4‘ a d [ A A 1 v A A Y a A o
FoasHWUS Tadenanisearaninanenisaadula@enlduInisnwnusuves

1TANOUNSITIIANTIA UINUD1IUY 9NNl

Y A = [
ALY UNANHTA NANTN
MU VINIFIND

Umsanm 2560

UNAALD

a o g dydw s A = [ A 1 v Aa
ﬂ'li')i]ﬂﬂﬁﬁuﬂ?ﬁﬂﬂﬁgﬁﬁﬂl‘waﬁﬂ'ﬂ'Iﬂﬁ]ﬁ]ﬂﬁ')uuﬂﬂﬁﬂllNﬁ@]'ﬁ]ﬂ'liﬂﬂﬁucli]

Q

Y a { o v 3 1 a a 1 [ [ { 4
LaﬂﬂiﬂfﬂiﬂﬁﬁwmlﬁuﬂJE]QHﬂ“V]E]\?L“V]fJ’J%TN]N"]ﬂG] VIIUDTIUN ﬁ]\iﬂ')ﬂﬂ‘i%‘ﬁ Llﬁglﬁﬂﬁﬂ‘hﬂ

)

o v A

g { o J o 9 a . o ' '
ﬁﬁ]ﬁ]ﬂ‘ﬂ’lﬁﬂ'ﬁ@a’lﬂﬁﬁﬂj'luﬁllwu‘ﬁﬂﬂﬂ']fl'@']ﬂﬁuGlFflla@ﬂGlG]fiJiﬂTiﬁWﬂllﬁNﬂl@QUﬂﬂ@%ﬁﬂj

v a a ' o o { 3 9 9 1w ' o
F1IIANFIAUITLIUDIIUN i]\?ﬂ'gﬂﬂigﬁ Iﬂﬂlﬂﬂmﬂﬂvaﬂgﬂllﬂu’ﬁaﬂfl'uJi]'lﬂﬂQN@'J@ﬂ']\i MUIU

@ ' a s 9Y Y aa .
385 AU ’Jlﬂﬁzﬁ"llﬂlluaiﬂﬂcl“]fﬁi‘lﬁ Chi-square , t-Test ,fﬂiﬂﬂﬁ@ﬂﬂ’ﬂm&ﬂiﬂiﬁu%N@ﬂ’J

(One Way ANOVA) taza1 dulszansanduinsosiadreveaiiosdu (Pearson’s Product

v
ad @

9
Moment Correlation Coefficient) ﬁ?ﬂuﬂﬂ1u8€%1ﬂ@ﬂ10ﬁﬂﬁﬂi$ﬂﬂ .05 Nﬁﬂ?iﬁﬂ’kﬂﬂ\iu

9 ' (] a A 1 =
Q@]@‘ULL‘U‘Uﬁ@‘UﬂTMﬁﬁuﬂlﬁﬂJLﬂuLWﬂﬁﬂJﬂ U91YITHIN 21-30 1 apiunn

% o

= 1 @ =Y ~ = I~ a =\ dy a
ausa msanwiadluszaulsyanas dseneuomwuwinanuusym Wweaaglsil uay

k) = 1 A 1 [ 9 o o 1 [ Aa 1
i”lflulﬂmﬁﬂ@]@mﬂu@gigﬁ’ﬂﬁ $2,001-$3,000 ﬂﬁ{lﬁﬂ’JHJﬁ?ﬂﬂul@ﬂﬂfﬂfﬂﬂ‘ﬂNﬂﬁﬁﬁiﬂ‘ﬂuwaﬂﬂ

