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A causal relationship model of the influences of perceived economic value and
brand image on trust, customer satisfaction, word of mouth and revisit of GBX

Travel Company Limited’s customers.
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Abstract

The objectives of this research were to develop and validate a causal relationship model
of influence of perceived economic value and brand image on the trust, customer satisfaction,
word of mouth and revisit of GBX Travel Company Limited’s customers with empirical data. The
researchers used quantitative research method, which involved empirical research. The
instrument of research was a questionnaire used to collect data from 457 customers of GBX
Travel Co., Ltd. The statistics used in data analysis were frequency, percentage, mean, standard
deviation and structural equation model analysis.

It was found that the model was consistent with the empirical data. Goodness of fit

measures were found to be: Chi-square = 292.96 (df = 258, p-value = 0.066); Relative Chi-

square (Xz/dj) = 1.135; Goodness of Fit Index (GFl) = 0.953; Adjusted Goodness of Fit Index (AGF/)
= 0.936; and Root Mean Square Error of Approximation (RMSEA) = 0.017. It was also found that (1)
perceived economic value had a positive and direct influence on trust; (2) brand image had a
positive and direct influence on trust; (3) perceived economic value had a positive and direct
influence on customer satisfaction; (4) brand image had a positive and direct influence on
customer satisfaction; (5) trust had a positive and direct influence on customer satisfaction; (6)
trust had a positive and direct influence on word of mouth; (7) customer satisfaction had a
positive and direct influence on word of mouth; (8) trust had a positive and direct influence on
revisit; and (9) customer satisfaction had a positive and direct influence on revisit.

Based on these findings, the researchers recommend that GBX Travel Company Limited
more fully focus on perceived economic value and brand image in order to deepen trust,

customer satisfaction, word of mouth and revisit.

Keywords: Perceived Economic Value, Brand Image, Trust, Customer Satisfaction,

Word of Mouth, Revisit

1. umi

gaavinssviouisafinnuddysoussmelng deluduasugia deu Yausssunariuanden
msveadfiadaneliAnnisadnanu 519013 annisienu Tewdtymeanueinay dwaseussinely
AuEAY uaﬂmmfﬂszmﬂlwaé’nqmﬂﬂﬁa&m%’wmﬂimsviml,ﬁmﬁumﬂuma nsviesflgrdadinng
nszangludagiiniasing 4 FereliAnnisnszareseldluggiinng samfamsveaisndadueiesisluns
ousnuAundon warnseduliAnUselonirensnansdn Suriiuiles Aufvesiisrdn waruinisiiiu
londnualvestiesiu Midunameiuniseyiny Fuauiamsssuvesusema Grintdnanuduaiiama

PUANANRALIWINGBY Uavdtinunuensmansuazuleuns, 2555)



o ' o

fatlpsinismegsialinnuddysomandusnliuinisdn wasnisuensie esannsnduunld
Uimsthaztssnugiugnéidn daunisuendeannsntisifiugugnélsilfesiediusyavsaim ain
msnumussanssuluszivananud dnisevaneaudiadinnuauls wazdidunisanuiseludes
ﬁm%wamaams%’uimm@mmﬁﬁmaﬁammﬁawﬂa (Raquel & Angeles, 2009) nsnduntldusnise
(Bonson , Carvajal , & Escobar 2014) ﬂ’J’l;fL"ﬁLﬁjaL%Eﬂﬁ] ( Chinomona, Okoumba, & Pooe, 2013)
Sviswavesnmdnualnsdudiitinenuitanels (Syed , Sharifah , & Kitchen, 2014) prsl3iiedela
(Achmad , Djumilah , & Siti 2014) svEnavesnnuliiieldelafiddonuiianela (Martinez &
Rodriguez, 2013) n13uU8ne® (Sanghyun & Hyunsun, 2013; Taegoo, Woo Gon, & Hong-Bumm, 2009)
fInNsAnwdnsNaveuiitnelefidfenisuende (Lam & So, 2013; Saleha & Amir 2011) uaz
miﬂﬁumfﬁyaszig’l (Changsu, Robert D, Namchul, Joo-Han, & Jongheon, 2012; Heung & Tianming,

