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The objective of this independent study was to evaluate service marketing mix factors
affecting consumer selection of laundry services in Chiang Mai Municipality. Questionnaires
were used for data collection and distributed to 325 samples in 4 districts which were Nakorn
Ping District, Kawila District, Meng Rai District, and Sri Wichai District via quota sampling. The
collected data was analyzed using the descriptive statistics: frequency, percentage, and means.

According to the research results, most of the respondents were female private sector
employees, aged between 21- 30 years, had received a bachelor's degree and had a monthly
income of approximately 5,001 — 10,000 baht,

The study proved that the service marketing mix factors with mean scores which affected
the respondents were Process, People, Price. These were followed by Produect, Place and Physical
Evidence, respectively. But the‘Promotion factor was rated at a medium level of importance.
Then, in term of the Produc’;, it was found that the first sub-factor that influenced the respondents
the most was cleanliness. In terms of Price, the first sub-item that the respondents rated with the
most importance was the consistency between the service charts and the quality of the service.
For the Place factor, the first sub-item which was rated as most important was the distance from
the residence. For the Promotion factor, the first sub-item which was rated as the most important
was the economic service package. For the People factor, the first sub-item which was rated as the
most important level was service-mindedness of the employces. For the Physical Evidence factor,
the first sub-item which was rated as most important was the cleanliness of the laundry machines
and other equipment. For the Process factor, the first sub-item which was rated at the most

important level was the accuracy of returned clothes.





