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ABSTRACT 

This research focused on the key attributes found in boutique and life-style hotels that 

in -to-pay. In addition, this study determined the effect of 

demographics, personal life-

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 -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 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 



(6) 

expressed highest degree of preference , 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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1.1 Basic Accommodations  
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1) Who constitutes the market?) 
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organization)  

5) How does the market buy?) 

operations)  
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1.1.3)  (Distribution  place)  

 

1.1.4)  (Promotion) 
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 2 1) (Cultural Factor) 3  
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 2. ) (Social Class) 

  

 2) (Social Factors) 

 3 

 

  2.2.1) (Reference group)  

2  

 1) (Primary Groups)  

 ) (Secondary Groups) 

 

  2. ) (Family)

  

                       -  

                             -  

                             -  

 2. )

 

2.3) (Personal Factors)

 

1)  
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2) (Family life cycle stage) 

 

3) (Occupation) 

 

4) (Economic circumstances) (Income)

 

5) (Education) 

 

6) (Lifestyle) (Value)

 

Lifestyle)

AIO Demographics (Kotler and Keller, 2012) 

    (Reynolds & Darden, 1974) 

    

   (Activities)  
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    (Opinions)  
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  2. Societal Orientation  
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4. Home and Family Orientation  

 

5. Sports and Outdoor Orientation  

 
 

 3) (Psychological Factor) 

 

1)  2)  3)  4)  5) 

 6)  7)    

  3.1) motivation) 
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 3.2) perception) 
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    3.3) learning) 

Nokia 

Nokia  

                  3.4) beliefs and attitudes)  

                                3.4.1) beliefs) 

 

                                3.4.2) attitudes) 

 

             

 

4)  (Buyer decision process) 

 5  

  4.1) (Problem Recognition)

Maslow  

- physiological needs) 4 

 

- safety needs) 
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- social needs) 

 

- esteem needs)

 

- self-actualization needs)   

  4.2)  (Information Search) 

 

  

 

 4.3) (Evaluation of Alternatives) 

 



 

27 

 4.4) (Purchase Decision) 

 

 4.5)  (Postpurchase Evaluation) 

 

                
 8  
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                          1)
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 6) 

  Abraham H. 

Maslow   

 7)

  

  

 8)

       

 

      . (2541: 125  130) 

   

 

 

  

2 



 

29 

 (AIOs)

 (Activity)  (Interests)  (Opinions)

 

 

2.3  

 

 

   2.3.1  (Service Marketing) 

   

 

 

   

 (  , 

2548) 
   (Kotler, Philip. 2006)  

   

4   

  1   (intangibility)  

  (place) 
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   (people) 

   

 (equipment) 

  (communication material)  

    

(symbols)  

  (price)   

  

  2   (inseparability) 

  

  

  

  3  (variability) 

     

  4   (perishability) 

  

 

  

  

  2.3.2  (Service ing Mix) 

   

Kolter 

and Keller, 2006)   Product, Price, Place, 

and Promotion

(Alastair M. Morrison, 2010)
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People  Packaging Programming   Partnership

 

1)  (Product) 

McCarthy 

Product Variety) (Quality) (Design) (Features) 

(Brand name) (Packaging) (size) (Service) 

(Warranties)

 

  

 

 

 

2)  (Price)

 

 

 

3)  (Place) 
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  (Travel Agent) 

(Internet/Website)

 (Social Network) 

 

4)  (Promotion) 

  

  

  

 

  4.1)  (Advertising)

   

    

   4.2)  (Sales Promotion)
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    4.3)  (Public Relations and Publicity)

 

    4.4)  (Personal Selling) 

 2 

 

   4.5) (Direct Marketing) 

 

5)  (People) 

 Inseparability
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6)  (Programming and Packaging) 

 

7) (Partnership) 

 

(Product)  (Price)  

(Place)  (Promotion)  (People)  (Programming)  
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(Packaging) (Partnership)

 

  

 2.3.4  (Value Creation) 

  ( 544) 

 (2553) 

 

  

 

(Value) 

 

  

 (Value) 

, 2553)   
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 Phillip Kotler, 2012) 

(Value and Satisfaction)

customer value triad  

2   

(1) (Functional Benefit)  

(2)  (Emotional Benefit)  

   4 (1) (2) 

(3) (4)  

 

  =       

     

 =  +  

+ + +  

 

1)  

2)  

3)  

4)  

5)    

 Phillip Kotler, 2006  

 

Value Proposition
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Customer Value Proposition) 

  

   Product/service Attributes)  Price) 

Quality) Availability) Selection) 

Function) Feature)  

  Relationship)  Service) 

Partnership) 

    Brand  

   5  

Value

Increase Buyer Value) 

Innovation

Differentiation) 

Value 

Innovation

Cost

 

      

Willingness to Pay: WTP) 
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(Malhotra, 1998; Perloff, 2004) 

 

  

(Functional Benefit)

(Emotional Benefit)
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2.4 (Hedonic Price Model) 

 

 
  2.4.1    

        Hedonic Price Method 1928 Waugh

 

Court 

(1939), Houthakker (1952), Becker (1965) Lancaster (1966) 

(Ladd and 

Suvannunt,1976; Jordan, Shewfelt, Prussia and Hurst, 1985; Espinosa and Goodwin, 1991; 

Tronstad, Huthoefer and Monke,1992 Espinet, 2003: 1-13)  
 

2.4.2 Hedonic Prices on Hotels) 

  Espinet (2003)

, , Star

 

 Hamilton (2005) 
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   Hsu (2007) 

 

 

 

    Hsu (2007) Haliton (2005) 

Hastie and Tibshirani (1990) Espinet et al (2003)

  (Willingness to Pay: WTP)

 
 

ä ++= iikiki wPLn eba)(  

iP : (Average accommodation price) 

ikb :  

(Regression coefficient of individual variable, i.e. hedonic price vector)  

 ikw :  

(Characteristic variable of the k-th hotel of the i-th average accommodation price)  

 a :  (Intercept)  

 ie : (Error term) 
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2.5  

  

 

 Sub, Lee, Park and Shin, 1997)  The Impact of Consumer

Involvement on the Consumers' Perception of Service Quality-Focusing on the Korean Hotel 

Industry   

 

 

 

 

  

  

 

 Londner (2003) Fort Lauderdale 

Palm Beach Country 

 (Leisure Travelers) 

30

 Lea 

(2000) 1995-2000 

 

 Espinet and team (2003) 

Holiday Hotels)
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(in the sun-and-beach segment)

(Hedonic Price Model) 82,000 

1991 1998 Tour Operators 

4 1-2 

category of hotel with a significant 

effect on price)

(town) (hotel size) (distance to the beach) 

(availability of parking place) 

  Freund 2007 Seeking the Ultimate Hotel Experience

(Boutique) Design , "HIP

 

(Price)  (Brand Image)  

(Customized Activity and Service) (hi-tech)  

  Ching-Fu Chen and  R. Rothschild (2010) 

pricing analysis to

 Location) (LED TV)  (Conference 

Room)

 Internet Access) 

(Fitness center) 
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Size of Room) 

(Negative) 

 

 Chia-Yu Yeh and Jia-Yi Chen (2010)  Applying Hedonic 

Pricing Method to Value Hotel Amenities in Taiwan  

WTP)

WTP NT $ ,

WTP NT $ , WTP NT $ 

Sun Moon Lake Lalu

NT $ ,

  

  2551) 

  

 

  

   0.05 

 

  0.05  
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 0.05 

 

  

    

   284  

  

   (1) 

  (Fulfilled) 

 32.4   

    10,001-20,000  (2) 

     

    (3)  

 2    

  2552

:

  

   

  400    

 5      

-    

  20-30  

 30,000  
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2      2  

  

    Internet  

 Classical    Suite 

 50   

 

 

2.2  

 2  

   
J.M. 

Espinet and 

team, 2003 

 

category (town) 

(hotel size) (distance to the beach) 

parking)  

 

Hsu, 2007 

,

, , 

, ,

, , 

,
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2  

   
Daniela 

Freund de 

Klumbis , 

2007 

(Price)  (Brand 

Image)  (Customized 

Activity and Service)  

 

Mandy 

Aggett, 2007   

(location)  (quality) /  

(uniqueness) (services provided) 

(personalized levels of service offered) 

 

R. Rothschild 

and Ching-Fu 

Chen, 2010 

 Willingness to Pay

Location)

(LED TV)  (Conference Room)  Internet 

Access) (Fitness center) 

Room Size)  

 

Chia-Yu Yeh

and Jia-Yi 

Chen, 2010 (Willingness to Pay:WTP)

 

NT $ ,  
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Willingness to Pay: 

WTP)

 Espinet  (2003) Hsu (2007)

category  (town) (hotel 

size) (Espinet, 2003) (location) (quality)

(uniqueness) (services provided) 

(personalized service)  (Mandy Aggett, 2007 (Facilities) 

Internet) View) Chia-Yu Yeh & Jia-Yi Chen, 2010

(Brand) 

Freund, 2007 2.3  
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2.3 12  
  

1.  

 
2.  

 
3.  

 

4. 

 

 

5.  

 

6. 
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2.3  
  

7. 

 
 

8.  

 

9.  

 
10.  

 

 

11.  

 

 

12.  

