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The research is a study of factors which affecting tourists’ decision making to choose 
an accommodation this research is studied the guests who stayed in the five stars resort that 
reflects their intention. The case study is chosen with a particular luxury resort, offer their 
customers as all-inclusive package, the resort focuses on a high end group of customer with a 
bundle price package is which includes room rate, meals, activities, transportation and others. 

Moreover, the study would like to study concerning other factors which might attract 
the customers’ intention to choose this resort and how important of those factors. There are hotel 
attributes including hotel room (cleanliness, in-room amenities and decoration), facility and 
services, activities in the resort. The hotel marketing about loyalty program is impacted 
customers’ attraction. In addition, the tourists also consider on the information sources which they 
receive, a reputation of hotel or chain, hotel location and the in-house security.  

The study is completed with 56 sample size of the guests who stayed at Anantara 
Golden Triangle Elephant Camp and Resort. They bought all-inclusive package to fulfill their 
stay. Most of guests visited the hotel for their leisure and adventure purpose according to the 
location and the activities which the resort provides. The result of a study indicates that most of 
guests emphasize on resort room concerning cleanliness of room. Apart from that, they also 
consider on security system in a resort and service quality of staffs. These factors affect their 
decision to choose a particular accommodation for their stay.   
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Chapter 1 
Introduction 

When people plan for their trips both domestics and international, while they are 
considering for destinations where they want to travel so an accommodation is one of plan for 
staying during their trips. Travelers choose accommodations concerning their personal life styles 
or own interests. There are many choices of hotels for travelers choosing. Hotel managers have to 
understand their guests’ requirement for holding their current guests and attracting new customers 
during the rapidly competition for travelers (Ananth et al., 1992; Howell et al., 1993; Sammons el 
al., 1999).  

Travelers consider on hotel management for staff services, hotel standard that reflect 
hotel quality. It may not only depend on outstanding management, on the other hand, it is also on 
location and business trips as well (Koenig and Bischoff, 2004). However, travelers also 
emphasize on hotel attributes. Customer satisfaction, service quality or facilities are focused as 
hotel selecting basis (Bitner, 1990; Parasuraman el al., 1985). There are five hotel factors in order 
to consider for the image of hotel for travelers as physical atmosphere, cooperating uniqueness, 
personal service and accessibility (Le Blanc and Nguyen, 1996). Travelers totally decide from 
personal service, physical appealing, relaxing chance, service standard, attractive image and 
worth for money (Wilensky and Buttle, 1988).  Nayif (2001) mentioned the factors which 
influenced guests choosing for an accommodation were a significant subject for hotel 
management.  
 According to a study, Anantara Golden Triangle Elephant Camp and Resort is the 
interesting accommodation which its brands, hotel attribute, attractive uniqueness or 
management. Anantara Golden Triangle promotes itself as Asia’s premier Elephant Camp of the 
world with the location in the northern border of Chiang Rai province by Mekong River meeting 
as three countries as Thailand, Myanmar and Laos. Including an excellent accommodation, the 
resort attributes are presented with a combination of indigenous art and culture. Anantara Golden 
Triangle provides 77 guestrooms by categorizing into 3 types for Deluxe Three Country View,
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Anantara Suites and Anantara Three Country View Suites. As a luxury resort, Anantara Golden 
Triangle is very charming as its outstanding services with its highly brand standard. Moreover, 
there are a variety of facilities including two choices of restaurants as Thai and Italian, bar, health 
club, swimming pool, spa, tennis court and Jacuzzi. 
 Regarding to the resort concept of all-inclusive package, the bundle prices are 
including with an accommodation, all day dining, hotel activity, drinks at the bar, minibars and 
transportation from Chiang Rai airport. Poon (1998) noted that a concept of all-inclusive is a 
product modernization that very important for a market place of an outbound tourism so a variety 
of tourism products are included in a package. The resort activities is one of highlight that are 
attracted many travels as a destination. Elephant Camp significantly play a role to pull the 
tourists’ attractiveness that the resort emphasizes on all activities (e.g. elephant activities, spa, 
cooking class, private excursion and visit Hall of Opium Museum) which are included in a 
package must be a sustainable tourism that benefit to the guests, local entrepreneurs, local 
communities and resort staffs.     
SWOT Analysis 

(S)   Strength 

 Here is only one Elephant Camp in Chiang Rai and 
the exceptional training of Mahout Experience which is 
a signature of the resort. 

 Three countries view 
 

 Anantara Spa is well-known for world awards 
 

 Authentic northern Thai style 
 

 Luxury resort facilities such as a large swimming 
pool overlooking Ruak River and 3 Country View 
(Thailand, Myanmar and Laos) 

 Dining by design in Rice Paddy, Baby Elephant 
Camp and Sunset Trek cocktails 

 Integrated packages with all-inclusive in Thailand 
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resorts  
 Lower rates than Four Season Tent Camp with 

similar experiences 
 Growing of Anantara brand awareness 
 Green Globe certificate 

(W) Weakness 

 Remote location 
 Limited service to Chiang Rai by air 
 Aged hotel facilities 
 Seasonal perception 
 There are no connecting rooms that only connect by 

balcony 

(O)  Opportunity 

 
 AEC will be started in 2015, the opportunity of new 

target market and neighborhood workforces are higher. 
 The campaign of TAT can encourage the tourism in 

Chiang Rai, including Golden Triangle. 

(T)   Threat 

 About earthquake, the location of resort is closed to 
the center of frequent plate tectonics in Myanmar. 
When the earthquake happens, the resort will be 
affected. 

 Smoke hazard from agricultural activity 
 Political unrest is one of problem that may affect to 

the tourists’ intention to travel in Thailand. 
 Urbanization of border might reduce the charming 

of the rural environment in Golden Triangle that might 
lead travelers to visit other destinations and reduce 
sustainability of tourism in that area. 

 Raising of incorrect information about elephant 
husbandry (Animal rights activist) 
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Porter’s Five Forces Model 

Threat of 
New Entrant 

Low  It is very difficult for new entry to compete in the 
market because it uses high investment to run the business. 

 According to an economic situation, current market 
is recession affecting the investors to slow down. 

 Anantara Golden Triangle differentiate itself of All-
inclusive package that there are only Four Season Tented 
Camp that launch same marketing. 

 The Elephant Camp is a part of Anantara 
Threat of 
Substitute 
Product 

High  If the customers prefer to pay lower rate for bed and 
breakfast so there are many types of accommodation 
around that area. 
The competitors of Anantara Golden Triangle 
- Four Season Tented Camp 
- Imperial Golden Triangle 
- Serene Hotel 

Bargaining 
Power of 
Supplier 

Low  Not only the local suppliers, but also other suppliers 
nearby that can offer the products for resort. The resort has 
high bargaining power. 

 There is only one Elephant Camp in Chiang Rai 
Bargaining 
Power of 
Customer 

High  Switching cost of customers is low because there are 
many choices of accommodation which they can decide 
and choose for staying.  

 The location is settled at the remote area, some 
customers might select another choice to stay, if they need 
the location where it is not far from the airport or city. 
 

 
Intensity of 

 
High 

 
 If the customers consider on all-inclusive package, 
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Competitive 
Rivalry 

hence there is only Four Season Tented Camp who offer 
the same marketing. Anantara Golden Triangle has more 
advantages in terms of lower rates offered with similar 
benefits. 

 Anantara Golden Triangle welcomes for young 
children that Four Season Tented Camp does not allow 
them staying there.  

