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Abstract

The purposes of this research were : 1) to investigate the relationship between service
department performance, customer satisfaction and brand loyalty of Japanese car users in Chiang
Mai 2) to compare the differences of service department performance levels to the Japanese car
users satisfaction in Chiang Mai and 3) to compare the differences of customer satisfaction levels
to brand loyalty of Japanese car users satisfaction in Chiang Mai.

A sample of 308 car users from two brands - Honda (158) and Toyota (150) were
selected by the method of purposive sampling. Data were collected by the questionaires that
divided into four parts : 1) demographic questionaire 2) service department performance rating
scale 3) customer satisfaction rating scale and 4) brand loyalty rating scale .

Pearson’s Product Moment Correlation Coefficient and One Way Anova were carried out
to test four hypothesises. The research results using SPSS for windows revealed as followed :

1. Service department performance was positively correlated with customer satisfaction

(r=0.70, p<.01).



2. Service department performance and customer satisfaction were positively correlated
with brand loyalty (r=0.56 and r=0.66, p<.01).

3. Differences in service department performance rating from Japanese car users were
found to have different levels of customer satisfaction (p<.001).

4. Differences in levels of customer satisfaction of Japanese car users were found to
have different levels of brand loyalty (p<.001).

Implication from this research results can be used as a guideline for marketing strategy

plans and promotes service quality of Japanese car dealers.



