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Perceived Value Through Thai Tourist Experience Towards Hostels in Mueang Chiang
Mai District
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Abstract

The independent research on The Perceived Value through The Experience of Thai Tourists towards
Hostel Services in Mueang Chiang Mai District. The objective of this study to study the perception of value
through experience of Thai tourists towards hostel service in Mueang Chiang Mai District and to compare

the differences between the perceived value through experience of Thai tourists by age, gender and income.
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Using survey research. Collected Data by using questionnaires. The sample group was 300 Thai tourists who
had stayed at hostel in Mueang Chiang Mai district within not more than a year. Analyzed data by using
descriptive statistics consisted of percentage, mean and standard deviation and inferential statistics
consisted of Independent Samples t-Test and One-Way ANOVA.

The results of the study revealed that most of the participants were male, aged between 24-29
years old, studying and or having graduated with a bachelor's degree/bachelor's degree or
equivalent/master's degree. They are employees of private companies, income in the range of 17,001-
21,000 baht and single status.

Thai tourists perceived value through their overall experience at a moderate level. Perceived a high
level of Reputational value and a moderate level of Monetary, Behavioral intentions, Emotional response
and Quality values, respectively.

According to hypothesis test resulted by comparing the differences in perceived service value
through five experiences by age, gender and income, the result shown Thai tourists in different age groups
perceived service value through their experiences of service reputation differently, while service quality,
emotional response, monetary and behavioral intentions were not perceived differently through the
experiences. In addition, Thai tourists in different gender groups perceived service value through their
experiences of service quality differently, while emotional response, monetary, behavioral intentions and
service reputation were not perceived differently through the experiences. And Thai tourists in different
income groups perceived service value through their experiences of service quality and reputation
differently, while emotional response, monetary and behavioral intentions were not perceived differently

through the experiences.
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