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1. AMAIMNITUTNSEBNSNadUINAoAuinAves laganseg1aildad Ay

nand (B = 0.412, Sig. < 0.05) Tnglamesuanudeielduaranusiule
2. walulagAdaiisninalsuindeniuindvesilagarsedaiitedfgng
adf (B = 0.285, Sig. < 0.05) IngteifiuAuarmnuazUszaunisallunislduinis
3. pmanualangn1stuldniwadauindeninudnavesy lngaiseg el
Wodagnisada (B = 0.356, Sig. < 0.05) Inglaniza1uaulaondglagaau
Yndede
I@]EJ@IJ’JLL‘U’iﬁ’jﬂﬂ’mmﬂJ’l’iﬂf’JﬂJﬁUQ%U’lEJWJ’]&ILLUi‘Ui’JuGUENﬂ?’mﬁﬂa%ax‘wﬁmaﬂ’ﬁ
I¢fouay 68.2 (R = 0.682) TsagvioulyiiiufsrudfyveinisuImssanisaunin
n5UINIS Msimaluladfdva Lagn1sas19nIManwalnInnslun1SWAILIAUANGA
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AR AMAINNITUINIS, wialuladfana, Mnanwala1en1siuy, AUANAYDY

ALGRE

Abstract

This research article aims to: 1) examine the effect of service quality on
passenger loyalty among commercial airlines in Thailand; 2) analyze the effect
of digital technology on passenger loyalty among commercial airlines in Thailand,;
and 3) evaluate the effect of airline image on passenger loyalty among
commercial airlines in Thailand. This study adopts a quantitative research
approach, using a questionnaire as the research instrument to collect data from
400 passengers of commercial airlines in Thailand. Convenience sampling was
employed. Data were analyzed using descriptive statistics, including percentage,
mean, and standard deviation, as well as inferential statistics, namely multiple

regression analysis.
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The research findings indicate that:

1. Service quality has a positive and statistically significant effect on
passenger loyalty ([3 = 0.412, Sig. < 0.05), particularly in terms of reliability and
assurance.

2. Digital technology has a positive and statistically significant effect on
passenger loyalty (B = 0.285, Sig. < 0.05), enhancing convenience and service
experience.

3. Airline image has a positive and statistically significant effect on
passenger loyalty (B = 0.356, Sig. < 0.05), especially in terms of safety and
credibility.

The three variables jointly explain 68.2% of the variance in passenger
loyalty (R = 0.682), highlighting the importance of service quality management,
digital technology utilization, and corporate image development in enhancing
passenger loyalty in the airline industry.

Keywords: Service Quality, Digital Technology, Airline Image, Passenger Loyalty
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nanfeatu Faaelianunsausuiivanuddadadieuiieureunarfulsidesn
IoL9U (Hair et al., 2019)

nsIasIEanaaeny luauIdedadunisiiuaunisidadu (Linear

[
Yo a

Regression Model) aaunsaliguluguuuumlylagiail

Y =Bo+B1xg + B2X2 + Baxz + €

Tnedi Y WUAUANATDEIABENT X1 WINAMAINNITUINNG X2 wnumnalulad
Aavia waz X3 ununmdnuaianen1stu dw B lurmduussanianassfivanideseiu
drsnavIILUTDdaTE AR fABAUANA

lun1sudanansiesizionney HI3eRsanAIRNNTTdIAYN19adia (p-
value) Tnarfmuasedueddnd 0.05 mnA1 p-value SAtaaninsedudifnun
LLam'iwéT’sLLUsSaszﬁuﬁﬁmﬁwaﬁaﬁaLLiJimmasJ'Nﬁﬂ’sJﬁﬁinaﬁﬁ wenaNi &
fa150AduUszdNn5 n13819un (Coefficient of Determination: R?) @ ¢14Ym
AMuaTavedlunalun1sosutemuLUTUTIURIR U TN Taeen R? ﬁqmam’jw
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Tuwasianuanunsalunisesuiedeyalad (Hair et al,, 2019) wenmileaNNTIATIE
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annosny nsvagevanufsuiniudniunoudidnlunsimseidona Tnedu
nIEUIUNINE AT IdnTI9ae U ey adildainnguiieg 1sanansaatuayude
Fuilugiuiiaslingelal (Hypothesis Testing) @ slusnuidodldvaunfgiuaeiu
ANUALTUSTEnINAUTANN o wazldnanisinszannsslunisdndulasensunie
Ufasaunfgiudenann Tunssuaumslieseideys iteddldfnsandoauuinugiu
YOINMTBATITHan0ey 1w anududunsiwesnuduius (Linearity) aAnnuludasy
yasrAaImAden (Independence of Errors) warnislaiidaymanuduiussenina
wUsdasy (Multicollinearity) Fadudoulvddgyivaglinanisinsevidaugnies
wazidedeld (Gujarati & Porter, 2009)

