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Abstract

The purpose of this research was to develop and validate a causal relationship model of destination
loyalty in the eastern region of the Thai tourists. The sample derived by means of simple random sampling
from those who had watched the television commercial “Better Sa-med” and had informed about
environmental quality report of Sa-med Island after oil spills from marine science expert (comprised 400 Thai
tourists at Koh Sa-med, Rayong Province during July 20-27, 2014). The research instrument was a
questionnaire. Descriptive statistics were generated using SPSS; causal modeling involved in the use of
LISREL 8.80.

The results indicated that destination image and perceived value had a direct effect on destination
loyalty of Thai tourists. Meanwhile, destination source credibility had an indirect effect on destination loyalty
of Thai tourists through destination image and perceived value. The proposed model was consistent with the
empirical data. Goodness of fit statistics were: chi-square test = 88.69, df = 72, p = .09, GFI = .97, RMSEA
=.02 and SRMR = .03. The variables in the proposed model accounted for 55 percent of the total variance of
destination loyalty.

In conclusion, destination image and perceived value were the main causes influencing destination
loyalty of the Thai tourists, while destination source credibility was accounted as a mediator.

Keywords: destination image, perceived value, destination loyalty, destination source credibility
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