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Developing the Causal Relationship Model of Modern Trade Customer Loyalty
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Abstract
The objective of this research was to develop the causal relationship model of
customer loyalty to modern trade companies in Songkhla province, Thailand. The

sample consisted of 460 cases by multi-stage sampling. The research was analyzed by
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6 latent variables: CSR expectation, switching cost, perceived service quality, customer
satisfaction, customer trust, and customer loyalty; with 23 observed variables. The
questionnaires were used as a research instrument which measured on five-point Likert

scales. The major findings show that the causal relationship model was valid and fit to

the empirical data) X2=564.12, df=218, X2/df:2.59, CFI=0.95, SRMR=0.062,
RMSEA=0.066) The model accounted for 0.84-0.94 of construct reliability, and 0.67-0.79
of the average variance extracted. The model was described 61% of variance in
customer loyalty. Switching cost factor was the highest direct effect on customer loyalty
with 0.41 effect sizes while perceived service quality was the highest indirect effect with
0.40 effect sizes at significant level .01 as well.

Keywords: Causal Relationship Model, Customer Loyalty, Modern Trade
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