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ABSTRACT
Nowadays the economic is growing very fast and the vehicle industry is the
number one of industry in Thailand. The number of purchasing car in Thailand is
increase very fast and this year the government have policy that support for citizen who
want to buy a new car for first time. The problem is when the customer bought the car
already, which strategy that can make the customer come back to use the aftersales
service because nowadays have many competitors such as aftersales service for other
brand, garage etc., because Arthur D. Little (2008) and Prof.dr. H.G. Schmidt (2011)
founded the after-sales service cam make more profit in many businesses. The issue is
how to get the customer come back to aftersales service and increase the number of
customer loyalty. The purpose of this study is to identify the effect of commitment, trust,
competence, communication, conflict handling on relationship quality, customer
satisfaction and customer loyalty.
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Structural Equation Model (SEM) statistics technique was used to find out the
answer of the objectives in this study. 433 customers answered the questionnaires. The
goodness of fit statistics revealed the fit of the model. The chi-square value was 1.94
with the degree of freedom (p=0.3785). Goodness of Fit Index (GFI) was equal to 0.99,
Adjusted Goodness of Fit Index (AGFI) was equal to 0.98 and Root Mean Square
Residual (RMR) was 0.0016 which support to this model.
The result of SEM analysis demonstrates that the customer loyalty have 2 main
variable that have effect to; customer satisfaction and relation quality. The result found
customer satisfaction have positive effect to customer loyalty at 0.67 and relationship
quality have positive effect to customer loyalty at 0.33. The variable that measure the
customer satisfaction have competence, communication and conflict handling. This
research founded competence have positive effect to customer satisfaction at 0.47,
communication have positive effect to customer satisfaction at 0.24 and conflict
handling have positive effect to customer satisfaction at 0.20. Relationship quality have
2 variables to measure are commitment and trust. This research founded that
commitment have positive effect to relationship quality at 0.57 and trust have positive
effect to relationship quality at 0.39.
The implication of this study exposes that the effect that have the higher weight
to customer loyalty and how to increase the number of customer loyalty. They should
concentrate on the staff that comes to serve the customer first. Refer the result they
should know what the customer need when they come the aftersales service and the
customer satisfaction is the most important to customer loyalty, if they need to increase
the satisfy of customer they should be focus on competence of staff and following with
good communication and conflict handling skill. The training become the most important
that aftersales service cannot be neglect.
v

หัวข้อวิจยั :

ผลของปจั จัย พันธสัญญา ความเชื่อใจ ความสามารถ การสื่อ สาร การ
จัดการความขัดแย้ง ที่มตี ่อ ความพึงพอใจ คุณภาพความสัม พันธ์ และ
ความจงรักภักดีของลูกค้า

โดย:

นาย ภูรธิ ชั เสนาสุ

ปริญญา:

บริหารธุรกิจมหาบัณฑิต

สาขาวิชา:

ธุรกิจระหว่ างประเทศ

อาจารย์ที่ปรึกษา:

ดร.ภูษติ วงศ์หล่อสายชล

ปี การศึกษา

2555

บทคัดย่ อ
ณ ปจั จุบัน เศรษฐกิจของประเทศไทยมีความเจริญ เติบ โตและก้ า วหน้ า ขึ้ นจากช่ ว งปี
ก่ อนๆมาก อุตสาหกรรมยานยนตร์เป็ นอุตสาหกรรมอันดับ 1 ที่มกี ารเจริญเติบโตมากที่สุ ด และมี
ผลต่อการเจริญเติบโตทางเศรษฐกิจของประเทศด้วย เนื่องด้วยจากที่ ร ัฐบาลมีนโยบายคืนเงิน
ภาษีรถคันแรกแก่ ประชาชนทาให้ประชาชนที่ยังไม่มปี ระวัตกิ ารซือ้ และคลอบครองรถให้ ค วาม
สนใจกับนโยบายนี้มาก รวมถึงช่ วงที่การจัดงานมหกรรมรถยนต์ในประเทศไทยก็ ม ีผ ลช่ ว ยใน
เรื่องการตัดสินใจของลูกค้าด้วย ธุรกิจยานยนตร์นอกจากซื้อ ขายรถยนต์ แ ล้ว การบริก ารหลัง
การขายก็มสี ่วนสาคัญต่อลูกค้าด้วยเช่ นกัน ซึง่ ตัวแทนจาหน่ ายของบริษ ัท ค่ า ยรถยนต์ต่ า งเน้ น
กาไรจากการบริหารแต่การซือ้ ขายไมได้เป็ นการสิน้ สุดธุรกิจนี้ แต่ เ ป็ นเพีย งการเริ่ม ต้นเท่ า นั ้น
เพราะลูกค้า ทุ ก ท่ า นต้อ งนารถเข้ า ตรวจเช็ ค สภาพรถยนต์ และแก้ ไขบ ารุ ง รั ก ษาสภาพรถ
ตลอดเวลา แต่เนื่องด้วยปจั จุบันตัวแทนจาหน่ ายของค่ายรถยนต์เปิ ดบริการเป็ นจานวนมาก ซึ่ง
รวมถึงบริษทั ที่ดูแลเกี่ยวกับสภาพรถหลังการขาย การเช็คระยะทัว่ ไปก็มจี านวนมากด้วยเช่ นกั น
ทาให้ตวั เลือกของลูกค้าเองก็มมี ากขึ้นตามไปด้วย ฉะนัน้ ความจงรักภักดีของลู ก ค้า มีส่ วนส าคัญ
ต่อธุรกิจการบริการหลังการขายเพราะเนื่องจากจานวนของศู นย์ บ ริก ารที่ เ ปิ ด บริก ารค่ อ นข้ า ง
vi

เยอะ จุดประสงค์ของงานวิจยั นี้เพื่อหาผลกระทบที่ ม ีผ ลต่ อ ความจงรัก ภัก ดีข องลู ก ค้า รวมถึง
ความพึงพอใจของลูกค้าและความสัมพันธ์ระหว่ างลูกค้าและศู นย์บริการ
เทคนิคทางด้านสถิตโิ ดยแบบจาลองสมการโครงสร้างได้ถูกนามาใช้ในในการหาคาตอบ
ของจุดประสงค์ของการศึกษาครัง้ นี้ คาตอบของแบบสอบถามจานวน 433 ชุ ดได้ถูกนามา
วิเคราะห์ ผลลัพธ์ทางด้านสถิตไิ ด้แสดงถึงความความเข้ากันดีของแบบจาลอง ค่า chi-square
เท่ ากับ 1.94 ที่ degree of freedom เท่ ากับ 2 (p=0.3785) ค่าสถิต ิ Goodness of Fit Index
(GFI) เท่ ากับ 0.99 และค่าสถิต ิ Adjusted Goodness of Fit Index (AGFI) เท่ ากับ 0.98 ซึง่
สนับสนุ นว่ าแบบจาลองเข้ากันได้ดใี นระดับที่ยอมรับได้

ขณะที่ตวั วัดทางด้านความผิดพลาด

Root Mean Square Residual (RMR) คือ 0.0016 เข้าหาศู นย์จงึ มีระดับที่ต่ ามาก ซึง่ มีความ
น่ าเชื่อถือมากขึ้น
ผลวิเคราะห์ทางด้านการวิเคราะห์แบบจาลองโครงสร้างแสดงให้เห็นถึงความพึงพอใจ
ของลูกค้ามีผลกระทบอย่ างมีนัยสาคัญในเชิงบวกต่อความจงรักภักดีของลูกค้า (β = 0.67; p =
0.001)

และความสัมพันธ์ที่ดรี ะหว่ างศู นย์บริการมีผลกระทบเชิงบวกต่อความจงรักภักดีของ

ลูกค้า (β = 0.33; p = 0.001) นอกจากนี้ผลการวิจยั ชี้ว่า ทักษะความสามารถมีผลกระทบอย่ าง
มีนัยสาคัญในเชิงบวกต่อความพึงพอใจของลูกค้า (β = 0.47; p = 0.001) การติดต่อสื่อสารที่ด ี
จะมีผลกระทบในเชิงบวกต่อความพึงพอใจของลูกค้า (β = 0.24; p = 0.001) และ การรับมือต่อ
ความขัดแย้งจะมีผลกระทบในเชิงบวกต่อความพึงพอใจของลูกค้า (β = 0.20; p = 0.001)
นอกจากความพึงพอใจของลูกค้าแล้ว ในส่วนของความสัมพันธ์ที่ดรี ะหว่ างลูกค้าและศู นย์บริการ
ผลการวิจยั พบว่ า

พันธสัญญาของศู นย์บริการมีนัยสาคัญในเชิงบวกต่อความสัมพันธ์ระหว่ าง
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ลูกค้าและศู นย์บริการ (β = 0.57; p = 0.001) ความเชื่อใจมีผลกระทบในเชิงบวกต่อ
ความสัมพันธ์ระหว่ างลูกค้าและศู นย์บริการ (β = 0.39; p = 0.001) ถ้าหากวิเคราะห์ใน
รายละเอียดแล้วจะเห็นได้ว่า
ที่สุดต่อความจงรักภักดีของลูกค้า

ความสาคัญในส่วนของความพึงพอใจของลูกค้าจะมีส่วนสาคัญ
และทักษะความสามารถจะมีผลต่อความพึงพอใจของลูกค้า

มากที่สุด
การศึกษานี้ได้เสนอข้อแนะนาต่อศู นย์บริการหลังการขายเพื่อที่จะสามารถใช้ ป ระโยชน์
ในส่วนของการเพิม่ ความพึงพอใจของลูกค้า รวมถึงโอกาสที่จะเพิ่ม ปริม าณความจงรัก ภัก ดีข ง
ลูกค้าที่มตี ่อศู นย์บริการหลังการขายนัน้ ๆด้วย ศู นย์บริการหลังการขายสามารถพิจารณาถึง การ
เพิม่ ประสิทธิภาพการบริการของศู นย์บริการนัน้ ๆเพื่อที่จะทาให้ความพึง พอใจของลู ก ค้า มีม าก
ที่สุด ในส่วนของทักษะความสามารถ ความเชื่อใจ การสื่อสาร ทุ ก สิ่ง มีผ ลกระทบต่ อ ความรู ้ส ึก
ของลูกค้าที่เข้ามาใช้บริการที่ศูนย์บริการหลังการขายทัง้ หมด ซึง่ ทางศู นย์ บ ริก ารหลัง การขาย
เองต้องศึกษาและปรับปรุง การบริการให้ดที ี่สุดสาหรับลูกค้าต่อไป
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CHAPTER 1
INTRODUCTION
1.1 Introduction
Nowadays the economics of Thailand is change rapidly. Thailand is a newly
industrialized country and the exports are the main factors. The export value accounted for 33%
of the gross domestic product (GDP). Thailand becomes one of the fastest growing economies
in Asia and a country's economic growth in Southeast Asia. Thailand's recent growth rate of
GDP was 8.0% in 2553 to be higher than the figure of the previous time (Office of the national
economic and social development board). Thailand's GDP was 9.5 trillion or 584,000 million
dollars in the U.S. In 4/2554 GDP of Thailand decease 9% from 3/2554 grows up 3.7%
because in last year Thailand got flooding in quarter 4/2554. In the situation of the 2555, the
Industrial exports is increase 9.3% from 4/2554 and the overall industrial The Fiscal Policy
Office (FPO) is a department under the Ministry of Finance forecast in 2555 increase 5.5%.
The economics can separates in 2 types 1.Import and 2.Export. Export industry is the
most important to the economics of country. For the number one of export industry is
automotive industry (http://www2.ops3.moc.go.th/

2

Table 1.1 Top five industries of Thailand
Rank
1
2
3
4
5

List
Vehicles, equipment and components.
Computer. Equipment and components.
Gems and jewelry.
Rubber and plastic products.
Chemical

Value(Million Baht)
258,064.2
245,774.0
141,597.8
108,461.0
108,011.2

Source: http://www.ops3.moc.go.th/infor/db_sql/gp_web_export1.asp

The last 2 years, the automotive industries become the important industry in Thailand.
In 2547 Thailand has joined the Association of Southeast Asian Nations (ASEAN) and Thailand
becomes the center of automotive industry in South East Asia.
The automotive industry have increase very fast because the number of purchased
cars. Jim Gorzelany (2012) founded five reasons that have effect to decision of customer;
improve product, competitive pricing, low interest rates, high trade -in values, generous leasing
deals but another research David Letterman (2010) founded more quantifiable reasons why
people buy a new car as table 1.2;
Table 1.2 Top 5 reasons to consider buying a new car
Number
1
2
3
4
5

Reason to consider buying a new car
Old car had high mileage
Tired of the old car, wanted something new
Old car was always in for repairs
Wanted a car with better gas mileage
Old car just died

Percentage
35.2%
22.0%
20.4%
19.2%
17.6%

3

Source: BIGresearch The sum of % totals may be greater than 100% because respondents could select more than one
answer.

The automotive industries in Thailand have many brands such as Toyota, Honda,
Mazda, Isuzu, Ford, Nissan etc. Every brand want to be the number one of the market, they
always have the promotion and purchase a new product to the customer. In every year always
have the event that show the cars and new product; 1.Motor Show (On April) 2.Motor Expo (On
December). During the event the number of customers booking the cars;
Table 1.3 Number of customers booking cars in Motor Show 2012(28/03/12 – 08/04/12)
Number
1
2
3
4
5
6
Total

Brands
Toyota
Honda
Mitsubishi
Nissan
Isuzu
Mazda

Number of booking cars (%)
10,694
7,539
6,341
5,479
4,867
4,117
54,000

Source: http://www.thailandexhibition.com/News/4463

The number of customer who bought cars in Thailand is increase 25.8%. The table
below is show the number of each brands and percentage increase from las t year.
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Table 1.4 the number of customer who purchased car in January of each year

Toyota
Honda
Mazda
Total

2012
Numbers
36117
332
3812
76246

2011
%change
25.8%
-96%
21.1%
10.3%

Numbers
26777
9772
3008
68398

%change
24.3%
21.2%
35.6%
27.5%

1/2010
Numbers
20268
7701
1937
49560

Source;
http://www.toyota.co.th/th/sale_volum.asp?type_id=0&from_month=1&from_year=2010&to_mont h=1&to_year=2011&x=41&y=17

Actually sale isn’t the end of process, it just start the after -sales service process.
Nowadays the after-sales services are acknowledged as a relevant source of revenue, profit
and competitive advantage in most service industries (Paolo Gaiardelli, Nicola Saccani,
Lucrezia Songini, 2007). Arthur D. Little (2008) founded the after -sales service cam make more
profit in many businesses.
The after-sales services become the very important part because the customers need to
come back to maintenance and continuous the warranty because every brand has the policy,
the customers must to come back and check in every period (10000 K.M. or 6 months) in 3 or
4 years. If see from the number of table 1.4 the number of customers in 3 years are 19 4204,
this is the way that you can be intimate with customer and can make more profitable in long term period.
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The numbers of competitors are the most important because nowadays every brand
concern to develop and improves the service and want to increase the customers too. The
numbers of Service Company in Thailand are 1390 dealers.

Table 1.5 the number of after-sales service in Thailand (On February 2012)
Brands
Toyota
Honda
Mazda
Isuzu
Nissan
Mitsubishi
Ford
Proton
Suzuki
Total

Numbers
336
157
132
255
171
158
107
40
34
1,390

According to the number, many of the new customer will come back to maintain at
after-sales service but some customers don’t come back to the services because the cars are
out of warranty and they have many other after-sales services to choose.
The problem is how to keep the customer come back to after -sales services. Actually
the policy of each brand must include that letting customers come back to continue the
warranty. Only the warranty is not guaranty to get the customer come back to the after -sales
service. Customer loyalty is become very important because customer always comes back to
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repurchase and use the after-sales service of company and customer loyalty is very important
to every company.
Many researches founded that customer satisfaction, service quality, profitable have
effect to customer loyalty (Grönroos, 1978; Grönroos, 1980; Grönroos, 1982; Parasuraman et
al., 1985; Reichheld and Sasser, 1990; Sewell and Brown, 1990; Jones and Sasser, 1995;
Anderson and Mittal, 2000).
Service quality is the most variable that have many research studied, service quality
can go through the customer satisfaction and customer loyalty (Osman M. Karatepe, 2010 ; Lo
Liang Khenget al., 2010; Mohsin Zafar et al., 2012; Yu-Te Tu et al., 2011)

Customer Loyalty
Service quality
Customer Satisfaction
Figure 1.1 Relationship of Service Quality, Customer Loyalty and Customer Satisfaction
Many research studied about the other variable that have effected to the customer
satisfaction and customer loyalty; Shahram Gilaninia et al., (2011) founded trust (Khansa
Zaman et al., 2012), conflict, connection, commitment effected to customer satisfaction and
customer loyalty. Prasad et al., (2010); Rakshit and Ketema (2010) founded trust, commitment,
conflict handling, communication effected to relationship quality and customer loyalty. Nelson
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Oly Ndubisi et al., (2009) founded competence, communication and conflict handling affected to
customer satisfaction.
So this study deals with trust, commitment, conflict handling, competence,
communication dimensions (relational marketing) through impacts of customers’ satisfaction
upon extent of their loyalty in aftersales service and main issue is as the following:
Does relational marketing have any impact upon the extent of aftersales service
customers’ loyalty through satisfaction?

1.2 Problem Statement
Nowadays the automotive industry that growing very fast and the number of customer
who bought the cars increase too. For this year, the government have first new own car policy
that support the customer who want to buy a first car.
The aftersales will be important to the customers when they bought the car already
because the customer needs to check and maintenance their car at aftersales service.
According to Arthur D. Little (2008) and Schmidt (2011) founded that the after-sales service
cam make more profit in many businesses. The problem is how to bring the customer come
back to the aftersales service.
Nowadays the after-sales service is the large competition, every company fight over to
get the customer. So customer loyalty is become the important to ev ery company. Customer
loyalty is the subject that studied in a long time and it’s very important to the company. The
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reasons that have effect to the customer loyalty must depend on the type of company. In the
after-sales service, must let the customer satisfaction in service first but the question is how to
do.
Many researches founded the service quality is very important effect to the customer
satisfaction and customer loyalty. This research investigates another variable (relationship
quality, trust, commitment, competence, commitment and conflict handling) that have effect to
customer satisfaction and customer loyalty in after sales service.

