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The objective of this thesis was to measure consumer's brand loyalty and differences in
buying behavior and attitude between high and low loyalty group of consumers for The Pizza
Company and Pizza Hut in Chiang Mai. The samples were 400 pizza consumers, divided with
quota into 5 age ranges: 32 children of 9-12 years old; 84 teenagers of 13-22 years old; 2
working sample groups, namely 145 working people of 23-35 years old and 108 people of 36-50;
and 31 elderly of 51-55 years old. They were asked to evaluate marketing factors on a
questionnaire tested by 2 experts for its validity and its Cronbach’s Alpha coefficient was 0.9395
for its reliability.

The results from this research, analyzed with frequency, percentage, mean, Chi-Square
and T-Test by Windows’ SPSS program, were as follows.

1. The reliability of the measurement of brand loyalty for food products in Chiang Mai
was 0.9453, including 8 measurement points. Brand loyalty was divided into 2 main categories:

1.1 Behavioral loyalty measurements consisted of price until switching, brand
allegiance, price elasticity and shares of category.
1.2 Attitudinal loyalty measurements consisted of attitude towards the loyal act,

brand preference, verbal probability, and attitude towards brand.
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2. From this research found that, most of pizza consumérs in Chiang Mai were brand
loyalty in medium level and could be divided into 3 groups according to their level of brand
loyalty: 26.00 % of customers with high level of loyalty, 64-25 % of customers with medium
level of brand loyalty, and 9.75 % of customers with low level of brand loyalty. The difference
among these groups was proved to be statistically significant. Additionally, it was found that

2.1. The result from analyzing brand loyalty in terms of gender, marital status, age,
education level, career type, income, and expenditure per consumption showed that only those
with age between 51 and 55 years old, and income between 30,001 and 40,000 Baht income
posses high level of brand loyalty. The other groups fell within the range of medium loyalty
level,

2.2 The study on factors, which determine level of brand loyalty, showed that
gender, marital status, age, education level, career type, and income had significant influences on
loyalty level. However,. expenditure per consumption did not have significant impact on loyalty
level.

3. The difference in behavior and attitude of high loyalty consumers and those of low
loyalty consumers was significant. Additionally, it was found that

3.1 For the difference in behavior and attitude of consumers with high level of brand
loyalty who preferred only one brand and those who preferred two brands was significant.

3.2 For those who showed low level of brand loyalty, the difference between those
who preferred only one brand and those who preferred two brands was not significant.

3.3 The respond from both customers with high and low levels of brand loyalty
towards sales promotion was not different; for both groups, the promotion "buy one, get one

free" affected the most on their switching to the brand they didn’t normally preferred.





