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Abstract

The purpose of this study is to research online marketing communications influences decision making on farm
stay agritourism of tourists living in Bangkok. Through quantitative research, data were collected from 400 Bangkok
residents tourists, used questionnaires as a tool. The data were then analyzed by descriptive statistical and inferential
statistics analysis for frequency, percentage, mean, and standard deviation (5.0.), and Multiple Regression Analysis. The
results showed that most respondents have been women with an average age of 26 - 35 years, an average income of
30,001 - 50,000 baht per month, and having a bachelor’s degree, being employed in companies. Furthermore, they
have been interested in travel on farm stay agritourism. The findings also revealed that online direct marketing, online
advertising, online personal selling, and online sales promotion in the realm of online marketing communication
significantly influenced decision making on farm stay agritourism of tourists living in Bangkok. Online Public Relations
insignificantly influenced decision making on farm stay agritourism of tourists living in Bangkok.

Keywords: online marketing communications, travel decision, agritourism, farm stay
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Table 1 Opinion with online marketing communication in farmstay

Statistical Value

Ranking ltems _ Meaning
X S.D.

1 Online Advertising 4.40 0.598 highest

2 Online Sales Promotion 4.46 0.660 highest

3 Online Personal Selling 4.51 0.507 highest

4 Online Direct Marketing 4.51 0.550 highest

5 Online Public Relations 4.55 0.487 highest
Total Average 4.48 0.560 highest

4.21-5.00 = highest; 3.41-4.20 = high; 2.61-3.40 = moderate; 1.81-2.60 = low; 1.00-1.80 = lowest.
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Table 2 Opinion with travelling decision on farm stay agritourism

Statistical Value

Ranking ltems _ Meaning
X S.D.
1 Do you believe youll decide traveling in farm stay agritourism? 4.42 0.735 highest
2 Do you think that before you choose farm stay agricultural tourism? You will search .
4.48 0.637 highest
for information on the intemet or ask people nearby.
3 Do you think you're interested and desire traveling in farm stay )
4.51 0.672 highest
agritourism?
a4 After traveling there, do you believe you'll share your farmstay
agritourism experience with others on online media, such reviews on 4.52 0.701 highest
Facebook, Instagram, Line, and other platforms?
5 Do you anticipate doing research and comparing options before choosing an 4.58 0.644 highest
agritourism farm stay?
Total Average 4.50 0.677 highest

4.21-5.00 = highest; 3.41-4.20 = high; 2.61-3.40 = moderate; 1.81-2.60 = low; 1.00-1.80 = lowest.

970 Table 2 msﬁ’mﬁﬂmﬁaﬂviauﬁ&JaL%dmwmgﬂLwUWﬁMaLmé NUI ﬁﬂ'VI"rNLﬁEJ’J‘ﬁa’WgTJEJE]EﬂuﬂEGLVIW@JW]“LJﬂ‘ﬂu
Hagtalvienuddguieniunsieduladenvioniisndanuaslusuuuurhiuand Tnesiweglusedusnniian Ineflriade
450 (SD. = 0.677) WiothunszneluusiazUssiduavannsasosssulasad mﬁﬁmﬁiﬂ.ﬂLﬁaﬂﬁamﬁm@mwﬂugﬂuw
vhiuawdnnusfiueglusedumnniian oun vinAnimueseziimsdumissuiiisudeyansudnduladonvisaiionds
nensgUluUh LA fidade 4.58 (S.D. = 0.644) vimﬁm’iwmmawwaﬂﬁiaﬂﬁza‘umizﬁmivimLﬁml,%dmwﬂugﬂuw
vhsuamduiyaradunevdsnmsvisnieniudessulat 1wy $33uu Line Facebook Instagram uazdesaulaiidu 4 iy
#u fleuade 4.52 (S.0. = 0.701) vh‘uﬁm’hmmmﬁmmaﬁ[ﬁ]LLazamﬂ'viaqLﬁﬁnL%qmwmgﬂl,mum%mmé fiAade 4.51 (S0,
=0672) vi'luﬁm’]riauﬁmul,awsLﬁaﬂviml,ﬁsnL%amwmﬂugmmum%uamé Viazduwndayanndumesilavieaauniuan
alndsn SAunde 4.48 (SD. = 0.637) LL.awimﬁm’jmul,ad%éfmﬁuiﬁmml,ﬁmL%nLﬂwmigULLUUWﬁMaLm&T fidnade 4.42 (S.D.
=0.735)
dauil 4 n1sdeansnisnannesulavil i wasantsdadulaidanvisail ead wnuaszUuuursusndvasay
nyamavuAs Ineflausfgudioluil

Ho miﬁ'amimimamaauiaﬂu'ﬁﬁwﬁwam'amsﬁ’mﬁﬂmﬁaﬂﬂauﬁ'&J’JLsﬁqmwsgﬂLLUUWﬁuaLmﬁﬁJmﬂu
NIIVNUYNUAT
H, mzﬁém3m3mmmaauiaﬂﬁ§w%wa¢iamiﬁmﬁﬂﬁ]Lﬁam/imLﬁmlfTJaLﬂwsgﬂLLU‘U‘V\IﬁaJaLmémamunqqmwumum
Tnenansviedeumsana Siswiolud

