
 

The Relationship among Marketing Mix, Customer Satisfaction 

and Customer Loyalty of Chinese Tourists to Economic Hotel of 

Central Bangkok 

 

 

 

 

 

 

 

Yutian Xie 

 

 

 

 

 

 

 

 

 

A Thesis Submitted in Partial Fulfillment of the Requirements 

For the Degree of Master of Business Administration 

International College 

University of the Thai Chamber of Commerce 

2015 



 

 

The Relationship among Marketing Mix, Customer Satisfaction 

and Customer Loyalty of Chinese Tourists to Economic Hotel of 

Central Bangkok 

 

 

 

 

 

 

Yutian Xie 

 

 

 

 

 

 

 

 

 

A Thesis Submitted in Partial Fulfillment of the Requirements 

For the Degree of Master of Business Administration 

International College 

University of the Thai Chamber of Commerce 

2015 

Copyright by University of the Thai Chamber of Commerce 



 

 

THESIS APPROVAL  

INTERNATIONAL COLLEGE  
 

Master of Business Administration 

Degree  

 

Marketing Management 

Major Field 

  

Title The relationship among marketing mix, customer satisfaction and customer 

     Loyalty of Chinese tourists to economic hotel of central Bangkok 

 

                     YUTIANXIE                                                          2015                                                                                         

                               Name                                                        Graduation Year  

      Accepted by International College, University of the Thai Chamber of          

Commerce in Partial Fulfillment of the Requirement of the Master’s Degree.        

   

                           …………………………….Dean, International College 

 

                                       ( Jakarin Srimoon,   Ph.D. ) 

 

…………………………… Chairperson 

 

                                        ( Nattapan Buavaraporn,   Ph.D.)  

 

        ………................................. Thesis Advisor 

 

( Panita Surachaikulwattana,   Ph.D.) 

 

   ………………………..........Committee 

 

( Thitikan Satchabut,   Ph.D.  ) 

 

.…………………………… Committee 

 

 ( Andreas Hild,   Ph.D. ) 

 

                    ……………………… ……..External Committee 

 

 ( Kittiphun Khongsawatkiat,   Ph.D. ) 



 

 IV 

Thesis Title             The relationship among marketing mix, customer satisfaction and    

                                 Customer loyalty of Chinese tourists to economic hotel of central                

                                 Bangkok      

Name                       Yutian Xie  

Degree                     Master of Business Administration  

Major Field             Marketing  

Thesis Advisor         Dr. Panita Surachaikulwattana 

Graduate Year         2015                            

 

ABSTRACT 

  

       The purpose of this research was to study the customer perception toward 

marketing mix (product, price, place, promotion, people, process and physical 

evidence), customer satisfaction and customer loyalty of economic hotel in central 

Bangkok. The research distributed 420 questionnaires between the month of 

September and October among the Chinese customers who stayed at economic hotel 

in central Bangkok of Thailand. There are 401 questionnaires completed and useable. 

Collected data from questionnaires and processed by computer program in terms of 

frequency, mean, standard deviation and regression. Results illustrated that Chinese 

customers’ perception toward product, people, process and physical evidence had a 

positive impact on customer satisfaction, as well as customer satisfaction had a 

positive impact on customer loyalty. The economic hotel operators can use the result 

to determine the target market, make a good marketing mix plan to expand the 

customer satisfaction and customer loyalty.  

  



 

 V 

ACKNOWLEDGEMENTS 

     This thesis has been written for fulfilling the Master of Business Administration 

Department of Marketing. Many people have helped me during the process; I would 

like to extend my appreciation and regard.  

My deepest gratitude goes first and foremost to my thesis advisor Assistant 

Professor Dr. Panita, for her constant encouragement and guidance, for her time, 

patient, steady support, statistical proficient and direction throughout my thesis study. 

Without her patient instruction, insightful criticism and expert guidance, the 

completion of this thesis would not have been possible.  

Loves and thanks going to my dear parents for their love, strongly support, 

encouragement, understanding, great confidence and contribution all through these 

years.  

I also owe my sincere gratitude to all my friends in Thailand and here at UTCC 

who have contributed to the completeness of this master thesis. Thanks for their time, 

support and assistance and for sharing this great MBA experience with me. 

 

                                                 Yutian Xie 

 

 

 

 

 

 

 



 

 VI 

TABLE OF CONTENTS   

                                         Page  

Abstract..…………………………………………………………………………….IV 

Acknowledgements…………………………………………………………………..V 

Table of Contents……………………………………………………………VI 

List of Tables.…..…………………………………………………………………… X 

List of Figures……….………………………………………………………….…XII 

Chapter1  Introduction................................................................................................1 

 1.1 Background of the Research………………………………………………… 1 

1.1.1 Tourism effect on Thailand……………………………………………. 1 

1.1.2 Chinese tourists in Thailand…………………………………………… 2 

1.1.3 Economic hotel of Bangkok…………………………………………… 3 

1.2 Statement of the problem…………………………………………………….. 4 

1.3 Significance of the Study…………………………………………………….. 5 

1.4 Search Objectives…………………………………………………………… 6 

1.5 Research questions………………………………………………………….. 6 

1.6 Operation Definition………………… ……………………………………… 7 

Chapter 2  Literature Review……………………………………………………… 9  

        2.1 Tourism of Thailand in recent years………………………………………………...……..9 

       2.1.1 Tourism of Thailand…………………………………………………… 9 

       2.1.2 Thailand Tourism Development in recent years……………………….10 

 2.2 Economic Hotel……………………………………………………………. 11 

 

 

file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc7153
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc5273
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc27756
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc14335
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc21197
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc26049
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc12029
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc2161
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc27214
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc4347
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc13141
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc22421
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc7580
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc29984


 

 VII 

TABLE OF CONTENTS (Continued) 

 

2.2.1 Economic Hotel’s origin…………………………………………….. 11 

2.2.2 Definition of Economic Hotel……………………………………….. 11 

2.3 Characteristic of the economic hotel……………………………………… 14 

2.4 From the 4P to the 7P………………………………………………………. 17 

2.5 Marketing mix……………………………………………………………… 17 

2.5.1 Product………………………………………………………………. 19 

2.5.2 Price…………………………………………………………………. 19 

2.5.3 Place………………………………………………………………….. 21 

2.5.4 Promotion……………………………………………………………. 22 

2.5.5 People………………………………………………………………… 23 

2.5.6 Process……………………………………………………………….. 23 

2.5.7 Physical Evidence…………………………………………………… 24 

2.6 Consumer satisfactions…………………………………………………….. 24 

2.7 Customer satisfactions…………………………………………………….....25  

2.8 The relationship between marketing mix (7Ps) and customer satisfaction…. 26 

2.9 Relationship between customer satisfaction and loyalty……………………. 27 

2.10 Conceptual Framework……………………………………………………. 28 

        2.11 Hypothesis…………………………………………….................................30 

Chapter3: Methodology…………………………………………………………. 31 

 

 

file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc27643
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc24745
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc17041
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc14832
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc9657
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc12572
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc5486
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc15612
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc20723
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc7317
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc27852
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc17860
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc30008
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc12855
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc27093
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc17692
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc791


 

 VIII 

 TABLE OF CONTENTS (Continued)  

 

3.1 Research Design…………………………………………………………… 31 

3.2 Population and Sampling Strategy…………………………………………. 32 

3.3 Research Instrument………………………………………………………… 33 

3.4 Data collection……………………………………………………………… 34 

3.5 Data Analysis………………………………………………………………. 36 

Chapter 4………………………………………………………………………… 37 

4.1: Analyzing the demography profile of the respondents……………………. 37 

4.2: Analyze the agreement level of marketing mix (7p’s), customer satisfaction 

and customer loyalty (mean, SD)………………………………………………. 40 

4.3: Data analysis. Hypothesis testing followed by briefing explanting and 

research objectives……………………………………………………………… 50 

4.4: Hypothesis summary………………………………………………………. 55 

Chapter 5……………………………………………………………………….. 56 

5.1 Conclusion………………………………………………………………… 56 

5.1.1 Demography characteristics…………………………………………. 56 

5.1.2 Chinese customer perception toward marketing mix (7p’s)…………. 57 

5.1.3 Customer satisfaction……………………………………………….. 58 

5.1.4 Customer loyalty……………………………………………………. 58 

5.1.5 Conclusion of Hypotheses…………………………………………… 59 

 

 

 

file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc5924
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc30899
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc9172
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc30772
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc27199
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc13641
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc25751
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc2459
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc2459
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc5431
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc5431
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc2081
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc7444
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc18515
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc11969
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc4006
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc2652
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc29751
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc21028


 

 IX 

TABLE OF CONTENTS  (Continued) 

 5.2 Discussion..............................................................................................................60 

5.2.1 The relationship between customer perception toward marketing mix 

(7p’s) and customer satisfaction…………………………………………… 60 

5.2.2 The relationship between customer satisfaction and customer loyalty 62 

5.3 Implication for business……………………………………………………. 62 

        5.4 Research recommendations…………………………………………….........64 

5.4.1 Demography characteristics…………………………………………. 65 

5.4.2 Customer perception toward marketing mix (7p’s)……………………65 

5.4.3 Marketing mix (7p’s) and customer satisfaction…………………….. 66 

5.5 Limitation and further research……………………………………………. 67 

5.5.1 Limitation……………………………………………………………. 67 

5.5.2 Future Research……………………………………………………… 68 

REFERENCES………………………………………………………………………68 

 

 

 

 

 

 

 

 

 

 

 

 

file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc17547
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc17547
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc28929
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc4091
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc21931
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc4520
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc23606
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc17068
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc14293
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc11756
file:///C:/Users/WINDOWS/Desktop/7P%20impact.docx%23_Toc7523


 

 X 

LIST OF TABLES 

Table 2.1 Characteristics of 4C from the perspective of the Economic hotel…………...… 15 

Table 3.1 Plan and actual collected questionnaires…........................................................ 35 

Table 4.1 Respondents of customers by gender…...........................................................  37                                                                    

Table 4.2 Respondents of customers by age…................................................................. 38                                                                            

Table 4.3 Respondents of customers by education level…..............................................   38                                                        

Table 4.4 Respondents of customers by income................................................................ 39                                                                      

Table4.5 Respondents of customers by times stay at budget hotel...................................... 39                                        

Table 4.6 Analysis of the agreement level of product of customer perception  

Toward marketing mix (7’s).............................................................................................40                                                                                     

Table 4.7 Analysis of the agreement level of price of customer perception   

Toward marketing mix (7’s) ........................................................................................... 41                                                                                    

Table 4.8Analysis of the agreement level of place of customer perception 

Toward marketing mix(7’s) ............................................................................................ 42                                                                                      

Table 4.9Analysis of the agreement level of promotion of customer perception  

                Toward marketing mix (7’s) ............................................................................ 43                                                                                      

Table 4.10Analysis of the agreement level of people of customer perception  

Toward   marketing mix (7’s).......................................................................................... 44                                                                                 

Table 4.11Analysis of the agreement level of process of customer perception 

Toward marketing mix (7’s) ........................................................................................... 45 

                                                                                

Table 4.12Analysis of the agreement level of physical evidence of customer  

Perception toward Marketing mix (7’s) ........................................................................... 46                                                                   

 

 



 

 XI 

LIST OF TABLES (Continued) 

Table 4.13Analysis of the agreement level of customer perception toward  

Marketing mix (7’s) ....................................................................................................... 47                                                                                                   

Table 4.14 Analysis of the agreement level of customer satisfaction.................................. 48                                    

Table 4.15 Analysis of the agreement level of customer loyalty ........................................ 49                                        

Table4.16 Regression analyses between customer perceptions toward marketing   

Mix (7’s) and customer satisfaction................................................................................. 51                                                                    

Table 4.17 Regression analyses between customer satisfaction and customer loyalty........ 54       

Table 4.18 the summary for hypotheses........................................................................... 55 

                                                                                  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 XII 

LIST OF FIGURES 

 

Figure 2.1 No. of economic hotels................................................................................... 14  

Figure 2.2 the relationship between marketing mix and satisfaction proposed………..……..27   

Figure 2.3: Conceptual Framework……………………………………………………….29 

                                               



 

 1 

Chapter 1  

 

 Introduction 

 

1.1 Background of the Research     

 

1.1.1 Tourism effect on Thailand 

 

Tourism is a social, cultural and economic phenomenon, which entails the 

movement of people to countries or places outsides their usual environment for 

personal or business/professional purposes. These people are called visitors (which 

may be either tourists or excursionists; residents or non-residents) and tourism has to 

do with their activities, some of which imply tourism expenditure. There are several 

factors that contribute to the tourism, which are its unique advantages of art, nature, 

culture, and customs. This has become the selling point due to its attractiveness which 

it attracts a lot of tourists all over the world. 

Tourism is the main economic factor in the Kingdom of Thailand, directly rate 

of contribution to estimated 7.3% to Thailand's GDP in 2012. When including the 

indirect effects of tourism, it accounted for 16.7% of Thailand's GDP. On June 1, 

2013, Time magazine reported that Bangkok was identified as the most visiting city in 

the world by the 2013 Global Destination Cities index, while Suvarnabhumi Airport 

was the world's most convenient location on Instagram in 2013.[2] The Tourism 

Authority of Thailand (TAT) uses the slogan "Amazing Thailand" to promote 

Thailand internationally (http:en.wikipedia.org/wiki/Tourism_ in –Thailand ,Tourism 

in Thailand).  
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The tourism industry not only has important significance for the economic 

income, but also was influenced various aspects of society, such as hotels, 

accommodation, catering,  

transportation, sports and entertainment and so on. According to estimation, changing 

in the number of tourists at home and abroad will have profound effects on the 

economic system of Thailand, namely Thailand tourists every increase a person, they 

will make GDP increase of 2106.7 baht; 1000 for each additional person, they will 

make GDP 22298.4 baht; 1000 for each additional person, will add 231 jobs. Showing 

that the effects of changes in the number of visitors to the effects caused by changes 

in the number of foreign tourists, on the economic is 10 times the number of domestic 

tourists affect change. (Niya Yang, 2014). 

