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ABSTRACT

This research is a quantitative research, and aims to investigate relationships
between customer switching behavior between Thailand mobile service providers and their
service quality. Moreover, other factors which may affecting the switching behavior e.g.
customer perceived value and influential groups are also concerned.

Furthermore, relationships between market competition, attitude towards business
ethic, and the perceived service quality are also tested. A 400 sampling telephone survey
research of primary data was conducted. In this research, service quality can be seen in two
dimensions; a technical and an administrative dimension. Preliminary analysis of the gathered
data found that although the customer knowing that they can switch their service provider, 69.3
percent of the sampling still never exercise their right. The results from logistic regression and
ANOVA can be concluded that the customer perceived value has a 95% significant
relationship with the switching behavior. Also, the relationships between the switching behavior
and service quality are also found. There is no evidence supporting that the influential group
would affect the switching behavior. Lastly, significant relationships between switching
behavior, market competition, business ethic, and the perceived service quality are also found.
Therefore, the results found can be utilized as feedback information or indicators in monitoring
service quality management process. This is to make customer still deciding to stay with the

current service provider.

Keywords: Service Quality, Mobile Phone, Customer Switching Behavior
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< X & A ' v ¢ A aA & ' &1
niil dszmnansnaa fa nguiltndwiiadauininua las njudlszmnamans

(Target Population) @ia Hl3u3n13lnsdwrilaiaudl lawizgliuims slassnanan ldun DTAC
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AIS 18y TRUE MOVE 14 sl,umsqam”aaﬂ'n "l@‘fmnmsﬁ'lmmmmmﬁaﬂ"mﬁwmmmmﬂgm

2Uad Taro Yamane

n = N/(1+Ne)
399.9982 = 90,000,000/(1+(90,000,000x0.05°))

frualid n Ao vuiaarat19 N fe awiadszansidwaie (lunsdliit oo auiae
nuNY) uaz e fa Manuaanatafeninoansule (Fnualiivinny 0.05) nydlunual N 1AL
90 MWLAVRANY INWIUA81992 1eHNAL 399.9982 LAURNNY w”aﬁvlﬂﬂ“ﬁmﬂﬁﬂmizjm”mzm
WULWa8% (Multistage Sampling) I@w"’mnﬂa:v‘hmmﬂanf,juﬂs:“mnnﬂmmﬂLﬂu Cluster
AURNIABVRINSINTANSLAROUN (ABRUNEBLAY 08X WAZ 09X TIN 20 Clusters) lABIRUNLLAY
3 BANKIN WAz NuBluuA 2 Nezld3% Simple Random Sampling LeAUNY 7 RANKAS lae¥in
naguilaznan 1309k 7 nanlasnald Excel ¥y Random iawnansfdungudiatig
sanan lagauquuwiadiatng (Quota) Hasdogliuinisuazgnlanadoglduinig
panidudadiwiving N LIuIIUINTIN 400 LAVRUNY LATHILUUREUDNNN LaU1HiNNT
UITNIAHALANARDLFNNAFIU ANEIAY

N9% FUNAZIUA 1 uaz 2 (H1 uaz H2) Loy daudswgdnssumadfoudliuinig
PBIZNEN wurinmnaseulasld Logistic Regression laaiwuaaiulsdu de ngun 1 M3
Qm@iwaagnéﬁnéjmﬁ 2 NNANDNA LLGZ@V’JLLUi@l’l&Jﬁaiz@TUﬂ’J'lﬁJﬂ’lﬁ]:Lﬂ%l%ﬂ’]iﬁ’]ﬂBﬁﬁu%ﬂ’li

A % o ' a ¢ A& A a a & o

(Chance to Move) ialdvusdnazifiamansallamgnaninilaniafilamafiaduainitas
a A o @ “a o
Weaslalasfrnuaaiaindiniean

