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Abstract 

 

The purpose of this independent study was to study the Satisfaction of thai tourists 

towards services marketing mix of  Chiang Mai Zoo. Four hundred Thai tourists who visited 

Chiangmai’s zoo were enrolled in this study using Quota and Convenience Sampling. The 

interview forms were collected. The data were analyzed by descriptive statistics such as 

frequency, percentage, mean and inferential statistics t-test to find out the differences between the 

Thai tourists’ expectation and perceived performance of the zoo’s services. 

The results of this study showed that most of the interviewees were female, single, 

undergraduate degree, living in Chiangmai, being high school students/university students, and 

fixed income lower to 10,000 baht per month. 

             As the behavior of the Thai tourists traveling Chiangmai’s zoo, they usually came 

with their families, 2 accompanies, using car and had never been Chiangmai zoo within a year. 

They intended to take a rest and got the zoo’s information from personally recommend. The 

traveling budgets were up to 500 baht. Most of them were satisfied to visit the zoo, willing to 

come back and invite others to travel the zoo. 

            As comparison between the Thai tourists’ expectation mean and perceived 

performance towards the zoo’s services, the interviewees were highly satisfied towards 6 

marketing mix, which are product, price, place or distributor, people, process, and physical 

evidence. They were also satisfied towards promotion.        

 


