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ABSTRACT

This research article aims 1) to examine the factors influencing tourists’ decisions to
revisit the same hotels in Pattaya, 2) to explore tourists’ opinions and satisfaction with hotel
services, and 3) to explain the behaviors of tourists in choosing to return to the same hotels.
This study employed a quantitative research design, using the concepts of service quality,
perceived value, and satisfaction as the theoretical framework for understanding revisit
behavior. The sample consisted of 385 tourists who had previously stayed in hotels in Pattaya.
The sample size was determined using Cochran’s formula, and participants were selected
through convenience sampling. The findings revealed that credibility, trust, and courteous
service were the most influential factors in encouraging repeat visits. Tourists also perceived
their stays as worthwhile, though the differentiation from competitors was not strongly
evident. Moreover, hotel location, atmosphere, and staff service skills were key drivers of
satisfaction, while pricing and promotions remained areas for improvement. Regarding revisit
behavior and intentions, tourists showed a positive tendency to return to the same hotels and
expressed willingness to recommend them to others. The study contributes a conceptual
framework called the “Customer Revisit Model”, which demonstrates that service quality

influences perceived value, leading to satisfaction—a mediating factor that drives revisit
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intentions and behaviors. This knowledge can be applied as a strategic guideline for hotel
operators in Pattaya and other tourist destinations to enhance service quality and strengthen

competitive advantage.
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uAMNIMNNTUSNSTaLLaNaLazaTI9AMANTLANA

Tusefienudaifiusazarufionelavosinnesiiedifinenslyuimslsusy mnuamsise
dnmeufisrfinrufianelagaluniu viafine ussernialsausy wagnsuinisveamiingu undsd
vadialuil eesauaglusludu wadananidenaansiu Sutthithammanon (2021) 459121
Fnveufisadanufisnelagegane vesinuaznisneusu waenui1 anufanolaniuguain

n1susnandfduiusiunisnduanlyuinisen Gaazneudn aruianelefaidudadendniiass

wsegaladeuan

wazngAnssumsdennduurlauinislswsuiivvesinmeniion wun dnvesiisafuuslud
azndualyuimslsausuiiu Mudinisvenaeuszaunisaifauan egnslsinudaduisaniidngu
n1saedlseusulug deaennaoeiu Dareeh (2024) 71431 Ynnoudienaureduuiluuwarmn
Uszaunsalvaaiug lUAunsfinnsuuinisi famniw wazdslnaiAestu Thongkam (2021)
finun Tadeusznsenans wu e wazsele dnanenudnazausdlalunisnduanlyuinnse
Faifu ngdnssunisnduaindnlulaiAnandadeifer wndenlesfuisaanin Uszaunisallual

UATAMANYLAIUYAAR

aunuuesesinneaiisanonnn LAy nTUINIsYeslsILTY KaN1TITEAENEwIN ARNTH
msuimsfiundede san3a uanduling iudsfiassanuilauasndalonalunisndualyuing
Fadouloefiuauves Sutthithammanon (2021) fifuuan mnuudedio mnuamse wazaIw
wilalugnan iduidindndyrosnmninmsuimsfifinanenisndunleuinise vasieaiudsly

Tufian1aifioaiu Thongkam (2021) waz Dareeh (2024) 7 lnAudId AU AuAINUTANS

)}

wazdsslagalavatenie Tunsshuignanifinuavaseanuding
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aunsnagulnin ganmnnsuinig anufienels LLazmiﬁ'Ujjﬂmhw \duununanafindndy
msndulandualeuinmsdivesineniies vasiinginssuvesinreudien Tnsanenquiaune
fazvounTmnen1s Ustaun1saldval ATmuanng uagauaNen fei Tsusiluimennisuims
Fansqaninuinisesraduszuy m*uvji‘dﬁ’umiagwﬂaqmé@%uiﬂm TusTudu uazniseenuuy

UszaunsanIsnnlanmy wieas1eanulaseuluniswusdy

7. ayUaeAndN3

[
Ly

MATeldudun anuudeie nsuinisiianin uaznssugismiuauan wWudmdneu

dAgyasanuisnelakazinlugnisnduanlyuinise

lngasalsznou 3 Jaduusnyinauasunu (Service — Value — Satisfaction) tagA31d

fanelafiunundu #2937 (mediator) Iielesluaauaslanduunlyuinig

AMAINANTUINT

‘ nMsusAMA '* ANUNINDLY b ANMUAILINA UL YUSNNT

wazlaguuuuniseSuie “Customer Revisit Model” & saruisavrluidunsaunuifa

TUMINRIUINALNENITUINTVDIRUTENBUNTLTIUTH

8. UaLaudLU

1. AT8nsEAUAMAINNITUSNI5TeINT L Tasiuuad uan I auu g ad o
LAENIIADUALDINDAIILABINISTIgNABENTIAT ilesanduladefiassaufioelagauas
udndulgnandadulanduarlyuinise

2. ArsunITaseAMALarauuAilunslEUIng Felsausuanseeniuy Value-added
Services warAndfiawdmiugnANT aliiun1sfusana uarasenrmuannIsInauaslusan

3. AsmsUiulgamusauaslusiudu lnefuunseuasTusludulnasnnaosiunanim
fifmeadisraens esnuanifetndateilasuaufiaelamilgadlefiousuaudu 4

4. N13AT19UTFAUNTAUATUTIONIAT IARLAY AISLULNNTAIYURRLIYILE UTTEINTA

wazdsuwrnasulssusuluiiendnuwal agvrotasuas AN seivlavazinulonianisuenne

'
1Y

(Word-of-Mouth) Jadungfnssudauiniidrfgynenisfsgagnaneg
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