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ABSTRACT

This research is aims to study attitude and marketing max factor and the decision-making
in thai food cooked at food center. Case study for this research is gathering from 400 sample from
customer in Bangkok and collect data from the questionnaire by online questionnaire of the 300
series by adding a link to a questionnaire posted on the restaurant page. And recommendations on
restaurants www. youtube. com and manual query storage. From the restaurant in Bangkok.
The number of five districts listed in the random list of Bangkok is composed of Bangkhen,
Chatuchak, Khet Laksi and Bangkae. 20 sets per region, total 100 series. Data analysis from
percent, frequency, mean, standard deviation, variance, t-teat/ ANOVA and Pearson’ s Correlation
Coefficient. The result of research is the customer has attitudes are used of Thai Food Cooked at
Food Center is food center is good reputation and good taste more than over the other restaurant
and place importance marketing mix ; The most is Promotion, the second is Process and analyze
hypothesis is the attitude for thai food cooked at food center and marketing max factor relate to the

decision Making in Thai Food Cooked with statistical significance level 0.01.





