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ABSTRACT

This research aimed to 1) analyze and categorize the opinions of foreign tourists on
Michelin-starred Thai restaurants by distinguishing between positive and negative feedbacks and
2) examine these opinions in relation to the six dimensions of restaurant and dining service
quality. The data were collected from 177 opinions on Trip Advisor which were reviewed by
foreign tourists on the latest Michelin-starred Thai restaurants and then analyzed by content and
descriptive analysis (percentage and frequency).

The findings revealed that 1) the top three positive aspects according to foreign tourists
were the taste of the food, its presentation, and staff service. The top three negative aspects
were taste that may not appeal to all or was inconsistent, subpar staff service, and high prices.
2) Regarding service quality dimensions, most comments (both positive and negative) were
primarily related to trust in food taste, followed by such aspects as prompt service, staff
politeness, friendliness, and attentiveness. This research could be utilized by government
agencies and business operators to enhance the quality of restaurant services and promote
Thailand's Gastronomy tourism.

Keywords: Thai Restaurants; Michelin Star; Gastronomy Tourism
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1. 5@/ 73 (42.00) “Food was so good and special”
AMNINYDIDINNT “Excellent food and special meal”
(Food Taste & “This is their signature dish, very delicious, must
Quality) try”

“The ingredients were great too”

“The food and ingredients were outstanding”

“All dishes were very tasty”

“The desserts were also excellent”

“We had the assorted dessert which is very good”

“The taste sensation was great”

2. ANTINNTB 44 (25.00) “Great food and beautiful presentation”
DNI/NUINVD “Dessert is beautifully presented”

971%17 (Food “The presentation of the mains and array of
Presentation/ dishes was great”

Appearance) “Each of the food items was a work of art”
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3. MSUSNISVY 29 (16.00) “Services were great, they will explain each meal
winau presented (the ingredients and how the flavor
(Service and Staff) would be)”
“Very friendly staff explaining every dish in
details”
“Staff were attentive and friendly”
“The cook came twice just to ask how the food
was”
“It was nice to have a rotation of servers and the
chef come to explain each dish”
4. yssgnne/ 21 (12.00) “Environment is clean and cozy”.
ANNLIAABY “Ambience was relaxing and comfortable”
(Restaurant “Great ambience”
Atmosphere/ “The restaurant is hygiene and well-decorated”
Environment)
5. WIYDIMT 10 (5.00) “There are a lot of Thai dishes with interesting
(Menu) dishes in the menu”
“The new menu is absolutely perfect, more
creative, more refined”
“There is a variety of Thai traditional dish, and
astounding”
“This restaurant has special wine selection”
334 177 (100.00)

AT 1 NUNANNDVBIANUAALTIULTIUINTTBAITUTL (Positive Opinions /Feedback)

YostinviedfirrnAndneswemsineflasuseiaivduans lneUssinuninisnandwiniian

lu Trip Advisor 5 8uAuwsn laun 1) Sa¥1ReIM1T/AMAINYBI8IMT 2) MIRI1Y8981M1T 3) N3

TuSMsvesminay 4) UsTeMA/anTNLInaeN Lay 5) Wyem1s auawy
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f20819ANUA AL ULT SUINTS DAY UTUA 1UTEVIR 11T 18U “Food was so good and

special”, “This is their signature dish, very delicious, must try” Iusumzﬁl ﬁf’léﬁluﬁuuﬁmmiﬁ’]mua
DIMIT/NUINIVDIBDINT LU “Great food and beautiful presentation”, “The presentation of the
mains and array of dishes was great” @195UAUTLLTIUINA BIRUNITUS NTHATNTNIY 191
“Services were great, they will explain each meal presented (the ingredients and how the flavor
would be)”, “Staff were attentive and friendly” uenainiutinvieafisadislimuruiuemsingd
IAsus1eTadivduansuaIuussennIe 1y “Beautiful setting and seats are set to allow privacy”,
“Environment is clean and cozy” 599 9 LY BN L% U “There are a lot of Thai dishes with

interesting dishes in the menu

d' a & a Aoy aAY Yo U a a s
BTN 2 V’n']llﬂ@lLViuleNa‘U‘VlllG]@i']u@']ﬁ']ilmﬂmlﬂs‘U3']\‘]’361]?]@”?19]'13

mmﬁmﬁu@aau mmﬁ (%@8@3) ﬁ?@ﬂ?ﬁ“ﬁ@ﬂ’ﬂm
1. SAUIRDINNT 35 (33.00) “I was disappointed with the dish as it did not live up
(Taste of Food) to the expectation of Michelin restaurant”

