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ABSTRACT

This research studies the factors that influence customer satisfaction of
Budget hotels in Thailand, according to the ACSI and H-CSI Model approach. This
study integrates two factors into Service Quality: Intangible and Servicescapes. This
research was analyzed by CFA (Confirmatory Analysis). The results found that two
factors influence Customer satisfaction directly are Perceived Value and
Consumption Emotion. Perceived Value has most directly affected to Customer
Satisfaction.

In addition, Service Quality affects indirectly to Customer Satisfaction
through Consumption Emotion and Perceived value. Service Quality affects Customer
Satisfaction indirectly, which more influence than Perceived Value and Consumption
Emotion affect Customer Satisfaction directly. So it can be concluded that Service
Quality is the most influential factor to Customer Satisfaction of Budget hotels’
customers.

Customer Satisfaction affects directly to Customer Loyalty quite a lot
almost 100%, but affects negatively to Customer Complaints. Between Customer
Complaints and Customer Loyalty has no relationship significantly. Analyze the
relationships between factors by using statistic software. The result was displayed in

SEM. (Structural Equation model)

Keywords: Budget Hotel, Customer Satisfaction, ACSI, H-CSI
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AU AUVDIANNLINADUTIAG ANUUABANE LATNII1DNLSILIUADUINGELAIN
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159usuaRInITNesEINMIsHTUInTeinlitaund1 18 an51auns  waslswsuntlenning
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2.3 FIUUINITUUUIIABY ACSI

[ 1 a

TusdngrandulvinudifnysianssuIunsuan iWendndumluusuiauin e

o

Y a Yo a a4 & o a
ansuyun1skaaliniign  Weaidunisuszudaanuuin  (Economy of scale) T

a Y a Y Ao a

sugenans efndnandlalinnuaulaluanufisnelavegnAiiideduiuasusnsuiniin

Y

a v

witlgtunngshaesUsraunsutsduogaguusmniy waluladfnuiuaionniy
fuslnnannsnsuitmasmneadumesdnieatuauduasuinsvainvaiesnntu suy
yuadladafndfimunnnty  stoznamsvudidudanas fuilaadouiimadoninntu
fedu nslauddquianufiseladeduiuasiinisvesgnddandudsddy mngndn
Linalaludumuazuinisvesusuvn gnAnenaviululddumuazusnisvesduds m uilawela
vosgnénannsaviusultimessaUsznaunisvesgsivlueunan uenaniaruiiemela
yosgnAdalanuduiusiuesygiaseduumnia Ing  Customer satisfaction index i
Aemamennu seleuserv@ (GDP), NaUs¥NBaUN1IN19g3na ROI (Return on Investment)

[y

WATITAAVNIRSITUTINAY 6991119919978 (Unemployment Rate) (algias doUsshvgnay,
online)

wuudnaes ACSI Tull 1994 gnAndulae Claes Fornell Fulurmansneise
nuegluuminerdediduny luussnaanigousmilynUszasdive Tanmun ndusuay
a L3 v o d’l’ a ¥ a o Yo
U3N5NUsEaun1salvegnAiiaegeduAuasuinig uuudiaes  ACSI asnsaldinaing
fanelavesgnAlans uem amgamnssy lUauATYgRasERunA

T 1989  UsemeaiinuduusemansniimuiaTa ot nAuians laued

v '
aa |

anén wazUsziliuannMYesALAUATUSNS LesesileliiTes Swedish  Customer
Satisfaction Barometer (SCSB) Fornell et al. (1996, p. 6) na@1371 “AuiLiiaves ACSI gn
WAU13131n SCSB (Swedish customer satisfaction barometer) uaglagniaunusulsasn
Wi 7 megpamnssundnvessamaeninlud 1994 Mnduivansdsunaldianiuag
Ussndlfuuudaesiidosn muisanamelsulduushlinfandnlduvusaes  ECS
(The European customer satisfaction index) Lﬁafmmmﬁwai%m;:iﬁiﬂﬂ waziiie
AunmAuAUIMaledulssleviuassmaamndn fiundinsiuuudiasanussgnd
Anwuilensideluvansgaanyngsy fmsuiuuuudassmunsimneauesgsna 1ns

aa ! d! o d’l !
fRusilusansunnunelumsUseimadaasyinnsnumuissaunssuluuniisely



newa sllsinad (2009) ThAdesunisifiunandn andufunandausiend 1o
naluunawi lusemalnganuiiunandauiandlatimei - ACSI anassuszeng
AnuildlneEuduainmsinuiises fugndndlivinmaianivosvesgsissuimsmndyd 6
Wit fietamnufianelavesgnénsduamaieluysemelne Jelasansin Thailand
Customer Satisfaction Index (TCSI) lunguswimsmidlvd Han1s@nw Ao seAuAzLUY
anufianelasieuinisiantinessunasvesemelnglull 2550 gefadoray 80 Fegendtlu
UsenAeuiniuasUssmanmald defives  ACSI Aeamnsntsvddiaeufiawelaves
anfulfUSeuieusEnINuIEn serininirenamngsy sawlusannsaldidud
W3 uieu (Benchmarking) seauw@ sewing Usswalasnsne Sulufivensulaeily 91
anansoaziiouauanasalunsutsduilusedussna seiu megpamnssl uazawTiow
Muisvinmsduiunuiaviel

Usznaihisaildiamnufianela  Customer Satisfaction Index  wil4iisail
Usendaiau SCSB (Swedish customer satisfaction barometer), U‘szﬁﬁﬂ%’galﬂ%m
ACSI (The American customer Index), Usemnalgasuil DK (Deutsche Kunde-Barometer),
avnmelsy ECSI (The European Customer Satisfaction Index), Usvineiusiag NCSB
(Norwegian Customer Satisfaction Barometer) uwagldinisnunldluussmadusdniu

Tawiu dafiuaua 1nmdald sade deelus UsTa dangy wavdudusu

OVERALI
CUSTOMER
SATISFACTION
ACSH

CUSTOMER
EXPECTATIONS §

mwﬁ 2.1 w@nkuuanand ACSI Model (The American Satisfaction Index Model)
ﬁm: Fornell et al. (1996)



NANA 2.1 wansdawuudnass ACSI Usenaumey 6 aeRUsenau lAssasng
wuudaesianvarenudumadunaiy  (Cause-Effect)  auiuintadeiidmasoninudis

3

wolavedgnAll 3 esdusenavegiudieile Fululadeniduduwlsiu Fasenaume Aaw

[

maniwesiuilnafiiireduduariinsieulduinig  (Customer Expectations) M5¥U3
AunmlaeTdlumuAnuasuslaa (Overall Perceived Quality) wag AAlua1ER1VES
fuslan (Perceived Value) luvaiieafufiiadedn 2 sidunadnsainanudfisnelaves
andn lawA N1s¥eesuuvedgndn (Customer Complaints) wag AMNAISNANFALUALAIUINNT
(Customer Loyalty) mnxadns fie gnandianuiiswelaluduaiuazuinis gnanveiiuuiliy
nduIBetn feusnd  (Loyalty) Siirusisufisedufuarusnistiug wazwuziuende
3 (Word of Mouth) Tafsinviulideauduazuinsiug lumewssiudng mngnéila

#anela (Dissatisfaction) sodufazuinIg gnAazuwandeantag NMssosieu (Complaints)

2.4 AULANAT9TENILUUIIRRY ACSI Lag WuUdaas ECSI

wseullotin SCSB Uszaumudsangrann sexnasdnsanninglsy  (The
European Organization for Quality %38 EOQ) laas1e ECS| (European Customer
Satisfaction Index) wag lahluldludssimadugluglsy

wuudiaesiugiuees  ECSI  Sanvauzilunuuiiaesaunislaseains  SEM
(Structural equation Model) @UsznaumeAnUsieavaisdd  (Latent  variables)

° Ry = = v oA = & Y o i =
wuudnaeallanwaziuvelunaiu In1siveulessyminemulsaundisasie anuiianela
1 a v eaA v v a 1 I3 R Y v A i

VYBIRNAT LaziiNaansne MNISNANAYERNAT 89 AUsznaudaderluiudsauidmane
AufisnalavesgnAUsznaume Amaneal (Image) AuAIANIIYeIgNAT (Expectation)
N1353UIMAMNIN (Perceived Quality) kag N1535usMaAMAT (Perceived Value) uananil

M3IAN13TuIN AN (Perceived Quality) wuslugosinu laun Hard ware Favuneds

M3IARUAMAINTBIEUAT waz Hurman Ware Junisiananimdiuuinisanndneuy
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Customer
loyalty

Perc Customer
vsatisfaction

Perceived
quality of
“hard ware"

Perceived
quality of
human ware’

M 2.2 UARUUS1aes ECS| (European Customer Satisfaction Index) #i117: Gronholdt
et al. (2000)

AULANANITZUINUUUADY ACSI Lagluudnasd ECSI A wuuidnasy ACSI
Iduansnadnsiaduuanuagiuay siaflemela wae lufiowels Wogndlaifiswela gnénay
WARIBBNYIIINITUY Lag5aasau Lalkuudasd ECSI Tunuudnansiiiiigamaansniaulniies
a8 uenanduuuTaes ECSI Idsmendadesdusenausaulsdu aunwdnuaies

DIANIUTOUTEN (Image) wnslunuudiaeslinig

2.5 WuUIIAag H-CSI

dmsunsanunisendsi denlduuusiass HCSI vas Deng et al. (2013) 3
USuuss elvnzanfumsinnruiionelavesgnéngsiaussiavlsaus @ HCSI Ieiaiun
W19INFIRUY ACSI ¥as Fornell et al. (1996) laglatnie1esAuseney nsmaniavesgnm
(Customer Expectation) aanly desnnuansadiiinaidovosvihudunuin msmaniives
anAnldiinantmsatenuianelavesgnanlagnss slamihesdusznaunisfuianuianau
g5ual  (Consumption Emotion) wu§uldfunuusiass HCSI unu warldfinisden
asfUsENOUMY fie Perceived Quality Wasudawliu Service Quality wislifmunzauiu

33nUszAnlsausussil (Deng et al., 2013)
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0 ’Ht**

.67%%#

0.50%**

0,734+ IR] hi 032008

(4244

mwﬁ 2.3 L@naukuudnaad H-CSI model (The Hotel Customer Satisfaction Index)
fan: Deng et al. (2013)

2.6 WUUR1aNULELaUIUIBATIN (Proposed Model)

27 2.4 wanawuudnaes (Proposed Model) FsUssandldivgsialsususnisenda

A 2.4 wuUIaee H-CSI model Fauszandldlunsfinuidensell lausu

YPWUUTIADLNLDIAUTZNOUMUAMAINUINNT  (Service Quality)  indnanauduiu

duIEed asAUsENaULel e AN MUSNINTUAedlila (ntangible) way QIviANUINTS

Y

(Servicescapes)
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N133U3AMNINUINTS (Service Quality)

Parasuraman, Zaithaml, and Berry (1988) iFnfienuvasnmn1nuinig Ae

¥

M33u¥  (Perception) 30 simuAd  (Attitude) LAEBRAUAUM warUIN1svesgnAnTy
granMnssIUINg A muUInslumenvesgndn WunadndiAnanmsiiouiiie

spyismsmaniswesgnanneuliuinig Aunanuuinisignilésu (Actual Performance)
Parasuraman et al. (1988) Iéannfuvuildinamnmuinisfionin SERQUAL lng
Waunan 22 Audnwaly (tems) wideilles 5 3R liuA meamuinng  Adudedld
(Tangibility) u3nsiililale gniosusiugn  (Reliability) nismeuauesnishiuInisuagnm
(Responsiveness) m3a¥anandesiuliungnd (Assurance) way msiiueniiula tonlald
Qﬂffﬁ (Empathy) 31n115ANYIIBAIULUUII809 ECSI (European Customer Satisfaction
Index) ¥8¢ Gronholdt et al. (2000) MssuinanmuinisvesgnAuunluaesseinn n1s
Sudnunmauiueamansusindudesld (Hardware) wagmssuinanmuesuinisitinen

uywe (Human ware) #sdonnAdsiu Kuo, Chang, Chen, and Hsu (2012) laduun Agunn

viniseeniiu 2 T Ae AauamUInsfidusedls (Tangible) way uazAmnwUINSATUFDS
1ail§! (intangible) AunmuIn1sAdudedld (Tangible) Usznaushe viesiniiauaea i
gUnsaliedadliviuasiy uonndimuluds omsuasiedosiuiinun i winouude
a0 Seuiey e1msneuenisUdnualaieny  (Keith & Simmers, 2013) wag AN
U3nsnduseslalls (Intangible) nunefis AunwUIANsIINIENY

ANAINUINS AULUUTIARIYe H-CSI Iag Deng et al. (2013) manedis 1599
usN1svedlsausulinsamuALABINTYeIgNAT  (Customization)  WAEINTINVBIGNAN
(Lifestyle) 19U ANNEEAINEUIERRIA ANLTIASITUNSTADY Aol waganusa
Yosduwmasiin [Wusy aanmuinisvadlsausuiianuvinesinds nMsdnliusnsvedlsasy
uAgndpuiinIsazidu vie faduannsgiu Ren, Qiu, Wang, and Lin (2016) uag Ren,
Zhang, and Ye (2015) l¢ifinwmuin aanmaesiesin Tnslamzenuazein [Wudsignan
Ttauddanniian sosadluldud mud suasy YssAvinmuanedesintheu gamal

4

PRUlSITY ANUALAINIUNITIINDG LAEAMNATNUSNISUBILTILSY @NMSUNISIAUSNISUDY

9
o o

winau gnAnldldmanianaglasuuimnivineeamnin winsna1vinmieg Buwdy ns

o w

Ufduiusivandgeundudadfy

g}
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ANNUINMSNIusadlild (intangible)
Kuo et al. (2012) l#nanfis gaunmuinsfidusdoslalls (ntangible) vaneds

a a

Y] ~ 2 v oA A v ) ' P v a a
wilneudianuann wdlaliuinis danuinwedes audilasegnalunsiuinisy

=

gndies amnsaliteyafidnduignédesnsls winamulimnuiemdousludymeti
33418 wae w1laldliusnsgndn (Choi & Chu, 2000)
¥iAdUINT3 (Servicescape)
Bitner (1992) na1n31 AwadeumsnennilavsnarnewginssuvesgnAiuas

)
(Servicescape)  HiBvEnasianMnMUINIsVRNETNIUAdwBaUUINSILgnA1 Aaindey

=Y

Gi q
n19MENTW Usgnausig 3 IR fe ussEINIA (Ambient) Useneudie gaumgil ausd 1us

'
=

Nunwazn15l9e1u (Space and Function) Uneuazdyednwal (Sign and Symbol) &

'
a

v [y = a o . 1 1 ¥ = &
donndesuNan1sAnuITeves Alsagre (Online) NA173N anmkInReuNINMeNNTUTUE
Ao v Y . aNa a i o v a = = ] v v A v
7dudeale  (Tangible)  HdvEwasionsiuinmnmuINsBelinadenLassnAnFvasgnaT
ANNUIAGENNNIEAN Usznaumie  n1seeniuy (Design) LATBlanIadIEwIBAIY
aznantulsslsy (Equipment of the hotels) wazusse1nIA (Ambient) fBvEnanaaI1
293nsinAvesgnAlsawsy Dumna and Dedeoglu (2015) lafinwils unuimves Qivimiusnas
(Servicescape)  ilnastoAundlalunsianieanmangAnssuvedgnd1  (Behavioral
Intentions) Iaglanandfia fAITIAYITIANUINITVDITINANTIUTUUTENOUME NTANUGIT
uadevesieuin andnenssuvese1nns ussemaaunauy ndu  azeavedlsusy Uiy
| = o 6 1 v LY d’lj d' = J a
e lulsausudadivsglovdsogndn Nsdniesniuuiunveddsiksudasnindenisauly
11 wlestinesluviesinfegluanmi wag Inudvedsausuilanuaigay

v Y Y2 1'% ¢ . .
N133U3AUFANAUBITUA (Consumption Emotion)

NNSANYIVEY Deng et al. (2013) a1 Mssuianuidnauensual
(Consumption Emotion) vauznusululsausy InasieanuiienalazegnAmianss n1ssus
Anuianauesualluntvingds anudnauiy Useivla anuidnaune deurany uaz
WAPNNFANHANT semadinlduinisveddsausy AnusanduesualiiBnEnau1aIN
dawnden laglanizgInalsasy nsfuianuIanmesuensualiinannsU s
serinninaud liuInsuazgne

Han and Back (2007) nanvin nssuiauidnmeinuensual wiadu 2 du

[ ¢ & 14 .. ¢ v . <
wURUUDITNAYNNNAIUUIN  (Positive) Lagp1suanenIuay  (Negative) 19N3INUIIN

N5AN®IY8Y Han and Back (2007) AunUI1 @15ualANIANVBIINATLTIUTUNNATLAY
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(Negative Emotion) wiu 3dnsiangy faaa Inss duene Wusiu  TualignAninauliiie
nela uazarlinduanlduinisen Fsdidviwamnndt Tunsdifignénfonsunimiuddnmedu
UIn Wy Audu Usenanele Tsusudn aynauu 3 Anasu $anwels Wudu Ssezdanasie
arufisnelavesgndn waznandunildiuinist (Repeat Visit)

anéiionsualmnuianduuinlsussiiuinuesléfulssaunisaififann
Unslsausudtnulsidnin uazifnmnudianela udmngndndl  ensuainrmidnmasnuay
anfaiinaulifieonsly uazazldvsnanenisuanioannangfnssuvegnAmadls
U315 (Post purchase) 1 n1s5aaieu Wudu

ANAYBIAUALAZUINSLASY (Perceived Value)

Choi and Chu (2001) 8funefis MIFuIAMAITERNALTIUTY Usznausmiy
ANUALANYEITIATRIN A UANAT ANTIAEY 01MnTUAzIATeRNvelsal Ty Tsansud]
UssENNATiaue Heuaans wanduwuiifid eides Fornell et al. (1996) waz Deng et al.
(2013) w31 nsTuiRuAvesgndn  (Perceived Value) unisdisianuafinnsasn
Wisuifsuiuaunmiildfu Ravald and Grénroos (1996) nari1 msdiuusgleviilu
wanAuemdn nsly Uinsiety sawanmsifiuane (Value) Tunduduazuinng (Judsi
UtndInsasstunardmouluignéiteligndldiinmssug fgaussasdmenismaa
Humsaaeudiius Wenlosseninegnuasuith Jsqaanudsignifeanis