1.3 Research Objectives
1. To study the effect of commitment and trust on relationship quality.
2. To study the effect of competence, communication, conflict handling on customer
satisfaction.
3. To study the effect of relationship quality, customer satisfaction on customer loyalty.
4.
1.4 Research Question
1. How the commitment, trust dimensions effect to relationship quality?
2. How the competence, communication, conflict handling dimensions have any effect to
customer satisfaction?
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3. How the relationship quality, customer satisfaction dimensions have any effect to
customer loyalty?

1.5 Scope of the Study
This research endeavors to study the loyalty of customer who come to use aftersales
service. To overcome the area of this research, this study scope on aftersales service located
in the capital city of Thailand, Bangkok province. The participants of this study are the
customers who come to use the aftersales service in Bangkok.
1.6 Expected Benefit
The data that find from the questionnaire, can be adapt to find the best solution that
suitable to the aftersales service company.
1. The after sales service can increase the number of customers come back to use the
aftersales service.
2. Increase the number of customer loyalty on that brand and aftersales service.
3. Increase the satisfaction of customer when they come to use the aftersales service.
4. Improve the relationship between customer and aftersales service.
5. Improve the performance of employee to understanding what the customer expectation
when they come to aftersales service and know how to serve the good service to
customer more than customer expectation.
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1.7 Operation Definition
Customer Loyalty
Customer behavior that always come back to use service at the same aftersales
service, recommended to family and friends.
Customer Satisfaction
Customer satisfaction is a feeling of customer, relationship between company and
customer that compare with expectations and perception.
Relationship Quality
Relationship quality is a relationship between customer and company that company
understands what customer objective.
Trust
Trust is confidence that customer belief with the company that company treat
customer like fairly and justly.
Commitment
Commitment is the relationship and agreement to activities, especially at a certain
time in the future under certain situation.
Competence
Competence is a knowledge, skill and attitude of employee that customer can
confidence in employee’s performance and keeps the promise with customer.
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Communication
Communication is the way to communicate information between customer and
company, a good communication can make customer satisfy in the service.
Conflict Handling
Conflict handling is a capability of employee that can solve and avoid when the
customer conflict with the company.
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CHAPTER 2
LITERATURE REVIEW
2.1 Overviews
In this chapter, after a brief of background, the issues of how to get the customer loyalty
and what reasons that have effect to customer loyalty. Finally this chapter will explain the
meaning of variables. First will review about the customer loyalty, customer satisfaction and
relationship quality following the commitment, trust, competence, communication, conflict
handling.
2.2 The Theory of Planned Behavior
According to Icek Ajzen (1985) founded The Theory of Planned Behavior (TPB) in his
article “From intentions to actions: A Theory of Planned Behavior”. TPB was developed from
the Theory of Reasoned Action (TRA) that defined by Martin Fishbein and Icek Ajzen (1975).
Icezek Ajzen is a Professor of Psychology at University of Massachusetts and hold in
head division of personality and social psychology at University of Massachusetts at Amherst
(1971-2001).
Ajzen (1975) founded TRA, in 1985 he founded TPB by adding the perceived
behavioral control because he determined that TRA has difficulty to explain behaviors in which

13

a person not control over it. The TPB assumption three conceptually independent determinates
of intention. At first, attitude toward behavior refers to the degree, which people have favorable
or unfavorable evaluation of the behavior. Second predictor is a social factor term to subjective
norm if refers to the perceived social pressure to perform or not in the behavior. The Third,
novel antecedent of intention, was not in TRA. The more of favorable attitude and subjective
norm and the greater the perceived behavioral control, the stronger should be an individual’s
behavior intention to perform under consideration.
Accordint to Ajzen (1991) showed the TPB, a useful conceptual framework for related to
the complexities of human social behavior.

Figure 2.1 Theory of Planned Behavior Path
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While the Theory of Planned Behavior have been studied and developed by Ajzen since 1985,
the theory was applied in many recent studies by other researchers.
2.3 Customer loyalty
According to Oliver (1996) defines customer loyalty as a deeply held commitment to
rebuy or repurchase a preferred product or service consistently in the future, despite situational
influences and marketing efforts having the potential to cause switching behavior.
Customer loyalty is a behavior of customer who continuous purchase and
recommendation to other customer. Jones and Sasser (1995); Zeithaml (1996) defined the
customer loyalty is a behavioral intention of customer. Gremler and Brown (1996) defined
customer loyalty is a customer exhibits repeat purchasing behavior. Oliver (1996) defined the
customer loyalty will buy the same brand product under the benefit offers of competitors and
deeply held commitment to repurchase a preferred product or service in the future . Gronroos
(1995) founded the main of customer relationship marketing is “to ge t and keep customers”.
Relationship marketing as all marketing activities directed towards building customer loyalty
(keep and win customers) by providing value to all the parties involved in the relational
exchanges”.
Many researchers founded the important of the customer loyalty, can be improve to
number of customer in the market and can make more profit to the company. Reichheld and
Sasser (1990) defined that customer loyalty is important to maintaining and increasing sales.
Muller (1998) defined customer loyalty can help the company to maintain and develop in the
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market share. Customer loyalty can link the success and the profit to the company (Eakuru and
Mat, 2008).
The customer loyalty can be separate in to many types such as; Gronholdt et al. (2000)
founded the customer loyalty can composed to 4 points as the table below;
Table 2.1 Definitions of Customer Loyalty (Gronholdt et al., 2000)
1
2
3
4

Customer who always repurchase intention
Customer who tolerance to prices
Customer who willing to recommend of company
Customer who willing to conduct cross purchase.

Jill Griffin (2002) founded customer loyalty can classified in 4 types as;
1. Premium Loyalty - The most leverage-able of the four types, win through when a high
level of attachment and repeat patronage exist. This is the preferred type of loyalty for all
customers of any business.
2. Latent Loyalty - A high relative attitude combined with low repeat purchase signifies
latent loyalty. If a customer has latent loyalty, means the customer will be repurchase the
product but not appropriate for them. It’s not mean they not satisfaction but not suitable or n ot
convenient with them.
3. Inertia Loyalty - A low level of attachment attached with high repeat purchase
produces inertia loyalty. This customer purchase out of habit but this type not guaranty the

16

customers have satisfaction or not, some customers come to repurchase cause they always
used it or it’s convenient for them
4. No Loyalty - This type of customers does not repurchase products or services and
don’t want to have the connection with the company.
Many variables have affected to customer loyalty such as customer satisfaction and
service quality .Customer satisfaction is the most important effect to the customer loyalty. In this
research will focus on customer satisfaction that the most important effect to customer loyalty.
According to A.Prus and D.R.Brant (1995) defined the customer satisfaction have
positively affect to the customer loyalty. T.O.James and W.E.Sasser (2001) founded the
customer satisfaction is natural to increase the customer loyalty. Bitner (1990) founded loyalty
as a process, at the end of the process; satisfaction has effects to loyalty and intention to
certain behavior. Many researches support that customer satisfaction has effect to the customer
loyalty but Fornell (1992) founded loyal customers may not be always satisfied, but satisfied
customers can be the customer loyalty.
Customer satisfaction means that the customer's needs product and services are
satisfied, and customers’ experience is positive (Friday and Cotts, 1995; Gitomer, 1998).
According to the definition, customer satisfied when only minimum has been done for the
customer. If a customer is said to be satisfied or happy about a purchase, the customer's
overall feeling and experiences must be neutral or positive. Customer satisfaction is not an
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indication that there will be customer retention. A loyal customer is a customer whose
expectations are met or exceeded and they proactively refer the supplier. The nature of loyalty
has changed over time in society; nowadays it is based on mutually earned loyalty by th e
continued delivery of superior value to the customer. Customer loyalty can be measured and
analyzed to minimize customer turnover and to increase the growth of key accounts. Griffin
(1995) defined a loyal customer as a customer who frequently repeat purc hases, purchases
across product and service lines, has some level of immunity to competitors, and refers to
others (Gouillart and Sturdivant, 1994; Hepworth and Mateus 1994; Wellington, 1995; Dickey
1998; Gitomer, 1998). Kaplan and Norton (1996) propose that managers should have a clear
idea of their targeted customers and a specific set of core outcome measurements such as
customer satisfaction, retention, and profitability. Customer satisfaction measurements have
frequently yielded results suggesting that the relationship between customer satisfaction and
customer loyalty is not constant. According to recent research, this link has proven to be the
least reliable. Aggressive pricing policies could lure customers away from excellent service
providers, which can affect short-term measures (Heskett et al., 1997). Hallowell's study (1996)
illustrates the potential impact of customer satisfaction on profit in the banking industry.
Analysis provides an indication of the increase in profit resulting from an improv ement in
customer satisfaction, where the causality hypothesised in the service management literature
exists. Hallowell (1996) states that the relationship among customer satisfaction, customer
loyalty, and profitability warrants further research. According to Ruyter and Bloemer (1999), the
relationship between loyalty and satisfaction has remained equivocal. This may be even truer
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for services that are delivered over longer periods. Oliva et al. (1992) argue that the relationship
between service satisfaction and customer loyalty is non-linear. Anderson and Mittal (2000)
argue that the links between customer satisfaction and customer retention can have asymmetric
and non-linear aspects. Heskett et al. (1997) propose that job satisfaction and customer
satisfaction are closely related. Furthermore, Heskett et al. (1997) claim that there is direct and
strong relationship between profit, growth, customer loyalty, customer satisfaction, value of the
goods and services delivered to customers, and employee capability, satisfaction, loyalty, and
productivity. Oliver (1996) also states that quality, satisfaction, and loyalty have an impact on
profits. Ruyter and Bloemer (1999) in their attempt to extend knowledge about loyalty in
services by including value attainment as a factor, argue that, in cases of relatively high levels
of satisfaction, satisfaction would be the most important determinant of customer loyalty.
However, in cases of extended service encounters, it may not always be possible to attain high
levels of satisfaction. Extended service encounters have the following characteristics as they
represent interpersonal relationships: duration, an affective or emotional content, and the spatial
proximity of service provider and customer. In these encounters, value attainment and positive
mood may have an additional impact on customer loyalty intentions (Ruyter and Bloemer,
1999). Nevertheless, Ruyter and Bloemer (1999) studied the simultaneous effects of
satisfaction, value attainment, and mood on customer loyalty, as there is some empirical
evidence of an interaction effect among value attainment, mood, and consumer evaluations of
the service experience. The relative importance of value attainment is considered to be greater
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than the mood and therefore it is likely that value attainment similarly has a stronger impact on
the satisfaction-loyalty relationship than mood.
However, more research is required on the conceptual difference between satisfaction
and mood.

Customer Satisfaction

Customer Loyalty

Figure 2.2 Relationship between Customer Satisfaction and Customer Loyalty
Many researches founded how to measurement the customer loyalty such as
The three main measures that always used to measure loyalty were assessed as
follows;
- Service retention was measured in terms of the desire to maintain the current service
(Reichheld, 1996)
-

Purchase of additional services was measured in terms of the desire to purchase new

supplementary services from the mobile telecommunications company to which the consumers
were subscribers (Zeithaml et al., 1996)
- Positive word-of-mouth was measured in terms of the desire to recommend the current
telecommunications service to others (Reichheld, 1996).
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Table 2.2 Measurement of Customer Loyalty for Previous Research
Measurement of Customer Loyalty
Zeithaml et al.
1. I will continue to use the website for future purchases.
(1996)
2. If a friend asked for my advice, I would recommend the website.
Selnes and Hansen 3. If I should be in need of a new laptop computer, I would choose to use
(2001)
the website.
Nihan Özgüven 1. Web sites easy to think that the process of purchasing
(2011)
2. I would recommend to friends online shopping
3. I prefer online shopping and traditional shopping methods
Karin
He separates in to 3 parts;
Boonlertranich
1. Repurchase
(2011)
- will come back for service at this bank for next time.
- can recall this bank in the future
- is willing to continue to use this bank for the future
2. Word – of – mouth
- I tell others about good things of this bank
- I recommend others to use this bank
3. First – in – mind
- When I want any bank service, I choose this bank first
- When taking about banking, I think of this bank first
Dr.Emel
1. How likely are you to do most shopping for items at this store?
Kursunluoglu
2. How likely are you to recommend this store to friends, neighbors, and
relatives?
3. How likely are you to shop at this store the very next time to buy
items?
4. How likely are you to spend more than fifty percent of your budget at
this store?
Nelson Oly Ndubisi 1. Considering the bank as first choice among other banks in the area
(2006)
2. The bank that first comes to my mind when making purchases
decision on bank services.
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Parasuraman et al.,
2005; Yang & Tsai,
2007; Zeithaml
et al., 1996)

1. I would consider this banking website my first choice for future
financial transactions
2. I intend to continue doing business with this banking web site in the
future
3. I think that I would recommend this banking website to someone who
seeks my advice
4. I would encourage friends and relatives to do business with this
banking web site
5. I think I would say positive things about this banking web site to other
people

2.4 Customer satisfaction
The definition of customer satisfaction Kotler and Brown is the popular to definition that
many researches used to be their base literature review.
Kotler (1997) defines customer satisfaction as follows:
Satisfaction is a person's feelings of pleasure or disappointment re sulting from
comparing a product's perceived performance (or outcome) in relation to his or her
expectations.
Brown (1992) defines customer satisfaction as:
The state in which customer needs, wants and expectations throughout the product or
service's life are met or exceeded resulting in repeat purchase, loyalty and favourable worth -of
mouth.
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According to Anderson and Fornell (1994) satisfaction is an overall evaluation of
performance based on all prior experiences with a firm. Customer satisfaction is very important
to the company in service business. Fornell (1992) founded customer satisfaction appear to be
important for all firms, satisfaction is more important for loyalty especially for service company
and Pertson and Willson (1992) founded customer satisfaction must be the primary objective of
the organization for success and growth. Customer satisfaction is the top management main
concerns in businesses (Kardaras and Karakostas, 1999). Customer satisfaction is a critical
issue to success of any business. Customer satisfaction is not only important to the company
only but also important to the marketing too. Rogers et al., (1992) founded satisfaction is
recognized as an important facet of marketing. The concept of customer satisfaction has for
years formed the cornerstone of the marketing concept and (Drucker 1954; Levitt 1960 ;
Gronroos, 1990). Mittal and Kamakura (2001) founded customer satisfaction is a key factor in
formation of customer’s desires for future purchase. Customer satisfactory is the most important
factors to determine the institution success and one of the fundamental disturbances in
commercial companies and institutes (Colgate and Lang, 2005). Customer satisfaction is
considered as the nature of success.
Customer Satisfaction is the relationship between customer and company. Customer’s
satisfaction with the relationship develops the customer- company relationship (Roberts et al.,
2003). Satisfaction with the delivered products and services has been suggested and
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empirically documented as affecting the buyers' decisions to continue a relationship (Anderson,
1994; Fomell, 1992).
Customer satisfaction, a term frequently used in marketing, measure of how products
and services of company meet or customer expectation. For researching satisfaction, the
company needs to ask the customer whether their product or service has balance or exceeded
customer’s expectations. Thus, customer expectations are a key factor behind satisfaction.
When customers have high expectations and the reality falls short, they will be disappointed
and will likely rate their experience as less than satisfying. Customer satisfaction is a
comparison of customer expectations with perceptions regarding the act ual service encounter
(Hoffman and Bateson, 2006). Customer can be know how they feeling in service of company,
they always compare with their expectation with their perception. In every time and period the
customer who came to use the service at company, they always hope the company will serve
the best service to them. After that they will compare with their expectation;
Customer Satisfaction = Customer Perception – Customer Expectation
Figure 2.3 Concept of Customer Satisfaction
1. Higher than their perception – in this situation the customer will feel more satisfy
and have chance to be the customer loyalty
2. Lower than their perception – in this situation the customer will feel dissatisfaction
but the company should see the problem that why the customer dissatisfaction and
improve or fix the error of service again.
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According to Innis & La Londe (1994) founded the customer satisfaction model, first
they founed the attitude and behavior of employee that effect to customer satisfaction but they
founded the most important is the attitude. After that they founded the atti tude model of
customer satisfaction is as follows;
Ajk =(I ik × Bijk )
where i = an attribute or product characteristic
j = a brand
k = a customer or respondent
Ajk = customer k’s attitude score for brand j
Ijk = the importance weight given attribute i by customer k
Bijk = customer k’s belief as to the performance on attribute i by brand j
Another model that usefull is Kano Model
Kano model was shown by Professor Norbaky Kano in Rika University in Japan and
was presented for the first time in 1979 and then, in 1997 received the Deming prize. This
model is one of the useful elements to realize the customer’s needs and their effects o n
customer’s satisfactory. Kano model is used accordance to classify the product characters,
realize the client’s wants and quality of its effect on customer’s satisfactory Kano believes that
to reach customer’s satisfactory, organizations should take care that the way of to meet the
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needs, is affected on their satisfactory, and services and products should give them all three
needs to the clients, not give only thing that client is mentioned. He divided them into three
groups that are shown in this following;

Figure 2.4 Kano Model
Every company want to make the customer satisfy with their service but the company
need to know what is really the customer want or need from their expectations. Storbacka et
al., (1994) founded customer Satisfaction depends on various factors such as, greater
convenience, better prices, and enhanced income.
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According to BizBest Media Corp. (2005) said the effect that can make customer
satisfaction with the company; Source ( http://www.startupnation.com/business-articles/1103/1/AT_What-CustomersWant.asp)

1. Knowledgeable and available staff: While a customer is making the buying decision,
they want knowledgeable support of employees and available when they want it
immediately. Customers place a high value on information and want to be served by
staffs who know the product exact well and can help in every time.
2. Friendly people: Customers not only want the good product only, they want the
employees to be friendly and well-mannered. Employees should value each customer
more than any individual sale. When customers make contact with you face to face or
over the telephone, they want a kindly response. It can still be professional but you and
your people need to look and sound - friendly and likeable.
3. Good value: This is where price factors in but customers surveyed see price as only
one component of the bigger picture of “value” that includes the service, information and
follow-up they also receive.
4. Convenience: The service rule here is simple: make it easy! Says Gross, “Customers
want merchandise that is well organized, attractively displayed and easy to find. That’s
how today’s customers define convenience, and the easier you can make the shopping,
the more money you will be carrying to the bank.”
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5. A fast finish: This final item is where too many businesses fall flat, right at the finish
line. While customers are in the process of deciding to buy, they are proceeding on
your time. They want thoughtful help making the right decisions. But once the buying
decision is made, get out of their way because now you are working on their time, and
they want to complete the operation and be on their way as soon as possible. At the
cash register, there is no time for making additional suggestions.
Customer satisfaction is not only depended on customer expectation but customer
satisfaction is depended on customer fulfillment too. Fulfillment means the process that
customer come to use in service must be complete. Many researches founds fulfillment have
effect to the customer satisfaction; Oliver (1997) and Olorunniwo et al. (2006) defined customer
satisfaction as the consumer's fulfillment response following the consumption experience. Rust
and Oliver (1994) and Olorunniwo et al. (2006) defined customer satisfaction as the customers’
positive response regarding the fulfillment of their needs.
According to Oliver (1997); Olsen and Johnson (2003) founded customer satisfaction
can be separate in two forms:
1. Cumulative satisfaction indicates a customer’s overall evaluation of a product or service
and is measured on a single-item rating scale.
2. Transaction specific refers to a customer’s evaluation of an array of different attributes
of the product or service after having an experience with it.
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Lovelock Patterson, and Walker (1998) founded the virtues of customer satisfaction:
First, satisfaction is inextricably linked to customer loyalty an d relationship commitment.
Second, highly satisfied customers spread positive word of mouth and in effect become a
walking, talking advertisement for an organization whose service has pleased them.
Jones and Sasser (1995) founded that satisfied customers will naturally loyalty. Prus
and Brandt (1995) founded that customer satisfaction will positively affect customer loyalty,
repurchase, and result in customers’ recommending to others and confirmed that customer
satisfaction has a positive effect on brand loyalty. A satisfied customer is more credible to be
loyal to a company. Customer satisfaction is reveled to be the improved predictor of customer
loyalty (Haq and Amin, 2009).
Customer satisfaction not only effect to the customer loyalty, but also related to the
trust. Customer satisfaction is closely related to brand trust of customer. The consumer’s posttrust level is affected directly by the level of satisfaction (Singh and Sirdeshmukh, 2000).
Customer satisfaction is the antecedent of trust (Garbarino and Johnson, 1999).

