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ABSTRACT

171033

The purposes of this study were to study the behavior of using the room service
(apartment). Marketing factors that influencing on selecting the room service (apartment) of the
consumer. The attitude of the consumers who used the other apartment that affected to S.S.T.
apartment.The satisfaction of the consumers in S.S.T. apartment. The opinion of the consumer who
used the room service (apartment) about the details of the apartment that the consumers wanted to
be the information if developing the strategy of marketing factors in S.S.T. apartment business.

From the result of this study, the short distance between the resting-place and the tourist
place was more influence to male than female. The income, time and price in using the service
affect to the importance and marketing factors in the different factors. The details of apartment for
the consumer who used the room service in S.S.T. apartment were not different from the details
of apartment for the consumers who used the room service in other apartments.

The developing of marketing factors in S.S.T. apartment business should develop the
product or the service by choosing the service that most consumers wanted to use or the
augmented service. For the price, the price should be suitable for the size and the level of
consumers and the price should not higher or lower than competitors. For the place, the place
should have many conformable facilities for the consumers who used the room service. For the
promotion, because of the increasing of number o the consumers who used this service, so there
should be the advertisement, the public relationship and the accounts of for consumers. For the
people. The people in the apartment should have the knowledge and love in servicing. For the
physical evidence, there should be the decoration and the good atmosphere. For the process.
There should be the good systems in servicing and the higher value adding for the consumer who

used the room service.