 
:  
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(Hedonic Price Model)

 

+++++++= SportLeisureViewBeachCenterRoomHPRICELog ggggggg
654321)( bbbbbba

gggggggg GreenActivityWiFirvPersonalSeBrandLegendStar ebbbbbbb +++++++ 13121110987

 

   iP   :  **    

ikb :   

 ikw :  

 a  :     

 ie   :   

**  (Price) Deluxe Room 
2554 2555     

        

12 (Location) 

 Center Beach 

2.4 
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 2.4  

Attributes 
 

Code 
 

Variable Definitions 
Number of Rooms 1 Room  
Location  
 

2 Center (Center of Business/City)  
3 Beach 

2  
View 4 View 

Mountain Forest & Plantation or River Water & Lake

1  
Leisure Facilities 5 Leisure 

1  
Sport Facilities 6 Sport 

1  
Category 7 Star 

Rating 
 

Historical 
Background 

8 Legend 

 
Internationalization 
(franchise chain
stores) 

9 Brand 
 

 
Personalized 
Services 

10 Personal 
Serv 

1   
Internet Access 11 WiFi WiFi  
Experiences  12 Extra  

Activities 

 1 

 
Social 
Responsibilities 

13 Green Certificate 

1  



 

52 

2.6 Research Conceptual Framework) 

  

Thailand Boutique Awards 2011

(Hedonic Price Model)  

    

 

  
2.5 2.2
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1

 

 

 

12   
1  Room)  

1.1 3-79  

1.2 80  

2.  Location)  

2.1  

2.2  

2.3  

2.4  

 

3. (View) 

3.1  
3.2  

3.3  

3.4  

4. (Historical Background) 

4.1  

Story Telling) 

4.2  

 

5. Category) 5, 4, 3, 2, 1  

6.  (Brand)  

6.1  
6.2  

2.5  
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2.5  

  

1  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

7. ( Leisure Facilities) 

7.1  
7.2  

7.3  

7.4  

8. (Sport Facilities) 

8.1  

8.2  

8.3  

8.4  
9.  (Personalized Service) 

9.1  
9.2  

9.3  

10. Internet Access  

10.1   

10.2  WiFi  

10.3   LAN) 

11. Unique  

 

12. (Green) 

12.1 (Green Leaf Certificate) 

12.2  
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2.5  

  

2

 

 

 

1.  

1.1  

1.2  

2.  

2.1  

2.2  

 2.2.1  

   2.2.2  
3.  

   3.1  

     3.2  

     3.3  

     3.4  

     3.5 

 (AIOs)

 

(Activity)  (Interests)  

(Opinions) 

AIOs  

Activities:  

-  

-  

-  

-  
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2.5  

  

2  Interests:  

-  

-  

- /  

-  

-  

-  

-  

-  

-  

Opinions:  

-  

-  

-  

-  

3 
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2  

 

 

 

 

 

   

  

 

  

 

 

  

 

 

  

 

 

 

 

  

 

 

 

 

 

 

12 

 

 (Number of Room)  

 Location)  

(View) 

(Historical Background) 

Category)  

 (Brand)  

       

(Leisure Facilities)  

(Sport Facilities)  

(Personalized Service) 

Internet Access  

 

(Green Responsibilities) 
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3  

 
 

  (Applied Research)

 

 

  

3.1  

3.2  
3.3  

3.4  
3.5  

3.1  

      2 (1) 

 (2) 
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3.2  

    2  

   1
 25% (  

, 2546) 120 

Thailand Boutique Awards 2011  30 

Purposive Sampling

Convenient Sampling  

  2 
(Taro Yamane, 1967 ) 

 2553

, 

2553) 95%

 400 Purposive Sampling

Convenient Sampling

  

3.3  

3.3.1 2  
Assessment Form Questionnaire   
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3.3.2  

  Assessment Form

Check list     

 12   

 

 Questionnaire

(Closed-response questions) (Opened-

response question) 4  

  1 

 

  2 

(Lifestyle)  3   Psychographics 

 AIOs   (Activities) 

 (Interests) (Opinions) 

 (Closed-response questions)   

 3 
12

 (Number of Room) Location) (View) 

Category) (Brand) (Leisure Facilites)

(Sport Facilites) (Legend) (Internet) 

(Unique Activities) (Personalized Service)

(Green Responsibility) 
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ing Scale) Likert

5  

                    
  4.20-5.00       

  3.40-4.19        

  2.60-3.39       

  1.80-2.59       

  1.00-1.79       

4  

(Opened-response question) 

 3  

 

  3.4  

   10

 

1)  

 

2)  

( x)

 ( y) R2 ( R Square: The Coefficient of 

Determination) 0.75 

(Haaland, 1989 Hu, 1999) R Square = 0.86 
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3) 30 

 

4) 

   

5) (pre-test) 30

 

6) (Test Reliability)

Coefficient

 = 0.868   

7)  

8) 400 

 

9)  

10) 

 

  

1. (Secondary Data) 

2 
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Thailand Boutique Awards 

2554 2555 

 Type  

2. (Primary Data) 

 

   

30  

3.5  

3.5.1   

1.  
 (Editing)  (Legibility)  (Completeness) 

(Consistency)  (Accuracy) (Response clarification)

  

2.  (Coding) 
  (Closed-response 

question)  (Opened-response question) 
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3.5.2    

  1.  (Descriptive Statistic) 

 (Percentage) (frequency) (mean) 

(S.D.)  

     

  

 2  (Inferential Statistic)

One-way ANOVA 

 t-Test  F-Test  0.01 0.05 

(Multiple Regression Analysis) 

 

   3.

Content Analysis

 

  
1  
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4 

 
 

 

 

 30 

400 

2  

  

4.1  

4.1.1  

4.1.2  

                     

4.2  

4.2.1  

4.2.2   

4.2.3  

  

4.2.4  
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4.1  

   2 

 

  R    
  R2    
  SE   

     

  a    

  b   

     

     
 Y1 , Y2   

     
  t   (t- test) 

  F  (F-test) 

  *  0.05 

   **  0.01 

 

 4.1.1  

   

30  
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4.1  

n = 30  
   

   

  8 26.70 

  8 26.70 

  2 6.70 

  4 13.30 

  4 13.30 

  1 3.30 

  2 6.70 

  1 3.30 

   

  13 43.30 

  6 20.00 

  3 10.00 

  8 26.70 

   

  21 70.00 

  5 16.70 

  4 13.30 

   

 Luxury Resorts & Hotels 9 30.0 

 Deluxe Resorts & Hotels  12 40.0 

 Basic Accommodations 9 30.0 

   

 3-25  16 53.30 

 26-50  7 23.30 

 51-75  4 13.30 

 76-100  3 10.00 
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   4.1

8 

26.7 4 13.3

13 43.3

 

26.7 20.0 

21 70.0 

16.7 13.3 

(Deluxe Resorts & Hotels)

 40.0 Luxurious Resorts & Hotels

Basic Accommodations 9  

30

3-25 53.3 

26-50 23.3 51-75 76-100 

13.3 10.0 6 

85 

4.2  
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4.2  

           n=30 

 
  

    

1  13 17 43.30 56.70 

2  14 16 46.70 53.30 

3  7 23 23.30 76.70 

4  16 14 53.30 46.70 

5  18 12 60.00 40.00 

6   20 10 66.70 33.30 

7   26 4 86.70 13.30 

8  

      3 Star 

      4 Star 

      5 Star 

 

12 

13 

5 

 

- 

- 

- 

 

40.00 

43.30 

16.70 

 

- 

- 

- 

9  5 25 16.70 83.30 

10  21 9 70.00 30.00 

11  27 3 90.00 10.00 

12  18 12 60.00 40.00 

    4.2

14 46.7 

7 23.3

16 53.3

13 43.3 

  18 

1 60 40 

20 66.7
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1 

26 WiFi 

 86.7  4 13.3

 WiFi  

  

3 4 43.3 3 

40 5 16.7

83.3

16.7

90 70 60  

  

2554 2555

Deluxe Room 

1,200 6,710  

3,513   
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4.1.2 

 

  
Mutiple Regression Analysis 

x

( y) 4.3  

 4.3 (Regression Coefficients) (b) 

( ) 

Multiple Regression Analysis  
 R= . , R2 = .8621, n = 30  

(x) b .E.      
 Constant  a ) = 6.5316  0.3840  17.0099 0.000 

1   -0.0037 0.0026 -0.2160 -1.4354 0.1704 

2.1  -0.0213 0.1514 -0.0247 -0.1409 0.8897 

2.2  -0.0739 0.1517 -0.0724 -0.4872 0.6327 

3  -0.0420 0.1373 -0.0486 -0.3061 0.7635 

4  0.1747 0.1093 0.1984 1.5988 0.1294 

5   0.0975 0.1656 0.1065 0.5885 0.5644 

6  0.2892 0.0734 0.4796 3.9411* 0.0012 

7  0.0945 0.1106 0.1085 0.8545 0.4055 

8  -0.3663 0.1479 -0.3164 -2.4776* 0.0248 

9  0.1598 0.1509 0.1638 1.0589 0.3054 

10   0.0773 0.1318 0.0609 0.5866 0.5656 

11  0.1496 0.1556 0.1040 0.9612 0.3508 

12  0.2551 0.1049 0.2896 2.4322* 0.0271 

* 0 5 
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Ln(Price) = 6.5316 + 0.2892 (Star Rating) - 0.3663 (Brand) + 0.2551 (Green) 