YA v =%

2012; Lee, Choi, & Kang, 2009; Ying, Chi, & Wei, 2009) #§37e3saulafdnu lunaiaivgdnsnanis
Susduaudua wesnmdnuainmaudeanulidedels mnufinela msvende wagnisnduanld
V3Nt veIgnéUIEn 30iBndnaie S edulsrlovdredussnoumsgshiansvisadiorlums

fians¥uiFunnuduen wasnmdnuainsdudvhlignduiaarumniliidedels anufiselauas

dwaliiiangAnssunisuensie wagmanaduanlduinisgivesgnanlussuzenisiely

2. nquszesA

1. tewanlunaidsanmgdrinanissuiiumindu uaznmdnuainsauddeniliide
dela ewfienela msvense warnisnduanlduimatiwesgnd Uit 30Endusaa

2. ilenInaeumLEDnAdoelunATE R BYENaN U UATIANA waznmdnval

asdusnenulidedels anufiswela nisuende wasnisnduanlduinisdvesgndn usen 30udnd

¢

3w e Auteyaidalszdny

3. suleuisiae

fRdelszieuTinsfnunidelaUiuna (Quantitative Research) lngvinn5ideideusedng

[
v a

(Empirical Research) waglduuuaeunmduniosdiolunisiivsiusindeya Ussvnsildlunsidensal
Ao gnAnfiinunlduinises uem 30Bndvsa 91in anNsMnUATEIANGNRIRE19YBINITIATIZR
Toyalunaaunislaseasna Golob (2003) wuxii1in degemisiivinnegialeaidu 15 wihvssiudsi

dunald Fan1sfinuidelupliidudsndaunalavianun 30 fwds AauvLIATeINEURI0E19URINTITL

v
YA o

lupsslimsiiAagatosminiu 15x30 = 450 eilideldsiunuuuvaeunuaingndidnunldusnng

U

193 UTEW 30dndvsaa dia $1uau 457 au waradfnildlunmsimszideya lun msuanuasninud

nsmAserar MIALaGY NsmAdIudsLuLNInsgIU kasnTineilinaaunislasaasne

4. aunInluazians

myidelunsaillduuuaeunin (Questionnaire) Insuuuaesiiossnilu 7 dwfe @i 1 Joya

'
' o

Mlvesgneukuudeunu d3uil 2 Aaufisuiiuaudua (PVE) U5uldain Sweeney and Soutar



(2001) dwd 3 nmdnwalasdudi BRY) Usuldann Cretu and Brodie (2007) d@wfl 4 mnuliiileidela
(TRU) U5Uld21n Morgan and Hunt (1994) @il 5 anufianala (SAT) Usuldann Oliver (1997) @l 6
n1suensavasuslaa (WOM) Usuldain Anderson, Fomell and Lehmann (1994) wavdudl 7 ns
n&uangeen (REV) USul¥ann Anderson, et al. (1994)

YA o

AdevinsnsRdeuRMnnvetAIedie Juldun n1snsIvdeuAUATITNIlen e SRl

s
=<

AuaenRdesestafal wayIngUszasd (100) Tnefideaney S 5 viv FBmsmeanduuszans
woanveInTEUUIA (Cronbach’s Alpha) e“zfqLﬂﬁ%‘ﬂ?‘igﬂi&iﬂur\wﬁmmmmLﬂ?‘imaamﬂ”iwmqmaﬁqm%%‘
Wil lngldlusunsuiiasgvideyannsatianignauiimes Tun1sesIzimaauiswownasia /i
SszanduearimvesusaziuUsursensialusssu 70 Tuly (Hair, Black, Babin, Anderson, &

Tatham, 2006, p. 137) A181UIATUNTIBTRURLAAz UaAI01M (Corrected Item-Total Correlation)

