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ABSTRACT

The study aims to discuss the relationship between Customer Satisfaction,
Brand Equity, Brand Commitment and Customer Loyalty for smartphone brand in
Bangkok. This quantitative research utilized a sample group of 400 individuals
drawn from the population of Bangkok, gathered through online questionnaires. The
survey incorporated various question formats including multiple-choice, closed-
ended, and 5-point Likert scale questions. Statistical analysis encompassed
frequency, percentage, mean, standard deviation, and multiple regression analysis.

The results showed that customer satisfaction, brand equity and brand
commitment affected to customer loyalty for smartphone brand at the statistical

significant level of 0.05.
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CHAPTER 1
INTRODUCTION

1.1 The Importance and Problem of the Study

Lately, Chinese smartphone brands have emerged as significant players in
Thailand's mobile phone market, standing alongside Korean giant Samsung and
American tech leader Apple. Brands such as Realme and VIVO have demonstrated
noteworthy year-on-year growth in Thailand, rivaling their competitors (Statista,
2023). Additional brands like Huawei, Oppo, and Xiaomi hold significant presence
within the smartphone industry as well (Statista, 2023). In 2022, Samsung dominated
the mobile vendor market in Thailand with approximately 24.0 percent share.
Following closely was OPPO, holding around 17.9 percent market share, while
Apple secured the third position with a share of 14.5 percent. VIVO followed Apple
with approximately 13.6 percent market share (IDC, 2023). Over the years, the
landscape of Thailand's mobile phone industry has evolved, incorporating a diverse
array of brands among its major players (Statista, 2023).

Based on the International Data Corporation's (IDC) 2023 Worldwide
Quarterly Mobile Phone Tracker, the smartphone market of Thailand experienced a
21 percent decline with 16.6 million shipments at the end of 2022, which is the
lowest figure since 2014. IDC predicts stagnant growth for the Thai smartphone
market in 2023, attributing it to persistent inflationary pressures, increasing interest
rates, and a subdued economic outlook for Thailand. Because of the problem of sale
reduction so the author decided to study how to increase sales by using customer
loyalty.

Normally, consumers tend to use mobile phones of the same brand, it relates
to customer loyalty. Customer loyalty plays a pivotal role in virtually every metric
essential for sustaining a business. A business cannot thrive without satisfied
customers who consistently purchase its products. Thus, fostering repeat patronage is
paramount for achieving lasting success.

Various factors contribute to the enhancement of customer loyalty. Customer
loyalty is commonly viewed as a direct consequence of customer satisfaction

(Heskett et al., 1997). Furthermore, Wong & Sohal (2003) assert that meeting a



greater number of consumer expectations during service delivery increases the
likelihood of repeat purchases for a company. Numerous studies have affirmed that
satisfied customers are more inclined to repurchase and advocate positively for an
organization (Blodgett & Anderson, 2000; Maxham & Netemeyer, 2002). As the
profitability of an organization heavily hinges on the quality of its products, which in
turn influences customer satisfaction and fosters repeat purchases, it becomes evident
that customer loyalty plays a pivotal role in augmenting sales volume (Sirfaz et al.,
2014).

Throughout history, brands have served as invaluable assets for businesses
(Ahmed & Mort, 2016). A brand constitutes a potent marketing tool for fostering
enduring relationships with audiences (Steenkamp, 2014). The significance of a
strong brand is increasingly recognized for establishing a competitive position; its
resonance among target demographics often correlates with success (Kylander &
Stone, 2012). Brands, as highlighted by Scammell (2007) and Smith & French
(2009), provide customers with sociological, psychological, and rational advantages.
In the commercial sector, brands allocate substantial resources to bolster market
share (Parker, 2012) and influence customer decisions and loyalty (Yan & Cruces,
2012). In today's media landscape, branding emerges as one of the most crucial
forms of communication (Woodward & Denton, 2013). Mohammad (2017)
highlights that a central theme in branding theory revolves around the relationship
between customers and brands, a connection that fosters brand loyalty (p.58). It's
crucial to recognize that brand loyalty plays a pivotal role in the advancement of
organizations (Huang et al., 2014; Sharma et al., 2013). Consequently, establishing a
strong link between customers and brands is imperative from both theoretical and
practical perspectives (Al-Dmour et al., 2013; Mohammad, 2017).

According to Keller (1993), companies utilize brands as tools to forge deep
connections with their customers. Bendapudi & Berry (1997) define brand
commitment as the willingness to maintain a relationship with a specific brand.
Ahluwalia et al. (2000) posit that brand commitment involves a psychological link
between consumers' emotional and psychological reliance on the brand and their
readiness to uphold a long-term interactive association with it. Morgan et al. (1994)

and Garbarino & Johnson (1999) suggest that brand commitment encompasses



affective commitment and calculative commitment. Affective commitment denotes
an emotional, elevated level of trust and commitment fostered by a consumer's
personal involvement or reciprocal experiences with a brand or company. Dwyer, et
al. (1987) note that calculative commitment is more rational, representing an
economic reliance on the product's value due to limited alternatives or significant
switching costs.

Therefore, whether it is for various smart phone brand manufacturers
developing in Thailand or for institutions and individuals conducting academic
research, crucial and beneficial to investigate the factors influencing customer loyalty

within Bangkok smartphone market.

1.2 Research Problems
1.2.1 Does Customer Satisfaction have an influence on Customer Loyalty?
1.2.2 Does Brand Equity have an influence on Customer Loyalty?

1.2.3 Does Brand Commitment have an influence on Customer Loyalty?

1.3 Objectives of the Study

1.3.1 To study the impact of Customer Satisfaction (perceived quality,
perceived value, and customer expectation) on Customer Loyalty.

1.3.2 To study the impact Brand Equity (brand loyalty, name awareness,
perceived quality, brand associations, and other proprietary brand assets) on
Customer Loyalty.

1.3.3 To study the impact of Brand Commitment (brand innovativeness,
brand customer orientation, brand self-relevance, and brand social responsibility) on

Customer Loyalty.

1.4 Method of Study

Conducting an online survey is deemed the most optimal approach for this
study, given its convenience and cost-effectiveness. The primary research method
employed will be quantitative, utilizing a survey format. Google Forms will serve as
the platform for conducting the online survey. Data gathered through Google Forms

will be extracted and entered into statistical software for analysis.



1.5 Tools and Statistics Used

The study will utilize an online survey to gather respondents' opinions
regarding customer loyalty towards the variables. The survey will primarily comprise
closed-ended questions, suitable for quantitative data collection. Key data to be
gathered from respondents include demographics and information on Customer
Satisfaction, Brand Equity, Influencer Marketing, and Customer Loyalty. Statistical
analysis will utilize standard quantitative methods, including descriptive statistics
and inferential statistics like multiple linear regression analysis. Data sets will be

analyzed using statistical software.

1.6 Scope of the Study
1.6.1 Independent Variables:

1.6.1.1 Customer Satisfaction factor
- perceived quality
- perceived value
- customer expectation

1.6.1.2 Brand Equity factor
- brand loyalty

name awarcness

perceived quality

brand associations
- other proprietary brand assets
1.6.1.3 Brand Commitment factor

brand innovativeness

- brand customer orientation
- brand self-relevance
- brand social responsibility
1.6.2 Dependent Variables: Customer Loyalty
- behavioural loyalty
- attitudinal loyalty
1.6.3 Population and Sample:

The focus of this study is on customers aged between 18 and 50 years old



residing in Bangkok, Thailand. Samples will be gathered from the population
through purposive sampling. Given the unmeasurable size of the population, the
sample size was determined using Yamane's (1967) table as a reference. Based on
the table, with a population exceeding 100,000, a sample of 400 is recommended,
with a precision level of +-5%. Accordingly, 400 samples will be collected for this

study.

Table 1.1: Yamane’s Table for Sample Size
Sample Size (n) for Precision (E) of:

Size of Population (N)
+3% +5% +7% +10%

500 A 299 145 83
600 A 240 152 86
700 A 255 158 88
800 A 267 163 89
900 A 2077 166 90
1,000 A 286 169 91
2,000 714 333 185 95
3,000 811 353 191 97
4,000 870 364 194 98
5,000 909 370 196 98
6,000 938 375 199, 98
7,000 959 378 198 99
8,000 976 381 199 99
9,000 989 383 200 99
10,000 1,000 385 200 99
15,000 1,034 390 201 99
20,000 1,053 392 204 100
25,000 1,064 394 204 100
50,000 1,087 397 204 100
100,000 1,099 398 204 100
>100,000 L1l 400 204 100

A = Assumption of normal population is poor (Yamane, 1967). The en

Source: Yamane, T. (1967). Statistics: An introductory analysis. New York: Harper

and Row.

1.7 Benefits of the Research

The findings of this research hold significant potential benefits for various
stakeholders:

1. Smartphone Industry in Thailand: This research provides a valuable

opportunity for a comprehensive understanding of consumer behaviors, enabling the



industry to gain insights into customer needs and market dynamics. By leveraging
these insights, companies can proactively navigate the competitive landscape and
refine their marketing strategies. Analyzing the research results can guide the
industry in determining which marketing approaches are most effective and practical
for future implementation.

2. Academic Researchers: The research outcomes offer a rich source of data,
narratives, and insights that can serve as a foundation for further academic inquiry
and similar studies. Focused specifically on the Bangkok market, this study lays the
groundwork for future research endeavors that can explore different populations and
sample sizes across various locations in Thailand.

3. Companies and Organizations: The research findings provide valuable
information for brands and businesses in Thailand, aiding in understanding the
factors influencing customer loyalty. Armed with this knowledge, companies can
enhance their market share and better fulfill customer needs, ultimately leading to

increased customer satisfaction.

1.8 Definitions of Terms

Customer loyalty entails a steadfast commitment and connection formed by
a customer towards a service provider, marked by enduring collaboration, resilience,
and alignment with service conditions. (Kozlenkova et al., 2017).

Customer satisfaction pertains to the perceived expectations held by both
customers and consumers prior to purchasing and experiencing products or services
(Shamsudin, M. F. et al., 2018).

Brand equity, the central focus of this study, encompasses the holistic set of
values attributed by consumers, generating differential effects that contribute to
revenue in the competitive market (Aaker, 1991).

Brand Commitment involves the inclination of customers to maintain a
valued relationship with a brand following a previous satisfactory interaction with it

(Hsiao et al., 2015; Mathew et al., 2012).



CHAPTER 2
LITERATURE REVIEW

This chapter will provide an overview of the literature pertinent to the research
project, identifying existing gaps and showcasing how the research aims to address
one or more of these gaps. The research project, titled " Customer Satisfaction, Brand
Equity, and Brand Commitment Influencing Customer Loyalty for Smartphone Brands
in Bangkok," can be delineated into the following eight elements:

2.1 The Background of Business Industry

2.2 Theories/Academic Concepts and Other Relevant Research Articles of
Customer Loyalty

2.3 Theories/ Academic Concepts and Other Relevant Research Articles of
Customer Satisfaction

2.4 Theories Academic Concepts and Other Relevant Research Articles of
Brand Equity

2.5 Theories Academic Concepts and Other Relevant Research Articles of
Brand Commitment

2.6 Previous Researches

2.7 The Conceptual Framework

2.8 Hypotheses

2.1 The Background of Business Industry

This study examines how customer satisfaction, brand equity, and brand
commitment influence customer loyalty toward smartphone brands. The study
focuses on customers residing in Bangkok, Thailand.

