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Introduction: Gastronomy tourism has become a phenomenal trend of the global tourism industry in the 21st century. As the tourism 
industry and its related foodservice businesses flourish, street food has received increasing popularity with its combination of local 
delights and the cultural value of the destination. This study examined the psychology of street food consumption and assessed the 
effect of street food quality that is represented by the cultural experience, health and safety of the food, food sensory appeal, staff 
service, physical environment, the meal menus with perceived reasonable prices, involvement in Thai street food, and repurchase 
intention from an international tourist perspective.
Methods: A survey method along with a quantitative structural analysis was used.
Results: The findings revealed that Thai street food quality positively and significantly predicted the international tourists’ perceived 
reasonable prices, involvement, and repurchase decisions. Perceived reasonable prices and involvement were found to be important 
mediators between Thai street food quality and repurchase intentions. Moreover, this research identified the significant moderating role 
of Eastern and Western cultures.
Keywords: Thai street food, food quality, price reasonableness, involvement in street food, international tourist, gastronomy tourism

Introduction
The tourism and hospitality industry has rapidly grown into an empowered leader throughout the world economy.1 The 
World Tourism Organization reported a total of 1460 million international tourist arrivals with 1481 billion USD in 
tourism receipts in 2019.5 The tourism and hospitality sectors are in fact the world’s third-largest source of revenue after 
chemicals and fuels.5 In domestic and international travels, expenditure on food while traveling accounts for more than 
one-third of the total travel expenses.6 This implies that food consumption represents a predominant and important part of 
tourism activities and the overall travel experience.7–9 Moreover, local food and cuisine plays an essential role regarding 
the tourists’ choice of destinations in regards to the travel decision-making process.10,11 No doubt local food and its 
culture has increasingly become a key part of tourism and hospitality resources, and it represents the image of a country.8 

Given the rise of tourists’ interest in local food consumption, an increasing number of local foodservice businesses 
capitalize on the opportunity by creating a gastronomy tourism experience, which eventually contributes to the country’s 
economic development.
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Street food at a destination is seen as an image that depicts the tangible local food varieties and the intangible cultural 
value of the local people out of the various gastronomic experiences.6,12 Street food in Asia has played a favorite role of 
the tourism industry, and it is governed in countries, such as India, Vietnam, Taiwan, Hong Kong, South Korea, Malaysia, 
Singapore, and Thailand.12–15 The local food and cuisine in Thailand are well-recognized as a pull factor that attracts 
tourists across the world to visit the country.12 Statistics showed that international tourists’ food expenditure was 
approximately 326 billion Thai baht of the total tourism revenue in 2016,16 which suggests that food tourism has 
a significant role in regards to Thailand’s total economic revenue.

The previous research has empirically investigated the role of foodservices and business17–19 and the tourists’ local 
food experience.11,20,21 Numerous studies have paid attention to foodservice businesses that function in the segments of 
hotels, restaurants, and coffee shops17–19,22,23. In the context of street food, some academic studies were conducted about 
street food and the hawker food center as a significant role of tourist attractions.6,14,15,24 However, only a few studies 
focused on street food and its’ associated qualities that make up the gastronomy tourism experience as a whole12 as well 
as limited studies on its effect on the international tourists cognitive and behavioral responses. Hence, the following 
objectives were set for this research in response to the research gap, which include 1) investigating Thai street food 
quality and its influence on the international tourists’ perception of reasonable price, involvement in Thai street food, and 
repurchase intentions for the food, 2) testing the mediating role of perceived reasonable prices and involvement in the 
structural model, and 3) examining the moderating role of cultural differences in order to explain the relationship 
between street food quality, perceived reasonable prices, involvement, and repurchase intentions. By comprehending how 
the international tourists respond to Thai street food, this research hopes to offer food tourism marketing guides in order 
to extend Thailand as a globally competitive food tourism destination.

Literature Review
The Role of Street Food in Tourism
Local food consumption has become a prevailing trend in the international travel and tourism industry.8,25 Food has 
commonly been identified to be a factor that promotes intentions to travel,13 so there has seen a constant rise in the 
number of tourists that seek authentic culinary experiences in contemporary travel and tourism. Gastronomy tourism is 
by definition a type of tourism journey about food experiences that reflects the culture of a destination. The primary 
purpose of gastronomy tourism is to interact with food venues and participate in food-related activities, such as dining 
experiences, food tours, food festivals, and food shows, which include tasting the local food, observing the food 
production, participating in the food preparation, and cooking classes.26 Moreover, gastronomy is a part of tourism 
that involves traditional value, culture, local lifestyle, and the authenticity of the destination that can collectively 
contribute to the tourists’ overall travel experience.26

The growth of foodservices in tourism is witnessed with the demand for international travel.25 Street food is 
a foodservice operation that operates in public places, which include food stalls/hawkers, local markets, roadsides, and 
festivals. Trolly carts are typically used in order to prepare and sell freshly made and ready-to-eat meals to consumers.27 

The availability of local delights, affordable prices, and onsite dining are perhaps the selling features of street food.28 In 
the context of tourism, the street food experience is a tourism resource in certain destinations that offers a variety of food, 
which symbolizes the local people’s culture and lifestyle.6 The coexistence of street food and the tourism experience has 
undisputedly been an attraction in order to connect the tourists to the locals.

Many tourism destinations are targeting street food as a marketing tourism strategy, a part of tourism resources, and 
tourism attractions given the importance of street food in the tourism and hospitality industry.6,15,24 Many Asian 
countries prioritize their country’s street food when promoting tourism destinations, and they use street food as 
a means of enhancing the destination’s attractiveness. For example, Taiwan launched a campaign called a Taste of 
Taiwan.29 In 2016, two street food hawkers in Singapore, which are called Hill Street Tai Hwa Pork Noodles and Liao 
Fan Hong Kong Soya Sauce Chicken Rice and Noodles, were awarded Michelin stars.15 Later, Singapore’s hawker 
culture was officially recognized by UNESCO intangible cultural heritage in 2020.30
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On the local front in Thailand, the Thai government has provided various marketing strategies in an effort to attract 
international tourism, which includes around 20% of the Tourism Authority of Thailand (TAT) budget that is spent on 
promoting food tourism.16 For example, TAT partnered with Michelin and produced the Michelin Guide to Bangkok in 
2018, which runs until 2022.31 More recently, TAT welcomed Chef Andy Ricker’s, who is a celebrated chef in the United 
States, and Thai-Licious Journey Project Two, which is a travel web series that provided a film about authentic Thai food 
that presented a unique vision of Thai food and showed tips about how to experience Thai food like a local.32 TAT also 
promoted Thai food in other releases, such as the Gault & Millau Belux Guidebook, which was published in 2018 in 
French and Dutch.16 Also, Thailand’s Ministry of Foreign Affairs (MFA) launched video clips on YouTube called 40 
Thai Street Food Recipes in order to promote street food via social media in 2018.4

