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ABSTRACT
176506

The objectives of this research were (1) to study the personality and brand
loyalty to facial care products of female consumers (2) to study the relationships
among the five-factor model of personality, namely; neuroticism, extraversion,
openness to experience, agreeableness, and conscientiousness and brand loyalty to
facial care products of female consumers (3) to analyze the five-factor model of
personality in predictability of brand loyalty to facial care products in female
consumers in Amphoe Mueang, Changwat Chiang Mai

A correlational research design was used. The sample in this research
included 404 female consumers of the facial care products, who were 21 years old or
more and lived in Amphoe Mueang, Changwat Chiang Mai. Three measuring
instruments were used in this research : a demographic questionnaire, brand loyalty
scale and the five-factor inventory (NEO - FFI). Data were analyzed by using
statistical procedures including descriptive statistics, Pearson’s product moment
correlation coefficient and stepwise multiple regression analysis.

The results of this research were as follows :

1. Some factors of personality were significantly related to brand loyalty

to facial care products of female consumers : neuroticism was negatively related at

the 0.05 level of significance, while extraversion, agreeableness and
conscientiousness were positively related at the 0.01, 0.05 and 0.01 level of
significance, respectively. Nevertheless, there was no correlation between openness to
experience and brand loyalty.

2. Conscientiousness and extraversion were the personality factors that
jointly predicted brand loyalty to facial care products of female consumers at the 0.05

level of significance.



