A A 1% v a ' = Aa 19 a
PALIDINIAUANUUUDIAIL muﬂizaummmﬂmmimwamguﬂmmﬂm

lumsaenTsausuludunoiiosdiia

[

a da
é!%ﬁl‘l! UNWAN HUUNT UTTHNITY

Saan VIMIIFINIMIUNG (MIAa1R)

¢ Yy v a ¢ A ¢
i’]"l‘iﬂ‘iﬂ‘ﬂlﬁﬂ‘ﬂ"lﬂ1§ﬂuﬂ]]!!ﬂﬂ@ﬁﬁ% FONANTANTIVITYDTIVT WUTIN

De

=Y

Y v A S A = ' A Aa
NITAUANUUUDFITU U ﬁq‘ﬂﬁgﬁ\?ﬂlw@ﬁﬂ]ﬂ']ﬁTL!ﬂﬁzﬁuﬂ’]ﬁﬁa’]ﬂﬂﬁﬂ’]ﬁ‘ﬂuﬂa

1 Y a A o A o < Y 9y
aod U3 Inaw1a Inelunisidenlssusuluduneiiiosdre inusausiudoyalas 1y

QU

(2

HUVEOUDINIINNGNAI081981UIU 300 518 uazilszudanalasldadmFanssaun

sznoudis ANud Foeas uazAnaY

=2 1

] ty] ] (] a3 [
HANSANEINDI  ngualesadumIniluwaye o1gszrine 3140 1
= ) A = o A v A Yy A 1A
msaneszaufSyanas dsznevedwminauussn lsweldndeasidou 8,001 - 15,000
= Aa o 1 [ L= 1
VI Ui ey ludaniames vy
9 Y o W 1 1 a A A
ArounuuaeunwIdanudnyaeaulszaumsaaiauimsninalunmaaon
o A ° o 1 da/ o w A9 I Y
Tsasuluduneiiosdhdsae 1l Srduusnfomuyaaing sesasuniludunszuiums
a A a [ I'd v o ]
1FUTMT AIUTIAT AUFUFTUDNINYNTN STUNAAN U A1UNITIATINUIY LAZAIUNT

9
AUATUNTARIA MUAIAL W'ﬁﬂ1iﬁﬂ‘]ﬂ1ll@]ﬁ$ﬂﬂi}81u51ﬂﬁ$!®8ﬂﬂ\1ﬁ

v 9 {aa A v Y Aa A { [ o w o w
ﬂ%ﬂﬂﬂ1uuﬂa1ﬂiﬁn@ﬂ‘ﬁ1ﬂlﬁﬁﬂWi)clélfﬂ‘iﬂTﬂ/IllﬂnﬂaEJEZ@U?]’NM’(?H?]‘EU 3aiay

9

=

= v 9 o =} o o I I a 9 1
INAND? ﬂﬁ]%ﬂﬂWﬂWHﬂ\ﬂHfﬁfﬂ1WllaZﬂJiJL}‘HEIﬁiJWH‘ﬁﬂ i’é]\?ﬁ\?ﬂ'llﬂuﬂiﬂ'li@'ﬂﬂ']lmnﬂElll Uag

o = VoA A Y Y
Wummummmwaammzmmm”la’nﬂi]'lﬂ

] ' '
Ana A 1 FY =W = [

Patesrunszurumsnioninanedlgusnisnlinundeszaunnudiny 3

o w A v 9 Y a Y [ [ Ia Y 9 o

ANNUVLUINAD ﬁﬂﬂEJ@TLJﬂi%‘U’J’Hﬂh'ﬁl?iﬂifﬂi@TLJﬂ’Nllﬂﬁf]ﬂﬂﬂ@l@ﬂiWUﬁuﬂl@d@ﬁﬂWﬂ
< Y a ~ [ =)

i’é]\‘]ENNWLﬂuﬂiZU’Juﬂ1iGl1’T1Jiﬂh"sﬂu%@ﬂiﬂﬂﬂﬁ@ﬂﬂ&llmmWﬂﬁ‘Wﬁ] HAagNITUIUNITION

v o A 3
UOINNNTIALI



v o w A

Pademusimnuonsnaded 1¥uIMsnlamassEaUANNAIAY 3 S1AULINA

Y [ { a3 [ Iy Y
Patedusaieannnmuz ay sesasuuiuladediuuanisiaioain isamu tag 5101
A3 N AIDIUITANVALAIN NN TY

