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ABSTARCT 

     The purpose of conducting this research is aimed to study purchasing decision or 

criterions that influence customer’s purchasing decision towards top three fast food 

brands in Thailand which include KFC, McDonald’s and Chester’s Grill. This 

research is useful for fast food restaurant especially KFC, McDonald's, and Chester’s 

Grill. This kind of restaurant can gather information from this research to apply or 

improve their restaurant based on the results and information in this report as well. 

    There are five main factors of the purchasing decisions that include in this research 

study which are product, price, place, promotion, and brand name. 

    The way to conduct this research is a quantitative research which uses 

questionnaires to gather data. The samples for this research are customers of KFC, 

McDonald’s and Chester’s Grill restaurants. The result of the questionnaires analysis 

is based on 400 questionnaires that were collected from the customers during 

November, 2015 until January, 2016. The questionnaires will be conducted by 

concerning of an accuracy, reliability and validity of the answer from customers. 

    The research use Statistical Package for the Social Science (SPSS) to analyze the 

data that gather from questionnaires survey. Multinomial logistic regression and cross 

tabulation methods are used for hypothesis testing process in order to generate results.        



 

      According to the results, the main fives factors are significantly influence on the 

purchasing decision of customers. Moreover, there are several components in the 

main five factors have significantly influence on the purchasing decision of customers 

as well. 

Keywords: Purchasing Decision, KFC, McDonald’s, Chester’s Grill, Top Brand 
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CHAPTER 1  

INTRODUCTION 

     In this chapter, information describes about background of fast food in Thailand 

which related to the subject of this research which are purchasing decisions towards 

top three fast food brands in Thailand. The statement of problem is introduced 

followed by the purposes of this research study. Moreover, this research provides 

research objective, scope of study, assumptions, and benefits of research and 

limitation of research as well. 

 

1.1) Background  

     Nowadays, fast food industry is very popular in Thailand. We can see that Thai 

people are consuming fast food as well, not only the tourists consume it. In Thailand, 

there are many working people who always rush during working day. Not only the 

working people, there are many people who always enjoy eating fast food. Due to the 

changing life style of people, people are more rush and have valuable time. Some 

people really have no time to cook or eat food at home. We can see obviously in a big 

city like Bangkok where this kind of people is plentiful (Supattwarin, 2007). In 

addition, Thailand is a country that has several tourists as a tourist destination. Also, 

regional economic power is an important impact on the type of food, and the growth 

of fast food restaurants in Thailand including McDonalds, KFC, Subway, Pizza and 

the other brands. Particularly, in the large cities as Bangkok which is tourist areas, this 

kind of restaurant has boomed (Taste Adventures, 2015). 
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        The top three popular fast food brands in Thailand include KFC and following by 

Mc Donald’s, Chester’s Grill respectively. The rank is based on the brand awareness 

or top of mind of people in Thailand as following picture (W&S Market Research, 

2015). We can see these restaurants all around in Thailand. 

 

Figure 1.1: The top three popular fast food brands in Thailand include KFC and   

                  following by Mc Donald’s, Chester’s Grill. 

 

      There are many reasons behind the popularity of fast food trend including quick or 

fast service which can save time a lot for people who have limited time, good taste, 

easy and fast way to eat, also very convenient for people who can’t cook or don’t 

want to cook by themselves. (Francine, 2013) 

      In addition, there are many considerations or factors for choosing the most often 

visit fast food brand in Thailand including good taste, affordable price, many stores, 

fast or quick service. (W&S Market Research, 2015) 

      We can obviously see that many people always concern about the taste of the 

food. Fast food is also considered about the taste as well. People will often visit fast 

food brand based on the comparison of the taste of the food. They prefer to visit the 

better taste for fast food brand. Thai people also concern about the price as well. 

Some of them will compare the price and select the fast food brand that has cheaper 

price. 

 

http://www.slideshare.net/
http://www.slideshare.net/
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     Number of store is another factor that influences people to be customer of each fast 

food brand. Some people prefer to buy fast food brand that has store near their home. 

If the brand has many stores, it will be convenience for people to go to the store and 

become the customer of the brand.  

     Furthermore, fast or quick service is another important factor. The most of people 

who consume fast food, they prefer fast food restaurants that able to provide warm 

meals with very quick or fast service that can save their time. 

                                            

Figure 1.2: Rank of money spend per person per time at fast food restaurant. 

 

     According to the figure 1.2, most of the people in Thailand spend money around 

201- 300 baht, following by 101 -200 bath and 301 -400 baht respectively per person 

per time at fast food restaurant (W&S Market Research, 2015). 

       Moreover, nowadays many fast food brands implement various strong 

promotions and advertising. They also create various innovations or special of menu 

which can help the brands motivate a strong dynamic in fast food industry as well. 

(euromonitor.com, 2015) 

http://www.slideshare.net/
http://www.euromonitor.com/
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     Lastly, based on the Thailand Forecast Per Capita Spending on Foodservice by 

Type and Location as following figure, we can see that fast food has very high 

compound annual growth rate at 8.9% which is very high comparing with the other 

types of foodservice (the Minister of Agriculture and Agri-Food, 2014). Therefore, 

the information from the figure indicates the popularity of fast food in Thailand as 

well. 

Table 1.1: Thailand Forecast Per Capita Spending on Foodservice by Type and  

                 Location in US$. 

 

1.2)  Statement of Problem  

     As social trend is changed, people are more rush and their times are more valuable. 

This can lead to many fast food brands and restaurants in Thailand which we can see 

obviously. People have more choices to choose the fast food brands based on their 
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preference. As many fast food brands provide similar menus such as hamburger, 

french fries, and fried chicken there is an important problem of high competition 

between the brands. Every fast food brands would like to have more and more 

customers as a goal. In order to attract more customers and make customers loyalty or 

revisit to the brand or restaurant, each brand should know the factors that influence 

purchasing decisions towards fast food brands of customers in order to improve or 

implement any factor that can reach the goal. 

     Hence this research will study “The purchasing decision towards top three fast 

food brands in Thailand”. The possible factors that could influence purchasing 

decisions of customers will include product, price, place, promotional and brand 

name. 

 

1.3)  Intention and Reason for Study  

      In this research study, the author is trying to find out the important factors or elements 

which influence customer’s purchasing decision towards top three fast food brands in 

Thailand which focus on  KFC, Mc Donald’s, Chester’s Grill. 

     This research will examine the element of purchasing decision or choice decision of 

customers which can be used for improving or implementing marketing strategy for fast food 

companies. 

 

  1.4)  Research Objectives  

There are 3 main objectives for conducting this research study as following 

1. To examine purchasing or choice decision of customers towards top three fast food  

    brands in Thailand which focus on KFC, Mc Donald’s and Chester’s Grill.  
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2. To find out the factors or elements that influence purchasing decision of customers   

     towards top three fast food brands in Thailand focus on KFC, Mc Donald’s, Chester’s   

     Grill. 

3. To study the relationship of purchasing decisions between KFC, Mc Donald’s and  

    Chester’s Grill. 

 

1.5)  Scope of Study  

    For scope of content, this research will study factors or elements that influences 

purchasing decisions towards top three fast food brands in Thailand which focus on 

KFC, Mc Donald’s, Chester’s Grill. 

    For scope of samples and location, this research study will conduct survey in 

Thailand. The main respondents are the customers of fast food restaurants including 

the customers of KFC, Mc Donald’s, and Chester’s Grill restaurants. The research is 

aimed to focus on customers who consume fast food of these three brands.  

     For scope of researching duration, this research will be conducted during 

November 2015 – January 2016 in Thailand. 

      For the scope of related variables in this study, dependent and independent 

variables are presented accordingly as following. 

Dependent Variables 

Purchasing decision towards top three fast food brands in Thailand. A case study of 

KFC, Mc Donald’s, Chester’s Grill.     

Independent Variables 

Product 

1)  Variety of food 

2) Taste of food  
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3) Quality of Food  

4) Timely service  

Price 

5) Reasonable Price 

6) Lower Price 

7) Clear Identification of Price 

Place 

8) Cleanliness 

9) Convenience 

10) Design 

11) Size of Restaurant 

Promotion 

12) Discount  

13) Voucher  

14) Gift Set 

Brand Name 

15) Brand Awareness  

16) Brand Reputation  

17) Brand Loyalty 

For hypothesis can explain as following. 

- H1o: βproduct factors = 0 

- H1a: at least one of βproduct factors ≠ 0  

- H2o: βprice factors = 0 

- H2a: at least one of βprice factors ≠ 0  
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- H3o: βplace factors = 0 

- H3a: at least one of βplace factors ≠ 0  

- H4o: βpromotion factors = 0 

- H4a: at least one of βpromotion factors ≠ 0  

- H5o: βbrand name factors = 0 

- H5a: at least one of βbrand name factors ≠ 0  

 

1.6) Assumption 

      The research is conducted assuming customers purchasing decisions towards top 

three fast foods brands in Thailand including KFC, Mc Donald’s and Chester’s Grill. 

There are many customers for the fast food restaurants. These customers are different 

from each other in term of age, gender, race, occupation or preference.  The customers 

may have different opinions for purchasing decisions towards the top three fast foods 

brands in Thailand. The differences can see in analysis part as statistical data. 

      Moreover, the data for using in the analysis part will be collected in an appropriate 

way along with reliable method.  

 

1.7)  Benefit of Research 

       Based on the research study, there are four obviously benefits of conducting this research 

study. 

1. To have clearly identify factors or elements that can be influenced customer’s 

purchasing decision towards top three fast food brands which are KFC, Mc 

Donald’s and Chester’s Grill. 
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2. To have a better understanding the relationship between the factors or 

elements that can be influenced customer’s purchasing decision towards top 

three fast food brands which are KFC, Mc Donald’s and Chester’s Grill. 

3. To have a better understand of the different of each factor or element between 

KFC, Mc Donald’s and Chester’s Grill. 

4. To provide the research information that is useful for fast food restaurants. 

1.8) Limitations of Research  

      The location for conducting this research study and collecting the data will be 

limited within Thailand only. Therefore, the results of questionnaires will be based on 

people who stay or live in Thailand. 

      In addition, this research study focus on only top three fast food brands in 

Thailand which are KFC, Mc Donald’s and Chester’s Grill. 

      Furthermore, this research study will specific focuses on only the factors or 

elements of purchasing decisions towards the top three fast food brands in Thailand 

which include product, price, place, promotion and brand name  

     Moreover, there are some people who bias to the top three fast food brands. The 

respondents may intend to provide answers for the questionnaires in negative way 

which can make the distortion in analyzing result process. 

       

1.9) Definition of Terms  

Purchasing Decision is a continuous process that refers to thoughtful and consistent 

action that undertake to bring the need satisfaction (Azjen et al., 1980). 

Fast Food can be defined as quick, easily accessible and cheap alternatives to home-

cooked meals (Karen Hellesvig-Gaskell, 2015). 
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Quick Service Restaurant (QSR) can be defined as providing a relatively limited 

menu, service and low price. The food for the restaurant can be easily prepared or 

served quickly (Ninemeier and Perdue, 2005). 

Brand Name is a name used to distinguish one product from its competitors (Jim Riley, 2009).  

Brand Loyalty is the attachment of a consumer towards a brand even the product will 

change in feature or price (Reisenwitz and Gupta, 2011). 

Brand Awareness  can be defined as the ability of customer to describe a brand under 

different conditions (Keller, 2003). 

Brand Reputation can be defined as the goodwill that consumers arbitrate to a brand 

based on their previous experience with it (Herbig and Milewicz, 1995). 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.tutor2u.net/business/blog/qa-what-is-a-brand-name-and-what-are-the-advantages-of-having-a-strong-bran#bio
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CHAPTER 2  

LITERATURE REVIEW 

 

     In this chapter, author begins with theoretical foundation and following by 

reviewing the relevant literature and previous studies about Choice Theory, Fast Food 

Market, Quick Service Restaurant (QSR), Brand Name, Brand Awareness, Brand 

Loyalty, Brand Reputation, Consumer Behavior, Marketing mix of 4Ps including 

product, price ,place and promotion, Purchase Decision, Purchasing Phases, Related 

Research respectively and Hypothesis. 

 

    2.1) Theoretical Foundation 

    This research paper is focus on factors that influence purchasing decision of 

consumers toward top three fast food brand in Thailand. Therefore, the theoretical 

foundation of the conceptual framework has been created based on similar business 

settings. There is one main variable in this research paper which is purchasing 

decision that has been presented within literature review. This paper will include other 

related theories that fit in with this research paper as well.  

 

   2.2) Choice Theory 

    The rational choice theory can be defined as choice or rational action theory. It is a 

theory for understanding, also modeling economic, social, and individual behavior. In 

addition, the theory is the main paradigm in the currently-dominant microeconomics 

school as well. It is also central to modern political science and other disciplines. 

Becker recorded that the theory was popularize in 1992, Memorial Prize Laureate in 
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Economics Science, Gary Becker is one of the first person who apply rational actor 

models more widely (Becker, 1976). Elster explained the importance of the rational 

choice theory that ”people always do what they believe that it will has the best 

outcome, when they faced with many courses of action”. More specific definition that 

defined by the rational choice theory is the rationality which means “an individual 

acts as if balancing costs against benefits to arrive at action that maximizes personal 

advantage” (Elster, 1989).  

    This theory is argued to be the outcome of the envy of other disciplines on 

economics and its principles of choice in human behavior as well (Friedman, 1953). 

Scott affirms that it happened to several people that economic is the most successful 

of the social sciences. It is assumed that people are motivated by money and 

possibility that can make a profit. It is allowed to build formal and often predictive, 

models of human behavior. They thought that they can success in their own study, if 

they follow only the methods of economics. These sociologists and political scientists 

have tried to build theories around the idea which is fundamentally 'rational' in 

character and that people calculate the likely costs and benefits of any action before 

deciding what to do. This theory known as rational choice theory (Scott, 2000). 

 

   2.3) Fast Food Market  

     Fast Food Market can be defined as selling of food and drink for immediate or 

quick consumption or it can be defined as eating areas that share with other food 

service operators (Datamonitor, 2009). Most of the fast food consumers are 

emphasized on the quality of service more than the cost of food that they get. 

Marketers have to place value or importance on the service quality as tactic or 
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strategy for operational and objective. In addition, researchers have to understand that 

the service quality is a key important of decision choice for service consumers 

(Cronin et al., 2000). The consumer behavior is not always same all the time, it can be 

change or alter from time to time and from person to person as well (Pingali, 2007). 

The different can be occured when consumers experience goods and services because 

each experience is derived from interaction or response between the steps of event 

and prior of individual expectation (Pine & Gilmore, 1999). Therefore, the marketers 

should focus on providing precious or good memorable experiences to their 

consumers as it very important (Pine & Gilmore, 1999). 

     Furthermore, the marketers should understand perception and preferences of 

consumers for fast food restaurants. Also, the marketers should understand how the 

consumers differ across countries or culture. Therefore, the strategy can be used to 

improve consumer’s perception toward their fast food restaurants and to increase 

demand from the consumers as well (Kara et al., 1995). The differences in consumer’s 

perceptions can be surveyed or observed between the consumers in different cities of 

a country (Liu et al., 2007). Fast food restaurants should provide various or mix of 

products and services to attract and engage consumers at an individual level and 

convert to their memorable events (Pine & Gilmore, 1999). 

       

2.4) Quick Service Restaurant (QSR)  

    Quick service restaurants are not provided various menus. It provides limit menu, 

service with low prices (Ninemeier & Perdue, 2005). This kind of food can prepare 

the process easily, also serve quickly as well. The process of QSR food is prepared on 

large scale with standardize cooking and production processes. In most case, menu of 
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food of QSR will be processed and prepared for ingredients at central supply facilities 

or it can be processed by suppliers. Then the food will be delivered to each QSR. The 

food will be reheated and cooked in a short period of time which can save a lot of 

time. 

     Historical growth of QSR business is derived from adding many restaurants to 

their portfolio. This growth will important as long as their core market is not saturate. 

QSR have to deal with many challenge issues including fatness and increasing rate of 

health concerned from consumers. Even though, QSR food is not directly be a cause 

of illness, Werner et al. (2007) warn that lawsuits will follow that will try to do so. 

Therefore, QSR offer various low-fat food in their menu in order to response the 

lawsuits (Robinson et al., 2005). 

    The first company in QSR chain is Yum Company. The company has several 

brands under the company including KFC, Taco Bell and other brands. This company 

is the first company that change their product regarding trans fats. In KFC, all fired 

chicken are served with zero grams of trans fat (Katz, 2008). 

