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and elevate its brand image to an international level, contributing positively to its sales
performance and profitability. This study aims to examine the service marketing mix of
small restaurants recognized by the Michelin Guide in Chiang Mai Province. The findings
can guide small restaurant entrepreneurs in improving and developing their businesses

. . to remain viable during economic downturns.
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Methods: This qualitative research employed in-depth individual interviews with owners

of small restaurants that received Michelin recognition in Chiang Mai during 2023-2025.

primary research instrument was a semi-structured interview guide, which was validated

for content accuracy and language appropriateness by academic experts. Fieldwork was
Publisher’s Note: conducted in April 2025, and the data were analyzed using qualitative content analysis
and descriptive analysis.

This article is published and
distributed under the terms of Results: The findings reveal that most Michelin-recognized small restaurants in Chiang
the Thaksin University. Mai operate as sole proprietorships, have no branches, and are family-run businesses
passed down through generations. In terms of product, the restaurants primarily serve
single-dish meals during breakfast and lunch, offering local specialties such as khao soi
and nam ngiao, using both traditional recipes and owner-developed modifications. All
restaurants determine price based on raw material costs and customers’ purchasing power,
ranging from 30 to 100 baht per dish. For place, the restaurants are situated on
secondary roads and provide dine-in, takeaway, and delivery services through mobile
applications. In terms of promotion, most restaurants rely on Facebook as their primary
marketing platform and benefit from online reviews; many also offer complimentary items
such as drinking water, ice, fresh vegetables, desserts. With respect to people or personnel,
the number of staff ranges from three to fourteen, including family members, relatives,
and hired employees. Management is flexible, and employees receive both compensation
and welfare benefits. Regarding process, the restaurant has established specific opening
and closing days and hours, and offers payment options both before and after dining,
either in cash or via electronic transfer. As for physical evidence, the restaurants feature
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simple interior designs, emphasizing cleanliness, convenience, and efficient space
utilization.

Conclusions: When Michelin-recognized small restaurants in Chiang Mai are able to
strategically design, improve, and apply the service marketing mix in alignment with
evolving social and economic contexts, they are more likely to sustain their reputation,
ensure business survival, and achieve long-term sustainability.

Keywords: Small Restaurants; Michelin; Service Marketing Mix; Chiang Mai
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1 w.e1. 25662568 HIIBLADNEIDENIULLIAWIZIANZA (Purposive sampling) TREAaNTBIMAN AN T AUAR 99N
Ieturt Wudmanmslnedfaans Swinemwlifiv 30 au [27] Wusnssudssnunsludin (Dine-in) Smsinsanmis
nudgdanasin lusmmanglihin 100 vmmiag LL@zQﬂszﬂaumiﬁuﬂaﬂﬁ@ﬁ’%ﬁumﬁﬁ'ﬂ

namTdandatng wohuiiasseadanluvisan 8 ue lefun dnvesusindl (R1) Twasusians (R2) swilam
(R3) thesutraasdalna (R4) Twauglsziamanion (R5) suudusuthtas (R6) uaudaiulA (EFunne) (R7)
Ua ﬁamé’;mﬂmjumsﬁ (R8) %aa‘hmu@”@ndnﬁahLﬁmwammﬁhmia‘hmwau%;&a (Information power) Va3
Malterud et al. [28] Lilasanfuanmsiaadandsnsusadiondenu Susundeann LLazawsJWinlﬁiayJaﬁﬁﬂawuﬁﬂL%q
o e

m‘sﬁ'ﬁumqmmwm'%f'mﬁamﬁﬁ‘ﬂ

wwusumMsoinlasea aanLLuulﬁaa@ﬂﬁaoﬁui’@qﬂizadﬁmadﬂ’lﬁﬁm utsaantdu 2 &u fa ﬁagaﬁ'ﬁvl,ﬂ
2o UamT uardndsraunImIaaausmvashinams lésumsasaseuanuasadaiiawm (Content validity)
UAZAWIMANZENTDIN (Wording appropriateness) 1uKNTI0INE 3 11w Wasmmmeanianusanasoiva
Fadnna (Item-Objective Congruence: 10C) wuin lififadianulafifien 10C dnin 0.50 dariusefiainatesiiafana
aa@ﬂﬁadayj'elummsr?ﬁﬂaw%’ﬂﬁﬁﬂﬂﬁmu‘l@i’ [29] nasaniwldinlunassdld (Pilot test) nurlsznaumaiuenmis
naEnidansuzasamaianlafimnuaudiduiui Wldsuandysneaifsiu finufudpdmalvtanuuacd