'
=]

dioafiandaust 0.3 uly (Field, 2005) Fefideldnsraaeunnuiiediasdoyavaaedd (n = 40) uazdoya
\uaswesgniiliiudnisves U3E 3T8ndnsina $1dn (n = 457) RdliliInsdadedamnla
ponINMTInduUs ieanuanmslinnzsianuiieswesudaziuuslirnunnsguifmue
MIAATILRANATUTIATIAS19AETITNTIATIER0IAUTENOULTSEUEU (Confirmatory Factor
Analysis) ﬁwmwaaummmdufumm@u&? (Convergent Validity) Imﬂmm%mmg’mﬁﬁmumﬁa AN
dwiinesiuseneuinasyuvesasiuUsunaldFosinfaus 0.5 Fuld A1 Average Variance
Extracted—-AVE vesusiazsudsursdosiinmous 0.5 Tuld wazAnnuiisadidassadhs (Construct
Reliability—-CR) sosusazdnuUsursfesiimdaus 0.7 Fuld WU (Hair, et al, 2006, pp. 776-779) Hans
AnszviesusznoudiBusunut asnndesiutoyadsydng WeRsandniminesdussnoy
105§7U (Standardized Factor Loading) Nan133tAs1evnyu3n PVE fiAn AVE winfiu 0.501 uazel CR
WA 0.801, BRI A1 AVE winAu 0.501 wazAl CR windu 0.751, TRU d@1 AVE WAy 0.520 wazal CR
Wiy 0.844, SAT dlein AVE winfiu 0.562 uagan CR iy 0.865, WOM @1 AVE wi1fiu 0.575 uagan

CR winfu 0.844, REV A1 AVE 1AU 0.553 wazAl CR WAy 0.860

5. Wan1339e
Cw g Y av aAa g ¢ o v o S & , ' & a a
naudeg1adugna usEm IUBndns e i Iwaumnsdu 457 au dallugilu inande An
Judeway 56.89 fiony 21-30 U Anidufeeaz 40.92 fanunmlan Anduiesaz 59.74 szaunisfin
Usyayeis Aendufosas 70.46 Wunidneny andreusenenyu Andusesas 41.58 uaziseldnaiou
15,000-30,000 U Anluieuas 44.64
nauiegsineukuUdeUauTAIuseN1sS S uAuANAT (PVE) oglusziuas sie

nmdnuaingdudn (BRI eglusevgeruliilaela (TRU) egluseduas anuiiawala(SAT) aglu

szAuas Nsuense (WOM) agluseiuas wagnisnauunlduinisen (REV) eglusediuge



A1599 1 BVBNaN19nse BvSwanneden uardvsnaiuvedinaldianvndvisnavensiuiauay

ANA wagn1sTuimuaunaauianela nsusnsie wagnMInduNTeT1vesULAA

LASBIAUS1IUANIN LN

dunlswadud TRU SAT WOM REV
fdulsanmg DE IE TE DE IE TE DE IE TE DE IE TE
0.406** 0.406** | 0.249%* | 0086 | 0335%* 0.315%% | 0315%* 0.346%* | 0346%*
e (0.083) (0.083) | (0.082) | (0.048) | (0.081) 0.062) | (0.062) 0.067) | (0.067)
0.511%* 0.511%* | 0469%* | 0.109% | 0.578%* 0.484%% | 0.484%* 0.528%* | 0.528%*
o (0.087) (0.087) | (0.104) | (0.050) | (0.086) 0.066) | (0.066) 0071) | (0.071)
0212* 0212*% | 0318** [ 0.118* | 0436** | 0369** | 0.124* | 0493+
T (0.102) 0.102) | (0.081) | (0.059) | (0.089) | (0.075) | (0.062) | (0.087)
0.556%* 0.556%* | 0.588%* 0.588%*
SAT
(0.083) (0.083) | (0.077) (0.077)
dulsdunald PVEI PVE2 PVE3 PVES BRIl BRI2  BRIS TRUI TRU2 TRU4 TRUS TRU6 SATI
amuiioe 0476 0519 0469 0537 0435 0409 0527 0471 0466 0487 0541 0553 0590
dulsdunald SAT2 SAT3 SAT4 SATS WOMI WOM2 WOM3 WOM4 REVI REV2 REV3 REV4 REVS
amuiise 0543 0527 0539 0576 0589 0575 0601 0530 0591 058 0471 0533 0606
dulsuanielu TRU SAT WOM REV
R 0.732 0.744 0.689 0.822
*=292.96, df=285, x?/df =1.135, p-value=0.06635, GFI=0.953, AGFI=0.936, NFI=0.990,
NNFI=0.998, CFI=0.998, RMSEA=0.017, RMR=0.0182, SRMR=0.0259,CN=473.764

