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Abstract

The purpose of this research is to study factors influencing of
Thai tourist choosing hotel in Nong Khai province. The data from 400
questionnaires are analyzed with descriptive statistics ( percentage,
frequency, means, and standard deviation ) and inferential statistics
{ t—test, F- test ( one-way ANOVA)} to test the hypotheses.

The results indicate that the majority of Thai tourists are female,
30 — 39 years old, bachelor’s degree holders, married; work in company,
native district from northeast with 10,001 — 15,000 Bath income, the
purpose of staying is travel, The majority of Thai tourist choosing stay at
small hotel, at least 1 time per moth, 1 — 2 night per time, they know
hotel information from their friends, reservation by telephone, choosing
hotel by themselves, staying two person, expenditure less 1,000 Bath,
service marketing mix factors, product, price, place, promotion, process,
people, physical environment, productivity and quality have high impact
on Thai tourist decision making.

Hypothesis testing reveals that sex does not impact on choosing
hotel, age has impact al} mentioned, education has impact all mentioned
except physical environment, status does not impact all mentioned except
product, career has impact on choosing hotel all mentioned except price,
native district has impact on choosing hotel all mentioned, income has
impact all mentioned except physical environment, purpose of stay in
hotel does not impacts all mentioned except process.

The study results, hotel business can be used to develop service
marketing strategies to make customer satisfaction.
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