HRPAEF Y 2007 ¥ B F g L € BT 8 177-188 T

VAR FRRERLBRN GBS
The Study of Customer Purchasing Behavior and Brand Loyalty

EEF fEy gERS

&

AEAERF I E LSRR L AL $2’¥~ﬁi%ﬂﬁﬁ%ﬁ
ERE S LR ﬁ*iﬁ*émuMMﬁEﬁﬁ AT E /5&3*ﬂﬁ3’
B iR R AR R %wa+9ﬁ£ﬂﬂﬁgﬁ

%ﬁﬁ”*ﬁ%‘“ap %o Lﬁ#ﬁ#ﬁ’”ﬁ%méi% LR %ﬁ‘
TSR A SR R mid?ﬁﬁ&&ﬁdﬁjm%ﬂmvﬁ7ﬁmﬁﬁ°
PR S T S SR Al TR < E (e mﬁwﬂmﬁﬁmF G R ﬁiﬁd?

%%éw#ﬁ4@% 2R3 BT ASTREETY R AR B 2 BT

SR MRS REHEY R AR 5 *“é?%’r“ Food pEp ﬁ%ﬂ”éﬂr‘%ﬂmp

&?ﬁ%ﬁﬁ%%Fé?ﬁﬁﬁ’&ﬁﬁﬁiﬁpi%*’ﬁpﬁﬁﬁﬁﬁﬁ%%@%

£ AR b E K

M&ET D 3 HARA R ERT T RWABAE S FRTE SNR

Abstract

The purpose of this study is to explore and describe the customer satisfactions and brand
loyalty in the market of mobile phone business and draw the relationship between the
customer satisfactions and brand name loyalty of using mobile phone when purchasing. The
objectives of this study are to determine: (a) the relationship between demographic
characteristics of customers, customer satisfactions and brand loyalty, (b) the influence of
brand name loyalty when purchasing. The descriptive analysis and multi-regression analysis
were adapted to determine among the demographic characteristics of customers, products
attribute, customer purchasing styles, customer satisfactions and customer brand loyalty. A
questionnaire was designed to gather information about customers’ satisfactions and customer
brand loyalty of changing or purchasing mobile phone and the relationship between the
customers satisfactions and brand loyalty.

The results of this study show: (a) the among of demographic characteristics do not
affect the brand loyalty of customers, (b) there’s significant different in brand name loyalty
and customer purchasing behaviors.

Keywords: Customer satisfaction ~ Purchasing behavior ~ Brand loyalty ~ Mobile phone ~ Brand
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