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Perception Factors Affecting Japanese Food Consumption Behavior of Consumers in

Pathum Thani Province
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Abstract
This research aimed to examine the perceived factors influencing Japanese food consumption
behavior among consumers in Pathum Thani Province. The sample comprised 400 residents of Pathum
Thani Province, selected by simple random sampling. The research instrument used in this study was
a structured questionnaire. Data were analyzed using frequency and percentage, mean and standard
deviation, and multiple regression.
The findings revealed that consumers’ perceptions of Japanese food consumption were

highest across all dimensions. Specifically, perceptions of ingredient quality were rated highest
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(mean = 4.51), with respondents placing the greatest importance on appropriate portion size relative
to price, as well as on standardized and fresh ingredients. In terms of price and value, perceptions
were also at the highest level (mean = 4.51), with emphasis on price appropriateness relative to quality
and on promotional offers during special occasions. Regarding employee service quality, perceptions
were rated highest (mean = 4.49), with respondents highlighting promptness, politeness, attentiveness,
and the ability to create a positive impression as important factors. The results of multiple regression
analysis indicated that perceptions of ingredient quality, price, and value, and employee service quality
had statistically significant effects on Japanese food consumption behavior at the 0.05 level.

These findings suggest that consumers in Pathum Thani Province place high importance on
ingredient quality, price value, and service quality when consuming Japanese food. The results may
serve as useful guidelines for developing effective marketing and service strategies for Japanese

restaurants in accordance with consumer needs.
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AUIIMLALAIIUANAT 0.315 0.043 0.332 7.335|  0.000
FUNNITUSNNTURINTINI U 0.487 0.045 0.489 8.868 0.000

R= 0.743, R°= 0.741, SEE = 0.292, F = 382.182, Sig. = 0.000*

HidudAgynwadnnszau 0.05

Nan15IATIEINsaRANIsanneENa WuidUsBase Ae nsfuinisuilanemisdiu
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oSuIsAMuiuLUTe g Anssunsuilaaomsduld $esas 74.10 (R%= 0.741) wuidunanmuesingdu
fuTIAuarANANA1 kagdun1suInIsesmiingy sgsiideddynieadAfisedu 0.01 wasidefiarsn
fuusdasziiisrunalunisiuenginssunisuilaaemsdiu Iidfiqade funisuinisveaniinau

(B=0.489) sus1en uazauAudl ($=0.332) uazsunuamussingiu ($=0.120)

€

Fetuanansaaisaunsnensains fuinganssunisuilaremsdiuluiminunusd lugduuy
aun9ldwail
Y =0.427 + 0.120X; + 0.332X; + 0.489X5
g dudsBase X, Ao AUANNINVDLINGAY
MuUsdase X, Ao AUTIATUAEAIUANA
AuUsBase X; Ao AIUNITUINNSTBINENY
Faulsnu Y fie wAnssunsuilane sy

I1NN1TNAADUNITIATIENATANTIATIEannaenAM (Multiple Regression) vinl#ins1udn
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2565) uananinanisAnuiaaenndeaiu Avstuv wedueisa (2568) wuin fuilaaldianuddgi
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6.1.3 A15tMAIUAIAYAUNITERNLUUUSEAUNITAN1TUSLAA (Dining Experience)
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