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ABSTRACT

This study aimed to investigate strategies of competitive advantage
construction of entertainment enterprises in Chiang Mai province, problems
encountered, and a guideline for solving the problems. A set of questionnaires and
interview schedules were used for data collection administered with 7 enterprise
(4 in Muang district and another 3 outside Muang district).

Results of the study revealed that most of the information preferred pubs
and semi-pubs/restaurants. They usually went to these places 2-4 times per months.
People who took part in the decision — making to visit there were friends, friends of
opposite sex, and other media, respectively. Market mix factors of having an effect
on the decision-making to use the services included 7 aspects: product, price,
distribution channel, market promotion, personnel, process, and physical evidence. It
was found that most of the informants had registered to be a company limited and
had been running their business for more than 5 years (4 were semi-pubs and 3 were
pubs/bars). Most of them had more than 15 employers.

The following were found to be marketing factors having a highest level of
importance in management: product, price, personnel, service process, and physical
evidence. This was followed by distribution channel and market promotion. For a
comparisons of factors which the service users used for making a decision to use the
service and marketing factors which the informants put the importance are

management, it was found that there was the difference in personnel, service
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process, and physical evidence. This implied that the informants put the importance
on the 3 aspects of marketing factors which were not enough for service users. Thus,
an opportunity for the construction of competitive advantage must develop and
promote marketing factors in terms of personnel, service process, and physical
evidence.

For the hypothesis testing, it was found that behaviors on entertainment
place visiting i.e. type of entertainment place, people taking part in the decision -
making to use the service of entertainment places in Chiang Mai with a statistical

significance level at.05



