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This study aimed to (1) examine customer perceptions regarding service quality,
marketing mix, corporate image, and customer-loyalty of the large construction
material stores in Sisaket province and Ubon Ratchathani province, (2) analyze the
relationships between service quality, marketing mix, corporate image, and customer
loyalty, and (3) investigate the influence of service quality, marketing mix, and
corporate image on customer loyalty of the large construction material stores in
Sisaket province and Ubon. Ratchathani province. The sample group consisted of
customers who had used-the services of large building materials stores in Sisaket and
Ubon Ratchathani provinces—400 people by random group and convenient sample
selection. The-research instrument used was a questionnaire with a reliability coefficient
of 0.97, -anddata were analyzed using frequency, percentage, mean, standard
deviation, correlation coefficient, and multiple regression analysis. The results showed
that 1) customer perception of quality, Service Marketing Mix, and the corporate
image and customer loyalty of large building materials stores are high. 2) Quality of
service in the marketing mix corporate image is related to customer loyalty of large
building materials stores at a medium to high level with a statistically significant level
of 0.01. and 3) The results of multiplex regression analysis by the Enter method
showed that R = 0.829 means that all 13 primary variables have a very high level of
customer loyalty. R2 = 0.680 means that 13 variables predict 68 percent of customer

loyalty. The remaining 32 percent were influenced by other variables that were not



studied. Ten early variables influence customer loyalty to large building materials
stores in Sisaket and Ubon Ratchathani provinces. Statistically significant at the level
of 0.01, in descending order of influence. Reputation, interpersonal contact, brand
concreteness in service, physical environment, customer response, product price,

reliability, trustworthiness, and knowing and understanding customers, respectively.





