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ABSTRACT

The purpose of this study was twofold: (1) to investigate the factors influencing
customer loyalty toward wellness service providers in Chiang Rai Province, and (2) to
propose strategic guidelines for enhancing customer loyalty in the wellness industry
within the region. This quantitative research focused on four key variables namely
perceived value, service quality, customer satisfaction, and Digital integrated marketing
communication, as determinants of customer loyalty.

The study employed a sample of 405 customers who had utilized services from
wellness establishments in-Chiang Rai Province. These establishments included spa
services, beauty enhancement services, alternative medicine (e.g., Thai and Chinese
traditional medicine), and preventive healthcare services (e.g, health check-ups,
vaccinations). Data were analyzed using descriptive statistics, -including frequency,
percentage, mean, and standard deviation, as well as inferential statistics, specifically
multiple regression analysis, to test the hypothesized relationships among the variables.

The findings indicated that perceived value, service quality, customer satisfaction,
and Digital integrated marketing communication had' significant positive effects on
customer loyalty. Notably, integrated digital marketing communication emerged as the
most influential factor, with both positive and negative implications, underscoring the need
for careful strategic management. The results of this study offer valuable insights for
developing effective marketing strategies -aimed at fostering long-term customer

relationships and positioning Chiang Rai Province as a sustainable wellness destination.
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