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Abstract

The objective of this research was to study the customer experience of Thai Stamp
Members related to Brand Loyalty to Thailand Post Company Limited. The population for this
research study was 400 current Thai Stamp members. The collected data was analyzed by using
descriptive statistical analysis methods, analyzing, for example, demographics, income and
regularly bought items, using percentage, mean and Standard deviation. The hypotheses were proved
by seeking the relationship between dependent and independent factors for linear regression and
analyzing the coefficient of correlation, including collecting suggestions from Thai stamsnp members.
It can be clearly found from the research that Thai stamp members have had good customer
experiences in moderation. Thai stamp members very often have loyalty to Thailand Post
Company Limited’s brand. It is clearly seen that their brand loyalty can be categorized into
customer’s experience. From consideration of the coefficient of correlation, Pre-purchase Experience
and Purchase Experience related to brand loyalty and Post-purchase Experience is not statistically
significant at the level of 0.05. The two major suggestions from Thai Stamp Members covered the

availability of stamps at post offices and that the stamps should be launched on Date of Issue.

Keywords: Customer Experience, Brand Loyalty, Thailand Post Company Limited, Thai Stamp
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Residual 396
Total 399

st Usvaunisalieuniste seuinede wds
Mste

Faulsay: Anudnavesaudnuanudlinevss
UsEm Wsuedldlne 91

NSN3 WU A P value Tuss1a ANOVA
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Linear Regression
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Coefficients Coefficients t P value.
B Std. Error Beta
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Uszaunisalndanisde .009 016 031 .555 579
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daumie‘??a Pearson Correlation 1 623" 434" 333"

P value. (2-tailed) .000 .000 .000

N 400 400 400 400
izﬁiﬂ&%@ Pearson Correlation 623" 1 5517 403"

P value. (2-tailed) .000 .000 .000

N 400 400 400 400
Méjﬂmifga Pearson Correlation 434" 551" 1 255"
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