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Consumption Behaviour of Japanese Omakase Food of population

in Nonthaburi province.
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ABSTRACT

The objective of this research were 1) to study the Consumption Behaviour of
Japanese Consumers Omakase of population in Nonthaburi province 2) to study the marketing
mix affecting the Consumption Behaviour of Japanese Omakase Food of population in
Nonthaburi province. The sample are 402 people in Nonthaburi province. The Consumption
Behaviour of Japanese Omakase Food of population in Nonthaburi province. The multi-stage
sampling method with simple random sampling in each area, was 67 cases. The statistics used

in analysis were percentage, mean, and deviation. The reference summary statistics were t-
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test, One-way analysis of variance and reference summary statistics to test a hypothesis about
study the Consumption Behaviour of Japanese Omakase Food of population in Nonthaburi
province. The project using oriented equation model analysis.The results show that:

1. The study the Consumption Behaviour of Japanese Omakase Food of population
in Nonthaburi province by product, price, location, promotion respectively, personnel,
service and physical characteristic.

2. The Marketing mix that contributes has significant. Which can display the weight of
the element as follows: product (X;) B = 0.471 personal (Xs) B = 0.436 price (X,) B = 0.414
promotion respectively (Xs) B = 0.191 location (X5) B = 0.141 service (X¢) B = 0.025

physical characteristic (X;) B = 0.003

Keywords: Service Behavior , Marketing mix, Choosing Omakase Japanese restaurants
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