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Abstract

This research aims to study (1) the causal factors of market orientation, service quality
which influence organizational growth of 3-5 star hotels in Nakhon Ratchasima province and
(2) analyze the relationship between those variables. The sample unit used in this research was
243 management levels of the hotels. The data was collected by using questionnaire and analyzed
by descriptive statistics and inferential statistics of SEM by using computer software.

The research results showed that factor of market orientation consist of 3 variables;
customer orientation (0.927), competitor orientation (0.829), and interfunctional coordination (0.976),
factor of service quality consist of 5 variables; reliability (0.892), assurance (0.850), tangible (0.880),
empathy (0.871), and responsiveness (0.838), and factor of organizational growth consist of
4 variables; competitive advantage (0.857), profitability (0.892), increased market share (0.795),
and constrain value added (0.830). Furthermore, the structural equation model analysis of causal
factors influencing organizational growth of 3-5 star hotels in Nakhon Ratchasima province found
that the model was suitable with the empirical data (xz/d.f. = 1.1315, p-value = 0.2427, CFI = 0.998,
TLI = 0.997, RMSEA = 0.023 and SRMR = 0.016).

The research results showed that the factor of market orientation has direct positive
relationship with the factor of service quality and the factor of organizational growth; the factor
of service quality has direct positive relationship with the factor of organizational growth; and the

factor of market orientation has indirect relationship with the factor of organizational growth.

Keywords: Causal factors, Organizational Growth, 3-5 star Hotels in Nakhon Ratchasima province
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