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Abstract

This study aims to investigate the factors influencing restaurant
consumption decisions and the marketing opportunities for restaurants in the
Banthat Thong area. It is quantitative research using an online questionnaire
administered to 400 consumers. Data analysis was conducted using frequency
statistics, percentages, means, standard deviations, t-tests, and f-tests. The results
show that the majority of the sample group are female, aged 21-30, with a
bachelor's degree and an income below 9,000 baht. The overall service marketing
mix (7Ps) factors are at the highest level, with the most emphasis placed on
service processes, physical environment, and distribution channels. Demographic
factors significantly affect decisions regarding product, price, service process, and
physical environment at a statistical significance level of 0.05. Men place more
importance on service processes than women. While education level and
occupation have different effects, income and age do not show significant
differences. Additionally, the Banthat Thong area is found to have high potential
for restaurant business development and expansion due to a large consumer
base and moderate to high purchasing power. Consumers prioritize taste, quality,
value for money, and service experience. They prefer shabu, mala, and cafe-type
restaurants. Furthermore, they respond to online marketing thru word-of-mouth
communication on the internet and the use of celebrities or famous people to

help with promotion.

Keywords: Competitive strategies, Market opportunities, Consumer behavior,

Services Marketing mix (7Ps), Restaurant business—Banthad Thong
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522 mmummﬁmwmmmﬁaamwmijﬁiﬂﬂiuémﬁiﬁmmﬁ’lﬁzyﬁga
TuBessand anuvannvaneveasy SIAWsNza wazaunmnsliing dadilona
Tumsifnnguiuuihuemsussanemnsianizna (Niche restaurant) w41y vaan
A YUY WagSUBMIUNINNATTgAETaeY AsmaInaNeveIALABINIS
Walemdlsiuszneumsansnsnainsiwmnismensnainiidaou Ineusndumisuia

145



NIETANNTINAERS AL TusTTIRE e U
Un 7 aUun 3 Weulueneu-suAu 2568

A9 9 LU AMAIN-31A7 AT UN19NIS-ANEUIEY w38 Ussingl-Aanuviuade
F9a0nAE I ULLIANISDINSUY SEuRaIAYBa Smith, W. R. (1956) Wayn152198ums
NARAUIUBY Ries, A, & Trout, J. (2000)

5.2.3 anuddgyreslateaulszaunisal nan1sideseyinlateniu
n3zUUMSlIUINIg (Process) YAans (People) Wazdsuwandeumisnienim (Physical
evidence) finasiomssindvlaegaiitoddy Tnaawelunguiuslnamane Ssaenndes
funnAnnfiimiuin1sues Booms, B. H. & Bitner, M. J. (1981) find1ni131me1mnsdi
aunsneenuUUUsEaUMIaignATléd desillenaadeulfitieulunsudeuldinngy

5.2.4 UNUIMNUBINITARATUNIIAIANIUTBIN B0 UlatINSNYY
fuilnagulmidedinslidedsnmealatogiaumnivars msamulunagvsdadiunisnain
ooulall 1wy M3 uemsuuumanleuAdva viensliynrafiideldemionuds
wgrglunislavan azdunumddgdensainainisiuiuazvenegiugnAed1sangs
Feaenndoafuuuiannisdearsuuuuindetinuudumesiidn (Electronic Word-of-
Mouth: eWOM) uag nMsvimsnandiliyanaiifde demieaudandielunislason
(Influencer marketing) U84 Sernovitz, A. (2015) 17'iﬂa'njwﬁanma%uas@’ﬁ@w%waw
Tanesulat] Aefduindounszuiumsnisdeamsuuutnseunnlulaniivia

6. 239ARN N

6.1 NM3INARUANNEARYVDIAIUUTEAUNINTAAIAUIANT (7Ps) VBIFINAQ
$rueimns 1uATenudn dunszurunsliuinns dmudanedounianienin uay
furomensiad mineiinadenisinduladenliuinisnndign Faumnd1sarnannu
delRudinidulawgdundnfue uagdusandunagniundn fananslfifiuin
fuslaaluthgtiulimnuddyRenfudulssaunisel uazanuagmnauisniy

