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ABSTRACT

This research aims to examine the effects of customer satisfaction toward product brand and brand
preference on brand switching costs for the context of ‘snow ice ice-cream business’ in Thailand. The researcher
conducted both qualitative and quantitative research methods. With respect to the qualitative approach, this study did
exploratory survey by observing the real market circumstances and interviewing 30 samples of the target consumers.
As aresult, the researcher used the information from this exploratory survey stage to comprehend the market situation
and to identify research problem. In addition, the information was used for jointly designing the questionnaire with
the results of literature review. Major analysis method for hypothesis testing is a Structural Equation Modelling
(SEM).

Important instrument for the quantitative research is a questionnaire. This research collected the
questionnaire from consumers who ever consumed the products, snow ice ice-cream at After You and Sulbing Korean
Dessert Café in Bangkok area. The valid data points are 202 units which composed of male and female in the age
range between 15-44 years old.

The research results shows that customer satisfaction significantly affects the brand switching cost at p-
value < 0.05. Importantly, this research found the significant mediating role of the brand preference on this
relationship. Furthermore, the total effect was higher than the direct effect of the customer satisfaction on the brand
switching cost at p-value < 0.001. Therefore, market practitioners should be concerned the effect of brand preference
on the brand switching cost too. As a result, the Fast Fashion product as the snow ice ice-cream which has the Fad
life cycle may be improved to be more sustainable in terms of their market growth and brand position.

Keywords: Brand Satisfaction, Brand Preference, Brand Switching Cost, Snow Ice Ice-cream, Bingsu, Kakigori,

FAD, Fast Fashion
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@1519% 1: A1 Fit Index
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CMIN DF CMIN/DF P RMR GFI TLI CFI RMSEA

218.025 190 1.148 0.080 0.027 0915 0.989 0.991 0.027
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v
GFIL, TLI, CFI > 0.9 ttag RMSEA < 0.05 %qﬁgﬂ"lﬁ'm TueansoUUUIAANNANMNINZ TN HAaZANUNANNAY
v 9 a v J
ﬂ“]J“lI't‘Jll“ﬁL‘N‘]Jizi]ﬂH
9 U Y a Q" [ @ o 1 =1

"lﬂﬂﬂ"l‘i‘ﬂﬂﬁi‘)ﬂiﬂmﬁﬁufﬂﬁIﬂﬁ\i’ﬁﬁNWﬂ’ﬂ maulseansandunuiszrnieanunanelaluas
a Y o = a Y A =< a Y o A a Y A
Fuamnumsilasuas@uaia 0.204 (p-value < 0.05) anuiane laluasdumnuanudursevluasiaud il

10372 (p < 0.001) ANNFuUse v lUATIFUMA DM Aouas1dURIIA1 0387 (p-value < 0.001) Taa 11

a v o @ a

Aus Inantianuiawelaluasidudi az hinJasuasau li1¥asduediiszauisd iy nieada (p-value

o
5] 2 v o W

<0.05) wazdanu anuiane la luasrduddewaliinannusurenluasdudiedialiszauivdignig

a Y o

aa & < PR ° = a v ' A V-
q0a (p < 0.001) Hvziulan mahanuitanely luandumurmuanususeyluasaum szl luaa

o

o A o E gw 1 =2 a Yy 9 ada A A o Y
AMNUTUNUTNYALIUNUINVY UDNIINUIINWDIN mmwawa%iummumﬂmiﬁﬁvmmmwammmmiw
Y

)}

v a

A

v [ 2
13 Inalinldsuasrdudr i 14as1oued1eliszauiiod1dyn1aana (p-value <0.001) 50983117A0 AUl

e e
e}

Wi Auminau uazmusIA MUHIAY HEAINAAIAITINN 2 tazgUi 1
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@15199 2: Standardized Regression Weights

Item Estimate P
BS = BSC 0.204 0.019
BS —2BP 0372 wx
BP 2BSC 0.387 wx
BS = BS-Taste 0.868 wx
BS = BS-Texture 0.765 ok
BS = BS-Staff 0.518 ok
BS = BS-Price 0.433 ok