Currently, the global smartphone market has reached a stage of mature
development. With the fluctuations caused by the global epidemic and economic
growth pressures, coupled with a lack of consumer spending motivation, the average
user replacement cycle for smartphones is also extending (Xinhuanet, 2023).

According to data from the market research organization 'Canalys' released on
the 19th, Samsung Electronics held the top position in the global smartphone market
in 2022, capturing a 22 percent share. Apple followed closely behind with 19



percent, while Xiaomi secured a 13 percent share. OPPO and vivo both held 9
percent each. In the fourth quarter of the previous year, Apple led the market with a
25 percent share, typically bolstered by new product launches in September.
Samsung Electronics maintained its second position, with a year-on-year increase of
1 percentage point to reach a 20 percent market share. Xiaomi followed with 11
percent, followed by OPPO with 10 percent, and vivo with 8 percent (CCPIT, 2023).
In Thailand, the mobile phone market dynamic differs slightly. As of June
2023, Apple holds the top position in market share, followed by Samsung. Apple's
appeal among Thai users stems from various factors. The stability of Apple's iOS
across iPhones and other devices is highly regarded compared to other operating
systems. Additionally, its user interface is renowned for its simplicity, catering to
users of all age groups. Despite Apple's popularity, the Android operating system has
consistently maintained a majority share of the smartphone market in Thailand. This
is primarily due to numerous mobile phone brands adopting the Android platform.
Moreover, the wide array of Android phones available in varying price ranges makes

them accessible to consumers across different income brackets (Statista, 2023).

2.2 Theories/ Academic Concepts and Other Relevant Research Articles of
Customer Loyalty

2.2.1 Theories/Academic Concepts

Customer loyalty indicates a consumer's allegiance to an organization, only
considering switching to a competitor in rare circumstances (Patro & Kamakula,
2018). In service marketing, consumer loyalty is viewed as a steadfast attitude and
relationship forged by a customer towards the service provider, characterized by
long-term collaboration, resilience, and mutual agreement on service conditions
(Kozlenkova et al., 2017). It surpasses mere behavior, encompassing elements such
as taste, preference, desire, and the inclination to continue patronizing the company
(Worlu et al., 2016).

Defining and measuring loyalty typically involves two main approaches:
behavior and attitude (Buttle, 2013). (See Figure 2.1)

Businesses gauge behavioral loyalty by analyzing customer purchasing



patterns, with loyalty demonstrated through ongoing patronage and
purchasing activity. Conversely, attitudinal loyalty is evaluated by analyzing
different aspects of attitude, encompassing beliefs, emotions, and purchase intent
(Gegti & Zengin, 2013). Customers demonstrating greater preferences, involvement,

or commitment to a supplier are regarded as more loyal in terms of attitude.

Figure 2.1: Customer Loyalty

Customer Customer Business

satisfaction loyalty perfomance

e Meeting customer e Behavioural loyalty e Revenue growth
requirements o Attitudinal loyalty e Share of customer
o Customer expectations e Customer tenure
Deliver customer
value

Customer loyalty and satisfaction helps measure business performance

Source: Buttle, F. (2013). Customer Relationship Management Concepts and
Technologies. (2nd ed.). Burlington: Elsevier.

2.2.2 Other Relevant Research Articles

Historically, the construct of customer loyalty was initially defined solely in
terms of frequent purchasing behavior. Nevertheless, the literature has expanded to
include various dimensions, such as behavioral, attitudinal, and composite aspects
(Yoo and Bai, 2013). The attitudinal aspect is defined as a profound commitment to
repurchase a particular product, service, or brand (Oliver, 1999), often associated
with emotional and psychological attachment (Sirohi et al., 1998; Aksoy et al.,
2015). Behavioral loyalty includes metrics such as repeat purchases, share-of-wallet,
and purchase frequency and longevity (Yoo & Bai, 2013). More recently, there has
been a focus on the composite view of customer loyalty in recent literature (Kumar et
al., 2013; Liu-Thompkins & Tam, 2013; Watson et al., 2015; Wolter et al., 2017).

There's ongoing discussion regarding the factors influencing customer loyalty,
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spanning from customer satisfaction and trust to commitment (Pan et al., 2012; Yoo
& Bai, 2013; Nyadzayo & Khajehzadeh, 2016), and, more recently, customer
engagement (So et al., 2016).

2.3 Theories /Academic Concepts and Other Relevant Research Articles of
Customer Satisfaction

The Customer Satisfaction Index (ACSI), illustrated in Figure 2.2, is founded
on the SCSB model, enhanced by incorporating perceived quality as a precursor
variable. This separates quality perception from value perception. There are six
potential variables: perceived quality, perceived value, customer expectations,
customer satisfaction, customer complaints, and customer loyalty in the index model.
Customer satisfaction holds a pivotal role and is jointly affected by customer
expectations, perceived quality, and perceived value. Additionally, customer

satisfaction impacts both customer complaints and customer loyalty (Wang, 2022).

Figure 2.2: Customer Satisfaction Index ACSI

Perceived
. Custome
quality ust mer
A > o complaints
Perceived > Customer
value satisfaction .
> A Customer
. . 4 lovyalty
Customer A

expectation

Source: Anderson, E.W. & Fornell, C. (2000). Foundations of the American
Customer Satisfaction Index. Total Quality Management, 11(7), 869—
882.

2.3.1 Perceived Quality
2.3.1.1. Theories/Academic Concepts

Perceived quality is consumers’ assessment of merits of product (Zeithaml,
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1998).

Traditionally, perceived quality has been considered a key factor influencing
customer satisfaction (Boonlertvanich, 2019).

Aaker (1991) describes perceived brand quality as the extent to which
consumers perceive the overall quality of a specific brand's product or service,
relative to other brands, for a particular purpose.

2.3.1.2 Other Relevant Research Articles

Bei & Chiao (2001) also suggested that perceived service quality, perceived
product quality, and perceived price positively influence customer satisfaction in the
automobile repair industry. Among these factors, perceived product quality and
perceived price directly or indirectly impact customer loyalty through customer
satisfaction (in terms of repurchase behavior).

Perceived quality plays a crucial role in enhancing consumers' subjective
perception of a brand and highlighting the distinctiveness of products or services
across different brands, ultimately influencing consumers' purchase considerations
(Aaker, 1991).

Perceived quality has a positive effect on customer satisfaction in both the
American Customer Satisfaction Index (ACSI) model and the European Customer
Satisfaction Index (ECSI) (Askariazad & Babakhani, 2015; Fornell et al., 1996;
Susanti et al., 2019b). Earlier research has also confirmed the favorable correlation
between perceived quality and customer satisfaction (Baumgarth & Binckebanck,
2011).

2.3.2 Perceived Value

2.3.2.1 Theories/Academic Concepts

The prevailing notion of perceived value centers on the benefits customers
receive (including core solutions and additional services) in relation to the sacrifices
they make (such as price and relationship costs) (Gronroos, 1997).

2.3.2.2 Other Relevant Research Articles

Previous studies have indicated a positive influence of perceived value on
satisfaction within the ACSI model (Mackevicituté, 2013; Susanti et al., 2019a), as
well as the ECSI model (Askariazad & Babakhani, 2015).

Hapsari et al. (2016) explored the interconnectedness of service quality,
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perceived value, and customer satisfaction, revealing that perceived value serves as a
partial mediator in the connection between service quality and customer satisfaction.

Examining the literature, it becomes evident that perceived value
significantly impacts customer satisfaction (Hsu et al., 2013; Garcia-Fernandez et al.,
2018; Lam et al., 2016; Prebensen and Xie, 2017). Furthermore, the relationship
between customer technology readiness and perceived value of self-service
operations, along with customer satisfaction, has been studied with the mediating
role of perceived value, as observed in the Boon-itt (2015) study.

2.3.3 Customer Expectation

2.3.3.1 Theories/Academic Concepts

Customer expectations is in a specific purchasing decision, the perceived
potential of alternative suppliers and brands to fulfill various explicit and implicit
objectives (Sheth, 1973).

Additionally, customer expectations are characterized as the desires or wants
of consumers, representing what they believe a service provider should offer, rather
than what they anticipate they will receive (Parasuraman et al., 1988).

2.3.3.2 Other Relevant Research Articles

Numerous studies underscore the significance of customer expectations in
determining customer satisfaction and offer insights into managing and meeting
these expectations (Boulding, Kalra, Staelin, & Zeithaml, 1993; Parasuraman,
Zeithaml, & Berry, 1985). Kotler (2000) emphasizes that customer expectations are
pivotal for achieving customer satisfaction, delight, and loyalty. Managing and
meeting customer expectations serve as effective tools to enhance customer
satisfaction (Pitt & Jeantrout, 1994). According to Parasuraman, Berry, and Zeithaml
(1991), service providers must understand customer needs to fulfill expectations and
attain high levels of customer satisfaction during service interactions.

Bell and Zemke (1987) assert that satisfaction is contingent upon meeting
customer expectations of service quality. Oliver (1980) posits that customer
expectations serve as benchmarks for evaluating satisfaction. Expectations
confirmation theory (ECT) underscores the crucial role of customer expectations in
determining satisfaction (Koppius et al., 2005). Furthermore, customer expectations

serve as antecedents of satisfaction (Anderson and Sullivan, 1993).
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2.4 Theories / Academic Concepts and Other Relevant Research Articles of
Brand Equity

One of the most comprehensive and widely accepted definitions of brand
equity is provided by Aaker (1991), who describes it as a collection of assets and
liabilities associated with a brand, including its name and symbol, which contribute
to or detract from the value delivered to both the company and its customers. He
illustrates this definition with the following model (See Figure 2.3).

The model delineates that brand equity is cultivated through five dimensions:
brand loyalty, name awareness, perceived quality, brand associations, and other
proprietary brand assets, like distribution systems. Consumer perceptions of the
brand's performance across these dimensions contribute to an overall, intangible
assessment of brand equity. This equity, in turn, delivers value to both consumers
and the firm as outlined. Aaker's model stands as a seminal work in the realm of

brand equity, paving the way for subsequent research in the field (Smith, 2007).

Figure 2.3: Aaker’s Brand Equity Model

Perceived
N: Quality Brand
i Associations

Awareness
Other Proprietary
Brand \ / Brand Assets
Loyalty

/

~ N

Provides Value to Customer by Provides Value to Firm by Enhancing
Enhancing Customers e Efficiency and Effectiveness of
e Interpretation/ Marketing Programs

Processing of Information e Brand Loyalty
e Confidence in the Purchase —> | « Prices’Margins

Decision e Brand Extensions
e Use Satisfaction e Trade Leverage

e Competitive Advantage

Source: Aaker, D. A. (1991). Managing Brand Equity. New York: The Free Press.
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2.4.1 Brand Loyalty
2.4.1.1 Theories/Academic Concepts

Brand loyalty refers to the desire of a customer to repeatedly repurchase a
product, even when competing brands are available (Rajagopal, 2010).