  
 The study attempts to define the factors affecting tourists’ decision making for an 
accommodation of the tourists both Thai residence and foreigners by doing a case study of 
Anantara Golden Triangle Elephant Camp and Resort. The interesting concept of Anantara 
Golden Triangle concerning all-inclusive resort draws attention to many customers. This paper 
identifies each factor that persuades the guests’ decision and stay in this resort.  
 To be strong business in the hospitality industry, the research can be used for 
significantly improving the internal management and understand what their customers expect and 
to fulfill their requirements. The significant factor will be worked for advertisement to their target 
market and plan for marketing strategy among the competitors, however other factors will be 
developed to keep the current market as loyalty and offer the new customers to select Anantara as 
the accommodation choice.  
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Chapter 2 
Literature Review 

 When the travelers plan to visit any destinations then they will list many conditions to 
apply and choose an accommodation. The consumer thinks about several characters for judging 
the service quality which perceive when they stay in one accommodation (Wilkin et al., 2007). 
Mohsin and Lockyer (2010) mentioned that those standards or determinants can be concerned 
both intangibility of service component and another part of visible facilities. Hence, there are 
many criteria such as hotel attributes including room quality, facility and service, activity which 
the resort provide. In addition, marketing plans, location, environmental security in resort are 
considered as the significant factors which affect the guests’ decision making to choose an 
accommodation during their trips.  
1. Hotel Attributes 

 Alpert (1971) and Kivela (1996) mentioned viewing consumer products and services 
as a set of attributes, features and benefits. Alpert and Kivela claimed that attributes which have 
direct effects on consumer choices are called “determinant” attributes that might be different from 
those provided by competitors could be important factors determining consumers’ intentions 
related to future purchasing. 
  Customer service, understanding and caring in terms of hotel management, assurance 
and convenience of transaction control during staying are considered “intangible elements.” 
Contrarily, physical facilities such as in-room (e.g. coffee maker, bathrobe etc.), and entire hotel 
facilities’ availability (e.g. swimming and fitness centre) and quality are termed “tangible 
elements” (Ramanathan, 2011).  

 1.1 Room – When travels plan for their trips, a hotel preview is a significant reason 
for choosing a hotel or resort. They might consider on the room allocation, amenities, or room 
facilities that meet with their requirement.  
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 1.1.1 Cleanliness - Weaver and McCleary (1991) mentioned that cleanliness is the 
most significant standard.  In addition to the quality in-room amenities, these are very necessary 
to guests’ demand. The important hotel attributes have been considered by cleanliness of room, 
mattresses are comfortable and towels’ quality (Taninecz, 1990). Comfortable beds and quality of 
towels are considered as an importance of room quality (Knutson, 1988; Weaver and McCleary, 
1991; Weaver and Oh, 1993). The room quality was the important to clarifying the level and 
influences the business guests to visit the hotel again (Kashyap and Bojanic, 2000). 

  1.1.2 In-room Amenities - The television in room is additional application 
providing for the guests, includes guidebooks for activity, reservation, room service, local maps, 
weather forecasts and others (Bilgihan, 2012). 

Anantara Golden Triangle Room Features  
 King or Twin bed 
 Balcony with tree country, garden and jungle views 
 Internet access via Lan and WIFI 
 IDD Telephone with voicemail 
 International Satellite TV, DVD player 
 iPod docking station 
 Individually controlled air conditioning with ceiling fans 
 Mini bar, tea and coffee machine making 

  Furthermore, nowadays most of hotels and resorts provide in-room facilities by 
developing technology to fulfill the guests’ requirement. Bouks (2007) mentioned there are some 
improvements of multimedia entertainment for previous years which has been resulted by 
customers’ requirement, which significantly enlarge in in-room entertainment facilities that the 
hotels offer as current luxury then will be new expectation for next day. Technology is a key 
component of hospitality organizations for their advantage in competition (Hansen and Owen, 
n.d.). So the guests might anticipate for amenities in guest room which will be available choices 
at home and offices (Amdekar, 2006). For examples, 59 per cent of the luxury hotels have DVD 
players providing in their guestrooms and there are 35 per cent of hotels providing in-room iPod 
docking station (AH&LA,2008). Entertainment system in guestrooms consist of welcome 
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messages on TV screen, VOD, WIFI, advance TV system, video games, fitness station, etc. 
Nowadays, investing in in-room entertainment system devices is a way to increase market share 
(Bilgihan, 2012). 
  1.1.3 Room Decoration – Anantara designs the room to reflect the traditional 
decoration which combines modern technological equipment. Room typically is the element 
which attracts the guests’ perception with its own furniture, in-room features and completes with 
other components such as decorating style which reflect to a local culture to fulfill the guests’ 
demand and theirsatisfaction. First impression when guest entre the guestroom has influences on 
their satisfaction. They look at the condition of prominent furniture and built-in furnishing 
instantly (Cesarotti and Spada, 2009).  
 1.2 Facility and Service – Currently customers of hotel did not only find for basic 
services and facilities which hotel provided but the quality of services and facilities themselves 
are expected. When they are not meet by a guests’ expectation or more than the guests’ 
recognition about a quality of service then it affect to their satisfaction (LeBlanc, 1992). 
Customers seek for both intangible service and physical products to define a service quality at a 
time (Radder and Wang, 2006). Expectations of hotel facilities and services are different in which 
cross-cultural (Hoon, 1992).  
   1.2.1 Facilities - Anantara Golden Triangle offers infinity-edge swimming pool 
with Jacuzzi overbooking the Makong Valley, including restaurants, fitness centre with 
gymnasium, squash court, table tennis, sauna, stream room and outdoor tennis court.  The 
expectations of service are determined for beliefs before consumption to predict the way of a 
service should be (Kopalle and Lehman, 1995). Wuest et al. (1996) mentioned a variety of service 
and facilities are very important to the tourists as a hotel quality that raising their retaliation of 
hotels they stay. The customers have demand on an exceptional service of hotel staffs and choices 
of facilities which meet their needs. The different preferences between Asian and Non-Asian 
tourists were majoring in terms of Asian tourists prefer a variety of entertainment facilities such 
as karaoke, in contrast, Non-Asian tourists emphasized on the fitness center more than other 
facilities (Bauer et al., 1993).   