nagR;: DE = Direct Effect, IE = Indirect Effect, TE = Total Effect * vsngiis ﬁf&lﬁﬂﬁ'ﬁgmaaaaﬁixﬁu

'
o o aaa

.05 (1.960 < t-value < 2.576) ** #unede dodrAgneadsase

NANINAFDUANYAFIUNUI

1. msSuiiuanuduanidvinansuinderuliileelavesgnd

v
U q
v

aNa

. MmanualnsduAsiBnsnamsuinsenuliilieelavesgnen

v

- M3fuiMuanuduAniiBnsnamsuInsieauianelavesgnan

Y

. MWaNwalnSIEUATEVENANINUINFRAUTINELYDIgNAT

- anuliilewelalisnsnannsuinsenisuensorasgnan

. Anufiswaladdvisnansuinsdenisuensievedgnen

- anuliillewelalisnsnannsuindenisnauanlduinisgivesgnin

2
3
a
5. mmﬁﬁaL%a%ﬁﬁmﬁwamamﬂsiammﬁqwaiwaqqﬂﬁﬂ
6
7
8
9

. Anufaneladdvinansuindenisnauanlduinisgrvesgnen

6. aauUsa

mssuiiuanuduaddvinansuansernuliliawelavesgnduitn 30ndnsaa $1in

AU .01 (t-value > 2.57)

pgsiiedRynsedianszau .01 Inedaduusednsidunaviniu 0.406 FeaenndoaiuiTuIteves

Richard, Loury and David (2013) waztdulUniuvguijves Chaudhuri and Holbrook (2001) nami@e

AV A 3 ¢ °o v A Y I I o < | YY 1 o oa Al
UINUIWN JULBAYNTIIGA 1NN Nﬂ']iljiUTJ']:ﬂIﬂ@']Uﬂ']Isljﬁ]’]EJIULL‘WQLﬂﬁW]ENW]‘EJ'ﬂWﬂ@Jﬂ"mUL\TUV]‘\]']EJ‘],‘U W




avvieuliiuiinudedndlunisdniugsiavesuion 30dndnsaa S1dn drnngndnlasunisusnig

asanuudsliluuianavieieIvesuien ilignAnidniduaiuliuidely svdmwaliigndninaiu

s °

v X A i AV aa & v o g w v 1 A v A & 6 o o
IQLU'P]LEUQSLQWQUTUW YULDNYNINIA I1NA 'V]'ﬂ;wa’]ll'ﬁﬂﬁ?ﬂlﬂ']q ‘VI’]ﬂQﬂﬂWEN‘UTU‘Vl YULDNYNINIA I1NA

I
I a a

Fuitsmssuiauanuduaniiiuanndy azdwaliinanuliidedelaniiiuanndumalume

nmdnvalnsduiniidnsnaniauindeanuliiledelavesgnAiuiem I0@ndnsaa 91

'
o w aada

TR a o Y a £ v o = P ) awv
pgadidudAgmsananszau .01 Inefiaduusednaiduniaingu 0.511 Fdenndesiunuideves
Achmad, Djumilah and Siti (2014) wazidulumaumguiives Morgan and Hunt (1994) naafe 1n
U3t 30dndvsiaa 9riin Insimuusdvlifianuivalie uagaumsudegaaeniian Nazamali

gniiannuliifodelaseuidn 30Wndvsna diia awsaasuldan mngndsudianindnualng
FueniiiusnnTuagdmaliinanuliidewelaniuanndunaluae

