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ABSTRACTS

Factors Affecting Loyalty of Lunch - eaters in Project#1 of Suan Dusit Kitchen
The objective is to study individual and marketing-mixed factors influencing loyalty of
lunch-eaters in project #1 of Suan Dusit Kitchen in general. Employing  qualitative
and quantitative approach, researcher collected data from outsiders, university staffs
and students in total of 450 cases by using questionnaires. The statistical parameters
used in this study are arithmatic mean, percentile, standard deviation, minimum,
skewness coefficient and kurtosis coefficient. Researcher uses multiple regression and
SPSS for Windows V.22 as technical analysis tools.

For results in student group, their loyalty is depended upon marketing -
mixed factors which are pricing, physical appearance and service; whereas, product
has no impact to this group.

In group of university staffs, their loyalty is relied on pricing and service;
however, product and physical appearance have no influence.

In outsider group, their loyalty is counted on pricing, service, products and

physical appearance.



