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Abstract

The purpose of this quantitative research was to examine the influence of two main factors; digital
marketing and perceived value towards hotel customers’ satisfaction and loyalty. These two factors have
been used by hotels as part of their marketing strategies to improve their customers’ satisfaction and
loyalty. The sample population of this research consisted of 750 customers, who booked their rooms and
services through online media channels with the hotels located in the Andaman triangle provinces
(Phuket, Phang-Nga and Krabi). The research instrument was the self-administrative questionnaires both
in Thai and English languages, which were given to the hotels’ customers on face-to-face basis and the
information was then systematically collected from these customers. Using techniques of descriptive
statistics, the collected data were analyzed in terms of mean, standard deviation, skewness and kurtosis.
In addition, inferential statistics with Pearson’s product moment correlation coefficient method and
structural equation modeling (SEM) techniques were used to test the research hypotheses. Data were
analyzed using Statistical Package for Social Science Software (SPSS) and Linear Structural Relations
(LISREL) computer software programs.

The causal study was found to be congruent with empirical data at a very good level in all
hypotheses. In carrying out hypothesis testing, the researcher has concluded the following: (1) most
customers were men ages between 26-41 years old with monthly income between 50,000 and 150,000.
They were mostly educated couple travelers with bachelor degree from Europe (such as Sweden,
Scandinavia, France, etc.), Malaysia and Singapore working in the private companies. They travel between
1-2 times a year, stay in the hotel within 1-5 days and booked their rooms through online travel agent
(OTA), (2) website marketing can influence the hotel’s customers to perceive the value of services of the
hotel significantly (3) social media marketing and content marketing can directly influence the customers’
loyalty on the services of the hotel (4) website marketing can influence the customers’ satisfaction and
loyalty, once the customers have perceived the value of services of the hotel (5) the customers’ satisfaction
can result to the customers’ loyalty significantly. Therefore, the results can be summarized that the
digital marketing and perceived value factors have direct and indirect influence towards the customers’

satisfaction and loyalty significantly.

Key words: measurement invariance, inspirational leadership, multi-group confirmatory factor analysis,

nested models
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