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Abstract

The objective of this qualitative research was to study the adaptation
of restaurant businesses in Surat Thani Province during the Covid-19 outbreak
situation. Data were collected through in-depth interviews. The research instrument
was an interview form. The sample of this study was business operators of six
restaurants in Surat Thani province, divided into large (n=2), medium (n=2),
and small size (n=2).

The study results found that adaptation after the spread of Covid-19
among 3 sizes of restaurant were as follow: (1) large size restaurants - They
adjusted themselves by increasing sales channel, controlling cost of production
and improving internal management system. Difference in adaptation found
was products. Taste of food, menu, price and quantity remained the same while
new product with cheap price using famous local ingredients was introduced,
(2) medium size restaurants — They adjusted themselves by increasing sales
channel, controlling cost of production and improving internal management
system. Difference in adaptation found was products. Taste of food, menu,
price and quantity remained the same while menu was adjusted by using local
ingredients in order to add more value and attract customers, 3) small size res-
taurants shared the same adaptation in all aspects. Namely, prices of products were
lower, on-site service was available, working hours were adjusted. Restaurants
in Surat Thani province had the same and different adaptation depending on
their sizes and internal management systems with a flexible and appropriate

manner, consistent with the problem and situation.

Key words : Business Adaptation, Impact of the economic
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Table 1: Comparison of number of tourists and income from tourists in Surat
Thani Province between 2019-2020

Year Number of Change Income from tourists Change
tourists(persons) (Million Baht)

2019 5,900,721 94,287

2020 1,814,891 - 69.24 24,243 -74.29

Source : Economics Tourism and Sports Division. Tourism Statistics, 2020
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VBINIUSUIANGN AaEipndaREIN AT RLAL 19NN Tufuasatihsatdu
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7P’s Marketing

v v val a -
ATITIVLAL DANURULADT

ASIENANANIYAR

Mix 8w > 1ad 1A9m 19 Aau > 1ae 13 19
Product wihn > Tllaeuulaamy wiyhn > Tlulaeuulaswy
Price AR > UFUTIANAS AR > UFUTIANAS
9181l 5,000 — 7,000 LN/ s181L8 4,000 LN/ > 3,000
> 2,000-3,000 LNN/TU UIN/TU
al a v v 1 ?/ a a v v 1 2//
Place AUINTLRNITUTINF N3 AUIN1T@ITUTNF WL
Promotion ARTIANBIUITAN ANTIANDINIA
DAUAZAT / LTI DAUAZAT / 13T
People HUNtWFNNIEAZRIA §AN HUNtUFNNEAZEIA NN
= v = 14
FeU5as Fauey
Process NNTUTUNTEIULATAARWATNLLL | N1TLEUNTFIULALARARWATHLLL
Una dnm
Physical Fnduwandannigluiiu > Fnduwandannigluiiu >
Evidence RALDANDADAANIND LRALBANDAARANND

=<
*AUATATY /
bINTUS

UIUGNANNAN > gnAdnmn
WNNINTL 8BAUNELNN WA bHN

RIUIUGNAINAN > taATETY
AN
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ANNNIANENTLFLFNAN ATYR9EIUINT TUIALEN AU 2 F1u WLdn
Frupia i Al danuaumas way Afanaanydn Annsdiusanmieuiuie 2
S dfusanmdeuiunnau e naniusiinisliuansa antEunns AR
FUYUNITHAS AANIARDATARAL UTNNIUi Ut RN 22n81RaIn1sng
= A ] o 4ﬂl P2 (3 3| v s o
Hautiavelunistfuaauladnsuazsmia uguaes Tddniinau

10. undgUuAzTRIAUBLUE

naAneAanniaedue e 6 Sniludamingaueg S dun
Fuenunsaunalig) Suaimnsauanatsasiuesauain ynFuidsnis
ﬂ%uﬁqﬁﬁmuﬂ;ummmm aanpdesiuilnguiuazaniuniand o

MsUSUAIUBITIURIMITIUNA LURY

SuieuRune fubutamastlauens fnsdfusaie i uegsent

Taanmaenii Tuf1uaes Product vrenansinet dn1sineuInggIueseInns
fifapasamResermunuLauTasensld sAuaznnns SnsaauansL
NIUAR AANNTAFRARLAN TAEIRNNZIR9AALAZRVNINELA TiLTRNIaNTTaE)
WaiunimnsnistaewaeaInnAigLazineniineuld fAnuuAnsnafiunsd
Aamnansflavenslaldasunasludauaes Product (lNYYITRINIANTAINNT)
wesilnnanauannuaneegudn dauFuenaiewdunedinnsdnaieases

Ao v o dad 4 e o Ay«
widlusle MiingAuniTedesluiesdiu wu ladn indssnaveisnu

MsUSUAILBITIURIMTTUIANANY

F11 Vanilla café & brito kay ALALALT 43e mmiﬂmmmfaimm@ﬂ
sapTwiiauiulugnu Product visananf s umﬁnmmmﬁmmmmmim
faAssaTIRadas $1ALATNI0L ANN3ALIANALYBNIINAS AANITARDARWAN
TAEIANIZIBIEALAZANMNINIA TiNTIN9N19Ne (TIAFUNAAINNITEMAe
annAiguarineaninamly flAuuANFANaiuRsIR 54 Vanilla café & brito
Taifinnau3uilasn Product (WYTRIIUNITDINNG) ININZVBIUAN AL AT TN AL
vannuaneetuds dauiunnduars due sdnfinfadld uasiinsdunlaen
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tiaveuresans AniunensuarisassAiuylvaipnesigagnean Tnalddou
sinee pestifduendnenizesiunnldluaiueis

