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CHAPTER 1 
INTRODUCTION 

 
1.1 Information of Amari Hua Hin 

The Amari Hua Hin is located next to a popular stretch of beach called Khao 
Takiab. Just 2.5 hours away from Bangkok. The hotel is 10 minutes away from downtown 
area. Amari Hua Hin is the first new property that shows the identity of Amari brand 
through the facilities and service. 

Amari Hua Hin contemporary architecture models itself on the rhythm of the 
waves and stands amid the lush landscaping of tropical gardens. Guests can choose 
from a range of accommodation options each with first-class facilities and stylish 
interiors. 

 

 

Location: 117/74 Takiab Road, Nongkae, Hua Hin, Prachuap Khiri Khan 77110  
Telephone: +66 (32) 616 600     Fax: +66 (32) 616 699  
Email: reservations.huahin@amari.com   Website: http://www.amari.com/huahin 
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The tutor decides if he/she would like to explain the following property information 
depending on the time frame on that day.  
Opening Date: 01 August 2012  
No. of Room: 223  
Owner of the property: Amari Hua Hin Co., Ltd. 

Rooms Types: 205 Deluxe Rooms, approx. 38 square meters  
8 Family Suites, approx. 77 square meters  
8 Suites, approx. 77-85 square meters 

 
Deluxe Room 

Generously sized and attractively decorated, Deluxe Rooms offer the 
surroundings for a truly relaxing seaside getaway. A spacious balcony provides guests 
with garden views or the delightfully landscaped pool area. Deluxe Rooms are ideal for 
couples seeking a design-conscious space and modern amenities. 
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Family Suites 
Family suites offer more living space and feature modern décor and intelligent 

space design. An expansive balcony allows guests to enjoy seaside breezes with either 
pool or city views. Guests will enjoy plenty of floor space plus an extra sleeping area to 
accommodate the whole family. Family Suites are ideal for guests seeking roomy 
accommodation that is geared towards families. 
 
Suites 

Suites enjoy a large floor space along with refined amenities and modern décor. 
A large balcony allows guests to enjoy sea breezes and features either a city or pool 
view. Suites are ideal for guests that want the most spacious accommodation option with 
a heightened resort experience. 
 
Restaurants & Bars  

The cuisine on offer at the Amari Hua Hin is all about choice. There will be 
something for everyone… from the young and impressionable child to the discerning 
and educated dinner. There is a distinct approach to the most creative delivery and 
presentation of all cuisine types and one will leave the Amari Hua Hin wanting more. The 
various restaurants offering exceptional service and seamless experience to our guests 
will be. 
 
Mosaic  

Mosaic is the contemporary, all-purpose restaurant which showcases the simple, 
fresh approach to F&B. Fresh bread and pastries, local fruits and international breakfast 
favorites dominate the offering with Thai specialties throughout the day. One highlight of 
the breakfast experience is the Breakfast Kid’s Corner, with a selection of children's 
favorites and a participatory element  
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Coral Lounge  
A space for gathering, relax and enjoy the universally popular moment of an 

excellent coffee, tea or glass of wine in the company of family and friends. Match this to 
a selection of mini-cakes, novel pastries or a savory item.  
Favorites such as cappuccino, espresso, latte and tasting flights of chilled or hot 
specialty teas sit comfortably alongside a friendly wine-by-the-glass offering. 
 
Reef Deli  

Adjacent to the pool with indoor and outdoor seating, the Reef Deli menu is a 
blend of culinary offerings with a core element of ever-popular, deli-style comfort foods 
brought together with a streak of sophistication. Catch up with emails at the internet 
lounge, get out of the sun for a moment and enjoy simple favorites, lunch or early dinner. 
Share an ice cream with family and friends, catch up with the newspapers and browse 
the Deli retail section. 
 
Aqua Pool Bar  

Aqua Pool Bar will offer a menu blending international poolside favorites and 
Tastes of Thailand plus a range of Thai bites. Both Thai and foreign guests alike will 
enjoy snacking all day on our poolside Thai street food, with noodle soups, satay, 
chopped fruits and other street side favorites. 
 
Shoreline Beach Club  

Located at the end of a landscaped strip of land, leading down to the Khao 
Takiab beachfront. The BBQ beachside lounge offers simple, contemporary grill 
favorites by day and a more solid barbecue choice in the evening. Upbeat lounge 
sounds and drinks designed with an element of sharing ensure a liberal dose of hip. The 
entire experience is one of simplicity and togetherness. 
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Meeting and Banquet Facilities 
One Grand Ballroom, 3 Meeting Rooms and 1 Boardroom provide an ideal 

venue for all types of meeting, conference and parties. The hotel can accommodate 
meetings from 6 people all the way up to 500 people. Add to this the 2 outdoor party 
venues - one by the pool (600 sq.m.) and one by the beach (400 sq.m.) - and the 
options are almost endless at Amari Hua Hin. 

 
 
Breeze Spa & Salon 

Spa treatments range from a blissful one-hour classic aromatic massage, 
traditional Thai Massage, body polishing, facial treatments to a half-day or a full day 
program. Hair, nail and beauty treatments are also available for both men and women at 
the Breeze Salon. 
 
1.2 SWOT Analysis  
Strengths 

- A trusted brand in Thailand and regionally therefore we have a good start and 
trust with partners and group bookers from BKK last year. 

- Located in peaceful & attractive Khao Takiab beach area for a more peaceful 
getaway compared to central HH 

- Meeting Space and creative design gives us competitive edge in this respect 
with standard design and in many cases, older properties 
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- Good activities nearby e.g. Cicada Market, kite surfing, golf will benefit local and 
overseas clientele 

- Beach Club provides all day, simple relaxed and value-driven local favorites on 
the grill while other hotels take a more complicated (and expensive) approach 

- Well configured rooms for catering to various markets (MICE, families, couples) 

- State of the art fitness club with new equipment and TV's attached while some 
other properties have dated equipment 

- Fully equipped Kid's Club, dedicated staff & related facilities (pool) 

- Brand new Spa concept, Breeze-differentiated from competitors' traditional spa 
designs and menus 

- Large outdoor space and party grounds-flexibility and capacity 

- Variety of F&B outlets with market - and value focus offerings. Not traditional F&B 
approach 

- Big swimming pool with salt water.  Free WIFI/ Internet access 

- HH is voted to be the best Golf destination in South East Asia / Au   

- Many Kids and family activities & facilities  

- Focused F&B offering, no "empty" feature restaurant, nothing worse than being 
the only table in the restaurant  

- Beach Club events and product launches- We have the opportunity to provide a 
fun, music-driven atmosphere  

- Very competitive wedding and conference facilities (party grounds, conference 
center and ballroom) placing amongst the top providers in HH  

- Amari is a well-known brand amongst local and overseas markets & partners  
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- Brand new A/V facilities vs. older facilities at established hotels 

Weaknesses 
- Many rooms without sea view-any leisure guest is generally looking for a decent 

view when on holiday in Hua Hin 

- Some rooms with view of wall from building 1 to building 2 

- Not located directly on the beach, again, holidaymakers prefer to be as close to 
the ocean as possible. All competitors have direct beach access 

- Only 8 suites, one type and 8 family suites providing little scope to up sell. Large 
hotel lacking some privacy due to condos on same plot 

- Not centrally located in Hua Hin, requires a drive into town (10 minutes) 

- Breakfast space not sufficient once occupancy hits 60% as Mosaic has only 115 
seats (with up to 550 guests in-house on weekends) 

- No destination restaurant approach within the hotel. AHH provides smaller, more 
compact F&B concepts 

- Limited facilities at Beach Club (e.g.no kitchen or full bar logistics), giving us 
less scope to expand business and offering at beach 

- Conference Centre breakout rooms in a separate building requiring guests to 
walk from Ballroom, outside to the conference center 

- Not in majority of TO brochures. 

- Ballroom is not sound proof, less variety of meeting capacity. 

- Unfinished construction building beside the Shoreline 

- AHH is still new to market and must therefore build reputation especially with 
wholesalers. We compete against some very established hotel (Hilton, Hyatt)  
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- No beach location, many competitors are on the beach  

- Price competition in Hua Hin is fierce, especially for mid-week business: some 5 
star hotels sell at 4 stars rates (example Anantara)  

- Hua Hin rooms oversupply especially midweek and Low Season - Ibis nearby 
attracts lower-rate clientele with a decent product 

Opportunities 
- Golf market expansion with new markets gaining interest in this area mid-to long 

term (China & India & Malaysia). 11 golf courses in and around HH at good 
prices 

- India, Russia, China and Middle East market expansion, these are big markets 
that have yet to discover HH 

- Medical travel opportunities with Middle East partners and Bangkok Hospital 
Hua Hin 

Threats 

- Continued weakness of global economy and currencies especially in feeder 
market (e.g, Europe) 

- Surrounded by quality boutique hotels which provide extremely flexible rates 

- Sheraton is building a 1000sqm ballroom (Indian weddings), and more hotels 
are in the pipeline (i.e. Furama, Holiday Inn) 

- Wholesale market coming from a few (traditional) European markets with little 
change in the trends over recent years 

- TAT Hua Hin not active or visible as compared to Pattaya, Phuket, Samui etc, so 
Hua Hin not a well-known destination for overseas tourists and this lack of 
activity is not likely to improve in the near future 
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- Thai political situation can change at any time 

- Flooding news is effected to the destination, especially local market for Thai 
visitors. 

1.3 Organization Chart of Sales & Marketing Department 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 

 
 
  
 
 
 
 
 
 
 

Christoph Leonhards                                                       
(General Manager) 

Supinda Rojanawisut 
(Executive Secretary) 

Wallee Krooprasert              

(Director, Sales & Marketing) 

Kraivut Jiravijchasakul  
(Assistant Director, Sales) 

Natchanok Thanabunyarat  
(Manager, PR) 

Patrawan Bhasiribhakdi            
(Coordinator, Sales) 

Kanyaruk Kitiwattanabumrung            
(Manager, Sales) 

Natthichapat Chiawkit            
(Assistant Manager, Sales) 
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1.4 Job description of Sales 
Job Summary:  

Functions as the leader of the property’s segmented sales effort (e.g., group, transient, 
association, corporate, etc.) And responsible for implementing the segment sales 
strategy and achieving segment revenue goals, property revenue goals and guest and 
team member satisfaction.  Leads and manages all day-to-day activities related to the 
sales function with a focus on building long-term, value-based customer relationships 
that enable achievement of property sales objectives.  Achieves personal booking goals 
and makes recommendations on booking goals of direct reports. 

 
1.5 Problem  

According to Hua Hin is the favorite destination for MICE Group due to it is too 
far away from Bangkok that many customers selected Hua Hin to hold their MICE event 
several times a year. Meanwhile, there are many hotels where have capacity for MICE in 
Hua Hin, so MICE market segment in Hua Hin has high competition. Amari Hua Hin is 
the one of MICE hotel in Hua Hin area also and many times that we lost bidding with 
other hotels in various reasons. So, the researcher who is Assistant Sales Manager there 
would like to know that which factors can influence to hotel selection by MICE.  
 Problems that we found from customer’s comments when they have MICE 
events at Amari Hua Hin as following  

 The quoted price is higher than competitors in the same level 

 Location is not closed to the beach 

 Accommodation not full of sea view 

 Limited capacity of conference room 

 Limited conference equipment  

 Limited space for activities 

 Service quality not meet with their expectations 
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1.6 Purpose 
 This study aims to find key factors that affecting to decision making of a hotel by 
MICE. In order to Amari Hua Hin can improve its strategies and services to achieve 
more market share of MICE from other competitors.  

Objectives 
1) To study factors influencing customers to select hotel in MICE Group. 
2) To examine the level of satisfaction of customers with MICE center and it 

facilities in Amari Hua Hin. 
3) To improve and develop the important MICE services and facilities of the 

hotel to be the potential of MICE center in Hua Hin. 
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CHAPTER 2 
LITERATURE REVIEW 

 
2.1 Thai Tourism Industry  
 Thai Tourism industry has important due to it is a major economic factor in 
Thailand. It can make more revenue that contributing an estimated 6.7% to Thailand’s 
GDP in 2007. The Tourism Authority of Thailand (TAT) played a significant role in 
bringing great success to the business. In 2012, Thai tourism industry achieved huge 
income from foreign tourists at 889.571 billion Baht, show excellent achievement that 
higher than target at 7.70% and greater than the performance in 2011 at 17.39%. 
Furthermore, revenue of domestic tourism is increasing at 556,925 billion Baht, which 
showed 14.71% higher than the expected target and 20.44% larger than the 
performance in the in 2011 (TAT, 2011).  
 
