AuNNUIMshlideauiawelauazauesninfvaTuLINIg

annsaleaumindazauasvsiil

U193 gnodm
LRINYIFYNITINNTHALLNA LU AT DALATUY

[ 1

Unanegs

'
IS v a =

ngUszasnidaiiednwinuninuinisiidnenuianelawas

[

U8

v “ ¥

AINNAITNANFAVBITUUTNITANNIUDDUNTNEATAUATIVEIT HITUNUVOLAIINNGUFIDY

9119U 400 AULAZIINAUNNUATILVNANILATRILATITNINNDENYIAM HAITUNUIT AMAIN

USNIT AUNINDLD kAaTAIINAISNANATANUFUNUSLTIUINAUANUNINDLIUDIAUITN

]
aaa

anNIUeRNNINEAIAUATIYENT Nszautld1Agyvneaini 0.05 dseauauduius Al Ay
Wanelasgluszauiiunans R i (633) arduusednsvesnisneinsaildnananenns

WeyINIad (Adj R 2) mAu (0.401) (Beta .519)
ANEARY AMNINUINIT ANUANETR uazAIINRITNANG

The Affecting of Service Quality on Customers’ Satisfaction and Loyalty, Ubon

Ratchathani Teacher Savings Cooperative

Pariwat Uttasing

The Eastern University of Management and Technology

Abstract
The objective of this research is to study the affecting of service quality on
customers’ satisfaction and loyalty, Ubon Ratchathani teacher savings cooperative. The
researcher collected 400 respondents of the sample and analyzed the data by multi
regression analysis. The research results present that service quality and customers’
satisfaction and loyalty of Ubon Ratchathani teacher savings cooperative, related

significantly at R = .633 (Adj R? = 0.401) (Beta .519)
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