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 WANIDA KAEWCHAAUM: JUNK FOOD CONSUMPTION OF BACHELOR DEGREE UNIVERSITY 

STUDENTS IN NAKHONPATHOM PROVINCE: CASE STUDY KASETSART UNIVERSITY AND SILPAKORN 

UNIVERSITY: THESIS ADVISORS. ASST. PROF. NARIN SUNGRUKSA, ASSOC. PROF. KANIT KHEOVICHAI AND 
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Based on both of the integrated research methodologies as to quantitative and qualitative methods, this research 

were 1) knowledge level of the junk food consumption behaviors 2) to compare the junk food consumption behaviors of  2 

bachelor degree university students different personal factors and 3) to study  the food consumption  factor were awareness of the

food consumption behaviors , the social support of the food consumption behaviors , ability food consumption ,awareness 

information and belief in the food consumption influencing in the junk food consumption behaviors This research made a study of

a sample of 391 bachelor degree university students by Stratified  Random Sampling. The data-gathering instruments used in the 

research were a questionnaire and focus group with personal factors , the support factors  and junk food consumption behavior’s

students. The data were analyzed by frequency, percentage, mean, standard deviation, t-test, one-way ANOVA, multiple 

comparison by scheffe’s method , stepwise multiple regression analysis and  content analysis. 

      The research findings were as follows: 

1) The junk food consumption behavior levels   of students was at a moderate level ( X  = 2.66) in over all but 

considering in each item found that go to the mini mart eg. 7-11, family mart in everyday at a high level ( X  = 3.65) associated 

need to quickly ,to select semi-cooked foods (joke mama) at a high level ( X  = 3.44)  the chosen items which had the lowest 

scores was coffee instead of breakfast. ( X  = 1.82) 

2) The learning the junk food consumption behaviors with different personal factors were found that  expressed no 

differences in age ,class year , faculty , university , occupations and region with statistical significance at the level of .05

Considering with sex and currents address held differences with statistical significance at the level of .05  

 3) The support factors influencing in the junk food consumption behavior levels   of bachelor degree university 

students were found that awareness information (X
4
) was selected by  ranking  no.1 and belief in the food consumption (X

5
) was 

selected by  ranking no.2 can be predicted to operation effectively in the junk food consumption behavior at 38.7% and 41.5% 

respectively with statistical significance at the level of .05 awareness information and belief in the food consumption can be 

predict predicted to operation effectively in the junk food consumption behavior at 41.5% as follows: 

 The predicting equation in raw scores:  

ˆ
 =  .269 + .501(X

4
 ) + .279(X

5
 )

 The predicting equation in standard scores: 

ˆ
 =  .474 Z

(x4)
  + .223 Z

(x3)
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( X  = 4.72 , S.D = .509)

  ... ...

( ,  2553)

  ...

...( ,  2553)

  ...

...( ,  2553)

  ...

... ( ,  2553)

  ...

...( ,  2553)

  ...

...( ,  2553)
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  5 ( X ) (S.D.)

( X ) (S.D.)

1. 3.51 .853 5

2. 3.47 .700 6

3. 3.66 .935 4

4. 3.31 .811 7

5. 3.97 .860 2

6. 3.71 1.171 3

7. 3.08 .912 9

8. 3.12 .742 8

9. 3.99 .758 1

10. 2.86 .891 10

3.47 .438 -

 5 

:

( X  = 3.47 , S.D = .438)  

 , 

( X  = 3.99 , S.D = .758 

X  = 3.97 , S.D = .860 X  = 3.71 , S.D = 1.171 )

...

...

( ,  2553)
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... Junk food 

...( ,  2553) 

...

... ( ,  2553) 

  ...

...( ,  2553)

  ...

...( ,  2553)

  ...

...( ,  2553)

  6 ( X ) (S.D.)

( X ) (S.D.)

