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ABSTRACT
Travel retailing business is a type of consumption produced by people traveling around the
world, with huge business opportunity and profit. Therefore, from a special commercial field
duty-free shop, duty free market developing very fast. Today people can find the duty-free shops
at the airport, inside an airplane, the cruise ship, and downtown duty-free shops. Moreover,
duty-free shops become a major business operation bringing huge profit and market potential for
the travel retail sector.This study analyst the relationship between international tourists'
perceived quality, perceived value and satisfaction at duty-free shops in Bangkok.

This study is based on non-probability quota sampling method and researcher collected 400
primary data in equal proportion both from Suvarnabhumi International Airport and ABC
Downtown Complex. The target population was constitute international tourists' who chose to
travel to Bangkok by airplane, and who had post-purchase experience at duty-free shops in
Bangkok during October and November, 2014. In order to analyze the data in details, researcher
used both descriptive and inferential analysis.

Factor analysis categorized the tourists' perceived quality into three factors, namely: product
feature, shopping environment and customer service. It was found that there was moderate and
strong positive significant relationship between the three factors of perceived quality and
international tourists' satisfaction at duty-free shops in Bangkok. Moreover, tourists' perceived
value extracted into two factors, affective value and functional value. It was a strong positive
relationship between affective value under perceived value, and international tourists'
satisfaction while functional value factor had a weak positive relationship with international
tourists' satisfaction at duty-free shops in Bangkok.

Based on the results, the researcher recommends that ABC duty-free shops in Bangkok
maintain improve shopping environment factor under perceived quality and functional value
factor from perceived value variables. In addition, ABC duty-free shops in Bangkok need to
concern about the product prices to meet respondents' expectations and study tourists' behavioral
characteristics and apply appropriate marketing mix strategy to attract new customers as well as
keep existing ones.

Key Words: International tourist, duty-free shops, Bangkok, post-purchase experience, perceived
quality, perceived value.
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CHAPTER 1
INTRODUCTION
1.1 Introduction of the Study
1.1.1 Global Duty Free Market
Each year more than a billion people travel by air and one-third of these people travel
internationally. Nearly three billion people were transported safely by air in 2012 (International
Air Transport Association, 2013). Air travel has expanded into the mass market and more than
eight millions of people crises-cross the· global every single day. The concept of duty-free
retailing began in Shannon Airport, Ireland by B. O'

Reg~m

in 1947. After that the duty-free

market became a unique business field to attract international tourists' to satisfy their shopping
needs when traveling. Airport duty-free expanded very little until the end of 1950s, and then
gained momentum in the l 960's, propelled by a combination of entrepreneurs and airport
authorities whom could see its commercial potential. In 1960 the global retail sales of duty-free
was only $0.25 million. Until 1970, the global retail sales reached $450 million. In 10 years, its
sales rose 18 times. By the 1970's duty-free market developed very fast in Europe, America and
Asia. In 1980 the global retail sales of duty free grew more than $2 billion. From 1980 to 1995
the average annual growth rate of duty-free sales was 16%. In 1995 duty free sales worldwide has
more than $20 billion (Tian, 1998). In 2012, $49.4 billion global retail sales of duty-free (Press
Release, 2013).

In figure 1.1 shows the globa!"travel retail sales of duty-free only $0.25 million in 1960, but
after 50 years the sales grew very fast, to $49.4 billion in 2012.
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Figure 1.1 Growth ofDuty-Free Sale (1960-2012)
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Source: Tian K. (1998). Global Duty Free Market Analysis and Development of Duty Free Industry in
China. Journal ofSocial Science. p.2
Press Re leas. (2013," July 31 ). Highest Grossing Airports in Duty Free and Retail Announced. Retrieved
from Press Release Web:http://www.prweb.com/releases/2013/7/prwebl0978149.htm

The global duty free market is retailing industry closely related to tourism industry. World
travel retail business developed more than 60 years ago. It is a multi-billion dollar industry to
attract tourists' sight. Duty-free retailing is without any doubt a phenomenon of the second half
of the twentieth century, since it is fully lined with the important growth in travel. According to
Tian (1998), duty-free shops are those retail outlets of different brands whic.h can sell products to
different tourists or customers without paying for the taxes or duties when those customers or
tourists go out of the country, and this motivate tourists' shopping at duty-free shops because it
not only provides lower price and high quality products, but also, it offers the special
characteristics of products to satisfy tourists' needs and want, such as limited edition for travelers
and souvenir gifts. Today, the global duty-free market is becoming popular, as more people
began to recognize and get familiar with the duty-free business. As a duty-free operation, it is not
only to increase the sales profit, but also to promote the brand images in global duty-free market.
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Therefore, duty-free operations become one of the best sales force for international tourists.
Thompson (2007) also highlighted that travel retail is one of the fastest growing retail market and
presents the reason why the investors should invest in duty-free market. The main reasons were
population growth, emerging markets economic growth, and globalization process encouraged
the medium and upper classes to travel to other countries.

Nowadays there are more than 2000 duty-free operations in the world, but the most famous
duty-free operations are closely related to the airports which have the highest retail sales, such as
Lotte Duty Free in Seoul Incheon International Airport, Dubai Duty Free in Dubai International
Airport, World Duty Free in London Healthrow Airport and DFS Group in Hongkong Airport.
The Travel Retail Business (TR Business) published a list of the world's leading

gl~bal

airports

with the highest retail sales turnover in 2012, The Top I 0 Airports Report from official statistics
and exclusively obtained data, shows that travelling consumers increased their average spending
by between 3-12%, with the top ten global airports accounting for combined take of $9.2 billion.
It represents 18.6% of the $49.4 billion global travel retail sales total in 2012 (Newhouse, 2011).

Table I.I the Top 10 Highest Travel Retail Sales Airpmts in 2012

2
3
4
5

Seoul Incheon International Airport
Dubai International Airport
London Healthrow Airport
Hong Kong International Airport
Singapore Changi Airport

8
9
10

Frankfurt International Airport
Amsterdam Schiphol Airport
Sao Paolo Guaruihos Air ort

Sources: Press Release Web. (2013, July 31 ). Highest Grossing Airports in Duty Free and Retail
Announced. Retrieved from Press Release Web:

http://www.prweb.com/releases/2013/7/prwebl0978149.htm
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Duty-free shopping has become part of travel experience and it can generate significant income
for transport providers. Duty-free enterprise operation managing either the luxury brands as
Chanel, Prada and Gucci ofleather goods and fashion accessories, Tiffany and Cartier of jewelry,
Rolex and IWC of watches or famous brand products, such as some international brand perfumes,
cosmetics, liquor, tobacco and many other general products are sold to tourist without import
duties or taxed with a specific allowances from the government. As mentioned, duty-free
enterprise operation managing either the luxury brands or brands name merchandise, tourists'
expectation and perception are leading sales performance and product categories in the duty-free
shops. Travel Retail Business Online released a global travel retail sales figure equivalent to $39
billion and highlights the top 10 product categories and the excellent sales performance in 2010.

Figure 1.2 Top 10 Product Categories Sales and Sales up Percent in 2010
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Source: Newhouse. (2011, June 27). Full Generation 2010 Global Sales Results. Retrieved from Travel
Retail Business Online: http://www.trbusiness.com/index.php/component/content/article/46statistics/9843-full-generation-2010-global-sales-results.html

Figure 1.2 shows the leading product categories in 2010, women's cosmetics led the global
sale categories with sales up 18.2% to $5090 million. Second were women's fragrances with
4

sales up 9.8% to $4558 million. Third-placed confectionery generated sales up 11.2% to $2784
million, while cigarette sales advanced by $7.7% to $2419 million. Men's products generated
sales up to 8.8% to $2362 million. The next five biggest sub categories were whisky with sales
up 18.2% to $2011 million, followed by accessories up 24. 7% to $1998 million; jewelry up to
14.6% to $1950 million; leather goods up 22.2% to $1826 million; and watches up 12.2% to
$ 1421 million (Newhouse, 2011).

1.1.2 Thailand Duty Free Market

The travel retail industries not only sell merchandise at airports and on airplanes, but also at
tourism centers and in downtown branches. Downtown duty-free shop developed in Asia in 1964
when Japanese retailers established the first duty-free shops around the region, then travel retailer
businesses increased within the region among countries, therefore, the Asian duty-free business
began to grow. Consequently, Thailand became the most popular travel destination among
Southeast Asian countries, welcoming a lot of passengers travellirig through the International
Airports in Thailand (Tian, 1998). The Airports of Thailand Public Company Limited (AOT)
operate and manage the six international airports, which are Suvarnabhumi Airport, Don Muang
Airport, Chiang Mai Airport, and Phuket Airport, Hat Y ai Airport and Chiang Rai Airport and
also the duty-free concessions at the six international airports excluding Chiang Rai Airport in
Thailand. Air retailing is important in travel retail business because an airport the number of
flights and air passengers flow could directly influence the sales of duty-free concession, so AOT
as the airports operator, takes care of passengers, brings satisfaction and confidence to passengers
travelling by air and the public to ensure that passengers receive high-quality services along with
safety (Airport of Thailand, 2013).

5

Table 1.2 Airport of Thailand Sales Revenue from 2012 to 2013
, unit: Mll!ron Bohf

Sources: Airport of Thailand. (2013, September 30). Annual Report. Retrieved from Airport of Thailand:
http://www.aot.Jistedcompany.com/misc/AR/20140l21-AOT-AR2013-EN.pdf

.The Airports Authority of Thailand reported 151.51 % increase in net profit ending in 30
September 2013, to 16.35 billion Baht. Among the annual highlights were 20.43% increase in
passenger traffic across AOT's six airports, and 31.33% increase in concession revenue to 9.3
billion Baht. Non-aeronautical revenues grew by 23.83% to 14.83 billion Baht with concession
revenue during growth. In particular revenue from duty-free concessions held by ABC
International Group grew by 1.42 billion Baht. Other income from airport retail grew by 502.74
million Baht, while food & beverage concession revenue grew by 115.96 million baht. Car
parking concessions generated an additional 227.71 million Baht compared to the previous year
(Lipsith, 2013).

As mentioned, AOT also manages and operates the duty-free concessions at the five
international airports in Thailand. ABC International Group (ABCIG), the countries' largest
duty-free company, is the sole operator of duty-free shops at airports overseen by AOT. ABCIG
6

holds a 10-year duty-free concession contract from AOT to operate duty-free shops and manage
commercial retail space at Suvarnabhumi Airport which started on 2006. Under the concession
contract, First of all, ABC International Group is obligated to pay 1.2 billion baht in the first year
for its duty-free space and another 1.431 billion for the commercial space. And then, payments
for subsequent years are based on a 15% share of its sales revenue annually with a minimum of
1.4 billion baht. Moreover, ABC International Group must also pay rental fees of 500 to 700 baht
per square meter to AOT each month. ABC International Group's contracts for Suvarnabhumi
Airport, Chiang Mai Airport, Phuket Airport and Hat Yai Airport would expired in 2016 and the
AOT would consider to renewed for another 4 years (Mahitthirook, 2014). In 2012, AOT has
awarded ABCIG a IO-year duty-free concession contract at Don Muang Airport (Newhouse,
2012). Therefore, to ensure the passenger satisfaction with airports in Thailand, AOT used the
concession fees to improve the infrastructures and equipment at these airports, such as AOT
continues to sustain high standards to serve the passengers and inform the public about its quality
services accurately; AOT also builds sustainable rapport with the public and set up the complaint
system; AOT places great emphasis on environmental care which includes efficient wastewater
treatment, hygienic waste management systems, assessed noise impact and air quality (Airport of
Thailand, 2013).
1.1.3 ABC Duty Free Shop in Thailand

ABC International Group (ABCIG) is the leading travel retail in Thailand, and it manages and
operates the largest duty-free and tax-free shopping service at the five international airports in
Thailand. The duty-free and tax-free item in ABC International Group covers fashion &
accessories, perfumes cosmetics & skincare, liquor & tobacco, electronics devices, sportswear,
package food and souvenirs & Thai crafts. In October, 2009 ABC was conferred the Emblem of
the State, the figure of Garuda by appointment of His Majesty the King of Thailand. Moreover,
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ABC International Group received many national awards, global awards and industry award,
ABC International Group continuous develops their business and outstanding good performances
in the next a few years (King Power, 2014).

Benefits of duty-free shopping away from airports includes: tourists' have enough time to
select duty-free items compared with shopping at airports; pre-purchase duty-free items and
delivered separately to the airport to be picked up on the departure convenient and fast and satisfy
different target customers. Therefore, ABC International Group also has their Duty Free
Shopping Mall in Bangkok's central district named ABC Downtown Complex and Eastern
seaboard in Pattaya named ABC Pattaya Complex. In order to expand their business, ABCIG
opened a second downtown duty-free complex in Bangkok, with a size of around 10,000 square
51

meters complex on 1 October 2013. The new complex is located around Suvarnabhumi Airport,
and ABC International Group focus on those group tour especially those loyal customer and
provide good service and infrastructure in the downtown branch (duty-free shop) (Rozario, 2013).
After the Srivaree Complex was completed, ABC International Group operationally managed the
downtown branches more effectively, and then they make their downtown branch (duty-free shop)
more attractive through refurbishment programs (Newhouse, 2013).

In 2011, 36.6 million international passengers used Suvarnabhumi Airport, up by 11 %
compared with 32.9 million passengers in the previous year. These totals include about 1.5
million transit passengers each year. Passenger numbers have continued to grow with 10 million
international travelers using Suvarnabhumi Airport in the first quarter of2012, a 5% year-on-year
increase. The business went up very significantly in 2011 as ABC International Group's turnover
increased by 32% in comparison to sales in 2010. According to ABC International Group Senior
Executive Vice President, Susan Whelan, the ambitious two year refurbishment scheme is
designed to upgrade its outlets and better present merchandise to the airport's changing
8

passengers, which includes 25 luxury boutiques phased refurbishment. They also introduced
several new luxury brands. As boutiques have a four to five year life, ABC International Group
upgraded their boutiques not only the brands constantly evolving their image and merchandise,
but also attract more tourists to purchase (Press Release, 2012). These resulted in the current
spending patterns and average spending per passenger at Suvarnabhumi Airport at 2,801 Baht. It
is very high spending patterns of those air passengers shopping at Bangkok Suvarnabhumi
(Newhouse, 2014).

1.2 Statement of the Problems
Today, duty-free shops become major business operations that bring huge profits and market
potential for the travel retail field. In order to optimize benefits or advantages from this
opportunity, the researcher try to understand the international tourists' behavior characteristics
and perceived performance of duty-free shops in Bangkok, and then, evaluate their satisfaction
based on their perceived performance. Therefore there is a need to conduct a study to understand
antecedents of passengers' satisfaction in context of duty-free shops shopping environment,
product feature, and customer service and value perception. These are measured as evaluation of
international tourists' perceived quality and perceived value ·in this research. In order to
understand tourists' satisfaction of duty-free shops in Bangkok, the main research questions are:

RQI. What are international tourists' behavioral characteristics at duty-free shops in Bangkok?

RQ2. What is the relationship between international tourists' perceived quality and satisfaction at
duty-free shops in Bangkok?

RQ3. What is the relationship between international tourists' perceived value and satisfaction at
duty-free shops in Bangkok?

9

1.3 Research Objectives
ROI. To analyze international tourists' behavioral characteristics at duty-free shops in Bangkok.

R02. To investigate the relationship between international tourists' overall perceived quality and
satisfaction at duty-free shops in Bangkok.

R03. To determine the relationship between international tourists' overall perceived value and
satisfaction at duty-free shops in Bangkok.

1.4 Scope of the Research
The targeted respondents are the international passengers at Suvamabhumi Airport, and the
international tourists at ABC Downtown Complex. The primary data are gathered in the form of
400 questionnaire distributed at the arriving lounge of Suvarnabhumi Airport, and ABC
Downtown Complex in the center of Bangkok in the months of September, October and
November, 2014. This research only aims to investigate satisfaction of international tourists
about ABC duty-free shops at the head office and at Suvarnabhumi Airport. This research mainly
focused on seeking international tourists' opinion on their perceived quality and perceived valu~
to achieve satisfaction about ABC duty free shops at the head office and at Suvarnabhumi
Airport.

1.5 Limitations of the Research
There are some limitations of the research which are lack of articles and resources concerning
about duty-free market and duty-free operators and only availability of the secondary research
data from travel retail organizations can be found. There was a limited of the target population, as
the respondents of this research were required to have perceived performance of duty-free shops.

10
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The respondent's perceived quality and perceived value of ABC duty-free shops could be
influenced by personality, nationality and travel purpose. Moreover, as the respondent's
perceived performance depend on post-purchase experience at the ABC duty-free shops, the
customer service is intangible, inseparable, heterogeneous and perishable, so ratings measured
and evaluated could be biased.

Duration of primary data collection was in October and November 2014 only. Therefore, the
findings are valid for this time period only and should not be generalized for other time period.

1.6 Significance of the Study
This study collected and analyzed an international tourists' satisfaction at different location of
duty free shops in Bangkok. This study attempts to investigate the perceived quality and
perceived value of tourists about duty-free shops product and service attributes and determine
which attributes are important to influence the satisfaction of international tourists. At the same
time, by measuring the satisfaction level of international tourists in Bangkok, this will lead to
understanding customer's viewpoint, the sustainable operation of the ABC duty-free shops, and
the suggestion to assist in its business operation. Therefore, to access international tourists'
satisfaction with duty free shop in Bangkok is important.

1.7 Definition of Terms
Behavioral Characteristics: is the international tourists' past experience, length of stay,
decision time taken, purchase ability and product preference at duty-free shops in Bangkok
(Kwan, 2009).

Customer Service: is a series of activities designed to enhance customer satisfaction that is the
feeling of service has met the customer expectation (Turban, Lee, King & Chung, 2002). In this
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study, customer service is defined as the feeling of tourists' perceived services provided by the
employees of ABC duty-free shop in Bangkok.

