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Abstract

The purposes of this research were (1) to study the perceived level of quality,
destination image, satisfaction, and attitudinal loyalty of tourists (2) explore the relationship
between perceived quality, destination image, and satisfaction towards loyalty attitudes of
tourists (3) investigate the influence of tourist satisfaction as a factor linking destination image
with tourist loyalty attitudes and (4) discover the influence of perceived quality as the governing
factor both direct and indirect influence that the destination image has on loyalty in the
attitudes of tourists. The population was Thai tourists who visit 19 communities of OTOP
Nawatwithi, a prototype of 349 communities in Chiang Rai, Chiang Mai, Nan, Phayao, Phrae, Mae
Hong Son, Lamphun, and Lampang provinces. This research was quantitative research. The
instruments were a questionnaire, data analysis using descriptive statistics for frequency,
percentage, and standard deviation. Besides, inferential statistics used to analyze the
relationship were Path Analysis and Process program. The research results showed that all
factors were of high importance. They put quality perception first, followed by satisfaction,
destination image, and attitudinal loyalty. In the analysis of the causal relationship with the
structural equation, it was found that tourists perceived higher service quality of the OTOP
Nawatwithi community. When the satisfaction of tourists has occurred between the image of
the destination and the loyalty attitude this will have an indirect effect on the indirect path that
brings the satisfaction of tourists as a link factor, which is a more psychological view of tourists.
Taking into account the satisfaction that may be more or less, depending on the expectations
of individual travelers, even the quality of the destination area is not perfect. But when tourists
perceive the service quality of the OTOP community through their experience causing
satisfaction, happiness, and impression from visiting the community. It was also found that the
influence of the destination image influenced the loyalty of attitudes when indirectly through
the satisfaction of tourists and would be higher when the perceived value of service quality of
the OTOP Nawatwithi community was higher.
Keywords: Perceived quality, Destination image, Satisfaction, Attitudinal loyalty
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LAEATIIUAIINABINTG (YN ITIaL TNIBU UasNIyaun AN, 2562)
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vioadiertursiimuieniuiunmdnual vewmamieadietu 9 (Kotler, 2000) T3EIN MENWAINIT
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Richardson, 2003) amanualvawioafieiaeilianuduiussenintuauinisuagamnuanisiieniny
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U
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#38L9113 (Product Perceived Performance) fiun1sAnniavedgne (Expectation) (Kotler, 2000:
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AnATLY (Value Added) fen1ssinnusaufuiiesis q Tasdandnnisadienuainsiu (Total-
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a v
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Y =

andilmelaluAuduazuins gninasiinginssudos waruendeduduazuinisely waeieiian
gonaztlugniuding

3. AUANALTLAINAR (Attitudinal Loyalty) Copeland (1923: 282-289) lélauauuifn
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y03juslna (Consumer Insistence) siams1dsiodudn aedlsfimy dormdsnanifisaunisluauga
afe nMsadresmnusnfiduasduiusfufuslaalild iloanudnsaluszezen uifinisasieane
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wazn1svililaseadnsvesionistuns (Berry & Parasuraman, 1991: 136-143) Tnenszuaunisiunis
aduemufnfnanugndly axfeseguuiiugruaudilafeiiunssuiunisinaulauasngingsu
YoIKUILAA

Oliver (1999: 33-34) nd13i1 sgAUANUANAUIENOUME 3 d1du Laun (1) Amnuiianelase
sAUsENUYBIMTALA Jmunedsmnnide (Beliefs) (2) anuidniimelafifivondndog Fomnefa
AnAR (Attitude) wag (3) mnudslangreuindiiasdenndmnogreiiiisafundndus damunefs
wqdnssa (Conation) yhefigmazthundsmnusinilussazonuazaiimsuendeyanaitinddasely
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4. A53u§AMAN (Perceived Quality) Eakuru & Mat (2008: 129-139) leina1afian1ssus
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NANISITENUIIANULNEINTIVDININTIANA LTI LA LANIZLSDI51IVBIA LU SHH IV IR
Tldludinseassmvesnudsweadu 35Tnagleis Heterotrait-Homotrait Ratio (HTMT) 81 HTMT @
ALANIINA LU T LENIINAU U3 9TAINUNLINTUT I UNNUNFAFULIAD HTMT < 1 (Henseler

et al,, 2015) Aam1379 1

AN519 1 HaN15USEUNUAELUSEANSAUN1IVDIDNTNANIIRAT

HANMTIATIZRAUTIBINTUBSUUNTBIAT IR HTMT ) T p-values
nwanwailanensiidvdnasemuianela 0.924 0.014 65.907 0.000
nanwailanensiidySnaseanuinfdaanai 0.872 0.031 28.050 0.000
Anuianelalidninadonnuinfdsanaid 0.831 0.038 21.734 0.000
nssuiRuAMIBVENaseAUANALBLInAR 0.820 0.041 20.003 0.000
n3suinunmBvinadenmdnuaivaten 0.903 0.017 52.021 0.000
nssusRuAmIBvEnasenwiianala 0.896 0.020 45.848 0.000

