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1. Introduction  

Objective of Study  

In a competitive era where there are many restaurant chain businesses in the market, 

the benefits belong to the customer since they have more choices and the restaurants have to 

keep their standard at the highest level in order to retain its customers. Unfortunately, not all 

restaurants gained the same popularity among the consumers and the ones with higher market 

shares tend to have longer waiting queues. Furthermore, each of the customers have different 

patience levels so they will often look for alternative choices if their first choice restaurant 

has a long waiting line. This study is conducted to understand the factors and mechanics that 

affect the decision of consumers to choose their alternative restaurant choices. Eventually, 

this research study will be able to define which markets that each restaurant is competing in. 

The main objective of this research is to interpret the data and information that were gathered 

from online surveys into an insightful analysis which can be used for later studies in 

relevance to the restaurant and food industry.  

 

Scope of Study  

This research will focus on all groups of consumers who resided in Thailand. The 

target size of the data will be at least 300 of online survey samples which the time frame of 

the study will be started from the month of February to April of 2020. The survey will be 

distributed through online channels including Facebook, Line, Instagram direct message, and 

etc. The target restaurants of this research will be the independent restaurants and franchises 

located in the shopping malls around the country. Therefore, we expected to interpret the data 

we gathered into an incisive explanation as much as possible within the limited time frame.  

 

Significance of Study  

The result from this study will provide a clear explanation of the mechanism and 

factors that affect the consumer decision. Furthermore, this research paper also provides the 

market definition of the restaurant chain industry. The result from this study can be used as a 

guideline for both restaurant businesses to develop their business model and government 

regulators to implement the policies effectively in accordance with the results from this 

research study. It is important to know and understand the market definition because there are 

many sub markets in the restaurant chain industry and each of the restaurants had different 

 



 

characteristics, customers, and structures which the same policies or business models might 

not be able to apply for all of them.  

 

The remaining parts of this paper were organized as follows. Firstly, the literature 

review. Secondly, the industry background which will discuss the market structures and 

which market that each different players are competing in. 

The next part is emphasized on the methodology and theoretical frameworks that were 

adopted in this study. Finally, this research will provide the conclusion about the market 

definition and consumer behaviors in the restaurant chain industry. 

 

2. Literature review  

The restaurants in Thai malls 

The restaurants that located in Thai malls are increased currently, since the rise of 

department store branches and establishing the new strategy that make the malls or 

department stores be the “ food destination”, in order to attract the consumers to go to that 

malls, the area allocation for restaurant increases from 20-25 percent to 30-40 percent of the 

total area of the malls. Moreover, the malls will select which restaurants could place in that 

particular malls to meet the need of consumers (Thansettakij, 2018)  

There are many types of restaurants in Thai malls to serve all of consumer’s demand. 

In this paper, I will categorize types of restaurants into 7 big groups which are fast food, 

Western food, Japanese food, hotpot, Northern east Thai food (Esan), Thai food and Chinese 

food, most of them are operated by the big restaurant chain groups.  

 

How do the restaurant chains group plan their restaurants?  

The big corporation that operates many restaurant brands called restaurant chains. In 

Thailand, we have seven main restaurant chains such as Central restaurant group, Minor 

group, etc. Each of the restaurant groups will launch restaurant brands that cover all types of 

the restaurant that are on demand in the market.  

The main reason that contributes to the selecting each brand for the restaurant chains 

is the profit margin, it is explicitly seen that if there is some demand or the opportunity that 

the corporation could achieve or gain the advantages of that market, they will build up that 

 



 

type of restaurants. Each restaurant chain group that has to have all types of restaurant brands 

is to get all of the market value of all types of restaurant market (Karen Glanz phD, 2007). 

 

The fast food restaurant in Thai malls  

Fast food is the quick prepared and minimal service dishes, the menu will be simple 

since it has to keep the core competence of quick and convenience. 

Thai people tend to consume Thai fast food more, such as Mc donald, KFC or Burger 

King. The reason that this type of restaurant is more famous for Thais than the past are that 

the higher disposable income of Thais that make higher purchasing power of Thais 

(Sirikeratikul, 2016), moreover, Thais tend to select the restaurants that have air conditioner 

not open air restaurant than before. However, most of the fast food’s consumers are teenagers 

and children because of the convenience, taste, low price and marketing strategies make it 

popular for them (​International Journal of Science and Research, 2014)​.  