W : BS = Anuiiane laluns1@ud (Brand Satisfaction), BS-Taste = Iannuiiawalaludusaana,
an ~ y X o o aa - Y o
BS-Texture = ¥anNuHane laluauilodura, BS-Staff = ianudeane laluduminauy,
BS-Price = Hannuianalaludusiai, BP = anuauaeuluas1dud (Brand Preference),

BSC = M3tasuns1duf (Brand Switching Cost)
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0.204**

0.859 BS-Taste \

0.771 BS-Texture

0.512 BS-Staff

0.372*** 0.387***

0.471

BS-Price

]
=

3 1/9 1 : Standardized Regression Weights

91AHANISNAADUA Factor Loading TuTuimanseuuufanwdedu fiselausnnisiinsiziaiu
= a9 = ) ¥y 2 Y ) = a8 9 9 a
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A15199 3: Factor Analysis

Item Detail Componant
BS-Taste BS-Taste 1 0.900
BS-Taste 2 0.910
BS-Taste 3 0.901
BS-Texture BS-Texture 1 0.849
BS-Texture 2 0.917
BS-Texture 3 0.893
BS-Texture 4 0.869
BS-Staff BS-Staff 2 0.907
BS-Staff' 3 0.935
BS-Staft 4 0.907
BS-Price BS-Price 1 0918
BS-Price 2 0.917
BS-Price 3 0.912

TUNORFUAT o/ FIMAN W.AbSdo %7 626 dalay UmAaINENay w1 ingnausian



n1sUszgulNdUawaIuUIDES=AUUININGNY
Asoi ols Un1sdnul lbebo

§\l/@

5. unagluazderauenuz
=< =1 a Y A a Y 1 v Aa
nMsanInansznuvednuNane laluasidudnazanurursenluasiduninemsaaauls
4 a a a 4 a %’ 3 3 a 1 a 4
nasuldus Inagudluasndudrouludum leansuimddanaatiuz wua dus Taaddianuianelalu
a k) ] = a = ?,’ [ 3 a A 1 =} o v o w aa
asaumvg lunlaeuldus Taaleansiniwdslmndaiuzasious eduliszauiisd Ay neada (p-value <
£ o a A = a 3 v o Ao A '
0.05) FadoAnaoINUAUUATIUN 1 (H1) tazlianuAafiuasInufuIuITeved Saleh etal. (2015) ANDN
Y a ' ' nﬂ a Y a A = = Y o 1 = a Y 1 Y a
AU3 Inadiulvngrzseasiauduaunauesianela annadanud anuiane v luasiduimdawaliinani
d‘ a Y ] = Y v o w aa é k) @ a d‘ =
Furouluasidudied nlszausd1AYNIIAdA (p-value < 0.001) FITDAAADINVANNATIUN 2 (H2) Hazll
a <3 v @ a o '
ANNAAUHUATINUNUIIUIVYUD Chinomona, R., Mahlangu, D. and Pooe, D. (2013) ti8Z Wong et al. (2014) il
1 =3 a Y A @ v o A a Y A o @ a o dyd
wu anuiane laluandumianuduiustuanuryurenluasiaua uaznaidiAyvean1sIdeiine
N A = o 3 ' a ' VoA
anuyurouluanduauiudunlsaunarsveanansznuszrneanuiane laluasdudiaens lunlaeula
U3 Inadumasiounvesdus Innediaiiveddyniedna (p-value <0.001) Fagoandosnuauuagiui 3 (H3)
A a ] v o Aaw A o d A A o A ' A a ga
nazliaNuAATUATINUADNIUITEV0 Y YT dmil A3q5uNnT (2016) WU ANNFUFe U lUATIFUAY
v o Jdo a a Y a
ANuANRUTNUMIIasuasdua lunaniauln

ada a

wam3snadet wun anuiane v luasdumdiusamnaioninagegah

agaiiTh 19 Tna lin/euas

a v a ¥ o= 2 a A a ' ~ & Yy o Ao

dum losnsuiumdalananiing Tasmmizisessamnanaunasuszliontnanniiga FadeandoanuaIuIve
@ t4 a ~ Y a A @ = a ~ < v o

