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CHAPTER 1 

INTRODUCTION  

1.1 Background of serviced apartment 
  A serviced apartment is a type of furnished apartment available for short-term or long-
term stays, which provides amenities for daily use. Serviced apartments can be less expensive 
than equivalent hotel rooms. Because of the beginning of the boom in cheap 
international travel as well as the corresponding increase in the level of sophistication of 
international travelers, interest in serviced apartments has risen at the expense of the use 
of hotels for short stays. Benefits may include more space and privacy, convenience when 
traveling with a family and the savings associated with cooking one's own meals in the apartment. 
The serviced apartment concept started more than 30 years ago in the United States, however in 
Thailand, it only started more than 20 years ago. The apartments are mostly located in Business 
area of Bangkok such as Silom and Sukhumvit. 

Amanta Hotel and Residence Ratchada (formerly called Amanta Serviced Apartment 
Ratchada) was established in 2006 on Ratchadapisek road. The hotel was renamed in 2010 
because of the limitation caused by the word “Serviced Apartment” which probably dismay 
customers’ perception that there is not daily check in available. Thus, in order to expand sale the 
word “hotel” is used to replace the old term. 
  The hotel consists of 6 buildings, 4 buildings for Residence and 2 buildings for Hotels. 
There are 116 hotel rooms with 6 rooms types, One bedroom Deluxe Suite City view(54 sq.m), 
One bedroom Deluxe Suite Pool View (54 sq.m), One bedroom Junior Suite (69 sq.m), One 
bedroom Executive Suite (80 sq.m), Two Bedroom Royal Suite(79 sq.m) and Two bedroom 
Grand Suite (96 sq.m). Every room type is fully furnished with furniture in bedroom, living room, 
bathroom, plus fully-furnished kitchen and laundry areas. The Hotel’s surrounding provides one 
medium meeting room and one small meeting room, medium fitness centre, a swimming pool, 
pool side garden, a breeze restaurant, stream room and large parking area. 

   ส
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  The idea of establishing the first Apartment Serviced on Ratchadapisek road, which was 
not yet central business district in the year 2006, is based on the founder who own property 
business named “Narai Property group” which is well-known in Thailand’s real estate. At that 
time, there was only one line of underground train and there were not many hotels, huge office 
buildings and shopping malls, but the founder owned a plot of land and has experience in 
hospitality industries. So, the Amanta Hotel and Residence Ratchada was established and has 
been renowned and successful along with the growth of business and population on this road.  
 
 
 
 
 

 
    Figure 1:   Amanta Hotel and Residence Ratchada 
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              Figure 2: Bedroom 
 
 
 
 

          
              Figure 3: Living room 
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             Figure 4: Kitchen and Dining Area 
 
 
                 

 
              Figure 5: Bath room 
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1.2 Analyze internal and external of Amanta Hotel and Residence Ratchada 
 
1.2.1 SWOT Analysis 
Strengths 

- Amanta Hotel and Residence Ratchada is located in prime location with only 50 meters 
from the entrance of Thailand Cultural Center MRT station and also near Chinese 
Embassy, Offices, shopping centers, Bazaar, Siam Niramit theater and nightlife and 
entertainment places. The hotel is situated in private road which offer the guest with 
extreme privacy and serene. 

- The design and landscape of the hotel is very unique and outstanding from other 
competitors on the same route because the hotel is designed in resort style with Low rise 
building to make the guest feel like living in the resort in attraction site rather than living 
in sky creeper city.  

- As the hotel is originated in serviced apartment concept, the room is at least 54 sq.m. 
spacious which is much larger than rooms in other hotels.  The interior design is in 
modern decoration with high quality furniture and facilities to support daily life activities 
including working corner, cooking, washing machine which wash and tumble dry, 
ironing and having small pantry to make the guest feel as if they live in their own home.  

- Our rate is more attractive than competitors when compare with the room type, space, 
decoration and facilities. 

- The hotel is managed by Narai Property group which has good reputation and more than 
30 years of experience in real estate, hotel, serviced apartment, hostel and resort. 

- The hotel provide exclusive service for the guest check in both daily rate and longer stay 
from one month or more such as daily cleaning, free wifi in room and public area, cable 
TV, international buffet line breakfast by pool side, water and electricity supply and free 
of service charge. 
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Weaknesses 
- Because Amanta Hotel and Residence Ratchada location is near Sukhumvit road, there 

are many competitors who provide similar quality standard and many of hotels in 
Sukhumvit area and nearby are famous brand such as Center Point Hotel, Oakwood and 
Citadine. 

- Because Ratchadapisek road is not business district center but mostly local residence 
area, the hotel is not attractive to the guest who loves night life and busy town. On this 
road, there is not any foreign community town such as Korean or Japanese town, so there 
are fewer Korean and Japanese guests staying at the hotel when compared to competitors 
in Sukhumvit area. 

- The hotel has high turnover rate because it doesn’t have serviced charged to attract the 
staffs. This problem also makes more cost and takes more time to train the new staffs. 

- As the hotel is not a famous hotel chain, it is not easy to attract the new customers who 
have high loyalty to famous or brand hotel. 

-  Now, there are some construction sites of office building and house surrounding the 
hotel, so this can disturb the guest with noise and air pollution. 

- Overall, staffs still lack fluency of foreign languages such as English, Chinese, Japanese 
and Korean to communicate with customer. 

- Cleaning time before new guest check-in is not enough because of the large size of the 
room that takes the maid a lot of time to finish cleaning.  

 
Opportunities 

- ASEAN Economic Community included 10 Asian countries, but if we consider carefully 
on economic growth and technological advance, there may be few countries such as 
Singapore, Malaysia, Indonesia, and Brunei that have potential to invest in big firm or 
industry. Besides, various free trade agreements between ASEAN partners will attract 
both businessman and leisure to travel and visit Thailand more. So, there are more 
possibilities that business people from these countries will look for Serviced Apartment 
to stay in long-term as this kind of accommodation provide as good services and facilities 
as residence in their countries.  
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- Tourism Authority of Thailand (TAT) is doing a very good job promoting tourism in 
Bangkok and Thailand. TAT has on-going campaigns such as Amazing Thailand and 
Unseen Thailand to promote special attraction and traditional holiday or festival in 
different months and seasons every year in order to attract customer periodically.  

- The government’s policy to improve infrastructure in Bangkok and Thailand by building 
more roads, train lines, telecommunication, deep sea port and Airport can have high 
impact on the arrival of foreign companies to join the government project. Thus, foreign 
business people and workers have a high tendency to find long term residence near the 
construction area.  

- The growing Asian tourism market benefits to every area in south East Asia. Because 
there are many natural attractions in Asia and convenient transportation network, there 
are more tourists having long visiting plan. 

- Film and advertisement making help promote Thailand to the world as many countries 
from Europe, America, Australia, Africa and Asia come to use Thailand best location 
such as the beach, mountain, floating market, khao sarn road. Last two years, the total 
income from film and advertisement maker to Thailand was 1,166,545,310 baht 
(Thailand film office, 2555). For example, the greater number of Chinese tourists has 
been visiting Thailand after Chinese film “Lost in Thailand” showed in the theater last 
year.    

- The demand for medical treatment can draw more visitors to Thailand, especially 
Bangkok where there are plenty of high technology and standard but inexpensive hospital 
or clinic. Commonly, medical visitors have long treatment session such as surgery, dental 
care and check-up, so they need to look for proper accommodation for long term stay.    

 
Threats 

- Political instability in Bangkok, Thailand distracts both business and leisure traveler from 
travelling to Thailand, especially Bangkok. For instance, the political disorder from 
November 2013 up to now has decreased the number of hotel booking from online-travel 
agent by 50 %. There was also the cancellation of hotel booking during the political 
violence.  
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- The fluctuation of Exchange rate caused by global economic crisis or recession can affect 
Thai exchange rate and interest rate. In case the exchange rate and interest rate increase, 
visitor both business and leisure can be hesitated to visit Thailand, especially Bangkok 
where the cost of living is more expensive than other provinces.  

- Higher labor cost refrain the investor from opening the company in Bangkok, so there 
will be fewer business people coming and staying in Bangkok.  So, this can impact 
Serviced Apartment’s check in rate because long-term residents are normally business 
people. 

- Natural disasters both in Thailand and in visitors’ countries can make visitor reluctant to 
travel. For example, the big flooding disaster in 2011 ruined the image of Thailand 
especially flooding provinces including Bangkok. Also, Japanese people traveled outside 
their country less due to the huge Tsunami in 2011. 

- Traffic and Crime problem can ruin the image of Thailand. Bangkok is renowned as the 
bad traffic city where tourists and business people can be struck on the road by traffic 
jam at least one or two hours in order to travel from one place to another. Moreover, 
there are different kinds of crime such as fraud, snatch thief, and murder occur in 
travelling site such as quiet beach, crowded market, or even business district area where 
foreign business people choose to stay.  

 
1.2.2 Porter five force model 

1) Threat of new competition  
The trend of Serviced Apartment business in Bangkok in recent years has grown 

constantly as Market report by Collier company shows that more than 18,480 serviced apartment 
units in Bangkok have been completed Q4 2013, increasing 100% over the period of 10 years. 
Even, this trend has grown slowly due to the increase of new condominium along the sky train 
and subway line, the number of expatriated living in Bangkok was 67,700 as of Q3 2013(forecast 
and research,2013) and there are more expatriates with work permit coming to live in Bangkok. 
Thus, there is still high possibility for the market to grow. 

The existence of barrier to entry – Serviced apartment in Bangkok has surged steadily, 
but the most popular area for this business is in Sukhumvit where there is sky train line and many 
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convenient facilities such as Department store, bus terminal, international school, and different 
nationalities’ communities. However, the location of Amanta Hotel and Residence Ratchada is on 
Ratchadapisek road which is new CBD facilitated with one subway line. Also, there are still few 
Serviced Apartment on this route, so there is still room for new competitors to gain the market 
share. But in order to invest in this business, the investors need huge capital because the cost of 
the land in this area is dramatically rising and Serviced Apartment requires more special design 
than hotels. Additionally and importantly, the investor must have experience and knowledge, or 
even good reputation, in this business because running Serviced Apartment is complicated by 
many factors such as maintenances and human resources. Therefore, even there is still room to 
grow but the barrier to entry is High. 
 

