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ABSTRACT

Title of Dissertation CULTURAL INTERACTION AND TOURIST
DESTINATION LOYALTY: A CASE STUDY OF
PHUKET, THAILAND

Author Mr. Sirachet Chopdee
Degree Doctor of Philosophy (Management)
Year 2021

The interaction between cultural factors and tourists’ destination loyalty has not
yet been widely observed among research scholars. However, the knowledge of the
interaction is necessary for understanding how culture is becoming a central factor of
attraction in tourism. The objective of this study was therefore to find the possible
linkages between cultural interaction factors and the destination loyalty of tourists by
using Phuket, Thailand, as a case study. The study employed the satisfaction-loyalty
theory in the examination of the role of cultural interactions and destination loyalty. A
sample of 378 respondents of international tourists who visited Phuket responded to the
questionnaires. The study used the structural equation model (SEM) to observe the
relationship among the various variables. The results of the study revealed that cultural
interaction was statistically positive toward the destination attitudes and destination
loyalty of international tourists. Moreover, the implication of this study can contribute
to cultural studies in the field of the tourism industry, as well as management

implications for tourism operators and policymakers.
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CHAPTER 1

INTRODUCTION

1.1  Importance and Background of the Problem

In the modern era, globalization has removed boundaries between regions and
cultures, consequently creating a highly interconnected society. Cultural diversity and
differences are becoming increasingly ubiquitous, while the development of
technological innovation has inevitably promoted the easy movement of cultures
between regions. Easier and faster travel, the capacity for immediate acquisition and
exchange of new knowledge, and the borderless nature of online communication have
all contributed to this societal and cultural transformation, and have shaped the
economic, social, political, environmental, and technological interactions occurring in
all dimensions of modern society worldwide. This has led to the rapid and convenient
movement of people and workers around the world. Vertovec (2009) commented that
migration involves the transformation and creation of cultural patterns and social
interaction in new locations. The main factors that cause migration are the need for
labor, the need for better living conditions, and the need for travel. Therefore,
international mobility creates a relationship between the macro level and the micro
level. The macro level concerns the political situation, law, movement and evacuation,
and the economic conditions, while the micro level focuses on the cost and knowledge
of those who migrate (Giddens, 2012). Cultural interaction is thus involved in each
dimension of modern society, including business, tourism, and education, among
others, thereby leading to increased cultural diversity. The exchange of cultural
interactions is made faster and easier. Also, in the world without borders, there are more
and more connection of people from different societies and cultures. Given the
importance and value of diversity and sociocultural differences in modern society, and

the sensitive nature of cultural issues, it is essential to learn about, understand, and adapt



to cultural interaction. Learning about and understanding different cultures facilitates
adaptation to and interaction with different cultural backgrounds around the world, and
consequently reduces the sense of difference and alienation between various cultures.
The conflicts that occur during cultural interactions as a result of cultural
misunderstandings may lead to the problem of incomprehensibility, either on a small
scale or in the form of a serious problem. Factors that make cultural interaction diverse
and multidimensional include the characteristics of topography, climate, location,
domicile, environment, ethnicity, nationality, race, education level, religion, beliefs,
customs, traditions, communication, language, society, etc. These factors create
differentiation between people in terms of lifestyle, thoughts, beliefs, attitudes, and
behavioral expressions (Giddens, 2012). Therefore, good cultural interaction is highly
important.

The tourism industry plays an important role in many countries. For Thailand,
for instance, tourism generates a substantial amount of economic, social, cultural, and
environmental benefits. One of the most prominent roles of Thailand’s tourism industry
over the years is that of its economic performance; the tourism industry boosts the top
rank of revenue for the country, especially the introduction of foreign currency into the
country's economy (Wannathanom, 2009). Thailand is a travel destination for tourists
all over the world because the country’s tourism resources and associated economic
costs are scattered throughout all regions. Tourism plays a crucial part in driving
Thailand’s economic and social system: it creates jobs, generates high income from
foreign tourists, and it is the industry with the highest capacity for continuous stability
and growth. Although like many other countries, Thailand still faces various problems
related to political uncertainty and instability, its domestic tourism industry has
continued to grow at a satisfactory rate (Ministry of Tourism and Sports, 2018). In terms
of its tourism resources and attractions, Thailand’s tourism potential ranked 35th in the
world (World Economic Forum: The Travel and Tourism Competitiveness Report,
2015). Thailand has won many international tourism awards and maintains a positive
image in the perceptions of foreign tourists. The Tourism Authority of Thailand
projected the growth trend of Thailand’s tourism industry in 2016—2019 and concluded
that both the number of tourists and the amount of tourism revenue expanded
continuously during the research period. The number of tourists visiting Thailand



reached 26.5 million in 2014, ranking the country at seventh worldwide in terms of the
number of tourists. However, this number decreased to 24.8 million in 2015 due to the
political and economic crises that occurred that year. In 2018, the number of tourists in
Thailand was estimated to be 28.5-29.0 million, while both the income and expenses
incurred by tourists increased in accordance with the number of tourists. In 2015, the
revenue was 1.20 trillion baht, which was the 10th highest national tourism revenue in
the world, and reduced to 1.17 trillion baht in 2016 with an average expansion rate of
26.35% per year; subsequently, the income generated by tourists was estimated to reach
1.40 trillion baht in 2019 (Ministry of Tourism and Sports, 2018). Therefore, to create
high-quality and sustainable tourism, it is necessary to build tourists’ loyalty toward
Thailand’s numerous attractions.

Interaction is an important factor for Thailand’s tourism industry because the
needs of tourists in the modern era are diverse and complex, while the forms that
tourism can take have also become more diverse than they were in the past.
Additionally, many groups of tourists now have a better understanding of Thailand.
Thailand’s geographical differences and cultural diversity make it a highly distinctive
country, which makes it especially attractive for groups of tourists who visit with
specific goals. Travelers may have various main purposes for traveling to Thailand,
whether their interests are natural, agricultural, industrial, commercial, cultural,
religious, medical, health, or activity- and sports-related. In summary, today’s travelers
have broader purposes and goals for visiting Thailand than their predecessors.
Furthermore, modern technology has increased the ease with which Thai people can
study detailed and varied information about tourist attractions and activities, including
travel information. In accordance with current socioeconomic factors, tourists have
different travel behaviors according to the availabilities and needs of each individual.
Such changes have motivated both public and private agencies to endeavor to meet and
align with more of the travel requirements and behaviors of tourists. To continuously
monitor the movement of the situation and tourism trends, there is the survey on the
travel behaviors of Thais and foreigners to collect information about past traveling
behaviors, activities performed during the trip, travel arrangements, travel expenses,
and overseas travel, including comments about tourism. Information from such surveys

provides detailed insights into tourist behaviors, for example, the main purpose



underlying their choice of travel and activities performed during the trip (National
Statistical Office Thailand, 2017).

According to the Tourism Authority of Thailand, the tourism pattern can be
divided into 12 categories based on the associated environment. One of these categories
is that of cultural attraction, which refers to attraction that has artistic value or based on
traditions established by the cultural ancestors and inherited and maintained by current
generations. This type of tourist attraction comprises festivals, traditions, distinctive
aspects of people’s lifestyles, cultural performances, local products, costumes, tribal
languages, etc. Examples of important Thailand tourist attractions in this category
include Damnoen Saduak Floating Market, the Surin Elephant Round-up, Bo Sang
Umbrella Festival, Loy Krathong Festival, Songkran Festival, etc. (Tourism Authority
of Thailand, 2012). Thus, from the diversity of cultural traditions have arisen many
natural and cultural attractions for domestic and international tourists alike. Therefore,
interactions are essential in building loyalty to an attraction for creating sustainable
tourism.

Cultural interaction is related to tourism because each country has its own
unique culture and social lifestyles, both in terms of the concrete expression of people’s
way of life, such as language, festivals, traditions, religious ceremonies, arts and crafts,
dress, play, entertainment, and housing conditions, and the abstract expression of ideas,
beliefs, attitudes, folk wisdom, etc. These characteristics can all become tourism
resources by satisfying tourists’ curiosity about the different aspects of new cultures
and regions (Boonlert Jittangwattana, 2005). Culture is one of the most important
concepts for understanding society as it determines the pattern of human behavior
within each society and culture. Each society has a unique cultural context based on its
geography, location, domicile, social organization, economy, and politics, as well as
the social beliefs and values that reflect different levels of culture such as national
culture, subculture, and organizational and workplace culture. There are many areas of
academia that focus on exploring and attempting to explain cultural differences. One of
the most significant of these approaches is the study on national culture, which involves
investigating a regular culture of group of people in a specific nation, using the group
as a representation of the national character. For this reason, national cultural issues

have continuously been an area of particular interest for scholars in relevant fields. For



instance, (Hofstede & Hofstede, 2005). conducted an effective study on cultural
differences that reflect cultural perspectives in different dimensions, specifically, the
cultural dimension which can describe the behavior and communication of people in
different cultural societies (Thanakrit Sangchoey, 2011).

Cultural interaction is the study of the cultural interaction process that occurs
between tourists visiting a tourist attraction and the people living in the tourism
community. These two groups communicate with one another using a symbolic system
to convey their ideas and understanding, such as communication by language,
cooperation in cultural traditions, rituals, family ties, kinship, studying together, etc., to
better understand each other’s culture. This might take the form of an internal, in-person
interaction, such as the tourist being impressed with the image, identity or way of life
of the community, feeling a sense of satisfaction, and wanting to visit the location again,
while the interpersonal interaction often occurs through the use of language, gestures,
or media. Interaction by communication through the media also affects the individual’s
level of understanding and their degree of persistence in the studying process.
Regarding those who interact via media communication or with participative
interaction, and who decide to control the structure and content of the media, a higher
level of use or learning will result in increased effectiveness at enhancing
understanding, while also enhancing the individual’s attention and reinforcing their
persistence about studying (Sims, 1997). Therefore, if effective communication
provides tourists with a better understanding of the culture of the community, and if the
community can learn about the culture of the tourists and understand their ways, the
research can be used to improve the products and services to enhance customer
satisfaction and reinforce customer loyalty in tourist attractions. This will also make
tourists want to return to the tourism community in the future, resulting in sustainable
tourism (Monica & Lena, 1998).

