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ABSTRACT 

The first objective of this thesis is to analyze the factors influencing customer 

satisfaction including, service quality, self-service technology and price. These factors 

are believed to be the main factors influencing customer satisfaction. Without one of 

these factors, the customers might not fully be satisfied with the services of on line taxi 

providers. The second objective is to examine the relationship between customer 

satisfaction and word of mouth. 

This research uses Yamane 's theory to determine the sample size. Reliability and Factor 

Analysis have been tested. The results have achieved the standard. Service Quality 

(Tangible, Reliability, Responsiveness, Assurance and Empathy), Self Service 

Technology, Perceived Price Fairness and Estimated Waiting Time are related to 

Customer Satisfaction and Customer Satisfaction is related to Word of Mouth. The 

result based on a questionnaire which respondents are GRAB ad UBER users who live 

in Bangkok and provinces nearby. Hypothesis of this research is related to information 

factors that would lead to Satisfaction and Word of Mouth including Demographic 

Background. 

From the results of this research, it shows that Service Quality (Tangible, Reliability, 

Responsiveness, Assurance and Empathy), Self Service Technology, Perceived Price 

Fairness are related to Customer Satisfaction. So, the companies should focus on these 

points to increase their service in the eyes of customers. The younger customers tend to 

perceive Assurance and Self Service Technology higher than the other age groups. 

From the result, the company should focus more on the older generation which perceive 

satisfaction lesser. The companies also should also focus more on customers who pay 

by cash since this group of customers perceive satisfaction lower than customers who 

pay by credit card or other methods such as Grab Pay. 

Moreover, the companies use safety as their strength because younger customers and 

customers who use the service at night perceive Satisfaction the highest. The platform 
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of application is also important since older customers perceive satisfaction lower in Self 

Service Technology part. The reliability of drivers and service teams are also the good 

part of satisfaction. 

However, there is no significant relationship between Demographic Background such 

as Gender and Age and Satisfaction. So, the companies do not need to focus much on 

these points. 
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CHAPTER I 

GENERALITIES OF THE STUDY 

It can be said that technology has been used by people since it was invented. Almost 

everyone now has his or her own mobile phone. At a very young age, children start 

using mobile phone. At an old age, people learn how to use the mobile phone, too. 

Mobile phone has become a part of human's life; no one would deny. Mobile phones 

come with many new technologies making people's life easier. Online taxi is one of the 

applications which have been developed for taxi users. Users can call taxi from their 

mobile phones with only a few steps. 

1.1 Background of the Research 

Almost everyone in Bangkok must have used taxi services before. It is one of the easiest 

ways to commute around. When the passenger is not familiar with the route, taxi is the 

best way. Taxi is also very convenient and private. There is no need to be packed on 

the bus, boat, Bangkok Mass Transit System (BTS) or Mass Rapid Transit (MRT). The 

passenger can be the only one in the taxi and sit comfortably. At a very late night or 

early morning when buses are not available, taxis are the option for those with no 

private cars. 

GRAB is first used in Malaysia and have been popular in South East Asia. GRAB offers 

various functions to users such as GRAB taxi, GRAB car and GRAB bike. UBER is 

invented in United States. The functions of these two applications are quite the same. 

However, when GRAB and UBER first joined Thai market, there were some difficulties 

in working together with local taxis and these problems are still going on until now. 

Since GRAB and UBER have been introduced, calling for a taxi service is easier. 

Passengers can call for a taxi from their current location. It can be from inside a village, 



parking Jot or isolated building. With an estimated waiting time, the passengers would 

know when they will be picked up. The applications would also show the estimated fare 

and riding time, so the passengers can plan ahead their later actions. GRAB and UBER 

are now quite well known in Thailand. The applications themselves also have other 

functions for users to explore, such as food ordering and parcel delivery. 

From author's experience, GRAB currently has more functions for users to explore 

more than UBER and the price is cheaper. However, the service of UBER is better. 

UBER's vehicles are newer and more comfortable but it comes with expensive fair. 

1.2 Statement of the Problems 

Thailand's taxi users and the drivers have been in deep troubles for a long time now. 

Users claim that they do not receive good services from the drivers, while the drivers 

do not seem to care. 

The most common heard problem is taxis are choosing where they would like to go. If 

the destination of customer is not where they are going, they reject the customer. Since 

GRAB and UBER have started their business in Thailand, bad services from them are 

lower compared to normal taxis. 

However, the normal taxi drivers are against these two applications. Recently, the 

problems have become more severe because taxi drivers are protesting against the 

online applications. They claim that they are losing their job and profit. This issue is 

quite big and the government is also involved. Therefore, the research question of this 

study is what are the factors that affect customer satisfaction and word of mouth of 

online taxi providers in Thailand? 
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1.3 Research Objectives 

The first objective of this thesis is to analyze the factors influencing customer 

satisfaction including, service quality, self-service technology, estimated waiting time 

and perceived price fairness. These factors are believed to be the main factors 

influencing customer satisfaction. Without one of these factors, the customers might 

not fully be satisfied with the services of online taxi providers. 

The second objective is to examine the relationship between customer satisfaction and 

word of mouth. Customers who are satisfied with the services might recommend to 

others to use more than those who feel average with the services. Unsatisfied customers 

might keep quiet about the services or they might spread their bad experiences to others. 

This thesis has aimed to find the relationship between these independent variables and 

dependent variables. 

The last objective of this study is to investigate the trend of online taxi users. It is 

interesting to know who the regular passengers of online taxi providers are, what makes 

them loyal passengers and whether or not they recommend these online services to 

others. 

1.4 Scope of the Research 

The study has focused on the factors influencing customer satisfaction and word of 

mouth from people who use GRAB and UBER services in Bangkok and in the 

provinces nearby. The target groups to answer the questions were those who have used 

both GRAB and UBER services, in order to compare how good these two applications 

are in servicing their customers. The research is questionnaire base focusing on the 

respondents who frequently use taxi. The target groups are taxi users who live in 

Bangkok and use the service of online taxi providers in their everyday life. The 

questionnaire using 5-point Likert scale ranging from strongly disagree (I) to strongly 
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agree c5J, was developed to examine the hypotheses in this research. Questionnaires 

were distributed by the researcher through online social network. 

1.5 Significance of the Research 

On the passenger's point of view, knowing which of the factors affects customer 

satisfaction is beneficial. Passengers would have more negotiating power and ideas on 

how major online taxi providers are doing for their businesses. 

The research would benefit academically on how each concepts in this research are 

linking together. The findings of this research will explain the relationship among 

concepts in Thai context that were already explained in previous studies in other 

countries 

Moreover, the online application of transportation is investigated in terms of its service 

quality, self-service technology, estimate waiting time, perceived price fairness, 

customer satisfaction and word of mouth. The application of findings will help service 

providers to understand Thai customers better in these area of their perception such as 

factors of satisfaction and word of mouths. 

1.6 Limitations of the Research 

People who own car would use taxi less, so people without car were the target group 

for this research. Also, people with car but do not wish to use their own car for some 

reasons were the target group. 

Not everyone knows how to use smartphone, so the limitation is the generation. The 

group of users was from the new generation who knows how to use smartphone and 

applications. However, people without smartphone are not able to use the applications. 
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GRAB and UBER are only available in Bangkok and in the provinces nearby, so people 

from the rural areas are not able to test these applications. 

1. 7 Definition of Terms 

Customer Satisfaction 

Perceived Price Fairness 

Customer satisfaction is the measure of how well 

the company can deliver and respond to customer 

needs. Customer satisfaction can only be measured 

when the customer is satisfied with products or 

services. In today's business, customer satisfaction 

performance is one of the most important factors in 

company's strategies. (Roger Hallowell, 1996). 

How customer compares both monetary and non

monetary cost of using products and services 

(Bolton et al., 2003; Campbell, 1999; Vaidyanathan 

& Aggarwal, 2003, and Xia et al., 2004). 

Self-Service Technology (SST) The new technology which allows customer to 

produce the service without employee's 

involvement. Nowadays, SST is taking the place of 

face-to-face services. It is believed that using SST 

would reduce the error in making transaction, more 

convenient, and less time consuming. (Cronnin et 

al., 2000; Debrzykowski et al. 2014). 

SERVQUAL SERVQUAL or service quality is a research 

instrument used to examine customer satisfaction 

against expectations of services they have used. 

The research has examined five points including 

tangibility, reliability, responsiveness, assurance, 

and empathy. (Parasuraman et al., 2005). 
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Word of Mouth 

1.8 Chapter Summary 

The passing of information that one has 

experienced to another which may have 

experienced the same thing or never experienced it 

before. WOM is informal. It can either be positive 

or negative depending on the one spreading it. (Tax 

et al., 1993). 

In conclusion, this study is aimed to find the factors influencing customer satisfaction 

and word of mouth toward online taxi providers. Another question to answer is, "Does 

satisfaction lead to word of mouth?" Since people nowadays are not quite happy with 

the services of normal taxi, services of on line taxi providers are another option. As these 

on line taxi drivers would accept most of the passengers, passengers are happier than 

with the normal taxi drivers. These applications provide passengers for GRAB and 

UBER drivers most of the time, so the drivers are happier, too than the normal taxi 

drivers. 
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CHAPTER II 

REVIEW OF RELATED LITERATURE 

2.1 SERVQUAL 

Parasuraman, Valarie Zeithaml and Leonard L. Berry (1988) defined SERVQUAL as 

a research instrument used to examine customer satisfaction against expectations of 

services they have used. The research has examined five points including tangibility, 

reliability, responsiveness, assurance, and empathy (Parasuraman et al., 2005). 

As a service measurement, SERVQUAL is used to evaluate the service which would 

involve the comparison between what customer was expecting and what have been 

delivered by the company. In order to examine the service to be excellent, good, or bad, 

it would depend on customer satisfaction toward the products or services. (Parasuraman 

et al., 1985). 

(a) When the expected service (ES) is higher than perceived service (PS), the 

satisfaction will be lower and will lead to dissatisfaction in service quality. The 

higher the gap between ES and PS, the higher the dissatisfaction level will be. (b) 

When ES is equal to PS, customer would not feel special nor bad with the service 

received. (c) When PS is higher than ES, the satisfaction level would be high as the 

service has exceeded the expectation. 

The concept of SERVQUAL is developed from the model of Parasuraman and is used 

widely to measure customer experience in service industry. The concept measures the 

gap between customer expectation and what have been delivered. SERVQUAL 

includes five dimensions which are tangibility, reliability, responsiveness, assurance, 

and empathy. 
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However, some researchers were not agreeing with SERVQUAL and have questioned 

its ability to perform service quality measurement. Therefore, another model called 

SERVPERF has been created by Cronin and Taylor, (1992). As of now, the model of 

SERVQUAL is still widely used by academics and practitioners to measure service 

quality. (Lam & Woo, 1997; Burtle, 1996; Crosby & LeMay, 1998). 

According to Parasuraman et al., (1991), SERVQUAL is a generic instrument with 

good reliability and validity and broad applicability. The purpose of SERVQUAL is to 

serve as a diagnostic methodology for uncovering broad areas of a company's service 

quality shortfalls and strengths. SERVQUAL's dimensions and items represent core 

evaluation criteria that transcend specific companies and industries. In accordance with 

this view, SERVQUAL has been used to measure service quality in a variety of service 

industries, including: 

The healthcare sector (Carman, 1990; Headley and Miller, 1993; Lam, 1997; 

Kilbourne et al., 2004) 

Banking (Meis et al., 1997; Lam, 2002; Zhou et al., 2002) 

Fast food (Lee and Ulgado, 1997) 

Telecommunications (van der Wal et al., 2002) 

Retail chains (Parasuraman et al., 1994) 

Information systems (Jiang et al., 2000) 

Library services (Cook and Thompson, 2000) 

SERVQUAL has also been applied in several countries, including 

The USA (Pitt et al., 1995; Jiang et al., 2000; Kilbourne et al., 2004; Lai, 2006; 

Landrum et al., 2007) 

China (Lam, 2002; Zhou et al., 2002) 

Australia (Baldwin and Sohal, 2003) 

Cyprus (Arasli et al., 2005) 

Hong Kong (Kettinger et al., 1995; Lam, 1997) 

Korea (Kettinger et al., 1995) 

South Africa (Meis et al., 1997; Pitt et al., 1995; van der Wal et al., 2002) 

The Netherlands (Kettinger et al., 1995) 
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The UK (Pitt et al., 1995; Kilbourne et al., 2004; Lai, 2006). According to Arasli 

et al. (2005) 

2.1.1 Tangibility 

Tangibility means tangible items that customer can obviously see. It can be the 

appearance of facilities or tools. It can also be the equipment used to provide service. 

Moreover, the appearance of employee is also a part of tangibility. 

In service marketing literature, tangibility and intangibility have been largely discussed 

in terms of identifying intangible services that are assumed to be tangible assets. Early 

· marketing scholars have tried to separate service marketing from mainstream marketing 

literature. This is because traditional marketing literature does not address many of the 

problems commonly encountered by service companies (Rathmell, 1966, Shostack, 

1977). Attempts to distinguish services from goods have been involved in 

characterizing services in relation to intangibles, heterogeneity, indivisibility, and 

perishability (also known as IHIP characteristics) (Bateson, 1977; Edgett& Parkinson, 

1993; Zeithaml, 1981; Zeithaml et al. In 1985, of these, intimacy was often cited as the 

most important (Gro"nroos, 1978; Mittal, 1999). 

In traditional service marketing perspectives, services are intangible and goods are 

tangible (Berry, 1980; Bebko, 2000; Edgett& Parkinson., 1993; Zeithaml et al., 1985). 

However, this point of view did not provide the difference between what tangible and 

intangible are offering. Rather, some sacrifices insisted on an intangible continuum that 

contained more intangibles or tangibles than others (Shostack, 1977). Rathmell, (1966) 

indicated that literature has treated intangibility as a problem. It is because it leads to 

inability to make comparisons between services (Mart1'n-Ruiz &Ronda'n-Catalun~a, 

2008), consumer risk (Blois, 1974; Laroche et al., 2004), the lack of expectations, and 

uncertainty of outcome (Rathmell, 1966). 
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Perceptions toward tangible and intangible offerings and their effects on user 

experiences 

Consumer experience in service marketing is related to the interaction between 

customer and company (Solomon et al., 1985). In face to face situation, customer 

evaluates the service while interacting with the provider, such as sitting in a bar at a 

salon or taking a trip (Moeller, 2010). Dube and Le Bel (2003) identified four sensory 

which are emotional, social and intellectual sources of experience. Sensory and 

emotional impacts were also perceived by Holbrook and Hirschman (1982). The 

researches showed that customers judge the service using their senses, images and 

emotions. Sensory includes taste, smell, touch and listening which are related to 

tangibility, emotional, social, and interaction the customer experiences or events 

would later affect the later buying experience (Braun, 1999). Gro .. nroos (1978) 

suggested that consumers might want a thorough service assessment, but that service 

results can be difficult because they are intangible. As a result, consumers tend to 

"evaluate what they can do" (Gro .. nroos, 1978). In other words, there are types such 

as service cape or manpower. 

It is suggested that intangibility can positively or negatively affect user's experience. 

On the other hand, researchers argued that because what tangible is providing is 

subordinated to consumers' senses, they can rely heavily on consumers' emotions, or 

vague beliefs about offerings (Levitt, 1981 ). Therefore, intangibles are likely to be 

opened for use in experiences that are closer to oneself (Carter & Gilovich, 2012). 

Carter & Gilovich (2012) argued that "intangibles" are more related to self than to 

product tangibility because "more than anything" is related to "do" Belk (1988). 

On the other hand, just as intangibles can cause a positive use experience, they can also 

cause negative things. Researchers pointed out that consumers need to know their own 

roles and switching or sharing roles with suppliers would later create difficulty (Grove 

& Fisk, 1992; Solomon et al., 1985). Levitt ( 1981) claimed that tangibility is related to 

sensation. So, it would be a benefit to suppliers to help their customers on how to use 

the products (Bloch, 1995; Creusen & Schoormans, 2005; Warlop et al., 2005). 
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In conclusion, tangibility will affect the manner in which consumers use and perceive 

the product, and the intangibility has a greater impact on the consumer's interpretation. 

Intangibles can affect the consumer's experience in either a positive or negative way. 