2.2 Definition of MICE  

The Convention Industry Council's was defined the definition of MICE as follow 
(The Convention Industry Council's, 2005); 

M = Meetings, An event where the primary activity of the attendees is to attend 
educational sessions, participate in meetings/discussions, socialize, or 
attend other organized events. Basically, there are three categories of 
meeting. 

1. Association Meeting, which are usually of a practical or technical nature and 
are related to individual trade association, professional societies or 
academic institutions. 

2. Corporate Meeting, which businesses use to communicate with staff and 
distributors. 

3. Government Meeting, which the governors from all over the world are 
participated. For example: WTO, APEC and IMF conferences. 
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I = Incentive, a travel reward given by companies to employees who stimulate 
productivity.  

C = Convention, convention is an assembly of persons who have met for a 
common purpose. Conventions are often held annually, this call for more intensive 
planning it organizes not only the business of the convention, but also an extensive 
social program. Basically, there are three categories of conventions. 

1. Convention refers to the big meeting, regularly used in USA 
2. Congress refers to the big meeting, regularly used in European countries and 

the Commonwealth generally related to politics, the assemblies especially the 
official assembly. In USA, the Congress refers to US parliament. 

3. Conference refers to the big meeting that may last for several days with 
hundreds or thousands of participants around the world. Normally the 
conference is accompanied by the exhibitions, shows or other activities. 

E = Exhibition, An event at where products and services are displayed. The 
primary activity of attendees is visiting exhibits on the show floor. These events focus 
primarily on business-to-business (B2B) relationships. Moreover exhibition can mean a 
display of products or promotional materials for the purposes of public relations, sales 
and/or marketing. Basically, there are two categories of exhibitions. 

1. Trade Show, exhibits of products and services targeted to a specific clientele 
and not open to the public. 

2. Consumer Show, exhibits of products and services targeted to the public and 
general. 
 
2.3 MICE Tourism Industry 

Tourism is a key contributor to the economies of the nation and it is one of the 
most important industries that generated high income to country. As a result, MICE 
industry is regarded as one of the most buoyant sectors of tourism industry. It is the 
least responsive to price changes and helps to reduce “peak-trough” seasonal patterns 
(Spiller, 2012). Moreover this industry not only contributes the income only for MICE 
industry but the revenue is distributed to other business sectors such as hotels, 
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restaurants, souvenir shops, transportation services and telecommunications 
(Sirirassamee, 2005). 

Thailand is really a major center for apparel and textile trade shows. Excellent 
transport facilities in Bangkok help it become easy for visitors to arrive from all over the 
world. 

Other places nurturing tradition and convention programs having government 
marketing included Vietnam, Malaysia, along with India. With these places, the facilities 
usually are owned along with operated through the government, along with promotional 
routines are backed by several government businesses. 

In 2012, Spiller (2012) stated that key infrastructure improvements facilitated are 
growing about demand. Today many world-class tradition centers exist in the area, 
including the particular Singapore Overseas Convention along with Exhibition Center 
(SICEC), the particular Hong Kong Conference and Convention Center (HKCEC), the 
particular Queen Sirikit Countrywide Convention Center in Bangkok (QSNCC), the 
particular Tokyo Overseas Forum, and also the Sydney Conference and Convention 
Center. Convention amenities in Asia give hotel a high amount of service, somewhat low 
charges, and state-of-the-art technological know-how. At one time easy gain access to 
is helped by modern airports serviced by each of the major intercontinental airlines 
along with good community transportation systems for the major tradition destinations. 

Growth may well continue from the Asian tradition industry, that still in its infancy. 
Increasing rivalry will stem from newly emerging tradition destinations. On the whole, the 
competing situation from the Asia-Pacific region in the next few years will be strongly 
afflicted with the establishing Chinese tradition industry, the particular renewed 
marketing and advertising activity by Japan, and also the competent marketing and 
advertising and professionalism of the Australia along with New Zealand business 
(Spiller, 2012) 

Inside studied connected with Go, Govers along with Vilegenthart (2012) in 
research identify “Planning along with Development Issues to the Convention Industry” 
confirmed the comparisons of the performance tradition destination in Asia state. From 
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the particular table only two. 7 suggested that participants perceive Singapore along 
with Hong Kong since the two best conference located in most of Asia. They are then a 
“second collection,” made up of four tradition destinations, specifically Tokyo, Bangkok, 
Kuala Lumpur, along with Taipei. In the particular “third tier” connected with Asian 
tradition destinations Beijing is actually perceived to have a marginal direct over 
Shanghai, then Seoul, Jakarta, along with Manila. The supervision of Conference and 
Website visitors Bureaus (CVBs) in Asian seminar and conference destinations should 
ensure that the expectations connected with meeting planners and seminar delegates 
usually are not only fulfilled but surpassed. The top performance in Asia, Singapore, is 
apparently very aware of both the importance of and its particular high overall 
performance on these kinds of factors. Its lists convenience, infrastructure, amenities, 
accommodations, service affordability, safe and sound environment, travel appeal, and 
reputation are exactly why that organizers have selected Singapore while their tradition 
destination. 
 
Table 1 Performance Rating for Asian Convention Destinations 
Destinatio
n 
City 

Attributes Affecting Competitiveness 
Facili
ties 

Accessi
bility 

Service Attra
ction 

Price Climate 
and 

Environment 

Image Over
all 

Singapore 4.29 4.36 4.07 3.46 2.93 3.64 4.21 4.18 
Hong 
Kong 

4.25 2.91 3.75 3.88 2.31 3.44 4.19 4.00 

Tokyo 4.09 3.27 4.09 3.60 1.64 3.55 4.00 3.89 
Bangkok 3.15 3.31 3.54 3.92 3.54 2.23 2.92 3.50 
K u a l a 
Lumpur 

3.00 3.18 3.18 3.18 3.27 3.00 2.91 3.25 

Taipei 3.09 3.27 2.73 2.82 2.55 2.64 2.91 3.13 
Beijing 2.39 2.69 2.39 3.39 3.08 3.00 2.92 3.00 
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Shanghai 2.67 2.50 2.58 2.75 2.42 3.67 2.92 2.89 
Seoul 2.90 2.90 2.80 2.80 2.50 2.60 2.60 2.88 
Jakarta 2.82 3.09 2.91 2.91 3.27 2.73 2.64 2.75 
Manila  2.50 2.80 2.70 3.20 2.50 2.50 2.57 
 
Note: All variables were measured on a five-point scale with 1 indicating a poor 

performance and 5 indicating an excellent performance. 
 
Source: Frank Go, Robert Govers and Anton M. Vilegenthart, 2012 p.50 
 
2.4 Factors  
The factors are influencing to decision making of MICE to select accommodation 
(Lockyer, 2002).  
Price 

Price: Price is the important factor that affect to accommodation selection. Choi 
and Chu (2000) indicate that at the present, the hotels must propose the reasonable 
price to the guests included offer services and facilities to meet guest’s requirements. 
By tailoring rates together, for instance, in a way that a longer stay gives better 
discounts to buyers, or that room rate already includes dinner in hotel restaurant, or 
refreshments are ready in the room on the time of arrival, is one example of price-based 
method that helps to go through lower demand times. (Kimes 2009, 13.) On the other 
hand, a hotel can lower price of the core product (room) by charging all the other 
services from customers. Extra charge can be taken i.e. from breakfast, sauna, gym, 
and concierge services etc. (Kimes 2009, 13.) The budgeted cost per delegate also 
influences the destination and venue decision. The corporate sector often has a higher 
budget per head, particularly for departments such as sales and marketing, then 
perhaps government and association meeting. There is a trend for companies to request 
a total price when budgeting for the event. Additional costs such as transportation to the 
venue should not be forgotten. 
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In addition, hotels can seek cooperation with distribution channels, where they 
can sell their products anonymously to the customers, without risking damage their 
brand image and preventing competitors to get familiar with pricing strategy. At the 
moment there are, for instance, following suppliers operating on these markets: 
priceline.com and hotwire.com. (Kimes 2009, 13.) On the other hand, Hayes and Miller 
(2011, 295), do not recommend cooperation with opaque IDSs or at least carefully 
evaluate the potential risks for commoditization. As an option, a bid system can be 
offered (Hayes & Miller 2011, 295). 
If special rates are offered to some customer, hotel should prevent other segments to 
purchase at this lower rate. These price fences can be room (the core product, 
amenities, and service), transaction (time, location and flexibility of reservation), 
consumption (time, duration and location of usage) or guest (volume, group affiliation, 
group size, location) related. (Kimes 2009, 13) 

Asian customers accentuate value of money and prefer to select in budget 
hotels (Baldwin and Brodess, 1993; Go et al., 1994; Siu et al., 1987), especially the 
female guests will consider price as preference basis (Lockyer, 2002). In the contrast, 
Western customers are willing to pay the higher price on accommodation to obtain the 
better service due to they are long stay tourists (Choi and Chu, 2000) that show that 
length of stay also impact to the accommodation price ( Lockyer and Roberts, 2008).  
 
Accessibility 

Accessibility: Location of the hotel influences to the hotel purchase decision 
(Albazzaz et al., 2003; Frosgren and Franchetti, 2004; McIntosh and Siggs, 2005). 
Zhang, Ye and Low (2011) indicated that Location where nearby facilities and tourist 
attractions, convenient and easy to access will be considered the first factor of 
accommodation selection. “Minimalist” will examine the location of accommodation 
more than “Essentials” and “Enhancers” (Lockyer and Roberts, 2008). A careful 
evaluation of the venue’s guest accommodation and other public areas should be 
undertaken, to ensure that they meet the potential delegate’s need. An assessment 
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should be made with respect to level of luxury, location, cleanliness, accessibility and 
the configuration of rooms. The availability of adequate transport and the accessibility of 
the destination are other factors to consider in site and venue selection. Transport needs 
must therefore be addressed, air services in particular. Alternatively, at a large 
convention, delegates may have to be accommodated in several hotels with in area, so 
transport will need to be organized to and from the main convention venue. The 
selection of a site with public, such as monorail and trams, or the provision of a ‘shuttle 
buses’ between locations many need to be considered. 
 
Length of stay 

Length of stay: Lockyer and Roberts (2008) comprise that Length of stay divided 
to 3 levels; “Minimalist” is the level of the overnight stay and no need more services and 
facilities, “Essentials” is the level of the tourists who stay two-four nights and require only 
necessary facilities, and “Enhancers” that is the level of the tourists who stay longer than 
four nights, need services and facilities to increase their comfort more than the basic 
needs.  
 
Cleanliness 

Cleanliness: Callan (1996) identified that cleanliness is the one of important 
factors that influences the accommodation selection. Lockyer, 2002; Lewis, 1987; 
Knutson, 1988; Taninecz, 1990; Weaver and Oh, 1993; Atkinson, 1998; Poon and Low, 
2005 agreed that cleanliness also is the most important factors for the guests. Dolnicar 
and Otter (2003) extracted 173 attributes such as previous experiences, 
recommendation, external rating of a hotel, location, price and so on that determined 
occupancy rates by reviewing 21 journals undertaken between 1984 and 2000. The 
authors reviewed empirical studies of the importance of hotel attributes and provided 
attributes rankings. Locker (2005), using data collected from focus groups, revealed that 
the availability of a room, the price and cleanliness were the three key attributes in the 
hotel room selection and satisfaction. 
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Service Quality 
Service quality: Service quality is the most influential factor that the customers 

decide in prior (Barsky and Labagh, 1992; Cadotte and Turgeon, 1988; Oberoi and 
Hales, 1990; Wilensky and Buttle, 1988; Aggett, 2007; Zhang, Ye and Low (2011).Aggett 
(2007) comprises that the hotels have the significant component is service and service 
quality indicates standard and image of the hotel (Mohsin and Lockyer, 2009). Service 
quality not relevant with the size and sector of the hotel, but related with nonexistence of 
the staff performance (Briggs et al., 2007)  
Service quality of the hotel must achieve guest expectations (Parasuraman et al., 1988) 
and LeBlanc (1992) illustrate that if the hotel cannot provide the service quality that meet 
guest expectations, it will be affected to the guest satisfaction.  

