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ABSTRACT
The purposes of this study is to study the causal factors influencing the loyalty of

commercial banks' customers in Sakon Nakhon municipality, Sakon Nakhon and to examine
the partial least square structural equation that loyalty of commercial models banks' customers
in Sakon Nakhon municipality. Taro Yamane formula was used to find the sample size with
an unknown population of 385 samples, reserve a loss of 15 samples total of 400 samples.
The sampling group was classified by consumers in commercial banks. The questionnaire
was used as the data collection instrument. The statistical analysis used for analysis consisted
of percentage and Partial Least Square Structural Equation Modelling (PLS-SEM).

The results indicate that perceived service quality has a significantly positive effect
on perceived value (b=0.6187, p<0.000), has a significantly positive effect on customer satisfaction
(b=0.5960, p<0.000) but has not a significantly positive effect on customer loyalty (b=0.0859,
p<0.060). Perceived Value has a significantly positive effect on customer loyalty (b=0.2624,
p<0.000) and customer satisfaction has a significantly positive effect on customer loyalty
(b=0.4421, p<0.000). For the result of examine the partial least square structural equation that
loyalty of commercial models banks' customers in Sakon Nakhon municipality. The results
reveal the reliability and validity of the Measurement Model (Outer) and Construct Model (Inner)
path model.

Keywords : Customer loyalty, Commercial bank
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AduUseanSIdunIa Path Coefficient YU, LAIBIANNE ey p-value Hair, et al. (2010)
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Dijkstra
Joreskog’srho  Cronbach’s
Indicator Loading VIF AVE Henseler’s
ho(DA) (Pa) alpha(Q)

Perceived Service Quality (QUA) 0.5794 0.763 0.8463 0.759
QUA1 0.7774 1.4769
QUA2 0.7829 1.5966
QUA3 0.7266 1.5013
QUA4 0.7565 1.3832
Perceived Value (VAL) 0.5248 0.8527 0.8850 0.8482
VAL1 0.6705 1.5911
VAL2 0.7047 1.7419
VAL3 0.6530 1.6232
VAL4 0.7284 1.7492
VAL5 0.7799 2.3138
VAL6 0.7965 2.4068
VAL7 0.7264 1.7382
Customer Satisfaction (SAT) 0.5908 0.8623 0.8964 0.8613
SAT1 0.7999 1.9268
SAT2 0.7837 1.9985
SAT3 0.7685 1.8664
SAT4 0.7706 1.7691
SAT5 0.7576 1.7451
SAT6 0.7297 1.6047
Customer Loyalty (LOY ) 0.5633 0.8934 0.9114 0.8887
LOY1 0.6950
LOY2 0.7716
LOY3 0.7080
LOY4 0.7286
LOY5 0.8290

HANTIATER 2835 PLSSEM uUadlu 2 du Ae wuusaesmsTa (Outer model i® Measurement model)
warkuUs1ae9lAs9a$13 (Inner model %38 Structural model) @7ufl 1 wuus1aein133A (Outer model
739 Measurement model) #21584197NA1 Loading Wu31 AUsuie Quality 31A" Loading U89 Indicator
oEj51 0.7266-0.7829 fif VIF ogj539rin 1.3832-1,5066 fif1 AVE 8t 0.5794 fiein Dijkstra Henseler’s ho
PA E)§JJ"17‘1I 0.763 i@ Joreskog’srho (Pc) E]ngﬁ 0.8463 1iA1 Cronbach’s alpha (Q) Elgj'ﬁl 0.759 AawUsua Value
AN Loading 984 Indicator eej5eming 0.6530-0.7965 A1 VIF eejsyming 1.5911-2.4068 if1 AVE agil 05248

a

A1 Dijkstra Henseler’s rho (PA) a8l 0.8527 §iAn Joreskog’stho (P @ngﬁ 0.8850 #A" Cronbach’s alpha (Q)

L]

9ej71 0.8082 FauUsurls Satisfaction i1 Loading ¥84 Indicator 8521319 0.7297-0.7999 81 VIF g 5e11s
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1.6047-1.9985 161 AVE a¢jfl 0.5908 16 Dijkstra Henseler's tho(DA) ajfl 0.8623 i1 Jreskog’siho (Pc)

kYl

EJE‘J:ﬁI 0.8964 A1 Cronbach’s alpha(Ql) eefi 0.8613 waz FauUswHs Loyalty S Loading a4 Indicator

01521119 0.6950-0.8290 316N AVE 8l 0.5633 fiein Dijkstra Henseler's tho({DA) agjfl 08934 i Joreskog’stho