Examples of types elements are "keep up to date"; "physical facilities are visually 

appealing" ;and "materials are visually appealing". These aspects can be more 

important in e-business because there is no communication between them. The visual 

aspect of a device (for example, a website) is the only visual contact between a 

customer and an organization. Therefore, it is most important to have a website that 

works well and looks good. As Hager & Elliot (2001) have examined, before, many 

customers stopped using online shopping or web service because they were not good 

enough at technology and felt frustrated when using it. 

The view of a website is judged by people differently according to age. Younger people 

may like gorgeous graphics, sounds and high-speed interfaces, but the elderly do not 

want blinking inconspicuous text or animations that interfere with their use of the 

website (Houtman, 2002). 

2.1.2 Reliability 

Parasuraman, Zeithaml et al. (SERVQUAL) defined the reliability of the service as the 

ability to provide the promised service accurately and reliably in an offline environment 

(1988). In case of online business, the reliability of the service is defined as the 

reliability of the performance. This means that the business must provide the promised 

service accurately. Zeithmal, Parasuraman et al. (2002) suggested that the reliability of 

electronic services includes accurate technical features on websites and accurate 

description of service obligations, billing and product information. This definition is 

widely used. Wolfinbarger and Gilly (2003) suggested that the reliability of electronic 

services should include technical reliability and functional reliability. As reliability and 

technical reliability of function, and re-define the reliability of the online service. 

Boshoff (2007) found that the reliability of online services requires two proxies, 

11 



fulfillment and system availability. System availability is a high order item including 

reliability and reliability on the site. 

'Service reliability" is therefore an element of service quality studied by both groups 

of researchers - those that have developed the SERVQUAL framework (Parasuraman, 

Zeithaml, and Berry, 1985; 1988), as well as Fornell and his collaborators (Fornell, 

1992; Fornell et al., 1996). SERVQUAL research has however provided greater 

discussion of service reliability, driven by its consistent finding that among the 

proposed five dimensions of service quality, reliability is the most important to 

customers (e.g. Berry & Parasuraman, 1991). 'Service customization" is the other 

quality element proposed by Fornell and his collaborators (Fornell, 1992; Fornell et al., 

1996) has also been modeled in SERVQUAL through the dimensions of 'assurance', 

'empathy' and 'responsiveness'. The ability of the service provider to perform well on 

these quality dimensions has been shown to personalize the experience through one

on-one caring and individualized attention to customers (Mittal &Lassar, 1996; 

Bettencourt &Gwinner, 1996). M ittal and Lassar ( 1996) for instance, demonstrated that 

for the people, intensive service, such as healthcare, the SERVQUAL dimensions of 

assurance, empathy, and responsiveness loaded together onto a single construct, could 

be viewed as a 'customization'. Support for the two-dimensional view of quality is also 

found in other research (e.g. Johnson & Nilsson, 2001), wherein it has been proposed 

that the specific quality dimensions that drive customer satisfaction and loyalty could 

be argued to be many and varied (e.g. Parasuraman, Zeithaml, & Berry, 1985). 

In a research related to the SERVQUAL model (Parasuraman, Zeithaml, & Berry, 

1985; 1988), reliability has been defined as the ability to provide the service 

dependably, accurately, and consistently (Berry, Zeithaml, & Parasuraman, 1990; 

Parasuraman, Berry, &Zeithaml, 1991; Berry & Parasuraman, 1991 ). It is viewed as 

the service equivalent of a "zero defects culture" popular in manufacturing firms, i.e. 

performing (the service) right the first time. Under such a perspective, the proof of 

reliability is proposed to come from its flawless performance (Berry & Parasuraman, 

1991 ). For instance, customers are seen to judge reliability from whether or not the 

problem is fixed the first time and on time at a car repair facility, from the on-time 

12 



arrival and departure of flights, and from the accuracy of medical diagnosis in a hospital 

unit. 

Berry and Parasuraman, (1991) found that in a manufacturing atmosphere, the ability 

to manufacture reliable goods depends on process management, statistical controls and 

regular monitoring. All of these functions work diligently to provide donations that 

match the standards set for your needs. However, in the case of services, it is a source 

of confidence in the use of others in the value of providing evidence of right and wrong 

offenses. These service characteristics also introduce a discrepancy between reliability 

as defined by the service provider and as defined by individual customers (Berry & 

Parasuraman, 1991 ). 

In the past research, the main thrust for the importance of service reliability in effecting 

overall service customer evaluations came from SERVQUAL research. Such research 

has been observed consistently that of the five proposed domains of service quality, 

'reliability' has the greatest impact of overall service evaluations. For example, in an 

empirical analysis reported across four industries (Berry, Parasuraman, & Zeithaml, 

1988), customers gave extremely high importance to the 'reliability' dimension of 

SERVQUAL (a self-reported importance score of approximately 9.5 out of 10), with 

more than half the customers ranking 'reliability' as the most important dimension. 

Similarly, Berry, Zeithaml, and Parasuraman (1990) observed that across nine 

customer samples, respondents rated reliability as the single most important feature 

(among the five SERVQUAL dimensions) in judging service quality. Similar 

observations have been made in other SERVQUAL researches (Zeithaml, 

Parasuraman, & Berry, 1990; Parasuraman, Berry & Zeithaml, 1991; Berry & 

Parasuraman, 1991) towards supporting the importance of reliability to service 

customers. Inability to do what the firm is supposed to do is seen to make customers 

lose confidence in what the organization promises to do dependably and accurately, as 

well as in the organization itself. 

Certain aspects of the reliability factor are related to "performing what is promised" 

and "performing at the appointed time". Many companies understand that customers 

13 



shop online because it is cheaper, but it is not the only reason. There are many 

customers who shop online because it is more convenient (Riseley & Schehr, 2000). If 

the customers do not trust the organization to perform what they have requested, the 

customer complains. For example, Priceline focused on the lowest price, so there was 

a big problem by the end of 2000. People were able to buy air tickets at a very low 

price, but there was a great risk to customers due to inconvenient flight times. This has 

resulted in dissatisfied customers who were satisfied with the price line discount for 

the convenience of competitors (Riseley & Schehr, 2000). 

2.1.3 Responsiveness 

One aspect of the response element is "instant service delivery". The time that website 

or application takes to download and the web page are very important for Internet users. 

According to a 1999 study, people would not leave the web page if the response time 

is lower than 7 seconds, but 30% of users leave at 8 seconds or more. If the delay 

exceeds 12 seconds, 70% of users leave the website (Cox & Dale, 2001, 2002). 

The trade-off between appearance and speed is complicated by the company's need for 

a website to deliver corporate images (Manning et al., 1998). The company's website 

developer would definitely want the web page to be attractive by adding logo or graphic 

to emphasize the company's identity. However, these add-ons are the factors making 

the website's loading time longer. So, it depends on the company which one would suit 

them better. 

For example, Greenley (1995), Narver and Slater (1990), and Sin et al. (2000) 

suggested that a company might face different performance effects of customer 

orientation depending on the market context and dynamics of the competitive 

environment. For commodity businesses, changing in market would have moderate 

performance which has negative effects since it is harder to adapt the business with 

changing market. Conversely, it was found that market change reinforces performance 

effects of customer orientation for non-commodity businesses. 
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2.1.4 Assurance 

As a SERVQUAL dimension, assurance is defined as the "knowledge and courtesy of 

employees and their ability to inspire trust and confidence" (Parasuraman et al., 

1988). 

One aspect of the warranty element is "knowledge" to answer questions. Obviously, 

most customers would like to be able to find everything they want on website. On the 

other hand, people in brick and mortar shops would feel better with limited stock. On 

the internet, people would be unsatisfied if they cannot find something they are looking 

for. Therefore, web store requires effective inventory control system and sufficient 

information (Dayal et al., 2002). 

Second, according to the same study, around two-thirds of Web users gave up on sites 

requesting personal information, and one-fifth entered incorrect information to access 

websites. According to Daughtrey, (2001 ), factors for assurance that can be important 

in e-business include the following: 

Privacy and confidentiality policies for websites are available 

Secure access to the website (customer prompts to approve) 

Reliability of suppliers 

Warranty or guarantee of warranty 

Feedback from other customers. 

It was because people felt insecure sharing personal information via unknown website, 

a study by Statistical Research Inc., (2001) found that more than 50% of the users were 

aware of misuse of credit card information. It is possible that the company sells its 

personal information or cookies to track its internet browsing activities. 

Psychological safety happens when people are able to show and employ themselves 

without negative consequences. When the environment is safety, people would show 

their real behavior (Kahn, 1992). Edmonson (2004) found that psychological safety 

develops from positive shared experiences. 
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Certifications and Warranties are also important in e-business. As more and more 

organizations have previously done quality management standards (Daughtrey, 2001), 

they seek to obtain certification through objective, consensus-based standards. 

2.1.5 Empathy 

According to Cook, Macaulay, and Coldicott, (2004), empathy as a SERVQUAL 

dimension is "the ability to tune into others' feelings. It is considered as an emotional 

intelligence competency which is "a set of skills hypothesized to contribute the accurate 

appraisal and expression of emotion in oneself and in others, the effective regulation in 

self and others, and the use of feeling to motivate, plan, and achieve in one's life" 

(Salovey & amp; Mayer, 1990). Boyatzis, Goleman, and Rhee, (2000) found that the 

competency model consists of 20 emotional intelligence abilities, divided into four 

groups. These groups are self-awareness, self-management, social awareness, and 

social skills. Empathy is an essential ability of the social cognitive group, one of the 

four emotional intelligence abilities (Boyatzis et al., 2000). 

Empathy is considered as one of the main dimensions in service quality measurement. 

It is because giving customer attention is very important (Berry & Parasuraman, 1997). 

The way company listens and responds to customers affect its service quality. Berry 

and Parasuraman (1997) found that listening as empathy skills can be a way of 

providing service to customers. 

There are also other parts of empathy to focus on including individuals concerning 

empathy-related emotions, pro-social behavior, moral sensitivity, and moral judgment. 

These points are used to develop moral and behavior (Spinrad, Eisenberg, & Bernt, 

2007). 

Empathy is well-known as a constructs related to interpersonal process 

(Traux&Carkhuff, 1967; Traux& Mitchell, 1971). To measure empathy, the rating 

scale created by Traux (1961) and modified by Carkhuff (1969) is the best known 
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(A very, D'Augelli, & Danish, 1976). Carkhuff (1969) defined empathy as "the ability 

to recognize, sense and to understand the feelings that another person has associated 

with his behavioral and verbal expressions and to accurately communicate this 

understanding to him." 

2.1.5.1 Empathy in E-service 

Whitman and Woszczynski (2004) define e-service as an interactive, content-centered 

and internet-based customer service, driven by the customer and integrated with related 

organizational customer support processes and technologies with the goal of 

strengthening customer and service provider relationship. Thus, e-service has two main 

characteristics: the service is accessible within electronic networks; and the service is 

consumed by a user via the internet. According to this, the most important difference 

between traditional service and e-service in a library is that thee-user has to participate 

in the service processes more actively. He or she relies entirely on own ability to use 

technology to obtain the service. 

In website, there is no human interaction, so it is quite hard to say that website does not 

pay attention to users. However, many website developers have found their ways in 

giving attention to users. They give users experiences in customizing their own website. 

The more likely a website is to meet the needs of a particular customer, the greater the 

likelihood that the customer will keep coming back (The Economist, 2001). 

2.2 Self Service Technology 

The most important topic to discuss in marketing and literacy management services is 

the perception of service quality, value, and customer satisfaction. (Cronnin et al, 2000; 

Dobrzykowski et al., 2014.) This emphasis affects e-commerce environment as well as 

bricks and mortars. Today's business is gradually replacing the traditional way of 

providing services through various growth technologies (Lee & Yang, 2013), including 
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transaction and technology-critical information. Nowadays, technology has become 

one of the most important factors in service area that involve more customers, better 

service delivery and improved transactions. Specifically, many providers have adopted 

different approaches through self-service technology (SST) during the service delivery 

process (Anderson et al., 2013). 

Typically, SST is specifically designed to contain the information needed to improve 

the quality and meet customer needs (Sang-Zhou, 2009), but the quality of the SST 

(SQ-SST) service has yet to meet its performance criteria. The result is that the lower 

service quality is SST would lead to the lower customer satisfaction in e-commerce. 

Many companies invest in SST, most do not achieve the expected SQ-SST and pleasure 

(Colla & Lapoule, 2012, Hilton et al., 2013). 

It is interesting on how company can use its SST to provide the effective services to 

customers and how can company increase customer's satisfaction in SST. According 

to Collier and Kimes, (2013), SST has no relationship with infrastructure. SST is the 

customer's willingness to purchase online and recognize the value of SST. Customers 

are not willing to ask for services through the SST of a vendor that is perceived as 

providing a low value even if they take a positive attitude toward the vendor. It is 

therefore necessary to assess the question of how to explain the effect. The acceptance 

of this technology plays a decisive role in e-satisfaction because it relates to the 

perceived value in the context of SST. Relationship between SQ-SST and e-satisfaction 

can be assumed. Most of the studies measure the satisfaction in office situations rather 

than online situation (Cronnin et al., 2000). 

In addition, although the direct effect of SQ-SST on electronic satisfaction has been 

studied before (Lin et al., 2006), there is not much studies on indirect effects. Baron 

and Kenny (1986) found that there is such a strong relationship between predictive and 

baseline variables. With regards to the importance of perceived value and quality of 

service in the context of SST, it is reasonable to gain a deeper insight into how the 

intervention effect occurs by analyzing the possibility that perceived value intervenes 

between SQ-SST and e-satisfaction can be. 
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Meuter et al. (2000) found that SSTs can be used in many ways. Company can use SSTs 

to improve customer experience, lower down the labor cost and keep pace with 

technological advances. Orel and Kara (2014) categorized SST into a broad category, 

including ATMs, Internet services (e.g., Internet banking), self-service kiosks and self

checkout lanes. Fitzsimmons (2003) also conceptualized SST as the current trend of 

service encounters driven by technology in the original "face-to-face" service 

encounter. 

During SST use, some parts can be unacceptable but customer tolerate it. As Berry et 

al. (2002, p. 88) stated, "customers always have an experience - good, bad or 

indifferent - whenever they purchase a product or service from a company." Some of 

them are memorable, whether favorable or unfavorable. Customer's experiences affect 

the company image in the view of customer. In addition, it would affect customer's 

lateral behavior (Klaus & Maklan, 2012). 

Technology-based self-service (TBSS), in which with no involvement of service 

personnel, customers use SST to perform services directly, it helps companies increase 

operational efficiency while delivering added value to customers (Dabholkar, 1994; 

Meuter et al., 2000) (Hilton et al., 2013; Meuter et al., 2003). However, TBSS is not 

able to take over the traditional interpersonal service yet. So, from the developments of 

technology, complex professional services have been transformed to TBSS (Schuster 

et al., 2013) and characterized low-level skills and service involvement in service 

technology (Bolton & Saxena-Iyer, 2009). 

There is not much study on whether customers continue to use SST with the qualities 

they trust. Loyalty and continued use of services are important to the firm (Anderson 

& Srinivasan, 2003) and sometimes consumer benefits. Nonetheless, limited existing 

studies have focused on factors that influence consumer behavioral loyalty to TBSS 

(Tojib & Tsarenko, 2012; van Beuningen et al., 2009; Wang et al., 2013). 

2.2.2 Technology Readiness 
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Technology readiness (TR) means the ability of each individual to use technology to 

complete his or her life goals. The use of technology can be of benefit or threat as 

different people perceive technology differently. There are four aspects of TR, both 

positive and negative. The first positive relationship with technology is optimism. 

Customers believe that technology is convenient, efficient, and flexible. The second 

point is innovative. It helps drive more people to use technology. Third, the feeling of 

discomfort happens when the customers perceive technology as uncontrollable. Lastly, 

customers who are not able to use technology properly and lost their confidence would 

create anxiety in themselves (Parasuraman, 2000). 

TR is a mental state that results in mental stimulants and inhibitors that collectively 

determine the temperament of a person using new technology (Parasuraman, 2000). 

According to Meuter et al., (2003), there are more than 55% Americans who are 

suffering from using technology. So, it can be said that people who are unfamiliar with 

technology will tend to avoid it. 

There are several researches arguing about the relationship between TR and SST. Lin 

and Hsieh (2006; 2007) found that there is a strong relationship between TR and SST. 

When customers are familiar with technology, they tend to use more of SST. So, the 

company should also focus on TR in order to improve its SST. 