    Nowadays, QSR businesses are not competing with other QSR only. They also 

have to compete with many quick casual and casual dining restaurants such as Baja 

Fresh, Chili’s , and Outback. Moreover, QSR businesses have to compete with the 

increasing of “ready-to-eat” meals (Quick Meal) that available in many convenience 

or grocery stores. Therefore, a strategy method for QSR is to see the business through 

the consumer’s eyes and focus on importance of differentiation in order to 

differentiate their products and companies from various competitors (Michael & 

Robert, 2008). 
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   2.5) Brand Name 

    A brand name can be defined as identity of a product. It carries all of the brand 

equity. Brand name cannot change without an important risk of losing all equity, 

while corporate name can change. Therefore, the brand name should view as long-

term commitment. The most desirable attributes of a successful brand name are 

include connotations, relevance to product category, easy to recognize and recall, 

overall liking, distinctiveness, and consistency with the company and its existing 

product line. (Chiranjeev & Lance, 2011) 

 

     2.5.1) Brand Awareness 

     Brand awareness can be defined as the ability of consumer to specify a brand 

different criterion (Keller, 2003). This can be taken in the brand recognition and brand 

recall forms. The brand recognition assumes prior exposure of the brand. When the 

consumer gets a hint, they will correctly identify the brand based on what they are 

previously seen or heard. Consumers may remember many brands but they will recall 

only a small number of brands. Sometimes they can recall only one brand. Therefore, 

the brand recognition can be defined as the minimum level of brand awareness which 

is based on aided recall as well (Holden, 1993; Laurent et al., 1995; Mariotti, 1999). 

The brand recognition is very important when a consumer selects a brand at the point 

of purchase. 

     Brand recall can be defined as the next level of brand awareness. It depend on 

unaided recall (Holden, 1993; Laurent et al., 1995; Mariotti, 1999). It also related to 

ability of the consumer to recall the brand from memory when a relevant hint is 

http://iveybusinessjournal.com/author/lleuthesser/
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provided (Ross and Harradine, 2004). In addition, brand recall can be implied that the 

brand has stronger position in his or her mind. The first name of brand that the 

consumer can recall represents the highest level of brand awareness (Laurent et al., 

1995; Mariotti, 1999).   

      

   2.5.2) Brand Loyalty 

      Brand loyalty can be identified as a core dimension of brand equity (Aaker, 1996). 

The brand loyalty is like an attachment of a consumer towards a brand (Kim et al., 

2008; Chahal & Bala, 2010; Hsu et al., 2012; Tran et al., 2013) even after changing 

the price or features of the products (Reisenwitz & Gupta, 2011). Loyalty is a biased 

behavior of purchase process which results from psychological process (Anderson and 

Srinivasan, 2003) which also excludes random repurchasing (Homburg & Giering, 

2001). The loyal consumers believe that the brand is more satisfactory than the other 

brands, so they will have a strong commitment to the brand (Holland & Baker, 2011). 

In addition, brand loyalty can also be defined based on the attitude, belief and 

intension structure of consumer for a brand (Lee et al., 2009).        

      In another view, we can see that consumers that have high involvement and 

experience level with a product category will be a brand loyalty (Holland & Baker, 

2011). Furthermore, the brand loyalty can be defined by six conditions including 

biased, expressed over time, behavioral response (purchase) and psychological 

(decision making, evaluation) processes (Jaboby & Kyner, 1973). 

      In literature, brand loyalty can be dived into two categories including attitudinal 

and behavioral loyalty (Homburg & Giering, 2001; Yang and Peterson, 2004; Kim et 

al.,2008; Lee & Back, 2009; Chahal & Bala, 2010). Behavioral of brand loyalty can 
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be defined as repurchasing of a brand (Yang & Peterson, 2004; Lee & Back, 2009; 

Chahal & Bala, 2010) such as frequency of purchase, amount of purchase and amount 

of brand switching over a period of time (Lewis & Soureli, 2006). Behavioral loyalty 

only is not enough to explain how many purchasing situations persuade purchasing 

the same brand by consumer. Therefore, behavioral must attend with positive attitude. 

For attitudinal loyalty, it can be defined as strong cognitive components that influence 

affective loyalty (Chahal & Bala, 2010). The affective loyalty impacts on cognitive 

loyalty that cause intention of consumers as well (Lewis & Soureli, 2006) or 

commitment in form of unique values related to the brand (Yang & Peterson, 2004; 

Lee & Back, 2009). 

 

     2.5.3) Brand Reputation 

    Brand reputation can be defined as backward-looking asset along with forward 

looking benefits. It is the goodwill of consumers toward brand which based on 

previous experience (Herbig & Milewicz, 1995). According to positive previous 

experience through advertising and product consumption, consumers will create 

positive expectation about the future experience. Various study show that a high 

reputation of a brand with a favorable first hearing. The advertising of the brand will 

receive greater impact (Chaudhuri, 2002) and can be interpreted in a more positive 

way (Jain, 1993; Mitra & Golder, 2006).  

 

2.6) Consumer Behavior 

      Consumer Behavior can be defined as the actions that consumers take in order to 

making decision about buying or purchasing any goods and services. To study of 
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consumer behavior will always focus on the psychological and other factors that 

persuade consumer to purchase or reject the products or services. It is very important 

to understand these factors and utilize the behaviors in a way that persuade consumers 

to purchase the products or services, in order to create a marketing campaign 

successfully (Malcolm, 2003). 

    Self-image of the consumer is one of the key components that influence consumer 

behavior. People who prefer admiration in order to feel good about themselves will 

always go to over lengths to get validation from the others. It will lead them to 

purchase the latest or new fashion including clothing and car also being seen in the 

right place can be very necessary as well. In the other hand, people who are not much 

concerned about the others thinking will focus on make purchasing decision based on 

practical and capabilities of products or services provided  to them that meet their 

requirement as well (Malcolm, 2003). 

      In addition, cultural factor can play a role in order to shaping consumer behavior 

as well. For instance, bargaining power with the owner of a shop for the price of a 

product is a common practice in various places around the world. Bargaining about 

the price before purchasing can be an important part of the process in some cultures. 

In the other hand, the way to bargaining the price with the owner of the shop can be 

considered as an improper way and even rude as well. In addition, people who always 

travel will adapt their consumer behavior to match with the local standard. Therefore, 

they can be perceived as a part of the social norm (Malcolm, 2003). 

     Social pressure is a relevant factor that can be considered as a factor that influence 

on consumer behavior. Consumers might be persuaded to buy some specific brands 

because they feel impress with same products that they have bought. The selection of 
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food, clothing, type of home and neighborhood and many other purchasing decisions 

can be influenced by the desire to fit well with a social circle. According to the social 

pressure, the main focus is to fit with the group of choice and be recognized as a part 

of the group, but not focus on the admired from the others (Malcolm, 2003). 

       Another major role in determining consumer behavior is an education. It can be 

related to formal education and learning in general. In some manner, the product that 

the consumers feel desire  might be cast aside in favor of other products which they 

think that it has more attractive, as people get more information about their 

purchasing choices. For instance, until the consumers know that there is a lot of 

sodium loaded in canned soup, they might be very unhappy or unsatisfied with the 

brand of canned soup. Therefore, the consumers will change the brand and begin to 

favor the other brand that has lower amount of sodium, and still satisfy the desire for a 

tasty soup (Malcolm, 2003). 

       Moreover, consumer behavior can be studied in terms of sectors of population 

and individuals.  Any businesses can create various products that can persuade a lot of 

consumers and make an advertising that can gain more attention from the target 

market, by understanding about what can impact purchasing behaviors. As consumer 

needs and tastes are change over time, the process of evaluating consumer behavior 

will ongoing. Therefore, many companies always evaluate the achievement of their 

efforts and implement any changes when necessary to maintain the achievement 

(Malcolm, 2003). 

  2.7) Marketing Mix of 4Ps 

     Marketing mix can be defined as the different marketing decision variables that 

combine together and used by companies to market their goods or services. The 
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marketing mix is a group of controllable variables which can use to influence buyers 

responses by the companies. Therefore, marketing managers will decide the amount 

or level of marketing cost that have to spend in order to achieve budget of marketing 

purpose of the companies. In addition, after summarize the marketing budget it can be 

decided about how to divide it from the total marketing budget among many 

instruments in the marketing mix (Meera, 2012).  The following table is the organized 

of marketing decisions. 

 

Table 2.1: Elements of 4P’s 

 

     The marketing mix theory is coined by Neil H. Borden. It combines with many fair 

inputs of all important elements which make up marketing programs that shown in the 

following figure (Figure 1). It consists of the main of company’s marketing style. All 

of the elements that is mentioned before are very important and depend on each other. 

Moreover, the four elements (4Ps) of marketing mix are interrelated (Meera, 2012). 

The following figure is about marketing mix cycle. 
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Figure 2.1: Marketing Mix Cycle 

 

    For the current trend, there are many different factors that always influence the 

development of strong customer relationship. Companies are focusing on the strong 

exchange relationship also an understanding of customer’s relationship value as well. 

Because there is a framework that suggests the relationship between the marketing 

mix’s variables at different levels (Meera, 2012). 

 

     2.7.1) Product 

    Product means a physical product or service for a customer which ready to pay. It 

includes tangible goods such as furniture and intangible goods such as service. The 

product is key factor of marketing mix (Meera, 2012). 

 

      2.7.1.1) Product Life Cycle 

     It can be defined as different stages that the sale of any product changes in a period 
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of time. There are four stages including introduction, growth, maturity and decline 

stages. 

     A product is get into the market then it gains more consumers as it grows. As the 

market stabilize and the product becomes mature, after a period of time it will decline 

because of the introduction and development of many competitors. Then, it is 

withdrawn as the following figure (Figure 2) (Meera, 2012). 

 

 

   Figure 2.2: Product Life Cycle 

 

    2.7.1.2) Customer Life Cycle 

     The Customer Life Cycle (CLC) emphasis on building life time of customers by 

creating and delivering value through the life of a customer. It embodies concept of 

marketing because it is marketing oriented not product oriented. One of the important 

problem is normally company offers differently in product types. Therefore, it is hard 

to maintain a form of Customer Life Cycle for every company (Meera, 2012). 

 

      For example, CANARA BANK has many products that would like it customers to 

maintain lifetime relationship with it. People can start saving their money at young 

age. 12-15 year old are started to have cash account. 16-17 year old aimed with the 
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right Track Account. When they begin to study in college or university, student loans 

are available. When they begin to work, there will be many kinds of current and 

saving account available. Moreover, they can obtain home or car loan. It would be 

useful to take out a pension plan. Lastly, CANARA BANK offer pension plans due to 

this type of strategies a company such as CANARA BANK can gain and hold 

customers then offer various products and services through a life of customer. The 

following figure is an example of Customer Life Cycle (Figure 3) (Meera, 2012). 

 

 

Figure 2.3: Customer Life Cycle 

 

2.7.2) Price 

     Price can be defined as the amount that consumer must exchange to receive any 

offering. The price should be dynamic because the product will depend on different 

factors and it changes constantly as well. Therefore, it can bear the changes over 

duration. The decision on the cost of the product is the important factor for pricing 

which marketing strategy and its expenses will be related to distribution, advertising 

expenses or any kind of price in the market (Meera, 2012). 
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2.7.3) Promotion 

     One of the most powerful in marketing mix is promotion. Sales promotion 

activities include exhibition, public relation, publicity and etc. The marketing 

manager has to decide the level of marketing cost on promotion. Activities of 

promotion are intended to support advertising and personal selling. Promotion can 

help trader and sale force to present the consumers in an effective way and persuade 

them to buy their products. There are many different components which consist in 

promotion that use to reach or achieve marketing goals of the company (Meera, 

2012). 

      A powerful component in marketing mix is advertising. To create and develop 

image of a product in a market are the main purpose of the advertising. It is also the 

important instrument of competition that maintains the dynamic of industry. In 

addition, positioning of the product in the target market is decided by promotion mix. 

It has to consider as expense and add to the cost of a product (Meera, 2012). 

 

2.7.4) Place 

     There are many components in place including warehousing facilities, channels, 

mode of transportation and inventory control management. Therefore, it is a 

mechanism through which products and services are moved from the service provider 

and manufacturer to consumer. A business team has to interact with various clients 

and ensure availability of the product if the product is a business product. In addition, 

distribution has a huge effect on the profit. Hence, the company should have great 

supply chain and logistics management plan for the distribution (Meera, 2012). 
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      Moreover, the four components in marketing mix are interconnected. If the price 

of the product increasing, the demand of the product will lower and require lesser 

distribution as well. Lastly, the overall of marketing mix can result in dynamic 

modeling which base on customer response for improving a product also can be 

launched as upgraded product (Meera, 2012). 

 

2.8) Purchase Decision 

       Researchers and marketers recently pay more attention on purchase behavior of 

consumers because it is important for anticipating the success of operational and 

achieving sustainable competitive advantage (Parasuraman et al., 1985; Zeithmal, 

1988; Bolton et al., 1991; Dodds et al., 1991; Holbrook, 1994; Cronin et al., 2000). 

Purchase decision means a continuing of a process that refers to thinking and 

conforming action to bring about need or satisfaction. Normally, consumers are 

rationale and always use information that they have in a systematic way (Azjen et al., 

1980). Purchase decision can view as symbolic in form of sensory pleasures, 

emotional responses, daydreams or aesthetic considerations (Engel et al., 1993). 

      For marketing strategy, making purchase decision in the consumers is to meet the 

need of consumers and increase their satisfaction (Porter, 1985). The purchase 

decision can change or adapt with the situations of a person or consumption situation 

that derive from the quality attributes of sellers. Furthermore, literature reviews about 

consumer behavior conclude purchase decision as situation phenomenon, social 

phenomenon, personal phenomenon and perceived contextual phenomenon (Engel et 

al., 1993).  
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     Consumer decision process can be divided into two categories which are 

processing (include pre-purchase, problem recognition and alternative evaluation) and 

outcomes (include post-purchase evaluation). Purchase decision is an outcome of the 

previous processes will happened, so it founds from the outcome theory. The purchase 

is involving the exchange in term of money or an engagement to pay for performance 

of products or services. At the evaluation stage, the consumers will think about the 

preference among each brand from various choices that they obtain from a decision 

making set. The decision making set include awareness, consideration, choice sets to 

final decision. Then, the consumers will select the brand based on their preferences 

and information that they have. Finally, they get the most preferred brand and 

purchase it. Nevertheless, there are two factors that can intervene between purchase 

decision and purchase intention (Gwakisa, 2013). 

      The first factor is attitudes of others. It is the extent which attitude of the others 

reduces one’s preferred alternative will depend on two things including intensity of 

negative attitude of the others toward preference alternative of the consumer and the 

motivation of the consumer to conform to wishes of the others (Gwakisa, 2013). 

      The second factor is unanticipated situational factors which may explode to 

change the purchase intention. The consumers can lose their job, some purchasing 

may be urgent that is why preferences and the purchase intention are not reliable 

predictors for purchasing behavior. In addition, a consumer will modify, postpone or 

avoid any purchase decision that he or she perceives risk of it.  The amount of risk 

that the consumers perceived will vary with the amount of attribute uncertainty, 

money at stake and the amount of self confidence of the consumers. The consumers 

will develop their routine to reduce risk such as information that gather from their 
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friends, decision avoidance and warranties. Moreover, many smart marketers are 

studied the factors that stir a feeling of risk in the consumers, then they provide 

information and support to reduce risk that the consumers will perceive. Therefore, 

they can ensure that the consumers will but their product (Gwakisa, 2013).  

     The factors that involve between evaluations of alternatives to a purchase decision 

are shown as following. 

 

 

Figure 2.4: Factors that involve between evaluations of alternatives to a purchase   

                  decision 

 

2.9) Purchasing Phases 

    This consists with organizational decision theorists (Mintzberg et al., 1976), the 

purchasing decision can be defined as a set of actions and several dynamic elements. 

It begins with identification of an encouragement for action and ends with the exact 

commitment to action. Organizational purchasing is dealt with as a several stages of 

decision process which can imply that instead of focusing on the final purchase 
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(outcome) only, one is to interest in the several events and relationships between the 

several elements that lead to the purchasing (Gronhaug & Venkatesh, 1991). 

     There are many researchers have tried to separate the purchasing decision process 

into a number of stages. Specifically, Woodside and Samuel separated the purchasing 

decisions process into four parts including developing and analyzing requirements, 

preparing request for quotations and analyze the quotations, negotiate with suppliers, 

and post-negotiation evaluation and reporting (Woodside & Samuel, 1981). In the 

same way, McWilliams explained four different stages of the purchasing decision 

process. The four stages include identification of need, establishment of 

specifications, evaluation or identification of purchasing options and selection of 

supplier (McWilliams, 1992).  

     Kotteaku, Xideas and Moschuris explained for four purchasing stages. The four 

stages include initiation, search, selection and completion. In each stage include 

distinct and directly noticeable tasks. For instance, the initiation includes the pattern 

of specifications and the selection includes assessment of supplier (Kotteaku at al., 

1995; Xideas & Moschuris, 1998). 