Service quality has effect to the customer satisfaction; customer satisfaction precedes
perceived quality of goods and services (Bitner, 1990; Bolton and Drew, 1991). Bitner (1990)
customer satisfaction is the antecedent of service quality. Zeithamal and Bitner (1996) founded
main factor determined customer satisfaction is the customers’ own perceptions of service
quality. Satisfaction has been thoroughly studied for consumer services ( Ganesh et al., 2000).
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According to Usman Asif, et al. (2011) founded the important definition of customer
satisfaction across the Globe as the table below;
Table 2.3 List of Definitions of Customer Satisfaction
1980

1982

1983

1988
1990
1991
1992
1992

1994
1996

Oliver

when the customers compare their perceptions of actual
products/services performance with the expectations, then the
feelings of satisfaction have arisen
Surprenant & It serves to link processes culminating purchase and consumption
Churchill
with post purchase phenomena such as attitude change, repeat
purchase
LaBarbera &
Post purchase evaluation. Cited Oliver’s (1981) definition: An
Mazursky
evaluation of the surprise inherent in a product acquisition and/or
consumption experience
Parasuraman Customer satisfaction is related to a specific transaction an d it
et al.
depends on the service offered.
Bitner
customer satisfaction is the antecedent of service quality
Bolton & Drew customer satisfaction is the antecedent of service quality
Leeds
Quality of service depends heavily on the quality of its personnel
that leads to customer satisfaction.
Fornell
customer satisfaction and quality appear to be important for all
firms, satisfaction is more important for loyalty especially for service
firms
Storbacka et al. Customer Satisfaction depends on various factors such as , greater
convenience, better prices, and enhanced income.
Reichheld
Customer satisfaction is not the reciprocal of Customer
dissatisfaction

2001

Lai

2005

Arasli et al.

Found that assurance, empathy and tangibles are the important
factor for customer satisfaction
Pointed out that reliability dimension of SERVQUAL has the
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2007
2007
2010
2010
2010
2010

highest impact on customer satisfaction. whereas reliability is not
related to customer satisfaction
Baumann et al. Found that tangibles are not related to customer satisfaction
Mengi
Assurance, empathy and tangibles are the important factor for
customer satisfaction.
Kumar et al.
Found that assurance, empathy and tangibles are the important
factor
Zaim et al.
service quality has a positive influence on customer satisfaction
Yee et al.
Found that service quality has a positive influence on customer
satisfaction
Ahmed et al.
Find out that empathy is negatively related to customer satisfaction
Many researches founded in different ways to measurement the customer satisfaction

as the table below show the article, years and the question that measure the customer
satisfaction;
Table 2.4 Measurement of Customer Satisfaction for Previous Research
Karin
Boonlertvanich
(2011)

1. very happy with the service
2. the bank has done its best on providing service
3. Overall, I feel satisfied with this bank

Laith Alrubaiee 1. Bank completely meets my expectations
(2010)
2. Bank show a sincere interest in solving complaints
3. Employees work in a tidy professional way.
4. Satisfied with all service offered.
5. Bank tries very hard to establish long-term relationship.
Dr.Emel
1. How likely are you to overall satisfaction
Kursunluoglu
2. How likely are you to expectancy disconfirmation
3. How likely are you to Performance versus the customer's ideal product

31

Katie Delahaye
Paine (2003)

Hong-Youl Ha &
Helen
Perks
(2005)
Muhammad
Mudassar Abbasi
& M Mushtaq
Khan & Kashif
Rashid (2011)

or service in the category
1. I am happy with this organization.
2. Both the organization and people like me benefit from the relationship.
3. Most people like me are happy in their interactions with this
organization.
4. Generally speaking, I am pleased with the relationship this organization
has established with people like me.
5. Most people enjoy dealing with this organization.
6. The organization fails to satisfy the needs of people like me. (Reversed)
7. I feel people like me are important to this organization.
8. In general, I believe that nothing of value has been accomplished
between this organization and people like me. (Reversed)
1. I am satisfied with my decision to purchase from the website.
2. I enjoy visiting this site.
3. I recommend the services of the site to friends or colleagues.
4. Providing unexpected service sometimes impresses me deeply.
They separates to 5 topics;
1. Personnel
1.1 The knowledge and skills possessed by the employees of your bank
are perfect.
1.2 The employees of your bank are very responsive to your questions
and concerns.
1.3. You found friendly relationship with the employees of your bank.
1.4. The employees of your bank sometimes understand and satisfy your
needs.
2. Products
2.1. Your bank offers a variety of products and services.
2.2. Your bank does not offer reasonable interest rates to customers.
2.3. The service charges of your bank are quite reasonable.
2.4. Your bank offers special products (leasing, consumer financing, etc.).
3. Image
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3.1. Your bank has excellent technology and modern looking equipment.
3.2. Your bank has low credibility among the other commercial banks of
Pakistan.
3.3. Your bank will satisfy your needs in future.
4. Service
4.1. The physical appearance of your bank is visually appealing.
4.2. You have to wait very long for availing the bank service.
4.3. The service processes used at your bank are bureaucratic/inflexible.
4.4. Your bank provides you with complete information (new products,
account statements, etc.).
5. Access
5.1. Your bank has expanded network (branches, ATMs, etc.).
5.2. The ATM network of your bank always remains functional.
5.3. Your bank has inconvenient/inaccessible location.
Seiedeh Nasrin 1. Overall, I am happy with my hypermarket.
Danesh & Saeid 2. My hypermarket meets my expectations.
Ahmadi Nasab & 3. I think I did the right thing when I chose this hypermarket.
Kwek Choon Ling
(2012)
Albert Caruana 1. Based on all of your experience how satisfied overall are you.
(2000)
2. Based on all my experience, I am (reversed).
3. Compared to other banks you have business with,
LUIS V. CASAL´O 1. I think that I made the correct decision to use this website.
(2010)
2. The experience that I have had with this website has been satisfactory.
3. In general terms, I am satisfied with the way that this website has
carried out transactions.
4. In general, I am satisfied with the service I have received from the
website.
Janda et al.,
1. I think I have taken the right decision to use this banking web site
2002; Oliver,
2. I am satisfied with my decision to use this banking web site
1980
3. I am generally satisfied with the way this web site has managed
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transactions in the past
4. In general, I feel good with the service provided by this web site

2.5 Relationship Quality
According to De Wulf et al (2001) defined that relationship marketing quality can be
considered as an overall assessment of the strength of a relationship, relationship quality is
useful measure to evaluate the effectiveness of relationship marketing and relationship quality
offers a tool for diagnosing the pitfalls in building and maintaining relationships with customers
and devising effective and efficient remedies for those problems (Roberts et al., 2003).
In past research (Dwyer and Oh, 1987; Crosby et al., 1990; Dorsch et al., 1998; Wang
et al., 2006) founded relationship quality is a higher order construct depicting the value
customers attach to their relationship with the service provider. Dorsch et al., (1998); De Wulf et
al., (2001); Garbarino and Johnson (1999) founded relationship Quality is regarded as a higherorder construct composed of several key components reflecting the overall nature of
relationships between companies and consumers. Levitt (1986) ; and Wong and Sohal (2002)
defined that relationship quality has been originally termed as a bundle of intangible value that
augments products or services and result in an expected interchange between buyers and
sellers.
According to Morgan and Hunt (1994); Simpson and Baker (1998); Palmatier et al.,
(2006) founded trust and commitment is the critical relational construct to the relationship
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quality, Amett and Badrinarayanan (2005) founded the communication also have effected to the
relationship quality and customer satisfaction also related to the relationship quality too.
According to Palmatier et al., (2006) founded an important concept in relationship
marketing is relationship quality, also referred to as relationship closeness or relationship
strength, which plays a key role in affecting customer loyalty. The relationship quality approach
is based on the assumption that customer loyalty is largely determined by a limited number of
constructs reflecting the degree of appropriateness of a relationship to fulfill the needs of the
customer associated with the relationship (Hennig-Thurau & Klee, 1997; Hennig-Thurau et al.,
2002). Relationship quality has long-term influence on a user’s continuance intention with a
service provider (Gustafsson et aI., 2005; Palmatier, R.W., Dant et al., 2006). Relationship
quality has been posited by a number of scholars as a significant variable in the study of
customer loyalty (Crosby et al., 1990; Storbacka et al., 1994; Roberts et al., 2003)
According to Siti Haryati Shaikh Ali (2011) founded relationship quality itself should
convey the customers impression of the whole relationship (Wong and Sohal, 2002), and it is
expected to be influenced by interpersonal dimensions such as respect and rapport as shown
in picture below;
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RESPECT;
Attention & Valuing to the particularity
Understanding
Responsibility
Relationship Quality

RAPPORT;
Enjoyable
Personal Connection

Figure 2.5 The Customer Impression of the Whole Relationship
The dimensions of respect in this study include: 1) attention and valuing, 2)
understanding and 3) responsibility. The first dimension is attending to a particularity which
means appreciating each person as an individual unrepeatable (Dillon, 1992). Attention also
conveys the need to be agreeable, cherishing and concern to be involved in engagement with
participation of others. The second dimension, understanding is about to understand a person
in his own terms. Understanding is not just simply to care only the respect but also trying to
understand a person’s own consciousness, his activities and his purposes (Dillon, 1992). In this
dimension, should avoid making assumptions about another person. To understand other
persons, it demands a great effort which is curbed by our limited abilities to understand others
.Last is responsibility concern respect of our individual responsibility as a care respecter in a
community. This dimension involves caring for a person in the sense of helping them to pursue
their end, acting to promote their goods and assisting them to satisfy their needs and wants. It
is expected that a positive relationship exists between respect and relationship quality
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Gremler and Gwinner (2000) defined rapport as the character of the interaction between
employees and customers (Among others, they suggest that rapport consists o f two important
dimensions; enjoyable interaction and personal connection. Both are perceived by customers
and employees as important in the development of relationships in service contexts. Enjoyable
interaction refers characterized by a personal connection between the two indicants (Gremler
and Gwinner, 2000). Perhaps this enjoyable interaction component of rapport is comparable to
what term as positivity describing a feeling of care and friendliness (Tickle-Degnen and
Rosenthal, 1990). Personal connection is a reflection of the customer ’s perception of a bond
between customer and the service provider. It is present when there is a strong affiliation with
the other based on some rule (Gremler and Gwinner, 2000). This line of thought is suggests
building customer rapport is an important intermediate step in the relationship building.

Table 2.5 Measurement of Relationbship Quality for Previous Research
Siti Haryati Shaikh Ali My relationship with the service provider is what I really want.
(2011)
I have a very close relationship with this service provider.
My relationship with the service provider meets my goals
My relationship with the service provider fulfils my expectations.
Overall, I have a good relationship with the service provider.
Siti Haryati Shaikh Ali Seperates in 2 indicate; respect and rapport;
(2011)
Respect
– Attention and Valuing to the particularity
1. The service provider acknowledges that people are different.
2. The service provider sees customers as they really are.
3. The service provider values customers.
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4. The service treat customers well regardless of their background.
5. The service provider makes an effort to identify customers by
name.
- Responsibility
1. The service provider responds to me as part of his / her
responsibilities
2. The service provider regards customers as important
3. The service provider wants to hear my comment and opinion.
4. The service provider is happy to have me as customer.
5. I just trust the service provider.
– Understand
1. The service provider does not make any assumption towards the
customers.
2. The service provider is sympathetic to the customers.
3. The service provider is interested to relate his / her experience to
the customers.
4. The service provider understands my needs
RAPPORT
– Enjoyable
1. The service provider creates a feeling of „warmth‟ in our
relationship
2. The service provider relates to me well.
3. Thinking about my relationships, I have a harmonious relationship
with the service provider.
4. The service provider has a good sense of humour.
5. I am comfortable interacting with the service provider.
– Personal Connection
6. I feel like there is a “bond” between the service provider and me.
7. I look forward to going to the same service provider.
8. The service provider likes me as a person.
9. I have a close relationship with the service provider.
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2.6 Commitment
According to Gundlach et al., (1995); Morgan and Hunt (1994) founded that
commitment as one of the important variables to understand the strength of a marketing
relationship, implies to a higher level of obligation to make a relationship succeed and mutually
satisfying. Wong and Sohal (2002) founded commitment is also one of the key elements for
understanding the strength of marketing relationship quality and measuring the likelihood of
customer loyalty.
Morgan and Hunt (1994) defined relational commitment as existing when an exchange
partner believes that an ongoing relationship with another is sufficiently important to warra nt
maximum efforts at maintaining the relationship and commitment captures pride in belonging,
concern for long-term success, and a desire for customers to participate as friends of the
organization. Moorman et al., (1992) defined the commitment infers an enduring desire and
willingness to work at maintaining the relationship.
According to Bansal et al., (2004); Gustafsson et al., (2005) founded the three types of
commitment are proposed: (1) affective commitment; (2) calculative commitment; and (3)
normative commitment; summarized as follows below:
1. Affective commitment refers to continue even transactions over the long term by
utilizing social and familiar relations with partners. Affective commitment can be
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strong trusting relationships based on personal involvement and reciprocity
(Garbarino and Johnson, 1999; Morgan and Hunt, 1994).
2. Calculative commitment develops through a cognitive assessment of the gains and
losses that would be generated if the transaction relationship were terminated. The
motivation for maintaining the relationship is thus based on whether the gains from
sustaining the relationship are greater than the losses generated from terminating it.
3. Normative commitment refers to a sense of obligation (Bansal et al., 2004). The
concept of normative commitment was originally developed in the context of
workplace commitment (Meyer and Allen, 1997), but it has application in services
marketing when consumers feel that it is the “right thing to do” to remain with a
given service provider. Normative commitment develops through socialization as
individuals a set of norms concerning appropriate behavior (Bansal et al., 2004).
Relationship commitment help customers to develop positive intentions towards new
categories of products of existing brand (Gurviez, 1997) and reduce negative information about
the brand and commitment is the important elements to understand the relationship and focus
on long-term relationship.
Table 2.6 Measurement of Commitment for Previous Research
Katie
(2003)

Delahaye

Paine 1. I feel that this organization is trying to maintain a long-term
commitment to people like me.
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2. I can see that this organization wants to maintain a relationship
with people like me.
3. There is a long-lasting bond between this organization and
people like me.
4. Compared to other organizations, I value my relationship with
this organization more.
5. I would rather work together with this organization than not.
6. I feel a sense of loyalty to this organization.

2.7 Trust
According to Morgan and Hunt, (1994) defined trust is a very useful in the marketing.
Mohr and Spekman (1994) founded the higher of trust in degree of relationship can be success
in the marketing.
Calonius (1988) founded trust is one of the important variables for understanding the
strength of a marketing relationship quality. Customer trust as a strong element in building
strong customer relationships and sustainable market share and trust is a critical element to
human relationship.
According to JobsDB (2009) said the meaning of trust in the different way, he separate
the alphabet and give the meaning of that words that related to meaning of trust;
1) T = Truth
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Truth has a variety of meanings, primarily being in agreement with fact. Every
customer want to truth the company, ever the truth or result that make the customer
don’t’ satisfy.
2) R = Reliability
Reliability is the feeling of customer to the company, before and during and
aftersales service. In case after the customer came to use after sales service
because they have problem with the car, the company can repair or help the
customer. On every occasion we help customers resolve problems with the
employee that have knowledge and skill, the company showed the pr oblem of
customer is actual important and the employee be active when during the service.
3) U = Understanding
When the company take the time to understand what the customer needs. Ask
questions that show an interest in customer expectation. Those which compa ny
wants to succeed must talk to customer from the factors that led customer to
purchase goods and services. These data help company understand our customers'
needs as well. Understanding not only constructs trust, it also gives us the
confidence and tools to solve the problem are exactly the point.
4) S = Service
Service is the most important to let the customer trust in service’s company. The
service can be satisfied or not, it depends on many effects such as; the company
can serve higher than customer expectation or not.
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5) T = Take your time
Mean trust is cannot build in 1 or 2 days, its take a long-term relationship. Every
variable that have effect to trust, the company need to do regular such as always
contact the customer, inquire about the last problem that make sure it not happened
again, and the chief is always thank you to the customer.