The quality, consistency and reliability of both the service and the product are a 
key factor to consider in the selection of a venue. Great service both prior to and during 
the event can make the convention and meeting an unparalleled success. Poor services 
can result in dissatisfied customers and a reputation that will be hard to overcome. 
(Rutherford & Umbreit 1993, p.72 Quoted in McCabe et al. 2000, p. 162) 

With regard to the level of service quality provided by conference venues, the 
following function components of the total conference product and service have been 
suggested as major contributors to the overall quality perceived by the conference 
organizer and delegate: 

• The dependability of hotel or venue management and staff 
• Managers experienced in dealing with conferences 
• Polite, friendly staff who respond immediately to requests 
• Staff who do their utmost to assist the conference organizer and delegates 

(Oberoi & Hales 1990, p. 713 Quoted in McCabe et al., 2000) 
A convention and meeting venue should recognize the importance of 

anticipating customer requirements rather than reaching to customer dissatisfaction. 
The venue needs to address this issue to ensure that it understands clearly the 
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requirement of conference organizers, not only during the initial site inspection but also 
for the whole process of providing the convention meeting. (McCabe et al., 2000) 
 
Safety 

Safety: Weaver and Oh (1993) stated that safety of the hotel is the important 
factor for the tourists. Knutson (1998), Atkinson (1988) and McCleary et al. (1994) 
agreed that safety affected to accommodation purchase decision as well, particularly 
female tourists. 
 
Relationship between Sales and customer  

Sales and customer satisfaction are the most important factors in every business 
(Briggs et al., 2007). If hotel wanted to become successful and get rid of possible 
issues, better find some ways on how hotel can improve hotel products and services to 
improve the level of customer satisfaction and boost hotel business sales (Mohsin and 
Lockyer, 2009). Hotel manager don’t need to hire an expert, but if hotel can’t really 
figure out how to increase hotel sales as well as customer satisfaction, it would be okay 
to hire one (Briggs et al., 2007). Just make sure that the expert hotel hired would benefit 
hotel companies and knows how to handle such cases. Hotels have to take note that 
customer satisfaction and improved sales play a big role for hotel business success. If 
hotel will not pay attention to these factors, hotel might end up losing all hotel capital or 
investment (Mohsin and Lockyer, 2009). 

• Market Hotel Product efficiently- hotel will not gain sales if hotel are just waiting 
for hotel potential customers visit hotel store. Hotel also needs to do hotel part 
with the help of proper marketing. 

• Effective Sales Team-if hotel wanted hotel sales to improve, hotel have to form a 
sales team that would handle and carried out the plans for hotel targeted sales. 

• Delivery of Products-if hotel offer delivery services, make sure that hotel 
customers are informed about the delivery date. Never delay the delivery of 
products because almost 50% of businesses in the industry lost their customers 
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because of this reason. So, always keep hotel customers informed before hotel 
deliver the products they ordered. 

 
Golden Rules of Sales and Customer Satisfaction (Wim, 2011) 

• Accessibility 
Hotel business is available 24/7. Ensure that hotel service is accessible anytime. 

• Reliability 
Hotel products and services should be effective and have high quality. 
Furthermore, customers could trust in Sales. Don’t just promise to the customers, 
give them what they deserve. 

• Proactivity 
Salesperson must take the initiative and react within 24 hours as customer’s 
expectations. 

• Courtesy 
Salesperson must do everything with polite manners and courtesy to present 
their respect to the customer.  

• Competence 
High qualifications with skills and knowledge are required in every staff of the 
hotel. 

• Communication 
Effective communication is not only talk and listen with the customers due to 
different customers, there are different experiences and backgrounds that affect 
to situations diversely. 

• Credibility 
Positive image, good reputation and personal approach will make the customers 
rely on Salesperson. 

• Presentation 
Well grooming and pay attention to appearance of yourself will make impression 
to the customers.  
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• Security 
Salesperson should make customers feel safe and nothing to danger. 

• Understanding 
You should take the attempt truly understand in customer’s requirements and 
problem individually and willing to find the solutions make the customer satisfy. 

 
Satisfaction 

Berry et al. (1994) concluded that SERVQUAL can be used as a diagnostic tool 
to suggest management to improve its service quality by concentrating the most needful 
areas. 

As all the discussion above makes us understand that; studying customer 
perception/expectation will result in customer satisfaction. Therefore, to do so, the 
researcher is essential to examine the knowledge in area of the service quality 
measurement. In explaining the advancement of the service concept from the 
experimental studies to the approved service quality measurement model; SERVQUAL, 
the researcher used the articles series of Parasuraman, Zeithaml and Berry in the 1980s.  

To apply in discussing the insight on five dimension of service, the article 
‘Understanding Customer Expectations of Service’ composed by Parasuraman, Berry, 
and Zeithaml (1991) was used, for example. 

In explaining gap model concept so as to focus  the gap between customer 
perception and expectation in its fifth gap, the last customer’s gap in the model, the 
researcher used the knowledge from ‘A Conceptual Model of Service Quality and Its 
Implication for Future Research’ by Parasuraman, Zeithaml, and Berry (1985). 

To describe the deep understanding of the related theories and techniques of 
customer satisfaction/service quality measurement, the researcher used ‘Delivering 
Quality Service’ another article by Parasuraman, Zeithaml, and Berry (1990).  

In the theoretical framework part, all the above articles are in part supported to 
explain the GAP Model and the Five Dimensions of Service. 

In addition to, the three American academics famous studies, Ghobadian, 
speller and Jones(1994) explained the further understanding of service quality 
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measurement on service quality concepts and models by giving some understandable 
criteria to measure customer satisfaction with the three key possible quality outcomes: 
satisfactory quality ideal quality, and unacceptable quality. In the theory part will be 
explained the details. 

Eventually, though they were less involved to the customer satisfaction aspect, 
the researchers found other resources also related and useful to the study. In this study 
comprised the main publications: ‘Improving Customer Satisfaction, Loyalty, and 
Service’ written by Michael D. Johnson and Anders Gustafson, ‘Best Practices in 
Customer Service’ edited by Ron Zemke and John A. Woods, ‘Quality of Service’ 
composed by Bo Edvardson, Bertil Thomasson, and John Ovrerveit, and, the last but not 
least, ‘Measuring Service Quality: Practical Guidelines’ written John Ovrerveit. The 
knowledge of service quality from these books was from the perspectives of the 
company. With an advantage to this study, all these books conceal the related 
dimensions of service. 
 
2.5 Hypotheses 

2.5.1 Price is an important factor affecting decision making of a hotel by MICE 
2.5.2 Accessibilities is an important factor affecting decision making of a hotel 
by MICE 
2.5.3 Facilities is an important factor affecting decision making of a hotel by 

MICE 
2.5.4 Cleanliness is an important factor affecting decision making of a hotel by 

MICE 
2.5.5 Service quality is an important factor affecting decision making of a hotel 
by MICE 
2.5.6 Safety is an important factor affecting decision making of a hotel by MICE 
2.5.7 Relationship between sales and customers is an important factor affecting 
decision making of a hotel by MICE 

 
 



 

24 
 

CHAPTER 3 
METHODOLOGY 

 
  This is a quantitative research study on the topic of “Factors influencing to hotel 
selection by MICE segment: A case study of Amari Hua Hin”. The project aims to find 
key factors that affecting to decision making of a hotel by MICE. The study is segmented 
into different parts, focusing on areas such as the method of collecting information. It 
consists of several steps of research methodology as follows; 

1. Population and Sample 
2. Data Source 
3. Research Instrument 
4. Data Collection 
5. Analysis of Data 
6. Statistics for This Study 
7. Interpretation of Data 

 
3.1 Population and Sample 

People for this investigation were being MICE organizers who organize the 
events at Amari Hua Hin through October 2013-March 2014. The researchers sent out 
questionnaires to organizers who utilized the hotel to set up their functions. There have 
been around 80 organizers from various kinds of business. 

This specific investigation usually is satisfied the email address details are third 
party the slightest bit. 

 
3.2 Data Source 

There are two major sources of data; primary data and secondary data. The 
researcher collected the primary data by directly surveying guests who hold event at 
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Amari Hua Hin. Secondary data was utilized by the researcher from the University 
Library and the Internet. 

 
3.3 Sampling Method 

Convenient Sampling was used, by using a questionnaire which collected a total 
number of 80 participants from MICE organizers at Amari Hua Hin. 

 
3.4 Research Instrument 

The research used a questionnaire survey to interpret guests’ satisfaction with 
their stay at the hotel, focusing only on MICE organizers. Its secondary objective was to 
extract data regarding influencing factors on a guest’s decision in selecting Amari Hua 
Hin for their MICE events. The questionnaire survey includes: multiple choices questions 
and ranking questions. The researcher used the questionnaire which derived from 
concepts, theory and related research, to collect the data. This questionnaire consisted 
of 3 sections as follows; 

Section 1: Organizer’s Demographic Characteristics. These were gender, type of 
organization and number of staff in organization. Each question is multiple choices 
question. 

Section 2: MICE Behaviors. These were budget of accommodation per night, 
number of time of MICE per year, favorite destination and length of stay per event. Each 
question is multiple choices question. 

Section 3: The factors influencing the decision making when select the hotel of 
MICE with Amari Hua Hin. Each question is ranking question. 

 
3.5 Data Collection 

For this section, researcher employed the use of multiple choices questions and 
ranking questions. Question number 1-7 in Part 1 and Part 2 are multiple choices 
questions asked about Organizer’s Demographic Characteristics and MICE behaviors. 
Question number 1.1 to 7.4 in Part 3 asked about factors that are influence to decision 
making to select the hotel for MICE events. Question number 8.1 and 8.2 asked whether 
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or not they satisfied with Amari Hua Hin, and whether they would return to Amari Hua 
Hin.  

The researcher asked permission to conduct the survey from Director of Sales & 
Marketing at Amari Hua Hin. The researcher was allowed to give out the questionnaire to 
organizers who are MICE customers at Amari Hua Hin by email and present to customer 
when visit them at their office. 

 
Questionnaire 

According to other research and related theories, the researcher designed the 
questionnaire. The instrument was a four-page questionnaire with multiple choice 
questions and ranking question which were divided into three parts as follows; 
Part I 

This part is general information about organizer’s demographic characteristics. 
This part of the questionnaire is choice given. The researcher asked the respondents to 
put x at the number of their chosen answer.  
Part II 

The questionnaire focused on MICE’s behavior of organization. This part of the 
questionnaire is choice given. The researcher asked the respondents to put x at the 
number of their chosen answer.  
Part III 

The questionnaire focused on factors influencing customers to select Amari Hua 
Hin for their MICE events; were major influences in the decision of organizer to choose 
the accommodation at Amari Hua Hin. Below are the steps of the research methodology.  
Tourists’ opinions and attitudes were measured using five scales as follows: 

1  =  Strongly Disagree 
2  =  Disagree 
3  =  Neutral 
4  =  Agree 
5 =  Strongly Agree 
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3.6 Analysis of Data 
The total small sample made up 80 questionnaires. The data accumulated 

through In-depth appointment approach is going to be on a detailed schedule. The 
examination may focus on the influential factors to decision making to select the hotel for 
MICE events at Amari Hua Hin. The data accumulated over the list of questions review 
approach is going to be looked at along with modified with regard to completeness. 
After that, the data examination within this exploration utilized SPSS (Statistical Package 
for your Interpersonal Sciences). First, the specialist looked at the list of questions inside 
each and every dilemma with regard to examination course of action. The results in the 
research are going to be presented inside stand formatting. The formatting helps the 
reader to be aware of the results easier. 

