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This résearch was aimed to examine: (1) brand loyalty scores at various
product involvement levels, (2) marketing factors influencing brand loyalty at various
product involvement levels, ?nd (3) relationship between brand loyalty and the
marketing fac’gors. Survey method was used to collect data from males and females,
aged 20 - 45 years old living in Bangkok. By using the multi-stage sampling
procedure--composed of purposive sampling, simple random sampling, and
convenience sampling--400 samples were reached and interviewed. Mobile phone and

bhotographic film were used as representatives of high and low involvement products.

respectively, in this study.

The findings showed that consumers had higher levels of brand loyalty to the
low involvement product than to the high involvement one. In addition, the marketing
factors that influenced brand loyalty in the high involvement product were significantly
different from those in the low involvement product. They were product quality. product
necessity, product warranty, price acceptability, convenience of the store’s location, in-
store service, store image, and marketing communications. Lastly, brand loyaity was
significantly and positively related to the marketing factors studied in both mobile

phone and photographic film products.





