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ABSTRACT

The results of this study were as follows (1) The customer of Fat Belly & Friends restaurant with
different genders, there was a significant difference in satisfaction about recommending others to use Fat Belly &
Friends restaurant at the 0.05 level. (2) The different age, education and salary of customer, there was not a
significant difference in satisfaction at the 0.05 level. (3) The customer of Fat Belly & Friends restaurant with
different careers, there was a significant difference in satisfaction at the 0.05 level in subjects; satisfaction of
using service, coming back to use a service again, and recommending others to use a service at Fat Belly &
Friends restaurant. (4) The 7Ps Marketing Mix, including product, price and process were statistically significant
effect on customer’s satisfaction of Fat Belly & Friends at the 0.05 level. (5) The 7Ps Marketing Mix, including
placement, promotion, people and physical evidence weren’t statistically significant effect on customer’s
satisfaction of Fat Belly & Friends. (6) The information of branding about the value was statistically significant
effect on customer’s satisfaction of Fat Belly & Friends at the 0.05 level. (7) The information of branding about
the image and benefit weren’t statistically significant effect on customer’s satisfaction of Fat Belly & Friends. (8)

The external environmental factor about economic was statistically significant effect on customer’s satisfaction of



Fat Belly & Friends at the 0.05 level. (9) The external environmental factor about COVID-19 and government

weren’t statistically significant effect on customer’s satisfaction of Fat Belly & Friends.
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