 
3.7 Interpretation of Data 

Interpretations of the data from questionnaire are as follows: 
Section 1:  The demographic characteristics of organizers were interpreted into 

percentage and frequency. 
Section 2: The behaviors of MICE events in the organization were interpreted into 

percentage and frequency. 
Section 3: The translation of level ranking was analyzed follow criteria of 

influential factors to hotel selection and customers’ satisfaction of Amari Hua Hin, design 
by Best (1977). 
The interval score of each level  = 

 Maximum score − Minimum score 
                  The amount of level 

 5 − 1 = 
   5 

=  0.8 
The score among 4.21 - 5.00 is the most important factor (most satisfied) 
The score among 3.41 - 4.20 is the very much important factor (satisfied) 
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The score among 2.61 - 3.40 is the moderate factor (moderate) 
The score among 1.81 - 2.60 is the less important factor (dissatisfied) 
The score among 1.00 - 1.80 is the least important factor (most dissatisfied) 
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CHAPTER 4 
FINDINGS 

 
Data Analysis 
         This part presents and discusses the research finding of factors influencing to 
hotel selection as a MICE destination by MICE organizers in Thailand from completed 
questionnaire of 80 samples. 
         To answer research question and objective of the most important factors 
influencing to hotel selection as a MICE destination factors influencing to hotel selection 
as a MICE destination by MICE organizers in Thailand as price, accessibilities, facilities, 
cleanliness, service quality, safety and relationship between sales and customers. The 
data will be analyzed in different part on the questionnaire. 
 
Part 1: Demographic characteristics of organizers 
           This table is an analysis of demographic characteristics of organizers used as 
sample in the study with total of 80 people were interpreted into percentage and 
frequency. 
 
Table 2: Gender 

Gender 

  Frequency Percent Valid Percent Cumulative Percent 

Valid Male 35 43.8 43.8 43.8 
  Female 45 56.3 56.3 100.0 
  Total 80 100.0 100.0   
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By Gender, the sample show female respondent with the number of 45 people, 
representing 56.3%, while male sample with number of 35 people, representing 43.8%. 
Female percentage is 12.5% higher than male. 
 
Table 3: Type of organization 

Type of organization 

  Frequency Percent Valid Percent Cumulative Percent 

Valid Government 14 17.5 17.5 17.5 
  Corporate 54 67.5 67.5 85.0 
  Privatization 10 12.5 12.5 97.5 
  Public 2 2.5 2.5 100.0 
  Total 80 100.0 100.0   

 
Respondent classified by type of organization, the most examples are Corporate 

with the number of 54 people, representing 67.5% from total number of 80 people. The 
second is Government with 14 people, showing 17.5%. Third is Privatization with the 
amount of 10 people, showing 12.5% and the last is Public with the amount of 2 people, 
showing 2.5%. 
  
Table 4: Number of staff 

No. of staff 

  Frequency Percent Valid Percent 
Cumulative 
Percent 

Valid Below 50 persons 17 21.3 21.3 21.3 
  51-100 persons 36 45.0 45.0 66.3 
  101-150 persons 19 23.8 23.8 90.0 
  151-200 persons 8 10.0 10.0 100.0 
  Total 80 100.0 100.0   
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By Number of staff, the most samples are organizations have 51-100 staff with 
the amount of 36 people, representing 45% from the total respondent. Next is sample 
has 101-150 staff with the amount of 19 people, showing 23.8%. Third are 17 
organizations, there are staffs below 50 persons, showing 21.3%. The last is 
organization has staff at 151-200 persons, showing 10%. 
 
Part 2: Behaviors of MICE events in the organization 
           This table is an analysis of behaviors of MICE events in the organization used as 
sample in the study with total of 80 people were interpreted into percentage and 
frequency. 
 
Table 5: Budget of accommodation per room per night 

Budget per room 

  Frequency Percent Valid Percent 
Cumulative 
Percent 

Valid 1000-2000 baht 23 28.8 28.8 28.8 
  2001-3000 baht 35 43.8 43.8 72.5 
  3001-4000 baht 17 21.3 21.3 93.8 
  4001-5000 baht 5 6.3 6.3 100.0 
  Total 80 100.0 100.0   

 
Respondent classified by Budget of accommodation per room per night, budget 

at 2001-3000 baht show the number of 35 people which represent 43.8% from total 
respondent, the second is budget at 1000-2000 baht with 23 people, representing 
28.8%, the third is budget at 3001-4000 baht with amount of 17 people which represent 
21.3% and the last one is budget at 4001-5000 baht with the amount of 5 people, 
representing 6.3%. 
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Table 6: Frequency of seminar per year 
Frequency 

  Frequency Percent Valid Percent Cumulative Percent 

Valid 1 time 10 12.5 12.5 12.5 
  2 times 26 32.5 32.5 45.0 
  3 times 13 16.3 16.3 61.3 
  4 times 30 37.5 37.5 98.8 
  Over 4 times 1 1.3 1.3 100.0 
  Total 80 100.0 100.0   

 
Respondent classified by Frequency of seminar per year, 30 samples have 

seminar 4 times a year, showing 37.5%. 26 samples have seminar 2 times a year, 
showing 32.58%, 13 samples have seminar 3 times a year, showing 16.3% and only 1 
sample has seminar over 4 times a year, showing 1.3%. 
 
Table 7: Favorite destination   

Favorite destination 

  Frequency Percent Valid Percent 
Cumulative 
Percent 

Valid Hua Hin 51 63.8 63.8 63.8 
  Pattaya 15 18.8 18.8 82.5 
  Khao Yai 3 3.8 3.8 86.3 
  Kanchanaburi 6 7.5 7.5 93.8 
  Nakhon Nayok 4 5.0 5.0 98.8 
  Koh Chang 1 1.3 1.3 100.0 
  Total 80 100.0 100.0   

 
  By favorite destination, Hua Hin shows the number of 51 people which represent 
63.8% from total respondent. Pattaya shows the number of 15 people, showing 18.8%. 
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Kanchanaburi shows the number of 6 people, showing 7.5%. Nakhon Nayok shows the 
number of 4 people which represent 5%. Khao Yai shows the number of 3 people, 
showing 3.8% and Koh Chang shows only 1 people, showing 1.3%. 
 
Table 8: Length of stay 

Length of stay 

  Frequency Percent Valid Percent Cumulative Percent 

Valid 1 night 41 51.3 51.3 51.3 
  2 nights 25 31.3 31.3 82.5 
  3 nights 4 5.0 5.0 87.5 
  4 nights 6 7.5 7.5 95.0 
  Over 4 nights 4 5.0 5.0 100.0 
  Total 80 100.0 100.0   

 
By the factor of Length of stay, 41 people stay only 1 night during seminar, 

represent 51.3% from total of respondents. And 25 people staying 2 nights represent 
31.3%. For staying 4 nights, the amount of respondent is 6 people, represent in 7.5%. 
And for staying 3 nights, respondents is 4 people, represent in 5% that same result of 
respondents of over 4 nights.  
 
Part 3: Factors influencing to hotel selection as a MICE destination by MICE organizers 
in Thailand 
           This table is an analysis of level ranking was analyzed follow criteria of influential 
factors of hotel selection and customer’s satisfaction of Amari Hua Hin. 
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Table 9: Descriptive of factors 
 Descriptive Statistics 
 

  N Minimum 
Maximu

m Mean 
Std. 

Deviation 

Reasonable rate 80 2 5 3.10 .836 
Promotion 80 2 5 3.36 .680 
LOYALTY 80 2 5 3.55 .778 
Close the beach 80 2 4 2.74 .590 
Attraction surrounding 80 2 4 3.24 .484 
Close the markets 80 2 4 3.25 .585 
Close shopping malls 80 2 4 2.49 .574 
Good accessibility 80 2 4 3.54 .693 
Various type 80 2 4 3.14 .497 
Complimentary WIFI 80 2 5 3.89 .886 
Swimming pool 80 3 5 4.06 .643 
FITNESS 80 2 4 3.12 .624 
Kids club 80 2 4 2.61 .684 
Restaurant 80 3 5 3.99 .626 
Conference room 80 3 5 4.34 .693 
Business centre 80 2 5 3.39 .755 
SPA 80 2 5 3.31 .756 
Shuttle bus 80 2 5 3.60 .805 
Room cleanliness 80 3 5 4.20 .719 
Restaurant cleanliness 80 2 5 4.09 .766 
Conference room 
cleanliness 

80 3 5 4.28 .711 

Facilities cleanliness 80 3 5 4.07 .689 
Public area cleanliness 80 3 5 4.14 .707 
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Room quality 80 3 5 4.18 .708 
Room amenities 80 3 5 4.30 .664 
Friendly staff 80 3 5 4.14 .689 
Check in process 80 2 5 3.71 .889 
Check out process 80 2 5 3.64 .860 
Luggage service 80 2 5 3.75 .864 
Feel safe 80 2 5 4.00 .857 
Security guard 80 2 5 3.79 .867 
Service of Sales 80 3 5 4.29 .679 
Hotel marketing 80 2 5 3.84 .906 
Customer's 
requirements 

80 3 5 4.30 .683 

Solve inconvenience 80 2 5 4.06 .752 
SATISFY 80 3 5 4.33 .632 
RETURN 80 3 5 4.11 .693 
Valid N (listwise) 80         

 
         For price, reasonable rate is the moderate important factor based on mean score 
(3.10), promotion is the moderate important factor based on mean score (3.36) and 
loyalty program is the very important factor based on mean score (3.55). The average 
mean score of price factor is 3.33 (moderate important), showing price is the sixth 
important factor. 
          
         For accessibilities, location close to the beach is the moderate important factor 
based on mean score (2.74), the hotel is surrounding with tourist attraction places is the 
moderate important factor based on mean score (3.24), location is close to the markets 
is the moderate important factor based on mean score (3.25), location is close to 
shopping malls is the less important factor based on mean score (2.49) and the hotel is 
good accessibility is the very important factor based on mean score (3.54). The average 
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mean score of accessibilities factor is 2.99 (moderate important), showing accessibilities 
is the least important factor. 
         
        For facilities, various types of room is the moderate important factor based on mean 
score (3.14), complimentary WIFI is the very important factor based on mean score 
(3.89), swimming pool is the very important factor based on mean score (4.06), fitness is 
the moderate important factor based on mean score (3.12), kids club is the moderate 
important factor based on mean score (2.61), restaurant is the very important factor 
based on mean score (3.99), conference room is the most important factor based on 
mean score (4.34), business center is the moderate important factor based on mean 
score (3.39), spa is the moderate important factor based on mean score (3.31) and 
shuttle bus is the very important factor based on mean score (3.60). The average mean 
score of facilities factor is 3.93 (very important), showing facilities is the fourth important 
factor. 
         
        For cleanliness, room cleanliness is the very important factor based on mean score 
(4.20), restaurant cleanliness is the very important factor based on mean score (4.09), 
conference room cleanliness is the most important factor based on mean score (4.28), 
facilities cleanliness is the very important factor based on mean score (4.07) and public 
area cleanliness is the very important factor based on mean score (4.14). The average 
mean score of cleanliness factor is 4.15 (very important), showing cleanliness is the 
most important factor. 
          
        For service quality, room quality is the very important factor based on mean score 
(4.18), room amenities is the most important factor based on mean score (4.30), friendly 
staff is the very important factor based on mean score (4.14), check in process is the 
very important factor based on mean score (3.71), check out process is the very 
important factor based on mean score (3.64) and luggage service is the very important 
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factor based on mean score (3.75). The average mean score of service quality factor is 
3.95 (very important), showing service quality is the third important factor. 
        
         For safety, customers feel safe when stay at the hotel is the very important factor 
based on mean score (4.00) and security guard makes them feel safe is the very 
important factor based on mean score (3.79). The average mean score of safety factor 
is 3.68 (very important), showing safety is the fifth important factor. 
        
         For relationship between sales and customers, service of sales is the most 
important factor based on mean score (4.29), hotel marketing give necessary 
information is the very important factor based on mean score (3.84), sales provide 
customer’s requirements is the most important factor based on mean score (4.30) and 
sales solve any inconvenient incident is the very important factor based on mean score 
(4.06). The average mean score of relationship between sales and customers factor is 
4.12 (very important), showing relationship between sales and customers is the second 
important factor. 
 
Descriptive Statistics Analysis 
          According to Descriptive Table, for price showing samples dissatisfied with rate 
and promotion not influence to their decision. For accessibilities showing samples 
disagree that they selected the hotel because of it is close to the shopping malls, close 
to the beach, close to the markets and surrounding with tourist attraction places. For 
facilities showing samples disagree that various of room type, fitness, kids club, 
business center and spa have not influence to their decision. 
 