 

The japanese food restaurant in Thai malls 

We couldn’t deny that Japanese food is one of the favorite foods for Thai people as 

we can see many Japanese restaurants around Bangkok and local both in malls and stand 

alone that make Thailand the largest Asean market for Japanese food (Pitsinee, 2019). There 

are many Japanese restaurants that are conducted by the big food chain groups such as Oishi 

group, Central restaurant’s group Ootoya. This market has the potential to grow furthermore 

as we can see more of Japanese food brands that are established in this year and the growth of 

the market share that increase more than 10%.  

The Thai consumer behavior toward Japanese food is that they easily accept the 

Japanese food as their perception about Japan as the good quality things and healthy food. 

According to higher demand for japanese food, there is more competition in this market, 

therefore the price of Japanese food is going to be lower, in order to attract more consumers 

to access the Japanese food (Food story, 2020). The report also shows us that even though the 

economy is going to be good or bad, Japanese food can still grow.  

 

The Western restaurant in Thai malls  

Western food used to be the type of food that Thai people are not so familiar with and 

not everyone could have or go to the Western restaurant since it is the sense of the upper class 

 



 

of Thai people. But currently, Thai people can access the Western restaurants and food more 

easily. One of the reasons is that the Western ingredients for cooking the Western food can be 

easily bought from supermarkets such as Foodland, Villa market that make Western food has 

more influential power among Thai people. (Suthorn, 2019) 

As Thai people are interested in Western food more, there are many new Western 

restaurants built up to serve the demand of Thai people, not only for high class people like the 

past but they will serve all of the classes in the society, as we can see more Western 

restaurant that can be affordable for low to middle class. Moreover, the Western restaurants 

also have the menu that fusion Thai ingredients and spice to make people easily access more 

and can be the outstanding point of Western food in Thailand also, we could see the Western 

restaurants in malls that have the menu that kind of Thai style such as Tom-yum spaghetti or 

steak that topped with Thai style sauce.  

 

The Hot pot restaurant in Thai malls  

Hot pot restaurants can be divided into many types, for example, suki which is the 

Thai style hot pot that we are familiar with for a long time, the brands that serve this type of 

hot pot are MK, Coaca, Neo Suki,etc. For the other type of hot pot is the japanese style that 

we called shabu or sukiyaki. This type of hot pot is usually sold in buffet restaurants, since 

consumers tend to value the worthiness of the food, like no limitation of order that will give 

the freedom of consumers to order any dishes that they want. Therefore, the value of this type 

of restaurant will focus on the worthiness and price, we usually see the promotion of shabu 

buffet restaurants that pay 3 persons when come 4, etc. For the market of a la carte hot pot 

restaurants, such as MK restaurants will have the selling point of branding and amount of 

restaurants that are available in department stores that can cover every location (Marketeer 

Team, 2019).  

Currently, the hot pot restaurants have the competition in form of the quality of the 

food and the adaption of the restaurants to meet the needs of consumers like the technology in 

the restaurants or the beautiful presentation rather than the discount price that the players 

usually did in the past. The competition of this market.  

The hotpot restaurants in Thai malls don’t have many big players in the market, the 

big players are MK restaurants, Shabushi, Hotpot which are the hot pot restaurants that are 

placed in every department store of Thailand. The strategies that they are using will be about 

 



 

the quality conscious since currently, consumers care more about the quality and taste of the 

food more than the worthiness in terms of quantity and price.  

 

The North-east Thai restaurants in Thai malls  

The starting point of the North-east Thai or Esan food is the street food that is sold 

beside the street or ordinary stand alone Esan restaurant. There is the development of this 

type of restaurant every year, we can see Esan restaurants at the department stores that are the 

well-known brand, that is the evidence that Esan food has progressed in the food industry. 

Moreover, there are many new extrances that want to enter in this market all the time. 

(Taokaemai,2018) 

Even though the popularity of foreign nation food in the department stores, the Thai 

nation restaurants are spot on. Especially Northern east Thai food or we call Esan food, that is 

very famous for Thai people, it can serve every lifestyle of Thai people and foreigners as 

well. Although the ingredients, process of cooking are traditionally Thai style that we are 

accustomed to, the groups of consumers of this type of restaurants serve middle to high 

income people (Marketeer, 2019).  

 

Thai restaurants in Thai malls  

As mentioned above of the first part of the reviews of literature, the total area 

provided for restaurants in department stores increases, so the amount of restaurants will be 

more, Thai restaurant brands also have the new entrants in this market. The report suggests 

that the total market value of Thai restaurants will increase 4-5 percent. (Siri Osiri, 2018)  

The Thai restaurants in department stores would serve in Thai modern style. Since 

most of the customers target are the middle to high income people and foreigners, therefore 

the taste of the food will not be so intense like Thai restaurants beside the street or the stand 

alone Thai restaurants.  

