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ABSTRACT
The coffee shop industry in Thailand is highly competitive, particularly cat cafes that attract pet
lovers. This study aims to examine the marketing mix factors affecting customer loyalty at Me Katt Cafe,
Phitsanulok City Branch. The study applies the 7P's marketing mix model, which includes Product, Price,
Place, Promotion, People, Process, and Physical Evidence. This quantitative research utilized a
questionnaire to collect data from 385 respondents. The results indicated that marketing mix factors
significantly influence customer loyalty, with People and Process being the most influential. The findings

provide insights for developing marketing strategies for Me Katt Cafe and similar pet cafe businesses
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