The Role of Street Food in Thailand’s Tourism Industry
Over 150,000 foodservice providers are operating in Thailand with a market capitalization around 834,856 million Thai baht. 
The major foodservice segments commonly found in Thailand are home deliveries and take out, cafes and bars, full-service 
restaurants, fast food restaurants, food cafeterias, street food vendors, and kiosks. There are about 103,000 street food 
operators of these segments that includes about 69.0% of all food businesses. This translates into a total revenue of 
approximately 271,355 million Thai baht, which is around 32.4% of all food businesses. The street food segment is indeed 
the largest market share among the other foodservice segments in Thailand.33 In the tourism industry, international tourists in 
Thailand spent about 20.0% of their travel budget on food and beverages.32

Street food in Thailand represents a critical element of gastronomy tourism in particular and economic development 
in general. In fact, Thailand is one of the top-ranked destinations when it comes to food and travel.34 This Southeast 
Asian country is well-known globally for its variety of delectable food that is sold at affordable prices.32 This is reflected 
by the fact that many popular tourism destinations in Thailand, which include Bangkok Phuket, Chiang Mai, Pattaya, and 
Krabi have consistently offered and promoted street food as destination attractions. For example, Bangkok has been 
acknowledged as one of the famous cities in the world for travel and food. This is proven by the fact that the city was 
ranked third in the Top Global Cities for Dining category,32 and it was one of the world’s best destinations to eat 
scrumptious food35 with many popular tourist sites offering street food, such as Yaowarat (Bangkok’s Chinatown), 
Banglamphu (Bangkok’s Old Town), Sukhumvit, Silom, Sathorn Roads, and Saphan Lueng. In recent years, the Thai 
government cooperated with Michelin to create official Michelin guides for Thailand where a total of 28 Bangkok Thai 
street food vendors received Big Gourmand, Michelin Plate, and Jay Fai (Auntie Fai Street Food) ratings and earned its 
first Thai street food One Michelin-Star in 2018.31

Furthermore, Phuket, which is located on the southern part of Thailand, is well known in the world as a rich island 
with famous beaches and marine activities that include diving and water-sports activities.3,32 One interesting fact is that 
Phuket is a valued cultural and historical site that comes from the Baba Peranakan or Baba Nyonya culture. Phuket joined 
the UNESCO creative cities network and was the first city in Southeast Asia to hold the Creative City of Gastronomy 
title in December 2015.12 Furthermore, Thailand’s Ministry of Foreign Affairs (MFA) has taken the initiative to promote 
Phuket cuisine and street food by launching a mobile application that is called Phuket Street Food, which provides 
information about the most popular dishes and the locations of street food. Phuket is rich in authentic street food, such as 
Hokkien noodles (Baba Nyonya style), dim sum (shumai), satay, roti, sticky rice served with mangoes, and Kanom Jeen, 
which is rice noodles in a creamy coconut and curry sauce that is similar to laksa of Malaysia and Singapore. The local 
delights can be easily accessed in the street areas, such as Old Phuket Town, Phuket Centre Market, and Phuket Night 
Market. Additionally, the Thailand government and Michelin reported 13 types of street food being highlighted in the 
Michelin Guide Phuket in 2019.31 All things considered, there is no doubt that the street food phenomenon in Thailand 
has become an attraction for international tourists, which is reflected in the positive development of gastronomy tourism 
in Thailand.

Street Food Quality Attributes
Quality is defined as a customer’s evaluation about the excellence of a product/service performance based on the 
perception of the individual attributes that jointly form the overall performance.36 Quality improvement has been 
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recognized as an important strategy in order to achieve business excellence. In the foodservice industry, quality has been 
identified as a fundamental concept and tool in order to achieve a competitive edge.37 Many scholars have confirmed that 
a customer’s perception of quality is positively related to post-consumption behavior. For example, Zhao et al39 found 
three mobile-related service quality dimensions, which included interactional quality, environmental quality, and outcome 
quality, positively determined customer repurchase intentions. In modeling international travelers’ visit intentions, Han 
and Hyun58 reported the positive impact of quality on traveler behavior in medical clinics. Han et al48 indicated that the 
quality of products and services offered by airlines significantly influenced customer perception of price. In a study by40, 
the food quality of organic restaurants was found to be positively related to price fairness, satisfaction, and behavioral 
intentions. In travel and tourism, street food is one of the immediate ways that international tourists can learn and 
experience the culture, value, and lifestyle of the local people in a country they visit.12,41 Street food quality represents 
a major contributor in order to enhance the tourism experience, which can ultimately contribute to sustainable tourism.6

In addition, the perceived quality of food and restaurants is an important element of the customer decision-making 
process, which is evident in the extant literature.8,17,19,20,22,23,42,43 For example, Ryu and Han42 found the quality of food, 
service, and the physical environment were significantly related to the customer experience in quick-casual restaurants. 
Kwun19 explored the positive relationship between the foodservice elements, which include the service performance, 
product quality, menu, and facility, satisfaction, and attitude in campus dining. Heung and Gu17 illustrated the positive 
influence of restaurant atmospherics on behavioral intentions. Ryu43 confirmed the quality of a restaurant’s physical 
environment and food quality as a significant determinant of the customer’s perceived value. Canny44 found the positive 
impact of service quality on customer behavior in Indonesian restaurants. Choe and Kim8 explored the positive role of 
the local food consumption value, which include taste/quality, health value, epistemic value, and prestige value, in order 
to regulate tourist behavior. A study by Zhang et al,38 investigated the positive association between authenticity value and 
local food quality. Based on the previous studies, perceived quality is captured by the attributes that are related to street 
food in this study, which include cultural experience, health and safety of the food, food sensory appeal, staff service, 
physical environment, and meal menus.

