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Abstract

This research aimed to: 1) Study the levels of marketing mix factors and service quality
factors; 2) Examine the influence of marketing mix factors on retail store loyalty; and 3)
Investigate the influence of service quality factors on retail store loyalty among a fast-moving
consumer goods (FMCG) distributor specializing in health and beauty products in Chonburi
Province. This quantitative research utilized questionnaires as the data collection instrument,
administered to a sample of 346 retail stores. Simple Random Sampling was employed, with
the population stratified by district to ensure proportional representation, and samples were
then randomly selected from source lists to meet the allocated quotas. The statistical
methods used for data analysis included frequency, percentage, mean, standard deviation,
Pearson Correlation analysis, and Multiple Regression Analysis for predictive equations. The
research findings revealed the following: Marketing mix factors and service quality factors
significantly influenced retail store loyalty at an FMCG distributor of health and beauty
products in Chonburi Province, at a statistical significance level of 0.01. Marketing mix factors
had a positive influence on retail store loyalty, specifically in terms of promotion, product,
and price. However, distribution channels did not significantly influence retail store loyalty at
the aforementioned distributor in Chonburi Province.
Service quality factors positively influenced retail store loyalty at the FMCG distributor of
health and beauty products in Chonburi Province. These factors included tangibility of service,
assurance, reliability, and empathy, all of which significantly impacted retail store loyalty at a
statistical significance level of 0.01.
The results of this research can be utilized by distributors, companies, or interested parties
to improve and develop suidelines and operational plans related to the marketing mix and
service quality for retail stores. This will enhance efficiency, better respond to behavioral and
attitudinal needs of retail stores to achieve maximum satisfaction, create a competitive

advantage within the industry, and foster long-term loyalty.
Keywords: Distributor, Retail Stores, Marketing Mix, Service Quality
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VST @35A1 Aavstumes 31in 1Wusedn Andusessoay 99.1 uavdnfleudenldusnislunisie
AuAdiouas 1 ase Andusesas 69.7 nan1sivedadudiulssaunienisnain wanssigasidonla
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PNU

M15197 1 dansuarduUsEansanauius () nsnaaeuaNudUTuSIBamaN Lagn15IAs1eRnTg
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. Collinearity
fiauus r b S.E B t Sig. Statistics
Toleran VIF
(Constant) .149 .109 1.369 172
ce

ANSELESHANS

0.826 351 .039 374 9.091 .000 0.355 2.818
na1n(Promotion)
NARA N (Products) 0.820 .333 .046 315 7.192 .000 0.313 3.193
51A1 (Price) 0.814 .260 .041 278 6.289 .000 0.308 3.252

SE. est = .317 ; Durbin-Watson 1.734

R = 0.891; R?2 = 0.794 ; Adjusted R Square = 0.792; F = 440.29 ; Sig = 0.000

[y

1Ay n1seianszau 0.01



NITNIMIITLNITUIAIIIMIRAW T9 15 aLiUfl 3-4 (NINYIAN — TUINAY 2568) *.;* | 2265

MNA197 1 AnduusyanSavauius () fuds Tadvdmuszaunmensean fupnudng
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a a
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o w a
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fauus r b S.E B t Sig. | Collinearity Statistics
(Constant) 216 107 2.027 | .216 | Tolerance VIF
AU L‘fluiﬂﬁ'i’iu%m
¢ 0.852 414 .045 438 9.178 | .000 .269 3716

N135U3N13(Tangibles)

N15E519AUY DN UA

Kldusnis 0.798 | .198 | .040 | .218 | 4.900 | .000 310 3.226
(Assurance)

ﬂ')’l%JﬁﬂL%ElﬁE)‘llaﬂﬂ'li

- - 0.790 | .195 | .044 | .196 | 4.439 | .000 316 3.167
13N13 (Reliability)

N1INBUHUDIND

Kldusnis 0.658 | .121 | .029 | .135 | 4.100 | .000 562 1.779

(Responsiveness)
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SE. est = .320 ; Durbin-Watson 1.797

R =0.889 ; R2 = 0.791 ; Adjusted R Square = 0.788; F = 322.467 ; Sig = 0.000

oAy n1eananszau 0.01
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MsmaANInian Ae M3tuaseasBenisltusenisiudi diuan wags1en1sveauanse 7
oy dwmaliAnmsgdlalunsdadulatodud vielduimslufunusmng dundnsus dannu
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BINN5IFIAUIEANAT 3 U1 AunINIUINS SvEwaBuIndsnarionu AN
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