WidemsaunNLUdasy anwitane lwesgnmynananediu
Uszaumsaa1ausmsves S umen 19l

d 2 v A 1
AIFY DNURCIC RN

A1l UNFUAT WIHUNN
Sayan VINIIFINIWMIL DN
¢a ¢ v a
919135891501 919158 A3.UGUID ATINGNUY
QU L
UNNALD

A o

= 2 S A = = Y ' A
ﬂ’]ﬁﬁﬂrlﬁTL!11'3(9']'(;‘]‘]_Iﬁgﬁﬂﬂ!WﬂﬂﬂH']ﬂ’J']ﬂJWQWf]clfﬂsllﬂ\igﬂﬂ']clﬂjﬁ'NGD"]@@f]ﬁfJuﬂﬁgﬁN
a Y v A A o = [ < 9 Y Y v A
NITIAANAVINTITUDN ITUK YN WY ﬁiqell FﬂQW'J@LG]ffNGlWN Iﬂﬂlﬂﬂm@y’aﬁnﬂgﬂﬂ’lﬂ]@\ii’l“ﬂﬂﬂ EVNRV

= o v A oA Yy a o Y <
ﬁi’(,:f"ll Fﬂ\“lﬁ')ﬂl“b’ﬂﬂcl“ﬂll ‘VILﬂEJGlG]f‘]Jiﬂ'Iﬁ T1UIU 400 AU IﬂEJGI,"])'LL'UUﬁi’]ﬂﬂ’]lliﬂﬂ’lﬁlﬂﬂﬁf]ﬂﬁf]il

9 o

a 9 Y aa a Y 1 Ay 1 A =
Tvoya l,l,ﬁ$u’liﬂ’)!,ﬂi'l%’ﬁﬂlﬂhaiﬂﬂﬁl%ﬁﬂﬁﬁﬁWi‘i‘mu'l llﬂl,l,ﬂ ATAIUD IDIAS LLASAURDY Y

U

Y
agwamsdnu 1dasil
HAMIANE NN Arouunudeuwiigiduueghonini uazglsl minu Tasdu
1 Q3 a = Y &) = '
Tnagidlumemaie 01g 41 - 50 I aaummeausa msAnyIgegaszauligayias erzwnetiug
"9 9 ~ [ A U 49! 1 é‘ o g’/ ~
widwsieldmasaemon 110131 3,000 UsD ¥ul) (11 2,201 EUR 31 ) Sruauased

] Y 9 Y H Y Y
neN eI IAEea 11y (5ua593) 3 a5e NuILTulumsnesievariameslvunseil 7

@ v a

H 9 Y H
- 109U A5MIIAMIMIAUN NN ANV IAFee T luas el _umawtes Ysznnveen

v Y
KX A [ [

A = 1A dl a 1 49’ a 9 d' [ [ [
seannaye Tudvrlareslvy Ao 1AT0udu urasseaumdszsnnnseslseay Tudenia

[ 9Y

= [ o AAa j’ a 9 A [ @ o A T A
GIfENGl, Y ITUMITUTUN NN I@ﬂiﬁﬂuﬂu"ﬁ@ﬁi‘!ﬂTﬂigﬁmﬂLﬂi’t’)ﬁﬂizﬁm Vlummm%ﬂﬂwu o

=~

o ~

o v ' 1 ' a 14 <
uddglumaniaaisg wu Plwi agedu asadua Judu nsrwdoyavesdumen 13 o5

[3

'
[ [ % =

= [} [ A 1 a a 9 d'&l 9 )
qU N Tauree v NATOUATIANOUF AN UTLANVOITUANTDIING UKo W o

[ [

= ' y X A Y] a a v adk 9 v A A
U Qﬁjﬂﬁfﬂﬂiﬁll Gl‘LlﬂiQu Lﬂiﬂﬁﬂﬁgﬂ‘ﬂﬁﬂﬂ FUAVDIAUATNGED 1NITUYN WY ﬁﬁqsll

o]

o v Y

= [] g’/ dyd AnAa A 1 v A = g a Y
widames vl Tuasell e uriu 1_qlﬂﬂ’c‘l‘1/]11’EJ‘VI‘TJ‘WEI&5]’EJﬂi’i@ﬂﬁuclﬁ]cluﬂﬁlﬁ’ﬂﬂ"ﬁ’t’)ﬁi&ﬂﬁﬂﬂﬁu

v
2

A A [ v A ] d‘ 1 1 Y d‘ d'g a 9 9
nyn N ATFY anIawes vl HINNga Llwu/ﬂﬁuiﬁ mlgaelagmae oAU INT UKD



'
% = U U

] Y 4 4 a
el A5 g dandaFesIna 500 — 1,000 USD (367 — 735 EUR) dagiszasnveansdoduar 91n
9 v A A o v A a Y 4 A A X a g v o A
N 190 AU I damea vl ivetdsuaImanyal aunaNiaenseduil 9103 1UNen 191
= [ v A A [}
fga dandamoalny Ae 51e1 luumg
= [ =< 9 1 ad‘d 1 1 a
HANIANEITZAUAN NN 1983gnMB1IANANTARd U sTauNTnaIADTNS

