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Abstract 
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Title:   Consumer attitudes toward Quick Service Restaurants in Thailand: 

   The study of influencing factors affecting purchase making decision 

Authors:  Miss Pattaraporn Jiranyakul  

   Miss Chitraporn Yoksvad 

Tutor:   Johan Grinbergs 

Problem statement: “What is the driving force or the reason behind the fast food  

   consumption of the Thai consumers?”   

Purpose:  The purpose of this paper is to “investigate Thai consumer attitude  

   toward Quick Service Restaurant (QSR) on Thai consumer choice and 

   the most important marketing factor.” 

Method:  This paper has applied for the quantitative method with questionnaires 

   survey. The hypothesis testing has been formulating in analyzing the 

   most important factors towards Thai consumers attitudes as well as the 

   marketing mix elements. The information of this paper is collected  

   from the data of Malardalen University database. 

 

Conclusion:  Age and income in term of demographic variable are considered to be 

   the most significant factors of Thai consumer choice on fast food  

   consumption. Place element of the marketing mix has come to be the 

   major factor among Thai consumers followed by product, price, and 

   promotion respectively. 

Keywords:  Quick Service Restaurant, Consumer Behavior, Culture,   

   Demographics, and Marketing Mix (4‟Ps) 
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1. INTRODUCTION 

 In the world of food industry, food consumption behavior has changed among people 

all over the world. Fast food consumption is considered to be one type of food industry which 

has a big impact on culture of eating (Seubsman et al., 2009, p. 1). Nowadays, the U.S. quick 

service restaurants industry is currently widespread around the world. Since fast food is one 

of the most obvious examples of globalization, ideal, technologies, product and people move 

from place to another. Fast food retailers such as, McDonald‟s, Burger King, Pizza Hut are 

the big dominators of fast food industry. Increasing amount of fast food stores have helped to 

shape people lifestyle especially young. Moreover, quick service restaurant industry also 

adapts their product to the cultural context (National Geographic, 1999, p. 272). However, 

this study has examined the Thai consumer towards fast food consumption. The aim of this 

study was to test the hypothesis that fast-food consumption affects Thai consumer choice 

linked to marketing mix elements.  

Fast food restaurant is defined as “a limited menu establishment with the technique of 

producing food that is served packaged for immediate consumption. Fast food customers 

normally order at a counter and pay before eating ("Franchise direct," 2011).” According to 

the definition of Robin et al., (2008), most of them have drive-thru service, and no liquor 

sales. Quick service restaurants are also characterized as having consumer demands for foods 

served quickly and at the right temperature, accurate orders, and clean locations. According 

to the National Restaurant Association, in 2007 the quick service segment of the U.S. 

restaurant industry has accounted for one half of all commercial restaurant.  

 In the case of Thailand, there are many new retail outlets are expanding throughout 

Thailand on newly introduced product. Major international fast foods are expanding rapidly 

in Thailand ("Thailand country profile," 2011). Moreover, in Thailand, the Thai fast food 

consumption has experienced the increasing trend due the economic growth in Thailand in 

the early 1980s. 
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Figure 1: THE REAL GDP OF THAILAND 

Source: Penn World data base 

From the economic boom as shown in the figure1, it creates higher level of 

competition within the society, working class especially the white collars have absolutely less 

time and reluctant to go out and order the well-prepared food in the restaurants; as a result 

they finally need the quick service restaurant services. Nowadays, quick service restaurant 

has the largest percentage growth among Thai restaurant industry ("Provincial commerce 

operation center," 2009). According to PCOC
1
 has stated that the proportion of quick service 

restaurant has accounted for 20% market share of all restaurant industry in Thailand. Almost 

90% of outlets are franchises quick service restaurant.  

 

 

Figure 2: QUICK SERVICE RESTAURANT MARKET SHARE IN THAILAND 

Source: Self-Illustration 

 

Nowadays, according to PCOC Thailand experiences the growing trend in the fast 

food business; the exact number of the fast food retailer is still unknown but possibly more 

than 1000 stores throughout the Kingdom. According to multiple sources of data, we could 

                                           
1
 PCOC (Provincial commerce operation center) has been set up set up under the Ministry of 

Commerce of Thailand.  
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find out that 90 % of fast food restaurants are being franchising; where 40 % of which are 

mostly emphasized on chicken lovers, the rest  are being hamburger, pizza, ice cream, and 

others, which occupy the market share of 20%, 15%, 10% and 15% respectively. 

Since the quick service restaurant industry has been growing up, the main factor 

which stay behind the success in Thai consumer choice are related with the demographic 

factors and the marketing factors.  

One of the driving forces behind the growth of the quick service restaurant in 

Thailand is the change in consumer‟s preference and taste toward the western society. The 

most influenced group of consumer is believed to be ranging from middle schools‟ teenagers 

to first jobber employees. Most studies have focused on Bangkok, possibly because this has 

been the entry point of fast food penetration in Thailand. In Bangkok, there are lots of quick 

service restaurants which most of them are from the U.S. quick service restaurant chains. 

(Seubsman et al., 2009, p. 2-6). 

However, entering of quick service restaurant or fast food chains is quite different 

from the U.S. consumer behavior. According to Solomon (1999), purchasing behavior can be 

defined as the process involved when individuals or groups select, purchase, use or dispose of 

products, services, ideas or experiences to satisfy needs and desires (p.5). So studying the 

consumer demographic variables such as, age, gender, and income can help to understand 

consumer behavior in quick service restaurant industry. Moreover, according to Kotler and 

Armstrong, (2010), in order to find the best marketing strategy for the quick service 

restaurant industry, as marketer should integrated the marketing mix which is considered one 

of the major concepts in modern marketing (p.72). Thus, the main reason why Thai 

consumers and foreign consumer are different with each other in order to consume quick 

service meal will be clarified in this study.  

1.1 Keywords definition 

 Quick Service Restaurant (QSR) is known as fast food restaurants which defined as 

food services establishments having limited service and menu. Fast food have been 

defined by Bender (1995) as a “general term used for a limited menu of foods that 

lend themselves to production-line techniques; suppliers tend to specialize in products 

such as hamburgers, pizzas, chicken, or sandwiches. Also, according to Data 

Monitor‟s (2005) is defined fast food as the sale of food and drinks for immediate 

consumption either on the premises or designated eating areas for consumption 

elsewhere. 
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 Consumer Behavior is about understanding the customer needs and wants which is 

considered one of the major underpinning constructs of the marketing concept (Evans 

et al. 2009, p.3-4). Referring to Evan et al., have cited that satisfying customer needs 

can lead to make a competitive advantage in increasingly crowded marketplace (p. 5).  

 Culture is the entire social heritage of human race according to Ghauri and Cateora, 

(2010) has stated that culture includes every part of life. Culture is dynamic in nature. 

A characteristic of human culture is that change happens; people habits, tastes, styles, 

and values which are not constant (p.86-93). 

 Demographic is considered the important tool for marketer. According to Evan et al., 

(2009) have stated that demographic variables include age, gender, income, and social 

grade in explaining consumer behavior since consumer behavior differs with 

demographic variables for example, different  role of male and female are occurred in 

different culture. (p. 188). In order to target the consumer, marketer should realized 

that consumer in different age, gender or income have different characteristic. Thus, 

studying consumer behavior via demographic variables can be the crucial elements to 

measure the consumer preferences.  

1.2 Problem statement 

Nowadays, according to National Geographic, (1999) has stated the competency in 

quick service restaurant business has dramatically increased due to the globalization (p. 269). 

In the business battle, each company has tried to maximize its market share which the 

effective marketing plan is necessary for company to survive in intense competing business.  

Also, Seubsman et al., (2009) has cited since fast food chains have dominated in 

Thailand in the early 1980s, the fast food has a big impact to Thai consumer especially 

teenagers and  adolescents (p. 1). Consequently, the main factors which are behind the impact 

of changing Thai consumer behaviors are related with the demographic variables such as, 

age, gender or income. According to Kara et al., (1995) has made the argument that 

consumer‟s behavior in consuming fast food have a significant relationship with the age. 

Different in age ranges have different behavior in consuming fast food restaurant. Referring 

to Marsh, Fanning, & Stiegert, (2003) argued that income is considered as one factor 

influence on Thai people fast food consumption. The effect of income is statistically 

significant toward fast food consumption. Moreover, according to Kotler and Armstrong, 

(2010) has stated the marketing mix which is the company for their consumer to influence the 
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demand for their product (p. 76). Thus, the marketing factors also related to the Thai people 

consuming fast food.  

From the argument above, the role of quick service restaurant has changed overtime 

leading to the different in marketing response. In order to create marketing plan that fit with 

Thai consumer‟ need in quick service restaurant industry, understanding the consumer 

choices is considered the crucial part for developing the marketing strategy.  

 Thus, from this aspect as mentioned above can lead to the problem statement that 

“What is the driving force or the reason behind the fast food consumption of the Thai 

consumer?”  We aim to find the best solution in order to answer our problem statement. 

1.3 Purpose 

The purpose of this paper is to “investigate Thai consumer attitude toward Quick 

Service Restaurant (QSR) on Thai consumer choice and the most important marketing 

factor.” The paper also explores the most influential factor through consumer demographic 

which includes age, gender, income and level of education. Also, the marketing mix which 

has impact on consumer‟s making the decision on quick service meal. From this aspect, this 

can create the strategic positioning for the quick service restaurant or fast food industry.  

1.4 Research questions 

1.4.1 Main research question 

“What is the major factor influencing consumer purchased quick service meals?” 

1.4.2 Sub-research question 

1. How do the demographic variables affect the consumer choices?   

2. What is the most influencing element in the marketing mix toward purchase 

decision making? 

1.5 Target audience 

 The target audience of the research is aimed for the scholar who would like to study 

or do a research in the related field. Further study can suit them in order to learn from our 

study and understand the relationship between fast food consumption and Thai consumer 

attitude. Moreover, this research can benefit to fast food marketers who can develop the 

marketing plan in order to maintain their position in the market. 
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2. LITERATURE REVIEW 

According to Fisher (2010), has cited the chapter of literature relevant to the topic is 

reviewed, the purpose of literature review is to take a broader perspective and remove the 

need to rediscover knowledge that has already been reported (p.92-93). Thus, we have 

selected the critical literature review focusing on the relevant to our topic. We have selected 

the literature from various reliable sources such as, Google scholar, Emerald, Econpaper and 

etc. there are including online journal, book, and research to be the references. Moreover, the 

literature mapping was created in the figure below to illustrate our concept of literature 

selecting 

 

Figure 3: MAPPING OF LITERATURE 

Source: Self-Illustration 

 The dual forces of globalization and modernization are causing rapid worldwide 

changes in food suppliers, food consumption behavior, and population health according to 

Seubsman et al., (2009) have cited, they made an argument that Western-style fast foods are 

considered the major impact for children and adolescents (p.1). Also, Western-Style fast food 

consumption has increasingly come to play a par in Thai food culture since Thailand‟s 

expenditure on such food increased by 40% in the period of 1999-2005 (Seubsman et al., 

2009, p. 2). Referring to Mintier, 1995 has stated that fried chicken and French fries become 

fashionable in the land of rice and noodles. There were the American fast food chains 

expanding rapidly since early 1980. Moreover, the main reason was caused from Thai people 

did not have time to cook and commute since Bangkok‟s rapid development and lack of time. 

Literature 
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Moreover, since the street food are considered less important due to air pollution from traffic 

jam. As a result, the fast food or quick service meal has come to dominate instead (p. 274).  

2.1 Determinant of demographic approach 

The demographic variables have significant relationship to consumer behavior in 

consuming quick service meal or fast food and household expenditure on fast food. Some of 

the significant variables are age, gender, income, education level, and etc.  

According to Özcelik et al., (2007) has cited that gender has different preferences in 

consuming fast food. For both male and female, they are likely to preferred Western style or 

the U.S. style of fast food meal which is hamburgers and followed by French fries and 

chicken burger. They also stated that most females preferred “salad” as their meal which is 

significantly higher than those of male while most males are preferred “Big Mac”. Also 

Morse, & Driskell, (2009) has provided an argument about the relationship between gender 

and fast food eating consumption. They have cited that gender has impact on fast food 

consumption which has the same idea as Özcelik et al., (2007). Morse, & Driskell, (2009) has 

provided the reason given by the example of student eating fast food restaurant which are 

given by gender. They found that more men than women eating at fast food restaurant 

because they are inexpensive and economical. Moreover, they have studied that the reason of 

choosing fast food restaurant due to limited time is not significant on gender variables.  

However, Fanning et al., (2005) has provided the other variable which influence on 

fast food consumption. They have stated that age is considered one of the most significant 

variables. The age and fast food consumption has relationship with each other. Once people 

are getting older, they will less consume fast food. The statement of Fanning is similar to the 

statement of Özcelik et al., (2007) which has provided the statement that the demographic 

characteristic of consumer according to their study focusing on age has shown the largest 

amount of age groups are the age of 18-22 years old which are the teenagers (42%) while the 

others are adults. Referring to Seubsman et al., (2009) has presented that the mean age of 

consumers are 16.81 years old which is considered as the teenager who consume fast food 

while Keelan et al., (2006) has stated age also significant on fast food consuming due to their 

research that the 15- 24 year old age group are the biggest consumer of fast food product. (p. 

8). 

Beside that according to Jason et al., (2004) has provided the argument that income 

should take into account as one factor effect consumer choice. They presented that fast food 

restaurants are associated with low income people. There are more statement from Fanning et 

al., (2005) present that there is a relationship between income and fast food consumption. 
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Thus, income can be one major impact on consumer choice. However, there is some 

argument about fast food industry that fast food is considered as inferior good
2
 in western 

countries (Chetuphon, 2009). Thus, although people income is increasing but it does not 

mean that the demand in fast food will be high. From this aspect Thai people are also 

different from western people.  

Not only age, gender, and income are significant effect to fast food consumption but 

also education factor also be taken into account according to Keelan et al., (2006) stated that 

a higher level of education significantly increased the participation in full service meal rather 

than fast food restaurant. Referring to Seubsman et al., (2009) have found that people whose 

parents are more highly educated are likely less consume fast food due to a higher level of 

health risks of eating fast food.  

2.2 Determinant of psychographic approach 

Not only consumer demographics which influence on consuming fast food but also 

psychographic of consumer also related since Seubsman et al., (2009) have studied the 

relationship between psychosocial factors and increased fast food consumption by stating that 

lifestyles and social events also impact on people fast food consuming (p. 4).  

According to Sonya et al., (2007) has presented about the reference group which in 

they referred to the family impact. Since fast food is also marketed directly to adults which 

both for themselves and for treating their children. Fast food can attract busy parents. 

Consequently, fast food marketing can reach children through their parents since fast food 

marketers consider parents a core consumer since parent influence their children‟s eating 

habits through the food that food they purchase. Moreover, Seubsman et al., (2009) has 

studied for the psychographic of consumer and they have found out that psychographic factor 

could be linked to increased consumption of fast food. Lifestyles can significant effect on fast 

food due to modern as well as social events in fast food restaurant. 

In addition, Morse, & Driskell, (2009) has presented the same idea of Sonya et al., 

(2007) that the opinion of men and women are different. From their study, there are a 

significantly larger percentage of college men than women indicated that eating fast food due 

to the reason of inexpensive while women. 

From the review of the literature as mention above, we will continue our work based 

on the literatures which are related to our area of studying. The literature will be provided 

                                           
2
 Inferior good is a product for which demand goes down as income goes up for example, 

rice, potatoes and instant noodles are other examples of inferior goods ("Investing answers," 

2011). 
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more on the thesis paper since we have considered that our paper should be covered more 

information apart from the literature as shown above.  

2.3 Attitude toward eating out and Western food 

 One way for people to relieve themselves from hunger is to find food either cooking 

by them or dinning out. Quick service restaurant is now a popular choice of eating place 

among food restaurants around the world. Study about attitude toward eating out 

consumption, and fast food consumption will enable us to better understand and have wider 

view in our research field.  

 Referring to Cheol Park (2007), Korean researcher has studied value of eating out and 

fast food consumption in Korea. According to his study, he brings up two eating out value, 

hedonic value and utilitarian value. Hedonic value is quite emotional value which relates to 

mood and feel but utilitarian value is quite reasonably value which focuses on functional 

values such as convenient, economy and fullness. In addition, he tries to find out attitude of 

hedonic persons and utilitarian persons toward fast food by asking them how much the 

magnitude of restaurant attributes (price, location, food taste, cleanliness, service, and 

quickness, and mood, variance of menu, reputation, promotional incentive, facilities and 

image) that they concern. The result shows that hedonic persons focus on every restaurant 

attributes except price but utilitarian persons give priority to price, rapid service and 

promotional incentive (Park, 2007). However, this study is not high reliable because his 

chosen sample is not balance in gender male and female. His sample consists of 76 male and 

202 female respondents which mean that collected data mainly rely on female opinion. 

