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Abstract

In this thesis, | want to study the relationships between the customer’ s
resist intention with the hotel’ s service quality, customer’s satisfaction,
customer’ strust. | have mailed 388 questionnarires to the enterprise
which have contracted with the hotel around the Southern Taiwan Science

Park STSP and retrieve 151 shares but 141shares are validity only. For

analyzing statistics we use these methods: descriptive analysis, realibility
and validity analysis, factor analysis, One-way ANOVA, multiple
regressions analysis and so on to apply to this study.

According to the statistics analysis, we found out: (1) service quality
has obvioudly positive influence on customer’s satisfaction; (2) service
guality has obvioudly positive influence on customer’s trust; (3) service
guality has obviously positive influence on customer’s revisit intention;
(4) customer’s satisfaction has significant influence on customer’srevisit
intention; (5) customer’s trust has significant influence on customer’s
revisit intention; (6) customer’s satisfaction has significant influence on
customer’s trust.

In the management aspect, following are the two main results which
the study revealed: (1)the hotel should pay great attention to improve the
product quality and the service quality on the enterprise s market so that
increasing the enterprise s satisfaction. (2) Besides the satisfaction, the
hotel should gain the enterprise s trust importantly. That would be
increasing the enterprise s revigt intention. So the hotel must realize the
reason why the enterprise want to revisit and to improveit.



Finally, this study’ s results offered some suggestions for the hotel to
strengthen improve the reason of the enterprise s revisit intention when
the hotel are finding out the new enterprise

Keywords service quality, hotel, customer satisfaction, trust
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