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ABSTRACT

The purposes of this research are to investigate that service quality, private hospital image,
relationship quality that affected the customers’ loyalty of the private hospital as well as to study
the influence of the antecedents. This study use a quantitative research method technique with the
sample group of 675 samples from the private hospital in Bangkok.

The finding revealed that service quality, private hospital image and relationship quality are
significant factors for the customer loyalty of the private hospital in Bangkok. Therefore, hospital
executives in Bangkok must emphasize on service quality development, credibility and product
branding to make patients’ trust, acceptance and revisiting the hospital. Then the hospital get long-

term loyalty from the customers.
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a A % o v

TssmenuralensutuazUsznaudae 1) mnuduzusssuveansuins (Tangible) Asfignénanunsadudodld
Igun Asroadns in3osilounmd uazdsdrunenuazaIn 2) MImeuaUBIsogna (Responsiveness) LA
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2011: 4873-4882) uag3) NwanwalesAns (Corporate Image) law1za naesian v lusimdsduainie
U3N13 (Hsieh & Li, 2008: 26-32)
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LOYALTY = b0 SERVQUAL + b2 IMAGE + b3 RELATION (1)
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' £

= L4 £% ]

Tuwdsyninegluaun1snsinTed agdedinnseaewuulng uaznsiegvidldmaiianisinseni

annaeny Jaldwdsdassunnndt 1 f1 iswwiuesuieduusniu InedideulvdAydn dudsdassudazen
votlituediu niduiusiuduUsdaseddunin w3e Multicollinearity (@41 Uszana3gaus, 2550)
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AN5199 2 AFUUSEENTANNANNUSTEUINELUSILLTUNS AT e

AUANAYDIGNAT  ARIIWUINIT  Mwdnwaln  AMAIWAINEURLS

ANUANFIVDIGNAT 1.00

AMAINUINNS 0.38 1.00

ANENYRI 0.38 0.49 1.00
AMANAINFNTUS 0.56 0.55 0.43 1.00
Andoiauadn 18.46 11.06 16.56 13.65
ﬁﬂLﬁUﬂLUUN’W\ig’m 2.61 1.37 2.62 2.26
AG 25.51 1431 23.51 19.90
Asgn 11.13 5.86 7.73 4.74
AR (0.13) (0.38) (0.11) (0.08)
GRERRFER (0.24) 0.50 0.14 0.55
Tolerance 0.59 0.61 0.57 0.54
VIF 1.70 1.65 1.74 1.85
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ANNAuTuSAuege (Aduusyansanuduiusuinndt .8) 1ilefansanainan Variance Inflation Factor
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Y
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o &

FuSagumsadin uazthradildnasaduaumsanasswuuudunou feeunisi 2
LOYALTY = .351 SERVQUAL +.168 IMAGE +.491 RELATION (2)
R=.34 R°=.338 SEE=2.112F=173.268 Sig=.000

HANTTIATIEY WU AdusinfvesgnAlsmeruatenvululanunnamiuas Juediununin

U313 nmdnuaivedlsaneTuialenu uazAuANATIELRLS Tasnansiinseianaunsi 2 Fiiui
fulsBasyiavun anunsoesuismsiunlsvesausnivesgnénldifiesiosar 33.8 tufle ArnwuIng
AndnwalveslsmeIuIalenty uarAuAMANNFUTUS ddeaudnfvesgnailsmeiuiaienvuluiun
nsuMmaUAg Fevsneanudn fnisluinsiuiunsdnnisuinisia unifignéiaants Untlesqua

waglinsshundudiasilignandanudnddelsieruaenyuluuanunnumiuasnngau
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nsfinnuAndvesgnanlssmeruatensuldsudvinaanamnmuing lsmeuiaensualsli
ANUAIAYAUAMAINUINIT LWiwsLﬂuﬁaﬁﬂﬁﬁma@iammﬁﬂammqﬂﬁﬂsawmmaLaﬂﬁjuﬁqmamaLLaz
y38e1 (Kumaraswamy, 2012) uenaIntu A meaduiug Aidudntadevilsidmasdonruinfves
anfnlssmerunatenyu azvieuliiuinduiusamsgnindsameuiaenvsuiugnanfiinrudionsla aziis
A1191321419 (Kotler & Keller, 2006) wazldusni541 (Maurer, et al, 2016) uLinAuynITY (slam,
Ahmed & Tarique, 2016) wazBuRfiazlduinisaaly (Argan, 2016: 191) navINAISANYITINUTINST
awdnwaidin Adudadefilicsuesina mnzandueiesagieuiansseniuiedelunsidu (Kotler &
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