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ABSTRACT

This case study intended to explore the Service Quality and Client Delights at
LCOM Limited. The study focused on the analysis of the difference between expected
service quality and experienced service quality by client status as existing and former
clients of the company, specifically in terms of creativity, responsiveness, reliability and
confidentiality. The research also determined the differences between expected service
quality versus experienced service quality in each of the four sub-variables of SQ on
creativity, responsiveness, reliability, and confidentiality and the respective significant
relationship with the client delights.
The data used in this research study were drawn from questionnaires, which were
distributed to both existing and former client totally 150 respondents who were all at top
management level of the company , but only 78 responded due to the constraints of
executive management time. The questionnaires were created based on the research
conceptual framework referring to different market mix theories. The framework
represented concepts relating to public relation client behavior concepts, the marketing
concept, marketing mix and the model of client behavior. The analytical tools were SPSS,
ANOVA, MANOVA, Pearson Correlation that covered descriptive, correctional and
differential tools for analysis.
The results of this research study showed that there was direct relationship between
client delights and service quality and definite significant differences between

the

expectation and experienced of service quality by client status. These findings confirmed
the feedback and experience of LCOM on its services to both former and existing clients
and the extent of appreciation and delights these clients expressed after completion of
LCOM services.
In light of the findings and conclusions of this study, it is recommended that
management create every opportunity to maintain and build up relationships with existing
clients. It is also important to focus on former clients to encourage them to use more and
more services in order to gain loyalty and client retention. This would help to increase
LCOM' s reputation and business in the future.
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CHAPTERl

INTRODUCTION

1.1 Background of the study

"The impact ofthe information age on business today is extraordinary.
The Internet and the World Wide Web have transformed computing
and telecommunication systems and created an information-based
economy ofa predominantly buyer's market of well-informed consumers.
(Unruh, 1996)

In today's highly competitive world, both private and public organizations are
trying their best to win and retain clients. This intention cannot be achieved without
providing quality services by these organizations. The bottom line of all quality-service in
organizations is based on obtaining client loyalty, client sustainability as well as company
profitability. The researcher has therefore deemed it fit to take up a study on service

quality and client delights.
Customer relationship and customer retention programs are as important to an
organization just like the precious assets are powerful tools in the array of company
management strategies for organizational effectiveness. Organizations need to increase
and strengthen their customer relationship through utilization of available research
findings, by implementing programs that are able to satisfy their customers needs based on
standards for market demand. A viably increased customer satisfaction realized from the
use of available channels of information technology, play a very significant role in the
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present day businesses. Such increase in customer satisfaction when maintained may be
called client sustainable delights.
Modem communication and information technology on the other hand have
expanded, broadened the demands of organizations to be creative and responsive to client
quality service such that the only available key to success is to change the paradigm of
reaching and meeting needs of clients in the new environment of "globalization".
Marketing a product or a service is like going to a war. What matters in this process is to
win the war by knowing insights of the target groups as well as implementing strategies
appropriate to special needs of the clients.
In realizing that marketing is like a winning a war, where the competitors are the
enemies and the clients are the battlefield, the "war room" where strategies are
conceptualized must shift its positioning of ideas on how to win the war. Thus, classic
paradigm in defining strategies, plans and campaigns of today's marketing battlefields in
terms of the 4 Ps theory - PRODUCT, PRICE, PLACE and PROMOTION, must change.
This paradigm takes the perspective of the producer. However, in today's complex and
fast change world, the marketing trend has shifted to the perspective of the client. Thus the
4 Ps has become 4 Cs namely:
•

Client Solution (what kind of product the client wants)

•

Cost (cost control to attain competitive price)

•

Convenience (many channels of distribution for clients' convenience) and

•

Communications (to communicate and reach target clients by using effective
communication tools like, Advertising, Public Relations, Direct Marketing,
Sales Promotions etc.. .. ).

3

These are specific needs to pay attention in order to serve the client's need and win the
battle among 300 competitors or marketing communications agencies in Thailand, by
attracting the clients attention and mindset from their point of view. (See figure 1.1 ).

Marketing Mix
4 Ps
Product
Price
Place
Promotion

•
••
•
•

4 Cs
Client Solution
Cost
Convenience
Communications

Figure 1.1 Market Mix

Luckana Communications

-

r:z::..

(LCOM) is one such marketing communications

company in Thailand, which provides similar services. LCOM Company is an example of
growing, dynamic and proactive public relations and marketing communications agency.
Since its establishment in 1993, ten years ago, LCOM has developed a wide reputation for
delivering one of the best public relations services and marketing communications support
to multinational and niche businesses in Thailand.

This agency is 100% Thai-owned

Company with a registered fuJly paid capital of 5 million Baht. It was established by
experienced public relations and marketing executive named Miss Luckana Champa (the
Chairperson and Managing Director of the company).
LCOM's range of actual services consists of the many instruments and channels of
public relations.

The agency operates on a "one-stop" principle and is capable of
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providing the vanous services, namely, special event planning and management,
publications and video production, marketing and promotions consultations, public
awareness and management planning, media buying and placement, media relations,
brand/company/personal positioning, corporate communications, product launching, talent
contest, news monitoring, business-to-business introduction and crisis management (see
figure 1.2 Showing services provided by LCOM CO., LTD).

Unlike other agencies

engaged in "above-the-line" services, which cover advertising, LCOM focuses its service
on "below-the-line" services as identified above.

•

Publicity

•

Press Release

•

Press Interview

•

Article

•

Advert-editorial (Advertising + Editorial)

Figure I .2 LCOM Services
For the above mentioned services, LCOM provides creative approaches and
strategies to create brand awareness and build corporate image by writing about
client's profile, products, and activities through all forms of media.
On the other hand, LCOM provides event-marketing services to penetrate a
significant segment of the consumer market as "end-target" group. Those activities listed
above are examples of such services where the agency creates spectacular fashion shows
or dramatic and avant-garde street activities for the purpose of generating heightened
public awareness.
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Event Marketing
•

Organizer

•

Product Launching

•

Theme Party

•

Public Awareness Creations/ Street Acting

•

Press Conference/Tour/Trip

•

Incentives Program

Figure 1.3 LCOM Event Marketing Services

In providing all the above services, LCOM's policy is to cultivate, nurture and
preserve a high level of service intimacy between its clients. The company plays several
roles in terms of customer service as can be seen from Tables 1.2 and 1.3. Such roles the
company plays include client's public relations representative, client's corporate image
consultant and a client's business partner.
By adopting the 4 C's paradigm, LCOM has explored several ways of increasing
business opportunities, such as offering clients more value-added services, fee options that
match their budgetary needs, a variety of easily accessible services and a working
partnership of shared inputs. By doing so, LCOM has been enable to meet clients' PR
service expectations, attained their level of satisfaction demand and at the same time
earned their loyalty to continue to use the company's professional services.
Meeting what clients expect leads to satisfaction from services given and this their
overall satisfaction can further enhance loyalty towards making repeat orders or services.
Thus, client loyalty and ways of achieving this goal is LCOM' s thrust in developing
services of high standards and performances with set targets. Working to assure clients'
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return to LCOM for a repeat service requires delivery of quality services expected by
client through an on-going process ofrelationship development and enhancement.
Client satisfaction studies that rest on a shelf (not put to use) are useless. Thus the
writer, Band (1989) has mentioned in this writing that in measuring satisfaction, collecting
data contributes only half the story, what to do with satisfaction information is very
critical. A good management must show its commitment to the utilization of satisfaction
information. A wide diffusion of results is not enough. Management should also closely
monitor implementation of program adjustments required to meet clients' expectations.
All the efforts spent in determining clients' expectations, in measuring corresponding
satisfaction, and analyzing data may not be useful if the information so gathered is not
utilized advantageously. These factors contribute to the following questions~ what did
clients experience from the service provided? ... Were the clients happy with service? ...
And did the clients achieve the level of client satisfaction called in this study client
sustainable delights? Also, did the sustainable delights make clients develop a tendency
of coming back again and again?

1.2 Research Objectives

1.2. l

To determine the client status of LCOM, in terms of a] current or existing and b]
former clients.

1.2.2

To determine perceived the Expected Quality Service, Experienced Quality
Service and Client Delights by client status.

1.2.3

To determine differences by client status, the Expected Quality Service,
Experienced Quality Service and Client Delights.
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1.2.4

To determine the relationship between Expected Quality Service, Experienced
Quality Service and Client Delights.

1.3

Statement of the Problem

The main concern of this research is to discover and affirm experience of the
company with its clients.

Specifically, the study intends to find out the relationship

between how the company performs in tenns of expected and experienced service quality,
as perceived by clients and the consequence of it in terms of client sustainable delights.
LCOM through its work in a decade has gained prominence and leadership in the industry,
as evidenced by its inclusion in special publications and acknowledgement of industry
events. It is important for management to draw information or feedback directly from its
clients, on how the company is regarded by them.
Secondly, in recent years, there is an increase of new competitors in this area that
has given the LCOM clients the option to explore these services of emerging companies.
While LCOM former clients have utilized other agencies, it has been observed that these
former clients have returned to avail again of LCOM services. Furthermore, the other
reason why the researcher has taken up this study is because the company has faced a drop
in the number of existing customers, and faced a drift with the changing technologies.
Therefore, it becomes necessary for the company to study the reasons for this drift, it is
relationship to the various variables i.e. Client satisfaction here referred to as delights, and
to find out the ways by which client delights can be attained.
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1.4 Research Question

Specifically, this study sought to answer the following questions:

1.4.1

What is the Client Status profile in tenns of Existing Client Status and Fonner
Client Status?

