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ABSTRACT

Service quality is one of the key performance indicators in the service business. This
concept is based on the comparison between the actual experience and the expected
experience of the customer while using the service. This concept leads to the development of
tangible scales of service quality. Many scholars have attempted to propose basic concepts to
classify the components of service quality scales in various ways, depending on the type of
business. Therefore, this article aimed to propose a body of knowledge and to discuss the
components of service quality in order to measure the service quality of the mobile phone
service business. The components consisted of network quality, audio-signal quality, extra
services quality, and customer care and price plan. This article also presents a body of
knowledge and discusses the components of customer loyalty towards the mobile phone
service operators in Thailand, consisting of price tolerance, sponsorship intention, and word-of-
mouth. It can be seen that service quality and customer loyalty were significantly related to
each other in the same direction. The findings would be beneficial to be applied for formulating

management and marketing strategies in the mobile phone service industry in Thailand.
Keywords: Service Quality, Customer Loyalty, Mobile Phone Service Business
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