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ABSTRACT

This study had the objective to survey the factors that affected the decision of Thai
tourists in choosing hotels and services of hotels in the Mueang Chiang Mai District area, Chiang
Mai. A questionnaire was used as the tool to gather the information by randomly picking 300
tourists at the Chaing Mai Airport, Railway Station and Bus Terminals who came on vacation and
accommodated in some hotels. The analysis of the factors of choosing the hotels was done by
using descriptive statistics and the Likert attitude scale, and the Chi-square test was used to test the
relationship between the economic and social factors and the marketing factors.

The study found that the subjects were mostly female, with an age average of 33 years-
old, having a domicile in Bangkok, being engaged in private business or commerce with an
average monthly income of 10,462 Baht. These tourists would prefer to change their
accommodation as they move on to a new attraction rather than staying in one place during their
trip to Chiang Mai. Their source of information was provided by their friends or suggested by
someone closely related. The average room rate was 757 Baht per day for an average stay of 3
nights. Most tourists were satisfied with the hotel’s service.

The marketing factors that influenced the choice of hotel was firstly, the site; being
near the shopping areas and convenient to travel. Secondly, the products factor meaning that the

hotel was fully equipped with various services, for example, a fitness center, entertainment,



restaurants, shops as well as a good reputation. The factors concerning price and sales promotion
were ranked third and forth respectively.

Regarding the test on the marketing factors, that influenced the Thai tourists’ choice of
hotels, the male and the female tourists had different preferences regarding the factors. As for the
product factors, they looked at the standards and reputation of the hotels, the security and car
rental service provided. As for the price factors, the tourists preferred a cheaper price and a
variety of accommodations offered. The site factors involved the distance from the tourist
attractions whereas the sales promotion factors concerned the discounts given to their companies.

Tourists with different levels of monthly income had different opinions towards the
marketing factors which affected their choice of hotels. The product factors related to the
reputation and standard of the hotels, the security as well as the facilities available. The site
factors related to the distance from the tourist attractions and the sales factors related to the fact

that the hotel was recommended by the tour agencies.



