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ABSTRACT

This thesis examines customer satisfaction and loyalty at Khaing Khant Auto Service Center in Yangon, Myanmar, focusing on the critical dimensions of service quality that influence these outcomes. Utilizing a structured questionnaire distributed to 150 customers, the study applies quantitative methods to analyze responses across five key service dimensions: Tangibles, Reliability, Responsiveness, Empathy, and Assurance. The findings highlight the significant impact of Assurance and Empathy on customer loyalty and satisfaction, suggesting these as pivotal areas for strategic enhancement. This research contributes to the broader understanding of service quality impacts in the automotive service industry and offers practical insights for improvements that could lead to higher customer retention and satisfaction.
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[bookmark: _Toc186806670][bookmark: _Toc191326021]CHAPTER I
[bookmark: _Toc186806671][bookmark: _Toc191326022]INTRODUCTION

The service industry has grown so important in modern times that it influences the quality of life and economic well-being of people all over the world. Among the various sectors, the automotive service industry holds a considerable position by addressing vehicle maintenance needs, safety, and customer satisfaction. It is in this competitive environment that businesses need to emphasize service quality in order to meet the expectations of modern customers and create loyalty. It would, therefore, be proper to conduct a study on service quality, customer satisfaction, and loyalty at Khaing Khant Auto Service Center in Yangon, Myanmar, for actionable insight into its improvement.

In the rapid growth of vehicle ownership in Yangon, there has been a surge in demand for auto services, which again results in increased competition. The leading player, Khaing Khant Auto Service Center, has to continuously improve its service quality to be on top. Service quality, comprising dimensions of reliability, responsiveness, assurance, empathy, and tangibles, has a great impact on the perceptions and satisfaction of customers. Understanding these factors will help businesses refine their strategies to align with evolving customer needs.

Service quality begets customer satisfaction, which is what cultivates trust and commitment between customers and service providers. Satisfied customers are likely to develop loyalty that would lead to repeat patronage and positive word-of-mouth recommendations. The study explores how Khaing Khant Auto Service Center can optimize these dimensions of service quality in order to achieve customer satisfaction and ensure loyalty in a market that is getting more dynamic by the day.

Long-term satisfaction brings customer loyalty, which is important in sustaining business success. Loyal customers ensure predictable revenue and also act as brand ambassadors, recommending a brand to potential customers. The nature of the vehicle service industry in Myanmar, being fast-evolving, calls for the business to not only respond to changing expectations but to also ensure that high-quality services secure customer retention for competitive advantage.

This research will find out what variables of service quality have the greater effect on customer satisfaction and customer loyalty. The investigation points to reliability, responsiveness, assurance, empathy, and tangibles as areas of concerns that need improvement. Based on the findings, Khaing Khant Auto Service Center will take the necessary approach toward service delivery and establish reliable customer relationships for better opportunities in sustainable growth in an intensely competitive market.

The study contributes not only to Khaing Khant Auto Service Center but also provides insights into the automobile service industry in Myanmar. The added knowledge of customers' experiences contributes to the literature of service quality and customer behavior in emerging markets. This would, in turn, guide industry standards and help industries find their way through various challenges and opportunities that lie in this rapidly changing marketplace, which will ensure a successful and satisfying long-term business relationship with customers.

1.1 [bookmark: _Toc191326023]Background Information of the Study

Over the past years, especially due to an increasing rate of vehicle ownership, rapid urbanization, and robust economic growth, the automotive service industry in Myanmar has continued to experience significant transformations. Gradually opening its economy to foreign investments and international trade, the sector faced such a high demand, resulting in opportunities and challenges to the service providers. With the automotive landscape in Myanmar developing unremittingly, so does the challenge to keep higher service qualities and become more sensitive to customers' needs. These businesses are oriented toward a diversified clientele with expectations of different hues-for instance, Khaing Khant Auto Service Center, situated in Yangon.

In such a fast-moving and intensely competitive scenario, superior quality of service is a cardinal strategic concern. Service quality is a crucial antecedent of customer satisfaction and loyalty, especially in the developing market of Myanmar, which is experiencing unprecedented growth in the automotive sector. The ability to consistently meet and exceed customer expectations instills trust and builds long-term relationships. Therefore, grasping the complex relationship of service quality dimensions and their influence on customer satisfaction is key to sustaining competitive advantage.

In fact, the perceived service quality of the car service industry is a multidimensional construct which includes reliability, responsiveness, assurance, empathy, and tangibles. Each of these dimensions makes its particular contribution to customers' all-around experience. Reliability guarantees the consistency and dependability of the delivered services; responsiveness denotes timely and efficacious support; assurance covers trust through the competence of service providers and their politeness; empathy focuses upon attention with a personal aspect, while tangibles on the physical aspects of a service environment. These altogether mold the customers' perceptions and satisfaction level.

Customer satisfaction is an important determinant of loyalty since it enhances repeat patronage and word-of-mouth publicity. In fact, a satisfied customer is always likely to revert to a particular service provider and recommend their service to other people; therefore, improving the business by increasing its reputation in the market. In an industry where trust and dependability are paramount, the capability to provide high-quality service consistently not only fosters loyalty but also ensures profitability in the long run.

At the same time, specific features of the car service market of Myanmar have their own problems and prospects. While the ever-growing influx of foreign vehicles and modern technologies has brought in continuous upgrading pressures on both skills and infrastructure, an increasingly demanding diversified customer base requires service deliverers to be more sophisticated. This is where companies like Khaing Khant Auto Service Center come into play: it's a matter of survival, or remaining relevant and competitive in the marketplace.

Therefore, it is expected that the research will investigate the relationship of service quality, customer satisfaction, and loyalty in Khaing Khant Auto Service Center. Precisely, the study attempts to identify the major factors affecting service quality and analyzes how these factors influence customer satisfaction and loyalty in order to provide management with useful recommendations. The findings will serve as a basis for appropriate strategies that will help the company to enhance service delivery and improve customer experience with a view to ensuring business growth and sustainability.

Furthermore, this research also wishes to add to the growing knowledge of customer experience regarding the automotive service industry in Myanmar. The research shall indeed provide valuable insights into practitioners and scholars through the highlight of unique dynamics in the emerging market. The results of this study can also act as a benchmark for similar markets' service providers by allowing them to amend and improve their operations in achieving customer satisfaction.

With the growth of the industry, there is an emerging trend to link service quality to customer expectations. It would lead to increased satisfaction and loyalty among customers, adding more value to Khaing Khant Auto Service Center as a leading automobile service in Myanmar. Finally, this research will create a platform for the blending of theoretical concepts with the application to bring about improvement in the standards of services, thereby understanding the exacting needs of customers.

The interplay between service quality and the eventual customer satisfaction and loyalty bears upon the core success that any automotive service would obtain in Myanmar. Given such critical dimensions, this can help businesses like the Khaing Khant Auto Service Center to deal with the challenges of a fiercely competitive market while capitalizing on the opportunities it might allow. The findings obtained through this research will be of use not only to the service center itself but also for the improvement of the automobile service industry in Myanmar.




1.2 [bookmark: _Toc191326024]Rationale of the Study

The automotive service industry is one of the rapidly growing industries in Myanmar because of increasing vehicle ownership, urbanization, and economic growth. These factors have developed a competitive environment in which service providers have to strive at all times to meet or exceed customer expectations. In such a scenario, service quality has become an important driving factor for customer satisfaction and loyalty. This study addresses a critical gap in understanding how service quality influences customer behaviors, particularly in emerging markets like Myanmar.

Khaing Khant Auto Service Center, Yangon, is in a sector where the customers' demands are increasing and their expectations are diverse. It is very important for any business to know the relationship between service quality, customer satisfaction, and loyalty to maintain a competitive advantage. Although these relationships have been widely researched globally, few studies have been conducted on the Myanmar automotive service industry, where the cultural, economic, and market conditions are very different.

This research is also very relevant because it tends to identify the most critical determinants of service quality which significantly influence customer satisfaction and loyalty. Through such dynamics, this research will give the management of Khaing Khant Auto Service Center some useful insights into how they can further improve their strategies in terms of service delivery. Moreover, the findings will also help with practical recommendations for improvement in operational efficiency and customer engagement that would be beneficial in developing long-term relationships with customers.

The study is also of broader significance for the industry. It provides an academic contribution to the field of service quality in emerging markets and gives a base for other service providers in Myanmar to benchmark their practices against. The insights generated will be of help not only in guiding businesses to align their services with customer expectations but also in the overall development of the automotive service sector in the country.

It therefore investigates the impact of service quality on customer satisfaction and loyalty so as to fill this knowledge gap and proffer some business implications that can help the organizations successfully survive in a highly competitive dynamic market. This justification rationalizes the importance of the research study to add knowledge into the academic literature as well as the practical usages to the automotive service industries of Myanmar.

1.3 [bookmark: _Toc191326025]Objectives of the Study

The objectives of the study are:

1) To identify the service quality on  Khaing Khant Auto Service Center in Yangon, Myanmar
2) To analyze the relationship between customer satisfaction and loyalty on service quality at Khaing Khant Auto Service Center in Yangon, Myanmar.
3) To examine the effect of service quality on customer satisfaction of Khaing Khant Auto Service Center in Yangon, Myanmar


1.4 [bookmark: _Toc191326026]Research Questions of the Study

1)  What is the service quality on Khaing Khant Auto Service Center in Yangon, Myanmar?
2) What the relationship between customer satisfaction and loyalty on service quality at Khaing Khant Auto Service Center in Yangon, Myanmar?
3) How does effect of service quality on customer satisfaction of Khaing Khant Auto Service Center in Yangon, Myanmar?

