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Abstract

This research examines purchasing behavior and marketing factors affecting
brand loyalty for mobile phones among Generation Connected (Gen C), who use digital
devices more than 3 hours daily, in Bangkok Metropolitan Region. The study employs
stimulus-response theory and 4P marketing mix concepts, collecting data from 400

respondents through online questionnaires.



Findings reveal that consumers' decision-making methods are more significant
than external stimuli. Consumers who seek information through online reviews
demonstrate higher brand loyalty than those consulting sales staff. Quality after-sales
service is the most important factor driving repeat purchases. Regarding marketing
factors, purchase convenience has the greatest impact on brand preference, while
promotional activities most strongly influence repeat purchases. Interestingly, price has

no effect on loyalty.

The findings indicate that Gen C prioritizes convenience, user experience, and
after-sales service over price. Therefore, businesses should focus on developing easily
accessible sales channels, creating positive user experiences, and providing excellent

after-sales service rather than competing on price.

Keywords: Consumer Behavior, Marketing Mix, Generation Connected
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16 32.6% (R2=0.326) atinvdnud1AYNIIaia (F=47.699, p<.001) lasladpa1usas
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R € ¥ & . A A v A Ao ada . &
gaﬂmumu@mma'}mm:a:mﬂamymmm"h Adslumlsiunazinauafnadauusua

& g, &
WBHUTNDELN T

@l’]i’mﬁl 2 Multiple Regression Marketing Mix & Attitudinal Loyalty

CRIRIPRERE Unstandardized Coefficients Standardized t p
Coefficients
B Std. Error Beta
Ansi 1.384 0.195 7113  <.001*
(Constant)
PBNRAN U 0.184 0.058 0.194 3.155  0.002*
(Product)
FIUIIAN 0.028 0.061 0.028 0.454  0.65
(Price)
AUTAINI 0.242 0.059 0.236 4133 <.001*
(Place)
PUFILFIN 0.192 0.05 0.216 3.861 < .001*
N3N
(Promotion)
R = 0.571, R? = 0.326, Adjusted R? = 0.319, F = 47.699, Sig. = < .001*

* JupdAYnIananszay 0.05
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ANBNANDANMVANALBINGANIIN (Behavioral Loyalty) §1%IUANUANGLTS
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o ﬁ 1 dyu a 1 a [ 1 A
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@l'ﬁ’]dﬁl 3 Multiple Regression Marketing Mix & Behavioral Loyalty

audsdase Unstandardized Coefficients Standardized t p
Coefficients
B Std. Error Beta
Aasi 1.384 0.195 7113  <.001*
(Constant)
UNRAN AN 0.184 0.058 0.194 3.155  0.002*
(Product)
FUIIAN 0.028 0.061 0.028 0.454  0.65
(Price)
AUTDIN 0.242 0.059 0.236 4133 < .001*
(Place)
PUFILFIN 0.192 0.05 0.216 3.861 < .001*
NI1IANA
(Promotion)
R =0.571, R? = 0.326, Adjusted R? = 0.319, F = 47.699, Sig. = < .001*

* JupdAYnIananszay 0.05
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