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Abstract
Today, technology plays an important role in people’s life and affects changes in

their new life styles and behaviors that make businesses in nowadays have to adjust
themselves to the service responses toward the new generation of consumers who are
knowledgeable and being able to access the sources of goods and services more easily and
conveniently. Technology helps consumers get information to consider before they decide to
buy goods and services. For social commerce (s-commerce) or electronic commerce
(e-commerce) context through social network that brings the social network and social media
network to increase potentials of communication as well as online transactions of goods and
services which cause consumers and businesses with other consumers to be able to mutually
interact within the social network groups such as discussing about goods and services, scoring
or giving feedback for a business through social media websites like Facebook, Instagram, etc.,
or through the business websites of the businesses which support the connection of online
social media websites to let customers be able to have interaction with other businesses and
customers by two-way communication.

The study of tourist’s loyalty in social commerce context is about to conceive the
behaviors of tourists who use online social media together with the websites of tourism
products’service providers such as websites for various reservation; residents, tourism
programs, tickets, car rental, etc., The purposes of this study are 1) to review the related
literatures with knowledge base, concept, theory, ect., and 2) to propose the conceptual
framework of tourist’s loyalty in social commerce context to make better understanding about
the tourists’ behaviors under the social commerce context. This will become the guidance to
the tourism industry to improve the strategies capable to respond the needs of tourists’

services and satisfy the tourists, as well as to create good relationships with the businesses.

Keywords: Tourist’s Loyalty, Social commerce
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me%mam% AMsUSMIsIANIswAluladansauwma 3595550 Aaly ANULENEAIANISEIALLAZAINY

gfs33u (Fornell, 1992) 1¥udu

¥

AU YBIAAIANTITUS
AUNUIYVDIAIN AMAITTUS DaudfsunniinsAnyfgafuauAInsuiiueeie

q

- &

wnueuan1slanumnedinsiaunguiasanarlinsgdnedn lnsdiulugadannunlasunis

sonFuLazgmirlulddredasdanuldfues 1) Woodruff (1997) wag Zeithaml (1988) ae Woodruff

'
[

(1997) lefienuliin “auAnsug Wunmsussiliungudnvas aAnuansaveIndniudiasnadnsiiie

Y

nmsldieguneauasaInauinguszaidnisld ”uag Zeithaml (1988) denuliin “Auenius

Jumsuszfiumndamnegaanmsldndndausimuyunesivusgfvadlasuseulinn” wenainidmy

Y

[V

nshimumneaIndnddenig o wu Lovelock (1991) Faflenudn “amAfisu awnsadusiaives

a ¥ I =)

dumn ﬂQJﬂ’]W'Waﬂﬂ’ﬂ,ﬂi‘u‘ﬁﬂﬂ?i‘ﬁ@ﬁﬂﬂ’]LLEI L‘Uuavliﬂimmmaﬂmmaﬂmﬂum%qau AU TR

Y

| Ao

Jueglsalafandlasuannsilasiaulaueuls” Holbrook (1999) fenudn “AaAisy

Y 9

Wy .S

CLJQ U b’dd | Ay Y&

) fuusineiuUszaunisal” Payne & Holt Payne and Holt (2001) fiensin “Aaniisusidu ns

9 Y

ealle

(%

UduiusseninagnAiagkaniainiousn1s” wag Kotler and Keller (2009) fignui “@mﬁhmuif
Humuuanssszrisauaildunnmslindafasiviouimadadsususuuimun Tnsgnéay
FoAudanesdnsfiinisthiaueanigeaniinananiusld”

Fathu A isu munefs nsUsafiunisiuivesgnénfitinainnisu fEuiusiinenn
UszaunsalvesgnAniunslinansiueivsousnisvesgsna

WUMINTANYINTTINeAUsENaUVRIAMAINTUS
nsAnyINsinesAUszneuamANsus aunsawtseentalu 2 wuivne Ae nisdauuy

(3 = . . . % [ . . .
23AUsENaULAYT (uni-dimension  construct) ag N1FIALUUMAN89AUSENBY (multi-dimension

construct) (Sanchez-Fernandez & Iniesta-Bonillo, 2007)

