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Abstract

This research aims to develop and validate a causal relationship model of student loyalty
to Thai private higher education institutions. The questionnaire was distributed and completed by
557 students in five Thai private higher education institutions. The result of a causal relationship
model shows that service quality, student satisfaction and university image are factors influencing
student loyalty to Thai private higher education institutions. This result conforms to the research
framework and thus has construct validity. Student satisfaction is the most important factor for
student loyalty, then university image and service quality is the only factor which has minus direct
effect on student loyalty. Meanwhile, service quality shows high direct effect on student satisfaction
in contrast to the minus direct effect on university image. The result also shows that student
satisfaction and university image have a reciprocal relationship. While student satisfaction notes

high direct effect on university image, university image has no direct effecton student satisfaction.

Keywords: Educational Administration, Student Loyalty, Student Satisfaction,

Service Quality, University Image, Higher Education Marketing
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M13199 1: Yadelivanmnnildninareninudnavesindnuiineseandugaudny

andna TE IE DE NANNIATIVEADUANNAFIUY
SER —> LOY 795%x* 1.259%** -464%** goufuaNLAgIUT 1
SER -—> SAT 977** 122 855%*x 8au§uauua§wuﬁ'2
SER —> IMG .818*** 1.041%%* -.2207%%% aau%’uamagmﬁ 3
SAT —> LOY 1.623** 612%% 1.011%* aau%ﬁamuﬁgwuﬁ'a
SAT —> IMG 1.268% 202 1.066% gouTUALLAgIuT 5
IMG —> LOY 574%* 243 332%%x ﬂam%’uammagmﬁ 6
IMG —> SAT 178 .028%* 150 ﬂﬁLaﬁauuagwuﬁ'7

R?: SAT = .972, IMG = .797, LOY = .772

*P < .05 **P<.01,***P<.001
TE = Total Effect, IE = Indirect Effect, DE = Direct Effect

RZ= 368

R?= 598

R?= 595

R?=.698

R2= 677

iiadAgmaati

lifhipdAgmaaia

Xz = 121.326, df = 101, P = .082, Xz/df = 1.201, GFI = .976, AGFI = .960, RMSEA =.019
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