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Abstract

This research aimed to develop a causal relationship model of influential factors

on tourist loyalty towards floating market and test this model with empirical data.

The population consisted of Thai tourists who visited five floating markets that
were selected by popularity, representation of local ways of life, local participation, and
different locations. A total of 1,000 samples were obtained from these five floating
markets; 200 samples were obtained from each floating market. Questionnaires served as

the method for data collection. Statistics used were SEM analysis.

It was found that there were both direct and indirect factors that affected tourists’
loyalty. The direct factor was tourist satisfaction. The indirect factors were tourism
components, destination image, and perceived value. Tourism components had a positive
indirect effect on tourist loyalty through destination image. Destination image had a
positive indirect effect on tourist loyalty through tourist satisfaction and perceived value.
Perceived value had a positive indirect effect on tourist loyalty through tourist satisfaction.
Tourist satisfaction had a positive direct effect on tourist loyalty. Considering all factors,
destination image had the greatest total effect on the tourist loyalty, followed by tourist
satisfaction, tourism components and perceived value, respectively. Therefore, improving
destination image, which was influenced by tourism components, may lead to positive

perceived value, better tourist satisfaction and increased tourist loyalty.

Keywords: Destination Image; Perceived Value; Tourist Loyalty
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2008)

3. auAfilduannsienienidvinansdendauindemnudndvesinveuieluns
vieaifirananni Tnsdeiuarufelafildsuannisviendes asnndosiunisinulag Chen
and Tsai (2007 §15lu 3¥and FumAmes, 2557) udliaenndesiunsdnuilae lundd uasase
Larau I namsUTdl (2558) Udlas) Siduen wazany (2551) il duniianes (2556) uaz
93031 WA LazAnE (2556) Inuin auAlFFuIINMsTeainIdIanInTIienNAnd
vostinvioadisadeundmendien wiothdlsia nansAnwinaidisinuiemedldsuannsves

WIEIEINANIIUINADAMUNNAVDIUNVIDUNY IR WNAIVIB LN

4. amufanelalaesuddvinannssmernusnivesinvendieslunisviewiieinain
i genpdosiumsinuidusiuauann Wy msAnwides “A Structural Relationship Between
Domestic Tourist Satisfaction, Trust, Switching Barriers And Retention” finuin Jasefidanase
nsndusviesifiendvesiiviondirlunsunn fo arwiienela (Lertwannawit and Gulid, 2014)
mMsAneEes “Analysing the effect of satisfaction and previous visits on tourist intentions to
return” WU AuRaelaLaruuRSTiu v uiendamaniauinderuddaiias ndunivies
e Tneadendnitdmanonisvieadlortidennuiianela (Alegre and Cladera, 2007) M3
Anw3es “The role of destination attributes and visitor satisfaction on tourist repeat visit
intentions to Lake Nakuru National Park, Kenya” wui1 aaufiswala aausdng LazALAdla

ndvINYisEgIveItnviaiadauduRLSTuTaUIn (Boit, 2013)

VOLEUDUL

1. YaLEuBLULNbAIINN1TIVY

mhsnunasziifduisdeddunsiaueaaiuasmaeniion flussduiesiu
seAuginie uwagseauUssme laun drdnauen dmsuamatilungaym sadnisuimadu
AR BIANITUIMNTAIUIINIR ﬁm%’umm@fﬂu%’mi’m?ﬁuq mMviesiiewiiUszmelng waznsu
mMsvieadien nsgnsnmenfisuazinn anunsadinannnFelulilunsirualouieiods
enilviinviesfioafianufnfdeundsioniien lnegatumsiamnesduszneusunisvesiien
vowmai eduaunmdnvaififuendnvaliomeiu feasihlugnisadeaunuaniildsy

IINNTVBINYT ANMURINBIIVINNYIBNNYT karAUsnAveItniaiglun1svaNeInaIntin
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Tnslamgnvieadiedlunainii fadunsdnaiumaviondelasgpmulidanuiuas dods uazds
fu TneAdsidanndon deu wagiamsssy lnoyuvuiiunumidudwesazuasiauiumaios
\endelinvieainfinnsBeuiuasldsussaunmsaiiiianmsvieaiien dasslovdildsuan
nsdaeiumsvieafisalasyuay uenanguruazingliannsvieaies fannmdinanuiueg

MATuudy Saenunsaadennunagiilaluviosiiuvesnues inn1seusndinusssulasdandon

AnnsiSeus wasimudnennguyuviesdiulunisianisnsvisanienladne

2. Farauanuzlunisivesaly

1. ashluwaavudgiuluneassiuwnaioaiiedlseianaug w3e Anwinguinyies

WIEIYIRVIANLLGY LNBNTIIAUTTeNEINaRDAINUANAYINNYIBLNLIRDLARIVDALNE?

2. pastiiunsnTvaeumulinUsdsuvadlunalaensfnuinguinrieaiieaniiunig

ywipaiendunSusnwaztinvia e Mauniauiauieduinnin 1 as
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