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You are invited to take part in a survey research on The Image of Thai Restaurant as Viewed
by Americans. It has 5 sections that will take you less than 5 minutes to complete. You must
be an American between18-60 living in America who has eaten at a Thai restaurant in order

to be eligible to take part in this questionnaire.

SECTION 1: YOUR ATTITUDE ON THAI RESTAURANTS

1. Where did you first hear about Thai restaurants? (Please do NOT check more than 3 boxes)

"
Brochure Internet Web board
Events ; Magazines \ Blog
- —— A N S ——————_——-" %
Recommended by i " Others (specify)

2. What is your impression about Thai food? (Please check only one box)

£ A¥
Hot & Spicy Healthy Variety of dishes

%

i

Colorful " Don't know " Others (specify) i

3. What don't you like about Thai food?
1 . £ a
Too spicy Smells Don't know

e
%
¥

Don't know the ingredients Others (specify) i

4. What type of style do you like Thai restaurants to be?
Golden Leaf: Luxury style with Thai traditional food
Cool Basil : Trendy style with the most popular Thai dishes

Elephant Jump: A modern style specializing in easy quick meals with takeout available

Others (specify) ?
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5. What other types of food do you like to eat besides Thai food? (Please do NOT check more

than 3 boxes)

5
Chinese Food € Japanese Food " Mexican Food

PP TP PP PPPITPFPEEREPEPRP R

o “

Indian Food Italian Food " Others (specify) i

6. How often do you go to a Thai restaurant?

s j,-.,

, { £ .
a few times a month once a month a few times a year

e

once a year " Others (specify) *

5

7. On what occasions will you go to a Thai restaurant?

i

Business Meeting : Get together party

#

Regular meal ~ Others (specify)

SECTION 2: WHAT IS YOUR ATTITUDES ON THAI RESTAURANTS

IN GENERAL?
Fully Fully
Disagree Neutral Agree

Disagree Agree
1. Represent Thai culture & £ i N
2. Good international reputation i ¢ G g
3. Exotic atmosphere i
4. Easy to find & 4 & e i
5. Good locations: Ex. near my office, home ¢~ £ i 3 &
6. Reasonably priced for food "™ £ o & £
7. Variety of food & 4 i £
8. Provide healthy food ™ &
9. Provide trendy food £ > i &

10. Provide authentic food 2 - g g
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Fully Fully
Disagree Neutral Agree
Disagree Agree
11. Provide clean food o 3t & 2 £
12. Pay attention on food decoration & & 4
13.Provide clean Utensils " & %
14. Provide clean restroom o ¢ & G &
15. Provide catering £ i 2 2
16. Have delivery service i Y cAl {
17. Provide good take out containers * { . o £
18. Welcoming staffs ' & '
19 0thers .. £ & 4 i

Please write your comments about Thai restaurants.

SECTION 3: YOUR ATTITUDE ON THAILAND
8. Where have you heard about Thailand? (Please check NOT more than 3 boxes)

il . P

Internet YR, " Radio * Magazine

[resbantasas s s s

Newspaper " Heard from (example: friends, colleagues) :

e

Others (specify) :

9. What is the first image that comes to your mind when you think about Thailand? (Please

check only one box)
Beaches ’ Spicy Food * Warm Weather Smiling

Pretty Girl " Movie Ex. King and |, The Beach

P

Others (specify) ;



10. What don't you like about Thailand?

. o~ ‘
Traffic Problems Pollution Crime

¢ ;
Don't know Others (specify)

11. Have you been to Thailand. If yes, how many times?

e
No

Yes ;i time (s)

SECTION 4: WHAT IS YOUR ATTITUDES ON THAILAND?

Fully
Disagree = Neutral
Disagree

1. Developing country e o«
2. High standards in businéss £ e
3. Well governed country (e o
4. Ancient country _ {7 2
5. Peaceful country 4 £
6. Cultural country 3 3 T
7. Religious country & 'S i
8. Moralistic country &
9. Oriented country ¢ ' &
10. Clean country ¢ &

11.Beautiful country % e i
12. Friendly country & &

13 Olhers o £

iy

Agree

123
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Agree



Please write your comments about Thailand.

SECTION 5: BACKGROUND INFORMATION
1. What is your gender?

o
Female Male

2. What age group do you belong to?

o o 2
18-29 30-39 ©40-49 50-60
3. What is your highest education?
. High School / of the same level
Bachelor Degree / of the same level

Higher than Bachelor Degree / of the same level

4. How much do you earn per month (US Dollar)?

£

3,000 or less “ 3,001-4,000

N,
o

4,001-5,000 Higher than 5,001

5. What do you do at present?

z,-r., ;«

Student Office Worker ; Govemment Official

-
]
-

Business Man Others (Please specify)§

6. What is your marital status?
7 o
Single Married

o
H

Separated "~ Divorced

124



125

7. What is your email address? (In case we need to contact you) %

8. Who usually makes the decision on where to eat .....

Parents Wife Husband

Children " Joint Decision " Others'

9. Do you agree with the following statements about yourself?

A o P
& Adventurous Trendy Conservative
1 & ‘ 4 .
Liberal Apphehensive Habitual
Realist © Dreamer * Flexible

¥ Thank you for taking the time to complete this questionna
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2. WuUSINAsle (Cool Basil)
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3. S1UAIMITUALY (Elephant Jump)
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