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ABSTRACT 

The objective of this research is to study internal customer expectations and 

perceptions of the service quality provided by the procurement department at the Head Office 

of Bank of Ayudhya  in Thailand. The research is based on the problem question "Is there any 

difference between customer expectations and perceptions of service quality from the Bank 

in terms of the dimensions of SERVQUAL  5?" The research focused on the procurement 

department which is a significant part of the Bank's supply chain. 

Procurement is the function of acquiring goods or services which the organization 

requires, and this might include outsourcing. The aim of the function is to procure at the best 

possible total, according to the five rights: time, place, quality, quantity, and source, to 

maximize benefit for the organization. The procurement function developed from purchasing 

but is more strategic. 

In most organizations, when some department or division needs to buy something, 

they have to contact the procurement department to perform the buying process. Procurement 

is required to service internal customers in order to achieve business competitiveness. For 

this research, the data was collected from internal customers of the Bank's procurement 

department, from 195 respondents. All data was analyzed using SPSS  (Statistical Package for 

Social Science). The hypotheses have been tested by Paired-Sample T-Test and One Way 

Analysis of Variance to determine the difference between internal customer expectations and 

perceptions 

In the results, the researcher found that there are gaps between expectations and 

perceptions in terms of SERVQUAL'  s five dimensions which are comprised of tangible, 

reliability, responsiveness, assurance and empathy. The demographic characteristics which 

consist of position, size of department and function of department that effect the difference of 

customer perceptions only slightly affected the gap. 
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CHAPTER I 

GENERALITIES OF THE STUDY 

In a competitive world, every organization is striving to provide customer satisfaction 

in order to achieve the business target. Service quality is the one of the core determinants for 

an organization to compete with their competitors, as price is not only the factor by which 

customers make decisions. An organization which cannot manage service competition will 

have problems surviving (Gronroos,  1990) even within the organization itself. In this study, 

the researcher measures the service level of service delivery by the procurement department 

in the organization, whether it meets what internal customer expect of the service level 

provided. This service level measurement within the organization, focuses on the 

procurement department as that is now considered to be a significant function in the 

organization. 

Macbeth (1994) stated that the role of purchasing within the organization is changing, 

because purchasing as a function is becoming more strategic. Purchasing becomes strategic 

in its perspective and in the global viewpoint, hence, purchasers are proactive (Freytag  &  

Mikkelsen,  2007). However, Rae (2009) described the difference between purchasing and 

procurement, that 'Purchasing' still viewed by much of the business world as an 

administrative function while 'Procurement' steps away from the transactional side and is 

seen as more of a strategic function. 

`Procurement' is all about activities required in order to obtain a product from the 

supplier and get it to the place where it is used. It encompasses the purchasing role, store, 

transportation, inspection, quality control and assurance (Weele &  Rozemeijer,  1996). The 

significant role of procurement is its effect on its organization which is increasing in value 

everyday as it is the main function to reduce operating cost in an organization. The following 

paragraph can illustrate more about the significant role of purchasing. 
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Gad and Hakansson  (1996) stated the following: 

`Purchasing has come to be successively involved in an increasingly large fraction 

of a company's total operations. This means that the capacity and competence of the 

purchasing department will be important to the effectiveness of the firm. Therefore, 

purchasing is an essential aspect of the profitability of a firm' (p.17). 

Most organizations have one thing in common: they are striving to satisfy the end user 

needs. End user in this context means the internal customer or the person who needs to buy 

or use the goods or services that the organization provides. The purchasing process in the 

procurement function needs to be controlled to ensure that the purchasing products or 

services conform to the organization's requirements`  (Oakland &  Marosszeky,  2006) as 

services are highly heterogeneous which affects procurement activities (Gad &  Hakansson,  

1996). 

1.1 Background of the Study 

To differentiate one business from others, service quality is one of the determinants to 

increase the competitive advantage for an organization. And among a variety of instruments 

that have been proposed for measuring service quality, the SERVQUAL  instrument has 

received the most recognition (Ladhari,  2009). The ultimate goal of service quality 

measurement is to assist management in ensuring service quality and customer satisfaction 

(Webster, 1989). 

For this research, the function of the service quality provided by the procurement 

department at Bank of Ayudhya  is about its internal customers who are staff inside the 

organization and have to deal with procurement department for their purchasing requests. 

The provision of good internal services to staff is crucial to the overall success of an 

organization as the other functions of business within the bank such as Corporate Banking 

Group, Corporate Marketing Group, Consumer Banking Group, Operations Group. These 

groups need the procurement department to support their work accordingly. For example, the 

Consumer Banking Group which is responsible for personal customers may request sourcing 
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from a supplier who is able to produce a premium gift of about 100,000 units for their credit 

card promotion, and hence, the representative from their department has to deal with 

procurement department for the premium gift sourcing process. Another example is the 

Operations Group which may request sourcing from a new contractor for branch expansion 

work. 

1.1.1 Background of the Company 

Bank of Ayudhya  Pd., for this research called 'BAY', was established 65 years ago. 

It started business officially on April 1, 1945 then moved and relocated to new headquarter in 

1996 at Rama III Road, Bangkok. In 2009, the Bank was positioned at the fifth rank in terms 

of assets, deposits and loans compared with the other banks in Thailand. Table 1.1 illustrates 

the position of BAY in the banking business market in Thailand as of June 2009. 

Table 1.1: Ranking of BAY in the Banking Business in Thailand as of June, 2009 

MANI  
Assets 719.6 5 

Deposits 500.6 5 

Loans 556.2 5 

Source: Bank of Ayudhya  (Retrieved on October 14, 2009) 

The services provided to their external customers are as follows: 

• Deposit service which has four types of service; current accounts, savings accounts, 

time deposits, and foreign currency deposits. 

• Loan service provides various loans: overdraft (0/D), loans including promissory 

notes and term loans to corporate customers, housing loans and personal loans to retail 

customers, loans in a foreign currency, trade finance credit, other loan services such as letter 

of guarantee /  bank guarantee, letter of credit and financial status certification issuance. 
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SME  Banking Group 

4  Consumer Banking Group 

Distribution Group 

4  Treasury  Group 

Corporate Marketing Group —1  

Corporate Communications &  
Investor Relations Group 

4  Legal  and Compliance Group   

4 Operations Group 

04  Information Technology Group 

Finance Group  

• Other services, such as banking services through electronic channels, domestic money 

transfer services, international money transfer services, international trade electronic banking 

service, automatic account debit and credit, life insurance and non-life insurance, investment 

banking service, securities business service, cash management service, foreign currency 

purchase/sale in advance and financial tools for risk management, exchange rate, interest 

rate, government bonds, treasury bills, and state enterprise bonds (Bank of Ayudhya,  

retrieved on December 12, 2009) 

1.1.2 Organization Chart 

BAY's  organization chart is illustrated in Figure 1.1. Those working group comprise 

two main functions of work which are support function and banking business function. 

Figure 1.1: Bank of Ayudhya  Organization Chart 

*  
Information Technology 

Audit Department 

Audit Committee Audit Group  -Audit Department 

    

tr  President &  CEO Executive Committee 

 

Risk Management 
Committee 

Nomination and 
Remuneration Committee 

Office of the 
President &  CEO 

Human Resource Group 

Source: Bank of Ayudhya  (Retrieved on December 12, 2009) 
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Operational 
Controllership 

Division 

•  
Financial Planning and 

Analysis Division 
ti  

FINANCE GROUP 

•  
Procurement  Staff 

Level 7 
Procurement Staff 

Level 5 
Procurement Staff 

Level 4 
)  Procurement Staff 

Level 3 

4 
 

• 
Procurement Staff 

Level 2 

The focus is on the procurement department, as it is one of the support functions. The 

Department is within the Finance Group. The total number of procurement staff as of 

October, 2009 was 7 persons consisting of: 

• Procurement Senior Vice President, 

• Procurement FAVP,  

• Procurement Staff Level 7, 

• Procurement Staff Level 5, 

• Procurement Staff Level 4, 

• Procurement Staff Level 3, and 

• Procurement Staff Level 2 

The procurement organization chart is illustrated below in Figure 1.2 

Figure 1.2: Bank of Ayudhya's  Procurement Organization Chart 

Procurement Senior 
Vice President 

Procurement FAVP  

----  I  

Investor Financial 
Reporting Division 

Source: Author 

Each procurement staff has its own responsibility in different roles, such as to support 

marketing related, human resource related, operational related, technology related and others. 

Most working tasks have the responsibility to source indirect products. Indirect products 
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SPENDING  CATEGOWE  CTS /  SERVICES 

  

Marketing Related Premium, Printing AdVertisement, Printing Application 
Human Resource Related Staff Insurance, Health Check-Up, Uniform 
Banking Business Related Cash Logistic, Banking Equipment 
Building Related Branch Renovation, Expansion, Maintenance, Repair 
Outsourcing Service Photocopy, Printing, Cleaning, Guard, Gardening 
Office Supplies Stationery, Computer Supplies, Printing Form 
Information Technology Computer Software, Desktop Computer 
Others Hotel, Air Ticket 

refer to the rest of an organization's requirement and typically include energy, insurance, IT 

and so on, all of which enable an organization to operate effectively (The Chartered Institute 

of Purchasing and Supply, retrieved on December 12, 2009). 

The researcher has summarized in Table 1.2 examples of products and services which 

are under the responsibility of BAY's  procurement department for the sourcing process. 

Table 1.2: BAY's  Spending Category and Examples of Products and Services 

Source: Author 

1.2 Statement of the Problems 

As service is now very significant for customer as a decision factor, therefore the 

service quality of each organization should be at a level which the customer expects. A 

business which is able to deliver service quality exceeding a customer's expectation would 

be better since this ensure the customers satisfaction and better operations. 

Even within the organization, service level is also significant for internal interaction 

because it means that the best management and handling process of work would lead the 

organization to compete with others easier. Late response may lead to being the loser 

(Gninroos,  1990). Therefore, each organization should know what their service level is are, 

and especially the procurement department which is th4  subject of this research. To analyze 

what internal customer expect and perceive would assist the management team to be aware 

and improve the service level. 

6 



Hence, the main question of this research is "Is there any difference between BAY's  

internal customer expectations and perceptions service from the procurement department in 

term of SERVQUAL  5 dimensions?". The sub-questions are as follows: 

1. Is there any difference between expectations and perceptions in terms of tangibles 

from service quality provided by the procurement department towards BAY's  internal 

customers? 

2. Is there any difference between expectations and perceptions in terms of reliability 

from service quality provided by the procurement department towards BAY' s internal 

customers? 

3. Is there any difference between expectations and perceptions in terms of 

responsiveness from service quality provided by the procurement department towards 

BAY's  internal customers? 

4. Is there any difference between expectations and perceptions in terms of assurance 

from service quality provided by the procurement department towards BAY's  internal 

customers? 

5. Is there any difference between expectations and perceptions in terms of empathy 

from service quality provided by the procurement department towards BAY's  internal 

customers? 

However, in order to provide more additional information to other researchers, the 

research also attempts to find answers to the following question: 

6. Is there any difference in each characteristic when categorized by individual position, 

size of department, function of department towards internal customer perceptions of 

BAY's  procurement department? 

1.3 Research Objectives 

The objectives of this research are as follows: 

1. To study the BAY's  internal customer expectations towards the service quality 

provided by procurement department. 

2. To measure the BAY's  internal customer perceptions towards the service quality after 

receiving service from the procurement department. 
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3. To examine the important of service delivery to its internal customer and the 

managerial implications. 

1.4 Significance of the Study 

The aim of this research is to focus on the service quality of the procurement 

department in the banking business, which is the first such research in Thailand. The research 

aims to gather the internal customer expectations and perceptions of service quality provided 

by the procurement team of Bank of Ayudhya,  and therefore the significance of the research 

and its findings are as follows: 

1. To provide information to BAY' s procurement department on what the customer 

actually expected from the department. 

2. To improve the service quality in order to satisfy internal customer in their 

expectations of the service quality from BAY' s procurement department, and this will 

lead the management team to realize the actual service quality delivery provided in 

order to improve for better quality from customer perceptions. 

