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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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$1a0¢ (n=294) udH3adidumslinziteyailonsaaaeu

6. HANITIATIERUUTINDIANNTIATIETRUENYAFIY (Hyphothesis Model) (n=294)
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4. pnuianalavesgnen (satis)

4.1 ewitswelafisliouusuddud (orasat) 5 514 - .575 775
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11899A2992AN1THANLIIMUUUNF (Normal Distribution) ﬁaﬁ%‘i%’alé’ﬁwmsmwa%ﬂﬁLL’{lﬂLLWUEN
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Tiund Tumenssiudammnnuiduusiafivhnmsnageuudmuinlifiveddymieads (P-value >
50) wansidUsasnaniintsuaniandunuuuni
wamimmaaumnmﬂmeaﬁa;ﬂammﬁumﬁamsﬂ,uLﬁ‘yaqéfu%ﬂé’ﬁwﬂzLLuuﬁULﬁﬂUﬁwmﬁ
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eXp e
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p3RADUNTMINUINTBToNaf LU sEnafeadRla — aunds (X BnadieaniBendimans 4.4

A3197l 4.4 Anads (M) Adauidesuuinnsgiu (SD) Arsesazvesduysyansn1snszans(6Cy) i
#gn (Min) Angaan (Max) At (Sk) Arannalela (Ku) wazd P-value vesadnnaoula-auan

5 (x?) YpauUsdunafidnen (n=294)




T 13 a0ufl 1 @nsIAw - Sguiew) 2561 | NsensATeuAIA wninendesiviguiig 61

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 15.013  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 - auans (X2 Aldeddyneadn (P-value <.05) waaeindinisuanuasuwuuliung

A13197 4.4 IsldvihnsudasasuUsdunalyinanadumazuuuwuuun® (Normal Score)
wardsihlunegeunduysivantuiinmsuanuasdukuulasunfnield InensanwranAade diu
Weauunnggiu Asesasuasduusednsni1snizaty A1nuy A1AUlad washia1sananmanis
Nadeutlyd A NsadAussAIANudLazANlas wnldddedAgniseifnseau .05 wanein
Y o = Id 1% a 1 Y [ 1 1 Y [
Muwdsdunadnisuaniaaulasund nanisnaaeudsing i Mudsdunadilvg (10 fuwdsdans)
v sfnw LifldudAgveada (p>.05) Fauansin Mmudsdananvinisinenaiulug dn1sianuas
I 1% a I a A Y o 1% 1 d' Y £ Y a
Juldaund wudnilifies 3 daudsdauna lawn Annudesiu (trush) n1saussninufen1sveuslam
(needres)uslnarnfiadudledng (intopro) MfinsuanuaswuulahdulAsund (p < .05) wandlviiiu
Toyamuzanianihltlunsiwseismemediauuuitaesaunisiassaiale (Hair, et al, 2006)
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ANAIVBILUTUAFUAT Hi-END TRIUSTTUVRILUTUAFUAT Hi-END Waranwsvaewusuaaua Hi-END
anunsvibignAnanniagiile fAesh wazluaulissiunsedisatenlunislidui Suadenisadg
ANNINANAFBUUTUAFUAT HI-END Tuluansaunnumiunas



62 ansEsAteuazian anInenaesuagussud T 13 a0ufl 1 @nsIAw - Sguiew) 2561

2. vEwaveswnuUsiumsysanMsiAiesiionsaeanslumsaianuasinindsonusus
Fuf HI-END Tuwengammamnuns lededunudt fuussnumsysannisiedesienisdoans
ﬁﬂsmaué’w mﬂmmﬁﬂiumé’mﬁué N1FALETUNITVIY NI1THAIANNATILALIALIANTAITLAY
\nsesilonsinsiodoasdu anunsovilvignananusardnisdudlaine Tunnd vinne anAineay
quaiﬁ]LLaumm%mmmiaaﬂmlﬁiumisnaaummamalﬂ

