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Abstract

The study aimed to describe the level of service quality and brand equity, compare personal factors
with service quality and brand equity, and examine causal relations between brand equity and service quality
of Department of Consular Affairs, Ministry of Foreign Affairs, from 155 participants selected by systematic
random sampling. Reliability-tested questionnaire was the essential research tool. Data collected were
analyzed via mean, standard deviation, t-test, analysis of variance, multiple comparison tests with least
significant difference method, and multiple regression analysis. The findings revealed that service quality
and brand equity was at highest level. With regard to personal factors, gender, education level, monthly
income, and occupation confirmed significantly different on service quality. So did monthly income and
occupation on brand equity. The most influential sub-variable of brand equity on service quality was brand

relationships, followed by brand responses.
Key words: Brand Equity, Service Quality, Passport Application Form
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