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Abstract

The purpose of this research was to develop and validate a causal relationship model of
service marketing mix’7Ps effective to business performance of tourists in selecting the hotel Ubon
Ratchathani in Thailand. The research model consisted of eleven latent variables: Service Price,

Service Distribution/Place, Service Product, Service Promotion, Service People, Service Process,
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Service Physical Evidence, Customer satisfaction, Customer loyalty, Attracting new customers and
Evaluating the image or reputation. A sample of 427 tourists by a selecting the Hotel Ubon Ratchathani
in Thailand participated in the study during the 2014 academic year. Data were analyze by using SPSS
and LISREL.

The results indicated that the hypothetical model was consistent with empirical data. Goodness
of fit statistics were: chi-square test=35.63, df=28, p=.15, GFI=.99, AGFI= .97, CFI=1.00, SRMR=.02,
and RMSEA=.03. The variables in the model accounted for 72.2% of the total variance to business
performance of tourists in selecting the hotel. Service marketing mix’7Ps positive direct effect on

the business performance of tourists in selecting the hotels. It was found that the importance and

develop service quality of hotels. Which is a reason of increase loyalty selecting the hotels.

Keywords: Service marketing mix’7Ps, Business Performance of Tourists, Selecting the Hotel
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