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ABSTRACT

The objectives of this research were to study Service marketing
mix and Customers’ perceived value influencing to customer loyalty of Healthy food
restaurant, Chon Buri province. Samples were 400 customers have experience about
healthy food restaurant. The results of the research showed that the level of Service
marketing mix, Customers perceived value and Customer loyalty were high. Promotions
of service marketing mix influenced to customer loyalty (repeat word of mount, intention,
price tolerance and complain behavior). In addition people influence to customer loyalty
(repeat, price tolerance and complain behavior) and physical evidence influence to customer
loyalty (repeat, word of mount, intention and price tolerance). Customers’ perceived value
influenced to all of customer loyalty with significance at the statistics level 0.05

Keywords : Service Marketing Mix , Customers’ Perceived Value, Customer Loyalty,
Healthy Food Restaurant
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P a =
MITNN 2 UAAINANITNARDURNNEAFIUN 2

FUUIWYINTDL
NINAUNI1FUINIS
(Constant) .755 143 5.282 .000
AUALATUINIG 433 .062 431 7.002 .000
01500 247 .056 251  4.386 .000
Msuuing oy
(Constant) .595 139 4.281 .000
AUAILAZUINTS .329 .060 .328 5.482 .000
91540 308 .055 312 5.623 .000
fAN 174 .039 192 4.453 .000
ANuEIlaTe
(Constant) 813 139 5.864 .000
AUAILAZUINTS 347 .060 .362 5.794 .000
AN 210 .039 244 5.402 .000
913K 188 055 199  3.434 .001
AN INSaulIsiasIAN
(Constant) .875 .169 5.176 .000
FuAMUarUsNg .338 .073 .320 4.629 .000
q9AN 221 .047 232 4.657 .000
01580 170 067 163 2.548 011
WOANITHNIZ09158U
(Constant) 1.245 .169 7.361 .000
AUAATUINTG 192 .073 187 2.626 .009
fAN 210 .047 227 4.419 .000

REHI] 270 067 268  4.048 .000
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