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Abstract

This study examined the marketing factors that had influence on the choice for
guesthouses and the behavior of Thai visitors in choosing guesthouses for accommodation in Pai
District of Mae Hong Son Province. Information was based on questionnaire interview of 300
samples of Thai visitors to Pai District who stayed at guesthouses. The four marketing factors
were product price, place, and promotion which were subject to weighting by Likert scale
method. Chi-square test was performed to ascertain the difference in the opinion among groups of
people classified by gender, age, and income. Descriptive statistics were used to describe the
consumer behavior.

The findings indicated the majority of Thai visitors to Pai under study could be
characterized as female, 31 year-old and above, single, bachelor’s degree graduate or equivalent,
private business employee, having 10,001-20,000 baht average monthly income, with domicile in
northern and central regions of Thailand. The first three most influential factors determining the
choice for guesthouses were found to be place product, and price, respectively. Place was singled
out for the reasons of proximity to community and tourist attraction areas, convenient parking
space, and beautiful surrounding of the guesthouses. The product factor was considered for the
variety of accommodation types, the attractive interior design of guestrooms, cleanliness, and
security in life and personal properties. Price became another important factor because of the
wide range of prices for guesthouse accommodation, the relatively cheaper prices compared to
other lodging services, and the clear and explicit statement about accommodation charges. The

results of test for difference in opinion among groups of people about the relative importance of



various marketing factors suggested that opinions were diverse in different age groups only with
respect to the product factor for beautiful interior design of guestrooms, and promotion factor for
special programs in or during important holiday season. For the other marketing factors, Thai
visitors in different classification by gender, and by income level expressed no difference in their
opinion.

The examination on the behavior of Thai visitors to Pai District provided a conclusion
that the majority of them stayed in guesthouses having room rates not exceeding 500 baht per
day, stayed for 2-day duration, obtained guesthouses information from the internet, and placed

prior importance to guesthouse’s location as contributive factor to their satisfaction.