1.5 [bookmark: _Toc191326027]Scope and Method of the Study

The study has covered issues on service quality, customer satisfaction, and loyalty in regard to the experiences at Khaing Khant Auto Service Center, Yangon, Myanmar. Above all, the research is centered on this service center as a case study to understand how customers experience such services within its operational environment. It will include targeting current customers who have received Khaing Khant services within a defined period, which ensures that the data collected is representative of recent interactions.

The sample size has been confined to 200 customers in order to maintain manageability and focus. This will enable more depth of analysis while still ensuring the findings are representative of the clientele at the service center. Various dimensions of service quality that the study will look at include reliability, responsiveness, assurance, empathy, and tangibles, among other areas that will help to explain the nature of service at the service center, and how these influence customer satisfaction and loyalty.

The level of satisfaction for customers will be assessed through surveys and questionnaires, which target multiple dimensions in the service experience, whereas loyalty will be determined through the level of repeat patronage and recommendations from the customers to the service center. This will be achieved through the adoption of a mixed-methods strategy, where quantitative surveying is combined with qualitative interviewing as a way to obtain comprehensive data from customers regarding perceptions of the services provided.

Research shall focus on the extent of customer interaction and experiences over the past year, creating a contextually relevant understanding in which the relationships among service quality, satisfaction, and loyalty can be estimated. Therefore, the research study shall identify the scope of the targeted sample size to provide focused insight that shall assist Khaing Khant Auto Service Center in developing its service delivery and customer engagement approach.

1.6 [bookmark: _Toc191326028]Organization of the Study

This paper is organized by five different chapters. Chapter one consists of Introduction, Rationale of the Study, Objectives of the Study, Research Questions of the Study, Scope and Method of the Study. Chapter two is about the concept and theoretical background of customer satisfaction. Chapter three illustrates about the services provided by Khaing Khant Auto Service Center. Chapter four presents the analysis of customer satisfaction on Khaing Khant Auto Service Center. Finally, Chapter five is the conclusion, showing findings, recommendations and suggestions and need for further research.























[bookmark: _Toc191326029]CHAPTER II
[bookmark: _Toc191326030]LITERATURFE REVIEW

This chapter is theoretical background chapter. In order to present the underlying theoretical and methodological rationale for this study, this chapter highlights customer satisfaction and loyalty. In this chapter, definition of customer satisfaction, customer loyalty, service quality, empirical studies and conceptual framework for this study have been explored through extensive review of books, articles, previous research paper, journals and web pages.

This chapter is all about the literature review of the pieces related to the understanding of customer satisfaction, loyalty, and the quality of services provided, along with their significance in contemporary business and the role played for the success of an organization. In the chapter, different theoretical underpinnings and a review of earlier studies will be discussed in setting a theoretical background for this study and give a critical review of the understanding of how service quality affects customer satisfaction and customer loyalty. These are essential ideas in developing methods for enhancing customer experiences to achieve a competitive advantage in the auto service industry.

2.1 [bookmark: _Toc191326031]Service Quality

Service quality is a multidimensional construct, and its impact on customer satisfaction is best understood in relation to the five dimensions outlined in the SERVQUAL model: reliability, responsiveness, assurance, empathy, and tangibles. In fact, these dimensions have particular relevance for the auto service industry, where the nature of the service encompasses technical expertise, trust, and personalized interaction.

Tangibles
Tangibles refer to the physical evidence of the service, such as the observable condition of the facility, orderliness, state of tools and equipment, and general appearance of personnel. In the car service industry, a neat service centre, modern diagnostic tools and neat-looking personnel create positive first impressions, which further strengthen confidence of customers in the capability of providers.

Reliability
By Reliability, it means: a firm's ability to deliver on promised service dependably and accurately. In Auto Services, this means Correct Diagnoses, promised timings for repairs, as well as the expected service aftermath of the vehicle are carried out to perfection. Here again, customers rely so strongly upon reliability when it comes to auto maintenance issues; after all, auto care directly relates to people's safety and performance, especially on the roadways. Consistent and dependent service builds trust thus strengthening customer satisfaction greatly.

Responsiveness
Responsiveness is the readiness and competency of the employees to serve promptly and efficiently. In this context, customers would love it when their inquiries on time, repair progress communication are done on time, and they can handle emergency situations effectively. A service provider who responds quickly and address without allowing the problem to linger offers comfort and ensures customer satisfaction, leading to loyalty.

Empathy
More personally, empathy means looking after the customer. For auto service, this refers to understanding the unique problems and concerns of each and every customer, such as budget constraints or urgency for the repair. Service providers who will listen to customers, offer personalized solutions, and show genuine interest in their well-being create strong emotional bonds, which enhance satisfaction and loyalty.

Assurance
Assurance involves knowledge, professionalism, courtesy of the employees, and the ability to inspire trust and confidence. This is very important in a business like auto service, where most customers cannot assess the work. If the service advisors clearly explain the problems, and prices are transparent, while being competent in their explanation, they make the customers feel confident; this impacts satisfaction.

It is on these five dimensions that the integration of different components delivers superior service quality in the auto service industry. In addition, reliability, responsiveness, assurance, empathy, and tangibles are all characteristics influencing the customers' perceived levels of satisfaction with regard to service delivery. Through these areas, an auto service provider can instill trust in customers and generate customer loyalty, maintaining an advantage over competitors.

Service quality is the basis for success in the auto service industry since it greatly determines customer satisfaction, loyalty, and overall growth. Most customers in the auto repair service place a lot of trust in the service providers with regards to their car maintenance and servicing, since the automobile is a basic necessity that they use in daily functioning. Therefore, quality services are important to create customers' confidence and earn them with trust for reliability. This provides comfort and a sense of security to the customer, ensuring repeated business due to their great services. Excellence in every key service area—be it the timely repair, transparent communication, or even personalized attention—separates this auto service from the deluge of choices in a very competitive marketplace. More importantly, customer satisfaction is consistently met and exceeded by the enterprise in order to enhance customer experiences that result in word-of-mouth publicity, which fosters the reputation of the business. This way, it facilitates the retention of customers for a longer period and contributes to the continuity of success and profitability in the organization.

By their unceasing commitment to excellence and customer satisfaction, Khaing Khant Auto Service Center has been able to reveal the critical contribution of service quality. By paying proper attention to reliability, responsiveness, and professionalism, the center has come to establish itself as one that is reliable and reputable in the Myanmar automotive service industry. It focuses on customers in such a way that it identifies and meets each and every individual need with great care, hence creating trust among its clients. The center also invests in state-of-the-art equipment and continuous professional development of the human resource to deliver accurate and timely services, hence a commitment to operational excellence. With transparent pricing and proactive communication, confidence increases with the value being communicated at each touch point in this relationship. This high-quality standard of service assurance maintains great customer relationships while ensuring a status of Khaing Khant Auto Service Center in the industry as part of the best places within automotive services.

2.2 [bookmark: _Toc191326032]Customer Satisfaction

Customer satisfaction is one of the cornerstones of successful business practices and a very pivotal concept in marketing and service quality management. It reflects the degree to which the products or services of a company meet or exceed customer expectations. (Kotler, 2016) Generally, it is defined as the emotional response of customers in relation to their assessment of the value derived from a product or service. Overall feeling of the customer, whether contented or discontented, in view of the perceived performance in relation to expectations.

Customer satisfaction is the extent to which a company's product or service meets the expectations of customers about the performance of such products or services. It describes a very important indicator of how a business satisfies a customer and maintains effective relations with its clientele. An evaluation of customer satisfaction offers a company insight as to how well it addresses or meets the needs and preferences of its clientele. The level of satisfaction is not just an indicator of product or service quality, but also part of customer experience management. (Homburg, 2017) Customer satisfaction may work as KPI because it helps business stakeholders assess their efficiency at reaching customers' needs and demands. (Hill, 2017)

In the car service industry, customer satisfaction will become rather multi-faceted in meaning since it embraces many constituent elements of experience. These are the factors that are to be looked into for consideration: service quality in the effectiveness of repairs and maintenance, timely delivery of services as customers appreciate quicker turnarounds, prices that are seen to be fair and upfront, customer support regarding how queries and complaints are handled, and generally the experience of dealing with the service center. Each of these aspects, for its own part, contributes to the formation of the customers' perceptions and thus defines the level of their satisfaction.