According to Schurr and Ozanne (1985); Jones and George (1998); Blois (1998) trust is
the basis of the relationship between the parties and the two parties must be feel confid ence to
each other first. Ring and Van de Ven (1992) founded trust is also be view as consensual
ideology. Morgan and Hunt (1994) founded trust is an existing state when one party has
confidence in exchange to another party’s and Ganesan (1994); Gefen (2000) founded trust as
a belief. Trust as one party’s confidence in the other relationship member’s reliability, durability,
integrity, and the belief that its actions are in the most interest of and will produce positive
outcomes for the trusting party.
The other hand how to make the customer feel trust or confidence to the company.
Trust is very important to company and many reasons effect to trust but how to l et the
customer feel trust on company, he divided into five articles;
1. Look good, look fresh. Design matters
First impression is the most important, everyone in the world when we see each
other we always see from the outside first. Example when customer come to the
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service and they see our employees looking good, fresh and friendly, certainly the
customer feel confidence with our employees that can serves the good service to
them.
2. Show real names with real faces
After the customer come to the service, when the employees go to greeting to the
customer. During the conversation if the employees introduce the name & p osition,
the customer can feel confidence on the employee.
3. Show that purchasing is safe
In case the aftersales service, when customer comes to the service the environment
likewise important. It can make the customer feeling to the company such as the
tools of engineer, they keep the tools in the tools box and the place is clean, it is
the simple make the customer feel better and look the employees more expert.
4. Delivery, Fees and Refund Policies matter, so don’t hide it.
The aftersales service, when the customer come to maintenance or repair the car
must have the costs. The company must show the list of costs to the company very
clearly such as why must be change this part. Another process must have the
clearly answer when the customer have a question to the costs.
5. Displaying customer reviews builds social proof
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During the service the company or employee very hard to make all of customer feel
satisfaction but the company must to ask the customer after finish the service that
the customer satisfied on which method and not satisfied in which one, the
company can be improve the overall service.
According to Ndubisi (2005); the another meaning of trust is the company can fulfillment
the obligation of customer of promises has been likewise important as means of achieving
customer satisfaction, customer loyalty and long-term profitability.
Customer trust relates to a belief on the part of the customer that obligations will be
fulfilled (Swan and Nolan 1985). A trustworthy brand places the consumer at the center of its
world and relies more on understanding real customer needs and fulfilling them than the certain
service or product.
According to Gefen (2000) founded trust is related to the risk and customer need to
accept perceived risk and the logic of risk is including uncertainty and probability, occupies an
important position in defining trust.
Many researches founded trust also mean the individual’s willingness of customer to
accept vulnerability of company (Anderson and Narus, 1990; Morgan and Hunt, 1994).
According to LUIS V. CASALO et al., (2007) defined trust as a belief and related to
honesty, benevolence and competence
1. Honesty
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Honesty indicates the certainty the customer has in the company’s sincerity and the
fact that the company keeps its promises.
2. Benevolence
Benevolence is related to the customer’s belief that the company is interested in his
or her welfare and that it does not intend to show opportunistic behavior looking for
a mutual benefit.
3. Competence
Competence refers to the perception of the other party’s skill, ability and knowledge
to complete what the customer want.
According to Berry (1983) defined that trust is the basis for loyalty. Crosby et al.,(1990);
Reichheld and Scheffer (2000) also inform that “to gain the loyalty of customers, you must first
gain their trust" with regard to developing brand loyalty, it has been suggested that brand trust
is necessary to create brand loyalty.
Previous research suggests that brand trust both increases brand loyalty but trust also
have effect to customer satisfaction too. Customer will believe this brand is a trusted brand and
have better satisfaction pointed out that trust has a positive impact on satisfaction.
How to measurement trust; many articles tried to measure trust as table 2.7
Table 2.7 Measurement of Trust for Previous Research
Nihan
(2011)

Özgüven 1. The web sites which provides online shopping are honest
2. The web sites that offer online shopping are reliable
3. Web sites are safe
Laith Alrubaiee & 1. Bank has high integrity
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Nahla AI-Nazer
(2010)

Katie
Delahaye
Paine (2003)

Nelson Oly Ndubisi
(2006)

Hong-Youl Ha &
Helen Perks (2005)

Tsung-Chi Liu & LiWei Wu (2007)

2. Work in close cooperation
3. Bank has good will reputation
4. Bank is trust worthy
5. Consistent is providing quality services
6. Bank is reliable in providing unique services
Questions to Measure Trust, including the Dimensions of Integrity and
Dependability
1. This organization treats people like me fairly and justly. (Integrity)
2. Whenever this organization makes an important decision, I know it will be
concerned about people like me. (Integrity; original dimension: faith).
3. This organization can be relied on to keep its promises. (Dependability)
4. I believe that this organization takes the opinions of people like me into
account when making decisions. (Dependability)
5. Sound principles seem to guide this organization’s behavior. (Integrity)
6. This organization does not mislead people like me. (Integrity)
7. I am very willing to let this organization make decisions for people like me.
(Dependability)
8. I think it is important to watch this organization closely so that it does not take
advantage of people like me. (Dependability) (Reversed)
1. The bank is very concerned with security for my transactions.
2. The bank’s promises are reliable.
3. The bank is consistent in providing quality service.
4. Employees of the bank show respect to customers.
6. I have confidence in the bank’s services.
1. The preference for purchases at this site is consistently high.
2. The privacy of my information is secure on this site.
3. I trust the brand whenever I visit the site.
4. I will keep an ongoing relationship with the brand.
1. The bank has high integrity.
2. The bank keeps promises it makes to me
3. The bank can be trusted at times.
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4. The bank is trustworthy.
5. The bank is genuinely concerned with my needs.
Katherine Hunt, 1. My financial planner is sincere in understanding my point of view
Mark Brimble & 2. My financial planner can be trusted to provide sensible advice for my future
Brett Freudenberg 3. I feel confident that my financial planner will always treat me fairly
(2011)
4. I have full confidence in the skills of my financial planner
5. My financial planner completes the task without me following up about it
6. My adviser is trustworthy
7. My financial planner typically acts with the best interests of the clients in mind
8. My financial planner does not tell clients what is really going on
9. I find it necessary to be cautious in dealing with my financial planner
10. My financial planner doesn’t openly share their personal information with me

2.8 Competence
Page & Wilson (1994) founded the meaning of competence as the skills, abilities and
personal characteristics but some research founded the knowledge is the critical element for
competence. A competence can be developed through to the learning process or experience.

Figure 2.6 Component of Competence
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Source:

http://www.ppconstructionsafety.com/newsdesk/2011/03/24/contractor -checks-on-competence-of-

asbestos-removers/

Knowledge as the fact, information, at first the employee must be study, learn
knowledge about the work, job before do the job. Knowledge is the most importance because
when employee wants to something, they have good attitude, some experience but don’t have
knowledge, it’s very hard to done a good job.
Skill as the step from knowledge, when the employee got the knowledge, after that they
must be practice in many times before do the work but the employee can learn skill during the
work it’s mean experience.
Attitude is a

generally positive or negative view of a person, place, thing, or event

. It’s come

from the individual of employee. Attitude also have in a positive and negative and attitude is
very to change because it is a personal individual but if the employee want to improve attitude
themselves. It’s must have a time because environment of workplace, the other employee in
company also important, for example if inside the company have positive attitude then if that
employee become the only one negative attitude, the time will cover that employee to change
the mind because no one understand or support him/her then the employee will know by
themselves which one is must do or don’t.
Actually, competence include with knowledge, skill, attitude. The good competence must
be the good of 3 variables and the competence of employee can’t stop learning but always be
practice and improve continuously.
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According to Beeler's (1991) founded competence can divide to four-stage include with;

Figure 2.7 Four-stage of Competence
Source: Bobby Beck (2010), http://bobbyboom.blogspot.com/2010/12/stages-of-learning-and-growth.html

According to the model, firstly move from unconscious incompetence to unconscious
competence.
1.

Unconscious incompetence
This is the first step of model, in this step the employee doesn’t understand product and
process and don’t know how to do this work. The awful for this process is the
employees affect learning, usefulness of the skill. The employees must diagnose their
own incompetence, the value of the new skill, after that moving to the next stage. For
this solution must have the length of time depend on employee’s individual stimulus to
learn. (You don’t know what you don’t know)

2.

Conscious incompetence
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In this stage the employee already have the knowledge and skill that they learn from
the stage 1. This stage is you know what you don’t know
3.

Conscious competence
The employee understanding and know how to do or step of work but in this stage the
employee must have a time to think the process or skill before doing the job. In this
process the employees must weighty conscious involvement in achieving the new skill.
(You know how to do it, but you have to think your way through it).

4.

Unconscious competence
In this stage is the last stage for competence, the employees are already know
everything in the job and may able to teach to the others. (You can do it without
thinking, just do what to do).
According to Anderson (1990) founded competence as the buyer's perception of the

services supplier's technological and commercial competence. Mayer et al., (1995) have
identified competence, benevolence, and integrity as the core elements of perceived
trustworthiness that subsequently determine interpersonal trust within organizations.
Competence refers to the ability to realize promises, which develops when the organization
holds adequate knowledge, expertise, skills, leadership, and other characteristics in related
domains; benevolence is a sincere concern for customers’ interests and th e motivation to do
good for them; and integrity is the adherence to a set of sound principles (Yi Xie and Siqing
Peng, 2009).
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Tables 2.8 Measurement of Competence for Previous Research
Katie Delahaye
Paine (2003)
Fuan Li, Nan
Zhou,Rajiv
Kashyap, Zhilin
Yang (2007)
Yi Xie and
Siqing Peng
(2009)

I feel very confident about this organization’s skills.
This organization has the ability to accomplish what it says it will do.
This organization is known to be successful at the things it tries to do.
This brand does a good job.
I expect the brand to deliver on its promise.
I am confident in the brand’s ability to perform well.
The quality of this brand has been very consistent.
Given the company’s response, I feel it is very capable of meeting customer
needs.
Given the company’s response, I feel confident about its skill in solving such
problems.
Given the company’s response, I see no reason to doubt its competence.
Given the company’s response, I can rely on it to meet my expectations.
Given the company’s response, I believe it is able to avoid repetition of such
problems.

2.9 Communication
According to Seines (1998) the communication is the way to exchange of information
between supplier and customer. Communication is the way to exchange of thinking, messages
and information, as by speech, visuals, signals, writing, or behavior. Communication requires a
sender, a message, and a receiver, although the receiver need not be concentrate of the
sender's intent to communicate at the time of communication but the communication process
can complete when the receiver has understood the message of the sender; thus nowadays the
communication is growing up very rapidly. In last time the communication have many limitation
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such as distance of time and space, in present the technology (internet) had been involved with
the communication.
Human communication is the main factor that the people use to communicate each
other, for the human communication have 5 basics elements or the communication process;
1. Sender
2. Message
3. Channel
4. Receiver
5. Feed back
Communication can be divided into two categories;
1. Human communication
2. Nonhuman communication
Human communication has 5 types;
1. Nonverbal communication is communication without words. You communicate
nonverbally when you smile, gaze your eyes, move your chair nearer to sender, touch
receiver and when receiver receives these feedback the mean receiver concentrate with
sender. The majority of nonverbal communication, also known as body language such
as body, facial and eye.
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2. Oral communication is primarily referring to spoken verbal communication, can also use
visual aids and non-verbal elements to support the conveyance the meaning. Oral
communication includes speeches, presentations, discussions, and aspects of personal
communication. As a type of face-to-face communication, body language and choice
tonality play a significant role, and may have a greater impact upon the listener than
informational. This type of communication also gathers immediate feedback.

3. Written communication is the forms of and ideas about communication have developed
through progression of technology. Written communication used in a long time ago; in
cave, letter, email. Nowadays written communication very useful because social network
always use the written communication, it can use for work and entertainment; email,
facebook or twitter. The advantage of communication is misunderstandings or mistakes,
written communication can be estimated and resolved through formulations, questions
and answers, paraphrasing, examples, and stories of strategic talk. Written
communication can be clear by planning follow-up conversation on critical written
communication as part of the normal way of doing business. Minutes spent talking now
will save time later having to clear up misunderstandings later on. Then, take what was
heard and repeat in your own words, and ask them if that’s what they meant.
4. Effective Communication
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All communications, intentional or unintentional, have some effect. This effect may not
be always in communicator's approval or as desired by him or her because some time
have misunderstanding. Communication that produces the desired effect or result is
effective communication. It results in what the communicator wants. Effective
communication serves its purpose for which it was planned or designed. The purpose
could be to engender action, inform, create understanding or communicate a certain
idea. Effective communication also guarantees that message misrepresentation does
not take place during the communication process.
5. Barriers to effective human communication
Communication is the key factor in the achievement of any organization. When it comes
to effective communication, there are confident barriers that every organization faces.
People often feel that communication is as easy and actual simple but if want to make it
complex, difficult and frustrating are the barriers that come in its way.
If the employees have a good skills for communication that can make the benefits of
effective communication have many samples as
1. Communication increases communicator happiness. You have probably heard money
cannot buy the happiness. Communicator becomes happy by charming the right
actions. Happiness is at the core of your actions because happiness is not conditional.
While developing your communication skills makes you happy, at the same time your
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happiness increases as you minimize conditions like critical conflict that make you
stressed and unhappy.
2. Communication fires up intimacy. How do people become open in a relationship? Good
communication, of course, because it is the only connection between a relationship.
Communication is the relationship. When communication can’t go finished, so it can’t
continuous the relationship to each other. It is only through good communication that
two persons intimately connect to the each other.
3. Communication helps you understand people. This occurs at two points. Firstly,
knowledge of good communication supports you understand human behavior in overall.
Secondly, it helps you directly understand people you talk with as you discover their
emotions and what certainly matters to them. Rarely do we understand people to the
level they want. Effective communication helps you see someone’s emotions,
understand their emotions, and communicate at the level of emotions to strongly
connect the two of you in a way people rarely experience.
Duncan and Moriarty (1999) founded communication is an important part of a
relationship marketing strategy. Rule and Keown (1998) founded that communication is
considered as an important characteristic which is also believed to be a core competency of
company too. Adapt the customers or prospect’s communication wants or needs and begin the
cycle all over again. Schultz et al. (1992) founded communication is a truly relationship
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marketing at its best. Duncan and Moriarty (1999) founded communications is not the same as
relationship marketing, but clearly, it is an important part of a relationship marketing strategy. If
relationship quality is to be successful, an integration of all marketing communications
messages is needed to support the establishment, maintenance and enhancement of
relationships with customers. Consequently, the integrated management of marketing
communications activities, regardless of the source of communication messages, is required in
relationship quality.

2.10 Conflict Handling
According to Fey and Beamish (1999) founded that conflict is a process that begins
when one party perceives that the other gas negatively affected what they want it. Conflict is
the negative relationship between customer and company. The situation that can make the
conflict; misunderstanding, disagreement, doesn’t get what required. The conflict related to the
attitude of the people (attitude) and the impact of human behavior (behavior).
Conflict is a generally situation in the service, it always happening during the service
because when two parties contact each other or doing the business (service), it possible that
two parties cannot agreement to each other and have numerous reason that have effect to
make conflict situation;
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1.

A party is required to engage in an activity that is incongruent with his or her

requirements or interests.
2.

A party holds behavioral preferences, the satisfaction of which is incompatible

with another person's implementation of his or her preferences.
3.

A party wants some mutually required resource that is in little supply, such that

the wants of all parties involved may not be satisfied completely.
4.

A party possesses attitudes, values, skills, and goals that are main in directing

his or her behavior but are perceived to be exclusive of the attitudes, values, skills, and
goals held by the other.
5.

Two parties have partially exclusive behavioral preferences regarding their joint

actions.
6.

Two parties are interdependent in the performance of functions or activities.

After the two parties have conflict, conflict handling becomes very important to this
process. According to Dwyer et al., (1987), Anderson and Narus (1990) founded conflict
handling as the company ability to minimize the negative consequence the conflict of cu stomer.
The good conflict handling is important when the customer disagreement with the company
(Sitti Haryati Shaikh Ali, 2011). Conflict handling refers to the service provider’s capability to
reduce the obvious disagreements (Dwyer et al., 1987).
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According to Thomas and Kilmann (1974) founded the conflict handling resolution;

Figure 2.8 Conflict Handling Resolutions

Table 2.9 The Meaning of Conflict Handling Resolutions
Avoidance

Accommodating

Competition

The Avoiding option is at the bottom left of the model which means
you take an unassertive and uncooperative approach to the conflict
and don't agreement with it. Avoiding might take the form of
diplomatically sidestepping an issue, postponing an issue until a
better time or simply withdrawing from a threatening situation.
The Accommodating option is at the bottom right of the model which
means you take a wholly unassertive and co-operative approach.
This might take the form of selfless kindness or charity, giving in to
another person's orders when you would desire not to, or yielding to
another's point of view.
The Competing is at the top left of the model which means you take
a wholly assertive and unco-operative approach to resolving the
conflict. It means standing up for your rights, defending a position
which you believe is correct, or simply trying to beat the other side.
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Collaborating

Compromising

The Collaborating option is at the top right of the model and is at the
opposite extreme of avoiding. It means being willing to believe that
when two parties are at loggerheads, it is possible for both sides to
come out with what they want. Collaborating requires developed
conflict resolution skills based on common respect, a willingness to
attend to others, and creativity in finding resolutions.
The Compromising option is at the middle of the model because it is
both assertive and co-operative but only to some extent. It's the
approach of "half a sixpence is better than none". Both sides get
something but not everything. It might mean splitting the difference
between the two positions, some give and take, or seeking a rapid
solution in the medium ground.

