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ABSTRACT 

The study investigated customers' expectations and customers' perceptions of 
service quality in 148 TPR, using Gap 5 which is the difference between expectations 
and perceptions. Moreover, the research identified the demographic characteristics of 
148 TPR' s customers and the differences in their expectations and perceptions when 
classified by variables such as age ge9der, i9come level and occupation. 

The researcher selected and applied the questionnaire from the SERVQUAL 
Model developed by Parasuraman, Zeithaml, and Berry in 1985. The questionnaire 
was distributed to 217, 148 TPR's customers before (expectations) and after 
(perception of performance) they had their cars repaired. Data obtained from the 
questionnaires were analyzed with the help of SPSS. The researcher used the Paired 
Samples T-Test to identify whether there is difference between customers' 
expectations and customers' perceptions of service quality of 148 TPR. The One-Way 
ANOV A Test was applied in order to find whether there is difference in expectations 
of service quality and difference in perceptions of it when classified by demographic 
variables. 

The results showed statistically significant gaps between customers' 
expectations and customers' perceptions of service quality regarding four of the five 
dimensions, which were tangible, responsiveness assurance and empathy. The only 
dimension, reliability, showed no significant gap between customers' expectations 
and customers' perceptions. One-Way ANOVA Test results showed that there was no 
difference in expectations of service quality when classified by age and gender, 
however there were differences when classified by income level and occupation. 
Moreover, One-Way ANOV A Test results showed that there were no differences in 
perceptions of service quality when classified by demographic characteristics. 

Based on the findings, the researcher proposed recommendations to the 
organization in order to improve work processes and marketing. The research 
concluded with suggestions for future study. 

Key Words: Customer Expectation, Customer Perception, Car Repair Business, 
GAPS, SERVQUAL 
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Chapter 1 

Introduction 

1.1 Background of the Study 

Nowadays, a vehicle is important in people' s lives because of its privacy and 

comfort compared to public transport. As vehicle growth is in the same direction as 

population growth, the demand for car repairs will increase too. With a greater 

number of vehicles on the road, there is a stronger likelihood for accidents happening 

too. Situations, such as accidents, increase the number of car repair businesses. 

Several types of car repair businesses have opened up all over Bangkok in the last 

couple of years, each of these organizations try to compete with other players in terms 

of their quality, their process of work and their service. 

Table 1.1 Vehicle Production, Domestic Sales and Export 

,.. 
l(fi ~ 

Production Domestic sales 
Categories 

2005 2006 %Change 2005 2006 
(Jan-May) (Jan-May) 2005-2006 (Jan-May) (Jan-May) 

Passenger car 107,448 123,056 14.53% 77,011 79,504 

Commercial car 10,283 9,985 -2.90% 17,366 15,705 

Truck 303,294 364,627 20.22% 188,099 184,035 

Total 421,025 497,668 18.20% 282,476 279,244 .. . 
Source: (Executive summary on Thai automot1vexmdustry m 2006, 
<http://www.thaiauto.or.th/Research/document/summary06/ sum041 2.pdf>) 

%Change 
2005-2006 
3.24% 

-9.56% 

-2.16% 

-1.14% 

As shown in Table 1.1 above, in Jan-May, 2006, Thailand manufactured a 

total of 497,668 automobiles, which is an increase of 18.20% when compared with the 

year 2005 (421,025) The number of total domestic automobile sales is 279,244 which 

is a decrease of 1.14 % from the year 2005 (282,476). 
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148 TPR is a car repair business. The company focuses on car crashes by 

accident and provides the whole system of repair such as body painting, fixing engine, 

renewing the color-surface, etc. 148 TPR is located in Theparak St., Samutorakam 

province. 148 TPR is a family business and an SME enterprise. 

148 TPR has 4800 square-meters of workplace with 60 employees. They have 

high technology and equipment to satisfy customers in terms of time and quality. Also 

there are many kinds of machines which protect the environment such as spray booth, 

clean facilities and colors that spray car-body with low emissions. Moreover, to fulfill 

customers' needs, 148 TPR uses the 5 SERVQUAL Dimensions (Parasuraman, 

Zeithaml and Berrry,1985 and 1988). 

The company has vision, mission, and goal in order to run its business. The 

vision is to be one the top car-repair companies in Thailand which is performing a 

one- stop service to customers. Their mission is to have one more department which is 

selling new cars within 5 years. It plans to expand to new branches which are 

established in many parts of Thailand, the goal is to gain up to 50% more market 

share in this area. 

As a result, there are a lot of competitors in the market who are fiercely 

competing for their market share. Moreover, 148 TPR competes with other shop such 

as TOYOTA BODY Shop, Hot~IDA CAR shop. The effectiveness of service quality 

strategies would contribute to increase the number of customer and customer 

satisfaction. 

The working procedure starts from the moment the customer drives into the 

company. The staffs have to check the car damages with the repair order issued by 

insurance company, after that they have to collect all required documents from the 

customers and check the stuff in the car, and ask for the customer's telephone number. 

2 



After these processes there are other processes which depend on the policy of 

various insurance companies and also depend on each case. For example, some 

insurance companies require estimates of the price first and negotiate or ask for 

agreement to change the parts. For some insurance companies these can be done 

through fax, telephone and internet (E-mail). On the other hand, some cannot and 

have to wait for insurance companies to send someone to check the car and then start 

the repair process, while other companies allow the repair process to commence 

immediately. 

Figure 1.1 Examples of work flow for repair process of insured customer 

Customer drive in 

Check the car damages against the repair -
Collect required documents + check the stuff in the car+ ask for telephone number 

Estimate the price 

Send Fax to 
insurance company 

Negotiate the price 

Take the photo of 
the car 

Send E-mail to 
insurance company 

Get the approval to repair 

NCIT 

Start repair process 

(Source: 148 Theparak Co.,Ltd) 

* 
Drive the damaged 
car to the nearest 

branch for 
negotiating the 

price 
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The staffs also have to handle the claim process for some insurance companies 

and these processes also depend on different policies of each insurance company. For 

example, in some insurance companies, the procedure is to ask customers to fill the 

claim form, take the photo of the damaged car by digital camera then send it to the 

insurance company and wait for approval to repair. Or some call the insurance 

company and inform them about the accident, then ask customers to fill the claim 

form, take the photo of the damages or ask the customer to fill out the claim form, 

estimate the price then fax this back to the insurance company. 

The repair process involves many procedures too. First, the staffs have to take 

a photo of the damaged car. Some companies require using film camera, and some 

require digital camera. After that, the staff makes the repairs order for the factory, 

organizes the skilled workers in various departments to repair the car, and also need to 

take the photo of each process in each department, while the repair process is going 

on. The staffs have to follow up closely all the time, if any car needs ~are parts; the 

staffs have to coordinate with the suppliers as well. 

After finishing the car repair processes, the staffs have to collect all required 

documents and photos of all processes for billing the insurance companies, then 

follow up to collect payment. O A 

On the other han , for the non-insured customer, the processes seem to be 

shorter than insured customers because the owner is the only one who can make a 

decision about the price. After customers are satisfied about the price, the process of 

repair will begin. 

4 



Figure 1.2 Examples of work flow for repair process of non-insured customer 

Customer drive in 

Check the car damages with the repair order 

Negotiating the price 

Check the stuff in the car + ask for telephone number 

Start repairing process 

(Source: 148 Theparak Co.,Ltd) 

1.2 Statement of the Problem 

As the growth in the number of vehicles runs parallel with population growth, the 

demand for cars will increase too. Many vehicles on the road, means a greater chance 

for accidents to occur as well. Hence, with the increasing number of vehicles and 

accidents, there is a higher demand for car repair businesses. 

In order to gain an increase in the number of customers for their business, each 

organization always tries to compete wjth other players in terms of their quality, 

process of work, as well as their service. The increase in the number of car repair 

businesses allows customers a greater range of choices. However, it is true to say that 

no company can survive long if it does not satisfy its customers. This research will 

clarify whether the services provided by 148 Theparak is as per the expectations of 

customers. Moreover, the study will provide answers as to whether the five 
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dimensions of the SERVQUAL model (performance) are in line with the expectations 

of those customers who come to repair their cars there. 

1.3 Objective of study 

- To identify the difference between customers' expectations and customers' 

perception of service quality in l 48TPR. 

1.4 Principles and Theoretical Foundations 

All customers have expectations about what they would like to get and how they 

expect to be treated. The performance of the service is measured against these 

expectations. If they get the service below their expectations, there is a gap, it is 

dissatisfaction and they will judge that it is poor quality. On the other hand, if the 

service is above their expectations, customers rate the service as outstanding and it is 

called delight. Finally, if performance of service stands on the same level as the 

customers' expectations, the result is mere satisfaction. 

The theory for this research is the SERVQUAL Model. SERVQUAL was 

developed by Parasuraman, Zeithaml and Berry (1985, 1988). The SERVQUAL 

model requires a questionnaire which elicits two parallel sets of data. Scores are 

obtained for customers' expectations (E) and for customers' perceptions of the actual 

performance of the service (P). Quality of experience is then determined as the 

perceived difference between actual performance and that originally expected (Tyas, 

1996). This concept is also known as disconfirmation paradigm (Parasuramann, et al., 

1985). 

The foundation of the Model is a set of four gaps which are the major contributors 

to the service quality gap which customers may perceive: 
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Gap 1 is the difference between the customer's expectations and management 

perceptions of customer expectations. Management does not understand how the 

service should be designed and what support or secondary services the customer 

requires. 

Gap 2 is the difference between the company's quality specifications and 

management perceptions of customer expectations of the service and its quality, Often 

in an attempt to reduce costs, management places internal restrictions on how a 

service is to be performed, restrictions which deprive the staff of the opportunity to 

meet the customer's expectations. 

Gap 3 is the difference between the quality of the service delivery and quality 

specifications. Even if the quality of the service is carefully specified in a company, 

the result in practice may be difference from what was intended. Service quality is 

difficult to standardize since it is often dependent on personal contact between the 

customer and company staff. -

Gap 4 is the difference between the quality of the service delivery and the 

quality promised in communicating the product/service. It is important not to promise 

the customer more than the company can deliver. N IT 

These four gaps emerge from an executive perspective on a service 

organization's design, marketing and delivery of services. They, in tum, contribute to 

another gap, mentioned earlier, Gap 5, which is the discrepancy between customers' 

expected serviced and the perceived service actually delivered. 

This gap is a function of the other four gaps: i.e. Gap 5 = f (gaps 1, 2, 3, 4) It 

is this gap that Parasuraman et al. (1985) sought to measure using the SERVQUAL 

instrument. 
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The Gap Model which has served as the theoretical model for the research is 

shown in Figure 1.3. 

