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Effects of service quality, room quality, reputation, value for money and

satisfactionon hotel brand loyalty of consumers in Bangkok
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ABSTRACT

This research aims to study service quality, room quality, reputation, and value for money that influence satisfaction
and hotel brand loyalty of consumers in Bangkok. A quantitative research approach was applied. Population was
consumers in Bangkok who used services in hotels in Bangkok. A structured questionnaire having passed both content
validity and reliability tests, with cronbach’s alpha ranged .70 -.73, was used as research tool in collecting data. Samples of
400 consumers, selected by convenience sampling were selected as research samples. Descriptive statistics which were
frequency, percentage, mean and standard deviation, and multiple regression analysis at .05 significance level were
applied in data analysis and testing hypotheses. The results indicate that hotels’ value for money hasthe highest positive
effects on brand loyalty. Customer Satisfaction and Service quality of hotels have positive effects on hotels brand loyalty,
respectively. The three independent variables explain 61.8% variance of hotels brand loyalty.

Keywords: Service quality, room quality, reputation, value for money, satisfaction, hotel brand loyalty

" N AnEAEN NN
! Bangkok University

’ Corresponding author. E-mail: saranyapong.t@bu.ac.th



