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Abstract

The objectives of this research were to study 1) customer behavior in deciding to use
homestay business services, 2) the level of opinion of the marketing mix, and 3) the level of
opinion of the marketing mix. Factors affecting customers' decision to choose services in the
homestay business in Chiang Mai. The sample used in the research was consumers 404 people.
The data were collected using questionnaire and analyzed by descriptive statistics and
multiple regression analysis using the Enter method.

The study results revealed that 1) most of the respondents were female, aged between
21-30 years old, had a bachelor's degree, had an income of less than 10,000 baht, and were single.
2) It was found that the purpose of the trip was to relax. The number of stays for 2-3 days was
accompanied by a friend who booked a homestay through an application such as (Agoda) for a

single room type and the frequency of stay was 2-3 times. 3) The informant gave his opinion on

the overall marketing mix was at a high level (X = 4.370). and 4) Factors that affect the decision of
customers to choose services in the homestay business. The statistically significant positive factors
at the level of 0.01 were 5 variables: gender, education level, number of days of stay,
accompanying guests and room type of the homestay staying There are 4 statistically significant
positive factors at the level of 0.05, namely product, distribution promotion, physical
characteristics, and process. At the same time, the factors that have a statistically significant

negative effect at the level of 0.05 are the price side.
Keyword: Behavior Behavior, Decision, Marketing Mix, Homestay Business
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General Information

- Gender

- Age
- Education level
- Income

- Status

Consumer Behavior
- Purpose of travel
- Type of travel
- Travel days

- Travel companions

Decision-making in Choosing

- Hotel booking
- Type of hotel

- Frequency of travel per year

Marketing Mix Factors
- Product
- Price

- Place

- Promotion
- People
- Physical evidence

- Process

\ 4

Homestay Business Services

Figure 1 Conceptual Framework

38Q11TUN1ISIVY

v v
v a A

nMsideadedl ffeguszasaliiefnw
nginssunisiaduladenlyuimsvesgnaily
sifalouainy Sandaifosluy laed
Frudumsidemusiusaneluil

1. Usznsuasnguiieagig

Uszrnsfilunisinuadedl Ae gnanii
weluinslevamsludmindedu lnons
faidennaudienns Ao nqugnAn dvlumany

UIUUTTBINTALUUDU NUUMRUATUIA

(%

f10819laelygnsves W.G. Cochran (1997)

P o =

O o 9 ¥
NsgauaNuedunsesay 95 Lazgausuln
A dl Y v v
WiapuaataAd sulasegas 5 lavuin
feueTInviaviun 385 AU waglunisiiureya
9199 NUAIINLUANY TN VBINITADY

[

LUUADUNUNYA Aty B TTeTwihnsfy
YoYAVIAY 404 AL
2. w3sileflélun1sise
uwiaswayafiusmitelrluniside

anunsauwuseantaidu 2 Ussan de 1) veya



nsasusmisssnvnazAalmaas sisuinadiuun

UA 13 auui 1 (uUns1AU - Daulou 2568)

NANNTWTUNITTIVTINYBYAIINLBNETT

'
=

FINUN Laza1UATeN LA 80N ou ULy

oyaiugnulumsisy 2) veyausugd Tagly
wuvasuaruduas eeflelunisifiusiusay
égau”amﬁ%’a ansnsonuseaniy 4 pou il

AouUV 1 m”a%aw”ﬂwam:mau
WUUADUAM

AOUT 2 7oy ANgANTIUVDIRNA
Tunsdaduladenlavinisgsfaleuans
Jiadedl

noufl 3 veyaseduAIINAMTuTDs
dulszaumensnannlunisiaduladenly
U%‘misuaaqﬂﬂyﬂuqiﬁaiamami Janin
Fedlu

