Hadosamniifidvinaiernuindlunsduf Humisde
28R WU

AEINYINITINNTT UMVINGIRETNVANTUYT

2561

v
a

a v <@ a v a a a v I3 d' = [ a d‘dq a 1
NUTeidunITewUTie ingussashiednwtadedeang Nl Bvsnase
ANUANALURSIAUASUL9ED TaeltITN15398T9dN5IRUUIANAASTIA LI AALUTVDINTT
398 Usenausig MkUsuradiuiy 4 fauds laun nsuiiisuszaunisalandl engwanis

danu AnuRnRuYeIgnA wazAudnflunsdua nglduuuasuaudmaseiielunis

Y YV v A

AUTIVTINTYAINNGUAIBE19RD gnAtsIuntideiunaAvIena s aniienyszniig

Y
¥

25-55 U o1dluiunnjunnuiuns wnedadun wav/uie lWusnsstuntsdelugi 6 oy

Ve 1uN 919U 400 AU kazvtitoyanlaunnsiiiduyna(Path Analysis)

v a

Han153denud1 JadunmsuimsuszaunsaibifidnSnanianseonnusinfvesgnm

1 ;%4 Y v CX

nflransduAuntsde ualidvinanedaurenNUAnNAveIgnANilnenTIAUAIUNTEe

'
N o v aaa

lngruAURNTUYeIgNAT InediA1dnsnamiafiu 0.232 ediiteddgynieaian .05 Jady

Y aa a Y v C%

anSnan1adenuildninaniwmsaneauinfvesgnaAnilnensiduariunide Ingien

a v a v A

BNSwawiniu 0.355 weiluidnsnan1wsumenIuiNAvasanmNilsens1duaisuniedslng

Y

'
aaa

H1UAMNKNRUYRIgaAT o 8MTTed Ay N1eadan .05 LazAuyNUYeIgNAlansNa

] o Aaa a v v o A A1 a a o o ° w
NIAIIGDAITUNNANUADAINAUATIINUNUIED IﬂﬁJllﬂ']@V]ﬁWﬁWﬂﬂ'U 0.271 98191UydN U

a0@N .05

AR U193y Audng msnduan Suntlsde



A Causal Factors Affecting Loyalty in Bookstore Brand
Lalita Puangmaha
Management Science Faculty, Dhonburi Rajabhat University

2018

This research is the quantitative research aiming to study causal factors which
influence brand loyalty of bookstores based on the survey research of one-shot case
study. Four latent variables are the main approached including customer experience
management, social influencer, customer engagement, and brand loyalty:“Provided
data were available from questionnaire tool collected from the example groups who
are bookstore’s customers, both male and female of 25-55 ‘years old, residing in
Bangkok. The example group is of 400 customers who have bought products and / or
been service users of bookstore during the past 6-months. The collected data has
been used by the path analysis.

The research outcome reveals that' experience management factor is without
any direct influence of bookstore brand loyalty for customers whereas the indirect
influence through customer engagement is at 0.232 with a statistical significance at
.05. The social influencer, is of 0:355 direct influence over customer’s bookstore
brand loyalty but without any indirect influence on customer’s bookstore brand
loyalty whereas~it. is of .05 statistical significant through customer engagement.
However, the customer engagement is of direct influence over customer’s bookstore

brand. loyaltysequal to 0.271 with a statistical significant at .05.
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