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Executive Summary 
“Pet friendly” is one of the most used phrases in hotel travel. It is also one of the least 
meaningful. The term has no agreed definition, no shared standard, and does not even 
specify which animals it refers to. In practice, the vast majority of travellers booking pet 
friendly hotels are travelling with dogs. Most pet friendly hotels only accept dogs.  

Only 10% accept cats.  

The phrase covers a category it does not describe, and policies it does not define. 

Roch Dog is an independent certification body focused on this problem.  

We have written a published standard that replaces the vague language of “pet 
friendly” with a specific, verifiable definition of what dog friendly actually means. We 
have assessed thousands of hotels across 56 countries against it and found that nearly 
half fail. Most of them still call themselves pet friendly. 

The dog friendly hotel market is worth $4.6 billion today and is growing at 12.2% 
annually. The travellers driving that growth are not looking for marketing language.  

They are looking for properties that can demonstrate what they claim. 

This white paper explains the problem, the evidence, industry feedback, our solution, 
and what the new Roch Dog Friendly Standard (RDFS-02) does about it. 
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1. The Problem: Pet Friendly Is Broken 
Start with the phrase itself. “Pet friendly.” Which pets? A dog? A cat? A parrot? The term does 
not say. It does not have to, because nobody has ever defined it. In practice, pet friendly almost 
always means dogs. The vast majority of guests arriving at pet friendly hotels arrive with dogs, 
not cats, not rabbits, not anything else. But the phrase pretends to be broader than it is.  

When Roch Dog assessed hotels that describe themselves as pet friendly, only 10 to 15% 
actually accept cats. The rest accept dogs only but use the word “pet” anyway. The label is 
inaccurate before it is even vague. The phrase fails everyone. Dog owners cannot trust it 
because it is undefined. Cat owners have learned to ignore it entirely because they know it 
does not mean them. A label that misleads one group and excludes another is not a standard.  

It is a bad marketing habit that nobody has bothered to fix. 

Then there is the vagueness. One hotel says “pet friendly.” Another says “dogs welcome.” A 
third says “small dogs only.” A fourth says “dogs allowed but not in the bar.” A fifth has no 
policy at all but will accept dogs on request. None of these mean the same thing.  

All of them appear in the same search results under the same filter on Booking or Expedia. 

The policies behind the language are more inconsistent still. One hotel requires advance notice 
and a nightly fee on top of a cleaning surcharge. Another allows dogs only in a single room 
category, providing they weigh under ten kilograms. Another offers dog beds, dog menus, and 
dogs welcome everywhere. All of it surfaces as “pet friendly.”  

None of it is comparable, structured, or verifiable. 

Hotels restrict access by size, breed, number, floor, room type, and season. Some publish clear 
policies. Many do not. Some apply rules consistently. Others leave it to whoever is at reception. 

There is an important distinction the industry consistently ignores. Allowed is not the same as 
friendly. A hotel that permits dogs with heavy fees, restricted access, and no amenities has 
allowed a dog through the door. It has not been dog friendly. The difference between tolerated 
and welcomed is real, and the “pet friendly” label currently covers both. 

Dog owners learn this the hard way. They book on the strength of a label and arrive to find 
something different. The bar is closed to dogs. The dog must stay in the room if anyone wants 
dinner. The bed is a folded towel. These are not unusual experiences. They are normal. 

The fix is not to repair the phrase “pet friendly.” The fix is to replace it with something specific, 
defined, and honest. That is what “dog friendly” means when it is backed by a standard. 
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2. The Traveller Has Changed 
Something shifted in the relationship between people and their dogs, and it has not shifted 
back. Dogs used to be pets. They lived in the garden, or in a bed in the kitchen, and they were 
largely absent from the parts of life that happened outside the home. That is no longer the 
majority experience. For a growing number of households the dog is not a pet.  

The dog is family, and family deserves good hospitality. 

This is not a marketing abstraction. It is an observable change in behaviour. Dogs sleep in beds. 
They appear in Christmas cards and professional photographs. Their dietary needs and anxiety 
levels are taken seriously. When their owners travel, they travel too. 

78% of dog owners now travel with their dogs annually. 70% of American households own at 
least one pet. This is not a niche segment. It is a majority. 

The fastest growing group within it has a name: DINKWADs.  

Dual income, no kids, with a dog. Predominantly Millennials and Gen X, with substantial 
disposable income and no obligation to leave the dog at home. This segment controls $259 
billion in annual spending power, projected to reach $427 billion by 2030.  

They travel frequently, spend freely, and treat their dogs as family. 

What they want from a hotel is not complicated. They want their dog treated the way they 
treat their dog: as a welcome member of the household, not a problem to be managed. They 
want to sit in the bar with the dog at their feet. They want indoor access. They want the dog’s 
needs provided for without a fee structure that punishes them for bringing a living creature 
they care about. 

