RMUTTO Social Science Journal Vol.14 No.2 (July - November 2025) ISSN 3027-835X (Online)
DOI 10.63271/rmuttosj.v14i2.258351

Jadedauuszauniamsnatauinisndanudunusaenisliduinisiunansensyine
Y a o = = a/ =
‘UE)\‘iEd‘U'iIﬂﬂslua']maLN@QQW‘ES"I‘L! WNINYAITTU
Marketing Mix Factors Related to the Service Usage of Consumers at Buffet
Grilled Pork Restaurants in Mueang Udon Thani District, Udon Thani Province
Fawa ey way Sy Auwia*

Chitaphol Wilai-ngarm and Theerawat Hinkaew*
AYINMTINNT AMLUTINSTING InendeiivyUudia Jmdavuesiigng
"Department of Management, Faculty of Business Administration,
Pitchayabundit College Nong Bua Lamphu Thailand
"E-mail: tttoei.2520@¢mail.com Tel. (+66)862360922
Received: 1/4/2022, Revised: 9/11/2025, Accepted: 24/11/2025

o
unnnga

v
[

A15398ATIY

o

ngUstasd 1) ieAnudadodiuusraumsnsnainuinsvesuilaeildudnisiuvynsene
ydlusuneiiios Smingassnd uay 2) lefnwiauduiussenintaduduuszauninisnaiauinsiunsly
UImsiumynsenzyningusogisie uslaailduinisdiuau 440 au Bmsgusiedislaglalsiodenguinng
119z19u (Non- Probability sampling) 1Jun1sidendudiagnsuuuiivunlaing (Quota sampling) lduuuasuaiy
1msrdmUsE 5 seduliteiiunurudeya adaililunisisgidoua ldun Adesas Aads dudoiuy
11935 WagAduUsEAnsavduiusiesdu nanisitenudn 1) Yadvdrdszaunsnisnainuimsvesiuilaslag
amsameglussdiuann (X = 4.23, S.D. = 0.58) Inssuanuiisimesianadogsiign sesaunfesusia suyanas
WAUINNT Aundndue Aunszuunsliuinig audnuueninigamkarsUukuunsiiuingg wagnisdaasy
N139819 ANaRu wae2) Jadediulssaunisnisnalnuinisynaudanuduiusidaunluiicnisfesnuiunisly

'
N v [ aa

Usmshununseneyrdvesusinaegeiiteddyniadniisedu .01 r = .564)

o

AdAey: dulsvaumanisaana guilaa Sumynsengynva nsliuinig
Abstract

The objectives of this study were: 1) to investigate the service marketing mix factors influencing
consumers who patronize buffet mookata restaurants in Mueang District, Udon Thani Province, and 2) to
examine the relationships between the service marketing mix factors and consumers’ utilization of buffet
mookata restaurants. The sample consisted of 440 consumers selected through non-probability sampling,
specifically quota sampling. Data were collected using a five-point Likert-scale questionnaire. The statistical
methods employed for data analysis included percentage, mean, standard deviation, and Pearson’s
correlation coefficient. The findings revealed that: 1) the overall level of service marketing mix factors
perceived by consumers was high (X = 4.23,SD. = 0.58). The highest mean score was found in the place
factor, followed by price, personnel, product, process, physical evidence and service design, and promotion,
respectively. 2) All service marketing mix factors exhibited a positive and unidirectional relationship with

consumers’ utilization of buffet mookata restaurants, with statistical significance at the .01 level (r = .564).
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Figure 1 Conceptual Framework
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Table 1 Study Results of Service Marketing Mix Factors — Product Aspect

Rank Product Aspect X S.D. Interpretation
1 Consumers are confident in the standardized quality of the Mookata (Thai BBQ) 4.88 0.40 Most
2 Consumers are confident in the quality and deliciousness of the buffet Mookata 472 0.51 Most

Consumers believe the buffet Mookata restaurant has a wide variety of food to
3 4.33 0.82 High
choose from

4 Consumers are confident that the buffet Mookata restaurant's food is clean 4.26 0.81 High

Consumers are confident that they will definitely use this buffet Mookata
5 3.34 0.66 Moderately
restaurant again next time

Average 4.31 0.64 High
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Table 2 Study Results of Service Marketing Mix Factors — Price Aspect

Rank Price Aspect X S.D. Interpretation
1 The price at the buffet Mookata restaurant is affordable for the general public 4.83 0.46 Most
2 The price at this buffet Mookata restaurant is similar to other restaurants a.71 0.48 Most
The price at this buffet Mookata restaurant is an attraction for consumers to use
3 a.67 0.53 Most
the service
4 The price at the buffet Mookata restaurant is appropriate and fair 4.53 0.54 Most
5  Consumers are willing to pay a fair price 3.27 0.62 Moderately
Average 4.40 0.52 High

