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Factors affecting the consumption behavior of local breakfasts inherited from

Peranakan culture of tourists in Trang province
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Abstract
The objectives of this research were to study attitude factor, perception of marketing mix factor, and

perception of service quality factor that affect tourists’ consumption behavior on choosing Dim Sum as breakfast in
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Trang province. The instrument used was questionnaire. Content validity and reliability of the questionnaire was
examined and the resulted reliability was 0.89. Ten Dim Sum restaurants were purposively selected tourists in Trang
province, selected by convenience sampling technique, were used as samples in the study. The statistics used in
data analysis were frequency, percentage, mean, standard deviation and multiple regression analysis. The results
indicated that the majority of samples were Thai tourists who spent 1-2 days for a trip. Some of them had no
knowledge about the cost of breakfast since was already included in the tour package. Additionally, the average
score of the attitude towards the consumption behavior on choosing Dim Sum as breakfast was 2.97. The average
score of the perception of marketing mix influencing the consumption behavior on choosing Dim Sum as breakfast
was 3.15, with the product showing the highest mean score and the physical evidence indicating the lowest mean
score. The average score of the perception of service quality influencing the consumption behavior on choosing Dim
Sum as breakfast was 3.14, with the responsiveness revealing the highest mean score and the tangibility showing
the lowest mean score. The attitude, the perception of marketing mix factor, and the perception of service quality
factor affected tourists’ consumption behavior on choosing Dim Sum as breakfast at the significant level of 0.01 and
the adjusted R square was 0.71. Besides, the consumption behavior was most affected by the attitude factor, the
perception of marketing mix factor, and the perception of service quality factor, respectively.

Keywords: breakfast consumption behavior, attitude, marketing mix, service quality
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tourists’ attitudes toward choosing

Dim Sum for breakfast

tourists’ perceived service

marketing mix

- product - price
- place - promotion
- people - process

- physical evidence

tourists’ perceived service quality
- tangibles - reliability
- responsiveness - assurance

- empathy

|

tourists’ decision-making on
choosing Dim Sum

for breakfast

Figure 1 The scope of the study.
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Table 1 Numbers and percentage of demography.

demographic data number percentage (n=400)
gender
male 197 49.20
female 203 50.80
age
20 years old or younger 37 9.20
21-40 years old 197 49.30
41-60 years old 128 32.00
61 years old or older 38 9.50

marital status

single 190 47.50

arried 170 42.50

divorced / widowed 40 10.00
education

secondary school or below 91 22.80

high school/ vocational 138 34.50

4-year university 108 27.00

postgraduate 63 15.70
income

15,000 baht or below 48 12.00

15,001-30,000 baht 175 43.80

30,001-60,000 baht 121 30.20

60,001 baht or above 56 14.00
race

Thai tourist 347 86.80

international tourist 53 13.20
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Table 2 Journey feature and tourist breakfast behavior.

tourist behavior data number percentage (n=400)

duration of trip

1-2 days 249 62.20
3-4 days 132 33.00
5 days or above 19 4.80

number of meal having Dim Sum for breakfast per trip

1 meal 345 86.30
2-3 meals 45 11.20
4 meals or above 10 2.50

cost for breakfast per meal

200 baht or below 259 67.30
201 baht or above 78 19.50
missing data 53 13.20

Table 3 Average and standard deviation of the perception in selecting Dim Sum as breakfast of tourist.

perception data x S.D.
1. attitude (total X,) 2.97 0.84
2. marketing mix (total X,) 3.15 0.73
2.1 product 3.34 1.10
2.2 price 3.1 1.13
2.3 place 3.26 1.16
2.4 promotion 3.08 1.08
2.5 people 3.27 1.08
2.6 process 3.06 1.16
2.7 physical evidence 3.01 0.95
3. service quality (total X;) 3.14 0.82
3.1 tangibles 2.75 1.26
3.2 reliability 3.22 1.22
3.3 responsiveness 3.31 1.19
3.4 assurance 3.18 1.1

3.5 empathy 3.28 1.20
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