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ABSTRACT

The objectives of this quantitative
research aimed to investigate: 1) the
relationship between corporate social
responsibility (CSR) of Nok Air Airline and
customer loyalty to Nok Air Airline; 2) the
relationship between customer satisfaction
and customer loyalty to Nok Air Airline ; and
3) the impact of corporate social responsibility
of Nok Air Airline and customer satisfaction
and customer loyalty to Nok Air Airline. 400
sets of questionnaire were distributed to
gather useful information from those who
have used the service of Nok Air Airline.

The findings suggested that corporate

social responsibility of Nok Air Airline in

aspect of business dealing with fairness, high
responsibility to customers, participation in
community and society development,
environmental preservation, innovation for
social responsibility, and preparation of
social and environmental reports were
positively related to customer loyalty to Nok
Air Airline in terms of both brand loyalty
and repeat purchase. Results also showed
that customer satisfaction in aspect of
process, personnel/staff, efficiency, and
physical characteristics of service were
positively related to customer loyalty to Nok
Air Airline in terms of both brand loyalty and
repeat purchase.

Using stepwise analysis of the
equation, the predictions were made as
follows : customer loyalty to Nok Air Airline
in terms of brand loyalty (Y1) = (1.605)
+ 0.707 (Satisfaction in process) — 0.249
(Dealing business with fairness) + 1.279
(Satisfaction in efficiency) — 0.893 (Satisfaction
in personnel/staff) — 0.634 (Satisfaction in
physical characteristics of service) + 0.337
(Environmental preservation).

Customer loyalty in Nok Air Airline
in terms of repeat purchase (Y2) = (1.561) +
1.404 (Satisfaction in performance) — 0.253
(Dealing business with fairness) — 0.650
(Satisfaction in Physical characteristics in
service) + 0.534 (Satisfaction in Process) -
0.708 (Satisfaction in personnel/staff) + 0.280
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