noudl 4 Yasefiamanenisindule
Fonlvuinisvesnenlugsialauane Tava
Fadlu

li’?fﬂyﬂlgﬁ’]LLUUﬁ@Umﬂﬂﬁ;ij@TVlNﬂm’%Gﬁ
F1UU 3 MU mwaauqmmwm%aﬁﬂumi
390 Tnens29d0UAITLLT BRI AT 097
(Content Validity) Ta U1 Index of Item-
Objective Congruence (I0C) (81581 GG
LaznaAs131 3amavlnena, 2561) 581219
0.667-1.000 $1u7U 28 Var1a1a wazly
maauﬁ"Uﬂa;msimamwuaaumuﬁﬁé’wmz
Tnafesiufaoens $1u2u 30 AU 910 Y
Ainsznaanudeiuvesuuaounulagm
arduUszdvs wean1ves AToUUIA
(Cronbach’s Alpha Coefficient) (A M31W 3
nwden, 2559) Tnevafianudulszaunis
A13MA1A $IUY 28 T8 dlAdudszans Ay
W osTuvewuUAaUAIN T 0.947 uay

NITeAlANIUNTRAITUINNANLNTIUATS

(% a

1A59n15798: RSUERB2024-035 Lﬁ'a'sum 13
NEAINEY 2567
3. Msinnesideyauazafnly
nsTinsevvesa Taslylusunsy

[ [ ‘ a s

ﬁﬁL%‘ﬁ]gULﬁamﬁ%mqammmam AUATIEN
voya eadn ol

3.1 %Taagjaﬁ"ﬂﬂsuaas;mauquaaumu
o5 urelaeluad fdanssaiun (Descriptive
Statistics) Usznaunie AIANA (Frequency)
LAZANSEEAY (Percentage)

3.2 %@yjawqﬁﬂﬁmaqqﬂgw GERTRE
Taeloadidmssaun (Descriptive Statistics)
Usznoume AL (Frequency) LAEA50Y
Ay (Percentage)

3.3 Guyaagdaszﬁ’ummﬁmLﬁuﬁuaaaﬁu
Uszaunnanisnain esurelnelyadfgs
NI58UUN (Descriptive Statistics) Usznouaae
ALad 8 (Mean) waraduld sauuuInsg
(Standard Deviation) fruuanslvazuuunig
AOULUUADUNNA ST SEAUANAALTLLN
ﬁqm N804 5 ATUUL SEAUAMUARLIALINA
NUNBH 4 AZUUY SEAUANUARTALUILNENS
WUNBES 3 ATUUY TEAUALAALE UL DY
MUNBE 2 ATLUL UAZSEAUAUAATILLBY
ﬁqﬂ MaBde 1 Azuuy YAzkuud lauim
Aadsuarlyinanlunisulannumneves
anade Tnefuuanaelunisulaninumung
vesAiaAsfil (Ynywu F3aven, 2553)

ANAZLULLAAY 4.51 - 5.00 WUIBE4
fimnuAniunniian

ANAZLUWLAAE 3.51 - 4.50 NU"BE

TAMuAMLTILNIN

U a Y

39555uN5IluAY UrIneausIdn su



RMUTL Journal of Business Administration and Liberal Arts
Vol. 13 No. 1 (January - June 2025)

AIATLUULAAE 2.51 — 3.50 Nu8D 4 AATIENNYaAnee (Multiple Regression) 1ae

ﬁﬂ’)’]ﬂJﬁﬂLﬁUU’]uﬂa’N 1935n1SUUU Enter

ATATLULLRA Y 1.51 — 2.50 UU18D 3

fauAnuLey wanisAinu

AAzLUULRa g 1.00 - 1.50 i1 aauT 1 %’ayjaﬁ'ﬂﬂ

a a w ¥ a o . \
UAIUAALUUDYTIER HnouwUUaeun Na Ul duwand
3.4 MIAATIAMTIBTAAINANONTS seuay 65.80 91g58w219 21-30 T ey

v a

andulaienlyusnisvesgnanlugsialavaing msfinweglussdutsaand nelandone

U % a ! a ¥ aa = o .
Jwiadedlnuesurelaglvatifioyuu Ao N3 Feunasnn 10,000 v waxdaaunmian

Table 1 Percentage and results of hypothesis testing on general demographic information

influencing the decision to use services.

