d‘ A kY Y a @ 1 a A 1" 9 a
FALIOIMIAUANUUVIATL ﬂﬂﬂﬂﬁﬁuﬂi%ﬁﬂﬂ'ﬁ@ﬁn@ﬂiﬂ1i1/]3JNﬁ§]@lﬂ‘]J51ﬂﬂGlUﬂ'lﬁ

= Y a 9 a = o A = [
@enlyuimsiuemseauasuy Tuduneweadeslny
= a A
AR UNAIBYT UFTAD
USayan VINIFINUMTUNG

d‘ =3 Y Y a
anzNIsHMsSNUSnEIMsAMANUDVBE S
[} o aa @
é%?ﬂﬁ?ﬁﬁﬁWﬂ?ﬁﬂ%iﬂﬁ UITAU A DYDY sesunssums

d a a
B113YVNTIA FUDUY NITUNIT

UNAALID

= o’/’ dydw s A = o 1 a A 1
MIANEIASIHNIngUszasamofny1davediulszaunmsaaiausmsnunane

q

Y Aa A Y a 9 a 2 o A = ] <3 Y
Aus Taalumsdenlsuimsiuemsaanaey Tuduneweursdlny Tasmnusiusiudoya

9 a S A a Y a o | = 1 o Y 9
1ns1eImsoanasudaliusmsludunoweuselvil 11y 10 51 Haspnol

v 9

= S Ay = Y a ) A o 0
UUUFDUDTNUDINITANHIATIU ”lﬂllﬂ EjVI?J”Ii“If‘]JiﬂTiiWH@TWTi@@HLﬁElu I1UIU 400 518
1 d 9Yyq Y a 1 a £ = v 9
LL‘].NL‘]J‘L!EflGIﬁ_Iﬁﬂ"IiGIﬂ'JHlTIEJ 315 918 UAZBIIAWEIA 85 318 BINANITANEA NUIIHADY

1 [ a = 1 sy o
LL‘]J‘]_Iﬁi’)‘]Jﬂ"IiJ“lf"lthlﬂfJﬁ"Juolﬂiylﬂl!!,‘l/‘lﬁﬂiy\i Haorunnlaa 91g3£1I19 20-30 1 seay

= a = = [ A v A a = Y d‘ 1 A
ﬂTiﬁﬂH"l‘IJiilluﬂJWﬁ ‘]J§$ﬂi’]‘]_lﬂ?%WiUﬁTWﬂTiﬁiﬂiﬁ’JﬁWWﬂﬁ] uazmw”lmﬂaﬂmmau 10,000~
1 1 a 1
20,000 UM !,méjﬁﬂﬂllﬂﬂﬁﬂﬂﬂ111‘]f'l’)@]'l\ﬂﬂ@]ﬁ’lublﬂﬂlulﬂuﬁl‘lﬁ%18 ﬁﬁﬂ1uﬂ1‘W’ﬁ3Jiﬁ 21g
a [ Y] A 9

J = @ =2 a = = = P4
TENIN 31-40 “lJ i%ﬂﬂﬂﬁﬁﬂ‘]&l'lﬂimuqlﬂﬁi °1Ji%ﬂ@’ﬂ’i)'l“]ﬁ/‘l‘ﬁiﬂi]ﬁi]u@]?]ﬂiﬂﬂ'l"lﬂﬁl Lm%iﬁﬂlllﬂ

MAYABIADULINNIT 50,000 VN
Y LY 1 a v 9 Y @
auilatediuilszaumsaaianims wungaeunuudouninlaesinldszay
o (Y] [ d’ =~ =) 1 9 1 a
anudiagluszauun wenlSeuiieuszridaounuudoUn N Inenaz 3116 19a

o w

A H

wumsaesnguldszauanudinguesilidodvlszaumsaarausnisiuanaienu Tag
Y o o W 09.:} Y] 1 @ o W v Aa [

11 IneIiszauanudiagne 7 edsegluszauanudiaguin Tasilasenliszay

o o A A o 9 A v 9 Y a @
anudiAguiniiga Asiladediuynaing sesanne JadeaunszuiumsInuins iledy
Y o 9 a o 4 v 9 [ U v Y v o ] @
A1 Jateauwaanaa Jrvsaruvangiunmamenu aveaumstadimie uazilady

amumsdemsnainuimsianudiagtosiiga diudaounuudounusIA1Nma 1RTZAY



anudiayegluszaumniigauazin lTasilvienldszauanudinguiniiga Asiletedu
Y a A v 9 v 9 a o 4 v 9
N3EUIUMI INDTNS s03aamaeiladeaiuyaains Jateaunandua uaziladeaiusia
o 1% (% d‘ Y (% o @ A o ) [} A o Y
dwmsvilavenlnszduanudidguin asilademunangiuniamenn sesadnneiledeain
msdadmie uazilededumsdemsaaausmstinnudayiosiiqa
dwmsunganssnlumslduimanuiediuiianuuanaisiy Tasdaou
puugeun N Ineunldusmsswduiouuniiga  drurnamanldusnmsiuny
1 k4
aseuasniiga uansdesnguaIulng lU1du5n155 1101915 Giorgio, Pasta  café uaz
J . A o a A =~ A Y a A A
Buonissimo Haz5usousulsemuiasniga Iasimanalumsdeonlsuinisnesuyen
a 9 Y Aa :/l 1 % Y a 1 S F
lusamnaonns Taedunlduimsnsaeanguiininlsusmsesaaial 17.01-21.00 . ua1l491e

1 k4
MAVADAUADATITZHIN 250-500 LN



Independent Study Title Service Marketing Mix Factors Affecting Customer Decision

Towards Italian Restaurants in Mueang Chiang Mai District.

Author Miss Vichaya Bunlue

Degree Master of Business Administration

Independent Study Advisory Committee
Assistant Professor Theerakiti Navaratana Na Ayudhya Chairperson

Lecturer Apichart Chompunuch Member

ABSTRACT

The purpose of this study was to study the Service Marketing Mix Factors Affecting
Customer Decision Towards Italian Restaurants in Mueang Chiang Mai District. The study based
on questionnaire survey from ten Italian Restaurant. The samples were 400 customers (315 Thai
customers and 85 Foreign customers)who visited to Italian Restaurant in Mueang Chiang Mai
District. The results of this study showed that most Thai customers were female, single, aged
between 20-30 years old, received a bachelor degree or equivalent, were Government Official or
State Enterprise and had monthly income of about 10,000-20,000 baht. For Foreign customers,
most of them were male, married, aged between 31-40 years old, received a bachelor degree or
equivalent, were Own business or Commercial and had monthly income more than 50,000 baht.

It was found that all services marketing mixed factors are high importance to most
respondents. However, Thai and Foreign customers are different in their opinion. Thai customers
were ranked as high important level all services marketing mixed factors. The people factor was
the most important, followed by the process factor, price, product, physical evidence, place and
promotion factor was the least important. For Foreign customers were ranked as the highest and
high important level services marketing mixed factors. The factors that affected at the highest
level were process, people, product and price. The factors that affected at high level were physical

evidence, place and promotion.



In the behaviors of decision Towards Italian Restaurants are different. Most Thai
customers go to Italian Restaurants with friend. Most Foreign customers visit the Italian
Restaurants with family. Most respondents usually go to GIORGIO, Pasta Café and Buonissimo,
and ordered Pizza. The most important reason for visiting Italian Restaurants were good taste.
The most respondents usually go to Italian Restaurants between 5.00 p.m. to 9.00 p.m. and with

average spending between 250-500 baht.