Perceived Reasonable Price
Price refers to the amount of money that customers spend on a product or service.45 Price is also a cue that is used by 
customers to judge the quality of a product or service that they purchased.40 Perceived reasonable price is generally 
defined as the customer evaluation of price fairness and acceptability by comparing the actual charged price of a product 
or service to the reference price, which is the competitor’s price or the price that they previously paid8,40,46. Customer 
perception of price fairness is something that customer perceived rather than an objective offering by sellers.47 Perceived 
price fairness in the service sectors has been playing an important role in customer behavior intentions.40,45,48 The 
benefits of generating a favorable customer perception of price reasonableness include improving advantage differentia-
tion of businesses and ultimately excel in a competitive environment.49

Involvement
Involvement has been widely recognized in the services marketing literature for its important role in order to predict 
individual attitudes and behaviors.50 Involvement refers to the degree of customer practice, interest, and engagement in 
products or services.51,52 As involvement increases, positive behavioral intentions are likely to follow.52,53 The positive 
correlation between involvement and behavioral intention is found in the previous studies conducted in settings, such as 
shopping, sports, and cruises.52–56, For example, Lai and Chen52 explored the positive association between the perceived 
service quality, perceived value, satisfaction, involvement, and the behavioral intentions of public transit passengers. 
Biswas et al55 tested the relationship between sport involvement, satisfaction, and revisit intentions. Chua et al53 

examined the involvement of first-time and repeat cruise passengers and its impact on their cognitive, affective, and 
behavioral responses. Biswas et al54 tested involvement as the mediator between destination attributes and the satisfac-
tion of tourists.
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Repurchase Intentions
Repurchase intentions indicate the customer post-consumption action, which has been related to customer loyalty.60 

Repurchase intentions are characterized as the process of customers’ desire to return by purchasing the goods, products, 
or services from the same provider, such as the store or destination, which are based on their past experiences with the 
provider.49 Continuance purchase intention is defined as the probability that customers will purchase the same products, 
services, or brands in the future.57 Factors and how they influence individual’s repurchase intentions in the tourism and 
hospitality settings23,54,58 as well as in the food-related businesses17,59 have been prevalently examined in the extant 
literature.

Relationships Among Study Variables
It is commonly accepted that a customer’s perception of quality could influence post-consumption behaviors19,60. In the 
existing hospitality studies, the role of perceived quality in order to explain customer behavior has received considerable 
attention.40,42,45,51,56,57,61 For example, in the context of restaurants, Kim et al23 demonstrated significant links among 
perceived food healthiness, perceived value, satisfaction, and revisit intentions. Han and Hyun58 tested the model of 
international medical tourists’ intentions, and the results confirmed that the customer perception of quality, satisfaction, 
and trust have a significant effect on their revisit intentions. Han and Hyun58 confirmed the relative influence of quality 
on tourists’ intentions to revisit art museums. Konuk40 found that perceived price fairness, perceived value, and 
perceived quality are positively associated. Jeaheng et al51 showed that Muslim tourists’ perceived price and revisit 
intentions could be heightened by increasing the perceived quality of halal food offerings.

Customer involvement is an important factor in the customer decision-making process.62 The previous studies 
confirmed that high involvement could contribute to favorable behavioral intentions.51,53,62,63 For example, Lai and 
Chen52 showed that involvement was an important mediator in order to predict the link between public transport service 
quality, which includes safety, facility cleanliness, and staff handling, and passenger behavioral intentions. Brown et al55 

found involvement in sports and place attachment had a direct influence on revisit intentions to an Olympics city. Chua 
et al53 reported that involvement played an important role in order to shape cruise passenger loyalty. Based on the 
empirical studies explained above, this study posited that perceived reasonable price, involvement in Thai street food, 
and repurchase intentions are the functions of the perceived Thai street food quality, so the following hypotheses were 
developed, which are listed below.

Hypothesis 1: The perceived quality of Thai street food will lead to an increase in the perceived reasonable price of Thai 
street food.

Hypothesis 2: The perceived reasonable price of Thai street food will lead to an increase in international tourists’ 
involvement in Thai street food.

Hypothesis 3: International tourists’ involvement in Thai street food will lead to an increase in repurchase intentions for 
Thai street food.

Moderating Role of Cultural Difference (Eastern and Western)
The role of culture should not be neglected in order to understand customer behavior. Culture is an acquired knowledge 
that people use to interpret experiences and generate social behavior.64 Culture can affect human knowledge, values, 
attitudes, ways of thinking, and behavior. From a business perspective, culture can affect the strategic marketing in 
business management.65 In this study, western culture refers to the culture of European countries, the United States, and 
countries that are deep-rooted in English culture. On the other hand, eastern culture includes people living in Southeast 
Asia, East Asia, and the Indian subcontinent. It has been suggested that culture could predominantly explain the 
differences in tourist’s knowledge, attitudes, motivations, and actions.66 Hofstede’s cultural framework, which captures 
individualism/ collectivism, uncertainty avoidance, power distance, masculinity/ femininity, and long-term orientation/ 
short-term orientation has been widely utilized in order to understand cultural differences. Liu and McClure67 found that 
the different cultures of customers possessed different complaint patterns. Sivadas68 reported that Asian countries are 
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mostly high on collectivism, and western countries are mostly high on individualism, which is consistent with common 
beliefs. Ladhari69 highlighted the significant impact of culture on a customer evaluation of service quality. Zhang et al70 

showed that eastern consumers have a higher loyalty level than western consumers. Oh et al71 indicated that culture 
considerably affected the way that Americans and Koreans perceive their service experience in the context of coffee-
house chains. Given the significant influence of cultural difference, it is important to consider its impact on the 
international tourist behavior. In particular, cultural difference is posited to influence the way international tourists 
who visit Thailand perceive the Thai street food quality and its subsequent outcomes. As a result, the following 
hypotheses are postulated.

Hypothesis 4a: The magnitude of the relationship between the perceived quality of Thai street food and the perceived 
reasonable price of Thai street food is significantly different between western and eastern cultures.

Hypothesis 4b: The magnitude of the relationship between the perceived reasonable price of Thai street food and 
involvement in Thai street food is significantly different between western and eastern cultures.

Hypothesis 4c: The magnitude of the relationship between involvement in Thai street food and repurchase intentions for 
Thai street food is significantly different between western and eastern cultures.

