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Abstract

This research aims to 1) Study consumer loyalty to drug store in loyalty overall, attitude and
behavior 2) Study the factors of retail service quality, store atmosphere and satisfaction in the marketing mix
that influencing consumer loyalty to drug store in loyalty overall, attitude and behavior . In the study
population was domiciled or resident or working in Bangkok. And who had access to the drug store, whether

current plans to request a consultation or buy medicines or other products. Using a sample is 385 people by
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multi-stage random sampling process. Statistical methods used to analyze data were frequency, percentage,
average, standard deviation. Statistical inference and hypothesis testing by multiple correlation significant at
0.05.

The research found that the samples give the level of loyalty overall, attitude and behavior on a
massive scale. Give priority to the retail service quality at the highest level. And give priority to the store
atmosphere and satisfaction in the marketing mix at the high level. The results of hypothesis test showed
that satisfaction in the marketing mix, store atmosphere and retail service quality affects to loyalty overall. A
correlation coefficient is 0.567, 0.504 and 0.427 respectively. When the split loyalty between attitude and
behavior. Found that satisfaction in the marketing mix, store atmosphere and retail service quality affects to
the loyalty of the two sides. The correlation coefficient is equal to the attitude 0.598, 0.574 and 0.500. The

correlation coefficient of the behavior is 0.439, 0.353 and 0.287 respectively.

Keywords: Loyalty, Drug store, Consumer
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