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ABSTRACT

Nowadays, Fast Food business is expanding in Thailand. It has been very
competitive for the past few years. Burger King is a part of the Fast Food industry that
1s for every generation, any gender, age and education. This research studies the
attitudes and behavior of consumers including the factors that affect the decision of the
consumer, and also analyze the strategies for Burger King that can make them stay in
this competitive market.

The research tool in this study is the questionnaire with random sampling of four
hundred sampling population of Thai people who have different backgrounds in
Bangkok. The SPSS software program has been used to find out the consumer’s
attitudes of Burger King of respondents in statistical method.

From the research result, we found that females prefer to eat Fast Food more than
males. The most popular Fast Food menus are Fried or Grilled Chicken, Burger, Fries
and Pizza respectively. Consumers can get the information of Burger King while
passing by, words of mouth communication and from brochures and leaflets. Most
customers visit Burger King once in a while, are not specific visitors visiting and the
preferable time is around 12.01-15.00. Burger King has to realize the importance of the
improved products and services in order to set marketing strategies and good

management team so that it can operate profitably in this competitive environment.
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I. INTRODUCTION

1.1 Background of the Project

Nowadays, fast food business 1s expanding in Thailand. It has been very
competitive for the past few years, we can see that the business is effective in Thai
society in the term of attitude and behavior of consumers who are satisfied with fast
food restaurant. Burger King is a part of Fast Food industry that is for every generation,
any gender, age and education. From the highly competitive of fast food business,
Burger King has to realize the importance of the improvement products, services in
order to set marketing strategy and good management team to manage the best Fast
Food restaurant in order to give the best services to cover the consumer’s satisfaction.

Burger King has to compete with other Fast Food restaurants and substitute
products. This study aims to measure how consumer’s attitudes effect the decision,
purchasing behavior, perception and performance towards Burger King and how it
related into action. Moreover to identify as well as to understand the market, analyze
and develop effective marketing strategies, appropriate for Burger King based upon the
current competitive situation and economic condition. Also to find out the consumer’s
interests and needs together with the weak points of Burger King and provide
recommendations for improvement.

An outcome of this study can help marketer to understand prospective consumers
better in terms of how each factor reflects consumer’s attitude on low-involvement
product. The marketer can develop and evaluate promotional strategies thereafter. I't
will be handy to marketers in leaming what the important factors are that can be
exploited in their marketing strategy which can make Burger King stay in this

competitive market.



The marketing plan of Burger King consists of the four P’s which are Products,
Price, Place and Promotion. Burger King has to combine the four P’s to motivate the
con‘sumer.

1.2 Rational for the Study

The competitive fast food industry is still growing rapidly. This industry has
become more competitive today. This study will focus on investigating the key factors
that can explain and predict consumer’s attitude towards Burger King (Thailand). And
thus, comes the research problem. “What factors are associated with consumer’s
attitude towards Burger King (Thailand)?”

1.3 Objectives of the Study

The study has drawn attention to the factors associated with consumer attitude on
Burger King (Thailand): thus the research objectives encompass:

(1) To study the consumer’s attitude towards Burger King Products and

Services.
(2) To analyze the appropriate marketing strategies for Burger King (Thailand)
based upon the current competitive situation and economic condition.
1.4 Scope of the Project

After the objective had been thoroughly set up, we started looking the scope of
study for carry out a survey. The researcher focused on the following factors:

(1) The research is mainly conduct in Bangkok which is the most populated and

developed city of Thailand.

(2) This study focuses on consumer’s perception of Burger King.

(3) This study will provide information on consumer attitude and factors that

affect the decision of the consumer.



1.5 Limitations

1.6

1.7

(1)

(2)

&)

This study i1s also limited to define the specific target population and the
sample frame to be limited only in the Bangkok area.

The result of this study cannot judge Thai consumer’s attitude as a whole
since the target respondents are in Bangkok area only.

Time limitations.

Variables of Study

(1)

2

Dependant Variable is divided into two classifications: consumer attitude
and consumer behavior.
Independent Variable i1s divided into five classifications: gender, age,

education, occupation and income of the audiences.

Definition Terms

(1)

)

()

4

)
()

(7

Attitude means consumer’s overall evaluation in terms of belief, feeling and
intention to buy that enables them to respond in consistently positive or
negative way toward marketing mix of Burger King products.

Consumer means a person who lives in Bangkok Metropolitan Area.

Regular User means consumer who visited and consumed fast food at least
once a week, for the last months.

Affective Component means consumer’s feelings toward marketing mix of

fast food.

Behavioral Component means consumer’s intention to buy fast food.

Cognitive Component means consumer’s belief in marketing mix of fast

food.

Consumer Behavior is defined as the actions and decision process of people

who purchase gods and services for personal consumption.
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(8) Buying Behavior The buying behavior of final consumers-individuals and

households who buy goods and services for personal consumption.

(9) Consumer Decision-Making Process It is process through which a consumer

goes through for making purchase for many product/service. The process
involves problem or need recognition, information search, evaluation,
purchase and post purchase behavior.

(10) Perception is the process through which people select, organize, and

interpret information inputs and give them meaning.



II. LITERATURE REVIEW

2.1 Background

The Minor Group has recently got the franchise for Burger King Thailand. After
16 years in the country, Burger King has only 16 outlets. The plan is to expand this to
100+ outlets over the next 3 years. The main competitor for Burger King is
McDonald’s, and though McDonald’s burgers are generally cheaper, Burger King is
known for its quality. We would like to conduct a basic attitude study among burger
consumers, to help them understand this segment of the fast food market. We would
like to conduct focus groups among target consumers in order to help Burger King
develops an appropriate growth strategy, best for attracting new customers and growing
the business.
2.2 Consumer Behaviors

Basically, the aim of marketing is to meet and satisfy target customers’ needs and
wants. But “knowing customers” is never simple (Kotler 1996). Marketers must study
their customers’ wants, perceptions, preferences, and shopping and buying behavior.
Such study will provide clues for developing new products, product features, prices,
channels, messages, and other marketing-mix elements.

Buying behavior may be defined as: “The decision process and the acts of people
involved in buying and using products” (Engel, Roger and David 1986).

Today, as never before, we cannot take our business for granted. That’s why
understanding and therefore learning to anticipate-consumer behavior is our key to

planning and managing in this ever-changing environment.



Consumer behavior is defined as the behavior that consumers display in searching

for purchasing, using, evaluating, and disposing of products and services that they

expect will satisfy their needs (Schiffman and Kanuk 1991).

We can identify two broad types of consumer behavior variables that directly

affect how persons make purchase decisions.

2.2.1 Basic Determinants

There are six basic consumer variables that control all internal thought process:

(1)

@)

3)

(4)

)

(6)

Need is defined as any physical or emotional body requirement. A need
describes a condition that is necessary for sound mental and physical health.
Motive is an impulse or feeling that causes one to do something or act in a
certain way. Motives make us aware of our needs and give us a reason for
acting on these needs.

Personality is defined as the human characteristics or traits built into a
person that make each person different from every other person. Motives
cause the individual to lact on their needs, but it is personality which makes
an individual act in a specific manner.

Perception is defined as the particular interpretation one gives to objects or
ideas observed or otherwise brought to the consumer’s attention through the
senses.

Learning means any change in the consumer’s thoughts. Response, or
behavior as a result of practice, experience, or intuition. In a sense it is
knowing what was unknown before.

Attitude 1s used to mean a broad group of learned predispositions to behave

in a certain way.



2.2.2 Environmental Determinants

There are five broad environmental determinants of consumer behavior:

(1)

@)

)

“

)

Family influence — comes from house hold members. This is usually has the
greatest total influence on a consumer.

Social influence — resulting from all personal contacts other than family or
business. Social influences arise from workplace, church, neighborhood,
school, friends, and peers.

Business influences — refer to the direct contact, either at the store or through
personal selling, sales promotion, and advertising, that the consumer has
with business firms.

Culture influences — are the innate beliefs and sanctions developed over time
by the social system. The cultural, ethnic, and religious variables, taken
together, constitute a system of sanctions, biases, and life-styles that become
a part of the person, but these variables are manifested through human
contact.

Economic influences are the constraints placed on the consumer by money

and related factors.

We cannot view the basic determinants and external influences separately. They

interact simultaneously and continuously. Furthermore, there is interaction between the

individual’s needs, motives, personality, learning, attitudes, and perceptions. Each

influences the other and every individual decision is influenced by all six factors

(Walters & Bergiel 1989).

Consumer buying behavior refers to the purchasing behavior of ultimate

consumers: those people purchase products for personal household use, not for business

purpose. The popular model for understanding buyer behavior is shown in the Figure



2.1. Most influential factors are “uncontrollable” by the marketers but they must be

taken into account.

Marketing Other stimuli | Buyer’s Buyer’s Buyer’s
Stimuli Characteristics decision decision
process
* Product ¢ Economic e Cultural Problem * Product
* Price * Technological » Social recognition choice
» Place » Political » Personal Information ** Brand
» Promotion | e Cultural e Psychological search choice
Evaluation * Dealer
Decision choice
Postpurchase ¢ Purchase
behavior timing
® Purchase
amount
Figure 2.1. Model of Buyer Behavior (Kotler 1996).

According to the model, the buying behavior of ultimate consumers is highly
influenced by many factors which are:
Outside stimuli: marketing mix and environment
Buyer characteristics: cultural, social, personal, and psychological

There are many approaches to classify purchasing behavior. Classified by
intentions of purchase, purchasing behavior fall into three categories (Engel and
Blackwell 1990):

(1) Fully planned purchase: both product and brand are chosen before visiting

store.



2)

3)

Partially planned purchase: there is an intention to buy the product only, but
brand choice is deferred until shopping.
Unplanned purchase: both the items and brand are chosen in the store. This

is often referred to as the impulse purchase.

Another approach categorized by buyer involvement and degree of brand

differences (Assael 1995):

(1)

2)

3

4)

Complex buying behavior: Consumers are highly involved in a purchase and
aware of significant differences among brands. They are highly involved
when the product is expensive, bought infrequently, risky, and high self-
expressive such as purchasing of a personal computer.

Dissonance-reducing buying behavior: Consumers are highly involved in
purchase but see little differences in the brands. The product is expensive,
bought infrequently and risky such as carpet buying.

Habitual buying behavior: Consumer has little involvement and there is the
absence of significant brand differences. The purchase of salt is an example.
Variety-seeking buying behavior: There are low consumer involvement but
significant brand differences. Here, consumers are often observed to do a lot

brand switching. An example occurs in purchasing cookies.

The concepts of purchasing behavior mentioned above are general guidelines for a

firm to conduct further study which is related to the firm’s business.

In conclusion, marketing has an important meaning for the firms. Firms need to

know their target market, their consumers, understand the customers’ behavior, try to

find out and satisfy customers needs and wants, it is because firms will gain profit in

return.



2.3 Consumer Attitude
2.3.1 Definition of Attitude

Attitude means the posture or position of a person showing or meant to show a
mental state, emotion, or mood (Webster’'s New Twentieth Century Unabridged
Dictionary). Attitudes are expressions of inner feelings that reflect whether a person is
favorably or unfavorably predisposed to some object e.g. brand, service (Schiffman and
Leslie 1987). Attitudes are learned p redisposition to respond to an object orclass o f
objects in a consistently favorable way (Allport 1935). Attitudes are overall evaluation
that enables one to respond in a consistently favorable or unfavorable manner with
respect to a given object or alternative (Engle ét al. 1990). Warren (1934) defined
attitude, 1n term o f readiness to act, as a condition o f readiness for a certain type of
activity.  Attitudes are consumer’s learned tendencies to evaluate brands in a
consistently favorable or unfavorable way that is, consumers evaluate brands in a
particular brand on an overall basis from poor to excellent (Assael 1995). Attitude is an
individual’s enduring, perceptual, knowledge-based, evaluative, and action-oriented
processes with respect to an object or phenomenon (Kinnear and James 1996).
Attitudes are the core of o ur likes and dislikes for certain p eople, groups, situation,
object, and intangible ideas (Mowen 1998). Attitudes are an overall evaluation that can
range from extremely positive to extremely negative (Blackwell and Miniard 1993).
Attitudes are a person’s enduring favorable or unfavorable evaluations, emotional
feelings, and action tendencies toward some object of idea (Krech, Crutchfield and
Ballachey 1962). In Physiological basis, attitude or preparation in advance of the actual
response, constitutes an important determinant of the ensuing social behavior. A

comprehensive definition of attitude by is that an attitude is a mental or neural state of

10
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readiness, organized through experience, exerting a directive or dynamic influence upon
the individual’s response to all objects and situations with which it is related.

Since attitude refers to many deﬁn'itions for many aspects, the most
comprehensive, relating to consumer behavior, should be selected. From various
authors and scientists, the appropriate definition is settled by Fishbien and Ajzen
(1975): “a learned predisposition to respond in a consistently favorable or unfavorable
manner with respect to a given object.”

2.3.2 Attitudes toward Products/Brands

Brand is any name, term, symbol, or combination of these that is intended to
identify one seller’s goods and services and distinguish them from those of other
sellers.

Attitudes towards product/brands are consumer’s learned tendencies to evaluate
products/brands in a consistently favorable or unfavorable way; that is consumer’s
evaluation of a particular brand on an overall basis from poor to excellent (Assael
1995).

Attitude toward a brand is the buyer’s evaluation of the brand’s potential to satisfy
his motives. It, therefore, includes the connotative aspects of the brand concept: it
contains those aspects of the brand which are relevant to the buyer’s goal. Attitude is
directly related to predisposition and so it consists of both the evaluation of a brand in
terms of the criteria of choice from mediator and the confidence with which the
evaluation is held.

2.4 Marketing Communication and Hierarchy-of Effects
Hierarchies of effects were developed to delineate the order in which beliefs,

attitudes and behavior occur. The factor that most directly controls which hierarchy is

11



implemented appears to be the type of purchase process in which the consumer is
engaged (Mowen 1993).
Each hierarchy of effects specifies that a fixed sequence of steps occurs en route to

an attitude. Three different hierarchies are summarized as following Figure 2.2.

The Standard Learning Hierarchy:

Beliefs ——»  Affect —» Behavior
The Low-Involvement Hierarchy:

Beliefs —»  Behavior—» Affect
The Experiential Hierarchy:

Affect —®  Behavior— Beliefs

Figure 2.2. Marketing Communication and Hierarchy of Effects (Ray 1973).

Ray (1973) has synthesized several seemingly competing theories by suggesting
that different “Hierarchies-of-effects” involving knowledge, attitudes, and behaviors
should be expected depending upon the level of involvement and the number of
differences that can be discriminated among choices.

The Standard Leaming Hierarchy

A consumer approaches a product decision as a problem-solving process. First, he
or she forms beliefs about a product by accumulating b eliefs (Knowledge) regarding
relevant attributes. Next, the consumer evaluates these beliefs and forms a feeling about
the Affect (Product). Finally, based on this evaluation, the consumer engages a relevant

behavior, such as buying the product. The standard learning hierarchy assumes that

12



consumer is highly involved in making a purchase decision. The person is motivated to
seek out a lot of information, carefully weighs alternatives, and comes to a thoughtful
decision. This process is likely to occur if the decision is important to the consumer or
in some way central to the consumer’s self-concept.

The Low-Involvement Hierarchy

In this sequence, the consumer initially does not have a strong preference for one
brand over another, but he or she instead acts on the basis of limited knowledge and
then forms an evaluation only after the fact. The attitude is likely to come about though
behavioral learning, where the consumer’s choice is reinforced by good or bad
experiences with the product after purchase. The possibility that consumers simply do
not care enough about many decisions to carefully assemble a set of product beliefs and
then evaluate them is important because it implies that all of the concern about
influencing beliefs and carefully communicating information about product attributes
may largely be wasted. Consumers aren’t necessarily going to pay attention anyway;
they are more likely to respond to simple stimulus-response connections when making
purchase decisions.

The Experiential Hierarchy

Consumers act on the basis of their emotional reactions. Although the factors of
beliefs and behavior still are recognized as playing a part, a consumer’s overall
evaluation of an attitude object is considered by many to be the core of an attitude.

This perspective highlights the idea that attitudes can be strongly influenced by
intangible product attributes, such as package design, and by consumers’ reactions

toward accompanying stimuli, such as advertising and even the brand name.
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2.5 Factors Influencing Buying Behavior
2.5.1 Marketing Stimulus

Marketing Stimulus: it is the stimulus that marketers can control and provide the
stimulus to the consumer. This stimuius is concerned with the marketing mix that

consider of 4Ps.

Product [* Marketing Mix —»  Place
* Product variety / K e Channels
* Quality Price Promotion » Coverage
* Design * Assortments
e Features ¢ Locations
* Brand name » List Price ¢ Sales Promotion ¢ Inventory
s Packaging ¢ Discounts e Advertising e Transport
s Sizes » Allowances » Sales force
» Services e Payment period ¢ Public relations
e Warranties ¢ Credit terms * Direct marketing
¢ Returns

Figure 2.3.  The Four P Components of the Marketing Mix (Kotler 2000).

Product

Philip Kotler mentioned that a product is anything that can be offered to the
market to satisfy a want or need. Making specialized products for a few customers will
provide them with product features very close to their needs. Hower, it is generally
expensive to manufacture only one version of a product. Thus, marketers must balance
the benefit that target consumers derive from customization of product features against
the cost of providing multiple versions of the product.

A product is a bundle of benefits which goes far beyond the physical item itself.
The physical features and use/benefit aspects are based on the consumer’s cognitive

processes.

14



Since people are often rationalizing rather than rational, these factors may play a
much bigger part than the cognitive aspects. The benefits that the consumer gains from
buying a product relate to self-image, self-esteem and aesthetic needs, not purely the
utilitarian aspects of the product. Marketers should look at the product in the light of
the needs of the target market, and add value in ways other than the purely practical.

The organization tries to establish a favorable view among consumers by putting
forward a positive view of its activities. This is done by appealing to the cognitive
aspects of the consumer’s attitude, usually by issuing press releases. A press release is
more likely to be read and believed by consumers than is an advertisement. The
intention of PR 1s not to develop a conation regarding a product; it is merely to develop
a positive affect through the audience’s cognition about the company.

Price

Hawkins, B est & Coney mentioned that that price is the amount of money one
must pay to obtain the right to use the product. Economists oftenn assume that lower
prices for the same product will result in more sales than higher prices. However, price
sometimes serves as signal of quality. A product priced too low might be perceived as
having low quality. Therefore, setting a price requires a thorough understanding of the
symbolic role that price plays for the product and target market in question.

Consumers are often prepared to pay a premium price for something that fits their
needs better than the product they currently use. When setting prices, the marketer need
to be in line with what the customer is prepared to pay or reasonably expects to pay; this
bears no relation to the firm’s costs in manufacturing the product.

Many companies still operate on a cost-plus pricing scheme. This means that the
firm adds up what it costs to make the product, then adds on an amount for its profit,

and sets the resulting total as the price. From a consumer’s viewpoint this will hardly
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ever result in the price being correct, b ecause the consumer is only interested in the
value-for-money attributes of the product, not in the manufacturer’s cost base. For this
reason marketers should normally use demand pricing: in other words, price according
to the expectations of the consumer.

Consumers look for the best deal they can get. One that is consistent and meet
their needs, and will undertake a certain amount of searching to ensure this is so. The
most important aspect of pricing strategy is to find out what the target market will think
of as a reasonable price for the product, and for this reason much market research is
concerned with finding out what value consumers would place on a product. Such
setting the reasonable price for the product by considering the target group.

Place

Louis W. Stern and Adel 1. El-Ansary mentioned that marketing channels are sets
of interdependent organizations involved in the process of making a product or service
available for use or consumption. Since customers differ in where and how they shop,
products aimed at multiple market segments often require multiple distribution
channels.

Place goes beyond mere convenience. Sometimes the place is part of the product,
in the sense that there are benefits attached to the place utility of the distribution.
Location is part of the product. The hedonic aspects of the search add to the joy of
finding the appropriate product.

Buying goods from catalogue, or from a street market, or from a department store
each has its hedonic aspects; marketers need to balance the place utility (cognitive)

aspect the hedonic (affective) aspects of the point of purchase.
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Promotion

Toffler and Iimber mentioned that promotion mix has four types of promotion that
support marketing objectives, including advertising, personal (face-to-face) selling,
publicity (nonpaid advertising such as news bulletins or magazine articles), and sales
promotions (product displays, trade shows and other sales events, dealer allowances,
coupons, contests, and a variety of other promotions that don’t fit into the other three
types). The relative importance of each varies, depending upon the market and the
product.

Production is the most visible area of marketing, and the one that most actively
tries to tap into the consumer’s decision making process. Promotion is about
communicating with t he c onsumer, and about p ersuading p eople to try our p roducts,
and is often very much concermed with attitude change. Because attitudes are learned,
promotional activities can offer new information to the consumer. Although the
consumer’s knowledge o f the product is based on experience, this experience can be
vicarious rather than personal. The promotional mix (also called communications mix)
splits into four subheadings:

(1) Advertising: any paid form of non-personal presentation and promotion of

ideas, goods or service by an identified sponsor.

(2) Sales promotion: short-term incentives to encourage purchase or sale of a

product or service.

(3) Public relations: a variety of programs designed to improve, maintain, or

protect a company or product image.

(4) Personal selling: oral presentation in a conversation with one or more

prospective purchasers for the purpose of making sales.
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The first element of the communication mix is advertising. Advertising is a paid
communication placed in a medium, and is probably the most visible of the marketing
tools available. Advertising is also one of the most important methods by which
marketers try to educate consumers about their products. Frequency of exposure to an
advertisement is a major issue. Since there is an assumption that the more times the
consumer sees the ad, the stronger will be the learning experience.

Personal selling is the process whereby a sales person interacts with a potential
customer with the objective of achieving a sale. Advertising has the drawback that the
communication is one-way, and cannot give feedback or positive reinforcement of
consumer actions, so that personal selling is necessary to use. Salespeople cannot make
people buy things they do not want: they can only try to introduce new information to
change attitude, then work through the decision process with the consumer to reach a
decision.

Another element in the communicational mix is public relations, or PR. It is about
creating favorable attitudes among organization’s publics, and relies heavily on affect.
PR works by changing the audience’s salient beliefs about the organization. Such as
regular advertisement, putting the effort on the personal selling, special discount,
building a good relationship with the customer through these activities to stimulate the
customer’s need.

2.5.2 Other Stimuli

It stimulates the customer that is outside the organization, so the company cannot
control it. It can be divided as follows:

(1) Economic factors such as economic condition, consumer’s income which

can influence the individual need.
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(2) Technology such as technology in automatic money deposit can stimulate
the customer’s need of service of bank to make impulse purchase.
(3) Law and political situation such as an increase or decrease of tax for any
products can affect the buyer’s need.
(4) Culture such as Thai customs and traditions will influence the consumer’s
need for products.
2.5.3 Buyer’s Characteristics
They are influenced by several factors:
(1) Cultural factor
(2) Social factor
(3) Personal factor
(4) Psychological factor
2.5.4 Buyer’s Decision Process
Buyer’s Decision Process refers to the mental process of choosing the most

desirable alternative from among that available (Walters and Bergiel 1989).

Need Information Evaluation of Purchase Post purchase
s P . —> . v »- .
recognition search 71 alternatives decision behavior

Figure 2.4. Five-stage Model of the Buying Process (Kotler 1996).

This model implies that consumers pass through all five stages in buying a

product. But this is not the case, especially in low-involvement purchases. Consumers

may skip or reserve some stages.
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Need recognition: The buying process starts when the buyer recognizes a problem or
need. The buyer senses a difference between actual state and desired state. Also, the
need can be triggered by internal or external stimuli. The important task of the marketer
is to identify the circumstances that trigger a particular need and develop marketing
strategies that trigger consumer interest. (Kotler 1996).
Information search: An aroused consumer will be inclined to search for more
information. The major information sources that the consumer will turn to and relative
influence on the subsequent purchase decision fall into four groups (Kotler 1996).

(1) Personal sources: family, friends, neighbors, acquaintances

(2) Commercial sources: advertising, salespersons, dealers, packaging, displays

(3) Public sources: mass media, consumer-rating organizations

(4) Experiential sources: handing, examining, using the product

The marketer should identify the consumer’s information sources, and evaluate
their relative important because it helps the company prepare effective communications
for the target market.
Evaluation of alternatives: There are several decision evaluation processes used by all
consumers or even by one consumer in all buying situations. Certain basic concepts
will h elp 1nterpret c onsumer e valuation process. Itis supposed that the consumeris
trying to satisfy a need. The consumer is looking for certain benefits from the product
solution. The consumer sees each product as a bundle of attributes with varying
capabilities of delivering the sought benefits and satisfying this need. Consumers differ
as to which product attributes they see as relevant or salient. Then, the consumer is
likely to develop a set of brand beliefs about where each brand stands on each belief.