    Organizational purchasing should compound with several sequential phases as it is 

a complex process. Bellizzi and Belonax described the purchasing decision process in 

nine stages (Bellizzi & Belonax, 1982). There are many researchers that described the 

purchasing decision process to have six to eight phases (Abratt, 1986; Cardozo, 1983; 

Ghingold & Wilson, 1998; Lilien & Wong, 1984; Smith & Taylor, 1985). For 

instance, regarding to the Ghingold and Wilson, the purchasing process should be 

separated into six stages. The six stages include recognition of need, general 
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description of necessary item, development of precise purchasing specifications, 

searching for vendor and qualification, interactions of vendor and proposals, 

assessment of alternative vendors and selection of supplier (Ghingold & Wilson, 

1998). 

     There are several researchers that try to combine process that effect the purchasing 

process itself with the structure and functioning of the purchasing center (Dowling, 

1994; Ghingold & Wilson, 1998; Lynn, 1987; Naude, 1994). These research studies 

found that purchasing center was dynamic with participation of individuals in some 

sub-decisions but not for the others. Normally, the stages that discussed earlier for the 

purchasing process including need recognition, levels of the management hierarchy, 

also more individuals than the purchasing process of services. 

     Jackson conducted research for the influencing of four different purchasing center 

members over five types of different product. Based on the research, they found that 

the purchasing of engineering, major capital and purchasing are apperceived as more 

influential than top management. In addition, for the purchasing of minor capital and 

supplies, engineering, purchasing and manufacturing all are as more influential than 

top management as well (Jackson et al., 1984). 

     Mattson described purchasing of products as capital equipment, support essential, 

product essential, and consumption product. He suggested that the classification type 

is easily to determine, also directly related to the level of management involvement. 

Moreover, he found that product essential is approved at the lower level than capital 

equipment (Mattson, 1988). 

 



30 
 

2.10) Related Research 

     The research of “Factors important for the selection of fast food restaurants:an 

empirical study across three cities of Pakistan” by Usman. The are several different 

factors that have effect on experiences of consumer at restaurants which lead to 

selection or rejection toward fast food restaurant. The main purpose of the study is to 

examine the factors that emphasize for the selection of the restaurants and to identify 

different in cultural or regional in consumer behaviors among consumers which relate 

to international fast food restaurants (Usman, 2011). 

      Regarding to the findings, the important factors that the consumers concern for the 

selection of fast food restaurants include price, variety of food, promotional and 

timely service. In different cities are found different factors. This can indicate that 

different cities in the same country the choice and selection criteria of consumers for 

fast food restaurants are different (Usman, 2011). 

      The paper is a research for the selection criteria for fast food restaurants in 

Pakistan which is a large and various ethnically country. Moreover, the paper 

provides beneficial information for marketers and academicians as well. The 

beneficial information is about how consumers choose vary in culturally diverse 

nations (Usman, 2011). 

 

2.11) Hypothesis 

     According to this research study, author aims to examine the relationship between 

factors of purchasing decision toward top three fast food brands in Thailand. The 

hypotheses are shown as following; 
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- H1o: βproduct factors = 0 

- H1a: at least one of βproduct factors ≠ 0  

- H2o: βprice factors = 0 

- H2a: at least one of βprice factors ≠ 0  

- H3o: βplace factors = 0 

- H3a: at least one of βplace factors ≠ 0  

- H4o: βpromotion factors = 0 

- H4a: at least one of βpromotion factors ≠ 0  

- H5o: βbrand name factors = 0 

- H5a: at least one of βbrand name factors ≠ 0  

 

Figure 2.5: Conceptual Framework 
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CHAPTER 3  

METHODOLOGY 

 

      In this chapter, the author describes the research strategy, research methodology, 

data collection and approaches that use in this research study. This chapter is starting 

from research strategy, population and samples, variables, survey instruments, 

instrument pretest, data collection and statistic for data analysis.    

 

3.1) Research Strategy  

     This research study is a quantitative research. This research uses questionnaire as a 

specific method for an instrument to gather data for analyzing result. This research 

study is aimed to examine and identify factors of purchasing decision that have 

relationship towards top three fast food brands in Thailand. 

     The quantitative research method is to provide or explain situation by gathering 

numerical data which are analyzed by mathematically method. (Aliaga & Gunderson, 

2000). In addition, this method is aim to determine the relationship between one thing 

(an independent variable) and another (a dependent or outcome variable) in a 

population (Hopkins, 2008). In addition, the author conducts this research study by 

reviewing another previous research which relate to this research study. 

     Moreover, based on the literatures review, the questionnaire is created and 

developed in a way to make it match with the fast food business. 

 

3.2) Population and Samples  

     According to this research study, population is the target consumers who consume 
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the top three fast food brands in Thailand which include KFC, McDonald’s and 

Chester’s Grill. These consumers are located in Thailand. Most of the populations in 

this research study are Thai.  

       For the sample size, the author selected 400 samples which divide into two parts. 

The first part, the author conducts 30 samples for pre-test the result of the 

questionnaire. The pre-test include reliability and validity test. The second part, the 

author conducts another 370 questionnaires for analysis overall result of this research 

study. 

 

3.3) Variables 

In this research study, variables are presented accordingly to the proposed hypothesis 

as following; 

Dependent Variables 

Purchasing decision towards top three fast food brands in Thailand. A case study of 

KFC, Mc Donald’s, Chester’s Grill.     

Independent Variables 

Product 

1)  Variety of food 

2) Taste of food  

3) Quality of Food  

4) Timely service  

Price 

5) Reasonable Price 

6) Lower Price 
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7) Clear Identification of Price 

Place 

8) Cleanliness 

9) Convenience 

10) Design 

11) Size of Restaurant 

Promotion 

12) Discount  

13) Voucher  

14) Gift Set 

Brand Name 

15) Brand Awareness  

16) Brand Reputation  

17) Brand Loyalty 

 

For hypothesis can explain as following. 

- H1o: βproduct factors = 0 

- H1a: at least one of βproduct factors ≠ 0  

- H2o: βprice factors = 0 

- H2a: at least one of βprice factors ≠ 0  

- H3o: βplace factors = 0 

- H3a: at least one of βplace factors ≠ 0  

- H4o: βpromotion factors = 0 

- H4a: at least one of βpromotion factors ≠ 0  
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- H5o: βbrand name factors = 0 

- H5a: at least one of βbrand name factors ≠ 0  

 

3.4) Survey Instruments 

    This research study uses questionnaire online as an instrument to gather data in 

order to identify and examine factors of purchasing decision toward top three fast 

food brands in Thailand including KFC, McDonald’s and Chester’s Grill. There are 

four parts in the questionnaire including general information, factors that influence 

purchasing decision towards top three fast food brands in Thailand, consumer 

behavior towards top three fast food brands in Thailand and consumer demographics. 

These four parts are described in detail as following. 

 

Part 1: For this part, the questions asking about general information toward fast food 

consumption. The questions are close-ended questionnaire and the answers of each 

question are Dichotomous Question, Multiple Choices question and Semantic 

Differential Scale with a total number of 7 questions. 

 

Table 3.1: Level of Information Measurement and Criteria 

Variables Level of Measurement Criteria Classification 

1) Ever consumed fast food or not Nominal 1) Yes 

  

 

2) No 

2) The most favorite fast food brand Nominal 1) KFC 

  

 

2) McDonald’s  

    3) Chester’s Grill 
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   For question 3, the questions were rated by respondents on Semantic Differential 

Scale. Each questions rated from number 0 with the statement “No Effect” to number 

7 with the statement “Very Strong Affect”. The weight (score) are set in each level as 

followed; 

No Affect   = 0 

Very Minimal Affect  = 1 

Somewhat Disagree  = 2 

Disagree   = 3 

Neutral   = 4 

Agree    = 5 

Somewhat Agree  = 6 

Very Strong Affect  = 7 

 

3) Factors affect brand purchasing decision in question 2. 

3.1 Product  

3.2 Price 

3.3 Place 

3.4 Promotion 

3.5 Brand Name 

 

Part 2: For this part, the questions ask opinion about factors that influence purchasing 

decision towards top three fast food brands in Thailand. The questions are close-ended 

questionnaire and the answer of each question is scale type. This part uses five point 

Likert-type scales with a total number of 17 questions. 
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      All items were rated by respondents on a five-point Likert scale. Each questions 

rated from number 1 with the statement “Strongly Disagree” to number 5 with the 

statement “Strongly Agree”. The weight (score) are set in each level as followed;  

Strongly Agree =  5  

Somewhat Agree  =  4  

Neutral  =  3   

Somewhat Disagree  =  2  

Strongly Disagree  =  1  

1) Product (4 Questions) 

1.1 Taste of food 

1.2 Variety of Menu 

1.3 Quality of Food 

1.4 Timely Service 

2) Price (3 Questions) 

2.1 Reasonable Price 

2.2 Lower Price 

2.3 Clear Identification of Price 

3) Place (4 Questions) 

3.1 Cleanliness 

3.2 Convenience to go 

3.3 Design 

3.4 Size of Restaurant 

4) Promotion (3 Questions) 

4.1 Discount 
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4.2 Gift Set 

4.3 Voucher 

5) Brand Name (3 Questions) 

5.1 Brand Awareness 

5.2 Brand Reputation 

5.3 Brand Loyalty 

 

Part 3: For this part, the questions ask about consumer behavior towards purchasing 

decision of top three fast food brands in Thailand. The questions are close-ended 

questionnaire and the answer of each question is multiple choices question with a total 

number of 10 questions. 

Table 3.2: Level of Information Measurement and Criteria. 

Variables 
Level of 

Measurement 
Criteria Classification 

1) Frequency for purchasing fast food Ordinal 1) Once a week   

2) 2-3 times per week 

3) Once a month 

4) 2-3 times per month 

5) Other (Please specify) 

2) Meal that prefer to consume fast food Nominal 1) Breakfast 

2) Lunch 

3) Dinner 

4) Other (Please specify) 

 

 
(Continued) 
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Table 3.2 (Continued): Level of Information Measurement and Criteria. 

3) The time prefer to purchase fast food Nominal 1) During rush hours  

2) Weekend 

3) On working day 

4) Other (Please specify) 

4) Person who always consume fast food with Nominal 1) Friend 

  

 

2) Family 

    3) Boyfriend/Girlfriend  

    4) Other (Please specify) 

5) Favorite menu Nominal 1) Hamburger 

  

 

2) French Fries 

  

 

3) Fried Chicken  

  

 

4) Dessert  

  

 

5) Combo 

  

 

6) Other(Please specify) 

6) Spending for fast food each time Ordinal 1) Below 100 Baht          

  

 

2) 100-200 Baht 

  

 

3) 201-300 Baht              

  

 

4) Above 300 Baht 

 

 

 

 

 

(Continued) 
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Table 3.2 (Continued): Level of Information Measurement and Criteria. 

7) Favorite place for consuming fast food Nominal 1) Shopping Mall  

    2) Community Mall 

    3) Stand Alone Shop 

    4) Office Building 

    5) Residential Condo 

    6) Other (Please specify)  

8) Get information about promotion of fast food 

restaurant 

Nominal 

 

 

 

 

 

 

 

1) Friend 

2) Family 

3) Promotion Material 

4) Television 

5) Radio 

6) Brochure 

7) Website 

8) Other (Please specify) 

  

  

  

  

  

  

9) Fast food restaurant fit well with your lifestyle Nominal 1) Yes 

2) No 

10) Personal desire has an effect on purchasing fast 

food brands 

Nominal 1) Yes 

2) No 

 

Part 4: For this part, the questions ask about demographic information of the 

respondents. The questions are close-ended questionnaire and the answer of each 

question is multiple choices question with a total number of 6 questions. 
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Table 3.3: Level of Information Measurement and Criteria. 

Variables Level of Measurement Criteria Classification 

1) Gender  Nominal 1) Male 

  

 

2) Female 

2) Age Ordinal 1) Below 20 Years 

  

 

2) 20-25 Years  

  

 

3) 26-30 Years 

  

 

4) Above 30 Years 

3) Level of Education  Ordinal 1) High School  

  

 

2) Bachelor’s Degree  

  

 

3) Master’s Degree  

  

 

4) Doctoral Degree  

4) Current marital status  Nominal 1) Single 

  

 

2) Married 

5) Monthly Income  Ordinal 1) Below 20,000 Baht 

  

 

2) 20,000 - 30,000 Baht 

  

 

3) 30,001 - 40,000 Baht 

  

 

4) Above 40,000 Baht 

 

(Continued) 
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Table 3.3 (Continued): Level of Information Measurement and Criteria. 

6) Occupation Nominal 1) Business Owner  

  

 

2) Student  

  

 

3) Government  Enterprise  

    4) Housewife 

    5) Company’s Employee  

    6) Unemployed 

    7) Other (Please specify) 

 

3.5) Instrument Pretest/ Reliability and Validity Assessment 

     The questionnaire is examined in two aspects including validity and reliability of 

content in order to ensure that respondents are understand what the author would like 

to examine in the questionnaire. To ensure that the respondents are answer based on 

fact without bias as well. 

        The questionnaires are randomly distributed to 30 respondents in order to 

conduct a pretest for reliability and validity. 

 

3.5.1 Content Validity  

   In order to ensure content validity of the questionnaire, the author submitted the 

questionnaire to three qualified experts in fast food business. 

1) Mr. Banpop Kwawong – Restaurant General Manager at KFC Restaurant (Lotus   

    Rama 3 Branch) 

2) Ms. Kritporn Panpuan – Restaurant Manager at McDonald’s Restaurant (Lotus  

    Rama 3 Branch) 
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3) Mr. Peera Katemanee – Assistant Manager at Chester’s Grill Restaurant (Lotus  

   Rama 3 Branch) 

   In order to prove the content validity or consistency of each question in the 

questionnaire, the author uses item-objective congruence (IOC) method to assess the 

consistent between the objectives and content or questions. 

      IOC = 

IOC is referred to consistent between the objective and content of the questions. 

∑R is referred to the total score given from all experts. 

N is referred to number of the experts. 

   The consistency index value must have the value of 0.5 or above in order to be 

accepted.  

After implemented the assessment, there is no question that has value of item-

objective congruence (IOC) less than 0.5. The assessment result of this questionnaire 

has the total consistency index value equal to 0.983. Therefore, all questions in the 

questionnaire are acceptable and pass the validity test. 

 

3.5.2 Reliability  

    The author distributes the questionnaire to 30 samples as a pilot test to examine the 

reliability of the questionnaire. The reliability test for this research is analyzed by 

using Statistical Package for the Social Sciences (SPSS) program. 
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Table 3.4: Criteria of Reliability 

Cronbach’s Alpha 

Coefficient Reliability Level Desirability Level 

0.80 – 1.00 Very High Excellent 

0.70 – 0.79 High Good 

0.50 – 0.69 Medium Fair 

0.30 – 0.49 Low Poor 

Less than 0.30 Very Low Unacceptable 

 

Source: Vanitbuncha A., (2003). Statistical analysis: Statistics for management and    

              research. Thailand: Department of Statistic Faculty of Chulalongkon   

              University 

    Based on the criteria in the table 3.3, if cronbach’s alpha coefficeient is more than 

0.70, the questionnaire reliability is acceptable (Cronbach, 1951; Olorunniwo et al., 

2006). 

      According to the 30 pretest questionnaires, the value of Cronbach’s alpha 

coefficient is 0.785 with n of items = 30 as shown in table 3.5. The values of 

Cronbach’s alpha coefficient for product or service, price, place, promotion and brand 

name are 0.889, 0.867, 0.876, 0.872, and 0.883 respectively.  

    According to the criteria of reliability in table 3.4, the acceptable of Cronbach’s 

Alpha coefficient should be 0.70 or above. The overall Cronbach’s alpha coefficient 

value from this questionnaire is all higher than the benchmark value of 0.70 

Therefore, the quality and accuracy of the questionnaire is high in reliability level. 

(Cronbach, 1951; Olorunniwo et al., 2006).  
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Table 3.5: The Result of Cronbach's Alpha Test with 30 pretest Questionnaires 

Cronbach’s Alpha Coefficient Cronbach’s Alpha 

All Parts 0.785 

Product  0.889 

Price  0.867 

Place 0.876 

Promotion 0.872 

Brand Name  0.883 

 

3.6) Data Collection 

     According to this research study, the author uses primary data. The data are 

gathered from distribution of questionnaire. The questionnaire are done by 

respondents who are customers of top three fast food brands in Thailand including 

KFC, McDonald’s and Chester’s Grill.  

       For the data collection process, this process are done in the November 2015 to 

January 2016 by distributing of 400 questionnaire online to sample or target consumer in 

Thailand. 

