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ABTRACT 

 The main aims of this study, firstly to examine the relationship between personal 
characteristics and the consumer decision making styles and secondly, to examine the relationship 
between hotel attributions and consumer decision making styles of the hotels in Phuket. The 
objectives were to identify the consumer decision making styles in selecting hotels, to examine 
the relationship between personal characteristics and the consumer decision making styles and to 
examine the relationship between hotel attributions and consumer decision making styles of the 
hotels in Phuket. 
 This study used  a non probability sample and selected quota sampling method.This 
research surveyed a sample of 300 international tourists and 100 domestic tourists in Phuket. 
Questionnaires were adopted based on the Consumer Styles Inventory (CSI) adopted from 
Sproles & Kendall (1986).  
 The results suggest that the key decision making styles of the samples were 8Price 
conscious9, Perfectionist conscious9, 8Confused by over choice conscious9, and 8Novelty 
conscious9. Nevertheless most of the domestic tourist,s respondentstend to be 8Price conscious 
consumer9 more than international tourists, respondents. In addition, the decision making styles 
were found to be altered in different types of tourists. 
 The results also found that in all seven consumer decision making styles 8Habitual 
conscious9 had a highest relationship between consumer decision making styles and important 
hotel attributes.  
 From the findings, this research recommends that hotel industry needs to understand that 
tourists behavior is not certain, it always changes and hotels need to follow up on tourist trends. 
Therefore the findings of this research will help hotels to understand more about the consumer 
decision making styles when tourists are selecting a hotel and will help hotels to respond to target 
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customer,s needs.Overall, the researcher suggests that hotel operators in Phuket should not 
assume that consumers may have similar decision making styles. 
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CHAPTER 1 

INTRODUCTION 

1.1 Introduction and background 
 The World Tourism Organization (UNWTO) states that 2012 was the first time ever that 
1,035 million international tourist arrivals (overnight visitors) worldwide travelled across borders. 
This increased from 995 million in 2011. Furthermore, Asia and the Pacific had the strongest 
growth with a 7% increase, followed by Africa (+6%) and the Americas (+5%). The number one 
source market in the world in 2012 was China, spending US$ 102 billion on international tourism. 
 Despite the uncertainty of the global economy, worldwide natural disasters along with 
political and social unrest in many countries 1,035 million International tourists still travelled with 
a growth rate of 4% (UNWTO, 2013). 
 Furthermore UNWTO forecast that in 2020 the number of International travelers will be 
1,600 million. East Asia and Pacific tends to be a popular tourist attraction. The countries in 
Southeast Asia will be a new popular tourist destination with arrivals increasing steadily. 
 The number of international tourist arrivals to Thailand will change depending on the 
number of world tourists. From the past 5 years the number of international tourists at its highest 
increased 30.94% in 2011.  
 Due to the worldwide economic crisis, the number of international tourist arrivals slowed 
in 2008. Moreover, In 2009 Thailand faced many internal and external problems. Internal 
problems such as, Political conflict, the seizing and control of Suvarnabhumi International Airport 
had a great impact on the image of tourism in Thailand. External problems i.e. the Global 
Financial Crisis (GFC) and the Hamburger crisis in the United States and Europe also caused the 
decline in the number of tourists’ arrival to Thailand. 
 In accordance with the increase in the number of international tourist arrivals (overnight 
visitors) worldwide, 1,035 million in 2012, up from 995 million in 2011, the number of 
international tourist arrivals to Thailand also increased from 19.2 million to 22.3, an increase of 
16%. Although Thailand is experiencing many problems the number of international tourist 
arrivals has not been affected and did not decrease. In fact 2012 showed the highest ever number 
of international tourist’s arrivals to Thailand. 
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Figure 1.1Numbers of Tourist arrival to Thailand in 2008-2012 

 
Source: Ministry of Tourism and Sports, Department of Tourism (2013) 

 
 Figure 1.1 reveals the number of tourist arrivals to Thailand and shows a continued 
increase from 2008-2012, except in 2009, due to the global economic crisis' and political unrest in 
Thailand. These issues caused a decrease in tourists from America, Oceania, Africa and East Asia 
or 2.98 % of the total or 434,379 passengers. Whereas in 2012 an increase in tourists’ arrivals of 
16.24% was a result of an increase of worldwide tourists, a better situation in the global economy 
and the operations of the Ministry of Tourism and Sports and the tourism authority of Thailand to 
instill confidence and motivate tourists to visit. Activities such as visa fee exemption, tourist help 
centers and public relations helped. Since 2009 Asian tourists remain the highest main market 
segment for tourism in Thailand by a high proportion of 65% in 2012. Mostly coming from the 
countries in North East Asia and South East Asia. 
 The tourism industry in Thailand is growing rapidly and has become the main revenue 
sources of the country, especially for the hospitality industry which takes up a major portion of 
this income by supporting the accommodation needs of International and Domestic tourists. 
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Figure 1.2 Revenue from Tourism of Thailand in 2008-2012 

 
Source: Ministry of Tourism and Sports, Department of Tourism (2013) 

 
 Figure 1.2 shows the revenue from tourism in Thailand from 2008 to 2012. It is evident 
that the revenue from tourism has increased from 547,781.81 million Baht in 2008 to 983,928.36 
million Baht in 2012, which demonstrates the highest revenue ever from tourism in Thailand. Due 
to the higher revenue from tourism in Thailand during 2012, East Asia was the main region of this 
income growth with 387,573.78 or 39.39%. This is followed by Europe (36.96%), The Americas 
(7.26%), Oceania (7.13), South Asia (4.78%), Middle East (3.55%) and Africa (0.92%). This 
presents clear evidence of the continued growth of tourism and its ability to contribute to the 
economy of the county. When considering between an increasing of tourists and revenue from 
tourism in 2011 and 2012 was found that an increased rate of revenue from tourism was higher 
than the increase in number of tourists.  
 Overview of the Hotel industry situation in 2012. The National statistical office reported 
that the total number of accommodations in Thailand in 2012 was 9,865 or 457,976 rooms with 
37.5% or 145,728 rooms located in the South follow by the Central areas with 24.4% or 120,414 
rooms. 
 From the information presented by STR Global at the Thailand Tourism Forum (Feb 
2013) it was shown that in 2012 Thailand’s growth rate by proportion between total revenue and 
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number of room was the highest in Asia by 15.4%. Nevertheless Singapore has the highest 
revenue per room in Asia which is 233.97 USD per room. Meanwhile Bangkok’s revenue per 
room is 90.46 USD per room. Moreover Thailand was ranked number 1 as value for money, 
ranked number 9 as nightlife, ranked number 10 for food and beach, ranked number 11 for 
shopping. Furthermore STR Global also presented that approximately 42.5% of all hotels in 
Thailand during planning/developing were investments in Bangkok and 25% were investments in 
Phuket. (Tourismkm-asean.org, 2013) 
 
1.2 Tourism situation and hotel industry in Phuket 
 Phuket, Thailand’s most touristic destination has a variety of tourism attractions, natural 
as well as cultural which appeals to both Domestic tourists and International tourists alike. As a 
recent poll by daodao.com, 2013 the leading global travel site ranked Phuket as a second top 
destination for Chinese travelers after Hong Kong (Bangkok post, 2013). Furthermore one of the 
world's more popular travel sites, Trip advisor (2013) released Nai Harn beach has been ranked in 
fifth place in a list of the top 10 beaches in Asia. A poll by Condé Nast Traveler magazine, 2012 
ranked Phuket as second in the Asia’s Top Ten Island. Therefore Phuket was ranked third after 
Aegean and Iberian sun as one of the World's top ten most romantic islands (xinhuanet, 2010). 
 Phuket’s tourism situation in the first quarter of 2012 slowed down. The number of 
tourists through immigration in Phuket by 791,091 increased from the same quarter in 2011 by 
30% particularly the arrival of Chinese and Russia tourists, while a decline of Europe’s tourists 
was because of the debt crisis spreading over the Euro zone. The top source markets of Phuket 
consists of China (22%), Russia (15%), Australia (10%), South Korea (9%) and Malaysia (4%). In 
addition the government and private sectors continually promoted tourism by Road Shows 
(Phuket Road Show & Table Top Sales), in country and abroad this may cause of an increasing of 
tourist from Asia (China and Korea). Furthermore the opening of new routes and direct flights and 
charter flights to Phuket from international airlines such as China, India, Korea, Australia, Middle 
East and Russia or domestic airlines such as Air Asia also increased tourist’s arrivals.At the end 
of 2012 the number of tourist to arrive on Phuket expanded to 10,211,885 (As show in table 1.1). 
The positive situation of the global economy helped to increase tourists’ arrivals because they had 
more confidence to travel to Thailand.  
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 In terms of the hotel industry in Phuket the first quarter of 2012, this sector slowed down 
due to a decrease in tourist arrivals. The overall occupancy rate in the first quarter of 2012 
averaged 75%, the same as last year. Despite numbers of tourists increasing the total income from 
tourism actually increased from the same period of last year. (Phuket Provincial Governor’s 
office, 2013) 
 
Table 1.1 Numbers of tourist arrivals to Phuket, Number of guest arrivals to accommodation,  

Average length of stay and revenue in Phuket in 2011 – 2012 

Tourist arrival to Phuket, Average 
length of stay and revenue 

January – December 
 

2012 2011 
Domestic tourist 2,994,910 2,600,462 +14.86 
International tourist 7,216,975 6,290,577 +15.17 
Total 10,211,885 8,891,039 +14.73 

Number of guest arrivals to accommodation 

Domestic tourists 2,780,374 2,375,725 +17.03 
International tourists 6,789,412 5,895,997 +15.15 
Total 9,569,786 8,271,722 +15.69 

Number of accommodation establishments at tourist attraction 
Number of Accommodation 895 843 -5.81 
Rooms 53,814 57,679 -6.70 
Occupancy Rate ( % ) 61.41 56.47 +4.94 
Average Length of Stay (Day) 4.46 4.33 +0.13 
Revenue ( Million Baht ) 228,984.88 188,822.46 +21.27 

Source: Ministry of Tourism and Sports, Department of Tourism. (2013)  

 
 Table 1.1 shows tourism statistics of Phuket. Tourist arrivals to Phuket have also 
increased from 2011 to 2012, the number of tourist arrivals to accommodation establishments in 
Phuket added 15.69% or 8,271,722 on 2011 figures to 9,569,786 in 2012. An increase in average 
length of stay by 0.13% as well as increased revenue, by 21.27%. This indicates that tourists are 
coming to Phuket; they are longer staying and spending more and that this spending could be in 
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any one of the many touristic areas of Phuket. This increase can however be contributed to many 
other factors i.e. that tourist has more activities and increased satisfaction to staying longer in 
Phuket. The largest spend for a tourist to Phuket is accommodation, accounting 30% of the total, 
followed by shopping at 24%. What is of concern though is even though there is an increase in the 
number of tourists coming to Phuket, more longer staying tourists and they are spending more 
money, the number of accommodations in Phuket has decrease by 5.81%. This may be because of 
current tourist arrivals being mainly the mass market and that most travel by package tour, 
therefore the income might fall into only some hotels not to the industry in general. 
 According to this the title makes for interesting research when identifying and 
understanding customer decision making when selecting hotels.  
 
1.3 Hotel selection criteria 
 Accommodation is a one factors that is directly associated with tourism and gaining 
enormous revenue for the country. There are many types of business accommodation such as 
hotels, resort, guesthouses, bungalows etc. Each category will provide a difference of facilities 
and services depending on type of accommodation. Pricing also depends on the type of 
accommodation, facilities, service and location. When a tourist selects an accommodation to stay 
in they base this on personal preferences, income, location, price, facilities, value for money etc. 
 Figure 1.3 below shows the results of the study from Market Metrix, (2013) their study 
was based on results from the Market Metrix Hospitality Index (MMHI) and includes data from 
40,000 America, European and Asian tourists during 2012 and found that Location was the 
primary factor that determines hotel choice and the most important factor to leisure guests as well 
as older travelers (over 50 years old). The next most important factor in hotel selection is “Price” 
followed by “Past Experience”.  
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Figure 1.3 Factors affecting to selection accommodation of tourist in 2012 

 
Source:Marketmetrix. (2013) 

 
 Today hotel industry trends are changing and uncertain, many researchers have tried to 
study what goes into the thinking process of consumers when they are selecting a hotel and 
indicated that when customers choose a hotel the customer considered, hotel location, price or 
value for money, cleanliness, quality of service, security and hotel reputation as important 
attributions. 
 Failure to pay attention to hotel attributes such as cleanliness, price, location, facilities 
and service quality could decrease return guests. Hotel attributes are important to hotel operators 
to better understand their customer Chu and Choi, (2000). This is a challenge for the hospitality 
industry to ensure that the customer is provided with the best quality. 
 Yavas and Babacus, (2005). When identifying the hotel attributions important to business 
travelers it was found that business travelers consider the following factors when selecting a hotel. 
  - Access to computer  
  - Entertainment lounges 
  - Exercise facilities/Fitness center 
  - Express check-in and check-out 
 Yusoff & Abdullah, (2010) investigated hotel selection attributes of Middle East tourists 
in Kuala Lumper. From their study they found that Middle East tourists consider cleanliness as the 

http://www.marketmetrix.com/
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most important hotel selection attribute followed by the following factors: service attribute, 
location attribute and facilities attribute 
 Therefore, it is necessary and very important to accommodation industry to better 
understand the needs of tourist or the factors affecting the selection of accommodation for better 
planning and developing the hotel’s plan to respond to the target customer’s needs. 
 
1.4 Consumer decision making styles 

 Consumer decision making involves a number of constructs. Several attitudes of 4th 
consumers decision making have been determined by researchers. Consumer decision making is 
defined as the behavioral patterns of consumers that proceed, determine and follow the decision 
making process for the acquisition of need satisfying products, ideas or services (Boonlertvanish, 
2009). Some researcher has suggested that consumers are “value driven” (Zeithaml, 1988). 
 Since the 1950’s, researchers in the field of consumer behavior have been interested in 
identifying the underlying decision styles of consumers, (Mishra, 2010). Consumer decision-
making styles as defined by Sproles & Kendall (1986) as “mental orientation characterizing a 
consumer's approach to making choices".  Based on basic characteristics of consumer decision 
making styles scale (CSI-Consumer Style Inventory), Sproles and Kendall (1986) developed the 
CSI to determine the characteristics of consumer decision-making styles among young consumers 
in the United States. They identified the following as the most basic mental characteristics of 
consumer decision-making: 
 1) Perfectionist and High-Quality-Conscious Consumers: decision styles of consumers 
who seeking for the best quality product. 
 2) Brand-Conscious and Price-equals-Quality Consumers: Consumers with this 
characteristic believe that the higher the price of a product, the better the quality. 
 3) Novelty and Fashion-Conscious Consumers: They have motivation to keep up-to-date 
with styles and fashion trends. They also show variety seeking behavior. 
 4) Recreational and Hedonistic Consumers: who having recreational and hedonistic 
shopping motivation find shopping pleasant and shop just for the fun of it. 
 5) Price-Conscious and Value-for-Money Consumers: consumers with this look for sale 
prices. They aim to get the best value for their money and also they compare the products. 
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 6) Impulsive and Careless Consumers: these consumers do not plan their buy. Besides, 
they are not concerned about how much they spend or about the best buys. 
 7) Confused-by-Over choice Consumers: they have difficulty in deciding which one to 
choose when they perceive many brands and stores. Those consumers experience information 
overload.   
 8) Habitual and Brand-Loyal Consumers: who repetitively choose the same favorite 
brands all the time. They have favorite brands and hotel and form habits in choosing these. 
 This model has been use by many researchers, however there have been few studies 
conducted specifically on consumer decision making styles in the hospitality field. 
 Many researchers have conducted studies about consumer decision making styles in 
many diverse ways, however there have been few studies conducted specifically on consumer 
decision making styles in the hospitality field. 
 
1.5 Problem statement 
 Consumer styles inventory or CSI developed by Sproles & Kendall (1986). This model 
has been acknowledged as the most widely studied topic in consumer behavior research and many 
researchers have conducted studies about consumer decision making styles in many diverse ways. 
For example they have examined advantage of the CSI for market segmentation, shopping mall 
behavior, clothing purchases, souvenir shopping and the behavior of buying a digital 
camera.However there have been few studies conducted specifically on consumer decision 
making styles in the hospitality field. Therefore this makes researchers interested to adopt this 
model to investigate the consumer decision making styles in hotel selection behavior. 
 This study may be a benefit to the hospitality industry in order to understand more about 
the consumer decision making styles when tourists are selecting a hotel and will help hotels to 
respond to target customer’s needs. Moreover this research would help marketing departments to 
offer promotions or create special events to prove effective at persuading guests to increase their 
length of stay or pay for additional services.  
 Although there have been many studies conducted in the Phuket area in a diverse way, 
such as Sustainable tourism development, the Longstay market, Souvenir purchasing behavior, 
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hotel selection and marine tourism etc. Nevertheless there have not been any studies adopting this 
CSI model to use for the hospitality industry. 
 The purpose of this study is to investigate the relevant factors of consumer decision 
making in selecting hotels and consumer decision making styles. This study also attempts to 
identify these customers’ decision making styles and their applicability to the hospitality industry. 
 
1.6 Aim and objectives of the study 
    Aim 
 The main aims of this study, are firstly to examine the relationship between personal 
characteristics and the consumer decision making styles and secondly, to examine the relationship 
between hotel attributions and consumer decision making styles of the hotels in Phuket.  

    Research questions 
 1. What are the consumers’ decision making styles in selecting hotels to stay? 
 2. Are these decisions making styles contingent upon the consumer demographic factors? 
 3. What are the relationships between the consumer decision making styles and hotel 
 attributes used by consumers in selecting hotels to stay? 

    Research objectives  
 1.To identify the consumer decision making styles in selecting hotels 
 2. To examine the relationship between personal characteristics and the consumer 
decision making styles 
 3. To examine the relationship between hotel attributions and consumer decision making 
styles of the hotels in Phuket 
 
1.7 Hypothesis of the study 
 Hypothesis 1: There is a relationship between gender and consumer decision making 
styles. 
 Hypothesis 2: There is a relationship between age and consumer decision making styles. 
 Hypothesis 3: There is a relationship between monthly household income and consumer 
decision making styles. 
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 Hypothesis 4: There is a relationship between education level and consumer decision 
making styles. 
 Hypothesis 5: There is a relationship between culture and consumer decision making 
styles. 
 Hypothesis 6: There are relationships between decision making styles and hotel attributes 
in consumer’s hotel selection. 
 
