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Abstract

This research is a survey research which adopted a mix method research for both
qualitative and quantitative. The objective of this research is to find the strategies for building
loyalty in cosmetics manufacturing industry in Thailand. The qualitative part used in-depth
interview technique to explore the variables of the strategies’ composite and to develop the
questionnaires. The quantitative part consisted of two questionnaires which tested by validity
and reliability. First questionnaires used to collect the strategies from suppliers of cosmetics raw
materials with 174 persons. Second questionnaire used to collect the loyalty from cosmetics
manufacturers with 231 persons. The content analysis technique was used to analyze the
qualitative research. It used the cluster analysis, confirmatory factors analysis, path analysis,
and structural equation model to analyze the quantitative research.

The result of research shown that the structural equation model was good fit to empirical
data by the indicators of x*=165.785 df =85 y*/df=1.95 CFI=0.955 TLI=0.899 and RMSEA=0.074.
Factors influenced direct and indirect effects to the Loyalty factor were the Building a Foundation
for Loyalty factor (direct effect=0.243, indirect effect=0.0048, total effect=0.2478) and the
Customer Relationship Management factor (direct effect=0.032). Factors not influencing to the
Loyalty factor were the Create Loyalty Bond factor and the Reduce Churn factor. The strategies
for building loyalty in cosmetics manufacturing industry in Thailand consisted of the Building a
Foundation for Loyalty factor and the Customer Relationship Management factor. It should be
attending the Building a Foundation for Loyalty factor and the Customer Relationship
Management factor mutually.

Keywords: strategies for building loyalty, cosmetics manufacturing industry,
customer relationship management, loyalty bond, churn
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