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Behavior of Thai Generation Y Tourists Towards Choosing Boutique Hotels
in Mueang Chiang Mai District
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ABSTRACT

This independent study was aimed to investigate Behavior of Thai Generation Y Tourists Towards
Choosing Boutique Hotel in Mueang Chiang Mai District by using Consumer Behavior Analytics (6W1H) and
Service Marketing Mix (7Ps). The data was collected by questionnaire from 300 Thai generation Y tourists.
The convenience sampling was used to select the sample. The data was analyzed by using descriptive
statistics consisted of frequency, percentage and mean including the inferential statistics consisted of the
independent sample t-test which in this investigation was Boutique Hotel reservation and room rate of
Boutique Hotel.

The result revealed that the respondents were single female with the age of 28 — 32 years old.
They educated in undergraduate and were private employees with the average salary around 15,000 -
25,000 baht.

The finding of examining Thai generation Y tourist behavior on boutique hotel decision in Mueang
Chiang Mai District indicated that the respondents took a journey for travelling in Mueang Chiang Mai District
by plane. They travelled in Mueang Chiang Mai District by car rental. They decided to stay in boutique hotel
located on Nimmana Haeminda Road. The respondents chose the hotel which consisted of attractive and
unique room with satisfying atmosphere. Searching information of boutique hotel from online networks
media for instance Facebook, Instagram, travelling Fan Page and travelling YouTube Channel. They decided
to reserve the boutique hotel by platform for reservation such as Booking.com, Agoda and Airbnb. The
respondents often reserved the boutique hotel on October — January and stayed on holiday season with
around 2-4 nights. For the decision of choosing boutique hotel, they always chose by themselves. The
acceptable costs of boutique hotel for the respondents were less than 2,000 baht and paid by credit card.
For the additional activities from the hotel aspect, the respondents indicated that they were unrequired.

The result of overall Service Marketing Mix factors investigation found that the respondents
emphasized choosing Boutique Hotel with the highest level in personnel aspect, procedure aspect and
physical properties aspect including emphasized choosing Boutique Hotel with the high level in cost aspect,
marketing promotion aspect, places or purchasing aspect and products aspect respectively. The sub-factor

arranged from the highest average to the lowest indicated that the factors affected to boutique hotel
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decision in Mueang Chiang Mai District of Thai generation Y tourists in the first 5 ranks were 24 hours security
aspect, service minded, cheerful employees, thorough and fast service, the places in the hotel were clean
for instance; lobby and swimming pool, the employees gave the accurate and complete information and
the employees could solved the unexpected problems respectively.

The result of expectation level on repurchase of Thai generation Y tourists about Boutique Hotel
decision in Mueang Chiang Mai District revealed that the expectation level of the respondents on repurchase
the boutique hotel in Mueang Chiang Mai District was in the high level as followed; the determination of
suggestion to the others, the less was they intended to repurchase because of its worth and they also
intended to repurchase in the next occasion respectively.

The result from data analyzed by dividing Boutique Hotel reservation and room rate of Boutique
Hotel found that the respondents emphasized for choosing Boutique Hotel differently at the statistical

significance of 0.05 in some sub-factors.

unin

'
a ao0 w

Jagtugnamnssunisviesiieadudaduinfowasvgiondidyvesuszma U 2561 fisnglaainnis

o

7199, 718791NAAA P UUTEINATEEE 6 LABULSA USeunad 5.07 LAUAIUUIN tANTUSBEaY 9.23 (NNSYDIieD

wiisUszndlng, 2561) nsviesfigawisusemdalngladiausnisvieaiisawuu Local Experience Twtinvieaiieala

v =2 '

fulafaguarresnivisaiieitneuazSeuiuszaunsaiiuandwiuluwdazgiinin lnganuiveuiednlasu

9
ANUTey As daudadedlui nrsviesRewieUsewmalngdrdnaudedudladnlasinisiiennln aledideslm
Wizngudnvieaiignauestuneg dnvieaieinguiiazduesiunsldnalulagviuady aunsadifeloyaniems
190819599157 wazkaniUasulIansiuEIunIg Social Network

