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Abstract

This study aimed to: 1) examine consumers’ perceptions of service quality in Northern Thai
restaurants in Chiang Rai Province; 2) investigate the perceived importance of service marketing mix
elements, and (3) analyze the influence of service quality and service marketing mix on consumers’ revisit
intention. The research employed a quantitative approach. The sample comprised 400 consumers who had
previously visited Northern Thai restaurants in Chiang Rai, selected through quota and convenience
sampling from eight restaurants with 50 respondents each. Data were collected using a structured
questionnaire and analyzed through descriptive statistics, including frequency, percentage, mean, and
standard deviation. Hypothesis testing was conducted using multiple linear regression analysis. The findings
revealed that: 1) overall service quality was rated at a high level, with responsiveness identified as the
highest-rated dimension; 2) the overall service marketing mix was also at a high level, with process receiving
the highest rating; 3) service quality has a statistically significant influence on consumers’ repeat patronage
at the .05 level, explaining 56.20% of the variance; and 4) service marketing mix has a statistically significant
influence on consumers’ repeat patronage at the .05 level, collectively accounting for 69.60% of the

variance. The study was limited to Chiang Rai Province. Practically, restaurant operators should emphasize
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prompt and reliable service and create a pleasant atmosphere to enhance positive consumer experiences

and encourage revisit intention.

Keywords: service quality, service marketing mix, repeat patronage, northern Thai cuisine,

Chiang Rai province
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Figure 1 Research Conceptual Framework
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2. Tadpaunimnishivimsinemsniievasfuilaaludanindesse asunanisAnulaned

Table 1 Mean and Standard Deviation of Overall Service Quality

Service Quality X S.D. Interpretation
Tangibility 4.16 0.54 High
Reliability 4.21 0.49 Highest
Responsiveness 4.24 0.47 Highest
Assurance a4.17 0.67 High
Empathy 4.18 0.50 High
Total 4.19 0.42 High
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Table 2 Mean and Standard Deviation of Overall Service Marketing Mix

Service Marketing Mix X S.D. Interpretation

Product 4.16 0.54 High
Price 4.16 0.56 High
Place 4.22 0.49 Highest
Promotion 4.07 0.51 High
People 4.08 0.39 High
Process 4.25 0.42 Highest
Physical Evidence 4.17 0.50 High

Total 4.16 0.38 High

910 Table 2 WUt Aeds uazdrudsauunInsgIvILYsEaNNIINNIAAIAUI NS ue I TnTleves
Fuilaeludmindesss Tnonmem wuin egluseduann (X = 4.16) iefinnsanidusedu duidaiadegian
fio funszuaums (X= 4.25) s0sa0nfe Mutosmisnsdadmuie (X= 4.22) uazAadomanie munis
duasunsvng (X = 4.07)

@

4. anunslanduanlduinisiuemsmiievasfuilnaludamiadesse asunanisAnulaned

Table 3 Mean and Standard Deviation of Consumers’ Repeat Patronage Toward Northern Thai Restaurants

in Chiang Rai Province (Overall)

Consumers’ Repeat Patronage X S.D. Interpretation
Repeat Visit Behavior 4.25 0.63 Highest
Word-of-Mouth Recommendation 4.20 0.73 High
Total 4.23 0.65 Highest
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370 Table 3 anwaslanduinlduinsiuensmilevesjuslnaludmingesse lneamsiu wuii oy
Tusedvanniign (X= 4.23) Wefinrsundusiesnu sundaiadegegade diunisnduanlduinisg (X= 4.25)
wazAaRgsanre Aun1sUsnde (X = 4.20)

5. nMshnneideyariafuuasdeiausuus wui
g3 NsuarduUsrauamsmaauimsitade anusclanduinlduinishuewnanie
vowjuslnaludminiGesse fie 1) msiueusindlunislidnslugisaiignéniisidn wu sindes Jseen
I ufissuaumdnmulugasiin visusussuueliivssAviamenniu. 2) winnuastenusifertusyoms
senbintinauainsnesuedLlTnoy savA wardismuldegedaau 3) esnvislsvuulesddmin lnsanie
Tuthananavienouduiignduiuinn §liuinisesnnliiuiiszuvseddfrarmii vieAnooulatinuueunie
Juled iileanszezinanssensy 4) Uiuusussomeliasiiounnuidumile desnsduianauensdiuunedig
wia3s Jaauelifinismnudeiudefavziudos Wamasiutiu 4 viedndnauudegeiudionifivai
Usziivla wa 5) sornlididadenemsiiiequnwiediiaisi sonliuiinuyemnsndeniniaden wu 14
ihifuties anvu videfionsiiadsflunuuiiudios
6. HANSNAFBUFNNAFIU WU
Hadedunmnmnisliuinisiduasoanuidandualduinissuomanievesfuilaalutamia
Foeme agunamsinuldded
Aeumsliasgimannnesnyan §ideldnsmasutennandesiuvesdoya (Assumptions of Multiple
regression analysis) Lﬁaslﬁﬁuhdwamﬁmeﬁﬁmmgﬂé’ammmL%afﬁa Tneilswaidondl

