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The objective of this research is to study consumer’s demographic characteristics 

that related to food consumption behavior in Japanese restaurant.   These characteristics 

include gender, age, education levels, career, marital status, and average monthly income.   

Specifically, this study is intended to analyze whether marketing mix and social value are 

related to food consumption behavior.  The sample taken in this study is 400 consumers who 

are at least 15 years old. Data obtained from questionnaire was quantitatively presented and 

analyzed with frequency, percentage, and standard deviation.  The hypothesis is tested by 

the mean of T-test independent, one – way analysis of variance, Least Significant Difference 

(LSD) and Pearson’s Correlation. 

 The result of this research shows that majority of respondents are female who are 

15-20 years old.  Most of them do possess a Bachelor Degree.  Most are students who are 

single and their average monthly incomes are below 10,000 Baht.   They usually consume 

Japanese food at least once a month in which 300 Baht is spent per each meal.   The main 

purpose of going to Japanese restaurant is to meet and social with friends.   The result from 

T-Test shows that gender difference does not influence customers’ frequency in going to 

Japanese restaurant either or their spending on Japanese food.  While age and marital status 

do influence consumers’ spending on Japanese food but do not influence the frequency of 

consumer’s going to Japanese restaurant. Marketing mix which are the product itself and 

service providers do have a significant importance on consumers’ willingness to spend their 

money on Japanese food accounting for 0.01 and 0.05 level of significant respectively. 

Marketing channel and product distribution does have impact on frequency of consumer’s 

going to Japanese restaurant and their spending on Japanese food which accounts for 0.05 

and 0.01 level of significant respectively.  However, social trend/value does not influence 

consumers’ consuming behaviors which are their frequency in going to Fuji restaurant and 

their spending on Japanese food.
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(46.2)

125

(31.2)

3

(0.8)

1

(0.2)

3.88 0.75 

2. 235

(58.8)

137

(34.2)

23

(5.8)

5

(1.2)

0

(0.0)

4.50 0.66 

3. 73

(18.2)

161

(40.2)

157

(39.2)

7

(1.8)

2

(0.5)

3.74 0.78 

4. 116

(29.0)

227

(56.8)

53

(13.2)

2

(0.5)

2

(0.5)

4.13 0.68 

 4.06 0.780 

 9 

 ( x = 4.50) 

 ( x = 4.13, 3.88  3.74 )
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 10

x  S.D. 

         

1. 152

(38.0)

204

(51.0)

38

(9.5)

2

(0.5)

4

(1.0)

4.24 0.72 

2. 108

(27.0)

214

(53.5)

70

(17.5)

6

(1.5)

2

(0.5)

4.05 0.74 

3. 176

(44.0)

174

(43.5)

44

(11.0)

5

(1.2)

1

(0.2)

4.29 0.73 

 4.19 0.739

 10 

 ( x  = 4.29  4.24 

)  ( x =

4.05)
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 4

 11 

x  S.D. 

1. 20

(5.0)

96

(24.0)

104

(26.0)

149

(37.2)

31

(7.8)

2.81 1.04 

2. 23

(5.8)

82

(20.5)

107

(26.8)

148

(37.0)

40

(10.0)

2.75 1.07 

3. 11

(2.8)

56

(12.8)

84

(21.0)

178

(44.5)

76

(19.0)

2.35 1.01 

4. 39

(9.8)

80

(20.0)

98

(24.5)

133

(33.2)

50

(12.5)

2.81 1.17 

 2.68 1.094 

 11 

 ( x  = 2.81, 2.81  2.75 

)

