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ABSTRACT

The objective of this research study on the management of service quality is to examine the factors
influencing the intention to co-create value in the hotel business and to investigate the structural
equation modeling of the intention to co-create value in the service industry. A sample of 10 specific
cases and 10 times of observed variables sample size were drawn from 550 samples, using a semi-
structured interview sampling method and a questionnaire with a reliability of 0.85. Data were collected
at hotels in the Bangkok area and analyzed using content analysis. Then, a structural equation model
was constructed, and inferential statistics and hypothesis testing were conducted. 1) The top three
factors associated are special customer care, interpersonal communication, and tangible rewards.
2) The structural equation modeling model is consistent with the empirical data. And marketing
strategies in four aspects, namely, company's online information, online community, special customer
care, and tangible rewards, have a positive influence on social support. The social support has a positive
influence on customer loyalty, and customer loyalty has a significant positive impact on the intention to
co-create value, trust, with statistical significance at the 0.05 level. This demonstrates that all factors
are important in generating intention to co-create value in the service industry of Thailand.
Keywords : Hospitality, Willingness to value co-creation, Engagement, Trust, Social support
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