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Abstract

This research aimed to study the effects of digital marketing on customer loyalty and satisfaction for pet cafés
in Bangkok and vicinity. This quantitative study employed questionnaires to collect data from 400 respondents who had
used pet café services, selected through snowball sampling via online platforms during March-May 2024. Data were
analyzed using descriptive statistics and multiple regression analysis. The findings revealed that all five dimensions of
digital marketing (awareness creation, interest generation, inquiry channel creation, decision access, and repeat
purchase/advocacy) positively influenced customer loyalty (R = 0.672, F = 163.45, p < 0.001) and customer satisfaction
(R2=0.589, F = 115.23, p < 0.001) with statistical significance. The repeat purchase/advocacy dimension had the strongest
influence on loyalty (B = 0.408), while the inquiry channel creation dimension had the strongest influence on satisfaction
(B = 0.412). This study provides practical recommendations for entrepreneurs to develop digital marketing strategies for
enhancing customer engagement.
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nsvilidedn/uende (DMs) 0408 0053 0365 7.698**  0.000 2.41
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