109

Sﬂ%wamaaﬂaﬁ'ﬂmaﬁmﬁwmeiammﬁ'nﬁ‘iuﬁuﬁwaqﬂnﬂu%hﬂiwamaaﬂszmwmq
The Influence of the Psychological Factors on Loyalty towards Thai Consumer

Goods of the People of Laos
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ABSTRACT
This piece of research intends to study the present situation and the influence of various psychological
factors on the loyalty of the PDLR people towards Thai consumer goods. These factors include self-esteem,
awareness, attitudes, trust, satisfaction and loyalty. The research was carried out by studying a sample of 400
people from the PDRL who bought consumer goods from 4 super stores in Mukdahan province and the
information was subjected to statistical hypothesis testing, including path analysis and structural equation
modeling (SEM).

! indinSgnen emninwianssimsiams svinendunasna g ium
21J3.0. (LANITINA) HTIEMEaTINTE ANANEMSTAMS smTnenduEipaugiim
Suduntiu 6 uenew 2557 SURRRA 20 qanan 2557



110

The results of this research show that there are many psychological factors which have an effect on the

loyalty to Thai goods based on trust as the baseline factor. These include self-esteem and satisfaction with the

products. Trust was the main factor with an influence on loyalty of the PDRL people in Savannakhet. Neither

attitude nor awareness had a direct influence on loyalty but both had an influence on satisfaction with the

products. Satisfaction had no direct influence on loyalty either but had an indirect influence on loyalty to

products by way of trust. This means that self-esteem, awareness, attitude to foreign goods together with

satisfaction with the products had a positive influence on the perception of PDRL people towards Thai goods

but only if there was trust in these goods already. Thus, when doing business with the PDRL consumers, it is

important to establish trust so that the said consumers will have loyalty towards Thai goods. This will ensure

long term growth in trade between the countries.
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