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ABSTRACT
This study investigated the context of coastal restaurant business in
Hua-Hin, Prachuap Khiri Khan in general, the creation of tourism potential,
the Thai and foreign customers’ satisfaction in restaurant service, and the
marketing distribution mix of the restaurant management that assists in
maximizing customers’ satisfaction. The sample population in this study

included 10 restaurants in Hua-Hin. The survey was carried on by on-site
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questionnaire distribution on a sample of 400 Thai and 400 foreign tourists
who used the service of the restaurants in this seaside area. The researcher
followed up the customers’ satisfactory results towards marketing mix of
customer service through the data collection of both quantitative and
qualitative approaches from the service providers and recipients. The use
the Statistic Program and the advanced of Statistic Program were employed
to analyze both quantitative and qualitative data in this research.

In this study, the researcher explored the influential factors for both
Thai and foreign customers which affected hospitality marketing in
restaurant business along the Hua-Hin coast. This study found that after the
Confirmatory Factor Analysis process (CFA), the Seven favorable marketing
strategies for restaurant business associating with Thai customers in Hua-Hin
are (i) Practical People, (ii) Beach Aesthetic, (iii) Reasonable Price, Proactive
Promotion (iv), (v) Beach Environment, (vi) Local Tourism Marketing, and (vii)
Integrated Meal Offering. As a result, the model referred to as ‘P-BRIT” was
revealed.

This study also demonstrated that the hospitality marketing
strategies which were favorable to foreign customers for restaurant business
are likely to be utilized in its operations and management in accordance
with the influential Seven Components. After considering the results from
the Confirmatory Factor Analysis process (CFA) of hospitality marketing
strategic components by Thai restaurant business in Hua-Hin through the
segregation of hospitality marketing strategic component model of seaside
restaurants for foreign customers, it found that the seaside restaurant
business is likely to apply the Seven Components to its business which are
(i) Beach Aesthetic, (i) Sign Accessibility, (iii) Specialized Staff, (iv) Reasonable
Price, (v) Local Tourism Marketing, (vi) Beach Environment, and (vii)
Integrated Meal Offering. In consequence, the model referred to as ‘S-BRIT’
was revealed.
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gieiuemnsluumasioniisrmensia Mvuszavanudiialdegiinisuims
fannslagsau namite Busudwinauglviuinmsteieidunumuarianuddy
wndigafiazadisaufisnela anudsgiula Wsugnd fedyaainsvesiiu
gapaabaldgnAmnuazanunsauntaymianientila Ianunseieseiulunis
T3NS Wunsviauiuy“Team work” lddnasiluauuinistisuenvienulu
a¥h fvialaglifnisdeansiii mavienaznsliuinsfeglfussansninuay
dihaenadosiuuInIAnYesenad 2MMTIANG (2542) ; Payne A. (1993) finana
11 yranstsdesedunsdniden msiineusunisydlaiiteliigndn Tdunnsramie
gudadiu yaannsseafinmannsaiiviruadiis annsanevaussiegnd danudn
350 Seuanunsalumsuidam wazanunsaadieeenliusem

2. NM59a1ML93N (Proactive Promotion) Lunagnsdemnenisindining
9zfesfiansfsteamnan1sdndmuig (Channel of Distribution) aii1iaue

[ |

dudrduinisguslaredils 1@y nsaduanusiudeduniagsiadus Wu

Y

) b

Tnsiasin L5eusy 218

3. mMsanussanuiiiiolidfuusssInIAIensia (Beach Environment)
ANSANLAIE ML AUUTTIINIATIENZLE L8991 1SANUALILIE T UUSTENNTA
Mz NseRuANNIANluNsusindeuenzialiiugnen as1eanusdn
malalunmsiiunandudaiusssurfveswigmianaziinngig nsanuaesIy
ey fussemanenzia aansaaieanudsgiulalignaledumannly
USMs el nsmnudeduansnuenailudneariuandsuvesusasiuens
91U fudruermsluwnasieniisasiensia e199sidunisidu “Beach
restaurant” s gaAuAsUsIsMar L dunenziaiidu Signature wes¥iu
drudildfnmensiaonatiuniiuclassic 594 stand alone anaflaudusives
MLBIGIANUNIANUAY (Walker & Lundberg, 2005)

4. N158519A103USUENI N IaRI8EI5 U8 AIINET AN (Beach
Aesthetics) AeN15YTANSITUVIRUTIIDMNS WU gnuen3 uadly dulese 18
Aduismsfignndnlngiimnudesnismzasioudunisnszdudensusaeims
TuMSUENREUSTEINIAYIENZLA LWUREINU dneIns tausla, 2547 ; Walker &
Lundberg, 2005 fildinanain Lmamammﬂm wavdsfineutiuldnie avasiiou
D93ULUULAT AN INYBIBIANT fasiunnfeditthauunsedsenalaifidrugaeler
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msuimsivsyBnsningsduinntn wistieieduaduenudulaliuignd way
\Humsazvieufasadonvesgniluie Jsasduduisznovlunmsfinnsandadula
Frfuuienansfesinnislii insiganansnadamnudseiulaliungnanls