Hypothesis 4d: The magnitude of the relationship between the perceived quality of Thai street food and repurchase 
intentions for Thai street food is significantly different between western and eastern cultures.

Taking these hypotheses in conjunction, Figure 1 presents the conceptual model that depicts the relationships between 
the perceived quality of Thai street food, the perceived reasonable price of Thai street food, involvement in Thai street 
food, and repurchase intentions for Thai street food along with the moderating role of the cultural difference.

Methodology
Measurement of the Study
A self-administrated questionnaire was systematically created for this research. All the constructs of the study variables 
were measured using multiple items on a seven-point Likert’s scale, which ranged (1) extremely disagree to (7) extremely 
agree. The measurement for multi-dimensional perceived street food quality was retrieved from the existing food-related 

Perceived 
reasonable 

price of Thai 
street food

Involvement 
in Thai street 

food

Repurchase 
intention for 
Thai street 

food
Hypothesis1 Hypothesis2 Hypothesis3

Hypothesis4a Hypothesis4b Hypothesis4c

Perceived 
quality of 
Thai street 

food

Cultural difference 
(Eastern vs. Western)

Q2: Health 
and safety of 

food 

Q3: Food 
sensory 
appeal

Q4: Staff 
service 

Q5: Physical 
environment

Q1: Cultural 
experience

Q6: Meal 
menu

Figure 1 The proposed research framework.
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and local food consumption studies, which was modified to fit to the context of this study.8,19–21,42 The physical 
environment of Thai street food was measured using five items, which included overall, Thai street food provides a good 
atmosphere). Thai street food staff service was measured using six items, which included Thai street food staff is friendly. 
The health and safety of Thai street food was measured using five items, which included Thai street food provides fresh 
foods, ingredients, and recipes. Thai street food sensory appeal was measured using four items, which included Thai street 
food smells good. The meal menu for Thai street food was measured using four items, which included Thai street food 
offers various menu items. The cultural experience of Thai street food was measured using eight items, which included 
experiencing Thai street food gives an opportunity to increase new knowledge about Thailand cultures. The perceived 
reasonable price of Thai street food was measured using four items that are based on the studies of Han and Ryu22, Jang 
et al18, Choe and Kim8, and Han48, which included Thai street food offers value for the money you pay. Involvement in Thai 
street food was measured using five items that are based on Yao55, and Biswas et al54, which included I feel a strong sense of 
belonging to Thai street food. Three items were used to measure repurchase intentions that are adapted from Ryu and Han42, 
Ryu et al43, and Han and Hyun58, which included I will continue eating Thai street food the next time I visit Thailand.

The study questionnaire was initially created in the English language. It was then translated into the Chinese, Korean, 
and Japanese languages using a back translation method. In addition to English, the three other languages the survey was 
translated to are broadly used by international tourists who visit Thailand. The survey questionnaire draft was reviewed 
and validated by two academic professionals. The reviewers’ feedback included strengthening the screening questions in 
order to ensure that the appropriate participants were recruited for this survey and adding some pictures of Thai street 
food to increase the clarity of what street food in Thailand is. After improving the questionnaire, it was sent to a total of 
20 participants who had experienced Thai street food in order to make sure that the questions could be understood from 
a tourist standpoint. No major changes were made to the survey questionnaire following the pilot study.

Data Collection
The empirical data was collected from international tourists who had experienced street food in Thailand. The survey was 
conducted at the popular tourist attraction sites in Thailand, which included shopping streets, floating markets, and street 
food sites, such as Bangkok’s Chinatown Yaowarat, Banglamphu, Khaosan Road, Taling Chan Floating Market, 
Asiatique The Riverfront, Old Phuket Town, and Nakha Market. A non-probability convenience sampling was used of 
this study, it has been commonly used in many hospitality and marketing scholars as independent random sampling by 
selected the sample populations that were promptly and agreeable to answering the survey. In addition, the data collection 
lasted over a four-week period between January 2019 and February 2019. This study used a non-probability convenience 
sampling technique, which the researcher and the team distributed the questionnaires to international tourists who were 
willing to answer the survey questions.

Data Analysis
The raw data was organized in Microsoft Excel before transferring it to IBM SPSS Statistics 23.0 and AMOS version 
24.0. During the first stage, the questionnaires with missing values, outliers, and unclear responses are eliminated. 
Accordingly, a total of 28 cases were deleted due to incomplete responses, which accounted for up to 20% of the 
responses. Moreover, a total of 25, variables with missing values that equate to less than 5% were replaced with the 
median for ordinal scales and the mean for continuous scales. After the data cleaning, 380 valid cases were employed for 
this study. According to Kline72 recommended, a minimum sample size of 200 was accepted for analysis. Therefore, our 
sample size of 380 was considered suitable.

The results of this study were analyzed according to Anderson and Gerbing's73 two-step approach analysis, which 
involved a confirmatory factor analysis (CFA) and structural equation modeling (SEM). First, a confirmatory factor analysis 
with the maximum likelihood estimation approach was performed. The reliability and validity analyses of the identified 
constructs were conducted. Second, the structural equation modeling is performed with a maximum likelihood estimation 
used to test the research hypotheses. Next, the second-order (Higher-order) construct as a common concept that represented 
the relationships between reflective of formative of the models was applied to test the multidimensional constructs in this 
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research. Moreover, a bootstrapping technique with 2000 samples was applied for the mediation analysis and structural 
model. Finally, a metric invariance analysis was used to determine the group difference in the structural model.2,74

Result
Profiles of the Sample
Among the 380, respondents, all the survey respondents had Thai street food consumption experience. About 41.8% 
[n=159] had experience Thai Street food two to five times, 28.4% (n=108) had experienced it six to ten times, 21.6% 
(n=82) had experienced Thai street food once, and 8.2% (n=31) had experiencing Thai street food more than ten times. 
About 39.2% (n=149) had consumed Thai street food in the past one to three day(s) prior to this survey, which was 
closely followed by 32.9% (n=125) had consumed Thai street food on the day this survey was conducted, 12.9% (n=49) 
had consumed Thai street food in the past four to seven days, 12.9% (n=49) indicated one to two week(s) ago, and 2.1% 
(n=8) indicated more than two weeks ago.

