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Attitude and Marketing Mix of Thai Tourists in Bangkok Toward Purchasing

Decision of Accoommodation on the Internet
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Abstract

The purpose of this research is to study attitude and marketing mix of Thai tourists in
Bangkok toward purchasing decision of accommodation on the internet. The sample consisted of
400 tourists in Bangkok who’re more than 18 years old. Data is collected by using questionnaire.
The statistical analysis methods are percentage, mean, standard deviation, and multiple
regressions. The result found that attitude and marketing mix are influenced purchasing decision

of accommodation on the internet at the statistical significant level of 0.05.
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