   1.2.2 Staff Services - The competition is high in hotel industry and the similarity 
of services and facilities, if there are available options providing the customers which are 
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considered as significant quality for their purchasing next time (Burton, 1990; Knutson, 1988). 
The concept of service includes in two terms, between how about operating capacity and what the 
marketing capacity by combination of these two capacities and service attribute (Goldstein et al., 
2002) and fulfill the customers’ requirement and strategic planning mentally (Victorino et al., 
2005). SERVQUAL is the tool to evaluate the quality of service in hotels for considering criteria 
(Parasuraman et al., 1988). Fernandez and Bedia (2004) have applied SERVQUAL measurement 
to standardize hotels’ service quality in Spain, this clarified that the system of star rating does not 
correlate to the quality of service level. Many studies indicated the relationship both service 
quality perceiving and the loyalty of customers (Ramanathan, 2012). The service quality of 
employee was an important to define the level and the purpose of leisure guests to stay again 
(Kashyap and Bojanic, 2000). 
  1.3 Activities in resort – Shu (2002) referred both characteristics of customser 
lifestyles and traveling favorites can be grabbed by special interest tour, to establish a proper 
marketing plan determining of area of direct market. Elephant adventures are emphasized to the 
customers who are interested in those programs. Elephant camp works at the side of Anantara’s 
Golden Triangle Asian Elephant Foundation to rescue the elephants freely and employ mahout to 
get along with their elephants.  The elephant camp cooperates with the resort to offer memorable 
experiences for the guests and provide authentic mahout training and work with elephants in such 
truly natural environment. According to these dominants of natural environment and elephant 
camp, the resort can provide one stop service to provide the guests to achieve their intention to 
stay at the hotel.  
  Okello et al. (2001) indicated Kenya with its natural atmosphere elements which 
appeal priority evaluation by travelers, consist of wild life, birds, beautiful scenery, and palm 
fringed, nice beaches and Swift moving rivers/waterfalls. Similar to Awaritet (2004) that the 
tourists in Nigeria extremely concern in the natural ambience, particularly in wild life/ natural 
existences, eco-tourism/parks, geographical area and other environmental supply which are usable 
of tourists’ consumption, hence it is significant for establishing the attractions, physical 
environment and activities by cooperating tourism preference in developing plan, 
agenda/marketing and design.  
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  Moreover, Anantara Golden Triangle offers the Spa on the elephant, three countries 
excursion (Thai, Myanmar and Laos), rice planting, mountain biking and Thai cooking class 
program that the customers can visit local fresh market and learn how to cook with the chef, to 
consistent with the program of The Oriental Bangkok, has started Thai cooking classes since 
1986, providing particular morning classes or an entire courses, Thai chef usually teach for a 
whole week classes. In addition, the hotel offers individual courses for classical Thai dancing, 
music, martial art, mask dance and meditation (Peterson and Mccarthy, 2007). It is totally 
significant for its part which considering on tourist’s destinations and activities are linked with 
the environment which is natural, historical and cultural legacy of specific area (David, 2011). 
The activities are offered considering on the guests’ interesting. The consistency of favorite of 
activities, destinations, atmosphere and the linkage emotions of friends are known as “specific 
interest” (Hall and Weiler, 1992; Trauer and Ryan, 2005).   
2. Hotel Marketing 
  2.1 Pricing – The significant part can be played by price for service recognition. 
Ugboma et al. (2004) mentioned the consumers usually accept about the exceeding price provides 
a higher quality. The price which is lower can lead the consumers to beware the company’s 
capability for providing good service and equivalently the realistic basis of service perceive.  
   2.1.1 All-inclusive package – Anantara provides Golden Triangle Discovery 
Package which includes Accommodation in a Deluxe 3 Country View Room, Anantara Suite or 
Anantara 3 Country View Suite with daily buffet breakfast, lunch and dinner, Beverages (select 
range of non-alcoholic drinks, house wine, beer and spirits), in-room mini bar, an internet access, 
roundtrip transfers from and to Chiang Rai Airport. Moreover the package is included one activity 
for every night stayed from a choice of: Spa Treatment, Elephant Camp Experience, Golden 
Triangle Private Excursion, Cooking Class and optional activity of visiting Hall of Opium 
Museum.The Unique Elephant Adventures provide 3 optional activities; Option 1: Mahout 
Training - Learning the relationship between mahout and his elephant, enjoy with the activities 
and education from the courses. Experience with the realistic of mahout life; Option 2: ELE 
(Elephant Learning Experience) – Observe the baby elephants’ behavior of foundation and 
interacting with them, likewise learning of scientific research and project; Option 3: Two Hour 

10 

   ส
ำนกัหอ

สมุดกลาง



 

 

elephant Trek – Enjoy riding atop an elephant which controlled by the mahout, relax with rich 
forest and natural sceneries. 
 

Figure 1: Golden Triangle Discovery Package Rate 

 
 
 
 
 
 
 
 
 
 

 

Source: Anantara website 

 The all-inclusive package was included all drinks, taxes, roundtrip transfers and sports 
activities with no tipping. People had known in advance concerning their prices for a package 
holiday but not include for their personal expenditure as telephone costs, washing items, rent a 
car, outside meals and buy some products. According to a package, excursion is included to visit 
a local market and craft village so it is important promoting for the visitors and local hosts 
(Tourism Intelligence International, 2000a; Issa and Jayawardena, 2003). Poon (1998) mentioned 
a package of all-inclusive it was not only specifically used in the closed accommodation which 
was attractive by many travelers, but also the installation of vacation scenery in a higher 
destination’s number that the fuels consumption of customers expand and developing product to 
fulfill current tourists’ requirement.  

 For example, in this day, Caribbean uses all-inclusive package where it basically 
differentiate that a traveler did not bring any forms of currency, paper, coin or plastic. Since 

 
 

Single Double 
 

Deluxe 3 Country View Rates start from THB 28,000 THB 36,000 
Anantara Suite Rates start from THB 35,000 THB 43,000 
Anantara 3 Country 
View Suite 

Rates start from THB 36,000 THB 44,000 

Remark 

All rates are in THB and subject to 10% service charge and 7% applicable government tax. 
The rates quoted are subject to seasonal variations and change without notice. 
A deposit of 50% of the full stay is required at the time of booking. The remaining amount is to be paid upon check-out. 
In case of no shows or early departure, a 100% charge of the total stay applies.  
Extra child policy (4-11 years of age): Additional charge of THB 6,200 per child per night when sharing a room with parents. 
Children receive the all-inclusive benefits listed above with the exception of spa treatments.  
Extra adult policy (12 years old and above): Each additional adult is charged at THB 14,750 per person per night. 
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1930s, all-inclusive history has been begun in the Barry Island by the Butlin’s holiday camps 
providing low-cost experience for laboring-class’s families on their holiday trips (Poon, 1998; 
Issa and Jayawardena, 2003). People who have the same interesting and concept then they might 
select such a similar traveling idea and making decision based on their homogenous 
characteristics (Woodside and Dubelaar, 2002). In 1950s, all-inclusive holiday club, Club 
Mediterranee or Clubmed were opened in Mallorca for providing a uniqueness of traveling from 
the difficulty of after war Europe so the Balearics where was very well-known in Mediterranean 
was the earliest model of all-inclusive presenting (Issa and Jayawardena, 2003).      

 People have different motivation to decide and choose for their holiday styles that 
demographic factors are the important factors to determine different reasons for all-inclusive 
package selection. People who traveled to make their first experience then they decide to reserve 
as AI more than people who revisit during the holidays (Wickens, 2002). Likewise, there is an 
association between the options of all-inclusive traveling package and criteria of traveler 
attributes (e.g. age, gender, educational level, job, etc.) and traveling features (e.g. how long they 
stay, group size and visiting last time, etc.) (Anderson et al, 2009). According to Tourism 
Intelligence International (2000a) referred UK tourists’ motivation for traveling as AI, defining 
57 per cent of them consider on the packages are worth for money, there are 42 per cent which 
prefer to manage their pre-paid expenditure before traveling, 39 per cent indicate that it is suitable 
their families and around 37 per cent of them are attracted by a variety of facilities and 
entertainments which are included in package. Enoch (1996) mentioned AI package has 
advantages in terms of security, good for managing in cross-cultural communities, trustworthiness 
of transportation, regulative cleanliness.  

 However, the degree of motivation and individual reasons are different concerning 
their age differences. Anderson and Langmeyer (1982) noted the people who decide to buy 
packages as safety reasons are the age range higher than 50 years old, as same as Horneman et al. 
(2002) mentioned about the elder tourists considered on “reliable package” than younger tourists 
think about. In contrast, the travelers who are mature want to make sure for their traveling about 
program information, preparing and dealing with unexpected situations (Foster, 1986). Besides, 
when the travelers calculate about their traveling costs when they do not buy the package that the 
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expenses are higher than including as a bundle prices as similar as Enoch (1996) referred to the 
same destinations, the expenditures are more expensive when travel independently.  Enoch 
referred about the factor of social level affecting the selection of package. Higher class and 
middle status are attracted by AI reducing their personal managing time for their traveling.  

  2.2 Loyalty Program – The hotels determine the success of their services by the 
people who revisit and usually stay in the properties. Guests who revisit the places expect for 
higher satisfaction than previous visiting then building guests’ loyalty is the way to keep the 
current guests with exceptional services to fulfill their requirement, more than new customers. 
Anton (1996) mentioned a higher simultaneous accessing, then the consumers who are satisfied 
were determined their mental state about their requirement and anticipation that their expectation 
of products and services are met or not that influent them to buy again and become loyalty. 
Consumer satisfaction measurement is a significant element for developing a product’s attribute, 
providing advantage in terms of an organizational competition (Cravens et al., 1988; Garvin, 
1991). In addition, Berry and Parasuraman, (1991) mentioned the preparation of service quality 
which reflected by consumer’s satisfaction is considering as a majority of all businesses. 

