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Abstract

This research aims to study the factors of marketing innovation and customer relationship
management factors affecting customer loyalty of Brew. Bear coffee shop. The researcher chose a
quantitative research model using questionnaires as a data collection tool. From customers who use
the service of Brew. Bear coffee shop and whose name is listed in the database on the Facebook
and LINE platforms of the Brew. Bear coffee shop. The sample consisted of 352 people. Data were
analyzed by using statistics such as frequency, percentage, mean, standard deviation. and multiple
regression analysis.

The results of the study found that the customers of the Brew. Bear coffee shop Most of
them were female, aged between 21-30 years old, were students or college students. bachelor's
degree has average monthly income 10,001-15,000 baht

Marketing innovation that affected the Loyalty of Brew. Bear coffee shop customers. Should
give priority to marketing innovation factors namely unique proposition, and market focus.

Customer relationship management that affected the Loyalty of Brew. Bear coffee shop
customers. Should give priority to customer relationship management factors namely customer

prospecting, relations with customers, and understanding customer expectations.

Keywords : Mmarketing innovation, Customer relationship management, Loyalty
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ANOVA
Model SS df Mean F p-value
Square
Regression 76.416 5 15.283 65.141 0.000*
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Coefficients

Unstandardized Standardized
Model Coefficients Coefficients t p-value
B Std. Error B
(Constant) 0.488 0.185 2.633 0.009
X1 0.379 0.077 0.376 4.946 0.000*
X2 0.016 0.082 0.016 0.190 0.849
X3 0.257 0.054 0.244 4.785 0.000*
Xa 0.102 0.071 0.110 1.435 0.152
Xs 0.045 0.042 0.060 1.077 0.282

v o Y
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a [

aunsadunleuaunisnensallugUvestayasiu fadl

Y =0.488 + 0.379 (X;) + 0.257 (X3)
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ANOVA
Model SS df Mean F p-value
Square
Regression 87.241 4 21.810 107.573 0.000*
Residual 70.353 347 0.203

Total 157.594 351

a o

*dpdAgynananszau 0.05




259

'
o v A o

PnMsnadeusEiutiuddi 0.05 nadildnwudn fien p-value Wiy 0.000 Hesniisedutiddy
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Coefficients

Unstandardized Standardized
Model Coefficients Coefficients t p-value
B Std. Error B
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