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Abstract

This survey research aimed to (1) examine the influence of online reviews by tourists,
(2) investigate tourists' hotel selection behavior, and (3) analyze the influence of online reviews

on tourists' hotel selection decisions. The sample group consisted of 400 Thai tourists who had
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read online reviews and subsequently decided to stay at hotels in Bangkok. A questionnaire was
used as a research instrument, and data were analyzed using the mean, standard deviation, and
multiple regression analysis.

The findings revealed that (1) respondents perceived the overall influence of online
reviews as high. Among the aspects considered, the most influential factor was the credibility of
the reviews, followed by the presentation style of the reviews, while the content of the reviews
had the least influence, (2) Regarding hotel selection behavior, respondents rated their overall
decision-making process as highly influenced by online reviews. The highest-rated factor was
satisfaction with their decision to stay at a hotel based on review information, followed by the
ability to calculate and assess travel expenses appropriately based on reviews, while the least
influential factor was preparation before checking in, such as packing appropriate clothing based
on weather conditions, restrictions, and guidelines obtained from reviews, (3) The influence of
three key aspects of online reviews presentation style (X;), content (Xy), and credibility (X3)—
had positive effects on tourists’ hotel selection decisions. The most influential factor was the
presentation style of the review, followed by credibility, while the content of the review was

the least influential, with standardized beta coefficients of 0.473, 0.220, and 0.198, respectively.

Keywords : Online Reviews ; Hotel Selection Consumption ; Tourists
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