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Abstract

The purposes of this research was to study Brand equity and Service marketing mix factors
influencing on the customer satisfaction and Brand loyalty of Shabu buffet restaurant in the Central
department store in Bangkok Metropolitan area. This research was conducted using Quantitative research
method. The sample group on this research is the costumers of the Shabu buffet restaurant in Central
Department Store in Bangkok area 400 people. The data were analyzed using by descriptive statistics,
including percentage, mean, standard deviation and inferential statistics analysis, including multiple
regression analysis.

The research results revealed that 1) Most the respondents are female, age 21-30 years old, most
of them are single, education level are bachelor degree, occupation are private company employees and
earn average monthly income of 10,001 - 20,000 baht 2) The level of opinion of brand value overall at the
high level 3) The opinions of service marketing mix overall at the high level 4) The level of service quality
satisfaction overall at the high level 5) the level of brand loyalty feedback overall at the high level

According to the hypothesis testing, 1) Brand value on Recognition of quality Influencing satisfaction
in service quality. 2) Brand value on brand awareness Recognition of quality and linking with the brand
Influencing brand loyalty. 3) Service marketing mix on product personnel and physical characteristics
influencing satisfaction in service quality. 4) Service marketing mix on products channels and physical
characteristics Influencing brand loyalty. 5) The satisfaction of service quality Influencing brand loyalty.
Significantly at the level of 0.01 and 0.05

Keywords: Brand equity, Service marketing mix, Satisfaction, Service quality, Brand loyalty
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