£

nsveagiAulneg1daiioty ilvgsialsusudyadinainveneiidesas 4.5-7.1 10T 2560

I '

(udidondnslng, 2561) laglswsuiidindwdulswsudssianyfadaduiinfinquinvieaiisnawestuie

U 9

o

unliauaulamsgiinsesnuuuiiiiiendanual dnsanudefiadsay yddaliciegduazudsduvulanesulad
Snviafinsliuinisgnieddlnd@auazduiues duluddnudsaulafine@nunginssuvesinvieafisnaiueisdu
Mev1ilve lunsidenlduinislswsudssinydalusuneendesd iethuuszndldlunisaniugsia

Tsausudszinnydn

WUIAALBEN B

wwIRAuazNguffetunginssuguilan (6Ws uag 1H) unsfuniieiungiinssunisdeuaznisld
1035Uslna lngdrauildiieduninginssuguslaafe 6ws uay 1H FsUsenauludag Who? What? Why?
Whom? When? Where? Lag How? tileAunIA1mavy 7 Usyn1s 70s §9Uszneuluaie Occupants Objects

Objectives Organizations Occasions Outlets La¥ Operations

Vol. 6 No. 1 (January — March 2020)




RTINS NATANLTRE L e Tvisd 7 6 atlUf 1 (MN91AN — SunAn 2563)

uunARLAZNguR IR UEILUsZANNNINNSAAIAY3NS (7Ps) vanefis MuUsmsnsnaindiasuaulads
U%ﬂ’ﬂﬂi’fs’mﬁul,ﬁaauaammﬁﬂwahLm'ﬂq':uLﬂmma Uszneuseindosilorareludl (@3a5500 18550y uazane,
2552, w1 80 -81)

Fundndfau (Productifinus@nsdasi (Product) yanefs dsiiussmiiaussenuneiiionslinauauls
Tnonsuslaavdenisliuinmsduanunsnvlvignduinaufiansla (Armstrong & Kotler, 2009, p. 616)

susim (Price) vaneds SnnuRunsiidesdneiiiolildunandet dufuaz/vie Uin1svesianisvie
o1 dugaiAiuaiignéniud ilelildsunausslodannisldudniet duduas/mieusnistiung egnsdudniu
Sruauudiangly (Armstrong & Kotler, 2009, pp. 616-617)

AUYBIN1INTIATWINY (Place/Channel Distribution) visngfis ¥8emen1sIvigduamuag/m3euinig
TdEnsTasinAuduasmieuimstu lduilaafioliurermiudeants duivdninusifidesiarsant
nguiimnefolas uazmsnszeAuduaz/Mieuinsgiuslae iudesndadsasnzausnniign

FfuN"SALATNAIAAIA (Promotion) Munefie LATasilonisdeansnienisnain tieaiisninugele
(Motivation) A3731An (Thinking) Au3dN (Feeling) A31ABINTT (Need) uazadufienela (Satisfaction) Tudum
waz/v3ouinns nedsiarldlunisgslagndnguidimaneliiAnanudesnisvieiiioifounumssdt (Remind)
Tudndn s IﬂEJmmﬁm'ia'ﬂLa’%umimmmﬁuasﬁaw%waﬁaﬂawmiﬁﬂ (Feeling) A1uiTa (Belief) wazwaAingsu
(Behavior) Mstiaduduay/m3ousnns (Etzel, Walker, & Stanton, 2007, p. 677 91909lu lafnn Shuaulyn, 2558)

Fruyaaa (People) vanefi niinmuiivhoufiereusslomiliunesdnsine Seluruduidwosianis
fuims wifnawiialy Tasyaainsiuldindudiunaunianisnaiaiisiaaudidy iesannidudAnaunm
wazUfiRny deduindoussAnslidululufiamaiinemagnsly venaniunumdnedrmisvesyaannsiia
Anud1Ay Ae nstiufduiusuaraidinslusiregndn ilignAinanuiisela uasiinausniiuivesdnsly
LU