1.4.2

What is the Expected and Experience Service Quality in terms of Creativity,
Responsiveness, Reliability and Confidentiality?

1.4.3

Is there a gap between Expected Service Quahty and Experienced Service Quality
by Client Status?

1.4.4

Is there a difference in the perception of Expected and Experienced Service
Quality by Client Status?

1.4.5

What is the extent Client Delight by Clients Status?

1.4.6

ls there a relationship between Expected and Experienced Service Quality and
Client Delights?

1.4.7

Is there a difference between Expected Service Quality, Experienced Service
Quality and Client Delights.

1.5 Research Hypotheses

Ho 1

There is no gap between Expected SQ and Experienced SQ by Client
Status.

Ha 1

There is a gap or difference between Expected SQ and Experienced SQ by
Client Status

Ho2.

There is no difference between Expected SQ and Experienced SQ by Client
status.

Ha2

There is a significant difference between Expected SQ and Experienced SQ
by Client Status.

Ho3.

There is no significant relationship between Expected SQ and Client
Delights.

Ha3

There is a significant relationship between Expected SQ and Client
Delights.
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Ho4.

There is no significant relationship between Experienced SQ and CSD?

Ha4

There is a significant relationship between Experienced SQ and Client
Sustainable Delights.

Ho5.

There is no difference between relationship between Expected Service
Quality, Experienced Service Quality and Client Delights.

Ha5

There is a significant difference between the relationships between

Expected Service Quality, Experienced Service Quality and Client
Delights.
Ho6

There is no significant relationship between Demographic Profile and client
Delights.

Ha6

There is a significant relationship between Demob1Iaphic Profile and Client
Delights.

~\\
1.6 Definition of the Terms
The following terms are defined conceptually and operationally for common
understand of the use of such tenns in this study.

Client Delights:

Is the high level or degree of client or customer satisfaction
achieved by clients both as expected and experienced after
delivering a service or the experience of a client after receiving a
service. It is the consequence when the experienced service quality
exceeds the expected service quality. In other words, it is the degree
of client satisfaction that goes beyond the expected and experienced
as it is sustained to the level of being fully satisfied as "delight"

Service Quality:

Is the degree of service conforming to customer expectations on a
consistent basis. (Lawis & Booms, 1983) It refers to the quality of
both the transaction and the outcome of the service. It is a multidimensional concept. An honest portrait of client satisfaction, that
implies that the variations for each of the major dimensions have
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been measured according to Zeithaml & al. (1990). In this study it
refers to four elements such as creativity, responsiveness, reliability
and confidentiality.

Expected-Service
Quality:

It is the anticipated degree of service quality on the integrated
approach, systems, blend of business strategy, key
technologies perfonned by well-trained client service
representatives into a unit focused on delivering the best service to
optimize client satisfaction.

Experienced
Quality Service:

The degree of an actual experience of a service measured by how
well the service level expected matches the service level delivered.

Reliability:

-

Ability to perform as promised, dependably and accurately.
Consistent of performance and dependability, meaning the firm
honors its promise, offers accuracy in billings, reporting and
provides services within given time. A second definition of
reliability is reproducibility or stability of an instrument over
time and interrater agreement at one point in time. The two
Definitions are largely independent of one another.
(http:\\195.101.204.50:443/public/34sacrev.htm)

Creativity:

Having ability to create new ideas and concepts to service clients or
to characterized by originality of thought, having or showing

1VL1VL
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imagination that differentiated from others, characterized by
sophisticated bending of the rules or conventions.

Responsiveness:

Willingness to help clients and provide prompt service.
Employee's willingness and/or readiness to service clients
and timeliness of providing services. Referring an instrument's
ability to detect change, often defined as the minimal change
considered to be important by the persons with the health
condition, their significant others, or their providers.
Sometimes referred to as sensitivity to change, responsiveness
can be viewed as an important part of the construct validation
process. Responsiveness can be conceptualized also as the ratio
of a signal to the noise.
(http://195. 101.204.50:443/public/34sacrev.htm)

Confidentiality:

-

Spoken or given in confidence or private, entrusted with another's
secret affairs such as keep the secret of launching product strategy
of client and try to prevent the news leaking to the competitors or
between clients in the company.

Client Satisfaction: Meeting customer need and expectation start from the
realization that what the company offers extends beyond the
core product or service.
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Customers are dissatisfied when products or services deliver

Client
Dissatisfaction:

less that what they expect. It is when performance, delivery or
quality of products or services does not meet their
expectations. (Timm, 1997)

1.7 Significance of the Study

It is significant to take a study like this, because it provides useful information for

the management of the company on the relationship between service quality and client
sustainable delights based on the clients' assessment of LCOM's service as availed by
existing and former clients.
The study seeks to identify the client needs constituting to quality of services from
a public relations company, it also identifies the weak service areas which LCOM, a
public relations company may need to correct and improve, thus, enabling existing and
former cJients to receive quality services delivered with complete satisfaction, that may
justify LCOM to enjoy a higher level of client retention and loyalty in future.
The study also provides LCOM' s clients key findings on sustainable delights and
lead to an understanding of the relationship between service quality and client sustainable
delights. LCOM can use the above finding as a valuable input (or tool), towards its
development and implementation of new strategic methods, for gaining the new market
demands, which will gear up LCOM to provide quality services that will meet immediate
clients expectations.
Using these infonnation and knowledge from the study findings increases the
technical knowledge of LCOM employees to further develop their service ability to
satisfy and retain clients. This is a relatively new area that can open a client service
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improvement-with a very tangible link to the company's bottom line, creating and
decreasing staff tension and helping in promoting accuracy in company operation. The
'need for speed' is at the heart of most communication business companies.

1.8 Scope and limitation of the study

This research is focused and limited to 150 respondents from 50 client companies,
representing both former and existing clients of Luckana Communications Limited
(LCOM) being served during the past decade. However due to executive time constraints
only 78 out of I 50 respondents could be covered in this study.
A major limitation of this study is on the management of time with respondents
who are top executives of their respective companies whose quality time is scarce for a
study such as this. Since a majority of the respondents are top management executives
representing positions like; President, Managing Director, General Manager or Marketing
Director/ Manager, extra effort is given to negotiating for the best time for interviews and
response to the survey questionnaire. These positions involve people who are more often
engaged in busy schedules and are very difficult to involve in answering questionnaires
leave alone finding them. Thus time will be a crucial factor in gathering the data and
collating them in time for the report for this study.
This study is intended to concentrate on areas of quality of service and client
delights in a public relations company. The focus is on client's expectations of services
given and experienced service quality received from LCOM. The effect of service quality
on public relation, by the firm's reliability, creativity, responsiveness, confidentiality
measures on overall physical presentation and attention to services are presented in order
to demonstrate the significance, and the scope of the topic under study.

It was the
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original intention of the study to pursue how customer delights could be sustained but due
to the limitations of time allotted for the study and the required time needed to see through
how clients delights could be sustained over time. Thus, the research has merely focused
on identifying the extent of client delight on the services provided by LCOM.

15

CHAPTER2
Review of Related literature and Conceptual Framework

This chapter presents the review of related literature on the major themes of the
study from which theories become the basis for the fonnulation of the key variables of the
conceptual framework of the research.

2.1

Review of Related Literature
Customers are the most important part of any company or organization for without

a customer, there is no business. Customers or clients will always approach a company
with certain needs and expectations to which the company must fully satisfy. Therefore,
there is a need to for the business companies to be constantly attuned to the dynamic needs
of customers, i.e. sensing and drawing insights from the variety of circumstances that
define and redefine customer needs which are most often subtly expressed or latent.
Unfortunately, many of today's clients who have had expectations that were not
satisfactorily met where products and services were not of superior quality. Thus they feel
dissatisfied because their needs were not met; they are impatient and such clients have in
the end been dissatisfied and took their businesses elsewhere instead of putting up with
this trend, (Knackstedt, 1993).
Companies who do understand and appeal to what customers' value are thriving
with growing and profitable businesses. (Unruh, 1996) These successful organizations are
the ones who have moved away from the traditional paradigm of the four Ps towards a

St. Gabriel's Library, Au~
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new paradigm of relationship marketing where greater emphasis is placed upon the
creation of 'customer value' (Payne, Christopher, Clark, Peck, 1995).
This new paradigm that seeks to deliver customer value is a world where, as Dell
Computer Corporation CEO Michael Dell may have put it best that, "The customer is a
God"! (Unruh, 1994) Customer value is the summation of all the positive effects that a
supplier has upon the customer's business or, in the case of end users, their personal
satisfaction. (Payne, Adrian; Christopher, Martin; Clarks, Moira; Peck, Helen, 1995). The

ability to create and enhance customer value requires a thorough understanding of the
customer's needs and expectations in order to determine those values that can be enhanced
for greater customer satisfaction (Timm, 1997)
Delivering and maintaining a greater level of client satisfaction must go beyond
merely assuring quality goods and/or services are delivered to a client's satisfaction.
Clients must ultimately feel satisfied with the overall experience gained from the value of
their business relationships. (Payne, Christopher, Clark, Helen, 1995)

