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Abstract

The objectives of this article are: 1) to identify factors that affect the level of satisfaction in using
coffee shop services among consumers in the lower northern region of Thailand, and 2) to identify
factors that affect the loyalty of coffee shop users in the same region. The research follows a quantitative
approach, using the American Customer Satisfaction Index (ACSI) model as the conceptual framework.
The research scope includes coffee shops in the lower northern region of Thailand. The sample group
consists of 625 individuals who have used coffee shop services in this region, divided into appropriate
sample groups based on gender and average monthly income not exceeding 100,000 baht. The sample
was selected using purposive sampling. The research tool used was a questionnaire, and data were
analyzed using linear regression.

The research findings were as follows:

1. According to the first objective, image, perceived value, perceived quality, and expectations
directly affect consumer satisfaction, with statistical significance at the 0.05 level.

2. According to the second objective, satisfaction directly affects electronic word-of-mouth
communication with statistical significance at the 0.01 level. Furthermore, satisfaction and electronic
word-of-mouth communication directly affect loyalty, with statistical significance at the 0.01 level.

The findings of this research provide valuable insights for entrepreneurs, suggesting that in
marketing planning, they should focus on offering fresh and delicious products, ensuring high-quality
selection, maintaining bathroom cleanliness, providing convenient parking, and implementing modern
payment systems. These factors will help increase consumer confidence and enhance the image of the

coffee shop.
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X1 = $auilsdasz (Exogenous Variables) (1)
Xoi = Bao+ B21X1i+ BoaXai + € (2)
X3i = B30 + B20X1i + B32X2i+ €3 (3)
Xai = Pao + BazX7i+ €ai (4)
Xsi = Bso + Bs1X1i + Bs52X2i+ B53X3i+ B5aXai + E5i ()
Xei = Boo +BesXsi + €6i ©)
X7i = B70 + B75Xsi+ Br6X6i +€7i (7)
Xgi = Bgo + Be7X7i+ Egi (8)
Taedt Xq; = Avmanandsasgualnn (CE) au |
X = HHNDIAUNTWIBINITHLENNT (PQ) AL |
X3 = 3uNe9AMIANIBINIT AN (PV) AL |

Xy = awanenizaslaEnng (IM) Aud |

Xs; :m’mﬁm@?@%mpﬁ%ﬁmﬁ (CSI) A |

Xei —naReaTUIneRLINUUBIANNIETRNE (WOM) ﬂﬂwju"ﬂm AL |
X7i= pwsndansualng (LA |

&ji = cﬁhmmmmm’%@u@%@mmumﬁﬁj At |

f (%) = Wandunnauanuasuuulnfidesdndy

WUUSIABNNAN LUUFIA89H 2-7 UTeNtiAIAf83EN15ANAa I ua e gALULUETINAN
(OLS)
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a1y 25-39 11 d9au 325 An Anuusesas 52 Sanwninlan dauau 332 an Andusesss 513
flaziuiaefneUsyayaa/linyyns 1w 371 au Andusesas 59.4 Sogwidumiineu
UAEvanu dmmu 163 au Aniduseuay 26.19 finglaneifiensiinat 15,000 1w d1uam 253 an

ﬁ@llﬁ‘lﬁﬂﬂ@ﬁ: 40.48 ﬁféﬁmuﬂm%ﬂ(’fuﬂ%’qﬁ@u FINNY TI1UIU 276 AL ﬁ@lLﬁ‘lﬁ’ﬂﬁﬂiﬁ 44.2
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AN571971 2 NANITUSENIRATLULIIRBIANNISanaDe (Regression Analysis Model)

variable PQ PV IM Csl eWOM CL

CE 0.5265"  0.4348"" 0.0998"

PQ 0.5127" 0.3094

PV 0.1283"

IM 0.4568 0.4387" -

csl 0.6975""  0.2991"

eWOM 0.4410""

CL 1.1352""

Constant 0.0131 0.0516"" - 0.0082 0.2928"" 0.2637
0.1389

Cut1

Cut2

Cut3

Cut4

Cutb

Cut6

N 625.0000 625.0000 625.0000 625.0000 625.0000 ©625.0000

rss 2.2473 2.3063 5.3099 2.3414 4.1632 2.5495

| 871.9193  863.8262 603.2174 859.1029 679.2456 832.4930
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F 2466.5290 2304.1466 1618.4040 1166.2382 1453.1732 994.7801
p 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000
chi2

r2 0.8880 0.8811 0.7220 0.8827 0.6999 0.7618
r2_a 0.8877 0.8807 0.7216 0.8819 0.6994 0.7611
r2_p

AHIBIG : 1 CE = AIMNAIANTY, PQ = HHNEIABIAMN, PV = HHNENADIA, IM = 5HNEINMANEDL, CSI| = AN
fawala, eWOM = nmsReaatneeUINUMBENYVTeRng, CL = AsngnA
* lpdAynNadR 0.10, ** JrlsdAyn et 0.05, *** ARadAynNata 0.01
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