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Abstract

This research based on the findings related to foreign tourist hotel selection
within Chiang Mai Old City through online platforms for effective hotel business
management. Factors for decision making were analyzed based on the service marketing
mix (7Ps), which includes product, place, price, promotion, physical evidence, people,

and processes. The survey questionnaire was used to collect the data from 139 foreign
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tourists stayed in 81 hotels located in Chiang Mai Old City. Descriptive analysis was used
to examine factors effecting for hotel selection. The finding revealed that the physical
evidence, especially the uniqueness of the local arts, was the highest impact for hotel
selection followed by the factor of price. The factors of process, product, place, people,
and promotion were rated from highest to lowest respectively regardless the first two
factors. The findings from this study can be concluded that website imagery, appropriate
price, uncomplicated reservation process, accessible location, and reviews from the
previous guests were factors that the foreign tourists considerably selected for hotels
located in Chiang Mai Old City through online platform.

Keywords: Foreign tourist, Hotel choices, Service marketing mix, Online platforms
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Figure 1 Chiang Mai Old City (Shummadtayar & Ongsavangchai, 2018, p. 67)
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Service Marketing Mix 7 Ps
1. Product
2. Price Foreign Tourist Hotel
3. Place - Selection within
4. Promotion Chiang Mai Old City
5. People through Online Platforms
6. Process
7. Physical Evidence

Figure 2 Conceptual Framework
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Table 1 A details reviews of each factor indicates the main condition considered by

the guest
Service Marketing Mix Average S.D.
Value (%)
Physical evidence 4.19 0.79
Green space inside hotel 4.04 0.85
Open areas inside hotel 412 0.81
Natural air flow inside hotel a.17 0.78
Unique hotel style/type 4.33 0.71
Perceived safety aspects 4.30 0.71
Handicap accessibility 4.28 0.73
Hotel size (e.g. Number of rooms) 4.21 0.86
Parking space available a.17 0.80
Well organized services layout in hotel 4.11 0.84
Price 4.15 0.74
Fixed price (no hidden costs) 4.19 0.70
A variety of room prices 4.09 0.78
Value for money 4.18 0.74
Cheaper price when compared to the others 4.16 0.74
Process 4.14 0.74
Easy to make reservation 4.14 0.82
Quick response for problem solving 4.10 0.81
Free cancellation and no changing free 4.08 0.68
Clear hotel information 4.14 0.70
Choice of payment method a.17 0.73
Services 4.21 0.66
Place 4.13 0.71
Convenient location 4.19 0.71
Safe area/location 4.10 0.72
Close to tourist attraction/landmark/ communities 4.13 0.70
Located in famous area 4.13 0.70

Easy access to transport 4.09 0.74
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Service Marketing Mix Average S.D.
Value (%)
Product (Hotel) 4.13 0.77
Popular/famous/ well known 4.08 0.71
Cleanliness 4.09 0.73
Room comfort and Quality 4.10 0.64
Room facilities 4.10 0.74
Variety of room types 4.09 0.85
Beautiful room/hotel a.17 0.82
Size of rooms a4.17 0.79
Guest reviews 4.25 0.74
Hotel recreation activities a.17 0.84
Hotel Chain 4.09 0.87
People/Staff 4.03 0.74
Warm/friendly 4.12 0.80
Staff Communication Skills 3.87 0.70
Services 4.00 0.74
Knowledge/Professional skills 3.99 0.75
Staff well-mannered 4.09 0.73
Quick response from staff/helpful 4.12 0.71
Promotion 3.80 0.93
Discounted price 3.98 0.91
A package price 3.71 0.91
A special gift voucher from online advertisement 3.78 0.92
Regular advertisements of the hotel 3.76 0.97
Variety of occasional/seasonal promotions 3.80 0.94
anUseuna

NNNMIANYINGANTINLarALARTue Ve u s s ATTine JaduduUsyan
MsAaNA (7Ps) WU dnwaigmieneaw (X= 4.19, S.0=0.79) iHudsiinvieailedsinsunals
auddnpnnTign esnniinvessinAinsanidenlsiusuanndessulat Fadu il
Usinguuiiuleddesuaniiufisgudnuaus iiluendnualuesiosiuegedaau ussernia
Tngsouuanaieey fiuiaider uasiarumieuvesgunsaldwasaruazandmsuifing
Lanan1suUdadruiufinuUsslevinisldauegredaau fit Loo & Leung (2018, p. 90)
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