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Abstract

This paper aims to examine the effects of perceived value from tourist attractions and logistics
management in tourism on satisfaction and destination loyalty in Chiang Mai. The study applied the
concept of causal relationships between perceived value, satisfactions and destination loyalty, and
employed the structural equation models (SEM) to analyze the data obtained from interviews with foreign
tourists. The model contains 10 observable variables, two exogenous latent variables (perceived value
from tourist attractions and logistics management) and two endogenous latent variables (tourists’
satisfactions and Chiang Mai tourism loyalty).

The result of study shows that perceived value from logistics management in tourism influencing
tourists’ satisfactions and Chiang Mai tourism loyalty, but the influence is less than the perceived value
from tourist attractions 3 times. Information flows management is the most important components of
logistics management in Chiang Mai tourism followed by the management of physical and financial flows.
These results indicate that improving logistics management in tourism is one of the alternative policies that
can be create a good impression, and increase the opportunities of repeat visiting as well as encourage

others to visit. These will be benefit to enhance the competitiveness of Chiang Mai tourism.
Keywords: perceived value, tourist attraction, logistics management, satisfaction, destination loyalty
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2. N1SNUNIUITIUNTTH

2.1 ndmnnslaaamndlunnvieaiian (Logistics Management in Tourism)
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— ATT1 (Wsznngnui) 7.52 1.44
) - 0.622
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Logis (v‘gmﬁhﬁ'lﬁ%'umnn’mifi’ﬂnfle‘l‘,a%ﬂﬁnﬁ) 0.785
— Phy (M7luaBeuniadunienin) 7.34 1.21 0.668 0.688
— Fin (M3MaR8UN19A11N17E8W) 7.60 1.51 0.754 0.586
—  Info (MswaRauneinuiiayatnnans) 6.93 1,57 0.711 0.628
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L . 0.728
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5.GF dnlng 1 0.99 v
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