Next, the consumer is assumed to have utility function for each attribute. Finally, the
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consumer arrives at attitudes (judgments, preferences) toward the brand alternatives
through an evaluation procedure (Kotler 1996).
Purchase decision: In the evaluation stage, the c onsumer forms p references among
brands in the choice set. The consumer may also form a purchase intention to buy the
most preferred brand. However, two factors can intervene between the purchase
intention and the purchase d ecision: a ttitudes of others and unanticipated situational
factors. The attitudes of others can influence the consumer preferences whether in
positive or negative side. The unanticipated situational factors also can influence
purchasing intention. The consumer forms a purchase intention on the basic of such
factors as expected family income, expected price, and expected product benefits.
When the consumer is about to act, anticipated situational factors may erupt to change
the purchase intention.
Post purchase behavior: After purchasing the product, the consumer will experience
some level of satisfaction or dissatisfaction. The buyer’s satisfaction is function of the
closeness between the buyer’s product expectation and the product’s perceived
performance. Consumer forms their expectations on the basis of received messages
from sellers, friends, and other information sources. The larger the gap between
expectations and performance, the greater the consumer’s dissatisfaction. The
consumer’s satisfaction or dissatisfaction with the product will influence subsequent
behavior. If the consumer is satisfied, he or she will exhibit a higher profitability of
purchasing the product again.
2.6 Burger King Background

A leader in today's fast-food industry, with locations in all 50 states and 58
international countries and territories around the world, BURGER KING® Corporation

was founded in 1954 in Miami, Florida, by James McLamore and David Edgerton.
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McLamore and Edgerton, both of whom had extensive experience in the restaurant
business before starting their joint venture, believed in the simple concept of providing
the c ustomer with r easonably priced quality food, served quickly, in attractive, clean
surroundings.

Since its Florida beginnings more than 45 years ago when a BURGER KING®
hamburger cost 18¢ and a WHOPPER® sandwich cost 37¢, BURGER KING®
Corporation has established restaurants around the world -- from Australia to
Venezuela. By 1967, when the Company was acquired by the Minneapolis-based
Pillsbury Company, 8,000 employees were working in 274 different restaurant
locations. Today, there are more than 361,000 BURGER KING® employees in more
than 11,370 locations worldwide.

The success and size of BURGER KING® Corporation are the result of a tradition
of leadership within the fast-food industry in such areas as product development,
restaurant operation, decor, service and advertising.

Just as the WHOPPER® sandwich was an immediate hit when it was introduced
in 1957, each of the Company's products provide the quality and convenience sought by
today's consumers. The BK BROILER®, a grilled chicken sandwich introduced in
1990, sales up to a million a day. Still, the WHOPPER® sandwich, one of the best
known hamburger sandwiches in the world, remains a perennial favorite. More than 1.7
billion WHOPPER® sandwiches are sold annually.

One of the factors that has helped to increase the Company's expansion and
growth has been the sale of restaurant franchises. By 1961, McLamore and Edgerton
had acquired national franchise rights to the C ompany, w hich w as then operating 4 5

restaurants throughout Florida and the Southeast.
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Restaurant decor has traditionally been important in creating memorable images
for BURGER KING® consumers. BURGER KING® Corporation was the first fast-
food chain to introduce dining rooms, allowing customers a chance to eat inside. Drive-

thru service, designed to satisfy customers "on-the-go,” was introduced in 1975, and
now accounts for approximately 50% of BURGER KING® business. "Take-out"
represents another 15% of off-premise dining.

BURGER KING® Corporation has always taken great care in the design and
construction of its restaurants so they will be attractive features of their communities.

BURGER KING® Corporation's advertising campaigns have also contributed to
the C ompany's success. The Company's first television ad ran on M iami's only VHF
station in 1958. One year after The Pilisbury Company acquired

BURGER KING® Corporation as a subsidiary in 1968, the Company's first major
promotion, "The Bigger the Burger the Better the Burger," debuted. In 1974 the
memorable "HAVE IT YOUR WAY®" campaign was created. Advertising campaigns
in the last ten years have included "America Loves Burgers and We're America's
BURGER KING®," "Best Darn Burger," "MAKE IT SPECIAL, MAKE IT BURGER
KING®," "AREN'T Y OU HUNGRY®," " Battle of the Burgers," "Herb," "BURGER
KING® Town," "Best Food for Fast Times," "We Do It Like You'd Do It," "Sometimes
You've Gotta Break The Rules,” "Your Way, Right Away," "Get Your Burger's Worth,"
and most recently, "Got the Urge?"

Perhaps the most impressive trait that BURGER KING® Corporation possesses is
its desire to continually enhance the product line and Brand image. And in today's
Brand conscious society, this can only translate into continued success.

BURGER KING@ Corporation created the American icon, the HOME OF THE

WHOPPER®, in 1957. The company and its franchisees operate more than 11,370
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restaurants in all 50 states and 58 countries and international territories around the
world, with more than 92% of BURGER KING® restaurants owned and operated by
independent franchisees. Since the company's founding in Miami in 1954, the BURGER
KING® brand has become recognized for great flame-broiled taste and HAVE IT
YOUR WAY® food customization. In fiscal year 2000, the BURGER KING® system
had system-wide sales of $11.4 billion. BURGER KING® Corporation is a part of
Diageo (NYSE: DEQO), the international food and drinks company. To learn more about
the BURGER KING® system, please visit the company's website at

www.burgerking.com.

Burger King in Thailand

The Minor Food Group Public Company Limited owns and operates six western
quick serve restaurants throughout Thailand. It holds the exclusive franchises for The
Pizza Company, Swensen’s, Dairy Queen, Chicken Treat and Burger King, which are
all markets leaders in their respective segments. In addition to operating these
restaurants, the Company owns it own ice-cream and cheese factories to assure
consistent supply of high quality products for its growing network of restaurants.
Location in Thailand

There are 7 branches of Burger King in Bangkok as follows: Maneeya, Pratunam,
Silom, Royal Garden Resort & Spa Bangkok, Future Park Rangsit, Diethelm Tower
Wireless Road and Domestic Airport.

There are 4 branches of Burger King in others provinces as follows: Pattaya —
Chonburi, Samui - Surat Thani, Hua-Hin — Prachuabkeerekhan and Changklan Road —

Chiang Mai.
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2.7 The Food Service Market in Thailand
2.7.1 Market Summary

Thailand boasts of a very large hotel and restaurant sector with approximately
100,000 restaurants and some 3500 hotels and resorts. The financial crisis and resulting
1997-99 recession created serious problems for the food service sector particularly the
lower end restaurants some 40 percent of which were obliged to close down. The upper
end of the market remained relatively solid as a result of a strong tourism sector and
continued spending by expatriates and wealthy Thais.

Total food service sales in Thailand are in the order of US$7 billion, a relatively
small portion of which is provided by imported products due to the abundance of good
quality, low priced food generally available locally. Thai food service industry estimates
that food and beverage imports for the sector are US$75-100 million. Imports are
almost exclusively destined for 4 - 5 star hotels and resorts, fast foods chains,
international restaurants, and airline catering.

As the economy recovers and tourism continues to expand, the demand for
imported food products will increase significantly and opportunities will open up for
Canadian exporters. |
2.7.2 Impact of Financial Crisis

The Thai people responded to the financial crisis in July 1997 by following the
government's advice to reduce spending on luxury products, travel, and other non-
essentials to help get through the economic downturn. In fact the people cut spending to
such an extent that there was fear of a deflationary downward spiral. Rising
unemployment, depreciation of the Thai currency, increases in import taxes, and lower

salaries all contributed to the dramatic reduction in consumer spending.
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The economic crisis took its toll on the restaurant sector with the closing of an
estimated 70,000 of the licensed restaurants in operation in early 1997. The restaurants
that closed were primarily in the low to middle range and resulted from a 40 percent
drop in local Thai customer patronage.

On the other hand, the upper end segment of the food service market has not been
badly impacted by the economic downturn because its clients are middle to higher
income Thais, business people, resident expatriates and tourists. This higher end
segment is also the market segment that is the user of imported food and beverage
products.

One effect of the crisis was that hotels and restaurants in an effort to cut costs and
remain viable sought to replace high cost imported food products wherever possible
with domestic products, to import less, and in many cases seek a lower quality imported
product to keep costs down.

2.7.3 Outlook

Consumer confidence has returned and Thais have again started to spend money
which is having a positive effect on the food service sector. More business people are
dining out and entertaining their business guests and tourism continues to grow. The
higher end of the food service market can be expected to grow at a healthy rate in the
years ahead and imported foods will benefit from growth in this market segment. As
such the potential for new business is relatively promising in the longer term.

2.7.4 Market Size

While it is not possible to obtain a reliable figure on total food service sales in
Thailand because of the many small restaurants and street food outlets, it is estimated to
be in the order of US$7 billion. The hotel and resort sector, as one would expect, is by

far the largest market segment with food service sales in excess of $US 4 billion.
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The fast food sector which was developing rapidly prior to the recession is now
again gaining momentum as the economy continues to recover. The fast food sector is
considered to be quite underdeveloped in Thailand as sales account for only about 5

percent of total restaurant sales in comparison to a level of 50 percent in the Philippines.

Table 2.1. Food Service Sales in Thailand.

Market Segment 1999 Sales
Hotel and Resorts $4,400
Fast Food Sector 300
Higher-End Restaurants 550
Institutions 250
Other 1500
Total Food Service Sales $7,000

2.7.5 Major Market Segments
In total there are over 100,000 restaurants and eating establishments in Thailand
not including the tens of thousands of food stalls on the streets. The breakdown of the

food service market is shown in the table below.

Table 2.2. Outlets by Market Segment.

Market Segment Number of Outlets
Hotels 2,350
Resort hotels 364
Bungalow resorts 784
International food restaurants 639
Fast food restaurants 733
High-end Thai restaurants 328
Mid-level Thai restaurants 15,000
Lower level Thai restaurants 80,000
Institutions (private hospitals, airline catering) 200

Source: Tourism Authority of Thailand, Thailand Guidebook and Thai Hotels
Association
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2.7.6 Target Market Segments

The middle and lower end of the food service market would use almost entirely
local food products for reasons of cost As such it is the four and five star hotels and
resorts, international restaurants, American style fast food restaurant chains, and airline

catering companies.
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III. RESEARCH METHODOLOGY

This chapter presents research objectives, research methodology, it discusses
about a process of the research study and statistics used in the test in order to set the
research results.

3.1 Research Objectives

The research objectives of this project is classified into primary and secondary
objectives as follows:

(1) The Primary Objective is to measure how customer’s attitudes toward
Burger King Products and Services. Moreover, to identify as well as to
understand the market and develop effective marketing strategies.

(2) The Secondary Objective is to find out the consumer’s interests and needs
together with the weak points of Burger King Thailand and if possible
provide some recommendation for improvement.

3.2 Research Method

This research concentrates on consumer behavior, which use direct questionnaires
to customer. The questionnaire will be distributed to who are in Burger King restaurant,
Mc Donald, KFC and Chester’s Grill in Bangkok. The steps of this study are as
follows:

(1) TIssue 400 sets of questionnaires distribute to 400 respondents that are

selected randomly in Burger King restaurant, Mc Donald, KFC and
Chester’s Grill in Bangkok. The sample includes all ages, gender, education
background, occupation and income.

(2) Help when the respondents don’t understand.

(3) Wait for respondents to complete the questionnaires and collect it.
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Checking for the errors and incomplete data.

Ask the respondents to correct or complete it in order to get the correct data
to analyze.

Record code into the questionnaire

Summarize data in order to input them to the computer.

Input data to the SPSS program to do the analysis.

Conclude the results and present them both in the tabular and graphic format.

3.3 Research Design

The research questions are divided into 2 parts. The questions are as follows:

Part 1: There are questions about attitude towards general idea and behavior of people

who are interested in Burger King and others Fast-Food restaurants.

Part 2: It is general personal information of the correspondent. It includes gender, age,

education, occupation and level of income. This information presents a good

background of the respondents and is useful in interpreting the results.

3.4 Data Collection

This study has collected data from various sources as follows:

(H
2)

3)

(4)

All available documents related to consumer behavior in Thailand.

Several author wrote about consumer behavior, sales promotion, found in
text book, journals, articles, published (newspaper, magazine, Internet)
Useful information from Burger King Thailand about problem, strategy,
tactic and marketing plan, etc.

Questionnaires distributed by directly and sampling in Bangkok.
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3.5 Sampling Plan
3.5.1 Target Population

The target population for this research is any consumer of Burger King (both male
and female) in Bangkok.

3.5.2 Sampling Element and Method

Based on the target population, sampling element in this research is the one who
consumes fast food Burger King restaurant, Mc Donald, KFC and Chester’s Grill in
Bangkok. The researcher can not list all respondents as census, therefore non-
probability-sampling method 1s chosen.

Non-probability sampling method is applied because the researcher can not know
list of all respondents and convenience sampling is chosen because the researcher can
obtain information quickly and inexpensively.

3.5.3 Sample Size

For this particular research, the sample size is determined from the convenience
sampling by estimating a Population Proportion. The requirements for this sample size
are the specification of the acceptable level of sampling error (e), specification of the
acceptable level of confidence in standard error or Z values and an estimate of the true

proportion of the population (McDaniel and Gates 1998). The formula is written as :

e
where
n = Sample size
Z = Z score based on researcher’s desired level of confidence of 95%
that 1s 1.96
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P = Population proportion (or estimate), 0.5. It is set as 0.5 as half of the

Population has consume Burger King and other half do not consume

Burger King food.
q = 1-P
e = allowable error (precision) which is 0.05.

Therefore, the sample size for this research study is calculated as:

n = 72 * Pq
e2
n = Zi* I;(I-P)
[+
n = (1.96)* * 0.5(1-0.5)
(0.05)°
n R 3.8416 * 0.25
0.0025
n Z 0.9629
0.0025
n = 3.8416 or 385

The sample size is determined. Hence, this research needs at least 385 samples to
study.

From the above calculation, the researcher needs 400 samples to conduct this
research study. Primary data has been collected for these 400 samples by the use of

questionnaire.
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3.6 Data Analysis

The SPSS software program has been used to find out the consumer behavior in
statistical methods such as table of frequencies, mean, standard deviation and chi-
square. The stems in the analysis of data are as follows:

(1) Set the variable and code for each question and choice in the program.

(2) Respondent status and background data were collected and organized
according to status aﬂd background factors. Frequency and percentage
within these categories were calculated. |

(3) Those scores of each question were derived and collated within the
dimension of the instrument, mean and standard deviation calculated.

(4) Level of importance that was ranked for traits was analyzed by SPSS
program.

All statistical tests used a 95% level of confidence standard (p<0.05) as a test for

statistical significance.
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IV. DATA ANALYSIS

For this research process, the questionnaires are based on the attitudes and

behavior of consumers toward Burger King. In this part, response answers have been

extracted to get the results by using SPSS software in order to further discuss according

the objectives of this study. All of results are following as below:

(a)

The Statistical Result
The Percentage of Gender (Appendix, Table D.1)

The results of 400 questionnaires are classified as: female, which is
62.3% and male, which is 37.7%.

The Percentage of Age (Appendix, Table D.2)

The respondents are age between 21-25 years old, which is 55% and
follow by 17% of 26-30 years old. The third group is below 20 years old,
which is 13.3% The last three group are 31-35 years old; 10%, 36-40 years
old; 3%, and over 40 years old; 1.8%.

The Percentage of Education (Appendix, Table D.3)

There are 79.3% of respondents who study Bachelor degree, 14.3% of
Master degree, 3.3% of S econdary school, 2.5% of Diploma and 0.8% of
Primary school.

The Percentage of Occupation (Appendix, Table D.4)

The most of respondents are student 44.3%. The next groups are Clerk
/ Sales / Secretary / Office 28.5%, Employee 18.8%, Businessman /
Business Owner 4%, Others 2%, Freelance 1.5%, Housewife 0.5%, and

Bureaucracy and Teacher / Instructor 0.3%.

34



The Percentage of Income / month (Appendix, Table D.5)

Income of the respondents is 37.8% of below 10,000 Baht, 18.8% of
15,001-20,000 Baht, 16% of 10,001-15,000 Baht, 83% of 20,001-25,000
Baht, 6.3% of 25,001-30,000 Baht, 3.5% of 30,001-35,000 Baht and more
than 50,000 Baht, 2.5% of 40,001-45,000 Baht, 2.3% of 35,001-40,000
Baht, 1.3% of 45,001-50,000 Baht.

The Percentage of Income / month (Appendix, Table D.6)

90% of them are single/divorce, 7.3% of them is married and 2.8% of
them is married with child/children.

The Percentage of food that people eat when they’re hungry
(Appendix, Table D.7)

We found that 43.8% of the respondents choose t,é?Eat at restaurant.
The next one is Fast food, which is 26.5%. The third is 14.5% of Instant
food. The last two are Delivery food 12.5% and Frozen food 2.8%. |
Percentage of kind of Fast Food, which people usually eat
(Appendix, Table D.8)

From the table, we found that the most favorite kind of fast foodis
39.8% of Fried / Grilled Chicken. The second is 32.3%, which is Burger &
Fried follow by 22.3% of Pizza. The others are Dunkin Donut, Noodle, Rice,

and etc.
Percentage of times which people eat fast food per week
(Appendix, Table D.9)
From the questionnaire, we found that 41.8% consume one time p er

week and 40.8% who consume one time per month or less than it. The next

35



is 15% of around 2-3 days per week. The last is 2.5% of at least 4 days per
week.

Percentage of the favorite fast food retail which people prefer

(Appendix, Table D.10)

The most favorite fast food store is Mc Donald, which the percentage
1s 41.3%. The next store is KFC of 18.5% and 17% of Chester’s Grill. The
pizza company is 8.8% follow by 7.8% of Burger King. The least favorite
store 1s Pizza Hut, which is 6.8%.

Percentage of comparing Burger King with the market leader as Mc Donald.
(Appendix, Table D.11)

From the table, we found that 70.5% of the respondents prefer Mc
Donald than burger King, which is 29.5%.

Percentage of getting knows Burger King by respondents
(Appendix, Table D.12)

The first medium is Pass by, which is 48%. The next is 24.8% of word
of mouth and 12.3% of brochure & leaflet. There are follow by magazine &
newspaper, which is 7.5% and 6.3% who do not mention the medium. The
least medium is radio, which is 1.3%.

Percentage of reason that makes people chooses Burger King
(Appendix, Table D.13)

The most two favorite reasons are good taste, which is 34% and want
to eat something Veasy, which is 24%. The next reason is 15.3% of in rush /
hurry and follow by 9.5% of who want to kill the time. There is 6.8% of
made appointment and other which is 5.5%. The last are what self-service,

relax, and reading.
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Percentage of popular day, which prefer to go to Burger King
(Appendix, Table D.14)

We found that 55.8% of them do not specify the visit day and follow
by 22.5% of Saturday — Sunday. The next favorite day is 13.3% of Monday
— Friday. The least popular is 8.5% of Public holiday.

Percentage of popular time, which people go to Burger King
(Appendix, Table D.15)

From the questionnaire, the most favorite time is 12.01 till 15.00,
which 1s37%. Then 1 8.01-21.00 1 s the second, whichi1s32% and 15.01-
18.00 of 24.8%. The less favorite time are 9.00-12.00, which is 4.3% and
2% of 21.01-24.00.

Percentage of rating times which people go to Burger King
(Appéndix, Table D.16)

60% ofthem gotostore onceina while and follow by 1 times per
month, which is 20.8%. 8.5% is 1 time per week and 2 times per week is
5.5%. The last two are 3 times per month 3.8% and more than 1 time per
week 1.5%.

Percentage of number of people who come along with respondents to
go to Burger King (Appendix, Table D.17)

As we ask the respondents, we found that they will go with 2-3 people,
which i1s 64.3% and 4-5 people, which 1s 19.3%. And 13.8%, they will come
alone. 2.8% of them, they will join with their friends more than 5 people

2.8%.
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Percentage of people who respondents prefer to go to Burger King with
(Appendix, Table D.18)

58% of them prefer to go with their friends but 16% of them will go
with their family. 13.8% of them prefer to go to store with their boyfriend /
girlfriend and 9.3% of them will go alone. 3% of them prefer to go with their
colleagues.

Percentage of menu, which respondents like to order
(Appendix, Table D.19)

From the questionnaire, we found that 65.5% of them prefer
combination set and 34.5% prefer separate items.
Statistics of location
(Appendix, Table D.20)

The highest mean is traveling, which is 2.4 and follow by number of
branch then parking. Each component of this factor is presented in the
rating below:

(1) Travel for Mean 2.40 and S.D. 0.67.

(2) Parking for Mean 2.05 and S.D. 0.78.

(3) No. of Branch for Mean 2.23 and S.D. 0.78.
Statistics of services

(Appendix, Table D.21)

The highest mean is speed of service, which is 2.47 and variety of
menu. The lowest concern is politeness of staff. Each component of this
factor is presented in the rating below:

(1) Politeness of staff for Mean 2.42 and S.D. 0.62.

(2) Speed of service for Mean 2.47 and S.D. 0.62.
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(3) Variety of menu for Mean 2.44 and S.D. 0.62.
Statistics of Taste
(Appendix, Table D.22)

The most factor which affect purchasing decision is burger mean is
2.66 and fries which is 2.38. Then drink and deserts are following. Each
component of this factor is presented in the rating below:

(1) Burger for Mean 2.66 and S.D. 0.53.
(2) Fries for Mean 2.38 and S.D. 0.63.
(3) Desserts for Mean 2.03 and S.D. 0.66.
(4) Drinks for Mean 2.05 and S.D. 0.64.
Statistics of Components of restaurant
(Appendix, Table D.23)

Convenient seat is the highest mean, 2.38. The second is rest room,
2.25. The third is table size, 2.23. The latest mean is play area, 1.57. Each
component of this factor is presented in the rating below:

(1) Convenient seat for Mean 2.38 and S.D. 0.58.
(2) Table size for Mean 2.23 and S.D. 0.57.

(3) Rest room for Mean 2.25 and S.D. 0.64.

(4) Play area for Mean 1.57 and S.D. 0.68.

(5) Enough light for Mean 2.17 and S.D. 0.59.
(6) Music for Mean 2.12 and S.D. 0.67.

(7) Television for Mean 1.86 and S.D. 0.66.
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Statistics of Circumstance
(Appendix, Table D.24)

The first mean is 2.44 not too noisy, and not too crowed which is 2.41.
Each component of this factor is presented in the rating below:

(1) Not too crowed for Mean 2.41 and S.D. 0.60.
(2) Nottoo noisy for Mean 2.44 and S.D. 0.59.
Statistics of Promotion
(Appendix, Table D.25)

The most effective promotion is discount, 2.36 then follow by coupon
which is 2.26. The least effective is premium toys which is 1.78. Each
component of this factor is presented in the rating below:

(1)  Premium toys for Mean 1.78 and S.D. 0.67.
(2) Discount for Mean 2.36 and S.D. 0.72.

(3) Coupon for Mean 2.26 and S.D. 0.69.

(4) Point Collection for Mean 1.88 and S.D. 0.76.
Statistics of Price

(Appendix, Table D.26)

There is only one factor, which is price. The mean is 2.42. Each
component of this factor is presented in the rating below:
(1) Price for Mean 2.42 and S.D. 0.59.

Statistics of Factor affecting purchasing decision
(Appendix, Table D.27)

Services is the highest mean 2.4428. The second is circumstance

2.4225. The third is Price 2.42. The latest mean is promotion 2.0681. Each

component of this factor is presented in the rating below:
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(1) Location for Mean 2.2283 and S.D. 0.5550.
(2) Services for Mean 2.4428 and S.D. 0.4726.
(3) Taste for Mean 2.2806 and S.D. 0.4420.
(4) Components of restaurant for Mean 2.0821 and S.D. 0.3841.
(5) Circumstance for Mean 2.4225 and S.D. 0.5498.
(6) Promotion for Mean 2.0681 and S.D. 0.5324.
(7) Price for Mean 2.42 and S.D. 0.59.
Percentage of people who think whether Burger King should be improved or
not. (Appendix, Table D.28)
From the questionnaire, we found that respondents think that Burger
King should be improved 324 or 81% of total 400 respondents.
Percentage of factors, which people think that Burger King should be
improved. (Appendix, Table D.29)
Respondents (from 324 respondents) think that Burger King should

mmprove the following factors:

(1) The first is Location for 174 or 53.70%.
(2) The second is Price for 160 or 49.38%.
(3) The third is Promotion for 126 or 38.89%.
Percentage of reason of respondents who do not considering Burger King.
(Appendix, Table D.30)
The first reason 1s far from home, which has the percentage of 35.5%.

The next reason are expensive 29.8% and don’t like this kinds of food,

which is 17.5%.
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(b)

The Pearson Chi-square Result

The relation ship between gender and type of food people eat when
hungry. (Appendix D, Table D.31)

When people are hungry, they like to eat at restaurant 43.75%, which
male and female eat 13.75% and 30% respectively. The result from Chi-
square test is 0.018, which is less than the significance level 0.05. So, there
is some association b etween gender and t ype o f food 1n which p eople eat
when hungry.