1. 4.54 .685 1

2. 3.07 .995 7

3. 4.19 .715 2

4. 2.97 .955 8

5. 2.91 1.113 9

6. 4.16 .721 3

7. 3.55 .786 5

8. 4.02 .768 4

9. 3.10 .892 6

3.61 .420 -
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 6 

:

( X  = 3.61 , S.D = .420)  

 ( X  = 4.54 , S.D = .685) 

( X  = 4.19 , S.D = .715)  

( X  = 4.16 , S.D = .721) 

  7  ( X ) (S.D.)

( X ) (S.D.)

1. 3.39 .815 2

2. 3.36 .894 3

3. 3.27 .932 4

4. 2.52 .949 11

5. 2.37 1.022 13

6. 2.39 .974 12

7. 2.18 .977 14

8. 2.55 1.066 10

9. 3.24 1.075 5

10. 2.93 1.031 7

11. 2.56 1.038 9

12. 2.91 1.171 8

13. 3.92 .984 1

14. 3.07 1.045 6

2.91 .615 -

 7 

:

( X  = 2.91, S.D = .615)   
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( X  = 3.92 , S.D = .984) 

( X  = 3.39 , S.D = .815) 

( X  = 3.36 , S.D = .894) 

...

 ...( ,  2553)

...

...( ,  2553)

...

...( ,  2553)

...

 ...( ,  2553)

...  ...( ,  2553)

...

 ...( ,  2553) 
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  8 ( X ) (S.D.)

( X ) (S.D.)

1. 3.56 .752 3

2. 3.25 .971 7

3. 2.43 .987 8

4. 3.28 .904 6

5. 3.36 1.068 5

6. 3.43 .844 4

7. 3.70 .915 2

8.

3.79 .846 1

3.35 .520 -

 8 

:

 ( X  = 3.35, S.D = .520)    

( X  = 3.79, S.D = .846) 

( X  = 3.70, S.D = .915) 

( X  = 3.56, S.D = .752) 

... ...( ,  2553)

...

...( ,  2553)

...
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...( ,  2553)

...

 ...( ,  2553)

... ...

( ,  2553)
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  3

:

: ( X )

(S.D.)  9 

  9 ( X ) (S.D.)

:

( X ) (S.D.)

1. 2.40 1.251 21

2. 2.68 1.053 16

3. 2.64 1.079 18

4. 2.18 1.124 24

5. 2.02 1.218 28

6.

2.18 1.041 24

7. 1.91 1.125 29

8. 2.17 1.002 26

9. 2.75 1.095 14

10. 3.03 1.219 6

11. 2.87 1.090 11

12. 7-eleven, family mart 3.65 1.158 1

13 2.49 1.109 20

14. 2.86 1.126 12

15.

 ( )

3.44 1.126 2

16.

3.05 1.154 5

17. / 2.95 1.126 8

18. 1.82 1.164 30
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 9 ( )

( X ) (S.D.)

19. 2.06 1.177 27

20. 2.65 1.268 17

21. 2.24 1.072 23

22. 2.26 1.223 22

23. 3.32 1.400 3

24. 3.17 1.084 4

25. 2.82 1.156 13

26. ( ) 2.69 1.336 15

27. 2.97 1.342 7

28. 2.93 1.124 10

29. 2.61 1.140 19

30. 2.95 1.099 8

2.66 .650 -

 9 

 : 

 ( X  = 2.66 , S.D = .650) 

7-eleven, family mart ( X  = 3.65 , S.D = 1.158) 

( )

( X  = 3.44 , S.D = 1.126)  ( X  = 3.32  

,  S.D = 1.400)

 5  3 

...  5 

 8 /

3 /  ...( ,  2553)
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...

...( , )

...

 5 

...

( ,  2553)

3

...

 5 ...( ,  2553)

... ...

( ,  2553) 

...

 ...( ,  2553)

... ...( ,  2553)
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  4  

:

:

 (t-test)  One – way 

ANOVA   10  25 

 10 ( X )  (S.D.) 

