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MARKETING MIX FACTORS AFFECTING THE PURCHASING DECISION OF WESTERN FAST

FOOD IN BANGKOK
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Abstract

The objective of this research were 1) To study personal
factors of Western fast food consumers in Bangkok 2) To study
marketing mix factors of Western fast food consumption on consumers
in Bangkok 3) To study factors affecting Western Fast Food buyers’
decision in Bangkok. 4) To study the effect of marketing mix factors on
Western fast food consumption by consumers in Bangkok. Samples
used in this study were 300 Bangkok consumers whom have consumed
Western fast food. Data were collected using questionnaires. Statistics
employed for this research were descriptive statistical analysis such as
frequency percentage means and standard deviation. Inferential
Statistics were used by multiple linear regressions to analyze marketing
mix factors that has an effect on Western fast food consumption by
consumers in Bangkok with determined statistically significant level at
0.05.

The results of this research were as follows: 1) most
consumers are men aged between 20-30 years old with a monthly
income of less than 10,000 Baht, and a bachelor degree level of
education. In addition, the type of fast food consumers chose to
consume were Fried Chicken at KFC. 2) Among all of market factors,
tastes were the most influential factor. When consider price factor,
consumers prefer a clear stated price sign. For distribution channel,
consumers value Fast Food chain with numerous branches which
provide most conveniences. Promotion wise, consumers prefer ones
with the most discounts. 3) Consumers decision to buy Western Fast
Food are based on their satisfaction and preference. 4) Product has the
most effect on consumer’s decision among other marketing mix factors
with a 0.05 significant level.

Keywords: Marketing Mix, Western Fast Food
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