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ABSTRACT

This independent study was aimed to study personal factors of consumers using
IPhones in Bangkok, the image, the loyalty of consumers who use iPhones in Bangkok,
and to compare the loyalty behavior of consumers using iPhones in Bangkok. Use the
method of study through Documentary Research and use questionnaires to gathering data
by Accidental Sampling from 384 sample. Data was analyzed by Descriptive Analytical
Statistics, Inferential Analysis Statistics, T-test, One Way ANOVA and Multiple Regression

Analysis

The study indicated that the most customer were male ,40-60 years old,have marital
status,graduated with Bachelor's degree, Professional employees of private companies
Salary rate of 15,000-25,000 bath the opinion of the brand image Loyalty for buying IPhone

of customer in Bangkok metropolitan the aspect that had the highest level affective

The hypothesis test was customer hane opinions about Attributes Benefit Value and
personality dones not effect the brand image Loyalty for buying IPhone of customer in

Bangkok metropolitan

Keywords : Image, Loyalty, IPhone
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