What they have found instead is toleration dressed up as welcome. Weight limits that exclude 
normal dogs. Policies that change depending on who answers the phone. Cleaning surcharges 
stacked on nightly pet charges. 

75% of dog owners say they would pay more for accommodation that genuinely delivers on 
dog friendly claims. 64% would pay up to $50 more per night. The willingness is there.  

The trust is not. 
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3. The Business Case for Hotels 
Hotels that are authentically dog friendly outperform comparable properties by a margin that 
is hard to ignore. Properties with genuine dog friendly policies generate 28% more bookings 
and 30% more revenue than non dog friendly equivalents. Dog owning guests stay 22% 
longer, 2.56 nights versus 2.1, and spend 30% more on food, beverage, and spa services 
during their stay. They return at a rate of 76%, against an industry benchmark of 30 to 40%. 

The compound effect of higher occupancy, longer stays, higher spend, and exceptional repeat 
business is substantial. Conservative estimates of incremental annual revenue run from 
$750,000 to $4 million per property, depending on scale and market. 

The market backing this is growing fast. The dog friendly hotel sector is expanding from $4.6 
billion in 2025 to a projected $7.29 billion by 2029, a compound annual growth rate of 12.2% 
that significantly outpaces broader hospitality. 

The problem is that hotels capturing this value have no reliable way to prove it. A property that 
has genuinely invested in dog welcoming design, staff training, and real amenities cannot 
distinguish itself from one that simply removed the “no pets” sign. 

 They appear under the same label in the same search results. 

Certification fixes this. A hotel that meets the Roch Dog Friendly Standard can easily 
demonstrate its position to guests. A hotel that does not cannot claim it. 
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4. The Data 
Roch Dog has assessed 2000+ hotels across 56 countries against more than 36 data points 
per property, covering policies, amenities, access, restrictions, and consistency. 

49% score D or F by our ranking measure. 

The most common failures: dogs excluded from all indoor shared spaces. Arbitrary size and 
weight limits that rule out normal family dogs. No published policy. Rules applied differently 
depending on who you speak to. All of these properties call themselves pet friendly. 

The label is not just vague. It is actively misleading.  

The gap between what properties claim and what they actually deliver is the dominant story in 
the dataset. The standard was built on this evidence. Every requirement in RDFS-02 addresses 
a failure mode that appears repeatedly in the data. 

 

5. What Hotels Are Getting Wrong 
The failures in the dataset are not random. They cluster around the same mistakes. 

The most common is the policy written as a list of restrictions. Weight limits. Breed exclusions. 
Designated floors only. No access to shared spaces. A cleaning fee, a nightly surcharge, and a 
damage deposit. No mention of what the dog will actually find when it arrives. These are not 
hospitality documents. They are liability documents dressed up as welcome. 

Weight limits deserve specific attention. A limit of twenty five pounds excludes a Labrador 
Retriever. A limit of forty pounds excludes a Golden Retriever. These are the most common 
family dogs in most Western markets. A hotel that excludes them while calling itself dog 
friendly is not being straightforwardly honest. 

Fee structures tell a similar story. A cleaning fee is legitimate when it reflects real costs and is 
stated upfront. What dog owners encounter more often is a cleaning fee on top of a nightly pet 
charge on top of a damage deposit, with no corresponding improvement in what the dog 
receives. The message is not “we welcome your dog.” It is “your dog is an inconvenience we 
have priced accordingly.” 

Then there is the consistency problem. Policies that read well on paper but change depending 
on who is at the desk. A guest told dogs were welcome in the restaurant and arrives to find the 
evening shift disagrees. 49% of properties scoring D or F is not a statistical anomaly.  

It is the predictable result of an industry that has never been held to a standard.  
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6. Why Standards Exist 
In most areas of hospitality, standards exist. Fire safety is regulated. Food hygiene is inspected. 
Star ratings follow agreed criteria. Dog friendliness has no equivalent.  

No agreed definition. No accountability. No floor.   

Hotels self declare and guests have no benchmark. 

Standards solve one problem: they turn claims into facts. 

Before food regulation, “clean” meant whatever a restaurant decided it meant. Before energy 
ratings, “efficient” was a marketing choice. Without a shared definition, the claim is 
unverifiable. With one, it is checkable. 

The only question is who writes the definition and whether they can be trusted to hold it. 

 

7. Why Now 

Dog ownership rose sharply during and after 2020. It has not reversed. What changed was not 
just volume, but behaviour. A large cohort of owners began travelling with their dogs as a 
default, not an exception. Those habits have held over the mid to long term.. 