6.2 miﬁmumﬂaqwﬁmmmmwuLQWWzﬂa:u (Niche marketing strategy)
NneansITenui nguiimnendnveseruusianesiie dhAnwinarfeiuinay
01y 21-30 U fifiseldlaigs uilingdnssuuilamemnsuentiuiesndauandiidiu
nguaugulmifiaudavegulunsdadulaldsefuemsdeutrsgidaeniuilunis
u3lna wagAlddesedunansiage Lidndusesaenndestuseldguansly Snvs
unumvewALAzsERUNMSAnYIveuilnafiinadensiuians uuinng nande

@ '

wAr1elRAUdIAYADNTEUIUNITUSNITLasAsuanaenTus1uNINAI LN AR

o
' v
] = !

drusyiunsAnufigeludarasion sUTTIIUAMANYDNENI M 1A LAENTEUIUNTS
UINs

6.3 nan53SeTlRAuI g uUsTIanesldtauaIng eSS umaLUY
Fudn naneduiuiintenumainanemeems neluudvealssianems JUwUUI
wazszusen Tneilieduniudifisedes S1uenmsiilégunissusedain Michelin

Guide wagSruomisnszudlnifineulandausulni Sasveuliiuianisuslaauuy
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waunauiAntulufiufiiieatu Snvaziuiannsoeduieiiuuuifnues Street
Food District Ssvanefefiufiiiiaafifinisnszandavesiuemsiuniamainuans
Uszian (uuvdsuiausssuemsidanidmiuynnguiuilan Tnsanzly
Uunveaileafifimnamuiutiugs gruvssiameslsimunlviaonadesiuainusonis
vosjuilnalesyalmifilinnudAyiuaazen ussena uaznmdnualvesiy
w1t dwmaliiuiitinaiendu Street Food District wuusnsdy wionfuidianunan
UBIKIUNTOULLIAA Foodscape Gennefanisldituiinazemsidunaiesiielunis
afanmdnualveadles druussinnewimihidugivimionsinaunaiuaady
Fuduuarmaris Tnsudazduiitessn fnmdnwaififsga uaznareifugamie
ddnuesiuslaaiulmifliiosmeanonseses urdsmesnuszaumsaiuazinu
H1unsUslaAe Mg

nanlavagy gruussianesldnaneilu nsdliet1awes Street Food District
flUBsuiug Foodscape Wasiuarts Fauanslifuiniiufivnaneniwaiusaaiig
AuAMITaIusSSULAzIATYgRaR U msIfeg ey wazaunsalddudusuuly
nMemuuwamenfisademsluniiedusely

7. d3d

53813 eanagnéniansutadunazlonianianisnaingsiadiueuis
nsdlfnwiguussianes ngummumiung Snqustasdiflednuiiiefeiiinasonis
dadulavslaniuemsuazlenamamananauesiuenslug wussinnesdadugu
\swsRddyrengumIuAsTifinIMa NvaNETe s LDIMT e uANANLaY
$ruartelvl udsldsudninasgnaunnandedinuesulatiidmadenginssunis
uilnavesauiiesgalvl nan1sdnwiadeiidnaiensindulauilnaiuemnanuin
fulnalugnuussiamedliauddgifudafedulssaumsmanainuinieia 7 fu
Tussiuanniigalasidosdiduaud fyanunnlutosdsd Ae Jafedunszuiuns
TWu3nns fldedsgegauiifu 4.50 sesaunde Jadesudaindeunisnignim
Atads 4.49 dadusutemisnisdndimine A1ade 4.8 Jadedundniam uay
ynannsiiaedewindufie 4.45 Jadesunisdaaiunisnain fads 4.43 uazdade
fusIen Aade 4.38 Faudeilimaniefisuiudadduuseglussiuanniign
agvioudfuilnaluiuilinruddgfunmunmauduasdszaunisallaesauuinnd
FINAUATIBEELREY Mnradnanansaasulain guslaalinnudAgyiuns
#5uuinsiia Sumeunisuinisiidoy mnd wandussuu aresauusseInIFuay
ANuazenres e IsTiIsaisnuUseiulalunislduing madideannuitd
dzaIn muﬁmﬂmﬂiﬁﬁﬁﬂwsLLaxmw'1‘1/15 foiluesrusenevddiidimadonns
dnauladensuewnslugi
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wansAnwlomamsnanvesiueslugmussianes nuindugwiil
dnenmmsnisnaiags Tasdaumainvanevesiuenns feiumuaduiisdnan
gmauu 1y Tnanugiu Srudhssaniging wasdudnduafinld sudeuadilnl
Flesudninannnszudeaulall 1wy COK Mala Hotpot wagnils-uy-ia nsiiulaves
gafsuemnsluiuiidldsunsaiuayuandedsauesulatifsdiunumddyluns
nszfuliiuslainuauls naaedlduinig warvendeluisning Sniadsdiviuad
wizauien1sUsznevUssAa Lesnneglndanung undsyuvu wazqaideude
sruvvudesasIsaie 1w salifuazsalaeans vinlingugndnan laun dndnwn
Auteyiau uaziinvienilen anunsandsldieuaziianudeanisuilanomsedig
soliles