        

3.7) Statistic for Data Analysis 

    According to the analyzing process for this research study, the data is analyzed on a 

computer program called as Statistical Package for the Social Sciences (SPSS). The 

data are presented in a table format with description on each table. In addition, the 

author uses statistical for data analysis as following. 
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1) Using multinomial logistic regression to explain the relationship of all hypotheses for 

both 7 and 5 likert scales 

        Multinomial logistic regression is used for explain or predict about category 

placement or the probability of category membership on a dependent variable which 

based on multiple or many independent variables. The independent variables can be 

binary or scale data. In addition, this type of regression is a normal extension of 

binary logistic regression which allows for using more than two categories of 

dependent variables (Schwab, 2002).    

         This analysis part uses multinomial logistic regression because the topic is about 

purchasing decision which has more than two categories of dependent variables. Also, 

this research study has multiple or many independent variables as well. Moreover, the 

author uses this method because the dependent variable is categorical. 

 

2) Using cross tabulation (crosstab) to explain demographic data which consist of 

gender, age, level of education, current marital status, monthly income and 

occupation. Also, the author uses crosstab to explain consumer behavior data as well. 

       Cross Tabulation analysis is known as contingency table analysis, is most often 

used for analyzing categorical. A cross-tabulation is a two or more dimensional table 

that records the number (frequency) of respondents that have the specific 

characteristics described in the cells of the table. Cross Tabulation tables also provide 

a wealth of information about the relationship between the variables (Cross 

Tabulation Analysis, 2013). 

      In order to get result of this part, the author uses cross tabulation because this part 

has to compare the relationship between two variables. 
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CHAPTER 4 

 RESEARCH FINDING AND DATA ANALYSIS 

 

      In this chapter, the author presents the analysis of the empirical study. The 

analysis part will be conducted by using the framework of references from the second 

chapter. 

      The results of this research study will be presented within 3 parts as following; 

Part 1: The analytical results for factor affecting purchasing decision by using 

multinomial logistic regression. (Hypothesis) 

Part 2: The analysis of factors that influence purchasing decision towards top three 

fast food brands in Thailand by using multinomial logistic regression. (Other 

components) 

Part 3: The analytical results of consumer behavior and demographic information 

towards top three fast food brands in Thailand by using crosstab. 

 

Output of Multinomial logistic regression 

 

4.1) The Analysis of factors that affect purchasing decision towards top three fast food 

brands in Thailand including KFC, McDonald's and Chester’s Grill. (Hypothesis) 
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Table 4.1: Multinomial of product, price, place, promotion and brand name  

 

 

  

 

 

 

 

 

 

    According to the table 4.1, all variables significantly influence overall purchasing 

decision towards the top three fast food brands in Thailand (p-value < .05). 

    The variables that significantly influence overall purchasing decision towards the 

top three fast food brands in Thailand include product (.022), price (.022), place 

(.000), promotion (.017) and brand name (.000). 

Therefore, the hypothesis can explain as following. 

- H1o: βproduct factors = 0 

- H1a: at least one of βproduct factors ≠ 0  

Since p-value of βproduct < 0.05, we can reject null hypothesis and conclude that 

product significantly influence purchasing decision towards the top three fast food 

brands in Thailand. (.022<0.05) 

- H2o: βprice factors = 0 

- H2a: at least one of βprice factors ≠ 0  

Likelihood Ratio Tests 

Effect 

Model Fitting 

Criteria Likelihood Ratio Tests 

-2 Log 

Likelihood of 

Reduced Model Chi-Square df Sig. 

Product 580.657 26.477 14 .022 

Price 580.764 26.584 14 .022 

Place 592.970 38.790 14 .000 

Promotion 581.571 27.391 14 .017 

Brand Name 599.693 45.513 14 .000 
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Since p-value of βprice < 0.05, we can reject null hypothesis and conclude that price 

significantly influence purchasing decision towards the top three fast food brands in 

Thailand. (.022<0.05) 

- H3o: βplace factors = 0 

- H3a: at least one of βplace factors ≠ 0  

Since p-value of βplace or service < 0.05, we can reject null hypothesis and conclude 

that place significantly influence purchasing decision towards the top three fast food 

brands in Thailand. (.000<0.05) 

- H4o: βpromotion factors = 0 

- H4a: at least one of βpromotion factors ≠ 0  

Since p-value of βpromotion < 0.05, we can reject null hypothesis and conclude that 

promotion significantly influence purchasing decision towards the top three fast food 

brands in Thailand. (.017<0.05) 

- H5o: βbrand name factors = 0 

- H5a: at least one of βbrand name factors ≠ 0  

Since p-value of βbrand name < 0.05, we can reject null hypothesis and conclude that 

brand name significantly influence purchasing decision towards the top three fast food 

brands in Thailand. (.000<0.05) 

    In addition, there are four variables significantly influence purchasing decision 

towards KFC and McDonald’s over Chester’s Grill (p-value < .05). 
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Table 4.2: Multinomial of choosing KFC over Chester’s Grill (Hypothesis) 

   

Parameter Estimates 

  

              

95% Confidence 

Interval for Exp(B) 

 

Most favorite brand
a
 B 

Std. 

Error Wald df Sig. Exp(B) 

Lower 

Bound 

Upper 

Bound 

KFC                           

[Product=6] 4.105 1.481 7.681 1 0.006 60.651 3.327 1105.663 

[Product=7] 3.386 1.332 6.466 1 0.011 29.562 2.173 402.121 

[Price=5] -1.737 0.754 5.309 1 0.021 0.176 0.04 0.771 

[Promotion=5] -2.459 1.201 4.193 1 0.041 0.086 0.008 0.9 

                  

 

a. The reference category is: Chester's Grill. 

    

  The variables that significantly influence choosing KFC over Chester’s Grill 

including product, price, and promotion. 

- H1o: βproduct factors = 0 

- H1a: at least one of βproduct factors ≠ 0  

Since p-value of βproduct < 0.05, we can reject null hypothesis and conclude that 

product significantly influence purchasing decision towards KFC over Chester’s Grill 

(0.006, 0.011 < .05). 

- H2o: βprice factors = 0 

- H2a: at least one of βprice factors ≠ 0  

Since p-value of βprice < 0.05, we can reject null hypothesis and conclude that price 

significantly influence purchasing decision towards KFC over Chester’s Grill (0.021 

< .05). 

- H4o: βpromotion factors = 0 
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- H4a: at least one of βpromotion factors ≠ 0  

Since p-value of βpromotion < 0.05, we can reject null hypothesis and conclude that 

promotion significantly influence purchasing decision towards KFC over Chester’s 

Grill (0.041 < .05). 

 

    Table 4.3: Multinomial of choosing McDonald’s over Chester’s Grill (Hypothesis) 

   

Parameter Estimates 

  

       

95% Confidence 

Interval for 

Exp(B) 

Most favorite 

brand
a
 

B 
Std. 

Error 
Wald df Sig. Exp(B) 

Lower 

Bound 

Upper    

      Bound 

McDonald's                 

[Product=5] 3.447 1.451 5.642 1 0.018 31.397 1.827 539.524 

[Product=6] 4.337 1.47 8.699 1 0.003 76.476 4.284 1365.225 

[Product=7] 3.261 1.319 6.11 1 0.013 26.086 1.965 346.302 

[Promotion=5] -2.969 1.178 6.352 1 0.012 0.051 0.005 0.517 

                  

a. The reference category is: Chester's Grill. 

   The variables that significantly influence choosing McDonald’s over Chester’s Grill 

including product and promotion. 

- H1o: βproduct factors = 0 

- H1a: at least one of βproduct factors ≠ 0  

Since p-value of βproduct < 0.05, we can reject null hypothesis and conclude that 

product significantly influence purchasing decision towards McDonald’s over 

Chester’s Grill (0.018, 0.003, 0.013 < 0.05). 

- H4o: βpromotion factors = 0 
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- H4a: at least one of βpromotion factors ≠ 0  

Since p-value of βpromotion < 0.05, we can reject null hypothesis and conclude that 

promotion significantly influence purchasing decision towards McDonald’s over 

Chester’s Grill (0.012 < 0.05). 

 

4.2) The Analysis of factors influencing purchasing decision towards top three fast food 

brands in Thailand including KFC, McDonald's and Chester’s Grill. (Other 

components) 

 

Table 4.4: Multinomial of other components.  

 

Likelihood Ratio Tests 

Effect 

Model Fitting 

Criteria 
Likelihood Ratio Tests 

-2 Log 

Likelihood of 

Reduced 

Model 

Chi-Square df Sig. 

Taste of Food 362.181
a
 7.405 8 .494 

Variety of Menu 432.245 77.469 8 .000 

Quality of Food 378.960
a
 24.184 8 .002 

Timely Service 360.474
a
 5.699 8 .681 

Reasonable Price 403.730 48.954 8 .000 

Lower Price 416.821 62.045 8 .000 

    

   (Continued) 
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Table 4.4 (Continued): Multinomial of other components. 

Clear identification of 

Price 
438.881

a
 84.105 8 .000 

Cleanliness 340.787
a
 . 8 . 

Convenience to go 346.553
a
 . 8 . 

Design 409.227
a
 54.451 8 .000 

Size of Restaurant 425.213
a
 70.437 8 .000 

Discount 391.473
a
 36.698 8 .000 

Gift Set 425.965
a
 71.189 8 .000 

Voucher 408.767 53.992 8 .000 

Brand Awareness 430.713
a
 75.937 8 .000 

Brand Reputation 363.170
a
 8.394 8 .396 

Brand Loyalty 407.003
a
 52.227 8 .000 

 

According to the table 4.2, there are twelve variables significantly influence 

purchasing decision towards the top three brands in Thailand (p-value < .05). 

    The variables that significantly influence purchasing decision towards the top three 

brands in Thailand include variety of menu (.000), quality of food (.002), reasonable 

price (.000), lower price (.000), clear identification of price (.000), design (.000), size 

of restaurant (.000), discount (.000), gift set (.000), voucher (.000), brand awareness 

(.000), and brand loyalty (.000). 

        In addition, there are ten variables significantly influence purchasing decision 

towards KFC and McDonald’s over Chester’s Grill (p-value < .05). 
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Table 4.5: Multinomial of choosing KFC over Chester’s Grill (Other components) 

   

Parameter Estimates 

  

              

95% Confidence Interval for 

Exp(B) 

Most favorite 

brand
a
 B 

Std. 

Error Wald df Sig. Exp(B) 

Lower 

Bound Upper Bound 

KFC                           

[Taste of Food=4] 60.856 21.966 7.675 1 0.006 2.68796E+26 53890874.43 1.34E+45 

[Taste of Food=5] 74.555 21.49 12.036 1 0.001 2.39227E+32 1.21955E+14 4.69E+50 

[Reasonable 

Price=4] 9.548 4.86 3.859 1 0.049 14014.687 1.023 192082736.1 

[Lower Price=4] 13.963 5.286 6.976 1 0.008 1158470.343 36.659 36609012520 

[Clear 

Identification of 

Price =4] 

-

102.099 27.684 13.602 1 0.000 4.56E-45 1.24E-68 1.67E-21 

[Size of 

Restaurant=4] 21.854 6.503 11.294 1 0.001 3096961372 9033.359 1.06175E+15 

[Discount=4] -6.601 2.939 5.043 1 0.025 0.001 4.28E-06 0.432 

[Gift Set=4] -14.743 5.397 7.463 1 0.006 3.95E-07 1.01E-11 0.016 

[Voucher=4] -30.934 10.922 8.022 1 0.005 3.68E-14 1.86E-23 7.28E-05 

[Brand 

Awareness=4] 30.659 8.681 12.474 1 0.000 2.06631E+13 843668.836 5.06081E+20 

[Brand Loyalty=4] 20.708 7.066 8.587 1 0.003 984463018.2 951.012 1.01909E+15 

                  

 

a. The reference category is: Chester's Grill. 

 

        The variables that significantly influence choosing KFC over Chester’s Grill 

including taste of food (0.006, 0.001), reasonable price (0.049), lower price (0.008), 

clear identification of price (0.000), size of restaurant (0.001), discount (0.025), gift 

set (0.006), voucher (0.005), brand awareness (0.000), and brand loyalty (0.003). 
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Table 4.6: Multinomial of choosing McDonald’s over Chester’s Grill (Other  

                 components) 

   

 

Parameter Estimates 

  

              

95% Confidence Interval for 

Exp(B) 

Most favorite 

brand
a
 B 

Std. 

Error Wald df Sig. Exp(B) 

Lower 

Bound Upper Bound 

McDonald's                 

[Taste of Food=4] 61.372 21.961 7.81 1 0.005 4.50501E+26 91295704.66 2.22E+45 

[Taste of Food=5] 75.424 21.489 12.32 1 0.000 5.70495E+32 2.91782E+14 1.12E+51 

[Reasonable 

Price=4] 10.046 4.852 4.286 1 0.038 23052.85 1.708 311102707 

[Lower Price=4] 13.432 5.276 6.481 1 0.011 681214.943 22.002 21091601313 

[Clear 

Identification of 

Price =4] 

-

101.016 27.684 13.314 1 0.000 1.35E-44 3.67E-68 4.95E-21 

[Size of 

Restaurant=4] 20.402 6.514 9.81 1 0.002 725562121.1 2069.971 2.54323E+14 

[Discount=4] -6.238 2.936 4.514 1 0.034 0.002 6.19E-06 0.617 

[Gift Set=4] -14.151 5.394 6.881 1 0.009 7.15E-07 1.83E-11 0.028 

[Voucher=4] -29.987 10.917 7.545 1 0.006 9.48E-14 4.83E-23 0.000 

[Brand 

Awareness=4] 30.409 8.672 12.295 1 0.000 1.60881E+13 667710.82 3.87633E+20 

[Brand 

Loyalty=4] 20.18 7.05 8.193 1 0.004 580997258.7 579.506 5.82492E+14 

                  

 

a. The reference category is: Chester's Grill. 

 

     The variables that significantly influence choosing McDonald’s over Chester’s 

Grill including taste of food (0.005,0.000), reasonable price (0.038), lower price 

(0.011), clear identification of price (0.000), size of restaurant (0.002), discount 
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(0.034), gift set (0.009) ,voucher (0.006), brand awareness (0.000), and brand loyalty 

(0.004). 

 

Output of Crosstab 

 

4.3) The analytical results of consumer behavior and demographic information 

towards the top three fast food brands in Thailand 

 

Table 4.7: Frequency of purchasing fast food 

 

Frequency of Purchasing * Most favorite brand Crosstabulation 

Count   

 

Most favorite brand 

Total KFC McDonald's Chester's Grill 

Frequency of Purchasing Once a week 27 29 4 60 

2-3 times per week 46 43 8 97 

Once a month 65 63 11 139 

2-3 times per month 49 44 11 104 

Total 187 179 34 400 

 

     According to the table 4.7, the result can be analyzed as following. 

     (All percentages are based on total respondents) 

- The majority frequency of purchasing fast food by the respondents is once a 

month (139)(34.75%) and followed by 2-3 times per month (104)(26%), 2-3 

times per week (97)(24.25%), and once a week (60)(15%) respectively. 

- The most respondents of KFC purchase fast food once a month (65)(16.25%). 
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- The most respondents of McDonald’s purchase fast food once a month 

(63)(15.75%). 

- The most respondents of Chester's Grill purchase fast food once a month (11) 

(2.75%) and 2-3 times per month (11)(2.75%). 

 

Table 4.8: Meal that prefer for purchasing fast food 

 

Meal that prefer for fast food * Most favorite brand Crosstabulation 

Count   

 

Most favorite brand 

Total KFC McDonald's Chester's Grill 

Meal that prefer for fast food Breakfast 19 28 3 50 

Lunch 103 99 21 223 

Dinner 65 52 10 127 

Total 187 179 34 400 

 

According to the table 4.8, the result can be analyzed as following. 

 (All percentages are based on total respondents) 

- The majority of meal that prefer for purchasing fast food by the respondents is 

lunch  (223)(55.75%), and followed by dinner (127)(31.75%), and breakfast 

(50)(12.5%) respectively. 

- The most respondents of KFC prefer lunch for consuming fast food 

(103)(25.75%). 

- The most respondents of McDonald's prefer lunch for consuming fast food 

(99)(24.75%). 

- The most respondents of Chester's Grill prefer lunch for consuming fast food 

(21)(5.25%). 
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Table 4.9: Time prefer for purchasing fast food 

 

When prefer to purchase * Most favorite brand Crosstabulation 

Count   

 

Most favorite brand 

Total KFC McDonald's Chester's Grill 

When prefer to purchase During rush hours 47 89 15 151 

Weekend 112 63 9 184 

On working day 28 24 10 62 

Other 0 3 0 3 

Total 187 179 34 400 

 

  According to the table 4.9, the result can be analyzed as following. 