ANuNswalavasgnAn (Customer Satisfaction)
anufianelavesgnAinainnsussiliunauuinislsausuiigndnlasu ase
(actual Performance) Wla3suifisufiufugauaiivesgnd (Deng et al, 2013) gnAnenadl
famusdnfionela (Satisfaction) uaw laifiemela  (Dissatisfaction) wnuasuLInIswie
UsganBnnvesduAiiiundy (Exceeds) ANUAIANIITBIQRNAN gnARzIinANTanel]

a

TUNASIPIARANUUINNT IeUsEanSamaesdumnIiaania (Falls short) gnAn

suiineuliveulaseduiuazuinistug  nsiannufiswelavesgnandunisusadilag
A9 (Fornell et al., 1996)
AMUANARDAUAILAZUINIT (Loyalty)
Y aa v o a a & 3 = v v a
anNANIANRNANFITUARINGANTIUTR  (Repurchase) @3AMAINANG

DunasnaneuiianelavesgnAl - (Customer  Satisfaction)  wngnAnlaiiianels

' '
v a Y v v o a a1 £y v

(Dissatisfaction) gnfazliliinAuassndng gnAmassndnsasilvimuafnssdousen du

Y

2

v ¢

LazU3NstLe sunaliiinmnuduiusdeduauazusnisuug Tuewiee (aigiws dousshiv

N9, 2549)
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Deng et al. (2013) 81971 WegnAianuasininfvziinsuensdalukiuin
WNuduAILarUINTS (Positive Word of Mouth) wagaglawandnviu (Advertising) Au

v A

50UTNIALTUTNTAUAITLY MuAdenuues Fornell et al. (1996) Na1771 AINASSAANG

Yy v
I~ o

A a d’ll go’ 1% . . (% QJQAI (%
Ao weAnIIUNSTRL1VegnAn (Likelihood Repurchase) wagniseausulafiaenduingos
A o a £ = .
Wodin13LiNTU 39 anasueeIIAl (price tolerance)

Kandampully and Suhartanto (2000) levinnns@nwiudeyaaingneinld

a A @ . a (8% 1 v L
Usnslsawsuidu Chain Tudssiwaih@uauaAunudl A wanwaluedlsinsy (Image) wag
AufisnalavesgnAFariein ninauRausyY 91T LATBIRN kaY SIANTELWI AUNE
| ! v 1Y) = a o o = Yy & = a
danadenuinivegnA1 (Loyalty) Fanisiiiuauasindnalugnn iWummilaidiean
Alga1en1aNsean AnudnatugnAsielsew sulddwanisuinsenanils (Bowen & Chen,
2001)
v =) 1'% .
N1339938UVa9gNA1 (Complaints)

nsfesssuvesgnAningn aulditanelasenistedumuazusnisuug N3
witgym uarsuiledudedeussuresgndnd awnsawdsugnailidiwelaundugnid
ANLAISNANALY  (Formell, 1992) nnsfeussuvesgndn failunisdearsuenselunisay
(Negative Word of Mouth) %ﬂLﬁquamiwé’ami%a (Post purchase) wenaN AN
N9AN®IT0Y  Luo (2007) AUNUI NTUBNABLUNNAUINAALADNANDULNY UBIUTHN
(Return on Stocks)

Kucuk (2008) l@aSunenegud Exit voice Theory %8¢ Hirschman 31 lagnen
Aapwlifienela  (Dissatisfied)  sodufuasuinmsvesu3sm  gninvzuanseaniluaes
LI Ao N1seAntsilugnnvesu3em (Exit) way uuIneiidesie SouSeu (Voice) e
sz liuTEnlauTulse  wngnAnimadenusemau gnenasiululdduduas
Uin1susEvduwmu Jaguiu nsfesdeuuuduwmesidavesgndndndaas Bvdnasgeunn

nn33ea3euvesgnAn  (Customer Complaints) AMLUUINAEY ACSI 89
Fornell et al. (1996) Jalsannnisfesseuresgnivitesnandumnienis (Formally) wagliiu
179013 (Informally)

M3Seasurasgneg1ulunianis Wy anAndeuannung ERIN LN
Sousuusiauien msseasousdliidunanis Wy msuwientnaudliuinig Yi (1990)
(as cited in Deng et al., 2013) 81931 N133BASEUVRIPNATANUVINETILUTY N1TUUYTe

wansanuliifianelaseyanaiany viseluiiaisisae  (Public) visenisuanseyauieniuly



NanelasaAuAILaZUSN1ITIUDINS Ut suLansmy lanelau uBwm SN

(Chan et al., 2001)

AN 2.1

o oA

NUNIUITTUNTIUNIU Construct 9I1ANIUITEIUNE DD

Y LY

nIY SQ CE PV Csl cC CcL

Fornell et al. (1996) v v v v

Kuo et al. (2012) 4

Choi & Chu (2000) v v

Durna and Dedeoglu (2015) 4

Alsagre (Online) 4

Bitner (1992) 4

Han and Back (2007) 4

Deng et al. (2013) v v v v

Ravald and Grénroos (1996) 4

Chan et al. (2001)

Kucuk (2008)

Fornell (1992)

Luo (2007)

NONON NS

Yi (1990)

algias doUsshvgnay v

(2549)




M99 2.1(51)

NUNIUITIUNTTUAIU Construct 9INNIUITEUNE DD

Y [y

n38 SQ CE PV Csl cC CL
| SV
Kandampully and v
Suhartanto (2000)
Bowen and Chen (2001) v
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11 12 13 14 15
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unN 3

a [

= aa
TLUYUITIY

WBWMsAneITeAsl Iadnwiauiuudiaes H-CSI was Deng, Yeh and Sung Tu
U 2013 dlasimunanainuuudiaes ACSI Wimneaudugsialseusuludssinalaniu &

va o

fAfeldnuusians H-Csl dassgndlfiflefnuunuiuuudady ACSI esan H-CS|
Iegnitamunluealdvangauiugsiaussinnlsausuannniuuudiaes ACSI dmduuuudiaes
H-CSI dmsienesfusznaumssuinnuianauersual (Consumption Emotion) w1l
WnUeIAUTENOUANLAIANTIYaINA1 (Customer Expectation) Fawan1s@nwaneuiaey
VAEVITU WUNSIRAUIMT WY suA1s Useudy  anumendsvesgnan  (Customer
Expectation) Liifianuduiusnisuinlaensisie Anufianela vegndn (Fornell et al,
1996) wag WansAnw BTN andnuisAldihnsinu uuudiass  TCSI weq
suinsmdvddsdedunmsinanuiiameladuilnalussduimnianfausnlulssmelne
WU ANUAIANIIVEINA1  (Customer Expectation) lifiaduduiusmeuinseauis
welatufeaty uenanilfinauisenanstunuit arwidnduensual  (Consumption
Emotion)  Hwdusiusynaninderuiianelavesgnangsialsausy 1wy legndnd
AnusAnauesuallumuuIn W danuaunawiuseniieinusy sdmalrignAninainy
faneladelsawsy  lunmsadiumngnaniandanimselngs azdmwalignand andulis

NOlRDLTINTU

3.1 NUNIUITIUNTTUNDUAAUNAFIU

M3FuiAuANUINT (Service Quality) vasgnAEANNENTUSITUINFDAIN

'
a

flanslavesgndn (CSl) mnavdedslunisldsuuinsvesgndndignies uas amwazainly
msdhdalsausy f8viswaserwfianolavesgndnlssusumnndign  (Markovie & Jankovie,
2013) [WuREITUNANISAN®1VBY Deng et al. (2013) Wu31 AMAINUINTT (Service Quality)
fidvdnasernuiianslavesgnalumavininniian

Choi and Chu (2000) wuin ns5udauAnaT (Value) AuduAT Ausia Wy
Hadeiiavswarigareniuiiswelavesgnalssusumueids Wuieafunanisinuives
Hsu (2008) wu31 ms5uiaunma (Perceived Value) dawanisuinsie anuitanelaves

%

anAvedumesulad AnNNan1sANWIves Deng et al. (2013) WUl AMAINUINNT
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(Service Quality) fiauduiusnisuindeansuairegnAl  wag A1 WIANAIUe SNl
(Consumption  emotion)  vasgndvaiilaFuuIMslulssusy Iidelesdinnudusiug
MavINde N3TUIAUAMAY  (Perceived Value) Han and Back (2007) wuin 15wl
arudAnvosgnéndinasie anufianelavesgnén wardswasiornudidlatiorlduinsen
(Repurchase)

aruiianelavesgnén amenelauarlaifienala dewaliin msvende deau
1nd%n af wlou eluiufuagludiuau  (Soderlund, 1998) denpdosiiu Kandampully
and Suhartanto (2000) @ egnAuAnanuiiswels  szdwmarenmAnAvesgnA
(Loyalty) luvauzideniumngnanlditanela gndnazuanseans 1en15seaseu (mawa seiled
296, 2009) Tumemssfiudumngndntasuanuiianelalunisuinisheziindedeussuanas
PNMTANBITEY  Hsu  (2008)  Wud1 MIFeuseuvesgnAlanuduiusnsauiuaI

3nAnfvesgn

3.2 NMIANENNAZIY
INNITNUNILITTUNTTUNANUIIENAEYINU @1U1IAAIEUNRFIU (Hypothesis)

Tanatl

H7+

NI 3.1 AMNWARINTANENLRFIU Audkuy HCSI Fathanussenaldiugsialsaususian

Usendnlunsannumuns
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AN 3.1 msdinuiTeadeildfrauniign il

NHANTTANIVEY Deng et al. (2013) WU AMAINUIATT (Service Quality)
fanuduiunmeuandeoisuaiveagnén (Consumption Emotions) @unsamsasmigiud 1
léfﬁﬂﬁ:
auufgiuil 1 mivdaanmuinisvedsususalsenda (Service Quality) Sanudusiug
MIUINFie N5TUINeeTUAIYBINAT (Consumption Emotions)

NMNHANIAN®IYBY  Deng et al. (2013)  wudr Anwidnuensual
(Consumption  emotion)  wesgndvaiiildsuunstulssusy  Iddenlosdimnudusiug
yavInee Ns¥usFnuAmAT (Perceived Value) annsassauufigmudt 2 Tiwsd:
auuAgIuAl 2 n133uinsensualvesgndn (Consumption Emotions) flAaduiusnisuan
s MITuinuAluaenvesgnAlsausuTIATUsEnda (Perceived Value)

INNTNUNIUITIUNTIUVRS Deng et al. (2013) HaTTeNUIN AMAINUINNT
(Service Quality) ianuduiusvnsuindenssuiamuailuaen1vesgna (Perceived
Value) anunsnisausfignud 3 sl
auuAgiui 3 msfuipanmuinisvesgnAlsusunmusndn  (Service Quality) 3
ANUEITUENIaUINge NssuiaueluaenIvegnAn (Perceived Value)

INNTNUNIUITIUNTINVBS Deng et al. (2013) WU AUAIMUINT (Service
Quality) fiBvisnasieaiianslavesgndn (CS) Tumsuan aansodeauufigiuil 4 e
auuAgIuil 4 mIsuipanmuinisvedlsaususiausenda (Service Quality) Hmnudusiug
mauInse ANUanalavasgnaA (CS))

INNTNUNIUITIUNTINYDY Han and Back (2007) wui esualnduzanves

(%
Y a 1

and Tuaste Anufisnelavesgndn aunsoRsaunRgud 5 e
auuAgIud 5 Msfuimsensuaivesgndn (Consumption Emotions) fmnuduiusmaun
sl ANusnelavasgnean (CS))

MMINUMILITIUNTINVEY Choi and Chu (2000) WU MTFUIAUANAT
(Value) mnuduan dusan utladefifianiwaniaadeniumwelavesgnilsusumuede
WULAEINU Nan1sAN®IVes Hsu (2008) wuin MsTuiauAmen (Perceived Value) dina
yavansie Avufiawelavesgnénitedudooulal aunsofsanniguil 6 Tiwsd
aunAguil 6 msuinauelumenivemgnAlsusuaUszmda (Perceived Value) 1

L v L3 1 = 124
AMUFUNUINNUINAD ﬂ’J’]ZJW\‘iWE]FL’ﬂ“UaﬂQﬂﬂ'l (csh
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INNTNUNIUITIUNTTUVRY Deng et al. (2013) HANITANE WU N1STUINNG
91510iY09gNnA1 (Consumption Emotions) dAuduiusniauInse Auassndnsvesgnen
(Customer Loyalty) @1315069auufAgIun 7 aail:
auuAgIuin 7 n133uinieensunivesgnen (Consumption Emotions) HAINENRUEVIIUIN
Mo m’lmﬁ'ﬂﬁﬂa“uaﬂgﬂﬁ’l (Customer Loyalty)

PNNTNUNIUITIUNTINYBY Deng et al. (2013) waIdunuin ANUNInelaves
andn (CS) Tsausuludseinaldniu danuduiusmeausie n1sfesiouvesgndn (Customer
Complaints) faauuRgui 8 lagad:

a d‘ = ¥ U = Y v} 6 1
anuAgIun 8 anuianelavesgnen (CSI) Tsaususimusendn dauduiusniause n1s
%@NL%EJu“U@\‘i@UﬂﬁW (Customer Complaints)

PNNITNUNIUITIUNTIUVDY Kandampully and Subhartanto (2000) na177
Py Y a ~ | ' o a v & a a vo X
ilegnAinauiianela srdwnasiaauinfvesanen (Loyalty) fauumgiui 9 lanadl:

a d‘ = 1 . . = 7 U 6 1
auuAgIun 9 anuianelavesgnan (Customer Satisfaction) dANENTUSNIUINFBAIY
inAnAvesgnAlsaususIA1Usenda (Customer Loyalty)

INMINUMUITIUNTTUVEY  Hsu  (2008)  Wud1 N1sTeaiseuvesgnenil
ANUEITUENaUTUANITNANATeINAN AauNAgIui 10 ladsil:
auuAgIUN 10 NM3FeuseuVeIgnAT (Customer Complaints) dAudITUSNIAURD A

o v a 14

33NANAYBIGNAT (Customer Loyalty)
3.3 13siieflluauise

woafleflldlunsidundall fo uuvaeuaw (Questionnaires) ddldoanuuutiu
911N15819999NWITBveinITenanevinu tnedadenuwuu $1ae9 ACSI waz H-CSI 1u
wdn ua Imafimdn  esdUszney (Construct) niewvisdszgnddinalivanzandiniu
g3falsausNTIUsEVEn e tamnuifiamelavesgnin

wuuaeunuUsEnaume 2 diu duusn esnuuulvigneuwuudeuanuden
Amouliieataiies Inglidnouwuvaeunulinzuuunuauiluaie logld  Likert scale
WUU 5 auna faegne iy 1=lidtudeegnabe 2=lddiudne 3=wmee d=wiudhe S=wiude
o a1y dhunsnvesuuasuaaiusnudaiimuaile Tndudsuds dauftaes
yosau A Mouiludulszansmans iwu e 01y dyd seiunsine uag
Toyaduiiisatesiunuids wu fnquszasdnindiin mmralunindeninlsoususan

1 v

Usendn sTeeadInn s1A1ANNnaenu
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rouagihuuuaeualUltats asfesinnismagey Pretest $1uau 10 Yo Lile
nagouEmeukuvasumudladauvdoll dnuddowindeviold uarinilunaaey
thies vide Pilot Test lunaaouiudnounuuasuniu Tnevin Pilot Test Snuuansnds ads
WS WU 30 YA psftanss iy 69 o uay Unawuvaeuaudglusunsudnsagy SPSS
TnemsliaTesi  Factor Analysis  Lilesamendustiafifiaudiiusiusgnguieniiy
undul st Tnfliduiussueanandu Wunisdauendony uag insinenunidedie
(Reliability) wesngurnadindsmsasiimuaenndesiu Tnsfiarsana dulsyaniuean
veansaula Cronbach’s Alpha Zeasazannnin 0.6 (unaa Sulws , 2554) ileUsu

wuugeunulUldiangqueiegnainssialy

3.4 WnsnusIusIudaya (Data Collection)
mafiusuTndeyasvuiatuaedds Ao nisdwuuaeuniuesulainig
Suwasitn vuduled  Social Media, UuLAWALATY LINE Wag N1Swankuvdsuaiy 9
arssaslnalfedlsasusiavsende  Fadudulsaususieusenda lpgnaukUUABUnIY
Y] 1 v 1 [~3 2 Y] d” Y a v
rgnAnnsasamti Indugnalsasusaysendn  ludsendlve  Juaglduinisiinusy
v - < o X 4 . < &

pgetey 1 Au AMsinukuvasunuAsstliluluy  Convenience Sampling 1lunisiden
F9g19RNUANATAINVDINITY war mumvadasle  fwnudesnisdudiusinvesneu
LUUABUAIY ABENe (Samples) 1W3TeASIT Usznausie gnAlseususiaysendniniu
B19WE wag B1IENR AT WUUABUAINIZYNEDNWULTNATE NG wag NMwdingy WU

Toyasening 1-20 NUAMUS 2016

3.5 NMINMUATUIANGNA2BE1N (Determine Sample Size)
- ya o 1 ° o a o -
\Weanngidslivsuiulsssnsinviesnesnasendalulssmelng 9
witen Faldldgnsves el dedu f3de  JuFendtmuinuuinnguiiegwugnidiu
5N heMegnd : MU Inevunaiiegemsaziivunn 10-20 Wi Weliigufiudnuium
uwUs (Shumacker & Lomax, 2010) Aty FnuiudmeukuvasunududugnAlsasusing
UsendnueiniIeasalnisidnuiu 340 AU wanensAwIMIEInnguiiegnelaned (F

WUsTInTiaMungIwIY 34 69)(10 W) = 340 Mg uslieanndiszesaniudoyadninds

anunsafivleyaldsiuiuviaiun 287 yn
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3.6 BN1TATIEdeYA
HIDWAUTITINLUUABUOUATUANTIWIUTIFBINITHAD wULdDULTITITeYa
AAUNA (Outliers) wiu Teyanliauysal liasuiiu vise wuuaeunuiidneumileuiunun

[
[ [

nnde azgndnnseseanty madeszideyaszgnuisendusdesdiu dsil

drwiivils Wunslesgideyanuuaiingsnu (Descriptive Statistics) Fadu
afRTlfusserednuwazyeaiegaiiAum Wy Auede Jovay uay A