The relationship between Gender and kind of fast food that people eat.
(Appendix D, Table D.32)

Male like to eat Burger and Fries 16.25%, female like to eat Fried
/Grilled chicken 28.75%, respectively. The result from Chi-square test is
0.018, which is less than the significance level 0.05 So, there is some
association between gender and kind of fast food which people eat.

The relationship between Gender and frequency of eating fast food by
respondents. (Appendix D, Table D.33)

Male eat fast food one time per week 18.5 %, female one time per
month 29.00%. The result from Chi-square test is 0.005, which is less than
the significance level 0.05. So there is some association between gender and
the frequency of eating fast food by respondents.

The relationship between Gender and the favorite fast food brand. (Appendix
D, Table D.34)
Male and female like to eat MC Donald 14.5% and 26.75%,

respectively. The result from Chi-square test is 0.053, which is more than
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the significance level 0.05. So there is no association between gender and the
favorite fast food brand.

The relationship between Gender and comparable of Burger King and
market leader as MC Donald. (Appendix D, Table D.35)

When compare to McDonald and Burger King, male and female like
Mc Donald more, which is 25.75%, and 44.75%, respectively. The result
from Chi-square test is 0.435, which is more than the significance level 0.05.
So there is no association between gender and comparable_: of Burger King
and Mc Donald.

The relationship between Gender and source o f information makes p eople
know Burger King. (Appendix D, Table D.36)

Source of information which makes males and females know Burger
King is walking pass by, which male is 17%, and female is 31%,
respectively. The result from Chi—squére test 1s 0.536, which is more than
the significance level 0.05. So there is no association between gender and
getting source of information.

The relationship between Gender and the reason of choosing Burger King by
respondents. (Appendix D, Table D.37)

The reason of male and female choosing Burger King is having good
taste, which male is 13.25%, and female is 20.75%, respeétively. The result
from Chi-square test is 0.236, which is more than the significance level 0.05.
So there is no association between gender and the reason of choosing Burger
King.

The relationship between Gender and the preferable day for respondents to

go to Burger King. (Appendix D, Table D.38)
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Male and female don’t specify the preferable day w hich respondents
will go to Burger King for 19.75% and 36.00% respectively. The result
from Chi-square test is 0.221, which is more than the significance level 0.05.
So there is no association between gender and preferable day for respondents
to go to Burger King.

The relationship between Gender and preferable time for respondents to go
to Burger King. (Appendix D, Table D.39)

Male prefer to go on 18.01-21.00 which is 13.50%, and female prefer
12.01-15.00 which is 24.75%. The result from Chi-square test 1s 0.082,
which is more than the significance level 0.05. So there is no association
between gender and preferable time for respondents to go to Burger King.
The relationship between Gender and the frequency of going to Burger King
per month. (Appendix D, Table D.40)

Male and female eat Burger king once in a while, which male is
19.00%, and femaleis 41.00%. T heresult from Chi-square testis 0.012,
which 1s less than the significance level 0.05. So there is association
between gender and the frequency of going to Burger King.

The relationship between Gender and the amount of people that come along
to Burger King with respondents. (Appendix D, Table D.41)

Male and female go to Burger king each time will have 2-3 people go
with them, which male is 23.25%, and female is 41.00%. The result from
Chi-square test is 0.001, which is less than the significance level 0.05. So
there 1s associatién between gender and the amount of people that come

along to Burger King.
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The relationship between Gender and people who go to Burger King with
respondents. (Appendix D, Table D.42)

Male and female go to Burger King with their friends most, which is
20.25%, and 38.75%, respectively. The result from Chi-square test is 0.001,
which 1s less than the significance level 0.05. So there is association
between gender and people who respondents will go to Burger King with.
The relationship between Gender and the menu which people like to order.
(Appendix D, Table D.43)

Male and female like Combination (Burger + Fries + Coke) menu,
which male and female is 25.75%, and 39.75%, respectively. The result
from Chi-square test is 0.374, which is more than the significance level 0.05.
So there is no association between gender and menu they prefer.

The relationship between Gender and the attitude of respondents about
whether Burger King should be improved or not. (Appendix D, Table D.44)

Male and female think that Burger King should have some
improvement, which male and female is 28.50%, 52.50%, respectively. The
result from Chi-square test is 0.029, which is less than the significance level
0.05. So there is association between gender and attitude towards Burger
King.

The relationship between Gender and the reason for not considering Burger
King. (Appendix D, Table D.45)

Males think that Burger King is too expensive which is 12.50%, and

female think that it’s far from home which is 24.00%. The result from Chi-

square test is 0.221, which is more than the significance level 0.05. So there
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is no association between gender and the reason of not considering Burger
King.

The relation s hip between A ge and type o f food p eople e at when hungry.
(Appendix D, Table D.46)

The people age below 20 years, 21-25 years, 26-30 years, 31-35 years
and 36-40 years like to eat at restaurants 5.00%, 22.75%, 9.25% 5.00% and
1.25% respectively. But people age over 40 years prefer to eat instant food
for 1.00%. The result from Chi-square test is 0.015, which is less than the
significance level 0.05. So, there is some association between age and type
of food in which people eat when hungry.

The relationship between Age and kind of fast food that people eat.
(Appendix D, Table D.47)

The people age 21-25 years, 26-30 years and 36-40 years like to eat
fried / Grilled Chicken for 23.00%, 7.25% and 1.00% respectively. People
age below 20 years like to eat Fried/Grilled chicken and Burger and Fries
equally for 4.50%. People age over 40 years like to eat Fried/Gnlled chicken
and Pizza equally for 0.50%. People age 31-35 years like to eat Burger and
Fries 4.25%, The result from Chi-square test is 0.000, which is less than the
significance level 0.05 So, there is some association between Age and kind
of fast food which people eat.

The relationship between Age and frequency of eating fast food by
respondents. (Appendix D, Table D.48)

The people age below 20 years and 26-30 years eat fast food one time

per week 6.75% and 9.00% respectively. People age 21-25 years, 31-35

years 36-40 years and over 40 years eat fast food one time per month or less
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than for 22.50%, 5.50%, 2.00% and 1.00% respectively. The result from
Chi-square test is 0.172, which is more than the significance level 0.05. So
there is no association between age and the frequency of eating fast food by
respondents.
The relationship between Age and the favorite fast food brand. (Appendix D,
Table D.49)

The people age below 20 years, 21-25 years, 26-30 years, 31-35 years
and 36-40 years like to eat MC Donald 5.25%, 22.50% 6.25% 5.50% and
1.50% respectively. People age over 40 years like to eat Chester’s Grill
1.00%. The result from Chi-square test is 0.124, which is more than the
significance level 0.05. So there is no association between Age and the
favorite fast food brand.

The relationship between Age and comparable of Burger King and market
leader as MC Donald. (Appendix D, Table D.50)

When compared to McDonald and Burger King, people age below 20
years, 21-25 years, 26-30 years, 31-35 years , 36-40 years and over 40 years
like Mc Donald more, which 1s 11.00%, 39.50%, 10.50%, 6.00%, 1.75% and
1.75%, respectively. The result from Chi-square test is 0.028, which is less
than the significance level 0.05. So there is association between Age and
comparable of Burger King and Mc Donald.

The relationship between Age and source of information makes people know
Burger King. (Appendix D, Table D.51)

Source of information which people age below 20 years, 21-25 years,

26-30 years, 31-35 years and 36-40 years know Burger King is walking pass

by, which 6.00%, 23.50%, 9.50%, 6.50% and 2.25% respectively. But
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People age over 40 years know Burger King by word of mouth and read
from magazine and newspaper equally for 0.50%. The result from Chi-
square test is 0.076, which is more than the significance level 0.05. So there
is no association between Age and getting source of information.

The relationship between Age and the reason of choosing Burger King by
respondents. (Appendix D, Table D.52)

People age 21-25 years, 26-30 years and 31-35 years choosing Burger
King because it has good taste. 20.75% and 5.50% and 2.75% respectively.
People age below 20 years choose Burger King because it has good taste and
in rush / hurry equally 4.00%. People age 36-40 years choose Burger King
because want to eat something easy for 1.25% and the reason which people
age over 40 years choose Burger King is want self service 0.75%. The result
from Chi-square test 1s 0.000, which is less than the significance level 0.05.
So there is some association between Age and the reason of choosing
Burger King.

The relationship between Age and the preferable day for respondents to go
to Burger King. (Appendix D, Table D.53)

Source of information which people age below 20 years, 21-25 years,
26-30 years, 31-35 years and 36-40 years don’t specify the preferable day
on which respondents will go to Burger King for 5.75%, 30.75%, 11.25%
5.25% and 2.25% respectively. People age over 40 years prefer to goon
Saturday and Sunday for 1.00%. The result from Chi-square test is 0.030,
which is less than the significance level 0.05. So there is some association

between Age and preferable day for respondents to go to Burger King.
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People age over 40 years know Burger King by word of mouth and read
from magazine and newspaper equally for 0.50%. The result from Chi-
square test is 0.076, which is more than the significance level 0.05. So there
is no association between Age and getting source of information.

The relationship between Age and the reason of choosing Burger King by
respondents. (Appendix D, Table D.52)

People age 21-25 years, 26-30 years and 31-35 years choosing Burger
King because it has good taste. 20.75% and 5.50% and 2.75% respectively.
People age below 20 years choose Burger King because it has good taste and
in rush / hurry equally 4.00%. People age 36-40 years choose Burger King
because want to eat something easy for 1.25% and the reason which people
age over 40 years choose Burger King is want self service 0.75%. The result
from Chi-square test is 0.000, which is less than the significance level 0.05.
So there is some association between Age and the reason of choosing
Burger King.

The relationship between Age and the preferable day for respondents to go
to Burger King. (Appendix D, Table D.53)

Source of information which people age below 20 years, 21-25 years,
26-30 years, 31-35 years and 36-40 years don’t specify the preferable day
on which respondents will go to Burger King for 5.75%, 30.75%, 11.25%
5.25% and 2.25% respectively. People age over 40 years prefer togoon
Saturday and Sunday for 1.00%. The result from Chi-square test is 0.030,
which is less than the significance level 0.05. So there is some association

between Age and preferable day for respondents to go to Burger King.
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The relationship between Age and preferable time for respondents to go to
Burger King. (Appendix D, Table D.54)

People age below 20 years, 21-25 years, 26-30 years and over 40 years
prefer to go on 12.01-15.00 which is 5.50%, 20.50%, 5.50% and 1.50%
respectively. People age 31-35 years prefer to go on 18.01-21.00 for 4.50%.
People age 36-40 years prefer to go on 15.01-18.00 and 18.0‘1‘—21.00 equally
1.00%.  The result from Chi-square test is 0.002, which is less than the
significance level 0.05. So there is some association between Age and
preferable time for respondents to go to Burger King.

The relationship between Age and the frequency of going to Burger King per
month. (Appendix D, Table D.55)

People age below 20 years and 21-25 years eat Burger King 1 times
per month for 6.00% and 11.25% respectively and people age 26-30 years,
31-35 years, 36-40 years and over 40 years eat once in a while, which is
10.75%, 7.50%, 2.75% and 1.00% respectively. The result from Chi-square
test is 0.002, which is less than the significance level 0.05. So there is
association between Age and the frequency of going to Burger King,.

The relationship between Age and the amount of people that come along to
Burger King with respondents. (Appendix D, Table D.56)

Source of information which people age below 20 years, 21-25 years,
26-30 years, 31-35 years, 36-40 years and over 40 years go to Burger king
each time will have 2-3 people go with them, which is,7.75%, 37.00%,
10.25%, 6.50%, 2.00% and 0.75% respectively . The result from Chi-square

test is 0.100, which is more than the significance level 0.05. So there is no
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association between Age and the amount of people that come along to
Burger King.

The relationship between Age and people who go to Burger King with
respondents. (Appendix D, Table D.57)

People age below 20 years, 21-25 years, 26-30 years, 31-35 years and
36-40 years go to Burger King with their friends most, which is 8.50%,
32.25%, 12.00%, 3.25% and 2.25% respectively. But people age over 40
years prefer to go with family which is 1.00%. The result from Chi-square
test 1s 0.000, which is less than the significance level 0.05. So there is
association between Age and people who respondents will go to Burger King
with.

The relationship between Age and the menu which people like to order.
(Appendix D, Table D.58)

Source of information which people age below 20 years, 21-25 years,
26-30 years, 36-40 years and over 40 years like to order Combination
(Burger + Fries + Coke) menu, which is 10.75%, 37.50%, 9.50%, 1.75%,
and 1.25% respectively. But people age between 31-35 years like to order
Separate items for 5.25%. The result from Chi-square test is 0.009, which is
less than the significance level 0.05. So there is some association between
age and menu they prefer.

The relationship between age and the attitude of respondents about whether
Burger King should be improved or not. (Appendix D, Table D.59)

Source of information which people age below 20 years, 21-25 years,

26-30 years, 31-35 years, 36-40 years and over 40 years thinks that Burger

King should have some improvement, which 1s 11.00%, 43.50%, 13.75%,
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8.75% 2.25% and 1.75% respectively. The result from Chi-square test is
0.596, which is more than the significance level 0.05. So lthere is no
association between Age and attitude towards Burger King.

The relationship between age and the reason for not considering Burger
King. (Appendix D, Table D.60)

Source of information which people age below 20 years, 21-25 years,
26-30 years and 31-35 years think that it’s far from home which is 5.50%,
17.50%, 8.00% and 3.50% respectively. People age 36-40 year think that
they don’t like this kind of food for 1.50% and age over 40 years think that
they don’t like this kind of food and far from home equally for 0.75%. The
result from Chi-square test is 0.074, which is more than the significance
level 0.05. So there is no association between A ge and the reason of not
considering Burger King.

The relation ship between Occupation and type of food people eat when
hungry. (Appendix D, Table D.61)

Most of people who are Clerks/Salesmen / Secretaries / Officers,
Teachers / Instructors, Businessmen / Business Owners, Employees,
Bureaucracies, F reelances and O thers like to eat at restaurant for 1 6.00%,
0.25%, 1.50%, 9.50%, 0.25%, 0.75% and 2.00% respectively. But Student
prefer to eat Fast food for 15.00%. Housewives like to eat Frozen Food and
eat at restaurant equally for 0.25%. The result from Chi-square test is 0.000,
which is less than the significance level 0.05. So, there is some association

between occupation and type of food in which people eat when hungry.

51



The relationship between Occupation and kind of fast food that people eat.
(Appendix D, Table D.62)

Most of people who are Clerks/Salesmen/Secretaries/Officers,
Employees, Housewives and Others like to eat fried / Grilled Chicken for
11.00%, 10.50%, 0.50% and 1.50% respectively. People who are Students
Businessmen, Bureaucracies and Freelances like to eat Burger and Fries for
16.50%, 1.25%, 0.25%, and 0.75% respectively. But teachers like to eat
Pizza for 0.25%. The result from Chi-square test is 0.003, which is less than
the significance level 0.05. So there is some association between
Occupation and kind of fast food which people eat.

The relationship between Occupation and frequency of eating fast food by
respondents. (Appendix D, Table D.63)

Most of people who are Students, Teachers / Instructors, Businessmen /
Business Owners and Housewives like eat Fast Food one time per week for
19.00%, 0.25%, 2.25% and 0.50% respectively. Clerks / Salesmen /
Secretaries / Officers, Employees, Bureaucracies, Freelances and Others eat
fast food one time per month or less than for 12.00%, 8.50%, 0.25%, 0.75%
and 1.00% respectively. The result from Chi-square test is 0.487, which is
more than the significance level 0.05. So there is no association between
occupation and the frequency of eating fast food by respondents.

The relationship between Occupation and the favorite fast food brand.
(Appendix D, Table D.64)

Most of people who are Students, Clerks / Salesmen / Secretaries /

Officers, Businessmen / Business Owners, Employees, Bureaucracies,

Housewives, Freelances and Others like to eat at MC Donald 18.75%,
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11.75%, 1.75%, 6.75%, 0.25%, 0.25%, 0.75% and 1.00% respectively.
People who are Teachers / Instructors like to eat Pizza Hut 0.25%. The
result from Chi-square test is 0.671, which is more than the significance
level 0.05. So there 1s no association between Occupation and the favorite
fast food brand.

The relationship between Occupation and ¢ omparable o f Burger King and
market leader as MC Donald. (Appendix D, Table D.65)

When compare to McDonald and Burger King, Most of people who
are Students, Clerks / Salesmen / Secretaries / Officers, Businessmeﬁ /
Business Owners, Employees, Bureaucracies, Housewives, Freelances and
Others like Mc Donald more, which is 30.75%, 21.25%, 2.50%, 12.50%,
0.25%, 0.50%, 1.25% and 1.50%, respectively. Teacher like Burger King
more for 0.25%. The result from Chi-square test is 0.624, which is more than
the significance level 0.05. So there is no association between Occupation
and comparable of Burger King and Mc Donald.

The relationship between Occupation and source of information makes
people know Burger King. (Appendix D, Table D.66)

Students, Clerks / Salesmen / Secretaries / Officers, Employees,
Bureaucracies, Freelances and others know Burger King is walking pass by,
which 18.00%, 15.75%, 10.75%, 0.25%, 1.00% and 1.25% respectively.
Businessmen / Business Owners know Burger King by word of mouth and
pass by equally for 1.00%. Housewives know Burger King by word of
mouth and from brochure and leaflet equally for 0.25%. Teachers /
Instructors know Burger King from other source for 0.25%. The result from

Chi-square test is 0.236, which is more than the significance level 0.05. So
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there is no association between Occupation and getting source of
information.

The relationship between Occupation and the reason of choosing Burger
King by respondents. (Appendix D, Table D.67)

Most of people who are Students, Teachers / Instructors, Businessmen /
Business Owners, Employees, Bureaucracies choosing Burger King because
1t has good taste for 18.25%, 0.25%, 1.75%, 5.25% and 0.25% respectively.
Clerks / Salesmen / Secretaries / Officers choose Burger King because want
to eat something easy for 9.00%. Housewives choose Burger King because
want to eat something easy and made appointment are equally 0.25%.
Freelances and others choose Burger King because want to kill the time for
0.75% and 1.00% respectively. The result from Chi-square test is 0.000,
which is less than the significance level 0.05. So there is some association
between Occupation and the reason of choosing Burger King.

The relationship between Occupation and the preferable day for respondents
to go to Burger King. (Appendix D, Table D.68)

Most of people who are Students, Clerks / Salesmen / Secretaries /
Officers, Teachers / Instructors, Businessmen / Business Owners,
Employees, Bureaucracies, Freelances and Others don’t specify the
preferable day which respondents will go to Burger King for 24.00%,
17.00%, 0.25%, 1.75%, 10.00% 0.25% 1.50% and 1.00% respectively.
Housewives like to go on Monday-Friday and Saturday-Sunday equally for
0.25%. The result from Chi-square test is 0.372, which is more than the
significance level 0.05. So there is no association between Occupation and

preferable day for respondents to go to Burger King.
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The relationship between Occupation and preferable time for respondents to
go to Burger King. (Appendix D, Table D.69)

Most of people who are Students, Clerks / Salesmen / Secretaries /
Officers, Businessmen / Business Owners, Employees, Bureaucracies,
Freelances and Others prefer to go on 12.01-15.00 which is 15.75%,
10.50%, 1.75%, 7.00%, 0.75% and 1.00% respectively. Teachers /
Instructors and Bureaucracies prefer to go on 18.01-21.00 same for 0.25%.
Housewives prefer to go on 12.01-15.00 and 18.01-21.00 equally 0.25%.
The result from Chi-square test is 0.925, which is more than the significance
level 0.05. S o there 1s no association between Occupation and p referable
time for respondents to go to Burger King.

The relationship between Occupation and the frequency of going to Burger
King per month. (Appendix D, Table D.70)

Students eat Burger King one times per month for 13.75%. Most of
people who are Students, Clerks / Salesmen / Secretaries / Officers, Teachers
/ Instructors, Businessmen / Business Owners, Employees, Bureaucracies,
Freelances and Others eat once in a while, which is 20.50%, 0.25%, 2.50%,
13.50%, 0.25%, 1.25% and 1.50% respectively. Housewives eat two times
per week and one time per month equally for 0.25%. The result from Chi-
square test is 0.013, which is less than the significance level 0.05. So there
is association between Occupation and the frequency of going to Burger

King.
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The relationship between Occ;upation and the amount of people that come
along to Burger King with respondents. (Appendix D, Table D.71)

Most of people who are Students, Clerks / Salesmen / Secretaries /
Officers, Teachers / Instructors, Businessmen / Business Owners,
Employees, Housewives and Freelances go to Burger King each time will
have 2-3 people go with them, which i1s 30.00%, 17.25%, 0.25%, 3.00%,
12.00%, 0.50% and 1.00% respectively. Bureaucracies go to Burger King
each time will have 4-5 people go with them for 0.25%. Others go to Burger
King alone for 1.25%. The result from Chi-square test is 0.103, which is
more than the significance level 0.05. So there is no association between
Occupation and the amount of people that come along to Burger King.

The relationship between Occupation and people who go to Burger King
with respondents. (Appendix D, Table D.72)

Most of people who are Students, Clerks / Salesmen / Secretaries /
Officers, Teachers / Instructors, Businessmen / Business Owners,
Employees, Freelances and Others go to Burger King with their friends
most, which s 25.50%, 16.50%, 0.25%, 2.25%, 11.75%, 0.75% and 1.50%
respectively. But Bureaucracies and Housewives prefer to go with family
which is 0.25% and 0.50% respectively. The result from Chi-square test is
0.045, which is less than the significance level 0.05. So there is association
between Occupation and people who respondents will go to Burger King
with.

The relationship between Occupation and the menu which people like to

order. (Appendix D, Table D.73)
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Most of people who are Students, Clerks / Salesmen / Secretaries /
Officers, Businessmen / Business Owners, Employees and Others like to
order Combination (Burger + Fries + Coke) menu, which is 31.75%,
16.50%, 2.75%, 12.25% and 1.25%respectively.  Bureaucracies and
Teachers / Instructors like to order Separate items same for 0.25%.
Housewives, Freelances like to order combination and Separate items
equally for 0.25% and 0.75% equally. T he result from Chi-square testis
0.217, which is more than the significance level 0.05. So there is no
association between occupation and menu they prefer.

The relationship between occupation and the attitude of respondents about
whether Burger King should be improved or not. (Appendix D, Table D.74)

Most of people who are Students, Clerks / Salesmen / Secretaries /
Officers, Teachers / Instructors, Businessmen / Business Owners,
Employees, Bureaucracies, and Others thinks that Burger King should have
some improvement, which is 36.00%, 20.75%, 0.25%, 3.50%, 17.50%,
0.25%, and 1.75% respectively. Housewives, Freelances think that Burger
King need and no need to improve equally for 0.25% and 0.75%
respectively. The result from Chi-square test is 0.018, which is less than the
significance level 0.05. So there is association between Occupation and
attitude towards Burger King.

The relationship between occupation and the reason for not considering
Burger King. (Appendix D, Table D.75)

Teachers / Instructors and Employees think that it’s not tasty for 0.25%

and 5.75% respectively. Students and Housewives think that it’s too

expensive for 15.75% and 0.50% respectively. Freelances think that they
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don’t like this kind of food for 1.00% and Businessmen / Business Owners
think that they don’t like this kind of food and far from home equally for
1.75%. Clerks / Salesmen / Secretaries / Officers, Bureaucracies and Others
think that it’s far from home for 12.25%, 0.25% and 2.00% respectively.
The result from Chi-square test is 0.000, which is less than the significance
level 0.05. So there is association between Occupation and the reason of not
considering Burger King,.

The relation ship between Income and type of food people eat when hungry.
(Appendix D, Table D.76)

Most of people who have income below 10,000 Baht, 10,001-15,000
Baht, 15,001-20,000 Baht, 20,001-25,000 Baht, 25,001-30,000 Baht, 30,001-
35,000 Baht, 35,001-40,000 Baht, 40,001-45,000 Baht, 45,001-50,000 Baht
and more than 50,000 Baht prefer to eat Fast food for 12.25%, eat at
restaurant for 7.75%, 10.50%, 4.75%, 4.75%, 1.75%, 1.25%, eat instant food
for 1.00%, 1.00% and eat at restaurant for 2.00% respectively The result
from Chi-square test is 0.000, which is less than the significance level 0.05.
So, there is some association between income and type of food in which
people eat when hungry.

