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The Casual Influences of Service Marketing Mix on Customer Perceived
Value, Satisfaction and loyalty of Jewelry Shops
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ABSTRACT

The objective of this research was to investigate the causal influences of service
marketing mix, values perception, satisfaction and loyalty of customers in jewelry shops in
Muang district, Udonthani province. The data were collected from 640 jewelry shop’s
customers in Udonthani province. The research instrument was a questionnaire. Descriptive
statistics were generated using SPSS and the structural equation modeling was obtained by
LISREL.
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The research results were found that the goodness-of-fit indexes are as p-value of 0.00,
Chi-Square (370) of 1,071.07, Relative Chi-Square of 2.89, Goodness of Fit Index (GFI) of 0.90;
and Root Mean Square Error of Approximation (RMSEA) of 0.05. The results were shown that:
1) the marketing mix had a positive relationship to satisfaction, value perception and loyalty
of customers, 2) the satisfaction had a positive link to customers’ loyalty, and 3) the value

perception had a positive relation to loyalty.
Keywords: Service Marketing Mix, Values Perception, Satisfaction, Loyalty, Jewelry
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