2.4.1.2 Other Relevant Research Articles

Strong attachment to a brand is recognized as brand loyalty (Naghibi &
Sadeghi, 2011). Tong & Hawley (2009) assert that brand loyalty lies at the core of
brand equity. Ling et al. (2014) highlight that loyalty involves customers who may be
willing to accept any price offered by the brand and incur lower switching costs to
switch to another brand. Thus, enhancing loyalty is crucial for improving brand
equity (Mishra & Datta, 2011).

Empirical research has consistently shown that higher brand equity correlates
with greater loyalty (Foroudi et al., 2018; Khadim et al., 2018; Juga et al., 2018).

2.4.2 Name (Brand) Awareness

2.4.2.1 Theories/Academic Concepts

Brand awareness, also known as name awareness, denotes the extent to which
consumers recognize, accept, and recall a brand in various contexts (Percy &
Rossiter, 1992; Perreault et al., 2013). Keller (2009) has described brand (name)
awareness as the degree of prominence or presence in consumers' memories,
reflecting their ability to remember or recognize a brand under diverse
circumstances.

2.4.2.2 Other Relevant Research Articles

Brand awareness directly impacts a brand's equity (Pouromid & Iranzadeh,
2012). Studies indicate that brand awareness is a crucial component to consider when
assessing brand equity (Aaker, 1996). It plays a pivotal role in shaping consumers'
perceptions and attitudes, thus contributing to the construction of brand equity in
their minds (Huang & Sarigollu, 2012).

In the conceptualization of customer-based destination brand equity
(CBDBE), researchers have commonly adopted a four-part framework that includes
brand awareness, perceived quality, brand image, and brand loyalty (Horng et al.,
2012; Hyun & Kim, 2011; Lu et al., 2015). Prior literature consistently highlights the

inclusion of brand awareness, perceived quality, brand image, and brand loyalty in
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the construct of brand equity (Dioko & So, 2012; Horng et al., 2012; Hsu et al.,
2012; Manthiou et al.,2014; Nam et al., 2011; Oh & Hsu, 2014; Seri¢, GilSaura, &
Ruiz-Molina, 2014).
2.4.3 Perceived Quality
2.4.3.1 Theories/Academic Concepts
The subjective evaluation by consumers of a product's superiority,
considering factors such as product superiority, usage context, and specific
requirements, which collectively influence their subjective perceptions of quality is
the definition of perceived quality (Zeithaml, 1998).
2.4.3.2 Other Relevant Research Articles
A product that receives negative feedback on quality from consumers is
unlikely to be favored and may not endure in the market. Conversely, a product
garners preference and longevity when it earns support from customers. (Keller &
Brexendorf, 2019).
There is a direct correlation between perceived quality and brand equity
within the banking sector (Kao & Lin, 2016; Brangsinga & Sukawati, 2019).
Similarly, there is a link between quality and the establishment of brand equity
among bank clients (Piaralal & Mei, 2015; Shrestha & Lamichhane, 2013). Their
discoveries emphasize the substantial correlation, reaffirming the necessity for
companies to elevate quality standards to strengthen brand equity. The previous
research underscored the role of perceived quality in brand equity formation,
emphasizing its indirect impact (Nath Sanyal & Datta, 2011). In the tourism industry,
Chow et al. (2017) advocate for companies to prioritize high-quality services to
fortify brand equity.
2.4.4 Brand Associations
2.4.4.1 Theories/Academic Concepts
Brand association refers to anything that connects a brand with meaningful
associations in a person's memory (Aaker, 1991).
2.4.4.2 Other Relevant Research Articles
Brand Association and Brand Equity are closely intertwined, as the
associations linked with a brand contribute to its overall performance (Severi & Ling,

2013). Strong brand equity indicates that consumers have robust connections with
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the brand, emphasizing the pivotal role of brand association in building brand equity
(Atilgan et al., 2005). Brand association is recognized for its ability to create positive
impacts, thus enhancing brand equity efficiently (Severi, Ling, & Nasermoadeli,
2014). In customer-based brand equity, brand association holds significance
alongside other marketing strategies (Jayswal & Vora, 2019). Furthermore, brand
awareness and brand association are interrelated, with each having a direct impact on
the other. Increased brand awareness leads to heightened brand association, and vice
versa. Higher brand association indicates elevated brand equity, which is evidenced
by consumer commitment and preference (Severi, Ling, & Nasermoadeli, 2014).
2.4.5 Other Proprietary Brand Assets
2.4.5.1 Theories/Academic Concepts
All can confer significant competitive advantages, such as patents,
trademarks, and channel relationships, are other proprietary brand assets (Ovidiu,
2005).
2.4.5.2 Other Relevant Research Articles

Aaker (1991) posited that brand equity derives its value from five key assets:
brand loyalty, brand awareness, perceived quality, brand associations, and other
proprietary brand assets.

The optimal value of these brand assets lies in their ability to safeguard
against competitors eroding the customer base and loyalty. These assets can be
deployed in various ways; for instance, trademarks shield brand equity from
competitors seeking to confuse customers by imitating names, symbols, or
packaging. Patents can deter direct competition, particularly if they are pertinent to
the purchasing decision-making process. Additionally, a distribution channel can be
indirectly influenced by a brand, as customers expect the brand's products to be
readily available (Ovidiu, 2005).

From Aaker's perspective (1991), brand equity generates value for both
customers and manufacturers, with customer value forming the foundation for
manufacturer value. Building on Aaker's work, Keller (1993) contributed
significantly to the study of brand equity by introducing customer-based
measurement methods and advocating for a strategic approach to brand equity

management. According to Keller (1993), customer-based brand equity refers to the
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differential effect of brand knowledge on consumer response to a brand's marketing
activities. He defines measurement broadly, suggesting that a brand possesses
positive (or negative) customer-based brand equity if consumers respond more (or
less) favorably to the product, price, promotion, or distribution associated with the

brand compared to an unbranded version of the product or service.

2.5 Theories / Academic Concepts and Other Relevant Research Articles of
Brand Commitment

Since brand commitment is regarded as a crucial predictor of purchase
intentions, its significance is well acknowledged in the research (Ilicic & Webster,
2014).

According to the findings of Eisingerich and Rubera (2010), in cultures
characterized by individualism, short-term orientation, and high-power-distance,
brand managers should primarily focus on highlighting the innovativeness of their
brands and establishing their relevance to consumers. In such cultures, factors like
customer orientation and socially responsible actions may have minimal impact on
consumer commitment. Conversely, in collectivist cultures with a long-term
orientation and high-power-distance, brand commitment is equally influenced by
factors such as brand innovativeness, customer orientation, self-relevance, and social

responsibility (See Figure 2.4).



Figure 2.4: Cultural Dimensions and Customer Brand Commitment

Brand
social
responsibility

Individualism/collectivism
Short-term/long-term orientation
Low/high power distance

Source: Eisingerich, A. B., & Rubera, G. (2010). Drivers of Brand Commitment: A
Cross-National Investigation. Journal of International Marketing,

18(2), 64-79.

2.5.1 Brand Innovativeness
2.5.1.1 Theories/Academic Concepts
Brand innovativeness is characterized by consumers' perception of a brand's
level of innovation (Barone & Jewell, 2013; 2014). According to Eisingerich &
Rubera (2010), brand innovativeness is the measure to which consumers perceive
brands as capable of providing fresh and practical solutions to their requirements.
2.5.1.2 Other Relevant Research Articles
Previous studies have consistently shown that the concept of brand
innovativeness positively influences various aspects including purchase intention
(Hubert et al., 2017), willingness to pay (Hubert et al., 2017), brand commitment
(Eisingerich & Rubera, 2010), brand loyalty (Pappu & Quester, 2016), emotional
responses (Kaplan, 2009), and attitude toward the brand (Pappu & Quester, 2016;
Sanayei et al., 2013). Eisingerich & Rubera (2010) examined how brand

innovativeness affects brand commitment, considering cultural dimensions as
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moderators. Their findings indicated that in countries characterized by individualistic
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cultures, short-term orientation, and low power distance, brand innovativeness has a
more pronounced impact on commitment.

2.5.2 Brand Customer Orientation

2.5.2.1 Theories/Academic Concepts

Brand Customer Orientation refers to a set of beliefs prioritizing the
customer's interests while also considering stakeholders such as owners, managers,
and employees to foster the development of a sustainable and profitable enterprise in
the long term. (Deshpande et al., 1993).

2.5.2.2 Other Relevant Research Articles

Customer orientation is recognized as a pivotal business strategy that aids in
comprehending customers, fostering competitive advantage, and facilitating
management in attaining their business objectives (Zhang & Yang, 2018). A
customer-oriented firm embodies a shared belief or culture wherein organizational
values prioritize customer interests, leading to the design and implementation of
strategies that yield favorable customer outcomes (Brady & Cronin, 2001).
Moreover, any customer input or feedback is utilized to enhance product and service
quality, demonstrating a company's commitment to addressing customer concerns.
Consequently, when a company operates as a customer-oriented entity, it
underscores the significance of individual customer experiences. This fosters
customer satisfaction, which in turn fosters customer loyalty, indicative of brand
commitment (Ha & John, 2010; Purba, Budiono & Adirinekso, 2020).

Customer orientations, often regarded as cultural phenomena, encompass five
dimensions: the ability to cater to customers' needs, provide exemplary service,
understand customer perspectives, foster personal relationships, and keep customers
informed. These competencies among employees contribute to nurturing customer
commitment to an organization (Kanten, Kanten & Baran, 2016).

2.5.3 Brand Self-Relevance

2.5.3.1 Theories/Academic Concepts

Brand self-relevance occurs when consumers identify themselves with the

brand they use (Rahman & Noor, 2014).
2.5.3.2 Other Relevant Research Articles

Brand self-relevance is when consumers associate themselves with products
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bearing a particular brand, shaping their self-image (Rahman & Noor, 2014). Brands
can serve as markers of personal identity within communities, reflecting the values
embodied by the brand itself (Larasati & Hananto, 2013).

Consumers tend to interact more frequently with brands that resonate with
their self-concept (Brodie et al., 2011; Gallup, 2011), leading to increased brand
salience and memorability (Park et al., 2010). Such brands often enjoy higher levels
of customer loyalty, willingness to pay premium prices, and positive word-of-mouth
advocacy (Park et al., 2010). Furthermore, when brands align with consumers'
aspirations and deeply resonate with their sense of self, emotional connections to
these brands are strengthened (Thomson, MacInnis, & Park, 2005).

2.5.4 Brand Social Responsibility

2.5.4.1 Theories/Academic Concepts

Brand social responsibility (BSR) refers to how consumers perceive a brand's
commitment to voluntary actions aimed at enhancing societal well-being (Banu &
Caner, 2012). This understanding of BSR aligns with contemporary views on
consumer perceptions of ethical conduct, which encompass their overall assessment
of an entity's morality (Brunk & Blumelhuber, 2011).