The relationship between Income and kind of fast food that people eat.
(Appendix D, Table D.77)

Most of people who have income below 10,000 Baht, 10,001-15,000
Baht, 15,001-20,000 Baht, 20,001-25,000 Baht, 25,001-30,000 Baht, 30,001-
35,000 Baht, 35,001-40,000 Baht, 40,001-45,000 Baht, 45,001-50,000 Baht
and more than 50,000 Baht like to eat Fried/Grilled chicken for 14.75%,

5.25%, 8.75%, 4.25%, 2.25%, 1.50%, eat Burger and Fries for 1.25%, eat
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Fried/Grilled chicken for 1.00%, eat Pizza for 0.50% and eat Burger and
Fries for 1.75% respectively. The result from Chi-square test is 0.000, which
is less than the significance level 0.05 So, there is some association between
Income and kind of fast food which people eat.

The relationship between Income and frequency of eating fast food by
respondents. (Appendix D, Table D.78)

Most of people who have income below 10,000 Baht, 10,001-15,000
Baht, 15,001-20,000 Baht, 20,001-25,000 Baht, 25,001-30,000 Baht, 30,001 -
35,000 Baht, 35,001-40,000 Baht, 40,001-45,000 Baht, 45,001-50,000 Baht
and more than 50,000 Baht eat fast food one time per week for 16.75%,
7.00%, one time per month or less than 7.75%, One time per week or One
time per month or less than for 3.75%, One time per month or less than for
3.50%, Around 2-3 days per week or One time per month or less than for |
1.50%, One time per week for 1.25%, 1.50%, One time per month or less
than for 0.75% and One time per week for 1.75% respectively. The result
from Chi-square test is 0.346, which is more than the significance level 0.05.
So there is no association between income and the frequency of eating fast
food by respondents.

The relationship between Income and the favorite fast food brand.
(Appendix D, Table D.79)

Most of people who have income below 10,000 Baht, 10,001-15,000
Baht, 15,001-20,000 Baht, 20,001-25,000 Baht, 25,001-30,000 Baht, 30,001-
35,000 Baht, 35,001-40,000 Baht, 40,001-45,000 Baht, 45,001-50,000 Baht
and more than 50,000 Baht like to eat Mc Donald for 15.00%, 7.00%,

8.00%, KFC for 2.25%, Mc Donald for 3.25%, 2.00%, 1.50%, Mc Donald or
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KFC for 0.75%, Chester’s Grill for 1.00% and Mc Donald for 1.75%
respectively. The result from Chi-square test is 0.023, which is less than the
significance level 0.05. So there is some association between Income and the
favorite fast food brand.

The relationship between Income and comparable of Burger King and
market leader as MC Donald. (Appendix D, Table D.80)

Most of people who have income below 10,000 Baht, 10,001-15,000
Baht, 15,001-20,000 Baht, 20,001-25,000 Baht, 25,001-30,000 Baht, 30,001-
35,000 Baht, 35,001-40,000 Baht, 40,001-45,000 Baht, 45,001-50,000 Baht
and more than 50,000 Baht like Mc Donald for 28.50%, 12.00%, 14.75%,
Burger King for 4.25%, Mc Donald for 3.75%, Burger King or Mc Donald
for 1.75%, Mc Donald for 1.50%, Burger King or Mc Donald for 1.25% Mc
Donald for 1.25% and Burger King or Mc Donald for 1.75% respectively.
The result from Chi-square test is 0.005, which is less than the significance
level 0.05. So there is association between Income and comparable of
Burger King and Mc Donald.

The relationship between Income and source of mformation makes people
know Burger King. (Appendix D, Table D.81)

Most of people who have income below 10,000 Baht, 10,001-15,000
Baht, 15,001-20,000 Baht, 20,001-25,000 Baht, 25,001-30,000 Baht, 30,001-
35,000 Baht, 35,001-40,000 Baht, 40,001-45,000 Baht, 45,001-50,000 Baht
and more than 50,000 Baht know Burger King by walking pass by, which is
15.50%, 8.25%, 8.75%, 4.00%, 4.75%, 1.50%, 1.75%, 1.50%, know Burger
King by word of mouth or read from magazine and newspaper for 0.50%.

know Burger King by pass by for 1.75% respectively. The result from Chi-
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square test 1s 0.028, which is less than the significance level 0.05. So there
1s association between Income and getting source of information.

The relationship between Income and the reason of choosing Burger King by
respondents. (Appendix D, Table D.82)

Most of people who have income below 10,000 Baht, 10,001-15,000
Baht, 15,001-20,000 Baht, 20,001-25,000 Baht, 25,001-30,000 Baht, 30,001-
35,000 Baht, 35,001-40,000 Baht, 40,001-45,000 Baht, 45,001-50,000 Baht
and more than 50,000 Baht choosing Burger King because it has good taste
for 12.50%, 5.75%, want to eat something easy 5.00%, good taste for 4.50%,
want to eat something easy for 2.75%, good taste for 1.75%, in rush/hurry
for 0.75%, good taste for 1.00% and want to eat something easy for 0.75%
and good taste for 1.50% respectively. The result from Chi-square test is
0.000, which is less than the significance level 0.05. So there is some
association between Income and the reason of choosing Burger King,

The relationship between Income and the preferable day for respondents to
go to Burger King. (Appendix D, Table D.83)

Most of people who have income below 10,000 Baht, 10,001-15,000
Baht, 15,001-20,000 Baht, 20,001-25,000 Baht, 25,001-30,000 Baht, 30,001-
35,000 Baht, 35,001-40,000 Baht, 40,001-45,000 Baht, 45,001-50,000 Baht
and more than 50,000 Baht like to go to Burger King on Saturday-Sunday
for 9.75%, don’t specify the preferable day which respondents will go to
Burger King for 9.00%, 11.00%, 6.00%,3.75%, 2.00%, Saturday-Sunday or
Not Specify for 0.75%, Not Specify for 1.25%, Saturday-Sunday for 1.00%
and Not Specify for 2.75% respectively. The result from Chi-square test is

0.038, which is less than the significance level 0.05. So there is some
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association between Income and preferable day for respondents to go to
Burger King.

The relationship between Income and preferable time for respondents to go
to Burger King. (Appendix D, Table D.84)

Most of people who have income below 10,000 Baht, 10;001—15,000
Baht, 15,001-20,000 Baht, 20,001-25,000 Baht, 25,001-30,000 Baht, 30,001-
35,000 Baht, 35,001-40,000 Baht, 40,001-45,000 Baht, 45,001-50,000 Baht
and more than 50,000 Baht prefer to go on 12.01-15.00 for 13.25%, 15.01-
18.00 for 5.50%, 12.01-15.00 for 9.75%, 18.01-21.00 for 3.25%, 3.25%,
- 1.50%, 12.01-15.00 or 18.01-21.00 for 1.00%, 15.01-18.00 for 1.00%,
12.01-15.00 for 1.00% and 18.01-21.00 for 1.75% respectively. The result
from Chi-square test is 0.010, which is less than the significance level 0.05.
So there is some association between Income and preferable time for
respondents to go to Burger King.

The relationship between Income and the frequency of going to Burger King
per month. (Appendix D, Table D.85)

Most of people who have income below 10,000 Baht, 10,001-15,000
Baht, 15,001-20,000 Baht, 20,001-25,000 Baht, 25,001-30,000 Baht, 30,001-
35,000 Baht, 35,001-40,000 Baht, 40,001-45,000 Baht, 45,001-50,000 Baht
and more than 50,000 Baht eat at Burger King once in a while, which is
17.75%, 9.50%, 14.25%, 5.75%,4.75%, 1.75%, 1.50%, 1.50%, 0.75% and
2.50% respectively. The result from Chi-square test is 0.001, which is less
than the significance level 0.05. So there is association between Income and

the frequency of going to Burger King.
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The relationship between Income and the amount of people that come along
to Burger King with respondents. (Appendix D, Table D.86)

Most of people who have income below 10,000 Baht, 10,001-15,000
Baht, 15,001-20,000 Baht, 20,001-25,000 Baht, 25,001-30,000 Baht, 30,001-
35,000 Baht, 35,001-40,000 Baht, 40,001-45,000 Baht, 45,001-50,000 Baht
and more than 50,000 Baht go to Burger king each time will have 2-3 people
go with them, which is, 25.25%, 9.50%, 11.75%, 5.75%, 3.25%, 3.00%,
1.50%, 1.75%, come alone or have 4-5 people go with them for 0.50%, and
2-3 people go with them for 2.25%  respectively . The result from Chi-
square test is 0.003, which is less than the significance level 0.05. So there
1s some association between Income and the amount of people that come
along to Burger King.

The relationship between Income and people who go to Burger King with
respondents. (Appendix D, Table D.87)

Most of people who have income below 10,000 Baht, 10,001-15,000
Baht, 15,001-20,000 Baht, 20,001-25,000 Baht, 25,001-30,000 Baht, 30,001-
35,000 Baht, 35,001-40,000 Baht, 40,001-45,000 Baht, 45,001-50,000 Baht
and more than 50,000 Baht go to Burger King with their friends most, which
is 23.25%, 10.50%, 11.00%, 5.25%, 2.75%, 2.00%, 1.50%, 1.00%, come
with their families for 0.50%, come alone or come with boyfriend / girlfriend
or with friends for 1.00% respectively. The result from Chi-square test is
0.000, which is less than the significance level 0.05. So there is association

between Income and people who respondents will go to Burger King with.

63



o~y . w3 - .
St. Gabriel’s Library, Au

The relationship between Income and the menu which people like to order.
(Appendix D, Table D.88)

Most of people who have income below 10,000 Baht, 10,001-15,000
Baht, 15,001-20,000 Baht, 20,001-25,000 Baht, 25,001-30,000 Baht, 30,001-
35,000 Baht, 35,001-40,000 Baht, 40,001-45,000 Baht, 45,001-50,000 Baht
and more than 50,000 Baht like to order Combination (Burger -+ Fries +
Coke) menu, which is 25.75%, 11.75%,12.25%, 5.75%, Separate items for
3.50%, Combination menu for 2.00%, Separate items for 1.25%,
Combination menu for 1.50%, 1.25% and Separate items for 2.00%
respectively. The result from Chi-square test is 0.071, which is more than the
significance level 0.05. So there is no association between income and menu
they prefer.

The relationship between income and the attitude of respondents about
whether Burger King should be improved or not. (Appendix D, Table D.89)

Most of people who have income below 10,000 Baht, 10,001-15,000
Baht, 15,001-20,000 Baht, 20,001-25,000 Baht, 25,001-30,000 Baht, 30,001-
35,000 Baht, 35,001-40,000 Baht, 40,001-45,000 Baht, 45,001-50,000 Baht
and more than 50,000 Baht thinks that Burger King should have some
improvement, which is 30.25%, 13.50%, 14.25%, 6.25%, 4.50%, 3.50%,
2.25%, 2.25%, 1.25% and 3.00% respectively. The result from Chi-square
test 1s 0.278, which is more than the significance level ‘0.05. So there is no

association between Income and attitude towards Burger King.
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The relationship between income and the reason for not considering Burger
King. (Appendix D, Table D.90)

Most of people who have income below 10,000 Baht, 10,001-15,000
Baht, 15,001-20,000 Baht, 20,001-25,000 Baht, 25,001-30,000 Baht, 30,001-
35,000 Baht, 35,001-40,000 Baht, 40,001-45,000 Baht, 45,001-50,000 Baht
and more than 50,000 Baht think that it’s too expensive for 12.25%, far from
home for 6.00%, 7.00%, expensive or far from home for 3.50%, far from
home for 3.00%, expensive for 1.25%, 1.00%, 1.50%, don’t like this kind of
food or far from home for 0.50% and far from home for 1.50% respectively.
The result from Chi-square test is 0.040, which is less than the significance
level 0.05. So there is some association between Income and the reason of

not considering Burger King.
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V. CONCLUSIONS AND RECOMMENDATIONS

5.1 Conclusions

Most consumers will satisfy their hunger by visiting restaurants. The reasons can
be many factors such as the full service provided by those restaurants, a variety of
menus, which are freely selected by consuniers, or they are easily found by consumers
when they go shopping in department stores or super centers.

Fast food comes up to be the second rank. We also found that females prefer to
eat fast food rather than male. The most popular fast food menus are Fried and Grilled
Chicken, Burger & Fries, and Pizza respectively. As we can see that most of fast food
restaurants turn their interest to launch Fries and Grilled Chicken line in order to serve
the increasing demand of consumers.

From the research result, the frequency of fast food consumption is not quite high.
About 41% of all respondents visit the fast food restaurants once a week and about 40%
of all respondents visit fast food restaurants once a month or less than once a month.
May be because of the higher price of fast food products and the trend of “junk food”
perception in consumers’ mind.

From the research result, we found that top of mind brands in consumer’s minds
are as follows: Mc Donald’s, KFC, and Chester Grill respectively. Because of many
factors which lead these brands come into consumers’ mind, for example: good brand
reputation, high level of marketing activities, many branches, adaptation of their menu
to be suit with Thai people, etc.

The main reasons why people visit Burger King are as follows:

(1) Good taste

(2) Convenience in eating because of suitable menu sets

66



(3) Fast service which can effectively satisfy consumers who are in a rush.
Customers can gain the information of Burger King through the following media:

(1) Pass by the Burger King shops; this can indirectly represent the impulse

buying behavior. Therefore, being available in many places may be needed.

(2) Personal sources are another important sources of information. This means

the effectiveness of word of mouth communication.

(3) The third popular source of information is brochure and leaflet, this can also

be represent the impulse buying behavior.

Low frequency rate of visiting fast food restaurants can support the frequency rate
of visiting Burger King. Most of consumers visit Burger King once in a while.
Moreover, they are unspecified the day of visiting. 12.01-15.00 is the time which most
of respondents have visited Burger King. Most of consumers visit Burger King with
their friends approximately 2-3 persons each time. This can be considered that Burger
King is one of their meeting places. Most of consumers order the combination sets from
Burger King as the result that the menus are set suitably with needs of consumers.

The main factors which can affect the purchasing decision of Burger King are as follow:

(1) Services

(2) Environment and Atmosphere in shops

(3) Taste

(4) Location

From the above result, Burger King should pay more attention to these 4 factors in
order to be more effectively encouraged consumers to visit Burger King. Furthermore,
we will look deeply in each of the above factors in order to know that which attribute

has much effect:
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(1)

)

&)

)

Service: Speed of services contributes the highest score in consumer’s mind.
The later ranks are variety of menus provided by shop and politeness of
staff.

Environment and Atmosphere in shops: Not too noisy got the higher score
than Not too crowded

Taste: Burger is considered to be most important followed by Fries and
Drinks respectively

Location: Traveling is the most important attribute which affect consumer’s
purchasing decision followed by number of branches available which is
quite related to traveling attribute. Few branches available or inconvenience

to access the shop may create the switching behavior.

For reasons that the consumers do not consider Burger King:

(h

(2)

)

Far from their home is the first factor, this can be represent the few branches
available for consumers.

Second one is expensive price of food; it 1s more expensive than its main

- competitor, Mc Donald’s.

The third is they don’t like fast food.

5.2 Recommendations

The concept statement “Flame Grill” fitted well with current Burger King image

and perceptions and also fitted well with consumer needs and expectations. People

would like to have a grilled burger — 1t has connotations of low fat and other healthful

and tasty associations. It also serves to differentiate it from competing burger.

Most of respondent were satisfied with the main menu at Burger King and usually

ordered the combination set instead of separate items. Burger king should offer more

combination sets in order to attract more customers.
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The main weaknesses are its higher prices may caused consumers hesitate to
choose Burger King but not big barrier among current customers, who feel they get
value of money. Burger King is known for the superior quality and tastier beef patties,
and the customers think of themselves as more discerning people, who care about
quality of their burgers.

From the research most respondents want Burger King to increase number of
branches available for them therefore they can try or eat products of Burger King.

Environment and atmosphere are the most important factors that the customers
consider. They also like the not too crowd and noise free atmosphere of Burger King as
compare with competitoré. In this respect, it’s appropriately differentiated from
competitors. From this factor, they can draw more adult crowd and working people.

Burger King should have promotion to stimulate the customers on weekdays.
They should offer the discount card that can be used only on weekdays in order to
increase customers on weekdays. Special promotions appealing to the young could be
considered to draw in the families and children.

Most potential customers are students and employed people. Burger King should
have promotion to attract their target groups and they should know the potential
customers and response the customers’ need. The customers will increase. Burger King
would be well advised to fit its products into existing customers rather than change
people’s attitudes. Influenced by friends also play important role. Furthermore,
marketing communications should aim at supplying belief and evaluations that help the |

consumers feel good about their brand choice.
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Brand switching occurs because of many factors. Attention should be given to the

advertising, promotion, increase no. of branches and price. This would reflect changes
in consumer behaviors, as they prefer incentive packages to have brand image.
Burger King must continuously monitor its competitors’ strategies. Then, they have to
be alert to change i what customers want and how competitors are revising their
strategy to meet emerging desires. In practice, Burger King must carefully monitor both
customers and competitors. The sooner Burger King adjust the better they will be able
to compete.

Burger King has their own competitive advantages and disadvantages. Burger
King should know and convert their advantages to become their strength. On the other
hand, they should make the weak point of the competitors to be their strengths.

5.3 Future Research

This research can be furthered in several directions in order to encompass a wider
vicinity of the factors associated with the attitude towards Burger King. Researcher
hopes that the results of findings from this will be useful for the researchers who would
like to study in some others topics about Burger King. More interestingly, future
researchers may apply Product Life cycle theory to Burger King, moreover, they may

employ the framework of this research and apply 1t with the related product.
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APPENDIX A

CHRONOLOGY OF BURGER KING AND HISTORICAL FACT SHEETS
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1954

1957

1958

1961

1963

Burger King Corporation
Historical Fact Sheet

James W. McLamore and David Edgerton co-found BURGER
KING® of Miami, Inc., which became BURGER KING®
Corporation in 1972

McLamore and Edgerton's first restaurant, located at 3090 NW
36th Street, Miami, Florida, sells 18¢ broiled hamburgers and

18¢ milkshakes. BURGER KING® Restaurant offers 12 oz.

regular and 16 oz. large sodas.

WHOPPER® sandwich introduced . . . appears on the menu for

37¢.

Miami-based Hume, Smith and Mickelberry hired as first major
advertising agency. They developed "BURGER KING®, HOME

OF THE WHOPPER®" campaign.

McLamore and Edgerton acquire national and international

franchising rights.

BURGER KING® Corporation goes international . . . two

restaurants open in Puerto Rico.
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1967

1968

1974

1975

1976

1977

1982

1983

The Pillsbury Company acquires BURGER KING® Corporation
as a subsidiary for $18 million.

274 restaurants in operation with a total of 8,000 employees.

Ad agency Batten, Burton, Durstine and Osborne (BBDO) hired
to develop first major promotion "The Bigger The Burger The

Better The Burger."
"HAVE IT YOUR WAY®" campaign created by BBDO.

First European BURGER KING® restaurant opens in Madrid,

Spain. Drive-thru service was introduced.

JWT named as one of BURGER KING® Corporation's

advertising agencies.

2000th BURGER KING® restaurant opens in Hawaii, putting

locations in all 50 states.

BURGER KING® Corporation introduces Bacon Double
Cheeseburger.
Project Battle of the Burgers advertising campaign.

Late-night Drive-Thru introduced.

Salad Bar debuts nationally.
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1985

1986

First on-campus BURGER KING® restaurant opens at
Northeastern University, Boston, Massachusetts.

First mobile restaurant unit, the "Burger Bus" opened by Ohio
franchisee.

UniWorld Group, Inc., named as one of BURGER KING®

Corporation's advertising agencies.

Breakfast debuts nationally with the CROISSAN'WICH® as the
key product.

Self-serve drinks introduced.

Crew Educational Assistance Program (CEAP) established,
providing crew members with $2,000 for post-secondary
education opportunities.

Ground breaking for new World Headquarters site on 114 acres

(building sits on 40 acres) in Miami. Scheduled completion early

1988.

A record 546 new restaurants open worldwide.

4,743 restaurants in operation . . . $4.5 billion in system-wide
sales.

402 international restaurants in 25 countries.

CHICKEN TENDERS® debut.

New breakfast product (French Toast Sticks) introduced

nationally.
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1987

1988

1989

New breakfast product (Bagel Sandwich) introduced to menu.
NW Ayer named as one of BURGER KING® Corporation's

advertising agencies.

New World Headquarters opens on 114-acre site (building sits on
40 acres) in South Dade County, Florida.

Grand Metropolitan PLC acquires The Pillsbury Company and its
subsidiaries, including BURGER KING® Corporation, for $5.79
billion.

BURGER KING® Corporation begins regional rollout of

Chicken International sandwiches.

Hispanic advertising agency Sosa, Bromley, Aguilar &
Associates joins D'Arcy Masius Benton & Bowles, Saatchi &
Saatchi Advertising, and UmWorld Group, Inc., as BURGER
KING® Corporation's advertising and marketing team. BURGER
KING® Corporation launches 10 BURGER KING® Academies
across the U.S., alternative schools for children at risk of
dropping out.

"Sometimes You've Gotta Break The Rules" ad campaign is
introduced.

BURGER KING® Corporation continues European expansion
with conversion of nearly 100 Wimpy counter service restaurants
in the United K ingdom to the BURGER KING® brand. Grand

Metropolitan acquired Wimpy restaurants in the August
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1990

1991

1992

1993

acquisition of UB Restaurants. A total of 200 restaurants were

converted by Summer 1990.

BURGER KING Kids Club program launched nationally. One
million kids register in first two months.

BURGER KING® Corporation introduces BK BROILER®,
flame-broiled chicken sandwich.

BURGER KING® Corporation switches to 100% vegetable oil
for frying French fries.

BURGER KING® Corporation opens a franchised restaurant in

Dresden, East Germany.

"Your Way, Right Away" campaign is launched.
International expansion continues with BURGER KING®

restaurants opening in Budapest, Hungary and Mexico.

BURGER KING® Corporation teams with Disney for the first of
9 promotional theatrical releases tie—ips with the movie giant
featuring the animated films Beauty and the Beast and Pinocchio.
BURGER KING® Corporation opens its first franchised

restaurant in Warsaw, Poland.

BURGER KING® opens its first franchised restaurant in Saudi

Arabia.
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1994

1995

St. Gabriel's Library, Aul

BURGER KING® Corporation becomes the largest single
circulation publisher of children's magazines with the release of
three new magazines, distributed to more than three million
members of its Kids Club program.

First international BURGER KING Academy opens in London,
England.

BURGER KING® Corporation launches the Everyday Value

Menu.

Ammirati & Puris/Lintas named as BURGER KING®
Corporation's general market advertising agency.

"Get Your Burger's Worth™" campaign is launched.

BURGER KING® Corporation teams with Disney for the
blockbuster hit 7/e Lion King.

The BK BROILER®, the BK BIG FISH®, and the hamburger
are increased by more than 50% adding real value to the
customer. BURGER KING® Corporation opens its first
franchised restaurant in Israel, Oman, Dominican Republic, El

Salvador, Peru and New Zealand.
BURGER KING® Corporation opens a record 657 new

restaurants worldwide.

BURGER KING® Corporation enters Paraguay and Turkey
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1996

1997

1998

BURGER KING® Corporation acquires 57 restaurants from
Davgar Inc., making it the single largest purchase of company
restaurants in BURGER KING® history.

The BURGER KING® System employs 300,000 employees
systemwide. BURGER KING® Corporation teams with Disney
for the movie favorite The Hunchback of Notre Dame.

BURGER KING® Corporation announces promotional
partnership with Universal Studios for The Lost World, the sequel

to Jurassic Park.

President Bill Clinton selects BURGER KING® Corporation
work with the White House and identify ways to transition
current welfare recipients mto the work force. BURGER KING®
establishes its welfare-to-work coalition.

BURGER KING® Corporation launched second signature
hamburger sandwich, the BIG KING®.

BURGER KING® Corporation launches its new hotter, crispier,
and tastier french fries with a $70 million marketing campaign,
making it the largest product launch in company history.

Grand Metropolitan, BURGER KING® Corporation's parent
company, merges with Guinness to create a new company called

Diageo, PLC.

BURGER KING® Corporation launches Cini-minis m the U.S.

The product, which features the heart of the cinnamon roll, was
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1999

2000

developed exclusively for BURGER KING®. BURGER KING®
Corporation opens its fiftieth franchised restaurant in Turkey.
BURGER KING® Corporation opens its 10,000th restaurant.

The restaurant is located in Sydney, Australia.

BURGER KING® Corporation conducts second Free Fryday in
U.S. Distributes more than 10 million orders.

BURGER KING® Corporation announces two year alliance with
Nickelodeon's "The Big Help." In Reno, Nevada, BURGER
KING® Corporation announces the "Transformation" of its
restaurants. The Reno prototype restaurant unveils a new image,
new logo, and new kitchen for the entire system.

BURGER KING® Corporation enters Bolivia with the first of 10
franchised restaurants scheduled to open in that country over the
next 3 yeats.

New Franchisee Autogrill opens Italy's first BURGER KING®
restaurant in Milan.

