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ABSTRACT

This study aims to study the image of a comprehensive tire service center
affecting the loyalty of customers who come to use a comprehensive tire service
center in Chiang Rai. To study the service quality of service centers that affect the
loyalty of customers who use the service of a comprehensive tire service center in
Chiang Rai. The sample group was 400 people who came to use the service at the
service center. The descriptive statistics were percentage, mean, standard deviation.

and multiples regression analysis and correlation coefficient.

The results showed that Behavior of service users with service centers, it was
found that most of the service users would use service with service centers during the
period. Monday to Friday The most frequent use times are 9:00 a.m. to 12:00 noon.
The type of service that users use the most is tire change and those who are involved

in the decision to use the service are close friends.

The image of a comprehensive tire service center affects the loyalty of the
customers who use the service with a comprehensive tire service center. It was

statistically significant at 0.05. Considering each item, it was found that the image of
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the integrated tire service center in all 5 aspects affected the loyalty of the customers
who came to use the service at the integrated tire service center. Each aspect had a
statistical significance of 0.05 considering each item, it was found that the item with
the highest value was The trust and reliability of employees followed by the brand
Immediate access to services Operational safety and service center responsibilities The
least valuable was the convenience of the facility within the service center. The image
of a comprehensive tire service center affects word-of-mouth behavior. purchase
intention price sensitivity repeat service Each aspect had a statistical significance of
0.05 when considering each item. It was found that the item with the highest value
was The re-use of the service was followed by the purchase intention. price sensitivity

and the least value is word-of-mouth behavior.

Service quality of a comprehensive tire service center It was found that the
service quality of a comprehensive tire service center in all 5 aspects affected the
loyalty of the customers who came to use the comprehensive tire service center. Each
aspect had a statistical significance of 0.05. Service center customers had the highest
level of perception of service quality of service centers. When comparing each aspect,
it was found that the quality of customer confidence building service had the most
effect on the loyalty of the customers first, followed by customer response. attention
to customers Confidence and reliability and the least is the concrete service and
service quality of the service center affects the loyalty of the customers who use the
service of a comprehensive tire service center in terms of word-of-mouth behavior
purchase intention price sensitivity repeat service When considering the comparison in
each aspect, it was found that the service quality of the service center affected the
loyalty of the users the most. Intention to purchase, followed by reuse of services.

Word-of-mouth behavior and the least is price sensitivity.
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The correlation between the overall image of the service center and the
loyalty of the service users was found that accepted the assumptions meant that the
image of the service center as a whole was related to the overall loyalty of the service

users with a moderately positive correlation. Statistically significant at 0.01 level.

Relationship between overall service center image and customer loyalty
regarding word- of-mouth behavior, it was found that the overall image of the service
center was related to the loyalty of the service users. Word-of-mouth behavior there
was a moderate positive correlation with customer loyalty. Word- of-mouth behavior

statistically significant at 0.01.

Relationship between overall service center image and customer loyalty
regarding the purchase intention, it was found that the overall image of the service
center was related to the loyalty of the service users. Purchase intention with a

moderately positive correlation. Statistically significant at 0.01 level.

Relationship between overall service center image and customer loyalty in
terms of price sensitivity, it was found that the overall image of the service center was
related to the loyalty of the users. Purchase intention with a moderately positive

correlation. Statistically significant at 0.01 level

Relationship between overall service center image and customer loyalty in
terms of re-using the service, it was found that accepting the assumptions meant that
the overall image of the service center was related to the loyalty of the service users.
Price sensitivity with a moderately positive correlation. Statistically significant at 0.01

level.

The relationship between overall service quality and overall user loyalty was
found that overall service quality was related to overall user loyalty with a high level

of positive correlation statistically significant at 0.01 level.
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The relationship between overall service quality and customer loyalty in
terms of word-of-mouth behavior, it was found that accepting the assumptions meant
that the overall service quality was related to the loyalty of the users. Word-of-mouth

behavior with a moderately positive correlation. Statistically significant at 0.01 level.

The relationship between overall service quality and customer loyalty in
terms of purchase intention, it was found that overall service quality was related to
customer loyalty. Intent to buy with a high level of positive correlation. Statistically

significant at 0.01 level.

The relationship between overall service quality and customer loyalty In
terms of price sensitivity, it was found that overall service quality was related to
customer loyalty. Price sensitivity with a moderately positive correlation. Statistically

significant at 0.01 level.

The relationship between overall service quality and customer loyalty
regarding the return of service, it was found that accepting the assumptions meant that
the overall service quality was related to the loyalty of the users. The return of service

again with a high level of positive correlation statistically significant at 0.01 levels.

Keywords: Image, Quality of Service, Loyalty
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