NIANTINGINTIANTT UNTINENF8T1U410)9A5511] V
~a o A ~ MSUDRLU
U 6 aUUn 2 (WAl — WwIgu 2567) -

SwswavasnagnsnisnaaRIviaiswarenisdanlduinisiin
dmivdnlasauazanuaianiveuilag
THE INFLUENCE OF DIGITAL MARKETING STRATEGIES ON PET-FRIENDLY

ACCOMMODATION SELECTION AND CUSTOMERS’ EXPECTATIONS
wyelug UsAla' Ansa Ansees uay finennsal wuwe®
'd1UnI1nN139ANIT WnINeduuliIva
“AREINEINTIANTT UNINIREIATEee5 8
Dej-anan Bungkilo' Suparada Sukrasorn' and Pittayaporn pumpuang®
'School of Management, Mae Fah Luang University
“Faculty of Management Science, Chiang Rai Rajabhat University
(Received: June 19, 2023; Revised: January 24, 2024; Accepted: February 2, 2024)

unfnge
nsAnwLing UszasdiiafnwdnSnavesguiuunagnsnisnainfdviandwasanisidenty

12 (%
o

uinsiindmiudaiideuazanumanitvesiuilnalunislduinsiind mivdaides lnevhnmsiiu

o '

Y 1

susmdeyarnnguiegn fo Wnesdnidenduausndeifidonaliovaninluasounsh wanaeld
Uimsfiindmiudndesdidnideaunsndiinuadlé sunsuinaviteutufuidosdnidedld
(Pet-Friendly Accommodation) $117u 400 A wisslefildlunsisede wuuaeuan MWnsnsrvaeu
Aafisreion (Content Validity) lnggnsanaundd 3 iuuazmsnsiadeummiudesiu (Content
Reliability) PnAdulszavsaseundy satn (Cronbach’s Alpha Coefficient) U8 uugdBUNIUNAFDU
(Pre—test) §1uu 30 9 admnltlunsveaeuaLLAgI Ao anRNITannDENYANM

Kan$3demuTn nagnimsnaaRdTafidmadensidenliuinisiind msudaiiaes a sefu
tfuddmnaadaf 001 lud nagndnisnanaruiaiesilefuvuudumedidn nagvdnsnaiauude
Haruoaularl waenagnsiiisviwavudodinueaulat uenaint nagnsmnaeRdraiidamaroni
mantsasiuilaalunisldvinisiiiindmivdniides u sedulfoddynisadffiszdu 001 T4ud
nagmsmInaRrinuATesilof UL UIeTin uaznagnsnInanuudedemeaulatl Tunsinagns
{idvEnauudedsauesulay dlfudWameadiafiszdu 0.05

'
a o YY)

ANFNATY: NaYNSNITRAIAATNA, anudslaldusnng, iindmsudniides
ABSTRACT

This study aims to study the influence of digital marketing strategies on pet-friendly

accommodation selection and customers' expectations. These participants have previously utilized

pet shelters offering services similar to those provided to pet owners, referred to as pet-friendly

accommodations. The research data was gathered from a sample of 400 individuals who are pet

owners and consider their pets as integral members of their families. The research instrument was

a questionnaire, and it was checked for content validity by 3 experts and checked for content
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reliability from the Cronbach's Alpha coefficient of the 30 pre-test sample. Hypotheses were tested
using multiple regression analysis.

This research finds that digital marketing strategies affecting pet-friendly accommodation selection
exhibit statistical significance at the 0.01 level. These strategies encompass search engine
marketing, social media marketing, and social media influencer. Additionally, digital marketing
strategies that impact customer expectations demonstrate statistical significance at the 0.01 level
for search engine marketing and social media marketing, while social media influencer shows

statistical significance at the 0.05 level.

Keywords: Digital Marketing Strategy, Pet-Friendly Accommodations Services,

Customers’ Expectations
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AN 6 AEVALNUS Spearman ARALTINTIAUIVDIRILUS

fawus PAS CE SMM SMI SEM
Spearman’s Correlations
PAS 1 0.695** 0.645** 0.593%* 0.649**
CE 1 0.621** 0.577** 0.631**
SMM 1 0.644%* 0.744%*
SMI 11 0.606**
SME 1
ADALTINTTUUIVDIF YT
X 4.18 4.28 4.20 4.10 4.24
S.D. 0.67 0.71 0.72 0.82 0.71