In August, BURGER KING® Corporation introduces its new
advertising campaign that shifts from Food & Music, to live
action. Actor John Goodman is signed as the voice of BURGER

KING®.

In January, BKC opens 100th restaurant in Mexico. In April,

Franchisees endorse the New Image '99 concept for new
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2001

restaurants. BKC switches to 1% lowfat milk in all U.S.
restaurants.

BURGER KING® Corporation unveils new advertising with
Kathleen Tumner's unique voice, and the tagline "Got the Urge?".
The BURGER KING® /McLamore Youth Opportunities
Foundation awards 837 $1,000 scholarships to High School
Seniors in the U.S. BURGER KING® creates Animal Well-
Being Task Force.

New BK CRAVERS™ 99¢ menu launched in August in U.S.

BURGER KING® Corporation names McCann Erickson adult
general market advertising agency of record.

New Under 3 Toddler Toy program rolled out in U.S. The
premiums, developed by SASSY® will feature 16 developmental
toys throughout the year.

BKC breaks ground on new World Headquarters building near

Miami International Airport.

International Location

Asia, Pacific

Republic Korea
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e New Zealand
e Philippines

e Singapore

e Taiwan

¢ Thailand

Latin America and Caribbean
e Argentina
e Aruba
e Bahamas
e Bolivia
e Chile
e CostaRica
e (Curaco
¢ Dominican Republic
e Ecuador
¢ El Salvador
¢ Grand Cayman
e Guatemala

¢ Honduras

e Jamaica
s Mexico
s Panama

e Paraguay
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Europe,Africa and Middle east

Peru

Puerto Rico
St. Maarten
Uruguay

Venezuela

Austria
Bahrain
Denmark
France
Germany
Gibraltar
Hungary
Republic of Ireland
Israel

Italy

Jordan
Kuwait
Lebanon
Malta
Netherlands
Norway

Oman

Poland
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Portugal

Qatar

Saudi Arabia

Spain

Sweden

Switzerland

The United Kingdom
Turkey

United Arab Emirates
Canada

Alberta

British Columbia
Manitoba

Ontario

Quebec
Saskatchewan

Newfoundland
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APPENDIX B

MENU AND PRICE OF BURGER KING, MC DONALD AND KFC
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Table B.1. Menu and Price of Burger King.
No. Menu List Price (Baht)
Everyvday Value Meal:
L (Burger + Regular Fries + 16 Oz. Coke)
1.1 Chicken Crisp Meal 59
1.2 Cheeseburger Meal 59
1.3 Chicken Tenders Meal 59
1.4 Whopper Junior Meal 79
1.5 BK Big Fish Meal 79
1.6 BK Fried Chicken 2 pieces Meal 79
1.7 | BK Broiler Meal 79
1.8 Double Cheeseburger Meal 89
1.9 Chicken Sandwich Meal 89
1.10 Whopper Meal 89
1.11 Chicken Club Meal 99
1.12 Double Whopper with Bacon & Cheese Meal 129
2. Burgers
2.1 Whopper 65
Whopper with Cheese 85
2.2 Whopper Junior 45
Whopper Junior with Cheese 55
23 Double Cheeseburger 69
Double Cheeseburger with Bacon 79
2.4 Hamburger 25
2.5 Cheeseburger 35
3. Chicken / Fish
3.1 BK Broiler 49
3.2 Chicken Sandwich 59
33 Chicken Crisp 29
3.4 Chicken Tender — 4 pieces 35
3.5 Chicken Tender — 8 pieces 35
3.6 BK Fried Chicken — 1 pcs. 29
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Table B.1.

Menu and Price of Burger King. (Continued)

No. Menu List Price (Baht)
| BK Fried Chicken — 2 pcs. 55
BK Fried Chicken — 3 pcs. 75
3.7 BK Big Fish 45 -
4. Big Kids Value Meal
4.1 Hamburger + 12 Oz. Coke + Cone 49
4.2 3 pieces Chicken Tender + 12 Oz. Coke + Cone 49
5. Fries / Onion Rings / Hash Browns
5.1 Fries — Regular 22
Fries — Large 30
Fries — Extra Large 39
5.2 Onion Rings — Regular 35
Onion Rings — Large 45
53 Hash Browns — Regular 30
Hash Browns - Large 39
6 Drinks
6.1 Coke — Regular 22
Coke — Large 26
6.2 Diet Coke Can 22
6.3 Fanta, Sprite — Regular 22
Fanta, Sprite — Large 26
6.4 Orange Juice — Regular 27
Orange Juice — Large 35
6.5 Iced Coffee 27
6.6 Iced Tea 27
6.7 Hot Coffee 20
6.8 Cappucino 27
6.9 Nescafe Au Lait 27
6.10 Nescafe Choc-Olatte 27
6.11 Nescafe Mocha 27
6.12 Espresso 27
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Table B.1. Menu and Price of Burger King. (Continued)
No. Menu List Price (Baht)
6.12 Hot Tea 20
6.13 Mineral Water 15
7. Desserts
7.1 Apple Pie 19
7.2 Cherry Pie 19
7.3 Mix Fruit Pie 19
7.4 Cone 7
7.5 Cone with Chocolate 10
7.6 Plain Sundae 19
7.7 Hot Fudge Sundae 19
7.8 Strawberry Sundae 19
7.9 Pineapple Sundae 19
Table B.2. Menu and Price of Mc Donald.
No. Menu List Price (Baht)
Extra Value Meal :

k (Burger + Medium Fries + 16 Oz. Coke)

1.1 | Mc Nuggets 6 pieces Meal 75

1.2 | Samurai Pork Burger Meal 75

1.3 | Filet-O-Fish Meal 75

1.4 | Mc Chicken Meal 75

1.5 | Double Cheeseburger Meal 85

1.6 | Mc Crispy Meal 85

1.7 | Big Mac Meal 85

2. Saving Set :

2.1 | Hamburger + Small Fries + 16 Oz. Coke 45

2.2 | Pork Burger + Small Fries + 16 Oz. Coke 45

2.3 | Pepper Chicken Burger + Small Fries + 16 Oz. Coke 45
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Table B.2. Menu and Price of Mc Donald. (Continued)

No. Menu List Price (Baht)
2.4 | Pork Burger + 16 Oz. Coke 29
2.5 | Hamburger + 16 Oz. Coke 29
2.6 | Mc Fries Regular + 16 Oz. Coke 29
2.7 | 4 pieces Nugget + 16 Oz. Coke 39
2.8 | Pepper Chicken Burger + 16 Oz. Coke 29
3. | Burger
3.1 | BigMac 55
3.2 | Double Cheeseburger 50
3.3 | Samurai Pork Burger 45
3.4 | Hamburger / Porkburger / Pepper Chicken Burger 19
3.5 | Cheeseburger 27
4. Chicken / Fish
4.1 | Mc Chicken 45
4.2 | Mc Nugget — 6 pieces 45
4.3 | Mc Nugget — 10 pieces 65
4.4 | Mc Nugget — 20 pieces 115
4.5 | Mc Crispy — 1 pieces 29
4.6 | Mc Crispy — 2 pieces 55
4.7 | Mc Crispy — 3 pieces 75
7.8 | Filet-O-Fish 45
5. Happy Meal
4.1 | Hamburger/Pork Burger + 12 Oz. Coke + Premium 55
4.2 | Nuggets 4 pieces./Mc Crispy + 12 Oz. Coke + Premium 59
6. | Fries
6.1 | Fries — Small 22
6.2 | Fries — Medium 30
6.3 | Fries - Large 35
7 | Drinks
7.1 | Coke - Regular 22
Coke — Large 26
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Table B.2. Menu and Price of Mc Donald. (Continued)

No. Menu List Price (Baht)
7.2 | Pineapple Juice (12 Oz.) 27
Pineapple Juice (16 Oz.) 34
7.3 | Iced Coffee (16 Oz.) 26
7.4 | Hot Coffee 20
7.5 | Hot Coffee Mocca/Ole 27
7.6 | Ice Tea (16 Oz.) 26
7.7 | Hot Tea (16 Oz.) 20
7.8 | Milk 10
7.9 | Nestle water 12
8. Desserts
8.1 | Taro Pie 19
8.2 | Sweet Comn Pie 19
8.3 | Pineapple pie 19
84 | Cone 7
8.5 | Chocolate Sundae 19
8.6 | Strawberry Sundae 19
8.7 | Looktarn Sundae 19
8.8 | Mocha Sundae 19
Table B.3. Menu and Price of KFC.
No. Menu List Price (Baht)
1. Value Meal :
1.1 | 5 Nugget + Small Fries + Pepsi 16 Oz. 59
1.2 | 3 Boneless + Small Fries + Pepsi 16 Oz. 59
1.3 | Singer/Filet Burger + Small Fries + Pepsi 16 Oz. 69
1.4 | 2 Fried Chicken + Small Fries + Pepsi 16 Oz. 69
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Table B.3. Menu and Price of KFC. (Continued)

No. Menu List Price (Baht)
1 Fried Chicken + 3 Boneless + Coleslaw + Mash Potato
ho + Pepsi 16 Oz. 7
2 Fried Chicken + 2 Boneless + Small Fries + Mash Potato
Ho + Pepsi 16 Oz. P
2 Fried Chicken + Small Fries + Small Coleslaw
H + Pepsi 16 Oz. ¥
1 Fried Chicken + 3 pieces Boneless + Small Mash Potato
'8 + Small Coleslaw + Pepsi 16 Oz.
1.9 | Pop Corn Chicken + Small Fries + Pepsi 16 Oz. 67
1.10 | 6 Nuggets + Small Fries + Pepsi 16 Oz. 77
2. Burgers
2.1 | Filet Burger 45
2.2 | Singer Burger 45
2.3 | Colonel Burger / BBQ 29
3. Chicken / Fish
3.1 | Nugget — 6 pieces 46
3.2 | Nugget — 10 pieces 67
3.3 | Fried Chicken — 1 piece / 2 pieces 29/56
3.4 | Fried Chicken — 3 pieces / 6 pieces 82/ 160
3.5 | Fried Chicken - 10 pieces / 15 pieces 265/ 385
3.6 | Big Catch Burger 39
4. Set Menu
4.1 | 2 Fried Chicken + 2 Boneless + Regular Pop corn Chicken 99
+ Small Fries
4.2 | 4 Fried Chicken + 5 Boneless + Regular Pop corn Chicken 199
+ Small Mash Potato + Small Coleslaw
6. Eries / Coleslaw / Mash Potato
6.1 | Fries — Small 23
6.2 | Fries — Medium 31
6.3 | Fries — Large 36
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Table B.3. Menu and Price of KFC. (Continued)

No. Menu List Price (Baht)
6.4 | Coleslaw — Small / Large 16/35
6.5 | Mash Potato — Small / Large 16/ 35
7 | Drinks
7.1 | Mirinda/ 7 Up / Pepsi (16 Oz.) 22
7.2 | Mirinda/ 7 Up / Pepsi (22 Oz.) 25
7.3 | Iced Coffee (16 Oz.) 25
7.4 | Iced Coffee (22 Oz.) 30
7.5 | Hot Coffee 20
76 | Iced Tea (16 Oz.) | 25
7.7 | Iced Tea (22 Oz.) 30
7.8 | Iced Chocolate / Milk (16 Oz.) 25
7.9 | Iced Chocolate / Milk (22 Oz.) 30
7.10 | Hot Tea 20
8. Desserts

8.1 | Cone (Vanilla/ Vanilla & Chocolate / Chocolate) 7
8.2 | Cone Dip (with Strawberry / Blueberry) 10
8.3 | Cone Dip with Chocolate 13
8.4 | Nutty Choc/ Rainbow / Choclover 15
8.5 | Sundae (Chocolate / Blueberry) 19
8.6 | Blizzard (Oreo, Kit Kat) 19
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APPENDIX C

QUESTIONNAIRE IN ENGLISH AND IN THAI
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Questionnaire of Burger King

1 am Ms. Sirikarn  Tianpaasook, CEM student of Assumption University. This
questionnaire is useful for my research study. If you spend a spare time to answer, |
would appreciate your co-operation. Your answers will be kept confidential. Thank

you for your kindness.

Please V in the blank or answer the question

1) At most, what kind of food do you eat when you’re hungry?
Instant Food

Frozen Food

Eat at restaurant

Delivery Food

Fast Food

o o o o o

2) What kind of Fast Food do you eat?
0 Fried / Grilled Chicken
0 Pizza

0 Burger & Fries

4

Others (Please mention) ....................

3) How often do you eat Fast Food?
At least 4 days / week
Around 2-3 days / week

One time per week

o o o o

One time per month or less than it.

4) What is your favorite Fast Food?
0 Mc Donald

Burger King

Chester’s Grill

KFC

Pizza Hut

o 0O o a d

The Pizza Company
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5) Which burger restaurants do you like most?
U Burger King
0 Mc Donald

6) How do you know Burger King?
Word of mouth

Pass by

Magazine & Newspaper
Radio

Brochure & Leaflet

U o o

Others (Please mention) ................................

7) What is the reason that you choose Burger King?
O Good taste

In rush / hurry

Want to eat something easy

Want self service

Make appointment

Relax

Reading

Want to kill the time

e U e o R oo A

Others (Please mention) .........................

8) Which day do you prefer to go to Burger King?
0 Monday - Friday
0 Saturday - Sunday
O Public Holiday
O Not Specify
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9) What time do you prefer to go to Burger King?

0o 9.00-12.00
0 12.01 -15.00
0 15.01-18.00
O 18.01-21.00
0O 21.01-24.00

10) How often do you go to Burger King?
0 More than 1 time per week

1 time per week

3 times per month

2 times per month

1 time per month

O O 0O o o

Once in a while

11) How many people come along with you to Burger King?
0 Come alone
O 2-3 people
O 4-5 people
O More than 5 people

12) Who do you prefer to go with?
0 Alone

Family

Boyfriend / Girlfriend

Friends

0 R I

Colleagues

13) What would you like to order?
0 Combination (Burger + Fries + Drink)

0 Separate items
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14) How do you think these factors effect you to choose Burger King?

14.1 Location
1) Traveling
2) Parking
3) Number of branch

14.2 Services
1) Politeness of staff
2) Speed of service

3) Variety of menu

14.3 Taste
1) Burger
2) Fries
3) Deserts
4) Drinks

14.4 Components of restaurant
1) Convenient seat
2) Table size
3) Rest room
4) Play area
5) Enough light
6) Music

7) Television

14.5 Circumstance
1) Not too crowed

2) Not too noisy
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(0 Most
(0 Most
00 Most

0 Most
(0 Most
0 Most

U Most
0 Most
0 Most
0 Most

J Most
U Most
O Most
O Most
O Most
0 Most
0 Most

(1 Most
O Most

0 Medium
0 Medium
0 Medium

O Medium
O Medium
0 Medium

0 Medium
0 Medium
0 Medium.
O Medium

0 Medium
[0 Medium
0 Medium
0 Medium
0 Medium
O Medium
0 Medium

0 Medium
0 Medium

O Few
O Few
O Few

O Few
U Few
O Few

O Few
O Few
0 Few
0 Few

O Few
U Few
0 Few
O Few
0 Few
U Few
O Few

O Few
O Few



14.6 Promotion

1) Premium toys [0 Most
2) Discount [0 Most
3) Coupon O Most
4) Point Collection O Most
14.7 Price 0 Most

(0 Medium
0 Medium
0 Medium
0 Medium

0 Medium

15) Do you think that Burger King should be improved or not?

O No

O Yes (can choose more than 1)

(@]

(@]

(@]

Taste

Service

Location

Price

Component of restaurant
Promotion

Variety of menu

Others (please mention).........c.c.oovveieiiniininennnn.

16) What is the reason for not considering Burger King?

+ [0 Not tasty

(0 Expensive

0 Don’t like this kind of food

0 Far from home

Thank you very much for your cooperation
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General Information

17) Gender
0 Male

18) Age
0 <20 years
0 26 — 30 years
0 36 — 40 years

19) Education
O Primary school
00 Diploma
[0 Master Degree

20) Occupation
O Student
0 Teacher / Instructor
O Employee
O Housewife

O Others (please mention)

21) Income / month
0 Below 10,000 Baht
0 15,001 - 20,000 Baht
0 25,001 — 30,000 Baht
0O 35,001 - 40,000 Baht
0 45,001 — 50,000 Baht

22) Marital Status
O Single/ Divorce
0 Married with child / children

98

o o ao o g

Female

21 —25 years
31 —35 years

> 40 years

Secondary school
Bachelor Degree

Doctorial Degree

Clerk / Sales / Secretary / Officer
Businessman / Business owner
Bureaucracy

Free lance

10,001 — 15,000 Baht
20,001 — 25,000 Baht
30,001 — 35,000 Baht
40,001 — 45,000 Baht
More than 50,000 Baht

Married



= s a s ! ¢ a
II‘U‘U@'@‘UQnJﬂ'Jnlﬂﬂl‘ﬁullﬂtﬂﬂuﬂﬂﬁi@ﬂ15!'3@?]51]1]58W1Hﬂ1ﬁ15ﬁ%,1uulﬂlﬂﬂi i3

I g ' £ o Aw & <« a Y a e ' A Y
suyaeunniuiidumiumiivesmsiiBuses  “woAnssudusInahiinanemsidensuilszniu
a'y d a ar = . .
91113 NI 1weaines As venindny1SyanIn amz Computer and Engineering Management

@ 9/

= o w I o ' o =
UMIINuIaue gy ey m%umammnzmmmiummamm‘uﬁa‘umunm’l’amuﬂ’nmﬂuma

¥ k3
f%B193 NFUINUAT0IMTY v ugeahs

1) Taind mudensuilszmueimsisunnla Yooiiga ?
o o
(1 ammsdusegy

vod
DIHITUBUU

OJ

o Ay
suilseniunsiues

OJ

o o o o
Feomsusullsemuntiu

OJ

O ownsvhadga

2) omsvhadiaszan nuihudonsudsemu Jeuiiga 7
[ vhaddadszian Tanes/lnt
[ e

O vhaddalszion wemnes

]

U (TUIATEY o

3) vusulszmuemsvhadia Taomio vooud lny ?
O wnndt 4 sesodland
0 23 afwedand
0 daniazade

- o’/‘ = 9 1 5
[] wWwouaznswmsotaunINiu

4) $ila Avilsudsemve s ’U"E)U‘ﬁﬁﬂ ?
O wualeiiad
O weomes A

[wmaes n3a

1A 1ol &

W1 8

[ R I I B A B

mey Ny Audedl

99



5) $wemsvhadiadszinnuaines $ula Ay seunniiga?
3 7 a
U wesines As

O uualeniaa

v a d a T
6) Muidnduweines A 1dedials?
4 oA

Q14 30 INoY

v =3
HIUUTINU

O

O

O devens / wiladehun
U 9y

O ueudiy /7 ludany

O

1 ) (TUSATZY) o

' A o 1 s a . (7
7) vhudeniudszmiuemisiiweinos AL wsIzingla
U savnosou

a =3 as
Y3555 Hiule
k7 as 1
AodmMsSUUsTmueIms 19
¥OULTNITAUIDY
UTTYIMMA FUIUATHOUAAIY

¥ @ A
DIUNUITD

O 0Ooo00adad

Foamsainnan

]

U ) (TUTATEY) o

8) vy Fuuvoines A Tula veuiige ?
O Juduns— Jugns
O Swms — Juonad
O Sungaindagny
(1 aiszy

9) vl Sruveines Avnanle Youiiga ?

L] 9.00—12.00u.

0 12.01—15.00 4.
U 15.01-—18.00u.
U 18.01—21.00u.
U 21.01 —24.00u.

100



100 vull Fruwemnes As Tamnds Yoous luu ?

3
O winnat 1 asesodlenv

3
o r'd %
Tila1vinznsa
A i
Houay 3 AT
u >
Wouax 2 A9

A 2
IPIDUDZATI

O o0oo0oogd

3
UTU 9 AT

1) vl uweined As Taumde fnu?
O awaed
[0 2—3mu
[0 4—5mu
0

11ANI71 S MU

12) 'l Fuwemes A dulas ‘U'?JEJ‘?;:(I?! ?
O auaed

ATOUAITI

nu

&
tWou

O oo d

U IVATU

13) vmudendsormisuuylvy Joviga ?
O omwnsya (twemnos + msuswsie + insoadw)

[ daanuy

s . dde a T [ v a ar 'y Jd a U
14) thtunamivoninvasomulumsdaauludoniudsemuomisiduweinod fe 001415 ?

¥
as

14.1 apIuUNAa

1) MsAuUNN . Own 0 1unans (1 100
2) NIvATn (] (7 1unaa (] dou ‘
3) U1 O v 0 1hunang [ vdou

101



142 M5UINT
1) MITEINVBINUANY
o a
2) aNIIATIIUMSUTMS

3) ANUNAINNAYVDUNY

143 SAFIADINIG
o
1) 1weines
2) wmyugs
3) YPIHNY

A A
4) 1H509RU

144 amszrpUueIdIue Mg

1) YUIAVDINU

2) YUY TR

3) Ao

o v

4) audnau

5) ANES

6) AUAT

7) Insvimd

14.5 AN NIIAADY
D auliuiunn

2) 1@ hidnin

14.6 50MIAUATUNITVIY
. 2
1) vpuaULANTD
2) druan
3) gios

4) MsazauuA

147 1M

102

[nn
Lnn
BEGH

] un
WENL

RN

Lan

U wn
U wn
U wn
U un
O wn
U wn
U wnn

WEH
[aun

U wn
HEGH
U wun
U wun

[ un

(] drunans
(1 dhunas

(1 dhunas

(J 1hunans
J 1unans
1 1hunang

L] 1hunans

0 thunais
J thunaa
[ Yhunans
L 1hunans
U thunans
[ dhunans

[ 1hunans

(1 1unais

L 1hunais

1 1hunang
(1 ahunans
[ 1hwunans

L] ahunais

U 1dhunpans

(1 tou



15) ufianuenes As aisUsuys Samseli?
O hidesilSuilga dwlilnevdo 16)
U awsdSudys gdenmeuldunnnii 1 4o)

O AMADINIS

MIVIMI

a0 ud

5IM

dmtlsznovvesduomis

FWMIAUATUNITUVIY

ANUNAINUDIYYDUHY

O O 0O 0 O 0 o

51 A AUIATEY) o

100 ¥i'luiniSahidens visemuomis i mweinos fis ?
O saa luesow
U sumg
O ivevermsilszinni
0

a8 v
aaungs lnanntu

vouRNNIMUHIRAIN WiplumsneuLU VAR UIM

103



17) Wl
(1 ¥e (] wgya
18) 019
[1 én31209) 0 21—253
[0 26—301 [0 31—351
[ 36—401 [] 407 3ual
19) sERUMIANEIgagavseTuiIdsdnyeg
[ dszaudny [ droudnwn
0 eydlSayan [ Syaas
[ JSgygnln O J5wysyen
20) D1FW
(] inGou/1indawn (] winauusim
[J ng/e156 [1 dngshn /rvesfonts
(1 gndaswiu [T dhsenis / winawsgimuna
(] agifhu [1 o1dwdase
(7 819 (TUTATEY) .ot
21) 11u'lAdIudIveInIuABIABY
[] v¥eund 10,000 U1 (0 10,001 — 15,000 VN
[J 15,001 — 20,000 YN (] 20,001 — 25,000 UM
[ 25,001 — 30,000 1M [] 30,001 — 35,000 U1
[] 35,001 -— 40,000 11N (] 40,001 — 45,000 YN
(] 45,001 — 50,000 1N (] 171121 50,000 1N
22) ANIUMNTUTE
(1 Taa / vien O umeau

O sdsnuuay Syas

104



APPENDIX D

TABLES OF RESEARCH RESULT
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Table D.3.  The Percentage of Education (Question No. 19).

Education Frequency Percentage
Primary school 3 0.8
Secondary school 13 33
Diploma 10 2.5
Bachelor Degree 317 79.3
Master Degree 57 14.3
Doctorial Degree 0 0
Total 400 100.0

Table D.4.  The Percentage of Occupation (Question No. 20).

Occupation Frequency Percentage
Student 177 443
Clerk / Sales / Officer 114 28.5
Teacher / Instructor 1 0.3
Businessman 16 4.0
Employee 75 18.8
Bureaucracy 1 0.3
Housewife 2 0.5
Freelance 6 1.5
Others 8 2.0
Total 400 100.0
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Table D.5. The Percentage of Income/month (Question No. 21).

Income / month Frequency Percentage
Below 10,000 Baht 151 37.8
10,001 — 15,000 Baht 64 16.0
15,001 — 20,000 Baht 75 18.8
20,001 — 25,000 Baht 33 8.3
25,001 — 30,000 Baht 25 6.3
30,001 — 35,000 Baht 14 35
35,001 — 40,000 Baht 9 2.3
40,001 — 45,000 Baht 10 2.5
45,001 — 50,000 Baht 5 1.3
More than 50,000 Baht 14 35
Total 400 100.0

Table D.6. The Percentage of Marital Status (Question No. 22).