Satisfaction of customers in the auto service industry is not only a function of the technical perspectives of the service being given, but softer aspects also play a crucial role: friendliness and professionalism of the staff, cleanliness, and comfort of the surroundings of the service area, ease of communication during the serving process. By focusing on all these areas, businesses operating in the field of car services can guarantee customers will have a well-remembered pleasant experience. After all, trust, loyalty, and long-term customer success depend strongly on such one-on-one relationships. High satisfaction levels ensure that not only does this company's corporate image build up but the repeat businesses and customer advocates further the cause of healthy growth-much-needed drivers in today's competitive markets. (Kotler, 2016)

In the highly competitive and customer-oriented auto service industry, customer satisfaction is a key driver of business success and sustainability. (Zeithaml, 2018) It not only influences customer retention and loyalty but also significantly impacts a company's reputation, revenue, and operational efficiency. (Parasuraman, 1988) So, auto service providers meet the dual challenge: satisfy diverse customer needs on one side and survive under tight competition on the other side. It helps businesses gain a competitive advantage, ensures brand loyalty, and forms a sound basis for future growth by offering quality service, gaining trust, and engineering positive experiences. (Reichheld, 2003)

Customer satisfaction is key to ensuring customer retention, that forms the backbone of business success in the long term. Whenever customers are satisfied with the services provided, they always come back for more to create a base of loyal customers. (Griffin, 2002) It is easier to retain customers rather than get new customers. It also increases profitability due to an increase in customer lifetime value. Repeat customers are bound to invest more in other value-added services or upgrades, thus proving to be a very valuable resource for long-term success. (Rust, 2000) In this competitive arena of auto services, customer retention due to satisfaction reduces the possibility of losing one's clientele to competitors.

The role of satisfied customers in word-of-mouth advertising is just about the most valued and effective form of advertisement. They tell their friends, family, and colleagues about their positive experiences, thus guiding others toward the same service provider. This word of mouth has more effect than advertising through pamphlets, television, or billboards, since car services involve a trust factor. (Anderson, 1998) A good reputation, supported by word of mouth, helps gain new customers more easily and secures recognition in the market. This is organic marketing at a lower cost, but it opens ways for further development and places one's business on a high level in the competitive environment. (Berger, 2013)

Customer satisfaction has emerged as the prime differentiating factor in seeking competitive advantage in the whirlwind market arena of today. Companies focused on satisfaction excel in quality of service, experiences, and interaction. In terms of auto-service providers, timely repairs, prices quoted transparently, and attended customer care turn out to be major differentiating factors. Not only do they retain customers, but they also have better price controls because customers would be willing to pay for trust in services. (Homburg C. K., 2005) It is in the maintenance of higher satisfaction levels that businesses safeguard their position within the marketplace and also tend to flourish through periods of poor economic conditions to assure continuity in success and leading positions.

Satisfied customers give a very valuable contribution to revenue growth by assuring repetition of business and opening doors to upselling opportunities. They are more likely to return for periodic maintenance, additional repairs, or premium services, creating a predictable revenue stream. The trust gained in the service provider can make customers less sensitive toward prices, enabling businesses to command premium prices. (Rust R. T., 2004) Over time, this mix of repeat purchases, combined with reduced price elasticity, snowballs to fortify financial performance. In the auto service industry, customer satisfaction is more than a strategic tool-it's one of the most potent drivers of profitability and long-term stability. (Oliver, 2010)

It will also give valuable feedback in terms of one's strengths and weaknesses. Satisfaction surveys or reviews unveil certain pain points, like wait times or inefficiencies in processes that would help a firm to improve upon their operations and offer better service quality. In the auto service industry, customers' needs and expectations are at a high, so this feedback loop is of utmost importance. Businesses, through continued analysis of the satisfaction data, can stay in tandem with market demands, outperform their competitors, and show that they care about excellence. This builds trust and brand loyalty in the customers. (Excellence., 2023), (Johnson, 2022)

Customer satisfaction provides the very foundation for trust in any auto service, where expertise and transparency go hand in hand. Trust will develop when customers are assured of the quality consistently, at appropriate prices, and integrity of services. This will bring about long-term relationships wherein customers will come back for more rather than looking for alternatives. Beyond repeat business, satisfied customers often become brand advocates, recommending the service to others and even forgiving occasional mistakes if resolved appropriately. Satisfaction-driven trust and loyalty are key in an industry marked by fierce competition for building a solid, long-lasting customer base that will sustain growth and success. (Morgan, 1994)

Generally, it is postulated that customers are a vital component in determining business success in any auto service industry. In addition, this review shows that various aspects like service quality, price, time of delivery, and competency of the server are some factors influencing consumer satisfaction. When customer satisfaction is at absolute high, such customers are certain to return and remain loyal.

Additionally, satisfied customers can become brand ambassadors by recommending services to others and helping spread good word-of-mouth marketing. Trust becomes a very important driver of satisfaction: one where customers feel confident in the service provider being transparent, reliable, and consistent in terms of quality. The businesses in competitive industries, such as auto services, need to be precisely attentive and responsive to their customers' concerns that some would mention, for example, waiting, inefficiency, or something lacking in service.

Finally, customer satisfaction may be regarded as the basis for loyal customers; with confidence in quality service and proper customer engagement, an enterprise can retain existing customers and also acquire new ones. Therefore, it would not be a difficult task for Khaing Khant Auto Service Center to assure continuous growth of the business, the quality of service provided, and more customer loyalty by analyzing and understanding these drivers of customer satisfaction.

2.3 [bookmark: _Toc191326033]Customer Loyalty

Customer loyalty may be defined as the long-term commitment or predisposition of a customer toward a certain company or brand, when alternatives also exist in the market. (Oliver, Whence consumer loyalty?, 1999) It is a reflection of the customer's choice of repeatedly availing services from one and the same business with a view to their needs, impelled by good experiences and faith in that brand. Loyal customers often make repeat purchases and usually spend more in each transaction, showing more trust in what the company is offering. Besides, they act as ambassadors for the brand and communicate their positive experiences through word-of-mouth recommendations that help attract new customers. (Solomon, 2018) In industries like auto services, loyalty is evident when clients repeatedly patronize the same service provider for routine maintenance or urgent repairs, or even value-added services, despite the presence of competitive alternatives.

Customer loyalty goes beyond the transactional satisfaction of the customer; it is founded on the emotional connect and element of trust between the customer and the business. While customer satisfaction means that the customer's immediate needs or expectations have been satisfied, loyalty is a long-term relationship in which the customer deliberately selects the brand despite some failures or problems. Indeed, loyalty can be considered achieved only when companies strive to have constantly high standards of service delivery, are perceived to act transparently, and work to make customers feel unique and valued in their services. (Morgan, The commitment-trust theory of relationship marketing, 1994) In the competitive field of auto service, where much trust and reliability are operative, customer loyalty is not merely a measure of success but perhaps a critical driver of sustainable growth and profitability. (Porter, 2008)

In addition, loyal customers do not easily get swayed away by the competitors' promotional offers or low prices, as they tie their trust and reliability more to the brand. This profound loyalty minimizes the opportunity for churning and provides a certain ground for long-term business. Customer loyalty can help any business in the auto service segment lock in a consistent revenue flow due to repeat customers, word-of-mouth recommendations, and even improving one's brand image within the market. (Reichheld, The loyalty effect: The hidden force behind growth, profits, and lasting value, 2003) Thus, customer loyalty forms one of the basic elements for achieving continuity with businesses whose core businesses require the establishment of mutual trust, quality, and repeated customer satisfaction.

Customer loyalty is very important in the auto service industry, as there is a long-term relationship between vehicle owners and their service providers. Ownership of a vehicle naturally creates a long-term commitment, wherein cars need to be continuously maintained, repaired at the right time, and even upgraded over their lifetimes. Such loyal customers will definitely return time after time for services like oil change, tire rotation, and brake replacement. It results in dependable and predictable revenue flow because such services are inevitable for a safe and efficient vehicle run. Furthermore, when consumers entrust a service provider with regular maintenance, they will most likely do the same for major repairs that involve more expenses, such as overhauls of engines and transmission replacements. This leads to a higher value of transactions, further increasing the profitability of the company with time. (Dick, 1994)

In addition to the direct gains, customer loyalty offers a number of indirect but rewarding advantages. The loyal customers tend to be vocal proponents for the business, recommending the business to their friends, family, and colleagues. (Keller, 2003) This can have quite an effect on the potential customers' decisions to purchase or not, mainly in the line of businesses where the issue of trusts and dependability arises. Referrals are more influential than traditional advertising, which makes referrals a very powerful tool for organic growth. (Reichheld, The loyalty effect: The hidden force behind growth, profits, and lasting value, 2003) With a solid base of loyal customers, businesses can trust this form of advocacy to drive new clients without significant marketing expenses.

The auto service industry is also highly competitive, with many service providers competing for the attention and trust of customers. The loyalty of customers will therefore help a business to make a difference from its competitors. Loyal customers not only provide a continuous stream of revenues but also give a certain stability and predictability in customer relationships, which is an important element in long-term strategic planning. Loyal customers will not be easily convinced by the promotional offers or minor price differences offered by competitors since they value trust and quality associated with their preferred service provider. The resistance of such a loyal customer base to competitors indeed offers a decided advantage in the competitive marketplace.

