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ABSTRACT

The purpose of this independent study was to study services marketing mix factors
affecting sale representatives towards selecting hotels in Mueang Lampang District

In this study, questionnaires were used as a tool to collect data from customers who
stayed at hotels in Mueang Lampang District. There were 390 samples. All obtained data were
analyzed by descriptive statistics which were frequency, percentage and mean.

The results showed that services marketing mix factors affected consumers at high
level. The highest average ranking of those factors were place and promotion at the equal average
The second were price and process at the equal average. People, physical evidence and product
were tanked respectively.

The top highest average ranking of subfactors in each service marketing mix factors
was the followings. For product factor, the top subfactor was 24-hour securities system, for
examples the system along the walk way, in the building and at the parking lots. For price factor,
the most important subfactor was calculating price and other service charge correctly. For place
factor, the top subfactor was plenty parking lots. For promotion factor, the highest subfactor was
having brochure to introduce the hotel about price, room picture, map. For people factor, the
highest subfactor was good caring. For process factor, the highest subfactor was can cancel room
booking in late morning or afternoon. For physical evidence factor, the highest subfactor was

well-organized parking lots.



