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Abstract

Today, customer satisfaction is a key driver of many favorable intentions and behaviors linked to

increased profits, lower operating expenditures, and business success, making it the focal point of business

operations. To achieve high level of customer satisfaction, perceived value has been introduced as a mean of

creating a competitive edge over the competitors by incorporating customers’ needs and wants into strategic

practices. The objectives of this research were to identify the key value dimensions consisting of service quality,

price and time & effort that act as the significant antecedents of customer satisfaction, and also to trace the

resulting consequences of satisfaction in the forms of intentions to repurchase and to engage in positive referrals

towards the firm as reflections for customer retention and new business acquisition.

The research samples were 403 medium-sized customers of ABC Co., Ltd. from total population of

2,818 customers. A self-administered questionnaire was used as a mean for data collection. The data was

gathered via phone interviews and emails during January 15, 2012 to February 29, 2012. SPSS was applied

to analyze the relationships among the hypothesized variables.

The findings suggested four dimensions of service quality (availability, reliability, completeness, and

professionalism) and monetary price to be significant predictors of customer satisfaction. In addition, the sig-

nificant influences of customer satisfaction on repurchase intention and word-of-mouth have been confirmed.

The research results have provided implications for service providers to understand and deliver the right value

to the customers, and then become successful as existing customers could be retained and new business

opportunities could be attracted.
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º·¤Ñ́ ÂèÍ

