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Abstract

This research had two primary objectives: (1) to examine hotel service selection by tourists in
Kanchanaburi Province when classified by personal factors; and (2) to investigate the influence of service
marketing mix factors on hotel service selection by tourists in Kanchanaburi Province. Data were collected
from a sample of 400 tourists visiting and staying in hotels in Kanchanaburi Province using convenience
sampling. The research instrument was a self-developed questionnaire, which underwent content validity
testing by experts and reliability assessment. The statistical analyses included mean, percentage, standard
deviation, independent samples t-test, one-way analysis of variance (ANOVA), and multiple linear regression.
The findings revealed that (1) hotel service selection by tourists in Kanchanaburi Province significantly
differed based on the personal factors of gender, income, and education. (2) The service marketing mix
factors influencing hotel service selection by tourists in Kanchanaburi Province included place (b = 0.10),
distribution channels (b = 0.17), people (b = 0.13), process (b = 0.21), and physical evidence (b = 0.19). The
regression model accounted for 51.90% of the variance in hotel service selection and can be represented

by the following equation:
Y = 0.92+0.10X,%+0.09X,+0.17X5**+0.0X, +0.13Xs +0.21X*+0.19X; **
Keywords: Hotel usage, Service Selection, Service Marketing Mix
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NSAULUIAAUNISYINIAY

ya o

MNTNUNIUITIUNTIN UAa uflifeites fIdelddanagdidunseuuuifia dudiulssaums

a s a a A DY) a a a
N19MA1AUINITINN [9-11] LLaz‘UisqﬂmLLmﬂmLmﬂmLawqwgLﬂEJTZJmﬂUﬂ’liUimiLLa% 13NIUINTT AN [12-16]
Tail

nsidenlduinislsausuvesinveuiiedludminnigyauys [17-19] lagldnsauuuifnds
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2. 91y
3. SEAUATTANEN
4. 918w
5. 407UN W msdenldusnslssusivesinvisadion
6. swla v o o

Fawndangyauys

adunslalduinisdn (Repurchase Intention)

. - nsuansia (Word of Mouth)Aaanuduniusa
A2UUIZAINIINITARIAUINIS

wanAmal (Product)

n1swasule (Resistance to Switching)

#usIAn (Price)

fAutasn1n1sananvdie (Place)
funsdaEiunsaaIn (Promotion)
fuyaains (People)

AuANMNIZUIUNIS (Process)
fudnmwIndaun1Inien (Physical

Evidence)

AN 1 NFOUBLIAALUANSIVY

3. AAUNITIVY
Us29In5 WazA20819 Useunsuwarsiog 199 lalunisaneiasedl lawn dnvieafelvibnedibdiden

Y

3 PidglddmvuavunavesnguiiegelagiBnsmuiauunvanguiiegig

U

UIN5Lsausy 3-5 andtudawianigyauy
wuulinsuyszansves Cochran (20 ldduiiegnasiuam 400 au 1¥35msidendogrsuuuagain ilesain
nsidensetnainnuBangugs uazdidinlulsausuidunguiedisiiannsadfdslnensuasndoniiaslviniy
sile fifvannsaaeuaudeyaldviufiinuiae shlilonalunislddoyags waghidesselvngudmnedinaring
WnBULUUABUANIUAENAS

v

w3 adiafildlun193de dnvasiasosdenldlunsiiusiurudeyadmivnuideduidde wwuaeuaiy

P '
Y = <

(Questionnaire) fifiTeasrsdun ioldlumsuansmuAndiures nsudswuuasuanniu 3 dw Ao

il 1 feyaduyanavesimeunuuasuny dnvuzdannduuuuidennau (Check list) Iifisadney
WiEd LA 918 d01unI N15An® 81T wazsela

ddt 2 madenlduinmslsusuvesineadesludmianigauyi SidTausznevlude anudslaly
V33T (Repurchase Intention) N15Uan#e (Word of Mouth) warAuduIuRenisiUasula (Resistance to
Switching) 111 12 Fefanudunuy wuvaauanuLuusnsaIuUsEiiuai (Rating Scale) Tnenduminudsuan
e Inglineuuuuasuanudennaumuanuiiu InefiseauanudiAgy 5 sziu

