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ABSTRACT

This research focused on the key attributes found in boutique and life-style hotels that
influence a traveler’s willingness-to-pay. In addition, this study determined the effect of
demographics, personal life-style and traveler’s preferences on characteristic attributes of
boutique and life-style hotels. Furthermore, this study analyzed these key attributes in order to
develop guidelines and recommendations for hotel businesses in the Songkhla Province regarding
the feasibility of investments in this type of hotels. Surveys were conducted using a sample
population of 30 randomly selected awarding-winning boutique hotels in Thailand and 400
travelers from the city of Hat Yai. Tools used in this research included a hotel assessment form
and a survey of each traveler’s demographic, life-style and preference toward boutique and life-
style hotels. Results were presented in terms of percentages, means, and standard deviations.
Statistical analysis was conducted using analysis of variance (ANOVA), multiple regression using

the Hedonic Price Model and content analysis.

Results of multiple regression analysis of randomly selected boutique hotels in Thailand
revealed that the attributes which showed significant (p<0.05) effect on the traveler’s willingness-
to-pay were star rating, brand and green responsibility. Moreover, the study indicated that the
highest percentage of tourists surveyed were between the ages of 25-35 years old, single with a
monthly income ranging from 25,000-45,000 Baht, and work for private businesses. In addition,
the sample group prefers to live in houses, drive Japanese cars, play both indoor and outdoor
sports, listen to music, watch TV, read books, see a movie and eat out. This group spends on the
average between 10,000-50,000 Baht per trip, and prefers rooms with modern designs and
decorations, earth tone colors, day-light illumination, and standing showers. Most of the sample
population also indicated that they are familiar with boutique hotels and are interested in staying

at a boutique hotel in Songkhla at a willingness-to-pay amount of around 2,500 Baht. They also
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expressed ‘highest degree of preference’ for Internet, personalized service, and customized

activities attributes.

Consequently, the strategy for value creation of hotel businesses should be aimed at
designing and determining hotel attributes that meet the preferences of the target group. The hotel
business must focus on increasing value for customers. As a result, in order to increase the values
of hotel businesses in Songkhla Province, entrepreneurs must increase benefits rather than

increasing investments by assessing hotel quality and emphasizing environmental responsibility.

Keywords: Boutique Hotel, Life-Style, Hotel Attributes, Willingness-to-Pay, Hedonic
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