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SUTATIP CHUKIATROJ: PERCEPTION, SATISFACTION AND LOYALTY OF
SHOPPING CENTER MEMBER CARD. THESIS ADVISOR: ASSOC.PROF.
PATCHANEE CHEYJUNYA

The aim of this.ies &n. satisfaction and loyalty of shopping
center member card. esedarch is the ‘quantitative research through the survey method
conducted by using the g i"( ¢ t'data“from 400 representative samples within the

Bangkok area. Percen - Pearson product moment correlation

coefficient were providee using SPSS Program. The main
objectives are as foliews G g center member card 2) To study
satisfaction of shoppigt te ‘- loyalty of shopping center member
card 4) To study the \ on and satisfaction of shopping center
e

member card 5) To study atisfaction and loyalty of shopping center

i .t"l-.

member card

The foII g

1) The perception ?o"

all were at the moderate level. And the

i
most effective perc ‘ ion is diseet juetsand serv ‘,'y

) The satisfaction of Mlng center menikgr card in overall were at the moderate level. And

s BRI REART -

) The onalty of shopping center miember card i negverall were at thg ynoderate level. And the

Q%W ANTHUAAIREAR

T e correlation between perception and satisfaction of shopping center member card were at

the moderate level in positive direction with statistical significance of 0.001 levels.

5) The correlation between satisfaction and loyalty of shopping center member card were at the

high level in positive direction with statistical significance of 0.001 levels.
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