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Abstract

The purposes of this research were to study the impact of service innovation and service
quality on repeat patronage among guests of five-star hotels in Chonburi province. Data were
collected through questionnaires from 400 Thai tourists who had previously stayed at five-star hotels
in Chonburi. Descriptive statistics, including mean, standard deviation, and percentage, were used to
analyze the levels of service innovation, service quality, and repeat patronage trends. Additionally,
correlation analysis and multiple regression analysis (MRA) were applied to investigate the
relationships and influences of service innovation and service quality on repeat patronage.
The results indicate that the key factors significantly affecting repeat patronage include process
innovation, marketing innovation, and employee empathy. Among these, process innovation (B =
0.412), such as mobile check-in systems, Al chatbots, and hotel automation, had the strongest
influence. This was followed by marketing innovation (B = 0.287), including promotions, loyalty
programs, and customer relationship management (CRM), and service quality in terms of empathy
(B = 0.243), which highlights the importance of friendly and attentive service in fostering customer
satisfaction and loyalty.
These findings suggest that five-star hotels should prioritize the integration of digital innovations along
with the continuous improvement of service quality to enhance customer experience and increase

repeat patronage sustainably.
Keywords: e-learning; Self-Directed Learning; National Legislative Assembly
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