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Abstract
This research aims to study strategic management guidelines for enhancing the potential of
traditional Thai desserts in the international market. The study focuses on integrating traditional cultural
values with innovation in products, marketing, local wisdom, and modern management concepts. This

study employed a documentary research methodology.
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The findings reveal that the key strategies for the successful elevation of traditional Thai desserts to the
global market consist of four main pillars: (1) Product Development: enhancing quality, safety, and shelf-
life extension while preserving Thai identity and meeting international standards; (2) Branding and
Packaging: creating brands and packaging that effectively communicate cultural storytelling to foreign
consumers; (3) Marketing Strategy: leveraging digital marketing and distribution channels appropriate for
target markets, as well as adapting marketing tactics to align with international consumer behavior; and (4)
Strategic Alliances: building cooperation between the public sector, private sector, and local communities

as a crucial mechanism to support the sustainable growth of traditional Thai dessert businesses.

In conclusion, systematic strategic management that(aligns with the global context is ‘a, vital factor in
elevating value, increasing competitiveness,©0and (efisuring success in internatiohal “expansion. This
ultimately leads to sustainable income geReration,and the*global promotion of Thai Soft Power.

Keywords: international markety Busingss, stratesy, Traditional Thai desserts.) local wisdom.
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