 

(R7). 

In the past, many scholars have attempted to study the impact 

of packaging on products and services. For instance, Silayoi and Speece (2007) 

examined the significance of packaging design and the role of packaging as an 

instrument for purchaser communication and branding as a developing engine. They 

examined these issues utilizing an examination among buyers for packaged food 

products in Thailand, which is a very competitive packaged food products market. 

Their outcomes showed that perceptions about packaging technology assumed the 

most important role in the consumers to buy. Wells et al. (2007) examined the 

importance of packaging design for own-label food brands. The study obviously 

represented that there is a strong association toward the influence of packaging on the 

purchase decision. There is shown that food packaging is critical to food tourism. 

Street food vendors, therefore, should not be overlooked to choose food packaging 

that can attract tourists. 

1.4.3) Proper cleaning of equipment and food containers  

The important factor for customers dining out is hygiene and 

cleanliness of utensils and dishes (Threevitaya, 2003).  Most of the consumers rated 

the cleanliness of plate and glassware (81%) as factors influencing their confidence in 

the safety of restaurant food (Perlik, 2004). The cleanliness can influence the 

customer’s impressions of service quality (Lockyer, 2003). Food can be mishandled 
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during handling and/or storage (Mederios, Hillers, Kendall, & Mason, 2001). The 

equipment is cleaned after each use or each meal period to assure the safety of food 

served to clients (Swiss International Hospitality, 2013), which is an important issue 

from the interviews that the interviewees said “ Food containers should always be 

clean”  (R4, R8, R11). It is essential that all food equipment and utensils are 

appropriately cleaned and sanitized. Street food vendors should use dishwashing 

detergent to regularly wash tableware, surfaces, and equipment and followed by 

rinsing them with clean water at least 2  times. Equipment that handles possibly 

precarious foods is cleaned minimally every eight hours by washing, rinsing, and 

sanitizing all food contact surfaces of the equipment, then let all parts of the 

equipment to air dry (Swiss International Hospitality, 2013), and storage of food 

containers and eating equipment in hygienic in cabinets or on shelves more than 60 

centimeters of height from floor. 

1.5) Present “Thainess” through street food 

1.5.1) Presenting food and service to reflect the Thai culture  

1.5.1.1) Giving information about Thai food such as 

local ingredients, stories, how to eat or else. 

Local food is vital to creating a sense of place, which 

can be exploited to distinguish tourist destinations (Haven-Tang and Jones 2005), and 

travelers are searching for an opportunity to both eating with locals and enjoying what 

local people eat (Richards 2002). Nabsiah, Elham, and Tan (2011) likewise 

demonstrated that all stage in purchasing decision procedures could be affected by 

tourists’ knowledge and customer-perceived service quality from the knowledge to 

answer customer questions of service staff (Kumar et al., 2010). So, the English skills 

of the service staff is an important skill for providing information to tourists about 

Thai food. Furthermore, publication of foreign language menus with ingredients and 

prices obviously marked is a conceivable measure to aid (Sánchez-Cañizares, 2012). 

This is consistent with the interviewees mentioned that “Tourists want to know the 

story or anything about Thai food, but nobody explains anything.” (R9, R11). 

1.5.1.2) Preserving Thai food traditional culture 

Socio-cultural changes of tourism identify with the 

local quality of life and sense of place (Godfrey and Clarke, 2000). Hunter (2002) said 
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that “For sustainable tourism to occur, it must be closely integrated with all other 

activities that occur in the host region.” That the local foods might be especially 

popular with tourists because they are viewed as “symbolic” products that capture the 

“characteristic” nature of a specific place (Bessiere, 1998; Urry, 1990). Dining has 

progressively turned into a noteworthy course for tourists to appreciate the local 

culture of a destination (Kivela & Crotts, 2006) and the local and regional food 

products are a basic method for offering the identity and culture of a destination and 

enables food producers to add up value to their products by creating a tourism 

experience about the raw materials (Quan and Wang, 2004). This is consistent with 

the interviewees mentioned that “Just keep it as it is, do not compromise by trying to 

imitate other cultures. Please keep it "real" and authentic.” (R5, R6, R12). 

1.6) A good waste management 

1.6.1) Management of waste resulting from cooking 

Lack of entry to potable water supply and garbage disposal and 

unsanitary environmental circumstances further exacerbate the public health hazard 

related to street-food (WHO, 2004). Waste management is, therefore, an important 

issue, so street food restaurants should have separate bins of waste with the lid and 

bins should be located a distance from the cooking areas and service areas. 

 

2) Government sector and private sector 

  2.1) Promoting and developing public facilities 

2.1.1) Free Wi-Fi and mobile applications for tourists 

Recent studies demonstrate that internet and mobile 

technologies have the abilities to fulfill clients' entertainment and spontaneous needs, 

help fulfil one’s efficiency desires, and help in making time-critical dispensations 

(Anckar & D'Incau, 2002; Brown & Charlmers, 2003; Gretzel, 2010; O'Brien & 

Burmeister, 2003; Rasinger, Fuchs, & Hopken, 2007). Essentially, Tussyadiah and 

Fesenmaier (2009) and Wang, Park, and Fesenmaier (2011) found that smartphones 

can intervene both the behavioral and psychological measurements of the touristic 

experience by facilitating information search, processing, and sharing, by enabling a 

traveler to find out about new travel opportunities and get to know better a 

destination, and by sharing photos and other social activities whenever during the trip. 
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In the street food services, mobile technologies should be created as electronic tourist 

advisers to support information access and decision making during the travel process. 

For example, the application that can search for street food restaurants by the type of 

food they want to eat, map and directions to street food neighborhood, information 

about popular food in each street food neighborhood, or any information about the 

culture of Thai food, etc. This is consistent with the interviewees mentioned that “It is 

a good idea if there is a free Wi-Fi service in the street food neighborhood” (R3, R7) 

and “ It would be good if there is an application to facilitate tourists for traveling in 

Bangkok, such as calling a taxi or checking distances, including the ability to identify 

alternatives to travel for tourists.” (R4, R6, R10). 

2.1.2) The facilitation of transportation 

Page (2005) stated that the transport and tourism industries are 

very intimately linked. Most research has been devoted to analyzing the impacts of 

the improvement of transport linking source markets and tourist destinations. Kaul 

(1985) stressed the significance of the transport system as a major factor in 

developing tourism attractions and activities. Sarma (2003) found that transport 

within a destination is an essential factor in determining the attractiveness of an area 

as a tourist destination. Therefore, giving its essential as a necessary service to 

enhance quality and offering efficient urban transport can assist to derive maximal 

benefits from tourism and to spread these benefits across the city. The transit system 

in Bangkok still needs to be improved so that tourists can easily access to popular 

tourist attractions. At present, the traffic jam is still one of the main problems in 

Bangkok which should be solved as well as to increase the safety of public transport, 

so travelers trust to use the service. This is consistent with the interviewees mentioned 

that “Transportation and traffic management should be improved.” (R9). 

2.1.3) Providing public toilets 

2.1.3.1) Increasing the number of clean, safe and 

hygienic public toilets. 

The Health Department of Bangkok Metropolitan 

Administration (BMA) stated that most of Bangkok public toilets (4,341 toilets) are 

dirty. There are only 25.31% meet the required cleanliness standards (Thai PBS, 

2014). In ASEAN Tourism Strategic Plan (ATSP) 2011-2015, the development of the 
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ASEAN Public Toilet Standard is in the line. The toilet standard is a present focus on 

four major standards, which are Design & Environmental Management System, 

Amenities & Facilities, Cleanliness and Safety (Association of Southeast Asian 

Nations-ASEAN, 2016). So, it is important for Bangkok to improve and develop 

public toilets to comply with ATSP. 

There are various aspects for public toilets design such 

as pathfinding, privacy, pathogens transmission path control, the proper ratio of 

fittings, surrounded landscaping, accessibility, etc. The criteria for amenities and 

facilities of public toilets should concern about the arrangement of fittings, fixtures, 

and amenities. For the cleanliness criteria for public toilets refer to generally to the 

way that all elements in the public toilets (counting fixtures, cubicles, accessories, 

walls, and floors) ought to be kept clean and dry consistently and that there ought to 

be no hidden dirty areas (room corners, areas behind the WC/urinal, under 

washbasins, etc.). And the safety criteria for public toilets generally refer to guarantee 

that the visitors, the operators, and cleaners have a safe use and access or exit to and 

from a toilet basis. So safety basis for public toilets includes measures taken to protect 

acts of vandalism with the toilets and the happening of antisocial or criminal activities 

at their premises. The alternative of a public toilet location is also important, as a safe 

place choice will deprive the unfolding of lawless activities (ASEAN, 2016). This is 

consistent with the interviewees mentioned that “ One of the problems is to find a 

good public toilet if the food shop is not located in a department store.” (R3, R9). 

 

3) Government sector  

3.1) Promoting good waste management 

3.1.1) Waste management of the resulting from cooking and 

food debris 

Street food vendors accentuate the convenience of on location 

food consumption, but the use of disposables (e.g., cardboard and plastic containers) 

is almost unavoidable, and food consumption on the street may produce significant 

measures of trash (Magnusson et al., 2003). Tourist activity has negative influences 

on the surroundings through on-site trash disposal (Mehdipour, 2005). In the zones 

which have high concentrations of everyday life activities and appealing tourism 
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attractions such as street food markets, waste disposal is a significant issue, and 

improper disposal can be a major despoiler of the natural environment, rivers, 

especially in roadsides. Food consumption on the street may produce significant 

measures of trash (Magnusson et al., 2003). However, the overall cleanliness of the 

dining area, the appearance of the tourists should be concerned (Ryu and Jang, 2008; 

Stevens et al., 1995).  So, the street food market should set more recycle bins in the 

area and garbage signs for tourists to know, and to remind tourists to recycle the trash. 

This is consistent with the interviewees mentioned that “All public and private sectors 

should pay attention to the environmental protection.” (R7, R8), “The road needs to 

be clean” and “No more trash!” (R2, R8, R11). 

3.1.2) Management of wastewater resulting from cooking 

Lack of entry to potable water supply and garbage disposal and unsanitary 

environmental circumstances further exacerbate the public health hazard related to 

street-food (WHO, 2004). Waste management is, therefore, an important issue. The 

government will need to focus on the management of waste from the street food 

activity; specifically, wastewater that untreated before dumped into the sewer. This is 

consistent with the interviewees mentioned that “ Most street food vendors pour 

excess grease and wastewater to the drains which are not designed for food waste and 

this makes clogs in the systems that cause flooding and a mess of garbages around the 

city.” (R9). 

 

5.1.6 The hypothesis testing 

 Hypothesis 1: The expectation of the service quality of street food restaurants 

in Bangkok influence the perceived value factors of international tourists.   

 The service quality expectations of street food restaurants in Bangkok 

influences the overall value (OV) of international tourists. A multiple regression was 

run to predict the overall value (OV) of reliability expectations, assurance 

expectations, tangible expectations, empathy expectations and responsiveness 

expectations. These variables statistically significantly predicted overall value (OV) 

with F = 2.55, p < 0.05, R2 = 0.03, only the reliability expectations were statistically 

significant to the prediction (p < 0.05), but except for four variables; assurance 

expectations, tangible expectations, empathy expectations and responsiveness 
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expectations that were not statistically significant to the prediction (p > 0.05). When 

considering each factor, it is found that service quality expectations of street food 

restaurants in Bangkok influences perceived value factors of international tourists 

include: functional value (FV), emotional value (EV) and trust value (TV) with p < 

0.05, except in street food and beverage value (SF&BV) that not influences with p > 

0.05. 

 Hypothesis 2: The perception of the service quality of street food restaurants 

in Bangkok influence the perceived value factors of international tourists.   

 The service quality perceptions of street food restaurants in Bangkok 

influences the overall value (OV) of international tourists. A multiple regression was 

run to predict the overall value (OV) of reliability perceptions, assurance perceptions, 

tangible perceptions, empathy perceptions and responsiveness perceptions. These 

variables statistically significantly predicted overall value (OV) with F = 9.12, p < 

0.05, R2 = 0.11, only the assurance perceptions were statistically significant to the 

prediction (p < 0.05), but except for four variables; reliability perceptions, tangible 

perceptions, empathy perceptions and responsiveness perceptions that were not 

statistically significant to the prediction (p > 0.05). When considering each factor, it is 

found that service quality perceptions of street food restaurants in Bangkok influence 

all perceived value factors of international tourists including functional value, street 

food and beverage value, emotional value, trust value and overall value with p < 0.05. 

 

5.2 Discussion 

5.2.1 The perceived value of street food in Bangkok 

In this study, the findings indicated that Bangkok’s street food can be 

categorized into four different categories including Functional value (FV), Street 

Food and Beverage value (SF&BV), Emotional value (EV), and Trust value (TV) in 

which all of these categories are consistent with the previous study. According to the 

results, functional values have the most significant impact on how people will 

purchase or repurchase the products; customers only focus on how the product can be 

practically used (Chang & Wildt, 1994; Valarie A. Zeithaml, 1988). Consistent with 

Y. Wang et al. (2004) stated that functional value including performance, reliability, 
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and durability directly affects customer buying behavior. To put in other words, 

customers perceive the value of goods and services based on product attributes, the 

result of product use and the achievement of their desired goals (Woodruff, 1997) 

By considering this, value of the product generally rises from the effect of a 

continuous evaluative act done by the consumers exposed to a product (Mattsson, 

1991). In other words, value of the product is usually given by how people feel and 

value that particular commodities. So, how people perceived the value of the product 

depends on how the product is being regarded by the society as well as its level of 

match (Yoon et al., 2013). Hence, perceived product value is the result of the 

subjective consumer consideration of product benefits (Huber et al., 2007). By the 

same token, perceived food and beverage product value to the customer appraisal of 

price acceptability, attractiveness, and worth of the food product are also under 

consideration (Y.-F. Wang et al., 2013). 

Furthermore, emotional value represents a focus on psychology and can be 

easily enhanced by providing unique services and experiences to the customers (Pura, 

2005). Hull (1990) stated that this is because these perfect moments and experiences 

could be easily lost as the time passed by. Meaning, the longer time it takes, the 

higher possibility for people to forget their feelings. So, it is quite important to create 

such a remarkable and outstanding service for the customer so that they will never 

forget the services. By considering this, the value of the travel experience consists of 

local culture exposure and the happiness or the emotions that the tourists have 

received (Tourism Authority of Thailand, 2014). Hence, emotional response does 

significantly connect and affect the perceived value (James F.  Petrick, 2002).  

By considering this, it is believed that trust is also known as one of the most 

essential mediator of the consumer response (Pivato et al., 2008). This is because the 

level of trust represents several factors for instance the product’s level of risk, so that 

the customers can design whether to buy or not to buy the products (Harridge-March, 

2006). In the service quality literature, A.  Parasuraman et al. (1988) and A. 

Parasuraman et al. (1985) indicated that trust and assurance are the main service 

element that build trust to the service. This can be seen from many studies supporting 

the idea of quality as a measure of perceived value (J. Baker et al., 2002; Cronin et al., 

2000; A. Parasuraman & Grewal, 2000). Hence, quality is quite important to build 
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trust among customers so that they will have a positive mindset toward how they 

perceive the products (Cronin et al., 2000; Spreng et al., 1996). To illustrate this, 

according to a study conducted by Ryu et al. (2008), the finding shows that the most 

important food element that conveys best feeling to the customers is how the 

customer perceive the value of the dishes in the first place. So, the better the services, 

the tastier the foods. Thus, with the combination of perfect services and fined food, 

the customers will find themselves more enjoyable and delighted with the meal they 

have (Ryu et al., 2012).  

Nevertheless, Ryu et al. (2012) indicated that it is quite useful to propose the 

connection between the quality of food and its perceived value since it is one of the 

main elements that all the restaurants must have in order to sell their foods. Given 

these, because Bangkok’s street food can be used in reflecting local ways of life and 

culture, it is also known as one of the main tourist attraction. By considering this, this 

is the reason why some street food vendors simply set services based on what 

competitors were doing with little consideration of the possibility of differentiation on 

the basis of value creation in order to prevent any misunderstanding for the foreign 

customers. So, this study aims to provide a street food vendor's a better understanding 

of their customers’ perception so that it will help them improving their services.  

 

5.2.2 Tourists demographics, the level of expectations and perceptions of 

service quality, and the agreement levels of perceived value of international 

tourists. 

Jönsson and Devonish (2008) stated that travel motivations can be varied by 

nationality, age, and gender of the tourists. Similar to Pizam and Sussmann (1995), 

they stated that the roles of cultural characteristics related to nationality have both 

direct and indirect effects on tourism behavior. Compliance with Kinnaird and Hall 

(1996), the authors said gender influences motivation and tourism behavior. Thrane 

(2002) and Melville and Andrea (2012) indicated how male tourists expend more than 

females while, on the other side Craggs and Schofield (2009), Lehto et al. (2004), and 

Melville and Andrea (2012) represent how female tourists tend to purchase more. 

Good marketing needs to focus on the age range because specific needs and different 

strategic goals are needed (P. Kotler et al., 2006).  
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According to the contemporary market or Generation Y whose was born 

between 1982 and 2000, is known to be the largest group of US population in the US; 

can be calculated as 83.1 million people (U.S. Department of Commerce, 2017). So, 

the most important services for these generation is to provide a free Wi-Fi, 

smartphone charger, co-introduction of the experience, a means of asking and 

answering questions, getting back something valuable for their money, intuitive 

online substance and a connection with others of the identical experience (Coppola, 

2015). 

Also, level of education and occupation are also important in explaining 

household expenditure behaviors related to recreation (Dardis et al., 1981). Marketers 

must group occupation sector in order to find out exactly what different types of 

customers want (P. Kotler et al., 2006). Also, levels of education must also be 

grouped since it determines customer’s behavior for instance frequency of travel, 

motivation and purposes of travel (Gaffar et al., 2011).  

This is because different social status has different levels of purchasing 

behaviors, being a group member can start in the primary group including friends (P. 

Kotler et al., 2006). Still, income of tourists affects the travel patterns (Hsu et al., 

2002). 

In this study, both expectations and perceptions of service quality are ranked 

as high in total. Quality of a service can be predicted by the differences between what 

the customer expects and their actual experiences. If the expectation is higher than the 

performance of the service, it means the service quality is low and results in customer 

dissatisfaction (Lewis & Mitchell, 1990; Valarie A. Zeithaml, 1988). Zhang and Xie 

(2017) stated that the perception and experience of tourists are beyond the 

expectations which are often based on cultural enrichment and the friendliness of 

local people as well as local tourist facilities. 

In this study, the overall tourist perceived value is ranked as high. When 

considering each factor, it was found that most of the values have a high degree. 

Many studies support the idea that quality is the main element that measure perceived 

value (J. Baker et al., 2002; Cronin et al., 2000; A. Parasuraman & Grewal, 2000). 

James F.  Petrick (2002) illustrated that service quality, emotional response, price, 

behavioral cost and reputation of the business are significantly linked with the 
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perceived value, and all five factors affect the value. Compliance with Liu and Jang 

(2009) and  Pivato et al. (2008) stated that the connections among dining 

atmospherics, emotional responses, customer perceived value, behavioral intentions, 

and trust are the main essential mediators of the consumer responses. Also, perceived 

food and beverage product value mentioned to the customer appraisal of price 

acceptability, attractiveness, and worth of the food product under consideration (Y.-F. 

Wang et al., 2013). 

 

5.2.3 The differences in service quality expectation and perception factors 

of street food restaurants influencing the perceived value of international tourists   

Satisfaction is a study based on the concept that arises after the customer 

purchase the product. In this research, satisfaction refers to the comparison between 

customer’s expectations before traveling and their actual travel experience after they 

already received the service. It is also the concept of value derived from the 

understanding of the effectiveness of tourist attractions (McDowall, 2010). Andaleeb 

and Caskey (2007) said that there are three main variables that affect the satisfaction 

of fast food including behavior of service staff, quality of food and price. Other 

important factors include the surroundings of the store, response to customer needs 

and hygiene (Andaleeb & Caskey, 2007).  

P.-H. Wu et al. (2014) stated that service gap between service expectation and 

perceived service can greatly impact the perceived service quality. In this study, the 

comparison of a group of the first factor extracted on both service quality expectations 

and perceptions found that tourists were impressed with the warm welcome and 

hospitality of the street food restaurant in Bangkok without having any expectations. 

This could be because international tourists visiting Thailand have a low expectation 

on the warm welcome and high hospitality of the Thai street food so that they didn’t 

expect to be greeted with any impressive vibes; some of them based their point of 

view on the image of cheap and low quality of services. In addition, most tourists 

praise Bangkok as a tourist town that is well worth the money and there is a variety of 

food, especially street food that tourists can use the service anywhere and anytime 

(Travel & Leisure magazine, 2013). P.-H. Wu et al. (2014) further stated that 

customers have a high prior service expectation incite a negative effect on perceived 
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service gap. A high service expectation may induce a little high perceived service 

quality but this cannot actuate high satisfaction. Particular behaviors such as the 

behaviors of service staff, are the most significant element of the service quality as 

well as the consumer satisfaction (Saad Andaleeb & Conway, 2006; C. Wu & Liang, 

2005). This is because positive expectation always generates a better experience to the 

customer when their experiences are beyond their actual expectations. Tourists are 

often based on cultural enrichment and the friendliness of local people as well as local 

tourist facilities (Zhang & Xie, 2017), which friendliness is the typical character of 

the Thai people (Travel & Leisure magazine, 2013). 

 

 5.2.4 The value model in food tourism services in a case study of street 

food in Bangkok, Thailand 

The value model in food tourism services in a case study of street food in 

Bangkok was analyzed with multiple regression. The variables that were statistically 

significant in all of the value models are important that researcher leading the 

keywords that each variable will help summarize and find out the findings. This 

includes four variables including cleanliness of food containers and eating equipment 

(TP4), a sense of safety about the food and service (AP4), provide a warm 

welcome(AP6) and understands customers’ specific needs and wants (EP3). 

According to the customer behavior, consumers value more things such as usability, 

condition, property, social status, emotion or worthwhile utilities (Sheth et al., 1991). 

Consistent with Woodruff (1997), the writer identified that consumers or customers 

perceive the value of goods and services based on product attributes, the result of 

product use and the achievement of their desired goals. Likewise, James F.  Petrick 

(2002) illustrated that service quality, emotional response, price, behavioral cost and 

reputation of the business are significantly linked with the perceived value and all five 

factors affect the perceived value. Instead of agreeing, Yadav and Monroe (1993) and 

Valarie A. Zeithaml (1988) argued that customer perceived value is an extension of 

the customer perceived value which is prioritized only between quality and price. 

Value added can be either tangible or intangible, and it can relate to the main product 

of goods or service. It is important and involved with the service, or the image 
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attached to the product as well as the suppliers of raw materials or the users of the 

goods and services (Wolfe, 1993). 

 

5.2.5 The conclusion of the value-added model in food tourism services in 

a case study of street food in Bangkok, Thailand, and practice guidelines 

 In terms of the conclusion of the value-added model in food tourism services 

in a case study of street food in Bangkok, Thailand, and practice guidelines, the 

results of this research exhibited that the research models consisted of 7 essential 

elements including 1) being a good provider with a warm welcome to the customer, 2) 

being responsible for different needs of the customers, 3) being in charge of food 

safety and service, 4) being concerned on a hygiene in food containers as well as the 

eating equipment, 5) being a presenter promoting “Thainess” through street food 6) 

being a promoter public facilities, and 7) a good waste management. Corresponding to 

many researchers that endeavored to tryout SERVQUAL framework on customer 

service quality expectations and perceptions in the restaurant business, the results 

show that it has exposed certain essential characteristics, for example, low charge, 

food quality (food test and nutrition properties), value for money, service, place, 

trademark, and image (Johns & Howard, 1998; Pettijohn et al., 1997). Consistent with 

Yüksel and Yüksel (2003) inspected vacationer satisfaction with restaurant services 

and their investigation uncovered that “service environment”, for instance, seating 

preparation, music embellishment, is the basic factor in forming customers' behavior.  

Satisfaction is when a person is either happy or disappointed as a result of the 

perceived performance and expectation of the product (Philip Kotler & Keller, 2012). 

Andaleeb and Caskey (2007) indicated that there are three main variables that affect 

the satisfaction of fast food: behavior of service staff, quality of food and price and 

other important factors include the surroundings of the store, response to customer 

needs and hygiene.  Consistent with Hsieh and Chang (2006), the writers identified 

that well trained service staff will be able to better meet and respond to customer 

needs, so they can offer the service efficiently and effectively and the surrounding of 

the fast food restaurant is a factor that increases the confidence of hygiene. In the 

same with Nield et al. (2000) said the overall tourist experience of local food is often 

the result of quality of food, variety of food, food and service standards, attractiveness 
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of surroundings and presentation of food. Gustafsson et al. (2006) also found five 

components influencing the evaluation of dining experience, namely, the quality of 

the main product or food, services, facilities, surroundings and the staff or the control 

system. 

Tourists typically seek travel experiences based on local identity and culture 

where food is linked to the root of important cultures and eating becomes a part of the 

tourist experiences (World Tourism Organization-UNWTO, 2012). By considering 

this, food tourism should be promoted since different local food represents different 

characteristic of the country. Thus, it enhances a greater potential for the country for 

sustainable national marketing (Du Rand & Heath, 2006). Therefore, the promotion 

and support of street food and services from the government and related agencies with 

the guidelines of this research are important elements for adding value of food 

tourism in Thailand. 