 

Chinese restaurants in Thai malls  

The trend of the Chinese food in Thailand has good performance in the restaurant 

industry. The main reason that makes this type of restaurant successful is because many 

Chinese tourists have the vacation in Thailand. (Thansettakij, 2019)  

 

 



 

The factor that influence the consumer’s restaurant selection  

What are the factors that drive the consumer’s selection of restaurants ? According to 

the literature that I have researched, the reasonable factors that drive the consumer to select 

the restaurants are the quality of the food which includes the hygiene of the food, the 

cleanliness of the restaurant, the atmosphere or the environment inside the restaurants, and 

the service quality. The deeper factors that influence the choice of the consumer are the 

comfortness of the restaurant, level of noise, waiting queue (speed of the service), parking 

facilities, and etc. (Frank Cullen, 2008). Based on secondary desk research, these were the 

common factors that determine a consumer's restaurant selection. 

 

The evaluation of  waiting time  

The waiting time for acquiring the products and services of the restaurants has a 

negative impact on the consumer’s satisfactory levels. In order to mitigate the dissatisfaction 

of the consumer from the cost of waiting time, the restaurant should reduce the waiting time 

to bring the satisfaction back to the consumer and changes the consumer’s perception towards 

the waiting time of the restaurants, as the consumers once experienced the long waiting time, 

they tend to remember that those particular restaurants should not be visited again since they 

have to wait for a long time. For the suggestion, the restaurant should adopt the idea of 

“waiting time guarantee” to ensure the time that consumers have to wait, this will enhance the 

satisfaction of the consumer if the time that was guaranteed is shorter than the actual time that 

the consumers wait, they will be more satisfied. (Piyush Kumar​, ​Manohar U. Kalwani​, 

Maqbool Dada​) 

 

3. Industry Background 

Food is one of the factors that is essential for living. The food industry was one of the 

highest value industries in Thailand. Apart from the food production market, the food service 

industry or the food chain restaurant market alone has a total market value of  400 billion 

Baht. In 2012 there were 61,760 restaurants registered in the system consisting of both the 

independent and franchise chain restaurants. There are six major restaurant chains in 

Thailand, consisting of Singha corporation, Oishi group, Minor international, MK restaurant 

group, ZEN corporation group and Central restaurant group. According to the total market 

value of 400 billion Baht, there are five highest type of restaurants that has the highest market 
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value including the cafe, hot pot restaurant, fast food (chicken), japanese restaurant, and 

somtum restaurant with the market values of 20 billion Baht, 19 billion Baht, 18.7 billion 

Baht, 18 billion Baht, and 16 billion Baht, respectively. The industry has had a growth rate 

around 4 percent in recent years and is also expected to have the same growth rate for 2019 to 

2020. 

 

4. Theoretical Framework  

Marketing Mix (7Ps) 

These marketing tools were used by the restaurants to attract the customers. The 

marketing mix consists of product, price, place, promotion, people, physical evidence, and 

process can be used to explain the consumer behavior because these factors affected the 

decision of the customers to purchase products or experience services from the restaurant. 

 

 

 

SCP Paradigm 

One of the most accepted frameworks that was used to analyze the market is the SCP 

paradigm. This framework explained about the market structure, market conduct, and market 

performance of the restaurant chain businesses which will help us understand more of the 

food service industry from the big picture to the small specific details.  

 

 



 

Market Structure  

Behind the success of the restaurants that we are familiar with such as MK restaurant, 

The Pizza Company, KFC, and Zen were operated by the big corporations. Each of these 

corporations manage many restaurant brands in order to serve the demand of the consumers 

and gain the market share as much as possible. There are six major restaurant chains in 

Thailand, consisting of Singha corporation, Oishi group, Minor international, MK restaurant 

group, ZEN corporation group and Central restaurant group. All of the big corporations’ 

restaurant chain portfolio covered most of the type of restaurants except for the Oishi group 

that are concentrated on the Japanese cuisines. The total market value of the restaurant chain 

was 400 billion Baht. The highest earner in the market as of 2018 was the Minor group whose 

revenue was approximately 17.7 billion Baht. Meanwhile, the MK restaurant group was the 

second highest earner with the revenue of 16 billion Baht followed by the Central group and 

the Oishi Group with the revenue of 12 billion and 1.7 billion Baht, respectively. (Prachachat, 

2019) 

The food service market was the market that was easy to enter but hard to survive. 

