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ABSTRACT

The purpose of this research was to study the relationship and effect between
recognizing the excellent customer experience management perception and customer
loyalty of homestay customers in Thailand. The research instrument was a
questionnaire to collect data from a sample of homestay’s customers in Thailand.
Multiple regression analysis was used to analyze data. The results showed that
perception of service competence problem solving skills and customer’ s needs
attraction had a positive relationship and impact on customer loyalty. Therefore

homestay owners should focus on customer experience management, especially in
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recognizing their ability to provide services, problem solving skills, and attracting
customer needs by adopting marketing strategies to analyze understanding to meet
customers’ needs and customers satisfaction, solve customers’ problems quickly and
smoothly, stimulate customers’ needs by offering innovative service models, of

different and unique styles to make homestay more attractive.

Keywords: Excellent Customer Experience Management Perception, Customer Loyalty,

Homestay Businesses
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