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independent Research Title Customer behavior and relationship of marketing mix factor to

customer satisfaction and customer satisfaction to brand loyalty.
Abstract

The objectives of this survey research were to:1) study customer behavior at Bangkok Hospital branch
Starbucks coffee shop 2) study marketing mix factors utilized by customer in making decisions on beverage?
purchase 3) study customer satisfactions toward the service of Bangkok Hospital branch Starbucks coffee shop
4) study Starbucks coffee shop brand loyalty 5 ) investigate the relationships between marketing mix factors and
customer satisfactions toward the service of Bangkok Hospital branch Starbucks coffee shop 6) investigate the
relationships between customer satisfactions toward the service of Bangkok Hospital branch Starbucks coffee

shop and Starbucks coffee shop brand loyalty.

In this research, the population was group of customers who had experienced at Bangkok Hospital
branch Starbucks coffee shop. The sample of 400 were calculated by Yamane's formula. A Likert-scale
questionnaires ,with reliability of 0.937, were used as a data collection tool and were distributed to
respondents accidentally during August 2019. The analysis of data utilized both descriptive statistic ie.
percentage, frequency ;mean and standard deviation and inferential statistic ie. Pearson’s correlation, Chi-square
and multiple linear regression.

The research findings indicated as follow:1)customer behavior, for reason to purchase, mainly reflected
on taste preference(36.5%)and cozy surrounding of the store(23.7% ). The preference of product and time
chosen included coffee(50.8% )and time span of 12.01-16.00 hour(44%) respectively , with101-200 baths
spending per time(51%),1-2 time of frequency per week of visit (45.3%) and by self- stimulating (48.6%). 2)The
acceptance of marketing mix factors in overall were at highest level ()_(:4.3?) with the mean value ranging from
highest of process (§=4.61) to lowest of product ()_(:4.31) respectively. 3) Customer satisfaction were at highest
level (§=4.40) ranging from equally highest mean value of tangibility and responsiveness (§=4.44) to lowest of
empathy (§=4.35) 4)Customers brand loyalty also indicated the highest level ()—(=4.24) in overall 5) the test of
relationships between marketing mix factors and customer satisfaction indicated a strong positive association ( R
= .800 ) and a predicting power of 64 % (R®= .640 ), and the most influential value was on personnel ( B =.221 )
at significant of 0.01. 6) The test of relationships between customer satisfaction and brand loyalty fo the store
indicated a strong positive association ( R = .712 ) and a predicting power of 50.7% ( R2= .507), and the most

influential value was on empathy ( B= .358 ) at significant of 0.01.

Keywords: Marketing Mix, Satisfaction, Brand Loyalty, Starbuck Coffee shop
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