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Factors Influencmg Fast Food’s Purchase Intention of Consumers in Bangkok
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Abstract

The researchers attempted to formulate an
analytical model for studying the influence of factors
affecting pu'}chase intention of fast-food con;u'mers in
Bangkok. The authors surveyed 300 fast-food
consumers in Bangkok. The data was analyzed using
descriptive statistical tools such as means, modes,
percentiles, and standard deviations. Testing of the
hypothesis was done through Multiple Regression
Analysis: MRA.

The researchers also found that the following
factors were tested to be related to fast-food’s
purchase intention at .01 level of significance: Product-
Based Satisfaction (B = 0.396™), Convenience (B=
0263*%) and Behavioral Loyalty (B = 0.221*). The
remaining factors engaged in this research, Social
Satisfaction  and

Conscience,  Transaction-Based

Unconstrained Eating, were not found to be
significanty related to fast-food’s purchase intention.
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(Multiple Regression Analysis: MRA)
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