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Abstract

The objectives of this independent study were 1) to study the decision to use the service
of 3-star hotel of tourists in Muang District, Lopburi Province, 2) to study the demographic
factors influencing the decision to choose 3 -star hotel service of tourists in Muang District,
Lopburi Province, 3) to study factors related to 7 aspects of marketing mix affecting the decision
to choose the service of 3-star hotel of tourists in Muang District, Lopburi Province. The sample
used in the study was tourists who chose to use the 3 -star hotel service in Muang District,
Lopburi Province. 400 people Descriptive statistics were used to analyze the data, including
percentages, means, and standard deviations. Comparing the means of more than 2 sample groups,

testing for relationships by Pearson correlation. and multiple regression analysis

The results showed that demographic factors had a statistically significant impact on the
decision to choose a 3-star hotel at 0.05, excluding gender and age. There was no difference,
and the overall market mix was the highest. When considering each aspect, it was found that
personnel had the greatest impact on the decision to use the service. All aspects of the marketing
mix had a positive correlation that significantly influenced the decision to choose a 3-star hotel
in Muang District, Lopburi Province.

Keywords: Decision making on service selection; hotel; Marketing Mix
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