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Abstract

The purposes of this research were to 1) study service quality 2) study service
satisfaction, and 3) study brand image. The sample used in the study was convenient sampling
with 423 users of the after-sales service center of an electric vehicle brand in Bangkok, the
instrument used in the research was questionnaire (Google Form) as well as the descriptive
statistics used was percentage, mean, and standard deviation. The inferential statistics was the
multiple regression analysis. The result of the study revealed that 1) Service quality had an
influence of 40.6%, with aspects such as assurance, responsiveness, and reliability significantly
affecting the intention to return for repeat service among electric vehicle users in Bangkok.
2) Service satisfaction had an influence of 40.9%, with factors such as the availability of
services, convenience, and facilities, and the ability of users to afford service costs significantly
affecting the intention to return for repeat service among electric vehicle users in Bangkok. 3)
Brand image had an influence of 37.8%, with attributes, users, and benefits significantly
affecting the intention to return for repeat service among electric vehicle users in Bangkok.

With the statistically significant level of 0.05
Keywords: service quality, service satisfaction, brand image, electric vehicles.
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