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This research aims to study book publishers’ and authors’ brand loyalty in adolescents for
publisher’s brand building. There are two independent variables which are self concept and
purchasing criteria and another dependent variable which is book publishers’ and authors’ brand
loyalty in adolescents. The measurement of self concept in this study is Assael’s self conéept
(1981). The purchasing criteria in this study come from “Quality from the consumer’s perspective”
of Garvin (1984). The measurement df brand loyalty in this study is Raju measurement which
includes seven questions. The sample group consists of 400 adolescents who reside in Bangkok
metropolitan area. Questionnaire was used as the data collection instrument. Statistics used for the
analysis include percentage, mean, ranking, and Pearson correlation. The findings reveal the
following. There are 20 percent of adolescents who loyal to book publishers. They have self concept
which includes thrifty, hard-working, careful, modern, neat, religious, warm, successful, intelligent
and confident. They use purchasing criteria which includes features, reliability, durability,
serviceability, aesthetics and price. However, there are 23 percent of adolescents who loyal to
authors. They have self concept which includes thrifty, hard-working, careful, neat, religious, and
successful. They use purchasing criteria which includes features, reliability, durability,
serviceability, other perceptions and price. On the other hand, the adolescents who loyal to book

publishers or authors, do not use performance or gist to be their purchasing criteria.