1) M3Inuuvesrusznaulen (uni-dimension construct) luN1sIaAmATISUSERR

Y

Wea Fadunisiafionfeiiugiuainuiannvguiniuasegeans uazsdnineinuiuifnues “nsli

warsu” “nstanazideusslevsy” way “niswandsu” Taadunisiawuulddudou wu n1sdnen

AuAATUSMuTIAAUAT vienuAiAsafufMGy uFe quefiliAefufGy 1wy nsuiiu

q

Usendaran hsin1e uazaudes (Mayr & Zins, 2012)
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2) myfanuunangasrusenau (multi-dimension construct) 1unsinAaAIRFusLUY

wanefiisauduneldusuniidenududou Fadunsiafendeiiugruunannvguingfnssuduslan &

d v Y]

Wedesiunatedady Wy Ysvaunisal fauad auide Ardloy wagdu 9 Auanansiusenliuaiu

a £

HugIungAnssuvedduslaa NsianuunaseAlsEnaulITaINNTnasUIANUTURUYRING ANTTY

Ve

Auslaalaandannninisiawuuesdusenauiies nuddulusdniiniuun dinsAnwiesAusenaun

'
oA

AMFUSIUEAAS 9 Wy AuAwesTaYsElevlkaraunsenn (utilitarian & hedonic value) AgAN
neuenuarAuAIngly (extrinsic & intrinsic value) AuAlWTIMANE (systemic value) AR
fumi? (functional  value) AnuAFudans (social value) AAIANPILAINLS (epistemic  value)
AnuFAIdonuly (condition value) AauAriuAnA™ (quality value) uazAAALIIAN (price/value
for money) 1Jusu

dmsuluvsunlBoaneuiiss msAnwaumnsuiannsadnuluiifisng q 1wy A
AUANIEABNITLY (perceived ease of use of social commerce) AuAIAIUUTElEYUVDINTIY
(perceived usefulness of social commerce) AMAIAIUAIIUNGANEY (Bounkhong, 2017) AsUAN
A1uTeYa (information value) AuAIRU&IAL (social value) (Alshibly, 2015; Yen, 2013) uagAnA
Augun3en1m (hedonic value) (Yen, 2013) {usu

Yen (2013) lednwi3es Exploring Perceived Value in Social Networking Sites: The

Mediation of Customer Satisfaction Inguusnaurnisuioanidu 3 iR Uszneudae

1

1) §figudeya (information  value) nunefis n1sfuiamAannsiddaadny

o '

dmsuuanideuanudaiu sunm uaddle duddu Taeldauldie nssuinuaianmsldiuled
W3R8T IAU (social networking sites) tuiiAuMINENINNIINTAUMITOYAHIULETY LUTY
(search engine) 91nuutasvasn1ssladeteyadmsunsldivlediasevienisdnn na1iliin mn

¥ gﬁ < L4 Y =2 V1 o ¥ ¥ Y a ¥ U ¥ 5 U gj
Toyauududsgloriuazidfslaiessiligldnulduinmsuayldnaiunsldanuunniu dsiumn

' ¥
v = 1

AlHu social networking sites SuiamAvoayaluseiuniauardiglmiinnsinmuuInsiaduneg

Y

(% 1

2) ARn1udany (social  value)n155usAMAINIAIIUNAINTAILUDIUNUIN LY

Y 9
[

danudlogndnlduinig Jadungfnssufivansianisnszyimnedeau wu nslédydnval nuduius
YoIAULAYNISITUMAUVEednanvalvesfuslan wenanddudunseudmsuedurenisujduius

seinyanaiudaanden wu nsuwandsuanudauiuneglunguiifianuaulaludeufeatuiu

(9

< 6 A 1
Vulediasedieniedany

'
U 1 a U Aa

3) ARUgUNIENIN (hedonic  value)  umaEfie N15FUTAMANAEINUIUANING
&

§
v o vA

AuFAnudnmaunaranuaynauuanmsUjduiusiuiduuivledinetnemediay
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AARSusTuuTun

q

AAIPTUEIPY

] acs
Tmﬂsnﬁmmma 1narses

%

AEUATINTU

q

AUNTYNN

M 5 asAUseneumsinauAnTusiuuSunledeanauisy

ngufanunwalavasgndn (customer satisfaction)
ngufianuianelavesgndnsudulag Oliver (1980) uwariuilugasuduveansfinw any

