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Abstract

The objectives of this independent study ‘Factors in Selecting Photofinishing
Services of Consumers in Chiang Mai Municipality, Changwat Chiang Mai® were to study
factors in selecting photofinishing services and problems in uéing photofinishing services of
consumers in Chiang Mai Municipality, Changwat Chiang Mai. The 324 samples were
surveyed by questionnaires and the collected data were then processed by microcomputer,
SPSS/PC program, using frequency, percentage, mode, mean and testing hypothesis by chi-
square method.

Most respondents were 20 - 30 years old, were students, had diploma to bachelor
degree and earned B 6,001 - 10,000 per month.

The study was based on marketing stimuli regarding marketing mix and service
quality of marketing strategy in manéging service businesses. The resuits were eventually
used as a guideline for arranging marketing tools and service quality to make the highest
satisfaction for consumers.

The results of the study were as follows :

The marketing factors which got highly-important average scale were Flace factor
and Product factor, respectively. But the Promotion factor and Pricing factor got low-

important average scale.




The highly-important scales of Place factor were location with convenient parking,
accessibility or passed-by location and decoration with clean and good atmosphere,
respectively. The highly-important scales of Product factor were the good quality of
developed films and photos, the appropriate compensation for any mistake offered and
various types of color paper, respectively. The good quality of developed film referred to no
scratching, natural color printing and right density printing. For Promotion, the highly-
important scales factors were sales promotion such as premiums and coupons. The highly-
" important scales of service were rapid and timely service, attentive and good human
relation sales forces, consistent developed films photos and service quality, well-trained
personnel, confidence in service guarantee and hospitality, respectively.

Furthermore, the study showed that most consumers selected Kodak paper and Fuji
paper rather than the others. The most persuasive sales promotion included premium and
price rebated rather than the others. The most favorite premiums included coupon for
enlarging additional photos, photo frames or photo albums, respectively. Most consumers
recogﬁized the photofinishing shops because the shops were located along the routes the
consumers passed by. Most consumers received the news about the shops from peer group
or from sales forces of the shops.

 The three most important problems about Product were the malcolor of p_hotos.
inappropriate density printing and the inconsistent quality in re-printing. The most
important Price problems was too expensive service charge. The three most important
problems about Place were the poor atmosphere, the limited space of the shops and the
inconvenient location. The three most important problems of Promotion were that the sales
promotion was not inducing, that the shops did not follow the films distributors’
advertisement such the case that when the customers bought the films, the shops did not
give the premiums as presented in the advertisement, and that the consumers did not

receive the sales promotion news from the shops.