Y =

wu Tesedrulszaunsaarauimsngndilinnuiiane laegluszauwin laun Jesean
a [ 4 @ @ a 1 v

pandud Taseaiusial waz JadedunszurumsIiusms daudatedrulszaunisaain
A Ao = ' o Y o Y 1 v o ' v

vimsnianuianelaegluszanihunas laun dademureananissadiviig dateaums

dudsumsaaia Jeveauynains uag Jesemunisad1eazinauodnyuzn1anIen I

=

o w = v 1 A 1 9 [ ,3 9 a [ d A a 9y
AUy IﬂfﬂlﬂﬂﬂfJfJE]EJVINﬂ?kﬂﬁﬂgﬂgﬂiﬂllﬂﬁ%ﬂ?ﬂﬂﬁu ATURAANUN AD AUNIWUDITUA
AUIIAT AD TIA UM ANAVAUNNVOITUAT AUNTZUIUNTIRUINT AD MsTinNIBuay
Y o A Y a 9 Y kY 1 o o ] A A 9 9 = v A a Y
ﬁ@uimmgﬂmmuwmﬂuim ATULDINNINNITIAVINUIY AD FUAIUDITIUNNITIALIYITUA

I [ 1 4 1 a o
ﬁﬁﬂﬂ?ﬂlﬂuﬁﬂﬂﬂﬁg QTﬂﬁ@ﬂWiLa@ﬂ‘%ﬂ ﬁWUﬂWﬁﬁQLﬁﬁNﬂWﬁ@]ﬁWﬂ ?d'lf] ﬁﬂ?ﬁfﬂﬂﬁTﬂﬂ'ﬁﬁﬂ!mﬂlmﬂ
' [ o w A 1 = [ Y
UOU YU aRTINTBIN Low season INANIATNIAN 199 ﬂ']ﬁlﬁ]ﬂm@ﬂﬁﬂu’]ﬂmiu%jﬂﬂiﬁu Wuau
Y A o ) ¥ ) A v oa gy Y Y
ATUUAATINT AD WUNITUNANNY mmmmmalumilemmgjatﬂmﬂuaum”lmmz ATUNITE TN

o [ I 9 Y o w
HAgUUFAUDANHUSNINIYNIN ﬁﬁ] ANUTLDIA !lagﬂa'lulﬂlﬁg!ﬁﬂj.lﬁﬂﬂi@ﬂﬂ]@\ii']u AU



Independent Study Title Foreign Customer Satisfaction Towards Services Marketing Mix

of Yoke Mung Mee Sri Suk Shop in Chiang Mai Province

Author Mrs.Thanida Promthep

Degree Master of Business Administration

Advisor Lecturer Dr. Naruanard Sarapaivanich
ABSTRACT

This independent study aimed to explore foreign customer satisfaction towards services
marketing mix of Yoke Mung Mee Sri Suk shop in Chiang Mai Province. The data were compiled
from 400 questionnaires distributed to foreign customers who visited the shop. The given data were
then analyzed by using descriptive statistics consisted of a frequency, a percentage, and a mean.
The research results were summarized as follows.

Based on the findings, the majority of the respondents were married, female customers
aged between 41 and 50 from the United States of America and the European countries. Their
highest level of education was a bachelor’s degree. They were househusbands or housewives whose
average monthly income was more than 3,000 USD (or approximately over 2,201 EUR). They
visited Chiang Mai Province 3 times including this trip. The number of days during their stay in
Chiang Mai Province each time were 7 to 10 days. This time they travelled to Chiang Mai Province
by themselves. Their preferred type of souvenirs purchased in Chiang Mai Province was a
silverware. Their source of jewelry shopping in Chiang Mai Province was in San-Kamphaeng
District. Their opportunity for jewelry purchase in Chiang Mai Province was around main events or
popular festivals such as New Year’s Day, Chinese New Year’s Day and Christmas.
Recommendations from their family members and their foreigner friends played an important role
as their main source of jewelry shopping information regarding Yoke Mung Mee Sri Suk Shop. The

category of jewelry purchased at this shop by the customers this time was jewelry made of jade



especially rings. A joint decision-making process was also an important factor for the customers in
buying the jewelry from Yoke Mung Mee Sri Suk Shop. In other words, their spouses had a strong
influence on their purchase decisions on the jewelry. These foreign customers spent an average of
500 to 1,000 USD (or approximately around 367 to 765 EUR) per person. Their purchase reason
was to improve their image and the reason for choosing to purchase the jewelry from Yoke Mung
Mee Sri Suk Shop was because of its reasonable prices.

According to the study, a satisfaction rate of foreign customers towards services marketing
mix of Yoke Mung Mee Sri Suk Shop in Chiang Mai Province at a high level were Product, Price,
and Process. The services marketing mix factors affecting foreign customer satisfaction at a medium
level were Place, Promotion, People, and Physical Evidence respectively. The sub factors for
services marketing mix affecting satisfaction of foreign customers at Yoke Mung Mee Sri Suk Shop
in Chiang Mai province with the highest average were as followed:

For Product, the highest average was for the quality of the jewelry.

For Price, the highest average was for the reasonable prices matching the quality of the
jewelry.

For Process, the highest average was for the warm welcome when the customers entered
the shop.

For Place, the highest average was for the attractive display of the jewelry in categories
which made it easy for the customers to select their purchase.

For Promotion, the highest average was for the sales promotions. For example, the
discounts were given to the customers during the low season. Also, the special offers invented for
main popular festivals was a gift with purchase program especially during the New Year’s festival.

For People, the highest average was for the product knowledge of the salespeople.

For Physical Evidence, the highest average was for the cleanliness and the organization of

the shop.



