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Abstract

This article aimed to study (1) the effects of Body & Paint Service Quality on Body & Paint
Customer Satisfaction, Body & Paint Shop Loyalty and Automobile Brand Loyalty; (2) the effects of
Body & Paint Customer Satisfaction on Body & Paint Shop Loyalty and Automobile Brand Loyalty;
and (3) the effect of Body & Paint Shop Loyalty on Automobile Brand Loyalty. This research used a
mixed-method design that included qualitative and quantitative methods. The qualitative data
collection instrument was an in-depth interview of six key informants to support the research
conceptual framework. The quantitative data collection instrument was a questionnaire by
collecting 571 samples from car owners who had experience at least two times with car dealers
Body & Paint services. Analysis of data by descriptive statistics and structural equation modeling
analysis. The research results were found as follows:

1. Body & Paint Service Quality exhibited a positive and significant direct effect on Body &
Paint Customer Satisfaction and positive indirect effects on Body & Paint Shop Loyalty and
Automobile Brand Loyalty.

2. Body & Paint Customer Satisfaction exhibited a positive and significant direct effect on
Body & Paint Shop Loyalty and a positive and significant direct effect and indirect effect on
automobile brand loyalty.

3. Body & Paint Shop Loyalty exhibited a positive and significant direct effect on
Automobile Brand Loyalty.

Keywords: Body & Paint Service Quality; Body & Paint Customer Satisfaction; Body & Paint Shop
Loyalty; Automobile Brand Loyalty.
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Statistics Group, Department of Land Transportation, 2021) IMLUBNNTNAINITPILI0UALTENBL
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(Body & Paint Services) (Toyota Motor Thailand Co.,Ltd., 2020) Rife 4 U%ﬁﬂﬁ?ﬂl‘@m‘iﬁwg}uﬁﬂﬂ
Miluannarandadeuazd Taun Taleen saunn Aadu uazunan waUNUEENTneuaRsIwamn
AuiUAnsiadouazaluasuynfaunusmung (Toyota Motor Thailand Co.,Ltd., 2020; Honda
Automobile (Thailand) Co.,Ltd., 2020; Nissan Motor (Thailand) Co.,Ltd., 2020; Mazda Sales
(Thailand) Co.,Ltd., 2020)
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Z?INWNG;E mmﬁwacfwmgﬂg’l (customer satisfaction) U‘ﬁzﬂﬂugﬂﬂ 0] @mmwﬁ%ug (perceived
quality) ApUAMEN TS e N U T aUN19 008915 N A Laras A lAEATIiUATNR
Wﬂﬁf%m@ﬂﬁyﬁ (customer satisfaction) (2) @mﬁ’lﬁ’ﬁl’g (perceived value) AnNT19U9LIANTEALNNS
FugAMA NI AR T T anUanaiiauduaiaiiilaansly (3) Annuaiandsaosgnan
(customer expectations) 1{WAIINAIANTITIRAGINDBLEHDT ASUAINANILINNII F9NITINTT
Sugandeneg wu Tason wisnisuenns Wevinuagnmiiazlaiuluewan sniaged
Anagesaudsidn aarnfenelaarnnisgensadeuasd (Body & Paint Customer Satisfaction:
BPCS) uazidanty ywiladuiiaamanannaionelarasgnaiann ffaansionalarasyuslon
AIIDLNIAU (ACSI)TG;LLﬂI ﬂ'ﬂNﬂ’]ﬂ‘M’WﬂdQﬂgﬁ (Customer Expectation) @mﬂ’lWﬂmﬁuﬁT’l/
L3n"5TignANTA3L (Perceived Qudlity) WazAMATIBNAUATLAN1STINATTATL (Perceived Value)
iussptlszney

mwﬁﬂﬁﬂmgngﬂ (customer loyalty)

upaassiinesndnds Aezdarievindinandndommiousnisiivay asneasiiane
Tuanian uezfanEnasINEIINENITNILAZAINNETE NN IINITAaTIATianane A n
wfnsannsaeululanandommidaraniagn (Oliver, 2010)
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Dick & Basu (1994) na1aileaandnAgedgnan (customer loyalty)a i HAMHANRANET
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a a

