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ABSTRACT

This research was aimed at exploring the relationship among service quality, enterprise image and customer satisfaction in

multi-level marketing industry. The scale of service quality is measured by adapting SERVQUAL scale, which is designed by

Parasuraman, Zeithaml & Berry（1988）. Enterprise image scale is studied by Walters（1978）& Keller（2000）. Customer

satisfaction is measured by self appraisal. There are 201 samples in this research. The study find that service quality affects enterprise

image and customer satisfaction; enterprise image affects customer satisfaction and service quality also affects customer satisfaction

via enterprise image. All of these relationships are significant and positive. Thus, the study recommend that the multi-level marketing

industry must raise service quality and enterprise image to improve their customer satisfaction. This will ensure consumer loyalty.
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