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Abstract

The objectives of this research were to analyze 1) perceived value,
customer satisfaction, image, organization reputation and customer
loyalty from the effects of customer perceived quality; 2) customer
satisfaction, image, organization reputation and customer loyalty from
the effects of customer perceived value; 3) image, organization reputa-
tion and customer loyalty from the effects of customer satisfaction; and
4) customer loyalty from the effects of image and organization reputa-
tion. This research applied a mixed method research design of survey
and interview. The data were collected from 600 Thai customers who
used the hotel service and from professional interview. The results
found that the opinion on the overall effect of six variables was at high
level. In addition, the results of the test hypothesis found that the
model of influence on the effects of the customer perceived quality
on customer loyalty was harmonious with the empirical data, consider-
ing from harmony index, (= 163.20, df = 153, Y*/df = 1.066, p-value
=0.27144, CFl = 1.00, GFIl = 0.976,AGFI = 0.960, RMSEA = 0.011, SRMR =
0.019.
Keywords : Perceived Quality; Customer Loyalty
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SuiamunIn (DE=0.16, t-value=1.25) lui@enndeosduanufigiunsive
andnwaiuazdeidssesd nsldsudninaniemsaninnisanufianele
(DE=0.94, t-value=5.24) danndedivauufigiuuslilasudnsnaninssain
N53UFAMAM (DE=0.004, t-value=0.324) AuinfgnAnlasudnanams
AsIINnINaNwalkastaduseain1s (DE=0.72, t-value=3.54) @onaAdasiiu
auuAgunslilasudnsnanimssainauiisnels (DE=0.14, t-value=0.41)
liaenmdasivauufigiu wasnamIdvativayulinainnuaenasesiutoya
\WUsEanY fiansananan X2 = 163.20, df = 153, X* /df = 1.066, p value
= 0.27144, CFl = 1.00, GFI = .976, AGFI = .960, RMSEA = 0.011, SRMR =
0.197 fhaiifuUsnsuiaunmesuisanuilsUsusulinsuiauald
Jowar 83 MuUINSTUIAMAIN MsTuIAmAeSUIEAULUTUTINAILS
anuienelalisesar 91 dauusnisTuiamnin n1sfusRuALazAL
flanelasduneanuuUsusususnménualiarieidesesdnsldtesas 90
uazsLUsMsuiaanm mssuiaam anwitanela Mwdnualuazieides
9aAN1TEsUIEAILUTUTINMIMUSAUANAgNAlATeaY 66 uazaTUNaN1S
v UANNAgIUlFF I I197 2

M54 2 asUNANTNAFRUANNFATIY

AUNRFIU t-value NANSNAFRUANNAFIY
H 1. PQ —> PV 8.27 YRUTUANNRAFIU
H 2. PQ  —> Cs 1.25 Liyausvauufigu
H 3. PQ —> IM&RE 0.324 Liyausvauufigu
H 4. PV —> S 5.92 gaNTUANNAFIU
H 5. PV —> IM&RE 0.30 Llgausuaunmgnu
H 6. ¢S —> IM&RE 5.24 YaNTUANNAFIU
H7. cs —> CL 0.41 Tlwausuaunfigu
H8 IM&RE —»> CL 3.54 YUTUANNAFIU

215




NsaIssSUWNNY UKINeNaelnsn

xS0
l‘@)
21 6 UR 36 auuil 3 Auenau - SUNAU 2561 4@*

anUsgHauasunasy

HAININITTaTUAYUIILAALTIEVANAN TENUYDINTTTUIANAINYDS
anA1rBANANAYeIgNA1 HI1uMIKUINITSUIAMAT AduTianalagnen
aménwaluazdeidesesdnng edunelei

