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 This study was aimed at exploring the behavior of Thai tourists towards using services of 

Khum Khantoke, Chiang Mai province. Data were collected through questionnaires which were 

distributed to 400 Thai tourists who used the service at Khum Khantoke, Chiang Mai province. 

The gathered data were analyzed by frequency, percentage, and mean. Convenience sampling 

was employed for selecting the samples. 

 The result of the study illustrated that most of the respondent were female, aged between 

31 to 40 years old, had a bachelor’s degree level of education, are employed in private 

companies, and earned more than 25,000 baht of monthly income. On behavioral aspect, it was 

found that most of them lived in the Northern part of Thailand. They knew of Khum Khantoke 

from the recommendations made by friends or acquaintances, visited Khum Khantoke for the 

first time, chose to visit on weekends, and decided to have a meal because of their preferences in 

Northern atmosphere. The persons who involved in making decisions on using the service at 

Khum Khantoke were themselves. The expense was under 500 baht and the attractive sales 

promotion was the immediate price-cut. 

 The service marketing mix factors that affected the decision making on using the service 

at Khum Khantoke were creation and presentation of physical evidence, which was ranked the 

most important, followed by people, process, product, place, price, and promotion factors 

respectively.  
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 The product factor, in general, was found highly influenced the selection of using the 

service at Khum Khantoke, Chiang Mai province. The three sub factors which had the highest 

average scores were; the presentation of Lanna culture, the attractiveness of the stage shows, and 

the well-known reputation of Khum Khantoke.   

 The price factor, in general, was found moderately influenced the selection of using the 

service at Khum Khantoke, Chiang Mai province. The three sub factors which had the highest 

average scores were; the acceptance of credit card payment, the clearly display of food and 

beverage’s prices, and the appropriate price comparing to the quality of food and beverage. 

 The place factor, in general, was found highly influenced the selection of using the 

service at Khum Khantoke, Chiang Mai province. The three sub factors which had the highest 

average scores were; the reservation service, the large and convenience of car-parking space, and 

the opening-closing time of the store was convenience for using the service. 

 The promotion factor, in general, was found highly influenced the selection of using the 

service at Khum Khantoke, Chiang Mai province. The three sub factors which had the highest 

average scores were; the advertisements through various media, other people’s recommendations 

for using the service, and the constant of communication from Khum Khantoke to customer. 

 The people factor, in general, was found highly influenced the selection of using the 

service at Khum Khantoke, Chiang Mai province. The three sub factors which had the highest 

average scores were; the employees dressed properly, were polite, and had good personality; the 

employees were polite and smiling during the service; and the employees continuously served the 

customers.  

 The process factor, in general, was found highly influenced the selection of using the 

service at Khum Khantoke, Chiang Mai province. The three sub factors which had the highest 

average scores were; the employees charged the service correctly, the receipt was always made 

out, and the food and beverage were delivered correctly as ordered. 

 The factor of creation and presentation of physical evidence, in general, was found 

highly influenced the selection of using the service at Khum Khantoke, Chiang Mai province. 

The three sub factors which had the highest average scores were; the cleanness of the place, the 

decent atmosphere, and the cleanness of the toilets. 

 