Moreover, the questions in his questionnaire that ask about consumer eating out value 

in order to classify people into hedonic type and utilitarian type are not effective for example 

the question that used to specify utilitarian value only asking about economical value and the 

convenient of eating out which is not enough to categorize people. It would be better if he 

add more questions about functional value of food as a food (satisfy their hunger). 

 On the ground of our study, the crossed culture is relevant to our interesting area. 

Therefore literatures about attitude of eastern culture toward western food benefits us for 

analyzing Thai‟s attitude toward quick service restaurant which is one of western culture. 

According to Curtis et al., (2007) has shown that Chinese especially in higher income level, 

female gender, household with children and younger adult has favorable attitude toward 

western food taste and more likely to consume western-style processed potato product where 

as single person, female, higher income level and household exist of children think that 

western foods are equally healthy or healthier than traditional Chinese foods. They also 
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mentioned that price elasticity in consuming western food is not high; Chinese seems to 

consume higher priced western restaurants and products by reasons of convenience and social 

status (Curtis, Mccluskey, & Wahl, 2007). On the other hand, Dunn et al., (2008) has studied 

beliefs about fast food in Australia. 

 The result on affective based shows that over two thirds of sample associates fast 

food to positive emotion or feeling such as enjoyment, happiness and immediate satisfaction 

but 18 percent of sample relate fast food to negative feeling such as laziness, lethargy and 

inadequacy. Besides, the result on cognitive based weighting between convenience and 

health-related issue shows that more than a half concerns negative factor about health over 

the convenience factors but the rest of population think that fast food has equal or more 

advantages than disadvantages (Dunn, Mohr, Wilson, & Wittert, 2008). As well as Dave et 

al., (2009) has mentioned that important factors influencing frequency of fast food intake are 

convenience of fast food and dislike toward cooking (Dave, An, Jeffery, & Ahluwalia, 2009).  

Moreover, Cheol Park (2007) has stated that for hedonic person fast food restaurant is not just 

the place to eat but also be a pleasant and social place for eat out and meeting (Park, 2007). 

2.4 Marketing mix in quick service restaurant industry 

 Most of quick service restaurant businesses are presented in global business field so 

that searching literature about QSR business marketing mix will help us in understanding 

overall marketing mix attributes of QSR in many countries which we can apply this 

information to our study.    

 Claudio Vignali has studied about McDonald‟s marketing mix. He shows that 

McDonald‟s develop „think global act local‟ marketing strategy. According to this strategy 

McDonald‟s control their product all over the world to be in the same standard in product 

feature, quality and quantity. They inspect all producing process even in distribution and 

supplier‟s process. However, McDonald‟s have some product adaptation in order to suit for 

local culture such as sell beer in Germany, McLaks in Norway, Teriyaki burger in Japan, etc. 

McDonald‟s have more than 24,500 restaurants in 116 countries around the world and 

continuously perform strategic expansion through various means; own operating expansion, 

joint venture and franchise (Vignali, 2001). However, Anderson Patricia M. & He Xiaohong 

(1999) have argued that there are differences in distribution strategy of fast food restaurant 

between USA and China. USA provides drive through and more parking area comparing to 

China (Anderson, & He, 1999). In price issue, On account of difference position in product 

life cycle in many countries across the world, McDonald‟s conduct different pricing strategy 

in order to maximize their market share (Vignali, 2001). Promotion, the last unit of marketing 
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mix, McDonald‟s uses local strategy in marketing communication for example using football 

player as a presenter in England, targeting children in Japan, etc. The strategy „brand globally 

advertise locally‟ are used to avoid problem in culture and other differences in each country 

(Vignali, 2001).  

Besides, Dixaon et al., (2007) has studied about effect of TV advertisements for junk 

food on children‟s attitude and preference present that in Australia, QSR business tries to 

decrease negative attitude towards fast food in aspect of health by promote marketing 

massage associating fast food with happiness feeling via TV commercial, consequently TV 

viewers perceive more positive attitude toward fast food (Dixon, Scully, White, Wakefield, & 

Crawford, 2007). As this example shows that promotion technique can change crisis to 

benefit if marketer is able to communicate properly in different environmental situation. 
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3. CONCEPTUAL FRAMEWORK 

 This section has presented the concept which use to analyze in our paper by selecting 

the relevant theory in international marketing area in order to support our analysis. The 

framework is presented as a diagram and a depiction of the variables. We will include a 

consideration of the variables in the following diagrams.  

3.1 Theoretical framework 

In order to answer our thesis question about the influencing factor of purchasing 

decision toward quick service meal in Thailand, we create cause and effect framework for 

purchase decision making behavior. Theory about attitude and marketing mix are mainly 

used for analyzing in this project. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4: THE THEORETICAL FRAMEWORK MODEL  

Source: Self-Illustration 

 From the figure 4 above has represented the cause and effect framework model which 

has shown the concept of all related theories in analyzing the problem statement of this paper. 

This diagram shows the way to reach consumer purchase decision by study about consumer‟ 

individual aspects as well as social and group aspects toward the marketing stimuli. Survey 

by questionnaire will be applied to the study in order to investigate consumer‟s perspective 

toward quick service meal purchase decision.   
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3.2 Conceptual framework 

 After conducting the survey, we try to find out relationships between independent 

variable and dependent variable as shown in figure 5 in order to answer our hypothesis and 

find the main driving force of Thai consumer‟s choice which can lead us to the answer of our 

research question. Moreover, with this diagram we can analyze deeper about consuming 

behavior and end up with demographically classify consumer behavior and attitude into 

groups. Therefore we can achieve our research purpose by following the guideline from our 

conceptual frameworks. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5: THE CONCEPTUAL FRAMEWORK MODEL 

Source: Self-Illustration 

3.3 How to apply theories 

 This section is aimed for integrating the relevant theories which related to our topic in 

order to analyze our result efficiently. The topics below have shown the linkage between the 

consumer behavior theories such as, consumer demographics and consumer psychographics 

and marketing mix element in a relationship with quick service restaurant industry. 

3.3.1 Consumer demographic approach 

 Each representative population will do the questionnaire which contains the question 

relating to the consumer demographic such as, age, gender, income, and education. 

Demographical data 

Age 

Gender 

Level education 

Income 

 

Consumer’s attitude toward marketing 

stimuli 

 Product hygiene and product variety 

issue 

 Reasonable price comparing to 

quality and quantity 

 Attractiveness of campaign 

 Effectiveness of distribution channel  

 

 
Consumer behavior 

 Consumption pattern 

 Purchase influenced person 

 

Dependent variable Independent variable 
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 According to Evans et al., (2009) has cited that consumer behavior differs with 

demographic variables. Consumer demographics are considered the important tools in order 

to better understand the consumer preferences as well as segment on the target consumer as 

well (p.154). Also, according to Kotler and Armstrong, (2010) has stated that demographic 

factors are the most popular based for segmenting customer groups since consumer needs, 

wants, and usage rates often vary closely with demographic variables (p. 218). We have to 

know for the segment demographic characteristics in order to get an access to the target 

market and reach it effectively. There are several elements in the demographic variables 

which we use in analyzing the quick service restaurant industry in Thailand.  

 First of all, consumer needs and wants have changed with age. As marketers have to 

concern for this aspect when using age segmentation. We use age variable in analyzing the 

relationship between age interval and people behavior in consuming fast food. Secondly, 

gender segmentation is dividing a market into different groups based on gender. For this 

variable, we can know that gender is significant effect to fast food consuming or not. Once 

there is significant effect, it means that gender variable is considered as the main factor 

which influence on fast food consumption. Thirdly, income is considered as one of the major 

variable to affect people consumption behavior. As we have known that price of fast food in 

Thailand is standardization, but Thai people are still consuming fast food. Thus, income 

variable is considered as key role to measure whether income level has significant effect on 

fast food consumption or not. Hence, we have realized that all the information of consumer 

demographic can provide the useful information to track for the hypothesis solution.  

3.3.2 Consumer psychographics approach 

Moreover, consumer psychographics are introduced to explain consumer behavior in 

lifestyle, personality and self-image, since we have concerned that consumer behavior also 

relate to their own perspective (Evans et al., 2009, p.190-191). Lifestyle is considered a mode 

of living as reflected consumers attitudes, interest and opinions according to Evan et al., 

(2009) has stated on the chapter of consumer psychographics. Thai people have different 

lifestyle from other Western countries or the U.S. Thus, lifestyle also impact Thai people 

consuming fast food. According to Kotler and Armstrong, (2010) has cited that people in the 

same demographic group can have different psychographic makeup (p. 220). For example, 

some quick service restaurant has launched the menu with serve their customer in different 

tastes. There are many tastes of their product such as, spicy, vegetarian, light-meal, and etc.  

Moreover, self concept theories also come to relevant which refers to the subjective 

thought and feeling that a person has about them (Evans et al., 2009, p.209).  
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3.3.3 Marketing mix 

In addition, we also bring the theories of marketing mix in order to know how the 

consumers react with these factors. According to Kotler and Armstrong, (2010) has stated the 

marketing mix consists of everything the firm can do to influence the demand for its product 

(p. 76). According to Chan (1999), has cited that fast food consumer behavior also related to 

the marketing mix which include food types eaten, restaurants, quality in term of clean and 

hygienic, advertisement, price, and location 

 Product is meant the good and services combination the company offers to the target 

market since price has played an important role in helping to accomplish company objective 

(Kotler and Armstrong, 2010, p. 76) In the fast food restaurant, the products can be 

recognized by the customer due to the design, features, brand name, and packaging. Most 

restaurants have use strong colors in attracting customer such as, MacDonald use red and 

yellow to encourage customer or KFC uses the red color as their own logo.  

For the price is the amount of money customers must pay to obtain the product. Also, 

price is the sum of all the values that customers give up in order to gain the benefits of having 

or using a product or service (Kotler and Armstrong, 2010, p. 76). The firm can set the price 

to attract the customers or to profitability retain existing ones. Applying to the quick service 

restaurant industry, Thai people are also price sensitive. But, fast food stores in Thailand have 

higher price when compared to the local food. Thus, this aspect should be included in order to 

analyze the consumer choice in fast food consumption.  

According to Kotler and Armstrong, (2010) has cited place that includes company 

activities making product available to target consumers (p. 76). Also, it is known as channel, 

distribution, or intermediary. For the fast food industry in Thailand especially in Bangkok, 

outlets can also be found in store of various large chains. The location of each fast food chain 

stores are convenient consumers who are on the go. Moreover, most fast food stores also 

have delivery service which is a consumer higher level of convenience.  

For the promotion means activities that communicate the merits of the product and 

persuade target consumers to buy it (Kotler and Armstrong, 2010, p. 76). Consumer 

promotion includes a wide range of tools from samples, coupons, refunds, premiums, and etc. 

Since most of fast food restaurants have opened in Thailand, the promotion of their product 

can attract Thai consumer effectively. The promotion of fast foods in Thailand is discount 

coupons which are the certificate giving buyers a saving when they purchased specified 

product since coupon can promote and stimulate sales of a mature brand (Kotler and 

Armstrong, 2010, p. 503).  
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From the theory present above, we can know how the representative population 

response to the quick service restaurant industry. The theory of sequential model is 

introduced in order to analyze how consumers can response to marketing activities in term of 

quick service restaurant industry. All the related theories as we mentioned above can help to 

support the quantitative method in order to answer the research question in our thesis.  
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4. METHODOLOGY 

This chapter presents practical steps which is the description of the research method 

to be used in order to find the answer to the research question. For this chapter, the 

description of the respondents, the instruments to be applied, the procedures and statistical 

treatment utilized in analyzing the data that will be gathered. Also, the reason why we have 

chosen such a process as well as the instrument will be provided in this section. 

4.1 Research process 

The research process is started with our interest on the quick service restaurant toward 

consumer perception in Thailand. We study consumer behavior phenomena on how quick 

service restaurant effect to consumer choices. The research process proceeds in a sequence of 

steps in order to form the effective process to find the solution to our study.  

The flow chart below represents the research process which illustrates the stages of 

doing our research.  

 

 

 

 

 

Figure 6: THE RESEARCH PROCESS 

Source: Self-Illustration 

4.2 Choice of topic 

According to Fisher (2010) has stated that choosing a topic is considered the 

important stage in doing the research. Choosing a topic should be one in which our own 

interest (p.33). Besides, the research topic should be broad enough in order to allow us 

accessing to enough information in relating area, yet specific enough to make the research 

scope reasonable.  

 As a result, consumer attitudes toward Quick Service Restaurants in Thailand: the 

study of influencing factors affecting purchase making decision is selected to our topic 

followed by some issues that inspire us to make the analysis on the range of quick service 

restaurant industry. First of all, we are studying the area of quick service restaurant, since we 

have considered that quick Service Restaurant in Thailand has played an important role in 

Thai consumption; there are lots of fast food chains from global company opening in 

Thailand. However, the way of Thai people consuming quick service meal is different from 

the Western style as we have stated on the background above. Thai people have different in 

lifestyle of consuming quick service restaurant especially young generations mostly consume 

fast food as a fashionable trend. Moreover, the range of Thai people age in consuming fast 
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food is also different due to various factors affecting to their age. Income is also our interest 

because income of people represents the purchasing power in consuming product. Hence, 

studying Thai consumer behavior on consuming quick service meal or fast food is considered 

as one aspect why we are interesting in this study.  

Secondly, the incentive of studying is from people culture which we are really 

interesting since the cultures of eating habits are also different from other countries as well. 

Thailand has unique culture in food consumption which is different from the U.S. or Western 

culture since Thailand has plenty of food industry. However, the quick service restaurant in 

Thailand is still existing and growing rapidly among Thai consumers. From this aspect is also 

attractive as a result, studying in the culture aspect is considered to be one of our own 

interest.   

The reason mentioned above is being a guideline to formulate our research process in 

order to make our research more organized and understandable to the reader. Thus, it could 

optimize the benefit to the latter generation.  

4.3 Research design 

Referring to Ghauri & Gronhaug (2010) is the overall plan for relating the conceptual 

research problem to relevant and practicable empirical research (p.54). Moreover, according 

to Kerlinger (1986) has stated the research design is the plan and structure of investigation to 

obtain answers to research question.  

This study entitled “Consumer attitudes toward Quick Service Restaurants in 

Thailand: the study of influencing factors affecting purchase making decision” uses 

quantitative research methods. The reason why we have chosen the quantitative method is the 

reliability in order to ensure our analysis which this method covers the statistical methods 

used to test our hypothesis regarding the relationship between each variable. Also, the 

strength of the quantitative method are often most suitable for evaluating the results since we 

are studying the consumer behavior which considered as the intangible aspects. Thus, the 

quantitative method can help us to tighten our analysis.  

The quantitative method is applied for analyze the survey since we use questionnaire 

in order to get the information from a random sample. Also, we have translated the 

questionnaire into Thai version in order to suit for the convenience of the respondents. A 

questionnaire was structured to determine the consumer attitude and behavior toward the 

quick service restaurant chain in Thailand. We will conduct the survey within the Bangkok 

city which we are considered as an appropriate region. The reason is that we have known that 

Bangkok city provides large amount of population who consume quick service meal as well 
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as there are lots of quick service restaurant surrounding Bangkok area. Also, related theories 

are used to support the implementation of quantitative result by providing the relevant 

theories to tighten the result as well.  

We have considered for the consumer behavior in response to the marketing action by 

measuring via marketing mix. Marketing mix is the set of controllable tactical marketing 

tools which includes price, place, product, and promotion. Also, the consumer characteristics 

are also included in this research since there are many levels of factors affecting the buying 

behavior of quick service meal since we have known that a buyer‟s decision also influenced 

by personal characteristics such as, buyer‟s age, occupation, income, and personality. Thus, 

we have conducted a survey in order to come up with a personal description of the answer to 

the research problem. Due to the reason of reliability as we have mentioned above about the 

quantitative method which includes statistical instrument, the hypothesis significance testing 

is chosen by our group. We can prove or disprove the relationship between variables. The 

hypothesis testing is reasonable statistical method in order to decide whether the outcome 

should be rejected or should be accepted. Then, we can scrutinize the main factor in the next 

step by using the outcomes of hypothesis testing to support and this process can ensure our 

analytical system in the right direction.  

