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ABSTRACT 

The objective of this research was to study factors that influenced decision making of 

foreign tourists in choosing a hotel in Bangkok This research concentrated only on foreign 

tourists who have come to visit Thailand and used the services of the group I hotels (the hotels 

that charge minimum room rate of 2500 $ lroom/night up) in Bangkok The sample group were 

400 foreign tourists who used the hotels's room services in Bangkok. Using questionnaires to 

collect information. This research employed frequency, percentage, and mean to analyze the 

characteristics of the foreign tourists sample group. Chi-square was used to test the relationships 

• 
The results from this study revealed that the factors that influenced decision making 

of foreign tourists in choosing a hotel in Bangkok were the aspects of the most attractive factor 

was the products of hotels. The hotels' hygienic condition relatively influenced on the foreign 

tourists concerns. The location of the hotels (convenient) also had effects on the sample tourists. 

The marketing promotion media that had most influence on the sample group were the internet 

and website. The results revealed from testing relationships between data variables stated that the 

sample group's occupations had significant relationship witb the requirement for the hotel's 

services. Price factor, however, was not related to the sample group's demographic data. The 

hotels' promotion media and location were related to levels of incomes, occupations, and location 

of attraction places of the sample tourists. Finally, the hotels' marketing promotion activities had 

relationship with sex, age, occupation, income, and location of attraction places of the sample 

• group. 
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