The review of writings on customer loyalty shows that repeat purchases and/or
repeat visits are desirable because the marketing cost used to attract repeat customers
is lower than the cost required for first-time tourists (Alegre & Juaneda, 2006;
Oppermann, 2000). Retaining 5%of customers has been found to potentially lead to 25-
95% profit in a wide range of industries. In addition, loyal customers often help to
advertise the company via word of mouth at no cost and increase the potential of



tourism networks, such as by recommending the same products and services to friends
and relatives (Shoemaker & Lewis, 1999). It can be seen that customer loyalty is
especially rewarding, forming a core component of the basic strategy for most
organizations. There have been many studies on the definition of consumer behavioral
loyalty in the context of travel and tourism (Komol Dumluck, 2015). Gamble, Stone,
and Woodcock (1999) explained that customer loyalty is comparable to the image of
unquestioning commitment which arises from many factors such as product and service
satisfaction, the perceived value based on the amount of money invested, and the image
and quality of products and services. It can be seen that loyalty is highly important for
the tourism industry. Monica and Lena (1998) state that the promotion of sustainable
tourism is extremely important. In addition to developing the existed potential of that
tourist attraction, related tourism promotion agencies also need to conduct studies to
determine what drives the loyalty of tourists to such attractions, which may be attributed
not only to the physical characteristics and appeal, but also to personal and internal
factors. If tourist loyalty is sustained, government sectors can greatly reduce the
allocation of costs to public advertising. Groups of tourists who have visited the
attraction and are impressed with it can assist by introducing and recommending it to
other people. As (Oliver, 1999a) observes, loyalty can positively affect the long-term
success of tourism business development. It will continuously reduce costs and
expenses in all aspects of development because tourists who are loyal to the attractions
will help to maintain the cleanliness, environment, and integrity of tourist attractions,
possibly to a greater extent than government sectors and people in the community.
Comparing the research of Dick and Basu (1994); Jing (2010); Monica and Lena
(1998); Oliver (1999b); Yooshik, Dogan, and Joseph (2001), all share the idea that
promoting sustainable tourism involves more than merely the development of basic
infrastructure to facilitate the convenience of tourists. Rather, government sectors or
the relevant private sectors must also focus on developing the attractions to be more
attractive and exotic for tourists. There should be a concrete process for offering a good
experience for tourists, and the most important consideration should be to implement
measures for building tourists’ loyalty. In the context of consumerism and tourism,
loyalty is a deep and often meaningful feeling that makes a person feel that they are a

part of a service or attraction, which consequently drives them to repeat their consumer



behavior and induce other people to use the same product or service. Therefore, tourists
who continuously remain loyal to tourist attractions, are of inherent and significant
benefit to the sustainable development of the tourism industry.

Thailand features various unique and culturally diverse tourist attractions. Some
are blended with other cultures and religions, including those of Thai Buddhism, Malay
Islam, people of Thai-Chinese descent, and new western concepts. Adaptation to a new
culture can take various forms depending on the way in which previous adaptation
processes gradually shaped the personality, quality, and potential of future generations,
which subsequently emerged as a system of beliefs, values, visions, customs, behaviors,
arts, and all inventions; in short, these are all facets of cultural heritage. Cultural
interactions that occurred centuries and even millennia ago influenced considerable
cultural adaptation and integration (Suthep Sulthonphesat, 2005).

Phuket is a province in the south of Thailand. Known as the “Pearl of the
Andaman,” Phuket is a beautiful province featuring white sandy beaches that contrast
appealingly with colorful seawater. As the only province in the country with island
topography, it is an important tourist destination. Meanwhile, it is also regarded as a
city with its own distinctive culture and architecture: with its distinctive Sino-
Portuguese architecture, it exemplifies the idea of “East meets West,” and is
characterized as a modern and international city while simultaneously preserving
distinct arts and cultures in the old town. It is also a world-famous maritime tourism
center and features many kinds of tourist attractions and activities. Additionally,
UNESCO proclaimed Phuket Province as the City of Food Science or City of
Gastronomy 2015, ranking it in first place out of 18 cities worldwide. UNESCO based
this choice on five main factors as follows: 1) cultural diversity, especially regarding
the food culture that arises from multiple societies and cultures. 2) Phuket food is an
important element in all festivals, rituals, beliefs, and family lifestyle, and is also used
to welcome official foreign visitors. 3) Many local Phuket foods have unique recipes
that cannot be found elsewhere and are transmitted solely through family; furthermore,
many of the ingredients used are only available in the Phuket area, and therefore require
adequate conservation of natural resources and the environment for continued existence
and use. 4) The strength and cooperation of the private sectors, government, and

academic institutions in Phuket has led to the creation of innovations based on various



food sciences such as by selling local food processed as souvenirs and through catering
in restaurants, hotels, or food festivals, as well as via the international food exchange,
thereby resulting in value-added goods and achieving economic expansion for the city
and its people. 5) Phuket residents are highly hospitable and willing to share their
knowledge and experience with other cities in the network, welcoming visitors with
beautiful landscapes and architecture as well as a warm, friendly atmosphere: “Good
Food, Good Health, Good Spirit in Phuket,” “Eat Well, Live Well, Have a Good Heart
in Phuket.” This is very important because apart from the prominent point of generosity
and the “Thai smile,” it is essential to have an open policy in term of ideas and activities,
and to exchange visits with other members. In the future, Phuket City is expected to be
a city of lifelong learning in both arts and sciences, as well as a city of creativity and
sustainable living.

Phuket Province is a major marine attraction in Thailand and features a variety
of attractions that can meet the many needs of tourists. The main selling points are the
area’s beaches and various tourism activities, especially the recreation and water sports
activities and links with surrounding satellite islands and islands in neighboring
provinces. Moreover, Phuket offers other attractions such as the flea markets, which are
particularly popular among young people, and the major events that bookend the end
of the year, such as the annual sports festival that attracts large crows of new visitors
from Europe and the Americas. While the growth of the middle-class Chinese tourist
market is also a factor, this group’s spending is lower than that of European and
American tourists; however, this may cause some European and American tourists who
wish to travel in peace and privacy to change their destinations to other nearby
provinces such as Krabi and Phang Nga. Therefore, the challenges of businesses related
to tourism in Phuket are primarily associated with the maintenance of high service
standards and a positive image to attract high-end tourists and those with high
purchasing power to remain in Phuket.

According to the statistics of arriving tourists, the cumulative number of
passengers entering Phuket International Airport during the Chinese New Year 2020
(collected January 22-28, 2020) totaled 237,688 people, demonstrating a 2% increase
since the previous year (collected February 2-8, 2019) when the total was 232,474
inbound passengers. Economic turnover estimated during the 7-day Chinese New Year



period showed that the amount of money circulating in the economy based on a specific
number of tourists arriving via Phuket Airport was 5,407,402,000 baht. If the COVID-
19 pandemic and the consequent disruptions to travel and tourism had not occurred, it
is likely that an 8-12% increase in economic turnover would have been achieved. The
number of foreign tourists who visited Phuket in 2019 totaled 4,711,866 people (Phuket
Provincial Statistical Office, 2019).

Given the large number of tourists from many countries who are interested in
traveling to Phuket, and considering the vast wealth of equally beautiful tourist
attractions and diverse traditions and cultures throughout the rest of the world, it can be
considered that Phuket is a tourist destination with good tourism resources. Therefore,
Phuket is a suitable area for exploring and researching the role of cultural interactions
in building destination loyalty for a tourist attraction.

A tourism model that integrates cultural interaction improves tourists’
impression of attractions and creates a satisfying experience, thereby making tourists
want to return in the future and fostering loyalty. In turn, this has a positive effect on
the development of Thailand's tourism industry, enabling it to be more effective, create
jobs, generate increased income, and continually improve the country’s economy.
However, based on various documented research and other studies on cultural
interaction and destination loyalty among tourists, there have not been any specific
research studies on this subject, whether in Thailand specifically or elsewhere in the
world. Most relevant studies take a one-sided approach and focus solely on cultural
interaction or destination loyalty of tourists. Insufficient examination has been made of
the private sector in this industry, and the relevant government sectors have yet to
implement a concrete policy for encouraging tourist loyalty to attractions in Thailand.
This may be because loyalty is highly abstract and thus difficult to understand and apply
in concrete policy. Therefore, relatively little research has been carried out on tourist
loyalty that can be used for policy purposes, especially in the case of tourist attractions
in Phuket, which is one of the most prominent tourist attractions in Thailand, along with

the diversity of tourists and cultural interactions.



10

Based on the above-mentioned topics, the researcher is interested in researching
the cultural interactions of tourists and people living in those tourist attractions through
this research, entitled “Cultural Interaction and Tourist Destination Loyalty: A Case
Study of Phuket, Thailand,” to create guidelines for improving the quality of tourism
services to gain tourists’ loyalty and compel them to visit repeatedly and persuade other
people to visit the same places and/or use the same services. The results of the research
can be used as information and guidance for developing and improving the quality of
tourism services. The study is also intended to foster loyalty to Thailand’s tourist
attractions in alignment with Thailand’s tourism development strategy for promoting

sustainable tourism, and to improve tourism to international standards.

1.2  Research Questions

1.2.1 A case study of Phuket, Thailand: What are currently the main elements
of cultural interaction and tourist destination loyalty?

1.2.2 A case study of Phuket, Thailand: What are the structural relationships of
cultural interaction and tourist destination loyalty?

1.2.3 A case study of Phuket, Thailand: What are the appropriate patterns of
cultural interaction and tourist destination loyalty?

1.3  Research Objectives

1.3.1 To study the elements of cultural interaction that affect tourist destination
loyalty.

1.3.2 To study the structural relationships of cultural interaction that affect
tourist destination loyalty.

1.3.3 To create cultural interactions that affect tourist destination loyalty.
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1.4  Expected Results

1.4.1 To know the elements of cultural interaction that affect tourist destination
loyalty.

1.4.2 To know the structural relationships of cultural interaction that affect
tourist destination loyalty.

1.4.3 To know the need for cultural interaction patterns that affect tourist

destination loyalty.

1.5  Scope of the Study

This research, entitled “Cultural Interaction and Tourist Destination Loyalty: A
Case Study of Phuket, Thailand," was conducted by using the gquantitative research
methodology to determine the appropriate pattern of the scope, as described below.

1.5.1 Population Scope and Sample Group: based on the quantitative research.
Population consisted of foreign tourists who traveled to Phuket tourist attractions.
Sample size: 300 people calculated according to Comrey and Lee (1992); J Hair, Black,
Babin, and Anderson (2010).

1.5.2 Content Scope: the researcher focused on a number of issues related to
cultural interactions and tourist destination loyalty.