Thus, the analysis will be in the following step by using the statistical instrument to 

test hypothesis The tests establish whether there is a relationship between the variables, or 

not. There are five elements to any statistical test which present in the figure below. 

 

 

 

 

 

 

 

Figure 7: HYPOTHESIS TESTING 

Source: Self-Illustration 
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Hypothesis testing will be supported by the theory of consumer behavior and the 

marketing mix which can tighten the results. Also, this can help to analyze the result in the 

effective way.  

4.4 Method of data collection 

According to Ghauri & Gronhaug (2010), have cited the research method of data 

collection which collect through historical review and analysis, survey, field experiments that 

can be a step by step procedure in order to gather data and analyzing them to find the answers 

to our research question (p. 104). In order to gather the right data, the data sources are 

considered an important carrier of information. Referring to Ghauri & Gronhaug  (2010), 

have the distinction of data source into two sources. The primary data are original data 

collected by the authors for the research problem at hand while the secondary data are 

information collected by others for purposes that can be different from ours (p.91).  

This section of data collection methods are introduced to apply for gathering the data 

for the study of quick service restaurant. The primary and secondary data are preferred due to 

the reliability and efficiency of the data evaluation.  

4.4.1 Primary data 

Referring to Ghauri & Gronhaug (2010) has cited that when the secondary data are 

not effective enough to answer the research questions, the primary data has been 

implemented in order to assimilate the data to be efficient to the research (p. 99). Collecting 

the primary data includes observations, experiments, and surveys (questionnaires). For 

example in the business studies, the primary data can help to know the reason about people 

attitudes, intention and buying behavior for a particular product (p. 100).  

The primary data is conducted through the questionnaire survey. The amount of 

population is mainly in Bangkok city which is suitable for doing a survey. We have gathered 

the useful information from people who have experience on fast food or familiar in this 

industry. 

There are several types of primary data which we apply for our study. First of all, 

status and state of affairs data is about the type of demographic or socio-economic nature. In 

our study, we have conducted a number of surveys for collecting the behavior of respondents 

since the questionnaire includes gender, age, and income for our achievement in focusing on 

consumer behavior (p. 100). To make it simple in each category, we have identified specific 

intervals in each group for instance, the age group which is considered one of the major 

important factors as the consumption behavior in quick service restaurant of the sample can 

be varied due to the change in age. Secondly, psychological and lifestyle data refers to 



21 | P a g e  

 

personality and behavior data which can influence individual behavior. From this aspect, we 

can analyze life style of Thai people in eating habit towards quick service restaurant.  

4.4.2 Secondary data 

 The secondary data are considered to be information collected by others for purposes 

that can be different from ours (Ghauri & Gronhaug, 2010, p. 90). The secondary data need to 

begin with the literature review according to Ghauri & Gronhaug (2010) which includes 

books, journal articles, and online data sources such as, websites of firms and catalogues (p. 

91). Moreover, the reliability of the information is checked carefully since our sources are 

purely based on the collecting sources of others.  

 For our studying, the secondary data is gathered from various sources but the websites 

which is viewed as the number one sources which become most important data sources, and 

freely available (Ghauri & Gronhaug, 2010, p. 92). Since we are the Master student of 

Malardalen University, we can access to the database provided by the university into collect 

the information. The university database has provided research papers in the relevant area of 

our study. Also, there are many links to other academic websites which provides online 

journal and academic article. Our study mostly adopted from Emerald website which 

provided many studies in the related topic of other authors. Moreover, Google Scholar 

database is preferred due to various kinds of book and journal in using for our research.   

In addition, the secondary data is come from other sources such as, the website on the internet 

such as, the CIA website, the United Nations website, and the World Trade Organization, and 

etc.   

4.5 Sample design and respondent  

This section focuses on the sample of the population and the interaction of the 

respondent. For the quantitative studies, in particular, sampling is considered the most 

important since it is known as elements which useful information will be collected.  

The sampling procedures according to Ghauri & Gronhaug (2010) have categorized 

the sampling method into two broad types which are probability and non-probability samples. 

For our sampling procedures, we have chosen the non-probability samples because it is not 

possible to make valid inferences about the population (p. 139). We have chosen a 

convenience sampling which is often known in term of accidental sample, units that we find 

convenient for our survey. The reason why we choose convenience sampling is to save time 

and cost since we decided to send the questionnaire randomly and we are interested in the 

small amount of sample sizes which are 400 people. Also, the other reason of choosing 

convenience sampling is easy to access; we can send the questionnaire online by email or by 
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online community such as, facebook, Hi5, twitter, and etc. Thus, convenience sampling 

would be easy to invite the many people to take part in our survey. Moreover, before we send 

the questionnaire, we have already chosen our target group since most people are appeared on 

the online community. So convenience sampling method seems to be suited our procedure. 

4.5.1 Target population 

The target population is from Bangkok area which the population is divided into 

several groups as shown below. 

Sample Category Percentage 

Student 46.75 

Office employed 35 

Teacher 3.25 

Owner proprietor 9.25 

Unemployed 2.5 

Other 3.25 

Total 100 

Figure 8: SAMPLE SIZE 

Source: Self-Illustration 

As we have selected 400 as our representative sample of Bangkok population out of 

6.02 million of Bangkok population ("The world factbook," 2011), but we are focusing on the 

group of teenagers since fast food is popular among Thai teenagers as mentioned in the 

literature review section. Consequently, focusing on these groups of sample is fit to our 

study. From the population of this study is adopted from the method of Taro Yamane 1973 as 

follows 

Yamane‟s formula 

  
 

       
 

Where   „n‟ is a sample size 

    „N‟ is population size 

    „e‟ is the level of precision 

 

 According to Yamane‟s formula, when the level of precision is specified to be 5% and 

however, the bias result could be happened if the number of sample is relatively small 
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compared to the number of population as whole. This problem could be limited by increasing 

the number of sample.   

4.5.2 Questionnaire design 

This section refers to the questionnaire design for recording the behavior of the 

respondents. According to Ghauri & Gronhaug (2010) have cited the survey and 

questionnaires are among the most popular in business studies, and the major types of 

questionnaires are descriptive and analytical since different surveys lead to different 

problems and issues (p.119).  

The first step in construction the research design is to specific what type of 

information is required (Ghauri & Gronhaug, 2010, p. 121). From our study, we integrated 

the knowledge from the hypothesis in order to formulate the questionnaire. Second step, we 

have considered how it is to be administered. We have chosen sending the questionnaire 

through email because this action can save cost and covering the large amount of sample. 

Thirdly, the way of how the questionnaires are to be answered should be concerned since we 

have conducted our questionnaire into closed-ended questions because this kind of questions 

can answer exactly in order to make the analysis effectively. Also, the precise wording of 

questionnaire is considered in achieving validity of survey information collected through 

asking the questions (Ghauri & Gronhaug, 2010, p. 122). The figure below is the question 

process of our own design.  

 

 

 

 

 

Figure 9: QUESTIONNAIRE DESIGN  

Source: Self-Illustration 

Our questions which present on the appendix I are formulated from our design 

followed by the steps above. The questionnaire's structure has been adapted from the Fisher 

textbook (Fisher, 2010, p. 211-219). We have selected several formats of questionnaires 

which are Dichotomous questions, multiple choice questions or checklists, and likert scales.   

For the part 1 is the question for consumer behavior towards quick service restaurant. 

In order to know the consumer response, we have to select the suitable question to fit our 

Research 
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Final version of 
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population. Moreover, these kinds of questions help us to know for the consumer eating 

pattern and can analyze consumption behavior. Part 2 is the section applying with likert 

scales in order to ask people about their opinion and attitudes. We conduct the question 

relating to the marketing factors which are known as the 4P‟s or marketing mix, the 

combination of product, price, place (distribution), and promotion. Part 3 is aimed at 

identifying the consumer demographic which is suitable information for us in making the 

analysis for the first step. The interval of income or age can be the measurement of Thai 

people in consuming quick service meal.  

4.6 Hypothesis 

According to Fisher (2010) has cited that the hypothetical –deductive approach is the 

heart of realist research. There are several steps in formulating the hypothesis as mentioned 

above. According to Johnson (1999) has stated that statistical hypothesis tests can help the 

interpretation with the correct solution. 

This section is about the hypothesis which can determine the levels of cognition 

reflected our objectives since the hypothesis have to be prepared to test the theories. The 

hypothesis below will be tested by using the data from questionnaires and based on the 

relevant theories. We mainly focus on the demographic factors which are considered as the 

independent variable which might have an influence on consumer behavior regarding quick 

service restaurant. The hypothesis can make our case much stronger and the result of testing 

will ensure our analysis.  

Hypothesis: 

 The association between demographic factor and consumer‟s purchase making 

decision in many kinds of product is usually mentioned. Quick service meal industry is our 

interesting area so that the hypothesis about consumer attitude toward quick service meal is 

created. The issues below are the four main topic of our hypothesis which is the association 

between demographic variables and the consumer behavior followed by the association 

between demographic variables and the marketing mix elements.  

 Age 

From the literature as we have mentioned above that the younger people preferred to 

consumer fast food more than people who have old ages. Thus, the expected outcome of age 

and fast food consumption is related to the frequency of consumption. Therefore, the 

hypothesis is formulated: 
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H1: There a relationship between age and fast food consumption. 

Then, since the hypothesis formulation of age and fast food consumption has been created, 

then the attitude of consumer towards marketing mix elements (4‟P) have been formulated 

following: 

H1a: There is a relationship between age and various in fast food selection. 

H1b: There is a relationship between age and price ranges. 

H1c: There is a relationship between age and delivery service. 

H1d: There is a relationship between age and frequency in discount coupon. 

 Gender 

According to the literature as mention in the previous section, gender has different 

preferences in consuming fast food thus; there is a relationship between male and female 

towards consuming fast food. Consequently, the hypothesis has been formulated: 

 H2: There is a relationship between gender and fast food consumption. 

The consumer attitude toward marketing mix elements followed the consumer  behavior in 

consuming fast food has created in the following: 

H2a: There is a relationship between gender and various in fast food selection. 

H2b: There is a relationship between gender and price ranges. 

H2c: There is a relationship between gender and delivery service. 

H2d: There is a relationship between gender and frequency in discount coupon. 

 Income 

We have critically reviewed the related literatures as shown above. Income is considered as 

one of the crucial factor influencing people to consume quick service meal. However, there is 

some author state that fast food or quick service meal in western country is mostly considered 

inferior goods but there is not really the case in Thailand.  Therefore, the following 

hypothesis is formulated: 

H3: There is a relationship between income and fast food consumption. 

Then we have to analyze income associated with the marketing mix in order to know how the 

4‟p is related to the consumer demographics variables. Hence, the hypotheses below have 

been created: 

H3a: There is a relationship between income and various in fast food selection. 

H3b: There is a relationship between income and price ranges. 

H3c: There is a relationship between income and delivery service. 

H3d: There is a relationship between income and frequency in discount coupon. 
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 Education  

Referring to the statement of some author in the section of literature review, high level of 

educated people are significantly low involvement in quick service restaurant which 

formulated in to the hypothesis in the following: 

H4: There is a relationship between education and fast food consumption. 

Then, the following hypothesis is related to the marketing mix issues which formulated in the 

following: 

H4a: There is a relationship between education and various in fast food selection. 

H4b: There is a relationship between education and price ranges. 

H4c: There is a relationship between education and delivery service. 

H4d: There is a relationship between education and frequency in discount coupon. 

From the hypotheses above, we have to use statistical hypothesis testing in order to test the 

relationship. Testing a hypothesis is formulated in the next section in chapter five in order to 

provide the outcomes in using to analyze each factor.  

4.7 Analysis and interpretation 

For this section is focusing on analysis of the data and interpretation. The data are 

collected through the questionnaire and transform them into the usable results. In the 

quantitative research, the information which gets from the participants is expressed in 

numerical form. The process of transforming completed questionnaires into useable results is 

composed of several discrete tasks including initial editing of questionnaires, coding, data 

entry, analysis, and interpretation of results and preparation of reports. In addition, this 

section will concentrate on the coding and editing of data in preparation for analysis. Later 

chapters will examine the tasks involved in the latter stages of data analysis. This section 

clarifies more on the process of analysis as well as the interpretation. According to Ghauri & 

Gronhaug (2010) has stated the step of preparation and analysis of data.  

4.7.1 Editing and coding  

 Once the field survey of has been conducted and the completed questionnaires begin 

to flow into the task of editing, coding and analyzing the results. Editing the data is aim to 

secure a quality standard for the data (Ghauri & Gronhaug, 2010, P. 150).  

 Editing is considered the process of checking the legibility and consistency of the data 

that we gather from the questionnaire in order to use the data effectively. 

 Data coding is essential part in the data analysis. The first step according to Ghauri & 

Gronhaug (2010), stated that specifying the categories or classes are required (p. 151). Data 

coding can be in the format that is able to process and analysis by the statistical instrument. 
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There is the limitation of data coding by stating that a categories. Coding each variables in 

the statistical program in order to recognize the denotation of each variable and easy to 

process during program usage.  

4.7.2 Analyzing the variables  

 According to Fisher (2010) has stated that once the data have been coded and 

prepared for processing then the following step is to examine the patterns of responses which 

are known as “univariate frequency distribution” meaning of frequency of our observation in 

each category of the variables (p. 153). Frequency can be presented into various forms such 

as, pie chart, bar chart, and histogram. 

 Then, descriptive measures should be in the next step in the following. According to 

Fisher (2010), has guided the measure of central tendency which describe a central point of 

the data. There are the mean; the median; and the mode (p. 156). For the mean which is 

considered the most important due to it is the most frequently use.  

 

X = 
         

 
   

  

 
 

where 

X is the arithmetic mean. 

    is the sum of all observations. 

N is the number of observations. 

Applying the descriptive measure to our data categories, we can measure our data 

categories such as, the mean of each demographic variable or the marketing variables which 

can be measure by using the formula above in order to strengthen our study.  

 After completed the step of descriptive measures then the measure of dispersion 

which based on mean only according to Fisher (2010). We have focus on the “standard 

deviation (SD) which refers on how far away each data points from the mean. It is useful in 

comparing the set of data which have the same mean but different range. Since the data from 

our survey have various in range among demographic variables. Thus, in order to find the 

how spread of the data, we will focus on standard deviation.  

 

SD =  
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4.7.3 Research quality  

 When conducting a research, validity of research is one important issue to be 

considered. It reflects how true of the research material. Validity consists of three types 

which are internal, external and ecological validity. Internal validity involves how reasonable 

of the evidence used in claiming cause and effect. External validity concerns whether the 

result can be used in other population or context. Lastly, ecological validity concerns the 

transferability of result in different circumstance between during the data collecting situation 

and real life situation (Fisher, 2007 p.297-299).                                        

 In this study, we aim to investigate what the factor that influence Thai consumer in 

quick service meal‟s consuming choice are. Therefore we try to build cause and affect 

relationship between consumer attitude which is demographically different and purchase 

decision making. Four hundred questionnaires about attitude toward fast food have been sent 

to Bangkok citizen via e-mail and facebook. We choose to use a large number of populations 

in order to get sufficient data to perform effective analyzing. In addition during the time data 

were collected, we always monitor the response result and try to control balancing of 

respondent personal detail in order that the non-polar data would be obtained. These things 

would support internal validity of our research. Furthermore, this study can be applied in 

other part of Thailand i.e. Phuket, Chaingmai, Pattaya. Although they are different in place 

and environment, the similarity of nature of living will provide the external validity. Finally, 

conducting questionnaire online will reduce the pressure of respondent while answer the 

questionnaire because of indirect situation and comfortable environment (in familiar place). 

As mentioned above, these things will provide ecological validity to our study.       

4.7.4 Cross tabulation 

 According to Fisher (2010), has stated the cross tabulation which is a joint frequency 

distribution of the data about two or more variables. The cross tabulation can be analyzed 

with the chi-square statistic χ
2
 in order to find the variables are statistically independent or 

not (p. 159-160).  

Χ
2
 =   

          
  

  
  

where 

   is the number of observation (in category i). 

   is the expected number of observation (in category i). 
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4.7.5 Test Hypothesis (Chi-square) 

 The chi-square test is used to investigate whether variables differ from one another. 

Due to our method is the quantitative method, comprising of one or more variable categories. 

Thus, chi-square can suit to our method in doing the hypothesis. This step is testing the 

significant between variable by using the formula above running in statistical program.  

