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ABSTRACT

The independent study on “The Service Marketing Mix Factors Affecting Consumer
Selection Towards Entertainment Venues in Mueang District, Chiang Mai Province” aims to
study the services marketing mixed factors which affected consumers in choosing the
entertainment venues services in Mueang District, Chiang Mai Province. This study is based on
a questionnaire survey by using a random sampling method for 300 populations, who are 20 years
or older and have used to visit entertainment venues in Mueang District, Chiang Mai Province.
The descriptive statistical method is used in the data analysis and the results are shown in tables
of percentage, frequency and means.

The study shows that most respondents are single males aged between 20-24 years and
studying in colleges. Their monthly incomes range between 5,001-10,000 baht. Pub and
restaurant is the most choosen entertainment place where they would like to go.

Their behaviors of going to entertainment venues, the most important reason is to meet
friends and also friends has inflenced to their decisions. Most of them usually go to entertainment
venues on Friday between 8-10 p.m; the frequency of visiting is once a week. The duration of
visiting averages between three to four hours. The average number of people in the consumer

group is 4 - 6 people. The most favourite location in the entertainment venues is the spot with



a good atmosphere. They spend either less than 500 baht or 501-1,000 baht per visit. After
visiting, the correspondents feel indifferent or better and most are more likely to visit again.

The results of all services marketing mixed factors have shown that every factor is in the
very important level. But the most important level is the people factor, the others are service
process factor, the physical evidence and presentation factor, the product factor, the price factor,
the place factor, and the promotion factor, respectively.

Considering in each factor, the study show that :

People factor that have important level in the first 3 levels are the politeness,
friendlyness, quick and appropriate services and taking a good care of customers.

Process factor that have important level in the first 3 levels are quick and correct service
of food and drink, quick and correct service of bill and equivalent service.

Physical evidence and presentation factor that have important level in the first 3 levels
are clean toilets, a good interior ventilation system and safety of customers.

Product factor that have important level in the first 3 levels are clean utensils, clean food
and beautiful song.

Price factor that have important level in the first 3 levels are indication of the exact price
in menu, food price and mixer price.

Place factor that have important level in the first 3 levels are convenient location, easy
finding location and the period of open-close time.

And promotion factor that have important level in the first 3 levels are a mixer discount,

a special discount in event and a beverages discount.



