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Value Influencing Brand Loyalty on Foreign Brandname Bags of Population in

Bnagkok Metropolis
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Abstract

This research aims to survey brand loyalty and value of customers on foreign brandname
products; and to analyze value influencing brand loyalty of customers on foreign brandname
products. By the convenience sampling method, 400 samples were people using or expected to
use brandname products in Bangkok Metropolis. The analysis tools comprised mean, standard
deviation and multiple regression analysis. The study results revealed that most of the
informants were female, single, aged 30 — 39 years, had a bachelor’s degree, had an average
income of 35,001 - 45,000 Baht per month, worked as employees of private companies. Their
hobbit was shopping, provided that most of them bought brandname bags pricing 15,001 -
35,000 Baht. Brandname bags were bought from department stores. Reason to buy foreign

brandname bags was beautiful and modern design. From the hypothesis testing, it was found that



each value differently influenced brand loyalty on foreign brandname products at the significant
level of 0.05. The highest influence was economic value, followed by esthetic value, social value

and material value, respectively.
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