' a A = ' a a v a v A

sauaun@AgIun 3 (H3) Fadumamaseudn wodnssumaddsugliuinmivesgnd &
wa@iaqmmwu’%mw%avl&iﬁfu lEmsiezianuulsUsiu (ANOVA) izijaﬂa;m”'a LL‘.L]ﬂ‘LLﬂEj&I
a A a a v a ) . @ P A a = v
71 5 Aanwndnssunaavudliuinisvesgndr uaznguaaudin 6 de qunawuIn Galaun
ﬂ"lLﬂﬁEl“lladﬂy’sLLﬂﬂuﬂ@;Nﬂ‘mn’lwu‘%ﬂ’liﬁ’l%lmﬂﬁﬂ (TQOS) LLazﬁ’lLﬂaEI"].IE]G@T’JLL]Jﬂuﬂ@;M
ANWLIMIUMNIIAMS (AQOS) audaL

guNAgInN 4 (H5) MdunrInageuauauNussznitn1sutiTnluasa I
ANNFNNUTIUMAIWLINNT nia'ld inisnaseulasldnisdiuim Pearson's Correlation

a e o a a a Ag et s ftﬂl o v o tﬁl 1 a

WAzILAURE AR UaIFUL T AN SanFuNUENMwIn e (vuaf 95%) uazlusduaald twns
a;ﬂwan’mﬁnu’wﬁﬁ"l,@i”ﬂénmmyw@Twn“'mm

uwazgaofmniuauudgIun 5 (H5) MidumInasauanuFNiuTEniIiauadad
dluinafsanvatesmulunadufiugifiaun finadegunwuini wis'ld iimmeseulas

o ° . o o o @ o a a o o { o 1%

lennsfuath Pearson’s Correlation LazszaunafAmUadgulssAntanauwninawimle

(fwuafl 95%) uazlugudaly iumsasUuansdnmasnlandnudedunivua
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wan1sov9

dayanaaaladwnelszansmans

mnmil,ﬁm]”mquamummﬂumuﬁauﬁamﬂu 2557 3T1UI% 400 A28E1INIINTANA
mumaumiﬁmﬁashu‘?'ivlﬁuamﬂUaWLﬁﬂﬂiﬂaﬁu ﬂa'u@”aamoﬁvl,@i”mmmLLaJ\‘lLﬂu Wil 62.8%
WRZTIY 37.3% ﬂauaﬁﬂﬂvlﬂnauiﬁmwaﬂﬂa 26 019 30 4 (317 19.6%) lummvﬂﬂauaue]
Jo9a9nn baun ﬂaumﬂ:ﬂ 15 9 uaz 31 f9 35 9 NFasulnaA e nwAD 317 19.4% SIAN3197

2 (ﬂ’]i’]\‘i‘ﬂ 3 LLﬂt(ﬂ’]‘a"N'ﬂ 4

A13199 2: Imqa%"wmms:mﬂsmam‘maanéum“aaﬂwa(é’mduunejmﬁaatiw,mnmmwa)

AAaWNANGIDEY %18(A) anilwiauaz W9 (A) anilwiauaz
400 A 149 37.3 251 62.8
A5 3: Iﬂsdaﬁ*nmaﬂs:mmmaﬁmaanéuﬁaazha(mwna;umﬂq)
T 1YHADUULLFDUAN aaindowas
fni 15 0 19.4
15 619 30 18.8
2169251 19.1
26 fi9 30 0 19.6
319351 19.4
36 fiv 40 11 3.8
a9t 4: mﬂ"fﬁw%mmwmwaamjm”aaﬂw
dadmlwnslzansdeasiuasiaa I aniluiasas
woeliang 123 30.8
Linglsans 277 69.3

LLa:Lﬁaﬁa'ﬁmﬂﬂ'ﬁlm‘”ﬁ?w%mmwmwaaﬂq:m”aasj'm a:tﬁuvl,@‘f’hmjm”'sasma'mmﬂ

1 A a 1 { va a Qq: 1 { é o § v >

(311 69.3%) Lildldansaina1 uaziiasldaniuuegfing 30.8% Fududiavilndifoany
saduasriuzhdanslunsasssninelnidwriinfeud uddrdasmadedliuing ald

