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ABSTRACT

The purpose of this independent study is to investigate Business Strategy of Lamtaetouy Northemn
Thai Restaurant in Amphoe Mueang, Chiang Mai Province by examining strengths, weaknesses, opportunities,
and threats. The TOWS Matrix was also employed to determine a business strategy. The data collected was
divided into two parts. The questionnaire was employed to collect the data of the first part from 300
customers and the in-depth interview was used to gather the data of the second part from 9 administrators
and staff and 10 customers of the restaurant. The data from the interviews was analyzed using content
analysis and the data from the questionnaire was analyzed by frequency, percentage and mean. Both parts
of the data were analyzed for strengths, weaknesses, opportunities and threats. The TOWS Matrix analysis
was also used to determine an appropriate business strategy for Lamtaetouy Northen Thai Restaurant.

The studied of the first part were collected data from Lamtaetouy Northern Thai Restaurant’s
customers. The result has shown almost customer were female aged between 31 to 40 years old and self-
employed. Their salary range was from 10,001 to 20,000 baht. The food price per meal that they were
willingness to pay was between 50 to 100 baht. The menu that they always ordered was rice noodles with
spicy pork sauce (Nam Ngiao). Most of them went to the restaurant from Monday to Friday from 12.00 a.m.
to 1.00 p.m., the customers were high level satisfied with the marketing mix of Lamtaetouy Northern Thai
Restaurant. They were satisfied with people, process, product and price at the highest level respectively. In
terms of physical evidence, place and promotion, they were satisfied at a high level respectively.

And the second part, the TOWS Matrix analysis was used to formulate an appropriate strategy for
Lamtaetouy Northern Thai Restaurant. It found that Market Penetration with the use of social media for
distribution of information and promotions for festive or special occasions to the sales continuously
enforcement and with the use of culinary storytelling to create the value of products for customers to
acknowledge the quality and to create the desire to consume products. And Product Development by
selling curry especially Nam-Prik Nam-Ngiao and Nam- Prik Khao- Soi which is very popular so that the

customers will be able to cook at home, as well as by adding new target groups of customers.
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uinsmienaudn uiereyana lneldiiogela (Persuade) IiAnAIuFDINTT LiloiABuAIILMTI1 (Remind)
Turdn st lasaniagiisvsnadenuidn aude uasnginssunsie vielunishasodearsiioatudona
sphsfnefiudde indunsfaredemaieatuieyassiedneiugie ileaiwimuafuazngfinssuniste
nsRnsedeanseraldnineauang (Personal Selling) ¥n13u18 wazni1sinsedearsinglaildau (No Person
Selling) wr3silelunsinsedearsiivarauszns eadnsenadenldniluienarsniesdlodedadldndnnisdonld
\n3esiionsdeansnismanuuuyszanUszauiy (Integrated Marketing Communication: IMC) Tag fi915andis

& 1 '

AuEzaniugna Kandn gudeti Ineussgandamunesiuiuld

Y
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5. yAans (People) azuadludruvemtnanulunngdiu ldnzlunsmean usem nsusniy
dmh vimnsngeue

= K

6. N58UIUN13M51UINNT (Process) aziiBadeefunszuiun1snanuesgsiauinis Jafde
nIgUILNY/Aunew/Usransnnlunisliuinisungnén Tnedilsdsanufianelagegavasgndn

7. §nvasvnenien maieuen (Physical Evidence) tadeiliendostudiuiiduiasusodldvesnis
TunsuasAanndeuiaquasiuiliuinis Twsiinarenulseivlavesgnén wu madithelawanfinogwin

Sulusumianlaniay

= ad
s 08UATN1SANYN

As@Enw AszidevisSnisanwinerslil T935n15@nwrkuunad (mixed methods) Taeldseiieuis

& v

Wnanwlunsdunivel fuivisuasninauiuensiudedlddunsdlfing duiu 9 Au wazgnidiuay

U

10 au Tnensdun1waliadn (In-depth Interview) wuuiilassads fifinnsivuadianuliaaem (Structured
interview) wagsuileuitiBeUsuna nseumsanwAediuyssanmenisnainusnsiagld wuvasuauiianvazidu
LUUINAEIUUSEINAAN (Rating Scale) Insusazdemauiidmeulden 5 sediu Tnongusegieildlasnads
INATNUAAIYUIANGUFIBE YR Hyman, Michael & Sierra, Jeremy (2010) Tunsdifinw1nisynnaia (Market

Penetration Test) 41u3uUsgu10 300 - 500 AU N15ANYIATIEDNIENgUAI9813 U1 300 ALluNISAnY

A 1

Tnglaildauunazdu (Nonprobability Sampling) Aaegisnnsidennausieg1anuazmIn (Convenience Sampling)

q

&

Tngguanginldusnis a Huewnsiudewesiundunsalnm

ayduazafiusienanisinen

1. wan1sieszvinagnsingldiniasiio TOWS Matrix
Taensiaseiaauds gaseu lona warguassa (SWOT Analysis) nelddindszaunianisnainuinig
(7P’s) 2n1ui1n1531A5129% TOWS Matrix wuindruemsiudiesiléilunsdlfnet ldnagnsvetesdnisi

