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This questionnaire is surveying customers ’s satisfaction of Manee Guest House.  It is a partial 

fulfillment of Master’s Degree in Business Administration curriculum, Business Administration 

faculty, Chiang Mai University. The objective is to examine customer satisfaction of Manee 

Guest House in order to improve  and develop the service quality and  procedure,  thanks to all of 

the cooperation which may receive from the respondents. 

Part I  Demographic Survey
 Please mark  in the bracket (   ) in front of the information you selected 
1. Your Gender is. 

  (    ) 1. Male (    )  2. Female 

2. Which of the following categories best describes your age? 

  (    ) 1. Under 20 (    )  2. 20 – 29  

  (    ) 3. 30 – 39  (    )  4. 40 – 49  

  (    ) 5. 50 – 59   (    )  6. 60 or older 

3.     Which of the following categories best describes your highest level of education? 

  (    ) 1. Secondary degree (    )  2.  Vocational degree 

  (    ) 3. Bachelor’s degree                         (    ) 4. Master’s degree or higher 

4. Which of the following categories best describes your marital status 

  (    ) 1. Single   (    )  2. Married  

  (    ) 3. Divorced /Separate   

5. Which of the following categories best describes your occupation? 

  (    ) 1.  Student  (    )  2. Government/state enterprise 

  (    ) 3. Business Employee (    )  4.  Proprietor  

  (    )  5. Others please specify………. 

6. Which of the following categories best describes your monthly income? 

  (    ) 1. Below US$ 1,000  (    )  2. US$ 1,001 – 1,500  

  (    ) 3. US$ 1,501 – 2,000 (    )  4. US$ 2,001 – 2,500 

  (    ) 5. US$ 2,501 – 3,000 (    )  6. Over US$ 3,001 
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7. Number of persons who accompany you during person this trip? 

  (    ) 1.  None  (    )  2. 2 – 4 persons  

  (    ) 3. 5-7 persons (    )  4. 8 -10 persons 

                     (    )  5. Over 10 persons 

8. What is your main purpose for travelling to Chiang Mai province?  

             (    ) 1. Vacation / holidays (    )  2. Business  

  (    ) 3. Education (    )  4. Seminar 

  (    ) 5.  Others please specify………. 

9. How many times have you been to Chiang Mai province? 

  (    ) 1. This is the First time (    )  2. 2 – 4 times 

  (    ) 3. 5 – 7 times  (    )  4. 8 – 10 times 

  (    ) 5. More than 10 times  

10. How do you travel to Chiang Mai province ? 

  (    ) 1. By my own vehicle (    )  2. By bus 

  (    ) 3. By plane (    )  4.   By train  

                     (    )  5.  Others please specify………. 

Part II   Your information toward the services of Manee Guest House. 
11. How did you know Manee Guest House? 

  (    ) 1. Walk in  (    )  2. Internet 

                     (    )  3.   Guide book                                   (    )   4.   Recommended by friends 

             (    )  5.   Others please specify………. 

12. Have you ever stayed at this guest house before? 

  (    ) 1. Yes, I have. (    )  2. No, I have not. 

13.   If yes, when did you stay last time? 

                     (    )  1.   Last week                                     (    )   2.   1-3 months ago 

                     (    )  3.   4-6 months ago                            (     )   4.   More than 6 months

14. How long did you stay at Manee Guest House last time? 

  (    ) 1. 1 – 3 nights. (    )  2. 4 – 7 nights 

  (    ) 3. 8 – 12 nights. (    )  4. 13 – 20 nights 

  (    ) 5. 21 – 30 nights (    )  6. Others please specify………. 
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15.    How long do you plan to stay at Manee Guest House this time? 

                    (    ) 1. 1 – 3 nights. (    )  2. 4 – 7 nights 

  (    ) 3. 8 – 12 nights. (    )  4. 13 – 20 nights 

  (    ) 5. 21 – 30 nights (    )  6. Others please specify………. 

16. Who decide which guest house to stay? 

  (    ) 1. Your own decision (    )  2. Person who accompanies you 

  (    ) 3. Relative / friend in Chiang Mai (    )  4. Travel agency 

  (    )  5. Others please specify………. 