 Anantara provides own member which is known as Anantara Vacation Club for the 
guests who would like to do pro-long engagement with the brand and creating their loyalty. 
Including many benefits which are more than ordinary guests, however, the purpose is increasing 
Anantara brand awareness as hotel opportunity. Positive experiences of customers during their 
staying always form customer loyalty (Masom et al., 2006; Nasution and Mavondo, 2008). 
Besides, a group of hotel alliance of Anantara joins to GHA (Global Hotel Alliance) which is one 
of well-known hotel loyalty program which there are leading hotels around the world as the 
memberships such as Kempinski, Marco Polo, Omni Group, Tivoli, Pan Pacific Hotel & Resort, 
Anantara and etc.  

 GHA Discovery was established according to ordinary principle by emphasizing on 
rewards as “Local Experience” which is more valuable than normal collecting point. Many hotels 
create a program to reward repeat guests, they categorize guests into different classes, regarding 
to volume of business with the hotel. For high level customer (e.g. “Gold or Silver”), hotel makes 
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them feel important and special and provide better services, therefore these customers have higher 
expectation of services and adopting better satisfaction from hotel (Hwang and Wen, 2009).  

Figure 2: Anantara Vacation Club Privileges 

 
Source: Anantara Vacation Club Factsheet 

3. Information Sources 

 Baloglu and McCleary (1999) noted the sources of information are defined as 
motivating factors that Gartner (1993) mentioned for building channel of image. The information 
sources can be categorized into 3 functions; 

 3.1Organic – there is no bias forming the sources, as know that it is not information 
which derive from tourists concerning the attractions, There are many examples such as books, 
documentaries and news on television, newspaper, radio, revolving, plays, novels and friend or 
family’s experiences (Jenkins, 1999). Priority experience, outside communication, word-of-mouth 
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transmission and image could be concentrated as the principal motivation in building of 
expectation (Ignacio, Hector, Jesus and Maria, 2009). It is similarity to the situations are typical 
in a context of tourism, personal communicating usage from their families and/or companions to 
forecast the next attraction experience very well (Ignacio et al., 2009).  

 3.2 Induced sources – it is a message which referring to marketing communication 
directs to target customers (Stephenkova and Marrison, 2006). The messages are conveyed by 
non-visit persons, images of attraction are built through induced representatives (Gartner, 1989). 
Persuasive websites are used to communicate and warn the consumers of services and providing 
by a company (Hairong et al., 2002; Kuster and Vila, 2011). Ip and Law (2011) explained one of 
the fast expanding industries is hospitality and in the highest of competition, adopt websites 
conveying to their target market about the services. The new communication between e-travelers 
and providers of products and services are served on the internet which is channel of distribution 
(Law et al., 2004). 

 3.3 Modified induced – an advance compound images which derive from actual 
visitors with their experiences in the attractions as priority holding of images (Prebensen, 2000). 
For examples, online booking channels such as Trip Advisor, Orbitz, Kayak, and other websites, 
the travelers can criticize their previous staying that they had in an accommodation. The online 
reviews on websites which are not good by customers essentially influence the reservation ratio of 
the guests’ expectation who consider on the previous criticizing then they decide to make a 
reservation, as well as Facebook and Twitter, individual online forms in which everyone can cite 
their own views concerning they had rested at the hotel to many consumers in potential more than 
a thousand just click to search for (Jayawardena et al., 2013).  

4. Reputation of hotel or chain 

 Hotels which are members of chain are available of knowledge sharing management 
from other hotels in the chain (Ingram and Baum, 1997). Anantara is Sanskrit word meaning of 
“without end”, hence the brand would like to present about indigenous promoting which reflect to 
the services with the cultural and historical richness. The guests can stay in the peaceful natural 
atmosphere. The brand was born since 2001, bring the travelers around the world to meet 
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exceptional accommodation highlight on Thai culture. In 2006, Anantara has been started for 
global experiences.  

 However, Anantara is success about the positive feedbacks from the worldwide guests 
that confirm the same luxury standard all over the world and the higher brand awareness. The 
optional brands and franchises create the concepts to specifically draw attention, and the brand 
able to focus particular service hotels on their reasonable marketing share of their competitors 
(Jayawardena, 2013). The chain lodge can be accessed a transformation, in according to offer a 
proficient service (Briggs el al., 2007). Hence, Briggs et al. (2007) referred Ingram (1996) 
researches and explained the chain hotels are anticipated about the better service attribute 
emphasizing than individual hotels.  

5. Location 

 Bull (1994) emphasized on how exact the attributes of location about how far from 
one destination, and how to visit there, particular destinations and the vicinity of neighbors’ 
attractiveness influence motel room prices in Balina, Australia. Quality of room and convenient 
location are defined with the most significant attributes which influence the price of room in the 
hotel industry. Room rates of luxury hotel session are affected by location and service. Thus, the 
variable treat which reflect in strategic planning of a business is location (Zhang et al., 2011). The 
convenient location and hotel service were examined to achieve the best rating (Rivers et 
al.,1991).  

 5.1 Accessibility –The hotel’s entrepreneur might emphasize on their preference 
about the accessibility, how far from the attractive places or downtown, similar to the advantages 
including of their neighbors’ attributes like a peaceful or outstanding geography (Zhang et al., 
2011). The convenience of transportation is one of necessary to access the attractions and hotel 
location, in case of hotel, provides the transportation to pick up the guests to/from the airport or 
other area is the significant reason for guest makes decision to select an accommodation. 
Guilherme (2003) explained the example of case study in New Zealand concerning the 
transportation by Ferry which connects both Wellington and South port, the passengers can visit 
both attractions. Hence, it is a convenient source to attract the travelers to go there.  
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 5.2 Infrastructure - means the basic standard of local systems such as transportation, 
power supply, telephone or internet, the development of tourism depends on the infrastructure 
development that might improve the facilities in advance. In addition, the activities cannot run 
unless there is no infrastructure network to settle in that area (Promotion of investment, 2001). 
For example, the long distance islands where there is rarely fresh water for tourists then they do 
not decide to visit and stay overnight there and change to make a day trip instead of that (Richard, 
2006).  

6. Hotel environmental security  

 The security of guest in an accommodation is the measurable requirement of keeping 
a peaceful, it is about life protection and hotel, in addition to reduce disasters and crime. 
Accommodation security according to new update standards which refers to law are persistently 
update with the justice process for explanation clarifying to “reasonable care” about the problem 
of guest protection (Short and Ruy, 1994). Ulph (1996) clarified that the hotel industry presents 
itself about the friendliness, viewpoint of welcoming for the customers. In fact, the idea of 
“home-from-home” of their “open-door” accessing comfortably, convenient and private 
atmosphere for guests. In contrast, obvious security, such as CCTV, blind and security locks are 
usually though as refusing around hotel atmosphere and expectation of customers about their 
private moment and guest caring in the high level.  

 Moreover, the old methods of security about guarding and protection of unexpected 
situation to both hotel and customers, they do like managers on duty are responsible for specially 
observe and in-charge for hotel security and investigate for any issues (Gill et al., 2002). The 
security environment is an important key element to investigate the guest’s loyalty that defined 
safety perceiving, significantly influence the loyalty of attractions (Joseph and Dogan, 2001). It 
means guests might consider their safety condition, if they do not select to revisit that attractions, 
the people who travel several time experience that they tended to trust in the safety of those 
places (Sonmez and Graefe, 1999). 
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Hypotheses are;  
Hypothesis 1: Cleanliness has an impact on the customer choosing a hotel. 
Hypothesis 2: Service quality is a significant factor that affects people to choose an 
accommodation. 
Hypothesis 3: Hotel security is a significant factor that affects people to choose an 
accommodation. 
Hypothesis 4: All-inclusive package is a significant determinant in choosing a resort. 
Hypothesis 5: Leisure guests agree with modified induced information (online review) from 
previous guests more than induced information (hotel advertisement) before choosing an 
accommodation. 
Hypothesis 6: Reputation of hotel or chain is a significant determinant in choosing a resort. 
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Chapter 3 
Research Methodology 