(All percentages are based on total respondents) 

-  The majority of time prefers for purchasing fast food by the respondents is 

weekend (184)(46%), and followed by during rush hours (151)(37.75%), On 

working day (62)(15.5%), and other (travelling)(3)(0.75%) respectively. 

- The most respondents of KFC prefer for purchasing fast food on weekend 

(112)(28%). 

- The most respondents of McDonald's prefer for purchasing fast food during 

rush hours (89)(22.25%). 

- The most respondents of Chester's Grill prefer for purchasing fast food during 

rush hours (15)(3.75%). 
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Table 4.10: Person who always consume fast food with 

 

Whom always consume with * Most favorite brand Crosstabulation 

Count   

 

Most favorite brand 

Total KFC McDonald's Chester's Grill 

Whom always consume with Friend 78 95 14 187 

Family 69 57 9 135 

Boyfriend/Girlfriend 39 24 10 73 

Other 1 3 1 5 

Total 187 179 34 400 

 

According to the table 4.10, the result can be analyzed as following. 

(All percentages are based on total respondents) 

- The majority of person who the respondents always consume fast food with is 

friend (187)(46.75%), and followed by family (135)(33.75%), 

boyfriend/girlfriend (73)(18.25%), other (alone) (5)(1.25%) respectively. 

- The most respondents of KFC always consume fast food with their friend 

(78)(19.5%). 

- The most respondents of McDonald's always consume fast food with their 

friend (95)(23.75%). 

- The most respondents of Chester's Grill always consume fast food with their 

friend (14)(3.5%). 
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Table 4.11: The most favorite menu 

 

Favorite menu * Most favorite brand Crosstabulation 

Count   

 

Most favorite brand 

Total KFC McDonald's Chester's Grill 

Favorite menu Hamburger 20 81 5 106 

French Fries 13 31 0 44 

Fried Chicken 100 20 7 127 

Dessert 14 3 0 17 

Combo 40 44 22 106 

Total 187 179 34 400 

 

  According to the table 4.11, the result can be analyzed as following. 

  (All percentages are based on total respondents) 

- The majority of The most favorite menu by respondents is fried chicken 

(127)(31.75%), and followed by hamburger (106)(26.5%), combo 

(106)(26.5%), french fries (44)(11%),and dessert (17)(4.25%) respectively. 

- The most respondents of KFC prefer fried chicken for their favorite menu 

(100)(25%). 

- The most respondents of McDonald's prefer hamburger for their favorite menu 

(81)(20.25%). 

- The most respondents of Chester's Grill prefer several menus as their favorite 

(22)(5.5%). 

 

 



61 
 

Table 4.12: Amount of money spend for purchasing fast food each time 

 

Money spend per each purchasing * Most favorite brand Crosstabulation 

Count   

 

Most favorite brand 

Total KFC McDonald's Chester's Grill 

Money spend per each 

purchasing 

Below 100 Baht 24 18 1 43 

100-200 Baht 75 91 12 178 

201-300 Baht 54 58 13 125 

Above 300 Baht 34 12 8 54 

Total 187 179 34 400 

 

According to the table 4.12, the result can be analyzed as following. 

(All percentages are based on total respondents) 

- The majority of amount of money spend for purchasing fast food each time by 

respondents is 100-200 baht (178)(44.5%), and followed by 201-300 baht 

(125)(31.25%), above 300 baht (54)(13.5%), and below 100 baht 

(43)(10.75%) respectively. 

- The most respondents of KFC spend 100-200 baht for purchasing fast food 

each time (75)(18.75%). 

- The most respondents of McDonald's spend 100-200 baht for purchasing fast 

food each time (91)(22.75%). 

- The most respondents of Chester's Grill spend 201-300 baht for purchasing 

fast food each time (13)(3.25%). 
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Table 4.13: Favorite place for consuming fast food 

 

Favorite place for consuming * Most favorite brand Crosstabulation 

Count   

 

Most favorite brand 

Total KFC McDonald's Chester's Grill 

Favorite place for consuming Shopping Mall 117 93 28 238 

Community Mall 23 30 3 56 

Stand Alone Shop 30 39 0 69 

Office Building 13 13 3 29 

Residential Condo 4 4 0 8 

Total 187 179 34 400 

 

According to the table 4.13, the result can be analyzed as following. 

(All percentages are based on total respondents) 

-  The majority of favorite place for consuming fast food by respondents is 

shopping mall (238)(59.5%), and followed by stand alone shop (69)(17.25%), 

community mall (56)(14%), office building (29)(7.24%), and residential 

condo (8)(2%) respectively. 

- The most respondents of KFC prefer shopping mall as their favorite place for 

consuming fast food (117)(29.25%). 

- The most respondents of McDonald's prefer shopping mall as their favorite 

place for consuming fast food (93)(23.25%). 

- The most respondents of Chester's Grill prefer shopping mall as their favorite 

place for consuming fast food (28)(7%). 
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Table 4.14: Getting information about promotion of fast food 

 

Getting information about promotion * Most favorite brand Crosstabulation 

Count   

 

Most favorite brand 

Total KFC McDonald's Chester's Grill 

Getting information about 

promotion 

Friend 21 21 6 48 

Family 9 7 1 17 

Promotion Material 44 32 9 85 

Television 33 38 4 75 

Radio 3 0 0 3 

Brochure 56 61 11 128 

Website 19 15 3 37 

Other 2 5 0 7 

Total 187 179 34 400 

 

   According to the table 4.14, the result can be analyzed as following. 

   (All percentages are based on total respondents) 

- The majority of getting information about promotion of fast food by 

respondents is brochure (128)(32%), and followed by promotion Material 

(85)(21.25%), television (75)(18.75%), friend (48)(12%), website 

(37)(9.25%), family (17)(4.25%), other (social network; line, facebook, 

instagram) (7)(1.75%), and radio (3)(0.75%)  respectively. 

- The most respondents of KFC get information about promotion of fast food 

from brochure (56)(14%). 

- The most respondents of McDonald's get information about promotion of fast 

food from brochure (61)(15.25%). 
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- The most respondents of Chester's Grill get information about promotion of 

fast food from brochure (11)(2.75%). 

 

Table 4.15: Fast food fit well with your lifestyle 

 

Fast food fit well with your lifestyle * Most favorite brand Crosstabulation 

Count   

 

Most favorite brand 

Total KFC McDonald's Chester's Grill 

Fast food fit well with your 

lifestyle 

Yes 117 95 13 225 

No 70 84 21 175 

Total 187 179 34 400 

 

   According to the table 4.15, the result can be analyzed as following. 

   (All percentages are based on total respondents) 

- The most of respondents think that fast food fit well with their lifestyle 

(225)(56.25%), and followed by the respondents who think that fast food is 

not fit well with their lifestyle (175)(43.75%).    

- The most respondents of KFC think that fast food fit well with their lifestyle 

(117)(29.25%). 

- The most respondents of McDonald's think that fast food fit well with their 

lifestyle (95)(23.75%). 

- The most respondents of Chester's Grill think that fast food is not fit well with 

their lifestyle (21)(5.25%). 
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Table 4.16: Personal desire effects your purchasing towards fast food 

 

Personal desire effects your purchasing * Most favorite brand Crosstabulation 

Count   

 

Most favorite brand 

Total KFC McDonald's 

Chester's 

Grill 

Personal desire effects your 

purchasing 

Yes 160 154 26 340 

No 27 25 8 60 

Total 187 179 34 400 

 

   According to the table 4.16, the result can be analyzed as following. 

   (All percentages are based on total respondents) 

- The most of respondents think that Personal desire effects their purchasing 

(340)(85%), and followed by the respondents who think that fast food is not 

effects their purchasing (60)(15%).    

- The most respondents of KFC think that personal desire effects their 

purchasing of fast food (160)(40%). 

- The most respondents of McDonald's think that personal desire effects their 

purchasing of fast food (154)(38.5%). 

- The most respondents of Chester's Grill think that personal desire effects their 

purchasing of fast food (26)(6.5%). 
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Table 4.17: Demographic Information - Gender 

 

Gender * Most favorite brand Crosstabulation 

Count   

 

Most favorite brand 

Total KFC McDonald's Chester's Grill 

Gender Male 75 81 16 172 

Female 112 98 18 228 

Total 187 179 34 400 

 

According to the table 4.17, the result can be analyzed as following. 

(All percentages are based on total respondents) 

- The majority of gender of the respondents is female (228)(57%), and followed 

by male (172)(43%). 

- The most respondents of KFC are female (112)(28%). 

- The most respondents of McDonald's are female (98)(24.5%). 

- The most respondents of Chester's Grill are female (18)(4.5%). 

 

Table 4.18: Demographic Information - Age 

 

Age * Most favorite brand Crosstabulation 

Count   

 

Most favorite brand 

Total KFC McDonald's Chester's Grill 

Age Below 20 Years 
8 4 0 12 

20-25 Years 77 45 13 135 

26-30 Years 43 37 0 80 

Above 30 Years 59 93 21 173 

Total 187 179 34 400 
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According to the table 4.18, the result can be analyzed as following. 

(All percentages are based on total respondents) 

- The majority of age of the respondents is above 30 years (173)(43.25%), and 

followed by 20-25 years (135)(33.75%), 26-30 years (80)(20%), and below 20 

years (12)(3%) respectively. 

- The most respondents of KFC are people who have age between 20-25 years 

(77)(19.25%). 

- The most respondents of McDonald's are people who have age above 30 years 

(93)(23.25%). 

- The most respondents of Chester's Grill are people who have age above 30 

years (21)(5.25%). 

 

Table 4.19: Demographic Information - Level of Education 

 

Level of Education * Most favorite brand Crosstabulation 

Count   

 

Most favorite brand 

Total KFC McDonald's Chester's Grill 

Level of Education High School 9 9 0 18 

Bachelor's Degree 87 87 20 194 

Master's Degree 91 81 14 186 

Doctoral Degree 0 1 0 1 

Total 187 178 34 399 

 

     According to the table 4.19, the result can be analyzed as following. 

(All percentages are based on total respondents) 
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- The majority of level of education of the respondents is bachelor's degree 

(194)(48.5%), and followed by master's degree (186)(46.5%), high school 

(18)(4.5%), and doctoral Degree (1)(0.25%) respectively. 

- The most respondents of KFC possess a master’s degree (91)(22.75%).  

- The most respondents of McDonald's possess a bachelor’s degree 

(87)(21.75%). 

- The most respondents of Chester's Grill possess a bachelor’s degree (20)(5%). 

 

Table 4.20: Demographic Information - Current Marital Status 

 

Current Marital Status * Most favorite brand Crosstabulation 

Count   

 

Most favorite brand 

Total KFC McDonald's Chester's Grill 

Current Marital Status Single 141 116 21 278 

Married 46 63 13 122 

Total 187 179 34 400 

 

   According to the table 4.20, the result can be analyzed as following. 

   (All percentages are based on total respondents) 

- The majority of current marital status of the respondents is single 

(278)(69.5%), and followed by married (122)(30.5%) respectively. 

- The most respondents of KFC are single (141)(35.25%).  

- The most respondents of McDonald's are single (116)(29%). 

- The most respondents of Chester's Grill are single (21)(5.25%). 
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Table 4.21: Demographic Information – Monthly Income 

 

Monthly Income * Most favorite brand Crosstabulation 

Count   

 

Most favorite brand 

Total KFC McDonald's Chester's Grill 

Monthly Income Below 20,000 Baht 41 27 6 74 

20,000-30,000 Baht 43 39 5 87 

30,001-40,000 Baht 44 19 6 69 

Above 40,000 Baht 59 94 17 170 

Total 187 179 34 400 

 

   According to the table 4.21, the result can be analyzed as following. 

  (All percentages are based on total respondents) 

- The majority of monthly income of the respondents is above 40,000 baht 

(170)(42.5%), and followed by 20,000-30,000 baht (87)(21.75%), below 

20,000 baht (74)(18.5%), and 30,001-40,000 baht (69)(17.25%) respectively. 

- The most respondents of KFC have monthly income above 40,000 baht 

(59)(14.75%). 

- The most respondents of McDonald's have monthly income above 40,000 baht 

(94)(23.5%). 

- The most respondents of Chester's Grill have monthly income above 40,000 

baht (17)(4.25%). 
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Table 4.22: Demographic Information – Occupation 

 

Occupation * Most favorite brand Crosstabulation 

Count   

 

Most favorite brand 

Total KFC McDonald's Chester's Grill 

Occupation Business Owner 32 35 7 74 

Student 23 17 1 41 

Government Enterprise 6 9 0 15 

Housewife 7 5 2 14 

Company's Employee 112 99 21 232 

Unemployed 4 12 1 17 

Other 3 2 2 7 

Total 187 179 34 400 

 

According to the table 4.22, the result can be analyzed as following. 

(All percentages are based on total respondents) 

- The majority of occupation of the respondents is company's employee 

(232)(58%), and followed by business owner (74)(18.5%), student 

(41)(10.25%), unemployed (17)(4.25%), government Enterprise (15)(3.75%), 

housewife (14)(3.5%), and other (freelance)(7)(1.75%) respectively. 

- The most respondents of KFC work as company’s employee (112)(28%). 

- The most respondents of McDonald's work as company’s employee 

(99)(24.75%). 

- The most respondents of Chester's Grill work as company’s employee 

(21)(5.25%). 
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CHAPTER 5  

DISCUSSION AND CONCLUSION 

     In this chapter, the author summarized all important aspect for this research study. 

Also, the author provides discussion which relate to the results from the research 

study as well. 

     The study of “Purchasing decision towards top three fast-food brands in Thailand 

including KFC, McDonald’s and Chester’s Grill” is a survey research which the 

useful of conducting research will belong to business owners, investors, manager and 

staffs related to fast food business 

      In addition, the result of this research study can use to improve fast food 

restaurant to create more efficiency and effectiveness and pursue more consumers to 

the fast food restaurants.  Also, the information from the result can use to differentiate 

the brands from the competitors. Moreover, it can use as a guideline or tool for 

planning, creating and implementing marketing strategy to reach the customer’s need 

and satisfaction which will be very beneficial to the user. There are three purposes of 

this research study as following.  

1. To examine purchasing or choice decision of customers towards top three fast 

food brands in Thailand which focus on KFC, Mc Donald’s and Chester’s 

Grill.  

2. To find out the factors or elements that influence purchasing decision of 

customers towards top three fast food brands in Thailand focus on KFC, Mc 

Donald’s and Chester’s Grill. 
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3. To study the relationship of purchasing decisions between KFC, Mc Donald’s 

and Chester’s Grill. 

    According to this research study, the author developed the conceptual framework. 

The concept of the framework related to purchasing decision towards top three fast 

food brands in Thailand which include product, price, place, promotion and brand 

name. The interrelationship among product, price, place, promotion and brand name 

have been analyzed and used to develop the hypothesis as following. 

 

For hypothesis can explain as following. 

- H1o: βproduct factors = 0 

- H1a: at least one of βproduct factors ≠ 0  

Since p-value of βproduct < 0.05, we can reject null hypothesis and conclude that 

product significantly influence purchasing decision towards the top three fast food 

brands in Thailand. (.022<0.05) 

- H2o: βprice factors = 0 

- H2a: at least one of βprice factors ≠ 0  

Since p-value of βprice < 0.05, we can reject null hypothesis and conclude that price 

significantly influence purchasing decision towards the top three fast food brands in 

Thailand. (.022<0.05) 

- H3o: βplace factors = 0 

- H3a: at least one of βplace factors ≠ 0  
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Since p-value of βplace < 0.05, we can reject null hypothesis and conclude that place 

significantly influence purchasing decision towards the top three fast food brands in 

Thailand. (.000<0.05) 

- H4o: βpromotion factors = 0 

- H4a: at least one of βpromotion factors ≠ 0  

Since p-value of βpromotion < 0.05, we can reject null hypothesis and conclude that 

promotion significantly influence purchasing decision towards the top three fast food 

brands in Thailand. (.017<0.05) 

- H5o: βbrand name factors = 0 

- H5a: at least one of βbrand name factors ≠ 0  

Since p-value of βbrand name < 0.05, we can reject null hypothesis and conclude that 

brand name significantly influence purchasing decision towards the top three fast food 

brands in Thailand. (.000<0.05) 

     This research study uses a quantitative research method for collecting data by 

distributes 400 of questionnaire online. The main reason for conducting this research 

is to examine factors that influence purchasing decision towards top three fast food 

brands in Thailand including KFC, McDonald’s and Chester’s Grill. 

     For the population of this research study, the population is a group of consumers of 

the top three fast food brands. The population can be Thai or foreigners who live in 

Thailand. The total of population is 400 respondents . 