IMMIATVNEUAN (ANT GNTAIFD WATADAE, 2556) gaudo b iumImaseusuuAgIwoIns
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NMINATDUANNAZ 1N

mMINARaUANNAZ I 1 sudsimuanganssumsidsugliusmszasgndn
auudgIud 1 (H1) ﬁaauuﬁgﬂmﬁmﬂ“ﬂ@ﬁLLﬂiwqaﬂﬁumiLﬂ?{w;ﬁ’[ﬁﬁmﬂaaﬁﬂﬁﬂ eRtLE!
nalslarasin Hiawlaviminaseulasld Logistic Regression lasimuadaudsedn laun n1s

o 9 '

JUFAMAIVDIGNAN I@]ﬂ@yﬁLLﬂiﬁuﬂiﬁ;uﬁ laun mwm%au‘"uluqmmwu%mi (Confidence)

a4 9

AMNWUIMINIKRAEANIT (Superior) WazANNBUANIZINBNINATT (Willing) Lazddudsaufa
szauanuazdulunisdodliuine (Chance to Move) Aivhlwidudauilsuuy Binomial vis#
#3190 ldlgldsunsn SPSS wazifanit Enter Logistic Regression G4Walun1ytszana Logistic

Regression mmsm‘gﬂ"l,@i” MIATIN 5 UAZANTNN 6

®15197 5: Enter Logistic Regression

Predicted
' & A [y v A
Observed ﬂaﬂu%ﬂazlﬂ%ﬂazmﬂé‘l%usﬂ’li Percentage
Taigiha fie Correct
. 4w laighe 327 24 93.2
anuhaziduiazhodliusnns -
Step 1 “ gne 36 13 26.5
Overall Percentage 85.0
a. The cut value is 0.500

@199 6: Enter Logistic Regression

Variables in the Equation
B S.E. Wald df Sig. Exp (B)
Confidence
. - -0.100 0.176 0.321 1 0.571 0.905
(mwmmam‘[uqmmwmms)
Superior
a o a4 a -0.114 0.176 0.420 1 0.517 0.892
Step 1 (UINsLiianin)
Willing
a ad . -1.490 0.293 25.926 1 0.000 0.225
(ANVLWANITINYININNIN)
Constant 3.585 0.701 26.186 1 0.000 36.053
a. Variable (s) entered on step 1: Confidence, Superior, Willing.

\Wiar3dnlain Enter Logistic Regression 9n@auivisnaa 3 aauiliaafldafuny
v o L A Ao o o Aa @ ' o v A ad
196 wuhddudsnduoadynesid (95%) wazdsasagluuoudiaes ldun anududnag

Fugand1 (Willing) lasuuuitaash fdadulumaiusgndssads 8s.0

v & o '

asnu Jolsimwrsadjiasanadgiui 1 11n135u3AsA1ZaIgnA1KK TuaG

A a & A I o ' A o A ad '
Wq@ﬂ??ﬂﬂ'l?lﬂaﬂ%é‘lﬁﬂﬁﬂ'l5ﬂad§ﬂﬂ7 I@ULQW’W@]?LLﬂiﬂaﬁLﬂU?ﬂuﬂ]quﬂu@ﬂ"ﬂztﬂqﬂqﬂ
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o
o Aa

= ° [N A ) a &4 o A @
NN ‘mmmmumaam‘gﬂvlﬂ’a’l Lﬂﬁa\‘l‘iﬁ&nﬂ’ﬂﬂdauﬂﬁzﬁ'ﬂﬁﬂ‘l@LﬂuLﬂia\‘WﬂJ’]ﬂa‘U AIWDUN AN
e o oo A vy a' 2 a ~ A ad ' g & o § v
ﬂadﬂ?'TNKNW%ﬁWa']N']?ﬂWgQ%f‘ZﬂﬂEJ El\igﬂﬁl—ﬂﬂNﬂ??NH%ﬂWQ&‘Q?HN?ﬂ?]% naznﬂw

