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ABSTRACT

This independent study aimed at exploring foreign customer satisfaction towards service
marketing mix of Raming Lodge in Chiang Mai Province. Data collection was compiled from the
distribution of questionnaires to 400 foreign customers of Raming Lodge in Chiang Mai
Province. The given data were then analyzed by applying descriptive statistics composing of
frequency, percentage, and mean.

Based upon the findings, most respondents were from Europe. They were married males,
aged between 31 — 40 years old, graduated with Bachelor’s degree. They were business owners
with monthly income of USD 1,500 — 2,500. They came to Chiang Mai for the first time and
stayed at Raming Lodge for 1-2 days, during long weekend. The room type they selected was
Superior room. Their main purpose of visiting Chiang Mai was for travelling. The people who
influenced their decision to stay at Raming Lodge were their friends/co-workers. They knew
about Raming Lodge from website.

According to the study, the service marketing mix factors which customers had high
satisfaction with were Place, People, and Product, respectively. The service marketing mix
factors which customers had medium satisfaction with were Price, Physical Evidence, Process,

and Promotion, respectively.



The sub-factors which they ranked the highest satisfaction with for each service
marketing mix were as follows. In terms of Place, it was the accessibility of the location. In
terms of People, it was the attentive and enthusiastic service staffs. In terms of Product, it was the
suitable size of the rooms. In terms of Price, it was the reasonable room prices. In terms of
Physical Evidence, it was the appropriateness of staff uniform. In terms of Process, it was the
greeting and welcoming routine of service staffs. In terms of Promotion, it was the informative

brochures which included room prices, room types and hotel map.