2.5.4.2 Other Relevant Research Articles

Several factors impact consumers' perception of the sincerity of social
responsibility (SR), such as the prominence of the cause's benefits, the source of
information about SR activities, and the proportion of SR contributions relative to
advertising spending on SR initiatives (Yoon et al., 2006). Additionally, the timing
of corporate social responsibility (CSR) activities is also influential (Ellen et al.,
2000).

In corporate settings, research has identified a connection between social
responsibility and beneficial outcomes, including more positive corporate evaluations
(Brown & Dacin, 1997; Ross et al., 1992; Sen & Bhattacharya, 2001), contributions
to non-profits organizations endorsed by corporations (Lichtenstein et al., 2004), firm
equity (Simmons & Becker-Olsen, 2006), and consumer decisions (Barone et al.,
2000; Pracejus & Olsen, 2004). Given that perceptions of product brand social
responsibility are shaped not just by the attributes of the brand's product(s) but also
by the marketing efforts of the product brand, it's probable that consumers'
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perceptions of a product brand's social responsibility will have a positive impact on
brand evaluations. This aligns with research findings linking social responsibility
activities of product brands to more favorable brand attitudes (Madrigal & Boush
2008), heightened intentions to purchase, loyalty, and advocacy for the brand (Du et
al., 2007). Hence, it is anticipated that product brand (but not corporate) social
responsibility will have a positive correlation with various product brand outcomes,
such as product brand attitude (Madrigal & Boush, 2008), purchase intentions (Du et
al., 2007), and brand equity (Singh et al., 2012).

2.6 Previous Researches
2.6.1 Customer satisfaction and customer loyalty

It examined the effects of customer satisfaction and commitment on customer
loyalty within the hotel industry by Rather & Sharma (2017). That study aimed to
explore the influence of customer satisfaction and commitment impact customer
loyalty toward four and five-star hotels in Jammu and Kashmir, India. Utilizing a
questionnaire survey, the researchers gathered data from 120 respondents, resulting
in 112 valid responses. The findings indicated a statistically significant positive
correlation between customer satisfaction and customer loyalty. Building upon the
existing literature on the correlation between customer satisfaction and loyalty, the
researcher formulated the hypothesis as follow:

Hypothesis 1: Customer satisfaction influences on customer loyalty.

2.6.2 Brand equity and customer loyalty

Nuseir (2021) investigated the influence of brand equity and customer
experience on brand loyalty within the hotel industry of the United Arab Emirates
(UAE). That study aimed to explore the effects of brand equity and customer
experiences on brand loyalty, as well as to assess the relationship between brand
equity and the quality of customer experiences among key players in the UAE hotel
industry. Employing a questionnaire survey, the researcher collected data from 694
participants. The result revealed a significant positive impact of brand equity on
brand loyalty, as well as a significant positive influence of customer experience on

brand loyalty within the UAE hotel industry. Additionally, the study identified a
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significant positive association between brand equity and customers' experiences
with hotel services and facilities. Drawing from the existing literature on brand
equity and customer loyalty, the researcher formulated the hypothesis as follow:

Hypothesis 2: Brand equity influences on customer loyalty.

2.6.3 Brand commitment and customer loyalty

Ida, Nuryakin and Farida (2018) examined brand commitment and brand trust
concerning brand loyalty in the branded laptop market in Indonesia. The study aimed
to explore the impacts of brand experience and brand trust on enhancing brand
commitment and brand loyalty within the Indonesian branded laptop industry.
Employing a questionnaire survey, the researchers collected data from 200
respondents, yielding 184 valid responses. The findings indicated that brand
experience significantly influences brand commitment, while brand trust has an
impact on both brand commitment and brand loyalty significantly. Additionally,
brand commitment was found to influence brand loyalty significantly. Drawing from
the relevant literature on brand commitment and customer loyalty, the researcher
formulated the hypothesis as follow:

Hypothesis 3: Brand commitment influences on customer loyalty.



2.7 The Conceptual Framework

Figure 2.5: Conceptual Framework
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CHAPTER 3
METHODOLOGY

This chapter will encompass explanations of the research design and the
underlying rationale guiding the study, alongside an exploration of the methodology
to be employed.

Furthermore, the study will address potential threats to content validity and
reliability testing.

Therefore, this section will be delineated into 8 distinct elements. They are as
follows:

3.1 The Type of Research and Tool

3.2 The Research Design

3.3 The Quality of the Research Tool

3.4 The Data Collection

3.5 The Population and Sample

3.6 The Sampling Technique

3.7 The Research Procedure and Timeline

3.8 The Hypotheses Test and Data Analysis

3.1 The Type of Research and Tool

The instrument employed for executing this survey research, aimed at
gathering data from the respondents, is a closed-ended questionnaire. The
questionnaire is divided into 6 parts: the general questions (10 questions), the factors
of customer satisfaction (Independent Variable 1, 8 questions), the factors of brand
equity (Independent Variable 2, 14 questions), the factors of brand commitment
(Independent Variable 3, 11 questions), customer loyalty (Dependent Variable, 7
questions), and comments & suggestions. The survey consists of 50 questions in total.

Part 1: General Questions (10 questions)

This section comprises inquiries regarding the respondents' general
information, including age, gender, and marital status. Additionally, the questionnaire
includes queries soliciting personal information about their educational background,

employment status, as well as other pertinent questions related to the study.
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Part 2: Factors of Customer Satisfaction (8 questions)

This section comprises questions concerning the satisfaction level of the
participants regarding the customer satisfaction factor. It encompasses three sub-
variables: perceived quality, perceived value and customer expectation. Each sub-
variable consists of 2 or 3 questions. The questions are presented in the following

table (Table 3.1).

Table 3.1: The questions of Customer Satisfaction.

Sub-
No. Questions References
Variables

1. I satisfied with the good safety system of

my preferred smart phone brand.

(Wang,
| Perceived | 2. I satisfied with the energy saving 2019)
Quality function of my preferred smart phone brand.
3. I satisfied with the durability of my
preferred smart phone brand.
1. I satisfied with the feature-need match of
my preferred smart phone brand.
2 Perceived | 2. I satisfied with the product user (Aung,
Value experience of my preferred smart phone 2018)

brand.

1. My preferred smart phone brand meets

my expectation of communication needs in
Customer | daily life.

Expectation | 2. My preferred smart phone brand meets (Mao, 2019)

my expectation of light office needs.

3. My preferred smart phone brand meets

my expectation of daily entertainment

needs.
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This section comprises questions concerning the brand equity factor. There are

five sub-variables in this part: brand loyalty, name awareness, perceived quality,

brand associations and other proprietary brand assets. Each sub-variable consists of 2

or 3 questions. The questions are presented in the following table (Table 3.2).

Table 3.2: The questions of Brand Equity

Sub-
No.
Variables

Questions

References

Brand
Loyalty

1. I will suggest my friends to buy the
smart phone of my preferred smart
phone brand.

2. I always use the same brand.

3. This brand would be my first

choice.

(Thanasrichatthon,
2022)

Name

Awareness

1. ’'m going to buy smart phone
which has a famous brand name.

2. I think that smart phone which has
a famous brand name always has good
quality.

3. 'm familiar with the specific brand
of smart phone which I have good

experiment with it.

(Su, 2018)

(Continued)
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Sub-
No. Questions References
Variables
1. The brand’s smart phone that I
chose uses less energy than other
; Perceived | brands.
Quality 2. The brand’s smart phone that I (Wang, 2019)
chose is really designed for the
lifestyles of different people.
1. I am proud to own a product of the
smart phone brand that I chose.
2. In its status and style, this smart
Brand
4 o phone brand that I chose matches my (Gao, 2018)
Associations
personality.
3.1 can quickly recall the logo of this
smart phone brand that I chose.
1. I can use the trademark of the smart
phone brand that I chose to
differentiate this brand from other
Other
_ smart phone brands.
Proprietary o
5 Brand 2. I know the smart phone brand that I (Ovidiu, 2005)
ran
chose is highly innovative and has
Assets

unique patented technology.
3. I often see specialty stores of the

smart phone brand that I chose.
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This section comprises questions concerning the brand commitment factor.

There are four sub-variables in this part: brand innovativeness, brand customer

orientation, brand self-relevance and brand social responsibility. Each sub-variable

consists of 2 or 3 questions. The questions are presented in the following table (Table

3.3).

Table 3.3: The questions of Brand Commitment.

Sub-
No.
Variables

Questions

References

Brand

Innovativeness

1. The brand’s smart phone that I chose
provides effective solutions to customer
needs.

2. Customers can rely on the smart phone
brand that I chose to offer novel solutions
to their needs.

3. The brand’s smart phone that I chose
has stronger and more unique innovation
capabilities than other smart phone brands

to attract more customers.

(Eisingerich
& Rubera,
2010)

Brand
2 Customer

Orientation

1. The smart phone brand that I chose
pays attention to the problems
encountered by every customer.

2. The smart phone brand that I chose is
famous for its attentiveness to customer

needs.

(Eisingerich
& Rubera,
2010)

(Continued)
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often sponsors or organizes social welfare

activities.

No. sub- Questions References
Variables
1. The smart phone brand that I chose
means a great deal to me.
Brand Self- | 2. I cannot imagine life without the smart | (Eisingerich
. Relevance phone brand that I chose. & Rubera,
3. The smart phone brand that I chose is 2010)
one of the best things in my life.
1. I consider the smart phone brand that |
chose as a socially responsible brand.
2. This smart phone brand that I chose is
A Brand Social | more beneficial to society’s welfare than (Eisingerich
Responsibility | other smart phone brands. & Rubera,
3. The smart phone brand that I chose 2010)

Part 5: Customer Loyalty (7 questions)

This section encompasses the overall level of customer loyalty among

respondents. There are two sub-variables in this part: behavioural loyalty and

attitudinal loyalty. Each sub-variable consists of 3 or 4 questions. The questions are

presented in the following table (Table 3.4).

Table 3.4: The questions of Customer Loyalty

Sub-
No. Questions References

Variables

1. Even if other smart phone brands have
Behavioural

1 similar characteristics, | would prefer the

Loyalty
smart phone brand that I chose.

(Continued)
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No.

Sub-

Variables

Questions

References

2. Even if other smart phone brands have
benefits that were similar to the smart phone
brand that I chose, I would prefer my
chosen brand instead.

3. I keep using the same smart phone brand
for a long time.

4. 1 would like to recommend my friends

and family to use this brand’s products.

(Huang,
2017)

Attitudinal

Loyalty

1. I consider to keep using the smart phone
brand I’ve been using in the future.

2. If I need to buy a new smart phone, the
smart phone brand I’ve been using would be
my first choice.

3. I'm always satisfied with the product and
service of the smart phone brand I’ve been

using.

(Huang,
2017)

3.2 The Research Design

The online questionnaire will be measured as the following:

3.2.1

Part 1: the fact: nominal and ordinal scales

3.2.2 Part 2-4: the attitude of independent variables: interval scale - the least

323

(1) to the completely (5)

Part 5: the attitude of dependent variable: interval scale - the least (1)

to the completely (5)

Scale 5 — Completely Agree

Scale 4 — Strongly Agree

Scale 3 — Moderate Agree

Scale 2 — Slightly Agree
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Scale 1 — Least Agree
For part 2-5 of the questionnaire, which consists of Likert’s 5-point scale, the
statistical mean range for the interpretation of the mean are calculated below:
Range = (Maximum - Minimum) / Scale Level
Range=(5-1)/5=0.8
Source: Best, John W. (1983). Research in Education. New Jersey: Prentice Hall.

