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The objectives of this research can be described as the following: (1) To study
the main meals purchasing behavior of the consumer in Wanglang Community,
Bangkoknoi District, Bangkok. (2) To compare the decision factors to purchase the
main meals classified by demographic characteristics of consumers in the Wanglang
community, Bangkoknoi District, Bangkok. (3) To compare the decision factors to
purchase the main meals identified by consumer behavior in the Wanglang
community, Bangkoknoi District, Bangkok. (4) To guide for the promotion program of
the main meal purchasing behavior of the consumer in Wanglang Community,
Bangkoknoi District, Bangkok. The researchers used a quantitative approach to
Sampling consumers who bought the main meals in Wanglang community. The
questionnaire is used as a tool for collecting data 400 samples of consumers in
Wanglang Community were analyzed by using percentage, mean, standard deviation
and the One way ANOVA: F-test to test the hypothesis.

The results shown that the most respondents were females (57.25%), age
between 20 and 30 years old (36.25%). Most participants graduated in a Bachelor
Level Degree (46.00%). Almost half of the samples (50.50%) were students. The
average income is less than 10,000 baht per month (48.50%), and had 2-3 family
members (37.25%).

The main meals purchasing behavior of the consumers had purchased main
meals in Wanglang community (80.00%) with average frequency between 1 and 3
times per month (61.00%). The cost of each purchase is between 1 and 300 baht
(64.50%). Most of them bought food at 12:00 a.m. to 2:00 p.m. (42.00%) on weekday



(54.00%). The person who accompany of them to purchase the main meals is friends
or co-workers (51.00%). The kind of food purchased is rice dishes or cooked to order
food (36.50%). The reason of buying is the tasted of food (38.25%).

The research on decision factors of the main meals purchasing in Wanglang
community, Bangkoknoi District, Bangkok showed that the overall of the consumers
pay attention in the decision factors to purchase are in a high level. Product is the
key factor influences the consumers’ decision to purchase followed by place of
purchasing, staff, and promotion factor respectively.

The assumptions of demographic revealed; (1) different education levels of
the consumers have different on decision factors of the main meals purchasing in
places of purchasing (significant level at 0.05), (2) different occupations and size of
family of the consumers have difference on decision factors of the main meals
purchasing in staff, (3) different incomes of the consumers have difference on
decision of the main meal purchasing in Wanglang Community in products and
prices.

The assumption regarding to behavior of the main meal purchasing, it found
that the different expenditure of the consumers has different in staffs. (significant
level at .05). As well as the consumers who have different reasons of purchasing
which difference in term of decision factors of the main meals in Wanglang
Community in products.

This research results could used to assist restaurants to develop a potential
plan by the following: In term of product, various kind of food is important.
Availability of products in menu and taste of food should be improved. For the price,
accuracy is essential. Various choices of restaurant should be enhanced. Clean and
suitable clothes of staff are significant. Promotions and discount for special occasion

such as birthdays and graduation ceremony can be used as a promotion strategy.