On the other hand, Liljander, Gillberg, Gummerus, and Riel (2007) argued that TR has 

very small effect on SST. Similarly, Lin, Shih, and Sher (2007) found that there is an 

insignificant relationship between the consumer TR and the intention to use certain 

electronic services. This limited and confusing result suggests that further investigation 

of the impact of the TR on the intended use of a particular SST may be necessary. 

Chen et al. (2009) pointed out that SST service providers should stimulate positive TR 

drivers to achieve business goals such as increased customer satisfaction and benefits. 

TR can reduce the difficulty of providing services by mitigating the difficulties of 

performance evaluation. In addition, Vize et al. (2013) found that TR plays an 

important role in customer perception of the level of SQ-SST (i.e., Web-based 
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solutions). Therefore, a high level of TR can be expected to lead to a higher level of 

quality of service received from SST. 

2.3 Perceived Price Fairness 

Recent research efforts have segregated consumer perceptions of price inequality and 

several factors that affect the potential outcome of such perceptions (Bolton et al., 2003; 

Campbell, 1999; Vaidyanathan & Aggarwal, 2003; Xia et al., 2004). Previous work 

has been characterized by distributed fairness and procedural impartiality. The 

principle of fairness of distribution or fairness of outcomes asserts that individuals 

judge the fairness ofrelationships based on compensation dividends from contributions 

to relationships (Homans, 1961). Thus, the unequal rate of interest in investment 

between all parties involved in an exchange relationship creates a perception of 

unfairness. 

Procedural fairness is related to judging whether processes are based on common norms 

and behavior (Thibaut & Walker, 1975). It is suggested that consumer's price fairness 

perceptions are influenced by procedural and disparate considerations. For example, a 

seller's price suggestion for a car may involve a description of the various options and 

the price of the delivery charge and the required down payment and payment method. 

Under such circumstances, the initial price (i.e., price proposal) of the vehicle presented 

by the seller and the conditions associated with the price and the manner in which these 

conditions are processed and described to the consumer (e.g., price process) will affect 

the consumer's fairness. In addition, there is a positive correlation between pricing 

fairness perception and price procedural fairness perception. The order of influence is 

determined by the order in which consumers receive price suggestions and pricing 

information (Van Den Bos et al., 1997). 

Another foundation of price fairness awareness, the price qualification principle, 

implies that one party should not make a profit for another party. If a company uses 

higher consumer demand for consumer benefit through price increases, consumers will 
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feel that they are exploited, and therefore they will perceive the price as unfair. The 

dual benefit principle begins with the buyer's reaction to the explicit exploitation of the 

seller based on supply and demand changes, but the consumer can form a perception 

of unfairness based on his or her demand situation without explicit exploitation. For 

example, when buyers think they should buy a product and they have to pay for it at 

any price, they may be concerned that the seller is potentially exploitable whether or 

not the seller actually does. 

According to empirical evidence from online service quality literature, customer 

perceived value leads to electronic satisfaction (Hsu et al., 2013). A customer's 

perception of service value is closely related to the excellent value of service exchanges 

with service providers and how customer's e-satisfaction reflects the overall feel of the 

customer derived from that value. In the context of customer technology interactions, 

these are the result of SST's recognition of customer value. Previous research has 

shown that perceived value has a significant effect on user satisfaction in the context 

of e-commerce (McDougall and Levesque, 2000; Lin, 2007, Chiu et al., 2009). 

Shamdasani et al. (2008) found that perceived value plays a particularly important role 

in influencing satisfaction in the context of self-service Internet technology. 

2.3.1 Promotion 

Sellers can categorize customers by promotions (Monroe, 2003). On the other hand, 

differences in price of the same product or service can lead to unfairness in customer 

perception (Feinberg, Krishna, & Zhang 2002; Xia, Monroe, & Cox 2004). Most of the 

previous research have focused on price increase and the motivation of seller on 

increasing price (Xia, Monroe, & Cox 2004). Price promotions typically represent a 

price decline based on the characteristics of a particular promotional tactic, but 

consumers can develop fair perceptions of promotional tactics and influence pricing 

fairness perceptions (Kukar-Kinney, Xia, & Monroe 2007). 
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Previous researchers examined the effectiveness of consumer endeavors because they 

have rarely studied (Huppertz, Arenson, & Evans, 1978), although they have studied 

whether or not consumers perceive the seller's nonmonetary effort as input and justify 

the price. Consumer efforts are regarded as inputs to exchanges and may influence 

perceptions of equity (Mowen & Grove 1983, Oliver & Swan 1989). 

So, when customers receive promotional pricing, they do not experience only monetary 

payments, but they also experience other types of non-monetary sacrifices. 

Few empirical studies have studied the effects of consumer efforts on fair perception. 

Oliver and Swan (1989) investigated the effects of both buyer and seller inputs and 

products in the study of purchasing new car. They agreed that most of buyer's 

information (time and effort invested in information retrieval and purchasing), had a 

significant effect on the results. Another research from Mowen and Grove (1983) has 

shown that customer would do a research when they feel that they have paid more than 

reference (i.e., other customers). 

To conclude, price fairness refers to the distribution aspect of fairness or the recognition 

of the final price paid. If consumers get promotional pricing (that is, favorable 

outcomes), the results they expect from the search and purchase efforts are fair and 

fairness is not usually a problem. However, if the promotional price is rejected, it will 

violate the consumers' low price expectations, and the price paid should be recognized 

as unfavorable compared to the promotion price. Consumers also have unbalanced 

input or output ratios because the effort spent cannot be restored. Therefore, the amount 

of effort consumed appears to be unreasonable. In other words, effort is regarded as a 

result and affects fairness if the outcome is disadvantageous. 

2.4 Estimated Waiting Time 

Several research studies focus on the relationship between waiting time and satisfaction 

(Hui and Tse, 1996; Pruyn and Smidts, 1998). Many other studies emphasize the link 
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between customer satisfaction and their loyalty (e.g., Anderson, 1994; Dick and Basu, 

1994; Fornell et al., 1996; Selnes, 2001; Mittal and Kamakura, 2001; Olsen, 2002). 

Service perishability gives rise to many problems for service providers and these 

intensify when service demand fluctuates. To tackle this major problem, firms adopt 

strategies to match capacity and demand (Bateson and Hoffman, 1999; Lovelock and 

Lapert, 1999; Zeithaml and Bitner, 2002). One of the first strategies adopted is to flex 

capacity to meet demand. During periods of peak demand, the organization expands its 

capacity by adding new resources such as people, facilities and equipment. Second, 

companies may try to smooth demand. Companies can motivate consumers by making 

their offer more attractive during low demand periods. Companies may also choose to 

use reservation in order to spread the demand evenly. However, even with booking, 

service providers experience difficulties in minimizing delay in service delivery. When 

demand and capacity cannot be aligned, waiting line strategies can still be found. 

Among waiting line strategies, we find making wait more fun or tolerable, 

differentiating waiting customers and choosing an appropriate waiting line 

configuration (Zeithaml and Bitner, 2002). Despite the implementation of all these 

strategies, when customer waiting time is too long, companies may indeed make 

consumers dissatisfied. Service providers may even miss one or several sale occasions; 

and even worse lose a loyal customer, despite an effective service recovery strategy. 

But what characterizes a long waiting time? The waiting time has four aspects: 

objective, subjective, cognitive and affective: 

(1) The objective waiting time is the elapsed time as measured by a stopwatch by 

customers before being served (Davis and Vollman, 1990; Katz et al., 1991; Taylor, 

1994). 

(2) The subjective waiting time is the customers' estimation of time waited. In previous 

research studies, the subjective aspect is measured by means of the perceived waiting 

time (Hui and Tse, 1996; Pruyn and Smidts, 1998). Unsurprisingly, the estimated time 

depends on objectively measured elapsed time (Hornick, 1984; Pruyn and Smidts, 

1998; Antonides et al., 2002). 
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(3) The cognitive aspect of the wait is the consumers' evaluation of the wait as being 

(or not being) acceptable, reasonable, tolerable (Durrande-Moreau, 1999) as well as 

considered to be short versus long (Pruyn and Smidts, 1998). 

( 4) The affective aspect of the wait consists of emotional responses to waiting such as 

irritation, boredom, frustration, stress, pleasure, happiness, etc ... (Taylor, 1994; Hui 

and Tse, 1996; Pruyn and Smidts, 1998). According to Pruyn and Smidts (1998), these 

affective and cognitive aspects form the appraisal of the wait. 

According to Maister (1985), the gap between the perception and expectation for 

waiting experience determines the customer satisfaction with waiting. Davis and 

Heineke (1994) specify Maister's definition, replacing "perception" by "performance 

interpretation", noting that perception depends on both the customer's interpretation of 

the service encounter and the actual service performance. During the last decade, many 

definitions of overall satisfaction have been proposed, underlining the cognitive and/or 

affective constituents of the concept (Oliver, 1993). Regarding waiting time, both 

aspects seem to be appropriate (Durrande-Moreau, 1999). Consequently, we consider 

waiting time satisfaction as a post-experience, judgmental evaluation including both 

cognitive and affective aspects of waiting; and measuring the extent to which the 

perceived waiting period matches the customer's expectations for a specific 

transaction. 

2.4 Customer Satisfaction 

In previous studies, various definitions and customer satisfaction measures were used 

(Szymanski & Henard, 2001 ). In the study of Oliver, (1997), transaction and overall 

satisfaction were separated. Transaction satisfaction includes product comparison and 

interaction with sales staff while satisfaction with the purchase result means the 

satisfaction when the product has been purchased (Bitner & Hubbert, 1994; Shankar et 

al., 2003). For online decision support, Bechwati and Xia (2003) found that the way 

people make an effort to make decision, affected decision making. So, of the customers 

find that information is enough and there is not much effort needed in making decision, 
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they would tend to be satisfied with the website. Similarly, Spreng et al. (1993) 

suggested that customer satisfaction with the availability of product information has a 

significant impact on overall satisfaction when evaluating various product options. 

Study has found that fairness is related to satisfaction. Customers defined fairness as 

appropriateness. So, fairness has become a dominant effect on satisfaction (Szymanski 

& Henard, 2001). 

Customer satisfaction has played an important role in marketing for more than 30 years 

(Heitmann et al., 2007). Satisfaction starts from the service which exceeds or meets 

customer expectations. Firms want to make satisfaction as one of their strategies 

because satisfaction can create long term relationship with customers (Carpenter & 

Fairhurst, 2005). So, customers are satisfied or unsatisfied would affect company's 

profit accordingly (Mittal & Kamakura, 2001; Patterson et al., 1997). 

Satisfaction can be defined in many ways. Satisfaction with the product, satisfaction 

with the service or post-purchased service, satisfaction with sales people, and 

satisfaction with sales process are definitions of satisfaction. According to Carpenter 

and Fairhurst, (2005), most of the satisfaction surveys are focused on product 

evaluation not branding, store atmosphere and sales staff performance. 

Satisfaction is the result of customer's personal evaluation of product or service 

performance (Bloomer & Kasper, 1995). From the research of Oliver (1980), customers 

expect satisfaction before using product or service. It is found that there is no certainty 

about these expectations after consumption. 

Garbarino and Johnson (1999), found that there are three types of customer satisfaction. 

(I) Overall Customer Satisfaction (OCS) which means the overall satisfaction of 

customers including both product and service. 

(2) Functional Customer Satisfaction (PCS) is the ability of the company to provide 

service to meet customer expectation. Examples of these features include the 

responsiveness of the employee handling the complaint, the interaction of the front 

line staff, and the ease of accessing company employees when necessary. 
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(3) Technical Customer Satisfaction (TCS) is a service attributed to. satisfaction that 

reflects the consumer's assessment of the technical capabilities of service providers 

providing services to consumers (Cronin & Taylor, 1992; Nicholls et al., 1998; 

Gilbert & Veloutsou, 2006). Technology competencies include service 

performance, reputation and image of the company, and service prices. 

Carman (1990) questioned the reliability of the SERVQUEL model and recommended 

further testing of the instrument to ensure reliability. Andaleeb and Conway (2006) also 

questioned the reliability of the scale as they stated, "Although the SERVQUAL 

framework has been pursued with some enthusiasm in various service industries, 

empirical support for the suggested framework has not always been encouraging". 

Besides low reliability, the instrument used in SERVQUEL model was designed 

mainly for longitudinal study as Parasuraman et al. (1988) recommended tracking 

service quality periodically for optimal results. On top of this, the SERVQUEL model 

· requires measuring the expectation prior to rendering of service and measuring the 

perception after the service, making it ideal for longitudinal studies but unfit for a cross 

sectional study like the current one (Parasuraman et al., 1988). 

Additionally, Parasuraman et al. (1988) claimed that this instrument is most useful 

when it is being used with other customer service measurement tools, such as 

systematically soliciting and analyzing customer complaints and comments. This is 

another reason for SEVRQUEL not being a match for the current study, as the current 

study has neither solicited comments nor complaints. Finally, according to 

Parasuraman et al. (1988), the SERVQUEL is a generic instrument. Since it is a generic 

instrument and has not been specifically developed for the restaurant industry, this 

model is not a good fit for the current study. 

Customer satisfaction is a key and valued outcome of good marketing practices. The 

principal purpose of a business is to create satisfied customers (Greenland & Looney, 

2007; Weitzman, 2008). Increasing customer satisfaction has been found to lead to 

higher future profitability, but ignoring customer satisfaction will become public 

knowledge (Fost, 2008; Lauer, 2008). There are many ways to increase buyers. It can 
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be done by lower down the cost which would increase the customer willingness to buy 

and provide referrals (Ferryanto, 2006). To increase the sales, company has to think 

from the buyer's point of view, thinking about their concerns and priorities. If the 

company is able to do these, it would lead to the higher levels ofloyalty and repurchase 

intention (Bolton & Drew, 1994; Fornell, 1992). 

Fornell, (1992) found that to increase the company's future revenue, increasing 

customer loyalty is one of the ways. So, if the customer at present is satisfied with the 

services, later he or she would come back and bring more profit to the firm (Ferryanto, 

2006). Increasing customer satisfaction can reduce the cost of the company by reduction 

of defective goods and product rework (Fornell, 1992; Goldstein, 2009). In order to 

build a long term relationship with customer, the best way to do is providing product or 

service that exceed customer's expectation (Hacking, 2008). Some other methods such 

as promotion or rebate could not bring back customers as much as good product or 

service. The temporary methods such as promotion would surely attract high volume 

of customers but these customers are uncertain. They could not be counted as loyal 

(Fornell, 1992; Terblanche, 2005) 

2.5 Word-of-Mouth 

Positive word-of-mouth is a behavioral intention much like repurchase, but deals with 

intention to recommend (Fornell & Wemerfelt, 1987; Fornell & Wemerfelt, 1988; 

Fornell, 1992; Berry, Parasuraman, & Zeithaml, 1994; Dawkins & Reichheld, 1990). 

When people are satisfied with the product or service, they would spread the 

information to family, friends, co-workers and others. This information would 

influence other customers to purchase (Reichheld & Sasser, 1990, F om ell & Wemerfelt, 

1987; Fornell & Wemerfelt, 1988; Fornell, 1992; Berry, Parasuraman, & Zeithaml, 

1994; Dawkins & Reichheld, 1990; Zeithaml, 2000; Zeithaml, Berry, &Parasuraman, 

1996; Greising, 1994; Rust, Zahorik, & Keiningham, 1995; Anderson, Fornell, & 

Lehmann, 1994). 
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In marketing, the customer's decision to transmit positive word-of-mouth information 

is viewed as a compliment to a marketer's efforts to reach viable portions of a market. 

Individual customer makes decisions to transmit or withhold word-of-mouth 

information to other possible customers. When customers are satisfied, they might or 

might not spread the information. It depends on their behavior (Frenzen & Nakamoto, 

1993). The sequence of transmission decisions occurs through an active network, not 

through a passive diffusion process. WOM is a flow of information from two parties. 

The information might change according to both parties' relationship (Frenzen & 

Nakamoto, 1993). 

There are two factors influencing WOM information flow. The first factor is 'micro

level'. In this level, the transmitter delivers or withholds the information. The 

information may be about the relative expertise of the service, quality, or other 

attributes of a product or service. The information may also be about a sale on goods 

or services or the availability of a highly desired product (Frenzen & Nakamoto, 1993). 

