
Consumer’s alternative choice of

restaurant substitution



1. Introduction
●  Objective of the study :   To define the market definition of the restaurant chain market and understand 

the factors that affected the customer behaviour toward the restaurant selection.

● Scope of study : Restaurant  chain of Big corporates in Thailand (Central, Minor, and MK groups) and 

the expected of 300 to 350 set of data gathered from the online survey of all the customers resided in 

Thailand. 

● Significance of Study : 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.

● Limitation of Research : Time constraint , the Covid-19 situation, and the accuracy of the data gathered 

from the respondents because it was personal opinion



2. Literature review
The restaurants in Thai malls

● The expansion of branches of Thai malls  

● New strategy that make department stores as “ food destination “ 

● The increase of restaurants area 

By: Thansettakij, 2018

How do the restaurant chains group plan their restaurants?  

● There are 6 main restaurant chains 

● Launching all types of restaurant that are on market demand 

● Marginal profit is the key of making decision 

By: Karen Glanz phD, 2007



2. Literature review
The Japanese restaurant in Thai malls 

- Thailand is the largest Asean market for Japanese food 

- There are many Japanese restaurants that are conducted by the big food chain groups 

- the growth of the market share that increase more than 10% 

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

The North-east Thai restaurants in Thai malls

- Esan food has progressed in the food industry 

- it can serve every lifestyle of Thai people and foreigners as well

By: Marketeer, 2019

By: Pitsinee, 2019



2. Literature review
The factors that make consumer’s restaurant selection

By: Frank Cullen

Quality of the food 

● Hygiene  

● Taste 

Restaurant’s service 

● Environment 

● Service 

● Comfort

● Noise 

● Queue 

● Parking



2. Literature review
The evaluation of waiting time

By: Piyush Kumar, Manohar U. Kalwani,Maqbool Dada

Waiting time 

creates dissatisfaction

Reduce 
waiting time

Waiting time guarantee

brings back satisfaction



3. Industry Background
● Total market value of 400 billion Baht

● There was 61,760 restaurants registered in the system (2012)

- Independent restaurants

- Franchise

● 6 Major Players : Singha Corporation, Oishi Group, Minor International, MK restaurant group, Zen 

orporation, and Central restaurant group

● The top 5 restaurant type that has the highest market share (400 billion Baht)

- Cafe : 20 billion Baht

- Hot pot restaurant : 19 billion Baht

-Fast food (Chicken) : 18.7 billion Baht

-Japanese restaurant : 18 billion Baht

-Somtum restaurant : 16 billion Baht



4. Theoretical framework
Marketing mix (7Ps)



SCP Paradigm
● Market Structure 

- Market Value of the Food Service Market
- Major Players in the Market
- Market Characteristics

● Market Conduct
- Market Strategies
- Trends
- Innovations

● Market Performance
- Growth rate and expected growth rate
- Chained and Unchained restaurant



5. Methodology
● Research method : Online survey 

● Type of data : Cross-sectional data 

● Population: Men/Women  Location: Bangkok and metropolitan 

region 

● Samples : 603 online surveys 



Factors that affect the alternative restaurant selection 

1. Demographic factors Ex: Gender, Age, Occupation, Living province 

2. Frequency factors Ex: Frequency of going to restaurant at mall, 

Frequency of eating fast food at malls, Frequency of eating Japanese 

food at malls 

3. Lifestyle factors Ex: Taste, service, brand , who you usually go with



Survey Summary
Total of 603 responses 

- Gender : Male : 107 persons , Female : 489 persons, Others : 7 persons

- Age : Lower than 20 (116 persons), 20-25 year old (395 persons), 26-30 year old (34 persons), 31-35 year old (11 persons), 

36-40 year old (6 persons), 41-45 year old (5 persons), and higher than 45 (36 persons)

- Occupation : Student (390 persons), Private employee (123 persons), Government Officer (30 persons), Entrepreneur (22 persons), 

Freelancer (12 persons), Driver (1 person), and Unemployed (22 persons) 

-Average Income per month (bahts) : Below 8,000 (177 persons), 8,000-15,000 (195 persons), 15,001-25,000 (101 persons),

25,001-35,000 (58 persons), 35,001-45,000 (28 persons), and Above 45,000 ( 44 persons)

-Resident : Lived in Bangkok (372 persons) , Lived in other regions (231 persons)



Overall summary of data



 

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 
 
environ
ment
 
variety
 
alone
 
fml
 
partner
 
friend
 
colleag
ue

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



 Pr(Y = p) = 𝛴 Xpi β
*
p + 𝛴 Fpi δ

*
p + 𝛴 Lpi γ

*
p + ε i  

i=1….603, p=0,1,2 

  Model 1: When the dependent variable is same (Yj)  

Pr(Yj = 0,1,2) = 𝛴 Xpi β
*
p +  𝛴 Fpi δ *p + 𝛴 Lpi γ

*
p + ε i   

Model 2: When the dependent variable is diff (Yk) 

Pr(Yk = 0,1,2) =  𝛴 Xpi β
*
p +  𝛴 Fpi δ

*
p +  𝛴 Lpi γ

*
p + ε i     

Model 3: When the dependent variable is gohome (Yl) 

Pr(Yl = 0,1,2) =  𝛴 Xpi β
*
p +  𝛴 Fpi δ

*
p + 𝛴 Lpi γ

*
p + ε i 

● Y is the dependent variable consisted of Yj,    Yk  and Yl  (same,diff,gohome)   

● Xpi is the demographic factors that are consisted of gender, age, income, student, publicofficer, 

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

● Fpi is the frequency factors that are consisted of frqrest, frqff, frqwf, frqjf, frqhp, frqef, frqtf and frqcf  

● Lpi is the lifestyle factors that are consisted of taste, clean, service, brand, location, environment, 

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



Correlation of the demographic factors

 and frequency of eat-out in restaurants at malls 

Correlation of the types of restaurant, who going with

and waiting time



Marketing mix



Result











Conclusion
● Regression of Multinomial Logistic form.  

● Analyze the correlation between variables and statistical data.

Results :   

1. Income, occupation, living region only affect the frequency of going to restaurant in malls 

2. People value taste as the first priority followed by cleanliness, service quality 

3. Isaan food restaurant is the type of restaurant that consumers highly intend to stick with 

the same type when it comes to their alternate choice. 

4. People tend to still go to other restaurants instead of eating outside malls 

5. People’s preference is more than one since their second choice tend to be different type of 

restaurants more than same types as their alternative choice 



Suggestion
● Food chain groups should consider various type of restaurants    

● People tend to eating out with family and friend, they mostly go with their family and 
they usually value the taste of food as their top priority of restaurant selection

●  Isaan food is on the uprising trend which has the market value of 16 billion Baht 

Limitations 

- Time constraint  

- Sample size is not big enough compare with the actual size of the population 

- COVID-19 pandemic that influence the biased survey outcome 
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