MsATUIISEIHe Inianeaediein i 6 aifufl 3 (nangnaN — Augnen 2563)

wualiuanudnfvesfuslnelusuneiiondeddmidedliuinsesetnelnsdniiinaoui
LOYALTY TENDENCY OF CONSUMER IN MUEANG CHIANG MAI DISTRICT
TOWARDS MOBILE PHONE SERVICE PROVIDERS
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ABSTRACT

This research aimed to study consumer loyalty in Mueang Chiang Mai district towards Mobile
network service. The population in this research was the customers who were using mobile network service
in Chiang Mai for not less than 2 years from any of 3 primary network services, which included AIS, Truemove

H, and Dtac. The quota sampling method was applied in data collection totally 405 people. The data
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collected from questionnaire were analyzed by using Descriptive Statistics, including frequency, percentage,
mean, standard deviation. Multiple regression was used to identify consumer loyalty trends in Mueang
Chiang Mai district towards mobile phone service providers.

The research showed the loyalty tendency towards mobile network service providers was at a high
level. The marketing mix factors that affect customer loyalty included product, price, promotion, physical
evidence, and place. In addition, the sub-factors in terms of the product affect customer loyalty were
corporate image, the 3G or 4G signal is fast, signal stability, the coverage of cellular signals, and the diversity
of package. Besides, the sub-factors of pricing affected customer loyalty by choosing price/package level
by the customer themselves, the reasonable service fee compared to other competitors and having a flat-
fee package. In terms of promotion, the sub-factors affect customer loyalty was the consistency of updated
news, the staff calling to inform promotion via phone, and brand presenter, respectively. For the sub-factors
of physical evidence affect customer loyalty, the visibility of signage at the service center, innovative service
center, and convenient kinds of stuff provided in the service center enough for usage, respectively. Lastly,
the sub-factors of distribution channels affect customer loyalty were the service center's branch enough
for service providing, providing other service support, and service center located in the department store,

respectively.
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n133n1gnAAn (Customer Retention) Wunisadaruduiussufiuazriligndndandlduinisiu
MUTENeEesiailios waztiiotieannislasunUaliuinig (Customer Chum) n3eandnsin1sérefiseni
“Churn Rate” 4A75M151IINANFURUSTENINEINUTLAUNNINAINENTUTIAIUINIS (TP’s) NldeSune
wwilduauing welviguslnalduinisiumeuignedwioiiies
@ % Y a A v ¢ A = Yy = @
N1WAIL1gNA (Customer Development) lagglviuinisiasetnelnsdniiiadeunisgdasiin1simun
YRS v - B v U S9 Y o v ey S X @
Anuduiusiugnan ielvignArtagtuiilduiniseguaildiiiudu (Curent Buyer - Consume more) laginain
szezhagnAldusnsiuuusuasniuyadlunisldnusiaision (Monetary) ol dins1eiuazhuangagnen

=
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