R - A o & v a
ﬂ'ﬂ']&luﬂLTaﬂaﬂﬂmuﬂauuqqﬂLﬂﬂmaEa'ﬂiﬂ
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M3UILINTBYA

U ﬂﬁvl,@‘f%'umsagﬁ'ﬁmﬂﬂm:ﬂsiumiﬂizﬁ‘m’%ﬂﬁsswn'ﬁ‘iﬁ' blunyed amInendsnongidoaln wainoias
51389 (Certificate number) : IRBCMRU 2025/083.19.02 134l 3 wsnamn w.a. 2568 la uriam%'wLﬁmj’agag”ﬁﬁ]”wamm
Sugauduanuanuaionss (Written informed consent) riau@‘hLﬁumié'ummimnQ’Lﬁﬁagannm WIDNTEE 959N
ﬁtﬁaLﬁu‘*ﬁagamﬂaumlmzmwLﬁaummm W.¢1. 2568 MIguMBaiLULE AN szneumadunoyanausaz g
Iianuazanm 45-60 wfl imatiifindayadiomyaadufinnaaua diufinidus (Audio recording) uaztinanwdlsznay
ANBAIURINANYANTINATIAUINANT (Participant observation) Lﬁmﬁwﬁagmﬁdu’%umﬁmﬁm

ﬂ’]iLﬁU“lTElHﬂé%ﬁj@lLfiaﬂi'mgﬂ’]i‘%’]“llEIG‘.IJS‘?JL(S%L%GLﬁa‘lﬁ’]aﬂ’m@imﬁad %dﬂi’]ﬂg%’]@fdLL@EﬂﬁfﬂQﬂi’]Uﬁ 7 Judu
) @Taifmfia@‘hLﬁumnﬁmam’swﬁaylaﬁmmm% 8 T ;&‘%’aﬁdﬁmsm’jﬁaQaﬁag@]ﬁmﬁ's (Data saturation) ti8921n
Tainudszidudsumfaiudy auuwifaues Guest et al. [30] FIx0aAXINLUWINIIVES Elo & Kyngas [31] uas
Graneheim & Lundman [32] ﬁs:q’jq mﬁmiwzﬁlﬁamL%aqmmwmmsnl%n@juﬁaamwmmﬁnvl,@‘f windayaia
dutunazdnnuanzianzasludssdiundne

n3AzHdoya

HnlEIT M ediileniBagmnnw (Qualitative content analysis) diznaudiduaauddmyasd

1. §uuazvhanuduaunuaya (Data familiarization) Winaainy uszduiiiinnmasuudinaneass Waltla
V3Unvesiays

v o X (% . . o < o @ ' A & a (% o a '

2. Wsmdasdu (nitial coding) Jutzidiudanylassslunifianifiranndasnuniauumifasdiudszay
NNNIINANALINIT

3. dangusimdunananyton (Sub-themes) uazdaTALIUTNWAN (Themes) Nazvipuguuunadiiinn

YDINUUARZUAI WEAIIUA1T19N 1 (Table 1)

Table 1. Themes and sub-themes derived from in-depth interviews

Themes Sub-themes
Product Single-dish local menus ; recipes combining inherited tradition and pragmatic
Local cuisine, adapted refinement; limited menu range (1-6 items)
Price Prices set on cost and local purchasing power (typically THB 30-100 per dish);
Cost-based, accessible incremental price adjustments tied to input costs.
Place Located mainly on secondary streets; primary service mode is in-store dining
Community-embedded (dine-in) with take-away and app-based delivery as supplementary channels;

limited or no branch expansion.

Promotion Store-owned social media (facebook) as main channel; amplification via user
Authentic voice amplified online reviews and third-party coverage; subtle in-store service gestures to encourage

word-of-mouth.

People Small workforce (3—14 persons); family members constitute core staff supplemented
Familial-professional hybrid by hired workers; flexible management and varied compensation practices.
Process Service processes optimized for breakfast—lunch peak periods; clear opening/
Lean, transparent, adaptive closing times; preparation schedules both before and after service; payment

options include cash and electronic transfer; some use prepayment policies.

