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Abstract

This research aimed to 1) study the causal factors of marketing mix, brand
equity, and service quality that influence the decision to book 3-star hotels in
Thailand, and 3) propose guidelines to enhance the decision to book 3-star hotels
in Thailand. The quantitative research consisted of 420 tourists who had booked
3-star hotels online. The sample size was determined using a criterion of 20 times
the observed variable. Stratified random sampling was used. Questionnaires were
used for data collection and structural equation modelling was used to analyse
the data. For the qualitative research, in-depth interviews were conducted with
representatives from the Hotel and Tourism Association, 3-star hotel operators,
and tourist representatives who had booked 3-star hotels online, totalling 13

people. Content analysis was used.
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The results showed that

1) service quality has the highest influence on the decision to book 3-star
hotels in Thailand, followed by marketing mix and brand equity, respectively.

2) guidelines to enhance the decision to book 3-star hotels in Thailand,
the “SBMD Model,” where S stands for service quality, B stands for brand equity,
M stands for marketing strategy, and D stands for decision to book 3-star hotels
in Thailand, which must focus on problem awareness and information search.
Evaluate alternatives, purchase decisions, and post-purchase behavior.
Keywords: Marketing Strategy, Service Quality, Competitiveness and Business
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Iﬁu‘%msﬁﬁmmQﬂ@iyaqmauasimmmmmwaau%ﬁaza;ﬂqmmLauamﬂﬁgﬂumi
Tnsnsuarlunisiarlasuuinisanss

WUIAA wqwﬁL?‘{&nﬁ’quﬁmiuﬂ'ﬁﬁ'@ﬁuﬁlafga ngufnszuIunisanaulaves
wu3laa (Consumer Decision-Making Process) nszuaun1ssndulade iiunsinae
Sdutumeulunisidulaifentondninm/Auan Saginssuvesuilanaziionsan
1ué’m17fLﬁ'm%aqﬁ'uﬂizmumié’mia%aﬁgaéjm%m%LLazmq@T’]quaﬂﬁumqm& 2N
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and Rosenzweig (2019) Tuarumngrasnsdadulain fe msdmvuauuifa 4usn
Tnofinadenassmienionnniduiuly Agdadulaaznesnmadenniamisesig
50UMBY Iumiﬂﬁﬁﬁmu’[,uaqﬁmﬁ?u ussafanssuieafunsundamineziieniy
«dun1sdadula Ebert & Micheal (2019) nar il manevie ndAYianve9ng
dindula fdo nsundym FL%ii@Wﬁmqﬂizmﬁ LLﬁ%NHHE’jLﬁjw};ﬂizﬁ’] Tu Aamns 9
wani warussasesmsundymiliduluaud e guniainainnsseaulale
n3zvi adly egnslufiviona LWiﬂxﬁ%@ﬁwﬁﬂiuﬁaami%’ug Al waryAaNNNTINg
snaulaluannsoninidesnnn Jadomanile Ssagmesviiarunala Ben Orlove et al.
(2020) na1121 madadula aesinisiasumadenas 1 fanansotunlyluns
povaLaInaNTIUAsuLYas mséﬁ’mﬁu%GTmimﬁqmsﬁé'guéammnjﬁLﬁ'msduawma
dre lunasidugusy dninereans dnniades uazesansnie q ielulauuuosd
mainuateuarnisatvayui sy dnsssdunazdiulssessmaldos oln
annsareuausImensAsuuaazanumsaln q laeensiusyansam Bahzad
Taha Jijo and Adnan Mohsin Abdulazeez (2021) lalvarumaneves nsindulan

WunszuiunsidureulazUsyneumensanaulases q vaiedunouliinusemig



230 |Modemn Academic Development and Promotion Journal Vol.4 No.1 (January - February 2026) &5
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YouA3es (Machine Learning)
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N13ATIREBUAMININLATE D

1. arwmsadailom (Content Validity) yoiA30ailo mﬂsgl,%a’mmyai’mu 5
AU ATIREOUAINASILTLT 8T (Content Validity) Tneluinadia 10C (Index of Item
Objective Congruence) Imamummsﬁéj@aﬁw 0.60-1.00 Vgﬂ%@ﬁﬂmm