  4.3 (Hedonic Price Model)

(Beta) 

 0.05 3 (b=0.4796)

(b=0.2896)  (b=           

-0.3164)  

 0.05  

(R= . )  

86.2 (R2 = .86211, Variance explained ) 

 

  
    Y1 = 0.2892 X1 - 0.3663 X2 + 0.2551 X3 + a 

  
    Y2 = 0.4796 X1 - 0.3164 X2 + 0.2896 X3 
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4.2  

  4 

 

   X    

   S.D.   

   t   (t- test) 

   F  (F-test) 

   *  0.05 

    **  0.01 

 4.2.1  

    

 

4.4  

n = 400  
   

   
  152 38.00 

   0 

   

  330 82.50 

  44 11.00 

  26 6.50 

   

  74 18.50 

 25-30  111 27.80 
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 31-35  118 29.50 

 36-40  58 14.50 

 41-45  13 3.30 

 46  26 6.50 

   

  231 57.80 

  142 35.50 

 ,  27 6.80 

   

  49 12.30 

  234 58.50 

  102 25.50 

  6 1.50 

  9 2.30 

   

  65 16.30 

  40 10.00 

  143 35.80 

  70 17.50 

  4 1.00 

  78 19.50 

   

 25,000  0 00.00 

 25,001-45  183 45.80 

 45,001-65,000  125 31.30 

 65,001-85,000  55 13.80 

 85,001-100,000  11 2.80 

 100,001  26 6.50 

   

  174 43.50 



 

77 

   
  100 25.00 

  26 6.50 

  95 23.80 

  5 1.30 

   

  21 5.30 

  16 4.00 

  3 0.80 

  4 1.00 

  12 3.00 

  49 12.30 

  40 10.0 

  85 21.30 

  61 15.30 

  23 5.80 

  5 1.30 

  81 20.30 

 

   4.4

248 152 

6.5 

- 118 

- 111 

25,000-50,000

15.3  
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4.2.2  

  

4.5 4.30  

4.5  

n=400  
   

 109 27.30 

 15 3.80 

 19 4.80 

 75 18.80 

 29 7.30 

 73 18.30 

 80 20.00 

  0 

  4.5

0 0

0 0 0 0

 
 

4.6  

n=400  
   

1  133 33.30 

2  95 23.80 

3  106 26.50 

4  10 2.50 

5  12 3.00 

 44 11.0 

  0 
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  4.6

 1  0 3

0  2 0

5

 4 0  
 

 4.7  

n=400  
   

 88 22.00 

 51 12.80 

 58 14.50 

 16 4.00 

 22 5.50 

 52 13.00 

 95 23.80 

 18 4.50 

  0 

 

  4.7

0

0

0 0
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4.8  
n=400  

   
1  105 26.30 

2  91 22.80 

3  37 9.30 

4  25 6.30 

5  21 5.30 

 121 30.30 

  0 

 

  4.8  

0 1

0  2

 0 3 0

4 0

5 0  
 

4.9  
n=400  

   
 322 80.50 

 58 14.50 

 57 14.30 

 76 19.00 

 92 23.00 

 73 18.30 

 179 44.80 

 1 0.30 

*  
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  4.9

0

0

0

0 0  
 

4.10  
n=400  

   
1-5  202 50.50 

5-10  133 33.30 

10  65 16.30 

  0 

 

   4.10

1-5 0 5-10

 0 10 0  
 

 4.11  
n=400  

   
 33 8.30 

10,000-50,000  232 58.00 

50,001-100,000  105 26.30 

100,001  30 7.50 

  0 

  4.11 

 10,000-50,000
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 50,001-100,000 0

0 100,001 0  

 

4.12  
n=400  

   
 173 43.30 

 28 7.00 

 109 27.30 

 28 7.00 

 44 11.00 

 5 1.30 

 13 3.30 

  0 

  4.12  

0 0

0 0  
 

 4.13  
n=400  

   
Studio Room (  293 73.30 

Suite Room (  107 26.80 

  0 

 

  4.13

 Studio Room ( 0  Suite 

Room ( 0  
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4.14  
n=400  

   
(Day light) 225 56.30 

 (Warm light) 175 43.80 

  0 

  4.14

0

0  
 

4.15  
n=400  

   
) 53 13.30 

 145 36.30 

  29 7.30 

 151 37.80 

 16 4.00 

 6 1.50 

  0 

  4.15 

 0

0 0

0  
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4.16  
n=400  

(Design Style)   
 74 18.50 

 132 33.00 

 80 20.00 

 20 5.00 

 32 8.00 

 34 8.50 

 24 6.00 

 4 1.00 

  0 

 

  4.16 

(Modern) 

0

0

 

 

 4.17  

n=400  
   

30  38 9.50 

35  124 31.00 

40  114 28.50 

45  37 9.30 

50  56 14.00 

 31 7.80 

  0 
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  4.17 

35

40 0 50

30 0 45

0 0  
 

4.18  
n=400  

   
 255 63.80 

 124 31.00 

 21 5.30 

  0 

 

  4.18

0       

 
 

4.19  
n=400  

   
 344 86.00 

 56 14.00 

  0 

 

  4.19 
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4.20  
n=400  

   
(Healthy Food) 202 50.50 

 (Fusion Food) 203 50.80 

 (Fast Food) 83 20.80 

 (National Food) 79 19.80 

*  

  4.20

 0

0 0

0  
 

4.21  
n=400  

   
  124 31.00 

 93 23.30 

 79 19.80 

 40 10.00 

 195 48.80 

*  

   4.21 

0

0 0
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 4.22  

n=400  
   

 100 25.00 

 222 55.50 

 125 31.30 

 84 21.00 

 222 55.50 

 83 20.80 

 58 14.50 

 10 2.50 

*  

  4.22

0  

0 0

0 0  
 

 4.23  
n=400  

   
 93 23.30 

 161 40.30 

 187 46.80 

 64 16.00 

 150 37.50 

&  104 26.00 

 56 14.00 

 20 5.00 

 67 16.80 

 29 7.30 
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 58 14.50 

 3 0.80 

*  

  4.23 

 0 0     

0 & 0

0  
 

 4.24  
n= 400  

   
 95 23.80 

 145 36.30 

 131 32.80 

 181 45.30 

 75 18.80 

 45 11.30 

 127 31.80 

 85 21.30 

 108 27.00 

 79 19.80 

 47 11.80 

 50 12.50 

 10 2.50 

*  

  4.24 

 0
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0 0

0  

 

4.25 

    

      n=400  
 

 
  

 183 45.80 

 208 52.00 

 150 37.50 

 139 34.80 

 170 42.50 

 9 2.30 

*  

  4.25

0

0 0

0  
 

4.26  

n=400  
   

 196 49.00 

 76 19.00 

 128 32.00 

  0 

 



 

90 

 4.27 

 

n=400  

   
 275 68.80 

 18 4.50 

 107 26.80 

  0 

 

  4.26 4.27 

275 0

107 0 18 

0  
 

4.28  

n=400  
   

 132 33.00 

 134 33.50 

 117 29.30 

 113 28.30 

 90 22.50 

 130 32.50 

 114 28.50 

 118 29.50 

 188 47.00 

 3 0.80 
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*  

  4.28 

0

0

0  

4.29  

n=400  
   

 229 57.30 

 247 61.80 

 121 30.30 

 166 41.50 

 116 29.00 

 96 24.00 

 49 12.30 

 80 20.00 

 23 5.80 

 90 22.50 

 159 39.80 

 91 22.80 

WIFI 257 64.30 

 62 15.50 

 82 20.50 

 69 17.30 

 27 6.80 

 42 10.50 

 20 5.00 

 69 17.30 

 84 21.00 
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 55 13.80 

 57 14.30 

 174 43.50 

 3 0.80 

*  
  4.29 

WIFI 0

0

0 0

0  
 

4.30  
n = 400  

   
 106 26.50 

1,500-2,500  206 51.50 

2,501-3,500  81 20.30 

3,501-4,500  2 0.50 

4,501-5,500  3 0.80 

5,501  2 0.50 

  0 

  4.30

1,500-2,500 206 0

106 0

 2,501-3,500 81 0 3,500 

7 4,501-5,500   

3,501-4,500 5,501
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4.2.3  

 

4.31 

         

n = 400  

 X  S.D.  
    

-79  3.67 0.79  

 3.43 0.84  

    
 3.69 0.87  

 4.11 0.76  

 3.94 0.86  

 
3.67 0.81  

    
 4.28 0.67  

 4.34 0.66  

/  3.85 0.76  

 4.17 0.76  

    
 3.81 0.85  

  3.70 0.83  

  3.53 0.75  

  3.81 0.83  

    
  4.07 0.77  

 3.93 0.76  

 3.35 0.82  

  3.25 0.85  
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 X  S.D.  
    