N155uRuAMENaNTENUBNITTUIAMAT InsizAuAlun1TTUSVes
anfnaAnseiiiegninianindailésuannmanlduimsldnnninduruiiane
vennnianumanisiadly lihasduiudnuasnisnisnin faunse
$u§ wpaiulddeanuan vidonnnsuinisiildunnwinauiausidund
umulugenAdoIuUIde Tedeja (2008) WazuUIAAUDY Parasuraman et
al. (1988) fiimssuipamvesgniaziindeiloldiudvsnannnissuiu
uifinuamuinsuiaunmlifnanssnusenudfionela nmdnwaluas
Fordesasdinig mszdafEsilasuanmanlivimsasanaghifdnmelavie
viliAnandnwaiazdoidsaifmmelsausudulussdufefufufif
fumusnesuimusddlifirnuuaniwaziussusiagd fn 9as e
B NMsTgnAuesiurEeNMsAsasTesBuaugniiusuaT e
lUfanmdnualuazdoidovaslssusuiu wivingndulduinisudod
Usrauntsaidaud Tidnaramelannmsliuinisilldfvesdsusudu de
Tdfnlng aeew vualfe sndhvaluardedosiufiasmelUdonndesiiy
Feveatundd avSean way U@ Mudseivg (2556) Inuiinisiuinm
amsnumuBetiold anwsiule nisquatelald uazmsnevausslifiag
duusiunmédnuaiuazeidesesinig

nsTuRAiINansEnUiaAILienalY InszanARzUSe UL UR LYY
fignfsrefuasdilasumndanumnzay dudn Mssudnudifaziia Tae
lwzyngnAnaeduLINnAsTignndesnisldsuainnisuimsisesnna
g wagynniduluanuanuaanis deents ilignAinanuiisnela
wardAndsmnduen masuinmaanmsliuimslunmsaioueiaziia
u donndasiunyitoves Deng et al. (2013) LazliulAnUDs Tedeja (2008)
flinmngnanlefuusraunsalfinninmsldauduazuinisuazsuslads




unfil 9 wansmnuMsSUSArUMWADaNAGEANIUNNGUELENATTSDISY 4 fia: 5 a1

The Effects of Customer Perceived Quality on Customer Loyalty Four and five Star Hotel

Usglowlitldannnindsiiane gninfaziAnanuwelauaghisdndenie uins
Sudpalifinansgnusonmédnuaiuarieldesesdnisnaizgninaziuou
WeuRuiiseAuadlasumndanumnzan Audr mssudanefziin s
ALuUYadlssHiinnsgIuAmUAN e lATEAUTDARElTILTL AILLAN
seseiuvedsusuenavilinislauuinisvesgndnsinetu Tnslamzgndni
Ailsdadosnaduvdniariimlazewesnmdnvaluasfoidosesdmsves
Tsausuyihlfnauaiignénlasuealiiviniu aeandesaiAdevss Huan & Ying
(2009) fiiMsfuinmuevesgnindinansenuseiuliosson mdnuaiiazde
\He909ANT3

awitsvelatinansenurenmdnualuazteideesins wsiznmdnwal
1naNMsiuiesAUsznoudnuazmenenmaeueniignAsusldsheies
vidoaindueniananyanaduitlideyain viliAndunmdnuaiuazdoides
aunanaifunnuaanisinunmédnualuazdeidemmunissus legndnd
Uszaunsal wazdulszaumsalfimiliAnaudfionels azsensulunm
dnualuazdordeaiiaaniannou widwszaumsaiflssuniAnduaiulsl
wola nwdnwaiardodesesdnisfazldifntunioidululuneiilad
#OAARDINUMUITBYBY Samaan (2015) wazluIAnUes Aday & Anderson
(1975 ) ieuwelavziBenlssiunmdnuaiosdnslufirmaientuusiei
wolaldfinanszyuduaudng msznsiignAanliuinnsvestsausuass
wnanaza iy Wy mdumun Wi wvhgszdusuand
Tssusudseg Mefufudsasulvuinmstnndedamngnélaifinnusidu
fazlindumnlduins iegnindiannudeanisesnnaasslsausudu q 1wy
Tsusudaln Tswsufiiideiaueiiry uduasandesnuidovedlvnid uas
a9 WAy gvIan Nl (2558) ianuitwelalufanssunayauils
welalnesaulaifidvsnasomuinaluuvamiesiien

amdnvaiuazdeidesesAnmsiinansenuieruing mwszdnlsausud
adnuaiuardeidodinfagfudumisiitelignénduanlduinise ue
Lilgwgnandnlunisiinaudng msizneunisunldusnisvsedslined

pAV

c
>

Sl
(o]



