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ABSTRACT

This independent study aimed at exploring important service marketing mix factors
affecting entrepreneurs of small and medium sized enterprises towards selecting advertising
agencies in Mueang Chiang Mai District. Data collection was compiled from the distribution of
questionnaires to 400 entrepreneurs in Mueang Chiang Mai District by using stratified random
sampling method. The given data were then analyzed by descriptive statistics composing of
frequency, percentage, and mean.

Based upon the findings, most respondents were female with 31 — 40 years of age. Their
educational level was Bachelor’s Degree. Their businesses were in the form of limited companies
in service industry. Their businesses had operated for 6 -10 years. Their business earned 300,001
— 400,000 baht a month. They used to employ services of advertising agencies. The media that
they considered to be the most applicable for their businesses was brochures/flyers. They
employed services of advertising agencies more than 10 times per year. Their advertising expense
was 40,001 — 60,000 per year. The person who influenced their advertising agency selection was
themselves. The main point they considered when choosing advertising agencies was the good
and close relationship with the advertising agencies. They knew about advertising agencies from

recommendations.



According to the study, the service marketing mix factors which affected their
advertising agency selection decision at high level were People, Product, Price, Promotion and
Process, respectively. The service marketing mix factors which affected their advertising agency
selection decision at medium level were Place and Physical Evidence, respectively.

In terms of People, the topmost sub-factor affecting their decision was the hospitality of
the staffs.

In terms of Product, the topmost sub-factor affecting their decision was the
comprehensiveness and effectiveness of the advertisement media.

In terms of Price, the topmost sub-factor affecting their decision was the reasonable price
comparing to other advertising agencies.

In terms of Promotion, the topmost sub-factor affecting their decision was other
supplementary services.

In terms of Process, the topmost sub-factor affecting their decision was timeliness of
work submission.

In terms of Place, the topmost sub-factor affecting their decision was convenience of
communication via phone and fax.

In terms of Physical Evidence, the topmost sub-factor affecting their decision was

security system on customer database.