4.7.6 Use of computers in research 

To analyze the collected data, the statistical analysis of Statistical Package for Social 

Science (SPSS) was applied. We have used the SPSS version 17.0 which can be run the 

outcome effectively. There are three steps present below about the use of SPSS program. 

Data input: Since editing our data from questionnaire, we have added the entire data 

into the program and the program will be store the data in order to ready for the analysis. 

Data analysis: This step present the computer program manages by itself after we 

have chosen the method of the analysis.  

Data presentation: This step has shown the result presenting by the SPSS program 

which show the outcome of the data input. 
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5. FINDING AND ANALYSIS  

 This section has provided an overview and detailed of the data analysis dealing with 

the methodological approach. The outcome from the questionnaire will be provided in this 

section in order to analyze the relationship of consumer attitude toward quick service 

restaurant through demographics variables as well as marketing elements.  

 The section has consisted of two main parts presenting the data from using the 

Statistical Package for Social Science (SPSS). The first part has comprised of three sections 

and data generated from the questionnaire which are considered a description of respondent‟s 

demographic profile, consumer behavior towards quick service restaurant, and consumer 

attitude towards marketing mix which includes the most important in marketing factor 

towards Thai consumer attitude. 

 The second part is the analysis in correlation of consumer demographics variable 

toward consumer behavior. This part includes the hypothesis testing which will be examined 

and the association between the marketing mix variables will be discussed.  

5.1 Empirical finding 

 From the study of Thai consumer, we have found the information on Thai consumer 

attitude, behavior, and perspective towards quick service restaurants. We have done the 

questionnaire by distributing to 500 respondents. However, 420 results are received which 

consist of 20 uncompleted questionnaires and 400 completed questionnaires. The result from 

the questionnaire was divided into three main parts in the following 

5.1.1 Demographic profile 

 In this finding, there are 400 questionnaires collected by online community. The set of 

data aim to describe demographic variables of the sample in order to assess for the next part 

of analysis. The sample has consisted of gender, age, marital status, income, occupation, 

member in a household, and level of education. In this section, the samples have 185 male 

(53.8%) and 215 female (46.3%). 

 There are five ranges in age. The age groups of 21-25 years old are considered the 

largest proportion of sample with 164 respondents (41%). The age group of 31-35 years old 

has considered the smallest amount of respondent with 66 (16.5%) as shown in the table 1. 
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Frequency Percent 

Valid 

Percent Cumulative Percent 

Valid 16-20 years old 71 17.8 17.8 17.8 

21-25 years old 164 41.0 41.0 58.8 

26-30 years old 56 14.0 14.0 72.8 

31-35 years old 43 10.8 10.8 83.5 

More than 35 years old 66 16.5 16.5 100.0 

Total 400 100.0 100.0  

 

Table 1: AGE 

Source: Self-Illustration 

In term of marital status in figure 10, 312 respondents (78%) are single while 62 respondents 

(15.5%) are married with children and 26 respondents (6.5%) with no children. 

 

Figure 10: MARITAL STATUS 

Source: Self-Illustration 

 Then, the income group has been presented in the figure 11, the group has comprised 

of four group of income. There are 73 respondents (18.25%) fall into the personal income 

group of earning less than 5,000 Baht. Besides, 169 respondents (42.25%) which is the 

highest percentage group of income fall into the personal income group of earning 5,000-

20,000 Baht followed by the lowest group of income 20,001-35,000 Baht  with 70 

respondents (17.5%) and the group with more than 35,000 Baht with 88 respondents (22%) 

respectively. 
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Figure11: INCOME GROUP 

Source: Self-Illustration 

 In terms of occupation presenting in the figure 12, there are five categories of 

occupation. Student group with 187 respondents (46.75%) have the biggest share of 

occupation while unemployed group with 10 respondents (2.50%) have the lowest share of 

occupation. 

 

 

 

 

 

 

 

 

 

 

Figure12: OCCUPATION 

Source: Self-Illustration 

 

 

 

 

 



33 | P a g e  

 

 In term of number member in a household as appeared in table2, there are four groups 

categorizing the number of member in the family. The groups of 3-4 people in family have the 

biggest amount of respondents with 206 (51.5%) while the group of 1 person in family has the 

smallest amount of respondents with 9 (2.3%). 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 2: NUMBER MEMBER IN FAMILY 

Source: Self-Illustration 

 For the level of education as shown in figure 13 below, most of respondents are well 

educated, with 220 of them (55%) having bachelor degree followed by master degree 

respondents with 93 (23.25%), high school respondents with 57 (14.25%), college 

respondents with 24 (6%), and doctoral degree respondents with 6 (1.5%) respectively. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure13: LEVEL OF EDUCATION 

Source: Self-Illustration 

 

  Frequency Percent Valid Percent Cumulative Percent 

Valid 1 9 2.3 2.3 2.3 

2 29 7.3 7.3 9.5 

3-4 206 51.5 51.5 61.0 

More than 4 156 39.0 39.0 100.0 

Total 400 100.0 100.0  



34 | P a g e  

 

5.1.2 Consumer behavior towards quick service restaurant 

 This section is related to the Thai consumer behavior from our sample group. There 

are including the preference of consuming quick service meal. From the table 3, there are 177 

respondents are not preferred to consumer quick service meal while 223 respondents are 

preferred to consumer quick service meal.  

 

  Frequency Percent Valid Percent Cumulative Percent 

Valid Not Preferred 177 44.3 44.3 44.3 

Preferred 223 55.8 55.8 100.0 

Total 400 100.0 100.0  

 

Table 3: PREFERENCE IN FAST FOOD 

Source: Self-Illustration 

 In terms of quick service meal consumption frequency, 177 respondents (44.3%) 

claimed that they consume a few times per month which is the highest percentage of 

respondents while 11 respondents (2.8%) claimed that they consumer fast food almost every 

day which is the lowest percentage of respondents in this group. 

 

  Frequency Percent Valid Percent Cumulative Percent 

Valid Almost everyday 11 2.8 2.8 2.8 

A few times per week 103 25.8 25.8 28.5 

A few times per month 177 44.3 44.3 72.8 

Less than once per month 109 27.3 27.3 100.0 

Total 400 100.0 100.0  

 

Table 4: FAST FOOD CONSUMPTION FREQUENCY 

Source: Self-Illustration 

 From the figure 14, there are 175 respondents (43.75%) which constitute the largest 

proportion of the sample choosing fried chicken for their preferences while 18 respondents 

(4.5%) which is the smallest proportion of the sample choosing other.  
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Figure14: TYPE OF QUICK SERVICE MEAL 

Source: Self-Illustration 

 The figure 15 illustrates that the largest proportion of 187 respondents (46.75%) 

consuming fast food for their lunch while the smallest proportion of 13 respondents (3.25 %) 

consuming fast food for their breakfast. Thus, from this point of view the behavior of Thai 

consumer and western consumer are different from each other since most of western 

consumers consume fast food for their breakfast.  

 

Figure15: PREFERRED TIME TO HAVE QUICK SERVICE MEAL 

Source: Self-Illustration 

 From the outcome of our survey, Thai consumer preferred to sit in the restaurant to 

have their meal. There are 261 respondents (65.3%) preferred sit in while 82 respondents 
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(20.5%) are likely to call for delivery service and only 57 respondents (14.3%) preferred to 

go meal. The table 5 has presented Thai consumer spending on fast food consumption. There 

are 168 respondents (42%) spending 101-200 Baht on their meals which is the highest 

proportion of Thai consumer spending on fast food consumption. There are only 10 

respondents (2.5%) with spending lower than 50 Baht.  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Less than 50 Baht 10 2.5 2.5 2.5 

50-100 Baht 95 23.8 23.8 26.3 

101-200 Baht 168 42.0 42.0 68.3 

More than 200 baht 127 31.8 31.8 100.0 

Total 400 100.0 100.0  

 

Table 5: THAI CONSUMER SPENDING ON FAST FOOD 

Source: Self-Illustration 

 For the table 6 has presented the influential factors effecting consumer behavior in 

consuming fast food. From the survey, there are 224 respondents (56%) with highest 

frequency for the group of choosing “Your own opinion” followed by 96 respondents (24%) 

choosing “Friends” and 80 respondents (20%) choosing “Family” for the most influential 

factors affecting themselves. 

 

 

 

 

 
 

Table 6: INFLUENTIAL FACTOR IN CONSUMING FAST FOOD 

Source: Self-Illustration 

5.1.3 Consumer attitude towards marketing mix 

 The table 7 has presented the social and group issues which related to the consumer 

attitude. The overall mean score is 3.438. The item of “Fast food is associated with fatness” 

scores the highest mean of 4.29 while the item of “Fast food represents modern” scores the 

lowest mean of 2.95.                                                              

 

 

 

 

  Frequency Percent Valid Percent Cumulative Percent 

Valid Family 80 20.0 20.0 20.0 

Friends 96 24.0 24.0 44.0 

Your own opinion 224 56.0 56.0 100.0 

Total 400 100.0 100.0  
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Items Mean Std. Deviation 

Enjoyable moment while consuming fast food. 3.13 .897 

People around me are likely to eat fast food. 3.18 1.015 

Fast food represents modern. 2.95 1.157 

Fast food is associated with fatness.                                                                            4.29 .819 

Not just an eating place fast food restaurant is social place for me to meet 

or celebrate with friend or family. 

3.64 .987 

Overall mean 3.438  

 

Table 7: SOCIAL AND GROUP ITEMS 

Source: Self-Illustration 

 Then, in this section is relevant to the respondents‟ attitude towards marketing mix 

elements in quick service meal. There are presenting each item in marketing mix elements 

and the summary of product mean in table 8. The table 8 has presented the product items 

which the overall mean score is 3.211. The item of “I like fast food because it is simple and 

quickness” scores the highest mean of 3.97 while the item “I like fast food because of healthy 

food” scores the lowest mean of 2.09. 

 

Items Mean Std. Deviation 

I like the taste of fast food. 3.53 .906 

I like fast food because of healthy food. 2.09 .973 

I like fast food because of various in food selection. 3.30 1.004 

I like fast food because it is simple and quickness. 3.97 .806 

I like fast food because of attractive packaging. 3.17 .981 

Overall mean 3.211  

 

Table 8: PRODUCT ITEMS 

Source: Self-Illustration 

 The table 9 has presented the price items which the overall mean score is 2.724. The 

item of “I like fast food because of various price ranges” scores the highest mean of 3.22 

while the item “I like fast food because of good price in right quantity” scores the lowest 

mean of 2.54. 
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Items 
Mean Std. Deviation 

I like fast food because the price is similar to local food. 2.55 1.025 

I like fast food because of reasonable price and quality. 2.59 .911 

I like fast food because of good price in right quantity. 2.54 .881 

I like fast food because of various price ranges. 3.22 .886 

Overall mean 2.724  

 

Table 9: PRICE ITEMS 

Source: Self-Illustration 

 The table 10 has presented the place items which the overall mean score is 3.979. The 

item of “I like fast food because there are many outlets surrounding Bangkok area.” scores 

the highest mean of 4.22 while the item “I like fast food because of having car parking” 

scores the lowest mean of 3.47. 

 

Items Mean Std. Deviation 

I like fast food because of convenient location in community 4.10 .741 

I like fast food because there are many outlets surrounding Bangkok 

area. 

4.22 .749 

I like fast food because they provide home delivery service. 4.13 .853 

I like fast food because of having car parking. 3.47 .965 

Overall mean 3.979  

 

Table 10: PLACE ITEMS 

Source: Self-Illustration 

 The table 11 has presented the promotion items which the overall mean score is 3.117. 

The item of “I buy fast food because of high frequency in discount promotion” scores the 

highest mean of 3.58 while the item “I buy fast food because of free gift promotion” and “I 

buy because of member privilege” score the lowest mean of 2.66 
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Items Mean Std. Deviation 

I buy fast food because of discount coupon. 3.15 1.107 

I buy fast food because of high frequency in discount promotion. 3.58 1.003 

I buy fast food because of free gift promotion. 2.66 1.133 

I buy fast food because I often see the product advertising. 3.55 1.027 

I buy because of member privilege. 2.66 1.053 

Overall mean 3.117  

 

Table 11: PROMOTION ITEMS 

Source: Self-Illustration 

 From the table 12 has shown the mean summary of marketing mix in each item. Also, 

the minimum of mean and maximum of mean in each element are provided. Place has rank 

number one with the highest mean score of 3.979 followed by product with mean score of 

3.211, promotion with mean score of 3.117, and price  with mean score of 2.724. 

 

 

 

 

 

 

Table 12: SUMMARY MEAN OF MARKETING MIXES ELEMENTS 

Source: Self-Illustration 

 

 

Figure16: MARKETING FACTORS  

Source: Self-Illustration 
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1. Place factor 3.979 3.473 4.218 

2. Product factor 3.211 2.088 3.965 

3. Promotion factor 3.117 2.655 3.578 

4. Price factor 2.724 2.535 3.223 
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  According to the Figure 16, it is clearly shown that the amount of respondent 

choosing  the “Place” element are holding the highest number of 163 people in the marketing 

mix element , followed by the “Product” element with the negligible different of 23 people.  

The bar chart is also demonstrated, the price factor which is holding the 3
rd

 highest proportion 

being left behind by the product element for more almost three folds. However, price factor 

and promotion element are also being marginally different as well as the first and the second 

highest element that mention earlier.  

 The reason behind is that place is considered the most important marketing factor 

since place is more impact on people decision making than product of fast food itself and 

Thai people attitude at fast food are not only see for the core benefit of the fast food product 

but also see for the facility of the product in term of convenience. Consequently, the result of 

the summary mean of each marketing factor in the table 12 has presented that place factor is 

considered to be the highest mean. From this aspect, the sub-research question of this paper 

has already answered that place is considered the most influencing factor in marketing mix 

towards consumer purchase decision making. 

5.2 The correlation of consumer demographic variables toward consumer 

  behavior and marketing mix. 

 In this section is the main part analysis of the relationship between Thai consumers 

demographic towards behavior in fast food consumption and also consumer attitude towards 

marketing mix items. To illustrate the relationship, the variables are tested from the 

hypothesis which presented on the section above.  

 There are four major hypotheses and each hypothesis has four sub-hypotheses. From 

the analyzing step in testing the hypothesis, in statistical term, the null hypothesis is set and 

followed by the alternative hypothesis. The hypothesis in this section has formulated from the 

hypothesis which are set in the previous section.  
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5.2.1 Age and fast food consumption 

H0: There is no association between age and fast food consumption. 

H1: There is a statistically significant difference between age and fast food consumption 

Age * Number of consumption Crosstabulation 

 

Number of consumption 

Total 

Almost 

everyday 

A few times 

per week 

A few times 

per month 

Less than once 

per month 

Age 16-20 years 

old 

Count 4 17 33 17 71 

% within 

Age 

5.6% 23.9% 46.5% 23.9% 100.0% 

21-25 years 

old 

Count 2 50 78 34 164 

% within 

Age 

1.2% 30.5% 47.6% 20.7% 100.0% 

26-30 years 

old 

Count 0 20 26 10 56 

% within 

Age 

.0% 35.7% 46.4% 17.9% 100.0% 

31-35 years 

old 

Count 1 9 21 12 43 

% within 

Age 

2.3% 20.9% 48.8% 27.9% 100.0% 

More than 35 

years old 

Count 4 7 19 36 66 

% within 

Age 

6.1% 10.6% 28.8% 54.5% 100.0% 

Total Count 11 103 177 109 400 

% within 

Age 

2.8% 25.8% 44.3% 27.3% 100.0% 

 

Table 13: RELATIONSHIP BETWEEN AGE AND FAST FOOD CONSUMPTION 

Source: Self-Illustration 

The resulting output tables are presented below: 

Chi-Square Tests 

 Value Df Asymp. Sig. (2-sided) 

Pearson Chi-Square 44.711
a
 12 .000 

Likelihood Ratio 43.726 12 .000 

Linear-by-Linear Association 11.938 1 .001 

N of Valid Cases 400   

a. 5 cells (25.0%) have expected count less than 5. The minimum expected count is 1.18. 

 

Table 14: PEARSON CHI-SQUARE AGE AND FAST FOOD CONSUMPTION 

Source: Self-Illustration 
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 To examine the statistically difference between age and frequency of fast food 

consumption, the Pearson Chi-Square test is applied in the table 14 The result from testing 

the hypothesis has presented that the P-value is .000, definitely significant. The null 

hypothesis can be rejected since P<0.05.  From this result, there is a relationship between age 

and fast food consumption (Χ
2 

= 44.711, df = (5-1) (4-1) = 12, p = 0.000).  