The class interval scale was used to analyzed the mean score from five to one
(Showed as Table 3.5).

3.2.4 Part 6: Comments & Suggestions

Table 3.5: The Range of Mean Interpretation

Range Interpretation
1.00 - 1.80 Least Agree
1.81-2.60 Slightly Agree
2.61 -3.40 Moderate Agree
341-4.20 Strongly Agree
4.21-5.00 Completely Agree

Source: Best, John W. (1983). Research in Education. New Jersey: Prentice Hall.

3.3 The Quality of the Research Tool

The online questionnaire was validated and approved, followed by a reliability
test with a volunteer sample group of 40 respondents. Data analysis was conducted
using Cronbach's Alpha within statistical software. To ensure questionnaire approval,
the alpha value needed to fall between 0.70 and 1.00, as per Cronbach's (1951)
recommendation. Thus, the required value had to be 0.70 or higher. After analysis
using Cronbach’s Alpha, the reliability values were as follows: Customer Satisfaction
factor: 0.844, Brand Equity factor: 0.850, Brand Commitment factor: 0.886, Customer
Loyalty factor: 0.847, with a total reliability of 0.949. Based on these results, the
questionnaires met the benchmark and were deemed acceptable. (Range Interpretation

is as shown in Table 3.5.)



32

Table 3.6: The Total Reliability Test Results

Variable N (number) of Items Cronbach’s Alpha
Customer Satisfaction 8 .844
Brand Equity 14 .850
Brand Commitment 11 .886
Customers Loyalty 7 .847
Total 40 .949

3.4 The Data Collection
As mentioned earlier, data was gathered via an online questionnaire from
smartphone consumers residing in Bangkok. The decision to utilize an online
questionnaire was driven by cost-effectiveness, efficiency, and the absence of time

constraints for respondents in completing the survey.

3.5 The Population and Sample
This study targets individuals aged between 18 and 50 residing in Bangkok,
Thailand. Samples will be selected through purposive sampling due to the
unmeasurable population size. To determine the sample size, Yamane’s (1967) table
was consulted. With a population exceeding 100,000, a sample size of 400 will be
collected, ensuring a precision level of £5%. Thus, the study aims to gather 400

samples for its research purposes.

3.6 The Sampling Technique
Data collection for this study utilized convenience sampling, as it is the most
suitable method for obtaining responses from smartphone customers. Data will be

collected via Google Forms to facilitate the process.

3.7 The Research Procedure and Timeline
The study commenced by gathering secondary data from reports, internet
sources, and previous research studies relevant to the topic. Following the compilation

and review of information, a research questionnaire was formulated. This
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questionnaire encompasses three key influencing factors—Customer Satisfaction,
Brand Equity, and Brand Commitment—that impact Customer Loyalty. Cronbach's
Alpha coefficient was employed to assess the internal consistency and stability of the
questionnaire structure. After conducting a reliability test with a sample group
comprising 40 individuals, the obtained Alpha coefficient was found to be .949. The
official distribution of the questionnaire to 400 respondents commenced in April

2024.

3.8 The Hypotheses Test and Data Analysis Hypotheses:
Hi: Customer satisfaction influences on customer loyalty.
Hb: Brand equity influences on customer loyalty.

H3: Brand commitment influences on customer loyalty.

Below are the statistical methods employed for data analysis:

3.8.1 Descriptive Statistics: These statistical measures were employed to
examine the overall demographic profile of the respondents. The data encompassed
various details such as age, gender, educational background, and other pertinent
information. Descriptive statistics were utilized to assess and condense the features
and observations of the data, presenting them in the form of percentages.

Part 1: Demographic Data such as age, gender, marital status, educational
background, occupation, income level, frequency of changing smartphone, preferred
smartphone brand. This demographic information will be analyzed by using percentage
and frequency counting.

Part 2: The questionnaire is about customer satisfaction factor which affects
customer loyalty of smartphone brand. The mean and standard deviation were measured
using the interval scale.

Part 3: The questionnaire is about brand equity factor which affects customer
loyalty of smartphone brand. The mean and standard deviation were measured using
the interval scale.

Part 4: The questionnaire is about brand commitment factor which affects
customer loyalty of smartphone brand. The mean and standard deviation were measured

using the interval scale.
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Part 5: The questionnaire is about customer loyalty factor of smartphone brand.
The mean and standard deviation were measured using the interval scale.

3.8.2 Inferential Statistics: This analytical approach is employed to extrapolate
the significance of the data and explore the relationships between variables. Multiple
Regression Analysis was utilized in this study to examine the hypotheses and
investigate the associations between the independent variables ( customer satisfaction,

brand equity and brand commitment) and the dependent variable (customer loyalty).
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CHAPTER 4
ANALYSIS AND FINDINGS

This chapter outlines the findings obtained from analyzing the data with
statistical software. A total of 400 responses were gathered and scrutinized to assess
the hypotheses. The analyzed data are organized and presented across seven key
sections as follows:

4.1: Analysis of General information

4.2: Analysis of Customer Satisfaction factors

4.3: Analysis of Brand Equity factors

4.4: Analysis of Brand Commitment factors

4.5: Analysis of Customer Loyalty factors

4.6: Analysis of the relationship among customer satisfaction, brand equity,
brand commitment and customer loyalty.

4.7: Results of the Hypothesis testing

4.1 Analysis of General information

The below table represents the 400 participants’ general information such as
living area, gender, age, marital status, educational background, monthly income, total
working years, occupation, how often do you change your phone and which brand of
mobile phone do you prefer management level. These data were assessed and

illustrated through frequency and percentage analysis.

Table 4.1: General information of 400 respondents

General information Frequency | Percentage (%)

1. Living area:

Bangkok 400 100.0
Other cities in Thailand 0 0.0
Total 400 100.0

(Continued)
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General information Frequency | Percentage (%)
2. Gender:
Male 154 38.5
Female 246 61.5
Other 0 0
Total 400 100.0
3. Age:
18-30 years old 179 44.8
31-40 years old 140 35.0
41-50 years old 44 11.0
Above 50 years old 37 9.2
Total 400 100.0
4. Marital Status:
Married 188 47.0
Unmarried 100 25.0
Widowed 41 10.3
Divorced 32 8.0
Separated 37 9.3
Other 2 0.5
Total 400 100.0
5. Education Background:
Less than high school degree 72 18.0
High school diploma 185 46.3
Bachelor’s degree 103 25.8
Master’s degree or above 40 10.0
Total 400 100.0

(Continued)
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General information Frequency | Percentage (%)
6. Monthly Income:
No income 4 1.0
Under 20,000 Baht 80 20.0
20,000-40,000 Baht 129 323
40,001-80,000 Baht 128 32.0
Above 80,000 Baht 59 14.8
Total 400 100.0
7. Total working years:
No working experience 81 20.3
Under 1 year 3 0.8
1-5 years 54 13.5
6-10 years 121 30.3
11-15 years 52 13.0
Above 15 years 89 22.3
Total 400 100.0
8. Occupation:
Student 85 213
Government employee 57 14.2
Private employee 87 21.8
Business owner/ Entrepreneur 83 20.8
Unemployed 82 20.5
Other 6 1.5
Total 400 100.0
9. How often do you change your phone:
Within half a year 29 7.2
Within one year 47 11.8

(Continued)
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Table 4.1 (Continued): General information of 400 respondents

General information Frequency | Percentage (%)
One to two years 111 27.8
More than two years 156 39.0
Other 57 14.2
Total 400 100.0
10. Which brand of mobile phone do you prefer:
Apple 134 33.5
Samsung 111 27.8
Xiaomi 86 21.5
VIVO, OPPO & Realme 63 15.8
Other brands (Such as Sony, LG, Motorola or 6 1.5
Nokia etc.)
Total 400 100.0

According to table 4.1, the results are as follows:

For the living area, all 400 respondents are from Bangkok.

Regarding gender, 154 respondents are male, representing 38.5%, and 246 are
female, representing 61.5%.

The age distribution of respondents is as follows: 44.8% (N=179) are aged 18-
30, 35.0% (N=140) are aged 31-40, 11.0% (N=44) are aged 41-50, and 9.2% (N=37)
are above 50 years old, with the highest proportion being between 18-30 years old.

Regarding marital status, most respondents are married (47.0%, N=188),
followed by unmarried (25.0%, N=100), widowed (10.3%, N=41), divorced (8.0%,
N=32), separated (9.3%, N=37), and other (0.5%, N=2).

Regarding educational background, 18.0% (N=72) have less than a high
school degree, 46.3% (N=185) have a high school diploma, 25.8% (N=103) have a
bachelor’s degree, and 10.0% (N=40) have a master’s degree or above.

For monthly income, the respondents who have no income are 4 which is

1.0%. Under 20,000 Baht of income are 80 respondents which is 20.0%, 20,000-
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40,000 Baht of income are 129 respondents which is 32.3%, 40,001-80,000 Baht of
income are 128 respondents which is 32.0% and the respondents who have income
above 80,000 Baht are 59 which is 14.8%.

In terms of total working years, 81 respondents, constituting 20.3%, reported
having no working experience. Under | year are 3 respondents which is 0.8%, 1-5
years are 54 respondents which is 13.5%, 6-10 years are 121 respondents which is
30.3%, 11-15 years are 52 respondents which is 13.0%, and the respondents who
worked above 15 years are 89 which is 22.3%.

For occupation, 85 respondents are students, accounting for 21.3%. 57
respondents are government employees, accounting for 14.2%. 87 respondents are
private employees, accounting for 21.8%. 83 respondents are business owners,
accounting for 20.8%. There are 82 respondents who have no job, accounting for
20.5%, the other option for 6 respondents is 1.5%.

For the question that how often do you change your phone, 29 respondents
change phone within half a year, accounting for 7.2%. 47 respondents change phone
within one year, accounting for 11.8%. 111 respondents change phone every one to
two years, accounting for 27.8%. 156 respondents change phone more than two years
one time, accounting for 39.0%. 57 respondents choose other option which is 14.2%.

For the question that which brand of mobile phone do you prefer, 134
respondents prefer Apple which is 33.5%, 111 respondents prefer Samsung which is
27.8%, 86 respondents prefer Xiaomi which is 21.5%, 63 respondents prefer VIVO,
OPPO & Realme which is 15.8%, only 6 respondents which is 1.5% of the total of the

respondents prefer other brands.

4.2 Analysis of Customer Satisfaction factors
The subsequent table illustrates the analysis of customer satisfaction factors. It
showcases the mean, standard deviation, and their respective interpretations, as

presented in Table 4.2 below.
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Table 4.2: Mean and Standard Deviation of Customer Satisfaction factors.

