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The Model Structure on Hotel Brand, Service Quality Perception
and Choice along Intention of Use

Sang-Young Oh"

2 & 59 7S A Hunol Gut AA AEE AlFstelor dvh B nddA Hu Hae Mujag
sfof gy e TEl AdE V1EL wfig ZEC St off, AT o), WA ol oo uet 39 Mele] 7]
EE 02, 39 JAER Pt & AFe olE 3¥ ol8Ate] olf dzol wet TE M=o 9 B4
sttt 24 WS 72 By FF S ot AAlEn A dake] BHL NG og, &4t olg, A
o8 Swof et 3 M St Gl AR veiyth I¥AY 39 e Azt B Mula AL wet
SRS AEshs 7Hde AdstAle £

Abstract Hotel companies have to offer well furnished of a lodging and a meal and must keep the best
customer supporting service. Because, customers have very strict standards and require fancy service to hotel
that they pay. The Customers have different criteria to select hotel according to their purpose such as
accommodation, banquet or convention. Hotel recognitions are also different along the purposes. I analyzed
effects of hotel choice by intention to use hotel of customers in this research. To verify the effects, [ used a
structured model by AMOS 4.0 This study results show that the customers chose hotel in accordance with their
intention of stay ; accommodation, banquet or convention etc. However, it is not significant hypothesis, that the
guests select hotel along the brand recognition or the service perception.
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