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Abstract

This research aims to study the customers’ behavior and the characteristics of Thai processed food according to Chinese customers’
need in order to determine the strategy and extend Thai food business in the target area. The population of quantitative sampling is the
group of customers who bought Thai processed food in the Xishuangbanna Dai Autonomous Prefecture (Jinghong). The population of
qualitative sampling is the Jinghong and Kunming entrepreneurs who sell Thai processed foods. The quantitative data were collected by
using questionnaires in Chinese language while the qualitative data were collected by conducting an in-depth interview with Chinese
entrepreneurs who sell Thai processed food. The research results that showed that the customers chose Thai processed food due to its hot
and spicy taste and most commonly buy from supermarkets. The factors to decide to buy Thai processed food include cleanliness and
nutrition. The reasons that consumers like Thai processed food are: Thai processed food are delicious, good flavor and delicate taste. From
the interview with the entrepreneurs, the trends for potential development of Thai processed foods by the behavior of the Chinese customers

in Jinghong should focus on the following: 1) A marketing strategy on the high-end market and mass market by creating a distinctive
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brand and communicating about the quality and safety of processed food products, 2) There should be the differences between each product
and they should offer different product sizes, while still keeping the products clean, hot and spicy, and good nutrition, 3) The price of a
product should be considered by the factor of perceived value of the product cost that the customer will pay and the benefits customer will
get, 4) Place of distribution should aim to send out via distribution agents to facilitate the market expansion in the target area, and 5)

Promotion and packaging design should provide different choices such as binding products together or sell set of products, or providing

instruction on how to cook, and sell more volumes to lower down the price per unit.

Keywords: Potential, Processed Food Product, Jinghong, Customers’ Behavior
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