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ABSTRACT

  The Objective of this study was to study brand image and personal factors affecting 

boutique hotels in Chiang Mai.  The data was collected from questionnaire distributed to 392 

guests of 14 boutique hotels in Chiang Mai who were members of Chiang Mai Boutique Hotel 

Association.  The selection of samples was convenience sampling and the data was analyzed by 

descriptive statistics including frequency, percentage, mean, standard deviation and t-test. The 

results were as follows: 

The study showed that customer opinion towards brand image of boutique hotels in 

Chiang Mai in terms of overall functional benefits was at the “slightly agree” level.  When 

considering sub-factors, it was found that the opinion was strongly agree on physical evidence.  

The questionnaire respondents ranked the followings at the “slightly agree” level: hotel 

accessibility, product, service process, price, and marketing promotion, respectively. 

  For symbolic benefits, it was found that the opinion was at the “slightly agree” 

level, in the following order: boutique hotels were the provision of cheerful, relaxing, emotional 

feeling, modern lifestyle, softness, and activeness. 

  For product experience benefits, it was found that the respondents’ opinion was at 

the “slightly agree” level in the following order: the experience after staying at a boutique hotel 

was being happy, being pleased, being satisfied and being jittery.  Regarding the staff’s 

attentiveness, the respondents felt the followings at the neither disagree nor agree level: being in 

control, being dominant and being autonomous. 



When considering demographic characteristics, it was found that sex, age, and 

average monthly income affected the image of boutique hotels in Chiang Mai in terms of 

functions, symbolic benefits, and product experience.


