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Abstract

This Article aimed to study (1) the factors level affecting customer satisfaction and customer
loyalty of coffee shops in Thailand. (2) Analyze the structural equation model of factors affecting
customer satisfaction in coffee shops in Thailand. And (3) Examine the harmonization of the structural
equation model of factors affecting the satisfaction of coffee shop customers in Thailand with empirical
data, the sample was 600 coffee consumers in Thailand. They were selected by Facebook Group on 4
regions in Thailand , the instrument for collecting data was online questionnaire. Using probability
sampling and using a stratified sampling method. The instrument for collecting data was questionnaire.
Analysis data by descriptive statistics and content Analysis.

The research results were found that 1. The factors level affecting customer satisfaction and
customer loyalty of coffee shops in Thailand found that the overall, all 6 factors were at the highest
level. (4.46 - 4.28) 2. Factors Affecting Satisfaction had a positive direct influence on satisfaction. Aso
found that Satisfaction had a positive direct influence on loyalty = 0.764.3. Examine the harmonization
of the structural equation model of factors affecting the satisfaction of coffee shop customers in Thailand
with empirical data found that Chi-Square: y? = 0.864, x? /df = 0.844), GFI = 0.989, AGFI = 0.966,
RMSEA = 0.000, and CFl = 0.990.The findings show that Satisfaction Affects the loyalty through the

environment, Therefore coffee shop business should develop this variables to be the most valuable.

Keywords: Structural equation model; Customer Satisfaction; Customer Loyalty; Coffee shop in Thailand
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NHIBLYRL: *** P < 0.001
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