Tnvagy nansivenuingUsvasdiansdoagiioulidiui Jadvdrusyan
MIn1IRaIAUINITIe 7 Audidvswarenisdaduladenlduinistiueimslugiy
vssiavesegedituddy Tnsamedunszuinunshius nsuazdundenvesdiu
Fudusivunnmdnuaiuazaufianelavesgndn vazifsriuguussiavesdsnd]
Tenanianisaanilanisuiiaiunsanovaussnginssuguslansulmifidniu
Huonsiamizma anuazmnlunsiiuma uaznseuadoosuladfitisvesnsivy
1o Uslnaldegesings FenunsaagUldingshasuenmslugruussianesdivusli
wulasieros mnanunsaiaunagninamsnaafineuaussUstaunsaivasgnanlel
ogaINzaNLay By

8. Yaiauauuy
8.1 Toiausuugiildannmside
Wleladuassdnenmnisnisnainvesiueomisluguussianes angdide
FwaauouuruLI MR unagnSsnIIaaLAiUsEneunsealud
8.1.1 Waunyuazaunmaudusanainainmateuasitendnwal
mnzfiflensuaussaufesNsRInguLvIe
8.1.2 MAWIANINNNSTIUINNT NTEUIUNMTUINIS warUITEINIANTETY
Sulilanisiu
8.1.3 a519auliusauniinisudatuimeuinngsy aaen1siiaus
Handueilvd 9 waslasuasinisidiusuveiuilnariululiaiiive
8.1.4 fnuaneniienadosfunmnuazidsieveanguiiming
8.1.5 1fdeeoulatiogsfiuszansam wu nslavanesulal N5
n13a$1aNagMENIeNIIRaInEIuN1Tai1aient (Content marketing) wagnasld
durlgieuges (Influencers)
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8.2 fowauauuglunsiifoadeoly

8.2.1 msunensAnutadedy 4 feradwmasenisdnduls wWu mefus
wusus Ansbingle vizenmanwalgnuy

822 msfnweneisiteidmunmilelilddeyaiedin wu medunual
Beanguslnaviseruseneuns

8.2.3 sAnwUSBufisufugE eIy 9 Wy wmsw o138 g
Fody sy edurmuusnssdnouty

8.2.4 msAinvnguiinvioadlewinend Wy Tnvieaiisrdu Fadundugndn
ﬁﬁﬁﬂaquﬂuﬁuﬁ

9. AnAnssuUsznA

ANZEITEVRVRUNTEAN ANmAlUlaBAvNTIUAEnT uvninendewmalulad
swsranszuasiatuayulunsiniunuids veveunsaugidermaiinganls
Fouusiuazdoyadudulsgleninonsvhomide veveunszangnauLuudauaIuyn
vihufinganaazaduiialiarusuiionsunuuaeuniy delausuuy uazdeyadu 9
fiduusslonirionisiide i w lomatl
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