2.2 Definition of Client and Client (customer) Relationship to Marketing

The common perception of a Client or "customer" is someone who uses money to
purchase something, products or services, from a company in a given transaction. In its
broadest sense, however, a customer is someone with whom companies exchange value of
either goods and/or services. (Timm, 1997)
Customers exist both outside and within an organization or firm. External
customers are those exterior to the firm who buy products and/or services from the
company, while internal customers are those within the company namely, employees,
management and company shareholders. (Smith, 1994)
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External customers are given various names, each conveying the different types of
goods or services being provided to the customer as well as the level of service intimacy
and complexity of the transaction. Figure 2.1 below gives examples of the different terms
used for a customer at various levels of service intimacy. (Timm, 1997)

High

Loved ones
Member
Client

Service
Intimacy
Customer

low
Simple
On-going
Transaction
Relationship

.,_,

-

Figure 2.1 Levels of Customer Service Intimacy and Customer
Relationship

Other commonly used names for a customer are clients, patients, passengers,
members, associates, buyers, guests and even students. (Timm, 1997) Regardless of the
term used to refer to a customer, every single customer forms a customer relationship with
the seller or service provider which a company has to develop and maintain in order to
meet either its short or long-term business objectives.
In order to establish, maintain and enhance its customer relationships, companies
give a set of promises (e.g., goods, services, financial solutions, social contacts and a
range of future commitments) to the clients. Clients, in return, give another set of promises
concerning their commitment in the relationship. These promises must be kept on both
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sides - if the relationship is expected to be maintained and enhanced for the mutual
benefits of the two parties involved. (Calonious 1986,1988).
For a service company to establish a relationship with clients, it involves giving
promises, maintaining a relationship involves fulfillment of the promises and enhancing
the relationship means giving a new set of promises provided the earlier promises to the
client have been completely fulfilled. (Payne, Christopher, Clark, Peck, 1995)
In

addition to external customers there are internal factors; the front-line staff for

example, have great affect on the final quality of the products and services received by
external customers.
Internal customers rely on the company to provide them with the support they need
to deliver the level of customer service or performance standard the company expects.
Therefore, companies must also develop and maintain good relationships with the internal
customers since how these internal customers are treated translates into how external
customers perceive the company in terms of the its products and/or services. (Bernberg,
2002)

*

*

2.3 Relationship Marketing - A Service Perspective

In a service context, the very nature of services rendered to clients varies from
situations to situations. Thus, it is difficult for service production to be standardized as

completely as manufactured goods. This is due to the human factor involved at each
differing customer contact point of interaction. The behavior of customers, additionally,
cannot be standardized nor determined before hand. (Gronroos).

In other words, what

Gronroos is saying is that service quality can be very elusive and dynamic as a process of
meeting a moving target.

19
An existing LCOM client, for example, may require that press conferences be held
to announce the company's upcoming new product introduction to the market. Another
existing LCOM client, however, may opt against the need for press conferences for the
simple reason of personal dislike. Thus, everytime LCOM engages in a dialoguing and
with the client negotiating interaction, the type of activities to be delivered cannot by
canned ahead of time nor premeasured by past experiences with the same or other clients.
LCOM has to be attentive to, sensitive to and more importantly creative and responsive to
the nuances of client's aspirations, expectations and sensibilities. Thus the challenge for
LCOM has always been to design a completely different package of service to client at
every point of engagement.
In such a situation, service companies must adopt a service-oriented culture or
operating philosophy that tells employees and management how best to respond to
different, new, unforeseen or even awkward customer demands and requests. (Schneider,
1986).

As Berry and Gresham point out that for service firms, "individualizing service
and tailoring it to customers' specific requirements" lie at the heart and soul of what is
known as relationship marketing, the emerging and much-talked about business practice
which is defined as 'attracting, maintaining and in - multi-service organizations enhancing customer relationships'. Berry ( 1980)
Most service firms, however, tend to focus on attracting new clients giving little
attention and effort towards retaining their existing clients. (Payne, Christopher, Clark,
Peck, 1995) According to Washington D.C. based consulting firm, Technical Assistance
Research Programs, Inc., acquiring a new customer can cost three to five times more than
cost of retaining an existing one. (Fox, 2002).
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Thus, attracting customers is to be viewed as the first step in the marketing process,
where cementing the relationship and transforming clients in to loyal ones are equally
important to the company's long-tenn marketing success. (Payne, Christopher, Clark,
Peck, 1995)
Additionally, relationship marketing practice is most applicable to a service finn
under each of the following circumstances:
( 1).

There is an on-going or periodic desire for the services on the part of the
customer.

(2).

The customer controls selection of the service supplier.

(3).

There are alternative service suppliers and customer switching from one
supplier to another is common.

The above conditions are quite prevalent today in the advertising and public
relations industries. Clients control the choice process and generally seek alternatives
supplies from which to choose from. In this highly competitive environment, service
companies must think in tenns of having customers, not merely acquiring customers.
(Payne, Christopher, Clark, Peck, 1995)

11 ~
2.4

The Systems Theory
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The Systems Theory states the importance for companies to adapt to changing
external forces as means for determining effectiveness. The organization takes resources
(inputs) from the larger systems (environment), processes these resources and returns them
in changed form (output). (Donelly, J.H. , Ivancevich, J.M. & Gibson, J.L)
Significant changes are taking place in the marketing communications service
business due to the rising importance of public relations. A highly effective
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communications tool that has long been overlooked until recently, public relations will
soon replace advertising in brand communications. As authors Al Reis and Jack Trout
suggest in their new book, "The Fall of Advertising & The Rise of PR", that advertising
has lost its brand building power and that PR will instead build brands while advertising
serves to defend them. (Chaitrakulchai,, 2002) BrandAge, volume 3, Issue 10, October

2002).
This systems change in the market's shift towards public relations thus, presents
LCOM with considerable marketing opportunities to capitalize upon. By adapting these
external environmental changes, service firms such as LCOM can explore ways (systems
inputs) to offer clients more value-added services (systems outputs), which will enable
LCOM to meet clients' service expectations, gain their satisfaction and earn their loyalty.

2.5 Service Quality and Measuring Service Quality

Kotler says that products or services satisfy
a want or a need. (Smith, 1994)
...
~·

However, clients today are looking beyond just satisfactory, but services of superior
. quality from companies they do business with. li1 this study, the research argues that the
level of client satisfaction, LCOM is seeking to achieve is that where clients "enjoy11 or are
"delighted" as it is sustained and maintained continuously.
Superior service of exceptional quality is easier to find today and is something,
which can not be duplicated. More and more companies now recognize that, in this
consumer-driven era, one of the most powerful means of achieving differentiation ov.er
competitors is through service quality. (Kotler, 1999)
Serv.ice quality, however, is relative. It is as relative and fluid as the concept of
beauty,. Unlike quality of tangible goods, which can be described and measured, defining
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and measuring service quality has proven to be difficult. Reasons being that most services
cannot be counted, inventoried, measured or tested and verified in advance of the sale or
delivery to assure its quality. (Zeithaml, 1981). The elements of the service from LCOM's
perspective is like believing and fulfilling that "beauty is in the eye of the beholder - the
client".
Writings about service quality measurement by (Gronroos 1982; Lehtinen &
Lehtinen 1982; Lewis & Booms 1983; Sasser, Olsen & Wyckoff 1978) all point to three
areas of concern when measuring service quality:
1. Service quality is more difficult for the consumer to evaluate than goods
quality.
2. Service quality perceptions result from a comparison of consumer expectations
with actual service performance.
According to Lewis and Booms (1983), service quality is a measure of how
well the service level delivered matches customer expectations. Delivering
quality service means conforming to customer expectations on a consistent
basis.

•

3. Quality evaluations are not made solely on the outcome of a service; they also
involve evaluations of the process of the service delivery. Sasser, Olsen, and
Wyckoff(1978) pointed out that service quality is more than outcome of the
service but also includes the manner in which the service is delivered.
Despite the fact that quality is relative, assessing and measuring quality is
possible when following critical factors regarding service quality are
considered (Smith, 1994)
1.

Quality - Is the output at the standard agreed?

2.

Consistency - Is it always at least at that standard?
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3.

Timing - Is it always on time, at the right time, every time?

4.

Satisfaction - Does it satisfy the customers' requirements every time?

All the above conditions and criteria, LCOM has been constantly be challenged
whenever it enters into client relationship in providing service.

2.6 The Conceptual Model of Service Quality and its Implications for Future
Research (Parasuraman, Valerie A. Zeithaml and Leonard L. Berry)
Created by Parasuraman, Valerie A., Zeithaml and Leoranrd L. Berry, the Service
Quality Model (Figure 2.1.5.1) provides an overall understanding of the nature of service
quality and factors, or detenninants, that affect service quality as perceived by consumers.

Client Patronage
Client Satisfaction/Delights
Client Prospective

Client Status
Assessment
DF

cs

Lcom's Quality Service

Sustainable Delights

- Creativity
- Responsiveness
- Reliability
- Confidentially

- Client Patronage
Client Retaining
Client Prospective

(CRRC)

t

t

l'igure 2.2 Service Quality Model

The Service Quality Model looks at service quality issues from the point-of-view
of the customer and from management's point-of-views. Differences, or the discrepancies
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between these two point-of-views are depicted as perception gaps in The Service Quality
Model.
Gaps on the service provider (P.R. Agency) side of the model represent company
service areas that affect how a client perceives service quality. A gap on the client's side
of the model indicates the client's point of view regarding the agency's service quality.

Brief descriptions of each of the different perception gaps are given below:

(GAP I) - Consumer expectation - management perception gap

The gap between what clients expect and what a company perceives as the client's
expectations. Often, companies may not fully understand their clients' expectations and
such lack of understanding affects the client's perception of the service quality.
(Parasuraman and Zeithaml 1982)

(GAP2) Management perception- service quality perception gap

The gap between management's perceptions of what the clients' expectations are and the
company's own set of quality service standards. This tends to affect the client's perception
of the company's service quality as well.

