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Abstract

The objectives of this study was
1) the study of social network behavior
for deciding to book online 2) test the
correlation between the marketing mixes
in deciding booking online. 3) analyze
user social network behavior and marketing
mixes in decisions affecting to consumers
in each generation.

This research used Multi-stage
random sampling and selecting a purposive
sampling. Questionnaires were used to
collect data on 400 cases and then analyzed
using statistical package. The statistics used
to analyze the data was descriptive statistics
and was evaluated for differences using t-test
and ANOVA F-test to determine the
difference of the pair by the Scheffe ‘and
Pearson’s correlation coefficient.

The results from using social network
behavior in bookings on the internet showed
that most bookings were for resort hotels/
guesthouses (38.02) with the booking
frequency of 2-3 times per year (44.50) and
the booking amount of 1000-2000 baht
(39.50). The bookings were made by phone
(39.76), by online booking via Facebook
(31.29) through the Website Agent (51.25),
by booking through Agoda (40.51) with the
reason of easy accommodation booking
(50.25). The correlation analysis of the
social network consumers’ 7P marketing mix
7P showed positive relationship with booking

through the Internet, r = 0.488 ** P = 0.000,

which is lower than the significance level
of 0.01.The hypothesis testing. For the
decision-making on accommodation booking
through the Internet, it was found that the
booking frequency was different. In term of
7P Marketing Mix, each dimension showed

no difference.

Keywords: Accommodate Reserving, Social

Network, Internet
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