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Abstract

The research aims to study 1. The influence of strategies in creating differentiation. That affects
the engagement of users of car maintenance service centers in Nakhon Chai Si District Nakhon Pathom
Province and 2. The influence of strategies in making a difference affects the loyalty of car maintenance
service center users. Nakhon Chai Si District Nakhon Pathom Province by using the quota sampling
method. From a sample of 400 people, the statistics used for Data analysis included percentage, mean,
standard deviation, and multiple regression analysis. The research results found that:

1. Engagement of users of automobile maintenance service centers in Nakhon Chai Si District
Nakhon Pathom Province influenced by Product differentiation strategy and image differentiation the
equation has a predictive power of 32.30% and the equation can be written as follows:
Yiot= 1.19+0.38X1**+0.06X2+0.03X3+0.37Xs**

2. Loyalty of users of automobile maintenance service centers Nakhon Chai Si District Nakhon
Pathom Province influenced by Product differentiation strategy Differences in personnel and differences in
image The equation has a predictive power of 38.10% and the equation can be written as follows:

Zior= 1.3240.16X1¥+0.16X,+0.17X5*+0.18X4*

Keywords: Strategies for differentiation, Engagement, Loyalty.
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AUKNAY B SE Beta t sig
(Constant) 1.19 0.19 6.26™* 0.00
ANURANENATUNERN D 0.38 0.08 0.37 4.91% 0.00
ANUHANANAIUUING 0.06 0.08 0.06 0.77 0.44
0.03 0.07 0.03 0.46 0.65
0.06 0.36 5.95% 0.00

0.37

ﬂ%’mLL(ﬂﬂﬁiNéﬁuuﬂa’] k]

AULANGAIIUANE N
HAN15ITeNUTN ANURNRUYDIFLTUTNISAUIUINIsTRNUTaTneud d1naunstens Janinuasusy

R’= 323
195UBvEnan nagndauLaANdIIRURETUI wag ANULANFIUANEN YAl aun1siiguIanITNeINTalTeY

a¥ 32.30 wavanualauaunisbneatl
Yiot= 1.19+0.38X**+0.06X5+0.03X3+0.37X4**
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M13199 4 BVENATBINAYNSIUNITATIANUUANAIN NdIRasianUANG vesldusnsauduinistentizesaeus
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AMUANA B SE Beta t sig
(Constant) 1.32 0.20 6.54%* 0.00
AULANANIPIUNER AN 0.16 0.08 0.16 2.00* 0.05
AULANAIIAIUUINNT 0.15 0.09 0.15 1.88 0.06
AUUANANAIUYARING 0.17 0.08 0.16 2.22% 0.03
AULANANAUNTWAN WA 0.18 0.06 0.18 2.82* 0.01

R’=.381
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Ziot= 1.3240.16X1%+0.16X2+0.17X5*+0.18Xq*
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ynuAURTIAUAN Lay agiounuiiudinuludud uazeuideves Steinhoff et. al. [21] fidnwinsiiaay
ynituvesgninlunaameUszmea Inenansidenuin fansannmsiuiiunndiuvemaniog wasnmdnal az
FreasenuEniuTe A1 ILds

2. amnudnfvesdliuinsauduinisdentnzesosud suneuastons Jwminuasusy lasudnsnasin
NAEMSATULANANFUREASUT AN IUYAAINS wazAuuANei U nEnual nasidedaenados
U 11U3TBae3 huensumon Bunnag and Nattawut Chandee [20] fifinw nagnsN1suUIMIANUFUTUSTUgNAT
vosgsRruinmsinsdmitadouiiienuinalunsdud nsdlfin Wisuifisunsnaud wleea funa uazngym
Tngnansideladeaguin AuAvnundndaue 115U3N1T YARINT ANENYAILAYNITADUALBIAIINANANIIVDIGNAN
fiflfosziuanuindlusu nisuensie auliiseulwienan wazaenndesifunuideues Paris & Guzman [22]
ffnwdos mafauveUALazANNAAN TITBILUTUR: MIuesdaundulufsnamueuUTUd AuANFveILY
sud wasm A mdnualvosusudiiedluirami lnsnanFidenui Suauedt nmsadreanuuaniegin
wante waznmdnual axthlugnssuinuamesiusus wadeliAnauinfveauusudluiign Inganuduius
mananaziidnuasduwain

5.2 daauanuzludauleune

1. lumsasragnitu uaganuinfvesldusnisquduinisdenungesasus uneunsters Jwmiauasusy
I§sudvsnandnaninannsadansuanesluFesnan et uaznndnuainilioudu ululivesmudnAudn
Anuuansssuyannslunsaisssivlalvidugnilunivesnsiinay wagnsiiufauiusinatanuddny
sz nounisquivinisdenthyssnsud fanusndulunsadegniduiusosnsdeiioatugnén

2. mwAnd wazaugniuvesliuinisquduinistentisesasud axfienuddlumsaiennudsdy

o '

lugsiadenan Nellmenisiiulavesdum uaznamsaiudealuisunse gusenaunsresjadunmninlundvesiy

]
&

nAndmel yaains waznmdneaivesianis uidndadenddedilifideddgliunguaimnisliuinng Adudn

& =

nagnsvilangusznsasiinuddgyuasiannaudugaudweld

)
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5.3 dowuauuzdwiumaissluadeialy

1. mefedsnasjatiuhmsfinyiamenifodafinuhtu mndnfnvdeyafisdslunside
Fagaunn fuhagsililddeyaiiienudnanndeiu

2. myvinddedanansatiufnuguiuinistentigasnsud sunouastend fminuasuguvintu diiauls
p1asesenlasnIsAny LT EuTisenluasmia vieAnwiluderiansanw uasUumma
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