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The purpose of this research was to study marketing factors affecting foreign
tourists’ behavior while staying in Bangkok hostels. By studying demographic
characteristics in term of gender, occupation and education as well as factors affecting
the level of service marketing mix on foreign tourists’ staying behavior which are
as follows: product, price, place, promotion, physical evidence, people, process and
packaging.

The sample used in this research comprised of 385 foreign tourists who stayed
in Bangkok hostels. The questionnaire was consfructed and used as a tool to collect
data. Frequencies, percentage, mean standard deviation, Independent Samg{e T-Test,‘
One — Way Analysis of variance, Fisher's Least Significant Difference (LSD) and Pearson
Chi-Square. The hypotheses are tested at the statistical significant level of .05

The results revealed that:

1. Most foreign tourists who stayed in Bangkok hostels are male, company
officer. Their educations are Bachelor degree.

2. ‘Price, physical evidence and process factors have high effect on foreign

tourist behavior on using Bangkok hostels services.

3. Foreign tourists with different demography in terms of age, education and
occupation have different in marketing factors affecting their behavior while staying
in Bangkok hostels at the statistical significant level of .05

4, The foreign tourists demographic in terms of education and occupation
have relationship with foreign tourists’ behévior during their stay in Bangkok hostels at
statistical significant level of .05 |

5. The service marketing factors have relationship with foreign tourists’

behavior during their stay in Bangkok hostels at statistical significant level of .05





