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Abstract

The purpose of this quantitative research is to study the effects of customer service on customer loyalty at a
supercenter. The research is a theoretical discussion regarding the relationships between waiting time, product
quality, store atmosphere and loyalty. The sample group used in this study comprised of 400 consumers from a
supercenter in Bangkok. A questionnaire is used as a tool to collect the data. The results of the hypotheses testing
show that three factors influence loyalty and that waiting time is related to customer service, product quality is

related to customer service, store atmosphere is related to customer service, and customer service affects customer
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loyalty. The results of this study can be used as a guide for the development of retail marketing strategies to

optimize long-term profitability at supercenters.

Keywords: consumer service and supercenter
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