Duty Free: retail outlets that are exempted from the payment of certain local or national taxes
and duties, on the requirement that the goods sold will be sold to travelers when taking them out
of the country (Thompson, 2007). In this study, duty-free is defined as the travel retail selling the
goods that will not be taxed when taking them into another country.

Duty Free Shops: travel retail operation stores or outlets that sell goods to travelers without
taxes added because they are taking the goods out of the country (Thompson, 2007). In this study,
duty-free shops in Thailand involved the duty-free shops in airports and downtown branches that
are managed and operated by ABC duty-free company to sell products to tourists without taxes
added.

International Tourist: this includes a series of activities of personal travel to other countries or
oversea including leisure, business and other purposes, outside their usual environment for not
more than one consecutive year (Ritchie & Goeldner, 2009).

Perception: is the process of selecting, perception, organizing information and explaining ·
information about the world (Gronroos, 2000).

Perceived Quality: is the result of a perception process and the quality evaluation based on
previous experience by the consumers (Ophuis & Trijp, 1995). In this study, perceived quality is
defined as respondents perceived experience of quality which invovled shopping environment,
product featrue and customer service with duty-free shop in Bangkok.

12

Perceived Value: is a satisfaction will be a comparison between expect and perceived postpurchase of value, based on the customer is "getting" and "giving" through purchasing process
(Ravald & Gronroos, 1996). In this study, perceievd value is used to measure the overall
perceived value of customer which can show a structure of identifies functional and affective
dimensions to evaluation purchased experience at duty-free shop in Bangkok.

Satisfaction: satisfaction is considered as a psychological concept which can affect the feeling of
individual which can get from the result of individual get what they expected from a specific
products or service (Pizam & Ellis, 1999).

Tourist Satisfaction: it depends on tourists' fulfillment of the judgment of their satisfaction of a
product or service to making their buying behavior or evaluates their post-purchase experience
(Kotler, 2000). In this study, it is defined the satisfaction of tourists' post-purchase experience
with duty-free shop in Bangkok.

Travel Retail: the concept of travel retail shopping can be defined as the income of a country
resulting from traveler shopping expenditure income of a country resulting from traveler
shopping expenditure, i.e. payment for consumer goods at retail prices in the country concerned
(King Power, 2014).
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CHAPTER2
REVIEW OF RELATED LITERATURE AND STUDIES
This section provides literature review based on prev10us studies of international tourists'
satisfaction with Duty Free shops in Bangkok. This research focuses on the study and review of
different concepts with critical view, and focus on perceived quality, perceived value and tourist
satisfaction. The study is considered as the perspective of ABC duty-free shop in Bangkok, AOT
and their customers. The review also includes a brief overview of previous studies and the model
used to measure tourist satisfaction.

The mam independent variables are perceived quality and perceived value. The mam
dependent variable is tourist satisfaction. This research aims to investigate satisfaction of
international tourists' about ABC duty free shop at the head office and at Suvamabhumi airport
in Bangkok.

2.1 Critical Analysis of Independent Variables
2.1.1 Perceived Quality

Ophuis & Trijp (1995) mentioned the perceived quality of individual is based on a
comprehensive perception process. The evaluation of quality of one specific product can be
measured based on previous experience of customer or other customer suggestion, and that can
push those customer to make decision. But different customers have different perception abilities,
different personal preferences and previous experience which can cause the perceived quality to
be different. For the purpose of this study, the respondents based on their perceived quality
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involved in the shopping environment, product features and customer service, evaluate their
satisfaction at the ABC duty-free shop in Bangkok (Rossi & Tasca, 2012).

According to Booms & Bitner (1982) a firm's environment influences the perception of
customer satisfaction, therefore, the researcher set up several environmental stimuli affecting the
tourists' purchase decision in ABC duty-free shop, so the perceived environment concern become
one of the most significant factors which can affect the perception of their customers. Usually
tourists have enough time to shop, because they might need to wait for their flights, so the
following factors are important which could influence the mood of tourist waiting for their flight
(Rowley & Slack, 1999). First of all, the researcher argues that the better relax and comfortable
shopping atmosphere, the higher purchase intention for customer, when giving tourists space
dimension and time spent in the duty-free shops, then, providing tourists with all shopping
opportunity and comfortable space with information and instruction to relax. Moreover, keep
clean of walkthrough in the airport and hygiene purchase environment is necessary. In order to
attract potential tourists to purchase duty-free products, the shops have to capture their attention
and thrill them on an emotive perspective, simple and effective merchandise display is utilized.
At the end, communication without language barrier would be helpful (Rowley & Slack, 1999).
ABC duty-free company's ambitious two year refurbishment scheme was designed to upgrade its
outlets and better present merchandise to the airport's changing and provided to the passengers
and the feeling and perception of tourists or customer will be significantly affected by the
shopping atmosphere or environment of the airport especially the duty-free shops. In order to
capture tourists' attention and make them purchase, ABC duty-free company and Airports
Authority of Thailand should pay more attention and cooperate with each other to provide a good
shopping atmosphere and shopping experience to tourist.
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Due to the global competition, the economy gets more quality oriented in duty-free industry,
therefore the travel retailers need to pay more attention to serve customer with better products
and service to the customers to satisfy their needs and wants (Chakrapani, 1998). According to

Travel Retail Business Online, ABC duty-free company introduced several new luxury and
fashion brands in the shop, and the brand managers also have the duty to satisfy the different
demands of different customers, so they have to offer distribution channel at the duty-free shops
to attract tourists to buy the product (Ambler, 1992). ABC duty-free company offers wide range
of products to the tourists and also exclusive products that represent the perfect offer for duty-free
shops. Moreover, ABC duty-free company not only provides quality products with additional
value, such as to create limited edition products to attract tourists, but also offer many cosmetics
and fragrances of different brands' free sample to test in display area. Tourists can choose to test
anyone they wish to try.

According to Turban, Lee, King & Chung (2002), the better service of seller, the higher
customer satisfaction, and travel retailers can get much competitive advantage from providing
different component towards competitors in the travel retail field. In the end, a good customer
service also represents an important variable of perceived quality in the ABC duty-free shops.
Therefore, the customer service of ABC duty-free shops can be a great strategic tool to attract
tourists and enhance the level of satisfaction in the purchase process. Moreover, a skilled
employee who can provide full information to customer's during purchasing process of customer
is significant for the shop, because that good customer service can give customers good
experience during pre-purchase or post-purchase phases and becomes the basic variable to get
higher level of tourists' satisfaction and loyalty (Turban, Lee, King & Chung, 2002).

Therefore, this study focuses on the following factors provided by ABC duty-free shop in
Bangkok, clean and hygiene environment; comfortable atmosphere to purchase; good
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merchandise display attractive and eye-catching; physical shopping facilities and relaxed space
with instructions and information; various range of products offered; special and limited edition
products offered; quality reliability of products offered; genuine commodity of products and
opportunities to test products; the employee provide prompt service; communication without
language barriers; warm and pleasure service attitude and appropriate suggestion and
recommendation; the brand "ABC Duty Free" is high quality; tourists' can trust on purchasing
products at ABC duty-free shop. These can be used to evaluate the international tourists'
satisfaction with the duty free shops in Bangkok.

2.1.2 Perceived Value

Perceived value of customer is based on the evaluation of customer, who evaluated what they
received and what they paid, and this value is based on the difference between the benefit of
customer received and the cost they paid to acquiring or utilizing the service (Fornell, Johnson,
Anderson, Cha & Bryant, 1996). Then, many researchers also found that the perceived value is
caused by the comparison of customer toward what they are giving and what they are getting, and
customer satisfaction level will depend on the comparison between customer expectation and the
perceived value of customer (Ravald & Gronroos, 1996). What's more, functional and affective
value can be included in perceived value, and can be psychologically compared between the
benefit gained and perceived sacrifice also caused the perceived value of customer. In essence,
perceived value is framed as a positive assessment of consumption experience within the direct
sales channel such as duty-free shops. For the purpose of this study, the respondents could
depend on their perceived value fewer than two main factors: perceived functional value and
perceived affective value to evaluate their satisfaction of ABC duty-free shop in Bangkok
(Gronroos, 1997).
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Following the approach of Anderson & Gerbing (1988), they found that normally tourists
make overall evaluation after they purchase products. So, the researcher applied post purchase
experience to evaluate international tourists' overall satisfaction at ABC duty-free shops in
Bangkok. Therefore to design a scale of measurement of the overall perceived value of a
purchase should be significantly identified which include both functional and affective dimension
to present a structure (Sanchez, Gallardo, Gaertner, Arribas & Castro, 2004).

2.1.2.1 Functional Value

The functional dimension includes both rational and economic evaluation by the customer.
According to previous studies, many researchers developed an initial scale of measurement of the
satisfaction level. This research consists of several items of functional value, and following
structure was proposed by Sweeney and Soutar (2001).

According to Rossi & Tasca (2012), they found that low price can better attract customer to
purchase, and this incentive effects on customer motivation. Majority of the respondents'
surveyed stated that the duty-free shops are better than retailer shops in the city. Cheap price is
one of the popular motivations for customer to buy products from duty-free shop, when
compared with the previous knowledge of the product brands and the preference for the products.

2.1.2.2 Affective Value

The affective dimension aims to capture the feeling, perception and emotions of customer
which is generated by the products or services. According to the research of Sweeney and Soutar
(2001 ), they found a creative and proposed structure initial scale to measure the satisfaction level,
consisting of several items of affective value.
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According to Sanchez et al. (2004) feelings and emotions are involved in customer's thinking
and understanding, this research contributes to the affective components in the value perceived
by tourists based on their post-purchase experience at ABC duty-free shops, and the perception of
tourists' internal feelings and emotions not only to the shopping environment of ABC duty-free
shops but also to the product value and customer service of ABC duty-free shops.

The proposal focused based on previous studies to develop a scale of measurement to measure
the post purchase perceived value of ABC duty-free shop in Bangkok. The researcher found and
developed a PERVAL model with 9 item to measure both functional items and emotional items,
and then used a process of refinement to measure the scale consisting of two items (Sweeney &
Soutar, 200 I). Therefore, in this study, researcher used following factors: the respondents may
. think they can save money from using ABC duty-free shop; the price paid for purchasing dutyfree products were a very good value for their money; the price of the products purchased were
acc~ptable;

the respondents may enjoying purchasing at ABC duty-free shop; the respondents

may think ABC duty-free shop can meet their expectation; the respondents may think shopping
environment of ABC duty-free shop is good; the respondents may think product of ABC dutyfree shop is worth to buy; the respondents may think the service of ABC duty-free shop 1s
acceptable and the respondents may think purchase of ABC duty-free shop is well organized.

2.2 Critical Analysis of Dependent Variable
2.2.1 Tourist Satisfaction

According to Kotler (2000) and Amould, Price & Zinkhan (2003), stated that tourist
satisfaction is fulfillment (including level of under-fulfillment or over-fulfillment) response and a
judgment about the value of marketing offer depending on their perception to make tourists
buying decision. In addition, the level of tourist satisfaction depends on their perceived
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performance of the overall post-purchase decision making, implying a joint evaluation of the
product purchased by tourists at ABC duty-free shop in Bangkok.

Another point which is concerned about tourist satisfaction lead to both positive and negative
emotion during the shopping time, and judgments their satisfaction at ABC duty-free shop in
Bangkok (Arnould et al., 2003). Since satisfaction judgments are connected to tourist's life
experience and related background, and those factors can be affected by tourists' culture, value,
beliefs, education, feeling, conflict and relationship with others, so different customer make have
different satisfaction level and judgment toward one product or the service of same sale person,
and especially those satisfactions will be changed during their life. Moutinho & Witt (1995)
defined that tourists' response to service depends on the perception of the actual performance
w})ich has the strongest impact on the overall level of tourist's satisfaction. Therefore, in this
research satisfaction judgments of tourists with ABC duty-free shop in Bangkok based on their
post purchase experience to evaluate their perceived quality that involve issues such as the
shopping environment, product features and customer service, and perceived value which involve
both functional and affective dimensions.

2.2.2 Measurement of Tourist Satisfaction

Researcher wants to evaluate how well the performances of duty-free shops in Bangkok in
relation to perceived quality and perceived value delivering to international tourists, so
international tourists' satisfaction measurement can be an index for evaluation. Measurement of
tourist satisfaction also served the purpose of a recapitulation of past research and as a prelude to
the end of research where measures were suggested based on the conceptual framework
(Chakrapani, 1998). Therefore, this research started with measure international tourists'
satisfaction based on their perceived quality and perceived value at ABC duty-free shops in
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Bangkok. The questionnaire comprises closed end questions asking respondents their perceived
quality and perceived value (Oliver, 1997).

2.3 Relationship of the Independent Variables to the Dependent Variables
2.3.lPerceived Quality

In this study, perceived quality aspect is considered in the shopping environment of the dutyfree shop and the product quality offered by the duty-free company and the service quality
offered by the company employees. In order to understand international tourists' perceived
performance of the duty-free shop, it is important to investigate the perceived quality evaluation
by the tourists. Tourism satisfaction is a judgment of a pleasure level of purchase behavior, so the
tourists' satisfaction with duty-free shop could be evaluated by the tourists' perceived quality
performance. Oh (1999) analyzed the perceptions that there is a relationship between customer
satisfaction and customer perceived service quality. Moreover, Athiyaman (1997) analyzed
perceived quality can be a significant factor which can affect customers experience satisfaction or
dissatisfaction. Furthermore, Hellier, Geursen, Carr & Rickard (2002) made a study that
supported the hypothesis that perceived quality indirectly influences respondent satisfaction. This
study also measured and found that there is a positive relationship between perceived quality and
customer satisfaction. Therefore, this leads to the hypothesis testing assumption:

The international tourist perceived quality is positively related to tourist's satisfaction.

2.3.2 Perceived Value

In this study, satisfaction is caused by the comparison of customer between the expectation of
value and the perceived post-purchase value (Ravald & Gronroos, 1996).

Researchers

developing a scale of measurement of overall perceived value paid attention to identifying the
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functional and affective dimensions to evaluate the tourists' satisfaction of duty-free shop
(Sanchez et al., 2006). Oh (1999), Hellier, Geursen, Carr & Rickard (2002) and Anwar & Guizar
(2011) supported that there is a positive relationship between perceived value on customer
satisfaction. Therefore this hypothesis is tested:

The international tourist perceived value is positively related to tourist's satisfaction.

Table 2.1 given the below demonstrates a summary of the empirical support for propositions
discussed in section 2.3. The empirical literature support for propositions established, reflect the
need to investigate the relationship between independent variables involved in perceived quality
and perceived value and dependent variable tourists' satisfaction presented in Table 2.1.

Table 2.1.Empirical Support for Propositions

H 1: The international
tourist perceived
quality is positively
related to tourist's
satisfaction
H2: The international
tourist perceived value
is positively related to
tourist's satisfaction

Oh (1999) Service Quality, Customer Satisfaction, and Customer
Value: A Holistic Perspective
Athiyaman (1997) Linking Student Satisfaction and Service Quality
Perceptions: The Case of University Education
Hellier, Geursen, Carr & Rickard (2002) Customer Repurchase
Intention: A General Structural Equation Model
Oh (1999) Service Quality, Customer Satisfaction, and Customer
Value: A Holistic Perspective
Hellier, Geursen, ·Carr & Rickard (2002) Customer Repurchase
Intention: A General Structural Equation Model
Sanchez, Callarisa, Rodriguez & Moliner (2006) Perceived Value of
the Purchase of a Tourism Product
Anwar & Guizar (2011) Impact of Perceived Value on Word of Mouth
Endorsement and Customer Satisfaction: Mediating Role of
Re urchase Intention

Source: Prepared by researcher based on critical analysis of literature
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Table 2.1 shows the relevant literature that supports the setting up of the hypothesis involving
tourist perceived quality and perceived value and consequent need to investigate customer
satisfaction.

2.4 Related Empirical Studies
2.4.1 Related Empirical Studies

Kwan (2009) A Customer Survey of Chinese Travelers in Airport Duty-Free Shops Case:
Finnair and Finavia

This study aims to find the purchase and shopping behavior of Chinese tourists, and measure
the satisfaction of Chinese tourist toward the service in the d_uty-free shops (Finnair and Finavia)
in Helsinki-Vantaa Airport. This research can help the managers of the company to adjust their
marketing plan and attract more Chinese tourists and then increase their sale. The theoretical
concept used for this study consisted of consumer behavior and customer service. The research
used a quantitative approach, the questionnaire and the person interviews were chosen to measure
the attitude of Chinese tourist (about the shopping behavior) and measure the service of this
company is good or not and collecting data also. Total respondents were 1135 travelers included
1001 Finnish respondents and 134 Chinese respondents, and it was made in Helsinki-Vantaa
Airport (March 15 - 20, 2008). After analysis of the empirical research, the general shopping
behavior of Chinese customers, to check the question (what, where, when, who and how) toward
customer when they travel to Finland; and also measure the overall satisfaction of Chinese and
Finnish customer toward the service of company and also providing a recommendation to
improve the operation the company.
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Kleinschmidt, Guo, Ma & Yarlagadda (2011) Inc1uding Airport Duty-Free Shopping in
Arriving Passenger Simulation and the Opportunities this Presents

This research established a simplistic simulation model which can be used to measure the
purchasing opportunities and high-level behavior of passengers and focused on simulating
passenger flows. It considered using agent-based model to measure the entire tourist based on a
microscopic simulation of passenger facilitation process in the international airport of Brisbane
on 28th Oct, 2010, and included 29 flights throughout the day which brought in a total of 4868
passengers. Two scenarios were simulated: one in which passengers without entering duty-free
shop, and one which passengers were able to use the duty-free facilities under the proposed
model, even though the statistics gathered from observation of passengers in the arrivals process.
After analyzing this research, the simulations found that a proposed model can provide a realistic
analysis of tourist flow and instantaneous space utilization.