@ s [=3

MsUSUAIRISIURIMTTUIALAN

1% [ 4 o A a '8 o a = o o dll 4

FupFI AT BanuBwAed waz AFENaIaNYAn Anisliusaiie i
Y . o« o = o o Y = o = o
Fruatiranudauii wilauiuie 2 F1u luFeszeanisdiunlasuniminnu
Tasmenanainisaelininay ansauaziffunuamnsasnaligisinadnns
148 ALIANEUNUNIINGS AANITARDARBANTALIANTIBIAALAZAINNINTLA
aes Waiuninsnisteamaeainniaiy deiuemnssunaianazlAiy
dselenlifine anulaunedeamaeainniady AnnsviyuieuesgnAsems

QI % Y = % =l dl o 0% % 1 '

waziingnAaelusidnnn weliselduyuiRauninliiuausegsensialyl

11. msanudsauna
ANNNIFANTIAINE NUILUININNTUTUFIID95 URIN999 6 511
71 wULNNTUSUFA R mHauR UL azLANFANARlUR N AT I AR WATYNGIU
alaa o o dl va o a 1 U 1 £ 1 v
azfinansdiusanaldnanisanfiusaldls Wy Fueunsaualvn wasdiu
81%19211ANA"9 Anstliulanagsia nFeuiuin “New Normal” 81msgIunig
1alnanuulnd Anslanguazdadnianisang Usn1sdstaduainisaaulay o
=) a dl v v v % [ o b7~ o
Usnananes awullsiuniulinman filsznaunisniulfudalasuasiu
. o L e A4 Y .. ve -
siaaniunsainlasull Wy Fuiewiuniswasiuaduaiic ayge Fanwan
Ingeduaaiuy weendiude waraiganuliiiunisaiianylud 4n
TsTudulus o maennan nadlaiudslud Ui linaneduqaduzesiiunady
FanFAnnsalernidenndesiLNan1IqeUae Wongnai B2B Team (2020)
1Wﬁmzﬁ€jﬂ§‘$ﬂﬂUﬂ’1’j‘ﬁﬁLﬂﬂﬁﬂLL@tG‘ﬂuﬁﬂzﬂ’S‘/‘uLgl/flﬂﬁi’]\iiﬁ‘slﬁ%’]uﬂﬁiiﬂm
munmmnqmu Tt ﬂi‘umimm 1997 “LARLES” nisdiunagmslua AnLy
ANZANR LN AR amm%mﬂumuﬂmﬁLﬂuﬂfaﬂiﬂumnmmma

ﬁ@ﬂLM@ﬂWMﬂQ’WHI‘V]N’]ﬂV]Q@ mﬁmmmwummmamylmmmnm i n13g

[ %

a dl ¥ v & @ [ = dd‘ 1 o t% ¥
TrnaLNgnATey afwassAumylusiiiaula Amalulagndoaduaslignan
Fananasladns 4APAYAUNANTITIRLUDY FUNIA 2 ATUAT (2563)
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uanaINTUEIUIMINNFIY FANUTUN I UINADAARBIALNAIIUIAY

o

2189 §ATNUT TRQ (2563) Aauadn “NILTUIITANITAUN Lﬂm’"}'mzﬁ’mm
1'7;Lf%’w@ﬁmmmmﬂ’fmﬁwmm‘lmy' PUIANAN FBIHLUININTLTINIFUN L
$ue1mns Ansdaassdunuluel nisaansEnIsaUUINEIL AUUGIARNE
Wasufumsentunsnaialulaneeulail fa¥u Vanila café & brito F39usn
Iwineudaunaneiies uitsmdudesenmarmuisuiuEmmaulunisds
aanuuUNy LR szAnnan druiuF e ludesng Amluaiio aye dennded
fULIARTeY SATWLE Shqa (2563) 7ilAARATeenuLLINY 4iia Tadn 19 Aa
9lAeaF1aY (Menu structure) lidniauuazaanadasiuAaudlfaasEu 1wy
pdiatih aye Methandsznesluauenns uazmAaziessenadesiu
3zinMa1119 AN 130008 uazpeudlAae9iu mn&?&am*@uﬁuiﬂqﬂé’ﬁ
g1adndngniauenBoy lumanduiu wndemandnifvly enaildignén
fAnldiulalunnnmaase s Wy samansTlasens waz§iu Vanilla café &
brito. Alaifn1sLfuAAIA WazisasnENNIRIgIUTIaIRIIT1
UANANLHYBIUITUAN udnri e uenaiiniisyesfivs (Special
Menu) Tntanaagldsnnaumunania sidedmauiiniaudvdedusiuamumnn
ielFiRnausanuatauazaaNadulfuigndn sanededan i
Uswsdamssunuingavldetadiuss@nnwansan SonnmgRieanes
fiflanetneraiiles farmnsaussqdn |l lumyndnunusmeanisianela e
Fatu St piduas dxe uasilewdiune douuensnedn Tnadou
Tnnjudadrecuazldisnsandnldanseediiuas azlilanluiesnnmnm
va9imgAL funmsnisaauay dszuda anlulasszuu i wazdszdn wenenw
LilHAamsfiananeviegayide ludesesneiieannasine waglddmgauls

¥ !

od 4 v o ~e o o nat
ANATNAR TeaanARBITLINANNTIAERY gNA Aseinglass (2560) NAANHIAN

q
1 4

AETAATDITNUAMNTTUNALAN
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