1.8 Significance of the study 
 There have been several researches done on consumer decision making styles in Thailand 
in other fields but there is little research conducted specifically on hotel selection. Therefore the 
finding of this study will be useful for the government and the business sector to better understand 
about the consumer decision making styles and customer behavior.  
 For the government; to enable it to put control measures in place for improving hotel 
standards, limit the number of hotels that can be built in an area and make sure that all hotel 
establishments are registered regardless of how small they are for future statistics and information. 
 Secondly for the business sector; better understanding consumer decision making styles 
will help them to create the desired environments and products for their guests with the needed 
amenities. 
 
1.9 Scope of the study 
    1.9.1 Scope of time 
 The questionnaires were distributed to International and Domestic tourists from July - 
August 2012.  

    1.9.2 Scope of geography 
 This research was conducted in Phuket Province, Southern Thailand.  

    1.9.3 Area of research 
 This area focuses on the consumer decision making styles in selecting hotels in Phuket 
and aims to identify the main factors that customers use to select hotels, by embarking on a 
quantitative method of research. 
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    1.9.4 Scope of demography 
 The distribution of questionnaires was directly conducted with Domestic tourists and 
International tourist who stay overnight in Phuket. A total of 400 questionnaires were 
disseminated as follows: 
 1. 100 questionnaires for Domestic tourists 
 2. 300 questionnaires for International tourists 
 

1.10 Definition of key terms 
 Consumer behavior: The process by which individuals search for, select, purchase, use, 
and dispose of goods and services, in satisfaction of their needs and wants.  
 Consumer decision making: Process by which (1) consumers identify their needs, (2) 
collect information, (3) evaluate alternatives, and (4) make the purchase decision. These actions 
are determined by psychological and economical factors, and are influenced by environmental 
factors such as cultural, group, and social values. 
 Consumer styles inventory (CSI): is a comprehensive instrument developed by Sproles 
and Kendall (1986) to measure consumer decision making styles with eight mental characteristics 
of consumer's decision making: perfectionism, brand consciousness, Novelty-fashion 
consciousness, recreational, price-value consciousness, impulsiveness, confused by over choice, 
and brand-loyal/habitual. (Mitchell et al, 2001). 
 Tourist (or overnight visitor): Tourists are people who are "travelling to and staying in 
places outside their usual environment for not more than one consecutive year for leisure, 
business and other purposes not related to the exercise of an activity remunerated from within the 
place visited" (UNWTO). 
 Domestic tourist: Comprises the activities of a resident visitor within the country of 
reference, either as part of a domestic tourism trip or part of an outbound tourism trip (UNWTO). 
 International tourist: comprises inbound tourism plus outbound tourism, that is to say, 
the activities of resident visitors outside the country of reference, either as part of domestic or 
outbound tourism trips and the activities of non-resident visitors within the country of reference 
on inbound tourism trips (UNWTO). 
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 Accommodation: Resolving conflict by placing other party's concerns above one's own. 
Such responses are considered suitable when stakes are relatively low, and mutual relations and 
long-term association is more important. 
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CHAPTER 2 

LITERATURE REVIEW 

 This research aims to study consumer decision making styles in hotel selection in Phuket. 

The main objective of this study is to examine consumer decision making in hotel selection. 

Therefore the literature review and theory to support this study will consist of as the following: 

  2.1 Consumer behavior 

   2.1.1 Definition of Consumer behavior 

  2.2 Consumer selection process 

   2.2.1 Model of consumer selection process 

  2.3 Consumer decision making (CDM) 

   2.3.1 General decision making styles (GDMS) 

   2.3.2 Consumer Styles Inventory (CSI) 

  2.4 Hotel attributions in the hotel selection decision 

 

2.1 Consumer behavior  

    2.1.1 Definition of consumer behavior 

 Blackwell, Engel and Miniard (2006) defined consumer behavior as “those activities 

directly involved in obtaining, consuming, and disposing of products and service, including the 

decision processes that precede and follow these actions”. Furthermore, Schiffman and Kanuk 

(2007) stated that consumer behavior is “the behavior that consumers display in searching for 

purchasing, using, evaluating and disposing of product, service and idea which they expect will 

satisfy their needs”. Therefore, knowing the factors which influence the buying behavior could 

increase the sales volume. 

 Consumer Buying Behavior is “the decision processes and acts of people involved in 

buying and using products” (Brown, 2006). Wayne and Deborah, (2008) defined consumer 

behavior as “the totally of the consumer’ decision with respect to the acquisition, consumption, 

and disposition of goods, serviced, activities, experiences, people, and ideas by (human) decision 

making units”. In other words Kotler (2003) mentioned that consumer behavior is individuals and 

households who buy goods and services for personal consumption. 



 15

 Over the past consumer behavior has always changed and the study of consumer 

behavior is the most researched to analyze customer behavior. 

 Customer behavior rapidly changes due to various factors which are difficult to identify. 

Anyway it is necessary to continuously study this to understand more with consumer behavior, to 

understand consumer behavior, and to know what a consumer needs and have more chance to 

meet these needs. 

 

2.2 Consumer selection process 

    2.2.1 Model of consumer selection process 

 There are plenty of factors influencing consumer decision making process.  

 The buyer decision process passes through five stages (Kotler, 2003) which is show in 

Figure 2.1 

 

Figure 2.1 Buyer decision process 

 
Source: Kotler. (2003) 
 

 This model starts with the buyer recognizing a need which can be inspired by internal or 

external stimuli and consumer decision processes will pass all stages, however there are some 

routine purchase that consumer skip or reverse on that stages (Kotler, 2003). 

 Brown (2005) mention that a consumer decision making process to purchase goods or 

services will be affected by the following three factors: personal, psychological and social. 

 1. Personal factors are the ones unique for each consumer. Like sex, age, race etc. 

 2. Psychological factors include perception, motivation, knowledge and skill, personality, 

positions and styles of life  

  - Perception means the process of selecting, organizing and interpreting information 

inputs to produce meaning. 
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  - Motives are an internal energizing force that orients a person's activities toward 

satisfying a need or achieving a goal. Actions are effected by a set of motives, not just one.   

 

Figure 2.2 The Maslow's Hierarchy of Needs 

 
Source: Brown (2005) 

 

  Figure 2.2 show The Maslow's Hierarchy of Needs five-stage model above which he 

called the Hierarchy of Needs is a pyramid depicting the levels of human needs, psychological 

and physical. Abraham Maslow wanted to explain why people are motivated by particular needs 

at particular times. When a human being ascends the steps of the pyramid he reaches self 

actualization. At the bottom of the pyramid are the “Basic needs or Physiological needs” of a 

human being, food and water and sex. The next level is “Safety Needs: Security, Order, and 

Stability.” These two steps are important to the physical survival of the person.Once individuals 

have basic nutrition, shelter and safety, they attempt to accomplish more. The third level of need 

is “Love and Belonging,The fourth level is achieved when individuals feel comfortable with what 

they have accomplished. This is the “Esteem” level, the level of success and status. The top of the 

pyramid, “Need for Self-actualization,” occurs when individuals reach a state of harmony and 

understanding (Brown, 2005). 

 3. Social: Consumer wants, learning, motives etc. are influenced by opinion leaders, 

person's family, reference groups, social class and culture (Brown, 2005). 
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 Brown (2005) defines stages of the Consumer Buying Process that actual purchasing is 

only one stage of the process. Not all decision processes lead to a purchase. All consumer 

decisions do not always include all 6 stages, determined by the degree of complexity. 

 The 6 stages are: 

  1. Problem Recognition (Awareness of need) difference between the desired state 

and the actual condition. Deficit in assortment of products. Hunger-food. Hunger stimulates your 

need to eat. Can be stimulated by the marketer through product information, did not know you 

were deficient? See a commercial for a new pair of shoes, stimulates your recognition that you 

need a new pair of shoes. 

  2. Information search  

   - Internal search, memory  

   - External searches if you need more information. Friends and relatives (word 

of mouth). Marketer dominated sources; comparison shopping; public sources etc. 

  3. Evaluation of Alternatives, need to establish criteria for evaluation, features the 

buyer wants or does not want. Rank/weight alternatives or resume search. May decided that you 

want to eat something spicy, Indian gets highest rank etc. 

  4. Purchase decision Choose buying alternative, includes product, package, store, 

method of purchase etc.  

  5. Purchase may differ from decision, time lapse between 4 & 5, product 

availability. 

  6. Post Purchase Evaluation outcome: Satisfaction or Dissatisfaction. Cognitive 

Dissonance, have you made the right decision. This can be reduced by warranties, after sales 

communication etc. 

 

2.3 Consumer decision making styles 

 Over the past year several researchers have designed models of customer decision 

making styles and the famous models are as follow: 

      2.3.1.1 General decision making style (GDMS) 

 Scott and Bruce (1995) developed a psychological instrument called “The General 

Decision Making Style test” for two reasons: 
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  1) Their goal was to typify individual differences in decision making habits and 

practices, in the domain of career development and vocational behavior studies. 

  2) The model also emerged inductively out of research plus reviews of the relevant 

literature, and was subsequently supported by further empirical studies and independent factor 

analyses. In a sense the model “suggested itself”. 

 In their conception, decision making style is a learned habitual response, resulting in “a 

habit-based propensity to react a certain way in a specific decision context.” It has been found that 

people use more than one decision making style, but one is dominant. 

 

Figure 2.3 the General decision making style (GDMS) 
 

 
Source: Scott & Bruce, (1995) 

 

 The GDMS underwent a cycle or validation and revision, resulting in the following four 

decision making styles: 

  P – Spontaneous: Sense of immediacy and persistent desire to always finalize 

decisions as quickly as possible. 

  A – Rational: comprehensive info search, explicit inventory of alternatives and 

logical evaluation of options. 

  E – Intuitive: Alerted by salient details in the flow of information rather than 

following systematic procedures, more reliance on implicit learning and tacit awareness 

(“hunches” or “feelings”) as a basis for decisions. 

  I – Dependent: Resolves uncertainty through consultation, more interested in advice 

and guidance from others than other styles are. 
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    2.3.1.2 Consumer styles inventory (CSI) 

 In general, consumer educators and those involved with consumer interest studies agree 

that the decisions made by a consumer to purchase products or services are based on a certain 

process of learning. Even though one might assume that consumers’ learning and decision making 

are related phenomenon, this relationship has not been systematically explored in consumer 

research (Sproles & Sproles, 1986). 

 Sproles & Kendall (1986) defined consumer decision making style as "a mental 

orientation characterizing a consumer's approach to making choices". These studies have further 

suggested that external factors such as culture may influence the way consumers develop those 

styles. Sproles and Kendall (1986) view this construct as "basic consumer personality" that is 

analogous to the concept of personality in psychology. Based on a sample of 482 US youngsters, 

their study developed a Scale named Consumer Style Inventory (CSI) to determine the basic 

characteristics of consumer decision making styles among young consumers in the United States. 

They identified the following eight consumer styles: 

  1) Perfectionist and High-Quality-Conscious Consumers: decision styles of 

consumers who seeking for the best quality product. Those consumers shop carefully and more 

systematically and also make comparisons in order to buy the product with the highest quality.  

  2) Brand-Conscious and Price-equals-Quality Consumers: Consumers with this 

characteristic believe that the higher the price of a product, the better the quality. These 

consumers prefer best selling, advertised brands. They appear to have positive attitudes toward 

department and specialty stores, where brand names and higher prices are prevalent.  

  3) Novelty and Fashion-Conscious Consumers: decision styles of consumers who 

are likely to gain excitement and pleasure from seeking out new things. They have motivation to 

keep up-to-date with styles and fashion trends. They also show variety seeking behavior. 

  4) Recreational and Hedonistic Consumers: decision styles of consumers who 

having recreational and hedonistic shopping motivation find shopping pleasant and shop just for 

the fun of it. Consumers with this trait enjoy the stimulation of looking for and choosing products 

focus on pleasure, especially to the pleasures of the senses. 
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  5) Price-Conscious and Value-for-Money Consumers: decision styles of consumers 

who look for sale prices and appear conscious of lower prices in general. They aim to get the best 

value for their money and also they compare the products. 

  6) Impulsive and Careless Consumers: decision styles of consumers who these 

consumers do not plan their buy. Besides, they are not concerned about how much they spend or 

about the best buys. Consumers with this style can regret their decisions later. 

  7) Confused-by-Over choice Consumers: decision styles of consumers who having 

that kind of decision making style perceive many brands and stores and they have difficulty in 

deciding which one to choose. Those consumers experience information overload.   

  8) Habitual and Brand-Loyal Consumers: decision styles of consumers who 

repetitively choose the same favorite brands all the time. They have favorite brands and hotel and 

form habits in choosing these.  

 This model has been acknowledged to be some of the most widely studied topics in 

consumer behavior research and many researchers have conducted studies about consumer 

decision making styles in many diverse ways. Omar, Ali, Hussinn, and Rahim, (2009) in 

Malaysia, studied about Decision Orientations towards Shopping and Buying among Young-

Adults in Malay Universities, they found that all eight characteristics were related to Young-

Adults in Malay Universities’ decision making. In China: Kwan, Yeung, and Au, (2004) studied 

about Decision-Making Behavior towards Casual Wear Buying: A Study of Young Consumers in 

Mainland China. The results show that six decision-making styles (recreational and hedonistic 

consciousness, perfectionism consciousness, confused by over choice, habitual and brand loyalty, 

price and value consciousness, and brand and fashion consciousness) were found in the Mainland. 

Recently study conducted by Fu and Luarn, (2011) to explore the differences between consumer 

decision making styles (CDS) in the traditional and new type 3C malls for cross regions (China, 

Taiwan) and consumers with different genders and found that consumer purchasing 3C products 

varies between regions, types of malls and genders, and it shows both utilitarian and hedonic 

shopping styles. 

 Several researchers in the field of consumer behavior have been identifying consumer 

decision making. Mishra (2010) mentioned that “A view of previous research has revealed a large 
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number of studies that have studied some or the other aspect of the consumer decision making 

behavior and these studies moved from the general to specific as shown in Table 2.1. 

 

Table 2.1 Historical researches in consumer decision making 

Authors Year Consumer Classification 

Stone 

Darden and Reynolds 

Bellenger and Korgaonkar 

1954 

1971 

1980 

Economic Shoppers 

Personalizing Shoppers 

Ethical Shoppers 

Apathetic Shoppers 

Stephenson and Willett  

Moschis 

1969 

1976 

Store-loyal Shoppers 

Stephenson and Willett  

Bellenger and Korgaonkar 

1969 

1980 

Recreational Shoppers 

Stephenson and Willett  

William, Painter  

and Nicholas Korgaonkar 

1969 

1978 

1984 

Convenience Shoppers 

Price-oriented Shoppers 

Moschis 

Jocoby and Chestnut 

1976 

1978 

Brand-loyal Shoppers 

Darden and Ashton 1974 Name-conscious Shoppers  

Lumpkin 1985 Fashion Shoppers 

Korgaonkar 1984 Brand-Conscious Shoppers  

Gehrt and Carter 1992 Impulse Shoppers 

Source: Mishra (2010) 

 

  Table 2.2 shown this model has been used internationally by many great researchers to 

identify the different shopping characteristics or decision making styles of consumers. There have 

been a substantial number of studies designed to investigate consumer behavior. However there 

have been few studies conducted specifically on consumer decision making styles in the 

hospitality field. 
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Table 2.2 Previous researches on Consumer styles inventory 

Authors Study Findings 
Sample/ 

instrument 

Sproles and 

Kendall., 

(1986) 

Presented a method for measure 

characteristic of consumer 

decision making styles. 

Consumer styles inventory 

(CSI) 

501 high school 

in US 

Walsh, 

Mitchell, and 

Thurau, 

(2001) 

Examined advantage of the CSI 

for market segmentation. 

7 dimensions were found 

as most appropriate 

representation of a German 

decision making styles.   

455 German 

consumers 

Wesley, 

Lehew,and 

Woodside, 

(2006) 

How consumer’ decision 

making styles relate to their 

shopping mall behavior and their 

global evaluations of shopping 

malls. 

Gender is the demographic 

variables that associates 

most strongly with 

consumer decision making 

styles 

527 adult 

consumer in US 

Bakewell & 

Mitchell, 

(2006) 

Male versus female consumer 

decision making styles 

The study confirms all 8 

CDM styles especially for 

female and 9 CDM styles 

were common to both 

genders. 

480 young male 

and female in UK 

Radder, Li, & 

Pietersen, 

(2006) 

Consumer decision making 

styles associated with clothing 

purchases of young Chinese, 

Motswana and Caucasian 

consumer 

3 cultural groups seem to 

be perfectionist shoppers 

300, Chinese 

100, Motswana 

100 and 

Caucasian 100 

 

Boonlertvanic

h,(2009) 

Consumer buying and decision 

making behavior of a digital 

camera in Thailand 

10 CDM styles found to be 

the most appropriate 

representation of Thai 

CDM styles 

400 

undergraduate 

university in 

Bangkok 
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Table 2.2 Previous researches on Consumer styles inventory 

Authors Study Findings 
Sample/ 

instrument 

Mokhlis & 

Salleh, (2009) 

Consumer decision making 

styles in Malaysia: An 

exploratory study of gender 

differences 

Eight male factors and nine 

female factors, six were 

similar for both genders 

386 Malaysian 

males and 

females 

Kamaruddin 

& 

Kamaruddin, 

(2009) 

Malay culture and consumer 

decision making styles: an 

investigation on religious and 

ethnic dimensions 

Religion factor alone is not 

sufficient to influence the 

Malay’ decision making 

styles 

419 

undergraduate 

students in 

Malaysia 

Chen, Chen, 

& Lin, (2009) 

Examined the Taiwan and US 

consumer decision making 

styles-using TV shopping format 

Taiwan students were more 

novel, habitual and 

confused by over choices 

than US students  

363 college/ 

university 

graduate Taiwan 

and US student 

Zhou, Arnold, 

Pereira & Yu, 

(2010) 

Studied Chinese consumer 

decision making styles of inland 

and coastal shoppers 

2 religions did not differ in 

utilitarian shopping styles, 

they do in hedonic 

shopping styles 

440, Coastal 195 

and Inland 245. 

Park & 

Gretzel, 

(2010) 

Influence of consumers’ online 

decision making style on 

comparison shopping proneness 

and perceived usefulness of 

comparison shopping tools 

Significant relationship 

between consumers’ online 

decision making styles and 

comparison shopping 

proneness 

355 internet user 

 

 Previous researchers found that there were several factors to be used in research. 

