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ABSTRACT 

 

This study examines how brand image and service quality affect hotel customer satisfaction 

in Thailand. This quantitative study uses questionnaires. This study's sample includes 384 

current customers from Bangkok's three-star hotels. Sample size and design are crucial when 

selecting a sample. 384 hotel guests were sampled between July and September 2022 using the 

Cochran Formula. Descriptive statistical analysis uses frequency, mean, standard deviation, 

percentage, and multiple regression inferential statistics. Brand image, service quality, and 

customer satisfaction were studied. Demographics included age, gender, education, field 

experience, and village. 36.2% were 56-65, 28.6% 46-55, and 17.7% 36-45. This study 

examined how brand image and service quality affect Thai hotel customers. Independent 

variables explain 65.8% of customer satisfaction variability, and brand image action 

characteristics predict customer satisfaction. Service quality predicts customer satisfaction, 

according to the findings. Reputation management, web-based onboarding, virtual training, and 

self-service tech will attract and retain smart employees. Thailand attracts millions. Consumer 

attitude and purchase intention determine brand image and equity in this study. Independent 

variables account for 65.8% of customer satisfaction variability and brand image characteristics 

in action are more important than service quality and customer satisfaction characteristics. Co-

creation, social worth, usage tendency, and brand potency affect customer engagement with 

brand pages. Learning from within motivates guests more than advertising, discounts, location, 

property environment, accommodation atmosphere, pricing strategy, connection activities, 

room size, dining options, and free morning incentives. Thailand promotes creative tourism and 

leads in ICT. The Chulalongkorn University Research Project on Creative Tourism combines 

science, social science, and the humanities. Recent studies include environmental management 

and hotel business English. Hotel brand image affects corporate image, financial performance, 

occupancy, average price, revenue, and profitability. -management, social awareness, 

relationship skills, and responsible decision-making. This study found that image affects hotel 

customers' brand perceptions. Service quality affects hotel operations and customer satisfaction. 

Brand image improves customer satisfaction and indirectly service quality. The study shows 

managers how brand image affects customer satisfaction, love, and loyalty. Industry-wide 

research should examine perceived value, brand identity, and other impact determinants. 
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INTRODUCTION 

 

1.1 Background 

Hospitality is a big part of the tourism business. It includes travel, lodging, food service, 

conferences, and leisure and recreation. Research studies have been conducted to fill the 

knowledge gap and find new ways to serve better. Hospitality and Hospitality Management are 

professional management techniques used in the hospitality industry, whereas Tourism 

Management is concerned with travel and tourism planning and management. The most 

important factors for a company's success are the things it needs to do well in order to stay 

competitive in the market. As a result of increased global competition and higher consumer 

expectations, the critical success factors that determine profitability in the hotel industry have 

evolved over time. 

 

1.2 Research Questions 

1.What is the condition of brand image, service quality, and customer satisfaction in 

Thailand's hotel industry? 

2.What influence do brand image, service quality, and customer satisfaction contribute in 

Thai hotel industry? 

 

1.3 Research Hypothesis 

 

1. There is an effect of brand image toward customer satisfaction of hotel industry in 

Thailand 

2. There is an effect of service quality toward customer satisfaction in hotel industry in 

Thailand 

 

LITERATURE REVIEW 

 

2.1 Related concepts 

2.1.1Concept of Brand Image 

Brand image is the most important factor in building brand equity, as it can change how 

people think and feel about a brand, create an image of the brand in people's minds, and 

encourage them to buy. To make good marketing strategies, companies need to learn more 

about how customers act and teach customers about the brand. Brand image and brand 

awareness are the basis and sources of brand equity, and consumers trust brands due to five 

factors: performance, social image, recognition, emotional attachment, and trust in the brand. 

Brand image is an important factor in customer loyalty, even in the virtual world. (Arumsari, 

R. and Ariyanti, M., 2017; Jalilvand, M.R. and Heidari, A., 2017). According to Anderson et 

al. (2012), despite the fact that studies on the relationship between service quality and 

satisfaction are abound in the marketing literature, the link remains unclear. 

