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Service Marketing Strategies for Enhancing VValue Awareness

in the Resort Business of Chiang Mai Province
Phattira lammaneerattana'*, Preeda Sreenarueman?, Phusnisa Techathakieng®
Thidarat Chonprasertsuk*

Abstract

This study aims to examine service marketing strategies to enhance
perceived value for resort businesses in Chiang Mai Province. The research
focuses on gquantitative methods and data were collected using questionnaires.
The sample group consists of tourists staying at resorts in Pong Yaeng
Subdistrict, Mae Rim District, Chiang Mai Province. The sampling technique
used was accidental sampling, with a total of 400 participants. Statistical
methods employed for data analysis include frequency distribution, mean, and
percentage. Hypothesis testing was conducted using T-test, F-test, One-way
ANOVA, and Multiple Linear Regression Analysis.

The research findings indicate that respondents placed high importance
on strategies related to pricing, products and services, and the physical
environment. In terms of perceived value, respondents expressed satisfaction
with functional value, emotional value, and cognitive value gained from using
resort services. The results of the first hypothesis test reveal that gender,
marital status, and the choice of resort are significantly related to the perceived
value of resort businesses in Chiang Mai Province. The second hypothesis test
shows that service processes and the physical environment significantly
influence perceived value. On the other hand, distribution channels and
employee management strategies require improvement. Therefore, resort
businesses should focus on enhancing service processes and the physical
environment while also adjusting their distribution and employee management
strategies to increase customer perceived value.

Keywords : Enhancing Perceived Value, Resort Business, Service
Marketing Strategies
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