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Factors Affecting Customer Satisfaction at Cafés in Bangkok and Adjacent Metropolitan Areas
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Abstract

This research aims to examine personal factors affecting customer satisfaction with café
services, investigate the marketing mix elements that influence satisfaction, and analyze consumer
behavior impacting satisfaction with café services in Bangkok and its metropolitan areas. The study
sample comprised 400 respondents who completed questionnaires analyzed using descriptive
statistics, including mean, percentage, and standard deviation, as well as inferential statistics,

specifically multiple regression coefficients and hypothesis testing at a significance level of 0.05.

The findings reveal that most of the 400 participants were male, single, held a bachelor's
degree or equivalent, and worked in self-employed professions or owned businesses, with an average
monthly income between 15,001 and 30,000 Baht. The hypothesis testing using multiple regression
coefficients identified that the most significant factors influencing customer satisfaction with café
services were price and product/brand quality. These results highlight the importance of developing
high-quality products and setting appropriate prices to attract and retain customers. While product
quality and pricing are critical, employee service and promotional activities also enhance the overall

customer experience.

Keywords: Consumer Behavior, Café, Customer Satisfaction
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