fanelalugnamnssuduanuazn1suinisaninidesig 4 Oliver aueitszduaufisnelatiundu

[
o

HARNSYDIAMULANAITENIINTANAIsarNsTuslunisusnis lnesedua Nuianelavesgnanil

° A

AuagiunuaINTnveIndmiigNnsatuaua1aniavegnal Feadnuiianelazesgnaiiu

Y

o w ' o

Usraunisaimsvensunihilunumdidgsienisiunenginssunisdelueuiag Anuiianalavedgnai

o
[

gﬂuaﬂdﬂlﬂumiﬂizLﬁumawé’qmiﬁﬂaﬂa%a (Post-evaluation) (Churchill Jr & Surprenant, 1982)
Feifu gatafivsraunadSadnlunlinruddydennufianolavesgnén Tnsgsianisdseumiuii
wolaungnAlaen1siiausaunINUeIdUAIMATUTNIS (product/service  quality) Trinsaiumany
Foen1svesgnin uazviliignAnsusaneiinel fiAnmnuduiudfinsninsgsiafugndiiiesiligni
winAnuianala (Zeithaml, Berry, & Parasuraman, 1996)

anufisnelavesgndn “Wuniuidnvesgnériiintu defiisanuguuasanufionds”
(Kotler, 2000) ImEJV'i’ﬂU{{U%T,m%maﬂ‘mmmﬁuﬂ’uﬁ‘iwdwmmﬁwL‘fJuLLazmmﬁaamisﬂmmmm
wazUsziiiuNans3u3 fmnnaanisiuiugniniianald guilaaessaniianis lumanduiumnnanisius
fndrimnlifuilnaezidnfianela wagmnuanisiudiiifuanu meaniiwesmaniunfiazidnas o
(Parker & Mathews, 2001)
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wuMeNsAn¥INsinanaianalavasgnin
Oliver (1980) lauuin1siaaanuiisnelavesgnAteandu 2 wuImnie Ae 1) Audi

W@Iﬁ]ﬁiaﬂﬁﬁﬂqiﬂﬁu (a transaction-specific satisfaction) (Olsen & Johnson, 2003) wag 2) AN

wolanain1suilam (a cumulative  satisfaction/post-consumption  satisfaction) walaedaulng

g [ V|

Mdednyjadiunsfnmanuiisnelandsnisuslaa (Customer’s cumulative) Auitanelandanisie
(after purchase) wazAuInalalagsuABINUNGANIINNI5TD (overall judement) (Anderson,
Fornell, & Lehmann, 1994)

(%)

TnglvanAdendneinerivasanuiisnelaungnAdinazgnantaiudsiddgyed 2 67

(%

An ALUIAMAINTUS (perceived  value) kagAinUsAnNINYBIEUAINTBUTNIS (product/service

quality) (Shemwell, Yavas, & Bilgin, 1998) %qLﬂuéfhLLUiﬁ:ﬁSM%Wﬁ@iamia%fwmmﬁqwalﬁ]ﬁumqﬂéﬁ
(Cronin Jr, Brady, & Hult, 2000; Zeithaml et al., 1996) uanainil Anderson et al. (1994) aSu1e7n
Hadeidmwasiomnuiiewelavesiuslaa Uszneuse 3 Yade léud amnumaniawesgndn (customer

[ 17

expectations) @mmwﬁ%’ug (perceived quality) LLazﬂmmﬁ%’UE (perceived value)
dmsunisinanufisnelavesgnAnisdunsiauuunaiedfusenousie 5 IR (Ostrom &

lacobucdi, 1995) feil 1) 59 vedudn (price of good) 2) Use@n3n1muaIn15uU3N13 (Service factor)

3) viruARYeIgNAT (attendant attitude) 4) UseAnSamlaguvesgsna (overall performance of

the company) kag 5) AUlNaTARUFIAT (the closeness to the idea company)

S1A1VDIAUAN

AulnaTAiugIng

ANMUTIND L AUD

anen

UsgaNTNINVDY

UsganSnnlagsiu ANSUSANS

PRI

ViruARYeIgNAN

‘:‘ (3 L% = 1%
AN 6 ENﬂ‘Ui%ﬂE)Uﬂﬁi’iﬂﬁ’i']mv\lﬂwaiﬁ]‘llaﬂ@ﬂﬂ’]
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NaNISANEN

mﬂmiﬁﬂmmmuﬁugmmmﬁlﬁ'snﬁ’uLLmﬁm nuf NuiteRRntuausniniuae
viunvedlailyaneuify dindrundiedu ieagliiunseuuwaianisfnwininuasindnfves
Tnviesdierluusunladuaneudisy