 

1.1.2 Chinese tourists in Thailand  

 

Considering Thailand at present, many people probably agree that tourists 

from China ranked number one visiting Thailand since 2012 with a number of 

2,789,345(accounting for 12.51%).According to the Tourist Statistics, the top 10 

international tourist arrivals to Thailand (by nationality) in April 2014 were China, 

there were 342,547 Chinese tourists arriving Thailand , Phairat Surasiranon(2010) 

pointed out which is always a largest number visiting Thailand. An increasing number 

partly came from China changing the economic system, as a result, Chinese people 

tended to contact foreign countries frequently and travel outside the country more 

conveniently. Thus, Chinese tourists are ready to spend a lot of money for tourism 

about 20%per year.  
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Sasitorn Chetanont (2015) indicated that the reasons why Chinese tourists 

choose to visit Thailand because of tourist attractions differing from China, for 

example, historical attractions, cultural attractions, natural attractions, cozy 

atmosphere, breath of air, sunlight and watercourse, as well as nightlife entertainment 

that are rarely found in their country. Besides travelling, they can go shopping, buy 

scaring objects, eat seafood or rare healthy food, such as bird’s nest and wild animals, 

all of which are inexpensive comparing to China. 

 

1.1.3 Economic hotel of Bangkok  

 

Thailand is a tourist country, Bangkok is the capital of Thailand, one of the most 

visiting choice, Development of Bangkok tourism can promote the development of 

the hotel industry, the so-called "Economic Hotel" refers to affordable price, simple, 

hotel of small scale; facilities is relatively simple, but decorate the elegant; paying 

attention to function. Strive for excellence in the core services provided by the hotel. 

Economic Hotel Bangkok caters to the tourists from all over the world, especially 

business people, ordinary wage earners, at their own expense, tourists and students 

preferred, there are broad prospects for development.  

In recent years, the demand of tourists visiting Bangkok from simplification to 

diversification, multi-level development, Bangkok hotel industry is also 

diversification, multi type, providing different grades of types of reception service, 

facilities for different guests favored by the vast number of consumers. An appropriate 

location, economic price, excellent service, simple and comfortable, safe and 

convenient hotel industry has emerged, and achieved a leap forward development in 

just a few years, this is called "Economic Hotel".  



 

 4 

The consumption level of Thailand is relatively low, it can apply for landing a 

tourist visa, is attracting more and more tourists from all over the world. Economic 

Hotel has its important status in the tourist market, comparing the essential programs 

and services. Although Economic Hotel and high-grade hotel level is consistent, the 

Economic Hotel’s price is affordable, cost-effective, which was first chosen by many 

tourists (such as business travel, travel guests). Therefore, between the high-end and 

low-end market, Economic Hotel is in the middle market comparing with the 

international standard, Economic Hotel has its advantages despite having some 

problems.  

According to Thai hotel association’s data demonstrates that there are 694 

economic hotels in Bangkok of 2014(http://thaihotels.org). The booking hotel website 

named Agoda represent that there are 1820 hotels in Bangkok and have 716 hotels is 

economic hotel (www.agoda.com). They are distributed in 16 areas as following: 

Sukhumvit , Riverside, Siam, Chidlom-ploenchit, Don Muang , Bangna, Chatuchak, 

Chiantown, Old city, Silom, Khao San, Pratunam, Ratchadapisek,  Ratchaprasong, 

Sathon, Suvarnabhumi (http://www.bangkok.com). 

 

1.2 Statement of the problem 

 

With the rapidly development of tourism in Bangkok, the world tourists will 

be further increased the demand of the economic hotel in Bangkok. Because the 

economic Hotel as a new thing of the hotel industry, compared with Stars Hotel has 

some special characteristics such as less amount of investment, low cost of operating 

activities.  
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The importance of equipment is simple and practical, it highlights the "small 

and specialized”, provide limited service socialization and specialization, affordable 

price, easy to be accepted by the minority, especially for free exercise people from all 

over the world, the equipment is simple and practical, which can pay attention to 

guest’s comfort and health, and provides practical service. 

This paper is aimed to examine the relationship among the marketing mix 

(7P), customer satisfaction, and customer loyalty, in the context of Economic hotels in 

Bangkok. In order to provide good quality products to customers (product) with high 

quality and inexpensive service (price), convenient hotel location (place), appropriate 

promotion activities (promotion), friendly staff (people), hotel’s timely services 

(process), hardware facilities (physical evidence) and enhance customers satisfaction 

and loyalty as well as improve the core competitiveness of the Economic Hotel in 

Bangkok, bringing long-term profit, and promote greater development of economic. 

 

1.3 Significance of the Study  

 

   1. Through this research, we shall collect data and analyze;  

   2. through the research on the effect of 7P on the Economic Hotel in Bangkok has 

more  objective understanding of the Economic Hotel in Bangkok, more in-depth 

study of 7P influence strategy;  

   3. To study the relationship between marketing mix(7p),customers satisfaction and   

customers loyalty;  

   4. Looking forward to the results of this study which can provide useful information 

for Bangkok Economic Hotel industry;  

   5 .I hope this research scholars can do this kind research to provide powerful help. 
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1.4 Search Objectives  

 

1.4.1: To explore the relationship between product of marketing mix and Chinese 

customers’ satisfaction of economic hotel in Central Bangkok.   

1.4.2: To explore the relationship between price of marketing mix and Chinese 

customers’ satisfaction of economic hotel in Central Bangkok.   

1.4.3: To explore the relationship between place of marketing mix and Chinese 

customers’ satisfaction of economic hotel in Central Bangkok.   

1.4.4: To explore the relationship between promotion of marketing mix and Chinese 

customers’ satisfaction of economic hotel in Central Bangkok.   

1.4.5: To explore the relationship between people of marketing mix and Chinese 

customers’ satisfaction of economic hotel in Central Bangkok.   

1.4.6: To explore the relationship between process of marketing mix and Chinese 

customers’ satisfaction of economic hotel in Central Bangkok.   

1.4.7: To explore the relationship between physical evidence of marketing mix and 

Chinese customers’ satisfaction of economic hotel in Central Bangkok.   

1.4.8: To explore the relationship between Chinese customers’ satisfaction and 

customers’ loyalty in economic hotel of Central Bangkok. 

 

1.5 Research questions   

 

1.5 .1: What is the relationship between product of marketing mix and Chinese 

customers’ satisfaction of economic hotel in Central Bangkok? 

1.5 .2: What is the relationship between price of marketing mix and Chinese 

customers’ satisfaction of economic hotel in Central Bangkok? 
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1.5 .3: What is the relationship between place of marketing mix and Chinese 

customers’ satisfaction of economic hotel in Central Bangkok? 

1.5 .4: What is the relationship between promotion of marketing mix and Chinese 

customers’  

satisfaction of economic hotel in Central Bangkok? 

1.5 .5: What is the relationship between people of marketing mix and Chinese 

customers’ satisfaction of economic hotel in Central Bangkok? 

1.5 .6: What is the relationship between process of marketing mix and Chinese 

customers’ satisfaction of economic hotel in Central Bangkok? 

1.5 .7: What is the relationship between physical evidence of marketing mix and 

Chinese customers’ satisfaction of economic hotel in Central Bangkok? 

1.5.8: what is the relationship between Chinese customers’ satisfaction and customers’  

loyalty  of economic hotel in Central Bangkok? 

 

1.6 Operation Definition  

 

Economic hotel also known as limited-service hotel, its greatest feature is the cheap 

price, the service mode is “B&B" (bed and breakfast), it focus on the customers who 

are business travelers, leisure and self-help tourists.  

Customers in this study are the Chinese customers who stay in economic hotel of 

central Bangkok.  

Customer satisfaction is how customers estimate the service that the received from 

the economic hotel during their stay. It is the feeling of well-being and pleasure that 

what Chinese customers get from what they hope for and expect from the appealing 

service.   
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Customer loyalty is the likelihood of previous customers continuing to stay at the 

economic hotel, is the measure of success of the supplier in retaining a long term 

relationship with the customers, and refers to the degree of customers’ loyalty. 

Marketing mix (7p’s) is a business tool used in marketing products. The marketing 

mix includes: product, price, place, promotion, people, process and physical evidence.  
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Chapter 2 

 

Literature Review 

 

2.1 Tourism of Thailand in recent years 

 

2.1.1 Tourism of Thailand 

 

Aili(2014) stated that Thailand has been known as the Nation of yellow Rode 

Buddha and land of Smiles. In the South East Asia, Thailand was ranked the 10th "top 

tourist destination" in the world tourism. All these should be mainly attributed to its 

unique tourism resources, distinctive national culture and vigorous support of 

government policy. 

Tourism helps to improve National income of the country by attracting foreign 

tourist for holiday. It creates opportunities for entrepreneurs to establish new services 

and products, including facilities that would not be sustainable based on the local 

population of residents alone.  Thailand earns 6.5 percent of its Gross Domestic 

Product from tourism (www.thaiweb sites.com/tourism.asp). For many countries, 

tourism is vital to their economies and in time recession, it helps to provide 

employment for individuals and profit for business organizations. In this regard 

( Elliott, J. (1997), Tourism Politics and Public Sector Management, Routledge 

(London) hints that tourism is a dynamic and high profile industry which is a social 

phenomenon touching most countries of the world and affecting their people.    
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2.1.2 Thailand Tourism Development in recent years    

  

Thailand tourism resources are mainly cultural relics especially the Buddhist 

culture, custom culture and natural scenery resources. The culture of Buddhism in 

Thailand is very strong, the architectural characteristics also have Buddha culture 

especially color, Thailand has a "yellow gown India" the laudatory name. One of the 

most popular places in Bangkok (capital of Thailand) is The Grand Palace and King 

temple, with the size of the Buddhist temple with nearly 400 seats. In addition, most 

tourists also like to patronize Rama V organization. These unique magnificent temples 

display the extraordinary architectural art for tourists. 

Each culture festival has its own characteristic. For example, the traditional 

water Festival and Buddhist festival. This unique traditional festival strongly shows 

Thai culture and it attracts a lot of attention from the tourists.Most Tourists visiting in 

Thailand countries are mainly from China, Japan, Korea, Singapore, Hong Kong and 

Taiwan, Europe and the United States. According to Thailand's official statistic show 

that in 2006, foreign tourists, approximately 13,800,000 passengers, including East 

Asian tourists accounted for 55.2%, Europe and the USA accounted for 25.3% and 

6.7%. In 2009, Americans came to visit Thailand were 627,000 passengers, 573,000 

passengers of Germany, 170,000 passengers of Canada, 647,000 visitors of Australia, 

88000 tourists of New Zealand, 1000000 visitors of Japan, mainland China, Hong 

Kong and Macao are 1450000 passengers. In 2012, only Chinese to Thailand tourists 

reached 2700000, compared to 2011 increased by 1 million people, accounts for the 

total number of Thai foreign tourists in 14%, Chinese tourists brought the income of 

Thailand tourism can achieve 123,000,000,000 baht.(Aili ,2014.06). 
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2.2 Economic Hotel    

 

2.2.1 Economic Hotel’s origin 

 

Economic Hotel originated in USA in 1951, Kamon Wilson spotted the huge 

business opportunities hidden in the Autolodge, The main channel to Tennessee State 

capital of Memphis city built a name for" Holiday Inn" To have 120 Rooms in the 

Autolodge, the business was booming, he opened chain stores quickly. At the same 

time, the United States and European wine Store group were established, in which the 

majority of hotel group is because of Economic Hotel, such as Best Western, Ramada, 

and so on. Until the twentieth Century six, seventy time, along with the Nationwide in 

the United States and large-scale construction of Expressway Economic Hotel is 

investment climax. (Yushun Ye,04,2013). 

In the twenty-first Century, Europe and the United States were famous for 

Economic Hotel brand development in the local, at the same time, developing 

countries began to open up the market. In Chinese, Southeast Asia and other regions, 

Economic Hotel expanded very quickly. The world famous Economic Hotels enter in 

succession, this includes Accor Ibis (Ibis), equation 1 (Formula 1), Cendant Group 8 

(Super 8), Days Inn (Days Inn), IHG, Holiday Inn Express (Holiday Inn Express), 

where are aimed at the Asian market. 

 

2.2.2 Definition of Economic Hotel   

 

In foreign countries, the Economic Hotel is involved in the evaluation and 

industry statistics, part of an international hotel brand lineages.  
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 Hotel classification abroad is diversified, not single but has perfect 

classification standard which usually in a different basis to divide the hotel industry. 

Different countries have different standard of classification, and the Economic Hotel 

is also in the different division standard to embody the essence and connotation.  

 According to HVS classification, the hotel is composed of the high-end to 

low-end services, which can be divided into Deluxe, luxury, upscale, midscale with 

F& B hotel, while the limited service type hotel is divided into three types: midscale, 

without E&B, Economic budget. According to the classification of Hotel-Motel 

Management, the hotel industry will be divided into five types: luxury, upscale, mid-

price, economy and budget hotel.  