Rossi & Tasca (2012) Consumer Behavior and Marketing Strategies in the Duty Free
Market: An Explorative Study on Offer, Customer Service and Atmosphere

This research aims to measure market strategies of duty-free shops applied in the real market.
And then, get consumers' perceived perception based on the marketing strategies. The theoretical
concept used for this study was marketing strategies in the duty-free market and consumer
behavior with a comparative approach. In this study, the offer, the customer service and the
important of the atmosphere became three variables in consumers' purchasing behavior were
considered and explored. A total of 176 customers were representative. A qualitative approach
was utilized focus on the marketing strategies variables on offer, customer service and
atmosphere. To conclude, the finding of this research showed that there is a positive relationship
between offer and marketing mix variables in the duty free shops, and there is a strong
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relationship between shopping atmosphere and customer behavior, and consumers' perception
will be significantly affected by attraction.

Park, Choi & Moon (2013) Investigating the effects of sales promotion on customer
behavioral intentions at duty free shops: An Incheon International Airport case study

This paper tried to show the effect of different sales promotions at duty-free shops of airports.
Those sales promotions includes lower prices, coupons, free gifts, points, satisfaction, value
increasing, image improving and behavioral intentions at same time. Their testing of the effect
used a structural equation modeling to collect data from different duty-free shop users at one
international airport (lncheon international airport). There are 497 questionnaire are distributed to
customer and used as a data to analysis the effect of promotion. They used multi item
measurement scale to set the questionnaire. In the end, they found that customer satisfaction will
be affected if duty free shop used price cutting or cents off strategy, and there is a positive
· relationship between customer satisfaction and customer value, image and behavioral intentions,
and there is a positive relationship between customer value and behavioral intentions, and value
perception of customer was found is the key drive or motivation to push customer to buy
products from duty free shop again in the future.

Batra (2014) The Role of Airport Servicescape: The Transient Community Perspective

This study explores the Suvarnbhumi International Airport's lounge as regards to its
environment and in terms of servicescape and ambience. A qualitative methodology was used for
the primary data collection. There are eleven semi-structured in-depth interviews were conducted,
transcribed and analyzed with international passengers departing Bangkok. The results indicate
that servicescape relatively influence travelers, good management, services and facilities not only
creates good image and more profit for the airport, but also advertise tourism in Thailand.
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Moreover, customer-driven resources can enhance the attractiveness of Suvambhumi airport
relative to its competitors. In the end, a positive opinion with regards to its appearance, interior
design and look can lead to a positive influence on international passengers to revisit Bangkok.

Huang & Kuai (2006) Short Communication: The In-Flight Shopper

This paper examined how in-flight shoppers behave differently from non-shoppers in terms of
socioeconomic, motivational, and attitudinal characteristics. A total of 754 respondents were
represented. It considered using telephone survey in February 2005, the survey based on their
travel experiences revealed the significant difference in demographics such as education and
gender. As the result, in-flight shoppers are older and earn more money than the average airline
passenger. Moreover, in-flight shoppers are more impulsive, brand and price conscious,

~nd

less

risk perspective than non-shoppers. There are no significant difference between in-flight shoppers
and non-shoppers based on convenience and variety-seeking. Additionally, in-flight shopper has
a positive attitude towards advertising.
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The Table 2.2 below demonstrates a summa)' of the related empirical studies that were discussed
in section 2.4.

Table 2.2 Summary of Related Studies

Kwan

Kleinschmi
dt,
Guo,
Ma&
Yarlagadda

2009 A Customer
Survey of
Chinese
Travelers in
Airport DutyFree Shops
Case: Finnair
and Finavia

2011

Including
Airport DutyFree
Shopping in
Arriving
Passenger
Simulation
and the
Opportunities
This Presents

Invest gate the
purch<sing and
shoppng
behavor of
Chine;e
traveltrs, and
evalmte their
satisfa::tion
with tie
service offered
by Fimair and
Finava's dutyfree stops in
HelsirkiVanta' Airport

Quantitative
Research

Developed a
simpli;tic
slmulaion
model which
captures
commm dutyfree
purcha>ing
opportmities,
focuse:l on
simula:ing
passen5er
flows

Quantitative
Research

1135
questionnaires

Face to face
interview

- General shopping
behaviors of the
Chinese customers
concerned what, where,
when, who and how
customers buy while
Chinese customer were
travelling to Finland.
- Chinese and Finnish
customers were
satisfied with the
overall service of the
company

4868
passengers
Observation

- The simulations
highlighted that the
proposed model is able
to provide a more
realistic analysis of the
true passenger flow and
instantaneous space
utilization

...... Continue on next page
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Rossi &
Tasca

Park,
Choi &
Moon

2012

2013

Consumer
Behavior and
Marketing
Strategies in
the Duty Free
Market: An
Explorative
Study on
Offer,
Customer
Service and
Atmosphere

Investgate the
markeing
stratepes
apply n dutyfree rmrket
and wilether
consuner
percerre
perceµion
based )n the
markeing
strate@es

Investigating
the effects of
sales
promotion on
customer
behavioral
intentions at
duty free
shops: An
Incheon
International
Airport case
study

Identified sales
promction
facton that
influe1ce the
behav:Oral of
custoners at
duty-fee
shops ire
potent ally
useful for
analyzing the
possibe trends
and chmges in
duty-fiee shop
cu stoner
buyinf
behavor.

Qualitative
research
176
questionnaires
Face to face
interview

- The offer was
positively related to the
marketing mix variables
in the duty-free shops
- Consumers'
perception was rather
negative especially the
aspect of attraction
- The atmosphere was
significantly affected
customers' behavior

Quantitative
research
497

- Cutting price and
cents off have a positive
effect on customer
satisfaction.

questionnaire
Face to face
interview

- Customer satisfaction
had a positive influence
on customer value,
image and behavioral
intentions.
- Customer value had
positive effect on
behavioral intentions.

. ..... Continue on next page

28

Batra

2014

The Role of
Airport
Servicescape:
The Transient
Community
Perspective

Qualitative
ExplHes the
research
Suvambhumi
Intenational
Airpcrt's
11 passengers
lounfe as
re garls to its
Semienvirmment
structured
and ill terms of interviews
servicescape
and anbience.

- Servicescape
relatively influence on
travelers.
- Customer-driven
resources can enhance
the attractiveness of
Suvambhumi airport
relative to its
competitors
- Positive opinion with
regards to its appearance,
interior design and look
can lead to a positive
influence on international
passengers to revisit
Bangkok

Huang &
Kuai

2006

Short
Communicati
on: The InFlight
Shopper

Exarrined how
in-fli~ht

shopper
diffe1ent from
non-ilioppers
in terns of
socireconomic
, motvational,
and atitudinal
charxteristics.

Quantitative
research
754
respondents
Telephone·
survey

- The in-flight shoppers
are older and earn more
money than the average
airline passenger.
- The in-flight shoppers
are more impulsive, brand
and price conscious, and
Jess risk perspective than
non-shoppers.
- There are no different
between in-flight shoppers
and non-shoppers of
convenience and varietyseeking.
- The in-flight shopper
has a positive attitude
towards advertising.

Source: Prepared by researcher based on crtical analysis ofliterature
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2.4.2 Summary of Literature Reviewed

Based on the literature review, some pre-vious studies include customers' shopping behaviors
and customer satisfaction in the duty-ree shops (Kwan, 2009), duty-free purchasing
opportunities of passengers focused on sim1lating passenger flows (Kleinschmidt et al., 2011 ),
marketing strategy which includes the <tmosphere, the offer, and the customer service
influencing customer behavior in the duty-:fee market (Rossi & Tasca, 2012), sales promotion
influence the customer behavior at the duty-free shop (Park, Choi & Moon, 2013), environment
and in terms of servicescape and ambience i1 Suvambhumi International Airport's lounge (Batra,
2014), and in-flight shopper different from mn-shoppers in terms of socioeconomic, motivational,
and attitudinal characteristics (Huang & Kmi, 2006). Therefore, these studies provide a guiding
framework or foundation to build up a

~on:tructive

model to· investigate research objectives set

up at the beginning.

The literature review provides useful muketing tools such as marketing strategy and sales
promotion for the researcher to develop ·tre concepts and perception of customers' behaviors
related to the duty-free market and duty-free retail shops. Thus this research involving key issues
of quality of services, shopping environmmt, product feature, affective value· and functional
value by customers, contribute to their overall satisfaction. It is acknowledged earlier that
satisfied customers do come back, and leac to positive word-of-mouth. However, the previous
studies analyzed items of variables relatei to this research, but the linkages were limited,
therefore, the researcher decided to study mere linkages between these variables in Chapter.3.
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CHAPTER3
RESEARCH FRAMEWORK
This chapter provides a review of relevant research models applicable to draw the conceptual
framework. It consists of four sections: theoretical framework, conceptual framework, research
hypothesis and a discussion of the concepts and operational definitions of the variables.

In this research, it is postulated that international tourists will usually make an overall post
purchase evaluation and use a joint evaluation related to perceived quality and perceived value of
the purchases at ABC duty-free shops in Bangkok. So, the researcher plans to estab_lish perceived
quality and perceived value to be major antecedents of satisfaction measurement.

3 .1 Theoretical Framework
This section presents the following four studies as the foundation for drawing conceptual
framework.

3.1.1 Framework Study
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Oh (1999) Service Quality, Customer Satisfaction, and Customer Value: A Holistic
Perspective

Figure 3.1 A Proposed Model of Service Quality, Customer Value, and Customer Satisfaction

Actual Price

•Tht hypothesized rek.tiomhip is negative; all the othet ca~sal p<l,ths W"e hyPO!heslzed lo be po$itive.
· ~Word-of.mouth coinmunlca!ioo intention.

Source: Oh (1999). Service quality, customer satisfaction, and customer value:. A holistic
perspective. International Journal of Hospitality Management, Vol.18 ( 1), p. 72
The first theoretical model (shown in figure 3.1) identifies that perceived value of customer
plays a significant role in the post purchasing decision making. The researcher found that
perceived value is the predictor of customer satisfaction and repurchase intention of customer.
This research also found that customer value is a significant factor (predictor) of service quality
perception of customer and customer satisfaction, and perceived service quality and perceived
value of customer can be combined to measure the level of customer satisfaction. What's more,
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Fornell, Johnson, Anderson, Cha & Bryant (1996) supported the hypothesis that there is a
positive relationship between customer satisfaction and customer perceived value.

HeJiier, Geursen, Carr & Rickard (2002) Customer Repurchase Intention: A General
Structural Equation Model

Figure 3.2 The Research Model of Customer Repurchase Intention

Sources: Hellier, Geursen, Carr & Rickard (2002). Customer Repurchase Intention: General
Structural Equation Model. European Journal ofMarketing, Vol.37 (11/12), p.1765.
The second theoretical model (shown in figure 3.2) identifies that perceived quality influences
respondents' satisfaction indirectly. According to the study conducted by Andreassen &
Lindestad (1998), customer experience is the main factor which can affect the perceived quality
of customer that was statistically different between the two different levels of two different
experience groups, which can make the effect on equity which being stronger for more
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experience respondents. But there is a strong positive relationship between perceived value and
customer satisfaction, and this research also found that there is a relationship between perceived
qualities, perceived equity and perceived value (perceived quality and perceived equity are the
predictors of perceived value) (Fornell et al., 1996).

Sanchez, Callarisa, Rodriguez & Moliner (2006) Perceived Value of the Purchase of a
Tourism Product

Figure 3.3 The Research Model of Perceived Value

Fiinctiznil vilue
~;tID!islii:iient

Fum:ticnil \'ilue
pffS\Jnncl

· Functil!n21 vilue
prooiict

Functicnil value
price

Sources: Sanchez, Callarisa, Rodriguez & Mo liner (2004). Perceived Value of the Purchase of a
Tourism Product. Tourism Management, Vol.27, p.406.
The third theoretical model (shown in figure 3.3) focuses on the perceived value of customer
toward the purchase to identify the cognitive and affective dimensions. According to Anderson,
James, David & Gerbing (1988), the multi-item measurement of marketing construct can be
developed and is related with customer satisfaction. And this research found that cognitive and
affective components played a very significant role to explain the buying behaviors of customer,
and they will be positively affected by quality and negatively affected by price.
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Anwar & Guizar (2011) Impact of Perceived Value on Word of Mouth Endorsement and
Customer Satisfaction: Mediating Role of Repurchase Intention

Figure 3.4 The Research Model
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Source: Anwar & Guizar (2011). Impact of Perceived Value on Word of Mouth Endorsement and
Customer Satisfaction. International Journal of Economics and Management Sciences, Vol.1 (5),
p.49.
The fourth theoretical model (shown in figure 3.4), based on correlation analysis, found that
there was a significant relationship between customer satisfaction and perceived value of
customer (perceived value is the predictor of customer satisfaction). The customer satisfaction
can be increased through the improving of service quality, food- quality, nutrition quality,
entertainment quality and physical environment quality (Spreng, MacKenzie & Olshavsky 1996).
Customer satisfaction is highly dependent upon the positive perceptions of quality by the
consumers. Pizam & Ellis (1999) and Taylor & Baker (1994) found that there is a positive
relationship between customer satisfaction and service quality, and there is also a positive
relationship between customer perceived value and satisfaction. Oh (1999) also found that there
is a significant relationship between perceive quality of customer, perceived value of customer,
customer satisfaction; repurchase intention of customer and word of mouth.
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3 .2 Conceptual Framework
The conceptual framework is defined as a highly formalized use of symbols. This section
presents the model that is based on theories and previous research of the literature review in
Chapter 2.

The model was formulated to illustrate the theoretical systems so that they can be tested and
examined. Oh (1999), and Hellier, Geursen, Carr & Rickard (2002) analyzed the perceptions that
were shown to influence customer satisfaction through perceived quality. Chakrapani (1998)
states firms need to serve customer with better products to satisfy their needs and wants, therefore,
product feature is one of the significant items which can affect tourists' satisfaction. In addition,
Turban, Lee, Warkentin & King (2002) expressed the better service of seller, the higher customer
satisfaction, so the second items of perceived quality is customer service. According to Booms &
Bitner (1982) a firm's environment influences the perception of customer satisfaction, therefore,
shopping environment become last significant items of perceived quality which can affect the
perception of tourists' satisfaction. Based on the literature review, there are three items of
perceived quality variable which were named product feature, customer service and shopping
_environment to investigate the relationship with international tourists' satisfaction at duty-free
shop in Bangkok.

Furthermore, Oh (1999), Hellier, Geursen, Carr & Rickard (2002), Sanchez, Callarisa,
Rodriguez & Moliner (2006) and Anwar & Guizar (2011) studied that there is a positive
influence of perceived value on customer satisfaction. Sweeney & Soutar (2001) used a structure
initial scale to measure the satisfaction level, consisting of several items of functional value and
affective value. Rossi & Tasca (2012) found that low price can better attract customer to purchase
and product price incentive effects on customer satisfaction, so functional value is one of the
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significant items which can affect tourists' satisfaction. According to Sanchez, Gallardo, Arribas
& Castro (2004) feelings and emotions are very intensive involved in customer's thinking and

understanding, this research contributes to the affective components in the value perceived by
tourists, so another item of perceived value is affective value. Depending on the previous studies,
functional value and affective value were two items selected to determine the relationship with
international tourists' satisfaction at duty-free shop in Bangkok.
Figure 3 .5 Conceptual Framework/Model of Study
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Source: Based on the Oh (1999), Hellier, Geursen, Carr & Rickard (2002), Chakrapani (1998),
Turban, Lee, Warkentin & King (2002), Bitner (1982), Sanchez, Callarisa, Rodriguez & Moliner
(2006), Anwar & Guizar (2011), Sweeney & Soutar (2001), Rossi & Tasca (2012) and Sanchez,
Gallardo, Arribas & Castro (2004).

3 .3 Research Hypotheses
A hypothesis is a statement or proposition that can be tested by reference to relevant studies as
well to answer research questions stated earlier in Chapter 2. Based on the conceptual framework,
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the hypothesis I and II are proposed to test the assumptions. The results can demonstrate how the
independent variables are associated with dependent variables.

Hypothesis 1.1

Perceived
Quality and

Ho 1.1: There is no significant relationship between international tourists' perceived
quality of product feature and satisfaction at duty-free shops in Bangkok

Satisfaction
Hal .1: There is a significant relationship between international tourists' perceived
quality of product feature and satisfaction at duty-free shops in Bangkok

Hypothesis 1.2

Perceived

Hol .2: There is no significant relationship between international tourists' perceived

Quality and quality of customer service and satisfaction at duty-free shops in Bangkok
Satisfaction
Hal .2: There is a significant relationship between international tourists' perceived
quality of customer service and satisfaction at duty-free shops in Bangkok

Hypothesis 1.3

Perceived
Quality and

Hol .3: There is no significant relationship between international tourists' perceived
quality of shopping environment and satisfaction at duty-free shops in Bangkok

Satisfaction
Hal.3: There is a significant relationship between international tourists' perceived
quality of shopping environment and satisfaction at duty-free shops in Bangkok
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Hypothesis 2.1

Perceived

Ho2.l: There is no significant relationship between international tourists' perceived

Value and

value of affective value and satisfaction at duty-free shops in Bangkok

Sati sfacti on
Ha2.l: There is a significant relationship between international tourists' perceived
value of affective value and satisfaction at duty-free shops in Bangkok

Hypothesis 2.2

Perceived

Ho2.2: There is no significant relationship between international tourists' perceived

Value and

value of functional value and satisfaction at duty-free shops in Bangkok

Satisfaction
Ha2.2: There is a significant relationship between international tourists' perceived
value of functional value and satisfaction at duty-free shops in Bangkok
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3.4 Operationalization of Variables
Table 3.1 Operationalization of Variables

Operationalization of Variables
Part II

Gender

The condition of being
male or female

Country

The original country
eo le come from
People repeating travel
event per unit time by air

-Male

Nominal

-Female

Air Travel
Frequency

Travel Reason

The main purpose of why
people travel

Buying

The processes people use
to select, secure, and
dispose of products, to
satisfy needs

Behavior

Time spent

Purchase
Ability

Time people spend to
select products

Available money to
spend and consumption
goods and services

-Every 1 month
-Every 3 month
-Every 6 month
_-Every 1year
-Others, leases ecify
-Business/Work
-Leisure/Holiday
-Visit relatives
-Education
-Others, please specify
-Every time
-Almost every time
-Only if I have time
-Only when I find good
offer

-10 mins-20 mins
-30 mins-1 hour
-1 hour-2 hour
-Under 1,000 B
-1,000 B-5,000 B
-5,000 B-10,000 B
-1,0000 B-20,000 B
-More than 20,000 B
-Almost didn't buy

Nominal

2

Nominal

3

Nominal

4

Nominal

5

Nominal

6

Ordinal

7

Continue on next page ..... .

