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Abstract

This research examines the following factors that affect the consumer’s decision toward
the hospitality business that hired aged service providers in Bangkok, Thailand (1)
consumer’s demographic profile (2) expectation of service quality (3) consumer’s attitude.
The author administered a questionnaire survey to 400 participants from the selected group
that had never experienced or receive the service from aged service providers in Bangkok,
a descriptive statistic and multiple regression was used to analyze the data. The results
discovered (1) demographic profile in gender, age, social status, degree, occupation, rate of
income, types of services and influencer all had no influence in consumer’s decision to
use the service from aged service providers in Bangkok with statistically significant difference
at 0.05 (2) the consumer’s expectation that received a service from aged service provider
in terms of physical, reliability, responsiveness, trust, emotional tangibility had an impact
towards consumer’s decision in receiving services from an aged service provider in Bangkok

(3) while the attitude and behavior have shown a positive results, however knowledge
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revealed to be negative with the consumer’s decision to receive services from aged service

providers in Bangkok.

Keywords: Expectation affect decision, Attitude affect decision, Aged service provider,
Hospitality business
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arunsla  AuwUsUsau SS Df MS F Sig

Tun1suslan

nsfn sgiengy 5.970 11 543 752 688
nelungu 280.783 389 722
5 286.753 400

91TN sevienay  15.276 11 1.389 1220 271
nelungu 442.704 389 1.138
e 457.980 400

selasieifiou sgiangy 17.660 11 1.605 1503 .128
nelungu 415.413 389 1.068
e 433.072 400

UAAREIBNENE  sewinangu 12,979 11 1.180 837 603
nelungy 548.278 389 1.409
5 561.257 400

ANWULEINAUINT FenIenqy 8.646 11 786 667 770
nelungu 458.266 389 1.178
5 466.913 400

N o

*ydAynNananszau 0.05

M15199 2 HANTIATIENAUNTTAANDLNVAMTENINAINEUTUSVDIAIUAIANTIUAZNNT

Y

fnaulaiadansuusnig

Unstandardized Standardized t Sig.
Aauds Coefficients Coefficients
B Std. Error Beta

(Constant) 2.772 201 13.798 .000
AUSNYULNEAIN 079 044 109 1.786 075
fuANuLdeie 047 050 061 923 357
AMUMSABUAUD D 087 040 130 2.186** 030
ATABINTI 029 049 037 599 549
supnulinds 050 033 080 1513 131
FuUNSDeInla

R? = .091 SEE = .331

*frfpdrAgyneadfnszau 0.01
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1NAIA 2 HaTATIEENUIY AnuAanislusenuieInugliusnisasie Usenaulume
AUANEAENIEAN FUANLNTRN A1uN1IRBVANBIaAINABINTT Auaulingle uay
AuN15f9dnla awnsaesutentsiukUsvesiklIny (Msdndulavesuslnatiaidensy

U3N5tugIRausnsiigliusnisgede luwadwminngannamung) lesevas 9.1

Y a 1

swdsauanuaanidlunsiazauiisninasdenisdadulavesiuslaaiadonsuusnisly

a d

snausMsnigliuinsasde luwadminnsannuviuns 6ail sudneaenanignmildnsna

»CN

san1sandulaiiveldonsuusnislugsiauinsniig iusnisaele lulansunnumiuas a1

[y

AUUsEANSIUAI 0.109 AszaudenI9a@d® 0.075 AUANNUILT NN AMUAUNUSLTIUINADNIT

a [

indulaiieidonsuuinistugsiauinsndgiiuinisasde lulwanannuviuas Ardudseans

WA 0.061 N52AULENI9@DH 0.357 ANUNITABUANDINBAINUADINISLAIUFUNUSITIUINABANS

v a

andulaiedensuuinislugsiausmsniddiuinisgede lulwansunnuniuas Ardudseans

v v

WAN 0.130 N5AUNEN19@dA 0.030 muaulIglatianudunusidsuinsenisanaulawiiasdan

Suusnislugsiausmsnigliuinisasie lulwansunnaumiues AduUseansiudi 0.037 Nsediu

Y

o

Won19adial 0.549 aunisiinfdnladianuduiusidauindenisdedulaeideniuuinislugsia

a YY) a

UINsniigliusnisgede Tuensannumuas ArdudseEnsiua 0.080 Nseautenieada 0.131

M19199 3 NANITIATIBTAUNMTARENVAUTENINAINFITUS v IirUARKAzN SRaUTlaLe

BansuusNg
Unstandardized Standardized t Sig.
Aauus Coefficients Coefficients
B Std. Error Beta