           In the contrast way, for cleanliness showing that samples agree that room 
cleanliness, restaurant cleanliness, facilities cleanliness, public area cleanliness have 
influences to their decision and strongly agree that conference room cleanliness also 
has influence to their decision. For service quality showing samples agree that room 
quality meet their expectations, friendly staff, check in process is fast, check out 
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process is fast, luggage service is fast and strongly agree that room amenities meets 
their expectations also. For safety showing that samples agree that they feel safe when 
stay at the hotel and security guard also makes them feel safe. And for relationship 
between sales and customers showing samples agree that hotel marketing gives 
necessary information  to them and sales person could solve any inconvenience 
incidents, furthermore, they strongly agree that service of sales can influence to their 
decision to select the hotel and sales person always provide service as customer’s 
requirements. 
 
Table 10: Regression factors with satisfaction 

Model Summary 

Model R 
R 
Square 

Adjusted 
R Square 

Std. Error 
of the 
Estimate Change Statistics 

          
R Square 
Change 

F 
Change df1 df2 

Sig. F 
Change 

1 .284(a) .080 .044 .618 .080 2.217 3 76 .093 
2 .477(b) .227 .140 .586 .147 2.696 5 71 .027 
3 .755(c) .570 .442 .472 .342 4.850 10 61 .000 
4 .799(d) .639 .490 .451 .069 2.147 5 56 .073 
5 .847(e) .717 .553 .422 .079 2.316 6 50 .047 
6 .878(f) .771 .624 .388 .054 5.684 2 48 .006 
7 .886(g) .785 .614 .392 .014 .703 4 44 .594 

a  Predictors: (Constant), Loyalty, Reasonable rate, Promotion 
b  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility 
c  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility, 
Restaurant, Business center, Shuttle bus, Complimentary WIFI, Conference room, 
Fitness, Swimming pool, Spa, Various type, Kids club 
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d  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility, 
Restaurant, Business center, Shuttle bus, Complimentary WIFI, Conference room, 
Fitness, Swimming pool, Spa, Various type, Kids club, Restaurant cleanliness, Public 
area cleanliness, Conference room cleanliness, Facilities cleanliness, Room cleanliness 
e  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility, 
Restaurant, Business center, Shuttle bus, Complimentary WIFI, Conference room, 
Fitness, Swimming pool, Spa, Various type, Kids club, Restaurant cleanliness, Public 
area cleanliness, Conference room cleanliness, Facilities cleanliness, Room cleanliness, 
Room amenities, Friendly staff, Check out process, Room quality, Luggage service, 
Check in process 
f  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility, 
Restaurant, Business center, Shuttle bus, Complimentary WIFI, Conference room, 
Fitness, Swimming pool, Spa, Various type, Kids club, Restaurant cleanliness, Public 
area cleanliness, Conference room cleanliness, Facilities cleanliness, Room cleanliness, 
Room amenities, Friendly staff, Check out process, Room quality, Luggage service, 
Check in process, Feel safe, Security guard 
g  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility, 
Restaurant, Business center, Shuttle bus, Complimentary WIFI, Conference room, 
Fitness, Swimming pool, Spa, Various type, Kids club, Restaurant cleanliness, Public 
area cleanliness, Conference room cleanliness, Facilities cleanliness, Room cleanliness, 
Room amenities, Friendly staff, Check out process, Room quality, Luggage service, 
Check in process, Feel safe, Security guard, Service of Sales, Customer's requirements, 
Solve inconvenience, Hotel marketing 
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Table 11: Regression factors with returning 
Model Summary 

Model R 
R 
Square 

Adjusted 
R Square 

Std. Error 
of the 
Estimate Change Statistics 

          

R 
Square 
Change 

F 
Change df1 df2 

Sig. F 
Change 

1 .297(a) .088 .052 .675 .088 2.449 3 76 .070 
2 .478(b) .229 .142 .642 .141 2.592 5 71 .033 
3 .664(c) .441 .276 .590 .212 2.317 10 61 .022 
4 .720(d) .518 .320 .572 .077 1.785 5 56 .131 
5 .793(e) .628 .413 .531 .110 2.478 6 50 .035 
6 .793(f) .629 .389 .542 .000 .009 2 48 .991 
7 .847(g) .717 .492 .494 .089 3.446 4 44 .016 

a  Predictors: (Constant), Loyalty, Reasonable rate, Promotion 
b  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility 
c  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility, 
Restaurant, Business center, Shuttle bus, Complimentary WIFI, Conference room, 
Fitness, Swimming pool, Spa, Various type, Kids club 
d  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility, 
Restaurant, Business center, Shuttle bus, Complimentary WIFI, Conference room, 
Fitness, Swimming pool, Spa, Various type, Kids club, Restaurant cleanliness, Public 
area cleanliness, Conference room cleanliness, Facilities cleanliness, Room cleanliness 
e  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility, 
Restaurant, Business center, Shuttle bus, Complimentary WIFI, Conference room, 
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Fitness, Swimming pool, Spa, Various type, Kids club, Restaurant cleanliness, Public 
area cleanliness, Conference room cleanliness, Facilities cleanliness, Room cleanliness, 
Room amenities, Friendly staff, Check out process, Room quality, Luggage service, 
Check in process 
f  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility, 
Restaurant, Business center, Shuttle bus, Complimentary WIFI, Conference room, 
Fitness, Swimming pool, Spa, Various type, Kids club, Restaurant cleanliness, Public 
area cleanliness, Conference room cleanliness, Facilities cleanliness, Room cleanliness, 
Room amenities, Friendly staff, Check out process, Room quality, Luggage service, 
Check in process, Feel safe, Security guard 
g  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility, 
Restaurant, Business center, Shuttle bus, Complimentary WIFI, Conference room, 
Fitness, Swimming pool, Spa, Various type, Kids club, Restaurant cleanliness, Public 
area cleanliness, Conference room cleanliness, Facilities cleanliness, Room cleanliness, 
Room amenities, Friendly staff, Check out process, Room quality, Luggage service, 
Check in process, Feel safe, Security guard, Service of Sales, Customer's requirements, 
Solve inconvenience, Hotel marketing 
 
Hypotheses Analysis 
 
Hypotheses 1: Price is an important factor affecting decision making of a hotel by MICE 
1.1 Price is an important factor affecting to satisfaction of customers 
 Hypotheses 1.1 could be investigated from Table 10, Model 1, independent 
variable related to reasonable price, promotion and loyalty are tested to find their 
influences to satisfaction of customers by model summary. The data found that R² 
change = .080 with significant level of .093 representing that price could predicts 
customer’s satisfaction at 93%. From ANOVA(a) Table, F value of price is 2.217 showing 
that price is the least important factor which has effect to satisfaction of MICE organizers 
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in Hua Hin to select accommodation. From Coefficients(a) Table shows the variable has 
impact on the satisfaction level is loyalty program of the hotel influenced to sample’s 
decision (with significance level of .041). Therefore, the data supported the hypotheses 
1.1.     
1.2 Price is an important factor affecting to return to the hotel for next time 
 Hypotheses 1.2 could be investigated from Table 11, Model 1, independent 
variable related to reasonable price, promotion and loyalty are tested to find their 
influences to returning of customers by model summary. The data found that R² change 
= .088 with significant level of .070 representing that price could predicts returning of 
customers at 70%. From ANOVA(b) Table, F value of price is 2.449 showing that price is 
the least important factor which has effect to returning of MICE organizers to use the 
hotel in next time. From Coefficients(b) Table shows the variable has impact on the 
returning level is they satisfied with reasonable price (with significance level of .063). 
Therefore, the data supported the hypotheses 1.2.  
 
Hypotheses 2: Accessibilities is an important factor affecting decision making of a hotel 
by MICE 
2.1 Accessibilities is an important factor affecting to satisfaction of customers 
Hypotheses 2.1 could be investigated from Table 10, Model 2, independent variable 
related to close to the beach, tourist attractions surrounding, close to the markets, close 
to shopping malls and good accessibility are tested to find their influences to 
satisfaction of customers by model summary. The data found that R² change = .147 with 
significant level of .027 representing that accessibilities could predicts customer’s 
satisfaction at 27%. From ANOVA(a) Table, F value of accessibilities is 2.610 showing 
that accessibilities is the sixth important factor which has effect to satisfaction of MICE 
organizers in Hua Hin to select accommodation. From Coefficients(a) Table shows the 
variable has impact on the satisfaction level is location of the hotel close to the beach 
(with significance level of .020). Therefore, the data supported the hypotheses 2.1.    
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2.2 Accessibilities is an important factor affecting to return to the hotel for next time 
Hypotheses 2.2 could be investigated from Table 11, Model 2, independent variable 
related to close to the beach, tourist attractions surrounding, close to the markets, close 
to shopping malls and good accessibility are tested to find their influences to returning 
of customers by model summary. The data found that R² change = .141 with significant 
level of .033 representing that accessibilities could predicts returning of customers at 
33%. From ANOVA(b) Table, F value of accessibilities is 2.634 showing that 
accessibilities is the fourth important factor which has effect to returning of MICE 
organizers to use the hotel in next time. From Coefficients(b) Table shows the variables 
have impact on the returning level are location of the hotel close to the beach (with 
significance level of .014) and the hotel is surrounding with tourist attraction places (with 
significance level of .079). Therefore, the data supported the hypotheses 2.2.  

 
Hypotheses 3: Facilities is an important factor affecting decision making of a hotel by 
MICE 
3.1 Facilities is an important factor affecting to satisfaction of customers 

Hypotheses 3.1 could be investigated from Table 10, Model 3, independent 
variable related to various types of room, complimentary WIFI, swimming pool, fitness, 
kids club, restaurant, conference room, business center, spa and shuttle bus are tested 
to find their influences to satisfaction of customers by model summary. The data found 
that R² change = .342 with significant level of .000 representing that facilities could 
predicts customer’s satisfaction at 100%. From ANOVA(a) Table, F value of facilities is 
4.483 showing that facilities is the third important factor which has effect to satisfaction 
of MICE organizers in Hua Hin to select accommodation. From Coefficients(a) Table 
shows the variable has impact on the satisfaction level are various types of room 
influence to sample’s decision (with significance level of .062), business center has an 
influence to sample’s decision (with significance level of .064) and shuttle bus service 
also has an influence to sample’s decision (with significance level of .060. Therefore, the 
data supported the hypotheses 3.1.    
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3.2 Facilities is an important factor affecting to return to the hotel for next time 
Hypotheses 3.2 could be investigated from Table 11, Model 3, independent 

variable related to various types of room, complimentary WIFI, swimming pool, fitness, 
kids club, restaurant, conference room, business center, spa and shuttle bus are tested 
to find their influences to returning of customers by model summary. The data found that 
R² change = .212 with significant level of .022 representing that facilities could predicts 
returning of customers at 22%. From ANOVA(b) Table, F value of facilities is 2.675 
showing that facilities is the third important factor which has effect to returning of MICE 
organizers to use the hotel in next time. From Coefficients(b) Table shows the variables 
have impact on the returning level is shuttle bus service has an influence to sample’s 
decision (with significance level of .061). Therefore, the data supported the hypotheses 
3.2.  

 
Hypotheses 4: Cleanliness is an important factor affecting decision making of a hotel by 
MICE 
4.1 Cleanliness is an important factor affecting to satisfaction of customers 

Hypotheses 4.1 could be investigated from Table 10, Model 4, independent 
variable related to room cleanliness, restaurant cleanliness, conference room 
cleanliness, facilities cleanliness and public area cleanliness are tested to find their 
influences to satisfaction of customers by model summary. The data found that R² 
change = .069 with significant level of .073 representing that accessibilities could 
predicts customer’s satisfaction at 73%. From ANOVA(a) Table, F value of cleanliness is 
4.306 showing that cleanliness is the fifth important factor which has effect to 
satisfaction of MICE organizers in Hua Hin to select accommodation. From 
Coefficients(a) Table shows the variable has impact on the satisfaction level is room 
cleanliness has an influence to sample’s decision (with significance level of .039). 
Therefore, the data supported the hypotheses 4.1.    
4.2 Cleanliness is an important factor affecting to return to the hotel for next time 

Hypotheses 4.2 could be investigated from Table 11, Model 4, independent 
variable related to room cleanliness, restaurant cleanliness, conference room 
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cleanliness, facilities cleanliness and public area cleanliness are tested to find their 
influences to returning of customers by model summary. The data found that R² change 
= .077 with significant level of .131 representing that cleanliness could not predicts 
returning of customers. From ANOVA(b) Table, F value of accessibilities is 2.616 
showing that cleanliness is the sixth important factor which has effect to returning of 
MICE organizers to use the hotel in next time. From Coefficients(b) Table does not show 
the variables have impact on the returning level, therefore, the data not supported the 
hypotheses 4.2.  