¢

NsaIssSUWNNY UKINeNaelnsn (i,

21 8 UN 36 QUun 3 nuenau - sudAU 2561 4V*

Uszaunsal gnAnenafinnsannmdnualiarieidesannamilfiunioueni
Iaiunselaguy 1@1’Lmé’ﬂwmvmamamwﬁawmmiwmawﬂﬂaﬁu Fausaz
ISNLLimvummﬁ"mmimLuumummvmwaﬂiqLLiaJanLLa’; maImLiwﬂa
mmmm‘vLmlﬂl,ﬂiamﬂuimnmLﬂﬂiwmummlulm wiggnAdanly
U3nsuasiuszaunisaiudmnnlasunisuinisailla lmﬂswﬁla Wnduainy
laiwela Saudflonmsfians fnviuasie Fewuinninawans a1 laiums Alaivinls
aﬂmamnﬂauuﬂﬁummi aamﬂaawm% Joanna et al. (2001) uazuwafin
989 Ronald (2011) iinmdnwaluasiodesernisiinainnmsiusiesn
'vlaﬂmmmimu%flﬂmﬂﬂiuaummmumﬂimuﬂiuaummwm AanslYy
saﬂuaumm

SRIGIGINIE

YDLAUDLULAINNNTIVY

1. A55UANAININANTENUABNITTUS AMAN ﬁﬂﬁuﬁﬂssﬂaumi
@G]ﬁ’]%ﬂiilliiﬂLLilIﬂ’JiGﬂLuumi‘vm’e]EJWﬂuﬂ’]iiUiﬂmﬂ’]W%@ﬂaﬂﬂ’ﬂ‘iﬂ@ﬂlu
iumummammﬂiuwmiaqmmwwmsmma mimmil,waiwaﬂmiaﬂm
mwmumﬂumwumma vmawnamqLﬂulﬂmmaﬂmmmmau,auumm
mmuamﬂ‘umwgﬂﬂwmﬂmmm1ﬂaummmmgmuawﬁmmaﬂiuu,immu
thlugenufianelannseivlalildnniannszidiegnindsevivlani
Nanalanagmuun LLauLﬁ@ﬁﬂﬁ’]ﬁﬂwalﬂaﬂﬁ’]ﬁ]u%ﬁﬂ’jﬂi\‘iLLiuﬁauliﬁawmﬂ
aqmai‘mm@mwaﬂwm‘lumﬁmaﬂﬁumaﬂmLLavmmmﬂiaLamm IWIEaNA
IhSuusasiia 9 mmmmmmﬂuamﬂm muuwﬂivﬂwmaamammw
Tsausumsvililswsuiinmdnuveiwasiitedesiia msznsiinmdnvaiuay
Fordusiirazatiuayundniifvesgniludduusniulsausy

2. myuinunmlsifnansynudenufianelawaznmdnal Joides
DIANTS LWiﬂuaﬂﬁ']%"u%mﬂ@]’%“UU'%ﬂ']ﬂumwswﬁiiqLLiuﬁWLauaaﬂmmmN
ﬂum@ﬂ’ﬂ’]ﬂiiﬂuimLLG]@uiuWU"Uu?,JlIWiﬂi%’mﬂ’WUW\]ﬂmiaﬂﬂx‘lﬂ’J’mLLG]ﬂG]’N f19
vy N‘Uima‘umimimLaua‘luawmﬂfmmmLﬂuuﬂmi%wuiuwﬂmwuLwaaiﬁq
mmLmﬂmqimaLa‘wuLiawamﬂﬂamﬂswaamimmiL‘Wi%mLLmam

