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Abstract

The objective of this research is to examine the effect of brand loyalty development strategy
on organizational of success of Hotel businesses in Thailand. The study sample included 170 hotel
executive of Hotel businesses in Thailand. The data were collected by mailed survey and were

analyzed by statistical techniques including multiple correlation analysis and multiple regression
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analysis. 1) The results show that brand loyalty development strategy in aspect of brand recognition

has a positive effect on overall organizational of success and all dimensions of organizational of

success including customer satisfaction, customer retention, and customer increased. Also, 2) brand

loyalty development strategy in terms of brand commitment has a positive influence on overall

organizational of success and all dimensions of organizational of success including customer

satisfaction, customer retention, and customer increased.

Keyword : Brand loyalty development strategy, organization of success and Hotel Business in

Thailand
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