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The Marketing Factors Effecting Truck Buyer’s Loyalty

in the Southern Bordered Provincial Cluster
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Abstract

The objectives of this research
were to Examine marketing factors
affecting the loyalty of truck users in the
cluster of southern bordered cluster. The
number of 147 customers from Narathiwas,
Pattani, Yala, Satul and Songkhla
provinces were the sample group in the
research. A simple random sampling
by a questionnaire was conducted
separately in each province. The
questionnaire was divided into two parts,
-the marketing factor and the loyalty. The
questionnaire’s reliability was 0.958. The
average, standard deviation, percentage,
confirmatory element analysis and causal
the

marketing factors and the loyalty were

correlation analysis between
used as statistics. The processed statistical
program was also used to examine the
discrepancy of the structural equation
model hypothesis and the empirical
evidences.

The research revealed that the

overall of marketing factors in the most
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significant level included the product,
price, service, channel of distribution and
the promotion. The overall loyalty was in
the most significant level, including a
perception, attitude, satisfaction and
the customer relationship. The result
of a confirmatory element analysis
disclosed that all five elements, which
described the marketing factors, included
a promotion, service, channel of
distribution, price and product. The path
co-efficiency was 0.85, 0.79, 074, 056 and
0.40. And the result of a confirmatory
element analysis of the loyalty comprised
an attitude, satisfaction, customer
relationship and understanding with the
path co-efficiency of 0.75, 075, 0.64 and
0.51. The result of the causal correlation
analysis between the marketing factors
the to gain

an equation relation as... Z (loyalty) = .67

and loyalty showed

Z (Marketing factor)
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