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ABSTRACT

This research titled of "Service Marketing Mix Affecting On Consumer Behavior In
Choosing a Restaurant Along at Kwan Phayao, Mueang Phayao District, Phayao Province" aims
to study the marketing mix, service factors that affect the behavior of consumers in selecting
restaurants at Kwan Phayao lake front, Phayao Province, by studying samples from Thai tourists
entering to restaurants. The restaurants along the Kwan Phayao lake front are "food-only"
establishments, and do not provide other entertainment services. The samples used in this study

were 14 restaurants, 120 respondents.

The finding revealed that major respondents were; female, single, ages between 31 and
40 years, bachelor degree of education level, and had income salary 10,001- 20,000 baht. The
researcher found that the customers choose the restaurants along Kwan Phayao lake front, based
on consumer behavior principles. Most consumers chose the restaurant by themselves. The
majority of use at restaurants were during holidays or festivals. Most customers come with family
or group of 3-5 people. The use of service was once a month or once in three months. The
expense each time averaged between 1,001-2,000 baht and duration of service use of

approximately 2 hours per time. The favorite menu items consisted of Thai food with water for
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the drink. Most pick a sitting area with a clear view overlooking Kwan Phayao and having a

(perceived) good atmosphere.

The researcher also found that the main factors of choosing a restaurant were place or
location of restaurant and physical characteristics such as lake front; beautiful views; clean, safe
and hygienic places; the distinguished name or symbol of the restaurants (branding); the
decoration of restaurant coordinated with the Kwan Phayao atmosphere; beautiful and
comfortable feeling. Therefore the restaurants should consider the landscape development and
have their restaurants, along with the overall restaurant decor, with no conflicting towards the
uniqueness of the Kwan Phayao waterfront. This would build on the good feeling and impression
of using the restaurant's service. Thus creating a unique attraction to net the consumer's attention.
This strategy might need to replicate in both public relations and social media to create consumer
awareness, highlighting the stunning views and showing the positive points that make good for

positive feelings for potential customers. This strategy should also be available on online media.

Keywords: Kwan Phayao Lake Front Restaurants/Service Marketing Mixed/Consumer Behavior/

Restaurant Quality Development
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