il 3 feyaieafuduszaumenisnainuins S1uu 7 du Yszneusie suaaud fusien fu
YDININITTATIVUIY ATUNITARATUNITAAIN ATUYAAINT ATUNTEUIUAIT BAZAUAEAIN 53U 21 U8
LUUERUALLUUINAsEILUsEEUA (Rating Scale) Tneifufanandeuiniimun InglvigneuiuuasunuiFenney

muAniu InedlszAuaiuddny 5 seau
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1. Ainwuinfn noufuaziniesdensifeiifstestuiadodulszaumanisnainuinig Afuasenis
Fonliusnslssusuvesinvieaiioludminnigauys waznuddefiiedoes

2. AmusveuwanazlasiairsuuuasuaLitelinseunquAuR WU fvuslagddunisuineify
0TI wieuisiinsmmauasudly

°

3. dhsvvasunuiai Ul Ul wedygy 911U 3 918 WeRTIRE0UANATNANNATITNILEM (content

0] 17

validity) IoNATUIANNEDAARDITOIUDAINILTENINLUDWNETLUB AT DILBUALIUDMNETEURITDINAN YT

'
=]

a thuvvaeumiiueunsadadomlunaaoudanudies funquitliladaedns Idungfdentduims
Tssusuvestinvioufierludminuasusy $1uau 30 18 emdemdariaseuunn (Cronbach's alpha) funen
Lyitlendn 0.70

5. dhwadilfunusulguasiuuuasuauatuanysal dmsvanldlunmsnunadeyaluniside wans

Usgiliuamuninvesaiedioanunsadnaualilunisai 1

M19199 1 HANSNAFBUAMAINVBIAATDIID

AMUATI AMUiBs
1. fruannud 0.67-1.00 0.72
2. PUIIA 0.67-1.00 0.80
3. ANUBBINNATINIINUNY 0.67-1.00 0.72
4. AUMTENLERNNITAAN 0.67-1.00 0.73
5. AMUYAAINT 1.00 0.77
6. PIUNTLUIUNTS 0.67-1.00 0.84
7. PUNEATN 0.67-1.00 0.71
8. mnusalaldu3nisen 1.00 0.80
9. NMFUBNSID 0.67-1.00 0.78
10. s uusensdsula 1.00 0.76

HaNSITENUTILUUERUaLd RN iEweTaz i udaya
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3. ATIIADUANINANYTAILAYANYNABIVDIUUUADUNILAUATY
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4. NaN133Y

dufl 1 nan1sAezideyadauyana wuin Wumandanniign $1uiu 167 au evas 55.67 01y
21-30 U nfiga 11U 262 Au Fovay 87.33 Tanuzlamnndign S1uau 227 au Jevaz 75.67 dszdunisinm
Tususiseu@nuineuduinniian $1uau 227 au fovaz 75.67 flordwinFeu/dnfnwiuniign S1uau 194 au
Foway 64.67 I37eld Uosndn 5,000 UM F1UIU 138 AU Foeaz 46.00

daufl 2 wannsAnenisidenlduinislsausuvasinvisuiten idevinnsfnwinisidentduinslsausy
vostinvieaiir veanguiaogsUsznouie mauddlaliuinisdn (Repurchase Intention) lésumsussdilusedy
wn Tasianzedaddludsud “anusulafisgldvinmslsusuuisdsnlnglidosfiansulsausudu” ¢¥uns
Ussiuluszduann fanade 4.23 uasfindudoiuumasg it 0.75

n1suense (Word of Mouth) li§unisusziiiuluszduann Tnslanzensdsluyssidiu “drmdnduuali
azuvsiutszaunsaififiieafulsusutundedsenooulat” sumsussdulusedunn Seade 4.44 uasiia
drudoauumasg ity 0.53