    To ensure content validity of the questionnaire, the author submitted the 

questionnaire to three experts in fast food field and uses item-objective congruence 

(IOC) method to test the content validity. In addition, the author also implemented 

reliability test on statistical package for the social sciences (SPSS). 
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    The questionnaire is an instrument to collect data to examine which independent 

variable influence purchasing decision towards the top three fast food brands in 

Thailand. In addition, the questionnaire consist of four parts including general 

information, factors that influence purchasing decision towards top three fast food 

brands in Thailand, consumer behavior towards top three fast food brands in Thailand, 

and consumer demographics. 

 

5.1) Conclusion  

    According to the result in the analysis part, the variables that significantly influence 

overall purchasing decision towards the top three fast food brands in Thailand include 

product or service, price, promotion and brand name. 

       The variables that significantly influence choosing KFC over Chester’s Grill 

including taste of food, reasonable price, lower price, clear identification of price, size 

of restaurant, discount, gift set ,voucher, brand awareness, and brand loyalty. 

     The variables that significantly influence choosing McDonald’s over Chester’s 

Grill including taste of food, reasonable price, lower price, clear identification of 

price, size of restaurant, discount, gift set ,voucher, brand awareness, and brand 

loyalty. 

    Most of the respondents of KFC purchase fast food once a month (65). They prefer 

fast food for lunch meal (103) on weekend (112). They always consume with their 

friend (78). They prefer fried chicken for their favorite menu (100). They spend 100-

200 baht for purchasing fast food each time (75). They prefer shopping mall as their 

favorite place for consuming fast food (117) and get information about promotion of 

fast food from brochure (56). In addition, they think that fast food fit well with their 
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lifestyle (117) and personal desire effects their purchasing of fast food (160). 

Moreover, most of them are female (112) who have age between 20-25 years (77) 

with possess a master’s degree (91). They are single (141) and have monthly income 

above 40,000 baht (59). Also, they work as company’s employee (112). 

     Most of the respondents of McDonald’s purchase fast food once a month (63). 

They prefer fast food for lunch meal (99) and during rush hours (89). They always 

consume fast food with their friend (95). They prefer hamburger for their favorite 

menu (81). They spend 100-200 baht for purchasing fast food each time (91). They 

prefer shopping mall as their favorite place for consuming fast food (93) and get 

information about promotion of fast food from brochure (61). In addition, they think 

that fast food fit well with their lifestyle (95) and that personal desire effects their 

purchasing of fast food (154). Moreover, most of them are female (98) who have age 

above 30 years (93) and possess a bachelor’s degree (87). They are single (116) and 

have monthly income above 40,000 baht (94). Also, they work as company’s 

employee (99). 

     Most of the respondents of Chester's Grill purchase fast food once a month (11) 

and 2-3 times per month (11). They prefer fast food for lunch meal (21) and during 

rush hours (15). They always consume fast food with their friend (14). They prefer 

several menus as their favorite (22). They spend 201-300 baht for purchasing fast 

food each time (13). prefer shopping mall as their favorite place for consuming fast 

food (28) and get information about promotion of fast food from brochure (11). In 

addition, think that fast food is not fit well with their lifestyle (21) and personal desire 

effects their purchasing of fast food (26). Moreover, most of them are female (18) 

who have age above 30 years (21) and possess a bachelor’s degree (20). They are 
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single (21) and have monthly income above 40,000 baht (17). Also, they work as 

company’s employee (21). 

 

5.2) Discussion 

     Influence of Promotional Mix and Price on Customer Buying Decision toward Fast 

Food sector is a research topic studied by Christina Sagala, Mila Destriani, Ulffa 

Karina Putri, and Suresh Kumar (2014). The research revealed that promotional mix 

and pricing affect the customer buying decision towards fast food companies. 

Therefore, the study of purchasing decision towards top three fast food brands in 

Thailand is proved by the finding on the research that promotional and price are 

influence the purchasing decision of customers. 

      Furthermore, Factors Influencing Consumer Choice of Fast Food Outlet: The Case 

of an American Fast Food Franchise Brand Operating in a Predominantly Rural 

Community is another research topic by Olabanji. A. Oni and Tafadzwa Matiza 

(2014). The research revealed that brand loyalty factor is influenced by the strong 

franchise brand of the fast food outlet. Therefore, the study of purchasing decision 

towards top three fast food brands in Thailand is proved by the finding on the research 

that brand loyalty factor is influenced the purchasing decision of customers. 

 

5.3) Managerial Implication 

    In business field, there are many groups of people who can get benefits from using 

the results of this research study including investors, business owners, employers and 

employee. The result of this research study reveals the factors of purchasing decision 

towards top three fast food brands which are KFC, Mc Donald’s, and Chester’s Grill. 
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    In order to gain more customers over competitors, the owners should focus on 

demand of customers and satisfy it. Therefore, finding the purchasing decision of 

customers can help to understand more about demand of customers. It can make 

efficiency and effectiveness for implementing business plans or strategies of the fast 

food restaurants. Also, the owners can use as standard and guidelines for 

implementing marketing plans of the business. 

     Due to lifestyle of people in big cities is changing, people concern more valuable 

of time. Working people always rush during working day. Therefore, fast food is 

another choice to save their time. There are several people prefer for fast food meal 

including breakfast, lunch, and dinner. So, the fast food is more popular. The owners 

can also use result of this research study to improve their business planning or 

strategies to cope with trend of customer’s lifestyle in order to gain more customers 

and profit as well. 

 

5.4) Recommendation for Future Research 

    The results of this research study can use as recommendation or guideline for 

strategy and development of fast food business. In order to take advantage over 

competitor, the fast food business should cope with a changing in life style and 

demand of customers. In addition, the author believes that fast food restaurant will 

become more popular in the future. Also, there will be many new fast food brands 

enter to the market. 

    The selection of fast food brands is limited with in Thailand and only three brands. 

Therefore, the future research study should extend the brands and data collection area 

which can be beneficial for fast food business owners or shop investors. 
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APPENDIX 
 

 

Appendix A: Content Validity 

 

    According to the validity test, author uses item-objective congruence (IOC) to 

evaluate validity of the questionnaire. 

    Item-objective congruence (IOC) is a process that content experts rate items 

individually on the degree that they do or do not measure specific objectives listed by 

the test developer (Rovinelli & Hambleton, 1977). 

       There are three levels that experts will evaluate for each item as following; 

 1  = The question is consistent with the objective of the questionnaire. 

 0  = The question is unsure to be consistent with the objective of the questionnaire 

-1 = The question is inconsistent with the objective of the questionnaire. 

The item-objective congruence (IOC) can be evaluated as following formula. 

IOC = 

IOC is referred to consistent between the objective and content of the questions. 

∑R is referred to the total score given from all experts. 

N is referred to number of the experts. 

   The value of item-objective congruence (IOC) must more than 0.5 or above in order 

to pass the test. The results of item-objective congruence (IOC) from the three experts 

are shown as following;  
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Number Score 
Total Score IOC 

Result 
of 

Expert 

1 

Expert 

2 

Expert 

3 
Question 

∑R  

   

1 0 1 1 2 0.67 Acceptable 

2 1 1 1 3 1 Acceptable 

3 1 1 1 3 1 Acceptable 

4 1 1 1 3 1 Acceptable 

5 1 1 1 3 1 Acceptable 

6 1 1 1 3 1 Acceptable 

7 1 1 1 3 1 Acceptable 

8 1 1 1 3 1 Acceptable 

9 1 1 1 3 1 Acceptable 

10 1 1 1 3 1 Acceptable 

11 1 1 1 3 1 Acceptable 

12 1 1 1 3 1 Acceptable 

13 1 1 1 3 1 Acceptable 

14 1 1 1 3 1 Acceptable 

15 1 1 1 3 1 Acceptable 

16 1 1 1 3 1 Acceptable 

17 1 1 1 3 1 Acceptable 

18 1 1 1 3 1 Acceptable 

19 1 1 1 3 1 Acceptable 

20 1 1 1 3 1 Acceptable 

21 1 1 1 3 1 Acceptable 

22 1 1 1 3 1 Acceptable 

23 1 1 1 3 1 Acceptable 

24 1 1 1 3 1 Acceptable 

25 1 1 1 3 1 Acceptable 

26 1 1 1 3 1 Acceptable 

27 1 1 1 3 1 Acceptable 

28 1 1 1 3 1 Acceptable 
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29 1 1 0 2 0.67 Acceptable 

30 1 1 1 3 1 Acceptable 

31 1 1 1 3 1 Acceptable 

32 1 1 1 3 1 Acceptable 

33 1 1 1 3 1 Acceptable 

34 1 1 1 3 1 Acceptable 

35 1 1 1 3 1 Acceptable 

36 1 1 1 3 1 Acceptable 

37 1 1 1 3 1 Acceptable 

38 1 1 1 3 1 Acceptable 

39 1 1 1 3 1 Acceptable 

40 1 1 1 3 1 Acceptable 

 

 

According to the results, the values of item-objective congruence (IOC) of the 

questionnaire are shown as following; 

IOC = 
     

  
 

= 0.983 

 

    The assessment result of the questions in the questionnaire has value of item-

objective congruence (IOC) equal to 0.982 which is pass the validity test because the 

value of 0.982 is more than 0.5. 
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Appendix B : Reliability Test 

 

Reliability Testing (All Parts) 

Scale: ALL VARIABLES 
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Reliability Testing (Hypothesis) 

Scale: ALL VARIABLES 
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Reliability Testing (Product) 

Scale: ALL VARIABLES 
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Reliability Testing (Price) 

Scale: ALL VARIABLES 
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Reliability Testing (Place) 

Scale: ALL VARIABLES 
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Reliability Testing (Promotion) 

Scale: ALL VARIABLES 
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Reliability Testing (Brand Name) 

Scale: ALL VARIABLES 
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Appendix C: Multinomial of choosing KFC and McDonald’s over Chester Grill’s 

(Hypothesis) 

 

(The number 3.1 to 3.5 in below table are stand for product, price, place, promotion 

and brand name respectively.) 

Parameter Estimates 

Most favorite brand
a
 B 

Std. 

Error Wald df Sig. Exp(B) 

95% Confidence 

Interval for Exp(B) 

Lower 

Bound 

Upper 

Bound 

KFC [A3.1=0] 

24.223 .000 . 1 . 

331058

62971.

150 

3310586

2971.150 

33105862

971.150 

[A3.1=1] 
8.067 2.779 8.428 1 .004 

3187.4

89 
13.745 

739200.0

38 

[A3.1=2] 
6.986 2.361 8.754 1 .003 

1081.3

55 
10.572 

110607.7

46 

[A3.1=3] 
6.335 2.172 8.509 1 .004 

563.98

7 
7.992 

39798.21

4 

[A3.1=4] 2.209 1.562 2.001 1 .157 9.110 .427 194.469 

[A3.1=5] 2.832 1.467 3.728 1 .054 16.982 .958 300.988 

[A3.1=6] 4.105 1.481 7.681 1 .006 60.651 3.327 1105.663 

[A3.1=7] 3.386 1.332 6.466 1 .011 29.562 2.173 402.121 

[A3.2=0] -2.326 2.259 1.060 1 .303 .098 .001 8.183 

[A3.2=1] -2.897 2.284 1.609 1 .205 .055 .001 4.849 

[A3.2=2] .060 1.668 .001 1 .972 1.061 .040 27.917 

[A3.2=3] .170 1.239 .019 1 .891 1.185 .105 13.434 

[A3.2=4] .443 1.087 .166 1 .684 1.557 .185 13.120 

[A3.2=5] -1.737 .754 5.309 1 .021 .176 .040 .771 

[A3.2=6] -1.132 .826 1.879 1 .170 .322 .064 1.627 

[A3.2=7] 0
b
 . . 0 . . . . 

[A3.3=0] 1.724 2.002 .742 1 .389 5.609 .111 283.772 

[A3.3=1] .515 1.883 .075 1 .784 1.674 .042 67.020 

[A3.3=2] -2.352 1.278 3.388 1 .066 .095 .008 1.165 

[A3.3=3] -.616 .949 .422 1 .516 .540 .084 3.469 

[A3.3=4] 1.727 .982 3.096 1 .078 5.625 .821 38.525 

[A3.3=5] 1.429 .888 2.592 1 .107 4.176 .733 23.788 

[A3.3=6] .214 .870 .060 1 .806 1.238 .225 6.817 

[A3.3=7] 0
b
 . . 0 . . . . 
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[A3.4=0] -.894 1.785 .251 1 .616 .409 .012 13.513 

[A3.4=1] -5.032 2.155 5.453 1 .020 .007 9.554E-5 .446 

[A3.4=2] -3.495 1.699 4.232 1 .040 .030 .001 .848 

[A3.4=3] -.781 1.398 .312 1 .576 .458 .030 7.095 

[A3.4=4] -1.378 1.308 1.111 1 .292 .252 .019 3.269 

[A3.4=5] -2.459 1.201 4.193 1 .041 .086 .008 .900 

[A3.4=6] -1.032 1.292 .639 1 .424 .356 .028 4.480 

[A3.4=7] 0
b
 . . 0 . . . . 

[A3.5=0] -3.575 1.336 7.157 1 .007 .028 .002 .384 

[A3.5=1] -.639 1.378 .215 1 .643 .528 .035 7.862 

[A3.5=2] 1.365 1.399 .952 1 .329 3.914 .252 60.681 

[A3.5=3] -.216 1.002 .046 1 .829 .806 .113 5.738 

[A3.5=4] .856 1.001 .732 1 .392 2.355 .331 16.739 

[A3.5=5] 1.445 1.045 1.911 1 .167 4.240 .547 32.873 

[A3.5=6] .321 .987 .106 1 .745 1.379 .199 9.537 

[A3.5=7] 0
b
 . . 0 . . . . 

McDona

ld's 

[A3.1=0] 
5.013 .000 . 1 . 

150.43

0 
150.430 150.430 

[A3.1=1] 
6.192 2.606 5.643 1 .018 

488.73

0 
2.954 

80851.07

9 

[A3.1=2] 
5.680 2.239 6.438 1 .011 

293.01

8 
3.642 

23574.62

3 

[A3.1=3] 
6.380 2.128 8.986 1 .003 

589.72

5 
9.102 

38209.95

6 

[A3.1=4] 3.074 1.545 3.956 1 .047 21.629 1.046 447.266 

[A3.1=5] 3.447 1.451 5.642 1 .018 31.397 1.827 539.524 

[A3.1=6] 4.337 1.470 8.699 1 .003 76.476 4.284 1365.225 

[A3.1=7] 3.261 1.319 6.110 1 .013 26.086 1.965 346.302 

[A3.2=0] .022 2.059 .000 1 .991 1.022 .018 57.807 

[A3.2=1] .848 2.051 .171 1 .679 2.334 .042 130.121 

[A3.2=2] 1.586 1.600 .982 1 .322 4.883 .212 112.463 

[A3.2=3] 1.502 1.230 1.492 1 .222 4.492 .403 50.044 

[A3.2=4] .944 1.094 .744 1 .388 2.569 .301 21.923 

[A3.2=5] -.864 .750 1.326 1 .250 .422 .097 1.834 

[A3.2=6] -.112 .821 .019 1 .892 .894 .179 4.467 

[A3.2=7] 0
b
 . . 0 . . . . 

[A3.3=0] -2.518 1.914 1.731 1 .188 .081 .002 3.431 

[A3.3=1] -1.062 1.780 .356 1 .551 .346 .011 11.330 

[A3.3=2] -1.566 1.130 1.922 1 .166 .209 .023 1.911 

[A3.3=3] -1.508 .916 2.710 1 .100 .221 .037 1.333 
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[A3.3=4] .580 .967 .360 1 .548 1.786 .269 11.882 

[A3.3=5] .671 .866 .601 1 .438 1.957 .358 10.685 

[A3.3=6] .351 .848 .171 1 .679 1.420 .269 7.490 

[A3.3=7] 0
b
 . . 0 . . . . 

[A3.4=0] -2.343 1.673 1.963 1 .161 .096 .004 2.547 

[A3.4=1] -5.773 2.043 7.987 1 .005 .003 5.676E-5 .170 

[A3.4=2] -3.478 1.637 4.512 1 .034 .031 .001 .764 

[A3.4=3] -2.077 1.376 2.278 1 .131 .125 .008 1.859 

[A3.4=4] -1.759 1.285 1.873 1 .171 .172 .014 2.139 

[A3.4=5] -2.969 1.178 6.352 1 .012 .051 .005 .517 

[A3.4=6] -1.987 1.274 2.435 1 .119 .137 .011 1.664 

[A3.4=7] 0
b
 . . 0 . . . . 

