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The independent study on “Service Marketing Mix Factors Affecting Foreign Tourists
Decision Towards Attending Thai Boxing Competitions in Mueang Chiang Mai District” aims to
study the services marketing mixed factors which affected foreign tourists in choosing the Thai
Boxing competition services in Mueang Chiang Mai District. The populations are foreign tourists
who visit 1 of 3 Thai Boxing Stadiums in Mueang Chiang Mai District: Thapae, C.E.C. LoiKroe
and Dechanukroe Kawila. Questionnaires were used for data collection and equally distributed to
300 tourists by convenient sampling each 100 tourists per stadium. The tool of the study is
questionnaire (English Language). The descriptive statistical method is used in the data analysis
by the use of percentage, frequency and mean.

The study showed that most respoxfdents were males, Europe Nationality, aged less than
26 years old, had not been in Chiang Mai, stayed in guest house, spend 3 nights in Chiang Mai,
had not been to Thai boxing stadium, before did not familiar with any stadiums in Mueang
Chiang Mai District, found out about the stadium by brochures/flyers and prefer to attend Thai

Boxing Stadium on 9-12 pm. any days.

The results regarding the service marketing mix factors affecting foreign tourists decision
towards attending Thai Boxing Competitions have shown that:

Three of product sub factors with the highest mean score that affected tﬁe respondents
were as followed: provide bar service, the program is interesting and number of fights scheduled.

Three of price sub factors with the highest mean score that affected the respondents were
as followed: reésonab]e price in comparison to the services, value for money (drink) and lower
ticket price than competitors. |

Three of place sub factors with the highest mean score that affected the respondents were
as followed: easy access to the stadium, sufficient ticket distribution locations and able to make
booking via the internet.

Three of promotion sub factors with the highest mean score that affected the respondents
were as followed: discount, brochures or flyers and recommendation from staff at place of
accommodation.

Three of people sub factors with the highest mean score that affected the respondents
were as followed: friendliness or hospitality of the staff, good personality of the staff and good
level of enthusiasm of the staff.

Three of physical sub factors with the highest mean score that affected the respondents
were as followed: good visibility of the seating, the cleanliness of the restroom and enough
seating.

Three of process sub factors with the highest mean score that affected the respondents

were as followed: ease of process, speed of seating process and speed of ticket selling process.





