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The purpose of this research was to study the difference between personal factors

and perceived service superiority of Thai tourists.

The subjects were two hundred samples of Thai “tourists who were more than 15
years old and travel aboard by using a travel agency. The instrument was The Service
Quality Scale which comprised of 5 dimensions: Tangibles, R?liability. Responsiveness,
Assurance and Empathy.

Major findings were as follows;

1. Tourists with different gender did not perceive service superiority differently.

2. There was a significant differences in the perception of service superiority among
tourists of different age groups (p<.05). The 15-30 year old tourists were satisfied
with the service than tourists in the other age groups.

3. There was a significant differences in the perception of service superiority among
tourists of different income groups (p<.01). The lower income 10,000 baht tourists
were satisfied with the service than tourists in the other income groups.

4. Tourist with different sources of expense significantly service superiority differently
(p<.01) in the empathy dimension. Tourists whose expenses were paid by others

were more satisfied with the service than tourists who paid their own expenses.
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