Figure 1.3 THE GAP MODEL OF SERVICE QUALITY 

Customer 

Word- ofMounth 
Communications 

Personal 

~----------------------

Expected 
Service 

' I 
I 

I 

Marketer : 

GAPl 

R 
GAP3 

Service 
Delivery 

(including 
pre-/ and 

post
contacts 

LAB Translation of 
Perceptions 
into Service 

Quality 
Specifications 

GAP2 : 
I 

t _________________ _ 

Management 
Perceptions of 

consumer 
Expectations 

Past F.xnerience 

External 
Communications 

to Consumers 

Source: Bateson and Hoffman et. al., 1999, "Managing Services Marketing", p.34 
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In this study, the researcher measured customers' expectations against their 

perception of 148 TPR's performance. The data obtained from the questionnaires 

were analyzed with the help of SPSS. The researcher applied Descriptive Analysis to 

describe the demographic characteristics of the respondent as well as the obtained 

SPSS output tables of the research hypotheses. In terms of the Inferential Analysis, 

the researcher applied The Paired Samples T-Test to identify whether there is 

difference between customers' expectations and customers' perception of service 

quality of 148 TPR. The One-Way ANOVA Test was applied in order to find whether 

there is difference in expectation of service quality and difference in perceptions when 

classified by demographic characteristics. 

1.5 Research Questions 

1) Is there any difference between customers' expectation and customers' 

perceptions of service quality in 148 TPR car repair business? 

2) Is there any difference between customers' expectation and customers' 

perceptions of service quality regarding tangible in 148 TPR car repair 

business? l.ABO INCIT 

3) Is there any difference between customers' expectation and customers' 

perceptions of service quality regarding .reliability in 148 TPR car repair 

business? 

4) Is there any difference between customers' expectation and customers' 

perceptions of service quality regarding responsiveness in 148 TPR car repair 

business? 
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5) Is there any difference between customers' expectation and customers' 

perceptions of service quality regarding assurance in 148 TPR car repair 

business? 

6) Is there any difference between customers' expectation and customers' 

perceptions of service quality regarding empathy in 148 TPR car repair 

business? 

7) Is there any difference between customers' expectation of service quality in 

148 TPR car repair business under specified demographic characteristics? 

8) Is there any difference between customers' perceptions of service quality in 

148 TPR car repair business under specified demographic characteristics? 

1.6 Research hypothesis: 

Hol: There is no difference between customer's expectation and perceptions of 

service quality in 148 TPR car repair business. -
Hal: There is a difference between customer' s expectation and perce tions of service 

quality in 148 TPR car repair business. 

LABO NCIT 

Ho2: There is no difference between customer's expectation and perceptions of 

service quality in terms of regarding tangibles in 148 TPR car repair business. 

Ha2: There is a difference between customer' s expectation and perceptions of service 

quality in terms of regarding tangibles in 148 TPR car repair business. 

Ho3: There is no difference between customer's expectation and perceptions of 

service quality in terms of regarding reliability in 148 TPR car repair business. 

10 
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Ha3: There is a difference between customer's expectation and perceptions of service 

quality in terms of regarding reliability in 148 TPR car repair business. 

Ho4: There is no difference between customer's expectation and perceptions of 

service quality in terms of regarding responsiveness in 148 TPR car repair business. 

Ha4: There is a difference between customer's expectation and perceptions of service 

quality in terms of regarding responsiveness in 148 TPR car repair business. 

Ho5: There is no difference between customer's expectation and perceptions of 

service quality in terms orregarding assurance in 148 TPR car repair business. 

Ha5: There is a difference between customer's expectation and perceptions of service 

quality in terms of regarding assurance in 148 TPR car repair business. 

Ho6: There ·s no difference between customer's expectation and perceptions of 

service quality in terms of regarding empathy in 148 TPR car repair business. 

Ha6: There is a difference between customer's expectation and perceptions of service 

quality in terms of regarding empathy in 148 TPR car repair business. 

Ho7: There is no difference between customer's exgecta:tions of service quality in 148 

TPR car repair business when classified by customers' age. 

Ha7: There is a difference between customer's expectations of service quality in 148 

TPR car repair business when classified by customers' age. 

Ho8: There is no difference between customer's expectations of service quality in 148 

TPR car repair business when classified by customers' gender. 

11 



Ha8: There is a difference between customer's expectations of service quality in 148 

TPR car repair business when classified by customers' gender. 

Ho9: There is no difference between customer's expectations of service quality in 148 

TPR car repair business when classified by customers' income level. 

Ha9: There is a difference between customer's expectations of service quality in 148 

TPR car repair business when classified by customers' income level. 

HolO: There is no difference between customer's expectations of service quality in 

148 TPR car repair business when classified by customers' occupation. 

HalO: There is a difference between customer's expectations of service quality in 148 

TPR car repair b siness when classified by customers' occupation. 

Ho 11: There is no difference between customer's perceptions of servjce quality in 148 

TPR car repair business when classified by customers' age. -
Hall: There is a difference between customer's perceptions of service quality in 148 

TPR car repair business when classified by customers' age. 

AB INCIT 

Hol2: There is no difference between customer's perceptions of service quality in 148 

TPR car repair business when classified by customers' gender. 

Hal2: There is a difference between customer's perceptions of service quality in 148 

TPR car repair business when classified by customers' gender. 

Ho 13: There is no difference between customer's perceptions of service quality in 148 

TPR car repair business when classified by customers' income level. 

12 



Ha13: There is a difference between customer' s perceptions of service quality in 148 

TPR car repair business when classified by customers' income level. 

Ho14: There is no difference between customer's perceptions of service quality in 148 

TPR car repair business when classified by customers' occupation. 

Hal4: There is a difference between customer' s perceptions of service quality in 148 

TPR car repair business when classified by customers' occupation. 

1. 7 Significance of the study 

The study is developed to identify the service quality dimensions of 148 TPR, 

which is a car repair business. The objective of this study is to examine 148 TPR 

customer's expectations of service quality before they come to use 148 TPR car repair 

business service and their perceptions of the service quality after they have received 

148 TPR's service. After that, having compared expectation and perceptions, Gap 5 

was defined hich is the difference between expectations and perc~tions. Gap 5 

shows whether there is difference between the two aspects and as the result which can 

be satisfaction, mere satisfaction, or dissatisfaction with the service quality of 148 

TPR, car repair business. The results of the study provide information about factors 

contributing to service qual ity and hopefully provide understanding into the means of 

meeting customers' needs and for increasing the number of customers to 148 TPR car 

repair business. In the long term, it is expected that the results of this study will serve 

as the foundation for improved service quality that will lead directly to benefits for 

148 TPR car repair business to include a relationship with customers, and indirectly to 

keep and improve its reputation in the area. This research findings will enable 148 

TPR car repair business to better understand wants, attitudes of our customers and 
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improve service quality and therefore create and increase satisfaction of its clients. 

The results of this research may help to generate greater awareness of the car repair 

business to increase and promote company growth. 

1.8 Definition of terms 

Claim: A demand for payment in accordance with an insurance policy or other formal 

arrangement. (hllp:/ /education. v_ahoo.com/reference/ d ictionarv/entrv /claim) 

Customer: Someone who purchases a certain product/service from a car repair 

business 

Customer Expectation: Customer defined probabilities of occurrence of positive or 

negative events or actions ifcustomer engages in some behavior (Oliver, 1981) 

Customer Satisfaction: The Company's ability to fulfill the business, emotional, and 

psychological needs of its customers 

(http:/ /\\W~\ .cust_omersurvevstore. com/The Process/Definitions/defi nitions. h tm I) 

Demographic factors: Includes age, gender, marital status, education level, 

occupation, income. Demographic or personal characteristics are most often used as 

the basis for market segmentation, and also affect the extent to which a person uses 

products or services in a specific category (Pride and Ferrell, 1997). 

Expectation: A "baseline against which product or service performance is compared" 

(Nolan and Swan, 1985). In the context of customer dissatisfaction, expectations are 

generally said to be disconfirmed (Olshausky and Miller, 1972). 

Gap 5: Quality that a customer perceives in a service, a function of the magnitude and 

direction of the gap between expected service and perceived one (Payne, 1993). 

Goal: A desirable objective against which plans are measured. 
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Perceptions: Customers' beliefs concerning the service received and experienced 

(Parasumman, et al., 1985) 

Procedure: A clear specification for the sequence, timing, execution, etc. of a process 

(http://\\WW.pmostep.com/290. l TerrninoJog:yDefini tions.html) in this study refers to 

the steps involved in all activities of repairing the car. 

Responsiveness: Willingness to help customers and provide prompt service 

(Parasuraman, et al., 1990) 

Repairing Process: A series of steps necessary to get acar repaired, including body 

repair, replacement of spare parts, surface preparation, spray, assemble, wax coat. 

Required Documents: The documents required by the insurance company for car 

repair company to bill. 

Satisfaction: A person's feelings of pleasure or disappointment resulting from 

comparing products or services perceived performance in relation to his/her 

expectations (Kotter, 1997) -
Service: Represents any activity, offered to a customer that is simultaneously 

consumed as it is produced. Characterizing a service encounter is difficult due to its 

intangibility, given that the service encompasses process, delivery, and outcome 

(Kothari, 1998) 0 

Service Quality: The manner in which service is provided as it influences the degree 

of satisfaction with a goods or service. 

(http://\\ \\ w.ucs.mun.cal- rsexty/business I 000/glossarv/s.htm) 

1.9 Conceptual Framework 

The research was to study the relationship of main independent variables and a 

main dependent variable. The independent variable was work process in terms of the 
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five SERVQUAL dimensions. The dependent variable in this study was customer 

satisfaction based on the expectations of the customers. 

The Conceptual Framework, Figure 1.4 below, reflects the analysis that was 

conducted on the relationship of the independent variables and the dependent variable 

(SERVQUAL Dimension; Customer's satisfaction). 

SELECTED 
DEMOGRAPHIC 
CHARACTERISTICS 

Age ~ 
Gender 
Income 
Occupation 

l.AB 

EXPECTATIONS 

Tangible 
Reliability 
Respens ·Veness 
Assurance 
Empathy 

PERCEPTIONS 

Tangible 
Reliability 
Responsiveness 
Assurance 
Empathy 

Figure 1.4 The Conceptual Framework al.-.\.* 
l 9 6 9 o! ~""'"' 

~J'/!11ii tr~t\i\,,t 

GAPS 

Expectations 
Perceptions 
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Chapter 2 

Review of Related Literature 

2.1 Introduction 

This chapter will be based on the review of discussion from the books, 

articles, internet and other literature related to the study. This review will be focused 

on the definitions and characteristic features of service, service quality, theories and 

models of service quality, customer expectations, customer perceptions, customer 

satisfaction, measuring service quality and service quality dimensions are collected 

from the point of new as well as classical investigations of service quality. 

"Understanding customer is a prerequisite for delivering superior service" 

"Quality of service is about to became the decisive factor in corporate 

survival. Manufacturing firms will increasingly find that the services added to 

physical goods constitute the basic of competitive differentiation. Good service, 

tailored to customer needs, is particularly important for high technology product" 

(The Coming Service Crisis, Davidow. 1986) ~RIEL. 

This objective of this thesis is studying the relationship of service quality and 

customer satisfaction, some of the literatures are reviewed to establish a conceptual 

framework for this study. 

2.2 The related studies 

2.2.1 The Theory of Service Quality 

This study will apply a service model, an instrument that examines customer 

perception of service quality, developed by Parasuraman, Zeithaml & Berry that is 

separated into five dimensions: Tangibles, Reliability, Responsiveness, Assurance and 
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Empathy to measure the level of customer's satisfaction with the quality of service in 

the car repair business. The measurement composes of two sections: an expectation of 

customers and a perception of customers. 