Loyal customers drive operational efficiency by making the service interaction process easy. They understand the process of the company, and it also knows the customer's history about their preferences, history of the vehicle, and history of the services given. This history reduces transaction time and makes customers happier; this, in turn, makes it a win-win for both parties. Customer retention also diminishes the need for marketing to acquire new customers and allows a business to devote resources to improving services and innovation. (Solomon, Consumer behavior: Buying, having, and being, 2018)

More specifically, customer loyalty, in terms of auto service, is much more than a question of money; it's the building of long-term connections based on trust and reliability. These relationships plant the grass for fertile grounds where sustainable growth, efficient operation, and differentiation advantages set one apart from their competitors. Loyalty at an edge would definitely ensure long successful survival if placed with excellent service, transparency, and personalized care in an industry whose lifeline is customers' trust for ultimate profitability. (Peppers, 2004)



2.4 [bookmark: _Toc191326034]The Relationship between Service Quality and Customer Satisfaction

Fair, timely, adequate, and progressive service delivery are the components necessary for achieving high levels of customer satisfaction in customer-oriented businesses like auto services. Each of these is uniquely contributive to the building up of good customer experience and can be a source of trust and loyalty from customers.

Equitable service means fairness and inclusion for all, irrespective of background or situation. The meaning given, when considered in car service, is fair pricing, treating people right regardless of their kind of vehicle, and attending to every need without discrimination. Equitable practices are indicative of trust, proving a company plays fair to contribute to the customer experience.

The use of timely service is very critical in meeting the expectations of customers in regards to satisfaction. Speedy feedback to inquiries, compliance with repair schedules, and quick handling of urgent needs depict an organization that has respect for the time of its customers. In auto services, timely communication regarding the progress of services and quick resolution of issues not only improves satisfaction but also reinforces customer confidence in the reliability of the provider.

By ample service, it means the availability of enough resources, choices, and solutions to cater to all the needs of the customers. In auto service, this would pertain to the range of services provided, the sufficiency of personnel, and the availability of spare parts and equipment. Detailed explanation and optional value-added services-for example, inspection of the vehicle or tips on maintenance-would be considered attentive and a plus in the service.

Finally, progressive service is all about continuous improvement and innovation. To auto service providers, this means staying current with the latest tools, techniques, and environmentally friendly practices; adopting digital solutions such as online scheduling and automated service reminders to enhance convenience and keep them competitive; and regular training for staff to stay current with industry advancements so that cutting-edge and effective solutions can be passed on to customers.

Equitable, timely, ample, progressive-all these principles combined can help auto service providers give the best experience to their customers. This practice not only meets current customer expectations but also puts the business in a stronger position to ensure continuous growth and success in a competitive market.

The connection between service quality and customer satisfaction is a key area of research in the service industry, especially in the auto service sector, in which services are often technical, complex, and dependent upon customer trust. Service quality-a critical factor influencing customer satisfaction-is defined as the customer's perception of how well a service meets or exceeds their expectations. The SERVQUAL model identifies reliability as one of the dimensions, and it is core to the auto service industry because of customers' demands for consistency and preciseness in service delivery of their vehicles for safety and maintenance.

Other dimensions of service quality that have a profound impact on customer satisfaction include responsiveness, assurance, empathy, and tangibles. Responsiveness is trust-building and experience-creating through timely communication and efficient service. Assurance, which involves employee knowledge and professionalism, is important in engendering confidence in customers who lack the technical expertise to evaluate repairs. Empathy through personalized attention enhances the customer experience, while tangibles, such as well-maintained facilities and equipment, contribute to overall satisfaction by improving the service environment.

The advances in digital technology, such as online booking, real-time service updates, and automated feedback systems, have only made the bond between service quality and customer satisfaction even stronger. These innovations help to manage processes efficiently, reduce waiting times, and increase transparency for auto service providers to delight their customers. Business enterprises in the auto service industry can thereby foster trust and loyalty among customers and achieve long-term success by focusing on these dimensions and integrating modern solutions.


2.5 [bookmark: _Toc191326035]The Relationship between Customer Satisfaction and Customer Loyalty

The relationship between customer satisfaction and customer loyalty is the most important area of study in the auto service industry, where building trust and long-term relationships with customers are critical to business sustainability. Customer satisfaction is generally defined as an overall evaluation made by the customer about a service experience and has been a major driver of customer loyalty, which is generally referred to as the commitment to repeatedly use the services of a particular service provider over time. In the case of the automobile service industry, for instance, it is expected that more satisfied customers are more willing to revisit for their subsequent needs, pass on good recommendations regarding that particular service provider, and remain resilient against immediate competitors.

Customer satisfaction nurtures loyalty with positive emotional links along with trust. It's been said that when customers gain high-quality, reliable, and transparent services within the sector, they then develop their preference for that particular company. Indeed, for instance, all customers who have gone through speedy and correct repairs, combined with personal attention and clear communication of the costs involved, often show strong loyalty to the provider. They will also come back for their regular follow-ups, prefer the same service provider over alternatives if available, and recommend this service via positive word-of-mouth. So, the satisfied customers of an auto service industry are loyal, contribute to the brand's reputation, attract new customers, hence are responsible for long-term growth.

Satisfaction, though, is not sufficient to engender loyalty as external factors like competitive pricing, convenience, and availability of alternative service options affect customer choice. Satisfaction gets converted into loyalty with the help of trust and emotional bonding, as identified in the study of Rai and Medha (2013). In fact, it is only the service providers who can exceed customer expectations on issues of service quality, comfort in service experience, and value addition in services who will be able to create loyal customers in the context of auto service. In addition, loyalty programs, personal follow-ups, and effective complaint resolution will further strengthen this relationship between satisfaction and loyalty. Focusing on these strategies will ensure customer retention, reduce churn, and secure a competitive advantage in the marketplace for auto service providers.

2.6 [bookmark: _Toc191326036]Factors Influencing Customer Satisfaction and Loyalty at Khaing Khant Auto Service Center

In light of Khaing Khant Auto Service Center, main keys for dimensional service quality in impacting satisfaction and consumer loyalty significantly differ in the ways of tangibles, reliability, responsiveness, empathy, and finally the area of assurance. Basically, 'tangibles' refer to anything that pertains to appearance that includes facilities and equipment to man resource/staff within the firm. A neat well-organized equipped facility puts in a good first impression in giving adequate guarantees that the concern is a decent and minute caution business. The modern diagnostic tools and warm environment also add up to the whole customer experience, making them much more likely to be satisfied and come again for more services.

Reliability is another bedrock of service quality. It's the center's capability for consistent delivery of accurate and reliable services. It is expected from the customers that the Khaing Khant Auto Service Center identifies and resolves their vehicle problems effectively. Customers can expect repairs and maintenance to be done correctly the first time. Consistent performance helps gain trust besides minimizing the number of repeat visits and hence enhances customer satisfaction. Responsiveness refers to readiness and ability to help customers. Quick and effective communication, timely service delivery, goes a long way in assuring customer convenience, an important factor in car servicing.

Empathy and assurance further reinforce the customers' perceptions of service quality. Empathy means understanding the needs of customers individually and catering to them with care, showing personal interest in order to make them feel important and respected. Example: In Khaing Khant Auto Service Center, the listening habit of employees to customer queries and offering the best possible advice will develop an attachment and trustworthy relationship. Assurances, reflecting the team's expertise, professionalism, and courtesy, will create confidence in the ability to deliver high-quality services in such a center. Customers are reassured by experience and knowledgeable service technicians who describe what they plan to do and, most importantly, demonstrate their abilities. By doing all five dimensions of service quality well, Khaing Khant Auto Service Center can increase customer satisfaction, build loyalty, and make itself a stalwart leader in the automotive service industry of Myanmar.

Some critical factors, collectively defining customer experiences in relation to decision-making processes about their subsequent visits for services at the Khaing Khant Auto Service Center, relate to the quality of the repair and maintenance, the friendliness and professionalism of its staff, the pricing of services in a transparent way, and timely completion. When customers receive reliable and efficient vehicle repairs, clear communication, and fair pricing, they develop trust in the center's capabilities. The personal touch, such as remembering service histories and making recommendations based on that, further engenders trust. Resolving customer concerns promptly and to the satisfaction of the customer builds goodwill and reinforces the center's commitment to excellence. It focuses on these aspects, whereby the Khaing Khant Auto Service Center will retain old customers and draw in new ones through good word-of-mouth and reputation, thereby securing a good position within the competitive auto service market.

Customer satisfaction and loyalty are very important pillars which will make Khaing Khant Auto Service Center long-lasting and successful, bearing in mind the high level of competition and the rapid pace of change within the Burmese automotive service sector. Such elements form the bedrock necessary for establishing a solid customer base, where trust is promoted and competition is secured. Satisfied customers are also more likely to be return customers, recommend others, and help with positive brand repute. Loyalty contributes to long-term relationships and repeat business, retaining your customers against competitors. Reasons that lead to customer satisfaction and loyalty include several service-related issues: quality, transparency, personal attention, efficiency in operations. By understanding these factors and attempting to satisfy them, the service center not only meets customer expectations but exceeds them to become the provider of choice and truly reliable in the sector for car services.

The main reasons include quality service: incorporating reliability, responsiveness, and professionalism. People want fast and exact repairs, timely service, and good communication with the staff. Meeting such expectations in routine manner brings confidence and satisfaction to customers and places a service center as a provider that is worthy of reliance.

Another important aspect would be price transparency because customers have faith in transparent pricing and reasonable cost structures. The provision of clear quotations, no hidden charges, and detailed breakdowns for all services engender a perception of fairness, which is so crucial in the business.

Customer satisfaction becomes higher because a customer-oriented approach addresses the needs of clients one by one. The application of empathy, personal attentiveness, and proffering personalized solutions has usually gone beyond expectations, which has gone to such an unprecedented level that they consider the service center dependable.

