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ABSTRACT

This study aimed to explore marketing factors having an effect on the
decision-making to use services of Chiangdao Good View Resort & Spa, Chiangdao
district, Chiang Mai province and the decision-making process of consumers using
services of Chiangdao Good View Resort & Spa. The sample group in this study
consisted of 400 Thai tourists using services of Chiangdao Good View Resort & Spa.
A set of questionnaires was used for data collection and analyzed by using
descriptive statistics. Frequency, percentage, mean, standard deviation, T-test, One-
way ANOVA and regression were used for the statistical treatment.

Results of the study revealed that most of the respondents were females, 30-
39 years old, bachelor’s degree graduates, business owners, married and their an
average monthly income range was 15,000 - 20,000 baht. They put the importance
on market mix at a high level. This was in terms of the following: personnel, price,
service process, product, marketing promotion, physical evidence, and distribution
channel, respectively. Also, they put the importance on the decision-making process
at a high level.

Findings showed that age, educational attainment, occupation, and an
average monthly income had a different effect on the decision-making to use the
services of Chiangdao Good View Resort & Spa. However, sex and marital status had
no different effect on the decision-making. Besides, market mix factors had a
different effect on the decision-making in terms of product, price, personnel, service

process, and physical evidence.
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