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The objectives of this survey study aimed to compare: 1) the consumer
perceived service quality, 2) the consumer based service loyalty and 3) the relationships
between service quality and service loyalty of service businesses. Four service
categories were used: 1) Fast food restaurant was chosen as the representative of the
tangible action directed at people’s bodies, 2) Shopping mall was chosen as the
representative of the tangible action directed at physical possessions, 3) Movie theater
was chosen as the representative of the intangible action directed at people’s minds
and, 4) Bank was chosen as the representative of the intangible action directed at
intangible assets. Questionnaires were used to collect data from 400 men and women

aged 20-45 years old living in Bangkok.

The findings illustrated that 1) perceived service quality of the tangible action
directed at physical posses:s;ions was significantly different from the intangible action
directed at people’s minds and the intangible action directed at intangible assets,

2) the service loyalty of the intangible action directed at people’s minds was

significantly different from the tangibie action directed at people’s bodies, the tangible
action directed at physical possessions and the intangible action directed at intangible
assets 3) perceived service quality and service loyalty were significantly and positively

correlated in all service categories