Borisoff (1998) defined another five steps of dealing with conflicts: assessment,
acknowledgement, attitude, action, and analysis. When conflicts occur, the first step that
company need to do is to assess the situation and need to collect information regard to
whether there is really a conflict, and must consider how serious the conflict is, what the issue
is, and what requirement from the customer want. As international joint ventures are involving
with customer from different individual attitude, behavior. Such attitude and behavior differences
may be the reason leading to conflicts between partners (Holstede, 2001). After getting enough
information about the conflict, company may need to acknowledge about the situation. In this
step, customer will listen to the company explain. This allows company to find out the main
cause of conflict and to collect additional information for conflict resolution strategy decision
later on. This will also show that the customer point of views is respected and confirmed,
leading to openness of problem solving discussion from partners from two sides. The next step
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of conflict handling is to change possible attitudes which contribute t o flame the conflict
between customers such as stereotypical assumptions, differences based behaviors, in the way
of customer communication, and non-verbal languages. The following step of conflict handling
is to take action by choosing strategy to exercise to solve conflict. Then, company need to
analyze the result of strategy and what have been achieved.
According to Heskett and Sasser (1997) founded the conflict handling is the strategies
of company use to resolve the conflict and in the same time the co mpany can learn from the
conflict situation such as why the customer have a conflict to the company and how the
employee handling in that situation. While conflict is being handled fairly, it can be to stimulate
creativity and improve the quality of employee to make a good decision because of they have
experience for handling the customer before.
Nelson Oly Ndubisi et al., (2009) founded when the company or employee have a good
conflict handling to resolve the problem of the customer, after that the custome r who conflict
have the good handling from the employee, the customer can satisfy in the company and after
customer satisfy will become the customer loyalty.
Table 2.10 Measurement of Conflict Handling for Previous Research
Questionnaire to measure conflict handling
Nelson Oly Ndubisi, The bank tries to avoid potential conflicts.
Naresh K.
The bank tries to solve manifest conflicts before they create problems.
Malhotra, Chan Kok The bank openly discusses solutions when problems arise.
Wah (2009)

61

Michael Song,
Barbara Dyer,
R.Jeffrey Thieme
(2006)

Try to investigate an issue in order to find a solution agreeable to us
both.
Look for middle ground to resolve disagreements.
Smooth over conflicts by trying to ignore them.
We feel energized and ready to get down to work after a conflict.
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2.10 Literature Framework

Figure 2.9 Literature Framework
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2.11 Conceptual Framework
The theoretical framework of the study is constructed based on the basic of previous
theories and according to the objective of the research.

Commitment

Trust

Relationship
Quality
Customer Loyalty
Customer Satisfaction

Competence

Communication
Conflict handling
Figure 2.10 Conceptual Framework
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CHAPTER 3

Research Methodology
This chapter includes information about the methodology of the study. It consists of
following items:
3.1 Research Design
3.2 Population Sample
3.3 Sampling Design
3.4 Variable of the Research
3.5 Research Instrument
3.6 Data Collected
3.7 Data Analysis
3.1 Research Design
The study was completed using quantitative research method by collecting primary data
according to objectives of the study. In order to conduct the research, the information was
compiled from the customer who comes back to used aftersales service at Bangkok in 6
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months by questionnaire survey. The main researches about brand of cars focus on three
brands are Toyota, Honda, and Mazda. Toyota is the number one of used car in Thailand,
Honda is the second ranking and Mazda is the brands that increase the number of customer
very fast. This research used sampling design to collect the data from respondents. The
personal information data such as gender, age, education, occupation, income, brand, type of
car, engine, how often the customer used aftersales service in 6 months.
3.2 Population & Sample
The population in this research was the customer who comes to use the after-sales
service in many brands such as Toyota, Honda, Mazda, Mitsubishi, Ford etc. The reason for
purpose at these three brands is Toyota & Honda because both of them is the highest
purchased and Mazda because in last 2 years the number of customers wh o used car is
increase very fast.
The research used the sample; the sample used randomly sampling (Yamane, 1993).
According to Darwin Cunanan, Ma.Clara Cruz and Jale Nonan (2008) founded the advantage of
sampling; save the cost, time, and accuracy and save the source of data.
The formula of sampling design;
n=

(

)( )
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Where

N = size of population
e = error of sampling
n = size of sample

The customer who came back to use the after-sales service in Bangkok are considered
as the population of this study. Table 3.1 shows that, in January 2012, there are 76,246
customers who purchased the cars. In this study, main target were Toyota, Honda, Mazda.
Table 3.1 the number of purchased car in 2011-2012
Brand
Numbers
Toyota
36,117
Honda
332
Mazda
3812
Others
26,545
Total
76,246
Hence, the size of sample has been calculated as;
n = (76,246 / (1+76,246) (0.05) 2)
n = 399.99 rounded up to 400
Therefore, according with N = 76,246, e = 5% (at 95% confidence level), the sample
size comes to 400 customers. For this study, research from 433 respondents.
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Table3.2 Number of population sampling of each group
Brand

Total

Number of sampling

Percentage

Toyota

36,117

143

33.00 %

Honda

332 (9,772 (2011))

104

24.00 %

Mazda

3,812

85

19.60 %

Others

26,545

101

23.40 %

Total

76,246

433

100 %

3.3 Variable of the Research
The variables: customer loyalty, customer satisfaction, relationship quality, trust,
communication, commitment, competence, conflict handling were measured by using one item
that required responds on a five-point scales. These scales ranged from the interval of strongly
agree and proceeded to strongly disagree. The digit 5 stood for strongly agree, 4 indicated
agree, 3 indicated neutral, 2 stood for disagree while 1 was meant for showing strong disagree
state of respondents.
In the data analysis progress, used LISREL to analyze the data, the variable can
measured by the question of that variable, which could be measured through the questionnaires
which collect from the respondents.
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3.4 Research Instrumentation
In this study, the research instrument used for collecting data was the questionnaires of
loyalty level of students. It composed of nine parts:
Part 1 General background information sampling consisted of question about gender, age,
education, occupation, income, brand, type, engine, how often and location.
Part 2 Questions about customer loyalty
In this questionnaire have 7 questions, adapt form many research such as Zeithaml et
al. (1996) Selnes and Hansen (2001), Nihan Özgüven (2011), Karin Boonlertranich (2011), Nelson
Oly Ndubisi (2006) and Parasuraman et al., (2005); Yang & Tsai, (2007); Zeithaml et al., (1996).
All of the previous researches have many questions but the meaning likely the same, this research
adapt from all the question and summary in 7 questions.

Part 3 Questions about customer satisfaction
In this part of questionnaires have measure by 6 questions, all of the questions are
reference form many previous questionnaires such as Karin Boonlertvanich (2011), Hong -Youl
Ha & Helen Perks (2005), Seiedeh Nasrin Danesh & Saeid Ahmadi Nasab & Kwek Choon Ling
(2012) and LUIS V. CASAL´O (2010).

69

Part 4 Question about relationship quality
In section, questionnaire of relationship quality is measured by 8 questions of Siti
Haryati Shaikh Ali (2011).
Part 5 Question about commitment
In this study of questionnaire adapt from Katie Delahaye Paine (2003), there are totally 7
questions be described in this questionnaires.
Part 6 Question about trust
In this part, the questionnaire of trust have measure by 8 questions, all of the questions
are reference and adapt from the previous questionnaire of Nihan Özgüven (2011), Katie
Delahaye Paine (2003) and Katherine Hunt, Mark Brimble & Brett Freudenberg (2011).

Part 7 Question about competence
In this study of questionnaire adapt from Katie Delahaye Paine (2003), Fuan Li, Nan
Zhou,Rajiv Kashyap, Zhilin Yang (2007) and Yi Xie and Siqing Peng (2009), there are totally 5
questions be described in this questionnaires.
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Part 8 Question about communication
In this part of communication questionnaires adapt from the Seines (1998), Duncan and
Moriarty (1999) and Rule and Keown (1998) are 5 questions.
Part 9 Question about conflict handling
In this part, the questionnaire of conflict handling have measure by 6 questions, all of
the questions are reference and adapt from the previous questionnaire of Michael Song,
Barbara Dyer, R.Jeffrey Thieme (2006) and Nelson Oly Ndubisi, Naresh K. Malhotr a, Chan
Kok Wah (2009).

3.5 Reliability Test
Reliability Test
The reliability of the questionnaires was measured by using the Cronbach's Alpha
coefficient; it indicates the level of the items is correlated to each another. It establishes the
internal reliability of the questionnaire responses (Fink and Jaruwacgirathanakul, 2005). The
Cronbach's Alpha value with greater than 0.7 will be reliable enough used in the data collect ion.
The score in the table 3.2 was ranked from 0.782 to 0.91; it can imply that the data were
acceptable.
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The second part was tested by the pretest which comprises of 30 customers who came
back to use the aftersales service. The pretest was conducted on September 2012. The
purpose of the pretest is to find out the survey questionnaire s with simplicity and
comprehensiveness in order to make a proper tool to collect required information. Furthermore,
the collected data will be initially analyzed in the pretest. After the pre-test is done, a
modification of questionnaires was done by according to advice of experts and respondents.
Table 3.3 Reliability test using Cronbach’s alpha
Post
Cronbach’s alpha
(find)

Factor

N of Item

Cronbach’s alpha
(Pre-test)

Customer Loyalty (CL)

7

0.822

0.839

Customer Satisfaction (CS)

6

0.840

0.841

Relationship Quality (RQ)

7

0.868

0.881

Commitment (C)

7

0.910

0.876

Trust (T)

8

0.891

0.884

Competence (CPT)

5

0.890

0.846

Communication (CMU)

5

0.860

0.808

Conflict Handling (CH)

4

0.872

0.782
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3.6 Data collection
Data for this research was collected through questionnaires. The questionnaires were
directed from 433 sampling customers with the aftersales service in Bangkok with many brands
of car such as Toyota, Honda, and Mazda etc.
For the objective of this study, the respondent was sample from various customers who
used the car in many brands, type, engine, often come to use the aftersales service. All of the
questionnaires were direct distributed by researcher. The researcher distributed 487 sets of
questionnaires to customer who used the car and come to use the aftersales service.
3.7 Data analysis
In research used the Likert scale, an important difference between a Likert scale and
a Likert item. The Likert scale is the sum of responses on several Likert items. Because Likert
items are often accompanied by a visual analog scale, the items are sometimes called scales
themselves. This is the source of much confusion; it is better, therefore, to reserve the
term Likert scale to apply to the summed scale, and Likert item to refer to an individual item.
The five point scale was calculated using this formula;
Base on scale 1-5; used this formula to calculated the range
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(

)

= 0.8

The range of score can separate as the table 3.4 below;
Table 3.4 show meaning of each range

Range of score

Definition

4.21 – 5.00

Strongly agree

3.41 – 4.20

Agree

2.61 – 3.40

Neither agree nor disagree

1.81 – 2.60

Disagree

1.00 – 1.80

Strongly disagree

According to the collecting data, the personal information collected was use descriptive
statistic analysis. The confirmatory factor analysis (CFA) and correlations are conducted to
evaluate the underlying structure follows the data using statistical prog ram.
Structure Equation Model (SEM) is used to examine the suppose hypothesis (research
questions). The structural relationships among customer loyalty, customer satisfaction,
relationship quality, commitment, trust, competence, communication and conflict handling were
analyzed by LISREL 8.8 (Joreskog and Sorbom 2006).The purpose of LISREL 8.8 is using to
evaluate the goodness of fit, as the absolute fit indices like chi-square (

), goodness of fit

index (GFI), and average goodness of fit index (AGFI), an d root means square error of
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approximation (RMSEA) index is used. In addition, good-of-fit also incremental and decrement
indices such as norm fit index (NFI), non-norm fit index (NNFI), comparative fit index (CFI), and
norm chi-square (

) are used to assess the goodness-of-fit.

Table 3.5 Description of each index
Fit Index

Acceptable Levels

Description

Low relative to df with an
significant p-value (0.05)

The small is a sign of a good model fit,
while the large
is a sign that model is not
a good fit.
< 0.05: represent excellent fit.
0.05-0.08: the model is match with data.
0.08-0.10: the model is properly match with
data
0.10 <: the model doesn’t match with data.
The scale is range between 0 - 1.
The higher values signify the model fit.
Adjust the GFI base on the number of
parameters in the model.
The small of RMR specifies the good fit of
model.
The scale is range between 0 - 1.
The higher values represent the model fit.
The scale is range between 0 - 1.
The higher values represent the model fit.
The scale is range between 0 - 1.
The higher values represent the model fit.

Root Mean Square Error of
Approximation
(RMSEA)

Value < 0.05

Goodness of Fit Index
(GFI)
Adjusted Goodness of Fit Index
(AGFI)
Root Mean Square Residual
(RMR)
Normed Fit Index
(NFI)
Non-Normed Fit Index
(NNFI)
Comparative Fit Index
(CFI)

Value > 0.95
Value > 0.95
Good model have small RMR
Value > 0.95
Value > 0.95
Value > 0.95
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CHAPTER 4
DATA ANALYSIS AND RESULTS
In this chapter presents the results of analysis and the interpretation of the data
obtained from the research questionnaires based on the conceptual framework which we
mentioned in previous chapters. Both descriptive and the statistical too ls were used to analyze
the findings of the study. This chapter describes the points as below:
4.1 Demographic Characteristic
4.2 Analysis of the Level of Agreement
4.3 Data Analysis and Findings
4.3.1 Correlation Analysis
4.3.2 Structural Equation Model (SEM)
4.3.3 Hypothesis Testing
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4.1 Demographic Characteristic
In the table, there are 7 main items were considered in the statistic, which are gender,
age group, education, occupation, income, brand, type, engine, how often used aftersales
service and location.
In the first category, the most participated in the survey are male with 53.10% of
respondents, while the percentage of female participated in the survey is 46. 90%.
In the terms of age, the most respondents for age category are between 18 - 25 years
old being 21.50% of the total number of respondents. The second more respondents for age
category are between 26 - 33 years old being 42.50%. The third more respondents for age
category are between 34 - 41 years old being 24.00%. The fourth more respondents for age
category are between 42 - 49 years old being 7.90%. The fifth more respondents for age
category are between 50 to 57 years old being 3.20% while the age over 58 years being 0.90%
as the least respondents for age category.
In the terms of education, there is 82% of respondents are bachelor degree, 14.80%
are master degree while only 3.20% are others.
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In the terms of occupation, there is 15.90% of respondents are studying, 17.60% are
study master degree, 48% of respondents are employees, 17.60% of respondents are owner
business while 0.90% of respondents are others.
In the terms of income, there are 11.10% income of respondents are less than 10,000
Bath, 34.20% of respondents income are 10,001 – 20,000 Bath, 29.30% of respondents income
are 20,001 – 30,000 Bath, 12% of respondents income are 30,001 – 40,000 Bath, 7.40% of
income respondents are 40,001 – 50,000 Bath, 3.20% of respondents income are 50,001 –
60,000 Bath, 1.40% of respondents income are 60,001 – 70,000 Bath, 0.02% of respondents
income are 70,001 – 80,000 Bath while 1.20% of respondents income are 80,001 – 90,000
Bath.
In the terms of brand, there is 33% of respondents used Toyota, 24% of r espondents
used Honda, 19.60% of respondents used Mazda, 4.20% of respondents used Isuzu, 3.50% of
respondents used Mitsubishi, 6.50% of respondents used Nissan, 4% of respondents used
Suzuki, 2.10% of respondents used Hyundai, 2.30% of respondents used Ch evrolet, 1.80% of
respondents used Ford, 1.60% of respondents used others brand while only 0.50% used KIA.
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In the terms of type, the most respondents are used Sedan type car being 67%, 8.10%
of respondents are used Hatch Back, 6.70% of respondents are us ed Pick Up, 6% of
respondents are used Double Cab, 5.10% of respondents are used SUV while 0.07% of
respondents are used others type.
In the term of engine, there is 3% of respondents are used engine less than 1,200 C.C.,
22.20% of respondents are used engine between 1,201 – 1,500 C.C., 46.40% of respondents
are used engine between 1,501 – 1,800 C.C., 10.60% of respondents are used engine between
1,801 – 2,000 C.C., 14.30% of respondents are used engine between 2,001 – 2,500 C.C. while
3.50% of respondents are used engine over than 2,501 C.C..
In the terms of often, the most of respondents are come to aftersales service 2 times
per month being 38.60%, 32.60% of respondents are come to aftersales service 1 time per
month, 15% of respondents are come to aftersales service 3 times per month, 1.60% of
respondents are come to aftersales service 4 time per month.
In the terms of location, there are 100% of respondents used aftersales services in
Bangkok area only. The numbers of respondents in each category are sh ow in the table 4.1.
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Table 4.1 Respondent characteristics
Characteristics

Gender

Age

Education

Occupation

Income

Brand

Type

Engine

Often
Location

Number of Samples ()

Percentage

Male
Female
18 – 25
26 – 33
34 – 41
Over 48
Bachelor’s degree
Master degree
Others
Student
Government
Employees
Home business
Others
< 10,000
10,001 – 20,000
20,001 – 30,000
30,001 – 40,000
> 40,001
Toyota
Honda
Mazda
Isuzu
Nissan
Others
Sedan
Hatch Back
SUV
Pick up
Double cap
Others
< 1,200 C.C.
1,201 – 1,500 C.C.
1,501 – 1,800 C.C.
1,801 – 2,000 C.C.
> 2,001 C.C
0
1
2
>3

230
203
93
184
104
52
355
64
14
69
76
208
76
4
48
148
127
52
58
143
104
85
18
28
55
290
63
22
29
26
3
13
96
201
46
77
46
141
167
79

53.10 %
46.90 %
21.50 %
42.50 %
24.00 %
12.00 %
82.00 %
14.80 %
3.20 %
15.90 %
17.60 %
48.00 %
17.60 %
0.90 %
11.10 %
34.20 %
29.30 %
12.00 %
13.40 %
33.00 %
24.00 %
19.60 %
4.20 %
6.50 %
12.70 %
67.00 %
15.13 %
5.10 %
6.70 %
6.00 %
0.07 %
3.00 %
22.20 %
46.40 %
10.60 %
17.80 %
10.60 %
32.60 %
38.60 %
18.20 %

