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ABSTRACT

The purpose of this independent study was to study the marketing mix factors affecting
ceramics tableware buying decision of restaurant entrepreneurs in Mueang District, Chiang Mai
Province. The data were collected by questionnaires from 200 restaurant owners in Amphur
Mueang, Chiang Mai, who currently use ceramics tableware. The data were analysed by descriptive
statistics such as frequency, percentage and mean and the results of this study were as follows;

Most respondents were female between 31 — 35 years of age with educational background
of less than Grade 12 or equivalent, The respondents were married with monthly income of
25,001 — 35,000 baht. Most restaurant were noodle restaurants, made to order food restaurants and
streamed pork-and sukiyaki restaurahté, with employee of less than 5 people. Most restaurants
opened between 3.00 — 6.00 pm. and closed by 9,00 pm.

Regarding the consumer’s behavior, most customers purchased new tablewares for
replacement. The restaurants’ owner had the most influence on purchase decision. They normally
bought less than 3 dozens of ceramics tablewares and not more than 1000 baht for each purchase.
Last year (2005), the purchasing frequency was only once during October to December . They
‘bought from the retailer who sold degraded ceramics from ceramics factory. The most popular

purchasing items were bowl, cup and spoon.



The marketing mix factors affecting ceramics tableware buying decision of restaurant
entrepreneurs in Amphur Meaung, Chiang Mai province were rated at the very important level of
average score in all subfactors.

The product subfactors had the overall average score of very important. The subfactor
rated the highest was the product quality.

The price subfactors had the overall average score of very important. The subfactor rated

the highest was the variety of prices.
| The place subfactors had the overall average score of very important. The subfactor rated -
the highest was the neat product grouping and on shelves or instores arrangement

The promotion subfactors had the overall average score of very important, The subfactor

rated the highest was the promotion consistency of price discounts.