Table 2.1: SERVQUAL's Five Dimensions (Parasuraman, Zeithaml & Berry, 1998, 

p.23 and Parasuraman, Zeithaml & Berry, 1991, p.41) 

Dimensions 
Tangibles 

Reliability 

Responsiveness 
Assurance 

Empathy 

Definitions 
The appearance of physical, equipment, appearance of personnel, 
and communication materials 

The ability to perform the promised service dependably and 
accurately 
The willingness to help customers and provide prompt service 
The knowledge and courtesy of employees and their ability to inspire 
trust and confidence 
The caring, individualized attention the firm provides to its customer 

Figure 2.1: Customers Assessment of Service Quality 

World of 
mouth 

Dimension 
of service 

quality 

Personal 
needs 

Past 
experience 

Expected 
Service 

Perceived 
Service 

CIT 

External 
Communication 

Perceived 
of service 

quality 

(Source: Bouman and Wiele (1992) "Measuring service quality in the car 

service industry: Building and instrument". International journal of service industry 

management, vol3 no.4) 
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Based on the five SERQUAL dimensions, the SERVQUAL instrument helps 

the company to understand the way to make customer satisfied in our service and 

improve our quality all the time. 

SERVQUAL has been used in replication studies in wide range of service 

industries: health care, banks and finances, appliance repair, and several other 

professions. 

From the above widely use literature, it can be implied that the outcome of 

"perceived valve-experience" comparison process is the key premise in judging 

customer satisfaction, which will also be measured in this study. 

Zeithaml, Parasuraman and Berry (1 985) investigated a list of major 

determinants of service quality or ten dimensions in assessing service quality that can 

be generalized to any type of service, Those ten dimensions includes (see table 2.2): 

1. Tangibles Dimension: includes the physical evidence of the service, 

physical facilities, appearance of personnel, equipment used to provide the service 

and customers in the service facility. 

2. Reliability Dimension: includes consistency of performance and 

dependability. The ability to provide the pledge services on the time. 

3. Responsiveness Dimension: includes the willingness of staff to provide 

prompt service. For example, ip the case of car reQair ousiness, they must response 

with their customer' s stuff in the car. 

4. Competence Dimension: includes possession of the required skills and 

knowledge to perform the service. For example, the car repair business should provide 

the best advice to customers. 
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5. Courtesy Dimension: includes politeness, respect, consideration, and 

friendliness of contact personnel (communication including receptionists, telephone 

operators etc.) 

6. Credibility Dimension: includes trustworthiness, believability, and honesty. 

For example, in the case of insurance company, this could mean a positive reputation 

for their settlement of claims. 

7. Security Dimension: includes the freedom from danger, risk and doubt. It 

involves physical safety and confidentiality. 

8. Access Dimension: includes approachability and each of contracts. 

9. Communication Dimension: keeping customers information about the 

service in a language that they can understand and listening to the customers. 

10. Understanding Dimension: this involves trying to understand the 

customer's need. 

"Lovelock conducted a research in order to define the quality by interview the 

respondents in different field of business. The conquests of the research are as 

followed; 

Bankers defined service quality as " setting standards regarding 

customer needs and meeting them" 

Securities brokerage executive answered that ''Service quality is a true 

representation of the client's interest first and foremost" 

Product repair executive responded "service quality is a reasonable 

amount of time at a reasonable cost by a competent technician who 

does it right the first time" (.Lovelock, 1988) 

From the focus group interview, he can identify ten factors as a determinant of 

service quality. The comments of consumers made in these interviews about 
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service expectation, priorities, and experience fall into one of these ten 

categories 

The determinants of service quality are included in the list: 

*Reliability involves consistency of performance and dependability. 

*Responsiveness concerns about the willingness or readiness of 

employees to provide service. It involves timeliness of service: 

- mailing a transaction slip immediately 

- calling the customer back quickly 

- giving prompt service 

*Competence means possession of the required skills and knowledge 

of service provider to perform the service. It involves: 

- Knowledge and skills of contact personnel 

- Knowledge and skill of operational support personnel 

- Research capability of the organization -

*Access involves approachability and ease of contact. It means: 

- The service is easily accessible by telephone 

- Waiting time to receive service is not extensive 

- Hours of operation are convenient 

- Location of service facility is convenient 

*Courtesy involves politeness, respect consideration, and friendliness 

of contact personnel. It includes: 

- Consideration for the customer's property 

- Clean and neat appearance of public contact personnel 

*Communication means keeping customer informed in language they 

can understand. It also means listening to customers. It may mean that the company 
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has to adjust its language for different customers-increasing the level of sophistication 

with a well-educated customer and speaking simply and plainly with a novice. It 

involves: 

- Explaining the service itself 

- Explaining how much the service will cost 

- Assuring the customer that a problem will be handled 

*Credibility involves trustworthiness, believability, and honesty. It 

involves having the customer's best interest at heart. Contributing to 

credibility are: 

- Company name RS/ J'"J~ 
- Company reputation 0 
- Personal characteristics of the contact personnel 

- The degree of hard sell involved in interactions with the 

customer -
*Security is the freedom from risk, danger or doubt. It involves: 

- Physical safety 

- Financial safety 

* -Confidentiality 

INCIT 

* 
*Understanding the customer involves making the effort to understand 

the customer's needs. It involves: 

- Leaming the customer's specific requirement 

- Providing individualized attention 

- Recognizing the regular customer 

*Tangibles includes the physical evidence of the service such as: 

- Physical faciliti2es 
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- Appearance of the personnel 

- Tools or equipment used to provide the service 

- Physical representations of the service, such as a plastic-credit 

card or a bank statement. 

Mudie and Cottam (1999) mentioned that customers assess and evaluate a 

number of factors or dimensions to measure service quality. Consequently from 

research in a variety of service industries they can conclude and get five dimensions, 

which are; 

Reliability: the abilify to perform the promised service dependably and 

accurately. It is regarded as the most important determinant of perceptions of service 

quality. This dimension is particularly crucial for services such as bank, building 

societies, insurance companies, delivery services and trade services, e.g. car repair, 

business. -
Responsiveness: the willingness to help customers and to provide prompt 

service. This dimension is particularly prevalent where customers have requests, 

questions, complaints and problems INCIT 

Assurance: the employees' knowledge and courtesy, and the ability of the 

service to inspire trust and confidence. This dimension may be of particular concern 

for customers of health, financial and legal services. 

Empathy: the caring, individualized attention the service provides its 

customers. Small service companies are better placed for treating customers as 

individuals than their larger invariably standardized counterparts. However, 

relationship marketing is designed to offer a more individualistic approach for 

customers of large organizations 
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Tangibles: the appearance of physical facilities, equipment, personnel and 

communication materials. All of these are used in varying degree to project an image 

that will find favor with consumers. Tangibles will be of particular significance where 

the customer's physical presence at a service facility is necessary for consumption to 

occur e.g. hair salon, hotel, and nightclub. 

The service quality was viewed as an attitude that results from a 'global 

judgment' after comparing expectation with perception. The ten dimensions were 

included access, communication, competence, courtesy, credibility, reliability, 

responsiveness, security, tangibles and understanding the customer. Parasuraman et 

al ( 1988) reduced to 34 item scale. The result concluded that service quality consists 

of five dimensions (Parasuraman et al., 1988) 

The study produced SERVQUAL, to measure the service quality the term of 

tangibles, reliability, responsiveness, assurance and empathy. These are define in 

Table 2.1 -,... 
2.2.2 Discussion of each of the Selected Sub -Variables 

Tangibles - The appearance of physical facilities, equipment, personnel, and 

communication materials. The condition of the physical su ounding. For example, 

the cleanliness in the car repairs business. It is tangible evidence of the care and 

attention to every detail in the service. 

Reliability-The ability to perform the promised service both dependably and 

accurate. Reliable service performance is a customer expectation. It means that the 

service is complete on the time, in the same manner, and without errors every time. 

Responsiveness: The willingness to help customer and provide prompt service. 

Keeping customers waiting, particularly for no apparent reason, create unnecessary 
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negative quickly and with professionalism can create very positive perceptions of 

quality. For example, McDonald's fast-food, if they serve their food after more than 

60 minutes, customers will receive the coupon for free drink. 

Assurance - The knowledge and courtesy of employees as well as their ability 

to convey trust and confidence. This dimension includes the following feature: 

competence to perform the service, politeness and respect for customer and effective 

communication with the customer. 

Empathy - the provision of caring, individualized attention to customers. 

Empathy includes the customer's needs. 

RS/ 
2.2.3 The Theory of Customer Satisfaction 

Customer satisfaction is the key factor to success of every business because it 

is impossible the run the business without customers. So, to fulfill the customer needs 

is very important for every organization to understand customer satisfaction. 

Kotler (1997) defined satisfaction as "a person's feeling of pleasure or 

disappointment resulting form comparing a product's perceived performance in 

relation to his or her expectation". Satisfaction is a funct ion of perceived performance 

and expectations. 

1) If the performance falls short of expectation, the customer is dissatisfied. 

2) If the matches the expectations, the customer is satisfied. 

3) If the performance exceeds expectations, the customer is highly satisfied or 

delighted. 

Expectations are influenced by past buying experience, friends, and 

associates' advice, and marketers' and competitors' information and promises. If 

marketers raise expectations too high, the buyer is likely to be disappointed. 
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However, if the company sets expectations too low, it won't attract enough 

buyers. Most successful companies are raising expectations and delivering 

performance to match. 

Parasuraman (1988 and 1990) introduced the key premise to customer satisfaction 

as the prerequisite understanding of customer satisfaction and delivering of superior 

service. Based on customer satisfaction, customers will make decision with different 

factors. They will measure the rate of satisfaction from what they have got. 

The model is constructed on the basis of comparing perceived performance and 

expectations 

Figure 2.2: The Disconfirmation of Customer Satisfaction 

Expected Performance 

Positive 
Disconfirmation 

Satisfied 

ROT#t 

LA 

Comparison 

Confirmation 

Neutral 

Perceived Performance 

CIT Negative 
Disconfirmation 

Dissatisfied 

(Source: Walker (1995), "Service encounter satisfaction: Conceptualized" Journal of 
Marketing Vol. 9 No. 1 pp 5-13. 

2.2.4 Satisfaction and dissatisfaction 

Customer satisfaction is important for every company because a company's 

sales come from two groups of people, new customers and current ones. So, it is the 
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best way to try to keep them satisfied from retain customers because they will back to 

buy a product again, talk favorably to others about the product, pay less attention to 

competing brands and advertising, and buy other products from the company. 

Customer dissatisfaction is different. Whereas, on average, a satisfied 

customer tells 3 people about a good product experience, a dissatisfied customer 

complains to 11 people. Bad word of mouth seem to travel farther and faster than 

good word of mouth and it also quickly damages consumer attitudes about a company 

and its products (Kotler, 1996). 