 ( x  = 2.35) 
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 5

 1

 12

t-test for Equality of Means 

x  S.D. t df p 

 1.56 0.77 -0.264 398 0.792 

 1.58 0.78    

 543.35 307.36 1.04 398 0.295 

 510.48 312.87    

*  0.05 

 12 
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 13 

df SS MS F-Prob

4 5.662 1.415 0.052 

395 236.236 0.598  

 399 241.898   

4 5344159.925 1336039.981 0.000*

395 33140000.000 83886.593

 399 38480000.000

*  0.05 

 13 

 0.05
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 14

15 – 20  25 – 34  35 – 44  45 – 54  55 

x
443 560 872 713 425 

15 – 20  443 - 0.000* 0.000* 0.003* 0.933 

25 – 34  560  - 0.000* 0.091 0.513 

35 – 44  872   - 0.253 0.056 

45 – 54  713    - 0.196 

55  425     - 

*  0.05 

 14  15 – 20  25 – 34 

 0.05  117 

15 – 20  35 – 44 

 0.05  384 

15 – 20  45 – 54 

 0.05  270 

 25 – 34 35 – 44 

 0.05  267 
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 15

df SS MS F-Prob

 2 6.701 3.350 0.004*

 397 235.197 0.592  

 399 241.898   

 2 1079961.614 539980.807 0.004*

 397 37400000.000 94205.044

 399 38480000.000

*  0.05 

 15 

 0.05

 16

x
1.64 1.5 1.9 

 1.64 - 0.123 0.085 

 1.5  - 0.001* 

 1.9   - 

*  0.05 
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 16 

 0.05 

 0.4 

 17

x
431 539 606 

 431 - 0.005* 0.002* 

 539  - 0.172 

 606   - 

*  0.05 

 17 

 0.05 

 108 

 0.05  175 



70

 18 

df SS MS F-Prob 

4 6.888 1.722 0.022* 

 395 235.010 0.595  

 399 241.898   

4 4031620.100 1007905.025 0.000* 

 395 34450000.000 87209.478

 399 38480000.000

*  0.05 

 18 

 0.05
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 19 

/
/

x

1.5 1.6 1.6 2.0 1.0 

/  1.5 - 0.585 0.175 0.014* 0.062 

/ 1.6  - 0.777 0.057 0.049* 

 1.6   - 0.054 0.024* 

 2.0    - 0.002* 

 1.0     - 

*  0.05 

 19 /

 0.05  0.5 

/

 0.05  0.6 

 0.05  0.6 

 0.05  1.0 
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 20

/
/

x

438 619 619 766 350 

/  438 - 0.001* 0.000* 0.000* 0.409 

/ 619  - 0.996 0.133 0.020 

 619   - 0.097 0.013* 

 766    - 0.002* 

  350     - 

*  0.05 

 20 / /

 0.05 

 181 

/

 0.05  181 

/

 0.05  328 

 0.05  269 
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 0.05  416 

 21

df SS MS F-Prob

2 2.749 1.374 0.103 

397 239.149 0.602  

 399 241.897   

2 2543269.510 1271634.755 0.000*

397 35940000.000 90519.130

 399 38480000.000

*  0.05 

 21 

 0.05  



74

 22

/

x
501 789 425 

 501 - 0.000* 0.612 

 789  - 0.023* 

/  425   - 

*  0.05 

 22 

 0.05  288 

/

 0.05  364 
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 23

df SS MS F-Prob

4 13.027 3.257 0.000*

 395 228.871 0.579  

 399 241.898   

4 33351445.961 837861.490 0.000*

 395 35130000.000 88931.438  

 399 38480000.000   

*  0.05 

 23 

 0.05
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10,000

10,000 - 

19,999

20,000 - 

29,999

30,000 - 

39,999

40,000

 ( )
x

1.5 1.6 1.6 2 1.8 

 10,000 1.5 - 0.176 0.285 0.000* 0.008* 

10,000 - 19,999 1.6  - 0.876 0.001* 0.063 

20,000 - 29,999 1.6   - 0.010* 0.137 

30,000 - 39,999 2    - 0.370 

40,000  1.8     - 

*  0.05 

 24  10,000 

 30,000 – 39,999 

 0.05  0.5 

 10,000 

40,000

 0.05 

