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MODELING. THESIS ADVISOR : ASSOC. PROF. VATANAVONGS

RATANAVARAHA, Ph.D., 210 PP.

SIGHTSEEING BUS / LOYALTY / STRUCTURAL EQUATION MODELING

The objective of this research is to study factors affecting loyalty to the use of
sightseeing buses relevant to users’ needs in order to be guidelines for entrepreneurs
to develop tour bus service to be more suitable and safer by dividing into five
sections. In the first section of related literature, the results of the study showed that
the first three factors which are most taken to be studied about users’ loyalty from 53
titles in review literature were satisfactions (79.25%), perceived quality (67.92%), and
perceived value (47.17%) respectively.

The second study examined factors of tour bus provider quality in order to be
criteria to evaluate and improve service quality for entrepreneurs by asking the score
level of service provider’s perceived quality of each indicator from 3,387 lecturers,
and education staff. The results of analysis of exploratory factor analysis (EFA) were
divided into 27 indices merged into three groups including vehicle bodies, drivers, and
management administration. The second-ordered confirmatory factor analysis (CFA)
confirmed being quality factors of three groups of variables as mentioned.

When considering the results of study in the third section from Multi-group

Structural Equation Modeling (SEM) of which the samples in this study were 2,254



lecturers, this section focused the study of factors, which influenced loyalty to
education tour bus for in Thailand, including expected service, perceived service,
satisfaction, trust, perceived value, commitment, past experience, and attractiveness
of competitors. When comparing between urban and rural areas, it was found that
mentioned factors affecting users’ loyalty are different due to geographic areas.

According to the results of the study in the fourth section, the structure of
model was the same as the third section. From the study, it was found that mentioned
factors which influenced the types of educational institutes were in different education
levels including primary education level, secondary education level, and vocational
education level.

For the last section, this study employed Multilevel SEM by using the data
from questionnaires obtained from 3,261 teachers of 742 schools to answer the
questions whether the differences of each school influence perceived quality,
satisfaction, and loyalty or not. The results of model showed that perceived quality
positively influenced satisfaction and satisfaction had positive satisfaction with the
loyalty at statistical significance at both personal and school levels. When considering
the school factors, it was found that the resources allocated by the government, the
cooperation policy, and the schools’ attention to safety directly influenced perceived

quality at statistical significance.
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