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ABSTRACT

The objective of this independent study was to study the fast food consumption behaviors
of teenagers in Phetchaburi province. The data was collected from questionnaire distributed to
400 samples among teenagers aged 10-19 years old, divided into 200 female samples and 200
male samples. The data was then analyzed using descriptive statistics namely frequency,
percentage, and mean.

It was found from the study that most respondents were 14-16 years old, with high school
or vocational education. Their average income was not more than 3,000/month that was
allowance from parents.

For consumption behaviors, it was found that the kind of fast food they consumed the
most and consumed the most often was fried chicken. For each visit to a fast food restaurant, a
respondent paid less than 100 Bath. The reason for fast food consumption was to try new food.
The respondents bought the food themselves and made their own buying decisions. The number
of eating companions for each visit was 3-4 persons.

The consumption patterns were consuming as snack and more often during weekends,
between 11.01-13.00 hours. They visited fast food restaurants 1-3 times/week and the most
frequented restaurants was KFC. They usually ate at the restaurant and liked to go to ones at

hypermarkets. Before making a visit to a restaurant, the respondents usually found information



about the food from television especially its quality. The quality of the food had the most
influence on the selection of the restaurant. After a restaurant visit, they were usually satisfied
with the experience and it was likely that they would recommend it to others. The problem found
about fast food consumption was high price.

For marketing mix factors that influenced the selection of fast food, it was found that the
product sub-factor which was the most influential was good taste. The price sub-factor which was
the most influential was the reasonable price for the quality. The place sub-factor which was the
most influential was convenient and accessible location. The marketing promotion sub-factor

which was the most influential was the service.



