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The purpose of this study “Influences of Services Marketing Mix on British Tourists in
Choosing Chain Hotels in Chiang Mai Province” aims at finding out the services marketing mix
which has influenced on British tourists in choosing chain hotels in Chiang Mai Province. The
sample population is 400 British tourists who accommodated in 13 chain hotels which associated
to Thai Hotels Association, Northern Chapter 1. The collecting tool in the study is a set of
questionnaires. Data analysis method consists of frequency, percentage, mean, standard
derivation, and chi-square. The study has 2 types of variables. The first type is independent
variables which is personal factors: sex, age, education, marital status, occupation and average
income per year. The second type is dependent variables which is services marketing mix:
Product, Price, Place, Promotion, People, Process and Physical Evidence.

The outcome of the study reveals that the services marketing mix has influenced on
British tourists in choosing chain hotels in Chiang Mai. In the services marketing mix, the most
important factor is people. The second one is process. The third factor is price. The fourth one is
product. The fifth factor is place. The sixth one is promotion and the last factor is physical
evidence.

The outcome of the relationship between personal factors and the services marketing
mix leads to the influences of choosing chain hotels in Chiang Mai. For Product, the personal
factors emphasize on brand and level of hotel stars, facilities and features in guest room, variety
and quality of food and beverages as well as and variety of facilities and services in hotel. In
terms of Price, the personal factors have a relationship with price, quality of food and beverages
and payment methods such as paying by cash traveler’s cheque, credit card, etc. For Place, the
personal factors associate with global chain hotel reservation and reservation and payment by
internet. In terms of Promotion, the personal factors have a relationship with television
advertisement and activities which arouse the awareness of society, environment and culture. For
People, the personal factors associate with quick and good standard of as well as staff that has
good personality and grooming. In terms of Process, the personal factors have a relationship with
the speed of check-in and check-out. Eventually, the personal factors, for Physical Evidence,
associate with the unique architecture of a hotel, the architecture which perfectly blends Thai
style with modern art, the interior decoration of rooms and the hotel, the uniqueness and the

elegance of the staff uniform as well as equipment and facilities which are distinct and trendy.





