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Abstract

This research aims to investigate the customer loyalty model of Adhesive Tape
Business in Thailand. This research was mixed methods approach: qualitative and
quantitative research design using convergent parallel design. The online questionnaire
used as an instrument for collecting data from 340 customers of Adhesive Tape
Business in Thailand and used interview questionnaire as an instrument for collecting
data by in-depth Interview from 20 executive and experts in product management of

Adhesive Tape Business in Thailand. The variables consisted of two endogenous latent




variable: customer satisfaction and customer loyalty;, and three exogenous latent
variable: service quality, service innovation, and brand image. These latent variables
were measured by 17 observed variables. All the composite reliability values ranged
from 0.741 to 0.769. Data was analyzed by SEM.

The results show that quantitative research and qualitative research are
consistent. In addition, the results indicate that the highest level factor influencing the
customer satisfaction directly influenced customer loyalty. Moreover, subordinate
highest level factor influencing the service quality directly influenced customer loyalty.
Additionally, the results of this study indicate that customer loyalty model of Adhesive
Tape Business in Thailand was in congruence with the empirical data. This model

exhibits goodness of fit.
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AUANAYBINAT (Customer Loyalty)
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WIANTINUINTT (Service Innovation)
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wuzi advayulvedudeniula (Manyanga et al., 2022) 91AN15MUNMIUITIUNTIUAIILAINELAYDS
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A5AUUN15IY (Research Methodology)
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Development, 2021)
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Suashegnsiavasuugaunluniseadsl s1uau 1,700 9@ (340%100/20) (Aaker, Kumar & Day,
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7 15 WuwuuineTEulsEnamwuuaAsy (Likert Ratio Scales) 5 szdiu Tnswuudeuaalariuns
m’maaummmaL%mfamﬁ’wmﬂﬁﬂ Index of Item Objective Congruence (I0C) ’i]’lﬂg\lij‘?f'EJ’A“U’lig 5
1y lnAAziu 10C Lwiazﬁzgfaﬁmmasujszmw 0.600-1.000 LLas;‘I’i%’sﬂﬁ”ﬁmwmmaaUﬂmmL%aﬁuLLaz
mdisemss Tnemsiesemmatgiunasuunduseve (Discrimination Power) luinadia item-total
Correlation Fanfaids fAs1unadauun () aysemaNg 0.606-0.740 Fefiamnnnrunamniseonsunis
NAFBUAIEIUIITIMUNLALAI 0.400 (Nunnally, 1978) wavmatenudetureuniasile (Reliability)
Tnelypnduuszansuear (Alpha Coefficient) maisaes Cronbach Iﬁhwé’mﬂizam‘éuaawqagjizm'w
0.855-0.902 &afiAm1unnnan 0.700 wanademnudesiuvanaiadle (Nunnally & Bernstein, 1994)
mnﬁ?u;ﬁ%’algﬁﬂﬂ'mnﬂaaummmamﬂmaa;w Tnefiansanainan Factor Loading veslasw@snaiis
5 faus HAneysemng 0.562-0.862 wazAn t-value ¥99A1 Factor Loading Sltadayyaafinyniiuys
LEnaEamsisERuAImeLisweunsslumsTanulasaEs1a(Chow & Chan, 2008) Wiefiasan
dafiiflrinmuidefiolavesinnstaFeamian Composite Reliability (CR) fianagszvang 0.741-0.769
FafiaiAunin 0.700 LLamﬁamiﬁmmL%aﬁalﬁmaqmm’f@ (Fornell & Larcker, 1981; Hair, et al,,
2010) uagswiinn Average Variance Extracted (AVE) ffnegseming 0.701-0.726 §siln1u1nnan 0.500
Lanslifiunimunsadesuunesaiiome (Barclay, et al., 1995) wazlaRansanmanduiusian
symnalastasnUIeIRlsEnauiiiusnfiaeuosa AVE Lm'awﬁl’aﬁmqqﬂimmué’mﬁuﬂﬁwmwa
Tassasnenniauys wanslmifiundarumsadsiuunasnafisans (Fornell & Larcker, 1981)
nsiiusausutaya
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yidelafununueyslasnisauuuaeunueoulaulusinguihesnsimunmiu Google Form
Lﬁ'amuﬁmu@ié’%’uLLUUﬁ@‘Ummﬁauyaaﬁmamﬁumﬁgﬁu FIUIU 340 YA $IUITHZLIAUAITIAY
sausau%a:ga 180 Ju Anidusnswansundusosay 20.00 Fslidnsmeundusesay 20 derdusniinis
nounduilegluinameen3ula (Aaker et al,, 2001)
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nAnSumvesgsiamUn lulsema Ssdianug arwannsndisswelunisluveyala (Marshall,1996)
Tnensnidendiossyiaslaledsnmadonuuuinizas (Purposive Sampling) Ltelnvayaidaiaudnda
Tuaunnudnivesgnarvesgsiamunrilulssmelng $1umm 20 au Sadusuuilvanudusesly

Y o

nstndunivas wasidunidaaaudfaunaninamd ivue dell 1) Wuri@eamgaiun1suinis

Y 9

a wva

wandua 2) Wuyeansiufifoulussduguins 3) fuszaunsailugsfamunnlulssinelng
luuesnan 1 9 Fedrununquiiesiseyluinamves Phothisita (2011) Na1791 M3 muadios1ay ln
funwnmsliuesna 15 fegauarluuosnii 8 feeng

wdasiloflrlunside yiselouuudunvaiislasasdunsdunisauuuiaisdn (in-depth
interview) LLﬁ%ﬂ’]iLﬁUi’JUi’JN%@iﬁaL%QQEMJW’I‘W Qﬁ%ﬂigﬁwwﬁaﬁamﬂwﬁwmﬁaiwﬁgmuqﬁum i
ﬁméamawu@ﬁ%%aﬁﬁm osueTngUszasrvInITIdouasUsslorudilafuainnisids wseuvieniy
auasaslavoslnteyadidny e lnvoyadidyduseslmihnisdunivalua yidedsduiunis
dunwal leAugndina ;;3%’8%§ué’u‘lmmimmuﬁwmm wazagudmeuiilasy eiduuuamidly
mssasnnunely seznatluntsdunisal aglanmussina 45-60 wiit wulaveyauiissmelunismey
naUsEaInnisISe (Douglas, 2003) LLaSLﬁa”Lé}mamﬁ%’aL%QU'%mmLLasmﬁé’m%a@mmwﬁsm;amga
Q%aaazﬁmamﬁ%’aﬁg@ 2 38 wiasananuaennassiulpgiiemamsitedaUinasndunaday

Lzt NanTIBBR A NIIRTaNANLaennaasiulularauuAgunallunTITe R Usuu

nAN13338 (Research Result)

NANTANYINITILLTIUTU

msfannunzanlnesin Mnmslesgiiiasanaudesrassadiaaiureyaifesydng
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GHHED Fuuszans A N3
Wune | T- value | dndula
H1  AunWNsuU3ng SdvEnavesmomuinfvesgnan 0.339* 2.391 R
H2 AN mMIEMIBvBNawsweruimelavesgne 0.343* 2.567 MR
H3  AEnuATIALAT ﬁ%vf‘ﬁwamqmqéaﬂfmﬁﬂ?\maqgﬂv;”l 0.260* 2.118 IRHGT
Ha  swdnuamsaumiBvammsmenudfimelavesgnan | 0.261% 2.561 MR
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