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Abstract

This research aims to study the personal factors and consumer behavior of Michelin
Guide street food patrons in Phuket Province. Additionally, it seeks to examine the relationship
between the service marketing mix, service quality, and brand image with customer
satisfaction and loyalty towards Michelin Guide street food vendors in Phuket. The research
employs a quantitative methodology. The sample group consists of 400 Thai consumers who
have previously patronized Michelin Guide street food vendors in Phuket. Data were collected
using a questionnaire and analyzed using descriptive statistics and multiple regression analysis.
The study found that the majority of the sample were female, aged between 31 and 40 years,
employed in private companies, with an income exceeding 30,000 Baht, and were married.

They had visited the restaurants 2 to 3 times. The primary reason for choosing these
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restaurants was their reputation compared to other establishments, with most respondents
making the decision themselves. The average amount spent per person per visit ranged from
500 to 1,000 Baht. The preferred time for dining was between 16:31 and 22:00 on weekends
(Saturday and Sunday). Furthermore, the study found that the service marketing mix, service
quality, and brand image have a positive relationship with the satisfaction and loyalty of

consumers towards Michelin Guide street food vendors in Phuket.
Keywords: service marketing, service quality, brand image, satisfaction, loyalty
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