3. To promote awareness to procurement staff who are responsible for the procurement 

function in terms of service quality in any business organizations. 

4. To lead other researchers for further study of service quality in related areas, as this is 

the first research which studies service quality of a procurement department in 

Thailand. 

1.5 Scope and Limitations of the Research 

The research was conducted within BAY in order to study the correlation between 

internal customer expectations and perceptions of service delivered by the procurement 

department. The research concentrates on the internal customers who are the employees of 

BAY and operate at Head Office. Hence, the "customer" in this research is the employee of 

BAY. The total number of procurement customers is more than 300 persons from the total 

employees of 4,000 persons, as collected from historical data. This includes all level of staff 

that operate at Head Office. 
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However, the difficulty of this research may come from lack of cooperation from the 

respondents. As the researcher's time frame was to collect all data from January and 

February 2010, the respondents might not have been willing to respond to the distributed 

questionnaire because of the time needed. Therefore this might have lead to loss or delay and 

some may not have expressed the complete information to the researcher. 

1.6 Definition of Terms 

To understand the basic definitions of term in this research, the researcher 

summarizes the important terms below: 

Assurance: Knowledge and courtesy of employees and their ability to convey trust 

and confidence (Zeithaml,  Parasuraman  &  Berry, 1990). 

Customer Expectations: The belief about the level of service that will be delivered 

by a service provider, and they are assumed to provide standards of reference against which 

the delivered service is compared (Zeithami,  Parasuraman  &  Berry, 1993). 

Customer Perceptions: The customer belief of service received and experienced. 

(Parasuraman,  Zeithaml  &  Berry, 1985). 

Empathy: Caring, individualized attention the firm provides to its customers 

(Zeithami  et al., 1990). 

GAP 1 The difference between what customers expect and what management 

perceives they expect (Not knowing what customers expect). 

GAP 2 The discrepancy between managers' perceptions of customers' expectations 

and the actual specifications they establish for service delivery (The wrong service quality 

standards). 

GAP 3 The difference between service specifications and the actual service delivery 

(The service performance gap). 

GAP 4 The discrepancy between service delivery and external communications, in 

the form of exaggerated promises and/or the absence of information about service delivery 

aspects intended to serve customers well (When promises do not match delivery). 

9 
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GAP 5 The quality that a consumer perceives in a service is a function of the 

magnitude and direction of the gap between expected service and perceived service. 

Internal Customer: Anyone you count on or rely upon to complete a task or a 

function or to provide you with information so that you can get job done (Rosenberger, 

1998). Internal Customer includes every employee in the company (Swartzlander,  2005). 

Procurement: Purchasing is the process of buying which consists of learning the 

need, locating or selecting a supplier, negotiating price and other pertinent terms, and proving 

follow-up delivery, while procurement is a somewhat broader term than purchasing and also 

includes stores, traffic, receiving, incoming, inspection, and salvage (Leenders  ,  Feason  ,  

Flynn &  Johnson, 2002). 

Reliability: Ability to perform the promised service dependably and accurately 

(Zeithaml,  et al., 1990). 

Responsiveness: Willingness to help customers and provide prompt service 

(Zeithaml,  et al., 1990). 

SERVQUAL:  A service quality assessment tool which was developed by 

Parasuraman,  Zeithaml,  and Berry (1985). The original SERVQUAL  tool is a designed 

questionnaire consisting of 22 pairs of statements. The first half of each pair measures 

customer expectations for service quality and second half measures customer perceptions 

(Yu, Hong, Gu  &  Wang, 2008). 

Service Quality: The extent of service discrepancy between the customers' 

expectations or desires and their perceptions (Zeithaml,  et al., 1990). 

Tangibles: Appearance of physical facilities, equipment, personnel, and 

communication materials (Zeithaml,  et al., 1990). 
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CHAPTER II 

LITERATURE REVIEW AND CONCEPTUAL FRAMEWORK 

The context of this chapter discusses the literature in related areas of study. The 

beginning of this chapter starts with a discussion of the literature review in order to illustrate 

the idea and concept of each variable. The framework for this study covers the theoretical 

model which relates to the customer assessment of service quality. Lastly, the researcher 

designs the conceptual framework to measure the hypotheses testing. 

2.1 Supply Chain Management 

Most effective organizations in the competitive world are always concerned with 

supply chain management, as activities in the supply chain involve related parties in the 

chain such as raw material providers, manufacturers, warehouses, customers, and suppliers. 

Supply Chain Management is the process of planning, implementing, and controlling the 

operations along the chain from upstream to downstream with the purpose of satisfying 

customer requirements as much as possible. Supply chain management spans all movement 

and storage of raw materials, work-in-process inventory, and finished goods, from point-of-

origin to point-of-consumption (Poluha,  2006). Lysons  and Gillingham (2003) also stated 

that a supply chain is the network of organizations that are involved in upstream to 

downstream linkages, in the different processes and activities that produce value in the form 

of products and services. 

In an overview, a supply chain is included in the business process, and the supply 

chain can be a simple chain and or a complicated chain. Figure 2.1 illustrates the simple 

supply chain which consists of Suppliers, Procurement, Production, Storage, Distribution, 

Customer and End User. 
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Figure 2.1: A Simple Supply Chain 

Suppliers rocuremen  Production Storage '>Distributioi  Customer End User 

Source: Lysons  and Gillingham (2003) 

The Figure above illustrates just a simple supply chain. However, in the real world, a 

supply chain could have a complex structure within. It can have a numbers of suppliers, 

distributors or even end users. And as procurement is involved in the supply chain, 

procurement is counted as the core part in the supply chain. 

2.1.1 Purchasing and Procurement 

Nowadays, procurement is the significant function for any organization because the 

goal of procurement is to eliminate unnecessary cost. A few years ago, the organization was 

familiar with the word of purchasing but today it is changing to procurement. Though the 

meanings of procurement and purchasing are very similar, procurement leads the 

organization to identify the need for change to happen in a better way. The change from 

purchasing to procurement wording, means that this becomes a more strategic role, and 

seems this lead purchasers to behave differently and be a part of the business connected to 

the other functions with an efficiency strategy. 

As the role of procurement is a part of the supply chain, its role implies the 

acquisition of goods or services in return for a monetary or equivalent payment. It is the act 

of obtaining something in any way including force or pillage. Lysons  and Gillingham (2003) 

defined the purchasing function such that it included sourcing, supplier negotiating and 

supplier evaluating performance. Moreover it also includes the strategic function such as 

contribution to profit, amount of spending (budgetary control), supplier relationship and 

others employed in the purchasing function. Kalakota  and Robinson (1999) stated that 

procurement is evolving from a support function to a weapon in a corporation's competitive 

arsenal. They recommended that chief of procurement officers solve the five biggest 

12 



challenges faced by corporate procurement today: reducing the cost of order processing and 

also the cycle times, providing enterprise-wide access to corporate procurement capabilities, 

empowering desktop requisitioning through self-service, achieving integration with key 

back-office systems, and elevating procurement to a position of strategic importance within 

the organization. From the five challenges above, it seems that the last challenge is the core 

of strategic procurement because it represents the significant task of procurement that should 

eliminate waste from the procurement process. 

2.2 Definition of Service 

According to Gronroos  (1990), a service is an activity or series of activities of more 

or less intangible nature that normally, but not necessarily, take place in interactions between 

the customer and the service employees, and/physical resources of goods and/or systems of 

the service provider, which are provided as solutions to customer problems. 

Gronroos  (2000) gave additional information about service, that service is different 

from goods in a variety of characteristics. He defined service as an activity, which cannot be 

stored and no ownership of service transactions, while customers are able to be involved in 

the production of service. And lastly, the characteristics of service are intangible and 

heterogeneous. He also added that service is a core value in buyer-supplier interactions. 

Lakhe  and Mohanty  (1995) described service as follows: 

`A production system where various inputs are processed, transformed and value 

added to produce some outputs which have utility to the service seekers, not merely in an 

economic sense but from supporting the life of the human system in general, even maybe 

for the sake of pleasure' (p.12). 

To separate services from goods, Zeithaml  and Bitner  (2003) categorized the 

properties of consumer products into three groups: search qualities, experience qualities and 

credence qualities. Search quality is the attributes that a customer is able to evaluate before 

purchasing a product. Experience quality is what a customer can discern after purchase or 
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during consumption of it, while credence qualities are contrasted, the consumer can 

determine these after consumption. Figure 2.2 below illustrates the sample kind of products 

that are categorized from an easy level to evaluate up to difficult to evaluate. 

Figure 2.2: Continuum of Evaluation for Different Types of Products 

Easy to evaluate  ifficult  tss  evaluate 

Highin  search Higli  in experience High in credence 
qualities qualities .qualities 

Source: Zeithaml  and Bitner  (2003) 

From the figure above, it shows how to evaluate service from goods by sequence of 

consuming as in daily life there are a lot of goods and services that people consume. 

Boone and Kurtz (1994) expanded service to six characteristics of service as follows: 

1. Intangibility: A customer cannot sample a service before purchasing it, such as 

appealing to a customer's sense of sight, hearing, smell, taste, and touch. 

2. Inseparability: Customer perceptions of the service provider become their perceptions 

of the service itself. A customer often is unable to judge the quality of a service 

before purchase. 

3. Perishability: The organization cannot put an unsold service into storage. 

4. Difficult to Standardizes: It is often impossible to standardize offerings among sellers 

of the same service or even to standardize the service of a single seller. 
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5. Buyer Involvement: Buyers are often involved in the development and distribution of 

services. 

6. Service quality is highly variable. 

From the literature above, it could be concluded that service is different from goods 

and has major characteristics which are intangible, cannot be stored, and no owner as it is not 

a physical things. To provide service to customers, most organizations compete with the 

others by putting the quality into the service in order to make their customers satisfied and to 

differentiate themselves from others. The reason why many organizations concentrate on 

service quality is because it leads their customers to repurchase and keep them as loyal 

customers. 

2.3 Definition of Service Quality 

Service quality represents the long-term element of service satisfaction. Service 

quality is related to customer expectations. A customer is the one who make the evaluation of 

quality by comparing expectations of service and actual perceptions (Baker, 1994). However, 

Parasuraman,  et al. (1985) argued that the measurement of service quality is not made 

independently of customer service. They also involve the measurement of process of service 

delivery. Service quality perceptions result from a comparison of customers expectations 

with actual service performance. 

Some researchers state that a company or institution can be measured by determining 

the discrepancy between what the customer expects and how the customer perceives. 

Meanwhile, others also argue that service quality is considered as a critical determinant of 

competitiveness (Lewis, 1989), and it is derived from a comparison of performance with 

ideal standards (Teas, 1993). 

Fisk, Stephen and Bitner  (1993) stated that the focus on increasing service quality 

matches with total quality management and customer satisfaction. Hence, the researcher 

would conclude that both service quality and customer satisfaction are important in the 
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evaluation of service quality in any service because any organization needs to strive for 

success in a competitive environment. However, within the organizations, most of them have 

KPIs  (Key Performance Indicators) to measure the level of internal service that staff provide 

to their customers. 

2.4 Expectations and Perceptions of Service Quality 

Any difference between customer expectations of performance and the actual 

perceived performance of the service is referred to as disconfirmation.  If the service 

experienced is better than expected, then positive disconfirmation  or high levels of 

satisfaction will result. If, however, the service performance falls short of what was expected, 

then negative disconfirmation  or dissatisfaction will result. Therefore, disconfirmation  

represents the relationship between expectations and perceived performance (Hamer, 2006). 

"Expectations" are the wants of customers, that is, what they feel a service provider 

should offer. Their expectations of services greatly influence their resulting level of 

satisfaction. It is far easier to please customers with lower expectations than those with 

higher expectations. Consequently, an understanding of customers' expectation is critical. 

Zeithaml  et al. (1993) include three similar levels in their conceptual model of customer 

service expectations: predicted, adequate, and desired. 

Parasuraman  et al. (1993) found that a customer is concerned with two types of 

service expectations, as illustrated in Figure 2.3. Firstly, the desired service is the service 

level which represents what a customer believes that the service level can be or should be. 