Reuiisutunouiiaes mswensosdeyariomeiifvanlddiuan 287 a i
Tusunsu SPSS Litensesindeyavesusias Construct léfeenuniiies Factor 1fen Sswanis
nspswastoyamsazienaeninld Factor Weatu wmedniudiauday  Construct fnds
WAy

drudigeadumsiasziesruszneudedusy (Confirmatory Factor Analysis)
iovasouaLLRgIUmAvesaunsTaNaaI UL aesThisUssgndfnwnsil  way
Aneideyauuuadiiianed  (Analytical ~Statistics) @audunsiiasiesd uay ey
Auduiusszneus ngldisunsudnsogy

Wsunsudndaguazanunsarmuwinmanuduiussenintade  (Factors) 3o
ArwidiiussevinediuUsud (atent variables) Hufied1 duszdns  Coefficients uaz
TUsunsudnfaguil ansnsodunmedudssdvseuduiudssvimniladelifidemdoniy
falaseasrs vilvanmnsatila uaz odusemutumg Huwa vesuuusiaedld  fuususs
(Latent Variables) Lwiazéf’mggﬂﬁﬂmmmdmﬁmﬁ'ﬂ (Factor Loadings) a7 fuustin
(Measurement Variables) usiazsasnelusunsudifagusendudiu danudusiussznine
wUstenun azuandlugdaunislasaadne (Structure Model)

ntiudenihnisvadeuniudenndes (Fit) vestoyailifiuan Inaeandest
Tuwa HCSI w3ald Tngasfinnsanmanistinsisianiusunsudnsagy Ae A1 Chi-Square, P-
Value, RMSEA (Root mean Square Error of Approximate) Wag W51 AR
Goodness of Fit fdussudie fie Relative Chi-Square (Fla A1 Chi-Square y3dae
degree of freedom), SRMR (Standardized Root mean Square Residual) tag A1 GFl
(Goodness of Fit Index) wuud1ass HCSI fmuaenadesiuteyaiivun vield awnsa
Fouduauugils fad

HO: wuudnasatinnugdennnesiudeyaldausydnyg

(% L3

H1: wuudaedliaenadesiutoyaiielszdng



MNUBYaNANUADAARBITULUUTIABY NANTNARBUILLBUTU AULAFIUVEN

o w

Ao HO vive LifidudaAey

AN519% 3.1

FUANTIUNITAITIAIUADNAADY

TN TN UAAILUNITIN 3.1

AYNANLADAAADY

LNUNRINTEUN

NUNIUITTEUNTINIIN

A la auwans

(Chi-square)

Y

Ala aumls AashidtudAny

LAy A1 P value >0.05

Hooper, Coughlan, and

Mullen (2008 )

U [

A1 e aads dunms

(Relative Chi-square)

98521314 2.0-5.0 Yuegiu
YUIAVBIAIDENS

ISP 4 1
msiiAdesnii 2

Taimsiiu 2

Hooper et al. (2008 )

WANA (2556)

gnuna daeld,

AUDIA JINTITIU LAY

afle

wilna Anglaynwdand (2551)

Root Mean Square
Error of Approximation

(RMSEA)

TnaLAss 0.06

#1791 0.05

Hu and Bentler (1999)

gnuna erlud wag Aoy

(2551)

Standardized Root
Mean Square Residual

(SRMR)

TnawAes 0.08 MIptpanIn

Hu and Bentler (1999) uag
Hooper et al. (2008 )

GF

1111171 0.95

Hooper et al. (2008 )
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U 4

NAILATIZUNISANEN

[V

nsfnwisenssildunsfnuniatadendmasonnufianelavesgnAnlsausy
s1AUsENSn puuuUIaes  ACSI uar H-CSI dwsuuniasuansanmsiinisideya s
Usgnaume Han snageuAIvIngal (Pre-Test) nan1svadeuLnsed (Pilot Test) may
WNMTIATIZRLENDIAUIZNBU (Factor Analysis), @fi@lTawssadun (Descriptive Statistics),

WA KANTIATIZDIAUTENDULTNBUTU (Confirmatory Factor Analysis)

4.1 HANIINAFBUANMMNILANVBUUARUANY (Pre-Test)
NNINAGBULUUABUANAUERBULUUABUAIN 10 YA Lilenaaeudnay
wuvaeunuTlamauviseld wud Sunsdautideu vinlvnauwuuasuauleiing 39
lodnauudungdousen uway fimany  asdengneuwuvdeunudiulngliaunse
vy o « A A v A v oA
nould Ao AR PV5 “01m15 Uay 1ATesnn Yaelsausus musenda I5ianduan” 1iedan

[ Y]

anddnnglifusemuemsilsusuiauesin uaz Ma SV10 “iasiidalulsausy
farulmse”  desnunlsusilifinedadsanasiodemunivssney  uanainid
wuihmaudegavhelududiaes fio  “wanalumsideninlsaususadsevdauniian”
(ngwndenAmaU 3 Y8 1Seadiu 1 89 3) HausTIngdn gneunuuasunudulvgliaunse
JnduauiseanudAylawazlaliluanaIndAgywing iy é’aﬁ?u?iﬂé’ﬁwLmﬁwmu%’aqﬂﬁw
2o

nMsiInMInegeURUUABUNN (Pre-Test) Wunsveaeulaensdunivaliney

WUUADUAINAINDAD a9 lAvIuUUADUAINLAS LAY

4.2 NaN1INAFaUU304 (Pilot Test)
Tnel433nseadl
1. fsandnanduiug (Corelation) stwinsfauusdin mstidlng 1 wansindauusd
AnuduustUlufamaseniu (Usenesed g5 uag ousIng Jevau, 2555)
2. f91sanAesiu (Cronbach’s Alpha) msiiandilng 1 (Wszmesnt aassm uas
auTINg Awaiy, 2555) 138 UAWINNI 0.6 (Funa BAlud uar Ay, 2551)

3. AATEYLENaIRUsENau (EFA) msian KMO 11nnin 0.5 (Sasu @S3n1uuy, online)
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msfnyidendell Ifvhnmeaeuthdes vie Pilot Test ngusogagnénfiae
dinlsaususadsendnlugassvovnatlidosnimnion 18vih Pilot Test apinds ads
WSNEIIY 30 feths Adifiessiuay 69 feEhe HanTIMIAERULENALLARLDIAUSENDY
(Construct) WU
asAUsznBUAAININUINSTlsusaTudedld (ntangible)

aAUsEnaUAMAMUINIsTliansadudedld (intangible) Usenaumesiudsy

[ '
[y

AU 5 AL Usznausig 11 12 13 14 15 31nn1svageu Pilot Test ASILSA Lag A3 9

[

ADINUI ANAVELINUS (Correlations)  HansmNENRUSTTNINAILUTE T ALY
(Significant) Tiszutiodrdnyetnatios 0.05 NAf (MTNANANLIN 4.1 WAL ATAIAHUIN
3.1)

slefinnsanduenudeiie (Reliability) pu@onadewaiuUsA1d I
meluosiuszney  anwamsyh Pilot Test  aSsiusn wuinddnduuszans  wear
193A50UTA (Cronbach’s Alpha) WU 0.872 (MsMAIARLIN 1.2) Farnnitnaus 0.6
Seuiuustirlunguiifiauaenndostureudnigs Ingluduludowinmontineen 1o
fsanduannindede (Reliability) mudenndevefauUsfanut Tnnely
0eAUsTnay 9nnam1svh Pilot Test aSefigeanudn fieduuszavisueanvesnseuda
(Cronbach’s Alpha) Wifu 0.903 (ANSNANARLAN 1.2) FwNnTnnee 0.6 Forusudsd
folunquilfinnuaonadesiurouiiegs Taglisndusesindniudinesn

NAN1TIAIIEREIAUSENBY Factor Analysis 1ngld3s Principle Axis Factoring
MnuanIT Pilot Test adwusn A1 KMO léwihiu 0.764 Fwnnninnast 05 (1379
AANUAN ©.0) WaE KansTh Pilot Test adafides A1 KMO Idivihiu 0.851 (As1en1anwan
2.4) Fannndunas 0.5 uansi1 deyaithudinszsilaewaileds Factor Analysis s
WnzEL AN Pilot Test aSaitdes manisuenesrUszneuldiiesesiussneuiien
Faflen Eigenvalue 11037 1 (MI59N1ANUIN 9.5) LEnTIFAuUsT Saveaiinnudenndes
U LoNIAUTZNaUAILUSIANBIDIAUTENOULRET (ANTRAIANLIN 9.6)

29AUTENBUNNNALUINIG (Servicescapes)

paAUsENRUNNYIAUINNT  (Servicescapes) Usznoudesulstinsuan 10
Aau Useneuaie SV1, SV2, SV3, Sv4, SV5, SV6, SV7, SV8, SV9, SV10 a1nn1snadau
Pilot Test ASausnwudn A duwus (Correlations) wansmuduiussyninasuusegad
Heddyseniuusiens lnsawz - V10 “masfidelulswsufinnglmsz” 3

AnuduiusAemulsdursuiiles  (Msunenwan 7)) wasdudauidneuliuila



28

wiszuslsawsuliladamas 35lasin SV10 pan wag wan1suadaUinses (Pilot Test) AIN

2 31U 69 FeE NanTiATIvANdiusvesiuUsTInlussRUsEnaugIviFiuSNNg
1 U v a U U 6 o ) al v o U d‘ L

Wu MmkUsynminnuduiusiveg1aiidudfy N5edu 0.01 (ANTNAIANWIN 2.7)

HanN1IVAEaUNTeY (Pilot Test) ATILIN U 30 BN NITIATIZIAIL
Wweiie (Reliability Analysis) YaeiinUstintusiausenaugiivimiuinig wudn Iedudsy
ansuearhvesaseulda (Cronbach’s Alpha) Wifiu 0.867 B9geNINNNI 0.6 WEAIINGF?
wWsHANEDAARDINY (AITNAIANUIN 1.8)

WevimsiATziilenasAUsyneu Principle Axis Factoring ASILINNUIN @2
wuslausneenluassesiuszneu (MT9NIARLIN 9.12) Aaiudsdesihnisdnduusunsin
PN Ao SVI0 uway UsuildwuAianudinuisaianulul (15 en1aNuIn @) wagiinnis
TATIVRENaIAUTENRUATINIaRNUI MuUsnimegiungulussdusenauieniu (s
AIANUIN 9.12)

NaN1INAEEULSEY (Pilot Test) ATIN 2 F1UIU 69 MDY ATIATIZTAAIMN
Wnwedie  (Reliability Analysis) vasulstinlussdusenaugiviriusnis wudi den
fuusyansueanivesnseuda (Cronbach’s Alpha) Wiy 0.888 &egandnae 0.6 Lanedd
nauFIMUsIAN@DAARBI Y (MTNAIANUIN 7.8)

HANITILATIZDIAUTENBY Factor Analysis MsVAd@eULsee (Pilot Test) ASIN
2 o435 Principle Axis Factoring W1 A1 KMO lavinfiu 0.890 (m1571901ARUIN 9.10) &9

] ¢ v A o a a aa .o
NN 0.5 wanad Jeganitandinsesilagmaliads Factor Analysis fAdswisngay
¢ Y 3 a = o X ] o &
Han1shenesAUsEnaulaiesesrUsznauLfied FilAn Eigenvalue 11NN 1 LansIN@ILUTY
Tanmuavesesrusenaugivimluinisinugennfediu (I1T1NIANLIN .11 kae 9.12)
'3 v Y v v 1 . .
aeAUsENaUNSTU3AUIENAIuesual (Consumption Emotion)
aaAUsEnaUNsTUIANIAnAueTsual (Consumption Emotion) Usenaume
FUTTIngUIU 5 Ay Usenausie CE1 CE2 CE3 CE4 CE5 91nuan1379 Correlation
911591 Pilot Test §1UUAIBEN 30 Fog1eATansn wudl dnusaandindiulnegil
ANUENTUEAY wrlildiusiunuanndd  (M51901AKWIN. 4.13) kazaNATARIUAIY
oA A . . Y ) ° Y ¢
Unene (Reliability) AnugenrdesUesuUsAnINTInnglusInlsznauInNnITNAdoU
Pilot Test ATILINNWUIN dAduUszandueanivesnseuta (Cronbach’s Alpha) Wiy

0.744 (a1519N1ANUIN 9.14)
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A o a ¢ 13 ° . & A
Wovn19IATEiueneAUsEnouaINN1TYT Pilot Test ASILIN WUINTNISUEN
Ly L I I3 Y2 1 o @ U Y] o dytv =~ .
wpnmvesslUsiluaetesrlszney  uwedilddndunssdnmnaudinesn Wenadeu Pilot
Test AssralUiouUInAIDE9LINTY

NAINNI5Y Pilot Test ASa7ADY 69 F0819 9INKAAITN Correlation WU11

AkUsAaudindlnginudiusiunndd (M5NIANWIN 3.13) wazaNansaniu

oA A p e Y ) ° So I3 oA
AMNLTEND (Reliability) AnudenanrdastesmuUsAnudinnslussnlsznay wuan 8
AduUszANSueaveATauUTANUINLAT Cronbach’s Alpha Winfiu 0.825 (M1519A1ANIIN
3.14) Faguled Mulstinnguiiiinuaenndesiufeudigs danuiieiie (Reliability)
a1 3l dudesindudslaeen

HANNTIATIZYDIAUTENDU Factor Analysis 21n15% Pilot Test assiaes lag
1938 Principle Axis Factoring wui1 A1 KMO leviniu 0.780 Fsunnninad 0.5 (1579
AARLIN 2.16) Uaned Toyadl WYnIAsIewaieds Principle Axis Factoring #AI1

6 1% I 13 a 1 $% U
wingay wanisuenasausznaulssenilussruszneutien Tddnsuandvesdinds @191
AANUIN 9.18) wag nsUFuAnn CE4 a1 “duidnuseivlalugudnuaivesennsil”
Ju “vinureudnuarnneuonaionsvedlsisuil” Tillanumangauunniy
¢ v oy v v v v ' -

29AUILNBUNITTUFANUFANATUNITIUIAUAT (Perceived Value)

8aAUsENUNSTUIAUANAT (Perceived Value) Usenaumemuustindiuiu
5 A0 Usenaunae PV1 PV2 PV3 PVA PV5 91n5akASI9A Pilot Test ASILSNIIUIU 30
MDY WUIIAT @nduius  (Correlation)  vessUsAma i indulnglanuduiusiu
BNIN PV5S “0M13 WAz LAsewnl vadlsskIuAuAmesanTne” nliduiusiudilewme
(MITNAIAKUIN 9.19)

WeolasanauAuUiieiie (Reliability) ANEDAARDIUDIRILUIAINILATA
meluesAusznou wuan Hendudsyansueainvesnseuts (Cronbach’s Alpha) Wiy
0.773  (MINNMAUIN - 4.20) WeKINGR  PV5  o8n AN dudssdnsusanivesnsouln
(Cronbach’s Alpha) Anuindedeasiindudu 0.866 (9n151901AKNWIN 1.21) AITUTIATS
fnAUs PV5 990

NARINNI5Y Pilot Test ASaTIdDY 69 F0E19 INUAAITI Correlation WU11
MLUIA0WTTA PV, PV2, PV3, PV4 §Auduiusiunnsd (1131901ANWIn 2.19) waziile
NATUIPIUANNUNTODD (Reliability) ANNEDAAARITDIRILUIAANA TN T

29AUSTNOU WU HA1dNUsEans woarvesnseulanuInliaA Cronbach’s Alpha iy
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0.929 (M51mAKLIN 3 20) Feaguldh Fulstianguifenuaonadesiugenn dan
Uniedie (Reliability) g4

PNNANTIATIZDIAUTZNOYU  Factor Analysis lagle3s  Principle  Axis
Factoring #&win PV5 8an waw¥i Pilot Test Snasuilafitoyasogsuniuiu 69 faghs
WU @1 KMO fvinfu 0.811 Fannndnnast 0.5 uandi1 deyaithuniinszsilaemeaie
38 Factor Analysis Saumangau (m151901ARWIN 9.22) waglananisuenasausznoula
poniunsdusznauiien (gnisamanuan 2.24) aguldidudsiadauaenadoaiu

a9AUsZNAUAINNINElaYaIgNAn (Customer Satisfaction)

asAUsENaUAUNalavesgnAn (Customer Satisfaction) Usgneausigiinys
Fips1uau 3 Aenu Uszneudae CSIL CSI2 CSI3 21nmsvi Pilot Test ASausn 30 fhagns
MnHanI3 Correlations WuindLUsFauTInteanuia CSIT CSI2 €513 laifimnudusiug
fuae (T9ANEIn $.25) el Pilot Test aSfides vundaegis 69 feg
WU faudst iannddiaudiiustuogaiiteddyfisedu 0.01 (ManiAruan 9.25)

nan1sIasIzindeiu Pilot Test ﬂ%\i‘ﬁlﬁa\‘i 31NM1919 Reliabilty Statistic
(F39MANLIN 9.26) leAdulszansueanivesnseuta (Cronbach’s Alpha) Wiy 0.842
Gaganininast 0.6 Feaguldindinmdinds 3 i fanuaenndesiu Liduiudodindudsle
99N

91nM5¥h Pilot Test ASafides nansAas1EasrUsEney Factor Analysis Tag
1435 Principle Axis Factoring Wlefiaisane1 KMO léwihdu 0.73 Fsnnninnest 0.5
(9131901ARIN 9.28) WaRdI1 Toua fmaszilaewaiais Factor Analysis finau
Wingan an1suenesAUsznoulaiieseinlsznaulfen (A1T19NNARYIN 9.30)

29AUsZNaY M330938UYB9gNAT (Customer Complaints)
aeAUsEnauNsTouiuuvesgndn (Customer Complaints) Uszneudesulss

(Y]