Nevertheless this study aims to study how demographics affected to the consumer decision 

making styles. Therefore demographics related to this study were as follow: 
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 Gender 

  Bakewell and Mitchell (2006) studied male and female consumer decision making 

styles and found that nine decision making styles were common to both genders. Furthermore 

three new male traits (store-loyal/low price seeking, confused time-restricted and store-

promiscuity) also has been identified in the study of them and found that retailers should focus on 

loyalty creation programs, price related appeals and method for improving shopping efficiencies 

when targeting young male shoppers. 

  Wesley et al., (2006) examined demographics that affect consumer decision making 

styles and found that gender is the demographic variable that associates most strongly with 

consumer decision making styles. Moreover, the findings of Boonlertvanich (2009) state that 

gender were not different in their price, impulse, media, quality, confusion and recreation styles. 

At the same time genders were different in their fashion, social, habit/brand loyalty, lifestyle and 

consciousness styles of consumer.  

 Mokhlis & Salleh (2009) study the differing approaches of male and female 

Malaysian consumers toward shopping and buying activities, the results found that there were six 

factors similar for both male and female: quality conscious, brand conscious, fashion conscious, 

confusion by over choice conscious, satisfying and value seeking. Furthermore both tend to be 

quality conscious. 

 As well Yasin (2009) studied about consumer decision-making styles in Turkey and 

found that female consumers have a higher score than males on Novelty-Fashion Conscious 

Consumer, Confused by over choice Consumer, Brand Conscious Consumer and Recreational 

Consumer styles. On the other hand, Anic & Suleska, (2010) investigates decision making styles 

of young adult consumers in The Republic of Macedonia and results showed that genders were 

significantly different on four consumer decision making styles: Brand conscious, Novelty-

fashion conscious, recreational-hedonistic conscious and Brand loyal consumer. Lastly, males 

appear to be Brand conscious and Brand loyal more than females. In contrast females appear to be 

Novelty-fashion conscious and recreational-hedonistic conscious more than males. 

 According to Shahriar & Vahid (2012) their study found that females are more 

fashion conscious consumers than males. Nevertheless Fu & Luarn (2011) state that different 
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genders of Chinese and Taiwanese consumers have different consumer decision making styles. 

From previous research, a hypothesis is developed: 

 Hypothesis 1: There is a relationship between gender and consumer decision making 

styles. 

 Age 

  Gordon, Slade and Schmitt, (1986) state that consumer styles inventory (CSI) could 

not be generalized to all consumers, particularly to adults, as student samples are not 

representative of the general population. Moreover Wesley et al., (2006)found that there was no 

significant relationship between age and consumer decision making styles. In contrast Walsh et 

al, (2001) stated that young customers might have less experience with many kinds of products 

and might be confused by over choice. Furthermore, Omar et al., (2009) study decision 

orientation towards shopping and buying among young-adult Malays in the universities and found 

that the similarities that exist among consumers from 5 different universities were “Brand 

conscious and Price equal quality consumers".  

  Shahriar & Vahid (2012) studied consumer decision making styles: The case of 

Iranian Young consumers, in terms of age they found that age has effects on five factors: 

Behavioral perfectionist, Brand consciousness, Fashion conscious, Economic-hedonism and 

Variety seeking. Consumers at the age of 26-30 years old has a high degree for behavioral 

perfectionist than other consumers except consumers older than 35 years old and younger Iranian 

consumers are more variety seekers than older consumers. Mokhlis (2009) investigation of 

consumer decision making styles of young adults in Malaysia found that seven reliable factors of 

consumer decision-making styles were identified in this study: Novelty, Brand Conscious 

Consumer; Perfectionistic, High-Quality Conscious Consumer; Confused by Over choice; 

Recreational, Hedonistic Conscious Consumer; Impulsive, Careless Consumer; Variety-Seeking 

and Habitual, Brand-Loyal. From previous research, a hypothesis is developed: 

 Hypothesis 2: There is a relationship between age and consumer decision making styles. 

 Income 

  Boonlertvanich (2009) studied consumer buying and decision making behavior of a 

digital camera in Thailand: the result show that there is a difference among income groups and 

decision making styles. Whereas Wesley et al., (2006) indicated that no significant difference 
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with the consumer decision making styles. In other words, Shahriar & Vahid (2012) found that 

income has effect on four factors: Brand conscious, Economic-hedonism, Hate from shopping and 

Undemanding. Furthermore consumers with 600 – 900 US dollars monthly income has more 

score than consumers with under 300 US dollars monthly income. From previous research, a 

hypothesis is developed: 

 Hypothesis 3: There is a relationship between income and consumer decision making 

styles. 

 Education level 

  Wesley et al., (2006) study consumer decision making styles and mall shopping 

behavior. Their research stated that there is no significant difference between education level and 

consumer decision making styles. The decision making styles of tourist might be different from 

other consumers. Sirirak (2011) studied decision making styles and souvenir shopping attitudes of 

International Tourists in Bangkok and found that confusion by over choice conscious represents 

high school tourists. The tourists who had bachelor degrees tend to be novelty and fashion 

conscious and tourists with above bachelor degree represents perfectionist on their shopping 

behavior for souvenir. From previous research, a hypothesis is developed: 

 Hypothesis 4: There is a relationship between education level and consumer decision 

making styles. 

 Nationality/Cultural 

  Different cultures might result in different decision making styles. However, cross-

cultural consumer style inventory is still being discussed. To better understanding consumer 

decision making across different cultures, consumer decision making styles has been tested in 

many countries. 

  Halstrom et al., (1992) examined the cross-cultural applicability of the instrument 

developed by Sproles and Kendall (1986) using a sample of Korean students. They found that five 

of the styles, brand consciousness, quality consciousness, recreational shopping consciousness, 

Impulsiveness, and confusion by over choice were common in both Korean and U.S. cultures. 

However, an additional factor of time/energy conserving was suggested. Moreover Lyonski, 

Durvasula & Zotos (1996) tests the consumer styles inventory with a sample of students in 

Newzealand, Greece, India and the USA and found that CSI was more applicable to the 
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developed countries than to the developing countries. Abdul & Kamarulzaman (2009) found that 

only a religious factor is not enough to influence the Malay’s decision-making. Furthermore they 

also found that there are three decision-making styles involved in the Malay ethic: Perfectionistic, 

confusion by over choice and impulsive purchase.  

  Chen et al., (2009)examined the Taiwan and US consumer decision making styles-

using TV shopping format. Their study found that Taiwan students were more novelty, habitual 

and confused by over choice than US students. In other words Zhou et al., (2010) found that their 

initial study conducted of Chinese consumer decision making styles between the coastal and 

inland regions did not differ in useful shopping styles but they do differ in hedonic shopping 

styles with Coastal consumers more loyal than inland consumers. From previous research, a 

hypothesis is developed: 

 Hypothesis 5: There is a relationship between culture and consumer decision making 

styles. 

 

2.4 Hotel attributions in the hotel selection decision 

 The second issue related to hotel attributions, the researcher aim to study how hotel 

attributions affected to the consumer decision making styles.  

 Now a days hotel industry trends are changing and uncertain, Many researchers have 

tried to study what goes into the thinking process of consumers when they are selecting a hotel 

and indicated that when customers choose a hotel the customer considered, hotel location, price or 

value for money, cleanliness, quality of service, security and hotel reputation as important 

attributions (Chu & Choi, 2000; O’Neill & Mattila, 2004; Fawzy, 2010; Yusoff & Abdullah, 

2010; Crnojevac, Gugic, & Karlovcan, 2010; Jones & Chen, 2011; Sohrabi, Vanani, 

Tahmasebipur & Fazli, 2011 and Tsai & Yim, 2011).  

 Several researchers have investigated between the different types of customer. Chu & 

Choi (2000) examined business and leisure traveler’ perceived importance and performance of six 

hotel selection factors in the Hong Kong hotel industry, and found that both business and leisure 

travelers considered service quality, room and front desk and security as their needs. Suhartanto 

(2011) reported that there are several studies, mostly conducted in developed countries, which 

examined service quality as the determinant of customers’ brand loyalty in the hotel industry. 
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 Failure to pay attention to hotel attributes such as cleanliness, price, location, facilities 

and service quality could decrease return guests, hotel attributes are important for hotel operators 

to better understand their customers (Chu & Choi, 2000). It is a challenge for the hospitality 

industry to ensure that customers are provided with the best quality. 

 In other words, brands with higher guest satisfaction levels seem to achieve not only 

greater revenues per guest room but also achieve higher growth rates in room revenues than 

brands with lower satisfaction (O’Neill & Mattila, 2004). Which Aaker (1996) suggests that 

customers are willing to pay a premium price for their preferred brand. Meanwhile business 

travelers at the 5 star hotel assigned “accuracy of wakeup call” as top important attribution, 

whereas business travelers at the 4 star hotels identified top importance to the attribution “security 

and safety of room” (Fawzy, 2010). Nevertheless Mainland Chinese visitors also concerned about 

room rates and the hotel’s value for money. (Tsai et al., 2011) 

 Based on the previous literature reviews and research (O’Neill & Mattila, 2004; Tsai et 

al., 2011; Yusoff & Abdullah, 2010; Fawzy, 2010) the researcher found that important hotel 

attributions had been identified to be used for this research were: Brand image, Hotel location, 

Service quality, Hotel facilities, Cleanliness, Price and value for money. Therefore, Hotel 

attributions in customer decision making when selecting a hotel related to this study were as 

follows: 

 Brand Image 

  O’Neill & Mattila (2004) studied on hotel branding strategy. Their study indicates 

that brands with higher guest satisfaction levels seem to achieve not only greater revenues per 

guest room but also achieve higher growth rates in room revenues than brands with lower 

satisfaction. Moreover, Kayaman & Arasli (2007) explore interrelations of the four brand equity 

components; brand awareness, brand loyalty, perceived quality and brand image in the hotel 

industry and found that one of the first steps in maintaining customer brand loyalty is to build and 

sustain a positive brand image or vice versa in the hotel industry. 

  Suhartanto (2011) clarified an issue related to the service differences of brand origin 

in the Indonesian hotel industry. Results revealed that international hotel guests are more loyal in 

both an attitudinal and behavioral sense than domestic hotel guests.  

 



 29

 Hotel location 

  Tsai et al., (2011) examines differences in the important ratings of hotel selection 

criteria between Mainland Chinese and foreign individual travelers to Hong Kong. The results 

indicate that for the Mainland Chinese, hotel convenience to tourist attractions was most 

important. In other words Yusoff & Abdullah (2010) found that in the content of location 

attribution items, “convenient location” has highest voted for by Middle East tourists. Shoval, 

McKercher, Ng, & Birenboim (2011), study onhotel location and tourist activity in cities in Hong 

Kong. Their study revealed hotel location has a profound impact on tourist movements, with a 

large share of the total tourist time budget spent in the immediate vicinity of the hotel.  

 Service quality 

  Service quality is complicated, hard to understand, personal and difficult to 

measure. Fawzy (2010) examined business travelers’ accommodation selection: a comparative 

study of two international hotels in Cairo. The results showed that business travelers at five-star 

hotels assigned most important to the attributes “accuracy of wakeup call”. Suhartanto (2011) 

suggested that guests in international hotels perceive or require a higher level of service quality 

than guests in domestic hotels. 

 Facilities 

  Fawzy (2010) examined business travelers’ accommodation selection and found that 

business travelers at the four-star hotel rated “security and safety of room” as the most important 

factor. According to Tsai et al., (2011) examines that for foreign travelers, safety and security was 

ranked as the most important attributes. In other words Yusoff & Abdullah (2010) found that in 

the content of facilities attribution items, Middle Eastern tourists voted highest for “Bathroom, 

furniture and amenities”.  They also preferred to stay at five-star city hotels and probably 

expected to receive five-star facilities. In contrast, access to computers, entertainment lounge, 

exercise facilities/fitness center, express check-in and check-out, were important for business 

travelers in the hotel selection. (Yavas & Babacus, 2005). 

 Cleanliness 

  Yusoff & Abdullah (2010) indentified four main dominant variables of hotel 

attributes based on previous research. These were location, services, cleanliness and facilities. 

When examining Middle East tourists’ hotel selection attributes in Kuala Lumpur they found that 
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“cleanliness attributes” is the most hotel selection attributes for Middle Eastern tourists. This was 

supported by Lockyer (2003) who identified cleanliness as a strong indicator in selection of 

accommodation, agree with Dolnicar (2002) that most often mentioned was the attribution of 

cleanliness, followed by friendliness, good food, a television set in the room and service. Nash, 

Thyne, & Davies (2006) investigation into customer satisfaction levels in the budget 

accommodation sector in Scotland: a case study of backpacker tourists and the Scottish Youth 

Hostels Association. The findings indicated that in terms of levels of importance and satisfaction 

cleanliness of roomswas considered to be one of the most important factors for backpackers in 

their study. 

 Price 

  From the results of Tsai et al., (2011) it shows that for the Mainland Chinese visitors 

most important is a hotel convenient to tourist attractions whilst at the same time they were also 

concerned about room rates, whether the hotel was near to MRT station, and the hotel’s value for 

money. 

  Sellers (1991) mention that since the 1990s, travelers have appeared to be more 

practical, taking a cautious approach to discretionary spending by cutting back their travel 

budgets and looking for ways to pay less for more. Meanwhile, Nash et al., (2006) found that the 

most important factors for backpackers were price, location and being a member of the Youth 

Hostel Association. 

 Value for money 

  Ramanathan & Ramanathan (2011) found that “Value for money” is a critical 

attribute, while “Customer service”, “Room quality” and “Quality of food” are dissatisfies. 

Business guests and guests of independent hotels, exhibit similar behavior, but for leisure guests, 

and guests of chain hotels, “Value for money” is dissatisfies. 

  Nash et al., (2006) indicated that in terms of levels of importance and satisfaction 

value for money wasconsidered to be one of the most important factors for backpackers in their 

study. 

  According to these hotel attributes, key factors may affect the consumer decision 

making styles and can be assumed to have relationships with the types of consumer decision 

making styles. From previous research, a hypothesis is developed: 
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 Hypothesis 6: There are relationships between decision making styles and hotel 

attributes in consumer’s hotel selection. 

  From previous research it can concluded that tourists who differ cultural may have 

different characteristics and may have different hotel selection behavior. This caused the 

researcher to focus on consumer decision making styles in hotel selection. 

  This study adopted a Consumer Styles Inventory (CSI) model from Sproles & 

Kendall (1986) and previous research such as Walsh et al., (2001), Wesley et al., (2006) Radder 

& Pietersen, (2006), Bakewell & Mitchell (2006), Park (2007), Mokhlis &Salleh (2009), 

Anic,Suleska, & Rajh (2010) to study consumer decision making styles in hospitality field to 

determine What are the consumers’ decision making styles in selecting hotels and What is the 

hotel attributes that tourists consider as most important when selecting the hotel. 

  As figure 2.4 below, Firstly the researcher aimed to identify how this decision 

making style is contingent upon the consumer demographic factors by adopting a model from 

Sproles & Kendall (1986) which consists of eight characteristics of consumer decision making 

styles. 

  Secondly, hotel attribution variables research that might be involved in the 

consumers’ decision making to selection hotel, they would opt to stay in.  

  Lastly, the researcher aimed to investigate what the relationships between the 

consumer decision making styles and hotel attributes used by consumer in selecting hotels to stay 

are?. Therefore conceptual framework of this study was designed as below: 
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Figure 2.4 Conceptual framework 
 

 
 

  

  

 

   

 

 

 

 

Consumer decision making styles 

1) Perfectionist and High-Quality-

Conscious Consumers 

2) Brand-Conscious and Price-equals-

Quality Consumers 

3) Novelty and Fashion-Conscious 

Consumers 

4) Recreational and Hedonistic 

Consumers 

5) Price-Conscious and Value-for-

Money Consumers 

6) Impulsive and Careless Consumers 

7) Confused-by-Over choice 

Consumers 

8) Habitual and Brand-Loyal 

Demographics 

- Gender 

- Age 

- Monthly income 

- Education level 

- Nationality 

Hotel attribution 

- Brand image 

- Hotel location 

- Service quality 

- Facilities 

- Cleanliness 

- Price/value for money 
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CHAPTER 3 

METHODOLOGY 

 This chapter describes: What is the population of this research? How the researcher 
developed the questionnaires? When this study was collected? And how this research was 
analyzed? 
 
3.1 Population and Sampling group 
 The population of this research was tourists who stayed overnight in Phuket hotels. In the 
year 2010 from statistics of the Ministry of Tourism and Sports, the number of guest arrivals to 
Phuket was 2.8 million tourists and divided in two groups as; 2,385,215 international tourists and 
472,658 domestic tourists.  
 
3.2 Sampling 
    3.2.1 Sample size 
 The sample size was calculated by using the Yamane Taro, (1967): 

2)(1 eN

N
n


  

  

2)05.0(367,853,21

367,853,2


n  

  94.399n  
   

n = sample size 
  N = population size 
  e = the level of precision (a 95 % confidence level and 5% precisions  levels are 
assumed) 
 If the size of population (N) is more than 100,000 at a 95 % confidence level and 5% 
precisions, the sample size (n) will be 400. 
 Therefore the sample size of this research will be 400. 
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    3.2.2 Sampling method 
 This study used  a non probability sample and selected quota sampling method. 
According to number of tourists’ arrival to Phuket in 2010 can be adjusted as table 3.1  
 
Table 3.1 Adjusting quota sampling method  

Population 
Number of tourists’ 

arrival to Phuket 
Quota 

sampling 
Adjusted quota 

sampling 
International tourists 2,385,215 333 300 
Domestic tourists 472,658 67 100 
Total 2,857,873 400 400 

 
 Since there was a great difference between international tourist (333) and domestic 
tourists (67) the non-proportional quota sampling was use as suggested by Morrow, Vargas, 
Rosen, Christensen, Salomon, Shulman, Barroso, & Fava, (2007) in order to ensure that a number 
of sub-groups in the field of study are well-coverd. Therefore the number was adjusted from 67 to 
100 for domestic tourists and from 333 to 300 for international tourists. Adjusted quota sampling 
enables sufficient sample size of different groups of tourists for comparative analysis. 
 According to the adjusted quota sampling method questionnaires were distributed by 100 
for domestic tourists and 300 for international tourist, in total 400 with international and domestic 
tourists who stayed overnight at a hotel in Phuket during July – August 2012. 
 One of the hypotheses to be test was nationality; this is international and domestic 
tourists. 
 