Physical Evidence Small premises with efficient space use; minimal/simple décor prioritizing
Functional, clean, homely cleanliness and functionality; capacity and seating limited (10-15 tables);

homelike atmosphere.
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4. UATZALTINTIIMUN (Descriptive analysis) S0AUNTEUWA Uszidn LLazé'qmﬁzﬁﬁagmﬁaﬁ%auawamu
TanUszad

5. ATMIROUANINREAARDITBINTIIATIEAT YA lauinIILTIN (Peer researcher) TiBaTIR0UTY UATIRATIL
ToyaduaLy Lﬁaﬁuﬁ'mﬁmzﬁauiagmﬁo (Investigator triangulation) Lﬁaamﬂg"ﬁ{wﬁﬂmzﬂﬁfﬂ50uwummamu1u

TugFInauazanuTaya Feduiinunasnrasyiouan (Reflexivity) tWatlainuuazanaad

L U

=
NAaN13ANE (Research Results)

2 =3 ¢ v e L ea A a a a o ) a a v a =)

swummwm@Laﬂﬁvlmfumﬁmy,aﬂwmmauslmammLmﬂvm musl,mymmuqimgﬂ wuuiEasanaen lidanan
@i’ﬁLﬁugiﬁaﬁum@mﬂjug@u VENMWUNINATIN 30 T ﬁw%’u*ﬁagaﬂ”ﬂﬂ LATRIUUITRUNIINTARIALINNTVDITIUNT
8 U9 (R1-R8) uaaslua9f 2 (Table 2) sunsnadunaneazdoa laasd

Table 2. General Information and Service Marketing Mix of Michelin-recognized Restaurants

Categories R1 R2 R3 R4 R5 R6 R7 R8

General Information

Number of branches Yes No No No Yes No Yes No

Sole proprietorship Yes Yes Yes Yes Yes No Yes No

Generation of ownership 2nd 2nd & 3rd 2nd 3rd 1st 2nd 1st 1st

Year established (B.E.) 2527 2533 2538 2518 2522 2520 2557 2552
Business age (years)

(as of B.E. 2568) 41 35 30 50 46 48 11 16

Product

Serves breakfast Yes Yes Yes Yes Yes No Yes Yes
Serves dinner No No Yes No Yes Yes No No

Recipe self-developed Yes Yes No No Yes No Yes No

Recipe inherited from
ancestors No No Yes Yes No Yes No Yes

Number of single-dish

menu items 2 3 4 5 3 3 1 6

Menu items modified Yes No No No No Yes No Yes
Menu items added Yes No No No No Yes No No
Menu items removed No No No No No No No Yes

Northern Thai cuisine
offered Yes Yes No No Yes Yes No Yes

Emphasis on ingredient

quality Yes Yes Yes Yes Yes Yes Yes Yes
Price

Price based on ingredient

cost Yes Yes Yes Yes Yes Yes Yes Yes
Minimum price per dish

(THB) 50 40 50 50 50 30 40 50
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Table 2. General Information and Service Marketing Mix of Michelin-recognized Restaurants (continue)

Categories R1 R2 R3 R4 R5 R6 R7 R8
Maximum price
per dish (THB) 100 60 90 90 80 100 50 60
Year of last price increase
(B.E.) 2563 2565 2567 2565 2564 2567 2568 2567
Price increase
per dish (THB) 510- 5 5 5 10 5 5 5
Place

Location (in/outside city

center) In In In In In In Out Out
Located on main road No No No No No No Yes Yes
Street type Alley  Secondary Secondary Alley Secondary Alley Mainroad Main

road road road road
Rental cost No No Yes Yes Yes Yes Yes No

Dine-in and takeaway

service Yes Yes Yes Yes Yes Yes Yes Yes
Delivery via apps No No Yes Yes Yes Yes No Yes
Promotion

Promoted via restaurant’s

Facebook Yes Yes Yes Yes Yes Yes No Yes

Promoted via third-party

online media Yes Yes Yes Yes Yes Yes Yes Yes
promotional items (e.g. free

water, ice, vegetables,

dessert) Yes No Yes No Yes No Yes Yes

Quality certification from

other organizations Yes Yes Yes Yes Yes Yes No Yes
People

Number of workers 3 9 7 8 10 14 10 7
Family workers Yes Yes Yes Yes Yes Yes Yes Yes
Non-family workers Yes Yes Yes Yes Yes Yes Yes Yes
Salary-based payment No Yes No Yes No Yes Yes No