5  3.76 0.86  

3-4   3.98 0.81  

 1-2  3.08 0.78  

    

Story Telling) 

3.47 0.74  

 

3.41 0.82  

    
 3.62 0.70  

 3.35 0.69  

    
 4.21 0.76  

 4.36 0.69  

 4.36 0.66  

    
 4.58 0.66  

WiFi   4.51 0.69  

 LAN) 4.18 0.83  

    

 
4.32 0.79  

    
 (Green Leaf Certificate) 3.86 0.76  

 4.09 0.74  

 3.88 0.36  
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:     

  4.20-5.00   

  3.40-4.19   

  2.60-3.39   

  1.80-2.59   

  1.00-1.79    

  4.31 

WiFi
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4.32 

                n=400 

 

 
  

t-value 

 

Sig.  X  S.D. 

1  

  

 152 3.8421 .77293 
3.526** .000 

 248 3.5605 .77693 

2  

  

 152 3.7385 .57640 
3.253** .001 

 248 3.9224 .53119 

3  

  

 152 4.2204 .50077 
1.728 .085 

 248 4.1240 .56509 

4 

 

 152 3.7138 .65572 
.016 .987 

 248 3.7127 .68113 

5 

 

 152 3.8306 .60667 
4.695** .000 

 248 3.5423 .58940 

6 

 

 152 3.6732 .46110 
1.984 .048 

 248 3.5659 .56128 

7  

  

 152 3.4605 .70834 
.564 .573 

 248 3.4194 .70964 

8  

  

 152 3.4046 .69228 
-1.918 .056 

 248 3.5302 .59866 

9 

 

 152 4.3750 .56941 
1.729 .085 

 248 4.2648 .64698 

10  

  

 152 4.5833 .50930 
3.978** .000 

 248 4.3226 .70272 

11  

  

 152 4.5724 .62616 
5.255** .000 

 248 4.1573 .84141 

12 

 

 152 3.9836 .65715 
.198 .843 

 248 3.9698 .68537 

  152 3.9400 .32354 
2.303 .022 

 248 3.8552 .37666 
0  
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  4.32 

 

  

0.01 

( X = 4.5833, X = 

4.3226 ) 

 

4.33 

 

n = 400  

 

   

  X  S.D. F Sig. 

1  

  

  

 330 3.6515 .74157 

1.062 .347  44 3.6591 .91355 

 26 3.8846 1.07059 

2   330 3.8477 .78644 

7.028** .001   44 4.0625 .53852 

  26 3.5577 .65175 

3  

  

  

 330 4.1515 .45447 

1.573 .209  44 4.2841 .55533 

 26 4.0673 .51806 

4 

 

  

 330 3.6917 .63243 

2.309 .101  44 3.9148 .66917 

 26 3.6442 .54294 
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  X  S.D. F Sig. 

5 

 

  

 330 3.6220 .66517 

3.868 .022  44 3.8920 .63553 

 26 3.6250 .76215 

6  

  

  

 330 3.5960 .67076 

.517 .597  44 3.6818 .59896 

 26 3.6154 .62969 

7   330 3.4303 .67175 

10.652** .000   44 3.7500 .61152 

  26 2.9615 .54303 

8   330 3.4985 .40637 

17.999** .000   44 3.7386 .51374 

  26 2.8462 .52745 

9  

 

 330 4.3263 .68283 

1.413 .245  44 4.1591 .67772 

 26 4.3077 .82369 

10  

 

 

 330 4.3960 .70854 

1.491 .226  44 4.5379 .57888 

 26 4.5513 .73523 

11  

 

 

 330 4.2879 .78446 

2.609 .075  44 4.5682 .63794 

 26 4.2308 .61140 

12  

 

 

 330 3.9864 .64895 

3.573 .029  44 4.0795 .67279 

 26 3.6538 .62024 

 Total 400 3.8874 .66523 5.550 .004 

0  
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   4.33

 

   

0.01

 

  

4.34 

   n = 400 

 

  

F 

 

Sig. 
 

 

25-30

 

31-35

 

36-40

 
41-45

 
46

 

1  3.36 3.82 3.81 3.45 3.69 3.69 4.985** .000 

2  3.85 4.06 3.75 3.76 3.27 3.86 7.893** .000 

3  4.05 4.30 4.08 4.13 4.17 4.26 2.876 .015 

4 

 
3.60 3.69 3.84 3.69 3.96 3.49 2.194 .054 

5 

 
3.58 3.63 3.75 3.58 4.04 3.47 2.567 .027 

6  3.54 3.56 3.73 3.63 3.97 3.17 7.284** .000 

7  3.42 3.35 3.75 3.03 3.50 3.25 10.257** .000 

8  3.62 3.52 3.53 3.32 3.15 3.23 3.236 .007 

9  4.18 4.26 4.49 4.09 4.36 4.47 4.842** .000 

10  4.15 4.58 4.59 4.28 4.33 4.10 7.947** .000 

11  3.98 4.17 4.64 4.40 4.69 4.04 9.383** .000 

12 

 
3.74 3.95 4.17 3.97 4.19 3.79 4.626** .000 

 3.78 3.93 3.98 3.79 3.93 3.75 5.023 .000 

** 0 1 
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   4.34 

31-35 ( X = 3.98)  

46  ( X = 3.75)  

   

 0.01

8 12  

25-30 

31-35 

41-45 

 

4.35 

  

     n = 400 
 

  
F Sig. 

   
1  3.70 3.64 3.48 1.109 .331 

2  3.89 3.81 3.70 1.909 .150 

3  4.19 4.11 4.17 .879 .416 

4  3.69 3.78 3.49 2.308 .101 

5  3.68 3.65 3.34 3.946 .020 

6  3.61 3.62 3.50 .538 .584 

7  3.45 3.40 3.42 .217 .805 
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F Sig. 

   
8  3.55 3.35 3.57 4.699** .010 

9  4.31 4.28 4.36 .233 .792 

10  4.43 4.44 4.26 .912 .403 

11  4.21 4.46 4.48 5.122** .006 

12  3.87 4.12 4.11 6.524** .002 

0  

    4.35

( X = 3.90)  

  

0.01

( X = 3.57, 4.48 )

  ( X = 4.12)   
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4.36

               

             n = 400  

 

 

 

  

F 

 

Sig.  
    

1  3.10 3.67 3.91 3.50 4.00 10.110** .000 

2  3.80 3.95 3.68 4.08 3.30 7.073** .000 

3  4.09 4.18 4.16 4.12 3.89 .831 .506 

4  3.67 3.68 3.88 3.54 3.11 3.935** .004 

5  3.48 3.61 3.83 3.75 3.56 3.603** .007 

6  3.54 3.56 3.76 3.72 3.30 3.882** .004 

7  3.22 3.43 3.53 3.50 3.50 1.625 .167 

8  3.59 3.43 3.54 3.33 3.50 .994 .411 

9  4.30 4.28 4.40 4.22 4.00 1.236 .295 

10  4.18 4.37 4.58 4.78 4.81 4.862** .001 

11  4.41 4.21 4.47 4.50 4.67 2.767 .027 

12  3.85 3.92 4.16 3.92 4.00 2.666 .032 

 3.79 3.87 3.98 3.93 3.71 3.331 .011 
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  4.37

( X = 3.98)  

  

 0.01

   

7 12 

 

4.38 

              n = 400 

 

 

 

  

F 

 

Sig. 
25,000 

1-

45,000

 

45,001-

65,000

 

65,001-

85,000

 

85,001-

100,000

 

100,001

   

 
1  - 3.57 3.83 3.58 3.54 3.73 2.243 .064 

2  - 3.91 3.88 3.66 3.93 3.58 3.924** .004 

3  - 4.12 4.26 4.00 4.04 4.25 2.876 .023 

4 

 
- 3.56 3.89 3.74 3.65 3.85 5.264** .000 

5 

 
- 3.55 3.73 3.64 3.59 4.02 4.411** .002 

6  - 3.54 3.75 3.44 3.54 3.70 4.672** .001 

7  - 3.45 3.52 3.33 2.90 3.26 2.729 .029 

8  - 3.50 3.58 3.38 3.22 3.15 3.440** .009 

9  - 4.21 4.47 4.13 4.33 4.50 5.340** .000 

10  - 4.41 4.54 4.20 4.09 4.47 3.522** .008 

11  - 4.09 4.62 4.40 4.27 4.19 9.200** .000 

12 - 3.95 4.02 4.10 3.59 3.75 2.436 .047 
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F 

 

Sig. 
25,000 

1-

45,000

 

45,001-

65,000

 

65,001-

85,000

 

85,001-

100,000

 

100,001

   

 
 

 0.00 3.83 4.00 3.79 3.76 3.91 5.759 .000 

**  0.01  

    4.38

45,001-65,000 ( X = 4.01)

 

   F-Test 

 0.01  

  

 

8 25,001-45,000  45,001-65,000

 

 

4.39

 

n = 400 

 

  

F 

 

Sig. 

  
  

 

1  3.73 3.40 4.15 3.72 3.00 7.154** .000 

2  3.92 3.80 4.01 3.70 4.25 3.919** .004 

3  4.20 4.02 4.28 4.15 5.00 5.386** .000 

4 3.76 3.63 4.12 3.60 3.50 3.856** .004 
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F 

 

Sig. 