The respondents consisted of 50.5% (n=192) female and 49.5% (n=188) male international tourists. The respon-
dents came from 45 countries, which Asian countries accounted for 52.6% (n=200), and European countries, the 
United States, and other western countries accounted for 47.4% (n=180). The average mean age of the respondents 
was 27 years (std. deviation=6.627 SD), which ranged from 16 to 70 years old. Approximately 53.9% (n=205) of the 
respondents were college graduates, which was followed by 16.8% (n=64) who had a graduate degree, 14.5% (n=55) 
were high school graduates, 12.1% (n=46) had finished some college, and 2.6% (n=10) had less than a high school 
education. About 36.6% (n=139) of the respondents worked in the business sectors, which was followed by 25.5% 
(n=97) who were students, 12.9% (n=49) were professionals, 6.1% (n=23) were government employees, 3.9% (n=15) 
worked in education, 3.4% (n=15) worked in the agricultural sector, one respondent was a retiree, and 11.3% (n=43) 
reported other types of occupation. Around 24.7% (n=94) indicated that they had an annual income between US$ 
55,000 and 69,999, 22.6% (n=86) had an income between US$ 25,000 and 39,999, 21.6% (n=82) had an income under 
US$ 24,999, 17.4% (n=66) had an income between US$ 40,000 and 54,999, 11.6% (n=44) had an income between US 
$ 70,000 and 84,999, and 2.1% (n=8) reported an income that was over US$ 85,000. The majority of the respondents, 
which was 68.9% (n=262), reported that the primary purpose of visiting Thailand was for a holiday. In addition, 11.3% 
(n=43) were in Thailand to visit friends/relatives, 6.1% (n=23) were traveling for work purposes, 2.9% (n=11) visited 
Thailand for shopping, 3.4% (n=13) traveled to Thailand for medical tourism, 2.9% (n=11) visited Thailand for spa 
and wellness tourism, and 2.1% (n=8) visited Thailand for sports and other purposes. The sample profiles are presented 
in Table 1.

Table 1 Sample Characteristics

Variables Category Data Distribution

Frequency Percentage

Thai street food experience while traveling Once 82 21.6

2–5 times 159 41.8

6–10 times 108 28.4
More than 10 times 31 8.2

The latest consumption experience of Thai street food Today 125 32.9

1–3 days ago 149 39.2
4–7 days ago 49 12.9

1–2 weeks ago 49 12.9

More than 2 weeks 8 2.1
Gender Male 188 49.5

Female 192 50.5

(Continued)
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Confirmatory Factor Analysis
The details of the confirmatory factor analysis are summarized in Tables 2 and 3. The conceptual model satisfactorily fit 
the data (χ2=1809.935, df=848, χ2/df=2.134, p<0.001, RMSEA=0.055, CFI=0.908, NFI=0.841, and IFI=0.909). The 
composite reliability was tested according to Fornell and Larcke’s75 suggested cut-off value of 0.70. The results indicated 
that all the reliability values ranged between 0.910 and 0.844, which confirmed that each study construct was reliable. 
The average variance extracted (AVE) values for all the constructs ranged between 0.505 and 0.717, which were all 
higher than the cut-off value of 0.50.76 The AVE values also exceeded the squared correlations between the study 
constructs. Hence, the discriminant validity of the measures was supported. Next, Harman’s one-factor test was 
conducted in order to scrutinize the existence of a common method bias in this survey.77 The results showed that 
a total of 28.86% of the variance was explained by a single factor of all the observed variables, which was lower than the 
threshold of 50%.78 Hence, this implies that a common method bias is not a concerning issue in this study. Furthermore, 
the normality was assessed using the skewness and kurtosis values. The skewness values ranged between −1.173 and 
0.264 (std. error=0.125), and the kurtosis values ranged between −0.744 and 1.828 (std. error=0.250). In addition, the 
normality results suggested that the data was free from a normality issue considering that the values all occurred within 
the acceptable range of −2.00 to + 2.00.76,79

Table 1 (Continued). 

Variables Category Data Distribution

Frequency Percentage

Age Mean (Std. deviation) 27.00 (6.627)

Country Eastern 200 52.6
Western 180 47.4

Education level Less than high school degree 10 2.6

High school degree 55 14.5
Some college 46 12.1

College graduate 205 53.9

Graduate degree 64 16.8
Occupation type Business 139 36.6

Professional work 49 12.9

Government 23 6.1
Education 15 3.9

Agricultural 13 3.4

Student 97 25.5
Retired 1 0.3

Other 43 11.3

Income level Under $24,999 82 21.6
$25,000 – $39,999 86 22.6

$40,000 – $54,999 66 17.4

$55,000 - $ 69,999 94 24.7
$70,000 – $84,999 44 11.6

Over 85,000 8 2.1

Travel purpose Holiday 262 68.9
Visiting friends/relatives 43 11.3

Business 23 6.1

Conference/convention 10 2.6
Sport 4 1.1

Shopping 11 2.9

Spa and wellness tourism 8 2.1
Medical tourism 13 3.4

Other 6 1.6
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Table 2 The Confirmatory Factor Analysis Results

Factors Composite 
Reliability

Average 
Variance 
Extracted

Factor 
Loadings

Skewness Kurtosis

Cultural experience of Thai street food 0.891 0.505

Experiencing Thai street food offers unique Thai traditions. 0.627 −0.280 −0.092
Experiencing Thai street food gives an opportunity to increase new 

knowledge of Thailand cultures.

0.702 −0.533 0.309

Experiencing Thai street food helps me understand local people’s 
lifestyle.

0.793 −0.324 −0.263

Experiencing Thai street food makes me seek things that I do not 

usually see.

0.719 −0.266 −0.253

Experiencing Thai street food enables me to learn what Thai food/ 

local food tastes like.

0.736 −0.505 −0.010

Experiencing Thai street food allows me to discover something 

unique.

0.738 −0.296 −0.020

Tasting Thai street food served by local people in its original place 
offers a unique opportunity to understand local cultures.

0.692 −0.439 0.258

Tasting Thai street food in a traditional way is a special experience. 0.667 −0.412 −0.307

Health and safety of Thai street food 0.849 0.533
Thai street food provides fresh foods, ingredients, and recipes. 0.599 0.210 −0.219

Thai street food provides nutrient-rich foods, ingredients, and 

recipes.

0.637 0.264 −0.594

Thai street food provides cleanness of foods, ingredients, and recipes. 0.796 −0.230 −0.086

Thai street food is good for health (eg, many Thai herbs and a variety 

of nutrients).