2.1.2 Concept of service quality  

Service quality has an effect on how happy guests are by ensuring service and performance, 

building strong relationships between the hotel and its guests, and making guests want to stay 

there again and again. It is a plan that makes the hotel more efficient and also makes it more 
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competitive and flexible. Anwar and Climis (2016) define service quality as the capability of the 

hotel to provide high-quality services that result in guests' satisfaction (Anwar & Balcioglu, 2016; 

Ali, 2020). Service quality plays a significant role in adding value to the overall service experience 

and is defined as such by Anwar & Climis (2016). 

2.1.3 Concept of Satisfaction 

The link between customer satisfaction and customer loyalty has several dimensions, such 

as satisfaction having an asymmetric consequence towards the development of consumer 

loyalty, yet consumer loyalty does not impact consumer satisfaction in the same manner. Chun 

and Davies (2006) examined that a brand's image can impact consumer loyalty based on the 

experiences of a customer in regards to the brand service delivery by employees. Employees 

are the foundation of building service brand images, and the employee of the service brand has 

the strongest impact of brand identity communication in the customer's mindset. Consumers' 

internal perceptions of a brand are enhanced or diminished by the service experience and 

communications of employees, which in turn results in future commitments to brand loyalty 

when these experiences and communications are positively perceived by the customer. 

Consumer satisfaction is the ability of a service to fulfil the consumer's need, while consumer 

loyalty is the commitment of the consumer to repurchase the product or service in a consistent 

manner. 

2.1.4 Concept of Hotel Industry 

Because of this, the tourism industry is the main one that brings in money and helps the 

country. There are many different types of businesses, particularly the accommodation 

business, which includes resorts, guesthouses, bungalows, condominiums for rent, hotels, and 

so on. Location, comfort, service, and safety are all important considerations. A number of 

factors influence it. Furthermore, Bangkok, Thailand's capital, has a center. It is also a hub for 

many tourist attractions. Zoo Tours Attractions such as amusement parks and shopping malls 

There are numerous large shopping malls. Nightlife, markets, cultural attractions, temples, and 

grand palaces As a result, Bangkok is a city that foreign tourists are interested in visiting. In 

2017, there were 21,085,550 foreign tourists in Bangkok, with 20,575,172 of them being 

foreign tourists. There were 22,437,872 tourists in Bangkok, a 6.41 percent increase, and 

21,721,074 foreign tourists stayed. With 8,221,526 visitors, "Chinese tourists" were the most 

numerous foreign tourists in Thailand in 2016. Thailand's No. 1 tourism sector at 439,287 

million baht (Ministry of Tourism and Sports, 2018). 
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Brand Image 

2.2 Conceptual framework  
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Figure 2.1 Conceptual framework 

 

METHODOLOGY 

 

3.1 Research Design 

A quantitative approach is used in this research to quantify the data and use statistics to 

analyze it. This study applies a survey-based methodology for collecting data, which has many 

advantages such as being flexible and versatile, gathering a large sample of data quickly and 

efficiently, and providing information about a respondent's beliefs, attitudes, and motives. There 

are many survey-based methods for collecting data, such as personal interviews, surveys, and 

online surveys.  This research used a self- administered questionnaire, a survey in which 

respondents assume the responsibility for reading and responding to the questions, to collect 

data from various hotels at different locations in a relatively short time period. However, it has 

drawbacks in terms of self- reporting and lack of control, which can lead to misinterpretation 

and validity problems. 

 

SUMMARY OF RESEARCH RESULTS 

 

Part 1: Summarize the results of the questionnaire quality inspection. 

The validity of the questions was tested with the Index of Item- Objective Congruence 

(IOC). The IOC was used to evaluate the congruence between the test items and the objectives. 

