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THE INFLUENCE OF SERVICE MARKETING MIX ON CUSTOMER LOYALTY IN HYBRID
RESTAURANT-PUB BUSINESSES DURING AN ECONOMIC RECESSION: A CASE STUDY OF
HERE YOU ARE

Seksan Tangoth1

Thanyapawee Ratpongporn 2

Abstract

This research article aims to 1) study the behavior and general characteristics of customers of the hybrid
restaurant—pub Here You Are; 2) examine customers’ opinions toward the seven elements of the service
marketing mix (7Ps) of Here You Are; 3) investigate the level of customer loyalty toward Here You Are; and
4) analyze the influence of the service marketing mix (7Ps) on customer loyalty during an economic recession
at Here You Are. The sample used in this study consisted of 402 customers who had used the services of the
hybrid restaurant—pub Here You Are. This study employed a quantitative research approach using the survey
research method. Data were collected through questionnaires. The statistical techniques used for data analysis
included frequency distribution, percentage, mean, standard deviation, independent-samples t-test, one-way
ANOVA, Scheffé’s post hoc test, and multiple regression analysis.

The research findings revealed that, in terms of general characteristics, customers of the hybrid
restaurant—pub Here You Are were equally male and female, with 201 customers each (50.00%). The majority
were aged 20-29 years, totaling 308 customers (76.62%). Regarding educational level, most respondents held
a bachelor’s degree (242 customers, 60.20%). In terms of occupation, most were students (134 customers,
33.33%). With respect to average monthly income, the majority earned less than 15,000 baht per mo nth (137
customers, 34.08%). Regarding service usage frequency over the past three months, most customers visited
the establishment two to three times (144 customers, 35.82%). Concerning whether they had recommended the
restaurant to others, most respondents had done so (335 customers, 83.33%). The results further indicated that
all seven dimensions of the service marketing mix product, price, place (distribution channel), promotion,
people, process, and physical evidence significantly influenced customer loyalty toward the hybrid restaurant—
pub during an economic recession, accounting for 74.6% of the variance at the 0.05 level of statistical

significance.

Keywords: service marketing mix, customer loyalty, hybrid restaurant—pub, economic recession, Here You

Are
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