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Abstract

The objectives of this survey study were to develop customer engagement scale in service
brands and predict customer response. Questionnaires were used to collect data from 400
customers aged 25-55 years old in Bangkok and consumed both Starbucks coffee and AIS mobile
network provider. Starbucks was chosen as the representative of tangible action service and hedonic
needs while AIS was chosen as the representative of the intangible action service and utilitarian
needs. The customer engagement scale is developed, refined and validated. It is three dimensions,
composed of vigor, dedication and participation. The findings revealed that customer engagement
is different significantly between Starbucks and AIS. Moreover, customer engagement was
significantly and positively correlated with customer response of their own brands. Besides, the
difference and relationship of customer engagement and customer response in heavy users and light
users were revealed.

Keyword: Customer engagement, Customer response
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