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ABSTRACT

The purposes of this independent study were to study the services marketing mix factors
affecting customers’ decision in selecting restaurants and the problems of using the restaurants
services in Samut Sakhon. The sample of the study was 300 customers in 50 or more seat
restaurants, which were all members of club of Samut Sakhon Restaurant. The data were analyzed
by using descriptive statistics and presented in frequency, percentage and mean,

The study found that most respondents had their most favorite restaurants and seafood
was their preferred choice. They always ordered sour salad (Yum) and iced water. They preferred
to sit in airy area. Family members were persuasive for dinning out at the restaurant, mostly on
weekends especially on Sunday between 17.01-21.00 p.m., 1-2 times a week and spent 1-2 hours
per one time visit. Three to four of them went together and paid 500-1,000 Baht per time. They
ord.ered food by menu. The medium that helped people recognized the restaurants in Samut ’
Sakhon was billboards/cloth banners, The reason for coming at the restaurants in Samut Sakhon
was friends or others’ recommendations. Most respondents impressed in food, and were the
persons who paid for the food.

The study on the services marketing mix factors affecting customers’ decision in
selecting restaurants in Samut Sakhon found that the respondents gave highly important for all
factors respectively : price, process, people, physical evidence, product, promotion, and place.

The followings showed the first 3 sub-factors of each of the services marketing mix factors,



Product subfactors were freshness and cleanliness of food, good taste, and variety of
menu.

Price subfactors were credit card payable, clear notice board of charges, and reasonable
price compared with quality and quantity.

Place subfactors were located closed to residential areas, located in uncongested areas,
and located in community.

Promotion subfactors were newsletters and advertising, discount cards, and a clear sign
of service. |

People subfactors were active staffs, staffs royal te the”customers, and reliable and

" trustworthy staffs.

Physical evidence subfactors were an airy, cozy, comfortable, neat and clean area,
friendly atmosphere, and sufficiently clean toilets.

Process subfactors were a clear bill, right food as ordered, and right and fast services.

The study regarding problems of using restaurants in Samut Sakhon found that 5 major
problems were slow food serving, food being expensive, food not being delicious and food taste

being unstable, service staffs being insufficient, and food not being fresh.