AU 4 AN Usenaunie CC1 CC2 CC3 CC4 1nNN1s¥innsnadauiinged Pilot Test

'
Y [ =

NIADIATI WU A @nduius (Correlation) seninsdanusiamnuduiusiuegsitedfey 9

v v o w

seAuludnAty 0.01 NI (1ITNIAKLIN 9.30 KAEAITN 3.31)
A a v oA A . . v ) ° o
WaNa1sannIuANULEene  (Reliability) AmNuEDAARDITOIFILUIAIDILTIA
nelusdusznaunsioniouragnAl HAINATTIN Pilot Test ASELIA 30 f0819 NUI
A1 Cronbach’s Alpha iy 0.869 (M1519NIAKWIN 9.31) Az NAAINN1TYN Pilot Test AT

fldea 69 F181a WuTTlA1 Cronbach’s Alpha Winfu 0.905 (M 9AARLIN 1.32) Teagy
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1§ Fudstianguiifiany aenndesiumoutnegs  (Reliability) fanindedess i
Tududesinsuusineen

nmM3¥ Pilot Test adsiians 69 fheths nansAwszsiesdlszneu Factor
Analysis 1ngl433 Principle Axis Factoring lefinnsandr KMO §winfu 0.767 Sannnin
ng 0.5 (MTANARUIN 9.38) Wanedn Jeyaiithaninsizilasimalnds Principle Axis
Factoring fimnuwmnzay man1sueniasizviosnusenaulaifissesrusenauien lununs
uanfvesnguiauys dudslisuiufesindulslageon nssnaaun 2.36)

29AUTZNAUANNRISNANAYBIGNAT (Customer Loyalty)

aeAUsENaUAINANINAveIgnAT (Customer Loyalty) Usenausiesaulst
$s1uau & Manu Usznaudae CL1 CL2 CL3 CL4 aanmsvh Pilot Test aSausnsiunu 30
o819 Wud Fauusianadinne 4 f fhudsAianndSaldldaauduiug (Correlations)
futsmuanni Tussdudedidy 0.01 Asunnd (M3e1ANLIN 136) uwidlevinnismageu
thies Pilot Test afsftaossau 69 fegremudt suvsynidiaudiniusssninetu
(Correlations) agnafivaddayfisesiu 0.01 (MIF1INANLIN 2.37)

dlofinrsanduanuindede (Reliability) nan1snaaauiinges (Pilot Test) e
figes wud1 Anduusvavsuearinvesaseudn (Cronbach’s Alpha) Wiy 0.857 (1519
AANUIN 2.38) uaneIndudsdie vie el wwuvseuanuiinwEenadesty G
Cronbach’s Alpha \usfisnniign 3alisndusesdasuyslasen

MNNANT AT IEReRUsEnoUASfidemuIAl KMO Wiy 0.809 (m13ns
ANARUIN 9 .40) %aagaﬁﬁmﬁLﬂi'}zﬁimamﬁm%‘% Principle Axis Analysis faanulAngay
waz lananisuenasrusznaulaeeniussrusenouieniu (M51901ARWIN 9.42)

fcjm?haLﬁ'av‘hmsﬂsmﬁaLLUi%ﬁ’maaaaﬁUszﬂaunﬂﬁaLLé’a ﬁaﬁwé’al,l,ﬂs%’?mqﬂﬁa
Y8903AUsENOU Servicescape uaw Intangible w1saniu uazmsuenesdlssneudnads
wud VadesesdusEnouLennguantussedniy (Ms1sanenuan 9.45) dafudeannsld

maukun1sAnnseyail Tluiuvasuaiule
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4.3 NaN1FIATIZRADALIINTIA (Descriptive Analysis)
AULIF

nauFegnagnAnlssITIAUTERRTinns i TIInUIgRouLUUas UAY
Wmasuwou 287 au Wumamesiuau 118 au Anudosar 41.11 Junemdesiui

169 au Anlusosay 58.89

Sex

B Female
E male

2N 4.1 WARSNNLAHUNHAIBENE IUUNAULNA

AU

d’ o 1 a Yo 1 5 1 dé’ = a
LUBILLUNTINBDIYAULUUEDUNU Vllﬂﬂ’]ﬁuﬂ‘m%ﬂﬁm%m 18 Yauld NBYLNU

&

A1 61 VAUlU WU anAlsausus1ANUSEUEANRaULUUARUIILNINTEA A Y9878
u 9 9

a < a

sning 1828 U Anluderas 44.60 sevawn Ao Yave1gsznine 29-39 U Anduiava

ee

1% a I I

39.72 4101352139 40-50 U Andudera v 7.67 vasergszning 51-61 U Anludosas

(3

7.32 901gunnin 61 ViUl Andudesas 0.70 mwaeiu
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Age

a0

401
£
@ 30
(2]
o 4.60%)

44 (0%

0 oo 30.72%

10

7 67% 7 32%
/ =) =] —

T T T T i |
18-28 years old  29-39 years old  40-50 yearsold  51-81years old owver 61 years old
Age

NING 4.2 KARINGURIDENTIUUNALDE

ANUNISANY

lumunsAnwinuimneuiuvasuaadlngaunsfinunlussauuTyaens

o

So8ay 50.2 andudanl AeUSgaln Sevay 17.42 sudseutats Sevay 15 uazdus)

Tugnudayfnuingneusuuasuaudulvgilunwni Sevas 50.17 wazidu

Fyvdlve 49.83 Fsflvuianes)iu

Nationality

B Thai

Other
O nationalities

a

NI 4.3 Lansn U INGHFIE 19T LA LA YR
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Seway 68.3 sedadnfe Ussyuduuunosay 17.1 g3nadesay 4.5 WWeugfuazilouieuay

4.5 1azdUs MUAIRY

ANUSLYLLIAINITHUINN

¥ & a v o o a o
EAGIE)‘ULLUUﬂ@Uﬁ’]@JVNmeJi%EJ%L’Ja’lmiL“(ﬂ‘WﬂIﬁﬁLLilIi’]ﬂ’]‘UizﬂEJ(ﬂLQ@EJ 4.33 71U

AN 4.1

UaRITTEZLIAIN T InLAAY

Descriptive Statistics

Minimum

Maximum

Mean

Std. Deviation

Stay

287

.00

90.00

4.3380

10.59427

Valid N (listwise)

287

ANUAIGINBTIANFDINNLSILSUTIANUSENE ARG DAL

wuingpeuwuvasunudulvgidenldusnsninlsasusausenda s1a 6

N1 1000 UWdeAUINTIgN Seuag 59.23 sedanAe 1,001 -1,500 UseAy Souaz 21.60

$1A15¥1I 1,501-2,000 UNReAU Seray 8.36 WAy S1AS¥HIN 2,100-3,000 UNFDAY

J0vaz 5.57 Uay DU mNaIAU aslanslunIng 4.4
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Cost

M less than 1,000
= 1,001-1,500
[1,501-2,000
M 2,001-3,000
[3,001-3,500
@ 3,501-4,000
& more than 4,001

N 4.4 wansnmunugiliesas AldIngsiaviesinlsaususaUsendasenu

4.4 ms’%msqzﬁ{]a%’aﬁdawasiaﬂ'muﬁawaiwaagnﬁ’ﬂia!,Lsm'lﬂ'nlszwé’miuﬂixLwﬂ1w&1
wuuiaesilddmiunsitundal Wuwuusiassuuvaunisiassads (SEM) wa

NsuAnINISUSEUIAT (Estimate) vaswuudnaasiisoanidu 2 @ dmuusnfe

doufinile  msuansnsUsTanamduUsEana mduRus  (Path Coefficient) “esannis

1A39a379 (Structural Equation Model) 52#in9iuusuis (Latent Variables) wadW1unng

L3

USulsna (Model Modification) aunitlunaszasnaneiiutoyaiielszdng
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Significant at level p <0.01 (™)
Significant at level p <0.05 (%}
&

Fit Indices: Chi-Square= 966.242, df= 508, Chi-Square/df=1.902 Ustnh 2

CFl=0.944>0.09, TLI= 0.938>0.09, RMSEA= 0.056<0.08, SRVR= 0.048<0.05

I 4.5 WARINANITAUINANELUSEANSAINUFUNUS (Path Coefficient) S¥13198wU5U09

AUNNSIATIASN

PNNANITIATIZIALEATIINTUAATIERUAAFNNTIASIESS (SEM) saldsunsy
dn5agu nud lnenmsnlueaaunislasads danuaenndesiudeya lnefinnsanaine
ﬁﬂjﬁﬁLLammmaamﬁawwﬁaga Ao AlA -awAs (Chi-Square Statistics) = 966.242, df=
508, Chi-Square/df = 1.902 weunin 2 Fadunamineeusuiulpeiluilunaiiniu
aonndosriuteyaiBauszdng uay Aduidug  1Wu RMSEA = 0.056 (feenin 0.06), An
SRMR = 0.048 (4aen31 0.08)

WienazAIn U AIUINHNANTENUN N TINAZN S BUTEIINSF LU HuLES
suvsnaluluina avveasuadiszanslasains  (Structural Coefficient) Tugumnsns

WIRSNG Aase bl
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5197t 4.2
AT ENEN 195N IEYTHY Uazd e IuYeIauN 1T IAS T
AU FaUInIu
CE PV csl CC CL
SQ 1.398** 0.191* 0.135
(H1) (H3) (Ha4)
CE 0.361* 0.342** 0.074
(H2) (H5) (H7)
PV 0.534**
(H6)
csl -0.430%* 0.943%*
(H8) (H9)
CC 0.034
(H10)
MR **Significant at level p < 0.01
*Significant at level p < 0.05

YR

INENTNTNAY UBNAIN ANWITAYANANTENUNWATIINAWUTAUIUUAIAM
1 Tumn979 4.2 4 §98LNTMUIAIHANS ENUN IS aNaINFILUTH U Ina 2 U AR 57117
$unans (Intermediate variable) Aauazlunsznusofuusmuiiuge fetady nanseny
N19n535e9ing SQ TS €SI wihu 0.135 Flalfidedduneadn uinansenunisdonves
sQ TUé CSI Faanunsarudunisdulddn 3 Wune Ao @unefindawu PV dunisiiaes
WU CE, PV wae duniafianssny CE
dauflgos AwinesUsznou (Factor loading) wesiudsiidgunsld (Measurement
Variables) wazanduusyansvesaunsinseadns (Structure Equation) VAR LARIFINITIY
TunrAnwIn

HANISNAADUALNAFIULUUTIAIATIATY WUl dnnseausuanuRgIudum 7
AUURFIW way UQWEs 91uu 3 auuigiy ﬁy’qﬁamagmﬁaam%’u TowA H1, H2, H3, H5, He,

(%
v A

H8, HO asmAguiiufias Toun Ha, H7, H10 Feanunsnaguusziduleisd
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auuAgIun 1 enuduiusidauIneninamaInuInig (SQ) way n1ssuianuidnaiu

215181 (CE)

a £ 1 [

Wud AduUTEANSIEnINANNENTUSIENINRMAINUINNT (SQ) way n1Sus
ANuFANAwensual (CE) Falauduiusluniauin wiiu 1.398 waslduddgyniaadia
seautiedfny p Ueund1 0.01 MTNIWINTUANLRAFIU WAAIIT TEMINAMNAINUINT (SQ)

dawasio N13¥uANNIAnAensualvegnan (CE) Tsaususmusevdnmoudiags dsdunale

a ‘d‘ o ¥

PnedulsEANSNgandt 1 edwildudidny dwduaunainuinig (SQ) dewadenisius

Y

AnusAnAuesualuesgndn (CE) egaunnde 1.398 i1 wasidudvidwanimss  (Direct
Effect) fiediu
auuAgIud 2: fnrmdiusiBauinseninamssudanuiandueisual (CE) way mssuiu
AnA (PV)

Wi AduUssansseminnsiudanuddndiuetsual (CE) was msfuiu

'
, a v o o

AuMA1 (PV) Fellpuduiusiunieuin windu 0.361 waziltdedAgnisadansyauiivdfey p

9

% {

Weund 0.05 fatuswensuaugIu wanadn 153U ANusanaueIsuel (CE) dwasians

U %

viuaneluaeavesgndl (PV) Wisndnies uazludvisnanianse (Direct Effect)
auuAgIud 3: Smnuduiusidauinseniniguninuinng (SQ) uaz mssudaa (PV)

WUl mduUssAnsenuduiusseninnmamuinig (SQ) uay Mmasuinman
PV) Fefieuduiuslumaun whiu 0.191 wasituddymeadnfisssuiladdy p e
i1 001 FefuSsweusuanigiu uansi sevieaunInuing (SQ) dewaste Masuiiu
AaAluaEMveanA1 (PV) avdunaladnnmuninuims (SQ) dwwan1nse (Direct Effect)
Ron1ssuiamA (PV) tewunn A 0.191 uen Nt ANAMUINS  (SQ) Sedananisday
(ndirect Effect)  shummidnduensual (CE) Tdansiuimunmelumenivesgnd
(PV) Bnéh IneiiasamdvEnanisdon (indirect Effect) Arduuszansvintu 0.505 sauifu

WAALLDNTNATIUMNAY 0.696
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A13199 4.3
uanAIAuUsan5N19m5e (Direct Effect) uazniveedl (Indirect Effect) 9InAainImyU3nIg
(SQ) lUéa mssuzmunmumluargnigne (PV)

Path AduUsEaAS (Coefficient)
SQ - >PV (11190159) = 0.191

SQ - >CE ——- >PV (1N9994) =1.398%*0.361= 0.505

39U = 0.696

auuAgiud 4: dmnuduiusideuinsgminguninuinng (SQ) uay Aniawelavesgnd
(Cs)

WUt AduUsEAVBsEIRaNNUINS (SQ) wag Anufianslevesgndn (CS)
liifiteddameadn uazhigenndosiunsiauufisn ffuiwfa  sauufisn wanad
ANNMUINTS (SQ) lildawasiaauitanalavesgnen (CS) n1emsa (Direct Effect) Ul AaunIw
U3N135 (SQ) denasiornuiisnalavesgndn (CSI) n1edey (Indirect Effect) Wuasduseney

ANUIANAWeNTU (CE) wagasaUsenaunssuimunaaluagangnan (PV)

M13199 4.4
UaMIMIAUUTEINTN 19059 (Direct Effect) uazn198au (Indirect Effect) 99nAainImyuings

(SQ) lugsmamianalavesgnay (CSI)

Path ANdUsyans (Coefficient)
o E— >CSI (M19A59) laifimnudusiug

SQ >PV >CSI (119901) = 0.191*0.534 = 0.102

SQ >CE >PV >CSI (M9oow) | = 1.398%0.361%0.534 = 0.269
SQ >CE >CSI (M3901) = 1.398%0.342 = 0.478

57U = 0.849

a3ulaa AunmMUINS (SQ) HBvanannedau (Indirect Effect) sio AuINala
Y94gnA1 (CSI) HuANIANAWensUal (CE) wagmssuiaunnailuaengna (PV) welsd

DVBNANNIATI WNAINAITATUIUANEUUSTENIN UMY 0.849
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auufgiud 5: farwdniusiBauinserinmsudamnuidnmeiueisual (CE) uway Avwiis
walavasgnAn (CS))

WUl Aduusgavsserinemnuduiussening auddnmsnuensuel  (CE)
uay eufanelavesgndn (CS) Wi 0.342 Feilnnaidiiusluvnauan wagihiudidnmis
affTisvutoddy p tesndt 001 Feduiswenfuanigiu wanein mssuiemuidnmisinu
915ual (CE) dawadninaniemss (Direct Effect) sioaruianalavesgnen (CSN) uonaNil
ANUIANNIIAUeTHel (CE) Sedananisdausionnuianalavesgndn (CS) WHunsSuIa

AaAnluaeR1veIgNA1 (PV) Bneae

M13197 4.5
uanIAIAYsEaNEN19M 59 (Direct Effect) uazneeu (Indirect Effect) 99InAIUZANNINAIY

o715u0d (CE) lUdmauitanalavesgnar (CSI)

Path sz ANS (Coefficient)
CE-—----- >CSI (M149159) =0.342

CE >PV >CSI (N19991) =0.361*0.534 = 0.193
334 = 0.535

asuledn Auddnnieinuensunl (CE) nansenuvian1anse (Direct Effect) uag
9801 (Indirect Effect) siaarnuitanalavesgnen (CSI) drunsuinunnaluaignignen

(PV) NaINNNSAUNUANEUUSEANSandunusanuawingu 0.535

auuAgIud 6: fnuduiusiBauinseninamssudnisaue (PV) waz anufienelavesgnin
(Csh

WUl mduUssansenuduiussening anuddnnisiuineaue (PV) uaz
anufianslavesgndn (CSN) whiy 053¢ Gaflmnudusituslumisuan wasiidodfameadan

seautieddny p doendn 0.01 AeiegaNSUANNRATIU WaATIINITTUINUANATY (PV)

s
a a YR

danan1anse (Direct Effect) undapnuiianelavesgnen (CSI) HAnduuszansanuduiu

o

Y

Wity 0.534 uansiimuAuel AusIanluaigavesgnAlsaususinUsendn daruddsy

>

somnuilanelavesgnAneaums uarn1mi 4.5 vt 36 WARINANISANWIMANEUUSEEANS

ANMUFUNUS (Path Coefficient) S¥1I199LUSVDIFUNITIATIAS 1S WU B9AUTENDUATUNIS
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[y

visuAnA (PV) dnan1ans (Direct Effect) simnuiisnalavesgnai (CSI) uniignfedn

9

o,

o

uUsednS (Coefficient) Wiy 0.534 FannninesdUszneusuaaAIMUINg (SQ) uag
N53UIMINURTTUAIYRIRNAT (CE) UAMINTRNTNININERUATIEALNUT AMAINUINTT (SQ)
fBvEnasumedon (Indirect effect) famnuilenalavesgndn (CSN) Fe 0.849 (m5n9di 4.4
Wi 39) wagAusdncuensual (CE) Banswasiusio Anufianalavesgnan (CSI) 81 0.535
(51971 4.5 wih 40) Tnganansnagulédn aunmuinig (SQ) fvswalaesau Jududviwa

n980u (Indirect effect) sio ANURaNelavaIgNAT (CSI) WNTign

auuAgIun 7: danuduiusidauinsening nsuimeiiuetsunivesgnAl (CE) wazAdy
winfinfvesgnd (CL)

WUl AduUsEANSIEnIeAnNduiussEiennsTuimnamuensuaivesgne
(CE) wazgauassnindvesgnan (CL) LifidudnAgnneatia Jsliaenndesiunisnsauuigiu
% g.J/ = a a ! Y v L3 v s ] LY A |
AauIsiasanufgnu wanedn nsuinsenuetsuaivegna (CE) luifimnuduiugvse
dananemss (Direct effect) sianduassnadnAvesgndn (CL) usillisnsnaniewey (Indirect

effect) iussAUszNOUMUMITUIAUANAT (PV) wag ANuianelavesgna (CSI)

