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ABSTRACT

The purpose of this study was to study consumer behavior of selecting
restaurant and marketing mix effect on the selecting restaurant of consumer in Chiang
Saen district, Chiang Rai after Covid-19. The study aimed to be the guideline for local
restaurant owner to create some strategy for their businesses. This study was survey
research which using questionnaire to collected data from 3 sampling groups, tourist,

local people, and local government organization representative.

The result of consumer behavior reviewed that among these 3 groups of
respondents have different behavior of coming to the restaurant due to their living
context. In term of marketing mix effected, the result show that tourist highest have
rely on people/ employee factor following by physical, product and place factor
respectively. Local people highest rely on people/employee factor following by physical
and process factor respectively. Local government organization representatives have
highest relied on people/ employee factor following by place and process factor
respectively. Furthermore, researcher provided the marketing strategy guidelines for

entrepreneur or restaurant owner in this study as well.
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