2.2.5 Customer Expectations 

It is genera1ly agreed that customer satisfaction evaluations are developed by 

comparing a customer's expectations of goods and service and the actual performance 

of that good or service, including customer service. Consumer Expectations are 

pretrial beliefs a consumers has about the performance of a service tbat used as the 

standard or reference against which service performance is judged (Kurtz and Clow, 

1998). 

Customer's expectations play a pivotal in judging a company's service. 

Customers assess service quality by comparing what they want or expect with what 

they perceive they are getting. To earn a reputation for quality service, companies 

must consistently perform at level customers perceive as meeting or surpassing their 

expectations. Customers are the sale judges of service quality. Management may think 

the company's service is fine, but if customers disagree the company has a problem 

(Berry, and Parasuraman, 1991). 
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Factors Influencing Expectations 

1. Word - of - mouth communications: what customer hears from other 

customers is a potential determinant of expectations. 

2. Personal need: might moderate customer' s expectations to a certain degree 

depending on their individual characteristics and circumstances. 

3. Past experience: more experienced customers seemed to have somewhat lower 

expectations. It could influence customers' expectation level. 

4. External communications: play a key role in shaping customers' expectation, 

particularly those of prospective customer of service. 

2.2.6 Customer's Perception 

Kotler (2000) stated that a motivated person is ready to act. How the 

motivated person actually acts in influenced by his or her perception of the situation. 

Perception is the process by which an individual selects, organizes, and interprets 

information inpijts to create a meaningful picture of the world. 

Perception depends not only on the physical stimuli but also on the stimuli's 

relation to the surrounding field and conditions within the individual. 

Perception is the process though which people receive, organizes, and interprets 

information from their environment. 

Perception as meaning the assign to what we see, hear, sense around us as well as 

our perception are heavily influenced by socio cultural and psychological factors. 
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2.2.7 Discussion of the Selected Generic Set of Sub- Variables 

Expectation: it defines what people think that they will perceive. Before 

customers will consume, they have expectations. So, expectation is an important 

element and first of the decision process. 

Performance: it may be defined as the main operating characteristics of the 

product or service. It is the variable that customers will determine their decision to 

repeat purchase. 

Disconfirmation: it is assumed that consumed satisfaction or dissatisfaction 

result from positive or negative discrepancy between the outcome and the expectation 

regarding a purchase. The customer's expectation will be negatively disconfirmed if 

the product or service performs worse than expected, positively disconfirmed if the 

product or service performs better than expect, and confirmed if product or service 

performs as expected. 

Satisfaction: It is positive attitude formed toward product or service. It 

occurred customer judgment between two variables, which are expected product 

performance and actual product performance. This performance is above expectation. 

Dissatisfaction: it is a negative attitude and bad feeling of product or service 

that customer got. Customer determined between expectation and perception of actual 

performance. This performance is fall below expectation. 

2.2.8 Demographic factors 

Kotler (1997) stated that a buyer' decisions are influenced by demographic 

factors, which are internal factors including gender, age, income, education level and 

family size. 

29 



Kotler (2000) mentioned that the market is divided into groups on the basis of 

variables such as age, gender, income, occupation, education, family size, religion, 

race, generation, nationality and social class. Demographics variables are the most 

popular based for distinguishing customer groups. One reason is that customer wants, 

preferences, and usage often associated with demographic variables. 

Age 

Age is one variable of demographic characteristics because it has an impact on 

behavior. Kotler (2000) stated that the different of consumers' age group have very 

different need and wants. They wjll buy different goods and services during the 

lifetime. 

Gender 

Kotler (1 997) state that gender is defines as sex identification of a person. 

Gender has always been a distinguishing variable for segmentation. Gender influences 

consumer's thinking, values, attitudes, behavior, wants and purchase decision. Statt 

(l 997) stated that dividing the market into male and female segments is another 

frequently uses strategy. Hawkins (1998) mentioned that gender has been a common 

segmentation basis for many products such as clothing, shoes and some kind of 

personal care product. However many products are purchased by either men or 

women only. 

Income 

Income can be defined as the financial gain accruing over a given period of 

time. Income can determine customer needs, thinking and behavior. Income is the 

factor that marketers consider when planning product advertising as well as 

determining price strategy. Income has been an important variable for market 

segmentation (Schiffman and Kanuk, 1994). Income indicates that presence of the 
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ability to pay for a product and service (Schiffman, 1991). People at different income 

levels tend to have different values, behaviors and lifestyles. 

Occupation 

Kotler (2000) stated that occupation influencer a person's consumption 

pattern. Marketers try to identify the occupatical groups that have above-average 

interest in their products and services. A company could even specialize its products 

for certain occupational groups. 

Schiffman and kanuk (1994) stated that occupation, income and education 

have close correlation. 

2.3 Summary 

This chapter contains a review of major concepts, which are SERVQUAL 

(service quality), Customers' satisfaction, Customers' expectation, Customers' 

perception and Demographic factors. 

This chapter is based on the review of the discussion from books, articles, 

journals, web sites and other literature related to study. Moreover, the researcher 

discussed each of selected Generic of Sub-Variable to create a better understanding of 

terms used in the study. ~,,,fl1B°!lat\~ 
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Chapter 3 

Methodology of the Study 

3.1 Introduction 

This chapter focuses on the research methodology and research design. The 

objective of this research was to study and compare customers' expectations and 

customers' perception by measuring service quality in the car repair business (148 

TPR) by using a modified version of SERVQUAL developed by Parasuraman, 

Zeithaml and Berry in 1985 and 1988, under specified demographic characteristics. 

3.2 General Procedures 

The research studied customers' expectation and customers' perception by 

using the SERVQUAL model. The study employed the paired Sample-T.- est and the 

analysis of variance ANOV A (one-way ANOV A). 

3.3 Design of the Study 
.,. 

The research design is an action research that specifies the methods and 

procedures for collecting and analyzing of the obtained data. The researcher utilized a 

survey method whereby a questionnaire was used to measure customers' expectations 

and customers' perception. Moreover, the researcher examined respondents' 

demographic variables, such as age, gender, income level and occupation to measure 

differences in the customers' expectations and customers' perceptions. 
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Draft of the Instrument Development 

The researcher used the survey method, a questionnaire in particular, to measure 

the customers' expectations and perceptions of service quality in a car repair business. 

The questionnaire was adapted from the SERVQUAL model which measures service 

quality developed by Parasuraman et al. (1985, 1989). 

The SERVQUAL model identifies specific criteria by which customers evaluate 

service quality. These criteria are categorized in five major dimensions. A survey 

instrument was developed by the authors to measure the gap between customers' 

expectations and customers' perception. 

The researcher used SERVQUAL model to apply with this research because 

SERVQUAL follows a scientific approach in its measurement scale development, 

Service Quality= Perception - Expectation (P-E) (Quester and Romanj uk, 1997). 

Questionnaire 

f,RIEL. 

The questionnaire embodied three parts: 

I. Part 1: The customers' expectations: 22 questions regarding the customers' 

expectations of five service quality dimensions prior to using the 148 TPR 

services. 

2. Part 2: The customers' perceptions: 22 questions regarding the customers' 

perceptions of the five service quality dimensions after using the 148 TPR 

services. 
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The 5-point Likert scale was used for identifying the customers' op1mons 

toward 5 dimensions of service quality: 

• 5- Strongly Agree 

• 4-Agree 

• 3-Neutral 

• 2-Disagree 

• 1- Strongly Disagree ERS 
It was applied for both expectations and perceptions sections 

3. Part 3: Demographic characteristics of respondents: This part of the 

questionnaire was designed to obtain the needed information about the demographic 

profiles of the respondents. It included questions about age, gender, income, and 

occupation designed in the form of multiple choices. 

RI /. 

3.5 The Instrument Reliability 
Cl"T 

Reliability can be thought of as consistency in measurement. Asubonteng, 

McCleary, and Swan (1996) summarized Cronbrach'fi alpha reliability coefficients for 

the SERVQUAL dimensions across several studies. The researcher found relatively 

similar reliability which supported the internal reliability or cohesiveness of the scale 

items. Examples of these studies include Cronin and Taylor (1992), McAlexander, 

Kaldenburg, and Koenig (1994), Cannan (1990). The lowest reliability reported these 

studies related to SERVQUAL method was 0.59 and the highest was 0.97. 
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In this research, 30 questionnaires were pre-tested by the respondents, who 

were car repair customers of 148 TRP, in order to obtain the data for calculating 

Cronbach Coefficient Alpha and to check whether the questionnaire can be accepted 

as reliable. The summary table of the output is presented in Table 3.1. The reliability 

analysis procedure using SPSS is attached in Appendix B. 

TABLE 3.1: CRONBACH COEFFICIENT ALPHA SCALE 

Service Quality Questions Customers' Customers' 

Dimensions Expectations Perceptions 

TANGIBLES 1-5 0.8021 y 0.7955 

RELIABILITY 6-9 0.7529 0.7696 

RESPONSIVENESS 10-13 0.7500 0.7367 

ASSURANCE 14-18 0.6268 0.7821 

EMPATHY 0.7329 
IE{ 

0.9756 

TOTAL 0.7278 
IT 

0.7171 
0 

3.6 Population and Sampling 

Target Population 

In a research study, the target population must be well defined. The target 

population in this study is both male and female in different age groups, income levels 

and occupations who come to repair their car at 148 TPR. 
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The survey took place in the main area, which is located at 148 TPR. The 

target population of this research is individuals, so the sampling unit is the same as the 

population element. 

Zikmund (2000) stated target population is the complete group of specific 

population elements relevant to the research project 

Sampling Design 

In this research, the researcher used Non-Probability Sampling (Convenient 

Sampling). Zikmund (1997) stated sampling is the process of using a small number of 

item or part of larger population to make conclusion about a whole population. "A 

sampling technique in which units of the sample are selected on the basis of 

convenience (Zikmund, 2000)" 

Sampling Size 

The sampling size represents the total selected group for the study. These are 

three criteria to consider for an appropriate sampling size that can represent a certain 

degree of accuracy, precision, confidence and variability (Agresti and Finlay, 1997). 
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THE ASSUMPTION UNIVERSITY LIBRARY 

TABLE 3.2 THEORETICAL SAMPLE SIZE FOR DIFFERENT SIZE OF 

POPULATION AND A 95 PERCENT LEVEL OF CERTAINTY 

Population/ Required Sample for Tolerable Error 

(Sampling Frame) 5% 4% 3% 2% 

100 79 85 91 96 

500 217 272 340 413 

1,000 277 375 516 705 

5,000 356 535 897 1,622 

50,000 381 593 1,044 2,290 

100,000 382 5% 1,055 2,344 

25,000,000 384 600 1,067 2,400 

Source: Anderson, Gray (1996), "Fundamentals of Education Research", p: 202 

According to 148 TPR's information, current customer population of 148 TPR 

in 1st quarter, between January to March 2007 is 510 (Source: 148 Theparak Co.,Ltd). 

As per the Anderson table shown above, the sample size should be 217, hence, the 

researcher collected data from 217 respondents. 

3. 7 Collection of the Data 

The researcher employed two types of data that includes: 

Primary data: Data was collected for this research by distributing the 

questionnaire to respondents in the car repair business (148 TPR). 