A1997 4.6
uanemIFuUsEaNsY 9N Te (Direct Effect) kagy19eeu (Indirect Effect) 9900755031871

9713u0v899nA7 (CE) UazAIIuassninavedgne (CL)

Path AnduUsEanS (Coefficient)

@ S >CL (11199159) laiflpudunus

CE >PV >CS| >CL (119903) | = 0.361*0.534%0.943 = 0.182
CE > CSl >CL (n99) = 0.342%0.943 = 0.323

3734 = 0.505

asUladn anusdnnisinuensual (CE) dnansgnunedey (Indirect Effect) sio

a1 o

ANuRsANAsiegnA1 (CL) dunisfuimasuamet (PV) uazanuiianelavesgna (CSI)

Y

NANNNNTANUIUAIAUUTEANTANAUNUSTINUALYINAU 0.505 WA lUTdnsnan19959
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auufgiud 8: TaudiusiBeauszing enuflanelavesgndn (CSI) wag nsol3ouves
anA (CO)

wuin mduUszansues anuilenelavesgndn (CSI) Ainsznusle n1s¥eafeuves
anén (CO) Wiy - 0.430 FsflemudaiudiTsauvielumnanssiuing wagildoddgmaeada
fsgfutioddy p dosndn 001 uanadr Avwiawelavesgnd (CSI) dwavnause nng
$oaSeuvesgnd (CO) thumneds mngnAAnaudfisnelain n gnAnagliiianisiessen
wimngnéndarufenelaties vidolinels aAnleniadoadougedu
auuRguil 9: demduiudideuinsening AufianalaregnA (CS) uag AINRITNANA

Y83gne (Customer Loyalty)

Qé = v v a

wud ArduusEansresauianelavesgnen (CS) NilkasoanNasnAinAves
anA1 (CL) wihiu 0.943 Fedlauduiuslunieuinnnse wasiifodAgymneainnsediu

o w v

Wedfey p Hosndn 0.01 dwuewensuanfgiu uanydr auiianelavesgnan (CSI) dawa
1 v v A ¥ s a a ! v !
ABANINANAVBIPNAT (CL) gaaNNaudy 100% LAUNAYI EIUNANITZNUNINDBUNIU
mM3Feasurasgnm (CO) L osmnauufgiun 10 luifidudAgy

AUURFIUN 10: TAUETUSIBRUTENIN NM1350858UTBRNA1 (CO) WagAHTNINAYDS
anAn (CL)

WU N13FRASEUTRIRNA1 (CO) Minsenuseauasininavesgnat (CL) laid
WudAggveada wazliaenaaaanunisisauufgiy AuUiasauufisiu wanedn N3
o = v 1 LY - | i v o a v ™ ]
FoaSuuvesgnan (CO) liflanuduiusvisedinasie anuasindnivesgnal (CL) Tulansi
nsfesssuvesgnAazaNasinindvesgneliiinuduiusiuay

wenantl  mnuesbilnalufisnanimuinis (SQ) Aazdwmanisdenludniy
inAnfvesgne (CL) agsun1ssuiniwiuersual (CE) mssuinmluaenivegnem

(%

(PV) uaz Auilanalavesgnean (CSI) fadl
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ugneAIAUsEansn19mse (Direct Effect) uagniooy (Indirect Effect) 91nAmNINUINIS

(SQ) lgsanunesninavesgne (CL)

Path ANduUszans (Coefficient)
SQ----—--- >CL (11199159) laiflanuduius

SQ >PV >CS| >CL (119993) 0.191*0.534%0.943= 0.096

SQ >CE >PV > CSl >CL (119993) | 1.398%0.361*0.534*0.943=0.254
SQ >CE >CS| >CL (n19993) 1.398*0.342*0.943=0.450

571 = 0.8

asUladn Aadnmssudouamuninuinig

(SQ) 2lTdnSwan1amss  (Direct

effect) sipANIINANG (CL) wilinan19aou (Indirect Effect) 1UBIAUIZNOUAIDUS A

1119 InednasiuAduUseansanudunus (Coefficient) MM990UMAUAWINTU 0.8 WUNUNLD

N153UIAUAMNINUING (SQ) dnannedeu (Indirect Effect) domiuasindnsvesgnen (CL)

lsaususiaUsenda (ndirect Effect) fi4 0.8 WihwesRan1muIns (SQ) dudeasuleh

AMAMUINTS (SQ) damasieANassndinsvesgna (CL) Tsssusausendaifeumidiege

IGEe!
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unN 5

unaUuazdalauauuy

v

NNANYITEL AnuianelavegnAlswususmUssndalulsemelng {35y

Msasunalde fasialuil

5.1 #3UnadY

MsRnwASIElaTmLITINUUUSIaeY ACSI uasiuusIaes H-CSI wilduseen
iiednwiladeniinaronnufisnelavesgnilsusunaussndnlulsemelne osduszneu
fMuAMAINUINS (Service Quality) wisoanidu 2 @ fie damvesudnisiduseslalld
(Intangible) waw givimiuin1s  (Servicescapes) msfinwassiinudn mssuidunmam
U3 (SQ) Hdvswamedey (Indirect Effect) oauitanelavasgnan (CSI) Tsaususan
Usendn sunnuidniuensualvesgndn  (CE) wagmssuiiuamatluaienigni (PV)
Taesuiiandudszandanudusiug (Path Coefficient) Winffu 0.849 (5197l 4.4 wih 39)

msfnwafsiinud  esfusEnouiunsiusiuamAn  (PV) TavEwanianss
(Direct Effect) sionuiianslavesgni (CS) annflan Gasirduuszansenuduius (Path
Coefficient) Wiy 0.534 luseautiuddnyd 0.01 sesawunfe ANUSANATUDITURIVDIGNAN

(CE) @aildvnSwannamse (direct Effect) samnuilanelavesgnaniiu 0342 lusesiy

1
v A

WudAgy? 0.01 FHeliaenanaiunanuiduves Deng et al. (2013) INUIT AMAINUINIS

o

(5Q) {idviswalawnse (Direct Effect) siopmfianolavesgndn (CS) wnflan Tuvaed
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ANUFUNUSTENINDRITINTTINY hag NCSI
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AULLUUINEDY ACSI Model (The American Satisfaction Index Model)
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QUESTIONNAIRE
CUSTOMER SATISFACTION OF BUDGET HOTELS

IN THAILAND, AN ACSI/H-CSI APPROACH
MASTER OF SCIENCE (REAL ESTATE BUSINESS)
FACULTY OF COMMERCE AND ACCOUNTANCY THAMMASAT UNIVERSITY
This questionnaire is designed to survey satisfaction of customers who
stayed overnight for at least one night at a budget hotel in Thailand during the past 6
months. The target group of this study is for those who are completed 18 years old
and over. In answering this questionnaire, please think of the last budget hotel that
you stayed in Thailand. It can be the one that you are staying now or it can be the
last one you had stayed in the past 6 months. Your frank information that you kindly
provide for my study is truly appreciated. Your personal information will be kept
confidential. This study will present the data as a whole, nothing on your single
personal data will be revealed.
To make sure that we regard “Budget hotel” in the same direction, |
would like to give the definition of a Budget hotel as follows:
“The Budget hotel means the hotel which provides core necessary
benefits of the hotel, for example a standardized room with a simple modemn
decoration, located in downtown. It can be a chained hotel or a non-Chained hotel.

The main concept of the budget hotel is that it is good value for the money you

”»

pay.



Part 1: Please check v in the box

hotel you stayed last time.

that reflects your opinion on the Budget

Please tell the Budget hotel‘s name you stayed last time

Locate on/address

Please think of the Budget hotel that you have just given the name above while you

are answering these questions.

Strongly

Disagree

Disagree

Neither
agree
nor
Disagree

3

Agree

Strongly
Agree

1.Staffs of this hotel are polite

2. Staffs of this hotel are

always willingness to help you

3. | trust in service from staffs

of this hotel

4.When | had a problem, the
staffs always try to fix it

sincerely

5. Staffs of this hotel have
ability to give me an

information | need

6.The decoration in the

room of this hotel is modern




Strongly

Disagree

Disagree

Neither
agree
nor
Disagree

3

Agree

Strongly
Agree

7.The architecture of this

hotel is beautiful

8.The overall outside
appearance of this hotel is

attractive

9.The atmosphere of this
hotel is joyful/enjoyable

10.The signs in this hotel are

useful to me

11. This hotel has nice smell

12.The layout of this hotel
makes it easy for me to

move around

13. The furniture of this

hotel are in good condition

14 The color tone of this hotel

is attractive

15. 1 am excited during my

stay in this hotel

16. | feel comfortable during

my stay in this hotel.

17. 1 feel welcoming while |

am staying in this hotel.




Strong

Disagree

Disagree

Neither
agree
nor
Disagree

3

Agree

Strong
Agree

18.I like the appearance of

the building of this hotel

19.1 am impressed with the
hotel services while staying at

this hotel

20. Overall This hotel is worth

the money | paid

21. This hotel has a
reasonable price comparing to

the service quality | get

22. The service quality of the
hotel is good, comparing to

the price | paid.

23. The room rate of this

hotel is worth.

24. Overall, | am satisfied with
this hotel.

25. This hotel provides me
services better than my

expectation

26. This hotel gives me service

as what | have expected.




Strong

Disagree

Disagree

Neither
agree
nor
Disagree

3

Agree

Strong
Agree

27.1 have called
company/manager to
complain on my

dissatisfaction.

28. | have complained to
hotel staffs about service

quality.

29.1 used to send my
complaints to this hotel by

E-mail.

30. | used to write down my
complaints on public webs.
(social media, review

websites)

31. I will come back to stay
at this hotel again in the

future.

32. Though the room rate
increases by 109%, | will
come back to stay in this

hotel again

33. I will recommend my

friends to stay at this hotel

34. | have a good attitude
toward this budget hotel




Part 2: personal data

1. Gender Male Female

2. Age
18-28 years old 29-39 years old 40-50 years old
51-61 years old over 61 years old

3. The highest education level:

Junior High School Higsh School

2-year vocational school 4-year vocational school

Diploma Bachelor’s Degree

Master’s Degree Doctoral Degree

Others (Please specify)

4. Your main purpose for staying in this hotel last time.

Business meeting/Seminar Leisure/Vacation

To visit friends/Family/Relatives

Others (Please specific)

5. Nationality Thai Others My nationality is

6. How long have you stayed in this hotel?

7. How much did you pay for this hotel’s room per night?

Less than 1,000 THB 1,001-1,500 THB
1,501-2,000 THB 2,001-3,000 THB
3,001 - 3,500 THB 3,501-4,000 THB

More than 4,000 THB

Thank you for your precious time in answering this questionnaire.



AMANUIN 3

(WaIAIIEY Pilot test ASIN 1)
29AUsZNOU Intangible

AN51997 4.1 An@ndusius (Correlations)

11 12 13 |4 15
[1 Pearson . e « o
1 662 714 416 .505
Correlation
Sig. (2-tailed) .000 .000 .022 .004
N 30 30 29 30 30
2 Pearson . n 2] -
662 1 .893 521 766
Correlation
Sig. (2-tailed) .000 .000 .003 .000
N 30 30 29 30 30
13 Pearson o wx & b
714 .893 1 .487 615
Correlation
Sig. (2-tailed) .000 .000 .007 .000
N 29 29 29 29 29
14 Pearson 3 wx x -
416 521 487 q 520
Correlation
Sig. (2-tailed) .022 .003 .007 .003
N 30 30 29 30 30
) Pearson o wx x wx
.505 766 615 520 1
Correlation
Sig. (2-tailed) .004 .000 .000 .003
N 30 30 29 30 30
** Correlation is significant at the 0.01 level (2-tailed).
Correlation is significant at the 0.05 level (2-tailed).




31971 9.2 AAadesiy (Reliability)

Reliability Statistics

Cronbach's

Alpha

N of Items

872

5

AN97971 4.3 wansAn Cronbach's Alpha if Item Deleted

[tem-Total Statistics

Scale Variance| Corrected Cronbach's

Scale Mean if if Item ltem-Total | Alpha if Item

ltem Deleted Deleted Correlation Deleted
11 wilheuwedsausuil

15.8621 7.695 651 .856

ANGNN
12 wiheuweslsausuil
SRR R AP 16.0690 7.209 .853 .809
13 yihudeusiulasenis
T3N3 NEinaILes 15.9310 7.638 825 820
Tsausuil
14 dlodeadaym wine
Preasazilgy il 16.3448 7.663 535 891
AVRRESERNG
15 wilheuveslsausail
anunsansuAInuLaz i 16.2069 7.384 698 845

Y v

azﬂaﬁ@uﬂmmmmﬂé’

e




M19197 9.4 wanaA1 KMO and Bartlett's Test

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling
Adequacy. 7o
Bartlett's Test of Approx. Chi-Square 90.388
Sphericity df 10
Sig. .000

M1579% 1.5 Total Variance Explained Lansnan19ilas1ziuenasalsznay

Total Variance Explained

Extraction Sums of Squared

Initial Eigenvalues Loadings
% of Cumulative
Factor | Total |% of Variance|Cumulative %| Total Variance %
1 3.430 68.600 68.600 3.120 62.399 62.399
2 672 13.433 82.033
3 508 10.152 92.186
a4 311 6.228 98.414
5 079 1.586 100.000

Extraction Method: Principal Axis Factoring.




A . a a ¢ 3
f19199 1.6 Factor Matrix  LaARINaN15ILATIZNLENDIAUSENBU

Factor Matrixa

234919

Factor 1
12 wineuveslsasuiiinudilaliuinig 959
13 vinufiausiuladenisliusnisanniineumedlsausud 916
15 wifneuedlsusuiiansoneumouuaylidoyad
anAdeansla b,
11 WﬁfﬂmummkaLLﬁmﬁﬁmmqmw 709
4 dedatlym nehnuismdstazuitamlvivituesns Ay

Extraction Method: Principal Axis Factoring.

a. 1 factors extracted. 7 iterations required.




M13NN 4.7 AIAUFLRUS (Correlations) YaeIRUTENBUYIT

o/ L3

AYUSANS (SV)

<

29AUsZNAUATANUINIT (SV)

Correlations
SV1 SV2 SV3 sva SV5 SVé SV7 SV8 SV9 SV10
SV1 Pearson . .1 o o o
1 578 526 A5 .338 518 .210 339 620 307
Correlation
Sig. (2-tailed) .001 .003 .000 .068 .003 .266 .067 .000 .099
N 30 30 30 30 30 30 30 30 30 30
Sv2 Pearson g o x « x b . .
578 1 671 .689 .369 468 -.036 523 .609 561
Correlation
Sig. (2-tailed) .001 .000 .000 .045 .009 .850 .003 .000 .001
N 30 30 30 30 30 30 30 30 30 30
SV3 Pearson - o o X o x
526 671 1 .532 314 411 .052 .294 587 .502
Correlation
Sig. (2-tailed) .003 .000 .002 .091 .024 .785 115 .001 .005
N 30 30 30 30 30 30 30 30 30 30
Sva Pearson - . . x x - e
715 .689 .532 1 472 561 .109 474 504 .293
Correlation
Sig. (2-tailed) .000 .000 .002 .008 .001 567 .008 .005 117
N 30 30 30 30 30 30 30 30 30 30
SV5 Pearson 5 x " x
.338 .369 314 472 1 377 257 .249 460 223
Correlation
Sig. (2-tailed) .068 .045 .091 .008 .040 171 .185 .010 237
N 30 30 30 30 30 30 30 30 30 30
SVé6 Pearson - o X o N x x
518 468 411 561 377 1 .269 .484 487 133
Correlation
Sig. (2-tailed) .003 .009 .024 .001 .040 .150 .007 .006 484
N 30 30 30 30 30 30 30 30 30 30




M139 4.7 Aranduius (Correlations) vadadAUsEnauniivi

v

A

JUsns (SV) (fa)

Correlations ()

SV1 SV2 SV3 Sva SV5 SVé6 SV7 Sv8 SV9 SV10
Sv7 Pearson x
210 -.036 .052 .109 25T .269 1 464 217 -.162
Correlation
Sig. (2-tailed) .266 .850 .785 567 171 .150 .010 .249 392
N 30 30 30 30 30 30 30 30 30 30
SV8 Pearson p. x g, x
.339 523 .294 474 .249 .484 464 1 335 .185
Correlation
Sig. (2-tailed) .067 .003 115 .008 .185 .007 .010 .071 328
N 30 30 30 30 30 30 30 30 30 30
SV9 Pearson - e o o X x x
.620 .609 587 504 460 487 217 335 1 537
Correlation
Sig. (2-tailed) .000 .000 .001 .005 .010 .006 .249 071 .002
N 30 30 30 30 30 30 30 30 30 30
SV10 Pearson o o~ -
307 561 502 .293 223 133 -.162 .185 537 1
Correlation
Sig. (2-tailed) .099 .001 .005 A17 237 .484 392 .328 .002
N 30 30 30 30 30 30 30 30 30 30
**_Correlation is significant at the
0.01 level (2-tailed).
*. Correlation is significant at the
0.05 level (2-tailed).




31971 9.8 AAadesiy (Reliability)

Reliability Statistics

Cronbach's

Alpha

N of Items

.867

10

A9 4.9 wansAn Cronbach's Alpha if Item Deleted

[tem-Total Statistics

Scale Variance| Corrected Cronbach's
Scale Mean if if ltem ltem-Total | Alpha if Item
ltem Deleted Deleted Correlation Deleted

SV1 feeniinsanuasiviuad 34.1000 27.472 691 845

sv2 Udnwalornsvedlsausuis
o 33.8000 28.166 752 .840

ANUEILUUININA
SV3 The overall outside
appearance of this hotel is 33.8000 28.786 .652 .849
attractive

sva Tsswsuiifussennmaynauny 33.5000 29.707 739 844

SV5 The signs used in hotel are
33.6667 31.402 .489 .862

helpful to me

SV6 This hotel have nice smell 33.9333 30.202 .608 .853

SV7 The layout of their facilities
33.7000 34.079 .207 .881

make it easy to use

SV8 The facilities are maintained

33.5000 31.017 537 .858
well
SV9 The color sheme of this hotel
33.7667 29.013 738 .842
is attractive
V10 wasidalulsasuiiay
33.7333 31.582 .425 867
Twisne




M19797 9.10 uaneAn KMO and Bartlett's Test

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling
Adequacy. 7o
Bartlett's Test of Approx. Chi-Square 133.228
Sphericity df a5
Sig. .000

M15797 .11 Total Variance Explained wansnan1saaTzienasnlsznay

Total Variance Explained
Rotation Sums
of Squared
Initial Eigenvalues Extraction Sums of Squared Loadings Loadingsa
Factor | Total |% of Variance|Cumulative %| Total |% of Variance |Cumulative % Total
1 4.757 YTl 47571 4.329 43.286 43.286 4.086
2 1.510 15.104 62.676 1.021 10.214 53.500 2.727
3 799 7.995 70.671
il 781 7.814 78.485
5 620 6.203 84.688
6 483 4.829 89.517
7 430 4.300 93.817
8 274 2.744 96.561
9 181 1.810 98.371
10 163 1.629 100.000
Extraction Method: Principal Axis Factoring.
a. When factors are correlated, sums of squared loadings cannot be added to obtain a total variance.




