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ABSTRACT

Introduction: The practice of raising dogs and cats as family members, with some even generating income,
has significantly boosted the pet industry, leading to the growth of the pet food market. Additionally, post-
COVID lifestyle changes have resulted in more people purchasing products in-person at pet shops, thus
further driving the market's expansion. This research will benefit pet shop owners and pet food
manufacturers. Objective: is to study brand loyalty and the marketing mix factors (7Ps) that influence the
purchasing decision process of dog and cat food among working-age consumers at pet shops in Bangkok.
Methods: This is quantitative research. The tool used for data collection was a questionnaire distributed to
a sample group of working individuals aged 25-55 years who own dogs and cats in Bangkok and had
experience purchasing dog and cat food in pet shops, totaling 408 samples. Descriptive statistics, including
percentages, means, and standard deviations, were used. Inference Statistics uses simple regression analysis
and multiple regression analysis. Results: brand loyalty influences the decision-making process for
purchasing dog and cat food products among working age groups. In the pet shop in Bangkok as for the
marketing mix (7Ps), there are 5 aspects that influence the decision-making process for buying dog and cat
food: Product, Price, Distribution Channel (Place), Marketing Promotion (Promotions) and Process aspect has
a positive influence with statistical significance at the 0.05 level. Conclusion: This research can benefit pet
business operators in developing marketing strategies and responding to consumer needs, thereby

enhancing competitiveness and fostering long-term brand loyalty.

Keywords: Consumers; Brand Loyalty; Marketing Mix 7Ps; Purchasing Decision Process
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duuseavtuearivesnseuuianmtuwingu 961 uwansireglunasinsuls (Polit & Beck, 2008)
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v

FAselddnuiateiiisvsnarenssuaunisdnauladoomsaiouasuinveangu ey Tudu
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ANUTNHBINTHIUNINTANA (Smart Phone) 159AaURLnas

a

2) Yayanfendl (Secondary Data) {unsfuaimdoyannndsivins 13a1s unau meinug

Y

nueTieades auturasdoyanisdumesiils wieUszneunsadsuuaeuany

n:nad'bly

5. MIBATIEteyalaratanly
adanldlunisiinsgrideyanseiluseneuluads f1Aud (Frequency) ANSeuay (Percentage)
ANady (Mean) A1dulsqunn1nsgy (Standard Deviation) NM193LATIEANTS0N0080E1348 (Simple Regression

Analysis) LLazmﬁmwﬁﬂ’ﬁamaawmm (Multiple Regression Analysis)

7. Nan153y

NNHANTIEATIL agUHanIUaUeaL
1. nquauterinau 93901y 25-55 U Mmediedudiesatuuavuasluiuindey uazendeeyluiun

nyunnunIuas wudndulngidssgduedinfenniign Andudevay 43.6 Wumands Andudeuas 64.5

1 a

flgegszning 36-45 U Andudesar 48.0 aun1sfnwissaud3gans Anduiesas 56.1 Usznavadmdu

a a

nd1senvu/mnauUsEn Andusesas 59.6 Is1eldu1nnia 60,000 v Asdusesay 36.0 Taniun1nlan

a

9
AnduSosaz 59.8 FoAumillamunmussdudinsaniiflen (Premium Grade) Andusewaz 52.5 omnsatafide

a A

Hogaiigade Lsda A1fiu (Royal Canin) Aniludewas 27.2 wavemswinifisugeiande 158 andiu (Royal Canin)

Y 9
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a v 1 a

(Brand Loyalty) Tuszsuann (Auady 4.18) Fwawnsadnddumuanadesedelasd defiflaned ’Lussﬁummﬁlqm
2 4o fio duiAnduneiunsiduiildegidulsedunnnitnaudedu sesaunie uazmniinisnanifiens
atuazian wavasinfwsaud il dusehdibunsauduen

