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A Study of Marketing Mix Factors Affecting the Decision-Making
on Booking a Small Hotel of the Thai Population Aged 18 Years and Older
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Abstract

This study aimed to (1) Study and compare the relationship between personal factors
and the decision-making on booking a small hotel, (2) Study and compare the relationship
between behavior of room reservation and the decision-making on booking a small hotel, and
(3) Examine the marketing mix factors affecting the decision-making on booking a small hotel.
This was a quantitative research study using a questionnaire with a sample in Thailand, aged
18 years and older. The participants were selected through non-probability sampling by

convenience sampling totaling 400 individuals. Hypothesis testing revealed that (1) There was
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a statistically significant difference at the .05 level in the decision-making on booking based
on gender, age, education level and occupation. (2) There was a statistically significant
difference at the .05 level in the decision-making on booking based on travel companions and
source of information. (3) Marketing mix significantly affected the decision-making on booking
at the .05 level, with the most impact coming from Place, Process, Physical Evidence,

Promotion and Price, in that order.
Keywords: Behavior of Room Reservation, Marketing Mix, The Decision-Making on Booking
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