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ABSTRACT

The objective of this research is to study the marketing mix which influences the undergraduate
students in using cinema services in Mueang District, Chiang Mai Province. The data was gathered by
randomly distributing the questionnaires to 330 undergraduate students from 3 universities under the
Ministry of University Affair in Chiang Mai namely Chiang Mai University, Mae Joe University, and Payap
University. From the study, it was found that most of the respondents are female at the age of 21-23. Most
of them are single and have the income of around Bht. 3,001-6,000 per month.

The result of study, most of the respondents prefer seeing movies in Major Cineplex Cinema. Most
of them see the movies once in a while and they mostly see the movie during 5.00 - 8.00 p.m. Saturday is
the most popular day in seeing the movie for them. Usually, the respondents will see the movie with their
friends. They get the information of the cinema from the signboards in front of the cinema. Most of them
prefer seeing Hollywood’s action movies as for thai movies, they comedies.

The result of study, when considering the marketing factors which have influence on the decision
making of the cinema customers, most of the respondents value the importance of all marketing service
factors by sequencing the value as average ascending : the product, process, physical evidence and

presentation, price, place, people and promotion.



