JULUUNTTUIAMAINITUSNSIANAN SENUARNANNINAIANTTaRM
The Perceived Service Value Model Impact on Resort Restaurant Customer
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Abstract

The study of “The Perceived Service Value Model Impact on Resort Restaurant
Customer” has a main objective to level the service value perception toward restaurant
customer. The research tool is questionnaire which collected from sampling of 880 both Thai
and European nationalities used SPSS version 16.0 and AMOS version 6.0. The statistical analysis
of frequency, percentage, arithmetic mean, standard deviation and structural equation model
are used for conclusion.

The profound result indicated that the sampling customer of personal characteristics
such as age, education, location and opinions toward at resort restaurant had causal
relationship experiences including lifestyle activities in restaurant resort facility. Both group of
customers’ perception at high level in service value, quality, emotional response, behavior,
pricing and resort restaurant goodwill respectively. The structural equation model is 0.149
Nation + 0.189 Gender + 0.245* Age + 0.102* Edu + 0.122* Domicile + 0.225* IE + 0.165* OE +
0.110* Activity + 0.117 Interest + 0.102* Opinion; R2 =0.759
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Aakus Pearson Product Moment Correlation (r)

Nation 1.000
Gender 0.245 1.000

Age 0.379 0.508 1.000
Edu 0.328 0.187 0.272  1.000
Domicile  0.183 0.246 0.192  0.295 1.000
IE 0.269 0.310 0.347  0.366 0.336 1.000

OE 0.204 0.313 0.235 0.214 0.297 0.505  1.000
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Activity 0.212 0.356 0.315 0.258 0.432 0532 0.539 1.000
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Opinion 0.137 0.157 0.175  0.313 0.415 0.220  0.452 0.292 0.241 1.000
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XZ = 78.117, df = 43, GFI = 0.945, RMR= 0.040, RMSEA = 0.048 (*P<0.05)

MU 2 NaMTAATIEVTULUUNNTTUIANAINITUTNMIVRRNATInAIANSIae TN IANNNTaULLIAILAR

Tun1s39e

M13197 2 wamamadRuslivanunaundureasliaadeyaisUseing



66

Fayl LAEW AaaRfilFannIT AN
’/df (CMIN/DF) <3 1.817
GFI ,0.90 0.945
AGFI ,0.90 0.918
NFI ,0.90 0.916
IFI ,0.90 0.960
CFl ,0.90 0.957
RMR <0.05 0.040
RMSEA <0.05 0.048
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famds  WmtdnesAuseneu (Factor Loading)

faulsule  dunala b S.E. B t R’
PSV PQ 1.000 0.674 0.454
PP 0.779 0.126 0.527 6.183* 0.277
PB 0.849 0.124 0.589 6.828* 0.347
ER 0.689 0.118 0.690 5.819*% 0.476
FRR 0.882 0.132 0.673 6.673* 0.453
*P<0.05
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fUswa  BnSwa  Nation Gender Age Edu Domicile IE OE  Activity Interest Opinion
PSV DE 0.14 0.189 0.245 0.102 0.122 0.225 0.165 0.110 0.11 0.102
9 * * * * * * 7 *

TE 0.14 0.189 0.245 0.102 0.122 0.225 0.165 0.110 0.11 0.102

* * * * * * *
9 7

R 0.759

*P<0.05
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Tugﬂammﬂﬂiﬁﬁ’m (Structural Equation Modeling: SEM) Tanatl (?j‘ma, 2540)
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