The instrument 
 A questionnaire is selected for an instrument, the questionnaire comprises two 
sections. The first is designed to capture on the samples’ demographic data as the gender, age, 
occupation, monthly income, information sources, traveling frequent, and the purpose of stay in 
the hotel. By select a matching data which indicate on the questionnaire and check on “other” in 
case of special data which is not mention there.  To examine the relationship between the 
demographic data and the influencing factors. 
 The second part is rating from lowest rate as 1 to the highest 5 onto the related factors 
about the hotel attributes, hotel marketing, information, reputation, location and security which 
how much these factors effect on their decision making to choose a particular resort, Anantara 
Golden Triangle in Chiang Rai, Thailand. Then bring the data in the first part to conclude with the 
second part and analyze concerning the relationship. 
The sample 
 In this study, to focus on the guests who stay at Anantara Golden Triangle Resort 
during March-April, 2014 as a number of 56 participants in any demographic. This is the 
measurement of the different intention that affects their decision making to choose and stay in a 
particular hotel. The pre-test is focused on following idea which could be different in terms of 
personal demand and expectation.  
The sampling procedure 
 The questionnaire will send to Anantara Golden Triangle, Chiang Rai that the 
collection will be responsible by Front Office Department, to launch the questionnaire to in-house 
guests and the departure guests during check-out process for 56 people. The questionnaire will be 
collected at front desk that will be guideline the instructions and following questions by 
receptionists in a particular shift. The period of collecting data is since March to the middle of 
April, 2014.   
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Data Analysis 
 Then data will be analyzed by SPSS analysis by using Descriptive Statistics of 
frequency to analyze demographic data. The section of factors analysis is investigated by 
Descriptive Statistics of mean to determine the average data of each factor. Then regression will 
used for summary data.  
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Chapter 4 
Data Analysis 

 In this section, it is to present and discuss about the research finding of significant 
factors which affect tourists’ decision making by the case study at Anantara Golden Triangle 
Elephant Camp and Resort, Chiang Rai with completed questionnaire for 56 people. 
 According to low season period, it influences to a limitation of sample size because 
data collection was collected during 20th March to 11th April, 2014 so the hotel occupancy is quite 
low approximately 35% in data collecting period.  
 This part clarifies the objectives of people who decide to select an accommodation 
including hotel attributes (room, facility and service, activity), hotel marketing (all-inclusive price 
and loyalty program), information sources, hotel reputation, location (accessibility and 
infrastructure) and hotel environmental security. Then the data will be analyzed in each part of 
questionnaire. 
Section1: Demographic Data of Sample Size 

 The table is an analysis of demographic data of respondents used of a sample size in 
this study as a number of 56 people.  

Table 1: Gender 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

Male 36 64.3 64.3 64.3 

Female 20 35.7 35.7 100.0 

Total 56 100.0 100.0  
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 Regarding to gender, the table indicates the male respondents with a number of 36 
people as representing 64.3 per cent, while female respondents with a number of 20 people and 
percentage of 35.7.  

 
Table 2: Age 

 Frequenc
y 

Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

25-35 9 16.1 16.1 16.1 

36-45 17 30.4 30.4 46.4 

higher than 
45 

30 53.6 53.6 100.0 

Total 56 100.0 100.0  

 
 By age, this section is separated into 4 parts; the number of people who are between 
25-35 years old are 9 people and is calculated as 16.1 per cent, there are 17 people for people 
aged between 36-45 years old as represent 30.4 per cent. Lastly, there are 30 people who are 
higher than 45 years old calculating as 53.6 per cent.  

Table 3: Occupation 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

Self-employed 23 41.1 41.1 41.1 

Employee 25 44.6 44.6 85.7 

Housewife 2 3.6 3.6 89.3 

Retired 5 8.9 8.9 98.2 

Other 1 1.8 1.8 100.0 

Total 56 100.0 100.0  
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 The numbers of guests who work for any companies as an employee are 25 people or 
approximately 44.6 per cent, and then the guests who own their businesses are 23 people 
calculating as 41.1 per cent. There are 5 of retired people for 8.9 per cent and 2 housewives for 
3.6 per cent, as well as one person who do not work in any occupation lists of our questionnaire. 
Among 56 people, there is no person who work for government officer, is a student or 
unemployed by following the lists.  
 
  
 
 
 
 
 
 
 
 
 
 
 In addition to guests’ income, the largest percentage of income is about 55.4 that there 
are 31 people who have their monthly income higher than $6,000. Then the guests who earn 
around $5,001-6,000 per month are 14 people or 25 per cent. There are 5 guests who earn around 
$3,001-4,000, 4 guests who receive salary around $4,001-5,000 and people who have salary less 
than $3,000 for 2 people or calculate as a percentage of 8.9, 7.1 and 3.6 consecutively.  

 

 

Table 4: Income 

 Frequenc
y 

Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

less than $3000 2 3.6 3.6 3.6 

$3001-4000 5 8.9 8.9 12.5 

$4001-5000 4 7.1 7.1 19.6 

$5001-6000 14 25.0 25.0 44.6 

higher than 
$6000 

31 55.4 55.4 100.0 

Total 56 100.0 100.0  

23 



 

 

 
 Most of guests are 19 people who receive concerning hotel information from an 
online travel agent such as Agoda, Booking.com or other website or 33.9 per cent of total. Travel 
Agent is influence 17 guests inferior to online channels as approximately 30.4 per cent. Then 
people know the hotel from magazines and guide books as 12 people or 21.4 per cent. Moreover, 
there are 5 people receive information via word-of-mouth and other 3 people receive from other 
channels which out of the lists calculating as 8.9 per cent and 5.4 per cent in sequence.  

 
 Most of guests are couple as 31 people or 55.3 per cent, 22 guests travel with their 
family as 22 people and the percentage of 39.3. The guests who travel with their friends and tour 
group are 2 and 1 person in order to 3.6 per cent and 1.8 per cent. 
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 Normally, guests visit Anantara Golden Triangle because of their leisure purpose for 
52 people representing 92.9 per cent and another 4 guests who visit for their adventure purpose as 
represents 7.1 per cent.  

 
 From 56 sample size, the same numbers of 22 people in each group, they travel 1 time 
or another 22 people as calculate for 39.3 per cent they usually travel more than 3 times a year. 
Then there are 12 guests who travel around 2-3 times per year which represents 21.4 per cent in 
the table. 
 
Section2: Data Analysis 
 This research provides a questionnaire which 5 linker-scales questions investigating 
relevant factors of hotel attributes including cleanliness of room, in-room amenities and room 
decoration, as well as hotel facilities, service quality and hotel activities. Moreover, the 
questionnaire indicates a pricing consideration and a loyalty program which influence them to 
decide to choose an accommodation. Apart from those factors, the guests also consider on 
influencing information sources, hotel advertisement, hotel location and environmental security 
which the sample sizes used for making decision. 
 Each question contains 1(Strongly Disagree) to 5(Strongly Agree) to interpret of data 
collection as a questionnaire result is based on mean score from descriptive table of SPSS by 
following criteria.  
Mean score 1.00-1.49 means “Strongly Disagree” 
Mean score 1.50-2.49 means “Disagree” 
Mean score 2.50-3.49 means “Moderate” 
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Mean score 3.50-4.49 means “Agree” 
Mean score 4.50-5.00 means “Strongly Agree” 

 
 From the table above, it shows that customers strongly agree that they choose an 
accommodation due to the hotel's cleanliness (5.00). They also agree (mean of 4.39) that they 
expect to have a full amenities in their room while they are staying in the hotel. However, they 
also agree that they choose an accommodation based on the room decoration (mean of4.29). From 
the mean scores, it shows that room decoration is the least important for them.   
 When the research investigates concerning hotel facilities and services that is 
reflected into the same numbers. The mean of people who considered on a variety of hotel 
facilities and an expectation of service quality from staffs are quite high (4.54) influence their 
satisfaction and become a loyalty of the resort. Similar to optional activities which are provided in 
a resort attract the guests strongly agree that they need activities which the resort provide e.g. 
Mahout Training, cooking class or other excursion. All guests strongly agree with the room 
concerning its cleanliness (5.00), then most of them strongly emphasize on (4.54) hotel facilities, 
service quality and activities respectively.  
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 All-inclusive package is strongly agreed (4.77) by people believe that the valuable 
package including room, food and beverage covering activities cost so they can make sure that 
they will be safe and perceive reasonable package. Higher price offering better quality of services 
(4.75) is also important for their decision, they trust they pay more, then they should receive 
better services which is worth for their money. So the guests emphasize with the loyalty program 
(4.07) will provide more benefit and special treat from a resort consecutively.  

