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Abstract

In this study, factors and behaviors of consumers who visit KFC stores in Bangkok
were surveyed. The questionnaire consisted of general customer information, market
factors used that were associated with behaviors of consumers who visit KFC stores. The
subjects were sampled by a quota random sampling method, and the obtained data were
analyzed using a test for k population proportions, a test for homogeneity of proportions
and a factor analysis, with SPSS version 24 and MINITAB version 17.

The results demonstrate that the proportions between market factors used:

products, prices, distribution channels and locations, marketing promotion, personnel,
process, and creation of physical presentation were very high level and significantly
different proportions at a significant level of 0.05. Each used market factor were divided
into subfactors and the proportions between these used subfactors were also significantly
different. All of the factors used as a whole were responded as the following: most used,
much used, moderately used, little used, and least used. The proportions between these
responses were significantly different as well.
The proportions between market factors used that were associated with behaviors of
consumers who visit KFC stores were not significantly different at a significant level of 0.05
with respect to sex, age, marital status, sons, member of household, education, career,
income per month and eating out, except for the marketing promotion, process and
physical presentation creation cost per month which were significantly different at a
significant level of 0.05.

Furthermore, the proportions of customers’ behavior between reason of service,
co-eaters, the person who influenced the decision, time period of visit, average time of
stay in store, the longest time of stay in store, the most popular eating promotion and the
most popular rice menus were significantly different at a significant level of 0.05. Finally,
factor analysis shows that 5 factors could be extracted: general customer information,
number of chicken pieces bought and cost per visit, the longest time of stay in store,

characteristics of customers and frequency of food buying.
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