  
  

 

 
5 

 
3.68 3.46 4.17 3.72 2.25 16.422** .000 

6  3.62 3.56 3.78 3.60 3.00 2.674 .032 

7  3.43 3.32 3.46 3.57 3.00 2.145 .075 

8  3.57 3.42 3.36 3.40 3.50 1.801 .128 

9  4.20 4.30 4.53 4.38 5.00 4.145** .003 

10  4.33 4.34 4.69 4.61 4.00 5.011** .001 

11  4.22 4.38 4.65 4.37 3.00 5.719** .000 

12 

 
4.05 3.91 4.23 3.87 3.00 5.181** .000 

 3.90 3.79 4.13 3.89 3.66 5.345 .000 

** 1 

   4.39

( X = 4.13)

 

   

 0.01

  

   

   

X =4.20, 4.30, 

4.53, 4.38 ( X = 4.33, 4.34, 4.69, 4.61 

X =4.22, 4.38, 4.65, 4.37  
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4.42 

       n = 400 

 

  

F 

 

Sig. 
 

  
 

 
 

 

1  3.72 3.93 3.74 3.61 3.59 3.78 3.50 1.38 0.220 

2  3.68 3.50 3.75 3.95 3.89 4.03 3.91 4.96** 0.000 

3  4.11 4.25 3.83 4.12 4.16 4.22 4.28 2.34 0.031 

4 

 3.61 4.12 3.78 3.81 3.78 3.82 3.56 2.79 0.012 

5 

 3.64 4.05 3.66 3.69 3.64 3.68 3.54 1.63 0.137 

6  3.86 4.37 3.47 3.93 4.09 4.00 3.61 6.96** 0.000 

7  3.50 3.77 3.11 3.33 3.19 3.57 3.42 2.76 0.012 

8  3.50 3.53 3.29 3.57 3.17 3.69 3.34 3.83** 0.001 

9  4.39 4.47 3.63 4.30 4.41 4.23 4.37 4.97** 0.000 

10  4.52 4.69 3.53 4.60 4.32 4.32 4.41 9.35** 0.000 

11  4.33 4.73 3.53 4.59 3.90 4.34 4.28 7.35** 0.000 

12 

 3.93 3.87 3.32 3.93 3.86 4.25 4.06 5.97** 0.000 

 3.90 4.11 3.55 3.95 3.83 3.99 3.85 5.19 0.00 
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    4.43 

0  

12  

 

 4.44 

  

n = 400 

  

 

 

1-5 

 

5-10 

 

 

10  

F Sig. 

1  3.69 3.70 3.54 1.05 0.350 

2  3.88 3.77 3.93 2.25 0.107 

3  4.22 4.11 4.10 2.09 0.125 

4  3.65 3.80 3.74 2.13 0.120 

5  3.62 3.74 3.56 2.57 0.078 

6  3.86 3.84 3.93 0.45 0.640 

7  3.56 3.39 3.14 9.63** 0.000 

8  3.50 3.39 3.63 3.33 0.037 

9  4.26 4.31 4.45 2.47 0.086 

10  4.40 4.39 4.56 1.75 0.175 

11  4.22 4.43 4.38 3.17 0.043 

12  4.02 4.01 3.78 3.40 0.034 

 3.91 3.91 3.89 0.03 0.976 

 0  
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0 1  
 

4.45 

 
n = 400 

 

 
 

F 
 

Sig. 
 

10,000 

 

10,000-

50,000 

 

50,001-

100,000 

 

 

100,001 

 

1  3.88 3.62 3.64 3.90 2.01 0.113 

2  3.90 4.00 3.55 3.70 19.14** 0.000 

3  4.30 4.16 4.08 4.25 1.67 0.173 

4 

 3.36 3.71 3.71 4.12 7.04** 0.000 

5 

 3.62 3.64 3.62 3.88 1.50 0.215 

6  3.88 3.83 3.85 4.25 4.26** 0.006 

7  3.73 3.34 3.48 3.65 4.30** 0.005 

8  3.62 3.52 3.35 3.50 2.41 0.067 

9  4.02 4.28 4.36 4.60 5.11** 0.002 

10  4.61 4.36 4.43 4.67 3.10 0.027 

11  4.24 4.16 4.54 4.80 10.41** 0.000 

12 

 4.21 3.89 3.92 4.57 11.36** 0.000 

 3.95 3.88 3.88 4.16 5.44 0.001 

** 0 1 

   4.45
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Room Type   

 

 

 

 
  

t-value 

  

Sig. 

  

1  3.69 3.61 0.85 0.357 

2  3.83 3.91 1.77 0.184 

3  4.16 4.16 0.00 0.990 

4  3.74 3.64 1.96 0.162 

5  3.68 3.58 1.92 0.166 

6  3.86 3.90 0.33 0.565 

7  3.46 3.36 1.65 0.200 

8  3.45 3.56 2.20 0.138 

9  4.32 4.27 0.57 0.451 

10  4.41 4.44 0.15 0.700 

11  4.35 4.21 2.80 0.095 

12  3.95 4.03 1.07 0.301 
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12  4.04 3.90 4.19 0.041 
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t-value 

 

Sig. 

  

1  3.64 3.84 3.12 0.078 

2  3.85 3.88 0.15 0.696 

3  4.14 4.30 4.55 0.033 

4  3.72 3.65 0.63 0.429 

5  3.65 3.67 0.09 0.770 

6  3.89 3.74 2.69 0.102 

7  3.46 3.26 4.05 0.045 

8  3.51 3.31 4.67 0.031 

9  4.33 4.15 3.94 0.048 

10  4.48 4.04 23.66** 0.000 

11  4.36 4.05 7.20** 0.008 

12  3.97 3.99 0.04 0.848 

 3.92 3.82 2.95 0.087 
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n=400 
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Shower Bath Tub Other 
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1  3.68 3.66 3.66 0.04 0.963 

2  3.80 4.04 3.82 5.32** 0.005 

3  4.07 4.14 4.31 8.14** 0.000 

4  3.75 3.63 3.71 0.87 0.421 

5  3.72 3.52 3.62 3.38 0.035 

6  3.98 3.57 3.87 12.96** 0.000 

7  3.45 3.57 3.34 2.49 0.084 

8  3.45 3.54 3.49 0.51 0.600 

9  4.37 4.07 4.35 7.32** 0.001 

10  4.50 4.20 4.44 6.11** 0.002 

11  4.37 4.17 4.31 1.78 0.170 

12  3.90 4.07 4.04 2.73 0.066 

 3.92 3.85 3.91 1.13 0.323 

** 0.01  
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1  3.69 3.72 3.60 0.58 0.560 

2  3.89 3.79 3.78 1.65 0.194 

3  4.17 4.01 4.17 0.69 0.503 

4  3.73 3.79 3.64 0.82 0.442 

5  3.69 3.18 3.63 6.08** 0.003 

6  3.95 3.25 3.76 13.81** 0.000 

7  3.45 3.44 3.40 0.21 0.813 

8  3.53 3.33 3.38 2.60 0.075 

9  4.38 3.96 4.17 7.97** 0.000 

10  4.48 3.50 4.43 21.29** 0.000 

11  4.37 3.83 4.25 4.42 0.013 

12  4.04 3.78 3.83 4.70** 0.010 

 3.95 3.63 3.84 8.73 0.000 

 ** 0.01  
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5.1  

   

    

3  

1. 

 

2. 

  

3. 

 
 

 

 1   

  
    

    

 Mutiple Regression Analysis  (Hedonic Price Model) 

 

  
86.2 (R2 = .86211)

(Beta) 0.05 3  
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Ln(Price) = 6.5316 + 0.2892 (Star Rating) - 0.3663 (Brand) + 0.2551 (Green) 

 

  

 5.1  

5.1  
Attributes Variable Code Variable Definitions 

 Star Rating  

 Brand 

Internationalization   (franchise chain stores) 

0 1  

 

Green  

Responsibilities 

Certificate 

1 

 

  
8 3 

1,133.31

  7

1,462.64 29.06 5 

2,109.70 5 1 

4 2,817.20

33.54 

5.2  
 



  

136 

5.2 

  

Model ln (Price) Star Rating Brand Green Price* 

1 7.9435 4 0 1 2,817.20 

2 7.6884 4 0 0 2,182.88 

3 7.5772 4 1 1 1,953.15 

4 7.3221 4 1 0 1,513.38 

5 7.6543 3 0 1 2,109.70 

6 7.3992 3 0 0 1,634.68 

7 7.2880 3 1 1 1,462.64 

8 7.0329 3 1 0 1,133.31 

: 1= , 0= , Price* =   
   

  5.1 

3 

 
   

2   

   

    

 248   62.0   152   38.0  

 82.5   17.5  31-35   

29.5   25-30   27.8 

 231   57.8   58.5 

  25.5  25,001-45,000   183 

  45.8 /   35.8 
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 43.5  

 21.3   15.3 

  
(One-Way ANOVA)  t-Test  F-Test 0.01 
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25-30 31-35 
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45,001-65,000

 



  

138 

3)  9 

 

 

4)  10 

 

BMW Audi Volvo Toyota Honda Mitzubisi 

 

  

 3    (Activities)  (Interests)  

(Opinions)  

1. (Activities)

 

109   27.3  

(Fitness Gyms   18.8  18.3  7.3 

  

1   133   33.3  3   

106   26.5  

95 88 
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 5 

  121   30.3

322 

179 

1-5

202  

10,000-50,000  

2. (Interests) 

 

 Studio Room) 293 

 

   Modern Style  

 132   33.0 

Minimalist  Contemporary   80   74  

 20.0   18.5  

(Earth Tone) 151 

145 

(Day light) (Warm light) 225 

175 

 35  124    

 31.0 40   114   

28.5  
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344 86.0 56  14.0     

203 

202 50.8  50.5  

195 48.8 

 187   46.8

 161   40.3 

 150   

 181 

   

 

3. (Opinions) 

 

196  76 

128 

275 

107 

208  

183 

170  
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(One-Way ANOVA)  t-Test  F-Test 0.01 
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4. 
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(Modern Style) 

(Contemporary) 
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1. (Category) 

 

2. 

