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ABSTRACT
176460

The objective of this independent study was to study the marketing mix factors that
influenced consumers in the selection of bakery schools in Muang District, Chiang Mai Province.
The data was collected from questionnaire distributed to 120 students enrolling in 3 bakery
schools in Muang District, namely UFM, Artistic Fobd Institute, and Vocational School.Statistics
used in the analysis of data were frequency, percentage and mean.

Most of the respondents were female, 30-39 years old, with the highest level of education
at university level. They were entrepreneurs with income averaged at 10,000-30,000 baht per
month. They had been to bakery schools before and most went to Artistic Food Institute.
The appropriate lesson hours were Saturday and Sunday before 11 a.m. They thought the most
appropriate length of lessons was 4 hours per period. In each program, they wanted to learn how
to make ten items. The number of students in each program was 6-10. Their reasons to go to
bakery schools were for hobbies, to get additional income, and to establish career, respectively.
The most preferred program was bakery entreprencur. The appropriate fee for each program was
2,000- 2,500 baht. Most respondents already had bakery equipment which was oven.

The marketing mixed factors which influenced the selection of bakery schools, listed
according to their importance were as follows, personnel, physical appearance, process, place,
product, price, and marketing promotion.

The factor which was the most problem for the selection of bakery schools was limited

parking space.





