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ABSTRACT TE 1 5 8 6 7 5

The purpose of this study was to examine the relationships between factors affecting
fast food consumption of students at Rajabhat Institute, Chiang Mai. The study sample
consisted of 384 students. Data were collected by nsing a questionnaire including demographic
data and their opinions sought about factors affecting consumption behavior. The data were
analyzed by using frequency, percentage and arithmetic mean.

The results of ihe study were as follows: the students had a quite good knowledge and
understanding of nutrition, especially the factors concerned with balanced and varied diet needed
for growth development. However, although they knew and understood quite well about
nutrition, but they did not change their consumpiicn behavior. The students explained that the fast
food was necessary for them. Apart from the preference for fast food, other factors affecting fast
food consumption were that there was a variety of fast food, and the food was easy and quick for
eating. Moreover, the shops’ location were used as places of meeting and entertainment by
consumers. The shops’ atmospheie were nice and the food tastes were varied. Advertising media
was another factor, especially television programs that showed both pictures and sound. In

addition, other activities taking place at the fast food shop encouraged their want.