This is now a permanent segment of the travel market, with real spend and clear expectations. 
These travellers book differently, stay longer, and make decisions based on whether their dog 
can be accommodated properly. For them, “dog friendly” is not a preference. It is a requirement. 

The problem is that the market did not adapt at the same pace.  

Supply increased in name, not in substance. More hotels began describing themselves as dog 
friendly, but without any shared definition or consistent delivery. The gap between what is 
claimed and what is experienced widened. At a small scale, this kind of inconsistency is 
friction. At scale, it becomes market failure. Guests cannot trust the label.  

Hotels cannot differentiate on it. The category loses meaning. 

At the same time, the infrastructure to fix this now exists. Hotels publish detailed policies 
online. Data can be collected and compared systematically. Certification can be applied, 
verified, and distributed globally. The conditions that make a standard viable are in place. 

This is the inflection point. The demand is established. The inconsistency is measurable. The 
tools are available. A standard is no longer a forward-looking idea. It is a necessary response 
to a category that has outgrown informal and inaccurate marketing claims. 
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8. Introducing the Roch Dog Friendly Standard 
The Roch Dog Friendly Standard (RDFS-02) is a written, published, publicly available definition 
of what it means for a hotel to be dog friendly. 

It defines the baseline. The floor below which no property can legitimately use the label. 

Every requirement is binary. A property meets it or it does not.  

There is no partial compliance, no score, no tier. A hotel is certified or it is not. 

What makes it different from every other dog friendly designation in the market is that it is 
independent and enforceable. Roch Dog does not sell listings.  

A hotel cannot buy certification by paying a fee. It must meet the standard. 

The standard is public. Any hotel can read it before applying. Any guest can read it and know 
exactly what a certified property is required to provide. That transparency is not incidental.  

It is the source of the standard’s authority. 

 

9. How It Works 
Hotels apply by submitting a structured survey covering their dog policies, amenities, and 
operational practices, supported by published terms and booking conditions. 

We assess the submission against RDFS-02. We also review what the hotel states publicly on 
its own website and booking platforms. Where marketing claims and documented policies 
conflict, the documented policy governs. The outcome is pass or fail.  

A property that fails a single requirement is not certified. 

Certified properties are listed in the Roch Dog public directory. Properties that do not pass are 
not listed. The absence of certification means something. That is the point. 

Certification is a live status, not a permanent award. 

 Properties are subject to periodic review. Certification can be withdrawn if practices change or 
if information provided during assessment is found to be inaccurate. 
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10. What Dog Friendly Should Actually Mean 
Here is the test. If you travel with a normal family dog, can you stay in a standard guest room, 
enter at least one indoor shared space such as a lounge, bar, or restaurant, and find food and 
water bowls already provided? Does the hotel apply these conditions consistently?  

Regardless of who is at the desk? 

If yes, the hotel is dog friendly. 

If not, it is not. 

This is what RDFS-02 defines. Not luxury. Not an aspiration. The minimum that must be true 
before the label is honest. The standard makes these distinctions clear and consistent. 
Traveling with a dog should be predictable. Right now it is a gamble.  

That is what the standard changes. 

 

11. Why Independence Matters 
If hotels define dog friendly, the definition serves hotels. If booking platforms define it, the 
definition serves platforms. Neither has any incentive to set a meaningful floor. Both have 
every incentive to maximise the number of properties that qualify. 

This is exactly what has happened.  

The term has been stretched until it covers almost anything. 

Roch Dog is independent. We are not owned by a hotel group. We do not take advertising. We 
do not sell directory placements. Our revenue comes from certification, not from the volume of 
hotels we approve, and that structural alignment matters.  

We benefit when the standard is credible.  

We lose nothing by failing a property that does not meet it.  

A hotel paying a certification fee is paying for an honest assessment, not a pass. 
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12. Building a Trust Layer for Travel 

Trust is the missing layer in dog friendly travel. 

Right now, “dog friendly” is something hotels say, not something guests can rely on. It has no 
shared definition, no verification, and no consistent application. Two hotels can use the same 
label to describe completely different experiences. 

That is the core problem. The words exist, but the meaning does not. 

In practice, this turns the label into marketing. It creates an expectation without enforcing 
delivery. Guests are left to interpret what it might mean, often only discovering the reality after 
they arrive. The risk sits entirely with the traveller. 

This has real consequences. Guests over-research, double-check, and manage uncertainty 
themselves. Hotels that invest properly in being dog friendly are grouped with those that do 
the minimum. The category flattens. The signal disappears. 

Trust in travel does not come from claims. It comes from structure—clear definitions, enforced 
standards, and independent verification. That is how every mature category works. The label 
stops being subjective and starts being reliable. 

That is the gap Roch Dog is closing. 

A certified hotel is not describing itself. 

 It is meeting a published standard, assessed independently, and held to it over time.  