o w

e ** dtgdAnyn1eenaniseeu 0.01

foyannuuuasunmiinuuy Likert Scale WuMsinuuuiFesdwu (Ordinal Scale) usflumng
Hapuemansoylaulidunisanuudunsniadu (nteval Scale) Fsrn Spearman Correlation iunswn
Anuduiusseninefauus 2 i feglusnasiauuuiFesddu Taefidiegiisening -1.0 fa +1.0 39
wileufuAn Pearson Correlation wagnsulaninumnefilinneiy Ssdranves Spearman Correlation
& 1.0 wlah shuusiaesshiimuduiusfuognannludommssiud wazdlorves Spearman
Correlation 1nd +1.0 uladn fudsisaesiianuduiustusgranniilulufiamaioatu uithAves
Spearman Correlation {u 0 sxmnea faulsiaesliiimuduiussedy (Fae 1ndvdymn
, 2549)

NATNT 6 wansrranduRuS Spearman adMdanssannvediulsvedulsTildlunns
yadevaLLRgIy wuldiedssAvandiiudsenindud Basiavaneg sz 0577 - 0.744 B
fialsiiAu 0.8 faifu msdiemedimanisaanesdmydmiunsfnuide lifidymdesnmesus
dasellrnuduiusiues (Multicollinearity) (Midi, Sarkar, and Rana, 2010)
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'
v a

A3 7 HANMTIATIZINTANDRELTINY (Multiple Regression Analysis) SUKUUNAENENSAAIARIVIAT
daarianisidenidusnsnndmsudniiaes

Model Beta | Std. Error | t-value | Sig.
Constant 0.719 | 0.155 4.630 0.000**
1. nagnsmMsmanE AR aflofUMTUL 0.337 | 0.061 5574 | 0.000%
Buwesiiln (SEM)

2. nagmsnsmaauvdedsauoaulat (SMM) | 0.322 | 0,061 5291 | 0.000*
3. nagmstilavEwauudedsauooulal (SM) | 0.147 | 0.042 3540 | 0.000*
N= 400, Adjusted R?= 0.550, Wurbin-Watson= 1.927, F= 163.390 (sig.= 0.000)

newme ** IgdAyneatiansesu 0.01

NANT17 7 HANTSILATIENNNTANELTINY (Multiple Regression Analysis) JUKUUNGYNS
nsnaeRaTafidesasionsdentiuinisiindusudaiides wud 1) nagnidunseainsiuedesie
Fumuudumesiin (Search Engine Marketing) Sadudszavaaunisanaasiindu 0.337 Tnedlad t-
value 11U 5.574 (Sig.=0.000) 2) ﬂaqwﬁﬁwumwmmwﬁaé’aﬂmaaulaﬂ (Social Media Marketing) &
AdszAvsaunsanneeinty 0.322 TnefiAn tvalue Winfu 5.291 (Sig.=0.000) wag 3) nagmssugi]
dvdnauudederueaulat! (Sodal Media Influencer) fifdiszAvsaunisonneswiniy 0.147 Tasiian
t-value Wiy 3.540 (Sig.=0.000) Feria 3 Hadeididvisnareonisdnduladeniiindmivdniifewesndu
usndifidsaatlouandnlunseunta

'
aa v A

A5 8 NANTIATIEVINITAANBELTINY (Multiple Regression Analysis) JUKUUNGAENSNSAANARITIAT

[

danariorumanisvaeusine (Customers’ Expectations) lunsidenldusmsiindmiudniiaes

Model Beta | Std. Error | t-value | Sig.
Constant 0.945 | 0.151 6.224 0.000**
1. nagnnsmaar Ui sslof UL 0.392 | 0.059 6.616 | 0.000%
dumesiin (SEM)

2. ﬂaqmﬁ‘mimmmuﬁaé’qﬂmaauiaﬁ (SMM) | 0.301 | 0.059 5.068 0.000**
3. nagsHilavEwauvdedsauooulayl (SM) | 0.100 | 0.041 2.461 0.014*
N= 400, Adjusted R?= 0.554, Wurbin-Watson= 2.101, F= 165.907 (sig.= 0.000)

e * Idpddgyneadiinsedu 0.05
* fydAgeatAnszau 0.01

INENTNN 8 NANITIATIZVNITANNBELTINY (Multiple Regression Analysis) sUkUUNAENS
nMsnaaRdTiandradeauAIAnTIveuslaa (Customers’ Expectations) lunisidenldusnisiiin

