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Abstract

The objective of this research are 1) to study customer satisfaction among Thai tourists
on service marketing mix 2) to study consumption behavior relating to revisiting and 3) For
comparison of customer satisfaction on service marketing mix (7Ps) influential in decision
making to revisiting. These objectives were targeted to Thai tourists using service between hotel
and homestay in Muang District, Chiang Mai Province.

The 400 Thai tourists in Chiang Mai Province were treated as the population of this study
using quota sampling methods. Questionnaires as an instrument were used for this study which
was self —developed, their reliability was 0.943. The precision of their contents have checked by
the experts. The statistics tools were employed to analyze the collected data for descriptive
statistics; including percentage, mean and standard

The comparison result showed that in each aspect including place, human
resources/service staffs, physical evidence presentation and service process influenced in
customer satisfaction on service marketing mix (7Ps) affected consumption behavior decision of
Thai tourists to revisiting between hotel and homestay were not different significantly. The most
influential aspect in making customer satisfied was human resources/service staffs. This aspect
also influenced in both hotel and homestay.

Keywords: Customer Satisfaction, Service Marketing Mix (7Ps), Customer Consumption

Behavior



