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Abstract

This research aimed to 1) investigate the influence of service quality on customer loyalty,
and 2) examine the influence of customer relationship management (CRM) on customer loyalty toward
aesthetic clinics in Ubon Ratchathani province. The sample consisted of 400 customers who had used
aesthetic clinic services at least three times in the past three months. Multistage sampling and systematic
sampling methods were applied from eight leading clinics in Mueang District. The research instrument was a
questionnaire, validated by three experts (I0C = .95), and the reliability was verified using Cronbach’s Alpha
(O = .99). Data were analyzed using descriptive statistics and multiple regression analysis (Enter method).

The findings revealed that

1) Service quality can explain 46% of the variance in loyalty to cosmetic clinics (Adjusted R? = .46).
Factors with significant influence include empathy (3 = .34), assurance (3 = .24), and responsiveness
(R = .14). Meanwhile, tangible factors had a negative influence (8 = -0.15), reflecting that the physical
environment may only be a basic factor, not the main factor in building loyalty in the context of cosmetic
clinics.

2) Customer Relationship Management can explain 25% of the variance in loyalty (Adjusted R? =
.25). Factors with significant influence include personalized service and customer empowerment (3 = .28),
customer relationship (8 = .18), and understanding customer expectations (3 = .12). Customer follow-up had
a negative influence (3 = -0.08). The research results indicate that developing quality services focused on care
and confidence, coupled with in-depth relationship management and personalized service, is a key strategy

for building and maintaining customer loyalty in cosmetic clinics in Ubon Ratchathani province.

Keywords: Service quality, Customer Relationship Management, Loyalty, Beauty Clinic
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