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MANAGING SERVICE MARKETING FOR BOUTIQUE HOTELS IN BANGKOK :

CASE STUDY OF METROSEXUAL MEN
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ABSTRACT

The research article is a part of research in "Guidelines for Marketing Management of Services for Boutique
Hotels in Bangkok : Case Study of Metrosexual Men" is conducted with service marketing mix that affecting the
decision making to choose services of boutique hotels for investigate the guidelines for marketing management of
service for Metrosexual Men in Bangkok. The samples of this are 400 Metrosexual Men. The study uses simple random
sampling method and instrument of data collection are five levels to rating scale. The statfistics of the study are

percentage, mean, standard deviation and Chi-square of logistic regression analysis and descriptive statistic from the
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interview. The results of the study found that the service marketing mix which affected the process of decision making

to choose services of Metrosexual was the personal factor. Other factors did not affect their decision.

KEYWORDS : Boutique hotel, Metrosexual, Service marketing
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