5. AMUANAIY9931A7  (Reasonable  Price) 51AN9111159095 11019751
uwndsvioafvemziaaglinisgain mezﬂajmqﬂé”uﬂmmaLﬁuﬂfjuﬁuu%y’uéwaﬁq
yudunarsdedisruaumnludsny  Suermisluwvdsiondioisensiaded
naumneaTedu Sevhauuay Tonanseu LazyeanATegeenginBonain
mMsvhauud setinmssiesamemsasdosindnnisfinan Tnegunguidlndies
die 01§31 mmemniuemnsladenegandiguiean gnénfagliidunisly
THu3ns mszgauszasiundnuaagndn Ae mssulsemuemanga fugnénd
Fadenuinunelunisdnduledeiidiiian asnndosfuuuirAnvestoauna
y1UsziEdy (2547) naninnmazdesligiauiuly iiesanngsieassiosedly
anmgreansiiguisiumniinaiganiigudamn  uiuinisvosssiatulalles
AN MgInIguisiuInni AUy demsiligndnliunlduinisiugsia
skl

6. MsiaueNAn ST ILaASDRLTIaI ATy (Integrated Meal
Offering) 1unmadeuleatuszninmuniunisiviniseiesiiuueanesed 2103
dumwaifuszneunsdilnglfanufiuinmsuinisiaiesiuuenssed asiild
dlauinisandn esangnéniilneuagsnsnfdnasiuedesduueanagodluns
indaassafuiiteuss msindouluiungn Inslanzegradarismmnaifiidedy
younshudefuaglnfluvae fuuseniueing uenanimsuimauineZenaiu
Uinsiaduidnlilignanls uildldommdniiazane  wsglaginlugndnun
Sudsemuemsveia

7. mslawan Ussvnduiudinuderieadiu (Local Tourism Marketing) vJu
mMsdprinsdaasumsnedudntesmddunisdadulavesgndn 1esaingndn
p19azdnaulalulFuI N ameldiagly Fsosnldfuussaunisainfausn damn
MIUINToMISA gndnnaziianels Useiulauasuenselugainquuanasieg vl
e mslideadsRuiuussanalunsussmnduiussuinntdniauaudd Jof
wazdediaiunniiety aonadesiunnimAnuesdnens ausle (2547) il
NI Msdaasummainazdieligndvhaaludeiisamands oun ansian
uaznszmiindasandndet iaeudesnsld wasdaduladouniu Tasende
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wisesaninsiulunsdaaSunginssuvesgnalawn n1slawan n1suseduiug
A5ALEASUNITV18  NSVElaelENTNIUYIY  LAZNITHANNNIRTS NNNSELESY
A1SAAIASIVTILIDNSNAINVAY

-s-
-Specialized
staff

-Signs for
Accessibility

B-
-Beach
Environment

Marketing -Beach
Aesthetics

T
Local Tourism

-R-

Integrated Meal Reasonable
Offering Price

AN 4 NagnsnIsnan S-BRIT

nagnénisnatauinisiiuoImisluunasisafisrvionziad i niy
thvieiterrnlvefidunufe S-BRIT

1. Usgdvsninnsluusnisveantninu (Specialized Staff) wilnsuagsios
fnwrmsdoasnmdings nisliusnsseaudulnesensiniuasnisbu
wdnuanla @aonadosiu Rosenberg, Larry J., & Czepiel, John A. (1984) fina27n
yransdadosuanmamiogieiu yaainsfesdianuansaiiimuadin amise
povaussiegnA1 TAuAniEy Tanuanmnsalunisuidam wazamnsaaing
AdeulvuITm

2. mslddaydnuaiifionsidndedu (Signs  for  Accessibility) lun
LY ITaIsnN uanssen1sonstaeu ftheiuemsfidaiau fns
vsnslnsirdfadygyruniiey ﬁwiﬁLﬂuLLsﬂmé’ULﬂé"@uﬁﬁﬂﬁqﬂﬁ%%ﬁﬁﬂ
Suomnslaludign esannidusyemsfiaisnusiudieitliesiigndaniu
omsfignélasunsstu tredmidaauilinafunmaddeiudululiedis
azaan waslnsialfifndyyinaiadien ﬁwiﬁqﬂﬁﬂmmsﬁ%mamwEJmi
U998 19U Wavea ussiuaalafiezidumslulduing Wwudeadu Foauma
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ynUsElasy (2547) nanin Awaadeumanmieam liuA e1msvesgsRauinig
\n3esile wazgunsal 1Wu 1nTesmsufinmed Iatiwesliuinis msmnussantud
AMuaenTn a1y Vs theussenduiud Aunaiiiudsiigndldiduaiomne
wuAmYeInsliuIg namAe gndazendedanadeumemeninduiiady
sildlunsidenlduinms fufu AwasdosminmeninBamgunuaraisnuiioda
gnfazaanisinuimsnasiinuamaulie muglufunisairsanibusug
nelameussenia

