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Customers’ Behavior And Satisfaction Related to Lamaison The

Vietnamese Restaurant, on Meung Branch
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Abstract

The objectives of this research on the subject of customers’ behavior and satisfaction related to
Lamaison-the Vietnamese restaurant , Don Meung Branch were to study 1) fundamental factors of
consumers visiting Lamaison restaurant who were target population under study 2) their consumption
behavior 3) their opinion on the marketing mix 4) and compare their consumption behavior and their opinion
on marketing mix based upon their fundamental factors. Samples included 400 consumers . Questionnaire
was used to collect the data . Statistical software was used to analyze the data. Statistics used in this research
included both descriptive statistics ( frequency , percentage , mean, standard deviation ) and inferential

statistics (Chi-square test , F-test or one-way analysis of variance).

Outcome of the study revealed that the majority of respondents were female , single ,
20-30 years of age , bachelor degree graduates , working for private companies with monthly
income less than 15,000 baht and having more than 5 family members. Study of their behavior
indicated that they visited the restaurant once in a while during lunch time on weekends . The
reasons given for visit were the healthy food and the benefit of the herbs consumed. Their expense
per head was between 201-300 baht. Study of their opinion on the marketing mix showed that
product (cleanliness of food , freshness of ingredients , the taste , cleanliness of utensils , diversity
of dishes ) scored high on a given rating scale. On the other hand, the score on price ( price

commensurate with quality and quantity , competitive price in line with other Vietnamese
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restaurant ) was high. The score on place (cleanliness , tidiness, adequate light , proper
temperature , the atmosphere , the tone , the cleanliness of men’s or women’s room ) was high
while the scores on the location and the parking space were moderate. The score on marketing
promotion ( joint promotion with credit card of some banks , member discount, leaflets, flyers ,
recommendation of the waitress ) was moderate. Finally , the score on service ( serving according
to order , adequate personnel , proper manner and personality on the part of employees dressed in
tidy, clean uniform , the prompt service ) was high. Study of consumers’ behavior and their
opinion on marketing mix indicated that consumers with different fundamental factors (sex , age,
marital status , education , occupation , income , no. of family members) did differ in their

consumption behavior and their opinion on the marketing mix.




