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ABSTRACT

TE 159144

The independent study “The Service Marketing Mix Factors Affecting Tourist upon
Selecting Cooking School in Amphoe Mueang, Changwat Chiang Mai” aimed to study the
services marketing mix.d factors which affected tourists in selecting cooking schools in Amphoe
Mueang, Changwat Chiang Mai. The research population was tourists who were the customers of
10 cooking schools.  The samples consisted of 250 samples which were chosen by quota, 25
samples per cooking school. This study was based on a questionnaire survey. The descriptive
statistical method was used in the data analysis and the results were presented in tables of
percentage, frequency and means.

It was found that most respondents were female, aged between 21-30 years old, single,
from Europe, stayed in Chiang Mai between 5-8 days, spending less than 1,000 Baht per day.
The respondents’ choice in selecting cooking schools was mainly influenced by their relatives or
friends.  The respondents considered the food items between 5-6 items, price range between
501-700 Baht, a one-day course, starting before 11.00 AM, and the class size of 1-2 persons.
Most respondents had never taken a cooking class before. The most favorite dish was Green

Curry (Kaeng Kiew Warn). The main reason for taking a cooking lesson was so that they could

make Thai food at home.
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For service marketing mix factors which affected the tourist upon selecting cooking
school, the result showed that people and physical evidence factors were at the important level;
while process, product, promotion, place and price factors, were at the moderate important level.

The people sub-factors that were rated as the important level were the staffs were
courteous, knowledgeable, reliable, responsive (o customer requests and willing to help, and the
instructor had good communication skills.

The physical evidence sub-factors which were rated at the imporlugl level were the
cooking school was clean, cquipment in the cooking school was well maintained, the class layout
provided enough space and comfortable, and the cooking school had safety procedure, clean
restroom and good ventilation system.

The process sub-factor that was rated at the important level was the length of the cooking
class.

The product and service sub-factors which were rated at the important level were the
cooking school was small and family-style, the cooking school provided healthy food items,
variety of dishes to choose and number of dishes taught in each cooking course were appropriate
and the cooking school had good reputation.

The promotion sub-factor that was rated at the important level was the cooking school
offered food-tasting and cooking demonstration.

The place sub-factor which was rated at the important lcvel was the cooking school
provided convenient transportation.

The price sub-factor which was rated at the important level was the fee compared to other

cooking schools.



