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ABSTRACT

The objectives of this research were: (1) examine the effects of service,
communication, and facility factors on accommodation selection behavior; (2) analyze the
influence of personal motivation; (3) investigate the impact of concerns and constraints; and (4)

compare accommodation selection behavior across different demographic characteristics.

This research employed a quantitative approach. Data were collected through an
online questionnaire from 400 Thai tourists residing in Bangkok and its metropolitan area who
had prior experience traveling with pets and staying in pet-friendly accommodations.
Convenience sampling was utilized. The data were analyzed using descriptive statistics,
including frequency, percentage, mean, and standard deviation, as well as inferential statistics,

including One-Way ANOVA and Multiple Regression Analysis.

The findings revealed that overall service, communication, and facility factors did not
have a statistically significant effect on accommodation selection behavior. However, when
examined by dimension, information provision and marketing communication showed a
statistically significant positive influence on pet-friendly accommodation selection behavior.
Personal motivation factors, as a whole, were not found to significantly influence
accommodation selection behavior. In contrast, concerns and constraints demonstrated a

negative influence on decision-making. Furthermore, certain demographic characteristics,



such as age and income, showed statistically significant differences in accommodation selection

behavior.

The results provide practical implications for accommodation operators in developing
and improving service strategies, marketing communication, and pet-specific facilities to better
align with the needs of tourists traveling with pets. These improvements may enhance

competitiveness in the growing niche market of pet-friendly tourism in a sustainable manner.

Keywords: Consumer Behavior, Pet-Friendly Accommodation, Personal Motivation, Service

Quality, Tourists Traveling with Pets
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