2) Threat of substitute products 
As mentioned in the background of the hotel that our hotel has transformed from 4-star 

serviced apartment whose concept is private residence with modern and high quality decoration, 
our hotel offer both daily and monthly room serviced to customer who seek for a private and 
comfortable room in the convenience location. However, price is one of the factors that make 
customer choose an accommodation. Thus, when considering the possible substitute product of 
our hotel, our substitutes can be divided into two groups: daily rate and monthly rate.   

Both on Ratchadapisek and on Sukhumvit road presently have more choices for customer 
to choose. Currently, there have been increased numbers of inexpensive serviced apartment and 
condominium on both routes. And not just condominium, there are many types of accommodation 
such as Hostel, Bed and Breakfast, Motel, Hotels, Resort and New constructing Condominiums 
are substitute product on Ratchada road and Sukhumvit area. For accommodation on 
Ratchadapisek road that offer daily room rate such as North gate serviced apartment, Le concord 
hotel, The emerald hotel, Grand Mercure hotel and Golden Tulip hotel, they offer the room rate 
from 1,500 ++ baht. On Sukhumvit road such as Grand Center point (terminal 21) serviced 
apartment, Westin hotel, JW marriot, and so on, they offer daily rate from 3,000++ baht. On the 
other hand, our daily rate start from 2,600 baht net, but the room size is more spacious than other 
service providers. The other group of substitute product is the accommodation that provide 
monthly rate. For Serviced apartments, North gate offers studio room rate starting from 35,000 
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baht and Grand Center point offer the room rate starting 70,000 baht for one bedroom 
respectively. For non-serviced apartments and Condo for rent along Ratchadapisek and 
Sukhumvit road, monthly room rate start from 8,000 baht to 30,000 baht. For Amanta hotel and 
Residence Ratchada, our montly rate start from 60,000 baht in one bedroom deluxe suite city 
view (54 sq.m). According to many choices of both daily and monthly accommodation for 
customers to choose upon their budget, it has High treat in substitute product.   
 

3) Bargaining power of customers (Buyers) 
The customers of Amanta can divided in 3 groups of customer, OTA (online travel 

agent), Travel agents, and corporate companies.  
From the past, the behavior of customer has been change. Almost all travelers used to 

book through Travel agent, but these days the customers love to search, choose and book the 
accommodation by themselves via online service. So, the customer just use search engine to find 
the accommodation and compare the price, and then make a decision directly to OTA (online 
travel agent such as Agoda, Booking.com and Expedia) that offer competitive price on each 
website. By this way, the customer can see plenty of choices and make more comparison through 
the website. For travel agent, we make the contract of standard price range depend on different 
season, so the agents need to follow our pricing condition. However, the agents can choose the 
accommodation that offers them higher profit to promote to their customer. Overall, our price is 
slightly higher than other hotels in the same segment. Corporate companies also make the 
contract of standard price range but under flat rate all year round. Nevertheless, general 
companies often look for inexpensive room rate because they need the room for only a temporary 
period. Thus, the bargaining power of customer is High 
 

4) Bargaining power of suppliers 
According to Amata Hotel and Residence Ratchda is one of the sub- business of Narai 

Property group which is a well known company in real estate and hospitality business. Narai 
property group owns accommodation in total 7 brands including hostels, hotel and serviced 
apartment in Bangkok. The system to order goods from supplier can be done in two ways. First, 
when any hotel needs some product, the hotel has to order directly to the purchasing center of 
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Narai who will purchase product from supplier in bigger volume so that Narai group will have 
more power to bargain the price from supplier. Second, the hotel can place to order directly to 
supplier who will offer cheaper price because the supplier is already a subcontractor of Narai 
property group. Thus, the bargaining powers of supplier are Low. 
 

5) Intensity of competitive rivalry 
The graph shows numbers of serviced apartment units in different areas in Bangkok from 

1991 to 2013. 
 

 
  Figure 6: The number of serviced apartment by location 
 
According from above chart, most of serviced apartments are located in Sukhumvit area 

and the most congested area is in lower Sukhumvit area beginning from Ploenchit intersection to 
Thonglor intersection. As shown in the graph, the number of serviced apartment unit in lower 
Sukhumvit area has dramatically increase from just under 2,000 to almost 8,000 in the period of 
20 years, while the graph of serviced apartment units in other areas haven’t shown much growth 
because the numbers are just under 4,000 units. For Amanta Hotel and Residence Ratchada 
located on Ratchadapisek road, the hotel’s rivalry include serviced apartment providers located on 
Ratchadapisek road beginning from Rachayothin intersection to Asoke intersection. In this area, 
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there are only 2 Serviced apartments which are Northgate and Grand Center point. According to 
this number, Intensity of competitive rivalry of our hotel is Low. 

 
  The purpose of this Business improvement project (BIP) is not to find the solution of the 
hotel problem because Amanta Hotel and Residence Ratchada is in the Cash cow where the hotel 
continuously welcome customer and gain the income, as well as improve the good reputation. 
Therefore, the actual purpose of this project is to identify significant factors influencing the 
traveler's decision in choosing Serviced Apartment: A case study of Amanta Hotel and Residence 
Ratchada.  This project aims to understand the significant factors influencing the traveler’s 
decision in choosing Serviced Apartment in order to understand the needs of guest and lead to the 
better service and operation management.   
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   CHAPTER 2 

LITERATURE REVIEW 

The accommodation selection has attracted the attention of a number of researchers. 
Many researchers have tried to understand the needs of the guests when choosing an 
accommodation and to investigate what factors they look for in the selection of accommodation. 
However, in different studies various types of accommodation including hotel, motel, resort, 
apartment, and bed & breakfast are examined. From the literature review, most mentioned factors 
for selecting an accommodation are cleanliness (Lockyer, 2002; Min and Chung, 2002; Juwaheer 
and Ross, 2003; Lockyer, 2005; Radder and Wang, 2006; Ramanathan, 2011), location (David 
Gilbert et al., 2001; Anmin Huang, Honggen Xiao,2002; Aggett,2007; Yi Wang et al.,2008;), 
price(Bull, 1994; Ziquong Zhang et al., 2011; Poon and Low,2005;), facilities (Hadyn 
Ingram,1996; Sherrie Wei et al.,1999; Vincent C.S. Heung, 2000;), and purpose of stay (Hokey 
Min et al.,2002; Liana Victorino et al.,2005; Moreno, S Bil et al.,2008; Lockyer T and Roberts L, 
2009).   

Determinants impact traveler’s decision. 

1. Cleanliness 

Cleanliness is viewed as the most important factor influencing guest to choose the place 
to stay because it, according to Tim Lockyer (2002) demonstrated the differences and similarities 
view of potential business guest and accommodation management as to the factors that influence 
the selection of accommodation and founded closed similarities that cleanliness of the room is the 
most important factor. Cleanliness is also seen as the highly influential factor due to Chung et al., 
(2002) investigation is based on the longitudinal surveys of customers who have stayed at 11 
first-class hotels in Korea, indicated that cleanliness is the most important indicator of guest room 
values. Not only that but when compare cleanliness with other factors, cleanliness still ranks in 
the top factors as it used to be. Chung et al., (2002) make comparison with previous survey 
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conducted by Min and Min (1996) which showed that the degree of importance of cleanliness 
remain the same. 

Cleanliness is still the important factor in another study by Juwaheer and Ross (2003) 
from a study of hotel guest perceptions in Mauritius which is an important tourist destination 
emphasized the uniqueness of its beaches in the Indian Ocean indicated in their research that 
“Provision of clean beaches” was the highest important,  “Neat appearance of staff” was the 
second most important, “Cleanliness and comfort of bathroom” was the third most important and 
“Cleanliness and hygiene of room” was the fourth most important for tourist perception and 
expectation in hotel industry of Mauritius. Even cleanliness is not the most influential factor in 
this study, the third most ranking carries out that cleanliness is vital factor for guest when they 
thinking of the hotel. 

When investigating that what factors play important role in accommodation selection by 
guests, cleanliness is found the highest important over other factors. Due to the result from the 
research done by Tim Lockyer (2005) to investigate the factors that influence the selection of 
hotel accommodation by guests indicated in the closed-question survey that cleanliness of hotel 
was the highest rated, second most important was effective room locking systems, and after more 
important factors including “Efficiency of front desk”, “Bathroom and shower” and “Non-
smoking room”.  On the other hand, his opened –question survey carried out that location was 
rated the highest, followed by price, facilities and cleanliness. From this research,  the result for 
decision in the selection of accommodation by guests involves a complex set of factors, so 
Lockyer utilize a “Trigger Point” plus “Must Haves” to clarify the essential factors for 
accommodation selection of the guest. The summary of the factors were categorized into two 
areas: 1.) Must Have is Cleanliness and 2.)Trigger points are Price, Location and Facilities.   

Again, cleanliness seems to be more influential to traveler with specific purpose such as 
business or leisure people. As we can see from the result of the comparison study of Laetitia 
Radder, Yi Wang, (2006) to point out that there is an ignorance of the importance of business 
travelers because there are fewer business travelers than leisure travelers in the lodging market at 
any one time, but their intensity of use of accommodation is much higher than for leisure traveler. 
Accordingly, Laetitia Radder, Yi Wang,(2006) aimed at determining what business travelers 
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expect from a guest house and how these expectation compare with the perceptions of guest 
house managers. The finding of the study revealed the differences between the views of business 
travelers and managers with regard to the attributes of guest service. Business travelers staying at 
guest houses deemed the professionalism of staff as more very important. Management thought 
that the friendliness of front desk staff would be more important, while Guest house managers 
deemed the service attributes related to staff as more important. On the other hand, management’s 
perceptions and guests’ expectations were almost in line with regard to room amenities. Attention 
to the cleanliness of the room rather that comfort has to take priority when preparing for guests. 
Likewise, attention has to be paid to security, modernized buildings, décor and signage, and 
business facilities. 