Secondary Data is conducted for purpose of supporting the primary data. The 

secondary data for this study was as below: 

Work flow repair process: there are standardized work processes; using 

these was necessary for examining the gaps between expectations and 

perceptions. 
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Reports: some information was in the form of reports that were 

produced by the members of the 148 TPR management team. 

Book and journals: the researcher put great deal of effort in doing the 

research on this topic by reading books and journals from reliable 

sources that can found in Assumption University' s library. 

Internet: As the world is getting more technology-related, the internet 

has become one vital source in finding information. 

3.8 Proposed Data Processing and Analysis 

The researcner used the quantitative analysis to analyze the data from the 

study. Statistic Package for Social Science (SPSS) program was used as the tool to 

compute the data from the questionnaires in order to test the relationship between 

each variable. -
SPSS program was used for analyzing the questionnaire's result, providing 

answers to research questions and testing hypotheses. 

Questionnaire (Likert scale) data was analyzed by using paired sample method 

to compare the differences between customers' expectations and customer's 

perceptions by measuring the five service quality dimensions. 
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3.9 Summary 

Table 3.3: SUMMARY OF THE HYPOTHESES AND STATISTICAL ANALYSIS 

METHODS 

HYPOTHESIS 

Ho 1: There is no difference between customer's expectations and 

perceptions of service quality in 148 TPR car repair business. 

Hal: There is a difference between customer' s expectations and 

perceptions of service quality in 148 TPR car repair business. 

Ho2: There is no difference between customer's expectations and 

perceptions of service quality regarding tangibles in 148 TPR car 

repair business. 

Ha2: There is a difference between customer' s expectations and 

perceptions of service quality regarding tangibles in 148 TPR car 

repair business. LAB NCrT 

Ho3: There is no difference between customer's expectations and 

perceptions of service quality regarding reliability in 148 TPR car 

repair business. 

Ha3: There is a difference between customer's expectations and 

perceptions of service quality regarding reliability in 148 TPR car 

repair business. 

STATISICAL 

ANALYSIS 

Paired Sample T

Test 

Paired Sample T

Test 

Paired Sample T

Test 
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HYPOTHESIS STATISICAL 

ANALYSIS 

Ho4: There is no difference between customer's expectations and Paired Sample T-

perceptions of service quality regarding responsiveness in 148 TPR Test 

car repair business. 

Ha4: There is a difference between customer's expectations and 

perceptions of service quality regarding responsiveness in 148 TPR 

car repair business. 

Ho5: There is no difference between customer's expectations and Paired Sample T-

perceptions of service quality regarding assurance in 148 TPR car Test 

repair business. 

Ha5: There is a difference between customer's expectations and 

perceptions of service quality regarding assurance in 148 TPR car 

repair business. LABO Nert 

Ho6: There is no difference between customer's expectations and Paired Sample T-

perceptions of service quality regarding empathy in 148 TPR car Test 

repair business. 

Ha6: There is a difference between customer's expectations and 

perceptions of service quality regarding empathy in 148 TPR car 

repair business. 
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HYPOTHESIS STATISICAL 

ANALYSIS 

Ho7: There is no difference between customer's expectations of One-Way ANOVA 

service quality in 148 TPR car repair business when classified by 

customers' age. 

Ha7: There is a difference between customer's expectations of 

service quality in 148 TPR car repair business when classified by 

customers' age. 

Ho8: There is no difference between customer's expectations of One-Way ANOVA 

service quality in 148 TPR car repair business when classified by 

customers ' gender. 

Ha8: There is a difference between customer's expectations of 

service quality in 148 TPR car repair business when classified by 

customers' gender. LAB NCrT 

-

Ho9: There is no difference between customer's expectations of One-Way ANOVA 

service quality in 148 TPR, car repair business when classified by 

customers' income level. 

Ha9: There is a difference between customer's expectations of 

service quality in 148 TPR car repair business when classified by 

customers' income level. 
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HYPOTHESIS STATISICAL 

ANALYSIS 

HolO: There is no difference between customer's expectations of One-Way ANOVA 

service quality in 148 TPR car repair business when classified by 

customers' occupation. 

HalO: There is a difference between customer's expectations of 

service quality in 148 TPR car repair business when classified by 

customers' occupation 

Ho 11: There is no difference between customer's perceptions of One-Way ANOV A 

service quality in 148 TPR car repair business when classified by 

customers' age. 

Hall: There is a difference between customer's perceptions of 

service quality ip 148 TPR car repair business when classified by 

customers' age. LABO Nert 

Hol2: There is no difference between customer's perceptions of One-Way ANOVA 

service quality in 148 TPR, car repair business when classified by 

customers' gender. 

Ha12: There is a difference between customer's perceptions of 

service quality in 148 TPR car repair business when classified by 

customers' gender. 
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HYPOTHESIS STATISICAL 

ANALYSIS 

Ho13: There is no difference between customer's perceptions of One-Way ANOVA 

service quality in 148 TPR car repair business when classified by 

customers' income level. 

Ha13: There is a difference between customer' s perceptions of 

service quality in 148 TPR car repair business when classified by 

customers' income level. 

Ho14: There is no difference between customer's perceptions of One-Way ANOVA 

service quality in 148 TPR car repair business when classified by 

customers' occupation. -
Ha14: There is a difference between customer's perceptions of 

service quality in 148 TPR car repair business when classified by 

customers' occupation. A o NCIT 
..... 
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Chapter 4 

Data Analysis and Result 

4.1 Introduction 

This chapter focuses on the research findings and the analyses of the study. This 

chapter is divided in two parts: the descriptive statistics of the respondents' 

demographic characteristics (the sample profile) and the inferential statistics outputs 

regarding testing the hypotheses followed by brief explanations. 

4.2 Descriptive Analysis of the Respondents' Demographic 

Characteristics (The Sample Profile) 

The total number of respondents for this research was 2l7 persons. The 

respondents fi11ed in the questionnaires in 148TPR. The demographics data of 

respondents consists of four elements: age, gender, income and occupation. AH data 

in this part is ~resented in frequency form. 

LABO NCIT 
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Age 

TABLE 4.1: SUMMARY OF RESPONDENTS CLASSIFIED BY AGE 

Frequency Percent Valid Percent Cumulative Percent 
Valid Younger than 20 37 17.1 17.1 17.1 

21-30 50 23.0 23.0 40.1 
31-40 50 23.0 23.0 63.1 
41-50 45 20.7 20.7 83.9 
51 and older 35 16.1 16.1 100.0 
Total 217 100.0 100.0 

FIGURE 4.1: PERCENTAGE OF RESPONDENTS CLASSIFIED BY AGE 

AGE OF RESPONDENTS 

o 51 and older 
16.1% 

liOI Younger than 20 
17.1% 

--""""'ll!!ill!llll!l'll~--

D 41-50 
20.7% 

031-40 
23.0% 

INCIT 

1!!121-30 
23.0% 

Table 4.1 and igure 4.1 shows frequency and percentage of the respondents 

classified by age. The age is grouped into age ranges. A total of 23 percent of the 

respondents are the range of 21-30 years old and 31-40 years old. Percentage of 20.7 

percent represents the respondents who are in the range of 41-50 years old. For the 

percentage of 17.1 percent respondent who are in younger than 20 years old. The 

smallest percentages (16.lpercent) are 51 years old and older. 
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Gender 

TABLE4.2: SUMMARY OF RESPONDENTS CLASSIFIED BY GENDER 

Frequency Percent Valid Percent Cumulative Percent 
Valid Male 132 60.8 60.8 60.8 

Female 85 39.2 39.2 100.0 
Total 217 100.0 100.0 

FIGURE4.2: PERCENTAGE OF RESPONDENTS CLASSIFIED BY GENDER 

GENDER OF RESPONDENTS 

Male 
60.8% 

-r-

Table 4.2 and Figure 4.2 shows frequency and percentages of the respondents 

classified by gender. 60.8 percent are male and 39.2 percent are female. 
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Income level 

TABLE 4.3: SUMMARY OF RESPONDENTS CLASSIFIED BY INCOME 

LEVEL 

Frequency Percent Valid Percent Cumulative Percent 
Valid Less than 10,000 

27.6 Bath/month 60 27.6 27.6 

10001-20000 Bath/month 51 23.5 23.5 51 .2 
20001-30000 Bath/month 50 23.0 23.0 74.2 
30001 Bath/month and 
more 56 25.8 25.8 100.0 

Total 217 100.0 100.0 

FIGURE 4.3: PERCENTAGE OF RESPONDENTS CLASSIFIED BY INCOME 

MONTHLY INCOME OF RESPONDENTS IN BAHT 

Cl 30001 c;i Less than 

~ Q.. 
Bath/month and 10,000 

more Bath/month ,_, 
~ 

25.8% 27.6% -= r-
l=a cA 0 20001-30000 1!110001-20000 

Bath/month Bath/month 

~ ~ 23.0% 23.5% 

Table 4.3 and Figure 4.3 shows frequency and percentage of the respondents 

classified by monthly inco,me. The monthly income is grouped into ranges. 27.6 

percent of the respondents are in the income range of 10,000 Baht per month and less. 

The second largest percentage (25.8 percent) is the respondents whose income is 

30,001 Baht per month and more. 23.5 percent of respondents earn 10,001-20,000 

Baht per month. The smallest percentage (23 percent) is those whose income is 

20,001-30,000 Baht per month. 
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Occupation 

TABLE 4.4: SUMMARY OF RESPONDENTS CLASSIFIED BY 

OCCUPATION 

Frequency Percent Valid Percent Cumulative Percent 
Valid Firm employee 105 48.4 48.4 48.4 

Self-employed 46 21.2 21.2 69.6 

Unemployed 38 17.5 17.5 87.1 

Student 28 12.9 12.9 100.0 

Total 217 100.0 I 100.0 

FIGURE 4.4: PERCENTAGE OF RESPONDENTS CLASSIFIED BY 

OCCUPATION 

OCCUPATIONS OF RESPONDENTS 

i;;;iStudent 

c;;i Unemployed 
17.5% 

Id Self-employed 
21.2% 

Table 4.4 and Figure 4.4 shows frequep.cy amt percentage of respondents 

classified by occupation. The iggest percentage ( 48.4 percent) is firm-employed 

respondents. 21.2 percent of 148 TPR users are self-employed. 17.5 percent of 148 

TPR users were unemployed. The smallest percentage (12.9 percent) is those who are 

students. 
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4.3 Comparing Raw Scores of Expectations and Perceptions of 

Service Quality Dimensions 

TABLE 4.5: RAW SCORES OF EXPECTATIONS AND PERCEPTIONS OF 

SERVICE QUALITY DIMENSIONS IN CAR REPAIR BUSINESS (148 TPR) 

Service Quality Raw Score of Raw Score of Gap 

Dimensions Ex ectations Perce tions 

TANGIBLES 4.1300 4.2747 -0.1447 

RELIABILITY 4.1532 4.1118 0.0415 

RESPONSIVENESS 4.1912 4.0895 0.101 7 

ASSURANCE 4.2664 4.1410 0.1253 

EMPATHY 4.2097 4.0300 0.1797 

TOTAL 20.9505 20.6469 0.3036 

~ -
Table 4.5 shows that there are differences between the raw score of customers' 

expectations and customers' perceptions of service quality dimensions in 148 TPR. 