 
Table 11: Descriptive Statisticsof Information Sources 

 N Minimum Maximum Mean Std. Deviation 

Organic Info. 56 3 5 4.43 .568 
Induced Info. 56 2 5 3.91 .920 
Modified 
Induced 

56 2 5 4.46 .785 

Valid N 
(listwise) 

56     

 
 The guests are affected (4.46) by modified induced information or the reviews from 
actual travelers’ experiences that they agree with this factor. They might need information about 
previous experience to make a decision before they book a resort. Then organic information from 
their family and friends, or word-of-mouth is agreed (4.43) to use for their decision making to 
choose a resort. The guests also agree and are interested in hotel advertisement to receive (3.91) 
the information from that and might have some influence on their decision.  
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 The mean of reputation is (4.23) that mean most of guests agree and believe that the 
reputation of hotel or chain can be trust and provide them high standard and efficient service than 
individual hotel or resort.   

Table 13: Descriptive Statistics of Hotel Location 

 N Minimum Maximum Mean Std. Deviation 

Accessibility 56 2 5 4.32 .789 
Infrastructure 56 1 5 4.30 .913 
Valid N 
(listwise) 

56     

 
 When the research is considered on the factor of hotel location, the guests agree (4.32) 
about accessibility of a resort. Most of the guests usually consider on a convenient accessibility 
more than to visit an undeveloped area or a place far from attractions. Moreover, they also agree 
(4.30) that they will choose an accommodation with good basic infrastructure such as electric 
supply, telephone or internet when they choose an accommodation.  

 
Table 14: Descriptive Statistics of Hotel Security 

 N Minimum Maximum Mean Std. Deviation 

Hotel security 56 2 5 4.41 .757 
Valid N 
(listwise) 

56     

 
 Most of guests agree to consider on (4.41) the hotel environmental security. They 
consider that this security importantly convince them choosing a resort. Especially, the guests 
also emphasize on the hotel system such as manager on duty, around the clock security guard or 
CCTV.   
 According to factors, all guests strongly agree with hotel attributes, especially 
cleanliness of room is the most significant (5.00) factor which affects their decision making. Then 
guests consider on hotel marketing about all-inclusive package that they agree with this bundle 
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price (4.77) that links with their expectation of higher price will provide them a better service 
(4.75). Moreover, the following factors are hotel attributes (4.54) as a variety of facilities and 
service quality respectively.  
Section 3: Model Summary of Regression Analysis 

Table 15: Model Summary 

Model R R 
Square 

Adjusted R 
Square 

Std. Error 
of the 

Estimate 

Change Statistics 

R Square 
Change 

F 
Change 

df1 df2 Sig. F 
Change 

1 .477a .228 .199 .23247 .228 7.822 2 53 .001 
2 .493b .243 .183 .23468 .015 .503 2 51 .607 
3 .494c .244 .168 .23691 .001 .046 1 50 .831 
4 .548d .300 .105 .24575 .056 .495 7 43 .833 
5 .560e .314 .079 .24919 .014 .410 2 41 .666 
6 .630f .397 .171 .23652 .083 5.512 1 40 .024 

a. Predictors: Cleanliness, Room Decoration, On-room Amenity 
b. Predictors: Cleanliness, Room Decoration, On-room Amenity, Service Quality, Facilities 
c. Predictors: Cleanliness, Room Decoration, On-room Amenity, Service Quality, Facilities, 
Hotel Activity 
d. Predictors: Cleanliness, Room Decoration, On-room Amenity, Service Quality, Facilities, 
Hotel Activity, Organic Info., All-inclusive PKG, Price, Loyalty Program, Modified Induced 
Info., Reputation, Induced info. 
e. Predictors: Cleanliness, Room Decoration, On-room Amenity, Service Quality, Facilities, 
Hotel Activity, Organic Info., All-inclusive PKG, Price, Loyalty Program, Modified Induced 
Info., Reputation, Induced info., Infrastructure, Accessibility 
f. Predictors: Cleanliness, Room Decoration, On-room Amenity, Service Quality, Facilities, 
Hotel Activity, Organic Info., All-inclusive PKG, Price, Loyalty Program, Modified Induced 
Info., Reputation, Induced info., Infrastructure, Accessibility, Hotel security 
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Hypothesis 1: Cleanliness has an impact on the customer choosing a hotel. 
Hypothesis 2: Service quality is a significant factor that affects people to choose an 
accommodation. 
Hypothesis 3: Hotel security is a significant factor that affects people to choose an 
accommodation. 
Hypothesis 4: All-inclusive package is a significant determinant in choosing a resort. 
Hypothesis 6: Reputation of hotel or chain is a significant determinant in choosing a resort. 
 The data from model summary of regression analysis indicates all factors (significant 
level of 0.024) are important to choose a resort. Apart from factors, cleanliness of room and hotel 
environmental security for 39.7 per cent, which is not high percentage to investigate these 
influencing factors. Other than 6 factors (hotel attributes, hotel marketing, information sources, 
reputation of hotel or chain, location and hotel security), there might be another factors and 
conditions affecting the tourists to make their decision. The table indicates the most significant 
factor is hotel room as 22.8 per cent, especially; cleanliness of room is an important factor that the 
tourists consider before choosing an accommodation. Moreover, there are other factors including 
in-room amenities and room decoration which influence the guests’ requirement. The result in 
regression analysis indicates that the significant factors are cleanliness of room and hotel 
environmental security (8.3 per cent).  
 The coefficient table can interpret each factor closely; cleanliness of room is the 
highest significant level of 0.002 that means the result also supports the hypothesis 1 that 
cleanliness has impact on the customer choosing the hotel. The second highest significant level of 
0.024 is hotel environmental security for 8.3 per cent affecting tourists to make their decision and 
supports the hypothesis 3. Then the third highest significant level of 0.028 is service quality of 
hotel staffs that supports the hypothesis 2, the guests also expect on the knowledge of staffs, 
services to determine their satisfaction and become a loyalty. The resort can develop their 
standard in terms of cleanliness of room, security system and service quality to attract the 
customers by following the regression analysis as above table. 
 From hypothesis 4: All-inclusive package is a significant determinant in choosing a 
resort is not supported by using Regression Analysis because a level is not significant (0.438). 
Hypothesis 6: Reputation of hotel or chain is a significant determinant in choosing a resort. So the 
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statistic level (0.616) is not significant which the result does not support the hypothesis as an 
important factor to influence their decision. 
 Likewise, the result of ANOVA indicates the most significant level of 0.001 as a hotel 
room including cleanliness of room, in-room amenities and room decoration. Apart from hotel 
room, service quality and facilities are significant level of 0.006 that the guests emphasize on 
these factors to fulfill their experience. The third significant level of 0.013 is the activities which 
the resort provides are important to attract their perception. Generally, the significant level of 
0.076 supports the importance of all factors. 

