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##5184748128 : MAJOR PUBLIC RELATIONS

KEYWORDS : ATTITUDE / SATISFACTION / LOYALTY / COFFEE HOUSES
SUPACHA SAINGAM: CUSTOMERS' ATTITUDE, SATISFACTION AND
LOYALTY TOWARD THAI PREMIUM COFFEE HOUSES. THESIS ADVISOR:
SUTHILUCK VUNGSUNTITUM, Ph.D., 137 pp.

This study isa quantitative research using cross-sectional study survey
research method. The tool used were close-ended questionaires with a total 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 atfitude toward Thai premium coffee houses and
customer loyalty, and (3) the relationship between customer satisfaction and customer
ioyalty.

The results showed that there were positively cormelated at significant level at
0.05 among (1) customer attifude 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 premium coffee houses are convenience of locations and
service of watters. The factors of satisfaction which are marked at safisfying 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.
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BRUNW 2.3 giluuunisnanauananEalaaIns IR UM

STRATEGIC BRAND ANALYSIS

Customer Analysis Competitor Analysis Self-Analysis
- Trends - Brand Image / Identity - Existing brand image
- Motivation - Strengths, strategies - Brand heritage
- Unmet needs - Vulnerabilities - Strengths / capabilities
- Segmentation - Organization values
BRAND IDENTITY SYSTEM
BRAND IDENTITY
Brand as Product Brand as Organization Brand as Person Brand as Symbol
1. Product scope 7. Organization 9. Personality 11. Visual Imagery
2. Product attributes attributes (e.g., (e.g., genuine, and metaphors
3. Quality / Value innovation, energetic, rugged) 12. Brand heritage
4. Uses consumer concern, - 10. Brand-customer
5. Users trustworthiness) relationships
6. Country of origin 8. Local vs. global (e.g., friend, adviser)
4 4
VALUE PROPOSITION CREDIBILITY
- Functional - Emotional - Self-expressive - Support other brands
benefits benefits benefits
\4 \ 4 v
BRAND-CUSTOMER RELATIONSHIP

A 4

BRAND IDENTITY_IMPLEMENTATION SYSTEM

BRAND POSITION

- Subset of the brand identity - To be actively communicated
and value proposition - Providing competitive advantage
- At a target audience

A 4

EXECUTION
- Generate alternatives - Symbols and metaphors - Testing

A 4

TRACKING

11 : Aaker, D. A. Building strong brands. New York, NY : Free Press, p.79, 1996.
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) |l [ ]  Functional
Favorability of — . Benefits Brand
Brand || brand associations " Experiential | personality
Image
Strength of brand " Symbolic Feelings and
] associations ~ | experiences
L{ = Attitudes
Unigqueness of
brand associations

N Adapted from Kelly, K. L. Strategic brand management : Building, and managing

brand equity. Upper Saddle River, NJ : Prentice Hall, p.94, 1998.
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