1i°tl '6\

(GAP3) Service Quality specifications - service delivery gap
The gap between service quality specifications and the actual service being delivered will
affect the consumer's perception on quality of the service received.

(GAP4) Service delivery- external communications gap
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The gap between the actual delivery of the service and external communications regarding
the service and other fonns of advertising can and does affect a client's perception of a
company's level of service quality.
A Company that promises more than it can deliver will eventually receive lower
perceptions of its service quality from its customers.

CGAP5) Expected service- perceived service gap
A customer's perception of service quality, or the difference between expected service
(ES) and perceived service (PS), is reflected by the amount of discrepancy at GAP5.

GAP5, in affect, depends upon the sizes and directions of GAPI, GAP2, GAP3 and
GAP4, on the marketer's side of the model.

2.7

Theory of The Determinants of Perceived Service Quality

Consumer insights gained from focus group studies used in the development of the
Service Quality Mode] indicated that customers use similar criteria when they evaluate
service quality.
These are called detenninants of experienced service quality, these criteria can be
categorized into I 0 distinct categories as shown in Table 2.1.6.1
Most of the I 0 detenninants are experience properties or attributes the consumer
can experience only after services have been delivered - access, courtesy, reliability,
responsiveness, understanding/knowing the customer. Detenninants having search
properties, product attributes customer can determine before purchasing the product.

Nelson (1974) Detenninants of credence properties, attributes consumers can not evaluate
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even after services have been delivered, include competence and security. Darby and
Kami (1973)
The following detenninants are defined and specified with examples as shown
below.

Determinants

Definition

Example

Reliability

Consistent of performance and dependability
Means the firm honors its promise, accuracy
in billings, reporting and providing service
within given time.
Employee willingness and/or readiness to
service clients. Timeliness of service.
Posses skills and knowledge to perfonn the
service.
Approachability and ease of contact.

Submits press clippings with
accurate reports to clients on a
monthly basis.

Responsiveness
Com1>etence
Access

.

.

Service personnel can be reached
24-hours a day.

Keeping customers informed in languages
they can understand and listening to them.
May require adjustments for different clients

Respect the client's time by always
being o n time.
Consideration towards client' s need
for privacy.
Quick to inform client of any
breaking news/development
relevant to their business.

Credibility

believability,
honesty.
Trustworthiness,
Having the client's best interest at heart.

Issue accurate press releases on
behalf of client

Security

Freedom from danger risks or doubt. Physical
safety, financial security and confidentiality.

Maintain total secrecy on all aspects
of the client's business at all time

Understanding the
customer

Make an effort to fully understand the client's
needs. Leaming their requirements, provide
personalized attention

Treat all client requests, large or
small, with same urgency.

Tangibles

Physical evidence of the service: physical
facilities, appearance of personnel, equipment
used.

Dress impeccably at all times.
Casual occasions should also
prqjecl smart dressing.

Courtesy

Politeness, respect, consideration, and the
friendliness of contact personnel, clean and
neat appearance of personnel

Act promptly to meet all client
requests.
Provide clients with sound strategic
advice on PR needs

,______

Communication

·-

Figure 2.3 Determinants of Service Quality
Source: Adapted from Parasuraman, Zeithaml and Berry (1985)
The effects these 10 determinants have on customers' expected and perceived
service are shown in the corresponding Figure 2.3
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Determinants
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Security
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Figure 2.4 Determinants of Perceived Service Quality

Source: Adapted.from Parasuraman, Zeithaml and Beny (1985)

Jn this study, two critical variables have been chosen outside the list of
determinants of service quality as advanced by Parasuraman, et. A;. The reason for the
choice is based on experience and the nature of business of LCOM, which requires a great
deal of creativity and confidentiality in the conduct of business. Service quality is
therefore determined to the extent that LCOM as a marketing communications agency is
able to differentiate itself creatively in responding to client needs and solutions. Creating
brand awareness and drumming up public heightened interests require creativity and
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ingenuity m designing broad spectrum of strategies and conceptualizing the
implementation process.
The other factor on confidentiality relates to the balance that the LCOM has to
keep in protecting the limitations of the company while presenting the strengths of the
various products and at the same time keep in confidence the companies strategies, plans
and sensitive issues. LCOM's distinctive skill is its ability to take care of "confidentiality"
such that when the service is rendered, the elements of surprise and delight are achieved
without the critical information about the client, product, policy, strategy and plan are
disclosed.

2.8

Definition and Features of Customer Satisfaction

Providing and ensuring customer satisfaction is one of the most important tasks
facing businesses today. Unless companies can retain the loyalty of their customers, they
will not be able to retain their business and the long-term future will be uncertain.
Customer satisfaction is at the heart of retaining customer loyalty. (Smith, 1994)
There are three aspects to customer satisfaction - legal perspective, customer
perspective and management's perspective. From a legal perspective, customer
satisfaction means meeting specific standards of product, service, price, delivery, safety
and quality. From a management's perspective, customer satisfaction must start from the
realization that what the company offers extends beyond the core product or service.
From a customer's perspective, customer satisfaction means meeting or exceeding
customer's expectations; at its highest level it is achieving ' customer delight', as BMW
puts it. Achieving such ' customer delight' is a continuous process, which does not begin
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or end with a purchase; but covers the entire 'ownership experience' from selecting a
product or service, through aftercare to repeat purchase.
This 'ownership experience' in which customer satisfaction develops occurs in
three stages of pre-sale, sales and after-sales. In each stage, the customer develops
product/service expectations (expected service) that result in either a favorable or
unfavorable experience depending on how products/services meet, or exceed their
expectations (perceived service). Combined experience felt in all three stages indicates the
customer's overall level of satisfaction from services received. (Smith, 1994)

\JERS
2.9 Customer Satisfaction Measurement and Customer Loyalty

When measuring customer satisfaction, expectations or experience attributes that
contribute towards their overall satisfaction are used. Measuring satisfaction must be a
continuous process that infuses the voice of the customer into the firm's customer service
initiatives. Regular research is vital to track changing levels of customer satisfaction so
that companies can respond immediately and effectively to any changes. (Smith, 1994)
Review of most literature points out that repeat purchase, or customer loyalty,
results from customer satisfaction; customers experiencing dissatisfaction are hesitant to
return or abandon the product or service altogether. (Smith, 1994)
It is important to note that careful analysis is needed when usmg customer

satisfaction measurements to verify customer loyalty.

The customer satisfaction and

customer loyalty correlation is not always true where customers who describe themselves
as satisfied are not necessarily loyal.
Customer satisfaction is an effort to measure state of mind but that customer
behavior (repeat business) is what really counts when considering customer loyalty. Other
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measurements such as retention rate, purchase frequency or share of wallet may not be
true indicators of loyalty as well. (Payne, Christopher, Clark, Peck, I 995)

Based on the above discourse on service quality, both expected and experienced,
the determinants of service quality, client satisfaction as expressed in client sustainable
delight, the researcher has conceptualized the parameters of this study.

2.10 The Conceptual Framework

RS
The conceptual framework of this study is drawn from the different basic theories
brought from the literature review. There are many models related to measuring customer
delights or satisfaction and quality of service. Thus, a ftamework may represent the
instruction and simplification process of the research,rproblem and its analysis.
Based on the model suggested by Panusuraman, V.A Zeithaml, and L.L Berry
(1985) which is the main theoretical framework used as the foundation of this study in tl}e
context of systems theory, the following variables are considered as relevant to us in the
study for LCOM

2.11 Review of Variables

Creativity:

Having ability to create new ideas and concepts to
service clients or to characterize client by originality of
thought, having or showing imagination that
differentiated from others, characterized by sophisticated
bending of the rules or conventions.
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Responsiveness:

Employee willingness and/or readiness to service clients.
Timeliness of Timeliness of service, for example, act
promptly to meet all client requests.

Reliability:

Consistent of performance and dependability. Means
the firm honors its promise, provides accuracy in
billings
and reporting and provides services within given time.
For example, submits press clippings with accurate
reports to clients on a monthly basis.

Confidentiality:

Spoken or given in confidence or private, entrusted with
another's secret affairs such as keep the secret of
launching product strategy of client and try to prevent the
news leaking to the competitors or between clients in the
company.

Client Delights :

Satisfied Client:

as measured in terms of;

From a customer's perspective, customer satisfaction
means meeting or exceeding customer's expectations; at
its highest level it is achieving 'customer delight' (Smith,
1994) that goes beyond the core product in which
customers evaluate the entire product or service
experience from pre-sales to sales to ownership
throughout after-sales (Timm, 1997)
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Dissatisfied Client: Customer dissatisfaction occurs when performance, delivery or

quality of products or services do not meet expectations
(Timm, 1997). Customers experiencing dissatisfaction may try to
return or abandon the product or service altogether.(Smith, 1994).

Findings by the U.S. Office of Consumer Affairs have revealed the following
statistics regarding customer dissatisfaction: (Timm, 1997)
I.

One customer in four is dissatisfied with some aspect of a typical transaction.

2. A dissatisfied customer, on average, wiJJ complain to 12 other people about
the company that provided poor service.
3. Only 5 percent of dissatisfied customers complain to the company. The vast
"silent majority" would rather switch than fight They take their business
elsewhere.

