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Abstract

Research on customer experience that affects the loyalty of goods and services in
telecommunication business. The purpose of the research is as follows: 1) to study the
factors affecting customer experience management, which affects the loyalty of goods and
services in telecommunication business and 2) to set up customer experience management
practices that affect the loyalty of goods and services in telecommunication business.
Research-based tools are questionnaires to determine the primary information, as well as
the personal opinion of the research audience, consisting of 400 small enterprises. Analyzing
multiple variables of a regression type and analyzes the management of customer
experiences that affect the loyalty of goods and services in telecommunication business
using the tools. An in-depth interview by 15 experts, and established customer experience
management that affects the loyalty of goods and services in the telecommunication
business. Research results Discover how Customer experience management includes service
staff and price aspects that affect the fidelity of goods and services in telecommunication
business. It is statistically significant at a level 0.05 and set up a customer experience
management approach that affects the loyalty of goods and services in telecommunication
business. There are 3 guidelines: 1) Employee Operations 2) cooperate with customers and

3) innovative capabilities.
Keywords Customer Experience Management, The loyalty of its, Telecommunications
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et al, 1990; Bitner et al,, 1994; Bowen & Schneider, 1985; Darden & Babin, 1994; Gronroos, 1983;
Zeithaml et al,, 1985; Zeithaml et al, 1993) uazdsaenadeaiudoAunulubssnuduiussening
Usgansnm miﬂﬁﬂ’amu%awﬁmmﬁ Lﬁ@%ﬂﬂ@ﬁ]ﬁ’l%ﬂ’iiﬂﬂ’ﬁU%ﬂ’ﬁ (Cheung & Law, 1998; Haynes &
Fryer, 2000; Maxwell & Lyle, 2002; Worsfold, 1999) ‘1'7idawaﬁialﬂé’ammﬁqwaiwmgﬂffﬁ wazidolesly
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gsRalnsALuAL uignAsinazAdsdsrnududives Guiidessesnluainnniy iflamduaian
wogiiiedlaannnisldusnisvesgsnalnsauuiay FedonAaoIUNUATEe Leavitt (1954), Monroe
and Krishnan (1985), Rao and Monroe (1989), Tull et al,, (1964) wuirsianianudusiusigeuan
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