1.5.3 Area Scope: as previously identified, the main study area was Phuket, a
province and popular tourist attraction in Thailand.

1.5.4 Time Scope: the researcher conducted the study from January 2019 to
December 2021.

1.6 Expected Benefits

1.6.1 Academic Benefits: this research will contribute to the dissemination of
knowledge and understanding about cultural interaction and tourist loyalty toward the
destinations, while studying new knowledge about cultural interactions in tourist

attractions.
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1.6.2 Conservation Benefits: this research will be a part of the preservation of
historical and cultural heritage, traditional ways of life and natural tourism resources to
ensure that future generations will be aware of the importance of conserving tourism
resources to create added value for the tourism industry.

1.6.3 Management Benefits: the government, private sectors, tour operators,
and related agencies can use the results of this research as reference when planning
tourism management, to ensure that adopted strategies are efficient and suitable for
sustaining tourism in the future.

1.6.4 Policy Benefits: the government, private sectors, tour operators, and
related agencies can use the results of this research as reference when planning and
formulating tourism management policies, to ensure that they are efficient and suitable

for sustaining tourism in the future.

1.7  Terminology

“Phuket” refers to Phuket Province, one of the southern provinces of Thailand,
with an area of 570.034 square km or approximately 356,271.25 rai, located between 7'
45" to 8' 15" north latitude and from 98' 15" to 98' 40" east longitude, lying on the west
coast of the sea in Southern Thailand.

“Tourists” refers to foreign tourists who travel to Thailand and to Phuket.

“Cultural interaction” refers to the study of the mutual cultural action process
of tourists visiting tourist attractions in Phuket that have been interacted with via one
of the symbolic systems to convey ideas and understanding, such as communication by
language, cooperation in cultural traditions, rituals, family ties, kinship, or studying
together.

“Destination loyalty” refers to intentional behavior of tourists performed after
visiting, such as feeling impressed and wanting to return to the attraction;
recommending the destination to others or through word of mouth; and being willing
to pay more, including donating to conservation and cherishing the area. The loyalty of

tourists will lead to increasing income for those tourist attractions.
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“Attitude” refers to positive or negative feelings of tourists about their visit to
the attraction.

“Trust” refers to the positive feeling of a tourist toward the tourism services that
matches the contract made to clients or tourists, which makes the tourist feel that the
service is reliable and can therefore be trusted.

“Destination satisfaction” refers to the positive or negative feeling of tourists
toward natural or man-made things or places, including both tangible things and
nontangible abstract concepts, that can be used as tourism products in various aspects
such as city environment, city experience, range of attractions, tourism services,

transportation, food and beverage, accommodation, adventures, and outdoor recreation.



CHAPTER 2

LITERATURE REVIEW AND RELATED RESEARCH

The researcher studied “Cultural Interaction and Tourist Destination Loyalty: A
Case Study of Phuket, Thailand.” The related research, reviews, and theories have been
studied as follows:

2.1 General information about Phuket

2.2 Concepts and theories of cultural interaction

2.3 Hypothesis

2.4 Conceptual framework

2.1  General Information About Phuket

Phuket Province is regarded as a tourism resource that generates enormous and
long-term income in Thailand tourism industry. Phuket is one of Thailand’s major
tourist destinations and is known as the “Pearl of Andaman.” The province slogan is
“Pearl of Andaman, Southern Paradise, Golden Sandy Beaches, Two Heroines,

Revered Luang Por Chaem.”

2.1.1 Meaning, Significance, and History

Excavation of stone tools and stone axes at Kamala Village, Kathu District,
Phuket Province revealed important archaeological evidence that human beings have
inhabited the area for at least 3,000 years. In 700 B.E. or 2 C.E., this land was mentioned
in the record of seafarer Claudius Ptolemy, who stated that the region was a part of
Laem Takola, a land pushed out to the south, forming a long cape at the tip of Phang
Nga Province, caused by the movement of a large crustal fault known as the Klong
Marui Fault that stretched out from Surat Thani and Phang Nga provinces down to the

east of Phuket. Later, the area was eroded by waves and winds and cut off from the
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mainland until it became an island by creating a narrow channel between Phuket and
Phang Nga, known as “Pak Phra Channel,” the deepest part of which reaches only
approximately 8-9 meters.

Foreigners have called this area “Phuket” for many years, while Ptolemy named
it “Laem Takola”; additionally, in the books and maps of Europeans who voyaged to
Eastern Asia between 1511 and 1854 C.E., this land was called “Jungceylon.” In 1025
C.E., in evidence from the Tamil, it was called ‘“Manikram,” meaning “crystal city,”
which is synonymous with the name of Phuket, which appeared in 1st Thalang Archives
in 1785; the name “Phuket” has been mentioned in the Government Gazette since 1907.

It is also sometimes referred to as Silang, Thalang, and Tung Ka.

2.1.2 Phuket Physical Data
Phuket is one of Thailand’s southern provinces and is also the country’s largest
island. It is located between 7 degrees 45 minutes latitude to 8 degrees 15 minutes north
latitude and 98 degrees 15 minutes to 98 degrees 40 minutes east longitude, west coast
of the south in the Andaman Sea, Indian Ocean. There are 32 satellite islands. The
widest part is approximately 21.3 kilometers, the longest part is approximately 48.7
kilometers, and the total area of Phuket Island is approximately 543.034 square
kilometers, in which the area of Muang Phuket is approximately 224 square kilometers,
Kathu District is approximately 67.09 square kilometers, Thalang district is
approximately 252 square kilometers, and the area of the surrounding islands is
approximately 27 square kilometers. In conclusion, the total area of Phuket is
approximately 570.034 square kilometers or approximately 356,271.25 rai, making it

the 76th largest province of Thailand.

1) Phuket Tourism

Phuket is an island province with rich tourist resources. It is a world-
famous tourist destination known for its beautiful beaches, clear water, and beautiful
sea, as well as the experience it offers of the traditional way of life, unique customs,
and traditions. In the past, the Chinese tin mining industry brought prosperity, but
nowadays, the region’s economic prosperity stems predominantly from the tourism and
services industry. Interesting places to visit include Patong Beach, Promthep Cape,
Kata Beach, Karon Beach, Maiton Island, etc. Important yearly festivals are also held
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in Phuket, such as the Chinese New Year Festival, the Chinese Deity Worshipping
Festival, the Chinese Ancestor and Ghost Worshipping Festival, the Seaman Floating
Boat Festival, the Festival of the Tenth Lunar Month, and the Thao Thepkasattri - Thao
Sri Sunthon Festival.

Phuket is a world-class tourist destination, with 80-90% of tourists
visiting from abroad, especially from China. Therefore, it is common that the service
models of various tourism establishments, such as hotels, spas, and restaurants, provide
world-class service at costs that are relatively high from the perspective of Thai people,
but acceptable for foreign tourists. Moreover, when Phuket became a leading tourist
destination, world-class businesses invested in Phuket; some foreigners would run their
business, then buy houses and remain in the area for their retirement. As the demand
for the infrastructure grows, the value of fundamental resources like land, construction
materials, cooking materials, increase accordingly.

According to statistics from the Department of Tourism, in 2018, Phuket
had a total of 14.38 million visitors, demonstrating a 2.64% increase of 0.37 million
from 2017; the number of Thai and foreign tourists increased by 3.87% and 2.17%,
respectively. In addition, in 2018, Phuket had a total income of 477,324 million baht
from visitors, representing an increase of 54,312 million baht from 2017; income from
Thai and foreign tourists increased by 9.66% and 13.25%, respectively.

In 2020, Phuket tourism is expected to continue growing among Thai
and foreign tourists, especially those from China and Europe who have the highest
potential for purchasing and traveling alone. Due to the expansion of Phuket
International Airport, more tourists can be accommodated by expanding flight routes
and flight schedules. The low-cost airlines will also accommodate more tourists.
However, operators may face fierce competition in the future due to the large number
of newly opening hotels, resulting in increased price competition; the operators still
have to compete with hotels in nearby areas, especially in Krabi and Phang Nga, and
are also in indirect competition with serviced apartments and condotels. Furthermore,
businesses using digital marketing, such as AirBnb, have a serious impact on

accommodation companies using traditional marketing.
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Table 2.1 Number of Visitors and Income from Tourists Visiting Phuket in 2016-2018

2016 Increase 2017 Increase 2018
(%) (%)
Number of Visitors
Visitors 13,410,658  4.49 14,012,863  2.64 14,383,348
Thais 3,768,955 3.57 3,903,481 3.87 4,054,396
Foreigners 9,641,703 4.85 10,109,382  2.17 10,328,952
Income from Visitors (million baht)
Visitors 377,878 11.94 423,013 12.84 477,324
Thais 43,991 9.37 48,111 9.66 52,759
Foreigners 333,887 12.28 374,902 13.25 424,565

Source: Ministry of Tourism and Sports (2018).

2) Effects of COVID-19 on Tourism in Phuket

Phuket is a tourist destination that generates 400 billion baht in revenue
from 14.4 million tourists per year. The outbreak of COVID-19 caused this revenue to
decline by at least 160 billion baht, with the number of tourists throughout 2020
dropping to approximately 5 million, comprised of 1.5 million Thai tourists and 3.5
million foreign tourists. Phuket depends on foreign tourists for almost 90% of its total
income from tourism; therefore, it has been the province most affected by the COVID-
19 because the number of foreign tourists entering Thailand has been 0% consecutively
for half a year in 2020. Phuket’s tourism revenue was forecasted to face a decline of
80% from the previous year, causing many establishments to close down, affect the
employment and continues to affect the income of the household sectors. It is necessary
to accelerate economic recovery after the COVID-19 outbreak improves.

The 12 Phuket tourism-related organizations have prepared a book
presenting guidelines for ensuring the recovery of Phuket’s tourism industry and
economy. The plan is defined in three phases: short-term economic recovery in July-
December 2020, for which Phuket needs to encourage as many tourists as possible to
return, to accommodate 40% of the existing hotels for more than 200,000 rooms. The
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first groups of tourists visiting Phuket under the Alternative State Quarantine (ASQ)
program are detained in the hotels to ensure their safety. The hotels and resorts are able
to provide separate areas for Thai tourists while focusing primarily on foreign tourists
with high purchasing power. The main targets are tourists from the United States,
Europe, and the Middle East, and especially the at-risk groups, such as tourists aged
over 50 years. Hotels can join the project with the hospital in Phuket. It is expected that
after this group of tourists remains in the ASQ program for a specified period of time,
they will stay in Phuket for a longer period of 3-6 months, with the government
facilitating matters such as visa that allow them to stay longer and making contracts for
renting accommodation, including health and accident insurance.

