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Marketing mix in consumer's perspective affecting Sushi Hana's brand equity
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Abstract
The objectives of this research were to 1) study the importance level of the marketing mix from the
consumer's perspective of "Sushi Hana", 2) study Sushi Hana's brand equity from the consumer's perspective, and
3) study the marketing mix in the consumer's perspective that affected Sushi Hana's brand equity. The sample group

used in this study, obtained through systematic random sampling technique, included 400 consumers who had used
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Sushi Hana's services. Data was collected through a questionnaire as a research instrument. The reliability of
marketing mix from the consumer's perspective was 0.956 and Sushi Hana’s brand equity was 0.936. The statistics
used for data analysis were frequency, mean, percentage, and standard deviation, as well as multiple regression
analysis using the stepwise method.

The research findings showed that 1) the marketing mix from the consumer's perspective of "Sushi Hana"
had an overall significance at a high level, 2) the Sushi Hana’s brand equity from the consumer's perspective had an
overall significance at a high level, and 3) marketing mix in consumer's perspective from 7 aspects found that only 5
aspects had a statistically significant positive effect on the "Sushi Hana" brand equity at 0.01 level. The most effective
aspect was completion cost to the customer, communication, customer value, and comfort, respectively.
The marketing mix in these 5 aspects could explain the variation in the value of the “Sushi Hana” brand equity at
67.80% . Therefore, if entrepreneurs paid attention to these 5 marketing mixes, the brand equity of the “Sushi Hana”
could be enhanced significantly.

Keywords: marketing mix, brand equity, Sushi Hana
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Sushi Hana’s brand equity

Figure 1 The research framework.
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Table 1 Cronbach’s alpha coefficient of each

variables.

Cronbach’s alpha
variables coefficient
marketing mix in consumer's
perspective 0.956

- customer value 0.854
- cost to customer 0.837
- convenience 0.808
- communication 0.802
- comfort 0.820
- caring 0.851
- completion 0.840
Sushi Hana's brand equity 0.936
- brand awareness 0.803
- brand associations 0.825
- perceived quality 0.807
- brand loyalty 0.832
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Table 2 The importance level of the marketing mix from the consumer's perspective of “Sushi Hana”.

(n=400)

marketing mix in consumer's perspective X S.D. interpretation rank

1. customer value 4.34 0.75 high 2

2. cost to customer 4.09 0.84 high 5

3. convenience 4.25 0.83 high 4

4. communication 4.06 0.86 high 6

5. comfort 4.29 0.72 high 3

6. caring 4.51 0.67 highest 1

7. completion 4.29 0.77 high 3

total 4.26 0.77 high

AMNUANNIAN AR TTaeAIUAdE
R g . o o
B 1 iNeANENTEALANAIATYAIULITTANNNS

y dy o=
NMIAAIATBFIUBIN T LNTT U TuyNaes
Juslna avunsneddoanaladn doudszan
y o=

NNINNIAAIATBIF DM YT T Fnuy Tuyunes

1095151nA TunmaanagfluszAunnn Weiansn

o

eAUNLd AU ldgua HsrauanngAty

o

A o= Y o oo )
NNNQA TIRAPANBINLNILAREIUBS Thanasuwichagon,
Visitnitkija, & Tanphan (2020) Aiwuan Anaianlald

=< o Ao o o
Lﬂu‘muﬂuﬂ%mu mwmmymmm@mmw

nnsliuTnNsra9iue s e asa ladun wazilu

a

laqe g NINAQIA ﬂ[ﬁl’r]ﬂ']’]ﬁJWxiWﬂi@‘ﬂ‘ﬂﬁ@ﬂﬂﬁVmﬁ



LUNIA. (NYBEAAATUAZAIANAIARAT) 9(1) : 1-14 (2567)

'
=

lisnsiuannsingaialiununigs Tudouses

ENMER MY LL@%WQ’WNQﬂ’]Wﬂ@\?Wﬁﬂ\‘IWH U UDY

\
| aa =

Hemphaiboon (2019) AiWwL31 AFENNTUMNAGNIN

1
o =

NgA8d

<

wavufey iuladasuyaainsidn

N7 UINITFIURINNTUNYATHARD WNTIZAINH

1 v

= g o S 2 e
NNW?EIWVW]L‘]‘IIQQWHFN’WHVHJ{]UWﬁ]'ﬂ@ﬂﬂ’] {33

al

AN UAULEY LTUNTA519A N AN F 19N 1
v a 1 v Aﬂl
FULNEBTHARDILANFAIIAINFIUBINNTD1 U

azuanineniy uaziduladadAtynviniguiina

o

naUNNFLEN9 T8N 13NN IAEUATNFBIUD

]

Y a

wiinewluiuemaduanuilaladengusinald
ANNAATY TAENTLNWARE189 Saeng-on (2016)

= ! Y o o v a @
Anuan Tadseaunineunlumig Inadeziau

A o

da 4 o v
nHARAENINTgA Ae WinUluFIBLAINIYA
= a a A =
HYAANA 789a3N1AE HANGNIN WAa1 sy
= v o o [ 1 = ° o
wazdpoud A uusin lhidluetnem sauandy
HANNTIATIEUTTALATUAIATY “0T 87U
Tusunesesiizing wudn Tumweanee] luszAusnn
(X=4.04, S.D=0.90) LHARAITUITILAIL WL
v da 4 a ey ,
TUNHANRALEIRA AB N19FLFARNN (perceived
quality) (X=4.24, S.D.=0.76) 5848911 1A L1
ANNNANARBATIAWAN (brand loyalty) (X=4.01,
S.D.=0.93) N9 TaNTENATRLAN (brand associations)
(X=3.98, S.0.=0.89) N19§4nM318UA (brand
awareness) (X=3.95, S.D.=1.02) AT N A1 A U

uansdayasa (Table 3)

Table 3 Sushi Hana'’s brand equity from the consumer's perspective.

(n=400)
Sushi Hana’s brand equity X S.D interpretation rank
1. brand awareness 3.95 1.02 high 4
2. brand associations 3.98 0.89 high 3
3. perceived quality 4.24 0.76 high 1
4. brand loyalty 4.01 0.93 high 2
total 4.04 0.90 high
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Table 4 Correlation matrix between independent variables.

(n=400)
correlations

TC1 TC2 TC3 TC4 TC5 TC6 TC7

Pearson correlation TC1 1.000 0.724 0.709 0.690 0.663 0.615  0.631
TC2 1.000 0.660 0.772 0.639 0.608  0.652

TC3 1.000 0.732 0.711 0.581  0.649

TC4 1.000 0.768 0.676  0.787

TC5 1.000 0.676  0.768

TC6 1.000 0.756

TC7 1.000
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a

Table 5 Multiple regression analysis results of marketing mix in consumer's perspective affecting

Sushi Hana's brand equity.

(n=400)

unstandardized

standardized

independent variables coefficients coefficients t sig.  collinearity statistics
B Std. error beta tolerance VIF
constant -0.432 0.169 2563 0.011
completion (TC7) 0422  0.059 0.365 7141 0000 0312  3.202
cost to customer (TC2) 0.189 0.056 0.166 3.345 0.001" 0.333 2.999
communication (TC4) 0.177 0.062 0.166 2.856  0.005 0.235 4.247
customer value (TC1) 0.152  0.055 0.124 2739 0.006  0.401 2.491
comfort (TC5) 0.120 0.057 0.107 2113 0.035 0.322 3.108

R=0.823, R°=0.678, R® ad}.=0.674, F=165.664, P-value=0.000
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