senAnmulng

o

NdurensuraunsyAnuesnageluaNnunee fioeA1ansnanstl A3.0940

a & dl a a [ a a o a rall a a [ dl

LB AN ﬂi:ﬁmmﬂ?ﬂmqmmuwuﬁ uay A7.dURaT Jinnm mmwmﬁﬂmwmuwuﬁ N
o e o A @ A= P o q o o o

VL@@GI@’]M@@ZLQ@’]@HNF’WNWLﬂui’]ﬂ‘iﬂ‘]&'} WiaNI AR ENRARATTEZIIAN TRN1TNN

Ingnunusa iUl LazIanIUTe LNz AN TT s IUAMENITNNNIER AN INUs AU sz na Y

Tldne A9 A0u9I91 IRAATTN WAL AT, INTETNIL ANIREN NITNNIENIIAIM 71NN TR

9

ANLLELNAAAAAULA MdaLNNIasIasInednus st Auian1ald auni lFnainusaliyu

HaFaganaliatinanysnllaznsanne

a

NINULBUNITADS AT.ATAAN AANTHA HBIUINNIT NUNINENARULIAT AN

a a

U?ﬂ’]?ﬂﬁ:ﬂW]WNﬁ']uﬂ? LL@?J"]J@"H‘QUW?:?@mL%’]ﬁﬁqﬁﬂigﬁq@]uﬁﬁﬂﬂﬂ?ﬂq?ﬂﬁ;\?W]W ‘Vlﬂ‘ViquLﬂu
, ey o X o o o ~ @ I
'ﬂﬂ’]\‘]@\‘l Wiﬂﬂﬁ;mqiﬂﬂq?@u@LL@ZL@@@qurJﬂﬂQ’]NQZQrJﬂLLﬂQQ@EIUﬂ’]?L?ﬂuLﬂu@ﬂ’]\iﬁlﬂt@ﬂ

| 1 2 0 A o -dl ' ff/ = QII YO o o
naaaLluatinem lun1INNaae °I.I’PJ°I.I’PJ‘L|@ELLL‘W’PJH?QN?HL?F;Iu‘l’]sl,ﬁﬂ’m\‘iﬁhﬂuﬁ’ﬁﬁﬂﬁ]@‘ﬂﬂ

wiledsaularansuaeunszans 01 819A1 Faea1979aes aduazgnaianin

1e9Rden A lauaz Wnnsatiuayulunne Auetehnigaanen

q

1%
o

1 cao K = a a g v o a vl
@mmLL@z@mﬂ?:‘Emu@uwwzummmmuwuﬁfauuu HQ@H%@N@ULL@Z’Q‘WﬁLL@HN

WIZADUYNT YU

FAAAT AIUNIUNN



ADUZNITUNNTAALANNUNUS IANANTUINNTNUS (789 “TTadenenIgnanNams
sangAnssutinvieunentelnglunisdawnisusludmdaiivoian” 289 98mn0 aunny
winanAsFuludaunilsesnsAnEeunangas BoyaunAatlaansuniingin a3

N39ANNTIaLIN LLZ\]Zﬂ’]ﬁ“Vi@\‘lLﬁﬂfJ YAINUINENALULIAT

.................................................... Uszau
(A9.10UNT LAALATLATN)
.................................................... N334N13
(HHaeAana1an9el A3.0987 WFTI)
.................................................... n334N13
(9. AURS 737NA)
.................................................... N93:N13
(AT.INTINEL AQLAEIN)
AUNR
qQ
(FaeAnansnansd ns. Atlatia Jwaiidyat)

SHINIT WAL AL AT RN Al

WEBHNIAN 2552



Title Marketing Factors Affecting Thai Tourist’s Selection of Hotel

Facilities in Phitsanulok

Author Chaladda Suanphrom

Advisor Assistant Professor Orasa Tetiwat, PhD.

Co - Advisor Santidhorn Pooripakde, PhD.

Academic Paper Thesis M.A. in Hotel and Tourism Management Naresuan

University, 2008

Keywords Marketing Factor Hotel Phitsanulok

ABSTRACT

The purposes of this study were to study the marketing factors affecting Thai
Tourist’s selection of hotel facilities in Phitsanulok. The data was conducted by questionnaires
to collect from 400 Thai Tourist who travel along period 1 November 2008 until 31 January
2009. The samples were collected in non-probability sampling by using quota sampling
method. The data were analyzed by using descriptive statistics such as frequency,
percentage, mean and standard deviation. The results of this study were as follows:

The findings indicated the majority of which were female, 20-40 years old, bachelor
degree and working with company. Income between 10001-20000 THB, married. Thai tourist
came to Phitsanulok by private car for leisure around 2-4 passenger and stayed about 1-2
nights. They came to stay in each hotel for the first time with suggestion from relatives and
friends, made reservation by internet before going there. Most important of marketing factor is
physical evidence, the second is price and the last is process or type of service.

The study was found that the marketing factors affected Thai Tourist selections of
hotel facilities in Phitsanulok as below:

1. Price affected 3 factors such as hotel star (Product), the convenience to reach and
in the main road of the city (Place) and good ventilation system and air conditioner
(Physical Evidence)

2. Hotel reservation affected 3 factors such as hotel star, hotel atmosphere and

facilities in room cleanliness in guest room including bathroom, enough and many style of



restaurant and functions room for clients including hotel security (Product), active and good
relation with customer, the carefulness, quick response and good communication (People),
good decoration and have their own style (Physical Evidence)

3. Hotel access affected 2 factors was friends, relative and internet. Friend or relative
affected in product and place. Internet affected in promotion such as internet network
reservation, advertisement through the internet.

4. The objective of traveling to Phitsanulok affected 2 factors such as hotel star, hotel
brand name, hotel atmosphere and facilities in guest room and bathroom, enough and
many style of restaurant and functions room for customers (Product), good quality of product,
fair and clear price with the service (Price).

5. Reason for usage affected 3 factors such as product quality (Price), in the
business centre or main road (Place), good decoration and have their own style (Physical
Evidence)

6. Guest room type affected only one factor such as quality of the product (Price).
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