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ABSTRACT

This independent study aimed at comparing customer engagement towards service
brands. A sample of 420 customers was divided into 2 groups by types of service, 210 samples
equally. The first group was customers of coffee shops as the representative of High-contact
service. And the second group was customers of supermarkets as the representative of Low-
contact service. Questionnaires were used as the research tool to gather data. The data were
analyzed by using Descriptive Statistics, consisting of frequency, percentage and mean and
Inferential Statistics — In dependent — Sample T Test.

This study divided customer engagement towards service brands into 4 approaches
in according to the concept of Gallop (2004): Highly engaged customer, Moderate engaged
customer, Engaged customer and Disengaged customer.

Based upon the results of studying on respondent’s characteristics, the findings
showed that the majority was female in ages between 21-30 years old, holding Bachelor’s degree,
working as officer of private company/employee, earning monthly income at less than 10,000
baht.

For the group of High-contact service, the customer engagement towards service
brands was at “Engaged customer” level. Hereafter were shown the details. In an approach of
brand trust, the engagement was at “Moderate engaged customer” level. In approaches of brand
dignity, brand fascination and rationale and brand loyalty, the engagements were at “Engaged

customer” level.



For the group of Low-contact service, the customer engagement towards service
brands was at “Engaged customer” level. Hereafter were shown the details. In approaches of
brand dignity and brand fascination and rationale were at “Engaged customer” level. However, in
an approach of brand loyalty, the engagement was at “Disengaged customer” level.

Based upon the results of comparison on customer engagement towards service
brands, in according to T-test at 95% of confidence, the difference was found between the groups
of High-contact customers and Low-contact customers, especially in approaches of brand loyalty,
brand dignity and brand fascination and rationale. The findings also suggested that level of
customer engagement of High-contact customers was ranked at higher level than those Low-

contact customers.



