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ABSTRACT

The aim of this research is to study personal factors that affect the decision to consume

Chinese food in Nakhon Ratchasima Province. To study the marketing mix factors that affect the



decision to consume Chinese food in Nakhon Ratchasima Province. and to study factors in deciding
to consume Chinese food in Nakhon Ratchasima Province. There was a sample population of
Nakhon Ratchasima Province of 400 people. Used the questionnaire to collect data. Statistical
analysis using include Frequency, Percentage, Mean and Standard deviation. Hypothesis testing
statistics is Chi-Square Test.

The study found that different demographics, including gender, age, highest level of
education, and income, had different effects on the decision to consume Chinese food in Nakhon
Ratchasima Province. Statistically significant at the .01 level. The marketing mix includes products,
prices, and places of sale. and different methods of promotion It often affects the decision to
consume Chinese food in the Nakhon Ratchasima province differently. Statistically significant at

the .01 level.

Keywords: Chinese food, demographics, marketing mix, decision making.
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