USZNOUNNNIEAMNALANITUS N TAAINARD N NS NYILAZ D LF P UAY LU



unfil 9 wansmnuMsSUSArUMWADaNAGEANIUNNGUELENATTSDISY 4 fia: 5 a1

The Effects of Customer Perceived Quality on Customer Loyalty Four and five Star Hotel

219

Aulazanuieanelalufinansenuaennusnamsiglsusuiilimaenuinung
usiazlsausuitegsysuidortuflifinuunnmetuluBomnnsgu mnuans
wlguinsudazauflimiouiy wiilswsuuinsfiieda mngnAdlad
ausnduiseiirusdudesluldlswsudufagliiiansldusnisd

Forauauuziitonsisunsasiely

1. wamifodulunuauuigiuiiadly uiiluvdefinavesiduusyans
dunsreudetes asdnwnansznufulsifinavesidulssAnsidunis
ﬁﬁaaﬁummﬁﬂﬁaﬂﬁw

2. ﬂ’Jiﬂﬂ‘bﬂﬂUﬂﬁ@Jﬁ]’JE]EJ’NVIL‘UUﬂumW’Wl wsediauiluey Jausssu
Funnsmasuaulng

3. asAnulsewsuludnuasdy Wy Tssusuviesdu TsausudSunma
Wudu

4. miﬁﬂmﬁuqmmmssugu ) LU qmamﬂﬁmmsviamﬁm QNEAVNTIY
nskan  udu

LONE15919D9

Tnua audnwal nqwan UdaaTayes Wdes ainsyduns uay Sadin dediduns.
(2558). Uwﬁﬁmwmmamammmsnmmmaawmaﬂmsn/mma
vieaiervestinvieaiivadeniagiin. Journal of The Association of
Researchers, 20(2), 81-93.

LAt Ladaes war a¥1a1 nsinasUal. (2558). lunannuduiusigaave
ausininddeundaiauiedluniany iusenvestinvieuisan
e, 11597535 398uaz e sUnie, 12(2), 23-34.

algvasal nyauAaIuun. (2559). NMsasuamuAkaraUianalaungnaAily
ﬁqiﬁﬁﬂi%ﬁﬂ. Veridian E-Journal Silpakorn University. 9(2), 154-168.

Busne Usengiiveu. (2559). awdnual Feides sudewd nsmdudu (B
ANAARA. TPA News. Modern Innovation, 236, 9-10. =




2SeNSSUWNNY UMINENAENN3n @,
220 UA 36 aUUR 3 Auenau — suNAU 2561 4 > *

Hunuu loglans. (2557). NmanvalosdnsuazaainInnIsiiusnIsiaiase
AINIINANAYNgNAI5WIATTRNFU YA UINUA. Aa1UNIVINTT
IANTNIATTUALAIALATY UNININERAUINS, NTUNNA.

nda JuTesna. (2558). ¥ANNITHAIA. NTUNNY @ ISEUNUMINede
5ITUANENS.

Tunild angedu wag U13vf s1vUsehvg. (2556). AIIWANNYE 591779
AINAIANTILAYNITIUFAMNINNITUSNITAUN IWAN WAl ved
Isausa ludsniniyalanmususesvedlsusnIg. AuEUINITEINa
UMINYIRBULTARS, Nwadlan,

IWa TWUIUW UAE GRS @139, (2554). NAENENITATNAIINITAING
lugmamnssunisuaniaiodionluyssina. AnruIMsgsAa
WINgREdAITULLE, Unusil.

UUAS NIBLNA Uag YYNITIO. (2553). MAMUANITFUIHANTTALEILTL 13
Sustamnusuliaveunediny N13SUIAMAMNEUA/UINT Lay
ngAnssumndugnififuesinaduanasislvaluunaamionsy
UW. 275975U57599N9ATUATUN T TMl, 9(1),050-62.

se¥mil Fodda. (2556) Feidesvesesdns : MIdTINTIAUNTINLALTOIAUD
nseuLLIARLieNIAnwladeduindou-Teldes-naduiilaiogifa.
Veridian E-Journal, 6(2), 440-456.