As we learn that in lodging market no matter type of accommodation is cleanliness in top 
rank compared to other service aspects, and cleanliness becomes the hightest important factor to 
choose accommodation in may research. Moreover, cleanliness is important factor to make 
customer return to stay at place. According to the study by Usha Ramanathan, Ramakrishnan 
Ramanathan, (2011) it is found that cleanliness and food are generally neutral attributes but 
cleanliness is considered as satisfier for chain hotels. This could indicate that good cleanliness 
will add to the perception of the entire group of hotels in the chain and help in facilitating the 
return of guests. In fact, Value for money is a critical attribute while customer service, room 
quality and quality of food are dissatisfies. 

From the six studies cleanliness seem to be the most influential factor for travelers in 
order to consider a place to stay, but it is not only one factor that traveler look for in the selection 
of accommodation. Location is the next factor to be examined after cleanliness.  

2. Location  

Location is another area that is investigated as a factor impacting traveler to choose an 
accommodation because the growth of tourism and hospitality industry makes the destination of 
people expanding. In the study under the question “What has influenced growth in the UK’s 
boutique hotel sector? By Aggett(2007), pointed out clearly that location, quality, uniqueness, 
services provided and the personalized levels of service offered are identified as the top five 
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attributes attracting respondents to these hotels. The study aims to identify the factors that have 
influenced growth in this sector, consumers were asked to identify the attributes of boutique 
hotels that attract them to this type of accommodation. The main reasons given for a preference 
for boutique accommodation, by those that stay in this type of accommodation every time they go 
away, they include the individuality, high levels of service, personalize attention to guests and 
locations of these hotels, but the majority of respondents specify that location and quality were 
the most influential in the purchase decision.    

Location as a factor to choose accommodation is also represented by age group according 
to the investigation of David Gilbert et al., (2001). They found that differences between younger 
and older generations of Japanese have not the same factor such as younger Japanese preferred 
luxury holiday and Japanese preferred package tours. In overall, both group take holiday when 
they can afford the time and expense. JTB preferred to stay in countryside or history area. For the 
Japanese the UK has also increased in its popularity. This is due to many of the UK’s attributes 
matching Japanese preferences – “novelty”, “traditional culture”, “nature”, in spite of the 
country’s negative attributes of “distance” and “cost”. “Security” is also a positive aspect with 
respect to the UK, while a perceived insecurity seems to obstruct the Japanese from travelling 
abroad in general. This show that location that provides nearby different interests to visitor can 
draw the attention of guests in different age group what has different interests. Not only the 
accommodation near cultural or attractive sites can draw the customer, accommodation located in 
nice environment seems to attract more guests. As mentioned in the study of Yi Wang et al. 
(2008) analyzed the role of Chinese culture in influencing their expectations and perceptions and 
pointed out that Chinese tourists’ expectations are higher than their perceptions. So, Chinese 
tourists most likely to stay in nice surrounding environment, closed to the city/shopping centre 
and amenities-transport, and style of hotel and reasonable price. The researcher found that 
Western and Asian consumer’s perceptions of service quality are different. Hotel serviced 
providers need to learn Asian culture and improve serviced to cater to tourists. 

Therefore, it is clear that location of the accommodation that suits the needs of guest in 
terms of culture travelling or sense of comfort and conveient is one important factor when guest 
choose the place to stay. In the study of Ziquong Zhang et al. (2011) aimed to examine whether 
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and how hotel class, attributes of the room, quality, location, cleanliness, and service influence 
room rates in hotels, also found that travelers consider location is the first considering factor, 
which travelers require from midscale and luxury hotels. 

From these studies of location seem to be the influential factor for travelers in order to 
consider a place to stay, but it is not only one factor that traveler look for in the selection of 
accommodation because in some studies at the same time found that location is closely related to 
pricing. 

 
3. Price 

Many researchers suggest that price is another factor to be considered when the guests 
choose the hotel. As mentioned in his study by first, Bull (1994), topic “Pricing a Motel’s 
location” it is found that consumer behavior theory suggests that a decision to choose one product 
over another may be influenced by perhaps half a dozen determinant attributes of that product. 
But he argued over other researchers who research in hospitality which has examined the role of 
locations as a determinant attribute of consumer choice that  when a number of hotels were 
situated very close together, location became less important in determining choice between them, 
but became more important where hotels were more scattered. 

Price of the hotel seems to have effect on accommodation selection by some types of 
travelers such as people who travel for leisure purpose. Anmin Huang, Honggen Xiao, (2002) 
founded that the majority of leisure-based tourists on hotel purchase decision are related to overall 
touristic budget. If joint promotion and business co-operation between and/or among hotels, 
tourist transportation companies, and travel trade intermediaries and destination management are 
effective ways to the success of hotel operation in catering to leisure-based tourist. 

Value of price seems to affect the way Asian and Western traveler evaluate the place they 
choose to stay. It is clear that Asian traveler become more affected by the price of 
accommodation than Westerners as based on Poon and Low (2005), founded that there are 
travelers satisfied with Malaysian Hotel. From, Asian travelers and Western travelers differ in 
their evaluations of Malaysian hotel service quality. Whilst the pricing factor leads to Asian 
travelers’ overall satisfaction, security and safety factor are most important for Western travelers. 
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However, for hospitality practitioners, hotel manager have to devote extra efforts for human 
resources development that for all employees are involved in upgrading quality standards, and 
realize that a warm and cordial reception is imperative in their profession. Moreover, satisfying 
guest during their first visit and prolonging their stay in order to develop customer loyalty and 
desire to revisit again.  

In the literature, price is one factor that affects both travelers and hospitality practitioners. 
In terms of leisure traveler or Asian visitors, price is what they care for when they choose the 
accommodation while hotel management need to improve the quality of the hotel room, service or 
staff to meet the value of money which the guests pay. 

 
4. Facilities 

Reputation and perception from customers is very important for hospitality industry and 
also for its accommodation. There are many aspects related to facility of the hotel and room 
influences the guests to choose the accommodation referring to Hadyn Ingram, (1996). He 
revealed that in the UK, English tourist board (ETB) classification to six bands from “listed”, 
“one crown” up to “five crowns”, is awarded according to facilities (bedrooms, bathrooms and 
general)and grading represents the overall quality of facilities and services of the establishment. 
Decisions to stay at a particular hotel depend on a number of factors concerning the customer the 
hotel chosen and the circumstances of the visit. The factors included 1. Customer perceptions 
based on past experiences, travelling frequency, culture 2. Purpose of visit (business, pleasure) 3. 
Account settlement (company, agent voucher, personal payment) 4.Methond of travel (rail, air, 
car, coach etc.) 5. Location of hotel 6.Booking source (Secretary, travel agent, personal choice) 
7.Lead time between booking and room occupation 8. Knowledge of a particular hotel (personal 
recommendation, guides, hotel branding and marketing) 9. Existing quality grading 10.Published 
prices and agreed terms. As the result, the complexity is compounded by the fact that its effect is 
judged by the consumer in a subjective and erratic way which, in turn, affects repeat purchase 
behavior and not accommodation grading. Facilities of the accommodation or the room can not 
only assist traveler to choose the place to stay, but facilities including furnishing or quality of 
restaurant also make the guests return to stay. According to Sherrie Wei et al. (1999) assessed the 
relative importance of the seven selected generic three-to five star hotels attributes: price, 
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location, facilities, hotel restaurant, room furnishings, front-desk efficiency and staff attitude, by 
marketing managers and by older people aged 60 and over who return to a satisfying hotel in 
Australia and report that the factors shows influence seniors to repeat staying in the hotel are hotel 
facilities, room furnishings, price and restaurant food quality respectively. Similarly, the 
marketing manager consider hotel facilities the most important attribute and room furnishings is 
the second most while food in restaurant gain higher percentage than price when compared with a 
senior group. 

Furthermore, another research made in 2000 by Vincent C.S. Heung indicated that 
Mainland Chinese travelers were satisfied with availability of personal care amenities, quietness 
of the room, and availability of food and beverage variety and dissatisfied with recreation 
facilities, availability of frequent travelers program and the baggage handling service.  

As above-mentioned, traveler from both west or east consider facilities to be the 
influential factor for travelers in order to consider a place to stay. However, the investigation from 
literatures provides some interesting information that apart from cleanliness, location, price, and 
facilities, the purpose of stay seems to be one factor that influence on accommodation selection as 
in some papers the business and leisure tourists are the target to investigate. Therefore, in this 
literature review the researcher will look closely to purpose of stay as the factor of decision 
making on accommodation in the following part. 

 
5. Purpose of stay 

Relatively speaking, purpose of stay relates to how the travelers choose the 
accommodation from standard to executive floor, and non-smoking floor. In addition, some 
accommodation even offers special service to guests with different occupation. According to 
Hokey Min et al. (2002) aimed to stay competitive, hotels should identify the most profitable 
ways to build and maintain a loyal customer relationship. In an effort to help hotels understand 
their customers’ preferences and the ways to interact with the customer. One of the most 
important purposes of customer profiling is target some of the “value customers”, is the important 
basis for customer relationship management (CRM) and the subsequent development of customer 
retention strategy. The investigation is based on the surveys of customers who have stayed at 11 
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luxury hotels in Seoul, South Korea show that; First, the customer’s travel purpose seems to 
influence his/her selection of a particular type of hotel e.g. standard versus executive floor, and 
non- smoking floor; Second, repeat guests likely to stay in the same or a similar hotel in the next 
trip. This type of customers should be the prime targets for retention due to their loyalty; Third. 
The customer have pattern between occupation of male tourist and their patronage behaviors. For 
instance, medical doctors and lawyers hotel offers service amenities such as a sauna and golf 
practice ranges; finally, customers who are satisfied with employee courtesy, under certain 
conditions such as the hotel employees’ thoughtful treatment of repeat guests and amenities. The 
study also advise that hotel should be build strong relationships with specific segments of 
customers such as business travelers versus tourist, female versus male, Japanese versus 
American, and repeat guest versus first-time guest. 

