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ABSTRACT

The objectives of this study were to investigate the following: 1) consumer behavior in
the selection of Muslim food in Muslim restaurants; and 2) marketing component factor affecting
the selection of Mushim food consuming. Three hundred respondents in this study were people
who liked to consume Muslim foods i Muang district, Nonthaburi province. Non- probability
sampling and convenience sampling were employed in this study. SPSS for Windows and
descriptive statistics were also employed for finding frequency, percentage, mean, standard
deviation, and chi-squarc,

Result of the study revealed that most of the respondents were male, an average age of 33
years, and with monthly income of 17,811 baht. Majority of the respondents were Buddhists and
Muslims and many of them were students and company employees. It was found that most of the
respondents liked to eal Khao-Mok- Kal and Khao-Mun-Kai most and fellowed by Soop-Hang-
Woa and Scop-Kai. They preferred to be a regular customer most. Muslim food consuming time
depended on chance availability but the respondents consumed the Muslim food every day. The
respondents were awarc of the good faste of the Muslim foods most and followed by the
cleanliness of the food. Averagely, three customers go together to the Muslim eatery each time
and they paid for the food for about 68 baht but not more than 40 baht per one person fore those
who were students, housewives, and agriculturists. Customers who were government officials,
state enterprise employees, and employees paid for the Islamic foods for about 41-70 baht a time.
Most muslims preferred to eat Muslim foods in the aftemoon whereas Buddhists and Christians

eat Muslim food any time. All of them were aware of the taste of Islamic foods most.
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In case of marketing component factor, it was found that products which affected the
selection of Mushm food ;‘,onsuming 15 the forms which consist of taste of the foods. Reasonable
price was also realized by the respondents. Marketing distribution that affected the respondents
most were the factor of cleanliness whereas advertisermnent in various media was done for the

promotion of marketing.





