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Abstract

This study aimed to 1) study the level of the 4 E’s marketing mix factors of pet-friendly hotels perceived by
tourists, 2) study the level of tourists’ decision-making in choosing pet-friendly hotels, and 3) study the influence of
the 4E’s marketing mix factors on tourists’ decision-making in choosing hotels in Mueang District, Surat Thani
Province. The sample consisted of 400 tourists who stayed at hotels that allowed pets. The research instrument
was a questionnaire with an overall reliability coefficient of .959. Descriptive statistics including frequency
distribution, percentage, mean, and standard deviation were used, while inferential statistics were conducted using

multiple regression analysis.
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The research results showed that the overall level of the 4E’s marketing mix was high, with the highest mean
score for Exchange (Value Creation), followed by Experience, Everyplace (Distribution Channels), and Evangelism
(Communication). Regarding decision-making, the highest mean was found in Post-Purchase Behavior. The results of
multiple regression analysis indicated that the model could explain 34.3 persent of the variance in decision-making.
Significant .05 positive influences were found for Experience (B = .210), Everyplace (B = .188), and Exchange
(B =.178), while Evangelism was not statistically significant. The research findings can be applied both academically,
by extending knowledge in the field of service marketing, and practically, by guiding the development of strategies
for pet-friendly hotels that meet the needs of modern consumers. Emphasis should be placed on creating
meaningful experiences, enhancing accessibility, and delivering superior value in order to strengthen customer

satisfaction and loyalty.
Keywords: 4E’s Marketing Mix, Purchase Decision, Pet - Friendly Hotels, Tourists
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PUNTINIUNT 043 043 056 .007 314

R =.586, R’ = 0.343, Sig = .000*

* fdAgyneadansesiu .05
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vensegnaadulpefudsifitutdnunnd Bntimsuenderinifamendamsliuims vdemelummsuanezna Seina
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sovily” ladlflogasUssidiu lamguundndiaes Svonamedumuunnmsiiduiudiumssaaulallidmeuiiofioutu
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