3. AvuAaLiuAeduYsEaNN19N1TAAIA (7Ps) nudgneunuuasuauliaud Aydiuussaunia
nsmanm (7Ps) lusgduann (Aade 4.15) Wefiansanusagiunuin nquisvhaudanudndiueglusduuniiae
16un Frundnsiast (Product) (A nade 4.38) sudosnanisdadwing (Place) (Alade 4.29) uazdusian (Price)
(Aeds 4.24) waznuifianudAniuegluseduann leun sudnuagmanienin (Physical Evidence) (A11ade
4.19) funszuIunTs (Process) (ALRde 4.09) suyaaing (People) (ALade 4.03) uazdiunisduaiunisnain

(Promotions) (ANLRAY 3.86) AUaTTU LiaRaNTAlaNUIN
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1) furdngdiaus (Product) wuilassiuegluszdusnniign (Aiade 4.38) sefuanufniiusniigs
oA iugnsormsinzaulunsazisiovesatauazuan (Anade 4.41) sesasnde Jeanuanidoyavas
aaustloviuunandusiognadaiau (Aeds 4.40) wazussinsigasnuuaziinsgu (Aade 4.32)

2) s (Price) wuinlaesauegluseiuaniian (Anade 4.24) szduanuAniusniianldun
seniirnumnzauiugunw (Aeds 4.32) sesawnfe dheusnsagndesuardaieu (dede 4.27)

3) fugeanan1siadming (Place) wuinlagsameglusziuanniian (Alade 4.29) szAuay
Anwiunniiaaldun anunsodsdomsonuladld (Aiade 4.36)

4) shumsdaiaiunisnann (Promotions) wuilaesimegluszduann (Aade 3.86) leun TAanssy
daadunisveedsainate WU an wan uan uas (Aade 4.06) 0% dn1susndevesnudn (Aede 4.00) c
wazfinslawandudesns 9 1w nsviend medn Sumedidn Wudu (Aade 3.82)
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nszfiodesu wasdalaliuinis (Aeds 4.12) sesawmn winnuannsavendeunnsinsvesgnsemsusazgnsle
(A0 4.04) LazNEnNUUINITIBENTRMEEUI NS IUAUR I TINIMLY (Aads 4.00)

6) fudnuaiznanenm (Physical Evidence) nuinlassinagluszduann (Aade 4.19) szdu
anuAniusnfgaliun dudluiufienamainvats Tlidonvatsuusus (Anade 4.30) uazdinisdnFesdud
weniuvananyuaziussuu (Auade 4.26)

7) funszuanns (Process) wuilngsaneglussduinn (Fiade 4.09) sefuamAndivanniianldun
nsthseRulsivanedesie 1wy Guan Thsiasin (Aede 4.39)

a. amuAnfiudenszuiunsdnaulatedudomnsatnareaunvenguisvhanlududindey Tu
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(Purchase Decision) (ALads 4.35) dungnssumdanisde (Post Purchase Behavior) (Alads 4.30)uagns3us
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omnsgtuazusiiiedesnslidnidedsunefiufussanysol (Aiede 4.61) wardeemsatuazian ol
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(Aade 4.27)

3) fun1sUseiiumaden (Evaluation of Alternatives) wuinlassaueglusefuann (A1ade 4.04)
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wagkdsagUNTuely (Aade 4.27) aenduindeemsquuwaziinaindudniu (Anade 4.27) uay Tnag
a o IRy va o & a0 & v v ] a
Anmurandsnfatauaz il lanuewnsansasunviugen i luudy (Aede 4.21)

5. ANSNANAlURT AU AL NS NARaNTEUINNIARANlA TR AUAI DM TATULAL RN TUNIVDINGLTY
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aa

o 14 (=34 I Ao o ¥ ! v o W a
v lusuiintey Iuﬂiq\‘lWIWlI‘ViTuﬂi NUIUBIUIINITNUNYTBYAY 24.2 8Y1UUYEIAYNIEGDAN 0.05 Uag

¥
=1

FaUsedasimnudunusiuianisuIn Wluidanafelnunie aunsadundsuaunisneinsailasal Y = 2.575

+ (.397) (MNUANALUATIAUAN)

