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ABSTRACT

The objective of this independent study was to determine the service marketing mix
factors affecting European tourists in the selection of tour operators in Mueang district, Chiang
Rai province, and to identify problems tourist had faced during the time of staying iﬁ Chiang Rai.

Through the method of questionnaire and observation, three hundred and twenty two
tourists from European countries who spend at least one night accommodation in Chiang Rai
became the sample population. The collected data was then analyzed statistically in terms of
frequency, percentage, means, and average.

The results of the study were found that the majority of the sample population was male,
between the ages of 41-50, and came from France. Most of the sample population never comes to
Chiang Rai before. Main purpose of traveling to Chiang Rai was for leisure and relaxing. The
average length of stay was two nights, in hotel preferably, with the cost of the whole trip between
US$ 1,500 — USS$ 2,500 / £ 850~ £ 1,400.

Traveling to Chiang Rai, most of the sample used the services from tour operators

because of convenience. Most of them got information about services of tour operators through



tour operators for the next time they come here or not. For the group of the sample who had used
services of tour operators, they did not sure whether they will use services from tour operator for
next time they come or not. For the group of the sample who did not use the services of tour
operators, the major consideration was high expenses. This group also did not sure whether they
will use the services from tour operator for the next time or not. The major source of information
about tour operators® services of this sample population was through travel magazines. The most
influential person in the decision making of this group was themselves.

Regarding the result of the study, service marketing mix factors had much influence to
tourists from European Countries in the selection of tour operators in Muang district, Chiang Rai
province which could be placed in order from the most influential factor to the least influential
factor as follows: Price, Process, People, Physical Evidence and Presentation, Product, Place, and
Promotion. The sub-factors that were rated the highest in each of these factors were Credit Card
acceptance, Punctuality of the service provider, Quick response to clients’ requirement, Office
decoration and surrounding, Insurance, Have representatives in many countries, and Advertising
in TAT documents respectively.

The problems tourists found in using the services of tour operators in Muang District,
Chiang Rai province can be indicated as follows: Physical Evidence and Presentation factor,
apparently the bad appearance of tour operators’ office could cause the bad impression for
tourists. Price factor, the problems were the inconvenient in using credit cards, and the higher
pricc comparatively. Process factor, the result found that the lack of preciseness in the service
processes could cause the tourists to feel uncomfortable and insecure. Place factor, the result
found that the incapable of booking through the Internet could be much considerable. Promotion
factor, there was not enough advertising in all media, thus the tourists didn’t know much about the
services of the tour operators. People factors, not only the personality of the employees but also
the willingness to provide good services, were the most concern for tourists. And Product factor,

there was a moderate problem about the msufficient variety of tour programs.



