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Experiential Marketing Strategies Influence Customer Decision
Making Based on Cultural Accommodation Business in Amphoe

Mueang Sukhothai, Sukhothai Province within the New Normal Era

ABSTRACT

The research of experiential marketing strategies influence customer decision making
based on cultural accommodation business in amphoe mueang Sukhothai, Sukhothai
province within the New Normal Era aims to study the customer perception on the service
provided in the cultural accommodation and the customer satisfaction on the experiential
marketing on cultural accommodation business in amphoe mueang sukhothai, Sukhothai
province. This research is the quantitative research — survey research on 100 Thai tourists
who have been experienced on cultural accommodation business in amphoe mueang
sukhothai, Sukhothai province. The research tool is questionnaire, and the data is analyzed
by descriptive statistics such as percentage, frequency, mean, and standard deviation.

The research result shows that most of customers are female in the age of 21-30
years old. They are youth that live in the Northern region of Thailand. They are appreciate
on visiting the historical site in Sukhothai province. The perception level on the service

provided from cultural accommodation business in amphoe mueang sukhothai, Sukhothai

province is at the high level, especially on the purchasing environmental X = g.44). the
customer satisfaction on experiential marketing strategies influence customer decision

making based on cultural accommodation business in amphoe mueang Sukhothai, Sukhothai

province is at the high level especially on the aspect of sense X =439

Keywords: Experiential Marketing, Decision Making, Cultural Accommodation Business
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3. msiuTivnudeya nsiiusiusdeyalaglduanuuuasuaiugnivesgsiafinnids
Tausssnvuananwazvwingonymendinlugsianingainusssuvwnanaluasuuingeu Tu

WwaoLneliios Javinglurie 91uIU 100 Feg1s sEWINLARUEINAL 2563 BafousuInN 2563 Tu

; 72 e fie fawsaan 08.30 — 11.30 u. waz 16.00 — 18.00 lnatiudoya
UTB3L0Y (Lobby) UTHIaULHUNEIUNTINY0L 39U
4. mAnseideyauarafiafly mllnneideyauarasUnanmsdumuaiiazdanagsnod
TSI UIANA ML AL DULAY TN UAB U T AUTIUIAINgNéN Fedl
Foyasunsudmsusaunisalgniuaznasiunisvesgsiafiinidesiansssuvuinnans
wagaungeu in1siiasizvideya Ae N1sAAM (Interpretation) LazN1TIASIERToM (Content
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Analysis) LLaxﬁwmﬁaqﬂwahﬂﬂﬁL%uLﬁuUwIamW’mmeiima (Descriptive) 1%n 54
Usziiumunsaun1sa i N
Foyasunsiuimsuinisuazeauiionelaseuszaunisalfigndnlasu Weiiususadeya
PNUVVABUNINNINTITBISUToeuds §Iduazii luuszanana Ingldlusunsudniagudmsunis
Weonadanuaans (statistical package for social science: SPSS for window) tdua3esiioluns

Ya o

A9eld adRidanssaiun (Descriptive Statistics) {Wunisusseredeyalasldmsuanuas

Y

anulans Ar¥esaz (Percentage) Alads (Mean) mﬁamﬁmwummﬁm (Std. Deviation) Tun1s
Aaszsideyaludinil 1 wuuasunmiRafuteyaiall 1dud e eng anunm sziun1sAnw
T wazeldraiiou Wunsinvesdusiideinsieseiuuuuudud (nominal scale) wax
M33nSudU (ordinal scale) TneazuaninasBn1TLINKIIALE (frequency) uazadaTd oY
(percentage)

s

NAN15I9Y
1nnsAnY nagnmInmadsuszaumsaifidsasionisinduladeniiinideinusssuaunn
nanauazaundeusunailesglurt Sminaluvie lugarnuundlyal (New Normal) adsdl wuding
Frog9iildluniside S1uau 100 au dulvaidunands 918313719 21-30 U AsAnwIAINT
Ugn3 anunnlan WuinBoulndnuifisielfiadedsinit 10,000 vm giduuegnamie
FureunazaulunBouruuvdewianiioriaussuvesdmingluioinniigafe grelsy iRemans
glufy unasteyavisafieniiliuiniignie sumedidn aulalunisidrsmAanssuveniionds
Usgaumsaliuuszing inantaddny dnlvaifumaniunguiieu Mnelunsvieadiondeas
1,000 - 2,000 um
A5197 1 sefunsFuInIsuInisvesssiafiinideiamsssuvunnataazauingen Tuim
suneiiles Fmin gluis nmsin ilemeuinguszasdlunisfnuinissudesduszneumanisnn
uazUMsvesgstaiinideinmsssuvnanaauazungen Tusneilesgluvis Sminglavie