The other class involves "macro-level" factors that determine the structure of the 

channels that direct the flow of information. The social relations and networks between 

customers are the "macro-level" factors. The combined effects of both individual and 

structural factors influence word-of-mouth behavior in markets (Frenzen & Nakamoto, 

1993). 

Beatty et al. (1988) defines customer engagement to developing services as a 

psychological attachment. Word of mouth (WOM) is an informal communication 

between two users about products or services (Westbrook, 1987). Information from 

WOM can help customers in making their decision whether they should purchase the 

product or service (Lundeen et al., 1995; Zeithaml et al., 1993). 

In recent literature on relational marketing, the focus is on the potential responses from 

efforts to build relationships with consumers (Sheth & Parvatiyar, 1995; Verhoef et al., 

2002). Many scholars and practitioners agreed that WOM is the most important factor 

in marketing (White & Schneider, 2000). WOM happens when customer shares 

information about products, services, processes, etc. with others. 
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From the wider point of view, WOM includes all information about the products or 

services. The information is shared from one person to another person or group (Brown 

et al., 2005). Moreover, WOM is defined as an informal, human-to-human 

communication between a non-commercial communicator and a recipient perceived in 

relation to a brand, product, organization or service (Harrison Walker, 2001). 

Reichheld (2006) believed that the relationship with customers has reached the highest 

point when customers are willing to recommend the company to others. A WOM 

recommendation represents a personal recommendation that is beneficial to one person 

and to others in relation to the company and its products and services. WOM is well

known as a reliable source of communication and plays an important role in securing 

new customers (Reichheld & Sasser, 1990). Despite its long history in the marketing 

literature (Day, 1971, Katz & Lazarfeld, 1955), "Interest in WOM communications has 

been activated in marketing activities." The power of the Internet is a source and source 

of electronic WOM (Gruen et al., 2006). Dedicated customers promote suppliers 

through WOM recommendations (Gronroos, 2004; Lacey & Robert M. Morgan, 2007). 

Word-of-mouth marketing refers to communicating the product information from one 

person to another through the said communication (Arndt, 1967). Product-loving 

customers will be more committed to uniquely communicating the product 

characteristics to other customers (Westbrook, 1987). Normally, then WOM is spread, 

it is more effective than advertising. It is because seeders and recipients trust each other 

because information senders and recipients know and trust each other (Wilkie, 1990). 

Word-of-mouth marketing has a positive impact on the customer's intent to purchase, 

but negatively impacts customer satisfaction if not properly managed (Arndt, 1967). 

Nowadays, the way of communicating has changed. People can post their comments 

on products or services via social media such as Facebook or Twitter. This information 

spread very fast on internet and their friends would see immediately. As your network 

grows, word of mouth affects customer satisfaction positively or negatively. Media can 

be used for WOM marketing which are email, online forum, chat room, etc., and with 

these social media, geographical limitation is eliminated and bi-directional 
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communication is enabled anytime and anywhere (Hennig-Thurau et al., 2004). Digital 

form information surely moves faster and further than paper-based information 

(Hanson, 2000). The advantages of electronic word-of-mouth marketing far outweigh 

the benefits of traditional word-of-mouth marketing approaches (Tanimoto & Fujii, 

2003). Electronic word-of-mouth marketing poses a security threat because users can 

change their identity or hide it and deliberately spread the word to appeal for personal 

opinions. Some companies have employed these potential threats by hiring staff and 

deliberately disseminating positive feedback on the product. When other customers 

share positive information about themselves, they can accept more products (Briggs & 

Hollis, 1997). Gades and Mayzlin, (2004) claimed that WOM has a high impact on 

online customers' behavior. Many online customers change their purchasing decisions 

because of electronic word of mouth effects (Banerjee, 1992). Typical methods 

employed to increase the effectiveness of word-of-mouth marketing are user ratings, 

discussion forums, and product demos (Riegner, 2007). This marketing saves time 

searching for accurate information from customers and gives them the confidence to 

make purchasing decisions (Vijayasarathy & Jones, 2001 ). 

2.5.1 Word-of-Mouth affects Customer Satisfaction 

Hartline and Jones (1996) argued that quality awareness is unique and valuable in 

providing the customer with a WOM and conducting research in a service context for 

the WOM. In fact, WOM provides a solution to the problem of service intangibles. 

Customers who are attracted to WOM have twice as many WOMs as their new 

customers. It is believed that WOM has a big effect on new customers. Little attention 

is paid to dealing with the goodwill of WOM. WOM is the most important and informal 

means of communication with customers (Filser, 1996). In defining the WOM concept, 

various researchers supported the definition made by Arndt (1967), which emphasizes 

the informal aspects of WOM communications. In other words, communicators are 

completely independent from commercial sources. Likewise, WOM is considered 

informal communication about the evaluation of goods and services. 

31 



There are two dimensions of WOM according to Harrison-Walker (2001) as follows: 

(1) WOM activity which treats the frequency of WOM communications, the number 

of participants, and the amount of information provided in the same pattern. 

(2) WOM valence contains positive, negative, or neutral suggestions that show the 

difference from previous researchers but includes the recently proposed five

dimensional WOM strength, positive valence WOM, negative valence WOM, and 

WOM content. 

In most literature, satisfaction is an explanatory variable of the WOM, and most 

studies on this topic focus on how consumer satisfaction affects the diffusion of 

WOM. When a consumer receives a service that exceeds expectations, the consumer 

is satisfied and wants to give a positive feedback or review about product or service to 

others. However, if the customer is not satisfied, negative WOM would likely to occur 

(Anderson, 1998; Ranaweera and Prabhu, 2003; Luo and Homburg, 2007). 

The higher the customer satisfaction, the more WOM information you can get. 

Customer satisfaction has a significant impact on the proliferation of WOM. Swan 

and Oliver (1989) believed that customer satisfaction would generate more WOMs 

than non-satisfied customers. Study of Ranaweera and Prabhu (2003) found a positive 

relationship between customer satisfaction and word of mouth. The link between them 

is strong. Unsatisfied customer would mostly create negative WOM while satisfied 

customer would mostly create positive WOM. Specifically, the higher or lower the 

satisfaction rate is, the more likely consumers are to spread the WOM and the lower 

the consumer's satisfaction or dissatisfaction is, the lower the willingness to spread the 

WOM. 

To summarize, previous researches have shown relationship between SERVQUAL, 

self-service technology, perceived price fairness and customer satisfaction, also the 

relationship between customer satisfaction and word of mouth. This research has 

examined these relationships in online taxi providers' industry since this industry in 

very new in Thailand and there is not much research in this topic yet. 
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CHAPTER III 

RESEARCH METHODOLOGY 

This chapter examines the relationship between service quality, self-service technology, 

estimate waiting time, perceived price fairness, estimate waiting time, customer 

satisfaction, word of mouth, demographical data, and travelling data as shown in 

Research Framework under point 3 .1. Also, this chapter presents how the data have 

been collected and how the questionnaire was created. Lastly, it presents the result of 

pre-test reliability test and factor analysis. 

3.1 Research Framework 

SERVICE QUALITY (SERVQUAL) 
-Tangibles 
- Reliability 
- Responsiveness 
-Assurance 
-Empathy 

CUSTOMER 
/ESTRYIATE WAITING TIME I .. SATISFACTION 
~-/ 

SELF SERVICE TECHNOLOGY / I 
- Technology Readiness (TR) 

PERCEIVED PRICE F AIRN"E:SS 

1--~-.jwoRDoFMoUTHI 

Roger Hallowell (1996); Bolton et al. (2003); Campbell (1999); Vaidyanathan & 
Aggarwal (2003); Xia et al. (2004); Cronnin et al. (2000) Debrzykowski et al. (2014); 
Parasuraman et al. (2005), and Tax et al. (1993) 
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3.2 Research Hypothesis 

Hypothesis of this study has examined the relationship between SERVQUAL and self

service technology, perceived price fairness, estimated waiting time, customer 

satisfaction, word of mouth, demographical data, and travelling data 

3.2.1 Relationship between Service Quality (Tangibles, Reliability, 

Responsiveness, Assurance and Empathy), self-service technology, perceived price 

fairness and estimate waiting time, and Customer Satisfaction 

The SERVQUAL concept which was developed by Parasuraman et al., (1988) has been 

widely used to measure customer experience in using products and services. It is 

because when customers evaluate a service, a comparison between what they are 

expecting and what was delivered will happen. As a service measurement, 

SERVQUAL is used to evaluate the service which would involve the comparison 

between what customer was expecting and what have been delivered by the company. 

In order to examine the service to be excellent, good, or bad, it would depend on 

customer satisfaction toward the products or services. (Parasuraman et al., 1985). Thus, 

the relationship can be purposed as Hypothesis I as follow: 

Hypothesis 1: Service Quality (Tangibles, Reliability, Responsiveness, Assurance and 

Empathy), self-service technology, perceived price fairness and estimated waiting time 

affect Customer Satisfaction of online taxi providers in Thailand. 

3.2.2 Relationship between Customer Satisfaction and Word of Mouth 

The higher the customer satisfaction, the more WOM information you can get. 

Customer satisfaction has a significant impact on the proliferation of WOM. Swan and 

Oliver (1989) believed that customer satisfaction would generate more WOMs than 

non-satisfied customers. Study of Ranaweera and Prabhu (2003) found a positive 

relationship between customer satisfaction and word of mouth. The link between them 

is strong. Unsatisfied customer would mostly create negative WOM while satisfied 
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customer would mostly create positive WOM. Thus, the relationship can be purposed 

as Hypothesis 2 as follow: 

Hypothesis 2: Customer Satisfaction affects Word of Mouth of online taxi providers 

in Thailand. 

3.2.3 Relationship between Customer Satisfaction between people who are 

different in Demographic Background. 

People who are different in Demographic Background may perceive Satisfaction 

differently. For example, women may perceive satisfaction higher than men or people 

who are older may perceive satisfaction higher than younger people. Income may also 

affect the satisfaction. People with higher income may perceive satisfaction higher than 

people who have lower income. Same as education and occupation, people with higher 

education may perceive satisfaction higher than people with lower education and lastly, 

people in different occupation may perceive satisfaction differently. Thus, the 

relationship can be purposed as Hypothesis 3 as follow: 

Hypothesis 3: There is difference in Customer Satisfaction between people who are 

different in Demographic Background. 

Past research on gender differences in fairness perceptions has produced conflicting 

results. Some studies suggest that the relative importance that men and women place 

on fairness is stronger among women than men. A few studies have found no significant 

gender differences in fairness perceptions (Robin et al, 2006). Thus, the relationship 

can be purposed as Hypothesis 3.1 as follow: 

Hypothesis 3.1: People who are different in Gender perceive Customer Satisfaction 

differently. 

Age has been recognized in the literature as an important variable for predicting 

consumer behavior in some stages of the buying process (Simcock et al., 2006) and for 
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market segmentation (Homburg and Giering, 2001 ). However, interest in consumer age 

research is increasing, especially in aging societies because the adult population 

represents an increasingly larger segment and has greater purchasing power (Simcock 

et al., 2006). Thus, the relationship can be purposed as Hypothesis 3.2 as follow: 

Hypothesis 3.2: There is difference in Customer Satisfaction among people who are 

different in Age. 

People with different in Income may perceive satisfaction differently. People with more 

income, more money may perceive satisfaction differently from people with lesser 

money. So, this hypothesis is created to find the relationship between money and 

satisfaction. Thus, the relationship can be purposed as H'ypothesis 3.3 as follow: 

Hypothesis 3.3: There is difference in Customer Satisfaction among people who are 

different in Monthly Income. 

Education level might affect satisfaction. People with higher education might perceive 

education higher than people with lower education. Education might make people have 

different expectation in goods and services. Thus, the relationship can be purposed as 

Hypothesis 3.4 as follow: 

Hypothesis 3.4: There is difference in Customer Satisfaction among people who are 

different in Education Level. 

Occupation might affect satisfaction as people from different occupation might 

perceive satisfaction differently. Thus, the relationship can be purposed as Hypothesis 

3.5 as follow: 

Hypothesis 3.5: There is difference in Customer Satisfaction among people who are 

different in Occupation 

3.2.4 Relationship between estimated riding time and Customer Satisfaction 
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The more time passenger spends with driver may make satisfaction higher or lower. 

When the riding time is long, passenger would have more time on the vehicle and more 

time with the driver. With the good service of driver and the comfort of the vehicle, 

satisfaction level might be higher. Thus, the relationship can be purposed as Hypothesis 

4 as follow: 

Hypothesis 4: People who have different estimated riding time perceive Customer 

Satisfaction differently. 

3.2.5 Relationship between Assurance and Age 

People in older age may perceive assurance higher than people who are younger. When 

people are more mature, they might expect more on assurance from service provider 

and more importantly, the safety in their travel. Thus, the relationship can be purposed 

as Hypothesis 5 as follow: 

Hypothesis 5: There is difference in Assurance perception among people who are 

different in Age. 

3.2.6 Relationship between Perceived Price Fairness and Payment Method 

Research in marketing and psychology show that satisfaction is positively related with 

perceived price fairness (Bowman & Narayandas, 2001; Huffman & Cain, 2001; Kim 

& Mauborgne, 1996; Smith et. al., 1999). Oliver and Swan (l 989a) found that 

customers' fairness perceptions depended on a supplier's commitment and the quality 

of the goods and services relative to the price paid. Thus, the relationship can be 

purposed as Hypothesis 6 as follow: 

Hypothesis 6: There is difference in Perceived Price Fairness between people who pay 

by Cash and by Credit Card. 
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3.2.7 Relationship between Perceived Price Fairness and Payment Method 

Although the SSTs are designed to improve quality and contain necessary information 

to fulfill customer needs, the service quality of SSTs (SQ-SSTs) has not been developed 

to the standard of performance yet. As a result, the low level of SQ-SSTs in e

commerce setting, would affect customer satisfaction. During SST use, some parts can 

be unacceptable but customer tolerate it. As Berry et al. (2002, p. 88) stated, "customers 

always have an experience - good, bad or indifferent - whenever they purchase a 

product or service from a company." Some of them are memorable, whether favorable 

or unfavorable. Customer's experiences affect the company image in the view of 

customer. In addition, it would affect customer's lateral behavior (Klaus & Maklan, 

2012). Thus, the relationship can be purposed as Hypothesis 7 as follow: 

Hypothesis 7: There is difference in Self Service Technology perception among people 

who are different in Occupation. 

It can be said that travelling during day time is safer than travelling at night. So, this 

hypothesis is created to find the relationship between travelling time and Assurance. 

People who are travelling at night might perceive assurance higher than people who are 

travelling during the day. Thus, the relationship can be purposed as Hypothesis 8 as 

follow: 

Hypothesis 8: There is difference in Assurance perception among people who are 

travelling in different time. 

To conclude, this research has examined the relationship between SERVQUAL and 

Self-Service Technology, Technology Readiness, Perceived Price Fairness and, 

Customer Satisfaction. Moreover, the research has aimed to examine the relationship 

between Customer Satisfaction and Word of Mouth. Demographic background has also 

been used to examine the impact on Customer Satisfaction. 
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3.3 Population of the Study 

The study has focused on the respondents who frequently use taxi. Estimated population 

in Bangkok, Thailand is 9.27 million. The target group was the taxi users who live in 

Bangkok and use the service of online taxi providers in their everyday life. 

Since the target of this research is to find the feedback from users who have used both 

GRAB and UBER so, the population must be people who have used both services. In 

the questionnaire, the answer from respondent who have used only one of the services 

will be rejected. 

3.4 Sample Size Determination 

The population of Bangkok as of 2017 was around 9 .27 million people; however, only 

400 people were chosen as samples for the study. 

This research used a simplified formula to calculate sample size (Yamane, 1967). Given 

the formula; 

n= N 

1 + N(e)2 

Where n is Corrected Sample Size, N is Population Size, and e is Margin of Error 

(MoE). 

Replacing formula with the actual number, the equation would be; 

n = 9,270,000 

1 + 9,270,000 (0.05) 2 

So, the sample size for this research is 399.98 or 400 samples. 
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3.5 Sampling Technique 

This research used non-Probability Sampling Technique, Convenience Sampling for 

answering the questionnaire. The unequal chances of being selected occurred during 

non-Probability Sampling Technique. The downside of the non-probability sampling 

method is that an unknown proportion of the entire population is not sampled. 

