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Abstract

The purpose of this research is as follows (1) to study the level of consumer loyalty at
Shabushi buffet and Sukishi buffet (2) to study the effect of demographic characteristics on
customers’ brand loyalty. (3) to study the effect of brand image on customers’ brand loyalty. The
sample included 400 current customers of Shabushi buffet and Sukishi buffet. Questionnaires were
used to collect data. (reliability = 0.86) Both descriptive and inferential statistics were to analyze the
adjusted data including percentage, mean, standard deviation, t-test/ANOVA, multiple linear regres-

sion and pair sample t-test. The results indicated that the brand image of Shabu buffet are attributes,
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value, culture, personality and the user had an influence on customer’s brand loyalty of Shabushi

buffet. The brand image of Sukishi buffet are value, culture and personality. Furthermore, the user

had an influence on customer’s brand loyalty of Sukishi buffet. The hypothesis testing showed that

Shabushi buffet’s customers and Sukishi buffet’s customers had customer brand loyalty.

Keywords: effect of brand image, brand loyalty, Shabushi buffet, Sukishi buffet
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YIyByWisiundian (3 = 0.297) se3asn Ao Fugld

M99 4

MsAATIZYaUNITONDaELTINY (multiple linear regression) ¥89Uadem 1N INAN WalNTIFUA 19095 11T
Haslon1IuANAlunTIFUA 1Yo lTUTN 17 NN Ty HinE

(X) (B = 0.243) AuTausssu (X) (B = 0.213) uaz
AuRuEuTR (X) (B = 0.139) uen9nil duuszaAns
n3ivue (R? = 0.675) uandlimiiui Jadeaiuniw
dnwalnsidunvesi Iyl Aunaandi (X) A
AN (X)) AMuiusssu (X)) Auyaannm (X) uae
augld (X) amnsanensalnnudunusvesndiy
Andlunsiduaivesrldusnisfueiydunns ladn
Hudewar 67.50 findednesas 32.50 Wunailes
WNFIUTEY

a

74

ANUANAIURNTIEUADIRLTUSNTIINYIYT

AMwanvalnAUA1veITIUYIYT

S.E B 3 t Sig. Tolerance VIF

GRIKT 0.244  -0.001 - -0.004 0.997 - -

AruAuauUR (X ) 0062  0.069 0.060 1106 0270  0.697  1.435
Munudsglovd (X) 0.063 0.042 0042 0.661 0509  0.501 1.996
suRaAn (X) 0082 0211 0.183 257 0.011* 0399  2.508
MuTaiusssu (X) 0053  0.155 0.181 2908 0.004* 0529  1.890
MUYAGNAIN (X)) 0069  0.149  0.135 2167 0.031* 0531 1.883
sugld (X) 0.056 0335 0371 5967 0.000%* 0531 1.882

R* = 0.605, F = 49.166, *p<0.05
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1NA5NT 4 HaannsnadeuaNuAgulag  dunusvesanuindlunsdunivesdliuinisiugid
mMylnzinuanneeddunuung wud Jadednu yrlld laAadusesay 60.50 Ndednsesas 39.50

v |

Amanwalngduivosiugi@ dmgudt (X) 1w Wunaldesnaindiudsdy
Faussaa (X ) suyadnniw (X)) uazanugld () 10u

HAN1INARDUANNATIUN 3 HldUTn19TIumn
Uadeniinasiennudndlunsdumveslduinigiu

v A a

YByNlduazgATuvlg daaudndsensiduaiiu

NyHie Imfja:]amumwaﬂwmmqaummaqim yyynilduananeiy egraiidedAynieadia 0.05
AT audld (X)) \Juladeiitinasenudnalunsidu

AR LEUSNII LT UWALNTgR (3 = 0.371)

Y

e a2 e

InglunisveaeuauuRgiun1siden 3 1dada
NNSIATIEVHALUY Pair Sample T-test dadunis

I~ %

5998931 Aiv suAmA (X ) (B = 0.183) Auimusssy

Gy A a4 - NAABUANLRAYTBY 2 NANINTANLLANANSAUKSB LY
(X)) (B = 0.18) uazuaeign Ap AUYATNNIN (X)) . ) L

X o a £ ) TaglUadauUAINNLANGIITEWITNAILRAYUDIAIL
(R = 0.135) wBnanu d@uuszansnisnivum (R =

v v

a o a 13 Y a 14
nisiensduA1 Uy NAve LT uTNITI U

0.605) kandlibiiuIn Javamun ndnualnsausi

f
v oan w : v oo v YBUNLALas g ATYNLNG
VBIWYNY AUANAT (X) AWIUETIN (X) A ¥ v

J

yadnam (X ) wazanugld (X)) aansanginsainam

Y

11919 5
WSHUTIUAIIUUANA NILNINTLAUANAAEYDIAINANANOATITUA 1S NI IY YWY [ TUTNITIIUTIYT
ywinlsiuay SIugN Ty Wil

AUANARBATIAUA SuYFYNs SugAgynile t-test P-Value
Fuyyrle X D X D
fuALdesiy 3.19 0.75 326  0.70 -1.03 0.30
aumslegnaislaguslog 3.14 0.84 3.22 0.83 -1.04 0.29
AuAL9elunISIaN 3.22 0.72 3.66 0.62 0.83 0.40
85I 3.35 0.65 3.38 0.62 -0.55 0.57

1NM15199 5 1WavnnsilSeuisuanunan  A1sanUsIgnNa
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3 5 o ol ﬂ'«a%mwumwaﬂwmmmum%ﬁmsmlvj
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L ; . S g AIFUANVDITIUTIYT AUAMANUR ATUAMAT AU
U151 U UUNNA Llwanaeiu fatudsaunsaasy o y - v v o o da
o oo S . IAUTTIU ATUYATNATN LLasmu;ﬂ% Wudadeniua
1977 Al Usns3 U U U N Akaz S U ATUNLWAT . o o o v v oA - .
M LT o mav-mamﬂm‘lumwaum%m;ﬂmmmasmmgwwL‘V\Im
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v wagSugATYIIE FaranisAnwaunsaesuiglai
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AseDaluuansnaiy

ANUEAUINTIan Ae AuAignARglaty lidnae
Juisewsspunmitlasuduaiusaingel Ay
aze1n Uaenady savd anudseiivlalunisuilan

TAUFITUNITUSLNATIADIADAAABINUIRIUTITUNITU

EAU HERITAGE JOURNAL |

Social Science and Humanity Vol. 9 No. 2 May-August 2019 |




Usgnuvading sauladlunsdentgusnsgliuinig
gelvimnudfyiuissveinnussdiu fideaeny
fagaladnse iesanmaaruinsyrildvesiiu
yryFyiliuasugiduiold dsiange Sedugld
Usnsiadlarumanisludiusieg fdeatuiunis
wWlusudsemuomsludunyduninduazsugi
Fyias Srdulunisinwiedsifonudn dadedu
Andnyalnsdua1resi U YTUNdLaz SuYRY
sl uaand® auRua AudaueTIy A
yadnam wazsiugly (Juledeiisinasieniming
lunsrdudveslduinsiuvyduninduasugi
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2010) AlFnaaliin amdnwalasdud suga
(value) Jaiuss3u (culture) yadna 1w (personality) §
14 (usen iutladeiifeuduiusiaonseiungAnsy
vaaguilaa Tnsandnualnsdudivzidudadon
g ldusnsiinn133ui(perception) awfinaus
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