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Factors that influence Brand Loyalty “Oishi green tea” of consumers

in Bangkok
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Abstract

The objective of this research was 1.) To study the brand Qishi green tea’s
marketing mix factor of consumers in Bangkok 2.) To study the brand loyalty towards
the Qishi green tea of consumers in Bangkok. The data was collected by questionnaire

from 400 respondents who bought Oishi green tea in bangkok and analyzed the data
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by descriptive statistic (frequency percentage, mean and standard deviation). The results
showed that 1.) Demographically, most respondents were female (53.30%), ranged in
age from 15 to 25 years (75.50%), holding less than a bachelor’s degree (78.30%), career
student(81.80%), ranged of income per month lower than 10,00baht (63.80%) 2) The
marketing mix factor of Qishi green tea were product, price, place and promotion. All
factors were in the high level but the highest level was place factor at ( X = 4.18, S.D.
= 0.46). 3) The loyalty toward brand “Qishi green tea” of consumers in Bangkok that
they emphasized on the product’s satisfaction at high level( X = 3.83, S.D. = 0.80).

Keywords: Brand Loyalty, Oishi green tea, Consumer, Bangkok
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