(Constant) 2.192 164 13336 .000
ANUBIAANLS ~.030 031 -.049 -.947 344
PuATIMGAN 163 042 217 3.904%* .000
pmgFnTsH 326 044 373 7412 000

R? = .242 SEE = .302

Y

*lydAyn1sananszau 0.01

NNENTIN 3 weseinudn vieruaRluseauietugiusnisadds Useneuluaie auesd
AL AUANNIAN AUNgANTIN dnansaeutensHuwUsvewUIAY (Msdndulaves{uilan

Wiakdensuusnistugsiausmsnilglvuinisg el Tuwedmiansamuniues) lnseuay 24.2
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muUsauviruaiseuslaaluusazsuiinadenisandulavesduilaaieiiansuuinisiu

g3nAuIMINIRIiUTNsgele Tuwadwinngaunnumiuas 69l Auesdnuiinanisausenis
andulaiaidensuuinislugsiauimsnilliuinisgeles lulwangunnuniues Ardudseans

v W a o

LUAN -0.049 NiszAutienneada 0.344 suauianiannuduiusidauindensdnaulaiieidensy

v @

usnislugsiavimsnidgliuinsasie lulwansaunnamiues Aduussansiudi 0.217 Aszaudl

= %

9adiA 0.01 Mungdnssuianuduiusidanindenisdedulaiveidonsuusnislugsiauinisid

a 1

AliUInsgede Tuansannumunas ArdudseEnsiuan 0.373 Nseauienieada 0.01

aAUsena

NninguIzasdd 1 ileRnwUszvnImanidiuyanafidnaienisdndulavesiiuilan iile
Fonsuuinnslugsiauimsifigliuinnsgeds lulwmnsammumiunswudn Ussainsmansdiu
yAnaYeILmauLU VAU LAty lifidviwaseonisindulavesifuslaailodensuuinislu
g3Rausmsfdgluinsgeielumnsammasnuas 1iun e ey Msnw aatunmmsdany

]

01dn Teldreiiou yanarlianina uardnuwargsiauinsiaans aeandesiuuuiAnves
fnseidy Rogouing 1Fos “msfnuitiadeduuszrinimant funginssuuilnauazdade
suduladnsziades mdvddidnnsedndfdnadonisdadulagvieUsyyansziniesesulat
(E-COMMERCE)” nam53dewuin deyauseuinsmans fu e 81y aanuanansa Auansng
fuflnarionsindulavieuszya wziniesesulatdilliunnsaiu wasdaenadosiy nou
naudamu (Social Categories Theory) ¥4 Defleur and Bcll-Rokeaoh (1996) flgfinisesune
011340 wgAnssudmyanaiamnanisideddusnuuszvnimans dsdnuuganagamnsneiuie
Tasuvsoonidunguld namde yarafisingnssudilndideadu fhazeglunaudsnuientu uas
Fululsnasdeniuinasluguuuuiindevielndifsaiu

Nninguszasdn 2 lefnwisziuanuaanisganmuinisvesiuilnaidnademsdadula
Fonfuusnislugsiaudmsfidiliuinsg sieluwangammamuas 99nn1sasunuin 91nAL
AanTanmAInUINea 5 ¢ Tiun dudnuagmanmenin fuanundefiovesnisuims
ATUNTIOUANBIRNBAINABINITTBINUILAA AuANlINgla wagaunsdnfdnla naveens
Fenuindumsmevaussieruiesnsiusuiidvinaiwindenisdndulavesiuilaade
msliuimagsiauimsitfliuinsasfoatondunsedgeioitedianaedadunisiin
wulsanansasnvemiin wiemnuisilunsuinisdin siliduslanaanieinfuiddlains
geisazannsadanisidesnsnovausiniuieanisisogamnzan nanAonuladigeioyiled

Aay
U

ﬁmﬂﬁﬁqﬁalﬁﬂﬁu%mi LA AUlAN I

[

agafaslid iusnenldleasdeliusnsunu

v a

danAd 03 uaIuTT8ve9 Kittiya Dawwiangkan and Ladda Pinta (2020) T8 3101533845 o+
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