 

5.2.6 The hypothesis testing 

 Eggert and Ulaga (2002) feature that service quality highlights (e.g., tangibles, 

empathy, reliability, and responsiveness) are positively associated with consumer 

perceived value. Besides this, Clemmer (1990) identifies that service quality as the 

third circle of perceived value. This is because it is the main product that creates 

expectation to the services. The result of the hypothesis one shows that service quality 

expectations of street food in Bangkok influences perceived value factors of 

international tourists including functional value (FV), emotional value (EV) and trust 

value (TV), instead of in street food and beverage value (SF&BV). This could be due 

to the fact that international tourists visiting Thailand, may have low expectation on 

the value of food and beverage which based their views on the context of a 

developing country. P.-H. Wu et al. (2014) contended that a high service expectation 

may induce a little high perceived service quality.  However, it cannot be expected 

that the quality of service may cause a perceived higher quality of service as it might 

able to create satisfaction as well. 

A. Zeithaml (1988) firstly demonstrated that service quality positively affects 

the perceived value of the product. Groth and Dye (1999) contended that how the 

customers perceive the value of the product usually starts from both service 
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performance and quality of service. By considering this, multiple regression analyses 

were used in order to analyze the hypothesis two and the result shows that service 

quality perceptions of street food restaurants in Bangkok influence all the perceived 

value factors of international tourists. This includes functional value, street food and 

beverage value, emotional value, trust value and overall value. Compliance with 

Eggert and Ulaga (2002), the writers feature that service quality highlights (e.g., 

tangibles, empathy, reliability, and responsiveness) are positively associated with 

consumer perceived value. 

 

5.3 Limitations 

  This study attempted to create the value-added model in food tourism services. 

However, this study focused on only the street food in Bangkok, Thailand.  However, 

there are many types of food tourism services that were not included in this study. In 

addition, the result of this research aims to create the model to meet the needs of only 

the international tourists traveling to Bangkok who has been or is in the process of 

receiving street food service in Bangkok in three research areas, which are 1 )  Soi 

Rambuttri/ Khao-san Road 2 )  Chinatown or Yaowarat, and 3 )  Chatuchak Market. 

Although the research areas in this study are famous for street food in Thailand and 

generally known for international tourists, there may be an error in the data when 

studying in different research areas or when the time changes. For instance, when 

studying in different regions where food culture or culture of eating are different, or 

the interests and needs of tourists are always changing. However, the researchers have 

seen these limitations and tried our best to study within the framework of this 

research. This research will be considered valuable if it could apply in the future, 

whether as all of the result or only some of the content of the research from those 

interested in both in the private sector, government sector including the education 

sector. 

 

5.4 Future research Directions 

This research is focused on the context of street food in Bangkok, Thailand, 

which is a source of reliable information for both the primary data that researcher was 
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considered reliable sources and the secondary data that was appropriately collected on 

required by rules of the research. Moreover, the results of this research were analyzed 

by both quantitative and qualitative method, which is the researcher efforts to create 

academic work to extend the idea academically. Thereby, this study provides a 

foundation for other avenues of future research, with the following suggestions. 

1. As mentioned above, this study focused on only street food services, and 

some of the findings do not provide perspectives pertinent to other food services. 

Therefore, a research avenue is open for further research focusing on different types 

of food services. 

2. The roles of cultural characteristics related to nationality affect both direct and 

indirect tourism behavior (Pizam & Sussmann, 1995). However, the sample used in this 

study did not specify the nationality of the respondents (not only Thai). Thus, the result of 

the study indicates the perceived value of street food in Bangkok of international tourists 

in the overview only, specifying the nationality of the respondents is progressive.



191 

 

 

 

BIBLIOGRAPHY  

 

BIBLIOGRAPHY 
  

 

Ab Karim, S., & Chi, C. G.-Q. (2010). Culinary tourism as a destination attraction: An empirical 
examination of destinations' food image. Journal of hospitality marketing & 
management, 19(6), 531-555.  

Ajayi, O. A., & Oluwoye, J. O. (2015). Sustainable Street vended foods and food safety: a 
conceptual framework. International Journal of Food Safety, Nutrition and Public 
Health, 5(3-4), 195-216.  

Ajzen, I., & Fishbein, M. (1980). Understanding attitudes and predicting social behaviour.  
Albrecht, K. (1993). Total quality service-das einzige, was zählt: Econ-Verlag. 
Alegre, J., & Pou, L. (2006). The length of stay in the demand for tourism. Tourism 

Management, 27(6), 1343-1355.  
Alfino, M., Caputo, J. S., & Wynyard, R. (1998). McDonaldization revisited: Critical essays on 

consumer culture: ABC-CLIO. 
Allport, G. (1935). Attitudes, Appeared In CM Murchison (Ed), Handbook Of Social Psychology: 

Clark University Press, Woreester, Mass, USA. 
Alonso, A. D., & O'Neill, M. A. (2010). To what extent does restaurant kitchen design influence 

consumers’ eating out experience? An exploratory study. Journal of Retail & leisure 
property, 9(3), 231-246.  

Andaleeb, S. S., & Caskey, A. (2007). Satisfaction with food services: Insights from a college 
cafeteria. Journal of Foodservice Business Research, 10(2), 51-65.  

Andersson, D. T., & Mossberg, L. (2004). The dining experience: do restaurants satisfy 
customer needs? Food Service Technology, 4, 171-177.  

Angur, M. G., Nataraajan, R., & Jahera Jr, J. S. (1999). Service quality in the banking industry: an 
assessment in a developing economy. International journal of bank marketing, 17(3), 
116-125.  

Arambewela, R., & Hall, J. (2006). A comparative analysis of international education 
satisfaction using SERVQUAL. Journal of Services Research, 6(Special), 141-163.  

Arasli, H., Haktan Ekiz, E., & Turan Katircioglu, S. (2008). Gearing service quality into public and 
private hospitals in small islands: empirical evidence from Cyprus. International journal 
of health care quality assurance, 21(1), 8-23.  

Asubonteng, P., McCleary, K. J., & Swan, J. E. (1996). SERVQUAL revisited: a critical review of 
service quality. Journal of Services marketing, 10(6), 62-81.  

Athanassopoulos, A. D. (2000). Customer satisfaction cues to support market segmentation 
and explain switching behavior. Journal of business research, 47(3), 191-207.  

Atkins, P., & Bowler, I. (2001). Food in Society: Economy, Culture. Geography, 1.  
Babakus, E., & Boller, G. W. (1992). An empirical assessment of the SERVQUAL scale. Journal of 

business research, 24(3), 253-268.  
Baker, D. A., & Crompton, J. L. (2000). Quality, satisfaction and behavioral intentions. Annals of 

Tourism Research, 27(3), 785-804.  
Baker, J. (1986). The role of the environment in marketing services: The consumer perspective. 

The services challenge: Integrating for competitive advantage, 1(1), 79-84.  
Baker, J., & Cameron, M. (1996). The effects of the service environment on affect and 

consumer perception of waiting time: An integrative review and research propositions. 
Journal of the Academy of Marketing Science, 24(4), 338.  

Baker, J., Parasuraman, A., Grewal, D., & Voss, G. B. (2002). The influence of multiple store 
environment cues on perceived merchandise value and patronage intentions. Journal 
of marketing, 66(2), 120-141.  

 



 

  
192 

 

Baloglu, S., & McCleary, K. W. (1999). A model of destination image formation. Annals of 
Tourism Research, 26(4), 868-897.  

Bandalos, B. (1996). Confirmatory factor analysis. Applied multivariate statistics for the social 
sciences, 3, 389-420.  

Barros, C. P., & Machado, L. P. (2010). The length of stay in tourism. Annals of Tourism 
Research, 37(3), 692-706.  

Barthes, R. (2012). Toward a psychosociology of contemporary food consumption Food and 
culture (pp. 37-44): Routledge. 

Beavers, A. S., Lounsbury, J. W., Richards, J. K., Huck, S. W., Skolits, G. J., & Esquivel, S. L. 
(2013). Practical considerations for using exploratory factor analysis in educational 
research. Practical assessment, research & evaluation, 18.  

Becker-Suttle, C. B., Weaver, P. A., & Crawford-Welch, S. (1994). A pilot study utilizing conjoint 
analysis in the comparison of age-based segmentation strategies in the full service 
restaurant market. Journal of Restaurant & Foodservice Marketing, 1(2), 71-91.  

Becker, C., Murrmann, S. K., Murrmann, K. F., & Cheung, G. W. (1999). A pancultural study of 
restaurant service expectations in the United States and Hong Kong. Journal of 
Hospitality & Tourism Research, 23(3), 235-255.  

Begg, D., Fischer, S., & Dornbusch, R. (1984). Economics: British Edition: McGraw-Hill. 
Belch, G., & Belch, M. C. (1990). Introduction to advertising and promotion management. 

Retrieved from  
Bell, D., & Valentine, G. (1997). Geographies: we are what we eat. New Zealand Geographer, 

53(2), 62-62.  
Berdie, D. R. (1989). Reassessing the Value of High Response Rates to Mail Surveys. Marketing 

Research, 1(3).  
Bernard, H. R., & Bernard, H. R. (2012). Social research methods: Qualitative and quantitative 

approaches: Sage. 
Binkley, J. K. (2006). The effect of demographic, economic, and nutrition factors on the 

frequency of food away from home. Journal of consumer Affairs, 40(2), 372-391.  
Bishop Gagliano, K., & Hathcote, J. (1994). Customer expectations and perceptions of service 

quality in retail apparel specialty stores. Journal of Services marketing, 8(1), 60-69.  
Bitner, M. J. (1990). Evaluating service encounters: the effects of physical surroundings and 

employee responses. the Journal of Marketing, 69-82.  
Bitner, M. J. (1992). Servicescapes: The impact of physical surroundings on customers and 

employees. the Journal of Marketing, 57-71.  
Bland, J. M., & Altman, D. G. (1997). Cronbach's alpha. BMJ: British Medical Journal, 314(7080), 

572.  
Bloch, P. H., & Bruce, G. D. (1984). Product involvement as leisure behavior. ACR North 

American Advances.  
Bojanic, D. C. (1996). Consumer perceptions of price, value and satisfaction in the hotel 

industry: An exploratory study. Journal of Hospitality & Leisure Marketing, 4(1), 5-22.  
Bolton, R. N., & Drew, J. H. (1991a). A longitudinal analysis of the impact of service changes on 

customer attitudes. the Journal of Marketing, 1-9.  
Bolton, R. N., & Drew, J. H. (1991b). A multistage model of customers' assessments of service 

quality and value. Journal of consumer research, 17(4), 375-384.  
Boniface, P. (2017). Tasting tourism: Travelling for food and drink: Routledge. 
Boulding, W., Kalra, A., Staelin, R., & Zeithaml, V. A. (1993). A Dynamic Process Model of 

Service Quality: From Expectations to Behavioral Intentions. Journal of Marketing 
Research, 30(1), 7-27. doi:10.2307/3172510 

Bourdieu, P. (2013). Distinction: A social critique of the judgement of taste: Routledge. 

 



 

  
193 

 

Bowen, D., & Clarke, J. (2009). Contemporary tourist behaviour: Yourself and others as tourists: 
Wallingford, Oxon: CABI. 

Boyne, S., Williams, F., & Hall, D. (2002). On the trail of regional success: Tourism, food 
production and the Isle of Arran Taste Trail. Tourism and gastronomy, 91-114.  

Bradley, G. L., & Sparks, B. A. (2012). Antecedents and consequences of consumer value: A 
longitudinal study of timeshare owners. Journal of Travel Research, 51(2), 191-204.  

Brady, M. K., & Robertson, C. J. (1999). An exploratory study of service value in the USA and 
Ecuador. International journal of service industry management, 10(5), 469-486.  

Bristow, D., Amyx, D., Castleberry, S. B., & Cochran, J. J. (2011). A cross-generational 
comparison of motivational factors in a sales career among Gen-X and Gen-Y college 
students. Journal of Personal Selling & Sales Management, 31(1), 77-85.  

Brocato, E., & Kleiser, S. (2005). Influence of other customers: a scale development. Paper 
presented at the American Marketing Association, Conference Proceedings. 

Brownell, P., & McInnes, M. (1986). Budgetary participation, motivation, and managerial 
performance. Accounting review, 587-600.  

Byrne, B. M. (2005). Factor analytic models: Viewing the structure of an assessment instrument 
from three perspectives. Journal of personality assessment, 85(1), 17-32.  

Calantone, R. J., Di Benedetto, C. A., Hakam, A., & Bojanic, D. C. (1989). Multiple multinational 
tourism positioning using correspondence analysis. Journal of Travel Research, 28(2), 
25-32.  

Cannon, T. F., & Ford, J. (2002). Relationship of demographic and trip characteristics to visitor 
spending: an analysis of sports travel visitors across time. Tourism economics, 8(3), 
263-271.  

Cao, Y., & Kim, K. (2015). How do customers perceive service quality in differently structured 
fast food restaurants? Journal of hospitality marketing & management, 24(1), 99-117.  

Carey, M. (1994). The group effect in focus groups: planning, implementing, and. Critical issues 
in qualitative research methods, 225.  

Carman, J. M. (1990). Consumer perceptions of service quality: an assessment of T. Journal of 
retailing, 66(1), 33.  

Caruana, A. (2002). Service loyalty: The effects of service quality and the mediating role of 
customer satisfaction. European Journal of marketing, 36(7/8), 811-828.  

Chan Kim, W., & Mauborgne, R. (2004). Blue ocean strategy. Harvard business review, 82(10).  
Chang, T.-Z., & Wildt, A. R. (1994). Price, product information, and purchase intention: An 

empirical study. Journal of the Academy of Marketing Science, 22(1), 16-27. 
doi:10.1177/0092070394221002 

Chen, P.-J., & Kerstetter, D. L. (1999). International students’ image of rural Pennsylvania as a 
travel destination. Journal of Travel Research, 37(3), 256-266.  

Chen, P.-T., & Hu, H.-H. (2010). How determinant attributes of service quality influence 
customer-perceived value: an empirical investigation of the Australian coffee outlet 
industry. International Journal of Contemporary Hospitality Management, 22(4), 535-
551.  

Chen, Y., & Tsai, W. (2006). Introduction to programming languages: Programming in C, C++, 
Scheme, Prolog, C#, and SOA, Kendall: Hunt Publishing Company. 

Chi, C. G.-Q., & Qu, H. (2008). Examining the structural relationships of destination image, 
tourist satisfaction and destination loyalty: An integrated approach. Tourism 
Management, 29(4), 624-636. doi:https://doi.org/10.1016/j.tourman.2007.06.007 

Child, D. (2006). The essentials of factor analysis: A&C Black. 
Chow, I. H.-s., Lau, V. P., Lo, T. W.-c., Sha, Z., & Yun, H. (2007). Service quality in restaurant 

operations in China: Decision-and experiential-oriented perspectives. International 

 

https://doi.org/10.1016/j.tourman.2007.06.007


 

  
194 

 

Journal of Hospitality Management, 26(3), 698-710.  
Chung, J., & Kim, S. (2011). Restaurant Selection Criteria: Understanding the Roles of 

Restaurant Type and Customers’ Socio-demographic Characteristics. South Asian 
Journal of Tourism and Heritage, 4(2), 9-42.  

Claxton, J. D., Fry, J. N., & Portis, B. (1974). A taxonomy of prepurchase information gathering 
patterns. Journal of consumer research, 1(3), 35-42.  

Clemmer, J. (1990). The three rings of perceived value. Canadian Manager, 15(2), 12-15.  
CNN International. (2013). Asia's 10 greatest street food cities.   Retrieved from 

http://travel.cnn.com/explorations/eat/asia-street-food-cities-612721 
CNN Travel. (2011). Best Bangkok street food hoods.   Retrieved from 

http://travel.cnn.com/bangkok/eat/bangkoks-best-street-food-neighborhoods-972202 
CNN travel. (2017). Best 23 cities for street food from Miami to Tokyo.   Retrieved from 

https://edition.cnn.com/travel/article/best-cities-street-food/index.html 
Çoban, S. (2012). The Effects of the Image of Destination on Tourist Satisfaction and Loyalty: 

The Case of Cappadocia. European Journal of Social Sciences, 29(2), 222-232.  
Cochran, W. G. (1977). Sampling Techniques: 3d Ed: Wiley New York. 
Cohen, E. (1979). A phenomenology of tourist experiences. Sociology, 13(2), 179-201.  
Cohen, J. B., & Areni, C. S. (1991). Affect and consumer behavior.  
Comrey, A. L., & Lee, H. B. (2013). A first course in factor analysis: Psychology Press. 
Consumers International. (n.d.). What is street food?   Retrieved from 

http://streetfood.org/index.php?option=com_content&task=view&id=31&Itemid=48 
Coppola, D. (2015). Introduction to International Disaster Management. Kidlington: Oxford, UK: 

Butterworth-Heinemann is an imprint of Elsevier. 
Corrigan, P. (1997). The sociology of consumption: an introduction: Sage. 
Costello, A. B., & Osborne, J. W. (2005). Best practices in exploratory factor analysis: Four 

recommendations for getting the most from your analysis. Practical assessment, 
research & evaluation, 10(7), 1-9.  

Craggs, R., & Schofield, P. (2009). Expenditure-Based Segmentation and Visitor Profiling at the 
Quays in Salford, UK. Tourism economics, 15(1), 243-260. 
doi:10.5367/000000009787536753 

Cronbach, L. J. (1951). Coefficient alpha and the internal structure of tests. psychometrika, 
16(3), 297-334.  

Cronin, J. J., Brady, M. K., & Hult, G. T. M. (2000). Assessing the effects of quality, value, and 
customer satisfaction on consumer behavioral intentions in service environments. 
Journal of retailing, 76(2), 193-218. doi:https://doi.org/10.1016/S0022-4359(00)00028-
2 

Cronin Jr, J. J., & Taylor, S. A. (1994). SERVPERF versus SERVQUAL: reconciling performance-
based and perceptions-minus-expectations measurement of service quality. the 
Journal of Marketing, 125-131.  

Curry, A. (1999). Innovation in public service management. Managing Service Quality: An 
International Journal, 9(3), 180-190.  

D'Antuono, L. F. (2013). Traditional foods and food systems: a revision of concepts emerging 
from qualitative surveys on‐site in the Black Sea area and Italy. Journal of the Science of 
Food and Agriculture, 93(14), 3443-3454.  

D’Antuono, L. P. (2012). Street foods basic definitions and fact. Paper presented at the 
Traditional food International-TFI 2012, street food seminar session, Cesena, Italy. 

Dabholkar, P. A., Thorpe, D. I., & Rentz, J. O. (1996). A measure of service quality for retail 
stores: scale development and validation. Journal of the Academy of Marketing 
Science, 24(1), 3.  

 

http://travel.cnn.com/explorations/eat/asia-street-food-cities-612721
http://travel.cnn.com/bangkok/eat/bangkoks-best-street-food-neighborhoods-972202
https://edition.cnn.com/travel/article/best-cities-street-food/index.html
http://streetfood.org/index.php?option=com_content&task=view&id=31&Itemid=48
https://doi.org/10.1016/S0022-4359(00)00028-2
https://doi.org/10.1016/S0022-4359(00)00028-2


 

  
195 

 

Dailey, S. (1989). Establishing An Atmosphere for Success. Indiana Libraries, 8(2), 99-103.  
Dardis, R., Derrick, F., Lehfeld, A., & Wolfe, K. E. (1981). Cross-Section Studies of Recreation 

Expenditures in the United States. Journal of leisure Research, 13(3), 181-194. 
doi:10.1080/00222216.1981.11969482 

DeCoster, J. (1998). Overview of factor analysis.  
Decrop, A. (1999). Tourists’ decision-making and behavior processes. Consumer behavior in 

travel and tourism, 103-133.  
Decrop, A., & Snelders, D. (2005). A grounded typology of vacation decision-making. Tourism 

Management, 26(2), 121-132.  
Department of City Planning of Bangkok Metropolitan. (2012). Hawker-Stalls in Bangkok 2012.   

Retrieved from http://cpd.bangkok.go.th:90/web2/strategy/DATA54_55/15UNM.pdf.  
Department of Tourism. (2015). Tourism Receipts from International Tourist Arrivals 2014.   

Retrieved from 
http://newdot2.samartmultimedia.com/farms/uploaded/00Statistic/2014/Inbound/20
1/TOURISM%20RECEIPTS%20FROM%20INTERNATIONAL%20TOURIST%20ARRIVALS.pd
f 

Department of Tourism. (2016a). International  Tourist  Arrivals  to  Thailand By  Nationality  
January - December  2015.   Retrieved from 
http://www.tourism.go.th/home/details/11/221/24710  

Department of Tourism. (2016b). Tourism Receipts from International Tourist Arrivals (January-
December 2015).   Retrieved from 
http://tourism2.tourism.go.th/farms/uploaded/00Statistic/2015/Expenditure/Inter%2
0Arrivals/Tourism%20Receipts%20from%20International%20Tourist%20Arrivals.pdf 

Dill, K. (2015, Nov,6 2015). 7 Things Employers Should Know About The Gen Z Workforce.   
Retrieved from https://www.forbes.com/sites/kathryndill/2015/11/06/7-things-
employers-should-know-about-the-gen-z-workforce/#332f3d05fad7 

Doocey, P. (2015). Millennial milieu. Casino Journal, 14-18.  
Dotchin, J. A., & Oakland, J. S. (1994). Total quality management in services: Part 3: 

Distinguishing perceptions of service quality. International Journal of Quality & 
Reliability Management, 11(4), 6-28.  

Douglas, C. (2001). Forecasting Tourism Demand: Methods and Strategies. Linacre House, 
Jordan Hill, Oxford.  

Du Rand, G. E., & Heath, E. (2006). Towards a framework for food tourism as an element of 
destination marketing. Current issues in tourism, 9(3), 206-234.  

Eggert, A., & Ulaga, W. (2002). Customer perceived value: a substitute for satisfaction in 
business markets? Journal of Business & industrial marketing, 17(2/3), 107-118.  

Ekanem, E. O. (1998). The street food trade in Africa: safety and socio-environmental issues. 
Food Control, 9(4), 211-215.  

Enteleca Research and Consultancy. (2000). Tourists’ attitudes towards regional and local 
foods, Prepared for the Ministry of Agriculture, Fisheries and Food and the Countryside 
Agency by Enteleca Research and Consultancy 

 Retrieved from http://www.defra.gov.uk/foodrin/marketing/touristreport.pdf 
Euromonitor International. (2016). Top 100 City Destinations Ranking – Published 2016.   

Retrieved from http://blog.euromonitor.com/2016/01/top-100-city-destinations-
ranking- 2016.html 

Fabrigar, L. R., Wegener, D. T., MacCallum, R. C., & Strahan, E. J. (1999). Evaluating the use of 
exploratory factor analysis in psychological research. Psychological methods, 4(3), 272.  

Ferris, K. R. (1977). A test of the expectancy theory of motivation in an accounting 
environment. Accounting review, 605-615.  

 

http://cpd.bangkok.go.th:90/web2/strategy/DATA54_55/15UNM.pdf
http://newdot2.samartmultimedia.com/farms/uploaded/00Statistic/2014/Inbound/201/TOURISM%20RECEIPTS%20FROM%20INTERNATIONAL%20TOURIST%20ARRIVALS.pdf
http://newdot2.samartmultimedia.com/farms/uploaded/00Statistic/2014/Inbound/201/TOURISM%20RECEIPTS%20FROM%20INTERNATIONAL%20TOURIST%20ARRIVALS.pdf
http://newdot2.samartmultimedia.com/farms/uploaded/00Statistic/2014/Inbound/201/TOURISM%20RECEIPTS%20FROM%20INTERNATIONAL%20TOURIST%20ARRIVALS.pdf
http://www.tourism.go.th/home/details/11/221/24710
http://tourism2.tourism.go.th/farms/uploaded/00Statistic/2015/Expenditure/Inter%20Arrivals/Tourism%20Receipts%20from%20International%20Tourist%20Arrivals.pdf
http://tourism2.tourism.go.th/farms/uploaded/00Statistic/2015/Expenditure/Inter%20Arrivals/Tourism%20Receipts%20from%20International%20Tourist%20Arrivals.pdf
https://www.forbes.com/sites/kathryndill/2015/11/06/7-things-employers-should-know-about-the-gen-z-workforce/#332f3d05fad7
https://www.forbes.com/sites/kathryndill/2015/11/06/7-things-employers-should-know-about-the-gen-z-workforce/#332f3d05fad7
http://www.defra.gov.uk/foodrin/marketing/touristreport.pdf
http://blog.euromonitor.com/2016/01/top-100-city-destinations-ranking-
http://blog.euromonitor.com/2016/01/top-100-city-destinations-ranking-


 

  
196 

 

Fick, G. R., & Brent Ritchie, J. (1991). Measuring service quality in the travel and tourism 
industry. Journal of Travel Research, 30(2), 2-9.  

Field, A. (2013). Discovering statistics using IBM SPSS statistics: sage. 
Fiore, A. M., & Kim, J. (2007). An integrative framework capturing experiential and utilitarian 

shopping experience. International Journal of Retail & Distribution Management, 35(6), 
421-442.  

