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Abstract
At present, social media plays a significant role in shaping consumer behavior,

particularly short-video platforms such as TikTok, which have gained immense popularity
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among Generation Z. Consequently, TikTok has become an important channel influencing
consumers’ decisions regarding accommodation selection and booking. The objective of this
study is to examine the accommodation booking behavior of Generation Z users on TikTok
and to analyze the influence of review sources and review content on their booking intentions.
The sample consisted of 408 Thai TikTok users from Generation Z. Data were collected through
an online questionnaire using a convenience sampling method. The questionnaire’s content
validity was assessed by experts, with 95.12% of the items obtaining an Item-Objective
Congruence (I0Q) value greater than 0.5 The reliability of all variables was confirmed, with
Cronbach’s Alpha coefficients exceeding 0.70 Data were analyzed using descriptive statistics,
Pearson’s correlation coefficient, and multiple regression analysis. The results revealed that
informational and entertaining content, as well as reviews from micro-influencers, significantly
influenced Generation Z’s intention to book accommodations. The regression model could
explain 36% of the variance in booking intention, and no multicollinearity problems were

detected among the variables.
Keywords: Accommodation, Generation Z, TikTok
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