According to the research of the Economic Intelligence Center (EIC), the restaurant business 

was the third place of all business types that had most new entrants which was 3 percent. 

Furthermore, the food service business was also the third place in market exit rate which 

accounted for 2 percent of all businesses in Thailand. 

 

Market Conduct 

The restaurant chained business usually focused on either the high income segment or 

the lower income segment. The customers tend to be more concerned about the experiences 

which required the restaurant to be more than just a dining place but the service quality also 

needs to match with the quality of the food. Moreover,the Fast Casual trend which was the 

combination between fast food and casual dining gained popularity among the modern 

customers. The growth rate of the Fast Casual food is 8 percent in 2016 which is higher than 

the regular fast food restaurant which was 4 percent.In addition, the customization feature of 

the fast casual helps provide satisfaction to the new generation customers that weighed the 

experiences more. The Arno’s burger was one of the successful fast casual restaurants which 

served the customized burgers and steaks with a fine dining quality but reasonable price. The 

other reasons that contributed to the rapid growth rate of the restaurant chained business was 

 



 

from the development of the delivery system from the food delivery services which had the 

growth rate of 10 percent per year during 2013 to 2018. Furthermore,  most of the major 

players in the market have eyed on expanding to the AEC markets through merger and 

acquisition. The CRG group was one of the biggest players that targeted the Vietnam markets 

due to its potential growth. Therefore, the improvement of the online platform and the 

delivery services were highly contribute to the growth of the food services market in 

Thailand. 

 

Market Performance 

The overall growth of the food service market was around 4 percent during 2013 to 

2018. According to the market analysis from the EIC, the expected growth of the food service 

market will be around 4 to 5 percent during 2019 to 2020 despite the economic fluctuation. 

The competitiveness in Asian cuisine market is intense, especially the Japanese cuisines 

whose market value accounted for 18 billion Baht.  Moreover, the performance of the chained 

restaurant tends to outperform the non chained restaurant in recent years. From the analysis 

of Euromonitor, the revenue of the chained restaurant was increased by 9 percent per year 

while the branch expansion rate was increased by 8 percent each year. While, the growth in 

revenue and branch expansion of the unchained restaurant was 4 and 2 percent per year, 

respectively. The rapid growth rate of the chained restaurant was due to the expansion to the 

department stores which also has a high growth rate.  

 

5. Methodology  

In order to know the alternative choice of consumer’s restaurant in malls selection 

which is linked to the marketing mix of the restaurant, market power of the brand, types of 

restaurant that demanded by the consumers and the waiting time to have a seat in that 

restaurant (innovation and capacity). To answer the question of this article we use the SCP 

paradigm that we have collected the believable information from the secondary data via an 

online website in order to know the market structure, market conduct and market 

performance of the restaurant in the malls industry. The overall types of restaurant that we are 

going to study are selected by the observation of the restaurants in the department stores that 

may not perfectly cover all types of restaurants in the malls, we intend to study only the 

restaurants that we usually go to or the majority for everyone. 

 



 

 

In the methodology section, we will describe how we are going to collect the data and 

analyze it. We use the method of  doing surveys by creating the questionnaires launched 

through the online platform. We expect to gather approximately 300 to 350 respondents in 

minimum for our samples in order to analyze the impact and see the insight of the data, 

finally we got the samples totalling 603 respondents for our study. The data that we get will 

be in the form of both qualitative and quantitative data. The main purpose of doing this 

methodology is to find out what are the factors that make consumers select their alternate 

choice restaurants and also the consumer’s substitution pattern of eat-out restaurants in malls.  

The questionnaire’s question will be separated into two parts. The first part is the 

basic information that we collect the demographic data, the questions are consisted of sex, 

age, career, income per month and living province. The next section questions are related to 

the restaurant selection behaviors of the consumers. The questions are covered of the 

frequency of going to the restaurant in malls per week, types of restaurant that usually go, 

factors the influence the restaurant selection which is linked to the marketing mix concept, 

what group of people usually go with, maximum waiting time to having seat in restaurant and 

which types of restaurants are your next choice if the first choice can’t serve you or waiting 

time is excess your willingness. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Result  

 

1. Summary statistical variables  

Table 1 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

2. Descriptive statistics of  variables  

Table 2 

Variables Variables Title Description of Variables 

Dependent variable (Yj) 
 
Dependent variable (Yk) 
 