Green Concept, Back to 

Nature, Green Board Concept, Environmental and Social Sustainability Policy 

 

3. 

 

   

 

   
WiFi  
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3 
  

  
(Star-Rating)

Freund, 2007  

 

  (Green Responsibilities) 

)

 CSR  

(Shahin and Zairi, 2007)

 

Organic farm Solar collector  

Green Leaf 
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  (Brand) 

0.05 

International Brand 

 

 2  

  
 

Ron Adner, 2002)

  25  35  

 

 25,000 65

 

 Generation Y  25-32      

 (   2550)  

  1.  

   

  1-3  

      (2548) 
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Freund, 2007  
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  .     .  (2551)  

     

   (Health Today, 2551)

  

 

 (Modern Style) 

 Studio Room   35 

 Day light  

 

 

 

 3. 

 

 

(Lucienne Anhar, 2001)  
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 25-35  

 

 

    

 

 

3  

  
(Value Creation)

2 

(Kotler and Keller, 2012) Functional 

Benefits) (Emotional Benefits)  

=  = +  

     + + +  
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1  

  

 

(Manufacturing)  (Marketing) 

 

1) Green Leaf Certificate

 

2) 

(Freun de Klumbis, 2007)  

3) 

E-commerce, Social Network 

 

4) (Customized Activities)
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(Lucienne Anhar, 2001)
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2 
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  1)  (Target Market) 

 (Niche Market) 

 

 

  (CHIC Personality)  
   C:  Communication and IT  

   H:  Highly Individual  

   I:  Innovation 

   C:  Community Concern 
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3)  (Design and Architecture)

 (Modern Style) 

Studio Room   35 

 Day light  

 

(Lucienne Anhar, 2001)
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(Philip Kotler, 2003) 
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  7)  (Facilities)  (Amenities) 

 

 

  8)  (Customer Relationship Management : 

CRM) 
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RESEARCH QUESTIOINNAIRE 

Title:    

Rationale: This que

Degree requirement in Tourism Management, Faculty of Management Science at the Prince of Songkla 

University. Therefore, we would truly appreciate your kindness in taking your valuable time to fill out the 

survey will remain confidential, while the information provided will only be used for educational research 

study. The survey has been divided into 4 parts as followed:    

   Part 1: Personal Information 

   Part 2: Lifestyle 

   Part 3: Preferences for Boutique and Life Style Hotel Characteristics  

   Part 4: Comments and Suggestions 

     

  Thank you for providing us with your valuable information.  

  

Part 1: Personal Information  

1. Sex:   Male  Female 

2. Nationality:   Thai  Malaysian   Other  

3. Age:   

 Less than 25  25-30   31-35 

 36-40   41-45  46 and over 

4. Marital Status: 

  Single  Married with kid(s) Widowed/Divorced 

5. Education: 

 High School or Lower   Vocational School 

    

 PhD      Other  

No.     
                          1   2   3 

Collected at ..    4 
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6. Career/Profession 

 Government     Government Enterprises Private Company Employee 

 Personal Business   Agriculture      Other ....  

7. Monthly Income (1US=30Baht) 

 Less than 25,000 Baht   25,001- 45,000 Baht 45,001- 65,000 Baht 

  65,001- 85,000 Baht    85,001- 100,000 Baht   More than 100,000 Baht   

8. Type of Residence (Home) 

 House   Townhouse   Condominium  

   Apartment/Flat    

9. Owned Car(s)  

  Benz   BMW  Audi   Volvo  Chevrolet   

  Ford   Nissan Toyota  Honda   Mitsubishi  

  Isuzu   Other .... ....... .....  I do not own a car. 

 

Part 2: Lifestyle 

2.1 Activities  

10. Which of these sports do you play most often? (Please select only 1 choice.) 

 Swimming  Golf  Tennis 

 Fitness  Yoga  Aerobics 

   Others   

11. How often do you take part in the sport activity indicated in Question 11? 

 Once/week  2 times/week   3 times/week 

  4 times/week   5 times/week    More than 5 times/week 

12. Which activity do you prefer the most when you have free time? (Please select only 1 choice.) 

 Read Books  Shopping   Watch Movies 

 Pub/Bar  Spa Massage  Go Out to Eat 

 TV/Music  Other  
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13. How often do you do the activity in Question13 per week? 

 Once/week  2 times/week   3 times/week 

  4 times/week   5 times/week    More than 5 times/week 

14. Which type of trip do you prefer the most? (You can select more than 1 choice.) 

  Nature (Sea, Mountain, Waterfalls, Jungle)  Arts/Culture (Ancient Ruins, Museum)  

  Agro-Tourism (Home-stay)      Eco-Tourism (Natural Preservation) 

  Adventure (Mountain Climbing, Camping)   

 Activities (Fun Parks, Go Carts, Jet Ski, Bungee Jumping) 

  Trendy (Eat, Shop, Chic Hotels, Night-Life, City-Life) 

 Other  

15. How many times per year do you go sightseeing by foot?  

   1 -5 time   5-10 times   More than10 times  

16. How much do you pay for each trip? (1US=30Baht) 

 Less than 10,000 Baht  10,000  50,000 Baht 

  50,001 - 100,000 Baht  More than 100,000 Baht 

 

2.2 Interests  

17. Which type of accommodation do you prefer the most? (Please select only 1 choice.) 

 Hotel   Service Apartment  Resort and Spa 

   Guest House  Home-Stay    Villa 

 Tent/Camping   Other (Please indicate  

18. Which type of room do you generally prefer? 

 Studio Room Bedroom + Bathroom  

 Suite Room Bedroom/Bathroom/Living Room  

19. Is Internet important to your lifestyle? 

 Important   Not Important 
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20. What type of lighting do you prefer? 

 Day light white   Warm light orange  

21. What type of color tone do you prefer in a room? (Please select only 1 choice.) 

  Plain/Dark i.e. black, white  Bright/Fun i.e. yellow, blue, orange)   

  Luxurious i.e. gold, silver          Natural/Earth Tone i.e. green, brown, cream  

  Colorful/Vivid/Arousing i.e. contrasting colors, black/red, purple/green) 

 Other (Please Indicate)  

22. How big do you think a room in a boutique hotel should be? 

   30 m2 (6 m x 5 m)  35 m2 (7 m x 5 m) 40 m2 (8 m x 5 m) 

   45 m2 (9 m x 5 m)  50 m2 (10 m x 5 m) more than 50 m2  

23.  

   Contemporary style Modern style   Minimalist style 

   Antique style  Oriental style  Western style 

   Ancient or Vintage style  Other (Please Indicate)  

24. Which method do you prefer to bathe? (Please select only 1 choice.) 

 Shower  Bath Tub/Bubble Bath      Other (Please indicate  

25. What type of food do you prefer? (You can select more than 1 choice.) 

   Health Food   Fusion   Fast Food  

  International Please Indicate)  

26. Which type of alcoholic beverage do you prefer most? (You can select more than 1 choice.) 

   Beer (Please indicate brand) ........................... .....  

   Wine (Please indicate brand) ........................ ..   

    Liquor (Please indicate brand) .......... .....................   

    Cocktail (Please indicate name) ..........  

    I do not drink alcohol.  
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27. Which non-alcoholic beverage do you prefer most? (You can select more than 1 choice.) 

    Soft Drinks Tea/Coffee Milk  Cocoa/Chocolate

   Fruits Juices Mineral Water Herbal Drinks 

    Other (Please Indicate) .......  

28. What is your favorite type of music? (You can select more than 1 choice.) 

   Jazz   Classical    Acoustic    Country  

   Pop/Dance  R&B      Rock/Metal   Latin/ Bosanova  

   Rap/Hip Hop  Reqqae/Ska   Indies  Other (Please Indicate) ....  

29. What type of magazine do you read most often? (You can select more than 1 choice.) 

    Health Cars/Motorcycle IT /Computer   Fashion/Beauty  

    Mom and Kids  Hotel/Tourism  Design/Graphics 

   Sports   Stars/Movies  Business/Industry  Documentary/Religion    

   Other (Please Indicate) .......  

2.3 Opinions  

30. Motivation in choosing your travel destination. (You can select more than 1 choice.) 

   New destination   Safe and convenient travel  

    Worth the expenses    Special activities of interests   

   Destination fits your life-style    Other(Please Indicate)  

31. Do you know what a boutique and life-style hotel is?  

    Yes    No    Not Sure 

32. If you have an opportunity to stay at a boutique or life-style hotel, would you stay there or not?  

    Yes    No    Not Sure 

33. Select 5 activities that you think a boutique hotel should organize. (You can select more than 1 

choice.) 

