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Factors affecting the decision to choose to eat at noodle shops in

Chachoengsao Province
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ABSTRACT

This research aimed to study the factors influencing consumer decision-making
in choosing noodle shops in Chachoengsao Province. The study employed a quantitative
research methodology. The sample consisted of 400 residents living in Chachoengsao,
and data were collected using a questionnaire. The statistical analysis was conducted
using SPSS software, applying descriptive statistics and Chi-square tests.

The results revealed that taste and ingredient quality are the most critical factors
contributing to consumer satisfaction, followed by shop cleanliness and staff service.
The findings also showed that demographic variables such as age, occupation, and
income significantly influenced consumer perceptions in several marketing aspects,
while gender showed no significant influence on any marketing perception.

Based on these findings, key recommendations include enhancing the
consistency of product quality and maintaining high standards of cleanliness. Staff
should be trained to possess strong service-minded attitudes and product knowledge.
Additionally, marketing strategies should be tailored to specific demographic segments
to increase competitiveness. The study also suggests expanding future research to other
geographic areas and exploring new influential factors in the digital era, such as online

reviews and food delivery services, which increasingly shape consumer behavior.
Keywords : Consumer Decision-Making , Noodle Shops , Marketing Factors
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