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ABSTRACT

The objectives of this independent study were to study Thai customer’s behaviors in the
selection and buying decision for hotel accommmodation services in the vicinity of Mueang
District, Chiang Mai Province.

This study was conducted basically with convenience random sampling method assisted
by questionnaires used in the interviews of 392 in house hotel guests. Statistical tools used in this
stud3-/ were frequency, ﬁercentage, arithmetic m.ean, independent sample T-Test and ANOVA.

According to the profiles of the respondent, most of them were females, aged between
31-40 years old, married status and hold bachelor degree. They were employees in private
companies with average monthly income 10,000 - 20,000 baht. .

The service marketing mix factors that affect the respondents’ decision making in using
sote] accommodation services in the vicinity of Mueang District of Chiang Mai were people,

process, price, promotion, product, physical evidence and process.



