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##5184748128 : MAJOR PUBLIC RELATIONS
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This study is a quantitative research using cross-sectional study survey
research method. ;I'he tool used were close-ended questionaires with a tota} of 404 sets
on a focus group of bangkokians with age range 20-45 years old which is considered as
working age with purchasing power. All questionaire takers must have made or
participated in making decision in which Thai premium coffee houses to purchase within
the past one month. The survey was aimed to study: (1) the relationship between
customer attitude toward Thai premium coffee houses and customer satisfaction, (2) the
relationship between customer attitude toward Thai premium coffee houses and
customer loyalty, and (3) the relationship between customer satisfaction and customer
loyalty.

The results showed that there were positively correlated at significant level at -
0.05 among (1) customer attitude toward Thai premium coffee houses and customer
satisfaction, (2) customer attitude toward Thai premium coffee houses and customer
loyalty and (3) customer satisfaction and customer loyalty. The top two factors of
customer attitude toward Thai pmhium coffee houses are convenience of locations and
service of waiters. The factors of satisfaction which are marked at satisfying level toward
all 4 Thai premium coffee houses are quality of coffees and convenience of locations.
Moreover, the customer loyalties toward the 4 Thai premium coffee houses are marked

at average level.





