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Abstract

This research aims to study 1) the behaviors of foreign tourists’ decision in using the service of
hotels in Phra-Nakhon, Bangkok. 2) the marketing mix affecting foreign tourist behavior’s decision in using
the service of hotels in Phra-Nakhon, Bangkok. Is a quantitative research. The instrument used in the study
is the questionnaire Statistics used in data analysis included descriptive statistics using Independent Sample
T -Test with One-Way ANOVA, Multiple Comparisons (Post Hoc Test)

The results of this research found that 1) The results of all of a personal data on marketing factors
that affect the behavior of the decision to use hostel services are not different. There was a significant
variance between groups at .05 level in all aspects. When analyzing differences in pairs. 2) foreign tourists
who decide to use the hostel mostly factors are price, people, process, place, physical evidence, product
and promotion at least. And the researcher suggested that the image of the hostel's decor should be
improved to have its own identity or one of the highlights in attracting the decision to stay at a hostel such
as Loft style or modern style for the benefit of being cost effective due to the current popularity of Vlog

make a review or take pictures about places to travel or stay. It considered to help promote the hostel to
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be more well-known. Should be checked and updated if the room or facilities are damaged every month
or every week. and should increase sales promotion, special price discounts for foreign tourists who stay

for a long time.
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nasnaasUa/manila)
5.05581MAlagsou/negluresin 3.35 0.923 Uunang
374 3.46 0.104 a4n
59uU238NIN1IAANANNATY 3.41 0.025 N
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NAN15ILATITHAULANANS TaeldadA Independent Samples Test
A15199 13 HANNTIATITITAIULANAIVDIALLULLRAIAIUUTLAUNINITARNAA U NAAN UNILUN
ANLULNAVDIUNVIDUNLIVIIAUIA

LA N X) SD T Sig.
Py 182 3.26 739

-957 339
N9 203 3.33 784

1NA15199 13 wudn Tnvieadfiersadanaidmaunndetuldldingfnssalunisdnduls
Fonldusmsleamaludnundnsneifiunndraiu
A5 14 NANTIATIERAINLANAIITBIALLULLRA BAILUTEAINIINSAAIAFIL S1AT SILUNANY
ATaiNYio eI IR

LA N X) SD T Sig.
Sigld 182 3.67 535

1.611 .108
AN 203 3.58 .550

PMNA159 14 wuin dnvieaiisnsasnadiimauandeiuldliingAnssalunsdaduls
Gonldusmsleamalususiaiiunnsieiy
A15797 15 HANNTILASIZRAIILUANANIYBIATLULLAA AU USEaNNIINITAaInRuEUTIA Juas
FOIVNINITIAT MUY SwunaLATasTnieaiien

LA N X) SD T Sig.
¥ 182 3.48 679

-597 551
AN 203 352 696

PNA15199 15 wudn Tvieadisrsasanadimaunndeiullldingfnssalunisdadula
Fonldusmsleamaludusuanufidauazsomnanissnsiefuansaiu
M151991 16 HANITIATITHRAMUUANAIVDIAZMULIRA BT ALY TEaUNIINITAAIARIUNNT dgLaSy
M58 SMUNAILIATEITNIB BRI STR

LA N X) SD T Sig.
218 182 297 680

737 461
N 203 2.92 733

ada !

PMNA1599 16 wuin dnvieaiisrinviesfisvissnaiiwawsneredulalddngdnssulu
mssnduladenlduinisleamalusunisanussiesiniiiondnuaifiunnseiy
ans1ed 17 mamﬁmwzﬁmmmeﬂ'wmaaﬂzLLuuLa?{sﬁja}%’adauﬂszaumqmsmmmé’wuqﬂmﬂﬁ
SuunmumAvetnvioL i IEn R

LA N X) SD T Sig.
BY 182 3.63 .636

1.111 267
‘V@ﬂ 203 3.56 .620

dl ! v 1 dl 1 Qd‘d 1 L 1 Y a U a
INANTNA 17 W dnvisaiieagseandnawansnsiuliladinginssulunisdagula
Wonldusmslaamaluiuypainsiuansiaiu
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AN5199 18 HANNTILATIEAIULANAIIYDIALLULLRASUITEAIUUTLAUNIINITHANNAIUNTLUIUNS
FILUNAUNAVDIUNVIDWANYIB1IANIYR

el N X) SD T Sig.
Mo 182 352 611

-.709 479
W 203 357 613

PNA15199 18 wudn Wnvieadienyasnafdmauandsiuldldfinginssalunisdnduls
Gonldusnisleamalumunsyuiunisliiansnanu
A15719% 19 HanFIeszdaLuAnsIveInsLuRas JattduUsTaIININISRAI AR U AN YR
MEATN SUMUNAINATTRYIB TR R