AuAuuen1siUasla (Resistance to Switching) te§unisuszduluszduuin Tnsianizegnadsly
Uswidtu “aruddnuniutulswsuwsistinnauliesndsululiuimslsusudu” dsunsUssdulussdunnn §
Al 4.18 wagdaaudenuunnsgrumiiiu 0.66

dauit 3 nannsAnwimadenliuinisTsausunuiadvduuszaumanisnatn 7P’s {idoviauenanis
Arssitadomanisnaialunmaidenlivinislsausu Tagldanud fovas Anade wazdrudouvuinnsgiu dad
Fnuduan 33 4o a7 Hade Tdud 1. aeudl (Product) 2. 911 (Price) 3. nsdnsune (Place) 4. M
dua3un1snana (Promotion) 5. yaAa (People) 6. danwuen19n18AIN (Physical Evidence) 7. n3gUIUN1T
(Process) fis1wawi8un feil

1. Yadfuannui lnssmdanuddydonisdenlduinislsusy Tudmianigauy3 Tuseduun
Tnelanzagns vinaumariinilsausy Faduiadedliuimslianuddoygean frads 4.43 uasiidrdudsau
WINTFIUNAU 0.65

o ' A =

2. Yadedusen lngsaudanuddgsienisideniiuinisisausy Tudwinnmgauys lussdvunn lnganig

o

'
o P a

9819 dnsAvainlmInzaniuaunmkaru3nis Jaduladedlivinsinnuddnygean daade 4.43 uaed

q

o = Y
ANFIULUYAUUNINTZIUNINIAY 0.66

3. Jadeinuteaniinsindmiie lngsiiinnuddgsenisidentduinslsausy Tudwinnigyauys Tu

o w P

sgiivann lneanzegns eglnduvawioniien Faduladegliuinislinnudidyagn Sauade 4.50 wagdadi

WeauuaInsgIuvinny 0.64

o o ' N = 1Y

4. Yadedunisduaiunisnainlnesaudanudidgronisdenldusnisiswsy Tudwminnigauys lusedu
un Tnglamzegns dnsueuvesiiszdnisle Check-out Faduiadeilivinisliniwddygean faade 4.39
wazdlidudoauusnasgusintu 0.68

5. Yaduauyaains lnesiudanudrdgsonisidenldusnislsusy Tudwminnigyauys Tusedvuin
Taglamzegis winnuussmeazen Gouies Sududedefliuinslimuddygean fAade 4.43 uazdardon
\Deauumsguwiniu 0.63

6. Uadusunszuiuns Wnesaudianudrdgsenisdeniguinistswsy Tudminngyauys Tussduuin

e g

lngtanizegny winmuivdu Anduldedns gndewazsings JuduladedlduinishinnudAyacan danede

4.45 wazdlAdnlosuuansguinny 0.64
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7. Yadesunmenn lnesaudanudrdgdenisidantduinisisausy Tudwinnigauys lussduuin

o =

lngianizegne Snuiininwandadutadeflduinislianudfygegn daede 4.51 wasdardrundoavu

MIFIUYIU 0.63

'
=

duil 4 n1sdenlduinislswusuvasiinvieaiien Jmdanigauys Wadnuwunaudadediuynna
W39 Msidenlduimsiswwsuveninvieniioy Fwdangyauys Weduunaudadediuynna laglinig
VRO ¥MIFINUIBATEARINGY |aTNITIATIEIANNMUTUTINMUUMAAEY SeninusBassaoinguiuly

Tnsnanisivelasadl

M19199 2 nsiFenlduinislswusuvestinviesiies Jmianyauys Wedwunaudadudiuynna

-

2 A
= ﬂg =
c @ c
c & [
2 = i =2
s 2 &2 & 3 £
] i} g @ » @ b @
AnuAdbalgusNIsY v x v x x x
A1SUBNGB v x v x v x
ANUAUURBNsasule v x x x v x
taseidenasonisidanldusnis v x v x v x

v fanuuansnsegnadifeddymeadn % linuemuwandiseensditudifynieaa

913197 2 asulddnnisidenlduinislsausuvesinvieniien Jawdaniyauys Weduunaudaiudiu

]

o o aa

yAAa Auwne s1elaraifou warseAunsAne aslinnuuandaiuegedidudAynieada

aeudl 5 Anwidadedaulszaumanisnaiauinis iinadenisdenlduinisTsausuvesinisadienly
JmIANIYIUYT