[A3.5=0] -.174 1.094 .025 1 .874 .840 .098 7.177 

[A3.5=1] -.077 1.292 .004 1 .952 .926 .074 11.654 

[A3.5=2] .099 1.384 .005 1 .943 1.104 .073 16.632 

[A3.5=3] -.066 .979 .005 1 .946 .936 .137 6.382 

[A3.5=4] .677 .992 .466 1 .495 1.968 .282 13.743 

[A3.5=5] 1.074 1.040 1.067 1 .302 2.927 .381 22.458 

[A3.5=6] .817 .972 .708 1 .400 2.265 .337 15.207 

[A3.5=7] 0
b
 . . 0 . . . . 

a. The reference category is: Chester's Grill. 

 

 

Appendix D:  Multinomial of choosing KFC and McDonald’s over Chester 

Grill’s (Other components) 

 

(The number 4.1 to 10 in below table are stand for taste of food, variety of menu, 

quality of food, timely service, reasonable price, lower price, clear identification of 

price, cleanliness, convenience to go, design, size of restaurant, discount, gift set, 

voucher, brand awareness, brand reputation, and brand loyalty respectively.) 
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Parameter Estimates 

Most favorite 

brand
a
 

B Std. Error Wald df Sig. Exp(B) 

95% Confidence 

Interval for Exp(B) 

Lower 

Bound 

Upper 

Bound 

KFC [A4.1=1] 
198.303 122.583 2.617 1 .106 

1.324E

+86 

6.016E-

19 

2.912E+

190 

[A4.1=2] 
-43.280 79.740 .295 1 .587 

1.599E-

19 

2.133E-

87 

1.199E+

49 

[A4.1=3] 

34.191 24.609 1.930 1 .165 

706355

549776

710.60

0 

7.983E-7 

6249779

0091834

2400000

0000000

0000000

0.000 

[A4.1=4] 

60.856 21.966 7.675 1 .006 

268796

322851

149400

000000

000.00

0 

5389087

4.426 

1.341E+

45 

[A4.1=5] 

74.555 21.490 
12.03

6 
1 .001 

239227

073539

862500

000000

000000

000.00

0 

1219551

9177859

5.000 

4.693E+

50 

[A4.2=1] 
-25.474 176.276 .021 1 .885 

8.641E-

12 

7.768E-

162 

9.612E+

138 

[A4.2=2] 

75.534 29.607 6.509 1 .011 

636955

646808

691050

000000

000000

000.00

0 

4003283

8.017 

1.013E+

58 



103 

 

[A4.2=3] 

72.254 22.699 
10.13

2 
1 .001 

239635

854225

195600

000000

000000

00.000 

1142536

219324.5

23 

5.026E+

50 

[A4.2=4] 
2.777 2.889 .924 1 .336 16.078 .056 

4627.51

8 

[A4.2=5] 0
b
 . . 0 . . . . 

[A4.3=1] 
-66.422 37.466 3.143 1 .076 

1.424E-

29 

1.829E-

61 

1107.94

5 

[A4.3=2] 

43.853 19.665 4.973 1 .026 

110947

360026

707720

00.000 

202.286 

6085115

8553071

7400000

0000000

0000000

0.000 

[A4.3=3] 
5.602 3.453 2.633 1 .105 

271.00

6 
.312 

235401.

551 

[A4.3=4] 
2.989 4.726 .400 1 .527 19.871 .002 

209580.

196 

[A4.3=5] 0
b
 . . 0 . . . . 

[A4.4=1] 

-43.475 47.687 .831 1 .362 
1.316E-

19 

3.373E-

60 

5131735

8194938

9800000

0.000 

[A4.4=2] -8.660 654.132 .000 1 .989 .000 .000 .
c
 

[A4.4=3] -5.965 6.256 .909 1 .340 .003 1.215E-8 542.293 

[A4.4=4] 
-.794 5.157 .024 1 .878 .452 1.843E-5 

11087.3

75 

[A4.4=5] 0
b
 . . 0 . . . . 

[A5.1=1] 
-47.159 6001.500 .000 1 .994 

3.305E-

21 
.000 .

c
 

[A5.1=2] 
-37.598 12.656 8.825 1 .003 

4.694E-

17 

7.919E-

28 

2.783E-

6 

[A5.1=3] 

15.838 7.443 4.528 1 .033 
755651

2.159 
3.488 

1636858

7433168

.264 

[A5.1=4] 
9.548 4.860 3.859 1 .049 

14014.

687 
1.023 

1920827

36.132 

[A5.1=5] 0
b
 . . 0 . . . . 
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[A5.2=1] 

60.816 17.638 
11.88

9 
1 .001 

258147

612075

386470

000000

000.00

0 

2502641

74409.45

1 

2.663E+

41 

[A5.2=2] 

28.521 9.301 9.404 1 .002 

243518

390871

6.230 

29498.09

4 

2010340

3003622

7130000

.000 

[A5.2=3] 

20.991 6.280 
11.17

1 
1 .001 

130654

4720.1

57 

5894.456 

2896041

8839737

4.600 

[A5.2=4] 

13.963 5.286 6.976 1 .008 
115847

0.343 
36.659 

3660901

2520.49

8 

[A5.2=5] 0
b
 . . 0 . . . . 

[A5.3=1] 
-93.924 27.413 

11.73

9 
1 .001 

1.619E-

41 

7.499E-

65 

3.497E-

18 

[A5.3=2] 
-86.627 24.913 

12.09

0 
1 .001 

2.389E-

38 

1.485E-

59 

3.842E-

17 

[A5.3=3] 
-114.407 30.749 

13.84

4 
1 .000 

2.058E-

50 

1.380E-

76 

3.070E-

24 

[A5.3=4] 
-102.099 27.684 

13.60

2 
1 .000 

4.559E-

45 

1.243E-

68 

1.672E-

21 

[A5.3=5] 0
b
 . . 0 . . . . 

[A6.1=1] 
243.372 6003.195 .002 1 .968 

4.954E

+105 
.000 .

c
 

[A6.1=2] 

73.779 661.907 .012 1 .911 

110117

064343

861040

000000

000000

000.00

0 

.000 .
c
 

[A6.1=3] 

22.495 9.395 5.733 1 .017 

588168

5061.9

12 

59.235 

5840195

1008579

1360.00

0 

[A6.1=4] -4.162 4.136 1.013 1 .314 .016 4.700E-6 51.636 

[A6.1=5] 0
b
 . . 0 . . . . 
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[A6.2=1] 
-45.175 6047.158 .000 1 .994 

2.404E-

20 
.000 .

c
 

[A6.2=2] 

-23.116 31.542 .537 1 .464 
9.142E-

11 

1.296E-

37 

6448680

1869850

096.000 

[A6.2=3] -1.675 2.904 .333 1 .564 .187 .001 55.454 

[A6.2=4] -5.666 3.737 2.299 1 .129 .003 2.281E-6 5.253 

[A6.2=5] 0
b
 . . 0 . . . . 

[A6.3=1] 
-115.106 324.540 .126 1 .723 

1.023E-

50 
.000 

1.816E+

226 

[A6.3=2] 
-38.909 10.700 

13.22

2 
1 .000 

1.265E-

17 

9.860E-

27 

1.622E-

8 

[A6.3=3] 

13.156 6.577 4.001 1 .045 
517052

.385 
1.304 

2049802

33926.0

67 

[A6.3=4] 
5.977 6.138 .948 1 .330 

394.20

8 
.002 

6617878

3.228 

[A6.3=5] 0
b
 . . 0 . . . . 

[A6.4=1] 

49.728 14.202 
12.26

0 
1 .000 

395090

323629

722570

0000.0

00 

3219693

857.864 

4848174

1034032

4700000

0000000

000000.

000 

[A6.4=2] 

44.287 11.903 
13.84

3 
1 .000 

171287

031254

701700

00.000 

1263538

758.140 

2321990

2743024

0180000

0000000

00.000 

[A6.4=3] 

36.313 9.716 
13.96

9 
1 .000 

589551

184752

4506.0

00 

3165145

0.065 

1098119

0395216

7980000

0000.00

0 

[A6.4=4] 

21.854 6.503 
11.29

4 
1 .001 

309696

1372.0

88 

9033.359 

1061750

0405636

87.100 

[A6.4=5] 0
b
 . . 0 . . . . 
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[A7.1=1] 

-30.609 46.831 .427 1 .513 
5.089E-

14 

6.989E-

54 

3706212

7784652

8700000

000000.

000 

[A7.1=2] 
-41.117 15.879 6.705 1 .010 

1.391E-

18 

4.240E-

32 

4.562E-

5 

[A7.1=3] -8.031 6.402 1.573 1 .210 .000 1.156E-9 91.578 

[A7.1=4] -6.601 2.939 5.043 1 .025 .001 4.278E-6 .432 

[A7.1=5] 0
b
 . . 0 . . . . 

[A7.2=1] 
-28.211 10.533 7.174 1 .007 

5.598E-

13 

6.062E-

22 
.001 

[A7.2=2] 

42.686 16.626 6.591 1 .010 

345294

101704

282370

0.000 

24318.03

4 

4902864

1755262

4700000

0000000

00000.0

00 

[A7.2=3] 

27.951 9.564 8.541 1 .003 

137758

389196

9.964 

9960.106 

1905338

5627219

8900000

.000 

[A7.2=4] 
-14.743 5.397 7.463 1 .006 

3.954E-

7 

1.008E-

11 
.016 

[A7.2=5] 0
b
 . . 0 . . . . 

[A7.3=1] 

-36.504 48.683 .562 1 .453 
1.401E-

16 

5.097E-

58 

3848785

4693747

7540000

00000.0

00 

[A7.3=2] 
-72.124 22.956 9.871 1 .002 

4.753E-

32 

1.370E-

51 

1.649E-

12 

[A7.3=3] 
-54.094 15.648 

11.95

0 
1 .001 

3.216E-

24 

1.541E-

37 

6.711E-

11 

[A7.3=4] 
-30.934 10.922 8.022 1 .005 

3.679E-

14 

1.858E-

23 

7.282E-

5 

[A7.3=5] 0
b
 . . 0 . . . . 

[A8=1] 
-154.774 6147.284 .001 1 .980 

6.061E-

68 
.000 .

c
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[A8=2] 

61.505 114.866 .287 1 .592 

514615

499170

191500

000000

000.00

0 

8.654E-

72 

3.060E+

124 

[A8=3] 

28.805 9.701 8.817 1 .003 

323472

632338

7.647 

17887.35

2 

5849638

7042642

5200000

.000 

[A8=4] 

30.659 8.681 
12.47

4 
1 .000 

206631

217975

79.336 

843668.8

36 

5060808

0335706

3700000

.000 

[A8=5] 0
b
 . . 0 . . . . 

[A9=1] 
98.899 6148.746 .000 1 .987 

8.937E

+42 
.000 .

c
 

[A9=2] 
-16.753 662.804 .001 1 .980 

5.299E-

8 
.000 .

c
 

[A9=3] 
-30.305 11.295 7.199 1 .007 

6.896E-

14 

1.676E-

23 
.000 

[A9=4] 
-10.192 6.137 2.758 1 .097 

3.747E-

5 

2.239E-

10 
6.271 

[A9=5] 0
b
 . . 0 . . . . 

[A10=1] 

80.014 86.784 .850 1 .357 

562008

519535

599300

000000

000000

00000.

000 

7.572E-

40 

4.171E+

108 

[A10=2] 

26.816 12.355 4.711 1 .030 

442438

787521

.516 

13.463 

1453975

4874948

0730000

00.000 

[A10=3] 

31.357 9.979 9.875 1 .002 

415222

500150

24.200 

133215.4

10 

1294217

5726553

4200000

00.000 
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[A10=4] 

20.708 7.066 8.587 1 .003 

984463

018.19

7 

951.012 

1019090

8182098

81.900 

[A10=5] 0
b
 . . 0 . . . . 

McD

onal

d's 

[A4.1=1] 
219.888 120.505 3.330 1 .068 

3.136E

+95 
8.354E-8 

1.177E+

198 

[A4.1=2] 
-28.230 73.016 .149 1 .699 

5.496E-

13 

3.882E-

75 

7.780E+

49 

[A4.1=3] 

37.269 24.605 2.294 1 .130 

153305

757966

51220.

000 

1.743E-5 
1.348E+

37 

[A4.1=4] 

61.372 21.961 7.810 1 .005 

450501

127910

994400

000000

000.00

0 

9129570

4.663 

2.223E+

45 

[A4.1=5] 

75.424 21.489 
12.32

0 
1 .000 

570494

596936

642300

000000

000000

000.00

0 

2917824

9278847

9.800 

1.115E+

51 

[A4.2=1] 
3.383 180.540 .000 1 .985 29.467 

6.218E-

153 

1.396E+

155 

[A4.2=2] 

81.321 29.587 7.555 1 .006 

207572

672454

272140

000000

000000

000000

.000 

1358413

4702.211 

3.172E+

60 

[A4.2=3] 

73.465 22.697 
10.47

7 
1 .001 

804158

887845

129300

000000

000000

00.000 

3854868

943619.3

21 

1.678E+

51 
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[A4.2=4] 
2.798 2.890 .937 1 .333 16.415 .057 

4735.76

6 

[A4.2=5] 0
b
 . . 0 . . . . 

[A4.3=1] 
-66.787 37.444 3.181 1 .074 

9.880E-

30 

1.325E-

61 
736.604 

[A4.3=2] 

44.850 19.654 5.207 1 .022 

300601

315880

533500

00.000 

559.848 
1.614E+

36 

[A4.3=3] 
5.639 3.445 2.679 1 .102 

281.31

3 
.328 

240977.

398 

[A4.3=4] 
3.120 4.726 .436 1 .509 22.644 .002 

238850.

442 

[A4.3=5] 0
b
 . . 0 . . . . 

[A4.4=1] 

-56.507 52.026 1.180 1 .277 
2.880E-

25 

1.494E-

69 

5549610

1609339

200000.

000 

[A4.4=2] 
-35.782 655.039 .003 1 .956 

2.884E-

16 
.000 .

c
 

[A4.4=3] -8.086 6.286 1.654 1 .198 .000 1.372E-9 69.102 

[A4.4=4] 
-1.314 5.159 .065 1 .799 .269 1.091E-5 

6615.47

6 

[A4.4=5] 0
b
 . . 0 . . . . 

[A5.1=1] 
-55.464 6003.151 .000 1 .993 

8.174E-

25 
.000 .

c
 

[A5.1=2] 
-37.778 12.665 8.898 1 .003 

3.919E-

17 

6.498E-

28 

2.364E-

6 

[A5.1=3] 

16.440 7.450 4.870 1 .027 
138010

66.577 
6.292 

3027003

5456408

.210 

[A5.1=4] 
10.046 4.852 4.286 1 .038 

23052.

850 
1.708 

3111027

06.953 

[A5.1=5] 0
b
 . . 0 . . . . 

[A5.2=1] 

59.164 17.621 
11.27

4 
1 .001 

494886

638758

565000

000000

00.000 

4962618

3210.289 

4.935E+

40 
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[A5.2=2] 

27.974 9.303 9.041 1 .003 

140895

764607

1.361 

16978.81

9 

1169198

9146407

2770000

.000 

[A5.2=3] 

19.845 6.277 9.996 1 .002 

415360

813.59

2 

1886.338 

9146005

8386761

.950 

[A5.2=4] 

13.432 5.276 6.481 1 .011 
681214

.943 
22.002 

2109160

1312.82

9 

[A5.2=5] 0
b
 . . 0 . . . . 

[A5.3=1] 
-92.445 27.410 

11.37

5 
1 .001 

7.105E-

41 

3.310E-

64 

1.525E-

17 

[A5.3=2] 
-87.136 24.920 

12.22

6 
1 .000 

1.437E-

38 

8.819E-

60 

2.341E-

17 

[A5.3=3] 
-113.755 30.761 

13.67

6 
1 .000 

3.953E-

50 

2.590E-

76 

6.032E-

24 

[A5.3=4] 
-101.016 27.684 

13.31

4 
1 .000 

1.347E-

44 

3.667E-

68 

4.949E-

21 

[A5.3=5] 0
b
 . . 0 . . . . 

[A6.1=1] 
221.702 1326.960 .028 1 .867 

1.923E

+96 
.000 .

c
 

[A6.1=2] 

71.675 661.907 .012 1 .914 

134301

754269

499640

000000

000000

00.000 

.000 .
c
 

[A6.1=3] 

21.922 9.384 5.457 1 .019 

331640

2874.8

27 

34.103 

3225122

4286017

8370.00

0 

[A6.1=4] -4.147 4.137 1.005 1 .316 .016 4.759E-6 52.536 

[A6.1=5] 0
b
 . . 0 . . . . 

[A6.2=1] 
-10.259 665.826 .000 1 .988 

3.504E-

5 
.000 .

c
 

[A6.2=2] 

-21.430 31.542 .462 1 .497 
4.934E-

10 

6.998E-

37 

3478595

6754550

6620.00

0 

[A6.2=3] -1.081 2.948 .135 1 .714 .339 .001 109.617 



111 

 

[A6.2=4] -5.643 3.747 2.268 1 .132 .004 2.291E-6 5.480 

[A6.2=5] 0
b
 . . 0 . . . . 