Table 16: Descriptives of Information Sources(Compare Mean) 

 N Mean Std. 
Deviation 

Std. 
Error 

95% Confidence 
Interval for Mean 

Minimum Maximum 

Lower 
Bound 

Upper 
Bound 

Organic 

Leisure 52 4.44 .574 .080 4.28 4.60 3 5 

adventure 4 4.25 .500 .250 3.45 5.05 4 5 

Total 56 4.43 .568 .076 4.28 4.58 3 5 

Induced 

Leisure 52 3.94 .938 .130 3.68 4.20 2 5 

adventure 4 3.50 .577 .289 2.58 4.42 3 4 

Total 56 3.91 .920 .123 3.66 4.16 2 5 

Modified 
Induced 

Leisure 52 4.44 .802 .111 4.22 4.67 2 5 

adventure 4 4.75 .500 .250 3.95 5.55 4 5 

Total 56 4.46 .785 .105 4.25 4.67 2 5 
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Hypothesis 5: Leisure guests agree with modified induced information (online review) from 
previous guests more than induced information (hotel advertisement) before choosing an 
accommodation. 
 The above table indicates the mean of the guests who stay for their leisure purpose, 
they agree with modified induced information (reviews on internet) of actual guests who have 
been stayed in the hotel as the mean of 4.44. As well as, they are also interested in induced 
information as mean of 3.94 (hotel advertisement) to collect the information before they make a 
reservation in a particular accommodation. Obviously, the mean of modified induced information 
is more than induced information then the hypothesis 5 is supported. However, the more 
important is the way to improve and develop the hotel standards, to fulfill guests’ experience 
when they are satisfied with a service quality then they will have positive feedback which affirms 
the hotel reputation both their word-of-mouth and reviews to another guest. Moreover, some 
hotels can develop the reviews of actual guests to highlight their strength and convince those 
customers with a good rating from previous guests for example Agoda.com is a online travel 
agency which provide hotel information, gallery, rating and guests’ comments. This is very good 
channel that there are both advertisement part including promotions, room rates and necessary 
information. Moreover, reviews part of actual guests who have had experiences then hotel should 
pay more attention on that. 
 
 
 
 
 

 
 
 
 
 

32 



 

 

Chapter 5 
Conclusion and Recommendation 

 This research is collected data of the factors affecting the tourists’ making decision to 
choose an accommodation. This is the case of Anantara Golden Triangle Elephant Camp and Resort, 
Chiang Rai. Most of guests are couple and family who buy the all-inclusive package for their leisure. 
The study indicates that the significant factors influence the tourists’ decision are hotel room, hotel 
environmental security and service quality of staffs. The most important factor is cleanliness of room, 
the tourists always consider on the proper room and hygiene of accommodation. Cleanliness is a 
significant key to consider a resort’s quality. Moreover, people are satisfied with room decoration 
reflecting the style and local culture, as well as they also expects in-room amenities which is 
necessary for their life-style such as LCD TV, DVD, iPod docking and others. These factors are more 
important for them to evaluate the room quality and they are satisfied with it.  
 In addition, another supported factor is hotel environmental security which the guests 
generally emphasize on the security system of the hotel. They are satisfied with a current system that 
the hotel provides including manager on duty, around the clock security guard service, CCTV and 
other functions. This environment can convince them to stay at a resort. Service quality of staffs is a 
significant factor influencing people to be satisfied and choose the hotel. The knowledge of staffs and 
standards are the important key to attract their intention, then they can evaluate their satisfaction and 
revisit as a loyalty guest in the future. Besides, a variety of resort facilities (e.g. health club, spa, 
swimming pool, sauna, etc.) attract their intention to make a reservation through a resort because 
these facilities can fulfill the requirement during they stay. Most of the guests meet their expectation 
about the staff services and resort facilities of Anantara Golden Triangle.   
 According to a result, the analysis results indicate the recommendation for the resort to 
develop their resources including the way to maintain and improve the housekeeping standards about 
cleanliness. Similar to the renovation and design of room decoration and hotel facilities are very 
important to attract people’s intention. In-room amenities are very necessary to fulfill the guests’ life-
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style that Anantara should update and develop technological items to be complete functions which 
can offer and satisfy guests. The standard operating procedure is a significant key to control and 
improve the service quality, the staffs should be trained and there is the system to check the following 
standards such as survey, mystery shopper or observation. These processes can apply and implement 
how to develop the staffs that the hotel can learn from the study. 
 The guests are satisfied with the quality of resort including hotel attributes, service 
quality, security system, price and other factors. Then they will have a good memorable experience 
that they might pass their satisfaction in forms of any information sources such as organic 
information through their family and friends (word-of-mouth) and they can write the reviews and give 
rates via social networks, traveling websites (e.g. facebook, Trips Advisor, Agoda, etc.). The 
information sources are mechanical ideas to keep as a tool affirming their consideration toward the 
accommodation choices. Positive recommendation from the actual guests, who have been stayed 
before can support the decision easily. Moreover, marketing departments can monitor on the guests’ 
comments both advantages and disadvantages which are important reviews to improve and develop a 
resort to attract the new guests and maintain return guests revisiting a resort. 
 Furthermore, other factors in this study can be applied to improve and develop the hotel. 
Hotel marketing is one of important tool to propel the business. For example, all-inclusive package is 
provided in a bundle price including room, meals, activities and transportation. The package attracts 
customers to consider on this worth expenditure and they can trust with a reliable package and control 
their traveling costs. Loyalty program is interesting for a hotel to create the valuable program for 
maintaining the current market in the long terms. The program should offer customers with 
reasonable and special benefits which can attract their intention. In addition, the hotel should 
emphasize on promote location which generate the ideas of attractions, distance to the airport, how 
convenient there is and any local infrastructures which are necessary during their stay.  
Implication 
 About managerial implication, this study indicates the significant factors of room quality 
include cleanliness, in-room amenities and decoration which the guests prefer. Moreover, the guests 
also consider on security system about emphasizing on internal security management for protect 
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guests and their assets. Service quality, the hotel can be applied this factor to implement the 
standards, the training courses of staffs, motivate their competence and adapt some criteria to suit 
with the hotel style. The hotels might develop their systems, standards and staffs’ motivation to 
prepare for fulfilling the guests’ stay. If there are any hotels or service providers, would like to attract 
the customers to choose in a particular hotel so they should pay attention to above criteria. Therefore, 
the finding shows quality of room, hotel security and service quality that are the most importance of 
basic factors that all service providers could be applied for their business and develop in the long 
terms. 
Limitation of Study      
 Regarding to the study, the result indicates the highest significant level of 0.024 with the 
percentage of 39.7 which is not high. This means another remaining 60.3 per cent, might have other 
conditions and factors which influence the tourists to choose an accommodation wider than 6 factors 
following this study.  
 This study is collected the data during low season which influence the numbers of sample 
size, only 56 people to complete this questionnaire. Next research should be collected during high 
season that they are many guests and the data might be different and wide range to conclude the 
study. While it is during high season, the resort might be busy that the study can check how the staffs 
provide and perform their services to the guests during this peak season.      
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Appendix I 
Coefficientsa 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 

Cleanliness 3.885 .228  17.071 .000 

In-room Amenity .133 .058 .333 2.285 .026 

Room Decoration .072 .052 .203 1.389 .170 

2 

Cleanliness 3.815 .245  15.576 .000 
In-room Amenity .112 .079 .281 1.416 .163 
Room Decoration .063 .054 .177 1.165 .249 
Facilities -.018 .090 -.045 -.198 .844 
Service Quality .062 .066 .171 .946 .349 

3 

Cleanliness 3.866 .344  11.248 .000 
In-room Amenity .101 .094 .254 1.076 .287 
Room Decoration .069 .061 .193 1.127 .265 
Facilities -.009 .100 -.023 -.089 .929 
Service Quality .062 .066 .171 .941 .351 
Hotel Activity -.016 .073 -.034 -.214 .831 

4 

Cleanliness 3.788 .846  4.475 .000 
In-room Amenity .104 .114 .260 .911 .367 
Room Decoration .058 .078 .163 .746 .460 
Facilities -.063 .119 -.160 -.529 .599 
Service Quality .154 .090 .422 1.715 .094 
Hotel Activity .001 .083 .003 .015 .988 
Price .072 .074 .161 .977 .334 
All-inclusive PKG -.075 .108 -.123 -.697 .490 
Loyalty Program -.033 .063 -.124 -.526 .602 