   Zhen Zhang (2006) performed that according to the classification of Smith 

Travel Research, hotel is divided into luxury chain, upper upscale chain, upscale 

chain, midscale with F& B, midscale without F& B, economic chain, independent and 

other types. Although they have some differences, the review of Economic Hotel is 

basically the same. They all think that Economic Hotel refers to maintain low prices, 

in the price sensitive consumers of the end market Hotel, belong to the low-grade 

hotel.   

Yaoxin Huang (March 6, 2013) indicated that although economic hotel logged 

an explosive CAGR of 51.8% over 2006-2011, the market is still far from being 

saturated.  Over the next five years, the number of economic hotels is expected to 

grow at a CAGR of 25.3%, driven by increasing tourism demand and substitution for 

traditional hotels. 
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Economic Hotel is a family hotel located into the city centre within easy 

walking access to the main tourist attractions, the business and commercial zone of 

the city or the shopping and entertainment centre. This is a small modern/traditional 

building on a side street, to avoid the noise of the city. 

Each room has private facilities (hair dryer, direct dial phone, A/C, 

refrigerator, TV). At the semi floor there are 2 computers using for free to the guests 

staying in the Hotel. The buffet breakfast served at the breakfast room makes you start 

your day in a wonderful way. 

With family environment and the friendly relaxing atmosphere makes the 

hotel as an ideal residence for business or leisure travelers. The Economic Hotel also 

offers splendid reception service and assistance for all your necessities that you might 

require during your stay.( http://www.athenshoteleconomic.com/contact.php) .  

Dusit (2012) pointed out that, the Economic Hotel in Thailand is defined,  

refers to the higher than the poor sanitary conditions of hotel, in general, the economic 

hotel is lower than the high Stars Hotel, infrastructure and services close to three or 

two star hotel, including Resort and Auto lodge. Particularly, it is recently the birth of 

the moderate price, generally from 1000 to 2000 baht, adhering to international 

standards "clean, comfortable, construction idea cheap". At the same time, the 

Economic Hotel is cost effectiveness, brand development path of hotel type. Its 

infrastructure and services have certain features, meticulous management and process, 

mainly concentrated in the popular tourist city and better local traffic location.  

Moreover, the Economic Hotel is defined as a change and comprehensive concept.  
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Yaoxin huang(2013) also stated that economic hotels logged an explosive 

GAGR of 51.5% between 2002-2011,but the market is still far from being saturated. 

Over the next five years, the number of economic hotels is expected to grow at a 

GAGR of 25.3%, driven by increasing tourism demand and substitution for traditional 

hotels.  

 

From: 2006-2011 GAGR:51.8%, 2011-2016GAGR:25.3%  

Figure 2.1 No. of economic hotels 

 

2.3 Characteristic of the economic hotel 

 

Generally the services of economic hotel include providing transportation, pre-

booking on tourist attraction place, arrangement on customers request and so on. A lot 

of hotel, thus collaborate with travel agency to promote holiday in Bangkok, they 

offered various promotion such as cheap flight ticket, promotional ticket such as free 

massage, or delicious meal. Airline sometimes comes up with 0 cost air tickets to 

attract customer to visit Thailand meanwhile the living cost in Thailand is inexpensive 

compared with other countries.  
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Economic hotel usually includes lavish accommodation, gourmet, restaurant 

and bar, Fitness and spas as well, Broadband, wireless hotspot, free internet access, 

safety box. Facilities are provided by hotel such as swimming pool, beauty par lour, 

car rental, currency exchange, clinic, steam room and sauna, gym, 24 hours room 

service and laundry service. Friendly staff to the guess can build and impress or 

provide good customer relationship. Different hotel room caters to different needs of a 

guest. Such as standard and double room.   

 Dengzhong(2012)pointed out that Characteristics of 4C from the perspective 

of the Economic Hotel as shown in the following table.  

Table2.1 Figures based on the characteristics of 4C, from the perspective of Economic Hotel. 

      

 

            4C analysis model                                  Economic Hotel corresponding analysis model 

  

Consumer 

convenient the typical characteristics of the new consumer groups: 

new city level, urban white-collar, backpackers, small and 

medium-sized business guests, the general tourists, the 

typical features of these consumers is fastidious about the 

economic, effective, simple, strong price consciousness 

economic 

simple 

Good value of money 

 

 

Cost 

Core functions The consumers of Economic Hotel pay attention to core 

consumption function that is simple and comfortable 

accommodation. 

The redundant function It should not be long, excessive, invalid service, do not 

want to decompose this common cost 

Time cost Avoid spending too much time on waste time 

The search cost Finding easily, with the distinctive logo, network and 

support query, comparison, search, decision 

Quality Commitment   Having brand service, unified standard, predictable strong 

The communication cost The communication cost and the service process, service 

knowledge, common demand, have a tacit understanding 

terminology 

 

Convenient 

traffic generally in the traffic convenient place, convenient to go 

outside 

Identification  mark clear, easy to identify 

Information  free broadband Internet access 

Process Easy booking, fees, simple settlement procedures 

 

Communication 

 

Virtual network  

Entity network  

 Economic Hotel generally emphasize information 

support, and carries on the management to the guest 

profile, analysis   

Membership cards, network support of important 

destination 
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 Economic Hotel can be featured as 1) simplified functions. The service functions of 

economic hotel are concentrated in simple accommodation function to refine on the 

core services, and the catering, shopping, entertainment features greatly simplify. In 

general, Economic Hotel offers only room and breakfast (BED&BREAKFAST), some 

limited service hotel also provide simple restaurant, fitness and meeting facilities.2) 

investment and operation cost is low. In general, opening an Economic Hotel needed 

housing construction area of 3000 square meters. The investors can make renovation 

through long-term lease of real estate or investment of about 25000000 baht.  

      3) The specificity of quality service. It emphasizes "clean, comfortable, 

affordable, convenient, specialized service concept of security". Comparing with 

general social Hotel, Economic Hotel is emphasized comfort and standard service 

room facilities, outstanding clean, comfortable and convenient characteristics 4) price 

concessions are generally between1200 baht and 2200 baht. 5) Economic Hotel is the 

target market for the general business people, ordinary wage earners, tourists and 

students groups, from upscale hotels tend to high-end business guests, the high-

income class, public passenger as the main target market. 6) Two characteristics one is 

economic, the other one is the chain. From the external performance, Economic Hotel 

generally adopts the means of chain operations to achieve economies of scale. 

Although the chain enhances the brand value, it is an obvious feature for Economic 

Hotel which is distinguished from other Stars Hotel and the hotel.   
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2.4 From the 4P to the 7P 

 Linyan Bian indicated that4P theory was produced in the United States, which 

appears with the proposed marketing combination theory. In 1960 McCarthy with his 

book<<Basic Marketing>>, these elements generally fall into 4 categories: Product, 

Price, Place, Promotion, known as 4Ps which based on the tradition, scholars and 

according to the change of outside environment and increase of 3P marketing. They 

are Participant, Physical Evidence; process Management from the standpoint of view. 

4P is put forward standing in the angle of the enterprise, while 7P tends to be 

consumers from the market 4P combination is focused on product sales, while the 7P 

combination is focused on persuading to customers. Thus, 7P marketing is much 

perfect than the 4P.  

 This paper is aimed to study the influence of the 7P marketing combination of 

Economic Hotel in Bangkok, a collection of 3 Hotels (IBIS .MY HOTEL.URBANA) 

in 5 regions (LACHADA, SIAM,SILOM,SUKUNWI,ZhADUZHA) for in-depth 

study of customer information. 

 

2.5 Marketing mix   

 

Hartono(2010) stated that the concept of marketing mix divided into product 

and service marketing mix .The service marketing mix consists of product, price, 

place, promotion, people, physical evidence, and process, generally called 7P’s. The 

product marketing mix consists of Product, price, place and promotion, commonly 

called 4P’s.   
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According to Kotler, Marketing is defined as the science and art of exploring, 

creating and delivering value to satisfy the demand of a target market at a profit. 

Marketing indentifies unfulfilled needs and desires. 

Liping li(2013)performed that the marketing mix means the set of controllable 

tactical marketing tools that the firm blends to produce the response, which wants in 

the target market. The classic marketing mix is made up from four Ps included 

product, price, place and promotion. According to the interest of the customers' 

demands, a firm has to develop the satisfactory product by charging the right price, 

making the goods to the right place, and making the existing product know by 

promotion. 

Today, marketing is far more customer oriented than ever before, and the 

service of the economic has begun to dominant economic activity in the country, so  

apart from the traditional four Ps, the three extra Ps are added to the mix to be 

combined as Seven Ps . Cilbert(2003) stated the extra three Ps are as following :  

1. People are consisted of personnel and other customers ;  

2. Physical evidence which is consisted of environment (furnishing, colour, 

layout, noise, level), facilitating goods, and tangible clues;  

3. Process are included policies, procedures, mechanization, employee 

discretion, customer involvement, customer direction ,flow of activities and so on.  

The modern marketing mix is comprised by 7Ps, including price, product, place, 

promotion, people. Physical Evidence, and process which is particularly relevant in 

the service industry, but is also relevant to any kind of business. 
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2.5.1 Product   

 

Ferrell (2005) pointed out that Product is the core element of the marketing 

mix strategy that retailers can offer unique attributes and differentiate their product 

from their competitors. Borden (1984) stated that product is characterized by quality, 

design, features, brand name and sizes. 

Ball et al.(2004) and Czinkota and Ronkainent(1995) indicated out that the 

product is a fundamental component of the marketing mix .If product is not fit the 

needs of consumers ,whether promotion, price cutting ,or distribution, it can be 

useless to persuade consumers to buy them .The total product is what the customer 

buys ,including the physical product ,brand name ,accessories ,instructions, packages, 

after-sales service ,delivery and credit ,warranty and company's image.  

The products in the economic hotel of Bangkok are very simple, it mainly 

provide services, included guest room, free Wi-Fi service, breakfast, room service, 

beverage and so on. For example, ibis hotel and city hotel provides free breakfast for 

customer. 

 

2.5.2 Price    

 

 Firstly, one cannot ignore the important factors of price as a demand generator 

for the hotel product. All hotel guests are not created equal, such each prospective 

hotel guest will have their own willingness to pay (WTP) depending on perception of 

product value and expected utility (Willie, 2007, 2009).  
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Within this context reference is drawn from a research study by Noone and 

Mount (2008): the two authors were successful in providing evidence of price as well 

as loyalty programs in the marketing function. Accordingly, hoteliers must ensure that 

the pricing structure represents a good strategic fit with the hotel's target market(s) 

(Riley, 2012). Pricing structure should also reflect a consideration of the overall hotel 

products in the market and the overall organizational strategy. 

Espinet et al. (2003) pointed that many prior studies on the determinants of 

hotel room price have adopted the hedonic pricing models, which assume that the 

price of a product is a linear function of items. The main idea of these studies is that 

room price is linked to the presence or absence of various hotel items. It means, the 

existence of a certain item will influence on hotel quality, then the quality will 

influence on a customer's willingness to pay.  

Diana luck and Geoff Lancaster (2003) performed that responses for cross 

tabulation of “pricing structures” and “size of hotel groups” were evenly distributed 

for the smaller and larger hotel groups suggesting that “pricing structures” was not 

always considered a priority for online marketing. Nonetheless, it will be considered 

that pricing, in terms of “rack rates”, did feature on all Web sites in the sections 

dedicating to hotel reservations. “Consolidating” was emphasized in “The effect of 

CRM on pricing in the market space” suggesting that the Net makes pricing more 

transparent.  

The price of economic hotel of Bangkok is very cheap when is compared with 

other luxury hotels such as Hilton Hotel and Sheraton Hotel, the lower price is one 

important factor that has impact on customers’ consideration. The price of My hotel 

per night is about 1299 baht to 1799 baht (according to customer choosing standard 

room or biggest room). 
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 the price of ibis hotel per night is about 1400 baht to 1900 baht, if customer 

booking room on the internet it will much cheaper according Tourism website’s 

Commercial activities, and the room price has modification every season, usually in 

busy season the room price is higher than the low season.  

 

2.5.3 Place  

 

Place is another significant element in the marketing mix, Different firms 

adopt different approaches to meet customers, For example, McDonald’s uses a 

franchising system to operate in widespread geographical locations. Even though 

international markets prefer to standardize distribution patterns internationally, there 

still some factors that militate against it, Ballet pointed out (2004), the dominant 

factors as 1). the variation in the availability of channel members among the firm's 

markets and 2).the influence of the foreign environment forces, especially the culture 

differences, The firms need to adapt its practices to local opportunities .The best 

method is to establish a basic with flexible policy, so the subsidiaries carry out this 

policy and make channel strategies fit local requirement.  

 

Economic hotel of Bangkok usually located in the convenient transportation, 

densely populated areas, near the airport, bus station, train station or hospital and 

school (especially university).  For example, my hotel in huikuang areas of Bangkok 

is near distance subway just on 3 minutes’ walk, there are 7-11 around, and several 

other hotels like city hotel.  
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2.5.4 Promotion   

 

Promotion is an important part of business and an integral ingredient of the 

total marketing process. Fam and Mernlees (1998) stated that it helps to make 

potential customers aware of the many choices available regarding products and 

services. A successful product or service means nothing unless the benefit of such a 

service can be communicated clearly to the target market .Perceptions on promotion 

have provided a number of explanations why certain promotion tools are preferred 

over others. These factors are including media attributes, target audience reach 

capability, cost-effectiveness, nature of business, demographic and nationality of the 

retailers. Kotler, Steward, Brown and Armstrong (2003) stated that an organization’s 

promotional strategy can be consisted of sales promotion, advertising ,sales 

force ,public relations and direct marketing.   