Customer Satisfaction factors Mean Std. Interpretation
Deviation

1. I satisfied with the good safety system of | 3.68 1.051 Strongly Agree
my preferred smart phone brand.
2. I satisfied with the energy saving 3.59 1.093 Strongly Agree
function of my preferred smart phone
brand.
3. I satisfied with the durability of my 3.73 1.084 Strongly Agree
preferred smart phone brand.
4. I satisfied with the feature-need match of | 3.96 0.994 Strongly Agree
my preferred smart phone brand.
5. I satisfied with the product user 2.90 1.318 Moderate Agree
experience of my preferred smart phone
brand.
6. My preferred smart phone brand meets 3.98 1.002 Strongly Agree
my expectation of communication needs in
daily life.
7. My preferred smart phone brand meets 3.96 1.005 Strongly Agree
my expectation of light office needs.
8. My preferred smart phone brand meets 3.97 0.995 Strongly Agree
my expectation of daily entertainment
needs.
Total 3.72 1.068 Strongly Agree

As per Table 4.2, the comprehensive mean of Customer Satisfaction factors

stands at 3.72, with a standard deviation of 1.068. The attribute with the highest mean

value is "My preferred smartphone brand meets my expectation of communication

needs in daily life" (Mean = 3.98, SD = 1.002). It is also found that I satisfied with

the good safety system of my preferred smart phone brand (Mean = 3.68, SD =

1.051), I satistied with the energy saving function of my preferred smart phone brand
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(Mean = 3.59, SD = 1.093), I satisfied with the durability of my preferred smart
phone brand (Mean = 3.73, SD = 1.084), I satisfied with the feature-need match of
my preferred smart phone brand (Mean = 3.96, SD = 0.994), I satisfied with the
product user experience of my preferred smart phone brand (Mean = 2.90, SD =
1.318), My preferred smart phone brand meets my expectation of light office needs
(Mean = 3.96, SD = 1.005), My preferred smart phone brand meets my expectation of
daily entertainment needs (Mean = 3.97, SD = 0.995).

4.3 Analysis of Brand Equity factors
The subsequent table illustrates the analysis of brand equity factors. It

provides the mean, standard deviation, and their interpretation in Table 4.3 below.

Table 4.3: Mean and Standard Deviation of Brand Equity factors.

Brand Equity factors Mean Std. Interpretation
Deviation
1. I will suggest my friends to buy the 3.89 0.940 Strongly Agree
smart phone of my preferred smart phone
brand.
2. I always use the same brand. 3.86 1.035 Strongly Agree
3. This brand would be my first choice. 3.87 1.029 Strongly Agree

4. I’'m going to buy smart phone which has | 3.83 1.032 Strongly Agree

a famous brand name.

5. I think that smart phone which has a 3.74 1.105 Strongly Agree
famous brand name always has good

quality.

6. I’'m familiar with the specific brand of 3.97 0.999 Strongly Agree
smart phone which I have good experiment

with it.

(Continued)
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Brand Equity factors Mean Std. Interpretation
Deviation

7. The brand’s smart phone that I chose 3.90 1.035 Strongly Agree
uses less energy than other brands.
8. The brand’s smart phone that I chose is 3.96 1.005 Strongly Agree
really designed for the lifestyles of
different people.
9. I am proud to own a product of the smart | 3.95 1.010 Strongly Agree
phone brand that I chose.
10. In its status and style, this smart phone 3.95 1.010 Strongly Agree
brand that I chose matches my personality.
11. I can quickly recall the logo of this 4.00 1.007 Strongly Agree
smart phone brand that I chose.
12. T can use the trademark of the smart 3.99 1.015 Strongly Agree
phone brand that I chose to differentiate
this brand from other smart phone brands.
13. I know the smart phone brand that I 3.98 1.000 Strongly Agree
chose is highly innovative and has unique
patented technology.
14. I often see specialty stores of the smart | 3.98 1.023 Strongly Agree
phone brand that I chose.
Total 3.64 0.944 Strongly Agree

As per Table 4.3, the average score for Brand Equity factors is 3.64, with a

standard deviation of 0.944. The attribute with the highest mean value is "I can

quickly recall the logo of this smart phone brand that I chose" (Mean = 4.00, SD =

1.007). It can be observed that I will suggest my friends to buy the smart phone of my

preferred smart phone brand (Mean = 3.89, SD = 0.940), I always use the same brand
(Mean = 3.86, SD = 1.035), This brand would be my first choice (Mean = 3.87, SD =

1.029), I’'m going to buy smart phone which has a famous brand name (Mean = 3.83,
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SD = 1.032), I think that smart phone which has a famous brand name always has
good quality (Mean = 3.74, SD = 1.105), I’'m familiar with the specific brand of smart
phone which I have good experiment with it (Mean = 3.97, SD = 0.999), The brand’s
smart phone that I chose uses less natural energy than other brands (Mean = 3.90, SD
=1.035), The brand’s smart phone that I chose is really designed for the lifestyles of
different people (Mean = 3.96, SD = 1.005), [ am proud to own a product of the smart
phone brand that I chose (Mean = 3.95, SD = 1.010), In its status and style, this smart
phone brand that I chose matches my personality (Mean = 3.95, SD = 1.010), I can
use the trademark of the smart phone brand that I chose to differentiate this brand
from other smart phone brands (Mean = 3.99, SD = 1.015), I know the smart phone
brand that I chose is highly innovative and has unique patented technology (Mean =
3.98, SD = 1.000), I often see specialty stores of the smart phone brand that I chose
(Mean = 3.98, SD = 1.023).

4.4 Analysis of Brand Commitment factors
The subsequent table illustrates the analysis of Brand Commitment factors.
Mean values, standard deviations, and their interpretations are provided in Table 4.4

below.

Table 4.4: Mean and Standard Deviation of Brand Commitment factors.

Brand Commitment factors Mean Std. Interpretation
Deviation
1. The brand’s smart phone that I chose 3.93 0.952 Strongly Agree

provides effective solutions to customer

needs.

2. Customers can rely on the smart phone 4.04 0.905 Strongly Agree
brand that I chose to offer novel solutions

to their needs.

(Continued)
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Table 4.4 (Continued): Mean and Standard Deviation of Brand Commitment factors.

Brand Commitment factors Mean Std. Interpretation

Deviation

3. The brand’s smart phone that I chose has | 4.01 0.933 Strongly Agree
stronger and more unique innovation
capabilities than other smart phone brands

to attract more customers.

4. The smart phone brand that I chose pays | 4.07 0.884 Strongly Agree
attention to the problems encountered by

every customer.

5. The smart phone brand that I chose is 3.95 1.000 Strongly Agree
famous for its attentiveness to customer

needs.

6. The smart phone brand that I chose 3.96 1.012 Strongly Agree

means a great deal to me.

7.1 cannot imagine life without the smart 2.73 1.389 Moderate Agree
phone brand that I chose.

8. The smart phone brand that I chose is 3.90 1.053 Strongly Agree

one of the best things in my life.

9. I consider the smart phone brand that | 3.92 1.040 Strongly Agree

chose as a socially responsible brand.

10. This smart phone brand that I chose is 3.92 1.023 Strongly Agree
more beneficial to society’s welfare than

other smart phone brands.

11. The smart phone brand that I chose 3.90 1.041 Strongly Agree
often sponsors or organizes social welfare

activities.

Total 3.85 1.021 Strongly Agree

Based on Table 4.4, the comprehensive mean of Brand Commitment factors

stands at 3.85, with a standard deviation of 1.021. The highest mean value
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corresponds to the statement "The smartphone brand that I chose pays attention to the
problems encountered by every customer" (Mean =4.07, SD = 0.884). The brand’s
smart phone that I chose provides effective solutions to customer needs (Mean =
3.93, SD = 0.952), Customers can rely on the smart phone brand that I chose to offer
novel solutions to their needs (Mean = 4.04, SD = 0.905), The brand’s smart phone
that I chose has stronger and more unique innovation capabilities than other smart
phone brands to attract more customers (Mean =4.01, SD = 0.933), The smart phone
brand that I chose is famous for its attentiveness to customer needs (Mean = 3.95, SD
=1.000), The smart phone brand that I chose means a great deal to me (Mean = 3.96,
SD =1.012), I cannot imagine life without the smart phone brand that I chose (Mean
=2.73, SD = 1.389), The smart phone brand that I chose is one of the best things in
my life (Mean = 3.90, SD = 1.053), I consider the smart phone brand that I chose as a
socially responsible brand (Mean = 3.92, SD = 1.040), This smart phone brand that I
chose is more beneficial to society’s welfare than other smart phone brands (Mean =
3.92, SD = 1.023), The smart phone brand that I chose often sponsors or organizes
social welfare activities (Mean = 3.90, SD = 1.041).

4.5 Analysis of Customer Loyalty factors
The subsequent table displays the analysis of customer loyalty factors. It

provides the mean, standard deviation, and their interpretations in Table 4.5 below.

Table 4.5: Mean and Standard Deviation of Customer Loyalty factors.

Customer Loyalty factors Mean Std. Interpretation

Deviation

1. Even if other smart phone brands have 3.68 1.046 Strongly Agree
similar characteristics, I would prefer the

smart phone brand that I chose.

(Continued)



Table 4.5 (Continued): Mean and Standard Deviation of Customer Loyalty factors.

46

Customer Loyalty factors Mean Std. Interpretation
Deviation

2. Even if other smart phone brands have 3.52 1.090 Strongly Agree
benefits that were similar to the smart
phone brand that I chose, I would prefer
my chosen brand instead.
3. I keep using the same smart phone brand | 3.96 1.019 Strongly Agree
for a long time.
4. I would like to recommend my friends 3.95 1.010 Strongly Agree
and family to use this brand’s products.
5. I consider to keep using the smart phone | 3.98 1.006 Strongly Agree
brand I’ve been using in the future.
6. If I need to buy a new smart phone, the 3.97 1.010 Strongly Agree
smart phone brand I’ve been using would
be my first choice.
7. I’'m always satisfied with the product 3.97 1.006 Strongly Agree
and service of the smart phone brand I've
been using.
Total 3.86 1.027 Strongly Agree

As per Table 4.5, the collective mean of Customer Loyalty factors stands at

3.86 with a standard deviation of 1.027. Notably, the highest mean value is attributed

to the statement "I consider to keep using the smart phone brand I’ve been using in

the future" (Mean = 3.98, SD = 1.006). Even if other smart phone brands have similar

characteristics, [ would prefer the smart phone brand that I chose (Mean = 3.68, SD =

1.046), Even if other smart phone brands have benefits that were similar to the smart

phone brand that I chose, I would prefer my chosen brand instead (Mean = 3.52, SD

=1.090), I keep using the same smart phone brand for a long time (Mean = 3.96, SD

=1.019), I would like to recommend my friends and family to use this brand’s

products (Mean = 3.95, SD = 1.010), If I need to buy a new smart phone, the smart
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phone brand I’ve been using would be my first choice (Mean = 3.97, SD = 1.010),
I’'m always satisfied with the product and service of the smart phone brand I’ve been

using (Mean = 3.97, SD = 1.006).

