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ABSTRACT

The purpose of this independent study was to study service marketing mix factors
affecting consumers’ selection of Fai Bakery services in the Mueang district , Chiang Mai
province. The sample group was 270 people who bought products from nine Fai Bakery shops
with 30 samples from each shop. The study tool was a questionnaire. The data was then
analyzed by descriptive statistics using frequency, percentage, and means,

Results from the study presented that most of the respondents were female,
working as company employees, aged 20-30 years old, holding bachelor’s degrees, with an
income of more than 25,000 Baht per month. Most respondents used the service of Fai Bakery
at the Suan Dok Gate branch more than other branch. They used the service more thali three
times per month and amount of money spent was 100-200 Baht per time. The type of baked
goods that were bought were shu cream. The type of food they bought was made-to-order. The
most often purchased beverage was coffee. They used the service by sitting at the shop or take
out. The reason for using the service at Fai Bakery shop was convenience. They knew about Fai
Bakery from advertisements in front of the shop. Most preferable time to visit the shop was
00.01 — 15.00 PM. The most popular day the shop was visited was Monday. The promotional

program that most respondents like was sweets and beverage sets.



The results of this study illustrated that the marketing mix f:.:lctors that influenced
CONSUMmers were:

Product factors that influenced most respondents on overall ax'rerage were at the
high importance level. The sub factor that influenced most respondents at first was the product
had a label displaying a production date and an expiration date.

Price factors that influenced most respondents on overall average were at the high
importance level. - The sub factor that influenced most respondents at first was validation of
price labels.

Distributional factors that influenced most respondents on overall average were at
the high importance level. The sub factor that influenced most respondents at first was a
location that easy to get to. |

Promotional factors that linﬂuenced-most respondents on overall avefage were at
the middle importance level. The sub factor that influenced most respondents at first was a
discounted price on bakery food and beverage on Friday.

Human factors that influenced most respondents on overall average were at the
high importance level. The sub factor that influenced most respondents at first was quick and
accurate service by waiters and waitresses.

Physical evidence factors that influenced most respondents on overall average
were at the high importance level. The sub factor that influenced most respondents at first was
the cleanliness of the shop

The process factors that influenced most respondents on overall fwerage were at
the high importance level. The sub factor that influenced most respondents at first was bakery
food and beverage services that were prompt and correct,

The problem found at the low importance level regarding product factor was
consistency of taste. The problem in the price factor was cost of baked goods was too 'high.
The problem in distributional factor was the inconvenience of getting to the shop. Problem in
promotional factor was not providing membership that gave privileges. Problem in human
factor was waiters that were not friendly with clients. Problem in physical evidence factor was
advertisements and signs in front of the shop were too small or could not be seen properly.

Problem in process factor was waiters serving orders incorrectly.