Fisk, P. (2010). Customer genius: John Wiley & Sons. 
Fiske, A. P. (2000). Complementarity theory: Why human social capacities evolved to require 

cultural complements. Personality and Social Psychology Review, 4(1), 76-94.  
Fitzsimmons, J. A., Fitzsimmons, M. J., & Bordoloi, S. (2006). Service management: Operations, 

strategy, and information technology: McGraw-Hill New York. 
Fleischer, A., & Pizam, A. (2002). Tourism constraints among Israeli seniors. Annals of Tourism 

Research, 29(1), 106-123.  
Food and Agriculture Organization of the United Nations-FAO. (1989). STREET FOODS.   

Retrieved from http://www.fao.org/fcit/food-processing/street-foods/en/ 
Fornell, C., Johnson, M. D., Anderson, E. W., Cha, J., & Bryant, B. E. (1996). The American 

customer satisfaction index: nature, purpose, and findings. the Journal of Marketing, 7-
18.  

Frew, E. A., & Shaw, R. N. (1999). The relationship between personality, gender, and tourism 
behavior. Tourism Management, 20(2), 193-202.  

Frey, B. S., & Stutzer, A. (2002). What can economists learn from happiness research? Journal 
of Economic literature, 40(2), 402-435.  

Fridja, N. H. (1993). Moods, emotion episodes, and emotions. Handbook of emotions, 381-404.  
Fry, R. (2016). Millennials overtake Baby Boomers as America’s largest generation. Pew 

Research Center, 25.  
Fullerton, G. (2005). How commitment both enables and undermines marketing relationships. 

European Journal of marketing, 39(11/12), 1372-1388.  
Gaffar, V., Wetprasit, P., HP., & Setiyorini, D. (2011). COMPARATIVE STUDY OF TOURIST 

CHARACTERISTICS ON CULTURAL HERITAGE TOURISM SITES: SURVEY ON TOURIST IN 
INDONESIA AND THAILAND HERITAGE SITES. Journal of Tourism, Hospitality & Culinary 
Arts, 3(3), 53-68.  

Gallarza, M. G., & Saura, I. G. (2006). Value dimensions, perceived value, satisfaction and 
loyalty: an investigation of university students’ travel behaviour. Tourism 
Management, 27(3), 437-452.  

Ganesan-Lim, C., Russell-Bennett, R., & Dagger, T. (2008). The impact of service contact type 
and demographic characteristics on service quality perceptions. Journal of Services 
marketing, 22(7), 550-561.  

Geissler, G. L., & Rucks, C. T. (2011). The critical influence of customer food perceptions on 
overall theme park evaluations. Journal of Management and Marketing Research, 8, 1.  

Ghosh, B., & Tzi Ling, M. (1994). Total quality management in services: the case of Singapore’s 
advertising industry. The TQM Magazine, 6(4), 34-41.  

Go Backpacking. (2011). Street Food in Bangkok: How to Take Full Advantage of the Endless 
Supply.   Retrieved from http://gobackpacking.com/street-food-bangkok-full-
advantage-endless-supply/ 

Goeldner, C. R., & Ritchie, J. B. (2007). Tourism principles, practices, philosophies: John Wiley & 
Sons. 

Gokovali, U., Bahar, O., & Kozak, M. (2007). Determinants of length of stay: A practical use of 
survival analysis. Tourism Management, 28(3), 736-746.  

Goldman, A. E. (1962). The group depth interview. the Journal of Marketing, 61-68.  

 

http://www.fao.org/fcit/food-processing/street-foods/en/
http://gobackpacking.com/street-food-bangkok-full-advantage-endless-supply/
http://gobackpacking.com/street-food-bangkok-full-advantage-endless-supply/


 

  
197 

 

Goodenough, W. H. (1981). Culture, language, and society.  
Gorsuch, R. L. (1983). Factor analysis, 2nd. Hillsdale, NJ: LEA.  
Graziani, J. (2003). Travel spending leads to 5,000 more restaurants in AAA Tourbook Guides. 

Retrieved February, 22, 2005.  
Grönroos, C. (1984). A service quality model and its marketing implications. European Journal 

of marketing, 18(4), 36-44.  
Grönroos, C. (1990). Service management and marketing: Managing the moments of truth in 

service competition: Jossey-Bass. 
Groth, J. C., & Dye, R. T. (1999). Service quality: perceived value, expectations, shortfalls, and 

bonuses. Managing Service Quality: An International Journal, 9(4), 274-286.  
Gruetze, M. (2015). Casinos prepare for changes to draw next generation.   Retrieved from 

https://triblive.com/aande/gambling/9650812-74/million-millennials-percent 
Guadagnoli, E., & Velicer, W. F. (1988). Relation of sample size to the stability of component 

patterns. Psychological bulletin, 103(2), 265.  
Gupta, S., & Vajic, M. (2000). The contextual and dialectical nature of experiences. New service 

development: Creating memorable experiences, 15, 33-51.  
Gustafsson, I. B., Öström, Å., Johansson, J., & Mossberg, L. (2006). The Five Aspects Meal 

Model: a tool for developing meal services in restaurants. Journal of foodservice, 17(2), 
84-93.  

Hair, J., Black, W., Babin, B., & Anderson, R. (2010). Multivariate Data Analysis: Prentice Hall. 
Hair, J. F., Anderson, R. E., Tatham, R. L., & Black, W. C. (1998). Multivariate data analysis. 1998. 

Upper Saddle River.  
Hall, C. M. (2013). Wine, food, and tourism marketing: Routledge. 
Hall, C. M., & Mitchell, R. (2007). Gastronomic tourism: Comparing food and wine tourism 

experiences Niche tourism (pp. 87-102): Routledge. 
Hall, C. M., Sharples, L., Mitchell, R., Macionis, N., & Cambourne, B. (2004). Food tourism 

around the world: Routledge. 
Hallowell, R. (1996). The relationships of customer satisfaction, customer loyalty, and 

profitability: an empirical study. International journal of service industry management, 
7(4), 27-42.  

Han, H., & Ryu, K. (2007). Moderating role of personal characteristics in forming restaurant 
customers' behavioral intentions: An upscale restaurant setting. Journal of Hospitality 
& Leisure Marketing, 15(4), 25-54.  

Han, H., & Ryu, K. (2009). The roles of the physical environment, price perception, and 
customer satisfaction in determining customer loyalty in the restaurant industry. 
Journal of Hospitality & Tourism Research, 33(4), 487-510.  

Harridge-March, S. (2006). Can the building of trust overcome consumer perceived risk online? 
Marketing intelligence & planning, 24(7), 746-761.  

Havitz, M. E., & Dimanche, F. (1997). Leisure involvement revisited: Conceptual conundrums 
and measurement advances. Journal of leisure Research, 29(3), 245-278.  

Hayes, D., & MacLeod, N. (2007). Packaging places: Designing heritage trails using an 
experience economy perspective to maximize visitor engagement. Journal of Vacation 
Marketing, 13(1), 45-58. doi:10.1177/1356766706071205 

Health Information System Development Office. (n.d.). Food in the bag, the thing that should 
not be overlooked.   Retrieved from http://www.hiso.or.th/hiso/tonkit/tonkits_26.php 

Hedrick-Wong, Y., & Choog, D. (2013). MasterCard global destination cities index. MasterCard 
Worldwide Insights.  

Hegarty, J. A., & O’Mahony, G. B. (2001). Gastronomy: A phenomenon of cultural 
expressionism and an aesthetic for living. International Journal of Hospitality 

 

https://triblive.com/aande/gambling/9650812-74/million-millennials-percent
http://www.hiso.or.th/hiso/tonkit/tonkits_26.php


 

  
198 

 

Management, 20(1), 3-13.  
Hellier, P. K., Geursen, G. M., Carr, R. A., & Rickard, J. A. (2003). Customer repurchase 

intention: A general structural equation model. European Journal of marketing, 
37(11/12), 1762-1800.  

Henderson, J. C. (2004). Food as a tourism resource: A view from Singapore. Tourism 
Recreation Research, 29(3), 69-74.  

Henderson, J. C. (2009). Food tourism reviewed. British Food Journal, 111(4), 317-326.  
Henderson, J. C., Yun, O. S., Poon, P., & Biwei, X. (2012). Hawker centres as tourist attractions: 

The case of Singapore. International Journal of Hospitality Management, 31(3), 849-
855.  

Henson, R. K., & Roberts, J. K. (2006). Use of exploratory factor analysis in published research: 
Common errors and some comment on improved practice. Educational and 
Psychological measurement, 66(3), 393-416.  

Herington, C., Merrilees, B., & Wilkins, H. (2013). Preferences for destination 
attributes:Differences between short and long breaks. Journal of Vacation Marketing, 
19(2), 149-163. doi:10.1177/1356766712463718 

Hernández-Lobato, L., Solis-Radilla, M. M., Moliner-Tena, M. A., & Sánchez-García, J. (2006). 
Tourism destination image, satisfaction and loyalty: a study in Ixtapa-Zihuatanejo, 
Mexico. Tourism geographies, 8(4), 343-358.  

Heung, V. C., Qu, H., & Chu, R. (2001). The relationship between vacation factors and socio-
demographic and travelling characteristics: The case of Japanese leisure travellers. 
Tourism Management, 22(3), 259-269.  

Hines, T. (2012). Supply chain strategies: Customer driven and customer focused: Routledge. 
Hjalager, A.-M., & Richards, G. (2002). 13 Still undigested: research issues in tourism and 

gastronomy. Tourism and gastronomy, 224.  
Hjalager, A.-M., & Richards, G. (2003). Tourism and gastronomy: Routledge. 
Hjalager, A. M., & Corigliano, M. A. (2000). Food for tourists—determinants of an image. 

International Journal of Tourism Research, 2(4), 281-293.  
Hobsbawm, E., & Ranger, T. (2012). The invention of tradition: Cambridge University Press. 
Hogarty, K. Y., Hines, C. V., Kromrey, J. D., Ferron, J. M., & Mumford, K. R. (2005). The quality of 

factor solutions in exploratory factor analysis: The influence of sample size, 
communality, and overdetermination. Educational and Psychological measurement, 
65(2), 202-226.  

Holtzman, E. (2013). Lysosomes: Springer Science & Business Media. 
Hong, G.-S., Morrison, A. M., & Cai, L. A. (1996). Household expenditure patterns for tourism 

products and services. Journal of Travel & Tourism Marketing, 4(4), 15-40.  
Hsieh, A.-T., & Chang, J. (2006). Shopping and tourist night markets in Taiwan. Tourism 

Management, 27(1), 138-145.  
Hsu, C., H.C., & Powers, T. (2002). Marketing Hospitality. New York.: John Wiley and Sons Inc. 
Hu, H.-H., Kandampully, J., & Juwaheer, T. D. (2009). Relationships and impacts of service 

quality, perceived value, customer satisfaction, and image: an empirical study. The 
service industries journal, 29(2), 111-125.  

Hu, L. t., & Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance structure analysis: 
Conventional criteria versus new alternatives. Structural equation modeling: a 
multidisciplinary journal, 6(1), 1-55.  

Huang, J.-H., Ho, S.-H., & Lee, B. (2003). Who are the adorable customers--men or women? 
Service quality improvement via customers' positive responses. Total Quality 
Management & Business Excellence, 14(7), 789-800.  

Hubanic, A., & Hubanic, V. (2009). Brand Identity and Brand Image-A case study of the 

 



 

  
199 

 

Nordstan brand.  
Huber, F., Herrmann, A., & Henneberg, S. C. (2007). Measuring customer value and satisfaction 

in services transactions, scale development, validation and cross‐cultural comparison. 
International Journal of Consumer Studies, 31(6), 554-564.  

Hull, R. B. (1990). Mood as a Product of Leisure: Causes and Consequences. Journal of leisure 
Research, 22(2), 99-111. doi:10.1080/00222216.1990.11969818 

Hwang, J., Kim, S. S., & Hyun, S. S. (2013). The role of server–patron mutual disclosure in the 
formation of rapport with and revisit intentions of patrons at full-service restaurants: 
The moderating roles of marital status and educational level. International Journal of 
Hospitality Management, 33, 64-75.  

Hyun, S. S., Kim, W., & Lee, M. J. (2011). The impact of advertising on patrons’ emotional 
responses, perceived value, and behavioral intentions in the chain restaurant industry: 
The moderating role of advertising-induced arousal. International Journal of Hospitality 
Management, 30(3), 689-700.  

Iacobucci, D., & Ostrom, A. (1993). Gender differences in the impact of core and relational 
aspects of services on the evaluation of service encounters. Journal of consumer 
psychology, 2(3), 257-286.  

Ilias, A. I., Hasan, H. F. A., & Rahman, R. A. (2009). Student Satisfaction and Service Quality: Any 
Differences in Demographic Factors? International Business Research, 1(4), 131.  

Investopedia. (n.d.). Value added.   Retrieved from 
http://www.investopedia.com/terms/v/valueadded.asp 

Iverson, K. (2016). Bangkok's Best Areas For Delicious Street Food.   Retrieved from 
https://theculturetrip.com/asia/thailand/articles/bangkoks-best-areas-for-delicious-
street-food/ 

Iverson, T. J. (1997). Decision timing: A comparison of Korean and Japanese travelers. 
International Journal of Hospitality Management, 16(2), 209-219.  

Jabnoun, N., & Hassan Al-Tamimi, H. A. (2003). Measuring perceived service quality at UAE 
commercial banks. International Journal of Quality & Reliability Management, 20(4), 
458-472.  

Jackson, M., Inbakaran, R., & Schmierer, C. (2003). Rationalizing personality typologies in 
tourism: A lexical analysis. Taking tourism to the Limits Refereed Research Papers, 
University of Waikato Management School, University of Waikato, Hamilton, New 
Zealand, 338-360.  

Jayanti, R. K., & Ghosh, A. K. (1996). Service value determination: An integrative perspective. 
Journal of Hospitality & Leisure Marketing, 3(4), 5-25.  

John, A. D., & John, S. (1994). Total Quality Management in Services. Part 1: Understanding 
andClassifying Services. International Journal of Quality & Reliability Management, 
11(3), 9-26.  

Johns, N., & Howard, A. (1998). Customer expectations versus perceptions of service 
performance in the foodservice industry. International journal of service industry 
management, 9(3), 248-265.  

Johnson, C., & Mathews, B. P. (1997). The influence of experience on service expectations. 
International journal of service industry management, 8(4), 290-305.  

Jönsson, C., & Devonish, D. (2008). Does nationality, gender, and age affect travel motivation? 
A case of visitors to the Caribbean Island of Barbados. Journal of Travel & Tourism 
Marketing, 25(3-4), 398-408.  

Jood, S., & Kalra, S. (2001). Chemical composition and nutritional characteristics of some hull 
less and hulled barley cultivars grown in India. Food/Nahrung, 45(1), 35-39.  

Joung, H.-W., Choi, E.-K., & Wang, E. (2016). Effects of perceived quality and perceived value of 

 

http://www.investopedia.com/terms/v/valueadded.asp
https://theculturetrip.com/asia/thailand/articles/bangkoks-best-areas-for-delicious-street-food/
https://theculturetrip.com/asia/thailand/articles/bangkoks-best-areas-for-delicious-street-food/


 

  
200 

 

campus foodservice on customer satisfaction: Moderating role of gender. Journal of 
Quality Assurance in Hospitality & Tourism, 17(2), 101-113.  

Julian, C. C., & Ramaseshan, B. (1994). The role of customer-contact personnel in the marketing 
of a retail bank′ s services. International Journal of Retail & Distribution Management, 
22(5), 29-34.  

Kantsperger, R., & Kunz, W. H. (2010). Consumer trust in service companies: a multiple 
mediating analysis. Managing Service Quality: An International Journal, 20(1), 4-25. 
doi:doi:10.1108/09604521011011603 

Kapil, Y., & Roy, A. (2014). Critical evaluation of generation Z at workplaces. International 
Journal of Social Relevance&Concern, 2, 10-14.  

Kasapila, W. (2006). Young adults' satisfaction regarding their dining experience in casual 
dining restaurants in Hatfield, Pretoria.  

Kattiyapornpong, U., & Miller, K. E. (2012). Propensity to shop: Identifying who shops til they 
drop. Journal of Travel & Tourism Marketing, 29(6), 552-565.  

Keng, C.-J., Huang, T.-L., Zheng, L.-J., & Hsu, M. K. (2007). Modeling service encounters and 
customer experiential value in retailing: An empirical investigation of shopping mall 
customers in Taiwan. International journal of service industry management, 18(4), 349-
367.  

Kerin, R., Brkowitz, E., Hartley, S., & Rudelius, W. (2004). Marketing, Editorial McGraw Hill: 
México DF–México. 

Keyuranon, P. (2009). Thai food is more than you can imagine.   Retrieved from 
http://www.stou.ac.th/Schools/Shs/booklet/2552_3/Relax.html 

Khan, M. A., & Hackler, L. (1981). Evaluation of food selection patterns and preferences. Critical 
Reviews In Food Science & Nutrition, 15(2), 129-153.  

Kim, J.-O., & Mueller, C. W. (1978). Factor analysis: Statistical methods and practical issues: 
Sage. 

Kim, S., & Littrell, M. A. (2001). Souvenir buying intentions for self versus others. Annals of 
Tourism Research, 28(3), 638-657.  

Kim, W. G., Ng, C. Y. N., & Kim, Y.-s. (2009). Influence of institutional DINESERV on customer 
satisfaction, return intention, and word-of-mouth. International Journal of Hospitality 
Management, 28(1), 10-17. doi:https://doi.org/10.1016/j.ijhm.2008.03.005 

Kim, Y. G., & Eves, A. (2012). Construction and validation of a scale to measure tourist 
motivation to consume local food. Tourism Management, 33(6), 1458-1467.  

Kim, Y. H., Goh, B. K., & Yuan, J. (2010). Development of a multi-dimensional scale for 
measuring food tourist motivations. Journal of Quality Assurance in Hospitality & 
Tourism, 11(1), 56-71.  

Kinnaird, V., & Hall, D. (1996). Understanding tourism processes: a gender-aware framework. 
Tourism Management, 17(2), 95-102. doi:https://doi.org/10.1016/0261-
5177(95)00112-3 

Kivela, J., & Crotts, J. C. (2006). Tourism and gastronomy: Gastronomy's influence on how 
tourists experience a destination. Journal of Hospitality & Tourism Research, 30(3), 
354-377.  

Kline, R. B. (2015). Principles and practice of structural equation modeling: Guilford 
publications. 

Kotler, P. (2000). Marketing management, millennium ed. Prentic Hall.  
Kotler, P., & Armstrong, G. (2010). Principles of marketing: Pearson education. 
Kotler, P., Bowen, J. T., & Makens, J. C. (2006). Marketing for hospitality and tourism Upper 

Saddle River: NJ: Pearson Prentice Hall. 
Kotler, P., & Keller, K. (2015). L.(2006) Marketing management. Praha: Grada Publishing.  

 

http://www.stou.ac.th/Schools/Shs/booklet/2552_3/Relax.html
https://doi.org/10.1016/j.ijhm.2008.03.005
https://doi.org/10.1016/0261-5177(95)00112-3
https://doi.org/10.1016/0261-5177(95)00112-3


 

  
201 

 

Kotler, P., & Keller, K. L. (2012). Marketing Management with MyMarketingLab. Harlow, United 
Kingdom: Pearson Education Limited. 

Kotler, P., Keller, K. L., & Bliemel, F. (2007). Marketing-management: Strategien für 
wertschaffendes Handeln: Pearson Deutschland GmbH. 

Kozak, M. (2001). Repeaters' behavior at two distinct destinations. Annals of Tourism Research, 
28(3), 784-807.  

Kraig, B., & Sen, C. T. (2013). Street food around the world: an encyclopedia of food and culture: 
Abc-clio. 

Krugell, P., Saayman, P., & Van Der Merwe, P. (2007). The determinants of spending by biltong 
hunters. South African Journal of Economic and Management Sciences, 10(2), 184-194.  

Kruger, M., Saayman, M., & Ellis, S. (2010). Determinants of visitor expenditure at the Aardklop 
National Arts Festival. Event Management, 14(2), 137-148.  

Kumar, A., & Lim, H. (2008). Age differences in mobile service perceptions: comparison of 
Generation Y and baby boomers. Journal of Services marketing, 22(7), 568-577.  

Kupperschmidt, B. R. (2000). Multigeneration employees: Strategies for effective management. 
The health care manager, 19(1), 65-76.  

Kwun, D. J.-W. (2011). Effects of campus foodservice attributes on perceived value, 
satisfaction, and consumer attitude: A gender-difference approach. International 
Journal of Hospitality Management, 30(2), 252-261.  

Lai, F., Griffin, M., & Babin, B. J. (2009). How quality, value, image, and satisfaction create 
loyalty at a Chinese telecom. Journal of business research, 62(10), 980-986.  

Lazaroiu, G. (2015). Work motivation and organizational behavior. Contemporary Readings in 
Law and Social Justice, 7(2), 66.  

Lazer, W., & Nicosia, F. (1966). Life Style Concepts and Marketing toward Scientific: New 
Jersey: Prentice-Hall. 

Lee, H.-C. (2001). Determinants of recreational boater expenditures on trips. Tourism 
Management, 22(6), 659-667.  

Lee, J.-S., Lee, C.-K., & Choi, Y. (2011). Examining the role of emotional and functional values in 
festival evaluation. Journal of Travel Research, 50(6), 685-696.  

LEE, J., & XIE Lijia, K. (2011). Cognitive Destination Image, Destination Personality and 
Behavioral Intentions: An Integrated Perspective of Destination Branding (MA.), 
University of Massachusetts, Amherst.    

Lee, K.-H., Scott, N., & Packer, J. (2015). The Fits-Like-A-Glove model and destination activities 
of Slow Food members. Current issues in tourism, 18(3), 286-290.  

Lee, S. h., Kim, Y. p., Hemmington, N., & Yun, D. k. (2004). Competitive service quality 
improvement (CSQI): a case study in the fast‐food industry. Food Service Technology, 
4(2), 75-84.  

Lehto, X. Y., Cai, L. A., O’Leary, J. T., & Huan, T.-C. (2004). Tourist shopping preferences and 
expenditure behaviours: The case of the Taiwanese outbound market. Journal of 
Vacation Marketing, 10(4), 320-332.  

Lepak, D. P., Smith, K. G., & Taylor, M. S. (2007). Value creation and value capture: a multilevel 
perspective. Academy of Management Review, 32(1), 180-194.  

Lewis, B. R., & Mitchell, V. W. (1990). Defining and measuring the quality of customer service. 
Marketing intelligence & planning, 8(6), 11-17.  

Liu, Y., & Jang, S. S. (2009). The effects of dining atmospherics: An extended Mehrabian–Russell 
model. International Journal of Hospitality Management, 28(4), 494-503.  

Lloyd, A. E., Yip, L. S., & Luk, S. T. (2011). An examination of the differences in retail service 
evaluation between domestic and tourist shoppers in Hong Kong. Tourism 
Management, 32(3), 520-533.  

 



 

  
202 

 

Lonelyplanet. (2014). Bangkok shopping: making the most of Chatuchak Weekend Market.   
Retrieved from https://www.lonelyplanet.com/thailand/bangkok/travel-tips-and-
articles/bangkok-shopping-making-the-most-of-chatuchak-weekend-
market/40625c8c-8a11-5710-a052-1479d277034f 

Long, L. M. (2013). Culinary tourism Encyclopedia of food and agricultural ethics (pp. 1-8): 
Springer. 

Long, P. T., & Perdue, R. R. (1990). The economic impact of rural festivals and special events: 
Assessing the spatial distribution of expenditures. Journal of Travel Research, 28(4), 10-
14.  

Lotz, C. (2009). Customer service quality at selected Commercial Health and Fitness centres in 
KwaZulu-Natal.    

Lovelock, C. H. (1983). Classifying services to gain strategic marketing insights. the Journal of 
Marketing, 9-20.  

Luk, S. T., & Layton, R. (2002). Perception Gaps in customer expectations: Managers versus 
service providers and customers. Service Industries Journal, 22(2), 109-128.  

Lusch, R. F., & Vargo, S. L. (2006). Service-dominant logic: reactions, reflections and 
refinements. Marketing theory, 6(3), 281-288.  

Mahidol University. (2015). Guidelines for the  implementation of the Human Research 
Ethics, Social Science, Mahidol University, 2015.   Retrieved from 
http://www.mussirb.com/upload/file/new/SOP%20MU-
SSIRB%20revised%202_1464764709.pdf 

Mak, A. H., Lumbers, M., Eves, A., & Chang, R. C. (2012). Factors influencing tourist food 
consumption. International Journal of Hospitality Management, 31(3), 928-936.  

Mak, J., Moncur, J., & Yonamine, D. (1977). Determinants of visitor expenditures and visitor 
lengths of stay: A cross-section analysis of US visitors to Hawaii. Journal of Travel 
Research, 15(3), 5-8.  

Mäkelä, J. (2000). Cultural definitions of the meal. Dimensions of the meal: The science, culture, 
business, and art of eating, 7-18.  

Manager Online. (2010a). Marketing is value creation.   Retrieved from 
http://www.manager.co.th/iBizChannel/ViewNews.aspx?NewsID=9490000114546 

Manager Online. (2010b). Visa reveals "Thai food" is importance magnet attracts foreign 
tourists.   Retrieved from 
http://www.manager.co.th/Travel/ViewNews.aspx?NewsID=9530000159579 

Marković, S., Raspor, S., & Šegarić, K. (2010). Does restaurant performance meet customers' 
expectations? An assessment of restaurant service quality using a modified DINESERV 
approach. Tourism and Hospitality Management, 16(2), 181-195.  

