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A COMPARATIVE STUDY OF THE FACTORS THAT AFFECTED TO
FOREIGN CUSTOMERS’ ATTITUDES ON SELECTING
IBIS AND NOVOTEL HOTEL SERVICES IN BANGKOK
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Abstract

The Objective of this research were 1) to
study personal factors and opinion to marketing
mix that affected with decision to selecting 2
stars Ibis hotel service in Bangkok of foreigner
customer. 2) to study personal factors and
opinion to marketing mix that affected with
decision to selecting 4 stars Novotel hotel
service in Bangkok of foreigner customer. 3) to
compare both with marketing mix and foreigner
customer attitude to selected 2 and 4 hotels

service, a case study of Ibis and Novotel in

Bangkok 4) to compare the opinion influence to
marketing mix with foreigner customer decision
to selected both with 2 and 4 stars hotel, (a
case study of the Ibis and the Novotel in
Bangkok. This research methodology of mix
method. For Quantitative research by the
questionnaire that data selected from foreigner
customer who was selected Ibis 2 stars hotel
and Novotel 4 stars hotel in Bangkok there are
500 papers by hotels online system. In the other
hand, Qualitative by in-depth interviews with
hotel executives of Ibis and Novotel hotels in
Bangkok there are 9 hotels for support the
responses from the questionnaires. The statistic
for data analysis cover with Percentahe, Mean,
Standard Deviation (S.D.), t-test, multiple regression,
one-way ANOVA and multi-group process with
statistic significance at 0.05

The Research result showed that personal
factor which are gender, age, marital status,
education, occupation and average monthly
income. Marketing Mix opinion there are 7
factors cover with product, price, place,
promotion, process, people and physical
evidence on the decision making of foreigner
customers of two-star hotels and four-star hotels

in Bangkok are difference.

Keywords: foreigner tourists, marketing mix,

and attitude
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