3. awﬁwaﬁuaamLLU'ﬁmuﬂaaamammm Tun1saseanuassninfneuwusunaual Hi-end
Tulwangaunnumuas lededunudn fuwdsautadegadnive) fiUsznaumpALEou Nsaues
mmmaqmﬂaﬂwuﬂm AustnahisduiladsansaviiivignAlianuiisnela azainsanisiden
Fodudn finardonisadrsnnuasninasouususaudn

4. gvswavesiwusiuanuianela lun1sasranuassnananelusunaual Hi-end Tuwm
nsammamuns lddedunui fusiuanafiaels fanusaibifulnaniegnilasuaudnu
FOInIg

5. 95NV IRILUTAIUAINIS NANARBLUTUARUAT HI-END AUNUIN AIUUIAIUANNR95A
Fnfrouusuddudn H-END fusznaude msliuinist arudiiusssesem annsaviligndnd
auUszivla Tauduinesfunusudiauiuayluusudauiesaelies

VDLEUDLLUY

Foauanuziilaannnisive

YDLEUBLULITIIVING AANUILINANUIT N15E519ANASNANARBLUTUAGUAT HI-END
Tuwangamamunsiauduiusiusuusiunmdnualvesdud funmsysannsadesiens
doans suilide@dniven munufionels waydumnuassnanAseLUsURALA Hi-END wanann
tu fifeveiauanus@vinms fio fguialaensznmandyd sufnensularesdnsiisidunisiie:
UgsNAkUIUAGUAT HI-END Aasatiuayuauaus invelaznagninienisaaiatinugusenauy
g3auwusUAGUAT HI-END Tuuszmalne imﬁamiaﬁfuauuﬁuﬁaﬁﬁmmLﬂulﬂlﬁasimﬁmwa@ia
ANSANAUNIT IﬂEJlILQ@UI“(JV]I@JENEJ’]ﬂﬁ]ULﬂUIU Lwamiwmmmmﬁmms‘[musmiLmaﬂmmmﬂwEJ
LATYIA AT N TeduR S el o Imiﬂmwiumum Hi-END mmmmmaﬂu
MASUTUNINISRanlaeg1eiusEans A LwammmLﬁﬁ]‘lumiﬂimauqsmLwiumaum Hi-END
Tulsznalngldoeadsdu

ForauonuzBulove [Juddidudesanduivnis dsimnuddusenisadieninuassn

ANARBLUSURAUAT HI-END Iummnsamwumum 51U uNITUaduAUNg LYY Nsueediu

Y
a

LUaM19N15ARIAYEIAUAT HiI-END fUSunaufindudone ¢ muﬂmummmaamiaum Hi-END wandlv
WA ayuayuNaaduA1 HI-END waz miEJamUﬂmmwsuaam’]aumuu6] WUSUAAUAT HI-END
ﬁNLﬂuﬂﬁmstmgmjm/mmﬂuqﬂmmﬂmmquaaaLLazwﬁﬂﬂﬂﬂmam’]aum lngsgunanasionyuals
svualeuigaruduiefuesdnsiisadomnnindiu Tunmsairsanuasdndnfideuususaud
HI-END Tuwmngawmasuas TiURUsEneUssRaUUTUAALA HI-END Lilteimuniaswgiavessime

Tiunmaanly




T 13 a0ufl 1 @nsIAw - Sguiew) 2561 NsensATeuAIA wninendesiviguiid 63

LONA5D1999

Aaker, J., Garbinsky, E. N., & Vohs, K. D. (2012). Cultivating admiration in brands: Warmth,
competence, and landing in the “golden quadrant”. Journal of Consumer
Psychology, 22(2), 191-194.

Adjei, M. T., Noble, S. M., & Noble C. H. (2010). The influence of C2C communications in
online brand communities on customer purchase behavior. Journal of
the Academy Marketing, 38 (5), 634-653

Aggarwal, Pankaj and Ann L. McGill (2012), “When Brands Seem Human,

Do Humans Act Like Brands? Automatic Behavioral Priming Effects of Brand
Anthropomorphism,” Journal of Consumer Research, 39 (August), 307-23.