Wzaufenagnsni1siatznain (Market Penetration) Wagnagnsnsimuinansiag (Product Development)

v a

1) Nagnsn15ia1eAan (Market Penetration) lngn1snengnunserugnanasliialiiuysinalunisielnanisly

s [ a

deluiTuaiiie Ti3e951uavanuduniuszneu (Story Telling) 2) nagnsnisimuindnsiuel (Product

Development) sggainuluiesesgnsamsiilugasianiz awnsoudsjundndagidmisianizin Toaung

v oy D
o a o a o <

Tnganizininiites waztmindmees Faduemsiguilaafousuusenmuanniign Wunsiumadeniviun

'
a 1

% I aa = 9 a v & A an D ] v v &
anAnguifleuniossnnaasuise mssuuseniuesivi llusnisnaunsadiglidrfangugnanlauniu
aonndesiunsAnuIves nilan Aungiaaiy (2548) wansaurunagnsiutuualanvuanagnsesfnisi

= 3 oA A 1 ° & 3 A 1Y
Winzaufe nagnsnisudstieiivdiuudanisnain Suunidunagnsnisnain 3 nagns laun (1) UFuuss
UszAnSamnisaniaznisesnuuuussaiue Usenausignagnsuiiinig fie nagnsuiuusenseuiunisudn
WAZNAgNSEBNWUUUTTYAMIIlY (2) nagnsmsiiiudnuiugnan Usenaumenagnsuianis Ae nagnsnisiang

' 1%

naugnAntmunglunaiady uaznagnsiate ngugnalindlunaialuil uaz (3) nagnsiauindnduiien

LR}

Usznaumenagnsuifing fie nagnsiawaasiinlifinnuduendnval nagnsdminaususuindngnsl
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uaznagmsanasunsaaravuslvl venniidelisuiileutunudinues vasu Mg (2557) Alddunauagld
dunwaiUsesunguniiugednass AngnssuNskarauBnaglungy 9uau 5 au nsizianinwinaeuade
meuenuazadenislu (SWOT Analysis) Mnidinsgimnagnifivmnzaulaglfiedosiio nislinsesinguysia
AAILLIMNYBINGUTAU NI sUBaRY (BCG Growth Share Matrix) waz TOWS Matrix fsunnagnsnisdanis
gsnvimanssunldvesnguwiiuiediass Tuduaudiu duneuwiinng Jawdadedduife nagnsnisiaiznain

fanuasnndasiuiuemsiuilenldidunsfanyl nenisiuiinsonvevandndneiiulusaindulanenis

'
=]

duasun1sve Wunsuszeduiug lavandudbidunddniuuntuniugemiswingg Insnnziossulail

' v '
a Y a

dienseulifuilaaldsuiuasdindiaudnfinmniu nourafiuusegdlalunisdodui nagnsnisimuiman
vgrsuaziinganuie vnatalndlifududi lneniswauitesnianisdadmiie n1sdaaiunisue
ordoarmimimessuumealuladansaumeluiiagiu lunssmouasmsdaaiunistoreriunyles made
lai fodumadenvesfuilaafianusniildedasrnda uasnamsinwaiiiflaFoudoufunafnyves
Uiunssas guFums (2560) idnwizesnagnissnanaininanuenaiynyFes sunewsitu Smindedel lsvims
Anszigauds nseu lena uazguassn (SWOT Analysis) udathuninevinagndlasliiaiesile TOWS Matrix
wuhmaneiinanuuenaiygiesdonlnagnsnisusudeu (Tumaround) wanitulpenisuuugansliuinslu
Fusineg Afsunnseatudisrtuiemsitudledildilunsdine Wy msdaassituiisensa iielidlomedty

USunausaiinunldusnig waznisiwalulagiinunaiglunisusms

NMTIATIINALNTBIANT

s 1Y s

1.nagnsszAUBaAns (Corporate Strategy) MalionnagnsszauaAnsfyadunisiiuls (Growth

a a

strategies) Lilo¥azligsnalinisve1efinsaldiuwumianisnalnuindu lneidennagnsnisianznain (Market

Penetration) wagnagnsn1siauINansiae (Product Development) 1) Nagvnsn15:a1znain (Market Penetration)

v Y a

Tnsnsnenerunseaugnaduliinliiusnalunsselaenislddeladeaiiie senisadiasessnilumsus

911115 WS ewednsemsauANnlasunsUSuUIRNdssieangugdsu mllowdlaluviewnana weidunns

asanuauindn e Wfuslaasuitmanin Wauidndidua Sidessuasanuduniusznau (Story

Telling) 2) nagnsn1sWauNaRinal (Product Development) segainuluisesvasansomsiiugnsianiy

DA v
a o A °

anusawdsgundadaueidimiieanizinzowns lnsnnizdmininken wasimindives Juduemsiifuiion

o

feusuusgnmuanniign JumsiiumadenliungnAnguiiieuiossnvaaesugiemmssulssnmuesiitiu {Ju

gnisnanansateliinfiangugndnlaunnau uenaniinsdmtheemnsiudesiduaunim emnsdiiudewuy

v '

