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Abstract » .
TE133752

The objectives of this independent study were to study the factors influencing the selection of
hotel services in Mueang District, Chiang Rai Province and to study problems which occurred during
guests stay in hotels in Mueang District, Chiang Rai Province.

The study was conducted by using questionnaires interviewing 200 quests who stayed in 6
hotels in Mueang District, Chiang Rai Province with room rates averaging between 500-1,500 baht per
night. Two hundreds samples were randomly in non-probability sampling by using convenience
sampling method. The data were analyzed by using statistical analysis such as frequency, percentages
and arithmetic mean. The results of the study were as follows :

The study showed that the service marketing mix factors which most influenced consumers’
decision in selection a hotel in Mueang District, Chiang Rai Province were ranked as follow : place,
service or people, price, equipment or facilitics, communication material, and symbols factors
respectively.

The place factors which mostly influenced the consumers with the first three average of
importance level were 24 hours service, security system for belongings, and cleanliness of the hotel
and room.

The scrvice or people factors which mostly influenced the consumers with the first three
average of importance level were ability to give prompt service, understanding and accurate in giving
service, and safety concern service.

The equipment or facilities factors which mostly influenced the consumers with the first three
average of importance level were television, in-room telephone, and air-conditioned.

The communication material factors which mosfly influenced the consumers with the first three
average of importance level were suggestions from relatives or friends, special discount promotional
program, and advertisement on television.

The symbol factors which mostly influenced the consumers with the first three average of
importance level were name or reputation of the hotel, the hotel has been opened for a long time, and
notable sign name of hotel.

The price factors which mostly influenced the consumers with the first three average of
importance level were room rate, that hotel shows its room rates clearly, and the reasonable price of
meal in hotel’s restaurant.

The problem that the consumers faced during staying in the hotel in Mueang District, Chiang
Rai Province showed that all of the service marketing mix factors such as place, service or people,
equipment or facilitics, communication material, symbols, and price were at the lowest average of

importance level.