Yadearudaindusnianieniunioninaaed 1duin1snliaunaeszay
ANudIRY 3 1MuuInAe T8 I1UANNEZ01AYTNUEIUAII VDY 1TUTUUALHOINWD

I ) 1 @ 1 A
sosaaniulatemsoonuuuanuainieluieawn LaznseonuuUANUAILTI 153051
[ a [ sAAA A 1 a § 1 y [ o o o W
Tosamunaasusinlonswaaed lgusmsiliaundeszauanudidy 3 19
A v 9 ~ [ @ I A I =\ A 1%

usnfe Javeaumsissuusnvianuaoanslunswoay sesaanniluimiesslsusinia

= d’ o %l 1
naziingeeriniigu

v ¥ o ' { A Jq Y a { ' { o 9
JadeA1un1sTaiminenuansnaner [9UsnsniauadsssauAINdIAY 2

5]

o w A

v Y o Y @ @ 4 I~ @ 9 @
A19UuINAD TITIMUMTIVIIN NN Iaen1a Insann se9asuilunssusnsioann lag
a A~
UMD
[ 1 a 4 a a 1 Jdq ¥ a { 1 1 [
JadearumsauasunIsna1anuonsnaaed 15U 1sNNANRTeTEZA
o W o w A v 9 o Jq ¥ a 9 o I v 9
ANuaIAgy 3 Mauusnae Jeseaumsuuzihldlsusmsnnauian sesauiudedeaiuns
9 I A A 1 v 3 A o Y a Y o A
Tadruaalunsiiey wumsnndunaimalsdy taznsuuziin 1MuInsnnAUgINIiD

PANTNIAY

e



Independent Study Title Services Marketing Mix Affecting Thai Consumers

Towards Selecting Hotels in Mueang Lampang

District
Author Miss Hemnipa Hunhirun
Degree Master of Business Administration (Marketing)
Independent Study Advisor Assoc. Prof. Orachorn Maneesong
ABSTRACT

The objective of this independent study was to study services marketing mix
affecting Thai consumers towards selecting hotels in Mueang Lampang district. The samplings
were specific to 300 customers by using questionnaires; the data derived from the samplings were
analyzed by using descriptive statistics consisting of frequency, percentage and means.

The findings showed that the majority of respondents were 31-40 years old males
who held Bachelor’s degree as their highest educational level, were officers in private sectors,
earned 8,000-15,000 baht for incomes, and were the resident of Chaingmai Province.

The study showed that the services marketing mix which affecting Thai consumers
towards selecting hotels in Mueang Lampang district ranked as follows ; people, process, price,
physical evidence, product, place and promotion respectively. The top three sub-elements of each
factor were ranked as follows;

The people factors which mostly influenced the customers with the first three
average of importance level were politeness and interpersonal relations, equally services qualities,
and reliability of service providers.

The process factors which mostly influenced the customers with the first three
average of importance level were consumer safety and belonging safety processes, enough and

safety car park processes, and ability to give prompt room reservation services.



The price factors which mostly influenced the customers with the first three average
of importance level were reasonable price, remarkable price range signboard, and reasonable
price for extra services.

The physical evidence factors which mostly influenced the customers with the first
three average of importance level were cleanliness for hotel surrounding and rooms, room
decoration, and surrounding decoration.

The product factors which mostly influenced the customers with the first three
average of importance level were safety systems for possessions, air-conditioned, and water
heater.

The place factors which mostly influenced the customers with the first two average
of importance level were hotel reservation by telephone and internet.

The promotion factors which mostly influenced the customers with the first three
average of importance level were suggestion from acquaintances, discount for special case for
example discount for several nights stayed, and recommended from acquaintances to get hotel

special offer.