M13147 4.12 Factor Matrixa WARINANTTIATIETLENBIAUSENBU

AONTT LTI

Factor Matrixa Factor 1 Factor 2
Sv2 sudnualanmsvedlsusuiiiaing
o 844
GRINQEOIRERIE
sva lsausuilfiussenniaaynauiy 794
SV9 Inudvadswsuiliamnuasnuiifmala o
SV1 va9nindin1sanLLeAaniuase 748
SV3 anwaeN18uanUadlsaksutinNg
17
A28
SV6 Tsausuiinauayein 651
SV8 dssunemnuazaInlasunssnedu
N 563 353
28197
sv5 thenelulsausuiuseloasinevinu c14
SV10 wasiialulsasuininulnisny 512 -.460
SV7 ANS98NLUUVBIEIENUILAINNREAINGNY
681




I'4 v Y Y % ¢ . .
29AUszNauNsIUANUZANATUBTsHAl (Consumption Emotion)

AN5197 4.13 Aanduius (Correlations)

Correlations
CE1 viu3dn CE5 du3dn
ALy CE2 vivuidn |CE3 vinuddndn| CE4 duddn | Usevivladu
aunauty | dgenn avig | lasunis Usevivla Tu | mslvuinis
seinainusy | sevineinusa | deusuiifann |udnwalenans | seninainusa
Tulsawsad] | Tulseuswdd Tswsudl | vodswsudl | lulseuswdd
CE1 vimudAnAusiu Pearson Correlation 1 ara” 406 363 182
dunauIu f““’mﬁmﬁﬂ Sig. (2-tailed) .008 026 049 337
tulswuanil N 30 30 30 30 30
CE2 Vi’luiﬁﬂazﬂaﬂ @u1y |Pearson Correlation .474** 1 .775** 227 175
swhainusalulsusid (5o (o-tailed) 008 000 228 355
N 30 30 30 30 30
CE3 viu3dninldsun1s  |Pearson Correlation 406 775 1 331 379
Forsuiiranlsousuil Sig. (2-tailed) 026 .000 074 .039
N 30 30 30 30 30
CE4 Juidnusevivla Ty |Pearson Correlation 363 227 331 1 a7
E;U ANWale1A13TeLIMII [Sig (2-tailed) 049 228 074 008
i N 30 30 30 30 30
CE5 duidnUsevivlatu  |Pearson Correlation 182 175 379 el 1
sliUSMS sendein g (2-tailed) 337 355 039 008
wsalulsausad { " % ® 20 30
**_Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).

a3197t 9,18 mauidede (Reliability)

Reliability Statistics

Cronbach's

Alpha N of ltems

.ra4q 5




AN97971 4.15 wansAn Cronbach's Alpha if Item Deleted

ltem-Total Statistics
Scale Mean if | Scale Variance if | Corrected Iltem- | Cronbach's Alpha
ltem Deleted | Item Deleted | Total Correlation | if Item Deleted
CE1 yhudFnfuduaynauy sening
. & 15.0333 5.275 468 715
Wnwsy Tulsawsud
CE2 vinugdnagain auty seninain
& 14.7333 5.789 .569 .687
wsnTulsausnil
CE3 vinudaninldsumsdeusuiiaan
¥ 14.8667 4.947 .645 .645
159U 501l
CE4 Auzdanuseyivle Tugudnualenais
vosls s 15.7333 5.375 .489 .705
CE5 Ausanuserivladumslvuing
oY . 15.5000 5.500 410 737
synananusululsawsuil

M19197 9.16 u@neAn KMO and Bartlett's Test

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling

631
Adequacy.
Bartlett's Test of Approx. Chi-Square 46.582
Sphericity df 10

Sig. 000




A199% 4. 17 Pattern Matrixa WARINANTILATIETLENAIUTENDU

Pattern Matrixa

Component

1

2

uddnazain auie senitainusuly

T5ausuil

978

uddnhlasumsdeusungin

T5ausutl

.846

YInuFANAUAUAUNAUIY SENIIeRn

w53 Tulsausudl

.656

duidnuserivladunislvuinis

sz Iannusululsansudl

.880

duidnuseiivla lugudnualonansves

T5ausudl

.826

Extraction Method: Principal Component Analysis.

Rotation Method: Promax with Kaiser Normalization.

a. Rotation converged in 3 iterations.

M1519% 9.18 Component Matrix” LaAdHan15IASIERLEnTIUsENBY

Component Matrix’

Component
1
CE3 viudAnildsumsdeusuiinanlswsui 864
CE2 vhuAnasann aune seviteinusululsausud 860
CE1 vhudAnfuiuaynauu sevireinusy Tulsusud 725
CEq dufdnuseiiula Tugudnuaionesvadlsausuil 561

Extraction Method: Principal Component Analysis.

a. 1 components extracted.




29AUsZNAUNIFU3ANAT (Percieved Value)

A15197 9.19 ANANUEURUS (Correlations)

Correlations

PV2 T5ausuil

PV3 USAN5984

PV5 811119

Pvi oy |fisiAiunzean | Tseuswd o waz 1A30sn
AT Sodieutu | quamd e | Pva viesin | wedlsausy
Tsewsuiifian jpanwuinisd| Wisuidleuiu | vedseusuild | fudviesai
AP 195y 370 AUALAN gt
Pv1 Tnenwsan Tseusudl [Pearson Correlation 1 648 671 618 038
firueuen Sig. (2-tailed) 000 000 000 849
N 30 30 30 30 28
Pv2 Tseusudl H5nen Pearson Correlation 648 | 848 604 004
wanze ety Sig. (2-tailed) .000 .000 .000 982
ANAMUSNMINLATY N i 30 30 N 08
PV3 USnsvaslseusudl 8 |Pearson Correlation 671 848~ 1 534 020
A aiUToudey |sio (2-tailed) 000 000 002 920
Je N 30 30 30 30 28
PV4 Towinuadlsausuiiil [Pearson Correlation 618 604 534 1 244
AIANAT Sig. (2-tailed) 000 000 002 211
N 30 30 30 30 28
PV5 81%15 WA LASB9AN |Pearson Correlation 038 004 020 244 1
veslasusudurelonai s (2-tailed) 849 982 920 211
g N 08 28 28 28 28

** Correlation is significant at the 0.01 level (2-tailed).

A9 4.20 AnAadesiy (Reliability)

Reliability Statistics

Cronbach's

Alpha

N of Items

JA73 5




A9 9.21 wamsan Cronbach's Alpha if Item Deleted

ltem-Total Statistics
Scale Variance| Corrected Cronbach's

Scale Mean if if Item ltem-Total | Alpha if Item

ltem Deleted Deleted Correlation Deleted
Pv1 Tnenwsan Tsausudd
L 15.1429 5.608 661 689
1ANUANAT
pv2 Tsausuil fisnan
wgay Welsuiu 14.9286 6.587 728 683
AN WU TLASY
PV3 USmsvaslsausud &
AN WA WelUSsuiioy i 6.025 695 678
AlUT1A"
PV4 osinvadlsausuilil

o 15.2857 6.212 666 690

AIUANAT
PV5 919115 Wae 1A3pshy
yoslsausuANAFDTIANT 155357 8.628 091 866
Dt

M19197 .22 uaneAn KMO and Bartlett's Test

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling

723
Adequacy.
Bartlett's Test of Approx. Chi-Square 60.642
Sphericity df 10

Sig. 000




a . a a ¢ I
M99 9.23 M15719 Pattern Matrix  LaRINaN15ATILALENDIAUTENDY

Pattern Matrixa

Factor

PV3 USN15u09lsansuil Anun1ng wile

q

= = U
WSBUMBUNUIIAN

1.031

PV2 T59ws5uil ds1avungay Wiawieu

o

UAMAINUINISTLATY

943

PV1 lagnnsiu Lsausuiiininueauen

.640

PV4 via3iinval s sudinnuAua

861

PV5 819115 WAy bA399AU UBILTILY

ALARDIIANTTY

.356

Extraction Method: Principal Axis Factoring.

Rotation Method: Promax with Kaiser Normalization.

a. Rotation converged in 3 iterations.

A1997 9.24 71579 Factor I\/\atrixa WARINANTILATIETLENDIAUTENDU (1896 PV5 989n)

Factor Matrix’

Factor

PV2 Tsausuil dsnanvangay Lile

WeuiuaunImuINniasu

901

PV3 U3n15vedlsausuil daan1ma

Watlseuigunusian

876

PV1 Tagnnsau 15eusuiiinanuauea

79

1
IS 1%

9

PV4 199N U09l59usUiANNALAN

.683

Extraction Method: Principal Axis Factoring.

a. 1 factors extracted. 6 iterations required.




29AUsENaUAUNINala (CSI)

A15197 9.25 Anandunwus (Correlation)

Correlations
Cs13 Tsausail
Csit i | Csi2 Tsausull | dusmsmsenny
wawelase | Twusnismiionan | AnuAanisves
Tsusuillaoson | Fiviuanends U
CSI1 Mudianuiswela  |Pearson Correlation 1 .249 .348
sielsausuillansan Sig. (2-tailed) 184 059
N 30 30 30
CsI2 IiﬂLLiuﬁﬁlﬁﬁmi Pearson Correlation .249 il .349
wiloniiviumands g (2-tailed) 184 059
N 30 30 30
CsSI3 IiﬂLLiﬁJﬁiﬁU%ﬂﬁm\‘i Pearson Correlation .348 .349 1
AANUANMR NV |5i0 (2-tailed) 059 059
N 30 30 30

15197 9.26 ArAadesiu (Reliability)

Reliability Statistics

Cronbach's

Alpha N of Iltems

542 B

19197 9.27 wanaAn Cronbach's Alpha if Item Deleted

[tem-Total Statistics

Scale Variance| Corrected Cronbach's
Scale Mean if if Item ltem-Total | Alpha if Item
[tem Deleted Deleted Correlation Deleted

CSI1 vinudianuianela

. P 7.2000 993 341 463
ADLSISUTLAYSIU
CS12 Tsausuilousnig
L 3 7.9667 654 356 506
WLENINAVINUAIANRTS
CS13 Tsausuilusnsnss
7.4333 1.082 438 383

AUAIIUAIANIIVDIVINUY




M15797 .28 Total Variance Explained uaninan1siaszilendiusznou

Total Variance Explained

Initial Eigenvalues

Extraction Sums of Squared Loadings

Factor Total |% of Variance|Cumulative %| Total |% of Variance |Cumulative %
1 1.633 54.436 54.436 984 32.816 32.816
2 .51 25.029 79.465
3 616 20.535 100.000
Extraction Method: Principal Axis Factoring.
AN57971 4.29 Factor Matrix’ wansran1siaseinendauseneu
Factor Matrix’
Factor
1

cs13 Tsausuiflrusnsassmuaunian s

YDIINUY K

csi2 Tsausuiflusnsmiendniivin

ANANI 0t

csit indimnuienelaselssusuilnesan 499

Extraction Method: Principal Axis Factoring.

a. 1 factors extracted. 17 iterations required.




AN51997 4.30 Aanaunus (Correlations)

29AUsZNAUNT39T8UVRINAT (Customer Complaint)

Correlations

CC1 MuLAe
Tnsdwi CC2 vy | CC3 Ay | CCaA vinuay
FOUTBULANY [UunIoTousou| 1 Waute \WYUTD
anulinela | dowdniu | Feulsuds | SeuSeuse
seusmsves | lswsudide | Tswsuiivne | Tsewsudnms
Tswsud | Amuamudnag dlua Sumasiin
CC1 MuLAgnsing Pearson Correlation 1 676 575 563
SeaSeunaniulinelasis (2-tailed) 000 001 001
sousmsvadlsusuil N 20 L > 20
CC2 VunEUwISe Pearson Correlation 676 1 548~ 581
SouSEusoNIN LTI |Sig (2-tailed) 000 002 001
LR INUTNNT N 30 30 30 »
CC3 viumeidoude Pearson Correlation 575 548 1 842"
Soafouiidlsusuing i (2 tailed) 001 002 000
Busd N 30 30 30 30
CCa inupeleute Pearson Correlation 563 581 842 1
Soaousielsusuiini |0 (2 tailed) 001 001 000
Bumesiin N - 20 - 20

**_Correlation is significant at the 0.01 level (2-tailed).

9197t 931 Aannandesiu (Reliability)

Reliability Statistics

Cronbach's

Alpha

N of Items

.869

a




NS 4.32 wansAn Cronbach's Alpha if Item Deleted

[tem-Total Statistics

MN31991 4.33 WaReAT KMO and Bartlett's Test

Scale Variance| Corrected Cronbach's
Scale Mean if if ltem ltem-Total | Alpha if Item
ltem Deleted Deleted Correlation Deleted
CC1 Mualnsdny
Jousvunansnwlinela 5.1333 7.430 686 849
sausnsvaslsausuil
CC2 YNULABUUYID
SoussudeninaulsaLsy 5.1000 6.852 677 851
iRsnmninuinis
CC3 yNULAYLTYUTD
aadeuidsausuinig 5.3000 6.769 778 812
Suia
CCa yNULABLTYULD
aadsusiolsausuiing 5.0667 5.789 773 816
dumesiin
KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling

Adequacy. a

Bartlett's Test of Approx. Chi-Square 64.147

Sphericity df 6

Sie. 000




M1579% .34 Total Variance Explained waninan1siATIziiuukensiausznauy

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Factor| Total |% of Variance|Cumulative %| Total |% of Variance|Cumulative %
1 2.895 72.379 72.379 2.543 63.571 63.571
2 .623 15.566 87.945
3 327 8.167 96.112
4 .156 3.888 100.000
Extraction Method: Principal Axis Factoring.
AN97971 4.35 Factor Matrix' WanSHan1s AT IwikuULendiUsznay
Factor Matrix’
Factor 1

cCa iuneifautodoaSouselsusuiin

dumesiiin 865

CC3 uneiutodoaioutalsusuiimediud 853

CC1 vinmensdnyisossounansaulinela e

wSmsvoslsausuil Y,

CC2 uneturtedesSeusentinuulsausuiias

AU i

Extraction Method: Principal Axis Factorinsg.

a. 1 factors extracted. 4 iterations required.




29AUsENAUANITNANAYBIGNAT (Customer Loyalty)

AN5197 4.36 AanEUNUS (Correlations)

Correlations

CL1 vuay | CL2 DeugsIAI9iesnn
ndunrldusms| vedlswsuiliuaugn | CL3 vhulduuzh | cLa Suiivirued
Tsausudldndn | 10% viwnenduanld | yaraseudrdlild |rselsususan
Tuouan WSnsean wnslsausud Uszndnii
CL1 viuaznauanlgusnnsg |Pearson Correlation 1 530 652 324
lswsuildrdnluewen s (2-tailed) 003 000 080
N 30 30 30 30
CL2 fausisaesinuas  |Pearson Correlation 530 1 468~ 373
Tsawsuilifiadudn 10% Isig (2-tailed) 003 009 042
Muaznduunlguinisendn T N X n 20
CL3 viuliwugthyarasou Pearson Correlation 652 468" 1 514
dbildvinslsund o 2-tailed) 000 009 004
N 30 30 30 30
CL4 5‘143?‘171’?1‘14?’1@‘171'5@'@ Pearson Correlation 324 .373* .514** 1
lswsusnawseudail Sig. (2-tailed) .080 042 .004
N 30 30 30 30

**_Correlation is significant at the 0.01 level (2-tailed). *. Correlation is significant at the 0.05 level (2-tailed).

A5l 4.37 Aenundesiy (Reliability)

Reliability Statistics

Cronbach's

Alpha

N of Items

N

a




NS4 4.38 wansAn Cronbach's Alpha if Item Deleted

[tem-Total Statistics

M191991 9.39 WaReAn KMO and Bartlett's Test

Scale Variance| Corrected Cronbach's
Scale Mean if if ltem ltem-Total | Alpha if Item
[tem Deleted Deleted Correlation Deleted
CL1 YNuagnauunltusnig
. 10.6333 3.895 653 692
159usutgdnluaUA
CL2 WIS IANADINNUDILT IS
fiiudusn 10% vivuasnduanld 11.2667 4754 570 729
USNI5919N
CL3 viuldwusiiyanasoutng
.. & 10.4667 a4.671 .698 662
Tlgusnislsansudl
CLa Suilvirunniinselsausy
o 10.0333 6.309 472 782
F1AUTENREAU
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling
704
Adequacy.
Bartlett's Test of Approx. Chi-Square 33.896
Sphericity df 6
Sig. 000

M1579% 4.40 Total Variance Explained LanINan1silAsIziiuuLeniiUsznau

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Factor | Total |% of Variance|Cumulative %| Total [% of Variance|Cumulative %
1 2.443 61.085 61.085 1.976 49.392 49.392
2 .709 17.729 78.814
3 552 13.791 92.605
a4 296 7.395 100.000
Extraction Method: Principal Axis Factoring.