In one study, business and leisure purpose can have the effect to the choice of 
accommodation selection when travelers are choosing to stay. Liana Victorino et al., (2005) 
aimed to understand impact service innovation has on customer’s choices within the hotel and 
leisure industry and suggested of service innovation has a positive impact on customers’ choice. 
Also, the type of hotel has the largest impact for both business and leisure travelers’ hotel choices. 
With this finding, service innovation has a larger impact on guests who are selecting economy 
hotel in comparison to midrange and upscale hotels. Moreover, innovative service amenities such 
as technological improvements have a stronger impact on leisure travelers’ hotel choices. On the 
contrary, hotel type has a larger effect on business traveler’ choices. As different type of visitors 
require different characteristics of the accommodation, the hotel or room service provider should 
offer more special service as mentioned by Moreno, S Bil et al. (2008) suggested that 
accommodation image is an important topic for both the hospitality industry and Destination 
Marketing Organizations (DMO’s), and they concerned more about the condominium offers in 
Gran Canaria because no research studies have analyzed the condominium image forming by 7 
factors: 1. Secondary services 2. . Food and Beverage 3. Staff and cleanliness 4. Kitchen 
5.Outdoor area 6.Primary services and 7. Price included tangible and intangible element. As 
result, personnel and cleanliness, kitchen, outdoor areas and primary service are most important 
that the reason why the tourist chooses this type of accommodation due to destination such as 
Gran Canaria. On the other hand, 1. housekeeping personnel and its performance play an 
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important role in forming the overall image, been needed specific trainee 2. The kitchen and 
equipment is a key element to be considered in the design of this accommodations type 3. The 
main services of condominiums in sun and sea destinations are composed by the reception, mini-
market and swimming pool and 4. The general image of the establishment is mainly based on the 
outdoor areas. 

In addition to purpose of stay, the period of stay can be another factor that affects the 
decision to choose accommodation as there is a relation between length of stay and the location, 
privacy or other qualities of the accommodation. The relationship is explained by the study of 
Lockyer T and Roberts L (2009) gain a greater understanding not only of the factors that 
influence the selection of motel accommodation by guests, but also of when and under which 
situations these factors become trigger points for decision making, focusing in particular on the 
influence of the length of stay. They said the relationship between the length of stay and the 
trigger point: visitors who stay for 1 night and is called “minimalist” concern conveniences of 
location, visitors who stay up to 4 nights and is called “essentials” most concern self-contained 
and ambience with a warm inviting fell including privacy, clean carpet, and décor, and visitors 
who stay more than 4 nights and is “enhancers” most concern about facilities. And these are the 
factors influencing the selection of accommodation in case of motel. 

When taking every factor into account, cleanliness, location, price, facility, and purpose 
of stay along with the length of stay can be the important factors to affect the accommodation 
selection. Therefore, a better understanding on significant factors influencing the traveler's 
decision in choosing Serviced Apartment: A case study of Amanta Hotel and Residence 
Ratchada is being explored in this study.  This research's aim is to answer the following research 
questions through 6 hypotheses: 

 
 What are the important determinants in choosing to stay in Serviced Apartment? 
 Do the different of purpose of stay impact on satisfaction of staying in Serviced 

Apartment?  
 What are the important determinants in revisiting a Serviced Apartment? 
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 Is it more likely that business traveler choose to stay in Serviced Apartment due to 
the length of stay? 

Hypotheses are:  

Hypothesis 1: Cleanliness is a significant determinant in choosing a Serviced Apartment 
and in revisiting 

Hypothesis 2: Location is a significant determinant in choosing a Serviced Apartment 
and in revisiting 

Hypothesis 3: Price is a significant determinant in choosing a Serviced Apartment and in 
revisiting 

Hypothesis 4: Facility is a significant determinant in choosing a Serviced Apartment and 
in revisiting 

Hypothesis 5: Different purpose of stay can be a potential factor in influencing foreign 
visitors to choose Serviced Apartment and to revisit a Serviced Apartment. 

Hypothesis 6: Different length of stay has an influence on foreign visitor to choose 
Serviced Apartment and to revisit a Serviced Apartment. 
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CHAPTER 3 

RESEARCH METHODOLOGY 

3.1 Research instrument and sampling method 
This research is designed to use quantitative method by making questionnaire with closed 

question to survey opinions concerning to Significant factors influencing the traveler's decision in 
choosing Serviced Apartment: A case study of Amanta Hotel and Residence Ratchada  

Tim Lockyer, (2002) collected data from two sources, business guests and 
accommodation management. The surveys contained a demographics section. The business guest 
was asking about gender, age, occupation, salary or wage. The hotel managers was asking about 
their worked, their current position, the rating of the establishment, location, type of 
establishment and the establishment size. Use in 5 likert-type questions on a five point scale and 
analyzed using SPSS. Furthermore, in open question with the business guest ask to list the 3 
considerations when selecting a hotel/motel when on a business trip, while the hotel management 
was asked about “In your opinion what are the three most important factors affecting business 
guest accommodation selection” and analyze this open question by CATPAC 

As referred to Tim Lockyer, (2002) this research paper will produce questionnaires 
including 14 questions to asks business, leisure travelers and other purpose who stay overnight for 
a different period of time at Amanta Hotel and Residence Ratchada, Bangkok. The first part of the 
questionnaire asks about demographic information of respondent such as nationalities, age, 
gender, and occupation of the respondent. The next part of the questionnaire survey the purpose 
of stay and its relevant factors on that traveler focus when they choose accommodation. The 
questionnaire is formed in 5 likert-type questions on a five point scale as 1- least important, 2- 
less, 3- average, 4- important, and 5- most important.  

  The populations for this research are 90 customers who stay overnight for a different 
period of time at Amanta Hotel and Residence Ratchada, Bangkok for business, leisure and other 
purposes
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3.2 Analysis method 

For Data analysis, the answer from closed questions will be analyzed by SPSS software. 
SPSS is to analyze quantitative information gained from 5 likert- scale questionnaire into table to 
show important mean score and significant that support hypothesis in the research. 
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CHAPTER 4 
DATA ANALYSIS 

 
This part presents and discusses the research finding of significant factors influencing the 

traveler's decision in choosing Serviced Apartment: A case study of Amanta Hotel and Residence 
Ratchada from completed questionnaire of 90 people. 

To answer research question and objective of factors influencing the traveler’s decision 
in accommodation selection including cleanliness, location, price, facilities, length of stay and 
purpose of stay, the data will be analyzed in different part on the questionnaire.  
 
Section 1: Demographic of the samples 

This table is an analysis of demographic information of respondent used as sample in the 
study with total of 90 people. 
 
Table 1: Gender 
 

        Gender Frequency Percent 

Valid 

Male 71 78.9 

Female 19 21.1 

Total 90 100.0 

  

By Gender, the sample show male respondent with the number of 71 people, representing 
78.9%, while females sample with number of 19 people, representing 21.1%.  The number of 
Male respondent is two-third from total participants. 
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Table 2: Age 

 
 
 

 
 
 
 
 

 
 

The age-group of participant is divided into 6 ranking from less than 25 to over 66 years 
old. The largest number of guests is 26-35 aged group with 37.8%, followed by 36-45 aged group 
with 24.4%, followed by two age-groups of 46-55 and 56-65 years old with not over 20% 
respectively.  
 
Table 3: Marital Status 

 
 
 
 
 
 
 
 
 

 
More than half of the participants are married with 60% while the second group are 

single /never married with 35.6 %, and other groups (divorced, living with partner, would rather 
not say) shows very few percentage of lower than 3 percent. 

               Age Frequency Percent 

Valid 

Less than 25 3 3.3 

26-35 34 37.8 

36-45 22 24.4 

46-55 18 20.0 

56-65 12 13.3 

Over 66 1 1.1 

Total 90 100.0 

 

              Marital status Frequency Percent 

Valid 

Single/Never married 32 35.6 

Married 54 60.0 

Divorced 2 2.2 

Living with partner 1 1.1 

Would rather not say 1 1.1 

Total 90 100.0 
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Table 4: Occupation Status 
 
 
 

 

 

 

 

The 80% of all guests staying at Amanta Hotel and Residence Ratchada are employed by 
companies while guests who are self-employed account for only 12.2%. On the other hand, other 
groups who are unemployed and retired have a small percentage with less than 10%. 

 
Table 5: Annual Income Levels in US Dollar 
 

             Annual income Frequency Percent 

Valid 

under $20,000 11 12.2 

$20,000-$40,000 19 21.1 

$40,001-$60,000 7 7.8 

$60,001-$80,000 9 10.0 

$80,001-$100,000 12 13.3 

Over $100,000 14 15.6 

Would rather not say 18 20.0 

Total 90 100.0 

 
There are the quite same numbers of guests who earn salary between $20,000 - $40,000 

per year and who would rather not to say, with the largest percentage of 21.1% and 20% among 

 

              Occupation Frequency Percent 

Valid 

Employed 72 80.0 

Self-employed 11 12.2 

Unemployed 1 1.1 

Retired/Renter 6 6.7 

Total 90 100.0 
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other guest who have different ranges of income. The second largest percentages of guests with 
15.6% earn more than $100,000 per year. The third largest percentage of guests included people 
who earn $80,000-$100,000 yearly and under $20,000 yearly, with 13.3 % and 12.2% 
respectively. The smallest percentage of guests with 7.8% and 10% included two groups of 
people who earn yearly income between $40,000-$60,000 and $60,000-$80,000.  
 
Table 6: Country of Residence 

 
 
 
 
 
 
 
 
 
 
 

 
 
 

The guest’s country of residence which has the greatest percentage is other (India, South 
Africa, Sri Lanka, Hongkong, Taiwan, Netherlands, Holland, Qatar, Bhutan, Denmark, Lithuania, 
Czech Republic, and Italy) with 35.6% which is one-third of total residents staying in Amanta 
Hotel and Residence Ratchada. The second group that has high percentage is Singaporean guests, 
with 16.7% only half of the first group. The third group of residents that has similar percentage 
(13.3%) includes China and UK. The fourth group which has much lower percentage from the 
first three groups is guests from Japan, with only 6.7%. For the rest countries of residence 
(Australia, Thailand, USA and Korea), the percentage of guests from these country is lower than 
5 percent. 