971 Table 3 msuamsAEnduTuSTeuRESaY Fumsaeasmsmanesuladiunsinauladenieaiisndununs
TugUuuurhivawd wui ‘1/1ﬂ@hLL‘USﬁmmﬁ’uﬁuéﬁ’vm'ﬁéf@]aﬂﬂL§aﬂ‘vianLﬁaaL%ﬁLﬂwﬂugﬂLLUUWW%MﬁL@ﬁué’ﬂwmﬁtﬂumq
weaiu lnsusnfiansanduses @’ﬁumimmﬂw]dmnaaulaﬂﬁ’vmiéfﬂﬁuhLﬁaﬂvianl,ﬁmL%qLﬂwmﬂugULwUWﬁmméﬁ
mmﬁ’uﬁuéﬁ’umnﬁqm Inefianuduiusegluseauliunan (r=0.667) seawnfenunisvielasyarasaulatiunis
éfﬂﬁﬁlﬁ]lﬁaﬂﬁamﬁm@dLmﬁmﬂugﬂLLUUWW%;JaLméﬁmmé’uﬁ’uﬁ‘agﬂuwﬁumuﬂaw (r=0.639) sunsiawaneaulatiiunig
ﬁmﬁuimﬁaﬂviml,ﬁEJ’JLGTNLﬂwﬂugﬂLLUUWﬁuaLmeﬁmsJﬁmmé’uﬁ’uéa%ﬂuszﬁumuﬂaw (r=0.633) ATUNSALEUATVY
aaulaﬁﬁ’umﬁmﬁuimﬁaﬂvianl,ﬁml,%dLﬂwﬂugﬂuwmi‘mméﬁmmé’uﬁ’uéagﬂuizﬁumuﬂaw (r=0.597) WaLAIUNS
Uszndiuseeulatifumssinduladenvioniisndunasluguuuurhiuand danuduiusoglussiutiunans (=0.589)



300 MIEATNYATNITTIDUNGT 2568 : 43 (2) : 296 — 304

Table 3 Opinion pearson correlations of online marketing communication in farmstay

Travailing Decisions

Pearson Correlation 0.633**
Online Advertising Sig. (2-tailed) 0.000
N 400
Pearson Correlation 0.589**
Online Public
. Sig. (2-tailed) 0.000
Relations
N 400
Pearson Correlation 0.597**
Online Sales ] ]
] Sig. (2-tailed) 0.000
Promotion
N 400
Pearson Correlation 0.639**
Online Personal ) .
) Sig. (2-tailed) .000
Selling
N 400
Pearson Correlation 0.667**
Online Direct
) Sig. (2-tailed) 0.000
Marketing
N 400

**_Correlation is significant at the 0.01 level (2-tailed).

'
=

o

HedAgyvneaianszau 0.01
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ARduanusnagunaléing Table 4

Table 4 Opinion Pearson correlations of travelling decision on farm stay agritourism

. ] . Online Online Online Online .

Online marketing Online . . Travailing
L . Public Sales Personal Direct .
Communication Advertising . . . . Decision
Relations Promotion Selling Marketing

Online Advertising - 0.601" 0.468" 0.590" 0.517" 0.633"

Online Public Relations - 0.539" 0.603" 0.559" 0.589"

Online Sales Promotion - 0.550" 0.597" 0.597"

Online Personal Selling - 0.600" 0.639"

Online Direct Marketing - 0.667"

Travelling decision

**_Correlation is significant at the 0.01 level (2-tailed).

Aulsdaseyndndinadndrornuduiusseiniuludaninlreaduussavsanduiusliinu 0.80 Tieumuein
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wu3n leradfvingau F windu 123.847 wazen Sig. §A1 0.000 Faioeninsyau deddsy (@ = 0.01) aunsaufes

AUAgIUMEN (Hy) warviniseausuanufgiuses (Hy) aesuelaindadenisdearsnsrainilienuifientesduiusidadunse

fumsinduladenvieaiendunumsgluuurhsuawdegaiidedAgvadaniszdu 001 Fuhlvaialuaumsnennsalida
Wunse wudn aunsaesuieanuduslsvesnisdnduladenvieniisndununsiuguuuuhsuandlivfevas 61.1 (R*=

0.611) Feswdsnihuiievinisnensaiusenaunie A1Aaf (Constant) Nsdeansnisnaineaulall s1unsissaneaulal
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msUsvmnduiusesulal msnelneyaraseulall msduasunisvigesulay uaznsrainninsesulallnedanuduiug
mllusgivannian (R = 0.782)

Table 5 Anova of online marketing communications influences decision making on farm stay agritourism of tourists living

in Bangkok
Model 32 df X? F Sig.
1 Regression 63.315 5 12.663 123.847 0.000°
Residual 40.285 394 0.102
Total 103.600 399

a. Dependent Variable: Travailing Decisions
b. Predictors: (Constant), Online Advertising, Online Public Relations, Online Sales Promotion, Online Personal Selling and

Online Direct Marketing

Table 6 Model summary of online marketing communications influences decision making on farm stay agritourism of
tourists living in Bangkok

Model R R? R°Adj SEE

1 0.782° 0.611 0.606 0.31976

a. Predictors: (Constant), Online Advertising, Online Public Relations, Online Sales Promotion, Online Personal Selling and

Online Direct Marketing

Table 7 Coefficients of Online Marketing Communications Influences Decision Making on Farm Stay Agritourism of

Tourists Living in Bangkok

Standardized
Model Unstandardized Coefficients Coefficients t Sig.
B SE B

1 (Constant) 0.599 0.168 3572 0.000
Online Advertising 0.217 0.036 0.255 5975 0.000

Online Public Relations 0.084 0.047 0.080 1.793 0.074

Online Sales Promotion 0.130 0.032 0.168 3.991 0.000

Online Personal Selling 0.178 0.046 0.178 3.908 0.000

Online Direct Marketing 0.262 0.041 0.283 6.417 0.000

a. Dependent Variable: Travailing Decisions
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