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ABSTRACT

The objective of this independent study is to study consumers’ perception of the
marketing position of quick service restaurants that provide full meal fast food and have
more than two branches in Amphoe Mueang, Changwat Chiang Mai. There are five restaurants
in this study including KFC, Chester’s Grill, McDonald’s, Pizza Hut and The Pizza Company.

The study was conducted by focus group interview of five sample interviewees who
had visited five fast food restaurants in this study and the data from which was put into
questionnaire distributed to 200 sample subjects who had visited five fast food restaurants in
this study. Analysis is presented descriptively in terms of frequency value, percentage value
and factor analysis.

It was found from the study that three factors determined marketing position of fast
food restaurants. The first factor is service offer that consisted of vartety of food on the memu,
new product launching, high price, suitable menu for eating in restaurant more than take

home, delivery service, many branches, premium strategies, discounts, brochures distributing and



self service. The second factor was service facilitating that consisted of menu adjustment to
Thai taste, suitable snack menu, speedy service, good personnel, pesonnel responding to
customers’ need, restaurant’s decoration, enough service equipments and restaurant’s design
suitable for facilitating. The third factor was service value that consisted of suitable price for
quality and service and advertising on television.

It was found from the study that consumers’ perception in fast food restaurants was
as follow.

At KFC Restaurant, the prominent marketing position was service value though there
was contrastive relation among the factors. While there were advertisement on television and offer of
full meal fast food with self service, KFC did not emphasize service offers - - -

At Chester’s Grill, the prominent marketing position was service facilitaing though there
was contrastive relation among the factors. While Chester’s Grill stressed more than other
restaurants on full meal fast food which had been adjusted to Thai taste and value service, it
did not emphasize marketing promotion like other restaurants.

At McDonald’s Restaurant, the prominent marketing position was service though there
was confrastive relation among the factors. While McDonald’s promoted self service, low price
and marketing promotion with premium strategies, it did not compete in delivery service. In
terms of service facilitaing, McDonald’s characteristics were speedy service, unique decoration,
and suitable snack fast food menu rather than full meal fast food.

At Pizza Hut Restaurant, the prominent marketing position was service offers. Pizza
Hut offered variety in their menu, emphasized marketing promotion through discount set
menus, distributing flyers, phone order service, and a unique service with staff giving
suggestions to customers. The service facilitating factor was ranked at the medium level, and
was not as focused as with other factors.

At The Pizza Company Restaurant, the marketing position was similar to that at Pizza
Hut. The prominent position was service offers. The Pizza Company offered variety in their
menu, regular new menu launching, phone order service and it had many branches. In term of
service facilitating, the main characteristic was the adjusiment to Thai taste but the restaurant

did not emphasize as much the quality of the service as it did other factors.