Bangkok

433

100 %
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4.2 Analysis of the Level of Agreement
An analysis demonstrates degree of agreement of the respondents on customer loyalty,
customer satisfaction, relationship quality, commitment, trust, competence, communication and
conflict handling being shown in Table 4.2 .
Based on the table 4.2, the results indicate that the respondents totally agree with
customer loyalty, customer satisfaction, relationship quality, commitment, trust, competence,
communication, conflict handling, which coming from the mean value o f customer loyalty is 3.83
and sd. is 0.50. Which with the mean value of customer satisfaction is 3.84 and sd. is 0.57. The
mean value of relationship quality is 3.82 and sd. is 0.59. So the mean value of commitment is
3.84 and sd. is 0.62. Therefore the mean value of trust is 3.89 and sd. is 056. Thus the mean
value of competence is 3.92 and sd. is 0.58. Follow with the mean value of communication is
3.92 and sd. is 0.56. Last mean value of conflict handing is 3.85 and sd. is 0.61.
Table 4.2 Level of agreement of respondents
Factor
Customer Loyalty
Customer Satisfaction
Relationship Quality
Commitment
Trust
Competence
Communication
Conflict handling

Mean
3.83
3.84
3.82
3.84
3.89
3.92
3.92
3.85

Std.Deviation
0.50
0.57
0.59
0.62
0.56
0.58
0.56
0.61

Level of Agreement
Agree
Agree
Agree
Agree
Agree
Agree
Agree
Agree
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4.3 Data Analysis and Findings
The data analysis was included the progress of model adjustment, correlation analysis,
hypothesis testing and summary of the hypothesis result.
In the data analysis progress, this study used LISREL to analyze data, the variable
were divided into latent variables and observed variables. Observed variables were external
variables, which could be measured through the questionnaires which collected from
respondents. Moreover, latent variable were internal variables, which could not be measured by
questionnaires data without observed variables. In this study, all the variables used for analysis
performed as following table 4.3.
Table 4.3 Definition of Variables
CL
CS
RQ
C
T
CPT
CMU
CH

Variables
Customer Loyalty
Customer Satisfaction
Relationship Quality
Commitment
Trust
Competence
Communication
Conflict Handling

AVGCL
AVGCS
AVGRQ
AVGC
AVGT
AVGCPT
AVGCMU
AVGCH

Observed Variables
CL1 – CL7
CS1 – CS6
RQ1 – RQ7
C1 – C7
T1 – T8
CPT1 – CPT5
CMU1 – CMU5
CH1 – CH4
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4.3.1 Correlation Analysis
In this section, shows the correlation between variables were analyzed. The process of
correlation analysis consisted with 4 parts: 1.LAMBDA-X 2.LAMBDA-Y 3.GAMMA and 4.BETA
1. LAMDBA-X, tell the weight of how to X side, namely, the X side is the latent variable
as commitment (C), trust (T), competence(CPT), communication (CMU) and conflict handling
(CH) in the table 4.5, the average of each variable can be present and how the relate of that
variables. Commitment (AVGC in the table 4.5) had weight of 0.85 (st = 1.00, SE = 0.03, t =
29.13) of the measurement on commitment, which indicated that the level of positive side of
commitment could present the 85%. Trust (AVGT in the table 4.5) had weight of 0.87 (st =
1.00, SE = 0.03, t = 29.15) of the measurement on trust, which indicated that the level of
positive side of trust could present the 87%. Competence (AVGCPT in the table 4.5) had
weight of 0.85 (st = 1.00, SE = 0.03, t = 29.12) of the measurement on competence, which
indicated that the level of positive side of competence could present the 85%. Communication
(AVGCMU in the table 4.5) had weight of 0.83 (st = 1.00, SE = 0.03, t = 29.12) of the
measurement on communication, which indicated that the level of positive side of
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communication could present the 83%. Conflict handling (AVGCH in the table 4.5) had weight
of 0.85 (st = 1.00, SE = 0.03, t = 29.17) of the measurement on conflict handling, which
indicated that the level of positive side of conflict handling could present the 85%.
2. LAMDBA-Y, there were 3 variables which that variables have the average of each
variables. In case, every variable have 1 average to indicate that variable. Customer
satisfaction (AVGCS in the table 4.5) had weight of 0.83 (st = 0.92) of the measurement on
customer satisfaction, which indicated that the level of positive side of customer satisfaction
could present the 83%. Relationship Quality (AVGRQ in the table 4.5) had weight of 0.76 (st =
1.00) of the measurement on relationship quality, which indicated that the level of positive side
of relationship quality could present the 76%. Customer loyalty (AVGCL in the table 4.5) had
weight of 0.78 (st = 1.00) of the measurement on competence, which indicated that the level of
positive side of competence could present the 78%.
3. BETA, there was the level of weight that the endogenous variable as independent
variable (which was customer loyalty) could measure the endogenous variable as dependent
variable (which was customer satisfaction and relationship quality). Relationship Quality (RQ in
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the table 4.5) had weight of 0.33 (st = 0.35, SE = 0.05, t = 6.92) of the measurement on
relationship quality, which indicated that the level of positive side of customer loyalty could
present the 33%. Customer satisfaction (CS in the table 4.5) had weight of 0.67 (st = 0.61, SE
= 0.06, t = 11.00) of the measurement on customer satisfaction, which indicated that the level
of positive side of customer loyalty could present the 67%.
4. GAMMA, there was present the weight of exogenous variable, in this study was
customer satisfaction and relationship quality, and could measure the related endogenous
variable (commitment, trust, competence, communication and conflict handling). Commitment (C
in the table 4.5) had weight of 0.57 (st = 0.54, SE = 0.05, t = 10.94) of the measurement on
commitment, which indicated that the level of positive side of relationship quality could present
the 57%. Trust (T in the table 4.5) had weight of 0.39 (st = 0.37, SE = 0.05, t = 8.45) of the
measurement on commitment, which indicated that the level of positive side of relationship
quality could present the 39%. Competence (CPT in the table 4.5) had weight of 0.47 (st =
0.51, SE = 0.04, t = 10.70) of the measurement on competence, which indicated that the level
of positive side of customer satisfaction could present the 47%. Communication (CMU in the
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table 4.5) had weight of 0.24 (st = 0.26, SE = 0.04, t = 5.48) of the measurement on
communication, which indicated that the level of positive side of customer satisfaction could
present the 24%. Conflict handling (CH in the table 4.5) had weight of 0.20 (st = 0.22, SE =
0.04, t = 4.55) of the measurement on conflict handling, which indicated that the level of
positive side of customer satisfaction could present the 20%.
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Table 4.4 Parameters of Statistic table
Variables

Factor Loading

SE

t

0.92

---

---

0.76

1.00

---

---

0.78

1.00

---

---

0.85

1.00

0.03

29.13

0.87

1.00

0.03

29.15

0.85

1.00

0.03

29.12

0.83

1.00

0.03

29.12

0.85

1.00

0.03

29.17

0.67

0.61

0.06

11.00

0.33

0.35

0.05

6.92

0.57

0.54

0.05

10.94

0.39

0.37

0.05

8.45

0.47

0.51

0.04

10.70

0.24

0.26

0.04

5.48

0.20

0.22

0.04

4.55

b

Std. Solution

0.83

Measurement Model
LAMBDA-Y
CS
AVGCS
RQ
AVGRQ
CL
AVGCL
LAMBDA-X
C
AVGC
T
AVGT
CPT
AVGCPT
CMU
AVGCMU
CH
AVGCH
BETA
CS
CL
RQ
CL
GAMMA
C
RQ
T
RQ
CPT
CS
CMU
CS
CH
CS
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Note: LAMBDA= relationship between observed variables; BETA= relationship to dependent variables; GAMMA= relationship
from independent variables; b= LISREL Estimate (Maximun Likelihood); St = completely standardized solution; SE= erron; t=
regression co efficiency

The correlation matrix in Table 4.5 shows relationship among the dependent variables;
customer loyalty, customer satisfaction, relationship quality, and the indepen dent variables;
commitment, trust, competence, communication, conflict handling. An interpretation of the
correlations is based on a significant of the correlation among the independent variables.
Table 4.5 Correlation Matrix
CS
RQ
CL
C
CS
1.00
RQ
0.83
1.00
CL
0.91
0.86
1.00
C
0.94
0.85
0.88
1.00
T
0.87
0.82
0.83
0.84
CPT
0.90
0.86
0.85
1.02
CMU
0.86
0.81
0.81
0.97
CH
0.82
0.83
0.80
0.76
Note: Correlation is significant at the 0.01 level

T

CPT

CMU

CH

1.00
0.83
0.77
1.13

1.00
0.82
0.77

1.00
0.80

1.00
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The customer satisfaction (CS) based on the correlation matrix as tabulated in Table
4.5, and the correlation is significant at 0.01 level. It has positive correlation with relationship
quality (r = 0.83, p = 0.01), customer loyalty (r = 0.91, p = 0.01), commitment (r = 0.94, p =
0.01), trust (r = 0.87, p = 0.01), competence (r = 0.90, p = 0.01), communication (r = 0.86, p =
0.01) and conflict handling (r = 0.82, p = 0.01)
The relationship quality (RQ) based on the correlation matrix as tabulated in Table 4.5,
and the correlation is significant at 0.01 level. It has positive correlation with customer loyalty (r
= 0.86, p = 0.01), commitment (r = 0.85, p = 0.01), trust (r = 0.82, p = 0.01), competence (r =
0.86, p = 0.01), communication (r = 0.81, p = 0.01) and conflict handling (r = 0.83, p = 0.01)
The customer loyalty (CL) based on the correlation matrix as tabulated in Table 4.5,
and the correlation is significant at 0.01 level. It has positive correlation with commitment ( r =
0.88, p = 0.01), trust (r = 0.83, p = 0.01), competence (r = 0.85, p = 0.01), communication (r =
0.81, p = 0.01) and conflict handling (r = 0.80, p = 0.01)
The commitment (C) based on the correlation matrix as tabulated in Table 4.5, and the
correlation is significant at 0.01 level. It has positive correlation with trust (r = 0.84, p = 0.01),
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competence (r = 1.02, p = 0.01), communication (r = 0.97, p = 0.01) and conflict handling (r =
0.76, p = 0.01)
The trust (T) based on the correlation matrix as tabulated in Table 4.5, and the
correlation is significant at 0.01 level. It has positive correlation with competence (r = 0.83, p =
0.01), communication (r = 0.77, p = 0.01) and conflict handling (r = 1.13, p = 0.01)
The competence (CPT) based on the correlation matrix as tabulated in Table 4.5, and
the correlation is significant at 0.01 level. It has positive correlation with communication (r =
0.82, p = 0.01) and conflict handling (r = 0.77, p = 0.01)
The conflict handling (CH) based on the correlation matrix as tabulated in Table 4.5,
and the correlation is significant at 0.01 level. It has positive correlation with conflict handling (r
= 0.80, p = 0.01)
Conclusively, the correlation matrix revealed that all the variables specified above were
related and significant with each other such as customer satisfaction related with relationship
quality, customer loyalty, commitment, trust, competence, communication and conflict handling.
While the relationship quality related with relationship quality, customer loyalty, commitment,
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trust, competence, communication and conflict handling. Furthermore the customer loyalty
related with commitment, trust, competence, communication and conflict handling. Moreover the
commitment related with trust, competence, communication and conflict handling. While the
trust related with competence, communication and conflict handling. Furthermore the
competence related with communication and conflict handling. Lastly the communication related
with conflict handling.
4.3.2 Structural Equation Model (SEM)
For the purpose of testing the research model showed in Figure 4.1 the structural
equation model (SEM) was performed to investigate the relationship between the criterion
variable customer loyalty and the respective predictor variables of customer satisfaction,
relationship quality, commitment, trust, competence, communication and conflict handling.
Based on the Goodness of fitness statistics, compared with the standard value, the
analysis model was sufficiently matched with the conceptual framework of this study. It is
clearly shows that the Chi-Square with p-value as 0.3785, which was absolutely much than the
standard as more than 0.05.
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Second, the Goodness of Fit Index (GFI) represents overall degree of fit without
adjusting for degree of freedom. GFI values range from 0 to 1, with one for the best possible fit.
The GFI values must greater or equal to 0.90 and approached to 1, were used to justify the
final model and good fit. The goodness of fit Index of this research is 0.99, more than 0.90 and
approached to 1 which represents a good fit of the model.
Thirdly, the Adjust Goodness of Fit Index (AGFI) is a variant of GFI uses mean squares
instead of total sums of squares. AGFI values range 0 to 1. The AGFI values must greater or
equal to 0.90 used to justify the final model. The Adjust Goodness of Fit Index of this research
is 0.98 which explains an acceptable.
The standardized root mean square (RMR) is the standardized difference between the
observed covariance and predicated covariance. The standard need RMR approached to 0.
RMR is 0 indicated the model fit with the conceptual framework. The RMR of this study was
0.0016.
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Table 4.6 Goodness of fit index
FIT Index

Acceptable threshold levels

Value
Chi-square = 1.94
Chi-square
Relative to df with p-value (0.05)
P-value = 0.3785
GFI
Values > 0.95
0.99
AGFI
Values > 0.95
0.98
RMR
Good model have small RMR
0.0016
Note: df = Degree of Freedom, p = Normal Theory Weighted Least Square Chi-Square, GFI =
Goodness of Fit Index, AGFI = Adjust Goodness of Fit Index, RMR = Root mean Square
Residual
The analysis was using LISREL 8.8 (Joreskog and Sorbom 2006) to accomplish. The
LISREL model assumes that casual structure among the set of dependent and independent
variable are specified. There are set of observed variable and latent variables, that the latent
variable appear the all of the observed variable. The straight arrows depict the effect of
independent variables on the dependent variables.
The absolute fit measure which is a combination of increment fit measure and
parsimonious fit measure are used to test the model. The absolute fit measure determines the
degree to which the all model predicts the observed correlation or covariance matrix and the
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incremental fit measure compare the proposed measure to some baseline model referred to as
the null model. The parsimonious fit measure relates the goodness of fit of the model into th e
number of estimated coefficient required to achieve the level of fit. The maximum likelihood
parameter estimate and overall maximum goodness of fit for the model were used to determine
the path of variable. The maximum likelihood estimation (MLE) is ordinarily manipulated in
structural equation models.
The researcher can develop a lot of structural equation to construct the structural model
and can be used for testing the hypothesis. The structural equation of this study can be show in
table 4.7.
Table 4.7 The Standardized total effect, direct effect and indirect effect.

CS
RQ
CL

TE
--0.57
0.19

CS
RQ
CL

TE
0.24
--0.16

C
IE
----0.19
CMU
IE
----0.16

DE
--0.57
---

TE
--0.39
0.13

DE
0.24
-----

TE
0.20
--0.13

T
IE
----0.13
CH
IE
----0.13

DE
--0.39
--DE
0.20
-----

Note: TE = Total Effect, IE = Indirect Effect, DE = Direct Effect

TE
0.47
--0.32

CPT
IE
-------

DE
0.47
--0.32
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Table 4.7, the commitment has positive direct effect to relationship quality at 0.57 and
has positive indirect effect to customer loyalty at 0.19. It can describe that commitment has
significant in structural model.
Trust has positive direct effect to relationship quality at 0.39 and has positive indirect
effect to customer loyalty at 0.13. Thus describe that trust has significant in structural model.
In addition, competence has positive direct effect to customer satisfaction at 0.47 and
has positive direct effect a 0.32. Hence competence has significant in structural model.
Therefore, communication has positive direct effect to customer satisfaction at 0.24 and
has positive indirect effect to customer loyalty at 0.16. It implies that communication has a
significant in structural model.
Finally, conflict handling has positive direct effect to customer satisfaction at 0.20 and
has positive indirect effect to customer loyalty at 0.13.
significant in structural model.

Consequently that conflict handling has a
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The full structural model shown in Figure 4.1 represents for the final model of the
customer loyalty come to used aftersales service in Bangkok. It was derived from the seven
hypotheses since the proposed measurement relationships were consistent with the data.

