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Abstract

Marketing that results from participation to create and customer experience
management It is a marketing strategy born out of contemporary marketing. that are popular in
use today. This is due to differences in behavior and emotions of consumers or customers. The
product or product is becoming more and more diverse. Starting from the life residential style
consumer goods and consumables including various types of food products including drinks in
terms of consumption of sweet foods, Thai desserts have been employed in this strategy based
on 3 factors: Customer Coproducer, Customer Experience, Collaborative Management, Physical
Satisfaction. To promote the value of the Thai dessert brand There are 5 main components which
are as follows: Brand awareness, Perceived quality, Brand association, Brand image and Brand
loyalty. This study aimed to test the influence on the value of Thai dessert products. A causal
model was used to analyze 300 samples. The sample group used in the study was customers
who ate Thai desserts over the age of 18 years. contributing factors The highest total positive
influence on Thai dessert brand value was 0.518, which was higher than the 0.214 weighted

customer experience management.

Keywords: Customer Coproducer, Customer Experience, Collaborative Management, Physical

Satisfaction
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AUNAFIY AndanseAns t-test p-value aguna
CCD -> PYS 0.003 0.031 0.984 Laldawa
CEM -> PYS 0.165 1.419 0.157 Taldana
CM -> PYS 0.540%** 5787 0.000 A9IWALTIUIN
CCD -> EMS -0.162 -1.241 0.129 Taldana
CEM -> EMS 0.253%** 3.422 0.000 AIHALTIUIN
CM -> EMS 0.171* 1.987 0.045 A9WaLTIUIN
PYS -> EMS 0.554%** 5.896 0.000 AIHALTIUIN
PYS -> SEQ 0.391%** 5.223 0.000 AIHALTIUIN
EMS -> SEQ 0.382%** 6.193 0.000 A9WaLTauINn

*5=.05, ** p=0.01, **p=0.001
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ns¥anIsUsEauNTalgna 4.211 0.709 0.162 110
nsdan1sANsImileiugn 3.961 0.789 0.212 nn
ANINBlaNIINIEAIW 3.988 0.925 0.233 110
Auanelameiuesual 4.139 0.735 0.178 170
AAINTIVUN LY 3.958 0.798 0.202 110
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