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Abstract

The purpose of this study was to study 1. The marketing mix of hair care products users 2.
The loyalty of hair care products users 3. Customer loyalty of hair care products classified by personal
factors and 4. Effect of marketing mix in loyalty of hair care products user. Questionnaire is a tool to
collect data from a sample of 400, data were analyzed to explain the study results, frequency,
percentage, mean and standard deviation. test hypothesis by analyzing with t-test, F-test (One way
ANOVA) and multiple regression analysis at a significance level of 0.05.

The study found that the majority of the sample were 244 females (61.0%), aged 31-40 years
101 (25.2%), a bachelor's degree 221 (55.3%), a civil servant 145 (36.2%) and salary 15,000-20,000
baht 152 (38.0%)

The assumption test found that 1) Personal factors Influence on the loyalty of users of hair
care products. the hypothesis testing revealed that different sexes had no difference in the loyalty of
the hair care users, while the age, education level, occupation and monthly income were different,
there will be a different loyalty of hair care users at a significance level of 0.05. 2) The marketing mix
that affect the loyalty of hair care products users found that promotion factor does not affect loyalty
of hair care products users of Paipanrat Marketing Co., Ltd. in Bangkok and the factors of product,
price, place, people, physical evidence and process affect loyalty of users of hair care products of
Paipanrat Marketing Co., Ltd. in Bangkok

Keywords: Marketing mix, loyalty, hair care products
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