While the second type of service expectation is adequate service which represents the lowest 

or minimum level that a customer can accept. Hence the area between them is called the 

Zone of Tolerance which is the area within which customers must consider their satisfaction. 
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Figure 2.3: Nature and Determinants of Customer Expectations of Service 

Predicted service 

Source: Parasuraman  et al. (1993) 

According to Schemerhorn,  Hunt and Osborn (2000), perception is a way of forming 

impressions about oneself, other people and daily experience. It also serves as a screen or 

filter through which information passes before it has an effect on people. The quality or 

accuracy of a person's perceptions, therefore, has a major impact on his or her responses to a 

given situation. In the view of Siegel and Ramanauskas-Marconi  (1989), a perception is how 

people see and interpret something. These might be events, people and objects. Because the 

perceptions are influenced by many external and internal determinants such as cultural, 

social, and economic, the ways in which the customer perceives services are highly 

subjective. 
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From the literature above, a perception is what a customer perceives and interprets. 

Moreover, what a customer perceive can differ from objective reality and also differ from 

others people. Therefore, measuring customer perceptions of service is important, as the 

customer evaluation of service depends on the perception, not on reality itself. The 

perceptions of service providers are part of the overall customer perceptions of a product. 

It is imperative to understand how customers perceive the quality of the product 

offering, including the service elements, and how these perceptions impact upon the 

customer's ultimate decision. Having understood the customers' perception of quality, the 

organization should be able to identify whether or not a gap exists between the customers' 

expectation and expectations. The manager is responsible for the development of appropriate 

managerial quality systems, which should maximize customer satisfaction. The needs of 

survival and prosperity in the increasingly competitive marketplace are the main driving 

forces in the provision of superior quality services. This makes the provision and 

measurement of service quality imperative (Douglas &  Connor, 2003). 

2.5 Measuring Service Quality 

A number of researchers agree that some measure of perceived performance is 

important in assessing service quality. There may, however, be difficulties in obtaining 

accurate data even on this, especially for services that are high in credence attributes where 

the customers are unable to evaluate key elements of the service (Cronin &  Taylor, 1994). 

Beyond the need for performance measurement there is little agreement. Two particular areas 

of debate are the role of expectations and the role of importance in service quality 

measurement. 

Gronroos  (1988) stated that "service quality" consists of three dimensions which 

include technical quality of outcome, functional quality of the service encounter, and 

corporate image. Technical quality relates to what the customers received and as the result of 

the buyer /  seller interaction. Functional quality is performance of the service /  products and 
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is a more learned perception of the customer, as long as the tangible quality is satisfactory. 

Corporate image depends on technical and functional quality. 

For service quality determinants, Parasura,am  et al. (1985) proposed ten general 

criteria of dimensions (described below). They then proposed modifications and the 

introduction of new determinants based on their research which reduced the dimensions to 

five. All are not necessarily independent of one another. Moreover, they were also confident 

that they are appropriate for assessing quality in a broad variety of services. 

The original ten dimensions of service quality, through empirical research by 

Parasuraman  et al. (1985), were identified as follows: 

1. Reliability: the ability to provide the pledged service on time, accurately and 

dependably. 

2. Responsiveness: the ability to deal effectively with complaints and promptness of the 

service. 

3. Credibility: the extent to which the service is believed and trusted. The service 

provider's name and reputation, and the personal traits of front line staff, all 

contribute to credibility. 

4. Competence: staff should possess the necessary skill, knowledge and information to 

perform the service effectively. 

5. Access: the ease of approachability and contact. 

6. Courtesy: the politeness, respect, consideration and friendliness shown to the 

customers by the contact personnel. 

7. Security: the freedom from danger, risk and doubt. It involves physical safety, 

financial security and confidentiality. 

8. Communication: keeping customers informed about the service in a language that 

they can understand, and listening to the customers. 

9. Tangible: these include: the state of facilitating goods; physical condition of the 

buildings and the environment; appearance of personnel; and condition of equipment 

services. 
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10. Understanding/knowing the customer: this involves trying to understand the 

customer's needs and specific requirements; providing individualized attention; and 

recognizing the regular customer.  

Measuring perceived service quality requires a "continuum" similar to tangible 

product satisfaction (Parasuraman  et al., 1985), and where the satisfaction results only when 

the service outcomes exceed initial expectations. Service satisfaction, then more closely 

represents an attitude or global judgment (Bolton &  Drew, 1991). 

The following Table 2.1 shows the correspondence between SERVQUAL  dimensions 

and the original ten dimensions for evaluating service quality. The original SERVQUAL'  s 

ten dimensions consisted of Tangible, Reliability, Responsiveness, Competence, Courtesy, 

Creditability, Security, Access, Communication, and Understanding the Customer. Those 

dimensions were collapsed to five: Tangible, Reliability, Responsiveness, Assurance and 

Empathy by Parasuraman  et al. (1985). 
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Table 2.1: Correspondences between SERVQUAL  Dimensions and the Original Ten 

Dimensions for Evaluating Service Quality 

Source: Zeithaml  et al. (1990) 

The Table above shows that some of the original ten dimensions overlap. Hence, the 

dimensions for managerial evaluation were decreased to match with the measurement for 

only five dimensions. 

2.6 Service Quality Measurement Instrument 

In terms of measurement of service quality, the most widely used methods applied to 

measure perceptions of service quality can be determined as quantitative measurements. 

Within the attribute-based methods, a great number of variants exist and among these 
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variants the SERVQUAL  and SERVPERF  instruments have attracted the greatest attention 

(Abdullah,  2005). 

Generally, customers have expectations and this is the reference point to measure the 

performance of an organization. However, there are conflicts in the measurement paradigm, 

as the issues of expectations as a determinant of perceptions of service quality lead to an 

argument in the disconfirmation  paradigm (SERVQUAL)  which compares the perceptions 

with expectations. Meanwhile the perceptions paradigm (SERVPERF)  has only the 

perceptions of service quality. The main difference is about the adaptation of customer 

expectations that the researcher should include (or not) to measure the service quality. 

2.6.1 SERVQUAL  Instrument 

A measurement of service quality is to use a well-known model knows as 

SERVQUAL  (Zeithaml,  Parasuraman  &  Berry, 1988). The model has been developed using 

a substantial amount of research across multiple service industries of retail banking, credit 

card provision, security brokerage and, maintenance (product repair). However, the 

SERVQUAL  model has been applied to a wide range of other service areas. 

Ladhari  (2009) stated that: 

`The SERVQUAL  scale, which consists of 22 items representing five 

dimensions, was originally applied in five service settings: retail banking, credit card 

services, repair and maintenance of electrical appliances, long-distance telephone 

services, and title brokerage. Subsequently, the scale has been used to measure service 

quality in a wide variety of service environments' (p.172). 

The SERVQUAL  instrument is used to assess customer perceptions and expectations 

regarding the quality of a service. Respondents are asked to rate their level of agreement or 

disagreement with the given statements, on a Likert  scale. Customer perceptions are based on 

the actual service they receive, while customer expectations are based on past experience and 

information received. These statements represent the determinants or dimensions of service 
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quality. Refinement of this work reduced the original service dimensions used by customers 

to judge the quality of a service, from ten to five dimensions. The five key dimensions 

(Parasuraman,  Zeithaml  &  Berry, 1991) that were identified are shown in Table 2.2: 

Table 2.2: Characteristics of the Five-Dimensions 

0  
'$:  

I  0  
 ::e azzaine *  

(1)  Tangible The state of facilitating goods; physical condition of the buildings 

and the environment; appearance of personnel; and condition of 

equipment. Tangible is more important in high-contact services. 

(2)  Reliability The ability to provide the pledged service on time, accurately and 

dependably. Reliability is a customer expectation and means that 

the service every time is accomplished on time at approximately 

the same time each day, which is important to most people. 

Reliability extends into the back office, where accuracy in billing 

and record keeping is expected. 

(3)  Responsiveness The ability to deal effectively with complaints, and promptness of 

the service. It is the willingness to help customers and not 

keeping customer waiting for no apparent reason, creates ability 

to recover quickly with professionalism, which can create very 

positive perceptions of quality. For example, in the case of a 

package tour operator, it could be dealing quickly and effectively 

with a patron's accommodation problems. 

(4)  Assurance The knowledge and courtesy of employees and their ability to 

convey truth and confidence. The assurance dimension consists 

of the following features: competence to perform the service, 

politeness and respect for the customer, effective communication 

with the customer, and the general attitude that the server has to 

the customer. 
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mem ter' 
(5)  Empathy The provision of caring, individualized attention to understand 

the customer's needs and specific requirements; providing 

individualized attention; and recognizing the regular customer, 

are important determinants of quality in high-contact customized 

services. This is achieved through, keeping customers informed 

about the service in a language that they can understand, and 

listening to the customers. 

The SERVQUAL  instrument has proved popular, being used in many studies of 

service quality. This is because it has a generic service application and is a practical approach 

to the area. A number of researchers have applied the SERVQUAL  model to measure service 

quality since the 1988 paper by Parasuraman  et al. which has five dimensions to study 

service quality to specific industries, products, target markets, and others in the service 

sector. Recent applications have extended it to the industrial market. Moreover, the number 

of SERVQUAL  applications outside the USA continues to increase. 

Rust and Oliver (1994) summarized that the benefits derived from the SERVQUAL  

approach is that the SERVQUAL  instrument gives management a clear indication of how the 

organization is performing toward customers' perceptions, this assists to prioritize customer 

needs, wants, and expectations by identifying what is the most important for customer 

perception. This might lead the organization to set an expected standard of performance and 

also identify the existence of any gaps between customers and providers. Ladhari  (2009) 

concluded that the implication of the SERVQUAL  instrument has a variety of points of view 

for management. Firstly, such information that management receives from SERVQUAL  can 

help them to diagnose where should improve. Secondly, they can use SERVQUAL  to 

measure their own service quality and compare it with competitors. Thirdly, they can track 

the level of customer perceptions and expectations annually. Fourthly, they should be aware 

that SERVQUAL  can apply in different contexts of service in different service industries. 

Lastly, they should be aware when SERVQUAL  is applied in different countries and 
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cultures, and they might need to do exploratory investigations to ensure that the SERVQUAL  

instrument is applicable: 

2.6.1.1 Model of Service Quality Gaps: SERVQUAL  

The Gaps Model of Service Quality defines service quality in terms of the gap 

between what the service should provide and the customer's perceptions of what the service 

actually provides (Frost &  Kumar, 2000). It assumes that the smaller the gap, the higher the 

quality of service. One purpose  of the SERVQUAL  instrument is to ascertain the level of 

service quality based on the five key dimensions and to identify where gaps in service exist 

and to what extent. There are five major gaps in the service quality concept (Parasuman  et 

al., 1991). These gaps are generally defined as: 

Gap 1 (the positioning gap), pertains to managers' perceptions of customers' 

expectations and the relative importance customers attach to the quality dimensions. 

Management may have inaccurate perceptions of what customers (actually) expect. 

Gap 2 (the specification gap) is concerned with the difference between what 

management believes the customer wants and what the customers expect the business to 

provide. This gap relates to aspects of service design. 

Gap 3 (the delivery gap) is concerned with the difference between the service 

provided by the employees of the business and the specifications set by management. 

Guidelines for service delivery do not guarantee high-quality service delivery or 

performance. The manner of service also influences the perceptions of quality. 

Gap 4 (the communication gap) exists when the promises communicated by the 

business to the customer do not match the customers' expectations of those external 

promises. A realistic expectation will normally promote more positive perceptions of service 

quality. 

