v Y % v a 1 A A ' Y A
HIVINIIAUAINUUVDIAIS ﬁ')llﬂﬁgﬁﬂﬂ']ﬁﬂﬁWﬂ‘Uﬁfﬂﬁ‘ﬂiJWa@]@gﬂﬂ’ﬂuﬂWﬁm@ﬂ

Hruemnsidndldlusunediousealvy

A1l UNATE1 UNTNNGN
Sayan VI3 FINIWMIL AN (MIAAIA)
dd‘ 4 a
2191358915011 FOIPNANTINGY AT. 331950 NIWFITIA
U v
UNnaeee

[

Y F) a dyd S A = 1 a A [
MIAUANLUUB Tz NI ssmamarnIaIulszaumMIaaInlIMINinane
v A 9 /9 ¥ a3 9 ~ o ' °
gnilunmsi@ensiuemsidnyla Tasnusausindeyasintsemsunerdeegluwadune
A = 1 a /9 Y A o o a 4
Woures lvuuazys Inaevsiny lamelusseznal 1 UAFILINTINIYN 300 518 INNUATIZH
9 Y aa a 9 1 ~ 9 1 ~
JoyalaslFanazanssau 1dun nwd Sevaz uazaunde
= ] 1 % 1 1 (~] A aAs 1 =
HANIANINUNNRUAIRE I Tl uwanganiogsznang 20-30 1 Usznov
= v a o 9 = = 1 [y =3 S A = J =
P1FUNUNNUUTH NN FU/QNIN UMIAnIgagasd luseaulIyaainiamonmi tazl
Y A = A

710 ldmasavAouag 10,001-20,000 UM

a v Ay ?q YA 9
ﬁ?ﬂ‘Wi]@]ﬂiill‘l]f’Nle@]@ULL‘]JU’dﬂUQT‘JJGLUﬂTﬁm’E)ﬂiTufJTWTiﬂﬂEGl,ﬁﬂ’f) AADU

e

[

upuaeunwaIulugden I5us s wemsidnd landlanidulduinmaes wyamIngi

A o a o 2 A Y a P 70 ¥ A a

@onsudszmuie Anawny TaedenlduSnisdwennsdnd ldmsizsuseulusamaves
Y

o113 UnamslFuimsiuemsdndldlunsazasiawesziluddadulalumssuilszniu

uazidenlFuimsuemtadld TasdenlFuimswemsdndldiflulsz s Suiiidonlsd

a 1 1 = FY a 1 [ A A Y a 1 [N
mmiﬁ]ﬂmmuﬂuuazum%mﬂmaﬂﬁmu"lumu 100 UM namm@ﬂ%mmsﬁm%tylﬂu

' o A 2 A Ao 9 9 = v Y g YA
FINUIATVIUITNANIUAD 10.31-13.30 U. Gﬁ\iﬁ@mVnch’fVI'5T]J51]@Halﬂﬂjﬂﬂﬁqu@'lﬁwﬁﬂﬂyclﬁﬂ@

Joyaunasynaa

U

[ a { ' o
Tadvdrulszaumsaarausnisiiinadegnim lunmsidenieiisiny1dly

° A = v 9 Y o w s >~ (% A v 9
’f]']Lﬂ’leiJ’fNLGb'ENGlWM QGI’E']UL!‘U‘Uﬁ’f]ﬂﬂWNGI,Wﬂ'J'HJﬁ"IﬂfIJI@Eli'JlIlIﬂ'lmﬁEliui%ﬂUll'lﬂﬂ@ ﬂﬁ]ﬁ]ﬂ@'lu

@ 4

AszuIuMIIRUImMs Jasesrumiinau Jatediusoanianissasiviie Jasedunanns s



MadssumsadaazitauednyusNIIMeN I uag JadsmumMsMuuATIA MNaIaY dIu

thismumsauaiumsaaia Idanudaylusyauihunans

Y
dmsuihiegosluuaazaiulianud el

o a @ 4 [ { o { o
Tovsduwaanusl Jadedosn Iianuddylinumdegega 3 dduusnio agau

Q

'
A o a

I @ { o w Il
minnldlumsdgeemnsiluiagdunisanimuazanuazeinvesiulaslianuddyeglu

Q a [ R}

szauniga druesianudalny Tanuddyedluszauun

=

Tavedusian Tsedosnldanudvylinumasgega 3 d1aunsnie 111101113
AU 509891170 Imsudaenmenisaauudmislui e misedagany
'V Y A Aa v A [ Y o w 1 [
uaz s1Memsgnn N uBunligunmszauRenu Taslianudnyegluszauunn

Tadedugoinnnisiasiniie Tadedeslinudngliaundegega 3 d1au
' 9

A l-ﬂ' gJ/ 9 1 ) d‘ 1 a A = a a d' 1 S v
HINA® mwmagiummwazmnmmimumﬂ 599091170 Una1da-Ua Nuuueu uaz NAY