It is said that tourism will never die. When COVID-19 has finally been
reduced or fully eliminated through vaccination, worldwide will gradually recover.
Therefore, the Thai government has cooperated with the private sectors, attempting to
revive tourism to boost the country's income and economy using a tourism revitalization
plan, the Phuket sandbox model. According to the statistics on tourism in Thailand,
many tourists prefer to visit Phuket because of its beautiful nature, cultural diversity,
and unique traditions and way of life. If it is successful, the Phuket sandbox model will
be expanded and applied in other tourist destinations. Therefore, the Phuket Province
of Thailand was chosen as a case study on “Cultural Interaction and Tourist Destination

Loyalty.”

2.2  Concepts and Theories Related to the Research

Concepts and theories are vital for the research; it is essential to link them
together and consider whether there are variables related to the subject investigated,
and how those variables are related. This will be useful for planning and implementing
various steps of the research and will determine its conceptual framework. This research

contains several related concepts and theories as follows:
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1) Destination Loyalty Theory

The researcher has chosen destination loyalty theory as the main theory
for the research. Loyalty is crucial for building sustainability in tourism destinations by
helping tourists become deeply and intimately familiar with tourist attractions, thereby
encouraging them to visit continuously. When facing marketing influences or situations
that may cause sensitivity, the tourist will remain stable and will not choose other tourist
attractions. Loyalty is a strategic goal of any business in keeping customers or tourists
loyal to a tourist destination. Retaining the same customer base will be one of the factors
in the cost of investment. The strategies for seeking a new customer base will be far
more expensive than retaining the same customer base. Loyalty essentially reflects the
tourist’s feelings of trust and satisfaction with the destination; therefore, for a business
to be highly competitive, it must offer distinctly superior or unique services and abilities
compared to its competitors. Loyalty is therefore an important marketing strategy in the
tourist industry because it creates a deep, long-lasting attachment and sustainability in
that tourist destination.

2) Expectation Confirmation Theory (ECT)

Another important theory is expectation confirmation theory (ECT),
which focuses on the feeling of expectation that arises from using a service or buying a
product. Expectation is associated with the perceived efficacy after using the product
or service, in other words, the level of satisfaction that is expected to arise after the
purchase. If the quality of the service or product is as expected or exceeds the
consumer’s expectations, then satisfaction will be achieved. Conversely, if a service or
product is lower than that expectation, it will not exceed satisfaction (Oliver, 1977).
The expectation arises from the experience of the customer or traveler, and that
expectation will be confirmed after using the service or purchasing the product. If the
customer's expectation is affirmed, and there is a perception that the attraction reaches
or exceeds the expectation, it will lead to a positive or satisfying experience.
Satisfaction also improves the customer’s attitude toward and trust in the attraction and
creates a deep, long-lasting attachment and sustainability, thereby fostering the

customer’s loyalty in that tourist destination.
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3) Cultural Interaction Theory

The next important theory is cultural interaction theory. Interaction is
important for building understanding and fostering loyalty, satisfaction, trust, and a
positive attitude. Differences in traditions, cultures, ethnicities, habitats, weather
conditions and many more factors result in the formation of different needs, beliefs, and
attitudes. If people do not perceive the presence and influence of these differences
between one another, this may create misunderstandings and conflicts in various fields.
Therefore, interactions are crucial for effecting a positive or negative impact. Tourism
creates interactions between local people and customers or tourists who come to use a
service or buy products, and each party has to adjust their behavior to understand and
accommodate their differences. Thus, interaction creates an understanding of the
differences between the two groups, and they will understand each other. Successful
interactions will result in loyalty. Interaction creates expectations and reaching or
exceeding those expectations leads to satisfaction in the services or products and fosters
mutual trust and positive attitudes between local people and tourists.

4) Destination Satisfaction Theory

Another important theory is destination satisfaction theory. Satisfaction
is the positive feeling experienced by a person whose needs and expectations toward a
service, experience, or product have been met or exceeded. However, the specific
feeling of satisfaction, and the experience that results in it, can differ between people
depending on their individual values, beliefs, and attitudes. When customers or tourists
feel a sense of loyalty toward an attraction, satisfaction is an important aspect of
creating an impression that meets or exceeds their expectations. It is also a measure of
the success of the service or product provider. Interaction creates expectation, and when
the interaction meets or exceeds the expectation, satisfaction is the outcome.

5) Destination Trust Theory

The next important theory is destination trust theory, which concerns the
tourist’s trust in the company or attraction’s ability to build attachment, their level of
benevolence, and their integrity in providing services or selling products. Trust reflects
the individual’s confidence about using a service, traveling, or buying products. It is a
power or energy that can overcome feelings of anxiety, unreliability, and uncertainty,
and can thus enable the development of deep, long-term relationships. Trust develops
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through interactions and arises from the understanding that the attraction’s attributes
are clear and inconsistent with its claims; it may also be the expected feeling when
interacting with a specific service. For instance, since travel services are intangible
products, the tourist’s feeling of trust can arise from their perception of and confidence
in the reliability of the service provided. When an interaction creates trust, it will likely
cultivate a positive attitude and sense of loyalty. Similarly, interaction that results in a
service exceeding the customer’s expectation will result in feelings of satisfaction,
which in turn results in trust.

6) Destination Attitude Theory

Another important theory is destination attitude theory. Attitude is an
emotion or feeling that influences various specific behavioral expressions in the future.
Each person’s attitude is different and complicated. Attitude is based on past and
present experiences. When customers or tourists interact with an attraction, exceeded
expectations promote feelings of satisfaction about the attraction. This positive
experience creates a positive emotional attitude and increases the customer’s perceived
value of the attraction and willingness to repeat visits, thereby ensuring customer
loyalty. Therefore, a positive attitude resulting from interaction, satisfaction, and trust

thus influences the tourist’s sense of loyalty toward a tourist destination.

2.2.1 The Concept and Theory of Loyalty

Loyalty refers to the firm intention to use a service or re-purchase and support
a satisfactory product regularly and continuously in the future; therefore, it is highly
important to the long-term profitability of the business. Maintaining long-term loyalty
among customers will result in more sales and maintain market dominance over
industry competitors. Therefore, marketers often use loyalty as a marketing strategy to
perform better against the competition. Loyalty is the deep bond that influences the
customer to continue to support and use a product or service repeatedly and
consistently. It is related to the behavior of customers in buying goods or using services,
and to the attitude of customers toward that product and service. When customers have
a positive attitude toward products and services, they will maintain a strong, loyal
relationship with the organization, resulting in behaviors of increased purchase volume

and repeated use of the service.
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2.2.1.1 The Meaning of Loyalty

Office of the Royal Society (2011) defines loyalty as a commitment to
love, respect, or gratitude. Many academics have given the following definition of
loyalty: loyalty belongs to the customer and is an essential asset of doing business,
because customer loyalty will result in the business being able to reduce the cost of
promotion and marketing and create a new customer segment (Aaker, 2014b).
Importantly, customer loyalty will help to increase the company’s market share, as well
as capture customers from the competitors and thereby increase the number of new and
returning customers. When the business is able to maintain the population of existing
customers, while also increasing the number of new customers, that business will also
have more sales and will be able to attain higher profits and increase its
competitiveness. Thus, the beneficial results of building customer loyalty is an
important basis for any business to consider, as successful development and
maintenance of customer loyalty is highly likely to lead to long-term success. Ganguli
and Roy (2011) stated that customer satisfaction and loyalty are of the utmost
importance to a company’s long-term operations as they enable the company to
differentiate itself from its competitors; therefore, long-term success and sustainable
growth depend on the existence of the conditions that affect customer satisfaction and
loyalty. Ragb, Mahrous, and Ghoneim (2020) mentioned that loyalty is a consistent
satisfaction; there is a willingness to buy again, leading the customer to support the
company by continuing to purchase and/or use the satisfactory products or services
regularly in the future. In other words, when buyers or customers are satisfied with the
company's products or services, they will feel an increased sense of loyalty which
results in repeat buying behavior. It is found that a brand that has a greater market share
will be part of buyers who are loyal to that brand, resulting in the company receiving
long-term profit. Loyalty is a key component of brand value which helps an
organization or company to retain customers and avoid spending on the resources
required to acquire new customers. Gronroos (2000) stated that customer loyalty refers
to the willingness of the customer to support and assist an organization or a company,
which creates benefits for the business in the long term by repeating purchases or using
services continuously and regularly, as well as recommending others to enjoy the

advantages of the product or organization. Consumers will feel a preference for the
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product or service that they choose over other those offered by competing
organizations. Loyalty is not just the behavior that customers express in consuming
preferentially from certain companies, but also includes the associated positive attitude
and feelings that influence this behavior. Customer loyalty will last as long as the
customers feel they are receiving better value or benefit compared to similar products
or services offered by other businesses or organizations. Likewise, Kumar and Reinartz
(2006) said that customers who are loyal to the service will be those who have a strong
confidence and belief that the company will be able to best fulfill both their needs and
wants, both now and in the future. The customers do not consider choosing to purchase
and consume from competitors, and are willing to use their chosen service continuously
in the future. They are also ready to act as representatives of the organization in public
relations, inviting their friends and relatives to become customers of the same company.
It is the loyalty that occurs from a positive attitude that influences customers to feel and
practice a deep and long-term commitment to the organization. Cossio-Silva, Revilla-
Camacho, and Vega-Vazquez (2019) defined customer loyalty as a behavior that
consumers practice regularly in purchasing from a particular brand on a regular basis,
and the positive attitude toward a particular brand that accompanies and influences this
behavior. This may arise from the confidence or the response that influences the
consumers’ behavior. Thus, in every business, manufacturers are trying to find ways to
create loyalty to their business because brand loyalty seems to guarantee the certainty
of the sale of a certain product in the future as well as encouraging advertisement
through public relations or word of mouth by customers. Sato, Kim, Buning, and
Harada (2018) stated that customer loyalty refers to the relevance or the connection a
consumer has with a brand, manufacturer, or service based on the attitude that results
in satisfaction or the response by behaviors such as participating in the marketing
activities with that brand which impacts the behavior of buying that brand repeatedly
and regularly. Similarly, Ghane, Fathian, and Gholamian (2011) said that customer
loyalty is defined as the customer’s strong commitment to repeat purchases and
continuous support of the product and service, thus resulting in repeat purchases of the
same brand. Likewise, Ou, Shih, Chen, and Wang (2011) said that customer loyalty is
defined as the behavior of continuing to purchase or support a product in the future.

