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Abstract

This study aimed to examine the relationship between five dimensions of service
quality, namely tangibles, reliability, responsiveness, assurance, and empathy; and customer
satisfaction, and to study the impact of customer satisfaction on the revisit intention at coffee
shops, which located in petrol stations that serve as the brand’s primary outlet in these
stations, including Café Amazon, Inthanin, Punthai Coffee, Coffee Journey, and Deli Café -
Shell Café. The population was customers who had previously used the service of these coffee
shops. A sample size was 385 respondents. This study used questionnaire as a research tool,
and collected data via online. Descriptive statistics, including frequency, percentage, mean,
and standard deviation, were used for general data analysis. The inferential statistics employed
the multiple regression analysis and simple regression analysis to test hypotheses.

The results indicated that four out of the five dimensions of service quality, which were
tangibles, responsiveness, assurance, and empathy, were significantly related to customer
satisfaction, with the exception of reliability. Customer satisfaction had a significantly positive effect

on revisit intention.

Keyword: Service Quality, Customer Satisfaction, Revisit Intention
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Figure 1 Conceptual Framework
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81939 Fa05yn Multicollinearity wazle
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Table 2 Distribution of Respondents by Gender, Age, Education Level, and Income
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Total
Respondents
Frequency Percentage
Gender Male 161 41.82
Female 224 58.18
Age 20 - 30 years 214 55.58
31 - 40 years 60 15.58
41 - 50 years 40 10.39
51 - 60 years 71 18.45
Education Less than lower secondary school 5 1.3
High school or vocational certificate 19 4.93
High vocational certificate or diploma 12 3.12
Bachelor's degree 388 74.81
Higher than bachelor's degree 61 15.84
Occupation Government officer 46 11.95
Full-time employee 141 36.62
Temporary employee 20 5.20
Self-employed 123 31.94
Others (e.g., student, housewife, etc.) 55 14.29
Income Less than 15,000 Baht 108 28.05
15,000 - 30,000 Baht 139 36.10
30,001 - 45,000 Baht 58 15.07
45,001 - 60,000 Baht 26 6.75
More than 60,000 Baht 54 14.03

PNETNT 2 WU FNABULUUFDUNTL

antlueyidumands Andusesay 58.18 flong

5e%19 20 — 30 9 Anudusesas 55.58 flsveu

a a

n1sAne1USyyns Andusesay 74.81

Usznavuordwnanidunidnaudseanaaniy

508aY 36.62 Lavilsulamoif ausEna 14
15,000 - 30,000 U ﬁmﬁjuﬁuaﬂaz 36.10
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Table 3 Mean and standard deviation of service quality

ltem Mean S.D. Opinion level
1 | Tangibles 441 0.574 Strongly Agree
2 | Reliability 4.31 0.589 Strongly Agree
3 | Responsiveness 4.32 0.611 Strongly Agree
4 | Assurance 4.24 0.614 Strongly Agree
5 | Empathy 4.10 0.713 Agree
Total 4.29 0.621 Strongly Agree
ﬁ]']ﬂ@l’]i']xiﬁl 3 W‘U’Jl'l E;G]@ULLU‘UEI@UE]’]JJ (ﬂy’JEJE]EJI’NEQJI\i (ﬂl'lLQgEJ 4.29 LLazéauLﬁlaqwu
ﬁmmﬁmLﬁuﬁmf“ﬁ’uqmmwmﬂﬁﬁmﬂaa 11913571 0.621)

srunwrluaaiunfiulaesin egluseauiiu

Table 4 Mean and Standard Deviation of Customer Satisfaction in Service Provision

ltem Mean S.D. Opinion level
1 | Choosing this coffee shop was a wise decision 4.14 0.776 Agree
2 | satisfied with the overall service of the coffee shop. 4.26 0.676 Strongly Agree
3 | The cleanliness of the coffee shop meets my expectations. 4.31 0.677 Strongly Agree
4 | Satisfied with the attitude of the coffee shop staff. 4.19 0.719 Agree
5 | Satisfied with the service skills of the coffee shop staff. 4.24 0.701 Strongly Agree
6 | Satisfied with the taste of the beverages at the coffee | 4.23 0.720 Strongly Agree

shop.
Total 4.23 0.591 Strongly Agree
NNAT 4 NN pgmammuaaumu luspduifuniessds (Aaly 4.23 uazaiy
deuAadiuli safuanufianelaniunis Deauuannsgiu 0.591)

Tnusnisvessumunluaniunfiulae sy ey

Table 5 Mean and Standard Deviation of Customers’ Intention to Reuse the Service

ltem Mean S.D. Opinion level
1 | Iwould like to use the services of this coffee shop again | 4.27 0.721 Strongly Agree
in the future.
2 | I would recommend this coffee shop to others. 4.16 0.786 Agree
3 | I would recommend this coffee shop to others. 4.33 0.676 Strongly Agree
Total 4.25 0.634 Strongly Agree
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fanuAaiuAfuamuaslanduNilyusng

INANIN 5 NUN HABULUUFR U Glasin ogluszAuiiunieesnsds (Aade

4.25 waranuleuuuiInggy 0.634)

Table 6 The Relationship Between Service Quality and Customer Satisfaction

Unstandardized Standardized

Coefficients Coefficients t p Tolerance  VIF
B Std. Error Beta
Constant 0.550 0.139 - 3.950  0.000 - -
X,: Assurance 0.279 0.059 0.290 4.741 00007  0.307 3.253
Xs: Empathy 0.253 0.043 0.305 5896 0.000° 0494  2.026
X,: Tangibles 0.201 0.042 0.195 4.770 0.000°  0.285 3.510
X3: Responsiveness 0.132 0.052 0.138 2.556 0.011° 0.221 4.525
R? 0.686
Adj R? 0.683
F 207.953 (sig 0.000)
Durbin-Watson 1.972

**P < 0.01, *P < 0.05
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Satisfaction with Service Quality

Unstandardized Standardized
Coefficients Coefficients t sig
B Std. Error Beta
Constant 0.849 0.155 - 0.545  0.000
X¢: Customer Satisfaction 0.805 0.036 0.750 22.199  0.000”

**P < 0.01, *P < 0.05
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Table 7 The Relationship Between Customers’ Intention to Reuse the Service and Their
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