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Tourist Servey Questionnaire
“ Marketing Factors Related Customers' Decision against Service of Koh Chang Resortel at Trad
Province”
You willingness to invest time in sincerely completing this questionnaire is very much
appreciated, Please check (/) or complete this questionnaire. They will be used for further development

of hotel service.

Part 1 : Personal Data

1 Sex
O Male O Female
2. Age
O  Under20 O 2029
O 30-39 O 40-49
O Over 50
3. Education

O  Lower than Bachelor's degree O  Bachelor's degree

O Master's Degree - O Doctor’s degree

4. Occupation
O  Student O Firm owner
O  Government/ State enterprise officer O Employee / Labourer
O  Housewife O Retired / Unemployed
O  Other ( please specify ) ...............

5. Incomes par month
O  Lowerthan 5,000 baht 5,000 — 9,999 baht

O 10,000 - 14.999 baht 15,000 - 19,999 baht

O OO

O 20,000 - 24.999 baht Over 25,000 baht
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Part 2 : Marketing factor

Instructions : Please full fill this questionaire (/)

Composition of marketing Agreement’s level

Very good/ Good/ Fair/ Poor/ Very poor/
Strongly Agree Neutral Disagree Strongly

agree disagree

1. Product/Service

1.1 Fame of hotel

1.2 Room’s quality

1.3.Restaurant’s quality

1.4 Landscape

1.5 Activity

2. Price

2.1 Many room type and room rate

2.2 Special discount for buy more

1 room

2.3 Special discount for buy more

1 night

2.4 Fair price of food

2.5 Fair price of activity

3. Place / Distribution

3.1 History and fame of hotel

3.2 Many ways for booking

3.3 Open daily

3.4 Payment is comfortable

3.5 The customer can contact to the hotel

in many ways.

4. Promotion

4.1 Room include breakfast

4.2 Room include activity

4.3 Room include ferry’s ticket

4.4 Package tour
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Composition of marketing

Agreement'’s level

Very good/
Strongly

agree

Good/
Agree

Fair/

Neutral

Poor/

Disagree

Very poor/
Strongly

disagree

4.5 Special price for long weekend

5. People

5.1The customer assistant has

service mind

5.2 The hotel's officer has service mind

5.3 The hotel's officer can explain and

suggest about travel on Koh-Chang

5.4 The hotel's officer have many hotel

skill.

5.5 The customer assistant can make

good present to customer.

6. Physical Evidence

6.1 The hotel has suitable place.

6.2 The way to go to hotel is easy and

comfortable.

6.3 The customer can contact hotel by

hotel's website.

6.4 The customer can contact direct

way to hotel by Bangkok office.

6.5 The customer can get the hotel's

advertisement in many ways.

7. Process

7.1 Good service from hotel officer

7.2 The customer get comfortable for

Check in and Check Out

7.3 The front office can be service all

time.

7.4 Hotel has many activity such as spa etc.
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Agreement's level

" . Very good/ Good/ Fair/ Poor/ Very poor/
Composition of marketing
Strongly Agree Neutral | Disagree Strongly
agree disagree
7.5 The hotel officer can make a few time
in service for customer.
Part 3 : The determination for choose Koh-Changresortel
Instructions : Please full fill this questionaire (/)
The determination for choose Koh-Changresortel Agreement’s level
Very good/ Good/ Fair/ Poor/ Very poor/
Strongly Agree Neutral | Disagree Strongly
agree disagree

1. Ploblem Recognition

1.1 You want to go to Koh-Chang

1.2 Choose Koh-Changresortel by

image and quality

1.3 Choose Koh-Changresortel
because it easy to go and near

downtown.

1.4 Choose Koh-Changresortel by

compare with price and quality.

2. Information Research

2.1 Find the information from your

family’s member.

2.2 Find the information from your

friends

2.3 Find the information from the

advertisement.

2.4 Get information from events.

3. Evaluation of Alternative

3.1 The price's comparative.




109

The determination for choose Koh-Changresortel

Agreement’s level

Very good/
Strongly

agree

Good/
Agree

Fair/

Neutral

Poor/

Disagree

Very poort/
Strongly

disagree

3.2 The comparative of hotel's fame.

3.3 The comparative with the same hotel

standard.

3.4 The comparative of hotel service.

4. Decision

4.1 You choose Koh-Changresortel
because the hotel's officer give

a good suggestion.

4.2 You choose Koh-Changresortel for

fair price.

4.3 You choose Koh-Changresortel
because you want to stay at

Koh-Chang resortel by your own.

4.4 Next time, If you come to
Koh-Chang. You will come bac to

Koh- Chang resortel again.

5. Post-Purchase Behavior

5.1 The customer was satisfy in hotel

factilities.

5.2 The customer was satisfy in service.

5.3 The customer was satisfy in food'’s

quality.

5.4 The customer was satisfy in hotel

atmosphere.

5.5 The customer was satisfy in hotel

activities.
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Part 4 : Suggestion

1. Service

Thank you for your kindness for fill out this questionnaire.

We will bring it to make better service.
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