Gap 5 (the perception gap) is the different between the customers' perceptions and 

expectations of the services. Perceived quality of service depends on the size and direction of 

Gap 5, which in turn depends on the nature of the gaps associated with marketing, design and 

delivery of services. 
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Gaps 1-4 are within the control of an organization and need to be analyzed to 

determine the cause or causes and changes to be implemented which can reduce or even 

eliminate a gap. These four gaps emerge from an executive perspective of a service 

organization's design, marketing and delivery of service. Gap 5 is the discrepancy between 

customers' expected services and the perceived service delivered. Gap 5 is the surveying of 

employees can help to measure the extent of Gap 2 to Gap 4 (Zeithmal  et al., 1990). This 

may reveal a difference in perception as to what creates possible gaps. This gap is a function 

of the other four gaps, for example Gap 5 =  f (gaps 1, 2, 3, 4). It is the gap that Parasuraman  

et al. (1985) seek to measure by using the SERVQUAL  instrument. The gap model is 

basically customer-oriented. Quality is realized by the customer after the service has been 

received and it relates to the difference between expected and perceived quality. 

Disend  (1991) correlates the Gaps Model with the concept of service quality. He 

implied that poor service results if the difference is large between what is expected and what 

is delivered. When what is delivered matches what is expected, customers find the service 

acceptable. 

Consequently, when expectations and perceptions are ranked on a scale, the gap is a 

number reflecting the difference between the two expectation rankings minus perception 

ranking. If there is a poor service gap, a minus number occurs. If the number, by chance, is 

zero, service is acceptable (expectations match perceptions). If a positive value emerges 

(perceptions exceed expectations), the service organization has achieved exceptional service 

(Disend,  1991). Figure 2.4 illustrates the five gaps identified for the marketer and customer. 
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Figure 2.4: Gap Analysis Model 

Source: Gronroos  (2000) 

Hence, the SERVQUAL  instrument is the tool to measure service quality by 

comparing the customer's perceptions of the service received with actual customer's 

expectations. However, there is a group of researchers which argues that SERVQUAL  is not 

the base instrument to measure service quality, hence they developed a new instrument called 

SERVPERF.  

2.6.2 SERVPERF  Instrument 

The SERVPERF  instrument was developed by Cronin and Taylor (1992). They 

commented on the SERVQUAL  instrument that it is not appropriate to measure service 
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quality by using perceptions minus expectations, and suggested performance measurement 

(only perceptions) to measure the service quality. 

SERVQUAL,  grounded in the Gap Model, measures service quality as the calculated 

difference between customer expectations and performance perceptions. While Cronin and 

Taylor had explored this method, they focused only on the customer's performance 

perceptions (Carrillat,  Jaramillo  &  Mulki,  2007). The reason why SERVPERF  uses only 

customer perceptions is because it assumed that the respondents will define rating of service 

quality automatically by comparing expectations and perceptions (Carrillat  et al., 2007). 

The evidence for the argument between the group of researcher that support 

SERVQUAL  and SERVPERF  was mentioned by Jain and Gupta (2004) who insisted that 

SERVPERF  is more strongly correlated to service quality than SERVQUAL,  while Quester  

and Romaninuk  (1997) confirmed that SERVQUAL  has a stronger relationship with service 

quality than SERVPERF.  

Meanwhile SERVPERF  focuses only the customer's perceptions of service quality. 

This shows that Cronin and Taylor (1992) have an argument with the components of service 

measurement in SERVQUAL.  They maintained only perceptions because they believed that 

it represents the actual service quality that the customer presented. However, both 

SERVQUAL  and SERVPERF  are in an ongoing debate about their suitability to measure 

service quality. This research applies SERVQUAL  to measure the service quality because the 

researcher would like to focus on both expectations and perceptions. 

2.7 The Important Role of Measuring Internal Service Quality 

Kinds of customer can be separated into internal customers and external customers. 

Most organization are concerned only with external customers because they recognize only 

profit from external customers. However, internal customers also have a significance which 

should be recognized. 
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Some might argue that to measure the service quality for the internal customer or 

within the organization is not necessary because everything is set by the organization and it is 

also the responsibility of each function to support each other. However, there are many 

researchers who confirm that to evaluate internal customers is important because it seems 

likely also to be measuring the service quality provided to external customers. 

Stauss  (1995) defined internal services that as the services provided by distinct 

organizational units or the people working in these departments, to others in the organization. 

Chaston  (1994), Young and Vable  (1997), and Edvardsson,  Larsson, and Setterlind  (1997) 

all proposed that the SERVQUAL  instrument could be the instrument utilized to measure 

internal service quality. Moreover, Young and Varble  (1997) assessed internal service quality 

within a purchasing context by applying the original SERVQUAL  measures, and suggested 

that the SERVQUAL  instrument does provide the purchasing function with a useful method 

for obtaining feedback from its internal customers. 

Kang,  James and Alexandris  (2002) supported the view that internal customers who 

are the employees in an organization often depend on internal services provided by other 

departments in the organization. They also emphasized that the quality of internal service 

provided is critical to employee satisfaction because the improvements of internal service 

quality lead to producing external service quality. 

This is also supported by Haskett,  Jones, Loveman,  Sasser and Schlesinger, (1994), 

that organizations should offer a high level of service quality to internal customers for the 

same reasons they provide it to external customers. This is because of more effective 

performance, lower waste, and lower costs. And, according to the service-profit chain 

concept, improvements in internal service quality tend to lead also to improvement in 

external service quality. 

Hence, it can be concluded that to determine the service quality within the 

organization is a thing that every organization 'must' do. Casey (2003) confirmed that it not 
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only demonstrates a willingness on the part of the organization to keep staff informed about 

any new developments, but also reinforces the fact that internal suppliers must treat the 

recipients of their output as genuine customers whose needs must be met. 

2.8 Previous Studies 

Richard and Allaway  (1993) studied the "Gap 5" of service quality. They focused on 

the home-delivery pizza market which compared Domino's and Pizza Hut. In their study, 

they used the original SERVQUAL  survey instrument to measure the difference between 

expectations and perceptions of service quality for both companies by using five-point Likert  

scales in which (1) means "Strongly Disagree" and (5) means "Strongly Agree". The sample 

size was 263 home deliveries for adult customers, and 69 percent ordered pizza from both 

companies. They used the t-test and found no significant differences between these two 

companies. They also conducted factor analysis and found that SERVQUAL  scales have 

similar properties to the original instrument. 

Kittisatien  (1999) studied the employees' perceptions and expectations of human 

resources deliverable quality in relation to employee satisfaction in the PST Company. The 

study employed an analytical survey method. The researcher distributed questionnaires to 

356 persons within the company and found that human resource services in the PST 

Company do not provide customer satisfaction. The staff expectations and perceptions yield 

are significant statistically, while it show neutral perception of service quality. 

Kang  et al. (2002) studied the employees' perceptions of internal service quality at a 

university in Seoul, Korea. The participants were administrative employees (clerks, 

secretaries and supervisors). There were 140 employees; most respondents had a bachelor 

degree. The researchers applied a seven-point Likert  scale to determine the employees' 

perceptions. The result found that not all of the SERVQUAL  five-dimensions (tangible, 

reliability, responsiveness and empathy) have a significant difference toward the perceptions 

of employees. Only reliability and responsiveness have a significant difference for overall 

service quality. 
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Suthirungkul  (2003) studied the customer expectations and perceptions of service 

quality at Clark Hatch Fitness. The study applied SERVQUAL  five-dimensions to evaluate 

what customers expected and what they perceived. The questionnaire was distributed to 300 

members at the Silom  branch. The result found that there are no differences in expectations 

of service quality when classified by age, gender, occupation, education and nationality, 

while there was a difference when classified by income. However, the result of customer 

perceptions of the service level found that there were no differences when classified by age, 

gender, income, education and nationality but there was a significant difference for 

occupation. 

In summary, the previous studies studied both internal and external customers and 

found that not all service sections can deliver satisfactory services to their customers. In 

many services sectors, the findings showed that most customers have a moderate to high 

level of satisfaction in the service sectors such as bank, hospital, and call center. A study of 

BAY' s internal customer should be further explored. Therefore, the researcher was inspired 

to conduct a study on the expectations and perceptions of service quality provide by the 

procurement department to find out whether the result is the same or different. 

2.9 Theoretical Framework 

The researcher applied the SERVQUAL  five-dimensions model which is the 

instrument to determine the service quality and to measure the gap between what internal 

customers expect and what they perceive of the service quality from BAY's  procurement 

department. Its dimension consisted of Tangible, Reliability, Responsiveness, Assurance, and 

Empathy. The SERVQUAL  model was adopted to measure the service quality of BAY's  

procurement department. The model is summarized in Figure 2.5. 
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Figure 2.5: Customer Assessment of Service Quality 
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Source: Parasuraman  et al. (1985) 

2.10 Conceptual Framework 

As shown in Figure 2.6, the demographic characteristics consisted of the individual 

position, size of department and function of department. The reason for selecting these 

demographic was because a demographic profile is able to illustrate the nature of 

respondents. 

The comparison of expectations with perceptions is suggested in the service quality 

literature as: the relative importance of these criteria in shaping customer expectations prior 

to the delivery of service may differ from their relative importance in actual customer 

perceptions of the delivered service; the gap between the service provider's specifications 

and customers' expectations for the service level may lead to dissatisfaction even when the 

service provider meets the exact design specifications. 
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Gap of 
Service Quality 

Figure 2.6: Conceptual Framework 

• Individual Position 
• Size of Department 
• Function of 
Department 

DEMOGRAPHIC 
CHARACTERISTICS 

EXPECTATIONS OF 
SERVICE QUALITY 

• Tangibles 
• Reliability 
• Responsiveness 
• Assurance 
• Empathy 

L

PERCEPTIONS  OF 
SERVICE QUALITY 

I 

I 

I 

I 

• Tangibles 
• Reliability 
• Responsiveness 
• Assurance 
• Empathy 

2.11 Research Hypotheses 

The research hypotheses were constructed to study the relationship between 

independent and dependent variables. The purpose of hypotheses in this research is to 

measure service quality to the internal customers by the procurement department in the 

banking business for each of the five service quality dimensions, which consist of tangible, 

reliability, responsiveness, assurance, and empathy. Moreover, the researcher wanted to find 

out more about the customer perceptions in each characteristic in order to gain more 

information to improve the service quality. Hence, the research hypotheses are as follows: 

H1: There is a difference between customer expectations and perceptions of service quality 
from the procurement department of Bank of Ayudhya.  

H2: There is a difference in terms of tangible between customer expectations and perceptions 
of service quality from the procurement department of Bank of Ayudhya.  

H3: There is a difference in terms of reliability between customer expectations and 
perceptions of service quality from the procurement department of Bank of Ayudhya.  
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114:  There is a difference in terms of responsiveness between customer expectations and 
perceptions of service quality from the procurement department of Bank of Ayudhya.  

H5: There is a difference in terms of assurance between customer expectations and 
perceptions of service quality from the procurement department of Bank of Ayudhya.  

116: There is a difference in terms of empathy between customer expectations and perceptions 
of service quality from the procurement department of Bank of Ayudhya.  

117: There is a difference with customer perceptions of service quality from the procurement 
department of Bank of Ayudhya  when categorized by individual position. 

118: There is a difference with customer perceptions of service quality from the procurement 
department of Bank of Ayudhya  when categorized by size of department. 

H9: There is a difference with customer perceptions of service quality from the procurement 
department of Bank of Ayudhya  when categorized by function of department. 
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CHAPTER HI 

RESEARCH METHODOLOGY 

In Chapter II, the researcher provided information about the literature review, 

theoretical framework and conceptual framework. The aim of this chapter is to provide 

the research methodology such as the technique to be used for data collection. The 

chapter starts with the research design which describes how the research was conducted, 

followed by the sampling procedures, the instrument which will be used to gather the 

information from the respondents, and the methodology to pre-test the questionnaire. The 

last topic of this chapter is the data collection and data analysis plan, to explain how the 

researcher conducted the research in the real situation. 

3.1 Research Design 

This study applies descriptive research to describe the data collected, in terms of 

the quantitative aspect, and also the use of quantitative analysis. The researcher designed 

the collection of data by sending out the questionnaire to 30 persons to validate the 

questionnaire, before it sending out to 210 respondents within the organization. The 

questionnaire was distributed to the staff who work in the Bank of Ayudhaya's  Head 

Office because the only people with direct contact with the procurement department are 

the officers who work at Head Office. 