@ ' o { A ¥ . . o o 9% .
Lﬁu@qmmﬁzmm ViAuAGTILALA299 (relative attitude) NUN19UONANGT (repeat patronage) N
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AINAMAAANNANT UG Ap B89ARIING (cognitive) AATNASTA (affective) WAZAITHNHITN
(conative) Bana miiamatudnd (loyalty) lnafTadani1efemn (social norms) wazidaulaaaa

A0HN1594 (situational factors) tiusiaunsnean AawdnRvasgnateranaifin wsegelalu
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N1TAUNRTIFARNI (search motivation) AN9ABAIUNIT UNUII 1S (resistance to counter persuasion)
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sensitive) Tunnssinaula wasnayuanafi (udnA (Krishnamurthi, & Raj, 1991) 91WAdeilfnnum
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LLNQQT@(’Euﬂ’T‘muMW (search motivation) AN9ABAINNIT IRNUIT LS (resistance to counter
persuasion) warANeauMIneI1IAn (price sensitivity) Wuseplsenau
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AaHANALTungAngsnn1sEaan 1981889 (biased purchasing behavior) WazaN (3) MH
¥ =} ! a tigj = o ¥ = g a Aiy ! ¥ 3 Ail ' o/ =1}
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AuAn WuN19I9Ue89n15iRanle HunsTuINnITUTERUNG n1ssinAnlageriunesilGeuly
! = ¥ ¥ =1} a a = =% a
1 fnangnsAuAMEsNLasTNNTTLINANTINNARANE NS IUS U e U LAz U s NG Lo
Tnoiueeeng et lAns I AuATRmNIZEN (optimal brand) A3nN33AAHNSNARaRIIEWAN

9171 Mellens et al. (1996) lagds uuTins1ANANNaTATAWAR (Brand-oriented Attitudinal

D
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measures) A9 1) 35YAIMGN19T 8 (Stated purchase-intention) LA BdMAIINTBY (preference

YV
o =

measures) U3 lnafifAusinAinensauan axfinanreunansiu waziaanunslefiazdesd
ng1auaiu Wlantafiardaluauinn (Repurchase Intention) 2) SAWWEREY Y1 (commitment

measures) AanaARANTnSaulad Ay dmsY AudnfnansnduAn BerntTndanisenn(n
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Tnaayanadinaiusielafiazunsindndoumaniniugan (Words of Mouth) (Adker, 1991)
sAsuiii e gasaudsiin Arusnfnens1@uA1908us (Automobile Brand Loyalty: ABL)
wazidenly AanuscladatiauAIRT AN (Repurchase Intention) WA g ANTUBNABATIRNAN
(Words of Mouth) iiuasrtssnay

WATIIuN1ANEY N1UBNNTNIsTENSAtILaE (Body & Paint Services) 984
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aran1savinAAANRInetasInNNT T NAATILALE (Body & Paint Customer Satisfaction)
memﬂmia@hm?ﬁ@mﬁ?ﬁLﬁmmmﬁﬂﬁ@iﬂquéﬁmiﬁqﬁ’qLL@:?{ (Body & Paint Shop Loyalty)
wan In zgmdywmm‘mzﬁm?ﬁytﬁmmwﬁﬂﬁéﬂmqﬁuﬁﬁmuﬁ (Automobile Brand Loyalty)
vaAaly
ASAUURIAANTITIVS

