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Abstract

This quantitative research aimed to investigate the factors influencing the decision-making
of Thai tourists when selecting eco-friendly accommodations in Kanchanaburi province. A
questionnaire was used as the primary data collection tool, with a purposive sample of 400
respondents. Descriptive analysis revealed that tourists placed considerable to high importance on
the marketing mix elements, with the highest emphasis on physical evidence, followed by people
and process. Where as the least importance was place. The results of Pearson’s correlation analysis
indicated that all seven marketing mix elements had a positive correlation with the accommodation
selection decision at a statistically significant level of p < .001, with process showing the highest
correlation. Other elements, such as place, product, and physical evidence, also showed significant
but relatively lower correlations.

The findings suggest that eco-friendly accommodation operators should focus on
developing standardized service processes, creating positive guest experiences, designing
environments that harmonize with nature, and effectively communicating their image through digital
channels to build trust and stimulate decision-making among target tourists.

Keywords: eco-accommodation, 7Ps marketing mix, decision-making, Thai tourists
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