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Marketing mix factors and customer relationship management
affecting brand loyalty to mobile phone brand A

in Nakhon Sawan province
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ABTRACT

This study aims to investigate the impact of marketing mix factors and customer
relationship management (CRM) on brand loyalty for mobile phones under Brand A
in Nakhon Sawan province. The research focuses on personal factors, such as gender,
age, income, occupation, and education level, as well as the marketing mix (7Ps)
comprising product, price, place, promotion, people, process, and physical evidence.
Additionally, CRM factors, including customer prioritization, organizational culture,
knowledge management, and technology utilization to enhance relationships,
were examined. The study was conducted using a sample of 400 individuals selected
through Taro Yamane’s formula. Data collection employed questionnaires, and analysis
was performed using descriptive and inferential statistics. The results reveal that both
marketing mix and CRM play crucial roles in influencing customer loyalty.
Key determinants include building a positive brand image, enhancing credibility, and
delivering exceptional customer experiences, which collectively foster long-term loyalty,
repeat purchases, and product referrals. The findings offer valuable insights for developing
effective marketing and service strategies aimed at meeting individual customer needs

and achieving maximum satisfaction.
Keywords : Marketing mix, Customer relationship management, Brand loyalty
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