AT AT LN AT TAENI9 AN ELLHIAAAMHNITIUNIINITIANTTH
21999 UAT m‘:ﬁummﬁ@\iﬁﬂﬁ Baawoy Lﬁ'ﬂﬂﬁuwuﬂﬁﬂu WHIRA AUUIATININATLENNS
nnseNsadauaz® (Body & Paint Service Quality: BPSQ) wazidants s9nllsznouniy Servaual
Model ﬁy’q 5 c;'m Tﬁyu,ﬁ ﬂ'J’mL%ﬂﬁﬂT&T (Reliability ) mﬁmmmmﬁimgﬂhyﬁ (Responsiveness) AIH
Banms (Empathy) Adusulala (Assurance) Aa1mLIugUsau (Tangibles) Liuasalaznay
éff;l,miﬂawﬁ’ﬂﬁﬁi@quﬁu%miﬁqﬁaLLmﬁ ( Body & Paint Shop Loyalty: BPSL) wazidan i
LLNQQT@‘EuﬂﬁV;uW’I (search motivation) ﬂ’lﬁ@%@@?’mﬂﬂ‘ﬁﬁ&l 11/’1'3?@ (resistance to counter
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(Repurchase Intention) Wy N19UBNABARTIRNAT (Words of Mouth) Lﬁuﬂﬂﬂﬂ‘j:ﬁﬂﬂﬂ
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Search Resistance to Price
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\ H3 (+) Repurchase
Intention
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v

Perceived Mouth

Quality

Perceived

Value

AN 1 NTBUWIAANISITY

sa1salnsdanis 97 6 aiiudl 3 nangaan — Aueey 2565 1205



Journal of Arts Management Vol. 6 No. 3 July - September 2022

=1 o/ o

sATeiiemATNG AT Aufiade Aa funidmingsaeumEmyARa 3 As1RWAN
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FHNINIAT) ‘jtifi’ll’mﬂ W.A. 2559 — 2563 911U 886,919 AU (Transportation Statistics Group,
Department of Land Transportation, 2021) ﬂzglw‘f’mﬂlm‘i An Lf«;ﬁ%m‘mﬂuﬁifﬁﬂlquqﬂﬂ@ 3 91
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W19NRmes (Hair et al., 2019) Auanslafisniaw 540 AR uALAUFIBe19939(R S99 571 AL
T%ﬁ%ﬂﬁ%juﬁqmlwLLUUT%wﬁﬂmmﬁﬂ%Lﬁu (Probability Sampling) Tﬂﬁﬁﬁﬂﬁﬁﬁﬂiﬂﬁ?ﬂﬂ%ﬂ;ﬂgﬂgﬁ
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0.543 —p BPSQ1 0.252 0.228 0.236 0.203 0.515
0.615 BPSL2 BPSL3 BPSL4 BPSL5
. —» BPSQ2 \ T f /
0.879 0.874 0.537 0.553
0.393 _ | BPSQ3
0.375 —p| BPSQ4 0.102
{ ®Bpsa BPSL
0.837
0.299 — BPSQ5 |- / ABL1 e 0.304
0.725
0.819 0.834
0.212
0.329 —¥ BpsQs / /f ABL2 [*+
0.848 0.447
’ 0.887
0.282 —» BPSQ7 / 0.940 0.003
: 0.152
ABL3 [&
0.846 l v Vol
/ 0.362 0.504
0287 _y| BPSQ8 @ ABL
0.234
0.774 0.875 ABL4 |
0.401 _f BPSQ9 J
0.828 0.802 0.839 0.793 0.871
0.338 — BPSQ10 BPCS1 BPCS2 BPCS3 BPCS4 BPCS5
0.315 0.357 0.296 0.371 0.242

Chi- Square = 254.54, df = 192, Chi-Square/df = 1.326, P-value = 0.00168,
CFl = 0.999, GFI = 0.964, AGFI = 0.944, RMSEA = 0.024

' e o v
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WULSIRBIANAITIATIFTI (Structural Equation Modeling Analysis)

Effects
Causes BPCS BPSL ABL
DE IE TE DE IE TE DE IE TE
BPSQ 0.940 - 0.940 - 0.682 0.682 - 0.691 0.691
BPCS - - - 0.725 - 0.725 0.362 0.324 0.686
BPSL - - - - - - 0.447 - 0.447
Square
Multiple of
Endogenous 0.884 0.675 0.601
Variables:
R2

NHNEWR : DE Ain BvBwan1ensy, [E Ae 8ninanisesy, TE As 8ndnasan
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