1) eufudaszvesiuls (Independence of Variables) Tnefiansananan Tolerance Fudoi]
AN .10 wansliiuIfulsdasyusaziniinududaseren LLaxlﬂjLﬁfﬂ‘fj@Mﬂﬂ’lﬂﬁ%ﬂ%@ﬂlUﬂﬂi@%UﬂEI
FrauUsnny

2) mnvaaeulgmanuduiusifemen (Multicollinearity) lng#ia1sa1a1ne Variance Inflation
Factor (VIF) @agfeaiientiosndn 10 uansindhuusdastlaifimnuduiusiulussiugaaudmansenuseninausiug)
geansUsTanaAdulszansanaes

Table 4 Results of Multiple Regression Analysis of Service Quality Factors Influencing Consumers’ Repeat

Patronage of Northern Thai Restaurants in Chiang Rai Province

Model b Std. Error B t Sig. Tolerance VIF

Constant 222 229 971 .002*

Tangibility 170 061 142 2.778 .006* 424 2.359
Reliability 407 061 309 6.647 .000* 515 1.943
Responsiveness .661 072 484 9.237 .000* 405 2.469
Assurance .185 .056 179 3.316 .001* 331 3.021
Empathy 233 .080 192 2.901 .004* 292 3.420
R=0.720, R'= 0.562, Adjusted R’= 0.557, SEE = 0.436, F= 101.163

*n < .05

970 Table 4 mimaaaau%’amaaLﬁaqé’ummmﬁmezﬁm'ﬁmaaawvgqm (Multiple regression assumptions)
wud fuusBaseynmliigymanuduiusidananduiusiu (Multicollinearity) Tngfia15a4131nen Tolerance
FslAnnnndn .10 wazen Variance Inflation Factor (VIF) @sfientiosndn 10 ynduvs wanslisuindaudsdasylal
fanwdusruluseiugs wazannsathluldlunsiesevinisanassnmgaildediamnzay iWefinnsandn Sig.
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wud Hadedunmuammslivinsiiuademiudilanduanlduinisiuemanievesiuilnalufmindesns
ogailfoddymeaiafisziv 05 Tageduremudduinniigallliesdian fe funisnovaussiegnalunis
U35 (B= .480) suanmtdedelinddalunisuing (B= 309) sumsliaasiulaudgnilunisuinis
(B= .192) sunislalagnAn (B= .179) wazanumulugusssueednisuinis (B= .142) auddu Faudsaidl
dvidna leun shurandugusssuvesnisuinig sunuindedelindalunisuinig sunmsmevausssiegndi
Tunsuinis Frunslinrusiulaugnénlunisuinis wagdunsldlagndn anmnsneSurseudslonduanld
Uinsuemnsmievesuslaaludmindeae 1é¥evas 56.20 (R® = 0.562)

7. wan1magavanuagudadedudiudszaunianmisaaiauinisniinade anusslanduanlduinig
$emnsiwiisvesruilaaludminlesss asunanisnyilanadl

Table 5 Results of Multiple Regression Analysis of Service Marketing Mix Factors Influencing Consumers’

Repeat Patronage of Northern Thai Restaurants in Chiang Rai Province

Model b Std. Error B t Sie. Tolerance VIF

Constant 312 214 1.459 .005*

Product 417 .054 344 7.696 .000* .389 2.570
Price 201 .054 150 3.726 .000* .366 2.734
Place 362 0.58 271 6.231 .000* 410 2.441
Promotion 121 .052 .095 2.328 .020* 467 2.143
People 251 073 72 3.439 .001* 407 2.457
Process 117 075 .075 1.561 119 .339 2.954
Physical Evidence 499 .060 .382 8.358 .000% 371 2.693
R= 0.834, R’= 0.696, Adjusted R’= 0.690, SEE = 0.364, F= 127.993

