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The objectives of this research were to study the emotional characteristics, to
study the structural equation model of relationship marketing evaluation, and to develop
the effective relationship marketing model that could create impacts on resort customers’
loyalty.

The tool of this research was a questionnaire used to collect data from 1,067
resort customers. Then, the data was analyzed by SPSS version 16.0 and AMOS version 6.0.

It was found that the emotional characteristics and marketing evaluation model
were significantly correlated with the resort customers’ loyalty in terms of word of mouth,
attitudes and repeat purchasing behavior, p = .05. Furthermore, the developed model was

59.1% consistent with the empirical data.

Keywords : Resort Loyalty, Resort Customers, Structural Equation Model
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