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ABSTRACT

This independent study aimed at examining the satisfaction and importance levels of customers
towards service marketing mix factors of Kodchasri Thani Chiang Mai Hotel, Chiang Mai Province.
Questionnaires were used as the tool to collect data from 200 samples, consisting of 180 foreigners
and 20 Thais in according to the tourist proportion. The findings presented that most samples were
married female aged between 30-39 years old with Bachelor’s degree. They were mostly a company
employee earning average monthly income at the amount of 25,000-50,000 Baht. For Thai
respondents, they mostly resided in the central Thailand. For foreign respondents, they were mostly
from Asian countries. The respondents traveled with family for leisure purpose. It was their first
time to stay at Kodchasri Thani Chiang Mai Hotel and they stayed there in the Deluxe type of room
for 2-3 nights. They received the information of the studied hotel from Internet and the service that
they mostly took from the studied hotel was wireless Internet connection. Service problem that
mostly found at the studied hotel was about the noise and the complaint for the studied hotel that

was mostly raised was the poor wireless Internet connection.

According to the Important-Performance Analysis: IPA, the findings presented that service
marketing mix sub-factors of Kodchasri Thani Chiang Mai Hotel were mostly categorized in

Quadrant B, which denoted the service attributes that well responded to customer satisfaction with



high level of importance. However, the sub-factors of room reservation by phone, discount for
online-booking, proper rate comparing to room quality, Wi-fi Internet service, room facilities,
discount for long stay, rates of food, bakeries and beverage were categorized in Quadrant A, which
denoted the service attributes that the special attention and urgent improvements were required as
they were very important to customers but without adequate reaction, which later on caused them

dissatisfaction.

Hereafter were shown the sub-factors found in Quadrant C, which denoted the service attributes that
were not important to customers with low priority to be improved: convenience in making
reservation via tourist companies or agents, online-promotion, location near shopping centers,
swimming pool service, transportation fee, transportation service, mini-bar rates, information
circulations, and promotion package to be sent to customers via post or email, roadshow and booth
sales in Thai Tourism Fair, advertisement via local media, advertisement via mainstream media
such as television programs and radio, distribution of gift/tokens in special occasions, availability of

fitness room, laundry rates, bike service, and personal museum service.

Hereafter were shown the sub-factors found in Quadrant D, which denoted the service attributed
that were over important to the customers but less important to the process of decision making:

unique exterior design, parking service, and turndown services.



