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Abstract
The purpose of this research was to construct index to compare levels of customers’ satisfaction
between Chuenpran food center and the nine food center. Conceptual framework was based on American
Customer Satisfaction Index model. Stratified random sampling technique was applied to select 400 customers
to answer self-reported questionnaire. Data were analyzed by factor analysis and bivariate analysis. Research
findings revealed that levels of customers’ satisfaction of Chuenpran food center were significantly higher than

those of the nine food center.

Keywords: Customers’ Satisfaction Index, American Customer Satisfaction Index, Chuenpran food center,

the nine food center
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2. Han1TIATEdeya
2.1 wanisasimriinseauanuianelaainuuugaunaius1835n153As1E9ade wuinAvee Factor
loading Total Variance Cronbach Alpha tfiu 0.7 wansanmdadenng q sesadang o danuiesnsuazideiols lny

LARINALIFIRS9N 3

A1519% 3 wanawan19AsEillade (Factor Analysis) kazauGiediale (Reliability)

Factor %Total Cronbach

Item
Loading Variance Alpha
A213A1ANT9Y89gNA1 Customer Expectation 0.6803  0.8424
I IHTENReTeY 0.8159
DIMTEL DA 0.8336
UINMIVRIIUMANIN 0.8407
SrumusnsTInsn 0.8086
UUND DA UAINUTNT Perceived Quality 0.6307  0.8029
JAYNAUDIDING 0.7348
ANNELDIATDIDINIT 0.8213
msluinmsvesiudiignin 0.8240
msliusmsvessuiiismsa 0.7932
JUUDIRNBAMAT Perceived Value 0.67258 0.835887
savAvetemIetosduAiuduidnsly 0.7707
91 saz AL TURuTisgly 0.8475
Uinsvesiufitgamdua futuiisnsly 0.8577
Uinsvesiumiinindadumiuiuiianely 0.8015
UUUBININANWA] Perceived Image 06742  0.8384
JAYFDINITTOY 0.7951
M TEZ 1A 0.8518
Uimsiignm 0.8370
U3Msiisnga 0.7990
A21uNswalaneuinig Customer Satisfaction 0.7125  0.8654
JAYIRVDIDINNT 0.8397
ANAINEL DIATVDIDNNT 0.8558
U’%msﬁqmw 0.8611
U3 s7isInsa 0.8192
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Obs. CE PQ PV IM Csl CcC CL
GRUERVEE
%"u‘dﬂm 154 0.8061 0.7365 0.7749 0.7546 0.7288 0.1437 0.7371
wazluy 246 0.7749 0.6961 0.717 0.7035 0.6631 0.2049 0.6659
t-test 2.0943 ** 2.3873 ** 3.6644 *** 3,221 *** 35889 *** 21992 ** 3.4273 ***
andn
uaﬂ'ﬁuﬁ 175 0.7737 0.7187 0.7589 0.7505 0.7334 0.1797 0.7541
Iuﬁuﬁ 225 0.7972 0.7062 0.7241 0.702 0.6534 0.1826 0.646
t-test 1.6048 0.749 2.2172 ** 3.115 *** 4.497 ***  0.1062 5.4193 ***
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