 Ruyi fu (2013) pointed out that it will be necessary to advertise a sales 

promotion through Varian means. Firms may use television commercials, newspaper, 

or magazine advertisement, or sales fliers advertise their promotional pricing . Others 

may require customers to bring in coupon or certificate in order to get the sales price 

on an item. Three different types of marketing are important for an effective sales 

promotion. 

 There are some useful promotion activities of the economic hotel in Bangkok, 

such as putting forward some promotion and discounting plans in off-season, making 

advertisement on website, promoting on newspaper and TV, distributing VIP card to 

loyalty and old customer.  
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2.5.5 People  

 

 People are the most basic elements of the service production and delivery 

which is part of a difference management. Judd (2001) pointed out that if there is no 

support from the personal, a customer-orientation is not possible to get 

achievement .In the eyes of customers, a part of the enterprise product, and service is 

pointed out by Davidson: "the secret of success lies in recognizing the services and 

customer contact staff is the company's key role. So people are the importance factor 

in the product and service.   And more training, communication, learning offered to 

personnel, they will achieve to display the value of the budget hotel. 

 

2.5.6 Process  

 

 Process means service delivery process. People and process are inseparable, in 

the service process, if the service provider can focus, carefully, patiently, for customer 

service, can give customers high-quality service impression, so customer service 

satisfaction is high, the process of service management is the key to improve the 

quality of service.  Hirankitti et al.,(2009) stated that the process is clearly perceived 

by the customer and it forms the basis of customer satisfaction with the purchase. 

Therefore, process management ensures the availability of budget hotel’s quality. 

 The process of economic hotel in Bangkok is, Firstly, customer checking some 

available room on the hotel website or booking on the foreground of the hotel. 

Secondly, employees of the economic hotel can provide timely service to guests (such 

as guest call foreground and want a hair drier, staff can offer to guest’s room timely). 
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2.5.7 Physical Evidence  

 

 Transactions in the market without a visible display of "pure waiter" little. The 

tangible elements show has included: physical environment (decoration, color, 

display, voice) as well as the physical carrier service etc.. Due to the characteristics of 

service product is intangible, not to accept the service before it is difficult to predict 

the quality of service, but through good physical display, can bring high quality 

service level expectations to the customer psychology, so that customers are willing to 

accept this kind of service.  

Booms & Bitner (1981:52) pointed out that physical evidence is the 

environment in which the service delivered and where the firm and customer interact, 

and any tangible components that facilitate performance or communication of service.   

  The physical evidence of economic hotel in Bangkok is included guest hotel 

facilities, the hall decoration, the front desk staff smile, guest room decoration, and so 

on. 

 

2.6 Consumer satisfactions  

 

 Understanding consumer satisfaction is critical as it is believed that 

satisfaction leads to repeat purchases and favorable word of mouth promotion by 

clientele (Matilla&O’Neil, 2003; Cardozo, 1965; Formell, 1992; Halstead & Page, 

1992). Akbaba (2006) stated that in the hotel industry, customers tend to stay loyal to 

brand when they are satisfied with the quality of the service that has been provided, 

service quality has an important effect on the performance and competitiveness of the 

hotel.  
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 Westbrook& Oliver (1991) pointed that Consumer (dis) satisfaction consists of 

the general feelings that a consumer has developed about a product or service after 

their purchase. In addition, this influences on items such as culture, social class, 

personal influence and family, and other individual differences (motivation and 

involvement, knowledge, attitude, lifestyle, personality, and demographics)( Engel, 

Blackwell,& Miniard,1990) instead of the product themselves( Mittal, Kumar ,& 

Tsiros,1999; Ratchford,1975; Ladd& Zober,1977). Attributes are the underlying 

characteristics of the product or service. According to Richford intangible aspects of 

reception were found to have the strongest effects on overall guest satisfaction.    

The early research on customers’ satisfaction in traditional areas, Oliver 

(1980) proposed the theory of “expectation inconformity”, that is now the customers 

feel satisfied with the services. Actual performances are beyond their expectation. 

Oppositely, when the services actual performances are under their expectation, 

customers will get dissatisfied. During the last decade, satisfaction has been 

considered as one of the most important theoretical as well as practical issues for most 

marketers and customer researchers (Jamal, 2004). Kilter and keller(2006) proposed 

that, “Satisfaction is a personal feeling of satisfaction or dissatisfaction resulting from 

comparing service performances in relation to his or her expectation.”  

 

2.7 Customer loyalty  

 

 Hsin and Su Wen(2008) pointed out that some scholars have been discussed 

the various definitions of loyalty for more than 40 years.  Loyalty in early views 

focused on repeat purchase behavior. Such as, kuehn( 1962) stated that loyalty would 

be measured by the probability of product’s repurchase.  
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Day (1969) criticized previous views by performed that there is more loyalty 

than just consistent buying of the same brand. Loyalty is now defined that respected 

purchase behavior exhibited over a sustained period and driven by a favorable attitude 

toward the goods. 

 

 

2.8 The relationship between marketing mix (7Ps) and customer satisfaction  

 

 Kotler stated that marketing is a social and managerial process by which 

individuals and groups get what they need and want through creating, offering and 

exchange products or services values with each other. The marketing mix is marketing 

tools that help marketer get what they need and want. The variables in marketing mix 

with 7Ps-7 dimensions product, price, place, promotion, people, process and physical 

evidence. These factors make the best combination as deals with services marketing. 

Particularly, the last 3Ps are used in service sector rather than goods.  

 Yelkur (2000) stated that the elements in the services marketing mix has 

influenced positively on customer satisfaction. It indicates that service organizations 

should pay more attention to their employees as well as their customers, it would 

increase both employee motivation and customer satisfaction. As a result, our study 

supported the argument that there is a positive correlation between the marketing mix 

and satisfaction.  

 The model of the relationship between marketing mix and satisfaction 

proposed by Lumpoopinijpong (2007) as following:   
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Figure 2.2  the relationship between marketing mix and satisfaction proposed 

Source: Lumpoopinijpong (2007) 

 

 

 

 

2.9 Relationship between customer satisfaction and loyalty  

 

     Barsky (1992) stated that Customer satisfaction is one of the most important 

outcomes of all marketing activities. The obvious need for satisfying the customer is 

to expand the business in order to gain a higher competitive advantage and to get 

duplicated and referral business, all of this leads to improve profitability.  
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Studies which conducted by Cronin and Taylor (1992) in service sectors such 

as: banking, pest control, dry cleaning, and fast food found that customer satisfaction 

has a significant effect on purchasing intentions in all four sectors. Similarly, in the 

health care sector, McAlexander et al. (1994) performed that patient satisfaction and 

service quality have a significant effect on future purchasing intentions. 

Getty and Thompson (1994) studied the relationships between quality of 

accommodation, satisfaction, and the resulting effect on customers’ intentions to 

recommend the accommodation to prospective customers. Their findings suggest that 

customers’ intentions are a function of their perception of both their satisfaction and 

service quality with the accommodation experience. Hence, it can be summing-up that 

there is a positive relationship between customer satisfaction and customer loyalty.  

Gremler and Brown (1997) stated that Practitioners and researchers have not 

clearly identified a theoretical framework, identifying factors that could lead to the 

development of customer loyalty. However, Cronin and Taylor, 1992) said that there 

is a consensus amongst practitioners and academics which customer satisfaction and 

service quality are prerequisites of loyalty. Selnes(1993) performed that those 

technical, economical and psychological factors influence on customers to switch 

suppliers considering to be additional prerequisites of loyalty . 

2.10 Conceptual Framework   

 

             The conceptual framework was conducted based on the literature review to 

study about “The relationship among marketing mix, customer satisfaction and 

customer loyalty of Chinese tourists to economic hotel of central Bangkok.” 
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Figure 2.3 Conceptual Framework 

(Cited from: Yelkur,2000) 
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2.11 Hypothesis  

H1: Chinese customer perception toward product of marketing mix (7p’s) has a 

positive impact on customer satisfaction of economic hotel in Bangkok.  

H2: Chinese customer perception toward price of marketing mix (7p’s) has a 

positive impact on customer satisfaction of economic hotel in Bangkok. 

H3: Chinese customer perception toward place of marketing mix (7p’s) has a 

positive impact on customer satisfaction of economic hotel in Bangkok. 

H4: Chinese customer perception toward promotion of marketing mix (7p’s) has a 

positive impact on customer satisfaction of economic hotel in Bangkok. 

H5: Chinese customer perception toward people of marketing mix (7p’s) has a 

positive impact on customer satisfaction of economic hotel in Bangkok. 

H6: Chinese customer perception toward process of marketing mix (7p’s) has a 

positive impact on customer satisfaction of economic hotel in Bangkok. 

H7: Chinese customer perception toward physical evidence of marketing mix (7p’s) 

has a positive impact on customer satisfaction of economic hotel in Bangkok. 

H8: Chinese customers’ satisfaction has a positive relationship with the customers’ 

loyalty of economic hotel in Bangkok. 
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Chapter 3 

 

Methodology 

 

This chapter reported several steps of research methodology as follows:  

3.1 Research design  

3.2 Population and Sampling Strategy  

3.3 Research Instrument 

3.4 Data collection  

3.5 Data Analysis 

 

3.1 Research Design  

 

 This study investigates how the marketing mix affects on the customer 

satisfaction and customer loyalty. It is also explained the relationship among these 

factors. 

 In this study will be completed using quantitative research method by 

collecting primary data from the Chinese customers who ever stayed in the economic 

hotel of Bangkok.  

 In this study, Independent variables are marketing mix (product, price, place, 

promotion, people, process, physical evidence) while dependent variables are 

customer satisfaction and customer loyalty.   
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3.2 Population and Sampling Strategy 

 

In order to determine the sample size for this study, the research uses Yamane 

sample size table (Yanmane, 1973:75) to specify the appropriate sample size as 

following: 

                               n = N/ (1+Ne2)                                                                            (1) 

                                n = sample size 

N is population, the thesis population is those people who travel to Thailand 

between January and April, 2014, is about 6598200(The first quarter to Thai foreign 

tourists about 6598200 people, Information source: Chinese in Thailand economic 

and Commercial Counsellor Office, 2014-06-16) 

        e2 = probability of error that is 0.05 or 5 % (at 95 % confidence level). 

So the sample size can be caudated according to the recommendation as follow: 

n =6598200 / [1+ 6598200 ×0.05×0.05]= 399.9 

                              With N = 659.82 

                              e = 5% (95% confidence) 

Therefore, the sample size should be at least 400 customers. I will collect 

questionnaire at least 400 Chinese customers living in economic hotel in Bangkok.   

 According to Department of Education Bangkok metropolitan administration’s 

research results (2015) indicates that the central of Bangkok areas includes phra nkhr, 

Dusit, Pom, samphanthawong, Din Daeng, Huai Khwang, Phayathai, Ratchathewi, 

and Wang Thong Lang. And this research applies random sampling method to find out 

three areas, there are Din Daeng , Huai Khwang, Phayathai.  

 

 



 

 33 

3.3 Research Instrument  

 

 In this study, the questionnaire was designed in Chinese language and the 

instrument that uses for this research is:  

1) Study questionnaire information from journal, thesis, statistics and other 

document related.  

2) Constant questionnaire that use for this research are as following:  

Part 1: Demography profile  

  This part consisted of 5 questions, including the name of hotel, experience 

stay in the hotel, gender, age, education, income and frequent stay at economic hotel 

every year. 

 

Part 2: Chinese customer perception toward marketing mix (7p’s)  

 This part consisted of 35 questions that include product 6 questions, price 5 

questions, place 4 questions, promotions 5 questions, people 5 questions, process 5 

questions and physical evidence 5 questions.  

Part 3: Chinese customer satisfaction. This part consisted of 11 questions.   

Part 4: Chinese customer loyalty. This part consisted of 4 questions.  

  According to Aaker (1991:55; 1996:42) and keller (2000: 42), the researcher 

used the five point Likert Scale method to measure the agreement level in Part 2, part 

3, part 4 of this questionnaire by  

5= Strongly Agree;4= Agree;3= Neutral;   2=Disagree; 1= Strongly Disagree 
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3.4 Data collection  

 

 Data for this research is collected through questionnaires from April 2015 to 

June 2015. The 400 questionnaires are collected from Chinese tourists who ever 

stayed in economic hotel of Bangkok, such as Din Daeng, Huikhuang, Phayathai 

areas. There are two ways I will use to collect questionnaires, one way is asking 

Chinese friends to fill in the questionnaires whether they have ever lived in economic 

hotel of Bangkok in this three areas, the other way is going to some typical economic 

hotel and asking  the Chinese fill in the questionnaires. Bangkok is the capital of 

Thailand and also is the largest population city in Thailand. This convenient sampling 

is the basic random sampling method. And the questionnaire will be translated to be 

Chinese language and English.  

