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ABSTRACT

This research aimed to study factors affecting digital service loyalty via self-service technology of
the chain hotel business. It was quantitative research. The instrument was a questionnaire. The samples
were 175 customers with experience in self-service technology of the chain hotel business by simple
random sampling. Statistics used in data analysis were descriptive statistics and tested the hypothesis by
using enter simple and multiple regression analysis. The results showed that perceived enjoyment had the
most influential factor that positive direct effect on customer satisfaction, followed by expected efficiency,
respectively. And Customer satisfaction also positive direct effect on digital service loyalty via the self-
service technology of the chain hotel business. The results of the research model could explain the
customer satisfaction at 75.20 percent (R* adj = 0.752), and digital service loyalty via self-service technology

of the chain hotel business at 68.90 percent (R? adj = 0.689).

Keywords: Digital Service Loyalty, Self-Service Technology, Chain Hotel Business
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