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CUSTOMER EXPERIENCE MANAGEMENT IN AUTOMOBILE
BUSINESS. THESIS ADVISOR : ASST. PROF. KWANKAMOL
DONKWA, Ph.D, 86 PP.

CUSTOMER EXPERIENCE MANAGEMENT/AUTOMOBILE

This study aimed to investigate the concept about customers’ experience and
the entrepreneurs’ process of management, and compare the experiences of customers
who used services at the Service Center and Sales Center of TOYOTA and ISUZU.
The population for this study consisted of 1) 400 customers who have owned and used
pick-ups for more than one year, and 2) 14 entrepreneurs in an automobile business
with TOYOTA and ISUZU trademark in Nakhon Ratchasima, Chayaphum, Surin and
Buriram provinces. The research tool was a set of questionnaires and interview
questions. The analysis of the data was done by calculating the statistical values, mean
average, standard deviation and F-test.

The results of the study showed that 1) TOYOTA and ISUZU staff have
developed a good system for customer service, and have designing a good workplace
that can be felt through five human senses; 2) the major part of the two management
systems was not significantly different, but there were some areas which showed
some differences, such as advance appointments for the customers who came for
servicing; and finally, 3) the customers’ first visit experience, the experiencesS in
contacting staff, and the after-service satisfaction were not significantly different at

0.05.
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