3. n1sdannudsaniuiliarssny fusseiniAvienzia (Beach
Environment) a1nundunisalfusznaunisdiulugliminuiiuin nslduaala/
wanfisuoairaussenanenziaiiunsairaussenieligni afreanls
wuAnfunsdusianaulevesmensia mamnudsi sy asrsaaseiulali
anddleifumannlduins aeandestulinAnuesenad 919seAna (2542) na1
Aanssuiiadesfivusseniadandenlunmsiiausuinmsiiungnidsiinasie
mMsiuivesgninlunniiuazauUstlevivesuinisitiaus Ssazdosfiansanly
Fuvhuaisa (Location) uazdasndlunsinausuins

4. n13a$1eAuduINENIIMzLadIedes1ulsAINazaIn (Beach
Aesthetics) ¥aaglduin1senavilalagnisadeauidnvesnisegluussenia
PMevza Netuiimsaaszaunisallignénddnifulsenuemsfisensia
8un nsldTae 1 W unufagduq uenindnisdaniounivusiiazenn
gnavdnvalviiugnailofiueuiulasnuauazenn wazguiviaosiifu
Bosfiddnyitagyinligndlisdnnszdnnsrendlafiesvdvld uenaninvuzuas
gunsaldniaiflonmsazenn gnavdnuaigiitliigninddnseluinemsuazasdus
azo1n waztdu “Clean Food Good Taste”

5. FrumuAuAIYeITIAT  T1AIAIsERTTIITIY I IELATANTIA 51A1
91VNIUATIATOILVINT AL UATAINLANAIUDITIAIBIAUAUALYTNT AonAdDs
ffu Paul R. Dittmer and Gerald G. Griffin (1989) #ina1afia Jadefifidaulunisiiia
gonvelugsfafnaaslunuidedn fitadvegnareduiiinansenusesenuie
Audn Tandnmasasmasisaduifiausmaumna ligaiul maewns uae
\AosRuAvINzaL SaiEnsRee 3 38 Ao nistvunsiadudeainainis
Audat Msmruasalaglddnsdivesnandsuimeuiuiuyulazn1simun
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lstuduiidesnmssuiuiuny Ssenuduamesmauauduagnnsuinmsilasy
AITHAIMINaNiY

6. MslUsnsemIsivainuas (Integrated  Meal Offering) 18unas
Feuleefusznitsmuiniunisiivinisiaiesduneanssed a1nnisdunival
Fuszneunsdiuluglvimnuiiiuinnisuinmsielosiuuenssed aasilliifieuing
anén lasngnéislneuassnsftnaguaosiunoanesedlunisndassd
fuidiourls msndevluiungn Tnslamzegrsdsvsenafilideduseunisis
Besuarlnfluvngiulssmuewns wenandnsuinisunederaiduuinisiasy
Asnlilkandnld uilildormsudniiazanes  szlaomlugnuniuuszniy
9IMINELA uaze MITBUgEINNIdgaUsrasiunuUsenuuined Kadunns
Trusmsiuineenalsifimuddyuinnisliuinsemsiimainvans lesaingnin
n31u31 WWuuemisldleiuniun wiesuaisiuines denndediuiulInufn
vosdnems tauela (2547) fildinanadn nandae lunsimusnagnsnisuins
mMsmann ez dulugsiaiinandudmieuinig axdesiiansanisgndn nande
TumsnausuRsfundafusidesiionsants anuduiu uazanudesnisidena
WA S \duvdniflegsiaanunsniiauendndneifinssfuanudosnisves
anénléfunniige

