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Abstract

  The objectives of this research are to study the impact of service quality on two behavioural 

intentions. The researchers use the Association of Thai Travel Agents (ATTA) as a research subject 

and questionnaire as a method for collecting data. The questionnaire consists of three parts: 

personal information, service quality, and behavioural intentions. The structural equation model (SEM) 

was used to analysed the data. A conceptual model is adapted from the works of Parasuraman, 

Zeithaml, and Berry (1988); Park, MacInnis, Priester, Eisingerich, and Lacobucci (2010); Zeithaml, 

Berry, and Parasuraman (1996). Results indicate that interaction quality and environment quality 

have an impact on service quality of ATTA. Increasing in service quality boosts the ATTA members’ 

loyalty, and reduces willingness to resign from ATTA. Both loyalty and willingness to resign lead 

to attachment to ATTA. However, the evidence shows that there are two facets of attachment: 

positive attachment and negative attachment. It can be seen from the results that loyalty have 

an impact on attachment which demonstrates the perspective of positive attachment. However, 

there is a significant relationship between willingness to resign and attachment. This means the 

willingness to resign which is a negative behavioural intention can create the attachment between 

ATTA and its members. 
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