0.819 −0.346 −0.172

Thai street food is safe to eat. 0.773 −0.233 −0.237

Thai street food sensory appeal 0.872 0.630

Thai street food has appealing flavors. 0.772 −0.113 −0.504
Thai street food smells good. 0.788 −0.521 0.508

Thai street food is tasty. 0.847 −0.381 0.039

Thai street food has a pleasant texture. 0.765 −0.353 −0.328
Thai street food staff service 0.885 0.564

Thai street food staff is friendly. 0.809 −0.398 −0.085

Thai street food staff is helpful. 0.845 −0.333 −0.200
Thai staff is willing to go the extra mile. 0.805 −0.541 0.298

The staff is pleased to serve Thai street food. 0.689 −0.321 −0.330

Thai street food staff is kind. 0.702 −0.334 −0.274
Thai street food staff is courteous. 0.631 −0.335 −0.563

Physical environment of Thai street food 0.844 0.523

Thai street food area is neat and clean. 0.687 −0.697 0.049
Thai street food has easy accessibility. 0.641 −0.525 −0.081

Thai street food provides information for service time. 0.862 −0.658 0.220

Thai street food has a pleasant and comfortable atmosphere. 0.758 −0.545 0.180
Overall, Thai street food provides a good atmosphere. 0.642 −0.399 0.120

Meal menu of Thai street food 0.857 0.602

Thai street food offers various menu items. 0.770 −0.292 −0.197
Thai street food provides a healthy choice menu. 0.866 −0.242 −0.249

Thai street food offers an ethnic and local cuisine experience. 0.770 −0.342 −0.244

Thai street food offers a takeaway service menu. 0.686 −0.315 −0.391
Perceived reasonable price of Thai street food 0.910 0.717

Thai street food is reasonably priced. 0.836 −0.112 −0.653

Thai street food offers value for my money. 0.911 −0.069 −0.673

(Continued)
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Structural Equation Modeling
The results of structural equation modeling showed an appropriate fit of the structural model to the data (χ2=2227.522, 
df=886, χ2/df=2.514, p<0.001, RMSEA=0.060, CFI=0.871, IFI=0.872). The modification indices suggested that by 
adding additional paths, the strength of the model has improved. The modified model was found to be more statistically 
robust than the proposal model (χ2=1980.303, df=881, χ2/df=2.248, p<0.001, RMSEA=0.057, CFI=0.895, IFI=0.895). 
The comparison between proposed model and modified model was Δχ2=247.219, (Δ df=5), p<0.01 as showed in Table 4.

The results of the hypothesis testing are depicted in Table 5 and Figure 2. Hypothesis 1 was tested and supported that 
the quality of Thai street food had a significant positive influence on perceived reasonable price of Thai street food 
(β=0.548, t=7.385, and p<0.001). The finding for Hypothesis 2 indicated that perceived reasonable price of Thai street 
food had a significant negative influence on involvement in Thai street food (β=−.132, t=−2.009, and p<0.05). Next, 

Table 2 (Continued). 

Factors Composite 
Reliability

Average 
Variance 
Extracted

Factor 
Loadings

Skewness Kurtosis

Thai street food charge is appropriate. 0.852 −0.115 −0.744

Thai street food is inexpensive. 0.783 −0.434 0.066

Involvement in Thai street food 0.891 0.625
I feel Thai street food is a part of me. 0.792 −0.676 1.361

I identify strongly with Thai street food. 0.862 −0.620 0.565

Experience with Thai street food says a lot about who I am. 0.884 −0.897 1.457
I am very attached to Thai street food. 0.760 −1.034 1.574

I feel a strong sense of belonging to Thai street food. 0.628 −1.173 1.828

Repurchase intention for Thai street food 0.872 0.695
I will continue eating Thai street food when I travel next. 0.787 −0.207 −0.284

I will make an effort to eating Thai street food in the future. 0.883 −0.234 −0.509

I am willing to experiencing eating Thai street food in the next time. 0.828 −476 −0.243

Table 3 Correlations Among Variables

1 2 3 4 5 6 7 8 9

1. Cultural experience of Thai street food 1.000

2. Health and safety of Thai street food 0.374a 

(0.139)b
1.000

3. Thai street food sensory appeal 0.497 (0.247) 0.674 

(0.454)

1.000

4. Thai street food staff service 0.430 (0.184) 0.401 

(0.160)

0.466 

(0.217)

1.000

5. Physical environment of Thai street food 0.497 (0.247) 0.453 

(0.205)

0.321 

(0.103)

0.488 

(0.238)

1.000

6. Meal menu of Thai street food 0.510 (0.260) 0.585 

(0.342)

0.519 

(0.269)

0.546 

(0.298)

0.506 

(0.256)

1.000

7. Involvement in Thai street food 0.378 (0.142) 0.378 

(0.142)

0.238 

(0.056)

0.309 

(0.095)

0.483 

(0.233)

0.300 

(0.090)

1.000

8. Perceived reasonable price of Thai street 

food

0.419 (0.175) 0.324 

(0.104)

0.486 

(0.236)

0.358 

(0.128)

0.212 

(0.044)

0.414 

(0.171)

0.124 

(0.015)

1.000

9. Repurchase intention for Thai street food 0.510 (0.260) 0.310 

(0.096)

0.525 

(0.275)

0.378 

(0.142)

0.227 

(0.051)

0.405 

(0.164)

0.350 

(0.122)

0.570 

(0.324)

1.000

Mean 5.736 5.115 5.605 5.626 5.596 5.472 5.463 5.462 5.675

Std. deviation 0.669 0.841 0.821 0.781 0.765 0.817 0.896 0.896 0.822

Notes: Goodness-of-fit statistics for the measurement model: χ2=1809.935, df=848, χ2 / df=2.134, p < 0.001, RMSEA=0.055, CFI=0.908, IFI=0.909 NFI=0.841, and 
TLI=0.897. aCorrelations between variables are below the diagonal. bSquared correlations between variables are within parentheses.
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Hypothesis 3 was tested and indicated that involvement in Thai street food had a significant positive influence on 
repurchase intention for Thai street food (β=0.190, t=3.392, and p<0.001). Additional paths were tested and indicated that 
perceived quality of Thai street food was positively and significantly related to involvement in Thai street food (β=0.539, 
t=6.245, and p<0.001) and repurchase intention for Thai street food (β=0.257, t=6.222, and p<0.001). Perceived 
reasonable price of Thai street food also positively and significantly predicted repurchase intention for Thai street 
food (β=0.389, t=3.411, and p<0.001).