p <.05

310 Table 5 mﬂmmsaaaausﬁamﬂmLﬁaﬂéfuﬁummﬁmeﬁmiamaﬂwyg@m (Multiple regression
assumptions) wui1 faUsdaseynAdliiaymenuduiusidananduiusiu (Multicollinearity) Inefiansan
21nA" Tolerance GafiAnnnny .10 uagen Variance Inflation Factor (VIF) dafinifosndn 10 ynsauds wandls
wiudhduusdasgldfinnuduiusiulussaugs wazannsahlUldlumsiinszinsanasenvgaldedwmnzay
idlofinnsanen Sie. wudn drulszaumenisatnuinsidnateausdlanduinlduinisiuemsmiloves
fuilnaludminidesse egreiifoddqmeadaisedu 05 lngeSurenudfuinniianlutesiign fe fu
Faandounanienm (B= .382) dundndue (B= .344) dutemenisindiviie (B= .271) ATUUAAINT
(B= .172) dmusA1 (B= .150) wagdunsanasunsme (B= .095) audidu fudsfidnina léun
dawnndeunisneniw sundadus futemianisiadiming suyaaing Musian wagsumsdaaiunisune
annsaesueUsavsamlumsliuinmsvesdiinauruddminiese l9¥evas 69.60 (R'= 0.696)

8. anusema
Q"‘J%&Jaﬁﬂ3’1amamﬁmqﬂszmﬁmﬁ%ﬁaﬁ
8.1 wamsAnwszRUANAINNITIUSMTIIue I Tnlievesruslaaludwinlesse Tnennsiuey
Tusgduinn wefiasanfusesiu wui Funsneusussdegnailunsuinis fanadegeandudifuun eglu
seAuInTign sesaanAe sumaindeolnslalunisuing eglusefuanndign nanisAnwiuandliiiiugi
Fuilnalimuddysionnusiaislumsliuinmsuaznisentaldsonnudesnsvesgndn Fadudnvazngingsa
Fuilnalvedilianudidyiu “anuidnildsunisguastnseiala” (High-touch service culture) wANN
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nszvuNsLuudumens gndenlnednaaniviminawszanunsanevauesliegsduluazlinnugiemae
duilnglidesiosme ftimsneuauesiinafuazivssansnmduifd dyfianlunisareanuussivlaun
gnén Weasanluuiunvesiuemswie dedulngfugsisvuananauazvuinges (SMEs) nslsudnisuuy
TnédBauazifutuesdaduendnuaiignilvinuen nisliuinsesasiasilnendnauidlaausssniosiu s
Trignén3ands “anundudun fouguuanduiing sululatefivisituanudnfroiuems fildsaenndos
fuuuIAnves Theppakhayan (2019) fiszyin Aanmnsuinsiiaenadesiunnumaniwesgndn lWuladoais
AmnuuanAaidsBuliiugsiauing JeisBuduinguamnslivinsiduazneulandeufesnisuegnei i
unumddgsenuseideslumsidenlivinsvesiuslaniuemamieluimindee uazdiaenndosiu
91498984 Thanasuwichagon (2019) U1 @mmwﬂﬁ’lﬁﬁmﬁmmmiﬂ%ﬂﬁﬁwa&ﬂmz@fumméﬁmmm
Usznause sumsmevaues flrindugegn sesaanie fumnidede fuanuelald smuanandususss
¥99n15T1U3Ns wazsuanusiule eeflusydusnn muddu

8.2 wansfnwsEAuANNdAYTesdiuUTTaNNIINsAIaNAUINISIIUe Isnilevasusiaaludmin
Foanelasnmsmegluszauinn definnsanidunediu wuin duuszaumanisnainu3nig sunszuiuns &
Anndvgeandudduusneglussiuinniian sesaanie sutemienisindiming eelussiuinniign nansdnw
wandlifiuingnanlianuddyiuanuazmnluniseeslfy nsdsemsarmtn wazszuunstnseiud
vanavane sainnuazenlumsihishuuasdiuisnnuazan 1wy vensa viensvewsiiutessooulal
Fudutaduddnlugaddva WewFouiisuiuhuemsussandu 1wy Huemshadisluniios nan1sdn
wuhguslnafuensmielviaudAyiuusseniauanszuiunsusmMsunnialunssulseniue s
agvioufangAnssuiuesnsiuusemuemaidu “Usvaunsalmeimusssy” snninisuilaaieduvies G
donmdasiusuues Phitchayakun and Sae-Tan (2024) finuindasdeaiudszaunianisnainuinis lunmsau
wazluusiazsy fszduenuAaieglussduin Tnenszuiumsliuing feedegeiign sesunie Mudnuas
N9NBAIN FUALERINMIAMA FuNAAFTe FuaaIuil duypaINg wazdusIA AUEEU wasdiaanadosiy
LWIAA 7Ps Marketing Mix 284 Kotler (2004, as cited in Phusawang, 2017) ‘17'iﬂa'n’hﬂaqwﬁ‘mimmmﬁm%’uqiﬁﬁ]
U3IN15UsENBUAIE AUREAMY MUTIAT ANUN1TIRTIIINEMUdUESINITRAIA AUNTEUINNTIIUSNIS iy
yerafliuing uasdudnugmamenin lneyndadoasdimuieiutusasvinieutuiueg fugudmaagans
nagndlaewiuiminiidedelainnninfieliausonovauesnnudisamsvesmaiadivane