3.4 Type of research 
 This research was use quantitative methods by using questionnaire to survey international 
and domestic tourists who stay overnight at the hotel in Phuket.  
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3.5 Research instrument 
    Questionnaires development 
 The questionnaires for this study adopted from Sproles & Kendall (1986) and previous 
research such as Walsh et al., (2001), Wesley et al., (2006) Radder & Pietersen, (2006), Bakewell 
& Mitchell (2006), Park (2007), Mokhlis &Salleh (2009), Anic,Suleska, & Rajh (2010). 

    Face validity 
 Before carrying out questionnaires, face validity was conducted in order to test for 
validity and reliability of questionnaires with two professional MBA Lecturers that related to this 
research. Then 4-items were deleted according to their suggestions that the questions were quite 
similar.  (item1 Getting a very good quality, item12 I enjoy staying at a hotel just for the fun of it, 
item14 the more I learn about hotels, item25 I like to change frequently the hotel I stay). Finally 
there are 24 items left. 

    Pilot test 
 Afterward, the pilot test was also conducted to pretest the format and suitability of 
questionnaires as well as eliminate ambiguity (Wesley et al., 2006).    
 The pilot test was use to examine the validity of words of question, continuity and flow 
and timing. The sample size for the pilot test was determined from previous research. The 
researcher used 30 for this pilot test for a sample size of 400. 
 These questionnaires have 3 pages and consisted of three parts as follow: 
  Part 1 contained 7 questions; in this part the questions will ask about respondent’s 
information such as gender, age, monthly household income, education level, marital status, 
purpose to visit Phuket and nationality to capture demographic information. 
  Part 2 included 24 Likert-type questions. As a research instrument to study 
consumer decision making styles in selecting hotels in Phuket by using the five-point Likert-type 
scale ranging from 1(Strongly Disagree), 2 (Disagree), 3 (Neutral), 4 (Agree) and 5 (Strongly 
Agree). This was used for measured eight consumer decision making styles as follows: 
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Table 3.2 The mean range levels of variables 

Interval  Scale Mean Scores Levels of variables 
5 4.21 – 5.0 Strongly Agree 
4 3.41 – 4.20 Agree 
3 2.61 – 3.40 Neutral 
2 1.81 – 2.60 Disagree 
1 1.00 – 1.80 Strongly Disagree 

 
 The variables measured were developed from previous literature and theories to collect 
the related information. The questions in this part was about eight characteristics of the consumer 
decision making styles and is called the CSI (Consumer styles Inventory), adopted from Sproles 
& Kendall (1986) that show in Fig 2.4 
 The researcher adopted questionnaires from many previous research studies which study 
the characteristics of consumer decision making styles. There are eight dimensions in this 
research and each dimension has its own items that were adopted from 40 items and some items 
were cut off as they are not relevant to this study: 
  Perfectionists/high quality conscious consumer: consisted of 3-items (i=item) 

 i1 When selecting a hotel, I try to get the very best or perfect choice was 
adopted from Wesley et al., (2006).Item 2 and 3 were adopted from Anic & 
Suleska (2010) as: 

 i2 My standards and expectations for the hotel I stay are very high.  
 i3 A hotel does not have to be perfect, or the best, to satisfy me.  

  Brand conscious consumer, “Price Equals Quality”: consisted of 4-items (i=item) 
 i4 I prefer choosing the best hotel brands was adopted from Park (2007) 
 i5 The most advertised hotel brand is usually a very good choice was 

adopted from Radder & Pietersen (2006) 
 i6 The more expensive brands are usually my choices was adopted from An 

& Suleska (2010) 
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 i7 The higher the price of a hotel, the better its quality was adopted from 
Mokhlis & Salleh (2009). 

  Recreational-Hedonistic conscious consumer: consisted of 3-items (i=item) 
 i8 Selecting a hotel to stay is not a pleasant activity to me was adopted from 

Wesley et al., (2006) 
 i9 Staying at a hotel is one of the enjoyable activities of my life was adopted 

from Walsh et al., (2001) 
  i10 I prefer to take my time when choosing a hotel to stay was adopted from 

Park (2007). 
  Confused by over choice consumer: consisted of 2-items (i=item) 

 i11 sometimes it is hard to choose which hotel to stay was adopted from 
Park (2007). 

 i12 There are so many hotels to choose from that I often feel confused was 
adopted from Mokhlis & Salleh (2009). 

  Price conscious consumer “value for money: consisted of 4-items (i=item) 
 i13 I look carefully to find the best value for money when choosing a hotel 

to stay was adopted from Bakewell & Mitchell (2006) 
 i14 I am willing to spend time to compare prices among hotels in order to 

buysome lower priced was adopted from Park (2007). 
  i15 The lower priced hotels are usually my choice was adopted from Anic 

&Suleska (2010). 
  Impulsive/careless conscious consumer: consisted of 4-items (i=item) 

 i16 I should spend more time deciding on the hotel I choose was adopted 
from Bakewell & Mitchell (2006) 

 i17 I should plan more carefully than I do when I select a hotel was adopted 
from Radder & Pietersen (2006) 

 i18 I usually select a hotel without hesitation was adopted from Park (2007). 
 i19 I carefully watch how much I spend when I select a hotel was adopted 

from Walsh et al., (2001) 
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  Habitual/brand loyal conscious consumer: consisted of 4-items (i=item) 
 i20 I have favorite hotel brands which I choose over and over was adopted 

from Radder & Pietersen (2006) 
 i21 Once I find a hotel I like, I choose it regularly was adopted from 

Bakewell& Mitchell (2006). 
  Novelty/Fashion conscious consumer: consisted of 3-items (i=item) 

 i22 It’s fun and exciting to choose a new hotel was adopted from Radder 
&Pietersen (2006) 

 i23 To get variety, I stay a different hotels and different brands was adopted 
from Wesley et al., (2006) 

 i24 I don’t mind staying at a hotel which I have never been to before was 
adopted from Park (2007). 

  
  Finally there were totally 24 items left in this study that adopted from CSI and 
aiming to find out the consumer decision making styles of tourists in hotel selection. 

  Part 3 relates to factors influencing consumer decision making on hotel selection 
and consisted of 5 questions regarding the hotel in Phuketwherecustomers stayed during this trip. 
And the question number 5 contained seven important hotel attribution factors, namely brand 
image, hotel location, service quality, facilities, cleanliness, price and value for money which the 
researcher concluded from a previous study to examined the relationship between hotel 
attributions and consumer decision making styles of the hotels in Phuket. These was a Likert-type 
questions on a 5-point scale ranging from 1 (Not important at all), 2 (Not important), 3 (Neutral), 
4 (Important) and 5 (Very important)  
  This study was divided the man scores into 5 interval as the interval width = [Max-
Min]/5 = 0.80.  As table 3.3 show the mean range levels of 5 point Likert Scales as follows: 
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Table 3.3 The mean range levels of variables 

Interval  Scale Mean Scores Levels of variables 
5 4.21 – 5.00 Very Important 
4 3.41 – 4.20 Important 
3 2.61 – 3.40 Neutral 
2 1.81 – 2.60 Not important 
1 1.00 – 1.80 Not important at all 

   
 The questionnaires were designed in two versions, a Thai version for domestic tourist 
respondents and an English version for international tourist respondents.  
 
3.5 Data collection 
    3.5.1 Primary data 
 The source of data was collected questionnaires with domestic tourists and international 
tourist who were stay overnight in hotel in Phuket during July – August 2012. 
 The purpose of the questionnaires is to study consumer decision making styles in hotel 
selection in Phuket. 
    3.5.2 Secondary data 
  The relevant theories, concepts, ideas and researches were taken from different sources. 
Those were from journals, books, old thesis and web site. 
 
3.6 Data analysis 
 The data was analyzed as follow: 
  Firstly Descriptive statistic was generate to analyze the respondents’ demographic. 
  Secondly One-way ANOVA and Independent Sample T-test was used to test 
hypothesis which aim to examine the relationship between demographic variables and the 
characteristics of the consumer decision making styles.  
  Lastly, Pearson Product Moment Correlation analysis was used to explore the 
relationship between consumer decision making styles and hotel attributions. 
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CHAPTER 4 

RESULTS 

 This chapter reveals results of the study. All the data has been analyzed though a 

statistical analysis program to measure consumer decision making styles in the hotel selection in 

Phuket both with international tourists and domestic tourists by adopting a CSI or Consumer 

Styles Inventory developed by Sproles & Kendall (1986). 

 This study was conducted using a quantitative study: quota sampling of 300 

questionnaires for international tourists and 100 questionnaires for domestic tourists who stayed 

overnight at hotel during July - August 2012. The questionnaires were collected at the 

PhuketInternationalAirport. 

 According to the objectives of this study, descriptive statistics were used in order to 

identify the consumer decision making styles in selecting hotels. An independent sample t-test 

was used to measure factors related to the consumer decision making styles. Lastly, Correlation 

analysis was used to investigate hotel attributions relating to consumer decision making styles. 

 

4.1 The findings of Respondents 

 For all demographic data’s namely gender, age, monthly household income, education 

level, marital status, purpose to visit Phuket and nationality. All this data was analyzed by using 

frequency analysis and the findings are shown in Table 4.1 

 Table 4.1 below shows the demographic profile of respondents. It shows that 

international tourists who visit Phuket, almost half are male and half female. In terms of age, 32% 

of the respondents were at the age of 35-44, 27% were 25-34, 19% were 45-54, 12% were 18-24, 

9% were 55-64 and 2% were 65 years old and above. According to the monthly household 

income, 33% had a monthly household income between $3001-5000 followed by $5001-10000 

23% and $1001-3000 18%. Education level, the majority of respondents 41% had a bachelor 

degree, 26% had a diploma and 24% had a high school education. Regarding marital status 66% 

were married and 25% were single. In terms of purpose to visit Phuket, most of respondents 91% 

visited Phuket for pleasure/leisure reason. Almost half of the respondents 43% were from Oceania 

followed by Europe 28% and Asia 16%.  
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 Meanwhile the demographic profile of domestic’ respondents reveal that 59% were 

female and 41% were male. In terms of age, 44% of the respondents were at the age of 25-34, 

28% were 35-44 and 14% were 18-24 years old. According to the monthly household income, 

40% had monthly household income below that of $1000 followed by $1001-3000 32% and 

$3001-5000 and 12%. Education level, more than half of the respondents, 64% had a bachelor 

degree and 30% had master degree education. Marital status, 49% was single and 44% were 

married. Regarding to the purpose to visit Phuket, most of respondents 65% visited Phuket for 

pleasure/leisure reason and 20% visited for business. 

 

Table 4.1 Respondent’s profiles 

Demographic profile 
Internationals tourists Domestic tourists 

Frequency Percentage Frequency Percentage 

Gender Male 

Female 

151 

149 

50.33 

49.77 

41 

59 

41.00 

59.00 

Age 18-24 

25-34 

35-44 

45-54 

55-64 

65 above 

36 

82 

95 

56 

26 

5 

12.00 

27.33 

31.67 

18.67 

8.67 

1.67 

14 

44 

28 

9 

5 

- 

14.00 

44.00 

28.00 

9.00 

5.00 

- 

Monthly 

household 

income 

Less than$1,000 

$1,001-$3,000 

$3,001-$5,000 

$5,001-10,000 

$10,001 and above 

17 

54 

99 

69 

61 

5.67 

18.00 

33.00 

23.00 

20.33 

40 

32 

12 

10 

6 

40.00 

32.00 

12.00 

10.00 

6.00 

Education 

level 

High school  

Diploma  

Bachelor degree 

Master degree  

Ph.D. 

72 

77 

124 

27 

- 

24.00 

25.67 

41.33 

9.00 

- 

2 

3 

64 

30 

1 

2.00 

3.00 

64.00 

30.00 

1.00 
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Table 4.1 (Continued) 

Demographic profile 
Internationals tourists Domestic tourists 

Frequency Percentage Frequency Percentage 

Marital 

status 

Single(Never married) 

Married  

Divorced 

Separated 

Widowed 

Others 

74 

199 

13 

3 

5 

6 

24.67 

66.33 

4.33 

1.00 

1.67 

2.00 

49 

44 

5 

- 

2 

- 

49.00 

44.00 

5.00 

- 

2.00 

- 

Education 

level 

High school  

Diploma  

Bachelor degree 

Master degree  

Ph.D. 

72 

77 

124 

27 

- 

24.00 

25.67 

41.33 

9.00 

- 

2 

3 

64 

30 

1 

2.00 

3.00 

64.00 

30.00 

1.00 

Marital 

status 

Single(Never married) 

Married  

Divorced 

Separated 

Widowed 

Others 

74 

199 

13 

3 

5 

6 

24.67 

66.33 

4.33 

1.00 

1.67 

2.00 

49 

44 

5 

- 

2 

- 

49.00 

44.00 

5.00 

- 

2.00 

- 

Purpose to 

visit 

Phuket 

Pleasure/Leisure 

Business  

Visiting relatives and friends 

Health 

Meeting 

Others 

272 

2 

9 

4 

5 

8 

90.67 

0.67 

3.00 

1.33 

1.67 

2.67 

65 

20 

3 

- 

8 

4 

65.00 

20.00 

3.00 

- 

8.00 

4.00 

Area 

coming 

from 

America 

Africa 

Europe 

Asia 

Oceania 

23 

15 

85 

49 

128 

7.67 

5.00 

28.33 

16.33 

42.67 

100 100.0 

Total (N)  300 100% 100 100% 
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4.2 Measurement scale on reliability analysis 

 Cronbach’s alpha is a reliability coefficient that indicates how the factor in a set are 

positively correlated to another. Hair, Black, Babin, Anderson, & Tatham, (2006) state that The 

Cronbach’s alpha higher than 0.7 is considered good and acceptable.  

 As table 4.2 show the summarize of reliabilities. 

 

Table 4.2 Rules of thumb about Cronbach’s alpha coefficient 

AlphaCoefficientRange Strength of Association 

0 < 0.6 

0.6 to <0.7 

0.7 to <0.8 

0.8 to <0.9 

0.9 

Poor 

Moderate 

Good 

Very Good 

Excellent 

Source: Hair, Black, Babin, Anderson, & Tatham, (2006) 

 

 In Table 4.3 shows the reliability of scale of characteristics of consumer decision making 

styles adopted from Sproles & Kendall (1986) and the results as follow; 

 

Table 4.3 Reliability analysis 

Variables Number of 

items 

Cronbah’s Alpha 

value 

Strength of 

Association 

Perfectionists conscious 2 .73 Good 

Brands conscious 4 .72 Good 

*Recreational conscious 2 .52 Poor 

Confuse by over choice conscious 2 .73 Good 

Price conscious 2 .67 Moderate 

Impulsive conscious 3 .69 Moderate 

Habitual conscious 2 .65 Moderate 

Novelty conscious 3 .69 Moderate 

Remark: *According to Cronbah’s Alpha value lower than .7, therefore Recreational conscious was removed 

from this study 
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 The first dimension is: “Perfectionists/ High quality conscious consumer”.                        

This dimension consists of three items and the reliability is .40 and it has one item with corrected 

item – total correlation lower than three. According to the statistical analysis programs survival 

manual, it indicates that an item measuring something different from the scale as a whole and if 

the scale’s over all Cronbach alpha is too low, may need to consider removing items with low 

item – total correlation. Therefore the researcher deleted one items in this dimension which is 

item 3 A hotel does not have to be perfect, or the best to satisfy me. Afterwards the Cronbah’s 

Alpha value increased from .40 to .73, which is considered acceptable.  

 The second dimension is: “Brand conscious consumer, Price equal quality” and this 

consists of four items. The Cronbah’s Alpha value is .72 and this is considered acceptable.  

 The third dimension is: “Recreational – Hedonistic conscious consumer” which consists 

of three items. The researcher deleted one item in this dimension which is item 8 I usually select a 

hotel without hesitation which has an item – total correlation lower than three. After deleted this 

item the Cronbah’s Alpha value increased from .37 to .52, nevertheless the Cronbah’s Alpha 

value was still lower than .7 therefore the researcher decided to remove this dimension from the 

study.  

 The fourth dimension is: “Confuse by over choice conscious consumer”, which includes 

two items. The Cronbah’s Alpha value is .73, considered as acceptable.  

 The fifth dimension is: “Price conscious consumer, Value for money” which includes 

three items. The researcher removed one item in this dimension which is item 15 The lower 

priced hotels are usually my choice with a corrected Item-total correlation lower than three, 

afterwards the Cronbah’s Alpha value increased from .49 to .67 and this is considered moderate.  

 The sixth dimension is: “Impulsive/Careless conscious consumer” which comprises four 

items. The researcher removed one item in this dimension which is item 18 I usually select hotel 

without hesitation with the corrected Item-total correlation lower than three. After deleted those 

item the Cronbah’s Alpha value then increased from .34 to .70, which is considered moderate.  

 The seventh dimension is: “Habitual/Brand loyal conscious consumer”, which consists of 

two items and has a Cronbah’s Alpha value of .66 which can be consider moderate.  

 Lastly, the eighth dimension is: “Novelty/Fashion conscious consumer”, which consists 

of three items. The Cronbah’s Alpha value is .69 which is considered moderate. 
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 Finally, there were seven factors in this research i.e. Perfectionist conscious, Brand 

conscious, Confused by over choices conscious, Price conscious, Impulsive/careless conscious, 

Habitual/brand loyal conscious and Novelty conscious. 

 

4.3 Comparing mean values ofconsumer decision making styles of international tourists, 

domestic tourists and both international and domestic tourists. 

 Table 4.4 shows the combine results of comparing mean values of consumer decision 

making styles of international tourists, domestic tourists and both international and domestic 

tourists. The results are in the table 4.4 below; 

 Table 4.4 below shows the descriptive statistics of consumer decision making styles of 

international tourists in hotel selection in Phuket. The findings show that there are four 

dimensions that can be defined as high level; these are Price conscious (3.93), Confused by over 

choice conscious (3.86), Perfectionist conscious (3.75) and Novelty conscious (3.72). 

 The other three dimensions can be categorized as a moderate level; these are Impulsive 

conscious (3.49), Habitual conscious (3.10) and Brand conscious (2.95). 

 From the findings we can conclude that in their hotel selecting behavior most of the 

international tourists were “Price conscious consumers” followed by “Confused by over choice 

conscious consumers”, “Perfectionist conscious consumers” and “Novelty conscious consumers” 

 The descriptive statistics of consumer decision making styles of domestic tourists in hotel 

selection in Phuket. The results show that there are four dimensions that can be defined as high 

level; these are Perfectionist conscious (4.02), Price conscious (4.00), Novelty conscious (3.87) 

and Confused by over choice conscious (3.69). 