Y (Box set) Midudnmadenliuigndn Mestelilimsfiulasusenmefiiinduniouiitdiuutamnnisnain

U

¥
' (%

wagidrfengugnAtlauiniuidudy 2 nagnsseAugIAa (Business Strategy)
I#donnagns nsa¥remnuuansng (Differentiation Strategy) titeai1sanuunndndlyiiusdnsusilaivedsiia
fanagmsnisansnuuansn (Differentiation Strategy) fazanunsaifindruutnainligatu uazanutsaads
aaliTeulunsudsdunagsiatuguastu Seaenndostu luka 8 wosines (Porter, 1980) AlddH1nsle
nagnsnagnsa1uuang1e (Differentiation Strategy) ¥043373lAuN15 a$199av18lvaUAT "Wanee" AnguU

(Product Differentiation) tiieidunisyaaiiuliunaud waznuafiandldsuuennieninnssusemueims

MlAemsianisosn aumaudunivetemsmusiieg vesiunimviig
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3. NagnSsEAUNN (Functional Strategy) 1uniisgaefignuesgsia iWunagnsaildluy

'
v =2 Y o o

Usgdriudadesdainiieliiiuladnesdnsidujslugildmine duguasgauesnisinvinagns iWunsvhauny

msznthiifielfussqihmnedadenlosiutiminevesnagnssedugsuarssfuasdnsisansaundn (Line)
uazangatuayY (Staff)
2. fafuny
1. mafffudandldiimatuiindeyanisune suianeiuseniciudinauszuu antiufingas
fio (Manual) Fsvilvidlemainaruiianainainnsadsnenisensiudnss msagudandensmeuiuliiuna
anAnla
2. PIsUNTENFesUsslfasans e niieneiaiu 01f 91iwes 1ded minUszidu
USinunmsngluuses fueaaiadou aevhlidslenalunismemnmuanou viemnvdedidesisimuainge
Sulifulovneiivemmsiuduiiodmingluiudald
3. i‘]ﬁgmﬁqﬂﬁwﬁ’guiwﬁyjél'aam'ﬂﬁﬂ%’vﬂqaﬁaﬁaaﬁ%maﬁé’aﬁhjLﬁmwa Tnglanig i
wazemsiinagladn
3. dalauauuy
1. e lUsunsudisagy vidowaluladsmagdundislumssu smdsemsemsvesgniiuas
n1sAndu lugnusiazsne Geannsadanisensemsiignénldogiasnialifiewatn uansdsananduile
o1iw Tngldaruvindslumstanisanmnsfisnanaiiinainau Sntedanansa thieyanisdsronisoims luud

AYIIUNTUIIATIE AV TDINOINTNYINTUYDAY WALILELLIAINTIAUTNTVBIS U HUALLE N1aNAEI81MT

U
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ufis Madivomsusiazsenstalsizgnan
2. A33HNIAILIUTTEELIAINITTOVRIGNAARLES I8 U1RuTu (Key Performance Indicator:
KPN) vasndnaunndiennszduiiieades tiieduninsgiunsinuiasiaiesdenildiananisdniunumie

a °

Ussifluranisanlivausuiuremdnauluaiiuasndnauesn vieiasunsvyulsuauivveandnauly

aaa Y o

NIANTANAITIUIUNINNTDIIUIULDY WIBNATUINISIANNTANUTIATIY (Part time) Tianumsngaumugina

U

Tngldayaszoziain1sIiusnIgese

Y

3. mmhmsAuINsEEz A TIeMsIads vesusasiuy des1enslwldinanmiuddy
wazililasionu (Margin) s masnauiingAufinwienn viemingivenn meiufauisaiiansandaesnain
F1en1591m1sle waziduusslesdsansaunduyu/ils veedu

4. pasfimnsanvnaufinades (Side Dish) indwiine Wleifiuganuievesiu 3nmssming
Audndnafies inseguuliy wiefinelafluuinaiudnde iy uaungauslng a9 Snidanansadalusludy
F199 928 PIUNAENENIINITARIATEIEIU a1 vurtiug Loy ngnéniaBu (Check In) fiSuagldFuuaumym
1 gulusiu

5. MsLfingeav1lnenisianzgnAinguen1sidn u3e Brunch (Breakfast and Lunch)
voslsausuing tesnluuinaduneiios fmiadednl 7 Budget Hotel agifiudnuauuin Fedulng/laid
vimsownaduing vialuomadluguuundiafulidanuunndts dmniuaunsadngmeadnfidy

wyensiiiaula dWesessungugndnnailld AavanunsaiiingnAnlutisiigndusediin laesuaunsaeeniuy
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viouszyndyme s lidniugnemsdiuun vesuiiiendnvaliameiild waginseaiauazdaaiunis
918 Wutessladeaiiiie [udu

6.Lﬁam’mm’m%’mﬁﬂdm§w@d Jungugneven miﬁmmil,ﬁafjsumw Iﬁu%mﬂﬁalﬂumiﬁngm
gndanliuinis wie $ruszeenuuuuszyndyaeimisiiiequnm aladd1uun (Healthy Foods Lanna Style)
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