[
a

dmsudadiaes nudi 1) nagnsatunisaaindiuazesdadumiuudumesiie (Search Engine

a1 o

Marketing) SAduuszansaunisanaaswindu 0.392 Tnafian t-value WAY 6.616 (Sig.=0.000)
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2) nagmsiumsnanauudedsauooilat (Social Media Marketing) fifndiUszAvisaunisnnnesiviniy
0.301 Taelein t-value Winfu 5.068 (Sig.=0.000) wax 3) nagndsurEdvEnauudedsnussulatl (Socil
Media Influencer) flenduussavsaunisanaaswiniu 0.100 Tnedirn tvalue Wity 2.461 (Sig.=0.014)
Favis 3 adedidvdnadorumantmesfuslnaluniadentivinmsiindmivdniides

aAuTENa
NNNTIRERaNSENEFULUUNRY NSMInaRAdviandwrananuaslalunisldusnmsinindnd

(%
= 1

\Hee egaiideddgynisadiifisedu 0.01 feg 3 s loud nagnsniseainriuasosdioAumIuy

duwmesiiln (Search Engine Marketing) nagnsMInanuudedinueaulal (Socal Media Marketing) na
gnsyidnEnavudadenueaulail (Social Media Influencer) waz WBNANY NaYNSNI1TAAINAINA

9 Y
1

al

fidswarionumanavesiuilnalunsliuinisiindmiudniiaes a seduloddgmeainissd
0.01 1fun nagndnsmaasuaiesilefumuudumediin uagnagnnisnannuudedinuesla
Iuﬁumsﬁﬂaqméﬁﬁ@mﬁwawﬁaﬁqﬂ:uaaulaﬂ Tidndnyymadfafiszdu 0.05 denpdasiu Lopez Garcia,
J.J, Lizcano, D., Ramos, C. M., & Matos, N. (2019) #ina1211 winnssunisnainfaviaidunagns
msmanilnsuasimnuiuasis Saduunumdialunselissiariogluseulatuszaumudsa
Snitsutnnssunmaniifaasiisuuuuiifianuvainuats erfiiu nsmaakiuduled nisanasinu
laweailife MIna1arIudwa nsnamsulavaneeulal wazn1snanduLIUen laen15vinnain
rulmdoaiifedunagnsmsnaaildiumdenniign mseludeaiifeduunanesuiilasy
arufisdlutiigtusaziinslfouiiunivats Snvfsgsfanunsadifgndlusiuufisndiuromis
InToaiiifieldognasingy wazdeligsioausadeans anunsauisdudeyaieriugsialsiuniu
andldogaiiszavsnm sdsnmaiaueidomihiiaulawasdudsslovidegnérumdndea
ffy wazdeanunsadidwsulumineudiauviedeadevesgnatduteanledoaiiifie n1sna1n
AviasadunagnsnivssansnwlumaiindegnAuasaianrdiiusiugndlel uasSaenndesiy
MATEYeY NINUMTTAL WIYUHIR vvns s wavgninsal Uszasdviu (2560) Ie@nwluiFes
mnsgitaduddyiitnadensindulavesdiwesaivlumsidenldudmsiinanusavadudwin
MsAnwnuin msindesmsliuansauAniudmsugiaglduinistinuma Facebook uag Pantip
fuademssndulalunmadenlivinsiiiniiansnsahadudwindudivedd Snvdlufumsnaauude
Fanueoulatl (Social Media Marketing) wardunisnainniua3osflefumuudumesiin (Search
Engine Marketing) dsrasiomssindulavesivesgirlunindenlduinmsiinanunseiatiudnin was
Frugidvsnavudedsauaaulatl (Social Media Influencer) Bnvisdsfinuaanndasiu Kaur (2016)
finaaliin msmm@ﬁaﬁaﬂmdauiwwjmamqmﬁamssmha 9 AReatumsutstiudonmdeny 3ile
uazgUnm sdsdvenidranglnddafiaesitunmslivimanudviediivinavudedinuooulat
(Social Media Influencer) dswastarnusidladlduimafiind mivdnidomesdmosdniGeinduay
Shdmiianasiouandnlunsounsa wazdumsnatnuudedauoaular (Socal Media Marketing)
FrunsaaRues eslladumundumesiin (Search Engine Marketing) LLazé’mQﬁ%w‘Swawﬁaﬁmu
ooulatl (Social Media Influencen) @sflaundenlosiuunainuidoves Joan uasiay (2022) il
MsAnwI3es nagnsnsmainAaviavestuszneunisesulatiuuunaniosuluszimelne nanuin
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