“None of the main dishes were up to standard and
served with overcooked rice slapped on to your plate”
“Disappointing, food good but not excellent as you

would expect. Some of the sauces were excellent,
some not balanced and some too much spicy”

“Food, Tom yum was so badly balanced is was
inedible”

“The omelette lacked flavour”

“Disappointing food quality. Watery orange curry,

tasteless minced pork, extremely soggy pad thai”

2. AMSAUSN5UDY 29 (27.00) “Slow drinks service”
WHNIUY “Service wasn't good enough”
(Service and Staff) “The service was a little slow”

“Food was not served in an order of the menu”
“Service: maitre d was arrogant and not welcoming”
“Waiter staff gave poor recommendations of the

menu”
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3. 37A1 (Price) 22 (21.00) “The prices are very expensive, only one time for
experience”
“Food price is so over rated”
“Not value for money, the price is high”

“Overrated and not worth the wait”

4. Us81Nel 14 (13.00) “The restaurant was too cold”
(Restaurant “Ambience was cold, the place was so quiet, not even
Atmosphere) a background music”

“A bit old restaurant, like sitting in a neglected

outhouse”
5. ?ﬁﬁﬁuaﬂmm 7 (6.00) “It's not luxurious, our table had a slight wobble, and
drnan (Facilities) the chairs aren't the most comfortable”

“I think for the price of the restaurant, | had expected
there to be linen cloths, or be a bit more elegant”

“There is limited parking if you come by car”

594 107 (100.00)

(] a J

M99 2 WUTIAIUD VDIAUAALAULT AU ANALABUNRS 8AI150ILT 98U (Negative

'
aada |1 4

Opinions/Feedback) vasdnviaaiisrvsnandnineiuemsinedldSusisTaivduans el s
FodunninUsuiuanuAniudauniesiansaidauty fSeuiuauiy (mnud) lundn min
Wisuiisuiumdurifidefuemnsinedldsumstalivauans lnsanuAaiudsavaunsoasuld
5 Uszidiu Wun 1) savfionns 2) nsliudnisvesmiineu 3) s1a 4) Ussennid way 5) 3e1uisany
azAIN ANAINU

A9E1IANNARTAUT I UNIDAINTALTIAU AUTERDIMNT LU “I was disappointed with
the dish as it did not live up to the expectation of Michelin restaurant”luaaizd #1un15U5AN3
WU “Slow drinks service”, “Food was not served in an order of the menu” @%SUAIUIIAN LU

“Oonly one time for experience”, “Not value for money, the price is high” wuananUuLNaLNY?

geliAlsalTeaulud1uusIeIna wazdo1ulsmNdzaln WU “Ambience was cold, the place
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was so quiet, not even a background music, “It's not luxurious, our table had a slight wobble,
and the chairs aren't the most comfortable”

Asun1sedl 3 wazansedt 4 Wunisiieseienudaiuduinuazidsauesinvieadien
3126199717 Tagihund ealostuifguninnisuinisvesgsfeduems/dnaiang ienisiily

Useyndlduseleviiaznsimununimnmsuinisesiuemsinenlasusisiaiivduanisdely

AN3197 3 AUARIUEIUIN (FTuw) Audinuninnisusnisiiieades

g 1IAUARLIILTIUIN fRAMNINNTUINSTNEITRS
1. SEUIH/AUNINDINT - Assurance
“Food was so good and special” (trust in food taste & quality)

“This is their signature dish, very delicious, must try”
“The fried rice was great and the prawn was big and delicious”

“The food and ingredients were outstanding”