The claim becomes specific.  

The meaning becomes fixed. 

The guest knows what they are booking. 

The hotel knows what it has committed to. 
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13. What the Industry Is Saying 
During the development of RDFS-02, Roch Dog sought feedback from hotel operators, 
hospitality consultants, investors, industry associations, and dog welfare specialists. The 
response was consistent. A senior marketing leader at a major international hotel group 
confirmed that durable food and water bowls are a reasonable minimum for any property 
claiming to be dog friendly, and that the number of properties failing even this basic test is a 
credibility problem for the broader market. An industry association working across the dog 
friendly hotel sector stated that without shared definitions, the phrase means different things 
from one property to the next, creating confusion for guests and operational friction for hotels.  

A hospitality consultant specialising in pet programming identified three failure modes the 
absence of a standard creates: guest confusion when expectations do not match reality, staff 
friction when policies are interpreted in real time, and unreliable supplier data that limits the 
usefulness of any discovery tool built on top of it. 

Roch Dog also consulted directly with more than 40 hotel general managers, owners, and 
senior executives across multiple markets during the standard’s development. The consensus 
was clear. Most had been fielding a rising volume of dog related guest enquiries with no 
internal framework for how to respond. Several acknowledged that their own properties used 
the phrase “pet friendly” without a written policy to support it.  

Others described the competitive frustration of investing in genuine dog welcoming 
infrastructure only to be indistinguishable from properties that had done nothing beyond 
removing a restriction. The need for a shared definition was not theoretical to any of them.  

It was operational, commercial, and overdue. 

The commercial signal from the broader industry was equally clear. A European dog hospitality 
consultant with more than 120,000 guest interactions confirmed that structured standards are 
no longer optional for hotels operating at scale. An investor in consumer brands described the 
shift as moving pet friendly from a label of tolerance into design, systems, and accountability. 
The founder of a pet concierge consultancy called the current state of pet policies a Wild West 
and named the Roch Dog standard as the start of a global benchmark for measurable pet 
hospitality. None of these sources work for Roch Dog. 

 All of them arrived at the same conclusion independently. 

The category needs a defined floor, and certification is the mechanism to hold it. 
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14. Conclusion 

This standard did not exist. Now it does. 

More than 2,000 hotels have been assessed against a consistent framework. A definition has 
been written, published, and made public. A certification process now exists that passes or 
fails properties on evidence, not on claims and not on fees. 

Until this point, the category had no floor. “Pet friendly” was undefined, unverified, and 
inconsistently applied. It could refer to a genuinely accommodating hotel or one that imposed 
restrictions that made a stay functionally impossible. Both used the same label.  

Neither was held to account. 

That is why the category broke. Not because the idea of travelling with dogs is difficult, but 
because the language used to describe it carried no fixed meaning. 

The Roch Dog Friendly Standard establishes that meaning. 

It does not attempt to describe the best possible dog friendly experience. It defines the 
minimum required for the term to be credible at all. A property either meets that definition or it 
does not. There is no partial compliance and no interpretation. 

This creates a clear line where none existed before. A certified property has met a published, 
independently assessed standard and is required to maintain it. An uncertified property is 
making a claim it cannot verify. That distinction is the beginning of a functioning market.  

Guests can make decisions based on something real. Hotels can differentiate based on 
something provable. The label starts to carry weight. This is how categories stabilise.  

A definition is set. A standard is enforced. The market adjusts around it. 

Dog friendly travel has reached the point where this is necessary. The demand exists. The 
inconsistency is clear. The absence of a standard is no longer sustainable. 

The definition is written.​
The standard is live.​
The certification is open. 

The category is fixable. The fix is here. 
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Published by Roch Dog​
The certification body for dog friendly hotels. 

 

Website: https://rochdog.com 

Standard & Documentation: https://standards.rochdog.com 

Live Global Index of Top 100 Hotels: https://rochdog.com/dog-friendly-certified-index 

 

Contact 

Email: info@rochdog.com​
Phone: +44 1992 364 007 

Certification Enquiries​
certification@rochdog.com 

Partnerships & Industry​
partners@rochdog.com 

Press & Media​
press@rochdog.com 

 

Follow Roch Dog 

Instagram: https://instagram.com/rankedbyroch 

LinkedIn: https://linkedin.com/company/rankedbyroch 

X (Twitter): https://x.com/rankedbyroch 

 

Roch Dog is an independent certification body. We assess, certify, and verify hotels against the Roch Dog Friendly 
Standard (RDFS-02). The Roch Dog Friendly Standard (RDFS-02), Certification and Assessment Framework 
(RDCAF-02), and supporting reference documents are published at standards.rochdog.com.  

This document may be reproduced in full with attribution. Version 2.0, March 2026. 
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