There are more loyal customers who tend to give advice to others and make consistent
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repeated purchases. The increased buying behavior caused by loyalty also indicates
higher likelihood of advertising and persuasion. Ratna Roostika (2011) stated that
loyalty covers both behaviors and attitudes and can be expressed in many ways
depending on the product, service, and customer loyalty situation. Likewise, Sivadas
and Baker-Prewitt (2000) stated that loyalty is demonstrated by continued and/or
frequent purchasing and also reflects the customer’s positive attitude toward the brand.
Less positive attitude and less frequent or repeated purchases indicate a lack of loyalty,
while a lower attitude but more purchasing indicates dishonest loyalty. True loyalty
means commitment toward a brand, not just a repeat purchase. Therefore, a positive
attitude is essential for loyalty. As K.-W. Wu (2011) argues, loyalty to business is the
result of a consumer’s commitment to the business through a clear decision-making
process. Customer loyalty is a frequent response that occurs subconsciously regarding
the price ratio and quality, or the intention to pay regardless of the price, and brand
loyalty is affected by the intention to purchase or to use the service again. Likewise,
Zafar, Zafar, Asif, Hunjra, and Ahmad (2012) stated that service quality is connected
to customer loyalty. The result of service quality is increased market share and higher
sales, leading to improved customer loyalty. Loyalty and relationship with the company
in the future will depend on the past relationships that have been assessed based on the
company’s ability to handle conflicts that can be examined by the level of satisfaction
and loyalty expressed by customers.

From the above literature review, it can be summarized that loyalty
involves not only the behavior of buying products or services repeatedly, but also the
feelings of the customers and the strong relationships they maintain with the
organization over a long period of time. Thus, it can be said that brand loyalty refers to
the consumer maintaining a positive attitude toward a particular brand and toward the
product or service it offers, and to the customer feeling a consistent sense of satisfaction
which subsequently generates repeat purchases. The consumer will not consider
purchasing from competitors of their preferred brand, having learned that their chosen
brand is able to meet their needs very well. Customer loyalty can occur from a variety
of factors such as learning, consumer assessments, satisfaction, confidence, and trust.

Brand loyalty is an important business strategy that operators implement to attempt to
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find ways to build a strong brand strategy, increase their relevance, and secure and
maintain customers’ positive attitudes in the long term.

2.2.1.2 The Importance of Loyalty

Loyalty is a highly powerful force, as brand-loyal customers inevitably
lead to increased market share (Schiffman & Kanuk, 2007). Therefore, all business
owners aim to gain loyalty from customers, but loyalty is like trust: it can be neither
bought nor demanded. Both loyalty and trust can occur when the customer and the
business are interacting well with each other until an attachment is formed. All of this
is proven through actions as well as words and, naturally, requires considerable time to
develop. Bourdeau and Brian (2005) said that loyalty is a measure of the ability of
service provision nowadays, consistent with M. P. William and Ferrell (2010), who said
that loyalty allows organizations to retain customers and avoid allocating expenses
toward resources for seeking new customers, thereby reducing marketing costs. Brand
loyalty is essential for consumers to develop and maintain a positive attitude toward a
brand, whether stemming from trust, thought, or emotion, and invariably causes
repeated, long-term buying behavior.

The marketing costs required to generate one new customer are ten times
higher than those required to retain one existing customer. Due to the relatively high
marketing costs, marketers have to use various marketing strategies to attract
consumers to change their minds or to use new brands continuously. Therefore, brand
loyalty is an important strategy in marketing due to three key aspects: high sale volume,
premium pricing ability, and customer retention. Building brand loyalty cannot ensure
that customers remain loyal to the same things or feel and practice the same level of
loyalty. In addition, brand loyalty can be divided into several groups. Regarding brand
loyalty, (Aaker, 2014a) said that customer loyalty can be divided into four main groups
as follows: 1) non-customer, a group who use products offered by competing brands or
who do not use products in the form or type that the company offers to the market. 2)
Price-switcher, a price-sensitive group who have low brand loyalty because price is
their primary motivation when buying a product. Customers in this group are willing to
switch to purchasing products offered by another brand if the competitor's price is lower
or more reasonable. This group’s behavior may also result from the purchase habit

rather than the reason to purchase. Hence, price is a key factor that will attract repeat
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purchases. For example, a customer who buys fuel for their car may not be interested
in the brand offering the gas due to the lack of difference between each brand; therefore,
the customer is willing to switch immediately to any store they may find that offers a
lower price for gas. 3) Fence-sitter, a group who use two or three brands. If the brands
and products on the market do not stand out or differ from those offered by competitors,
some customers may be loyal to two or three brands at the same time and are ready to
change brands at any time. They are also willing to substitute any brand’s product with
that offered by a competitor due to these customers’ lack of attachment to any specific
brand. For example, a customer in this group would likely be willing to choose either
Coca-Cola or Pepsi, depending on the availability of both products in the store or the
situation that they are currently in. In this case, customers with a committed loyalty to
an incompatible Coca-Cola or Pepsi brand may also be found. 4) Committed loyalty, a
group who feel a strong and persistent sense of loyalty toward a particular brand.
Members of this group are the most desirable for the business, because these customers
are attached to a particular brand, often almost with a sense of friendship or affection,
and regard the brand as “theirs.” Hence, these customers are firmly loyal toward their
preferred brand and do not hesitate to make repeated and continuous purchases
exclusively from that brand. For example, some customers who are loyal to Sony refuse
to purchase other brands, buying their electronics exclusively from Sony. A company’s
ability to cultivate and maintain this level of loyalty requires significant time and effort,
the capacity to understand the customers, and the ability to continually manage the
brand in the minds of customers, thereby maintaining a strong, uninterrupted
relationship with the consumers.

Therefore, building brand loyalty will give consumers confidence and a
positive attitude toward the brand, as well as ensuring easy access to those consumers
by reducing the amount of time and effort they are willing to invest in researching a
product prior to purchase. The consumer will be able to choose brands that positively
influence their mood and feelings, which thus contributes to their brand loyalty. The
business or organization will attain a stable customer base, which will be further
increased because loyal customers are likely to recommend the brand or service to

friends or relatives. Therefore, word-of-mouth communication is a strategy recognized
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by today’s marketers as being highly effective and reliable (Berger, 2014; Kimmel,
2010).

2.2.1.3 Elements of Loyalty

Product loyalty is fundamental for increasing the market share and is a
company property in an abstract, intangible form. A model to measure loyalty has been
developed by dividing the concept into two aspects: behavioral and attitudinal (Aaker,
2014b; Garcia Gomez, Gutiérrez, & Gutiérrez, 2006; Odin, Odin, & Valette-Florence,
2001; Schiffman & Kanuk, 2007). A measure of behavioral loyalty is a study of
consumer behavior toward the brand by measuring the buying behavior of one item
over a period of time, number of times of purchase, and the frequency with which the
consumer enters the store to see and inquire about the brand or buy the product. The
results may be inaccurate because it cannot distinguish between the consumers who
have real brand loyalty and those who have spurious brand loyalty. The second aspect,
attitudinal loyalty in terms of “brand commitment,” is measured based on a scale of
“liking level.” It measures the degree of customer preference toward the brand at five
levels from strongly dislike to strongly like and includes the behavior of telling others
to use the same brand (commitment level), which can be measured as follows. The first
aspect, “brand commitment,” is the measure of feeling of attachment to a particular
brand, expressed through attitude rather than action. Attachment to the brand stems
from the customer’s “involvement” with it combined with their experience of using it,
resulting in “commitment.” When consumers have high commitment, they will support
the same brand and buy the same product even if it is in short supply or the price is
increasing (Jacoby, Jacob, & Chestnut, 1998; Schiffman & Kanuk, 2007). Brand
commitment is associated with brand loyalty because consumers will show attitudinal
loyalty to the brand, such as by wanting to support it, feeling proud of it, and
maintaining their relationship with it. Next, the aspect of “brand deliberation” is the
measure of the intention of consumers to show loyalty to a brand after using or
purchasing from it, for example through overall brand evaluation, recommendation by
word of mouth, and brand differentiation including studying or learning about the
brand. Lastly, “brand community” is a measurement of the consumer’s feeling of being
a part of the community that uses the same brand, or their feeling of attachment to that
community. Valarie A Zeithaml, Berry, and Parasuraman (1996) summarized the
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factors of service loyalty based on “customer behavioral intentions” as follows: word-
of-mouth communication involves talking positively about the service and the service
provider to recommend them to others; “purchase intention” involves choosing the
service as the first option; and “complaining behavior” involves making a complaint
when problem occurs, whether to the service provider, someone else, or public media.
This section is a measure of responding to consumer problems.

Besides the two aspects of loyalty measurement presented above, Aaker
(2014a) divided consumer loyalty into five levels in a framework called the brand
loyalty pyramid. The lowest level is “no brand loyalty,” where customers can easily
change from one product to another and are unable to recognize the difference between
the brands. The second level is “habitual,” where customers buy the products out of
habit rather than a personal desire for them. These customers don’t need to change
service providers, but if a competitor’s product is more advantageous, they may do so.
The third level is “satisfied,” where customers consider the “switching cost” and may
switch to other products depending on their current satisfaction rate; however, this is
more difficult than the switching that occurs at the second level, where the switching is
performed only when the new option is more advantageous, because to change to
another product means canceling the original product and involves the risk of
encountering a lower quality product. For example, if someone were to cancel their
high-speed internet service before the due date, the service provider might seize the
deposit. However, consumers are likely to switch to competing products if a new brand
is found to have higher performance than the existing product. The fourth level is “likes
the brand,” where consumers are loyal to the brand because they feel like it is a friend
and feel a sense of familiarity with and affection for it, which makes it very difficult to
switch to another product. These positive feelings toward a brand stem from the
connection between the brand and customers through such aspects as symbol or
experience. The fifth level, “committed,” is the highest level of brand loyalty, where
the consumer is affiliated with the brand and identify it as an intrinsic part of their life.
Although other products may create more aesthetic attraction, customers still
continuously purchase their chosen product and thus remain very loyal to it.

