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The objective of this independent study was to examine customer satisfaction towards
marketing mix strategy of Hotel Shop International Firm, a retailer of hotel amenity product. The
studied outcome could be utilized for the purposed of strategic planning and product development
in order to satisfy customer needs. The studied population was 53 accommodations and divided
into 10 hotels and 43 guesthouses covered the area of Chiang Mai, Mae Hong Son, Lampang and
Nan. The data collection was conducted through questionnaire and analyzed by using descriptive
statistic which consisted of frequency, percentage and mean. Following were the research
outcomes.

Most respondents were female, aged 41-50 years old and held Bachelor Degree level.
They were business owner with 4-6 years of expérience in hotel industry and registered business
as sole owner. The respondents owned 21-50 rooms of accommodation which had been operated
for 1-5 years and the room rate was 401-600 Baht. Most respondents purchased soap with plastic
wrap without logo and considered price, quality and convenient to order as the reasons to
purchase hotel amenity products. Most respondents knew about Hotel Shop International through
salesmen. Apart from buying hotel amenity product from Hotel Shop International, Makro was
another choice that most respondents liked to purchase from because of reasonable price. The
promotion that respondents like was discount price during special holiday and discount

membership card. The amount that respondents spent per one time of purchasing was 1,001-

1,500 Baht.

Based on studied results on customer satisfaction towards the marketing mb; strategy,
they were shown as follows. The customer scored at high level of satisfaction for the following
factors; product, promotion, price and distribution channel respectively. The highest sub-factors
that customer rated were as follows. In term of product factor, the customer rated for product
cleanness. In term of promotion, the customer rated for salesman’s politeness and relationship. In
term of price factor, the customer rated for reasonable price with quality product. In term of
distribution channel factor, the customer scored at the medium level of satisfaction and the
highest sub-factors that customer rated were on time delivery.

The most problems that customer found stated as follows. In term of product factor, there
were not enough products to satisfy customer needs. In term of price factor, the shop did not
allow much opportunity to request for price bargain. In term of distribution channel factor, the
shop location was not convenient to contact, very few staff to service customer and no website.
Finally, in term of promotion factor, it was found that there was less public relation and customer

had no information about product and service.