Expected Service
Quality

l7ient Status
Profile

- Existing
Clients
- Former
Clients

Creativity
Responsiveness
Reliability
Confidentiality
(CRRC)
•

GAP

Client
Deligltts (CD)

Satisfied
Dissatisfied

Experienced Service
Quality

l

Creativity
Res 1>onsiveness
Reliability
Confidentiality
(CRRC)

Figure 2.5 Research Conceptual Framework
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The conceptual framework demonstrates service quality measurement by
comparing expected service quality (ES) and perceived service quality (PS) yields the
following three possible outcomes in terms of customer satisfaction: (Timm, 1997)

ES > PS

- Perceived service quality is less than expected service quality, less than
satisfactory, positive expectations are not fulfilled (experience not as good as
expected), customer experienced more negative than expected,

service quality is unacceptable
ES = PS - Expected service quality equals perceived service quality,
expectations met, service quality is satisfact01y
ES < PS - Perceived service quality is greater than expected service quality,
negative expectations are not fulfilled ( experienced not as bad as expected),
experienced more positive than expected, service quality is more than

satisfactory

As shown on the schema of relationship in the conceptual framework, the study
also intends to identify the differences of perspective of clients based on their status, as
existing and former clients in terms of how differently they perceived the Expected
Quality Service, the Experienced Quality Service as well as the Client Sustainable
Delights. The value of the Client Status as a variable is important to LCOM Company as
a way to verify and differentiate its performance of service over time, between these two
clients, those existing clients and former clients.
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CHAPTER3

RESEARCH METHODOLOGY

3.1 Research Design

This study uses the descriptive research approach using quantitative analysis of the
quantitative data generated from the survey instruments.
A correlation analysis is used to determine and measure the relationship of variables
Of Expected Service Quality and Experienced Service Quality of the clients by their
Status as Existing and Fonner.

3.2 Respondents
The respondents of this research are the clients of LCOM classified by their
associated business status as below:
1). Existing clients or current user of public relations s~f,Vices provided by LCOM.
2). Former clients or previous user of public relations services provided by
LCOM.

Presently, there are 22 existing clients that LCOM services, 28 former clients
LCOM has serviced in the past. The subject of the study is a purposive sample. All the
Clients of LCOM both existing and former are considered as part of the study. The top
Executives of these clients are taken as the respondents as shown on the table below.
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Table 3.1 Size of Respondents
· --·

-

No. of
sample
companies

No. of
Companies
Interviewed

No. of
Managemen
t population

.l!:xisting

22

19

66

52

Former

28

10

84

26

Total

50

29

150

78

Client types

No. of

I Management
Interviewed

The researcher expects a subject size of approximately l 00 respondents,
who were interviewed for this research. Both open-end and dose-end questions were
used in interviewing the respondents.

3.3 The Instruments

The Research Instrument used in this research study consist of data collected
from the questionnaire during interviews with client respondents.
The interview survey questionnaire consisted of a series of questions presented in
three parts under the fol lowing subjects:

Part I Client Status and Demographic Profile of Respondents
Part II Service Quality perceptions in terms of Expected Service Quality
and Experienced Service Quality
Part 111 Client Sustainable Delights
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'table 3.2

- -- ·--- -

Part

I

-·-·-

·---------· ···. ·-

Arrangement of Questionnaire

- ·· ·

Main Variable

----- -- - - - - - -·-- -····-·-·-· --·- · .
Sub-Variables

Client Status &

Demographic

Items

l. Existing client
2 . Fonner client

I. l
1.2 ·- 1.10

1. Creativity
2 . Responsiveness
3. Reliability
4. Confidentiality

1.1 - 1.5
1.1 - 1.5
1.] - 1.5
l.1 - 1.5

I. Satisfied

1 - 12

Profile
II

Service Quality

~\
HI

Customer
Satisfaction

2. Dissatisfied

.,_,

-

Under Part I of the questionnaire, the type of questions is a multiple choice.
Respondents are not required to complete these multiple-choice questions. The required
information is filled in by the interviewer during the interview sessions.
Questions in Part II of the questionnaire will apply the use of the five (5) point
scale of Likert, in which the respondents wi1l be asked to express their perceptions
toward service quality.
Questions in Part III of the questionnaire were applied by the use of the (5) point
scale of Likert, in which respondents were asked to express their perceptions on
satisfaction in terms of the service quality. Questions asked were related to the relevant
sub-variables shown in Table 3.2.
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3.4 Data Collection - Technique & Procedure

The collection of data in this study represents a pre-requisite for delivering out the
research, and can be derived from different sources. These sources are classified into
secondary and primary data (Clarke & Dawson, 1999).

The researcher first focused on

secondary data in the process of data collection (Bickman & Rog, 1998). The secondary
data, including books, articles, and course literature, is gathered for better understanding
of the research problem. However, the secondary data rarely provide information the
research problem completely except the guidance on the direction the concepts explored in
the study as these relate to the experience of LCOM. Therefore, the primary data is
needed as the main infonnation for the study
In this research, the communication involves the asking questions to respondents
m a written form by the use of questionnaires, and in a verbal fonn by the use of
interview.
During two months period of the study, the researcher distributed all
questionnaires to both existing and former group of clients and conducted of the interview

by made the appointment while some of them had sent the questionnaires by facsimile.

3.5 Data Analysis

The collected data from all questionnaires were collated, arranged, entered and
analyzed by using the software application Statistical Package for Social Sciences (SPSS)
for the following categories:

Descriptive Statistic as measures of central tendency by Frequency Distribution,
such as means, median, mode, range, or the standard deviation, is used in describing the
demographic profile data and the average weighted means to measure the perception of
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respondents regarding expected and experienced service quality and client delights.

For the differences or variances and correctional analysis, Levene's test for
variance and the Multivariate Analysis of Variance (MANO VA) were used to test the
significant relationships of the variables.

The Arbitrary Level and Descriptive Rating used for classifying the level of
respondents' perception are as follows:

Arbitrary Level

Descriptive Level

4.20 - 5.00

Very Satisfied

3.40 - 4.19

Satisfied

2.60 - 3.39

Neutral

1.80 - 2.59

Dissatisfied

1.00 - 1.79

Very Dissatisfied

~
.,_,
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CHAPTER4

Presentation and Analysis of Findings

This chapter covers the presentation of data and analysis of findings based on
the research questions and hypotheses as bases for the achievement of the stated
research objectives.

4.1 Demographic Profile

Research Question 1: What is the client status profile?

The client status profile is identified in two categories namely, a] Existing

.,_,

-

Client and b] Former Client as shown on the table below.

Table 4.1 Client's Status
1-5 years
Client's Status

Total

6-10 years

N

Percent

N

Percent

N

Percent

Existing

35

44.9%

17

21.8%

52

66.7%

Former

13

16.7%

13

16.7%

26

33.3%

Majority of the respondents belongs to the existing clients, a total of 52
respondents, or 66. 70%, belong to this group. Of these existing clients, 35 clients,
44.90%, have been contacted with the company between 1-5 years, and 17 clients or
21 . 80%, have been contacted with the company between 6-10 years. Whereas, 26

respondents or 33.30% were former clients, composing of 13 respondents, or 16.70%,
who contacted with the company between 1-5 years, and 13 respondents or 16.70%,
contacting with the company between 6-10 years.
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The second demographic factor identified is on the type of business the clients
were engaged. Table 4.2 shows the distribution of clients by business type.

Table 4.2 Business Type

N

Percent

Medical & Pharmaceutical

30

38.5

Fashions

32

41.0

Others

16

20.5

Business Type

Total

100.0

There are 32 respondents or 41.00% of all respondents whose business
type is in fashions. This group of people is the largest portion of the population.
There are 30 respondents or 38.50% whose business type is in medical and
pharmaceutical industry.

While, the minority group is the group of 16

respondents whose business type is in other types, represented only 20.50%.

The third demographic factor is on ownership type and the distribution is
shown on Table 4.3

*

Table 4.3 Ownership Type

Ownership Type

N

Percent

Local

14

17.9

Foreign

45

57.7

Others

19

24.4

Total

78

100.0

There are 45 respondents or 57.70% of all respondents whose ownership type
is owned by foreigners. This group of people is the largest portion of the population.
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There are 19 respondents counted to 24.40% whose ownership type is in other types.
While, the minority group is the group of 14 respondents whose ownership type is
owned by local people, represented only 17. 90%.

The fourth demographic factor is on the company size and Table 4.4 shows the
frequency distribution.

Table 4.4 Company Size

Company Size

N

Large

13

Percent

-

'~
v

Medium
Small
Total

'
~

29

rr=
- U"

-

16.7

lr

37.2

36

46.2

78

100.0

'-

~

Most respondents have worked in smalJ company. A total of 36 respondents,
or 46.20%, is in this group, followed by 29 respondents, or 37.20%, who have worked
in medium size company. Whereas 13 respondents or 16.70% who have worked in
large company, represented as the minority group.

The fifth demographic factor is on product/service. The following Table 4.5
displays the frequency distribution.

Table 4.5 Product/Service

Product I Service

N

Percent

Health Care Product

30

38.5

Fashion Accessories

32

41.0

Media

16

20.5

Total

78

100.0
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Most respondents have worked for the companies providing fashion
accessories. A total of 32 respondents, or 41.00%, is in this group, followed by 30
respondents, or 38.50%, have worked for the health care product companies.
Whereas, there have been 16 respondents, or 20.50% of all respondents, who have
worked for the media companies.

The sixth demographic factor is on job title and the frequency distribution is
shown on Table 4.6 below.

Table 4.6 Job Title
1

~\

Job Title

~

N

~

'I.

