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Abstract

This research aims to investigate the influence of service quality on repurchase
intention of accounting firms through customer satisfaction of small and medium
enterprises (SMEs). This research is quantitative research and data were collected
from 391 small and medium enterprises using accounting firm services for bookkeeping.
Data collection instruments were questionnaires. Structural equation modelling (SEM)
were employed hypothesis testing.

The findings discovered that most of SMEs respondents were operating in the
service sector, has been in business for 5-10 years. Most of them have 6-30 employees and
have an annual income not exceeding 1.8 million baht. They are located in Bangkok.

In addition, the structural equation model was well consistent with the empirical data with

X¥/df = 2.738, GFl = 0.856, NFI = 0.912, RFl = 0.901, IFl = 0.943, TLI = 0.935, CFl = 0.942, and
RMSEA = 0.67. The results showed that service quality has a direct influence on
repurchase intention, and has an indirect influence through customer satisfaction at
statistical level of 0.01. The results lead to recommendations for accounting firms to
improve their service quality to meet customer satisfaction, which will lead to the

repurchase intention of small and medium enterprises in the future.

Keyword: Service quality, Customer satisfaction, Repurchase intention, Accounting firms,

Small and medium enterprises (SMEs)

UNin

lutltiamnavunanaisiarvuingan (Small and Medium Enterprises: SMEs)
JunumegeaunluszuuAsegna MelusunIsHEs N1589NU 1153199U wazNITAwESY
AUsznaunisiagianizegedaluusunvesdsemaniiaesianun (World bank, 2022) dusu
Uszmelve Fanvnaswisnansuazuusgeuduniegsnaniiauddgrensiundoulssme
[ ' ! = a a ' =] ! a (Y '3
uegaun Taenudnhul we. 2565 Tamiavunananwayrungeuiiyarnaniaeiuiasiy

Tuuseme (GDP) Wity 6,105,604 d1uum deanudosay 35.20 909 GDP Usewndlne uas
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(Service Quality)
(Repurchase Intention)
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o

U a

fewegrunnigldusmswenauinidusnsgnlusunan (Wada AnsulyAned, 2562; Prabowo
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b
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N15919974uLAY 50 Aw wsedsrelasaUlidiiu 100 1uum waghan1stun1AnNIsALEY
MANSUINS Al nunssnsadldiiu 30 au wideiiseldne? T 50 d1uum Tuveasd
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U 14
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Y 9

Y
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= 1 Y
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moudi 2 L“fJuLLwaaummmuﬁmﬁuLﬁmf"w’umﬁ%’uﬁﬂmmwmiﬁmi MU 22 U9
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Va v v ¥

A YWAIUIYDAININUIRIN Parasuraman et al. (1994)
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3 o YaIdeimuUaAI1L1AIn Fang et al. (2011) uag Lin (2012)
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N1591997U 1-5pau 41 10.49
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fiauus e CR AVE a
Factor Loading
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- ifinnandedold (REL) 0.814-0.907 0945 0.776 0.945
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3 anwdslaldusnisdn (RP) 0.859  0.673 0.611  0.687 0.820
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