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Abstract

This study aimed to test the effects of decision making process on the satisfaction of
fastfood consumers in KhonkeanChangwat. Questionnaires as data collecting tools. The total
was 400 complete questionnaires, multiple correlation analysis and multiple regression analysis.
Hypothesis :decision making process impacts and relationship on satisfaction. The research
findings are revealed as follow : 1) the decision making process in the aspect of problem and need
recognition, positively affected and related to the satisfaction , namely, repurchases and referral
marketing. 2) the decision making process in the aspect information search, positively affected
and related to the satisfaction: namely, repurchases and increase the quantity purchased. 3) the
decision making process in the aspect evaluation of alternatives, positive an increase of quantity
purchased. 4) The decision making process in the aspect product choice, positively affected and
related to the satisfaction such as :repurchases, referral marketing and increase the quantity
purchased. Therefore businesses should take information gained from this research into practical
use in determining marketingstrategy of the business to conform to the rapidly changing situation.
This will enhance competitiveness, which finally leads to the customers’ satisfaction and makes

sustainable profits.
Keywords: Decision Making Process, Satisfaction
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