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ABSTRACT

The objective of this study was to investigate lunching behavior of working persons in
Mueang Chiang Mai district. Information and data were obtained from questionnaire interview of
400 working persons who worked in Mueang Chiang Mai district and who represented equal
number of samples from four occupational categories: government and state enterprise
employees, private business employees, business owners/self-employed workers, and
individual merchants and employees. Analysis and interpretation were based on descriptive
statistics naming frequency, percentage and mean.

The results showed that most of the samples were female, 22 — 30 years old, with
Bachelor’s degree or equivalent, and earning 5,001 — 10,000 baht monthly.

From the study of consumer behavior, it was found that the most favorite way for
lunching was eating out and the reason was it was convenient and quick, and they wanted to eat
outside of their work place for change of atmosphere. They obtained information about the
restaurant from friends and acquaintances. They went out around 12.00 — 13.00 pm. with 3 — 5
persons during work days and they made their own decision in the selecting of the restaurant.
They preferred going to food shops for quick Thai menus at a few preferred food shops. They
paid 31 — 50 baht per time. Their next restaurant tended to be their regular restaurant. The

restaurants they went to during weekdays and weekends were different.



The service marketing mix that influenced consumer choice for Iunching at the high level
were personnel, process, place, physical evidence, product, and the price, respectively, while the
factor influenced consumer choice at the medium level was promotion.

The five most important sub-factors were cleanliness of food, food quality, cleanliness of

food shop, convenient location, and taste.