 0.3 

 10,000 – 19,999 

30,000 – 39,999 

 0.05 

 0.4 

 20,000 – 29,999 

30,000 – 39,999 

 0.05 

 0.4 



77

 25

10,000

10,000 - 

19,999

20,000 - 

29,999

30,000 - 

39,999

40,000

 ( )
x

432 579 577 687 662 

 10,000 432 - 0.000* 0.006* 0.000* 0.000* 

10,000 - 19,999 579  - 0.967 0.069 0.208 

20,000 - 29,999 577   - 0.121 0.266 

30,000 - 39,999 687    - 0.749 

40,000  662     - 

*  0.05 

 25  10,000 

 10,000 – 19,999 

 0.05  147 

 10,000 

20,000 – 29,999 

 0.05 

 145 

 10,000 

 30,000 – 39,999 

 0.05 

 255 

 10,000 

 40,000 

 0.05 

 230 
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 2 

 26

Pearson Correlation Sig. (2-tailed) 

0.023 0.647 

0.055 0.274 

0.116* 0.021 

-0.056 0.265 

0.014 0.782 

0.003 0.949 

0.094 0.059 

N = 400 

*  0.05 

 26 

 0.05 (r = 0.116) 
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 27

Pearson Correlation Sig. (2-tailed) 

0.185** 0.000 

-0.027 0.593 

0.155** 0.002 

0.051 0.306 

0.133* 0.024 

0.095 0.058 

0.081 0.105 

N = 400 

*  0.05 

**  0.01 

 27 

 0.01 

 0.05 (r = 0.185, 0.155 0.133 )
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 3

 28

Pearson Correlation Sig. (2-tailed) 

 -0.033 0.0509 

 N = 400 

 *  0.05 

 28 

 29

Pearson Correlation Sig. (2-tailed) 

 0.05 0.323 

 N = 400 

 *  0.05 

 29 
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 30

 – – 

 – 

 – 

 – 

 – – 

 – – 

 – 

 – – 

 – – 

 – – 
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 0.01  0.05 

 0.05  0.01 
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 5 

 1 

 400 

 56.8  15 – 20  53.5 

 53.5 /  51.5 

 90.8  10,000  46.5 

 1 

 2  58.2  28.5 

300  400  21.0 17.0

 42.2  29.5 

 39.2  35.2 

 400 
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 – 

 400 

 2 

1.
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  1.1  

 1.1.1 

 0.05 

 1.1.2 

  1.2 

   1.2.1 

 1.2.2 

0.05

15 – 20  25 – 34  15 – 20  35 – 

44  15 – 20  45 – 54  25 – 34 

 35 – 44 

  1.3 

   1.3.1 

 0.05 

   1.3.2 

0.05
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  1.4 

   1.4.1 

0.05

/ /

   1.4.2 

0.05

/ / /

/

1.5

   1.5.1 

   1.5.2 

 0.05 

  1.6 

   1.6.1 

 0.05 

 10,000 
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30,000 – 39,999  10,000 

 40,000  10,000 – 

19,999  30,000 – 39,999 

 20,000 – 29,999 

30,000 – 39,999 

   1.6.2 

0.05

 10,000  10,000 – 19,999 

 10,000 

20,000 – 29,999  10,000 

 30,000 – 39,999 

10,000  40,000 

2.

2.1

2.1.1

2.1.2

 0.01 

2.2
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2.2.1

2.2.2

2.3

2.3.1

 0.05 

2.3.2

 0.01 

2.4

2.4.1

2.4.2

2.5

2.5.1
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2.5.2

 0.05 

2.6

2.6.1

2.6.2

2.7

2.7.1

2.7.2

3.

3.1

3.1.1

3.1.2
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 1 

 (2538) 

(2535)

/

 (2538) 

(Income and occupation) 
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 2 

 (2543) 

 (2543) 

 (2543) 

 (2540) 
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 (2546) 

 (Selection)  (Training) 

(Motivation)

 3 

 (2540) 

 2  21.1 

 1  22.8 
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