Journal of Arts Management Vol. 6 No. 2 April — June 2022

wgfinssun1suslnaasdgulusnnafiassmninsceas

Isan Food Consumption Behavior in Muang District, Rayong Province

'HFNUST LANNRY UAZ F555H WIAF195Y
1Nattaphqtchom Temklin and 2Suthum Phongsamran
"2 TR eRNeNAe NUNANHNALNENTATIR
"2 Graduate School Kasem Bundit University, Thailand

Email: nattaphatcharatemklin1901@gmail.com

Received October 20, 2021; Revised January 24, 2022; Accepted May 15, 2022

UNANYD

uwmqmummqﬂﬁmqﬁﬁﬂﬁﬂm 1) Jadeaaudsrannen1snana 2) WOANTINNIT
u3lnAa B anu 3) L‘]J%?_I‘LlLﬁﬂﬂWﬂ@]ﬂﬁﬁNﬂ’]iU%Tﬂﬂﬂ’m’ﬁﬁﬂﬁuﬁf’]LLuﬂﬁﬁN%ﬂﬂgNZ?II’Jm_qIﬂﬂﬂ
4) MafuaaulszannsnismaiaiifiansuanangAnssunisuilnaainisda uunaides
Fandnazees dendagnesiuan 400 au lsuuussuasiduesosdelunisinen dszuaana
Tmﬁbf%éq;@mmmmLaﬁ'wmmumw’?@wmmu Chi-Square Waz Multiple Regression Analysis
HANTTATENLAN 1) z;muLLuumumm%fmeﬁLﬁumﬂmﬁq 818 40 G CTRR 2
WiTnew U3senes snelnmasneifien 20,001-30,000 U nMsRnEsEiUYsyae3 2) §
ngAnssnu3lnanimsdanu AN Rensulszanans me/an Tugasiaan
12.00-15.00 w. snauladoaradaies uslnasmisBauaganTey Safiex 'gﬁﬂ‘;ﬁumﬂ
iz Trudnnsdaay 2.47 a5 antranelunisdeamisdamdnsinieniins 354.28 v
3) Jadaaulsraanienisnatniunisusinaemisdammninsondanaie usesudAmyaan
4) HANTNARDUNNNATIY ‘ﬂym‘ﬂ@@%quqﬂmﬁm 818 BIEN wazane PaRnaefauiiunnaneiu
Angiinssunisuslnnamnsdamiunnanetiu 5) adusanUssaamInsnann AUKARs N
ﬁyfmi_qlmﬂ ﬁ@w%wmi@wqﬁﬂ‘sﬁmmﬁuﬁmmmﬁf}ﬁmu fiasdusdndameadn .05
5@Lﬂu@LLungﬂﬁ:ﬂ@umﬁ';'mmm'ﬁﬁmum'ﬁmu@u@mmwé’mqﬁu Reniian s
insamAniesanlanpsgiuy e vaaiulUauanireURIuiae09gn A1 dAIyamNTTIR
mqwmﬂwmawgﬂuLwﬁmwmmq@mmmf‘fmqﬁﬁuﬁuﬁ L‘L:uﬂfl’]NN:@’?@ﬂ"I%H:U‘j‘jQ@’M’]‘E

Az AsBIsn dnsruuiuanisiignanssanse wazdnffigrendenesinemyniuneu

MsRsAaUnTsIANIs 07 6 AUl 2 1nweu - Hguien 2565 606


mailto:nattaphatcharatemklin1901@gmail.com

Journal of Arts Management Vol. 6 No. 2 April — June 2022

ArsAty: Tad8aIuLzannen1saaTm; waRnssnnsuslna; emsdanu

Abstract

This article aimed to study 1) marketing mix factors; 2) Isan (northeastern Thailand) food
consumption behavior; 3) comparison of Isan food consumption behavior by personal
demographics; and 4) marketing mix factors affecting Isan food consumption behavior. The sample
of 400 respondents was selected in Muang District, Rayong Province, using a questionnaire as a
study tool and processed the collected data using statistical percentages, Chi-Square mean test
hypothesis, and Multiple Regression Analysis.

The research results were found as follows: 1) The majority of respondents were female;
aged 40 years and over; working as employees of private companies; having an average monthly
income of 20,001-30,000 THB; and a bachelor's degree education level; 2) Isan food
consumption behavior, they choose to consume Isan food at general restaurants; choose Thai/Laos
somtum (Thai papaya salad); use the service during 12.00-15.00 hrs; make their own purchase
decision; decide to consume Isan food due to personal preference and taste; know the restaurant
from recommendations; use the service 2.47 times a week; and spend on average 334.28 THB
per time; 3) Marketing mix factors for Isan food consumption overall had an average score at a
highly important level; 4) The result of testing the hypothesis of different personal demographics
regarding age, occupation, and average monthly income showed a different Isan food consumption
behavior; and 5) Marketing mix factors regarding products and demographics had an influence on
Isan food consumption behavior at a statistical significance level of 0.05.

Suggestions from this research: restaurant operators should control the quality and
freshness of natural ingredients in order to achieve a delicious, standard taste or personal
preferences; prepare a variety of menus and special menus based on the seasonality of local
ingredients; cleanliness of food and beverage containers; speed and accuracy of service; and

sanitation of all service at every stage.
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