17. Why did you choose to stay in a guest house when coming to Chiang Mai province? 

 (You are able to check more than 1 answer) 

  (    ) 1. To save money  

  (    )  2. Recommended by friends / relatives 

  (    )  3. Recommended by a guide book 

  (    )  4. Recommended by a travel agency 

  (    )  5. I want to have an experience staying in a guest house 

  (    )  6. I like the atmosphere and decoration of guest house 

  (    )  7. I like the friendliness and courtesy of the guest house staffs 

  (    )  8. Other please specify ………………………………………………………. 

18. What style of the room do you prefer? 

  (    ) 1. Nature & Simplicity          (    )  2. Local culture decoration 

  (    ) 3.  Environmental concern decoration (    )  4. Others please specify………. 
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This questionnaire is surveying customers ’s satisfaction of Manee Guest House in Chiang mai

Part 2 
 Please mark  in the box, which indentify  the level of service that you expected 
from Manee Guest House 
Point 5    =  Strongly agree        4  =  Agree        3  =  Neutral        2  =  Disagree       
 1 =  Strongly disagree 

Service Marketing Mix 

Do You agree that Guest House 
with price 300 – 600 baht.

Should provide the following 
expected service ? 
(Before service) 

5 4 3 2 1 
1.  Product / Service

1.1  Clean and comfortable rooms. 

1.2  Room facilities are ready to use. 

1.3  Provide variety of services.

        (e.g. Tour Guide, Laundry) 

1.4  Peaceful environment and feel safe to stay. 

2.  Price

2.1  Reasonable room rate. 

2.2  Room rate can be negotiate. 

2.3  Provide alternative payments. (e.g Cash, Credit Card). 

       Payment can be settled before check in or after check out. 

3.  Place

3.1  Easily accessible to Guest House. 

3.2  Close to tourist area and downtown. 

3.3  Convenient method of room reservation 

3.4  Easily acknowledgeable of Guest House information 
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Service Marketing Mix 

Do You agree that Guest House 
with price 300 – 600 baht.

Should provide the following 
expected service ? 
(Before service) 

5 4 3 2 1
4.  Promotion

4.1  Advertisement on guide book, internet.

4.2  Setting room rate for high / low season.

4.3  Organize sales promotion during low season or for 
        long stayed customers.

4.4  Provide late check out service.

5.  People (Staff service)

5.1  Staffs dress politely. 

5.2  Good and immediate service of staffs.

5.3  Courtesy service of staffs.

5.4  Staffs have enough knowledge to answer questions
       and have problem solving skill.

5.5  Provide safety concern service.

6.  Service Procedure 

6.1  Quickly check in and check out. 

6.2  Immediately solve to problem with accuracy.      
6.3  Immediately provide other information.      

7.  Physical evidence

7.1  Clean environment and good quality room and service

7.2  Feel safe to stay. 

7.3 Nice and beautiful environment inside Guest House

7.4  Provide other services (e.g. Tour, Trekking, Rent a Car, 
Laundry, Free WiFi net).
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Customer satisfaction towards the services 

Service Marketing Mix 

Do You agree with the provided 
services of Manee Guest House? 

(After service) 
5 4 3 2 1 

1.  Product / Service

1.1  Clean and comfortable rooms. 

1.2  Room facilities are ready to use. 

1.3  Provide variety of services.

        (e.g. Tour Guide, Laundry) 

1.4  Peaceful environment and feel safe to stay. 

2.  Price

2.1  Reasonable room rate. 

2.2  Room rate can be negotiate. 

2.3  Provide alternative payments. (e.g Cash, Credit Card). 

       Payment can be settled before check in or after check out. 

3.  Place

3.1  Easily accessible to Guest House. 

3.2  Close to tourist area and downtown. 

3.3  Convenient method of room reservation 

3.4  Easily acknowledgeable of Guest House information 

4.  Promotion

4.1  Advertisement on guide book, internet.

4.2  Setting room rate for high / low season.

4.3  Organize sales promotion during low season or for 
        long stayed customers.

4.4  Provide late check out service.
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Service Marketing Mix 

Do You agree with the provided 
services of Manee Guest House? 

