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ABSTRACT

This research aims to 1) study the levels of service marketing mix factors, service quality, and customer loyalty
of Grace Patong Hotel, Phuket Province; 2) investigate the service marketing mix factors affecting customer
loyalty of Grace Patong Hotel, Phuket Province; and 3) examine the service quality factors influencing customer
loyalty of Grace Patong Hotel, Phuket Province. This study employs a quantitative research approach with a
sample of 400 customers who have used the services of Grace Patong Hotel, Phuket Province at least twice.
The data is analyzed using a statistical software package, employing descriptive statistics and testing
hypotheses through multiple regression analysis. The findings reveal that 1) the levels of service marketing mix
factors, service quality, and customer loyalty of Grace Patong Hotel, Phuket Province are at the highest level;
2) Service marketing mix factors, including product, price, and physical evidence, significantly affect customer
loyalty of Grace Patong Hotel, Phuket Province at a statistical significance level of .05; and 3) Service quality
factors, specifically tangibility and assurance, significantly influence customer loyalty of Grace Patong Hotel,
Phuket Province at a statistical significance level of .05.
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