Average years of employee
tenure 5 5 10 10 6 8 4 3

Time before opening

(hours) 1.5 1 1 3 25 2 25 3
Time after closing (hours) 1 1 1 2 1 0.5 1 1.5
Process

Prepayment required No No No No No Yes Yes No
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Table 2. General Information and Service Marketing Mix of Michelin-recognized Restaurants (continue)

Categories R1 R2 R3 R4 R5 R6 R7 R8
Payment method Cash
(Cash & E-payment) Both Both Both only Both Both Both Both
Opening time 09:00 08:00 07:30 10:00 09:30 11:00 07:30 09:00
Closing time 15:30 16:00 17:00 15:00 16:30 23:00 14:00 17:00
Last

Buddhist No fixed
Regular closing days Sundays None Sunday None Sundays None

holy days days

monthly

Special holidays (e.g.
Songkran, Chinese New

Year) No No No Yes No No No No

Physical Evidence

Restaurant size (m?) 38 50 30 96 50 100 200 200
Number of tables 10 13 13 13 13 11 15 15
Seating capacity 40 52 30 52 50 80 60 60
Emphasis on interior

design and atmosphere No No No No No No No No
Private parking lot Yes No No No No No Yes No
Public street parking Yes Yes Yes Yes Yes Yes Yes Yes

1. MBI (Product) Aa mmsﬁ@ﬂs:naumsﬁ'@m%‘ﬁmﬁaﬁ‘immﬁ BIRNIDABLARBIAINGBINIURS
sisanuRanalanigne HAMTIsERLIT eI IIWaENT lesuan sy snenidranludmiad sl Sminoams
NUALINTaNTUYTEN% (Ready-to-eat single dish) %ad’sﬂmpja‘i’mmﬁmwm%m%’ufal,’ﬁwﬁ’;zJ wananitdsdl 3 i
$ihefdaliu I@lila’m’li‘ﬁ'ﬁi’m‘li’]UlﬁLLﬁQﬂﬁﬁﬁﬁN’]%El\‘iLL‘WJﬁ(ﬂLLﬂ:g@]imada’]WlSLLﬂ\’iElaﬂl,ﬂu 2 Juuuy Ao 13128974
Lﬂuﬁﬁ@ﬁuﬁwmﬂﬁuﬂgagmmmsﬁwmmaa (Self-crafted and continuously improved recipes) ﬁ]'lﬂﬂi?.:ﬁﬂﬂ’lirﬁﬁl,ml
Mauluiuaimsannien ‘vﬁaﬁnﬂmwuauh@i’maﬁmil,lﬁaﬂmmuju,azﬂi:aummfmw”wmﬂ%’uﬂgaqm LLanL@i”gm
mmsﬁﬁuwa@uwwnuﬁwq?ﬁjuwaLLsJ' Yen aeng q@mlumam%’a %381A30A (An ancestral recipe handed down
over time) %a@‘i’nﬁuqsﬁa@ialﬁaaﬁum Lflumimmaﬂmmj adanIdIznauaInig LLazﬂi:auminimnjuqéu
fsUTEMIMIINsRINg wuhPusulngdminsaimsuinndn 1 ens (Diverse-menu eatery) SR eanilouss
s g e R e aNs@en (Single-dish concept) LLa:d'msLmvjvlajﬁmiLﬂﬁ'mmmaas’mmsmms laidas
\Jumsysuaaniadsuiiunomiamsfisming nsfifouiinihsenmsidiensneoiasiasinmeamile da 91was
waz TuasuiSen ImgﬂizﬂaumﬁmmmmﬂLmﬂﬁmmﬁ%'m”muﬁ'urmﬂ”@Lﬁam‘”@qﬁuﬁﬁqmmw

