npanssunazanaionalodadmlszaanisnisaaaiidonadanisananlolsy
U3N19 313 Inszann AVINFINNUAIBAT Ltaza'm'lﬁ'awi'ﬂu%ﬂq%
Behavioral and Marketing Mix Factors of Customers’ Satisfaction affecting on
Decision Making of Chorpakar Thai Cuisine Restaurants service in Bangkok and
Nonthaburi Branches
syaansol MAFTY
Ms.Tanyalak Paksuchon

6114193028@rumail.ru.ac.th

%é’ngmu%migsﬁwmﬂmeﬁm AMLUINIIND WA NINLIRUIINAIAS

Master of Business Administration Program, Ramkhamhaeng University.
Corresponding Author
UNANLD

v
A v A4

¢ A = = o o
mmwuuq@ﬂimmL'waﬂﬂmmmwawala@1amuﬂimumammm@wlumﬂﬂj
a = [ o A v a = = =) = Y A 1
UIN13 AnwitzaunmIaadulaltusnig ﬂm:}’]Lﬂif;liJmiliJﬂ’J’deWE]sLﬁ]‘Ua\‘iEd‘lJiIﬂﬂ@lE]
muﬁs:awmmmmﬁLLuﬂ@nquﬁmm@fﬁIm LLa:ﬁnmmmﬁawalwm;j:u'ﬂm R
FIWUIZAUNITIARIANFINAAANITAAFWIALTUINNT 1% 1RITINGTANNT ’I1UN
NIINWURIUAT LLazmmﬁT\‘im”@uuﬂq% I@yﬁmju@haﬂn fa ;Juﬂnﬂ@"ﬁu%mi
AWAMIT INLTaNNN AUIMPUNWURIUAT UATENINTINIAUUNYT $192% 400 A% Tagld
suﬁuﬁ%ﬁaﬁ'm%aﬂ%mmﬁuﬂmﬂ‘*ﬁuuuaaumuLﬂuL@n%aaﬁaluﬂﬂsLﬁUiauiam*‘ﬁaga q06
ﬁl"ﬁ’l,umﬁmswzﬁ"ﬁa%m Ao RDALTINITLU lauA A1a2uA d1vasas ’awlisgiun
AU Anad wazlimalianzianunanesBwnszauisiayneadan .os lu
MINATOUFNNATIN

NANIIIY WUI ;ju%lnﬂlmﬁ'mi'@ﬂgomw&Jmumm:ﬁ'\mf@uuﬂﬁﬁL°f|”11°ﬁ

=)

uSmyhuormsingtonnini 2 w1 wut saulngiendszinnguuzihanniga 19
usmatuaseuniaUszunm 5-6 au luT191981 12.00-17.00 %, UAZIzBLLIMAIEUSNS
1-2 Falasdonsauazidutreinan3-Tuanfiag ﬁ@h‘lﬁﬁimi@maﬁﬁayjﬁ 1,501 — 2,000
VN LATWUIIAMNNNIND AR 0 U TLFUNINITARAFINAAONITAA AW TUTANT
Fuemslnatannn stnalindansadan o.05 daazaulwifuin Huslnadiaau
‘ﬁawalwiaﬁhuﬂizaumommm@lu‘qnﬁm LT IRTIADIDY §2D1A ﬁ"@q@‘iuﬁl‘*ﬁﬂs:ﬂau
mm‘sﬁ@;mmw swmﬁmmmmzawﬁ'uqmmwua:ﬂ%mm FOwAINAIEEAIN WiaNT
fmadsemaunusiumslasandszndunuslugduuudieg snfansliuinises
winnuuindsanualalauazlduinradigndamaii faldguilnadaduls

lFuSnsweIns Inagann)


mailto:6114193028@rumail.ru.ac.th

nanmIAneluassneinldin sudsaunismiaanasinasanaaaule
IFusmsuanmsinateonnva 2 a0 ;gﬁimﬁmmﬁowalmﬂuaaiwmmfial%u%ms
MlueNuIEm AT 1A 8070 asanawnn TSN UeN N sﬁopjﬂizﬂaums
mmmﬁ,’]ﬁa;ﬁlaﬁ"L@”'LﬂWLﬂuummﬂumsa%’mﬂaq‘nﬁmammm@Lﬁiaﬁ’mmw
IedSouluniswasgn msmmﬂgfmgﬂﬁﬂmﬁ'wmﬂﬁu ARBAIUNTINAW LT TUY T
QmmwmmazLﬁu%m’]uam’lmluﬂﬁl,vﬂw”uluq@]amniiwi”mmmﬂﬁ@iavlﬂlu
aUAa
Maa: §I1uUIENN1NINaIa, Wodnssy, anuianala

ABSTRACT

The objectives of this research were to investigate the satisfaction towards service
marketing mix, consumers’ decision for service usage, and to compare consumers’
satisfaction towards marketing mix, classified by consumer behavior, and to study
consumers’ satisfaction towards marketing mix influencing consumers’ decision for using
the service of Chorpakar Thai Cuisine Restaurants, Bangkok and Nonthaburi branches.
The sample was 400 consumers visiting Chorpakar Thai Cuisine Restaurants in Bangkok
and Nonthaburi branches. Quantitative data were collected by using a questionnaire as a
research instrument. Data were analyzed using descriptive statistics, including frequency,
percentage, standard deviation, mean and multiple regression analysis with a given
statistical significance level of .05 for the hypothesis testing.

The results of this research indicated that most of the respondents selected the
most recommended menu at Chorpakar Thai Cuisine Restaurants, Bangkok and
Nonthaburi branches, visited the restaurant with their 5-6 family members during 12.00-
17.00 hours and the duration of the service was 1-2 hours per time. The most popular
day of the week was during Saturday - Sunday. The average cost was 1,501 - 2,000
baht. In addition, the respondents’ satisfaction towards marketing mix influenced the
decision to visit Chorpakar Thai Cuisine Restaurants with a statistical significance level
of 0.05. This could reflect that consumers were satisfied with all aspects of the marketing
mix, such as delicious and clean food, quality ingredients, reasonable price with the quality
and quantity, convenient access, a publicity through various channels of advertising
including attentive, accurate and fast service. For these reasons, consumers decide to
visit Chorpakar Thai Cuisine Restaurants.

The result of this study showed that the marketing mix factors affecting

consumers’ decision for using the service of Chorpakar Thai Cuisine Restaurants,



Bangkok and Nonthaburi branches. Moreover, it showed that consumers were very
satisfied when using the service, in terms of food taste, price, location, as well as the
service of the restaurant. The entrepreneurs can be developing the marketing strategies
to make the difference and creating a competitive advantage in their business. In addition,
they can be improving the quality of service and food which their best to reach the new
target customers and to expand the business to be the higher level of restaurant in the
future.

Keywords: marketing mix, behavior, satisfaction
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