 As shown in the table 13 represented that people at the age over 35 have lowest 

frequency in consuming fast food. The data presents that people who are under 25 aged 

mostly consume fast food a few times per month. On the other hand, over 30 years old people 

especially people who is over 35 aged tend to consume fast food less than once per month. 

The different in consuming frequency can cause from 2 major reasons, different in life style 

and different in attitude toward fast food. Half of people of over 35 aged groups are business 

owner or unemployed status which has more flexible life than younger people who are office 

worker or student. Fast paced life influence those people to consume faster and simpler meal. 

Other reasons come from different in attitude. Younger people have more happiness when 

having fast food than the older one. In addition, younger think that fast food has average price 

comparing to local food but older do not think so. These can explain why there are different 

in fast food consumption frequency among the different age groups. However, they have 

same attitude toward fast food characteristic such as fast food associate to fatness, modern 

style of eating as well as a social place. 

 Age and fast food selection 

H0: There is no association between age and various in fast food selection. 

H1: There is a statistically significant difference between age and various in fast food 

selection. 

 

 

Age * I like fast food because of various in food selection Crosstabulation 

 

I like fast food because of various in food selection 

Total 

Strongly 

disagree Disagree Neutral Agree 

Strongly 

Agree 

Age 16-20 years old Count 2 12 21 28 8 71 

% within 

Age 

2.8% 16.9% 29.6% 39.4% 11.3% 100.0% 

21-25 years old Count 7 29 58 53 17 164 

% within 

Age 

4.3% 17.7% 35.4% 32.3% 10.4% 100.0% 
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26-30 years old Count 2 10 18 18 8 56 

% within 

Age 

3.6% 17.9% 32.1% 32.1% 14.3% 100.0% 

31-35 years old Count 1 10 10 18 4 43 

% within 

Age 

2.3% 23.3% 23.3% 41.9% 9.3% 100.0% 

More than 35 years 

old 

Count 0 19 19 22 6 66 

% within 

Age 

.0% 28.8% 28.8% 33.3% 9.1% 100.0% 

Total Count 12 80 126 139 43 400 

% within 

Age 

3.0% 20.0% 31.5% 34.8% 10.8% 100.0% 

 

Table 15: RELATIONSHIP BETWEEN AGE AND FAST FOOD SELECTION 

Source: Self-Illustration 

The resulting output tables are presented below: 

Chi-Square Tests 

 Value Df Asymp. Sig. (2-sided) 

Pearson Chi-Square 11.076
a
 16 .805 

Likelihood Ratio 12.652 16 .698 

Linear-by-Linear Association .373 1 .541 

N of Valid Cases 400   

a. 6 cells (24.0%) have expected count less than 5. The minimum expected count is 1.29. 

 

Table 16: PEARSON CHI-SQUARE AGE AND FOOD SELECTION 

Source: Self-Illustration 

  

 To examine the statistically difference between age and fast food selection, the 

Pearson Chi-Square test is applied in the table 16The result from testing the hypothesis has 

presented that the P-value is .805. The null hypothesis can be accepted since P>0.05.  From 

this result, there is no relationship between age and various in fast food selection (Χ
2 

= 

11.076, df = (5-1) (5-1) = 16, p = 0.805).  

 People pretty agree on variety in food is one of factor that promote their fast food 

consumption. People accept that there are various types of food selection. Many fast food 

restaurants provide many choice of food for their customer. For example, Pizza hut provides 

variety of food product such as pizza, pasta, appetizers, dessert and drink for their customer 

as shown on the company website (Pizza hut, 2011). However, attitude toward fast food 
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product are different within different age range. Younger people promote more favorable 

attitude toward food taste. On the other hand, older people tend to place importance on clean 

and beautiful package more than younger people. However, attitudes toward health concern 

and easiness of fast food product are similar among all groups of age. They disagree that fast 

food is a healthy food but accept that fast food is simple and quick. 

 Age and price ranges 

H0: There is no association between age and price ranges 

H1: There is a statistically significant difference between age and price ranges 

Age * I like fast food because of various price ranges Crosstabulation 

 

I like fast food because of various price ranges 

Total 

Strongly 

disagree Disagree Neutral Agree 

Strongly 

Agree 

Age 16-20 years old Count 1 8 33 23 6 71 

% within 

Age 

1.4% 11.3% 46.5% 32.4% 8.5% 100.0% 

21-25 years old Count 5 31 65 60 3 164 

% within 

Age 

3.0% 18.9% 39.6% 36.6% 1.8% 100.0% 

26-30 years old Count 2 8 25 17 4 56 

% within 

Age 

3.6% 14.3% 44.6% 30.4% 7.1% 100.0% 

31-35 years old Count 0 9 13 18 3 43 

% within 

Age 

.0% 20.9% 30.2% 41.9% 7.0% 100.0% 

More than 35 years 

old 

Count 3 15 18 28 2 66 

% within 

Age 

4.5% 22.7% 27.3% 42.4% 3.0% 100.0% 

Total Count 11 71 154 146 18 400 

% within 

Age 

2.8% 17.8% 38.5% 36.5% 4.5% 100.0% 

 

Table 17: RELATIONSHIP BETWEEN AGE AND PRICE RANGES 

Source: Self-Illustration 
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The resulting output tables are presented below: 

Chi-Square Tests 

 Value Df Asymp. Sig. (2-sided) 

Pearson Chi-Square 19.376
a
 16 .250 

Likelihood Ratio 20.989 16 .179 

Linear-by-Linear Association .140 1 .708 

N of Valid Cases 400   

a. 9 cells (36.0%) have expected count less than 5. The minimum expected count is 1.18. 

 

Table 18: PEARSON CHI-SQUARE AGE AND PRICE RANGES 

Source: Self-Illustration 

 To examine the statistically difference between age and price ranges, the Pearson Chi-

Square test is applied in the table 18. The result from testing the hypothesis has presented that 

the P-value is .250. The null hypothesis can be accepted since P>0.05.  From this result, there 

is no relationship between age and price ranges (Χ
2 

= 19.376, df = (5-1) (5-1) = 16, p = 

0.250). Their attitude toward price range of fast food is similar among different age groups. 

However, there are different attitude toward price dimension among people in different age. 

People, especially in older age, think that the price of fast food is not fit its quality, quantity 

and they do not think the price of fast food is similar to local food.  
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 Age and delivery service 

H0: There is no association between age and delivery service. 

H1: There is a statistically significant difference between age and delivery service. 

Age * I like fast food because they provide home delivery service Crosstabulation 

 

I like fast food because they provide home delivery service 

Total 

Strongly 

disagree Disagree Neutral Agree 

Strongly 

Agree 

Age 16-20 years old Count 1 2 17 23 28 71 

% within 

Age 

1.4% 2.8% 23.9% 32.4% 39.4% 100.0% 

21-25 years old Count 3 9 23 74 55 164 

% within 

Age 

1.8% 5.5% 14.0% 45.1% 33.5% 100.0% 

26-30 years old Count 0 0 6 26 24 56 

% within 

Age 

.0% .0% 10.7% 46.4% 42.9% 100.0% 

31-35 years old Count 0 1 7 17 18 43 

% within 

Age 

.0% 2.3% 16.3% 39.5% 41.9% 100.0% 

More than 35 years 

old 

Count 1 0 4 39 22 66 

% within 

Age 

1.5% .0% 6.1% 59.1% 33.3% 100.0% 

Total Count 5 12 57 179 147 400 

% within 

Age 

1.3% 3.0% 14.3% 44.8% 36.8% 100.0% 

 

Table 19: RELATIONSHIP BETWEEN AGE AND DELIVERY SERVICE 

Source: Self-Illustration 

The resulting output tables are presented below: 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 24.696
a
 16 .075 

Likelihood Ratio 28.935 16 .024 

Linear-by-Linear Association 3.517 1 .061 

N of Valid Cases 400   

a. 10 cells (40.0%) have expected count less than 5. The minimum expected count is .54. 

 

Table 20: PEARSON CHI-SQUARE AGE AND DELIVERY SERVICE 

Source: Self-Illustration 
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 To examine the statistically difference between age and delivery service, the Pearson 

Chi-Square test is applied in the table 20. The result from testing the hypothesis has presented 

that the P-value is .075. The null hypothesis can be accepted since P>0.05.  From this result, 

there is no relationship between age and delivery service (Χ
2 

= 24.696, df = (5-1) (5-1) = 16, 

p = 0.075). People attitude toward fast food distribution channel is quite the same. They think 

that fast food is convenient for these reasons: there are many outlets around Bangkok and 

Fast food restaurant locate in convenient place. Besides, older people promote more favor 

attitude toward providing car park area for fast food customer.  

 Age and discount coupon 

H0: There is no association between age and frequency in discount coupon. 

H1: There is a statistically significant difference between age and frequency in discount 

coupon. 

Age * I buy fast food because of discount coupon Crosstabulation 

 

I buy fast food because of discount coupon 

Total 

Strongly 

disagree Disagree Neutral Agree 

Strongly 

Agree 

Age 16-20 years old Count 4 15 29 18 5 71 

% within 

Age 

5.6% 21.1% 40.8% 25.4% 7.0% 100.0% 

21-25 years old Count 9 27 55 44 29 164 

% within 

Age 

5.5% 16.5% 33.5% 26.8% 17.7% 100.0% 

26-30 years old Count 2 8 16 25 5 56 

% within 

Age 

3.6% 14.3% 28.6% 44.6% 8.9% 100.0% 

31-35 years old Count 7 12 9 13 2 43 

% within 

Age 

16.3% 27.9% 20.9% 30.2% 4.7% 100.0% 

More than 35 years 

old 

Count 11 15 20 17 2 65 

% within 

Age 

16.9% 23.1% 30.8% 26.2% 3.1% 100.0% 

Total Count 33 77 129 117 43 399 

% within 

Age 

8.3% 19.3% 32.3% 29.3% 10.8% 100.0% 

 

Table 21: RELATIONSHIP BETWEEN AGE AND DISCOUNT COUPON 

Source: Self-Illustration 
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The resulting output tables are presented below: 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 39.075
a
 16 .001 

Likelihood Ratio 37.852 16 .002 

Linear-by-Linear Association 8.920 1 .003 

N of Valid Cases 399   

a. 3 cells (12.0%) have expected count less than 5. The minimum expected count is 3.56. 
 

Table 22: PEARSON CHI-SQUARE AGE AND DISCOUNT COUPON 

Source: Self-Illustration 

 To examine the statistically difference between age and discount coupon, the Pearson 

Chi-Square test is applied in the table 22. The result from testing the hypothesis has presented 

that the P-value is .001, definitely significant. The null hypothesis can be rejected since 

P<0.05.  From this result, there is a relationship between age and discount coupon (Χ
2 

=39.075, df = (5-1) (5-1) = 12, p = 0.001). 

 Table 21 shows that people younger than 30 are quite agree that discount coupon 

influence their purchasing decision. On the contrary, people over 30 disagrees that discount 

coupon in their purchasing decision. These can imply in two ways which are they are not 

interesting in offering on discount coupon or they rarely get discount coupon. However, 

people in all age quite agree that advertising and discount promotion influencing their 

purchase decision making but they do not agree that free gift and member privilege 

influencing their purchasing choice.  

5.2.2 Gender and fast food consumption 

H0: There is no association between gender and fast food consumption. 

H1: There is a statistically significant difference between gender and fast food consumption. 

                                                                                                                                                                                                                                                

Gender * Number of consumption Crosstabulation 

 

Number of consumption 

Total 

Almost 

everyday 

A few times 

per week 

A few times 

per month 

Less than once 

per month 

Gender                                                                                                                                                                                                                                                          Female Count 8 54 86 67 215 

% within 

Gender                                                                                                                                                                                                                                                          

3.7% 25.1% 40.0% 31.2% 100.0% 

Male Count 3 49 91 42 185 

% within 

Gender                                                                                                                                                                                                                                                          

1.6% 26.5% 49.2% 22.7% 100.0% 
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Total Count 11 103 177 109 400 

% within 

Gender                                                                                                                                                                                                                                                          

2.8% 25.8% 44.3% 27.3% 100.0% 

 

Table 23: RELATIONSHIP BETWEEN GENDER AND FAST FOOD CONSUMPTION 

Source: Self-Illustration 

The resulting output tables are presented below: 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 6.175
a
 3 .103 

Likelihood Ratio 6.276 3 .099 

N of Valid Cases 400   

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 5.09. 

 

Table 24: PEARSON CHI-SQUARE GENDER AND FAST FOOD CONSUMPTION 

Source: Self-Illustration 

 To examine the statistically difference between gender and fast food consumption, the 

Pearson Chi-Square test is applied in the table 24. The result from testing the hypothesis has 

presented that the P-value is .103. The null hypothesis can be accepted since P>0.05.  From 

this result, there is no relationship between gender and fast food consumption (Χ
2 

=6.175, df 

= (4-1) (2-1) = 3, p = 0.103). The result shows similarity in frequency of fast food 

consumption between male and female which reflects the likeness of attitude between them. 

Most of attitude toward fast food are rather similar among them (Appendix 2). 
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 Gender and fast food selection 

H0: There is no association between gender and various in fast food selection 

H1: There is a statistically significant difference between gender and various in fast food 

selection 

Gender                                                                                                                                                                                                                                                          

* I like fast food because of various in food selection Crosstabulation 

 

I like fast food because of various in food selection 

Total 

Strongly 

disagree Disagree Neutral Agree 

Strongly 

Agree 

Gender                                                                                                                                                                                                                                                          Female Count 7 45 72 74 17 215 

% within 

Gender                                                                                                                                                                                                                                                          

3.3% 20.9% 33.5% 34.4% 7.9% 100.0% 

Male Count 5 35 54 65 26 185 

% within 

Gender                                                                                                                                                                                                                                                          

2.7% 18.9% 29.2% 35.1% 14.1% 100.0% 

Total Count 12 80 126 139 43 400 

% within 

Gender                                                                                                                                                                                                                                                          

3.0% 20.0% 31.5% 34.8% 10.8% 100.0% 

 

Table 25: RELATIONSHIP BETWEEN GENDER AND FAST FOOD SELECTION 

Source: Self-Illustration 

The resulting output tables are presented below: 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 4.396
a
 4 .355 

Likelihood Ratio 4.397 4 .355 

N of Valid Cases 400   

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 5.55. 

 

Table 26: PEARSON CHI-SQUARE GENDER AND FAST FOOD SELECTION 

Source: Self-Illustration 

 To examine the statistically difference between gender and fast food selection, the 

Pearson Chi-Square test is applied in the table 26. The result from testing the hypothesis has 

presented that the P-value is .355. The null hypothesis can be accepted since P>0.05.  From 

this result, there is no relationship between gender and fast food selection (Χ
2 

=4.396, df = (5-

1) (2-1) = 4, p = 0.355). In addition, attitudes toward food elements, taste, health concern and 

packaging, are similar between male and female. They like the taste of food. They do not 

agree that fast food is good for their health. 
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 Gender and price ranges 

H0: There is no association between gender and price ranges. 

H1: There is a statistically significant difference between gender and price ranges. 

Gender                                                                                                                                                                                                                                                          

* I like fast food because of various price ranges Crosstabulation 

 

I like fast food because of various price ranges 

Total 

Strongly 

disagree Disagree Neutral Agree 

Strongly 

Agree 

Gender                                                                                                                                                                                                                                                          Female Count 7 36 83 80 9 215 

% within 

Gender                                                                                                                                                                                                                                                          

3.3% 16.7% 38.6% 37.2% 4.2% 100.0% 

Male Count 4 35 71 66 9 185 

% within 

Gender                                                                                                                                                                                                                                                          

2.2% 18.9% 38.4% 35.7% 4.9% 100.0% 

Total Count 11 71 154 146 18 400 

% within 

Gender                                                                                                                                                                                                                                                          

2.8% 17.8% 38.5% 36.5% 4.5% 100.0% 

 

Table 27: RELATIONSHIP BETWEEN GENDER AND PRICE RANGES 

Source: Self-Illustration 

The resulting output tables are presented below: 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square .865
a
 4 .930 

Likelihood Ratio .871 4 .929 

N of Valid Cases 400   

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 5.09. 