 The other three dimensions can be categorized as a moderate level; these are Impulsive 

conscious (3.66), Habitual conscious (3.46) and Brand conscious (3.17). 

 From the results it can be concluded that in their hotel selecting behavior most domestic 

tourists were “Perfectionist conscious consumers” followed by “Price conscious consumers”, 

“Novelty conscious consumers” and “Confused by over choice conscious consumers” 

 Comparing mean values of consumer decision making styles in hotel selection in Phuket 

between international tourists and domestic tourists, shows that there is a high level on four 

dimensions; these are Price conscious (3.94) followed by Perfectionist conscious and Confused 
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by over choice conscious (3.82), and Novelty conscious (3.76) and a  moderate level of three 

dimensions; these are Impulsive conscious (3.53), Habitual conscious (3.19) and Brand conscious 

(3.00). 

 

Table 4.4 Combine results of Comparing mean values of consumer decision making styles of  

 international tourists, domestic tourists and both international tourists and domestic  

 tourists. 

Consumer decision 

making styles 

Internation

al tourists Rank 

Domestic 

tourists Rank 

Intl. and 

domestic tourists. Rank 

Mean S.D. Mean S.D. Mean S.D. 

Perfectionist 

conscious 
3.75 0.72 3 4.02 0.80 1 3.82 0.75 2 

Brand conscious 2.95 0.66 7 3.17 0.80 7 3.00 0.70 6 

Confused by over 

choice conscious 
3.86 0.65 2 3.69 0.79 4 3.82 0.69 2 

Price conscious 3.93 0.57 1 4.00 0.76 2 3.94 0.62 1 

Impulsive conscious 3.49 0.66 5 3.66 0.74 5 3.53 0.68 4 

Habitual conscious 3.10 0.68 6 3.46 0.87 6 3.19 0.75 5 

Novelty conscious 3.72 0.56 4 3.87 0.69 3 3.76 0.60 3 

* Note: - S.D. is Standard Deviation.  

             - Variables ranking were base on mean scores measure on a Likert scale from 1 to 5 as 1(Strongly 

Disagree), 2 (Disagree), 3 (Neutral), 4 (Agree) and 5 (Strongly Agree). 

  

 From that result it can be summarize that in their hotel selection behavior most of the 

respondents were “Price conscious consumers” followed by “Perfectionist conscious consumers”, 

“Confused by over choice conscious consumers” and “Novelty conscious consumers”. 

Nevertheless most of the domestic tourist’s respondents tend to be “Price conscious consumers” 

more than international tourist respondents. 
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4.4 Descriptive statistics 

 Descriptive statistics provide us with summary statistics such as mean, median and 

standard deviation to measure the level of variables. All seven dimensions of consumer decision 

making styles, namely; “Perfectionist/high quality conscious, Brand conscious, Confused by over 

choice, Price conscious, Impulsive conscious, Habitual conscious and Novelty conscious” were 

measured by using Five Points Likert Scales. Where 1 represents strongly disagree, 2 represents 

disagree, 3 represents neutral, 4 represents agree and 5 represents strongly agree. Therefore the 

results of descriptive statistics among international tourists and domestic tourists were as table 4.5 

below. 

 

Table 4.5 Descriptive statistics among international tourists and domestic tourists 

Items Factors 

International 

tourists Rank 
Domestics tourists 

Rank 

Mean S.D. Mean S.D. 

Factor 1: Perfectionist conscious 3.75 0.72 3 4.02 0.8 1 

1 

When selecting a hotel, I try to 

get the very best or perfect 

choice. 

4.02 0.72  4.12 0.91 

 

2 
My standards and expectations 

for the hotel I stay are very high. 
3.49 0.86  3.92 0.87 

 

Factor 2: Brand conscious 2.95 0.66 7 3.17 0.8 7 

3 
I prefer choosing the best hotel 

brands. 
2.84 0.81  3.01 1.02 

 

4 
The most advertised hotel brand 

is usually very good choice. 
3.19 0.96  3.08 0.99 

 

5 
The more expensive brands are 

usually my choices. 
2.56 0.88  2.84 1.03 

 

6 
The higher the price of a hotel, 

the better its quality. 
3.19 1.01  3.75 0.89 
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Table 4.4 Continued 

Items Factors 

International 

tourists Rank 
Domestics tourists 

Rank 

Mean S.D. Mean S.D. 

Factor 3: Confused by over choices 

conscious 
3.86 0.65 2 3.7 0.79 4 

7 
Sometimes it is hard to choose 

which hotel to stay. 
3.92 0.66  3.66 0.82  

8 

There are so many hotels to 

choose from that I often feel 

confused. 

3.8 0.84  3.73 0.87  

Factor 4: Price conscious 3.93 0.57 1 4 0.76 2 

9 

I look carefully to find the best 

value for money when choosing 

a hotel to stay. 

4.07 0.62  4.11 0.7  

10 

I am willing to spend time to 

compare prices among hotels in 

order to buy some lower priced. 

3.79 0.7  3.88 1  

Factor 5: Impulsive/careless conscious 3.49 0.66 5 3.66 0.74 5 

11 
I should spend more time 

deciding on the hotel I choose 
3.35 0.9  3.36 0.91  

12 
I should plan more carefully than 

I do when I select a hotel. 
3.28 0.9  3.48 1.02  

13 
I carefully watch how much I 

spend when I select a hotel. 
3.84 0.75  4.13 0.76  

Factor 6: Habitual/brand loyal 

conscious 
3.11 0.68 6 3.47 0.87 6 

14 
I have favorite hotel brands 

which I choose over and over. 
2.91 0.86  3.41 0.95  

15 
Once I find a hotel I like, I 

choose it regularly. 
3.3 0.95  3.52 0.94  
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Table 4.4 Continued 

Items Factors 

International 

tourists Rank 
Domestics tourists 

Rank 

Mean S.D. Mean S.D. 

Factor 7: Novelty conscious 3.72 0.56 4 3.87 0.7 3 

16 
To get variety, I stay at different 

hotels and different brands. 
3.55 0.78   3.73 0.9  

17 
It’s fun and exciting to choose a 

new hotel. 
3.68 0.73   3.81 0.8  

18 

I don’t mind staying at a hotel 

which I have never been to 

before. 

3.92 0.68   4.06 0.83  

* Note: Variables ranking were base on mean scores measure on a Likert scale from 1 to 5 as 1(Strongly 

Disagree), 2 (Disagree), 3 (Neutral), 4 (Agree) and 5 (Strongly Agree). 

 

 Table 4.5 shows the comparing mean values among international tourists and domestic 

tourists and the results shown that the scores of domestic tourists were higher than international 

tourists in six factors except factor 3: Confused by over choices conscious.  

 Domestic tourists had the highest score on factor 1: Perfectionist conscious, followed by 

factor 4: Price conscious. Meanwhile international tourists had the highest score on factor 4: Price 

conscious, followed by factor 3: Confused by over choices conscious. The overall results can be 

concluded as follows: 

  Factor 1: Perfectionist/ high quality conscious consumer 

   In terms of Perfectionist/ high quality conscious the results show that the 

scores of domestic tourists were higher than international tourists on both items; items 1 “When 

selecting a hotel, I try to get the very best or perfect choice” and items 2 “My standards and 

expectations for the hotel I stay are very high”. Therefore it can indicate that domestic tourists are 

more “Perfectionist/ high quality conscious consumers in their decision making styles in hotel 

selection than international tourists.  
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  Factor 2: Brand conscious consumer 

   Regarding to the scores on Brand conscious can be found that international 

tourists had the higher scores on items 4 “The most advertised hotel brand is usually very good 

choice”. Nevertheless domestic tourists had the higher average score and can be assumed that 

domestic tourists tend to be a “Brand conscious consumer” more than international tourists, 

especially on items 6 “The higher the price of a hotel, the better its quality” domestic tourists had 

the highest average score. Therefore this confirms they are a brand conscious consumer. 

  Factor 3: Confused by over choices conscious consumer 

   International tourists had the highest scores on all the items in this factor. 

These can indicate that international tourists seem to be confused by over choice conscious 

consumers when selecting a hotel to stay at more than domestic tourists. 

  Factor 4: Price conscious consumer 

   In terms of the price conscious factor the researcher found that domestic 

tourists had the highest scores on all the items in this factor, It’s mean that domestic tourists will 

look carefully to find the best value for money when choosing a hotel to stay in and they’re 

willing to spend time to compare prices among hotels in order to buy some lower priced much 

more than international tourists. From these findings we can concluded that domestic tourists 

appears to be “Price conscious consumers” more than international tourists. 

  Factor 5: Impulsive/careless conscious consumer 

   Based on the mean score on items 11 “I should spend more time deciding on 

the hotel I choose” and items 12 “I should plan more carefully than I do when I select a hotel”, 

both had a similar score. Nevertheless domestic tourists had higher scores on both items; it can 

assume that domestic tourists seem to be “Impulsive/careless conscious consumers” more than 

international tourists when selecting a hotel. 

  Factor 6: Habitual/brand loyal conscious consumer 

   According to the mean scores on this factor it was found that domestic 

tourists had a higher score on all items. It can indicate that domestic tourists tend to be 

“Habitual/brand loyal conscious consumers” more than international tourists. These results can 

explain that once domestic tourists have found their favorite hotels they will choose it regularly or 

they would stay there again and again. 



 51

  Factor 7: Novelty conscious consumer 

   International tourists and Domestic tourists appear to be “Novelty conscious 

consumers” the base score on all items almost similar, namely 3.72 and 3.87. Especially on items 

18 “I don’t mind staying at a hotel which I have never been to before” both tourists had a highest 

scores on these items. The results could clarify that hotel selection behavior on both tourists 

suggests they would like to stay in a new hotel that they never before and they feel fun and 

exciting when doing so. 

  Summary of factor mean values 

   The mean value for the “Price conscious consumer style” was the highest in 

the list of factor for the international tourists and was the second highest for the domestic tourists. 

Meanwhile “Perfectionist conscious consumer style” was the highest mean in the list of factors 

for the domestic tourists and was the third highest mean for the international tourists. The second 

highest mean for the international tourists was “Confused by over choices conscious consumer 

style” and was the fourth highest mean for the domestic tourists. “Novelty conscious consumer 

style” had the third highest mean in the list of factors for the domestic tourists and fourth highest 

mean for the international tourists. 

   The other three factors were similarly ranked for both international tourists 

and domestic tourists. “Impulsive/careless conscious consumer style” was the fifth highest mean 

followed by “Habitual/brand loyal conscious consumer style” and “Brand conscious consumer 

style”.  

   From the results it can concluded that international tourists and domestic 

tourists had a similar consumer decisions making styles in hotel selecting in terms of “Price 

conscious consumer style”, “Perfectionist conscious consumer style”, “Confused by over choices 

conscious consumer style” and “Novelty conscious consumer style”. Also this has the highest 

mean value in terms of four factors. Nevertheless international tourists tend to be “Price 

conscious consumer style” meanwhile domestic tourists tend to be “Perfectionist conscious 

consumer style” in hotel selecting. 
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4.5 Hypothesis testing 

 An Independent T-test was conducted to test the hypotheses which aim to examine the 

relationship between demographic variables and consumer decision making styles. The results of 

the hypothesis testing are as follows; 

 

Table 4.6 Independent T-test comparing between gender and consumer decision making styles  

Decision making styles 
Male Female F-

value 

P-

value N Mean S.D. N Mean S.D. 

Perfectionist conscious 192 3.73 0.75 208 3.90 0.74 0.01 0.02* 

Brand conscious 192 3.06 0.70 208 2.95 0.71 0.29 0.11 

Confused by over choice 

conscious 
192 3.82 0.69 208 3.82 0.70 0.02 0.95 

Price conscious 192 3.97 0.62 208 3.92 0.62 0.01 0.35 

Impulsive conscious 192 3.65 0.65 208 3.42 0.70 2.94 0.00* 

Habitual conscious 192 3.25 0.71 208 3.14 0.78 0.43 0.16 

Novelty conscious 192 3.69 0.62 208 3.81 0.58 1.37 0.05* 

Remark: *indicated statistically significant difference p≤ 0.05 

  

 From table 4.6 Independent T-test comparing between gender and consumer decision 

making styles found that there is a significant differences relation at p≤ 0.05 in three consumer 

decision making styles, Perfectionist conscious, Impulsive conscious and Novelty conscious. 

When comparing the mean value amongst these three consumer decision making styles, the 

highest mean score of both male and female fell into “Perfectionist conscious”. However the 

mean value of females is higher than males. 

 The results indicate that female respondents were more “Perfectionist conscious” than 

males (mean value for female=3.90, mean value for male=3.73; p<0.05). Meanwhile in terms of 

“Impulsive conscious”, it was found that males were more conscious on “Impulsive/Careless” 

than females (mean value for male=3.65, mean value for female=3.42; p<0.05). Lastly, in terms 

of “Novelty conscious” it was found that females were more conscious on “Novelty/Fashion” 

than males (mean value for male=3.81, mean value for female=3.69; p<0.05). 
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 Hypothesis 1: There is a relationship between gender and consumer decision making 

styles.  

  From the t-test conducted in order to test the relationship between gender and 

consumer decision making styles, it was found that only three consumer decision making styles 

were accepted, there was a relationship between gender in term of “Perfectionist conscious”,  

“Impulsive conscious” and “Novelty conscious”. Moreover, when comparing the mean value 

among these three consumer decision making styles it was found that the highest mean of both 

male and female was “Perfectionist conscious”. According to the results it reveals that male and 

female tend to be a perfectionist when they are selecting hotel.Nevertheless, females are more 

perfectionist conscious, less impulsive conscious and more novelty conscious than males. 

  Further analysis was One-way ANOVA conducted in order to test the relationship 

between consumer decision making styles and other demographics such as age, monthly 

household income and education and the findings were as table 4.7 

  Table 4.7 show the findings of One-way ANOVA analysis between age and 

consumer decision making styles and the results show that there is a significant different among 

age and consumer decision making styles at p≤ 0.05 in terms of “Brand conscious” “Impulsive 

conscious” and “Novelty conscious”. 
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Table 4.7 One-way ANOVA analysis between age and consumer decision making styles  

Dependent 

variables 
Ranging N  

Sum of 

squares 
df 

Mean 

Square 
F Sig. 

Perfectionist 

conscious 

18-24 50.00 Between Groups 4.72 5 .94 1.70 .13 

25-34 126.00 Within Groups 219.32 394 .56   

35-44 123 Total 224.04 399    

45-54 65        

55-64 31        

Above65 5        

Total 400        

Brand conscious 18-24 50 Between Groups 10.01 5 2.00 4.20 .00* 

25-34 126 Within Groups 187.86 394 .48   

35-44 123 Total 197.87 399    

45-54 65       

55-64 31       

65above 5       

Total 400        

Confused by 

over choice 

conscious 

18-24 50 Between Groups 2.13 5 .43 .89 .49 

25-34 126 Within Groups 189.54 394 .48   

35-44 123 Total 191.68 399    

45-54 65        

55-64 31        

Above65 5        

Total 400        
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Table 4.7 Continued  

Dependent 

variables 
Ranging N  

Sum of 

squares 
df 

Mean 

Square 
F Sig. 

Price conscious 18-24 50 Between Groups .41 5 .08 .21 .96 

25-34 126 Within Groups 153.57 394 .39   

35-44 123 Total 153.98 399    

45-54 65        

55-64 31        

Above65 5        

Total 400        

Impulsive 

conscious 

18-24 50 Between Groups 11.57 5 2.31 5.20 .00* 

25-34 126 Within Groups 175.40 394 .45   

35-44 123 Total 186.97 399    

45-54 65        

55-64 31        

Above65 5        

Total 400        

Habitual 

conscious 

18-24 50 Between Groups 4.67 5 .93 1.68 .14 

25-34 126 Within Groups 218.62 394 .55   

35-44 123 Total 223.29 399    

45-54 65       

55-64 31       

Above65 5       

Total 400       
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Table 4.7 Continued  

Dependent 

variables 
Ranging N  

Sum of 

squares 
df 

Mean 

Square 
F Sig. 

Novelty 

conscious 

18-24 50 Between Groups 4.27 5 .85 2.41 .04* 

25-34 126 Within Groups 139.28 394 .35   

35-44 123 Total 143.55 399    

45-54 65        

55-64 31        

Above65 5            

Total 400             

Note: The mean difference is significant at the 0.05 level. 

 

 Hypothesis 2: There is a relationship between age and consumer decision making styles. 

  From the One-way ANOVA conducted in order to test a relationship between age 

and consumer decision making styles the findings support Hypothesis 2 as it indicated a 

statistically significant relationship at p<0.05 level of significance in terms of three dimension this 

are “Brand conscious” “Impulsive conscious” and “Novelty conscious”. 

  Table 4.8 show the findings of One-way ANOVA analysis between monthly 

household income and consumer decision making styles and the results were as follows: 
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Table 4.8 One-way ANOVA analysis between monthly household income and consumer decision  

 making styles  

Dependent 

variables 
Ranging N   

Sum of 

squares 
df 

Mean 

Square 
F Sig. 

Perfectionist  <1000 57 Between Groups 3.32 4 .83 1.48 .21 

conscious 1001-3000 86 Within Groups 220.72 395 .56    

  3001-5000 111 Total 224.04 399      

  5001-10000 79           

  >10001 67           

  Total 400             

Brand conscious <1001 57 Between Groups 5.79 4 1.45 2.98 .02* 

  1001-3001 86 Within Groups 192.09 395 .49    

  3001-5001 111 Total 197.87 399      

  5001-10001 79           

  >10002 67           

  Total 400           

Confused by over  <1002 57 Between Groups 12.73 4 3.18 7.03 .00* 

choice conscious 1001-3002 86 Within Groups 178.94 395 .45    

  3001-5002 111 Total 191.68 399      

  5001-10002 79           

  >10003 67           

  Total 400             

Price conscious <1003 57 Between Groups 1.94 4 .49 1.26 .28 

  1001-3003 86 Within Groups 152.04 395 .38    

  3001-5003 111 Total 153.98 399      

  5001-10003 79           

  >10004 67           

  Total 400           
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Table 4.8 Continued 

Dependent 

variables 
Ranging N  

Sum of 

squares 
df 

Mean 

Square 
F Sig. 