[
[ [ =

mM3deniinusy USNUeIUN Jrianszl Tagnmsdu egluszauuninounnay

A o D)

v A 1 (] { I Z

mmﬂﬁuﬂlmﬁaﬂmwmgm mammuaaumumu‘lﬁty mgﬁmrﬂuﬂsmm
A Ao ~ s o A ) o a A A1 QY g v o =
LaﬂﬂﬂWﬂﬂimﬂ‘ﬂiﬁ@iﬂ uaxmﬂﬂa ADNTOINNLUUUVIANSIAYTD mﬂ%mﬂmuwmwmaaﬂ
T A s YR A 1 1 . A = A o [ 9
ADAU 3,547 UN mﬂ,%maau 9 (A1®INT A1 Service BU) RAY 1,210 VIN VI TUIUIULN
[ = [ v % = <3 J v S Y 1 A A
NNLRAY 4 U I@Uﬁ]@\‘]N'IHGI’JLWIHGU'IEJ (mumnu”lcv@lmgmmnﬂ) HREITINNDOUNYIND

v Ao = 1 A o =

ATDUATI VITUIUAUNUINBOUNYITINNULRDY 3 AU

doyalateaIuyAnav0 BTN NOUNIIFIIA NS IANUANA NN UTHAAD NS

Y Q

De

(3 [ @ 1

a = Y a d' [ a 1 [ [ d' d‘ J Qd‘d

ﬂﬂﬁui%mﬂﬂﬁl%’ﬂiﬂWiﬂWﬂL!iNUil’Jm@TJHN WHIANITSY AU UNNDUNYIBIIANTIONUY
1 [ = v A A Yy a A o 1 o Y A

INALLONANNUY Nﬂ?iﬁﬂﬁu‘lﬂlaﬂﬂiﬂfﬂiﬂﬁﬂ‘wﬂLLill Lzmﬂmmu‘lumuﬂmaaﬂﬂizmmm

v o Y = 1 A v v o A A A @ w1 A
TOIND ATUYAAANUINDAUNYINIY FIATHOINNNLADN LASITZYISLIATNVUIND, UNNBIUNYD

A 1 o ~ v Aa A 9y a A o 1 v F)
NUBYLUANANNU 3Jms@ﬂauimaﬂﬂhmmsmwmsm UANANNNY AU szinn

a

¥1I919%19



A o Y @ 1 A 9 A o k) A 1 A Y
VoINWALSY Useinnvearioenin GI)"t’J\?“I/I'NTIGl‘]fﬂfNVIWﬂLLﬁJ ATHUANTNNINBDUNYINIY 57191

Y o A A A @ o A 1 A @ ' A 1 Aada
UOINNNADN TTYSININUIND HASITUHIUAUNUINBDIUNYIL,UNNDIUNYIFTIIATNFIONUY

[
S v

aounnuanaany InmsaaduladenlusmsAnnusy uana1aty aulsemnnueannn
v o Aq v A o ~ ! ~ Y o Y A
u3y Uszanuearioann ¥oIn 1N lgr0anwnusy yaaanuImeunedInle 3I1UIUATIN
a J Y v A A ~ o o ~ 1 ~
AUNINUIDIINI FIANHINNNEDN FLILIAINVIND UazIIUIUAUNNINOUNET,
Ly 1 l-ﬂ' J Qd‘d [ =2 J [ = v A A J a d‘ [
PANDUNYIFIANWIANNTLAVMIANHIANANNY Unsaaaula@enlsusmsnwnusy
' Y 9 A o ] o ~Aq Y A o ~
HANANNY AMULIZANVINWNUTN UIznNvearioawn yoananldaesninusy Yyananu
[ l-ﬂ' 9 o g’; l-ﬂ' a 1 Y [ d' A d' Y o
NUNYIAY IUIUATINAUNINIDIIU TIAHOINNNABN FTIZNIANVIND LAZIIUIY

~ 1 ~ Y @ 1 ~ 1 AdA = 1 @ =\ v A A 9 a
AUNUIMNDAUNYINWY, UDNDUNYIVTIATNFIOANUDIYFNUANA NN U NﬂWiﬁﬂﬁui%m@ﬂi%lﬁﬂﬁ