Marsh, H. W., Hau, K.-T., & Wen, Z. (2004). In search of golden rules: Comment on hypothesis-
testing approaches to setting cutoff values for fit indexes and dangers in 
overgeneralizing Hu and Bentler's (1999) findings. Structural equation modeling, 11(3), 
320-341.  

Marshall, D., & Bell, R. (2003). Meal construction: exploring the relationship between eating 
occasion and location. Food quality and preference, 14(1), 53-64.  

Master Card. (2012). Master Card Global Destination City Index.   Retrieved from 
http://thetraveluster.com/wpcontent/uploads/2012/12/MasterCard_Global_Destinati
on_Cities_Index_2012.pdf 

Matichon Online. (2014). Organize the sidewalk, add happiness...or create suffering.   
Retrieved from http://www.matichon.co.th/news_detail.php?newsid=1419058382 

Matsunaga, M. (2010). How to factor-analyze your data right: do’s, don’ts, and how-to’s. 
International journal of psychological research, 3(1), 97-110.  

 

https://www.lonelyplanet.com/thailand/bangkok/travel-tips-and-articles/bangkok-shopping-making-the-most-of-chatuchak-weekend-market/40625c8c-8a11-5710-a052-1479d277034f
https://www.lonelyplanet.com/thailand/bangkok/travel-tips-and-articles/bangkok-shopping-making-the-most-of-chatuchak-weekend-market/40625c8c-8a11-5710-a052-1479d277034f
https://www.lonelyplanet.com/thailand/bangkok/travel-tips-and-articles/bangkok-shopping-making-the-most-of-chatuchak-weekend-market/40625c8c-8a11-5710-a052-1479d277034f
http://www.mussirb.com/upload/file/new/SOP%20MU-SSIRB%20revised%202_1464764709.pdf
http://www.mussirb.com/upload/file/new/SOP%20MU-SSIRB%20revised%202_1464764709.pdf
http://www.manager.co.th/iBizChannel/ViewNews.aspx?NewsID=9490000114546
http://www.manager.co.th/Travel/ViewNews.aspx?NewsID=9530000159579
http://thetraveluster.com/wpcontent/uploads/2012/12/MasterCard_Global_Destination_Cities_Index_2012.pdf
http://thetraveluster.com/wpcontent/uploads/2012/12/MasterCard_Global_Destination_Cities_Index_2012.pdf
http://www.matichon.co.th/news_detail.php?newsid=1419058382


 

  
203 

 

Mattila, A. (1999). Consumer's Value Judgments: How Business Travelers As Evaluate Luxury-
hotel Services. Cornell Hotel and Restaurant Administration Quarterly, 40(1), 40-46.  

Mattsson, J. (1991). Better Business by the ABC of Values: Chartwell Learning & Development 
Limited. 

Mayo, E. J., & Jarvis, L. P. (1981). The psychology of leisure travel. Effective marketing and 
selling of travel services: CBI Publishing Company, Inc. 

McClain, L., Beringer, D., Kuhnert, H., Priest, J., Wilkes, E., Wilkinson, S., & Wyrick, L. (1993). 
Restaurant wheelchair accessibility. American Journal of Occupational Therapy, 47(7), 
619-623.  

McColl Jr, K., Kiel, G., Lusch, R., & Lusch, V. (1994). Marketing: Concepts and Strategies. 
Acumen Overseas Pte. Ltd, Singapore.  

McDonald, R. P. (2014). Factor analysis and related methods: Psychology Press. 
McDowall, S. (2010). International tourist satisfaction and destination loyalty: Bangkok, 

Thailand. Asia Pacific Journal of Tourism Research, 15(1), 21-42.  
Mehmetoglu, M. (2007). Nature-based tourists: The relationship between their trip 

expenditures and activities. Journal of Sustainable Tourism, 15(2), 200-215.  
Melville, S., & Andrea, S. (2012). Determinants of Spending: an Evaluation of Three Major 

Sporting Events. International Journal of Tourism Research, 14(2), 124-138. 
doi:doi:10.1002/jtr.841 

Mhlanga, O., Moolman, H., & Hattingh, Z. (2013). Expectations and experiences of customers in 
formal full service restaurants in Port Elizabeth. African Journal for Physical Health 
Education, Recreation and Dance, 19(Issue-4_2), 1111-1122.  

Mill, R. C., & Morrison, A. M. (2002). The tourism system: Kendall Hunt. 
Miller, J. A. (1977). Studying satisfaction, modifying models, eliciting expectations, posing 

problems, and making meaningful measurements. Conceptualization and 
measurement of consumer satisfaction and dissatisfaction, 72-91.  

Ministry of Culture. (2013). Thai wisdom and the way of eating Thai people.   Retrieved from 
http://www.m-culture.go.th/ilovethaiculture/index.php/2013-09-03-09-34-32/km-
travel/item. 

Ministry of Public Health. (1999). Food Sanitation Project to Promote Tourism and Support 
 Thai Economy.   Retrieved from 
http://foodsan.anamai.moph.go.th/main.php?filename=project_cfgt2 

Mitchell, V. W., & Walsh, G. (2004). Gender differences in German consumer decision‐making 
styles. Journal of Consumer Behaviour: An International Research Review, 3(4), 331-
346.  

Monroe, K. B. (1990). Pricing: Making profitable decisions: McGraw-Hill Companies. 
Morgan, M., Lugosi, P., & Ritchie, J. B. (2010). The tourism and leisure experience: Consumer 

and managerial perspectives (Vol. 44): Channel View Publications. 
Morris, C., & Buller, H. (2003). The local food sector: a preliminary assessment of its form and 

impact in Gloucestershire. British Food Journal, 105(8), 559-566.  
Mosupye, F. M., & von Holy, A. (2000). Microbiological hazard identification and exposure 

assessment of street food vending in Johannesburg, South Africa. International Journal 
of Food Microbiology, 61(2-3), 137-145.  

Namkung, Y., & Jang, S. (2008). Are highly satisfied restaurant customers really different? A 
quality perception perspective. International Journal of Contemporary Hospitality 
Management, 20(2), 142-155.  

National Statistical Office Thailand. (2012). Thailand... everyone wants to travel.   Retrieved 
from http://service.nso.go.th/nso/nsopublish/citizen/news/news_travel.jsp 

Nayga Jr, R. M., & Capps Jr, O. (1994). Analysis of away-from-home and at-home intake of 

 

http://www.m-culture.go.th/ilovethaiculture/index.php/2013-09-03-09-34-32/km-travel/item
http://www.m-culture.go.th/ilovethaiculture/index.php/2013-09-03-09-34-32/km-travel/item
http://foodsan.anamai.moph.go.th/main.php?filename=project_cfgt2
http://service.nso.go.th/nso/nsopublish/citizen/news/news_travel.jsp


 

  
204 

 

saturated fat and cholesterol. Review of agricultural economics, 16(3), 387-398.  
New Strategist Press. (2017, June 2017). POPULATION BY GENERATION, 2016.   Retrieved from 

http://www.newstrategist.com/population-by-generation-2016/ 
Newswire, P. (2016). Global construction market worth $10.3 trillion in 2020 (50 largest, most 

influential markets). 
Nguyen, N., & Leblanc, G. (2002). Contact personnel, physical environment and the perceived 

corporate image of intangible services by new clients. International journal of service 
industry management, 13(3), 242-262.  

Nield, K., Kozak, M., & LeGrys, G. (2000). The role of food service in tourist satisfaction. 
International Journal of Hospitality Management, 19(4), 375-384.  

Nirathron, N. (2005). Street food vending: Success and indicators. Unpublished Ph. D. 
Dissertation (Interdisciplinary). Thammasat University.  

Office of the Electronic Transactions Commission. (2013). The tourism industry and 
 electronic commerce.   Retrieved from 
http://www.etcommission.go.th/article-other-topic-travel-ecommerce.html 

Oh, H., Fiore, A. M., & Jeoung, M. (2007). Measuring Experience Economy Concepts: Tourism 
Applications. Journal of Travel Research, 46(2), 119-132. 
doi:10.1177/0047287507304039 

Okumus, B., Okumus, F., & McKercher, B. (2007). Incorporating local and international cuisines 
in the marketing of tourism destinations: The cases of Hong Kong and Turkey. Tourism 
Management, 28(1), 253-261.  

Oliver, R. L. (1974). Expectancy theory predictions of salesmen's performance. Journal of 
Marketing Research, 243-253.  

Olson, J. C., & Dover, P. A. (1979). Disconfirmation of consumer expectations through product 
trial. Journal of Applied psychology, 64(2), 179.  

Otto, J. E., & Ritchie, J. B. (1995). Exploring the quality of the service experience: A theoretical 
and empirical analysis. Advances in Services Marketing and Management, 4(1), 37-61.  

Ozimek, I., & Żakowska-Biemans, S. (2011). Determinants of Polish consumers' food choices 
and their implication for the national food industry. British Food Journal, 113(1), 138-
154.  

Ozkan, M., & Solmaz, B. (2015). The changing face of the employees–Generation Z and their 
perceptions of work (A Study Applied to University Students). Procedia Economics and 
Finance, 26, 476-483.  

Parasuraman, A., & Grewal, D. (2000). The Impact of Technology on the Quality-Value-Loyalty 
Chain: A Research Agenda. Journal of the Academy of Marketing Science, 28(1), 168-
174. doi:10.1177/0092070300281015 

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A Conceptual Model of Service Quality 
and Its Implications for Future Research. Journal of marketing, 49(4), 41-50. 
doi:10.2307/1251430 

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A Multiple Item A scale for 
Measuring Consumer Perceptions of Service Quality. Journal of retailing, 64(1), 12-40.  

Payne-Palacio, J., & Theis, M. (2009). Introduction to foodservice: Pearson/Prentice Hall. 
Payne, M., & Payne, B. (1993). Eating out in the UK: Market Structure, Consumer Attitudes and 

Prospects for the 1990s. EIU SPECIAL REPORT.  
Pearce, P. L. (2005). Tourist behaviour: Themes and conceptual schemes: Channel View 

Publications. 
Pearce, P. L. (2011). Tourist behaviour and the contemporary world (Vol. 51): Channel view 

publications. 
Pendergast, D. (2006). Tourist gut reactions: food safety and hygiene issues. Tourism in 

 

http://www.newstrategist.com/population-by-generation-2016/
http://www.etcommission.go.th/article-other-topic-travel-ecommerce.html


 

  
205 

 

turbulent times: Towards safe experiences for visitors, 143-154.  
Pengsawas, V. (2010). Research model development. Rajabhat Sakon Nakhon University 

Journal, 2 (July–December)(4 ).  
Peralta, E. (2015). Generation X: The small but financially powerful generation. Centro. 

Recuperado de: https://goo. gl/wPYtfv.  
Petrick, J. F. (2002). Measuring cruise passengers' perceived value Tourism Analysis, 7(3-4), 

251-258.  
Petrick, J. F. (2004). The roles of quality, value, and satisfaction in predicting cruise passengers’ 

behavioral intentions. Journal of Travel Research, 42(4), 397-407.  
Pett, M. A., Lackey, N. R., & Sullivan, J. J. (2003). Making sense of factor analysis: The use of 

factor analysis for instrument development in health care research: Sage. 
Pettijohn, L. S., Pettijohn, C. E., & Luke, R. H. (1997). An evaluation of fast food restaurant 

satisfaction: determinants, competitive comparisons and impact on future patronage. 
Journal of Restaurant & Foodservice Marketing, 2(3), 3-20.  

Peypoch, N., Randriamboarison, R., Rasoamananjara, F., & Solonandrasana, B. (2012). The 
length of stay of tourists in Madagascar. Tourism Management, 33(5), 1230-1235.  

Pierce, A. (2011). Small and medium-sized enterprises in tourism industries. Small Business 
Financing Profiles. Retrieved from https://www. ic. gc. ca/eic/site/061. 
nsf/vwapj/SBFProfile-ProfilFPE_Dec2011_eng. pdf/$ file/SBFProfile-
ProfilFPE_Dec2011_eng. pdf.  

Pine Ii, B., & H. Gilmore, J. (1998). Welcome to the Experience Economy (Vol. 76). 
Pivato, S., Misani, N., & Tencati, A. (2008). The impact of corporate social responsibility on 

consumer trust: the case of organic food. Business Ethics: A European Review, 17(1), 3-
12. doi:doi:10.1111/j.1467-8608.2008.00515.x 

Pizam, A., & Mansfeld, Y. (1999). Consumer behavior in travel and tourism: Psychology Press. 
Pizam, A., & Sussmann, S. (1995). Does nationality affect tourist behavior? Annals of Tourism 

Research, 22(4), 901-917.  
Plummer, J. T. (1974). The concept and application of life style segmentation. the Journal of 

Marketing, 33-37.  
Plymire, J. (1991). Complaints as opportunities. Journal of Consumer Marketing, 8(2), 39-43.  
Pouta, E., Neuvonen, M., & Sievänen, T. (2006). Determinants of nature trip expenditures in 

Southern Finland–implications for nature tourism development. Scandinavian Journal 
of Hospitality and Tourism, 6(2), 118-135.  

Prakash, V. (1984). Validity and reliability of the confirmation of expectations paradigm as a 
determinant of consumer satisfaction. Journal of the Academy of Marketing Science, 
12(4), 63-76.  

Prescott, J., Young, O., O'neill, L., Yau, N., & Stevens, R. (2002). Motives for food choice: a 
comparison of consumers from Japan, Taiwan, Malaysia and New Zealand. Food quality 
and preference, 13(7-8), 489-495.  

Pullman, M. E., & Gross, M. A. (2004). Ability of Experience Design Elements to Elicit Emotions 
and Loyalty Behaviors. Decision Sciences, 35(3), 551-578. doi:doi:10.1111/j.0011-
7315.2004.02611.x 

Pura, M. (2005). Linking perceived value and loyalty in location-based mobile services. 
Managing Service Quality: An International Journal, 15(6), 509-538.  

Qili, H. (2008). Clean and highly effective coal-fired power generation technology in China. 
Huadian Technology, 30(3), 2-8.  

Qin, G., & Prybutok, V. R. (2008). Determinants of customer-perceived service quality in fast-
food restaurants and their relationship to customer satisfaction and behavioral 
intentions. Quality Management Journal, 15(2), 35-50.  

 

https://goo/
https://www/


 

  
206 

 

Qin, H., & Prybutok, V. R. (2009). Service quality, customer satisfaction, and behavioral 
intentions in fast-food restaurants. International Journal of Quality and Service 
Sciences, 1(1), 78-95.  

Qin, H., Prybutok, V. R., & Zhao, Q. (2010). Perceived service quality in fast-food restaurants: 
empirical evidence from China. International Journal of Quality & Reliability 
Management, 27(4), 424-437.  

Quan, S., & Wang, N. (2004). Towards a structural model of the tourist experience: an 
illustration from food experiences in tourism. Tourism Management, 25(3), 297-305. 
doi:https://doi.org/10.1016/S0261-5177(03)00130-4 

Rajagopal. (2010). Street markets influencing urban consumer behavior in mexico. Latin 
American Business Review, 11(2), 77-110.  

Ramez, W. S. (2011). Customers’ socio-economic characteristics and the perception of service 
quality of Bahraini commercial banks. International Journal of Business and 
Management, 6(10), 113.  

Ramseook-Munhurrun, P. (2012). Perceived service quality in restaurant services: Evidence 
from Mauritius.  

Ravald, A., & Grönroos, C. (1996). The value concept and relationship marketing. European 
Journal of marketing, 30(2), 19-30.  

Reeves, T. C., & Oh, E. (2008). Generational differences. Handbook of research on educational 
communications and technology, 3, 295-303.  

Reynolds, J. S., Kennon, L. R., & Kniatt, N. L. (1998). From the golden arches to the golden 
pond: Fast food and older adults. Marriage & family review, 28(1-2), 213-224.  

Reynolds, P. C. (1993). Food and tourism: towards an understanding of sustainable culture. 
Journal of Sustainable Tourism, 1(1), 48-54.  

Ribeiro Soriano, D. (2002). Customers’ expectations factors in restaurants: The situation in 
Spain. International Journal of Quality & Reliability Management, 19(8/9), 1055-1067.  

Richards, G. (2002). Tourism attraction systems: Exploring cultural behavior. Annals of Tourism 
Research, 29(4), 1048-1064.  

Rimmington, M., & Yüksel, A. (1998). Tourist satisfaction and food service experience: Results 
and implications of an empirical investigation. Anatolia, 9(1), 37-57.  

Ritzer, G. (2005). Enchanting a disenchanted world: Revolutionizing the means of consumption: 
Pine Forge Press. 

Rodgers, S. (2011). Food service research: An integrated approach. International Journal of 
Hospitality Management, 30(2), 477-483.  

Romeo, G. (2000). Learning Technologies: What are education students learning about the use 
of technology in the classroom. Paper presented at the Australian Computers in 
Education Conference (ACEC2000) Proceedings Learning Technologies, Teaching and 
the Future of Schools. 

Rowe, M. (2008). Generation Revelations.   Retrieved from https://www.restaurant-
hospitality.com/observer/rh_imp_18711 

Rozin, P. (2006). The integration of biological, social, cultural and psychological influences on 
food choice. 

Rubin, H. J., & Rubin, I. S. (2012). Qualitative interviewing: The art of hearing data. Thousand 
Oaks, CA: Sage. 

Ruiqi, Z., & Adrian, P. (2009). Using SERVQUAL to measure the service quality of travel agents 
in Guangzhou, South China. Journal of Services Research, 9(1).  

Rust Roland, T., & Oliver, R. L. (1994). Service Quality: Insights and Managerial Implication from 
the Frontier New York: Sage Publications.  

Rust, R. T., Verhoef, P. C., & Oliver, L. (1994). Service Quality Insights and Managerial 

 

https://doi.org/10.1016/S0261-5177(03)00130-4
https://www.restaurant-hospitality.com/observer/rh_imp_18711
https://www.restaurant-hospitality.com/observer/rh_imp_18711


 

  
207 

 

Implications From the Frontier (pp. 1-9): Thousand Oaks, CA: Sage. 
Ryu, K., & Han, H. (2010). Influence of the quality of food, service, and physical environment on 

customer satisfaction and behavioral intention in quick-casual restaurants: Moderating 
role of perceived price. Journal of Hospitality & Tourism Research, 34(3), 310-329.  

Ryu, K., Han, H., & Kim, T.-H. (2008). The relationships among overall quick-casual restaurant 
image, perceived value, customer satisfaction, and behavioral intentions. International 
Journal of Hospitality Management, 27(3), 459-469. 
doi:https://doi.org/10.1016/j.ijhm.2007.11.001 

Ryu, K., & Jang, S. (2008). DINESCAPE: A Scale for Customers' Perception of Dining 
Environments. Journal of Foodservice Business Research, 11(1), 2-22. 
doi:10.1080/15378020801926551 

Ryu, K., Lee, H.-R., & Gon Kim, W. (2012). The influence of the quality of the physical 
environment, food, and service on restaurant image, customer perceived value, 
customer satisfaction, and behavioral intentions. International Journal of 
Contemporary Hospitality Management, 24(2), 200-223.  

Saad Andaleeb, S., & Conway, C. (2006). Customer satisfaction in the restaurant industry: an 
examination of the transaction-specific model. Journal of Services marketing, 20(1), 3-
11.  

Saayman, M., & Saayman, A. (2006). Estimating the economic contribution of visitor spending 
in the Kruger National Park to the regional economy. Journal of Sustainable Tourism, 
14(1), 67-81.  

Sabbir Rahman, M. (2012). Dynamics of consumers' perception, demographic characteristics 
and consumers' behavior towards selection of a restaurant: an exploratory study on 
Dhaka city consumers. Business Strategy Series, 13(2), 75-88.  

Saha, S., Dey, M., & Bhattacharyya, S. (2010). Factors affecting consumer buying behavior of 
Shoes in Kolkata: A case study. IUP Journal of Management Research, 9(4), 39.  

Saleh, F., & Ryan, C. (1991). Analysing service quality in the hospitality industry using the 
SERVQUAL model. Service Industries Journal, 11(3), 324-345.  

Salmasi, L., Celidoni, M., & Procidano, I. (2012). Length of stay: Price and income semi‐
elasticities at different destinations in Italy. International Journal of Tourism Research, 
14(6), 515-530.  

Sanchez, J., Callarisa, L., Rodriguez, R. M., & Moliner, M. A. (2006). Perceived value of the 
purchase of a tourism product. Tourism Management, 27(3), 394-409.  

Sancho Esper, F., & Álvarez Rateike, J. (2010). Tourism destination image and motivations: The 
Spanish perspective of Mexico. Journal of Travel & Tourism Marketing, 27(4), 349-360.  

Sandström, S., Edvardsson, B., Kristensson, P., & Magnusson, P. (2008). Value in use through 
service experience. Managing Service Quality: An International Journal, 18(2), 112-126.  

Sapnas, K. G., & Zeller, R. A. (2002). Minimizing sample size when using exploratory factor 
analysis for measurement. Journal of nursing measurement, 10(2), 135-154.  

Sasser, W. E., Olsen, R. P., & Wyckoff, D. D. (1978). Management of service operations: Text, 
cases, and readings: Allyn & Bacon. 

Schaninger, C. M., & Sciglimpaglia, D. (1981). The influence of cognitive personality traits and 
demographics on consumer information acquisition. Journal of consumer research, 
8(2), 208-216.  

Schembri, S. (2006). Rationalizing service logic, or understanding services as experience? 
Marketing theory, 6(3), 381-392.  

Schmitt, B. (1999). Experiential Marketing. Journal of Marketing Management, 15(1-3), 53-67. 
doi:10.1362/026725799784870496 

Schwantz, G. D. (1996). Service quality in higher education: Expectations and perceptions of 

 

https://doi.org/10.1016/j.ijhm.2007.11.001


 

  
208 

 

traditional and non-traditional students. Texas Tech University.    
Schwartz, S. H. (1977). Normative Influences on Altruism11This work was supported by NSF 

Grant SOC 72-05417. I am indebted to L. Berkowitz, R. Dienstbier, H. Schuman, R. 
Simmons, and R. Tessler for their thoughtful comments on an early draft of this 
chapter. In L. Berkowitz (Ed.), Advances in Experimental Social Psychology (Vol. 10, pp. 
221-279): Academic Press. 

Seckin, A. (2000). Consumption with habit formation.  
Sedmak, G., & Mihalič, T. (2008). Authenticity in mature seaside resorts. Annals of Tourism 

Research, 35(4), 1007-1031.  
Selin, S. W., & Howard, D. R. (1988). Ego involvement and leisure behavior: A conceptual 

specification. Journal of leisure Research, 20(3), 237-244.  
Sereerat, S. (1998). Modern marketing management: Bangkok: PattanaSuksa Publishing. 
Shahin, A. (2004). SERVQUAL and Model of Service Quality Gaps: A Framework for Determining 

and Prioritizing Critical Factors in: Isfahan: Department of Management, University of 
Isfahan. 

Shaw, E. H. (2012). Marketing strategy: From the origin of the concept to the development of a 
conceptual framework. Journal of Historical Research in Marketing, 4(1), 30-55.  

Sherif, M., & Cantril, H. (1947). The psychology of ego-involvements: Social attitudes and 
identifications.  

Sherman, R. O. (2008). One size doesn't fit all: Motivating a multigenerational staff. Nursing 
management, 39(9), 8-10.  

Sheth, J. N., Newman, B. I., & Gross, B. L. (1991). Consumption values and market choice. 
Cincinnati. Ohio: South Westerb Publishing.  

Shoemaker, S. (1998). A strategic approach to segmentation in university foodservice. Journal 
of Restaurant & Foodservice Marketing, 3(1), 3-35.  

Siljaru, T. (2012). Research and Statistical Analysis with SPSS and AMOS. Bangkok: Se-ed 
Education.  

Silvennoinen, K., Heikkilä, L., Katajajuuri, J.-M., & Reinikainen, A. (2015). Food waste volume 
and origin: Case studies in the Finnish food service sector. Waste Management, 46, 
140-145. doi:https://doi.org/10.1016/j.wasman.2015.09.010 

Simopoulos, A., & Bhat, R. (2000). Street Foods: World Review of Nutrition and Dietetics. World 
Review of Nutrition an Dietics, 86.  

Singh, J., & Sirdeshmukh, D. (2000). Agency and trust mechanisms in consumer satisfaction and 
loyalty judgments. Journal of the Academy of Marketing Science, 28(1), 150-167.  

Sommer, R., & Sommer, B. A. (1989). Social facilitation effects in coffeehouses. Environment 
and Behavior, 21(6), 651-666.  

Song, H., Van der Veen, R., Li, G., & Chen, J. L. (2012). The Hong Kong tourist satisfaction index. 
Annals of Tourism Research, 39(1), 459-479.  

Song, H. J., Lee, C.-K., Park, J. A., Hwang, Y. H., & Reisinger, Y. (2015). The Influence of Tourist 
Experience on Perceived Value and Satisfaction with Temple Stays: The Experience 
Economy Theory. Journal of Travel & Tourism Marketing, 32(4), 401-415. 
doi:10.1080/10548408.2014.898606 

Spreng, R. A., MacKenzie, S. B., & Olshavsky, R. W. (1996). A Reexamination of the 
Determinants of Consumer Satisfaction. Journal of marketing, 60(3), 15-32. 
doi:10.2307/1251839 

Stamboulis, Y., & Skayannis, P. (2003). Innovation strategies and technology for experience-
based tourism. Tourism Management, 24(1), 35-43.  

