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In this thesis, the researcher investigated the marketing strategies of
catering business small and medium enterprises (SMEs) in Bangkok
Metropolis. Additionally investigated were the methods used in developing
relationships between the entrepreneurs of these businesses and their
customers in the aspect of interactive marketing. Furthermore, the researcher
studied the relationships between customer demographical factors and
purchasing decision behaviors and the use of services provided by the catering
businesses under study. Moreover, comparisons were made in respect to the
levels of importance attributed to the marketing mix of services provided
involving product, price, place, promotion, people, employees, physical

evidence and presentation, and process insofar as the mix affected the
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purchasing decisions of consumers and their use of services provided by these
catering business SMEs.

The researcher employed both qualitative and survey research methods
by conducting interviews with five entrepreneurs of catering business SMEs
in Bangkok Metropolis. The SMEs in question were (1) Daidomon Group
Public Company Limited; (2) Greyhound Café Company Limited; (3) F & B
International Company Limited; (4) Cookery Company Limited (yapan
catering) in affiliation with Jitpochana Company Limited; and (5) Thai
Catering Nutrition Service-hot Kitchen for Thai Airways International Public
Company Limited.

The researcher then constructed a questionnaire to be distributed to a
sample population of male and female residents of Bangkok Metropolis who
have used or purchased products or services of the catering businesses under
study. Four hundred copies of the questionnaire were distributed in the
districts of Thon Buri, Prawet, Sathon, Don Muaeng, and Nong Chok for
sampling purposes.

In regard to the questionnaire, the lowest value of index of item-
objective congruence (I0C) was 0.6. with the highest value being 1.00 and
with the range being 0.4. This indicates that the values were appropriate and
the data obtained by means of the questionnaire would be reliable. The alpha
coefficient was tested using Cronbach’s-alpha. The o was 0.782, which means
that the questionnaire evinced reliability at an acceptable level and thus was

suitable to be used as a tool to collect data.
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The data collected were analyzed using a statistical program. The
m_techniques of descriptive statistics used in the analysis of the data collected
were frequency, percentage, arithmetic mean, and standard deviation.
Hypothesis testing was conducted using the techniques of chi-square and one-
way analysis of variance (ANOVA) with the results obtained being at the
statistically significant level of 0.05.

Findings are as follows:

The marketing strategies that have led to the survival and the success
of most of the catering business SMEs under examination are as follows:
being different by virtue of combining foods with the dining culture of Thai
people; improving products such that they will match the needs of the target
group in a period of economic crisis; keeping old customers; finding channels
to reach new target groups and other channels in which to conduct business;
and accessing customers through the use of progressive strategy, word of
mouth strategy, together with developing new menus and food decoration that
are in harmony with the concept of the organization of each group of
customers. The marketing strategy of knocking on doors is used in the course
of presenting new menus with free samples, together with offering discounts
at customers’ offices. Marketing is also conducted by using social networks
and lifestyle marketing by allowing customers to make payments in
accordance with differences in their lifestyles. The method of using celebrities
as a reference group in organizing marketing promotion activities is used.

The method of creating interactive marketing between entrepreneurs and
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customers involves using media and technology so that opportunities are
opened for reaching target groups and providing means of interacting with
them.

In studying the relationships between demographical factors and
purchasing decision behaviors and the use of services, the researcher found
that most members of the sample population were females between the ages
of thirty-six and forty who were holders of a bachelor’s degree. They are civil
service and state enterprise employees with a monthly income between 10,001
and 20,000 baht. It was accordingly found that these demographical factors
were correlated with purchasing decision behaviors and using the services of
the catering business SMEs under study.

In regard to the marketing mix provided by these businesses, it was
found that the marketing mix of product, place, promotion, employees,
people, physical evidence and presentation, and process affected the
purchasing decisions and the use of services by members of the sample
population. However, it was also found that price did not affect purchasing
decisions and the use of services by these customers of the catering business
SMEs in Bangkok Metropolis under investigation.

Suggestions are as follows:

Entrepreneurs should emphasize product factors in the aspect of
distribution channels that are sufficiently widespread and modern in order to
make consumer purchases more convenient. This improvement must go hand

in glove with an urgent need to improve the nutritional content of the

products. The products must be tasty. In regard to price, pricing must be
acceptable to customers and in accordance with their purchasing power. For
those who do not consume these products, attractions are required to induce
them to consume these products in the aspect of enhancing communication to
the end of providing information that will persuade these potential customers

to make purchases and use services.





