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Abstract

The objectives of this survey research were to 1) study personal characteristic factors in
terms of gender, age, occupation, education level and monthly income affecting customer
loyalty to use a mobile phone network service, and 2) study the relationship between service
marketing mix factors and customer loyalty to use a mobile phone network service. A sample of
450 customers using the monthly payment mobile phone network service of Advanced Info
Service PLC. was studied. Questionnaires were used for data collection. Descriptive statistics and
inferential statistics consisting of Independent samples t-test, One-way ANOVA and Pearson
correlation coefficient were employed for hypotheses testing. The results indicated that
different personal characteristic factors in terms of gender, age, occupation, education level and
monthly income did not have an effect on overall customer loyalty. However, there was only
monthly income that had an effect on customer’s affective loyalty. In addition, service
marketing mix factors in terms of physical evidence; service process; promotion and price had a

highly positive relationship with customer loyalty to use a mobile phone network service.
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S e (_ = .030) (-F =.386) (,F = .123)
. v 384 (Sig. = .993) 378 (Sig. = .763) 376 (Sig. =.947) 54
UIYNLanNYU
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) 3.83 373 3.74 376
ANVY
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wiotnelnsAnsidouiilaonmgin Seanudisu leua fundnnul = 0.558) wasdutosmenmsdn
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