General Information Percentage Mean S.D. F Sig.
Gender Male 30.70 4.226 0.057 3.248  0.040*
Female 65.80 4.391 0.042
Other 3.50 4.543 0.110
Age Under 20 years old 44.60 4.342 0.057 0547  0.701
Aged 21-30 years 49.50 4.330 0.042
Aged 31-40 years 5.00 4.500 0.110
Aged 41-50 years 0.50 4.200 0.057
50 years old and above 0.50 4.800 0.042
Education Primary school or below 0.50 4.800 0.057 2295 0.045*
Lower secondary school 0.00 0.000 0.042
Upper secondary school or 7.90 4.263 0.110
vocational certificate
Associate degree or equivalent 2.50 3.800 0.057
Bachelor’s degree 84.70 4.356 0.042
Master’s degree 3.50 4.457 0.110
Doctoral degree 1.00 4.900 0.057
Salary Less than 10,000 Baht 58.40 4.336 0.650 0.284  0.753
10,001-25,000 Baht 31.20 4.340 0.737
25,001-50,000 Baht 10.40 4.419 0.555
Status Single 95.50 4.351 0.679 0.777  0.508
Marry 3.50 4.143 0.346
Divorced 0.50 4.800 0.000

Separated 0.50 4.200 0.000
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Table 2 Percentage and results of hypothesis testing on customer behavior affecting the

decision to use services.

Customer Behavior Percentage Mean S.D. F Sig.
Purpose of For leisure 89.10 4.349 0.687 0.043  0.958
travel For business or work 6.40 4.323 0.380
To visit relatives or friends 4.50 4.311 0.637
Type of travel  Traveling independently 91.10 4.342 0.676 0.761 0.468
Using a tour company’s service 4.50 4.244 0.642
Travel arranged by an agency, 4.50 4.511 0.541
company, or organization
Travel days 1 day 9.40 4.095 0.556 4.354  0.002*
2-3 days 73.80 4.383 0.688
4-6 days 7.40 4.613 0.522
1 week 3.00 4.200 0.615
More than 1 week 6.40 4.046 0.583
Travel Alone 18.30 4.141 0.090 3130 0.015*
companions Friends 32.20 4.452 0.553
Partner or spouse 19.80 4.405 0.559
Family or relatives 28.20 4.302 0.676
Tour group or organization 1.50 4.600 0.193
Hotel booking Booked via application (Agoda) 57.90 4.286 0.708 2544  0.080
Booked directly with the 30.70 4.452 0.614
homestay owner
Walk-in (no advance booking) 11.40 4.365 0.574
Type of hotel Single room 56.40 4.335 0.637 2791  0.040*
Double room 13.40 4.511 0.492
Room for three or more persons 14.40 4.421 0.562
Entire house 15.80 4.175 0.922
Frequency of First time 41.10 4.364 0.533 0.716 0.534
travel per year  2-3 times 47.00 4.303 0.777
4-5 times 6.40 4.477 0.580
More than 6 times 5.40 4.418 0.679
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Table 4 The results of hypothesis testing on the marketing mix (7Ps)

usnslugsialavawme Famialedny ganan

B Std. Error B t Sig. | Tolerance | VIF

(Constant) 0.861 0.138 6.221 | 0.000*

Product 0.272 0.054 0.279 5.001 | 0.000* 0.294 3.407
Price -0.166 0.058 -0.188 | -2.890 | 0.004* 0.216 4.621
Place 0.052 0.084 0.056 0.623 0.534 0.112 8.932
Promotion 0.180 0.052 0.211 3.452 | 0.001* 0.244 4.099
People -0.125 0.085 -0.134 | -1.481 | 0.139 0.111 9.025
Physical evidence 0.199 0.067 0.219 2.965 | 0.003* 0.168 5.958
Process 0.388 0.074 0.419 5.255 | 0.000* 0.144 6.966

