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Abstract
The aim of the research article was to investigate the effects of confirmatory factor
analysis on the following factors using empirical data: bank image, perception of service

quality, perception of customer values, customer satisfaction, and customer loyalty toward
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Business Banks in the southern region of Lao PDR. The study employed a quantitative research
method. A sample group used for the study included 500 customers who used the service at
Business Bank, who were selected by stratified and simple samplings. A questionnaire was
employed to conduct the study. The statistic used was structural equation model.

The study show that bank image factor has no direct effect on customer loyalty, but
it does have an indirect effect on customer loyalty via the perception of customer value. The
perception of service quality has a positive effect on customer loyalty, both directly and
indirectly, via the perception of customer values. The perception of customer values has a
positive effect on customer loyalty with a statistical significance. Customer satisfaction does
not have an effect on customer loyalty toward Business Banks in the southern region of Lao
PDR. This is the result of examining the structural equation model of customer loyalty to

Business Banks in the southern region of Lao PDR examined to determind Goodness of Fit.

Keywords: Image; Perception of Service Quality; Perception of Customer Values; Customer

Satisfaction; Customer Loyalty
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TunBetu iloanaudssiionafntutusuiaislueuian wagnsnugrugndnildusnisln
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Qmmwmiu‘%ﬂﬂﬂﬁmauauaammﬁaammazmmmwi’ﬂﬁﬁuﬁaam%’maqqﬂﬁﬁ (Khan, and
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Tunsvhganssudiunsiiudeszuuseulatininiu (Rahi, Ghani, and Alnaser, 2017) Lilglignén
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(2016) aid anufnfvesgnAdutiadeiidvsnadensiniunulaznadiialngsiuvededns
3319
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Mnewanlas  uazviruaivesyarafilrey

5U1A1553A3LU aUl. 817 Bunumdrdgsaiunisnauiesegia-dianvesdsene logld
Tu3nsdurn vinsdude U3nsgInssumnesnunsity fgaﬁmEJL’EumiwmwizLWi’LﬁLLfimﬂ%’gma
Wa¥NIATIND ﬁqmﬂ%’g?mwﬁa aagsnaensuntelulaza1sUsemne Tud 2018 su1A1ITWY



NsansduRRnuINIId 1as U7 12 adudl 4 (hangreu-Aema 2567) 1532

auy. an IeenluoyynliunsuinisgsAadidunisiedoulmigsAadiunissuiais favaa
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Lao PDR, 2019) dwusgnialdvet ald. a17 Wy undn wvisanay iy uuiaenes waguais
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aun1slassasieAuinfAvegnAiesuIA1TIIAatunAlavesas TS U SUlneUsevvuan”
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AuUsue Ae Jadearunindnealveesuinis (Banks Image) Yaduaun1siusamuaInuinis
(Perceived Service Quality) Y338a1un135U3AMAIUBIgNAT (Customer Perceived Value) Y33
AUAUNINBlaYBIgNA1 (Customer Satisfaction) uartadea1uaiuinivesgnan (Customer
Loyalty)
I UILaIAYRIN1TITY
[lensiaaoudvsnavesesiusznouidsduiuiuieyaissindvasdadesnunmdnuaives
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nquiietsesnuitended Aduldmmuntunveenguiieswenadansliada
Ainseilaaaaunislaseade (Structural Equation Modeling: SEM) @siiinausilunisimunwuin
nausfoene WuduausEnig 5-20 Wihwesswauduusduneld (Hair et al, 2006) Tuauisuiiimn
wldanmlaanulu 81 Aaunus é’qﬁjusuumﬂq'mGT’JasJ'Nﬁlumiﬁﬂwm%ﬂﬁmiaq'iw’iw 405-1,620
fhegne eviliruidediiaanuundedeundu gaduldtmusruiangudiogie 500 daeens
eaonndesiuiBmsimuavuinnguiiegunuuLIAnYes Comrey and Lee, (1992)
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LUUADUALINATIEIUTEINAAY 5 32U T 6 neu Fedadnnuudazaeuldiunisniaaey
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Objective Congruence) lé 10C usiazdasauliinii 0.60 amanudesuwiaiu 0.978
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n153Aszideyan1vadfntenisinldlusunsudusagy SPSS uag AMOS 26 Aaeadf
Wanssadun (Descriptions Statistics) Hupnaud (Frequency) wagA1598ay (Percentage) Aade
iauAdn (Mean: X) wagArdrudsauunnnsgiu (Standard deviation: SD) Aiasesideyassduszneay
\398uU (Confirmatory Factor Analysis: CFA) 9990 USHHS (Latent Variable) aaglutnagaunis
1A39a3519 (SEM: Structural Equation Model) lagldanadi@ Chi-square: ¥z, df, p-value, x%/df, GF,
AGFI, CFI, RMR wag RMSEA
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52.60 91@neduanluninausgns Sovaz 29.00 selddetiou d@uunnlaun 2,500,000-5,000,000
Au $evay 39.60 surmsgsRatignAliuinsdnilngdusuimsgsianessy fovas 44.40 mady
anAsuIAIsdILINAlaLA srewIa1unnd1 10 U Sewag 50.20 gnaAnlduimssuransdiuluglaun
An-neuliy fosay 46.20 Fesmsuinsfignanldaunndigaldun inntdinesuinsanan Andudesas
55.40 s1uuassliuinmsuniianldun 2-3 adsdeduai fevay 23.20
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FuUsfianunusenouse (?hLLUsmaﬁLﬂuﬁ'gLuJﬁLLm"LéTLLri AMnanwalsuiAs (X = 3.93, S.D.

