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ABSTRACT

The main objective of this research was to study the marketing mix factors affecting
the selection of wedding organizers in Chiang Mai Province. Questionnaire was used to collect
data from two groups of samples through random sampling. The first group were customers who
had used the service from wedding organizers and the second group were those who had shown
interest in using the service. Each sample group consisted of 100 people. The rate of
questionnaire return was 100 percent. The collected data was then analyzed by the application of
frequency distribution, percentage, means, standard deviation and data grouping.

The research results were as follows. The samples were mostly females, aged below 30
years old. Most of them had Bachelor’s degree, working in private organizations or financial
institutions. Their income or their spouse’s monthly income was between 30,001-40,000 baht.
Most of them liked to have their wedding planned from October to December.

The study on the decision-making behaviors of the samples for using wedding
organizers’ service in Chiang Mai Province indicated that they were influenced by the organizers’
service that covered all aspects of the wedding especially finding location and coordinating job.
The person who most influenced their decision-making in choosing the service was their partner.
The average budget planned was below 200,000 baht. They contacted the wedding organizer 3-6

months ahead.



The marketing mix factors which affected the decision making towards choosing
wedding organizers were in the following order of importance: creativity, unique staff’s uniform,
organizer’s reputation, service portfolio, reasonable price in relation to quality of the service, and
accessibility via phone and fax.

For problems and suggestions it was found that the most important problems were that
the service provided did not correspond to the expectation of the customer, staff was not skilled
enough and was not knowledgeable enough about Lanna tradition and culture to provide theme
weddings, materials and equipment used were not up to the standard, the price was unreasonable
regarding the proposed project before the wedding,q and the wedding organizer did not provide

enough information about the service for customer to compare services with other organizations.



