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Important Antecedents Influencing Customer Loyalty to Department Stores

in Bangkok.

Pawinee Thongyam

Abstract

The research objectives were as follows: (1) To investigate various aspects of
relationship between customers and department stores, i.e. awareness, image, self-
congruity, commitment and culture of department stores in Bangkok, and (2) To identify
important antecedents influencing the customer loyalty to the department stores in
Bangkok.

This study was a survey research that collected primary data by means of
questionnaires from a randomly stratified sample of 1410 department store customers in
Bangkok. The data analysis was conducted by means of frequency distribution, percentage,
arithmetic mean and standard deviation as well as structural equation modeling for testing
a causal relationship between independent and dependent variables.

The structural equation analysis revealed that awareness, image, self-congruity,
commitment and culture of department stores were important antecedents influencing
customer loyalty to department stores with the coefficient of determination (RZ) of 0.23 and

statistically significant at < 0.05.

Key words: Awareness, Culture, Customer loyalty, Department store.
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