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ABSTRACT

The objective of this independent study was to investigate the service marketing mix factors
affecting the purchasing decision of customers towards fresh cut bouquet in Mueang Chiang Mai
district. The data was collected by distributing 400 questionnaires to the respondents. The statistical
methodologies employed in data analysis were frequency, percentage, and mean.

The majority of respondents were female, under 25 years old with the age range between 25-
35 years old and bachelor degree educational level. The occupation was student with average monthly
income not exceeding 10,000 baht.

The results showed that the respondents gave priority to service marketing mix factors
affecting the purchasing decision of fresh cut bouquet of customers which was rated highly and sorted
in the following order; process, products, price, personal, physical evidence, and place aspects.
Promotion factors affecting the purchasing of fresh cut bouquet was rated at the medium level. The
process factor that had the highest average score was on time delivery while the product factor was
the freshness of the flowers. The price factor that had the highest average score was reasonable

matching between price and quality. The personal factors with the equivalent highest average scores



were the ability of staffs to provide information and suggestion to the customers as well as the
personal relation of the staffs. The physical evidence factor with the highest average score was good
atmosphere and decoration of the selling venue. The place factors with the equal level of the highest
average score were convenient, accessible, and sufficient parking spaces. For the market promotion

factor that had the highest average score was the discount of goods.



