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ABSTRACT

This independent study aimed at examining service marketing mix factors affecting
consumers towards selecting restaurants in Mueang district, Ratchaburi province. Samples of the
study were identified to 300 consumers of restaurants in Mueang district, Ratchaburi province.
Questionnaires were used as the tool to collect data; then, all data obtained were analyzed by the
use of descriptive statistics, composing of frequency, percentage and means.

The studying results showed that most respondents were female in age between 20-
25 years old, single, holding Bachelor’s degree or equivalence, working as business owner and
earning monthly income at the amount of 10,000-20,000 baht. The medium which they learned
about the restaurant was referred to the friend’s recommendation; but made decision to select the
restaurant by themselves. They took services at the restaurant mostly on Saturday during 17.01-
21.00 hrs. at the average frequency of twice a week. In each time, there were 1 — 4 people
accompanying them to the restaurant. They usually ordered the food as shown in menu and
mostly in the a la cart type. The duration that they spent at the restaurant in each time was 1-2
hours with the expense at less than 500 baht.

The findings on service marketing mix factors affecting consumers towards

selecting restaurants in Mueang district, Ratchaburi province presented that the respondents paid



highest level of importance to Physical Evidence and Presentation factor; but at high level to
Product, Service Process, Price, Place, Promotion, and People factors.

Hereafter were shown the sub-factors that the respondents paid the highest level of
importance on.

In Product factor, the top three sub-factors, which the respondents paid the highest
level of importance on were cleanliness of food, good taste of food, and fresh food with qualified
ingredients, respectively.

In Price factor, the top three sub-factors which the respondents paid the highest
level of importance on were worthwhile price comparing to food quality, appropriate price and
clear price shown in the menu, and variety of prices to select, respectively.

In Place factor, the top three sub-factors which the respondents paid the highest
level of importance on were having sufficient and safe parking space, being situated at the
convenient location, and having air-conditioning zone in service, respectively.

In Promotion factor, the top three sub-factors which the respondents paid the highest
level of importance on were providing discount card for regular consumers and having staff to
recommend food and beverage to consumers, offering promotions in special festivals, and
publicizing the news about restaurants to public, respectively.

In People factor, the top three sub-factors which the respondents paid the highest
level of importance on were friendliness and cheerfulness of staff, honesty of staff to consumers
and good personality of staff, enthusiasm with good attention of staff to consumers, and clean and
polite dress of staff, respectively.

In Physical Evidence and Presentation factor, the top three sub-factors which the
respondents paid the highest level of importance on were clean containers and kitchenware, clean
toilets with clear signs pointing to ladies and gentlemen area, wide and roomy space inside the
restaurant, and good ventilated system inside the restaurant, respectively.

In Service Process factor, the top three sub-factors which the respondents paid the
highest level of importance on were convenience that consumers always got at the restaurant,

equity services, and rapidness in ordering process for food and beverage.



