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Abstract

The objective of this research to study the influence of service quality on customer
loyalty to Cake for You Café in Chaiyaphum Province, and to study the influence of digital
marketing on customer loyalty to Cake for You Café in Chaiyaphum Province. The

population in this study was customers of the Cake For You Cafe. There were 458 customers
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researchers used an online questionnaire as a data collection tool. The inferential statistics
used in the data analysis was a multiple regression analysis. The statistical significance level
was set at the 0.05 level. The study revealed that all five dimensions of service quality
including reliability, responsiveness, assurance, empathy and tangibles affected customer
loyalty to the café. In addition, digital marketing tools in forms of online public relations,
online distribution channels, and electronic word-of-mouth communication impacted the

customer loyalty as well

Keywords: Quality of Service; Digital Marketing; Loyalty; Cafe
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