LA N X) SD T Sig.
gt 182 3.46 716

062 950
NI 203 3.46 733

d' | Y] a ' aada | ) vV va a o A

91nA1517 19 WU dnvisaieyaandmannaeiulilladnginssulunisanduls
danldusnislaawaluauaululunisinseRuurainrate Nkansenu

Nan1sAATIZIAMNULUsUS U IneldatR One-Way ANOVA

W3ULTgUALLANAIPUER LA NSANYT 9inTA 81y wazsiglanabiou wudndiay
LLMﬂﬁiﬂdaéﬂﬂﬁﬂaﬁﬁﬁmwaaaLﬁuiﬂaﬂdwﬂﬁ'}u Tunsaufilaan Sig. < .05 ARLIAIANULANAIID L]
LY o Qad‘ [ ) 4:1' a ' 1 < [ ad
WudAgynadanseau .05 agdmanlalumsgimanuuananadusiegdieds Post Hoc Test
984 Scheffe Wud1 dTuuguAnA19vianun 28 ¢ 31nTTeAuan AN SEAUNTANY YilnA
918 uazelasawau detadenanismaaynaiu

aAUsENa

nnmsAnudadadenammaiaiinadenginssuvesinvieniisryamsnilunisindula
Fonlduinsleawma luanszuas Smiansanmasnuas wuininviesfiearnanandadulald
uinsleamadrusnnidumeands Tanunmausa seiunisAnuegfissiuunaes drwanneide
agniniaylsy fleny 21-30 U uaziisglaviediousysening $601-$900 (Usganad 20,001-30,000
um) FungAnssulunsviesdisuasnsiedulaléuinisleama wuindnveadiervasmfdin
Tnginsidumevionfieansammamuesndian 12 ads uadldszsrnanfuneieaiien 1-3 fu
finguszasdlunmsidumaiievioniiod/sindeu enidumssuiuaseunsy/gnd Tasdiuannidn
uazlaeLAusvioufeluwamszunsinnou finsfuvndeyaifeiulsamaniudemaivled /33
Haduiiviliidonlduinsleamainniign e 51A1 lnefivasszozinanlumaidiin 1 Au §ne
Auimsiadereuiiesnin $31.33 Ynvisauflsrrdsnasianudesnisazndunnlivinisleama
Audgnadiuazdnaulafivsdumendunviesiisrluanszues Swdangunmamuns Snassly
ouan fudadomemanaeiisinasienninssuvesinviesiisrramnalunsiadulalduinisiea
walunmsaynsuegluszduann ((X) = 3.41) Wewsnamsesuuiniigade susia (X) =
3.63) S04 ABRIUYAAINT AU FTUNTEUILNTG Fuanuiidsuastemen1sintaung d1u
ANWUENINIEAIN ATUNEATUIN UaTAIUNITALATUNITVIEY ANUFY
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MnauAgriunsiuiadenemsmareiifinasenginssulunisdadulalduinisleaimaunn
iavolilnsusnadeyanisuszanseansvesinviondion wuin lduanseiu dalnnuasandes
sonuAduvesqursd Aduns (2561) TuhdeiSemainssuiuslaadifinasensinduladenldusns
fiwnuuuleama Twwnduaeidios Swimdesdnd wuidnvieafieryiadlimuddguas
daduladenliuinisloamanetadonsmsnaralususaminigawiioutu uideusnniae
Frumuhfiuusnstuiammeeniuiune lilifanuwnatuidasamssuasndousnan
e quisd Aduns IiAnvudmuintvieadisafineuuuuasuaudrusnnidutinvie adieauda
wiaines (Backpacker) wagilnfidnwegluvivylsy Tngymelsaziomfumanveaielussina
wnseuiileandelddeiiligunnuazgnineglunguiialauiea visiaeisdune (e1g 20-350)
IeTurunIsiiunviedien mmﬁwmwi’mG]mﬂﬂ’j’mfjuﬁuq 3@L‘flumqmaﬁﬁﬂviaqLﬁmﬂmﬁmma
Tunivglsudiumadnvioniisludsemalneduswauinaumanisinseidneiu Taoduly
AULUIAAUDY Kotler (1999) lananiliin diudszaunisnisnatn (Marketing Mix) ¥esduai lng
fugrusiduazdosdiuazaaldld 4 Usens 1dud windast a0 domenisdnsimine uagns
duasunisnain wiludagUulddnadudndan 3 Usznns iesesugsiaUszinnuinig
UsEnouse yaa1ns nsruILng uazdnuavenienim idwadensdadulalunisidenldui ns
yostinviouilen

LRIGHGIETE

nNsfnedatenenisaainfilinadengfnssuvesdnviesiierysalunisindula
wenlduimislaama luwanszuas Jminansunnuviuas fdeiiveiausuusly 2 A Nilnasenis
anaulatiosian fsil
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zdanalviddlaamaiesdiauiinuingadu uenandalsiiudssinnviesiniiesessuinvisuien
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