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ABSTRACT

The purpose of this research was to study the service marketing mix factors
and farmer brand loyalty for small diesel engines in Kamphaeng Phet province, and
to study how the service marketing mix factors affected the farmers’ brand loyalty for
small diesel engines in Kamphaeng Phet province. The population of this research was
the farmers who had bought small diesel engines for farming in Kamphaeng Phet
province. The appropriate sample size of 335 participants was calculated using
Yamane’s formula at the confidence level of 0.05 from a population of 2,030 customers.
The research instrument used for collecting the data was a questionnaire. The data were
analyzed using frequency, percentage, mean, standard deviation, t-test, Pearson’s
product moment correlation coefficient and multiple regression analysis.

The findings showed that:

1) Overall, the service marketing mix factors were at a high level. When
considering the individual aspects, they were, from highest to lowest, as follows: service
process, physical appearance, place, product, price, employees, and promotion.

2) Overall, the participants’ brand loyalty for small diesel engines was at a high
level. When considering each individual aspect from the highest to the lowest levels,
they were as follows: price sensitivity, complaining behavior, purchase intention and
word of mouth.

3) The analysis of the relationship between the service marketing mix factors
and the farmers’ brand loyalty for small diesel engines in Kamphaeng Phet province

revealed that, as a whole, it was at a high level at the statistically significant level of 0.05.



4) The multiple regression analysis showed that the overall service marketing
mix factors influenced the farmers’ brand loyalty for small diesel engines in Kamphaeng
Phet province at the statistical significance level of 0.05 (61.50 %, R*=0.615).
Considering each individual aspect revealed that physical appearance, employees
and service process all influenced brand loyalty at the statistical significance level of
0.05. The aspects product, price, place and promotion did not influence the farmers’

brand loyalty for brand diesel engines in Kamphaeng Phet province.
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