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Abstract

This objective research aimed to study: 1) the level of factors of marketing mixed,
brand image and the customer satisfaction service quality; and 2) factors of marketing mixed
and brand image influencing on the customer satisfaction service quality at Shabu Buffet
Restaurant. The study employed a quantitative research approach. The sample group
consisted of 400 people. The instruments were the questionnaires, factors of marketing mixed,
brand image and the customer satisfaction service quality at Shabu Buffet Restaurant. Data
were collected through Google form. The statistical tools used in data analysis were mean,
standard deviation, percentage and multiple regressions.

The results showed that 1) the level of factors of marketing mixed, as a whole and an
individual, were at a high level (mean = 4.424); the level of brand image, as a whole and an
individual, were at a high level (mean = 4.430); and the customer satisfaction service quality
at Shabu Buffet Restaurant, as a whole and an individual, was at a high level (mean = 4.432).
Also, 2) all factors of marketing mixed (X;) and brand image (Xz) were influencing on the
customer satisfaction service quality at Shabu Buffet Restaurant in overall (Y,,). Effectiveness
in the prediction was 784 9%. The correlation coefficient was equal to .886. Its statistical
significance was at .01 level and the standard deviation of the prediction was 0.106. It was written
as the following equation regression analysis was below.

Yior = 524 + .807 (X1) + .077 (Xy)

Keywords: factors of marketing mixed; brand image; service quality
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AauUs b SEp B t  Pvae Tolerance VIF
{Ja98d@UNENN1THAR 4Es (X;) 807  .031 826  26.149  .000 543 1.842
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