40

Expectation

Considered the most
likely to happen of
people

Perception

People prefer most of
duty free shops

Personality

Differences among
people in behavior
patterns, cognition and
emotion

-Value price
-Quality product
-Brand image
-Convenient
-Other, lease s ecify
-Promotions
-Product features
-Customer service
-Shopping environment
-Other, please specify
-Cosmetics & Fragrances
-Tobacco
-Confectionery
-Alcohol
-Accessories
-Fashion
-Other, please specify

Measuring Variables
Perceived
Quality

The perceived quality
depends on the
judgments by the
consumers, the quality
evaluation based on
previous experience by
the consumer. Perceived
quality plays an
important role in decision
making processes of the
consumer (Peter, Ophuis
& Trijp, 1995).

Nominal

8

Nominal

9

Nominal

10

Part III
-Clean and hygiene
environment is evident
-Comfortable atmosphere
to purchase is noticeable
-Good merchandise display
-Physical facilities offered
-Relax space with
instruction & information
-Various range of products
are available
-Offer special· and limited
edition products
-Reliable quality of
products
-Genuine commodity of
products
-Opportunities to test
products
-Provide prompt service
-Communication skill
-Warm and pleasure service
attitude
-Appropriate suggestion
-High quality of the brand
-Purchasing trust

Interval

Ql.lQl.16

...... Continue on next page
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Perceived
Value

Tourist
Satisfaction

Focusing on the postpurchase moment, the
perceived value is a
comparison between
what a purchase has
contributed of'' getting''
and what it has involved
of "giving", whereas
satisfaction is a
comparison between the
expectation of value and
the perceived postpurchase value (Ravald
& Gronroos, 1996).
Tourist satisfaction is
fulfillment response and
a judgment about the
value of marketing offer
and depending on their
perception to make
tourists buying decision
(Arnould et al., 2003).

Functional Value
-Save money
-Prices paid were good
value for money
-Acceptable price
Affective Value
-Meet tourist's expectation
-Enjoy purchasing at dutyfree shop
-Good shopping
environment
-Products are worth to buy
-Acceptable Service
-Purchase process is well
organized
-Satisfied with duty-free
items that I purchased in
duty-free shop
-Satisfied with the use of
ABC duty-free shop in
BKK
-Choice of ABC duty-free
shop was wise when
purchasing duty-free items
-Overall satisfied duty free
products and service
provided at ABC duty-free
shop
-Overall satisfied with my
decision to revisit ABC
duty-free shop in Bangkok

Source: Developed by researcher
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Interval

Q2.1Q2.9

Interval

Q3.lQ3.5

CHAPTER4
RESEARCH METHODOLOGY
The purpose of this chapter is to describe the research methodology of international tourists'
satisfaction with duty-free shops in Bangkok. The research includes the methods which can be
used in future research, sampling procedures, questionnaire; data collection and data analysis
techniques.

4.1 Research ofMethod Used
The type of study is descriptive and causal research. Descriptive research is used to describe
the characteristics of a population (which also include some phenomenon) (Zikmund, _2000). It
aims to answer the research problems in detail (e.g. in numbers/percentage) which is related to
who, what, when,

where~

how and why questions. Normally, descriptive research can be used to

measure the content of different needs, perception, attitudes and characteristics of different
subgroups. Causal research is to test a cause-effect relationship between variables (Zikmund,
2000). It needs to be experiment only which the study of causal relationship between variables in
the condition controlled· by research. In this study researcher observe and measure an effect on _
dependent variable.

4.2 Respondents and Sampling Procedures
4.2.1 Target Population

In this study, the international tourists were the target population, who chose to travel to
Bangkok by airplane, and who have the post-purchase experience at duty-free shops in Bangkok
during September to November, 2014.
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4.2.2 Sampling

Sampling method is used in choosing some respondents from a total group of respondents to
survey and draw a conclusion to that total population. In this research, the researcher chose to
study sampling units which is group of elements subject to selection in the sample (Zikmund,
2000). The sampling unit chosen for study was Free Independent Traveler (FIT) and tour group
tourists from all around the world visiting ABC duty-free shops in Bangkok.

4.2.3 Sampling Frame

Sampling frame is a list of names or elements in a population, such as class attendance sheet
and membership list. In this rese_arch, the sampling frame includes international tourists who
visited Bangkok by airplane. According to Airport of Thailand (AOT), the international tourists'
number at Bangkok Suvarnabhumi Airport and Don Muang Airport was 47,154,690 in 2013.
There is no list to calculate exact number of tourists entering and leaving duty-free shops in
Bangkok at the time of collection of primary data.

4.2.4 Sampling Method

This research chose Non-probability sampling which also means non-randomization (unknown
and zero chance). Non-probability sampling methods involved convenience sampling,
judgmental sampling, quota sampling and snow-ball sampling. The quota sampling is most
common in street survey, usually a means of contacting a representative sample of tourists to an
area, but in fact it can also be seen as a sort of "site survey". In this research, the site being the
duty-free shop at Suvarnabhumi International Airport and the duty-free shop at ABC Downtown
Complex. The quota method can only be used when background information on the target
population is known as the international tourists, who chose to travel to Bangkok by airplane, and
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who have the post-purchase experience at duty-free shops in Bangkok. This research selected the
available respondents and intercepted them at Suvarnabhumi International Airport and ABC
Downtown Complex. Furthermore, the sample of 400 respondents included 200 respondents who
purchased at the duty-free shop in Suvarnabhumi International Airport and 200 respondents
purchased at the duty-free shop in ABC Downtown Complex. The survey was conducted at the
arriving lounge of Suvarnabhumi International Airport and the rest area of ABC Downtown
Complex in the center of Bangkok in the months of September, October and November 2014.

4.2.5 Sampling Size

Sampling size was conducted on how big a sample can be used to test all hypothesis of the
research, and this sample should be sufficient enough (Zikmund, 2000). The confidence level of
one research depends on the true value of a mean and the degree of precision which the
researcher can accept. To facilitate estimating sample size with 0.95 desired level of confidence,
researcher has to determine the number of sample size from the population through using
formulation to calculate the sample size (Zikmund, 2000). In this study, as the exact number of
passengers purchased at duty-free shop when arriving Suvarnabhumi International Airport and
shopping at ABC Downtown Co~plex, is not available, therefore to calculate.sample size for this
unknown population the formula is:

zZ(p .q)

n=--ez

Equation (1)

Where:
z =the standard error associated with chosen level of confidence (95%)
p = the estimated proportion of success
q = the estimated proportion of failures, q = 1-p
e =the allowable error that is evaluated at 5% or -0.05 (desired accuracy 95%)
n = the number of sample size
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Sources: Zikmund (2000). Business Research Methods, 61h Edition, Fort Worth, TX: The Dryden
Press, p.223
The calculation of 95% accuracy at 95% confidence level is as follow:

n =

1.962 (O.Sx0.5)
0.05 2

= 385

Based on the calculation, the number of sample size is 385 respondents. The researcher
decided to choose the sample size of this research to be 400 respondents.

A pilot study was conducted before the actual field survey in order to ensure that the
questionnaire would be correctly interpreted by respondents and capable of measuring what
researcher want to receive from the consumer (Cooper &

Schindl~r,

2008). Researcher conducted

a pre-test by distributing 30 sets of questionnaire to international tourists at the arriving lounge of
Bangkok Suvamabhumi International Airport.

4.3 Research Instruments/Questionnaire
4.3.1 Design the questionnaire

This research used questionnaire as the instrument to gather information and collect primary
data from a large number of respondents. There are two qualities to judge a good questionnaire,
one is relevance which determines all the questions that must be related to the research topic and
another one is accuracy which determines the questions that should be unbiased (Fox, Hunn &
Mathers, 2009).

In this research, the questionnaire is fixed-alternative question. It is also named close-end
question which means the questions with answer provided, except the question asked respondents
to specify their origin country. The questionnaire utilized an itemized rating scale for measuring
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tourist's satisfaction. Since the target respondents are international tourists, so the researcher need
to make sure all of the respondent of this questionnaire can understand all of the questions at the
same level, and this is vital for this research. Because of the target customers of ABC Downtown
Complex are local residence and Chinese tourists, the questionnaire was translated back to
Chinese language and the reply of the Chinese respondents were translated back into English
language, in order to analysis the data, There are three parts of the questionnaire:

Part I: Screening Question

The first part of the questionnaire filter respondents by asking them whether the respondents
were international tourist or not, and the post purchase experience at ABC duty-free shops in
Bangkok, if the respondents answer "Yes" can continue the questionnaire and if the respondents
answer "No" should stop from continuing further.

Part JI: Purchase Behaviors and Shopping Experience

The second part of the questionnaire asked the general demographic information, tourists'
purchase behavior and previous shopping experiences related to the duty-free shops in Bangkok,
comprising ·10 questions.

Part III: Quality, Value and Satisfaction

The third part of the questionnaire asked the respondents about their perceived quality,
perceived value and satisfaction with ABC duty-free shop in Bangkok, comprising 30 questions
on Five-point Likert scale measured as, 5=Strongly agree, 4=Agree, 3=Neither agree nor disagree,
2=Disagree and l=Strongly disagree. Five-point Likert scale usually applied to measure
respondents' attitudes by asking the extent to which agree or disagree with a particular statement.
The mid-point on Likert scale used in this study can avoid forcing respondents to choose agree or
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disagree options which might evoke misleading conclusions. Moreover, applying the mid-point
on Likert scale could avoid any confusion on whether the questions are interpreted in the same
way for respondents. A pre-test that offers feedback is performed to check accuracy of data
coJJected.

4.4 Data Collection
The researcher distributed the questionnaire to international tourists at the arriving lounge of
Suvarnabhumi International Airport and the rest area at ABC Downtown Complex in the center
of Bangkok. The survey instrument was distributed through an eight week period in the months
of October and November 2014. The researcher contacted with the head office of ABC
International Group several times to seek permission to conduct this survey and interview with
their marketing manager, unfortunately ABC International Group refused to entertain the request.
Therefore, researcher submitted the official invitation Jetter from ABAC Graduate School of
Business (in Appendix E) as the evidence. Although researcher didn't get the permission from
ABC International Group, but the researcher still managed to gather the primary data at the
arriving lounge of Suvarnabhumi International Airport and· the rest area at ABC Downtown
Complex in the center of Bangkok.

A pre-test was conducted through distributing 30 questionnaires at Suvarnabhumi International
th .

Airport on 5

and 6

th

August, 2014. Then throughout October and November 2014, the

researcher spent 2 weeks and 6 hours per day to collect 200 questionnaires from arriving lounge
of Suvarnabhumi International Airport. During the survey period, the questionnaires were given
to the international tourists at Suvarnabhumi International Airport following their purchases at
ABC duty-free shop. The researcher selected tourists who appeared available to answer the
questionnaires during the survey period. Moreover, throughout October and November, 2014,
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researcher spent 1 week and 6 hours per day to collect 200 questionnaires from the rest area of
ABC Downtown Complex. During the survey period, the questionnaires were given to the
international tourists after they purchased at the ABC Downtown Complex and stay at the rest
area to wait for their friends and relatives. Observing the ethical issues of conducting a research,
at :first, the researcher screened tourists to ensure their post purchase experience at the duty-free
shops in Suvamabhumi International Airport and ABC Downtown Complex. And then, the
researcher explained that this research was carried to gain information for the purpose of
education only and the information would be treated with high confidentiality to participant
respondents. Moreover, the researcher asked each tourist before giving the questionnaire whether
they would like to participation or not. In the end, if the passengers answered "yes", researcher
asked them to read carefully, understand and complete the questionnaire.

4.5 Pre-test
The researcher conducted a pre-testing by distributing 30 sets of questionnaire to international
tourists at arriving lounge of Bangkok Suvarnabhumi International Airport on 5th and 61h August,
2014. In order to analyze the reliability of the questionnaire, the researcher corrected the mistakes
and adjusted the structures.·

4.5.1 Reliability

In order to evaluate the reliability of the questionnaire, researcher used SPSS program

(Statistic Package for the Social Sciences) to analyze collected data.

According to Sekaran (1992), the measurement of internal consistency of questionnaire, can
help researcher to know whether individuals respond was consistent or not for each item within a
scale, and the SPSS software can be used to get Cronbach's Alphas for each dimension and
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scale's question of one questionnaire. What's more, the researcher also informed that Cronbach's
Alpha is the most popular ways to measure the internal consistency of items, and it measures the
answer of different respondents is correlated highly with each other or not, and the number of
Cronbach's Alpha should be more than 0.60 for a set of items.

Table 4.1 Reliability Statistics of Pre-test
Variables

Cronbach's Alpha

Number of Items

Perceived Quality

0.947

16

Perceived Value

0.967

9

Tourist Satisfaction

0.974

5

All Items

0.978

30

Source: Developed by the researcher

Table 4.1 shows the value ofreliability analysis for each variable tested by Cronbach's Alpha.

As a result of the pre-test the reliability, all Cronbach's Alphas of each variable is higher
than .60 which means tEe questionnaire is reliable and support to continue this research.

4.6 Statistical Treatment
4.6.1 Descriptive Analysis

There are three types -of statistical analysis: descriptive, explanatory and evaluative. Before
considering the process of analyzing questionnaire survey data, the researcher might need to
understand which research type uses what kind of SPSS procedures.

This study was conducted by gathering 400 questionnaires presentation of information in a
fairly simple form. In order to determine the relationship between international tourists' overall
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perceived performance and satisfaction at duty-free shops in Bangkok, and to better interpret the
results of the survey, researcher used descriptive analysis to present the distribution frequency,
percentage, standard deviation and mean to analysis variables of this study (Zikmund, 2000).

4.6.2 Inferential Analysis

Researcher used inferential analysis for each hypothesis to fulfill statistical tests m each
statistic business research,

4.6.2.1 Factor Analysis

Factor analysis is a statistical technique used to identify a relatively small number of factors
that can be used to represent relationships among sets of many interrelated variables (Norusis,
1990). There are three steps in factor analysis: examine the correlation matrix, factor extraction
and factor rotation.

Examining the correlation matrix, m this segment introduced two measures which are
Bartlett's test of sphericity and the Kaiser-Meyer-Olkin (KMO). Bartlett's measure tests the null
hypothesis that the original correlation matrix is an identity matrix. For factor analysis a
significance value less than 0.05 indicate that the R-matrix is not an identity matrix. Therefore,
there are some relationships between variables, the approximately multivariate normal and
acceptable for factors analysis (Norusis, 1990). Kaiser-Meyer-Olkin (KMO) is a measure of
whether the distribution of value is adequate for conducting factor analysis and the KMO
measurement produces value from 0 to 1. A value of 0 indicates that the sum of partial
correlations is large relative to the sum of correlation, so the factor analysis is likely to be
inappropriate. A value close to 1 indicates that patterns of correlations are relatively, so the factor
analysis is reliable factors (Norusis, 1990). Kaiser & Rice (1974) stated that: KMO values greater
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than 0.9 as marvelous; KMO values great than 0.8 as meritorious; KMO values great than 0.7 as
middling; KMO values great than 0.6 as mediocre; KMO values great than 0.5 as miserable and
KMO less than 0.5 as unacceptable.

The purpose of factor extraction is to extract the factors. The value indicates the proportion of
each variable's variance that can be explained by the retained factors. Variables with high values
are well represented in the common factor space, while variables with low values are not well
represented (Norusis, 1990). The principal component method is used in this study. Moreover,
based on the literature review in Chapter 2, researcher already knew exactly there are two factors
of perceived value, so researcher could set the extraction method to a specify " Number of
factors".

The purpose of factor rotation is to attempt transforming initial matrix into one that is easier to
interpret. Factor rotation can be "orthogonal" which means factors are not highly correlated with
each other and "oblique" which means factors are correlated with one another. Varimax rotation
is one method of "orthogonal" that was recommended as the standard approach by Kaiser & Rice
(1974). Therefore, varimax rotation was used to identify perceived quality variable and perceived value

variable in this study.

4. 6.2.2 Correlation Coefficient

Zikmund (2000) stated that Pearson's r is used to measure data on interval and ratio scale of
measurement. It shows that to evaluate hypothesis when all variable are on interval scale of
measurement, Pearson's r is most useful and suitable way to test the correlation, so the researcher
has used of the following formula to test correlation.

Equation (2)
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Where:
r = Correlation coefficient between x and y

1.: x

=Total sum of x

LY

=Total sum of y

l.:x 2 =Total sum from power two ofx

.L y 2 = Total sum from power two of y
L xy =Total sum from xy
n =Number of member each group
Sources: Zikmund (2000). Business Research Methods, 6th Edition, -Fort Worth, TX: The Dryden
Press, p.256

The value of r always lies inclusively between -1 and + 1. If it is close to -1 shows a strong
negative correlation, and if it is close to + 1 shows a strong positive correlation. Drawing an
analogy between p-value or observed significance level is an essential step in testing a hypothesi_s.
The most widely use levels of significance are 0.05 and 0.01. In this study researcher can be at
least 95% certain that the relationship among the variables is not due to chance and researcher
can conclude that there is no a significant relationship among the variables in case the probability
of obtaining the test statistic by chance along of a test is higher than 0.05, if happens, researcher
can say the null hypothesis is accepted (Cooper & Schindler, 2008). Furthermore according to
Cooper & Schindler (2008), by calculating the correlation coefficient between two variables, the
researcher will be able to measure the strength and direction of the relationship.
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Table 4.2 The Correlation Coefficients in terms of Strength of Relationship
Strength of Relationship

Range of Coefficient

Very Weak

±0.00 to ±0.20

Weak

±0.21 to ±0.40

Moderate

±0.41 to ±0.60

Strong

±0.61 to ±0.80

Very Strong

±0.81 to ±1.00

',,

I
Sources: Cooper & Schindler (2008). Business Research Methods, 10th Edition. Boston:
McGraw-Hill, p.468.

