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Abstract

The purpose of this research was as follows: the marketing mix factors influencing buying
behavior in using application to research hotel and accommodation. 400 samples were selected
from participant who used to make a reservation through online application. Questionnaires were a
collecting data tool. The statistics techniques were percentage mean standard deviation, chi-square
and spearman rank correlation coefficient. Results showed that most participants were female,
age between 20-30 and work in private company. Their average income was 20,001-30,000 baht,
marriage and they graduated bachelor degree. They most had experienced to make a hotel

reservation through online application such as Traveloka, Agoda and Booking.com. They used the online

application 4-5 times/year. Hotel, resort and pool villa were most accommodation they have booked. Price,
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promotion and easy to book were the most factors to make a decision. They trended to book through

online application again. In conclusion, demographic factors and marketing mix related to the buying

behavior in using application to research hotel and accommodation.

Keywords: marketing mix, buying behavior
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