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Abstract

This research was quantitative. The purposes of this research were: (1) to study the level of
touch points and the loyalty of customers of Cha Tra Mue; (2) to compare the loyalty of customers
of Cha Tra Mue, classified by personal factors; and (3) to study touch points that affect the loyalty
of customers of Cha Tra Mue. The population consisted of ready-to-drink customers of Cha Tra
Mue; samples were taken from 400 informants. The research instrument was a questionnaire. The
reliability was 0.964. The statistics used to analyze the data were percentage, mean, standard
deviation, independent sample T-test, one-way ANOVA, and stepwise multiple regression analysis.
The results of the research were as follows: (1) the level of touch points and the loyalty of customers
of Cha Tra Mue were at a high level overall; (2) the comparison of the loyalty of customers of Cha
Tra Mue classified by personal factors was not statistically significant different; (3) touch points during
purchase (X2) and touch points after purchase (X3) that affect the loyalty of customers of Cha Tra
Mue. The effective prediction accounted for 47.90 percent. The equation of the model was Y =

1.016 + 0.544(X2) + 0.187(X3).
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@@uf@ﬂﬁLﬁuﬁmmwﬁqﬁ%faﬂfﬁqiﬁw%’uﬁqvfﬁysfuﬂmumﬁﬁﬁ\mém (The Department of Trade Negotiations,
2020)
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LLmﬁmﬁmﬁuqmﬁ’uﬁﬂ (Touch point)

Bolton et dl. (2014) na1991 Uszaunasaiy uslnalananeulunauadidylumisllgnisasns
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Auuavsrazena (Tanvittayanont, Sukpach, & Suveatwatanakul, 2019) Bnslenilefiie Uszauniseinieuand
\AntusInN1TgaARANEaLEN1TIINATIAUAN BosiTuuge Lﬁ%ufﬁgﬂﬁyﬁﬁmﬁuéf@%y@ﬁuﬁym%wﬁmﬁm%ﬁ'u T
yo3ngAuANlAuiga Arennsasediusn L inaBadugnauaznaneBanaiugna e 7 99
ANNA (Touch point) AIUATISIAINBUNTED TEMINNTTES UATNFINTDE %q@gmﬁ’uﬁﬂméﬂfmmﬁaLﬂuﬁlqﬁ
yintgnAnAnAHnITAs1AUATHANESEH (Opasbutr & Pornwasurat, 2020)

el Faduanmunisoifignanlnsumdanuininaafsatuscmauamiassans Afnan
AngRnPaRuAEDIANEaaAnT WuanunisnifigndimuntudesnaiuazsamiiignamEognen
paniaer [nsutayarasanALATLENNg Tiddlavintuiefgauazsmnaaanlazasgnan Geaanamaiin
LAZANHANTLETUAUALAZLE N3 RBIANaIAR WNgARNA AR uATLAN 198 9 WEaAIuAL (Duncan,
2005) Fefarmdniuaestsgadimiuedesdelunsdeasastszaunisoivgnanuazgnanfinansg
\Aeafunaiai® Aoslszlemd LLﬂzﬂmﬁ"lﬁlﬂdWﬂﬁuﬁfhﬁL‘lﬂﬁﬂﬁ;‘:lLL?Jld Sutlunnsasanauanansnnaanan
ﬂ‘;wmfmzjﬂﬁuﬁumﬁuﬁﬂme‘;ﬁqaméﬂ?ﬁmﬁuhyﬁ ielnasnsaiavsnananasin mqu‘gﬁﬂ WATNIT
nazvinvasgnan Tnsnunszuaunainanlede 3 dunaudidty fe qeduianauntats qrandaTzianinis
dn LL@ziﬂﬁNﬁﬂwﬁﬂm‘i%ﬂ (Yomchinda & Yornchinda, 2017) fsmatuli

adnaneunnsin mnels Usraunisoiaasgnanneunisiadnletaduan uanimuinaexneud
anAnazsnauladofuavansunanig SugnatezlanumaniineRunuazn1TUaN1TaLaEnTiINITAL
voyaiislUResannaunsdnauladanauanndufsniusiussanis

AFHAESENININ5E8 e dazaunisoilun o dusenresgnAtaEmanntsde TaaRanson
AINUIFTHINIAUATFNINUIARDH TN NSLENIFBININIIINELAZ TN §NATANRLE N1Fa9LaENNT
w1alusm Seuliniafauaznisinszanduan wleuiensiuanan Gegnaniuglalnedssamaniai 5 uas
asfmnamndsiidniaiidusansn i lrdaiinanuussinlstunaunadovdalraun

AdHAENAIN5Te ety dazaunisoignanlanuvdafnnenasndsanni (ndefuamdatianis
sluuan Tneneuiisunstrmassduamdoaniatuasaandsmedilunsaun

m’mﬁnﬁwmgﬂgﬁ (Customer Loyalty)
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