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Abstract

The objectives of this study are 1) to determine the level of online
consumer loyalty in Bangkok Metropolitan Region, 2) to compare the level
of online consumer loyalty in Bangkok Metropolitan Region, classified by
individual attributes, and 3) to examine the affect of trust on online consumer
loyalty in Bangkok Metropolitan Region. The survey research was employed
and online questionnaires were used to collect the data from 400 online
consumers in Bangkok Metropolitan Region. The statistical techniques used
to analyze the data included percentage, mean, standard deviation, t-test,
F-test, and multiple regression analysis. The findings show that in overall,
the level of online consumer loyalty in Bangkok Metropolitan Region is at
high level. The results of this analysis also show that the highest mean
of online consumer loyalty is Repurchase, followed by Commitment,
Recommendation, and Referral, respectively. The results of hypothesis testing
reveal that consumers in Bangkok Metropolitan Region who have different in
age have statistically different in level of online loyalty. It is also found that
Trust in the Internet and Trust in Third Party have significant and positive
effect on online consumer loyalty in Bangkok Metropolitan Region. The results
indicate that 20% of the variance in online consumer loyalty in Bangkok
Metropolitan Region can be explained by Trust in the Internet and Trust in
Third Party (R* = 0.20).

Keywords: Consumer Loyalty, Trust, Online Purchasing
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