Dependent variable (Yl) 

same  
 
diff 
 
gohome 

In case that the target restaurant 
are not available, for all of the 
dependent variables : Never 
happen = 0, Sometime = 1, Often 
= 2 

 
 
 
 
 
 
 
 
 
Demographic factors (Xi) 

gender 
 
age 
 
income 
 
student 
 
publicofficer 
 
govofficer 
 
bus 
 
unemploy 
 
freelance 
 
bkk 
 
notbkk 

Male = 0, Female = 1, Other = 2 
 
 
 
Income per month (in a unit of 
Baht) 
One is student =1, Otherwise = 0 
 
One is public officer = 1, 
Otherwise = 0 
One is government officer = 1, 
Otherwise = 0 
One is bus driver =1, Otherwise = 
0 
One is unemployed = 1, Otherwise 
= 0 
One is freelance =1, Otherwise = 
0 
One is resided in BKK = 1, 
Otherwise = 0 
One is not resided in BKK = 1, 
Otherwise = 0 

 
 
 
 
 
 
 
Frequency Factors (Fi) 
 

frqrest 
 
frqff 
 
frqwf 
 
frqjf 
 
frqhp 
 
frqef 
 
frqtf 
 
frqcf 

The frequency of restaurants 
visiting before the Covid-19 
situation : Lower than once a 
week = 0, 1-2 times per week = 1, 
2-3 times per week = 2, More than 
thrice a week = 3. 
 
From frqff to frqcf : Never = 0, 
Sometime = 1, Often = 2 
frqff = Fast food 
frqwf = Western food 
frqjf = Japanese food 
frqhp = Hot pot restaurant 
frqef = Isaan food restaurant 
frqtf = Thai food 
frqcf = Chinese food 

 



 

 
 
 
 
 
 
 
 
 
 
Lifestyle Factors (Li) 

taste 
 
clean 
 
service 
 
brand 
 
location  
 
environment 
 
variety 
 
alone 
 
fml 
 
partner 
 
friend 
 
colleague 
 
 
 
 
 
 
wtime 
 

Taste of food 
 
Cleanliness of the restaurant 
 
Service quality of the restaurant 
 
Brand awareness  
 
Location of the restaurant 
 
Atmosphere of the restaurant 
 
Variety of menus 
 
Go to restaurant alone 
 
Go to restaurant with family 
 
Go to restaurant with partner 
 
Go to restaurant with friend 
 
Go to restaurant with colleague 
 
**(All the factors including alone, 
fml, partner, friend, and colleague 
: Never = 0 , Sometime = 1, Often 
= 2) 
 
Waiting time 

 

3. Correlation of the demographic factors and frequency of eat-out in restaurants at 

malls  

Table 3 

 

 

 



 

Firstly, we would like to know the correlation of the demographic factors towards the 

trend of eat-out at malls. As you can see at table 3, we use the independent variables by the 

following, gender, age, income, occupation, living province (bangkok or others) and the 

frequency of going to restaurants in malls per week. We found out that income, public 

officers, businessmen and people who live in Bangkok correlate with the frequency of going 

to restaurants. For example,  the frequency of eating out at restaurants increases by 1% when 

income is increased by 13.38%.  

 

4.Correlation of frequency of going to particular types of restaurants, who go with and 

waiting time 

Table 4 

  

 

 

According to table 4, it describes the correlations of types of restaurants in malls, who 

mostly go with and the waiting time. We can see that fast food has correlation with the 

western food as we can see that the food that is sold at fast food restaurants is similar to 

western restaurants. Japanese food and hot pot have some correlation as well as Eastern thai 

food and Thai food. Focusing on the person who mostly goes with, we see that most people 

who usually eat out with family and partner will have less frequency of eating fast food. For 

 



 

the duration of waiting time, we can see that Japanese and hot pot restaurants have negative 

correlation with waiting time, since these types of restaurants have high competition, many 

brands as mentioned in the literature review part, so consumers are not willing to wait for a 

long time, they can go to others restaurants instead. Lastly, people who go with family and 

partner tend to have a negative correlation with the waiting time. 

 

5. Marketing mix   

Table 5 

 

In table 5, this table describes factors that affect the restaurants selection in malls 

which are concerned about the marketing mix of the restaurants. The marketing mix tools 

consisted of brand, cleanness, environment, location, service, taste and variety. The most   

factors that have the highest rating is the taste followed by the cleanness, and service quality.  