Impulsive <1004 57 Between Groups 10.92 4 2.73 6.12 .00* 

 conscious 1001-3004 86 Within Groups 176.06 395 .45    

  3001-5004 111 Total 186.97 399      

  5001-10004 79           

  >10005 67           

  Total 400             

Habitual  <1005 57 Between Groups 8.20 4 2.05 3.77 .01* 

conscious 1001-3005 86 Within Groups 215.09 395 .54    

  3001-5005 111 Total 223.29 399      

  5001-10005 79           

  >10006 67           

  Total 400           

Novelty  <1006 57 Between Groups 2.50 4 .62 1.75 .14 

conscious 1001-3006 86 Within Groups 141.05 395 .36    

  3001-5006 111 Total 143.55 399      

  5001-10006 79           

  >10007 67           

  Total 400             

Note: The mean difference is significant at the 0.05 level. 

 

 From table 4.8 the findings show that there is a significant relationship at p≤ 0.05 in 

terms of “Brand conscious”, “Confused by over choice conscious”, “Impulsive Conscious” and 

“Habitual conscious”. 

 Hypothesis 3: There is a relationship between monthly household income and consumer 

decision making styles. 

  From the One-way ANOVA which was conducted in order to test the relationship 

between monthly household income and consumer decision making styles it was found that the 
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findings is supported H3 as it indicated a statistically significant relationship at p<0.05 level of 

significance in terms of. There was a significant relationship between monthly household income 

and consumer decision making styles in four dimensions this are “Brand conscious” “Confused 

by over choice conscious”, “Impulsive Conscious” and “Habitual conscious”.  

  Table 4.9 reveal the findings of One-way ANOVA analysis between education level 

and consumer decision making styles and the results were as table 4.9:  

 

Table 4.9 One-way ANOVA analysis between education level and consumer decision making  

     styles  

Dependent 

variables 
Ranging N  

Sum of 

squares 
df 

Mean 

Square 
F Sig. 

Perfectionist High school 74 Between Groups 12.78 4 3.20 5.98 .00* 

conscious Diploma degree 80 Within Groups 211.26 395 .53    

  Bachelor Degree 188 Total 224.04 399      

  Master 57           

  Ph.D 1           

  Total 400             

Brand High school 74 Between Groups 3.89 4 .97 1.98 .10 

conscious Diploma degree 80 Within Groups 193.99 395 .49    

  Bachelor Degree 188 Total 197.87 399      

  Master 57           

  Ph.D 1           

  Total 400             
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Table 4.9 Continued 

Dependent 

variables 
Ranging N   

Sum of 

squares 
df 

Mean 

Square 
F Sig. 

Confused by  
High school 74 Between 

Groups 

1.72 4 .43 .90 .47 

over choice Diploma degree 80 Within Groups 189.95 395 .48    

conscious 
Bachelor 

Degree 

188 Total 191.68 399 

     

  Master 57           

  Ph.D 1           

  Total 400             

Price  
High school 74 Between 

Groups 

2.01 4 .50 1.31 .27 

conscious Diploma degree 80 Within Groups 151.97 395 .38    

  
Bachelor 

Degree 

188 Total 153.98 399 

     

  Master 57           

  Ph.D 1           

  Total 400           

Impulsive  
High school 74 Between 

Groups 

21.50 4 5.37 12.83 .00* 

conscious Diploma degree 80 Within Groups 165.48 395 .42    

  
Bachelor 

Degree 

188 Total 186.97 399 

     

  Master 57           

  Ph.D 1           

  Total 400             
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Table 4.9 Continued 

Dependent 

variables 
Ranging N   

Sum of 

squares 
df 

Mean 

Square 
F Sig. 

Habitual  High school 74 Between Groups 5.25 4 1.31 2.38 .05* 

conscious Diploma degree 80 Within Groups 218.04 395 .55    

  
Bachelor 

Degree 

188 Total 223.29 399 

     

  Master 57           

  Ph.D 1           

  Total 400           

Novelty High school 74 Between Groups 5.41 4 1.35 3.87 .00* 

conscious Diploma degree 80 Within Groups 138.13 395 .35    

  
Bachelor 

Degree 

188 Total 143.55 399 

     

  Master 57           

  Ph.D 1           

  Total 400             

Note: The mean difference is significant at the 0.05 level.  

 

 From table 4.9 the results reveal that there is a significant relationship at p≤ 0.05 in 

terms of “Perfectionist conscious”, “Impulsive/Careless conscious”, “Habitual conscious” and 

“Novelty conscious”.  

 Hypothesis 4: There is a relationship between education level and consumer decision 

making styles. 

  The  conducted in order to test the relationship between education level and 

consumer decision making styles the findings support H4 as it indicated a statistically significant 

relationship at p<0.05 level of significance in terms of “Perfectionist conscious”, 

“Impulsive/Careless conscious”, “Habitual conscious” and “Novelty conscious”. 
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  Table 4.10 provides the findings of Independent T-test comparing between 

international/domestic tourists and consumer decision making styles and results as follow: 

 

Table 4.10 Independent T-test comparing between international/domestic tourists and consumer  

      decision making styles  

Decision making styles 

International 

tourists 

Domestic 

tourists 
F-

value 

P-

value 
N Mean S.D. N Mean S.D. 

Perfectionist conscious 300 3.75 0.72 100 4.02 0.80 0.29 0.00* 

Brand conscious 300 2.95 0.66 100 3.17 0.80 9.76 0.01* 

Confused by over choice 

conscious 
300 3.86 0.65 100 3.70 0.79 8.98 0.06 

Price conscious 300 3.93 0.57 100 4.00 0.76 15.71 0.41 

Impulsive conscious 300 3.49 0.66 100 3.66 0.74 1.46 0.03* 

Habitual conscious 300 3.11 0.68 100 3.47 0.87 13.53 0.00* 

Novelty conscious 300 3.72 0.56 100 3.87 0.69 8.80 0.05* 

Remark: *indicated statistically significant difference p≤ 0.05 

 

 From table 4.10 the results shown that there is a significant at p≤ 0.05 in term of 

“Perfectionist conscious”, “Brand conscious”, “Impulsive/Careless conscious”, “Habitual 

conscious” and “Novelty conscious” and when compare the mean score it can implied that 

domestic tourists were more “Perfectionist conscious” than international tourists. (Mean value for 

domestic tourists =4.02, mean value for international tourists =3.75; p<0.05). Regarding to 

“Brand conscious” it was also found that domestic tourists were more conscious on “Brand/Price 

equals quality” than international tourists. (Mean value for domestic tourists =3.17, mean value 

for international tourists =2.95; p<0.05). As well as “Impulsive conscious”, it was found that 

domestic tourists were more conscious on “Impulsive/Careless” than international tourists. (Mean 

value for domestic tourists =3.66, mean value for international tourists =3.49; p<0.05). “Habitual 

conscious”, it was found that domestic tourists were more conscious on “Habitual/Brand loyal” 

than international tourists. (Mean value for domestic tourists =3.47, mean value for international 
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tourists =3.11; p<0.05). Lastly, in “Novelty conscious” it was also found that domestic tourists 

were more conscious on Novelty than international tourists. (Mean value for domestic tourists 

=3.87, mean value for international tourists =3.72; p<0.05). However, when comparing the mean 

value among these five consumer decision making styles, the highest mean of international tourist 

and domestic tourist fell into “Perfectionist conscious”. Nevertheless the mean of domestic 

tourists is higher than international tourists. 

 Hypothesis 5: There is a relationship between culture/nationality and consumer decision 

making styles. 

  The t-test conducted in order to test a relationship between culture/nationality and 

consumer decision making styles found that the findings support H5 as it indicated a statistically 

significant relationship at p<0.05 level of significance in term of “Perfectionist conscious”, 

“Brand conscious”, “Impulsive conscious” and “Habitual conscious” were accepted. 

  According to the results it can be assumed that Domestic tourists are more 

Perfectionist conscious, Brand conscious, Impulsive conscious and Habitual conscious than 

International tourists in their hotel selection behavior. 

 

4.6 Hotel information of tourists on hotel selection 

 The majority of international tourists 55.00% stayed at 4 star hotels, followed by 5 star 

hotels 27.33%, 3 star hotel 12.67%, 3.5 star hotel 3%, 2 star hotel 1.00%, 2.5 star hotel 0.67% and 

4.5 star hotel 0.33%. Meanwhile, the most of domestic tourist 37.00% stayed at 3 star hotel, 

followed by 4 star hotel 27.00%, 5 star hotel 19.00%, 3.5 star hotel 8.00%, 2 star and 2.5 star 

hotel are the same 4.00% and 4.5 star hotel 1.00%. 

 The summary for both international tourists and domestic tourists found that most of the 

respondents stayed at 4 star hotels (48.00%), followed by 5 star hotel 25.25% and 3 star hotel 

18.75%.  
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Table 4.11 General information of tourists on hotel selection 

 
International tourist Domestic tourist 

Frequency % Frequency % 

Type of tourists  - First visitor 

- Repeater 

257 

43 

85.7 

14.3 

74 

26 

74.0 

26.0 

How did they 

booked hotel 

- Hotel reservation/ 

website 

- Online travel agent 

- Travel agencies 

- Others 

37 

 

59 

172 

32 

12.3 

 

19.7 

57.3 

10.7 

55 

 

38 

1 

6 

55.0 

 

38.0 

1.0 

6.0 

Most important 

source of 

information 

- Hotel reservation/ 

website 

- Online information 

website  

- Travel agencies 

- Television 

- Magazine  

- Friend/relatives 

- Others 

28 

 

52 

 

153 

2 

1 

56 

8 

9.3 

 

17.3 

 

51.0 

0.7 

0.3 

18.7 

2.7 

37 

 

40 

 

 

 

 

23 

37.0 

 

40.0 

 

 

 

 

23.0 

Total (N)  300 100% 100 100% 

  

 From table 4.11, in terms of Type of tourists it reveals that most of the International 

tourist’s respondents were first visitor, only 14% were repeaters. Half of the respondents booked 

hotels by travel agencies, who were also the most important source of information for them. 51% 

of the respondents got information from travel agencies, followed by friend/relatives 19% and 

online information website 17%.  

 In term of domestic tourist’s respondents decision making when they selecting hotel, it 

shown that 74% of respondents were first visitor and 26% were repeater. Half o the respondents 

booked a hotel by the hotels reservation/website followed by online travel agents 38%. The most 

important source of information was the internet, 40% of respondents got information from online 

information websites, 37% got from hotel reservation/website and 23% from friend/relatives. 
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4.7 Important hotel attributes in hotel selection between international tourist and domestic 

tourist by using Comparing mean value 

 Further analysis was aim to find out what is the most important factor influencing 

consumer decision making on hotel selection when comparing international tourists and domestic 

tourists by comparing the mean value. 

 Table 4.12 below presents important hotel attributes that influence respondents when 

selecting hotels, the results show that most important hotel attributes for both international 

tourists and domestic tourists was “Cleanliness” (mean value for international tourists=4.53, mean 

value for domestic tourists 4.62). “Value for money” was the second most important hotel 

attribute for international tourists (mean value 4.32), meanwhile the second most important hotel 

attribute for domestic tourists was “Service quality” (mean value 4.23). The third most important 

hotel attribute for the international tourists was “Hotel location” (mean value 4.23) and “Value for 

money” was the third most important hotel attribute for the domestic tourists (mean value 4.19). 

“Price” was the fourth most important hotel attribute for both international tourists and domestic 

tourists (mean value for international tourists=4.19, mean value for domestic tourists 4.16). In 

terms of “Service quality” this was the fifth most important hotel attribute for international 

tourists (mean value 4.15), but the fifth most important hotel attribute for domestic tourists was 

“Facilities” (mean value 4.15), meanwhile “Facilities” was the sixth most important hotel 

attribute for international tourists (mean value 4.07) and the sixth most important hotel attribute 

for domestic tourists was “Hotel location” (mean value 4.02). Lastly, “Brand image” was the least 

important for both international tourists and domestic tourists (mean value for international 

tourists=3.15, mean value for domestic tourists 3.45)        

 From the results it can be concluded that a Hotel’s cleanliness is the most important hotel 

attribute for both international tourists and domestic tourists when selecting hotels. However, 

when comparing the mean value among international tourists and domestic tourists ti was found 

that domestic tourists were more concern about the Hotel’s cleanliness than international tourist. 
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Table 4.12 Comparing mean value of important hotel attributes among International tourists and  

        Domestics tourists 

Hotel attributes 
International tourists Domestics tourists 

N Mean S.D. N Mean S.D. 

Brand image 300 3.15 1.12 100 3.45 1.08 

Hotel location 300 4.22 0.61 100 4.02 0.68 

Service quality 300 4.15 0.62 100 4.23 0.63 

Facilities 300 4.07 0.64 100 4.15 0.64 

Cleanliness 300 4.53 0.56 100 4.62 0.51 

Price 300 4.19 0.57 100 4.16 0.61 

Value for money 300 4.32 0.55 100 4.19 0.65 

* Note: S.D. is Standard Deviation.  

            Variables ranking were base on mean scores measure on a Likert scale from 1 to 5 as from 1 (Not 

important at all), 2 (Not important), 3 (Neutral), 4 (Important) and 5 (Very important) 

 

4.8 Explore the relationship between consumer decision making styles and hotel attributes 

by using Correlation analysis 

 Pearson Product MomentCorrelation analysis is used to describe the strength and 

direction of the linear relationship between two variables and direction of the relationship can be 

positive or negative and the negative sign refers only to the direction of the relationship, not the 

strength. The strength of the relation can see from r value, high values indicate high relationship. 

Cohen (1988) suggest the interpret values of Correlation analysis as following:  

  Small r =.10 to .29 

  Medium r =.30 to .49 

  Large r =.50 to 1.0 

 This research used Correlation analysis in order to explore the relationship between 

consumer decision making styles and hotel attributions and the results as table 4.13 
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Table 4.13 Results of Pearson Correlation analysis between consumer decision making styles and  

      hotel attributions 

Consumer decision 

making styles 

Brand 

image 

Hotel 

location 

Service 

Quality 
Facilities 

Clean

liness 
Price 

Value 

for 

money 

Perfectionist conscious .202
**

 .161
**

 .287
**

 .278
**

 .161
**

 -.017 .010 

Brand conscious .590
**

 .171
**

 .337
**

 .236
**

 .228
**

 .051 .067 

Confused by over 

choice conscious 
.036 -.002 -.048 -.109

*
 .029 .181

**
 .129

**
 

Price conscious -.057 .062 .089 .089 .110
*
 .222

**
 .259

**
 

Impulsive conscious .223
**

 -.039 .001 -.068 .095 .173
**

 .151
**

 

Habitual conscious .420
**

 .063 .311
**

 .182
**

 .217
**

 .147
**

 .178
**

 

Novelty conscious .163
**

 .184
**

 .168
**

 .177
**

 .096 .105
*
 .093 

Remark: ** Correlation is significant at the 0.01 level (2-tailed) 

 * Correlation is significant at the 0.03 level (2-tailed) 

 

 Table 4.14, below reveals the summary of the relationship between hotel attributions and 

consumer decision making styles. Mostly all represent a low relationship, except for the 

relationships between Brand conscious and Brand image which indicated a high relationship. 

Brand conscious and Service Quality was indicated as a medium relationship as well as Habitual 

conscious and Brand image, Habitual conscious and Service Quality.  
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Table 4.14 Summary of Pearson Correlation analysis between consumer decision making styles  

       and hotel attributions 

Consumer decision 

making styles 

Brand 

image 

Hotel 

location 

Service 

Quality 
Facilities 

Clean-

liness 
Price 

Value for 

money 

Perfectionist conscious Small Small Small Small Small     

Brand conscious Large Small Medium Small Small     

Confused by over choice 

conscious 
      

Small 

(Negative) 
  Small Small 

Price conscious         Small Small Small 

Impulsive conscious Small         Small Small 

Habitual conscious Medium   Medium Small Small Small Small 

Novelty conscious Small Small Small Small   Small   

 

 The summary of the Correlation analysis between consumer decision making styles and 

hotel attributions was as follow:  

  Perfectionist conscious 

        In terms of Perfectionist conscious there was a low relationship in five hotel 

attributes, namely; brand image, hotel location, service quality, facilities and cleanliness. 

According to the results it can be concluded that when Perfectionist conscious consumers select a 

hotel they considered five hotels attributes as a important factors but not much.  

  Brand conscious  

       In term of Brand conscious there was a relationship in five hotel attributes 

namely; brand image, hotel location, service quality, facilities and cleanliness, the relationships 

are as follows: 

• Brand conscious and brand image were correlated in the same direction as 

a high relationship, this means that when Brand conscious consumers select a hotel they put 

emphasis on brand image as a high priority.  

• Brand conscious and hotel location were correlated in the same direction 

as a low relationship, this means that when Brand conscious consumers select a hotel they 

consider hotel location as an important factor, but not much. 
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• Brand conscious and service quality were correlated in the same direction 

as a medium relationship, it can assumed that when Brand conscious consumers select a hotel 

they think about service quality as a moderate important factor. 

• Brand conscious and facilities were correlated in the same direction as a 

low relationship and it can summarize that when Brand conscious consumers select a hotel they 

focus on facilities, but this is quite low. 

• Brand conscious and cleanliness were correlated in the same direction as a 

low relationship; the conclusion is that when Brand conscious consumers selecting a hotel they 

put emphasis on cleanliness but not too much. 

  Confused by over choice conscious 

       In terms of Confused by over choice conscious there was a relationship in three 

hotel attributes, namely; Facilities, Price and Value for money, the relationships were as follow: 

• Confused by over choice conscious and Facilities there were correlated in 

a different direction as a low relationship. This means that the more tourists were confused by 

over choice conscious consumer the less important the facilities.  

• Confused by over choice conscious and Price were correlated in the same 

direction as a low relationship and it can be concluded that when confused by over choice 

conscious consumer selecting a hotel they put less emphasis on hotel price. 

• Confused by over choice conscious and Value for money were correlated 

in the same direction as a low relationship and the conclusion is that when confused by over 

choice conscious consumer select a hotel they don't much consider value for money. 

  Price conscious 

       In terms of Price conscious there was a relationship in three hotel attributes 

namely; Cleanliness, Price and Value for money, The relationship between Price conscious and 

cleanliness, Price and Value for money were correlated in the same direction as a low relationship 

this mean that when Price conscious consumers select a hotel they consider Cleanliness, Price and 

Value for money as a less important hotel attribute. 

  Impulsive conscious 

       In terms of Impulsive conscious there was a relationship in three hotel attributes, 

namely; Brand image, Price and Value for money. According to the results the conclusion is that 
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when Impulsive conscious consumer selects a hotel they put emphasis on Brand image, Price and 

Value for money as important hotel attributes but not much. 

