Factors Influencing the Purchasing Intention of Hotel Room

Journal of Management Sciences Through Travel Agent Websites
Vol.33 No.2 July-December 2016 Savitree Amitrapai and Pim Soonsawad
a uﬂ

1A NNANENAADAINNAILATDLSNITUAINNLSING N

Tnanisaasihuiuldfgsianaununisviaaiien

a o

Hao oA = o v o
ne ﬂullqmqﬂ?z@qV’]LWﬂﬂﬂ‘L‘mﬁQQfJﬂqu@m@ﬂ‘]ﬂ’mzuﬂzﬂmﬂqw

o a '

= N aa o X 4 o o |
°1|@\7L"JUVLeﬁm‘V]N@V]ﬁW@m@ﬂQquQIWEﬁ@U?ﬂW?Mﬂ\?WﬂITQLL?NIﬁﬂﬂ’]?@@\‘l AMARPS

o a o

@ e a LA e X a I~
Vvl TINARILNUNITNBILNEY ﬂQNﬁlfJ@ﬂ’W\ﬂuﬂ’]?Q wil Ae 171 lnafime

wunieszudnalszinalunguendaunanaininaiasesiu uazinad

a o '

dszaunisnisesiasinlsausuiiuniaiulafgsiasdaununisveaiansediu

@ v

Tan a1u9u 400 au ivdeyalaelduuuasunindinszideyalneliads

a

TINTTIULT uazaTAEveNwRenaaeuaNNAgl Tnanistinsnziannig

5

1
a

DADBENYATY NANITANHINLGT NANITIABATLAYUANNAF UG Tade

Aul919%a wavtladeniseanuuuiulas Jansnan1suansendufala

& a o '

FauInnvesinisausuinaniraasdnunnaiulefasAafununiviaaien

a

v
a o

atelipdnAty detauauusiliainanuidazestl Ae dusunsainisnaing

v
o 2 o

di‘ a 1 =3 % ¥ 3’/
Ausalatauinisreswniseusninanisinwdvleflalnanisiduen

Hanvangmssimegsnanmioudin pnzndisaaniuaznistinyd iasnsalivianede
E-mail: m_amusez@yahoo.com
21313 A9, nANgAILIMNIgINANM TR AnusndTuAanfuaznainyd qinaansalunianendy

E-mail: pim@cbs.chula.ac.th

107



o daa a . & %’ a £ o
ilasaniiananasannunslatausnisiainnlsausu
NTHTINEINITAANNST Taamsaasiwiultdgsiasaunumsviaaiien
7 33 atludl 2 nsngrAN-sUIAN 2559 anin efimsving uasiand quadad

wazWmwIAnn naed g lidss@ninmunau Tnaaniznisaing

AN EN9lawazniseenwULLSL a6

mdany: Anusdlage Wulodgsfasoununivieadian Arunwidu s

108



. Factors Influencing the Purchasing Intention of Hotel Room
Journal of Management Sciences Through Travel Agent Websites

Vol.33 No.2 July-December 2016 Savitree Amitrapai and Pim Soonsawad

RESEARCH ARTICLE

Factors Influencing the Purchasing Intention of Hotel

Room Through Travel Agent Websites

Savitree Amitrapai’

Pim Soonsawad’

Abstract

The objective of this study was to examine the website’s attributes
and factors that affected the purchasing intention of hotel room booking
through travel agent website. Data were collected by survey questionnaire
with 400 Thai respondents who previously had traveled within ASEAN plus
Three countries and used to make their reservation for hotel room through
travel agent website. The data were analyzed using descriptive and
inferential statistics as well as multiple regression analysis. The study found
that trust and website design were two statistically significant factors
that affected the purchasing intention of hotel room booking through travel
agent websites. The regression results were consistent with the two

hypotheses. The findings suggest that managers can boost the purchasing
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intention of hotel room booking through travel agent websites by improving

the efficiency of the trust and website design.

Keywords: Purchase Intention, Travel Agent Website, Website Quality
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