The most common of all sampling techniques is convenience sampling. With 

convenience sampling, the samples were selected because they were accessible to the 

researcher. Subjects were chosen simply because they were easy to be recruited. This 

technique is considered easiest, cheapest and least time consuming. 

3.6 Questionnaire Development 

This study used quantitative approach cweb-based questionnaire survey) to examine the 

hypothesis. 

The questionnaire using 5-point Likert scale ranging from strongly disagree ell to 

strongly agree c5J, was developed to examine the hypotheses in this research. 

Questionnaires were distributed by the researcher through online social network. 

The questionnaire consisted of the following six concepts, 8 parts: 

Table 3.1: Concept of Questionnaire 

Number of 
Concept Authors 

questions 

SERVQUAL 21 Parasuraman et al. (2005). 

- Tangibility 4 Parasuraman et al. (2005). 

- Reliability 4 Parasuraman et al. (2005). 

40 



- Responsiveness 4 Parasuraman et al. (2005). 

- Assurance 5 Parasuraman et al. (2005). 

- Empathy 4 Parasuraman et al. (2005). 

Estimated Waiting 
5 Zeithaml and Bitner (2002) 

Time 

Self Service Cronnin et al. (2000) and 
5 

Technology Debrzykowski et al. (2014) 

Technology 
5 

Cronnin et al. (2000) and 

Readiness Debrzykowski et al. (2014) 

Perceived Price 
Bolton et al., (2003); Campbell, 

5 ( 1999); Vaidyanathan& Aggarwal, 
Fairness 

(2003), and Xia et al., (2004) 

Customer Satisfaction 5 Roger Hallowell, (1996) 

Fornell and Wemerfelt, (1987); 

Fornell and Wemerfelt, (1988); 

Word of Mouth 5 Fornell, (1992); Berry, Parasuraman, 

and Zeithaml, (1994); Dawkins and 

Reichheld, (1990). 

Demographical Data 6 Kurt and Atrek (2012) 

Travelling Data 3 Travelling Data of each respondent 

This study was conducted using a structured questionnaire from the model of 

Parasuraman et al. (2005). SERVQUAL model has been applied in many studies such 

as Garrard Francesca and Narayan Harini (2013) and Essam Ibrahim, Lee Wei Wang 

and Abeer Hassan (2012). 

For the part of Self Service Technology and Technology Readiness, this research was 

conducted by the researcher using the model of Cronnin et al. (2000) and 

Debrzykowski et al. (2014). The concept explained the relationship between customer 

satisfaction and self-service technology. 
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Perceived Price Fairness questions were adapted from the studies of Bolton et al., 

(2003); Campbell, (1999); Vaidyanathan& Aggarwal, (2003), and Xia et al., (2004). 

Table 3.2: SERVQUAL, Self Service Technology, and Perceived Price Fairness 

measurement items for GRAB and UBER users 

Variable Questions 

Tangibility TANI 
GRAB's and UBER's vehicles have appealing 

physical appearance 

Tangibility TAN2 GRAB's and UBER's service teams are professional 

Tangibility TAN3 
GRAB and UBER are interesting and easy to 

understand 

Tangibility TAN4 GRAB's and UBER's drivers are professional 

Reliability RELI 
GRAB and UBER provide fair and consistent 

assessment to users 

Reliability REL2 
GRAB and UBER promote error-free records and 

documentations 

GRAB's and UBER's service teams show sincere 
Reliability REL3 

intention in resolving users problems and concerns 

GRAB's and UBER's service teams fulfill their 
Reliability REL4 

commitments/promises to users 

Responsiveness RESI 
GRAB's and UBER's drivers respond to problems 

sincerely, promptly and effectively 

Responsiveness RES2 
GRAB and UBER provide accurate information and 

services, e.g. pick up time, routing and fair rate 

Responsiveness RES3 
GRAB's and UBER's service teams provide prompt 

response/feedback to users 
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Variable Questions 

Responsiveness RES4 
GRAB's and UBER's service teams are willing to 

provide application assistance to users when needed 

Assurance ASSUI 
Users are given the correct information they require 

to find their GRAB and UBER drivers 

Assurance ASSU2 
I am confident that the money I spend is worth the 

quality of service offered 

I believe GRAB's and UBER's drivers are more 
Assurance ASSU3 

reliable. 

GRAB's and UBER's service teams are 
Assurance ASSU4 

knowledgeable of the application. 

Assurance ASSU5 I feel safer using GRAB and UBER. 

Empathy EMPI 
There are enough GRAB and UBER drivers all the 

time. 

Empathy EMP2 
GRAB's and UBER's drivers understand our specific 

needs. 

Empathy EMP3 
The operation hours of GRAB's and UBER's service 

teams are convenient to all their customers. 

Empathy EMP4 
GRAB's and UBER's service teams give us personal 

attention. 

Estimated 
WAll There is no waiting time for taxi. 

Waiting Time 

Estimated 
WAI2 The waiting time for taxi is less than 2 minutes. 

Waiting Time 

Estimated 
WAI3 The waiting time for taxi is between 2-5 minutes. 

Waiting Time 

Estimated 
WAI4 The waiting time for taxi is between 5-10 minutes. 

Waiting Time 
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Variable Questions 

Estimated 
WAIS The waiting time for taxi is more than 10 minutes 

Waiting Time 

Self Service A complete overview of the order is presented before 
SSTI 

Technology final booking decision. 

Self Service 
SST2 Other charges are clearly detailed. 

Technology 

Self Service 
SST3 Different payment options are stated clearly. 

Technology 

Self Service Access to anticipate pick up times is available at all 
SST4 

Technology times. 

Self Service 
SST5 Terms and conditions of sales are accessible. 

Technology 

Technology 
TRI 

GRAB and UBER are readily available in all 

Readiness operation systems. 

Technology GRAB and UBER involve less effort than other 
TR2 

Readiness applications. 

Technology 
TR3 

The company actively promotes the self-service 

Readiness applications to all users. 

Technology Users have access to all functions in self-service 
TR4 

Readiness technology without extra registration processes. 

Technology 
TR5 

Social networks are used to keep users informed and 

Readiness users help other users. 

Perceived Price 
PPFI I believe I paid the best price. 

Fairness 

Perceived Price I would continue using GRAB and UBER even the 
PPF2 

Fairness price is higher than other applications. 
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Variable Questions 

Perceived Price GRAB's and UBER's promotions help me save 
PPF3 

Fairness money. 

Perceived Price 
PPF4 I am satisfied with GRAB's and UBER's promotion. 

Fairness 

Perceived Price 
PPF5 I use GRAB and UBER because of their promotion. 

Fairness 

Customer satisfaction and word of mouth questions in the questionnaire were adopted 

from the study of Anderson, E.W. (1998); Ranaweera, C. and Prabhu, J. (2003), and 

Ren, X.Y. (2012), The Research oflmproving the Customer Satisfaction Through 

Word of Mouth Marketing, Capital University of Economics and Business Press, 

Beijing. 

Table 3.3: Measurement items for customer satisfaction and word of mouth for 

GRAB and UBER users 

Variable Questions 

Customer 
CSI I am satisfied with GRAB's and UBER's drivers. 

Satisfaction 

Customer I am satisfied with GRAB's and UBER's service 
CS2 

Satisfaction teams. 

Customer 
CS3 I am satisfied with GRAB's and UBER's processes. 

Satisfaction 

Customer 
CS4 I am satisfied with GRAB's and UBER's prices. 

Satisfaction 

Customer 
CS5 I am satisfied with GRAB's and UBER's promotions. 

Satisfaction 

Word of Mouth WOMI I would continue using GRAB and UBER. 
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Variable Questions 

Customer 
CSl I am satisfied with GRAB's and UBER's drivers. 

Satisfaction 

When I am satisfied with the service; I recommend it to 
Word of Mouth WOM2 

others. 

Word of Mouth WOM3 I recommend the service to frequent taxi users. 

Word of Mouth WOM4 I would tell only positive comments to others. 

Word of Mouth WOM5 
I would continue using GRAB and UBER even when I 

encounter bad services. 

The demographical data aim to capture the gender, age, marital status, educational 

level, occupation, and monthly income of respondents. The questions were adopted 

from the journal, of Kurt and Atrek <2012). 

Table 3.4: Measurement items for demographical data for both GRAB and 

UBER users 

Variable Questions 

Gender <Male;Female) 

Age <Under 18, 18-23, 24-30, 31-40, and above 41) 

General 
Marital status <Single, Married, Divorce/separated and Others) 

Information Education level <Under High School, High School, Diploma, Bachelor 

Degree, Master Degree and Others) 

Occupation (Student, Government Employee, State Enterprises, 

Company Employee, Business Owner and Others) 
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Variable Questions 

Monthly income (Below 9,000 THB, 9,001-15,000 THB, 15,001-

30,000 THB, 30,001-60,000 and above 60,000 THBJ 

Travelling data of respondents is used in order to examine the factors influencing 

satisfaction which might lead to word of mouth in the future. 

Table 3.5: Measurement items for travelling data for both GRAB and UBER 

users 

Variable Questions 

Travelling time (5.00-9.00, 9.01-15.00, 15.01-21.00 and 21.01-4.59) 

Travelling Estimated time for one ride (Below 20 minutes, 21-40 minutes, 41 
Information minutes to 1 hour and above 1 hour) 

Payment method (Cash or credit) 

3. 7 Reliability of the Measurement Items 

Confidence was tested when the number of target respondents reached 30 people, 

which was done by using Cronbach's alpha Coefficient. Cronbach's alpha value 

ranges from 0 to 1 and values greater than 0.6 indicate acceptable reliability. To 

achieve reliability studies, the results of Cronbach 'Alpha should be greater than 0.6 

(Cronbach, 1951 ). 

Table 8 below is the result of reliability test which validated this research and has 

achieved the reliability test standard. 
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Table 3.6: Reliability of the Pre-test Data 

Construct Cronbach's Alpha Number of Items 

Service Quality (SERVQUAL) 0.874 21 

- Tangibility 0.881 4 

- Reliability 0.722 4 

- Responsiveness 0.911 4 

- Assurance 0.745 5 

- Empathy 0.889 4 

Self Service Technology 0.816 5 

- Technology Readiness 0.894 5 

Price 0.842 5 

Customer Satisfaction 0.916 5 

Word of Mouth 0.874 5 

3.8 Factor Analysis Result 

Factor analysis is an exploratory analysis. Like cluster analysis which groups similar 

cases, factor analysis also groups similar variables into dimensions. This process is 

also known as latent variable identification. Because factor analysis is an exploratory 

analysis, it does not distinguish between independent and dependent variables. Factor 

analysis reduces the information in the model by reducing the size of the observations. 

This procedure has several purposes. Also, factor analysis can be used to simplify 

data. 

Thus, in this study, factor analysis was adopted to measure the validity of 3 constructs 

in the questionnaire which include SERVQUAL <5 components total 21 items), Self 

Service Technology, Technology Readiness and Perceived Price Fairness <3 

components total 15 items) and Customer Satisfaction and Word of mouth (2 

components total 10 items). 
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Table 3.7: Factor Analysis Result of Service Quality (SERVQUAL) 

Factor analysis result of SERVQUAL includes tangibility (4 items), reliability (4 

items), responsiveness (4 items), assurance (5 items), and empathy (4 items). The 

result of factor analysis goes in one direction. 

Measurement Items Components 

1 2 3 4 5 

TANI .551 

TAN2 .654 

TAN3 .543 

TAN4 .443 

RELi .674 

REL2 .601 

REL3 .682 

REL4 .712 

RESI .535 

RES2 .567 

RES3 .756 

RES4 .432 

ASSUI .526 

ASSU2 .578 

ASSU3 .541 

ASSU4 .622 

ASSU5 .643 

EMPI .568 

EMP2 .587 

EMP3 .534 

EMP4 .573 

KMO = 0.92; Bartlett's Test of Sphericity p < 0.001 
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Cumulative Variance Explained =67.72% 

Table 3.8: Factor Analysis Result of Self Service Technology, Technology 

Readiness and Perceived Price Fairness 

Factor analysis results of Self Service Technology, Technology Readiness and 

Perceived Price Fairness include Self Service Technology (5 items), Technology 

Readiness (5 items), and Perceived Price Fairness (5 items) 

SST! 

SST2 

SST3 

SST4 

SST5 

TRI 

TR2 

TR3 

TR4 

TR5 

Pl 

P2 

P3 

P4 

P5 

Measurement Items Components 

1 2 

.556 

.657 

.546 

.533 

.610 

.662 

.672 

.612 

.599 

.580 

KMO = 0.89; Bartlett's Test of Sphericity p < 0.001; 

Cumulative Variance Explained =69.98% 
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.434 

.467 
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Table 3.9: Factor Analysis Result of Customer Satisfaction and Words of Mouth 

Factor analysis results of Customer Satisfaction and Word of Mouth include 

Customer Satisfaction (5 items), and Words of Mouth (5 items) 

Measurement Items Components 

CSl 

CS2 

CS3 

CS4 

CS5 

WOMl 

WOM2 

WOM3 

WOM4 

WOM5 

1 

.645 

.612 

.661 

.676 

.654 

KMO = 0.96; Bartlett's Test of Sphericity p < 0.001; 

Cumulative Variance Explained =72.77% 

3.9 Chapter Summary 

2 

.457 

.542 

.612 

.662 

.632 

This chapter has provided an overview of the research, to include, research framework, 

setting population and sample. Yamane's theory is used to determine the sample size. 

Reliability and Factor Analysis have been tested. The results have achieved the 

standard. Service Quality (Tangible, Reliability, Responsiveness, Assurance and 

Empathy), Self Service Technology, Perceived Price Fairness and estimate waiting time 

are related to Customer Satisfaction and Customer Satisfaction is related to Word of 

Mouth. The result based on a questionnaire which respondents are GRAB ad UBER 
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users who live in Bangkok and provinces nearby. Hypothesis of this research is related 

to information factors that would lead to Satisfaction and Word of Mouth including 

Demographic Background. 
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CHAPTER IV 

PRESENT A TI ON AND CRITICAL DISCUSSION OF RESULTS 

This research has interpreted data by using SAS. The research aims to find the 

relationship between Service Quality (Tangible, Reliability, Responsiveness, 

Assurance and Empathy) and Customer Satisfaction. Also, to examine the relationship 

between Customer Satisfaction and Word of Mouth. In this chapter, the result of each 

hypothesis test is discussed with the result table from SAS 

4.1 Result of hypothesis test 

Hypothesis 1: Service Quality (Tangibles, Reliability, Responsiveness, Assurance and 

Empathy), self-service technology, perceived price fairness and estimated waiting time 

affect Customer Satisfaction of online taxi providers in Thailand. 
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Hypothesis 3: There is a difference in Customer Satisfaction among people who are 

different in Demographic Background. 

Hypothesis 3.1: People who are different in Gender perceive Customer Satisfaction 

differently. 

Table 4.3: Result of T Test between Gender and Customer Satisfaction 

t Test 
The Ttest Procedure 

Variable: Customer Satisfaction 

Gender N Mean Std Dev Std Err Minimum MaHimum 
Female 200 3.8110 0.4754 0.0336 1.0000 5.0000 
Male 207 3.6850 0.4460 0.0310 1.6000 5.0000 
Diff (1-2) 0.1260 0.4607 0.0457 

Gender Method Mean 95/. CL Mean Std Dev 95/. CL Std Dev 
Female 3.8110 3.7447 3.8773 0.4754 0.4329 0.5272 
Male 3.6850 3.6239 3.7461 0.4460 0.4068 0.4937 
Diff (1-2) Pooled 0.1260 0.0362 0.2158 0.4607 0.4310 0.4948 
Diff (1-2) Satterthw ait• 0.1260 0.0361 0.2159 

Method Variances DF t Value Pr> ltl I 
Pooled Equal 405 2.76 0.00611 
Sauerthw aitj Unequal 401.14 2.75 0.00611 

Equalitlo' of Variences 
Method I NumDF I DenDF I F Value I Pr> F 

FoledF I 1991 2061 1.141 0.3644 

From the Equality of Variance table, P-value is more than 0.005, variances are equal. 

F-value is 1.14. Therefore, the p-value of equal variance is examined and p-value is 

0.0061 which is less than 0.05. According to the result, hypothesis is rejected, it means 

that customers who are different in gender perceives customer satisfaction differently. 

