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Perception of Service Quality and Perceived Value affect the Loyalty of the

customers from Skin and Beauty Clinic in the province of Chonburi
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Abstract

The objectives of this study were to (1) explored the perception of service quality from
skin and beauty clinic in the province of Chonburi (2) explored the perceived value of service
from skin and beauty clinic in the province of Chonburi (3) explored the loyalty of the customers

from skin and beauty clinic in the province of Chonburi and (4) analysis of perception of service



quality and perceived value affect the loyalty of the customers from skin and beauty clinic in the
province of Chonburi.

The sample used in the study came from the people who used the service from skin
and beauty clinic in the province of Chonburi. Using a convenience sampling method. The
numbers of 400 people were divided into 10 groups by the name of the clinic. The instrument
used in the study was a questionnaire with the reliability 0.948 and has checked the accuracy of
the panel of experts. The statistics used in this study is a preliminary descriptive statistics include
percentage, mean and standard deviation. And reference statistics are used to test the
hypothesis that multiple regression analysis. The results showed that perception of service
quality influences the loyalty of the customers. Considering individual aspect, the confidence to
customers, the speed of response, the trust and reliability and the tangible of service influence
the loyalty. By the way the empathy does not influence the loyalty. And found that the

perceived value of the service affect loyalty rather than the perception of service quality.
Keywords: Perception of Service quality, Perceived value, Loyalty, Skin & beauty clinic
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