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Abstract

The objectives of this research was to 1) The study of different demographic factors has
different customer engagement in the telecommunication business. 2) Study the satisfaction
factors that affect the customer engagement of the telecommunications business. This research
is quantitative research. By using a questionnaire consisting of 400 people. Data were analyzed by
using percentage, mean, standard deviation and Chi-Square statistics By convenient sampling
method. The results of the research showed that 1) The majority of consumers are male (76.10%)
and female (23.70%). Age range 26 - 35 years (77.60%). Single status 81.50 %. Self-employed /
Owner for 63.80 %. With monthly incomes 22,001 - 29,900 baht or 71.60 %.The hypothesis test
found that 1) Different demographic, age, and income factors have different commitment of

telecommunications business customers. With statistical significance at the level of 0.05 And 2)
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satisfaction that significantly affects customer engagement in the telecommunications industry at
the statistical level of 0.05

Keyword: Telecommunication business, Telecommunications, Engagement
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