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ABSTRACT

This research study evaluates the relationship between quality of service, customer
experience, and perception of value on customers’ overall satisfaction and willingness to
revisit car care stores in Amata, Chonburi. That is, this study seeks to determine whether
these predictors (quality of service, customer experience, and perception of value) correlate
with overall customer satisfaction and willingness to revisit car care. This study uses a
cohort sampling method for male and female car owners that used a car care service at
Don-Hua Lo and nearby Amata Industrial Estate. Since the exact population size of the
area is not known, a sample population was used to estimate the population size via the W.
G. Cochran formula and 95% confidence interval (1953; cited in Strategy, 2009: 77). The
probability proportion of the desired population was randomized at 0.50, with a 95%
confidence interval and 5% probability tolerance. A minimum of 400 questionnaires were
determined to be adequate in evaluating customer outcomes; a total of 462 questionnaires
were collected and analyzed.

Results revealed that demographics influences quality of experience, and that
perception of value influences overall customer satisfaction and willingness to revisit car care
stores in Amata, Chonburi. There were differences between genders in relation to the price
of car care services, opinions on marketing and promotions, and opinions on social
awareness. Customer age was correlated with recognition of value for car care services;
loyalty to a car care store differed based on customer age because of differing experiences,
goals, beliefs, and values. In general, older customers were more loyal to a given car care
store compared to younger customers. Further, age informed customer loyalty more than a
customer’s overall education level. Occupation did not influence a customer’s perceived value
of car care services. Customers of all occupations generally reported high levels of
satisfaction with car care services and high levels of satisfaction with the perceived value of
said car care services. Average monthly income did not determine difference in the perception
of price or quality of car care services. Other aspects, such as customer experience, affected
overall customer satisfaction with car care services and their decisions to reuse car care
services in Amata, Chonburi. Overall satisfaction and the perception of value were generally
rated highly because of overall good experiences. Inevitably, overall satisfaction was linked
to the reuse of car care services. Good experiences with service improve customer
satisfaction and their likelihood to reuse car care services, and were related to price of

services, product value perception, and social aspects.

Keywords: value; customer experience; satisfaction; perceived value
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