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Abstract

This research aims to study the effect of the Service marketing mix 7P’s on customer loyalty at
Twenty Two All Day Cafe & Craft in Mueang District, Kamphaeng Phet Province. And also to compare
the differences in customer loyalty based on personal factors. The independent variables are the
Service marketing mix 7P’s including product, price, place, promotion, people, process, and physical
evidence. The dependent variables are customer loyalty, which consists of attitude loyalty and
behavioral loyalty.

The goal of this research is to provide useful information for business owners to improve their
strategies and operations to meet customer needs, leading to increased customer loyalty and business
stability.

The Research was designed based on quantitative study.The sample group includes
customers who visit Twenty Two All Day Cafe & Craft. As the customer population is uncertain (infinite
population), the Cochran formula (1977) was used to calculate the sample size at 0.05 confidence
level. Result from the formula the sample group has a total size of 385 samples and were collected by
using questionnaires and non-probability sampling, also using specifically convenient or volunteer
sampling to target customers who visited the cafe.

The study found differences in demographic of customers including gender, age, income,
occupation and education level have no significant differences on customer loyalty . However, Service
marketing mix 7P’s factors, including process, promotion, people, price, and place, positively effect on

customer loyalty at a statistical significance level of 0.05
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