@ < ' o 1 @
Sudunaiinldielagldnnuddyegluszavuin

o v

Tadvaumsauaiumsaain Tatsgesn linnudiyliaundegega 3 dauusn

U q

A [

1 A dy A A S o v JY 1
o sumuamm%mmiﬂimmuau% 599091170 U3 sy v/dsendunusiumu
' 9 v
Social media 1139 19U Facebook taz SuveLauliadenivisasuamunmvualilasuveanay

@ 1

3 1 Y o @
Wuemsils 1 ednalaslinnudagedluszauiunais
[ @ (YR {q o o @ A1 { o o
Tasadmminau tessdesn linnuddayliaundegega 3 dauusnie wiinau
=\ 1 3 Y a A Y] =\ Qal o v A Y]
nanwerlalauazi@nlaliuinig sesasuine minulsesdunazd5duA LAz WINIY
Q EY o Y Y a YWY 1 < v 5w ' Y
usmyansadeusugnawaz iusnsgnar lnedsiaga lasldanudinyegluszanun
Madoarunisadnuagiugueanyaen1anionin Jadodesn lvianudinall
Aundegaga 3 dauusnne meluiuiianudzein sesaune omameluduaiema uas
MsuAaIMevoINinauazeaibeuios TnslianudiAgegluseauun
PasemunszurumsIiusnms tevedesi Iianudaglinunasgega 3 1aunsn
9 9 9
Ao Tuaeulunmstisziugndes sesaanne suaoulumsindiomsgndod naz vuaeulu

Y] ] I~} o w 1 19
mMytaaee1mssaEa lagldanudnyedluszauun



Independent Study Title Services Marketing Mix Affecting Consumers Towards Selecting

Southern Food Restaurants in Mueang Chiang Mai District

Author Ms. Jariya Nkornpittaya

Degree Master of Business Administration (Marketing)

Advisor Assoc. Prof. Dr. Jirawan Chayasuwan
ABSTRACT

This independent study aimed to investigate service marketing mix affecting
consumers towards selecting southern food restaurants in Mueang Chiang Mai district. Data were
collected from 300 samples residing in Mueang Chiang Mai district and consuming southern food
during the past year. Data obtained were, then, analyzed by the descriptive statistics, including
frequency, percentage, and mean.

The findings presented that most samples were female in the age of 20-30 years old.
They worked as private company officer/employee. Their highest level of education was bachelor’s
degree or equivalence. They earned an average of monthly income at 10,001-20,000 Bath.

Hereafter were shown the summary of respondent’s behavior towards selecting the
southern food restaurants. The majority selected the stand-alone type of southern food restaurant.
The most favorite menu being ordered was Kua-Kling-Moo: stir fried minced pork with hot yellow
curry. Reason of selecting the southern food restaurant was their preference for the taste of food. In
general, they made the decision to have the southern food and the southern food restaurant by
themselves. They had a meal at the southern food restaurant regularly; but without a certain day.
An average expense that they spent at the studied restaurant was not over 100 baht per person. Most
of them visited the southern food restaurant during their lunch time, starting from 10.31-13.30 hrs.

Source of information where they learned about the restaurant was referred to personal source.



Regarding the study on service marketing mix affecting consumers towards selecting
southern food restaurants in Mueang Chiang Mai district, the results indicated that in an overview,
the respondents respectively rated the following factors at high level of importance: service process,
people, place, product, physical evidence and presentation, and price. They, however, rated
promotion factor at moderate level of importance.

Hereafter were shown important elements of each factor.

In product factor, the top three important elements with the highest mean scores were
the good quality of raw ingredients as well as the cleanliness of restaurants, as being rated at the
highest level of importance, and the freshness of food as being rated at high level of importance.

In price factor, the top three important elements with the highest mean scores were the
reasonable price comparing to quality, the clear menu price to be posted on the restaurant’s wall,
and the cheaper price than other restaurants where offered similar service quality, respectively, as
being rated at high level of importance.

In place factor, the top three important elements with the highest mean scores were the
convenient location to transport, the certain service hours, and the location where was easy to see,
respectively, as being rated at high level of importance.

In promotion factor, the top three important elements with the highest mean scores
were the cash discount under conditions, the advertisement/promotion via social media such as
Facebook, and the complimentary dish when buying food in the determined amount, respectively, as
being rated at moderate level of importance.

In people factor, the top three important elements with the highest mean scores were
the attention of staff and their willingness to serve customers, the friendliness and courtesy of staff,
and the reception and rapid service being provided to customers, respectively, as being rated at high
level of importance.

In physical evidence and presentation, the top three important elements with the
highest mean scores were the cleanliness in the restaurant, the good ventilation in the restaurant, and
the clean and polite dressing of staff, respectively, as being rated at high level of importance.

In service process, the top three important elements with the highest mean scores were
the accuracy of bill payment process, the accuracy of food serving process, and the rapidness of

food serving process, respectively, as being rated at high level of importance.