3.2 Respondents and Sampling Procedures 

The respondents of this research were the employees of Bank of Ayudhya  who 

operate at Head Office. The target population of the respondents were the persons who 

request the procurement team to source service or goods for them. The researcher has 

applied the following method for calculating the size of the respondent population to 

determine the validation of the research result. 
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3.2.1 Population 

The researcher collected data from Head Office employees of BAY who 

requested service from the procurement department. The population was calculated by 

using the Yamane  formula. 

3.2.2. Size of Population 

The total numbers of respondents was identified from the historical data from the 

procurement department reports which were collected data from December 2008 through 

November 2009. The target population consists of 378 persons who are the 

representatives for each department who make contact directly with the procurement 

department. And to this population, the researcher applied Yamane's  calculations 

(Yamane,  1967) for the number of the sample size, as  the formula below: 

Formula: n =   
(1+N(e)2)  

Where n =  Sample Size 

N =  Elements of population, which in this research is 378 

e =Allowable error, which in this research is 5% or 0.05 proportion 

So, n= 378 
(1+378(0.05)2) 

n= 378  
1.945 

n= 195 persons 

The sample size of the research is 195 persons to complete the questionnaire. 

However, the researcher distributed the questionnaire to 210 respondents in order to 

compensate for missing and incorrectly completed forms. 

3.3 The Instruments 

This research separated the questionnaire into two parts, which are Demographic 

Profile and Service Quality. The arrangement of the questionnaire is illustrated in Table 

3.1. 
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Part I: Expected Service Quality 

In this section, the subjects were asked to rate the expectation level towards the 

service delivery from the procurement department. The rating scales are from 1 to 5 (5 is 

strongly agree whereas 1 is strongly disagree). These questions reflect the relationship 

between BAY's  employee expectations in the five dimensions: 'tangible', 'reliability', 

responsiveness', 'assurance', and 'empathy'. 

Part H: Perceived Service Quality 

In this section, the subjects were asked to rate the perception level towards the 

services delivery from the procurement department. The rating scale is from 1 to 5 (5 is 

strongly agree whereas 1 is strongly disagree). These questions reflect the relationship 

between BAY's  employee perceptions in the five dimensions: 'tangible', 'reliability', 

responsiveness', 'assurance', and 'empathy'. 

Part HI: Demographic Profile 

This part is for the customer background based on the organization's function of 

work. The demographic aspects consisted of gender, age, education level, individual 

position, size of department, and function of department, which reflect the respondents' 

characteristics. 

Table 3.1: Arrangement of the Questionnaire 

I 
Expected Service 

Quality 

IREMM,S0  

Tangibles 
Reliability 

Responsiveness 
Assurance 
Empathy 

1-4 
5-9 

10-13 
14-17 
18-22 

(5) Likert  Scale 
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II 
Perceived Service 

Quality 

Tangibles 
Reliability 

Responsiveness 
Assurance 
Empathy 

23-26 
27-31 
32-35 
36-39 
40-44 

(5) Likert  Scale 

1-6 Multiple 

Choice 
N/A Demographic Profiles III 

3.4 Pre-test Questionnaire 

The pilot test sample size varies from 15-30 respondents (Maholtra  &  Birlks,  

2000). The pre-testing was conducted on 30 employees to ensure the reliability of the 

instrument such as understanding of wording, meaning of wording and sequence of the 

questions. 

3.4.1 Reliability 

Reliability refers to the extent to which a scale produces consistent results if 

repeated measurements are made. For this research, the researcher applied the coefficient 

alpha or Cronbach's  alpha to measure the internal consistency reliability which is the 

average of all split-half coefficients resulting from different splitting of the scale items 

(Maholtras  &  Birks, 2000). From a total of 30 items, the result of the test reliability 

yielded as shown in Table 3.2. 

38 



Expected —  Tangible .888 Perceived —  Tangible .916 

Expected —  Reliability .938 Perceived —  Reliability .816 

Expected -  Responsiveness .968 Perceived -  Responsiveness .867 

Expected —  Assurance .849 Perceived —.Assurance .921 

Expected —  Empathy .931 Perceived —  Empathy .978 

TOTAL .915 TOTAL .835 

GRAND TOTAL =  .950 

Table 3.2: The Result of Questionnaire Reliability Analysis 

From the result above, it is reasonable to conclude that the SERVQUAL  questions 

in this research are reliable and sufficient to measure the service quality, as the value of 

each dimension is over 0.6. A result of at least 0.6 is regarded as reliable (Sekaran,  1992). 

3.5 Collection of Data /  Gathering Procedures 

The researcher developed data collection into two ways, which are secondary data 

collection and primary data collection. 

3.5.1. Secondary Data Collection is the sources of information which reviewed, 

summarized, or discussed other researchers' works. In this study, the researcher gathered 

secondary data from historical data, textbooks, and reviews of research in books or 

journals, internet,  etc. 

3.5.2. Primary Data Collection which is the sources of direct witness or in some 

other way directly involved in related events (Zeithaml  et al., 1988). The primary source 

which provides primary data collected in this study was the research participants. In this 

study, the researcher gathered primary data from directly collecting data from employees 

of BAY who operate at Head Office. 
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3.6 Data Analysis Plan 

Data were analyzed using a statistical computer program which is SPSS  

(Statistical Package for the Social Science). One-way Analysis of Variance, Independent 

Sample T-Test and Paired Sample T-Test were used to analyze the hypotheses testing and 

to study the relationships between independent and dependent variables. The research set 

the scoring standard as follows: 

A five-step rating scale of response was used to measure internal customers' 

expectations and internal customers' perceptions. The scores are as follows: 

Strongly Agree =5 

Agree =4 

Neutral =3 

Disagree =2 

Strongly Disagree =1 

According to the scale indicated above, the statistic will be used in data analysis. 

The number of interval scales is the highest score minus the lower score and divided by 

five based on the five-rating scale. The interval of scales was calculated using the 

following formula: 

Interval =  The highest score —  The lowest score 

The number of Intervals 

For this reason, the interval scale in this research was: 

Interval = 5 —1 =  0.80 

5 
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The range of scores will be interpreted as follows: 

4.21 -  5.00 Very high degree of customers' expectations or perceptions 

3.41 -  4.20 High degree of customers' expectations or perceptions 

2.61 -  3.40 Neutral customers' expectations or perceptions 

1.81 -  2.60 Low degree of customers' expectations or perceptions 

1.00 -  1.80 Very low degree of customers' expectations or perceptions 

3.6.1 Descriptive Data Analysis 

Descriptive data analysis is the tool that presents respondents characteristics. 

Descriptive analysis refers to the transformation of raw data into a form that will make 

them easy to understand and interpret (Zikmund,  2003). 

3.6.2 Regression Analysis 

Regression Analysis is a tool to analyze associative relationships between 

dependent variables and one or more independent variables. Regression analysis is the 

tool to determine the many relations of variables such as whether a relationship between 

dependent and independent exist or to measure the strength of relationship (Malhotra  &  

Birks, 2000). 

This research applied multiple regressions to analyze and measure relationships of 

multiple independent variables against single dependent variables. The formula of 

multiple regression for this research is 

y =  po  +  r1X1  +  1hx2  +  133X3  +  1l4X4  +  1i5X5  

Where y =  Customer Expectations /  Perceptions 

Xl  =  Customer Expectations/Perceptions in Tangible 

X2 =  Customer Expectations/Perceptions in Reliability 

X3= Customer Expectations/Perceptions in Responsiveness 

X4= Customer Expectations/Perceptions in Assurance 

X5= Customer Expectations/Perceptions in Empathy 

41 



3.7 An Operational Definition 

Table 3.3: Operational Definition 

Reliability Refer to ability to provide - Length of service time Interval 

service as promised dependably  - Dependability 

and accurately. - Accuracy 

Responsiveness Refer to willingness to provide - Willingness Interval 

service to customer and - Readiness to respond 

readiness to respond the 

customer as required. 

Assurance Refer to ability to make - Trust Interval 

customer feel confident in - Polite 

service provided. 

Empathy Refer to caring characteristic, - Caring Interval 

understanding customer. - Understanding 

Tangibles Refer to availability of physical - Physical facilities Interval 

facilities. - Personal appearance 

Individual Refer to position of internal - Level 1-3 Ordinal 
Position 

customer. - Level 4-6 

- Level 7 up 

Size of Refer to number of staff within - Less than 10 persons Ordinal 
Department the department. - 10 — 30 persons 

-  31 —50 persons 

-  Over 51 persons 

Function of Refer to scope of responsibility - Support Function Nominal 
Department 

of each department. - Banking Business 

Function 

Source: Author 
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CHAPTER IV 

PRESENTATION AND CRITICAL DISCUSSION OF RESULTS 

This chapter presents the findings and the analysis of hypotheses testing. The 

hypotheses testing and the descriptive statistic analysis were two of statistical techniques 

used for analysis as they are the best fit for finding results to meet the research objectives. 

The results are illustrated in the following Tables, with explanations of the descriptive 

statistical results. 

4.1 Description of Demographic Characteristics 

Table 4.1 below shows the demographic characteristics of the respondents to 

whom the questionnaire was distributed. The researcher selected the best 195 out of 210 

respondents as some of them were missing, or no response, or not completed. The Table 

below presents the frequency and percentage of each sub characteristic of age, gender, 

education, position, size of department, and function of department. 

Table 4.1: Summary of Respondents by Demographic Characteristics 

Gender 
Male 69 35.38 2 
Female 126 64.62 1 
Total 195 100.00 

Age 

Less than 20 0 0.00 8 
20-25 36 18.46 3 
26-30 58 29.74 1 
31-35 56 28.72 2 
36-40 21 10.77 4 
41-45 15 7.69 5 
46-50 7 3.59 6 
51 up 2 1.03 7 
Total 195 100.00 
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Education 

Under Bachelor 10 5.13 3 
Bachelor Degree 153 78.46 1 
Master Degree 32 16.41 2 
Doctoral Degree 0 0.00 4 
Total 195 100.00 

Position 

Level 1-3 135 69.59 1 
Level 4-6 50 25.77 2 
Level 7 up 9 4.64 3 
Total 194 100.00 
Missing 1 
Total 195 

Size of Department 

Less than 10 68 34.87 2 
10-30 94 48.21 1 
31-50 33 16.92 3 
Over 51 persons 0 0.00 4 
Total 195 100.00 

Function of Department 

Support Function 57 29.53 2 
Banking Business 
Function 

136 70.47 1 

Total 193 100.00 
Missing 2 
Total 195 

From the data gathered above, the gender of respondents of this research who 

received service from BAY's  procurement department consisted of male 35.38% and 

female 64.62%. The highest percentage of the age characteristics of the internal 

customer of BAY's  procurement department was the respondents aged between 26 to 30 

years old (29.74%) which was similar to the age level 31 to 35 which represented 

28.72%. The next age level of respondents was 20 to 25 years old (18.46%). The level of 

age of 36 to 40 represented 10.77%, and 41 to 45 was 7.69%. Those aged between 46 to 

50 and 51 upwards represented only 3.59% and 1.03% respectively. 
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For the education level of the respondents, the highest percentage was bachelor 

degree (78.46%) followed by master degree 16.41%. Those under bachelor degree 

represented only 5.13%, and there were no respondents with a doctoral degree. 

In reference to position, the top level of respondent position was level 1 to 3 

(69.59%). The following level was 4 to 6 showed 25.77% while the level 7th  up 

represented only 4.64%. 

For the size of department, the department which has staff between 10 to 30 

persons presented the highest number of respondents (48.21%), followed by the 

department which has staff less than 10 persons which represented 34.87%, and 31 to 50 

represented 16.92%. there were no respondents from departments which had more than 

51 persons. 

The last characteristic, function of department, showed 70.47% of respondents 

from the banking group such as Personal Loan, Home Loan, and Bancassurance,  while 

29.53% were from support functions such as departments of Administration, Corporate 

Communication and Finance. 