(After service) 
5 4 3 2 1

5.  People (Staff service)

5.1  Staffs dress politely. 

5.2  Good and immediate service of staffs.

5.3  Courtesy service of staffs. 

5.4  Staffs have enough knowledge to answer questions
       and have problem solving skill.

   

5.5  Provide safety concern service.    
6.  Service Procedure 

6.1  Quickly check in and check out. 

6.2  Immediately solve to problem with accuracy.      
6.3  Immediately provide other information.      

7.  Physical evidence

7.1  Clean environment and good quality to stay.

7.2  Feel safe to stay.    
7.3 Nice and beautiful environment inside Guest House    
7.4  Provide other services (e.g. Tour, Trekking, Rent a Car, 

Laundry, Free WiFi net).
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Problem and suggestions 
Please specify only one problem you often found when you stay at Manee Guest House. 

1. Product 

 Room small.  Dirty room. 

 Uncomfortable mattress.  Small bed. 

 Old room facility.   Provide less Chanel of T.V. 

 No balcony.  No window. 

2. Price 

 Unreasonable room price.  Complicate payment. 

 Nonnegotiable room rate.   No discount. 

3. Place 

 Inconvenient area.  Small Guest House’s sign board. 

 No parking space.  No restaurant provide. 

4. Promotion 

 No Advertisement./ P.R.  No sale promotion. 

5. People 

 Impolitely staffs. 

 Staff haven’t knowledge to service. 

 Staff haven’t problem solving skill. 

 Guesthouse has not enough staffs 

6. Physical Evidence 

 Unstable internet signal 

 Uncomfortable room 

 No restaurant provided 

 Unpleasant environment around guest house 

7. Process 

 Take long time to check in 

 Take long time to check out 

 Provide slow service 

Take long time for payment 
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Suggestion :
 ……………………………………………………………………………………………….. 

 ……………………………………………………………………………………………….. 

 ……………………………………………………………………………………………….. 

 ……………………………………………………………………………………………….. 

 ……………………………………………………………………………………………….. 

 ……………………………………………………………………………………………….. 

 ……………………………………………………………………………………………….. 

 ……………………………………………………………………………………………….. 

 ……………………………………………………………………………………………….. 

 ……………………………………………………………………………………………….. 

 ……………………………………………………………………………………………….. 

 ……………………………………………………………………………………………….. 

 ……………………………………………………………………………………………….. 

 ……………………………………………………………………………………………….. 

 ……………………………………………………………………………………………….. 
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ANOVA

Sum of 

Squares df Mean Square F Sig.

Product Between Groups 1.340 2 .670 2.794 .063

Within Groups 71.206 297 .240

Total 72.546 299

Price Between Groups .956 2 .478 1.303 .273

Within Groups 108.905 297 .367

Total 109.861 299

Place Between Groups 1.844 2 .922 3.291 .039

Within Groups 83.233 297 .280

Total 85.077 299

Promotion Between Groups 2.649 2 1.324 2.636 .073

Within Groups 149.186 297 .502

Total 151.834 299

People Between Groups .658 2 .329 1.143 .320

Within Groups 85.440 297 .288

Total 86.097 299

Physical Between Groups 2.041 2 1.020 3.826 .023

Within Groups 79.212 297 .267

Total 81.252 299

Procuder Between Groups .013 2 .007 .022 .978

Within Groups 89.763 297 .302

Total 89.776 299
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Multiple Comparisons    Scheffe

Dependent

Variable (I) Age (J) Age 

Mean

Difference

(I-J) Std. Error Sig.

