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ABSTRACT

This research involved a mixed methodology. The research objectives were 1) to study the
current condition of service quality and customer loyalty of a car service center in Pathum Thani
province, and 2) to study the relationship between the service quality and the customer loyalty of
a car service center in Pathum Thani province. For the qualitative research, the sample group
consisted of 3 employees of a Mitsubishi car center in Pathum Thani province: 1) manager of the
service center, and 2) employees or mechanics of the service center. The data were collected
using in-depth interviews. For the quantitative research, the population contained an unknown
number of customers of the Mitsubishi car center in Pathum Thani province. The sample size was
consequently calculated using Cochran’s formula, resulting in a sample size of 385. The research
instrument was a questionnaire. The statistics used for the data analysis were frequency,
percentage, average, standard deviation, and Pearson’s product moment correlation coefficient.

According to the research results: 1) The current condition of service quality and customer
loyalty of the car service center in Pathum Thani province, showed that it was reliable and honest
with customers, providing reasonable prices and fast service. Personnel were good. The skills of
the mechanics and the after-sales service. The employees and mechanics had good human
relationships. The customers were satisfied with the service and felt comfortable and safe while
using the services. The customers felt like they wanted to use the services again. And 2) the study
of the relationship between the service quality and customer loyalty of the car service center in
Pathum Thani province revealed an overall picture where a high level positive relationship existed.
When categorized by individual aspect, it was found that the aspects of sensibility, reliability,
responsiveness, and confidentiality all had a high level positive relationship, whereas the aspect
attentiveness had a moderate level positive relationship at the statistical significance of 0.05.

The body of knowledge obtained from this research shows that service centers and car
service operators can use the research results as basic data for analysis and design of service
patterns. It can also help them devise service strategies such as promotions or campaigns to create
satisfaction and loyalty in car service users for greater and encourage them to come back to use

the car service center again.
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