fu NINTAW x S.D. nsulana
1 @uf (Products) 4.31 0.54 110
2 AN WYedduA (Quality) 4.35 0.52 )
3 31A1 (Price) 4.14 0.68 41N
4 Yhuaiise (Location) 4.41 0.59 170
5  n3inasdunn (Delivery) 4.38 0.55 11N
6  Ranssumsmainiian (Activities) 4.33 0.60 170
7 madenlunsinaula (Range) 4.29 0.56 170
8 Arwsndelunisde (Accessibility) 4.28 0.57 10
9 A13UIN"3 (Services) 4.30 0.61 N
10 anmwndexlunisie Environment) 4.44 0.52 11N
11 ANUNBLAEIURIEUAT (Availability) 4.32 0.57 410

394 4.32 0.57 41N
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NP7 1 SEAunsTuInisuinmsvesgsialinideinusssuvuanatuazsuingen luiun
gnaiiles Jwmdn gluvie Mwsaunudiinisiuinisusnisuniaalutademuanmiindeslunisie

(Environment) a&uﬂuisﬁuuﬂﬂ X = 4.44)

A19199 2 seauaduianelalufianssunisnaindelsvaunisalilasuaingsianings
Tuusssuruanawazauingeu luwnginedies Jminaluiy ienouingussasntunisfne
NsnanLTaUsEauNsailisvsnanan1sAndulald oninnigaIaIusTSNULIANANMALVUIALRY 814N

Wiesaluvie Jawinalaviy

fiu Uadenismanadeuseaunisal X S.D. Asudana
1 mseaaeUszaunsalainUseavmduna (Sense) 4.39 0.52 170
2 MIAalieUsgaunsalanAusdn (Feel) 437 0.55 170
3 mseanadisussaun1salannanuAn (Think) 4.34 0.53 170
4 MseaadslsEaunTainIenIsnTeia (Act) 4.24 0.58 170
5 mMsnaadslszaunsainianisidenles (Relate) 4.31 0.51 11N
374 4.33 0.54 N

31NANTNN 2 sERuANNanelaiunsaaIavieL e TUTEauNsaltinvios e uAINTSH
duasuavnnitlve wensuinguszasdlunisfinwnisainlalssaunisalidnsnasonisindula
HRNNINNTITHUSTTUVWIANAkaEUUIngoY Bknawlasglavie Jwminagludie wudl n1Inatnis

Uszaumsalanndszamduda (Sense) fidvswasenisadrsmnuitonela ogluszivann (X = 4.39)

dsunauazaniusiena

oo maulalunndoniiindeimusssy (ungu
lwnvuifivaeegsening 21-30 U enafuilfonnnandnsauinisvesiinideiausssmunanas
uazyuIngey MisAgeuinguienvuaRhlidield wazillolinseidadonisiug nui
Awandeulumstodmalumstadulaldielunsdonlivins widegaedewut Yadedumen

NKNAIIEATIL nuInguinvies et

ndulsiatuayunsiuiiuuinig dusrananlein sziunsliuinsildunsguesiussnaussia
findsimusssnvuinnatawazvuindendeliiduiiairsnnufianela lunisidenlduinigain
tvieufien fatlagifuaruasnadodléin Jaseduaninuandeslunste (Envionment) WRendes
fueufswelalulufnssummatndeuszaunsaiildsunngsiafiinideausssumwanaiiay
yungon lunsunaides daiaglus ludunsdudalddausseniawndeudwsanaussa 7
mngansegUuUUAR G Tamsssn Wudduasuganuliiuifndaausssuvunnataazsuia

gou lanened
oo e s T rv Y ety LS
Nlm)ﬂwo M @%\f/ﬁ/
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daiauauus
HUsENOUN SR IRUESSHYLIANAIkar YU Inday dunaiilosaluvie Jwingluvie Ads

Tianuddgiunszuiunisasisuszaunisalniiuseyivle Tunisiwniufanssy sudenadednu

Fudusourpainvieaiionfidury wazUsevivlanedn muindeunsinisiduileswsanlan g
Sausssunivedss azdmaliinnnudisalunisaniufanisanuninlseenadsdiu