4.2 Hypotheses Testing 

The hypotheses statement which was indicated in Chapter II, consisted of nine 

hypotheses. The hypotheses testing was separated into two groups. The first group of 

hypotheses was tested by using Paired Sample T-Test which was used to compare the 

means of expectations and perceptions of each variable (Ticehurst  &  Veal, 2002). Paired 

Sample T-Test was applied to test the significance of the difference between BAY's  

procurement's internal customer expectations and perceptions of service quality and also 

to test the significance of the difference between customer expectations and perceptions 

of service quality provided when categorized by each SERVQUAL  dimensions (tangible, 

reliability, responsiveness, assurance, empathy). 
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Another group is the rest of the hypotheses. Three hypotheses measured the 

differences of internal customer perceptions of service quality provided by BAY's  

procurement department when categorized by demographic characteristics (position, size 

of department and function of department). For these hypotheses, One-Way Analysis of 

Variance (ANOVA) and Independent Sample T-Test were used to measure whether there 

are any significant differences for those three characteristics. 

Hypothesis  One Q.HDI  There is a difference between customer expectations and 

perceptions of service quality from the procurement department of Bank of Ayudhya.  

In Table 4.2, the hypothesis is measuring by using Paired Samples T-tests to test 

the difference of internal customers of BAY's  procurement department between 

expectations and perceptions of service quality. 

Table 4.2: Paired Samples T-Test for the Difference between Customer 
Expectations and Perceptions of Service Quality 

Paired Differences 

Sig. (2- 

tailed) Mean 

Standard 

Deviation 

Standard 

Error Mean 

95% Confidence Interval of 

the Difference 

Lower Upper 

Pair 1 Expectations 

Perceptions 

1.42927 .98637 .07064 1.28996 1.56858 .000 

The significance of 2-tailed shows .000 which is less than 0.05, and this means 

that the hypothesis which stated that there is a difference between customer expectations 

and perceptions of service quality from procurement department of Bank of Ayudhya  is 

supported. Hence, H1= Supported 
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Hypothesis two g11:_  There is a difference in terms of tangible between customer 

expectations and perceptions of service quality of the procurement department of Bank of 

Ayudhya.  

In Table 4.3 the hypothesis is measured by using Paired Samples T-tests to test 

the significance of the difference of internal customers of BAY' s procurement 

department between expectations and perceptions of service quality in terms of tangible. 

Table 4.3: Paired Samples T-Test for the Difference between Customer 
Expectations and Perceptions of Service Quality in terms of Tangible 

Paired Differences 

Sig. (2- 

tailed) Mean 

Standard 

Deviation 

Standard 

Error Mean 

95% Confidence Interval 

of the Difference 

Tangible Lower Upper 

Pair 2 Expectations 

Perceptions 

.65513 1.12348 .08045 .49645 .81381 .000 

The significance of 2-tailed it shows as .000, which less than 0.05, and this means 

that the hypothesis which stated that there is a difference in terms of tangibles between 

customer expectations and perceptions of service quality from the procurement 

department of Bank of Ayudhya  is supported. Hence, H2= Supported. 

Hypothesis  Three )1  There is a difference in terms of reliability between customer 

expectations and perceptions of service quality from the procurement department of Bank 

of Ayudhya.  

In Table 4.4, the hypothesis is measuring by using Paired Samples T-tests to test 

the significance of the difference of internal customers of BAY' s procurement 

department between expectations and perceptions of service quality in terms of 

reliability. 
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Table 4.4: Paired Samples T-Test for the Difference between Customer 
Expectations and Perceptions of Service Quality in terms of Reliability 

Paired Differences 

Sig. (2-tailed) Mean 

Standard 

Deviation 

Standard Error 

Mean 

95% Confidence Interval 

of the Difference  

Reliability Lower Upper 

Pair 3 Expectations 

Perceptions 

1.65744 1.16707 .08358 1.49260 1.82227 .000 

The significance of 2-tailed shows as .000 which is less than 0.05, and this means 

that the hypothesis which stated that there is a difference in terms of reliability between 

customer expectations and perceptions of service ,  quality from the procurement 

department of Bank of Ayudhya  is supported. Hence, I-13=  Supported 

Hypothesis Four  ILL4h  There is a difference in terms of responsiveness between 

customer expectations and perceptions of service quality from the procurement 

department of Bank of Ayudhya.  

In Table 4.5, the hypothesis is measured by using Paired Samples T-tests to test 

the significance of the difference of internal customers of BAY' s procurement 

department between expectations and perceptions of service quality in terms of 

responsiveness. 

Table 4.5: Paired Samples T-Test for the Difference between Customer 
Expectations and Perceptions of Service Quality in terms of Responsiveness 

Paired Differences 

Sig. (2-tailed) Mean 

Standard 

Deviation 

Standard 

Error Mean 

95% Confidence Interval of the 

Difference 

Responsiveness Lower Upper 

Pair 4 Expectations 

Perceptions 

1.59103 1.13450 .08124 1.43079 1.75126 .000 
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The significance of 2-tailed shows as .000 which is less than 0.05, and this means 

that the hypothesis which stated that there is a difference in terms of responsiveness 

between customer expectations and perceptions of service quality from the procurement 

department of Bank of Ayudhya  is supported. Hence, H4= Supported 

Livothesis  Five n),  There is a difference in terms of assurance between customer 

expectations and perceptions of service quality from the procurement department of Bank 

of Ayudhya.  

In Table 4.6, the hypothesis is measured by using Paired Samples T-tests to test 

the significance of the difference of internal customers of BAY' s procurement 

department between expectations and perceptions Of  service quality in terms of 

assurance. 

Table 4.6: Paired Samples T-Test for the Difference between Customer 
Expectations and Perceptions of Service Quality in terms of Assurance 

Paired Differences 

Sig. (2-tailed) Mean 

Standard 

Deviation 

Standard 

Error 

Mean 

95% Confidence 

Interval of the 

Difference 

Assurance Lower Upper 

Pair 5 Expectations 

Perceptions 

1.61154 1.02139 .07314 1.46728 1.75580 .000 

The significance of 2-tailed it shows as .000 which less than 0.05, and this means 

that the hypothesis which stated that there is a difference in terms of assurance between 

customer expectations and perceptions of service quality from the procurement 

department of Bank of Ayudhya  is supported. Hence, H5= Supported. 
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Hypothesis Six (116):  There is a difference in terms of empathy between customer 

expectations and perceptions of service quality from the procurement department of Bank 

of Ayudhya.  

In Table 4.7, the hypothesis is measured by using Paired Samples T-tests to test 

the significance of the difference of internal customers of BAY' s procurement 

department between expectations and perceptions of service quality in terms of empathy. 

Table 4.7: Paired Samples T-Test for the Difference between Customer 
Expectations and Perceptions of Service Quality in terms of Empathy 

Paired Differences 

Sig. (2-tailed) Mean 

Standard 

Deviation 

Standard 

Error Mean 

' 95% Confidence 

Interval of the 

Difference 

Empathy Lower Upper 

Pair 6 Expectations 

Perceptions 

1.54072 1.14523 .08222 1.37855 1.70289 .000 

The significance of 2-tailed shows as .000 which less than 0.05, and this means 

that the hypothesis which stated that there is a difference in terms of empathy between 

customer expectations and perceptions of service quality from the procurement 

department of Bank of Ayudhya  is supported. Hence, H6= Supported. 

Hypothesis Seven ft  )1  There is a difference with customer perceptions of service 

quality from the procurement department of Bank of Ayudhya  when categorized by 

individual position. 

In Table 4.8, the hypothesis is measured by using One-Way Analysis of Variance 

to test the significance of the difference of customer's perceptions of service quality from 

the procurement department of Bank of Ayudhya  when categorized by individual 

position. There are three levels of positions which are: 
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• Officer Level 1-3; 

• Officer Level 4-6; and 

• Officer Level 7 up 

However, as the number of respondents in level 7 up is only 9 persons, the 

researcher has changed the analysis tool from One-Way Analysis of Variance (ANOVA) 

to the Independent Sample T-Test as only nine respondents of this Officer Level are not 

enough to evaluate the difference. Hence the researcher has regrouped the positions from 

3 groups to be 2 groups which are 

• Officer Level 1-3; and 

• Level 4 up. 

Table 4.8: Analysis of Independent Sample T-Test for the Difference of BAY's  

Internal Customer Perceptions towards Procurement Department when 

Categorized by Individual Position 

Independent Samples Test 

Levene's  Test for 
Equality of Variances 

t-test for Equality of Means 

F Sig. t df  Sig. (2- 
tailed) 

PERCEPTIONS Equal 
variances 
assumed 

1.230 .269 1.534 192 .127 

Equal variances not assumed 1.505 105.932 .135 

The significance of 2-tailed shows results which are higher than 0.05. This means 

that the hypothesis which stated that there is a difference with customer's perceptions of 

service quality from the procurement department of Bank of Ayudhya  when categorized 

by individual position is not supported. Hence, H7= Not Supported. 

Hypothesis gLiLit  H8  :  There is a difference with customer perceptions of service 

quality from the procurement department of Bank of Ayudhya  when categorized by size 

of department. 
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In Table 4.9, the hypothesis is measured by using One-Way Analysis of Variance 

(ANOVA) to test the significance of the difference between BAY's  procurement internal 

customer perceptions of service quality from the procurement department of Bank of 

Ayudhya  when categorized by size of department. There are four level of size of 

department which are 

• Less than 10 persons; 

• 10-30 persons; 

• 31-50 persons; and 

• Over 51 persons 

Table 4.9: Analysis of Variance (ANOVA) for the Difference of BAY's  Internal 

Customer Perceptions towards Procurement Department when Categorized by Size 

of Department 

ANOVA 
Perceptions Dimensions F Sig. 

Perception -  Tangible 4.027 .019 
Perception -  Reliability 7.423 .001 
Perception -  Responsiveness 4.580 .011 
Perception -  Assurance 8.272 .000 
Perception -  Empathy 3.428 .034 
TOTAL PERCEPTION 7.130 .001 

With the significance of all items being less than 0.05, this means that the 

hypothesis which stated that there is a difference with customers perceptions of service 

quality from the procurement department of Bank of Ayudhya  when categorized by size 

of department is supported. Hence, H8= Supported 

Moreover, the LSD shows that all five SERVQUAL  dimensions in perceptions 

when categorized by size of department have a significant difference in the different sizes 

of department. It shows the group of thirty one persons up in a department has 

perceptions different from the group that has staff less than ten and ten to thirty. The 
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result showed that different positions and functions have no significant difference in 

perceptions, as shown in Appendix C. 

Hypothesis  Nine (pa  There is a difference with customers' perceptions of service 

quality from the procurement department of Bank of Ayudhya  when categorized by 

function of department. 

In Table 4.10, the hypothesis is measured by using Independent Sample T-Test to 

test the significance of the difference with customer perceptions of service quality from 

the procurement department of Bank of Ayudhya  when categorized by function of 

department. There are two level of function of department which is 

• Support Function; and 

• Banking Business Function 

Table 4.10: Analysis of Independent Sample T-Test for the Difference with 

Customer Perceptions of Service Quality from the Procurement Department of 

Bank of Ayudhya  when Categorized by Function of Department 

Independent Samples Test 

Levene's  Test for 
Equality of Variances 

t-test for Equality of Means 

F Sig. t df  Sig. (2- 
tailed) 

PERCEPTIONS Equal 
variances 
assumed 

3.524 .062 .005 191 .996 

Equal variances not assumed .006 129.574 .995 

The significance of 2-tailed shows results which are higher than 0.05. This means 

that the hypothesis which stated that there is a difference with customer perceptions of 

service quality from the procurement department of Bank of Ayudhya  when categorized 

by individual position is not supported. Hence, H9=  Not Supported. 
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Table 4.11: Summary of Results from Hypotheses Testing 

%, N -   

7 2  2 2,  
o  „:.  

H1: There is a difference between 
customer expectations and perceptions 
of service quality from procurement 
department of Bank of Ayudhya.  

Paired Samples 
T-Test 

.000 Supported 

H2: There is a difference in terms of 
tangible between customer expectations 
and perceptions of service quality from 
procurement department of Bank of 
Ayudhya.  

Paired Samples 
T-Test 

000 Supported 

113: There is a difference in terms of 
reliability between customer 
expectations and perceptions of service 
quality from procurement department 
of Bank of Ayudhya.  