Marital Status Frequency Percentage
Single / Divorce 360 90
Married 29 7.3
Married with Child / 11 2.8
Children
Total 400 100.0

108




Table D.7.  Percentage of Food That Respondents Eat When They’re Hungry
(Question No. 1).

What Kkind of food do you
Frequency Percentage

eat when you’re hungry?
Instant Food 58 14.5
Frozen Food , 11 2.8
Eat at restaurant 175 43.8

| Delivery Food 50 12.5
Fast Food 106 26.5
Total 400 100.0

Table D.8.  Percentage of Kind of Fast Food Which Respondents Usually Eat
(Question No. 2).

What kind of fast food do
Frequency Percentage
you eat ?

Fried / Grilled Chicken 159 39.8
Pizza 89 22.3
Burger & Fries 129 32.3
Others 23 5.75
Total 400 100.0
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Table D.9. Percentage of How Often Which Respondents Eat Fast Food

(Question No. 3).

How often do you eat

Frequency Percentage
Fast Food?

At least 4 days / week 10 2.5
Around 2-3 days / week 60 15.0
One time per week 167 41.8
One time per month or less 163 40.8
than it.

Total 400 100.0

Table D.10.  Percentage of Favorite Fast Food Which Respondents Prefer

(Question No. 4).

What is your favorite

Frequency Percentage
Fast Food?
Mc Donald 165 41.3
Burger King 31 7.8
Chester’s Grill 68 17.0
KFC 74 18.5
Pizza Hut 27 6.8
The Pizza Company 35 8.8
Total 400 100.0
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Table D.11.  Percentage of Favorite Burger Restaurant Which Respondents Prefer

(Question No. 5).

What is burger restaurant

Frequency Percentage
do you like most?
Burger King 118 29.5
Mc Donald 282 70.5
Total 400

100.0

Table D.12.  Percentage of Getting Know Burger King by Respondents

(Question No. 6).

How do you know

Frequency Percentage
Burger King?
Word of mouth 99 24.8
Pass by 192 48.0
Magazine & Newspaper 30 7.5
Radio 5 1.32
Brochure & Leaflet 49 12.3
Others 25 6.3
Total 400 100.0
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Table D.13.  Percentage of Reason That Make Respondents Choose Burger King

(Question No. 7).

What is the reason that

Frequency Percentage
you choose Burger King?
Good taste 136 34.0
In rush / hurry 61 15.3
Want to eat something easy 96 24.0
Want self service 10 2.5
Made appointment 27 6.8
Relax 7 1.8
Reading 3 0.8
Want to kill the time 38 9.5
Others 22 5.5
Total 400 100.0

Table D.14. Percentage of Day That Respondents Prefer to Go to Burger King

{Question No. 8).

Which day do you prefer

Frequency Percentage
to go to Burger King?
Monday — Friday 33 13.3
Saturday - Sunday 90 22.5
Public Holiday 34 8.5
Not Specify 223 55.8
Total 400 100.0
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Table D.15.  Percentage of Time That Respondents Prefer to Go to Burger King
(Question No. 9).

What time do you prefer
Frequency Percentage
to go to Burger King?
9.00-12.00 17 43
12.01 - 15.00 148 37.0
15.01 - 18.00 99 24.8
18.01 —21.00 128 32.0
21.01 - 24.00 8 2.0
Total 400 100.0

Table D.16.  Percentage of Frequency That the Respondents Go to Burger King
(Question No. 10).

How often do you go to
Frequency Percentage
Burger King?
More than 1 time per week 6 1.5
1 time per week 34 8.5
3 times per month 15 3.8
2 times per month 22 5.5
1 time per month 83 20.8
Once n a while 240 60.0
Total 400 100.0
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Table D.17. Percentage of Number of People Who Come Along with the
Respondents to Go to Burger King (Question No. 11).

How many people come
along with you to Frequency Percentage
Burger King?
Come alone 55 13.8
2 — 3 people 257 64.3
4 — 5 people 77 19.3
More than 5 people 11 2.8
Total 400 100.0

Table D.18.  Percentage of Person That the Respondents Prefer to Go with
(Question No. 12).

Who do you prefer to
Frequency Percentage
go with?
Come alone 37 9.3
Family 64 16.0
Boyfriend / Girlfriend 55 13.8
Friends 232 58.0
Colleagues 12 3.0
Total 400 100.0
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Table D.19. Percentage of Menu Which Respondents Like to Order

(Question No. 13).

What would you like

Frequency Percentage
to order?
Combination (Burger + 262 65.5
Fries + Coke)
Separate Items 138 34.5
Total 400 100.0
Table D.20.  Statistics of Location (Question No. 14.1).
Location Mean S.D.
Traveling 2.40 0.67
Parking 2.05 0.78
No. of branch 228 0.78
Total 2.2283 0.5550
Table D.21.  Statistics of Services (Question No. 14.2).
Services Mean S.D.
Politeness of Staff 2.42 0.62
Speed of service 2.47 0.62
Variety of menu 2.44 0.62
Total 2.4428 0.4726

115




Table D.22.  Statistics of Taste (Question No. 14.3).

Taste Mean S.D.
Burger 2.66 0.53
Fries 2.38 0.63
Desserts 2.03 0.66
Drinks 2.05 0.64
Total 2.2806 0.4420

Table D.23.  Statistics of Components of Restaurant (Question No. 14.4).

Components of restaurant Mean S.D.
Convenient seat 2.38 0.58
Table size 2.23. 0.57
Rest room 2.25 0.64
Play area 1.57 0.68
Enough Light 2.17 0.59
Music 2.12 0.67
Television 1.86 0.66
Total 2.0821 : 0.3841
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Table D.24.  Statistics of Circumstance (Question No. 14.5).

Circumstance Mean S.D.
Not too crowed 2.41 0.60
Not too noisy 2.44 0.59
Total 2.4225 0.5498
Table D.25.  Statistics of Promotion (Question No. 14.6).

Promotion Mean S.D.
Premium toys 47 0.67
Discount 336 0.72
Coupon 2.26 0.69
Point Collection 1.88 0.76
Total 2.0681 0.5324

Table D.26.  Statistics of Price (Question No. 14.7).
Price Mean S.D.
Price 242 0.59
Total 242 0.59
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Table D.27.  Statistics of All Factors (By group).

Factors Mean S.D.
Location 2.2283 0.5550
Services 2.4428 0.4726
Taste 2.2806 0.4420
Components of restaurant 2.0821 0.3841
Circumstance 2.4225 0.5498
Promotion | 2.0681 0.5324
Price 2.42 0.59

Table D.28.  Percentage of People Who Think Burger King Should Improved or Not
(Question No. 15).

Do you think Burger King
Frequency Percentage
should improved or not?
No 76 19.0
Yes 324 81.0
Total 400 100.0
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Table D.29. Percentage of Factors Which Respondents Think Burger King Should
Improved (Question No. 15).

What do you think Burger
Frequency Percentage

King should be improved?

Taste 54 16.67
Services 46 14.20
Location 174 53.70
Price 160 49.38
Components of restaurant 33 10.19
Promotion 126 38.89
Variety of menu 109 33.64
Others 24 7.41
Total 324 100.0

Table D.30.  Percentage of Reasons for Not Considering Burger King
(Question No. 16).

What is the reason for not
Frequency Percentage

considering Burger King?

Not tasty 69 17.2
Expensive 119 29.8
Don’t like this kind of food 70 17.5
Far from home 142 35.5
Total 400 100.0
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Table D.31  The Relationship between Gender and Type of Food People Eat When
Hungry (Pearson Chi-Square 0.018).

1. At most, what kind of food do you eat when
you're hungry?
Gender Instant | Frozen Eatat |Delivery| Fast Total
Food Food |restaurant| Food | Food
17 4 55 23 52 151
Male
4.25% 1.00% 13.75% | 5.75% | 13.00% | 37.75%
41 7 120 27 54 249
Female
10.25% 1.75% 30.00% | 6.75% | 13.50% | 62.25%
58 11 175 50 106 400
Total
14.50% | 2.75% 43.75% [12.50% | 26.50% | 100.00%

Table D.32.  The R elationship b etween G ender and K ind o f Fast F ood T hat P eople
Eat (Pearson Chi-Square 0.018). ~

2. What king of Fast Food do you eat?
. Others Others
FrI.Ed / . Burger - Others Others — - Made Others Others Other.s
Gender Grilled Pizza 4 . ? . - . - Thai Total
. & Fries Dunkin - Fruit Hashiban to - Rice
Chicken Noodle Food
donut order
Male 44 33 65 5 1 - - 1 2 - 151
11.00% 8.25% 16.25% 1.25% 0.25% - - 0.25% 0.50% - 37.75%
Female 115 56 64 6 1 1 3 2 1 249
28.75% 14.00% 16.00% 1.50% - 0.25% 0.25% 0.75% 0.50% 0.25% 62.25%
Total 159 89 129 i1 1 1 1 4 4 1 400
39.75% 22.25% 32.25% 2.75% 0.25% 0.25% 0.25% 1.00% 1.00% 0.25% 100.00%
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Table D.33. The Relationship between Gender and Frequency of Eating Fast Food by
Respondents (Pearson Chi-Square 0.005).

3. How often do you eat fast food?
Atleast4 d Around 2-3 | One time per One time per
Gender as ays u P month or less | Total
/ week days / week week .
than it
Male 7 23 74 47 151
1.75% 5.75% 18.50% 11.75% 37.75%
Female 3 37 93 116 249
0.75% 9.25% 23.25% 29.00% 62.25%
Total 10 60 167 163 400
2.50% 15.00% 41.75% 40.75% 100.00%

Table D.34. The Relationship between Gender and the Favorite Fast Food Brand
(Pearson Chi-Square 0.053).

4. What is your favorite fast food?
Gender Di\g;l d B;{l;‘f;l‘ Chésrtﬂelr's KFC |Pizza Hut gg;l;iazz; Total
Male 58 19 20 32 10 12 151
14.50% | 4.75% 5.00% 8.00% 2.50% 3.00% | 37.75%
Female 107 12 48 42 17 23 249
26.75% | 3.00% 12.00% | 10.50% | 4.25% 5.75% | 62.25%
Total 165 31 68 74 27 35 400
41.25% | 7.75% 17.00% | 18.50% | 6.75% 8.75% 1100.00%
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Table D.35. The Relationship between Gender and Comparable of Burger King and
Market Leader As MC Donald (Pearson Chi-Square 0.435).

5. Which burger restaurants do you like most?

Gender Burger King Mc Donald Total
Male 48 103 151
12.00% 25.75% 37.75%
Female 70 179 249
17.50% 44.75% 62.25%
Total 118 282 400
29.50% 70.50% 100.00%

Table D.36. The Relationship between Gender and Source of Information Makes
People Know Burger King (Pearson Chi-Square 0.536).

6. How do you know Burger King?

Gender \?/n(:)rudﬂ(: f Pass by Mag;Z“le Radio grgzl:ﬁ:; Others | Total
Newspaper ’

Male 37 68 12 2 18 14 151
9.25% | 17.00% 3.00% 0.50% 450% | 3.50% | 37.75%

Female 62 124 18 3 31 11 249
15.50% | 31.00% 4.50% 0.75% 7.75% 2.75% | 62.25%

Total 99 192 30 5 49 25 400
24.75% | 48.00% 7.50% 1.25% | 12.25% | 6.25% |100.00%
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Table D. 37. The Relationship between Gender and the Reason of Choosing Burger
King by Respondents (Pearson Chi-Square 0.236).

7. What is the reason that you choose Burger King?

Want to What ‘Want
Gender Good In rush eat' self Made Relax |Reading to kill Others| Total
taste |/ hurry|something . lappointment the
service .
easy time
Male 53 22 40 7 11 2 1 8 7 151

13.25%| 5.50% | 10.00% | 1.75% 2.75%  [0.50%| 0.25% [2.00% 1.75% | 37.75%

Female 83 39 56 3 16 5 2 30 15 249

20.75%} 9.75% | 14.00% | 0.75% 4.00% |1.25%] 0.50% |7.50%}|3.75% | 62.25%

Total 136 61 96 10 27 7 3 38 22 400

34.00%|15.25%| 24.00% | 2.50% 6.75% 1.75%| 0.75% {9.50%] 5.50% |100.00%

Table D. 38. The Relationship between Gender and the Preferable Day for
Respondents to Go to Burger King (Pearson Chi-Square 0.221).

8. Which day do you prefer to go to Burger King?
Monday - | Saturday - Public .
Gender Friday i dny Holiday Not Specify Total
Male 26 31 15 79 151
6.50% 7.75% 3.75% 19.75% 37.75%
Female 27 59 19 144 249
6.75% 14.75% 4.75% 36.00% 62.25%
Total 53 90 34 223 400
13.25% 22.50% 8.50% 55.75% 100.00%
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Table D. 39. The Relationship between Gender and Preferable Time for Respondents
to Go to Burger King (Pearson Chi-Square 0.082).

9. What time do you prefer to go to Burger King?
Gender |9.00-12.00}12.01-15.00|15.01-18.00 | 18.01-21.00 | 21.01-24.00 | Total
Male 8 49 34 54 6 151
2.00% 12.25% 8.50% 13.50% 1.50% 37.75%
Female 9 99 65 74 2 249
2.25% 24.75% 16.25% 18.50% 0.50% 62.25%
Total 17 148 99 128 8 400
4.25% 37.00% 24.75% 32.00% 2.00% 100.00%
Table D.40. The Relationship between Gender and the Frequency of Going to Burger
King per Month (Pearson Chi-Square 0.012).
10. How often do you go to Burger King?
Gender| i pr 1 meper 3mee | 3tmes | 1 time [0l g
Male 5 15 5 12 38 76 151
1.25% 3.75% 1.25% 3.00% 9.50% | 19.00% |37.75%
Female 1 19 10 10 45 164 249
0.25% 4.75% 2.50% 2.50% 11.25% |41.00% | 62.25%
Total 6 34 15 22 83 240 400
1.50% 8.50% 3.75% 5.50% | 20.75% |60.00% |100.00%
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Table D.41. The Relationship between Gender and the Amount of People that Come
Along to Burger King with Respondents
(Pearson Chi-Square 0.001).

11. How many people come along with you to Burger King?
More than
Gender | Come alone | 2-3 people | 4-5 people 5 people Total
Male 33 93 20 5 151
8.25% 23.25% 5.00% 1.25% 37.75%
Female 22 164 57 6 249
5.50% 41.00% 14.25% 1.50% 62.25%
Total 55 257 77 11 400
13.75% 64.25% 19.25% 2.75% 100.00%

Table D.42. The Relationship between Gender and People Who Go to Burger King
with Respondents (Pearson Chi-Square 0.001).

12. Who do you prefer to go with?
. Boyfriend / .
Gender Alone Family Girlfriend Friends |Colleagues| Total

Male 26 22 22 81 2 151

6.50% 5.50% 5.50% 20.25% 0.50% 37.75%
Female 11 40 33 155 10 249

2.75% 10.00% 8.25% 38.75% 2.50% 62.25%
Total 37 62 55 234 12 400

9.25% 15.50% 13.75% 58.50% 3.00% {100.00%
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Table D.43. The Relationship between Gender and the Menu Which People Like to
Order (Pearson Chi-Square 0.374).

13. What would you like to order?
Gender Coml;j;z:iinc((l)}l:legger * Separate items Total
Male 103 48 151
25.75% 12.00% 37.75%
Female 159 90 249
39.75% 22.50% 62.25%
Total 262 138 400
65.50% 34.50% 100.00%

Table D.44. The Relationship between Gender and the Attitude of Respondents
About Whether Burger King Should Be Improved or Not
(Pearson Chi-Square 0.029).

15 Do you think that Burger King should be improved or not?
Gender No Yes Total

Male 37 114 151
9.25% 28.50% 37.75% -

Female 39 210 249
9.75% 52.50% 62.25%

Total 76 324 400
19.00% 81.00% 100.00%
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Table D.45. The Relationship between Gender and the Reason for Not Considering
Burger King (Pearson Chi-Square 0.221).

16 What is the reason for not considering Burger King?
Not Don't like Far
Income / month tasty Expensive | this kind from Total
of food home
Male 32 50 23 46 151
8.00% 12.50% 5.75% 11.50% 37.75%
Female 37 69 47 96 249
9.25% 17.25% 11.75% 24.00% 62.25%
Total 69 119 70 142 400
17.25% 29.75% 17.50% 35.50% | 100.00%

Table D.46. The Relationship between Age and Type of Food People Eat When
Hungry (Pearson Chi-Square 0.015).

1. At most, what king of food do you eat when you're hungry?
Age Instant | Frozen Eat at Delivery | Fast Total

Food Food | restaurant| Food Food

below 20 years 10 - 20 8 15 53
2.50% - 5.00% 2.00% 3.75% | 13.25%

21-25 years 29 4 91 33 63 220
7.25% 1.00% 22.75% 8.25% | 15.75% | 55.00%

26-30 years 9 5 37 5 12 68
2.25% 1.25% 9.25% 1.25% | 3.00% | 17.00%

31-35 years 5 - 20 3 12 40
1.25% - 5.00% 0.75% 3.00% | 10.00%

36-40 years 1 1 5 1 4 12
0.25% 0.25% 1.25% 0.25% 1.00% | 3.00%

over 40 years 4 1 2 - - 7
1.00% 0.25% 0.50% - - 1.75%

Total 58 11 175 50 106 400
14.50% | 2.75% 43.75% 12.50% | 26.50% | 100.00%
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Table D.47.

The Relationship between Age and Kind of Fast Food That People Eat
(Pearson Chi-Square 0.000).

2. What king of Fast Food do you eat?

Others Others
Fried / Burger - Others Others
R . - Others | Others - Others .
Age Grilled Pizza & Dunkin | - Fruit | Hashiban Made N Ric - Thai Total
Chicken Fries d“" ! ! to Noodie | ~ € Food
onut
order
below
20 18 13 18 1 - - - - 3 - 53
ears
4.50% 3.25% 4.50% 025% - - - - 0.75% - 13.25%
2125 ) gy 50 69 5 ! ; ) 2 | - 220
years
23.00% | 12.50% | 17.25% | 1.25% 0.25% - - 0.50% | 025% - 55.00%
26-30 29 13 23 1 . - 1 - - 1 68
years
7.25% 3.25% 575% 0.25% - - 0.25% - - 0.25% ) 17.00%
33544y 8 17 1 3 . . - ) . 40
years
3.50% 2.00% 4.25% 0.25% - - - - - - 10.00%
36-40 4 3 i 3 ¢ : . ] - . 12
years
1.00% 0.75% 0.25% 0.75% - - - - - - 3.00%
over
40 2 2 1 - - 1 - i - - 7
ears
0.50% 0.50% 0.25% - - 0.25% - 0.25% - - 1.75%
Total 159 89 129 11 1 1 1 4 4 i 400
39.75% | 22.25% | 32.25% | 2.75% 0.25% 0.25% 0.25% 1.00% 1.00% | 0.25% | 100.00%
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Table D. 48. The R elationship b etween A ge and Frequency of E ating Fast Food by
Respondents (Pearson Chi-Square 0.172).

3. How often do you eat fast food?

One time
At least Around Oﬁe time per
Age 4 days / 2-3 days / month Total
per week
week week or less
than it

below 20 years 2 6 27 18 53

0.50% 1.50% 6.75% 4.50% 13.25%
21-25 years 4 40 86 90 220

1.00% 10.00% 21.50% 22.50% 55.00%
26-30 years 2 J 36 21 68

0.50% 2259 9.00% 5.25% 17.00%
31-35 years 1 &) 12 22 40

0.25% %500 3.00% 5.50% 10.00%
36-40 years 1 - 3 , 8 12

0.25% - 0.75% 2.00% 3.00%
over 40 years - - 3 4 7

- - 0.75% 1.00% 1.75%

Total 10 60 167 163 400

2.50% 15.00% 41.75% 40.75% 100.00%
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Table D.49.  The Relationship between Age and the Favorite Fast Food Brand
(Pearson Chi-Square 0.124).

4. What is your favorite fast food?

The
Mec Burger | Chester's Pizza .
Age Donald | King Grill KFC Hut Pizza Total
Company
below20 |, 1 10 8 5 3 53
years
525% | 0.25% | 2.50% | 2.00% | 1.25% | 2.00% | 13.25%
21-25 90 17 38 39 17 19 220
years
22.50% | 4.25% | 9.50% | 9.75% | 425% | 4.75% | 55.00%
26-30 25 9 9 17 4 4 68
years
6.25% | 2.25% | 2.25% | 4.25% | 1.00% | 1.00% | 17.00%
31-35 22 1 6 7 1 3 40
years
550% | 025% | 1.50% | 1.75% | 025% | 0.75% | 10.00%
36-40 6 3 1 1 ; 1 12
years
150% | 0.75% | 025% | 0.25% | - 0.25% | 3.00%
over 40 1 s 4 9 > ) 7
years
0.25% : 1.00% | 050% | - . 1.75%
Total 165 31 68 74 27 35 400
41.25% | 7.75% | 17.00% | 18.50% | 6.75% | 8.75% | 100.00%
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Table D.50. The Relationship between Age and Comparable of Burger King And
Market Leader as Mc Donald (Pearson Chi-Square 0.028).

5. Which burger restaurants do you like most?

Age Burger King Mc Donald Total
below 20 years 9 44 53
2.25% 11.00% 13.25%
21-25 years 62 158 220
15.50% 39.50% 55.00%
26-30 years 26 42 68
6.50% 10.50% 17.00%
31-35 years 16 24 40
4.00% 6.00% 10.00%
36-40 years 5 7 12
1.25% 1.75% 3.00%
over 40 years - 7 7
- 1.75% 1.75%
Total 118 282 400
29.50% 70.50% 100.00%
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Table D.51. The Relationship between Age and Source of Information Makes People
Know Burger King (Pearson Chi-Square 0.076).
6. How do you know Burger King?

Word Magazine Brochur

Age of Pass by & Radio ® | Others | Total
& Leaflet

mouth Newspaper
below
20 13 24 7 1 4 4 53
years

3.25% | 6.00% 1.75% 0.25% 1.00% 1.00% | 13.25%
21-25 66 94 14 2 31 13 | 22
years

16.50% | 23.50% 3.50% 0.50% 7.75% 3.25% | 55.00%
26-30 13 38 6 2 4 5 68
years

3.25% | 9.50% 1.50% 0.50% 1.00% 1.25% | 17.00%"
31-35 5 26 1 : 7 1 40
years

1.25% | 6.50% 0.25% - 1.75% 0.25% | 10.00%
36-40 : 9 g ; 2 1 12
years

- 2.25% - - 0.50% 0.25% | 3.00%

over 40 2 1 2 - 1 1 7
years

0.50% | 0.25% 0.50% - 0.25% 0.25% | 1.75%
Total 99 192 30 5 49 25 400

24.75% | 48.00% 7.50% 1.25% | 12.25% | 6.25% | 100.00%
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Table D.52. The Relationship between Age and the Reason of Choosing Burger King
By Respondents (Pearson Chi-Square 0.000).
7. What is the reason that you choose Burger King?
Want to Want
What .
Age Good In rush eat‘ self Made Relax | Reading to kill Others Total
taste / hurry | semething X appointment the
service .
€asy time
below
20 16 16 i2 1 6 - - 1 | 53
years
400% | 4.00% 3.00% 0.25% 1.50% - - 0.25% | 0.25% | 13.25%
2125 | gg 29 51 4 i 4 3 23 12 220
years
20.75% | 7.25% 12.75% 1.00% 2.75% 100% | 0.75% | 575% | 3.00% | 55.00%
2630 1 gy 8 18 1 5 2 ; 7 5 68
years
5.50% | 2.00% 4.50% 0.25% 1.25% 0.50% - 1.75% | 1.25% | 17.00%
3135 i 6 8 ! 3 i ; 6 4 40
years
2.75% | 1.50% 2.00% 0.25% 0.75% 0.25% - 1.50% | 1.00% | 10.00%
36-40 4 ! 5 : 1 - - ! ; 12
years
100% | 0.25% 1.25% - 0.25% - - 0.25% - 3.00%
over
40 - 1 2 3 i - - - . 7
_years
- 0.25% 0.50% 0.75% 0.25% L - - . 1.75%
Total 136 61 96 10 27 7 3 38 22 400
34.00% | 1525% | 24.00% | 2.50% 6.75% 175% | 0.75% | 9.50% | 5.50% | 100.00%
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Table D.53.  The Relationship between Age and the Preferable Day for Respondents
to Go to Burger King (Pearson Chi-Square 0.030).

