
010100J : 00O^I011^0011, 0113J^^^0iB6U0^p1In0,11111111001

1001101 SSviB1N0000313J'^^'H0iD6U0^Wlj1l00!'il4 101001

0.05

g   2.)

hn iiimol v^imii'^ viin'i tnn^iu^fii0Siuiuiim0o1u

^^'00 0tU01^i011J^iniJiSi01Jfni^U 3.) 010 U0

110s ^ufim '̂uni^miYiXi^m 00

1.)

iiiinai 'v^mnyl 3.)

lutnoi ^Hrnnvl

411 ^14 I^iuiinffm Nonprobability Sampling HlJlin0iJ^'lOJi-3lllJlJltns;ia^ (Purposive

Sampling) ltfl^lSi^6U0y?lI^l^HfiT^f^ T^^Ufi 100^SJ 0111100 0TUtUO^tIH43J1^^^111 fill

l.) ms^nwin^EjtfBfm'oVifm 11111111001 y^mnvl 2.)

Management Strategy and Consumer Satisfaction of

Bakery Free Coffee Cafe, Fathum Thani



4,734 ^iitinvi f\^\\uti9\tii^fivv\z 24.80 fri^tv^fnifly^fii^i^n^i 3,6i6^Tuinvi
inn

,797 a 114

O^^ 6.03

U 19,090

i        <^J lilo^lTi U

f^ Itlll 2552 SllOO3^cn^7

Ull^iOeJIOOfi^ 3.24^Ollll

loo'̂ nmii^iii^imool'o

nfliviejil 2552W yafii^f^!,

M 21,OOO^3341JTM UO^fn^

fJJIfl^iT^l ^0  "UUJJll

jl^i1^1i4an 5 faw\

^^ll^^l) 2547-2552 ^

Bin^llhflQ'^i'Ulli^f,

lflQ^^dfn7H^?ll'W9^1VI'U1l1l4ll^S;iVlf

^iotl iifi^fnpi7i?ia3?i^)SiO^tnin^E)^i

trminn Smf ^mo^n^ioeh^^iomo-

tllu 3O,OOOai14ll1Vl1i4ll2O2l tbulu

tfrninn usjfuiJtira^n^-mfTiuTlim^^

38,ooo

iv ff 2560 -256iS9VinfTniino^^e^m 1.06%

uirm

until f^^

Abstract

This research analyzes 1.) the management strategy of the "Bakery Free Coffee" Cafe, 2.)

the satisfaction of the customers of the cafe, 3.) the personal factors in each customer that affect

their satisfaction. The quantitative method was conducted and the information from 411 samples

was obtained. The samples were chosen by Purposive Sampling. Then, the information was

analyzed by using statistics which are Percentage, Mean, Standard deviation, Analysis of Variance,

Pearson Correlation Coefficient, and Multiple Regression.

The findings from this research are 1.) the opinion toward the management strategy of the

cafe has the highest satisfaction in overall. The situation analysis and real practice field have the

highest satisfaction. 2.) The satisfaction of the customers of the cafe has a high satisfaction in every

field while the value of the obtained experienced field has the highest satisfaction. 3.) Age and the

frequency of buying are significantly impacted the customer' s satisfaction which is statistical

significance at the 0.05 level.
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