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The Influence of E-Service Quality on the Brand Loyalty Toward

4-5 Star Hotel and Resort in Phuket
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Abstract

This research aims to study the quality of electronic services that influence brand loyalty
in 4-5-star hotels and resorts. The sample group consisted of customers in 4-5 star hotels and
resorts in Phuket, using convenient sampling techniques. The questionnaire was used to collect
data. The results found that e-service quality had no influence on brand loyalty; in contrast, e-
service quality significantly impacted satisfaction and engagement. Furthermore, satisfaction and
engagement had a significant influence on brand loyalty. The results also showed that satisfaction
and engagement mediate between e-service quality and brand loyalty. The research results are

a great benefit to the private sector, especially 4-5 star hotels or resorts in Phuket, to guide for
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developing and expanding e-service quality to encounter customers' needs in order to create
satisfaction and engagement in a positive way that leads to brand loyalty in the future.

Keywords: E-service quality, Satisfaction, Engagement, Loyalty
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377U (n = 214 A) Sowaz
LI
618 112 52.3
OIS 102 a7.7
21
18-301 17 7.9
31-401 159 74.3
41-501 34 15.9
50 Yuly 4 1.9
#07UN N
Tdn 167 78.0
ANId 38 17.8
WY / 98159 6 2.8
weniuey 3 1.4
SZAUNNSANY
AninseRuUSans 48 22.4
Usey s 139 65.0
Usgyaly 21 9.8
USugyen 6 238
1IN
HUTENOUNNT/INTINA 72 33.6
NHUNUUTENLDNBU 55 25.7
JUSINT 50 23.4
waiUnu 25 11.7
NSy 8 3.7
Bu e 4 1.9
sreldiadedaiou (u1n)
20,001 - 40,000 54 25.2
40,001 - 60,000 38 17.8
60,001 - 80,000 104 48.6
111131 80,000 18 8.4
Srunuaidlduinmstnudidnnseding
1 ads 67 313
2 ps 77 36.0
3 ps a4 20.5
4 pds 10 a7
wnndn 4 ads 16 7.5
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