กÒÃ·Ó Ø̧ÃกÔ̈ ã¹»Ñ̈ Ø̈ºÑ¹ ¤ÇÒÁ¾Ö§¾Íã¨¢Í§ÅÙก¤éÒ¶×Íä é́ÇèÒà»ç¹กØá¨ÊÓ¤Ñ·Õè̈ Ð¹Óä»ÊÙèà¨µ¹ÒáÅÐ¾ÄµÔกÃÃÁ·Õèà»ç¹
»ÃÐâÂª¹ìÁÒกÁÒÂ Êè§¼ÅµèÍ¼ÅกÓäÃ·ÕèÊÙ§¢Öé¹ ¤èÒãªé̈ èÒÂã¹กÒÃ»ÃÐกÍºกÒÃ·ÕèµèÓÅ§ áÅÐ·éÒÂ·ÕèÊǾ ¤×Í¤ÇÒÁÊÓàÃç̈ ¢Í§ Ø̧ÃกÔ̈  ́ Ñ§¹Ñé¹
¤ÇÒÁ¾Ö§¾Íã¨¢Í§ÅÙก¤éÒ¨Ö§กÅÒÂà»ç¹ËÑÇã¨¢Í§กÒÃ´Óà¹Ô¹¸ØÃกÔ¨ «Öè§กÒÃ·Õè¨Ðä´éÃÑº¤ÇÒÁ¾Ö§¾Íã¨¢Ñé¹ÊÙ§¨ÒกÅÙก¤éÒ¹Ñé¹
¤Ø³¤èÒ¢Í§ÊÔ¹¤éÒËÃ×ÍºÃÔกÒÃä´é¶ÙกÃÐºØÇèÒà»ç¹»Ñ¨¨ÑÂ·Õè¨Óà»ç¹ã¹กÒÃÊÃéÒ§¤ÇÒÁä´éà»ÃÕÂº·Ò§กÒÃá¢è§¢Ñ¹àË¹×Í¤Ùèá¢è§Í×è¹
ËÅÑกกÒÃ¢Í§¤Ø³¤èÒ¤×ÍกÒÃ¤Ó¹Ö§¶Ö§¤ÇÒÁ»ÃÒÃ¶¹ÒáÅÐµéÍ§กÒÃ¢Í§ÅÙก¤éÒã¹·Øก æ กÅÂØ· ì̧àªÔ§ Ø̧ÃกÔ̈  กÒÃÇÔ̈ ÑÂ¹ÕéÁÕÇÑµ¶Ø»ÃÐÊ§¤ì
à¾×èÍÈÖกÉÒ»Ñ̈ Ñ̈Â·ÕèÁÕ¼ÅµèÍ¤ÇÒÁ¾Ö§¾Íã¨¢Í§ÅÙก¤éÒã¹ Ø̧ÃกÔ̈ âÅ Ô̈ÊµÔกÊì ÍÑ¹»ÃÐกÍºä» é́ÇÂ ¤Ø³ÀÒ¾กÒÃãËéºÃÔกÒÃ ÃÒ¤Ò àÇÅÒ áÅÐ
¤ÇÒÁÂÒกÅÓºÒกã¹กÒÃãªéºÃÔกÒÃ ÃÇÁä»¶Ö§ÈÖกÉÒ¼Å¢Í§¤ÇÒÁ¾Ö§¾Íã¨¢Í§ÅÙก¤éÒ ·ÕèÁÕµèÍ¤ÇÒÁµÑé§ã¨·Õè̈ ÐãªéºÃÔกÒÃµèÍä»ã¹
Í¹Ò¤µ áÅÐºÍกàÅèÒ»ÃÐÊºกÒÃ³ì́ Õæ·Õèä é́ÃÑº¨ÒกกÒÃãªéºÃÔกÒÃãËéกÑº¼ÙéÍ×è¹ กÅØèÁµÑÇÍÂèÒ§ã¹กÒÃÈÖกÉÒ ¤×Í ¼Ùé»ÃÐกÍºกÒÃ
¢¹Ò´กÅÒ§·ÕèãªéºÃÔกÒÃ¢Í§ºÃÔÉÑ·àÍºÕ«Õ ̈ Ó¹Ç¹ 403 ÃÒÂ ̈ Òก¨Ó¹Ç¹¼ÙéãªéºÃÔกÒÃ¢¹Ò´กÅÒ§·Ñé§ÊÔé¹ 2,818 ÃÒÂ à¤Ã×èÍ§Á×Í·Õèãªé
ã¹กÒÃÇÔ̈ ÑÂ ¤×Í áººÊÍº¶ÒÁ «Öè§·ÓกÒÃàกçº¢éÍÁÙÅ¼èÒ¹·Ò§â·ÃÈÑ¾·ìáÅÐÍÕàÁÅÅì ÁÕÃÐÂÐàÇÅÒã¹กÒÃÃÇºÃÇÁ¢éÍÁÙÅÃÐËÇèÒ§ÇÑ¹·Õè
15 ÁกÃÒ¤Á 2555 ¶Ö§ 29 กØÁÀÒ¾Ñ¹ ì̧ 2555 áÅÐ·ÓกÒÃÇÔà¤ÃÒÐËì¢éÍÁÙÅ¤ÇÒÁÊÑÁ¾Ñ¹ ì̧ÃÐËÇèÒ§µÑÇá»Ãâ´Ââ»ÃáกÃÁ SPSS
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¼ÅกÒÃÈÖกÉÒ¾ºÇèÒ Í§¤ì»ÃÐกÍº¢Í§กÒÃãËéºÃÔกÒÃ·ÕèÁÕ¼ÅµèÍ¤ÇÒÁ¾Ö§¾Íã¨¢Í§ÅÙก¤éÒ »ÃÐกÍºä» é́ÇÂ ¤ÇÒÁ¾ÃéÍÁ¢Í§
ªèÍ§·Ò§กÒÃµỐ µèÍ¢Í§ÅÙก¤éÒ ¤ÇÒÁ¹èÒàª×èÍ¶×Í¢Í§กÒÃãËéºÃÔกÒÃ ¤ÇÒÁÊÁºÙÃ³ì¢Í§กÒÃãËéºÃÔกÒÃ ¤ÇÒÁà»ç¹Á×ÍÍÒªÕ¾¢Í§
¾¹Ñก§Ò¹ áÅÐ ÃÒ¤Ò ¹Íก¨Òก¹Õé ÅÙก¤éÒ·ÕèÁÕ¤ÇÒÁ¾Ö§¾Íã¨µèÍกÒÃãËéºÃÔกÒÃ¢Í§¼Ùé»ÃÐกÍºกÒÃ ä é́áÊ´§à¨µ¹ÒàªÔ§¾ÄµÔกÃÃÁ
·Ò§ºÇกµèÍÍ§¤ìกÃ ·Ñé§ã¹á§è¢Í§กÒÃãªéºÃÔกÒÃµèÍä»ã¹Í¹Ò¤µ  áÅÐกÒÃºÍกàÅèÒ»ÃÐÊºกÒÃ³ì·Õè́ Ṏ ÒกกÒÃãªéºÃÔกÒÃáกè¼ÙéÍ×è¹
¤ÇÒÁÃÙé·Õèä é́ÃÑº¨ÒกกÒÃÇÔ̈ ÑÂ¤ÃÑé§¹Õé ̈ ÐªèÇÂãËé¼Ùé»ÃÐกÍºกÒÃÁÕ¤ÇÒÁà¢éÒã¨¶Ö§¤ÇÒÁµéÍ§กÒÃ¢Í§ÅÙก¤éÒ áÅÐÁØè§à¹é¹กÒÃãËéºÃÔกÒÃ
·ÕèµÃ§กÑº¤ÇÒÁ¤Ò´ËÁÒÂ¢Í§ÅÙก¤éÒ ÍÑ¹¨Ð¹Óä»ÊÙè¼ÅÊÓàÃç̈ ·Ò§ Ø̧ÃกÔ̈  ̈ ÒกกÒÃÃÑกÉÒ°Ò¹ÅÙก¤éÒã¹»Ñ̈ Ø̈ºÑ¹ áÅÐกÒÃÊÃéÒ§âÍกÒÊ
ã¹กÒÃ¢ÂÒÂ°Ò¹ÅÙก¤éÒµèÍä»ã¹Í¹Ò¤µ