 The questionnaires were distributed to the customer at each hotel after getting 

permission from general manager. Survey questionnaires were placed at the front 

desk, the front desk manager/staff randomly asked Chinese tourists who had just 

check out to fill out the questionnaire.  
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Table3.1 Plan and actual collected questionnaires  

Name of hotel Area plan Actual Respond  

Rate% 

1.My hotel CMYK@Rachada Huai  

Khwa-

ng 

28 26 92.86 

2.The mini Rachada hotel 28 25 89.29 

3.Yim Huaikhwang Routique hotel 28 28 100 

4.Rachada city hotel 28 23 82.14 

5.Bangk Cha-Da hotel 28 28 100 

6.First house hotel Phaya-

thai 

28 26 92.86 

7.siam swana hotel 28 25 89.29 

8.Baiyosky suite hotel 28 27 96.43 

9.Hotel vista express 28 28 100 

10.Gaam hotel 28 26 92.86 

11.Lantana resort Din-  

daeng 

28 27 96.43 

12.B.U.place 28 28 100 

13.The park residence @Bangkok 28 28 100 

14.Palazzo hotel 28 28 100 

15.Hip hotel Bangkok 28 28 100 

Huaikhwang 140 130 92.86 

Phayathai 140 132 94.29 

Dindaeng 140 139 99.29 

Total 420 401 95.48 

 

 

 

 

 



 

 36 

3.5 Data Analysis 

 

 Evaluative criteria for the question items with positive meaning, the interval 

for breaking the range in measuring each is calculated by 

   N (Width of the range) = Maximum – Minimum Level= (5 – 1)/5  = 0.8 

 The researcher analyzed the agreement level of customer perception toward 

marketing mix (7P’s), customer satisfaction and customer loyalty by calculating the 

Mean scores in the following ranges: 

                 4.21 – 5.00 are considered as strongly agree 

                 3.41 – 4.20 are considered as agree 

                 2.61 – 3.40 are considered as neutral 

                 1.81 – 2.60 are considered as disagree 

                 1.00 – 1.80 are considered as strongly disagree  

   There were 3 parts of statistical analysis as following: 

Part 1: Descriptive statistics analysis. The researcher described essential in formations 

that included customer’s gender, age, education and income.  

Part 2: Agreement level analysis. The questionnaire used Mean and Standard 

Deviation to describe the agreement level of marketing mix (7p’s: Product, Price, 

Place, Promotion, People, Physical Evidence, Process), customer satisfaction and 

customer loyalty.  

Part 3: Hypothesis testing. The questionnaire used diversified regression to find out 

the relationship between customer perception toward marketing mix (7P’s) and 

customer satisfaction. The questionnaire used simple regression to find the 

relationship between marketing mix (7p’s) and customer satisfaction, customer 

satisfaction and customer loyalty. 



 

 37 

Chapter4 

 

Date Analysis and Results 

 

The objective of this chapter was to analysis and interprets data from 

questionnaire in order to approach the research objectives. In this chapter, the results 

of the data analysis are consisted of 4 parts as per following:   

4.1: To analyze the demography profile of the respondents, such as gender, 

age, education level; income and frequency time stay at economic hotel (percentage).  

 4.2: To analyze the agreement level of marketing mix (7p’s), customer 

satisfaction and customer loyalty (Mean, SD).  

 4.3: Data analysis, Hypothesis, is tested following by briefing explanation and 

research objectives (Regression).  

 4.4: Hypothesis summary.  

 

4.1: Analyzing the demography profile of the respondents  

 

   The data are presented in term of number and percentage of respondent’s bellows. 

n=401 

Table 4.1 Respondents of customers by gender 

Item Characteristic detail No. of 

respondents 

Percentage 

1 Gender   

 -Male 186 46.4 

 -Female 215 53.5 

 Total 401 100.0 
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 Table 4.1 showed the 401 qualified answers as there are 186 persons are male, 

accounted for 46.4% and the rest 215 respondents are female, accounted for 53.5%. 

Table 4.2 Respondents of customers by age 

Item Characteristic detail No. of 

respondents 

Percentage 

2 Age   

 Under 20 years old 14 3.5 

 20-30 years old 248 61.8 

 31-40 years old 114 28.4 

 Over 40 years old 25 6.2 

 Total 401 100.0 

  

Table 4.2 showed that the customer age between 20 and 30 years was the 

largest, with 248 customers, accounted for 61.8% of the total number of customers. 

The second largest group was between 31 and 40 years old. With 114 customers, 

accounted for 28.4%. The age over 40 years old was 25 customers, accounted for 

6.2%. The age under 20 years old formed the smallest group with 14 customers, 

accounted for 3.5%.   

Table 4.3 Respondents of customers by education level 

Item Characteristic detail No. of respondents Percentage 

3 education   

 High school/lower 77 19.2 

 Bachelor’s degree 251 62.6 

 Master’s degree 70 17.5 

 Doctor degree 3 7 

 Total 401 100.0 
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 Table 4.3 represented that bachelor’s degree was the largest group with 251 

customers, accounted for 62.6% of the total number of customers. The second largest 

group was high school/ lower, with 77 customers, accounted for 19.2%, the master’s 

degree was 70, accounted for 17.5%. The doctoral degree formed the smallest group  

Table 4.4 Respondents of customers by income 

Item Characteristic detail No. of respondents Percentage 

4 Income(RMB/month)(RMB: Yuan)   

 Under 2000 32 8.0 

 2000-5000 167 41.6 

 5000-8000 143 35.7 

 8000-11000 37 9.2 

 Over 11000 22 5.5 

 Total 401 100.0 

 

Table 4.4 illustrated that income 2000-5000 RMB/Month was the largest 

group with 167 customers, accounted for 41.6% of the total number of customers. The 

second largest group was 5000-8000 RMB/Month, with 143 customers, accounted for 

35.7%. The third one 8000-11000 RMB/Month was 37 customers, accounted for 

9.2%.The fourth one under 2000 RMB/Month was 32 customers, accounted for 8%. 

The over 11000 RMB/Month formed the smallest 22 customers, accounted for 5.5%.   

Table 4.5 Respondents of customers by frequency times stay at budget hotel 

Item Characteristic detail No. of respondents Percentage 

5 How many times do you stay at budget hotel in Bangkok 

per year 

  

 1 time 215 53.6 

 2 times 123 30.7 

 3 times 36 9.0 

 4 times 7 1.7 

 5 times  5 1.2 

 More than 5 times 15 3.7 

 Total 401 100.0 
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Table 4.5 showed that 1
st
 time was the largest group with 215 customers, 

accounted for 53.6% of the total number of customers. The second largest group was 

2
nd

 times, with 123 customers, accounted for 30.7%. The 3
rd

 times was 36, accounted 

for 9.0%. The more than 5 times was 15 customers accounted for 3.7%. The 4
th

 times 

were 7 customers, accounted for 1.7%.The 5
th

 times formed the smallest with 5 

customers, accounted for 1.2%.  

 

4.2: Analyze the agreement level of marketing mix (7p’s), customer satisfaction 

and customer loyalty (mean, SD) 

 

The following data analysis results showed the level of agreement related to 3 

issued that includes customer perception toward marketing mix (7p’s), customer 

satisfaction and customer loyalty. 

Table 4.6 Analysis of the agreement level of product of customer perception toward marketing mix (7p’s)  

Product Mean Standard 

deviation 

Level of 

agreement 

1.The hotel facilities are in good condition(air-

condition, bed, TV, refrigerator, armoire) 

3.98 0.841 Agree 

2.Wi-Fi is fast 3.65 0.989 Agree 

3.The sound-proof effect of the room is good 3.75 0.928 Agree 

4. The decoration of the room is warm and 

sweet. 

4.12 0.776 Agree 

5.The room is neat and clean 4.46 0.774 Strongly 

Agree 

6.The hotel is safe(such as the hotel have safe 

box, security door) 

4.22 0.828 Strongly 

Agree 

Total 4.03 0.856 Agree 
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Table 4.6 showed the agreement level of product of customer perception toward 

marketing mix (7p’s), “The room is neat and clean” (mean=4.46 and SD=0.774) in 

strongly agree level is the highest of product. “Wi-Fi is fast” (mean=3.65 and 

SD=0.989) is the lowest that in agree level. And the total product (mean=4.03 and 

SD=0.856) are agree level.   

 

Table 4.7 Analysis of the agreement level of price of customer perception toward marketing mix (7p’s)   

Price Mean Standard 

deviation 

Level of 

agreement 

1.Prices during high seasons and low seasons of 

this hotel are reasonable 

4.31 0.827 Strongly  

Agree 

2.The service prices rate of this hotel are 

acceptable 

4.07 0.832 Agree 

3.The hotel offers excellent prices for the services 

of food, beverage ,breakfast is attract me 

3.78 0.934 Agree 

4.The Price is suitable for the benefits that I got 

while I stayed in hotel 

4.18 0.843 Agree 

5.The hotel offers competitive prices in 

comparison with other competitor hotels 

3.93 0.796 Agree 

Total 4.05 0.846 Agree 

    

     Table 4.7 showed the agreement level of price of customer perception toward 

marketing mix (7p’s). “Prices during high seasons and low seasons of this hotel are 

reasonable” (mean=4.31 and SD= 0.827) in strongly agree level is the highest of price. 

“The hotel offers excellent prices for the services of food, beverage, breakfast is 

attract me” (mean=3.78 and SD=0.934) is the lowest that in agree level. And the total 

product (mean=4.05 and SD=0.846) are agree level.  

 



 

 42 

Table 4.8 Analysis of the agreement level of place of customer perception toward marketing mix (7p’s) 

 

 

Table 4.8 showed the agreement level of place of customer perception toward 

marketing (7p’s). “There are many choices of public transport from airport to this 

hotel (such as taxi, airport-link)” (mean=4.35 and SD=0.807) and “Surrounding of 

this hotel is lively and convenient (such as bars and restaurants, ATM machines, 

money exchange booths, convenience stores)” (mean=4.35 and SD=0.773) in the 

agree level are the highest of place. “The location of this hotel is convenient for 

shopping (Near to MRT or BTS)” (mean=4.17 and SD=.931) is the lowest in agree 

level. And the total place (mean=4.29 and SD=0.813) is in strongly agree level.  

 

 

 

 

 

Place Mean Standard 

deviation 

Level of 

agreement 

1. The location of this hotel is convenient for 

shopping (Near to MRT or BTS). 

4.17 0.913 Agree 

2.There are many choices of transportation from 

airport to this hotel(such as taxi, airport-link) 

4.35 0.807 Strongly  

Agree 

3.Surrounding of this hotel is lively and 

convenient(such as bars and restaurants, ATM 

machines ,money exchange booths, convenience 

stores) 

4.35 0.773 Strongly  

Agree 

4.The hotel has an effective system of electronic 

booking 

4.29 0.759 Strongly 

Agree 

Total 4.29 0.813 Strongly 

Agree 
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 Table4.9 Analysis of the agreement level of promotion of customer perception toward marketing mix (7p’s) 

Promotion Mean Standard 

deviation 

Level of 

agreement 

1. Advertising and other means of promotion 

of this hotel attracts me considerably. 

4.23 0.930 Strongly  

Agree 

2.The hotel has a distinctive brand compared 

to competitors, and this attracts me 

3.92 0.805 Agree 

3. There is a variety of sales promotion 

packages during special festival in this hotel. 

3.93 0.927 Agree 

4.I can get rich information about the hotel 

from the Internet 

4.42 0.754 Strongly  

Agree 

5.I often get promotional prices from the 

hotel in comparison with the competition 

hotels 

3.84 0.843 Agree 

Total 4.068 0.8518 Agree 

  

Table 4.9 showed the agreement level of promotion of customer perception 

toward marketing mix (7p’s), “I can get rich information about the hotel from the 

Internet” (mean=4.42 and SD=0.754) in agree level is the highest of promotion. “I 

often get promotional prices from the hotel in comparison with the competition hotels” 

(mean=3.84 and SD=0.843) is the lowest that in the agree level. And the total 

promotion (mean=4.068 and SD=0.8518) are agree level.   
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Table 4.10 Analysis of the agreement level of people of customer perception toward marketing mix (7p’s) 

People Mean Standard 

deviation 

Level of 

agreement 

1.Staff of this hotel is friendly 4.33 0.814 Strongly  

Agree 

2.Staff of this hotel give timely services 4.11 0.767 Agree 

3.This hotel’s staff have strong professional 

knowledge 

4.15 0.843 Agree 

4.The staff at the hotel treat every guest fairly 4.34 0.866 Strongly  

Agree 

5. Staff are excellent in building good relationship 

with the guests based on friendship and respect 

4.29 0.804 Strongly  

Agree 

Total 4.24 0.8188 Strongly  

Agree  

  

  Table 4.10 showed the agreement level of customer perception toward marketing 

mix (7p’s), “The staff at the hotel treat every guest fairly”(mean=4.43 and SD=0.866) 

in agree level is the highest of people. “Staff of this hotel give timely services” 

(mean=4.11 and SD=0.767) is the lowest in agree level. And the total product 

(mean=4.24 and SD=0.8188) are agree level.  
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Table 4.11 Analysis of the agreement level of process of customer perception toward marketing mix (7p’s) 

Process Mean Standard 

deviation 

Level of 

agreement 

1.The luggage pickup and delivery service to 

customer’s room of this hotel is nice 

4.3 0.987 Strongly  

Agree 

2.Room services(like cleaning services, booking 

dinner service, wake up calling service) of this 

hotel is good 

4.1 0.791 Agree 

3.Check-in and Check-out processes are fast 4.23 0.879 Strongly  

Agree 

4.The bookings ,payment and stay at the hotel are 

done conveniently 

4.37 0.780 Strongly  

Agree 

5.The hotel offers high-class quality services in 

comparison with the competitor hotels 

3.94 0.756 Agree 

Total 4.18 0.8386 Agree 

 

Table 4.11 illustrated the agreement level of product of customer perception 

toward marketing mix (7p’s). “The bookings, payment and stay at the hotel are done 

conveniently.” (Mean=4.37 and SD=0.780) in agree level is the highest of process. 

“The hotel offers high-class quality services in comparison with the competitor hotels.” 

