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Abstract The objectives of this study identify the factors that affect the quality of MTS services, to determine
the effects of these service quality factors on customer's satisfaction and customer's loyalty. The results are as
follows: First, The Four factors, i.e., tangibles, reliability, responsiveness, and assurance, represent statistically
marginal significance in explaining the relationship between MTS service quality factors and customer's
satisfaction. Second, The Five factors, i.e., rapidness, tangibles, responsiveness, empathy, and assurance represent
statistically marginal significance in explaining the relationship between MTS service quality factors and
customer's loyalty. Third, There are some differences in assurance/period of utilization, empathy/period of
utilization in using MTS services according to social statistics. This article provides the paradigm of new
convergence on IT and finance.
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(Table 3) Factor Analysis and Reliability Analysis

214 3541% LR o, o5 67 29159 A
HH] &2 60.571%, 67.335%, 72.448%, 55.145%, 64.829%
2 0816%2190th, S5 2ol 7} 2lol ojg 41914
slatel  EFEANYH  shbel

tlo

cronbach’s a& ©]-&3}%)
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S YERIY AR Y
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= 0.79°114] 0.

M)z 54 67] 2]l
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A kel AE S AFe) Ad Ay ASE 37

factors questionnaires factpr eigenvalue % accumulate Cronbach’s a
loading
Q 213 392
rapidness g ;i; ggi 3.029 60.571 815
Q211 197
Q222 874
Q221 .850
tangibles Q 223 338 3.367 67.335 8718
Q 224 793
Q 225 741
Q 232 .390
Q 233 388
reliability Q 231 348 3622 72.448 904
Q 235 344
. Q 234 781
. Q 242 78
aueity Q 243 770
responsiveness Q 245 156 2,157 55.145 196
Q241 731
Q 244 670
Q 254 327
Q 252 826
empathy Q 255 819 3.241 64.829 864
Q 253 184
Q 251 768
Q 241 .380
Q 24.3 .869
assurance Q 242 .861 3541 70.816 896
Q 244 .801
Q 245 794
Q31 877
Q 35 876
customer’s satisfaction Q 34 844 3478 69.563 .890
Q 33 306
Q 32 761
Q44 .399
Q43 .398
customer’s loyalty Q 4.1 892 3.711 74.213 902
Q42 389
Q 45 714
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(Table 5) Regression Analysis for Customer's
Satisfaction
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(Table 7) Analysis on the Differences in
Service Quality and Demographic
Characteristics

Group N Mean F p
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