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Abstract \

The purpose of this research was to develop and validate a causal relationship
modelof factors affecting the loyalty of Thai traditional medicine services in the
eastern region of Thailand. The samples were recruited from 450 patients fromthree
Thai traditional medicine prototype hospitals. Descriptive statistics analysis was
generated using SPSS, and causal relationship model was analyzed using LISREL 8.80.
Results indicated that the causal relationship model of the factors affecting the
loyalty of Thai traditional medicine services in the eastern region of Thailand was
consistent with the empirical data: Chi-square test of goodness of Fit (X 2) = 58.03,
df = 43, p = .063, GFI .98, AGFI = .95, CFI = 1.00, NFI =.99, NNFI = 1.00, SRMR = .043,
RMSEA = .028. The variables in the model accounted for 53% of the variance in
customer loyalty. In conclusion, customer loyalty was the major influencing factor
of customer satisfaction followed by perceived value, customer complaint, customer

expectation and Perceived quality, respectively.
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