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The Marketing Strategy toward Tourist’s Decision
Making in Selecting and Taking a Cooking Course
at Thai Cooking School
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Abstract )

The purpose of this study is 1) to examine the demographical,
psychological factors and service marketing mix that influences
a decision-making in selecting the Thai cooking school in Bangkok
by foreign tourists. 2) to develop marketing strategy for the modern
Thai cooking school in Bangkok.

In this study, the quantitative and exploratory research
method are applied to survey the opinion of three hundred and
ninety foreign tourists while the in-depth interview is instrumental
in qualitative research to interview key informants, three owners
of Thai cooking school.

Descriptive statistics in quantitative and Pearson Correlation
were used in testify hypothesis, content analysis were used for
data analysis in qualitative methods, In-depth interview.

Demographically, the result shows those foreign tourists
mainly are female, aged between 21-30 years old. They mainly
are married and their domicile residence is in European. Average
daily expense is 2,001-4,000 THB.

Regarding to decision-making in selecting Thai cooking
school, overall they mostly reported their decision was inspired
from the English program offered, followed by appropriate
timetable whilst they reported least their decision came from
extraordinary courses; for examples, carving.

Regarding to psychological factors that influence a decision-
making in selecting Thai cooking school, overall the result shows
that motivation is the mostly influential factor, followed by

recognition whilst they reported the reliability least.
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Regarding to service marketing mix factors that influence a
decision-making in selecting Thai cooking school, overall the result
shows that People is the mostly influential factor, followed by
Process whilst they reported the Promotion least.

The hypothesis result shows that demographical factors by
foreign tourists, all demographical factors have influenced their
decision-making in selecting Thai cooking school. Overall, Asian
tourists are more likely to make a decision-making in selecting
Thai cooking school than other races of tourists for all respects of
area. Psychological factor has associated with foreign tourists’
decision-making in selecting Thai cooking school for all respects of
area; namely, school’s creditability has mostly associated with a
decision-making in selecting Thai cooking school whilst recognition
has mostly slightly associated with a decision-making in selecting
Thai cooking school. In addition, the finding shows that service
marketing mix has associated with foreign tourists’ decision-making
in selecting Thai cooking school for all respects of area; namely;
People has mostly associated with a decision-making in selecting
Thai cooking school whilst Place (channel) has mostly slightly
associated with a decision-making in selecting Thai cooking school.

In respect of the in-depth interview, the owners of Thai
cooking school are of the opinion that the foreign tourists are
motivated by their own interest to learn about Thai culture, they
have been informed through internet, they need the informal
instruction and teaching, they trust in the Thai cooking school
because it has a longstanding reputation, they are positive toward
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Thai foods because of its tastes and health benefits. In addition,
the finding shows that service marketing mix that has the most
influence is place (channel), marketing strategies which Thai food
products are unique, and the marketing promotion adopted is the
corporate social responsibility (CSR). In addition, they perceive
that the Thai cooking school business has a promising tendency in

the future.

Keywords: Foreign tourists/ Decision-making in selecting Thai

cooking school
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