 

 

Organic -.002 .099 -.004 -.018 .986 
Induced .043 .083 .152 .518 .607 
Modified Induced .018 .072 .055 .254 .801 
Reputation -.053 .076 -.189 -.689 .495 

5 

Cleanliness 3.820 .862  4.432 .000 
In-room Amenity .126 .121 .316 1.045 .302 
Room Decoration  .051 .105 .144 .488 .628 
Facilities -.094 .127 -.238 -.737 .465 
Service Quality .194 .102 .533 1.913 .063 
Hotel Activity -.003 .086 -.007 -.038 .970 
Price .068 .087 .151 .780 .440 
All-inclusive PKG -.073 .117 -.119 -.620 .539 
Loyalty Program -.042 .065 -.155 -.637 .528 
Organic .024 .105 .052 .229 .820 
Induced .056 .089 .200 .636 .528 
Modified Induced .025 .074 .076 .340 .735 
Reputation -.024 .084 -.088 -.292 .772 
Accessibility -.055 .092 -.166 -.595 .555 
Infrastructure -.037 .076 -.131 -.492 .625 

6 

Cleanliness 3.017 .887  3.403 .002 

In-room Amenity .174 .116 .436 1.495 .143 

Room Decoration -.008 .103 -.023 -.079 .938 

Facilities -.159 .124 -.403 -1.280 .208 

Service Quality .221 .097 .608 2.279 .028 

Hotel Activity .088 .090 .195 .982 .332 

Price .105 .084 .234 1.250 .219 

All-inclusive PKG -.087 .112 -.143 -.784 .438 



 

 

 
ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 

Regression .846 2 .423 7.822 .001b 

Residual 2.864 53 .054   

Total 3.710 55    

2 
Regression .901 4 .225 4.090 .006c 
Residual 2.809 51 .055   
Total 3.710 55    

3 
Regression .904 5 .181 3.220 .013d 
Residual 2.806 50 .056   
Total 3.710 55    

4 
Regression 1.096 11 .100 1.678 .111e 
Residual 2.614 44 .059   
Total 3.710 55    

5 
Regression 1.139 13 .088 1.431 .186f 
Residual 2.571 42 .061   
Total 3.710 55    

Loyalty Program -.070 .063 -.262 -1.112 .273 

Organic .058 .101 .127 .579 .566 

Induced .050 .084 .177 .594 .556 

Modified Induced .021 .070 .062 .293 .771 

Reputation -.040 .080 -.145 -.506 .616 

Accessibility .007 .091 .023 .082 .935 

Infrastructure -.134 .083 -.471 -1.615 .114 

Hotel security .163 .070 .477 2.348 .024 

a. Dependent Variable: Factors which affect tourists’ decision making to choose an accommodation 



 

 

6 

Regression 1.403 14 .100 1.781 .076g 

Residual 2.307 41 .056   

Total 3.710 55    

a. Dependent Variable: Factors which affect tourists’ decision making to choose an 
accommodation 
b. Predictors: Cleanliness, Decoration, Amenity 
c. Predictors:  Cleanliness, Decoration, Amenity, Service Quality, facilities 
d. Predictors: Cleanliness, Decoration, Amenity, Service Quality, facilities, Activity 
e. Predictors: Cleanliness, Decoration, Amenity, Service Quality, facilities, Activity, Organic, 
All-inclusive, Price, Modified Induced, Reputation, Induced 
f. Predictors: Cleanliness, Decoration, Amenity, Service Quality, facilities, Activity, Organic, 
All-inclusive, Price, Modified Induced, Reputation, Induced, Infrastructure, Accessibility 
g. Predictors: Cleanliness, Decoration, Amenity, SERVQUAL, facilities, Activity, Organic, All-
inclusive, Price, Modified Induced, Reputation, Induced, Infrastructure, Accessibility, Hotel 
security 
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                 Factors Affecting Tourists’ Decision Making for an Accommodation: 
 

  A Case Study of Anantara Golden Triangle Elephant Camp and Resort, Chiang Rai 
 

      Please do ✔ in your selecting information  
    

      Part I: Demographic information 
     

      Gender☐Male   ☐Female 
     

      Age☐below 25   ☐25-35   ☐36-45   ☐more than 45 
    

      Occupation☐Student   ☐Self-employed   ☐Government Officer 
   ☐ Employee  ☐Housewife  ☐Retired   ☐Unemployed   

☐Other______________________________ 
   

      Income (Monthly)☐ less than $3,000   ☐$3,001-4,000    
                 ☐$4,001-5,000    ☐$5,001-6,000   ☐higher than $6,000 

  
      Information sources for searching an accommodation 

      ☐Magazine and guide book   ☐Newspaper   ☐Television    ☐WOM 
     ☐Online travel agents (Agoda, Booking.com)    ☐Facebook   ☐Travel Agency    ☐Other 

      Whom do you accompany with this time?  
       ☐Solo Traveller  ☐Couple  ☐Family  ☐Friend   ☐Tour Group   

☐Colleague  
  



 

 

      What is your purpose of stay in this period? 
      ☐ Leisure  ☐ Business  ☐Advanture  ☐Group Activity  ☐Medical  ☐Other 

  
      How often do you travel in a year? 

         ☐1 time    ☐2-3times   ☐more than 3 times 
    

      Part II: Factors  
     

      

Factor 

Level 
1 

Strongly  
Disagree 

2 
Disagree 

3 
Moderate 

4 
Agree 

5 
Strongly 
 Agree 

1.Hotel Attributes 

Room 
1.Cleanliness of room is a significant key to 
consider an accommodation quality 

      
    

2. I always expect the hotel or resort that I will saty 
providing full room amenities e.g. LCD TV, DVD, 
iPod Docking or etc. 

      
    

3. The room decorative style is an important 
element for me to choose any accommodation e.g. 
Traditional Thai style, contemporary style 

      
    

4. I am satisfied with the quality of room           
Facility and Service 
5. A variety of hotel facilities to fulfill my stay (e.g. 
health club, spa, swimming pool, sauna, etc.) attract 
my intention to make a reservation in a particular 
hotel or resort 

          



 

 

6. I totally expect to receive a high service quality 
from the resort staffs to evaluate my satisfaction 
and might become a loyalty 

          

7.This resort meets my expectation about staff 
services and hotel facilities 

          

Activities in resort 
8. Optional activities which are provided in the 
resort that match with my interest ans leisure are 
very necessary to select an accommodation (e.g. 
Mahout training, cooking class, excursion or etc.) 

          

9. I enjoy  the activities the resort provide           
2. Hotel Marketing 

Price           
10. I expect on a higher price of an accommodation 
will always provide better quality of service (Price) 

          

11. I realize that all-inclusive packages are worth 
for my money including room, food and beverage, 
activities or etc. Moreover, I can perceive a safe and 
reliable package 

          

Loyalty Program 
12. I think that a loyalty program provide me more 
special when I visit the resort and I prefer to collect 
points for redeem benefits next stay 

          

3. Information 
13. I will receive information regarding the 
expereince of the resort through my friends or my 
family's experience  

          



 

 

14. The advertisement of resort attract my intention 
and dertermine my decision to stay there 

          

15. The reviews of previous guests on Tripadvisors, 
Facebook, or hotel rating on online travel agents 
influence my decision in choosing an accomodation 

          

4. Reputation of hotel or chian 
16.I always trust that chain hotel or resort will 
provide high standard and proficient service than 
individual hotel or resort 

          

5. Location 
17. When I make a reservation in a resort, I usually 
consider on a convenient accessibility of the 
location, distance from an attraction or 
transportation 

          

18. The basic standard of local systems such as 
power supply, telephone or internet in a local area 
are considered when I select a hotel or resort 

          

6. Hotel environmental security 
19. Hotel environmental security concerning 
manager on duty, 24 hours security guard, CCTV or 
other security funtions can importantly convince my 
staying in a resort 

          

20. I am satisfied with the security system of resort           
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