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Abstract

The objective of this research was to examine 1) To study the level of opinions of
service marketing mix and customer’s brand loyalty of foreign workers that coming to work in
Thailand: The case study of service provider for making documents for foreign workers, Talad-
Tai, Pathum Thani province. 2) To study the Service marketing mix that affecting to loyalty of
foreign workers for Choosing a Comprehensive’s Service for Documenting Foreign Workers
Located in TALAD-THAI Market Pathum Thani Province. The method used was questionnaire.
Apply the concepts of service marketing mix and the concepts of customer loyalty. The study

employs statistical indices i.e., percentage, frequency, mean, standard deviation, and multiple
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regression analysis. The overall outcome of this research, suggests a potential to predict loyalty
of foreign workers, 53.40 percent on word-of-mouth communication and 44.80 percent on

purchase Intention.

Keywords: service marketing mix, customer loyalty, Comprehensive’s Service for

Documenting Foreign Workers
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