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The Affecting of Service Quality of Buffet Restaurant on Customers’ Satisfaction

Supatarachai Tamwad

The Eastern University of Management and Technology

Abstract

The objective of this research is to study the relationship between service
quality of buffet restaurant and customers’ satisfaction. The researcher used a
questionnaire 440 respondents of the people who live in Ubon Ratchathani province
before analyzed the data by Pearson correlation analysis. The research results reveal
that service quality of buffet restaurant related significantly and moderately in the
same direction customers’ satisfaction at r = .67 (Sig .01). The components of service
quality in-terms of menu variety, health food presentation, food quality-and food

temperature, correlated significantly at r = .55, .53, .63, .57, respectively.
Keywords: Service Quality of Buffet Restaurant and Customers’ Satisfaction
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