NANSANYIYDINITNUNIUITIUNTINAABITRIRY Uwafn nau] nuddefifeados i
WU

1) Yedefidmasromnuasinfndvestnviesiiealuiunledoaneudse ldun aadives
duledluidoaneuidlisefisug (s-commerce sites perceived value) uay Aufisnelaussandam
Imesam (Overall Satisfaction)

2) psfusznevveInuAeIuluiluTsanoulifensus Uszneuse Aumiudoya Ane
AUFIAN AMIANATUAUNTEN TN

3)  pefUsznoureIALasinAnfveinvendisn Ussnousie n1suenmenudeday
oaular] Msdinmunsldnuduled nmsnduanlderuduled uasmsaaladoruiules

HaNSANYY NsULIIARAEIUAMNAS SN AvesTnviesfieluusunluduaneudiss wui
fuvsmeouen 1éun aurwoniuledleduaneuidsensug (s-commerce sites perceived value) §2
wUsunsn taua anuiswelauszansnimlaesiu (overall satisfaction) taz @auwusaiu lawn A
as¥nAnfivesiinviendien (tourist’s loyalty) dmsuldifunseuuunaiiaziluldlunsiselueuian
(Fawanslunnd 7) Tnenanaléd

[

) v a ! < = as A
MUY AD ﬂmﬁ'ﬁla\iL’JUVLGUWGIGULGUEJaﬂE)NLiJﬁsUV] ]

Calle

U =~ = a a
fuUsunsn Ae Amnuianealauszansninlaesiu

o & v o a o A
ALLUTANY A9 ANATNANAVDIUNNBUNE

o = as du v - o :
A auledloiduanouilsaniug ANMULINANAvaLNYiaLiYd
(s-commerce sites perceived value) (tourist’s loyalty)
® AUATNIUTBLR (s-information value) ° ﬂqjugﬂgiaquuﬁaﬁ'\jﬂma@u‘laﬂ
® AuAwudAY (s-social value) (word of mouth)
®  ANAIAIUANYIEAMN (s-hedonic value) > o nsfanunisldeuiuld

(intention to use)

A 4

o o nsnduinlganuivled
ANNInalausEanSnInlne U

(overall satisfaction) (visit website repeatedly)

gjff -&l 1 I3 '/I 6
& AnsedalasarinaiAaileim

2NN 7 “NIBULIAA " NSANYIANNAISNANAYeILNBanedluuSUN e duanauwl s
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ﬂ’]iﬁﬂﬂqﬂﬁ’]ﬂﬁlﬂﬁﬂﬂﬂﬂsﬂaﬂuﬂmﬁ]ﬂL‘V]EJ’JIUUiUVIISULGUEJﬁﬂEJNLﬁJﬁ% L’U’L«!Liﬁ]\‘ia’]ﬂﬁgsﬂaﬂﬂ’ﬂﬂiiu

N39aINRENIMTTeIgIRAIN VBN wardwmasien1sndunndenseldusnistivesinyieuiied 8nvs

[

Jumsadenaenliiugsie wu iiduguassadedidnunudstusiglml adeselaiuiu wasiigiu
v o

anAudaunsuaziinuyniuiugsia Juilieindeaiuneieiuitnisnaiavesgutaivegelal

Y

¥

anaUasuldusineduavaanu

Y

dmdunwmnensandunuideluasiely Wunisfnwisiegluuunszuiunisived «

U3una (quantitative research) lngilidmaneiiteviunganuduiusvssasureanuduiusidae-wa

¥
=2

yosmuUsiimualilunseunuifnainnsiineiluadall Fauszneu auevesiuledluduansudisen

[ =

$u3 anuianelauszdnSainlaesid uaz Anuassnanfvesinvieniien lagvinnsAnyindusieeig
Y a o v = a A ady v oa ° Y a | = ) ) v )

Pnvpanelnldnuivledladsaneudsenlrusnisdrusudnvieniied wu VuleAdmsuanaieann
99al59653 0UTENTUTS 90alHri U195 998 lagans WUAY FafNUATUIARIBEIIRIULLINIS
994 (Hair, 2010) Fauziinli7n nsivuavulndlegaiwmunzaulunisIdealsiouineiags 10-20
wihreedusdaunala wazerdumaiinn1siAsziesauseneuldesdudu (confirmatory  factory
analysis: CFA) uagn193As1eMdunIg (path  analysis) dmsuiiasizideyanielusunsudniagy

LISREL 9
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