In conclusion, groups of loyal customers are highly important to

businesses. Consumers who love and trust a particular brand find it difficult to switch
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to another brand, as they feel familiar and satisfied with it and buy it willingly. Loyalty
reflects the customer’s commitment and willingness to continue using the same service
and continually choose it over its competitors, thus resulting in a long-term brand-
consumer relationship. The result of loyalty is composed of two elements. Firstly,
“behavior” refers to the consumer continuing to use the service and sharing their
experience of using it to recommend it to friends, family, and acquaintances. Secondly,
“attitude” refers to the positive attitude that service recipients have toward the service
provided. For example, when sick, a customer of a private hospital would instinctively
choose to visit the private hospital and do not consider the government hospital as an
option, due to their confidence about and satisfaction with the service they have
previously received at the private hospital. S. Kim, Choe, and Petrick (2018), who
studied “The effect of celebrity on brand awareness, perceived quality, brand image,
brand loyalty, and destination attachment to a literary festival,” stated that loyalty is the
deep commitment to use a service in the future even if there is an external influence
that would otherwise cause a change in customer behavior. It can be divided into four
levels as follows. The first level is “cognitive loyalty,” or the loyalty of thought and
knowledge. Cognitive loyalty develops after the process of using the service. The
second level is “affective loyalty,” which refers to the emotional loyalty associated with
the customer behavior influenced by their positive feelings toward that product. This
has an emotional component that is relevant to the customer's mindset. The third level
is “cognitive loyalty,” which is an intention to repeat use of the service in the future,
with current experience acting as a component of any effort to maintain this
relationship. The fourth level is “action loyalty,” which refers to a solid sense of loyalty
with the desire to do whatever it takes to obtain the product or service that the customer
is loyal to.

2.2.1.4 Elements of the Loyalty Process

Previously, traditional businesses never recognized the importance of
“feeling” and instead focused exclusively on data, reports, and analysis. However,
various corporate executives whose organizations consisted of factories, shops,
employees, financial bargains, product chain network, value chain, product distribution,
and freight shipping became increasingly aware that their organizations existed only

because of the “brand.” Without a brand, appeal to customers cannot exist. However,
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the brand is nothing more than the utilization and subsequent influence through
marketing of the “feelings” that the customers have toward the product or service. In
short, at the core of a brand is the one-to-one relationship between each customer and
that brand. “Emotional loyalty” is the measure of how close to or distant from the brand
each customer feels and is probably one of the most important metrics for an
organization to consider (Blair, Armstrong, & Murphy, 2003). Copeland (1923), who
is regarded as the first to have proposed the concept of customer loyalty, defined
customer loyalty as a behavior that reflects the specific needs of the customer to the
brand (i.e., customer insistence); however, this definition has evolved over time. In the
early 1970s, behavioral loyalty, which is largely measured by continuity of purchase,
was considered the sole component of customer loyalty; in the post-1970s, this idea of
customer loyalty was expanded to include attitudinal loyalty. In 1994, both views were
considered as “composite loyalty,” in which customer loyalty is defined as the true
commitment of the customer to making regular repeat purchases of the products and
services they love. Although the situation and marketing efforts have changed, they will
not cause those customers to change their behavior to buy other branded products or
services (Dick & Basu, 1994). Oliver (1999b) defined loyalty as the attachment of
customer to the product, service, or brand, and stated that it can be measured by their
“willingness,” expressed by them purchasing or supporting (patronage) and advising
others to use the same service (recommendation). To build loyalty, businesses must
create strong relationships with consumers for long-term success. Although many
factors and process are involved in the development of this relationship, it has the
capacity to generate substantial financial value. It is also a social benefit and strengthens
the structure of an entity or business. The process of building loyalty and retaining
customers is based on an understanding of the decision-making process and consumer
behavior. Oliver (1999a) also added that brand loyalty is a deep psychological
phenomenon that involves commitment to the acquisition of new products and services
and the intention to continually purchase the desired products and services in the future.
This will result in the continual use of the same brand or branding series even though it
may be influenced by changes in circumstances and marketing efforts. Aaker (2014b)
defined loyalty as the engagement of the consumer with the brand, an indication of the

possibility for consumers to switch, and a way to reduce marketing costs. The American
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Marketing Association (1995) provides the following definition of brand loyalty: a
situation where the consumer intends to purchase a particular brand or service, repeats
the same purchase for a continuous time, and does not perform this purchasing behavior
with other brands in the same category. Brand loyalty can be measured from consumer
behavior and attitudes. Solomon (2009) stated that there are two types of psychological
components of behavior: “overt behavior,” which is an action that other people can
observe or measure, and “covert behavior,” which is an action that occurs within the
person, such as feelings, attitudes, beliefs, and perceptions. Sundel and Sundel (2004)
conducted a study on consumer behavior based on the consumption process model,
which can be described as what the process of consumer behavior is and what factors
influence it. For example, Schiffman and Kanuk (2000) model suggested that
consumption consisted of three stages: input stage, process stage, and output stage. At
the input stage, the consumer decision-making process is influenced by external factors.
This is a business operation using a mix of marketing and social factors, family, social
groups, and cultural classes. The process stage identifies the psychological factors that
are related to the perception, learning, needs, motivation, personality, attitudes, values,
and lifestyle of consumers. These factors have varying influence on the customer’s
needs, search for information, and evaluation of options before purchasing, including
the experience gained from the assessment after consumption. At the input stage, the
result of consumption may be the customer’s satisfaction or dissatisfaction with a
product or service. Such results will be remembered as a consumption experience and
will also influence the consumer’s psychological factors in the future. Meanwhile, the
model of Blackwell, Miniard, and Engel (2006) proposed that the consumption process
consists of six steps. The first of these steps is need recognition, where consumers are
aware of a problem and have a need to acquire a product or service to solve it. The
second step is search, where customers seek alternative options to products or services,
brands, and distribution locations. The third step is alternative evaluation, where
customers make a decision about the appropriate alternative. The fourth step is
purchase, where customers consider where and how to buy the desired product. The
fifth step is consumption, and the final step is post-consumption evaluation; consumers
may or may not be satisfied, which will lead to further behaviors such as brand loyalty,
repeat purchases, referrals, word of mouth, etc. This point of view aligns with that of
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Schiffman and Kanuk (2000) regarding the model of consumer behavior concepts;
based on the consumption process model, it can be concluded that customer loyalty is
influenced by the consumer’s psychological or internal factors as well as elements
caused by external and environmental factors. Blair et al. (2003) conceptualized the
elements of the loyalty process from the perspective of marketing and separated them
into three categories as follows: attitude loyalty, behavioral loyalty, and overall loyalty.
The following section will discuss these three categories. Attitudinal Loyalty

Garcia Gomez et al. (2006) stated that attitude is key to building loyalty
to a product. If the consumer has a positive attitude toward the brand, this will lead to
buying behavior. Attitude is the feeling of the consumer that has a permanent
relationship with the object or the experience of using the product. Attitudinal loyalty
is essential because if consumers have a positive attitude toward that brand, this will
inevitably lead to repeat buying behavior which can be regarded as true brand loyalty.
Attitude comes from three elements: 1) perception, 2) feeling, and 3) behavior. J. Kim,
Morris, and Swait (2008) also stated that “attitude strength” stems from perception and
feeling. The strength of that attitude is reflected in five ways: 1) extremity, an
assessment of individual liking or disliking of an object or thing; 2) intensity, the
strength of an individual's feelings toward an object or thing; 3) certainty, the
correctness of the attitude in each person; 4) importance, the attitude in terms of the
individual’s personal needs; and 5) knowledge, the individual’s accumulation of
information about things or objects. According to research by Johnson, Herrmann, and
Huber (2016), who studied the evolution of loyalty intention, there are two types of
attitudes that can act as the intermediary between value and loyalty: affective
commitment and brand equity. Affective commitment is the factor involved in building
a strong relationship, and brand equity is the factor influenced by such aspects as repeat
purchase behavior, brand satisfaction, word of mouth, and brand identity.

Therefore, it can be concluded that building a positive attitude has a
significant impact on branding because the consumer's attitude toward the brand can
reflect the brand's true image and identity of the brand. Creating or adjusting a branding
attitude requires dedication and time. If consumers’ attitudes toward a product can be
made more positive, this can turn them into customers, and their continued satisfaction

with the product is subsequently likely to lead to further purchasing behavior.
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1) Behavioral Loyalty

Garcia Gomez et al. (2006) mentioned that the behavioral
dimension of loyalty to a product is demonstrated through continuous repeat buying
behavior. The results of their study on the role of behavioral loyalty programs and the
feeling of loyalty showed that consumers who participated in the loyalty program had
increased loyalty behaviors than those who did not. However, consumers who
participated in the program did not change their purchasing behavior. Therefore, the
strategy for keeping loyal customers is to retain existing customers. This will strengthen
the emotional relationship between the customers and the retailers. In addition,
consumers who are already loyal to the brand will continue to have repeated buying
behavior. Therefore, it is important to emphasize the importance of the emotional
relationship in strengthening the positive feeling of the customers. This can be
considered as one method to create repeat purchase behavior; when a consumer is
satisfied with the purchase of that product, they will buy that brand again. Brand loyalty
can be directly measured by repeat buying behavior. Repeat purchases can be divided
into two aspects: 1) reflective loyalty, the result of brand commitment or the presence
of a positive attitude toward the brand, and 2) inertia, the re-purchasing behavior of the
same brand, without purchasing motivation; for instance, if there is no option to buy,
or if the price is reduced. J. Kim et al. (2008) suggested that inertia buying behavior
refers to buying because of habit, or it is a spurious behavior wherein consumers may
develop false loyalty due to purchase without brand affiliation. While repeat purchase
still occurs, this buying behavior is different from that which demonstrates true loyalty.