NA15199 4 Fawlsvavearulsyay
NNISAAAT daanan1sandulaidanle
uinisvesgnalugsnalavaing Faudn
= ! i ! g o U % 2 i
Wosluy laun nsluauddgyiudadeaiu
NANN N UF8A1UIIAT UIFEAIUNITAUESY
ANINTINUNY UITYA U NYUTNIINIEATN

o ¥ = ! % a Q‘
LarUaTUMIUNTTUIUNTT AAFUUTLENS
aAn88 WU 0.272 -0.166 0.180 0.199 way
0.388 M1UaAU 8819 T BAIAYNIEDA
s¥@U 0.05 NU1YAIILIN FoLALIVRINNNLauE

s ¥ o aa o
WY SIANMBIN NN LALLM EY TUS U
faylniugnan wardaguienuaEaInNnIg

a

7 AaenauN1TuInIsvesingsnalavamne

finananisdnduladenlyusnisvesgnanlu

gsnalavawe Jwindeslny

onuUsiuwa

NNITANEINgANITIUNISAnd ula
Wenlyuinisvesgnalugsialavany Jamin

Wedluy wuan veyan ugiunialuy ey

wuvasuauaulvdumands S1uu 266
au Andusesay 65.80 wegny S1uau 124
au Antdusouas 30.70 wavNANIE on
$ruau 14 au Aedusosar 3.50 aaulngyd
91958119 21-30 9 1uau 200 au Ay
soua% 49.50 FEAUNITANYIUIYYING 11U
342 Au Antdusegay 87.70 fs1elausenin
10,000 UMM F1uaY 236 Au Aadusesas
58.40 waganunland1uIu 386 au Antdu
S8 95.50

Jadonuveyaialy laun e uaz
sefuMsAnwfiuanasiuaananisinauls
Fonlyuinisvesgnanlugsialauane Tava
Fedlu wananeiu seedveddynieadad
seU 0.05 Tvdennansfusidenes eyasal
LATNBY uawYT e 1INIHAUNE (2567)
ynsfnwiFes anﬂisMﬂ']ﬂ%U%ﬂwsLLagéau
Uszauni1anig mawmlugmuawaaqﬂ% (7Cs)
fasmanenis sadulalausmssusanuenely

WANTUNN kagUTuugna Han1sRNYINUIN



WA AILANANaNY d9Rananisanaulaluusnig

RMUTL Journal of Business Administration and Liberal Arts

Vol. 13 No. 1 (January - June 2025)

iymm”mwaiuwmmﬂmmmzﬂ%‘umma
wanasfuesadvedfymneadafisedu 0.05
way vane wns23301A (2564) YIN1TANE
3o Yadefiamanonisdnduladenlauinis
aauw“jumaqs;ﬁmﬁ’aiummﬂqqmwwmmuaz
USuama NanISANEINUIT SEAUAITA N
funnasiuasmanonsinduladenlyusnig
aawﬁummgﬁ'mﬁ’aiuwmqamwwmm
warUsuamaiiuanaaiu fisedutedifay 0.05
NANISANBINUIN ﬁmamwuaaumuéaulwiy‘
InaudfyfunALazsyiun1sAnui
wanane dwanenisinavladenlauinsues
analugsialavamounnaadiu
Jadenunginssuresgnaifiamans
msdnauladenlauinmsvesgnanlugsfaleua
we Faiadedny Tawns1uauiudwnin
cgs'amﬁuma wazUszamvasinuedauanei
w1 Aumnensfudananensinduladenty
U%‘m36uaaqjﬂﬂyﬂuqiﬁaiaual,ma€ Janin