s 1 deRTsandauUsusmudduanus wuinen HTMT man&’aLLﬂiLLNQLLﬁiax@'ﬁmﬁ?q
N1 1 waedituddnfenndeyadwsednduandivivindnsdiuanduiusiiimimn 1 LaRTIAT
vasiulsusluenand 1 Tevasiudsuldy uanrhanesiadauiiomsad s uunanedeuauuis

aunfisuil 1 nwdnvaiuatevnsddvdinanianssdoruiniidaaned nefiduusyand
UM 0.766 1 tstat 22,183 o sedutaddmneadi .01

aunfguil 2 nmdnualuaensdidninanedousdonuinfiiuanadlasdeuruaan
fiawela uansiarufisneladulafodunansunsdiu Tnefiduussansidung 0207 1 tstat 4.624
o sedutidfyneadan 01

aunRgIudl 3 MITuiRaMdNanIEMURDBTENaN RSN AR wailatesilide L And
Baanaf Tneflduusyansidunis -0.048 A1 t-stat -1.248 o sedutiuddaymeadan .01

aunfgIuie Msuinunmdsansenudedninaiinmdnvaivatenisiremuindon

a

ARDoN TnedlduUszansidunis 0.074 A1 tstat 1.788 w seRutlsd1Agysanan .01

Perceived Quality
/

~022*

-0.048™
.232) *
(-1.248) Tourist o.074
. . (1.788)
0.396** Satisfaction
Destinlﬁ)n 7 o147 I Attit.&nal Loyalty
2 _
(3.355) R =0.790

AN 2 HAILATIEIFILUU
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N 2 wuidvswaiinmdnuailatenis Stemusnfidaaned duilidvinaniinse
o¢afideuly (Conditional Direct Effect) Litonansdvdnanianssamedvesnindnuaiatonia s
sio AmdnAidaanad agldfoulvnsiiudvsnadnanvesnisiviaunim wazdnsnanisdon
agaiiidouly (Conditional Indirect Effect) tilananadninanisdoui amdnvalundsvionisn
Uanenailsie arudnd 1 3aanad Tngdeurmanufiswelavesinviesiion aeldfeulunisiitu
aMENaRINg1IYeNTTUIAMA N

3. Svdnaveseufiwelwesimioadisdlugiued sfoidenlssnmdnuaiuatemstuau s ng
\BaanaRvesinvieafiefidmiBeuguumeailsy OTOP uiwid

A1519 2 BnSnan1awssegrelideulunnmanealuatenis Jse MIUANATLINAR MUTEAUAIIBINNT

v
(Y% =1

wgﬂmmwwuﬁﬂawmn

PQ Effect se t o LLCI ULCl
-1 (ﬂ"wﬁaﬂ) 0.191 0.057 3.318 0.001 0.078 0.304
0 (AnU1unan) 0.144 0.044 3.285 0.001 0.058 0.230
1 (ﬂ'ﬂgj\‘l) 0.090 0.062 1.453 0.147 -0.032 0.211

IFnssuinunn faunmsazUrunansegudndsiinvieaiioadldanuTaunn sjuiles
e Tdudiu aanmues mssudaunim dmdeunandsdmalyd amdnuaiunamisaden
Uameniisnsnadeauinaduanas

4. Svswavesmsiuinunmlug s daduiiusvsnanans swagavswavnadeninmanwal
Uangmafisonnuinfldaanafvesinveadios

A543 BvSnanieausgslitouly Anmdnwailanenie dse ANUSNATRIRAR TnesauHIY AW
fanelavesinvieaien museAUAYBINITTUIAMANTIIUAYaEMNS

mi%’uj';f’!cumw Effect BootSE BootLLCI BootULCI
-1 (A6) 0.1441 0.0381 0.0810 0.2327
0 (Aunang) 0.1816 0.0359 0.1195 0.2601
1 (ﬂ'?QQ) 0.2223 0.0431 0.1446 0.3126

NAN15398NW U1 i a11ANRInelav0 9Ny o Aglu15 83 AS1IEAI8TanUINdNSNan
ANSNUAILNAWIBBNYIUA 18N LRBANUNNALTRINAR LiaDuNIUANURTWBlavRwinViowNe Awdl
ANgatuilan1sTusamnniang iy

d5duazanusnena
1. mwanualuvasiaafisavatenis (Destination image)
adnualundmendisrarensfiaudfyseduin newnmgdunnuaisnuvesiiaiag
yuwU OTOP uin3d uazunasviouflmssssued saudadauluguvusieaiiss OTOP Tarwala
waztfudinssiotnvieaiion Tamssauiuanmauaziauls aemudeiusummdasade Uszneu
fumuidodsaduifinunivats dhenssuiiesyinlussninnsiBensy naiumsludgevioadien
19 9 lugnuiaugzadn de1mnsgngueunlisnuaunITaenndaeiu Hemandez-Lobato et al.
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(2006: 343-358) gAnwiiinvieaivarewsfuiiuniieail Ixtapa Zihuatanejo Uszimasinglnany
weemigidams unumiitonisairsnwdnvaivatemaiiefaifinanusnfvesgavanevans
n1aruaNfianelavestinriouiisn wafildannisAnyimuituvdwisaiisanmuanenis
fanuduitusidauanduanusndvesidivn fedunadndinaniiadiuauddyvesnindnuaia
Tunsdaaiunsviondiendeuvundsvieailen

