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Abstract
This research aims to (1) study personal factors of consumers
affecting the use of service of Japanese Shabu restaurants in Bangkok

(2) examine different marketing communication tools that affect loyalty
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towards Japanese Shabu restaurants in Bangkok, and (3) investigate the
relationship between marketing communication tools and consumer
loyalty towards Japanese Shabu restaurants in Bangkok. A quantitative
research methodology was employed, utilizing questionnaires to collect
data from 400 individuals.

The research findings indicated that 1) Personal factors, including
gender, education level, average monthly income, and different dining
frequencies, significantly impact brand loyalty towards Japanese Shabu
restaurants Mostly, consumers receive information through Facebook
and friends/family. 2) The 4 aspects of marketing communication tools
affect the customer loyalty: It suggests that advertising should emphasize
video clips over static images. Public relations should aim to continuously
build a positive image. Sales promotion should focus on offering cash
discounts. and for sales, Speed and enthusiasm of the staff should be
considered to create a positive experience for consumers, which can lead
to customers retention. 3) Marketing coonmunication tools significantly
influence loyalty, particularly through the service quality provided by
staff, leading to repeat visits and recommendations through word of
mouth given positive experiences, thereby promoting Japanese Shabu

restaurants to others.

Keywords: Marketing Communication / Loyalty / Japanese Shabu

Restaurants
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