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This research examines the factors that affect owner’s intention to take dogs to tourism activities. This study’s findings reveal that

pet’s constraints can negatively impact owner’s intention to take pets to tourism activities. However, motivated owners who have the

needed negotiation ability will still have the intention despite the constraints.
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ExTENdEd AbSTrACT
As modern individuals place more value on tourism and become 

more attached to their pets, growing business opportunities and chal-
lenges exist for the tourism industry. Pet-related products (includ-
ing services) were a US $41 billion industry in 2007, which was ten 
times more than in 1997 (Chen, Hung, and Peng, 2011). Because the 
majority of pet owners (75%) consider their pets to be their children 
(Serpell, 2003, p.84), a large number of owners purchase luxury pet 
goods, such as pet beds that cost $700-$800 (Cavanaugh, Leonard, 
and Scammon, 2008; Ridgway, Kukar-Kiney, Monroe, and Cham-
berlin, 2008). When owners begin to treat their pets better and be-
come more attached to their pets, they also place more value on tour-
ism activities (e.g., American, the British, and Germans). Because of 
these trends, it is more likely that animal companions will influence 
owners’ tourism participation intention and that some owners will 
consider taking their pets to tourism activities (Carr, 2010; Chen et 
al., 2011). This development could have significant implications for 
marketers and for the literature on tourism participation. 

To date, consumer and tourism literature have not fully ad-
dressed this issue beyond a general analysis that taking pets to activi-
ties is difficult, requires extensive planning, and is more challeng-
ing than not taking pets (American Veterinary Medical Association, 
2009; Chen et al., 2011). To contribute to the literature and further 
investigate a pet’s influence on its owner’s participation of tourism 
activities (Carr, 2010), this study examines the following question: 
‘What are the factors that influence an owner’s intention to take pets 
to tourism activities?’ To examine this question, this study modified 
the model of leisure constraints by focusing on a pet’s tourism con-
straints (Jackson, 1993; Hung and Petrick, 2010; Son, Mowen, and 
Kerstetter, 2008). In addition to pet constraints, this research also 
tested how an owner’s motivation to take a pet to tourism activities 
and his/her ability to negotiate for needed resources (e.g., time, mon-
ey, transports) would affect his/her tourism intention (White, 2008; 
Wilhelm Stanis, Schneider, and Russell, 2009). The following are 
this research’s hypotheses and framework (Figure 1). 
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Hypothesis 1: A pet’s specific constraints will negatively influ-
ence its owner’s intention to take the pet along 
for tourism activities. 

Hypothesis 2: A pet’s interpersonal constraints will negatively 
influence its owner’s intention to take pets when 
undertaking tourism activities. 

Hypothesis 3: A pet’s structural constraints will negatively in-
fluence an owner’s intention to take the pet on 
tourism activities. 

Hypothesis 4: An owner’s negotiation ability/strategy will pos-
itively influence his/her intention to take pets on 
tourism activities. 

Hypothesis 5: An owner’s motivation to take pets on a tourism 
activity will positively influence his/her negotia-
tion ability and/or strategy.

To examine this study’s hypotheses, qualitative and quantita-
tive exploratory pilot test were conducted. After these steps, survey 
for the main research was finalized and five tourism activities were 
selected (Chen et al., 2011; Nyaupane, Morais, and Graefe, 2004; 
Son et al., 2008; White, 2008). The activities were nature sightsee-
ing, visiting cultural sites, recreation, participating in events, and 
participating in other tourism activities that lasted four hours or 
more. 251 British adult dog owners were recruited through an on-
site purposive sampling method. The sampling areas included the 
Greater London area, the Southwest, the Midlands, and the North-
east. From the results, 203 surveys were deemed effective, resulting 
in a valid return rate of 80.8%. All variables in this study’s model 
were measured with multiple items. After examination, all variables 
are reliable 

SPSS 17 and AMOS 5.0 were used to analyse the data. As rec-
ommended by Anderson and Gerbing (1988), a two-step approach 
to structural equation modelling (SEM) was used. After the over-
all measurement model was found acceptable, the structural model 
was again tested with the entire sample (N=203). The model fit was 
good (χ2=368.961, df=187, RMSEA=0.072, CFI=0.917). According 
to Fornell and Larcker (1981) and Bogozzi and Yi (1988), composite 
reliability (CR) should be greater than 0.6 and AVE should be above 
0.5 to achieve discriminant validity. Base on result of this research, 
both of these validities are achieved.  

The structure estimate of −0.286 (t=−1.673, p<0.1), −0.789 
(t=−6.063, p<0.001), and −0.286 (t=−1.673, p<0.1) show that pet 
specific constraints, interpersonal constraints and structural con-
straints have a significant and negative effect on an owner’s intention 
to take pets on tourism activities. As a result, H1, H2, and H3 are 
supported. In other words, the more constraints the pets have, the 
less likely it is that their owners will take them to tourism activities. 
For H4, this study’s finding supports the hypothesis that the owner’s 
negotiation ability/strategy will positively affect the owner’s inten-
tion to take pets on tourism activities. H4’s structure estimate was 
0.311 (t=2.212, p<0.05), indicating that the more negotiation ability/
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strategy the owner possesses, the more likely it is that he/she will 
have the intention to take pets along for tourism activities. Lastly, 
H5, which states that the owner’s motivation to take pets along for 
tourism activities will positively affect his/her negotiation ability/
strategy, is significantly supported. The structure estimate for H5 
was 0.625 (t=5.869, p<0.001). A pet owner is more likely to have 
a higher negotiation ability/strategy if he/she is highly motivated to 
take pets along for tourism activities. To test the mediating effects of 
motivation on negation ability/strategy, a Sobel test was performed 
(Sobel, 1982). Because the Z value was found to be greater than 1.96 
(Z=5.955), negotiation strategy/ability was determined to fully me-
diate the relationship between motivation and participation. 

In conclusion, this study identified and examined the factors 
that can affect an owner’s intention to take pets to tourism activi-
ties. The results confirmed that a pet’s associated constraints (i.e., 
pet-specific constraints, interpersonal constraints, and structural con-
straints) could negatively influence an owner’s intention to take pets 
to tourism activities that they want to attend. In particular, a pet’s in-
terpersonal constraints (e.g., other participants do not like pets) will 
affect an owner’s intention most significantly. Despite pets having 
constraints, if the owner is motivated and has the requisite negotia-
tion ability/strategy, he/she will still plan to undertake tourism activi-
ties with his/her pet. 
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