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Abstract

The research on brand equity and brand loyalty of Thai full-service restaurant
in Japan aims to measure brand equity Thai restaurant in Japan, perception, attitude and
personal factors of Japanese consumers influencing purchase intention for Thai full-service
restaurant. Moreover, strategies and improvement plans to increase competitive advantage
are recommended. Key informants in this research include Japanese consumer in Sapporo,
Hokkaido, Thai restaurant owners in the same area, related government agencies and private
sectors. Data collection methods include both quantitative and qualitative approaches,

Research findings suggest that Japan has a policy to promote foreign direct
investment and has established consulting contact point to help and support
documentation processes. Japanese dining behavior involves both food and alcohol
beverage. Current trends are healthy organic food. Findings on behavior, perception, attitude
and personal factors of Japanese consumers in Hokkaido, suggest that factors used to
consider dining out are, quality, price and ambient. Hokkaido consumers perceived that Thai
restaurants in Japan has moderate brand equity. Considering each brand equity dimensions,
Japanese consumers has brand awareness at the highest level, followed by brand
association and brand loyalty. Purchase intention, however, is at low level.

Strategic recommendations are as follows.

1. Building Thai restaurant image in Japanese market to increase brand equity and
brand loyalty. At the national level, clear brand image building for Thai restaurant is needed.
Moreover, boosting consuming motivation for both old and new customers. At restaurant in
Sapporo level, supporting and developing human resources and financial support are
needed.

2. 5 guidelines to develop service quality in Thai restaurants, to serve consumers’
needs, are as follows. — kitchen should be visible, assigning smoking zone, changing plate
frequently, adding Thai ambient, give attention to cleanliness, using real food illustration in
the menu, preparing service-minded and Thai food informative staff ,hiring Thai chefs and

asking customers’ food preference.