 

Table 28: PEARSON CHI-SQUARE GENDER AND PRICE RANGES 

Source: Self-Illustration 

 To examine the statistically difference between gender and price ranges, the Pearson 

Chi-Square test is applied in the table 28. The result from testing the hypothesis has presented 

that the P-value is .930. The null hypothesis can be accepted since P>0.05.  From this result, 

there is no relationship between gender and price ranges (Χ
2 

= 0.865, df = (5-1) (2-1) = 4, p = 

0.930). Both male and female quite agree that fast food has various price range but they do 

not agree that fast food is worth in quality and quantity. Thus, the relationship between 

gender and price range has not relationship with each other. 
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 Gender and delivery service 

H0: There is no association between gender and delivery service. 

H1: There is a statistically significant difference between gender and delivery service. 

Gender                                                                                                                                                                                                                                                          

* I like fast food because they provide home delivery service Crosstabulation 

 

I like fast food because they provide home delivery service 

Total 

Strongly 

disagree Disagree Neutral Agree 

Strongly 

Agree 

Gender                                                                                                                                                                                                                                                          Female Count 4 6 25 96 84 215 

% within 

Gender                                                                                                                                                                                                                                                          

1.9% 2.8% 11.6% 44.7% 39.1% 100.0% 

Male Count 1 6 32 83 63 185 

% within 

Gender                                                                                                                                                                                                                                                          

.5% 3.2% 17.3% 44.9% 34.1% 100.0% 

Total Count 5 12 57 179 147 400 

% within 

Gender                                                                                                                                                                                                                                                          

1.3% 3.0% 14.3% 44.8% 36.8% 100.0% 

 

Table 29: RELATIONSHIP BETWEEN GENDER AND DELIVERY SERVICE 

Source: Self-Illustration 

The resulting output tables are presented below: 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 4.378
a
 4 .357 

Likelihood Ratio 4.492 4 .343 

N of Valid Cases 400   

a. 2 cells (20.0%) have expected count less than 5. The minimum expected count is 2.31. 

 

Table 30: PEARSON CHI-SQUARE GENDER AND DELIVERY SERVICE 

Source: Self-Illustration 

 To examine the statistically difference between gender and delivery service, the 

Pearson Chi-Square test is applied in the table 30. The result from testing the hypothesis has 

presented that the P-value is .357. The null hypothesis can be accepted since P>0.05.  From 

this result, there is no relationship between gender and delivery service (Χ
2 

= 4.378, df = (5-

1) (2-1) = 4, p = 0.357). Both male and female agree that delivery service influence their 

purchase decision making. They also agree that fast food restaurant location, large amount of 

outlet and packing area provided promote their purchase decision making. 
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 Gender and discount coupon 

H0: There is no association between gender and discount coupon. 

H1: There is a statistically significant difference between gender and discount coupon. 

Gender                                                                                                                                                                                                                                                          

* I buy fast food because of discount coupon Crosstabulation 

 

I buy fast food because of discount coupon 

Total 

Strongly 

disagree Disagree Neutral Agree 

Strongly 

Agree 

Gender                                                                                                                                                                                                                                                          Female Count 12 42 64 75 21 214 

% within 

Gender                                                                                                                                                                                                                                                          

5.6% 19.6% 29.9% 35.0% 9.8% 100.0% 

Male Count 21 35 65 42 22 185 

% within 

Gender                                                                                                                                                                                                                                                          

11.4% 18.9% 35.1% 22.7% 11.9% 100.0% 

Total Count 33 77 129 117 43 399 

% within 

Gender                                                                                                                                                                                                                                                          

8.3% 19.3% 32.3% 29.3% 10.8% 100.0% 

 

Table 31: RELATIONSHIP BETWEEN GENDER AND DISCOUNT COUPON 

Source: Self-Illustration 

The resulting output tables are presented below: 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 10.377
a
 4 .035 

Likelihood Ratio 10.480 4 .033 

N of Valid Cases 399   

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 15.30. 

Table 32: PEARSON CHI-SQUARE GENDER AND DISCOUNT COUPON 

Source: Self-Illustration 

 To examine the statistically difference between gender and discount coupon, the 

Pearson Chi-Square test is applied in the table 32. The result from testing the hypothesis has 

presented that the P-value is .035. The null hypothesis can be rejected since P<0.05.  From 

this result, there is a relationship between gender and discount coupon (Χ
2 

= 10.377, df = (5-

1) (2-1) = 4, p = 0.357). The table 31 shows female agrees that they buy fast food because of 

discount coupon while male promote neutral attitude toward this statement. Both of them 

have similar attitude toward fast food marketing promotion expect attitude toward free gift 

promotion which female have more positive attitude than male. 
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5.2.3 Income and fast food consumption 

H0: There is no association between income and fast food consumption. 

H1: There is a statistically significant difference between income and fast food consumption. 

Income * Number of consumption Crosstabulation 

 

Number of consumption 

Total 

Almost 

everyday 

A few times 

per week 

A few times 

per month 

Less than once 

per month 

Income Less 5,000 

Baht 

Count 6 10 31 26 73 

% within 

Income 

8.2% 13.7% 42.5% 35.6% 100.0% 

5,000-20,000 

Baht 

Count 0 55 81 33 169 

% within 

Income 

.0% 32.5% 47.9% 19.5% 100.0% 

20,001-30,000 

Baht 

Count 1 23 32 14 70 

% within 

Income 

1.4% 32.9% 45.7% 20.0% 100.0% 

More than 

30,000 Baht 

Count 4 15 33 36 88 

% within 

Income 

4.5% 17.0% 37.5% 40.9% 100.0% 

Total Count 11 103 177 109 400 

% within 

Income 

2.8% 25.8% 44.3% 27.3% 100.0% 

 

Table 33: RELATIONSHIP BETWEEN  INCOME AND FAST FOOD CONSUMPTION 

Source: Self-Illustration 

The resulting output tables are presented below: 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 39.633
a
 9 .000 

Likelihood Ratio 41.886 9 .000 

Linear-by-Linear Association 1.194 1 .274 

N of Valid Cases 400   

a. 4 cells (25.0%) have expected count less than 5. The minimum expected count is 1.93. 

Table 34: PEARSON CHI-SQUARE INCOME AND FAST FOOD CONSUMPTION 

Source: Self-Illustration 
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To examine the statistically difference between income and fast food consumption, the 

Pearson Chi-Square test is applied in the table 34. The result from testing the hypothesis has 

presented that the P-value is .000, definitely significant. The null hypothesis can be rejected 

since P<0.05.  From this result, there is a relationship between income and fast food 

consumption (Χ
2 

= 39.633, df = (4-1) (4-1) = 9, p = 0.000).  

 According to table 33, people who earn more than 30,000 baht per month and less 

than 5,000 baht per month are likely to consume fast food less frequency than people who 

earn 5,000 – 30,000 baht per month. When looking at overall attitude toward fast food in the 

highest income group, unflavored attitude is shown comparing to other groups. This reason 

supports the result of hypothesis. Surprisingly, in the lowest income group the attitude toward 

fast food is almost positive especially attitude toward product; taste and food variety. Their 

attitudes are opposed to consumption frequency. That can be explained by the financial status 

does not encourage their consuming behavior (Appendix 2).  
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 Income and fast food selection 

H0: There is no association between income and various in fast food selection. 

H1: There is a statistically significant difference between income and various in fast food 

selection. 

Income * I like fast food because of various in food selection Crosstabulation 

 

I like fast food because of various in food selection 

Total 

Strongly 

disagree Disagree Neutral Agree 

Strongly 

Agree 

Income Less 5,000 Baht Count 1 15 20 26 11 73 

% within 

Income 

1.4% 20.5% 27.4% 35.6% 15.1% 100.0% 

5,000-20,000 

Baht 

Count 6 21 61 67 14 169 

% within 

Income 

3.6% 12.4% 36.1% 39.6% 8.3% 100.0% 

20,001-30,000 

Baht 

Count 2 18 22 20 8 70 

% within 

Income 

2.9% 25.7% 31.4% 28.6% 11.4% 100.0% 

More than 

30,000 Baht 

Count 3 26 23 26 10 88 

% within 

Income 

3.4% 29.5% 26.1% 29.5% 11.4% 100.0% 

Total Count 12 80 126 139 43 400 

% within 

Income 

3.0% 20.0% 31.5% 34.8% 10.8% 100.0% 

 

Table 35: RELATIONSHIP BETWEEN INCOME AND FAST FOOD SELECTION 

Source: Self-Illustration 

The resulting output tables are presented below: 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 18.127
a
 12 .112 

Likelihood Ratio 18.422 12 .103 

Linear-by-Linear Association 4.032 1 .045 

N of Valid Cases 400   

a. 3 cells (15.0%) have expected count less than 5. The minimum expected count is 2.10. 

 

Table 36: PEARSON CHI-SQUARE INCOME AND FAST FOOD SELECTION 

Source: Self-Illustration 
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To examine the statistically difference between income and fast food selection, the 

Pearson Chi-Square test is applied in the table 36. The result from testing the hypothesis has 

presented that the P-value is .112. The null hypothesis can be accepted since P>0.05.  From 

this result, there is no relationship between income and various in fast food selection (Χ
2 

= 

18.127, df = (5-1) (4-1) = 12, p = 0.112).  

 However there is no relationship between income and fast food selection, the attitude 

of consumer towards fast food in the group of low income people has more positive attitude 

than higher income level group such as attitude toward fast food taste. 

 Income and price ranges 

H0: There is no association between income and price ranges 

H1: There is a statistically significant difference between income and price ranges. 

Income * I like fast food because of various price ranges Crosstabulation 

 

I like fast food because of various price ranges 

Total 

Strongly 

disagree Disagree Neutral Agree 

Strongly 

Agree 

Income Less 5,000 Baht Count 1 13 24 28 7 73 

% within 

Income 

1.4% 17.8% 32.9% 38.4% 9.6% 100.0% 

5,000-20,000 Baht Count 8 26 77 52 6 169 

% within 

Income 

4.7% 15.4% 45.6% 30.8% 3.6% 100.0% 

20,001-30,000 

Baht 

Count 0 10 24 32 4 70 

% within 

Income 

.0% 14.3% 34.3% 45.7% 5.7% 100.0% 

More than 30,000 

Baht 

Count 2 22 29 34 1 88 

% within 

Income 

2.3% 25.0% 33.0% 38.6% 1.1% 100.0% 

Total Count 11 71 154 146 18 400 

% within 

Income 

2.8% 17.8% 38.5% 36.5% 4.5% 100.0% 

 

Table 37: RELATIONSHIP BETWEEN INCOME AND PRICE RANGES 

Source: Self-Illustration 
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The resulting output tables are presented below: 

Chi-Square Tests 

 Value Df Asymp. Sig. (2-sided) 

Pearson Chi-Square 22.658
a
 12 .031 

Likelihood Ratio 23.876 12 .021 

Linear-by-Linear Association .728 1 .394 

N of Valid Cases 400   

a. 7 cells (35.0%) have expected count less than 5. The minimum expected count is 1.93. 

 

Table 38: PEARSON CHI-SQUARE INCOME AND PRICE RANGES 

Source: Self-Illustration 

To examine the statistically difference between income and price ranges, the Pearson 

Chi-Square test is applied in the table 38. The result from testing the hypothesis has presented 

that the P-value is .031. The null hypothesis can be rejected since P0.05.  From this result, 

there is a relationship between income and price ranges (Χ
2 

= 22.658, df = (4-1) (5-1) = 12, p 

= 0.031).  

The different in attitude toward price range among people who have different in 

income can be explained by regarding in wide point of view. In highest income group, they 

receive that fast food as a kind of expensive food comparing to local food, food quality and 

quantity so they tie their attitude toward fast food as a high price one. Therefore, even though 

fast food has variety in price or not, they still remind themselves that the prices are all high 

and there is quiet small difference in food price range. However, other groups more agree that 

fast food has variety in price. They perceive the wide price range as an alternation in their 

consumption choice. Other price aspects, consumer has similar in attitude toward the 

reasonable of price. They disagree that fast food has proper price and both quantity and 

quality. They do not agree that fast food has similar price to local food as well.        
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 Income and delivery service 

H0: There is no association between income and delivery service 

H1: There is a statistically significant difference between income and delivery service. 

Income * I like fast food because they provide home delivery service Crosstabulation 

 

I like fast food because they provide home delivery 

service 

Total 

Strongly 

disagree Disagree Neutral Agree 

Strongly 

Agree 

Income Less 5,000 Baht Count 1 3 18 18 33 73 

% within 

Income 

1.4% 4.1% 24.7% 24.7% 45.2% 100.0% 

5,000-20,000 

Baht 

Count 4 5 21 88 51 169 

% within 

Income 

2.4% 3.0% 12.4% 52.1% 30.2% 100.0% 

20,001-30,000 

Baht 

Count 0 3 9 29 29 70 

% within 

Income 

.0% 4.3% 12.9% 41.4% 41.4% 100.0% 

More than 

30,000 Baht 

Count 0 1 9 44 34 88 

% within 

Income 

.0% 1.1% 10.2% 50.0% 38.6% 100.0% 

Total Count 5 12 57 179 147 400 

% within 

Income 

1.3% 3.0% 14.3% 44.8% 36.8% 100.0% 

 

Table 39: RELATIONSHIP BETWEEN INCOME AND DELIVERY SERVICE 

Source: Self-Illustration 

The resulting output tables are presented below: 

Chi-Square Tests 

 
Value df 

Asymp. Sig. (2-

sided) 

Pearson Chi-Square 25.646
a
 12 .012 

Likelihood Ratio 27.826 12 .006 

Linear-by-Linear Association 3.335 1 .068 

N of Valid Cases 400   

a. 7 cells (35.0%) have expected count less than 5. The minimum 

expected count is .88. 

 

Table 40: PEARSON CHI-SQUARE INCOME AND DELIVERY SERVICE 

Source: Self-Illustration 
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 To examine the statistically difference between income and delivery service, the 

Pearson Chi-Square test is applied in the table 40. The result from testing the hypothesis has 

presented that the P-value is.012. The null hypothesis can be rejected since P0.05.  From 

this result, there is a relationship between income and delivery service (Χ
2 

= 25.646, df = (4-

1) (5-1) = 12, p = 0.012).  

 People are mainly agree that delivery service is one of important factor influenced 

their purchasing decision especially among high income groups. This result conforms to their 

consumer behavior: one third of people who earn more than 20,000 baht a month almost 

consume fast food by call to delivery where the other groups consume fast food via delivery 

service twice times less than the first group. This may be caused from attitude toward fast 

food as social place. Lower income groups promote more agreeable attitude toward fast food 

restaurant as a place to hang out than higher income group. It means lower income group 

perceive that fast food restaurant is not only satisfied their biological need but also satisfied 

their social need. There by more than a half of them prefer to have quick serviced meal more 

than higher income group.   
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 Income and discount coupon 

H0: There is no association between income and discount coupon. 

H1: There is a statistically significant difference between income and discount coupon. 

Income * I buy fast food because of discount coupon Crosstabulation 

 

I buy fast food because of discount coupon 

Total 

Strongly 

disagree Disagree Neutral Agree 

Strongly 

Agree 

Income Less 5,000 Baht Count 6 19 23 17 8 73 

% within 

Income 

8.2% 26.0% 31.5% 23.3% 11.0% 100.0% 

5,000-20,000 

Baht 

Count 13 23 61 47 25 169 

% within 

Income 

7.7% 13.6% 36.1% 27.8% 14.8% 100.0% 

20,001-30,000 

Baht 

Count 5 18 17 23 7 70 

% within 

Income 

7.1% 25.7% 24.3% 32.9% 10.0% 100.0% 

More than 

30,000 Baht 

Count 9 17 28 30 3 87 

% within 

Income 

10.3% 19.5% 32.2% 34.5% 3.4% 100.0% 

Total Count 33 77 129 117 43 399 

% within 

Income 

8.3% 19.3% 32.3% 29.3% 10.8% 100.0% 

 

Table 41: RELATIONSHIP BETWEEN INCOME AND DISCOUNT COUPON 

Source: Self-Illustration 

The resulting output tables are presented below: 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 17.862
a
 12 .120 

Likelihood Ratio 19.289 12 .082 

Linear-by-Linear Association .544 1 .461 

N of Valid Cases 399   

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 5.79. 