According to the research of J. Kim et al. (2008), true brand
loyalty is caused by five factors: brand credibility, affective brand conviction, cognitive
brand conviction, attitude strength, and brand commitment. This kind of loyalty is
easily noticed and is determined by observing behaviors such the consumer’s rating of
a service or product, the frequency with which the consumer shops at retailers, or the
amount of the purchase. In order to prove this, consulting company KPMG has created
an aid called the Loyalty Ladder to clearly show how loyalty may be caused by multiple
motives. The Loyalty Ladder divides customers into several groups. The first group, on
the lowest rung of the Loyalty Ladder, are ‘“zombie-sucking” customers, who

predominantly seek special offers. While they may resemble loyal customers, they do
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not feel any affection for the brand. The second group are the “inactive passion”
customers, who appear to be behaviorally loyal customers; they visit the store often but
do not have any feelings about the brand. The third group are the “captive customers”,
who have been trapped into buying the brand either for “point collection” or because it
is the only existing brand. This group feels increasingly negative every time they are
forced to buy products from the brand, and often eventually turn into members of the
fourth group, namely, the "terrorists”; these consumers voice their negative feelings
about the brand to others, and may eventually cease to use the brand altogether. The
fifth group are the “spoiled customers,” who may buy more often but whose negative
feeling toward the brand intensifies with every purchase. This may be due to the quality
of the product, a lack of alternative options, or even poor service. The sixth group is
customers who are “waiting for a good deal.” These customers clearly demonstrate
loyalty behavior but will stay with the brand just while waiting to find better deals
elsewhere, upon which they are ready to strike swiftly and with pleasure. The seventh
group are the “mercenaries,” who arise from the common situation wherein companies
buy customer loyalty with loyalty points and rewards. Customers may feel compelled
to continue to utilize an offer that they are not satisfied with, and can thus be not very
affectionate nor sincerely attached to the brand or service. This type of customer can
cause the owner of the brand to experience a false sense of confidence. Moreover, a
long wait time before the rewards can be capitalized on can create negative feelings in
the customers toward the brand upon the realization that their feeling that it was
necessary to use that brand was erroneous. Next is group of customers who but with
appreciation and buy on special occasions. Another group rarely buy the product,
typically only when necessary, but still feel a strong sense of affection for it. These
customers may be valuable in the future by maintaining a consistent consumption rate.
The final group are the true loyalists, who represent the ideal concept of brand loyalty
in which strong relationships are created and maintained, which can generally be
realized through consistent behavior combined with strong emotional attachment.
These customers buy the products often because they have a sense of emotional loyalty
to the brand. Ouzaka (2002) stated that loyalty is manifested by behavioral and
psychological effects and strengthens the consumer-brand relationship. Therefore, it is

imperative to be continuously attentive to loyalty because customers will remember the
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thoughts and actions they experience and engage with in the consumption process.
Therefore, brand loyalty in terms of behavior can be determined from repeated buying
behavior on a continuous basis. Continued purchasing behavior is the result of the
consumer having a positive attitude toward the brand.

2) Composite Loyalty

Jacoby et al. (1998) stated that loyalty is not just a measure of
repeat buying behavior, nor is it merely a measure just for a short duration, but contains
various other dimensions in which it must be measured, and in consideration of the long
term. The loyalty measurement contains three aspects: 1) behavioral measurements, 2)
attitudinal measurements, and 3) composite measurements. Blair et al. (2003) also
presented the idea of a collective measure of loyalty from a marketing perspective, both
in terms of attitude or emotion and behavior, which are divided as follows. 1) Emotional
loyalty is a psychological perspective. Loyalty to the product or service means that a
product or service has made the consumer feel positive toward it and attached to it.
Positive attitude toward the product or service is caused by three important aspects:
confidence, centrality, and accessibility. 2) Behavioral loyalty is considered as purchase
behavior, which is the most used definition because it can be easily observed and
measured. Loyalty to the product or service refers to repeated purchase or frequent use
until the loyalty can be observed in further behaviors such as returning to use the
service, purchase frequency, and number of purchases. However, the consideration of
the purchase may be limited and misinterpreted because a single consumer's repeat
purchase may not be due to brand loyalty or service but necessity, as they must use that
brand due to a lack of other options. Uncles, Dowling, and Hammond (2003) proposed
three methods to measure loyalty:1) the behavioral approach, which tests the continuity
of past purchases of the customers by measuring purchasing rate and possibility of
purchasing; 2) the attitude approach, which shows customer loyalty through
psychological involvement in favoring a particular thing and values toward a particular
product or service; and 3) the integrated approach, which combines both behavioral and
attitude loyalty to create brand loyalty, stating that loyalty is driven by favorable
attitudes and repeat buying behavior. In order to verify customer behavior, Kun-Hua
(2004) added an attitude dimension to the observation of the behavioral dimension for
the purpose of indicating genuine loyalty. This is called the psychological commitment,
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which takes the form of customer purchasing behavior. This brand loyalty measurement
can be defined in two aspects: 1) behavioral measurement and attitude measurement.
Both aspects can influence brand loyalty and measure customers’ support as expressed
by repeated purchases. However, the behavioral measurement method cannot
adequately describe a customer’s brand loyalty because buying behavior can only
describe the basis of loyalty or expressed habits. Therefore, the behavioral measurement
method lacks a conceptual basis and shows only the constant effect of the process of
change because most questions are solely focused on the possibility of behavior.
Business organizations therefore have a great need to fully understand what marketing
efforts influence a customer's buying behavior, demonstrating the necessity for loyalty
to be measured in terms of behavior and attitude. Lau (1999) suggested that the loyalty
of service users can be measured as follows. 1) Behavioral measurement, which can be
observed from the continuity of repeat buying behavior. Re-purchases can arise from
various factors and do not solely occur because of loyalty; for example, residents of a
village in which there is only one bank have no choice but to remain loyal to that bank
regardless of their level of actual satisfaction with it, due to the lack of available
alternative options. If a new bank were to open nearby, customers may switch to that
new one. 2) Attitudinal measurement, which is a measure of the feelings or emotions
experienced by service users that lead them to feel attached to or part of the service,
making them eager to participate in activities provided. Even if emotion is difficult to
measure, it can be observed in certain behaviors expressed by the user; returning to the
previous example of a bank, positive emotion may be evident in the customer’s
recommendation of their chosen bank to an acquaintance, their expression of
compliments to others for choosing the same bank, or their defense of their chosen bank
if others were to criticize it. 3) Composite measurements, in which the concepts of the
above two measurements are combined; for example, the likelihood of a customer
switching to another bank, the frequency with which they use the service provided, etc.
To measure the loyalty of service users, marketers most commonly use the following
three questions: 1) “Are you likely to repeat this service in the future?” 2) “Would you
recommend others to use our services in the future?” 3) “Overall, how much you are

satisfied with our service?”
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From the aforementioned concepts and meanings, it can be
concluded that consumer loyalty refers to the consumer’s engagement with products
and services as a consistent attitude and is expressed by the purchase of products and
services in the same brand, as can be measured by the quantity purchased and the
frequency of service usage.

2.2.1.5 Tourist Loyalty

Tourist loyalty refers to the relationship between attitudes and behaviors
toward the service of an organization which is influenced by consideration of past
experiences. The patterns of attitudes and behaviors involved in tourist loyalty (Oliver,
2010) are as follows. 1) Cognitive, an attitude that occurs when a tourist evaluates what
they have received from various tourist sites, such as the goods, services, and facilities
offered by the tourist destination, how comfortable their chosen method of travel was,
and the quality of customer service provided by staff members, and subsequently uses
their conclusions to decide whether they found the attraction favorable. 2) Affective,
an emotional expression made evident through actions and gestures indicating a
fondness for the products and services offered by a tourist destination, which ultimately
results in satisfaction and an intention to visit the site again in the future. 3) Action, a
behavior expressed by visiting the tourist destination repeatedly. This revisit is the
result of the impression gained from the previous visit. The awareness and feelings of
tourists are attitudes and behaviors which cannot guarantee that they will return again
because many intervening factors may occur in the future and prevent these tourists
from traveling as intended. This is different from the actions that show repeat visits,
which involve behavior that shows actual results (Kozak & Baloglu, 2011).

1) Tourist Loyalty Classification

Tourist loyalty toward a tourist destination (Petrick, 2005) can
be described as follows.

(1) True loyalty is shown in tourists who have a positive
attitude toward the destination and whose level of repeat visiting is high. These tourists
feel satisfied with that destination, visit it continuously, and often recommend others to
visit it as well.

(2) Latent loyalty is shown in tourists who have a positive

attitude toward the destination but who make fewer repeat visits. However, when
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wanting to travel, they will think of that destination first and may recommend others to
visit it as well.

(3) Spurious loyalty is shown in tourists who visit the
destination repeatedly but do not have a very good attitude toward that destination.
Most of these tourists are people in the community who live near the destination.

(4) No loyalty is shown in tourists who are dissatisfied with
the destination, which may differ according to the feeling of each tourist. If it is a slight
dissatisfaction mostly felt toward minor issues, repeat visits may still occur. However,
if it is a high level of dissatisfaction, the tourist will not want to visit that destination
again.

2) Building Tourist Loyalty

Tourist Loyalty is the most important goal for every tourist
organization to endeavor to achieve. If the organization can accurately respond to and
accommaodate the needs of tourists, and if tourists perceive the value created within the
destination, this would create loyalty among tourists. Tourist loyalty occurs when
tourists are mostly satisfied with the service quality of the destination, or when tourists
are constantly and eventually satisfied (Timm, 2011). The creation of good service
quality allows tourists to perceive the value received from their visit, thereby leading
to increased satisfaction (Hayes, 2008). Based on the theory of positive reinforcement,
stimuli can be used, and high-quality service offered, to make tourists perceive the value
of the destination and thus experience a higher level of satisfaction. Inevitably, this
affects the intention and future behavior of tourists, such as visiting repeatedly,
recommending services to others, and making positive referrals (Reisinger & Turner,
2009).

3) Measuring Tourist Loyalty

The measurement of tourist loyalty is composed of three
important aspects (Robinson & Etherington, 2006) as follows.

(1) Repeat tourism. This shows the attachment of tourists
toward the destination and the intention to visit it again in the future, which can occur
due to their impression of the tourism images or perception of good tourism value,
including their satisfaction with the service quality. The tourists develop a positive
attitude toward the destination and intend to visit it again; additionally, when wanting
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to travel, they will think of this destination first and may visit with larger parties of
friends or relatives.

(2) Advice and word of mouth. This involves tourists
recommending the destination to friends or relatives, which may include them
describing their experiences and expressing their positive impression of different tourist
elements of the destination, such as the attractions, the facilities, and the quality of
services provided.

(3) Willingness to pay more. This refers to the outcome that
tourists are not worried about increases in the price of various aspects of a tourist
organization such as that of products and services, admission fees, and transportation.
Tourists who are loyal to the destination will accept having to pay more to access the
destination again.
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Based on the concept of loyalty, the researcher synthesized
the components of loyalty by applying the concept of Blair et al. (2003) which presents
the elements of the loyalty process from a marketing perspective. Brand loyalty
contains three aspects: attitude loyalty, behavioral loyalty, and composite loyalty. In
this research, this framework is adopted to study the loyalty of tourists toward Phuket

tourist attractions.

