v Y a a

% o ] o a Y A s
FUDINYTUNUD ‘]Jﬁgﬁ‘]Jﬂ”I§m ﬂ')']llhh’fl"lﬂclﬁ] ﬂ??ﬂﬂﬂﬂﬂlﬂﬁgﬂﬂ']ﬂlm@uﬂﬁu@

“sil T5taa” Tudaniaral)s

o o W 4 Y] Ia
My Uszaumaal /au 131910 7 anudnd / uusuaaud
d‘ v X dy [ Y o
¥ornfnuI 19DOINT AMINAATH
(d‘ a a 4 4 ] 9
21915 NS Inenawus 59IPNANTITY AT.AUNN WOAINB
FEAUMIANY Tmamaas e
GLIE Tmemans unanendoeiUnu Inenvase]s
N.A. 2563
w 1
UNANED

=2 A o s A = @ S A 4
ﬂ'l'iﬁﬂ‘]sl'lllﬂ@]ilﬂigﬁ\‘lﬂl‘w@ﬁﬂ‘]&ﬂigﬂ'ﬂﬂigﬁﬂﬂ"ﬁm‘ﬂuﬁ’E'JL!‘UTL!@ “L“l)"V‘ITiLﬁG]”

=

d‘ = % 9 9 ~ o d‘ = [ =
L‘W@ﬁﬂ‘H153@]Uﬂ’31n1’)’)1\1‘1ﬂﬂlﬂﬂgﬂﬂ1‘1/]3J@'E)LL°]J‘§‘H@ “L%V\Ijim@]” INDANEHITZAUAINUNNA
Y A o A = S 4 o
ﬂl@ﬁgﬂﬂnﬁ]mm‘iuﬂ “!“If“l/nil,ﬁ@l” !Wf)ﬁﬂ‘]&ﬂﬂi3ﬁ1Jﬂﬁﬂ!‘ﬂiJGlf]LL‘]JiUﬂ “L“]Wnilﬂﬁ” VULUNATY
[ Y d‘ = = % Y] 4 1 4 Y o
aﬂBm$ﬂ1\1ﬂ§$%1ﬂiﬂI@\1Qﬂﬂ1 LWﬂﬂﬂ‘HT’UQﬂ’ﬂilﬁ'iJWH‘ﬁiZﬂﬁWQﬂiZﬁUﬂ?iﬂ!ﬂl@\iQﬂﬂWﬂU

Y] Y A s = =< v o ' Y}
]l’J’JNGlfD"UfJ\‘lQﬂﬂWﬂiJGlﬂLLUiuﬂ“L‘If”l’ﬂimﬁ”LLﬁZﬁﬂ‘HT’LNﬂ’JTJJETﬂJWH‘ﬁiZTi’N\?ﬂ’JHJll’J’JNGlﬁ]
Y o = Y A 4 1 % L] ~ Y a o g dy
611@\1@ﬂﬂWﬂUﬂ’NiJ.ﬂﬂﬂﬂl'ﬁ)\?@ﬂﬂWN@@LlUiu@ “L%’V\II‘ELQW’ ﬂqwﬁ’JEJEJNT]GI,‘BGluﬂWTJ%EISlUﬂﬁQH
= Y a g’/ a g’/ [ = 3 ~ [ A o 1 ~
Ap JU3 InAnaneme tazmanae o1gaaa 21-50 Yuu'll Reordenseoravegluwayays
o ] I3 A A 3 9 a 7 9
1UIU 400 ﬂuIﬂEJGlGKLHJ‘]JﬁE]°U’LﬂiJL“]J‘Ll!ﬂ‘i’ENiJ’E)GluﬂTi!ﬂ‘U‘i']‘Ui’JiJ"lJf]ﬂJ“ﬂLLﬁVJLﬂ31314"11@3“4'@1@8
91 ~ 9 1 { 1 ~ a a 4
Glf]fﬂWﬂ'Nllfl ERLGH mmﬁﬂ ﬁ?ULUﬂQLUHNWﬁiﬁWH Ll'ﬁ$ﬂﬂﬁﬂUﬁmﬁJﬁgWUIﬂﬂﬂWi’Jlﬂi181’7
[ a 4 [ v J
1191 t-test One-Way ANOVA LAZNITUATIENANUTUNUT Pearson’s Correlation Coefficient
aw ' o Y oA s
WNAN1FIVGNUI 1) ﬂi$ﬁﬂﬂ1‘im"llﬂﬂgﬂﬂTﬂNﬁ@u‘Uiu@ “L“]f“l/nim@]” Tﬂammgaz
) ' @ ~ o w ' A ° A Y Y=
s1ea1ueg luszaunin Tasisesdiauauannaeangaga lddrga Ao drunauddn
[ v a o 1Y 1 v W o w
AUANIAUUS MuanuAauazAUMINIZi tazmumssudiulssamdudd amday
Y Y A J Y 1 @
2) ﬂ’3111Ll’J'JNiWU?NQﬂﬂTVIiJ@EJLHJﬁH@ “L%Wiilﬁ@” IﬂfJ'i3NLL§$518@1H9§1H5$@UN1ﬂ
a o w VA o Ay K Y A A o A
Iﬂﬂ!ﬁfJ\‘iaW’l‘]JﬂTJJﬂ1Lﬂﬁﬂmﬂ’gﬁq@hl‘l]ﬂ1q€ﬂ o mummmﬁl% UAZATUANUUUYDND 3) ANUANA