Han1snaaeudymanisidunsasiudany wuildddudsdassglalinnuduiusiuiuiosas 80 auiin
Jamnnzdunsesaundang ilianunsathunilesgvonaeenils (Anwdnsnavesdadvdiuuszaunianisnain

Usnisrensideniduimslssusuvesinvisaietludaminnigauys ) @annsed 3

M19199 3 Jadarudszaunnansnalnuinig ilikasensideniduimslssusuvesinvieaiedludminnigauys

B SE Beta t sig
(Constant) 0.92 0.26 3.50 0.00
1. ¢uaanudl 0.10 0.06 0.11 2.08* 0.04
2. ANUTIAN 0.09 0.07 0.11 1.30 0.20
3. AUYBINNTIA 0.17 0.06 0.22 2.92%* 0.00
q. ﬁmmidm%mmimmﬂ 0.04 0.07 0.04 0.55 0.58
5. AUUAAINT 0.13 0.06 0.18 2.27* 0.02
6. AMUATEUIUNIS 0.21 0.07 0.23 3.88** 0.00
7. AUAEAN 0.19 0.05 0.25 3.91% 0.00

R’= 0.519
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Jadudrudszaunamsnainuinis Ninasanisiienlduinmslswsuvesinvisaiiedludwminnigauys

Usznouluie auan1uil (b=0.10) Autemansiadmie (b=0.17) Muyaains (b=0.13) AUNTEUIUNT

(b=0.21) wag MuUnEA N (b=0.19) FUNSUSIUIINITNEINTAISI8AE 51.90 Lara1unsaleuaunislasadl

Y = 0.92+0.10X,*+0.09X,+0.17X;**+0.04X, +0.13Xs +0.21X,**+0.19X, **

5. a9U afusena uasdaiauauuz
5.1 d5U uazadusemna

~ oA

1. nsidenidusnislssusuvestinvieaiiss Jawdanigauys Wedwunautadudiuyana e sl

3

AOLADU LAz IZAUNITANE) AxdAuLANA1i U TtsdIAYNINEDR Nan1TITEAINAITADNARDINUNUITEVDS
Supatra Inthasuwan [21] Fsnw daudszaumsnisnainuinmsuagmsuimsgniduiusiidsuase msdndule
doninlssusuvesinvieadieludmiagums wan1sidenudn mefaduladeninlswsuvesinieaiealudmin
UNT uANAiuIY e s1elaradieu uarsERuNMIAny AwinuwnnaeiuegitudAyn1Eia

2. Yadudutszanynamsnanauinig Mnasonindenlivinslsusuvesivioadioluiminniauys
Usznouludie Fruanuil dudesmisnsdndiving duyaaing fMunszuiuns ua Funieamm wan1side
fnanazaenndeaiuauideues Supatra Inthasuwan [21] inuintededifnasenaideniiinludminvunsas
Usznouludie duaniuil dudesnanisindimine dunisduaiunisnain fuyaaing fMuNsEUIUNIs wae
FuNEAM Lazdiaennd et uuITeues Chawarit Yosrikun [22] 3sf@nw Tafnwiladedifnadenisideniin
Tssussluwafiufiviondisamsssuralufmiauassndu sansidenuin fusiiaiids dunssuiunisuing
Frusian dunsdaaiunisnain aidninasonisideninlsustluwaiuiivead sanssssumaludmie