(Mean=3.94 and SD=0.756) in the lowest that in agree level. And the total product 

(mean=4.18 and SD=0.8386) are agree level.   
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Table 4.12 Analysis of the agreement level of physical evidence of customer perception toward marketing mix (7p’s) 

Physical evidence Mean Standard 

deviation 

Level of 

agreement 

1.The rooms , furniture of this hotel make me 

feel comfortable 

4.22 0.845 Strongly  

Agree 

2.The hotel's overall designs attract me 4.09 0.775 Agree 

3.Environmental comfort level of this hotel is 

high( such as green space, natural and 

comfortable furniture) 

4.21 0.833 Strongly  

Agree 

4.Staff’s uniform is neat and clean 4.47 0.735 Strongly  

Agree 

5.The hotel has high standards of security 

and safety procedures such as camera in lift 

and  pathway 

4.24 0.777 Strongly  

Agree 

Total 4.246 0.793 Strongly  

Agree 

  

Table 4.12 showed the agreement level of physical evidence of customer 

perception toward marketing mix (7p’s). “Staff’s uniform is neat and clean.”(Mean 

=4.47 and SD=0.735) in agree level is the highest of physical evidence. “The hotel's 

overall designs attract me.”(Mean =4.09 and SD=0.775) is the lowest in agree level. 

And the total physical (mean=4.246 and SD=0.793) is strongly level.  
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  Table 4.13 Analysis of the agreement level of customer perception toward marketing mix (7p’s) 

Marketing mix(7p’s) Mean Standard 

deviation 

Level of 

agreement 

1.Product 4.03 0.856 Agree 

2.Prcie 4.05 0.846 Agree 

3.Place 4.29 0.813 Strongly  

Agree 

4.Promotion 4.068 0.8518 Agree 

5.Peole 4.24 0.8188 Strongly  

Agree 

6.Process 4.18 0.8386 Agree 

7.Physical evidence 4.246 0.793 Strongly  

Agree 

Total 4.16 0.831 Agree 

 

Table 4.13 showed that in the total of customer perception toward marketing 

mix (7p’s), “Product” (mean=4.03 and SD= 0.856), “Price” (mean=4.05 and 

SD=0.846), “Promotion” (mean=4.068 and SD=0.8518) “Process” (mean=4.18 and 

SD=0.8386) were considered as the agree level of the agreement level. “Place” 

(mean=4.29 and SD= 0.813), “People” (mean=4.24 and SD=0.8386), “Physical 

evidence” (mean=4.246 and SD=0.793), were considered as the strongly agree level 

of the agreement level.   

 “Place” (mean=4.29 and SD= 0.813) in strongly agree level is the highest of 

marketing mix (7p’s), “Product” (mean=4.03 and SD= 0.856) is the lowest that in 

agree level. 

 The overall customer perception toward marketing mix (7p’s) (mean=4.16 

and SD= 0.831) was considered as the agree level of the agreement level.   
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Table 4.14 Analysis of the agreement level of customer satisfaction 

Customer satisfaction Mean Standard 

deviation 

Level of 

agreement 

1.I am satisfied with the Staff’s service 4.29 0.777 Strongly  

Agree 

2.I am satisfied with the Supporting facility 4.02 0.740 Agree 

3.I am satisfied with the hotel location 4.29 0.820 Strongly  

Agree 

4.I am satisfied with the price of this hotel 4.44 0.759 Strongly  

Agree 

5.I am satisfied with the convenient  traffic near this 

hotel 

4.46 0.761 Strongly  

Agree 

6.I am satisfied with the clean environment of this 

hotel 

 4.24 0.737 Strongly  

Agree 

7.I am satisfied with the safety service 4.38 0.749 Strongly  

Agree 

8.I am satisfied with the room’s comfort level 4.18 0.752 Agree 

9.I am satisfied with the dining quality 4.04 0.861 Agree 

10.I am satisfied with my decision to choose this 

hotel 

4.25 0.789 Strongly  

Agree 

11. This economic hotel service is better than 

expectation. 

4.00 0.755 Agree 

Total 4.235 0.773 Strongly 

Agree 

 

Table 4.14 showed that in the total of customer perception toward customer 

satisfaction, the mean score and SD of “I am satisfied with the Staff’s service.” 

(Mean=4.29 and SD=0.777), “I am satisfied with the hotel location.” (Mean=4.29 and 

SD=0.820), “I am satisfied with the price of this hotel.” (Mean=4.44 and SD=0.759), 

“I am satisfied with the convenient traffic near this hotel.” (Mean=4.46 and 

SD=0.761), “I am satisfied with the cleanly environment of this hotel.” (Mean=4.24 

and SD=0.737), “I am satisfied with the safety service.” (Mean=4.38 and SD=0.749), 

“I am satisfied with my decision to choose this hotel.” (Mean=4.25 and SD=0.789) 

were considered as the strongly agree level of the agreement level.   
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The Mean score and SD of “I am satisfied with the Supporting facilities.” 

(Mean=4.02 and SD=0.740), “I am satisfied with the room’s comfort level.” 

(Mean=4.18 and SD=0.752), “I am satisfied with the dining quality.” (Mean=4.04 and 

SD=0.861), “This economic hotel service is better than expected.” (Mean=4.0 and 

SD=0.755) were considered as the agree level of the agreement level.    

“I am satisfied with the convenient traffic near this hotel.” (Mean=4.46 and 

SD=0.761) is the highest in strongly agree level. “This economic hotel service is 

better than expected.” (Mean=4.0 and SD=0.755) is the lowest in the agree level.   

The overall customer perception toward customer satisfaction (Mean= 4.235 

and SD=0.773) was considered as the strong agreement level.  

 

Table 4.15 Analysis of the agreement level of customer loyalty 

Customer Loyalty Mean Standard 

deviation 

Level of 

agreement 

1.I will book this hotel next time I come to 

Bangkok 

4.04 0.882 Agree 

2.I will say positive things of this hotel to 

others 

3.94 0.769 Agree 

3.I will share my pleasant living 

experience with others 

4.09 0.823 Agree 

4.I will recommend-this economic hotel to 

my friends 

4.05 0.844 Agree 

Total 4.03 0.830 Agree 
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Table 4.15 showed the total of customer perception toward customer loyalty. 

The Mean score and SD of “I will share my pleasant living experience with 

others.”(Mean=4.09 and SD=0.823) is the highest in agree level. “I will recommend-

this economic hotel to my friends.” (Mean=4.05 and SD=0.844) is the second one in 

agreement level, “I will book this hotel next time I come to Bangkok.” (Mean=4.04 

and SD=0.882) is the third one in agree level. “I will say positive things of this hotel 

to others.” (Mean=3.94 and SD=0.769) is the lowest in the agree level.  

The overall customer perception toward customer loyalty (Mean= 4.03 and 

SD=0.83) was considered as the agree level of the agreement level.     

 

4.3: Data analysis. Hypothesis testing followed by briefing explaining and 

research objectives.  

 

Hypothesis 1-Hypothesis7: Chinese Customers’ perception toward marketing 

mix (7p’s) and customer satisfaction   

H1: Product of marketing mix (7p) has a positive relationship with the Chinese 

customers’ satisfaction of economic hotel in Bangkok. 

H2: Price of marketing mix (7p) has a positive relationship with the Chinese 

customers’ satisfaction of economic hotel in Bangkok. 

H3: Place of marketing mix (7p) has a positive relationship with the Chinese 

customers’ satisfaction of economic hotel in Bangkok. 

H4: Promotion of marketing mix (7p) has a positive relationship with the Chinese 

customers’ satisfaction of economic hotel in Bangkok. 

H5: People of marketing mix (7p) has a positive relationship with the Chinese 

customers’ satisfaction of economic hotel in Bangkok. 
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H6: Process of marketing mix (7p) has a positive relationship with the Chinese 

customers’ satisfaction of economic hotel in Bangkok. 

H7: Physical evidence of marketing mix (7p) has a positive relationship with the 

Chinese customers’ satisfaction of economic hotel in Bangkok. 

H8: Customer satisfaction has a positive impact on customer loyalty. 

 

Table 4.16 Regression analyses between customer perception toward marketing mix (7p’s) and customer satisfaction 

Model summary 

 

ANOVA
a
 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 

Regression 112.578 7 16.083 259.526 .000
b
 

Residual 24.354 393 .062   

Total 136.932 400    

a. Dependent Variable: CS_total 

b. Predictors: (Constant), Physical_total, Place_total, Product_total, People_total, 

Price_total, Promotion_total, Process_total 

 

 

 

 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .907
a
 .822 .819 .24894 

a. Predictors: (Constant), Physical total, Place total, Product total, People total, Price 

total, Promotion total, Process total 
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The result of the multiple regression analysis, as presented in Table 4.16 

indicated that the value of Adjusted R Square=0.819, indicating that 81.9% of the 

variation in the customer satisfaction was influenced by customer perception toward 

marketing mix (7p’s). The significant level of regression was 0.000 (sig<0.05). The 

significant level of product, people, process and physical evidence were 

0.000(sig<0.05). The results indicated that  

H1: Chinese customer perception toward product of marketing mix (7p’s) has 

a positive impact on Chinese customers’ satisfaction of economic hotel in Bangkok 

which was supported.  

H2: Chinese customer perception toward price of marketing mix (7p’s) has a 

positive impact on Chinese customers’ satisfaction of economic hotel in Bangkok 

which was unsupported.  

H3: Chinese customer perception toward place of marketing mix (7p’s) has a 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) .345 .095  3.646 .000 

Product_total .173 .031 .188 5.550 .000 

Price_total .044 .034 .052 1.298 .195 

Place_total .081 .029 .093 2.800 .005 

Promotion_total -.023 .034 -.027 -.676 .499 

People_total .157 .034 .189 4.595 .000 

Process_total .170 .038 .183 4.508 .000 

Physical_total .324 .037 .350 8.661 .000 

a. Dependent Variable: CS_total  

*. The mean difference is significant at the 0.05 level. 
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positive impact on Chinese customers’ satisfaction of economic hotel in Bangkok 

which was unsupported.  

H4: Chinese customer perception toward promotion marketing mix (7p’s) has a 

positive impact on Chinese customers’ satisfaction of economic hotel in Bangkok 

which was unsupported.  

H5: Chinese customer perception toward people of marketing mix (7p’s) has a 

positive impact on Chinese customers’ satisfaction of economic hotel in Bangkok 

which was supported.  

H6: Chinese customer perception toward process of marketing mix (7p’s) has a 

positive impact on Chinese customers’ satisfaction of economic hotel in Bangkok 

which was supported.  

H7: Chinese customer perception toward physical evidence of marketing mix 

(7p’s) has a positive impact on Chinese customers’ satisfaction of economic hotel in 

Bangkok which was supported. 

Furthermore, customer perception toward product, customer perception toward 

people, customer perception toward process and customer perception toward physical 

evidence were statistically significant. Thus, the 4 factors as customer perception 

toward product, customer perception toward people, customer perception toward 

process and customer perception toward physical evidence were significantly 

associated with customer satisfaction. 

         H8: Customer satisfaction has a positive impact on customer loyalty.  
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Table 4.17Regression analyses between customer satisfaction and customer loyalty Model Summary 

 

Model R R Square Adjusted R Square Std. Error of the Estimate 

 

1 
.773

a
 .597 .596 .46244 

a. Predictors: (Constant), CS_total 

  

ANOVA
a
 

Model Sum of 

Squares 

df Mean Square F Sig. 

1 

Regression 126.377 1 126.377 590.958 .000
b
 

Residual 85.327 399 .214   

Total 211.704 400    

a. Dependent Variable: CL_total 

a. Predictors: (Constant), CS_total  

* The mean difference is significant at the 0.05 level 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) -.037 .169  -.218 .828 

CS_total .961 .040 .773 24.310 .000 

a. Dependent Variable: CL_total  

* The mean difference is significant at the 0.05 level. 

 

The single regression analysis was performed to examine the relationship 

between customer satisfaction and customer loyalty. According to the result presented 

in the Table 4.17, it was found that the significant level was 0.000 (sig<0.05) and the 

customer satisfaction was correlated 59.6% (Adjusted R Square= 0.596) with 

customer loyalty. 
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 Indicating the marked relationship was existed between customer satisfaction 

and customer loyalty. This means that the customer loyalty was influenced by their 

satisfaction. Therefore, H8: Customer satisfaction has a positive impact on customer 

loyalty was supported.  

 

4.4: Hypothesis summary  

 

 The summary of hypothesis testing analyses result in economic hotels was 

showed as follow: H1-H7 were the Hypotheses testing between customer perception 

toward marketing mix (7p’s) and customer satisfaction, and H8 was the Hypotheses 

testing between customer satisfaction and customer loyalty.  

Table 4.18 The summary for hypotheses 

Hypotheses         Result 

Customer perception toward marketing mix(7p’s) and customer satisfaction  

 

H1: Chinese customer perception toward product of marketing mix (7p’s) has a positive 

impact on customer satisfaction of economic hotel in Bangkok. 

      Supported 

 

H2: Chinese customer perception toward price of marketing mix (7p’s) has a positive 

impact on customer satisfaction of economic hotel in Bangkok. 

Unsupported 

H3: Chinese customer perception toward place of marketing mix (7p’s) has a positive 

impact on customer satisfaction of economic hotel in Bangkok. 

     Unsupported 

H4: Chinese customer perception toward promotion of marketing mix (7p’s) has a positive 

impact on customer satisfaction of economic hotel in Bangkok. 

Unsupported 

H5: Chinese customer perception toward people of marketing mix (7p’s) has a positive 

impact on customer satisfaction of economic hotel in Bangkok. 

      Supported 

H6: Chinese customer perception toward process of marketing mix (7p’s) has a positive 

impact on customer satisfaction of economic hotel in Bangkok. 

