U

WWemsauamuUdasy NYANTTUVOIINNOUNEIAHIA TUNTUS 1AADINS

a o A = '
urNaee UM lus oo ure vy

[ 4
A1 uneglssan Resr Tsma
Sayan UIHITFINIWMILT DN
¢a ¢ o v ]
919135891501 919138 A3.25NY1 LIINTEIN
U ]
UNANEd

Y
= v

= = s A = a @ 1 ~ 1 a =
MIANEIU U G]Qﬂigﬁﬂﬂ !,W’f)ﬁﬂ’lsl”IWE]GIﬂﬁiiJ‘U’EN‘L!ﬂ“l/]’fNW]fJ’J@]NG]fW]Gluﬂﬁ‘UﬁTﬂﬂ
a o A = ] 9 ] 9
DIMITUNIAIT NN IUB U DI UF o9 11 Tﬂﬂclsmmuaaumu“lumimmamwsumg,amﬂ
Y] [ ~ 1 a ] v A " o o 9 a I'd 9 Aaa a
Wnneune1n19a lussvdaee vy 914U 385 AU Ll’d311!1511ﬂHﬁNW’J!ﬂi1$ﬁTﬂ81%ﬁ0m%’ﬂ

Y 1o A v ' A X = Yo X
NITUU ”lﬂllﬂ AINITUD IDYAL LAaTAURAY "“]Nﬁ?ﬂﬂﬁﬂ']iﬁﬂfﬂqllﬂﬂﬁu

= 1 9 1 a Ao 1A I a
HANSANEINDN AeouubvaoumwaIuInalgiauuioghn glsy umeandys
= 9 A 1 A o g’/ A A
91¢ 21 - 30 U aounw ausd iiﬂllﬂmaﬂ@@m@u 2,001 - 2,500 USD 91U IUATINAYUUNYD
[ v A ] g’/ dy A g’/ [J [ ] A (2 v A 1 g’/ dy A
DNIYRLYG ERNATEY (5IUATIU) AD ATILTN I lumsunneuneIvimiareslvunsall Ao

J a A o v A T A 1 A v 1
1-37U ’J@IQTJiZﬁQﬂWﬁﬂiuﬂﬁmuVINNTVHN‘I(?’J@]L“HENGlWJJ Ao NouNgYNINOU Uszianernis

v Y
v A Y

vwanfidevosdaevuuudeunIndIulvg Ao Moo/ Vzul/AUNIU Y5zinn voan1U
e ; 2 n : 2 2 y
i50AY tazka 1 Niene 1n509AN521AN Soft drink 15w 31 nawwl vwa la¥ viud 1 iHudu
asy [ a ' A @ [ T [ dy A a o S o A
ABMITAMINIAUNNWNOUNSITINIATe T Tuasall Av AUNLI0I T seananani
=) a = a 1 an 9 A d‘dQ a v
ADNU3 1NABIMITNNUKIADY AD TAIADIDY IHNIINITIUTOYAAD AUIBI YAAANTIDNTHAAD
v A a & = A ° ¥ A A& A 1
msaaaulalunmsdendooisuiniiga Ao aued 11UIUATIIAUMBENT001113AD VINNN
¥ oo EaR) & R A 3 an ] A <
4 A59RRA1A1T ¥29901/U0911M13 NFODINITNNUHIABYIAD 0141318 ITNIITIDINIIAD A3
- o X a o d Cqu 4 . 24
i larou NeANTINMIADNTO11IT A SVUszmunumasy A1 lda1eTasmdsnonsan
dy A o Y [ d’ (% d' =)
FOAD 100 - 200 VIN T1IUIUATINSTVUTEMUMITNOT VD IMITNUNIA0E AD 1 - 2 AU 1A 1AY

A v o = =
LﬂaﬂﬁluﬂWiu\ﬁUﬂigﬂWHﬂ@ 10-30 UIN



dI1unan13Any1ed 1YL auN1NNITAIALTNITNINAABNANTTUVD

o 1 ~ 1 a a a o A = 1 [ 9 J
nneune1a19a lumsus Inaomsursasssunia lusunedioauseslva Tuszauann laun
o a [ o Y] a [ [ [
Tadedundaduat devesunszurumslduins Tadedusian detediuynains Tade
kY ' v o 1 1 v 1 a A o Y 1
Murpanamssasmiie  aiudaseaiutlszaumsaarnusmsninaluszauiunars Taun
Madsdumsasaazinaueanyaznamemn uazilatedumsauaiuninain auaiay
J9ed0su9d Ul sz auMIAMIAUTMINUNAAONYANTTHVDIUNNOUNGINIIA

