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RESEARCH ARTICLE

The Marketing Component Influence to the Value
Perception in Using Spa Service of Foreigner Tourist

in Chiangmai Province

Parasee Anek

Abstract

The objectives of this research study were 1) to examine validity of the model of marketing
value perception 2) to develop the model of casual relationship between the practical service
quality, the marketing communication strategy, the identity of Thai Lanna spa influence to marketing
value perception in using spa service of the foreigner tourist in Chiangmai province. The
questionnaire was used as a research instrument. A total of 1,100 completed questionnaires to
the foreigner tourists in Chiangmai province. The confirmatory factor analysis (CFA) and structural
equation model analysis (SEM). The result of this study shows that : 1) the measurement model
is valid and well fitted to empirical data (Chi-square = 93.536, df = 79, P = 0.126, GFl = 0.991,
RMSEA = 0.013). This model exhibits acceptable level of fit. 2) it was found that the practical
service quality, the marketing communication strategy and the identity of Thai Lanna spa had
higher positive relationship effect to the marketing value perception in using spa service of the
foreigner tourist in Chiangmai province, accept for all hypothesis and 3) besides that the model

have a good level of forecast to accept at 60% with the overall model fit measure.

Keywords : Spa, the practical service quality, the marketing communication strategy,

the identity of Thai Lanna spa
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