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ABSTRACT

The objectives of this study were to 1 study the behavior of consumers using Thai—Loei Isan
restaurants in Bangkok classified by personal factors, 2 examine the marketing mix factors (7Ps) affecting
consumer behavior, 3 compare personal factors with service usage behavior, and 4 analyze the influence
of the marketing mix elements on customers’ decisions to use the restaurant services. The sample
consisted of 400 respondents aged between 20 and 60 years who had previously used Thai—Loei Isan
restaurants in Bangkok. The research instrument was a questionnaire, and data were analyzed using
descriptive statistics (percentage, mean, and standard deviation) and inferential statistics, including

Pearson’s correlation coefficient and multiple regression analysis.

The results revealed that most respondents were male, aged 20-29 years, studying for a bachelor’s
degree, working as students, and earning 10,001-20,000 Baht per month. Most respondents visited the
restaurant 1-2 times per week, mainly for dining (78.5%), received information from friends (63.75%),
and spent approximately 100-300 Baht per visit. Regarding the marketing mix factors (7Ps), the overall
level of influence on customer behavior was rated at the highest level (x_= 4.56, S.D. = 0.39). The

highest mean scores were for Product and Process (X = 4.61), followed by Price, People, Place, and



Physical Evidence. The Promotion factor received the lowest mean score (X = 4.48), though it was still

at a high level, indicating room for improvement in marketing communication and promotional strategies.

The findings were consistent with the Marketing Mix Theory (7Ps) proposed by Booms and Bitner
(1981) and supported by the concepts of Kotler and Keller (2016), which emphasize that all seven
elements significantly influence consumer satisfaction and decision-making. Particularly, product quality
and service processes play a crucial role in building customer satisfaction and loyalty. Therefore, Thai—
Loei Isan restaurants should maintain the quality of food, service, and atmosphere while developing
proactive marketing strategies through online platforms to enhance brand awareness and long-term

customer loyalty.

Keywords: Consumer Behavior, Service Usage Decision, Thai-Loei Isan Restaurant
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