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This thesis aims to develop scale to measure tourist perception of service quality of
hotels in Chiang Mai Province. The scale comprises 6 dimensions of service quality namely 1)
hotel staff service and hotel security, 2) hotel physical evidence, 3) hotel facilities, 4) service
personnel empathy and understanding of customer’s needs, 5) availability, speed and precision
of service, and 6) hotel uniqueness and other supplementing services. The scale development
process consists of 4 steps: 1) creating the questionnaire, 2) collecting data by questionnaire, 3)
analyzing factors affecting tourist perception of service quality and 4) checking the quality of the
developed scale by using One Way-ANOVA.

In the process of creating the questionnaire, the researcher used 48 items of tourist
perception of service quality based on the SERVQUAL model by Parasuraman, which consists of
22 items. The data was from past research and additional interviews with Thai tourists visiting
Chiang Mai. The 48 items were based on 5 dimensions of service namely 15 items for Tangibles,
7 items for Reliability, 8 items for Responsiveness, 9 items for Assurance, and 9 items for
Empathy. Each question was scored by the 7 levels of Likert’s scale. The questionnaire was
divided into 4 parts: 1) personal information of respondents, 2) questions concerning Thai
tourists” expectation of service quality of Chiang Mai hotels, 3) questions concerning service
quality in the perception of Thai tourists towards hotel services in Chiang Mai, and 4) overall
service quality of the hotels.

In this study, there were 2 steps in sample group selection: 1) systematic random
sampling of hotel names, and 2) proportionate sampling of tourists staying at the hotels in step 1)
according to the hotel capacity. In the data collecting process, 397 questionnaires were collected
from 23 hotels of groups 1-4. Then, the data was analyzed by Factor Extraction. Factor analysis
found that there are 6 dimensions consisting of 40 items of tourist perception of service quality of
hotels in Chiang Mai. Then the researcher analyzed these dimensions using One Way-ANOVA
to see whether they could be used as a practical scale to measure tourist perception of service
quality across 4 groups of hotels in Chiang Mai. Consequently the test found that the scores of
service quality calculated from the scores from the questionnaire while consists of 40 items
comply with the overall scores of service quality provided by the respondents at the final portion
of the questionnaire. Therefore, it could be concluded that the dimensions of tourist perception
from the analysis can actually be used to develop scale to measure tourist perception of service

quality across the 4 groups of hotels in Chiang Mai.





