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ABSTRACT

This study aimed to (1) to study the demographic factors influencing the attitudes
of Generation Y consumers towards fast food in Bangkok (2) to study attitudes of
generation consumer (3) to study attitudes towards marketing mix factors affecting fast

food consumption decisions of Generation Y consumers in Bangkok. The sample was used



in a study of a group of university students in Thailand between the ages of 21-40 years
using a random sampling method of 400 sets of study tools. The statistics used in the
preliminary analysis are Descriptive statistics were percentage, mean, standard deviation.
The statistical used in hypothesis testing at the significance level 0.05 was One-way ANOVA
statistic for the analysis of the The one-way variation was performed and the hypothesis
was tested using a 95% confidence level and a T-test to analyze the relationship between
the two populations at a 95% confidence level.

The results of the demographic data study of the sample showed that most of the
samples were female, 18-22 years old, single, undergraduate studies Average income less
than 5,000 baht and fast food consumption behavior It was found that most of them
prefer to eat fried chicken fast food. Popular to buy through department stores The cost
was 101-300 baht per time. Demographic and behavioral factors had no effect on the
attitudes of Generation Y consumers towards fast food. But the factors of marketing mix

media influence the attitudes of Generation Y consumers.
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