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Abstract

The purpose of this research was to (1) study the perceived brand equity used by
guests’ selection, (2) study the guests’ experience in granted service selecting hotels (3) study
the relationship between perceived brand equity and experience in granted service selecting

hotels of guests (4) compare demographic characteristics with perceived brand equity in
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guests' selection to stay at SHA Extra-certified hotels, and (5) compare demographic
characteristics with guests’ experience in granted service selecting hotels. The quantitative
research method was employed. A sample of 400 people was analyzed by t-test, One Way
ANOVA and Pearson's correlation coefficient. The results of the study revealed that (1) the
perceived brand equity was at a high level (2) the experience in granted service was at the
highest level (3) the perceived brand equity was moderately related to the guests’ experience
in granted service selecting hotels (4) there was the difference in gender toward brand loyalty,
the one in age groups toward brand loyalty and service, the one in educational levels toward
loyalty and service and the one in career toward brand loyalty and (5) there was the difference

in educational levels toward the experience of granted service and service procedure.
Keywords: Perception, Brand Equity, Service Experience, SHA Extra Plus Certified Hotels
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agﬁnﬂaU']EJVlQ"IEJELUﬂ']iﬂu%’]LW@LGU'WWﬂ (X=4.37) 1Lay AMUFINUADUYDINIIAUAT AD NIULABNNAY

lgusmislsausundnisaaneideulsenaugsivegagnngnung (X=4.32) dennneiunansiveves
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3. sl seideyainediulsraunisainisldusnsvesdidiinyniinglulswsualasu

UIMIFIU SHA Extra Plus 39nInay3s Nan15iinseniusngfannsnsi 3

o a ¢ v M Y] ¢ Y a Y v o av vo
M99 3 Naﬂ'ﬁ'ﬁLﬂi']%%%@iqual,ﬂEJ'Jﬂ‘U'UiSﬁ‘Uﬂqﬁmﬂqﬂfﬁ‘Uﬁﬂ'ﬁsﬂﬁﬂﬁLGU']WﬂGU']']VLVlEJI‘UIﬁ\TLLi@J‘VIVL@TU

UIMIFIU SHA Extra Plus 3sninyays

Uszaunsalnslduinig FZAUAUARLIAY

X S.D. wlawa

NAnAuIIUINS 4.41 0.69  :nilan
- pivietivaelssIuilANEI BNy 4.40 068  aniign

- viowinundnldusnig 4.49 0.64  aniign

- viswindlgunsaldnunenuasAINATUATY 4.46 070  wnilan

- wiinaubiuinisfianuduiionndn 4.45 0.67  wnilan

- dhederuvinglulsusuiinnudaay 4.23 0.78  mnilan
Fumaumsuins 4.42 0.70  aniign
- wilneuliniseeusuagveusu 4.36 072 wnilan

- winuliuInIsedagnAesAsUNIY 4.42 069  :nilan

- vieanagluanmwiaulduinig 4.58 0.63  :nilan

- fthevFeusiuusznmaiiietesiunmsfuuinsfidaa 4.35 0.73 1nitgn

- ninudanuaunsalunisneumaiuvsewledym 4.38 0.73  mnilan

GINRTERE VR

STUUNTTEINBUUINNG 4.27 0.79 1niian

Y v

- Lsausudusmsinaluladungidnin

- (i Buwesilinauigs Marwiien 1ud) 433 078 wnilgm

- wilnswaziBoaveslsausy Uszneuseteyaiiiy 4.08 0.86 ly
Useleyid

- wilnsmilsusaliteyauinsadudulsegisnsudon 4.25 082 wnilgn

- wifnemilsausudsueunsuinisldegnasuiu 4.38 070 wniga

- WUNUlSSUANNNT0AS19UTLAUNSAINUNINIIAENIT

Tiusnsiduninsgiu 432 079  windian
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AaA1vealssusuyfn 7ina1191 Uszaunisalnsdudndidaninarenueiveslsausuazdeainng
Foulosuansuniuagngfinssuasgnénsaisaudoiunareunniufunnaudiodnedng «
vo9gnén ludunaugavinevdnaniigndrlddaauladwinuazanlduinslulsausuudafagld s

1% Y A

Uszaunsalimhanddvhlvignandanuwediuiasauyniuiulsausuegedings

Y

I o =~ s

4. NanNSIASIENYaNarduUsEANS andunusIiasdy (Pearson correlation coefficient)

Y

¥

sevinamsiuinuAnsduduazuszaunisalmsldvinsvesdidiineninelulsausuiilfsy
UIM5F1U SHA Extra Plus 39nTavays wudn Anudunus sendnanissus anansdunuay
Uszaumsalnisldusnisvesnauiuuaeuny 400 Audianuduiusuiunaialaeien r = 0.635 wag
p-value= 0.000%* @annaednu Ford et al. (2012) l9oSu1ed1 Uszaunisaliinainn1sudunus
seynefinld Uinsfudliuing msasuszaunsalitpeldindunsiliidldusnsianem
dnlaludadudrorananlddisraunisavesidinldnelfiAnanuidnussiulaluduneunis
T#usms Uszneusensldsuuimsuszaunisalfisemdouangliuins

5. MswSeuisudnwagyseynsenansiun1siuiauAnsduavesinnydlngly

L5ausudlasunInggu SHA Extra Plus §an3nvays nan153asienusingaeisnei 4

A1399 4 wansiUIeuisuanvaeUsErINsAEansAuUNIIUI AMAIR T AUA VB U NI Inely

Lsawsunlasunnsgiu SHA Extra Plus 3aninvays

nsfuiaauAmIduAl WA 918 danunw AU 91@n  seldlafusioiiau
ASANE
ANUANAFOATIAUAN 0.02%  0.01* 0.73 0.000%** 0.05* 0.02*
NIATETULNDIATIEUA 0.07 0.44 0.91 0.54 0.42 0.23
Qmmwﬁl%’ui 0.73  0.03% 0.15 0.000%** 0.38 0.07
mMsvdeulesninufn
Lﬁﬂ’lﬁUﬁ]i’]ﬁUﬁ? 0.99 0.49 0.14 0.50 0.41 0.34
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NIFUIAMAINTIAUAY WA 818 ERIUAW LAY 93w Telfiefudaifou
n1sAne
Aafiflendy 9 vene 0.09  0.19 0.78 0.76 0.23 0.38
du
EREY 0.48 0.58 0.44 0.09 0.44 0.16

a Y & ) - a Y A oA a v Yy
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LY 1 % =

MUY dueguaseaunsAnyvsniuldnsuiaunsaanmnsuIunnmsiueg1aited Ay

'
aaa

V9adAs2AU 0.05 uaz 0.001 @0ARADINY LWANT LATEY wag 1dud anafaniyauls (2566)
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v A v Y
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159usuflAsuNInIg11 SHA Extra Plus Jandnvays

Uszaumsalnsld we o1y deunm ssiumisinwn endw s1eldedeie
UIN3 WAy
AR MIIUINTS 0.71  0.18 0.34 0.03* 0.90 0.61
%UG]EJUﬂ"IiU%ﬂ"Ii 0.61 0.27 0.10 0.000*** 0.07 0.12
SEUUMSAsIBUUIMS  0.27 031 0.67 0.17 0.54 0.16
EXEY 0.63 0.29 0.29 0.09 0.57 0.24
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