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The Causal Model of Factors Influence of E-commerce Customer Loyalty of
Business to Consumer in Northeastern of Thailand

Supattra Songkramsri*

Abstract

This research aimed to study (1) The causal model of factors influences of e-commerce
customer loyalty of business to consumer in northeastern of Thailand (2) The direct, indirect
and total influences of model representing (3) Test the consistency of the model with
empirical data (4) The modeling the causal factors influencing the loyalty of e-commerce
customer loyalty of business to consumer in northeastern of Thailand. The total number of
people who provided data is 400 by proportion stratified random sampling. Data was collected
by a questionnaire with reliability 0.974. The data was analyzed using technical analysis,
structural equation model.

The results of the research showed that: (1) The overall and each of System quality,
Information quality, Service quality, Perceived value, Customer satisfaction, Customer
loyalty at high level (2) The factors with total effect toward of Customer loyalty is the service
quality was 0.97, it was direct influence 0.35, indirect influence 0.62, followed by Perceived
value was 0.58, it was direct influence 0.33, indirect influence 0.25, System quality was 0.50,
it was direct influence 0.40, indirect influence 0.10, Customer satisfaction was 0.40, it was
direct influence 0.40 which is totally direct influence and Information quality was 0.35, it
was direct influence 0.17, indirect influence 0.18 (3) The simulations are consistent with
empirical data based on a harmonized all of accepted criteria and (4) B2C Model was the
created model, which includes 6 core elements and 13 sub-elements.

The results of this research, electronic commerce operators. Able to apply appropriate

improvements and developments in various areas more efficient and effective.

Keywords : Customer loyalty, E-commerce, Business to consumer
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