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Relationship between Service Quality, Awareness Value, Reliance and

Loyalty of Tourists at Resort Businesses in Koh Samui, Surat Thani.
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Abstract

This research aims to study service quality, awareness value, reliance and loyalty of tourists
to a resort business in Koh Samui, Surat Thani. The comparison of the loyalty of tourists in a
resort business was divided into nationality. Data about the relationship between service quality,
awareness value, reliance and loyalty of tourists in resort businesses at Koh Samui, Surat Thani
was collected by questionnaire that was answered by 402 tourists who received the services of a
resort business at Koh Samui, Surat Thani. Statistical analysis used frequency, percentage, mean,
standard deviation and multiple regression analysis. The research found that tourists rated the
service quality of a resort business at an agree level and rated awareness of customer
requirements as the highest. Tourists rated the awareness value after receiving overview services
of a resort business at an agree level. They rated a worthiness of equipment and facilities of resort
as the highest mean. Tourist rated reliance of resort businesses as an agree level and rated
reliance towards their resort as the highest. Tourists rated overview loyalty towards a resort
business at an agree level and rated return as the highest mean. Tourists with different
nationalities had significantly different opinions towards loyalty of tourists at 0.05 level. Service
quality, reliance and awareness value significantly related loyalty of tourists in Resort at 0.05
level and had coefficient of prediction of loyalty at 75.6% (R2 = 0.756). Tourist’s loyalty towards
resort businesses can be calculated by multiple regression analysis as follows:

Raw scoreprediction

? = 0.181 + 0.362 service quality + 0.413 reliance + 0.177 awareness value

Standard score prediction

Z’y =0.382Z +04232 ~ +0.194Z

service quality liani awareness value

Keywords: service quality, awareness value, reliance, loyalty
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