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The Study of Consumption Behavior and Service Marketing Factor Affecting Purchase Decision

from Food Truck Channel

nsng Unlgadasnu’ uay §aas inwgassns’

Korakoj Nimchokchairat' and Ajchara Kessuvan'

UNAREID

nil/'ﬁ o g a a aa o a aa o ]
MUARHANANEUELITIINIAARNT WO RANIINNNILTINA F0NIAIUTIR waziladadauilszas
a dld | v a d’lj ] o k73 ¥ a

NNNIAAIALENNS (7Ps) NHkasiansindulazeaninsineaindemiaania neldurnseunmdinet3ing
angineantdewayania nendeluangamniinuesuaz Funma wodngis nadoulunidumeanden
= ) = = o o o = = = o =
AN nlan 818199 20-50 T @V INWHNUENTUY FUINTN1TUATTINANEINNNI9A N sz A UL eyey63
~ & d o , v e o v : v L e
Henmannamin uaz Community mall deandndlaviaz 1 A3 Ineyarnisldanemaesianisegluta 67-

132 U uFlnAlRANA AR LTaTIR ANNAZAINTUNNTHLNTG WL NganuseTlua1f UL 81mng

¢ a s '

InenfiantFnafie amnsmuauaniiednd nansiinsizvinudn 49981 (Generation) 7845LE InAgana
HAMUWANAWNNNGANTTNNITLF InARAZAT NeAWHWT IR WeatsuIns A Nd 1Ay aesiladenig
nsnanfinasanssindulagalnedinsziifiag ANOVA wudn Generation X uaz Generation Y Uans 19rit
' A o o o dl v Y ! S Qo O 2 9 ° ! ¥
a1l dadAnynadudinisdadiunimatn taannnisidennglsznaunisanunsanmuangugnAn
dmng A nnumnd N AnssHLALANTIATIWANG 19T wazil BN WARWINAgNENIAaIA NS

A5 NANHUEINGN (Differentiated strategy) aaupInavgnAtlwsnglfaewllsz@nng

ABSTRACT

This research explores the demographics, consumption behaviors, lifestyles and marketing
mix factors affecting purchase decision for Thai foods from food truck channel. Questionnaire survey
was conducted with experienced consumers in Bangkok metropolitan. In general, respondents are
single female, 20-50 years old who are employed and university student with bachelor degree. Flea
market and community mall are the most favorable channels. Consumers normally purchase less than
once a week with average expenses of THB 67-132. They focus on product taste, easy to commute
and food truck decoration as major purchase decision criteria. The most popular food is meat
appetizer. The analysis indicated that age or generation show the difference in consumption
behavior and lifestyles. Regarding the important level marketing factors affecting purchasing
decision, ANOVA revealed that the difference in generation X and generation Y had significant effects
on promotion strategy. The research provides benefit to entrepreneur in order to identify the
consumer segment according to behavior and lifestyle, and become a guideline to formulate the
effective differentiated marketing strategy for the target consumers.
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Table1 Consumption behavior among four generations

Consumption Baby Boomer Generation X Generation Y Generation Z
behavior

Types of Foods Noodle-based Meat appetizer Meat appetizer Meat appetizer
Thai dessert

Frequency <once a week <once a week <once a week <once a week
Once a week Once a week

Time 12.01-13.00 pm. After18.00 pm. After18.00 pm. 13.01-16.00 pm.
After18.00 pm.

Expenses >THB 264 THB 67-132 THB 67-132 THB 0-66

Reason to buy Convenience for Convenience for Good taste Convenience for
travel travel travel

No. of accompany 1or2 2 2 2

Accompany person  Family member Family member Friend Friend

nsanssideyainaaiudtnisaniiutinuedusinausazdoaant (Baby Boomer, Generation
X, Generation Y, Generation Z) Tnai3eNaAUAINAZULLLRALITNNIATEUTIR 5 AuALILIN (5 Top Box)
guslnaliArnAniudILansdesanutesdusinaNnTgna (Table 2) Tawudnfustnaiiilu Baby
Boomer {lugnaulalugaanmsuinndnisanuseduetedaiau dmiunguiiimunafe Generation X
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Table 2 Lifestyles among four generations
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Baby Boomer

Generation X

Generation Y

Generation Z

1. Interested in foods more

than shop decoration

2. Prefer to have trial or

1. Self-confidence
2. Prefer convenience

3. Saving or sufficiency

1. Self-confidence
2. Like travelling

3. Prefer convenience

1. Prefer convenience
2. Innovative

3. Like travelling

tasting foods lifestyle 4. Innovative 4. Prefer to have trial or
3. Like traveliing 4. Interested in foods 5. Prefer to have trial or tasting foods
4.Interested shop more than shop tasting foods 5.0ften eating out

decoration

5.Expensive foods have

decoration

5. Prefer to have trial or

high quality tasting foods

namMsIATzRtayanNudNNusIailademutwengsatladadiulszanmenisaainiang (7Ps)
gaduindaudasinulszansaansliun e daseng eld uazaniunn NaaEuNmaGeL
ANNANAUSAUTTAdadaulssaun1an1smanauInig (7Ps) laaldnisaiasziiannuudsdsau (Analysis of
Variance) #iszfuAN 2370 95%NANNTILATNTITNUI1E99818 WA uuaAnA1999n1 5T AT LU
ANNNANATY ISR AU TEANNINNITARIALITNNG (7Ps) ANNITatATIEiAuLLsIU (Analysis of
Variance) 3e13191998ekasiladadautlscduni1ani1InanaLsnng (7Ps) (Table 3) fanaaauAay
wANF1redNIT Az UuBANAIATTestladedautszanunianisnannres LT inAusas 19981 (Baby
Boomer, Generation X, Generation Y, Generation Z) w191 ;:J:LI?IJWmﬁﬁﬂ'ﬂmmﬂﬁiwﬁuiuﬁwﬂﬂﬂq

Generation X WAz Generation Y liAzuunANg1AYa991ad8A1uN19491430N19A8A (Promotion)

l |
° o a o =

TPeI99n LANFANNTUat NI AN AN L AUAINNITATU 95%

o

Table3 Comparison of marketing mix factors importance (7 Ps) among four generations

Marketing Important score (Mean + SD)

Factors Baby Boomer Generation X Generation Y Generation Z
Product 3.73+0.78 3.75+0.56 3.81+0.60 4.06 +0.54
Price 4.16+0.63 416 £0.60 427 £0.56 450+ 0.64
Place 4.00+1.04 412+0.61 4121058 4.05+0.74
Promotion 368+ 1.29 343+0.77* 3.76 £ 0.66* 363+ 1.09
People 435+054 441 +£0.58 439+0.56 464 +0.38
Process 4.03+0.99 451+1.62 4.40+£0.95 4.65+0.52
Physical 4,00+0.89 4211059 428 +0.53 424 +0.62

* The mean difference is significant at the 0.05 level
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Table4 Comparison of promotion sub-factors importance among four generations

Important score (Mean + SD)

Promotion
Generation B Generation X Generation Y Generation Z
Membership card 3.75+1.49 323+1.09 346+0.98 3.00+1.41
Discount card 3.88+1.55 347+1.14 3.90+0.96 4.00+1.00
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