¥oa In3nguel winszias g (2556) Mo gus Tnadensulszmuleansy msizsaana losnsanilududy

2 Y Y Y A o o X o o g ya a 2 Ao o : a
1IN 5'JllfN5’]1!?‘]’]9’]aﬁllﬂ']i‘wwu”lﬂiﬂﬂ?ﬁlu@ﬁﬂWﬁiﬁﬂﬂj’]ﬂﬁgl@ﬂﬂﬂ']ﬂellu HANHUSIHIUUY LU LLAgUUUIA

q

I o

< ' = a 9 9 ) ] o o A ~ o )
an ’mummwmaiﬂummummuwumm ﬂ'J'ihlﬂﬂ'ﬂil?ﬂﬂfgﬁ@ﬂﬂ?iilllialyﬂﬁilwu‘ﬁﬂﬁﬂﬂW‘]JﬁIﬂﬂ Y
o =y 1y Yg o A v ' A Y A =
fﬂi%ﬂNﬂ@ﬂﬁﬂwuﬂ\ﬂuiﬁu%ﬁﬂfﬂﬁ‘]Jifni!l,ﬁXﬁi’)ﬂﬁu@\ﬂﬂﬂﬁ'lll"]nﬂlﬁaﬂ@'ﬂ?ﬂ LW@iWQﬂﬂHﬂﬂﬂ??N N3
3 A A '
noly uaznduin1Fusmsth FeaeandoanaIUIFeUDY Yang and Peterson (2004) Hna11dn anuianelalu
v a v a wa o & X v 0 g VY a ' a 4 a v [
ﬂ']uﬂ']i‘ﬂiﬂ']igﬂﬂ'] ﬂ?iﬂaﬂﬁ@]’]uﬂ’]ﬁﬁ“ﬁﬂﬂlﬂﬁgﬂﬂ’] ‘t]3‘1/]']11’7QﬂiiﬂﬂVllllﬂﬂﬂ']i!ﬂﬁﬂu@ﬁ']ﬁuﬂ'] LLazqmnﬂu
' =3 Y Y Y a @ o o a Y Y J a 1
ﬁ?uﬂlﬂﬁﬂ?WNWQWﬂiﬁ]ﬂWﬂi?ﬂ? immmmmﬁwwmgﬂaﬂym‘umﬁuﬂﬂﬁmmm Iﬂﬂ!ﬂu LAgUANULANA
A = Y a K
iodagaladus Tnaunauu

a @ <

ﬂﬂTJIﬂfJﬁﬁl]ﬂ@ 511!?111’?56[741]5 ﬂE]‘]JﬂWi'Vlﬁualﬁ]Gluﬁiﬂ%ﬁu 1 lnuanyaeilu Fast Fashion 150

q

. 2 I o v W 4
ﬂailﬁ’ Wﬁdﬂdi]i‘lf’J@Ll‘ij‘ij Fad Life Cycle L‘])"L! Vlf)ﬁﬂillumﬁuﬂﬁlﬂaﬂﬁu% mﬂﬁ'mmmﬂmuﬂumm%u%u

luasdusuenmiioninmsldanudingiiessosesnnuianelaluasidudr ivesh v Temandus Ina
a a I v v : @ g @ J
veldon T 1 dnsdudoutoras uazidenldaudveusuiusuduusn FamsiannTumaaiiiSaqUseaad
A o 79 ¥ RN A o o v A Aa A 9
owveena wazlszgna ldnunuaudnliquanyuzaina Wannsodaeigiwsiiavesmsviedun

IHenuuaziay Tngaeu (Sustainable Growth)

