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Abstract

The purposes of this research were to study the type of consumer to engagement in
Bangkok Restaurant and study Strategy of Brand Characteristic in relation to customer
Engagement in Bangkok Restaurant. From 385 customers who. Results of the hypotheses found
that the type of consumer engagement is different affect the binding of a restaurant in Bangkok
different levels, which are based on assumptions Strategy of Brand Characteristic in Relation

to Customer Engagement in Bangkok Restaurant at a statistical significance level of 0.05.
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