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ABSTRACT 2 2 1 r7 4 8

This independent study aimed to study service marketing mix factors affecting consumer
decision towards selecting Japanese restaurants on Nimmahemin Road, Mucang Chiang Mai District.
The research was done by gathering data from 200 samples with a questionnairc. The data was

analyzed by using descriptive statistics namely frequency, percentage mean and standard deviation.

The results of the research revealed that most of the questionnaire respondents were female
and students under the age of 25 years old, with monthly income between 5,001 — 10,000 baht. Their
educational background was high school or vocational. They went to Japancse restaurants on
Nimmanahemin Road occasionally. The most visited restaurant was Ninja Ramen. The days they
used the service were not fixed but most of them went to the restaurant after 7 pm. and stayed for 1-2
hours per visit. Usually they went with coworkers or friends and spent approximatcly 201-400 baht
per visit. The main reason for going to a Japanese restaurant was becausc they wanted to have
Japanese food. The number of people for each visit was around 2-3.persons and they usually ordered
Nori-Maki (Sushi rolls). Most of them knew about the restaurants from friends or acquaintances.

They preferred discount coupons for marketing promotion, Their feeling was indifferent when

consuming Japanese food.

The questionnaire respondents to the research regarding “Services Marketing Mix Factors
Affecting Consumer Decision Toward Selecting Japanese Restaurants on Nimmaheminda Road,
Mueang Chiang Mai District” at the high level are in the following order: People, Process, Product,
Price, Physical Evidence, Place and Promotion. The subsidiary factors for cach Marketing Mix
Factors arc in the following order: The people aspect is service-minded staffs. The process aspect is
accuracy of served orders. The product aspect is quality of foods and beverages. The price aspeet is
reasonable prices of foods and beverages. The physical evidence aspect is cleanliness of utensils. The

place aspect is consistent opening/closing time and The promotion aspect is complimentary Japanese

grecn tea.