Paired Samples 
T-Test 

.000 Supported 

114: There is a difference in terms of 
responsiveness between customer  
expectations and perceptions of service 
quality from procurement department 
of Bank of Ayudhya.  

Paired Samples 
T-Test 

.000 Supported 

115: There is a difference in terms of 
assurance between customer 
expectations and perceptions of service 
quality from procurement department 
of Bank of Ayudhya.  

Paired Samples 
T-Test 

.000 Supported 

116: There is a difference in terms of 
empathy between customer 
expectations and perceptions of service 
quality from procurement department 
of Bank of Ayudhya.  

Paired Samples 
T-Test 

.000 Supported 
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.70675 4.4708 Very High Degree Expectations_ Reliability 

.70096 4.4756 Very High Degree Expectations_Responsiveness  

.56457 4.4538 Very High Degree Expectations_Assurance  

.69295 4.4718 Very High Degree Expectations_Empathy  

2.7731 .71848 Neutral Perceptions_Tangible  

2.8133 .83260 Neutral Perceptions _Reliability 

.83659 2.8846 Neutral Perceptions _Responsiveness 

7:11t  
EM  

„ 
E,  

6swz.iimingtek,  
Expectations_Tangible  3.4282 .84606 High Degree 

H7:  There is a difference with customer 
perceptions of service quality from the 
procurement department of Bank of 
Ayudhya  when categorized by 
individual position. 

Independent 
Sample T-Test 

.127 Not 
Supported 

118: There is a difference with customer 
perceptions of service quality from the 
procurement department of Bank of 
Ayudhya  when categorized by size of 
department. 

Analysis of 
Variance 

.001 Supported 

H9: There is a difference with customer 
perceptions of service quality from the 
procurement department of Bank of 
Ayudhya  when categorized by function 
of department. 

Independent 
Sample T-Test 

.996 Not 
Supported 

4.3 Rating Scales of Respondents 

Table 4.12 presented that tangible dimension was expected from internal 

customers towards procurement department at a high degree (3.41- 4.20).. The rest of the 

expectations from the five dimensions (reliability, responsiveness, assurance and 

empathy) represented a very high degree of expectations. Meanwhile the perceptions that 

customers illustrated towards 22 numbers of questions was Neutral. 

Table 4.12: Summary of Rating Scales of SERVQUAL  Five-Dimensions 
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,,:  

Perceptions __Assurance 2.8423 .78226 Neutral 
Perceptions _Empathy 2.9284 .81557 Neutral 

This can be interpreted that most customers expected service quality to a very 

high degree in terms of five dimensions while the actual perceptions is only at a neutral 

level. 

4.4 Regression Analysis 

From multiple regression analysis, it was found that the expectations of 

Reliability and Empathy are the highest. This means that theses two variables are the 

critical variables that the procurement department should regard with concern. The result 

is illustrated in Table 4.13 

Table 4.13: Multiple Regression Analysis for Expectations 

Coefficients' 

EXPECTATIONS 
Unstandardized  Coefficients Standardized  Coefficients 

t Sig. 
B Standard 

Error Beta 

(Constant) 2.01E-16 0.002 0.018 0.990 

Expectations Tangible 0.182 0.001 0.257 176.71 0.000 

Expectations _Reliability 0.227 0.001 0.269 223.93 0.000 

Expectations Responsiveness 0.182 0.001 0.213 180.17 0.000 

Expectations_Assurance  0.182 0.001 0.172 176.05 0.000 

Expectations_Empathy  0.227 0.001 0.264 225.22 0.000 

a. Dependent Variable: Expectations 

Hence, Y= 1.55 x 10-15 
 +  .182X1+ .227X2+ .182X3+ .182X4+ .227X5 

Where Y =  Customer Expectations 

X1 =  Customer Expectations in Tangible 

X2 =  Customer Expectations in Reliability 
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X3  =  Customer Expectations in Responsiveness 

X4 =  Customer Expectations in Assurance 

X5 =  Customer Expectations in Empathy 

Meanwhile, from multiple regression analysis, it was found that the perceptions of 

Reliability is the highest. This means that this variable is the critical variable that reflects 

internal customer perceptions. The result is illustrated in Table 4.14 

Table 4.14: Multiple Regression Analysis for Perceptions 

Coefficients' 

PERCEPTIONS 
Unstandardized  Coefficients Standardized 

Coefficients t Sig. 
B Standard Error Beta 

(Constant) -3.42E-05 0.002 -0.017 0.986 

Perceptions_Tangible  0.181 0.001 0.186 176.71 0.000 

Perceptions _Reliability 0.227 0.001 0.269 221.93 0.000 

Perceptions Responsiveness 0.184 0.001 0.220 195.14 0.000 

Perceptions_Assurance  0.183 0.001 0.204 179.03 0.000 

Perceptions_Empathy  0.226 0.001 0.262 227.22 0.000 

a. Dependent Variable: Perceptions 

Hence, Y= -3.416 x 10-5 + .181X1+ .227X2 +  .184X3 +  .183X4 + .226X5 

Where Y =  Customer Perceptions 

Xi =  Customer Perceptions in Tangible 

X2 =  Customer Perceptions in Reliability 

X3 =  Customer Perceptions in Responsiveness 

X4 =  Customer Perceptions in Assurance 

X5 =  Customer Perceptions in Empathy 

In summary, the result of hypotheses testing of the difference between BAY's  

internal customer expectations and perceptions of service quality provided by BAY's  

procurement department by using five dimensions of SERVQUAL  (tangible, reliability, 

responsiveness, assurance and empathy) had significant differences. Moreover, the 

summary also illustrated the significant differences when categorized by the size of 
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department, while there was no significant difference in individual position and function 

of department. 
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CHAPTER V 

SUMMARY FINDINGS, CONCLUSIONS AND 
RECOMMENDATIONS 

In Chapter N, the researcher presented information from the hypotheses testing 

and found many correlations between each variable. For this chapter, the researcher 

summarizes the data findings, conclusions and recommendations. At the end of this 

chapter, the researcher comments about further study which may lead other interested 

researchers to pursue studies in the same area. 

5.1 Summary of Findings 

The researcher applied the SERVQUAL  five-dimensions (tangible, reliability, 

responsiveness, assurance and empathy) to determine the level of expectations and 

perceptions of internal customers of BAY' s procurement department. The researcher 

distributed questionnaire to 210 respondents and selected the best 195 to conduct 

hypotheses testing. And in order to answer the key questions which stated in Chapter I, 

"Is there any difference between BAY' s internal customer expectations and perceptions 

service from procurement department in terms of SERVQUAL  dimensions?", the 

researcher applied SPSS  (Statistical Package for Social Science) to find the result of 

hypotheses 1 to 9, which are summarized as follows: 

Hypotheses one to six have been tested by applied Paired-Sample T-Test to 

measure the results of difference between customer expectations and customer 

perceptions of service quality and when segmented by the five dimensions. The result of 

the first to the sixth hypotheses illustrated that there was a gap of BAY' s internal 

customer expectations and perceptions in each dimension. This could be interpreted as 

internal customers have their expectations from what BAY' s procurement team should 

provide to them while the actual of service available in each dimensions are different 

from what they expected or have not yet met the internal customers' expectations. It 

could be concluded that the service which BAY' s procurement team provided to its 

internal customer falls short of expectations. 
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The remaining hypotheses were analyzed by using One-Way Analysis of 

Variance (ANOVA) and Independent Sample T-Test, to measure the difference between 

each of the demographic characteristics (individual position, size of department and 

function of department) with internal customer perceptions. The results illustrated that 

there were no differences in individual position and function of department while there is 

a significant different in size of department. It could be interpreted that a department that 

has more than thirty one persons has difference in perceptions of the five dimensions 

from a department that has staff of less than thirty one persons. It can be concluded that a 

higher number of staff has more different perceptions than with a small number. The 

result showed that different positions and functions of departments had no significant 

different in perceptions. 

Hence, the results can answer the research questions in Chapter I, that all 

expectations are different in terms of SERVQUAL  five dimensions from perceptions of 

service quality provided by the procurement department of Bank of Ayudhya.  Moreover, 

in each demographic characteristic, the size of department leads to difference in 

perceptions also. And to extend to the multiple regression result, it was founded that 

reliability and empathy are the highest factors that impacts on customer expectations 

while reliability is the highest factor that impacts on customer perceptions. 

5.2 Conclusions 

Based on the finding of the hypotheses results, there are gaps between BAY' s 

procurement internal customer expectations and perceptions overall and in the five 

dimensions (tangible, reliability, responsiveness, assurance, empathy). These gaps 

illustrated that the service quality which the procurement team provided to its internal 

customers have not met what the customers expected from the service provided. Table 

5.1 summarized the findings of the research. 
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Table 5.1: Summary of Findings  

ig OP  
: %*:i  

.:*  z  
?  

or  

1. To study the BAY's  internal customer 

expectations towards the service quality 

provided by procurement department. 

Four dimensions which are Reliability, 

Responsiveness, Assurance, and Empathy 

have very high degree of expectations from 

internal customer meanwhile Tangible was 

expected with only a high degree of 

expectations. 

2. To measure the BAY's  internal customer 

perceptions towards the service quality 

after receiving service from procurement 

department. 

All SERVQUAL  five-dimensions were 

perceived with neutral degree only. It could 

be interpreted that procurement department 

provided service quality lower than what 

internal customer expected. 

3. To examine the importance of service 

delivery to its internal customer and the 

managerial implications. 

From the findings of level of internal 

customer expectations and perceptions, 

management team has to have an open 

mind to study the gap of service quality 

and improve the as-is service quality in 

order to satisfy internal customers. 

5.3 Recommendations 

According to the conclusions, the researcher found that there are gaps when 

measuring the service quality by the SERVQUAL  instrument. The result showed that 

what customers perceived as the service quality from BAY's  procurement department has 

not met what customers expected. The researcher has summarized the recommendations 

for improvement of service quality provided by BAY's  procurement team. They can be 

classified by each dimension in Table 5.2: 
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Table 5.2: Recommendations in Service Quality with Five-Dimensions 

e 
.  

 sc  
s:. ,  

., 4m,".  
 a , RIN  .,„ .„.4,; .::,: ;  w  

Tangible The state of facilitating 
goods; physical condition 
of the buildings and the 
environment; appearance 
of personnel; and 
condition of equipment. 

As hypothesis was supported, it illustrates 
that internal customers require more service 
quality for appearance of facilities, 
availability of equipment. Hence, the 
management should improve the appearance 
of facilities such as document (Request to 
Order Form, Bid Result Form, and Add 
Vendor/Supplier Form etc.) or equipment 
like desktop computer for searching items in 
the system. However, Tangible has the least 
mean score of expectations when compared 
with other dimensions. 

Reliability The ability to provide the 
pledged service on time, 
accurately and 
dependably. 

As hypothesis was supported, it illustrates 
that internal customers require more service 
quality for promised service and correctness 
of information that is consistent with what 
they expect. Hence, management should 
consider improving the time management as 
per internal service level agreement and to 
manage the correctness of work which may 
be done by cross checking within the 
department. 

Responsiveness The ability to deal 
effectively with 
complaints and 
promptness of the 
service. 

As hypothesis was supported, it illustrates 
that internal customers require more service 
quality for promptness to respond and 
willing to help when they have problems. 
Hence, management should offer more 
training session for staff by emphasizing this 
point in order to lead procurement staff to 
understand the significance of responsiveness 
and ability of problem solving. 
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EME  

Assurance The knowledge and 
courtesy of employees 
and their ability to 
convey truth and 
confidence. 

As hypothesis was supported, it illustrates 
that internal customers require more service 
quality for knowledge and courtesy from 
procurement staff in order to guide the 
customer and make customers feel safe with 
the knowledge provided. Hence, this could 
be the same as responsiveness, that 
management should improve assurance by 
training  staff in the work process, 
regulations, and awareness in order to make 
sure that procurement staff have knowledge 
to convey customer's confidence. 

Empathy The provision of caring, 
individualized attention 
to understand the 
customer's needs and 
specific requirements. 

