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ABSTRACT

The objective of this independent study was to evaluate service marketing mix factors
affecting customer decision towards selecting agency for Work & Travel in USA Program in
Chiang Mai Province. The sampling group included 266 customers of 14 agencies in Muang
District, Chiang Mai Province. The samples were randomly selected and by quota. A
questionnaire was used to collect data and the data was statistically analyzed using frequency,

percentage and mean.

According to the research results, most of the questionnaire respondents were female,
forth- year students, with monthly income of approximately 4,001-6,000 baht. The main purpose
of participating in this program was to travel. The students decided to join the program by
themselves. They obtained information about this program from leaflet, brochure and

advertisement. Most of them had been in this program once.

It was found from this study that service marketing mix factors affecting customer

decision towards selecting agencies at the high level, ranking from the most influential factor to



the least were as follows: people, process, product, product, price, place, and physical evidence,

while the factor affecting customer decision at the medium level was promotion.

The sub-factors that ranked at the highest level in each category were as follows. For
product, it was that the agency was reliable. For price, the agency explained in detail about the
costs. For place, the agency office has good appearance and looked trustworthy. For promotion,
the agency provided a website with complete and useful information about the program and the
agency could be reached via website and e-mail. For people, the staff was enthusiastic to serve.
For physical evidence, the atmosphere in the agency showed professionalism and high level of
expertise. And for process, the process was quick and the agency was effective in following up on

process results.

The problems of using the agency were insufficient of work positions to choose from and

the service rate was high compared to other agencies.



