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Abstract

The objectives of this research were to 1) study marketing mix influential to the
decision to use the services provided by restaurants located in Meanburi District ,Metropolis and
2) compare their choice of restaurants based upon personal factors .Samples came from
population visiting restaurants . Questionnaire was used to collect the data . Statistics used in this
analysis included frequency , percentage , mean , standard deviation , t-test, and one-way analysis
of variance (one-way Anova)

Outcome of the study revealed that the majority of respondents were female(58.5%)
51-60 years of age (24.5%) married (55%) working as private company employees(29%) with
monthly income exceeding 50,000 baht( 46%) . Study of marketing mix revealed that the score ,
overall , was high . Most important factors , in descending order, were physical characteristics ,
price , product , process, marketing promotion , personnel and piace ,respectively.

Hypothesis tests showed that consumers with different personal factors did differ

in their choice of restaurants.