Stanley, M. (2016). Shared Mobility on the Road of the Future. Morgan Stanley.  
Sternberg, E. (1997). The iconography of the tourism experience. Annals of Tourism Research, 

 

https://doi.org/10.1016/j.wasman.2015.09.010


 

  
209 

 

24(4), 951-969.  
Streicher, H., & Saayman, M. (2009). The determinants of spending of participants in the Cape 

Argus Cycle Tour. Journal for Sport, Physical Education and Recreation, 32(1), 121-131.  
Sulek, J. M., & Hensley, R. L. (2004). The relative importance of food, atmosphere, and fairness 

of wait: The case of a full-service restaurant. Cornell Hotel and Restaurant 
Administration Quarterly, 45(3), 235-247.  

Sumaedi, S., & Yarmen, M. (2015). Measuring Perceived Service Quality of Fast Food 
Restaurant in Islamic Country: A Conceptual Framework. Procedia Food Science, 3, 119-
131. doi:https://doi.org/10.1016/j.profoo.2015.01.012 

Sureshchandar, G., Rajendran, C., & Kamalanabhan, T. (2001). Customer perceptions of service 
quality: A critique. Total Quality Management, 12(1), 111-124.  

Sutheewasinnon, P., & Pasunon, P. (2016). Sampling Strategies for Qualitative Research. 
Parichart Journal, Thaksin University, 29(2), 31-48.  

Suvarnabhumiairport. (2017). Top place to visit in Bangkok.   Retrieved from 
http://suvarnabhumiairport.com/th/popular-destinations/1898/10 

Sweemey, J. C., Soutrar, G. N., & Johnson, L. W. (1999). The role of Perceived Risk in the 
Quality-value Relationship. International Journal of Research in Marketing, 10(1999), 
23-45.  

Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value: The development of a 
multiple item scale. Journal of retailing, 77(2), 203-220.  

Sweeney, J. C., Soutar, G. N., & Johnson, L. W. (1999). The role of perceivedrisk in the quality-
value relationship: A study in a retail environment. Journal of Retailing,, 75, 77-105.  

Swoboda, B., & Morschett, D. (2001). Convenience-oriented shopping: a model from the 
perspective of consumer research Food, People and Society (pp. 177-196): Springer. 

Tabachnick, B. G., & Fidell, L. S. (2007). Using multivariate statistics: Allyn & Bacon/Pearson 
Education. 

Tan, K. C., & Kek, S. W. (2004). Service quality in higher education using an enhanced 
SERVQUAL approach. Quality in higher education, 10(1), 17-24.  

Tan, Q., Oriade, A., & Fallon, P. (2014). Service quality and customer satisfaction in Chinese fast 
food sector: A proposal for CFFRSERV. Advances in Hospitality and Tourism Research 
(AHTR), 2(1), 30-53.  

Tantrakul, R. (2010). Marketing Management. Bangkok: C.K. and S. photo studio. 
Teas, R. K. (1993). Expectations, performance evaluation, and consumers' perceptions of 

quality. the Journal of Marketing, 18-34.  
Technology Promotion Association Thailand-Japan. (2009). Theory of Motivation  (part 

4).   Retrieved from 
http://www.tpa.or.th/writer/read_this_book_topic.php?passTo=cb4f14f8255b2c298f2
39502001889bd&bookID=1340&read=true&count=true 

Thaipat Institute. (2013). Sufficient available to people at all levels or not?   Retrieved from 
http://faq.sufficiencyeconomy.com/2007/01/blog-post.html?m=0 

Thairath Online. (2016). Thailand hot!, punched clear Why Bangkok is the first foreign visit 
 in the world.   Retrieved from https://www.thairath.co.th/content/731858 

Thiangtham, W., & Bennett, T. (2009). Suffering and hope, the lived experiences of Thai HIV 
positive pregnant women: a phenomenological approach. Journal of the Medical 
Association of Thailand= Chotmaihet thangphaet, 92, S59-67.  

Thompson, A. M., & Kaminski, P. F. (1993). Psychographic and lifestyle antecedents of service 
quality expectations: a segmentation approach. Journal of Services marketing, 7(4), 53-
61.  

Thompson, B. (2004). Exploratory and confirmatory factor analysis: Understanding concepts 

 

https://doi.org/10.1016/j.profoo.2015.01.012
http://suvarnabhumiairport.com/th/popular-destinations/1898/10
http://www.tpa.or.th/writer/read_this_book_topic.php?passTo=cb4f14f8255b2c298f239502001889bd&bookID=1340&read=true&count=true
http://www.tpa.or.th/writer/read_this_book_topic.php?passTo=cb4f14f8255b2c298f239502001889bd&bookID=1340&read=true&count=true
http://faq.sufficiencyeconomy.com/2007/01/blog-post.html?m=0
https://www.thairath.co.th/content/731858


 

  
210 

 

and applications: American Psychological Association. 
Thrane, C. (2002). Jazz festival visitors and their expenditures: Linking spending patterns to 

musical interest. Journal of Travel Research, 40(3), 281-286.  
Thrane, C., & Farstad, E. (2012). Tourists' length of stay: the case of international summer 

visitors to Norway. Tourism economics, 18(5), 1069-1082.  
Tikkanen, I. (2007). Maslow's hierarchy and food tourism in Finland: five cases. British Food 

Journal, 109(9), 721-734.  
Tinne, W. S. (2012). Factors Affecting Selection of Upscale Restaurants in Dhaka City. ASA 

University Review, 6(1).  
Torres Chavarria, L. C., & Phakdee-auksorn, P. (2017). Understanding international tourists' 

attitudes towards street food in Phuket, Thailand. Tourism Management Perspectives, 
21, 66-73. doi:https://doi.org/10.1016/j.tmp.2016.11.005 

Tourism Authority of Thailand-TAT. (2014a). TAT, Policy and Strategic Plan 2014.   Retrieved 
from 
http://typo3.tourismthailand.org/fileadmin/upload_img/Multimedia/Ebrochure/558/
%E0%B8%99%E0%B 

Tourism Authority of Thailand-TAT. (2014b). "Thai street food festival 2014" Thai delicacy 
reveals in the land of smiles: where to eat street food in Thailand, Bangkok.   Retrieved 
from http://amazingthaifood.tourismthailand.org/place-to-eat/ 

Tourism Authority of Thailand. (2014). 2015 Discover Thainess at WTM 2014.   Retrieved from 
http://www.tatnews.org/2015-discover-thainess-at-wtm-2014/ 

Tourism Authority of Thailand. (n.d.). Bangkok Attractions.   Retrieved from 
https://thai.tourismthailand.org/%E0%B8%82%E0%B9%89%E0%B8%AD%E0%B8%A1%
E0%B8%B9%E0%B8%A5%E0%B8%88%E0%B8%B1%E0%B8%87%E0%B8%AB%E0%B8%
A7%E0%B8%B1%E0%B8%94/%E0%B8%81%E0%B8%A3%E0%B8%B8%E0%B8%87%E0%
B9%80%E0%B8%97%E0%B8%9E%E0%B8%A1%E0%B8%AB%E0%B8%B2%E0%B8%99%E
0%B8%84%E0%B8%A3/%E0%B8%AA%E0%B8%96%E0%B8%B2%E0%B8%99%E0%B8%9
7%E0%B8%B5%E0%B9%88%E0%B8%97%E0%B9%88%E0%B8%AD%E0%B8%87%E0%B9
%80%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B8%A2%E0%B8%A7 

Tourist Attractions & Parks. (2014). The Value-Added Miniature Golf Experience.   Retrieved 
from http://web.b.ebscohost.com/ehost/pdfviewer/pdfviewer?vid=4&sid=68a1eeb5-
c6ae-48f2-ab2c-f05068fc8f4c%40sessionmgr111&hid=116 

Travel & Leisure magazine. (2013). World's Best Cities 2012.   Retrieved from 
http://www.travelandleisure.com/slideshows/worlds-best-cities-2012?iid=sr-link5 

Tse, D. K., & Wilton, P. C. (1988). Models of consumer satisfaction formation: An extension. 
Journal of Marketing Research, 204-212.  

Tucker, L. R., & MacCallum, R. C. (1997). Exploratory factor analysis. Unpublished manuscript, 
Ohio State University, Columbus.  

Turel, O., & Serenko, A. (2006). Satisfaction with mobile services in Canada: An empirical 
investigation. Telecommunications policy, 30(5-6), 314-331.  

Tzeng, G.-H., & Chang, H.-F. (2011). Applying Importance-Performance Analysis as a Service 
Quality Measure in Food Service Industry. Journal of technology management & 
innovation, 6, 106-115.  

U.S. Department of Commerce. (2017). Millennials Outnumber Baby Boomers and Are Far 
More Diverse.   Retrieved from https://www.census.gov/newsroom/press-
releases/2015/cb15-113.html 

United Nations Environment Programme. (n.d.). Negative Socio-Cultural Impacts From 
Tourism.   Retrieved from 
http://www.unep.org/resourceefficiency/Business/SectoralActivities/Tourism/Factsan

 

https://doi.org/10.1016/j.tmp.2016.11.005
http://typo3.tourismthailand.org/fileadmin/upload_img/Multimedia/Ebrochure/558/%E0%B8%99%E0%25B
http://typo3.tourismthailand.org/fileadmin/upload_img/Multimedia/Ebrochure/558/%E0%B8%99%E0%25B
http://amazingthaifood.tourismthailand.org/place-to-eat/
http://www.tatnews.org/2015-discover-thainess-at-wtm-2014/
https://thai.tourismthailand.org/%E0%B8%82%E0%B9%89%E0%B8%AD%E0%B8%A1%E0%B8%B9%E0%B8%A5%E0%B8%88%E0%B8%B1%E0%B8%87%E0%B8%AB%E0%B8%A7%E0%B8%B1%E0%B8%94/%E0%B8%81%E0%B8%A3%E0%B8%B8%E0%B8%87%E0%B9%80%E0%B8%97%E0%B8%9E%E0%B8%A1%E0%B8%AB%E0%B8%B2%E0%B8%99%E0%B8%84%E0%B8%A3/%E0%B8%AA%E0%B8%96%E0%B8%B2%E0%B8%99%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B8%97%E0%B9%88%E0%B8%AD%E0%B8%87%E0%B9%80%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B8%A2%E0%B8%A7
https://thai.tourismthailand.org/%E0%B8%82%E0%B9%89%E0%B8%AD%E0%B8%A1%E0%B8%B9%E0%B8%A5%E0%B8%88%E0%B8%B1%E0%B8%87%E0%B8%AB%E0%B8%A7%E0%B8%B1%E0%B8%94/%E0%B8%81%E0%B8%A3%E0%B8%B8%E0%B8%87%E0%B9%80%E0%B8%97%E0%B8%9E%E0%B8%A1%E0%B8%AB%E0%B8%B2%E0%B8%99%E0%B8%84%E0%B8%A3/%E0%B8%AA%E0%B8%96%E0%B8%B2%E0%B8%99%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B8%97%E0%B9%88%E0%B8%AD%E0%B8%87%E0%B9%80%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B8%A2%E0%B8%A7
https://thai.tourismthailand.org/%E0%B8%82%E0%B9%89%E0%B8%AD%E0%B8%A1%E0%B8%B9%E0%B8%A5%E0%B8%88%E0%B8%B1%E0%B8%87%E0%B8%AB%E0%B8%A7%E0%B8%B1%E0%B8%94/%E0%B8%81%E0%B8%A3%E0%B8%B8%E0%B8%87%E0%B9%80%E0%B8%97%E0%B8%9E%E0%B8%A1%E0%B8%AB%E0%B8%B2%E0%B8%99%E0%B8%84%E0%B8%A3/%E0%B8%AA%E0%B8%96%E0%B8%B2%E0%B8%99%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B8%97%E0%B9%88%E0%B8%AD%E0%B8%87%E0%B9%80%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B8%A2%E0%B8%A7
https://thai.tourismthailand.org/%E0%B8%82%E0%B9%89%E0%B8%AD%E0%B8%A1%E0%B8%B9%E0%B8%A5%E0%B8%88%E0%B8%B1%E0%B8%87%E0%B8%AB%E0%B8%A7%E0%B8%B1%E0%B8%94/%E0%B8%81%E0%B8%A3%E0%B8%B8%E0%B8%87%E0%B9%80%E0%B8%97%E0%B8%9E%E0%B8%A1%E0%B8%AB%E0%B8%B2%E0%B8%99%E0%B8%84%E0%B8%A3/%E0%B8%AA%E0%B8%96%E0%B8%B2%E0%B8%99%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B8%97%E0%B9%88%E0%B8%AD%E0%B8%87%E0%B9%80%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B8%A2%E0%B8%A7
https://thai.tourismthailand.org/%E0%B8%82%E0%B9%89%E0%B8%AD%E0%B8%A1%E0%B8%B9%E0%B8%A5%E0%B8%88%E0%B8%B1%E0%B8%87%E0%B8%AB%E0%B8%A7%E0%B8%B1%E0%B8%94/%E0%B8%81%E0%B8%A3%E0%B8%B8%E0%B8%87%E0%B9%80%E0%B8%97%E0%B8%9E%E0%B8%A1%E0%B8%AB%E0%B8%B2%E0%B8%99%E0%B8%84%E0%B8%A3/%E0%B8%AA%E0%B8%96%E0%B8%B2%E0%B8%99%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B8%97%E0%B9%88%E0%B8%AD%E0%B8%87%E0%B9%80%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B8%A2%E0%B8%A7
https://thai.tourismthailand.org/%E0%B8%82%E0%B9%89%E0%B8%AD%E0%B8%A1%E0%B8%B9%E0%B8%A5%E0%B8%88%E0%B8%B1%E0%B8%87%E0%B8%AB%E0%B8%A7%E0%B8%B1%E0%B8%94/%E0%B8%81%E0%B8%A3%E0%B8%B8%E0%B8%87%E0%B9%80%E0%B8%97%E0%B8%9E%E0%B8%A1%E0%B8%AB%E0%B8%B2%E0%B8%99%E0%B8%84%E0%B8%A3/%E0%B8%AA%E0%B8%96%E0%B8%B2%E0%B8%99%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B8%97%E0%B9%88%E0%B8%AD%E0%B8%87%E0%B9%80%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B8%A2%E0%B8%A7
https://thai.tourismthailand.org/%E0%B8%82%E0%B9%89%E0%B8%AD%E0%B8%A1%E0%B8%B9%E0%B8%A5%E0%B8%88%E0%B8%B1%E0%B8%87%E0%B8%AB%E0%B8%A7%E0%B8%B1%E0%B8%94/%E0%B8%81%E0%B8%A3%E0%B8%B8%E0%B8%87%E0%B9%80%E0%B8%97%E0%B8%9E%E0%B8%A1%E0%B8%AB%E0%B8%B2%E0%B8%99%E0%B8%84%E0%B8%A3/%E0%B8%AA%E0%B8%96%E0%B8%B2%E0%B8%99%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B8%97%E0%B9%88%E0%B8%AD%E0%B8%87%E0%B9%80%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B8%A2%E0%B8%A7
http://web.b.ebscohost.com/ehost/pdfviewer/pdfviewer?vid=4&sid=68a1eeb5-c6ae-48f2-ab2c-f05068fc8f4c%40sessionmgr111&hid=116
http://web.b.ebscohost.com/ehost/pdfviewer/pdfviewer?vid=4&sid=68a1eeb5-c6ae-48f2-ab2c-f05068fc8f4c%40sessionmgr111&hid=116
http://www.travelandleisure.com/slideshows/worlds-best-cities-2012?iid=sr-link5
https://www.census.gov/newsroom/press-releases/2015/cb15-113.html
https://www.census.gov/newsroom/press-releases/2015/cb15-113.html
http://www.unep.org/resourceefficiency/Business/SectoralActivities/Tourism/FactsandFiguresaboutTourism/ImpactsofTourism/Socio-CulturalImpacts/NegativeSocio


 

  
211 

 

dFiguresaboutTourism/ImpactsofTourism/Socio-CulturalImpacts/NegativeSocio 
UNWTO. (2010). Basic concepts and definitions: Travel and Tourism (domestic and 

international).   Retrieved from 
https://unstats.un.org/unsd/tradeserv/Workshops/Chisinau/docs/05%20a%20-
%20UNWTO-Basis%20concepts.pdf 

Uriely, N. (2005). The tourist experience: Conceptual developments. Annals of Tourism 
Research, 32(1), 199-216.  

Uysal, M., McGehee, N. G., & Loker-Murphy, L. (1996). The Australian international pleasure 
travel market: Motivations from a gendered perspective. Journal of Tourism studies, 
7(1), 45.  

Vanichbuncha, K. (2009). Multivariate data analysis. Bangkok Tammasan Publisher. 
Vargo, S. L., & Lusch, R. F. (2004). Evolving to a new dominant logic for marketing. Journal of 

marketing, 68(1), 1-17.  
Vasudeva, S. (2014). 10 Street Foods You Shouldn't Miss in Bangkok.   Retrieved from 

http://cooks.ndtv.com/article/show/10-street-foods-you-shouldn-t-miss-in-bangkok-
545024 

Virtual tourist. (2012). Top Ten Cities for Street Food.   Retrieved from 
http://www.virtualtourist.com/press-center/top-ten-street-food-cities 

Vroom, V. H. (1982). Work and motivation (Rev. ed.). Malabar, FL: Robert E. KriegerPublishing 
Company.  

Vu, P. A., Phan, T. T. H., & Cao, T. K. (2015). An Exploratory Investigation into Customer 
Perceived Value of Food Products in Vietnam. International Business Research, 8(12), 
1.  

Wakefield, K. L., & Blodgett, J. G. (1994). The importance of servicescapes in leisure service 
settings. Journal of Services marketing, 8(3), 66-76.  

Walsh, G., & Mitchell, V.-W. (2005). Demographic characteristics of consumers who find it 
difficult to decide. Marketing intelligence & planning, 23(3), 281-295.  

Wang, Y.-F., Chen, S.-P., Lee, Y.-C., & Tsai, C.-T. (2013). Developing green management 
standards for restaurants: An application of green supply chain management. 
International Journal of Hospitality Management, 34, 263-273. 
doi:https://doi.org/10.1016/j.ijhm.2013.04.001 

Wang, Y., Po Lo, H., Chi, R., & Yang, Y. (2004). An integrated framework for customer value and 
customer-relationship-management performance: a customer-based perspective from 
China. Managing Service Quality: An International Journal, 14(2/3), 169-182.  

Webster, C. (1989). Can consumers be segmented on the basis of their service quality 
expectations? Journal of Services marketing, 3(2), 35-53.  

Wiedmer, T. (2015). Generations do differ: Best practices in leading traditionalists, boomers, 
and generations X, Y, and Z. Delta Kappa Gamma Bulletin, 82(1), 51.  

Wijaya, S., King, B., Morrison, A., & Nguyen, T.-H. (2017). Destination Encounters With Local 
Food: The Experience of International Visitors in Indonesia (Vol. 17). 

Willer, D. (1967). Scientific sociology; theory and method: Prentice Hall. 
Williams, J. (1997). Food on holiday. Food, health and identity, Routledge, London, 151-171.  
Williams, P., & Soutar, G. N. (2009). Value, satisfaction and behavioral intentions in an 

adventure tourism context. Annals of Tourism Research, 36(3), 413-438.  
Wisniewski, M. (1996). Measuring service quality in the public sector: the potential for 

SERVQUAL. Total Quality Management, 7(4), 357-366.  
Wolfe, A. (1993). Profit from strategic marketing: How to succeed in business markets: 

Financial Times, Pitman Pub. 
Woodruff, R. B. (1997). Customer value: The next source for competitive advantage. Journal of 

 

http://www.unep.org/resourceefficiency/Business/SectoralActivities/Tourism/FactsandFiguresaboutTourism/ImpactsofTourism/Socio-CulturalImpacts/NegativeSocio
https://unstats.un.org/unsd/tradeserv/Workshops/Chisinau/docs/05%20a%20-%20UNWTO-Basis%20concepts.pdf
https://unstats.un.org/unsd/tradeserv/Workshops/Chisinau/docs/05%20a%20-%20UNWTO-Basis%20concepts.pdf
http://cooks.ndtv.com/article/show/10-street-foods-you-shouldn-t-miss-in-bangkok-545024
http://cooks.ndtv.com/article/show/10-street-foods-you-shouldn-t-miss-in-bangkok-545024
http://www.virtualtourist.com/press-center/top-ten-street-food-cities
https://doi.org/10.1016/j.ijhm.2013.04.001


 

  
212 

 

the Academy of Marketing Science, 25(2), 139. doi:10.1007/bf02894350 
World Tourism Organization-UNWTO. (2012). Global Report on Food Tourism.   Retrieved from 

https://www.e-unwto.org/doi/pdf/10.18111/9789284414819.1. 
World Tourism Organization-UNWTO. (2017). UNWTO Tourism Highlights 2016 Edition.   

Retrieved from http://www.e-unwto.org/doi/pdf/10.18111/9789284418145 
World Tourism Organization. (2003). Local Food and Tourism International Conference. Madrid.  
Wu, C., & Liang, R. (2005). The influences of service encounter factors on customer response in 

food service industry-from the viewpoint of dramaturgical theory. Journal of Customer 
Satisfaction, 1(2), 183-216.  

Wu, H.-C. (2013). An empirical study of the effects of service quality, perceived value, 
corporate image, and customer satisfaction on behavioral intentions in the Taiwan 
quick service restaurant industry. Journal of Quality Assurance in Hospitality & 
Tourism, 14(4), 364-390.  

Wu, P.-H., Huang, C.-Y., & Chou, C.-K. (2014). Service expectation, perceived service quality, 
and customer satisfaction in food and beverage industry. International Journal of 
Organizational Innovation, 7(1).  

Yadav, M. S., & Monroe, K. B. (1993). How buyers perceive savings in a bundle price: An 
examination of a bundle's transaction value. Journal of Marketing Research, 350-358.  

Yoon, V. Y., Hostler, R. E., Guo, Z., & Guimaraes, T. (2013). Assessing the moderating effect of 
consumer product knowledge and online shopping experience on using 
recommendation agents for customer loyalty. Decision Support Systems, 55(4), 883-
893.  

Yuan, Y.-H. E., & Wu, C. K. (2008). Relationships among experiential marketing, experiential 
value, and customer satisfaction. Journal of Hospitality & Tourism Research, 32(3), 387-
410.  

Yüksel, A., & Rimmington, M. (1998). Customer-satisfaction measurement: Performance 
counts. Cornell Hotel and Restaurant Administration Quarterly, 39(6), 60-70.  

Yüksel, A., & Yüksel, F. (2003). Measurement of tourist satisfaction with restaurant services: A 
segment-based approach. Journal of Vacation Marketing, 9(1), 52-68.  

Zdrodowski, D. (1996). Eating out: The experience of eating in public for the “overweight” 
woman. Paper presented at the Women's Studies International Forum. 

Zeithaml, V. A. (1988). Consumer Perceptions of Price, Quality, and Value: A Means-End Model 
and Synthesis of Evidence. Journal of marketing, 52(3), 2-22. doi:10.2307/1251446 

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1993). The nature and determinants of 
customer expectations of service. Journal of the Academy of Marketing Science, 21(1), 
1-12.  

Zhang, Y., & Xie, P. (2017). A tourist perspective. Performing Cultural Tourism: Communities, 
Tourists and Creative Practices.  

Zomerdijk, L. G., & Voss, C. A. (2010). Service design for experience-centric services. Journal of 
Service Research, 13(1), 67-82.  

 

 

 

https://www.e-unwto.org/doi/pdf/10.18111/9789284414819.1
http://www.e-unwto.org/doi/pdf/10.18111/9789284418145


 

 

 

 

APPENDIX 

 

 

Appendix A Questionnaire and Interview Form 

Appendix B The content validity of the questionnaire 

Appendix C Qualitative data collection 

Appendix D Statistic tables 

Appendix E  Others 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



214 

 

 

 

Appendix A  

Questionnaire and Interview Form 

 

Questionnaire (1) 

 

A value-added model in food tourism services: a case study of street food in 

Bangkok, Thailand 

 

 You are invited to participate in the research project entitled “A value-added 

model in food tourism services: a case study of street food in Bangkok, Thailand”. 

This survey is a part of the Ph. D studies at the Faculty of Tourism Management, 

National Institute of Development Administration (NIDA). The purpose of this survey 

is to explore key perceived value in the context of street food in Bangkok. 

(Respondents should be those who have been eaten street food in Bangkok in 3 

areas:1) Soi Rambuttri/ Khao-san Road 2) Chinatown/ Yaowarat and 3) Chatuchak 

Market.) 

 

This questionnaire consists of 4 pages and is divided into 2 main parts. 

Part 1: Tourist demographics 

Part 2: Exploratory factor analysis of perceived value dimensions  

 

Your answers are entirely confidential and anonymous.  The information will 

be used to summarize the results of this study only. Please complete the questionnaire 

and do not write down your name. 

  

 

Please read the instructions carefully before completing the questionnaire. 

Thank you very much for your cooperation in this research project. 

 

 

  



 

  
215 

Part 1: Tourist Demographics  

Please answer to the following questions by checking ()  in the answer box that 

corresponds to your response and/or fill in the blank where indicated. 

