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The purposes of this research Marketing Mix Influencing on Decision-Making on Fast-
Food Consumption : A Case Study of KFC Fast-Food Customers in Yum Restaurants International
(Thailand ) Company Limited. were: 1. To study the individual basic factors and markeiing mix
based on consumers decision to have fried chicken of KFC. 2. To compare the marketing mix
influencing on consumers decision to have fried chicken of KFC. 3. To study the relationship
between the marketing mix and individual basic factors which affected consumers decision to
have fried chicken of KFC.

The population in this study were the people in Bangkok who used scrvices at KFC
restaurants. The samples were 400 customers. The data collected were analyzed by the SPSS/FW
Program, frequencies, percentage, arithmetic mean, standard deviation and correlation. The
researcher applied t-test for mean test of two groups, one-way analysis of variance for mean test
of more than two groups and when the differences of groups were found, paired comparison was
used through Scheffe’s method to study the relationship between the ideas on marketing mix and
individual basic factors.

The results of this research were as follows: the marketing mix affected decision-
making on fast-food consumption of KFC in overall was at high level. Having considered each aspect,
it was found that the highest average is on products, price, channel of distribution and marketing
promotion respectively. For the ideas of customers on the marketing mix influencing decision-making

on fast-food Consumption of KFC classified by individual basic factors, it was found that the

consumers with different ages, incomes and educations had different opinions about marketing mix,
but the consumers with different genders and occupations had no different opinions. Having
considered the relationship between individual basic factors and the marketing mix influencing on
decision making on fast-food consumption of KFC, it was found that genders and incomes were

comrelated with marketing mix influencing on decision-mixing to have fast-food of KFC.