Moreover, mean score shows that customers who are female perceive customer 

satisfaction higher than customer who are male. Means score of female and male are 

3.8110 and 3.6850 respectively 
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Hypothesis 3.2: There is difference in Customer Satisfaction among people who are 

different in Age. 

Table 4.4: Result of ANOV A Test between Age and Customer Satisfaction 

Class 

Age 

Source 

Model 

Error 

Corrected Total 

Source 

Age 

Levels 

One-Way Analysis of Variance 

Results 

The ANOVA Procedure 

Class Level Information 

Values 

5 
18 - 23 years 24 - 30 years 31- 40 years 41 years onward Less than 18 
years 

Number of Observations Read 407 
Number of Observations Used 407 

One-Way Anal51sis of Variance 

Results 

The ANOVA Procedure 

Dependent Variable: Customer Satisfaction 

DF Sum of Squares Mean Square f Value 

4 1.70465566 0.42616392 2.00 
402 85. 68900527 0.21360449 
406 87.53766093 

Customer 
A-Square Coeff Var Root MSE Satisfaction 

Mean 
0.019465 12.33473 0.462174 3.746929 

DF Anova SS Mean Square F Value 
4 l 70465566 0. 42616392 2.00 

Pr> F 

0.945 

Pr> F 
0.0945 

From the table, P-value is more than 0.005 and F-value is 2.0. The result shows that 

customers who are different in Age do not perceive Customer Satisfaction differently. 
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Hypothesis 3.3: There is difference in Customer Satisfaction among people who are 

different in Monthly Income. 

Table 4.5: Result of ANOV A Test between Income and Customer Satisfaction 

Class 

Income 

Source 
Model 
Error 
Corrected Tot< 

Source 
Income 

One-Wa~ Anal~sis of Variance 

Results 
The ANOVA Procedure 

Class Level Information 
Levels Values 

5 
15,001- 30,000 baht 30,001- 60,000 baht 9,001-15,000 baht Less than 
9,000 baht More than 60,001 baht 

Number of Observations Read 407 
Number of Observations Used 407 

One-Wa~ Anal~sis of Variance 
Results 

The ANOVA Procedure 
Dependent Variable: Customer Satisfaction 

OF Sum of Squares Mean Square F Value 
4 1.91761796 0.47940449 2.25 

402 85.65604297 0.21307473 
406 87.57366093 

Customer 
A-Square Coeff Var Root MSE Satisfaction 

Mean 
0.021897 12.31943 0.461600 3.746929 

OF Anova SS Mean Square F Value 
4 1.91761796 0.47940449 2.25 

Pr> F 
0.0631 

Pr> F 
0.0631 

From the table, P-value is more than 0.005 and F-value is 2.25. The result shows that 

customers who are different in Monthly Income do not perceive Customer Satisfaction 

differently. 
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Hypothesis 3.4: There is difference in Customer Satisfaction among people who are 

different in Education Level. 

Table 4.6: Result of ANOV A Test between Education Level and Customer 

Satisfaction 

Class 

Education Level 

Source 
Model 
Error 
Corrected Total 

Source 
Education Level 

Levels 

One-\lay Analysis of Variance 
Results 

The ANOVA Procedure 

Class Level Information 
Values 

6 
Bachelor degree Diploma High school Master degree Other Under high 
school 

Number of Observations Read 407 
Number of Observations Used 407 

One-\lay Analysis of Variance 
Results 

The ANOVA Procedure 
Dependent Variable: Customer Satisfaction 

OF Sum of Squares Mean Square FValue 
5 0.9717975 0.1943595 0.90 

401 86.60186344 0.21596475 
406 87. 57366093 

Customer 
A-Square Coeff Var Root MSE Satisfaction 

Mean 
0.011097 12.40269 0.464720 3.746929 

OF Anova SS Mean Square FValue 
5 0. 9717975 0.1943595 0.90 

Pr> F 
0.4810 

Pr> F 
0.481 

From the table, P-value is more than 0.005 and F-value is 0.90. The result shows that 

customers who are different in Education do not perceive Customer Satisfaction 

differently. 
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Hypothesis 3.5: There is a difference in Customer Satisfaction among people who are 

different in Occupation 

Table 4.7: Result of ANOVA Test between Occupation Level and Customer 

Satisfaction 

Class 

Occupation 

Source 
Model 
Error 

Corrected Tot< 

Source 
Occupation 

Levels 

One-\.lall' Analll'sis of Variance 
Results 

The ANOVA Procedure 

Class Level Information 
Values 

6 
Business owner Company employee Government employ Other State 
enterprises Student 

Number of Observations Read 407 
Number of Observations Used 407 

One-\.lall' Analll'sis of Variance 
Results 

The ANOVA Procedure 
Dependent Variable: Customer Satisfaction 

DF Sum of Squares Mean Square F Value 

5 1.62680730 0.32538146 1.52 
401 85.84675363 0.21433106 
406 87.57366083 

Customer 
A-Square Coeff Var Root MSE Satisfaction 

Mean 
0.018578 12.35568 0.462858 3.746828 

DF Anova SS Mean Square F Value 
5 1.6268073 0.32538146 1.52 

Pr> F 
0.1830 

Pr> F 
0.183 

From the table, P-value is more than 0.005 and F-value is 1.52. The result shows that 

customers who are different in Occupation do not perceive Customer Satisfaction 

differently. 
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Hypothesis 4: People who have different estimated riding time perceive Customer 

Satisfaction differently. 

Table 4.8: Result of ANOV A Test between people who have different estimated 

riding time and Customer Satisfaction 

Class 

Estimated time for 
one ride 

Source 
Model 
Error 
Corrected Total 

Source 

Estimated time for 
one ride 

Levels 

One-Way Analysis of Variance 
Results 

The ANOVA Procedure 

Class Level Information 
Values 

4 
21 minutes to 40 minutes 41 minutes to 1 hour Less than 20 minutes More 
than1how 

Number of Observations Read 407 
Number of Observations Used 407 

One-Way Analysis of Variance 
Results 

The ANOVA Procedure 
Dependent Variable: Customer Satisfaction 

OF Sum of Squares Mean Square F Value 
3 1.37746246 0.45915415 2.15 

403 86.19619848 0.21388635 
406 87. 57366093 

Customer 
A-Square Coeff Var Root MSE Satisfaction 

Mean 
0.015729 12.34287 0.464780 3.746929 

OF AnovaSS Mean Square FValue 

3 1.37746246 0.45915415 2.15 

Pr> F 
0.0938 

Pr> F 

0.0938 

From the table, P-value is more than 0.005 and F-value is 2.15. The result shows that 

customers who have different estimated riding time do not perceive Customer 

Satisfaction differently. 
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Hypothesis 5: There is a difference in Assurance perception among people who are 

different in Age. 

Table 4.9: Result of ANOV A Test between Age and Assurance 

Class 

Age 

Source 
Model 
Error 
Corrected Total 

Source 

Education Level 

Levels 

One-'w'alo' Anallo'sis of Variance 
Results 

The ANOVA Procedure 

Class Level Information 
Values 

5 18 - 23 yes rs 24 - 30 years 31 - 40 years 41 years onward Less than 18 years 

Number of Observations Read 407 
Number of Observations Used 407 

DF 
4 

402 
406 

A-Square 

0.054053 

DF 

4 

One-'w'alo' Anallo'sis of Variance 

Results 
The ANOVA Procedure 

Dependent Variable: Assurance 

Sum of Squares Mean Square 
6.54954390 1.6373860 

114.61861340 0.2851209 
121.1681572 

Coeff Var Root MSE 

15.02106 0.533967 

AnovaSS Mean Square 

6.5495439 1.63738597 

One-'w'alo' Anallo'sis of Variance 
Results 

The ANOVA Procedure 

f Value 
5.74 

Assurance 
Mean 

3.554791 

f Value 

5.74 

Duncan·s Multiple Range Test for Assurance 

62 

Pr> f 
0.0002 

Pr> f 

0.0002 



Alpha 0.05 
Error Degrees of Freedom 402 
Error Mean Square 0.285121 
HarmoniH Mean of Cell Sizes 36.80409 

Number of Means 2 3 4 5 

Critical Range 0.2447 0.2576 0.2662 0.2726 

Means with the same letter are not significant!~ different 
Duncan Grouping Mean N Age 

A 3.9818 11 Less than 18 years 
A 

B A 3.7613 62 18-23years 
B 
B c 3.6027 75 41 years onward 

c 
c 3.4794 136 31-40years 
c 
c 3.4667 123 24-30years 

From the table, P-value is less than 0.005 and F-value is 5.74. The result shows that at 

least one group is different. Therefore, the Duncan multiple range test is performed to 

investigate which group is different. People who are less than 18 years old perceive 

assurance different from people who are older than 23 years old. 

According to the means scores, people who are less than 18 years old. perceive 

assurance higher than people who are older than 23 years old. 
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Hypothesis 6: There is difference in Perceived Price Fairness between people who pay 

by Cash and Credit Card. 

Table 4.10: Result of T Test between Gender and Price 

DolJIOU 
palJlblJ' N 
cash? 
Female 51 
Male 356 
Diff (1-2) 

DolJIOU 
palJlblJI Method 
cash? 
Female 
Male 
Diff (1-2) Pooled 
Diff (1-2) Satterthwaite 

Method 
Pooled 
Satterthwaite 

Method I 
Foled F I 

t Test 
The Ttest Procedure 

Variable: Price 

Mean Std Dev Std Err 

3.7480 0.6510 0.0812 
3.6674 0.4851 0.0262 
0.0816 0.5168 0.0774 

Mean 95:X: CL Mean 

3.7480 3.5658 3.8321 
3.6674 3.6158 3.7180 
0.0816 -0.0705 0.2337 
0.0816 -0.1082 0.2714 

Variances DF t Value 
Equal 405 1.05 
Unequal 58.574 0.86 

EqualitlJ' of Variences 
NumDF I DenDF I F Value I 

501 3551 1.731 

Minimum 

2.0000 
1.0000 

Std Dev 

0.6510 
0.4851 
0.5168 

Pr> ltl 
0.2823 
0.3831 

Pr> F 
0.0053 

MaKimum 

5.0000 
5.0000 

95:X: CL Std Dev 

0.5447 0.8082 
0.4612 0.5344 
0.4836 0.5551 

From the Equality of Variances table, P-value is less than 0.005, variances are unequal. 

F-value is 1.73. Accordingly, p-value of equal variances is examined. It shows that p

value is greater than 0.05, therefore null hypothesis is not rejected. The result shows 

that customers who use different payment methods perceive Customer Satisfaction not 

differently. 
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Hypothesis 7: There is difference in Self Service Technology perception among people 

who are different in Occupation. 

Table 4.11: Result of ANOVA Test between Occupation and Self Service 

Technology 

Class 

Occupation 

Source 
Model 
Error 
Corrected Tot 

Source 
Occupation 

Levels 

One-'tlay Analysis of Variance 
Results 

The ANOVA Procedure 

Class Level Information 
Values 

6 
Business owner Company employee Go11ernment employee Other State 

enterprises Student 

Number of Observations Read 407 
Number of Observations Used 407 

One-'tlay Analysis of Variance 
Results 

The ANOVA Procedure 
Dependent Variable: Self Service Technology 

Df Sum of Squares Mean Square f Value 
5 5.3268158 1.0653832 3.45 

401 123.86880800 0.3081481 
406 128.2857248 

A-Square I Coeff Var I RootMSE 
Assurance 

0.0411881 

Df 
5 

15.224481 0.556012 

AnovaSS Mean Square 
5.3268158 1.0653832 

One-'tlay Analysis of Variance 
Results 

The ANOVA Procedure 

Mean 
3.652088 

f Value 
3.45 

Duncan's Multiple Range Test for Self Service Technology 

Alpha 0.05 
Error Degrees of freedom 401 
Error Mean Square 0.308148 
Harmonic Mean of Cell Sizes 38.44513 
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Pr> f 

Pr> f 

0.0046 

0.0046 



Number of 
Means 
Critical Range 

B 
B 
B 
B 
B 
B 
B 

2 3 4 5 6 

0.2493 0.2625 0.2913 0.2778 0.2828 

Means with the same letter are not significantlll different 
Duncan Grouping Mean N Occupation 
A 3.8634 41 Student 
A 
A 3.7613 31 Government employee 
A 
A c 3.7182 22 Business owner 
A c 
A c 3.6643 224 Company employee 

c 
c 3.4968 31 Other 
c 
c 3.4552 58 State enterprises 

From the table, P-value is less than 0.005 and F-value is 3.45. Therefore, the Duncan 

multiple range test is performed to investigate which group is different. Student 

perceives Self Service Technology different from people who are working as state 

enterprises employees and other occupation. Moreover, student perceives Self Service 

Technology higher than people from enterprises employees and other occupation. 
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Hypothesis 8: There is difference in Assurance perception among people who travel in 

different time. 

Table 4.12: Result of ANOV A Test between people who travel in different time 

and Assurance 

Class 

What is 11our 
most often 
travelling time 

Source 
Model 
Error 
Corrected Total 

Source 
What is 11our 
most often 
travelling time 

Levels 

4 

One-Wa11 Anal11sis of Variance 
Results 

The ANOVA Procedure 

Class Level Information 
Values 

15.01- 21.00 21.01-4.59 5.00-09.00 09.01-15.00 

Number of Observations Read 407 
Number of Observations Used 407 

DF 
3 

403 
406 

A-Square 

0.036324 

DF 

3 

One-Wa11 Anal11sis of Variance 
Results 

The ANOVA Procedure 
Dependent Variable: Assurance 

Sum of Squares Mean Square 
4.013617 1.4671206 

116. 76679560 0.2897439 
121.1681572 

Coeff Var Root MSE 

15.14234 0.538279 

AnovaSS Mean Square 

4.40136138 1.46712056 
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FValue 
5.06 

Assurance 
Mean 

3.746929 

f Value 

5.06 

Pr> F 
0.0019 

Pr> F 

0.0019 



One-Wa51 Anal51sis of Variance 
Results 

The ANOVA Procedure 
Duncan's Multiple Range Test for Assurance 

Alpha 0.05 
Error Degrees of Freedom 403 
Error Mean Square 0.289744 
Harmonic Mean of Cell Sizes 95.8775 

Number of 
2 3 4 

Means 
Critical Range 0.1528 0.1609 0.1663 

Means with the same letter are not significantl51 different 

Duncan 
Mean N Occupation 

Grouping 
A 3.61127 142 15.01-21.00 
A 
A 3.60822 73 21.01-4.59 
A 
A 3.60769 104 5.00-9.00 

B 3.35000 88 9.01-15.00 

From the table, P-value is less than 0.005 and F-value is 5.06. Null hypothesis is 

rejected. The result shows that at least one group is different. Therefore, the Duncan 

multiple range test is performed to investigate which group is different. People who 

travel between 15.01 - 21.00 perceive assurance different from people who travel 

between 9.01 - 15.00. Moreover, people who travel between 15.01 - 21.00 perceive 

assurance higher than people who travel between 9.01 - 15.00. 
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CHAPTERV 

SUMMARY FINDINGS, CONCLUSIONS AND 
RECOMMENDATIONS 

The first purpose of this study is to determine the relationship between Customer 

Satisfaction and independent variables of Service Quality (Tangible, Reliability, 

Responsiveness, Assurance and Empathy), Self Service Technology, Perceived Price 

Fairness and estimate waiting time. The second purpose is to determine the relationship 

between Customer Satisfaction and Word of Mouth. The last purpose is to determine 

the impact of Demographic variables on Customer Satisfaction. 

5.1 Summary of the Findings 

From the results in Chapter 4, some of the hypotheses significantly matched with the 

results; however, some did not match with the results. The results showed that Customer 

Satisfaction and independent variables of Service Quality (Tangible, Reliability, 

Responsiveness, Assurance and Empathy), Self Service Technology, Perceived Price 

Fairness and Estimated Waiting Time are related. Moreover, Customer Satisfaction and 

Word of Mouth are also related. 

However, the impact of Demographic variables on Customers Satisfaction did not 

significantly match with the results. The results showed that the difference in Gender, 

Age, Monthly Income, Education Level and Occupation does not affect the perception 

of Customer Satisfaction. 

The research also tried to determine whether the waiting time of the customers for the 

driver would affect the perception of satisfaction. The result showed that the customer's 

waiting time does not affect the perception of satisfaction. Moreover, people who have 

different riding time do not perceive satisfaction differently. 
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People who are different in Age perceive Assurance differently. People who are less 

than 18 years old perceive Assurance the highest and people who are between 24 - 30 

years old perceive Assurance the lowest. 

