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ABSTRACT

This independent study aimed at exploring service marketing mix affecting foreign
customers towards selecting golf courses in Chiang Mai province. Data collection was compiled
by the distribution of 385 questionnaires to foreign customers in Chiang Mai province. The given
data were then analyzed by descriptive statistics composing of frequency, percentage, and mean.

Based upon the findings, most respondents were married Asian male over 51 years old
running their own businesses. The average monthly income was over US$ 10,000. Most of them
were members of golf courses. The frequency of using the golf course was once a week. The
average time spent at the golf course was 4 — 5 hours for each visit. The purpose of using the golf
course was to relax. Most of them have been to golf courses in Chiang Mai 5 — 6 times. Most of
them were not members of the golf courses in Chiang Mai. The usual time to use the golf courses
in Chiang Mai was before 9.00AM. The average time spent at the golf course in Chiang Mai was
4 — 5 hours for each visit. They spent less than 7 days in Chiang Mai during their last visit. Their
main purpose of visiting Chiang Mai was to play golf. People with the most influence on
selecting the golf course were the respondents themselves. The golf course in Chiang Mai where
they most often visited was Alpine Golf Resort - Chiang Mai. They usually gained information
regarding the golf courses in Chiang Mai via their close-friends. The extra service they used at
the golf courses was hiring caddies. Most respondents had the highest level of satisfaction

regarding the overall service of the golf courses in Chiang Mai. Most respondents would come



back to play golf in Chiang Mai and would certainly recommend their friends / acquaintances to
play golf in Chiang Mai.

According to the study, the service marketing mix factors which affected their golf
courses selection decision at high level were Product, Physical Evidence, and Process
respectively. The service marketing mix factors affected their golf courses selection decision at
medium level were People, Price, Place, and Promotion respectively.

In terms of Product, the topmost sub-factor affecting their decision was challenge of the
golf course. Physical Evidence, the topmost sub-factor affecting their decision was reputation of
the golf course. In terms of Process, the topmost sub-factor affecting their decision was smooth
queue management for golfer groups. In terms of People, the topmost sub-factor affecting their
decision was service staffs who treat every customers equally. In terms of Price, the topmost
sub-factor affecting their decision was the total golf course fee. In terms of Place, the topmost
sub-factor affecting their decision was location near the city. And in terms of Promotion, the
topmost sub-factor affecting their decision was advertisement on brochures/flyers and travel

magazines.