2.2.2 Expectation Confirmation Theory (ECT)

2.2.2.1 EXxpectation

Expectation is a psychological aspect that is not focused on only an
action but also on the motivation, beliefs, feelings, attitudes, and values that lead to
expectation. Many scholars have provided definitions of this word; for example, Hersey
and Blanchard (1982) said that expectation is that people perceive the appropriate way
to act in their role and in the roles of others. Expectations tell how people must act in
different situations. Meanwhile, Visit Visesthienkul (1998) stated that expectation is a
person’s conscious mindset or critical opinion that functions as a prediction of what
might or should happen and how. In conclusion, expectation is a feeling of need for
something, in the present or in the future. It is the prediction of what will affect one's
perception, using learning experience as an indicator.

Regarding the characteristics of expectation, Turner (1982) suggested
that expectation is the same as “playing a stage.” In other words, it contains performers
and an audience. The roles of the performers are as follows.

1) Expectation refers to the realities of society that can be
compared to theatrical plays, composed of various social positions determining how
each people should behave in society. Social activities or social actions are organized
and controlled by different norms according to different social situations and
conditions.

2) Expectation from other performers means that society has
norms, which function like a script to determine the roles of people in the social
relationships. As stated, people in society must perform the roles that are expected from
each other, so that people can expect the behavior of others to be expressed and can
consequently interact properly according to the expectation or others in the society.
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3) Expectation from the audience. This is the expectation of
people in society who have different conditions. They expect and assume the roles of
others that lead them to proper social interaction, according to the regulation and as per
social expectation.

Turner (1982) mentioned the source of consumer expectations; the
results of consumer opinions about service quality reveal that consumer expectations
for service are influenced by four key sources as follows.

1) Personal needs: the needs of each consumer will vary
depending on the nature and the environment of each person. Consumers may expect
the same or different services according to their personal needs.

2) Word-of-mouth communication: the information that
consumers perceive based on the words of other consumers, who may have either heard
about the product or service or used it themselves, and are now advising and persuading
others to use or avoid the product based on whether their own perception of it is positive
or negative, respectively.

3) Past experience: consumers' experiences of using the service
both directly and indirectly influences their level of consumer expectations, because
they learn from and remember those past experiences.

4) External communication: the advertisement and public
relations of the organizations of service providers exposed to consumers in various
forms to create positive images or to promote sales. All play an important role in
building consumer expectations of the services.

From the above definitions and explanations of the concept of
expectation, it can be concluded that expectation is the influence of a person’s previous
experience on their behavior in making decisions to achieve a set goal and meet their
needs.

2.2.2.2 Expectation Confirmation Theory

Expectation confirmation theory (ECT) is defined as the consistency
between efficiency perceptions of customers and their level of expectation (Lin, Tsai,
& Chiu, 2009), in which expectation is a critical parameter of satisfaction (Koo, Wati,
Park, & Lim, 2011). When consumers have expectations, they perceive and evaluate

the efficiency. The expectations will be confirmed after the consumer uses the services,
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which will ultimately lead to satisfaction or dissatisfaction (B. Kim, 2010). This theory
was first developed by Oliver (1977) who used it to study consumer satisfaction and
purchase intentions. ECT theory states that consumers initially set expectations before
making a purchase and become aware of the effectiveness of the product after the period
during which they use it. Consumers then assess product satisfaction against the actual
performance of the product after use (Baek, Ahn, & Oh, 2014). According to Eid
(2011), when consumers’ expectations of the reliability of a product are confirmed, they
become more satisfied and interested in purchasing the product again. In the same way,
satisfaction will lead to positive intentions in the future (Oliver, 1980).

The theory of conformity with expectation explains the occurrence of
expectation along with the perception of performance which leads to satisfaction after
purchasing the product or using the service. The research of Oliver (1977) stated that if
the product exceeds the customer’s expectations, it will cause satisfaction. On the other
hand, if the quality of the product falls short of the customer’s expectations, this will
cause dissatisfaction. According to the theoretical model consistent with the
expectations presented by Oliver (1977), including expectation and perceived
performance, which determines whether a product is consistent with what was
originally expected, this phenomenon is called disconfirmation, which continues until
either satisfaction or dissatisfaction with the product occurs. According to the studies
of Hong, Thong, and Tam (2006); Liao, Palvia, and Chen (2009), confirmation of
expectations is preceded by customer satisfaction, both of which were used as the main
factor in further studies. In addition, a study by Wen, Prybutok, and Xu (2011) found
that confirmation of expectation had a positive effect on knowledge of the benefits and
preferences. This will also affect the intention for online repeated purchasing.
Meanwhile, the research of D. J. Kim, Ferrin, and Rao (2009) showed that reliability
and satisfaction are the factors that are critical to the success of e-commerce
relationships. In addition, Gefen, Karahanna, and Straub (2003) brought together the
TAM model and reliability and found that reliability directly and indirectly affects the
intention to use the information system through the perception of benefits.

The Satisfaction-loyalty Theory

This theory was developed to discover the reasons behind customer
loyalty toward a particular service and has been extensively applied and adapted in
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various fields within the satisfaction-loyalty theory, based on the standards shown in
Figure 2.1. Two factors need to be considered: perceived quality of service and overall
satisfaction. The perception of quality and customer satisfaction is highly operative in
the development of sustained loyalty, while satisfaction is a key factor in partly or fully
mediating the impact of service quality on loyalty. Generally, service quality means
“overall customer impression of inferior and superiority of organization and service”
(Jen, Tu, & Lu, 2011); it is multidimensional (Jen et al., 2011; Parasuraman, Zeithaml,
& Berry, 1988) and hierarchical (Jenetal., 2011). PT service creation should implement
the comprehensive measurements to consider the intangible, inseparable, and
heterogeneous properties (Parasuraman, Berry, & Zeithaml, 1991; Parasuraman et al.,
1988). Surveys with discontinuous data and the size at which customers are satisfied
are often used to quantify the aspects of PT service quality, based on latent variables
(Eboli & Mazzulla, 2007, 2012; Wen, Lan, & Cheng, 2005). More importantly, the
perceived quality of service was often used in transport studies to examine its role in

increasing the number of PT drivers (Campbell & Brakewood, 2017).

(+)

Perceived
Service
quality

(+)

Satisfaction

Figure 2.1 The Standard Satisfaction — Loyalty

Source: Satisfaction-Loyalty Theory by Jen et al. (2011).
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Perceived quality is an assessment of the effectiveness of a product or
service based on the actual experience of the customer. The quality is compared
between the quality that the customer perceives from the standard or what the customer
has expected. In this regard, the customer’s perception of the quality measurement of
this product or service will be asked about in three aspects: overall quality of the product
or service, product or service quality in terms of meeting their personal needs, and
product or service quality in terms of reliability; the customer’s own expectations will
also be investigated. If the company is able to exceed the standards expectation of the
customers, there will be a positive effect on customer satisfaction. Kunnapat Kankaew
(2012) investigated passenger expectations and satisfaction with the full service of
airlines in Thailand in the context of Thai Airways and Bangkok Airways, and found
that customers had high expectations for both ground service and in-flight service.
Additionally, customers expressed a high level of satisfaction with the service they
received. Factors affecting the expectation of and satisfaction with ground service were
the convenience of ticket booking, ease of check-in, ease of interacting with ticketing
through a mobile application, responsiveness and comprehensiveness of the airline's
Internet system, flight punctuality, speed of luggage delivery, service of ground staff,

and speed of employee response in handling problems.

2.2.3 Concepts and Theories Related to Cultural Interaction

Cultural interaction is the reciprocal influence of a person from one national or
organizational culture on someone from another national or organizational culture
(Rozkwitalska, 2010). Warsaw: Outbuilding, cultural interaction can be clearly visible
and is easiest to understand in the context of the migration or movement of people from
one cultural area to another. Tartaron (2012) stated that culture is a form of social
recognition which allows people to educate others on important cultural elements. It is
the cultural interaction of people in the past with people in the present, or that which
involves humans in the present transferring elements of their culture into the future
(Arlt, 2011). Cultural interaction is a complex process of interaction between two or

more different people within different formations.
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This chapter aims to explain this working process as a process of knowledge
with potential conflicts and scope; explain the patterns of knowledge and the forms of
cultural interaction and exchange; and explore the distribution of cultural products and
the framework and perspective of cultural interactions transformed by technologies and
new possibilities. This chapter shows that the cultural interaction is fundamental to
ensuring a prosperous future, the antithesis of which is social conflict. Culture has
historically been used as an excuse and justification for violence, war, and the creation
of enemies. It has been shown that the opposite is not the reality of the cultural process.
Truly, the phrase “Silk Road” demonstrates the mixture of language and cultural
richness that occurs from the cultural exchange process. Therefore, culture can be
considered an important issue that cannot be ignored, because intercultural
communication involves interaction between people from diverse, unfamiliar, and
different cultures (Jandt, 2004).

Amara Pongsapich (2000) mentioned that cultural interaction is related to
cultural adaptation and that its characteristics are consistent and contradictory, using
different words such as adaptation, cultural creativity, acculturation, cultural
assimilation, cultural integration, and cultural conflict. Culture is another dimension
that has been influenced by changes in the modern world of globalization. These
changes expose people to different cultural interactions and different levels of cultural
diversity from what they are used to, enabling them to learn from diverse cultures. Each
person has different dimensions of cultural diversity. The expression or interaction of a
person in a particular culture may be appropriate for that cultural context. However,
when that person enters other culture, their expression or interaction may be improper,
resulting in cultural conflict (Gorlach, 2008). Ulrey and Amason (2001) said that
miscommunication and unintentionally abusive interactions can create dissatisfaction
with foreign passengers, which can cause anxiety. Therefore, people must be educated
and gain a better understanding of cultural differences, thus preparing them to
understand, deal with, and respond effectively to diverse cultural interactions that may
occur. An important tool to learn and to understand this interaction is communication,
which allows human beings to better understand each other. Before communicating or
interacting, people need to understand variations in acceptable communication or

interaction between cultures.
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In conclusion, cultural interaction refers to the phenomenon wherein people
meet and interact with people from diverse cultures that are different than what they are
familiar with, and consequently learn from those diverse cultures. This study refers to
the cultural interaction process involved in tourists visiting Phuket attractions that are
interpreted by symbolic systems to convey ideas and understanding, such as using
language to communicate, cooperation in culture, traditions, rituals, family ties,
kinship, and studying together.

2.2.3.1 The Concept of Culture

Culture is essential in shaping human behaviors and determining human
psychological values in various social groups, resulting in the same localized social
norms. Adherence to human cultures in different societies will differ due to different
contexts