Most of the raw scores of expectations appear to be higher than those of perceptions. 

It means that customers' expectations of service quality were higher than perceptions 

of the actual service quality. Only the raw scores o Tangibles' expectations appear to 

be less than Tangibles' perceptions. It means that the customers were highly satisfied 

with Tangibles. 
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Hypothesis 1 

Hol: There is no difference between customer's expectations and perceptions of 

service quality in 148 TPR, car repair business. 

Hal: There is difference between customer's expectations and perceptions of service 

quality in 148 TPR, car repair business. 

TABLE 4.6: PAIRED SAMPLE T-TEST: DIFFERENCE BETWEEN 

CUSTOMERS' EXPECTATIONS AND PERCEPTIONS OF SERVICE 

QUALITY 

~~\'J ERS1r,, 
Paired Samples Test 0 

Paired Differences 
95% Confidence 

Interval of the 
Std. Difference 

Std. Error Sig. (2-
Mean Deviation Mean Lower u er Df tailed) 

Pair SERVQUAL 
1 

3.31645 .22514 -27.129 SERVQUAL 6.10760 6.55135 5.66386 216 .000 

2 

LA 0 NCIT 

The Paired Samples -Test for lfypothesis 1 shows that there is a statistically 

significant difference between customers' expectations and perceptions of service 

quality in 148 TPR. It is because the two-tailed significance of .000 is less than .05 

(the confidence level) which means that the Hol is rejected. So, it means that 

Customer's expectations of service quality dimensions in 148 TPR were higher than 

their perceptions. 
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Hypothesis 2 

Ho2: There is no difference between customer's expectations and perceptions of 

service quality regarding tangibles in 148 TPR car repair business. 

Ha2: There is a difference between customer's expectations and perceptions of 

service quality regarding tangibles in 148 TPR car repair business. 

TABLE 4.7: PAIRED SAMPLE T-TEST: DIFFERENCE BETWEEN 

CUSTOMERS' EXPECTATIONS AND PERCEPTIONS OF SERVICE 

QUALITY REGARDING TANGIBLES 

Paired Samples Test 
A\.. 
~~ 

Paired Differences 
95% Confidence 

Interval of the 
Std. Difference 

Std. Error Sig. (2-
Mean Deviation Mean Lower Upper t df tailed) 

Pair TANGIBLES 
1 - -6.55668 1.26987 .08620 -6.72659 -6.38677 -76.060 216 .000 

TANGIBLES 
2 

~ 

f,RIEl, 

The Paired Samples T-Test for Hypothesis 2 shows that there is a statistically 

significant difference between customers' expectations and perceptions of service 

quality in 148 TPR regarding tangibles. It is because the two-tailed significance of 

.000 is less than .05 (the confidence level) which means that the Ho2 is rejected. So, it 

means that Customer's expectations of service quality dimensions in 148 TPR 

regarding tangibles were higher than their perceptions. 
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Hypothesis 3 

Ho3 : There is no difference between customer' s expectations and perceptions of 

service quality regarding reliability in 148 TPR car repair business. 

Ha3: There is a difference between customer's expectations and perceptions of 

service quality regarding reliability in 148 TPR car repair business. 

TABLE 4.8: PAIRED SAMPLE T-TEST: DIFFERENCE BETWEEN 

CUSTOMERS' EXPECTATIONS AND PERCEPTIONS OF SERVICE 

QUALITY REGARDING RELIABILITY 

Paired Samples Test 

Paired Differences 
95% Confidence 

Interval of the 
Std. Difference 

Std. Error Sig. (2-
Mean Deviation Mean Lower u er Df tailed) 

Pair RELIABILITY 
1 

RELIABILITY 
2 

.04147 .63648 

ROr1t 

.04321 -.04369 .12664 .960 216 

The Paired Samples T-Test for Hypothesis 3 shows that there is a statistically 

significant is not difference between customers' expectations and perceptions of 

service quality in 148 TPR regarding reliability. It is because the two-tailed 

significance of .338 is more than .05 (the confidence level) which means that the Ho3 

is accepted. Hence, it means that Customer's expectations of service quality 

dimensions in 148 TPR regarding reliability were less than their perceptions. 
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Hypothesis 4 

Ho4: There is no difference between customer's expectations and perceptions of 

service quality regarding responsiveness in 148 TPR car repair business. 

Ha4: There is a difference between customer' s expectations and perceptions of 

service quality regarding responsiveness in 148 TPR car repair business. 

TABLE 4.9: PAIRED SAMPLE T-TEST: DIFFERENCE BETWEEN 

CUSTOMERS' EXPECTATIONS AND PERCEPTIONS OF SERVICE 

QUALITY REGARDING RESPONSIVENESS 

Paired Samples Test 
~fl~ 

~~ 
Paired Differences 

95% Confidence 
Interval of the 

Std. Difference 
Std. Error Sig. (2-

Mean Deviation Mean Lower Uooer t Of tailed) 

Pair RESPONSIVE NE 
1 SS - .10253 .73095 .04962 .00473 .20034 2.066 216 .040 

RESPONSIVE NE 
SS2 

The Paired Samples T-Test for Hypothesis 4 shows that there is a statistically 

significant difference between customers' expectations and perceptions of service 

quality in 148 TPR regarding responsiveness. It is because the two-tailed significance 

of .040 is less than .05 (the confidence level) which means that the Ho4 is rejected. 

So, it means that Customer' s expectations of service quality dimensions in 148 TPR 

regarding responsiveness were higher than their perceptions. 
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Hypothesis 5 

Ho5: There is no difference between customer's expectations and perceptions of 

service quality regarding assurance in 148 TPR car repair business. 

Ha5: There is a difference between customer's expectations and perceptions of 

service quality regarding assurance in 148 TPR car repair business. 

TABLE 4.10: PAIRED SAMPLE T-TEST: DIFFERENCE BETWEEN 

CUSTOMERS' EXPECTATIONS AND PERCEPTIONS OF SERVICE 

QUALITY REGARDING ASSURANCE 

Paired Samples Test 

Paired Differences 
95% Confidence 

Interval of the 
Std. Difference 

Std. Error Sig. (2-
Mean Deviation Mean Lower u er df tailed) 

Pair ASSURANCE 
1 .12535 .69212 .04698 .03274 .21795 2.668 

ASSURANCE 
216 .008 

2 

IE 

The Paired Samples T-Test for Hypothesis 5 shows that there is a statistically 

significant difference between customers' expectations and perceptions of service 

quality in 148 TPR regarding assurance. It is because the two-tailed significance of 

.008 is less than .05 (the confident ~evel) which means that the Ho5 is rejected. So, it 

means that Customer's expectations of service quality dimensions in 148 TPR 

regarding assurance were higher than their perceptions. 
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Hypothesis 6 

Ho6: There is no difference between customer's expectations and perceptions of 

service quality regarding empathy in 148 TPR car repair business. 

Ha6: There is a difference between customer's expectations and perceptions of 

service quality regarding empathy in 148 TPR car repair business. 

TABLE 4.11: PAIRED SAMPLE T-TEST: DIFFERENCE BETWEEN 

CUSTOMERS' EXPECTATIONS AND PERCEPTIONS OF SERVICE 

QUALITY REGARDING EMPATIIY 

Paired Samples Test 

Paired Differences 

Pair EMPATHY -
1 EMPATHY2 

Mean 

.17972 

Std. 
Deviation 

.75650 

Std. 
Error 
Mean 

.05135 

95% Confidence 
Interval of the 

Difference 

Lower u er 

.07850 .28094 

df 

3.500 216 

The Paired Samples T-Test for Hypothesis 6 shows that there is a statistically 

significant difference between customers' expectations and perceptions of service 

quality in 148 TPR yegarding empathy. It is because the two-tailed significance of 

.001 is less than .05 (the confident level) which means that the Ho6 is rejected. So, it 

means that Customer's expectations of service quality dimensions in 148 TPR 

regarding empathy were higher than their perceptions. 
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Hypothesis 7 

Ho7: There is no difference between customer's expectations of service quality in 148 

TPR car repair business when classified by customers' age. 

Ha7: There is a difference between customer's expectations of service quality in 148 

TPR car repair business when classified by customers' age. 

TABLE 4.12: ONE-WAY ANOVA TEST: DIFFERENCE IN CUSTOMERS' 

EXPECTATION OF SERVICE QUALITY WHEN CLASSIFIED BY AGE 

ANOVA 

SERVQUAL 

Sum of 
Squares df Mean Square F Sig. 

Between Groups 11.077 4 2.769 .295 .881 
Within Groups 1992.242 212 9.397 
Total 2003.320 216 -

'-' 
This One-Way ANOVA Test for Hypothesis 7 shows that there is a statistically 

significant is not difference in customers' expectations of service quality in 148 TPR 

when classified by age. It is because the two-tailed significance of .881 is more than 

.05 (the confidence level) which means that the Ho7 is accepted,. So, it means that 

Customer's expectations of service quality dimensions in 148 TPR were not different 

when classified by age. 
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Hypothesis 8 

Ho8: There is no difference between customer' s expectations of service quality in 148 

TPR car repair business when classified by customers' gender. 

Ha8: There is a difference between customer's expectations of service quality in 148 

TPR car repair business when classified by customers' gender. 

TABLE 4.13: ONE-WAY ANOVA TEST: DIFFERENCE IN CUSTOMERS' 

EXPECTATION OF SERVICE QUALITY WHEN CLASSIFIED BY GENDER 

ANOVA 

SERVQUAL ' 

Sum of 
Squares df Mean Square F Sii:i. 

Between Groups 24.526 1 24.526 2.665 .104 

Within Groups 1978.794 215 9.204 
~ 

Total 2003.320 216 
._, 

This One-Way ANOV A Test for Hypothesis 8 shows that there is a statistically 

significant is not difference in customers' expectations of service quality in 148 TPR 

when classified by gender. It is because the two-tailed significance of .104 is more 

than .05 (the confidence level) which means that the Ho8 is accepted. So, it means 

that Customer's expectations of self'ice quality dimensions in 148 TPR were not 

different when classified by gender. 
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Hypothesis 9 

Ho9: There is no difference between customer's expectations of service quality in 148 

TPR car repair business when classified by customers' income level. 

Ha9: There is a difference between customer's expectations of service quality in 148 

TPR car repair business when classified by customers' income level. 

TABLE 4.14: ONE-WAY ANOVA TEST: DIFFERENCE IN CUSTOMERS' 

EXPECTATION OF SERVICE QUALITY WHEN CLASSIFIED BY INCOME 

LEVEL 

ANOVA s 
SERVQUAL 

Sum of 
Squares df Mean Square F Sig. 

Between Groups 418.189 3 139.396 18.731 .000 
Within Groups 1585.131 213 7.442 
Total 2003.320 216 '~ 

~ 

This One-Way ANOVA Test for Hypothesis 9 shows that there is a statistically 

significant is difference in customers' expectations of service quality in 148 TPR 

when classified by income level. It is because the two-tailed significance of .000 is 

less than .05 (the confidence level) which means that the Ho9 is rejected. So, it means 

that Customer's expectations of service quality dimensions in 148 TPR were different 

when classified by income leve . 
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Hypothesis 10 

HolO: There is no difference between customer' s expectations of service quality in 

148 TPR car repair business when classified by customers' occupation. 

HalO: There is difference between customer's expectations of service quality in 148 

TPR car repair business when classified by customers' occupation. 

