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ABSTRACT

This research aims to study the factors influencing the decision-making behavior in
booking accommodations through electronic commerce of users in Bangkok and to study the
online marketing mix factors that affect the decision-making in booking accommodations through
electronic media of users in Bangkok. The sample group used in the study consisted of 405
users in Bangkok who had previously used electronic commerce to book accommodations. The
data collection tool used was a questionnaire. The statistics used for data analysis included
percentage, frequency, mean, and standard deviation. Hypothesis testing was analyzed using
the F-test (One-way ANOVA), and if differences were found, pairwise comparisons were

conducted using the LSD method and multiple regression analysis (MRA).

The research results indicate that: 1) Personal factors of the respondents, occupation
influences the decision-making in booking accommodations through electronic commerce
differently, while gender, age, education level, and income do not show significant differences in
this decision-making. 2) The marketing mix factors (6Ps), specifically the variables of price and
place, significantly influence the decision-making in booking accommodations through electronic

commerce, with statistical significance level of 0.05.

Keywords: Decision Making, Online Booking for Hotel Room, Online Travel Business Agency.
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Buying decision process according to Dewey

in 5 stages
{}@5 1. Problem / need recognition Q
O\ 2. Information research EP
A )
W | | Oy
- ®
N 4. Purchase decision =3

l@ 5. Post purchase behavior @

IONOS
m‘wﬁ 1 Buying Decision Process

q7{&1'1: Kotler and Keller (2012, p.166)
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. bwet (Sex)

2. a1y (Age)

3. szaunsdnw (Education)
4. an@iw (Occupation)

5. 1ele (Income)
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(Kotler and Keller, 2012)
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