rEsuInsgsnamaluladaninas

«{(‘

P
-

‘L/‘:E

-4

‘ MUT Journal of Business Administration

S

71 14 auf 1 (unaaw - fiquizu 2560)
Volume 14 Number 1 (January — June 2017)

AfUNIWNISUSNISIIazNSauUNISANuUIGoUs=ONy

Service Quality and Related Empirical Framework

uwui Mslsousau Nopmanee Parungrojrat "™*, Awgsau 1a1ndiGes

Tipparat Laohavichien2

1 a o a a a o
2197138 MTTINTIAMT AMUTAIIFING amIneasinalulafuniues njamwanuas
wazfifanangarlisgnqudindamuinuiniie anuinagsie aminesbinsasmaa dszmelng
2 a o a a a
3IMAATIITE MATTIMITANIMINGS ATKUTIIEIND

WPNINENABLABATINEAT ﬂE\‘i FIWUATUAT ﬂi:L‘YIﬁVLV]&l

unaaga

unANNL Munulisudmgujussioud juanwesdiin qguaiwniuine lag
WILAHBUWIAALUUIINBIWNWMTUTNNTINNIWIILYBY Parasuraman et al. \flad 1985 Goil
aIzdIALfa AMNIWNNTUTNNT sanalagassdansusnisimanioly wazmIsuiluninng
nasan lesuUINITiHas ﬂ%@ﬁuﬁmuiﬁ'ﬂﬁﬁmumﬂ flalranuaulasasanuianalaves
gﬂﬁ'ﬂugmxﬁllﬂué’uLLﬂiﬂs:Lﬁuqmmwgsﬁm aRaaIuiinINasey anuFuRUTAIdarwYos
duilsdand1sg aesamnIwuInig msﬁd’;m’mma{lgﬂﬁﬂummﬁmm:midwamﬁmi
AMNINNITLINNT MITuinmezasgnd1 anuiinalazasgnd LLazﬁq@nLﬁw:dma@iami
fnuaanuindluaniud Sinseuunrdafidnansdiuuni duiduiuaeuunvoins
AnsnTduidelszandduguniwmauinida ly

AEIATY: ATNWANTLINY, AMNNNA PUATIFUMN, mailEuiauasgnen,

ms%’ugﬁ”qmﬁwaaﬁnﬁw, m’mﬁawasl,waagﬁnﬁw

* E-mail address: nopmanee555@gmail.com



mailto:nopmanee555@gmail.com

@]]mﬂ’]Wﬂ’liﬂ%ﬂ’lﬂlﬂzﬂiauﬂ'ﬁﬁﬂhﬂ Feszansd

26

ABSTRACT

This article presents theoretical and practical definitions of the term “Service Quality”.
A conceptual framework drawn from Parasuraman et al. (1985) and others research and
academic papers are altogether presented. The essence of the proposed framework can be
summarized as: service quality is directly related with both the customer involvement and the
perceived service quality. In addition, the framework shows the relationship among service
quality, Customer Involvement, Customer Percieved Service Quality, customer satisfaction, and

Brand royalty.

Keywords: Service Quality, Customer Involvement, Customer Perceived Service Quality,

Customer Satisfaction, Brand Loyalty
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