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Jarmon Sirigunna'
MARKET FACTORS INFLUENCING THE DECISION
TO PATRONIZE BUDGET HOTELS IN BANGKOK

The aims of this research were to examine the behavior of customers who frequently patron-
ize budget hotels and to study the market factors which could influence the decision of customers to
patronize budget hotels in Bangkok, Thailand. The total of 10 key informants were interviewed by
means of indepth interview. Also, the total of 100 customers were interviewed via questionnaire. The
main decision to choose budget hotels was low fixed price for regular customers. The findings also
revealed that the first 3 market factors influencing the decision of the respondents to patronize
budget hotels were low fixed price (price), location (place), and friendly staff (people).
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Jlxxapmon Cipirynna
PUHKOBI ®AKTOPH, 1110 BINVIMBAIOTH HA PIIIIEHHA
CTATU IOCTIMHUM KIIIEHTOM BIOJZKETHOI'O I'OTEJIA:
HA ITPUKJIAII BAHTKOKY

Y cmammi 3po6aeno cnpoby ouinumu noeedinHKy nocmiliHux Kaieumie 6r00xcemuux 2ome-
a8, a makoxyc docaidumu, AKi came PUHKOGI (haKmopu niuearonv Ha maxe PiuleHHs y 6UNAOKY
Mm. banekok, Tainano. Cnowamxy 6y10 npoeedeno demaavhi inmepe’ro 3 10 excnepmamu 2anysi.
Ilicas mozo — onumyeanus 100 kaienmie 6ro0ncemuux 2omeaie banexoxy. Haiizoaoeniuoro npu-
YUHOI0 8uGOpy 0100MCemH020 20mealo, 3a pe3yabmamamu K iHMepe’ro, maxK i OnumyeaHnus,
cmaaa HU3bKa ikcosana uyina 0asa nocmitinux Kaienmie. Karouoesi punxosi paxmopu, wio énau-
earomv Ha maxuil uUOIp pecNOHOEHMI8, y PeliMUH2Y PO3MAULYEAIUCy MAKUM YUHOM: (IKCo8aHa
uina, micue po3mauly8ants 20mear0 ma nPUGIMHUIL nepconan.

Karouosi caosa: punkosi gpakmopu; 6r00xucemui comeni; Banexok.
Taba. 2. Jlim. 10.

JIxxapmon CupurynHa
PBIHOYHBIE ®AKTOPLI, BJIUAIOIIUE HA PEHLIEHUE CTATb
IHOCTOAHHBIM KJIMEHTOM BIOJ2KETHOT'O OTEJIA:
HA ITPUMEPE BAHTKOKA

B cmamve cdeaana nonvimka ouenums nosedenue noCMoOAHHbIX KAUEHMO8 0100X4cemHbIX
omeaell, a maxjce ucc1e0o8amo, KaKue UMeHHO PbIHOUHble PAKMOPbL 6AUIOM HA MAKoe peule-
Hue ¢ cayyae 2. banekok, Tauaano. Cnavana 6viau nposederno demaavhwvie unmepevio ¢ 10 sxc-
nepmamu ompacau. 3amem — onpoc 100 xauenmoé 6rodncemuvix omeaei banexoxa. Camoii
21a6HOl npuuuHoll 6blO0pa 6100XcemHo20 omeast, NO Pe3yAbINAmMam U UHMepPevio, U onpocd,
cmaaa HU3Kas YuUKCUPosannas uena 043 NOCMoAHHbIX Kauenmos. OcHogHble polHoOUHble akmo-
Pbl, eAuAIOUUE HA MAKOU 6bLOOP PeClOHOCHN06, PACNOAOICUANUCY 8 Pelimunze caedyrouum oopa-
30Mm: uKcuposannas uena, Mecmopacnoiodcerue omens u OpyxicearoOnbLi nepconan.
Karouesvie caosa: pvinourvie paxmopot; 6r00xncemuvie omenu; banexok.

Introduction. It is known for the fact that high growth rate of tourism in Thailand
results in high growth rate of budget hotels in Thailand overall. Budget hotels have
been the factor of competitiveness that demonstrated its power at the market for the
last 3 decades. However, the level of competition is constantly increasing with the
growing number of budget hotels in Bangkok, Thailand. It is important that budget
hotels must focus on low cost strategy which means managing cost effectively and
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efficiently in order to pass the saving costs to their customers. During an economic
downturn or recession, consumers have a tendency to be price sensitive and there is
an increasing demand for budget hotels, low cost airlines and so forth (Kasikorn Bank
Research Institution, 2014). As a matter of fact, low price alone may not be sufficient
for customer satisfaction is the key factor for long-term success (Wongleedee, 2014).
Budget hotels have become a very popular choice for both domestic and internation-
al business travelers (Crompton, 1979). The lack of some services and lower quality
do not deter customers from patronaging low cost hotels. This research paper aims to
examine the behavior of customers to see how and why customers prefer budget
hotels, and to study the market factors which influence their decision regarding bud-
get hotels. The market factors include product, price, distribution channel, promo-
tion, people, process, physical environment and quality.