The physical environment or facility at the service centers influences perceptions. A clean, well-maintained, and comfortable facility with modern tools projects professionalism and seriousness about excellence. This therefore reinforces customers' confidence in the quality of the services being provided.

Equally important is the incorporation of feedback mechanisms into operations. It shows a readiness for continuous improvement and adaptation when customer feedback is regularly sought and acted upon. Handling customer complaints not only resolves problems at that moment but shows a dedication to enhancing the overall service experience.

Consistency and reliability in service delivery are basic ingredients of customer loyalty. The surety of being able to depend on the center for automotive needs without unpleasant surprises makes customers return and recommend the business to others.

Besides, after-sales support, which includes follow-up consultations, warranty assurances, and post-service assistance, is of great value. This proactive approach by the service center shows that they are committed to ensuring customer satisfaction even after the initial transaction is completed.

Finally, a competitive advantage to be able to provide special services, competitive prices, or unique offerings will lure and retain customers. More so, clients would easily remain loyal to a provider with the best value proposition continuously in response to changing trends.

Its major focus on these factors also enables Khaing Khant Auto Service Center to build stronger customer relationships and improve satisfaction and loyalty. It positions itself as reliable and prominent, leading to considerable status in Myanmar's automobile service sector.

2.7 [bookmark: _Toc191326037]Previous Studies

Customer satisfaction, customer loyalty, and service quality have increasingly been important concepts in today's competitive market, taking central roles in ensuring business enterprises grow and are sustained. Firms that aim to gain a greater market share or simply to keep ahead in the competitive environment should prioritize these three interrelated variables. Indeed, numerous studies have illustrated that satisfied customers are very likely to develop strong brand loyalty, which leads them to repeatedly buy the brands, increases customer retention, and spreads positive word-of-mouth recommendations. This, in turn, becomes a form of organic marketing-promoting the brand through existing satisfied customers-and attracts new ones, thus creating a cyclical effect of growth for the brand.






[bookmark: _Hlk191325074]Figure (2.1) Conceptual Framework of Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988)
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Source: Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988)

The basis of this study was the Dimensions of Service Quality, which are tangibles, reliability, responsiveness, assurance, and empathy. (Parasuraman, SERVQUAL: A multiple-item scale for measuring consumer perceptions of service quality, 1988) This will help the organization to work upon its services so that customers feel their expectations have been met. The study further considers customer satisfaction, which depends on whether or not the service rendered is equitable, timely, ample, and progressive. Good service results in customer loyalty or repeat patronization and recommendation of the service. This framework helps explain how service quality affects customer satisfaction and loyalty.







2.8 [bookmark: _Toc191326038]Conceptual Framework of the Study


[bookmark: _Hlk191325089]Figure (2.2) Conceptual Framework of the Study
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	The following research study the level of service quality related to customer satisfaction. The independent variables are the five dimensions in the framework: tangibles, reliability, responsiveness, assurance, and empathy. Above five dimensions represent the key factors that affect customers' perceptions about the quality of service. Tangibles generally refer to the physical testimony of the service, which includes facilities and equipment. Reliability is related to the ability to deliver the service correctly and consistently. Responsiveness refers to the readiness of service providers to help customers right away. Assurance pertains to knowledge and courtesy of staff in gaining customer confidence, whereas empathy reflects politeness and concern for customers.

The dependent variable used in the study is customer satisfaction, defined as the degree to which the service delivered meets or exceeds customer expectations. The five dimensions of high service quality can improve customer satisfaction, which consequently affects the retention and loyalty of the customers. This study tries to analyze the effect of every dimension of service quality to bring into perspective how businesses can improve their service strategy in pursuit of customer satisfaction. The findings may help organizations develop better service policies, leading to long-term customer relationships and competitive advantages.
	



























[bookmark: _Toc191326039]CHAPTER III
[bookmark: _Toc191326040]METHODOLOGY


This chapter provides a detailed methodology employed in the research, focusing on the organizational profile of Khaing Khant Auto Service Center. It includes an in-depth analysis of the entrepreneur’s background, assessing how their leadership style influences service quality and customer loyalty. Additionally, this section delves into the specific metrics used to evaluate service quality at the center and how these factors contribute to building and maintaining customer loyalty. The methodologies applied here are crucial for understanding the operational dynamics and customer engagement strategies at Khaing Khant Auto Service Center.

3.1 [bookmark: _Toc191326041][bookmark: _Hlk191324443]Profile of Khaing Khant Auto Service Center


Khaing Khant Auto Service Center, established in 2016, is a distinguished automotive service provider located at 13/C, Baho Rd., (8) Ward, Kamayut Tsp, Yangon. The center has rapidly become a cornerstone in the local automotive industry, known for its exceptional service quality and customer care. Catering to a wide range of automotive needs, Khaing Khant offers everything from routine maintenance to complex repairs, utilizing advanced diagnostic tools to ensure high precision work.

Since its inception, the center has committed to incorporating the latest technologies to enhance operational efficiency and service accuracy. This commitment has positioned Khaing Khant at the forefront of the automotive service market in Yangon, attracting both private car owners and commercial clients who seek reliable and comprehensive service solutions.
Moreover, Khaing Khant Auto Service Center is actively involved in community service, particularly focusing on initiatives that promote road safety and environmental awareness. This dedication to social responsibility not only improves community well-being but also reinforces the center's reputation as a trustworthy and ethical business, contributing significantly to its customer loyalty and overall business success.

3.2 [bookmark: _Toc191326042][bookmark: _Hlk191324469]Research Design

In this study, we employ a quantitative research design to investigate customer satisfaction and loyalty at Khaing Khant Auto Service Center in Yangon, Myanmar. The primary data collection method is a structured survey distributed to a random sample of customers who have utilized the service center over the past year. The questionnaire includes scaled items that measure perceptions of service quality, overall customer satisfaction, and loyalty. This approach allows for precise, statistical analysis of how service quality impacts customer satisfaction and loyalty, with the aim of identifying key factors that drive customer retention and satisfaction at the service center.

Data analysis will be conducted using SPSS to perform both descriptive and inferential statistics. Techniques such as regression analysis and ANOVA will be used to test hypotheses about the relationships between service quality, customer satisfaction, and loyalty. Ethical considerations, including informed consent and confidentiality, will be rigorously maintained throughout the research process. By analyzing the collected data, this study aims to provide actionable insights that could help improve service strategies and customer relationship management at Khaing Khant Auto Service Center.

3.2.1 Sampling Procedure
For this study on customer satisfaction and loyalty at Khaing Khant Auto Service Center, the sampling procedure involves selecting a representative sample of 150 respondents from the customer base. The sample size of 150 is chosen to ensure adequate power for statistical analysis while maintaining feasibility in terms of time and resources. Customers who have availed services from the center within the last 12 months will be eligible to participate. The sampling strategy employed is convenience sampling, where participants are selected based on their accessibility and willingness to participate. This method is particularly suitable given the practical constraints of conducting field research and the need to gather data efficiently.

To implement the sampling procedure, customers visiting Khaing Khant Auto Service Center will be approached by the research team and asked if they are willing to participate in the survey. Those who consent will be provided with the questionnaire to complete either in paper form or electronically, depending on their preference. The survey will be administered on-site, and participants will be given the option to fill it out immediately or take it home and return it within a specified timeframe. This approach not only facilitates a higher response rate by leveraging the convenience of respondents but also ensures that the sample comprises individuals with recent experiences at the service center, thereby enhancing the relevance and accuracy of the feedback collected.

3.2.2 Research Instrument
The research instrument for the study on customer satisfaction and loyalty at Khaing Khant Auto Service Center is a structured questionnaire designed to gather data on various dimensions of service quality and its impact on customer satisfaction and loyalty. The questionnaire is divided into three main parts: Part I captures demographic characteristics such as gender, age, occupation, and monthly income. This helps in understanding the background of the respondents and segmenting the data for more nuanced analysis.

Part II and Part III of the questionnaire are dedicated to assessing service quality and customer satisfaction, respectively. Respondents are asked to rate their agreement with statements related to five key dimensions of service quality—Tangibles, Reliability, Responsiveness, Empathy, and Assurance—using a Likert scale from 1 (Strongly Disagree) to 5 (Strongly Agree). The same scale is used for questions about customer satisfaction in Part III. This method ensures consistency in responses and enables precise measurement of perceptions and attitudes. The questionnaire's structured format allows for quantitative analysis of the data, facilitating the testing of hypotheses about the relationships between service quality, customer satisfaction, and loyalty.



3.2.3 Data Collection
Data collection for this study will be conducted using a structured questionnaire, which has been designed to capture detailed responses from customers of Khaing Khant Auto Service Center regarding their satisfaction and perceptions of service quality. The questionnaire will be distributed to 150 respondents, who represent a cross-section of the center’s clientele. Participants will be selected using a convenience sampling method, and the survey will be administered on-site at the service center and via email to those who prefer digital communication. This dual approach ensures a higher response rate and accommodates the preferences of all customers, enhancing the quality and reliability of the data collected.