Customers who pay by Cash and other methods whether by Credit Card or Grab Pay 

perceive Price Fairness differently. People who pay by other methods tend to perceive 

Price Fairness more than people who pay by Cash. 

People who are different in Occupation perceive Self Service Technology differently. 

Students perceive Self Service Technology the different from people who are working 

as state enterprises employees and other occupation. Moreover, student perceives Self 

Service Technology higher than people from state enterprises employees and other 

occupation. 

People who are different in Education Level perceive Reliability differently. High 

School graduates perceive Reliability the highest other graduates perceive Reliability 

the lowest. 

Customers who are travelling in different time perceive Assurance differently. The 

result showed that customers who are travelling from 15 .0 I - 09.00 perceive Assurance 

the highest and customers who are travelling from 9.01 - 15.00 perceive Assurance the 

lowest. 

5.2 Conclusions 

In conclusion, the Framework of this research has matched with the research result. All 

variables which are Service Quality (Tangible, Reliability, Responsiveness, Assurance 

and Empathy), Self Service Technology, Perceived Price Fairness and Estimated 

Waiting Time are related to Customer Satisfaction, and Customer Satisfaction is related 

to Word of Mouth. However, Demographic background does not impact on 

Satisfaction. 
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Service Quality (Tangible, Reliability, Responsiveness, Assurance and Empathy), Self 

Service Technology, Perceived Price Fairness and Estimate Waiting Time are important 

factors which lead to Customer Satisfaction and Customer satisfaction would lead to 

Word of Mouth. Word of Mouth is one of a most effective marketing strategies 

nowadays. It is priceless and it spread fast especially in today's online world. So, 

company should focus on these variables in order to improve its satisfaction level. The 

result of this research can be used as reference for studies related to Customer 

Satisfaction and Word of Mouth. 

People at the younger age perceived Satisfaction higher than people who are older. It 

shows that people in the new generation concern more about their safety. Also, people 

who are travelling at night also concern about their safety which would lead to 

satisfaction. People who pay by cash are less satisfied than people who pay by credit 

card. 

The important concern in nowadays' technology is Self-Service-Technology. Older 

people tend to perceive Satisfaction less than younger people. It shows that elderly 

might need easier function to use the application. 

However, demographic background of the travelers which are Age, Monthly Income, 

Education, and Occupation are not related with Customer satisfaction. Also, waiting 

time for driver and estimate riding time are not related as well. 

5.3 Theoretical Implications 

The result of this study found that Service Quality (Tangible, Reliability, 

Responsiveness, Assurance and Empathy), Self Service Technology, Perceived Price 

Fairness and Estimate Waiting Time are related to Customer Satisfaction and Customer 

Satisfaction would later lead to Word of Mouth. However, Demographic Background 

does not impact on Customer Satisfaction. 
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The result is the same as Parasurman, Valarie Zeithaml, and Leonard L. Berry in 1988 

that Tangible, Reliability, Responsiveness, Assurance and Empathy are the 

mea.surements of Service Quality and Service Quality is the path to Satisfaction. When 

the service is higher than the expectation, satisfaction level is higher. On the other hand, 

if the expectation is higher than the service, satisfaction level is lower. 

According to Dobrzykowski et al., 2014, technology is replacing the normal way of 

marketing. People tend to use more of internet platform instead of normal face to face 

service. So, the quality of internet platform and the readiness of users are important to 

satisfaction level. If the platform is easy to understand and the users are ready to accept 

new technology, satisfaction level is higher. On the other hand, if the platform is hard 

to use or not safe, users would not agree to use online service. 

From the study of Bolton et al., 2003; Campbell, 1999; Vaidyanathan and Aggarwal, 

2003 and Xia et al., 2004, people satisfaction level is affected by their price perception. 

The satisfaction level is higher when customers believe that the price they are paying is 

fair. However, if customers believe that the price they are paying is unfair, the 

satisfaction level is lower. In addition, this research found that, customers who pay by 

credit card or other methods perceive satisfaction higher than customers who pay by 

cash. 

From the study of Hacking (2008), when the customers are satisfied with the products 

or services, they spread by word of mouth to others. However, when they are not 

satisfied with the products or services, they also spread the bad feedback. 

5.4 Managerial Implications 

From the results of this research, it shows that Service Quality (Tangible, Reliability, 

Responsiveness, Assurance and Empathy), Self Service Technology, Perceived Price 

Fairness and Estimate Waiting Time are related to Customer Satisfaction. So, the 

companies should focus on these points to increase their service in the eyes of 
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customers. The younger customers tend to perceive Assurance and Self Service 

Technology higher than the other age groups. From the result, the company should 

focus more on the older generation which perceive satisfaction lesser. The companies 

also should also focus more on customers who pay by cash since this group of 

customers perceive satisfaction lower than customers who pay by credit card or other 

methods such as Grab Pay. 

Moreover, the companies use safety as their strength because younger customers and 

customers who use the service at night perceive Satisfaction the highest. The platform 

of application is also important since older customers perceive satisfaction lower in Self 

Service Technology part. The reliability of drivers and service teams are also the good 

part of satisfaction. 

However, there is no significant relationship between Demographic Background such 

as Gender and Age and Satisfaction. So, the companies do not need to focus much on 

these points. 

5.5 Limitations and Recommendations for Future Research 

Since GRAB and UBER are only available in Bangkok and metropolis, there is no 

research from other provinces. Also, the target groups of people who are using 

applications are people who have smartphones. So, the target groups of questionnaire 

respondents are people who have smartphones and ever used GRAB and UBER before. 

For future research, ifthe applications extend to people in other provinces, the research 

can go further. Moreover, there are other in-app services such as parcel or food delivery, 

the research may focus on those points. 
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APPENDIX A 

Questionnaire 

Questionnaire t11lmrnuilrn 

Customers' satisfaction and Word of Mouth toward online taxi provider: a case 
study of GRAB and UBER 

>' Have you ever used GRAB' s services before? ( fJ'1Hf1o1'li'u1mrn11rn) 

D Yes, please continue (moH'u1m1 ), rnn1w'l'l1umHrnumJJl'lll 

D No, Thank you for your answer ci"tm1H'u1m1), 'IJiJ1Jf)Wrl111fofll':J\iliJ1lfhmmi:; 

>' Have you ever used UBER's services before? (riwmoH'u1m1QlUllf) 

D Yes, please continue (1f101'li'u1m1 ), rnn1uvi1um11:1'll1Jfl1JJl'lll 

D No, Thank you for your answer ('!"1m1H'u1m1 ), 'IJllllfJwrl111fom1'1llUfi1mJJr!:; 

Part I: Demographic factors (Check only one and fill in the blank) oU'mJti~11'iJ (1uei11 

ri1V1ei1J~l'l'Hnllrim) 

I. Gender (tvm) 

D I.Male (~'llW) 

D 2.Female (~miJ:i) 
2. Age ei1q 

D I .Less than 18 years ( il'llon11 18 11) 

D 2. 18 - 23 years (18- 2311) 

D 3. 24- 30 years 24- 3011) 

D 4. 31 -40 years (31-4011) 

D 5. 41 years onward ( mn1111 41 11) 
3. Marital status ( 1:1'fl1wmw) 

D I. Single (11:1''1) 

D 2. Married (ul'lmu) 

D 3. Divorce/ separated (mhf1~!tw11nuei~) 

D 4. Other ... (tu'l .... ) 

4. Educational Level(m1i'imn) 

D I. Under high school (~1n11ihwJJffmn) 
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D 2. High school (iJ1w:wffmn) 

D 3. Diploma (1h'll'. 11~t1'll1ff.) 

D 4. Bachelor degree ('ll'1'lJ'lJWis) 

D 5. Master degree (111'lJ'lJlt'l'l) 

D 6. Other(gu'l) 

5. Occupation (m~l1) 

D I. Student (wm'fou) 

D 2. Government employee('li'm'll'rn1) 

D 3. State enterprises(f!1ffmn1l) 

D 4. Company employee(l1tl'tmuu111'1'1) 

D 5. Business owner (11i'1'1Jt1~n1Jrm) 

D 6. Other (tu'l ... ). 
6. Monthly income (mll.rwm~tiu) 

D 1. Less than 9,000 baht (i!tiafl'li9,000 rn'l'l) 

D 2. 9,001-15,000baht(n:111'1~9,001-15,000urn) 

D 3. 15,001 - 30,000 baht (1:m-l1~15,001 - 30,000 ul'l'l) 

D 4. 30,001 - 60,000 baht (1::11fo30,001 - 60,000 rn'l'l) 

D 5. More than 60,001 baht (mnn1160,001 rn'l'l) 
7. What is your most often travelling time? (rimH'u'1rn1!u.Ji1~11mi'1mn~ey'1) 

D 5.00-9.00 
D 9.01 - 15.00 
D 15.01 -21.00 
D 21.01-4.59 

8. Estimated time for one ride(1::v:;11m!urn'iH'u'1nnwt1flf~) 
D Less than 20 minutes (il'tiun11 20 mi'i) 

D From 21 minutes to 40 minutes (21 mi'i -40 mi'i) 

D From 41 minutes to 1 hour ( 41 mi'i - 1 '11'1 !m) 

D More than 1 hour (I '11'1 t:w~ rnu.l'ull'll) 
9. Do you pay by cash? (rimH'1~'Wff'1'lunmh1:;ti1u'1rn'i) 

0 Yes ('l.Ji) 

o No(1u'l.Ji) 

Part II: Dimensions of GRAB service quality (Check only one) fJtlU11'Vlm'itttu~m'i'lleH 
GRAB (t~tlflAWIB'U~Vl'i~fl'UTil'IJ~Q'YI) 

1 Strongly disagree ('luriimi'1amh~t~) 
2 Disagree ('lu1'1uri'1u) 
3 Neither agree nor disagree (11w'1) 

4 Agree (1'1uri'1u) 
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5 Strongly Agree (1i'.lmi'1vflrh~t~) 

GRAB's vehicle has 
appealing physical 
a earance 

2 GRAB's service team 
is professional 

Vl'W'Ylln'W::;'IJfJ~!!fl'J'UlJ 

rrmwtl1'J'li',1u 

°" SI..., ..., d 
'Yl'WfNl'W IJtlfll!liJ'Yl 'Wll 

'IJfl,11rrrnllfl11ml'lu 

3 GRAB is interesting 11fl'Yl'Yli11l'l'll'u'1Jfl~um11 

and easy to understand ilfl1im11iru1mim:W 

4 GRAB's driver is 
professional 

5 GRAB provides fair 
and consistent 
assessment to users 

~l'W~W 

Vltl'm1u.Um11'1Jf!~un 

rnllm1m1'1u:ilf!m:Ji'Yl 

!!1l'Yl'Yli1!1'l'il''W'IJ!N!!fl':i1J 

ilfllimrr~v,'lunn'l'li' 

6 GRAB promotes error- 1111'Yl'Yli11l'l'il'u'IJ•Mllm'U 

free records and 'liJiill'l'lf11i-ll'l'Yll1w1'lu 

7 

documentations 

GRAB's service team 
shows sincere 
intention in resolving 
users problems and 
concerns 

8 GRAB's service team 
fulfill their 
commitments/promises 
to users 

9 GRAB 's driver 
responds to problems 
sincerely, promptly 
and effectively 

Vltl'n,1u1Jnri'1rl'mfoil 

'IJ1l,!!fl4'Ul!!1''1"fl1liJ 

;i~ "'lu 1umnbm11iit1 

...., gJ ..... °" ,,. 
'Yl'W tl~l'W IJtlfll!liJ'W'W 1l 

'IJfl~!!flJ'U!lliJl'Jm'h 

miif11rl'ijjijjl~hrHn11 

1Jnri'1M 

Yltl'n~1u.Um11'1J8~1!fl 

4'Ullfi'Uijjl11'1JtNIJ rni'1 

1'1'1am1iJ\l~~ill 
~ "' 11\'l!Jl!!l'l::;iJ 

ih:::ih1nm'Yl 
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10 GRAB provides 
accurate information 

!lil'YrnTitfli''W'llfN!!fl'.i1J 

t!lHM'll'tiJ;Ji;l'J,\'mh~ 

and services e.g., pick IJfll'i'ti~ 
up time, routing and 
fair rate 

11 GRAB's service team 
provides prompt 
response/feedback to 
users 

12 GRAB's service team 
is willing to provide 
application assistance 
to users when needed 

13 Users are given the 
correct information 
they require to find 
their GRAB drivers 

14 
I am confident that the 
money I spent worth 
the quality of service 
offered 

15 GRAB's service team 
offers various support 
services to first time 
users 

16 GRAB's service team 
is knowledgeable on 
the application 

17 

There is enough 
GRAB drivers at all 
hours 

WW fl~l'W \Jflri'lff!Jvl' 'Wll 
'IJ!N!!fl'.i1M!l1Jff'Wll~~ll 

"" 'J/"" "' o' 
W'WfNl'W \Jflfllff!JW'Wli 

'IJ!l~!!fl'.i1J!!ff9Mffl11J 

.f~ h~~:;oi/1umilB 

\Jflri'l 

rim'll'i'fmi'mJi;1~1Jfl'1'B~ 

~lflUtiWWTI!fl'li''W 

1fit11rl1JWUMl'W'll1J·rn 

.:::. . 'JI ' 
1Jrn1'.i'IJ!l~W1'.i1JfJIJfll 

rl1J!~'W~!~fJhl 

"" 'JI"' ..... <I 
W'Wfl,ll'W\Jflfllffl.JW'W1i 

'IJ!l~Ufl'.i1J!ff'Wllfl11l.J 

oi/1tJm ilBHOfj'i i'u1 fll'.i 
" flf~!!rn 

"' " 'IJtN!!fl'.i1Jl.Jfl111J~ · 

!~tl'Jrl1J!!!JWW~lfli'U 

1\juBri1~9i 

WUfl~1U'll1Jrn'IJ!Nl!fl 

rnf11fo.V1rn~umh~9i 
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19 GRAB'sdriver 
understands your 
specific needs 

20 The operation hours of 
Grab's service team is 
convenient to all its 
customers 

21 GRAB's service team 
gives you personal 
attention 

22 
There is no waiting 
time to wait for taxi 

23 The waiting time for 
taxi is less than 2 
minutes 

24 The waiting time for 
taxi is between 2-5 
minutes 

25 The waiting time for 
taxi is between 5-10 
minutes 

26 The waiting time for 
taxi is more than 10 
minutes 

A complete overview 
of the order is 
presented before final 
booking decision 

2 
Other charges are 
clearly detailed 

3 Different payment 
options are stated 
clearly 

4 
Access to anticipated 
pick up times is 
available at all times 

'l'IUfl.:Jlll'llmo'll!NHfl 

rn!'l1'1lom1t1vi't1'ltm 

'lltl~ijflftl 

~ ~ , 
tilJ'l'llJli'lltl'l!\fl'j'lJ 

mm::tilJfl'!J w~llJ'lltl 'I 

{lflftl 

<V 91""' .., o' 
'l'llJ fl'lllJ ij flflltilJ'l'l lJ 1i 

'\IO'l!!m'!J!!ti''1'1fl11lJiif 

!ul'it1ijnft1 

" ' "' lJtllJfl11 2 lJlVI 

" d 1:: 1J::!1i'l1Jtl'rn!!Vlfl9i 

t1~1::M11'I 2-5 m'Vi 

" d 1::1J::!1i'l11tl11:l!lVlfl91 

t1~1::M-:i1'! 5- Io m'Vi 

" d 1::1'J::!1i'111tl11:lt!Vlfl91 

mnn111om'Vi 

!ltl'Vl'Wlltfli'lJ'llB'l!lm'!J 

gJ d <V 

Uff'1'1'\IBlji'l'Vl'll~!ulJ 

nt1llhl'ijflftlrrl'1iru1 u 

'l~'!J1m1 

fi1'!J1 mm~m~lJ,;1'1'1 

'l.l'uu~'!Hou1'li'1rnu 

ffllJlJl:l ~11Jfl1'!J1 fllJ !,\' 

