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The purpuse of this independent study is to examine factors affecting foreign
tourists' satisfaction in using spa-services in Chiang Mai Province,particularly hotel and
resort spas. For the primary data, 131 observations are ccllected by auestionnaire using
a purposive sampling technique. The analysis in this study uses descriptive
statistics, and the Logit model with Maximum Likelihood Estimates (MLE) and Marginal
Effects method.

The empirical results indicate that the main factors affecting foreign tourists’
satisfaction in using spa-services in Chiang Mai Province are location, service fee and
service, which have positive coefficients and significance at the 10% level (Ol = 0.10).
Also, staff service has a positive coefficient and significance at the 5% level (Ol = 0.05).
This implies that the changes of satisfaction in location, service fee, service and staff
service have a positive effect on foreign tourists’ satisfaction in using spa-services in
Chiang Mai Province.

Regarding the Marginal Effects, the location factor is found that if foreign tourists
have higher satisfaction with reputation, their satisfaction in using spa-service could
increase by 23.37 - 27.18%, statistically significant at the 10% level and. if foreign tourists
have higher satisfaction with atmosphere, their satisfaction in using spa-service could
increase by 39.5 - 55.81%, statistically significant at the 10% level. Also, the service fee
factor is indicated that, if foreign tourists have higher satisfaction with price, their
satisfaction in using spa-service could increase by 21.13 - 36.8%, statistically significant
at the 10% leve! and, if foreign tourists have higher satisfaction with the promotion, their
satisfaction in using spa-service could increase by 19.65 - 3.149%, statisticaliy significant
at the 10% level. For the staff service factor, if foreign tourists have higher satisfaction in
staif service, their satisfaction in using spa-service could increase by 39.54 -
54.86%, statistically significant at the 5% level. Finally, for the service factor, if foreign
tourists have higher satisfaction in types of service, their satisfaction in using spa-

service could increase by 23.52 - 38.5%, statistically significant at the 10% level.