Wosluy wann19iu os9ddsd1AYN1sadan

o

S¥AU 0.05 %qaamﬂgaﬂﬁmm%’aﬁumquw%‘&J
A3duns wavnuaiing mla (2561) ladnw
Fommgfnssuguslnafifnanonisdadula
deonlyusnsfiwnuuulsama luuasine
Wee Tantad vy wan1sAnwinuan
WqﬁﬂiimaﬂﬁfﬂﬁaaL‘ﬁ'mﬁmswznmﬁﬂ’ﬂiu
Uszinelng waz T Uszasalunisiosin
fuanaetudnisidenlyusn1si wakuy
Toana winaafueeeived Ayneadfa
SEAU 0.05 HANTTANBINUI 1 m:mau

wuvasuauaulugluaudfydudiuau

U JIIUAUNTG UazUszLanmraain

yoslouaing 19190 dsnanonisdndule
Fenlsuimsvesgnen
Jaduaruaiulszaunianisnainly
3ULBIVRIRNAT (TP’s) flawmananisinduls
Fonlvuinsvesnarlugsialauang Tania
Fodlual Tawn PURAAS N AIUSIAT ANUANS
AUASUMTIATIAUNY AUSNWULNINBAW
LAZAIUNTTUIUATS danananisindula

[

Wenlyuinisvesgnanlugsialavany Jsmin

'
aad

Fodlny unnanady ee1eivsdfynisadad
S¥U 0.05 §9aenna 0sfuUI Tovevadie
WA523307A (2564) vhnsAnedee Jased
amanensfnduladenlavinisesudunos
ﬁ‘aﬁaiummnsqqmwmmuﬂmazﬂ%‘umsma
NaNISANEINUIT Vadeauaiulszaunig
n1snann (7P’s) Teisssanauniudninail
awanenisinauladenlsusniseouduain
unldues Taun Tas8n1usIAILAZAIY
aven UaT8R1UNISAUASUNISAAIALAL
¥94n19n15191 U515 TaTEAUNTEUILANS
Taden1udnwazn1on1n warladenu
NEnSun i seduTedey 0.05 nan1sAnw
WU ;:{mauLLwaaumméfmﬁlmﬂﬁmmﬁﬂé’fzg
FUAUNBAN BN AIUSIAT ATUNNTANESHNNS
FATIMUNY ATUSNBUTNIINTYAIN WAL

ATUNISUIUNTT

valdualiu:

1. Y0LAUBLULAINNITIVNY
1.1n15@nw1As 98 1fudsslavy
nerAndugsnalsziangsialeuame danin

= = S v Yo =
Weslny iieiveyailasuainnisdnuily



JsaisusmisgsnelazfauAaas srisuinadauun

UA 13 auui 1 (uUns1AU - Daulou 2568)

Usuusanisinuinislueuian i oln
Ynnaanielsadulatdanlyusnisi wnues
AULDY LRuTUDLEUBLUY Aall

1.1.1 ATUNARNN N AITSNEINTNNIY

' '
=] =

Fordusvesiinnlvoglunumifioidunis

= o ! Y ¥ = Y a a o
AN A UNNBILN EJ'ﬁ‘WQJ'WLa@ﬂIGU‘Uiﬂ']i RN/

Y

[
a o =

A997UIYAINUALAIAN quUELUIﬁiJﬁLG]EJ

e

MDA ANLAZLNYIND

1.1.2 p1usIA1 MSENsHuasIAnan
nowinosadniay MiemniusnsUssnnay
nuaq'ﬁu’;aﬂ';iszqmmmmzam \losanwa
N15ANBINUI simammuaaummﬁuuimf
h”umsa”azﬂaﬁﬂ’ﬂmmmwwﬁmsﬁbu LAEIA1V0T
Teuaimelnonss Temsussaduiusveya
s1wazdoane 4 WTaaui evaelunis
sinAulavasgnen

1.1.3 AUNITE A5 NS TATINUNE
arsdiveyalawanaindedsfiun aauan ua
Tsludu waunmsssuudumesiiin esain
Ta9unylugaddsia finesnianuaIngy
Tun1smeuauasingnen Taudsnsimalulad
\wnaslunsiusnng wu Yemennstase
WU