Figure 4.1 Lisrel result
4.3.3 Hypothesis Testing
The summary of path analysis for hypothesis testing or relationship among the latent
variables was presented as following table 4.7:
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Hypothesis 1:
Ho: Customer satisfaction has no effect on customer loyalty.
Ha: Customer satisfaction has effect on customer loyalty.
Based on the data of table 4.7, customer satisfaction had direct effect to customer
loyalty as β= 0.67, which was significantly strong positive relationship. Therefore, the H o that
customer satisfaction has no effect on customer loyalty was rejected. Thus, this support ed the
Ha, which proved customer satisfaction has positive effect on customer loyalty.
Hypothesis 2:
Ho: Relationship quality has no effect on customer loyalty.
Ha: Relationship quality has effect on customer loyalty.
Based on the data of table 4.7, relationship quality had direct effect to customer loyalty
as β= 0.33, which was significantly strong positive relationship. Therefore, the H o that
relationship quality has no effect on customer loyalty was rejected. Thus, this supported the H a,
which proved relationship quality has positive effect on customer loyalty.
Hypothesis 3:
Ho: Commitment has no effect on relationship quality.
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Ha: Commitment has effect on relationship quality.
Based on the data of table 4.7, commitment had direct effect to relationship quality as
β= 0.57, which was significantly strong positive relationship. Therefore, the H o that
commitment has no effect on relationship quality was rejected. Thus, this supported the H a,
which proved commitment has positive effect on relationship quality.
Hypothesis 4:
Ho: Trust has no effect on relationship quality.
Ha: Trust has effect on relationship quality.
Based on the data of table 4.7, trust had direct effect to relationship quality as β=
0.39, which was significantly strong positive relationship. Therefore, the Ho that trust has no
effect on relationship quality was rejected. Thus, this supported the H a, which proved trust has
positive effect on relationship quality.
Hypothesis 5:
Ho: Competence has no effect on customer satisfaction.
Ha: Competence has effect on customer satisfaction.
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Based on the data of table 4.7, competence had direct effect to customer satisfaction as
β= 0.47, which was significantly strong positive relationship. Therefore, the H o that
competence has no effect on customer satisfaction was rejected. Thus, this supported the H a,
which proved competence has positive effect on customer satisfaction.
Hypothesis 6:
Ho: Communication has no effect on customer satisfaction.
Ha: Communication has effect on customer satisfaction.
Based on the data of table 4.7, communication had direct effect to customer satisfaction
as β= 0.24, which was significantly strong positive relationship. Therefore, the H o that
communication has no effect on customer satisfaction was rejected. Thus, this supported the
Ha, which proved communication has positive effect on customer satisfaction.
Hypothesis 7:
Ho: Conflict handling has no effect on customer satisfaction.
Ha: Conflict handling has effect on customer satisfaction.
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Based on the data of table 4.8, conflict handling had direct effect to customer
satisfaction as β= 0.20, which was significantly strong positive relationship. Therefore, the H o
that conflict handling has no effect on customer satisfaction was rejected. Thus, this supported
the Ha, which proved conflict handling has positive effect on customer satisfaction.
Table 4.8 summary of path analysis for hypothesis testing
Variable
CL
β
Variable
RQ
β
Variable
RQ

β

CS

RQ

TE

IE

DE

TE

IE

DE

0.67

--C
IE
--CPT
IE
---

0.67

0.33

0.33

DE
0.57

TE
0.39

--T
IE
--CMU
IE
---

TE
0.57
TE
0.47

DE
0.47

TE
0.24

DE
0.39
DE
0.24

TE
0.20

CH
IE
---

DE
0.20
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CHAPTER 5
CONCLUSION, DISCUSSION AND RECOMMENDATION
In this chapter, the conclusion, discussion and recommendation o f this study will be presented.
The main topics of this chapter have been present as the following:
5.1 Conclusion
5.2 Discussion
5.3 Implication of the study
5.4 Limitation of the study
5.5 Future research
5.1 Conclusion
The main purposes of this study were (1) to study the impact of commitment and trust
on relationship quality. (2) To study the impact of competence, communication, conflict handling
on customer satisfaction. (3) To study the impact of relationship quality, customer satisfaction
on customer loyalty.
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There were 433 copies collected from respondents and these copies were used for this
study. Among the gender of respondents, percentages of this survey male is higher than
female, female participated in the survey by 46.9% while male participated by 53.1%. For the
brands top 5 of respondents, there is 33% of respondents are used Toyota, 24% of
respondents used Honda, 19.60% of respondents used Mazda, 6.50% of respondents used
Nissan and 4.20% respondents used Isuzu. In resarch question founded how often that the
customers come to use aftersales service, there is 10.60% of respondents never come to
aftersales service, 32.60% of respondents come to aftersales service 1 time, 38.60% of
respondents come to aftersales service 2 times, 15% of respondents come to aftersales servic e
in 3 times and 1.60% of respondents come to aftersales service 4 and 5 times.
The research model was analyzed by using the structural equation model (SEM) which
revealed a good fit for research model ( Chi-square (2) = 1.94, df = 2, p = 0.3785; GFI = 0.99;
CFI =1; NFI= 1). Therefore, all the above indexes presented the good fit for the model.
An examination of the standardized path coefficients among variables showed that all
path have statistically significant effects on customer loyalty where customer satisfaction have
direct effect equivalent 0.67 consequently and relationship quality have direct 0.33
consequently, on relationship quality, commitment have direct effect equivalent 0.57
consequently and trust have direct effect equivalent 0.39 consequen tly on relationship quality,
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competence have direct effect equivalent 0.47 consequently, communication have direct effect
equivalent 0.24 consequently, conflict handling have direct effect equivalent 0.20 consequently
on customer satisfaction. The significant, positive signs of all paths support all six hypotheses
(H1, H2, H3, H4, H5, H6, and H7)
5.2 Discussion
This research is about the effect of commitment, trust, competence, communication,
conflict handling on relationship quality, customer satisfaction and customer loyalty. This
research purpose to increase the number of customer comes to use aftersales service. So that
it can successfully complete the goal that increasing the number of customer who come to use
aftersales service and decrease the number of customer who never come back to use
aftersales service.
5.2.1 Customer loyalty
According to the literature review, Oliver (1996) defines customer loyalty as a deeply
held commitment to rebuy or repurchase a preferred product or service consi stently in the
future. Gremler and Brown (1996) defined customer loyalty is a customer exhibits repeat
purchasing behavior. Gronroos (1995) founded the main of customer relationship marketing is
“to get and keep customers” and Peng and Wang (2006) founded relationship marketing as all
marketing activities directed towards building customer loyalty (keep and win customers) by
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providing value to all the parties involved in the relational exchanges”. The company needs the
customer loyalty in business.
In this study, customer loyalty has customer satisfaction and relationship quality is the
main factors to the customer loyalty, both of variables had mean value which can present the
agree level of agreement. Dependent on the Matrix statistic data, the relationship between
customer satisfaction and relationship quality have positive effect to the customer loyalty.
Customer satisfaction have direct effect mean 67% and relationship quality have direct effect
mean 33%, which had the highest relationship with customer loyalty, re sult show the customer
satisfaction higher that relationship quality
5.2.2 Customer satisfaction (competence, communication, conflict handling)
According to the literature review of customer satisfaction, the main of definition o f
customer satisfaction, Kotler and Brown is the popular to definition that many researches used
to be their base literature review. Kotler (1997) defines customer satisfaction as satisfaction is a
person's feelings of pleasure or disappointment resulting from comparing a product's perceived
performance (or outcome) in relation to his or her expectations. Brown (1992) defines customer
satisfaction as the state in which customer needs, wants and expectations throughout the
product or service's life are met or exceeded resulting in repeat purchase, loyalty and favorable
worth-of mouth. Marjan Azizi (2011) founded customer satisfaction appear to be important for
all firms and customer satisfaction is a critical issue to success of any b usiness (Ho and Wu
1999). Mittal and Kamakura (2001) founded customer satisfaction is a key factor in formation of
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customer’s desires for future purchase. In this study founded customer satisfaction has direct
effect to the customer loyalty by 67%.
According to the literature review of competence, Page and Wilson (1994) founded the
meaning of competence as the skills, abilities and personal characteristics but some research
founded the knowledge is the critical element for competence (Durand, 2000; IIIeris, 2004; Patil
Sunil Subhash, 2012). A competence can be developed through to the learning process or
experience (Sonnentag et al., 2004). According to Anderson and Weitz (1989) founded
competence as the buyer's perception of the services supplier's technological and commercial
competence. Mayer, Davis, and Schoorman (1995) have identified competence, benevolence,
and integrity as the core elements of perceived trustworthiness that subsequently determine
interpersonal trust within organizations. Competence refers to the ability to realize promises,
which develops when the organization holds adequate knowledge, expertise, skills, leadership,
and other characteristics in related domains; benevolence is a sincere concern for customers’
interests and the motivation to do good for them; and integrity is the adheren ce to a set of
sound principles (Yi Xie and Siqing Peng, 2009). In this study founded competence has direct
effect to the customer satisfaction by 47%.
According to the literature review of communication, according to Seines (1998) the
communication is the way to exchange of information between supplier and customer. Duncan
and Moriarty (1999) founded communication is an important part of a relationship marketing
strategy. Rule and Keown (1998) founded that communication is considered as an important
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characteristic which is also believed to be a core competency of company too. Adapt the
customers or prospect’s communication wants or needs and begin the cycle all over again. In
this study founded communication has direct effect to the customer satisfaction by 24%.
According to the literature review of conflict handling, according to Thomas (1992); Fey
and Beamish (1999) founded that conflict is a process that begins when one party perceives
that the other gas negatively affected what they want it. Conflict is the negative relationship
between customer and company (Chudhuri, 1998). Boonsathorn (2007) founded the situation
that can make the conflict; misunderstanding, disagreement, doesn’t get what required. Joann
(1991) founded the conflict related to the attitude of the people (attitude) and the impact of
human behavior (behavior). According to Dwyer et al., (1987), Anderson and Narus (1990)
founded conflict handling as the company ability to minimize the negative consequence the
conflict of customer. In this study founded conflict handling has direct effect to the customer
satisfaction by 20%.
In this study, customer satisfaction has direct effect to the customer loyalty and
competence, communication and conflict handling have direct effect to the customer
satisfaction. For the higher variables that have effect to the customer satisfaction is competence
presented the 47%. If the aftersales service wants to increase the degree of customer
satisfaction, aftersales service need to study, improve the competence of aftersales service
serve to the customer first.
5.2.3 Relationship quality (commitment, trust)
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According to the literature review of relationship quality, according to De Wulf et al
(2001) defined that relationship marketing quality can be considered as an overall assessment
of the strength of a relationship, relationship quality is useful measure to evaluate the
effectiveness of relationship marketing and relationship quality offers a tool for diagnosing the
pitfalls in building and maintaining relationships with customers and devising effective and
efficient remedies for those problems (Roberts et al., 2003). According to Morgan and Hunt
(1994), Simpson and Baker (1998), Palmatier et al., (2006) founded trust and commitment is
the critical relational construct to the relationship quality. According to Hennig-Thurau et al.,
(2002); Palmatier et al., (2006) founded an important concept in relationship marketing is
relationship quality, also referred to as relationship closeness or relationship strength, which
plays a key role in affecting customer loyalty. The relationship quality approach is based on the
assumption that customer loyalty is largely determined by a limited number of constructs
reflecting the degree of appropriateness of a relationship to fulfill the needs of the customer
associated with the relationship (Hennig-Thurau and Klee, 1997; Hennig-Thurau et al., 2002).
Relationship quality has long-term influence on a user’s continuance intention with a service
provider (Gustafsson et al., 2005; Palmatier et al., 2006; Shabbir et al., 2007). Relationship
quality has been posited by a number of scholars as a significant variable in the study of
customer loyalty (Crosby et al., 1990; Storbacka et al., 1994; Roberts et al., 2003). In this study
founded customer satisfaction has direct effect to the customer loyalty by 33%.
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According to the literature review of commitment, according to Gundlach et al., (1995);
Morgan and Hunt (1994) founded that commitment as one of the important variables to
understand the strength of a marketing relationship, implies to a higher level of obligation to
make a relationship succeed and mutually satisfying. Wong and Sohal (2002) founded
commitment is also one of the key elements for understanding the strength of marketing
relationship quality and measuring the likelihood of customer loyalty. Zaltman, and Deshpande´
(1992) defined the commitment infers an enduring desire and willingness to work at maintaining
the relationship. According to Ahluwalia et al.,(2000) founded relationship commitment help
customers to develop positive intentions towards new categories of products of existing brand
(Gurviez, 1997) and reduce negative information about the brand and commitment is the
important elements to understand the relationship and focus on long-term relationship. In this
study founded commitment has direct effect to the relationship quality by 57%.
According to the literature review of trust, according to Morgan and Hunt, (1994) defined
trust is a very useful in the marketing. Mohr and Spekman (1994) founed the higher of trust in
degree of relationship can be success in the marketing. Calonius (1998) founded trust is one of
the important variables for understanding the strength of a marketing relationship quality.
Urban, Sultan et al. (2000) proposed customer trust as a strong element in building strong
customer relationships and sustainable market share. Rachid Zeffane et al., (2012) founded
trust is a critical element to human relationship. According to Berry (1983) defined that trust is
the basis for loyalty. Crosby et al., (1990); Doney et al., (1997); Reichheld and Scheffer (2000);
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Ranaweera et al., (2003); Johnson and Grayson (2005) also inform that “to gain the loyalty of
customers, you must first gain their trust" with regard to developing brand loyalty, it has been
suggested that brand trust is necessary to create brand loyalty. In this study founded trust has
direct effect to the relationship quality by 39%.
In this study, relationship quality has direct effect to the cu stomer loyalty and
commitment, trust have direct effect to the relationship quality. For the higher variables that
have effect to the relationship quality is competence presented the 57%. If the aftersales
service wants to increase the degree of relationship quality, aftersales service has to increase
the commitment of aftersales service to the customer first.
5.3 Implication of the study
This study was aim the impact that have effect to the customer loyalty in Bangkok, in
order to increase the number of customer come back to the aftersales service. This section
would show the meaning of the research on the customer satisfaction, relationship quality,
commitment, trust, competence, communication and conflict handling.
Customer satisfaction is the most important significant positive direct effect (0.67) on
customer loyalty among three main components as competence (0.47), communication (0.24)
and conflict handling (0.20). This indicates that, if the aftersales service wants to increase the
customer loyalty to the aftersales service, they should concern about the customer satisfaction
first and find to increase the satisfy of the customer, in this study found the competence is the
most effect to the customer that give satisfy to the aftersales service. In other hand, the
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aftersales service need to study and find the solution to improve communication and conflict
handling because that also have effect to the customer satisfaction too. Thus the aftersales
service need to focus to the customer satisfaction to be the first priority.
Relationship quality is the subordinate component having positive effect (0.33) on
customer loyalty among two main components as commitment (0.57) and trust (0.39). It can
imply that if the aftersales service wants to increase customer loyalty, they need to focus and
increase the relationship quality with the customer. Other hand, aftersales service need to study
and improve commitment to be the first one because in this research found the commitment
has strong effect to the relationship quality and following with trust because that 2 variables
have positive effect to the relationship quality. Thus, aftersales service wants to increase the
number of customer loyalty, they need to focus on relationship quality to be the second priority.
5.3.1 Implication for aftersales service in Bangkok
Knowledge from this study can be used to improve aftersales service in Bangkok in
many aspects which can be classified as follows:
1. Aftersales service should first concentrate on improving standardized in order to
create a completive advantage among aftersales service in Thailand. Model obtained from this
study can be utilized to a multifaceted approach for aftersales service managemen t. Study
factors which are customer satisfaction, relationship quality, commitment, trust, competence,
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communication, conflict handling and customer loyalty can be applied in ordering a level of
important of each factor be implementing to improve strategy of the aftersales service.
2. Customer satisfaction, aftersales service should study exact satisfaction of the
customer and manage those well, aftersales service need to meet what the customer need. For
this research, have 3 factors in customer satisfaction such as competence, communication and
conflict handling. The highest weights on measurement are competence; competence have 3
main factors; knowledge, skill and attitude. In this research founded the customer concentrate
the competence is the most importance for them because when customer come to use service
that the staff need to use competence to fixed, repair or maintenance our cars. Staffs need to
use competence to fix or solve the problem but if they can’t do that, surely the customer not
satisfies to the service provider and the satisfaction of customer will be decrease. Then the
aftersales need to improve the competence of their staff such as training with the engineer that
expert in that car. In other hand, every brand have the research to customer for measure that
service have a good service or not such as when customer come to used service after that
around 1 week, they will call back to the customer ask about overall service if that custom er
have conflict will be complaint. After that the head office brand will done result and send to the
dealer to improve the weakness of them. The aftersales service need to concentrate and
improve the competence be the first that very important. For commun ication and conflict
handling also has to the customer satisfaction. For obviously example when the customer have
conflict and requirement to complaint. Staff of aftersales service need to holder the customer
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when they got conflict, if the staff have a good communication and conflict handling it will be
better when explain or coordinate with customer who got complaint.
3. The relationship quality, in this research found the highest weights on measurement
are commitment; commitment can separate in 2 main; affective and calculative. Both of them
describe about what is the customer thinking and feeling to the aftersales service. At first when
the customer comes to use the aftersales service since customer reached what the employee
or staff done to customer in aftersales service. Trust is also important to the customer cause, if
the customers don’t trust to that aftersales service, it very hard to get the customer back. The
aftersales service need to focus and improve the relationship with customer.
5.3.2 Implication for the academician and research
1. The empirical finding of the present research confirms that the impact to customer
loyalty is fitted for testing of customer loyalty used aftersales service in Bangkok. Application
and adaption of the impact on the finding from this study offers academician and researches
who are interested in the field of customer loyalty, customer satisfaction and relationship
quality. The model can be well used in the context of aftersales service.
2. Academicians and researchers should focus on the customer satisfaction and
relationship quality along to customer loyalty. It can be extend more dimensions into customer
satisfaction and relationship quality which could help other researchers understand customer
loyalty more clearly.
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5.4 Limitation of the study
1. The sampling group of this study focused on Bangkok area only, it may be
argued. There might be research for customer who used the aftersales service in
other provinces in Thailand.
2. The questionnaire was too much. Therefore, the sampling group had to spend
their time to fill out the questionnaire. Sometime, the respondents were in a
hurry, the answers may not correspond to their feeling, so that some of
questionnaires that I got from the respondents cannot use.
3. The groups of respondents in this research some respondents we research
outside of aftersales service cause some aftersales service they don’t permission
to research their customer.
4. The groups of respondents in this research have many brands that the result
must be average because some brands have a good service but some brand
customer said not well enough. Then, if can research only one brand that the
results very good and collect. In other hands, can be improve that brand too.
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5.5 Future research
1. In this study, customer loyalty have variables that effect is customer satisfaction,
relationship quality, commitment, trust, competence, communication and conflict
handling but in fact, there are many variable that also have effect to the
customer loyalty such as service quality, product quality. Thus, it will be
considerable for the future research.
2. The future research should research in other province and number of
respondents because in other province the service must be different if compare
with Bangkok, the number of respondents should be higher because if can
increase the number of respondents, the result must be accurate.
3. The future research should research in the customer who during use the
aftersales service only.
4. The future research should research only one brand cause the result can be
fixing and adjust only on that aftersales service.
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My name is Phurituch Senasu who studied MBA program in International
Business at the University of Thai Chamber of commerce (UTCC). I am doing the
research as the effect of customer loyalty. Thank you for taking the time to fill in
this questionnaire, you will remain anonymous and I will never forget your help.
Thank you very much.
1. Gender ;

___ 1) Male

___ 2) Female

2. Age ;

___ 1) 18-25

___ 2) 26-33

___ 3) 34-41

___ 4) 42-49

___ 5) 50-57

___6) over than 58

3. Education ; ___ 1) Bachelor’s Degree

___ 2) Master Degree

___3) High School
4. Occupation ; ___ 1) Student

___ 2) Government ___3) Employees

___ 4) Home business
5. Income ;

___ 5) Out of work

___ 1) less than 10,000 bath

___ 2) 10,001 – 20,000 bath

___ 3) 20,001 – 30,000 bath

___ 4) 30,001 – 40,000 bath

___ 5) 40,001 – 50,000 bath

___ 6) 50,001 – 60,000 bath

___ 7) 60,001 – 70,000 bath

___ 8) 70,001 – 80,000 bath

___ 8) 80,001 – 90,000 bath

___ 9) Over than 90,001 bath

6. What brand that you used;
___1) Toyota

___2) Honda

___3) Mazda

___4) Isuzu

___5) Mitsubishi

___6) Nissan

___7) Suzuki

___8) Hyundai

___9) KIA

___10) Chevrolet
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___11) Ford

___12) Others

7. What type of car that you used ;
___1) Sedan (4 doors)

___2) Sport (2 doors)

___3) Coupe (2 doors can’t open roof)

___4) SUV (CRV, Fortuner, Captiva)

___5) MPV (Innova)

___6) Pick up

___7) Hatch back (5 doors)
8. What is the engine of your car;
___1) less than 1,200 C.C.

___2) 1,201 – 1,500 C.C.

___3) 1,501 – 1,800 C.C.

___4) 1,801 – 2,000 C.C.

___5) 2,001 – 2,500 C.C.

___6) over than 2,501 C.C.

9. How often that you come back to aftersales service in 6 month;
___1) 0

___2) 1

___3) 2

___4) 3

___5) 4

___6) 5 and over

10. Which aftersales service that you just used (Specific area)__________________________________
The questionnaire below this, I would like you to think about the aftersales service that you used before
and the rate point is 5 – 1; 5 is strongly agree, 4 is agree, 3 is neither agree nor disagree, 2 is disagree,
1 is strongly disagree.
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1
Customer Loyalty
1

I am willing come back to maintain at same dealer that I bought car.