3.2.4 Data Analysis
Upon collecting the responses, the data will be analyzed using statistical software SPSS (Statistical Package for the Social Sciences). Descriptive statistics will first be employed to summarize the demographic information and provide an overview of the general trends in the dataset. For hypothesis testing, inferential statistical techniques such as correlation analysis and multiple regression will be utilized to examine the relationships between service quality dimensions, customer satisfaction, and loyalty. This analysis will help in identifying the key drivers of satisfaction and loyalty among the customers of Khaing Khant Auto Service Center, offering actionable insights into areas of strength and potential improvement.

3.3 [bookmark: _Toc191326043][bookmark: _Hlk191324503]Reliability Analysis

According to the survey results, reliability test for non-monetary incentives was performed for reliability of data collected from 150 respondents. The Cronbach’s Alpha values for dimension of non-monetary incentives were shown in the Table (3.1) below:




[bookmark: _Hlk191325148]Table (3.1) Reliability Analysis

[image: ]
Source: Survey Data, (2024)

	According to Table (3.1), it could be observed that the five factors of service quality which are tangibles, reliability, responsiveness, empathy, and assurance have been Cronbach’s Alpha values of 0.7 or higher. Therefore, it can be interpreted that the items have relatively acceptable internal consistency, and the questionnaire is sufficiently reliable. 

	Moreover, reliability test for customer satisfaction was also performed for reliability of data collected from 150 respondents according to the survey results. It could be observed that customer satisfaction has Cronbach’s Alpha values of are higher than 0.7. Therefore, it can be interpreted that the items have relatively acceptable internal consistency and the questionnaire is sufficiently reliable.

3.4 [bookmark: _Toc191326044][bookmark: _Hlk191324520]Demographic Profile of Respondents

Table (3.3) presents the demographic profile of respondents from the survey conducted at the service center, featuring a total of 150 participants. The gender distribution is perfectly balanced with 75 females and 75 males, each constituting 50% of the sample. Age-wise, the respondents are mostly distributed across the 20-30 and 41-50 age groups, which represent 25.33% and 32.00% of the sample, respectively. The 31-40 and 50 & above age groups are also well-represented, suggesting a diverse range of customer experiences and perceptions concerning the service quality.


[bookmark: _Hlk191325166]Table (3.2) Demographic Profile of Respondents

[image: ]
Source: Survey Data, (2024)

In terms of occupation, the majority of respondents are employees, making up 41.33% of the sample, indicating that the service center likely caters to working professionals. Business owners and other occupational categories such as students also form significant portions of the demographic at 22.67% and 16.00% respectively, providing a broad perspective on service quality across different professional backgrounds. Monthly income levels of the respondents vary, with the highest bracket (1,000,000 MMK and above) making up 29.33% of the population, closely followed by the lower income groups, suggesting a wide economic diversity among the customers surveyed. This diversity supports a comprehensive understanding of customer satisfaction and service quality at the service center, across different demographic segments.

3.5 [bookmark: _Hlk191324539][bookmark: _Toc191326045]Service Quality in Khaing Khant Auto Service Center

To analyze the service quality at Khaing Khant Auto Service Center, the study employed "Service Quality Questionnaires" consisting of 35 questions. These questions were evenly distributed across five dimensions: Tangibles (7 questions), Reliability (7 questions), Responsiveness (7 questions), Empathy (7 questions), and Assurance (7 questions). Each question was rated using a five-point Likert scale. Data were collected from 150 customers of Khaing Khant Auto Service Center using simple random sampling methods to ensure unbiased representation and reliability of the results. This approach helps in accurately assessing the service quality provided by the center.

3.5.1 Tangibles
[bookmark: _Hlk191325188]Table (3.3) Tangibles
[image: ]

Source: Survey Data, (2024)
The Table (3.3) above presents detailed data on customer satisfaction with various aspects of the Khaing Khant Auto Service Center, based on responses from a questionnaire administered to 150 customers. The aspects surveyed include the cleanliness of the service area, the condition and modernity of the equipment, staff appearance, facility comfort and organization, availability of materials and tools, and the overall physical environment. Each of these items was rated on a five-point Likert scale, where higher scores indicate greater satisfaction. The responses show a generally high level of satisfaction across all areas, with mean scores ranging from 3.71 to 3.85, demonstrating that customers appreciate the service quality in terms of tangibles at the center.
Notably, the highest mean score of 3.85 pertains to the comfort and organization of the facilities, suggesting that customers are particularly satisfied with the physical setup and ease of access to services. On the other hand, the equipment used, while still receiving a relatively high rating of 3.71, had the lowest mean score, indicating a potential area for improvement in ensuring that all equipment meets the latest standards of modernity and maintenance. The overall mean score of 3.77 across all factors indicates a solid level of satisfaction, which is supported by a consistent theme of professional and appealing service delivery. However, the standard deviations, which are relatively close to or exceed 1 in most cases, suggest that there is some variability in customer perceptions that could be addressed to enhance service consistency.

3.5.2 Reliability
[bookmark: _Hlk191325199]Table (3.4) Reliability
[image: ]
Source: Survey Data, (2024)

This Table (3.4) provides an analysis of customer perceptions regarding the reliability and trustworthiness of the Khaing Khant Auto Service Center, based on feedback collected through a questionnaire with specific focus on reliability aspects of service quality. The table lists seven key attributes such as service consistency, trust, problem-solving capability, timeliness, dependability, quality consistency, and meeting expectations. Each attribute was rated on a five-point Likert scale, and the results show overall positive feedback with mean scores ranging from 3.75 to 3.84, indicating a generally high level of customer trust and satisfaction with the reliability of services provided by the center.

The highest score is attributed to the center's ability to solve customer problems (3.84), reflecting strong confidence in the technical and support capabilities of the service staff. Close behind are the scores for completing services on time and meeting customer expectations consistently, both scoring 3.81, which underscores the center’s effectiveness in managing service delivery within expected timelines and maintaining a consistent quality of service. The overall mean score of 3.79 further highlights that customers regard the Khaing Khant Auto Service Center as a reliable and trustworthy service provider. However, the standard deviations, which hover around 1.2 for most attributes, suggest there is room for improvement in minimizing variability in service perception among customers, potentially by enhancing service standardization and addressing specific customer concerns more effectively.

3.5.3 Responsiveness

[bookmark: _Hlk191325217]Table (3.5) Responsiveness
[image: ]
Source: Survey Data, (2024)
The Table (3.5) above outlines customer evaluations of responsiveness at the Khaing Khant Auto Service Center, focusing on how swiftly and efficiently the staff attends to customer needs. With a series of statements rated on a five-point Likert scale, customers provided feedback on various aspects of service speed and attentiveness. Scores range from 3.76 to 3.87, indicating a high level of satisfaction among customers with the center's responsiveness. The highest score, 3.87, is associated with the staff's quick response to customer requests, suggesting that the service team is both alert and efficient in initiating service interactions.

Further analysis of the table shows that other elements of service responsiveness, such as the speed with which staff attend to customer needs and the timeliness of solutions provided, are also rated highly, with scores just above 3.8. The overall mean of 3.82 underscores a consistent recognition of the service center’s effectiveness in managing customer interactions promptly. However, the standard deviations, which are relatively close to the mean, imply a variance in customer experiences. This variation suggests that while many customers are satisfied, there could be a segment that feels their needs could be met more swiftly, pointing to an area for potential improvement in ensuring consistently high responsiveness across all customer interactions at the service center.

3.5.4 Empathy

The Table (3.6) provides an overview of customer perceptions concerning the empathy aspect of service quality at Khaing Khant Auto Service Center. It measures how well the staff addresses the emotional and personal needs of their customers through seven key statements, each rated on a five-point Likert scale. The aspects evaluated include understanding customer needs, caring for customer satisfaction, politeness, personal attention, effort in resolving concerns, valuing the customer, and attentiveness to what the customer says. The scores indicate a generally positive perception, with an overall mean of 3.76, pointing to a satisfactory level of empathetic engagement from the staff.


[bookmark: _Hlk191325226]Table (3.6) Empathy
[image: ]
Source: Survey Data, (2024)

Analyzing individual items, the highest scores (both 3.83) are seen in how well the staff understands specific needs and their efforts to resolve concerns, suggesting that customers feel the staff is competent and proactive. However, the lowest score, 3.67, relates to customers feeling valued by the service center, which could indicate an area for improvement in enhancing customer relationships and personalization of service. The standard deviations are relatively high across all items, especially for the satisfaction with personal attention (1.222), indicating variability in experiences. This variability suggests that while some customers report high satisfaction levels, others may not feel as positively impacted, which could be critical for driving further improvements in customer service strategies at the center.









3.5.5 Assurance
[bookmark: _Hlk191325237]Table (3.7) Assurance
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Source: Survey Data, (2024)

This table outlines customer perceptions of the Assurance dimension of service quality at Khaing Khant Auto Service Center, focusing on staff expertise, trustworthiness, and security of service. The feedback is collected through a survey using a five-point Likert scale, where a higher score indicates stronger agreement. The overall mean score of 3.77 suggests a good level of customer confidence in these aspects. Individual items such as confidence in staff knowledge and skills, and belief in the service center's trustworthy operations, receive the highest scores of 3.82 and 3.81, respectively, highlighting that customers generally regard the center as competent and reliable.

