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BRAND TRUST AND PERCEPTION OF SERVICE QUALITY TOWARD REPEAT SERVICE
USAGE OF SUKI-TYPE RESTAURANTS OF CONSUMERS
IN BANGKOK METROPOLITAN AREA
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ABSTRACT

This research aimed to: (1) examine the service usage behavior of consumers at suki
restaurant chains in Bangkok; (2) investigate the level of brand trust toward suki restaurants
among consumers in Bangkok; (3) examine the level of perceived service quality of suki
restaurants among consumers in Bangkok; and (4) study the effects of brand trust and perceived
service quality on consumers’ repeat patronage of suki restaurants in Bangkok, categorized into
MK Suki, Suki Teenoi, and other suki restaurant groups. Data were collected using questionnaires
from 405 respondents. The data were analyzed using descriptive statistics, t-test, one-way
ANOVA, and stepwise multiple regression analysis.

The findings revealed that brand trust and perceived service quality explained 30.4% of
the variance in repeat patronage of suki restaurants among consumers in Bangkok, with statistical
significance at the 0.05 level. The significant positive predictors were confidence in maintaining
Brand Consistency (B = 0.241), followed by Tangible (B = 0.167), Assurance (B = 0.154), Empathy
(B = 0.149), Brand Intentionality ([3 = 0.117), and Responsiveness (B = 0.096). All factors had a

positive influence on consumers’ repeat patronage of suki restaurants in Bangkok.

Keywords : Brand Trust, Perceived Service Quality, Repeat Purchase Intention, Consumers of

Suki Restaurants in the Bangkok Metropolitan Area
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