8. Which day do you prefer to go to Burger King?

Age “ridsy | Sunday | oliday | speery | T
;’:;‘:;V 20 11 12 7 23 53
2.75% 3.00% 1.75% 5.75% 13.25%
21-25 years 20 56 21 123 220
5.00% 14.00% 5.25% 30.75% 55.00%
26-30 years 12 10 1 45 68
3.00% 2.50% 0.25% 11.25% 17.00%
31-35 years 7 8 4 21 40
1.75% 2.00% 1.00% 5.25% 10.00%
36-40 years 2 = 1 _ 9 12
0.50% - 0.25% 2.25% 3.00%
over 40 years 1 4 - 2 7
0.25% 1.00% - 0.50% 1.75%
Total 53 90 34 223 400
13.25% 22.50% 8.50% 55.75% 100.00%
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Table D.54. The Relationship between Age and Preferable Time for Respondents to
Go to Burger King (Pearson Chi-Square 0.002).

9. What time do you prefer to go to Burger King?

Aoc 9.00- 12.01- 15.00- | 1801 | 21.01- |
8 12.00 15.00 18.00 21.00 | 24.00 ota
below 20 years 3 22 9 16 3 53

0.75% 5.50% 2.25% 4.00% | 0.75% | 13.25%

21-25 years 4 82 69 62 3 220

1.00% 20.50% 17.25% | 15.50% | 0.75% | 55.00%

26-30 years 4 22 15 27 - 68
1.00% 5.50% 3.75% 6.75% - 17.00%
31-35 years 5 13 2 18 2 40

1.25% 3.25% 0.50% 4.50% | 0.50% | 10.00%

36-40 years 1 3 4 4 - 12
0.25% 0.75% 1.00% 1.00% - 3.00%
over 40 years - 6 - 1 - 7
- 1.50% - 0.25% - 1.75%
Total I 148 90 128 8 400

4.25% 37.00% 24.75% | 32.00% | 2.00% | 100.00%
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Table D.55. The Relationship between Age and the Frequency of Going to Burger
King per Month (Pearson Chi-Square 0.002).
10. How often do you go to Burger King?
More 1 2
: than1| 3 times | . 1 times | Once
Age time time per times per in a Total
per per month per month | while
week week month
below 20 years - 3 3 2 24 21 53
- 0.75% | 0.75% | 0.50% | 6.00% | 5.25% | 13.25%
21-25 years 6 21 6 11 45 131 220
1.50% | 5.25% | 1.50% | 2.75% | 11.25% | 32.75% | 55.00%
26-30 years - 7 5 3 10 43 68
- 1.75%  1.25% | 0.75% | 2.50% | 10.75% | 17.00%
31-35 years - 1 1 4 4 30 40
- 0.25% | 0.25% | 1.00% | 1.00% | 7.50% | 10.00%
36-40 years - - - 1 - 11 12
- - - 0.25% - 2.75% | 3.00%
over 40 years - 2 - 1 - 4 7
- 0.50% - 0.25% - 1.00% | 1.75%
Total 6 34 15 22 83 240 400
1.50% | 8.50% | 3.75% | 5.50% | 20.75% | 60.00% | 100.00%
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Table D.56. The relationship between Age and the Amount of People That Come
Along to Burger King with Respondents (Pearson Chi-Square 0.100).

11. How many people come along with you to Burger King?
Come More
Age 2-3 people | 4-5 people | than5 Total
alone
people
below 20 years 7 31 15 - 53
1.75% 7.75% 3.75% - 13.25%
21-25 years 22 148 42 8 220
5.50% 37.00% 10.50% 2.00% 55.00%
26-30 years 13 41 14 - 68
3.25% 10.25% 3.50% - 17.00%
31-35 years 8 26 3 3 40
2.00% 6.50% 0.75% 0.75% 10.00%
36-40 years 3 8 1 - 12
0.75% 2.00% 0.25% - 3.00%
over 40 years 2 3 2 - 7
0.50% 0.75% 0.50% - 1.75%
Total 89 gaey/ 77 11 400
13.75% 64.25% 19.25% 2.75% 100.00%
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Table D.57. The Relationship between Age and People Who Go to Burger King with
Respondents (Pearson Chi-Square 0.000).

12. Who do you prefer to go with?

Age Alone | Family /lé(:zlffrrl :::31 Friends | Colleagues | Total
below 20 years 3 7 9 34 - 53
0.75% | 1.75% 2.25% 8.50% - 13.25%
21-25 years 19 34 31 129 7 220
475% | 8.50% 7.75% 32.25% 1.75% 55.00%
26-30 years 7 5 8 48 - 68
1.75% | 1.25% 2.00% 12.00% - 17.00%
31-35 years 5 10 7 13 5 40
1.25% | 2.50% 1.75% 3.25% 1.25% 10.00%
36-40 years 1 2 - 9 - 12
025% | 0.50% - 2.25% - 3.00%
over 40 years 2 4 - 1 - 7
0.50% | 1.00% - 0.25% - 1.75%
Total 37 62 55 234 12 400
9.25% | 15.50% IS 7554 58.50% 3.00% 100.00%
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Table D.58. The Relationship between Age and the Menu Which People Like to
Order (Pearson Chi-Square 0.009).

13. What would you like to order?

Age COTI;;;::linC((ﬁz;ger Separate items Total
below 20 years 43 10 53
10.75% 2.50% 13.25%
21-25 years 150 70 220
37.50% 17.50% 55.00%
26-30 years 38 30 68
9.50% 7.50% 17.00%
31-35 years 19 21 40
4.75% 5.25% 10.00%
36-40 years 7 5 12
1.75% 1.25% 3.00%
over 40 years 5 2 7
225% 0.50% 1.75%
Total 262 138 400
65.50% 34.50% 100.00%
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Table D.59. The Relationship between Age and the Attitude of Respondents About
Whether Burger King Should Be Improved or Not
(Pearson Chi-Square 0.596).

15 Do you think that Burger King should be improved or not?
Age No Yes Total
below 20 years 9 44 53
2.25% 11.00% 13.25%
21-25 years 46 174 : 220
11.50% 43.50% 55.00%
26-30 years 13 55 68
3.25% 13.75% 17.00%
31-35 years 5 35 40
1.25% 8.75% 10.00%
36-40 years e 9 12
0.75% 2.25% 3.00%
over 40 years - 7 7
- 1.75% 1.75%
Total 76 324 400
19.00% 81.00% 100.00%
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Table D.60. The Relationship between Age and the Reason for Not Considering
Burger King (Pearson Chi-Square 0.074).

16 What is the reason for not considering Burger King?

Not . Don'.t like Far from
Age tasty Expensive this Kind of home Total
food
below 20 years 7 16 8 22 53
1.75% 4.00% 2.00% 5.50% 13.25%
21-25 years 47 66 37 70 220
11.75% 16.50% 9.25% 17.50% 55.00%
26-30 years 5 22 9 32 68
1.25% 5.50% 2.25% 8.00% 17.00%
31-35 years 7 e 7 14 40
1.75% 3.00% 1.75% 3.50% 10.00%
36-40 years 3 2 6 1 12
0.75% 0.50% 1.50% 0.25% 3.00%
over 40 years - 1 3 3 7
- 0.25% 0.75% 0.75% 1.75%
Total 69 119 70 142 400
17.25% 29.75% 17.50% 35.50% 100.00%
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Table D.61.

The Relationship between Occupation and Type of Food People Eat
When Hungry (Pearson Chi-Square 0.000).

1. At most, what king of food do you eat when you're hungry?

Occupation Instant- | Frozen- | Eat-at- | Delivery-| Fast- Total
p Food Food | restaurant Food Food 0
Student 33 1 53 30 60 177
8.25% 0.25% 13.25% 7.50% 15.00% | 44.25%
Clerk / Sales /
Secretary / Officer 1 6 64 12 21 114
2.75% 1.50% 16.00% 3.00% 5.25% | 28.50%
Teacher / i ) 1 ) _ 1
Instructor
R - 0.25% - - 0.25%
Businessman / " 1 6 1 4 16
Business Owner
1.00% 0.25% 1.50% 0.25% 1.00% 4.00%
Employee 9 2 38 6 20 75
2.25% 0.50% 9.50% 1.50% 5.00% | 18.75%
Bureaucracy - - 1 - - 1
- - 0.25% - - 0.25%
Housewife - 1 1 - - 2
B 0.25% 0.25% - - 0.50%
Freelance 1 - 3 1 1 6
0.25% - 0.75% 0.25% 0.25% 1.50%
Others - - 8 - - 8
- - 2.00% - -] 2.00%
Total 58 11 175 50 106 400
14.50% | 2.75% 43.75% 12.50% | 26.50% { 100.00%
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Table D.62. The Relationship between Occupation and Kind of Fast Food That
People Eat (Pearson Chi-Square 0.03).

2. What king of Fast Food do you eat?

. Others Others
. Fn.Ed / . Burger - Others Others - - Made Others Others Other?
Occupation Grilled Pizza & . R - . - Thai Total
. . Dunkin { - Fruit Hashiban to - Rice
Chicken Fries Noodle Food
donut order
Student 60 44 66 1 1 - - 2 3 - -
15.00% 11.00% 16.50% 0.25% 0.25% - - 0.50% 0.75% - -
Clerk / Sales
/ Secretary 44 25 36 7 - - 1 - - 1 2
LQfficer .
11.00% 6.25% 9.00% 1.75% - - 0.25% - - 0.25% 0.50%
Teacher / N 1 N B : B } R } R }
Instructor
0.00% 0.25% - - - - - - - - -
Businessman
/ Business 3 3 5 2 - 1 - 2 - - -
Owner
0.75% 0.75% 1.25% 0.50% - 0.25% - 0.50% - - -
Employee 42 14 17 1 - - - - 1 - -
10.50% 3.50% 4.25% 0.25% - 2 - - 0.25% - -
Bureaucracy - - i & 2 o - - - - -
- - 0.25% - - s - - - - -
Housewife 2 - - - - - - - - - -
0.50% = - - - - - - - - -
Freelanee 2 i 3 - - - - - - - -
0.50% 0.25% 0.75% - - - - - - - -
Others 6 1 1 - - - - - - - -
1.50% 0.25% 0.25% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00%
Total 159 89 129 it 1 1 1 4 4 ] 400
39.75% 22.25% | 32.25% 2.75% 0.25% 0.25% 0.25% 1.00% 1.00% 0.25% 100.00%
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Table D.63. The Relationship between Occupation and Frequency of Eating Fast
Food by Respondents (Pearson Chi-Square 0.487).
3. How often do you eat fast food?
One
Atleast | Around One time per
Occupation 4 days/ | 2-3 days | time per | month Total
week / week week or less
than it
Student 4 30 76 67 177
1.00% 7.50% 19.00% | 16.75% 44.25%
(C)lfiirckeiSales / Secretary / 5 16 45 48 114
1.25% 4.00% 11.25% | 12.00% 28.50%
Teacher / Instructor - - 1 - 1
- - 0.25% - 0.25%
gg::;issman / Business i 1 9 6 16
- 0.25% 2.25% 1.50% 4.00%
Employee - 10 31 34 75
- 2.50% 7.75% 8.50% 18.75%
Bureaucracy - - - 1 1
- - - 0.25% 0.25%
Housewife - - 2 - 2
- - 0.50% - 0.50%
Freelance 1 - 2 3 6
0.25% - 0.50% 0.75% 1.50%
Others - 3 1 4 8
- 0.75% 0.25% 1.00% 2.00%
Total 10 60 167 163 400
2.50% 15.00% | 41.75% | 40.75% | 100.00%
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Table D.64. The Relationship between Occupation and the Favorite Fast Food Brand
(Pearson Chi-Square 0.671). :

4. What is your favorite fast food?

. Mc Burger | Chester's Pizza | The Pizza
Occupation Donald | King Grill KFC Hut | Company Total
Student 75 16 24 34 10 18 177
18.75% | 4.00% 6.00% 8.50% | 2.50% | 4.50% 44.25%
Clerk / Sales-
/Secretary 47 5 20 20 10 12 114
/Officer
11.75% | 1.25% 5.00% 5.00% | 2.50% 3.00% 28.50%
Teacher ) i ¢ ) 1 ) i
/Instructor
- - - - 0.25% - 0.25%
Businessman
/Business- 7 3 4 1 - 1 16
Owner
1.75% | 0.75% 1.00% 0.25% - 0.25% 4.00%
Employee 27 6 17 15 6 4 75
6.75% 1.50% 4.25% 3.75% | 1.50% 1.00% 18.75%
Bureaucracy 1 - - - - - 1
0.25% - - - - - 0.25%
Housewife 1 - - 1 - - 2
0.25% - - 0.25% - - 0.50%
Freelance 3 - 1 2 - - 6
0.75% - 0.25% 0.50% - - 1.50%
Others 4 1 2 1 - - 8
1.00% | 0.25% 0.50% 0.25% - - 2.00%
Total 165 31 68 74 27 35 400
41.25% | 7.75% 17.00% 18.50% | 6.75% 8.75% 100.00%
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Table D.65. The Relationship between Occupation and Comparable of Burger King
and Market Leader as MC Donald (Pearson Chi-Square 0.624).

5. Which burger restaurants do you like most?

Occupation B“.rger Mc Donald Total
King
Student 54 123 177
13.50% 30.75% 44.25%
Clerk / Sales / Secretary / Officer 29 85 114
7.25% 21.25% 28.50%
Teacher / Instructor 1 - 1
0.25% - 0.25%
Businessman / Business Owner 6 10 16
1.50% 2.50% 4.00%
Employee 75 50 75
6.25% 12.50% 18.75%
Bureaucracy - 1 1
- 0.25% 0.25%
Housewife - 2 2
- 0.50% 0.50%
Freelance 1 5 6
0.25% 1.25% 1.50%
Others 2 6 8
0.50% 1.50% 2.00%
Total 118 282 _ 400
29.50% 70.50% 100.00%
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Table D.66. The Relationship between Occupation and Source of Information Makes
People Know Burger King (Pearson Chi-Square 0.236).

6. How do you know Burger King?

Word Pass Magazine Brochur
Occupation of & Radio OCAUTe 1} Others | Total
by & Leaflet
mouth Newspaper
Student 53 72 16 2 23 11 177
13.25% | 18.00% 4.00% 0.50% 5.75% 2.75% | 44.25%
Clerk / Sales :
/ Secretary / 24 63 6 1 14 6 114
Officer
6.00% | 15.75% 1.50% 0.25% 3.50% 1.50% | 28.50%
Teacher / ) ) i ) ) 1 1
Instructor
- - - - - 0.25% 0.25%
Businessman
/ Business 4 4 3 - 2 3 16
Owner
1.00% 1.00% 0.75% - 0.50% 0.75% 4.00%
Employee 14 43 4 2 9 3 75
3.50% | 10.75% 1.00% 0.50% 2.25% 0.75% | 18.75%
Bureaucracy - 1 - - - - 1
- 0.25% o - - - 0.25%
Housewife 1 - - - 1 - 2
0.25% - S - 0.25% - 0.50%
Freelance 2 4 - - - - 6
0.50% 1.00% - - - - 1.50%
Others 1 5 1 - - 1 8
0.25% 1.25% 0.25% - - 0.25% 2.00%
Total 99 192 30 5 49 25 400
24.75% | 48.00% 7.50% 1.25% 12.25% 6.25% | 100.00%
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Table D.67. The Relationship between Occupation and the Reason of Choosing
Burger King by Respondents (Pearson Chi-Square 0.000).

7. What is the reason that you choose Burger King?
Want to Want

Good In eat What Made to
Occupation rush/ . self R Relax | Reading kiil Others Total

taste something . appointment

hurry service the
easy .
time

Student 73 40 37 3 11 4 1 5 3 177

18.25% 10.00% 9.25% 0.75% 2.75% 1.00% 0.25% 1.25% 0.75% 44.25%
Clerk / Sales
/ Secretary / 29 9 36 2 5 1 - 20 12 114
Officer

7.25% 2.25% 9.00% 0.50% 1.25% 0.25% - 5.00% 3.00% 28.50%
Teacher/ 1 : | . |
Instructor \ i B " N

0.25% - - - - - - - - 0.25%
Businessman
/ Business 7 1 4 2 2 - - - - 16
Owner

1.75% 0.25% 1.00% 0.50% 0.50% - - - - 4.00%
Employee 21 11 17 3 8 2 2 6 5 75

5.25% 2.75% 4.25% 0.75% 2.00% 0.50% 0.50% 1.50% 1.25% 18.75%
Bureaucracy 1 - - - - - - - - 1

0.25% - .- - - - - - - 0.25%
Housewife - - 1 - 1 - - - - 2

- - 0.25% - 0.25% - - - - 0.50%

Freelance I - 1 - - - - 3 1 6

0.25% - 0.25% - - - - 0.75% 0.25% 1.50%
Others 3 - - - - - - 4 1 8

0.75% - - - - - - 1.00% 0.25% 2.00%
Total 136 61 96 10 27 7 3 38 22 400

34.00% 15.25% 24.00% 2.50% 6.75% 1.75% 0.75% 9.50% 5.50% 100.00%
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Table D.68. The Relationship between Occupation and the Preferable Day for
Respondents to Go to Burger King (Pearson Chi-Square 0.372).
8. Which day do you prefer to go to Burger King?
occpain | Mpntey | suray | e | vt |y
Student 19 49 13 96 177
4.75% 12.25% 3.25% | 24.00% 44.25%
Seeretary/Officer | 18 | 16 | 12 | e | 14
4.50% 4.00% 3.00% 17.00% 28.50%
Teacher / Instructor - - - 1 1
- - - 0.25% 0.25%
Business Owner : : 2 ’ 16
0.25% 1.50% 0.50% 1.75% 4.00%
Employee 14 15 6 40 75
3.50% 3.75% 1.50% 10.00% 18.75%
Bureaucracy - - = 1 \
- - - 0.25% 0.25%
Housewife 1 1 - - 2
0.25% 0.25% - - 0.50%
Freelance - - - 6 6
- - - 1.50% 1.50%
Others - 3 1 4 8
- 0.75% 0.25% 1.00% 2.00%
Total 53 90 34 223 400
13.25% 22.50% 8.50% | 55.75% 100.00%
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Table D.69. The Relationship between Occupation and Preferable Time for
Respondents to Go to Burger King (Pearson Chi-Square 0.925).

9. What time do you prefer to go to Burger King?
Occupation 9.00- | 12.01- | 15.01- | 18.01- | 21.01- Total
12.00 | 15.00 18.00 21.00 | 24.00
Student 5 63 50 54 5 177
1.25% | 15.75% | 12.50% | 13.50% | 1.25% | 44.25%
Seeretary/Officer | 3| 2 | ¥ | % | 3 | 14
0.75% | 10.50% | 7.25% | 9.25% | 0.75% | 28.50%
Teacher / Instructor - - - 1 - 1
- - - 0.25% - 0.25%
Business Ower L A L N R
0.25% | 1.75% | 0.75% | 1.25% - 4.00%
Employee 8 28 14 25 - 75
2.00% | 7.00% | 3.50% | 6.25% - 18.75%
Bureaucracy - By - 1 - 1
- - - 0.25% - 0.25%
Housewife - 1 - 1 - 2
- 0.25% - 0.25% - 0.50%
Freelance - 3 1 2 - 6
- 0.75% | 0.25% | 0.50% - 1.50%
Others - 4 2 2 - 8
- 1.00% | 0.50% | 0.50% - 2.00%
Total 17 148 99 128 8 400
4.25% | 37.00% | 24.75% | 32.00% | 2.00% | 100.00%
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Table D.70. The Relationship between Occupation and the Frequency of Going to
Burger King per Month (Pearson Chi-Square 0.013).

10. How often do you go to Burger King?

More 3 2
than | 1 time | . . 1 times | Once
. . times times .
Occupation . | 1time | per per ina Total
per per .
per | week month | while
month | month
week
Student 2 22 9 8 55 81 177
0.50% | 5.50% | 2.25% | 2.00% | 13.75% | 20.25% | 44.25%
Clerk / Sales /
Secretary / 3 6 5 5 13 82 114
Officer
0.75% 1 1.50% | 1.25% | 1.25% | 3.25% | 20.50% | 28.50%
Teacher / 1 ) i i i { 1
Instructor
- = E - - 0.25% 0.25%
Bus§nessman / 1 2 \ q 2 10 16
Business Owner
0.25% | 0.50% - 0.25% | 0.50% | 2.50% 4.00%
Employee - 2 " 6 12 54 75
- 0.50% | 0.25% | 1.50% | 3.00% | 13.50% | 18.75%
Bureaucracy - = - - - 1 1
£ - - - - 0.25% 0.25%
Housewife - 1 - 1 - - 2
- 0.25% - 0.25% - - 0.50%
Freelance - - - 1 - 5 6
- - - 0.25% - 1.25% 1.50%
Others - 1 - - 1 6 8
- 0.25% - - 0.25% | 1.50% 2.00%
Total 6 34 15 22 83 240 400
1.50% | 8.50% | 3.75% | 5.50% | 20.75% | 60.00% | 100.00%
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Table D.71.  The Relationship between Occupation and the A mount of People T hat
Come Along to Burger King with Respondents

(Pearson Chi-Square 0.103).

11. How many people come along with you to Burger King?

Occupation Sl(:) I:: p:(;gle p:o—sle tl;l/laorf g Total
people
Student 18 120 34 5 177
4.50% | 30.00% | 8.50% 1.25% 44.25%
/C(l;e;‘i!:cirSales / Secretary 19 69 24 ) 114
4.75% | 17.25% | 6.00% 0.50% 28.50%
Teacher / Instructor - 1 - - 1
- 0.25% - - 0.25%
l(l)lvlsli]l;e;ssman / Business ) 12 ” i 16
0.50% 3.00% 0.50% - 4.00%
Employee 9 48 14 4 75
2.25% | 12.00% | 3.50% 1.00% 18.75%
Bureaucracy - - 1 - 1
- - 0.25% - 0.25%
Housewife - 2 - - 2
- 0.50% - - 0.50%
Freelance 2 4 - - 6
0.50% 1.00% - - 1.50%
Others 5 1 2 - 8
1.25% 0.25% 0.50% - 2.00%
Total 55 257 77 11 400
13.75% | 64.25% | 19.25% 2.75% 100.00%
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Table D.72. The Relationship between Occupation and People Who Go to Burger
King with Respondents (Pearson Chi-Square 0.045).

12. Who do you prefer to go with?
Boyfriend
Occupation Alone | Family / Friends | Colleagues | Total
Girlfriend
Student 13 34 29 102 - 178
3.25% | 8.50% | 7.25% | 25.50% i 50
V]
Clerk / Sales /
Secretary / Officer 13 12 1o 06 / 14
325% | 3.00% | 400% | 16.50% | 175% | 25>
0
Teacher / i ) i 1 ) 1
Instructor
- - - 0.25% - 0.25%
Businessman /
Business Owner 7 2 % ? i 1o
0.50% | 0.75% 0.50% 2.25% - 4.00%
Employee 5 ) 8 47 5 76
0 0 0 1] V] 19'00
1.25% | 2.25% 2.00% 11.75% 1.25% o
]
Bureaucracy - 1 - - - 1
- 0.25% - - - 0.25%
Housewife - 2 - - - 2
- 0.50% - - - 0.50%
Freelance 2 | - 3 - 6
0.50% | 0.25% - 0.75% - 1.50%
Others 2 - - 6 - 8
0.50% - - 1.50% - 2.00%
Total 37 62 55 234 12 400
R o o o 100.0
9.25% | 15.50% | 13.75% | 58.50% 3.00% 0%
1]

153



Table D.73.  The Relationship between Occupation and the Menu Which People Like
to Order (Pearson Chi-Square 0.217).

13. What would you like to order?

Combination Separate
Occupation (Burger + Fries ifems Total
+ Coke)
Student 127 50 177
31.75% 12.50% 44.25%
Clerk / Sales / Secretary /
Officer 66 48 114
16.50% 12.00% 28.50%
Teacher / Instructor - 1 1
- 0.25% 0.25%
Businessman / Business 1 5 16
Owner
2.75% 1.25% 4.00%
Employee 49 26 75
12.25% 6.50% 18.75%
Bureaucracy - 1 1
= 0.25% 0.25%
Housewife 1 : 1 2
0.25% 0.25% 0.50%
Freelance 3 3 6
0.75% 0.75% 1.50%
Others 5 3 8
1.25% 0.75% 2.00%
Total 262 138 400
65.50% 34.50% 100.00%
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Table D.74. The Relationship between Occupation and the Attitude of Respondents
about Whether Burger King Should Be Improved or Not
(Pearson Chi-Square 0.018).

15 Do you think that Burger King should be improved or not?

Occupation No Yes Total
Student 33 144 177
8.25% 36.00% 44.25%
Clerk / Sales / Secretary / Officer 31 83 114
7.75% 20.75% 28.50%
Teacher / Instructor - 1 1
- 0.25% 0.25%
Businessman / Business Owner 2 14 16
0.50% 3.50% 4.00%
Employee 5 70 75
1.25% 17.50% 18.75%
Bureaucracy - 1 1
- 0.25% 0.25%
Housewife 1 1 2
0.25% 0.25% 0.50%
Freelance 3 3 6
0.75% 0.75% 1.50%
Others 1 7 8
0.25% 1.75% 2.00%
Total 76 324 400
19.00% 81.00% 100.00%
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Table D.75. The Relationship between Occupation and the Reason for Not
Considering Burger King (Pearson Chi-Square 0.000).