95%

Confidence Interval

Lower

Bound

Upper

Bound

Product <20-29 30-39 -.12023 .06695 .201 -.2849 .0445

40->60 .03486 .07121 .887 -.1403 .2100

30-39 <20-29 .12023 .06695 .201 -.0445 .2849

40->60 .15508 .07062 .091 -.0187 .3288

40->60 <20-29 -.03486 .07121 .887 -.2100 .1403

30-39 -.15508 .07062 .091 -.3288 .0187

Price <20-29 30-39 -.12093 .08280 .346 -.3246 .0828

40->60 -.00842 .08807 .995 -.2251 .2082

30-39 <20-29 .12093 .08280 .346 -.0828 .3246

40->60 .11251 .08734 .437 -.1024 .3274

40->60 <20-29 .00842 .08807 .995 -.2082 .2251

30-39 -.11251 .08734 .437 -.3274 .1024

Place <20-29 30-39 -.13753 .07239 .166 -.3156 .0406

40->60 -.18657 .07699 .055 -.3760 .0028

30-39 <20-29 .13753 .07239 .166 -.0406 .3156

40->60 -.04905 .07635 .814 -.2369 .1388

40->60 <20-29 .18657 .07699 .055 -.0028 .3760

30-39 .04905 .07635 .814 -.1388 .2369

promotion <20-29 30-39 -.21979 .09691 .078 -.4582 .0186

40->60 -.07940 .10308 .743 -.3330 .1742

30-39 <20-29 .21979 .09691 .078 -.0186 .4582

40->60 .14039 .10222 .391 -.1111 .3919

40->60 <20-29 .07940 .10308 .743 -.1742 .3330

30-39 -.14039 .10222 .391 -.3919 .1111
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People <20-29 30-39 -.05613 .07334 .746 -.2366 .1243

40->60 -.11790 .07801 .321 -.3098 .0740

30-39 <20-29 .05613 .07334 .746 -.1243 .2366

40->60 -.06177 .07736 .727 -.2521 .1285

40->60 <20-29 .11790 .07801 .321 -.0740 .3098

30-39 .06177 .07736 .727 -.1285 .2521

Physical <20-29 30-39 .05603 .07062 .730 -.1177 .2298

40->60 -.14618 .07511 .152 -.3310 .0386

30-39 <20-29 -.05603 .07062 .730 -.2298 .1177

40->60 -.20221

(*)
.07449 .026 -.3855 -.0190

40->60 <20-29 .14618 .07511 .152 -.0386 .3310

30-39 .20221

(*)
.07449 .026 .0190 .3855

Procuder <20-29 30-39 -.01552 .07517 .979 -.2005 .1694

40->60 -.01023 .07995 .992 -.2069 .1865

30-39 <20-29 .01552 .07517 .979 -.1694 .2005

40->60 .00530 .07929 .998 -.1898 .2004

40->60 <20-29 .01023 .07995 .992 -.1865 .2069

30-39 -.00530 .07929 .998 -.2004 .1898

*  The mean difference is significant at the .05 level. 
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ANOVA

Sum of 

Squares df Mean Square F Sig.

Product Between Groups .540 3 .180 .740 .529

Within Groups 72.006 296 .243

Total 72.546 299

Price Between Groups .489 3 .163 .442 .723

Within Groups 109.371 296 .369

Total 109.861 299

Place Between Groups 1.879 3 .626 2.228 .085

Within Groups 83.198 296 .281

Total 85.077 299

Promotion Between Groups 2.586 3 .862 1.709 .165

Within Groups 149.248 296 .504

Total 151.834 299

People Between Groups .990 3 .330 1.147 .330

Within Groups 85.108 296 .288

Total 86.097 299

Physical Between Groups .617 3 .206 .755 .520

Within Groups 80.635 296 .272

Total 81.252 299

Procuder Between Groups 1.721 3 .574 1.928 .125

Within Groups 88.055 296 .297

Total 89.776 299
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  (Company Profile) 

  10   2002   149

  (Location) 
  23/5    7  . . .

  2    5  

  (Product and Service) 
  1    3  

  32    12    20  

  T.V.
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 – 

 8    2513 

  2531 

  2538 

. . 2537 – 2538   Buddy Film Production House 

. .  2538 – 2541   D.V.R. Enterprise Co.,Ltd. 

. . 2541 – 2543

. .  2548 – 