PUSNYUENIINIBAN (Physical Evidence) nungii %qﬁgﬂﬁﬂmmmﬁmﬁalé’mmmﬁmﬁﬁuﬁﬂLLaz/
wiauinsvesesrnsidunisadisenuuansiseddlaniau wazdnunin 1wy n1sanwasiiu JULUUTeINSInaIY
01N NMausmeveswinawluiu nsyaairiegnél nsuinsiisangs Wy Aavanidndudenisdidugsiia
I@]EJLawwasm?ja’qiﬁwwéfmmiﬁ%ms

FuNTEUIUNNT (Process) ueds Aanssuiliieadestussidouiniswaraulfoaludunisuinig
nauslriuglivinmsionsunsliuinsediegndessind Tnsluudaznszuiunsannsaiilivansfanssy
maAsULUULAE BN lunuretesing Janninfanssusngg melunsruiumsiinudenloaazUszanuiu
wilvinszuIunslaeTuiiuseansam dwalignAinanuiianels

uudRuaENguiediuRILeIY fo n1sudsnulasfinnsanantifie Sasiweisdune Ae fifnludae
U w.e. 2524 - 2538 fo Tud w.a. 2561 91g 23 - 37 U (Alan Newman, 2014) fin1uAna319a55@ Y0Usimu

a = '

nszwa wulaunseudfunisiasuwlasmamaluladfintuse1a53m57

wwrAangatunsnduanlduInisen (Repurchase) Ao nsiiguilnailviruaindsenislasunisuinig

Huq Fafeurndssaunsallunislduinis iliiAnaunelaaindliuinig inlugainuidnasindnsves

{1

Auslaaiifisedlviuing (Taylor and Baker, 1994) uwavdwalvinauinlduinisg1dnassluswian (Oliver, 1997)

Vol. 6 No. 1 (January — March 2020)




o

6 ariuft 1 (HNF1AN — JUIAN 2563)

=h.

MIRITUINGINT NATINTA e T 7

ASn1satiunisAne

1. vaumiian
Usenaume 6Ws Uag 1H uavdiuuseaun1snainuinis (7Ps)
2. vaulalszYINsuazn1sduiiegig
tnveaiisratuetstunevnineiingliuinislsusuvszianydelusuneiondedilussoziia
6 Woudirtunn Felinsivdiuiuuszvinsiutueu duiiog1elan15Uan1519989 Seymour Sudman

(1976, i1 87 enedslunaund vivans, 2546, i 192) MruANgUAIE19TILIY 300 518

ad [ v
IBNIINUIIVIINVIUAR

fususadeyannnisdsalagliuuuaeuniu wiseenidu 5 daw il

dauil 1 feyavhluvesreunuuasuny Uszneudie e o1y aniuam sefunsAne e1nuazsele
wdusaifieu Ainsziilagldadfidanssaun (Descriptive Statistics) Usgnausieaud (Frequency) uaziouas
(Percentage)

dauil 2 wonssumsdenliuinslsausudssamyfalusnelleadedl (6Ws uaz 1H) Aiaseilagld
adRGanssann (Descriptive Statistics) Usgnausneaud (Frequency) wazdewas (Percentage)

daudl 3 seduaruddylunsinduladentduinisvestladvdruysraunisnanauinig (7Ps) fifinase
nsidenlduinislsusuussaydalusinedlondednl inszilagliadfdomssmn Uszneudeaiiads
(Mean) uagdiuideauuu1n551u (Standard Deviation) Taglduuuuinsidiudseuiman (Rating Scale)
Tny 1 yneds fenuddnlussduosiian way 5 mnefs Tarwdrdylussdumniiae

daudl 4 sdumnudilalumsndunlduimslsasdssanyfelusiaadoadeduivestinroadie
elstusvnlng AinszilasldadAdanssan Usznaudieaads (Mean) uazdruidosuunnsgiu
(Standard Deviation) Tngaglduuuannsndiuuszanae (Rating Scale) Ine 1 wuneds dausdlaluszduiios
fign uay 5 mneds fanudilalussduinniian