YATIIVEU

5.2 daiauauuzluniside
1. mssdenlduinislssusuvestinvioniien Jwmdanyauys Wedwunmuladediuyana sume sele
AoLaY karTEAUNISANY zlianuuansieiy fslunisdaasunsiuuikasyiulsausnisiswsulvaenndasiu

o '

nguidmnenadadediuyanaiedanudidny vihsauneds Wy nmaieadisauissemalng (mvn) aas
atvayulidUsznounisisasuludmianigauys Ysunagnsaiuniseaiaiaznisusmshiimnzauiuaiig
Fosnsvesnguiinviesilefiuandnafuname 51616 uazsedunsing

2. masgasiinisatuayudauleuiy wu Junuatuayu n15eusy w3 ednsusyleyinienid dmsu
Tsausufiddugshonuundn “msnamamznay” W sausudmsvindummdgediy Tsusuuundsevdn
dwsuiinfnwviediiswlives Wudu

3. msfiuleunsadvayunslid ed dvalunisssnduiuslsausuludmianigauylvinouland
nauinesg 9 deiiuanuaninsalumsuisiunasnsdhdanguinvesiisiangmeegsiiusyaviam

4. whenuniasguasiiosdumsiulsuisnunuiadiesuariuiivieaiisafid edenisammulufiui i
Snvieadieniion wu Induvawlondiorddny wieusnaimihiserimaunwasai ieiiudneainees “dm

anui (Place)”
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5. msduleveaivayudusznoumslssusulidngssuuunanesuidna wu vivledeedlsausy uey

NAATUNITVIBWNED SINDITNDUSULALINU NI5USHN5VRINIUNY (Distribution Channels) Wiatindednviaaiiedla

2E19NI VAL ALAINDITU

6. msfiulsvwaivayuiusznaunislsssubiidigszuuunannesuiiia wu Viuledaeddsusy wey
nAadun1svieaied SuddneusNgItu NMsUIMSTeIn1av1Y (Distribution Channels) liveid1fstinvieuiieale

9819NI9UNAT AYAINDITY

7. mesgarunsasiudvauaulswsuluiesiudaigiionwinisuinsiiluninsgiu wu Junounis
Wndudaend ntiszu mslideyaviesdieluiiui wWeliineuadniauslunisuinmsuaraiisUszaunisal

nAwAtinvieaied
8. aualvduinsnisduaiulilssusuimunsudnualaeuen-nieluliazenn vivade Yaoasds way
dzvioudndnualvieadu 1wy nsnnusiseiausssulnevseiudunMyauys suidndnsmunielraudenande

AUALIIUIUTUIANAHAZIANTIFBINTUSUUS
5.3 daiauauuzdmiunsidelunsssialy
1. M3viiduasewislumsinideidnaunm ieveelununuanuinlaannsidelalsun Inetdnaain

mMAdedssnaludusnmadunismaneu wiemnagnsseneuuiniensidentduinmslsusuvestinviewdien

Tudsmianigyauys
2. msiinsdnuniudiidnlddnudedu mnnieniuludgniaduinveades
3. {iaulaoravhmsiUeuidisulnenseuwnfndediu wiiuludwminsg q Tuweniasgfuan iWedine

Tudausguiieu

6. 1@NEH1591994 (References)

[1] Cholthicha Techawatcharamongkol. (2016). Decision-Making in Choosing 5-Star Hotel Services in Hua
Hin District, Prachuap Khiri Khan Province. Master's thesis in Hospitality and Tourism Industry

Management, Bangkok University. (In Thai)
[2] Ruangporn Nucharoen. (2019). Strategies for Successfully Selling Life Insurance. Bangkok: Silpakorn

University. (In Thai)
[4] Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson Education.
[5] Nuntana Ladplee (2021). Cultural Landscape of Hot Springs Toward Health Tourism and Recreation in

[3] Kotler, P. (2000). Marketing Management, (11th ed) United States of America: Pearson Education, Inc.
Kanchanaburi, Thailand. Journal of Innovation and Management, 6(2), 158-174. retrieved from

https://s003.tci-thaijo.org/index.php/journalcim/article/view/252739 (In Thai)
[6] Dai, C., & Suo, L. (2024). The Influence of 7Ps on Brand Loyalty of Elderly Tourists in Hunan Province of