2. MIIAINLTIIONNIT/UINIUDIDINTT - Food appearance
“Great food and beautiful presentation”
“Dessert is beautifully presented”

“The presentation of the mains and array of dishes was great”

3. MSIUSNISVRINTINIU - Reliability (knowledgeable
“Very friendly staff explaining every dish in details” staff)

“Staff were attentive and friendly” - Assurance (friendly staff)
“Service was great” - Empathy (attentive staff)

“Warm greeting staff”

“The cook came twice just to ask how the food was”
“Attentive service”

“It was nice to have a rotation of servers and the chef come to

explain each dish”

4. USI81NA/AATNLINA DY - Tangible
“Beautiful setting and seats are set to allow privacy” - Assurance
“Environment is clean and cozy”. (hygiene/cleanliness)

“Ambience was relaxing and comfortable”

“The restaurant is hygiene and well-decorated”
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Fog19AUARLAILTIUIN fRAMAIMNTUINISTNEITDY

5. 1Y9INT - Empathy (understanding
“A menu contains variety of Thai dishes with illustration and ~ customers)

description in Both Thai and English”

“There are a lot of Thai dishes with interesting dishes in the

menu”

“This restaurant has special wine selection”

NAINA 3 WUNANUAATIUEIUIN (A1TuTy) WiaeulesiulRnaunINITUINISYeIgINa

1Y

F1UBIMNT/ARNIAIT HANITITENUIN AT UBUYDIUNYBUNEAABITUTAVIADINIT/AUNINEINT A2

[y

WNetaatuifnuninnisusmsiumuanuteiulusarfomisuasAnnImemIs (trust in food taste

& quality) namAstnvisuigINNMIUD NIV T IneTlasuTsTalvauanis asiinuAInnis

v a A

g9lu5099095891A 0 M 5N 9T DELAT DM THAMANANTR TR AUA Famnemisndnvieaiedlasy
Usgnuli Wuluauiiawesnanisly dnvisaiinnaziansannuniiudauinmsemduraieaiu

33%758’]%73LL63@€UQ?W@7W’13

A v a

yonanvutinviefisadifianuaanian g uninnvesemsuien1saninesesemisi
Uh§uusgmuagtinadestuiAnunimnisuinislusiu food presentation $1usmnslnedléfussia
Twduantd Shavdannadesemnsiiiudsemuilidnveaiierldmausluussduididusuaumn
Wiy uenmieanaumentsvesinrend srlud essaufvesemisudd Ynveaiisadadiaig
manisluiosnsiiusmsvemiineuegsdioanTnvesi e msilasunstaivduans eaziietos
AulifinunImNIsuINIIVateau taun reliability, assurance, empathy nandedietnvendisanld
Uimsvesiuemsiivauams dnvieaiivinazamaniviminauaisiituseviifsaduiiesems

Y a

waziATasRungluiurenues wazaunsnesuieieingAuns ediunaunanlaningnAtaeuaiy

q

'
aaa =

(knowledgeable staff) 'i’mf?ﬂm'ﬁmﬂiﬁl’lmiﬁ’mv}éauﬁamngmﬁmLLﬁiﬂamaam’Jm (courteous &
friendly staff) wazniauguatorlaldandndusgaiviaidilatisniudenisvesgna (attentive staff)
Midlethrioaiisnunsuussmueimsuds nuldsunsusmsiinanndnaudnazuanauAnudiu
viamduraienfuusediusananoanu

é’m%’uﬁaﬂmmwmiﬁmﬂuéﬁé’uﬁaiﬂ%lﬁ'm%’aﬁué’m tangible wag assurance (hygiene &
cleanliness) nanfeilesansimemsvesiueisingseiaiviuans axlisangeninfuems

Usetaniagnnu vlndnvieanigiiainunianiagusosusseinia N1sanueimseanInkIndouves
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sruugueuniievesuewnsdneddiiurlulssiumaineauens
dwiulidquamuinsadugavieidnveniganiants 91nuan1533ufe empathy
(understanding customers) Tuflimnedainvioniieaturuinduomsinesictalivauans oaalsrs
memiﬁqumlmmmzmmé’mqw muﬁﬂul,m%mmsﬁgﬂmwLLamwﬁmwmmmﬂﬁLm
Tnvieadieryimiffiensliinesuuseniuemisineunney wares niunIn1ve901M5oud s