2. @I (Price) Lﬂumsﬁ'mum'lﬂ'ﬁ‘i'mmﬂmmsﬁ;ﬁwﬁmuﬂvl‘f LLa:gnﬁﬂﬁaaﬁﬁ:Lﬁ@%ﬂﬂ']ﬁﬁ Tag
fnuananuandrsnuldaiuudaznonisennis Naﬂ'li%vzjwudﬁﬁuamwsﬂum@L§ﬂﬁ"L@T§'umS'1é'tgé’nmﬁﬁmﬁu
ludsniadoslnd NNIUNTNTIINBATIAIILB IR TUAREIIENT I@]ﬂﬁ']ﬁaﬁa@Tunmnmi’mq@uﬁlﬁﬂuﬁ’m”ry
(Ingredient cost-driven pricing) i?MﬁUﬂﬁiﬂaﬁimﬂaﬁﬂﬁﬂﬁd‘ﬁama\‘lgﬂﬁﬁ (Consumer purchasing power) lapnitefioszan
AN aa@;l,mw”u (Market price comparison) WazN12¢LAT©H3N (Economic conditions) luﬂagﬂ'u la BIINNUAINAIV DY
739321319 30-100 UINABRUIL ﬁmsﬁ@ﬂmizqﬁmmmnmaziwmsvl’j”asm%’mw G'fiﬁ'mehul%mjﬁmsmﬂ%'uﬁu
3A1DINIINN 2 flagdszanm Auudsvdusnamis: 5 Lindensiag ﬂ%’umm@%’i‘;dnqmﬁaﬂ W.€. 2567 m@;mahms
ﬂ%’mwmLﬁaamnf@]qﬁuﬁﬁuﬁuﬁgﬁu
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3. MUTBINNMIIATNINY (Place) Bia gonuiisnsming Gﬁqgsﬁﬁmmmﬂ@m”'avlﬂﬁlzﬁwﬁﬁml,l,az@‘hme'ﬁ'ﬁ%
UTALIN gﬂﬂ’wmmimLﬁwﬁﬂﬁ’[maxmn AN IANULAILAZEIIUIIINMABENRNNLEN TINAINMTIATAUN LR UTINTS
aaulail ﬁmmimfﬁwﬁamjmﬂ’mmm‘i’]mumﬂvlﬁamam”mmma sunInfIgaamIinualnaesuldegnmzain
qUNY Gﬁaﬁmmﬁm@aﬂ'wamﬂsluqﬂ@m@ﬁ%ﬂ”a (Digital marketing) wams’iﬁ'kudﬁmmm?’um@Lﬁﬂﬁvl.@i”%'umwé%yé'ﬂmﬁ
ﬁ"ﬁﬁulm”mi’@L%yosl,mimuslmg@%aglum@é”]mmﬁad I@mﬁwLaﬁ@%%“’mvlajvlﬁay;uunuum BWAN LL@iﬁ]zﬁiﬁaguuﬂuum 71589
wionuumosas Smusaidumelyldadieszaan %“mﬁ@i’unumamuﬁl,wswzLﬂuﬂmfﬁ’rﬁuﬁmaaqﬂﬂaﬁu (Renting
space from another party) LLaz‘]_l’lxﬁ’vaaJ'ﬁﬁunu@i’lLﬁﬁLWiﬂz@ﬁagluﬁuﬁmammm (Established on own premises) #38
@%agluﬁuﬁmmLﬂ%QWQ (Established on a relative’s premises with no rental fee)

Fuamnmnuisiminsanmlugtuouldiudszniuenmsluiau (Dine-in service available) uazfiusmsda
nauiw (Takeaway service available) ﬁ’mlmyjﬁiﬁmimmW]iﬁdﬁBi’mLLaﬂW§Lﬂ°ﬁ'mhd 5 (Food delivery service available
via various applications) L1 Lm%ﬁ.l‘ﬂ@] (Grab food) 1attuuu (Lineman)

4. IUMIFILETUNIIARIA (Promotion) Lﬂuﬁaﬂﬁu‘ﬁ'ﬁf@qﬂizmﬂ‘Lﬁ'alﬁiaga Tnoan uszfadaFom s
anen W anszquuazyslaliaadulaanlduinng Sswnansuusmsudainanuisnalafiazfadn (Repeat purchase) uas
ordsmduanuassnandldszozen namistnhhuemssnaidni lasuansyaneaiiviulusmiadolne
sulngfonldinodnuesiu Iumia\‘lLﬁﬁumma’mLmzﬂszmé'wﬁuf‘iaQmﬁlmﬁuﬁ’mmms Muiudriungaiu
amdvl,sﬁmuwudwﬁl,ﬁuwﬁqLm'dLﬁwmfuﬁvlsjﬁmeﬁﬂﬁLﬂwaﬁmIﬂf;lmaaamvliﬁ@nuwu’jmﬂi’m“l@i’%'umﬂmumw
Urzmaunuslugduuuraimiiiilasgnddlduing nsiialasdungianises (Influencer) %38 gyuLuas (Youtuber)
AffRamuswinnnusunaanesulofosiidodng 9 au w1 (Facebook) 8a@nuNTal (Instagram) fndan (TikTok)

