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ABSTRACT

This independent study was to study the customer’s satisfaction toward after sale
service from Toyota Service Center of Sahapanich Co., Ltd. Data collection was done through a
questionnaire distributed to 278 customers, then, the narrative statistic analysis which consisted
of frequency, percentage and mean was applied in order to analyze data.

According to the research result, it was found that most respondents were married
31-40 year-old male officers in private companies whose family income per month were
between 10,000 — 20,000 baht. It was revealed that in a family there were approximately 4-5
members. Most of them bought cars from Sahapanich Chiang Mai Co., Ltd. by installment type
of payment. Recently, they owned a one-hand car and spent 1-2 years for its payment.

Through the research result in term of the maintenance and repairing behaviors
found in customers it pointed out that they applied maintenance and repairing services at the
service center for checking all systems according to its guaranty due-date and mostly did it on
Monday to Friday at the time before going to work. Customers, sometime, called for booking a

cue for checking the car and drove the car by themselves to the service center and waited until



the checking process done. The most favorite service they received was to check general car’s
conditions according to its mileage or to change engine oil. The first three high satisfactions
respondents stated were orderly presented as follows: the confidence in real car supplies, the
loyalty of the service center, and the reliability of the service center.

Then, reference is made by the research result in terms of the comparison between
expectation and satisfaction of customers in relation to seven marketing mix factors — Produce,
Price, Place, Promotion, People, Physical Evidence, and Process. It was found out that
customers paid high levels in all seven factors for both terms — Expectation and Satisfaction.

However, when it was considered of average scores, it was found that Price factor
got the average score level in satisfaction term lower than the average score level in expectation
term. But, for sub-factors of Place which consisted of — the convenience and the atmosphere of
the service center, the cleanliness, the decoration, the space of the service center that could
appropriately support numbers of car in each day, got the average score level in satisfaction

term higher than the average score level in expectation term.