dauil 5 Jymuazdelausuuziinatunislivinisvedlsausudssnnyialusinediondedvl Jnszs

f\ﬁﬂﬂ’]iWﬁiﬂJU’]‘UEN%IIWE]ULL‘U‘Uﬁ’e]‘Uﬂ’]lI

NANISANEI BAUSIENANISANYILAZTDLAUDLUY

daud 1 Yoyanaluvasgnaunuusouniu
gnovuuvasuauilunands Sosay 57.7 uasilumavie Sovaz 42.3 01y 28-32 Y¥ewar 40.0
Haouninlan Sevay 72.7 dszaunisAne1UTggns Sovaz 81.3 anTnniniuuIvnensu Sevay 39.7

wariiseldladedeiiou 15,000 - 25,000 um Sevay 33.7

' = a o = @ = a o P
d9UN 2 wqmniimlaauﬂ%mma’m]LuaLi“Uu'me"v'l'a‘lVIﬂ ’l‘un'lil,aaniidLLiﬁJUianVl‘qu‘ﬁﬂlummamm

Wealugd

Vol. 6 No. 1 (January — March 2020) 81




o

RTINS NATANLTRE L e Tvisd 7 6 atlUf 1 (MN91AN — SunAn 2563)

draukuuaauniunaveuisfmiadeddudlaeiniesdu Jesar 57.3 uaziiunianigludmin
Wedlvallagnisldsa Sesas 42.0 deonvinlsausuussiavyAausnuauuilianumiiun Sevar 47.3 wazidoniin
MlsausuduY Sewag 35.3 uavlsausuwanasing duuiu Seuay 15.7 Heonlswusuussianyfaiiidnuuyieain
wazussenantelulsausualsny diendnwal Sesay 29.3 ideyavintesnisdessulall 1w ada
a ' - ] o 3 s e & & Y Y a
Buan NIy Imaviouiiennne 9 Seway 75.0 9snnundnesy wu Jafanevasun exlndn Seuay 65.0 Tduinis
Tudhufounanay - uns1au Fevaz 72.0 wagldudnisludistungamenia Sevas 423 Wnuszesian 2-4 fu

yaa a

Joway 72.7 gidndwalunisidienlduinig e aules fegay 34.0 14u3n15luda951A181nI7 2,000 UM
$owaz 57.7 TrszAIUINITNIUTRWNNTRTIATAR Sopay 50.3 wazlidpsnsianssuaiuainnielsasy Sesaz 35.0

daudl 3 szduaudrdgylunisdaduladenlduinisvesiadsdruuszaunisaatauinag (7ps)
Mfnasemsidenlivinislsusuusznnydalusunaidioaden

nansinuseiuaudfylunsinduladentduinisvestatudinlszaunsaaiauinng (7Ps) fiinaste
nsienlduinisisawsudsziavydaludunewdleadedlnil wuindpeuiuuasuaulviszduanuddglunisdndula
denlduimslundaziuvesiadudiulszaunsnainuinig (7P) Besanannldiies 1iun duyaains (dnade
4.37) 5093IUNTTLIUNTG (ANade 4.27) Frudnumuenianisnn (Auade 4.24) f1usian (@nade 4.17)
FunsduaiunNIINaIn (A1Lade 3.98) Fuaniuiivdedosmenisindining (Aiade 3.88) wagdunan el
(Aade 3.81) sudidu

dauit 4 dayaiieaiussduanunslalunsnduinldvinsdivasinvisafisnaweisiuneyalng
lunsidenlswsuussinnyaludunaliondelv

wamsfnwuisafuszuarmdslalumsndualduinise wuth geounuuaeuamilssduanudslaly
miﬂé’UNﬂ%’U?ﬂﬁIﬁ&LLmUssngaﬂiué’wLﬂaLﬁmL%EJﬂmjsgﬂuisé’umm‘%mmmé’wéfu fie flenuddlaftazuugii
Buuldving sesasniianuddlalunisnduulduinsdunazdenudue wagiinnuddalunisnduald
usnstluadedell audnd

dauit 5 Tguuasdatausuusifsaunislivinisveslsausuussamynlusunaidioadednsl

nansAnINUIlswsIUIiInsauunadldasanuiifinns Nuiidmviuseasalulssuunsusilsl
digane uelsawsuAnAusMIsasudInags eveaingauiululutianana

dauil 6 dayaeafunmsUisuiisuaiadessiuarudfgyuesinveaiisaaeisiureyiilne
lunsidenlssusuussianyfaludunaisadedusl  uunmutamenisaadlsusulssanyiaLasyaesIA
Wosnvalsausuussinyin