3197 9.41 Pattern Matrix” wainsran1s3AszsiLuLenfUsznausznine Uin1sfidudeddilldl (Intangible) way oiivi

% L3

AUUINIT (Servicescape)

Pattern Matrixa

Factor
2
Inudvedsausutiatsnuiigala 782
L% v a ! dl U U
weeininsanussviuade 768
sUdnwaloimsvedlsulsuiliiaume s 760
The overall outside appearance of this hotel is attractive 665
The signs used in hotel are helpful to me 637
weiilailuiesinegluaning 629
U d’j Iql dgl U a
N53nIeRNLULLTIvadlsIwsulazaIndanisiaulin 625
Lsasuiiiussenniaaunauiy 617
This hotel have nice smell 587
winauveslswsuiidenudulaliuinig 1.013
' = Y ' Y a o =
ihudlaudulanenisliusnismnndnauvedlsssud 885
winauvadlssuiiamnsaneumauuaglviveyaiignAenisla 765
wilnauvealsasuiiinnugnm 730
4‘ a L% 1 A ¥ Y 1 a
Wiaindeyy wilnnunemdaiaswiUgmbivinueg19asila 677

Extraction Method: Principal Axis Factoring. Rotation Method: Promax with Kaiser Normalization.

a. Rotation converged in 3 iterations.




A1519 9.1 AnEnduNusS (Correlations)

AMANUIN

(NaILASIEH Pilot Test ASIED4)

29AUSZNBY Intangible

Correlations

4 dledia |15 winauves
13 virudiaau [Ugyn wilnanu Tausuil
fuladents | thewde | awwnsaneu
12 wiingwwes | TAusAsan | uazuatgn | Aonuazla
11 wifnemedlse | lswsuiidao (ninewwedse| Wiiuegns | doyaiigndn
wsuiifienugnw | ialaliuinng wsaitl 334la Aoanslel
11 wilheuwedlseusuill |Pearson Correlation 1 725 eva 540 560
AINENTN Sig. (2-tailed) .000 .000 .000 .000
N 69 69 69 69 69
12 witheuwesdlseusuilil |Pearson Correlation 725 1 882 605 744"
avanslaliiusnis Sig. (2-tailed) .000 .000 .000 .000
N 69 69 69 69 69
13 viuflanusiulasients [Pearson Correlation e 882 1 577 666
Wﬁmjmﬂwﬁﬂm%ﬁ Sig. (2-tailed) .000 .000 .000 .000
Lsousu N 69 69 69 69 69
14 Lﬁ@Lﬁ@f]igW Winau  [Pearson Correlation 540 605 577 1 569
Prgwmdowazsnidaymlt [sig (2-tailed) 000 000 000 000
NUDY1993491A ' 2 3 0 £ £
15 Wﬁ'ﬂmu%ﬂiiﬂmmﬁ Pearson Correlation .560** .744** .666** .569** 1
gnsanoumauuasli [sig (2-tailed) 000 000 000 000
UoyaignAfeInIsia N o £ N » £
** Correlation is significant at the 0.01 level (2-
tailed).




319 9.2 ARGy (Realiability)

Reliability Statistics

Cronbach's

Alpha N of ltems

Al 5

A1914 9.3 Lan9A1 Cronbach's Alpha if Item Deleted

ltem-Total Statistics
Cronbach's
Scale Mean if |Scale Variance if | Corrected Item-| Alpha if ltem
ltem Deleted ltem Deleted [Total Correlation Deleted
11 wiheuvedsausuiiing
16.1329 7.689 129 .888
q4nm
12 wihnuvedsausuiiinag
PR T 16.2923 6.929 875 .856
13 viudeusiilasenis
19U3N139 N NTINUTDILSS 16.1884 7.449 836 867
wsuid
4 dledadeym wina
PendelazuAty Ay 16.4372 7.468 646 910
981493918
15 wiheuvedseusuianunse
mauﬁmmuaﬂﬁ%m@ﬁqﬂﬁw 16.2923 7.605 731 888
Aoansle

M99 9.4 WaAIAT KMO and Bartlett's Test

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 851
Bartlett's Test of Sphericity |Approx. Chi-Square 240.148
df 10

Sig. 000




M1574 9.5 Total Variance Explained WanHanIsiATMLuuLenfdIUsznou

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 3.651 73.027 73.027 3.355 67.096 67.096
2 517 10.348 83.375
3 436 8.713 92.089
4 .288 5.751 97.839
5 .108 2.161 100.000
Extraction Method: Principal Axis Factoring.

#1319 9.6 Factor Matrixa LAAINANTITILATIALUULENAIUTENDU

Factor Matrixa

Factor

1

Torusnng

12 wiinauvedlsusuiiausule

.953

13 virudianuiulasenishiusnig

nutnuveelsaLsuil

.902

11 winauvedlsesuiiiiaugnn

[

71

15 wiIneuYedlsusNdENsanoU

monuwazlideyanianadeanisle

168

4 Wointy wilnauteLiae

wazAtgymlvvinusgnsaisla

671

Extraction Method: Principal Axis Factoring.

a. 1 factors extracted. 6 iterations required.




AN514 9.7 AN@ndusius (Correlations)

L3 a o
2IAUILNDUHAUNA

3

UUIN13 (Servicescape)

Correlations

SV3 The
overall SV7 Tn1599
SV2 sudnual outside SV5 The signs M3BBNUUIY Sv8
sv1 eainil | enpsvedlse | appearance |SVa Tsausuilil| used in hotel|  Sv6 This | flvedlsausuil | wedwesly | svo Tnudvedlse
nsanuee?l | wsuiidimw | of this hotel | ussenme  |are helpful to| hotel have | @¥aInsian1s | vieaineglu wsuilaneanun
viuads  [@dgainfega| is attractive | aynaunu me nice smell wnluan GRRN Aunnla

SV1 weswniinisan  |Pearson Correlation 1 643 432" 474" 430 575 447" 541 627
sV Sig. (2-tailed) 000 000 000 000 000 000 000 000
N 69 69 69 69 69 69 69 69 69
sv2 @ailpenssy  |Pearson Correlation 643 1 553 494 413" 557 356 539 662
ensvedlssusuii Sig. (2-tailed) .000 .000 .000 .000 .000 .003 .000 .000
PNEBTRNAGA | 69 69 69 69 69 69 69 69 69
SV3 The overall Pearson Correlation 432" 553 1 462 349 333 398 330 531
outside appearance |sie (2-tailed) .000 .000 .000 003 005 001 006 .000

of this hotel is N
tractive 69 69 69 69 69 69 69 69 69
sva Tsausuill Pearson Correlation 474" 494" 462" 1 528 372 359 386 458"
USTEIMAAUNTUIU  |Sie (2-tailed) .000 .000 .000 .000 .002 .002 .001 .000
N 69 69 69 69 69 69 69 69 69
SV5 The signs used  |Pearson Correlation 430 413 349 528 1 465 401" 354 478"
in hotel are helpful |sjo (2-tailed) .000 .000 .003 .000 .000 .001 .003 .000
tome N 69 69 69 69 69 69 69 69 69




f1519 2.7 ANENFUNUS (Correlations) (s18)

Correlations

SV3 The
overall SV7 TN1590
Sv2 sUdanual outside SV5 The signs M3BBNUUIY SV8
sv1 fesinil | enpsvedlse | appearance |Sva Tsausuilil| used in hotel|  SV6 This | flvedlsausuil | wedfwesly | svo Tnudvedlse
nsanueiedl | usuiifian | of this hotel | Usse1nA |are helpful to| hotel have | agmindenis viesiinaglu wsaifasa
viuasly  [@gainfega| is attractive | aynaunu me nice smell WAnluan GRRI Aunnla
SV6 This hotel have |Pearson Correlation 575 557 333 372 465 1 465 566 545
nice smell Sig. (2-tailed) .000 .000 .005 002 000 000 000 000
N 69 69 69 69 69 69 69 69 69
SV7 Tn153ma1900nuu |Pearson Correlation 447" 356 398 359 401 465 1 552 389
uittiveslsausuil Sig. (2-tailed) .000 .003 .001 .002 .001 .000 .000 .001
agmansionsifulin | 69 69 69 69 69 69 69 69 69
sv8 wlesiwesly  |Pearson Correlation 541" 539 330 386 354 566 552 1 439
viesiinegluan e Sig. (2-tailed) .000 .000 .006 .001 .003 .000 .000 .000
N 69 69 69 69 69 69 69 69 69
sv9 nudwedlseusudl [Pearson Correlation 627 642 531 458" 478" 545 389 439 1
enufgaly Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .001 .000
N 69 69 69 69 69 69 69 69 69

**_ Correlation is significant at the 0.01 level (2-tailed).




3197 9.8 ArAULTRsTY (Reliability)

A5 9.9 WARdA1 Cronbach's Alpha if Item Deleted

Reliability Statistics

Cronbach's

Alpha N of ltems

.888 9

[tem-Total Statistics

Scale Corrected Cronbach's
Scale Mean if | Variance if ltem-Total | Alpha if Item
ltem Deleted | Item Deleted | Correlation Deleted
SV1 vesiniinisnnussiiviuasdie 29.9710 25.529 720 868
SV2 am{]mﬂismaﬂiaLLiuﬁﬁmmmmmmﬁ\i@m 29.9420 26.232 729 .868
SV3 The overall outside appearance of this hotel is
30.0145 27514 571 .881
attractive
sva Tsausuiifussenmaaynauy 29.9130 28.257 601 878
SV5 The signs used in hotel are helpful to me 29.9275 27.951 574 .881
SV6 This hotel have nice smell 29.9565 27.130 .665 873
Sv7 Tnrsdaneeeniuuiuiivedlsusuiiagansenisiauly
29.9275 28.245 .568 .881
(g
sv8 wlesilwesluiewinegluaning 29.6522 27.818 634 876
svo Tnudvedlssusuiiamsnuindsgela 29.9130 27.522 715 870
AN97971 9.10 wanaAn KMO and Bartlett's Test
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .890
Bartlett's Test of Sphericity |Approx. Chi-Square 267.104
df 36
Sig. .000




M1579% 2.11 Total Variance Explained uaninan1siasziluuneniilsznay

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 4778 53.090 53.090 4.271 47.456 47.456
2 .881 9.793 62.883
3 .759 8.433 71.316
4 675 7.502 78.818
5 521 5.789 84.607
6 413 4.589 89.196
7 363 4.034 93.230
8 327 3.628 96.858
9 283 3.142 100.000
Extraction Method: Principal Axis Factoring.

A13149% 9.12 Factor Matrixa WAAINANITILATIERLUULENAIUTENBU

Factor Matrix’
Factor
1

SV2 amﬂmaﬂiiummwaﬂiﬂLLimﬁﬁﬂaﬁmaaaﬂﬁuﬂﬂﬁﬂ@m 784
SV1 Fesnfinsnnuseiiviuade 778
svo nudvaslssusuiimsnuindsgala 763
SV6 This hotel have nice smell 713
sv8 wlestiaasluewinegluaning 675
sva Tsswsudiifussennmaynauny 633
SV5 The signs used in hotel are helpful to me 611
SV3 The overall outside appearance of this hotel is attractive .610
Sv7 Th1sdaeenuuuiiufivedlsausuiazmndensiiulun 599
Extraction Method: Principal Axis Factorinsg.

a. 1 factors extracted. 4 iterations required.




a9AUsENaUANIENNIAIUesUnl (Consumption Emotion)

AN5197 9.13 Aanausius (Correlations)

Correlations
CE1 viu3dn CE5 du3dn
Ay CE2 yiu3dn |CE3 viwddnan| CE4 duddn | Usevivladu
aunauty | dzennawie | lesunis | Useivla lu | masTiusnns
sEyeWnLT | spvinewnusy | deusuidann |Udnuaiennns| serinewnusy
Tulsausad] | lulsouswdd Tswsudl | vodswsuil | lulseuswdd
CE1 vinudAnAuusiy Pearson Correlation 1 667 495" 433" 467"
aunauIy jw’mﬁmﬁﬂ Sig. (2-tailed) 000 000 000 000
tulssusnl N 69 69 69 69 69
CE2 vimudAnagmn aue |Pearson Correlation 667 1 635 360 500
sewhainuslulsiusid [ (o-tailed) 000 000 002 000
N 69 69 69 69 69
CE3 viuiAninléfuns  |Pearson Correlation 495" 635 1 329" 424"
Fouuitiannlsausuil Sig. (2-tailed) .000 .000 .006 .000
N 69 69 69 69 69
CEd §uddnuseivla Tu  |Pearson Correlation 433" 360 329 1 560
?ZJJ inwalonAsvaalsiusy Sig. (2-tailed) .000 .002 .006 .000
g N 69 69 69 69 69
CE5 duidnuseyivlaftiu  |Pearson Correlation 467 500 424 560 1
ANSLIAUSMS S8l (jg (2-tailed) 000 000 000 000
wsalulsausad ( - £ . 6 6
**_Correlation is significant at the 0.01 level (2-tailed).

15197 9.14 Arrnadesiu (Reliability)

Reliability Statistics

Cronbach's

Alpha

N of Items

.825




A5 9.15 Wanaen Cronbach's Alpha if Item Deleted

ltem-Total Statistics
Cronbach's
Scale Mean if |Scale Variance if| Corrected Item-| Alpha if Item
ltem Deleted ltem Deleted |Total Correlation Deleted
CE1 vihudFnfusuaynany
D & 15.2319 7.034 .663 778
synanainusy Tulseusuil
CE2 viusdnazain aung
W 4 & 14.8841 7.398 .705 167
synanginusululswsuil
CE3 vinuddninlasunisieusu
4 ). 14.9130 7.963 595 798
nRnlsausul
CE4 Auidnuseyivle Tu
. & 15.5797 7.953 .526 .817
sUdnualoAsvedlsausuil
CE5 dusanuseyivladuns
U313 sznneinuwsulu Poaeas 7.520 622 790
[GNISs

M19197 9.16 wansAn KMO and Bartlett's Test

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .780
Bartlett's Test of Sphericity Approx. Chi-Square 124.879
df 10

Sig. 000




M1579% 2.17 Total Variance Explained u@ninan1siaszilendiusznou

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 2.960 59.191 59.191 2.476 49.525 49.525
2 827 16.546 75.736
3 501 10.026 85.762
4 431 8.620 94.382
5 281 5.618 100.000
Extraction Method: Principal Axis Factoring.
m’mﬂ‘ﬁ 9.18 Factor Matrix wananan s3AsiLendUsznoy
Factor Matrix’
Factor
1

CE2 vinugdnagan aute sevieinusululsusud

815

CE1 vihuddnAuiuaunauiy seninainusy Tulsusud

(57

CE3 vinuddninlasunisdeusunfanlsausud

677

CE5 duianuseyivlatumsiiuinis sewdeinusuluy

T5ausudl

676

CE4 fuidnuseiivle TusUdnualonansvedlsusul

.568

Extraction Method: Principal Axis Factoring.

a. 1 factors extracted. 6 iterations required.




asAUsznaufuMsTuiAuA1luaen1gnAn (Percieved Value)

AN5197 9.19 Arandusius (Correlations)

Correlations

1%
)=

PV2 lsauksuil &

PV3 USN15U04

svnzan | Tsewsudl §
Pv1 Tognmsan| Weleudu | aunwd e | Pva vesinues
Tsausuiifinna | auamuinisd | iWSeudieuty | Tsausuifao
AR o5y 57 AR

PV1 Tneamsan Tseusuiiil [Pearson Correlation 1 768 768 788
ALALAT Sig. (2-tailed) 000 000 000
N 69 69 69 69
PV2 Ii\‘ILLiuﬁ 137A7 Pearson Correlation .768** 1 .844** .784**
nza Weidiuify Sig. (2-tailed) 000 000 000
AAIMUINMINLATU N s 6 . P
PV3 Ucﬁmﬂaﬂimimﬁ i |Pearson Correlation .768** .844** 1 .700**
AR WoIUSBUTBURY (S (2-tailed) 000 000 000
a1 N 69 69 69 69
pva ﬁaﬂﬁﬂﬁuaﬂimimﬁlﬁ Pearson Correlation .788** .784** .700** 1

ATLALAT Sig. (2-tailed) 000 000 000
N 69 69 69 69

**_Correlation is significant at the 0.01 level (2-tailed).

15197 9.20 ArAaLdesiu (Reliability)

Reliability Statistics

Cronbach's

Alpha

N of Items

.929




AN597 9.21 WanaAn Cronbach's Alpha if Item Deleted

[tem-Total Statistics

Scale Mean if Scale Variance if | Corrected Iltem-Total | Cronbach's Alpha if Item
ltem Deleted ltem Deleted Correlation Deleted
PV1 lagnnsiu L5 suiininuaua 12.0580 5.908 841 908
pv2 Tsausudl fsrmmmngan dedleu
. o e 11.9565 6.925 .873 .899
ﬂ‘UﬂmﬂWWUiﬂWi‘ﬂlﬂiU
PV3 U3nsvedlsausuil fannnd
P 12.0870 6.345 832 908
WalUs8uwgunusIan
PV Hosiinvadlsensuiifioudusn 12.1594 6.754 816 913
A3 9.22 UAAIAN KMO and Bartlett's Test
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 811
Bartlett's Test of Sphericity |Approx. Chi-Square 228.453
df 6
Sig. 000

M157297 9.23 Total Variance Explained waninan1siAszilendiusznou

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 ML T 83.170 83.170 3.105 77.619 77.619
2 318 7.952 91.122
3 224 5.592 96.714
4 131 3.286 100.000
Extraction Method: Principal Axis Factoring.




A199%1 9.24 Factor !\/\atrixa WARINANTITIATIERLENFIUTENBY

Factor Matrixa

Factor
1
Pv2 Tstusull freumnzay Wedleufunmunmuinsiilady 920
Pv1 Tneninsau Tseusuiifianuduen 877
PV3 U3nsvedlsausudl daannd ieiFeudisuiusan 875
pva sosinveslssusuiiimnndue 850

Extraction Method: Principal Axis Factoring.

a. 1 factors extracted. 5 iterations required.




