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Factors affecting consumers' intention to use Halal hotel services in Bangkok
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ABSTRACT

This study aims to (1) examine the marketing mix factors influencing consumers’ decisions to use
Halal hotels in Bangkok, (2) investigate the effects of social, religious, and cultural factors on such decisions,
and (3) analyze the combined influence of marketing mix, religious faith, and socio-cultural factors on
consumers’ decisions to use Halal hotels in Bangkok. The sample comprised 400 consumers who had
previously used or were interested in using Halal hotel services. A questionnaire was employed for data
collection. Descriptive statistics—including frequency, percentage, mean, and standard deviation—were
used, along with inferential statistics, specifically multiple regression analysis (MRA).

The findings revealed that most respondents were male, aged between 40 and 50 years, identified
as Muslim, held a bachelor’s degree, worked as employees, and earned a monthly income between 30,001
and 40,000 baht.

Results from Hypothesis 1 indicated that respondents placed high importance on all aspects of
the marketing mix (7Ps). Ranked from highest to lowest mean scores, these included product/service,

distribution channel, people, price, promotion, physical evidence, and process, respectively. Stepwise



multiple regression analysis showed that three components product/service, promotion, and process
significantly influenced consumers’ decisions to use Halal hotels in Bangkok at the 0.05 level, with an R?
value of 0.290, explaining 29% of the variance in decision-making.

Regarding Hypothesis 2, among social factors, cultural and social influences had a significant
effect on consumers’ decisions at the 0.05 level, with an R? value of 0.207, accounting for 20.70% of the
variance.
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