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Abstract

The objectives of this research were 1) to compare service quality, image, trust and
loyalty in Chinese catering business in Nakhon Pathom province, classified by personal factors,
and 2) To study the influence of loyalty in using Chinese catering business in Nakhon Pathom
Province. Examples used in the study The sampling method was used for 210 people who

used to serve a Chinese banquet business in Nakhon Pathom Province. By using the quota
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sampling method Use questionnaires as a tool for data collection. The statistics used for data
analysis were percentage, mean, standard deviation. And stepwise multiple regression and
content analysis. The results showed that 1) different gender, age, occupation had no effect
on loyalty in Chinese catering business. While income That are different affect the loyalty of
the service in the Chinese banquet business 2) The influence on loyalty in the service of
Chinese catering business in Nakhon Pathom Province consists of factors of quality, service,
image and trust, with predictive power of 49% and regression analysis equations. The plural
can be as follows Y = 0.34 + 0.12x1 + 0.46X2 ** + 0.30 X3 ** The results of this study resulted
in the Chinese banquet business entrepreneurs having further guidelines for developing and

improving their operational management.

Keywords : Quality Service, Business Image, Trust customer, Loyalty Customer, China catering
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