 

Country of residence Frequency Percent 

Valid 

Thai 3 3.3 

China 12 13.3 

Korea 2 2.2 

Japan 6 6.7 

Singapore 15 16.7 

Australia 4 4.4 

USA 4 4.4 

UK 12 13.3 

Other 32 35.6 

Total 90 100.0 
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Table 7: Main Purpose 
 

           Main purpose Frequency Percent 

Valid 

Business 67 74.4 

Leisure/Travel 17 18.9 

Medical 4 4.4 

Visiting friend and 
Relatives 

2 2.2 

Total 90 100.0 

 
Normally, the guests choose to stay at Amanta Hotel and Residence Ratchada with 

different purposes, but the majority of the guest with 74.4% stay at the hotel because of business 
purpose, while other purposes including Leisure/Travel, Medical and Visiting friend and 
Relatives present dramatically lower percentage of 18.9%, 4.4% and 2.2%  respectively. 
 
Table 8: Time of visit Amanta 
 

              Time of visit Frequency Percent 

Valid 

First time 37 41.1 

Second times 22 24.4 

Third times 3 3.3 

Fourth times 6 6.7 

More than 4 times 22 24.4 

Total 90 100.0 

 
The residents of the hotel compose of both new guest and regular guest. First-time 

visiting guest has the highest percentage of 41.1%, but this figure is still lower than half of total 
percentage. The next groups that have the second highest percentage of 24.4% are both visitors 
who visit more than 4 times and visitors who stay for the second times; however, the accumulated 
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percentage of both groups is higher than 50% of total percentage. The last two groups with small 
percentage of 6.7% and 3.3% include visitors who visit for Fourth times and Third times 
respectively. Overall, the percentage of revisiting by guest is much higher than the figure of new 
guest. 
 
Table 9: Length of stay 
 

       Length of stay Frequency Percent 

Valid 

1-2 days 20 22.2 

3-7 days 24 26.7 

8-14 days 12 13.3 

15-21 days 4 4.4 

22-30 days 5 5.6 

Over 30 days 22 24.4 

More than 1 year 1 1.1 

Other 2 2.2 

Total 90 100.0 

 
Guest staying at Amanta Hotel and Residence Ratchada take different periods of length 

of stay. For short period, guests who have 3-7-day length of stay shows the highest percentage of 
26.7%, followed by the figures of 1-2-day length of stay with 22.2% and 8-14-day length of stay 
with 13.3% respectively. The percentage of guests who stay between 15-21 days and 22-30 days 
is lower than 10 percent.  
 
  For long period, the highest percentage of 24.4% is shown by the figure of guests who 
stays over 30 days. There are also guests who stay more than one year with only 1.1% and guests 
who answered “other” (4 years and 6 years) with 2.2%. 
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Table 10: Room type 
 

               Room type Frequency Percent 

Valid 

One Bedroom Deluxe Suite City view (54 sq.m) 39 43.3 

One Bedroom Deluxe Suite Poo view (54 sq.m) 33 36.7 

One Bedroom Junior Suite  (69 sq.m) 7 7.8 

One Bedroom Executive Suite  (80 sq.m) 4 4.4 

Two Bedroom Royal Suite (79 sq.m) 5 5.6 

Two Bedroom Grand Suite (96 sq.m) 2 2.2 

Total 90 100.0 

 
Amanta Hotel and Residence Ratchada provide 6 room types with different room rates 

depending on the view and different sizes of the room beginning from 54 sq.m to 96 sq.m. 
Numbers of each room type are different and there are 86 rooms of smallest size (54 sq.m) with 
one bedroom, 12 rooms of Junior suite (69 sq.m), and other rooms types have 6 rooms for each 
type.  From the survey result, one bedroom deluxe suite city view has highest percentage of room 
type that customer prefer to choose to stay the most with 43.3%, followed by One bedroom 
deluxe suite pool view 36.7%, while the rest room types whose size are larger than the first two 
room types have much lower percentage of under 10 percent. 
 
Table 11: Contract 
 

             Contract Frequency Percent 

 Valid 

Daily rate 54 60.0 

Weekly rate 3 3.3 

Monthly rate 24 26.7 

Yearly rate 9 10.0 

Total 90 100.0 
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  When the customer are asked about the types of contract which are separated into daily, 
weekly, monthly and yearly rate, it is found that daily rate contract has the highest percentage of 
60%, followed by monthly rate contract 26.7% which is about half of daily rate. On the other 
hand, weekly and yearly rate contract have much smaller percentage of 3.3% and 10% 
respectively. 
 
Table 12: Channel of Reservation 
 

     Channel of Reservation Frequency Percent 

Valid 

Hotel Reservation 16 17.8 

Hotel website 3 3.3 

Sales department 49 54.4 

Online Travel 
Agency 

15 16.7 

Travel Agency 7 7.8 

Total 90 100.0 

 

The customers of Amanta Hotel and Residence Ratchada choose sale department as the 
most popular channel of reservation with 54.4%. The second most popular channels include hotel 
reservation and online travel agency with 17.8% and 16.7% respectively. In addition, only few 
customers make reservation through travel agency and hotel website with very small percentage 
of 7.8% and 3.3% respectively. 
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Section 2: Determinants Analysis 

This research conducted questionnaire which 5 likert-scales question to investigate the 
factors relevant to hotel facilities that influence guest to stay in Amanta Hotel and Residence 
Ratchada. Each question contains between 1 (Least important) and 5 (Most important). The 
interpretation of the data collected from questionnaire result is base on the mean score from 
Descriptive table made by SPSS with following criteria (Research and Data Analysis by SPSS, 
August 2008). 

Mean score 1.00-1.49 means “Least important” 

Mean score 1.50-2.49 means “Less important” 

Mean score 2.50-3.49 means “Average”   

Mean score 3.50-4.49 means “Important” 

Mean score 4.50-5.00 means “Most important” 

 

 

 

 

 

 

 

 

 

 



34 
 

 

 Table 13:  Descriptive table on General Amenities (Hotel Facilities) 
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The first factor to investigate is facilities which are separated into hotel facilities and 
room facilities. For the hotel facilities, it can be seen from the mean score that wifi internet access 
(4.47) is the most important facilities, followed by credit card acceptance (4.29) and restaurant 
(3.86). These facilities are seen to be most important for customers to choose to stay at Amanta 
Hotel and Residence Ratchada. Looking closely in the data for the purpose of business, the 
customers choose wifi internet access in public area, credit card acceptance, restaurant and then 
swimming pool as the facilities that they are looking for when they choose a hotel. For the 
purpose of leisure, the facilities that they choose as important are swimming pool, credit card 
acceptance and wifi internet access. As for the purpose of medical, the most important facilities 
show equal figure: wifi internet access and restaurant (4.00), followed by credit card acceptance 
and fitness center. From the result, it can be seen that hotel customer with different purposes 
choose similar facilities as the most important factors such as wifi internet access in public area, 
credit card acceptance and restaurant.  

Result from the ANOVA shows that customers have different opinion regarding to the 
important facilities between the customers with the different visiting purposes. For the facilities 
outside the room, the result shows that there are different opinion regarding ‘Limousine service’ 
and ‘conference room’ with significant level of  0.005, followed by meeting room ( with 
significant level of 0.016), and the swimming pool (with significant level of 0.037). For 
conference room, it is more important to business customers (mean of 3.06) than the other groups 
such as medical purposes (mean of 1.25) and visiting friends (mean of 1.5). This is the same as 
meeting room facilities. Customers with leisure and travel purposes (mean 3.41) think that the 
limousine service is more important  than the opinion of other groups such as medical purposes 
(mean of 1.25) and visiting friends (mean of 1.0). Swimming pool is more important to customers 
with leisure and travel purposes (mean of 4.41) than that of customers with visiting friends (mean 
of 2.5). These results confirmed that different purposes of stay can determine different facilities 
requiring by the customers.    
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Table 14: Descriptive table on General Amenities (Room Facilities) 

 

  For facilities generally provided in the room, wifi internet access is the most important 
factor based on mean score (4.67), and air-conditioner is the second most important factor from 
the mean score (4.60). International Plug also become the third most important factor (4.22) and 
the fourth most important factor is magnetic key card with the mean score (4.19). Business 
travelers choose wifi, Air-conditioner and magnetic as the most important factors in choosing 
accommodation. Leisure travelers report equal mean score for International plug and safety box 
and non smoking room. Medical guests choose Air-conditioner as the most important factor, 
followed by international plug and non-smoking room respectively. 
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For the room facilities according to ANOVA analysis shows different view regarding to 
Iron and ironing board with significant level of 0.003, and Wifi internet access shows significant 
level of 0.008. For the iron and ironing board, it is more important for business purpose (mean of 
3.96) than leisure/traveler purpose (mean of 3.71), and medical purpose (mean of 2.00). Wifi 
internet access is more important to visiting friend customer (mean of 5.00) than to business 
customer (mean of 4.75) and leisure/travel (mean of 4.53). These results confirmed that Wifi 
internet access in room is most important for the hotel business as show in both table.      

As the hotel is transformed from Serviced Apartment which provides the room with more 
details than rooms in hotels, the data about room facilities is also separated into different interior 
sections inside the room in order to investigate the important factor that the guest are looking for. 

 

Table 15: Descriptive of facilities in Bed room 

 

In bedroom, bed and pillows are the most important factor with highest mean score 
(4.61), followed by LCD TV (4.04) and Ipod/Ipad docking (3.06) respectively.  From mean score, 
overall guests with business, leisure and medical agree that bed and pillows are the most 
important aspect they are looking for while LCD TV and Ipod /Ipad Docking gain the second and 
the third highest mean score from all types of customer. The result in ANOVA shows the 
different opinions on bedroom facilities toward LCD TV which has significant level of .019. This 
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kind of facilities is more important for travelers with all purposes showing the business customers 
(mean of 4.22), leisure/travel customers (mean of 3.53) and medical guests (mean of 3.33).   

