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ABSTRACT

This independent study aimed to study consumption behavior of teenagers
towards fast food in Bangkok Metropolitan. The data were accumulated from 400 respondents by
questionnaires. Descriptive statistics consisting of frequency, percentage and mean were used to
analyze the data.

The study found that the majority of respondents were female, aged between
16 — 18 years old, having a bachelor degree, having monthly income not more than 3,000 baht.
The reason that respondents chose the service in fast food restaurants was quick service.
McDonald’s is the most popular brand because of its quality and tasty food. Most respondents
themselves were the influencing people in choosing fast food restaurant . They normally consume
fast food on Saturday — Sunday, during 01.01 - 03.00 p.m. Department stores are the place to
consume with the average frequency of consuming 1-3 times per week. The major reason for
going to fast food restaurant was to meet their friends around 3-4 people per time and each time
they spent around 101 — 200 baht. Television is the most influent media that respondents have
perceived information. Besides, another way for source of information for respondents to search
fast food’s data is from their friends. In next consuming, respondents were not sure which brand

they will choose.



The componential marketing mix factors were signified by the respondents, in
overall, in high level including product factors, price factors, place factors and promotion factors
respectively.

The sub factor of each componential marketing mix factors were as follows:
the quality and taste of food for product factors, the reasonable price for price factors, the
convenient location of fast food restaurant for place factors and the advertisement on media

including television, radio for promotion factors



