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Abstract 

 

restaurants in Ubon Ratchathani Province. 2) Compare the differentiation of service marketing strategies classified by 

demographic factors and 3) study the service marketing strategies that influence the customer decisions to choose 

Shabu restaurants in Ubon Ratchathani Province. The sample group consists of 400 consumers who use Mala Shabu 

restaurants in Ubon Ratchathani Province. The data was collected using systematic sampling, selecting every 3rd 

person, between July and October 2024. The statistics used for analysis include frequency, percentage, mean, 

standard deviation, T - test, F - test, and stepwise multiple regression analysis. 
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 The research results revealed that 1) overall, service marketing strategies are highly important in all aspects. 

2) Comparing differences by gender and marital status, the overall service marketing strategies showed no significant 

difference. In contrast, the overall service marketing strategies showed significant differences in age, education level, 

occupation, and average monthly income. 3) The service marketing strategies that influence the service usage 

decisions of consumers at Mala Shabu restaurants in Ubon Ratchathani Province include physical evidence, price, 

promotion, place (distribution channels), and product. The multiple correlation coefficient was .735, which together 

predicted 53.50% of the decision. This research results can be applied to Mala Shabu restaurants in implementing 

marketing strategies, such as developing promotions, to enhance customer satisfaction, academics, researchers, 

institutions, and both public and private organizations can utilize this information to develop plans, projects, or 

models for promoting service usage decisions at Mala Shabu restaurants among consumers. 
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