J9l59U  awaseyny. (2557). mssuinanmmsiusnisuasdadenidansna
nsdeansuuuUinseUnvestssnenualenvy. 215575y S,
5(2), 16-29.

Alok Kumar Rai & Medha Srivastava. (2012). Customer Loyalty Attributes
: A Perspective. Management Review, 49-76.

Aday, L., & Anderson, R. (1975). Development of Indlices of Access to
Mmedical Care. Ann Arbor,MI| : Health Administration.

Apisit Chattananon, Meredith Lawley, Numchai Supparerkchaisakul &
Jirsek Trimetsoontorn & Lackkana Leelayouthayothin. (2007).

Building Corporate Image Through Societal Marketing Programs.
Society and Business Review, 2(3), 230-253.



unfil 9 wansmnuMsSUSArUMWADaNAGEANIUNNGUELENATTSDISY 4 fia: 5 a1

The Effects of Customer Perceived Quality on Customer Loyalty Four and five Star Hotel

Aydin, S. & Ozer, G. (2005). The Analysis of Antecendents of Customer
Loyalty in the Turkish Mobile Telecomunication Market. Euro-
pean Journal of Marketing, 39(7/8). 910-925.

Baloglu,S. (2001). An Investigation of Loyalty Typology and the Multi
Destination Loyalty of Internation Tourists. Tourism Analysis
Review, 6, 41-52.

Bettencourt, L. A. (1997). Customer Voluntary Performance : Customer
as Partners in Service Delivery. Journal of Retailing, 73(3), 383-
406.

Bloenmer, J., Ruyter, K, & Peeters, P. (1998). Investigating Drivers of Bank
Loyalty : The Complex Relationship Between Image Service
Quality And Satisfaction. International Journal of Bank Marketing,
16(7), 276-286.

Deng, W,J., Yeh, M,L. & Sung, M,L. (2013). A Customer Satisfaction Index
Model for InternationalTourist Hotels : Integrating Consumption
Emotions Into The American CustomerSatisfaction Index.
International Journal of Hospitality Management, 33, 133-140.

Fornell, C,& Bryant,B.E. (1996). The American Customer Satisfaction
Index : Nature, Purpose and Findings. Journal of Marketing, 60(4),
7-18.

Gronroos. (1984). Servive Management and Marketing. The Nature of
Service and Service Quality. Sweden : Stcokholm University.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2009). Multivariate
Data Analysis. Upper Saddle River, NJ : Prentice Hall.

Huei, C. T., & Easvaralingam, Y. (2011). Perceptions of Service Quality,
Corporate Image, and Customer Loyalty in the Hotel Industry
of Malaysia. Paper Presented at The 2" International Research

Symposium in Service Management. Yogyakarta, INDONESIA.

221

c
>
Sl
(o]



222

2SeNSSUWNNY UMINENAENN3n @,
UA 36 aUUR 3 Auenau — suNAU 2561 4 > *

Huei, C. T., & Easvaralingam, Y. (2011). Perceptions of Service Quality,
Corporate Image, and Customer Loyalty in The Hotel Industry
of Malaysia. Paper Presented at The 2nd International Research
Symposium in Service Management. Yogyakarta, INDONESIA.

Jay Kandampully & Dwi Suhartanto. (2000). Customer Loyalty in the
Hotel Industry : The Role of Customer Satisfaction and Image.
Internationl Journal of Contemporary Hospitality Management,
12(6), 346 — 351.

Kambiz, H & Majid, M. (2011). Implementing Gronroos Service Quality
Model : The Role of Image and Service Quality Perception on
Customer Satisfaction in the Iran Hotel Industry. Journal of Basic
and Applied Scientific Research, 1(11), 2482-2487.

Kotler, P. (2000). Marketing : An Introduction. 3 ™ Edition. Englewood
chiffs, NJ ; Prentic Hall Inc.

Leon G.Schiffman & Joseph L.Wisenblit, (2015). Consumer Behavior.
11" edition. United Kingdom : Pearson Education Limited.