 
Hypotheses 5: Service quality is an important factor affecting decision making of a hotel 
by MICE 
Hypotheses 5.1: Service quality is an important factor affecting to satisfaction of 
customers 

Hypotheses 5.1 could be investigated from Table 10, Model 5, independent 
variable related to room quality, room amenities, friendly staff, check in process, check 
out process and luggage service are tested to find their influences to satisfaction of 
customers by model summary. The data found that R² change = .079 with significant 
level of .047 representing that service quality could predicts customer’s satisfaction at 
47%. From ANOVA(a) Table, F value of service quality is 4.376 showing that service 
quality is the fourth important factor which has effect to satisfaction of MICE organizers 
in Hua Hin to select accommodation. From Coefficients(a) Table shows the variable has 
impact on the satisfaction level are check in process is fast (with significance level of 
.005) and check out process is fast (with significance level of .031). Therefore, the data 
supported the hypotheses 5.1.    
Hypotheses 5.2: Service quality is an important factor affecting to return to the hotel for 
next time 

Hypotheses 5.2 could be investigated from Table 11, Model 5, independent 
variable related to room quality, room amenities, friendly staff, check in process, check 
out process and luggage service are tested to find their influences to returning of 
customers by model summary. The data found that R² change = .110 with significant 
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level of .035 representing that service quality could predicts returning of customers at 
35%. From ANOVA(b) Table, F value of service quality is 2.916 showing that service 
quality is the second important factor which has effect to returning of MICE organizers to 
use the hotel in next time. From Coefficients(b) Table shows the variables have impact 
on the returning level are check in process is fast (with significance level of .028), check 
out process is fast (with significance level of .030) and luggage service is fast (with 
significance level of .075). Therefore, the data supported the hypotheses 5.2.  

 
Hypotheses 6: Safety is an important factor affecting decision making of a hotel by 
MICE 
Hypotheses 6.1: Safety is an important factor affecting to satisfaction of customers 

Hypotheses 6.1 could be investigated from Table 10, Model 6, independent 
variable related to feel safe and security guard are tested to find their influences to 
satisfaction of customers by model summary. The data found that R² change = .054 with 
significant level of .006 representing that safety could predicts customer’s satisfaction at 
6%. From ANOVA(a) Table, F value of safety is 5.227 showing that safety is the most 
important factor which has effect to satisfaction of MICE organizers in Hua Hin to select 
accommodation. From Coefficients(a) Table shows the variable has impact on the 
satisfaction level is sample feel safe when stay at the hotel (with significance level of 
.024). Therefore, the data supported the hypotheses 6.1.    
Hypotheses 6.2: Safety is an important factor affecting to return to the hotel for next time 

Hypotheses 6.2 could be investigated from Table 11, Model 6, independent 
variable related to feel safe and security guard are tested to find their influences to 
returning of customers by model summary. The data found that R² change = .000 with 
significant level of .991 representing that safety could not predicts returning of 
customers. From ANOVA(b) Table, F value of safety is 2.621 showing that safety is the 
fifth important factor which has effect to returning of MICE organizers to use the hotel in 
next time. From Coefficients(b) Table does not show the variables have impact on the 
returning level, therefore, the data not supported the hypotheses 6.2.  
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Hypotheses 7: Relationship between sales and customers is an important factor 
affecting decision making of a hotel by MICE 
Hypotheses 7.1: Relationship between sales and customers is an important factor 
affecting to satisfaction of customers 

Hypotheses 7.1 could be investigated from Table 10, Model 7, independent 
variable related to service of sales, hotel marketing, provide customer’s requirements 
and solve inconvenience incident are tested to find their influences to satisfaction of 
customers by model summary. The data found that R² change = .014 with significant 
level of .594 representing that relationship between sales and customers could not 
predicts customer’s satisfaction. From ANOVA(a) Table, F value of relationship between 
sales and customers is 4.596 showing that relationship between sales and customers is 
the second important factor which has effect to satisfaction of MICE organizers in Hua 
Hin to select accommodation. From Coefficients(a) Table does not show the variable 
has impact on the satisfaction level, therefore, the data not supported the hypotheses 
7.1.    
Hypotheses 7.2: Relationship between sales and customers is an important factor 
affecting to return to the hotel for next time 

Hypotheses 7.2 could be investigated from Table 11, Model 7, independent 
variable related to service of sales, hotel marketing, provide customer’s requirements 
and solve inconvenience incident are tested to find their influences to returning of 
customers by model summary. The data found that R² change = .089 with significant 
level of .016 representing that relationship between sales and customers could predicts 
returning of customers at 16%. From ANOVA(b) Table, F value of relationship between 
sales and customers is 3.188 showing that relationship between sales and customers is 
the most important factor which has effect to returning of MICE organizers to use the 
hotel in next time. From Coefficients(b) Table shows the variables have impact on the 
returning level are service of sales can influence to decision making to select the hotel 
(with significance level of .012), hotel marketing gives necessary information to customer 
(with significance level of .067) and sales person can solve any inconvenience incident 
(with significance level of .071). Therefore, the data supported the hypotheses 7.2.  
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CHAPTER 5 
CONCLUSION AND RECOMMENDATIONS 

 
5.1 Conclusion 
 This study has identified the seven factors, which are deemed important to 
decision making by MICE. The seven factors are ‘Price’, ‘Accessibilities’, ‘Facilities’, 
‘Cleanliness’, ‘Service Quality’, ‘Safety’ and ‘Relationship between Sales and Customers’ 
respectively, and are considered to be the influential factors in determining MICE 
organizers. 
 The research found that price, accessibilities, facilities, cleanliness, service 
quality and safety have impact to satisfaction. Furthermore, we also found that price, 
accessibilities, facilities, service quality and relationship between sales and customers 
have impact to returning to use the hotel in next time. 

 From this study, it is seen that price, accessibilities, facilities and service 
quality are the important factors that affecting to decision making to hotel selection by 
MICE. Therefore, the hotel should use this information to improve and develop the hotel 
to be the potential MICE destination.  
 The findings are considered useful to the hotel industry as they provide a clear 
indication on how to improve their service provisions in MICE industry. This study 
provides useful and effective ways for the management to identify the potential 
problems that are likely to occur, and understand cause of its. Once the hotel attributes 
in relation of customer’s requirements are clearly identified and understood, the 
management is more likely to be able to anticipate and cater to their customer’s desires 
and needs, rather than merely reacting to their dissatisfaction. 
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5.2 Recommendations 
According to this study, Amari Hua Hin and other hotels in MICE industry should 

be developed the hotel to be the MICE leading that provide service excellence, hotel 
cleanliness with full range of facilities and reasonable price to the customers. 
Furthermore, strong relationship between sales and customers will produce more 
revenue, gain more MICE market share and achieve the goals. 

However, there are some limitations in this research due to survey from previous 
customers since September 2013 to get feedback and survey from customers of only 
one sales representative. Hence, the further study the researcher could design different 
type of questionnaire and other factors to investigate customer’s satisfaction and 
returning in order to get more accurate data. In addition, the sample group should be 
customers of several sales representatives to find the different of service performance 
and relationship with customers. 
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Appendix  
Regression Analysis 

 
Satisfaction 

ANOVA(a) 

Model   Sum of Squares df Mean Square F Sig. 

1 Regression 2.539 3 .846 2.217 .093(a) 
  Residual 29.011 76 .382     
  Total 31.550 79       
2 Regression 7.169 8 .896 2.610 .015(b) 
  Residual 24.381 71 .343     
  Total 31.550 79       
3 Regression 17.968 18 .998 4.483 .000(c) 
  Residual 13.582 61 .223     
  Total 31.550 79       
4 Regression 20.153 23 .876 4.306 .000(d) 
  Residual 11.397 56 .204     
  Total 31.550 79       
5 Regression 22.632 29 .780 4.376 .000(e) 
  Residual 8.918 50 .178     
  Total 31.550 79       
6 Regression 24.340 31 .785 5.227 .000(f) 
  Residual 7.210 48 .150     
  Total 31.550 79       
7 Regression 24.773 35 .708 4.596 .000(g) 
  Residual 6.777 44 .154     
  Total 31.550 79       
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a  Predictors: (Constant), Loyalty, Reasonable rate, Promotion 
b  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility 
c  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility, 
Restaurant, Business center, Shuttle bus, Complimentary WIFI, Conference room, 
Fitness, Swimming pool, Spa, Various type, Kids club 
d  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility, 
Restaurant, Business center, Shuttle bus, Complimentary WIFI, Conference room, 
Fitness, Swimming pool, Spa, Various type, Kids club, Restaurant cleanliness, Public 
area cleanliness, Conference room cleanliness, Facilities cleanliness, Room cleanliness 
e  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility, 
Restaurant, Business center, Shuttle bus, Complimentary WIFI, Conference room, 
Fitness, Swimming pool, Spa, Various type, Kids club, Restaurant cleanliness, Public 
area cleanliness, Conference room cleanliness, Facilities cleanliness, Room cleanliness, 
Room amenities, Friendly staff, Check out process, Room quality, Luggage service, 
Check in process 
f  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility, 
Restaurant, Business center, Shuttle bus, Complimentary WIFI, Conference room, 
Fitness, Swimming pool, Spa, Various type, Kids club, Restaurant cleanliness, Public 
area cleanliness, Conference room cleanliness, Facilities cleanliness, Room cleanliness, 
Room amenities, Friendly staff, Check out process, Room quality, Luggage service, 
Check in process, Feel safe, Security guard 
g  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility, 
Restaurant, Business center, Shuttle bus, Complimentary WIFI, Conference room, 



57 
 

 

Fitness, Swimming pool, Spa, Various type, Kids club, Restaurant cleanliness, Public 
area cleanliness, Conference room cleanliness, Facilities cleanliness, Room cleanliness, 
Room amenities, Friendly staff, Check out process, Room quality, Luggage service, 
Check in process, Feel safe, Security guard, Service of Sales, Customer's requirements, 
Solve inconvenience, Hotel marketing 
h  Dependent Variable: Satisfaction 
 
 Coefficients(a) 

Model   
Unstandardized 
Coefficients 

Standardized 
Coefficients t Sig. 

