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ABSTRACT 

 The objectives of this research were to study the service usage behavior of famous 

restaurants ,marketing factors for determining the service usage of famous restaurants in 

Thonburi area and study component of marketing factors for determining the service usage of 

famous restaurants in Thonburi area. The research was a quantitative. Questionnaires were used 

as the tool for data collection. The sample were consumers who used service from the 

famous restaurants in Thonburi area.  

The results from the study indicated that the majority of respondents was female, aged 

less than 35 years old, lived in Thonburi, worked with private sector, earned a monthly income 

between 10,000 –15,000 baht, received information about restaurant from friends, cost per meal 

between - baht, went to restaurant with family once a week in the evening. Marketing 

factors affected to determine the service usage of famous restaurants in Thonburi area founded 

that people had maximization mean 4.11, then process and product had 4.10 and 4.03 

respectively. For each aspect , Product : consumer focused on taste and clean. Price: 

consumers focused appropriate price for quality and quantity. Place:  consumer focused  

restaurant location near home and office. Promotion : consumer focused advertisement and 

word of mount.  Process: consumers focused quickly cooking and quickly serving. Physical 

environment : consumer focused interior shop,  color of furniture and light. People: consumer 

focused about  human relation and personality of waiter. Factor Analysis and the extracted 

factors using Principal Component Analysis method of rotation was Varimax to group factor , it 

can be divide into group as following :  group ,focusing on service, taste and price, group 2 

focusing on restaurant decoration, group 3 focusing on convenience, group 4 focusing on 

advertisement.  

Keywords: components of marketing mix , consumer behavior , famous restaurant  
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