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Abstract

According to the importance of tourism in Thailand, especially hotel and
resort sectors, which are the highest proportion in the travel industry, combined with the
negative factors from economic slowdown and political unstability, etc. result in the
recessive situation of tourism in recent years. The rate of growth is lower than it should
be. In addition, a high-price resort (rates up to 2,500 baht per night) is also in"a risky
situation than other industries due to excess-supply condition. But the government and
public sectors supports make the industry potential and is able to establish a
competitive advantage in order to survive under the volatile situations by using the right
marketing strategy and tools which are needed to be consistent with the customer
behavior, including factors in the decision.of tourist accommodation. Satisfying the
customers will result in a long-run effective performance of the firms.

Due to the differences of the tourist behaviors, it is necessary to study the
different groups of tourists. And also.study how the differences affect the evaluation in
decision-making process of service marketing mix factors in order to determine the most
appropriate marketing strategy. This study devides the tourism behaviors into four types
as follows:

1. Divided by the travel (with staying overnight) time

2. Divided by the average number of days of staying overnight

3. Divided by the average freq[:ency of travel with overnight stays per year

4. Divided by the cost of travel per person per stay

This research studies how that tourists in each group focus on the factor of
service marketing mixes in decision of high-price resort accommodation. The service
marketing mixes factors including factors such Products, Price, Distribution Channelg.
Promotion, People, Physical Evidence, Partnership and Programming.

This study is quantitative using a form of survey research and collect data
through the 385 questionnaires. The Questionaires comprise of online and normal

Questionnaires. The scope of population is Thai tourist who lives in Bangkok and vicinity.
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Descriptive statistics -and one-way analysis of variance (One-Way ANOVA) are used as
an analysis tools in this study.

The resuits of this study are the respondents gave the first priority to the
service from ‘People’ factors (or service providers) with the high level of importance. The
factors in the service plan. The Promotion and Programming factors are rated as a
medium level of importance which is consistent with the concept of service marketing
mixes by Morrisson (1989). He mentioned that the normal marketing mixes (ﬂ P's) may
not be enough to describe some situations in the service sector, especially the hotel
industry, because of the emotional utility of customer's expectations in services.

In addition, this study reflects the results that conflict with the following
~ researches: Kanokporn Siriroj (2002), Krit Kanchanakitti (2003), JD Power and
association (1999) and Kevin KF Wong (2002) which mentioned that the most important
factor for determining the resort accommodation is Price. This probably due to the
population of this study which required tourists to stay in a high-price resort resort, this
requires respondents to have a stable economic status.

And the hypothesis testing found that four different travel behaviors are
affect an evaluation of factors in service marketing mixes place in decision-making of

high-price resort accommodation significantly.
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