 

 

 

 



 

  

 

 

These are the tables describing the amount of choosing the next alternative choice of 

restaurants to substitute the first choice. We can see that people tend to change type of 

restaurant from the first choice more than people that will stay in the same group or we can 

say that people’s preferences are more than one. For the amount of people that tend to go 

home is low, therefore the competition among the players in this industry have the 

opportunity for the second choice of the consumers. 

 

Multinomial Logistic Regression 

 Pr(Y = p) = 𝛴 X ​pi​ β​*​p​ + 𝛴 F​pi​ δ ​*​p​ + 𝛴 L ​pi​ γ​*​p​ + ε ​i  

Where :  

X​pi ​is the demographic factors that are consisted of gender, age, income, student, 

publicofficer, govofficer, bus, unemploy, freelance,bkk and not bkk  

F​pi ​is the frequency factors that are consisted of frqrest, frqff, frqwf, frqjf, frqhp, frqef, frqtf 

and frqcf  

L​pi​ ​is the lifestyle factors that are consisted of taste, clean, service, brand, location, 

environment, variety, alone, fml, partner, friend and colleague.  

 

Model 1: When the dependent variable is same (​Y​j​)  

Pr(Y​j​ = 0,1,2) = 𝛴 X​pi​ β​*​p​ +  𝛴 F ​pi​ δ ​*​p​ + 𝛴 L​pi​ γ​*​p​ + ε ​i  

 

 



 

Model 2: When the dependent variable is diff (​Y​k​)  

Pr(Y​k​ = 0,1,2) =  𝛴 X​pi​ ​β​*​p​ +  𝛴 F ​pi​ δ ​*​p​ +  𝛴 L​pi​ γ​*​p​ + ε​ ​i   

Model 3: When the dependent variable is gohome (​Y​l​)  

Pr(Y​l​ = 0,1,2) =  𝛴 X​pi​ β​*​p​ +  𝛴 F ​pi​ δ ​*​p​ + 𝛴 L​pi​ γ​*​p​ + ε​ ​i  

 

 

 

Table 6 

 



 

 

Table 7 

 

  

Table 8  

 



 

 

Table 9 

 

 

Table 10 

 



 

  

Table 11 

 

 

  

Table 12 

 



 

 

Table 13 

 

 

Table 14 

 

 

 



 

According to table 6-14, using multinomial logistic regression and making the 

marginal effect. The table shows the variables that affect the dependent variables which are 

eating the same type of restaurants (same), eating different types of restaurants (diff) and 

eating outside malls (gohome). Each of these three dependent variables have three outcomes 

that are represented into dummy variables. The dummy variables consist of 0 (never happen), 

1 (sometimes happen) and 2 (often happen). The dydx is the marginal effect of each 

independent variable, if it is positive, that particular variable will change directly to the 

dependent variables but if the value of marginal effect is negative, that particular variable will 

change indirectly to the dependent variables. For the column of p> lzl,​ ​it is the significant 

level, if the variable is significant at p<0.01, p<0.05, p<0.001, it describes the more 

believable of that variable that represents the true population , so this variable can impact 

reasonably.  

Firstly, table 6-8, the outcomes ​When the dependent variable is the same (​Y​j​). People 

who go with a partner will tend to not select the same type restaurants for their second choice, 

this shows a 5% significance level. In other ways, people tend to sometimes select the same 

type of restaurant when they go with friends, at a 5% significance level. For the often select 

the same type of restaurants, students are the group of occupation that tend to choose the 

same type of restaurant for their alternative choice and Isaan food is the only type of 

restaurant that people continue to go with the second choice, at a 5% significance level. 

The next section is table 9-11, When the dependent variable is diff (​Y​k​). People who 

usually go to eat at restaurants in malls. People who value the taste of food much will tend to 

choose different types of restaurant sometimes, at a 5% significance level. Moreover, We see 

that people who usually consume fast food restaurants in malls will select different types of 

restaurants for their second choice, at a 10% significance level.  

Lastly, the table 12-14, When the dependent variable is gohome (​Y​l​). People who go 

to eat alone will tend to not select the other restaurants further, at a 10% significant level. As 

well as the waiting time that can affect the customer’s choice to not consume any other 

restaurants at 5% significance level.  

 

 

 

 

 



 

Conclusion  

 

The intensity of competition in the restaurant chain industry benefited both restaurants 

and customers. There are more choices for the customers and the quality of service are even 

better than the past. However, every customer always had their alternate choices or backup 

plan just in case their first choices are not available at that moment. The main objectives of 

this research study is to understand the market structure of the food service industry and 

which factors have influence on the decision making of the customer for their alternate choice 

of restaurants and when they choose their alternate choices will they stick with the same type 

of the restaurant, a new different type or just go home.  

