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This thesis investigates factors influencing brand loyalty by means of a
case study of sausage products purchased by consumers in Bangkok
Metropolis.

The sample population was comprised of 400 subjects who were
sausage consumers. The instrument of research was a questionnaire couched
at a level of reliability ranging from 0.752 to 0.879.

Using techniques of descriptive statistics, the researcher analyzed the
data collected and thereupon applied the structural equation modeling (SEM)
method to determine causal influences between factors.

Findings are as follows:

Most of the respondents were females with the highest age group

comprised of respondents between the ages of thirty and thirty-nine and the

lowest age group comprised of respondents who were less than twenty years
of age. Most of the respondents were married and had a monthly income
between 10,000 and 15,000 baht.

During the period of two to three months of concern to the researcher,
the CP brand was the brand most frequently purchased. Next, in descending
order of frequency of purchase of the brands of sausage being compared was
One Pig brand with the bottom ranked brand being Two Pigs.

The researcher determined that the factors directly influencing the
brand loyalty evinced by these purchasers of sausage under study were

product image, brand trust, brand satisfaction, and brand reputation.