However, the item concerning safety in leaving vehicles at the service center scored the lowest (3.72), paired with the highest standard deviation (1.275). This indicates a greater variability in customer responses, suggesting that while many customers feel secure, there is a significant number who may harbor concerns about vehicle safety. Such variability points to potential areas for improvement in ensuring consistent security measures and communicating these effectively to customers. The remaining scores are closely grouped around the overall mean, reinforcing a sense of professionalism and trained expertise among the staff. Despite the positive feedback, the standard deviations suggest a breadth of customer experiences, and addressing the lower-scoring areas could enhance customer assurance further.
































[bookmark: _Toc191326046]CHAPTER IV
[bookmark: _Toc191326047][bookmark: _Hlk191324570]ANALYSIS ON CUSTOMER SATISFACTION AND LOYALTY 

This Chapter describes customer satisfaction and loyalty on service quality at Khaing Khant Auto Service Center. It focuses the analysis of customer satisfaction and loyalty on service quality at Khaing Khant Auto Service Center.

4.1 [bookmark: _Toc191326048][bookmark: _Hlk191324580]Customer satisfaction and loyalty


"To analyze customer satisfaction and loyalty at Khaing Khant Auto Service Center, 'Multifactor Satisfaction Questionnaires' were utilized, consisting of 10 questions rated on a five-point Likert scale. Data was collected from 150 respondents at the Khaing Khant Auto Service Center using simple random sampling methods."

[bookmark: _Hlk191325249]Table (4.1) Customer satisfaction and Loyalty
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Source: Survey Data, (2024)


The table above details customer satisfaction metrics at Khaing Khant Auto Service Center, highlighting various aspects of the customer experience through a series of statements evaluated on a five-point Likert scale. The overall mean score is 3.79, indicating a positive reception from customers across multiple facets of service delivery. The highest scores, both 3.85, are for satisfaction with the overall service quality and satisfaction with how concerns are handled, suggesting strong competencies in core service operations and customer relations. The measures of standard deviation across these items, while indicating some variability in customer responses, mostly hover around the 1.2 mark, suggesting that most customers' experiences align closely with the average perceptions reported.

However, the areas such as recommending the service center to others and the likelihood of returning in the future received the lowest scores, at 3.73 each. This could reflect a more cautious or conservative attitude among some customers towards endorsing the service center despite overall satisfaction. Notably, these areas also exhibit higher standard deviations, particularly in customers' willingness to return, which scored a standard deviation of 1.224. This points to a significant spread in responses and indicates that while many customers are satisfied enough to consider returning, a noticeable fraction may remain hesitant. Such feedback is invaluable as it pinpoints potential areas for improvement, such as enhancing customer engagement and addressing specific concerns that could foster stronger loyalty and advocacy among the customer base.

4.2 [bookmark: _Toc191326049][bookmark: _Hlk191324635]Analysis on Customer Satisfaction and Loyalty on Service Quality

Section 4.2, "Analysis on Customer Satisfaction and Loyalty on Service Quality," examines how well Khaing Khant Auto Service Center meets its customers' expectations. This section uses data from questionnaires to measure satisfaction and predict customer loyalty based on service quality. It aims to identify the strengths and weaknesses of the service center's current strategies. According to the regression analysis, the results of service quality on customer satisfaction and loyalty at Khaing Khant Auto Service Center are shown in Table (4.2) below:


[bookmark: _Hlk191325265]Table (4.2) Service Quality on Customer Satisfaction and Loyalty

[image: ]
Source: Survey Data, (2024)

This table displays the results of a regression analysis used to understand the impact of various service quality dimensions on customer satisfaction at a service center. The variables analyzed include Tangibles, Reliability, Responsiveness, Empathy, and Assurance. Each of these dimensions is represented by unstandardized coefficients (B), which measure the degree of impact on customer satisfaction, along with their respective standard errors and significance levels (Sig.).

The constants in the analysis suggest a baseline level of satisfaction when all predictors are at zero, shown by a coefficient value of 0.053 and a standard error of 0.071. Among the service quality dimensions, Assurance shows the highest impact on customer satisfaction, with a coefficient of 0.308 and a highly significant t-value of 4.201, indicating that this factor is a strong predictor of satisfaction. Tangibles and Empathy also show significant positive impacts on customer satisfaction, with coefficients of 0.230 and 0.227 respectively, and both have statistically significant t-values (3.048 for Tangibles and 2.913 for Empathy).

The model’s overall fit is excellent, as evidenced by an R square of 0.956, indicating that about 95.6% of the variability in customer satisfaction can be explained by these service quality dimensions. The high F-value of 620.044 further confirms the statistical significance of the model, suggesting that the dimensions included in the model effectively capture the factors influencing customer satisfaction. However, Reliability and Responsiveness have higher p-values, suggesting that while they contribute to satisfaction, their impact is not as strong or may not be as direct as the other factors in this specific context.


























[bookmark: _Toc191326050]CHAPTER V
[bookmark: _Toc191326051]CONCLUSION

This Chapter is consisted of three parts; finding and discussions, suggestions and recommendations, and suggestions for further researches. This study aim to investigate factors influencing customer satisfaction and loyalty on  Khaing Khant Auto Service Center and also analyze the relationship between customer satisfaction and loyalty on service quality at Khaing Khant Auto Service Center.

5.1 [bookmark: _Toc191326052]Findings and Discussions


This study provided a detailed analysis of customer satisfaction and loyalty at Khaing Khant Auto Service Center, particularly emphasizing how various dimensions of service quality influence customer perceptions. The findings from the regression analysis demonstrate that Assurance, Tangibles, and Empathy are significant predictors of customer satisfaction. Assurance is notably the most impactful, underscoring its importance in building customer trust and satisfaction. Tangibles and Empathy also contribute positively to customer satisfaction, suggesting that both the physical environment of the service center and the emotional support provided by the staff are valued by customers. However, Reliability and Responsiveness, although important, showed less impact, indicating inconsistencies in how services are perceived by different customers. This variability suggests there is room for improvement in these areas to enhance overall service satisfaction.

5.2 [bookmark: _Toc191326053]Suggestions and Recommendations


In light of the findings, several strategic recommendations are proposed for Khaing Khant Auto Service Center. First, strengthening the Assurance dimension by providing ongoing training and development for staff could ensure that all team members are capable of delivering services that meet high standards of professionalism and customer care. Enhancing the Tangibles, such as the physical layout and upkeep of the service center, can also significantly boost customer impressions and satisfaction. Addressing the weaker areas of Reliability and Responsiveness could involve adopting more rigorous standards and protocols to ensure that services are delivered promptly and reliably. Implementing a quality assurance system could also monitor and enhance these aspects of service delivery, potentially leading to higher customer satisfaction and repeat business.

5.3 [bookmark: _Toc191326054]Suggestions for Further Research


Future research could focus on the integration of digital technologies in service delivery at Khaing Khant Auto Service Center. Investigating the effects of digital service platforms, such as online appointment systems, real-time service updates, and digital communication channels, on customer satisfaction and loyalty would offer valuable insights. This approach could help understand how technological advancements influence customer expectations and service quality perceptions in the automotive service industry. Such studies would be beneficial in guiding the service center towards innovations that could redefine service standards and improve customer engagement and retention strategies.
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APPENDIX A

Questionnaire for A Study of Customer Satisfaction and Loyalty on Service Quality at Khaing Khant Auto Service Center.

I am BBA (Thesis) student at SWISS SCHOOL OF BUSINESS RESEARCH (SSBR) and conducting a study on “A STUDY OF CUSTOMER SATISFACTION AND LOYALTY ON SERVICE QUALITY AT KHAING KHANT AUTO SERVICE CENTER IN YANGON, MYANMAR.” These questions pertain to your experience in your current job. Please answer all questions to the best knowledge of your understanding. Your cooperation is greatly appreciated, and answers will be kept strictly confidential and will only be used for this research purpose. Your name will not be mentioned anywhere on the document so kindly provide an impartial opinion to make research successful. Thank you for your time and valuable input in completing this questionnaire. Your honest responses will significantly contribute to the success of this research. Your cooperation is deeply appreciated.

Part I (Demographic Characteristics)
1. Gender
· Male
· Female

2. Age
· 20-30
· 31-40
· 41-50
· 50 & Above

3. Occupation
· Student
· Employee
· Own business
· Others
4. Monthly income
· Less than 300,000 MMK
· 300,000 - 500,000 MMK
· 500,000 – 1,000,000 MMK
· 1,000,000 MMK & Above


Part II (Service Quality)

	Please answer the following questions by circling the appropriate choice.
(1= Strongly Disagree, 2= Disagree, 3= Neutral, 4= Agree, 5= Strongly Agree)
[image: ]
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[image: ]
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Part III (Customer Satisfaction)

Please answer the following questions by circling the appropriate choice.
(1= Strongly Disagree, 2= Disagree, 3= Neutral, 4= Agree, 5= Strongly Agree)

[image: ]

Thank you very much for your kind participation.
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No Factors Cronbach’s Alpha No. of Items

1 Tangibles 0.960 7

2 Reliability 0.953

7

3 Responsiveness 0.954 7

4 Empathy 0.956 7

5 Assurance 0.955 7

6 Customer Satisfaction 0.969 10
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Demographic Factors Description No. of Respondents Percentage (%)

Female 75 50.00

Male 75 50.00

20-30 38 25.33

31-40 26 17.33

41-50 48 32.00

50 & Above 38 25.33

Employee 62 41.33

Others 30 20.00

Own business 34 22.67

Student 24 16.00

1,000,000 MMK & Above 44 29.33

300,000 - 500,000 MMK 33 22.00

500,000 – 1,000,000 MMK 36 24.00

Less than 300,000 MMK 37 24.67

150 100.00

Gender

Age Group

Occupation

Monthly Income

Total


image4.emf
No. Description Mean

Standard 

Deviation

1 I am satisfied with the cleanliness of the service area. 3.78 1.175

2 I feel the equipment used is modern and well-maintained. 3.71 1.222

3 I am happy with the appearance of the staff. 3.73 1.129

4 I feel the facilities are comfortable and organized. 3.85 1.116

5 I am satisfied with the availability of necessary materials and tools. 3.83 1.190

6 I feel the physical environment is appealing and professional. 3.76 1.139

7

I am happy with the overall presentation of the Khaing Khant 

Auto service center.