  

Table 16: Descriptive of facilities in Living room 

 

The next section to investigate is facilities in living room. The most important factor 
shown in descriptive table is sofa with mean score 4.30. The second most important factor include 
LCD TV and working desk/chair/stationary with the same figures of mean score 4.22, and cable 
TV is the third most important factor with mean score 4.21. Business customers regard working 
desk/chair/stationary as the most important factor, and sofa become the second most important 
factor. LCD TV and cable TV are the third most important factor for business people which have 
the same mean score. Next, leisure travelers value sofa as the most significant factor, followed by 
LCD TV and cable TV which have the same mean score, and working desk/chair/stationary 
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respectively. Last, Medical guests prefers sofa the best, while LCD TV, cable TV, and working 
desk/chair/stationary become the second highest important factors which show the same mean 
score. Result from ANOVA table shows the difference in opinions in regards to the living room 
facilities as only working desk/chair/stationary has significant level of 0.053. This factor is more 
important for visiting friend and relative customers (mean of 4.50) than business travelers (mean 
of 4.34), and medical purpose guests (mean of 4.00). 

 

Table 17: Descriptive of facilities in Bath room 

 

For bath room, the three most important factors from descriptive table include hot shower 
(4.73), Shampoo/conditioner/shower gel (4.13) and Bath tub (4.09) respectively, while hair dryer 
is the least important factor with mean score 3.87. For all purposes of visitors, hot shower is the 
most important factor while hair dryer is the least important thing they need. Based on ANOVA 
table, it shows the different opinions on bathroom facilities regarding to bath tub which 
significant level of .064.  Bath tub is more important to customer with medical purpose (mean of 
4.25), followed by business customers (mean of 4.18) and Leisure customer (mean of 3.88). 
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Table 18: Descriptive of facilities in Kitchen area 

 

In the kitchen, guests require refrigerator as the most important facility (4.48), followed 
by sink (4.27), and tea/coffee making facilities (4.26) respectively. Business travelers have the 
same point of view as the mean score that refrigerator is the most important, sink is the second 
most important, and tea/coffee making facilities is the third most important. Leisure traveler also 
regard refrigerator as the most important factor, while sink, electric kettle, and tea/coffee making 
facilities have the same mean score. On the contrary, medical visitors think that microwave, 
kitchen ware, and electric kettle are the most important factors which have the same mean score.  
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For kitchen facilities, ANOVA table shows that travelers need microwave with 
significant level of 0.067.  Bath tub is more important to customers with medical and visiting 
friend purposes (mean of 5.00), followed by leisure/traveler customers (mean of 4.12) and 
business purpose guests (mean of 3.96). 

 

Table 19: Descriptive table of factor -2  Location 

 

For Location as the second factors, the mean score show that close to transportation is the 
most important factor (4.72), followed by close to shopping centre and town (4.48), then close to 
business centre (3.97), next closed to interesting place (3.89), and close to hospital (3.61) 
respectively. If looking more closely in the data, businesses travelers choose to stay close to 
shopping centre and town, close to transportation, close to business centre, close to interesting 
place and close to hospital. For leisure and medical visitors, they have the same opinion by 
choosing the accommodation that close to transportation, close to shopping centre and town, close 
to interesting place, close to hospital and close to business centre. This information shows that all 
locations are important to all type of visitors. On the contrary according to ANOVA, the only 
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location that shows significant level of 0.008 for the guests is “close to business centre”.  The 
location close to business center is more important to business customer (mean of 4.21) than the 
other groups such as visiting friend (mean of 3.50), and medical purpose (mean of 3.25).  

 

Table20: Descriptive table of Factor-3 Room Quality 

 

The third factor is room quality. Overall, room cleanliness is the most important factor 
with mean score 4.79, followed by room comfort(bed mattress/pillow) (4.77), and  hotel 
cleanliness (4.76) respectively. For businesspeople, they care for room cleanliness as the most 
important factor while hotel cleanliness and room comfort(bed mattress/pillow) become the 
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second and the third most important factors. Leisure travelers have oposit opinion because room 
comfort(bed mattress/pillow) is the most important thing for them, but the cleanliness of room 
and hotel becomes less important. On the whole, medical travelers value hotel cleanliness, room 
cleanliness, room quiet and room comfort(bed mattress/pillow) are equally important factors with 
the highest mean score 5.00, while room decoration is the less important factor for them.  The 
result from ANOVA analysis does not show significant of any factors regarding room quality. 
This means it is not much different in opinion about room quality. Room cleanliness is more 
important than other factors regarding to both medical and visiting friend purpose (mean of 5.00) 
and business customer (mean of  4.81). 

 

Table21: Descriptive table of Factor-4  Value for the money 

 

The fourth factor is value for the money. Room value for the money (4.57) is the most 
important consideration for travelers. Next, staff and services (4.48) become the second most 
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important consideration. Whilst, breakfast included and hotel food/beverage value for the money 
have similar mean score of 4.27 and 4.20 respectively.  

Taking these factors into account, business travelers consider room value for the money 
the most important factor, followed by staff and service, and breakfast included. Medical travelers 
also care for room value for the money as the most important factor while hotel food/beverage 
value for the money, and staff /services have less importance. For leisure purpose, travelers think 
that the most important factor is breakfast included, then room value for money is the second 
most important, and staff and services is the third most important. 

On the contrary, ANOVA analysis demonstrates that hotel is part of reputation is 
different in opinion factor (significant level of 0.098) is different in opinions among travelers. For 
hotel is part of reputation, it is more important to visiting friend and relative customers (mean of 
4.50) than the other groups such as Leisure guests (mean of 4.12) and Business purpose guests 
(mean of 3.97). 
 
 
Table 22: Factor-5 Purpose of stay 

The last factor is purpose of stay which is investigated by 5 likert-scale method. The 
participants in the research answered each question by checking from 1(strongly disagree) to 5 
(strongly agree) and then the data was analyzed into frequency table. 

 

Table 22.1: I will choose the different accommodation depending on my purpose of stay 
 

 Frequency Percent 

Valid 

Disagree 16 17.8 

Average 24 26.7 

Agree 22 24.4 

Strongly Agree 28 31.1 

Total 90 100.0 



45 
 

 

For the question, I will choose the different accommodation depending on my purpose of 
stay the guests answered “strongly agree” with the largest percentage of 31.1%, followed by 
“average” 26.7%, and “agree” 24.4% respectively. 

 
Table 22.2: I will choose the different accommodation depending on my length of stay 
 

 Frequency Percent 

Valid 

Disagree 15 16.7 

Average 27 30.0 

Agree 31 34.4 

Strongly Agree 17 18.9 

Total 90 100.0 

 
For the question, I will choose the different accommodation depending on my length of 

stay 34.4% of the guests answered “agree” which is the largest percentage, followed by “average” 
at 30%, and 17% of “Strongly agree” respectively.  
 
 
Table 22.3: I will revisit Amanta Hotel and Residence Ratchada due to my satisfaction of 
the past experience this purpose of stay 
 

 Frequency Percent 

Valid 

Strongly Disagree 1 1.1 

Average 7 7.8 

Agree 48 53.3 

Strongly Agree 34 37.8 

Total 90 100.0 
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For the question, I will revisit Amanta Hotel and Residence Ratchada due to my 
satisfaction of the past experience this purpose of stay, they answered “agree” with the highest 
percentage of 53.3%, followed by “strongly agree” with 37.8% and “average” at 7.8% 
respectively. 
 
Table 22.4: I will revisit Amanta Hotel and Residence Ratchada due to my satisfaction of the 
facilities 
 

 Frequency Percent 

Valid 

Strongly Disagree 1 1.1 

Average 9 10.0 

Agree 42 46.7 

Strongly Agree 38 42.2 

Total 90 100.0 

 
For the question, I will revisit Amanta Hotel and Residence Ratchada due to my 

satisfaction of facilities the largest percentage of guests with 46.7% answered “agree”, followed 
by  “strongly agree” with 42.2% and “average” with 10.0% respectively.  
 
Table 22.5: I will revisit Amanta Hotel and Residence Ratchada due to my satisfaction of the 
Location 
 

 Frequency Percent 

Valid 

Strongly Disagree 1 1.1 

Average 7 7.8 

Agree 41 45.6 

Strongly Agree 41 45.6 

Total 90 100.0 
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For the question, I will revisit Amanta Hotel and Residence Ratchada due to my 
satisfaction of the location the most guests answered “agree” and “strongly agree” with the same 
percentage of 45.6%, followed by “average” with 7.8% respectively. 
 
 
Table 22.6: I will revisit Amanta Hotel and Residence Ratchada due to my satisfaction of the 
room quality 
 

 Frequency Percent 

Valid 

Strongly Disagree 1 1.1 

Average 8 8.9 

Agree 46 51.1 

Strongly Agree 35 38.9 

Total 90 100.0 

  
For the question, I will revisit Amanta Hotel and Residence Ratchada due to my 

satisfaction of the room quality the guests answered “agree” with the highest percentage of 
51.1%, followed by “strongly agree” with 38.9% and “average” of 8.9% respectively. 
 
Table 22.7: I will revisit Amanta Hotel and Residence Ratchada due to my satisfaction of 
value for the money 
 

 Frequency Percent 

Valid 

Strongly Disagree 1 1.1 

Disagree 1 1.1 

Average 14 15.6 

Agree 41 45.6 

Strongly Agree 33 36.7 

Total 90 100.0 
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  For the question, I will revisit Amanta Hotel and Residence Ratchada due to my 
satisfaction of the value for the money the largest percentage (45.6%) of guests answered “agree”, 
followed by “strongly agree” at 36.7%, and “average” 15.6% respectively.  
 