2. ilunaaasly (Tryout) Aunquenesnsiifiaulnaifeatunguiiesisaie
$1uu 30 AU LiloAAIIIT asTu (Reliability) Au3EnnsvesnseuLIA (Cronbach)
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1. N59ATIZNITBLTIUTU (Quantitative Data Analysis)

Jaduauynna AUKALYNININAIAANAINTIAUAT LAY ALATNNITINUINTS
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mﬁmswﬁmyagaﬁagwﬁa (Inferential) 11 n1531A518 v 04A Usznauidef ugy
(Confirmatory Factor Analysis: CFA) LLazmi‘?miwﬁquaﬁaaaammﬂmqa;wa
(Structural Equation Model: SEM) ﬁaaiﬂiummﬁ%%ﬁ]gﬂmqaaa

2. N1531AT12AN15ITBLTIANIW (Qualitative Data Analysis)

181137 AAIUATY (Validity) A 28N19A97940UT 03 ARUUATNLE 1
(Triangulation) Imammaaummﬁuﬂgm%aﬁa (Source of Data) @1§umI13Ld osiu
(Reliability) igﬁaﬂimwﬁaLméaézgfaaﬂaiﬂﬁmmmL%aﬁaléj (Creditability) n3#snfiu
\nandue (Dependability) n1sanelounan1s3ae (Transferability) waznislugdes
(Bias) Ima%auﬂaﬁﬁmﬁmiwﬁ awfuronusses (Descriptive) filaainnisdana
wag M WLT9EN ﬁmmamL‘mJLﬁ@iﬁlﬁwaqﬂmaa%aﬁwmﬂumaé’mmwaj
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Method)
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A13°99 1 AdssasaludsauuinsguieIiunsanaulavedsausussau

3 amlulszwalng lnen1nsiu

318N13 AEnn HUUINIABIANY  LUURIADINIY
FUNRFIY Laan
1. Chi-square () *lna 0 1063.01 112.95
ity df 183 93
Relative Chi-square ~ WaW19 (X*/df) < 2.00 5.81 1.21
2. GFl > 0.90 0.81 0.97
3. AGF > 0.90 0.75 0.94
4. RMR wlna 0.00 0.011 0.005
5. RMSEA < 0.05 0.107 0.023
6. CFl 0.00-1.00 0.99 1.00
7. CN > 200 93.95 476.06
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Chi-Square=112.95, df=93, P-value=0.07815, RMSEA=0.023

a o ¥ v % i = .

AN 1 BWUUTNAILATIAT1AINUAUNUS WU UNTLE BN (standardized
solution)

INAINA 1 U AFUUSEENSEUNIY (Path Coefficient) 5E1IN9m U
AuRILUIINY wazA1utinesalsznes (Factor Loading) 58naN9anUshaeudays
Uszdnuilanludeuinyni

a ! aa a A a ¥ a a

A9 2 LEAAIAIEDNE NANITILATIZRONTNaNI1INTS (DE) 199y (IE) nswa

594 (TE) 22900kUSi991nAT Beta wag Gamma

fanusnny AN fanusdase
AUWUS MAKM BREQ SEQU DBHT
SEQU DE 0.51** 0.49%* N/A N/A
IE N/A N/A N/A N/A
TE 0.51** 0.49** N/A N/A
DBHT DE 0.16* 0.13* 0.82%* N/A
IE 0.42%* 0.40** N/A N/A

TE 0.68** 0.53** 0.82** N/A
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Chi-Square= 112.95, df=93, p-value = 0.078, GFI=0.97, AGFI=0.94, RMR=0.005,
RMSEA=0.023, CFI=1.00, CN=476.06
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Fatemeh, Golnaz, Ramayah, Sivabala (2016) WUl Jeseudnfiasmanenufianela
vosgnalulssususedy 3 84 5 anlawn wiinaw, Aruauad, e Aids, ems,
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