Hence, the researcher uses inferential analysis to evaluate the hypothesis created according to
conceptual framework in Chapter 3, section 3.3, page 37.
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4.7 Summary of Hypotheses and Statistical Test
Table 4.3 Statistical Method Used for Data Analysis

Statistical Method Used for Data Analysis
No.

Hypothesis Statements

Statistical
Test

Hol.l

There is no significant relationship between international tourists' perceived

Pearson's r

quality of product feature and satisfaction at duty-free shops in Bangkok
There is a significant relationship between international tourists' perceived
Hal.l

quality of product feature and satisfaction at duty-free shops in Bangkok

Hol.2

There is no significant relationship between international tourists' perceived

Pearson's r

quality of customer service and satisfaction at duty-free shops in Bangkok
There is a significant relationship between international tourists' perceived
Hal.2

quality of customer service and satisfaction at duty-free shops in Bangkok

Hol.3

There is no significant relationship between international tourists' perceived

'

Pearson's r

quality of shopping environment and satisfaction at duty-free shops in Bangkok
There is a sign_ificant relationship between international tourists' perceived
Hal.3

quality of shopping environment and satisfaction at duty-free shops in Bangkok

Ho2.l

There is no significant relationship between international tourists' perceived

Pearson's r

value of affective value and satisfaction at duty-free shops in Baqgkok
There is a significant relationship between international tourists' perceived
Ha2.l

value of affective value and satisfaction at duty-free shops in Bangkok

Ho2.2

There is no significant relationship between international tourists' perceived
value of functional value and satisfaction at duty-free shops in Bangkok
There is a significant relationship between international tourists' perceived

Ha2.2

value of functional value and satisfaction at duty-free shops in Bangkok

Source: Developed by the researcher
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Pearson's r

0

CHAPTERS

DATA ANALYSIS
According to the discussion on research methodology in chapter 4, the researcher applied
SPSS Program (Statistic Package for the Social Sciences) to analyze collected data in this chapter.

It is not only descriptive analysis, but also hypotheses testing result. Moreover, the chapter covers
a number of statistical tests which are appropriate for different types of data to understand the
respondents' characteristics. Furthermore, the extent of relationships among variables is
measured in this chapter.

Therefore, the researcher applied descriptive analysis to summarize gathered primary data for
better interpretation and inferential analysis for each hypothesis and to fulfill statistical tests of
this research.

5 .1 Descriptive Analysis
Zikmund (2000) stated that descriptive analysis is used to summarize gathered primary data for
better interpretation. Therefore, the researcher applied frequency and percentage to analyze
demography, purchase behaviors and shopping experience ofrespondents at ABC duty-free shop.
Likewise, the dependent and independent variables are analyzed using mean and standard
deviation.
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5 .1.1 Descriptive Analysis (Frequency and Percentage)
Table 5.1 Frequency of Respondents by Gender

Gender

Valid

Frequency

Percent

Valid Percent

Cumulative Percent

Male

209

52.3

52.3

52.3

Female

191

47.8

47.8

100.0

Total

400

100.0

100.0
"'

"

Figure 5.1 Bar Chart of Frequency of Respondents by Gender
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Table 5.1 shows that out of 400 international respondents, majority or 209 respondents (52.3%)
were male and 191 (4 7. 8%) respondents were female. Therefore, the distribution in this study
shows that the majority of international tourists were male.
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Table 5.2 Frequency of Respondents by Country
Country

Frequency

Percent

Valid Percent

Cumulative Percent

China

205

51.3

51.3

51.3

Country
Valid

USA

15

3.8

3.8

55.0

Spain

9

2.3

2.3

57.3

France

10

2.5

2.5

59.8

Norway

7

1.8

1.8

61.5

Malaysia

8

2.0

2.0

63.5

Japan

5

1.3

1.3

64.8

Germany

4

1.0

1.0

65.8

Indonesia

7

1.8

1.8

67.5

Australia

5

1.3

1.3

68.8

Italy

10

2.5

2.5

71.3

UK

11

2.8

2.8

74.0

Ireland

5

1.3

1.3

75.3

Singapore

11

2.8

2.8

78.0

Belgium

3

.8

.8

78.8

., __

4

1.0

1.0

79.8

Portugal

6

1.5

1.5

81.3

India

6

1.5

1.5

82.8

Nepal

8

2.0

2.0

84.8

Netherlands

Bangladesh

5

1.3

1.3

86.0

Canada

5

1.3

1.3

87.3

Mongolia

2

.5

.5

87.8

Afghanistan

1

.3

.3

88.0

3

.8

.8

88.8

2

.5

.5

89.3

Myanmar

3

.8

.8

90.0

South Korea

Pakistan
Ukraine

-·

7

1.8

1.8

91.8

Guinea

3

.8

.8

92.5

Laos

5

1.3

1.3

93.8

Anguilla

3

.8

.8

94.5

Solomon Island

1

.3

.3

94.8

Maldives

1

.3

.3

95.0

Oman

2

.5

.5

95.5

Switzerland

2

.5

.5

96.0

Mexico

3

.8

.8

96.8

Denmark

3

.8

.8

97.5

Philippines

2

.5

.5

98.0

Egypt

1

.3

.3

98.3

Sri Lanka

1

.3

.3

98.5

Brunei

1

.3

.3

98.8

Vietnam

3

.8

.8

99.5

Brazil

2

.5

.5

100.0

Total

400

100.0

100.0
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Figure 5.2 Pie Chart of Frequency of Respondents by Country
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Table 5.2 shows that the 400 international respondents came from five regions and 42
countries. 286 respondents (71.5%) came from Asia region involved 20 countries, 25-respondents
(6.25%) came from America region involved 4 countries, 1 respondent (0.25%) came from
Africa, 76 respondents (19%) were from Europe region that involved 13 countries, and 12
respondents (3%) came from Oceania region involved 4 countries. Therefore, Asians, especially
Chinese tourists, constitute the majority of the respondents in this study.
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Table 5.3 Frequency of Respondents Traveling by Air
Air travel frequency

Valid

Frequency

Percent

Valid Percent

Cumulative Percent

Every 1 month

46

11.5

11.5

11.5

Every 3 month

111

27.8

27.8

39.3

Every 6 month

84

21.0

21.0

60.3

Every 1 year

119

29.8

29.8

90.0

Other

40

10.0

10.0

100.0

Total

400

100.0

100.0

Figure 5.3 Bar Chart of Frequency of Respondents Traveling by Air
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Table 5.3 shows that out of 400 international respondents, 46 respondents (11.5%) declared
that the frequency they travel by air is "every 1 month", 111 respondents (27.8%) declared the
frequency is "every 3 months", 84 respondents (21%) declared the frequency "every 6 months",
119 respondents (29.8%) declared the frequency "every 1 year", and 40 respondents (10%)
declared the frequency for "other" which specify as "more than 1 year" and "depend on their
holidays". Thus it was concluded that the majority ofrespondents' frequency travel by air usually
"every 1 year".
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Table 5.4 Frequency of Respondents Based on Travel Reason
Travel reason

Valid

Frequency

Percent

Valid Percent

Cumulative Percent

66

16.5

16.5

16.5

Leisure

299

74.8

74.8

91.3

Visit relatives

23

5.8

5.8

97.0

Education

9

2.3

2.3

99.3

Other

3

.8

.8

100.0

Total

400

100.0

100.0

Business

Figure 5.4 Bar Chart of Frequency of Respondents Based on Travel Reason
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Table 5.4 shows that out of 400 international respondents, majority of (299 respondents or
74.8%) declared that their travel reason was "leisure", 66 respondents (16.5%) declared the
reason "business", 23 respondents (5.8%) declared the reason to "visit relatives", 9 respondents
(2.3%) declared the reason for "education" and 3 respondents (0.8%) declared the reason for
"other" which specify as "medical". Therefore, it can be concluded that the majority respondents'
reason to travel was "leisure".
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Table 5.5 Frequency of Respondents Purchase Frequency at duty-free area

Purchase frequency
Frequency

Percent

Valid Percent

Cumulative Percent

Every time

100

25.0

25.0

25.0

Almost every time

126

31.5

31.5

56.5

Only if I have time

69

17.3

17.3

73.8

Only have good offer

98

24.5

24.5

98.3

Other

7

1.8

1.8

100.0

Total

400

100.0

100.0

Valid

Figure 5.5 Bar Chart of Frequency of Respondents Purchase Frequency at duty-free area
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Table 5.5 shows that out of 400 international respondents, majority of 126 respondents (31.5%)
declared that their purchase frequency is "every time", 100 respondents (25%) declared purchase
frequency "almost every time", 98 respondents (24.5%) declared purchase frequency "only have
good offer", 69 respondents (17.3%) declared purchase frequency for "only ifl have time" and 7
respondents (1.8%) declared purchase frequency "other" which specify as "when I have money".
Therefore, it can be concluded that the majority purchase frequency of respondents was "almost
every time".
62

....

Table 5.6 Frequency of Respondents Time Spent at duty-free shop

Time spent

Valid

Frequency

Percent

Valid Percent

Cumulative Percent

Less than 10 mins

51

12.8

12.8

12.8

10 mins-20 mins

110

27.5

27.5

40.3

30 mins-1 hour

119

29.8

29.8

70.0

1 hour-2 hour

120

30.0

30.0

100.0

Total

400

100.0

100.0

Figure 5.6 Bar Chart of Frequency of Respondents Time Spent at duty-free shop
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Table 5.6 shows that out of 400 international respondents, 120 respondents (30%) declared
"lhour-2 hours" as their time spent at duty-free shop, 119 respondents (29.8%) declared "30
mins-1 hour" as their time spent at duty-free shop, 110 respondents (27.5%) declared "10 mins20 mins" as their time spent at duty-free shop and 51 respondents (12.8%) declared "less than 10
mins" as their time spent at duty-free shop in this study. Therefore, it can be concluded that the
majority ofrespondents' time spent at duty-free shop was "lhour-2 hours".
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Table 5.7 Frequency of Respondents Purchase Ability at duty-free shop
Purchase ability

Valid

Frequency

Percent

Valid Percent

Cumulative Percent

Under 1,000 B

42

10.5

10.5

10.5

1,000 B-5,000 B

123

30.8

30.8

41.3

5,000 B-10,000 B

92

23.0

23.0

64.3

1,0000 B-20,000 B

88

22.0

22.0

86.3

More than 20,000 B

50

12.5

12.5

98.8

5

1.3

1.3

100.0

400

100.0

100.0

Almost didn't buy

''•,i"

,•

Total

Figure 5.7 Bar Chart of Frequency of Respondents Purchase Ability at duty-free shop
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Table 5.7 shows that out of 400 international respondents, 123 respondents (30.8%) declared
"l,000 B-5,000 B" as their "purchase ability", 92 respondents (23%) declared "5,000 B-10,000 B"
as their "purchase ability", 88 respondents (22%) declared "l,0000 B-20,000 B" as their
"purchase ability", 50 respondents (12.5%) declared "more than 20,000 B" as their "purchase
ability", 42 respondents (10.5%) declared "under 1,000 B" as their "purchase ability" and 5
respondents (1.3%) declared "almost didn't buy" as their "purchase ability" in this study. Thus it
concluded that the majority "purchase ability" ofrespondents' was "l,000 B-5,000 B".
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Table 5.8 Frequency of Respondents Purchase Expectation at duty-free shop

Expectation

Valid

Frequency

Percent

Valid Percent

Cumulative Percent

Value price

182

45.5

45.5

45.5

Quality product

116

29.0

29.0

74.5

Brand image

63

15.8

15.8

90.3

Convenient

33

8.3

8.3

98.5

Other

6

1.5

1.5

100.0

Total

400

100.0

100.0

Figure 5.8 Bar Chart of Frequency of Respondents Purchase Expectation at duty-free
shop
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Table 5.8 shows that out of 400 international respondents, a majority or 182 respondents
(45.5%) declared their expectation is ''value price", 116 respondents (29%) declared for their
expectation for "quality product", 63 respondents (15.8%) declared expectation is "brand image",
33 respondents (8.3%) declared expectation is "convenient" and 6 respondents (1.5%) declared
expectation is "other" with no specify. Therefore, it can be concluded that the majority
expectation of respondents was "value price".
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Table 5.9 Frequency of Respondents Purchase Preference at duty-free area

Preference

Valid

Frequency

Percent

Valid Percent

Cumulative Percent

Promotions

129

32.3

32.3

32.3

Product features

158

39.5

39.5

71.8

Customer service

60

15.0

15.0

86.8

Shopping environment

47

11.8

11.8

98.5

Other

6

1.5

1.5

100.0

Total

400

100.0

100.0

Figure 5.9 Bar Chart of Frequency of Respondents Purchase Preference at duty-free area
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Table 5.9 shows that out of 400 international respondents, a majority or 158 respondents
(39.5%) declared that their "preference" for "product features'', 129 respondents (32.3%)
declared for "preference" for "promotions", 60 respondents (15%) declared "preference" for
"customer service", 47 respondents (11.8%) declared "preference" for "shopping environment"
and 6 respondents (1.5%) declared "preference" for "other" with no specify. Therefore, it can be
concluded that the majority preference of respondents was "product features".
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Table 5.10 Frequency of Respondents Purchase Product Category

Product category

Valid

Frequency

Percent

Valid Percent

Cumulative Percent

Cosmetics & Fragrances

188

47.0

47.0

47.0

Tobacco

50

12.5

12.5

59.5

Confectionery

33

8.3

8.3

67.8

Alcohol

45

11.3

11.3

79.0

Accessories

30

7.5

7.5

86.5

Fashion

37

9.3

9.3

95.8

Other

17

4.3

4.3

100.0

Total

400

100.0

100.0

Figure 5.10 Pie Chart of Frequency of Respondents Purchase Product Category
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Table 5.10 shows that out of 400 international respondents, 188 respondents (47%) declared
product category of "cosmetics & fragrances", 50 respondents (12.5%) declared product category
of "tobacco", 45 respondents (11.3%) declared product category of "alcohol", 37 respondents
(9.3%) declared product category of "fashion", 33 respondents (8.3%) declared product category
of "confectionery", 30 respondents (7 .5%) declared product category of "accessory" and 17
respondents (4.3%) declared product category of "other" with specify "electronic", "souvenir"
and "local product".
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5.1.2 Descriptive Analysis (Mean and Standard Deviation)
Table 5.11 Descriptive Analysis of Perceived Quality (N = 400)

Descriptive Statistics

Minimum

Maximum

Mean

Std. Deviation

2
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

5
5
5
5
5
5
5
5
5
5
5
5
5
5
5
5

4.44
4.16
4.12
4.05
3.95
3.96
3.92
4.09
4.07
3.90
3.92
3.84
3.75
3.67
3.75
3.79

.643
.864
.865
.923
.958
.993
1.029
.940
.976
1.065
1.061
1.044
1.150
1.095
1.053
1.075

Clean and hygiene environment is evident
Comfortable atmosphere to purchase is noticeable
Good merchandise display
Physical facilities offer at the entrance
Relax space with instruction & information
Various range of products are available
Offer special and limited edition products
Quality reliability of products
Genuine commodity of products
Opportunities to test products

.,

..

Provide prompt service to me
Ease of Communication in my languages with employees
Warm and pleasure service attitude
Appropriate suggestion and recommendation
The brand "ABC Duty Free" is high quality
I can trust on purchasing products at ABC duty-free shop
Valid N (listwise)
Total of Mean

3.96

Table 5._11 shows that, in terms of perceived quality statements, the highest mean of 4.44
belongs to "clean and hygiene environment (inside and entrance) is evident". This shows that the
highest agree level of respondents came from the physical environment at duty-free shops in
Bangkok, and the lowest mean 3.67 belongs to "appropriate suggestion and recommendation"
which shows that lowest agree level for respondents accepted the employees' service of
appropriate suggestion and recommendations at duty-free shops in Bangkok. There might be
many reasons that influenced the respondents' perception during service processes, such as didn't
have enough employees' provide service to respondents.

Moreover, the table indicates that there were two groups expressing international tourists'
perceived quality. The first group included five items which received high mean scores and
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showed international tourists' perceived quality from "strongly agree" to "agree" level. The item
"comfortable atmosphere to purchase is noticeable" has the mean score of 4.16, which showes
that the respondents' were satisfied with the shopping atmosphere. Followed statement "good
merchandise display" has a mean score of 4.12 which shows that simple and effective
merchandise display attracted respondents. The item "quality reliability of products" has the
mean score 4.09 which shows that respondents believed quality of the products at the duty-free
shops. The fourth statement "genuine commodity of products" has the mean score 4.07 which
showing that respondents identified the genuine commodity of the products at the duty-free shops.

~''"

I~~
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The last statement "the physical facilities offer at the entrance" has mean score 4.05 which shows
that respondents felt convenient the duty-free shops offered physical facilities at the entrance.

