(1)

PUDNISAUAINDATY nansenuYsanuuzyaaiuled anuliingla Aau
Nanala AMUISNANA WALAINANWAIVDINTIAUAN

faAMNAIlRlUNITDIRIRNNI U U leRve s

lsausy
JofiTeu WNEAIANINT TUA
Jousaan Ingrmansuvnadio (seuasaunaiiansinnig)
A1U1IY/AnNE /NN TINE e sTuUmsaumAiiensinnIg

WIS ANER LAz N1TURYT

UMNINYNRYEITTUANENS

91971597NUS NWAUAINDETY 599FNE@NI19158 99.0087 WANTUN TN
UnsAne 2558
UNANED

a o ¢ A

nsveiiilingussasdednwdadenvilminaunslaluniseewissingu
naduledvedlsausy JadunuidudaUinnm (Quantitative Research) lagvimuinsey
AN lueAnaunsAtlage Fesrusiudeyaaingldnunmaeidiinuisiduuey
< ! v S o v ad 2 v 1 -
Aulgdlsaustegntas 1 a3a 91u3U 200 AU MEITNAVTBLAINUUUABUNIUNIUNIED
Y} ¢ & I A Y a ¢ . . ~
dernoaulal ntuanideyaiilauiinsiziiaunisannsy (Regression Analysis) Lo
AnudiussErinsLUsuLassUsnumelsunsudnsagunneata

HavInudeansliiiuitdnvuzvesiuledtudmasanissuiniulinga
Feanwaurvewivleddinaiusenaudie aunmarsauwma n1ssuianudiedent shdau
n1seenuuuIvled Anuvasadewaruloviennudududa dunissuianulindasy
danaludenruiianala auaedndnd wazauaslalunisassiesinluinan Tuvuei

'
a Va v Y =

MNEnwalvemIAUAIdusensAnw it luanAde dlddamaion1ssuinnnulinea us
\Wesannguiiegrsiinausuuasuaiuiy dulngilunquiiedaniionysening 25-35 Y
wazdignuanele sewing 30,000 — 50,000 vm Fudunqueieensnfiselaligunnisdemaly

msdndulasesiouinlswusy Fgnddumnnersazinnsanifadesusandundn Tnedile



(2)

o =

Adadan ndneaiveelsawsuunidn ¥lvuanisideludruvesnndnuainsiduardul

YALIU

a

nuidelusuienmisAnuiadedu Wy $1A1 AUANAT 1SENITUBNLAIWUY

| [
v = A

Unaeurn sudutadenisdunatsg nuidendmaneniiunslalunisdeduniazuinig

v
av v A

WuLReiy udTeddldiudatadesunindnualnsdusdeilauitendneinatlade

FINANNUBY MIUNANITIFULANIDIANNFUNUS TN UTENINA NN BAINS1AUA LAY

ANUFlaluN1SIRIRIinaaulay

AdAey: dnwazesiuled nmdnvalnsdua anudslalunisie



(3)

Independent Study Title IMPACT OF WEBSITE CHARACTERISTIC, ONLINE
TRUST, E-LOYALTY, E-SATISFACTION AND BRAND
IMAGE TO ONLINE HOTEL BOOKING INTENTIONS
Author Miss Supakorn Chinnawoot
Degree Master of Science Program
(Management Information Systems)
Department/Faculty/University Management Information Systems
Commerce and Accountancy

Thammasat University

Independent Study Advisor Associate Professor Nitaya Wongpinunwatana, Ph.D.
Academic Years 2015
ABSTRACT

Quantitative research on purchase intent was used to study booking
intention for a hotel website in Thailand. Data was collected by social media online
questionnaire. Samples were 200 visitors to the hotel website. Regression analysis on
the data determined the relationship between variables.

Results showed that website characteristics affect the perception of trust
and contribute to customer satisfaction, loyalty, and booking intention.
Characteristics include quality of information, ease of use, website design, and
security and privacy policy. Brand image did not affect online trust. This may be
explained by the fact that most samples were aged between 25 and 35, with
moderate salaries from 30,000 to 50,000 baht monthly, who valued price over brand
image. The samples indicated a relationship between coherent brand image and the
intention of booking online. Future research might examine other factors affecting

purchase intention such as price and word of mouth.
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