China to Travel Agencies Operating Tours into Thailand. Journal of Modern Learning
Development, 9(12), 156-171. retrieved from https: //s006.tcithaijo.org/index.php/jomld/

article/view/275886

[7] Peng, Y., & Boonyanmethaporn, W. (2021). 7Ps theory of service marketing innovation: A survival
strategy for hotel sector post Covid-19 in China. Journal of Tourism, Hospitality and Culinary Arts,

Al funsimunegegadulugafavia 5.0




FQEDR N15UTEYNIVINTIZAULIA ATIN 17 WM INeaesviguAsUFL 934

s 3 - 4 nIngAY 2568

13(3), 110-127. retrieved from https://ir.uitm.edu.my/id/eprint/67613/

[8] Yoga, I. A. M., Made, B., Wayan, A. I, AAP, W., & Suryawan, A. (2020). Improving the Marketing Strategy
Into 7PS+ for Sustainability: A Study of Bali Tourism, Indonesia. Russian Journal of Agricultural
and Socio-Economic Sciences, 104(8), 15-23. DOI: 10.18551/rjoas.2020-08.02

[9] Jantima Rakmuncharoen. (2015). Factors Influencing Thai Tourists’ Decision to Choose Hotel and
Resort Accommodation in the Economic Area of Mae Sai District, Chiang Rai Province.
Independent study, Master of Business Administration, Faculty of Commerce and Accountancy,
Thammasat University. (In Thai)

[10] Chonlakan Thanathan. (2008). Passenger Satisfaction toward Services at Suvarnabhumi Airport.
Master's Independent Study, Master of Business Administration, Faculty of Business
Administration, Sripatum University. (In Thai)

[11] Siriwan Serirat (1998). Marketing Strategy. Bangkok: Bunnakit. (In Thai)

[12] Chaisomphon Chaoprasert. (2006). Service Marketing. Bangkok: SE-EDUCATION Public Company
Limited. (In Thai)

[13] Teerachai Rapitphan. (2007). Satisfaction of Service Providers and Users towards the Civil Registration
Work of Wang Saphung Subdistrict Municipality. Independent Study, Master of Public
Administration, Khon Kaen University. (In Thai)

[14] Samit Satchukorn. (2007). Excellent Hospitality and Service (5th ed.). Bangkok: Winyuchon Publishing
House. (In Thai)

[15] Thanawan Saengsuwan (2004). Marketing Management (3rd ed.). Bangkok: Pearson Education
Indochina. (In Thai)

[16] Yupawan Wannawanit. (2006). Service Marketing. Bangkok: Kasetsart University Press. (In Thai)

[17] Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63(Special Issue), 33-44.

DOI: 10.2307/1252099

[18] Brown, J., Broderick, A. J., & Lee, N. (2005). Word of mouth communication within online
communities: Conceptualizing the online social network. Journal of Interactive Marketing, 19(3),
21-36. DOI: 10.1002/dir.20082

[19] Dick, A. S., & Basu, K. (1994). Customer loyalty: Toward an integrated conceptual framework. Journal
of the Academy of Marketing Science, 22(2), 99-113. DOI: 10.1177/0092070394222001

[20] Cochran, W. G. (1953). Sampling techniques. John Wiley.

[21] Supatra Inthasuwan (2022). A study of the mix of service marketing and customer relationship
management affecting the hotel accommodation decision of tourists in Chumphon province.
Journal of KMITL Business school, 12(1), 57-69. retrieved from https.//so02.tci-
thaijo.org/index.php/fam/article/view/253901 (In Thai)

[22] Chawarit Yosrikun (2021). Factors that Affect Hotel Selection in the Natural Tourism Area of Nakhon
Ratchasima. Academic journal of north Bangkok university, 10(1), 46-54. retrieved from

https://s001.tci-thaijo.org/index.php/NBU/article/view/247752 (In Thai)

Al funsimunegegadulugafavia 5.0



