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The Effects of Perceived Complaint Handling and Its Antecedents
on Hotels Customer Loyalty in Pattaya City

Tipchaya Phungchanchaikul' Prayong Meechaisue®
Wirat Sanguanwongwan’ Norapol Jinandej*

Abstract

n this research article, the researcher examines the impact of perceived complaint handling

and its antecedents on the loyalty of hotel customers in Pattaya City. The mixed-methods
research approach of quantitative and qualitative research was employed. In the quantitative research,
field data were collected using the method of nonprobability sampling by selecting the members
of the sample population using purposive sampling. The statistics used in the
quantitative data analysis were mean and standard deviation. The structural equation modeling
(SEM) was also analyzed using a computer program. In the qualitative research, the technique of
in-depth interviews was employed. The members of the sample population were selected using the
method of purposive sampling. The research instrument was an unstructured interview form. The
method of triangulation was used in data analysis as well as the technique of focus group interviews.
The research instrument was an unstructured interview form.

Findings from the SEM analysis are as follows. The service quality of hotel businesses in Pattaya
City positively affected the corporate image of the businesses at a statistically significant level. The
service quality of the hotel businesses under study positively affected the loyalty of the customers
using the services at a statistically significant level. The satisfaction of customers using the services
of the hotel businesses positively affected the perceived complaint handling at a statistically signif-
icant level. The satisfaction of the customers using the services of the hotel businesses under study
positively affected the loyalty of the customers at a statistically significant level. The perceived
complaint handling of the customers positively affected the loyalty of the customers using the

services of the hotel businesses under study at a statistically significant level.
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Type of Article: Research Article
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