As the result was a not supported null 
hypotheses, internal customers require more 
service quality for caring and understanding 
the specific needs when they have problems. 
Hence, all staff should pay attention more to 
individual needs plus specific requirements 
in order to ensure customers that their 
requirements are in the process. 

From the result, the gap of service provided by BAY' s procurement team as 

discussed above should be considered as the key point by the management team. In order 

to improve the service quality, the management team should find out where the problem 

stems from and have the willingness to improve the quality of service also. The 

management team can applied the GAP model as mentioned in Chapter II to specify the 

problem areas in each procurement process. 

5.4 Suggestions for Further Study 

Through many previous researches and the outcome of this paper, it has been 

proved that the measurement of internal service quality has become an important and 

indispensable matter. Benefits of the study would be leveraged not only by organization 

to have good performance and service management, but also by employees to perceive 

the internal service process and have efficient communication. Specifically to the studied 
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procurement department of BAY, internal service providers should be able to measure 

the level of internal customers' expectation and can estimate appropriate service delivery 

so long as it is satisfied what the expectation would be. 

This research is about the measurement of service quality which is provided by a 

department in the organization. However as many researchers have confirmed, to 

determine the service quality within the organization is as important as the measurement 

with external customers. Hence, further studies can cover the same area of this research 

wherever a procurement department is located. Moreover, other researchers can expand 

the area of measuring service quality even in other departments or groups of service 

sections within an organization. It would be possible to determine the service quality by 

following what research has been done in order to gain the information of as-is service 

quality provided to customers and improve what does not yet meet customer 

expectations. 
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Questionnaire 

The questionnaire of this research is designed to collect data of respondents who have 

been involved with the procurement department in order to study internal customer expectations 

and perceptions. The purpose of this questionnaire is to study expectations and perceptions 

toward the service quality of the procurement department at Bank of Ayudhya,  Head Office. 

Please note that there are no right or wrong answers. 

The questions were separated into 3 parts as follows: 

Part I: Expectations of service quality toward procurement department 

Part IL Perceptions of service quality toward procurement department 

Part IQ:  Demographic characteristics of respondents 

Part I: Expectations of service quality toward procurement department 

Directions:  Based on your opinion, please indicate your expectations of service quality that 

should be provided to you by the procurement department. Please select the five point Likert  

Scale to indicate the degree, as assigned below: 

Strongly Disagree 1 

Disagree 2 

Neutral 3 

Agree 4 

Strongly Agree 5 
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No. Statements 

Strongly 

Disagree 

1 

Disagree 

2 

Neutral 

3 

Agree 

4 

Strongly 

Agree 

5 

1.  

Tangible 

I expect that Procurement Department should have 
modern looking equipment and up-to-date 
technology. 

2.  I expect that Procurement Department's physical 
facilities will be visually appealing. 

3.  I expect that the staff in Procurement Department 
should be well dresses and of smart appear neat. 

4.  I expect that the materials associated with the 
service will be visually appealing. 

5.  

Reliability 

I expect that when the Procurement Department 
promises to do something by a certain time, they can 
do so. 

6.  I expect that, if I have a problem, procurement staff 
will show a sincere interest in solving it. 

7.  I expect the Procurement Department to get things 
right the first time. 

8.  I expect that Procurement Department provide their 
services at the time they promise to do so. 

9.  I expect that Procurement Department keep records 
accurately. 

10.  

Responsiveness 

I expect that staff in Procurement Department tell 
me exactly when services will be performed. 

11.  I expect that the staff in Procurement Department 
give prompt and efficient service to me. 

12.  I expect that the staff in Procurement Department 
always be willing to help me. 
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13.  I expect that the staff in Procurement Department 
are never too busy to respond my requests. 

14.  

Assurance 

The behavior of staff in Procurement Department 
will instill confidence in me. 

15.  I expect that I can feel safe in my dealings with 
Procurement Department. 

16.  I expect that the staff in Procurement Department to 
be consistently courteous with me. 

17.  I expect that the personnel in Procurement 
Department have the knowledge to answer my 
questions. 

18.  

Empathy 

I expect that the staff in Procurement Department 
give me individual attention. 

19.  I expect that Procurement Department have 
operating hours convenient to me. 

20.  I expect that Procurement Department have staff 
that give me personal attention. 

21.  I expect that Procurement Department will have the 
customer's best interests at heart. 

22.  I expect that the staff of Procurement Department 
will understand my specific needs. 
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Part II: Perceptions of service quality toward procurement department 

Directions:  Based on your opinion, please indicate your perceptions of service quality provided 

to you by the procurement department. Please select the five point Likert  Scale to indicate the 

degree, as assigned below: 

Strongly Disagree =  1 

Disagree =  2 

Neutral =  3 

Agree 4 

Strongly Agree 5 

No. Statements 

Strongly 

Disagree 

1 

Disagree 

2 

Neutral 

3 

Agree 

4 

Strongly 

Agree 

5 

23.  

Tangible 

The Procurement Department has modem looking 
equipment. 

24.  The Procurement Department's physical facilities 
can be visually appealing. 

25.  The staff at Procurement Department are neat in 
appearance. 

26.  The materials associated with the service can be 
visually appealing and excellent. 

27.  

Reliability 

The division promises to do something by a certain 
time, they can do so. 

28.  If I have a problem, the Procurement Department 
shows a sincere interest in solving it. 
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29.  The Procurement Department gets things right the 
first time. 

30.  The Procurement Department provide their services 
at the time they promise to do so. 

31.  The Procurement Department insisted on error —  free 
records 

32.  

Responsiveness 

Staff in this division told me exactly when services 
will be performed. 

33.  Staff in this division gave prompt and efficient 
service to me. 

34.  Staff in this division were always willing to help me. 

35.  Staff in this division are never too busy to respond to 
my requests. 

36.  

Assurance 

Staff in this division instilled confidence in me. 

37.  I felt safe in my dealings with this division. 

38.  The staff in this division were consistently courteous 
with me. 

39.  The staff in this division have the knowledge to 
answer my questions. 

40.  

Empathy,  

This division gave me individual attention. 

41.  This division had operating hours convenient to me. 

42.  This division has staff that gave me personal 
attention. 

43.  This division has the customers' best interest at heart. 

44.  This division understood my specific needs. 
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Part Ill: Demographic Profile 

Directions:  Please select each answer for each characteristic below. 

1. Gender 
❑ Male 

2. Age 
❑ Less than 20 years old 
❑ 26-30 years old 
❑ 36-40 years old 
❑ 46-50 years old 

3. Education Level 
❑ Under Bachelor Degree 
❑ Master Degree 

4. Individual Position 
❑ Officer Level 1-3 
❑ Officer Level 7 up 

5. Size of Department 
❑ Less than 10 persons 
❑ 31- 50 persons 

❑ Female 

❑ 20-25 years old 
❑ 31-35 years old 
❑ 41-45 years old 
❑ More than 51 years old 

❑ Bachelor Degree 
❑ Doctoral Degree 

❑ Officer Level 4-6 

❑ 10-30 persons 
❑ Over 51 persons 

6. Function of Department 
❑ Support Function ❑  Banking Business Function 



APPENDIX B: Questionnaire (Thai Version) 
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Descriptive Analysis 

GENDER 

Frequency Percent Valid 
Percent 

Cumulativ  
e Percent 

Male 69 35.4 35.4 35.4 
Female 126 64.6 64.6 100.0 
Total 195 100.0 100.0 

AGE 

Frequency Percent Valid 
Percent 

Cumulative 
Percent 

20-25 36 18.5 18.5 18.5 
26-30 58 29.7 29.7 48.2 
31-35 56 28.7 28.7 76.9 
36-40 21 10.8 10.8 87.7 
41-45 15 7.7 7.7 95.4 
46-50 7 3.6 3.6 99.0 
51 up 2 1.0 1.0 100.0 
Total 195 100.0 100.0 

EDUCATION 

Frequency Percent Valid Percent Cumulative 
Percent 

Under Bachelor Degree 10 5.1 5.1 5.1 
Bachelor Degree 153 78.5 78.5 83.6 
Master Degree 32 16.4 16.4 100.0 
Total 195 100.0 100.0 

POSITION 

Frequency Percent Valid Percent Cumulative 
Percent 

levell-3  135 69.2 69.6 69.6 
level 4-6 50 25.6 25.8 95.4 
level 7 up 9 4.6 4.6 100.0 
Total 194 99.5 100.0 
Missing 1 .5 
Total 195 100.0 
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POSITION (New Group) 

Frequency Percent Valid Percent Cumulative 
Percent 

levell-3  135 69.2 69.6 69.6 
level 4 up 59 30.3 30.4 100.0 
Total 194 99.5 100.0 
System 1 .5 

195 100.0 

SIZE OF DIVISION 

Frequency Percent Valid Percent Cumulative 
Percent 

less than 10 68 34.9 34.9 34.9 

10-30 94 48.2 48.2 83.1 
31-50 33 16.9 16.9 100.0 
TOTAL 195 100.0 100.0 

FUNCTION OF DIVISION 

Frequency Percent Valid Percent Cumulative 
Percent 

support 57 29.2 29.5 29.5 
banking 136 69.7 70.5 100.0 
Total 193 99.0 100.0 
Missing 2 1.0 
TOTAL 195 100.0 



Reliability of All Expectations Items 

Case Processing Summar  

N Percent 

Cases Valid 195 100.0 

Excludeda  0 .0 

Total 195 100.0 

a. Listwise  deletion based on all variables in the procedure. 

Reliability Statistics 

Cronbach's  Number of 
Alpha Items 

.966 22 

Reliability of All Perceptions Items 

Case Processing Summa 

N Percent 

Cases Valid 191 97.9 

Excludeda  4 2.1 

Total 195 100.0 

a. Listwise  deletion based on all variables in the procedure. 

Reliability Statistics 

Cronbach's  
Alpha N of Items 

.959 22 



Reliability of Expectations and Perceptions in Five-Dimensions 

Items Cronbach's  
Alpha 

Number 
of Items 

Expectations Tangible .846 4 
Reliability .979 5 
Responsiveness .968 4 
Assurance .782 4 
Empathy .988 5 

Perceptions Tangible .771 4 
Reliability .904 5 
Responsiveness .896 4 
Assurance .841 4 
Empathy .909 5 

LSD -  Multiple Comparisons 

PERCEPTIONS (I) Size of 
Division 

(J) Size of 
Division 

Mean Difference 
(I-J) 

Std. 
Error 

Sig. 

Tangible less than 10 10-30 -.00587 .11264 .959 
31-50 .38001* .15010 .012 

10-30 less than 10 .00587 .11264 .959 
31-50 .38588* .14316 .008 

31-50 less than 10 -.38001* .15010 .012 
10-30 -.38588* .14316 .008 

Reliability less than 10 10-30 -.02847 .12837 .825 
31-50 .57585* .17107 .001 

10-30 less than 10 .02847 .12837 .825 
31-50 .60432* .16315 .000 

31-50 less than 10 -.57585* .17107 .001 
10-30 -.60432* .16315 .000 

Responsiveness less than 10 10-30 -.08824 .13079 .501 
31-50 .41176* .17430 .019 

10-30 less than 10 .08824 .13079 .501 
31-50 .50000* .16624 .003 

31-50 less than 10 -.41176* .17430 .019 
10-30 -.50000* .16624 .003 

Assurance less than 10 10-30 -.02566 .12011 .831 
31-50 .57041* .16007 .000 

10-30 less than 10 .02566 .12011 .831 
31-50 .59607* .15266 .000 

31-50 less than 10 -.57041* .16007 .000 
10-30 -.59607* .15266 .000 
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PERCEPTIONS (I) Size of 
Division 

(J) Size of 
Division 

Mean Difference 
(I-J) 

Std. 
Error 

Sig. 

Empathy less than 10 10-30 -.07841 .12879 .543 
31-50 .34622* .17130 .045 

10-30 less than 10 .07841 .12879 .543 
31-50 .42463* .16298 .010 

31-50 less than 10 -.34622* .17130 .045 
10-30 -.42463* .16298 .010 
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