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Abstract

This study applies a quantitative research method with the objectives 1) to study the
importance level of service marketing mix toward decision making to stay in hotel’s club room
in Pattaya and 2) to study the factor of service marketing mix affecting the decision making to
stay in hotel’s club room in Pattaya. The data was collected from 384 Thai tourists who used
to stay in hotel’s club room in Pattaya by using the closed-end questionnaires with 5 level of
Likert’s scale. The descriptive statistics were used to analyze the importance level of service
marketing mix while the inferential statistics, Multiple Regression Analysis, was used to analyze
the factors of service marketing mix affecting the decision making to stay in hotel’s club room.
The result revealed that service marketing mix factor of person demonstrated highest
importance level at X = 4.49, followed by factors of product and service, and process
respectively. There were 4 factors of service marketing mix; person, price, process, and physical
evidence, affecting the decision making to stay in hotel’s club room in Pattaya with significant
level of .05. Hoteliers can apply the outcomes of this study to decide guidelines for developing
strategies in response to attracting club room customers and increasing their competitive

advantage.
Keywords: Service Marketing Mix, Decision Making, Club Room
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U98ATUANWULNIINIBAIN X S.D. STAU JUAU
gunsalidentd vinlvsanazmnaue 447 058  wniia 1
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a v 1 [
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Y
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UadesunszuIunsg X S.D. STAU JUAU
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SEUURRWIDINTIgNFABINIUEN 448 057  wnvign 2

Y
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M15199 8 (5)
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B t Sig.
FUNAR LAz U3N1S (Product/Service) 0.13 2.52 0.12
A1u31A1 (Price) 0.15 3.49 0.00
FUYeINeN1sInTMIe (Place) 0.02 0.41 0.68
FUNTANETUNITRAA (Promotion) 0.04 1.05 0.29
AuyAAa (People) 0.20 3.64 0.00
FUNTEVIUNTT (Process) 0.09 1.94 0.05
PudnwznI9N18AIN (Physical Evidence) 0.19 3.35 0.00

a o [ [y

* Afuddyneadafisediu 05
dsUuazaiusnenanisiY

AsAnwdes Jasudiudszaunisnsnainuinig 7Ps fidnasenisanduladoninluies
Club Room wadlssusalutilesingt fwminvays vesinvisadisrralne duanisasu efusewa
wasdelauauuy fall

A3UNAN33Y

dleAnwladediutszaunmnenisnaaiidnasenisideninluies Club Room vaslsausuly

Wwalilaaine JamInvays wui
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J938@mUsLaUNIINISAAINUINTAIRanan1sAnaulaaantaennuseLnn Club Room 89

Tsausu laun Jadeaiuyana A1usIn1 AuanBaEINIEnm wazaunszuaunis Wuladendl

o w
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a 1% [ [ [ v v A o ' ~ 2/ o w ~
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9

n1saslsvaunsaiifuazaiennuuanaslunisuinis Jedemalitadeauyaainsinadenis
aaduladenlduinisgsianiin Feaenndosiuauideves Soulidou, Karavasilis, Vrana, Kehris,
Theocharidis, and Azaria (2018) Tituinypainsvisentnauuinmsdunislutdendnvosuieli
o L% dl‘ U A =4 d' % a g.J/ LY 1 1 Ly =) ’oj U 1 d‘ a b4
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<
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