(PO 887l 0.9114 A1 Cronbach’s alpha(Ql) Bgjfi 0.8887 MNAT T 3

A19199 4 ALRae E‘i’JuLﬁ‘c’NL‘LJummgm kaig Discriminant Validity: Fornell-Larcker Criterion

Construct QUA VAL SAT LOY
Mean 4.0081 3.9684 3.7846 3.7694
S.D 0.5578 0.5406 0.6234 0.5849
QUA 0.5794
VAL 0.3828 0.5248
SAT 0.3552 0.4998 0.5908
LOY 0.2618 0.3944 0.4607 0.5633

RNNITNT 4 HaMTIATIEI Anaie WUl ndaudsul Sssduenuiiuieeguseauinnyimun

Il Quality davuwuuiadeuInfign Av 4.0081 599a311A8 Value HAziuwaiy 3.9684 Satisfaction

= a

frzuuuady 3.7846 uay Loyalty dnzuwuuiady 3.7694 dosiiannuanu
NAN133LAIIEH Discriminant Validity a18@di@ Fornell-Larcker Criterion Wu31 A1@WdNNUS
TENINAMUTURS QUA 8¢9l 0.5794 1101 Aranduius senInedbusuia QUA fudiudsdu q

ANEANALNUSTEWINAMUTURG VAL 0891 0.5248 11711 ANE@RAUNUsIzriadanusuels VAL Ausidsou 9

Y

ANANAUNUSTENIWALUIURG SAT 0891 0.5908 U1AT1 ANERAUNUSIZHINAWMUIURG SAT AUFUTDU 9)

]

'
a

AavdiussEnInwILUTU LOY agl 0.5633 111791 Anavdiiussevdidiaudsurs LOY fusuusdu 9

M3197 5 A nuuuiaedlag sy

Goodness of model fit Goodness of model fit

(Saturated Model) (Estimated Model)

Value HI95 HI99 Value HI95 HI99
SRMR 0.0671 0.0466 0.0485 0.1009 0.0528 0.0567
duLs 1.4613 0.7064 0.7651 3.3101 0.9047 1.0461
dG 0.4789 0.2352 0.2493 0.5649 0.2338 0.2479

91NA31971 5 WU Saturated Model fiA1 SRMR a8l 0.0671 fid dULS agil 1.4613 ilAn dG

o871 04789 dwFU Estimated model fie1 SRMR gl 0.1009 e dULS eeffl 33101 §iein dG gl 0.5649
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AN 2 FHILUUINABIFUNISTLASIASN

MFIATIEY Inner Model AATanaNAELUsEaTSIEUN (Path coefficient) Tnglydnswaniemss

(Direct effect) iailun1svagouauufigiu nan1s3nszinud Mudsnissuinmaimnisuinig

Y

1% ' ' = o w

1nSnananssion1ssuinuA1ag1sltudAey (b=0.6187, t=19.2155, p<0.000, f*=0.6203) A1 R?

087l 0.383 M3FuiRunmnsUEnsiidvisnamsmsserufianslavesgninesnaiituddy (b=0.5960,
t=18.4954, p<0.000, =0.5510) HA1 R? ag’ﬁ 0355 M3TUIAUMNMIUINSHBVENaMImIwarNassnang
Yo lfu3niseeelifideddny (b=0.0859, t=1.8798, p<0.060, £*=0.0085) M3IFUITINUAILBNENAN1INT
AeANRsInAnAresEldusnsedlituddey (b=0.2624, t=5.243, p<0.000, f=0.0617)uazAutHElY
YognAIIBNENaNIIMTIaAUINANAvelduIN1seE1ailTud Ay (b=0.4421, t=7.813, p<0.000,
£20.1828) lowfivaanuanduusyansidums e R 9gj71 0.509 SeduFsaifuayuansRgiui 1, 2, 4 uaz 5

dmsuandgiui 3 ldlasunsatuayu

A13197 6 VAADUALNAFIUIMNULUUTIARIATIATI

Effect Size Direct Effect Size
Path -
R? fuuRgIY
Coefficient Direct Indirect Total tvalue p-value Cohen's f2
QUA P VAL 0.6187 0.6187 0.383  19.2155 0.000 0.6203 YONTU
QUA —»SAT  0.5960 0.5960 0.355 18.4954 0.000 0.5510 HOUTU
QUA —»LOY 0.0859 0.4258 0.5117 1.8798 0.060 0.0085 ‘LJﬁLﬁﬁ
VAL—» LOY  0.2624 0.2624  0.509 5.243 0.000 0.0617 HOUTU
SAT & LOY 0.4421 0.4421 7.813 0.000 0.1828 YONTU
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