3.75 1.231

3.77

Overall Mean
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No. Description Mean

Standard 

Deviation

1 I feel the staff consistently deliver services as promised. 3.77 1.155

2

I trust the Khaing Khant Auto service center to handle my needs 

accurately.

3.75 1.199

3

I am confident the Khaing Khant Auto service center will solve my 

problems.

3.84 1.118

4 I feel the staff complete services on time. 3.81 1.223

5 I believe the Khaing Khant Auto service center is dependable. 3.78 1.164

6

I feel the Khaing Khant Auto  service center provides consistent 

quality.

3.78 1.192

7

I am confident that the services at Khaing Khant Auto Service 

Center will meet my expectations every time.

3.81 1.126

3.79

Overall Mean
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No. Description Mean

Standard 

Deviation

1

I feel the staff respond quickly to my requests at Khaing Khant 

Auto Service Center.

3.87 1.157

2 I am happy with how fast the staff attend to my needs. 3.83 1.144

3 I feel the Khaing Khant Auto service center values my time. 3.84 1.204

4 I feel the staff are always willing to help me. 3.76 1.197

5 I am satisfied with how promptly my questions are answered. 3.80 1.153

6 I feel the staff are proactive in offering solutions. 3.82 1.182

7

I am happy with the speed of service I receive at Khaing Khant 

Auto Service Center.

3.82 1.159

3.82

Overall Mean
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No. Description Mean

Standard 

Deviation

1

I feel the staff understand my specific needs at Khaing Khant Auto 

Service Center.

3.83 1.161

2 I believe the staff care about my satisfaction. 3.79 1.154

3

I feel the staff are polite and respectful at Khaing Khant Auto 

Service Center.

3.75 1.160

4 I am satisfied with the personal attention I receive. 3.71 1.222

5 I feel the staff make an effort to resolve my concerns. 3.83 1.212

6

I believe the Khaing Khant Auto service center values me as a 

customer.

3.67 1.212

7

I feel the staff listen to me carefully at Khaing Khant Auto Service 

Center.

3.75 1.198

3.76

Overall Mean
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No. Description Mean

Standard 

Deviation

1 I feel confident in the staff’s knowledge and skills. 3.82 1.188

2

I trust the Khaing Khant Auto service center to handle my issues 

professionally.

3.77 1.154

3 I feel the staff make me feel secure about the service provided. 3.77 1.210

4

I believe the Khaing Khant Auto service center operates in a 

trustworthy manner.

3.81 1.184

5

I feel safe leaving my vehicle with the Khaing Khant Auto service 

center.

3.72 1.275

6 I am confident the staff are trained and experienced. 3.77 1.206

7

I trust the staff to provide reliable advice at Khaing Khant Auto 

Service Center.

3.75 1.123

3.77

Overall Mean
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No. Description Mean

Standard 

Deviation

1

I am satisfied with the overall service quality at Khaing Khant Auto 

Service Center.

3.85 1.169

2 I feel my expectations are met by the service center. 3.79 1.156

3 I am happy with the results of the services provided. 3.83 1.191

4

I feel valued as a customer by the Khaing Khant Auto Service 

Center.

3.78 1.214

5 I am satisfied with the professionalism of the staff. 3.79 1.218

6

I feel the Khaing Khant Auto service center provides good value 

for my money.

3.79 1.222

7 I am happy with how my concerns are handled. 3.85 1.114

8

I feel the Khaing Khant Auto service center exceeds my 

expectations.

3.76 1.151

9

I would recommend the Khaing Khant Auto service center to 

others.

3.73 1.151

10

I am likely to return to the Khaing Khant Auto service center in the 

future.

3.73 1.224

3.79

Overall Mean
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B Std. Error

(Constant)

0.053 0.071 0.748 0.455

Tangibles

0.230 0.075 0.231 3.048 0.003

Reliability

0.148 0.081 0.146 1.826 0.070

Responsiveness

0.077 0.075 0.076 1.028 0.306

Empathy

0.227 0.078 0.229 2.913 0.004

Assurance

0.308 0.073 0.312 4.201 0.000

R

R Square

Adjusted R Square

F-value

Unstandardized 

Coefficients

t-value Sig. Beta

0.954

620.044

.978a

0.956

Variable
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1 I am satisfied with the cleanliness of the service area. 1 2 3 4 5

2 I feel the equipment used is modern and well-maintained. 1 2 3 4 5

3 I am happy with the appearance of the staff. 1 2 3 4 5

4 I feel the facilities are comfortable and organized. 1 2 3 4 5

5 I am satisfied with the availability of necessary materials and tools. 1 2 3 4 5

6 I feel the physical environment is appealing and professional. 1 2 3 4 5

7

I am happy with the overall presentation of the Khaing Khant Auto 

service center.

1 2 3 4 5

Tangibles
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1 I feel the staff consistently deliver services as promised. 1 2 3 4 5

2

I trust the Khaing Khant Auto service center to handle my needs 

accurately.

1 2 3 4 5

3

I am confident the Khaing Khant Auto service center will solve my 

problems.

1 2 3 4 5

4 I feel the staff complete services on time. 1 2 3 4 5

5 I believe the Khaing Khant Auto service center is dependable. 1 2 3 4 5

6

I feel the Khaing Khant Auto  service center provides consistent 

quality.

1 2 3 4 5

7

I am confident that the services at Khaing Khant Auto Service 

Center will meet my expectations every time.

1 2 3 4 5

Reliability


image13.emf
1

I feel the staff respond quickly to my requests at Khaing Khant 

Auto Service Center.

1 2 3 4 5

2 I am happy with how fast the staff attend to my needs. 1 2 3 4 5

3 I feel the Khaing Khant Auto service center values my time. 1 2 3 4 5

4 I feel the staff are always willing to help me. 1 2 3 4 5

5 I am satisfied with how promptly my questions are answered. 1 2 3 4 5

6 I feel the staff are proactive in offering solutions. 1 2 3 4 5

7

I am happy with the speed of service I receive at Khaing Khant 

Auto Service Center.

1 2 3 4 5

Responsiveness
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1

I feel the staff understand my specific needs at Khaing Khant Auto 

Service Center.

1 2 3 4 5

2 I believe the staff care about my satisfaction. 1 2 3 4 5

3

I feel the staff are polite and respectful at Khaing Khant Auto 

Service Center.

1 2 3 4 5

4 I am satisfied with the personal attention I receive. 1 2 3 4 5

5 I feel the staff make an effort to resolve my concerns. 1 2 3 4 5

6

I believe the Khaing Khant Auto service center values me as a 

customer.

1 2 3 4 5

7

I feel the staff listen to me carefully at Khaing Khant Auto Service 

Center.

1 2 3 4 5

Empathy
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1

I feel confident in the staff’s knowledge and skills.

1 2 3 4 5

2

I trust the Khaing Khant Auto service center to handle my issues 

professionally.

1 2 3 4 5

3

I feel the staff make me feel secure about the service provided.

1 2 3 4 5

4

I believe the Khaing Khant Auto service center operates in a 

trustworthy manner.

1 2 3 4 5

5

I feel safe leaving my vehicle with the Khaing Khant Auto service 

center.

1 2 3 4 5

6

I am confident the staff are trained and experienced.

1 2 3 4 5

7

I trust the staff to provide reliable advice at Khaing Khant Auto 

Service Center.

1 2 3 4 5

Assurance
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1

I am satisfied with the overall service quality at Khaing Khant Auto 

Service Center.

1 2 3 4 5

2 I feel my expectations are met by the service center. 1 2 3 4 5

3 I am happy with the results of the services provided. 1 2 3 4 5

4

I feel valued as a customer by the Khaing Khant Auto Service 

Center.

1 2 3 4 5

5 I am satisfied with the professionalism of the staff. 1 2 3 4 5

6

I feel the Khaing Khant Auto service center provides good value for 

my money.

1 2 3 4 5

7 I am happy with how my concerns are handled. 1 2 3 4 5

8

I feel the Khaing Khant Auto service center exceeds my 

expectations.

1 2 3 4 5

9 I would recommend the Khaing Khant Auto service center to others. 1 2 3 4 5

10

I am likely to return to the Khaing Khant Auto service center in the 

future.

1 2 3 4 5

Customer Satisfaction
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