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ABSTRACT

The objectives of this study were to investigate: 1) service marketing mix factors affecting brand equity,
2) service marketing mix factors and brand equity affecting customer satisfaction, and 3) the brand equity factor
and customer satisfaction affecting customer loyalty. This study employed a quantitative research methodology.
Population was customers in Bangkok who were users of service from the Advance Info Service Public Company
Limited. A questionnaire was used as the instrument for collecting data from 423 customers who were selected by
convenience sampling. Statistics used in data analysis were frequency, percentage, mean, standard deviation, and
structural equation model analysis.

Findings of the study found that: 1) the service marketing mix factors in the aspects of product, marketing
promotion, physical environment and process had positive influence on brand equity; 2) the service marketing mix
factors in the aspects of product, price, personnel and brand equity had positive influence on customer satisfaction,
and 3) customer satisfaction had positive influence on customer loyalty.
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