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Service Marketing Mix Factors that Affecting the Customers’ Loyalty

of Welfare Canteen at Highways Department
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Abstract

This quantitative research aims to study opinion towards service marketing mix
factors and the customers’ loyalty of welfare canteen at Highways department and study
service marketing mix factors that affecting the customers’ loyalty of welfare canteen at
Highways department. The data was collected from 400 participants, sovernment officers,
government permanent employees, government casual workers, gsovernment employees,
working at of welfare canteen at Highways department. Online questionnaires were used as
tools for collecting data. Types of statistics dealing with data are means, standard deviation,
and multiple regression analysis. The results found that the service marketing mix factors
that affecting the customers’ loyalty toward highways department canteen could predict the
loyalty of customer at highways department canteen as following; 80.1 percent from
purchase intention factor, 63.9 percent from price sensitive factor, 62.5 percent from

consumer complaint behavior factor and 61.2 percent from word-of-mouth behaviors factor.
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