Li,G., & Kambele,Z. (2012). Luxury Fashion Brand Consumers in China :
Perceived Value, Fashion Lifestyle and Willingness to Pay. Journal
of Business Research, 65(10), 1516-1522.

Maktoba Omar & Robert L. Williams Jr. (2011). Managing and Maintaining
Corporate Reputation and Brand Loyalty. University of Napier
School of Marketing and Tourism Craiglockhart, Scotland.

Muhammed, A.A. & Rashid, B. (2012). Customer Relationship Management
(CRM) in Hotel Industry : A Framework Proposal on the
Relationship Among CRM Dimensions. Marketing Capabilities and
Hotel Performance. International Review of Management and
Marketing, 2(4), 220-230.

Nurul Syagjirah, Z & Putra Faizurrahman, Z. (2013). Managing Customer
Retention of Hotel Industry in Malaysia. Procedia Social and
Behavioral Sciences, 130, 379-389.



unfil 9 wansmnuMsSUSArUMWADaNAGEANIUNNGUELENATTSDISY 4 fia: 5 a1

The Effects of Customer Perceived Quality on Customer Loyalty Four and five Star Hotel

Parasuraman, A., Zeithaml, V.A. &Berry,L.L., (1988). SERVQUAL: A Muliple-
ltem Scale of Measuring Consumer Perceptions of Service
Quallity. Journal of Marketing, 64 (Spring), 12-40.

Rasha Alieliwa. (2006). A Study of Customer Loyalty and The Image of
The Fine Dining Restaurant. Master of Science Oklahoma State
University, USA.

Rahim Mosahab, Osman Mahamad & T. Ramayah. (2010). Service Quality,
Customer Satisfaction and Loyalty : A Test of Mediation.
Internaltional Business Research, 3(4), 72-80.

Ronald Chibuike Iwu-Egwuonwu. (2011). Corporate Reputation & Firm
Performance : Empirical Literature Evidence. International Jour-
nal of Business and Management, 6(4), 197-206.

Rust, R.T., &Oliver, R.L., (2000). Should we delight the customer. Journal
of the Academy of Marketing Science, 28(1), 86-94.

Ryu, K., Han & Kim, T.H. (2008). The Relationships Among Overall Quick-
Casual Restaurant Image, Perceived Value, Customer Satisfaction
and Behavioral Intentions. International Journal of Hospitality
Management, 27(3), 459-469.

Samaan Al-Msallam. (2015). Customer Satisfaction and Brand Loyalty in
The Hotel Industry. European and Scienitic Journal,1, 32-51.

Selim Zaim at al., (2010). Measuring Customer Satisfaction in Turk Telekom
Company Using Structural Equation Modeling Technique. Journal
of Global Strategic Management, 4(1), 89-99.

Shoemaker, S. & Lewis, R.C. (1999). Customer Loyalty : the Future of
Hospitality Marketing. International Journal of Hospitality Man-
agement, 8(4), 345-370.

Steven, A. Taylor, Kevin Celuch & Stephen Goodwin. (2004). The Impor-
tance of Brand Equity to Customer Loyalty. Journal of Product
& Brand Management, 1, 217-227.

223

c
>

Sl
(o]



224

NsassSUwWNNY UKINeNaelnsn

S
&
UA 36 aUUA 3 Auenau — sunAu 2561 4\"}*

Tadeja Krasna, (2008). The Influence of Percevied Value on Customer
Loyalty in Slovenian Hotel Industry. TURIZAM Review, 12, 12-15.

Tse,D., & Witon,C, (1988). Models of Consumer Satisfaction ; An Extension.
Journal of Marketing Research, 25(2), 204-212.

Wang , Y., Lo,h.p., Chi, R. & Yang, Y. (2004). An Integrated Framework
for Customer Value and Customer Relationship Management
Performance : A Customer Based Perspective from China.
Management Service Quality,14(2-3).

Zeithaml, A., Berry,L.L & Parasurman, A., (1996). The Behavior

Consequences of Service Quality. Journal of Marketing, 60(2),
30-46.





