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Abstract

The objective of the research was to study the factors affecting brand loyalty and customer
satisfaction as measurement tools for the food industry in Thailand, using a multiple linear regression
model. The researcher used a simple random sampling method with a sample group of 201 food
industries in Thailand. The research instrument was a rating scale questionnaire, the Cronbach’s
coefficient score was between 0.703-0.948. The research found that two factors affecting brand
loyalty for industrial measuring tools in the food industry were brand logo experience and customer
satisfaction. The multiple linear regression equation related to the score of brand loyalty for
industrial measuring tools in the food industry was obtained. The standard error of regression was
0.280, the adjusted coefficient of determination was 71.30, and the coefficient of determination was
71.60. Additionally, the research found that two factors affecting customer satisfaction were (1)
brand logo awareness and (2) brand logo experience which is affected to level of customer
satisfaction for industrial measuring tools in the food industry was obtained. The standard error of
regression was 0.297, the adjusted coefficient of determination was 62.60, and the coefficient of

determination was 62.90
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A15197 3 LEAINNTIATIEIANNLUSUSI duUSEaNSN15annesLazNISNadauTl

SOV df SS MS F p-value
Regression 3 39.314 13.105 166.430 .000
Residual Error 197 15.512 0.079
Total 200 54.825
Predictor Coef SE Coef t-test p-value VIF
Constant -0.010 0.201 -0.050 960
X, -0.055 0.068 -0.800 423 2.6
X, 0.701 0.077 9.160 .000 3.1
m 0.354 0.067 5.280 .000 2.7
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Constant -0.054 0.193 -0.280 e
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m 0.337 0.063 5.310 .000 2.400
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SOV df SS MS F p-value
Regression 2 29.693 14.847 168.170 .000
Residual Error 198 17.480 0.088
Total 200 47.173
Predictor Coef SE Coef t-test p-value VIF
Constant 0.566 0.209 2.710 .007
X, 0.327 0.068 4.790 .000 2.300
X, 0.567 0.070 8.060 .000 2.300
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