Percent
'

11

14.1

Sales

32

41.0

Purchasing

35

44.9

Total

78

100.0

Director

'%

Most respondents have been purchasing officers. A total of 35 respondents, or
44.90%, is in this range, followed by 32 respondents, or 41.00%, who have been in
the position of sales persons. Whereas, there have been 11 respondents, or 14.10% of
all respondents, who have been in the position of director, represented as the minority
group.

The seventh demographic factor is on department name and Table 4.7 shows
the frequency distribution.

Table 4.7 Department Name
Department Name

N

Percent

Administrative

14

17.9

Marketing

34

43.6

Finance

30

38.5

Total

78

100.0

43

Most respondents have worked in marketing department.

A total of 34

respondents, or 43.60%, is in this group, followed by 30 respondents, or 38.50%, who
have worked in finance department. While, there have been only 14 respondents, or
17.90% of all respondents, who have worked in administrative departments,
represented as the minority group.
The eighth demographic factor is on the scope of authority and Table 4.8
displays the frequency distribution.

Table 4.8 Scope of Authority

Scope of Authority

N

Percent

Decision Maker

11

14. 1

Influencer

32

41.0

Observer

35

44.9

Total

78

100.0

. ;=-i

There were 35 respondents or 44.90% of all respondents whose scope of
authority was observer. This group of people is the largest portion of the population.
There were 32 respondents counted to 41.00% who have played as the Influencer.
While, the minority group was the group of 11 respondents who have acted as
decision-maker, represented only 14.10%.

The ninth demographic factor is on the number of subordinates and Table 4. 9
shows the frequency distribution.
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Table 4.9 Number of Subordinate

Number of Subordinate

N

Percent

1-50 persons

36

46.2

51-100 persons

29

37.2

More than 100 persons

13

16.7

Total

78

100.0

There are 36 respondents or 46.20% of all respondents who have number of
subordinate between 1-50 persons. This group of people is the largest portion of the
population.

There was 29 respondents counted to 37.20% who have number of

subordinate between 51-100 persons. While, the minority group is the group of 13
respondents who have subordinates more than 100 persons represented only 16. 70%.

Lastly, the tenth demographic factor is on the number of supervisors and Table
4 .10 shows the frequency distribution.

~

Table 4.10 Number of Supervisor

Number of Supervisor

N

Percent

1-10 persons

53

67.9

-

'-

11-20 persons

"f'"

17

\~

21.8

More than 20 persons

8

10.3

Total

78

100.0

There are 53 respondents or 67.90% of all respondents who have number of
supervisor between 1-10 persons. This group of people is the largest portion of the
population.

There were 17 respondents counted to 21 .80% who have number of

supervisor between 11-20 persons.

While, the minority group is the group of 8

respondents who have supervisor more than 20 persons represented only 10.30%.
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4.2 Perception on Service Quality in Terms of CRRC

In this part, the descriptive statistics is used to find out the answer for research
question 2 and 3. And the Arbitrary Level is used in stating the rating of respondents'
perceptions toward expected and experienced service quality, shown as follows:

Arbitrary Level

Descriptive Rating

4.20-5.00

Strongly Agree (SA)

3.40 - 4.19

Agree (A)

2.60-3.39

Neutral I Undecided (UND)

1.80- 2.59

Disagree (D)

1.00 - 1.79

Strongly Disagree (DA)

Research Question No. 2: What is the expected service quality in terms of Creativity,
Responsiveness, Reliability and Confidentiality (CRRC)?

In this study, respondents were asked to rate their level of expectation on
service quality of LCOM in terms of four sub-variables. These are shown on
following table.

Table 4.11 Existing Clients' Perceptions on Expected Service Quality in Terms of
CRRC
Mean

SD

Rating

Creativity

3.8013

.3920

A

Responsiveness

3.8654

.3044

A

Reliability

3.6154

.3639

A

Confidentiality

3.5385

.2653

A

Service Quality

3.7051

.1670

A

Variable
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The perceptions of the existing clients toward overaJI expected service quality
are rated at "agreed level" with the average mean of 3. 7051. This implies that the
respondents are agreed with the expected service quality provided by company.
Moreover, all factors are also rated at "agreed level" with the average means ranging
from 3.5385 to 3.8654. And the responsiveness is expected at the highest level, which
mean is valued at 3.8654 and standard deviation equaled to 0.3044, rated as "agreed".

On Table 4 .12, the ratings of former clients on their perception of Expected
Quality Service of LCOM in four sub-variables are shown.

Table 4.12 Former Clients' Perceptions on Expected Service Quality in Terms of
CRRC

Variable

Mean

SD

Rating

Creativity

2.9615

.3310

UND

Responsiveness

3.2308

.4192

UND

Reliability

2.7564

.3063

UND

Confidentiality

2.9872

.2903

UND

Service Quality

2.9840

.1616

UND

The perceptions of the former clients toward overall expected service quality
are rated at "undecided level" with the average mean of 2.9840 and standard deviation
of 0. 1616. This implies that the respondents could not decide whether they are agreed
with the expected service quality provided by company or not. Moreover, all factors
are also rated at "undecided level" with the average means ranging from 2.7564 to
3.2308. And the responsiveness was expected at the highest level, which mean is
valued at 3.2308 and standard deviation equaled to 0.4192, rated as " undecided".
This "undecided" rating could be explained by time factor. The respondents as former
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clients could possibly not recall anymore their idea of what was their expected service
quality ofLCOM.

Research Question No. 3: What is the experienced service quality in terms of
CRRC?
The second aspect on the study of service quality was to find out how the
clients rated their experience of service quality of the LCOM. The following Table
4.13 shows the means rating of existing clients on their experience of service quality
ofLCOM.

Table 4.13 Exiting Clients' Perceptions on Experienced Service Quality in Terms
ofCRRC
Mean

SD

Rating

Creativity

4.532 1

.2493

SA

Responsiveness

4.4679

.2662

SA

Reliability

4.2756

.3538

SA

Confidentiality

4.3590

.2272

SA

Service Quality

4.4087

.1652

SA

Variable

~'6\
The perceptions of the existing customers toward overall experienced service
quality are rated at "strongly agreed level" with the average mean of 4.4087. This
implied that the respondents are agreed with the experienced service quality provided
by company. Moreover, all factors are also rated at "strongly agreed level" with the
average means ranging from 4.2756 to 4.5321 . And the creativity is perceived at the
highest level, which mean was valued at 4.5321 and standard deviation equaled to
0.2493, rated as "strongly agreed". This implies that the existing clients perceive
highly their experience of creativity in the services provided by LCOM. This is
consistent with the feedback LCOM receives from them during engagement.
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How the former clients rated their experience of service quality of LCOM is
show on Table 4.14.
Table 4.14 Former Clients' Perceptions on Experienced Service Quality in
Terms of CRRC
Variable

Mean

SD

Rating

Creativity

3.5513

.2973

A

Responsiveness

3.8846

.3644

A

Reliability

3.5000

.3018

A

Confidentiality

3.6154

.2042

A

Service Quality

3.6378

.1545

A

~

............

The perceptions of the fonner clients toward overall experienced service
quality are rated at "agreed level" with the average mean of 3.6378. This implies that
the respondents are agreed with the service quality provided by company when they
already had experienced with them. Moreover, all factors are also rated at "agreed
level" with the average means ranging from 3.5000 to 3.8846.

And the

responsiveness is perceived at the highest level, which mean is valued at 3.8846 and
standard deviation equaled to 0.3644, rated as "agreed".

4.3 Difference I Gap between Expected SQ and Experienced SQ

The Independent-Sample T-test was used to find out the gap and/or difference
between expected SQ and Experienced SQ classified by client status.

To test the equality of variance of two series of respondents' responses for the
study before testing the equality of mean, Levene's Test was used for this condition,
and then the T-test would be used in proving the difference.
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Research Question No. 4: Is there a gap between Expected SQ and Experienced SQ?
In this study it is important to see the differences between Expected SQ and
Experienced SQ. Hypothesis 1.1 seeks to test whether there is no difference or gap
between the two.
Hypothesis 1.1
Ho: There is no gap/difference between expected SQ and Experienced SQ by existing
customer.
Ha: There is a significant gap /difference between expected SQ and Experienced SQ
by existing customer.

Table 4.15 Difference/Gap between Expected SQ and Experienced SQ
Levene's

Test for
Equality of
Variances

F

Creativity
Responsiveness

Reliability
Confidentiality

Equal variances assumed
Equal variances not
assumed
Equal variances assumed
Equal variances not
assumed
Equal variances assumed
Equal variances not
assumed
Equal variances assumed
Equal variances not
assumed

8.091

J.548

.020

6.203

Sie.
.005

.216

.886

.014

t-test for Equality of
Means

Sig.
l2-tailed)

Mean
Difference

-I 1.345

.000

.7308

-11.345

.000

.7308

-10.747

.000

.6026

-10.747

.000

.6026

-9.382

.000

.6603

-9.382

.000

.6603

-16.939

.000

.8205

-16.939

.000

.8205

t

The overall service quality, is shown that there is a significant gap between
expected SQ and Experienced SQ by existing client. Since, the p-value of Levene's
test for equality of variance, equaled to 0.888, is greater than the significance level of
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0.05, the equal variance assumed is used. For the p-values ofthe t-test for equality of
means, it is equaled to 0.000, which is less than the significance level of 0.05 so, the

null hypothesis is rejected. Therefore, it is concluded that there is a significant gap
between expected SQ and Experienced SQ by existing client. And the range of gap is
valued at 0. 7035, which could be interpreted that the existing clients are satisfied with
the overall service quality of the company.