      Supported 

H7: Chinese customer perception toward physical evidence of marketing mix (7p’s) has a 

positive impact on customer satisfaction of economic hotel in Bangkok. 

      Supported 

Customer perception toward product, people, process and physical evidence have a positive impact on customer 

satisfaction.  

Customer perception toward price, place and promotion has a negative impact on customer satisfaction.   

Customer loyalty and customer satisfaction 

H8: Customer satisfaction has a positive impact on customer loyalty. Supported 
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Chapter 5 

 

Conclusion, Discussion and Recommendation 

 

       The results reported in chapter 4 were discussed in greater detail in chapter 5. The 

chapter is presented in five sections as following:  

     5.1 Conclusion   

     5.2 Discussion 

     5.3 Implication for Business 

     5.4 Research recommendations  

     5.5 Limitation and further research  

 

5.1 Conclusion   

 

5.1.1 Demography characteristics  

 

 Based on 401 usable data from Chinese customers who stayed at economic 

hotel of Bangkok, we can find that the number of male customers and female 

customers are almost the same (male 186, female 215), most of customers are 20-30 

years old, education of bachelor’s degree, income 2000-5000 RMB/month, stay at 

economic hotel1 time /year.  
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5.1.2 Chinese customer perception toward marketing mix (7p’s) 

 

 Marketing mix (7p’s) consisted of 7 elements that are product, price, place, 

promotion, people, process and physical evidence showing the results of data analysis 

on level of agreement are as following:  

  The highest agree level of product is “The room is neat and clean” 

(Mean=4.46 and SD=0.774) in strongly agree level.   

  The highest agree level of price is “Prices during high seasons and low 

seasons of this hotel are reasonable.” (Mean= 4.31 and SD= 0.827) in strongly agree 

level.  

 The highest agree level of place is “There are many choices of public 

transport from airport to this hotel (such as taxi, airport-link).” (Mean=4.35 and 

SD=0.807) and “Surrounding of this hotel is lively and convenient (such as bars and 

restaurants, ATM machines, money exchange booths, convenience stores).” (Mean= 

4.35 and SD= 0.773) are in strongly agree level. 

The highest agree level of promotion is “I can get rich information about the 

hotel from the Internet.” (Mean= 4.42 and SD= 0.754) in strongly agree level.   

 The highest agree level of people is “The staff at the hotel treat every guest 

fairly.”(Mean=4.43 and SD=0.866)  

 The highest agree level of process is “The bookings, payment and stay at the 

hotel are done conveniently.” (Mean=4.37 and SD= 0.780) in strongly agree level.  

  The highest agree level of physical evidence is “Staff’s uniform is neat and 

clean.”(Mean=4.47 and SD= 0.735) in strongly agree level.  

 According to the results of data analysis on level of agreement, there are 

“Product” (mean=4.03 and SD= 0.856), “Price” (mean=4.05 and SD=0.846), 
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“Promotion” (mean=4.068 and SD=0.8518) “Process” (mean=4.18 and SD=0.8386) 

were considered as the general agree level of the agreement level. “Place” 

(mean=4.29 and SD= 0.813), “People”  (mean=4.24 and SD=0.8386), “Physical 

evidence” (mean=4.246 and SD=0.793), were considered as the strongly agree level. 

“Place” (mean=4.29 and SD= 0.813) in strongly agree level is the highest of 

marketing mix (7p’s), “Product” (mean=4.03 and SD= 0.856) is the lowest in agree 

level. 

 The overall customer perception toward marketing mix (7p’s) (mean=4.16 

and SD= 0.831) was acceptable. 

 

5.1.3 Customer satisfaction   

 

 “I am satisfied with the convenient traffic near this hotel.” (Mean=4.46 and 

SD=0.761) is the highest in strongly agree level while “This economic hotel service is 

better than expected.” (Mean=4.0 and SD=0.755) is the lowest in the agree level of 

Customer satisfaction.  

The overall customer perception toward customer satisfaction (Mean= 4.235 

and SD=0.773) was considered as the strongly agree level of the agreement level.   

 

  5.1.4 Customer loyalty  

 

 The mean score and SD of “I will share my pleasant living experience with 

others.”(Mean=4.09 and SD=0.823) is the highest in agree level however, “I will say 

positive things of this hotel to others.” (Mean=3.94 and SD=0.769) is the lowest in the 

agree level.  
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The overall customer perception toward customer loyalty (Mean= 4.03 and 

SD=0.83) was considered acceptably. 

 

5.1.5 Conclusion of Hypotheses 

 

         H1: Chinese customer perception toward product of marketing mix (7p’s) has a 

positive impact on Chinese customers’ satisfaction of economic hotel in Bangkok was 

supported.   

H2: Chinese customer perception toward price of marketing mix (7p’s) has a 

positive impact on Chinese customers’ satisfaction of economic hotel in Bangkok was 

unsupported.   

H3: Chinese customer perception toward place of marketing mix (7p’s) has a 

positive impact on Chinese customers’ satisfaction of economic hotel in Bangkok was 

unsupported.   

H4: Chinese customer perception toward promotion marketing mix (7p’s) has a 

positive impact on Chinese customers’ satisfaction of economic hotel in Bangkok was 

unsupported.  

 H5: Chinese customer perception toward people of marketing mix (7p’s) has a 

positive impact on Chinese customers’ satisfaction of economic hotel in Bangkok was 

supported.   

H6: Chinese customer perception toward process of marketing mix (7p’s) has a 

positive impact on Chinese customers’ satisfaction of economic hotel in Bangkok was 

supported.   
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H7: Chinese customer perception toward physical evidence of marketing mix 

(7p’s) has a positive impact on Chinese customers’ satisfaction of economic hotel in 

Bangkok was supported. Customer perception toward product, people, process and 

physical evidence have a positive impact on customer satisfaction. The four factors 

were significantly associated with customer satisfaction.Customer perception toward 

price, place and promotion has a negative impact on customer satisfaction. 

 H 8: Customer satisfaction has a positive impact on customer loyalty. 

 This hypothesis was designed to identify the relationship between customer 

satisfaction and customer loyalty. The result of this hypothesis test showed that 

customer satisfaction has a positive impact on customer loyalty. 

 

5.2 Discussion  

 

5.2.1 The relationship between customer perception toward marketing mix (7p’s) 

and customer satisfaction  

 

 This research studied the customer perception toward marketing mix (7p’s) 

that involved product, price, place, promotion, people, process and physical evidence. 

The result showed that customer perception toward product, people, process and 

physical evidence had a positive impact on customer satisfaction. For the dimension 

of product, the most important factors that have impact on customer satisfaction were 

the room is neat, clean and safe. The product strategy of economic hotel was provided 

clean and comfortable guest room with variety of facilities (e.g. TV, Wi-Fi, Air- 

condition, refrigerator), create pleasant atmosphere in guest room, provide variety of 

guest room type, and ensure customer’s safety and security and so on. 
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 This finding related to Oliver (1997:39) that satisfaction was a judgment 

through a product or service feature, or the product or service itself. In this study, the 

discussion of people showed that the most important factor that affects customer 

satisfaction were the staff at the hotel with fine and friendly service. So staff of 

economic hotel should have service, knowledge, appropriate interpersonal skills, and 

good attitude to provide the professional service for consumers, moreover 

communicate can make customers satisfaction, creating much value for the hotel and 

make economic hotel have more competitive. This finding (Judd,2001) related to that 

people delivery of service to customers, if there is no support from the people, a 

customer- orientation is not possible to get achievement.  

 For the dimension of process, the most important factors that have impact on 

customer Satisfactions were the process as bookings, payment and staying at the hotel 

conveniently. The process strategy of economic hotel was to provide conveniently 

online booking system, provide timely services such as room services, check-in and 

check-out service, and help customers to solve problems when they need some 

assistance. This finding related to Marketing and the 7p’s, (2012) that what customers 

interested in getting good service, but do not concern the details of how the business 

runs. The hotel business will run most smoothly for customers if there are processes 

in place that the staff understands. 

For the dimension of physical evidence, the most important factor that has 

impact on customer satisfaction was the staff’s uniform with neat and clean. Clean 

and decent uniforms have important effect to staff’s appearance, it makes them looks 

great and professional, it will increase good opinion and security of customers, make 

the economic hotel’s visual image become better.  
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This finding related to Shostack, (1977) that the environmental adornment and 

design also significantly influence on customer’s expectations of the service.  

 

5.2.2 The relationship between customer satisfaction and customer loyalty  

 

 The findings in this study also showed that customer satisfaction had a 

positive impact on customer loyalty. It related with the previous research (Gandolfo, 

2010:5) that customer satisfaction is the basic process to build customer loyalty. It 

was a loyalty stock that will improve image of corporate in a long-term relationship. 

In business activities, making great effort to improve customer’s satisfaction, reducing 

customer dissatisfaction are very important to attract new customers, and maintain 

existing customers.  

 

5.3 Implication for business  

 

     Creating a good marketing mix plan is the most important basis of the hotel 

management. And primary result of this research, the target market of economic hotel 

industry should focus on:   

Yong people age 20-30.  

Both female and male Chinese customers.   

Bachelor’s degree.    

Income of over 2000 RMB/Month.  
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Marketing strategy  

 

According to the result of regression analysis in Chapter 4 with those 4 

elements: product, people, process and physical evidence have a positive impact on 

customer satisfaction, thus the researcher had some implication in these 4 elements as 

following:   

 

Product strategy 

 

 The core products of economic hotel are guest room and service. The product 

strategy of economic hotel is to provide not only comfortable and clean guest room 

with variety of facilities (e.g. TV, WI-FI, and refrigerator) but also pleasant 

atmosphere and security. 

 

People strategy  

 

 People are important to deliver service to customers and influence on 

customer perception. Most managers need to develop a unified management system, 

such as reward and punishment system, pay more learning and training their staff, and 

communicate timely with them. They could achieve to display the optimum value of 

the product in the economic hotel to customers and accomplish the hotel goal.  
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Process strategy  

 

      Process of the economic hotel means the services that customers got from booking, 

check-in, room service check-out and so on. Therefore, process management ensures 

the availability of service during customers stay in the economic hotel, improve the 

network reservation system, handle the registration courteously and efficiently , 

strengthening Room Service(like cleaning services, booking dinner service), it could 

improve customers’ satisfaction and increase the competitiveness with other 

competitor hotels.   

 

Physical evidence strategy 

 

Visible surroundings can affect the impressions perceived by the customers 

about service quality of the economic hotel, it is important to provide good service 

through physical evidence. For example: it would ensure that the guest room is clean, 

furniture is complete, the overall designs of economic hotel can attract customers  

Overall, the benefit of good atmosphere such as green space, clean uniform and 

so on could attract customer to return to this hotel.   

 

5.4 Research recommendations 

 

      The research studied the influence of Chinese customer perception toward 

marketing mix (7p’s) customer satisfaction and also the influence of customer 

satisfaction to customer loyalty.  
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It is expected to obtain results which will provide useful information to 

improve the economic hotel industry in Bangkok, Thailand. This study can be used as 

a source of information for the future study in related fields. According to the results 

of this study, having some recommendations as following:  

 

 5.4.1 Demography characteristics  

 

Based on analysis result of 401 collected data from Chinese customers who 

stay at economic hotels in Bangkok, the researcher found that the number of male 

customers and female customers are almost the same (male 186 and female 215), 

most of Chinese customers are young people about 20-40 years old, education of 

bachelor’s degree, income of 2000-8000 RMS/Month, stay at economic hotel twice a 

year. Thus, the Chinese customers of economic hotel should focus on 20-40 old 

young people  

 

5.4.2 Customer perception toward marketing mix (7p’s)  

 

Regarding the result of agreement level from chapter 4, marketing mix (7p’s) 

part included product, price, place, promotion, people, process, and physical evidence.  

About the product, the agreement level of “Wi-Fi is fast” in agree level is the 

lowest (mean=3.65). About the price, the agree level of “The hotel offers excellent 

prices for the services of food, beverage, breakfast is attract me” in agree level is the 

lowest (mean=3.78). About the place, the agreement level of “The location of this 

hotel is convenient for shopping (Near to MRT or BTS)” in agree level is the lowest 

(mean=4.17).  
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About the promotion, the agreement level of “I often get promotional prices 

from the hotel in comparison with the competition hotels” in agree level is the lowest 

(mean=3.84). About the people, the agreement level of “Staff of this hotel give timely 

services” in agree level is the lowest (mean=4.11). About the process, the agreement 

level of “The hotel offers high-class quality services in comparison with the 

competitor hotels” in agree level is the lowest (mean=3.94). About the physical 

evidence, the agreement level of “The hotel’s overall designs attract me” in agree 

level is the lowest (mean=4.09). So these are questions that budget hotel operators 

should solve.  

These findings can help economic hotel operators to make decision for new 

marketing strategy. Such as, make Wi-Fi speed faster; make new suitable price 

strategy, offering reasonable price for the services of food, beverage and breakfast; 

offering useful suggestion that how to go to the shopping place or scenic spot to 

customers; do more special promotion on special days of the Internet; train staffs or 

hire staffs who have special knowledge or skill and give customers timely services; 

offer high-class quality services in comparison with other competitor hotels; decorate 

the economic hotel more appealing.   

 

5.4.3 Marketing mix (7p’s) and customer satisfaction   

 

 Based on the result of regression analysis in chapter 4 that Chinese customer’s 

perception toward marketing mix (7p’s) had a positive impact on customer 

satisfaction. Furthermore, product, people, process and physical evidence had a 

positive impact on customer satisfaction.  
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Economic hotel operators should focus on product in lodging business, such as 

the guest room, it should meet customers’ needs and make them be satisfied. 

