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ABSTRACT

This research aims to study the causal factors and analyze the relation of causal factors
that influence customer loyalty of 4 -star hotels in Bangkok as well as comparing customer
loyalty level classified by nationality, and the purpose of using the service. The example group
is 303 hotel’s customers. Collect the data by using a questionnaire. Analyze the data by
descriptive statistics and inferential statistics using the structural equation model by computer’s
program. The analysis result of the confirmatory factor analysis found that the goodness of fit
index complies with the criteria. (X*/d.f.=1.77, CFI=0.99, TLI=0.99, RMSEA=0.05, and SRMR=0.01).
Therefore, the causal model is consistent with empirical information. The result of causal factors
analysis found that market orientation factor has a direct positive influence on customer loyalty (0.227)
and has an indirect influence on customer loyalty through innovation and service quality (0.693).
Therefore, market orientation has total influence on customer loyalty is 0.920, which is a statistically
significant influence at the level of 0.05. It also found that foreign tourists have higher average
customer loyalty than Thai tourists and tourists who have the purpose of traveling or relaxing
have higher customer loyalty than the tourists who have the purpose of business contacting,
meeting or seminar.

Keywords : Causal factors, Customer loyalty, 4-Star hotels in bangkok
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Acceptable  Observed

Fit Index Type Fit/No Fit
Value Value
Chi-Square/Degrees of Freedom (X*/d.f.) <200 1.7686 Fit
Comparative Fit Index (CFI) <095 0.994 Fit
Tucker-Lewis Index (TLI) <0.95 0.990 Fit
Root Mean Square Error of Approximation (RMSEA) <0.05 0.050 Fit
Standard Root Mean Square Residual (SRMR) <0.05 0.011 Fit

*** p<0.001
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2. Namﬁmeﬁﬁwﬁwa@amma FINN19N 2

M19197 2 HANTIATIENBNTNALTIAWA)

fruUsna
ﬁ"JLLUiLWJ Innovation Service Quality Customer Loyalty
Direct  Indirect  Total Direct  Indirect  Total Direct  Indirect  Total
Effect Effect Effect Effect Effect Effect Effect Effect Effect
Market Orientation ~ 0.979 - 0.979 0.758 0.200 0.958 0.227 0.693 0.920
Innovation - - - 0.204 - 0.204 0.252 0.095 0.347
Service Quality - - - - - - 0.466 - 0.466
R? 0.959 0.920 0.870

9INAN5197 2 WU Mafanaadidvinanansadsuindeuinnssa AaAMYBINNTUINS
warAIINITNANAYRIGNAT (0.979, 0.758 Uag 0.227) MUaIAU WinnTsudaninaniemsudain
ABAMNINYBINITUINIT UAAIUINANAYRIGNAT (0.204, 0.252) MUAU AMAINYBINITUTANS
fi3nswannansadauinsenuasinfniveagndn (0.466) uenaini anuasindndvesgnéndalasy
BVENANDBUIINNTHINANEIUUTANTTUUALAMNINYDINITUIAS (0.693) i QUEHAEERIERR
avisnalagsausianLasininAvesgnAviniy 0.920 aeeTifd N eadniszau 0.05
3. wamsUSeuisussiummneninfvegniduunadamivesinvieuiien uasingUszasd
Tunsidnanlivins fnsei 3

M19199 3 WisulsuAasANasindnAvesgnAImeLaE Y IR

NANAIBENS N X SD t p
13y 112 3.307 0.967 .
oL -6.183 0.000
YNIANYIR 191 3.927 0.559
* p<0.05

PN 3 WU Tnviesigrmewasnviaaiieny s 1R Tlsea urnuUass NANANLWNA 1L
st alidedAgymeadiifsedunnuweiiu 95% lneymamatanuassndnianiiuilne (X =3.927,
3.307) @UaINU

M19199 4 WSsuiguARReANasinAnAvesgnAkuna L TngUITasalunsidnlduing

Ss df MS F p
FENINaNgY 55.097 2 27.548 61.235° 0.000
melungy 134.965 300 0.450

394 190.062 302

* p<0.05
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* p<0.05
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