   Adventure Water Sports Arts and Cultural Study 

 Cooking  Extreme Sports   Activities for Kids an Family 

 Yoga/Meditation Environmental Conservation Health/Aroma Therapy, Spa 

 Other (Please Indicate)  
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34. Which of these services or facilities should a boutique and life-style hotel have? (You can select more 

than 1 choice.) 

 Fitness  Swimming Pool Sauna /Jacuzzi 

    Shops    Beauty Parlor/Stylist Restaurant/Coffee Shop 

   Meeting Room  Bicycle Rental  Business Center 

   Pub/Club/Bar  Spa/Massage  Travel Agents 

   Internet   Pets Allowed   

   Family Room  Smoking Room  Accessible to the Disabled 

   Casino  Room Service  Airport Shuttle Service 

  Money Exchange  Gallery  Reading room/Library 

  Other (Please Indicate)  

Part 3: Preferences and willingness-to-pay for characteristics found in boutique and life-style hotel. 

 

Attributes of Boutique and Lifestyle Hotel 
Degree of Preference 

Highest High Medium Low Lowest 

35. Unique/Outstanding Design and Architecture       
36. From 3-79 rooms      
37. More than 80 rooms      
38. Center of Town or Business      
39. Seaside      
40. Near Airports, Bust Stations,Train Stations, Subways      
41. Near Tourist Attraction      
42. Mountains/Forests View      
43. Water/Rivers/Lakes View      
44. Gardens/Plantations View      
45. Ocean/ Sea View      
46. Spa      
47. Sauna      
48. Jacuzzi      
49. Thai Massage      
50. Swimming Pool      
51. Fitness Center      
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Attributes of Boutique and Lifestyle Hotel 
Degree of Preference 

Highest High Medium Low Lowest 

52. Golf      
53. Tennis Court      
54. Hotel Rating/Category 5 Star      
55. Hotel Rating/Category 3-4 Star      
56. Hotel Rating/Category 1-2 Star      
57. Telling a historical story behind the hotel      
58. Hotel renovated from historical building      

59. Well-known or well-recognized brand      

60. Part of an international hotel chain or franchise      

61. Pay special attention to personalized service      

62. Friendly and warm services/home away from home      

63. Services meets your lifestyle and preference      

64. Free Internet access      

65. WIFI throughout hotel      

66. Internet connection in each room (LAN)      

67. Conduct unique and special activities for many 

experiences 

     

68. Green Leaf Certificate      

69. Care and devoted to nature/ the environment      

How much are you willing to pay for a room in a boutique and life-style hotel in the Hat Yai-Songkhla area? 

 Less than 1,500 Baht        1,500-2,500 Baht      2,501-3,500 Baht 

   3,501-4,500 Baht      4,501-5,500 Baht      More than 5,500 Baht  

Part 4: Suggestions 

....................................  

Thanita Sangwichien 

2012 
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 :     50  

 : Taro Yamane, Elementary Sampling Theory, 1967, p. 398. 

  

 (e) 

± 1%  ± 2%  ± 3%  ± 4%  ± 5%  ± 10%  

500          222  83  

1,000        385  286  91  

1,500      638  441  316  94  

2,000      714  476  333  95  

2,500    1,250  769  500  345  96  

3,000    1,364  811  517  353  97  

3,500    1,458  843  530  359  97  

4,000    1,538  870  541  364  98  

4,500    1,607  891  549  367  98  

5,000    1,667  909  556  370  98  

6,000    1,765  938  566  375  98  

7,000    1,842  959  574  378  99  

8,000    1,905  976  580  381  99  

9,000    1,957  989  584  383  99  

10,000  5,000  2,000  1,000  588  385  99  

15,000  6,000  2,143  1,034  600  390  99  

20,000  6,667  2,222  1,053  606  392  100  

25,000  7,143  2,273  1,064  610  394  100  

50,000  8,333  2,381  1,087  617  397  100  

100,000  9,091  2,439  1,099  621  398  100  

  10,000  2,500  1,111  625  400  100  
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Attributes of Boutique and Life-Style Hotel 
 
 

Reliability Statistics 

Cronbach's Alpha N of Items 

.868 34 
 

 Item Statistics 

 Mean Std. Deviation N 

3-79 ROOMS 3.67 .844 30 

80 ROOMS AND MORE 3.20 1.064 30 

CENTER 3.67 .844 30 

SEASIDE 4.23 .774 30 

NEAR AIRPORT 3.70 .988 30 

NEAR ATTRATIONS 3.70 1.022 30 

MOUTAIN/FORESTS VIEW 4.23 .568 30 

RIVER/LAKE VIEW 4.10 .712 30 

GARDEN/PLANTATION VIEW 3.67 .922 30 

OCEAN/SEA VIEW 4.17 .699 30 

SPA 4.13 .730 30 

SAUNA 3.90 .759 30 

JACUZZI 3.87 .730 30 

MASSAGE 3.90 .803 30 

SWIMMING POOL 4.33 .844 30 

FITNESS 4.30 .794 30 

GOLF 3.30 .915 30 

TENNIS 3.03 .890 30 

5 STAR 3.90 1.094 30 

3-4 STAR 3.30 .794 30 

1-2 STAR 2.53 .507 30 

STORY TELLING 3.23 .971 30 

RENOVETED FROM OLD 
BUILDING 3.23 .935 30 

WELL-KNOWN BRAND 3.83 .791 30 

INTER CHAIN OR FRANCHISE 3.50 .900 30 

PAY SPECIAL ATTENTION 4.30 .837 30 

FRIENDLY AND WARM 4.67 .479 30 

MEET YOUR LIFESTYLE 4.47 .571 30 

FREE INTERNET 4.57 .817 30 

WIFI COVER ALL 4.43 .817 30 

LAN ACCESS 4.17 .950 30 

UNIQUE ACTIVITIES 3.93 .907 30 

GREEN LEAF CERTIFICATE 3.53 .860 30 

CARE FOR THE 
ENVIRONMENT 4.10 .845 30 
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Item-Total Statistics 

 Scale Mean if Item 
Deleted 

Scale Variance if 
Item Deleted 

Corrected Item-
Total Correlation 

Cronbach's Alpha 
if Item Deleted 

3-79 ROOMS 127.13 150.740 -.065 .874 

80 ROOMS AND MORE 127.60 135.352 .550 .859 

CENTER 127.13 141.430 .396 .864 

SEASIDE 126.57 140.806 .473 .862 

NEAR AIRPORT 127.10 142.507 .280 .867 

NEAR ATTRATIONS 127.10 135.886 .552 .859 

MOUTAIN/FORESTS VIEW 126.57 143.909 .430 .864 

RIVER/LAKE VIEW 126.70 144.493 .298 .866 

GARDEN/PLANTATION VIEW 127.13 144.464 .216 .868 

OCEAN/SEA VIEW 126.63 141.137 .510 .862 

SPA 126.67 141.471 .466 .862 

SAUNA 126.90 140.093 .525 .861 

JACUZZI 126.93 143.306 .358 .864 

MASSAGE 126.90 142.024 .388 .864 

SWIMMING POOL 126.47 140.395 .449 .862 

FITNESS 126.50 141.500 .421 .863 

GOLF 127.50 137.845 .531 .860 

TENNIS 127.77 138.668 .508 .861 

5 STAR 126.90 139.403 .368 .865 

3-4 STAR 127.50 145.362 .214 .867 

1-2 STAR 128.27 152.478 -.211 .873 

STORY TELLING 127.57 140.392 .381 .864 

RENOVETED FROM OLD 
BUILDING 127.57 140.599 .389 .864 

WELL-KNOWN BRAND 126.97 139.826 .515 .861 

INTER CHAIN OR FRANCHISE 127.30 138.079 .530 .860 

PAY SPECIAL ATTENTION 126.50 143.776 .280 .866 

FRIENDLY AND WARM 126.13 148.533 .114 .868 

MEET YOUR LIFESTYLE 126.33 147.471 .166 .868 

FREE INTERNET 126.23 139.771 .500 .861 

WIFI COVER ALL 126.37 141.826 .391 .864 

LAN ACCESS 126.63 139.826 .417 .863 

UNIQUE ACTIVITIES 126.87 139.430 .459 .862 

GREEN LEAF CERTIFICATE 127.27 141.237 .397 .863 

CARE FOR THE 
ENVIRONMENT 126.70 142.769 .328 .865 

 
Scale Statistics 

Mean Variance Std. Deviation N of Items 

130.80 150.097 12.251 34 
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(1)  Number of Rooms 
 

Reliability Statistics 

Cronbach's Alphaa N of Items 

-1.398 2 

a. The value is negative due to a 
negative average covariance 
among items. This violates 
reliability model assumptions. You 
may want to check item codings. 

 
Item Statistics 

 Mean Std. Deviation N 

3-79 ROOMS 3.67 .844 30 

80 ROOMS AND MORE 3.20 1.064 30 

 
 

Item-Total Statistics 

 Scale Mean if Item 
Deleted 

Scale Variance if 
Item Deleted 

Corrected Item-
Total Correlation 

Cronbach's Alpha 
if Item Deleted 

3-79 ROOMS 3.20 1.131 -.422 .a 

80 ROOMS AND MORE 3.67 .713 -.422 .a 

a. The value is negative due to a negative average covariance among items. This violates reliability model 
assumptions. You may want to check item codings. 