1. Gender 

  1. Male    2. Female 

Staff Only 

D1____ 

2. Generation 

  1. Generation Z (born between 2001 and 2003)  

  2. Generation Y (born between 1981 and 2000) 

 3. Generation X (born between 1965 and 1980) 

  4. Baby Boomers (born between 1946 and 1964)   

D2____ 

 

3. Nationality (please specify) ............................................................ D3____ 

4. Educational level  

  1. Under bachelor’s degree   

  2. Bachelor’s degree 

  3. Higher than bachelor’s degree 

D4____ 

 

5. Occupation (please specify) ......................................................... D5____ 

6. Travel companions 

  1. Travelling alone    2. Partner   

            3. Family & relatives   4. Friend(s) 

 5. Business colleagues   

 6. Other (please specify) .......................................... 

D6____ 

 

7. Averaged pocket money per person, per trip (excluding 

international transportation and accommodation cost) 

       1. Less than 15,001 Bath (under 453 USD)    

  2. 15,001-30,000 Bath (453-906 USD) 

       3. 30,001-45,000 Bath (907-1360 USD)            

  4. 45,001-60,000 Bath (1361-1,813 USD) 

       5. 60,001-75,000 Bath (1,814-2,266 USD)      

  6. Over 75,000 Bath (over 2,266 USD) 

D7____ 
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Part 2: Exploratory Factor Analysis of Perceived Value Dimensions 

Please rate your opinion to which you agree or disagree with the following questions.  

On a scale of 1 (strongly disagree) to 5 (strongly agree). 

 

Perceived value dimensions 

Level of 

agreement 

Staff Only 

1 2 3 4 5 

1. Street food in Bangkok offered good value 

for the price.  

     PV1_____ 

 

2. Street food offered a great value compared 

to other types of food service in Bangkok. 

     PV2_____ 

 

3. Level of overall value of street food in 

Bangkok   

     PV3_____ 

 

4. Street food improved my social status 

perceived by others. 

     PV4_____ 

 

5. Street food helped me feel accepted by 

others. 

     PV5_____ 

 

6. Eating street food on a trip in Bangkok 

made me feel good. 

     PV6_____ 

 

7. Street food in Bangkok was appealing to 

me. 

     PV7_____ 

 

8. Street food in Bangkok had a good 

reputation. 

     PV8_____ 

 

9. Opening hours were convenient for me.      PV9_____ 

10. Locations of street food in Bangkok were 

convenient/easy to locate. 

     PV10_____ 
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Perceived value dimensions 

Level of 

agreement 

Staff Only 

 

1 2 3 4 5 

11. The quality of food and service was 

consistent.   

     PV11_____ 

12. The food portion was enough and 

satisfied. 

     PV12_____ 

13. The food menus and options were varied.      PV13_____ 

14. The food was served at the appropriate 

temperature. 

     PV14_____ 

 

15. The atmosphere of the street food 

neighborhood mood was exotic. 

     PV15_____ 

 

16. Street food stalls’ decorations were 

interesting and unique. 

     PV16_____ 

 

17. Bill or proof of purchase was provided.      PV17_____ 

18. The food was healthy.      PV18_____ 

19. The food was well-made.      PV19_____ 

20. The service was reliable.   .      PV20_____ 

21. Street food had acceptable standard of 

food safety or food quality. 

     PV21_____ 

 

22. The food was tasty.      PV22_____ 

23. Street food made me want to revisit 

Bangkok in the future. 

     PV23_____ 

24. Eating street food was one of the things 

that I enjoyed doing in Bangkok. 

     PV24_____ 

25. Eating street food in Bangkok made sense 

to rest. 

     PV25_____ 

26. Street food in Bangkok reflected local 

culture and traditions. 

     PV26_____ 
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Any other recommendations about value dimensions that you perceived when 

eating street food in Bangkok  

…………………………………………………………………………………………

…….………………………………………........………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

………………………………………………………………………………………… 

 

Thank you for taking your time in completing this questionnaire. 
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Questionnaire (2) 

 

A value-added model in food tourism services: a case study of street food in 

Bangkok, Thailand 

 

 You are invited to participate in the research project entitled “A value-added 

model in food tourism services in a case study of street food in Bangkok, Thailand”. 

This survey is a part of doctoral studies at the Faculty of Tourism Management, 

National Institute of Development Administration (NIDA). The purpose of this survey 

is to examine the importance of research variables, including the services quality and 

the perceived values of international tourists, and to analyze the confirmatory factors 

of the value-added street food for international tourists in the case study of Bangkok.   

 

This questionnaire consists of 6 pages and is divided into 3 main parts. 

Part 1: Tourist demography 

Part 2: The level of expectation and perception dimensions in service 

quality of Bangkok street food. 

Part 3: The level of agreement on tourist perceived value.  

 

Your answers are entirely confidential and anonymous. The information will 

be used to summarize the results of this study only. Please complete the questionnaire 

and do not write down your name. 

 

Please read the instructions carefully before completing the questionnaire. 

Thank you very much for your cooperation in this research project. 
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Part 1: Tourist Demographics  

Please answer to the following questions by checking ()  in the answer box that 

corresponds to your response and/or fill in the blank where indicated. 

 

1. Gender 

  1. Male    2. Female 

Staff Only 

D1____ 

2. Generation 

  1. Generation Z (born between 2001 and 2003)  

  

 2. Generation Y (born between 1981 and 2000) 

 3. Generation X (born between 1965 and 1980)   

 4. Baby Boomers (born between 1946 and 1964)   

D2____ 

 

3. Nationality (please specify) ............................................................ D3____ 

4. Educational level  

  1. Under bachelor’s degree   

  2. Bachelor’s degree 

  3. Higher than bachelor’s degree 

D4____ 

 

5. Occupation (please specify) ......................................................... D5____ 

6. Travel companions 

  1. Travelling alone    2. Partner   

            3. Family & relatives   4. Friend(s) 

 5. Business colleagues   

 6. Other (please specify) .......................................... 

D6____ 

 

7. Averaged pocket money per person, per trip (excluding international 

transportation and accommodation cost). 

       1. Less than 15,001 Bath (under 453 USD)    

  2. 15,001-30,000 Bath (453-906 USD) 

       3. 30,001-45,000 Bath (907-1360 USD)            

  4. 45,001-60,000 Bath (1361-1,813 USD) 

       5. 60,001-75,000 Bath (1,814-2,266 USD)      

  6. Over 75,000 Bath (over 2,266 USD) 

D7____ 
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Part 2:  The level of expectation and perception dimensions in service quality of 

street food in Bangkok. 

Please rate by checking ()  the level of the following “ expectation”  and 

“ perception”  dimensions of service quality of street food in Bangkok that 

corresponds to your answers. On a scale of 1 (very low) to 5 (very high) 

 

Level of 

“Expectation” Service Quality 

Level of 

“Perception” 

 

1 2 3 4 5 1 2 3 4 5 

     Reliability      Staff Only 

     1. The supply of food is fresh.      RE1__RP1___ 

     2. Availability of the menu.      RE2__RP2___ 

     3. Staff serves customers within the 

time promised or at the appropriate 

time.  

     RE3__RP3___ 

     4. Street food stalls in Bangkok can 

be easily found. 

     RE4__RP4___ 

     Assurance       

     1. Staff provides service with 

confident.  

     AE1___AP1__ 

     2. Staff is polite to all customer.      AE2___ AP2__ 

     3. Staff has the ability to answer 

customer questions about food and 

services. 

     AE3___ AP3__ 

     4. Staff makes customers feel safe 

about food and services.  

     AE4___AP4__ 

     5. Staff is well-trained, competent 

and experienced.  

     AE5___AP5__ 

 

     6. Staff provides warm welcome and 

hospitality. 

     AE6___AP6__ 
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Level of 

“Expectation” 
Service Quality 

Level of 

“Perception” 

 

1 2 3 4 5  1 2 3 4 5 

     Tangibles      Staff Only 

     1. Cleanliness of the stalls area.      TE1___TP1___ 

     2. The cooking equipment in the 

stalls are clean. 

     TE2___TP2___ 

     3. Menu is attractive and readable.       TE3___TP3___ 

     4. Food containers and eating 

equipment are clean. 

     TE4___TP4___ 

     Empathy       

     1. Staff pays attention to individual 

customers.  

     EE1___EP1___ 

 

     2. Staff makes customers feel 

special.  

     EE2___ EP2___ 

     3. Staff understands customers’ 

specific needs and wants.  

     EE3___ EP3___ 

 

     Responsiveness       

     1. Staff can serve food and drinks 

quickly and accurately.  

     SE1___ SP1___ 

 

     2. Immediate response to customer 

demands.  

     SE2___ SP2___ 

 

     3. Staff is willing to help customers 

in all service procedures. 

     SE3___ SP3___ 

 

     4. The take-away service is 

competent and efficient.  

     SE4___ SP4___ 



 

  
223 

Part 3: The level of agreement on tourist perceived value.  

Please rate by checking () the level of agreement on tourist perceived value of street 

food in Bangkok that corresponds on your answers.  On a scale of 1 ( strongly 

disagree) to 5 (strongly agree) 

 

Value 

Level of 

agreement 

 

1 2 3 4 5 Staff 

Only 

Functional value       

1. Opening hours convenient for customers.      FV 1____ 

2. Locations of street food in Bangkok were 

convenient/ easy to locate. 

     FV 2____ 

3. The food portion was enough and satisfied.      FV 3____ 

4. Street food in Bangkok offered good value for 

the price. 

     FV 4____ 

5. The food menus and options were varied.      FV 5____ 

6. The quality of food was consistent.      FV 6____ 

7. The quality of service was consistent.      FV 7____ 

Street food and beverage value       

1. Street food is the one of the things that makes 

tourists want to revisit Bangkok in the future. 

     SF&BV1____ 

2. Street food in Bangkok reflected local culture 

and traditions. 

     SF&BV2____ 

3. Eating street food in Bangkok is an enjoyable.      SF&BV3____ 

4. The food was tasty      SF&BV4____ 

5. Eating street food in Bangkok makes this trip 

different from the normal daily life. 

     SF&BV5____ 

6. Street food in Bangkok has a good cooking 

process. 

     SF&BV6____ 

7. Street food in Bangkok had a good reputation.       SF&BV7____ 
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Value 

Level of 

agreement 

 

1 2 3 4 5 Staff 

Only 

Emotional value       

1. Street food helped me feel accepted by others.      EV1____ 

2. Street food improved my social status perceived 

by others. 

     EV2____ 

3. Eating street food on a trip in Bangkok made me 

feel good. 

     EV3____ 

4. Street food in Bangkok was appealing to me.      EV4____ 

Trust value       

1. Bill or proof of purchase was provided.      TV1____ 

2. Street food had acceptable standard of food 

safety or food quality. 

     TV2____ 

3. The service was reliable.      TV3____ 

 

Any recommendations about value-added street food in Bangkok? 

……………………………….…………………………………………………………

…………………………………….………….…………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

………………………………………………………………………………………… 

 

Thank you for taking your time in completing this questionnai 
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Interview  

 

A value-added model in food tourism services: a case study of street food in 

Bangkok, Thailand 

 You are invited to participate in the research project entitled “ A value-added 

model in food tourism services: a case study of street food in Bangkok, Thailand” . 

This survey is a part of doctoral studies at the faculty of tourism management, 

National institute of development administration ( NIDA). The purpose of this 

interview is to collect the conclusion of the value-added model in food tourism 

services in a case study of street food in Bangkok, Thailand and practice guidelines.  

Your answers are entirely confidential and anonymous.  The information will 

be used to summarize the results of the study only.   

 

 The questionnaire is divided into 2 parts. 

Part 1: General information 

Part 2: Further recommendations and suggestions for the models 

 

Thank you very much for your cooperation. 
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Part 1: General information 

 

1. Gender 

 1. Male     2. Female 

 

2. Age 

 1. 15-24     2. 25-34 

 3. 35-44     4. 45-54                              

 5. 55-64                            6. Over 64 years’ old 

 

4. Occupation………………………………………………………………… 

 

Part 2: Further recommendations and suggestions for the models 

 

The variables that were statistically significant in all of value model found that 

there are 4 variables include cleanliness of food containers and eating equipment 

(TP4), a sense of safety about the food and service (AP4), provide a warm 

welcome(AP6) and understands customers’ specific needs and wants (EP3). The 

questions are:  

1) The value-added model in food tourism services in a case study of street 

food in Bangkok, Thailand from the analysis by MRA is appropriate or not? and  

2) What are the practice guidelines to add the value of street food in Bangkok 

that corresponding to the value-added model should be? 

 

 What is your opinion on this model? Could you please suggest some ideas?  

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

………………………………………………………………………………………… 
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Appendix B 

The content validity of the questionnaire 

 

 

The content validity of the questionnaire 

 

 The content validity of the questionnaire was verified by three qualified 

experts as follows: 

1. Assistant Professor Dr. Sakkarin Nonthapot 

2. Dr. Supattra Sroypetch 

3. Dr. Siriwan Kuangpheng 

 

 The results were calculated for Index of Consistency (IOC) by determining the 

consistency index between content in the questionnaire and the research objectives. 

The statistical formula used in calculation is, 

 

    IOC   =               R 

      n 

  

 When substituting the following:  

   R is the sum of the scores of the expert opinion. 

             n      is the number of experts. 

 

Symbol and meaning 

 * Means that it should be amended according to the recommendations of 

the experts. 

 ** Means that there is no consistency between the content in the 

questionnaire and the research objectives, thereby it is cut off. 
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Questionnaire (1) 

Part 1: Tourist Demographics  

No. Comment list 
experts IOC 

score 1 2 3 

1. Gender +1 +1 +1 1 

2. Age +1 +1 +1 1 

3. Nationality +1 +1 +1 1 

4. Highest educational level attained +1 +1 0 0.67* 

5. Occupation +1 +1 +1 1 

6. Travel companions +1 +1 +1 1 

7 Averaged pocket money per person 

(excluding international transportation and 

accommodation cost) 

+1 0 +1 0.67* 

 

Part 2: Exploratory Factor Analysis of Perceived Value Dimensions 

No. Comment list 
experts IOC 

score 1 2 3 

1 Street food in Bangkok offered good value 

for the price.  

+1 +1 +1 1 

2 Street food in Bangkok was worth the 

money.  

+1 +1 +1 1 

3 Street food offered a great value compared to 

other types of food service in Bangkok. 

+1 +1 +1 1 

4 Overall value of street food in Bangkok   +1 0 0 0.33* 

5 Street food improved my social status 

perceived by others. 

0 +1 0 0.33* 

6 Street food helped me feel accepted by 

others. 

+1 0 0 0.33* 

7 Eating street food on a trip in Bangkok made 

me feel good. 

+1 +1 +1 1 

8 Street food in Bangkok was appealing to me. +1 +1 +1 1 
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No. Comment list 
experts IOC 

score 1 2 3 

9 Street food in Bangkok had a good 

reputation. 

0 +1 +1 0.67* 

10 Opening hours were convenient for me. +1 +1 +1 1 

11 Locations of street food in Bangkok were 

convenient/easy to locate. 

+1 +1 +1 1 

12 The quality of food and service was 

consistent.   

+1 +1 +1 1 

13 The food portion was enough and satisfied. +1 +1 +1 1 

14 The food menus and options were varied. +1 +1 +1 1 

15 There was a healthy option of street food 

(e.g. a low-fat menu). 

0 -1 +1 0** 

16 The food was served at the appropriate 

temperature. 

0 +1 +1 0.67* 

17 Street food stalls’ mood was exotic. +1 +1 0 0.67* 

18 Street food stalls’ decorations were 

interesting and unique. 

+1 +1 +1 1 

19 Bill or proof of purchase was provided. 0 +1 0 0.33* 

20 The food was healthy. +1 +1 +1 1 

21 The food was well-made. +1 +1 0 0.67* 

22 The service was reliable.    +1 0 +1 0.67* 

23 The stalls had acceptable standard of food 

safety. 

+1 +1 +1 1 

24 The food was tasty. +1 +1 +1 1 

25 Street food’s stalls met the standard of food 

quality. 

+1 +1 +1 1 

26 Street food made me want to revisit Bangkok 

in the future. 

+1 +1 +1 1 

27 Eating street food was one of the things that I 

enjoyed doing in Bangkok. 

+1 +1 +1 1 
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No. Comment list 
experts IOC 

score 1 2 3 

28 Eating street food was one of the things that 

made me feel relaxed while in Bangkok. 

+0 +1 +1 0.67* 

29 Street food in Bangkok reflected local 

culture and traditions. 

+1 +1 +1 1 

 

 

Suggestions from the experts 

experts Suggestions 

1 Part 2    - Article 1 & 2, 12 & 23 & 25: the questions have similar 

meaning. 

- Article 15 is subset of 14, so it can be included in the 

same item. 

- Article 28: the word relaxed should not be used because it 

is not appropriate to the context. 

2 Part 2     - Article 4 and 22: the meanings of the questions are not 

clear. 

3 Part 1    - Article 4: it should be changed to “education level” 

Part 2    - Article 1 & 2, 14 & 15: the questions have similar 

meaning. 

- Article 4, 17: the meanings of the questions are not clear. 

- The questionnaire should be easy to understand. 
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Questionnaire (2) 

 

Part 1: Tourist Demographics  

No. Comment list 
experts IOC 

score 1 2 3 

1. Gender +1 +1 +1 1 

2. Generation +1 0 +1 0.67* 

3. Nationality +1 0 +1 0.67* 

4. Educational level  +1 +1 +1 1 

5. Occupation +1 +1 +1 1 

6. Travel companions +1 +1 +1 1 

7 Averaged pocket money per person, per trip 

(excluding international transportation and 

accommodation cost) 

+1 +1 +1 1 

 

Part 2: The level of expectation and perception dimensions in service quality of 

street food in Bangkok. 

No. Comment list 
experts IOC 

score 1 2 3 

 Reliability (R)     

1. The supply of food is adequate and fresh. +1 +1 +1 1 

2. Food stall passes the requirements of the 

certification audit quality.  

+1 0 +1 0.67* 

3. Staff serves customers within the time 

promised.  

+1 0 +1 0.67* 

4. Staff sincerely solves problems.  +1 +1 +1 1 

5. Service quality is dependable and consistent.  0 +1 +1 0.67* 

6. On-schedule service is dependable.  +1 0 0 0.33* 

7 Service charge is accurate.  0 +1 0 0.33* 
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No. Comment list 
experts IOC 

score 1 2 3 

 Assurance (A)     

1 Staff members are confident about the 

services.  

+1 +1 +1 1 

2 Staff members are consistently courteous with 

customers.  

+1 +1 +1 1 

3 Staff members are acknowledged and able to 

answer customers' questions about the 

services. 

+1 +1 +1 1 

4 Staff makes customers feel safe with the food 

and services.  

+1 +1 +1 1 

5 Staff members are well-trained, competent and 

experienced.  

0 +1 +1 0.67* 

6 Staff greetings and fond farewell.  +1 +1 0 0.67* 

 Tangible (T)     

1 Comfort and cleanliness of the stalls area.  +1 +1 +1 1 

2 The facilities in the stalls are clean. +1 +1 +1 1 

3 The stall provides enough seat and space. +1 +1 +1 1 

4 The visualization of the stall and dining areas 

are attractive. 

+1 +1 0 0.67* 

5 Staff members are neat and well-groomed.  0 0 0 0** 

6 Menu is attractive and readable.  +1 +1 +1 1 

7 The facilities are up-to-date.  +1 +1 0 0.67* 

8 Food is tasty.  +1 0 +1 0.67* 

9 The stall provides parking space.  +1 +1 +1 1 

 Empathy (E)     

1 Staff pays attention to individual customers.  +1 +1 +1 1 

2 Staff makes customers feel special.  +1 0 +1 0.67* 

3 Staff understands customers’ specific needs 

and wants.  

+1 0 +1 0.67* 
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No. Comment list 
Experts IOC 

score 1 2 3 

4 Have customer’s best interests at heart.  +1 +1 0 0.67* 

5 Have business hours that are convenient to 

customers.  

+1 0 0 0.33* 

6 Availability of kids’ meal  +1 +1 0 0.67* 

7 Convenient locations  0 +1 +1 0.67* 

8 Completely packaged food  0 +1 0 0.33* 

 Responsiveness (RE)     

1 Service providers quickly and accurately.  +1 +1 +1 1 

2 Immediate response to customer demands.  +1 +1 +1 1 

3 Customer needs in accordance with 

appropriate adjustments to the process.  

+1 -1 0 0.33* 

4 Keeps customers informed as to when services 

will be performed.  

0 +1 +1 0.67 

5 Staff members are willing to help customers.  0 +1 +1 0.67* 

6 The take-away service is competent and 

efficient.  

+1 +1 +1 1 

 

Part 3: The importance level of tourist perceived value. 

No. Comment list 
Experts IOC 

score 1 2 3 

 Functional value (FV)     

1 Locations of street food in Bangkok were 

convenient/easy to locate. 

1 0 1 0.67* 

2 Opening hours were convenient for me. 0 0 1 0.33* 

3 The food portion was enough and satisfied. 1 1 1 1 

4 Level of overall value of street food in 

Bangkok. 

1 1 1 1 

5 Street food in Bangkok offered good value for 

the price. 

1 1 1 1 
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No. Comment list 
Experts IOC 

score 1 2 3 

6 The food menus and options were varied. 1 1 1 1 

7 The quality of food and service was consistent. 1 1 1 1 

8 Street food offered a great value compared to 

other types of food service in Bangkok. 

1 1 1 1 

 Street food and beverage value (SF&BV)     

1 Street food made me want to revisit Bangkok 

in the future. 

1 1 1 1 

2 Eating street food was one of the things that I 

enjoyed doing in Bangkok. 

1 1 1 1 

3 The food was tasty. 0 0 1 0.33* 

4 Street food in Bangkok reflected local culture 

and traditions. 

1 1 0 0.67* 

5 The food was well-made. 1 1 1 1 

6 Eating street food in Bangkok made sense to 

rest. 

1 1 1 1 

7 The food was healthy. 1 1 1 1 

 Emotional value (EV)     

1 Street food helped me feel accepted by others. 1 1 1 1 

2 Street food improved my social status 

perceived by others. 

1 1 1 1 

3 Eating street food on a trip in Bangkok made 

me feel good. 

1 1 1 1 

4 Street food in Bangkok was appealing to me. 1 1 0 0.67* 

5 Street food in Bangkok had a good reputation. 0 0 1 0.33* 

 Trust value (TV)     

1 Bill or proof of purchase was provided. 1 1 0 0.67* 

2 Street food had acceptable standard of food 

safety or food quality. 

1 0 1 0.67* 

3 The service was reliable. 0 1 1 0.67* 
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No. Comment list 
Experts IOC 

score 1 2 3 

4 The atmosphere of the street food 

neighborhood mood was exotic. 

1 0 1 0.67* 

 

Suggestions from the experts 

experts Suggestion 

1 Part 2 

- Article 7 of Reliability should be in Assurance. 

- Article 5 of Tangible should be in Reliability 

- Article 7, 8 of Empathy should be in Tangibles 

- Article 5 of Responsiveness should be in Empathy 

Part 3 

- Article 5 of EV should move to IV.  

- Article 3 of IV is similar to article 8 of Tangible and should move to 

CV.  

Others 

- Article 5 of Reliability (part2) is similar to article 3 of TV (part 3)  

- Article 5 of Empathy (part2) is similar to article 2 of CV (part 3)  

2 - Should cut questions that are not relevant to the context of street food. 

- Some questions of part 2 and part 3 are overlapping, should cut off 

including to; Article 2 of Reliability (part2) and Article 2 of TV (part 

3), Article 8 of Tangible (part2) and Article 3 of IV (part 3), Article 5 

of Empathy (part2) and Article 2 of CV (part 3) and Article 7 of 

Empathy (part2) and Article 1 of CV (part 3) 

- The questionnaire should use language that is easy to read and 

understand. 

- Article 5 of EV should move to IV  

- Article 4 of TV should move to EV 
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experts Suggestion 

3 Part 2 

- Article 6, 7 in Reliability, Article 7 in Assurance, and Article 8 in 

Empathy the meaning of the questions is not clear. 

Others 

- Article 7 of Reliability (part2) is similar to article 1 of TV (part 3) 

- Article 3 of Tangible (part2) is similar to article 4 of EV (part 3) 
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Reliability Test 

Questionnaire (1) 

After testing the reliability of the questionnaire 1 (consists of 26 items) by 

experimental of the 30 samples collected from populations that have similar samples 

used in the study found that the Cronbach 's alpha in the overview is 0.948 (close to 1) 

which means this questionnaire is appropriate. The value of Cronbach's alpha if item 

deleted of each question are not much different from the overview Cronbach 's alpha 

therefore doesn’t cut any questions. 

 

Case Processing Summary 

 N % 

Cases Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.948 26 

 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Street food in Bangkok 

offered good value for the 

price. 

91.43 326.737 .506 .947 

Street food offered a great 

value compared to other 

types of food service in 

Bangkok. 

91.97 313.482 .712 .945 

Level of overall value of 

street food in Bangkok. 

91.57 321.357 .747 .945 
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Street food improved my 

social status perceived by 

others. 

92.43 306.737 .630 .946 

Street food helped me feel 

accepted by others. 

92.50 312.741 .519 .948 

Eating street food on a trip 

in Bangkok made me feel 

good. 

91.97 306.033 .743 .944 

Street food in Bangkok was 

appealing to me 

92.07 300.892 .796 .944 

Street food in Bangkok had 

a good reputation. 