= ° o v a & A
Tamana:n’lmﬂnmflwu?m?uuwuaym

nﬁﬂmaauam\lag'mﬁ 2 @TﬁLLﬂsﬁmu@wqaﬂﬁuﬂm,ﬂﬁﬂu@’l,ﬁu%mﬂaqgmﬁ’w

auudigIud 2 (H2) ﬁaauuﬁgwutﬁmn"’um"’aLLﬂﬁwqaﬂﬁumiLﬂﬁw;ﬂ’[ﬁu?msmaagﬂﬁﬂ
Pidudslahoin Haaw ldimanesaulasly Logistic Regression lanfnuadiudlydu ngu
Snswa Goldun autas (Self) m‘sﬁﬂ‘é‘mm:ﬁﬁ (Advice) uazeudlsaudaszauanuiaziduly
n3guglRuTn1T (Chance to Move) v lwidueaudsuuy Binomial %ammsmgﬂwa"lﬁ a4

AN 7 WATA1IIN 8

13197 7: Enter Logistic Regression

Predicted
' & A [y ¥ A
Observed ﬂaﬂu%ﬂazlﬂ%ﬂazmﬂé‘l%usﬂ’li Percentage
Taigie fie Correct
, a o laighe 351 0 100.0
mmmauﬂum:mﬂg“lvmsms =
Step 1 HgH| 49 0 0.0
Overall Percentage 87.8
a. The cut value is 0.500

®1919% 8: Enter Logistic Regression

Variables in the Equation

B S.E. Wald df Sig. Exp (B)
Self (a1ta3) -0.089 0.122 0.533 1 0.465 0.915
Step 1a | Advice (miﬁﬂﬁuuu:ﬂ'] -0.039 0.132 0.087 1 0.768 0.962
Constant -1.612 0.602 7.175 1 0.007 0.199

a. Variable(s) entered on step 1: Self, Advice.

@
o

fwiLaundgIud 2 ﬁ'jmsjuﬁﬂ’ﬁwaﬁwa@iawgﬁﬂﬁumnﬂ5zm;d“’l,ﬁu’%mwaagﬂﬂﬁmu
HanMItszanmIiad sz indluiuudiasanu najm”’sLLﬂiﬁLF‘{mn‘”umjuSﬂ%wa 4
laun myaaaulaias (Self) LLa:msVL@T%'uﬁ']Lm:ﬁ.’]ﬁnﬂqﬂﬂa5% (Advice) Lilina@mamn1aia
siiu Tunrsd@nwii selaaansadinangiwiianadiagniana nawrsadngnlada

Aa = 1 Aa a' ¥ A 1
nmlanﬁwm\mamawz)mnsmmﬂilaﬂmﬂwumﬁwaagnm
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MINAFDUANNAZIWN 3: wqﬁﬂﬁumnﬂﬁﬂuaﬁlﬁﬁﬂwwadgﬂﬁ’w WTATANINLTT
FuNAzIun 3 (H3) unmaseuin wqaﬂﬁumﬂﬂﬁwsﬂﬁu?mwaa@nﬁw EGR)
Qmmwu’%mw%a"l;i laglugmitlaltnsiaszianuudsdsiu (ANOVA) sznivnguaanys
A A A A v a % e A A a A
’Lun&gu‘n 5 ﬂawqrﬂmmmﬂﬂamucflmmmmm@nm wazngueaulIn 6 As gaUNIWLINNT 49
leun mmﬁ'mlaa@ﬁLLﬂﬂumjuQmmwu’%ms@i’mmﬂﬁﬂ (TQOS) leun nMsisy 1@ (Good
Signal) NMINAFWWMNITI (Coverage) MIsdTanuaw ladns laidasdss (Text Message)
LRZAINLSIVBIBULABILHA (Internet Speed) Lmzmmﬁmm@ﬁLLﬂﬂumjuqmmwﬁmiﬁm
MI9MT (AQOS) LA vieuaduasninauliusnng (Attitude) NSE18TEINAG (Manner) N3
wi laasasSuulasiais (Complain) quﬁu’%miﬁmiavlﬁ‘nm% (Ccenter) kaz nMssdluisen