¤ÓÊÓ¤Ñ: ¤Ø³¤èÒ·ÕèÅÙก¤éÒÃÑºÃÙé, à¨µ¹ì̈ Ó¹§ã¹¾ÄµÔกÃÃÁ, ¤Ø³ÀÒ¾กÒÃãËéºÃÔกÒÃ, ¤ÇÒÁ¾Ö§¾Íã¨¢Í§ÅÙก¤éÒ

INTRODUCTION

Globalization has integrated the world and econo-

mies together. Nowadays, interactions across coun-

tries’ borders have become more common. An in-

creased trend in worldwide transactions could be

traced by the average world trade growth rate of 5%

during 1991-2011 (World Trade Organization, 2012).

In certain ways, these transactions involve the move-

ments of documents and parcels worldwide that re-

quire support from logistics services, especially for

air transportation that offers the best transit time and

high reliability despite highest cost (Coyle et al.,

2003).

As competition become increasingly intense, the

key is to achieve high levels of customer satisfaction

indicated as the direct antecedent of many business

favorable outcomes (e.g. Oliver, 1980; Anderson and

Sullivan, 1993; Ravald and Gronroos, 1996). Deliv-

ering superior value has been introduced as a critical

driver in achieving a unique competitive advantage

(Woodruff, 1997) by incorporating customers’ needs

and wants into strategic practices, rather than blindly

delivering superior services that are not “valued” by

the customers.  As a result, companies have devoted

their time and efforts towards creating high value per-

ceptions. To form satisfaction, both positive (service

quality) and negative (price and time&effort) dimen-

sions of value should be included to trace the overall

impacts. To evaluate the roles of customer satisfac-

tion on business performance, customers’ intentions

to repurchase the service with the company and to

provide positive word-of-mouth towards the services,

have been applied to reflect the opportunities for firms

to retain the existing customers, as well as to attract

new business opportunities that will further support

..

..

its long-term growth.

As a result, this study aims at identifying the ef-

fects of both positive and negative value dimensions

(availability, responsiveness, reliability, completeness,

professionalism, price, time & effort) on customer sat-

isfaction, and also examining the influences of satis-

faction on behavioral intentions (repurchase/word-of-

mouth).

LITERATURE REVIEW

The literature reviewed the related variables as

the antecedents and consequences of customer satis-

faction, which include value dimensions and custom-

ers’ behavioral intentions.

Perceived Value

The concept of customer perceived value has be-

come the focus of business strategies due to its rec-

ognized role as the source of competitive advantage,

and business success (Ravald and Gronroos, 1996;

Patterson and Spreng, 1997; Woodruff, 1997). Ac-

cording to Zeithaml (1988), perceived value has been

identified as “the consumer’s overall assessment of

the utility of service based on perceptions of what is

received and what is given”, implying that value con-

tains both positive (benefits) and negative (sacrifices)

dimensions in overall service evaluation. According

to market efficiency, value could be maximized by in-

creasing perceived benefits, reducing perceived sac-

rifices, or the combination of both (Wikstom and

Normann, 1994).

Perceived benefits, identified as “what consum-

ers think the service can provide to them” (Keller,


