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UNANED

N13ANYIANUFUTUTTENINAUAINNITUIATAUANAINTINGAT YD MK Restaurantly
nsummsmuAs fiqusrasdiiiedinun (1) feszduvesnnuaaniauaznnsiuinuninnisuinisues
HUSIAA MK Restaurant Tungunnuviuas (2) faseavvesaumnsindndueiiule veguslan MK
Restaurant Uugsauing seuiamavesuazudslungammamiuasiay (3) Ssanuduiusszning
AunmnsUINItuAuAmsdadusilulavesfuiloalunammnumuns naueg1nduduilan
flFdnuuInTsi MK Restaurant lunsammuvuns anassuazinands duiuuidonaiuagnn
(Convenience Sampling) §1u3u 400 318 a3esilefildlunisiduiduwuvasuany adadildlunis
Aineideya loud fevas Aneds Andeauuinnsgiu mavagouad uaznsiaseiadudseans
anduiusnani1sIdenudn (1) sEauresnuAIaniuazn1suIAmAINNITUINITYeLUTIAA MK
Restaurant lungammamiuas slaanuuandnaiu sgiidudifyniaadafiszdu 0.05 (2) sefuves
AuAnsInanAueilulaveaduilan MK Restaurant MidugsAauinis sewiranavisuazndsly
nyannuvues ldunndieiu egraldfideddymeata uag (3) AnuduiusseninenuaInnITuInig
fupaAnTaadaelulavesuilan Tunsaunnamuas danuduiusiuluseduiiunans dduddny
MaaRATszdu 0.01

ANEIATY : ANNINUINIS AANAT ARSI 1BUA L5alnTesd

Abstract

The Relationship between Service Quality and Brand Equity of MK Restaurant in Bangkok
Metropolis. The objectives of this research were: (1) to measure consumer’s expectations and
perceptions toward service quality of MK Restaurant in Bangkok Metropolis; (2) to measure brand
equity of consumer of MK Restaurant classified by gender in Bangkok Metropolis; and (3) to
study the relationship between service quality and brand equity of MK Restaurant in Bangkok
Metropolis.

The samples were 400 samples consumers who received services from MK Restaurant

using convenience sampling. A questionnaire was used as an instrument to collect data. The
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statistical analysis employed were percentage, mean, standard deviation, t-test and correlation
coefficient.

Research findings showed that: (1) the consumer’s expectations and perceptions toward
service quality of MK Restaurant were different at 0.05 statistical levels by inferential statics. (2)
The brand equity of consumer of MK Restaurant classified by gender were not different statically
significant. (3) Correlation between service quality and brand quality of MK Restaurant in Bangkok

Metropolis was at moderate level at 0.01 statistically significance level.
Keywords : Service quality, Brand Equity, MK Restaurant
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