nanlagasy madeneideyalunisidensilddniunisedraduszuy Tae
GunnisltadAdanssauniiossusdnuazyiluresdoya wazdosonsmoaifLde
oyunuLil enpasuALNAgIULATIAT B ANF LS G sainn sErI e s B
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| a v A a aa Y- A A Y oya
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Mnninguszasddei 2 olinginaveunaluladfdvaiiddonnudnfves
Hlneansvasaensiumalsdludsemelng nan13nseiilamssaunudl Jlagansd
anuAaiusienslfinaluladvesmenstueylusziuannisuiu Tneflitadesaminty
4.18 wazdrudonuusmsgruwingu 0.61 ngasdusznavitldsunmsusadiugs leun
szuuresealatl (Aade 4.30) Mmeldruneundinduuuiiefie (4.22) uazszuuudadiou
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(Technology Acceptance Model) #gliuinmuasanuazdselovdlunsldnuiing
AengAnssuRUIlnA (Davis, 1989)
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TudiuvemanTinseianneeny wuil weluladRdvialavisnaleuindeniny
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winiu 0.000 wandliiuIlmelulageziidvsnatosnitnunimmsu3nis uwindadu
Uadeddgndleiasuasialszaunsalilavansiavdamasionisldusnisen Geaenados
ULIARAIUNNTTUIAMAT (Perceived Value) ¥as Zeithaml (1988)
o sy o - a 9 ¢ a Ao o
MNTmgUsvasAden 3 euszliunaveannanvalaemstiuniinemiuinfaves
Alagansvesaensiumalsdludsemelng nan1sinseiilanssaunudn Jlagansd

n13susnmanualvesangnstuluseavunn lnedAnadesiuwindu 4.25 uazdau
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Deauuinsguwiiu 0.56 lnelanilaedugeanfennanualsnuanuUasndie (4.38)
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AorudnfAvelavatsedeiitedAey Wneda1 B wirdu 0.356 A1t winiu 7.102 uay
1 . Y Y @ 1 (Y] '3 13 < U o o a1 v o &
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(Brand Image) ¥84 Keller (1993) WoNASUIHANTIATIEALLAALALTIN WU AT
dasgnsauanunsneiutgauwlsUTINveINUAnAveslavaslaluseAugs Taedian
R2 Wiy 0.682 Wway Adjusted R? WAV 0.676 waninlunaaunsnesulengfinssy
Audnfveslnanslafafesay 68.2 8nieen Fwindu 142.318 uawa Sig. Wiy
0.000 BuduinlumatimunzauuarivdAgynisana (Hair et al, 2019)
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Iasulinaurnasfiedisuiudunuiiangly lidasduiiusa e vieanumeieny 9

dwaliinanuiianalanaztludaunslalunslduinsen

=
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anusinAvesgnAndunadnsvasUszaunsalilsuiniiazanegwdailios Faluusunves
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< v A < v o w aa v @ ' a Vo a
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Acceptance Model (TAM) %8 Davis (1989) Saszydn msiigldsensumeluladiuag i
nsfustasslevduazanudielunsldou luuunvesaenistu welulad wu ssuy
voseoulay weundnduilefe uavssuuwdufeunuuSealnl Yieanduneu Wiuay
avan wanftusyavsnwlunislifuins SsdmalvidlasasiAauszaumsaifintu uay
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U297 (Competitive Differentiation) T,maL@Wﬁﬂumamﬁﬁmwﬂa%’uqq
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fnvesnganstuseavas lnsanivludfvesaiulasadswazauiiiede @
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<

v
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definsannmsmestanside wui Jadevisan Idud anninmsuinig
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