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The objectives of thié research were to study the adjustment of the hotels and resorts’
marketing strategies in Chiang Mai Province resulted from the 2008 economy crisis, and to
examine the economy impact on the hotels and resorts’ meetings and seminars in Chiang Mai
Province. It was a quantitative study employing questionnaires as an instrument to collect data
from 84 hotels and resorts group in Chiang Mai Province. The results of the study were as
follows:

According to the 2008 economic crisis, the hotels and resorts’ meetings and seminars
were affected since the customers decreased as from the private organization, on average, by
37.8%, the government/state enterprises organization, on average, by 36.0%,
associations/clubs/foundations, on average, by 29.5%, and tour meetings groups, foreign tourist
seminars and tertiary students, on average, by 11.9%. Moreover, on an average, the frequency of
organizing the meetings and seminars reduced to be 117 times per year (from 136 times per year
on average). The average days of organizing the meeting and seminars also diminished to be 1
day (from 3 days on average). The average number of participants attending the meetings and
seminars subsided to be 65 persons (from 178 persons on average). The hotel room reservation
declined to be, on average, 18 rooms (from 48 rooms on average).

In addition, with regard to the financial aspect, the study showed that the majority of
the hotels and resorts’ income from the room occupancy, the meetings and seminars, and the food
and beverage dropped, on average, by 47.8%, 31.6%, and 35% respectively. Furthermore, with
regard to the labor capital aspect, the study indicated that most of the hotels and resorts refrained
from recruiting new employees. There was a job rotation in some sections. The employees in
some sections also assigned to work more. The annual bonus was lessened.

Due to the adjustable marketing strategy of the hotels and resorts in Chiang Mai
Province resulted from the 2008 economy crisis, the study revealed that regarding the product and
service aspect, the staff was assigned to provide service and suggestion throughout the period of
meetings or seminars and create the hotel/resort image as the venue for meetings and seminars.
In terms 6f sales channel aspect, there was a coordination and cooperation with the government
organizations to publicize and expand the business of the meeting and seminar arrangement in
Chiang Mai Province. There was also a coordination to cooperate among the hotels and resorts,
tourism companies, and meetings organizing companies. In the price aspect, the room rate for
accommodation and meeting/seminar was lowered. Finally, in marketing promotion aspect, there

was a sales offer from the agencies and discount promotion for the meetings and seminars as well

as other services.