< ¢

nsfuimuAuAumdanEnanuIndenuisnalavesgnAuTev Idndnsia 91iin aee

a

fifuddyneadnfisziu 01 Tneliduussansiduniaiiu 0.249 Fiaenndasiunuideves Raquel
and Angeles (2009) tulumungefives Cronin, Brady and Hult (2000) nande e1udtm 30idndms
a3 shlienldaelunianareadienismilvmnzan uszanuduenfuiuiideludy azdamali
andfisnalalusmuwiianarihsvesuidm 308ndnsa 91ia wasmngndnlisulssleviganain

wiimnaviosiienves usen 30ndvsna 9riin azdmaligndniannuianelaseuiianariivesuiem

3 3 o

F0dndmswaa i ibianunseazulean mngnAruiem 30ndnsna e Sudianmssudiuaanu

AuA i dmaliiAnauiwe lamiuannAun il

s a v

nmdnvalnsduaniidninaniauindeanuiiswelavesgniruiem 30@ndnsnia 91iin agnedl

S o

Hod AN eaianszau .01 laeladuussansiduniayinnu 0.469 FeaonAdednuIUITeVY Syed,

a o

Sharifah and Kitchen (2014) {ulUanumguijves Hsieh, Pan and Setiono (2004) nanafie winuiEm 3T

o v A o

Wndnswaa e dnisimuusgvlilianuivady uazauwsudegaaoniia szdawariilignandis
walarausun 3Tidndnsvaa $1in vinlanunsaasuledn mngnduden 30dndnsaa 1 Suihs
ANSNYARFUATANNNTUITEEALANAANUTRINET PiuunTusuluale

avulidedelafidninansuindennufisnelavesgnAuiem 30dndvsia 9110 og1ad

a

HodAgneadanszau .01 loeliaduuszansiduniayinnu 0.212 Feaennaednuinuideves Martinez

and Rodriguez (2013) {ulunungufives Chiou and Pan (2009) nanafie diusen 30ondnsiaa

o v a

i Tnrsellugsiameanutedndgatn gnaes asdlunsan uazlinnshiusnsmennu@enss way
339l azdawalvignAninanuianelasieuivn Mufufnanuiwelalunsiiusnisvemdnauuion 3
[ s

= o v a w a Y o 1 v & A | av adAA & ¢ o w P
ULBNINIIA IMNNNNIY L&J@Qﬂﬂmmmh’nﬂﬁ] LLﬁBMWi’JLiJEJL%IWEJUiMV] YULBAYNILIA A1NA LAY

fAagyibignAinauiisnelaseusvn 30@ndnania Sdametuiu vliaunsaagdlad gniusm

a

s

F0Bndnsa i dealidledelafifiuanniy AszdeliifnmuilewelaffisannTumylusae
amuliidlodelafidvinamsuandenisuendovesgniiuism 30ndnsiaa Sata agned

Tedfyneadniszsu .01 Tnefleduuszandidunaviiiu 0.318 Fsdenadesiuau3deaes Sanghyun

and Hyunsun (2013) 1Juldaumguives Swanson, Davis and Zhao (2007) nanafie wnuism 30iond

V51138 911n Anliugsiameanutedndgasn gndes asdlunsen szdawaligndAwedsszaunisald o



s wagsimsuuzthliituaseuni fnsame Wleusamau videyanadu 9 Whanlduinstuuiom 30
Bndnsaa St dngnénifnenaliideidelasouitm I0ndnsaa St wifivvdmaliinuen
solvituaseunss dnsavne iousiny vieyaradu q Widenlduinisvesuitn 3Ti8ndnsia $1dn
wazingnéndanusiulaluaudedndannisduiiugsiavesuien 30Endnsaa S1in deuiiaztasud
sndlek U3 3dindnaing e ifefauyaieuisviluiay shlviaunsaagulsi wmngnérdanuilfide
elafdunntuazdssaliAnnsvendefifiuanniumalde
amuliodelafidvinamsuindenisnduanlduimatwesgniuisn 30ndvaiaa S
agafitfudfnsadinisesu 01 Tneflidudseandidumasiiu 0.369 saenndasiunuiseves
Bonson, Carvajal and Escobar (2014) Wulumungeijves Garbarino and Johnson (1999) nanafe win