2. avwiiawslavasiinvisailen (Tourist Satisfaction)

aufianelavesinvieadienfiaudfyseduun TnetamzidletnvieuiieafininisiBeunds
ﬁLfJumi%’U%:@mmwﬁﬁmﬂﬁummmwﬁ’ﬂ fnnuguiunsideusunvy fanugulunissauiy
Aanssumeinnsssy SanveuguilunmsiuyuswiiliiAseuwelatunisdadulaluifediinemiu
Usziivla madeutundsdasmnauienitfimely duinfigusuuinismsstuanuemants aonndes
U (Lee et al,, 2005: 839-858) n51znszUILNTURIYARATLFTmduTaUszaunisalnmdnwal
Umeyeiiduuinasuansemdndiuiiiseduaufioelanndusasinnuddaduanuindudiie
Fomumuanmsdnmiuiishesnad iwuihnsuandiifuieuigalafetudednnsiuiamuam
mneUaemaiiiianinasiorwiiaelaluBeuin ddlsfuniseensuegieiluissaninisve il
dmduiluiivanemadszandng 9 waz (Mohamad et al,, 2011: 167-177) wulnnIwanwallaienig
\udsithldganufiewelavesinvieadien ua@sliaesuiinanuaumusssunailasunis
atfuayunuidsneeuasmniifdmivemsuagivniflunsiumanesisulsemelne

3. aufnfidaanad (Attitudinal Loyalty) anusfniiduanaivestinvieadiondemiud @y
sy lumsdaaSalsinvieafisnndeuwva sioaierfirmddnunian sdusoundunsugdi
Fowa Ry Tufvenanfuvdsieadioailumsda uavaruendedulfidesnisdeyalumeuan
Aldiane Tummvleadiendimumngay fanuddaasanifiendn wavandenanuivieadivuisiieuiidy
aonAdosiu Gronroos (1990: 3-17) finuiteglsAmuasiiundsunmsnivesgndlalaldifiosedne
FeniRrnnmssuinaunmanufieelauazusinssismsals Fsmsnwaganmdnuaiuaemady
Hadeddyruiu wu eduwmeudeudules Tenneemuazain dunelafanssuimmelugugud
sufamadsusndusraunsalinndesifiedad oud dvsnadenrwAnAd wanedlunisdenyuvy
vigaiien

4.n155u¥amAIN (Perceived Quality) n153uiquanilainuddyseduuin 1o
tnvieafleafiinuneugusuliidanduialsraunsaisng 9 vesuildianduFosesininasa
omnsuiy MawuzihasasBenuasuey masuifanmuindeutiesiu nisliuinsfiussivla
yilsiAnmmianduvey dmmwayniufenssuildsauni asstuiiviiumald wazldiiuszaunsalngs
TuiSesmnunainuatsvesuanioniiemsimusssu /sy iamansluguyu aenadesiu Oliver
et. al,, (1997: 311-336) faguinmsiuinunwAnannmsvhanudiladadefiiavinadonimsing
vostivieafielusuunaedsddyiigaiesnnnissuifnanifunstiemdennmnenuresizuia
fiAgatesfunisvisadisauaziuszneunisiieusuusansnaaunsaatnuazd adulausunnis
sioadielusuumjuiiulufivszaunisaififnlusuuninausisnsuuuysaniadeaudilaindy
Aeafulszaunsaifiovsisanusnifuiiufivanens mndviesdleafidwiBeudinissuiaunnly
sefutunansienntuly fanunsodadulaidenfiufivatons winindslaifidoyansedslaiagly
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Woaflgafieenfiazuesnnuazinaulaifiensiuis Prayag (2009: 836-853); Lee et al., (2005: 839-
858) NM3iuiAnANveInviugIuenINTdmaden NN ladmansenudonuinfaged
oAy Fawan1sdedeiigaiindeddnvieaiisssuinunmaindnyaiuaienisinfniuainuaian i

1% <

nsfuinnnmMuBIININEinANfitnelakarAUiNARz LAY

o

¢ 1ain aw X
aeAruiIninlfineideil

Natural & Social Destination
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Environment Loyalty

AN 3 NOBFININ
nawd UJduiusseninedwnindeuni1asssufnardwinaeunisdenuiuusgelaves
tnvieuiiedwalitdnvesiieddiaudinfdeiuiivaenimguigiusinvsenguiteyaillddeyauas
asaunANNITeTUTILara mswagUlafetininam 3 asuieglaan
1. Awandeumssssurifnasnsdsey Juunasieafisalaremsfiadrsenuuseiulaliniv

tnvioaigulou FIwIndeun eI TUYIAADAIINAILNUYDMSNYINTTITUVIR WY AuUYUAIY

v '
N a
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Vioshu
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a
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