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Factors Affecting Customer Satisfaction of Coffee Shop A in Ayutthaya Province
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ABSTRACT

The researchers attempted to study the influence of factors affecting customer satisfaction
of coffee shop A in Ayutthaya province: service quality of coffee shops, sense perception, relate
perception, social commerce intention, perception of green practices, and perception of green
image. There were 300 usable questionnaire responded from the customers of coffee shop A braches
in October 2014. The data analyzed using Multiple Regression Analysis. The researchers found that
the following factors had effects on customer satisfaction of the coffee shop A at .01 level of
significance: perception of green image (B = 0.310), social commerce intention (B = 0.227), and
perception of green practices (B = 0.216) explaining 74.9% of the influence toward customer

satisfaction. Marketing strategies and future studies were suggested.

Key Words: customer satisfaction, perception of green image, social commerce intention, perception of green practices

KCorreSponding author; e-mail address: penjira.k@bu.ac.th

*a1anstfilszan AnELRMNIgINA umanendangamn aandailyusiil 12120

zFaculty Member, School of Business Administration, Bangkok University, Pathumthani, 12120