Han1sAnwImuI Tnaamsanegluseauunn (X = 4.40, S.D. = 0.52) wandbiiuinduilaadulnglinnu
Ay fumumnzauazaNLAuAYeIIAMyNsEsyrlwiae WeRinsandunede wui fuilaaiui siand
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(X = 4.67, SD. = 0.53) uonanil fuslnadaiiudt menfisunynssneyriddarumnyauuandusssy (X = 4.53,
SD. = 0.54) duteiildsuasuuuiosiiande fuilaaiinnusladiefoneiidusssn (X = 3.27, SD. = 0.62) s
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Table 3 Results of the Study on Service Marketing Mix Factors - Place Factor

Rank Place Factor X S.D. Interpretation

1 Mookata buffet restaurants have clean restrooms for customer service 4.87 0.34 Most

Mookata buffet restaurants have a large number of tables for Mookata barbecue

2 ) 4.86 0.36 Most
service
3 Mookata buffet restaurants have sufficient and safe parking 4.68 0.52 Most
4 Mookata buffet restaurants are located in a good, non-crowded environment 4.67 0.50 Most
5  Mookata buffet restaurants are located in a prime location (Golden Location) 3.35 0.71 Moderate
Average 4.49 0.48 High

°
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Table 4 Results of the Study on Service Marketing Mix Factors - Promotion Factor

Rank Promotion Factor X S.D. Interpretation

Mookata buffet restaurants have a suggestion box to receive customer feedback
1 4.85 0.37 Most
for service improvement

Mookata buffet restaurants offer loyalty cards (point accumulation cards) to
2 4.68 0.48 Most
exchange for prizes

3 Mookata buffet restaurants have clear advertising signs (signage) 3.53 0.80 High

Mookata buffet restaurants offer free gifts (giveaways) when consumers use the
a4 ) 3.41 0.79 Moderate
service

Mookata buffet restaurants organize various promotions every month to boost
5 3.30 0.60 Moderate
marketing

Average 3.95 0.61 High

o
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Table 5 Results of the Study on Service Marketing Mix Factors - People Factor

Rank People Factor X S.D. Interpretation

1 Employees are enthusiastic and dedicated in providing service to customers 4.83 0.42 Most

2 Employees wear polite, presentable, and standard attire 4.65 0.52 Most

3 Employees use polite, gentle, and respectful language when providing service 4.65 0.55 Most
Employees serve with a smile, rapid service, and a service mind (heart for

4 3.96 0.61 High
service)

5 Employees are attentive to customers or consumers very well 3.50 0.83 Moderate

Average 4.32 0.59 High

nan1s@nwInud lneamsameglussdu 1n (X = 4.32, SD. = 0.59) uandbiiuinduslaalianuddoyiu
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Table 6 Results of the Study on Service Marketing Mix Factors - Physical Evidence Factor

Rank Physical Evidence Factor X S.D. Interpretation

The Mookata buffet restaurant location and surrounding area look good and
1 L 4.84 0.46 Most
clean

The overall appearance of the Mookata buffet restaurant looks good and
2 3.95 0.72 High
suitable for service use

3 The Mookata buffet restaurant location is beautifully decorated 3.92 0.73 High

4 The Mookata buffet restaurant has a relaxation corner and a playground 3.90 0.74 High

5 The overall appearance of the Mookata buffet restaurant is modern 3.39 0.74 Moderate
Average 4.00 0.68 High

HansAnwIAUENwar e kA JULUUNMTIIUIMInUI Tnenmsiuguslaafinnudaiuegluseau
170 (X = 4.00, SD. = 0.68) Inssnensidiaedegsfignio anuilvesiunynsenzyrimdlneseugifiniuazein
(X = 4.84, SD. = 0.46) agluszdu 1nilgn sesauNAe JUSNVAllnesoUTRIUMYNTENE YA ANz dm3uMsLY
T#u3n1s (X = 3.95, SD. = 0.72) aauiivesiunynsznzynindgnanussiueg 1By (X = 3.92, S.D. = 0.73)
waz s umgnsEmzylEiyaaunans daunsdineEy (X = 3.90, S.D. = 0.74) Fsaglusziu 1n dausensidaeds
teufignfe Udnuallngsouvesiumynsznzyrlldiianuviuasy (X = 3.39, SD. = 0.74) agluszdu Urunans uans
Widiwinfuslaaldauddyduanuaserauwazussenialaeseuvesiiuduaiduusnlunisidenlduinisiu

VN ENEUNG

Table 7 Results of the Study on Service Marketing Mix Factors - Process of Service Delivery

