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Anyn3de dedl (1) Wefnwimulsvesnismaaidsdiiusnnuagamunwmslimsuinisidesadonis
Ainneidaindyanalufimnuindlunsiduivssgnamnssnadesdendulsemelng (2) e
Anwndniwavesmsnaiadsduiusamuazannimnislnisuinmsiidssaienisiinseiiduandiu
yanaludsanuinilunsduivesgaamnssuadssdianslutsemelng uaz (3) ilonsasiagy
wuudtassweansaandsduiusnimuazganinnnslinisuinsiidsadon s esiduindiy
yanaludsanuindlunsdudvesgramnssuedosdonsluussmalng iothunfmunnseuluiin
v0am 1ol idendiiifunsidouuunaunaiu (Mixed Methods) uasiinnfiusiusudoyade
wuvaouaw nauUszrnslunsidoadedl fe fldindesdronsdiniuionin $1uru 500 Meuas
Ansendeyalasldinaiian1siasieilumaaunislaseaina (Structural Equation Modeling: SEM)
HANTTITY WU NIIRAIALTIFUNUSAINTBNENARENITIATIEMTIUINAIUYAAS HaZNITARIALT
fuiusnmddnnadennuinilunsdudl wazn1sinseRduindiuynnavesgnaidnsnase
HaansUa1en9AuinAlunsdud wazamunInveenshiusnsiansnadon1siAT1mBauInEI
UAAR LarAMNINUBINITIIUIN1sHBvENasdenuAnalundum

ANEATY | NINAIATFLTUEAIN , AAIMNSIANITUTNNT, MTIATIwATIUINAILYARS, AIIUANA
AENTIAUAT LATENAMNTTULASDIEIBY

Abstract

This research topic is The Relationship Marketing and Service Quality Influencing SOAR
Analysis through Brand Loyalty in the Cosmetic Industry of Thailand. The research objectives:
(1) to study the factors of the Relationship Marketing and Service Quality Influencing SOAR
Analysis through Brand Loyalty in the Cosmetic Industry of Thailand (2) to study the Relationship
Marketing and Service Quality Influencing SOAR Analysis through Brand Loyalty in the Cosmetic
Industry of Thailand (3) to construct the model of the Relationship Marketing and Service Quality
Influencing SOAR Analysis through Brand Loyalty in the Cosmetic Industry of Thailand. This
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research approved Mixed Methods by using 500 questionnaires from cosmetics end users or
customers and data analysis applying Structural Equation Modeling: SEM to trial the hypotheses
including In-depth interview to confirm the results.

According to the results, the Relationship Marketing presented the direct effect to Brand
Loyalty as well as Service Quality had effect to Brand Loyalty. Moreover, the Relationship
Marketing gave the effect to SOAR analysis. The Service Quality had effect to SOAR analysis. The
SOAR analysis also effected direct to Brand Loyalty. Indeed, the Relationship Marketing and
Service Quality had direct effect on SOAR Analysis through Brand Loyalty.

Keywords : Relationship Marketing, Service Quality, SOAR, Brand Loyalty, Cosmetic Industry
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aunfgnudl 1 msnanadduitusnmidvinadonisiinneiduindnyanavesgnannngsy
irsesdrenUszmalne

aundgudl 2 msnaadeduiusnmildninadenuindlunsduiuesgnaivnssuiades
dre1ausemelng

aunfgudl 3 msnaadeduiusAMLaENNTIAT RS IUINdIUYARAYEIgNATTBYENAse
HadnsUa1enanNAnFlunsIdum

auAz i 4 aunmyesmsliuinsivinadenmslinneiiBauindluyanaesgnanngsy
irsesdrensUszmalne

aunigudl 5 aunmvesnsliuinisiviwasennufndlunnduivesgnamnssuiedes
dre1auszmelng

aunAgIud 6 nsmanaideduiusnmiidviwaienudndlunsdudvesgramnssuiaded
d1e1ausemelng TngnunTInTenidauIndiuyana

aunfgudl 7 aunmvesnsliuinisidviwaseanufnilunnduivesgnamnssuiedes
dre1ausemelng TngnunTInenidauIndiuyana

wurAauasngufiitieta

FAtelivinmsnumunnAaasnguiifineatesiunseamdeduiusamuazaaninnsli
msUinsTidmasenSeneiidainduyanaludmmuinilunsdudwesgramnssuieiesdions Tu
Ussnelng Tnefineandondel

nsmanLdaduiusn 1 (Relationship Marketing: RM) fin1sfienuliindu “nszuaunsdivia
fvuarnuduiug adrsmnuduiud Snwanuduiusuasimunanuduiug wazidedduideady
nszvaunmslunsiugeanuduiusiugniuasdinaysslomisnnioassnelflasdidmmnevosn
AUUITARNTRgUTTARA suunsrurunsiiinduldfonisfimehessmouunuiuuagyinuius
dtyayn” (Gronroos, 1994) mimmmL%qéi’uﬁuﬁmWﬁamqwiwmimamﬁaguuﬁugmmaqmia%ﬁq,
WauaznwAuduiusiognAl (Morgan & Hunt, 1994) nnmsanwndsl] nuesiusznevddy
Usznause 4 esduszneudie audiiguslnasud (Perceived Value) Ansgnifumaminua (Calculative
Commitment) AAKNRUNIIETSUA] (Affective Commitment) wazAuTesiu (Trust)

