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The Title Factors related to Service Marketing Mix influencing Guest

Satisfactionat JJ Residence Hotel, Phi Phi Island
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ABSTRACT

This study aimed to 1) study personal factors affecting guest satisfaction at JJ
Residence Hotel, Phi Phi Island, and 2) study service marketing mix factors influencing guest
satisfaction at JJ Residence Hotel, Phi Phi Island. This quantitative research was conducted with
data collection using questionnaires. The sample consisted of 400 foreign tourists staying at JJ
Residence Hotel, Phi Phi Island. The statistics used for hypothesis testing included mean, standard
deviation, one-way ANOVA, and multiple liner regression.

The study found that 1) different personal factors of JJ Residence Hotel Phi Phi Island
guests, such as age, education level, travel type, hotel knowledge, number of stays, and number

of stays, significantly influenced the satisfaction of JJ Residence Hotel Phi Phi Island guests at the



0.5 level; and 2) service marketing mix factors, including service product, service price, distribution,
service promotion, service personnel, service process, and physical characteristics, significantly
influenced the satisfaction of choosing to use the services of JJ Residence Hotel Phi Phi Island at
the 0.5 level. All 7 service marketing mix factors of JJ Residence Hotel Phi Phi Island could explain

69.60 percent of the satisfaction of JJ Residence Hotel Phi Phi Island guests.
Keywords : mix factors, service marketing, satisfaction
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