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Abstract

The objectives of this research were 1) to study the relationship of
marketing strategy from the consumer's perspective and purchase behavior and
brand loyalty; and 2) to analyze the factors of marketing strategy from the consumer's
perspective affecting purchase behavior and brand loyalty of the of weaving
community products, a case study of Phaeo Cotton Weaving Group, Pua District, and
Ban Lai Thung Weaving Group, Thung Chang District, Nan Province. It was a
quantitative research. Data were collected from 400 people who shopped for
products. Stepwise multiple regression correlation coefficient was analyzed by
connecting the relationship between variables to know the relationship clearly. The
results of the research found that 1) the factors of marketing strategy with high
correlation were the value that customers would receive, communication, and the
success in meeting demands respectively; and 2) the six marketing strategy factors
including 2.1) customer value; 2.2) care; 2.3) success in meeting the needs; 2.4)
facility; 2.5) communication; and 2.6) convenience. The dependent variables, namely
purchase behavior and brand loyalty, could be described as statistically significant at
the 0.05 level.

Keywords: Marketing Strategy Relationship, Marketing Strategy Factors, Weaving
Group
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