 
 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

6.87 1.085 1.042 2 

 
 

(2) Location 
Reliability Statistics 

Cronbach's Alpha N of Items 

.549 4 

 
 

Item Statistics 

 Mean Std. Deviation N 

CENTER 3.67 .844 30 

SEASIDE 4.23 .774 30 

NEAR AIRPORT 3.70 .988 30 

NEAR ATTRATIONS 3.70 1.022 30 
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Item-Total Statistics 

 Scale Mean if Item 
Deleted 

Scale Variance if 
Item Deleted 

Corrected Item-
Total Correlation 

Cronbach's Alpha 
if Item Deleted 

CENTER 11.63 4.378 .163 .603 

SEASIDE 11.07 4.064 .321 .491 

NEAR AIRPORT 11.60 3.283 .393 .423 

NEAR ATTRATIONS 11.60 2.938 .480 .332 

 
 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

15.30 5.666 2.380 4 

 
(3) View 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

.846 4 

 
 

Item Statistics 

 Mean Std. Deviation N 

MOUTAIN/FORESTS VIEW 4.23 .568 30 

RIVER/LAKE VIEW 4.10 .712 30 

GARDEN/PLANTATION VIEW 3.67 .922 30 

OCEAN/SEA VIEW 4.17 .699 30 

 
 

Item-Total Statistics 

 Scale Mean if Item 
Deleted 

Scale Variance if 
Item Deleted 

Corrected Item-
Total Correlation 

Cronbach's Alpha 
if Item Deleted 

MOUTAIN/FORESTS VIEW 11.93 3.926 .749 .795 

RIVER/LAKE VIEW 12.07 3.444 .752 .776 

GARDEN/PLANTATION VIEW 12.50 3.086 .617 .859 

OCEAN/SEA VIEW 12.00 3.586 .703 .797 

 
 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

16.17 5.937 2.437 4 
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(4) Leisure Facilities 
 

Reliability Statistics 

Cronbach's Alpha N of Items 

.696 4 

 
Item Statistics 

 Mean Std. Deviation N 

SPA 4.13 .730 30 

SAUNA 3.90 .759 30 

JACUZZI 3.87 .730 30 

MASSAGE 3.90 .803 30 

 
 

Item-Total Statistics 

 Scale Mean if Item 
Deleted 

Scale Variance if 
Item Deleted 

Corrected Item-
Total Correlation 

Cronbach's Alpha 
if Item Deleted 

SPA 11.67 2.851 .569 .577 

SAUNA 11.90 2.852 .530 .600 

JACUZZI 11.93 2.754 .618 .545 

MASSAGE 11.90 3.403 .249 .776 

 
 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

15.80 4.786 2.188 4 

 
 

(5) Sport Facilities 
 

Reliability Statistics 

Cronbach's Alpha N of Items 

.691 4 

 
 

Item Statistics 

 Mean Std. Deviation N 

SWIMMING POOL 4.33 .844 30 

FITNESS 4.30 .794 30 

GOLF 3.30 .915 30 

TENNIS 3.03 .890 30 
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Item-Total Statistics 

 Scale Mean if Item 
Deleted 

Scale Variance if 
Item Deleted 

Corrected Item-
Total Correlation 

Cronbach's Alpha 
if Item Deleted 

SWIMMING POOL 10.63 4.033 .420 .659 

FITNESS 10.67 3.885 .529 .596 

GOLF 11.67 3.333 .598 .539 

TENNIS 11.93 4.064 .366 .695 

 
 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

14.97 6.171 2.484 4 

 
 

(6) Category/ Star- Rating 
 

Reliability Statistics 

Cronbach's Alphaa N of Items 

-.067 3 

a. The value is negative due to a 
negative average covariance 
among items. This violates 
reliability model assumptions. You 
may want to check item codings. 

 
 

Item Statistics 

 Mean Std. Deviation N 

5 STAR 3.90 1.094 30 

3-4 STAR 3.30 .794 30 

1-2 STAR 2.53 .507 30 

 
 

Item-Total Statistics 

 Scale Mean if Item 
Deleted 

Scale Variance if 
Item Deleted 

Corrected Item-
Total Correlation 

Cronbach's Alpha 
if Item Deleted 

5 STAR 5.83 .764 .018 -.325a 

3-4 STAR 6.43 1.633 -.132 .220 

1-2 STAR 7.20 1.683 .042 -.172a 

a. The value is negative due to a negative average covariance among items. This violates 
reliability model assumptions. You may want to check item codings. 

 
 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

9.73 1.995 1.413 3 
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(7) Legend/Historical Background 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

.821 2 

 
 

Item Statistics 

 Mean Std. Deviation N 

STORY TELLING 3.23 .971 30 

RENOVETED FROM OLD 
BUILDING 3.23 .935 30 

 
 

Item-Total Statistics 

 Scale Mean if Item 
Deleted 

Scale Variance if 
Item Deleted 

Corrected Item-
Total Correlation 

Cronbach's Alpha 
if Item Deleted 

STORY TELLING 3.23 .875 .697 .a 

RENOVETED FROM OLD 
BUILDING 3.23 .944 .697 .a 

a. The value is negative due to a negative average covariance among items. This violates reliability model 
assumptions. You may want to check item codings. 

 
 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

6.47 3.085 1.756 2 

 
 

(8) Brand 
 

Reliability Statistics 

Cronbach's Alpha N of Items 

.884 2 

 
 

Item Statistics 

 Mean Std. Deviation N 

WELL-KNOWN BRAND 3.83 .791 30 

INTER CHAIN OR FRANCHISE 3.50 .900 30 
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Item-Total Statistics 

 Scale Mean if Item 
Deleted 

Scale Variance if 
Item Deleted 

Corrected Item-
Total Correlation 

Cronbach's Alpha 
if Item Deleted 

WELL-KNOWN BRAND 3.50 .810 .799 .a 

INTER CHAIN OR FRANCHISE 3.83 .626 .799 .a 

a. The value is negative due to a negative average covariance among items. This violates reliability model 
assumptions. You may want to check item codings. 

 
 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

7.33 2.575 1.605 2 

 
 
 

(9)  Personalized Services 
 

Reliability Statistics 

Cronbach's Alpha N of Items 

.579 3 

 
 

Item Statistics 

 Mean Std. Deviation N 

PAY SPECIAL ATTENTION 4.30 .837 30 

FRIENDLY AND WARM 4.67 .479 30 

MEET YOUR LIFESTYLE 4.47 .571 30 

 
 

Item-Total Statistics 

 Scale Mean if Item 
Deleted 

Scale Variance if 
Item Deleted 

Corrected Item-
Total Correlation 

Cronbach's Alpha 
if Item Deleted 

PAY SPECIAL ATTENTION 9.13 .740 .422 .497 

FRIENDLY AND WARM 8.77 1.495 .274 .627 

MEET YOUR LIFESTYLE 8.97 1.068 .553 .258 

 
 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

13.43 2.047 1.431 3 

 
 



 
191 

(10)  Internet 
 
 

Reliability Statistics 

Cronbach's Alpha N of Items 

.885 3 

 
 

Item Statistics 

 Mean Std. Deviation N 

FREE INTERNET 4.57 .817 30 

WIFI COVER ALL 4.43 .817 30 

LAN ACCESS 4.17 .950 30 

 
 

Item-Total Statistics 

 Scale Mean if Item 
Deleted 

Scale Variance if 
Item Deleted 

Corrected Item-
Total Correlation 

Cronbach's Alpha 
if Item Deleted 

FREE INTERNET 8.60 2.524 .871 .756 

WIFI COVER ALL 8.73 2.616 .821 .800 

LAN ACCESS 9.00 2.552 .659 .953 

 
 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

13.17 5.454 2.335 3 

 
(11) Customized Activities 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

.818 4 

 
 

Item Statistics 

 Mean Std. Deviation N 

ARTS  3.83 .747 30 

NATURE 4.03 .718 30 

HEALTH 4.23 .728 30 

CULTURE 3.93 .868 30 
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Item-Total Statistics 

 Scale Mean if Item 
Deleted 

Scale Variance if 
Item Deleted 

Corrected Item-
Total Correlation 

Cronbach's Alpha 
if Item Deleted 

ARTS  12.20 3.545 .711 .738 

NATURE 12.00 4.069 .524 .821 

HEALTH 11.80 3.614 .708 .741 

CULTURE 12.10 3.334 .635 .779 

 
 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

16.03 6.102 2.470 4 

 
 

(12) Green Responsibility 
 

Reliability Statistics 

Cronbach's Alpha N of Items 

.777 2 

 
 

Item Statistics 

 Mean Std. Deviation N 

GREEN LEAF CERTIFICATE 3.53 .860 30 

CARE FOR THE 
ENVIRONMENT 4.10 .845 30 

 
 

Item-Total Statistics 

 Scale Mean if Item 
Deleted 

Scale Variance if 
Item Deleted 

Corrected Item-
Total Correlation 

Cronbach's Alpha 
if Item Deleted 

GREEN LEAF CERTIFICATE 4.10 .714 .636 .a 

CARE FOR THE 
ENVIRONMENT 3.53 .740 .636 .a 

a. The value is negative due to a negative average covariance among items. This violates reliability model 
assumptions. You may want to check item codings. 

 
 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

7.63 2.378 1.542 2 
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