Akar, E. & Mardikyan, S., (2014) ‘Analyzing factors affecting users’ behavior
intention to use social media; Twitter’, International Journal of Business
and Social Science, 5(11), 85-95.

Alan, B. & Robert, B, G. (1995), Analyzing qualitative data. London; New York:

Routledge.

Al-Borie, H.M,. Damanhouri, A.M.S. (2013), Patients’ satisfaction of service quality
in Saudi hospitas: A Servqual analysis. International Journal of Health
Care Quality Assurance, 26(1), 20-30.

Amatulli, C. & Guido, G. (2011). “Determinants of purchasing intention for fashion luxury
goods in the Italian market”. Journal of fashion marketing and management.
Vol. 15, No. 1, pp. 123-136

Asad-ur Rehman (2014). IMPACT OF CUSTOMER SATISFACTION ON BRAND
LOYALTY- AN EMPIRICAL ANALYSIS OF HOME APPLIANCES IN PAKISTAN Published by
European Centrefor Research Training and Development UK
(www.eajournals.org) .British Journal of Marketing Studies Vol.2, No.8, pp. 18-32.

Azize, S., Cemal, Z. and Hakan, K., (2011). The Effects of Brand Experiences,

Trust and Satisfaction on Building Brand Loyalty; an Empirical Research on Global
Brands. Precede Social and Behavioral Sciences, Volume 24, pp.1288-1301
Bang, N., Melewar, T. C,, & Chen, J. (2013). The brand likeability effect: Can firms

make themselves more likeable. Journal of General Management, 38(3), 25-50.




64 nsasAteuazian wnInenaesugussud T 13 a0ufl 1 @nsIAw - Sguiew) 2561

Barnier, Falcy, & Valette-Florence. (2012). Do consumers perceive three levels of luxury.
The Journal of Brand Management, 19 (5), pp. 1-14.
Bayus, B. L. (2010). Crowdsourcing and individual creativity over time: The detrimental
effects of past success. Working Paper Series.
Bryson, D., Atwal, G., & Dreissig, M. (2010). Brand hate is more than just a feeling. Admap, 32-33..
Campbell, M. C,, & Mohr, G. S. (2011). Seeing is eating:
How and when activation of a negative stereotype increases
stereotype-conducive behavior. Journal of Consumer Research, 38(3), 431-444.
Cemal, Z, Azize S, Hakan K., Mehtap O. (2011) “The Effects of Brand Communication
and Service Quality in Building Brand Loyalty Through Brand Trust;
The Empirical Research On Global Brands “, Procedia Social and Behavioral
Sciences, Vol.24, pp. 1218-1231.
C.-F. Chen and O. Myagmarsuren (2011). Brand equity, relationship quality,
relationship value, and customer loyalty: Evidence from the telecommmunications
services. Total Quality Management Vol. 22, No. 9, September 2011, 957-974
Ching, Chen. and Myagmarsuren, (2011). Brand equity, relationship quality,
relationship value, and customer loyalty: Evidence from the
telecommunications services. Total Quality Management, Volume 22, No. 9, pp.
957-974
Chebat, J., Davidow, M., & Borges, A. (2011). More on the role of switching
costs in service markets: A research note. Journal of Business Research, 64(8) 823-829.
Davies, G., & Chun, R. (2012). Employee as symbol:
Stereotypical age effects on corporate brand associations.
European Journal of Marketing, 46 (5), 663— 683.
Dimofte, C. V., & Yalch, R. F. (2011). The mere association effect and brand evaluations.
Journal of Consumer Psychology, 21, 24-37.
Ding Hooi, T. et al,, (2011). Dependency on Smartphone and the impact on purchase
behavior, Young consumers. Volume 12 no. 3, pp.193-203
Edelman, D. C. (2010). Branding in the digital age. Harvard Business Review,
Dec. 2010, Vol. 88, Issue 12
Eckert, C., & Hughes, B. (2010). The root of the cause. Industrial Engineer Journal, 42(2), 38-43.
Elisa Arrigo (2011). Fashion, Luxury and Design: Store Brand Management and Global Cities Identity.
Hair, et al,, (2006 ). SEM: confirmatory factor analysis.