TABLE 4.15: ONE-WAY ANOVA TEST: DIFFERENCE IN CUSTOMERS' 

EXPECTATION OF SERVICE QUALITY WHEN CLASSIFIED BY 

OCCUPATION 

ANOVA 

SERVQUAL 

Sum of 
S uares df Mean uare F Si. 

Between Groups 602.525 3 200.842 30.539 .000 
Within Groups 1400.795 21 3 6.577 
Total 2003.320 216 

This One-Way ANOVA Test for HypothesislO shows that there is a statistically 

significant is difference in customers' expectations of service quality in 148 TPR 

when classified by occupation. It is because the two-tailed significance of .000 is less 

than .05 (the confidence level) which means that the HolO is rejected. So, it means 

that Customer's expectations of service quality dimensions in 148 TPR were different 

when classified by occupation. 
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Hypothesis 11 

Ho 11: There is no difference between customer's perceptions of service quality in 148 

TPR car repair business when classified by customers' age. 

Hall: There is a difference between customer's perceptions of service quality in 148 

TPR car repair business when classified by customers' age. 

TABLE 4.16: ONE-WAY ANOVA TEST: DIFFERENCE IN CUSTOMERS' 

PERCEPTIONS OF SERVICE QUALITY WHEN CLASSIFIED BY AGE 

ANOVA 

SERVQUAL2 "'?.. 

Sum of 
Sauares df Mean Sauare F Siq. 

Between Groups 25.993 4 6.498 .441 .779 
Within Groups 3126.790 212 14.749 
Total 3152.783 216 

This One-Way ANOVA Test for Hypothesis 11 shows that there is a statistically 

significant is not difference in customers' perceptions of service quality in 148 TPR 

when classified by age. It is because the two-tailed significance of . 779 is more than 

.05 (the confidence level) which means that the Holl is accepted. So, it means that 

Customer's perceptions of service quality dimensions in 148 TPR were not different 

when classified by age. 
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Hypothesis 12 

Ho 12: There is no difference between customer's perceptions of service quality in 148 

TPR car repair business when classified by customers' gender. 

Ha12: There is difference between customer's perceptions of service quality in 148 

TPR car repair business when classified by customers' gender. 

TABLE 4.17: ONE-WAY ANOVA TEST: DIFFERENCE IN CUSTOMERS' 

PERCEPTIONS OF SERVICE QUALITY WHEN CLASSIFIED BY GENDER 

ANOVA 

SERVQUAL2 ..... ."n ...,..,. 

Sum of 
Squares df Mean Square F SiQ. 

Between Groups 17.019 1 17.019 1.167 .281 

Within Groups 3135.764 215 14.585 
Total 3152.783 216 

This One-Way ANOVA Test for Hypothesis 12 shows that there is a statistically 

significant is not difference in customers' perceptions of service qua ity in 148 TPR 

when classified by gender. It is because the two-tailed significance of .281 is more 

than .05 (the confidence level) which means that the Ho12 is accepted. So, it means 

that Customer' s perceptions of service quality dimensions in 148 TPR were not 

different when classified by gender. -. \.. 

c E: 1 969 ~"°~ 
~,,111at1a'6\~,,t 
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Hypothesis 13 

Ho 13: There is no difference between customer's perceptions of service quality in 148 

TPR car repair business when classified by customers' income level. 

Ha13: There is difference between customer's perceptions of service quality in 148 

TPR car repair business when classified by customers' income level. 

TABLE 4.18: ONE-WAY ANOVA TEST: DIFFERENCE IN CUSTOMERS' 

PERCEPTIONS OF SERVICE QUALITY WHEN CLASSIFIED BY INCOME 

LEVEL 

ANOVA 

SERVQUAL2 

Sum of 
Squares df Mean Square F Sio. 

Between Groups 77.758 3 25.919 1.795 .149 
Within Groups 3075.026 213 14.437 
Total 3152.783 216 

This One-Way ANOVA Test for Hypothesis 13 shows that there is a statistically 

significant is not difference in customers' perceptions of service quality in 148 TPR 

when classified by income level. It is because the two-tailed significance of .149 is 

more than .05 (the confidence level) which means that the Ho13 is accepted. So, it 

means that Customer's perceptions of service quality dimens ·ans in 148 TPR were not 

different when classified by income level. 
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Hypothesis 14 

Ho14: There is no difference between customer's perceptions of service quality in 148 

TPR car repair business when classified by customers' occupation. 

Ha14: There is difference between customer' s perceptions of service quality in 148 

TPR car repair business when classified by customers' occupation. 

TABLE 4.19: ONE-WAY ANOVA TEST: DIFFERENCE IN CUSTOMERS' 

PERCEPTIONS OF SERVICE QUALITY WHEN CLASSIFIED BY 

OCCUPATION 

SERVQUAL2 

Sum of 
S uares df Mean S uare F Si. 

Between Groups 105.648 3 35.216 2.462 .064 
Within Groups 3047.136 21 3 14.306 
Total 3152.783 216 

This One-Way ANOVA Test for Hypothesis 14 shows that there is a statistically 

significant is not difference in customers' perceptions of service quality in 148 TPR 

when classified by occupation. It is because the two-tailed significance of .064 is 

more than .05 (the confidence level) which means that the Ho14 is accepted. So, it 

means that Customer's perceptions of service quality dimensions in 148 TPR were not 

different when classified by occupatio~. 
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4.4 Summary 

TABLE 4.20: SUMMARY OF THE RESULTS OF HYPOTHESES 

NULL HYPOTHESIS LEVEL OF RESULTS 

SIGNIFI-

CANCE 

Hol: There is no difference between customer' s .000 Rejected Hol 

expectations and perceptions of service quality 

in 148 TPR car repair business. 

Ho2: There is no difference between customer's .000 Rejected Ho2 

expectations and perceptions of service quality 

regarding tangibles in 148 TPR car repair 

business. 
ROT RIE 

Ho3: There is no difference between customer's .338 Failed to reject 

expectations and perceptions of service quality Ho3 

regarding reliability in 148 TPR car repair 

business. 

Ho4: There is no difference between customer' s .040 Rejected Ho4 

expectations and perceptions of service quality 

regarding responsiveness in 148 TPR car repair 

business. 
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NULL HYPOTHESIS LEVEL OF RESULTS 

SIGNIFI-

CANCE 

Ho5: There is no difference between customer's .008 Rejected Ho5 

expectations and perceptions of service quality 

regarding assurance in 148 TPR car repair 

business. 

Ho6: There is no difference between customer's .001 Rejected Ho6 

expectations and perceptions of service quality 

regarding empathy in 148 TPR car repair 

business. 

Ho7: There is no difference between customer's .881 Failed to reject 

expectations of service quality in 148 TPR car Ho7 

repair business when classified by customers' 

age. 

Ho8: There is no difference between customer's .104 Failed to reject 

expectations of service quality in 148 TPR car Ho8 

repair business when classified by customers' 

gender. 
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NULL HYPOTHESIS LEVEL OF RESULTS 

SIGNIFI-

CANCE 

Ho9: There is no difference between customer's .000 Rejected Ho9 

expectations of service quality in 148 TPR car 

repair business when classified by customers' 

income level. 

HolO: There is no difference between .000 Rejected Ho 10 

customer's expectations of service quality in 

148 TPR car repair business when classified by 

customers ' occupation. 

Holl: There is no difference between .779 Failed to reject 

customer's perceptions of service quality in 148 Holl 

TPR car repair business when classified by 

customers' age. 

Ho12: There is no difference between .281 Failed to reject 

customer's perceptions of service quality in 148 Ho12 

TPR car repair business when classified by 

customers' gender. 
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NULL HYPOTHESIS LEVEL OF RESULTS 

SIGNIFI-

CANCE 

Ho 13: There is no difference between .149 Failed to reject 

customer's perceptions of service quality in 148 Hol3 

TPR car repair business when classified by 

customers' income level. 

Hol4: There is no difference between .064 Failed to reject 

customer's perceptions of service quality in 148 Hol4 

TPR car re_pair business when classified by -r-
customers' occupation. l=a 

LABO Nert 
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Chapter 5 

Conclusions and Recommendation 

5.1 Summary of the study 

This chapter focuses on the summary of findings that is an overview of the 

hypotheses results, the conclusion and the recommendations of the research on a 

study of the service quality: in the case of 148 TPR. 

5.2 Summary and Discussion of the finding 

The primary objective of this research was to study customers' expectations 

and customer's perceptions of the service quality in 148 TPR, and Gap5 which is the 

difference between expectations and perceptions. 

The other objective of this research was to find out whether there is difference 

in expectations and perceptions of the customers when classified by demographic 

variables. 

The researcher developed 14 hypotheses based on the objectives of the 

research. They were tested by..SPSS, the Statistical Package for Social Science. 

The researcher separated the hypotheses into 4 groups. In the first group is 

hypothesis 1-6, second group hypothesis 7-10 and the third group is hypothesis 11-

14. 

The first group of hypotheses was tested by the Paired Sample T-Test. The 

objective of this group is to identify whether there are differences between customers' 

expectations and customers' perceptions of service quality in 148 TPR. The service 
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quality (SERVQUAL) includes dimensions of tangibles, reliability, responsiveness, 

assurance, and empathy (Parasuraman, Zeithaml and Berry, 1995, 1988). The result of 

the tests of hypotheses l, 2, 4, 5 and 6 showed that there are differences between 

customers' expectations and customers' perceptions of service quality in 148TPR 

regarding tangible, responsiveness assurance and empathy . On the other hand, the 

hypothesis 3 shows that there is no difference between customers' expectations and 

customers' perceptions of service quality regarding the dimension of reliability in 

148TPR. 

The second group of hypotheses was tested by the One-Way ANOVA. The 

objective of this group is to identify whether there are differences in customers' 

expectations of service quality in 148 TPR when classified by demographic 

characteristics. The result of hypotheses 7 and 8 showed that there is no difference in 

customers' expectations of service quality when classified by age and gender. On the 

other hand, the result of hypotheses 9 and 10 showed that there is difference in 

customers' expectations of service quality when classified by income and occupation. 

The third group of hypotheses was also tested by the One-Way ANOV A. The 

objective of this group is to identify whether there are diffe ences in customers' 

perceptions of service quality in 148 TPR when classified by demographic 

characteristics. The result of hypotheses 11- 4 showed that there is no difference in 

customers' perceptions of service quality when classified by age, gender, income and 

occupation. 
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5.3 Conclusion 

The findings clearly showed that Gap 5 was identified as existent in assessing 

the quality of services in 148 TPR. Moreover, the Gap 5 shows that the expectations 

were higher than perceived performance, which included tangibles, responsiveness, 

assurance and empathy. On the order hand, the dimension of reliability showed that 

the perceived performance was higher than expectations. 

