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Perception of Service Quality Influencing Customer Satisfaction and

Loyalty of Food Stalls’ Buyers along the Footpath of China Town in Bangkok
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Abstract

The objectives of this research were to study perception of service quality influencing
customer satisfaction and royalty of food stalls’ buyers along the footpath of China Town in
Bangkok. The 435 samples used in the study were tourists buying food stalls along the footpath
of China Town in Bangkok. The questionnaire and interviews were used as tools of the research.
Service quality on empathy had the most influence and that on assurance, tangible things, and
responsiveness had influence respectively, while that on reliability had no influence on toward
satisfaction of the food stalls’ buyers. Furthermore, service quality on assurance had the most
influence and that on empathy, tangible, reliability had influence respectively while that on

responsiveness had no influence toward royalty of the food stalls” buyers..
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