4.6 Analysis of impact of customer satisfaction, brand equity, brand commitment
on customer loyalty

This section of the study delves into the examination of the relationship
among the independent variables: customer satisfaction, brand equity, and brand
commitment, alongside the dependent variable, customer loyalty. Employing
inferential statistics, specifically Multiple Linear Regression, the statistical analysis

was conducted to decipher the data. The findings are detailed as follows:

Table 4.6: Model Summary

Model R R Square Adjusted R Std. Error of
Square the Estimate
1 658 433 429 42376

a. Predictors: (Constant), Brand Commitment, Customer Satisfaction, Brand Equity

b. Dependent Variable: Customer Loyalty

Table 4.7: ANOVA

Sum of df Mean F Sig.
Squares Square
Regression 54.312 3 18.104 100.817 <.001°
Residual 71.111 396 .180
Total 125.423 399

a. Dependent Variable: Customer Loyalty

b. Predictors: (Constant), Brand Commitment, Customer Satisfaction, Brand Equity
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Customer Loyalty
Customer Satisfaction Pearson Correlation 496
Sig. (1- tailed) <.001
Brand Equity Pearson Correlation .570
Sig. (1- tailed) <.001
Brand Commitment Pearson Correlation 502
Sig. (1- tailed) <.001
Table 4.9: Coefficients
Model Unstandardized | Coefficients | Standardized t Sig.
B Std. Error | Coefficients
Beta
(Constant) 358 206 1.742 .082
Customer 267 .044 264 6.114 <.001
Satisfaction
Brand 407 .052 358 7.783 <.001
Equity
Brand 237 .057 195 4.182 <.001
Commitment

a. Dependent Variable: Customer Loyalty

Table 4.6 revealed an R square value of 0.433, indicating that the three

independent variables can account for 43.3% of the variability in the dependent

variable.

Following this, the results of the ANOVA test in Table 4.7 exhibit an F value
of 100.817, with a significance level of <0.001, which is less than 0.05. This suggests

a statistically significant association between the independent and dependent

variables.
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In Table 4.8, the correlation coefficients between customer satisfaction, brand
equity, brand commitment, and customer loyalty are presented. The correlation
between customer satisfaction and customer loyalty (r=0.496; p<0.05) indicates a
significant and positively moderate relationship between these variables. Similarly,
the correlation between brand equity and customer loyalty (r=0.570; p<0.05) signifies
a positive and moderately significant relationship. Lastly, the correlation between
brand commitment and customer loyalty (r=0.502; p<0.05) illustrates a significant
and moderate positive relationship.

The coefficient analysis, as depicted in Table 4.9, delves into the relationship
between independent and dependent variables.

First, the significance value of <0.001, which is less than 0.05, indicates
acceptance of H1. The coefficient between the independent variable Customer
Satisfaction and the dependent variable Customer Loyalty is 0.264. This suggests that
higher levels of Customer Satisfaction correspond to higher levels of Customer
Loyalty. Therefore, Hypothesis 1 is supported: Customer satisfaction influences
customer loyalty.

Subsequently, with a significance value of <0.001 (less than 0.05), H2 is
accepted. The coefficient between the independent variable Brand Equity and the
dependent variable Customer Loyalty is 0.358. This indicates that higher Brand
Equity leads to higher Customer Loyalty. Thus, Hypothesis 2 is validated: Brand
Equity influences customer loyalty.

Lastly, with a significance value of <0.001 (less than 0.05), H3 is accepted.
The coefficient between the independent variable Brand Commitment and the
dependent variable Customer Loyalty is 0.195. This implies that higher Brand
Commitment corresponds to higher Customer Loyalty. Therefore, Hypothesis 3 is
confirmed: Brand Commitment influences customer loyalty.

The results of the preceding analysis are summarized using the regression
equation model as follows:

y=a+ bixi + baxz + bsxs

Where: y = Customer Loyalty

a = Constant

b = Coefficients
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x1 = Customer Satisfaction
x2 = Brand Equity

x3 = Brand Commitment

Customer Loyalty = .358 +.267 Customer Satisfaction + .407 Brand Equity +
.237 Brand Commitment

In summary, when analyzing customer loyalty in relation to customer
satisfaction, brand equity, and brand commitment, all the explanatory variables
positively influence it. Notably, brand equity emerges as the most influential factor

among the other variables.

4.7 Results of the Hypothesis testing

The summary of hypothesis testing is as follows:

Table 4.10: Summary of the Hypothesis Testing

Hypothesis Result
Hi: Customer Satisfaction influences on Customer Loyalty. Accepted
Hb»: Brand Equity influences on Customer Loyalty. Accepted
Hs: Brand Commitment influences on Customer Loyalty. Accepted

Table 4.10 provides a summary of the hypotheses results. As indicated in the
table, all hypotheses regarding the influence of customer satisfaction on customer
loyalty, brand equity on customer loyalty, and brand commitment on customer

loyalty are accepted.
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CHAPTER 5
SUMMARY, CONCLUSION AND DISSCUSION

This part is the final chapter of the paper. The research has been through all
stages to present a picture of the market of smartphone brands in Bangkok by analyzing
the interrelationship among customer satisfaction, brand equity, brand commitment and
customer loyalty. The paper will present the findings following as the structure of four
elements:

5.1 Summary and Conclusion

5.2 Discussion

5.3 Recommendations for Further Application

5.4 Recommendations for Future Research

5.1 Summary and Conclusion

5.1.1 General Information

The majority of survey participants are female, aged between 18 and 30 years
old, and married. Additionally, most respondents have a high school diploma as their
educational background. And most have a monthly income of 20,000-40,000 Baht, 6-
10 years working experience. The highest proportion of occupation is private
employee. Most respondents changed their smartphones only once in more than two
years, the smartphone brand that they prefer is Apple.

5.1.2 Customer Satisfaction

The results indicated that respondents strongly agreed with the Customer
Satisfaction variable.

5.1.3 Brand Equity

Overall, the respondents strongly agreed with the Brand Equity variable based
on the results.

5.1.4 Brand Commitment

According to the results, most of the respondents strongly agreed with the
Brand Commitment variable.

5.1.5 Brand Loyalty

Based on the results, most of the respondents strongly agreed with the Brand
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Loyalty variable.

5.1.6 Hypotheses Results

There were three hypotheses proposed in this study:

Hypothesis 1: Customer Satisfaction influences on Customer Loyalty.

The data analysis reveals that Customer Satisfaction significantly influences
Customer Loyalty towards smartphone brands. Factors such as Perceived Quality,
Perceived Value, and Customer Expectation play crucial roles in determining
consumers' choice of a particular smartphone brand. Consequently, Customer
Satisfaction emerges as a key driver of Customer Loyalty for smartphone brands.

Hypothesis 2: Brand Equity influences on Customer Loyalty.

Brand Equity also demonstrates a substantial impact on Customer Loyalty for
smartphone brands. Aspects like Brand Loyalty, Name Awareness, Perceived Quality,
Perceived Associations, and Other Proprietary Brand Assets are pivotal in shaping
consumers' preference for a specific smartphone brand. Hence, Brand Equity
significantly influences Customer Loyalty in the smartphone market.

Hypothesis 3: Brand Commitment influences on Customer Loyalty.

Brand Commitment proves to be a significant determinant of Customer
Loyalty for smartphone brands. Factors such as Brand Innovativeness, Brand
Customer Orientation, Brand Self-Relevance, and Brand Social Responsibility
contribute to consumers' decision-making process when choosing a smartphone brand.
Consequently, Brand Commitment plays a crucial role in influencing Customer

Loyalty in the smartphone industry.

5.2 Discussion

The primary aim of this research is to identify the factors that influence
Customer Loyalty for smartphone brands. The researcher has summarized the
analyzed results to align them with relevant concepts and theories, as well as
incorporating related research for discussion. The findings are as follows:

(1) To study factors of Customer Satisfaction influencing to Customer Loyalty
for smartphone brand.

In line with the findings of this study, the Customer Satisfaction variable

demonstrates a positive impact on Customer Loyalty for smartphone brands.
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(2) To study factors of Brand Equity influencing Customer Loyalty for
smartphone brand.

In line with the findings of this study, the Brand Equity variable demonstrates
a positive impact on Customer Loyalty for smartphone brand.

(3) To study factors of Brand Commitment influencing Customer Loyalty for
smartphone brand.

In line with the findings of this study, the Brand Commitment variable
demonstrates a positive impact on Customer Loyalty for smartphone brand.

Following the results of the hypothesis test, the subsequent findings are
compared with those of previous studies.

Hypothesis 1: Customer Satisfaction influences on Customer Loyalty was
accepted. Hence, this outcome closely mirrors the findings of the Customer
Satisfaction Index (ACSI) by Anderson & Fornell (2000). They found that satisfied
customers are more likely to exhibit behaviors such as repeat purchasing, positive
word-of-mouth recommendations, and resistance to competitors' offerings. In other
words, when customers are satisfied with a product or service, they are more inclined
to continue doing business with the company and may even become advocates for the
brand. This paper followed the theoretical framework of the ACSI and designed a
questionnaire survey on Perceived Quality, Perceived Value, and Customer
Expectation, aiming to understand the impact of these three factors on the local
smartphone market in Bangkok, Thailand. The results indicated that these three
factors influence customer satisfaction. From Chapter Four of this paper, we learned
that the correlation coefficient between customer satisfaction and customer loyalty is
0.267, meaning that every unit change in customer satisfaction leads to a 26.7%
increase in customer loyalty. And Wang's study in 2022 further suggests that
customer satisfaction, influenced by customer expectations, perceived quality, and
perceived value, is pivotal. Additionally, customer satisfaction plays a key role in
determining customer complaints and eventual customer loyalty.

Hypothesis 2: Brand Equity influences on Customer Loyalty was accepted.
This finding aligns closely with Aaker's (1991) Brand Equity model. Regarding the
relationship between brand equity and customer loyalty, Aaker's research highlights

that strong brand equity can lead to greater customer loyalty. When customers
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perceive a brand positively and develop strong associations with it, they are more
likely to exhibit behaviors such as repeat purchasing, brand advocacy, and resistance
to switching to competing brands. This loyalty contributes to the long-term success
and profitability of the brand. This paper followed Aaker's brand equity theory
framework and designed a questionnaire survey on five dimensions: Brand Loyalty,
Name Awareness, Perceived Quality, Brand Associations, and Other Proprietary
Brand Assets, aiming to understand the impact of these factors on the local
smartphone market in Bangkok, Thailand. The results indicated that these five factors
influence brand equity. From Chapter Four of this paper, we learned that the
correlation coefficient between brand equity and customer loyalty is 0.407, meaning
that every unit change in brand equity leads to a 40.7% increase in customer loyalty.
Hypothesis 3: Brand Commitment influences on Customer Loyalty was
accepted. This outcome aligns with Eisingerich & Rubera (2010)'s research on Brand
Commitment structure comprising four elements: Brand Innovativeness, Brand
Customer Orientation, Brand Self-relevance, and Brand Social Responsibility. One of
the findings of their research is that brand commitment positively influences customer
loyalty. When consumers are committed to a brand, they are more likely to exhibit
behaviors such as repeat purchasing, positive word-of-mouth recommendations, and
resistance to switching to competing brands. This paper followed Eisingerich and
Rubera's brand commitment structure and designed a questionnaire survey on four
dimensions: Brand Innovativeness, Brand Customer Orientation, Brand Self-
relevance, and Brand Social Responsibility, aiming to understand the impact of these
factors on the local smartphone market in Bangkok, Thailand. The results indicated
that these four factors influence brand commitment. From Chapter Four of this paper,
we learned that the correlation coefficient between brand commitment and customer
loyalty is 0.237, meaning that every unit change in brand commitment leads to a
23.7% increase in customer loyalty. Additionally, Ilicic & Webster (2014)
emphasized the significance of brand commitment in the literature, acknowledging its

role as a significant predictor of purchase intentions.

