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THE CUSTOMERS’ SATISFACTION AND LOYALTY ON SAMSUNG SMARTPHONE

6 A o o ¢l
WIFIN DAFITE

1 a a « A o - A .
UINIPININWIUIUAG §12INTIIANIATIANIIY antwinaluladng — @w E-mail:pongrapee_a@hotmail.com

unansa
= X Ao ¢ A = = o a
mifnmt flagdeasdifadnmanufiwalawszanuing
o A Aa o eA A & A o o A A Ay o
vasguilnanfidalnsdwrifiefiomanimlnuanudduss wiaslionls
= < = . =< Aa
lunsAnwiiuvuseunin Ham1IAn®Y WU anundnelaniida
aurinliuanduddugindaigs  ldud anudanaladeswa
ALATB/TIWIANUNDD (2.34) ANULANIZANTDITIANGBA TN
auinlvu (2.14) anuisneladedmanguduinig (2.06) auds
waladaszuzinaUsznuaud (2.09) uazanuiswalalasaiwsinzes
saninlnuiadesilgtu (2.26) duanainddasaninliuandudgy
goun lenzuun NPS  aanandidniuay (-20.60) uaasiisaalinng
' o eA A P A o o ' v a A
dalnsdwriflafiaanninlwuanauddues uaznduuszansguilaad
p . i .
flany 51 U auliidungudsanddrazuuuanuindiuuan (8.00)
; X, 4 - oo
diasandzmnslunduit liwasuudasldanunszusfiounazlald
dasnsuadwiiatulni 9 uaziiplianziuonauiaueyadaoy
LUURBUDINLAD WL na;uﬂs:‘mﬂigu%‘[nﬂﬁﬁmq 18-23 U Hein
@ a { A '
AzLUUAMUANAGAALUNINTIFS (-28.57) Lhasandizzinslungw
@'ﬁarhammﬂ,my'Lﬂuﬂijui’ﬂéuﬁa:mﬁzmuﬂmvlﬂmuﬂsmaﬁﬂmiawﬁw
a1 InsdiuasulidhnuaulndGeuszfiadulszainslu Generation
A a % A A a ' '
Y aflenuinanalulad uazrauifouudasislnig n1snien
ANNFNNUTIaIANNNINalaLazANNANAdaENI TN INUATIEUAY T
' o Aa o o ¢ A A = '
73 wuda Jadsnfdranuduiusuiniiga de anudinalade
MWNAUBIATIEUM(0.40)

o

fMinw - anaiawala, Anunnddanndud

Abstract

The objectives of this study were to survey the customers’
satisfaction and loyalty of the Samsung Smartphone. The
questionnaires were distributed to the Samsung Smartphone users
and used as the research instrument. The results were found as
follows: Satisfaction of Smartphone size/screen size (2.34),
Appropriate price by quality of Smartphone (2.14), Numbers of service
centers (2.06), Guarantee duration (2.09) and the overall satisfaction
of Smartphone (2.26). Concentrating on the customers who aged up
from 51 years was the only one group who had positive NPS for the

Samsung Smartphone loyalty (8.00) because this aged group didn’t

have the need to catch up with the social trend but they satisfied with
the function of the basic application. The highest negative NPS was
the 18-23 age group (-28.57) which was the major samples of this
study. This group was teenagers who had strong attitudes on the
social trend and harmonized among their acquaintances. In addition,
this group was defined as “Generation Y” who had good knowledge in
technology and preference of update information. To evaluate the
correlation between the satisfaction and loyalty of the Samsung
Smartphone found that the highest score was the satisfaction of the
brand image (0.40).

Keywords : Satisfaction, Brand Loyalty.
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