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ABSTRACT

The purpose of this independent study was to examine the service marketing mix factors
affecting consumer selection of Dim Sum restaurants in Chiang Mai municipality and to study
consumers’ problems on selecting Dim Sum restaurants in Chiang Mai municipality. The
questionnaire was administered to 300 people.

The study result illustrated that most of the respondents were male, of 21-30 years old,
with the highest level of education being bachelor degree. Most were employees in private
companies, and earned 10,001-15,000 baht per month. Their favorite food was Thai. Dim Sum
was consumed less than once a month, and in restaurants such as MK. There was no specific days
when Dim Sum was consumed. It was also eaten inside the restaurant. Consumers visited
restaurants with 2-3 friends and spent 100-150 baht per person on average. The major purpose of
consuming Dim Sum was to spend time with family members.

Considering each service marketing mix factor, regarding the product, taste was the sub-
factor that affected the choice of restaurants, whilst a poor-tasting Dim Sum was the most
negative sub-factor.

Concerning price, the factor which ranked the highest average level was a reasonable price,

with an unreasonable price being the most negative sub-factor.



Regarding place, it was found that accessibility to the restaurant most affected consumer
selection, whereas inadequate and inconvenient parking space was considered the most
problematic sub-factor.

Regarding promotion, a special menu for festivals was the most important factor. The most
problematic promotion factor was non-provision of either discount or premium products.

With regards to staff, the sub-factor which affected consumer selection the most was
waiting staff giving a high level of service. Conversely, the most problematic factor was waiting
staff.

Concerning the physical appearance of the restaurants, cleanliness of eating utensils was
the high ranking sub-factor. Dirty and unhygienic restaurants and tables were considered the most
negative sub-factor.

Finally, the last factor considered was service. The sub-factor which affected consumer
selection the most was how quickly food and drink was served. The sub-factor considered to be

the most problematic was slow service.



