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Abstract

This article aimed to: 1) develop and validate of a causal relationship model regarding
consumer loyalty in purchasing private hospital health check-up packages on Facebook pages, and
2) study the causal factors influencing this loyalty to Buy Health Check Up Packages of Private
Hospitals on Facebook Pages of Consumers in Thailand. This quantitative research utilized an online
questionnaire for data collection. The sample consisted of 215 consumers residing in Thailand who
had previously purchased private hospital health check-up packages on Facebook pages. Data were
analyzed using frequency, percentage, confirmatory factor analysis, and structural equation
modeling The findings revealed that the developed causal relationship model, comprising four
dimensions: 1) service quality, 2) brand image, 3) customer satisfaction, and 4) loyalty, was highly
consistent with the empirical data. The model demonstrated a good fit with the empirical data, as
indicated by the following fit indices: CMIN/df = 1.228, GFI = 0.958, AGFI = 0.931, SRMR = 0.026, and
RMSEA = 0.033. In addition, service quality and customer satisfaction were found to have a direct
positive influence on customer loyalty in the purchase of health check-up packages. Therefore,
private hospital operators should place importance on providing complete and clear information
about health check-up packages, while ensuring that they are readily available to respond to
consumer inquiries in a convenient and timely manner. Furthermore, hospitals should customer
satisfaction a diverse range of health check-up packages and offer worthwhile promotional
campaigns. These findings highlight that delivering high service quality alongside fostering customer
satisfaction can positively enhance customer loyalty, ultimately encouraging consumers in Thailand

to purchase health check-up packages from private hospitals through Facebook.
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fiautuUsznaufedulsusanieuon $1uam 2 4 ldud 1) funmuamuims 2) funwdnel
wazduUsuelanisluy 91w 2 au laun 1) aruauiansla waz 2) A1uANANA waznls
n513a0ululnan15in (Measurement Model) a8 Confirmatory Factor Analysis (CFA) 210013
Aaszaudeduvaiauaenndesnisly (Internal Consistency Reliability) Wua1 @atuUsuel
yndilAnsasIeaeunNdesiusInvesi USRS (Composite Reliability; CR) 9g5eing 0.799
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SoruUswlatualulunaiinnuundede (Hair et al, 2018) nMslnszdaunsudsdonndos
(Convergent Validity) wu11 G‘hLL‘UiLLmnﬂGT’gﬁﬂ'ﬁLa?{mmmmLLUiUiauﬁ'Qﬂaﬁmiﬁ Average
Variance Extracted (AVE) agj5¥1319 0.573 - 0.616 3saguledn dnnnunse Weaenaqedluyniiuls
welsvaaluiaa (Hair et al, 2014) drunisasizviaiuyndedovesdnusdanald (Indicator
Reliability) WU fauusdanaldmnsdianiminesdusznounsuen (Factor Loadings) agszning
0.700 - 0.888 FsilAu1nndn 0.70 el A3e7t 1 uanednda wdsdaunaldtomelulumainiiy
Undeiie (Hair et al, 2014) feil

M19197 1 KaN1TIATILALAANTTIA (Measurement Model) WagAMNNLATOID

o Construct Validity o
AUTE LAY CR AVE
v v s RMSE >0.70
fnusdunale CMIN/Af — p A GFl >0.50 >0.70
AUANATNUINS (SVQ) 0.975 0323 0.000 .997 084 0813 0592
1. deyaseaiduniinsudiu (SVQ1) Factor Loading = 0.748
2. wondluiinundaulunisliuinig (SVQ2) Factor Loading = 0.785
3. fimuazaantunslgusnig (SVQ3) Factor Loading = 0.774
MU manwal IMG) 0.053 0.818 0.000 1.000 0.86 0.808 0.585
1. Fadoadunidnegrunsvians (IMG1) Factor Loading = 0.829
2. finanwallunsliuinisilaaau (IMG2) Factor Loading = 0.752

3. \Juileon@nlunisliuinig (IMG3) Factor Loading = 0.710
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IR RTIARTGS Y a CR AVE
5 . . RMSE >0.70
Mudsdanale CMIN/Df — p A GFI >0.50  >0.70
fuANUNanela (SFT) 0.037 0.847 0.000 1.000 093 0.799 0.573
1. flswalaluwiininansiaguain (SFT1) Factor Loading = 0.856
2. fanelaluusnisneuaaiy (SFT2) Factor Loading = 0.703
3. Wawelaluluslutu (SFT3) Factor Loading = 0.701
FAUAUANG (LYT) 0.037 0.847 0.000 1.000 0.88 0.827 0.616

1. finaudayarnansegiasieiiies (LYT1)
2. FAnniuiuuiinna (LYT2)
3. wuztheuidnlindauiining (LYT3)

Factor Loading = 0.888
Factor Loading = 0.759
Factor Loading = 0.700

wEme): Ol=Cronbach’s Alpha, CR= Composite Reliability, AVE=Average Variance Extracted

HaNIATRABUANLADAAdBIlinan LT US T i TutuTeyade sy dng
wuin lueafiiauiduiinuaenadouanaundutudeyadassfniiduogned Tnsfiarsanain
ANERRALA-ALALS (X2) AU 57.735, A1 CMIN/F 1YnAU 1.228, A1e9endasy (df) innu 47 , a1
GFI Wity 0.958, A1 AGFI winfu 0.931, /1 SRMR wiifu 0.026, i1 RMSEA winfu 0.033 Fauly
AMLNagIURa CMIN/df < 3.00 (Ullman, 2001); GFI = 0.90 (Joreskog & Sorbom, 1984); AGF
> 0.90 (Schumacker & Lomax, 2004 RMSEA < 0.08 (Schreiber et al., 2006); SRMR < 0.08
(Thompson, 2004) and Hoelter > 200 (Hoelter, 1983) %qﬂﬁﬁlﬁdﬂumammé’uﬁ’uﬁﬁamma
arwsnalumstoufininanssguamvedsmeunaensutumaetnvesuilnalulssnalne
FININD 2

SvQ1

FUANAINUINIS

SVQ2 (Service Quality)

SvVQ3

0.48***

LYT1

guanuiael
(Satisfaction)

FumNANG LYT2

0.33**
(Loyalty)

0.30"**

LYT3

IMG1

v o -
AUNTNAN Y

IMG2

IMG3

SFT3

SFT1 SFT2

Al 2 AnadifveslunanuduiusBEneAUAN AN TTEUNNNANTINEVN VBT
Isangnuaenyuuumalydnvesfuslaalulssinalny
(uwadaenndesiudeyaitausyding)
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