o o a a v N

Uit 38ndnsina $1dn dufugsiasemiudedndaain gnées nsdluasan Aeziflenanigninay
nduslduinsdl Uit F0Bndnsaa it Bnads wimenazgdumuannsasugiafinig fmn
anfsudiinsuinedsauionss waraidla awiliAsauilinda uazenalfideidela douazsin
ThAnmugnitudeussn F0ndnsna 9180 uasmnilenadesuefaendualivinisvesuivne
gnada ilfaunsnaguldimngnéndenulidodelainntundferdmarlmAnngfinssunianduin
Tduinmsthanniunaluseg

anuflsnalafidndnanisuindenisuensevesgnAuitm 30dndvsa $1in egadiluddy
yaadAfisziu 01 nefiendulszansidunaniniu 0.556 Gaaenndesiuanideuss Lam and So (2013)

v Y a

Lﬂuiﬂmwmmqwﬁsum Swan and Oliver (1989) nanafe tngnAlALsnelasiesIAl wazAUaINTaTe

Y

v a

yosuiianaving sadannsliuinisvesinauazyinlignindinisyadisuszaunisald o Ald5 uaziing
wugih venselvifuaseuath dnsavne ileusinau vieyanadu  Tidenlduinisvesuin 308nd
n511a $1ia wazignifianelasiouTv 3TBndnsina Srin gninBuATerTisudmdliidedaunada
U3em 30ndnsna rin lukdau vihldaunseaguladn mngnduden 30ndnsaa $1in Sanuiia
welafiiunndufieeelhfangAnssunisuendeiiiiusnndunaluse
anufianslafiavsnamauindenisnduanliuinisdnvesgnénuien 30idndnsna St agns
fieddynadnfisesu 01 Tnefiduusyansidunaviniu 0.588 Fwaonndasiunuideves Heung
and Tianming (2012) ulusumgufves Bloemer and Kasper (1995) na1ifie mngnédauiisnela
AOTIAN WAZAUVAINVAIEYRIIANDTIS SaudenisTiuinisvesiinau agvibignAninaugnituse
Uitmagndualduimafiuiem 30dndnane S Snads wihmamazgatumuannaasugiana
uazilegninfiawelaseuitn ITindnsina S1dn whivilvigndnmnaseuniandusnlivinisd vim 3
BiBndnsna $ata dflomalutieiungn Vilaunsoaguldh mngnéndinnufisnelafifisanniuae

danaliiansngAnssunisnauunlgusnisgiiuunnunuluaig



7. unagluazdaiauauue

A3UNaNNINUILEIANITITY

1. ieanlunaidsanmedvinanissuifumindue uaznmdnuainsauddeailiide
dela eufienela msvense warnisnduanlduimatwesgnd Uit 30Bndnsaa S

Han1TIATzlimaaunslassaiianudt (1) mssuisuanuduaiidnsnamsuindeauld
oidelavesgnén (2) nmdnuainsdudnTavenamauandermuliidedelavesgnén (3) masudiu
AANAIaVENanaUINFeANianalavesgna (4) mwdnwalnduaiiBninanisuindeainuis
nelavesgnén (5) aruliidewdelafiBvinameundenufisnelavesgndn (6) sl fidoidelafidvwa
ynauIndensusndevesgndn (7) mnuifianelafidvinanisuindensuensdevesgndn (8) mnuliideide
TafivEnansuindentsnduunliuinistivesgnén ua (9) arufiswelafidvinaniavandentsndusld
U3MIEeIgnan

2. lilensivaeumNADnAdoadlinaBsa M BYENaNTTUSTUANLANA Lz wanya]
nsrAudsonul ool arwfienela n1suensie uaznmandunlduinstvesgndn visn 30.8nd
51138 9110 Auteyalieusydng

nansAnuansdt lumalinnuaenadestudeyadeuszinvoglunnsia ala-auads ()
winffu 292.96 flesendasy (df) 258 Aainasdu (p-value) Wiy 0.066 la-auaasdusing (’/dp
winfu 1.135 Andailinsssumnunaundy (GF) wiiiu 0.953 Advilinsyfunnunaunduiiusuud (AGF)
Wity 0.936 AduiimanunaaedeulunsUszinasmsiives (RMSEA) Wiy 0.017