& o = o o a4 A = % Y Y 1%
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a o

AN 4 PUAATUEAUYetinYieuTieIw AT UNRAMAINAITUSNSIUEIMS

fegemuAniugay JRAMAINAITUINITNLNE VRS

1. SAUIRDINNT - Assurance (trust or confidence in food
“I was disappointed with the dish as it did not  taste)

live up to the expectation of Michelin - Empathy (understanding customers)
restaurant”

“None of the main dishes were up to standard

and served with overcooked rice slapped on to

your plate”

“Some dishes were too spicy. They could do

less spicy for some of us”.

2. MTUINIT - Responsiveness

“Slow drinks service” - Assurance (friendly staff)
“The service was a little slow” - Reliability

“Service: maitre d was arrogant and not - Empathy

welcoming”

“Waiter staff gave poor recommendations of

the menu”
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fegemuAniugay JRAMAINAITUINITNLNE VRS

3. Us381N"A - Tangible
“I'd say the atmosphere could be better. It is

drop dead quiet”

“The restaurant was too cold”

“Ambience was cold, the place was so quiet,

not even a background music”

4. FSnBALETIIN - Tangible
“It's not luxurious, our table had a slight

wobble, and the chairs aren't the most

comfortable”

“I think for the price of the restaurant, | had

expected there to be linen cloths, or be a bit

more elegant”

“There is limited parking if you come by car”

o o a o a a o a 6

NI917 4 wuieuAaiudeay (feul Addeu Aiansa) iedeulostulifnunn
M5UIN5YRagIAI WM/ ARmAs namTIdnudn AdvivieAiannsaidsauveinvioniieis
souemisivedildsussTadivduans susuusnifordestumnudetulusavifvesems (trust or
confidence in food taste) karn15U398111511 58910 9NUINGNA1 (empathy in understanding
customer needs) Tiinan1s3dems1eR ¢ dnlvalazaztouinandsinanluudslumsned 3 ndnie
fnvieadierfiumueimsvesiuemsinedlasuseiaiviuans axfinnuaanisgduizossinag
Tnelamzegnebs Gessamniems samnomsiidnveadioaldsuusemuldifu lddulumufinues
mandsld (not my expectations) videsawAomislaigniinuesautes (not my flavor) tnviesflefiaz
wanIAUAAIUEaU Eefdsaldvauiefusamivetesesnun faandluansed 4 egalsA
b, msLuJamamﬁ%’aiuﬂisLﬁuifmﬂLmda%’azﬁanﬁaqﬁﬁlmqﬁmmsmmmmmﬁmﬁuﬁ DY19LYU
Trip Advisor AasiitefisseTs ilesanadmindedinsaifauvesinveadfiviusazauiefusawd

amstuduenaiinnuandes (bias) vioanvagiounnainanuiandruyneale
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(assurance of friendly staff) A2113 AIINAINITAVBINU NI (reliability) wazA1uLT1lagnan
(empathy) etimnnsliusnsvesmdnauliasmuanuaaniaesinveniien dnvieaiienfions
wansffisuniadinsaidavludostindesnu venantdunanisidedmuin ffamnmns
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19 9 981919 Trip Advisor Tumqmqﬁ’wﬂ’mmmaﬁmﬁw%aﬂmmwmaqmmﬁhiLﬂulﬂmmﬁmmaq
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https://www.emerald.com/insight/search?q=Young%20Namkung
https://www.emerald.com/insight/search?q=SooCheong%20(Shawn)%20Jang
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(taste of Thai food) Fefisamuazananduendnuailimiiouemsvidy fufu wihenunassi
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tnyviouiigadendliddury uninaueidugaudmviegauisvesnsioniisndaomis (strength or
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Thai food & culture) mﬁ%ﬁuaﬁﬁﬁ&@uﬂiﬁl (attractive presentation)
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