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Abstract

This quantitative research aimed 1) To study the 7Ps of service marketing mix that affects
the loyalty of petrol station users in Nakhon Si Thammarat Province, 2) To study the perception
of brand equity that affects the loyalty of petrol station users in Nakhon Si Thammarat Province,

3) To study the brand engagement that affects the loyalty of petrol station users in Nakhon Si
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Thammarat Province, and 4) To study the sustainable development that affects the loyalty of
petrol station users in Nakhon Si Thammarat Province. The sample group was 400 petrol station
users in Nakhon Si Thammarat Province. The research instrument was a questionnaire with 7
components. The statistics used for data analysis were frequency, percentage, standard
deviation, and multiple regression analysis. The results of the research found that 1) The service
marketing mix in terms of product, price, place, process, and physical evidence, 2) Brand equity,
brand awareness, and quality perception affect loyalty, 3) Brand engagement, and brand pride.
and brand preferences, and 4) Sustainable development in economics, society, and the
environment significantly affect the loyalty of petrol station users in Nakhon Si Thammarat
Province at a statistical level of .05. The research results can be used to develop petrol station
business management strategies and the basic factors of petrol stations to better meet the
needs of users, create equal competition, and also complement the knowledge of sustainable
marketing for researchers to further develop in the future.

Keywords: Service Marketing Mix, Brand Equity, Brand Commitment, Sustainability, Loyalty
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