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ABSTRACT

Thai restaurant business is the main business of Thai people for such a long time. It is
also the business with high competition therefore it is the interesting topic for studying about the
changing of Thai consumer behavior in order to help Thai restaurant to adjust their management
and respond the demand of present consumers properly. The objective of this research is to study
marketing mix factors affecting general consumer and consumer behavior in restaurant of the
consumer within the area of Ladkrabang as well as study the relationship between consumer’s
demographic factor and consumer behavior in Ladkrabang region. This study used the primary
data collected from distribution the questionnaires to 385 consumers who used to take the service
of restaurants in the area of Ladkrabang. The questionnaires were distributed according to
proportion of restaurants available in Ladkrabang region. The research also used the secondary
data collected from electronic media and several documents to describe the characteristics of
sample with statistical process.

The result shows that generally common consumers who prefer to take the service of
restaurant in the Ladkrabang area are male. Most of such consumers are aged between 21-25
years with the education level of Bachelor degree or equal, single and have 1-3 members in their
families and most of them are also the employees of private companies. For marketing factor
resulting to the need of taking restaurant service, it found that product factors, including
cleanliness, good flavor and service, has high influence on consumer’s decision making. Price

factor, including appropriate pricing, discounts for members, discounts according to the number



of customers or orders, also has high effect on the demand of consumer Another high effect on
consumer’s decision for taking restaurant’s service is the marketing channel factors including
convenient route to reach, convenient parking, safe and near the office or home. The decoration is
also one part of consumer’s decision. The moderate level of factors affecting to consumer
behavior in restaurant is promotion factor consisted of occasional promotion program, special
event promotion and leaflet distribution. For consumer behavior, it found that most of consumers
go to the restaurant by their private cars with minimum of 15 minutes for driving. They also
averagely take the service of restaurant twice a month. Most of them go to the restaurant with
their families between 5 p.m. — 10 p.m. and cost 101-105 baht for their food service charge. Most
of them have no specific plan and schedule for taking service of the restaurant.

A test of relationship between personal factor and consumer behavior in restaurant
regarding date, time and frequency of taking restaurant’s service shows that age, occupation,
status, education, family member and monthly income mostly relate to consumer behavior in
restaurant and only sex factor has no relationship with any aspect of consumer behavior in
restaurant. Moreover, the status has no relationship with the frequency of taking restaurant’s
service and family member also has no relationship with the period of taking restaurant’s service

at significant level of 0.05.



