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Residents in Mak Khaeng Subdistrict, Mueang Udon Thani District, Udon
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ABSTRACT

This study aimed to: 1) investigate the purchasing behavior of Family Style
food among the population in Mak Khaeng Sub-district, Mueang Udon Thani District,
Udon Thani Province; 2) examine the factors influencing the purchasing behavior of
Family Style food in this population; and 3) analyze the relationship between marketing
mix factors (7 P’s) and the purchasing behavior of Family Style food in this population.
This quantitative research was conducted by surveying a sample of 400 individuals.
Data collection was done using a questionnaire distributed via Google Forms, and data
analysis was performed using frequency distribution, percentage, mean, standard

deviation, and Chi-Square tests at a statistical significance level of 0.05.

The findings revealed that the majority of respondents were female, single, aged 20-30
years, held a bachelor's degree, worked as private company employees, and had a
monthly income of 10,001-20,000 THB. The purchasing behavior of Family Style food
showed that most consumers purchased this type of food 1-2 times or 3—4 times per
month, typically between 11:01 a.m. and 2:00 p.m., with an average expenditure per
visit of 501-800 THB, and they preferred dining at the restaurant. Regarding the
marketing mix factors influencing the purchasing behavior of Family Style food, the
elements—product, price, place, promotion, people, process, and physical
environment—were rated at the highest level of importance. Hypothesis testing revealed
that individual factors such as occupation and monthly income, as well as the overall
marketing mix factors, significantly influenced the purchasing behavior of Family Style
food, including purchase frequency, preferred time of purchase, and average

expenditure per visit, at a statistical significance level of 0.05.
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