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ABSTRACT

The objectives of this research were 1) to study the level of customer loyalty of florist
shop in accordance with demographic factors, and 2) to study the impact of marketing strategy on
customer loyalty of florist shop. The samples of this study were the consumers of one of the
florist shops in different districts in Chonburi province, such as Muang, Banbuang, Nongplayai,
Banglamung, Panthong, Panusnikom, Sriracha, Bothong, Kohjun, and Sudtaheeb. Sample size
was gained from Krejcie& Morgan’s (1970) table, which showed the suitable number of 126
samples at 95 percent of confidence level or at .05 of significance level. Researcher used
questionnaire for data collection. Statistics used for data analysis were percentage, average mean,
standard deviation, 7 test, F test and regression analysis.

Research findings showed that customers, who have different demographics in age,
occupation, monthly income, did not have different level of loyalty. In addition, the result showed
that marketing strategy factor of price and process only have impacts of customer loyalty towards

florist shop.



