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ABSTRACT

This research is a quantitative research. This research aimed to 1) study the level of the
Marketing Mix (4C’s) among Chinese tourists at the Siam Gems Group Co., Ltd., and 2) study the
Marketing Mix (4C’s) that influences the Chinese tourists’ decision to visit the Siam Gems Group
Co., Ltd. The samples which were selected by using quota sampling method include 385 Chinese
tourists who visited the Siam Gems Group Co., Ltd. The research tools were a form of
questionnaires. Descriptive statistics and multiple regression analysis at the 0.05 significance level
were used for data analysis.

The results were as follows: 1) The marketing mix that Chinese tourists pay the most
attention to in terms of customer demand were the need for the standard quality of products,
followed by the convenience of purchase which were focused on the numbers of payment
channels with sufficient payment points to meet the needs, the consumer’s cost to satisfy which
were focused the suitable price for the suitable quality of the products that uses skill expertise
and sophistication in embedding, the communication aspect focusing on the knowledge of
communication and service of employees who are ready to serve, respectively. And 2) the most
important aspect for Chinese tourists to make purchase decision when using the service was the
atmosphere of the store where the store layout and product display play a part in the decision to
purchase and use the service, followed by the perception of the need or the perception of the
problem focusing on having a product or service the meets the need, the information searching
focusing on the reliability of communication about the information of Siam Gems Co., Ltd., the
aspect of evaluating alternatives to focusing on the reliability of the brand related to quality and
manufacturing standards, the post purchase behavior, focusing on having a standardized and easy
way to access post purchase satisfaction system, respectively. All of the marketing mix elements
including consumer wants, consumer’s cost to satisfy, convenience to buy, and communication
affected the Chinese tourists’ decisions to visit the Siam Gems Group Co., Ltd.

The knowledge gained from this research is marketing mix strategies towards Chinese
tourists in terms of demand, cost, ease of purchase and communication, the results of the research
indicated that the practical significance of each aspect affects the decision-making process of
Chinese tourists, which is important for the tourism business that should be used. If other
organizations want to promote tourism for Chinese tourists, they should focus on the standard
quality of products, and pay attention to the quality of the products that they are going to sell,
the customer’s cost to satisfy of purchasing goods, convenience of shopping, as well as having

communication with tourists and taking care to guide them every step of the way.
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