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ABSTRACT

The purposes of the study are; (1). To find level implementation of
marketing oriented strategy, marketing innovation strategy, Awareness of
changing in Marketing environment for improve marketing performance
and level of marketing performance improvement by using marketing
oriented strategy, marketing innovation strategy, Awareness of changing in
Marketing environment of four and five stars hotel in Thailand (2). To find
level relationship of Marketing Innovation and Awareness of changing
in Marketing environment toward Marketing Performance for four and
five stars hotel in Thailand. (3). Development The relationship model of
Marketing oriented strategy Marketing innovation strategy and Awareness
of changing in Marketing environment toward on Marketing performance
of four and five stars hotels in Thailand.Methodology: Quantitative research
and simple are 97 four star and five star hotels in Thailand. This research
collected data by questionnaire from all level management position in sale
and marketing department. Results show for first purposes; level imple-
mentation of Marketing environment are highest.and marketing oriented
strategy are higher than marketing innovation strategy. Level of market-
ing performance, customer retentions is the highest.Second purposes;
relationship of marketing oriented strategy direct effect and indirect
effect through Marketing environment marketing innovation strategy tfoward
marketing performance.Third purposes;This research model are MP = 0.187*
MO + 0.168 MKI + 0.936" MKE; (MP= marketing performance MO= marketing
oriented strategy, MKI = marketing innovation strategy and MKE= Awareness
of changing in Marketing environments) The reresearch benefit; to prepare
hotel marketing strategies and policies in  Thailand for Free Trade Area

(AFTA) agreement in Asian Economic Cooperation(AEC)

Key word ; Marketing oriented strategy, Marketing innovation strategy,

Marketing environment, Marketing performance
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