16 What is the reason for not considering Burger King?

Not Don't like Far
Occupation tasty Expensive | this kind from Total
of food home
Student 30 63 28 56 177
7.50% 15.75% 7.00% 14.00% | 44.25%
gt:i:::t;f; l/ez)/ff"lcer 15 32 18 + 114
3.75% 8.00% 4.50% 12.25% | 28.50%
Teacher / Instructor 1 - - - 1
0.25% - - - 0.25%
Business Owner - 2 ’ ’ 16
- 0.50% 1.75% 1.75% 4.00%
Employee 23 19 13 20 75
5.75% 4.75% 3.25% 5.00% 18.75%
Bureaucracy - - - 1 1
- - - 0.25% 0.25%
Housewife - 2 - - 2
- 0.50% - - 0.50%
Freelance ' - 1 4 1 6
- 0.25% 1.00% 0.25% 1.50%
Others - - - 8 8
- - - 2.00% 2.00%
Total 69 119 70 142 400
17.25% 29.75% 17.50% 35.50% | 100.00%
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Table D.76. The Relationship between Income and Type of Food People Eat When

Hungry (Pearson Chi-Square 0.000).

1. At most, what king of food do you eat when you're hungry?

Income Instant | Frozen Eat at Delivery | Fast Total
Food Food | restaurant| Food Food
Below 10,000 Baht 28 4 40 30 49 151
7.00% | 1.00% 10.00% 7.50% | 12.25% | 37.75%
10,001-15,000 Baht 11 2 31 1 19 64
2.75% | 0.50% 7.75% 0.25% | 4.75% | 16.00%
15,001-20,000 Baht 3 2 42 10 18 75
0.75% | 0.50% 10.50% 2.50% | 4.50% | 18.75%
20,001-25,000 Baht 3 1 19 3 7 33
0.75% | 0.25% 4.75% 0.75% 1.75% | 8.25%
25,001-30,000 Baht 1 - 19 3 2 25
0.25% - 4.75% 0.75% | 0.50% | 6.25%
30,001-35,000 Baht 2 - 7 - 5 14
0.50% - 1.75% - 1.25% | 3.50%
35,001-40,000 Baht 1 1 5 - 2 9
0.25% | 0.25% 1.25% - 0.50% | 2.25%
40,001-45,000 Baht 4 - 3 1 2 10
1.00% - 0.75% 0.25% | 0.50% | 2.50%
45,001-50,000 Baht 4 - 1 - - 5
1.00% - 0.25% - - 1.25%
II\}’Ia(;]rte than 50,000 1 1 8 2 2 14
0.25% | 0.25% 2.00% 0.50% | 0.50% | 3.50%
Total 58 11 175 50 106 400
14.50% | 2.75% 43.75% 12.50% | 26.50% | 100.00%
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Table D.77. The Relationship between Income and Kind of Fast Food That People
Eat (Pearson Chi-Square 0.000). .

2. What king of Fast Food do you eat?

. Others Others
Income Fn.m ! . Burger - Others Others - - Made Others Others Others
Grilied Pizza A . . . - ) - Thai Total
/ month . & Fries Dunkin - Fruit Hashiban to - Rice
Chicken Noodle Food
donut order
Below
10,000 59 32 54 1 1 - - 1 3 - 151
Baht
14.75% 8.00% 13.50% 0.25% 0.25% - - 0.25% 0.75% - 37.75%
10,001-
15,000 21 19 20 3 - - 1 - - - 64
Baht
5.25% 4.75% 5.00% 0.75% - - 0.25% - - - 16.00%
15,001-
20,000 35 17 18 3 - - - 1 1 - 75
Baht
8.75% 4.25% 4.50% 0.75% - - - 0.25% 0.25% - 18.75%
20,001-
15,000 17 5 10 i - - - - - - 33
Baht
4.25% 1.25% 2.50% 0.25% - - - - - - 8.25%
25,001~
30,000 9 5 8 2 5 4 - - - 1 25
Baht
2.25% 1.25% 2.00% 0.50% - - B - - 0.25% 6.25%
30,001-
35,000 6 4 4 = 4 - - - - - 14
Baht
1.50% 1.00% 1.00% - - - P - - - 3.50%
35,001- .
40,000 2 2 5 - - - - - - - 9
Baht
0.50% 0.50% 1.25% - - - - - - - 2.25%
40,001-
45,000 4 2 3 - - - - 1 - - 10
Baht
1.00% 0.50% 0.75% - - - - 0.25% - - 2.50%
45,001-
50,000 1 2 - - - 1 - 1 - - 5
Baht
0.25% 0.50% - - - 0.25% - 0.25% - - 1.25%
More -
than
50,000
Baht 5 1 7 1 - - - - - - 14
1.25% 0.25% 1.75% 0.25% - - - - - - 3.50%
Total 159 89 129 i1 1 1 1 4 4 1 400
39.75% 22.25% 32.25% 2.715% 0.25% 0.25% 0.25% 1.00% 1.00% 0.25% 100.00%
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Table D.78.  The Relationship between Income and Frequency of Eating Fast Food by
Respondents (Pearson Chi-Square 0.346).

3. How often do you eat fast food?

One
Atleast | Around One time per
Income / month 4 days/ | 2-3 days /| time per | month Total
week week week or less
than it
Below 10,000 Baht 3 23 67 58 151

0.75% 5.75% 16.75% | 14.50% 37.75%

10,001-15,000 Baht 3 11 28 22 64
0.75% 2.75% 7.00% 5.50% 16.00%

15,001-20,000 Baht % 14 28 31 75
0.50% | 3.50% | 7.00% | 7.75% | 18.75%

20,001-25,000 Baht 2 ] 15 15 33

0.50% 0.25% 3.75% 3.75% 8.25%

25,001-30,000 Baht : 4 7 14 25
’ 1.00% | 1.75% | 3.50% 6.25%

30,001-35,000 Baht . 6 2 6 14
: 1.50% | 0.50% | 1.50% 3.50%

35,001-40,000 Baht - - 5 4 9
- - 1.25% | 1.00% 2.25%

40,001-45,000 Baht - - 6 4 10

- - 1.50% 1.00% 2.50%

45,001-50,000 Baht - - 2 3 5

- - 0.50% 0.75% 1.25%

More than 50,000 Baht - 1 7 6 14

- 0.25% 1.75% 1.50% 3.50%

Total 10 60 167 163 400

2.50% 15.00% | 41.75% | 40.75% | 100.00%
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Table D.79. The Relationship between Income and the Favorite Fast Food Brand
(Pearson Chi-Square 0.023).

4. What is your favorite fast food?

The
Mc Burger | Chester's Pizza .
Income / month Donald | King Grill KFC Hut Pizza Total
Company
Below 10,000 60 8 24 33 12 - 14 151

Baht

15.00% | 2.00% 6.00% 8.25% | 3.00% 3.50% 37.75%

10,001-15,000

Baht 28 7 8 12 4 5 64

7.00% | 1.75% 2.00% 3.00% | 1.00% 1.25% 16.00%

15,001-20,000

Baht 32 3 16 7 8 9 75

8.00% | 0.75% 4.00% 1.75% | 2.00% | 2.25% 18.75%

20,001-25,000

Baht 7 3 8 9 1 5 33

1.75% | 0.75% 2.00% 2.25% | 0.25% 1.25% 8.25%

25,001-30,000

Baht 13 3 2 6 - 1 25
3. 25 ST S Y m | 025055 1.50% - 0.25% 6.25%

30,001-35,000

Baht 8 2 3 1 - - 14
2.00% | 0.50% | 0.75% | 0.25% - - 3.50%

35,001-40,000

Baht 6 1 - 2 - - 9
1.50% | 0.25% - 0.50% - - 2.25%

40,001-45,000

Baht 3 - 2 3 2 - 10
0.75% . 0.50% | 0.75% | 0.50% . 2.50%

45,001-50,000

Baht ! i 4 ) ) i >
0.25% - 1.00% - - - 1.25%

More than

50,000 Baht / 4 ! ! i ! 14
1.75% | 1.00% | 0.25% | 0.25% - 0.25% 3.50%

Total 165 31 68 74 27 35 400

41.25% | 7.75% | 17.00% | 18.50% | 6.75% 8.75% 100.00%
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Table D.80. The Relationship between Income and Comparable of Burger King and
Market Leader as MC Donald (Pearson Chi-Square 0.005).

5. Which burger restaurants do you like most?

Income / month B;gfer Mc Donald Total
g
Below 10,000 Baht 37 114 151
9.25% 28.50% 37.75%
10,001-15,000 Baht 16 48 64
4.00% 12.00% 16.00%
15,001-20,000 Baht 16 59 75
4.00% 14.75% 18.75%
20,001-25,000 Baht 17 16 33
4.25% 4.00% 8.25%
25,001-30,000 Baht 10 15 25
2.50% 3.75% 6.25%
30,001-35,000 Baht 7 7 14
1.75% 1.75% 3.50%
35,001-40,000 Baht 3 6 9
0.75% 1.50% 2.25%
40,001-45,000 Baht 5 5 10
1.25% 1.25% 2.50%
45,001-50,000 Baht - 5 5
- 1.25% 1.25%
More than 50,000 Baht 7 7 14
| 1.75% 1.75% 3.50%
Total 118 282 400
29.50% 70.50% 100.00%
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Table D.81. The Relationship between Income and Source of Information Makes
People Know Burger King (Pearson Chi-Square 0.028).
6. How do you know Burger King?
Word Magazine
Income / of Pass % Radio Brochure Others | Total
month by & Leaflet
mouth Newspaper
Below
10,000 Baht 43 62 11 3 23 9 151
10.75% | 15.50% 2.75% 0.75% 5.75% 2.25% | 37.75%
10,001~
15,000 Baht 15 33 4 - 9 3 64
3.75% | 825% 1.00% - 2.25% 0.75% | 16.00%
15,001-
20,000 Baht 23 35 6 - 7 4 75
5.75% | 8.75% 1.50% - 1.75% 1.00% | 18.75%
20,001-
25,000 Baht 5 16 6 2 l 3 33
1.25% | 4.00% 1.50% 0.50% 0.25% 0.75% 8.25%
25,001-
30,000 Baht 3 y A g ) 2 25
0.75% | 4.75% 0.25% - - 0.50% 6.25%
30,001-
35,000 Baht 4 y ; : 2 2 14
' 1.00% | 1.50% - - 0.50% 0.50% | 3.50%
35,001-
40,000 Baht ) ! ’ ) 2 ) ?
- 1.75% - - 0.50% - 2.25%
40,001~
45,000 Baht ] 3 ) ) 4 i 10
- 1.50% - - 1.00% - 2.50%
45,001-
50,000 Baht 2 : 2 ] ) ] >
0.50% | 0.25% 0.50% - - - 1.25%
More than
50,000 Baht 4 ! ) ) : 2 14
1.00% | 1.75% - - 0.25% 0.50% 3.50%
Total 99 192 30 5 49 25 400
24.75% | 48.00% 7.50% 1.25% 12.25% 6.25% | 100.00%
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Table D.82. The Relationship between Income and the Reason of Choosing Burger
King by Respondents (Pearson Chi-Square 0.000).

7. What is the reason that you choose Burger King?

Tacome Want to What Want
/ Good In rush eat. self Made Relax | Reading to kill Others Total
month taste / hurry | something service appointment the
easy time
Below
10,000 50 38 33 2 10 4 1 11 2 151
Baht
12.50% | 9.50% 8.25% 0.50% 2.50% 1.00% 0.25% 2.75% | 0.50% 37.75%
10,001 -
15,000 23 5 18 3 3 2 - 3 7 64
Baht
5.75% 1.25% 4.50% 0.75% 0.75% 0.50% - 0.75% | 1.75% 16.00%
15,001-
20,000 19 3 20 - 7 I 2 15 8 75
Baht
4.75% 0.75% 5.00% - 1.75% 0.25% 0.50% 3.75% | 2.00% 18.75%
20,001-
25,000 18 3 4 i 3 - - 3 1 33
Baht
4.50% 0.75% 1.00% 0.25% 0.75% - - 0.75% | 0.25% 8.25%
25,001-
30,000 7 2 11 - - - - 4 1 25
Baht
1.75% 0.50% 2.75% - - - - 1.00% | 0.25% 0.25%
30,001-
35,000 7 4 - - - - - 2 1 14
Baht
1.75% 1.00% - - - - - 0.50% | 0.25% 3.50%
35,001-
40,000 2 3 2 1 I - - - - 9
Baht
0.50% 0.75% 0.50% 0.25% 0.25% - - - - 2.25%
40,001-
45,000 4 2 2 - 2 - - - - 10
Baht
1.00% 0.50% 0.50% - 0.50% - - - - 2.50%
45,001-
50,000 - - 3 2 - - - - - 5
Baht '
- - 0.75% 0.50% - - - - - 1.25%
More
than
- - - 2
50,000 6 1 3 i 1 14
Baht
1.50% 0.25% 0.75% 0.25% 0.25% - - - 0.50% 3.50%
Total 136 61 96 10 27 7 3 38 22 400
B 34.00% | 15.25% 24.00% 2.50% 6.75% 1.75% 0.75% 9.50% 5.50% 100.00%
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Table D.83. The Relationship between Income and the Preferable Day for
Respondents to Go to Burger King (Pearson Chi-Square 0.038).

8. Which day do you prefer to go to Burger King?
Monday - | Saturday - Public Not
Income/month | " iyov | Sunday | Holiday | Specify | 1°t
Below 10,000
Baht 24 39 12 76 151
6.00% 9.75% 3.00% 19.00% 37.75%
10,001-15,000
Baht 5 17 6 36 64
1.25% 4.25% 1.50% 9.00% 16.00%
15,001-20,000
Baht 9 11 11 44 75
2.25% 2.75% 2.75% 11.00% 18.75%
20,001-25,000
Baht " 1 1 24 33
1.75% 0.25% 0.25% 6.00% 8.25%
25,001-30,000
Baht 3 ”! - 15 25
0.75% 15570 - 3.75% 6.25%
30,001-35,000
Baht - 4 2 8 14
- 1.00% 0.50% 2.00% 3.50%
35,001-40,000
Baht 2 3 1 3 9
0.50% 0.75% 0.25% 0.75% 2.25%
40,001-45,000
Baht 2 3 - 5 10
0.50% 0.75% - 1.25% 2.50%
45,001-50,000
Baht i 4 i ! >
- 1.00% - 0.25% 1.25%
More than 50,000
Baht 1 1 1 11 14
0.25% 0.25% 0.25% 2.75% 3.50%
Total 53 90 34 223 400
13.25% 22.50% 8.50% 55.75% 100.00%
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Table D.84.

The Relationship between Income and Preferable Time for Respondents
to Go to Burger King (Pearson Chi-Square 0.010).

9. What time do you prefer to go to Burger King?

Income / month 9.00- 12.01- 15.01- 18.01- 21.01- Total
12.00 15.00 18.00 21.00 24.00
Below 10,000
Baht 6 53 43 46 3 151
1.50% | 13.25% | 10.75% | 11.50% 0.75% 37.75%
10,001-15,000
Baht 3 19 22 18 2 64
0.75% 4.75% 5.50% 4.50% 0.50% 16.00%
15,001-20,000
Baht 1 39 15 19 1 75
0.25% 9.75% 3.75% 4.75% 0.25% 18.75%
20,001-25,000 \
Baht 9 9 13 2 33
- 2.25% 2.25% 3.25% 0.50% 8.25%
25,001-30,000 ¥ )
Baht 9 3 13 25
Rt 2.25% 0.75% 3.25% - 6.25%
30,001-35,000 i
Baht 3 5 - 6 14
0.75% 1.25% - 1.50% - 3.50%
35,001-40,000
Baht 1 4 - 4 - 9
0.25% 1.00% - 1.00% - 2.25%
40,001-45,000 )
Baht 2 2 4 2 10
0.50% 0.50% 1.00% 0.50% - 2.50%
45,001-50,000 i
Baht 4 ! ) i >
- 1.00% 0.25% - - 1.25%
More than
50,000 Baht ! 4 2 / i 14
0.25% 1.00% 0.50% 1.75% - 3.50%
Total 17 148 99 128 8 400
i 425% | 37.00% | 24.75% | 32.00% 2.00% 100.00%
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Table D.85. The Relationship between Income and the Frequency of Going to Burger
King per Month (Pearson Chi-Square 0.001).

10. How often do you go to Burger King?

More 3 )
than 1 | 1 time . . 1 times | Once
Income / . times times .
time per per ina Total
month per per .
per week month | while
week month | month
Below 10,000
Baht - 12 7 6 55 71 151
- 3.00% | 1.75% | 1.50% | 13.75% | 17.75% | 37.75%
10,001-15,000 ) 10 ) s 7 38 64

Baht

0.50% | 2.50% | 0.50% | 1.25% | 1.75% | 9.50% | 16.00%

15,001-20,000

Baht 2 4 2 4 6 57 75

0.50% | 1.00% | 0.50% | 1.00% | 1.50% | 14.25% | 18.75%

20,001-25,000

Baht 1 - 2 - 7 23 33
0.25% - 0.50% - 1.75% | 5.75% | 8.25%
25,001-30,000 i 2 1 1 1 19 25

Baht

0.25% | 0.50% | 0.25% | 0.25% | 0.25% | 4.75% | 6.25%

30,001-35,000

Boht - 2 < 2 3 7 14
- 1 050% | - [050% | 075% | 1.75% | 3.50%
35,001-40,000 | ] ) 5 | ¢ 9

Baht

- - - 0.50% | 0.25% | 1.50% | 2.25%

40,001-45,000

Baht - 2 1 1 - 6 10

- 0.50% | 0.25% | 0.25% - 1.50% | 2.50%
45,001-50,000 ) )
Baht ) 2 ) 3 >

- 0.50% - - - 0.75% | 1.25%
More than ’
50,000 Baht i i ) ! 3 10 14

- - 025% | 0.75% | 2.50% | 3.50%
Total 6 34 15 22 83 240 400
1.50% | 8.50% | 3.75% | 5.50% | 20.75% | 60.00% | 100.00%

166



Table D.86. The Relationship between Income and the Amount of People That Come
Along to Burger King With Respondents
(Pearson Chi-Square 0.003).

11. How many people come along with you to Burger King?

Income / month Sl(:) 11111: pezt;f)le p:(;IS)le tl;n/laonr ; Total
people
Below 10,000 Baht 14 101 30 6 151
3.50% 25.25% 7.50% 1.50% 37.75%
10,001-15,000 Baht 7 38 18 1 64
1.75% 9.50% 4.50% 0.25% 16.00%
15,001-20,000 Baht 9 47 17 2 75
2.25% 11.75% 4.25% 0.50% 18.75%
20,001-25,000 Baht % 7e 3 - 33
1754 5 1850 0.75% - 8.25%
25,001-30,000 Baht S 13 3 - 25
2.25% 3.25% 0.75% - 6.25%
30,001-35,000 Baht - Lol - 2 14
- 3.00% - 0.50% 3.50%
35,001-40,000 Baht - 0 3 - 9
- 1.50% 0.75% - 2.25%
40,001-45,000 Baht 2 7 1 - 10
0.50% 1.75% 0.25% - 2.50%
45,001-50,000 Baht 2 1 2 - 5
0.50% 0.25% 0.50% - 1.25%
11;43(:: than 50,000 5 9 ) ) 14
1.25% 2.25% - - 3.50%
Total 55 257 77 11 400
13.75% 64.25% 19.25% 2.75% 100.00%
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Table D.87. The Relationship between Income and People Who Go to Burger King
with Respondents (Pearson Chi-Square 0.000).

12. Who do you prefer to go with?

Income / Boyfriend
month Alone | Family / Friends | Colleagues Total
Girlfriend
Below 10,000
Baht 7 31 20 93 1 153
1.75% | 7.75% 5.00% 23.25% 0.25% 38.25%
10,001-
15,000 Baht 7 7 7 42 ! 64
1.75% | 1.75% 1.75% 10.50% 0.25% 16.00%
15,001-
20,000 Baht 7 9 11 44 5 76
1.75% | 2.25% 2.75% 11.00% 1.25% 19.00%
20,001-
25,000 Baht J i 2 21 3 33
1.50% - 0.75% 5.25% 0.75% 8.25%
25,001-
30,000 Baht 2 % : C 2 25
0.50% | 1.25% 0.75% 2.75% 0.50% 6.25%
30,001-
35,000 Baht i z g d i 14
- 0.50% 1.00% 2.00% - 3.50%
35,001-
40,000 Baht ! 2 i 6 ) ?
0.25% | 0.50% < 1.50% - 2.25%
40,001-
45,000 Baht ! 2 3 4 i 10
0.25% | 0.50% 0.75% 1.00% - 2.50%
45,001-
50,000 Baht 2 2 i ! i >
0.50% | 0.50% - 0.25% - 1.25%
More than
50,000 Baht 4 2 4 4 i 14
1.00% | 0.50% 1.00% 1.00% - 3.50%
Total 37 62 55 234 12 400
9.25% | 15.50% | 13.75% | 58.50% 3.00% 100.00%
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Table D.88.  The Relationship between Income and the Menu Which People Like to
Order (Pearson Chi-Square 0.071).

13. What would you like to order?

Combination (Burger + .
Income / month Fries + Coke) Seperate items Total
Below 10,000
Baht 103 48 151
25.75% 12.00% 37.75%
10,001-15,000
Baht 47 | 17 64
11.75% 4.25% 16.00%
15,001-20,000
Baht 49 26 75
12.25% 6.50% 18.75%
20,001-25,000
Baht 23 10 33
S 2.50% 8.25%
25,001-30,000
Baht i 14 25
241 5% 3.50% 6.25%
30,001-35,000
Baht 8 6 14
2.00% 1.50% 3.50%
35,001-40,000
Baht 7 > 7
1.00% 1.25% 2.25%
40,001-45,000
Baht 6 4 10
1.50% 1.00% 2.50%
45,001-50,000 5 ) 5
Baht
1.25% - 1.25%
More than 50,000
Baht 6 8 14
1.50% 2.00% 3.50%
Total 262 138 400
65.50% 34.50% 100.00%

169



Table D.89. The Relationship between Income and the Attitude of Respondents about
Whether Burger King Should Be Improved or Not
(Pearson Chi-Square 0.278).

15 Do you think that Burger King should be improved or not?
Income / month No Yes Total
Below 10,000 Baht 30 121 151
7.50% 30.25% 37.75%
10,001-15,000 Baht 10 54 64
2.50% 13.50% 16.00%
15,001-20,000 Baht 18 57 75
4.50% 14.25% 18.75%
20,001-25,000 Baht 8 25 33
2.00% 6.25% 8.25%
25,001-30,000 Baht 7] 18 25
1.75% 4.50% 6.25%
30,001-35,000 Baht - 14 14
- 3.50% 3.50%
35,001-40,000 Baht - 9 9
- 2.25% 2.25%
40,001-45,000 Baht 1 9 10
0.25% 2.25% 2.50%
45,001-50,000 Baht - 5 5
- 1.25% 1.25%
More than 50,000 Baht 2 12 14
0.50% 3.00% 3.50%
Total 76 324 400
19.00% 81.00% 100.00%
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Table D.90. The Relationship between Income and the Reason for Not Considering
Burger King (Pearson Chi-Square 0.040).

16 What is the reason for not considering Burger King?

Don't like Far from
Income / month | Not tasty | Expensive | this kind of Total
home
food
Below 10,000
Baht 30 49 22 50 151
7.50% 12.25% 5.50% 12.50% 37.75%
10,001-15,000
Baht 14 16 10 24 64
3.50% 4.00% 2.50% 6.00% 16.00%
15,001-20,000
Baht 17 17 13 28 75
4.25% 4.25% 3.25% 7.00% 18.75%
20,001-25,000
Baht 14 5 14 33
- 3.50% 1.25% 3.50% 8.25%
25,001-30,000 | |
Baht - ok 6 12 25
- 1.75% 1.50% 3.00% 6.25%
30,001-35,000
Baht 3 5 4 2 14
0.75% 1.25% 1.00% 0.50% 3.50%
35,001-40,000
Baht - 4 2 3 9
- . 1.00% 0.50% 0.75% 2.25%
40,001-45,000
Baht 1 6 2 1 10
0.25% 1.50% 0.50% 0.25% 2.50%
45,001-50,000
Baht 1 - 2 2 5
0.25% - 0.50% 0.50% 1.25%
More than
50,000 Baht 3 1 4 6 14
0.75% 0.25% 1.00% 1.50% 3.50%
Total 69.165 119 70.165 142 400
17.29% 29.75% 17.54% 35.50% 100.00%
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