1

= .33) M155U3AUNIMUTNTT (X = 3.79, S.D. = .29) faudsAunarsfiudauusuds Toun n155u3

Y
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dufuusuns Taun AMUANAYRIQNAI (X = 4.06, S.D. = .60) ﬁ’mﬂsﬁﬁﬂwmﬂﬁaﬁﬁ%aﬁa
Tusgeuan

NANITATIABUAINNLT Bans T 3lA59a319 (Construct Reliability) kazAI1NgNA B
WuUTIeAUd (Convergent Validity) Iud’auﬁﬁumiﬁ%auaNams’iLﬂiﬂsﬁmaﬁﬁ‘ﬁ”ummﬁammaau
Aufissnsadadasadng (Construct Rellablhty CR) LNaUsINTISANTUIAT CR AD §rAnaaLios
29191 .70 uansdflannuiilesgs wazdiAauiieseysening .60 - .70 egluinasiseniuld (Hair,
Black, Babin, and Anderson, 2010) mumimmaaummgﬂmaﬂLLUUi’;ﬁJ@uEJ (Convergent Validity)
Paglinsuindesanumiomdinlusoniertunisiauulsususuiesuislasesduszneu
Featugs Fsfinsanldanaminesduszneuiiiesuusulafertugaiuni 50 Tuld msth
Animinesusznauinendsaes (Variance Extracted) azuansiennnuudsumuiidauusdunals
gnesunelaesudsusls ey Variance Extracted vessudsdannldneldfuusuraientu tan
wiAnadsazldaiauwlsusiufiadale (Average Variance Extracted: AVE) 1nauein1sen AVE fie
d1A1 11nn97 .50 wanslisiudnlumanisTadanuismsudeaonndosd wasniiideaesuns
anduiudiigeiianseminsaosiuusues (Maximum Shared Variance: MVS) 1nausi @1 MVS e d1en
MVS Wosnin AVE wanean waadbiiiuinlumainmuasadesdiwund (Fomell, and Larcker, 1981;
Diamantopoulos, and Siaguaw, 2000)
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mMylnTeiifiensaseunnuaenadasnaundumunseunaAnnisideigiteained utudoya
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11.695 111nN91 2.000, P-value = .000 Ho8nin .050, GFI = .753 1iaynin .900, AGFI = .676 tiaenin
900, CFI = 870 28031 .900, RMSEA = .146 11nn31 050, RMR = .026 Hasnin .050, dslaisiu
nasin1siasanmaenndesnaunduvedlung idedndunisusulang lnefinnsananuduly
Ialwgangul wazordenvilusuluima (Model Modification Indices: M) TngUSulsinaniudnuoe
msialieaaunslasiaissryanuduiusvesanuaatandeuildannsindud sdaunald
nasanuiulina lunailanuaenndesnaunduiudeyaidausedng taeian x2= 30.894, df = 20,
y#/df = 1.545 osna1 2.000, p-value = .057 11AnI1 .050, GFI = .994 11AnI1 .900, AGFI = .937
WInN31 900, CFI = .999 11nNI1 .900, RMSEA = .033 #aen11 .050, RMR = .005 Weaenin .050
Feeglunasinoonsuls
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Feature 1: The customer loyalty equation model for commercial banks in Southern
Lao People's Democratic Republic. It was found that the model was consistent with

the empirical data.
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