Table 22.8: I will revisit Amanta Hotel and Residence Ratchada due to my satisfaction of 
staffs and services 
 

 Frequency Percent 

Valid 

Strongly Disagree 1 1.1 

Average 8 8.9 

Agree 43 47.8 

Strongly Agree 38 42.2 

Total 90 100.0 

 

For the question, I will revisit Amanta Hotel and Residence Ratchada due to my 
satisfaction of staff and services, they answered “agree” with the highest percentage of 47.8%, 
followed by “strongly agree” with 42.2%, and “average” 8.9% respectively.   
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Table 23: Satisfaction of guest stay at Amanta Hotel and Residence Ratchada 

The study also examines the satisfaction of guests staying at Amanta Hotel and 
Residence Ratchada by 5 likert-scales (1 for “Strongly disagree” to 5 for “Strongly agree”). The 
participants were asked with 6 questions to rate their satisfaction towards the current stay and 
regarding to 5 factors.  

Table 23.1: I am satisfy to stay at Amanta Hotel and Residence Ratchada at this time 
 

 Frequency Percent 

Valid 

Strongly Disagree 1 1.1 

Average 6 6.7 

Agree 44 48.9 

Strongly Agree 38 42.2 

Total 89 98.9 
Missing 99 1 1.1 
Total 90 100.0 

 
For the question, I am satisfied to stay at Amanta Hotel and Residence Ratchada at this 

time, the guests answered “agree” with the largest percentage of 48.9%, followed by “strongly 
agree” with 42.2% and “average” 6.7% respectively. 

 
Table 23.2: I am satisfy with all general amenities of Amanta Hotel and Residence Ratchada 
 

 Frequency Percent 

Valid 

Disagree 1 1.1 

Average 9 10.0 

Agree 49 54.4 

Strongly Agree 31 34.4 

Total 90 100.0 
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  For the question, I am satisfied with all general amenities of Amanta Hotel and 
Residence Ratchada, 54.4% of the guests answered “agree” which is the highest percentage, 
followed by “strongly agree” 34.4%, and “average” 10% respectively. 
 
Table 23.3: I am satisfy with location of Amanta Hotel and Residence Ratchada 
 

 Frequency Percent 

Valid 

Average 3 3.3 

Agree 38 42.2 

Strongly Agree 49 54.4 

Total 90 100.0 

 
The question of I am satisfied with location of Amanta Hotel and Residence Ratchada 

shows the most guests (54.4%) answered the “strongly agree”, followed by “agree” 42.2%, and 
“average” 3.3% respectively. 
 
Table 23.4: I am satisfy with the room quality of Amanta Hotel and Residence Ratchada 
 

 Frequency Percent 

Valid 

Strongly Disagree 1 1.1 

Average 7 7.8 

Agree 47 52.2 

Strongly Agree 35 38.9 

Total 90 100.0 

 
For the question, I am satisfied with the room quality of Amanta Hotel and Residence 

Ratchada, they answered “agree” with the largest percentage of 52.2%, followed by “strongly 
agree” with 38.9%, and “average” 7.8% respectively. 
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Table 23.5: I am satisfy with overall of  Amanta Hotel and Residence Ratchada that value 
for my money 
 

 Frequency Percent 

Valid 

Strongly Disagree 1 1.1 

Average 14 15.6 

Agree 46 51.1 

Strongly Agree 29 32.2 

Total 90 100.0 

  
For the question, I am satisfied with overall of Amanta Hotel and Residence Ratchada 

that value for my money the highest percentage (51.1%) of guests answered “agree”, followed by 
“strongly agree” 29%, and “average” 14% respectively. 
 
Table 23.6: I am satisfy with staff and services at Amanta Hotel and Residence Ratchada 
 

 Frequency Percent 

Valid 

Strongly Disagree 1 1.1 

Average 6 6.7 

Agree 45 50.0 

Strongly Agree 38 42.2 

Total 90 100.0 

 
For the question, I am satisfied with staffs and services of Amanta Hotel and Residence 

Ratchada most of them answered “agree” with the highest percentage of 50%, followed by 
“strongly agree” with 42.2%, and “average” 6.7% respectively. 
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 Hypothesis  

Hypothesis 1: Cleanliness is a significant determinant in choosing a Serviced Apartment 
and in revisiting.  

Hypothesis 2: Location is a significant determinant in choosing a Serviced Apartment 
and in revisiting.  

Hypothesis 3: Price is a significant determinant in choosing a Serviced Apartment and in 
revisiting.  

Hypothesis 4: Facility is a significant determinant in choosing a Serviced Apartment and 
in revisiting 

Table24: Model summary of Regression analysis  
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The data from model summary show that 4 factors are significant for customers to 
choose serviced apartment and to revisit. Facilities in the public area of the hotel able to explained 
31.7% of the customer satisfaction with significant level of 0.003. When the room facility is 
added into the model, it can explained 8.3% with significant level of 0.359. Bedroom facilities 
can explain 8% of the customers’ satisfaction with significant level of 0.030. Next, living room 
facilities can explain 8.9% of the guests’ satisfaction with significant level of 0.093. Lastly, value 
for the money can explained 12.4% of the customer satisfaction with significant level of 0.011. In 
brief, facilities in public area of the hotel, in bedroom and in living room are more important. 
Moreover, value for money factor is another factor that shows the important also. 

From the ANOVA table, it is shown that all factors are significant to customers to choose 
Serviced Apartment and to revisit. Overall, cleanliness, location, price and facilities have an 
important factor. Hotel facilities play an important role in creating customer satisfaction with F-
value of 2.821 at significant level of 0.003. Next, room facilities show the important role in 
creating customer satisfaction with F-value of 2.165 at significant level of 0.10. Then, bedroom 
show the important role in creating customer satisfaction with F-value of 2.487 at significant level 
of 0.002. Living-room shows the important role in creating customer satisfaction with F-value of 
2.546 at significant level of 0.001. Then, bathroom shows the important role in creating customer 
satisfaction with F-value of 2.278 at significant level of 0.004. In kitchen room shows the 
important role in creating customer satisfaction with F-value of 2.092 at significant level of 0.009. 
Next, location shows the important role in creating customer satisfaction with F-value of 1.752 at 
significant level of 0.038. Room quality shows the important role in creating customer 
satisfaction with F-value of 1.629 at significant level of 0.067. Lastly, value for money show the 
important role in creating customer satisfaction with F-value of 2.464 at significant level of 0.006. 
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Table25: Coefficient table of Regression analysis  
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Based on the result from coefficient table of regression analysis, the customers show 
opinion that staffs and services have the highest significant level of 0.00. This means that staffs 
and services are the most important when customer want to stay in Serviced Apartment. Next, 
guests regard DVD player as important then they are looking for because DVD player has the 
second highest level of 0.12. Then, amenities are also important to the guests because their 
significant level is 0.23. After that, travelers show the comment that LCD TV in bedroom and in 
living room are important to them because LCD TV in each room has significant level of 0.26 and 
0.32  respectively. Lastly, customers agree that close to business location is important because its 
significant level is 0.45. All in all, staffs and services is the most important of all factors while 
others such as DVD player, amenities, LCD TV, and close to business location are more 
important than the rest of factors investigated in this research. 

From these results, it can be shown that: 

Hypothesis 1: Cleanliness is a significant determinant in choosing a Serviced Apartment 
and in revisiting. Hypothesis 1 is being rejected. 

Hypothesis 2: Location is a significant determinant in choosing a Serviced Apartment 
and in revisiting. This hypothesis is only partially supported as only one factor “close to 
business area” is significant. 

Hypothesis 3: Price is a significant determinant in choosing a Serviced Apartment and in 
revisiting. This hypothesis is supported by the data shown above. 

Hypothesis 4: Facility is a significant determinant in choosing a Serviced Apartment and 
in revisiting. This hypothesis is also supported by the result from the analysis. 
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Table26: Descriptive and ANOVA Table  
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Hypothesis 5: Different purpose of stay can be a potential factor in influencing foreign 
visitors to choose Serviced Apartment and to revisit a Serviced Apartment. 

This hypothesis can be answered by the result from descriptive table 26 because mean 
score from each type of customer is between 4.00 and 5.00 for all questions asking about 
satisfaction related to factors influencing foreign visitors to choose Serviced Apartment and to 
revisit a Serviced Apartment. 

From the table, visitors of all purposes of stay agree that location, staff and service, and 
facilities make them satisfied because mean score of each question is shown as follows. I will 
revisit Amanta Hotel and Residence Ratchada due to my satisfaction of the location (mean of 
4.34), followed by I will revisit Amanta Hotel and Residence Ratchada due to my satisfaction of 
staffs and services (mean of 4.30), and I will revisit Amanta Hotel and Residence Ratchada due to 
my satisfaction of the facilities (mean of 4.29). 

Looking more closely to opinion of each type of customers, business customers  choose 
to revisit Amanta Hotel and Residence Ratchada again due to location, facilities and 
staff/services. Leisure/traveler choose Amanta Hotel Residence Ratchada due to past experience, 
facilities and room quality. And, medical customers choose  staff/services, past experience, 
location, room quality, value for money, and  facilities. 

Clearly, there is no significant difference among customers with different purpose of 
stay. This means that all travellers agree with the result of descriptive analysis. 
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Table27: Descriptive and ANOVA Table  
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Hypothesis 6: Different length of stay has an influence on foreign visitor to choose Serviced 
Apartment and to revisit a Serviced Apartment. 

This hypothesis can be answered by the result of descriptive analysis as travelers with 
different length of stay shows high mean score between 3.6 and 5.0. This means all factors are 
important to customers who stay both in short period and long period. 

Factors that are most important include location (mean of 4.34), staff and service (mean 
of 4.30), and facilities (mean of 4.29). However, different of lengths of stay guests can have 
varied opinions on the important of each factors.  

Guests who stay 1-2 days choose facilities (mean of 4.45) as the most important, 
followed by past experience, location, and room quality. Next, customers staying from 3-7 days 
choose staffs & service (mean of 4.29) as the most important, followed by past experience, 
facilities, and room quality. Then, customers staying from 8-14 days choose location (mean of 
4.75) as the most important, followed by facilities, and past experience. The guests who stay 15-
21 days choose staffs and services (mean of 4.75) as the most important, followed by past 
experience, location, room quality and value for the money. Next, visitors who stay 22-30 days 
choose staffs and services (mean of 4.60) as the most important, followed by location, facilities 
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and room quality. For longer stay, travelers who stay over 30 days choose location (mean of 4.32) 
as the most important, followed by facilities, past experience and room quality. Then, the guests 
staying more than one year choose room quality, and staffs and services as the most important 
with the same mean score of 5.0, followed by others. Lastly, customers answering “other” who 
stay two years or more choose all factors (mean of 4.5) as the most important, except value for the 
money.   