(t-test)

X
S.D. t p-value

2.80 .759

2.59 .583

2.752* .003

*  .05 

 10 

( X = 2.80 X = 2.59 )

 .05 
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  11  ( X ) (S.D.)

n
X

S.D.

18 54 2.62 .572

19 – 20 228 2.66 .633

21 – 22 87 2.64 .634

23 22 2.74 1.015

 11 

 ( X = 2.62, 

X = 2.66, X = 2.64 X = 2.74 )

 12 

df SS MS F p-value

3 .254 .085 .199 .897

387 164.596 .425

390 164.850

  12

 .05 
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  13 ( X ) (S.D.)

n
X

S.D.

 1 136 2.64 .684

 2 103 2.65 .597

 3 76 2.73 .548

 4 76 2.62 .751

 13 

( X = 2.64, X = 2.65, X = 2.73 X = 2.62 )

 14

df SS MS F p-value

3 .466 .155 .366 .778

387 164.383 .425

390 164.850

  14

 .05 
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  15 ( X ) (S.D.)

. .

n
X

S.D.

30 2.69 .592

23 2.61 .676

23 2.67 .681

21 2.76 .666

10 2.82 .696

13 2.91 .572

58 2.74 .511

58 2.61 .761

58 2.62 .663

60 2.71 .589

37 2.40 .731

 15 

( X = 2.91, 

X = 2.82 X = 2.76 )

 16

df SS MS F p-value

10 4.607 .461 1.093 .367

380 160.243 .422

390 164.850

  16

 .05 
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 17 ( X ) (S.D.)

(t-test)

X
S.D. t p-value

2.72 .639

2.63 .654

1.245 .214

 17 

  18 ( X ) (S.D.)

n
X

S.D.

2,500 20 2.65 .625

2,501 – 5,000 221 2.59 .630

5,001 – 7,500 80 2.71 .644

7,501 – 10,000 55 2.79 .768

10,000 15 2.92 .404

 18 

10,000 7,501 – 10,000 

5,001 – 7,500 

( X = 2.92, X = 2.79 X = 2.71 )
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 19

df SS MS F p-value

4 3.225 .806 1.925 .105

386 161.625 .419

390 164.850

  19

 .05 

 20 ( X ) (S.D.)

X
S.D. t p-value

2.65 .649

2.68 .658

-.287 .774

 20 
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  21 ( X ) (S.D.)

n
X

S.D.

247 2.68 .638

25 2.70 .845

28 2.45 .615

28 2.79 .608

38 2.57 .674

25 2.63 .591

 21 

 , 

( X = 2.79, X = 2.70 X = 2.68 )

 22

df SS MS F p-value

5 2.174 .435 1.029 .400

385 162.676 .423

390 164.850

  22

 .05 
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  23  ( X ) (S.D.)

n
X

S.D.

162 2.57 .613

122 2.73 .631

18 3.10 1.046

68 2.68 .600

/ 21 2.47 .596

 23 

,

( X = 3.10, X = 2.73 X = 2.68 )

 24

df SS MS F p-value

4 6.332 1.583 3.855* .004

386 158.518 .411

390 164.850

*  .05 

  24

 .05 Scheffe’  25 
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  25

  Scheffe’ 

( X =2.57)

( X =2.73). ( X =3.10)

( X =2.68)

/

( X =2.47)

( X =2.57)

-

( X =2.73)

-.1655 -

( X =3.10)

-.5351* -.3696 -

( X =2.68)

-.1083 .0572 .4267

-

/

( X =2.47)

.0972 .2627 .6323 .2055

-

*  .05 

 25 

( X =3.10 X  = 2.57 

)
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 5 

:

 (X
1
)  (X

2
)  (X

3
)

 (X
4
)  (X

5
)

 (Y) 

(Pearson’s Product moment Correlation Coefficient)  26 

 26

                                (n = 391) 