AN5197 9.25 Aanausius (Correlations)

asAUszNaUAUNInalavasgnAn (CSI)

Correlations

Cs13 Tsausuil

Csit vimudimnn | csi2 Tsausuil | Wusnsesemny

Aanelasalsansy [AUsmsuilondn | muAIaniaves

e Fviuanns U
CSI1 Musianuianelase  |Pearson Correlation 1 635 647
Tsousuillaesau Sig. (2-tailed) 000 000
N 69 69 69
CsI2 IiﬂLLimﬁﬁlﬁU%mi Pearson Correlation .635** 1 .650**
wilonitviuanam; Sig. (2-tailed) 000 000
N 69 69 69
Cs13 Tsausuidlusnisnseny [Pearson Correlation 647 650 1
AUAIANIITBIVI T Sig. (2-tailed) 000 000

N 69 69 69

** Correlation is significant at the 0.01 level (2-tailed).

15197 9.26 ArAaLTesiu (Reliability)

Reliability Statistics

Cronbach's

Alpha

N of Items

.842 3




NS .27 Wanaen Cronbach's Alpha if Item Deleted

M131971 2.28 WaRIA1 KMO and Bartlett's Test

Item-Total Statistics
Cronbach's
Scale Mean if |Scale Variance if| Corrected Item-| Alpha if Item
ltem Deleted ltem Deleted |Total Correlation Deleted
CSI1 YnudAuReanelase
P 7.2609 2.166 704 783
15usuilnesIu
CSI2 Tsasutlausnng
W /.4 3 7.9130 2.051 707 783
AUDNIMNTIUATNII
CSI3 Tsasuilausnisesemny
. . 7.5507 2.339 717 176
AUANANINVDIVIU
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 730
Bartlett's Test of Sphericity |Approx. Chi-Square 81.884
df 3
Sig. .000

M1579% 2.29 Total Variance Explained waninanisiasziendiusznou

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 2.288 76.251 76.251 1.931 64.365 64.365
2 366 12.187 88.438
3 347 11.562 100.000
Extraction Method: Principal Axis Factoring.




A1919% 9.30 Factor !\/\atrixa WARINANTITIATIERLENFIUTENBY

Factor Matrixa

Factor
1
CSI3 T5ausURAUINISASIMIUANUAINAI
, 813
999U
CSI2 TsausuilrusnisintianinivinuaInnia 799
CSI1 vinudianuianalasalsasuilngsiy 795

Extraction Method: Principal Axis Factoring.

a. 1 factors extracted. 6 iterations required.




AN5197 9.31 Aanauius (Correlations)

29AUsENAUN3309138UVRINAT (Customer Complaints)

Correlations

CC1 e | CC2 vinumguy
Insfniisoasou| viesoasouse | CC3 vinupy | CC4 nulay
wansanuld | wiinaulsasy [Weutedeuseu [IWouteieuiou
wela siovsnis | dfvemam | Svlsausuiivng | delssusuiima
goslsausuis UINI9 Bud dumesLin
CC1 viuAglnsfng Pearson Correlation 1 859 622 706
Seuspunansmulinel Sig. (2-tailed) .000 .000 .000
sousmsvadlsusuil - s €9 " €9
CC2 vhupgUuvia Pearson Correlation 859 1 603 697
Fosseusoniinoulsiusidl o (2 tailed) 000 000 000
DINUNINUINNT N & 6 6 6
CC3 MULALLTYUTD Pearson Correlation .622** .603** 1 .772**
oadouddlswusuinedud Sig. (2-tailed) 000 000 000
N 69 69 69 69
CCA MMULALTYUTD Pearson Correlation .706** .697** .772** 1
Soauurelsausuiims Sig. (2-tailed) .000 .000 .000
Dumasiiln N o o P P

**_Correlation is significant at the 0.01 level (2-tailed).

AN 9.32 ANAINULDLIU

Reliability Statistics

Alpha

Cronbach's

N of Items

.905




A5 9.33 wanaAn Cronbach's Alpha if Item Deleted

Item-Total Statistics

Cronbach's
Scale Mean if |Scale Variance if| Corrected Item-| Alpha if Item
ltem Deleted ltem Deleted |Total Correlation Deleted
CC1 Muaelnsdnyisnalseu
wansaulinela deusnig 53913 8.624 822 865
voslsausuil
CC2 YNULABUUNIDIDUTLUND
Wﬁfﬂmuiimsmﬁﬁqammw 5.3478 8.495 .806 870
UIN3
CC3 YNULATYUTDI 95U
5&13\‘1LL33J§‘1/1N5L3J5 5.6377 9.734 734 .898
CCa YNULPBLTYUTDIDITU
selsausuimedumesidn - 1803 801 AY
AN9971 .36 waRaAN KMO and Bartlett's Test
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. Jq67
Bartlett's Test of Sphericity |Approx. Chi-Square 199.385
df 6
Sig. 000




M1579% 2.35 Total Variance Explained waninan1siaszilendiusznou

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 3.132 78.294 78.294 2.850 71.254 71.254
2 514 12.848 91.142
3 214 5.340 96.482
a4 141 3.518 100.000
Extraction Method: Principal Axis Factoring.

i . a a £y
A15199 9.36 Factor Matrix” LaAIWNan1sIASIZReNAIUTENDU

Factor Ma’crixa

Factor
1
CC1 viumeTnsinsigosSounannnulinels seusnisveslsausud 881
CC2 yhupstuviodoassuseninaulsusuianuamuinig 865
cCa vinuedoudodesdouselsusuiinBumediin 860
CC3 viumedoudodeadouidsusuimdug 766

Extraction Method: Principal Axis Factoring.

a. 1 factors extracted. 6 iterations required.




ANS19N 9.37 Aanausius (Correlations)

29AUsENAUANITNANAYBIGNAT (Customer Loyalty)

Correlations

CL2 Dauiis1A
NOINNUDY
CLt vy |Tsewsuiliiadu | L3 viwlg
nduulduInig | 8n 10% v | wuzihyeaa  |CLA SuillviAuad
Tsausuilensnlu | nduanldvins | southdild | Tinselseusy
UIAA $13n wnslseusudl | sieUseudnid
CL1 vuagndualdudnig  |Pearson Correlation 1 568 709 584
Tsawsuiiddnluerian Sig. (2-tailed) .000 .000 .000
N 69 69 69 69
CL2 B9ugds1A RN Pearson Correlation .568** 1 .614** .527**
Tsowsuilifindudn 10% v [sig. (2-tailed) 000 000 000
nAUNLTUINITTIDN N o3 » ‘o £
CL3 yiulduwugiinumrasou  |Pearson Correlation 709 614 1 714
ihdliliuinslsousud Sig. (2-tailed) 000 000 000
N 69 69 69 69
CLa Suflvimunifinnelseusy |Pearson Correlation 584 527 714 1
psendod] Sig. (2-tailed) 000 000 000
N 69 69 69 69
**_ Correlation is significant at the 0.01 level (2-tailed).

A5 9.38 Apanandesiu (Reliability)

Reliability Statistics

Cronbach's Alpha

N of

[tems

857




A5 .39 wanaAn Cronbach's Alpha if Item Deleted

Item-Total Statistics
Scale Mean if Item | Scale Variance if | Corrected Item- | Cronbach's Alpha if
Deleted ltem Deleted |Total Correlation ltem Deleted
vhuszndunlduinstssusui 10.9275 5.862 717 814
F13nlueuan
fousaesinuedsausuil 11.6667 6.078 647 848
Auusn 109% vhueznduanld
U3n13Ean
ulakugupraseutlild 10.9565 6.277 801 779
USnslsausuil
JuilvimuaRnfrelssusuaaT 10.6232 7.356 695 831
Usznénid
97971 9.40 WanaAn KMO and Bartlett's Test
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .809
Bartlett's Test of Sphericity |Approx. Chi-Square 130.726
df 6
Sig. 000

M1579% 2.41 Total Variance Explained u@ninani1siasziunasflsznau

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Factor Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 2.864 71.594 71.594 2.509 62.725 62.725
2 488 12.211 83.805
3 406 10.154 93.959
4 242 6.041 100.000

Extraction Method: Principal Axis Factoring.




A13147 9.42 Factor Matrixa WARINANTILATIEILENDIAUSENDU

Factor Matrixa

Factor

ulawugtdupraseutndlildusnig 908

T5ausudl

Y v

YIuAENaUINUS NS lsasu g anlu 785

Y @

AUV AUARNAMNBDLIILTUIIAIUTENTN L 766

= ] v Y] A2 X o
ﬂﬂLL@JiWﬂWM@QWﬂsﬂaﬂiiﬂLLi@JUL‘WlJSUu@ﬂ .694

10% VNuazNaULUSN1T18N

Extraction Method: Principal Axis Factoring.

a. 1 factors extracted. 9 iterations required.




3

N13ATIENUENBIAUTENBUTENTIN BeAUsENEULINSNAUARslld (Intangible) wag iiviALUINTS (Servicescape)

M19197 .43 uansAn KMO and Bartlett's Test

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .869
Bartlett's Test of Sphericity |Approx. Chi-Square 549.349
df 91
Sig. .000

M1579% 2.44 Total Variance Explained u@ninan1sitaszilunasnlsznau

Total Variance Explained
Rotation Sums
of Squared
Initial Eigenvalues Extraction Sums of Squared Loadings Loadingsa
Factor Total | % of Variance | Cumulative % Total % of Variance | Cumulative % Total
1 6.452 46.088 46.088 6.031 43.079 43.079 5.281
2 2.046 14.611 60.699 1.663 11.877 54.956 4.796
3 .889 6.353 67.052
il .800 5716 72.768
5 .700 4.997 77.765
6 .589 4.209 81.975
7 542 3.868 85.843
8 407 2.907 88.750
9 402 2.870 91.620
10 324 2.312 93.932
11 315 2.250 96.182
12 251 1.791 97.973
13 194 1.389 99.362
14 .089 638 100.000
Extraction Method: Principal Axis Factoring.
a. When factors are correlated, sums of squared loadings cannot be added to obtain a total variance.




A13147 9.45 Pattern Matrixa WARINANTITIATIETLENDIAUTENDU

Pattern Matrixa

Factor
1 2
Tnudveslsausuifmenuinfagale 782
viosindinisnnussiiviua 768

[
v a

sUdnualoAsvedsasuillianuaisnu | 760

[

U A

Y

The overall outside appearance of this 665

hotel is attractive

The signs used in hotel are helpful to 637

me

wasilesluviesinegluanims 629

TA159RI190DNLUUNUNVDILT L TU 625

azaneonisiauldun

(%
a

lsasuiiiussenniaaunauy 617

This hotel have nice smell .587

winauvedlsusuiianudulalausans 1.013

yiudlnusulasneanisliusnisann 885

NUNIUVDILTLTU

o d’l o
nnuvedlsusutasanauAIaIY 165

vy PN Y v Y
LLagiﬂﬂja%aWQﬂﬂqm@\‘]ﬂqi‘l@

(%
a

wiinauvelsasuiiauanIn 730

Waindgy winusmasunazin 677

Yaymlivinuegneaila

Extraction Method: Principal Axis Factorinsg.

Rotation Method: Promax with Kaiser Normalization.

a. Rotation converged in 3 iterations.




AMANUIN R

A1NERRNTIUUN (Descriptive)

AT 2.1 ATIERANTINUT (Descriptive)

Descriptive Statistics
N Minimum | Maximum Mean Variance

11 wilnsuedsausudfaugam 287 1.00 5.00 4.1986 740
12 wiluvedsasuifilenudalaliusms 287 1.00 5.00 4.1707 757
13 vhudierashiladenisliusnismnminnuvedseusuil 286 1.00 5.00 4.1189 730
14 dleindym wiinnuewdewazudtymlimiuediswsds 287 1.00 5.00 4.0418 795
15 wifnnuveslausuiansanousauaslideyaignddosnsls 287 1.00 5.00 4.0557 843
SV1 Heswninsnnusediviua 287 1.00 5.00 3.8885 1.099
SV2 amﬂmﬂﬂssmmms‘uaﬂsaLLiuﬁﬁmmmmmﬁﬂﬁa@m 287 1.00 5.00 3.7387 1.033
SV3 The overall outside appearance of this hotel is attractive 287 1.00 5.00 3.7387 .970
sva Tsausuififussenimaynaunu 287 1.00 5.00 3.7700 1.017
SV5 The signs used in hotel are helpful to me 287 1.00 5.00 3.9338 .845
SV6 This hotel have nice smell 287 1.00 5.00 3.8362 .984
V7 Tmsdmnsesnuuuiiuiivedsusuiazainsontsiauluin 287 1.00 5.00 3.9721 775
sv8 wlastveslueainegluaning 287 1.00 5.00 4.0557 836
SV9 Imﬁ‘uaﬂsaLLimﬁmmmmﬁd@ﬂa 287 1.00 5.00 3.8780 933
CE1 vhudFnfuwuaynauy seheinus Tulsausud 287 1.00 5.00 3.7422 1.052
CE2 vhudAnavan avie sewrhainusululseusuil 287 1.00 5.00 4.0383 841
CE3 vhudAnhldsumareusuiinanlsamd 287 1.00 5.00 4.0801 752
CEa FufAnUseitula lugudnuaionansveddsausuil 287 1.00 5.00 3.6481 956
CE5 SufAnusziuladunisliuins sewieinusululssusudl 287 1.00 5.00 3.7875 972
PV1 Taeamsaa Tsausuilfianududn 287 1.00 5.00 4.0906 943
Pv2 Tsausuil Siamnzay dedisuiuamnmuinsilazy 287 1.00 5.00 4.1115 848
Pv3 Uimsvedlsausuil fanunmd iWenSeuidivutusa 287 1.00 5.00 4.0348 894
Pva vositnveslsausuiiimugue 287 1.00 5.00 4.0000 839
csit vhuimnufianelasolswsuilag i 287 1.00 5.00 4.1115 764
cs12 Tsausuiflusnismilendiivihuaiante 287 1.00 5.00 3.6202 950
csi3 Tsausuiflsusnisassmumumeantowiu 287 1.00 5.00 3.8815 895
cc1 vinungTnsiidesiunansmalsinels seuinmsvedsausudl 287 1.00 5.00 1.8188 1.289
cC2 yhuastuniefeuurontnnulsusuifnmunmuing 287 1.00 5.00 1.7979 1.183
cC3 vhumeideudodesdouidsusuimadiud 287 1.00 5.00 1.7247 1.137
cca vimunedudodoussusiolswsuiinmdunesida 287 1.00 5.00 1.7944 1.255
cL1 vhuaendunlduinsTsusuiiangnluowan 287 1.00 5.00 3.8537 1.272
CL2 fwdisareninvedswusuiifindugn 10% vhuezndunldusnisdsn 287 1.00 5.00 3.2509 1.203
CL3 vihlfuuziyanaseutndilduinslsusui 287 1.00 5.00 3.8293 1.100
CLa Sufivimuadirolsususausendail 287 1.00 5.00 3.9652 985
Valid N (listwise) 286




AMANUIN Y

A1 Factor Loading 984 EFAUag AdNUs¥ENS Coefficient U0981N1ATIASIS (SEM)

a

A1519% 9.1 wansA" Factor Loading 989 EFALaY A1d@NUs¥ENS Coefficient 98981A13ATIAIIS (SEM)

#1979 Model results
Two-Tailed Two-Tailed
Estimate S.E. Est./S.E. P-Value Estimate S.E. Est./S.E. P-Value
Factor Loading Intangible(l) By Factor Loading (CL) By
| BY CL BY
11 1.000 0.000 999.000 999.000 cL1 1.000 0.000 999.000 999.000
12 1.077 0.052 20.770 0.000 cL2 0.813 0.073 11.073 0.000
13 1.011 0.053 18.991 0.000 cL3 1.085 0.065 16.637 0.000
14 0.946 0.060 15.753 0.000 cL4 0983 0.065 15.172 0.000
15 0.957 0.063 15.284 0.000 Factor Loading (SQ) By
Factor Loading SV By sQ  BY
SV BY | 1.000 0.000 999.000 999.000
3l 1.000 0.000 999.000 999.000 SV 1.164 0.099 11.729 0.000F9
SV2 0934 0.068 13.664 0.000
sv3 0.829 0.068 12.133 0.000 Structural Equation
sv4 0.806 0.071 11.394 0.000 '
SV5 0.752 0.064 11.741 0.000 Coefficient
SV6 0.893 0.068 13.210 0.000 E T
sv7 0.684 0.062 10.994 0.000 sQ 1398 BTEAI oosm .00
sv8 0.868 0.061 14.231 0.000
SV9 0969 0.063 15.295 0.000
] Coefficient
Factor Loading (CE) By
PV ON
CE BY sQ 0.747 0213 3.510 0.000
CE1 1.000 0.000 999.000 999.000 pa BN T 20550 0o
CE2 0.937 0.057 16.332 0.000
CE3 0911 0.064 14.236 0.000 .
CE4 0.867 0.073 11.816 0.000 Coefficient
CES 1.059 0.072 14.637 0.000 CcsI  ON
Factor Loading (PV) By sQ 0.135 0.112 1.209 0.227
CE 0.342 0.108 3.155 0.002
PV BY PV 0.534 0.068 7.848 0.000
PV1 1.000 0.000 999.000 999.000
PV2 0.991 0.042 23.448 0.000 -
PV3 1.005 0.044 22.638 0.000 Coefficient
PV4 0.907 0.046 19.628 0.000 CC ON
Factor Loading (CSI) By csl -0.430 0.077 -5.565 0.000
csl  BY .
Ccsl1 1.000 0.000 999.000 999.000 Coefficient
csI2 0.997 0.053 18.833 0.000 CL ON
csI3 0.858 0.056 15.232 0.000 CE 0.074 0.166 0.448 0.654
FactordlBacidt (&e) &Y csl 0.943 0.172 5.496 0.000
cC 0.034 0.032 1.046 0.296
cC  BY
cc1 1.000 0.000 999.000 999.000
ce2 1.052 0.040 26.184 0.000
cc3 0.841 0.045 18.544 0.000
cc4 0.731 0.054 13.450 0.000
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AN 9.1 kARINITURBULUAIADINY

AMANUIN Y

14

nswdguiUasrauiinvesesduseneu gilvimduinig (SV)

¥
(% (3 v L3

TnvesesAUsEnay QIviALUINIS (SV)

Code ADULAL YSudeudy
SV1 PRINNLNTANLLAINAUA 8 PRINNVBILTILTUT AN1THNLAIN
GH

SV2 sUdnualoAsvedlsaulsuiliianny annenssuoimsvelsausuildl
GRISRFUYRTaRtaT) AUEIYY

SV3 ANWULNYUBNVDILTILTUTLAIY AdLAL
GRIRAL

sv4 Lsausuiifiussennisaynauiuy N

SV5 theaeglulssusuiivsslovisoniiu ASLAY

SV6 Tsusutiinduayann AdLAY

SV7 N15DONLUUVDIANBIUILAINUELAIN N159A21998NLUUNUNVD L5531
YFBNITITIU agansanisiiuluun

Sv8 gagnneanuasminlasumssnedy | westuwesluesinegluaning
28190

SV9 InudradlsausuilanuagnulInge AdLAL
Ta

SV10 wasUalulsawsudianulusy (Fnavn)
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Bachelor of Marketing

Harstad University College, Norway
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