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Abstract

The objectives of this study were 1) to analyze consumers’ buying behaviors
and brand loyalty on sport shoes brands; 2) to compare consumers’ buying behaviors
and brand loyalty on sports shoes brands among different generation consumers; and
3) to investigate the relationship between consumers’ brand royalty and buying behaviors.
The samples were 477 sport shoes consumers aged 18-72 years old. The questionnaire
was used for collecting the data. The statistics for data analysis were percentage, mean,
standard deviation, Chi-square, One-way ANOVA, and Pearson's Product Moment
Correlation. The findings revealed that: (1) Consumers showed compulsive buying
behaviors of sports shoes at the moderate level in all aspects. They felt that some sport
shoes brands drew high compulsive feelings and strong desire to buy. Next, consumers
went to shop that sport shoes brand due to deep desire for the average price from 3,000
to 3,999 Baht. In one year, consumers bought 5 pairs of sport shoes or less. They paid by
cash or credit card. They went shopping at the shop or online. 2) Consumers showed
brand loyalty at the high level for Nike and Adidas with the passion for unique identity
and happiness towards the brands. Each generation showed buying behaviors differently
in all aspects with the statistical significance level at .01. 3) Sport shoes brand royalty
showed positive relationship with consumers’ compulsive buying behavior at the
significance level of .01. The results suggested that brand royalty can be applied
for marketing communication in order to promote consumers’ brand royalty by means
of storytelling in order to tell the story about the brand. The story content can utilize
unique identity of the brand which differentiates one brand from another so that
the consumers can share fun or impressive feeling towards the brand and eventually
become brand attachment and brand preference. In addition, consumers showed compulsive
buying behavior at the highest level in which they wanted to possess that product brand.
Therefore, that product brand must understand the consumers’ needs and their information
in order to formulate Consumer Insight and develop or improve the products to meet the
consumers’ needs. The hypothesis testing indicated that Baby Boomers showed brand

loyalty and compulsive buying behavior on sports shoes brands higher than other
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generations. This meant that sports shoes are the favorable choice for this generation
because of its practical use for work and wearable on daily basis due to modern design
fitting with every situation. Therefore, manufacturers should manufacture the products
to meet the consumers’ needs, their age preference and versatile usage as consumers
in this generation are ready to pay for good value products, reasonable price, and

good image.

Keyword : Brand Loyalty, Buying Behavior, Generation, Sports Shoes Brand
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