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ABSTRACT

This independent study aimed at exploring service marketing mix factors affecting
consumers towards selecting fresh markets in Mueang Chiang Mai District. Data collection was
compiled by the distribution of 400 questionnaires to customers of fresh markets in Mueang
Chiang Mai District. The given data were then analyzed by descriptive statistics composing of
frequency, percentage, and mean.

Based upon the findings, most respondents were married females, aged between 31 — 40
years old. They graduated with Bachelor Degrees. They were government officers. Their monthly
incomes were among 15,001 — 20,000 baht. They came to fresh markets 3-4 times per week, on
weekdays, during 6.01 PM — midnight. The people who influenced their decisions to select fresh
markets were themselves. The merchandise they usually purchased was fruit. They spent
approximately 201 — 500 baht each time. The main reason affected their decisions to select fresh
markets was accessibility of the fresh markets from their dwellings or work places.

According to the study, the service marketing mix factors affected their fresh market
selection decision at high level were Place, Price, People and Product respectively. The service
marketing mix factors affected their fresh markets selection decision at medium level were

Physical Evidence, Process and Promotion respectively.



In term of Place, the topmost sub-factors affecting their decision was accessible location
of the fresh markets.

In term of Price, the topmost sub-factors affecting their decision was reasonable prices of
fresh food i.e. vegetable, fruit, meat and seafood.

In term of People, the topmost sub-factors affecting their decision was integrity of
sellers.

In term of Product, the topmost sub-factors affecting their decision was freshness of food
i.e. vegetable, fruit, meat and seafood.

In term of Physical Evidence, the topmost sub-factors affecting their decision was
overall cleanliness of the market.

In term of Process, the topmost sub-factors affecting their decision was accuracy of price
calculation.

In term of Promotion, the topmost sub-factors affecting their decision was public relation

strategy of the fresh markets.



