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Causal Factor Influencing Online Customer Loyalty in Thailand

Pongsan Tanyong*, Patcharakan Nimitsadikul*

Abstract

The objectives of this research article are; 1) study the causal factors influencing
online customer loyalty in Thailand, and 2) study the guidelines for building online customer
loyalty in Thailand.

This research utilizes a mixed method methodology, including a quantitative
research study conducted with a sample size of 433 online shopping consumers in Thailand,
employing a quota random sampling method. Data collection was facilitated through the
use of a questionnaire, and the data were analyzed using basic and reference statistics. For
the qualitative research component, 10 online business operators were selected as key
informants. The interview form was employed as a tool for data collection and subsequent
content analysis. The findings are as follows: 1) Brand equity perception has a direct
influence on customer loyalty and indirectly influences customer loyalty through trust. 2)
Guidelines for building customer loyalty include various aspects of brand equity perception.
Entrepreneurs should create awareness that the products offered on the online business
platform are of good quality and suitable for the price. Building credibility can be achieved
by developing new products, providing transparent information, and establishing a strong
brand reputation. Trust can be built by creating a positive customer experience, exceeding
customer expectations with each order, maintaining honesty in transactions and payments,
and fostering confidence in product usage through customer reviews and effective
promotional techniques. The findings from this research will benefit online entrepreneurs
in Thailand by providing insights and strategies for developing loyalty through brand

awareness and trust.
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