Fosmanisaedlsausuussianyia luamsmuandefilufusen suanuiuazdesmnanisdadiming
AIUNTALASUNITAAIN ATUYABINT ATUNTEUIUNITHATAIUANBAENINIEAIN LALYINTIAT 1IN VRl ey

yin Tunmsauuaniuludusdndu dusan A unsauasun1snatn wagmudnyuenIanenn

aAUs18NaNISANEN

Vol. 6 No. 1 (January — March 2020) p)




o

RTINS NATANLTRE L e Tvisd 7 6 aufuft 1 (NN91AN — FWAN 2563)

a

HpauluuABUMUNINAVRLasinAY ey sening 28-32 U danunmlan dszaunsfinuiseaudiygyng
21TnNINuUSIILeNTY kariistelaedusawmau 15,000 — 25,000 um snduladanldusnismenuied dennasd
AuransAneIvesie3uns Faula (2553) fviinisfineineatungAnssuvesinveadierrilneglunisidenld

1Y °

Uimslsausuydeludmindodn nsliszduanuddglunsdndiladonlduimslsusussanyia faade
Tusedumngduusn Stuunluusasdiu fail Frundndost #o Tswsuyiniieumes fendnval aonadesi
NansAnwIvessynsal Bestunun (2559) vhnsAnwitededislaninasdonisideniinussianyfalatia
811N MU JamiausearuAstusvesuslaaluuansunnamiuasuazUIuama A1us1An A sIANNEaNU
ANAMLATUIMS Uasiuanuuaztomansiad g Ao dnsdrseniesiniulsusuyialagnse aonados
funanmsfnuueanssainus 2dundyin (2551) insAnuiadedndsraumanaauinsiduadetinvoudion
ylnelunindenlduinislausuyfalufmiabodml fuaniuiiuazdomienisdndiune fe viadsoglng
uwdsvioufuazdiugsia wagdunsduaiunismain Ae InsuevdiuanuentnANANIE FuyAaINg Ao
wiinenudalauinig aenadestunanisAnuivesieduns Found (2553) inisdnuiAsifunginssuves
tnieafisrsmilnglunindentfuimslsusuyfalufmindednl frovuuvaeuaudaudilafiaguugiili
Faunnliuinislsausuydaiinuieaineiniuniian aeaadesiunanisdnewiveadIennsal msyge (2557)
fvmsfnwifsaiunmdnuainasauninnislivinisvedsusufidsadentsielalduiniagn Tsausumunanans
Tuwnngumamuasesinvioufissnmaed  anuuandwestsawiesin wui lunmsamuandisily
AURAAALYT ATUTIAN AUNITERESUNITAAIN ATUANBULVINNIENTN LaTAIINUANANTBITOININNITIDS WU
Tunmsamuandrsfulufiusia fuaaiuiiviedemisnisindiming funisdaaduniseain fuynaains
FUNTEUIUNIT FUENYUENIINIIATN dBAndBItUNANISANYIVINTITEINA WiANTAA (2554) TvinnsAne

wentutlasediulszaunensnaianinasenisienidusnisisasuvesinvieaieivlnglusmiansed

JoLauaLUY

Y o

NanIsanerauIsadiuaustuzluauatsgaiudadedrudszaunisnisnaiauinisiacad

[

AUYARINT AITINITOUTULAETAILIYAAINTIAE Service Mind agiase vAINTIUITaaTIAuMsIdTINAuiY