91.97 307.137 .791 .944 

Opening hours were 

convenient for me. 

91.17 327.040 .483 .947 

Locations of street food in 

Bangkok were 

convenient/easy to locate. 

91.13 328.602 .364 .948 

The quality of food and 

service was consistent. 

91.87 317.154 .617 .946 

The food portion was 

enough and satisfied. 

91.30 329.045 .469 .947 

The food menus and options 

were varied. 

91.23 329.357 .307 .949 

The food was served at the 

appropriate temperature. 

91.83 317.937 .579 .946 

The atmosphere of the street 

food neighborhood mood 

was exotic. 

92.17 315.868 .634 .946 

Street food stalls’ 

decorations were interesting 

and unique. 

92.03 312.447 .765 .944 

Bill or proof of purchase 

was provided. 

92.70 317.321 .480 .948 

The food was healthy. 92.20 310.166 .819 .944 

The food was well-made. 91.90 318.921 .688 .945 

The service was reliable. 91.90 312.024 .781 .944 

Street food had acceptable 

standard of food safety or 

food quality. 

92.13 315.499 .622 .946 

The food was tasty. 91.47 330.602 .355 .948 
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Street food made me want to 

revisit Bangkok in the 

future. 

91.70 312.562 .799 .944 

Eating street food was one 

of the things that I enjoyed 

doing in Bangkok. 

91.60 320.248 .686 .945 

Eating street food in 

Bangkok made sense to rest. 

91.70 308.700 .779 .944 

Street food in Bangkok 

reflected local culture and 

traditions. 

91.57 312.668 .729 .945 

 

 

Questionnaire (2) 

Questionnaire 2, part 2 and part 3 of the questionnaire with questions on a 5-

point scale. Which tested the reliability of the samples that are closest to the actual 

sample of the research consisted of 30 samples. The Cronbach 's alpha of part 2 was 

0.958 and part 3 was 0.932 (close to 1) which means this questionnaire is appropriate. 

The value of Cronbach's alpha if item deleted of each question are not much different 

from the overview Cronbach 's alpha therefore doesn’t cut any questions. 

 

Questionnaire 2, part 2 

 

Case Processing Summary 

 N % 

Cases Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.958 42 
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Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Expectations about the 

supply of food is fresh. 

145.30 567.183 .630 .957 

Expectations about 

availability of the menu. 

145.30 578.700 .420 .958 

Expectations about staff 

serves customers within the 

time promised or at the 

appropriate time. 

145.70 568.838 .619 .957 

Expectations about street 

food stalls in Bangkok can 

be easily found. 

145.13 576.533 .394 .958 

Expectations about staff 

provides service with 

confident. 

145.33 567.954 .630 .957 

Expectations about staff is 

polite to all customer. 

145.33 568.782 .582 .957 

Expectations about staff has 

the ability to answer 

customer questions about 

food and services. 

145.93 576.064 .370 .958 

Expectations about staff 

makes customers feel safe 

about food and services. 

145.73 562.823 .705 .956 

Expectations about staff is 

well-trained, competent and 

experienced. 

145.67 575.471 .433 .958 

Expectations about staff 

provides warm welcome and 

hospitality. 

145.33 572.299 .551 .957 

Expectations about 

cleanliness of the stalls area. 

146.10 566.162 .621 .957 

Expectations about the 

cooking equipment in the 

stalls are clean. 

146.20 566.441 .601 .957 
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Expectations about menu is 

attractive and readable. 

145.80 582.786 .295 .958 

Expectations abou food 

containers and eating 

equipment are clean. 

145.93 555.926 .832 .955 

Expectations about staff 

pays attention to individual 

customers. 

145.80 564.786 .614 .957 

Expectations about staff 

makes customers feel 

special. 

145.93 559.926 .715 .956 

Expectations about staff 

understands customers’ 

specific needs and wants. 

146.03 562.033 .624 .957 

Expectations about staff can 

serve food and drinks 

quickly and accurately. 

145.67 573.471 .562 .957 

Expectations about 

immediate response to 

customer demands. 

145.77 573.426 .484 .957 

Expectations about staff is 

willing to help customers in 

all service procedures. 

145.77 568.944 .653 .957 

Expectations about the take-

away service is competent 

and efficient. 

145.70 575.597 .538 .957 

Perceptions about the supply 

of food is fresh. 

145.27 563.444 .732 .956 

Perceptions about 

availability of the menu. 

145.00 578.483 .444 .958 

Perceptions about staff 

serves customers within the 

time promised or at the 

appropriate time. 

145.17 575.178 .416 .958 

Perceptions about street food 

stalls in Bangkok can be 

easily found. 

144.60 591.352 .087 .959 

Perceptions about staff 

provides service with 

confident. 

145.33 557.195 .714 .956 
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Perceptions about staff is 

polite to all customer. 

145.23 556.806 .648 .957 

Perceptions about staff has 

the ability to answer 

customer questions about 

food and services. 

146.00 563.517 .588 .957 

Perceptions about staff 

makes customers feel safe 

about food and services 

145.80 555.683 .759 .956 

Perceptions about staff is 

well-trained, competent and 

experienced. 

145.80 562.441 .691 .956 

Perceptions about staff 

provides warm welcome and 

hospitality. 

145.73 561.995 .626 .957 

Perceptions about 

cleanliness of the stalls area. 

146.17 567.523 .545 .957 

Perceptions about the 

cooking equipment in the 

stalls are clean. 

146.10 556.024 .698 .956 

Perceptions about menu is 

attractive and readable. 

145.67 567.816 .451 .958 

Perceptions about food 

containers and eating 

equipment are clean. 

145.73 557.582 .655 .956 

Perceptions about staff pays 

attention to individual 

customers. 

145.83 555.661 .763 .956 

Perceptions about  staff 

makes customers feel 

special. 

145.77 565.909 .548 .957 

Perceptions about staff 

understands customers’ 

specific needs and wants. 

145.90 565.541 .533 .957 

Perceptions about staff can 

serve food and drinks 

quickly and accurately. 

145.23 571.633 .544 .957 

Perceptions about immediate 

response to customer 

demands. 

145.43 567.702 .641 .957 
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Perceptions about staff is 

willing to help customers in 

all service procedures. 

145.40 561.834 .699 .956 

Perceptions about the take-

away service is competent 

and efficient. 

145.20 570.028 .667 .957 

Questionnaire 2, part 3 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.932 21 

 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Opening hours convenient 

for customers. 

74.93 162.892 .423 .932 

Locations of street food in 

Bangkok were convenient/ 

easy to locate. 

74.73 168.961 .227 .934 

The food portion was 

enough and satisfied. 

74.97 163.964 .491 .931 

Street food in Bangkok 

offered good value for the 

price. 

74.87 159.430 .648 .929 

The food menus and options 

were varied. 

75.03 158.447 .637 .929 

The quality of food was 

consistent. 

75.47 152.051 .679 .928 

The quality of service was 

consistent. 

75.50 151.707 .732 .927 

Street food is the one of the 

things that makes tourists 

want to revisit Bangkok in 

the future. 

75.23 156.668 .585 .930 
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Street food in Bangkok 

reflected local culture and 

traditions. 

74.77 158.461 .742 .927 

Eating street food in 

Bangkok is an enjoyable. 

74.80 158.786 .790 .927 

The food was tasty 75.10 170.852 .165 .935 

Eating street food in 

Bangkok makes this trip 

different from the normal 

daily life. 

74.80 163.476 .456 .931 

Street food in Bangkok has a 

good cooking process. 

75.27 151.857 .857 .924 

Street food in Bangkok had 

a good reputation. 

75.47 158.740 .647 .928 

Street food helped me feel 

accepted by others. 

75.83 151.937 .696 .927 

Street food improved my 

social status perceived by 

others. 

76.00 154.966 .624 .929 

Eating street food on a trip 

in Bangkok made me feel 

good. 

75.10 152.645 .841 .925 

Street food in Bangkok was 

appealing to me. 

75.03 153.068 .818 .925 

Bill or proof of purchase 

was provided. 

76.23 157.702 .420 .935 

Street food had acceptable 

standard of food safety or 

food quality. 

75.43 156.047 .589 .930 

The service was reliable. 75.43 153.633 .729 .927 
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Appendix C 

Qualitative data collection 
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Themes Code on categories Resources definition 
Examples of key informants’ 

responses and respondents 

1. Promoting 

hygiene on food 

containers and 

eating equipment 

Selection and use of 

food containers 

appropriately 

Select the use of 

disposable food 

containers that can be 

easily digested or 

produced from nature. 

“It would be good if all the stores 

use biodegradable food containers 

but the cost may increase slightly” 

(R3, R11) 

 

  Use containers that have 

been identified as 

suitable for food  by 

choosing to suit the type 

of food. 

“Consider the type of container that 

is appropriate for the food to be 

packed or not” 

(R2, R3, R8) 

“Buy food container suitable for use 

and type of food” 

(R2, R4) 

“Choose to use food containers that 

are marked with the quality 

certification from the authorities to 

secure safety in use” 

(R6, R11) 

  Avoid using containers 

that have a cracked, 

chipped, peeling paint 

or corrosive from 

cleaning 

“Do not use containers that have 

chips or cracks, it may be a source of 

disease and danger” 

(R5, R6, R12) 

  Food containers should 

be interesting and able 

to attract tourists. 

“Food containers must be 

appropriate and can attract the 

attention of the customer” 

(R7) 

 Cleaning of 

equipment and 

containers of food in 

properly 

Should choose a 

detergent for cleaning 

of equipment and 

containers of food in the 

diet are safe and 

followed by rinsing 

with clean water at least 

2 times. 

“Food containers should be always 

clean” 

(R4, R8, R11) 

 

 

 

 

  After cleaning the food 

containers should then 

wipe or dry prior to 

storage 

“Dish-washing with water prior to 1 

time and then wash with 

dishwashing liquid. After that, rinse 

2-3 times with water, put it to dry 

before storing” 

(R9, R10) 
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  Should clean up to suit 

the type of food 

containers. 

“Do not use shredded metal rubbing 

plastic plates” 

(R10) 

 Storage of food 

containers and eating 

equipment in 

hygienic 

The storage the food 

containers and 

equipment in eating for 

hygiene 

“Store food containers in a clean and 

dry” 

(R2, R6) 

“The maintain of equipment and 

supplies that touch the food properly 

it can reduce the risk of harmful 

contaminants in food down” 

(R4, R7, R12) 

2. Promoting safety 

in food and 

service 

The safety of food Focus on hygiene from 

storage and preparation 

before cooking 

“Impose the cleanliness of the food 

process” 

(R3, R5, R10, R12) 

“Safety with food must become part 

of Thai food culture” 

(R10) 

“A number of consumers have been 

concern about health and wellness 

value” 

(R1) 

  Cooking with fresh and 

quality ingredients 

“Improve the safety of the food, 

especially the meats” 

(R5, R7, R10) 

“Maybe tourists can feel also safer 

what they know how the food is 

cooked, example is the used water is 

clean, etc. they always afraid of 

stomachache” 

(R8, R11) 

  The preservation of 

cooked food 

“There should be food cover to 

prevent dust and flies swarming over 

food” 

(R10, R11) 

 The safety of the 

cooking area 

The cleanliness of the 

cooking area 

“If the cooking areas are not clean or 

disorder may cause a danger during 

the service” 

(R3, R5, R7) 

  Prevent contamination 

of raw materials and 

food 

“Do not allow pets or other animals 

which get close to the food 

preparation area and service area” 

(R2, R8, R11) 
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  Cleanliness of the 

cooking equipment   

“They should be a little more 

hygiene towards their food and their 

equipment” 

(R6, R9) 

“Make sure that every piece of 

cookware are clean before use” 

(R7) 

  Use utensils, equipment 

and electrical 

appliances properly 

“Danger may be caused by the 

misuse of cookware” 

(R9, R10) 

“Monitoring in tools, accessories, 

electrical appliances, are in a ready 

to use condition” 

(R12) 

 The safety of the 

service  

Personal hygiene of 

service staff 

“The use of gloves is very important 

for health and prevention of 

infections” 

(R4, R5, R8, R10) 

“Staff who are sick should rest at 

home” 

(R11) 

“Employees should wash their hands 

with soap and water before touching 

food and after touching raw foods” 

(R9, R12) 

  Staff training in service 

skills to provide food 

hygiene 

“Food vendors in Thailand need to 

be educated in proper sanitation and 

food handling practices to promote 

healthy eating environments” 

(R6, R11) 

“Typically as a way to learn from 

the real work” 

(R2, R5) 

  In the menu should 

identify food and 

beverage prices clearly 

“Some street food restaurants do not 

enter the price of food in the menu” 

(R4, R11) 

  Value of money or a 

reasonable price 

“Should an honest to tourists, no 

cheating, no advantage” 

(R2, R5, R6, R12) 

3. Promoting a good 

provider with a 

warm welcome 

Staff has the ability to 

answer customer 

questions about food 

All employees must 

know the information of 

the food and service in 

“Enable sellers to explain the 

components of the food which might 

be unknown to the customers” 
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and services the restaurant. (E5) 

  Develop skills in 

foreign languages to the 

service staff, especially 

in English. 

“Tourist likes Thai food and street 

food, but the most problem of 

tourist, they can't speak with staff” 

(R1, R8, R10) 

 Having good service 

mind and hospitable 

to tourists. 

Take care of the tourists 

and other customers 

with hospitality since 

the start of service until 

the end of the service 

“Say hello with gentleness for good 

reception” 

(R2, R3, R6, R11) 

“Serve with polite and willing 

service to tourists and other 

customers” 

(R7, R9, R10, R12) 

“Say thank you to all customer” 

(R4, R7, R11) 

4. Promoting the 

attention in the 

service to meet 

different needs and 

wants 

Responsive to the 

individual needs and 

wants of tourists 

 

There are enough staff 

to provide services. 

“Sometimes it gets a little too 

crowded for customers to order food 

so an increase of staff would be 

good” 

(R6) 

  Add payment channel “Tourists can use the card for 

tourists for pay in foreign countries, 

which help to ensure security for 

tourists more due not to carry cash 

to travel a lot” 

(R3, R8) 

  Creation of more 

alternative in food and 

beverage and price 

“There should be more diverse in 

food such as, vegetarian food, halal 

food or many kind of Thai food” 

(R4) 

“Be specific in different type of 

cuisine” 

(R7) 

“New products will increase 

revenue” 

(R7) 

“May be tourist was hoping to find 

more specific dishes in different 

areas of Bangkok or different 

markets to my experience but the 

food choice is generally the same in 

every place” 

(R9) 
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 Responsive to meet 

the basic needs of the 

tourists 

Service staff should 

offer basic services to 

tourists immediately 

“Serving water or menu presentation 

immediately without waiting for the 

customer's requests” 

(R2, R5) 

  Offers a clean napkin “Provide cutlery and paper towels or 

sanitary wipes” 

(R7, R8, R12) 

  Prepare a spoon, fork, 

chopsticks, adequate 

and available. 

“Spoon fork chopsticks should keep 

in a box with a lid” 

(R3, R7, R8) 

  The cleanliness of 

tables and chairs 

“The tables are cleaner will be 

better” 

(R4, R11) 

“Tables and chairs have to stay 

clean” 

(R2, R5, R6, R10) 

  There should be a menu 

in a foreign language 

such as English, 

Chinese 

“Menus should always be written in 

local language as well as English or 

more multi-language menus” 

(R1, R2, R5, R6, R8, R11) 

“Tourists will be easier to 

understand if have food photos in 

the menu” 

(R5) 

  Always focus on the 

taste of food and drink. 

“Thai food is famous because 

tourists come to eat and it is 

delicious” 

(R4, R7, R9) 

5. Promoting the 

“Thainess” through 

street food 

Present food and 

service to reflects the 

Thai culture 

Giving information on 

Thai food such as local 

ingredients, story, how 

to eat  or else. 

“Tourist want to know the story or 

anything of Thai food but nobody 

explains anything” 

(R9, R11) 

  Keeping Thai food 

traditional culture. 

“Just keep it as it is, do not 

compromise by trying to imitate 

other cultures. Please stay "true" and 

authentic” 

(R5, R6, R12) 

“The level of difficulty in buying 

Thai traditional food are all 

important factors in terms of the 

traditional food purchase intention in 

Thailand”  
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(1) 

6. Promoting and 

developing of 

public facilities. 

Add free Wi-Fi 

service 

Add free Wi-Fi service 

in street food market 

areas for tourist 

“It's a good idea if there is a free Wi-

Fi service in the street food 

neighborhood” 

(R3, R7) 

 The facilitation of 

transportation 

A mobile application 

for tourists to facilitate 

travel in Bangkok 

“It would be good if there is 

application to facilitate travel for 

tourists in Bangkok, such as calling 

a taxi or check distances, including 

the ability to identify alternatives to 

travel for tourists” 

(R4, R6, R10) 

  Improve mass transit 

more comfortable and 

secure 

“Improved transportation and traffic 

management” 

(R9) 

 Add public toilets 

 

Increase the number of 

public clean, safe and 

hygienic toilets 

“One of the problems is to find a 

good public toilet difficult, if not in 

a department store” 

(R3, R9) 

7. Promoting the 

waste management 

Waste management 

resulting from the 

cooking and food 

debris 

Classify waste before 

disposing. 

“Pay attention to the environmental 

protection” 

(R7, R8) 

“Discard food waste in the trash 

provided only” 

(R4, R5, R9) 

  Increase the amount of 

trash in public areas, 

especially in the popular 

street food 

neighborhoods 

“More trash!” 

(R2, R8, R11) 

  Trash in designated 

areas 

“The road needs to be clean” 

(R1, R8) 

 Management of waste 

water resulting from 

cooking 

Management of 

drainage from water 

waste 

“Most street food vendors pour 

excess grease and water down street 

level drains that aren't designed for 

food waste products and cause clogs 

in the systems that create flooding 

and promote general mess around 

the city” 

(R9) 
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Appendix D 

Statistic tables 

 

 
1. Post hoc comparisons using the Scheffe test of an Analysis of variance (ANOVA) between educational 

level and the service quality expectations 

 

Multiple Comparisons 
Scheffe   

Dependent 

Variable (I) Educational level (J) Educational level 

Mean 

Differen

ce (I-J) 

Std. 

Error Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

SumRE Under bachelor’s 

degree 

Bachelor’s degree .20 .10 .12 -.04 .43 

Higher than bachelor’s 

degree 

.28* .10 .03 .02 .53 

Bachelor’s degree Under bachelor’s degree -.20 .10 .12 -.43 .04 

Higher than bachelor’s 

degree 

.08 .09 .65 -.13 .29 

Higher than 

bachelor’s degree 

Under bachelor’s degree -.28* .10 .03 -.53 -.02 

Bachelor’s degree -.08 .09 .65 -.29 .13 

SumAE Under bachelor’s 

degree 

Bachelor’s degree .12 .09 .42 -.11 .36 

Higher than bachelor’s 

degree 

.17 .10 .26 -.08 .42 

Bachelor’s degree Under bachelor’s degree -.12 .09 .42 -.36 .11 

Higher than bachelor’s 

degree 

.04 .09 .89 -.17 .25 

Higher than 

bachelor’s degree 

Under bachelor’s degree -.17 .10 .26 -.42 .08 

Bachelor’s degree -.04 .09 .89 -.25 .17 

SumTE Under bachelor’s 

degree 

Bachelor’s degree .16 .10 .31 -.10 .41 

Higher than bachelor’s 

degree 

.18 .11 .27 -.09 .46 

Bachelor’s degree Under bachelor’s degree -.16 .10 .31 -.41 .10 

Higher than bachelor’s 

degree 

.02 .09 .97 -.21 .26 

Higher than 

bachelor’s degree 

Under bachelor’s degree -.18 .11 .27 -.46 .09 

Bachelor’s degree -.02 .09 .97 -.26 .21 

SumEE Under bachelor’s 

degree 

Bachelor’s degree .15 .11 .40 -.12 .41 

Higher than bachelor’s 

degree 

.26 .12 .07 -.02 .55 

Bachelor’s degree Under bachelor’s degree -.15 .11 .40 -.41 .12 

Higher than bachelor’s 

degree 

.12 .10 .48 -.12 .36 

Higher than 

bachelor’s degree 

Under bachelor’s degree -.26 .12 .07 -.55 .02 

Bachelor’s degree -.12 .10 .48 -.36 .12 

SumReE Under bachelor’s 

degree 

Bachelor’s degree .12 .10 .48 -.12 .36 

Higher than bachelor’s 

degree 

.12 .11 .52 -.14 .38 

Bachelor’s degree Under bachelor’s degree -.12 .10 .48 -.36 .12 

Higher than bachelor’s 

degree 

.00 .09 1.00 -.22 .22 

Higher than 

bachelor’s degree 

Under bachelor’s degree -.12 .11 .52 -.38 .14 

Bachelor’s degree .00 .09 1.00 -.22 .22 

SumExpec Under bachelor’s 

degree 

Bachelor’s degree .15 .08 .22 -.06 .35 

Higher than bachelor’s 

degree 

.20 .09 .10 -.03 .42 
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Bachelor’s degree Under bachelor’s degree -.15 .08 .22 -.35 .06 

Higher than bachelor’s 

degree 

.05 .08 .82 -.14 .24 

Higher than 

bachelor’s degree 

Under bachelor’s degree -.20 .09 .10 -.42 .03 

Bachelor’s degree -.05 .08 .82 -.24 .14 

*. The mean difference is significant at the 0.05 level. 

 

 

2. Post hoc comparisons using the Scheffe test of an analysis of variance (ANOVA) between averaged pocket 

money per person, per trip (excluding international transportation and accommodation cost) and the 

service quality expectations 

 

Multiple Comparisons 
Scheffe   

Dependent 

Variable 

(I) Averaged pocket 

money per person 

(J) Averaged pocket 

money per person 

Mean 

Differen

ce (I-J) 

Std. 