The Cronbach alpha test was used to assess the reliability for each dimension.  The level of 

reliability is determined by the coefficient alpha ranges, where an alpha range from 0. 80 to 

0. 95 shows very good reliability, ranges from 0. 70 to 0. 70 show fair reliability, and a 

coefficient alpha less than 0.60 shows poor reliability. The reliability of the questionnaire was 
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tested with Cronbach's alpha, and the results showed that the characteristics of service quality 

had the highest score, followed by customer satisfaction at 0.846 and brand image at 0.721. 

The Cronbach Alpha of brand image was 0. 888, indicating good reliability.  This study's 

overarching goal is to shed light on the connections between brand image, service quality, and 

customer satisfaction.  Quantitative research methodology and primary data collection were 

used to investigate the overarching research topic. 

Part 2: Summarize the results for demographic characteristics. 

This section contains a quantitative analysis of data from 384 respondents from a sample 

of Chinese tour groups staying in 3-star and 4-star hotels in Bangkok. The data was tabulated 

using an analysis tool and the demographic profile was determined by villages, age range, 

gender, level of education, number of years in the field, and villages.  The results showed that 

36. 2%  of respondents were 56- 65 years, 28. 6%  were 46- 55 years, and 17. 7%  were 36- 45 

years. 

Part 3: Summarize opinion-level results on brand image and service quality influence 

customer satisfaction. 

The overall mean and standard deviation of the brand image   component based on rank of 

high-level opinions.  the first “action” factor rated the most important factors are ‘hotel brand 

has a good reputation’  (3 .91 ) , ‘ It is a suitable place for high class’ s (3.79, ) , and cognitive 

factor in the part of ‘ hotel is comfortable hotel’  ( 3. 77) .  However, all of the personal 

competency items are still rated “ of significant important”  with a small difference between 

them. The overall mean and standard deviation of the service quality component based on the 

rank of high- level opinions are shown, the first tangibles are " The hotel has modern- looking 

equipment" (3.96), and "The hotel has the best interests of its customers in mind." (3.95) "The 

hotel operates at times that are convenient for all of its customers. "  (3.86) .  For assurance, in 

the section " The behavior of hotel employees instills confidence in customers"  ( 3. 82) .  The 

overall mean and standard deviation of the customer satisfaction factor based on the rank of 

high-level opinions. the first customer loyalty are " The overall impression I got from the hotel 

was positive. "  (  3.92) , and "  My purchase choice at this hotel is the right one. "  (3.71) .  For 

perceived performance (value)" The hotel listens to my needs " (3.69).  

Based on the results of the research, the opinion level of the characteristics of brand image, 

service quality, and customer satisfaction the researcher would like to summarize by ranking 

as follows: 

 

Table 5.1   Analysis of opinion rating 

Brand 

image 

Service 

quality 

Customer 

satisfaction  

Ranking 

Action Tangibles Customer loyalty 1 

Action Empathy Customer loyalty 2 

Cognitive Empathy Perceived 

performance 

(value) 

3 
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Part 4: Summarize the results of the research hypothesis test 

This research investigated the impact of brand image and service quality on customer 

satisfaction of hotel industry in Thailand.  It found that the independent variables are 

responsible for explaining 65. 8%  of the total observed variability in customer satisfaction 

levels, and that the characteristics of brand image in terms of action are good indicators of the 

level of pleasure experienced by customers.  The findings suggest that there is a connection 

between the dependent variable ( CS)  and the relevant independent variables.  Customer 

satisfaction may be predicted using criteria related to service quality, which explain 59.6% of 

the variability in customer satisfaction. 

The results can be summarized as shown in the table 4.1 

 

Table 4.1 Research hypothesis test results 

No. Hypotheses Result 

H1 Creative personal identity can positively influence 

employees' innovative behavior 

supported 

H2 Work discretion positively influences employees' creative 

behavior 

Not supported 

H3 Work- environment creativity positively can influences 

employees' creative behavior 

supported 

H4 Teamwork positively can influences employees' creative 

behavior 

supported 
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