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Abstract

The objectives of this study were to develop a
measure of customer engagement and predict
its effect on customer responses, in service
businesses. Starbucks coffee was chosen to represent
tangible-actioned, hedonic brand while AIS mobile
network provider was an intangible-actioned,
utilitarian one. Questionnaires were used to collect
survey data from 400 those brands customers, aged
25 - 55 years old, living in Bangkok. An initial
scale developed was composed of three dimensions;
vigor, dedication, and participation. The exploratory
results showed its effectiveness and reliability.
Besides, the scale would prove significantly different
levels of customer engagement between the brands,
and significantly predict loyalty and word-of-mouth
communications that customers might have for both

brands.
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