For Creativity, as the p-value of Levene's test for equality of variances is
0.005, which is less than the significance level of 0.05, the null hypothesis is rejected.
Thus, the equal variance not assumed is concentrated. And the p-values of the t-test
for equality of mean was 0.000, which is less than the significance level of 0.05, so,

the null sub-hypothesis is rejected. This could be concluded that there is a significant
gap between expected creativity and experienced creativity by existing client.
Moreover, the range of gap was valued at 0.7308, which could be interpreted that the
existing clients are satisfied with the creativity.

For Responsiveness, as the p-value of Levene's test for equality of variances
is 0.216, which is greater than the significance level of 0.05, the null hypothesis is
accepted. Thus, the equal variance assumed is concentrated. And the p-values of the
t-test for equality ofmean was 0.000, which is less than the significance level of 0.05,

so, the null sub-hypothesis is rejected.

This could be concluded that there is a

significant gap between expected responsiveness and experienced responsiveness by
existing client. Moreover, the range of gap is valued at 0.6026, which could be
interpreted that the existing clients are satisfied with the responsiveness provided by
the company.

For Reliability, as the p-value of Levene's test for equality of variances is
0.886, which is greater than the significance level of 0.05, the null hypothesis is
accepted. Thus, the equal variance assumed is concentrated. And the p-values of the
t-test for equality of mean is 0.000, which is less than the significance level of 0.05,

so, the null sub-hypothesis is rejected.

This could be concluded that there is a

significant gap between expected reliability and experienced reliability by existing
client. Moreover, the range of gap is valued at 0.6603, which could be interpreted
that the existing clients are satisfied with the reliability provided by the company.
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For Confidentiality, as the p-value of Levene's test for equality of variances is
0.0 14, which is less than the significance level of 0.05, the null hypothesis is rejected.
Thus, the equal variance not assumed is concentrated. And the p-values of the t-test
for equality of mean was 0.000, which is less than the significance level of 0.05, so,

the null sub-hypothesis is rejected. This could be concluded that there is a significant
gap between expected confidentiality and experienced confidentiality by existing
customer. Moreover, the range of gap is valued at 0.8205, which would be interpreted
that the existing clients are more satisfied with the confidentiality provided by the
company.
In all of the above findings on each of the four variables on creativity,
responsiveness, reliability, and confidentiality it is evident that the gap between the
expected service quality and experienced service quality as perceived by the existing
clients is significantly different and the difference points to the level of satisfaction as
"client delights" on the services provided by LCOM. This confirms the feedback
LCOM constantly receives from its clients whenever clients avail of LCOM's
services.
Hypothesis 1.2
Ho: There is no gap/difference between expected SQ and Experienced SQ by former
client.
Ha: There is a significant gap/difference between expected SQ and Experienced SQ
by former client.
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Table 4.16 Gap/Difference between Expected SQ and Expected SQ
by Former Client

Independent Samples Test
Levene's
Test for
Equality of
Variances

F

Creativity

Responsiveness
Reliability

Confidentiality

t-test for Equality of
Means

Sig.
2-tailed

Mean
Difference

-6.759

.000

.5897

-6.759

.000

.5897

-6.00Z

.000

.6538

-6.002

.000

.6538

-8.816

.000

.7436

-8.816

.000

.7436

-9.025

.000

.6282

-9.025

.000

.6282

Si.

Equal variances assumed
.450
.505
Equal variances not
assumed
Equal variances assumed
.178
.675
Equal variances not
assumed
Equal variances assumed
.001
.982
Equal variances not
assumed
Equal variances assumed
.870
.356
Equal variances not
assumed
·· · Equal variances assumed 1-.·::;;-,;.u·.·~·~,;;;·•;_ :.. ~82§!L
Equal variances not
assumed

t
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Jn tlte overall service quality, as shown above, there is a significant gap
between expected SQ and Experienced SQ by former c1ients. Since, the p-value of
Levene' s test for equality of variance, equaled to 0.825, is greater than the
significance level of 0.05, the equal variance assumed is used. For the p-values of the
t-testfor equality of means, it is equaled to 0.000, which is less than the significance
level of 0.05 so, the null hypothesis is rejected. Therefore, it is concluded that there is
a significant gap between expected SQ and Experienced SQ by former clients. And
the range of gap is valued at 0.6538, which could be interpreted that the fonner clients
were satisfied with the overall service quality of the company.

For Creativity, as the p-value of Levene's test for equality of variances is
0.505, which is greater than the significance level of 0.05, the null hypothesis is
accepted. Thus, the equal variance assumed is concentrated. And the p-values of the
t-testjbr equality of mean is 0.000, which is less than the significance level of 0.05,
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so, the null sub-hypothesis is rejected. This could be concluded that there was a
significant gap between expected creativity and experienced creativity by former
customers.

Moreover, the range of gap is valued at 0.5897, which could be

interpreted that the former clients were satisfied with the creativity.

For Respo1tsiveness, as the p-value of Levene's test for equality of variances
is 0.675, which is greater than the significance level of 0.05, the null hypothesis is
accepted. Thus, the equal variance assumed is concentrated. And the p-values ofthe
t-testfi>r equality of mean is 0.000, which is less than the significance level of 0.05,

so, the null sub-hypothesis is rejected.

This could be concluded that there is a

significant gap between expected responsiveness and experienced responsiveness by
former customer. Moreover, the range of gap is valued at 0.6538, which could be
interpreted that the former customers were satisfied with the responsiveness provided
by the company.

For Reliability, as the p-value of Levene's test for equality of variances is
0.982, which is greater than the significance level of 0.05, the null hypothesis is
accepted. Thus, the equal variance assumed is concentrated. And the p-values of the
I-test ji>r equality of mean is 0.000, which is less than the significance level of 0.05,

so, the null sub-hypothesis is rejected. This could be concluded that there is a
significant gap between expected reliability and experienced reliability by former
customers.

Moreover, the range of gap is valued at 0.7436, which could be

interpreted that the former customers are satisfied with the reliability provided by the
company.

For Confidentiality, as the p-value of Levene's test for equality of variances is
0.356, which is greater than the significance level of 0.05, the null hypothesis is
rejected. Thus, the equal variance not assumed is concentrated. And the p-values of
the t-test for equality of mean is 0.000, which is less than the significance level of

0.05, so, the null sub-hypothesis is rejected. This could be concluded that there is a
significant gap between expected confidentiality and experienced confidentiality by
former clients. Moreover, the range of gap is valued at 0.6282, which could be
interpreted that the former clients were satisfied with the confidentiality provided by
the company.
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Research Question No. 5: ls there a difference in the perception of expected SQ by
client status?
Hypothesis 2
Ho: There is no difference in the perception of expected SQ classified by client status.
Ha: There is a significant difference in the perception of expected SQ classified by
client status
Table 4.17 Difference in the perception of Expected SQ classified by client status
Independent Samples Test
Levene's
Test for
Equality of
Variances

Creativity

Responsiveness

Reliability

Equal variances assumed
Equal variances not
assumed
Equal variances assumed

1.338

Si •
.485

.151

Equal variances not
assumed
Equal variances assumed
Equal variances not
assumed

Confidentiality

F
.493

.012

.912

t-test for
Equality of
Means

t
9.373

Sig.
2-tailed
.000

9.918

.000

7.628

.000

6.867

.000

10.336

.000

10.948

.000

Equal variances assumed
Equal variances not
assumed

/11 overall, it is implied that there is a significant difference in the perception

of expected service quality classified by client status. Since, the p-value of Levene's
test for equality of variance, equaled to 0.859, is greater than the significance level of
0.05, the equal variance assumed is used. For the p-values ofthe I-test for equality of
means, it is equaled to 0.000, which is less than the significance level of 0.05 so, the

null hypothesis is rejected. Therefore, it is concluded that there is a significant

55

difference between existing and former clients' perception in tenns of expected
overall service quality.

For Creativity, as the p-value of Levene's test for equality of variances is
0.485, which is less than the significance level of 0.05, the null hypothesis is
accepted. Thus, the equal variance assumed is concentrated. And the p-values of the
t-test for equality of mean is 0.000, which is less than the significance level of 0.05,

so, the null sub-hypothesis is rejected. This could be concluded that there is a
significant difference between existing and fonner clients' perception in terms of
expected creativity.

For Responsiveness, as the p-value of Levene 's test for equality of variances
is 0.251, which is greater than the significance level of 0.05, the null hypothesis is
accepted. Thus, the equal variance assumed is concentrated. And the p-values ofthe
t-testfor equality of mean is 0.000, which is less than the significance level of 0.05,

so, the null sub-hypothesis is rejected. This could be concluded that there is a
significant difference between existing and former clients' perception in terms of
expected responsiveness.

For Reliability, as the p-value of Levene's test for equality of variances is
0.912, which is greater than the significance level of 0.05, the null hypothesis is
accepted. Thus, the equal variance assumed is concentrated. And the p-values of the
I-test for equality of mean is 0.000, which is less than the significance level of 0.05,

so, the null sub-hypothesis is rejected.

This could be concluded that there is a

significant difference between existing and former clients' perception in terms of
expected reliability.