Next, the indirect impact of the study variables was tested by using a bootstrapping technique. The results indicated 
that perceived quality of Thai street food did not have a significant indirect influence on involvement in Thai street food 
(statistics=0.164 and p>0.05). Next, the indirect path of perceived reasonable price of Thai street food on repurchase 
intention for Thai street food was not significantly related (statistics=0.574 and p>0.05). However, the indirect path of 
perceived quality of Thai street food on repurchase intention for Thai street food was significantly related (statistics= 
−.021 and p<0.05). As shown in Table 5, the explained variation was 30.1% for perceived reasonable price of Thai street 
food, 22.9% for involvement in Thai street food, and 43.3% for repurchase intention for Thai street food.

Invariance Model
In order to test the moderating effect of cross-cultural difference, which involves Hypothesis 4a to Hypothesis 4c, 
a metric invariance assessment was conducted. The details are provided in Table 6 and Figure 3. First, the sample was 
split into two groups, which included Eastern Culture (n=200) and Western Culture (n=180). The model adequately fit the 
data (goodness-of-fit statistics: χ2/df=1.736 χ2=3059.067, df=2404, p<0.001, RMSEA=0.044, CFI=0.878, and 

Table 4 Fit Indices of Models

Goodness-of-Fit Indices Proposal Model Modified Model

Chi-square (X2) 2227.522 1980.303
Degrees of freedom (df) 886 881

X2/df 2.514 2.248

Comparative fit index (CFI) 0.871 0.895
Incremental fit index (IFI) 0.872 0.895

Root mean square error of approximation (RMSEA) 0.060 0.057

Variance explained (R2):
Perceived reasonable price of Thai street food 0.311 0.301

Involvement in Thai street food 0.042 0.229
Repurchase intention for Thai street food 0.148 0.443

Note: Chi-square difference test between the proposed model and modified model Δχ2 = 247.219 (Δ df =5), p < 0.01.

Table 5 Results of the Structural Equation Modeling

Standardized Estimates t-Values Hypothesis Results

H1: Perceived quality of Thai street food ➔ Perceive reasonable price of Thai street food 0.548 7.385*** Supported

H2: Perceive reasonable price of Thai street food ➔ Involvement in Thai street food −0.132 −2.009* Supported

H3: Involvement in Thai street food ➔ Repurchase intention for Thai street food 0.190 3.392*** Supported

Additional paths:

Perceived quality of Thai street food ➔ Involvement in Thai street food 0.539 6.245***

Perceived quality of Thai street food ➔ Repurchase intention for Thai street food 0.257 6.222***

Perceive reasonable price of Thai street food ➔ Repurchase intention for Thai street food 0.389 3.411***

Variance explained: Indirect impact:

R2 (perceived price) = 0.301 Perceived street food quality ➔ Perceived price ➔ Involvement = −0.164

R2 (involvement) = 0.229 Perceived street food quality ➔ Involvement ➔ Repurchase intention = 0.574

R2 (repurchase intention) = 0.433 Perceived price ➔ Involvement ➔ Repurchase intention = −0.021*

Notes: Goodness-of-fit statistics: χ2 = 1980.303, df = 881, χ2 / df = 2.248, p < 0.001, RMSEA = 0.057, CFI = 0.895, IFI = 0.895. *p < 0.05, ***p < 0.001.
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IFI=0.879). Next, the structural invariance of the baseline model was compared to the nested models between Eastern 
Culture and Western Culture are shown in Table 7. The chi-square test revealed that the link from perceived quality of 
Thai street food to perceived reasonable price of Thai street food was statistically significant across the groups (Δχ2=(1) 
=4.562 and p<0.05). The link from perceived reasonable price of Thai street food to involvement in Thai street food 
(Δχ2=(1)=.263 and, p>0.05) was not statistically significant across the groups. The link from involvement in Thai street 
food to repurchase intention for Thai street food (Δχ2=(1)=1.855 and p>0.05) was not statistically significant across the 
groups. The additional path illustrating the connection between perceived quality of Thai street food and repurchase 
intention for Thai street food was also not significant across groups (Δχ2=(1)=.683 and p>0.05). In summary, the 
moderating test results found that the influence of perceived quality of Thai street food on perceived reasonable price 
of Thai street food was evaluated differently between eastern and western tourists.

Discussion and Implications
Even though there is a substantial amount of research on food tourism and local food consumption in Asian 
tourist destinations, a limited number of studies have determined the role of street food quality in their post- 
consumption decision making. This research contributed to the body of knowledge by identifying how the 
perceived quality of Thai street food could lead repurchase intentions from an international tourist perspective. 
The elements of Thai street food quality, which consisted of the cultural experience, health and safety of the food, 
food sensory appeal, staff service, physical environment, and the meal menus were identified in this study. This 

Table 6 Results of the Measurement Invariance Model for Eastern Group (n=200) and Western Group 
(n=180)

Models X2 df Δχ2 Full-Metric Invariance

Non-restricted model 3303.707 1732 (42) = 2.733, p > 0.01 (insignificant) Supported
Full-metric invariance 3300.974 1774

Other goodness-of-fit indices of the non-restricted model: RMSEA = 0.049, CFI =0.852, IFI = 0.854

Other goodness-of-fit indices of the full-restricted model: RMSEA = 0.048, CFI = 0.855, IFI = 0.857

Involvement 
in Thai street 

food

Repurchase 
intention for 
Thai street 

food

Quality of 
Thai street 

food

Perceived 
reasonable 

price of Thai 
street food

Q2: Health 
and safety of 

food 

Q3: Food 
sensory 
appeal

Q4: Staff 
service

Q5: Physical 
environment

Q1: Cultural 
experience

.650***

.711***.725***

.767***

.669***

Q6: Meal 
menu

.743***
.548*** -.132*

.190***

.389**

.257**

.539***

Figure 2 Structural model modification (n=380). 
Notes: Goodness-of-fit statistics: χ2=1980.303, df=881, χ2/df=2.248, p<0.001, RMSEA=0.057, CFI=0.895, IFI=0.895. *p < 0.05. **p < 0.01. ***p < 0.001.
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study tested the effect of perceived quality of Thai street food on perceived reasonable prices as well as 
involvement in Thai street food. The effect of tourist involvement in Thai street food on repurchase intentions 
was also determined. Lastly, the moderating impact of cross-culture on the structural paths was investigated.

