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Abstract
The purpose of this research was to examine the influence of perceived organization image 

effects on service loyalty through perceived service quality of Jurassic water park, Nakhon Pathom.

A questionnaire was used for collecting data from 400 customers of Jurassic water Park. The statistics 

used for data analysis were percentage, mean correlation, and standard deviation. The hypothesis testing 

was simple regression analysis and multiple regression analysis. Testing moderating effect is based on the 

approach of Baron & Kenny (1986). The results indicate that respondents rated the perceived organization 

image, perceived service quality, and service loyalty at the high level. The hypothesis testing found that, 

perceived organization image had a positive influence on perceived service quality. The perceived service 

quality and perceived organization image had a positive influence on service loyalty. In addition, the 

perceived service quality was the moderator variable which partially mediating the relationship between 

perceived organization image and service loyalty. The results of this research could be used as a guideline 

to improve the organization image and develop service quality in building service loyalty of customers.
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1

4.
4.1

15

( , 2547: 116)

(n) Cochran. W.G.

(Convenience Sampling Design) 400 ( , 2552)

4.2

(Questionnaires)

5 1
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4 2-4
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4.3

4.3.1 (Content Validity)

IOC (Index of Item-Objective Congruence) IOC

1

-1

0 0.50-

1.00

0.50

IOC

0.67 - 1.0 ( , 2555: 224)

4.3.2 (Construct Validity)

(Confirmatory Factor Analysis: CFA)

30

Factor loading 0.662 – 0.956 ( 1)

Factor loading 0.4 (Nullally and Berstein, 1994

Viroj Jadesadalug, 2009: 47)

4.3.3 (Reliability) 30

95% ( = 0.05) (Validity)

0.5 95% ( – Coefficient) (Cronbach)

( , 2545: 99) Cronbach

Alpha 0.860 – 0.941 ( 1) 0.6

(Nunnally, 1967)
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0.737 – 0.956
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0.662 – 0.934

0.851 – 0.924

0.875

0.860

0.862

0.901

0.941
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4.4

95%

4.4.1

4.4.1.1

(Percentage) (Mean)

4.4.1.2

  

(Standard Deviation)

5 1) 4.21 -5.00 2) 3.41 -4.20 3) 2.61 -3.40

4) 1.81 –2.60 5) 1.00 -1.80

4.4.2

(Pearson’s Product Moment Correlation Coefficient)

Interval scale

4.4.3

2

(Simple Regression Analysis)

(Multiple Regression Analysis)

Baron & Kenny (1986)

5.

5.1

5.1.1

400 (( 53.25)

15 - 20 ((( 30.25) ((( 64.25) /

((( 29.25) 10,000 (( 34.00)

((( 40.00)

5.1.2

( = 3.67, S.D. = 0.65)

( = 3.82, S.D. = 0.73) ( = 3.65, S.D. = 0.80)

( = 3.61, S.D. = 0.71) ( = 3.61, S.D. = 0.75)

( = 3.69, S.D. = 0.73)

( = 3.78, S.D. = 0.78)
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2 

VI
F

3.61 3.82 3.65 3.61 3.69 3.78

S.D. 0.71 0.73 0.80 0.75 0.73 0.78

2.27

0.67** 2.44

0.62** 0.67** 2.21

0.68** 0.67** 0.66** 2.42

0.63** 0.71** 0.67** 0.79**

0.64** 0.67** 0.67** 0.62** 0.74**

*p<0.05, **p<0.01

2 Multicollinearity

0.62 - 0.79 0.05

Multicollinearity VIF VIF 2.21 - 2.44 10

Multicollinearity (Black, 2006: 585)

3

1.

2.

3.

4.

0.927*** (0.033)

0.018     (0.043)

0.237*** (0.043)

0.152*** (0.038)

0.508*** (0.042)

0.917**  (0.039)

0.238*** (0.054)

0.271*** (0.054)

0.295*** (0.047)

0.115*   (0.053)

0.796*** (0.036)

Adjusted R2 0.702 0.579 0.557

*p<0.05, **p<0.01, ***p<0.001, ( )
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3

(Enter)

( = 0.92, p < 0.05)
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( = 0.01, p < 0.05) 1.1

( = 0.23, p < 0.05) 1.2
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( = 0.50, p < 0.05) 1.4

(Simple Regression Analysis) (Enter)

( = 0.796, p < 0.01)

56 2

(Multiple Regression Analysis) (Enter)

( = 0.91, p < 0.05) 58 3

( = 0.23, p < 0.05) 3.1

( = 0.27, p < 0.05) 3.2

( = 0.29, p < 0.05) 3.3

( = 0.11, p < 0.05) 3.4

(Baron & Kenny, 1986 : 1173 - 1182)
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5.2
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(2553)
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, 2548: 262-263)
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Gronroos (1990)
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(Testing for mediation) (Baron and Kenny, 1986)

Aydin and Özer (2005)
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