    B Std. Error Beta     

1 (Constant) 2.819 .742   3.801 .000 
  Reasonable rate .046 .088 .061 .523 .602 
  Promotion .129 .111 .139 1.156 .251 
  Loyalty .262 .103 .322 2.550 .013 
2 (Constant) 4.400 1.311   3.355 .001 
  Reasonable rate .029 .087 .039 .336 .738 
  Promotion .059 .114 .063 .514 .609 
  Loyalty .255 .105 .314 2.436 .017 
  Close the beach .132 .177 .123 .744 .460 
  Attraction 

surrounding 
.246 .151 .188 1.629 .108 

  Close the markets -.211 .183 -.195 -1.151 .254 
  Close shopping malls -.415 .147 -.376 -2.820 .006 
  Good accessibility -.201 .175 -.220 -1.147 .255 
3 (Constant) 1.309 2.030   .645 .522 
  Reasonable rate -.007 .078 -.009 -.091 .928 
  Promotion -.257 .122 -.276 -2.108 .039 
  Loyalty .133 .113 .164 1.178 .243 
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  Close the beach .158 .159 .147 .990 .326 
  Attraction 

surrounding 
.361 .170 .276 2.125 .038 

  Close the markets -.290 .187 -.269 -1.550 .126 
  Close shopping malls -.245 .148 -.223 -1.656 .103 
  Good accessibility -.077 .212 -.084 -.362 .719 
  Various type -.381 .215 -.299 -1.772 .081 
  Complimentary WIFI .170 .091 .239 1.873 .066 
  Swimming pool .303 .140 .308 2.157 .035 
  Fitness .323 .236 .319 1.366 .177 
  Kids club -.520 .214 -.563 -2.426 .018 
  Restaurant .078 .094 .077 .831 .409 
  Conference room -.062 .134 -.067 -.461 .646 
  Business center .255 .102 .304 2.487 .016 
  Spa .521 .139 .624 3.754 .000 
  Shuttle bus .186 .091 .238 2.045 .045 
4 (Constant) 1.163 2.394   .486 .629 
  Reasonable rate -.044 .082 -.058 -.532 .597 
  Promotion -.236 .134 -.254 -1.761 .084 
  Loyalty .128 .125 .158 1.028 .308 
  Close the beach -.052 .170 -.048 -.306 .761 
  Attraction 

surrounding 
.318 .183 .244 1.741 .087 

  Close the markets -.337 .185 -.312 -1.828 .073 
  Close shopping malls -.226 .149 -.205 -1.521 .134 
  Good accessibility .174 .221 .191 .789 .433 
  Various type -.172 .232 -.135 -.742 .461 
  Complimentary WIFI .217 .105 .304 2.062 .044 
  Swimming pool .400 .146 .407 2.741 .008 
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  Fitness .436 .243 .430 1.796 .078 
  Kids club -.721 .218 -.781 -3.303 .002 
  Restaurant .100 .098 .099 1.027 .309 
  Conference room .014 .136 .015 .103 .919 
  Business center .167 .103 .200 1.625 .110 
  Spa .596 .140 .714 4.261 .000 
  Shuttle bus .189 .111 .240 1.692 .096 
  Room cleanliness -.308 .119 -.350 -2.585 .012 
  Restaurant 

cleanliness 
-.012 .091 -.015 -.132 .896 

  Conference room 
cleanliness 

-.017 .113 -.019 -.149 .882 

  Facilities cleanliness .134 .114 .146 1.173 .246 
  Public area 

cleanliness 
-.103 .108 -.116 -.955 .344 

5 (Constant) 2.183 2.774   .787 .435 
  Reasonable rate -.018 .114 -.024 -.160 .873 
  Promotion -.148 .140 -.159 -1.060 .294 
  Loyalty .154 .131 .190 1.179 .244 
  Close the beach -.434 .235 -.405 -1.847 .071 
  Attraction 

surrounding 
.298 .175 .228 1.705 .094 

  Close the markets -.419 .191 -.387 -2.187 .033 
  Close shopping malls -.271 .144 -.246 -1.891 .064 
  Good accessibility .245 .221 .268 1.105 .275 
  Various type -.400 .246 -.315 -1.628 .110 
  Complimentary WIFI .153 .126 .214 1.213 .231 
  Swimming pool .317 .143 .323 2.213 .031 
  Fitness .312 .258 .308 1.209 .232 
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  Kids club -.584 .225 -.632 -2.595 .012 
  Restaurant .078 .097 .078 .811 .421 
  Conference room .149 .138 .163 1.080 .285 
  Business center .122 .114 .146 1.071 .290 
  Spa .424 .157 .508 2.708 .009 
  Shuttle bus .192 .111 .245 1.736 .089 
  Room cleanliness -.202 .126 -.230 -1.608 .114 
  Restaurant 

cleanliness 
.038 .091 .046 .413 .681 

  Conference room 
cleanliness 

-.118 .116 -.133 -1.019 .313 

  Facilities cleanliness .111 .125 .121 .890 .378 
  Public area 

cleanliness 
-.059 .109 -.066 -.545 .588 

  Room quality -.156 .150 -.174 -1.042 .303 
  Room amenities .301 .157 .317 1.922 .060 
  Friendly staff .171 .124 .187 1.381 .173 
  Check in process .390 .190 .548 2.050 .046 
  Check out process -.534 .193 -.727 -2.773 .008 
  Luggage service .036 .119 .049 .301 .764 
6 (Constant) 2.802 2.603   1.077 .287 
  Reasonable rate .052 .107 .068 .482 .632 
  Promotion -.160 .132 -.172 -1.207 .234 
  Loyalty .332 .132 .409 2.521 .015 
  Close the beach -.547 .225 -.510 -2.426 .019 
  Attraction 

surrounding 
.375 .162 .287 2.311 .025 

  Close the markets -.445 .191 -.412 -2.332 .024 
  Close shopping malls -.208 .134 -.189 -1.554 .127 
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  Good accessibility .145 .211 .159 .688 .495 
  Various type -.385 .228 -.303 -1.692 .097 
  Complimentary WIFI .143 .129 .201 1.106 .274 
  Swimming pool .166 .150 .169 1.103 .276 
  Fitness .358 .255 .354 1.406 .166 
  Kids club -.644 .237 -.697 -2.714 .009 
  Restaurant .125 .090 .124 1.387 .172 
  Conference room .227 .136 .249 1.676 .100 
  Business center .187 .106 .224 1.760 .085 
  Spa .241 .154 .289 1.565 .124 
  Shuttle bus .160 .102 .204 1.570 .123 
  Room cleanliness -.219 .117 -.249 -1.879 .066 
  Restaurant 

cleanliness 
-.032 .086 -.039 -.372 .711 

  Conference room 
cleanliness 

-.109 .110 -.123 -.998 .323 

  Facilities cleanliness .148 .116 .162 1.276 .208 
  Public area 

cleanliness 
-.133 .119 -.149 -1.121 .268 

  Room quality -.236 .142 -.265 -1.663 .103 
  Room amenities .173 .153 .181 1.127 .265 
  Friendly staff .206 .117 .224 1.764 .084 
  Check in process .551 .181 .775 3.044 .004 
  Check out process -.409 .186 -.557 -2.196 .033 
  Luggage service -.056 .124 -.076 -.448 .656 
  Feel safe .249 .100 .337 2.479 .017 
  Security guard -.261 .127 -.358 -2.062 .045 
7 (Constant) 5.557 3.451   1.610 .114 
  Reasonable rate .154 .133 .203 1.159 .253 



62 
 

 

  Promotion -.102 .141 -.109 -.722 .474 
  Loyalty .293 .139 .361 2.109 .041 
  Close the beach -.576 .238 -.538 -2.424 .020 
  Attraction 

surrounding 
.264 .187 .202 1.415 .164 

  Close the markets -.379 .251 -.351 -1.510 .138 
  Close shopping malls -.152 .145 -.138 -1.045 .302 
  Good accessibility .066 .235 .072 .281 .780 
  Various type -.456 .238 -.358 -1.915 .062 
  Complimentary WIFI -.038 .178 -.053 -.214 .832 
  Swimming pool .169 .174 .172 .972 .336 

  Fitness .045 .326 .044 .138 .891 
  Kids club -.235 .368 -.254 -.637 .527 
  Restaurant .095 .109 .095 .873 .387 
  Conference room .097 .186 .106 .522 .604 
  Business center .211 .111 .252 1.900 .064 
  Spa .105 .195 .126 .541 .591 
  Shuttle bus .222 .115 .282 1.931 .060 
  Room cleanliness -.266 .125 -.302 -2.130 .039 
  Restaurant 

cleanliness 
.008 .093 .010 .086 .932 

  Conference room 
cleanliness 

-.217 .131 -.244 -1.659 .104 

  Facilities cleanliness .026 .139 .028 .187 .853 
  Public area 

cleanliness 
-.082 .130 -.092 -.637 .528 

  Room quality -.213 .159 -.238 -1.338 .188 
  Room amenities .189 .161 .199 1.176 .246 
  Friendly staff .207 .125 .225 1.655 .105 
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  Check in process .555 .187 .780 2.967 .005 
  Check out process -.450 .201 -.612 -2.235 .031 
  Luggage service -.054 .138 -.073 -.389 .699 
  Feel safe .240 .102 .325 2.344 .024 
  Security guard -.199 .171 -.274 -1.168 .249 
  Service of Sales .149 .117 .160 1.265 .213 
  Hotel marketing -.078 .165 -.111 -.469 .641 
  Customer's 

requirements 
-.127 .127 -.137 -.997 .324 

  Solve inconvenience -.089 .158 -.105 -.562 .577 
a  Dependent Variable: Satisfaction 
 
Returning 

ANOVA(b) 

Model   Sum of Squares df Mean Square F Sig. 

1 Regression 3.348 3 1.116 2.449 .070(a) 
  Residual 34.639 76 .456     
  Total 37.988 79       
2 Regression 8.695 8 1.087 2.634 .014(b) 
  Residual 29.293 71 .413     
  Total 37.988 79       
3 Regression 16.758 18 .931 2.675 .002(c) 
  Residual 21.230 61 .348     
  Total 37.988 79       
4 Regression 19.675 23 .855 2.616 .002(d) 
  Residual 18.312 56 .327     
  Total 37.988 79       
5 Regression 23.873 29 .823 2.916 .000(e) 
  Residual 14.115 50 .282     
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  Total 37.988 79       
6 Regression 23.879 31 .770 2.621 .001(f) 
  Residual 14.109 48 .294     
  Total 37.988 79       
7 Regression 27.244 35 .778 3.188 .000(g) 
  Residual 10.744 44 .244     
  Total 37.988 79       

a  Predictors: (Constant), Loyalty, Reasonable rate, Promotion 
b  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility 
c  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility, 
Restaurant, Business center, Shuttle bus, Complimentary WIFI, Conference room, 
Fitness, Swimming pool, Spa, Various type, Kids club 
d  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility, 
Restaurant, Business center, Shuttle bus, Complimentary WIFI, Conference room, 
Fitness, Swimming pool, Spa, Various type, Kids club, Restaurant cleanliness, Public 
area cleanliness, Conference room cleanliness, Facilities cleanliness, Room cleanliness 
e  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility, 
Restaurant, Business center, Shuttle bus, Complimentary WIFI, Conference room, 
Fitness, Swimming pool, Spa, Various type, Kids club, Restaurant cleanliness, Public 
area cleanliness, Conference room cleanliness, Facilities cleanliness, Room cleanliness, 
Room amenities, Friendly staff, Check out process, Room quality, Luggage service, 
Check in process 
f  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility, 
Restaurant, Business center, Shuttle bus, Complimentary WIFI, Conference room, 
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Fitness, Swimming pool, Spa, Various type, Kids club, Restaurant cleanliness, Public 
area cleanliness, Conference room cleanliness, Facilities cleanliness, Room cleanliness, 
Room amenities, Friendly staff, Check out process, Room quality, Luggage service, 
Check in process, Feel safe, Security guard 
g  Predictors: (Constant), Loyalty, Reasonable rate, Promotion, Attraction surrounding, 
Close shopping malls, Close the markets, Close the beach, Good accessibility, 
Restaurant, Business center, Shuttle bus, Complimentary WIFI, Conference room, 
Fitness, Swimming pool, Spa, Various type, Kids club, Restaurant cleanliness, Public 
area cleanliness, Conference room cleanliness, Facilities cleanliness, Room cleanliness, 
Room amenities, Friendly staff, Check out process, Room quality, Luggage service, 
Check in process, Feel safe, Security guard, Service of Sales, Customer's requirements, 
Solve inconvenience, Hotel marketing 
h  Dependent Variable: Returning 
 

Coefficients(b) 

Model   
Unstandardized 
Coefficients 

Standardized 
Coefficients t Sig. 