& a - ° A & = A ' '
WAULIUATINIET (Billing) wasvinmsitansianundsusiw wWisuifisuszninsanusiiazsdule
midadulagedliuimsluszauengg (Fsudadu s szavasuddlonmadasainisilanags
NNzt staaa Insdany) nudaadsa aqqmmwu’%mﬂuﬁﬂu:madpfl,%u?mi NIA 1%

a a o a [ v o a
NAWRALLRSUIRIIIANTT I@]ElNaﬂ’]i’]Lﬂiﬂ:%ﬂ’]’]&]LLﬂiﬂi’Juﬁ’]&ﬂiﬂﬁﬁ;ﬂvLﬂ (ﬂdﬂq‘iqdﬂ@l‘lﬂ

A13191 9: TIMTIATIER AT (wqﬁnssmmimﬁﬂu@,ﬁu’%mwaaQﬂﬁwLLa:qmmwﬁms)

wqt?mswn'mﬂﬁ'ﬂué‘lﬁu%ms Sum of df Mean Square F Sig.
Squares
Between Groups 37.170 1 37.170 20.165 | 0.000
fannmia Within Groups 733.628 398 1.843
Total 770.797 399
Between Groups 2.045 1 2.045 1.180 0.278
Sy Within Groups 689.952 398 1.734
Total 691.998 399
o Between Groups 1.153 1 1.153 0.563 0.453
setannuaulaslidass
v Within Groups 814.207 398 2.046
o Total 815.360 399
Between Groups 0.391 1 0.391 0.399 0.528
aNUSI1veIBueasla | Within Groups 390.406 398 0.981
Total 390.797 399
Between Groups 0.177 1 0.177 0.081 0.776
NARARUDINTNIIU Within Groups 867.813 398 2.180
Total 867.990 399
Between Groups 2.782 1 2.782 1.327 0.250
VITLNVDIWHNG % Within Groups 834.655 398 2.097
Total 837.438 399
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r .
A13197 9: (Aa)

- 4 . A Sum of
wqmmwmuﬂanm&‘lwuims df Mean Square F Sig.
Squares
Between Groups 0.218 1 0.218 0.105 0.746
msun ltaasSan Within Groups 825.219 398 2.073
Total 825.438 399
Between Groups 48.897 1 48.897 27.746 0.000
auduimafadadiy Within Groups 701.400 398 1.762
Total 750.298 399
e oa e A Between Groups 0.104 1 0.104 0.067 0.795
mMIsslusanALE AT
Within Groups 614.606 398 1.544
I8N
Total 614.710 399

ANATNTIG Q:Lﬁu"l,@i”dﬂﬁmwﬁLLﬂsﬁﬁmmmuﬂiﬂimmmmuuumﬁﬂqmmw
U3NN3721I19NaN-Between Groups wufvmwalng aSeufsuindanuudsdnusas
ﬂ:LLuuLaﬁmqmmwu’%mimﬂluﬂéjwﬁmﬁu-wnhin Groups ¥inl#dn Significant #1n31 0.05 g
vnTilsiamsndfiasanadgini 3 47 wqanswmﬂﬂﬁbué‘lﬁu‘%mmaagnﬁ")ﬁﬂﬁia

amn1nuIn1s lagdudsndipdagniaia ludawaaqmmwu?mw‘ﬁumaﬁﬂ (TQOS)

leun daudsdesfsanun1Idayyimui@ (Good Signal) UazAMAINUINITAIUNTIANTT

e}

6 A a

(AQOS) ldun @T’aLLﬂiziasJLﬁmnvugjmwsmim@iavl@i”i'mﬁa (Ccenter)
NMIMARBUANNAZ NN 4 ANUFNRUTIzATINIWTUluaaanLg MWLM
° o A A v o & ' ) =
FMSURNNAZINA 4 (H4) LTun1snagauaIuFNARTIzHININITuD 9T wlud
AMNANAuTADgUAIwLInT nield lavldviiniimasevulasldnisdiuaim Pearson's

. @ @ o et a a v o gd o v ° A o
Correlation LLaziz@]‘]J‘l«LEJﬁ']ﬂmjllE]\‘iﬁuﬂitﬁﬂﬁﬁ%ﬁww%ﬁ‘ﬂﬂﬁ%’smvtﬂ (MAUAN 95%) AIATINI

$ a a n‘ a a 3 1 s o a
A13191 10: audszdndan mlwuﬁﬁzmwmimwﬂu@lm@muqmmwmmi

&9
. daany | anus | riaued [ w1sen nsesly
Pearson Correlation .

