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Abstract

This study aimed to construct service marketing strategies for
bakery business. The target subjects were among customers who consumed
bakery products in The Siam Paragon, The Emporium Department Store,
The Central Chidlom Department Store, The Central World, The Central
Department Store Rama 9 and The Terminal 21 Shopping Mall. 600 subjects were
chosen by quota sampling technique and Questionnaires were used to
collect data. The confirmatory factor analysis of AMOS program was used to
analyze the collected data. It was found from the analysis of data that factors
affecting the service marketing strategy for bakery business were the service
marketing mix 7 p. and all three types of bakery. The proportion of Chi-square
/ Degree of Freedom (X°/ df) was 1.982, less than the specified criteria of
2. When considered the specified index set at a level of greater than or
equal to 0.90, it was found that all index were over the criteria as the
following; GFI = 0.915 , AGFI = 0.988, NFI = 0.909 , IFI = 0.947, CFI = 0.947.
When considered the specified index set at a level of less than 0.08, it
was found that both index were also over the criteria as the following,
RMR = 0.044 and RMSEA = 0.040. It was concluded that the above factors
affected the service marketing strategy for bakery business. In addition, when
using the model of marketing strategic components to separately consider
components of each indicator, the researcher found that the service marketing
strategies for bakery business were divided into 7 subordinate strategies as the
following; 1. bakery store atmosphere strategies 2. key bakery service staff
strategies 3. attractive ambiance strategies 4. welcoming display strategies.
5.integrated marketing communication strategies 6. product quality strategies and
7. marketable price strategies, so-called “ Q - MARK ”.

keywords : Strategy / Service Marketing / Bakery
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Q - MARK

Q = Quality Product AaunIWHERS U

M = Marketable Price of IMC $1AWANNZEY
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A = Attractive Ambiance @nIWLINADY
Aagatni

R = Retail Strategy (Bakery Store

Atmosphere + Welcoming Display)
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Product)
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0.506)

7. NAYNTIIANANIZANAUAAIA
(Marketable Price)

NAYNS IIANNUILANTUAATA
(Marketable Price) 1Junagnsfiddaidu
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wangauiunatn Aflnnudidguniign Ao
nfunnuvannvanevesiuineigdlaliden
%o (Factor Loading = 0.812) 5998331 3 dUSU
oA svemnzaufugULU wines (Factor
Loading = 0.782) fimsyiauesaniiednuiu
Tgoiune3vilnsu (Factor Loading = 0.706)
ﬂ’]if;?ﬁﬂmL‘ULﬂaQ%ﬁmLﬁﬂ?ﬁﬂ%ﬂu(LLUUQWLﬂ)
fimudhfyesgn (Factor Loading = 0.567)
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fegluiufugnén Taodauansauffivng
auungugnAdmaneyiuteargalaui
1nFonTe uardenAdosiULLIRAYES Lawson
(1973) nani1 nnsTiuasdinzaudunisds
w@sunmvesdudilaeidunisadrenuauna

Tunsueafiuiutasaiiaussenaiiung
AULAZADAASDITUNANITITEVDY 1519550
aruAMI(2549) WU waaﬂisumis'??a way
anufisnelavesidendnfasiuned detla
Frumsdnswheddefielaseduinsesu
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yndfenansae anudifianuazens
2. NBYNSYAIINIVINNUTYIIN (Key
Bakery Service Staff)
nagnsyaaInsinanmdagn 1u
nagnsfiddqudusuduil 2 Jadeiifinang
d1fy 3 JUAULIN AD NITIAUINITATIAY
ANNABINITVRWINY NEnUlAUINTRENd
Uszdnsnm ndneuiinnunseiesesuluns
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Toyaieatunansasiuinedifievislunis
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savansuwiinedhfuussemasuunes
waginisndnunesliifiuusdiuiiefga
anén nagvsianail Ididunsifannyeains
Wiolsiviauuuuidesn Tasfinszuaunisly
M5UINsATRTEIL gndesmanuieli
Rnnuamuing Jeaenndestunuidoves
Darling and Davis (1994)Wu11  uinNssy
madgrannvinalugiiuszaumnudisa fe
“MIUINSTUANAS LAz AnAuNER STl ”
Tnglunisviaudunagnsnisvianuduiiy
nsusudaliiundnaulunisindula
n1sasianuduiussufdugndn Wunis
$nwrgiugnA i uazifingnAilug s
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3. NAYNSNTINENNUINTOUFAINA
Tidn%1u (Attractive Ambiance)
NALNSNITINANINLINRDUFIAALT
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Sowiudnuuznisnnussiiu anumanng
wazAuUsevivla laggainduaiuaznis
U3NNT AN MLINRDY AUANAITUTIA Green
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(Integrated Marketing Cornmunication - IMC)
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Product)
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ns5usveuslan wavnudn tenanuaived
ASIAUAT ez mEnYERBmIEUMUDLAT
Tuasiomssuiuesifiilnn uenaniidmenndos
AUIMATEYRNITITIN 0UUASHII2549) WU

AngUTN Ay

SUDDHIPARITAD

73
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wa1e 818N NUSNYINERS T LAz AR
N19lAYUINIT wardeaonndaaiue1uize
Y93 FUNT W131603(2548) wud1 Jadesnu

nanSuainEuslnauinesaudAguin

a

flan fo savfoses Analmianveauined
7.n8gNg31AMNIEANAUAAIA
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