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ABSTRACT

             The purpose of this study was to examine the factors affecting the consumers decision in 

selection of Japanese restaurants at shopping centers in Bangkok Metropolitan. The sample 

consisted of 385 people who had ever been customer of Japanese restaurants at shopping centers 

in Bangkok Metropolitan. A questionnaire was used as instrument for data collection. The data 

were analyzed by using descriptive statistics, i.e. frequency, percentage and mean. 

 It was found that most respondents were female, aged between 21-35 years old, single, 

bachelor degree, employed in private companies and had average income of 10,001-20,000 baht 

per month. 

 In term of behavior, it was found that most respondents used service from Fuji Restaurant 

in shopping center, less than 2 times a month frequency, during 17:31-20:00 o’clock and in 

occasion of meeting and association. Most favorite menus were meal sets. They came to use 

service as a group, 3-4 persons per group, spent 301-600 baht a time for food and service. 

 In term of marketing mix factors, it was found that all factors had overall mean at high 

level. The product, price, place, process, people and physical evidence factors were rated the 

average scores at high level of importance. The people factor were rated in the first rank among 

all factors.  The promotion factor was rated the average score at moderate level of importance. 



 The sub factor of product that was rated at the first priority was the freshness of food. 

The sub factor of price that was rated at the first priority was the reasonable of price with 

quality of food ingredient. 

      The sub factor of place that was rated at the first priority was the location of restaurant in 

shopping center that was convenient travel. 

 The sub factor of promotion that was rated at the first priority was the promotion 

program of seasonal food. 

  The sub factor of process that was rated at the first priority was the serving of correct 

food and beverage as customers’s order. 

            The sub factor of people that was rated at the first priority was the providing fast and 

correct service from staffers. 

 The sub factor of physical evidence that was rated at the first priority was the hygiene of 

restaurant.