'
@ v o

AN AUNTEUIUNIT AISENTEUIUNT One Stop Service ldmaluladidnunyiednnis uevveswinfiszdnain
Tsusuioatrsnuandt fudnvaznianonn asaiuanuduendnualfidaieu aieussen aifinnm
e AndenyaanssuinmanuUasndeifussavsam dundeda mstfanssuaiuiiodunisuing
waza¥rsnusevivla dviudiindesitngian 2,000 Lmuly F1usian AIsAITIITIANGUTIRELALE
MuudsznadmsunmstuaneuuEnesy fuanuiuazdesnemsiadiming ssdenviiadinedlng
uwdsieaieInazg1ugsia THu3nmsiu Co-Host Liteifiuramenisaes sumsdaedunanain msaiaiusing
MegsNAUgINsa weuduanuentiaunania teuansievliugnAlulonaiiay In1sdafanssusigeg

1%

Tufuddnlvignen Tidwanviiednsiimeivgnaniilovenseliiugndnlvadlviunldusnng

U

UIFFIUIUNTU

Vol. 6 No. 1 (January — March 2020) 83




o

6 ariuft 1 (HNF1AN — JUIAN 2563)

=h.

MIRITUINGINT NATINTA e T 7

nssaunw duniyin. (2551). Tedeaanyszaunimatnyinisiiuanaaiouiienalnelunnéeanlsuins
Isousuydaaludenimdesing. (Msruaiuuudase vsmsgsiaumdngin uninededednl),

nsvieitowisUsemelne. (2561). agukantsaudusriagylutouyssaa 2561 vownymuasasydym
QUATIANISA NI TNUASUNINUALYTOU 6 tAU. FUAUN http://www.tourismthailand.org

Mseine uinsne. (2554). Taseaaut/szaunnsaainiiuesonnéonlsysnisisusyyesesinyouiie v
Ingludanianseil (neninusuivnsgsiamniudin ainerdenusggsegisni).

NN 1Yans. (2546). 7757960738877, NFUNN: TSRUHUPNAIN T INede.

Synsal Bustiunun. (2559). Teseiidonsnasonindonininyssunmydnlewia o nneviaiu SamiayszeIuAsIus
Vo UTnalvanguyumIuA Az YT, (MIAUANBATEUSMITIRANMmITMda
UNINNFLSTIUAARS).

USennsal wsusw. (2557). amsnwaiuaspanmnsltynsveslsusuiidmanontsilalaysniselsusum
A8 YN T TUATYONAYIDNTE 97579977, (NM3funBasy Uimsgshammiadin umiinende
NTINN).

WiFuns Bouun. (2553). mgAnssuvesinnaniiervialnelumsidonlsuinisisusuyinludonindedlm
(MsAuATwuLdase uimsssiaumUndin uningdededin).

A3IT0u 13T wazAnue. (2552). N75U5M1577388798A L. AN §351aNT 911,

Audisenansive. (2561). uvaliauaswgio uss prsviausieat 2561, Fufuan
http://ttaa.or.th/wpcontent/uploads/2017/09/ 18012561.pdf

Tafion Snuanllon. (2558). Sadeaaut/szaumnnisnatn (7Ps) idensnamonaiuianely lunsldvsnssalnin
RAUNTHAYSA (TToa) vaut/sevinsluvangunnuyiuay, (Msauaindasy UImsgsnaumUudin
UATINNFESTTUAERS).

Armstrong, G., & Kotler, P. (2009). Marketing: An introduction (9th ed.). Upper Saddle River, NJ: Prentice
Hall.

Etzel, M. J.; Walker, B. J.; & Stanton, W. J. (2007). Market/hg(lﬂfh ed.). Boston: McGraw — Hill.

Newman Alan. (2014). GENERATION Y (MILLENNIALS). Retrieved from
http://www.financialmutuals.org/files/files/2014%2004%2027%20Gen%20Y%20Article%20for%20AF
M9%20NEDs.pdf

Oliver, R. L. (1997). Satisfaction: A behavioral perspective on the consumer. New York: Irwin/ McGraw- Hill.

Taylor, S. A., & Baker, T. L. (1994). An assessment of the relationship between service quality andcustomer

satisfaction in the formation of consumers’ purchase intentions. Journal of Retailing.

Vol. 6 No. 1 (January — March 2020)



http://www.tourismthailand.org/
http://ttaa.or.th/wpcontent/uploads/2017/09/เศรษฐกิจและการท่องเที่ยว%2018012561.pdf

