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DIGITAL MARKETING AFFECTING TO CUSTOMER LOYALTY AND

CUSTOMER SATISFACTION FOR CAFE IN SAMUTPRAKAN PROVINCE
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ABSTRACT



The objectives of this research are three-folds: (1) to study opinions about digital marketing
consumer loyalty and consumer satisfaction for cafe in Samut Prakan Province, (2) to study digital
marketing that affects the consumers loyalty for cafe in Samut Prakan Province; and (3) to study
digital marketing that affects consumer satisfaction for cafes in Samut Prakan Province.

This research is quantitative research. The population used Cafe consumer in Samut Prakan
province. The non-population. The Sample is the study, according to Cochram formula consisted
of 400 people use simple random sampling by online questionnaire using as a data collection tool.
The statistics used frequency percentage mean standard deviation and multiple regression analysis.

Major finding: (1) consumer opinions regarding digital marketing are among the highest
level; Consumer opinions regarding consumer loyalty are high level; and consumer opinions
regarding consumer satisfaction are at the highest level, (2) digital marketing affecting cafe
consumer loyalty in Samut Prakan province statistically significant level of 0.05; and (3) digital
marketing affecting the consumers satisfaction of cafe shop in Samut Prakan province statistically

significant level of 0.05.

Keywords: Digital Marketing, Loyalty, Satisfaction, Cafe, Samut Prakan Province
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