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ABSTRACT

This research focuses on the service marketing mix factor affecting tourists selection and 

satisfaction of servicing of the high-end resorts on Koh Chang, Trat Province. The methodology 

used in this study is a survey research based on data collected from 100 tourists who chose to stay 

at the luxurious resorts on Koh Chang. The sample size in this research follows the standard of 

Taro Yamane at the significance level of 0.10, using questionnaire as a tool in collecting 

information.

The results revealed that tourists generally rated all factors at high level with the physical 

attributes as the most critical ones, followed by people, product, price, activity programming, 

distribution channels, partnerships and promotion factors, respectively in its importance. Also, the 

study specified that most tourists were satisfied with the high-end resorts on Koh Chang. 

The test of hypothesis demonstrated that service marketing mix factor generally led to 

different decision-making in selecting diverse high-end accommodations among tourists with 
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variety of educational background, average income and residency.  Meanwhile, gender, age and 

occupation do not pay important roles in the decision-making process. 

When taking into consideration service marketing mix factor categorized by each factor, 

the study indicated that the product factor brought different preferences in various lavish resorts 

among tourist with mixture of ages, educations, average income levels and places of residency.

Price, people and partnership factors lead to various resort preferences among tourists 

with different educational backgrounds. 

Furthermore, distribution channels play an important role among tourists with diverse 

income and residency backgrounds. 

Next, the promotion factor is important to the decision makers with singular gender, 

education, average income level and place of residency. 

In addition, physical attributes give a decision effect among tourists with different 

education backgrounds and places of residency. 

The activity programming also counts when decisions on the luxurious resorts are made 

among tourists with different educational backgrounds and occupations. 

Last but not least, in testing the hypothesis, it is also found that Thai and foreign tourists 

focus on different factor in selecting the high-end resorts on Koh Chang.  Thai tourists tend to pay 

more attention to the product, distribution channel, promotion and physical attribute factors than 

foreign tourists do. 
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