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Abstract

The purpose of this study was to find the Factors Affecting Hotel’s Selection of Internet
Advertisements in Mueng District, Chiang Mai Province. The population in this study was the 98
hotel businesses in Mueng District, Chiang Mai Province which were listed in the database of
Tourism Authority of Thailand of January 2006. The data was colleted by questionnaires and
statistics of frequency, percentage, average and standard deviation were calculated.

From the study, most respondents or 54.08% were male. 45.92% were between 31 and 40
year of age. 58.16% had got the bachelor degree. 40.82% were in the title of General Manager
and had the average business income more than 300,000 baht per month. 42.86% had been
running the business for 2-5 years. 64.29% said that there were advertising department and
38.10% claimed that advertising departments reported directly to the Public Relation Manager.
94.89% said the hotel decided to choose the advertising by itself. 85.72% had the inconsistent
advertising frequency. 38.78% had 10,001-50,000 baht budget for the advertising and public
relation. Most respondents or 55.10% choose to advertise through the internet. 42.86% said the
reason why they choose to advertise through the internet was that the internet advertising could
get through mass people. When slicing up into the budget for the advertising through the internet

per year compare to the overall budget for the advertising, turned out that 92.59% of the



respondent’s had more than 5% of budget for internet advertising. The Search Engine was an
internet advertising tool that 75.51% of the respondent’s used.

Opinion towards marketing mix: most respondents considered almost every factor in very
important level. The product sub-factor with the highest level of important was the ability to
update the information in the internet advertising. For Price sub-factor, credit and long term
payment was highest important. For Place sub-factor, most respondents needed online-selling
supporting system. For Promotion sub-factor, service provider should purposed discount to
customer. For People sub-factor, staff had to be enthusiasm and ready to service immediately. For
Presentation sub-factor together with Process sub-factor, the consideration levels were in
medium. The highest level of important among all sub-factors was the luxurious, tidy and modern
office. And also the punctuality to submit the internet advertising work was also highly
considered.

Opinion towards other factors: most respondents considered every sub-factor in very
important level. They agreed that the internet adverting could directly reach their business target
group and had variety forms. The objective of internet advertising was to promote their company,
product and service image. Most respondents agreed that they advertise online 24 hours a day
with very low cost. More over, most respondents agreed that it was very important to easily
change the form and content in the internet advertising. Mean while, the sub-factor of the usage of
internet advertising of competitors and the plan to use internet advertising were in medium
consideration. The highest level of important among all sub-factors was the usage of internet
advertising of competitors and the plan of using internet adverting as a main media

Opinion towards Marketing Mix problems: most respondents considered all factors as
problems in medium level. The sub factor that had the highest level of consideration was the
website didn’t convey same message as what the target audience wanted. For Price factor, the
participants were afraid that the advertising media cost was high. For Place factor, the service
provider had no contactable office or was not conveniently to be contacted by participants. For
Promotion factor, there was no discount offering. For People factor, staff of the service provider
couldn’t solve the problems for their customers well enough. For Presentation factor, the place of
the service provider did not look neat and modern. For Process factor, service provider was not

punctual in submitting the advertisement.



