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ABSTRACT




The objective of “Loyalty to BigC supercenter of male consumer in Nakhon ratchasima
province research for 1. Study the loyalty of male consumer to BigC supercenter in Nakhon
ratchasima province. 2. Comparing the different of loyalty of male consumer to BigC supercenter
in Nakhon ratchasima province on demographic factor’'s different. Sample of this research are
400 consumers sampling collecting the data with male consumer who's face to BigC Nakhon
ratxhasima province service.

The tools of this research: the loyalty of male consumer to BigC supercenter in Nakhon
ratchasima province questionnaire. Finding: the most of sample are 19 - 25 years old,
graduated bachelor's degree, single status, business employees and student, and 815,001 — B
25,000 income/month. The result of male consumer’s loyalty overall is medium position. The
result of relation analysis of male consumer’s loyalty overall is medium position which
demographic of male consumer not effect to the loyalty of Bid supercenter in Nakhon ratchasima

peovince with statistically significant at 0.05 level.

Keywords: Consumer’s Loyalty, Words of Mouth Communication, Purchase Intention, Price

Sentivity, Complaining Behavior
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