  Habitual conscious 

       In terms of Habitual conscious there was a relationship in six hotel attributes 

namely, Brand image, Service quality, Facilities, Cleanliness, Price and Value for money and the 

relationships were as follow: 

• The relationship between Habitual conscious and Brand image and 

Service quality were correlated in the same direction as a medium relationship, it means that 

when Habitual conscious consumer select a hotel they put emphasis on Brand image and Service 

quality as a moderate important hotel attribute. Furthermore Habitual conscious were correlated in 

the same direction as a low relationship in terms of, Facilities, Cleanliness, Price and Value for 

money. The conclusion is that when a Habitual conscious consumer selects a hotel they consider 

Facilities, Cleanliness, Price and Value for money as a less important hotel attributes. 

  Novelty conscious 

       In terms of Novelty conscious there was a low relationship in five hotel attributes 

namely; Brand image, Hotel location, Service quality, Facilities and Price. According to the 

results it can be summarized that when Novelty conscious consumers select a hotel they put less 

emphasis on these five hotels attributes.  

 Hypothesis 6: There are relationships between consumer decision making styles and 

hotel attributes in consumer’s hotel selection. 

  The findings partially support Hypothesis 6, there was a relationship between 

consumer decision making styles and hotel attributes in consumer’s hotel selection. 

  Summary of Correlation analysis 

       Regarding the findings above it can be summarized that in all seven consumer 

decision making styles “Habitual conscious” had a relationship in six of seven hotel attributes 

except hotel location only. Moreover it was a moderate relationship in two hotel attributes as well 

as a low relationship in four hotel attributes. Therefore it might be concluded that the “Habitual 

conscious” had the highest relationship between consumer decision making styles and important 

hotel attributes. 
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CHAPTER 5 

CONCLUSION AND RECCOMENDATIONS 

 This chapter concludes the overall findings of the research. The content consists of 

Conclusion, Discussion, Recommendations and Limitations and suggestions for the future 

researches. 

 The purpose of this study is to identify the consumer decision making styles in selecting 

hotels in Phuket by adapting eight dimensions of Consumer Style Inventory (CSI) model from 

Sproles and Kendall (1986). The seven dimensions were include “Perfectionists/high quality 

conscious consumer”, “Brand conscious consumer, Price Equals Quality”, “Confused by over 

choice consumer”, “Price conscious consumer, value for money”, “Habitual/brand loyal 

conscious consumer” and “Novelty/Fashion conscious consumer”.  

 The aim of the study is twofold:  

  1. To examine the relationship between personal characteristics and the consumer 

decision making styles. 

  2. To examine the relationship between hotel attributions and consumer decision 

making styles of the hotels in Phuket. 

 

5.1 Conclusion 

 The questionnaires were distributed to international tourists and domestic tourists who 

stay overnight at hotels in Phuket between July – August 2012. The main area to distribute 

questionnaires was at the Phuket International Airport. There were 400 valid questionnaires 

through a convenience sampling method.  

 The demographic profile of international tourists. It was found that the majority of the 

respondents were male (50.33%) and 31.67% were between the age of 35-44 years old. Most of 

the respondents 33.00% had monthly household income between $3,001-$5,000 followed by 

23.00%, $5,001-10,000. In terms of education level, the most of respondents 41.33% had 

bachelor degrees and 66.33% are married. 90.67% visited Phuket for pleasure/leisure and most of 

the respondents came from Europe. 
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 The demographics profile of domestic tourists. It was found that the majority of the 

respondents were female (59.00%) and 44.00% were between the age of 25-34 years old. 40.00% 

of respondents had monthly household incomes less than $1,000. Followed by $1,001- $3,000, 

32.00%. The majority of respondents had bachelor degrees (64.00%) and 49.00% are single. 

65.00% of respondents indicated that the main purpose for visiting Phuket was for 

pleasure/leisure. 

    5.1.1 Descriptive statistics of consumer decision making styles 

 Objectives 1: To identify the consumer decision making styles in selecting hotels 

  The majority of international respondents more emphasis on “Price conscious” 

followed by “Confused by over choice conscious”, “Perfectionist conscious” and “Novelty 

conscious” on their decision making in hotel selection in Phuket. These four dimensions can be 

defined as higher level than 3.67 on Five Points Likert Scale. The other three dimensions can be 

categorized as a moderate level, these are “Brand conscious”, “Impulsive conscious” and 

“Habitual conscious” 

  Most of domestic tourists were “Perfectionist conscious” followed by “Price 

conscious”, “Confused by over choice conscious” and “Novelty conscious”. These four 

dimensions can be defined as higher level than 3.67 on Five Points Likert Scale. The other three 

dimensions can be categorized as a moderate level; these are Impulsive conscious, Habitual 

conscious and Brand conscious. 

  International tourists and domestic tourists have same high level on four 

dimensions; these are Price conscious followed by Perfectionist conscious, Confused by over 

choice conscious and Novelty conscious and moderate level on three dimensions; these are 

Impulsive conscious, Habitual conscious and Brand conscious. Nevertheless most of the domestic 

tourist’s respondents tend to be “Price conscious consumer” more than international tourists’ 

respondents. 
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    5.1.2 Discussion and hypothesis testing  

 Objectives 2: To examine the relationship between personal characteristics and the 

consumer decision making styles 

 One-way ANOVA and independent T-test was conducted to test the hypothesis which 

aimed to examine the relationship between demographic variables and consumer decision making 

styles. The results of the hypothesis testing are as follows: 

  Gender 

       Hypothesis 1: There is a relationship between gender and consumer decision 

making styles. 

   Independent T-test comparison between gender and consumer decision 

making styles found that there was a significant relationship at p≤0.05 in three consumer 

decision making styles, “Perfectionist conscious”, “Impulsive conscious” and “Novelty 

conscious”. 

   From the results it was revealed that both male and female tourists tend to be 

a “perfectionist conscious consumer” when selecting hotel. However, Female were more 

perfectionist conscious than male tourists. In contrast, Rehan  (2012) found that males are  more 

perfectionists for their consumption style toward shopping behavior. In terms of “Impulsive 

conscious”, it was found that male tourists were more conscious on “Impulsive/Careless” than 

female tourists and females were more conscious on “Novelty/Fashion” than males. This was 

confirmed by Yasin (2009) that female consumers had amhigher score than male consumers on 

Novelty-Fashion Conscious. As well, Anic, I.D., & Suleska, A.G. (2010) found that female 

consumers appear to be Novelty-fashion conscious more than males. Lastly, Shahriar, A., & 

Vahid, M. (2012) found that female consumers were more fashion conscious consumers than 

male. 

  Age 

       Hypothesis 2: There is a relationship between age and consumer decision 

making styles. 

   The results show that there is a significant relationship at p≤0.05 in terms of 

“Brand conscious” “Impulsive conscious” and “Novelty conscious”. 
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   In terms of the “Brand conscious” findings indicate that the tourists who 

belonged to the 35 - 54 years age group were more “Brand conscious” than the tourists who 

belonged to the age group of 18-34 when selecting a hotel. In contrast Omar.W.M., et al (2009) 

found that consumers from 5 different universities, had the same consumer decision making styles 

which were “Brand conscious and Price equal quality” in their shopping behavior. Meanwhile 

Shahriar, A., & Vahid, M. (2012) found that Consumer at the age of 26-30 years old had a high 

degree for behavioral perfectionist than other consumers except consumers older than 35 years 

old while younger Iranian consumers are more variety seekers than older consumers.   

   Impulsive conscious, the findings indicate that the tourists who belonged to 

the 25-54 years age group were more “Impulsive conscious” than the tourists who belonged to the 

age group of 18-24 and above 55.  

   In terms of Novelty conscious the results reveal that the tourists who 

belonged to the age group 18-54 were more “Novelty conscious” than the tourists who belonged 

to the age group above 55. 

  Monthly household income 

       Hypothesis 3: There is a relationship between monthly household income and 

consumer decision making styles. 

   The results show that “Brand conscious”, “Confused by over choice 

conscious”, “Impulsive Conscious” and “Habitual conscious” showed a significant relationship at 

p≤ 0.05. 

   When selecting a hotel the tourists with income levels of over above $10,001 

tend to be “Brand conscious; Price equal quality” more than the tourists with income levels less 

than $1,000. Moreover the tourists with income levels of over above $10,001 tend to “Habitual 

conscious” than other age groups as well. This is also supported by Shahriar, A., & Vahid, M. 

(2012) who found that consumers with 600 – 900 US dollars monthly income are more brand 

conscious than consumers with under 300 US dollars monthly income. In other words, Wesley et 

al., (2006) indicated that no significant difference with the consumer decision making styles. In 

contrast, Boonlertvanich, K. (2009) stated that there is a different among income group and 

decision making styles. 
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   “Confused by over choice conscious” the results indicate that the tourists 

with income levels between $3001-5000 were the most “Confused by over choice conscious” 

than other age groups. Furthermore the tourists with income levels between $3001-5000 were 

more “Impulsive Conscious” than other age groups as well. 

  Education level 

         Hypothesis 4: There is a relationship between education level and consumer 

decision making styles. 

   The results reveal that there is a significant relationship at p≤ 0.05 in terms 

of four consumer decision making styles: “Perfectionist conscious”, “Impulsive/Careless 

conscious”, “Habitual conscious” and “Novelty conscious”. 

   The results reveal that the tourists tend to be “Novelty Conscious” when 

selecting a hotel and the tourists who had education levels between Bachelor’s degree and Master 

degree are more “Novelty Conscious” than the tourists who had education levels between High 

school and Diploma. This confirmed by Sirirak. A., (2011) who stated that the tourists who had 

bachelor degrees tended to be novelty and fashion conscious. In contrast, Wesley et al., (2006) 

stated that there were no significant differences between education level and consumer decision 

making styles. 

  Culture/nationality 

       Hypothesis 5: There is a relationship between culture/nationality and consumer 

decision making styles. 

   The results show that there was a significant relationship at p≤ 0.05 in terms 

of “Perfectionist conscious”, “Brand conscious”, “Impulsive/Careless conscious”, “Habitual 

conscious” and “Novelty conscious” 

   From the results it can be indicated that tourists tend to be “Perfectionist 

conscious” when selecting a hotel and Domestic tourists are more “Perfectionist conscious” than 

international tourist. This was also confirmed by Radder & Pietersen, (2006) who stated that 

Chinese, Motswana and Caucasian were represented in the same “Perfectionist” consumer 

decision making style. Meanwhile, Chen et al, (2009) state that Taiwanese students were more 

novelty, habitual and confuse by over choices than US students.  
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    5.1.3 Hotel information of tourists on hotel selection 

 This issue is related to Where is the hotel that tourist stayed while travel in Phuket? Next 

question is what type of tourist they are? How they booked the hotel? And what is the most 

important source of information when selecting a hotel? 

 The majority of international tourists 55.00% stayed at 4 star hotels, followed by 5 star 

hotels 27.33%, 3 star hotel 12.67%, 3.5 star hotel 3%, 2 star hotel 1.00%, 2.5 star hotel 0.67% and 

4.5 star hotel 0.33%. Meanwhile, most domestic tourist 37.00% stayed at 3 star hotels, followed 

by 4 star hotels 27.00%, 5 star hotels 19.00%, 3.5 star hotels 8.00%, 2 star and 2.5 star hotels are 

the same 4.00% and 4.5 star hotels 1.00%. 

 The summary for both international tourists and domestic tourist found that most of the 

respondents stayed at 4 star hotels (48.00%), followed by 5 star hotels 25.25% and 3 star hotels 

18.75%. 

 From the results it shows that when selecting a hotel, in term of International tourists it 

reveals that almost all respondents were first visitors and only 14% were repeaters. Half of the 

respondents booked hotel by travel agencies as well as this being the most important source of 

information for them, 51% of respondents got information from travel agencies, followed by 

friend/relatives 19% and online information website 17%. In terms of domestic tourist’s 

respondents decision making when they selecting hotels, it shows that 74% of respondents were 

first visitors and 26% were repeaters. Half of respondents booked hotels by hotel 

reservation/website followed by online travel agent s38%. The most important source of 

information was the internet, 40% of respondents got information from online information 

website, 37% got from hotel reservation/website and 23% from friend/relatives. 

    5.1.4 Important hotel attributes in hotel selection between international tourist and 

domestic tourist by using Comparing mean value 

 Further analyze was aim to find out what are the most important factors influencing 

consumer decision making on hotel selection comparing between international tourist and 

domestic tourist by  comparing mean value. 

 The findings represented important hotel attributes that influenced respondents when 

selecting hotels. The results shown that the most important hotel attributes for both international 

tourists and domestic tourists was “Cleanliness” (mean value for international tourists=4.53, mean 
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value for domestic tourists 4.62). “Value for money” was second most important hotel attributes 

for international tourists (mean value 4.32), meanwhile the second most important hotel attributes 

for domestic tourists was “Service quality” (mean value 4.23). The third most important hotel 

attributes for the international tourists was “Hotel location” (mean value 4.23) and “Value for 

money” was the third most important hotel attributes for the domestic tourists (mean value 4.19). 

“Price” was the fourth most important hotel attribute for both international tourists and domestic 

tourists (mean value for international tourists=4.19, mean value for domestic tourists 4.16). In 

terms of “Service quality” this was the fifth most important hotel attribute for international 

tourists (mean value 4.15), but the fifth most important hotel attributes for domestic tourists was 

“Facilities” (mean value 4.15). Meanwhile “Facilities” was the sixth most important hotel 

attributes for international tourists (mean value 4.07) and the sixth most important hotel attributes 

for domestic tourists was “Hotel location” (mean value 4.02). Lastly, “Brand image” was less a 

important hotel attribute for both international tourists and domestic tourists (mean value for 

international tourists=3.15, mean value for domestic tourists 3.45)        

 From the results it can concluded that Hotel’s cleanliness is  the most important hotel 

attribute for both international tourists and domestic tourists when selecting hotel. However, when 

comparing mean value among international tourists and domestic tourists it was found that 

domestic tourists were more concerned about the Hotel’s cleanliness than international tourists. 

    5.1.5 Explore the relationship between consumer decision making styles and hotel 

attributes by using Correlation analysis 

 Objectives 3: To examine the relationship between hotel attributions and consumer 

decision making styles of the hotels in Phuket 

 Correlation analysis was conducted to identify the hotel attributes that were important to 

tourists when selecting a hotel by using seven important hotel attributes as dependent variables 

and seven consumer decision making styles as independent variables. 

 The relationship between hotel attributes and consumer decision making styles, most of 

all was represented as a low relationship except in the relationships between Brand conscious and 

Brand image, which was indicated as a high relationship. Brand conscious and Service Quality 

was indicated as a medium relationship as well as Habitual conscious and Brand image, Habitual 

conscious and Service Quality. 
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  Hypothesis 6: There are relationships between consumer decision making styles and 

hotel attributes in consumer’s hotel selection. 

       The findings partially support hypothesis 6, there was a relationship between 

consumer decision making styles and hotel attributes in consumer’s hotel selection. From the 

findings can conclude as follow: 

   Perfectionist conscious 

    In terms of Perfectionist conscious there was a low relationship in five 

hotel attributes, namely; brand image, hotel location, service quality, facilities and cleanliness. 

According to the results it can be concluded that when Perfectionist conscious consumers select a 

hotel they considered five hotel attributes as important factor but not much.  

   Brand conscious  

    In terms of Brand conscious there was a relationship in five hotel 

attributes, namely; brand image, hotel location, service quality, facilities and cleanliness, the 

relationship were as follows: 

• Brand conscious and brand image there were correlated in the 

same direction as a high relationship, this means that when Brand conscious consumers select a 

hotel they put emphasis on brand image as a high priority.  

• Brand conscious and service quality  were correlated in the same 

direction as a medium relationship, it can be assumed that when Brand conscious consumers 

select a hotel they think about service quality as a moderately important factor. 

• The relationship between Brand conscious and hotel location, 

facilities and cleanliness, there was a correlated in the same direction as a low relationship and it 

can  be conclude that when Brand conscious consumers select a hotel they consider  hotel 

location, facilities and cleanliness as a less important factor. 

   Confused by over choice conscious 

    In terms of Confused by over choice conscious there was a relationship 

in three hotel attributes, namely; Facilities, Price and Value for money, the relationship between 

Confused by over choice conscious and Facilities there were correlated in difference direction as 

a low relationship it means that the more tourists were confused by over choice conscious 

consumer the less important facilities were. Moreover, Price and Value for money were correlated 
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in the same direction as a low relationship with Confused by over choice conscious and can 

conclude that when Confused by over choice conscious consumer select a hotel they put less 

emphasis on price and Value for money. 

   Price conscious 

    In terms of Price conscious there was a relationship in three hotel 

attributes, namely; Cleanliness, Price and Value for money, The relationship between Price 

conscious and cleanliness, Price and Value for money were correlated in the same direction and 

as a low relationship it means that when Price conscious consumer select a hotel they consider 

Cleanliness, Price and Value for money as a less important hotel attribute. 

   Impulsive conscious 

    In terms of Impulsive conscious there was a relationship in three hotel 

attributes namely; Brand image, Price and Value for money. According to the results the 

conclusion is when Impulsive conscious consumer select a hotel they put emphasis on Brand 

image, Price and Value for money as an important hotel attribute but not much. 

   Habitual conscious 

    In terms of Habitual conscious there was a relationship in six hotel 

attributes, namely; Brand image, Service quality, Facilities, Cleanliness, Price and Value for 

money and the relationship between Habitual conscious and Brand image and Service quality 

were correlated in the same direction as a medium relationship. It means that when Habitual 

conscious consumers select a hotel they put emphasis on Brand image and Service quality as a 

moderately important hotel attribute. Furthermore Habitual conscious was a correlated in the 

same direction as a low relationship in terms of Facilities, Cleanliness, Price and Value for money 

and the conclusion is that when Habitual conscious consumer select a hotel they  consider 

Facilities, Cleanliness, Price and Value for money as a less important hotel attribute. 

   Novelty conscious 

    In terms of Novelty conscious there was a low relationship in five hotel 

attributes namely; Brand image, Hotel location, Service quality, Facilities and Price. According to 

the results it can be summarized that when Novelty conscious consumer select a hotel they put 

less emphasis on these five hotel attributes.  



 80

    Regarding to the findings it can be summarized that in all seven 

consumer decision making styles, the results show that Habitual conscious had a relationship in 

six of seven hotel attributes except hotel location only. Moreover it was a moderate relationship in 

two hotel attributes as well as a low relationship in four hotel attributes. Therefore it might be 

concluded that the “Habitual conscious” had a highest relationship between consumer decision 

making styles and important hotel attributes. 

 

5.2 Recommendations 

 This research explores the consumer decision making styles in selecting hotels in Phuket. 