2

I will recommend to my family to use this aftersales service.

3

I will recommend to my friend to use this aftersales service.

4

I am willing continue to use the aftersales service for future service.

5

I will tell others about good things of this aftersales service.

6

When I thinking about the aftersales service, I always make the decision
to use this aftersales service.

7

I feel a sense of loyalty to this aftersales service.
Customer Satisfaction

1

I satisfied in overall service of dealer.

2

I will satisfy, if the dealer can serve higher than my perception.

3

Aftersales service completely meets my expectations.

4

Aftersales service has done its best on providing service.

5

I very happy in their interactions with this aftersales service.

6

I feel like I very important to this aftersales service.
Relationship Quality

1

I have a very close relationship with this aftersales service.

2

Overall, I have a good relationship with the aftersales service.

3

I am comfortable interacting with the aftersales service.

4

I have a good relationship with the aftersales service.

5

I am comfortable interacting with the aftersales service.

2

3

4

5
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6

The aftersales service provider understands my needs.

7

Compared to other aftersales service, I value my relationship with this
aftersales service more.

8

The aftersales service provider is sympathetic to the customers.
Commitment

1

I take pleasure in being a customer of this aftersales service.

2

The aftersales service is the operator that takes the best care of their
customers

3

There is a presence of reciprocity in my relationship with the aftersales
service.

4

I feel a strong sense of belonging with this aftersales service.

5

It is very hard for me to switch from this aftersales service right now even
if I wanted to.

6

My life would be disrupted if I switched from this aftersales service.

7

It would be too costly to switch from this aftersales service right now.
Trust

1

The aftersales service which provides service are honest.

2

The aftersales service that offer service are reliable.

3

This organization treats me fairly and justly

4

I feel confident that aftersales service will always treat me fairly.

5

I have full confidence with the aftersales service.

6

The aftersales service keeps promises to me.

7

When the aftersales service makes an important decision, I know they will
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be concerned about me first.
8

Aftersales service is trust worthy
Competence

1

I feel very confident about the employee’s skills.

2

This aftersales service has the ability to accomplish what it says it will do.

3

This aftersales service is known to be successful at the things it tries to
do.

4

This aftersales service does a good job.

5

I am confident in the aftersales service ability to perform well.
Communication

1

I will feel better if employee have a good communication skill. (eye
contact, action)

2

The communication between me and aftersales service is very importance.

3

Good communication can be solving my emotion when I have conflict with
aftersales service.

4

Employee have clearly explain and can make me easier understanding.

5

If employee have a good communication, I will feel better in the
relationship each other.
Conflict Handling

1
2
3

The employee has a good conflict handling that can avoid potential
conflicts.
The aftersales service tries to solve manifest conflicts before they create
problems.
The aftersales service openly discusses solutions when problems arise.
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4
5
6

Employee tries to investigate an issue in order to find a solution agreeable
to us both.
Employee used the fairly policy to resolve disagreements.
I feel the employee have energized and ready to get down solving my
conflict.
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แบบสอบถาม
ึ ษาวิจัย เกีย
แบบสอบถามฉบับนีเ้ ป็ นส่วนหนึ่งของการศก
่ วกับปั จจัย ทีม
่ ีผลกระทบต่อความ
ึ ษาปริญญาโท สาขาบริหารธุร กิจ
จงรั กภักดีของลูกค ้าภายใต ้แบรนด์ร ถยนต์ ของนักศก
มหาวิทยาลัย หอการค ้าไทย โดยข ้อมูลทุกอย่ างของผู ้ตอบแบบสอบถามจะถูกเก็ บเป็ น
ิ้
ความลับ ไม่เปิ ดเผยไม่ว่ากรณีใดๆ ทัง้ สน

ี้ จง กรุ ณาทาเครื่องหมาย X ลงใน ( ) หน ้าข ้อความทีต่ รงกับความเห็นของท่า นมากทีส่ ุด
คาชแ
ส่วนท ี่ 1 ข ้อมูลส่วนบุคคลของกลุ่มตัวอย่ าง
เพศ ;

___ 1) ชาย

___ 2) หญิง

อายุ ;

___ 1) 18-25

___ 2) 26-33

___ 3) 34-41

___ 4) 42-49

___ 5) 50-57

___6) มากกว่า 58

ึ ษา ;
การศก

___ 1) ปริญญาตรี

___ 2) ปริญญาโท

___3) อืน
่ ๆ ระบุ ________

ี ;
อาชพ

ึ ษา
___ 1) นักศก

___ 2) ข ้าราชการ

___3) พนักงานบริษัท

รายได ้ต่อเดือน ;

___ 4) เจ ้าของกิจการ

___ 5) อืน
่ ๆ ระบุ ________

___ 1) น ้อยกว่า 10,000 บาท

___ 2) 10,001 – 20,000 บาท

___ 3) 20,001 – 30,000 บาท

___ 4) 30,001 – 40,000 บาท

___ 5) 40,001 – 50,000 บาท

___ 6) 50,001 – 60,000 บาท

___ 7) 60,001 – 70,000 บาท

___ 8) 70,001 – 80,000 บาท

___ 8) 80,001 – 90,000 บาท

___ 9) มากกว่า 90,001 บาท

___1) Toyota

___2) Honda

___3) Mazda

___4) Isuzu

___5) Mitsubishi

___6) Nissan

___7) Suzuki

___8) Hyundai

___9) KIA

___10) Chevrolet

___11) Ford

___12) อืน
่ ๆ

ยี่หอรถที
้
ค
่ ุณใช ้ ;

ประเภทของรถยนต์ทค
ี่ ุณใช;้
___1) Sedan (รถเก๋ง 4 ประตู)

___2) Coupe (รถเก๋ง 2 ประตู)

___3) Sport (รถสปอร์ต 2 ประตู)

___4) Hatch back (รถเก๋ง 5 ประตู)

___5) SUV (CRV, Fortuner, Captiva)

___6) Pick up (รถกระบะมีแคป)

___7) Double Cab (กระบะ 4 ประตู)

___8) อืน
่ ๆ ระบุ _________

ขนาดของเครื่องยนต์ทค
ี่ ุณใช ้ ;
___1) น ้อยกว่า 1,200 C.C.

___2) 1,201 – 1,500 C.C.

___3) 1,501 – 1,800 C.C.

___4) 1,801 – 2,000 C.C.

___5) 2,001 – 2,500 C.C.

___6) มากกว่า 2,501 C.C.
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ภายในระยะเวลา 6 เดือน คุณเข ้าศูนย์บริการกีค
่ รั ้ง ;
___1) 0

___2) 1

___3) 2

___4) 3

___5) 4

___6) 5 หรือมากกว่า

้ การครั ้งล่าสุ ด(โปรดระบุสาขา)__________________________________
ศูนย์บริการสาขาไหนทีค
่ ุณใชบริ

้ การล่าสุด
สว่ นที่ 2 ทัศนคติทม
ี่ ต
ี ่อศูน ย์บริการสาขาทีค
่ ุณใชบริ
กรุณาทาเครือ
่ งหมาย X ลงในช่องว่างทีต
่ รงกับความคิดเห็นของท่านมากทีส
่ ุด
( 5 หมายถึง เห็นด ้วยอย่างยิง่ และ 4,3,2,1 เรียงลาดับมาจนถึง ไม่เห็นด ้วยอย่างยิง่ )
CL1
CL2
CL3
CL4
CL5
CL6
CL7
CS1
CS2
CS3
CS4
CS5
CS6
RQ1
RQ2
RQ3
RQ4
RQ5
RQ6
RQ7
C1
C2
C3
C4
C5
C6
C7
T1
T2
T3
T4
T5
T6

้ ริการล่าสุ ด
ทศนคติ
ั
ทมี
ี่ ต่อศูนยบ
์ ริการสาขาทคุ
ี่ ณใชบ
ื้ รถออกมา
ฉันจะกลับมาใชศู้ นย์บริการสาขาทีฉ
่ ันได ้ซอ
้ ริการทีศ
ฉันจะแนะนาคนในครอบครั วของฉันใหมาใช
้
บ
่ ูนย์ บริการสาขานี้
้ ริการทีศ
ฉันจะแนะนาเพือ
่ นของฉันใหมาใช
้
บ
่ ูนย์บริก ารสาขานี้
้ การทีศ
ฉันจะกลับมาเข ้ามาใชบริ
่ ูนย์บริการสาขานีอ
้ ก
ี ครั ้ งในโอกาสหน ้า
ฉันจะบอกคนรู จ้ ักใหทราบถ
้
งึ คุณภาพและสงิ่ ดีๆ ของศูนย์ บริการสาขานี้
ถ ้านึกถงึ ศูนย์บริการ ฉันจะนึกถงึ ศูนย์บริการสาขานีเ้ ป็ นทีแ
่ รก
ฉันมีความจงรั กภักดีต่อศูนย์บริการสาขานี้
ึ พึงพอใจต่อการบริการโดยรวมของศูนย์บริการสาขานี้
ฉันรู ส
้ ก
ึ พึงพอใจถ ้าศูนย์บริการสามารถบริการได ้เหนือกว่าความคาดหมาย
ฉันจะรู ส
้ ก
ของฉัน
ศูนย์บริการสาขานีส
้ ามารถบริการได ้ตามความคาดหวังของฉัน
ศูนย์บริการสาขานีเ้ ป็ นศูนย์บริการทีบ
่ ริการหลั งการขายดี
ึ
ฉันรู ส
้ กพอใจกับการบริการหลังการขายของศูนย์บริการสาขานี้
ึ ว่าฉันมีความสาคัญต่อศูนย์บริการสาขานี้
ฉันรู ส
้ ก
ึ มีความสนิทสนมกับศูนย์บริการสาขานี้
ฉันรู ส
้ ก
ฉันมีความสัมพันธ์โดยรวมทีด
่ ต
ี ่อศูนย์บริการสาขานี้
ึ มีความสะดวกสบายต่อการบริการหลังการขายของศู นย์บริการสาขานี้
ฉันรู ส
้ ก
ฉันมีความสัมพันธ์ทด
ี่ ต
ี ่อศูนย์บริการสาขานี้
ศูนย์บริการสาขานีส
้ ามารถเข ้าใจความต ้องการของฉัน
ึ ว่าฉันมีความสัมพันธ์ทด
ฉันรู ส
้ ก
ี่ ต
ี ่อศูนย์บริการสาขานีถ
้ า้ เปรีย บเทีย บกั บ
ศูนย์บริการสาขาอืน
่
ศูนย์บริการสาขานีม
้ ค
ี วามเข ้าใจความต ้องการต่อลูกค ้า
ึ มีความสุขในการเป็ นลูกค ้าของศูนย์บริการสาขานี้
ฉันรู ส
้ ก
ศูนย์บริการสาขานีเ้ ป็ นศูนย์บริการทีด
่ ูแลลูกค ้าได ้ดีทส
ี่ ุด
ความสัมพันธ์ของฉันกับศูนย์บริการสาขานี้เป็ นแ บบพึ่งพาซ ึ่งกันและกัน
ึ เป็ นส่วนหนึง่ กับศูนย์บริการสาขานี้
ฉันรู ส
้ ก
้ การที่ศูนย์บริการสาขาอืน
จะเป็ นเรื่องทีย
่ ากมากถ ้าฉันจะเปลีย
่ นไปใชบริ
่
ถงึ แม ้ว่าฉันจะมีความประสงค์ก็ตาม
้ การจากศู นย์บริการสาขานีฉ
ึ ไม่สะดวกสบายเท่ าเดิม
ถ ้าฉันไม่ได ้ใชบริ
้ ันอาจจะรู ส
้ ก
้
ถ ้าฉันเปลีย
่ นไปใชศูนย์บริการสาขาอืน
่ ฉันคาดว่าค่ าใชจ่้ ายอาจจะสูง ขึน
้
ื่ สัตย์ต่อฉัน
ศูนย์บริการสาขานีเ้ ป็ นศูนย์ทม
ี่ ค
ี วามซอ
ื่ ถ อ
ศูนย์บริการสาขานีเ้ ป็ นศูนย์ทค
ี่ วามเชอ
ื ได ้
ศูนย์บริการสาขานีม
้ ค
ี วามยุ ตธิ รรมและเป็ นธรรม
ึ มีความเชอ
ื่ ใจว่าศูนย์บริการสาขานีจ้ ะใหความเป็
ฉันรู ส
้ ก
้
นธรรมต่อฉัน
ื่ ใจต่อศูนย์บริการสาขานี้
ฉันมีความเชอ
ศูนย์บริการสาขานีร้ ั กษาสัญญาทีใ่ หไว
้ ้ต่อฉัน

1

2

3

4

5
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T7
T8
CPT1
CPT2
CPT3
CPT4
CPT5
CMU1
CMU2
CMU3
CMU4
CMU5
CH1
CH2
CH3
CH4

้ ริการล่าสุ ด
ทศนคติ
ั
ทมี
ี่ ต่อศูนยบ
์ ริการสาขาทคุ
ี่ ณใชบ
ิ ใจทีส
ถ ้าศูนย์บริการต ้องตัดสน
่ าคัญ ทางศูนย์จะใหความความส
้
าคัญ
และนึกถงึ ฉันเป็ นอันดับแรก
ื่ ใจได ้ถ งึ ที่สุด
ศูนย์บริการสาขานีส
้ ามารถไว ้วางใจและเชอ
ึ
ฉันรู ส
้ กมั่นใจต่อทักษะของเจ ้าหน ้าที่ทศ
ี่ ูนย์บริก ารสาขานี้
ศูนย์บริการสาขานีม
้ ค
ี วามสามารถพอทีจ่ ะท าตามทีไ่ ด ้ตกลงกันไว ้กั บฉัน
ศูนย์บริการสาขานีท
้ ราบวิธก
ี ารขัน
้ ตอนการดาเนินการอย่ างถูกต ้องในสงิ่ ทีจ่ ะทา
ศูนย์บริการสาขานีม
้ ผ
ี ลงานการซ่อมทีด
่ ี
ึ มั่นใจต่อประสท
ิ ธิภาพและความสามารถของศูนย์บริการของสาขานี้
ฉันรู ส
้ ก
ึ ดีเมือ
ื่ สารกับฉันได ้อย่ า งเข า้ ใจ
ฉันจะรู ส
้ ก
่ เจ ้าหน ้าทีท
่ ศ
ี่ ู นย์บริการสาขานีส
้ อ
่
ื
การสอสารทีด
่ รี ะหว่างฉันและศูนย์บริการมีความสาคัญมากต่อฉัน
ื่ สารทีด
ึ ไม่ดข
การสอ
่ ส
ี ามารถช่วยลดความรู ส
้ ก
ี องฉันขณะทีฉ
่ ันมีข ้อขัดแย ง้ กับ
ศูนย์บริการได ้
ั เจนและง่ายต่อความเข ้าใจ
เจ ้าหน ้าทีท
่ ศ
ี่ ูนย์บริการสามารถอธิบ ายได ้อย่ างชด

1

ื่ สารทีด
ัม พันธ์ของฉันและศูนย์บริการ
ถ ้าเจ ้าหน ้าทีม
่ ท
ี ักษะการสอ
่ ีทาใหความส
้
จะดีขน
ึ้
ถ ้าเจ ้าหน ้าทีท
่ ศ
ี่ ูนย์บริการสาขานีม
้ ค
ี วามสามารถในการจัดการความขัดแย ง้ ทีด
่ ี
จะช่วยหลีกเลีย
่ งข ้อขัดแย ง้ ทีจ่ ะเกิดขึ้นได ้
หลังจากเกิดปั ญหาศูนย์ บริการสาขานีจ้ ะพยายามแก ้ไขความขัดแย ้งใหได
้ ้
อย่ างรวดเร็ วทีส
่ ุด
ศูนย์บริการสาขานีม
้ แ
ี นวทางการแก ้ไขปั ญหาอย่ างตรงไปตร งมา ณ เวลาที่
เกิดข ้อขัดแย ง้
เจ ้าหน ้าทีท
่ ศ
ี่ ูนย์บริการสาขานีพ
้ ยายามตรวจสอบปั ญหาทีเ่ กิดขึน
้ เพือ
่ ทีจ่ ะได ้
แนวทางการแก ้ไขปั ญหาใหดี้ ทส
ี่ ุด ทาใหทั้ ง้ สองฝ่ ายตกลงยอมรั บได ้

ขอขอบพระคุณทีใ่ ห ้ความร่วมมือเป็ นอย่างดีในการตอบแบบสอบถาม
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