UG
A

wia 4Ny (YouTube)

fmsUAssassunMIamasulnneiiusms haw ihuds uszinaens uenanilg s 1 wis AuSmIzemu
Wslugnananimmue ﬁww%’uyﬁwﬁ%’uﬂizmﬂu%u

uaﬂmﬂﬁ?ﬁmmaLLmﬁmigala}Qn@T’]ﬁa HMIRTINMNEN L LLazmmL%aﬁﬂuqmmwf@qﬁuﬁ'ﬁwmﬂs:ﬂ au
s iR Aannay s oA nuﬁqé’ty,é’ﬂmﬁ'madqnmwwﬁvlﬁﬁ'umnﬁm g 9 Bmelusu et auming
waraeaudeta

5. 6MuLAAINT (People) ﬁaﬁlﬁu‘%mi fo ;jﬂﬁu”ﬁmulﬁmmmi SefununmwinfuszenuibAaTaLanaIn
LT USHIIIANT ﬁ'@%a’i’mqﬁu Usznauuaziyiams Wiuimagnen %dyﬂmmﬁaLﬂuadﬁﬂszﬂauﬁ’m”tuﬂumsﬁnﬁu
giﬁaﬂﬁﬂi:aum’mﬁwﬁaamdﬂ"aﬁu 1a mTaommsn@auauaummﬁadm‘nmmiﬁm’nuﬁawalauﬁgnﬁﬂ@i”

nanIITEwUI e TTaEn e uandyshenifviuludiniafodln ﬁaﬁmuqﬂmmﬁﬂﬁﬂ'ﬁmu
ﬁauﬁq@ 3 aw gag@ s 14 au deznaudioiiizesitu ussaandnluaseua wianiognd nfadmdawinnulsd
%aﬁmﬂqmumﬂﬂd’] 3 ﬁmmﬂmﬁ’]ﬁmm{uﬁmausl,ﬁl,t,@ia:qﬂﬂaaﬂ'wﬁ'mam (Clearly defined individual responsibilities)
TaafimIusmsn fianej (Flexible management) N&ABENNNTANY LA pudnurbinuIzn It wldlunaiiimzaanw
%%aIu‘*ﬁ"mnmﬁﬁ@nﬁ%‘hmumﬂ

Auszneunimuanaidiuazeannuliagitan ndmfe desnnrewiwlayszanm 1-3 Flag daulnaflw
winnuwanNwlwade i I@Unnﬂuﬁaqﬁ’mﬁwﬁ'ﬁw{uua‘uvsmﬂiﬁﬁﬂﬂﬁ’aﬂ T TARVCICREYRC PSRRI ARSE: ML Py PR
U Mvhawazana afivguUnint uazneSonanawiaudmiunmueiuluiudaldudfivaznaunwiauiu Belgiamn
Uszanm 30 w1l - 2 Taluanssaniuda

Fudwlngiimuatungadndliuiuen itu noaidausz 1 Tunniuerfiadgarnovasidan noaglendaz 1 7
niueiag nyanniuwse amovlsﬁmuﬁmﬁmﬁLﬂ@Iﬁﬂ?ﬂﬂinﬂfuLL@iaz%f;ql@Lawwzmtﬁﬁﬁm@;a‘mﬂumwfu WanaNTIH
VWU IUREAENIZAY uarIURYATIINANMAIATY 1T a3 B1INTK ST lasfmaudaiungaRiasinm
weninaasin LLazﬁ@fhmﬂszmﬂiﬁﬁﬂﬁ’msm

FMIUNMIILAITRILLLT 8T (Daily wage) uazaidan (Salary) Tagysuinsnsuidanaudnonin
LAZAMITAINTVBINTGNNILARZA% AnaaaudaiaamIdne 9 wu Tuls 1hnsews Butienienseunia fanisw

