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Abstract

The objective of this research was to analyze the influence of restaurants’ elements
including food attribute, servicescape, service attribute and price on the service usage of tourists
who visit Northern restaurants. Data were collected from 400 tourists using Northen restaurant
services in Chiang-Mai province. Data were analyzed using multiple regression analysis results
indicated that food attributes had the significantly direct influence on behavioral intention to use
Northen restaurant services. Therefore, entrepreneurs should pay attention to the element of
food attributes. By focusing on a variety of food menus, presenting the signature dishes of the
restaurant, focusing on the delicious taste of traditional or modified food, and selecting local
ingredients and vegetables to cook fresh, clean and safe food to present and deliver the good
experiences regarding northern food culture for tourists. In order to get the direct benefit for
entrepreneurs in nowadays to create their businessess’ identity. It is also presenting business
values that are consistent with the needs of consumers in this era that will lead the businessess
to success and create long-term competitive advantages.

Keywords: 1) Place Branding 2) Place Identity 3) Northern Restaurant 4) Behavioral Intention
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uITe AT sAnmnesdusenay
yoendnvaiiue msiuiiouniofifinade
nsldusnsvesinvieaiisaluduenmsiudios
wile Tugnewdles Janinesln laglduuian
nsaf1auusudanIudl (Place Branding) Wuadn
ﬁugmé’mﬁﬂwﬁ (The Identity-based Approach)
A1uRalaLdangAnssu (Behavioral Intention)
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Branding)
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Rainisto, 2009 ; Zenker and Braun 2010;
Lucarelli and Berg, 20 1 1; Warnaby and
Medway, 201 3; Kavaratzis and Hatch, 2013)
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Identity-based Approach)
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Tuns@ne Tneialunisadisuusudaanud
Lavdndnvalanufiaziindusussuuiidudou
91NNV EAURUSTENINYAAE wazNqUUAAS
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Tnelé8nvauzuavesdusznavvesanudinae ¢
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N158519ANUNNIEINAUNTITUSE Lovl Lag
AuensUAlLaEANNIANSNIY

Kavaratzis and Hatch (2013) laiiaue
wazoSunenquiiugruideudululslunis
a¥198ndnuwallifuaniuil dsdrfyio a1
anudledsndnuallilsdufiomadnsiiun
1nnszuIuns willunissiuldneuiuegia
selfesuaenguyananig q AAedesiuaniud
SEWININTLEUIUAITAS1TRUTUAdDILTININAT
nanfe shanwalanudl A nszuruMSAUMIL
Ié’mamzmw@ﬁﬁmmﬁm%aaﬁuamuﬁ Tny
a1usneduelanisuwuiAnues Kavaratzis and
Hatch (2013) 5189a8198ARIUEUATN 1

EXPRESSING:

place™s cultural understandings

VA

Effective place branding expresses the

MIRRORING: Effective place branding

taps the images of others by mirroring
their impressions and expectations

£ N\

PLACE CULTURE

PLACE IDENTITY

PLACE IMAGE

U/

REFLECTING: Effective place branding

changes identity by implanting new
meanings and symbaols into culture

IMPRESSING:

Effective place branding leave
IMPTCESIONS ON others

AN 1: How place branding shadows the identity process
111: Kavaratzis and Hatch (2013)
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Foifu drnrsdesanduiienuanmnaunafi
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1aAn¥109AUTENBUANN 9 T8ITIUDINITIINANT
NUNIUITIUNSTUTRIUNT Faduiladende
asRUsznaufitaglunsust (Identifiers) uazidu

145

Journal of Business, Economics and Communications
Volume 16, Issue 2 (May - August 2021)

WIuzaINIU (Vehicles) 8ndnualraii1uenms
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