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The Propose of this study was fo examine the perceptions about hotel attributes in Bangkok. Because
of the different cultures play the important role in terms of the evaluation among Asian and Western Travellers,
then the focus in understanding the differences of their perception of the hotel service attributes can spur the
growth and the quality improvement of hotel industry.This paper specially address the following objective 1)To
asses the expectation and perception of hotel attributes among Asian and Western Travellers and to identify
the gap between those of expectations and perceptions.2)To identify and compare the perceptions of the
service quality of the hotels in Bangkok between Asian and Western Travellers

The data collection instrument used a self-completion questionnaire in English is develop base on
some relevant studies .The questionnaire comprises four sections. The first section captures the demographic
profile of the respondents. The second section part of questionnaire examines the travellers’ perception of
Thailand by rating on five point form 1 (strongly disagree) to 5 (strong agree) The ihird part measure the
respondents’ expectation of service quality before check-in  based on a Likert scale from1 (very low
expectation) to 5 (very high expectation) and the last part ,respondents are asked to indicate their perceptions
in service quality attribute throughout their stay in Bangkok hotels after check-out on five-point scale range
from 1 (very dissatisfy) to 5 (very satisfy).

Data were analysed using factor analysis, multiple regression ,t-test and ANOVA. Paired t-test was
employed to test the significant betwean the two mean of tourists expectation and perception and their gap
score. Measuring of perception among Asian and western travelers about service quality also used the Paired
t-test for indicate the differences. The 44 service quality attributes were factor analysed to identify the
existence of underlying dimensions of hotel service quality. A principle component factor analysis with
orthogonal VARIMAX rotation was used to measure the 44 items of service quality of hotels in Bangkok .The
analysis was to summarize the information contained in the original hotels service attributes into smaller set of
newly composite dimensions. Subsequently,utilizing the derived factors score in multiple regression analysis
was appiied for determining the level of satisfaction among Asian and Western travellers.The various degrees

-of the significant factors resulting from the regression analysis were shown based on the beta coefficients and
the factor with higher beta ceefficient is a heavier weight factor to explain the travelers satisfaction level. A
Cronbranch's coefficient alpha was calculated to assess the internal reliability of and consistency of each
expectation and perception of service guality items. The attributes with factor loading equal to or greater than

0.5, and with eigenvalues eq_ual to or greater than 1, were considers for interpretation.

This research found that the perception about Thailand are Thailand has a warm and sunny
climate .o_ffe'rs good shopping facilities , has beautiful scenery and natural attractions, has
interesting cultural attractions and offers great beaches and water sports. The 6 factors derived

from factor analysis are: staffs and their service ,room attribute ,facilities ,safety and reliability
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\value, convenience location. The result indicate that there are significant difference between Asian and
Western travelers the influential factors of expectation of hotel attributes to the perceive hotel service quality
and these factors can determine the over all satisfaction level.

This study is strategically and managerially important to Thailand hotels and tourism industry.Using
the results of this research ,Tourism Authority of Thailand and the hoteliers can use to enhance a much more
marketing in tourism and hotel industry and also focus their effort to provide the high level of service quality

and facility that Asian and Western travelers perceive as being important facors.





