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ABSTRACT

This research aimed to: 1) study the marketing mix factors affecting the decision
to consume at shabu restaurants in Mueang Nakhon Si Thammarat District, Nakhon Si
Thammarat Province, and 2) study the psychological factors affecting the decision to
consume at shabu restaurants in Mueang Nakhon Si Thammarat District, Nakhon Si
Thammarat Province. The sample consisted of 402 people who had used shabu
restaurant services in Mueang Nakhon Si Thammarat District, Nakhon Si Thammarat
Province. Most respondents were female, aged 20-30 years, with bachelor's degrees,
working as company employees, with average monthly income of 10,000-20,000 baht.
Regarding consumption behavior, most used shabu restaurant services 2-3 times per
month and typically dined with family, with average expenditure per visit of 250-350
baht.

The study found that marketing mix factors had a positive and statistically
significant relationship (Sig. < 0.05) with consumption decisions. The factor with the
highest influence was product, followed by physical evidence, price, and promotion.

The study also found that psychological factors had a positive and statistically
significant relationship (Sig. < 0.05) with the decision to consume at shabu restaurants.
The analysis revealed that beliefs and attitudes had the highest influence on decision-
making, followed by motivation, reflecting that psychological factors play an important

role in restaurant service selection behavior.

Keywords: Shabu Restaurant , Marketing Mix (7Ps) ,Consumer Psychology
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