Paanssndszmea
unaniludunivesineinug wamsanmdnd 18860 Tagla¥unnueynsizin

It = ° a ¢ 1 ad
'ﬁ]'l‘ﬂ']ﬁfﬂ/‘llﬁﬂ}:l'l 1/'|ﬂ?m']ﬁaznﬁ1§lﬁﬂﬂllfsﬂ"ﬂL!ﬁ$l!u$u1gﬂﬁﬂﬂ@ﬂ1\1ﬂﬂ\1 ﬁﬁ]ﬂ"ll@ﬂi']ﬂ"llﬂﬂWﬁ%ﬂﬂl ] Tamﬁu

TUNORFUAT o/ FIMAN W.AbSdo Wi 627 dalay UmAaINENay w1 ingnausian



g\\\lr///_

n1sUszgulNdUawaIuUIDES=AUUININGNY
Asoi ols Un1sdnul lbebo

Y Aa
PNA1IDINOY
@ a Jao Y . a <Y a s & A a 4
fiaen NUBOUYW. (2544). M3 1% SPSS for Windows Tumsnasiziidoya (WUNATIN 4). ngannd. T3 3numn

! o w

Y Y = J Y a
MafuadIuiing & 1 ueud oa 1 1dagale.

a

s & A

fiaen NGy, (2557). MIAATIEENMT In5aa31a (SEM) 428 AMOS. iunasai 2. ngamwd. Tsaiuw

o

Wejuauding awaan.

N a o O P o o J = = 8 o
VUBF 1BADITN3NY. (2546). Taseiivanswademsdnau ladeidonys Ina¥ 1uines CHARIN a1vusunsa
14 14 U2 v A ] a v A A [}
HeFWOTNWAIH 1991 I Ted Iy, (Wi ameaome v, Feelnw)
@ 4 a v Ao i a = Y Aa Y ~ o A o K%
INTINHHU u?ﬂﬂﬁglﬁﬁﬁ. (2556). ﬂﬂﬂﬂﬂ%ﬂﬁﬁ@?’vf}ﬁﬂffﬂﬂ75m@ﬂ7‘?f11'5ﬂ7557‘l! ?ﬂﬂ'ﬂiilWﬂllElll?‘lij‘lJElﬂ75ﬂ7
wangunwunasuazUFuama. (winameasma Tu Tags 1 suenasa)s, Unusit)
' k4 '
WIS duiatis. (2550). tadeauilszauninmsaaniiinademsiaonsonaniuaiumnes lusunoiio
v Imdes Iny. (uvinaneeeed vy, 1Bsee i)
wu Iwasygnanazgsnave Ineluil 2559 surmsnans Ine. (2559).
o o A s s o { o o o ' 4 e
PIudand dig5uns. (2016).09a15znoUMeTansssuidinydulinanonnuiureunusualszmemmuala
“luﬂgqmwwmﬂi. Panyapiwat Journal. (International Business Management, Stamford University)
Aaa o o I o Y I a Y o al A ¥ A Y S I AA A
NINTIUNT “I’T'NVlW‘]JuﬁfJﬂi]. (2559). ﬂ"liii]g@ﬂlﬂ"lﬁuﬂ"l NUANADATIT U !!ﬁé’ﬁi7ﬁ'ﬂﬂ7‘b’ﬂﬂﬂ?’l?fﬂ‘b’ﬂﬂ?’lﬂ
' o9 & 4y < < - o )
Nﬁﬂié‘fﬂﬂﬁ@ﬂ??ﬂﬁ\??ﬂ‘b’@!ﬁ'ﬂﬂ?!“’!"]fﬂi?ﬂ!i?. (NW']TV]U'I@EJ‘I’iﬂﬂ'ﬁﬂ'IVlV]U, ﬂEQL‘VIW"I)
o o ¢ a g = Y4 A o o A
23155 U DUUATAU. (2549). Wf)ﬁﬂiiﬂﬂ75“]f@!!ﬁ$ﬂ')7ﬂW\7W@?ﬂ"ll@\?ﬂ‘])’@ﬂﬁ@ﬂm%lﬂlﬂﬂi.
WrINeaeres vy, weelil)
AUEtINS 021 NEYARINNTINOINIS. ADNTUBINIT. (2558).
Auédtondns Ine. suIn1snans Ine. (2558).
PAAIMNTINANT NIAIVOINTUAAATUYATINNITT. (2554).
Aaker, D. A. (1991). Managing Brand Equity: Capitalizing on the Value of a Brand Name. 10020, New York: The
Free Press.
Bhardwaj, Vertica. and Fairhurst, Ann. (2010). The Fast Fashion: Response to Changes in the Fashion Industry.
International Review of Retail, Distribution and Consumer Research, Vol.20, No.1, pp.165-173.
Chinomona, Richard., Mahlangu, Donald. and Pooe, David. (2013). Brand Service Quality, Satisfaction, Trust and
Preference as Predictors of Consumer Brand Loyalty in the Retailing Industry. Mediterranean Journal of
Social Sciences, Vol.4, No.14.