The second group included nine statements with which the tourists' perceived quality from
"agree" to "neither agree nor disagree" level. The first statement of "various ranges of products
are available" (m

=

3.96). The remaining statements were "relax space with instruction and

information" (m = 3.95); "offer special and limited editions products" and "provide prompt
service to me" (m = 3.92); "opportunities to test products" (m = 3.90); "ease of communication in
my language with employees" (m
- shop" (m

=

=

3.84); "I can trust on purchasing products at ABC duty-free

3.79); "warm and pleasure service attitude" and "ABC Duty Free brand is high

quality" (m = 3.75). These results indicated that respondents tend to be "agree" regarding
measures taken by the ABC duty-free shops in Bangkok. Therefore, ABC duty-free shops in
Bangkok should maintain preeminence of which statements have the high mean scores and
improve these statements with relatively low mean scores.
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Table 5.12 Descriptive Analysis of Perceived Value (N = 400)

Descriptive Statistics

I think I can save money from using ABC duty-free shop
The prices paid for purchasing duty-free product were a very good
value for money
The prices of the product purchased were acceptable
I enjoyed purchasing at ABC duty-free shop
I think ABC duty- free shop meet my expectation
I think the shopping environment of ABC duty-free shop is good
I think product of ABC duty-free shop is worth to buy
I think service of ABC duty-free shop is acceptable
I think purchase of ABC duty-free shop is well organized
Valid N (listwise)
Total of Mean

Minimum

Maximum

Mean

Std. Deviation

1
1

5
5

3.47
3.47

.884
.675

1
1
1
1
1
1
1

5
5
5
5
5
5
5

3.42
3.79
3.78
3.85
3.66
3.91
3.89

.713
.980
.986
.996
.873
.921
.968

3.69

Table 5.12 shows that, in terms of perceived value statements, the highest mean of 3.91
belongs to "I think service of ABC duty-free shop is acceptable", which shows that respondents
were accepted the service at the ABC duty-free shops. The statement "the prices of the product
purchased were acceptable" had the lowest mean score 3.42, showing that many respondents
weren't satisfied with the product prices at ABC duty-free shops, respondents were complained
about the prices especially foi: the local products and package foods more expensive than other
shops. It sug;gested that ABC duty-free shops need to concern about the product prices to meet
respondents' expectation.

Moreover, the table indicated another seven statements with which tourists' perceived value
from "agree" to "neither agree nor disagree" level. The item "I think purchase of ABC duty-free
shop is well organized" has the mean score of 3.89. The remaining statements were "I think the
shopping environment of ABC duty-free shop is good" has the mean score 3.85; "I enjoyed
purchasing at ABC duty-free shop" has the mean score 3.79; "I think ABC duty- free shop meet
my expectation" has the mean score 3.78; "I think product of ABC duty-free shop is worth to buy"
has the mean score 3.66; "I think I can save money from using ABC duty-free shop" and "the
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prices paid for purchasing duty-free product were a very good value for money" has the mean
score 3.47. These results indicated that respondents tend to be "agree" regarding measures taken
by their perceived value with the ABC duty-free shops in Bangkok. However, ABC duty-free
shops in Bangkok need to handle these complaints and listen to the tourists.

Table 5.13 Descriptive Analysis of Tourists' Satisfaction (N = 400)

Descriptive Statistics

"""
Minimum

Maximum

Mean

Std. Deviation

In general, I'm satisfied with duty-free items that I purchased in
the ABC duty-free shop

1

5

3.99

.893

I'm satisfied with the use of ABC duty-free shop in Bangkok

1
1

5
5

3.96
3.86

.896
.901

Overall I'm satisfied with my decision to visit ABC duty-free
shop in Bangkok

1

5

3.92

.872

I will revisit ABC duty-free shop in the future

1

5

3.92

.901

I think my choice of ABC duty-free shop was wise when
purchasing duty-free items

Valid N (listwise)
Total of Mean

3.93

According to the Table 5.13, in terms of tourists' satisfaction statements, respondents agreed to
"In general, I'm satisfied with duty-free items that I purchased in the ABC duty-free shop",
which got the highest mean 3.99 that shows respondents overall satisfied with the products they
purchased in duty-free shops. The statement "I think my choice of ABC duty-free shop was wise
when purchasing duty-free items" which got the lowest mean 3.86 that shows respondents agreed
to purchase at ABC duty-free shops were wise choice. Moreover, the table indicated, the
statement "I'm satisfied with the use of ABC duty-free shop in Bangkok" has the mean score
3.96 and another two statements "Overall I'm satisfied with my decision to visit ABC duty-free
shop in Bangkok" and "I will revisit ABC duty-free shop in the future" has the same mean score
3.92. These results indicated that respondents tend to be "agree" regarding measures taken by the
ABC duty-free shops in Bangkok. Therefore, ABC duty-free shops still need to concern about
tourists' satisfaction in the early future.
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5 .2 Reliability Analysis of Research Instrument
Table 5.14 Reliability Statistics of Research Instrument
Variables

Cronbach's Alpha

Number ofltems

Perceived Quality

0.907

16

Perceived Value

0.856

9

Tourist Satisfaction

0.891

5

All Items

0.946

30

'" .,

Source: Developed by the researcher

As a result the reliability statistics of the research instrument, all Cronbach's Alphas of each
variable is higher than .60 which means the questionnaire is reliable and support to c01_1tinue this
research and it was explained in Chapter 4.

5.3 Factor Analysis (Appendix D)
5.3.1 Perceived Quality

The researcher considered all the dimensions of perceived quality together. From literature
review in Chapter 2, perceived quality involved the product features, shopping environment and
customer service to evaluate international tourists' satisfaction. Thus, individualized analysis of
each of factors was made, in order to carry out a prior refinement of the items used in the
measurement of the questionnaire. An exploratory factor analysis was performed in order to
assess the dimensionality of the instrument. The principal component factor method with varimax
rotation was used to generate the factors underlying 16 items of perceived quality variable. The
overall significance of the correlation matrix of Perceived Quality was 0.000, with a Bartlett test
of sphericity value of2917.108. Therefore, there were some relationships between variables, the
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approximately multivariate normal and acceptable for factors analysis. Since Kaiser-Meyer-Olkin
overall measure of sampling adequacy was 0.902, thus factor analysis was considered an
appropriate technique for this research. The three factors were found with eigenvalues more than
1.00 with total variance accounted for 58.543%. Items with factors loading great than 0.50 were
considered significant in the analysis. Therefore, the three factors extracted with factor loading
and reliability alpha was summarized as below:

Table 5.15 Factor Analysis of Perceived Quality
Factors

Factor 1 Product Feature
Various range of products are available
Offer special and limited edition products
Quality reliability of products
Genuine commodity of products
Opportunities to test products
The brand "ABC Duty Fre~" is high quality
I can trust on purchasing products at ABC duty-free shop
Factor 2 Customer Service
Provide prompt service to me
Ease of Communication)n my languages with employees
Warm and pleasure service attitude
Appropriate suggestion and recommendatfon
Factor 3 Shopping Environment
Clean and hygiene environment is evident
Comfortable atmosphere to purchase is noticeable
Good merchandise display
Physical facilities offer at the entrance
Relax space with instruction & information

Factor

Reliability

Loading

Alpha
0.861

0.593
0.631
0.719
0.771
0.611
0.608
0.656
0.818
0.735
0.794
0.719
0.628
0.773
0.629
0.631
0.736
0.592
0.632

Source: Developed by the researcher

The three factors explained 58.543% of the variance, and the eigenvalues range from 1.211 to
6.761, and the attendant cronbach alpha values ranged from 0.773 to 0.861. Based on the
similarities and characteristics of items in each factor, the researcher named the factors as follows:
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Factor 1 was named Product Feature. This involved 7 items of perceived quality. The items
"various range of products are available"; "offer special and limited edition products"; "quality
reliability of products"; "genuine commodity of products"; "opportunities to test products"; "the
brand ABC Duty Free is high quality" and "I can trust on purchasing products at ABC duty-free
shop". This factor explained most of the variance in the data with 42.259% and this factor related
to the product quality at duty-free shops in Bangkok.
I' ~ I ;

Factor 2 was named Customer Service involving 4 items of perceived quality. Factor 2
comprised "provide prompt service to me'', "ease of Communication in my languages with
employees", "warm and pleasure service attitude" and

"appropriate suggestion and

recommendation" items. This factor explained 8.712% of the total variance. Customer service
reflect~d

service quality provided to the tourists.

Factor 3 was named Shopping Environment involving 5 items of perceived quality. This
factor included "clean and hygiene environment is evident", "comfortable atmosphere to
purchase is noticeable", "good merchandise display", "physical facilities offer at the entrance"
and "relax space with instruction & information". This factor accounted for 7.572% of the
variance explained in the data. This factor concerned environment atmosphere observed by the
tourists.

5.3.2 Perceived Value

The principal component factor method with varimax rotation was used to generate the factors
underlying 9 items of perceived value variable. The overall significance of the correlation matrix
of Perceived Quality was 0.000, with a Bartlett test of sphericity value of 1531.087. Therefore,
there were some relationships between variables, the approximately multivariate normal and
acceptable for factors analysis. Since Kaiser-Meyer-Olkin overall measure of sampling adequacy
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was 0.854, thus factor analysis was considered an appropriate technique for this research. The
two factors were found with eigenvalues more than 1.00 with total variance accounted for
64.004%. Items with factors loading great than 0.50 were considered significant in the analysis.
Therefore, the two factors extracted with factor loading and reliability alpha was summarized as
below:

Table 5.16 Factor Analysis of Perceived Value
Factors

Factor

Reliability

Loading

Alpha

111!1

Factor 1 Affective Value
I enjoyed purchasing at ABC duty-free shop
I think ABC duty- free shop meet my expectation
I think the shopping environment of ABC duty-free shop is good
I think product of ABC duty-free shop is worth to buy
I think service of ABC duty-free shop is acceptable
I think purchase of ABC duty-free shop is well organized
Factor 2 Functional Value
I think I can save money from using ABC duty-free shop
. The prices paid for purchasing duty-free product were a very good
value for money
The prices of the product purchased were acceptable

0.882
0.778
0.790
0.791
0.709
0.807
0.795

1111'

1111'

111"

0.721
0.704
0.837
0.839

Source: Developed by the researcher
-

The two factors explained 64.004% of the variance, and the eigenvalues range from 1.540 to
4.220, and the attendant cronbach alpha values ranged from 0.721 to 0.882. Based on the
similarities and characteristics of items in each factor, the factors as follows:

Factor 1 was Affective Value involving 6 items of perceived value. The items were "I enjoyed
purchasing at ABC duty-free shop"; "I think ABC duty- free shop meet my expectation"; "I think
the shopping environment of ABC duty-free shop is good"; "I think product of ABC duty-free
shop is worth to buy"; "I think service of ABC duty-free shop is acceptable" and "I think
purchase of ABC duty-free shop is well organized". This factor explained most of the variance in
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the data with 46.893% and this factor related to the feeling and emotions of tourists at duty-free
shops in Bangkok.

Factor 2 was Functional Value involving 3 items of perceived value. Factor 2 comprised "I
think I can save money from using ABC duty-free shop", "the prices paid for purchasing dutyfree product were a very good value for money" and "the prices of the product purchased were
acceptable" items. This factor explained 17 .111 % of the total variance. Functional value related
to the economic evaluation by tourists at duty-free shops in Bangkok.
!l"•I
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5.4 Hypotheses Testing
Hypothesis 1.1 (Hl.1)

Perceived

Ho 1.1: There is no significant relationship between international tourists' perceived

Quality and quality of product feature and satisfaction at duty-free shops in Bangkok
Satisfaction
Hal .1: There is a significant relationship between international tourists' perceived
quality of product feature and satisfaction at duty-free shops in Bangkok
lllllljl
11111~

Table 5.17 Pearson's Correlation Coefficient Analysis for Hypothesis 1.1

111111111
11 ~ : : :

.'I

::::d
Iii'<:,!

Correlations

PF ·

Pearson Correlation

PF

TS

1

.607

Sig. (2-tailed)

.000

N
TS

..

400

400

Pearson Correlation

.607

1

Sig. (2-tailed)

.000

N

400

..

400

**. Correlation is significant at the 0.01 level (2-tailed).

From Table 5.17, the p-value equals 0.000, which is less than 0.01, thus, the null hypothesis
Ho 1.1 was rejected. So if could be interpreted there is a significant relationship between
perceived quality of product feature and international tourists' satisfaction. Likewise, Pearson
Coefficient of Correlation is 0.607 which indicated that there is a strong positive relationship
between two variables.
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Hypothesis 1.2 (Hl.2)

Perceived
Quality and

Ho 1.2: There is no significant relationship between international tourists' perceived
quality of customer service and satisfaction at duty-free shops in Bangkok

Satisfaction
Hal .2: There is a significant relationship between international tourists' perceived
quality of customer service and satisfaction at duty-free shops in Bangkok

Table 5.18 Pearson's Correlation Coefficient Analysis for Hypothesis 1.2

Correlations

cs
cs

TS

1

Pearson Correlation

..

.000

Sig. (2-tailed)
N
TS

.580

400

..

Pearson Correlation

.580

Sig. (2-tailed)

.000

N

400

400

1

400

**. Correlation is significant at the 0.01 level (2-tailed).

From Table 5.18, the p-value equals 0.000, which is less than 0.01, thus, the null hypothesis
Hol.2 was rejected. So it could be interpreted there is a significant relationship between
perceived quality of customer service and international tourists' satisfaction. Likewise, Pearson
Coefficient of Correlation is 0.580 which indicated that there is a moderate positive relationship
between two variables.
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Hypothesis 1.3 (Hl.3)

Perceived
Quality and

Hol.3: There is no significant relationship between international tourists' perceived
quality of shopping environment and satisfaction at duty-free shops in Bangkok

Sati sfacti on
Hal.3: There is a significant relationship between international tourists' perceived
quality of shopping environment and satisfaction at duty-free shops in Bangkok
''

"

Table 5.19 Pearson's Correlation Coefficient Analysis for Hypothesis 1.3
Correlations
SE
SE

TS

Pearson Correlation

1

Sig. (2-tailed)

..

.000

N
TS

.511

400

Pearson Correlation

.511

..

Sig. (2-tailed)

.000

N

400

400

1

400

**. Correlation is significant at the 0.01 level (2-tailed).

From Table 5.19, the p-value equals 0.000, which is Jess than 0.0 I, thus, the null hypothesis
Ho 1.3 was rejected. So it could be interpreted there is a significant relationship between
perceived quality of shopping environment and international tourists' satisfaction. Likewise,
Pearson Coefficient of Correlation is 0.511 indicated that there is a moderate positive relationship
between two variables.
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Hypothesis 2.1 (H2.l)

Perceived

Ho2. l: There is no significant relationship between international tourists' perceived

Value and

value of affective value and satisfaction at duty-free shops in Bangkok

Satisfaction
Ha2.1: There is a significant relationship between international tourists' perceived
value of affective value and satisfaction at duty-free shops in Bangkok

Table 5.20 Pearson's Correlation Coefficient Analysis for Hypothesis 2.1
~111111

Correlations
AV
AV

TS

1

Pearson Correlation
Sig. (2-tailed)

.000

N
TS

..

.793

400

..
.793

Pearson Correlation
Sig. (2-tailed)

.000

N

400

400

1

400

**. Correlation is significant at the 0.01 level (2-tailed).

From Table 5.20, the p-value equals 0.000, which is less than 0.01, thus, the null hypothesis
Ho2.1 was rejected. So it could be interpreted there is a significant relationship between
perceived value of AV (Affective Value) and TS (Tourists' Satisfaction). Likewise, Pearson
Coefficient of Correlation is 0.793 indicated that there is a strong positive relationship between
two variables.
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Hypothesis 2.2 (H2.2)

Perceived

Ho2.2: There is no significant relationship between international tourists' perceived

Value and

value of functional value and satisfaction at duty-free shops in Bangkok

Satisfaction
Ha2.2: There is a significant relationship between international tourists' perceived
value of functional value and satisfaction at duty-free shops in Bangkok

Table 5.21 Pearson's Correlation Coefficient Analysis for Hypothesis 2.2

Correlations
FV
FV

Pearson Correlation

TS

1

Sig. (2-tailed)

.000

N
TS

.359..

400

..

Pearson Correlation

.359

Sig. (2-tailed)

.000

N

400

400

1

400

. **. Correlation is significant at the 0.01 level (2-tailed).

