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ABSTRACT

This study aimed to investigate the general characteristics and booking behaviors of
users of Online Travel Agency (OTA) platforms, as well as the importance they attach to
review ratings. Specifically, the research examined the relationship between review ratings
and hotel booking behavior, compared booking behaviors across demographic factors, and

ranked the influence of key review dimensions on booking decisions.

A total of 400 respondents who had previously booked hotels through OTAs in
Thailand were surveyed using purposive sampling. Data were collected via an online
questionnaire that included sections on demographic information, OTA usage behavior, and
evaluations of review factors such as cleanliness, service, safety, location, amenities, and

value for money.

Descriptive statistics— frequency, percentage, mean, and standard deviation—were
employed, alongside inferential techniques including Independent Samples t- test, One- Way

ANOVA, Chi-square Test, and Multiple Regression Analysis.

The results revealed that overall review ratings had a significant positive effect on
hotel booking behavior via OTAs (B = 0.482, p < 0.001). Among the specific review
dimensions, cleanliness exerted the strongest influence (B = 0.243, p = 0.001), followed by
safety and service. Collectively, the review factors accounted for 55.2% of the variance in
booking behavior (R? = 0.552). These findings suggest that consumers not only rely on the
aggregate review score but also place substantial importance on detailed review aspects,

particularly those linked to trust and safety.

Keywords: OTA, review ratings, hotel booking behavior, inferential statistics, multiple

regression analysis
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