This paper then distributed the online survey about the restaurant choices to the 

customers who resided in Thailand and constructed a multinomial logistic regression to find 

the correlation between three independent variables consisting of the demographic factors, 

frequency factors, lifestyle factors, and the dependent variables which was the the alternate 

choices of the customer including going to the same type of restaurant, different ones, and go 

home.  

According to the result, there are only a few factors that had an influence on the 

frequency of going to the restaurant in malls which were the income,occupation, and living 

regions. This is because of the positive correlation between these factors and the frequency 

factors. From the marketing mix analysis, most of the respondents weighted the taste as the 

most important factor to their decision with the average score of 4.598 and followed by the 

cleanliness and service quality with the average score of 4.52 and 4.06, respectively. 

Moreover, Isaan Food is the type of restaurant that people tend to stick with the same type 

even if their first choices are not available. Most of them are still going to have an alternate 

Isaan restaurant. Apart from Isaan restaurants, most of the respondents tend to go to the 

different types of the restaurant when it comes to the alternate choices. Therefore, most of the 

results are relatable to the literature reviews or the past research papers such as the factors 

that contribute to the decision making of the customer and the trend of the foods in the 

industry. Furthermore, these results can be used as a guideline for both restaurant owners and 

government regulators to construct strategies efficiently.  

For the suggestion, the food chain groups should consider having various types of 

restaurant in their portfolio because most of the customers tend to go to different types of 

 



 

restaurant for their second choice. This will benefit both the owners which they can retain 

their customers and the customers who will have more choices. The expansion of the 

restaurant will also generate more jobs in the society. The restaurants also should consider 

investing in the queuing system, communication platform, and delivery system in order to 

improve the service quality and provide better experiences to the customers. This will result 

in higher revenue due to the expansion of the customer base and popularity among the 

customer. The independent restaurants may have lower market share and growth rate 

compared to the franchise ones but they can emphasize on their strong points which are the 

customization and experiences. They could exploit these areas in order to compete with the 

chained restaurants and this will make the market more efficient when both the chained and 

unchained restaurant had a capability to survive and compete with each other. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Reference  

 

สรุป เชนร้านอาหาร ในประเทศไทย. (2020). Retrieved 19 April 2020, from 

https://www.longtunman.com/18902 

 

Limited, B. (2020). Japanese cuisine still on a roll. Retrieved 19 April 2020, from 

https://www.bangkokpost.com/business/1618998/japanese-cuisine-still-on-a-roll 

 

ความน่าสนใจของธุรกิจอาหารญ่ีปุ่น 2018 — FoodStory's Blog. (2020). Retrieved 19 April 2020, 

from ​https://www.foodstory.co/blog/japan-res 

 

Limited, B. (2020). The evolution of farang  food. Retrieved 19 April 2020, from 

https://www.bangkokpost.com/life/social-and-lifestyle/1800984/the-evolution-of-farang-food 

 

ตลาดร้านสุก้ีชาบู 2562 ร้อนทะลุจุดเดือด วเิคราะหก์ลยุทธ ์MK - SHABUSHI - HOT POT. (2020). 

Retrieved 19 April 2020, from ​https://marketeeronline.co/archives/98930 

 

เปิดกลยุทธ ์‘ตาํม่ัว’ ปี 62 จาก SME อีสาน สูร้่านอาหารพันลา้น ในเครือ ‘เซน็’ - Marketeer Online. 

(2020). Retrieved 19 April 2020, from ​https://marketeeronline.co/archives/101510 

 

9 กลยุทธเ์ปิดร้านสม้ตาํ อาหารอีสาน อยา่งไรให้ขายดี - Taokaemai.com. (2020). Retrieved 19 April 

2020, from 

https://taokaemai.com/9-%E0%B8%81%E0%B8%A5%E0%B8%A2%E0%B8%B8%E0%B8

%97%E0%B8%98%E0%B9%8C%E0%B9%80%E0%B8%9B%E0%B8%B4%E0%B8%94%

E0%B8%A3%E0%B9%89%E0%B8%B2%E0%B8%99%E0%B8%AA%E0%B9%89%E0%B

8%A1%E0%B8%95%E0%B8%B3-%E0%B8%AD/ 

 

คาดมูลคา่ตลาดร้านอาหารไทยปีน้ีขยายตัว 4-5% - The Bangkok Insight. (2020). Retrieved 19 April 