7. malawan Ussmduiusinuderiasdu (Local Tourism Marketing) A4l
1A luN19NUNTARETUNITIAIATINAADINIITANRING AN TTUKALAIY
FosnsvesgnAilenozidonisinnsodoasfianmsadifuargslagninliodis
wangan nslawan Ussanduiusiuihuderiosfiuannsatoussnduiusiiuls
\uegned lesangnAmaneseiliidnuemsiieses s AeravziUaususiv
Tusd5 vesnmnn FaniauszarvAidusiiiiuenisuuziy n1slawan
Usemnduiusruruderiesiu iy Ing Insimiinuaidaosiu thelavandieg
warmaiinfufanssutiesiudiefifnssusnen fatuanansnattanisudia Brand
¥99¥1u denndeafuundunivalvesusznounisiutiudassiingniinig
Ussnduiusluviesiu uazmaithiamfenssuiliuemsvesanlfeenvisan
nguinsIwns nguvig wav Jufleyszunduiusaindeviesiunds fliuinnsfas
thludszanduiusluguuuudug Snseld 1Wu manauindeuin defunuainms
Fvdafiniloutuvenagninismainuinisimemsluunasiondisrvenzia
dwfutinveufienvilvenazdnewid 3 esdUsznounInuesnagns de
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1) nstAuInsueaniina I uleUszdny (Practical  People) waz(Specialized
people) 2) AINUANAIYB931AT (Reasonable Price) uag(Value for Money) wag
3) nslawan Ussanduiusiuniuderiosdiu (Local Tourism Marketing) #954
TUNn B UUIAANIINIIAAIATY Kotler (2003) ; Lovelock C. & Wright.L. (2002) ;
395900 @3 5mY wazAme (2538) Fenaafie wurAuAANIINIIRaIAIInsTH
AUEIADY 3 AU i

1. AwdAayvesgnAn (Customer Orientation) ws8fia N5l
doamsvesgninuaiosinganinanddainnovausinuioinisvesgndn
%ﬂﬁ]iﬂﬁUﬂawﬁsﬁm{ﬂﬁﬁmi Practical People Wag Specialized people

2. anudndnyuesrils (Profit Orientation) TaevialuudagmssmuneUsens

a

dAnyfgnvesianisgsiafenils mishlinansasayiule wazauisadnedui

o
¥

A duLAf I vesazgdudunu uinsiilsvesiansazdesliiaenndos
lUAuAudeInsvesdsauie Tngagfosdamauiiifinunmauazasndy 39
M3INUBIAYIENOUNALNS Reasonable Price wagValue for Money

3. NMIIUAUTDIUNNNITAAIA (Integration of Marketing Activities)
Wumsdenwaundnsaet (Product development) nslawein (advertising)
Lagn3ne (sales) Misandanssiunagndsnunislasan Ussanduiusiuniu
devioshiu Local Tourism Marketing

fuANuANA1avBInagnssEniinvieuiisarlneuaziiaidfe
UsgAnsnmnsliuinisvesmiinaiu nande dnvieafiynismssfasitiurinue
nsdeansnissangurasmenauliuinig Tusaeiaulngliainuddyiuaiy
nszfadesu wlald dnsudladgmiameniildiienudednd uenaninagns
yeatinrioafigrvnlneagdedlininuddyiunisiinisnaiadain (Proactive
Promotion) Tun1ssaslvidiuaniussiadnaiasinuaslsausy Tuvagivama
Lilalimudrdglunislidiuaniugsiatnsnsaniazlsusuiieuindunisly
Fudnualiiten1sindadu (Signs for Accessibility) algun mﬁﬁﬁl,émmgmmiﬁ
e Lanasensemstaauldis e visidaiau dnisuinisinsimide
dryeunanIiy
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dalauauug

Yorauouurnsitonsil

1. m9ideiFes nagnsmsnanuimsiuemnshuasioniisenzialy
pdsiifdosinidesnguioimesnuisuidunsinuianeuemsruinnais
Mnngusegagliuinisilveniby

2. nuAteilildinneinagnsnismanauinisduenmslumasieaiien
Wenzasu Tluiiuiisnneriiu Swindsyaruasiudvinty

forauauuzmsidoadadoly

1. wnvhnsideasseluaisdisadeyadlivinsisrnlneuay
yiAdanguuemsluuvawisafisvenzialue lneifiuiuemisvuin
dnuazvuinlvglufe iemnuaziBoavenguiegwiidonuiney  ileliled
Tumadidunumunguglivinsuemsluwameaiivavionzia tieusslowd
vosiuemMIaEn nans warlvylumsthnagsludszendldlueunas

2. muié’aﬂ%’jwiaiﬂﬂ’sﬁm'ﬁwﬁﬂaqmémimmm%miLLEmmaJUigmm
Aldu3n13919919977 Taglanizianzasasly 1y Anwiv1asian@idy
aunuAiuiou ondeu glsu was Wielildnagninismaiauinisiemsluunas
sioufivmenziavosgnéngutimneusasngulddaaumniy

3. mu%%’aﬂ%y’wialﬂmsﬁwi’;ﬁ]ﬁuﬁﬁL*ﬂul,ma'qﬁaqLﬁawwmma%m S
¥281 Wnen Usayd 1an eadunagndnisnisnatauinisiruemnsluunaa
vioudeaeneia  erwndIsuidsufuininiadenldnagndnisnaiauinig
Suomnsluvasionfisnnenziamiouvdounnsstunieliegls
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