AMAINNTUINI ST uNTUTZIUAMLUANANTBIgNATEnIIAUAIAnTTlugauaR (E) uas
115303 (P) ¥93M15U3N59397deu0U (Parasuraman et al, 1994) ANAMANTUINNTANNITTUFVS
AuslaadumsiSeuiisussninenumaniavesnaninnsuinisiunisiuilunisdaeuuinisass
(Parasuraman et al,, 1985) lunmsnaaouidalszindiinduvedanagaaimasuinisilugnisin
LLUU@i@UﬁQMﬂ%&LLiﬂﬁlL%‘EJﬂ’j’] SERVQUAL (Parasuraman et al., 1998) SERVQUAL \Junnsinnninin
nslwusnsdidl 5 4R %amamqué’mmmU‘flugtlﬁiiu (Tangibility) fumanudniededndlals
(Reliability) f1un13meuaLeIRef3ULIN"T (Responsiveness) funslinuidoiudeduuinisg
(Assurance) wagmuMs3anuazilaguu3nis (Empathy)

MIBeTTilsuandiuyana (Rauls, lenna, usadunale, nadws) AenseunisAnidenagns,
nsTauL, wazmadufiindiiaunlng Jacqueline Stavros (Stavros et al, 2007) Bnvhs Atiedu (2012)
Fudumsinwuuuwanlaglinsinngiidaunduyananazqunisasn iessnuuunazyiuld
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6

N3PUIUNITINLRLBINagNSAUTUadldn1TIATIgBauIndiuyana 1ieTsyAufaens, Jduviad,
wazunuvesluadluauian aundnvisusuiuduiinleeddiusiuwasiudunasnianszuiunis
n1sfneildufied19udfeuifnish nslwmssiduindiuyana gninluldlunszuaunis
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Muunudinagns Mnnsinwiaded wuasdUsznoudidy Yseneuludae 4 esduszneu Idud (1) qa
uds (Strength) (2) Tona (Opportunity) (3) usatumala (Aspiration) (4) Hadws (Result)
Anufnfinensdud mneimannnginssdliguinedns manouaussiionuiu wazdy
nsvLINMstemsdaiiinannsdndulauisegslunisiansandedwesdifunnndmimsdud
(Chen et al,, 2014) Oliver (1999) l¥dlenuanudniliindu “nslistufiiinisindosgadndaies
nduinderteaiiuayududwieuinisilusausuegseiileduswian Asiisdelmannistodudn
MnLUsUAIRNG 9l iiYate s vinandoauneeudunisaatslafierafidnenimlunis
Wasuulamginssldfinmg nnisinwadel] wuesdusznaudfy Yseneudie 2 ssfuszneude
ANANATUATIAUAIMIGIUNGANTTY (Behavioral Loyalty) hag A21uAnAluns1duninisniuy
AN (Emotional Loyalty)
NnmAfeansaaesUuuuassmsnaindsduiusnmiasAanmslnsUInsidma
sonsinneidanindiuyanaludinnuindlunsidudvesgnaunssuiaiesdionslulsemelneds

AMnUsznaun 1

auamii Inniuf PV
Perceived Value

amumniumangra CC

Cakulative Commitment

nnawm

anugmimuesue AC
Affective Commitment

Wamniusnm
Relationship Marketing

RM

anusou TR ¥
Trust

¥ ST strength =
v a Anmganssy BEH
= ~ P M
Tomar OP opportunity —_— minIgn sl / Behavioral Loyalty
= I Fandrmynna FORTIIM
wsniumale AP aspication [ Brand Loyalty \ —
- _— SOAR BL Fwmwian ATT
Auiudios Loyty
mwdugsisy TY

Tangibility

UMMV

amuivedo1HHnls RY
Reliability

msliiuing
Service Quality

sQ

nsaovauowogni RL

Responsiveness

mshinnuvenudognd AS  p/

Assurance

nsfinuazilegnd EM
empathy

AT 1 LARINTOULUIAAUDINISANENITY

sULUUN1539Y

n5¥ensilifunsidonuunannay (Mix Method) FEMINNTIVUYIAUAMN (Qualitative
Research) uagn1533i8eUsunal (Quantitative Research) Usernsuazngudiegi
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2 nqud1agns meideadedl AfesauiiuAnuaingninilléiniesdiansdmvguaiiani
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indefioundu fudu Sununguiedililunisiseedsd widu 500 feeh
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wuuasunueaulal (Online Questionnaire)
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nanseTgilinandauan nui Adedaunaundudthisenndosiuteyaidasedne
viselidulumuinaeifidvunl’ Tnefansannaadaiisuald Ao A1 = 111.58, df = 84, p-value
= 0.024, CFl = 0.97, GFI = 0.96, AGFI = 0.96, RMSEA = 0.026 uag SRMR= 0.039 Sapnadafidnfny
unsadslsiunasiauiidiuely fadu ifedddsdunsusuluma (Model Modification) #ag
nsufumafimeslneuseuliiounasdonnasdowulagviranunanndeuduiudiuld wams
Anneiidvdanunaunduvedinalassiumdsannigideldiudunsuiulng wui lieadainu
aonndasnaunduiutoyadesindlasdmdrianunauniu 6 iifiiunusinissousy Ao
il /df = 1.22, CFl = 1.00, GFI = 0.97, AGFI = 0.96, RMSEA = 0.021 @z SRMR = 0.039 Fsaguleadn
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wansIduldsdl

1.1 nsnaadsdusiusanddvinadonisiinngidsuandiuyanaesgnainssiases
d1eUsemAlng wud N1IRAIARNAURLEANIBVENAR DN TIATILRTIUINAIUUAARYRIRAANYNTTY
\3esdonsussmalng Ta1 tvalue Wiy 12.71 Faflrnunnnd erediddi (tvalue) Ao 2.56 Feaguld
1 nsmandsduiusnmilninasensieeidiindiuyanateseamvnssuiaiesd1sUsEIne

'
aada [y

Iy egnsfiduddgeadanszau 0.01

[ =
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