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Effects of Confidence and Loyalty on Customers’ Decision to Use Department

Store Services: A Case Study of the Leading Department Stores in Bangkok.
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Abstract

The objective of this research is to study the impacts of customer confidence in service
quality, trust in corporate image, customer loyalty, repeat usage of service, and satisfaction on
customers’ decision to use department store services at leading department stores in Bangkok.
This research used a survey design to collect data. 400 questionnaires were distributed to
customers at 4 leading department stores. Descriptive statistics were used to analyze the data. A
multiple regression analysis (MRS) was used to test hypotheses. Based on the descriptive
analysis, the respondents are female, aged between 21-30 years, and single. They hold

undergraduate degrees and work for private companies, with an income range of 10,001-20,000



Baht. According to the MRS, confidence in service quality, trust in corporate image, loyalty and
satisfaction significantly affect customers’ decision to use department store services, while repeat
usage of service has no significant impact on customers’ decision to use department store

services.
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