    B Std. Error Beta     

1 (Constant) 1.980 .810   2.443 .017 
  Reasonable rate .186 .096 .224 1.925 .058 
  Promotion .243 .122 .238 1.995 .050 
  Loyalty .209 .112 .234 1.860 .067 
2 (Constant) .320 1.438   .223 .824 
  Reasonable rate .270 .096 .326 2.817 .006 
  Promotion .252 .125 .247 2.010 .048 
  Loyalty .252 .115 .283 2.195 .031 
  Close the beach -.095 .194 -.081 -.491 .625 
  Attraction 

surrounding 
-.432 .165 -.301 -2.610 .011 
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  Close the 
markets 

.376 .201 .317 1.874 .065 

  Close shopping 
malls 

-.064 .161 -.053 -.396 .693 

  Good 
accessibility 

.511 .192 .510 2.658 .010 

3 (Constant) -6.650 2.538   -2.620 .011 
  Reasonable rate .170 .098 .205 1.732 .088 
  Promotion -.018 .152 -.018 -.118 .906 
  Loyalty .241 .142 .270 1.699 .094 
  Close the beach -.059 .199 -.050 -.296 .768 
  Attraction 

surrounding 
-.170 .212 -.118 -.799 .427 

  Close the 
markets 

.325 .234 .274 1.388 .170 

  Close shopping 
malls 

.081 .185 .067 .439 .663 

  Good 
accessibility 

.712 .265 .711 2.690 .009 

  Various type .266 .269 .190 .990 .326 
  Complimentary 

WIFI 
.304 .114 .388 2.671 .010 

  Swimming pool .314 .175 .291 1.788 .079 
  Fitness .285 .295 .256 .964 .339 
  Kids club -.047 .268 -.046 -.174 .862 
  Restaurant .255 .117 .231 2.183 .033 
  Conference room .055 .167 .055 .330 .742 
  Business center -.226 .128 -.246 -1.764 .083 
  Spa .456 .174 .497 2.626 .011 
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  Shuttle bus .088 .114 .102 .768 .445 
4 (Constant) -8.916 3.035   -2.938 .005 
  Reasonable rate .202 .104 .244 1.940 .057 
  Promotion .000 .170 .000 .003 .998 
  Loyalty .138 .158 .155 .875 .385 
  Close the beach -.138 .215 -.117 -.641 .524 
  Attraction 

surrounding 
-.032 .232 -.023 -.139 .890 

  Close the 
markets 

.162 .234 .136 .691 .493 

  Close shopping 
malls 

.051 .189 .042 .270 .788 

  Good 
accessibility 

.895 .280 .894 3.197 .002 

  Various type .524 .294 .376 1.785 .080 
  Complimentary 

WIFI 
.456 .133 .583 3.429 .001 

  Swimming pool .411 .185 .381 2.221 .030 
  Fitness .391 .308 .352 1.271 .209 
  Kids club -.230 .277 -.226 -.829 .411 
  Restaurant .208 .124 .188 1.681 .098 
  Conference room .022 .173 .022 .125 .901 
  Business center -.311 .131 -.339 -2.383 .021 
  Spa .502 .177 .548 2.830 .006 
  Shuttle bus .066 .141 .077 .468 .641 
  Room cleanliness .009 .151 .010 .062 .951 
  Restaurant 

cleanliness 
-.078 .115 -.086 -.674 .503 

  Conference room  -.076 .143 -.078 -.535 .595 
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  Facilities 
cleanliness 

.409 .145 .406 2.817 .007 

  Public area 
cleanliness 

.007 .137 .008 .055 .957 

5 (Constant) -3.342 3.490   -.958 .343 
  Reasonable rate .113 .143 .137 .792 .432 
  Promotion -.096 .176 -.094 -.545 .588 
  Loyalty .237 .164 .266 1.440 .156 
  Close the beach -.690 .296 -.587 -2.333 .024 
  Attraction 

surrounding 
-.052 .220 -.036 -.234 .816 

  Close the 
markets 

-.136 .241 -.114 -.563 .576 

  Close shopping 
malls 

-.048 .181 -.040 -.268 .790 

  Good 
accessibility 

.674 .278 .673 2.419 .019 

  Various type .078 .309 .056 .252 .802 
  Complimentary 

WIFI 
.357 .158 .456 2.258 .028 

  Swimming pool .364 .180 .338 2.019 .049 
  Fitness .504 .324 .453 1.553 .127 
  Kids club -.321 .283 -.317 -1.133 .262 
  Restaurant .200 .122 .181 1.644 .106 
  Conference room .208 .173 .208 1.202 .235 
  Business center -.261 .143 -.284 -1.823 .074 
  Spa .407 .197 .444 2.066 .044 
  Shuttle bus .158 .139 .183 1.132 .263 
  Room cleanliness -.053 .158 -.055 -.336 .738 



69 
 

 

  Restaurant 
cleanliness 

-.089 .114 -.098 -.779 .440 

  Conference room 
cleanliness 

-.006 .146 -.006 -.038 .970 

  Facilities 
cleanliness 

.313 .157 .311 1.990 .052 

  Public area 
cleanliness 

-.004 .137 -.004 -.031 .975 

  Room quality -.315 .188 -.321 -1.673 .101 
  Room amenities .001 .197 .001 .005 .996 
  Friendly staff .091 .156 .090 .581 .564 
  Check in process .517 .239 .662 2.160 .036 
  Check out 

process 
-.558 .242 -.692 -2.301 .026 

  Luggage service .170 .149 .212 1.137 .261 
6 (Constant) -3.436 3.641   -.944 .350 
  Reasonable rate .112 .150 .135 .748 .458 
  Promotion -.091 .185 -.090 -.494 .624 
  Loyalty .231 .184 .259 1.255 .216 
  Close the beach -.678 .315 -.577 -2.150 .037 
  Attraction 

surrounding 
-.053 .227 -.037 -.235 .815 

  Close the 
markets 

-.144 .267 -.122 -.541 .591 

  Close shopping 
malls 

-.053 .187 -.044 -.283 .778 

  Good 
accessibility 

.671 .295 .670 2.275 .027 

  Various type .082 .319 .058 .256 .799 
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  Complimentary 
WIFI 

.365 .181 .467 2.019 .049 

  Swimming pool .363 .210 .336 1.723 .091 
  Fitness .515 .357 .463 1.442 .156 
  Kids club -.334 .332 -.329 -1.006 .320 
  Restaurant .199 .126 .180 1.577 .121 
  Conference room .211 .190 .211 1.113 .271 
  Business center -.264 .149 -.287 -1.776 .082 
  Spa .413 .216 .451 1.914 .062 
  Shuttle bus .159 .143 .184 1.114 .271 
  Room cleanliness -.050 .163 -.052 -.308 .760 
  Restaurant 

cleanliness 
-.086 .120 -.095 -.716 .478 

  Conference room 
cleanliness 

-.002 .153 -.003 -.016 .987 

  Facilities 
cleanliness 

.313 .163 .312 1.928 .060 

  Public area 
cleanliness 

.007 .166 .007 .041 .967 

  Room quality -.315 .199 -.322 -1.586 .119 
  Room amenities .011 .214 .011 .052 .959 
  Friendly staff .092 .163 .092 .566 .574 
  Check in process .509 .253 .653 2.012 .050 
  Check out 

process 
-.557 .260 -.691 -2.140 .037 

  Luggage service .181 .173 .225 1.042 .303 
  Feel safe -.019 .140 -.024 -.137 .892 
  Security guard -.003 .177 -.003 -.015 .988 
7 (Constant) 5.375 4.345   1.237 .223 
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  Reasonable rate .318 .167 .383 1.904 .063 
  Promotion .113 .177 .110 .634 .529 
  Loyalty .164 .175 .184 .936 .355 
  Close the beach -.766 .299 -.651 -2.557 .014 
  Attraction 

surrounding 
-.423 .235 -.295 -1.799 .079 

  Close the 
markets 

-.171 .316 -.145 -.542 .590 

  Close shopping 
malls 

.074 .183 .061 .405 .688 

  Good 
accessibility 

.285 .296 .284 .961 .342 

  Various type -.097 .300 -.069 -.322 .749 
  Complimentary 

WIFI 
-.124 .225 -.159 -.553 .583 

  Swimming pool .179 .219 .166 .815 .419 

  Fitness -.250 .411 -.225 -.609 .545 
  Kids club .648 .464 .639 1.397 .169 
  Restaurant .172 .138 .155 1.246 .219 
  Conference room -.186 .234 -.185 -.795 .431 
  Business center -.163 .140 -.178 -1.169 .249 
  Spa -.036 .245 -.039 -.146 .885 
  Shuttle bus .278 .144 .323 1.925 .061 
  Room cleanliness -.156 .157 -.161 -.991 .327 
  Restaurant 

cleanliness 
-.018 .116 -.019 -.151 .881 

  Conference room 
cleanliness 

-.243 .165 -.249 -1.473 .148 

  Facilities  .005 .175 .005 .028 .978 
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  Public area 
cleanliness 

.170 .163 .173 1.040 .304 

  Room quality -.335 .200 -.341 -1.672 .102 
  Room amenities .114 .203 .109 .562 .577 
  Friendly staff .080 .157 .080 .511 .612 
  Check in process .536 .236 .687 2.277 .028 
  Check out 

process 
-.567 .253 -.703 -2.237 .030 

  Luggage service .317 .174 .395 1.821 .075 
  Feel safe -.056 .129 -.069 -.431 .668 
  Security guard .239 .215 .299 1.110 .273 
  Service of Sales .387 .148 .379 2.620 .012 
  Hotel marketing -.391 .208 -.511 -1.877 .067 
  Customer's 

requirements 
-.066 .160 -.065 -.414 .681 

  Solve 
inconvenience 

-.368 .199 -.399 -1.852 .071 

a  Dependent Variable: Returning 
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QUESTIONNAIRE 
The most important factors are influencing to hotel selection by MICE segment 
PART I: Demographic 

1. What is your gender? 
1. Male 
2. Female 

2. What is type of your organization? 
1. Government 
2. Corporate 
3. Privatization 
4. Public 

3. How many staff in your organization? 
1. Below 50 persons 
2. 51-100 persons 
3. 101-150 persons 
4. 151-200 persons 
5. More than 200 persons 

 
PART II: MICE behaviors 

4. What is the budget of accommodation that you would like to pay per night? 
1. 1,000-2,000 Baht 
2. 2,001-3,000 Baht 
3. 3,001-4,000 Baht 
4. 4,001-5,000 Baht 
5. Over 5,000 Baht 
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5. How many time that held seminar per year? 
1. 1 time 
2. 2 times  
3. 3 times  
4. 4 times  
5. Over 4 times  

6. Favorite destination to held seminar? 
1. Hua Hin  
2. Pattaya 
3. Khao Yai 
4. Kanchanaburi 
5. Nakhon Nayok 
6. Koh Chang 

7. How long do you stay per trip? 
1. 1 night 
2. 2 nights 
3. 3 nights 
4. 4 nights 
5. Over 4 nights 

 
PART III: How these factors are influence to your decision making when select the 
hotel for your MICE event? 

1 = Strongly Disagree 
2 = Disagree 
3 = Neutral 
4 = Agree 
5 = Strongly Agree 
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Factor 1 2 3 4 5 

Price 

1.1 I am satisfied with the room rate that suitable for 
expenditure. 

     

1.2 Promotion/Special offers also influence to my decision.      

1.3 Loyalty program of hotels influenced my decision.      

Accessibilities 

2.1 I choose this hotel because of the location of the hotel 
close to the beach. 

     

2.2 I choose this hotel because of the hotel is surrounding with 
tourist attraction places. 

     

2.3 I choose this hotel because of the location of the hotel 
close to markets. 

     

2.4 I choose this hotel because of the location of the hotel 
close to shopping malls. 

     

2.5 I choose this hotel because of its good accessibility.      

Facilities 

3.1 The various types of room influence to my decision.      

3.1 Complimentary WIFI internet has an influence on my 
decision. 

     

3.2 Swimming pool has an influence to my decision.      

3.3 Fitness has an influence to my decision.      

3.4 Kids club has an influence to my decision.      
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3.5 Restaurant has an influence to my decision.      

3.6 Conference room has an influence to my decision.      

3.7 Business Centre has an influence to my decision.      

3.8 Spa has an influence to my decision.      

3.9 Shuttle bus has an influence to my decision.      

Cleanliness 

4.1 Room cleanliness has an influence to my decision.      

4.2 Restaurant cleanliness has an influence to my decision.      

4.3 Conference room cleanliness has an influence to my 
decision. 

     

4.4 Facilities cleanliness has an influence to my decision.      

4.5 Public area cleanliness has an influence to my decision.      

Service Quality 

5.1 Room quality meets my expectation.      

5.2 Room amenities meet my expectation.      

5.3 Staff is friendly      

5.4 Check-in process is fast      

5.5 Check-in process is fast      

5.6 Luggage service is fast      

Safety 

6.1 I feel safe when I stay at this hotel.      

6.2 The service guard of the hotel makes me feel safe.      



78 
 

 

Relationship between Sales person and customers 

7.1 Service of Sales can influence to decision making to select 
the hotel. 

     

7.2 Hotel marketing gives necessary information to customer.      

7.3 Sales person provides customer’s requirements.      

7.4 Sales person solve any inconvenience incident.      

Satisfaction 

8.1 You satisfy in the hotel.      

8.2 You will return to this hotel for the next time.      
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