Tneiuusanualulinaaansasiaiueduneg TRU, SAT, WOM uag REV lé¥esay 73.20,
74.40, 68.90 uaz 82.20 AMUAIANY

Horausuuzivonis 1y

=3 3

PNNaNTIREEIsEUakuy iiuUTEM 308ndvsIa 9110 duasunazaiunissuiiuany

Yoo ¢ a

fuen waznmdnuainsdudn ereliAnanulideidiela arwimela mavense uaznisnduanld
U3mstwesgndn delud

1. U3t 30ndnsvia $1in masyadudunmdnualnsidud lnehmaluladeng 9 wildvi
T mdnwalveswisniinnavivats uazdumsudegnasanan aiadededususailfinnumnza
funfianaring dedumsiuaumvainvaisvesuiieinaig wasimuasaudanaiaslimngan el
anAinAuianela

2. U3t 30iBndnsa 1 masyautiunisiudiuenudue lnensimunsiaveauiiaimng
sioadierlilunaiuly gutumahufenaieadolferududiuiuiigndldaely dafuemsiingg
dsnnemuianaveaiisinnuishvieaiisidu q efmunnauianeiesiielivnzauilodioy

fuguis uazdadienauauasmuReINsvesgna lignAiinauiianela



v d‘ a o g; 1

daiauauuzinon1sideaTesialy

WANIMNAMENAINTIFUAT Uarn135uIAuANNANAIMA FIelauanuglivinTITennnm
NSUSNSLLALAUNTBULLIAAYIE WA YO Parasuraman, Zeithaml and Berry (1988) ieaiunIs

U3nsvesuIem 308ndnsia Sialinsudiunniii

8. 1BNE1T91994

dindnauduasiiamvitvuianaawaguuningey wasdtinunuensaansuazuleoune. (2555). uaUNIT
zfqm?zﬁmwﬁwm@naNuawm@s/amwmmgmmwnmm’aq;ﬁ'zn. Retrieved October 16,
2014, from http://www.sme.go.th/SiteCollectionDocuments/338SMEs/@UNELNT/
gREMNTTBATIE pdf

Achmad , Y., Alif Fianto , Djumilah , H., & Siti , A. (2014). The influence of brand image on
purchase behaviour through brand trust. 5(2), 58-76.

Anderson, E. W., Fomell, C., & Lehmann, D. R. (1994). Customer Satisfaction, market share, and
profitability. . Journal of Marketing, 58, 53-66.

Bloemer, J. M. M., & Kasper, H. D. P. (1995). The complex relationship between consumer
satisfaction and brand loyalty. Journal of Economic Psychology, 16, 311-329.

Bonson , P. E., Carvajal, T. E., & Escobar , R. T. (2014). Influence of trust and perceived value on
the intention to purchase travel online: Integrating the effects of assurance on trust
antecedents. Tourism Management, 47, 286-302.

Changsu, K., Robert D, G., Namchul, S., Joo-Han, R., & Jongheon, K. (2012). Factors influencing
Internet shopping value and customer repurchase intention. Electronic Commerce
Research and Applications, 11(4), 374-387.

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand trust and brand affect to
brand performance: The role of brand loyalty. Journal of Marketing, 65(2), 81-93.

Chinomona, R., Okoumba, L., & Pooe, D. (2013). The impact of product quality on perceived
value, trust and students’ intention to purchase electronic gadeets. Mediterranean
Journal of Social Sciences, 4(14), 463-472.

Chiou, J., & Pan, L. (2009). Antecedents ofinternet retailing loyalty: Differences between heavy
versus light shoppers. Journal ofBusiness and Psychology, 24(3), 327-339.

Cretu, A. E., & Brodie, R. J. (2007). The influence of brand image and company reputation where
manufacturers market to small firms: A customer value perspective. Industrial Marketing
Management, 36(2), 230-240.