Economic hotel managers should focus on people in lodging business, such as 

offering much training and learning to staff and make sure they give friendly and 

timely services to customers. Hotel managers should focus on process in lodging 

business, such as strengthen and improve booking system, enhance check-in and 

check-out processes, offer timely room services like cleaning services and booking 

dinner service. Economic hotel operators should focus on physical evidence in 

lodging business, such as offering cleanly rooms and furniture, adding more green 

space, improving hotel’s overall designs, ensuring staff’s uniform.  

 

 

5.5 Limitation and further research   

 

5.5.1 Limitation 

 

 From the study of “The relationship among marketing mix, customer 

satisfaction and customer loyalty of Chinese tourists to economic hotel of central 

Bangkok” It appears that the limitations have been issued as following:  

1. The research area, in order to convince collect data, only focuses on Chinese 

customers stay in 3 areas (phayathai, Din daeng, Huaikhang) of economic hotel in 

central Bangkok. There is limitation in the data collection; it could not distribute the 

questionnaires to other consumer areas, such as the other areas of central Bangkok. It 

would influence the accurate of study and cannot represent the actual attitude of the 

whole Chinese customers.  
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2. The sampling groups come from various backgrounds, which may cause an 

effect on the questionnaires. Some respondents understand the questionnaires and 

some respondents needed more explanations. All of these may impact on the accuracy 

of the answer given.  

3. Answer from the questionnaires might be distorted because the 

questionnaires were Distributed in the economic hotel of three areas in Central 

Bangkok. Sometimes the answered of respondents were very hurried, also not careful, 

someone even didn’t want to waste their time to answered the questionnaire. 

Therefore, their answers may not conform to their current satisfaction. 

 

5.5.2 Future Research  

 

1. This research only focuses on the Chinese customers in central Bangkok 

and does not include the customers in other areas. Therefore, the next 

research for the person who is interested in this issue can focus on the other 

areas. Such as, Chiang Mai, Chiang Rai, Phuket, Pattaya, Surat Thani, or 

other Provinces of Thailand.  

2. This research only focuses on the Chinese customers. Therefore, the next 

research for the person who is interested in this issue can focus on other 

countries such as Thai.  

3. This study only focuses on some main variables (marketing mix) relating to 

customer satisfaction and customer loyalty. There might be other variables 

influence on customer satisfaction and customer loyalty. Therefore, future 

researcher may investigate more variables relating to customer satisfaction 

and customer loyalty in staying economic hotel to deeply understand. 
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Questionnaire 

 

My name is Yutian Xie. I am a student who studies MBA Program in marketing 

at The University of the Thai Chamber of Commerce, in Bangkok, Thailand. I am 

doing a research, as the topic of my thesis is “The relationship among marketing mix, 

customer satisfaction and customer loyalty of Chinese tourist to economic hotel of 

central Bangkok”. I would be grateful if you fill in the questionnaire in order to 

complete the research process. The information acquired from this questionnaire will 

be confidentially used for academic purpose only. Thank you so much!  

 

1. What economic hotel did you stay?   

2. What areas of economic hotel did you stay?  

   __（1）Din Daeng  __（2） Huai Khwang  __（3）Phayathai 

 

Part 1: Customer’s basic information 

 

Please check（√）in the __that related to your answer. 

1. Gender   __（1）Male __（2）Female 

 

2. Age   __ (1) Under 20 years’ old   __ (2) 20-30 years old 

__ (3) 31-40 years old __ (4) Over 40 years old  

 

3. Education level 

__ (1) High School/Lower __ (2) Bachelor’s degree 
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__ (3) Master’s degree __ (4) Doctor degree   

4. Income (RMB/month)(RMB:Yuan) 

__ (1) Under 2000__ (2) 2000-5000__(3)5000-8000 

__ (4) 8000-11000__(5)over11000 

 

5. How many times do you stay at budget hotel in Bangkok per year? 

__ (1) 1 time __ (2) 2 times __ (3) 3 times 

__ (4) 4 times__ (5) 5 times __ (6) More than 5 times  

Part 2: Customer perception toward marketing mix (7P’s) 

 

Please check the degrees that best describe you agree or disagree with each statement 

in the following, based on the economic hotel that you stay. 

Please check（√）in one of the boxes below in the following scale: 

1=strongly disagree; 2=disagree; 3=neutral; 4=agree; 5=strongly agree 

 Product Agreement level 

  1 2 3 4 5 

1 The hotel facilities are in good condition (air-

conditioner, bed, TV, refrigerator, armoire) 

     

2 Wi-Fi is fast      

3  The sound-proof effect of the room is good      

4 The  decoration of the room is warm and sweet      

5 The room is neat and clean      

6  The hotel is safe(such as the hotel have safe box, 

security door) 
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 Price Agreement level 

  1 2 3 4 5 

1 Prices during high seasons and low seasons of this hotel 

are reasonable  

     

2 The service prices rate of this hotel are acceptable      

3 The hotel offers excellent prices for the services of food, 

beverage ,breakfast is attract me 

     

4 The Price is suitable for the benefits that I got while I 

stayed in hotel 

     

5 The hotel offers competitive prices in comparison with 

other competitor hotels. 

     

  

 Place Agreement level 

  1 2 3 4 5 

1  The location of this hotel is convenient for shopping 

(Near to MRT or BTS). 

     

2 There are many choices of transportation from airport 

to this hotel(such as taxi, airport-link) 

     

3 Surrounding of this hotel is lively and convenient(such 

as bars and restaurants, ATM machines ,money 

exchange booths, convenience stores) 

     

4 The hotel has an effective system of electronic booking      
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 Promotion Agreement level 

  1 2 3 4 5 

1 Advertising and other means of promotion of this 

hotel attracts me considerably. 

     

2 The hotel has a distinctive brand compared to 

competitors, and this attracts me 

     

3 There is a variety of sales promotion packages 

during special festival in this hotel.   

     

4 I can get rich information about the hotel from the 

Internet 

     

5 I often get promotional prices from the hotel in 

comparison with the competition hotels 

     

  

 People Agreement level 

  1 2 3 4 5 

1 Staff of this hotel is friendly      

2 Staff of this hotel give timely services      

3 This hotel’s staff have strong professional knowledge      

4 The staff at the hotel treat every guest fairly      

5 Staff are excellent in building good relationship with 

the guests based on friendship and respect 
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 Process Agreement level 

1 The luggage’s pickup and delivery service to 

customer’s room of this hotel is nice 

     

2 Room services(like cleaning services, booking dinner 

service, wake up calling service) of this hotel is good 

     

3 Check-in and Check-out processes are fast      

4 The bookings ,payment and stay at the hotel are done 

conveniently 

     

5 The hotel offers high-class quality services in 

comparison with the competitor hotels 

     

  

 

 Physical evidence Agreement level 

  1 2 3 4 5 

1 The rooms , furniture of this hotel make me feel 

comfortable  

     

2 The hotel's overall design attract me      

3 Environmental comfort level of this hotel is 

high( such as green space, natural and comfortable 

furniture) 

     

4 Staff’s uniform is neat and clean      

5 The hotel has high standards of security and safety 

procedures such as hotel has camera in lift and  

passageway 
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Part3: Customer satisfaction  

Please  check the degree that best describe you agree or disagree with each statement 

in the following, based on the budget hotel that you stay.  

Please check (√）in one of the boxes below in the following scale: 

1=strongly disagree; 2=disagree; 3=neutral; 4=agree; 5=strongly agree 

  

 Customer satisfaction  

 

Agreement level 

  1 2 3 4 5 

1 I am satisfied with the Staff’s service       

2 I am satisfied with the Supporting facility      

3 I am satisfied with the hotel location      

4 I am satisfied with the price of this hotel      

5 I am satisfied with the convenient  traffic near 

this hotel 

     

6 I am satisfied with the cleanly environment of 

this hotel 

     

7 I am satisfied with the safety service      

8 I am satisfied with the room’s comfort level      

9 I am satisfied with the dining quality      

10 I am satisfied with my decision to choose this 

hotel 

     

11 This economic hotel service is better than 

expected. 

     



 

 80 

Part4: Customer loyalty 

 

Please  check the degree that best describe you agree or disagree with each statement 

in the following, base on the budget hotel that you stay.  

Please check (√）in one of the boxes below in the following scale: 

1=strongly disagree; 2=disagree; 3=neutral; 4=agree; 5=strongly agree 

 

 Customer loyalty  

 

Agreement level 

  1 2 3 4 5 

1 I will booking this hotel next time I come to Bangkok      

2 I will say positive things of this hotel to others      

3 I will share my pleasant living experience with others      

4 I will recommend-this economic hotel to my friends      

 

                                 

Thank you! 
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         调查问卷表                                               No_ 

 

研究题目：中国游客在曼谷市中心的经济型酒店中酒店营销和客户满意度及客

户忠诚度之间的关系 

1.您居住的经济型酒店名字是？ 

2.您居住的经济型酒店区域是？   

  __（1）Din Daeng  __（2） Huai Khwang  __（3）Phayathai 

第一部分：个人基本信息  

请在符合您的选项上打√ 

1. 性别 __（1）男性 __（2）女性  

2. 年龄  __（1）20 岁以下 __（2）20-30 岁  

      __（3）31-40 岁  __（4）40 岁以上  

3. 教育程度 __（1）高中/以下__（2）学士  

            __ (3)硕士       __（4）博士  

4. 收入(元/每月) __（1）低于 2000 __（2）2000-5000 

  __（3）5000-8000 __(4)8000-11000 __(5)高于 11000  

5.您每年入住曼谷经济型酒店的次数？  

 __（1）1 次__ （2）2 次__（3）3 次  

 __（4）4 次__（5）5 次__（6）5 次以上  

第二部分：对酒店营销（7P）的感知  

请根据您居住的经济型酒店的情况，在以下表格中打“√ ” 

1=非常不同意；2=不同意；3=中立；4=同意；5=非常同意 
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 产品 同意程度（完全不

同意-完全同意 

  1 2 3 4 5 

1 酒店设备良好（如空调，床，电视，冰箱，衣橱）      

2 网络快速      

3 房间隔音效果好      

4 房间装饰温馨      

5 房间干净整洁      

6 酒店很安全（如酒店有保险箱和保险门）      

 价格 

7 酒店淡季和旺季的房价是合理的      

8 酒店的服务税是可以接受的      

9 酒店提供的食物，饮料，早餐的价格吸引我      

10 我住在酒店期间得到的服务价格是合理的      

11 与其他同类酒店相比，该酒店提供了更有竞争力的

价格 

     

 地点 

12 酒店位置方便购物（靠近地铁或轻轨）      

13 从机场到酒店有多种选择方式（例如打的士，机场

快线） 

     

14 酒店周边活跃且方便（如有酒吧，餐馆，取款机，

货币兑换亭，便利店） 
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15 酒店拥有一个有效的电子预定系统      

 促销 

16 酒店的广告及其他促销方式相当吸引我      

17 与竞争对手相比，该酒店拥有独特的品牌能吸引我      

18 这家酒店在特殊节日时有多种促销套餐      

19 我可以从互联网上获取酒店的丰富的信息      

20 与同类竞争的酒店相比，我经常能获得这家酒店的

促销价格 

     

 人员 

21 这家酒店的工作人员很友好      

22 这家酒店的员工提供了及时的服务      

23 这家酒店的员工具备很强的专业知识      

24 这家酒店的员工公平对待每一位客人      

25 酒店的员工都是基于友谊和尊重与客人建立有好的

关系 

     

 服务过程 

26 客人的行李被员工送至客房的服务很好      

27 房间服务（如清洁服务，晚餐预定服务，叫醒呼叫

服务）很好 

     

28 办理入住和退房的过程很快速      

29 预定，支付房钱和呆在这家酒店很方便      

30 与其他竞争的酒店相比，这家酒店提供了优质高档      
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的服务 

 有型展示 

31 这家酒店的客房，家具让我感到很舒服      

32 酒店的整体设计吸引我      

33 酒店的环境舒适度很高（如绿色空间，自然且舒适

的家具） 

     

34 员工的制服整洁干净      

35 酒店拥有高标准的安全性和安全程序，如酒店的电

梯和过道有摄像头 

     

第三部分：客户满意度  

请根据您居住的经济型酒店的情况，在以下表格中打“√ ” 

1=非常不同意；2=不同意；3=中立；4=同意；5=非常同意   

 

 客户满意度 同意程度（完

全不同意-完全

同意） 

  1 2 3 4 5 

1 我对员工的服务满意      

2 我对酒店的配套设施满意      

3 我对酒店的位置满意      

4 我对酒店的价格满意      

5 我对酒店附近的便捷交通满意      
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6 我对酒店的清洁环境满意      

7 我对酒店的安全服务满意      

8 我对房间的舒适度满意      

9 我对酒店的用餐质量满意      

10 我对自己选择的这家酒店满意      

11 这家经济型酒店的服务比预期的更好      

  

第四部分：客户忠诚度  

请根据您居住的经济型酒店的情况，在以下表格中打“√ ” 

1=非常不同意；2=不同意；3=中立；4=同意；5=非常同意    

 客户忠诚度 同意程度（完

全不同意-完全

同意） 

  1 2 3 4 5 

1 我下次来曼谷还会预定这家经济型酒店      

2 我会与他人分享关于这家酒店正面的信息      

3 我会与他人分享居住在这家酒店的愉快经历      

4 我会把这家经济型酒店推荐给朋友      

 

我对这家酒店的意见及建议：  

 

谢谢！ 

 