The results of the hypothesis testing found that when tourists perceive the quality of Thai street food to be high, it 
could affect their perception of street food price reasonableness. Furthermore, the perceived reasonable price was found 
to be a driver of international tourist involvement with Thai street food. The involvement of tourists in Thai street food 
would then greatly increase their intentions to repurchase Thai street food. The empirical results concur with the notion 
that the quality elements could positively determine the customer’s post-consumption behavior in the context of food 
studies.40,42,45,51,56,57,61 This suggests that street food quality should be viewed as a critical tool in order to achieve 
sustainable gastronomy tourism.

Table 7 Results of the Structural Invariance Model for Eastern and Western Groups

Paths Eastern Group (n = 200) Western Group (n = 180) Baseline Model  

(Freely Estimated)

Nested Model  

(Constrained to be Equal)
Coefficients t-Values Coefficients t-Values

H4a: Perceived street food quality ➔ Perceived price 0.646 5.347*** 0.479 4.894*** X2 (1762) = 3059.067 X2 (1763) = 3063.629a

H4b: Perceived price ➔ Involvement −0.098 −0.940 −0.159 −1.792 X2 (1762) = 3059.067 X2 (1763) = 3059.330b

H4c: Involvement ➔ Repurchase intention 0.290 3.390* 0.156 2.046* X2 (1762) = 3059.067 X2 (1763) = 3060.922c

Additional path: 

Perceived street food quality ➔ Repurchase intention

0.609 4.238*** 0.495 4.442*** X2 (1762) = 3059.067 X2 (1763) = 3059.150d

Chi-square difference test:

a Δχ2 = (1) = 4.562, p < 0.05 (supported)

b Δχ2 = (1) = 0.263, p > 0.05 (not supported)

c Δχ2 = (1) = 1.855, p > 0.05 (not supported)

d Δχ2= (1) = 0.683, p > 0.05 (not supported)

Notes: Goodness-of-fit statistics: χ2 = 3059.067, df = 1762, χ2 / df = 1.736, p < 0.001, RMSEA = 0.044, CFI = 0.878, IFI = 0.879. *p < 0.05, ***p < 0.001.

Perceived 
reasonable 

price of Thai 
street food

Involvement 
in Thai street 

food

Repurchase 
intention for 
Thai street 

food

Quality of 
Thai street 

food

Q2: Health 
and safety of 

food 

Q3: Food 
Sensory 
Appeal

Q4: Staff 
service

Q5: Physical 
environment

Q1: Cultural 
experience

Cultural difference 
(Eastern VS Western)

Q6: Meal 
menu

E = .646***
W=.479***

E = -.098
W= -.159

E = .290*
W=.156*

E = .609***
W=.495***

Figure 3 Structural model with invariant analysis results (n=380). 
Notes: Goodness-of-fit statistics: χ2=3059.067, df=1762, χ2/df=1.736, p<0.001, RMSEA=0.044, CFI=0.878, IFI=0.879. *p < 0.05, ***p < 0.001.
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Additionally, the results showed that international tourists’ perceived reasonable price of Thai street food positively 
affected their intention to repurchase Thai street food, which was based on the modification paths in the modified model. 
This confirms the view that one of the keys in order to retain customers is to create a reasonable price 
perception.40,45,48,49 The findings of this study also found the direct impact of the perceived Thai street food quality 
on the tourists’ involvement and repurchase intentions for Thai street food. Moreover, the metric invariance test of 
Western and Eastern cultures reported one significant path existed in the relationship between the perceived street food 
quality and the perceived reasonable price. The magnitude of the relationship was found to be significantly stronger for 
Eastern tourists than Western tourists. In international business, Brouthers80 noted that providing superior product 
strategies was more effective in order to attract Asian consumers than US consumers. Cross-culture is seen as 
a valuable role in order to predict how people from different cultural backgrounds think.

This study offers some practical implications for the government and street food operators as well as the stalls or 
hawkers. This study informed that the tourists would seek the quality of the food image of the destination. Accordingly, 
the national government and regulatory bodies should recognize and get involved in assisting the street food businesses 
to improve the quality of street food and its image as well as constantly promoting Thailand as a gastronomy tourism 
destination. In this regard, the government should create a policy to control and support the standards of street food 
quality by concentrating on the quality measures, which include cultural experience, health and safety of the food, food 
sensory appeal, staff service, physical environment, and the meal menus. The elements of street food quality should be 
managed in an integrated manner and taken as fundamental tools when positioning Thailand a globally competitive 
gastronomy tourism destination. In addition to this, considering the importance role of perceived price, the government 
should actively regulate street food prices, which form a part of the Thai street food image.

From the street food operator’s perspective, they should keep improving the business by elevating the level of the 
street food quality. The tourist expectations of the street food quality should be met in order to increase their repurchase 
intentions. As more and more international tourists are increasingly seeking authentic cultural experience while traveling, 
street food is a commercial product as well as seen as an image that portrays the local culture. Thus, the locals should 
keenly take quality into consideration when planning a street food business. Price is another important issue that 
international tourists use to evaluate their street food experience, because they would compare the price paid against 
the quality received. The street food operators in Thailand should strive to excel in order to meet the international 
tourists’ demand by taking the point mentioned above in conjunction.

This study has several limitations that warrant future investigations, which is similar to many previous studies. First, 
this current study only assessed six street food quality elements. The elements are fundamentally sufficient in order to 
capture the street food quality, but the future studies may extend the quality dimensions that have been overlooked in this 
study. Second, the data was collected from international tourists in Bangkok and Phuket from Thailand. The future 
studies may consider collecting data from other tourist destinations in Thailand that are well-known for street food, such 
as Chiang Mai, Krabi, and Pattaya. In addition, the studies on tourist behavior that concern local street food in other 
Asian countries, such as Malaysia, Singapore, Vietnam, South Korea, and Taiwan will be an interesting future research 
avenue. Third, the future studies are suggested to expand the conceptual model of this study in order to increase its 
robustness and comprehensiveness in order to understand the tourist decision-making in regards to the local street food.
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