Literature review. Generally, market segment of budget hotels is an important
topic often discussed in hotel business and management. The growth of tourism and
hospitality means the growth of budget hotels (Qu et al., 2011). Consumer behavior in
this context often includes activities and buying process regarding where to buy, when
to buy, and how much to buy (Knosiri et al., 2005). Serirat et al. (2003) suggested the
proper marketing technique to review consumer behavior by using 6 W questions and
1 H question. However, the vitality of important market questions can also be
explained by using the market concept of the marketing guru, Ph. Kotler (2003, 2012).
The first W question is who is in the target market of budget hotels? This question asks
about the demographics of target customers for budget hotels. The second W question
is what does consumer buy from a budget hotel? This question asks about the product
or service components that consumer really wants to see in a budget hotels. The third
W question is why does consumer buy the service from budget hotels? This question
asks about the objective (purpose) of using budget hotels. The fourth W question is who
participates in the decision to use budget hotels? This question asks about the role of
people around the consumer who might have influence on the decision to use budget
hotels. The fifth W question is when does the consumer buy? This question asks about
timing and occasion of using budget hotels. The sixth W question is where does the
consumer buy? This question asks about the distribution channels which consumer
can use do opt for budget hotels. The H question is kow does the consumer buy? This
question asks about the process of renting budget hotels.

Methodology. Both qualitative and quantitative methods were used in this
research paper. An indepth interview was applied for the qualitative part of the
research. The total of 10 budget hotel managers were selected from various budget
hotels in Bangkok districts. The questions for an indepth interview were set up in two
areas. The first area was about the main reasons for customers to choose budget
hotels. The second area of questions was about how each market factor is influencing
the decision to choose budget hotels?

Since the overall population of budget hotels clients is hard to measure correct-
ly, this research paper used the sampling method of T. Yamane (1967) to obtain 100
samples. The questionnaire used in the study comprised of 3 parts. The first part of
questionnaire included the demographic questions such as gender, age, education,
income, and occupation. The second part of questionnaire addressed the behavior of
customer such as how often did they use budget hotels? When do they use budget

AKTYAJIbHI NTPOBJIEMW EKOHOMIKUN Ne8(182), 2016



EKOHOMIKA TA YINPABJIHHS NIANPUEMCTBAMU 167

hotels? etc. The third part of the questionnaire concerned the influence of market
factors on their decision to use budget hotels. In order to obtain a standard of validi-
ty and reliability, the questionnaire had been read and commented by 3 experts in the
field of hotel business research. Moreover, 10 pilots were done to make certain that
the questions are tested until passed at least 0.7 of Cronbach alpha.

Findings. The demographic data of this research paper shows that the majority of
the respondents were male, between 20—30 years old. Most of them were married.
The majority earned an undergraduate degree, most of them have income per month
between 25,000—40,000 Baht. The majority preferred to pay cash and travelled alone.
The frequency of using budget hotels was 5—6 times per year. The respondents’ atti-
tudes towards marketing factors indicated high level of interest in low fixed price. The
findings also revealed that the main decision for the respondents to choose budget
hotels was low fixed price in which customers prefer to pay cash. The findings also
indicated that the first three market factors influencing the decision of the respon-
dents to patronize budget hotels were low fixed price (price), location (place), and
friendly staff (people).

Table 1 reveals that low fixed price is the most important reason for individual
customers to choose to stay with budget hotels.

Table 1. Market factors of influence on budget hotels choice, author’s

Market factors Mean S.D. Rank

1. Price factor 4.80 0.840 1
2. Place factor 4.79 0.873 2
3. People factor 4.65 0.787 3
4. Promotion factor 4.59 0.878 4
5. Product factor 4.57 0.744 5
6. Process factor 4.55 0.715 6
7. Physical factor 4.47 0.686 7
Overall 4.60 0.784

The findings in Table 1 also demonstrate the ranking of importance from the
highest mean to the lowest as follows: price factor, place factor, people factor, promo-
tion factor, product factor, process factor. The overall means is 4.60 with 0.784 S.D.

Table 2. Market factors of influence according to indepth interviews, author’s

Market factors Rank
1. Price factor 1
2. Place factor 2
3. Promotion factor 3

The findings in Table 2, obtained via indepth interviews, reveal the first three
main market factors as follows: price, place and promotion. This information repre-
sents the opinion of 10 key informants who had been selected from many budget
hotels managers. Therefore, low price is the most important market factor, and this
strongly implies that the majority of budget hotel customers are price sensitive.

Limitations and future studies. One of the major limitations in this research paper
came from the sampling technique. Since the overall population is unknown, there
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should have been proper 400 samples used. However, due to limited time and bud-
get, only 100 samples were used. Therefore, in order to obtain more specific results,
the future research should survey a variety of budget hotels customers to obtain more
representative opinions from a variety of provinces in Thailand. In addition, future
research should focus on a proportion and random sampling technique with diverse
budget hotel customers and larger group interviews to investigate the reasons behind
choices to patronize budget hotels in the future too.
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