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a 9
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Pearce (1997 o1alu U518l guasny Inena, 2542) nd1i1 mangnAlingdAnssy
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Purchase Pattern Category Brand Purchase Sequence

1. Undivided Brand Loyalty AA A A A A AAAA
2. Brand Loyalty/Occasional Switch A A A B A A C A A D
3. Brand Loyalty/Switch A A A A A B B B B B
4. Divided Brand Loyalty AA B A B B A A B B
5. Brand Indifference AB CDEF GH I

1. Undivided Brand Loyalty
ﬂ = a Y AY a 491 a Y a Y A A |dy
Wuanunnareas1@audAINAus Innvededuansiauduaed Taod lidoe

Y

a

asaudrouas uadlull1denluanuasa

2. Brand Loyalty with an Occasional Switch
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U
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3. Brand Loyalty Switches
[ =~ = a a A 1w a
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5. Brand Indifference
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Y
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9
AINDN WINAAT (2547) @UeR M UIUANUANAREATIAUAT IABWAIL LA

11910 The Loyalty Pyramid of Consumers wes Aaker (1991 8141u AN WINaA3,

be

2547) '1Adail

Conu Buyers

Friend to Brangs

Satizgtied Buyers

No Reagzon to Change

No Brand Loyalty

v Y
MUN 1 uuUSaesdduTuANNSNAdeAI 1A UM

M - ANy 19Aads (2547)



16

1. No Brand Loyalty
v Y 1
dusTnaluszavil vzlinganssudeaum laoldouasidud lduuwsiz

1 ] a 9 12 1 o A I a ¥ A aa ' a
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3. Satisfied Buyers
Aus Inaluszaviiezddanit mndeuaou i 1das1dud1oundl viia

=S

Y 4 = 9 Ay = A v ) ) A
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Y 9 = [ A A a a (% [ 9
HIOAUNUATUANUITY 1FU ANMFIINNAINMTUTMITHAIN TV 1T UAU

q
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U
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9819 lsna anuiansuveuluaidumerndsunlacly1d e
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5. Committed Buyers
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A a 9 . = o P & v &
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9
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Hawkins and Coney (2001 81911 Dany Funaw, 2546) lana1dni Wnmsnaia
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[
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Sruauasilumsdedivesdusina e ldlidiauenusinisiannuanadeasduaidie
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ANuinAnensIdUA Nz FoTUMATIANAAADAY 5 ATe  Tucker (cited in Assael, 1995)
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Y k4 v
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