'fli'IW~'JJH'!J'!J!li'l::!lti'1~ 

Ht1u1'1i'11uu 

fJWTI1lJl'rn'111Mtl'!J 

"' 1::1J:::!1i'lllJ1'1'1'\ltl'I 

riu'llm1:1 'lvi''1i'lt1'1!1i'll 
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5 Terms and conditions 
of sales are accessible uirl'l"'l·fotiwil•u~ii 

GRAB is readily 
available in all 
operation systems 

2 GRAB involves less 
effort than other 
applications 

3 

4 

5 

Price 

The company actively 
promote the self
service applications to 
all users 

Users have access to 
all functions in self
service technology 
without extra 
re istration rocesses 

Social networks are 
used to keep users 
informed and users 
help other users 
Price 
I believe I paid the 
best price 

2 I would continue using 
GRAB even the price 
is higher than other 
applications 

3 GRAB's promotion 
helps me save money 

4 I am satisfied with 
GRAB's promotion 

flill\l'lm,11W 

!l0'1'1'11ft!fl<Jt'W'IJOWfl':i'lJ 

I.ii ii11n 

':i::uu'llfiu~mmiii 

IOS mi:: 

ANDROID 
UO'l'l'l'lft!fli''W'IJO"Unrn 

W"1ii4wn11 

imwwi'im'!'luiiii 

flillll'Wmli~ 

!W'l'l'l'lft!fli''W 'lrf rf ·:w 

'11m"u-.;dw~~::W 

flillll'lmrn 1~"l'W !'1' 
ti'lum,111'1ti,::urnvfo" 

SI..., ""' ~ ,% 
rJrui~mwwwmfl'li'W'W 

~1nm':i hrnruwrn 

rl'" fl mm ii 'l m1 

fJtu!'ilo11':i1mri1u'1m':i 

11rn1:;irm1nm':i'l~"1u 

fJtu~:;u"fl"Wu1mmn 

rn.io'l'll mf11':i1mlJ'" 

I'll' 1"i'u'IJo"umu 

'li1u'li-i'f]tu'll':i:;nui'lmn 
~ 'IJ'W 
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5 I use GRAB because 1>Jru'li'1i'fommrn I 2 3 4 5 
of its promotion l\~'Jl:: hh fo~'U 

Part III Customer satisfaction and Words of Mouth is using GRAB (Check only 
one) muiri~ttei'hl'uo~~11A'11rn::1muilllWO'IJ0~~11A'1ffi~111rrn (1ilo11flwiouiti'lio~~u1) 

Very disagree ('hir1'.iu1'1'1umh~~~) 

2 Disagree ('hi1i-lu1'1'1u) 

3 Neither agree nor disagree (mu'l) 

4 Agree (&w1'1'1u) 

5 Strongly Agree (1i-lu1'1'1umh~~~) 

I am satisfied 
with GRAB's 
driver 

2 I am satisfied 
with GRAB's 
service team 

3 I am satisfied 
with Grab's 

rocesses 
4 I am satisfied 

with GRAB's 
price 

5 I am satisfied 
with GRAB's 

I would continue 
using GRAB 

2 When I am 
satisfied with the 
service, I 
recommend it to 
others 

3 I recommend the 
service to 
frequent taxi 
users 

fJWWfl lUrlUfll'J 

1ri'u1 fll'i'IJV~fl'W .Vu rn 

'Ufl~llfl'JU 

fJWWfl 'l~rlUfll'J'l'fl~l'W 

'UfJWflWWi'l!f!~'U!!fl'JU 

1>Jtuvwiunm1m'llv~u11 

rn 

fJWU::a~fl~ii'umu 

.ivhJ 

tdflfJW'VW 'J~flUfll'J 

u°1m'J Yi1uu:;uvn.iv 
~ j.I~ 

flUl'jfl'W 

riruuu:;l11mrn'1 mrnri 
,,,,;, "~ " d 1'l l'j'l'I 'lfU'Jfll'J!!'l'lfl'lf! 'W 

1.h::~1 
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4 I would tell only 
positive 
comments to 
others 

5 I would continue 
using GRAB 
even I 
encountered bad 
services 

' ~ d rJW'Utin\lltimw1:;mu\ll 

'llti,mrn~m11vi1ifu 

ar j.I ""' d 
fl'U11~:;1~timrnrn1rn 

miiuum1f, 

2 3· 4 5 

2 3 4 5 

Part II: Dimensions of UBER service quality (Check only one) flt1UJW1nl'~iilu~111'j'IJtJ'I 

UBER (1~011ri1w0u~wrni'mim~f!\ll) 

1 Strongly disagree ('l:Jn'.iu~1utiti1,~'I) 

2 Disagree (1:J1ilu~1v) 

3 Neither agree nor disagree (mu'l) 

4 Agree (1ilu~1u) 

5 Strongly Agree (1iliwhm1ti1'~') 

UBER's vehicle has '"' tJl'WW111'W:;'l!tMljl1Jtlrn 
appealing physical irmwu1W,1u 
appearance 

2 UBER's service team <V 'j}"' <V rl wu Ml'W \J nm ir:wwuli 
is professional 'l!!:Mljtrn11ilrn1rni'lu 

Utltll;-W 

3 UBER is interesting ,,, ,;, a' 

l!tlWWftlfl'lf'W'lltMlj!'LJtl1 
and easy to understand ilrn1111l1iruh1rn:: 1'li' 

'l'W~ll'J 

4 UBER's driver is wlrn,1u.UmD'lltl'lJ 
professional 1uti1ilrn1rnl'lui'iti 

01:j\w 

5 
UBER provides fair HtlWWil!f1'lf'W'lltl'lJ!'U01 

and consistent ilm1rnir~u1ium11'li' 

assessment to users 'l'W 

6 UBER promotes error- ,,, ,;, rl 

lltlWWft!fl'lf'W'lltl'lJ!'Utl1 
free records and 1:J1fiw1foNAWall'll'W 
documentations nnW,1u 
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7 
UBER's service team 
shows sincere 
intention in resolving 
users problems and 
concerns 

8 UBER's service team 
fulfill their 
commitments/promises 
to users 

9 UBER's driver 
responds to problems 
sincerely, promptly 
and effectively 

10 UBER provides 
accurate information 
and services e.g., pick 
up time, routing and 
fair rate 

11 

12 

UBER's service team 
provides prompt 
response/feedback to 
users 

UBER's service team 
is willing to provide 
application assistance 
to users when needed 

13 Users are given the 
correct information 
they require to find 
their UBER drivers 

14 
I am confident that the 
money I spent worth 
the quality of service 
offered 

C,J 'J) C,J C,J "' 

'l'l'WfN11-1 IJflflTi1'JJ'V'IUli 

'llfl"!Jl'Udmrn"m1JJ 

1J5" 1u 1wm'.ioii1m11ilfl 

1111fi'1 

.., 'J)"" C,J ,,. 

'l'l'W fl"l'W ll flfllffJJ'l''!Uli 

'llfl'11J!'Uflfmm'.itlvl'1 

o w d9 "'l"w \lllJJfllfftytyl'l'I !'11 1fl'U 

1111fi'1M 

YIUfl"l'W'li'UHl'llfl"!J 

1'Uflfoil'uty111'1Jfl" 

11mr1.i'1um1JJ1J5"11J 

" "' '.i1'1!'.i1!!i:l:OJJ 

1l'l:;il111lmY1 
"" .{., ,,. 

!lfl'l'l'l'li:l!fl'lltJ'IJfl,Q!'Ufl1 

Uff'1'1'1i'fll.ji:lt.1'mh" 

Qfll'i'fl, 

YIU fl"ltJ ll 11fi'1!YJJ'Vl' 'Wll 

'llfl"'Jl'Ufl f l'l fl'U ff'W fl" 

" ' " 1JflfllflU1"'.i1'1l'.i1 

C,J 'J)"" "" ,,. 

'l'l'W fl" l'W ll flfllffJJ'l'l'W li 

'lltMQ!'Uflfltff'1"f111JJ 
y • .r, 11lVi1J:;oi/1umi\'e 

11nfi'1 

fJW 'J,j'f'U.ij'fll.Ji:l~Qfl.J'fl, 

illflt!Vl'll'lftlfli''W 

1nu1n'Ul'IUfl"l'W'limtl 

"" ,/'J) I 

'U'.ifll'.i'IJ !M'Jl'Ufl '.ifJJJfll 

rl''Uifo~i!Yu'liJ 
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15 UBER's service team 
offers various support 
services to first time 
users 

16 UBER's service team 
is knowledgeable on 
the application 

17 UBER's driver is 
knowledgeable on 
routing 

..., 'ii..., ..., cl 

W 'W fN 1 'W \j fl mtHJ'l'nl1i 

'\J!N!JlU!l{lff'W!lf111lJ 

'li1vmi'imirir;fl1Yu'1m., 

"" " '\J!l"t;imsrnm1lJi 

!~tJ1rl1Jll!lWW~ll'li'W 

i1'1usti1"~ 

1~tl'fN1ti'lim11'\JtNQ 

l1J!l 1ftif'W'Vll"l1'1'Wll ti1" 

2 

2 

2 

3 4 5 

3 4 5 

3 4 5 

l>'<.r ..••••... ·ri· .. , •.•••• .,..,,<·•·/:···•5,•··.··· l'X!\J~.·c,··"'·:.:•.· ~1 •. •··<>'~ ht1~' 
1:>:;: >~'t»:, ·, _, /(., ~~~, ,) "lh ',:;·{·;:[·\~,:-!:;.'.;;::~~<< ·>, -" >:,-,,_,· .. ·;: ·:·~~·;::.:}:; :~~\.:·;JJ\·.:.; ~ 1,:/:<:~-.;~\t\' ~.~,:·.:·:u·;i~~J:·i::,,: >· 

18 There is enough t;itu!lrnrn'hl'u1rm 1 2 3 4 5 
UBER drivers at all 
hours 

19 UBER's driver 
understand your 
specific needs 

20 The operation hours of 
UBER's service team 
is convenient to all its 
customers 

21 UBER's service team 
gives you personal 
attention 

22 
There is no waiting 
time to wait for taxi 

23 The waiting time for 
taxi is less than 2 
minutes 

24 The waiting time for 
taxi is between 2-5 
minutes 

25 The waiting time for 
taxi is between 5-10 
minutes 

26 The waiting time for 
taxi is more than 10 
minutes 

wuMTw'lim11'\J!l"!J 

ms{1iY11um1lJ 

..., ..... cl o' 

fflJW'W1i'\JB~Q!1Jtl'J 

mm:::irnr1uW"1ti'\J!l" 

\jflfi'l 

, 
'\JtMQl1J!l'Jllffl'Mfl11lJ 

'lri'hwfo\jnfi'1 

d d 
H'l'lfl'lf 

" ' "" 'Wtl!Jfl11 2 'W 1l1 

d d 
'J::tJ:::l1'11'J!l'J\lll'l'lfl'lf 

!lg'J:::ll11" s-1 o mVi 

d d 
'J:::tJ:::l1ill'J!l'J\lll'l'lf1'1f 

mnn11 1 o mVi 
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2 

3 

4 

5 

A complete overview 
of the order is 
presented before final 
booking decision 

Other charges are 
clearly detailed 

Different payment 
options are stated 
clearly 

Access to anticipated 
pick up times is 
available at all times 
Terms and conditions 
of sales are accessible 

UBER is readily 
available in all 
operation systems 

2 UBER involves less 
effort than other 
applications 

3 

4 

The company actively 
promote the self
service applications to 
all users 

Users have access to 
all functions in self
service technology 
without extra 
registration processes 

"" J, <I 
Hill'll'l!Hfl'li'W'IJ8'1~l1Hl'J 

~ d. C.I 

lll1'\il'l'IJ8lj'1'1'1'1i\ill~'W 

n8'W hl\1mi'1i\ilff'Wt ~ 

H'u'.irm 

fi1u'.im'JtWm~u.iw1 

'IA'mrn.:i LHmlwif'l'llil'W 

l1'1mrn~iufi1u'.irm'IA 

1rniu~ utmrntil:tu n\il.:i 

Hmiwli\ilt ~'W 

fJilll1'11J1'Jt1'l'J1~l1'81J 

" 'J::;tJ::;l1'11'.IJ11M'IJ8'1 

fl'W'ii'm11 'll'i'l'l'18\ill1'11 

'" 'I 1 ~ ~ l'l8'W 'llfll'.i 'li1J'Jfl1'.i\Jfl 

lll1'\il.:i 'l-f 8tlwlil'lrn'W 

... J, cl 

ll8l'll'l!Hfl'li'W'IJ8'1 ~l1J8'.i 

'llil't'W'!1fl 

'.i::;umJiJu~m1 t'liw 

IOS tw::; 

ANDROID 
"" ti, a' 

ll81'11'1'1!fl'li'W 'IJ8'1 ~l1J8'.i 

H'.:i1u4iun11 .. 
U81'1 l'lftlfl'lf'W fl'W 

fJilll1'1'.IJ1'.ill li' 

u8l'll'liltfli'u 1A'A'1u 

i1rn.:i1w::;~iu.;:i~::;H 

fJt\Hf1'.IJ1'.i\11i'.:i1'1J Ll.1' 

l\iltJfl1ml'1~'J::;uurVlu.:i 
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5 

Price 

Social networks are 
used to keep users 
informed and users 
help other users 
Price 
I believe I paid the 
best price 

2 I would continue using 
UBER even the price 
is higher than other 
applications 

3 UBER's promotion 
helps me save money 

4 I am satisfied with 
UBER's promotion 

$/~ G ,r, ,;f 
f)tul~fl!!il'W'l'Hllfl'lf'lfU 

~lflfll'j' i<JJ'l<Jtul'Vll' 

lY''flJJ1l1l'W 'hnf 

' ', 

f)tut1f wil'i'lfllfll'U1 fll'i' 

mm:;i;rJJu nm'i' 1 i',1u 

11ru~nr,rNWu'1mnJ 

t'lJB{lliB '11' uiY11'i'lfll 

~' n11t11J'W'W ~tfli'u tu 

i'll'l foi'w111l'fJ!'UB{ 

'!i1vhi'11!ln.h:;11il~mfl 
Ji 
'll'W 

f)tuVHll~l'W i'li'l iJJi''W 

'll1l'fJ!'U1l{ 

5 I use UBER because of 11ruWu'1m'i'Qt'lJB{ 

its promotion t'W'l1:;i'll'liuiu 

', 

l 

2 3 4 5 
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Part III Customer satisfaction and 'Yords of Mouth is '!sing UBER (Check only 
one) mrnfi.:itt1l l'll'll1l'l'IJflfl1u1,1:;1mmmlli1l'll1l'l'IJflfl'1ruiiumu (1~1lnflivmu1t!'liB.:iull9) 

Very disagree ('1iiiilu.1'1u1Ju1,t,) 

2 Disagree ('1iiiilu.1'1u) 

3 Neither agree nor disagree (mu"l) 

4 Agree (tilu.1'1v) 

5 Strongly Agree (iilu.1'1uBu1,t,) 

I am satisfied 11 ru'W1li~num'i' 
with UBER's 1 rf u1m'i''llfNfl'W.Uurn 
driver d 

'll1l'fJl'lJ1J'j' 

2 I am satisfied fltu'WBhnu'hfnn 
with UBER's u1m'i''llfNWWfl,l'W 
service team !ii ~ (>} <I <I 

~ flfllfflJ'W'W 1i 'll1l'fJl'U1J'J 

3 I am satisfied fltu'W1l 1~nun1'l'l'lmu 
with UBER's "" ,r, <I 'll1J ~!l1J'W'WiHfl'lf'W fJl'lJ 1.l'J 
processes 
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4 I am satisfied 
with UBER's 
pnce 

5 I am satisfied 
with UBER's 

I Would continue 
using UBER 

2 When I am 
satisfied with the 
service, I 
recommend it to 
others 

, 
l'[HJ'j 

l'JillVHlt~nu hh foi'u 

'IJtl~l,Jl'Utlf 

rJill ~~rr~fl~ 'li'1,Jtutif 

.iti'hJ 

3 I recommend the riwuu~il1mrn1mrnri 

service to 
frequent taxi 
users 

4 I would tell only 
positive 
comments to 
others 

5 I would continue 
using UBER 
evenifI 
encountered bad 
services 

~~'hru1m·rnVlnofi1llu 
11)~;]1 

. 
'IJeNmrn1 mmforu 

<':? ~ .... d 
tM!!ll~~rntim'immrn 

mi1u rn~flf~ 
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2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 
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