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ABSTRACT 
 

 This independent study aimed at investigating behavior of Thai tourists towards 

choosing boutique hotels in Chiang Mai province. Research samplings were specified to 400 Thai 

tourist customers of 11 boutique hotels in Chiang Mai registering as the members of Boutique 

Hotels Chiang Mai Association. Data collection was completed by using questionnaires as the 

research tool; then, the derived data were analyzed by using the descriptive statistics, including 

frequency, percentage, and means. 

 The findings showed that most respondents were 20 – 30 years old, single, female 

employees of private companies, with Bachelor’s degree, with monthly income of less than 

10,000 baht. The objective in traveling to Chiang Mai was referred to the excursive/leisure 

purpose. 

 The findings of study on behavior of Thai tourists towards choosing boutique hotels 

in Chiang Mai province showed that before making decision, the majority did comparative study 

on boutique hotels, focusing on its location; then, contacted directly to the hotel or its sale office 

to book room in advance. The main reason in choosing the boutique hotel in Chiang Mai was the 

decorative styles. They learned about the hotel by the recommendation from friends and by the 

advert via media such as brochure. The person influencing them to choose boutique hotel was the 

respondent himself/herself. The frequency in using services at the boutique hotel was 1-2 times a 

year, usually on working days (Monday – Friday) and there were about 2 people staying together. 



 �

In each visit, they generally drove their own personal cars and paid approximately 1,501 – 3,000 

baht for hotel charges. 

The results of the study on service marketing mix factors affecting Thai tourists 

towards choosing boutique hotels in Chiang Mai indicated that the respondents paid high concern 

on factors namely people, physical evidence, price, process, product, and place, respectively. 

However, they paid fair concern on the promotion factor. 

Hereafter were shown sub-factors that the respondents paid highest concern on. In 

product factor, the highest concern was the cleanliness of hotel area and its rooms. In price factor, 

the highest concern was the variety of room rates. In place factor, the highest concern was the 

convenient location to access. In promotion factor, the highest concern was the reduction of room 

rate during low season. In people factor, the highest concern was the good human relations and 

politeness of staff.  In physical evidence factor, the highest concern was the green natural 

environment. In process factor, the highest concern was the accuracy and rapidness of check-in 

and check-out processes. 