From Table 5.21, the p-value equals 0.000, which is less than 0.01, thus, the null hypothesis
Ho2.2 was rejected. So it could be interpreted there is a significant relationship between
perceived value of FV (Functional Value) and TS (Tourists' Satisfaction). Likewise, Pearson
Coefficient of Correlation is 0.359 indicated that there is a weak positive relationship between
two variables.
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CHAPTER6
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS
In this chapter, the results of the findings in terms of the descriptive and inferential analysis are
explained and discussed. Based on the findings of this research, conclusions are drawn and
appropriate suggestions and recommendations are given for both academic study and business

1··1

,,

purpose. Furthermore, this chapter ends with the suggestions for further research.
1111tl

~'

1111

6.1 Summary of the Findings
This study investigated the relationship between perceived quality and perceived value with
international tourists' satisfaction at the duty-free shops in Bangkok. In addition, for this study,
out of 400 international respondents, 200 respondents were selected at Suvarnabhumi
International

~irport

and another 200 respondents selected at ABC Downtown Complex in

Bangkok. The findings by descriptive analysis and inferential analysis are summarized as follow:

6.1.1 Summary of Demography, Purchase Behaviors and Shopping Experience of
Respondents

To understand and to be familiar with the characteristics of respondents, the researcher
selected some factors such as gender, region, air travel frequency, travel reason, purchase
frequency, time spent at duty-free shop, purchase ability, purchase expectation, purchase
preference and purchase product category for this study.
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Table 6.1 Frequency and Percentage of Sample Profile (N=400)
Frequency

Percentage

Male
Female

209
191

52.3%
47.8%

Asians
European
America
Oceania
Africa

286
76
25
12
1

71.5%
19.0%
6.25%
3.0%
0.25%

Every month
Every 3 months
Every 6 months
Every year
Others

46
111
84
119
40

11.5%
27.8%
21.0%
29.8%
10.0%

Business/Work
Leisure/Holiday
Visit relatives
Education
Others

66
299
23
9
3

16.5%
74.8%
5.8%
2.3%
0.8%

Every time
Almost every time
Only ifl have time
Only when I find good offer
Others

100
126
69
98
7

25.0%
31.5%
17.3%
24.5%
1.8%

51
110
119
120

12.8%
27.5%
29.8%
30.0%

42
123
92
88
50
5

10.5%
30.8%
23.0%
22.0%
12.5%
1.3%

Descriptive Information

Variables
Gender

Region

Air Travel Frequency

Travel Reason

Purchase Frequency

-=··

Time spent at Duty
Free Shop
Less than 10 mins
I 0 mins-20 mins
30 mins-1 hour
I hour-2 hours
Purchase Ability
Under 1,000 B
1,000 B-5,000 B
5,000 B-10,000 B
1,0000 B-20,000 B
More than 20,000 B
Almost didn't buy

-

Continue on next page ..... .
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Variables

Descriptive Information

Frequency

Percentage

Value price
Quality product
Brand image
Convenient
Others

182
116
63
33
6

45.5%
29.0%
15.8%
8.3%
1.5%

Promotions
Product features
Customer service
Shopping environment
Others

129
158
60
47
6

32.3%
39.5%
15.0%
11.8%
1.5%

Cosmetics & Fragrances
Tobacco
Confectionery
Alcohol
Accessories
Fashion
Others

188
50
33
45
30
37
17

47%
12.5%
8.3%
11.3%
7.5%
9.3%
4.3%

Purchase Expectation

Purchase Preference

Product Category

Based on Table 6.1, out of 400 international tourists in this research, in terms of gender, 52.3%
of respondents were male; the majority respondents came from Asia (71.5%) especially Chinese
tourists (51.3%); most of them visited Thailand to spend holidays; the frequency of travel by air
is an important factors to buyer behavior at duty-free shop in Bangkok, the highest percentage in
terms of every time in a year (29.8%); 31.5% ofrespondents almost every time purchase at dutyfree shops when they declare travel by air; most of them declared they usually stay at the dutyfree shop 1 hour to 2 hours (30%); the highest proportion 30.8% of respondents purchased at
duty-free shop claimed they spend an average between 1,000 Baht to 5,000 Baht (around $30$150 US dollar); almost half of respondents declared value price (45.5%) is their main purchase
expectation of duty-free shop in Bangkok; the most purchase preference of respondents belongs
to product features (39.5%); the product categories that respondents bought most were Cosmetics
& Fragrances (47%), purchased at duty-free shop respectively.
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6.1.2 Summary of Descriptive Profile of Respondents

Table 6.2 Descriptive Profile of Respondents
Variables

Highest Mean

Lowest Mean

Perceived Quality

4.44
(Strongly Agree)
"clean and hygiene environment
(inside and entrance) is evident"
3.91
(Agree)
"I think service of ABC dutyfree shop is acceptable"
3.99
(Agree)
"In general, I'm satisfied with
duty-free items that I purchased
in the ABC duty-free shop"

3.67
(Agree)
"appropriate suggestion and
recommendation"
3.42
(neither Agree nor Disagree)
"the prices of the product
purchased were acceptable"
3.86
(Agree)
"I think my choice of ABC
duty-free shop was wise when
purchasing duty-free items"

Perceived Value

Tourists' Satisfaction

Based on Table 6.2, the highest and the lowest means in terms of perceived quality statement
are "clean and hygiene environment (inside and entrance) is evident" and "appropriate suggestion
and recommendation" helong to 4.44 (strongly agree) and 3.67 (agree) level respectively.
Additionally, the highest mean (m = 3.91) in terms of perceived value statement is "I think
service of ABC duty-free shop is acceptable" belong to agree level and the lowest mean (m

=

3.42) is "the prices of the product purchased were acceptable" belongs to neither agree nor
disagree level. Furthermore, "In general, I'm satisfied with duty-free items that I purchased in the
ABC duty-free shop" is the statement with the highest mean in terms of tourists' satisfaction, is
3.99 belong to agree level and "I think my choice of ABC duty-free shop was wise when
purchasing duty-free items" with the lowest mean 3.86 in terms of tourists' satisfaction belong to
agree level.
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6.2 Summary of Hypotheses Testing
This research focuses on the significant relationship between international tourists' perceived
quality and perceived value to evaluate their satisfaction at the duty-free shops in Bangkok. A
total of 400 questionnaires were collected from tourists in different purchased places and applied
Pearson's r to test the hypotheses. The researcher considered all the dimensions of perceived
quality together. Therefore an exploratory factor analysis was conducted to extraction to 3 factors
which included the product feature, customer service and shopping environment to evaluate
international tourists' satisfaction with duty-free shops in Bangkok. And then, researcher also
considered 2 factors of perceived value which included affective value and functional value to
evaluate international tourists' satisfaction with duty-free shops in Bangkok. Therefore,
summaries of the hypotheses testing results that investigated the strength and direction of the
relationship between the dependent variable and independent variables are as follows:

Hypothesis 1.1

(Hl~l):

There is a strong positive significant relationship between perceived

quality of product features and tourists' satisfaction of duty-free shop in Bangkok.

Hypothesis 1.2 (Hl.2): There is moderate positive significant relationship between perceived
quality of customer service and tourists' satisfaction of duty-free shop in Bangkok.

Hypothesis 1.3 (Hl.3): There is a moderate positive significant relationship between perceived
quality of shopping environment and tourists' satisfaction of duty-free shop in Bangkok.

Hypothesis 2.1 (H2.1): There is a strong positive significant relationship between affective value
of perceived value and tourists' satisfaction.

Hypothesis 2.2 (H2.2): There is a strong positive significant relationship between functional
value of perceived value and tourists' satisfaction.
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6.3 Discussion and Business Implications
6.3.1 Relationship between Product Feature of Perceived Quality and Tourists' Satisfaction

With respect to the result of testing hypothesis 1.1 in this research, there is a strong positive
significant relationship between international tourists' perceived quality of product feature and
satisfaction at duty-free shops in Bangkok. In a study conducted by Peter, Ophuis & Trijp (1995)
mentioned evaluation of product perceived quality can be measured based on previous experience
of customer. In addition, Chakrapani (1998) states firms need to serve customer with better
products to satisfy their needs and wants, while another study by Rossi & Tasca (2012) analyzed
the product offer positively related to the successful management of the marketing mix variables
in the duty-free shops.

6.3.2 Relationship between Customer Service of Perceived Quality and Tourists'
Satisfaction

With respect to the result of testing hypothesis 1.2 in this research, there is a moderate
significant relationship between international tourists' perceived quality for customer service and
satisfaction at duty-free shops in Bangkok. As earlier mentioned the findings of study by Turban,
Lee, Warkentin & King (2002) established better the service of seller the higher customer
satisfaction and Kwan (2009) measured the overall satisfaction of Chinese and Finnish customer
toward the customer service.

6.3.3 Relationship between Shopping Environment of Perceived Quality and Tourists'
Satisfaction

With respect to the result of testing hypothesis 1.3 in this research, there is a moderate positive
significant relationship

between international tourists' perceived quality for shopping
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environment and satisfaction at duty-free shops in Bangkok. Booms & Bitner (1982) confirmed
that a firm's environment influences the perception of customer satisfaction, while Rossi & Tasca
(2012) analyzed the atmosphere to be a significant factor affecting customers' behavior
respectively.

6.3.4 Relationship between Functional Value of Perceived Value and Tourists' Satisfaction

Regarding hypothesis testing 2.1 in this research, there is a strong positive significant
relationship between international tourists' affective value of perceived value and satisfaction at
duty-free shops in Bangkok. Sweeney and Soutar (2001) used a structure initial scale to measure
the satisfaction level, consisting of several items of affective value. Moreover, Rossi & Tasca
(2012) found that low price can better attract customer to purchase and product price in_centive
effects on customer satisfaction. Oh (1999) and Hellier, Geursen, Carr & Rickard (2002)
supported that there was a positive relationship between perceived value and customer
satisfaction. While, Park, Choi & Moon (2013) found customer value had positive effect on
customer satisfaction and behavioral intentions.

6.3.5 Relationship between Affective Value of Perceived Value and Tourists' Satisfaction

Regarding hypothesis testing 2.2 in this research, there is a weak positive significant
relationship between international tourists' functional value of perceived value and satisfaction at
duty-free shops in Bangkok. Sweeney and Soutar (2001) used a structure initial scale to measure
the satisfaction level, consisting of several items of functional value. According to Sanchez et al.
(2004) feelings and emotions are very intensive involved in customer's thinking and
understanding. Sanchez, Callarisa, Rodriguez & Moliner (2006) and Anwar & Guizar (2011)
supported that there was a positive relationship between perceived value and customer
satisfaction. While, Park, Choi & Moon (2013) found customer value had positive effect on
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customer satisfaction and behavioral intentions.

Figure 6.1 Conceptual Frameworks and Coefficient of Correlation

Perceived Quality
•Product Feature
•Custon1er Service

Tourists' Satisfaction
To\vards duty-fi~ee
shop in Bangkok

•Shopping Enviromnent

Perceived Value
•Affective Value
•Functional \lalue

Figure. 6.1 shows the conceptual framework of this study along with strength of relationship
between each variable.

6.4 Conclusions
The study provides an explorative approach of the international tourists' perceived quality and
perceived value of their post-purchase experience at duty-free shops in Bangkok to evaluate their
satisfaction. The purpose of this study is to determinate which factors from product features,
shopping environment, customer service, affective value and functional value are the most
important factors to influence tourists' satisfaction. In order to understand tourist's viewpoint, the
researcher analyzed tourists' perceived performance at duty-free shops in Bangkok.
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As hypothesized, the researcher applied an exploratory factor analysis to extract perceived
quality of three factors and named them product feature, customer service and shopping
environment. Thus the analysis showed that there was a strong positive relationship between
product feature and international tourists' satisfaction, factors of customer service and shopping
environment had a moderate positive relationship with international tourists' satisfaction at dutyfree shops in Bangkok.

Additionally, perceived value extracted to affective value and functional value was applicable
in this research. There was a strong positive relationship achieved by affective value of perceived
value and international tourists' satisfaction and functional value factor had a weak positive
relations~ip

with international tourists' satisfaction at duty-free shops in Bangkok.

6.5 Recommendations
The summary findings and conclusions of this study would be of particular help to the travel
retail business operators in understanding tourists' purchasing habits and motivations, and also
help the management to set up the sustainable strategic planning of duty-free shops. In order to
effectively improve international tourist's satisfaction with duty-free shops in Bangkok, the
recommendations are as follows:

6.5.1 Enhance and Maintain Product Feature at Duty Free Shops in Bangkok

Based on the result of testing hypothesis 1.1, the researcher found strong positive significant
relationship between international tourists' perceived quality of product feature and satisfaction at
duty-free shops in Bangkok. Likewise, Rossi & Tasca (2012) analyzed the product offer
positively related to the successful management of the marketing mix variables in the duty-free
shops. Therefore, since the ABCIG offered different product categories, special and limited
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product edition, and free opportunities to test products to satisfy tourists' needs and wants, it is
recommended ABCIG to cooperate with the product suppliers to provide the all types of product
that can sell at duty-free shops. Moreover, the researcher would like to suggest the purchase
department and the shop managers to storage the best seller product category avoid these
products out of stock.

6.5.2 Enhance and Maintain Customer Service at Duty Free Shops in Bangkok

Based on the result of testing hypothesis 1.2, the researcher found moderate positive
significant relationship between international tourists' perceived quality of customer service and
satisfaction at duty-free shops in Bangkok. According to Turban, Lee, Warkentin & King (2002)
established. better the service of seller the higher customer satisfaction. Hence it is suggested that
ADCIG set up the customer service standard and inspect their employees to follow it. Moreover,
the researcher would like to recommend to human resource department and the training manager
open the training courses to all service providers to improve their ability and skills.

6.5.3 Enhance and Maintain Shopping Environment at Duty Free Shops in Bangkok

Based on the result of testing hypothesis 1.3, the researcher found moderate positive
significant relationship between international tourists' perceived quality of shopping environment
and satisfaction at duty-free shops in Bangkok. The finding of studies by Booms & Bitner (1982)
confirmed that a firm's environment influences the perception of customer satisfaction, while
Rossi & Tasca (2012) analyzed the atmosphere to be a significant factor affecting customers'
behavior respectively. Therefore, the researcher recommends to the operators of ABCIG set up
the clear cleaning plan and schedule to cleaning department to keep the environment hygiene.
Moreover, the researcher would like to suggested shop managers to arrange and decorate all the
merchandise display and show window to attractive customer to purchase.
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6.5.4 Enhance and Maintain Functional Value at Duty Free Shops in Bangkok

By evaluating the hypothesis 2.1 in this research, the researcher found strong positive
significant relationship between international tourists' perceived value of functional value and
satisfaction at duty-free shops in Bangkok. This result can be further supported by the study of
Rossi & Tasca (2012) found that low price can better attract customer to purchase and product
price incentive effects on customer satisfaction. Therefore, the researcher suggested the
marketing department of ABCIG to use different promotion tools such as cash coupons, discount
and free gifts to attract customers.

6.5.5 Enhance and Maintain Affective Value at Duty Free Shops in Bangkok

By evaluating the hypothesis 2.2 in this research, the researcher . found weak positive
significant relationship between international tourists' perceived value of affective value and
satisfaction at duty-free shops in Bangkok. This result can be further supported by the study of
Sanchez et al. (2004) feelings and emotions are very intensive involved in customer's thinking
and understanding. Therefore, the researcher recommends the operators of ABCIG to study
tourists' purchase behavior and characteristics to meet customers' expectation.

Depending on the findings of descriptive analysis of tourists' satisfaction statements, although
respondents agreed to all items, the researcher would like to suggest ABCIG to keep continue to
understand tourists' behavioral characteristics and apply marketing mix strategy to attract new
customers.
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6.6 Further Research
This survey focused on investigating the relationship between international tourists' overall
perceived performance and satisfaction at duty-free shops. There are some limitations and
additional research area for future research.

Non-representative samples in studies are limitations because tourists did not want to
participate and it was difficult to get contact and approval from ABC International Group and
Airport of Thailand.

Thus, future studies should investigate the relationship between tourists' satisfaction,
repurchase intention ancf WOM according to the study by Oh (1999) and Anwar & Guizar (2011).
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Appendix A

Questionnaire

Dear Participant, "A Study of International Tourists Satisfaction with Duty Free Shops in
Bangkok" I am graduate student of MBA Tourism Management at Assumption University.
This questionnaire is developed to contain information for the purpose of education only and
the information will be treated with high confidentiality. Please answer the following
questions by marking ''-/" in the space given below and do kindly answer truthfully and
complete all questions.
Part I: Screening Question (Please check ./ the one you want to choose)
(a) Are you an international tourist visiting Bangkok on tourist VISA?
_Yes (Please continue the questionnaire) _No (Stop, Thank you)
(b) Did you purchase at ABC duty-free shop in Bangkok?
_Yes (Please continue the questionnaire)

-~o

(Stop, Thank you)

Part II: Demography, Purchase Behaviors and Shopping Experience at Duty-free Shop
(Please check ./ one that best expresses your opinion)
1. What is your gender?
_Male

_Female

2. Please specify your country of origin: ................................. ..
3. How often do you travel by air?
_Every 1 month
_Every 6 month

_Every 3 month
_Every 1year

_Others, please specify ............................. .
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4. What is the main reason of your travel?
_Leisure/Holiday
_Business/\Vork
_Education
_Visit relatives'
_Others, please specify ............................. .
5. How often do you buy at duty-free areas when you are on airport?
_Every time
_Almost every time
_Only if I have time
_Only when I find good offer
_Others, please specify ............................. .
6. How much time do you normally spend at duty-free shop?
10 mins-20 mins
_Less than 10 mins

_30 mins-1 hour

1 hour-2 hour

7. How much do you spend on average in duty-free shop? (Thai Baht)

_Under 1,000 B
_5,000 B-10,000 B
_More than 20,000 B

_l,000 B-5,000 B
_l,0000 B-20,000 B
_Almost didn't buy

8. What do you expect most from duty-free shop?

_Value price
_Brand image

_Quality product
_Convenient

_Others, please specify ............................. .
9. What aspect do you prefer most about duty-free shop?