The conclusion of this research is presented in Table 5.1 

TABLE 5.1: CONCLUSION OF RESEARCH QUESTIONS AND ANSWERS 

Research Questions Answer 

~ 
1. Is there any difference between customers' expectations Yes ~ -and customers' perceptions of service quality in 148 TPR? r-

~ 
2. Is there any difference between customers' expectations Yes 

and customers' perceptions of service quality regarding 

* tangibles in 148 TPR? SINCE:1969 "'-

3. Is there any difference between customers' expectations No 

and customers' perceptions of service quality regarding 

reliability in 148 TPR? 
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Research Questions Answer 

4. Is there any difference between customers' expectations 

and customers' perceptions of service quality regarding 

responsiveness in 148 TPR? Yes 

5. Is there any difference between customers' expectations Yes 

and customers' perceptions of service quality regarding 

assurance in 148 TPR? 

6. Is there any difference between customers' expectations Yes 

and customers' perceptions of service quality regarding 

empathy in 148 TPR? 

7. Is there any difference between customer's expectations For Age, gender-No 

of service quality in 148 TPR when classified by INCIT For Income Level, 

demographic characteristics? Occupation - Yes 
C:ll\lri:10AO 

8. Is there any difference between customers' perceptions No 

of service quality in 148 TPR when classified by 

demographic characteristics? 
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Research Questions Answer 

9. What is the difference between customers' expectations Expectations> 

and customers' perceptions of the service quality provided Perceptions 

by 148 TPR? 20.9505>20.06469 

5.4 Implication for Practice 

Based on the findings, 148 TPR should improve their service quality because 

it will make customers more satisfied with their service. 

Tangibles: 148 TPR should improve the appearance of physical facilities, 

equipment, personnel, and communication materials. For example, they should update 

their techno ogy and make it look modem, have the personnel dressed appropriately 

and have a wider choice of service. 

Reliability: 148 TPR should improve their ability to perform promised service 

dependably and accurately. For example, they should to provide their service at the 

time they promise to do, they should to keep their record accurately and they should 

show sincere interest in resolving their customer's problem. 

Responsiveness: 148 TPR should improve their willingness to help customers 

to provide prompt service. For example, they should show that they are always 

willing to help their customers, they provide prompt service to their customers and 
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they should to tell their customers exactly when service will be provided, such as date 

and time to collect their cars after repair. 

Assurance: 148 TPR should improve their knowledge and courtesy of service 

providers and their ability to convey trust and confidence. For example, their behavior 

of personnel should make their customer confidence, they should guarantee their 

service for their customers and they should have knowledge about car repair and the 

ways to perform them. 

Empathy: 148 TPR should improve their provision of caring individualized 

attention to customer. For example, they should give customers individual attention, 

have the interest customer at heart, should understand specific needs of their 

customers and 1).ave operating hours convenient to all their customers. -5.5 Recommendations for future study r-
l:a 

This study focused on customers' expectations and perceptions of service 

quality in car repair business of 148 Theparak Co.,Ltd. The results show that the 

customers' expectations were higher than customers' perceptions. Future study could 

explore other factors related to other interesting areas of company, such as 4Ps (Price, 

Place, Product and Promotion) to motivate customer to use 148 TPR service. 

Moreover, a similar study could be conducted in other car repair businesses, both in 

Bangkok and other provinces. 
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QUESTIONNAIRE 

This questionnaire is designed as a tool for collecting data about your expectations 

and their perceptions of service quality in 148 TPR. This survey is conducted for the 

purpose of the preparation of a thesis for the completion of Master Degree in Science 

in Management at Assumption University of Thailand. Confidentiality is guaranteed. 

Please, kindly fill in the questionnaire by circling the number which reflects the level 

of your expectations/perceptions of service quality in 148 TPR. 

~+ Interpretation of Numbers: 

~ 
Q.., 
~ 
= tA 

1 =Strongly Disagree 

2=Disagree 

3=Neutral 

~ 4=Agree 

NCrT 
5=Strongly Agree A * 

cfli,. 'oq, SIN CF 1 969 ol ~o) 
7~9AOI o; °' ~$~ 

" 1 C11B!l'il6' 
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Quality of Service (SERVQUAL) 

Part 1: Expectations 

Please think about the kind of car repairing business that would deliver excellent 

quality of service. Think about the kind of car repairing business which you would 

like to visit. Please show the extent to which you think that car repairing business 

should possess a feature described by each statement. 

If you strongly agree that car repairing business should possess a feature mentioned, 

circle number 5. 

If you strongly disagree that car repairing business should possess a feature 

mentioned, circle number 1. 

If your fee ling is less strong, circle one of the numbers in the middle. There's no right 

or wrong answer all we are interested in is the number that truly reflects your 

expectations regarding in 148 TPR and the services provided by them. 

1. Car repa4'ing business should have up-to-date equipment .......... ..... .............. . 

1 2 3 4 5 

2. Physical facilities in car repairing business should be visually appealing ..... . 

1 2 3 4 5 

3. Car repairing business should offer a several choice of the ways to fix the 

car .. ..................... . 

1 2 3 4 5 

4. Ambient conditions in car repairing business should be service ................. . 

1 2 3 4 5 
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5. Personnel in car repairing business should be neat in appearance ............... . 

1 2 3 4 5 

6. When a customer has a problem, car repairing business should show sincere 

interest in resolving it .. . . . ......................... . 

1 2 3 4 5 

7. Car repairing business should be dependable ...................... . ............ . 

1 2 3 4 5 

8. Car repairing business should keep their records accurately ...................... . 

1 2 3 4 5 

9. Car repairing business should provide their services at the time they promise 

to do so .. ... . 

1 2 3 4 5 

10. Personnel in car repairing business should always be willing to help 

customers ... -
1 2 3 4 5 

r-

11. Personnel in car repairing business should never be too busy to respond to 

customers' requests .... . ... . . . . . . .. .......... . NCIT 

1 2 3 4 5 * 12. Car repairing business should provide prompt services to customers ... ...... . . 

1 2 3 4 5 

13. Personnel in car repairing business should tell customers exactly when 

services will be performed ......................... . 

1 2 3 4 5 

79 



14. Behavior of personnel in car repairing business should instill confidence in 

customers ...... 

1 2 3 4 5 

15. Customers should feel safe in their transactions with car repairing business 

service providers . . . . ................... . .. . ....... . 

1 2 3 4 5 

16. Car repairing business should guarantee their services ............ ... . .. ........ . 

1 2 3 4 5 

17. Personnel in car repairing business should be consistently courteous with 

customers ........ . 

1 2 3 4 5 

18. Personnel in car repairing business should have the knowledge about car 

repair and the ways to perform them . .. .. .............. . ...... . .... . 

1 
,_, -2 3 4 5 

19. Car repairing business should give customers individual attention . ... .. .... . . 

1 2 4 5 

20. Personnel in car repairing business should have customers' best interests at 

heart ...... .... .. 0 A 

1 2 
>INCE1969 

ol 4 3 5 

21. Personnel in car repairing business should understand specific needs of their 

customers ..... 

1 2 3 4 5 

22. Car repairing business should have operating hours convenient to all their 

customers ...... . .. . 

1 2 3 4 5 
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Quality of Service (SERVQUAL) 

Part 2: Perceptions 

The following statements are related to your perceptions of 148 TPR you have visited. 

Please show the extent to which you believe the l 48TPR has the feature described by 

each statement. 

If you strongly agree that 148TPR you visited possess a feature mentioned, circle 

number 5. 

If you strongly disagree that l 48TPR you visited possess a feature mentioned, circle 

number 1. 

If your feelings are less strong, circle one of the numbers in the middle. There's no 

right or wrong answer all we are interested in is the number that truly reflects your 

perceptions regarding in 148 TPR and the services provided by them. 

-
1. 148 TPR have up-to-date equipment ..... . . . ... ..................... . 

r-

1 2 3 4 5 

2. Physical facilities in 148 TPR are visually appealing ... .. . ................. ...... . 

1 2 3 4 5 0 

3. 148 TPR offer a several choice of the ways to fix the car .... ~ ............. .......... . . . 

1 2 3 4 5 

4. Ambient conditions in 148 TPR are appropriate for service .................... . 

1 2 3 4 5 

5. Personnel in 148 TPR are neat in appearance .................... . ........ . ........ . 

1 2 3 4 5 
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6. When a customer has a problem, 148 TPR show sincere interest in resolving 

it. . .... . 

1 2 3 4 5 

7. 148 TPR are dependable ...................................... . 

1 2 3 4 5 

8. 148 TPR keep their records accurately ............................... . 

2 3 4 5 

9. 148 TPR provide their services at the time they promise to do so . ............. .. ..... . 

2 3 4 5 

10. Personnel in 148 TPR are always willing to help 

customers ........ .. .. . .... ... ........ . 

1 2 3 4 5 

11. Personnel in 148 TPR are never too busy to respond to customers' 

requests .. .. -
1 2 3 4 5 

r-
l:a 

12. 148 TPR p ovide prompt services to customers ...................... .... .. ...... . 

1 2 3 4 5 NCrT 

13. Personnel in 148 TPR tell customers exactly when services will be 

performed ........... . 

1 2 3 4 5 

14. Behavior of personnel in 148 TPR instill confidence in customers . .......... . 

1 2 3 4 5 

15. Customers feel safe in their transactions with 148 TPR service providers . . ....... . 

1 2 3 4 5 
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16. 148 TPR guarantee their services ............................ .. 

1 2 3 4 5 

17. Personnel in 148 TPR are consistently courteous with 

customers ................ . 

1 2 3 4 5 

18. Personnel in 148 TPR have the knowledge about car repair and the ways to 

perform them .... . ............. . . .. ......... . 

1 2 3 4 5 

19. 148 TPR give customers individual attention ....... . ............. . . .. .. . 

1 2 3 4 5 

20. Personnel in 148 TPR have customers' best interests at heart . .. ........ ........... . 

1 2 3 4 5 

21. Personnel in 148 TPR understand specific needs of their 

customers .. ... .............. . 

1 2 3 4 5 

22. 148 TPR have operating hours convenient to all their customers . .... .. .............. .. 

1 2 3 4 5 NCrT 
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Quality of Service (SERVQUAL) 

Part 3: Demographic profile of the respondents 

Please kindly answer the following questions concerning your demographic 

characteristics. Tick the box with the appropriate answer and write a word where there 

is need to specify the answer. 

I.Age: D Younger than 20 years old 

\\ D 21-30 years old 

()~ ~~ D 31-40 years old -; ~ 
Q.. 
~ D 41-50 years old ~ -:> r-

l:=-(/) R D 51 years old and older ~ ~ 
LA 0 NCIT 

* A 

2. Gender: cf/11 D Male 
~69 D Female ol 

ii•~ 
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3. Monthly Income: D Less than 10,000 Baht I month 

D 10,001-20,000 Baht/ month 

D 20,001-30,000 Baht I month 

D 30,001 Baht I month and more 

4. Occupation: D Firm employee 

D Self-employed 

D Unemployed 

R D Student 

L 

* I A I Other (please, specify) 

cftlf1~ SINCE 19~ 
~,,111at1a•i\~ 
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