wndnssulia:@uus:aumpmscdanausmsiabwacio
misdadulpidonisusnmsnwnisululacanoliion
Dbrdauu

Behaviors and Marketing Mix Affecting the Decision Making

for Choosing Hotel Accommodation Services in Muang Nan
District, Nan Province

wanga 3nya
Ponkrit Rakjul




118

nNsansuyyemaasia:dabAuAMaassuwnny

!
UA 42 QUUR 1 UNSIAU - IWWIEU 2567 4\,}“

wndnssulia:guds:aumpmscdanausmsidowacdomsdaduld
idonTsusmsiwniisululaceneidon doriauu
Behaviors and Marketing Mix Affecting the Decision Making for
Choosing Hotel Accommodation Services in Muang Nan District,
Nan Province
wanga 3nya’
Ponkrit Rakjul
INYIEUI NAINYIRBI1VA ARG U 55110 Usemdlneg

Nan College, Uttaradit Rajabhat University, Nan 55110, Thailand
email: Ponkrit.ra@gmail.com

Received : June 12, 2023 Revised : October 12, 2023 Accepted : October 26, 2023

UNANED

unenuatul ngUsvasiiitefnynginssuvetinvieaieiniinasianis

=

snauladanltusnisininusuluwnsneiias Faminuu wefnwidiulseay
NNITNAIAUSNNSNTNaRaN1sAndUlaaanldusSN1sARNusU LR LNBLIB

(%

Jwintnu wasiefnudvinavemgAngsy dauuszaunnenInaiauinig
finasionsdnduladenituinsiinustluwnsunodes Sminin fady
MAdedaiina neilusznnsuasnguiedns Aenduiuslaafidesnisayly
vieufluazidsindulaflazeesiivinusilunduneiios Smint uagiing
UusUuuumsiiutinuuuilnilagiuunfnueauss (Hair, 2010) Jaaued
yueegsingaumsiiognates 300 fegns Sududusifiannsotan
MHlunsinmgidomaianmsinseiluee feilfiseldduuuaounalviiy
tnveafieriiaglivinisgsiaiinludminuin Tnenduiegldnoundy
WUUAOUNINAIWIY 440 YR

HANTITenud Tunalievaenndesiudeyaldasedny #a15an9n
afAldniaaou amwaenndessnindluinadiudeyaisusyiny leunen Chi-
Square(}(z) Wiy 31.126 Aeeadase(d) wiiu 22 f1 p-value WAy
0.094 fiA111nAI1 0.05 ATlA-ALAITEUNUS (lz/df) WinAu1.42 datasnin
2 Al CFI winiu 0.99 dA31nn310.90ewwl GFI i1y 0.99 JAdinnd




wnanssulia:duls:aumpmsaanausmshidowadomsdaduididoniBusmsiwnisuluiaaginelton ddrdauhu
Behaviors and Marketing Mix Affecting the Decision Making for Choosing Hotel Accommodation Services
in Muang Nan District, Nan Province

0.90 Agwil AGFI WA 0.95 JA1M1AA31 0.90 A9YT RMSEA wiiiu 0.031
JA1tp8n31 0.05A19%H RMR 117U 0.0108Adpen31 0.05A19%H CN wiiu
479 fenunnd 200 At zdulddn AadRnddynndvdiniunaeianud

[ a

mvualiasulad lunalianuaenadainaunduivtoyadaszdny uagdwwa
TngAnssu(BEHA) H8vwansmsadeaudensinduladenliuinisiinues
thveufierluwnsuneidies SmintiuDEC) Tnedvuindvdnamemsaviniu
-0.06 wazduwnBvEwaTIINRU -0.06 sl dymnsadftisesu 0.05uaz
AHuUszaun1InITnaInuinig (MKST) 8nSnaniasadeuinsanisdnduls
Genliusmsfinnuasinreadiosluwnsuneiies SminunuDEC) Tnadivunn
BVBEWANINATIVINAU 0.94 wazdlvuInBVENasYINAY 0.94 agalitudAgna

aada £

gaensenu 0.01

AEIA:  WeRNIIUTRINYiaaTie); dulsEanneinsnaInuinig; madnaule
denldusnisninusy

Abstract

The objective of this article is to 1) examine how the tourist behavior
influence their decision-making in choosing hotel accommodation services in
the Muang District of Nan Province, 2) examine how the market-mix
components affect the decision-making in selecting hotel accommodation
services in the Muang District of Nan Province, and 3) investigate how the
influence of consumer behavior and service market-mix components  affect
the decision-making process in choosing hotel accommodation services in
the Muang District of Nan Province. This was a quantitative research study
with a population and sample group consisting of consumers intended to
travel and were currently making decisions to book hotel accommodations
in the Muang District of Nan Province. The research methodology was adapted
to a new lifestyle using the framework proposed by Hair (2010), suggesting
that an appropriate sample size should have a minimum of 300 samples,
which is the minimum required for analysis using modeling techniques.
The researchers distributed questionnaires to tourists who had previously
used accommodation services in Nan Province, and the sample eroup
responded with a total of 440 sets of questionnaires.
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The research findings indicated that the model was consistent with the
empirical data, as evidenc?d by the statistical tests performed. Specifically,
the Chi-Square statistic (} ) was 31.126 with degrees of freedom (df) equal
to 22, and a p—;/alue of 0.094, which was greater than 0.05. The Chi-Square
to df ratio (} /df) was 1.42, which was less than 2. Furthermore, the
Comparative Fit Index (CFI) was 0.99, exceeding the 0.90 threshold, and the
Goodness of Fit Index (GFI) was also 0.99, surpassing the 0.90 threshold.
Additionally, the Adjusted Goodness of Fit Index (AGFI) was 0.95, greater than
0.90. Moreover, the Root Mean Square Error of Approximation (RMSEA) was
0.031, which was less than 0.05, and the Root Mean Square Residual (RMR)
was 0.010, also less than 0.05. The Normed Fit Index (CN) was 479, well above
the 200 threshold. In summary, all the statistical indices met the predefined
criteria, indicating that the model fitted well with the empirical data.
Consequently, it could be concluded that the model was consistent with the
empirical data and that the Behavior (BEHA) negatively influenced the decision-
making process to choose hotel accommodation services in the Muang District
of Nan Province (DECI), with a direct effect size of -0.06 and a total effect size
of -0.06. These effects were statistically significant at the 0.05 level.
Additionally, Market Service Components (MKST) had a positive direct influence
on the decision-making process to choose hotel accommodation services in
the Muang District of Nan Province (DECI), with a direct effect size of 0.94 and
a total effect size of 0.94. These effects were statistically significant at the
0.01 level.

Keywords: Behavior, Service Marketing-Mix; Decision to Choose Accommodation
Services
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