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Abstract

Objectives of this research article were to study the influence of service
quality determinants on the behavioral intentions of customers using Korean
restaurants in Bangkok. A random sampling method was used to select 385
samples. The instrument used to collect data was a questionnaire using a 5-point
Likert scale. Statistics used in data analysis included percentages, averages, and
frequency distributions. standard deviation Multiple regression analysis from the
results of linear regression analysis in the form of Multiple Regression Analysis to
determine service quality factors that influence the behavioral intentions of
customers using the service. Korean restaurants in Bangkok.

The results revealed that, the adjusted decision coefficient (Adjusted R
Square) was 0.624, meaning that the independent variables were food quality,
staff quality, presentation of physical evidences, service process, perceived value
and attitude affecting the dependent variable of customer behavioral intention
indicating 62.40%, the remaining 37.60% resulted from other variables that were
not taken into account at the statistically significant level of 0.05, it was found
that perceived value and attitude determinants affecting the customer satisfaction
towards the service of Korean restaurants in Bangkok were ranked first (B=0.438),
followed by service process determinants (B=0.195), respectively.

Keywords: Service Quality; Behavioral Intention; Korean Restaurants
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Sampling) é?fﬁmm‘i%’a%uﬁlﬁaLﬁusi’fa;gaﬁ]‘%ﬂé’mjué]’aaai’m’ﬁmu 385 AU
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AUNTEUIUNITIAUINTS 4.20 0.390 N
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sunmeiifuuazsiuad 0.438 0.434 6.597 0.000
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MsvevseduUsnsethdlsthe laun Bilkey (1953); Zeithaml (1988); Lovelock & Wirtz
(2018) FlHifiui1 ersovssloviimuadifuslaaldsuannisuilanduduieuins lu
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TR ufianelalsl 3. AruAsdsny (Social Value) 1unseuanudenundulubes
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YIGNAIIUDIMNT NUT FIMUTAIUTIAT AIUATEUIUNTT MUANYUENNIEATN by
AUYRINNNTINTMINgdmasanuinAvegnAf Lo msHSIEd Taminszues
Chun & Park (2021) AfiuN153TUHaNTENUVRIAINUTEAUNITARIAUTNITADAMAIN
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nldRE W unarddasliiFinuaianuussivlalignéilduiniian McCarthy
(1960) Iénamliuuudai nsvrumsliuimaduddutuneudausgndnfudiiu
waunsetagnéneenainduly dduiuneusinariazdesgnesnuuuliiiuinsgiu
finsuvsuenuiinf mnuduinveureaninaueg1adaIuLAs L UULNUNSYINa Ui
Usgansnn uenanazadanudseivlalvifugndudy doilindnawhnulaegis
HUsEANSAMUALD1INILANAUNUATUIINTINNTABNGIY

na1alagasy F3Te8Auiudl UsEnoun1sAIstATATIYRAEITNMALY
nszUIUMIMsdaNaUUIMaieligninlesuusmsifidauagldsuanuiiewslagean
madeniineulandfeniseenwuufinriifeunenisuinis (Service Blueprint) Jadu
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WHUAY NTEUINNIIMIRALLAYN1TeRNLULTURBUNIdsBUUTNISeE AT BaATTY
wfiflm‘ﬁLLawé’qnﬁﬁﬁlﬁmﬁ'amaqmaamsﬂﬁﬁ’ﬁmuu‘%msé’?&LLGiL"%'uﬁuﬂﬁé’mﬂ’uéﬁ’u
Aluinsusiuganssuuinig saensuntsudilagmuasiulssuneunsliuing
IilszAnsnmiatu wdeaflafinaannsnantuneunisvinnuiisideuuaziouiiy
adumarlunsUuReuuinng (Key Fail Points) Ingtsuangailiinniuinnain
TunsliusnisuagyilignAninaulifianela nanfedusenaunisasiiiugaduinan
fanamuazaylfsauauoniio fudssiaugeduliunanndounnsedlily

39ARINFINNTITY

NNHaNsANY FUszneumMsesmsyviindsnamisug (Perceived Value) vide
pssausglomilumsusuidiumstovesvasiuilnauaznisnouaussnginssuiioud sty
Tuanimuwandenvesiiuslnafiuanamaaidl auns Ao Ustleviniesamiidesdneintu
ﬂmﬁ’lﬁqﬂﬁﬂéﬁu (Customer Benefits/Customer Costs equal Value) Usglewiifiney
Tgnéniinaneisfiazdeans enii auesumLANA1EY AuAduenTual AuA1AL
denu udsnuataunsiasuaug daunfeusziaunszuiunisliuinis (Service
Process) ifufinssuiiifisadoafudunsunisdmeuuinislitugnéegiegniessing:
wazvilvignaninanudseviula iiladAgyresnisanlivauaunsiiuininisusnig
firlusunisdeusu ssendeluniveaniinnu anuguatetleldgndiuasainusinigilu
MsUURu ﬁqﬁu@mmwmsﬂ%ms nszUILMIUIMLarAuAASUST adudfivua
fineliAnauiienelavesgndn iledelviAnnnAnssuBsuanndinisdossly Feie
annsoaglidunmesdaudildannmside fanmd 2
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dmsudseiaudairuadunIzEUINNTIUINS {3deaualidUsznaunis
Teuddgfudunounisliuinisgndilaonsssfiuideamsliuimadudeudu
(Service Blueprint) H4N5EUILNTLUARINMIINVBINTLUIUNTUT N muA L D13
Farau iuszuuuasfugussnmsnglifuimahlulddueiedlolunisuimsdans
Uimsttem it usagndsiiy avdawalvinisdauouuinisdulumudediansuly
elinAUiianelavesgna

darauauuziBaUURANT
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IgnAniieeg1ufied winsnseninuaraieassAnMALALIALARAIUANUNERS N
Tunn q wandusilidugninalild 1iun qurraudud1du guamisensunl goen
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