Error Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

SumRE Less than 15,001 Bath 15,001-30,000 Bath -.07 .10 .99 -.41 .27 

30,001-45,000 Bath -.05 .11 1.00 -.40 .31 

45,001-60,000 Bath .26 .14 .64 -.22 .74 

60,001-75,000 Bath -.16 .16 .96 -.70 .38 

Over 75,000 Bath -.52 .18 .12 -1.11 .07 

15,001-30,000 Bath Less than 15,001 Bath .07 .10 .99 -.27 .41 

30,001-45,000 Bath .02 .10 1.00 -.32 .36 

45,001-60,000 Bath .33 .14 .35 -.14 .80 

60,001-75,000 Bath -.10 .16 1.00 -.63 .44 

Over 75,000 Bath -.46 .17 .23 -1.04 .13 

30,001-45,000 Bath Less than 15,001 Bath .05 .11 1.00 -.31 .40 

15,001-30,000 Bath -.02 .10 1.00 -.36 .32 

45,001-60,000 Bath .31 .14 .46 -.17 .79 

60,001-75,000 Bath -.12 .16 .99 -.66 .42 

Over 75,000 Bath -.48 .18 .20 -1.07 .11 

45,001-60,000 Bath Less than 15,001 Bath -.26 .14 .64 -.74 .22 

15,001-30,000 Bath -.33 .14 .35 -.80 .14 

30,001-45,000 Bath -.31 .14 .46 -.79 .17 

60,001-75,000 Bath -.43 .19 .40 -1.06 .20 

Over 75,000 Bath -.79* .20 .01 -1.46 -.11 

60,001-75,000 Bath Less than 15,001 Bath .16 .16 .96 -.38 .70 

15,001-30,000 Bath .10 .16 1.00 -.44 .63 

30,001-45,000 Bath .12 .16 .99 -.42 .66 

45,001-60,000 Bath .43 .19 .40 -.20 1.06 

Over 75,000 Bath -.36 .21 .73 -1.08 .36 

Over 75,000 Bath Less than 15,001 Bath .52 .18 .12 -.07 1.11 

15,001-30,000 Bath .46 .17 .23 -.13 1.04 

30,001-45,000 Bath .48 .18 .20 -.11 1.07 

45,001-60,000 Bath .79* .20 .01 .11 1.46 

60,001-75,000 Bath .36 .21 .73 -.36 1.08 

SumAE Less than 15,001 Bath 15,001-30,000 Bath -.11 .10 .94 -.44 .22 

30,001-45,000 Bath .03 .10 1.00 -.31 .38 

45,001-60,000 Bath .24 .14 .72 -.23 .71 

60,001-75,000 Bath -.16 .16 .96 -.69 .37 

Over 75,000 Bath -.61* .17 .03 -1.19 -.03 

15,001-30,000 Bath Less than 15,001 Bath .11 .10 .94 -.22 .44 

30,001-45,000 Bath .14 .10 .83 -.19 .48 

45,001-60,000 Bath .35 .14 .27 -.11 .81 

60,001-75,000 Bath -.04 .16 1.00 -.57 .48 

Over 75,000 Bath -.50 .17 .13 -1.07 .07 

30,001-45,000 Bath Less than 15,001 Bath -.03 .10 1.00 -.38 .31 
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15,001-30,000 Bath -.14 .10 .83 -.48 .19 

45,001-60,000 Bath .20 .14 .83 -.26 .67 

60,001-75,000 Bath -.19 .16 .92 -.72 .34 

Over 75,000 Bath -.64* .17 .02 -1.22 -.07 

45,001-60,000 Bath Less than 15,001 Bath -.24 .14 .72 -.71 .23 

15,001-30,000 Bath -.35 .14 .27 -.81 .11 

30,001-45,000 Bath -.20 .14 .83 -.67 .26 

60,001-75,000 Bath -.39 .18 .48 -1.01 .23 

Over 75,000 Bath -.85* .20 .00 -1.51 -.19 

60,001-75,000 Bath Less than 15,001 Bath .16 .16 .96 -.37 .69 

15,001-30,000 Bath .04 .16 1.00 -.48 .57 

30,001-45,000 Bath .19 .16 .92 -.34 .72 

45,001-60,000 Bath .39 .18 .48 -.23 1.01 

Over 75,000 Bath -.46 .21 .46 -1.16 .25 

Over 75,000 Bath Less than 15,001 Bath .61* .17 .03 .03 1.19 

15,001-30,000 Bath .50 .17 .13 -.07 1.07 

30,001-45,000 Bath .64* .17 .02 .07 1.22 

45,001-60,000 Bath .85* .20 .00 .19 1.51 

60,001-75,000 Bath .46 .21 .46 -.25 1.16 

SumTE Less than 15,001 Bath 15,001-30,000 Bath -.09 .11 .98 -.46 .27 

30,001-45,000 Bath -.04 .11 1.00 -.42 .34 

45,001-60,000 Bath .13 .15 .98 -.38 .65 

60,001-75,000 Bath -.50 .17 .15 -1.08 .09 

Over 75,000 Bath -.53 .19 .17 -1.17 .10 

15,001-30,000 Bath Less than 15,001 Bath .09 .11 .98 -.27 .46 

30,001-45,000 Bath .05 .11 1.00 -.31 .42 

45,001-60,000 Bath .23 .15 .81 -.28 .74 

60,001-75,000 Bath -.40 .17 .36 -.98 .17 

Over 75,000 Bath -.44 .19 .37 -1.07 .19 

30,001-45,000 Bath Less than 15,001 Bath .04 .11 1.00 -.34 .42 

15,001-30,000 Bath -.05 .11 1.00 -.42 .31 

45,001-60,000 Bath .18 .15 .93 -.34 .69 

60,001-75,000 Bath -.46 .17 .24 -1.04 .13 

Over 75,000 Bath -.49 .19 .25 -1.13 .14 

45,001-60,000 Bath Less than 15,001 Bath -.13 .15 .98 -.65 .38 

15,001-30,000 Bath -.23 .15 .81 -.74 .28 

30,001-45,000 Bath -.18 .15 .93 -.69 .34 

60,001-75,000 Bath -.63 .20 .09 -1.31 .05 

Over 75,000 Bath -.67 .22 .10 -1.39 .06 

60,001-75,000 Bath Less than 15,001 Bath .50 .17 .15 -.09 1.08 

15,001-30,000 Bath .40 .17 .36 -.17 .98 

30,001-45,000 Bath .46 .17 .24 -.13 1.04 

45,001-60,000 Bath .63 .20 .09 -.05 1.31 

Over 75,000 Bath -.04 .23 1.00 -.81 .74 

Over 75,000 Bath Less than 15,001 Bath .53 .19 .17 -.10 1.17 

15,001-30,000 Bath .44 .19 .37 -.19 1.07 

30,001-45,000 Bath .49 .19 .25 -.14 1.13 

45,001-60,000 Bath .67 .22 .10 -.06 1.39 

60,001-75,000 Bath .04 .23 1.00 -.74 .81 

SumEE Less than 15,001 Bath 15,001-30,000 Bath -.05 .11 1.00 -.43 .33 

30,001-45,000 Bath .04 .12 1.00 -.35 .44 

45,001-60,000 Bath .13 .16 .98 -.41 .67 

60,001-75,000 Bath -.48 .18 .23 -1.09 .13 

Over 75,000 Bath -.36 .20 .66 -1.02 .30 

15,001-30,000 Bath Less than 15,001 Bath .05 .11 1.00 -.33 .43 

30,001-45,000 Bath .09 .11 .99 -.29 .47 

45,001-60,000 Bath .18 .16 .93 -.35 .71 

60,001-75,000 Bath -.43 .18 .34 -1.03 .17 
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Over 75,000 Bath -.31 .20 .78 -.96 .35 

30,001-45,000 Bath Less than 15,001 Bath -.04 .12 1.00 -.44 .35 

15,001-30,000 Bath -.09 .11 .99 -.47 .29 

45,001-60,000 Bath .09 .16 1.00 -.45 .63 

60,001-75,000 Bath -.52 .18 .15 -1.13 .09 

Over 75,000 Bath -.40 .20 .54 -1.06 .26 

45,001-60,000 Bath Less than 15,001 Bath -.13 .16 .98 -.67 .41 

15,001-30,000 Bath -.18 .16 .93 -.71 .35 

30,001-45,000 Bath -.09 .16 1.00 -.63 .45 

60,001-75,000 Bath -.61 .21 .14 -1.32 .10 

Over 75,000 Bath -.49 .23 .45 -1.25 .27 

60,001-75,000 Bath Less than 15,001 Bath .48 .18 .23 -.13 1.09 

15,001-30,000 Bath .43 .18 .34 -.17 1.03 

30,001-45,000 Bath .52 .18 .15 -.09 1.13 

45,001-60,000 Bath .61 .21 .14 -.10 1.32 

Over 75,000 Bath .12 .24 1.00 -.69 .93 

Over 75,000 Bath Less than 15,001 Bath .36 .20 .66 -.30 1.02 

15,001-30,000 Bath .31 .20 .78 -.35 .96 

30,001-45,000 Bath .40 .20 .54 -.26 1.06 

45,001-60,000 Bath .49 .23 .45 -.27 1.25 

60,001-75,000 Bath -.12 .24 1.00 -.93 .69 

SumReE Less than 15,001 Bath 15,001-30,000 Bath -.05 .10 1.00 -.40 .30 

30,001-45,000 Bath -.02 .11 1.00 -.38 .34 

45,001-60,000 Bath .14 .15 .97 -.35 .63 

60,001-75,000 Bath -.10 .17 1.00 -.66 .45 

Over 75,000 Bath -.65* .18 .03 -1.25 -.04 

15,001-30,000 Bath Less than 15,001 Bath .05 .10 1.00 -.30 .40 

30,001-45,000 Bath .03 .10 1.00 -.32 .38 

45,001-60,000 Bath .20 .14 .87 -.29 .68 

60,001-75,000 Bath -.05 .16 1.00 -.60 .50 

Over 75,000 Bath -.59 .18 .05 -1.19 .00 

30,001-45,000 Bath Less than 15,001 Bath .02 .11 1.00 -.34 .38 

15,001-30,000 Bath -.03 .10 1.00 -.38 .32 

45,001-60,000 Bath .17 .15 .94 -.33 .66 

60,001-75,000 Bath -.08 .17 1.00 -.64 .48 

Over 75,000 Bath -.62* .18 .04 -1.23 -.02 

45,001-60,000 Bath Less than 15,001 Bath -.14 .15 .97 -.63 .35 

15,001-30,000 Bath -.20 .14 .87 -.68 .29 

30,001-45,000 Bath -.17 .15 .94 -.66 .33 

60,001-75,000 Bath -.25 .19 .90 -.89 .40 

Over 75,000 Bath -.79* .21 .01 -1.48 -.10 

60,001-75,000 Bath Less than 15,001 Bath .10 .17 1.00 -.45 .66 

15,001-30,000 Bath .05 .16 1.00 -.50 .60 

30,001-45,000 Bath .08 .17 1.00 -.48 .64 

45,001-60,000 Bath .25 .19 .90 -.40 .89 

Over 75,000 Bath -.54 .22 .30 -1.28 .19 

Over 75,000 Bath Less than 15,001 Bath .65* .18 .03 .04 1.25 

15,001-30,000 Bath .59 .18 .05 .00 1.19 

30,001-45,000 Bath .62* .18 .04 .02 1.23 

45,001-60,000 Bath .79* .21 .01 .10 1.48 

60,001-75,000 Bath .54 .22 .30 -.19 1.28 

SumExpec Less than 15,001 Bath 15,001-30,000 Bath -.08 .09 .98 -.38 .22 

30,001-45,000 Bath -.01 .09 1.00 -.31 .30 

45,001-60,000 Bath .19 .12 .81 -.23 .61 

60,001-75,000 Bath -.26 .14 .64 -.73 .21 

Over 75,000 Bath -.55* .15 .03 -1.06 -.04 

15,001-30,000 Bath Less than 15,001 Bath .08 .09 .98 -.22 .38 

30,001-45,000 Bath .07 .09 .98 -.22 .37 
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45,001-60,000 Bath .27 .12 .43 -.14 .68 

60,001-75,000 Bath -.18 .14 .90 -.64 .29 

Over 75,000 Bath -.47 .15 .09 -.98 .04 

30,001-45,000 Bath Less than 15,001 Bath .01 .09 1.00 -.30 .31 

15,001-30,000 Bath -.07 .09 .98 -.37 .22 

45,001-60,000 Bath .20 .12 .78 -.22 .61 

60,001-75,000 Bath -.25 .14 .67 -.72 .22 

Over 75,000 Bath -.54* .15 .03 -1.06 -.03 

45,001-60,000 Bath Less than 15,001 Bath -.19 .12 .81 -.61 .23 

15,001-30,000 Bath -.27 .12 .43 -.68 .14 

30,001-45,000 Bath -.20 .12 .78 -.61 .22 

60,001-75,000 Bath -.45 .16 .19 -1.00 .10 

Over 75,000 Bath -.74* .18 .00 -1.33 -.15 

60,001-75,000 Bath Less than 15,001 Bath .26 .14 .64 -.21 .73 

15,001-30,000 Bath .18 .14 .90 -.29 .64 

30,001-45,000 Bath .25 .14 .67 -.22 .72 

45,001-60,000 Bath .45 .16 .19 -.10 1.00 

Over 75,000 Bath -.29 .19 .79 -.92 .33 

Over 75,000 Bath Less than 15,001 Bath .55* .15 .03 .04 1.06 

15,001-30,000 Bath .47 .15 .09 -.04 .98 

30,001-45,000 Bath .54* .15 .03 .03 1.06 

45,001-60,000 Bath .74* .18 .00 .15 1.33 

60,001-75,000 Bath .29 .19 .79 -.33 .92 

*. The mean difference is significant at the 0.05 level. 

 

 

3. Post hoc comparisons using the Scheffe test of an analysis of variance (ANOVA) between occupation and 

the responsiveness of service quality perceptions 

 

Multiple Comparisons 
Dependent Variable:   SumReP   

Scheffe   

(I) Occupation (J) Occupation 

Mean 

Differen

ce (I-J) 

Std. 

Error Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Retired, 

unemployed or 

housewives. 

Student .16 .12 1.00 -.38 .69 

Investor and business owner or partner .01 .15 1.00 -.69 .71 

Architecture and engineering .26 .20 1.00 -.65 1.18 

Financial, account and insurance 

operations 

.47* .22 .97 -.56 1.49 

Community and social services -.09 .18 1.00 -.93 .75 

Healthcare practitioners and technical .47* .15 .65 -.23 1.18 

Teacher, lecturer, researcher or 

education service 

.26 .14 .99 -.37 .88 

Legal officer, manager, office and 

administrative support 

.19 .13 1.00 -.38 .77 

Military, police or security staff .66* .26 .90 -.55 1.87 

Computer and mathematical .43* .16 .85 -.32 1.19 

Customer service representative, hotel 

and restuarant staff 

.44* .15 .67 -.23 1.12 

Photographer, musician, artist, athlete -.22 .19 1.00 -1.11 .67 

Student Retired, unemployed or housewives. -.16 .12 1.00 -.69 .38 

Investor and business owner or partner -.14 .13 1.00 -.74 .45 

Architecture and engineering .11 .18 1.00 -.73 .95 

Financial, account and insurance 

operations 

.31 .21 1.00 -.65 1.27 

Community and social services -.25 .16 1.00 -1.01 .52 

Healthcare practitioners and technical .32* .13 .92 -.29 .93 
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Teacher, lecturer, researcher or 

education service 

.10 .11 1.00 -.42 .62 

Legal officer, manager, office and 

administrative support 

.04 .10 1.00 -.41 .49 

Military, police or security staff .50* .25 .98 -.65 1.66 

Computer and mathematical .28 .14 .99 -.38 .94 

Customer service representative, hotel 

and restuarant staff 

.29* .12 .94 -.28 .86 

Photographer, musician, artist, athlete -.37* .18 .97 -1.18 .44 

Investor and 

business owner or 

partner 

Retired, unemployed or housewives. -.01 .15 1.00 -.71 .69 

Student .14 .13 1.00 -.45 .74 

Architecture and engineering .25 .21 1.00 -.70 1.20 

Financial, account and insurance 

operations 

.45* .23 .98 -.60 1.51 

Community and social services -.10 .19 1.00 -.98 .78 

Healthcare practitioners and technical .46* .16 .78 -.29 1.22 

Teacher, lecturer, researcher or 

education service 

.24 .15 1.00 -.44 .93 

Legal officer, manager, office and 

administrative support 

.18 .14 1.00 -.45 .82 

Military, police or security staff .65* .27 .92 -.59 1.88 

Computer and mathematical .42* .17 .92 -.38 1.22 

Customer service representative, hotel 

and restuarant staff 

.43* .16 .81 -.29 1.15 

Photographer, musician, artist, athlete -.23 .20 1.00 -1.15 .69 

Architecture and 

engineering 

Retired, unemployed or housewives. -.26 .20 1.00 -1.18 .65 

Student -.11 .18 1.00 -.95 .73 

Investor and business owner or partner -.25 .21 1.00 -1.20 .70 

Financial, account and insurance 

operations 

.20 .26 1.00 -1.01 1.41 

Community and social services -.35 .23 1.00 -1.42 .71 

Healthcare practitioners and technical .21 .21 1.00 -.75 1.17 

Teacher, lecturer, researcher or 

education service 

-.01 .20 1.00 -.91 .89 

Legal officer, manager, office and 

administrative support 

-.07 .19 1.00 -.94 .80 

Military, police or security staff .40 .30 1.00 -.97 1.77 

Computer and mathematical .17 .21 1.00 -.82 1.16 

Customer service representative, hotel 

and restuarant staff 

.18 .20 1.00 -.75 1.11 

Photographer, musician, artist, athlete -.48* .24 .98 -1.58 .61 

Financial, account 

and insurance 

operations 

Retired, unemployed or housewives. -.47* .22 .97 -1.49 .56 

Student -.31 .21 1.00 -1.27 .65 

Investor and business owner or partner -.45* .23 .98 -1.51 .60 

Architecture and engineering -.20 .26 1.00 -1.41 1.01 

Community and social services -.56* .25 .96 -1.71 .60 

Healthcare practitioners and technical .01 .23 1.00 -1.05 1.07 

Teacher, lecturer, researcher or 

education service 

-.21 .22 1.00 -1.22 .80 

Legal officer, manager, office and 

administrative support 

-.27 .21 1.00 -1.25 .71 

Military, police or security staff .19 .31 1.00 -1.25 1.64 

Computer and mathematical -.03 .24 1.00 -1.12 1.06 

Customer service representative, hotel 

and restuarant staff 

-.02 .22 1.00 -1.06 1.02 

Photographer, musician, artist, athlete -.68* .26 .85 -1.87 .50 

Community and 

social services 

Retired, unemployed or housewives. .09 .18 1.00 -.75 .93 

Student .25 .16 1.00 -.52 1.01 

Investor and business owner or partner .10 .19 1.00 -.78 .98 
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Architecture and engineering .35 .23 1.00 -.71 1.42 

Financial, account and insurance 

operations 

.56* .25 .96 -.60 1.71 

Healthcare practitioners and technical .56* .19 .74 -.32 1.45 

Teacher, lecturer, researcher or 

education service 

.35 .18 .99 -.48 1.18 

Legal officer, manager, office and 

administrative support 

.28 .17 1.00 -.51 1.07 

Military, police or security staff .75* .29 .87 -.57 2.07 

Computer and mathematical .52* .20 .87 -.40 1.45 

Customer service representative, hotel 

and restuarant staff 

.53* .19 .77 -.33 1.40 

Photographer, musician, artist, athlete -.13 .22 1.00 -1.17 .91 

Healthcare 

practitioners and 

technical 

Retired, unemployed or housewives. -.47* .15 .65 -1.18 .23 

Student -.32* .13 .92 -.93 .29 

Investor and business owner or partner -.46* .16 .78 -1.22 .29 

Architecture and engineering -.21 .21 1.00 -1.17 .75 

Financial, account and insurance 

operations 

-.01 .23 1.00 -1.07 1.05 

Community and social services -.56* .19 .74 -1.45 .32 

Teacher, lecturer, researcher or 

education service 

-.22 .15 1.00 -.91 .47 

Legal officer, manager, office and 

administrative support 

-.28* .14 .98 -.92 .36 

Military, police or security staff .19 .27 1.00 -1.06 1.43 

Computer and mathematical -.04 .17 1.00 -.84 .76 

Customer service representative, hotel 

and restuarant staff 

-.03 .16 1.00 -.76 .70 

Photographer, musician, artist, athlete -.69* .20 .46 -1.62 .24 

Teacher, lecturer, 

researcher or 

education service 

Retired, unemployed or housewives. -.26 .14 .99 -.88 .37 

Student -.10 .11 1.00 -.62 .42 

Investor and business owner or partner -.24 .15 1.00 -.93 .44 

Architecture and engineering .01 .20 1.00 -.89 .91 

Financial, account and insurance 

operations 

.21 .22 1.00 -.80 1.22 

Community and social services -.35 .18 .99 -1.18 .48 

Healthcare practitioners and technical .22 .15 1.00 -.47 .91 

Legal officer, manager, office and 

administrative support 

-.06 .12 1.00 -.62 .50 

Military, police or security staff .40 .26 1.00 -.80 1.60 

Computer and mathematical .18 .16 1.00 -.56 .92 

Customer service representative, hotel 

and restuarant staff 

.19 .14 1.00 -.47 .84 

Photographer, musician, artist, athlete -.47* .19 .90 -1.35 .40 

Legal officer, 

manager, office 

and administrative 

support 

Retired, unemployed or housewives. -.19 .13 1.00 -.77 .38 

Student -.04 .10 1.00 -.49 .41 

Investor and business owner or partner -.18 .14 1.00 -.82 .45 

Architecture and engineering .07 .19 1.00 -.80 .94 

Financial, account and insurance 

operations 

.27 .21 1.00 -.71 1.25 

Community and social services -.28 .17 1.00 -1.07 .51 

Healthcare practitioners and technical .28* .14 .98 -.36 .92 

Teacher, lecturer, researcher or 

education service 

.06 .12 1.00 -.50 .62 

Military, police or security staff .47 .25 .99 -.71 1.64 

Computer and mathematical .24 .15 1.00 -.45 .94 

Customer service representative, hotel 

and restaurant staff 

.25 .13 .99 -.35 .86 

Photographer, musician, artist, athlete -.41* .18 .95 -1.25 .43 
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Military, police or 

security staff 

Retired, unemployed or housewives. -.66* .26 .90 -1.87 .55 

Student -.50* .25 .98 -1.66 .65 

Investor and business owner or partner -.65* .27 .92 -1.88 .59 

Architecture and engineering -.40 .30 1.00 -1.77 .97 

Financial, account and insurance 

operations 

-.19 .31 1.00 -1.64 1.25 

Community and social services -.75* .29 .87 -2.07 .57 

Healthcare practitioners and technical -.19 .27 1.00 -1.43 1.06 

Teacher, lecturer, researcher or 

education service 

-.40 .26 1.00 -1.60 .80 

Legal officer, manager, office and 

administrative support 

-.47 .25 .99 -1.64 .71 

Computer and mathematical -.23 .27 1.00 -1.49 1.04 

Customer service representative, hotel 

and restuarant staff 

-.22 .26 1.00 -1.44 1.01 

Photographer, musician, artist, athlete -.88* .29 .70 -2.23 .47 

Computer and 

mathematical 

Retired, unemployed or housewives. -.43* .16 .85 -1.19 .32 

Student -.28 .14 .99 -.94 .38 

Investor and business owner or partner -.42* .17 .92 -1.22 .38 

Architecture and engineering -.17 .21 1.00 -1.16 .82 

Financial, account and insurance 

operations 

.03 .24 1.00 -1.06 1.12 

Community and social services -.52* .20 .87 -1.45 .40 

Healthcare practitioners and technical .04 .17 1.00 -.76 .84 

Teacher, lecturer, researcher or 

education service 

-.18 .16 1.00 -.92 .56 

Legal officer, manager, office and 

administrative support 

-.24 .15 1.00 -.94 .45 

Military, police or security staff .23 .27 1.00 -1.04 1.49 

Customer service representative, hotel 

and restuarant staff 

.01 .17 1.00 -.76 .79 

Photographer, musician, artist, athlete -.65* .21 .64 -1.62 .31 

Customer service 

representative, 

hotel and 

restuarant staff 

Retired, unemployed or housewives. -.44* .15 .67 -1.12 .23 

Student -.29* .12 .94 -.86 .28 

Investor and business owner or partner -.43* .16 .81 -1.15 .29 

Architecture and engineering -.18 .20 1.00 -1.11 .75 

Financial, account and insurance 

operations 

.02 .22 1.00 -1.02 1.06 

Community and social services -.53* .19 .77 -1.40 .33 

Healthcare practitioners and technical .03 .16 1.00 -.70 .76 

Teacher, lecturer, researcher or 

education service 

-.19 .14 1.00 -.84 .47 

Legal officer, manager, office and 

administrative support 

-.25 .13 .99 -.86 .35 

Military, police or security staff .22 .26 1.00 -1.01 1.44 

Computer and mathematical -.01 .17 1.00 -.79 .76 

Photographer, musician, artist, athlete -.66* .20 .49 -1.57 .24 

Photographer, 

musician, artist, 

athlete 

Retired, unemployed or housewives. .22 .19 1.00 -.67 1.11 

Student .37* .18 .97 -.44 1.18 

Investor and business owner or partner .23 .20 1.00 -.69 1.15 

Architecture and engineering .48* .24 .98 -.61 1.58 

Financial, account and insurance 

operations 

.68* .26 .85 -.50 1.87 

Community and social services .13 .22 1.00 -.91 1.17 

Healthcare practitioners and technical .69* .20 .46 -.24 1.62 

Teacher, lecturer, researcher or 

education service 

.47* .19 .90 -.40 1.35 

Legal officer, manager, office and 

administrative support 

.41* .18 .95 -.43 1.25 
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Military, police or security staff .88* .29 .70 -.47 2.23 

Computer and mathematical .65* .21 .64 -.31 1.62 

Customer service representative, hotel 

and restuarant staff 

.66* .20 .49 -.24 1.57 

 

 

4. Post hoc comparisons using the Scheffe test of an analysis of variance (ANOVA) between Travel 

companions and the assurance of service quality perceptions 

 

 

Multiple Comparisons 
Dependent Variable:   SumAP   

Scheffe   

(I) Travel companions 

(J) Travel 

companions 

Mean 

Difference 

(I-J) Std. Error Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Travelling alone Partner -.31 .11 .20 -.69 .07 

Family & relatives -.23 .11 .56 -.61 .16 

Friend(s) -.02 .10 1.00 -.36 .33 

Business colleagues -.22 .22 .96 -.95 .51 

Other -.40 .22 .65 -1.13 .33 

Partner Travelling alone .31 .11 .20 -.07 .69 

Family & relatives .08 .10 .99 -.27 .43 

Friend(s) .29 .09 .08 -.02 .60 

Business colleagues .09 .21 1.00 -.63 .80 

Other -.09 .21 1.00 -.81 .62 

Family & relatives Travelling alone .23 .11 .56 -.16 .61 

Partner -.08 .10 .99 -.43 .27 

Friend(s) .21 .09 .39 -.10 .52 

Business colleagues .01 .21 1.00 -.71 .73 

Other -.17 .21 .99 -.89 .55 

Friend(s) Travelling alone .02 .10 1.00 -.33 .36 

Partner -.29 .09 .08 -.60 .02 

Family & relatives -.21 .09 .39 -.52 .10 

Business colleagues -.20 .21 .97 -.90 .49 

Other -.38 .21 .64 -1.08 .31 

Business colleagues Travelling alone .22 .22 .96 -.51 .95 

Partner -.09 .21 1.00 -.80 .63 

Family & relatives -.01 .21 1.00 -.73 .71 

Friend(s) .20 .21 .97 -.49 .90 

Other -.18 .28 1.00 -1.13 .77 

Other Travelling alone .40 .22 .65 -.33 1.13 

Partner .09 .21 1.00 -.62 .81 

Family & relatives .17 .21 .99 -.55 .89 

Friend(s) .38 .21 .64 -.31 1.08 

Business colleagues .18 .28 1.00 -.77 1.13 
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Appendix E 

Others 

 

Index letters 

A  AE  = Assurance expectations 

AP  = Assurance perceptions 

E  EE  = Empathy expectations 

EP  = Empathy perceptions 

EFA  = Exploratory Factor Analysis 

EV  = Emotional value 

F  FV  = Functional value 

M  MRA  = Multiple regression analysis 

O  OV  = Overall value 

P  PV  =  Perceived value 

R  RE  = Reliability expectations 

RP  = Reliability perceptions 

S  SE  = Responsiveness expectations 

  SF&BV = Street food and beverage value 

SP  = Responsiveness perceptions 

T  TE  = Tangible expectations 

TP  = Tangible perceptions 

TV  = Trust value 
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