Cronin, J. J., Brady, M. K, & Hult, G. T. M. (2000). Assessing the effects of quality,value, and
customer satisfaction on consumer behavioral intentions in service environments.
Journal of Retailing, 76(2), 193-218.

Field, A. (2005). Discovering statistics using SPSS (2nd ed.). Thousand Okes CA: Sage.



10

Garbarino, E., & Johnson, M. S. (1999). The different role of satisfaction, trust, and commitment in
customer relationships. Journal of Marketing, 63(2), 70-87.

Golob, T. F. (2003). Review structural equation modeling for travel behavior research.
Transportation Research, 37, 1-25.

Hair, J. F., Jr., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (2006). Multivariate data
analysis (6 ed.). Upper Saddle River, New Jersey: Prentice Hall.

Heung, V., C. S., & Tianming, G. U. (2012). Influence of restaurant atmospherics on patron
satisfaction and behavioral intentions. International Journal of Hospitality Management,
31(4), 1167-1177.

Hsieh, M. H., Pan, S. L., & Setiono, R. (2004). Product, corporate, and country-image dimensions
and purchase behavior: A multicountry analysis. Journal of the Academy of Marketing
Science, 32(3), 251-270.

Lam, D., & So, A. (2013). Do happy tourists spread more word-of-mouth? The mediating role of
life satisfaction. Annals of Tourism Research, 43, 646-650.

Lee, H., Choi, S. Y., & Kang, V. S. (2009). Formation of e-satisfaction and repurchase intention:
Moderating roles of computer self-efficacy and computer anxiety. Expert Systems with
Applications, 36(4), 7848-7859.

Martinez, P., & Rodriguez, d. B. I. (2013). CSR and customer loyalty: The roles of trust, customer
identification with the company and satisfaction. International Journal of Hospitality
Management, 35, 89-99.

Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship marketing.
Journal of Marketing, 58, 20-38.

Oliver, R. L. (1997). Satisfaction: A behavioural perspective on the consumer. New York: McGraw-
Hill.

Parasuraman, A., Zeithaml, V. A,, & Berry, L. L. (1988). SERVQUAL: A multiple Item scale for
measuring consumer perceptions of service quality. Journal of Retailing, 64(1), 12-40.

Raquel, S.-F., & Angeles, M. I.-B. (2009). Efficiency and quality as economic dimensions of
perceived value: Conceptualization, measurement, and effect on satisfaction. Journal of
Retailing and Consumer Services, 16(6), 425-433.

Saleha, A, & Amir, G. (2011). Impact of perceived value on word of mouth endorsement and
customer satisfaction: Mediating role of repurchase intentions. International Journal of
Economics and Management Sciences, 1(5), 46-54.

Sanghyun, K., & Hyunsun, P. (2013). Effects of various characteristics of social commerce (s-
commerce) on consumers’ trust and trust performance. International Journal of

Information Management, 33(2), 318-332.



11

Swan, J. E., & Oliver, R. L. (1989). Postpurchase communications by consumers. Journal of
Retailing, 65(4), 16-33.

Swanson, S. R., Davis, J. C., & Zhao, Y. (2007). Motivations and relationship outcome: The
mediating role of trust and satisfaction. Journal of Nonprofit & Public Sector
Marketing, 18(2), 1-25.

Sweeney, J. C., & Soutar, G. N. (2001). Customer perceived value : The development of amultiple
item scale Journal of Retailing, 77(2), 203-220.

Syed , A, Sharifah , F., & Kitchen, P. J. (2014). Projecting corporate brand image and behavioral
response in business schools: cognitive or affective brand attributes? Journal of Business
Research, 67(11), 2324-2336.

Taegoo, K., Woo Gon, K., & Hong-Bumm, K. (2009). The effects of perceived justice on recovery
satisfaction, trust, word-of-mouth, and revisit intention in upscale hotels. Tourism
Management, 30(1), 51-62.

Ying, F. K., Chi, M. W., & Wei, J. D. (2009). The relationships among service quality, perceived
value, customer satisfaction, and post-purchase intention in mobile value-added

services. Computers in Human Behavior, 25(4), 887-896.