_Promotion
_Customer service

_Product features
_Shopping environment

_Others, please specify ............................. .
10. What kinds of product you would like to buy at duty-free shop?
_Tobacco
_Cosmetics & Fragrances (Perfume)
_Confectionery (Candy/Chocolate)
_Alcohol
_Accessories (Jewelry)

_Fashion

_Others, please specify ............................. .
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Part III: Quality, Value and Satisfaction
Please circle on the number that best describes your preference
5=Strongly Agree

4=Agree

3=Neither Agree nor Disagree

2=Disagree

1=Strongly Disagree

1Clean and hygiene environment (inside and entrance) is
rident
2 Comfortable atmosphere to purchase is noticeable
3 Good merchandise display
4 The physical facilities offer at the entrance
5 Relax space with instruction and information
6 Various range of products are available
7 Offer special and limited editions products
8 Reliable quality of products
9 Genuine commodity of products
10 Opportunities to test products
.11 Provide prompt service to me
12 Ease of communication in my language with employees
13 Warm and pleasure service attitude
.14 Appropriate suggestion and recommendati~n
15 The brand "ABC Duty Free" is high quality
.16 I can trust on purchasing products at ABC duty-free

.1 I think I can save money from using ABC duty-free shop
.2 The prices paid for purchasing duty-free product were a
ery good value for money
.3 The prices of the product purchased were acceptable
.4 I enjoyed purchasing at ABC duty-free shop
.5 I think ABC duty- free shop meets my expectation
.6 I think the shopping environment of ABC duty-free shop
:good
.7 I think product of ABC duty-free shop is worth to buy
.8 I think service of ABC duty-free shop is acceptable
.9 I think purchase of ABC duty-free shop is well organized

5

4

3

2

1

5
5
5
5
5
5
5
5
5
5
5

4
4
4
4
4
4
4
4
4
4
4
4
4
4
4

3
3
3
3
3
3
3
3
3
3
3
3
3
3

2
2
2
2
2
2
2
2
2
2
2
2
2
2
2

1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

4
4

3
3

2
2

1
1

5
5

4
4
4
4

3
3
3
3

2
2
2
2

1
1
1
1

5
5
5

4
4
4

3
3
3

2
2
2

1
1
1

5

5
5
5

5
5

5
5

3

...... Continue on next page
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1 In general, I'm satisfied with duty-free items that I
rrchased in the ABC dut -free sho
2 I'm satisfied with the use of ABC duty-free shop in BKK
3 I think my choice of ABC duty-free shop was wise when
rrchasing duty-free items
4 Overall I'm satisfied with my decision to visit ABC dutyee sho in Ban ok
5 I will revisit ABC duty-free shop in the future

5

4

3

2

1

5
5

4
4

3
3

2
2

1
1

5

4

3

2

1

5

4

3

2

1

End of questionnaire
***Thank you for your kind cooperation to participate in this survey***
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Appendix B
Reliability: Pre-test Data for 30 Respondents
Reliability: All Variables
Case Processing Summary
%

N

Cases Valid
Excludeda
Total

30

100.0

0

.0

30

100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics
Cronbach's
Alpha

Nof
Items

.978

30

Reliability: Perceived Quality
Case Processing Summary

%

N
Cases

Valid
Excludeda
Total

30

100.0

0

.0

30

100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics
Cronbach's
Alpha

.947

Nof
Items

16
108

Reliability: Perceived Value
Case Processing Summary
%

N
Cases

Valid
Excludeda
Total

30

100.0

0

.0

30

100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics
Cronbach's
Alpha

Nof
Items

.967

9

Reliability: Tourist Satisfaction
Case Processing Summary
%

N
Cases

Valid
Excludeda
Total

30

100.0

0

.0

30

100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics
Cronbach's
Alpha

.974

Nof
Items
5
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Reliability: Test Data for 400 Respondents
Reliability: All Variables
Case Processing Summary
%

N
Cases

Valid
Excludeda
Total

400

100.0

0

.0

400

100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics
Cronbach's
Alpha

N
of Items

30

.946

Reliability: Perceived Quality
Case Processing Summary

N
Cases

Valid
Excludeda
Total

%
400

100.0

0

.0

400

100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics
Cronbach's
Alpha
.907

N
ofltems

16
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Reliability: Perceived Value
Case Processing Summary
%

N
Cases

Valid
Excludeda
Total

400

100.0

0

.0

400

100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics
Cronbach's
Alpha

Nof
Items

.856

9

Reliability: Tourist Satisfaction
Case Processing Summary

%

N
Cases

Valid
Excludeda
Total

400

100.0

0

.0

400

100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics
Cronbach's
Alpha
.891

Nof
Items
5
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Reliability: Factor Analysis
Reliability: Factor 1 of Perceived Quality Variable
Case Processing Summary
%

N
Cases

Valid
Excludeda
Total

400

100.0

0

.0

400

100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics
Cronbach's
Alpha

Nof
Items
7

.861

Reliability: Factor 2 of Perceived Quality Variable
Case Processing Summary
%

N
Cases

Valid
Excludeda
Total

400

100.0

0

.0

400

100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics
Cronbach's
Alpha
.818

Nof
Items
4
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Reliability: Factor 3 of Perceived Quality Variable
Case Processing Summary
%

N
Cases

Valid
Excludeda
Total

400

100.0

0

.0

400

100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics
Cronbach's
Alpha
.773

Nof
Items
5
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Reliability: Factor 1 of Perceived Value Variable
Case Processing Summary
%

N
Cases

Valid
Excludeda
Total

400

100.0

0

.0

400

100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics
Cronbach's
Alpha

Nof
Items

.882

6

Reliability: Factor 2 of Perceived Value Variable
Case Processing Summary
%

N
Cases

Valid
Excludeda
Total

400

100.0

0

.0

400

100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics
Cronbach's
Alpha
.721

Nof
Items

3
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Appendix C
Descriptive Analysis
Frequency
Frequency of Respondents by Gender
Gender
Frequency
IValid

Percent

Valid Percent

Cumulative Percent

Male

209

52.3

52.3

52.3

Female

191

47.8

47.8

100.0

Total

400

100.0

100.0
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Frequency of Respondents by Country
Country

Valid

China
USA

Cumulative Percent

Valid Percent

Percent

Frequency

205

51.3

51.3

51.3

15

3.8

3.8

55.0

Spain

9

2.3

2.3

57.3

France

10

2.5

2.5

59.8

Norway

7

1.8

1.8

61.5

Malaysia

8

2.0

2.0

63.5

Japan

5

1.3

1.3

64.8

Germany

4

1.0

1.0

65.t

Indonesia

7

1.8

1.8

67.5

Australia

5

1.3

1.3

68.8
71.3

Italy

10

2.5

2.5

UK

11

2.8

2.8

74.0

Ireland
Singapore

5

1.3

1.3

75.3

11

2.8

2.8

78.0

Belgium

3

.8

.8

78.8

Netherlands

4

1.0

1.0

79.8

Portugal

6

1.5

1.5

81.3

India

6

1.5

1.5

82.8
84.8

Nepal

8

2.0

2.0

Bangladesh

5

1.3

1.3

86.0
87.3

Canada

5

1.3

1.3

Mongolia

2

.5

.5

87.8

Afghanistan

1

.3

.3

88.0

Pakistan

3

.8

.8

88.8

Ukraine

2

.5

.5

89.3

Myanmar

3

.8

.8

90.0

South Korea

7

1.8

1.8

91.8

Guinea

3

.8

.8

92.5

Laos

5

1.3

1.3

93.8

Anguilla

3

.8

.8

94.5

Solomon Island

1

.3

.3

94.8

Maldives

1

.3

.3

95.0

Oman

2

.5

.5

95.5

Switzerland

2

.5

.5

96.0

Mexico

3

.8

.8

96.8

Denmark

3

.8

.8

97.5

Philippines

2

.5

.5

98.0

Egypt

1

.3

.3

98.3

Sri Lanka

1

.3

.3

98.5

Brunei

1

.3

.3

98.8

Vietnam

3

.8

.8

99.5
100.0

Brazil

2

.5

.5

Total

400

100.0

100.0
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Frequency of Respondents Travel by Air
Air travel frequency
Frequency
Valid

Percent

Valid Percent

Cumulative Percent

Every 1 month

46

11.5

11.5

11.5

Every 3 month

111

27.8

27.8

39.3

Every 6 month

84

21.0

21.0

60.3

119

29.8

29.8

90.0

Other

40

10.0

10.0

100.0

Total

400

100.0

100.0

Every 1 year

Frequency of Respondents Travel Reason
Travel reason
Frequency
Valid

Percent

Valid Percent

Cumulative Percent

66

16.5

16.5

16.5

299

74.8

74.8

91.3

23

5.8

5.8

97.0

Education

9

2.3

2.3

99.3

Other

3

.8

.8

100.0

400

100.0

100.0

Business
Leisure
Visit relatives

Total

Frequency of Respondents Purchase Frequency

Purchase frequency
Frequency
Valid

Percent

Valid Percent

Cumulative Percent

Every time

100

25.0

25.0

25.0

Almost every time

126

31.5

31.5

56.5

Only if I have time

69

17.3

17.3

73.8

Only have good offer

98

24.5

24.5

98.3

7

1.8

1.8

100.0

400

100.0

100.0

Other
Total
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Frequency of Respondents Time spent

Time spent

Frequency
Valid

Percent

Valid Percent

Cumulative Percent

51

12.8

12.8

12.8

10 mins-20 mins

110

27.5

27.5

40.3

30 mins-1 hour

119

29.8

29.8

70.0

1 hour-2 hour

120

30.0

30.0

100.0

Total

400

100.0

100.0

Less than 10 mins

Frequency of Respondents Purchase Ability

Purchase ability

Frequency
Valid

Percent

Valid Percent

Cumulative Percent

42

10.5

10.5

10.5

1,000 B-5,000 B

123

30.8

30.8

41.3

5,000 B-10,000 B

92

23.0

23.0

64.3

1,0000 8-20,000 B

88

22.0

22.0

86.3

More than 20,000 B

50

12.5

12.5

98.8

5

1.3

1.3

100.0

400

100.0

100.0

Under 1,000 B

Almost didn't buy
Total

Frequency of Respondents Purchase Expectation

Expectation

Frequency
Valid

Percent

Valid Percent

Cumulative Percent

Value price

182

45.5

45.5

45.5

Quality product

116

29.0

29.0

74.5

Brand image

63

15.8

15.8

90.3

Convenient

33

8.3

8.3

98.5

6

1.5

1.5

100.0

400

100.0

100.0

Other
Total
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Frequency of Respondents Purchase Preference

Preference

Frequency
rvalid

Percent

Valid Percent

Cumulative Percent

Promotions

129

32.3

32.3

32.3

Product features

158

39.5

39.5

71.8

Customer service

60

15.0

15.0

86.8

Shopping environment

47

11.8

11.8

98.5

6

1.5

1.5

100.0

400

100.0

100.0

Other
Total

Frequency of Respondents Purchase Product Category

Product category

Frequency
rvalid

Percent

Valid Percent

Cumulative Percent

188

47.0

47.0

47.0

Tobacco

50

12.5

12.5

59.5

Confectionery

33

8.3

8.3

67.8

Alcohol

45

11.3

11.3

79.0

Accessories

30

7.5

7.5

86.5

Fashion

37

9.3

9.3

95.8

Other

17

4.3

4.3

100.0

400

100.0

100.0

Cosmetics & Fragrances

Total
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Descriptive
Descriptive Analysis of Perceived Quality
Descriptive Statistics
Maximum

Minimum

N

Mean

Std. Deviation

Clean environment

400

2

5

4.44

.643

Comfort atmosphere

400

1

5

4.16

.864

Good merchandise

400

1

5

4.12

.865

Facilities offer

400

1

5

4.05

.923

Relax space

400

1

5

3.95

.958

Range of product

400

1

5

3.96

.993

Special offer

400

1

5

3.92

1.029

Quality reliability

400

1

5

4.09

.940

Genuine commodity

400

1

5

4.07

.976

Test

400

1

5

3.90

1.065

Prompt service

400

1

5

3.92

1.061

Language

400

1

5

3.84

1.044

Service attitude

400

1

5

3.75

1.150

Suggestion

400

1

5

3.67

1.095

High quality brand

400

1

5

3.75

1.053

Trust

400

1

5

3.79

1.075

Valid N (listwise)

400
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Descriptive Analysis of Perceived Value
Descriptive Statistics
N

Minimum

Maximum

Mean

Std. Deviation

Save money

400

1

5

3.47

.884

Good value

400

1

5

3.47

.675

Acceptable price

400

1

5

3.42

.713

Enjoy purchase

400

1

5

3.79

.980

Meet expectation

400

1

5

3.78

.986

Good environment

400

1

5

3.85

.996

Worth to buy

400

1

5

3.66

.873

Acceptable service

400

1

5

3.91

.921

Well organized

400

1

5

3.89

.968

V~lid

400

N (listwise)

Descriptive Analysis of Tourists' Satisfaction

Descriptive Statistics
N

Minimum

Maximum

Mean

Std. Deviation

Items satisfaction

400

1

5

3.99

.893

Use satisfaction

400

1

5

3.96

.896

Wise choice

400

1

5

3.86

.901

Satisfaction

400

1

5

3.92

.872

Revisit in future

400

1

5

3.92

.901

Valid N (listwise)

400
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AppendixD
Factor Analysis
Perceived Quality
KMO and Bartlett's Test

.902

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
Bartlett's Test of Sphericity

2917.108

Approx. Chi-Square
df

120

Sig.

.000

Communalities
Initial

Extraction

Clean environment

1.000

.404

Comfort atmosphere

1.000

.522

Good merchandise

1.000

.640

Facilities offer

1.000

.504

Relax space

1.000

.504

Range of product

1.000

.506

Special offer

1.000

.515

Quality reliability

1.000

.633

Genuine commodity

1.000

.668

Test

1.000

.499

Prompt service

1.000

.662

Language

1.000

.712

Service attitude

1.000

.653

Suggestion

1.000

.677

High quality brand

1.000

.661

Trust

1.000

.607

Extraction Method: Principal Component Analysis.
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Total Variance Explained
Extraction Sums of Squared Loadings

Initial Eigenvalues

Component

Total

%of

Cumulative

Variance

%

Total

%of

Cumulative

Variance

%

Rotation Sums of Squared Loadings

Total

%of

Cumulative

Variance

%

1

6.761

42.259

42.259

6.761

42.259

42.259

3.771

23.567

23.567

2

1.394

8.712

50.972

1.394

8.712

50.972

2.836

17.722

41.289

3

1.211

7.572

58.543

1.211

7.572

58.543

2.761

17.254

58.543

4

.890

5.565

64.108

5

.872

5.448

69.556

6

.751

4.696

74.252

7

.617

3.856

78.108

8

.564

3.524

81.632

9

.513

3.206

84.838

10

.474

2.965

87.802

11

.386

2.414

90.217

12

.380

2.377

92.594

13

.362

2.263

94.857

14

.335

2.093

96.949

15

.259

1.616

98.566

16

.229

1.434

100.000

Extraction Method: Principal Component Analysis.

123

CD

I.!)

'<t
..("')

N

'-

Q)

0

-

Ol

.c
E
::s

z

c:

.2

a.

co

Q)
Q)

Q)

c
0

'-

.....

0

u,-

~
0

(..)
CD

I.!)

'<t

("')

N

124

Component Matrix3
Component

3

2

1
Clean environment

.401

Comfort atmosphere

.621

Good merchandise

.644

Facilities offer

.640

Relax space

.602

Range of product

.677

Special offer

.642

Quality reliability

.703

Genuine commodity

.710

Test

.674

Prompt service

.504

Language

.658

-.479

Service attitude

.688

-.401

Suggestion

.755

High quality brand

.715

Trust

.679

Extraction Method: Principal Component Analysis.
a. 3 components extracted.
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.525

Rotated Component Matrixa

Component

1

3

2

Clean environment

.629

Comfort atmosphere

.631

Good merchandise

.736

Facilities offer

.592

Relax space

.632

Range of product

.593

Special offer

.631

Quality reliability

.719

Genuine commodity

.771

Test

.611

Prompt service

.735

Language

.794

Service attitude

.719

Suggestion

.506

.628

High quality brand

.608

.538

Trust

.656

.419

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser
Normalization
a. Rotation converged in 7 iterations.

I
11
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Perceived Value

KMO and Bartlett's Test

.854

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
Bartlett's Test of Sphericity

Approx. Chi-Square

1531.087
36

df

.000

Sig.

Communalities
Initial

Extraction

Save money

1.000

.540

Good value

1.000

.721

Acceptable price

1.000

.714

Enjoy purchase

1.000

.619

Meet expectation

1.000

.671

Good environment

1.000

.637

Worth to buy

1.000

.525

[Acceptable service

1.000

.666

Well organized

1.000

.667

Extraction Method: Principal Component Analysis.
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Total Variance Explained

Initial Eigenvalues

Component

Total

Extraction Sums of Squared Loadings

%of

Cumulative

Variance

%

Total

%of

Cumulative

Variance

%

Rotation Sums of Squared Loadings

Total

%of

Cumulative

Variance

%

1

4.220

46.893

46.893

4.220

46.893

46.893

3.715

41.283

41.283

2

1.540

17.111

64.004

1.540

17.111

64.004

2.045

22.720

64.004

3

.718

7.981

71.984

4

.644

7.151

79.136

5

.446

4.960

84.096

6

.403

4.481

88.577

7

.390

4.336

92.913

8

.377

4.186

97.099

9

.261

2.901

100.000

Extraction Method: Principal Component Analysis.
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Component Matrixa
Component

2

1
Save money

.496

.542

Good value

.491

.693

Acceptable price

.452

.714

Enjoy purchase

.752

Meet expectation

.806

Good environment

.758

Worth to buy

.704

Acceptable service

.780

Well organized

.797

Extraction Method: Principal Component Analysis.
a. 2 components extracted.
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Rotated Component Matrix

3

Component

1

2

Save money

.704

Good value

.837

Acceptable price

.839

Enjoy purchase

.778

Meet expectation

.790

Good environment

.791

Worth to buy

.709

Acceptable service

.807

Well organized

.795

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser
Normalization
a. Rotation converged in 3 iterations.
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Appendix E

ABAC GRADUATE SCHOOL OF BUSINESS

October 7, 2014

Dear Khun Chokchai Raksriaksom,
Human Resources Management Division,
King Power Duty Free Company Ltd.,

This Jetter is to introduce Ms.Rui ZIW (ID:551-9301) rei.08H72-572J. She is currently
completing a Master of Business Administration in Tourism Management at the
Graduate School of Business, Assumption University. As a part of the course
requirements, our students are assigned to undertake research in various. fields related
to tourism studies.

Ms.Bui Zuo has selected a topic which relates to your organizatiott.The study will be
used for academic purposes only. In order to get relevant information for the
completion of this study/research, we would appreciate your kind assistance and
kindly ask for your. permission for the following: take photograph, iriterview some
staffs and tourists, request name cards of the interviewees.
If you need further information, please· do not hesitate to contact me directly or our
program coordinator, Ms.Nitchaya J. at 02-7191515 ext. 1310 or Fax. 02~71.91089

. Thank you for your attention.

Yours faithfully,

Dr. Soonthom Pibulcharoem1it
Deputy University Registrar
Director, Office of Gradiiate Studies

Assumption University of Thailand
ABAC, Romkhamhacng 24,
Huamark. Bangbp~
Blingkok !0240
Tel. 02·3004543 e>iL 13!0

. . . . A.SSUMPTION UNIVERSITY OF THAILAND

Hua Milk Cninpu:;. ~pi ion Building ('A' Building), Y' floor, rilIDgkok l 0246 Tui.i!and
Tel. (662) 3004543-62 ExtJ36tl-6l,fax, {61>2) 7t9lS21 E-mail; gro-O@aii..edu websue: wm..,~a.aii..id\t
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