Clearly, there is no travelers showing different opinions based on ANOVA table because 
none of the factors show significant level. This means that all customers agree with the result of 
descriptive analysis. 
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CHAPTER 5 

CONCLUSION/RECOMMENDATION 

First of all, data show that different purposes of stay have the impact on travelers’ 
decision on selection different accommodation and revisiting the service apartment. Purpose of 
stay are also relate to other 4 factors in terms of creating customer satisfaction. Meanwhile, length 
of stay also affects customer to choose different accommodation. 

Based on the study investigating significant factors influencing the traveler's decision in 
choosing Serviced Apartment (A case study of Amanta Hotel and Residence Ratchada), the  
result shows that 5 factors including cleanliness, location, price, facilities, and purpose of stay 
have influence on travelers’ decision to choose Amanta Hotel and Residence Ratchada. However, 
the most important factors are hotel facilities, followed by price (value of money) and then 
location. 

Furthermore, results also clearly shown that there is no different opinion on the 
importance of the factors in choosing or revisiting a serviced apartment. Travelers with the 
purposes of stay of business, leisure/traveler, medical, and visiting friend/relative agree that 
facility is the most important factor when choosing the serviced apartment. Therefore, the 
serviced apartment providers should have necessary facilities both inside the rooms and in public 
area for the guests to feel comfortable. They consider Wifi internet access as the most necessary 
facility both in room and public area, while credit card acceptance and restaurant become the next 
importance. Some of facilities inside the room are also important to all kinds of travelers. In 
bedroom, bed/pillows and LCD TV are the most important features. In living room, sofa, LCD 
TV and cable TV are the most important furniture. In bath room, hot shower, amenities and bath 
tub are the most important. Finally in kitchen area, refrigerator, sink, and tea/coffee making 
facilities are the most important. These facilities should be the least to have in an apartment for 
the guests with all purpose of stay. 

In addition to facilities, the best locations that guest choose to stay at a serviced 
apartment is close to transportation, close to shopping center and town and close to business
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center, close to interesting places, and close to hospital respectively. Also, the quality of the room 
that guest consider include room cleanliness and room comfort, while hotel cleanliness is still 
important to them. Moreover, customers realize about value for the money especially for room, 
staff and services, breakfast included, and food /beverage.   

On the whole, guests staying at Amanta Hotel and Residence Ratchada agree that the 
serviced apartment make them satisfied at this time of stay with amenities, location, room quality, 
value from money and staff/services. 

Not only purpose of stay that relate to the above factors, travelers’ staying in different 
length of stay also choose the same factors that are most significant to create their satisfaction and 
opportunity to revisit. But, the factors can be varied among customers who stay in short term or 
long term period as location is the most important, followed by value from money and 
staff/services and facilities. 

It is clearly from the study to recommend serviced apartment business should provide 
necessary facilities such as wifi internet access in order to attract more customers. In this research, 
as customer care value for their money, wifi internet service should be free and high-speed 
because most of customers are business people. Wifi internet access is also seen as the most 
outstanding facilities in the preliminary study “purpose of stay can impact the decision to 
accommodation selection by foreign travelers to Bangkok”. This reconfirmed the necessary of the 
facility. 

Additionally, staffs and services are the most important part to create customer 
satisfaction and to make them revisit. Providers should focus on the training in to staffs and 
services qualities to increase the revisit from the customers. 

 
Implication  

For managerial implication, this research shows that convenience in terms of accessibility 
with the work through internet and convenience of payment are more important for business 
customers in hospitality business. From the result, who invest to establish the new services 
business or accommodation such as serviced apartment, hotel, resort, restaurant or etc need to pay 
more attention on wifi which have a good hi-speed internet especially no extra charged for it. 
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Another implication, customers in the different purposes of stay still focuses on the quality of 
staffs and services. This could be applied to all services industries. 

Limitation 

This research use survey implementation to collect the data from participants who 
currently stay at the hotel and from former guests, so the distribution of the survey is made by 
both giving the questionnaire directly to the current customers and sending the questionnaire via 
google drive through old customer. The obvious problem is only 4 feedbacks from total 150 
questionnaires sent by google drive. Similarly, the feedback from the current customer is still low 
because only 90 questionnaires returned from total 300 copies.  Although, the respondents are 
given souvenirs if they complete and return the questionnaires, most of guests still show less 
coordination because they do not regard the survey as their business. Consequently, the researcher 
who wants to collect data from serviced apartment’s guests should have enough time to follow up 
the questionnaire in person in order to make sure that the questionnaire is filled out and returned. 
Also, good relationship is necessary in order to help get more participation from the guests. Due 
to the limitation of time, the sample size is small. For further study, the number of sample should 
be increased. Furthermore, it should investigate in other serviced apartments for more valid data. 
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Questionnaire 

This questionnaire is a part of Master’s Project, Silpakorn University International college 
(SUIC). The objective of the research is to explore the Significant Factors Influencing the 
Traveler's Decision in Choosing Serviced Apartment: A Case Study of Amanta Hotel and 
Residence Ratchada, Bangkok. Your answers would be a very valuable contribution to my 
research. 

Direction: Please answer the questions below by marking ( ⁄ ) in front of the alternatives which 
most match you. 

Part I: Personal Information 

1. Gender 

       

2. Age Levels 

           -35   -45 

       -55     -65     

        

3. Marital status  

          

          

4. Occupation status 

       -employed   
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 5. Annual Income Levels in US dollar 

     -$40,000  -$60,000 

  -$80,000   -$100,000    

    

6. Country of residence 

   Thailand        

         

         

Part II: Customer behavior 

7. What is the main purpose for you to visit Bangkok, Thailand? 

              
ng friend and relatives   

8. How many time that you stay at Amanta Hotel and Residence Ratchada? 

                  

                                          than 4 times     

9. How long are you going to stay at Amanta Hotel and Residence Ratchada? 

  -2 days       -7 days         -14 days  

  -21 days    -30 days      
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10. Which room type that you stay? 

  

     

     

     

     (79 sq.m)       

  

11. Which contract you are in? 

                 

                  

12. Which channel you make a reservation? 

  l website  

   

   Other ………………… 
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Part III: Important factors related to purchase decision 

13. Please rate the level of importance on the following factors when you choose an 
accommodation? 

 
                Level of Important Factors 

Factors 1 2 3 4 5 

      
Important 

Least 
Important 

less Average Important  
Most 
Important 

 
Factor-1: General Amenities           
1.1) Hotel Facilities 

     Restaurant      
Swimming pool      
Fitness center      
Garden      
Business center      
Meeting room      
Conference room      
Limousine services      
Credit card accept      
Car parking      
Wifi internet access in public area      
Smoking area      
 
1.2) Room Facilities 

     Air-conditioner      
Magnetic key card      
WiFi internet access in room       
Room services      
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Safety box      
International Plug      
Iron and ironing board      
Non-smoking room      
 
Bedroom 
 
Bed and pillows      

Ipod/Ipad docking      

LCD TV      

      Living room 
 
Sofa      
LCD TV      
Cable TV      
Stereo      
DVD player      
Working desk, chair and stationary      
 
Bath room 
 
Hot shower      
Bath tub      
Hair dryer      
Shampoo, condition and shower gel      
 
Kitchen area 
Refrigerator      
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Hob and Hood      
Microwave      
Sink        
Kitchenware      
Washing machine      
Electric Kettle      
Tea/coffee making facilities      

      Factor-2: Location           
Close to Business centre      
Close to shopping centre/town      
Close to Hospital      
Close to Interesting place      
Close to transportation      
Factor-3: Room Quality           
Hotel cleanliness      
Room cleanliness      
Room quiet      
Room Decoration      
Room comfort(bed mattress/pillow)      

      Factor-4: Value           
Room value for money      
Hotel Food and Beverage value for 
money      
Breakfast included       
Hotel is part of reputation      
Hotel promotion      
Staff and Services       
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Factor -5: Purpose of stay   

 1 
Strongly 
Disagree 

2 
Disagree 

3 
Average 

4 
Agree 

5 
Strongly 

Agree 

I will choose the 
different 
accommodation 
depending on my 
purpose of stay 
 

     

I will choose the 
different  
accommodation 
depending on my 
Length of stay 
 

     

I will revisit Amanta 
Hotel and Residence 
Ratchada due to my 
satisfaction of the past 
experience this 
purpose of stay 
 

     

I will revisit Amanta 
Hotel and Residence 
Ratchada due to my 
satisfaction of the 
facilities 
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I will revisit Amanta 
Hotel and Residence 
Ratchada due to my 
satisfaction of the  
Location 

     

I will revisit Amanta 
Hotel and Residence 
Ratchada due to my 
satisfaction of the  
room quality 

     

I will revisit Amanta 
Hotel and Residence 
Ratchada due to my 
satisfaction of value 
for the money 

     

I will revisit Amanta 
Hotel and Residence 
Ratchada due to my 
satisfaction of staffs 
and services 

     

 

 

 

 

 

 

 



85 
 

 

14. Amanta Hotel and Residence Ratchada (Serviced Apartment) met the requirement 
regarding factors  

                        Level of Important Factors 

 1 
Strongly 
Disagree 

2 
Disagree 

3 
Average 

4 
Agree 

5 
Strongly 

Agree 

I am satisfy to stay at 
Amanta Hotel and 
Residence Ratchada at this 
time 

     

I am satisfy with all 
general amenities of 
Amanta Hotel and 
Residence Ratchada 

     

I am satisfy with Location 
of Amanta Hotel and 
Residence Ratchada 

     

I am satisfy with the room 
quality of Amanta Hotel 
and Residence Ratchada 

     

I am satisfy with overall of  
of Amanta Hotel and 
Residence Ratchada that 
Value for my money  

     

I am satisfy with staff and 
services at  Amanta Hotel 
and Residence Ratchada 
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