[A6.3=1] 
-135.861 337.781 .162 1 .688 

9.920E-

60 
.000 

3.282E+

228 

[A6.3=2] 
-39.678 10.685 

13.79

0 
1 .000 

5.864E-

18 

4.712E-

27 

7.297E-

9 

[A6.3=3] 

13.393 6.595 4.125 1 .042 
655445

.928 
1.597 

2690469

89526.1

50 

[A6.3=4] 
6.473 6.143 1.111 1 .292 

647.71

6 
.004 

1096735

10.345 

[A6.3=5] 0
b
 . . 0 . . . . 

[A6.4=1] 

49.965 14.212 
12.36

1 
1 .000 

500508

634528

504200

0000.0

00 

4003844

380.689 

6256709

0380888

5200000

0000000

000000.

000 

[A6.4=2] 

43.131 11.926 
13.07

9 
1 .000 

539123

545729

981130

0.000 

3802801

20.152 

7643160

4535237

4300000

0000000

0.000 

[A6.4=3] 

34.156 9.726 
12.33

4 
1 .000 

682045

732748

792.90

0 

3591196.

588 

1295352

0371546

6880000

000.000 

[A6.4=4] 

20.402 6.514 9.810 1 .002 

725562

121.10

9 

2069.971 

2543225

9409693

0.750 

[A6.4=5] 0
b
 . . 0 . . . . 

[A7.1=1] 

-34.328 46.868 .536 1 .464 
1.234E-

15 

1.575E-

55 

9677998

2969221

3600000

0000.00

0 

[A7.1=2] 
-42.269 15.876 7.088 1 .008 

4.394E-

19 

1.346E-

32 

1.435E-

5 

[A7.1=3] 
-9.482 6.412 2.187 1 .139 

7.621E-

5 

2.656E-

10 
21.862 

[A7.1=4] -6.238 2.936 4.514 1 .034 .002 6.185E-6 .617 
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[A7.1=5] 0
b
 . . 0 . . . . 

[A7.2=1] 
-26.132 10.510 6.182 1 .013 

4.478E-

12 

5.072E-

21 
.004 

[A7.2=2] 

42.924 16.632 6.660 1 .010 

438077

445793

749560

0.000 

30500.35

0 

6292119

6242671

3740000

0000000

00000.0

00 

[A7.2=3] 

28.578 9.564 8.928 1 .003 

257896

309508

8.808 

18632.89

7 

3569520

4506917

1400000

.000 

[A7.2=4] 
-14.151 5.394 6.881 1 .009 

7.152E-

7 

1.831E-

11 
.028 

[A7.2=5] 0
b
 . . 0 . . . . 

[A7.3=1] 

-37.946 48.699 .607 1 .436 
3.314E-

17 

1.168E-

58 

9404983

4382871

2300000

0000.00

0 

[A7.3=2] 
-71.449 22.951 9.691 1 .002 

9.336E-

32 

2.717E-

51 

3.208E-

12 

[A7.3=3] 
-53.312 15.643 

11.61

5 
1 .001 

7.027E-

24 

3.402E-

37 

1.451E-

10 

[A7.3=4] 
-29.987 10.917 7.545 1 .006 

9.481E-

14 

4.834E-

23 
.000 

[A7.3=5] 0
b
 . . 0 . . . . 

[A8=1] 
-117.766 197.126 .357 1 .550 

7.158E-

52 

1.150E-

219 

4.454E+

116 

[A8=2] 

66.973 114.871 .340 1 .560 

121941

162523

527560

000000

000000

.000 

2.033E-

69 

7.313E+

126 

[A8=3] 

30.895 9.691 
10.16

4 
1 .001 

261574

164652

17.793 

147491.2

24 

4638990

8432425

0270000

0.000 
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[A8=4] 

30.409 8.672 
12.29

5 
1 .000 

160880

938038

21.062 

667710.8

20 

3876330

2091503

8600000

.000 

[A8=5] 0
b
 . . 0 . . . . 

[A9=1] 

31.065 .000 . 1 . 

309892

978343

84.336 

3098929

7834384.

336 

3098929

7834384

.336 

[A9=2] 
-23.061 662.804 .001 1 .972 

9.653E-

11 
.000 .

c
 

[A9=3] 
-32.297 11.304 8.163 1 .004 

9.411E-

15 

2.246E-

24 

3.944E-

5 

[A9=4] 
-10.917 6.129 3.172 1 .075 

1.815E-

5 

1.101E-

10 
2.993 

[A9=5] 0
b
 . . 0 . . . . 

[A10=1] 
88.076 81.647 1.164 1 .281 

1.782E

+38 

5.660E-

32 

5.610E+

107 

[A10=2] 

27.670 12.323 5.042 1 .025 

103974

252637

8.020 

33.677 

3210089

0665510

3400000

00.000 

[A10=3] 

31.242 9.970 9.819 1 .002 

369880

297807

91.790 

120682.9

51 

1133643

4326247

4120000

00.000 

[A10=4] 

20.180 7.050 8.193 1 .004 

580997

258.68

2 

579.506 

5824921

4440419

8.100 

[A10=5] 0
b
 . . 0 . . . . 

a. The reference category is: Chester's Grill. 
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Appendix E: Questionnaire   
 

 

   The purpose of this research study is to examine and identify purchasing decision 

towards top three fast food brands in Thailand including KFC, McDonald’s and 

Chester’s Grill. This questionnaire is a part of an independent study subject in order to 

complete the Degree Master of Business Administration, Bangkok University, 

Thailand. It is composed of four parts as following. (แบบสอบถามนีจ้ดัท าขึน้เพ่ือวิจยัเก่ียวกบัปัจจยัที่มี

ผลตอ่การเลือกซือ้ฟาสฟู๊ ดจาก 3 อนัดบัแบรนด์ที่นิยมมากที่สดุในประเทศไทย คือ KFC, McDonald’s และ 

Chester’s Grill แบบสอบถามนีเ้ป็นสว่นหนึ่งของวิชา independent study คณะบริหารธุรกิจ ปริญญาโท 

มหาวิทยาลยักรุงเทพ และแบบสอบถามนีแ้บง่ออกเป็น 4 สว่น ดงัตอ่ไปนี)้ 

Part 1 :   General information (แบบสอบถามข้อมลูทัว่ไป) 

Part 2 :   Factors that influence purchasing decision towards top three fast food 

brands in  Thailand (ปัจจยัที่มีผลตอ่การเลือกซือ้ฟาสฟู๊ ดจาก 3 อนัดบัแบรนด์ที่นิยมมากที่สดุในประเทศไทย) 

Part 3 :   Consumer behavior towards top three fast food brands in Thailand. (แบบส ารวจ

พฤติกรรมการเลือกบริโภคฟาสฟู๊ ดจาก 3 อนัดบัแบรนด์ที่นิยมมากที่สดุในประเทศไทย) 

Part 4 :   Consumer demographics (แบบสอบถามข้อมลูสว่นตวั) 

___________________________________________________________________________ 
 

PART 1 This part would like to ask you about general information (แบบสอบถามข้อมลูทัว่ไป) 

1. Have you ever consumed fast food? (คณุเคยบริโภคฟาสฟู๊ ดหรือไม่) 

  Yes (ใช)่                 No (ไมใ่ช)่ 

2. What is your most favorite fast food brand? (Choose only one) (แบรนด์ใดคือแบรนด์โปรด

ที่สดุของคณุ)   (เลือกแค ่1 ค าตอบ) 

               KFC 

    McDonald’s  

    Chester’s Grill 

 

3.  This question would like to ask information about how much do you think the 

following  factors affect your brand purchasing decision in question 2. Use the 

following choices to describe your answer: (โปรดให้คะแนนความส าคญัของปัจจยัที่มีผลตอ่การตดัสินใจ

เลือกซือ้ฟาสฟู๊ ดแบรนด์ที่ทา่นเลือกในข้อ 2) 
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Factors 

Opinion Level 
 

No Affect 

ไมม่ผีล 
 

0 

Very Minimal 

Affect 

มผีลนอ้ยมาก 

1 

Somewhat 

Disagree 

 

2 

Disagree 

 

 

3 

Neutral 

 

 

4 

Agree 

 

 

5 

Somewhat 

Agree 

 

6 

Very Strong 

Affect 

มผีลอยา่งมาก 

7 

3.1 Product (สินคา้) 

        3.2 Price (ราคา) 

        3.3 Place (สถานท่ี) 

        3.4 Promotion (ส่งเสริม  
        การขาย) 

        3.5 Brand Name (ช่ือ 
        สินคา้) 

         

PART 2 This part of questionnaire would like to ask your opinion about factors that 

influence purchasing decision towards top three fast food brands in Thailand. Use the 

following choices to describe your answer: (ปัจจยัที่มีผลตอ่การเลือกซือ้ฟาสฟู๊ ด 3 อนัดบัแบรนด์ที่นิยม

มากที่สดุในประเทศไทย) 

 
Opinion Level 

Factors (ปัจจัย) 

Strongly 

Disagree 
ไม่ส ำคัญอย่ำง

มำก 

1 

 

Somewhat 

Disagree 
ค่อนข้ำง 
ไม่ส ำคัญ 

2 

 

Neutral 
ปำนกลำง 

 

 

3 

 

Somewhat 

Agree 
ค่อนข้ำงส ำคัญ 

 

4 

 

Strongly 

Agree 
ส ำคัญอย่ำงมำก 

5 

 

Marketing Mix           

4. Product (สินค้ำ) 

4.1 Taste of Food. (รสชาติของอาหาร) 
     4.2 Variety of Menu (ความหลากหลายของเมน)ู 

     4.3 Quality of Food (คณุภาพของอาหาร) 
     4.4 Timely Service (ความรวดเร็วในการบริการ) 
     5. Price (รำคำ) 

5.1 Reasonable Price (ราคาสมเหตสุมผล) 
     5.2 Lower Price (ราคาถกูกวา่) 
     5.3 Clear Identification of Price (ระบรุาคา  

        ชดัเจน) 

     6. Place (สถำนที่) 

6.1 Cleanliness (ความสะอาด) 
     6.2 Convenience to go (สะดวกในการเข้าถึง 

        ร้าน) 
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6.3 Design (การตกแตง่ร้าน) 

     6.4 Size of Restaurant (ขนาดของร้าน) 

     7. Promotion (กำรส่งเสริมกำรขำย)           

7.1 Discount  (สว่นลด) 
     7.2 Gift Set (ชดุของขวญั) 

     7.3 Voucher (บตัรก านลั) 
     Brand Name (ช่ือสินค้ำ) 

8.   Brand Awareness (กำรรับรู้ของแบรนด์) 

     9.   Brand Reputation (ช่ือเสียงของแบรนด์) 

     10. Brand Loyalty (ควำมภักดีต่อแบรนด์) 

      

PART 3 This part of questionnaire would like to ask about consumer behavior 

towards purchasing decision of top three fast food brands in Thailand. (แบบสอบถาม

พฤติกรรมการบริโภคในการเลือกซือ้ฟาสฟู๊ ด 3 อนัดบัแบรนด์ที่นิยมมากทีส่ดุในประเทศไทย) 

11. How often do you purchase fast food? (คณุบริโภคฟาสฟู๊ ดบอ่ยแคไ่หน) 

          Once a week  (1 ครัง้ตอ่สปัดาห์)        2-3 times per week (2-3 ครัง้ตอ่สปัดาห์) 

          Once a month (1 ครัง้ตอ่เดือน)         2-3 times per month (2-3 ครัง้ตอ่เดือน) 

  Other (Please specify) (อ่ืนๆโปรดระบ)ุ…………….. 

12. What is your meal that you prefer to consume fast food? (คณุมกัจะบริโภคฟาสฟู๊ ดมือ้ใด) 

 Breakfast (มือ้เช้า)       Lunch (มือ้กลางวนั) 

       Dinner  (มือ้เย็น)       Other (Please specify) (อ่ืนๆโปรดระบ)ุ……… 

13. When do you prefer to purchase fast food? (คณุชอบบริโภคฟาสฟู๊ ดเม่ือไร) 

          During rush hours (ชว่งเวลาเร่งดว่น)        Weekend (สดุสปัดาห์) 

            On working day (วนัท างาน)                   Other (Please specify) (อ่ืนๆโปรดระบุ)….  

14. Whom do you always consume fast food with? (คณุมกัจะบริโภคฟาสฟู๊ ดกบัใคร) 

           Friend   (เพ่ือน)                     Family (ครอบครัว) 

           Boyfriend/Girlfriend (แฟน)          Other (Please specify) (อ่ืนๆ โปรดระบ)ุ ……….. 

15. What is your favorite menu? (Choose only one)(คุณชอบบริโภคฟาสฟู๊ ดเมนูใด) (เลอืก  

       แค ่1 ค าตอบ) 

        Hamburger                   French Fries 
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Fried Chicken (ไก่ทอด)                   Dessert (ของหวาน) 

Combo (ชอบหลายอยา่ง)      Other(Please specify) (อ่ืนๆ โปรดระบ)ุ……….. 

16. How much do you spend for fast food each time? (คณุใช้จ านวนเงินเทา่ใดในการบริโภคฟาสฟู๊ ดตอ่   

      ครัง้) 

      Below 100 Baht                           100-200 Baht 

      201-300 Baht                    Above 300 Baht 

17. Where is your favorite place for consuming fast food? (คณุมกัจะซือ้หรือบริโภคฟาสฟู๊ ดที่ใด) 

       Shopping Mall (ศนูย์การค้า)              Community Mall 

 Stand Alone Shop        Office Building 

     Residential Condo        Other (Please specify) (อ่ืนๆ โปรดระบุ) ………..    

 18. Where do you get information about promotion of fast food restaurant?  (คณุได้รับ   

        ข่าวสารส าหรับการสง่เสริมการขายของร้านฟาสฟู๊ ดจากที่ใด) 

       Friend (เพ่ือน)                              Family (ครอบครัว)   

 Promotion Material (ใบสว่นลด)   Radio (วิทย)ุ 

      Television (โทรทศัน์)                Brochure (แผ่นโบรชวัร์) 

      Website          Other (Please specify) (อ่ืนๆ โปรดระบ)ุ …. 

19. Do you think that fast food restaurant fit well with your lifestyle? (คณุคิดวา่ฟาสฟู๊ ดเข้า 

        กนัได้ดีกบัรูปแบบการด าเนินชีวติของคณุหรือไม่) 

Yes (ใช)่          No (ไมใ่ช)่ 

20. Do you think that personal desire has an effect on your purchasing fast food  

     brands? (คณุคิดวา่ความต้องการมีผลตอ่การเลือกซือ้แบรนด์ของฟาสฟู๊ ดหรือไม่) 

Yes (ใช)่          No (ไมใ่ช)่ 

 

PART 4 This part of questionnaire would like to ask you about demographic 

information. (แบบสอบถามข้อมลูสว่นตวั) 

21. Gender (เพศ) 

  Male (เพศชาย) 

Female (เพศหญิง) 
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22. Age (อาย)ุ 

Below 20 Years  

20-25 Years  

26-30 Years 

      Above 30 Years 

23. Level of Education (ระดบัการศกึษา) 

High School (มธัยม) 

Bachelor’s Degree (ปริญญาตรี) 

Master’s Degree (ปริญญาโท) 

Doctoral Degree (ปริญญาเอก) 

24. Current Marital Status (สถานภาพ) 

Single (โสด) 

Married (แตง่งานแล้ว) 

25. Monthly Income (รายได้) 

Below 20,000 Baht 

20,000 - 30,000 Baht 

30,001 - 40,000 Baht 

Above 40,000 Baht 

26. What is your occupation? (คุณท าอาชีพใด) 

    Business Owner (เจ้าของกิจการ)                          Student (นกัเรียน) 

                     Government Enterprise (เจ้าหน้าที่รัฐวิสาหกิจ)         Housewife (แม่บา้น/พอ่บา้น) 

                  Company’s Employee (พนกังานบริษัทเอกชน)        Unemployed (ไมไ่ด้ท างาน) 

                  Other (Please specify) อ่ืนๆโปรดระบ ุ…………..  
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BIODATA 

Name – Lastname: Phompassorn Boontavipitak 

Address: 32 Soi Boromarajonani 62/1 Boromarajonani Road, Sala Thammasop, 

Taweewattana, Bangkok 10170 

Email: nancy_pinkky1@hotmail.com 

Contact number: +66923656506 

Educational Background: Bachelor of Business Administration (BBA)  

Major: Management 

Minor: Entrepreneurship 

Trainee: Merchandise Assistance (CP ALL Company) 

Languages: Thai (Fluent), English (Good) 

 