' a = % o o o @ a oa
Nadngl Lwaﬁmdmmaﬂwuuazmzymaﬂﬂumiﬂgumm
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6. FUNIZLINNT (Process) LwMsaanuuUsALTIRADWNMITIALINT TarmuanaimsUianuluuaazan
d' v YA e A wen v d' v 1 v =1 d' 2 =3 1 v L%
Ao LwalvxqﬂmnsgﬂQummmmmﬂguwmﬂmamqgﬂ@amawmmg’m Lwamwmmwawabgaqmngﬂmg’lfﬁ
uin1s KamIIuwuIuanIrmednd ldsuendyansaiirduludmiadoelni dnszuiunliuinsgndiuds
u 2 gluny fa
' A a o ) A o ¢ A o A ad v A o & v v o A
6.1 LWUUINBLIWARAI (Postpaid) smmumuimyumﬂ%gﬂuuuu FIUAUNITAUTNTAIT CUGRETIER e
wﬁfnmuiﬁu‘%msgnﬁmmﬁa gnﬁwé’aawwwswé’oawn"tﬁ%'UﬂWiL?yﬂﬁaLLazﬁIﬁ:ﬁdeLﬁ’s NN T LRI I@yﬁm‘ﬁ
LTITLIWARINNTUYTZMUBIRITLRSD ﬁ'ﬂﬁmaﬂﬁﬁﬂﬁ’]Lﬁﬂuﬁﬂmimmiﬁﬁaomsﬁovﬁﬁaumwﬁﬂm:ijiaﬁ’a
WNEAINTIALST Tas3 MU ST FUN TR INITZUIRNNS IAUS T M B89 TAL %
atslafinwlunsdifiddwaugne liunuazdidldzine winsuanahivandas@ldgnédr andraananiden
AN TuIRLEI§I9197T La T I wrasanITu UM ldizuiasdny S19IuIsnIIa9 21IUBNAINANENIZENNNTD
SINUNINIWIALAATINED mﬁmﬁmsﬁuﬁuuuwas"’uLLamﬁUmsmmsﬁammlﬁgﬂﬁ’]mmsnmaﬂLﬁamu}}mms
A o Ao a o & v A A A & & o
Adasnmtiaanlumamaniwesonilasladndudasdonandon WWDANEZAINTIALTINIADANAN WazTTUUNS
TwuSmyasn
6.2 WuuinLIunian (Prepaid) dTuaanadth anA1TLUAIAY FI01MINUNINUNTaNALTITHEIU naIANTEL
a o as 1 AT o ' I3 a A v A9 o v a . ' A v
WINIWTIN TN NEINN Ly e lsAau TN 1371 ﬂlﬂgﬂﬂwusnwmul,aq (Customer self service) n&N2fa NN
ADI8997%1T T13zidw ona T lUAld: wazAum o lUan m ﬁ;ﬂﬁﬁ?’@vﬁ%é’amn%’uﬂizmmﬁaﬁam]w.aa
ﬁm%’ugﬂ UULMITN IS UAN NI Thib dmingmﬁmmsmﬁ antIzANa1T leNaSuaa uaziiulan (E-payment)
[ ., & Ao A A o ' ' v A A [ A [ {
lasfiies 1 mvinvunsuawziiuge Seuwawlngidaliuinslainiv 9.00 w. Jaswlifiv 17.00 w. laad 1 37%7
\Daliuinnafia 23.00 u. daulwgiiiungedszinesiu laglidiumgaRiamAudsanimnua i
7. SUBFNWLIARBNNIINBAN (Physical evidence) fAa §dﬁ§ﬂﬁ?§ﬂﬂwﬁvlﬁﬁ]’]ﬂﬂ’]iLﬁu 1 lanan wasduns
271 NNIPONLULLAZANKGAITIN ANNFzo1aN8 13 I% NMIFauNUEIA8 I wLazNERanTaIT B lasfI D InNNEzaIN
& U Q/ 1 U vV Aa
UMY FIRINNI0RTvANNYEUle LLazmmﬁawahun@m;ﬂ*ﬁmms
namyITpnuihhuenumnaind ldsuendysnenilsiuluimiadosninnuisiaulasdisfiomsld
NUMNVIAVBINUN (Designed based on functionality and space utilization) Huw1aFIULANTIEA 30 A1TNLUAT LAz
Tnajgalaifin 200 a319La03 J0930gNAFIRa lewTannu 30-80 au tiudansldumalwmaniniasivgndrldannige
Tununidna lldanudsiulingnnamesny wnzanavhldgnddaihamfinauns udldanuidyivanuszan
Ml warduIsEINARL o wIUUTENI RN TN andnaanIng AATD LWNUWN E T I LT AT % Tap i e
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