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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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