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Abstract

The objective of this study was to analyze the components and structural equation
model of tourist loyalty in Hat Yai District, Songkhla Province. Hat Yai is currently a thriving
city in the lower southern region of Thailand, known for its multicultural diversity, significant
religious variety, and crucial transportation hub. These factors make Hat Yai a major destination
for international tourists. The sample used in this study comprises 400 Malaysian tourists.
Confirmatory factor analysis and Structural Equation Modeling (SEM) were employed in the
analysis. The study's results indicated that the most substantial direct influence on tourist
loyalty came from tourist satisfaction, with an effect size of 0.85. This is followed by the
destination image, which had an effect size of 0.23. In terms of indirect effects, it was found
that Malaysian tourist loyalty was indirectly influenced by tourist satisfaction through the
destination image with an effect size of 0.78. The overall fit indices indicated that the model
aligns well with the empirical data. The average variance extracted (AVE) values ranged from
0.70 to 0.76, while the composite reliability (CR) values ranged from 0.89 to 0.91 (Chi-square/df
= 1.26, P-value = 0.12, RMSEA = 0.03, GFI = 0.98, AGFI = 0.97). Therefore, the government
should implement policies to promote tourism by developing comprehensive tourism
development plans and enhancing the diversity of tourism formats. This can be achieved
by promoting the development of new tourist attractions and encouraging greater community
involvement.
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Figure 1 Conceptual Framework and research hypothesis
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Table 1 Data Collection
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Lee Gardens Plaza 100 Destination Image 11 0.92
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ASEAN Night Bazaar 100 Travel Satisfaction 13 0.79
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Table 2 General information of the travelers.

Variable Variable value Quantity Percentage
Sex Male 169 42.3
Female 231 57.8
Age 1) 13 - 20 years 97 24.3
2) 21 - 30 years 173 433
3) 31 - 40 years 103 25.8
4) 41 - 51 years 27 6.8
Education level 1) Junior high school 3 0.8
2) Senior high school 64 16.0
3) Bachelor’s degree 298 74.5
4) Postgraduate degree 35 8.8
Occupation Student/Undergraduate 143 35.8
Employed 236 59.0
Unemployed 18 4.5
Retired 3 0.8
Status Single 259 64.8
Married 141 353
Averaged revenue 1) Less than 5,000 317 79.3
per month (RM) 2) 5,001-7,500 33 8.3
3) 7,501-10,000 28 7.0
4) 10,001-15,000 22 5.6
Total 400 100.0
An Analysis of Figurative Language and Values oatY-a{Uatalul 913
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Table 3 Mean and standard deviation of the data

Observable Variable X S.D. MIN MAX Interpret Result
Destination Image 6.01  0.430 4 7 Mostly Agree
Tourist attraction 6.03  0.340 3 7 Mostly Agree
Uniqueness 6.05 0.249 3 7 Mostly Agree
Impression 6.01 0.339 3 7 Mostly Agree
Travel Satisfaction 5.89  0.420 3 7 Mostly Agree
Security 4.66 0.296 2 7 Agree
Facility 4.96 0.279 2 7 Agree
Travel experience 590  0.271 2 7 Mostly Agree
Travel Motivation 599 0.285 5 7 Mostly Agree
Quality of service 6.02  0.228 3 7 Mostly Agree
A physical response 595  0.275 2 7 Mostly Agree
A new encounter 5.89 0.238 3 7 Mostly Agree
Loyalty to Destination 6.18  0.529 3 7 Strongly Agree
The intention is to return to travel 6.11 0.449 3 7 Strongly Agree
Positive advice 6.18  0.259 2 7 Strongly Agree
Willingness to pay 6.17  0.715 3 7 Strongly Agree

M3 3 WU Rshieuemienesinulsdanavesinvieniisadedifigamne
Uanenaiisnemelve) Sinasan nanisiesisisudsdunanuin anadednilvavesiiuys
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Fanelavesinviosdiunildnade whiu 5.89 (5{’3LL‘LJSLLN@QI%]‘UENﬁﬂViENLﬁ&J’Jﬁﬁ’]LagEJ WAy 5.99
warfulsanusnivesnviosiieafinads whiu 6.18
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A15199 4 Model fit testing

Factor convergent Discriminant
Latent variable Internal components WVE g

Loading validity validity
. inati Tourist attraction 0.53
1. Destination 0.72 0.91
Image Uniqueness 0.63
Impression 0.54
. Securit 0.91
2. Travel Y 072 091
Satisfaction Facility 0.74 0.57
Travel experience 0.82
LT uality of service 0.89
3. Travel Quality 070 087
Motivation A physical response 0.73
A new encounter 0.72
4. Loyalty t Willingness to pa 0.69
o'ya .y ° : Py 0.76 0.89
Destination Positive advice 0.81

The intention is to return 0.91

NN 4 wun A mnesduseneuresiiuUsltlunsfnyiegsening 0.54-0.91

'
=

Faduanimdnesiusyneunfauinndt 0.30 Fsdmeglunamifivunzey uenainiidefiansane AVE
fiAnesAusznaueyszining 0.70-0.76 Talupniminesduszneuiifinninnndi 0.50 Judupfimanza
AADAIUAT CR Vo4IAUTENBUNUINTIA1TE1INg 0.89-0.91 FallAn > 0.60 WifiansaunAadiang 3 di

anunsnaguladuusildlunisfinunlinnuindetouasipuiiemsatadiuun (Discriminate Validity)

Table 5 Testing the factors affecting tourist loyalty

Latent variable Observable variable SE t R®
1. Destination Image  Tourist attraction 0.63" 0.03 4.09 0.45
Uniqueness 0847  0.11 7.63 0.70
Impression 066~ 004 4.26 0.45
2. Travel Satisfaction  Security 0707 0.03 3.20 0.39
Facility 0.65" 0.03 4.15 0.46
3. Travel Motivation ~ Travel experience 078" 003 380 0.42
Quality of service 0.82"" 0.03 4.10 0.67
A physical response 0607 008 6.90 0.44
A new encounter 0697 0.03 3.00 0.52
4. Loyalty to Willingness to pay 0.69"" 0.03  6.09 0.52
Destination Positive advice 0.80" 017 4.70 0.64
The intention is to 065" 0.09 7.102 0.18
return

*p= 0.10, ** p= 0.05, ** p= 0.01
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Table 6 Relationship path analysis and hypothesis testing

Coefficient model

Model Hypothesi

impact < Relationship Structure ;?zi [;:;:z: lr;?;:it result
H, Motivation — Satisfaction 087 087" - Agree
Drect H, Image — Satisfaction 0.66 0.66: - Agree
Effect H, Image —> Loyalty 0.78 0.78*” - Agree
H, Satisfaction —» Loyalty 0.85 0.85 - Agree
. Motivation —» Loyalty 050 0507 - Agree
Indirect Image — Satisfaction = Loyalty 0.56 - 0.56™" -
Effect Motivation —» Satisfaction —» Loyalty 0.73 - 0.73" -

“p=10.10, " p= 0.05, " p= 0.01
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Table 7 Indicators of model consistency with empirical data

Statistical value Model Criterion Result
51.82 - -
Df 41 - -
X/df 1.26 <2 Pass
P-value 0.12 >0.05 Pass
RMSEA 0.03 <0.05 Pass
CFl 0.98 >0.9 Pass
TLI 0.97 >0.9 Pass
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‘ A physical response ‘ Motivation

‘ A new encounter ‘

Figure 2 Pattern of tourist loyalty towards tourist attraction in Hatyai District Songkhla Province
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