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Abstract

The objectives of this research were to 1) investigate the demographic factors affecting
brand loyalty towards instant noodles among consumers in Bangkok and its vicinity; and 2)
investigate the marketing factors affecting brand loyalty towards instant noodles among

consumers in Bangkok and its vicinity. The sample group for this research consisted of 400 Thai



individuals aged 18 years and older who consume instant noodles more than once a month. The
data collection instrument was a 5-point Likert scale questionnaire with an overall reliability of
0.933. The statistics used for data analysis included frequency, percentage, mean, standard
deviation, t-test, one-way ANOVA, and multiple regression analysis.

The research findings revealed that: (1) Consumers in Bangkok and its vicinity with
different ages have statistically significantly different overall brand loyalty towards instant noodles
at the 0.05 level; and (2) Marketing factors significantly affect brand loyalty towards instant
noodles among consumers in Bangkok and its vicinity at the 0.05 level. The marketing factor with
the most positive impact on brand loyalty towards instant noodles among consumers in Bangkok
and its vicinity was price, followed by distribution channels, promotion, and product, respectively.
These factors could predict brand loyalty towards instant noodles among consumers in Bangkok

and their vicinity by 79.70%.

Keyword: Marketing Factors, Brand Loyalty, Instant Noodles
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