The findings reveal the consumer decision making styles in hotel selection, indicating consumer 

decision making styles among different groups of customers. As well as the relationships between 

consumer decision making styles and hotel attributes.  

 In the highly competitive world of hospitality this study may benefit this industry as 

follows: 

  First of all the hospitality industry needs to understand that tourists behavior is not 

certain, it always changes and hotels need to follow up on tourist trends. Therefore the findings of 

this research will help hotels to understand more about the consumer decision making styles when 

tourists are selecting a hotel and will help hotels to respond to target customer’s needs. This study 

found that both males and females tend to be perfectionists when they are selecting a hotel. 

Nevertheless, female are more perfection conscious than male. From these findings, hotels should 

put emphasis on female tourists who prefer perfect hotels to stay in. This study also found that 

tourists who had been aged from between 35 years and above were more “Brand conscious” than 

the tourists who had the age group of 18-34 years of age. Tourists with income levels of $3,001 

and above tend to be “Brand conscious; Price equal quality” more so than the tourists with 

income levels less than $3,000. From these results it will help hotels to focus on their target 

market and consider that these consumers prefer “Price equal quality”, best selling, advertised 

brands and brand named products. They believe that the higher the price of a product, the better 

the quality. 

  In terms of the differences of consumer decision making styles between 

international tourists and domestic tourists, the findings show that when selecting a hotel 
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international tourists tend to be “Price conscious consumer” meanwhile domestic tourists tend to 

be “Perfectionist conscious consumer”. From the results hotels need to understand that domestic 

tourists are consumers who are more careful and more systematic and also make comparisons in 

order to choose the product with the highest quality. From these findings the hotel industry should  

consider “how to provide perfection to the customer”. In other words international tourists are 

consumers who put emphasis on price or value for money, they aim to get the best value for their 

money and also they compare the products. 

  Furthermore this research also found that the “Hotel’s cleanliness” is the most 

important hotel attribute for both international tourists and domestic tourists when selecting 

hotels. Nevertheless, domestic tourists are more concerned about the Hotel’s cleanliness than 

international tourists. From these findings, hotels should consider the Hotel’s cleanliness as the 

most important hotel attribute. 

  Moreover this research would help marketing departments to offer promotions or 

create special events to prove effective at persuading guests to increase their length of stay or pay 

for additional services.  

  The last finding reveals that “Habitual conscious” had the highest relationship 

between consumer decision making styles and important hotel attributes. From these results 

hotels need to understand that there are Brand-Loyal Consumers who repetitively choose the 

same favorite brands all the time. They have favorite brands and hotels and form habits in 

choosing these. If hotels can make tourists impressed they will absolutely come back. 

  Overall, the researcher suggests that hotel operators in Phuket should not assume 

that consumers may have similar decision making styles. 

    5.2.1 Limitations and suggestions 

 This study has some limitations. Firstly, this study does not focus on different types of 

hotel. Thus, future research should attempt to investigate consumer decision making styles across 

different categories of hotel operating in Phuket to compare between different hotel products. 

 Secondly, as these research questionnaires were distributed by convenience which was 

selected to be at the Airport. Further research may use quota sampling of hotels.  
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 Thirdly, this study was conducted during July - August 2012 which is in the low season 

period. Therefore, future research should be conducted in the high season during November – 

April. If this is the case, maybe the results will differ from this study.  

 Fourthly, this research studied the consumer decision making styles only on hotel 

selection, therefore a future study might consider other sections within the tourism industry.  

 Lastly, this study was conducted in Phuket province only. Thus, further research may be 

conducted in other areas. 
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APPENDIX A :  Questionnaire (English Version) 

 

 
 

�Consumer decision making styles in hotel selection in Phuket� 
 

Dear Respondents, 

 I am studying toward Master Degree of International Program in Hospitality and Tourism 
Management at the Prince of Songkla University, Phuket Campus. As part of my studies, I am 
investigating consumer decision making styles in hotel selection in Phuket. 
 Kindly assist me by spending your time on completing these questionnaires. The 
information you provide will be kept confidential. 
 Thank you for your time and your valuable contribution to this research. 

Yours sincerely 
Ms.Witchulada Chaithanee  

 

 

Part I Personal information 

Please tick the appropriate box or complete the answer. 
1. Gender 
 �Male �Female 
2. Age 
 �18-24 �25-34  �35-44  �45-54 
 �55-64 �65 or above 
3. Monthly householdincome 
 �Less than $1,000 �$1,001-$3,000  �$3,001-$5,000  
 �$5,001-10,000 �$10,001 and above  
 



 90 

4. Education level 
 �High school  �Diploma  �Bachelor degree 
 �Master degree �Ph.D. 
5. Marital status? 
 �Single, Never married  �Married �Divorced 
 �Separated   �Widowed    
 �Others (Please specify ??????????.?) 
6. Purpose to visit Phuket? 
 �Pleasure/Leisure  �Business  �Visiting relatives and friends 
 �Health    �Meeting     
 �Others (Please specify ????????) 
7. What is your nationality?  
 Thai    Others (Please specify????????) 
Part II Factors in consumer decision making styles 

Please select the choice ranked from 1 strongly disagree to 5 strongly agree to describes yourself 
when select hotel to stay. 

In general how would you describe 

yourself when selecting hotel 

Strongly 

Disagree 

(1) 

Disagree 

(2) 
Neutral 

(3) 
Agree 

(4) 

Strongly 

agree 

(5) 
1. When selecting a hotel, I try to get the 

very best or perfect choice. 
     

2. My standards and expectations for the 
hotel I stay are very high. 

     

3. A hotel does not have to be perfect, or 
the best, to satisfy me. 

     

4. I prefer choosing the best hotel brands.      

5. The most advertised hotel brand is 
usually very good choice. 

     

6. The more expensive brands are usually 
my choices. 
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In general how would you describe 

yourself when selecting hotel 

Strongly 

Disagree 

(1) 

Disagree 

(2) 

Neutral 

(3) 

Agree 

(4) 

Strongly 

agree 

(5) 

7. The higher the price of a hotel, the 
better its quality. 

     

8. Selecting hotel to stay is not a 
pleasant activity to me. 

     

9. Staying at a hotel is one of the 
enjoyable activities of my life. 

     

10. I prefer to take my time when 
choosing a hotel to stay. 

     

11. Sometimes it is hard to choose 
which hotel to stay. 

     

12. There are so many hotels to choose 
from that I often feel confused. 

     

13. I look carefully to find the best 
value for money when choosing a 
hotel to stay. 

     

14. I am willing to spend time to 
compare prices among hotels in 
order to buy some lower priced. 

     

15. The lower priced hotels are usually 
my choice. 

     

16. I should spend more time deciding 
on the hotel I choose. 

     

17. I should plan more carefully than I 
do when I select a hotel. 

     

18. I usually select a hotel without 
hesitation. 
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In general how would you describe 

yourself when selecting hotel 

Strongly 

Disagree 

(1) 

Disagree 

(2) 

Neutral 

(3) 

Agree 

(4) 

Strongly 

agree 

(5) 

19. I carefully watch how much I 
spend when I select a hotel. 

     

20. I have favorite hotel brands which 
I choose over and over.  

     

21. Once I find a hotel I like, I choose 
it regularly.  

     

22. To get variety, I stay at different 
hotels and different brands. 

     

23. ItEs fun and exciting to choose a 
new hotel. 

     

24. I donEt mind staying at a hotel 
which I have never been to before. 

     

 
Part III Factors influencing consumer decision making on hotel selection 
Please answer the following questions regarding the hotel in Phuket whereyou stayed during this 
trip. 
1. What was the name of the hotel were you currently staying for the longest period during this 
trip? ................................................................................................................................. 
2. Was this your first visit to this hotel (mark the appropriate answer)? 
____1. Yes. 
____2. No. (How many times have you visited this hotel in the past? _________________) 
3. How did you book this hotel? 
 �Hotel reservation/website �Online travel agent (Agoda, Asiawebdirect, etc.) 
 �Travel agencies    
 �Others (Please specify????????.......................) 
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4. What was the most important source of information that influenced your decision in choosing 
this hotel? (Please select only one) 
 �Hotel reservation/website �Online information website e.g trip advisor 
 �Travel agencies  �Television  �Magazine  
 �Friend/relatives     
 �Others (Please specify????????.......................) 
 
5. How important were the following hotel attributes to you when selecting this hotel?  
Please tick the appropriate box. 

Factors 

Not 

important at 

all 

Not 

Important 
Neutral Important 

Very 

important 

1. Brand image      

2. Hotel location      

3. Service quality      

4. Facilities      
5. Cleanliness      

6. Price      

7. Value for money      

 
**Thank you for participation in this research** 
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APPENDIX B :  Questionnaire (Thai Version) 

 

677897:;< 
�HIJKLLกNHOPQRSTUVWXYZI[LHS\]^UTกNH_`aXกbcdePกUTVPYfgPQ]I_กhO� 

 

=>?@ABCDE97677897:;< 

 QSiPTกjN`PYklกmNXnIoUTHpQPLJHSqqN\b RNWNกNHVPQกNHกNHLHSกNHK`pกNHboXY_bcdng 
rfNgSbnN`PnRYW`NT^HSTbHs gSbnN_WO]I_กhO _TadXYQ[gnQSiPTกjN`PYbjNกNHklกmN_กcdngกPLHIJKLLกNH
OPQRSTUVWXYZI[LHS\]^UTกNH_`aXกbcdePกUTVPYfgPQ]I_กhO  
 QPYTPtTQSiPTVlYU^HoWX^gNrกHuvNboNTUTกNHOXLKLLRXLwNrK`pW[XrI`bcdboNTUf[rNVpxro
wIกTjNxJ_ZnKeHobcdUQ 
 WXWXL^uvbcdR`p_g`NXPTrc^oNnSdYK`pW[X^SQ_fhTWXYboNTUTกNHOXLKLLRXLwNr 

WXKRQY^gNrTPLwaX 
TNYRNggSyyu`QN xynzNTc 

 
8FGAH?I J KD9<CL8FGAEMGK9NBCDก>9ก677897:;< 
\JHQbjN_^HadXYfrNn √ UTKLLRXLwNrOoXxJTctONr^gNr_J{TVHSYfHaXONr^gNr^SQ_fhTWXYboNT  
1. _ek 

�yNn  �fqSY 
2. XNnu 
 �18-24 �25-34  �35-44    
 �45-54 �55-64 �65 WltTxJ 
3. HNnxQ[OoX_QaXT 
 �T[XnกgoN 31,000  �31,001-93,000 �93,001-155,000  
 �155,001-310,000  �310,001 WltTxJ  
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4. HpQPLกNHklกmN 
 �rPznrklกmN   �XTuJHSqqN  �JHSqqNOHc 
 �JHSqqN\b   �JHSqqN_Xก 
5. RwNT]Ne 
 �\RQ(xro_^nKOoYYNT)  �KOoYYNT  �fnoNH[NY  
 �KnกกPTXnIo   �roNn    
 �XadT| (\JHQHpLu ?????????..?????) 
6. gPOwuJHpRY^sUTกNH_QSTbNYrNbcdVPYfgPQ]I_กhOUT^HPtYTct 
 �_eadX^gNr_e`SQ_e`ST/ePกZoXT �OoXOoXzuHกSV  �_ncdnrqNOS/_eadXT 
 �RuW]Ne   �JHpyur/RPrrTN    
 �XadT| (\JHQHpLu ?????????..?????) 
7. RPqyNOS 
 �xbn    �XadT| (\JHQHpLu ?????????..????) 
8FGAH?I 2 PQRRM@H?I=ก?I@GกM7>CP677ก;>EMS8TAURK9NBCD7>TVWX 

\JHQOXLKLLRXLwNrOoXxJTctONr^gNr_J{TVHSYfHaXONr^gNr^SQ_fhTWXYboNT \QnกN
_^HadXYfrNn √ `YUTyoXYbcdOHYกPL^gNr^SQ_fhTWXYboNTrNกbcdRuQ 

^uvXzSLNnOPg^uvUTกNH_`aXก\HYKHrXnoNYxH 

xro_fhT
Q[gnXnoNY

nSdY 
(1) 

xro_fhT
Q[gn 
(2) 

_in| 
 

(3) 

_fhT
Q[gn 
(4) 

_fhTQ[gn
XnoNYnSdY 

(5) 

1. _g`N_`aXก\HYKHr iPTVp`XYfNOPg_`aXกbcd
QcbcdRuQfHaXOPg_`aXกbcdRrLIHvsKLL 

     

2. rNOH}NTK`p^gNr^NQfgPYWXYiPT
RjNfHPL\HYKHrbcdePกrcRIYrNก 

     

3. \HYKHrbcdxroRrLIHvsKLLfHaXQcbcdRuQกhbjN
Uf[iPTelYeXUVxQ[ 

     

4. iPTyXLbcdVp_`aXก\HYKHrbcd_J{TKLHTQsbcdQc
RuQ 

     

5. \HYKHrbcdrcกNH\~mvNrNกbcdRuQ Vp_J{T
OPg_`aXกbcdQc 
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6. KLHTQsbcdHN^NKeYกgoNrPกVp_J{T_`aXกWXY
iPT 

     

7. \HYKHrbcdrcHN^NRIYกgoNrPกVprc^uv]Nebcd
QcกgoN 

     

8. กNH_`aXก\HYKHrbcdVpePกxroxQ[_J{T
กSVกHHrbcdToNHadTHrnsWXYiPT 

     

9. กNHxQ[_W[NePกUT\HYKHr_J{TXcกfTldY
กSVกHHrbcd_e`SQ_e`STUTycgSOWXYiPT 

     

10. iPTyXLbcdVpUy[_g`NWXYiPTUTกNH_`aXก
\HYKHrbcdVpePก 

     

11. LNY^HPtYกh_J{TกNHnNกUTกNH_`aXก\HYKHr
bcdVpePก 

     

12. rc\HYKHrf`NnKfoYUf[_`aXกK`piPTrPกVp
HI[RlกRPLRT 

     

13. iPTrPกVpeSVNHvNXnoNYwcdw[gT_eadXUf[^u[r^oN
Kกo_YSTbcd_RcnxJUTกNH_`aXกbcdePก 

     

14. iPTnSTQcbcdVpUy[_g`NUTกNH_JHcnL_bcnL
HN^NHpfgoNY\HYKHr_eadXbcdVpxQ[HN^NbcdOdjN
กgoN 

     

15. \HYKHrbcdHN^NOdjNกgoNrPกVp_J{TOPg_`aXก
WXYiPT 

     

16. iPT^gHVpUy[_g`NrNกกgoNTctUTกNH
OPQRSTUVกPL\HYKHrbcdiPT_`aXก 

     

17. iPT^gHVpgNYKZTXnoNYHXL^XLrNกWltT
กgoNbcdiPTbjN_radXiPT_`aXก\HYKHr 

     

18. iPTrPกVp_`aXก\HYKHr\Qnxro`PY_`      

19. iPTVpeSVNHvNXnoNYHprPQHpgPYgoNiPTUy[
VoNn_boNxfHoUTกNH_`aXกbcdePก 

     

20. iPTrc\HYKHrbcdiPTyadTyXL�ldYiPT_`aXกePก
^HPtYK`[g^HPtY_`oN 
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21. _radXiPT_VX\HYKHrbcdiPTyXL iPTVpก`PLrN
ePก_J{TJHpVjN 

     

22. _eadXUf[xQ[^gNrf`Nกf`NniPTVp_W[NePก
f`Nกf`Nn\HYKHrK`pKLHTQsbcdKOกOoNY
กPT 

     

23. rPTRTuกK`pOadT_O[TbcdVp_`aXก\HYKHr
Ufro| 

     

24. iPTxroWPQW[XY_W[NePกbcd\HYKHrbcdiPTxro_^n
xJrNกoXT 

     

 

8FGAH?I 3 PQRRM@H?I<?9THYTZLEF9ก;>EMS8TAURK9NBCD7>TVWXUAก;>=L[9กH?IZMก 

กHuvNOXL^jNwNrOoXxJTct_กcdngกPL\HYKHrUTVPYfgPQ]I_กhO�ldY^uv_W[NePกUTHpfgoNYกNH_QSTbNYUT
^HPtYTct 
1. \HYKHrbcd^uv_W[NePกbcdHpnp_g`NnNgTNTbcdRuQWXYกNH_QSTbNYUT^HPtYTct^aX\HYKHr? 
???????????????????????????.     
2. ^HPtYTct_J{T^HPtYKHกUTกNHePก\HYKHrTctUyofHaXxro 

�Uyo  
 �xroUyo (bcdZoNTrN^uvrNePก\HYKHrTctกcd^HPtY? _________________)    
3. ^uvVXY\HYKHrTctQ[gngSzcxfT? 
 �VXYZoNT\HYKHr/_gLx�Os 
 �VXYZoNT_ghLx�OsHPLVXY (agoda, asiawebdirect eg.) 
 �VXYZoNTLHSmPbTjN_bcdng 
 �XadT| (\JHQHpLu ?????????..?????) 
4. XpxH_J{TKf`oYW[XrI`RjN^PqbcdRuQbcdrcXSbzSe`OoXกNHOPQRSTUVWXY^uvUTกNH_`aXกePกbcd\HYKHrTct 
(กHuvN_`aXกOXL_ecnYW[X_Qcng) 
 �กNHHPLVXYWXY\HYKHr/_ghLx�Os   �\bHbPkTs  

�_ghLx�OsW[XrI`XXTx`Ts _yoT trip advisor  �KrกกN�cT 
 �LHSmPbTjN_bcdng     �_eadXT/qNOS  
 �XadT| (\JHQHpLu ?????????..???????????) 
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5. ^uv`PกmvpWXY\HYKHrOoXxJTctrc^gNrRjN^PqOoXboNTXnoNYxHUTกNH_`aXกbcdePก?  
กHuvNbjN_^HadXYfrNn √ `YUTyoXYbcdOHYกPL^gNr^SQ_fhTWXYboNTrNกbcdRuQ 

X\]LMก^]_K9NV>N6>< 
`<F8a;XMb

=L@ 
`<F8a;XMb =c@d 8a;XMb 8a;XMbH?I8\S 

1. W;ZLMก^]eK9N67>ASe      

2. H?IEMfNK9NV>N6><      
3. X\]W;Zก;>7>Tก;>      

4. 8TIN9a;AG@XG;<8_SGก      

5. XG;<8_9;S      
6. >;X;      

7. XG;<X\D<XF;=NTA      

 
**K9K97X\]H?IUgDXG;<>FG<<[9UAก;>Ha;GTRM@UAX>MfNA?f** 
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