IS
N

w9 Y o Aq ¥ A o ~ ' A Y
LIN AN NNU muﬂ’izmﬂﬂlmﬁmWﬂ GD'@QV”QW%H%@QV]WT)N?N uﬂﬂaﬂu']ﬂ@\uﬂﬂjﬂjﬂ

'
1 =

Y o A A ' 9 = Y1 o A @ o A ' A
T1ATUBDNNDNLIADN ﬂ’li“]ﬁ]’lﬂ!ﬂaﬂ‘ﬂ FADIU FSYSLIATNUIND HASITUIUAUNUINDIUNY),

v
o ' S a 1

1 QA:;A:I dy (% = v A A Y a d' [ 1 (%
Unnoune I MNIANTIANUFemALana19nU ImsaaaulamenlsusmsAnnusuuana1NNY

Y A o A ' A Y Y o A A 1 QY A Aqyr o
muﬂszmmawwnuiu uﬂﬂﬁ‘ﬂlﬂﬂﬂﬂmﬂ’m%ﬂ FIATNDINNNLIADN ﬂﬂ%’mﬂmﬂﬂ‘ﬂiﬂf@]ﬂ?u

HAZIZOZIANUIND 1NN UNI¥1IANANTI1e Idmasaomountana1any imsaaaula

@

A Y Aa A 1 o Y A o Y Y 1 ~ Y
Lﬁ’t’)ﬂ1%°ﬂiﬂ1§‘ﬂ AUSN LANANUE AUUTLANVBINWNUSY UTTANUeIriaann GI)"EN’V]N‘Vﬂ%’

A o A v A Y Y o A A ! Y A Aq Y o
VNNNAUTY UAAANUINDIUNYIAIY 1A BDINNNLADN algnomasnlenelu uag

A o

JzoznANINND  egNldsd Ay ananTzaL .05

o o @

Fadenumsaaranianudunusnumsdaguladenldusmsnwnusuves

Y] 1 { 1 a a 1 [ o | 1 [ a [ d a
WNNouNgIB1IANTIA UINU1IUI IUIHIANTED WU ﬁ%%ﬂﬁ?ﬂﬂﬁ@]ﬂm“ﬂ/ﬂiﬂﬁ

v v A

= [ v A 3y a d' @ 9 1 Y ] @ [ ) [
UANUTUNUD ‘Uﬂ1i§lﬂﬁuﬁlﬁ]la@ﬂcl%ﬂiﬂ1iﬂ1/\lﬂl!ih ﬂWUﬂWGlGHEMEJG]fJ’Ju,‘]ji]*ﬂﬁlﬂ1u°lf’é)\1

o J v Aa A o Y Y

NINMIIaT U1 danudunusnumsdaduladenlFusnsninusy AuIIAT0INNAD

Q/ v A

A [ 91 1" W v 9 U a =\ [ J o A 9
Ay vaza 1¥919n0Iu Jodeaumsaaasunisaaia anuaunusnumsaaduluaenly
a d' w 9 Y 1 o g’/ d' a U Y q; 1 A U 9 l w
VINITNNALTNNNATU l’l,@l,!,ﬂ AMUIUATINAUNINUIDIIUN T1AHOINNADAU ﬂfl‘]f%ﬁl@l’é]ﬁu

v Jo

S2EZ AN tazduaunIMeune), JadedunszuIumMIuIMIUANUTNRUT AU

o a A Y Aa A o 1% ' Y1 1w ) A 9
ﬂ’l'i?‘]ﬂﬁuclﬂlaﬂﬂclclfﬂ5ﬂ’]§°|/]°WﬂLl§1] @’]uﬂ’]sl"]fﬂ’lﬂﬁf)ﬁu,ﬂﬂ%ﬂﬂ’luﬁﬂll?ﬂﬁ@uﬂ’lﬂﬂ’lw



o o

= [ [ v A =\ Y Aa zﬂ' [ 9 zﬂ' [ [ o Y
uanudunusnumsaaaulagonlFusnsnwnusy auszezaNunn daudeteaiusiai

o v A

v Y = o S A Y a A o
Llagﬂ"lﬁ]ﬂﬂ"l‘hll!ﬂﬂ1ﬂ5113J3Jﬂ:ﬂiJﬁllW‘Ll‘ﬁﬂTJﬂ'li@ﬂﬁuima@ﬂi%ﬂiﬂ’liﬂv\lﬂuﬁﬂ

o_o =
many: 7

Y]