Rank Process of Service Delivery X S.D. Interpretation
1 The management process of the restaurant area is clean and orderly 4.88 0.35 Most
2 Providing customer service is considered an important process 4.86 0.36 Most
3 The service process ensures customer safety 4.22 0.81 High
4 The service process is convenient and well-organized 3.38 0.68 Moderate
5  Customers are satisfied with the restaurant’s management process 3.35 0.66 Moderate
Average 4.14 0.57 High

nan1sAnwsiunszuaumstunisliuinisnud lnenmsaduslaedinnufniuegluszduun (X = 4.14,

'
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nsrvIunsiuImsgnAiauUaendy (X = 4.22, S.D. = 0.81) aglusgaunin zﬁ'auiwmﬁﬁﬁml,a?i'aﬁasﬁqmﬁa
nszuiunsiiuinisgnAtdanuazaInileuies (X = 3.38, S.D. = 0.68) uavgnAlainuiianaladenszuiunis
USsnuvesiumynsEnsylns( X = 335, SD. = 0.66) Gaaglustfuuiunans uandliiuiiduslaalinnud iy
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QEEAEAT IR
agUnan1sAnudadvdndszaumanismainuinisvesuilaafliuimsiunynsenzynirldlusineiiios
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Table 8 Results of the Study on Consumers’ Revisit Intention/Loyalty toward Buffet

Barbecue Restaurants in Mueang District, Udon Thani Province

Rank Revisit Intention / Loyalty toward the Restaurant X S.D. Interpretation

The quality and freshness of ingredients (pork, beef, seafood) influence the
1 4.88 0.35 Most
decision to revisit the restaurant

The variety of menu items (meat, vegetables, appetizers, and dipping sauces)
2 4.86 0.36 Most
influences the decision to revisit the restaurant

The cleanliness of the restaurant, equipment, and utensils influences the
3 4.75 0.81 Most
decision to revisit the restaurant

The unique and delicious flavor of the dipping sauce influences the decision
4 4.73 0.66 Most
to revisit the restaurant

The buffet price, which is worthwhile and appropriate for the food quality,
5 4.68 0.62 Most
influences the decision to revisit the restaurant

The service provided by staff (e.g, politeness, quickness in clearing
6 4.52 0.62 Most
dishes/refilling soup) influences the decision to revisit the restaurant

The restaurant’s location, with convenient access and efficient parking,
7 4.47 0.53 High
influences the decision to revisit the restaurant

The availability of promotions, discounts, or special privileges for regular
8 4.23 0.54 High
customers influences the decision to revisit the restaurant

Average 4.64 0.56 Most
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Table 9 Results of the Study on Consumer Satisfaction toward Buffet Barbecue

Restaurants in Mueang District, Udon Thani Province

x|

Rank Consumer Satisfaction toward Buffet Barbecue Restaurants S.D. Interpretation

You are satisfied with the quality and freshness of the ingredients (e.g., pork,
1 491 0.35 Most
beef, seafood) provided.

You are satisfied with the variety of menu items (e.g., main dishes, appetizers,
2 4.87 0.36 Most
desserts, beverages) available.

You are satisfied with the taste of the soup and dipping sauces, which are
3 4.73 0.42 Most
delicious and offer a variety of choices.

4 You are satisfied with the politeness and friendliness of the service staff. 4.71 0.44 Most

You are satisfied with the promptness of service (e.g., clearing dishes, refilling
5 4.65 0.46 Most
soup or charcoal).

You are satisfied with the overall cleanliness of the restaurant, including
6 4.57 0.48 Most
dining areas and restrooms.

You are satisfied with the atmosphere and interior decoration of the
7 4.53 0.50 Most
restaurant.

You are satisfied with the value for money of the buffet price compared to
8 4.51 0.51 Most
the quality and quantity of food received.

Average 4.68 0.44 Most
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3.3 nansanwrdadediudszaunisnisaaiauinisiifianuduiusaenislduinisiuny
nIENEUNNG
Table 10 Results of the Study on the Relationship between Service Marketing Mix Factors

and the Use of Buffet Restaurant Services by Consumers in Mueang District, Udon Thani

Province
Pearson
Level of
Service Marketing Mix Factors Correlation  Sig. (2-tailed)  Direction of Relationship
Relationship
Coefficient (r)

Overall Service Marketing Mix Factors 564%* p < .001 Positive and Same Direction  High to Very High
1. Product Factors .085** p < .001 Positive Direction Slight

2. Price Factors 073** p < .001 Positive Direction Slight

3. Place (Distribution) Factors .022%* p <.001 Positive Direction Slight

4. Promotion Factors 107 p < .001 Positive Direction Low to Moderate
5. People (Service Personnel) Factors 267** p < .001 Positive and Same Direction  Low to Moderate
6. Physical Evidence and Service Design Factors 252%* p < .001 Positive and Same Direction  Low to Moderate
7. Process of Service Delivery Factors 319** p < .001 Positive and Same Direction Moderate to High

** Correlation is significant at the 0.01 level (2-tailed).
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Figure 2 A Body of Knowledge from Research (Source: Hinkaew, T.)
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