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ABSTRACT

The objective of this study to study of the effects of population characteristics,
marketing mix factors and service quality that affects loyalty in the brand of Wake up shop,
the Scene branch, Town in Town. A sample group was users who have used of Wake up
shop. This study use Convenience Sampling. The questionnaire was distributed with 323

sample groups. The reliability is 0.74 and checking the accuracy of the content by a panel



of experts. The statistics used for data analysis are descriptive statistics include Percentage,
Mean and Standard deviation. The Multiple Regression analysis for hypotheses testing was

at the significance level of 0.05.

The results of this study found that the majority of respondents were 212 female,
aged below 27 years old with a Bachelor’s degree. The average monthly income is
between 15,001-30,000 baht. In addition, the study found that the overall marketing mix
factors, service quality and affects loyalty is high. The hypotheses testing found that
marketing mix factors and service quality that affects loyalty in the brand of Wake up

shop at the statistically significant level of 0.05
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