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LOYALTY TENDENCY OF CONSUMERS IN MUEANG CHIANG MAI DISTRICT TOWARDS
BRANDS OF COMPANIES IN ELECTRONIC INDUSTRY WITH SUPPORTIVE ECOSYSTEM
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ABSTRACT

This research had the objective of studying consumers' loyalty tendencies in Mueang Chiang Mai
district towards brands of companies in the electronics industry with supportive ecosystem. The data
collection instrument in this study was questionnaire distributed to 300 respondents who lived, worked, or
studied in Chiang Mai, and possessed at least 2 electronics products from SAMSUNG, APPLE, or XIAOMI,
which connectivity in the supportive ecosystem. The quota sampling method was applied in data collection
from 150 respondents for APPLE, 75 respondents for SAMSUNG, and 75 respondents for XIAOMI. After that,

the data were analyzed by using descriptive statistics, including frequency, percentage, mean, standard
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deviation. Multiple regression was used to identify the importance of marketing mix factors affecting
consumer loyalty towards in the electronic industry with a supportive ecosystem.

The study revealed that the customer loyalty trend towards brands of companies in the electronic
industry with a supportive ecosystem reveals was at high level. The factors of the service marketing mix
that affected customer loyalty were product and physical evidence. Importantly, the sub-factors of products
that affect customer loyalty were rated as follows: reliable brand, I0S/Android system, able to connect
with other products and services under the same brand, the diversity of products that can connect, security,
and product privacy, respectively. In terms of physical evidence, factors that affect customer loyalty were
the shop with modern design, well-clean shop, and proving test model of each smartphone editions for

customers to try, respectively.
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