Ebrahim, R.S. (2013). A Study of Brand Preference: An Experiential View. Brunel University London.

Ehrenberg, A.S.C. (1988). Repeat-Buying: Facts, Theory and Applications. 2nd ed., Edward Arnold, Charles
Griffin & Company Limited, London. Reprinted in the Journal of Empirical Generalisations in Mark
Science, 2000, pp.392-770.

Fernie, J. and Sparks, L. (1998). Logistics and Retail Management: Insights into Current Practice and Trends from

Leading Experts. 2nd ed., Kogan Page Limited, London.

TUNORFUAT o/ FIMAN W.AbSdo i1 628 dalay UmAaINENay w1 ingnausian



n1sUszgulNdUawaIuUIDES=AUUININGNY
Asoi ols Un1sdnul lbebo

/A

Q

Hawkins and Mothersbaugh. (2014). Consumer Behavior : Building Marketing Strategy, Twelfth Edition, McGraw-
Hill Education.

Hellier, P.K., Geursen, G.M. and Rickare, J.A. (2003). Customer Repurchase Intention: A General Structural
Equation Model. European Journal of Marketing.

Humphrey, G.W., Riddoch, M.J. (2004). Action Influences Spatial Perception: Neuropsychological Evidence.
Visual Cognition, pp.401-427.

Keller, K.L. (1993). Conceptualizing, Measuring, and Managing Customer-Based Brand Equity. Journal of
Marketing, Vol.57, No.1 (Jan., 1993), pp.1-22.

Kotler and Keller. (2012), Marketing Management, Pearson Education Limited, 14th Edition.

Kotler, Philip. (1988). Marketing Management: Analysis, Planning Implemention, and Control. Prentice Hall,
International Editions, 6th Edition.

O'Malley, D. (1991). Brand Means Business. Accountancy, pp.107-108.

Siddiqui, Shamikh. and Javed, Sehrish. (2012). Mediation effect of Satisfaction and Brand Switching: Relationship
between Brand Quality and Brand Performance. Academy of Contemporary Research Journal.

Stan, Valentina., Caemmerer, Barbara. and Jalle, R.C. (2013). Customer Loyalty Development: The Role of
Switching Costs. LUNAM University, The Journal of Applied Business Research, Vol.29.

Van, Trijp., H.C.M., Hoyer, W.D. and Inman, J.J. (1996). Why Switch? Product Category-Level Explanations for
True Variety-Seeking Behavior. Journal of Marketing Research, pp.281-292.

Wong, Raymond., Tong, Canon. And Wong, Anthony. (2014). Examine the effects of Customer Satisfaction on
Customer Loyalty: An Empirical Study in the Healthcare Insurance Industry in Hong Kong. British
Journal of Economics, pp.372-399.

Yang, Zhilin. and Peterson, R.T. (2004). Customer Perceived Value, Satisfaction, and Loyalty: The Role of

Switching Costs. Psychology and Marketing, Published online in Wiley InterScience, Vol.21 Issue 10,

Pp.799-822.

TUNORFUAT o/ FIMAN W.AbSdo %7 629 dalay UmAaINENay w1 ingnausian



