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Abstract

The purposes of this research article were 1) to study the demographic
factors; and 2) to study the service quality factors affecting brand love of users of
foreign tour operations in the form of group packages of Diva Vacation Co., Ltd. It was
a quantitative research. The sample group was 500 users of overseas tour operators
in the form of chartered groups of Diva Vacation Co., Ltd. by simple random sampling.
The sample size was determined by calculating Yamane's formula. Questionnaires
were used to collect data. Statistics used in data analysis were percentage, mean,
standard deviation and Pearson's correlation coefficient. The results showed that 1)
most of the respondents were female, 63.00% aged between 26-35 years, 42. 60,
monthly income, 30,001-40,000 baht, 30.40% with a bachelor's degree, 37.00% and
62.60% were working as employees of private companies. Gender demographic
factors and monthly income affected the brand love of users of the overseas tour
operators in the form of group packages of Diva Vacation Co., Ltd. at a statistically
significant level of .05; and 2) quality factors of service (r = 0.66) in terms of customer
understanding, concrete, ease of access, safety, and in terms of responses to service
users affected brand love of users of overseas tours in the form of group packages of

Diva Vacation Co., Ltd. at a statistical significance level of .05.

Keywords: Service Quality Factor, Brand Love, Tour Arrangement Service
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