 

Table 42: PEARSON CHI-SQUARE INCOME AND DISCOUNT COUPON 

Source: Self-Illustration 

 To examine the statistically difference between income and discount coupon, the 

Pearson Chi-Square test is applied in the table 42. The result from testing the hypothesis has 
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presented that the P-value is .120. The null hypothesis can be accepted since P0.05.  From 

this result, there is no relationship between income and discount coupon (Χ
2 

=17.862, df = (4-

1) (5-1) = 12, p = 0.120). ). From table 41, people have neutral attitude toward discount 

coupon of fast food. People in different income level have similar attitude toward marketing 

promotion element. Most of people agree that discount promotion and fast food 

advertisement influence their purchase making decision. While people are disagree that free 

gift and member privilege effect their purchase decision making. 
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5.2.4 Level of education and fast food consumption 

H0: There is no association between level of education and fast food consumption. 

H1: There is a statistically significant difference between level of education and fast food 

consumption. 

Educational level * Number of consumption Crosstabulation 

 

Number of consumption 

Total 

Almost 

everyday 

A few 

times per 

week 

A few 

times per 

month 

Less than 

once per 

month 

Educational 

level 

High 

school 

Count 3 12 25 17 57 

% within 

Educational 

level 

5.3% 21.1% 43.9% 29.8% 100.0% 

College Count 0 4 12 8 24 

% within 

Educational 

level 

.0% 16.7% 50.0% 33.3% 100.0% 

Bachelor 

degree 

Count 6 63 96 55 220 

% within 

Educational 

level 

2.7% 28.6% 43.6% 25.0% 100.0% 

Master 

degree 

Count 2 24 43 24 93 

% within 

Educational 

level 

2.2% 25.8% 46.2% 25.8% 100.0% 

Doctoral 

degree 

Count 0 0 1 5 6 

% within 

Educational 

level 

.0% .0% 16.7% 83.3% 100.0% 

Total Count 11 103 177 109 400 

% within 

Educational 

level 

2.8% 25.8% 44.3% 27.3% 100.0% 

 
Table 43: RELATIONSHIP BETWEEN  LEVEL OF EDUCATION AND FAST FOOD 

CONSUMPTION 

Source: Self-Illustration 
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The resulting output tables are presented below: 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 14.955
a
 12 .244 

Likelihood Ratio 15.000 12 .241 

Linear-by-Linear Association .031 1 .861 

N of Valid Cases 400   

a. 7 cells (35.0%) have expected count less than 5. The minimum expected count is .17. 

 

Table 44: PEARSON CHI-SQUARE LEVEL OF EDUCATION AND FAST FOOD CONSUMPTION 

Source: Self-Illustration 

To examine the statistically difference between level of education and fast food 

consumption, the Pearson Chi-Square test is applied in the table 44. The result from testing 

the hypothesis has presented that the P-value is .244, The null hypothesis can be accepted 

since P0.05.  From this result, there is no relationship between level of education and fast 

food consumption (Χ
2 

= 14.955, df = (5-1) (4-1) = 12, p = 0.244).  

 However there is no relationship between level of education and fast food 

consumption, people in high school level promote more positive attitude toward fast food 

than people in other education level.   
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 Level of education and fast food selection 

H0: There is no association between level of education and various in fast food selection. 

H1: There is a statistically significant difference between level of education and various in 

fast food selection. 

Educational level * I like fast food because of various in food selection Crosstabulation 

 

I like fast food because of various in food selection 

Total 

Strongly 

disagree Disagree Neutral Agree 

Strongly 

Agree 

Educational 

level 

High 

school 

Count 2 6 17 24 8 57 

% within 

Educational level 

3.5% 10.5% 29.8% 42.1% 14.0% 100.0% 

College Count 1 2 7 11 3 24 

% within 

Educational level 

4.2% 8.3% 29.2% 45.8% 12.5% 100.0% 

Bachelor 

degree 

Count 4 48 68 78 22 220 

% within 

Educational level 

1.8% 21.8% 30.9% 35.5% 10.0% 100.0% 

Master 

degree 

Count 5 21 32 25 10 93 

% within 

Educational level 

5.4% 22.6% 34.4% 26.9% 10.8% 100.0% 

Doctoral 

degree 

Count 0 3 2 1 0 6 

% within 

Educational level 

.0% 50.0% 33.3% 16.7% .0% 100.0% 

Total Count 12 80 126 139 43 400 

% within 

Educational level 

3.0% 20.0% 31.5% 34.8% 10.8% 100.0% 

 

Table 45: RELATIONSHIP BETWEEN LEVEL OF EDUCATION AND FAST FOOD SELECTION 

Source: Self-Illustration 
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The resulting output tables are presented below: 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 16.440
a
 16 .423 

Likelihood Ratio 17.348 16 .363 

Linear-by-Linear Association 7.609 1 .006 

N of Valid Cases 400   

a. 10 cells (40.0%) have expected count less than 5. The minimum expected count is .18. 

 

Table 46: PEARSON CHI-SQUARE LEVEL OF EDUCATION AND FOOD SELECTION 

Source: Self-Illustration 

To examine the statistically difference between level of education and fast food selection, 

the Pearson Chi-Square test is applied in the table 46. The result from testing the hypothesis 

has presented that the P-value is .423. The null hypothesis can be accepted since P>0.05.  

From this result, there is no relationship between level of education and various in fast food 

selection (Χ
2 

= 16.440, df = (5-1) (5-1) = 16, p = 0.423). According to Appendix2, people in 

this various level of education have quite similar attitude toward fast food product. They 

quite agree that product taste and simplicity of food influence their consumption choice. 

However, they disagree that fast food is good for their health.   

 Level of education and price ranges 

H0: There is no association between level of education and price ranges 

H1: There is a statistically significant difference between level of education and price ranges. 

 

Educational level * I like fast food because of various price ranges Crosstabulation 

 

I like fast food because of various price ranges 

Total 

Strongly 

disagree Disagree Neutral Agree 

Strongly 

Agree 

Educational 

level 

High 

school 

Count 1 6 24 21 5 57 

% within 

Educational level 

1.8% 10.5% 42.1% 36.8% 8.8% 100.0% 

College Count 1 5 10 8 0 24 

% within 

Educational level 

4.2% 20.8% 41.7% 33.3% .0% 100.0% 

Bachelor 

degree 

Count 5 41 86 80 8 220 

% within 

Educational level 

2.3% 18.6% 39.1% 36.4% 3.6% 100.0% 
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Master 

degree 

Count 4 17 33 35 4 93 

% within 

Educational level 

4.3% 18.3% 35.5% 37.6% 4.3% 100.0% 

Doctoral 

degree 

Count 0 2 1 2 1 6 

% within 

Educational level 

.0% 33.3% 16.7% 33.3% 16.7% 100.0% 

Total Count 11 71 154 146 18 400 

% within 

Educational level 

2.8% 17.8% 38.5% 36.5% 4.5% 100.0% 

 

Table 47: RELATIONSHIP BETWEEN LEVEL OF EDUCATION AND PRICE RANGES 

Source: Self-Illustration 

The resulting output tables are presented below: 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 11.372
a
 16 .786 

Likelihood Ratio 11.533 16 .775 

Linear-by-Linear Association 1.084 1 .298 

N of Valid Cases 400   

a. 12 cells (48.0%) have expected count less than 5. The minimum expected count is .17. 

 

Table 48: PEARSON CHI-SQUARE LEVEL OF EDUCATION AND PRICE RANGES 

Source: Self-Illustration 

To examine the statistically difference between level of education and price ranges, 

the Pearson Chi-Square test is applied in the table 48. The result from testing the hypothesis 

has presented that the P-value is .786. The null hypothesis can be accepted since P0.05.  

From this result, there is no relationship between level of education and price ranges (Χ
2 

= 

11.372, df = (5-1) (5-1) = 16, p = 0.786). People in this various level of education have quite 

similar attitude toward price of fast food. They have neutral attitude toward price range. 

Moreover, they do not agree that fast food has similar price to local food, fast food has good 

price in right quantity and quality. 
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 Level of education and delivery service 

H0: There is no association between level of education and delivery service. 

H1: There is a statistically significant difference between level of education and delivery 

service. 

Educational level * I like fast food because they provide home delivery service Crosstabulation 

 

I like fast food because they provide home delivery 

service 

Total 

Strongly 

disagree Disagree Neutral Agree 

Strongly 

Agree 

Educational 

level 

High 

school 

Count 1 2 12 20 22 57 

% within 

Educational level 

1.8% 3.5% 21.1% 35.1% 38.6% 100.0% 

College Count 1 0 4 12 7 24 

% within 

Educational level 

4.2% .0% 16.7% 50.0% 29.2% 100.0% 

Bachelor 

degree 

Count 3 7 28 96 86 220 

% within 

Educational level 

1.4% 3.2% 12.7% 43.6% 39.1% 100.0% 

Master 

degree 

Count 0 3 13 47 30 93 

% within 

Educational level 

.0% 3.2% 14.0% 50.5% 32.3% 100.0% 

Doctoral 

degree 

Count 0 0 0 4 2 6 

% within 

Educational level 

.0% .0% .0% 66.7% 33.3% 100.0% 

Total Count 5 12 57 179 147 400 

% within 

Educational level 

1.3% 3.0% 14.3% 44.8% 36.8% 100.0% 

 

Table 49: RELATIONSHIP BETWEEN LEVEL OF EDUCATION AND DELIVERY SERVICE 

Source: Self-Illustration 
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The resulting output tables are presented below: 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 11.190
a
 16 .798 

Likelihood Ratio 13.331 16 .648 

Linear-by-Linear Association .654 1 .419 

N of Valid Cases 400   

a. 13 cells (52.0%) have expected count less than 5. The minimum expected count is .08. 

 

Table 50: PEARSON CHI-SQUARE LEVEL OF EDUCATION AND DELIVERY SERVICE 

Source: Self-Illustration 

 To examine the statistically difference between level of education and delivery 

service, the Pearson Chi-Square test is applied in the table 50. The result from testing the 

hypothesis has presented that the P-value is.798. The null hypothesis can be accepted since 

P0.05.  From this result, there is no relationship between level of education and delivery 

service (Χ
2 

= 11.190, df = (5-1) (5-1) = 16, p = 0.798). People in this various level of 

education have quite similar attitude toward fast food distribution channel. They agree that 

fast food location; number of outlet and delivery service influence their purchasing decision. 

They has neutral attitude toward parking area provided in fast food restaurant. 

 Level of education and discount coupon 

H0: There is no association between level of education and discount coupon. 

H1: There is a statistically significant difference between level of education and discount 

coupon. 

Educational level * I buy fast food because of discount coupon Crosstabulation 

 

I buy fast food because of discount coupon 

Total 

Strongly 

disagree Disagree Neutral Agree 

Strongly 

Agree 

Educational 

level 

High 

school 

Count 5 12 23 12 5 57 

% within 

Educational level 

8.8% 21.1% 40.4% 21.1% 8.8% 100.0% 

College Count 5 6 5 5 3 24 

% within 

Educational level 

20.8% 25.0% 20.8% 20.8% 12.5% 100.0% 

Bachelor 

degree 

Count 14 43 78 62 22 219 

% within 

Educational level 

6.4% 19.6% 35.6% 28.3% 10.0% 100.0% 
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Master 

degree 

Count 7 14 23 36 13 93 

% within 

Educational level 

7.5% 15.1% 24.7% 38.7% 14.0% 100.0% 

Doctoral 

degree 

Count 2 2 0 2 0 6 

% within 

Educational level 

33.3% 33.3% .0% 33.3% .0% 100.0% 

Total Count 33 77 129 117 43 399 

% within 

Educational level 

8.3% 19.3% 32.3% 29.3% 10.8% 100.0% 

 

Table 51: RELATIONSHIP BETWEEN LEVEL OF EDUCATION AND DISCOUNT COUPON 

Source: Self-Illustration 

The resulting output tables are presented below: 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 25.328
a
 16 .064 

Likelihood Ratio 24.635 16 .077 

Linear-by-Linear Association 2.874 1 .090 

N of Valid Cases 399   

a. 9 cells (36.0%) have expected count less than 5. The minimum expected count is .50. 

 

Table 52: PEARSON CHI-SQUARE LEVEL OF EDUCATION AND DISCOUNT COUPON 

Source: Self-Illustration 

 To examine the statistically difference between level of education and discount 

coupon, the Pearson Chi-Square test is applied in the table 52. The result from testing the 

hypothesis has presented that the P-value is .064, definitely significant. The null hypothesis 

can be accepted since P0.05.  From this result, there is no relationship between level of 

education and discount coupon (Χ
2 

=25.328, df = (5-1) (5-1) = 16, p = 0.064). There is no 

relevant between attitude toward discount coupon and level of education. According to table 

51, people have scattered opinion about the influence of discount coupon on consumption 

choice whereas, other promotion elements have quite similar attitude such as discount 

promotion and member privilege.     
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6. DISCUSSION 

 Consumer attitude and demographic factor is popular issue for research study in food 

industry. Demographic variable such as age, gender, income level and education level are 

investigated to find relationship between them and consumer attitude as well as behavior. 

Attitudes toward fast food concerns about advantage and disadvantage of fast food: 

convenience and health concern are studied. However, Value and social issue are mentioned 

especially self-referent concept in fast food consumption. 

 Our study, the majority of respondents prefer to have quick service meal (55.8%). 

Investigation of relationship between consumer behavior and demographical factor: age, 

gender, education level and income level show that there is a relationship between age and 

fast food consuming frequency as well as income level and fast food consuming frequency 

but there is no relationship between gender, level of education and fast food consumption 

frequency. Moreover, relationship between demographical data and consumer attitudes 

toward fast food are studied.  The result presents that there are a relationship between these 

pairs of variable: Age and discount promotion, gender and discount promotion, income level 

and price range, income level and delivery service which the summary of hypothesis testing 

is shown in table 53.However, when study the most influencing factor of marketing mix, the 

result shows that people think that the most concerning element is distribution channel 

(40.75%), fast food product (35%), price (14.25%) and promotion (10%). Where people 

attitude toward marketing element are shown:  52% of sample agree that they like taste if fast 

food, 67.75% of sample disagree that fast food is good for health, 23 % of sample disagree 

that fast food has variety menu to choose, 21% of sample disagree that fast food package 

influence their consumption choice, 21.75% of sample disagree that price range of fast food 

influencing their purchasing choice, 12.5% of sample agree that they buy fast food because of 

reasonable price, 81.5% of sample agree that delivery service influencing their purchasing 

decision, more than half of sample agree that they consume fast food because of discount 

promotion and advertising, there variety attitude toward discount coupon of fast food, minor 

of sample agree that member privilege and free gift influence their purchasing decision.  
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Demographic variable Behavior and attitude variable Result 

 Consumption frequency Have 

relationship 

 Variety of food selection No relationship 

Age Price range No relationship 

 Delivery service No relationship 

 Discount coupon Have 

relationship 

 Consumption frequency Have 

relationship 

 Variety of food selection No relationship 

Gender Price range Have 

relationship 

 Delivery service Have 

relationship 

 Discount coupon No relationship 

 Consumption frequency No relationship 

 Variety of food selection No relationship 

Income level Price range No relationship 

 Delivery service No relationship 

 Discount coupon Have 

relationship 

 Consumption frequency No relationship 

 Variety of food selection No relationship 

Education level Price range No relationship 

 Delivery service No relationship 

 Discount coupon No relationship 

 

Table 53: THE SUMMARY OF HYPOTHESIS TESTING 

Source: Self-Illustration 

 Other than health and convenience aspect of fast food, reasonable of price and 

product, variety of fast food and the feedback of marketing promotion is our field of research. 

We study consumer attitude toward these elements and test the hypothesis about the 

relationship between them and demographical variable. The result shows that fast food 

industry successes in allocation of distribution channel. However, they should improve their 

price and marketing promotion to create better offering to satisfy their consumers. In 

addition, consumers has different attitude toward product aspect. However, demographical 

factors are affected consumer attitudes especially age, gender and income. According to Evan 

et al., (2009, p. 158-160) people in the age of 17-34 years old are categorized to risk takers 

means that they tend to open to new thing. Therefore, variety of choice will be effective 

toward them. On the other hand, people who are 35-45 years old are especially individualistic 
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and skeptical of marketing activity. Consequently, it would be hard to create attractive 

marketing promotion to satisfy them. Moreover, income level can reflect purchasing power. 