1.1.6 pIUSNYEISNEAMN AITALA
ANEALDIN ANULTILTS wazALUADnTY
Usnalngsou sauderunsenvecdsiuae
AINALAINAT ] HANTTANYINUIN @jmau
wuvgeuaualveydunamds Semsifiui
Mﬁmﬁﬁﬂﬁ%’uﬁ’ﬂv{aaLﬁml,wmmujq W aun
wazszULSnwATIaenfeiunnnbiy

115 A 1UN5EUIUNIS AT A
mmgwuluL%f'awaaﬂ'ﬁﬁ'ﬁaaﬁﬂ’ﬂLLazﬁ{ayja

Tuns8udun1siunn sIuBeN1SARAIUIAIS

wnlodymana 9 IﬁLLﬁpgmﬂszj"U%mwTwﬂmu
57AL57

2. darauanurlumsiseaieely

2.1 nsAnwaieneluasinisiiy
youlalun1sAne 1w nszuIunsinauls
LazdnwnisnensaTasedneluiAnnns
daduladenlouinisgsfalevams Sania
Fodlwa wiodminlnadss ilelvinanisine
mamqumﬂﬁﬁu

22 A3MIN1SANEIUS BULTT 81U
ngfnssunsiaduladenlyuimvasgnaily
qiﬁaiauamé Tuweiluiinendiendu q wy
T 951 YL welen wns a1U1e ann

Wusu

1oNa1SJDJ

vafir unsI3innn. (2564). Tadeiidemanonis

sndulaidonlduiniseouduveedi
o1FglutygnsuinnunIuATUAY
Usuama. (mMsfnwauadastusaan
VT8 5N UM TN M), ATUNNI:

UAINYIFUTITUANENT.

WA a0 waLnY. (2567). JuaygIamauie It
2567 ifloaurannisveuiigllneisuaa
998us2. duaudui 18 Suinaw 2567.

910 www.bangkokbiznews.com.

YU ASazeln. (2553). 15398100981,

(WUnASSA 8). gIsenanan.

AN3INT 1nwde. (2559). N15398U N3,

Y

AN NN TN NG .

M35UT152RUBE1NYNABY 99157 AABAIUNIT



d‘qu

quniy A3Tuns uwaznuavine A1le. (2561.)

RMUTL Journal of Business Administration and Liberal Arts

Vol. 13 No. 1 (January - June 2025)

ngfnssuguslnafiiinanonisdndula
donlyusnsd wnuuuloamaluian
snnawies Swmtmdesdvy. 29597509
Ing1n1599n15 UNIINYIFYTIV])
yFswe, 2(1), 11-21.

9

& v

ouATAl LAWBY Wazsivsnity angninauna.
(2567). woRnssunslausnisuazaau
UizaWNﬂWimawmiuguuaqmaqqﬂﬂyw
(7Cs) aamansnsindulalauinigsu
AanuyrsluangunniazUsuuna.
Journal of Digital Business and Social

Sciences, 10(1), 1-15.

91387 29ALEY UAENIATIST FTaLaglnaia.
(2561). N1IATIVADUAUAINLAT DI D

a v

8. Jayaias, 44(1), 36-42.

Answer news. (2567). 115709t H
UsvinalneiUanagnsder da
Unvauvgl. dUAuTuN 18 sulIAy

2567. 9710 www.answer-news.com.

Cochran, W.G. (1997). Sampling Techniques.
New Jersey: John Wiley & Sons.

Kotler, P. (1997). Marketing management:
analysis, planning implementation
and control. 9" (ed.). New Jersey:

Asimmon & Schuster.

Kotler, P. & Keller, K. L. (2000). Marketing
Management. The Millennium

edition. New Jersey: Prentic — Hall.

Kotler, P. & Keller, K. L. (2016). Marketing
Management. (15" ed.). Edinburgh:

Pearson Education.