83 YJadedununinnisliuinisiiinasoanudslanduanlduinsiuemamievesiuslnalu
Fwdadosne nansfinunui dadeduamnmnislivimsiinasennudslandunlduinisiuemaniioves
guilaaludmindesne Taefuusifiansnamniigade sunismevaussregnAlunisuing daandvidfiuin
mnunaiuazamansalumsudledgmiliiugniediaiivssansamilutiedudfafidmasionisdnaula
nduulduinisen sesaande  duarniideiiolindalunsuinis Saandiduinduilaalimnuddyiu
wnspuLarATATIApTasUIMIynadsfiuliuIng uenaint unisliarusilaudgnlunisuinig du
nsldlagn uazdnumniugussavesntsuims Anadeanuddlanduulduimaituiy uHnesddvinatos
niadefumsnevaussuazanuBeiievesuing nadsnanuandliiifiuitgn Mlveuddnyfunisuinigd
aansnadseuiula mnuuszivle uaznsguaterlaldluseaziBeavesgnin dadeietuaiisszaunisaifialy
nsltu3nng Feaenndesriuanuideuss Arunlert and Kosakanika (2022) Anwitadenaninnislsuinsfisinasie
arufianelauaranusslanduanliuinisvesgndnoundinduiiaunud nansAnwinuii dadeauninnis
Tusmssumseleldgniidusioyara shuanudedelindalddunisnevaussdegnidisiniss wazsu
ananfugussau damasionnuidlandusnliuinmssrvesgnénedieditioddmisadiniszdu 05 Tnsdadodums
wrlaldgnddussyaeadsuaroanuidanduunlduinisuniian sesawmnfetadeduanudeiiolindals
FunsnauaussegnAfisIngd uazsunnuiugUsssy sudiu uardsaenndesfunuideues Miukushe et
al. (2024) yhmsAnwdvdnavesauniwmsuimareanufelavesgniuazaruslonduanlduinisely

Research and Development Journal, Loei Rajabhat University, Vol. 21, No. 75, (2026). DOI: 10.14456/\ruj.2026.3 38



o

NIATIYLATNAW HNINYNAYINIA] LAY U9 21 auil 75 UnNIIAN - AN 2569
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dilanduslduiniesy

8.4 Jadedududsraumanisnaiauinisfifinadeanuislanduinlduinisiuemamioves
fuslnalufmiadosme wamsfnwmudt Jefedudulszaumnmanainuinisiinasoaudlanduunld
Uimshuemmamilevesiiuilaeludmindesss Taefuusifianinamniigade sudunadeumanienin 3
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damastemsdinaulanduulduinsdn sesasnie Fundedus wansihduslaalianuddytuamuaimerns
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wagwdnfusi widsnadussdusznovddgiivisiaduaisuszaunisaififvesgni Jeaenndesiuauidenes
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e usLnAs1U After Yum Iagdsiuanuiianela nnansanwinudn Jadeamudiudszaunianisnaia (7ps)
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Hadesuannmuing dadeiunszuiuns Yadesuaniud Jadeiuyena uartadedunisduaiunisnain
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d3UNan157Y

agUnansIdenminguszasdiie 1) Anwnszduagunmnisliuimsiuemsmilevesiuilnaludamin
Beas1e wui Jadesununmnsliuinsiuemamile ludmindeans amsweglussduunn lefiansan
Wusesu sudifiaedegeande sunismevaussiegnmlunisuinig 2) Anwssduanudfyvesdiulsyan
NaN1sAaIAUINITI e msmilovesfuslaaludwmindieesny wuit Jadesudiudszaunianisnaiauinis
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nsrUIuMs 3) Anwiauniwnisiuinisuasdiulsraumnanisnaiauinisiiinasde anusslanduunlduinig
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