AN5197 1

N5 ATILTITEaNTNAaNITINIEAINANA LA TIFUAINUNTEUINNITIRAUIT 00T ST UYUAZ UL IVEINUTE

VNI
Coefficients
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
(Constant) 2.575 146 17.615 .000
ANUANFLUATIAUA 397 035 494 11.448 .000*

R = .494°, R = 244, Adjusted R Square = .242, SE = 37424, F=131.058

Ry 1Y) aad

* fidpdAgnananIzeiu 0.05
6. Yoyadulszaun1aniIsnaIn (7Ps) Nnasenszuiunsandulatedudiomsquaiaromsuaives
ngudeiau Tudruwdingded Tunsunnumuas wuda foruranisviunesesas 59.2 laenindnisiiansan

AUUTTAUNTHANA L ULAAEANUIENUINAUNARNN U (Product) A1U51A7 (Price) AMUTDINI9N159na1mne (Place)

'
e~ a a

FIUNITANLETUNITAAN (Promotions) LagA1UNIZUIUNIT (Process) NABNSWaIUINDY 19l dsd1AYN19aif
7 0.05 wavswUsiaapalianudunusiufieniauin Wluianafeiumey auisaun sdeuaunisnensallanad
Y = 1.594 + (.107) (A undnsaue) + ((146) (a1u51a1) + (087) (AU 19n15InanuIe) + (.096) (AuUNISEwESY

N139a19) + (.022) (MuYAAINS) + (.021) (AUFNYUENINIEAMN) + (.158) (F1UNTEUIUNT)
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MsuATIEYTvednsnanITviineaulszaun19nIsnatn (7Ps) nunszuaunisdnauladoaIn sguuagiuuIves

NQuTEYINIU

Coefficients

Unstandardized Standardized

Coefficients Coefficients
Model B Std. Error Beta t Sig.
(Constant) 1.594 129 12.374 .000
PuNdnse (Product) 107 .033 136 3.277 .001*
A1131A7 (Price) 146 032 206 4.606 .000*
PIUYBINNITININUE (Place) .087 021 156 4.112 .000*
fuNSELEIUNISRaIa (Promotions) .096 .021 .198 4.505 .000*
AUYAAINS (People) 022 032 041 693 488
PUSNUTNINIEATN (Physical 021 039 030 542 588
Evidence)
ANUNTEUIUATS (Process) 154 .038 242 4.039 .000*

R=.774°, R* = 599, Adjusted R Square = .592, SE = 27464, F=85.314

* frdpdAgyneadAnseav 0.05
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=

ndudilldegidulssd uasdienuidoiulununmemnsatuasusnildegifutsed FaldAnastonaudsu
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nsammamuAs egnafidodfynsaiAfisedu 0.05 Jsaenndeafunuiseues Wannakamon (2020) Afnw3eq
Arwsindndrouusud Arfle uardrulszaunsnsmaaiidmanenisinduladondnfasilassnsvaismosd
vosfuslnaludmiansammmuns wuideindainaliinuasnaliuusgasinfmansumiasinsvaismose
wansfamuesiy Snfemmaudidudusuduusniane waedaenndoatuamidoes Atit (2023) ifinwiFesilade
YouuTUATIdsHasian s sinalate wuiuslnaasidenldauduasuimstuidmelalunmuninuasuinms
uazdsaenndasiuauidsves Nattanon (2020) ifnwidesaruilinda woinssunisde Adsuuazanusinily
nAuiidssaronisfnduladendesdiegy Mirorless vosuslnaluunnsammumuas wui1 e naziuz

anuureuluasdumilulinudume anflananiuntieruiinuadenndasiuwulAnves Aaker, DA, (1991) g
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difaguvesuilaaluansaymuazyTunma ludesnszuiunisiadula sumeunissuidym wuiragfinrsani
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nNyUMNEMIUAT WazdiaenadosiuILIdBYes Chotivith (2020) inuin nsdnluslududiuan sxduadenis
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dindou agdesdinislavan Ussnduius Snidiaonndasiunuideves Weerada (2018) fiuenimsviliignénd
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NNTRaIALUUUTEAN %30 Integrated Marketing Communication: IMC 1TAgWAITUIINAIINLANIZANTU

v
o W v
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