fsganm | ddwnnm | aulagll 289 289 289 maudly | guduims| Fanify
e e | desdetn [Bwaedida| winew | wilnew |Teseasou| Gedednn |duasaam
et 21 -0.029 0.001 -0.011 0.005 0.057 0.016 098 0.017
uWaInaALIING 0.065 0.019 0 0.014 0.018 -0.037 0.045 -0.052 0.012
MIRILFINNTIUEY 0.047 0.043 0.033 0.049 -0.068 0.001 0.03 0.036 0.027

*. Correlation is significant at the 0.05 level (2-tailed).

**. Correlation is significant at the 0.01 level (2-tailed).
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Mnatdungudindsnsudsduluaaialdiun :1a19n (Cheap) uiainaTan
dusniana (Package) WATNIIRILEINNITVIY (Promotion) Forfaf1uamnnen Pearson's
Correlation  3z#3n9eaulshs 3 A ABAINLINIEUINARa (TQOS) (laun aaudsnsd
sy miia milsyanmhie miteanusulaslidessidn wazanuisivasduaasifia) uas
AMNWUIN I UDTAITIANT (AQOS) (lauA NARAAVBINININY UITONVBINUNIY AT
uwiledaseaiou guduinidadadnes nmdsluleniiuiduaisna) wod waukoddyves
sulsAnanaunusndwiasledin ﬁ@j@ﬁLLﬂiﬁﬁi:@”ﬂﬁ'ﬂéﬂﬂ“@maaﬁﬁ (95%) a4 laun s1an
Qmm:miﬁé%yzywmﬁﬁ wazTANNAL guduinisdadadie Afanusunuslulufenadoiu

2] o ] a a ' ' ] o = o o & o o
‘Ii\‘i'Y]']SLWVZNH'I&I'I53’)1’)’]!375&7&&@5'7%7) 4 N3 ﬂ??llﬂdﬂ%?%ﬁﬂ?ﬂ NAIINFNNWONLUIEAL

ABAINUINIT

miﬂmaauauuagﬂuﬁ 5: mmé’uw”ufimhaﬁﬂuﬂaﬂuadpﬂ%ﬂ’%mﬂﬁmﬂ“’m%zmimlumi
ALiugINg ﬁ'uqmmwu’%mi

FmsuaundzIui 5 (H5) dumInesauanudunusiznisauadvasdliuinng
LﬁlEJ’Jﬂv'Uil%ﬂﬁiiuluﬂ’]iﬁ’nﬁugiﬁﬁ]‘fu finadaqguninuinis niald lasldvinanaseulasly

@ a A% o o A o o
N361wI 0k Pearson’s Correlation Waz3saUB&IAYUaIaNlIzBNTanauWniNd w0 ba
(FAUaN 95%) AIa1319

H a a ﬂg ot a ' a o a a Rt =
A139N 11: auﬂizamavxf«mwuﬁ‘szmwwiﬂﬁﬁﬂumimLuugiﬂaﬂuqmmwusms

9
) daawn | anwudy | neued | w1sen msasly
Pearson Correlation .

Ssynno | Ssyano | aulagla 289 289 289 maudly | guduinig | Fonifiu
i v dosdatn |Bwaafidal winow | winow |Taseasuu| fadeds [Fuasenm
fusnamingaeld -0.047 -0.042 -0.06 0.029 -0.001 0.028 0.077 -0.082 0.016
laflenusmsuauurs -0.072 0.03 0.041 -0.015 0.007 -0.066 0.035 -0.095 -0.06
fa3upswgania -0.01 0.052 0.039 -0.003 -0.009 -0.045 -0.057 0.021 306"

**_ Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).
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o a - . {4 A . ) e & o
mimmuqinagpmﬁmﬁu Flaf1uIMnNA1 Pearson’s Correlation 321%319603w1519 3 AU
nEUAILLIgAMNLTNITWNATA (TQOS) UAZABMINLIMIFIHLIWITIANT (AQOS) WU
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sraupfmaaasslAnTanaunui nd i nlans dandindssauisdannieada laun
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