[

a a o A = L= | d' 1 9 =} dy

Tumsu3 Inaemsuntaessunludunelioussd vl Uaundegagataazmulaal
9 a [ Jd A a 9 Y a A = g’/

AUNANNUN AB TAFIAVDIDIHIT AUATZUIUNITIHVUINGT Ao VIUABUNT

Usgnouos/Alisennsiignguanyae A1Us1A1 AD 317101 ML AUAUAMNIN AU

A Y o = d v I 2 9 1 = I
1Aa1ns Ao AszneumMs/MunY Juyrddunusnatanugaw suuduuanla Banwiy
v Y v

A9 MUFBINWMIIATIMIUTE Ao Tianawwedu egludundmiisemsuaziiukiane

NMUE91MITHAIE) 311 UM 1Az AU NHULNINNNN AD ANTLDIAVDIUN
o 1 o (9 ¥ ¢ a o 1

ape$1111001113 9UnTal 1Az ANwazeIAveINY Az M luLTNUINIABET1M1U1801113

v ! A A o Y Y Y A o D) Y Y a
ATUNITAUTTUNITNAIA AD ﬂﬁﬂ”l‘]_]"lﬂi?uﬂ%WfJ‘b'ﬂGb"JuclﬁQf‘lﬂﬁJﬂG]ﬁJiﬂﬁ



Independent Study Title Behavior of Foreign Tourists Towards Consuming Street

Food in Mueang Chiang Mai District

Author Miss Urairat Jianwarophat

Degree Master of Business Administration

Advisor Lecturer Dr.Varattaya Jangkrajarng
ABSTRACT

This study aimed to explore behavior of foreign tourists towards consuming street food
in Mueang Chiang Mai district. Questionnaires were used to collect data from 385 foreign tourists
in Chiang Mai province. Acquired data were then analyzed by the use of descriptive statistics,

consisting of frequency, percentage and mean. Summary of this study was presented as follows.

The findings showed that most respondents were 21-30 years old, married, female
from Europe and earned average monthly income at the amount of 2,001-2,500 USD. In this time, it
was their first visit to Chiang Mai and they planned to spend 1-3 days with leisure purpose. The
majority purchased noodles/egg noodle/rice noodle as their main dish and soft-drink such as tea,
coffee, juices, and soymilk as their dessert, beverage and fruit at the street food carts. They
managed their own trip to Chiang Mai. Their main purpose of consuming street food was given to
its good taste. They learned about the street food by themselves and the person influencing them to
purchase it was the respondents themselves. The frequency of purchasing food from street vendors
was more than 4 times in a week, mostly for dinner. In order to make order for food with the street
vendors, they did it by themselves. Their behavior of buying the street food was to eat it at the
vendor. In each time of buying street food, they spent 100-200 Baht. They usually had the street

food with 1-2 friends and spent 10-30 minutes for it.

Regarding the study on services marketing mix affecting behavior of foreign tourists

towards consuming street food in Mueang Chiang Mai district, the findings presented that product,



process, price, people, and place factors affected the foreign tourists’ behavior towards consuming
street food at high level; while the physical evidence and presentation and promotion factors

respectively affected their behavior at moderate level.

The top elements of each services marketing mix affecting behavior of foreign tourists
towards consuming street food in Mueang Chiang Mai district were shown hereafter.

In product factor was the taste of food. In process factor was the sanitary cooking
process. In price factor was the reasonable price comparing to its quality. In people factor was the
warm personality with politeness, pleasantness and friendliness of vendors/staff. In place factor was
the location where street food carts were found. In physical evidence and presentation factor was the
cleanliness of the street carts, including its utensils, tables, floor, and seats being provided at the
street food area. In promotion factor was the availability of attractive sign to persuade people to

become its customers.



