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LOYALTY TENDENCY OF CONSUMERS IN MUEANG CHIANG MAI DISTRICT TOWARDS IT
PRODUCT RETAILERS
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ABSTRACT

This research aimed to study the loyalty tendency of consumers in Mueang Chiang Mai district
towards IT product retailers. The population used in this study included the customers who lived or worked
in Chiang Mai and purchased products or services from IT product retailers more than 2 times within 6
months period. The data were collected from 400 respondents by quota sampling technique. The data
were analyzed by using descriptive Statistics, i.e. frequency, percentage, standard deviation, and multiple
regression to analyze the relations of retail marketing mix for IT products to explain the consumer loyalty

trends towards IT product retailers.

The result revealed that the loyalty tendency of consumers in Chiang Mai towards IT product
retailers, the research result revealed that the customer loyalty trend is in High level, which could be

explain that the consumer was loyal to the branding of IT product retailers. Besides, the retail marketing
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mix factor that lead to consumer loyalty was marketing communication. The sub-factor in marketing

communication included discount, freebies, and exclusive discounts for IT product set.
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