2020, from ​https://www.thebangkokinsight.com/559/ 

 

ธุรกิจร้านอาหารจีนรุ่ง รับกระแสนักทอ่งเท่ียว "ภัตตาคารเหอหยวน" รุกขยายสาขา 2. (2020). Retrieved 

19 April 2020, from ​https://www.thansettakij.com/content/398250 

 

https://www.longtunman.com/18902
https://www.bangkokpost.com/business/1618998/japanese-cuisine-still-on-a-roll
https://www.foodstory.co/blog/japan-res
https://www.bangkokpost.com/life/social-and-lifestyle/1800984/the-evolution-of-farang-food
https://marketeeronline.co/archives/98930
https://marketeeronline.co/archives/101510
https://taokaemai.com/9-%E0%B8%81%E0%B8%A5%E0%B8%A2%E0%B8%B8%E0%B8%97%E0%B8%98%E0%B9%8C%E0%B9%80%E0%B8%9B%E0%B8%B4%E0%B8%94%E0%B8%A3%E0%B9%89%E0%B8%B2%E0%B8%99%E0%B8%AA%E0%B9%89%E0%B8%A1%E0%B8%95%E0%B8%B3-%E0%B8%AD/
https://taokaemai.com/9-%E0%B8%81%E0%B8%A5%E0%B8%A2%E0%B8%B8%E0%B8%97%E0%B8%98%E0%B9%8C%E0%B9%80%E0%B8%9B%E0%B8%B4%E0%B8%94%E0%B8%A3%E0%B9%89%E0%B8%B2%E0%B8%99%E0%B8%AA%E0%B9%89%E0%B8%A1%E0%B8%95%E0%B8%B3-%E0%B8%AD/
https://taokaemai.com/9-%E0%B8%81%E0%B8%A5%E0%B8%A2%E0%B8%B8%E0%B8%97%E0%B8%98%E0%B9%8C%E0%B9%80%E0%B8%9B%E0%B8%B4%E0%B8%94%E0%B8%A3%E0%B9%89%E0%B8%B2%E0%B8%99%E0%B8%AA%E0%B9%89%E0%B8%A1%E0%B8%95%E0%B8%B3-%E0%B8%AD/
https://taokaemai.com/9-%E0%B8%81%E0%B8%A5%E0%B8%A2%E0%B8%B8%E0%B8%97%E0%B8%98%E0%B9%8C%E0%B9%80%E0%B8%9B%E0%B8%B4%E0%B8%94%E0%B8%A3%E0%B9%89%E0%B8%B2%E0%B8%99%E0%B8%AA%E0%B9%89%E0%B8%A1%E0%B8%95%E0%B8%B3-%E0%B8%AD/
https://www.thebangkokinsight.com/559/
https://www.thansettakij.com/content/398250


 

 

รู้จัก เครือขา่ยร้านอาหารของ เซน็ทรัล. (2020). Retrieved 19 April 2020, from 

https://www.longtunman.com/1988 

 

เชนร้านอาหารเติบโต …อาหารสัญชาติเอเชียยังเป็นดาวรุ่ง. (2020). Retrieved 19 April 2020, from 

https://positioningmag.com/56734 

 

สอ่งเทรนดธุ์รกิจร้านอาหาร…ช่ัวโมงน้ี ยังน่าลงทุนอยูห่รือไม?่ ร้านแบบไหนมาแรง! | Brand Buffet. 

(2020). Retrieved 19 April 2020, from 

https://www.brandbuffet.in.th/2019/07/restaurant-business-overview-by-eic/ 

 

ปี 2563 ตลาดร้านอาหารโต แตเ่จอศกึรอบดา้น - Marketeer Online. (2020). Retrieved 19 April 

2020, from ​https://marketeeronline.co/archives/138668 

 

ธุรกิจอาหาร. (2020). Retrieved 19 April 2020, from 

https://www.dbd.go.th/download/document_file/Statisic/2562/T26/T26_201902.pdf 

 

Food Service Market. (2020). Retrieved 19 April 2020, from 

https://www.prachachat.net/marketing/news-301950 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.longtunman.com/1988
https://positioningmag.com/56734
https://www.brandbuffet.in.th/2019/07/restaurant-business-overview-by-eic/
https://marketeeronline.co/archives/138668
https://www.dbd.go.th/download/document_file/Statisic/2562/T26/T26_201902.pdf
https://www.prachachat.net/marketing/news-301950

