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Abstract

The purpose of this study aimed to describe experiential marketing and relationship
quality influence on customer loyalty of bakery S&P shop in bangkok and metropolitan areas.
The questionnaire was applied as a tool to collected data from 385 participants, who are S&P
bakery consumers in bangkok and metropolitan. Probability Sampling, in particular Multi — Stage
Random Sampling, was used as a method to select the participants. The data were analyzed
using frequency, percentage, mean, standard deviation and Multiple Regression Analysis (MRA).
The results found that the experiential marketing consists of feel experiential, act experiential and
relate experiential which were influenced to customer loyalty at the level of significance 0.01. The
relationship quality consists of satisfaction, trust, and commitment. These relationship qualities
influenced customer loyalty at the level of significance 0.01. The findings of this study were utilized
to develop a marketing strategy in order to fulfil the need of bakery customers.
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