A J o

9y d' 9 1 [ =} o
VONGNAINUADUDITUA “.l Ts1am” Tﬂﬂi?i]!!’ﬁgﬁ']ﬂﬂWu’ﬂgclUi%ﬂ°]J3J']ﬂ Tagizaaa1aunIu

o Ay 2

1 A Lg g’ 9 A 1 a F) A
ﬂ"llﬂaﬂfﬂ"lﬂﬁﬁﬁﬂhlﬂﬂ"lﬁﬂ A9 A1UANAT1IFDE LAZATUMTFUTOLLINAATIAUAIDU 9

L} q q

1 Y

v Y a a ~ a 9 Vv < ' &
ﬂTLJﬂ?ﬁJ‘iJ’EJﬂ@’E)Gl‘HLGN‘UQﬂ mumiﬂgmmﬂaaummum LLﬁzﬂWUﬂﬁLﬂuﬁ’Ju‘Huﬁﬂl@ﬂ

ATAUAAINIA



II

ek insnadeUANNATIUNTITY WD 4) gnANTieguaz o1 FNIANA 1Y

=
B\

1 J

7 " o
Uszaumsaniaounsud “<wWlsaa” Tagsiuuananany 5) dszaunssivesgn

De @

=
1y

v o Jdo Y Y A J ¥ Y
ﬂ')TlIﬁll‘WLl‘ﬁﬂllﬂ311]1137]1\11%6116\3QﬂﬂTVl‘JJ@]i’JLL‘]Jﬁuﬂ “L“H‘V‘nil,ﬁ@” ‘1/]\‘111&5”1/“57]3“&?13518@11&

Y v J

k) ) = o [ v A 9 A 4
NNATU LA 6) ﬂ?T?J]l??TQGLi]GIJ@QaﬂﬂTlIﬂ'JTNﬁNWH‘ﬁﬂUﬂDTNﬂﬂﬂﬂJﬂQQﬂﬂ11/]11@]@LLU'51J@]

A o [

“ar T51a Tagsdu egnUedAYNIZaAY 0.01



III

Thesis Title Experience, Trust and Loyalty of Customers with

The “Chevrolet” Brand in Chonburi

Keywords Experience / Trust / Loyalty / Brand
Student Aueaoangkun Tontunchert
Thesis Advisor Associate Professor Dr.Sahaparp Porkatong
Level of Study Master of Communication Arts
Faculty Communication Arts, Sripatum University at Chonburi
Year 2020
ABSTRACT

The objective of this study is to study the level of experience with the “Chevrolet” brand,
to study the level of customer trust in the “Chevrolet” brand, to study the level of customer loyalty
to the “Chevrolet” brand to study is to study customers with different demographic characteristics,
to have different experience with the “Chevrolet” brand in order to study the relationship between
the customer experience. And the trust of customers with the brand “Chevrolet” and to study the
relationship between customer trust and customer loyalty to the brand “Chevrolet” The sample
group used in this research is Consumers, both males and females, aged 21-50 years, who live or
work in Chonburi, using 400 questionnaires as a tool for data collection and data analysis using
Frequency, percentage, mean, standard deviation and hypothesis testing by - test analysis,
One-Way ANOVA and correlation analysis. Pearson’s Correlation Coefficient

The results show that 1) The customer experience with the “Chevrolet” brand in general
and in all aspects is at a high level. They are arranged in order from the highest to the lowest:
feelings, relationships, thoughts, and actions. And sensory perception Respectively, 2) The customer
trust information with the “Chevrolet” brand in general and in all aspects is at a high level.
Ordered by average from highest to lowest. 3) Is the intention and the credibility and loyalty of
customers for the brand “Chevrolet” in general and each side is at a high level Ordered by average
from highest to lowest. Is the intention to buy repeatedly and in favor of more than other brands,
in word of mouth, positive in brand rejection. And the aspect of being a part of the brand

respectively



v

When testing the hypothesis 4) The research found that Customers of different ages and
careers Will have different experiences with the “Chevrolet” brand as a whole 5) The customer
experience relates to the customer's trust in the “Chevrolet” brand in the whole and in all aspects,
and 6) The customer's trust is related to the loyalty of the customer to the brand “Chevrolet” overall

with a significant level of 0.01





