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Building the Loyalty for HI-END Brand in the Area of Bangkok
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Abstract

At present, the businesses of HI-END products are high competition continuously
in several countries. Because brand loyalty with HI-END products is the important target in
marketing to lead re-purchases behavior and sustainable loyalty. The purposes of this re-
search are 1) to study the levels of integrated marketing communication, psychology factor,
satisfaction and loyalty of customers with HI-END products in Bangkok; 2) to study of affecting
a causal relationship of integrated marketing communication, psychology factor, satisfac-
tion and loyalty of customers with HI-END products in Bangkok. This research used mixed
methods research for quantitative and qualitative study. The target sample consisted of the
294 customers purchasing with HI-END products by using multi-stage sampling. This research
used a questionnaire to collect the data and analyzed by a structural equation model. In
the qualitative study employed in depth interviews from thel7 marketing professionals. The
results showed that 1) Integrated marketing communication and psychology factor were the
high level. In addition, brand image, customer satisfaction and brand loyalty of customers
had the middle level. 2) Brand image of integrated marketing commmunication, psychology
factor and customer satisfaction had effect on brand loyalty of customers. Moreover, the
qualitative analysis found that product identity had more important to attract customer
loyalty. Therefore, this research can be applied to the marketing strategies for competitive

advantage.

Keywords : Brand loyalty , Customer Satisfaction , The trust of customers, Create customer

loyalty
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(Rating Scale) %aﬁ%ﬁalﬁﬁwmsﬁﬂmwﬁwaae?hLLUsé’aﬂéné’aaaﬁaWimm (Descriptive Statistic)
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Faulsfidnu X S.D. AU
1.AMSNWIUDILUTUAGUAT (imabra)
1.1 aanUiuazAuAIvedun (valubra)  3.43 53 Uunang
1.2 TusssuveuUsUAauA (culbra) 3.32 61 UUNag
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sade 3.35 59 Urunang
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N1389LE3UN1UIY (promot) 3.67 55 11N
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5308 3,57 51 T
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NNAUBIANABINITVDIUSINA (needres)  3.93 59 ly
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5. MINTIVAUANNMYDIUUUTIABINTTR (Measurement Model) 1 vhnnsdnwiluuuy
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5. ATHNANATegnANdeLUTUAAUA1 (loyal)
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Toyasialulel 2. msuanuasuuduldsnd (Normal Distribution) vwsiudsdans (n=294)
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d11393U LISREL Sifennaniosdiu Ao fuusdunm (Observation Variable) fivinsfnuilunuy
11899A2592AN1THANLAIMUUUNF (Normal Distribution) ﬁaﬁﬂ%’alé’ﬁwmmswaaumsLLﬁmLLWUEN
fulsdanameatanageula — dums (X2 laefiarsanainetdedidgymsada (Significant) ¥in
Fauuslafivhnsneaeuwdmuiniitedfyneadifiseiu .05 waneifulsinanainsuankaswuL
Tiund Tumensssudamnnuidauusiafivhnmsnaaeuudmuinldfiveddgymisadn (P-value >
50) wansidUsaenaniinisuaniasdunuuuni

wamimmaammmﬂmeaﬁagammﬁmﬂié’amm‘LuLﬁaqﬁu%ﬂé’ﬁwmuuuﬁmﬁﬂﬂﬁwmﬁ

o w

NeERUMIEAIada 1A — awads (XA wuindnusdunavatefiulsvinnisnaasulainuindvedfey

'
aaa [y

neEdAfisyau .05 wansliiuindeyaiinisimseiieaziunaudadinisuanuasuuulidung

eXp e

[y

FRedalehniswlasteyadudinanleglusvesasuuuiingg iy (Normal Score) Waidwins
pIRADUNTMINUINTBsToyaf LU sEnafeadRla — aund (X BnadaseaniBendimans 4.4

M3197l 4.4 Anads (M) Adauidesuuinnsgiu (SD) Arsesazvesduysyansn1snszans(6Cy) i
#ga (Min) Angaan (Max) At (Sk) Araanalela (Ku) wazd P-value vesadiannaoula-auan

5 (x?) YpauUsdunafidnen (n=294)
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Frus X S.D. %CV Sk Ku X2 P-value
1.valubra 3.43 .53 15.452 113 -.165 .040 .980
2. culbra 3.32 61 18.373 051 484 237 888
3. carbra 3.31 62 18.731  -.087 .080 014 993
4. adver 3.56 66 18539  .163 484 261 878
5. promot 3.67 55 14.986  -.411 -837 869 648
6. direct 3.43 43 12536  -471 681 686  .710
7. toolcom 3.63 41 11.295  .039 -904 819 664
8. trush 3.94 .60 15228 765 2871 8826 .012
9. needres 3.93 59 15013  1.007  -2.559  7.563 023
10. intopro 3.94 65 16.497 901 -6.245  39.811 .000
11. brasati 3.17 59 18.612  .494 -501  .496  .780
12. repeat 3.53 63 17.847  -.027 -501 252 882
13. longrel 3.40 58 17.059  .013 -921 848 654

o w a

W : AadA La - auaas (X2 Afideddyneadn (P-value <.05) waaeindinisuanuasuwuuliung

M13197 4.4 {IeldvihnsulasadnUsdunalinanedumazuuuwuuun® (Normal Score)
wardsihlunegeuiduysivartuiinmsuanuaadunuulasunfnisld InensanwranAade diu
Weauunnggiu Asesasuesduusednsni1snszaty a1rnuy A1Aulad washiansananNanis
NadeutydRNsadfuesAIANudLazAnlas wnldddedAgnieifnseau .05 wanein
Y o = I 1% a 1 Y [ 1 1 Y [
Muwdsdunainisuaniadulasund nanisnaaeudsng i Mudsdanadlvg (10 fuwdsdann)
vhsfinw Wifldud Ay veada (p>.05) Fauansin Mmudsdananvinisdnenaiulug dn1sianuas
I 1% a I a A Y o 1% 1 d' Y £ Y a
Juldsund wudiliies 3 daudsdana lawn Annuiesiu (trush) n1saussnufenIsveguslan
(needres)juslaaniiadudnleidng (intopro) MfinsuanuaswuulahdulAsund (p < .05) uandlviiiuy
ToyamuzaniasihlUdlumsinseismemedauuuitaesaunisiassaiale (Hair, et al, 2006)

d3UuazaiusnenannsiY
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1. BvsnavesiuUsaunmdnyalvesdua lunisaieanuassninfdewusundua Hi-
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ANAIVBILUTUAFUAT Hi-END TRIUSTTUVRILUTUAFUAT Hi-END Waranwsvaewusuaaua Hi-END
anunsviibignAnanniagiile fAesh wazluaulissiunsedisatenlunislidui Suasdenisadg
ANNINANAFBUUTUAFUAT HI-END Tuluansaunnumiunas
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