5.3 Recommendations for Further Application

The research provides businesses and relevant individuals in smartphone
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industry and market with the following suggestions based on the findings. The
findings emphasizing how different kinds of factors affect customers' choice and
loyalty to smartphone in today's era, and businesses must keep up with them to
survive in a high competition market.

Regarding the customer satisfaction, according to Customer Satisfaction Index
ACSI theory, customers tend to have better satisfaction when the perceived quality,
perceived value and customer expectation for a smartphone product have been met by
the smartphone brand. Hence, smartphone manufacturers should prioritize enhancing
perceived quality, perceived value, and meeting customer expectations to encourage
customers to choose their products.

Regarding brand equity, according to Aaker's model, it encompasses five
dimensions: brand loyalty, name awareness, perceived quality, brand associations,
and other proprietary brand assets. The study's findings indicate that brand equity is
the most influential factor among all three hypotheses. This suggests that consumers
place significant importance on smartphone brands. Consumers possess a certain level
of knowledge about global smartphone brands, including logos, images, and quality.
Therefore, businesses should develop strategies focused on enhancing loyalty levels,
such as offering competitive prices or exclusive benefits tied to engagement levels.

In terms of brand commitment, customers' purchase intentions are influenced
by four elements: brand innovativeness, brand customer orientation, brand self-
relevance, and brand social responsibility. Consequently, businesses should prioritize
brand development, influence, and adaptability based on their customers' needs and
desires. To succeed in the long term, companies must not only focus on their business
operations but also conduct extensive research on customer preferences, complaints,
and inquiries.

By improving the aforementioned factors, the smartphone industry can

enhance customer loyalty towards its products.

5.4 Recommendations for Future Research
(1) This study concentrates on the Bangkok market. Thus, future research
could broaden its scope by including other populations and varying sample sizes in

different locations across Thailand or in additional countries.
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(2) While this study employed a quantitative approach, potential researchers
may opt for a qualitative approach in the future to gain a deeper understanding of
participants' actions and explore open-ended processes.

(3) Future research can examine customer loyalty toward smartphone brands
in Thailand by different variables or other models, such as examining the impact of

independent variables via a mediator factor on customer loyalty.
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APPENDIX

Online Questionnaire

Title: Customer Satisfaction, Brand Equity and Brand Commitment Influencing

Customer Loyalty for Smartphone Brand in Bangkok.

This survey research was aimed to comprehend the impact of Customer
Satisfaction, Brand Equity, and Brand Commitment Factors Towards Customers
Loyalty. This study is a part BA715: Independent Study, Graduate School at Bangkok
University. The information provided will be treated highly confidential and will be

used solely for the purpose of academic resources.

Thank you very much for your kind cooperation.

Part 1: General Questions

Directions: Please choose (V') the answer that matches your information.

1. Living area:
[ Bangkok
A Other cities in Thailand

2. Gender:
d Male
[ Female
A Other

3. Age:

18-30 years old
31-40 years old
41-50 years old
Above 50 years old

[ W Wy



4. Marital Status:

a

oo ddod

Married
Unmarried
Widowed
Divorced
Separated
Other

5. Education Background:

Q
Q
a
a

Less than high school degree
High school diploma
Bachelor’s degree

Master’s degree or above

6. Monthly Income:

Q
Q
a
a
Q

No income

Under 20,000 Baht

20,000-40,000 Baht
40,001-80,000 Baht
Above 80,000 Baht

7. Total working years:

a

oo ddod

No working experience
Under 1 year

1-5 years

6-10 years

11-15 years

Above 15 years
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8. Occupation:
d Student
Government employee
Private employee
Business owner/ Entrepreneur

Unemployed

oo ddod

Other (Please specify...... )

9. How often do you change your phone:
(d Within half a year
d Within one year
d One to two years
4 More than two years

[ Other

10. Which brand of mobile phone do you prefer:
[ Apple
[ Samsung
[ Xiaomi
d VIVO, OPPO & Realme
[ Other brands (Such as Sony, LG, Motorola or Nokia etc.)

Part 2: Measurements of Customer Satisfaction Factor

Direction: Please rate the following statements by inserting number 1-5 to represent
your opinion.

(1 = Least Agree, 2 = Slightly Agree, 3 = Moderate Agree, 4 = Strongly Agree, 5
= Completely Agree)
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Customer Satisfaction

Perceived Quality

1. I satisfied with the good safety system of my preferred

smart phone brand.

2. I satisfied with the energy saving function of my preferred

smart phone brand.

3. I satisfied with the durability of my preferred smart phone
brand.

Perceived Value

4. 1 satisfied with the feature-need match of my preferred

smart phone brand.

5. I satisfied with the product user experience of my preferred

smart phone brand.

Customer Expectation

6. My preferred smart phone brand meets my expectation of

communication needs in daily life.

7. My preferred smart phone brand meets my expectation

of light office needs.

8. My preferred smart phone brand meets my expectation of

daily entertainment needs.

Part 3: Measurements of Brand Equity Factor

Direction: Please rate the following statements by inserting number 1-5 to represent

your opinion.

(1 = Least Agree, 2 = Slightly Agree, 3 = Moderate Agree, 4 = Strongly Agree, 5

= Completely Agree)

Brand Equity

Brand Loyalty

1. I will suggest my friends to buy the smart phone of my

preferred smart phone brand.
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Brand Equity

2. I always use the same brand.

3. This brand would be my first choice.

Name Awareness

4. I’'m going to buy smart phone which has a famous brand

name.

5. I think that smart phone which has a famous brand name

always has good quality.

6. I’'m familiar with the specific brand of smart phone which

I have good experiment with it.

Perceived Quality

7. The brand’s smart phone that I chose uses less energy than

other brands.

8. The brand’s smart phone that I chose is really designed for
the lifestyles of different people.

Brand Associations

9. I am proud to own a product of the smart phone brand that

I chose.

10. In its status and style, this smart phone brand that I chose

matches my personality.

11. I can quickly recall the logo of this smart phone brand
that I chose.

Other Proprietary Brand Assets

12. I can use the trademark of the smart phone brand that I
chose to differentiate this brand from other smart phone

brands.

13. I know the smart phone brand that I chose is highly

innovative and has unique patented technology.

14. T often see specialty stores of the smart phone brand that

I chose.




Part 4: Measurements of Brand Commitment Factors

Direction: Please rate the following statements by inserting number 1-5 to represent

your opinion.

(1 = Least Agree, 2 = Slightly Agree, 3 = Moderate Agree, 4 = Strongly Agree, 5

= Completely Agree)
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Brand Commitment

Brand Innovativeness

1. The brand’s smart phone that I chose provides effective

solutions to customer needs.

2. Customers can rely on the smart phone brand that I chose

to offer novel solutions to their needs.

3. The brand’s smart phone that I chose has stronger and
more unique innovation capabilities than other smart

phone brands to attract more customers.

Brand Customer Orientation

4. The smart phone brand that I chose pays attention to

the problems encountered by every customer.

5. The smart phone brand that I chose is famous for its

attentiveness to customer needs.

Brand Self-Relevance

6. The smart phone brand that I chose means a great deal to

me.

7. I cannot imagine life without the smart phone brand that |

chose.

8. The smart phone brand that I chose is one of the best
things in my life.

Brand Social Responsibility

9. I consider the smart phone brand that I chose as a socially

responsible brand.
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Brand Commitment

10. This smart phone brand that I chose is more beneficial to

society’s welfare than other smart phone brands.

11. The smart phone brand that I chose often sponsors or

organizes social welfare activities.

Part 5: Measurements of Customer Loyalty

Direction: Please rate the following statements by inserting number 1-5 to represent

your opinion.

(1 = Least Agree, 2 = Slightly Agree, 3 = Moderate Agree, 4 = Strongly Agree, 5

= Completely Agree)

Customer Loyalty

Behavioural Loyalty

1. Even if other smart phone brands have similar
characteristics, [ would prefer the smart phone brand that [

chose.

2. Even if other smart phone brands have benefits that were
similar to the smart phone brand that I chose, I would

prefer my chosen brand instead.

3. I keep using the same smart phone brand for a long time.

4. I would like to recommend my friends and family to

use this brand’s products.

Attitudinal Loyalty

5. I consider to keep using the smart phone brand I’ve been

using in the future.

6. If I need to buy a new smart phone, the smart phone brand

I’ve been using would be my first choice.

7. I’'m always satisfied with the product and service of

the smart phone brand I’ve been using.




Part 6: Comments & suggestions

80

End of Questionnaire. Thank you for your time!
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APPENDIX
STATISTICAL OUTPUT
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Regression
Model 3ummaryb
Change Statistics
Adjusted R Std. Error of the R Square
Model R R Square Square Estimate Change F Change df1
1 6587 433 429 42376 433 100.817
Model Summary®
Change Statistics
Model df2 Sig. F Change
1 396 <.001
a. Predictors: (Constant), BrandCommitment, CustomerSatisfaction, BrandEquity
b. Dependent Variable: CustomerLoyalty
ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 54.312 3 18.104  100.817 <.001°
_Residual 71.111 396 180
Total 125.423 399
a. Dependent Variable: CustomerLoyalty
b. Predictors: (Constant), BrandCommitment, CustomerSatisfaction, BrandEquity
Coefficients
Coefficients®
Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) .358 .206 1.742 .082
CustomerSatisfaction .267 044 .264 6.114 <.001
BrandEquity 407 .052 .358 7.783 <.001
BrandCommitment .237 .057 195 4182 <.001

a. Dependent Variable: CustomerLoyalty



**. Correlation is significant at the 0.01 level (1-tailed).

Correlations
Correlations
CustomerSatisfa BrandCommitm
ction BrandEquity ent
CustomerSatisfaction  Pearson Correlation 1 408" 437"
Sig. (1-tailed) <.001 <.001
N 400 400 400
BrandEquity Pearson Correlation 408" 1| 534"
Sig. (1-tailed) <001 <001
N 400 400 400
BrandCommitment Pearson Correlation 437" 534" 1
Sig. (1-tailed) <.001 <.001 _
N 400 400 400
CustomerLoyalty Pearson Correlation 496" 570" 502"
Sig. (1-tailed) <.001 <.001 <.001
N 400 400 400
Correlations
CustomerLoyalt
y
CustomerSatisfaction ~ Pearson Correlation 496"
Sig. (1-tailed) <.001
N 400
BrandEquity Pearson Correlation 570"
Sig. (1-tailed) <.001
N 400
BrandCommitment Pearson Correlation 502"
Sig. (1-tailed) <.001
N 400
CustomerLoyalty Pearson Correlation 1
Sig. (1-tailed)
N 400
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