X
1

X
2

X
3

X
4

X
5

Y

X
1

1 .115* .121* -.029 .005 -.087

X
2

1 .407** .352** .244** .187**

X
3

1 .322** .347** .253**

X
4

1 .664** .622**

X
5

1 .538**

Y 1

*  .05 

**  .01 

  26 

 .01 .187

.01 .253

.01

.622

.01

.538
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  6

:

(X
1
)

(X
2
)  (X

3
)

(X
4
) (X

5
)

(Y) :

(Stepwise Multiple 

Regression Analysis)  27 

 27 

R R
2

Adj R
2

R
2

 change b B t

(X
4
) .622 .387 .385 .387 .501 .474 9.116*

(X
5
) .644 .415 .412 .028 .279 .223 4.293*

Constant(a) = .269                                       S.E. =  .165                       Over all F =  137.418* 

*  .05 

 27 

 (X
4
)

(X
4
)  1 

 38.7 .05 t-test 9.116

(X
5
)  2 

2.8 .05

t-test 4.293

 41.5 

.165
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ˆ  =  .269 + .501(X
4
 ) + .279(X

5
 )

 =  .474 Z
ˆ

(x4)
  + .223 Z

(x3)

  7 :

 (Content Analysis)

 (Frequency) 

(Percentage)  28 

 28 

1. 28 28.00 1

2. 5 5.00 5

3. 5 5.00 5

4. 13 13.00 4

5. 16 16.00 3

6. 28 28.00 1

7. 2 2.00 7

8. 2 2.00 7

9. 1 1.00 9

100 100.00 -
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 28 

100

 28   28.00   16 

16.00 13  13.00 

 29

1. 3 5.17 5

2. / / 6 10.34 3

3. 34 58.62 1

4. / 4 6.90 4

5. 7 12.07 2

6. 3 5.17 5

7. 1 1.72 7

58 100.00 -

 29  58 

 34  58.62 

 7  12.07 / /  6 

 10.34
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 30

1. 8 53.33 1

2.10% 1 6.67 3

3. 2 13.33 2

4.200 / 1 6.67 3

5.150 / 1 6.67 3

6.100 / 1 6.67 3

7.200 – 300 / 1 6.67 3

15 100.00 -

 30 

15  8  53.33 

 2  13.33 

 31

1. 3 5.45 6

2. 12 21.82 2

3. 6 10.91 3

4. / 20 36.36 1

5. 5 9.09 4

6. / 2 3.64 7

7. 4 7.27 5

8. 1 1.82 9

9. 2 3.63 7

55 100.00 -
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 31  55 

/  20  36.36 

12  21.82 6  10.91 

 32

1. / 16 18.60 3

2. / 27 31.40 2

3. / 28 32.56 1

4. 8 9.30 4

5. / / 5 5.81 5

6. 2 2.33 6

86 100.00 -

 32  86 

/  28  32.56 

/  27  31.40 /

  16  18.60 
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 5 

  6
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 5 

  7

 
 
 
 

 
 
 
 

 
 



 5 

  “

 : ”

 1)  2)

2

3)

 4)

2

 2552  391 

(Stratified  Random Sampling) 

(frequency)

(percentage)  (Mean)    (S.D.)  (t-test Independent samples) 

 (one way – ANOVA) 

 (Multiple Comparison)  (Scheffe’s Method) 

 (Pearson’s product – 

moment Correlation Coefficient) (Stepwise Multiple 

Regression Analysis) 

90
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 1.

 31.46 19 – 20  58.31 1  34.78 

 15.36 

  69.31 2,500 – 5,000 

56.52  79.03 63.17

 41.43

2.

 ( X  = 4.39) 

( X  = 3.47) 

 ( X  = 3.61) 

 ( X  = 2.91) ( X  = 3.35 ) 

3.

 ( X  = 2.66) 

7-eleven,family mart ( X  = 3.65) 

( ) ( X  = 3.44) 

 ( X  = 1.82)

 4.

 .05 

.05

 1 

:
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 5.

:

 (X
2
) ) 

 (X
3
)  (X

4
)  (X

5
)

(Y)

 .01  .187 , .253 , .622  .538 

6.