15y, 1998N19M15Aa1A, WANDUNSIBIINIHA



Minor Thesis Title Marketing Factors Affecting the Decision of Foreign Tourists for

Accommodation Service Selection in Ao Nang, Krabi.

Author Miss Phudsadee Klangrak
Major Program Business Administration
Academic Year 2017

Abstracts

The purpose of this research is to study the marketing factors which affected the selection
decision of foreign tourists for accommodation service in Ao Nang, Krabi and is to study the
marketing factors which related to the selection decision of foreign tourists for accommodation
service at Ao Nang, Krabi by using questionnaires for collecting information from 385 example
groups, analyses the data by using A Chi-square statistic, t-test, One way ANOVA and Pearson’s
Product Moment Correlation Coefficient and appointed significance level of 0.5, the result is as
follows:

Most of the respondents are female whose age between 21-30 years old, married status,
Bachelor’s graduates, working as employee in company, European nationality and average
income is 2,001-3,000 USD. Giving importance to the marketing factors which affected the
selection of accommodation in Aonang, Krabi is in satisfying level overall.

In the part of selection decision of accommodation, most of the respondents have been
travelling here for the first time and choose to stay at Resorts and Bungalow with single bed. The
Average cost of accommodation is 3,547 THB per night and other expenses (meals and services)
average 1,210 THB. Duration of stay average 4 days, which made a reservation through sales
representatives (includes sales representatives’ websites) and travelling with family members
which average 3 persons.

Difference of foreign tourists’ background affected the selection decision of
accommodation as shown in following details; difference of foreign tourists’ gender affected to
the selection decision in types of accommodation, attached travelers, cost of accommodation and

duration of stay. Difference of foreign tourists’ gender affected to the selection decision in types



of accommodation, types of room, booking channels, attached travelers, cost of accommodation,
duration of stay and number of travelers. Difference of foreign tourists’ status affected to the
selection decision in types of accommodation, types of room, booking channels, attached
travelers, number of visit Aonang, cost of accommodation, duration of stay and number of
travelers. Difference of foreign tourists’ education level affected to the selection decision in types
of accommodation, types of room, booking channels, attached travelers, cost of accommodation,
duration of stay and number of travelers. Difference of foreign tourists’ career affected to the
selection decision in types of accommodation, types of room, booking channels, attached
travelers, cost of accommodation, average expense per day, duration of stay and number of
travelers. Difference of foreign tourists’ nationality affected the selection decision in types of
accommodation, attached travelers, cost of accommodation, average expense per day and duration
of stay. Difference of foreign tourists’ average income affected to the selection decision in types
of accommodation, types of room, booking channels, attached travelers, Cost of accommodation,
average expense per day and duration of stay. And this information has its significance level of
.05

It was found that the marketing factors that related to the selection decision of foreign
tourists for accommodation service in Ao Nang, Krabi are as following details; product and
service factors related to the selection decision for accommodation service in expense per day.
Booking Channel factors related to the selection decision for accommodation service in cost of
accommodation per night and expense per day. Promotional Marketing factors related to the
selection decision for accommodation service in all its aspects that is number of visit Aonang,
expense per day, duration of stay and number of travelers. Service Process factors related to the
selection decision for accommodation service in expense per day. Physical environment factors
related to the selection decision for accommodation service in duration of stay. Cost factors and
accommodation’s staff factors do not relate to the selection decision for accommodation service.
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