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ABSTRACT

The objective of this independent study was to study service marketing mix factors
affecting consumer decision towards selecting food stalls in Chiang Mai Municipality. The data
was collected from 400 questionnaire respondents and then analyzed by using descriptive analysis
namely frequency, percentage and mean.

It was found from the study that most respondents were female, 21- 30 years old, with
Bachelor’s degree. Most were school and university students. Their own allowance was
5,001-10,000 baht/month and their family’s earning was 25,001-50,000 baht/month.
Most lived in Chiang Mai with their family in their own house. The average number of family
number was 3 persons. They knew about the stall by chance. Most made their own decision
when buying from and eating at the stall. The reason for buying was for everyday consumption,
not for special occasion. They visited the stall around 10 times/month, most from Monday to
Thursday at 17.01-19.00 p.m. The preferred locations were stalls on Chotana Road and Suthep
Road, respectively. Those who ate at the stall ordered the dishes they liked and most favorite
dishes were individual dishes. Snacks were usually Chinese donuts and steamed bread with

Thai custard.



Those respondents who bought take-home food wusually ordered one dish at
21-25 baht/dish. Those who ate at the food stall were usually accompanied by 1-2 friends or
co-workers. They spent about 16-20 minutes each time at the stall.

From studying service marketing mix factors, it was found that product, price, personnel,
place, service process and physical appearance affected buying decision at the high level, while
marketing promotion did so at the medium level.

For each of the factor, the sub-factor which ranked at the highest level was as follows.
For product, it was the taste of the food. For price, it was reasonable price. For place,
2 sub-factors shared the same ranking, namely convenient location and location close to
home/office/school. For promotion, it was free drinking water. For people, it was the hygiene of
the stall operator and staff. For process, it was the hygiene of food preparation. For physical

evidence, it was cleanliness of the food stall, utensils, tables and chairs for customers.