:

 (X
4
)

 38.7

 .05 t-test 9.116 (X
5
)

2.8 .05

t-test 4.293  2 

 41.5 .165

ˆ  =  .269 + .501(X
4
 ) + .279(X

5
 )

ˆ
 =  .474 Z

(x4)
  + .223 Z

(x3)

7. :

(Content

Analysis)

 28.00 
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1.00

 58.62  1.72 

 53.33 

/  36.36 

 1.82 

/  32.56 

 2.33

1.

( X  = 4.39 ) 

 (2542) 

 1).

 2).  3).

 4).

 5).

2.

( X  = 2.66) 

(2539)

(2542) 1

 (2544) 

7-eleven,family mart  ( X  = 3.65)  3 

( ) ( X  = 3.44) 
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 ( X  = 3.32) ( X  = 3.17) 

(Over size) 

3.

 .05 

(2539)

 .05

 (2542) 

 .05 

1

:

:

 (X
2
)

 (X
3
)  (X

4
)  (X

5
)

(Y)

 .01  .187, .253, .622  .538 
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4.

41.5 .05

(2540) 

90

 (Brenman 1990 

 2542 : 31) 

(The influence of health belief on eating behavior in children and 

adolescents)

3

(2541 : 112-114) 

5. :

(Content

Analysis)

 28.00 
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1.00

 58.62  1.72  

 53.33 

/  36.36 

 1.82 

/  32.56

  2.33 (2539)

(Instruments)  (Means) 

(Ends)

(Use Value) 

 (Alienated from our concrete 

real self) 

(want)

(Irrationality)

(Alienation)
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 1.

:

7-eleven,family mart 

 ( )

 2.

 3.

 1.

2. /
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 1.

 2.

 3.

(PAR)

 4.

 5.
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 3 

1.   : .

:

2.   :

:

3.   :

 6 

:
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Index of  Item Objective Congruence

 33 

1 2 3

IOC

1. 1 1 1 1

2. ( ) 1 1 1 1

3. 1 1 1 1

4. 1 1 1 1

5. 1 1 1 1

6. 1 1 1 1

7. 1 1 1 1

8. 1 1 1 1

9.  5 1 1 1 1

10. 6-8 1 1 1 1

11. 1 1 1 1

12. 1 1 1 1

13. 1 1 1 1

14. 1 1 1 1

15. 1 1 1 1

16. 1 1 1 1

17. 1 1 1 1

18. 1 1 1 1
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 34 

1 2 3

IOC

1. 0 1 1 .66

2. 0 1 1 .66

3. 0 1 1 .66

4. 0 1 1 .66

5. 1 1 1 1

6. 1 1 1 1

7. 1 1 1 1

8. 1 1 1 1

9. 1 1 1 1

10. 0 1 1 .66
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 35 

1 2 3

IOC

1. 0 1 1 .66

2. 0 1 1 .66

3. 0 1 1 .66

4. 1 1 1 1

5. 1 0 1 .66

6. 1 1 1 1

7. 1 1 1 1

8. 1 1 1 1

9. 1 1 1 1
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 36 

1 2 3

IOC

1. 1 1 1 1

2. 1 1 1 1

3. 1 1 1 1

4. 1 1 1 1

5. 1 0 1 .66

6. 1 1 1 1

7. 1 1 1 1

8. 1 1 1 1

9. 1 1 1 1

10. 1 1 1 1

11. 1 1 1 1

12. 1 1 1 1

13. 1 1 1 1

14. 1 1 1 1
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 37 

1 2 3

IOC

1. 1 1 1 1

2. 1 1 1 1

3. 1 1 1 1

4. 1 1 1 1

5. 1 1 1 1

6. 1 1 1 1

7. 1 1 1 1

8. 1 0 1 .66
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 38 

1 2 3

IOC

1. 1 1 1 1

2. 1 1 1 1

3. 1 1 1 1
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