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ABSTRACT

The independent study on “Services Marketing Mixed Factors Affecting Consumers
in Choosing Pub and Restaurant Services in Amphoe Mueang, Changwat Chiang Rai” aimed to
investigate the services marketing mixed factors which affected consumers in choosing pub and
restaurant services in Amphoe Mueang, Changwat Chiang Rai. The research population was 20
years old or older and used pub and restaurant services in Amphoe Mueang, Changwat Chiang
Rai. The sample consisted of consumers of ten- pubs and restaurants in Amphoe Mueang,
Changwat Chiang Rai and was chosen by using the random sampling method. This study was
based on a questionnaire survey. The descriptive statistical method was used in the data analysis
and the results were presented in tables of percentage, frequency and means.

It was found that most respondents were male aged between 20 — 25 years old, single,
received a bachelor degree or equivalent, were merchant or business owner and had a monthly
income of about 5,001 - 10,000 baht. The most popular medium that influenced respondents’

choice in selecting a pub and restaurant service was through friends.




For behaviors of choosing pub and restaurant services, the most important reasons for
choosing pub and restaurant services were a good atmosphere, going out on special occasions and
a relaxation. Most respondents ordered hot salad by looking at the menu. The most regularly
ordered beverages were liquor, whisky and beer. The most favorite area was one with a good
atmosphere like having a beautiful view. The period of time they liked to frequent pubs and
restaurants most was between 6 p.m. to 9.00 p.m. on Friday and Saturday. The average length of
time was 3-4 hours per one visit. There were usually 3 - 4 people to the consumer group and they
spent about 501 - 800 baht per one visit. Mostly, the bill was split among group members. The
influential person who chooses the pub and restaurant services makes the choice by listening to a
friend or colleague opinion.

The results showed that all servicesl mérketing mixed factors had a mean at more
importance level. The product factor consisted of food and beverage and music. The product
factors (food and beverage) that were rated as the most important level were cleanliness and
freshness. The product factors (music) that were rated as the most important level was-that the
live musical band gave a good performance. For the price factor, the factors that were rated as
more important level were food price, mixer price, price of one bottle of liquor and price of one
bottle of beer. For the place factor, the minor factors which were rated as more important level
were enough parking area, convenient location and near highly populated areas. For the
promotion factor, the factors with more importance level were having salespersons introduce food
and beverages, a buy-one-get-one-free program, a food discount, buying one package of liquor, a
mixer discount, a discount card for regular customers, a discount of one bottle of beer, Happy
Hour, new menu, membership application for special offers, advertising in various media and
keeping customers informed of things and events. For the people factor, the minor factors which
were rated as the most important level were that waiters and waitresses took good care of
customers, were enthusiastic, and that receptionists were polite sociable and friendly. For the
physical evidence and presentation factor, the factors with the most importance level were clean
toilets and a good interior ventilation system. For the process factor, the factors with more
importance level were clean utensils, quick and correct food and drink service, warm greeting

upon customer’s arrival, fast and accurate billing service of cashier, equal service for all

customers, good co-ordination and good reservation service,




