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ABSTRACT

The purposes of this research were 1) to study marketing mix affecting customers’ brand
loyalty of mobile network providers 2) to study service quality affecting customer’s brand loyalty
of mobile network. Data were collected from 400 questionnaires. The samples are populations
who live in Bangkok and never change mobile network within 5 years. The results of the research
showed that most of the women are aged between 40 and 49 years old. They graduated with a
bachelor’s degree. They were office worker who earning 25,001-35,000 baht. Most of population
used AIS with postpaid and used a service for 5-6 years. They had cost of service between 301 —
600 baht per month. The results of study found product and promotion which are the factors of
marketing mix affecting customer’s brand loyalty of mobile network providers in Bangkok at the
statistical significance level 0.01. In addition, reliability and empathy which are the factors of ser-
vice quality also affecting customers brand loyalty of mobile network in Bangkok at the statistical

significance level 0.05 and 0.01 respectively.

Keywords: Service quality, Marketing Mix, Brand Loyalty, Mobile Network Providers, Custom-
ers’ Brand Loyalty
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Table 2 The result of multiple linear regression analysis predicts a future value of the service qual-

ity to customers’ brand loyalty of mobile network providers.

Variables b S.E Beta t p Tolerence VIF
Constant 0.585 0.174 3366 0.001
Taneibility 0129 0071 0.115 1.825 0.069 0351 2.8a7
Reliability 0181 0.091 0170 1.993 0.047* 0.191 5.230
Responsiveness -0.058 0.098 -0.055 | -0.595 0.552 0.165 6.068
Assurance 0.119 0.095 0116 1.255 0.210 0.162 6.163
Ernpathy 0402 0.088 0376 1 582 0.000** 0.206 4.847

R Sguare = 0.454, Adjusted R Square = 0447, F = 65.396, p = 0.000
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