People who have lower income promote more positive attitude toward fast food than higher 

income person. However, they consume less frequency than higher income person according 

to their less affordability. Therefore, improving food quality in term of the hygiene and 

nutrition will increase higher income person‟s attraction while promote more attractive 

discount promotion will increase sale volume for lower income group. Furthermore, attitude 

toward fast food in male and female are quite similar. Nevertheless, female more agree that 

discount coupon influence her purchasing decision than male. According to Harmon & Hill, 

(2003) they study gender and coupon using. His research shows that male use coupon lessen 

than female. Therefore, marketer should use other sale promotion when targeting male.   
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7. CONCLUSION 

 To sum up, this research has provided a dept analysis of the proposed framework that 

focusing on demographic of Thai consumer towards quick service restaurant or fast food 

industry as well as Thai consumer attitude towards marketing mix elements. Interestingly, 

demographic variables namely; age, gender, income, and education level are provided for 

analyzing the relationship toward fast food consumption. Moreover, the attitude of Thai 

consumer towards price, place, promotion, and distribution channel are also taken into 

consideration. 

 We have conducted the survey through 400 respondents who are the representative of 

Bangkok population especially we have focused in teenagers and first jobber of Bangkok 

people because fast food consumption is popular among these groups rather than other group 

of Bangkok population. However, we have made a survey cover all groups of people.  

Bangkok is considered to be the most appropriate area due to many quick service restaurants 

or fast food chain stores located in that area. From the finding of the survey, we have found 

that there are male (53.8%) are likely to consume fast food than female (46.3%).  

 There are four main demographic hypotheses testing followed by the four sub-

hypothesis testing about marketing mix. Then, the outcomes of testing the relationship 

between demographic variables and consumer behavior have shown that there is a 

relationship between age and fast food consumption (H1). Teenager respondents have stated 

the idea of modern lifestyle and tasty of fast food product while old age people are more 

concerned on health issues. For the relationship of gender and fast food consumption there is 

no relationship the relationship between gender and fast food consumption (H2), since from 

the type of fast food such as, Pizza hamburger, fried chicken, it is not clearly demonstrated 

that which one  is being preferred by male or female. The outcome has presented that the 

similarity in frequency of fast food consumption between male and female which reflects the 

likeness of attitude between them. Thus, there is no difference in term of attitude towards fast 

food consumption. However, there is are relationship between gender and discount coupon, 

the point is that may be due to the factor that females usually have more concern about their 

expenditure, in other word they usually have higher skill to deal with their income than the 

counterparty. For income and fast food consumption, the outcome from hypothesis has shown 

that there is a relationship between income and fast food consumption (H3). The reason in 

order to low income people especially teenagers are likely to consume fast food than old age 
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wit high income. However, there is no relationship between education and fast food 

consumption among Thai consumer (H4).  

 From these four outcomes, we can conclude that age and income are considered to be 

the most significant factors in Thai consumer choices. In Thailand, age and income factor 

have influenced on Thai consumer in making decision to consume quick service meal. Also, 

for the most significant factor in term of marketing elements, most respondents have chosen 

the “Place” elements as their priority and followed by the “Product” elements and “Price” 

elements and “Promotion” elements respectively. Then, the hypothesis testing is provided in 

order to analyze for the relationship between independent variables and dependent variables.  

Thus, the analysis has shown Thai consumer behavior on quick service restaurant.  The 

research questions have already answered by the outcome from our analysis in finding the 

significant factors that affect Thai consumer choices.  
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8. RECOMMENDATION 

 This section is the suggestion to the direction of future in investigations on the fast 

food industry. As discovered in the survey of the major factor influencing Thai consumer 

choice toward fast food consumption, there are some suggestion points relating to 

demographic variables towards marketing mix factors based on Thai respondents attitude. 

The topics below are the recommendation focusing age interval, gender preferences, income 

level in order to create the strategic positioning for the QSR industry as well as maintain the 

position of fast food industry in Thai food industry.  

 Age Dimension 

 From the survey, there are five groups of age. We have found that the groups of 26-30 

years old people are considered the most enjoyable eating fast food than the group of 30-35 

years old as well as the group of over 35 years old people. From this point of view, the group 

of Thai old age people should be promoted by the fast food industry campaign in order to 

gain more segmentation. For example, the advertising of fast food industry should be adapted 

not only young people but also old age people. 

  Moreover, Thai younger people are most likely in taste of fast food while old age 

people are not preferred the taste of fast food according to the data as presented in the 

appendix 2 Consequently, the fast food industry should focus on the group of old age 

especially health issues since the group of 30-35 years old and over 35 years old are 

considered the most important group in term of health concern.  

 Gender Preference 

 According to the survey, the data has shown that the amounts of male respondents in 

percentage are likely to consume fast food than female respondents. Thus, male groups 

therefore have a bigger potential than female as the major consumption group and can be 

identified as target customers.  

 However, the female group should take into consideration in order to maintain the 

position in Thai food industry. A marketing mix could focus more on female and investigate 

in any special needs for this group. As female consumers are more concerned on the fatness 

than male consumers, consequently dietary food should be applied in fast food product in 

order to capture on female consumers. In addition, the advertisement and packaging of fast 

food products should be more feminine designs and more appealing to target the female 

consumers. 
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 Income Level 

 To increase the market share of fast food industry, the income level of consumer is 

taken into account since income is considered to be the major factor since there is a 

relationship between income and fast food consumption as mentioned before. According to 

our survey, we have found those Thai consumers who have the income less than 5,000 Baht 

are mostly concern on the price of fast food. Thus, from this aspect can make we realized that 

fast food industry in Thailand should be more concerned on price issues since most of Thai 

people who have income lower than 5,000 Baht are teenagers. It would be effective if quick 

service restaurant or fast food restaurant in Thailand can provide more save menus in order to 

be reasonable price for this group of consumers. The reason why focusing on this income 

group is that most teenager are interesting in fast food because it is modern and tasty. If the 

fast food restaurant in Thailand can capture this group, then they can enlarge their consumer 

base.  

 Moreover, the result from survey has shown that there is a group of income 5,000-

2,000 Baht which is concerned on discount coupon and gift promotion of fast food restaurant. 

In order to increase the sale and potential in long term therefore the fast food sector should 

launch more campaign on discount coupon by stimulating consumer through TV commercial. 

The more they launch the promotion, the more benefits of the fast food industry itself.  
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10. APPENDIX 

11. APPENDIX 1: QUESTIONNAIRE 

Instruction:  

1. This questionnaire is part of a research entitled “Consumer attitudes toward 

Quick Service Meal in Thailand: the study of influenced factor affecting 

purchase making decision” by Master Degree of International Marketing 

students at Mälardalen University, Västerås. The aim of this questionnaire is to 

establish well understanding associated with consumer choices on Quick Service 

Restaurant industry.  

2. This questionnaire has consisted of three main part:  

- Consumer Behavior 

- Attitude toward Quick Service Meal 

- General Information 

3. The information will be published as academic papers and presentation. Your 

information is entirely confidential and your identity will not be disclosed to any 

third parties. Please give each applicable question your careful consideration. 

Part 1: Consumer Behavior 

Please mark the appropriate choice with a cross or circle.  

1. Do you prefer quick service meal? 

1) Yes     2) No 

2. How often do you consumer quick service meal? 

1) Almost everyday   2) A few times per week 

3) A few times per month  4) Less than once per month 

3. Which type of quick service meal being the most preferred? 

1) Pizza    2) Fried Chicken  3) Hamburger  

4. Which time being the most preferred to have quick service meal? 

1) Breakfast    2) Lunch    

3) Dinner    4) Appetizer 

5. Which way do you prefer to have a quick service meal? 

1) Sit-in    2) To go 

3) Eating at home (call for a delivery meal)  
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6. How much do you spend on your meal? 

1) Less than 50 Baht   2) 50-100 Baht 

3) 101-200 Baht   4) More than 200 Baht 

7. What is the most influential factor in consuming quick service meal? 

1) Your own opinion   2) Friend   

3) Family    4) Other........................................ (Please specify) 

Part 2: Attitude toward Quick Service Meal 

Please indicate your agreeableness on a five-point scale. 

The following statements describe your personal opinions about quick service meal 

 2.1) Social and Group issues:  

 

Question Level of Evaluation 

How does fast food relate to me? Strongly 
disagree    Strongly 

agree 

1. I have enjoyable moment while having fast 

food.  
1 2 3 4 5 

2. People around me are likely to eat fast food.  1 2 3 4 5 

3. Fast food represents the modern style of 

eating.  
1 2 3 4 5 

4. Fast food is associated with fatness. 1 2 3 4 5 

5. Not just an eating place fast food restaurant 

is social place for me to meet or celebrate with 

friend or family. 

1 2 3 4 5 

 

2.2) Product issues: 

 

 

Question Level of Evaluation 

Why do I like to consume quick service 

meal? 

Strongly 
disagree    Strongly 

Agree 

1. I like the taste of fast food. 1 2 3 4 5 

2. I like fast food because of healthy food.  1 2 3 4 5 

3. I like fast food because of various in food 

selection. 
1 2 3 4 5 

4. I like fast food because it is simple and 

quickness. 
1 2 3 4 5 

5. I like fast food because of attractive 

packaging. 

1 2 3 4 5 
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2.3) Price issues 

 

2.4) Place issues: 

 

2.5) Promotion issues: 

 

Question Level of Evaluation 

Why do I like to consume quick service 

meal? 

Strongly 
disagree    Strongly 

Agree 

1. I like fast food because the price is similar to 

local food. 
1 2 3 4 5 

2. I like fast food because of reasonable price 

and quality. 
1 2 3 4 5 

3. I like fast food because of good price in right 

quantity. 
1 2 3 4 5 

4. I like fast food because of various price 

ranges.  
1 2 3 4 5 

Question Level of Evaluation 

Why do I like to consume quick service 

meal? 

Strongly 
disagree    Strongly 

Agree 

1. I like fast food because of convenient 

location in community.  
1 2 3 4 5 

2. I like fast food because they provide home 

delivery services. 
1 2 3 4 5 

3. I like fast food because there are many 

outlets surrounding Bangkok area.  
1 2 3 4 5 

4. I like fast food because of having car 

parking. 
1 2 3 4 5 

Question Level of Evaluation 

Why do I like to consume quick service 

meal? 

Strongly 
disagree    Strongly 

Agree 

1. I buy fast food because of discount coupon. 1 2 3 4 5 

2. I buy fast food because of high frequency in 

discount promotion. 
1 2 3 4 5 

3. I buy fast food because of free gift 

promotion. 
1 2 3 4 5 

4. I buy fast food because I often see the 

product advertising. 

1 2 3 4 5 

5. I buy because of member privilege. 1 2 3 4 5 
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2.6) What is the most influential marketing factors according to your own 

opinion about fast food consumption? 

1) Fast food product   2) Distribution channel 

3) Price of fast food   4) Marketing promotion of fast food 

Part 3: General information 

1. Gender 

1) Male    2) Female 

2. Age 

1) 16-20 years old   2) 21-25 years old 

3) 26-30 years old   4) 31-35 years old  5) More than 35 years old 

3. Marital status 

1) Single    2) Married with no children 

3) Married with children   

4. Income  

1) Less than 5,000 Baht  2) 5,000-20,000 Baht 

3) 20,001-30,000 Baht  3) More than 30,000 Baht 

5. Occupation 

1) Student    2) Office employed 

3) Owner/ Proprietor   4) Teacher     

5) Unemployed   6) Other……………………………….(Please specify) 

6. Member in a Household 

1) One people    2) Two people    

3) three-four people   4) More than four people 
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7. Level of education 

1) High school    2) College   

3) Bachelor Degree   4) Master Degree  5) Doctoral Degree 

 

 

 

End of Questionnaire 

Thank you very much for your cooperation 
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12.  APPENDIX 2: TABLE OF MEAN 

Table 1: Mean of attitude toward marketing element of fast food among different age group 

 
  

     

 

                    Element                             

Age                       

16-20 

years old 

21 -25 

years old 

26-30 

years old 

31- 35 

years old 

over 35 

years old 

 

Enjoy moment while 

having fast food 3.20 3.21 3.21 2.84 2.97 

 

Fast food restaurant as a 

hangout place 3.65 3.63 3.45 3.84 3.71 

 

Taste of fast food 3.63 3.70 3.54 3.21 3.23 

 

Simple & quick food 3.93 4.02 4.05 3.88 3.85 

 

Healthy food 2.27 2.04 2.09 2.14 1.97 

 

Similar price comparing to 

local food 2.73 2.56 2.91 2.44 2.09 

 

Reasonable price and 

quality 2.69 2.59 2.82 2.56 2.29 

 

Reasonable price and 

quantity 2.66 2.55 2.75 2.37 2.27 

 

Nice packaging 3.28 3.02 3.07 3.19 3.47 

 

Discount promotion 3.58 3.75 3.66 3.21 3.32 

 

Gift promotion 2.70 2.67 2.82 2.56 2.48 

 

Pro-advertising 3.51 3.43 3.52 3.84 3.70 

 

Privilege 2.68 2.67 2.96 2.33 2.55 

 

Convenient location 3.87 4.15 4.20 4.21 4.05 

 

Many outlet 4.06 4.30 4.16 4.28 4.20 

 

Parking lot 3.38 3.27 3.63 3.63 3.85 
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Table 2: Mean of attitude toward marketing element of fast food between male and female 

                                               Gender      

Element Male Female 

Fast food restaurant as a place to 

hangout 3.64 3.65 

Taste good 3.59 3.48 

Healthy product 2.16 2.03 

Simple & quick product 4.02 3.92 

Nice packaging 3.15 3.19 

Similar price to local food 2.55 2.55 

Reasonable price and quality 2.56 2.61 

Reasonable price and quantity 2.53 2.54 

Delivery service 4.09 4.16 

Parking lot 3.40 3.53 

Discount promotion 3.56 3.59 

Gift promotion 2.49 2.80 

Pro-advertising 3.49 3.59 

Privilege 2.63 2.68 

Convenient location 4.08 4.12 

Many outlet 4.19 4.24 
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Table 3: Mean of attitude toward marketing element of fast food among different level of 

income group 

 

 

  

       

Income level 

less 5,000 

baht 

5,000-20,000 

baht 

20,001-

30,000 baht 

over 30,000 

baht 

Element         

Enjoy moment while having fast 

food 3.25 3.22 3.04 2.92 

Modern style of eating 2.90 2.91 3.10 2.95 

Associate to fatness 4.32 4.22 4.39 4.33 

Fast food restaurant as a place to 

hangout 3.73 3.70 3.63 3.48 

Prefer the taste of fast food 3.74 3.56 3.53 3.31 

Healthy food 2.05 2.22 2.01 1.92 

Simple & quick food 4.03 3.96 3.97 3.92 

Nice packaging 3.19 3.12 3.21 3.20 

Similar price comparing to local 

food 2.77 2.55 2.51 2.40 

Reasonable price and quality 2.53 2.67 2.69 2.40 

Reasonable price and quantity 2.49 2.57 2.66 2.40 

Convenient location 4.07 4.04 4.14 4.20 

Many outlet 4.18 4.19 4.31 4.23 

Delivery service 4.08 4.05 4.20 4.26 

Parking lot 3.42 3.27 3.60 3.81 

Discount coupon 3.03 3.28 3.13 3.01 

Discount promotion 3.79 3.56 3.60 3.41 

Gift promotion 2.55 2.72 2.61 2.65 

Pro-advertising 3.44 3.50 3.61 3.67 

Privilege 2.41 2.76 2.70 2.61 
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Table 4: Mean of attitude toward marketing element of fast food among different level of 

education group 

Level of education 

High 

school 

Colle

ge 

Bachelor 

degree 

Higher than bachelor 

degree 

Element         

Enjoy moment while having fast 

food 3.18 2.92 3.16 3.07 

People around me like fast food 3.47 3.08 3.20 2.98 

Associate to fatness 4.14 4.42 4.29 4.34 

Fast food restaurant as a place to 

hangout 3.67 4.08 3.64 3.53 

Taste of fast food 3.54 3.25 3.59 3.47 

Healthy food 2.21 2.13 2.08 2.03 

Simple & quick food 3.95 3.96 4.00 3.89 

Nice packaging 3.30 3.17 3.20 3.03 

Similar price comparing to local 

food 2.61 2.42 2.51 2.64 

Reasonable price and quality 2.61 2.71 2.55 2.64 

Reasonable price and quantity 2.58 2.33 2.51 2.61 

Convenient location 3.81 4.04 4.15 4.16 

Many outlet 4.00 4.29 4.26 4.23 

Delivery service 4.05 4.00 4.16 4.13 

Parking lot 3.56 3.29 3.45 3.51 

Discount coupon 3.00 2.79 3.16 3.30 

Discount promotion 3.47 3.46 3.62 3.58 

Gift promotion 2.79 2.54 2.56 2.82 

Pre-advertising 3.47 3.79 3.55 3.51 

Privilege 2.72 2.58 2.65 2.66 

 

 

 

 

 

 

 