For Confidentiality, as the p-value ofLevene's test for equality of variances is
0.434, which is less than the significance level of 0.05, the null hypothesis is
accepted. Thus, the equal variance assumed is concentrated. And the p-values of the
t-test for equality of mean is 0.000, which is less than the significance level of 0.05,

so, the null sub-hypothesis is rejected. This could be concluded that there is a
significant difference between existing and former clients' perception in terms of
expected confidentiality.
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In addition, the below table showed that the existing clients have had higher
means, details are explained as follows

Table 4.18 Expected SQ between Existing
Customer Status
Existing Former
l\lean

l\lean

3.8013
3.8654
3.6154
3.5385

2.9615
Creativity
Responsiveness
3.2308
Reliability
2.7564
Confidentiality
2.9872
:st~iat;fimtlitvsi~rf ;;'t:3:7osit$ ;:~~2~98ibi~
For overall expected service quality, existing clients have higher means
valued at 3. 7051, while former clients have mean valued at 2. 9840. This could be
implied that existing clients have higher expectation to overaJI service quality than
former clients.

For creativity, existing clients have higher mean valued at 3.8013, while
former clients have mean valued at 2.9615. This could be implied that existing clients
have higher expectation to creativity than former clients.

For responsive11ess, existing clients have higher mean valued at 3.8654, while
former clients have mean valued at 3.2308. This could be implied that existing clients
have higher expectation to responsiveness than former clients.

For reliability, existing clients have higher mean valued at 3.6154, while
former clients have mean valued at 2.7564. This could be implied that existing clients
have higher expectation to reliability than former clients.

For conjide11tiality, existing clients have higher mean valued at 3.5385, while
former customers have mean valued at 2.9872. This could be implied that existing
clients have higher expectation to confidentiality than former clients.
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All of the above findings seem to show that the current or existing clients have
higher expectations and experience ratings on the service quality of LCOM. This
higher rating could be explained by the improvement and diversification done by
LCOM on their services as result of continuous learning and searching of creative
and responsive ways to service the clients.

Especially in events marketing, the

designs of services have been unique and distinctive every time these are delivered.

Research Question No. 6: Is there a difference in the perception of experienced SQ
by client status?

Hypothesis 3
Ho: There is no difference in the perception of experienced SQ classified by c1ient
status.
Ha: There is a significant difference in the perception of experienced SQ classified by
client status.

-

Table Difference between Experienced SQ Classified by Client Status
Independent Samples Test
Levene's
Test for
Equality of
Variances

Equal variances assumed
Equal variances not
assumed
Equal variances assumed
Equal variances not
Responsiveness
assumed
Equal variances assumed
Reliability
Equal variances not
assumed
Equal variances assumed
Confidentiality
Equal variances not
assumed
Equal variances assumed
~~~~'ili:??::;.:t Equal variances not
assumed

F
1.129

Si .
.Z71

Creativity

2.363

.077

.006

.128

. 783

.937

r-

t-test for
Equality of
Means

15.350

Sig.
2-tailed
.000

14.470

.000

8.040

.000

7.252

.000

9.566

.000

10.089

.000

14.078

.000

14.592

.000

t
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Jn overall, it is implied that there is a significant difference in the perception

of experienced service quality classified by client status.

Since, the p-value of

Levene's test for equality of variance, equaled to 0.762, is greater than the
significance level of 0.05, the equal variance assumed is used. For the p-values of the
t-test for equality of means, it is equaled to 0.000, which is less than the significance

level of 0.05 so, the null hypothesis is rejected. Therefore, it is concluded that there is
a significant difference between existing and former clients' perception in terms of
experienced overall service quality.
For Creativity, as the p-value of Levene's test for equality of variances is
0.271, which is less than the significance level of 0.05, the null hypothesis is
accepted. Thus, the equal variance assumed is concentrated. And the p-values of the
t-test for equality of mean is 0.000, which is less than the significance level of 0.05,

so, the null sub-hypothesis is rejected.

This could be concluded that there is a

significant difference between existing and former clients' perception in terms of
experienced creativity.

For Responsiveness, as the p-value of Levene's test for equality of variances
is 0.128, which is greater than the significance level of 0.05, the null hypothesis is
accepted. Thus, the equal variance assumed is concentrated. And the p-values (fthe
t-testfor equality of mean is 0.000, which is less than the significance level of 0.05,

so, the null sub-hypothesis is rejected. This could be concluded that there is a
significant difference between existing and former clients' perception in terms of
experienced responsiveness.

For Reliability, as the p-value of Levene's test for equality of variances is
0.783, which is greater than the significance level of 0.05, the null hypothesis was
accepted. Thus, the equal variance assumed ss concentrated. And the p-values ofthe
t-test for equality of mean ss 0.000, which ss less than the significance level of 0.05,

so, the null sub-hypothesis ss rejected.

This could be concluded that there ss a

significant difference between existing and former clients' perception in terms of
experienced reliability.
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For Confidentiality, as the p-value of Levene's test for equality of variances is
0.937, which is less than the significance level of 0.05, the null hypothesis is
accepted. Thus, the equal variance assumed ss concentrated. And the p-values of the

t-test Ji.Jr equality of mean ss 0.000, which is less than the significance level of 0.05,
so, the nuIJ sub-hypothesis ss rejected. This could be concluded that there ss a
significant difference between existing and former clients' perception in terms of
experienced confidentiality.

In addition, as shown below that the existing clients have had higher means,
the details of which are as follows

Table 4.20 Experienced SQ between Client Status
Customer Status
Existing Former

Mean
Creativity
Responsiveness
Reliability
Confidentiality

4.5321
4.4679
4 .2756
4.3590

Mean
3.5513
3.8846
3.5000
3.6154

~WJJ'~ftGll'fditV':0ii%1 ;(:~;i~~US'.7!!!~ 0~~3~)7.8k~
For overall expected service quality, existing clients have higher meant valued
at 4.4087, while former clients have mean valued at 3.6378. This could be implied
that existing clients have better perception toward overall service quality than former .
cJients.

For creativity, existing clients have higher mean valued at 4.5321, while
former clients have mean valued at 3.5513. This could be implied that existing clients
have better perception toward creativity than former clients.

For responsiveness, existing clients have higher mean valued at 4.4679, while
former clients have mean valued at 3.8846. This could be implied that existing clients
have better perception toward responsiveness than former clients.
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For reliability, existing customers have higher mean valued at 4.2756, while
former customers have mean valued at 3.500. This could be implied that existing
customers have better perception toward reliability than former customers.

For confidentiality, existing customers have higher mean valued at 4.3590,
while former customers have mean valued at 3.6154. This could be implied that
existing customers have better perception toward confidentiality than former
customers.
All of the findings as shown above could be explained in terms of the principle
of recency of time. Existing clients are still in contact with the company and recall of
the expected and experienced service quality is more recent than those of the former
clients. It is expected that the existing clients would render a higher rating than
former. But what is significant is that both client groups have positive rating of the
service quality of the company.

-
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4.4 Perception on Client Delight

In this part, the descriptive statistics is used to find out the answer for research
question 7. And the Arbitrary Level is also used in stating the rating of respondents'
perceptions toward client delight, which the Arbitrary Level is already shown on part

-

2.

Research Question No. 7: What is the extent of client delight by client status?

Table 4.21 Perception of Client Delights
Client Delight

Mean

SD

Rating

Existing Customer

4.33

.58

SS

Former Customer

3.77

.51

s

The perceptions of the existing customers toward client delight are rated at
"strongly satisfied level" with the average mean of 4.33 and standard deviation of
0.58. This implies that the existing customers are very satisfied. On the other hand,
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the fonner customers are satisfied as well, because the perceptions of the fonner
customers toward client sustainable delight are rated at "satisfied level" with the
average mean of3.77 and standard deviation of 0.51. It could be concluded that the
existing clients are more satisfied than the fonner clients in tenns of client delight.

4.5 Relationship between SQ and CD

This section is established to find out the relationship between service quality
(SQ) and client delight (CD) factors.

The Bivariate Correlation Test (Pearson

Correlation) is employed to test this set of hypotheses.
As the significance level of this study is set at 0.05, the nul1 hypothesis is
rejected when Sig. (2-tailed) or p-value is less than a.
And the correlation results acquiring from the test are interpreted according to
Correlation Coefficient Range as follows:

-

l='
Correlation Coefficients

Correlation Level

-1 .00

Perfect negative correlation

- 0.95

Strong negative correlation

-0.50

Moderate negative correlation

-0.10

Weak negative correlation

0.00

No correlation

+0.10

Weak positive correlation

+0.50

Moderate positive correlation

+0.95

Strong positive correlation

+ I.00

Perfect positive correlation
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Research Question No. 8: Is there a relationship between expected SQ and CD?

Hypothesis 4

Ho:

There is no relationship between expected SQ in terms of Creativity,
Responsiveness, Reliability, and Confidentiality, and CD.

Ha:

There is a significant relationship between expected SQ in terms of creativity,
responsiveness, reliability, and confidentiality, and CD.

Table 4.22 Relationship between Expected SQ an CD

Creativity
Responsiveness
Reliability
Confidentiality

Client
Sustainable
Deli hts
Pearson Correlation
.216
Sig. (2-tailed)
.057
Pearson Correlation
.160
Sig. (2-tailed)
.163
Pearson Correlation
.409
Sig. (2-tailed)
.000
Pearson Correlation
.265
Sig. (2-tailed)
.019

-

':P

rl::tt
(::)

For overall expected service quality, the correlation coefficient between
service quality and client delight is 0.335, and its p-value is 0.003, which is less than
the level of si&111ificance of 0. 05. Thus, the null hypothesis is rejected. It implies that
there is a significant relationship between overall expected service quality and client
delight at the weak positive correlation. The higher expected service quality is
provided, the higher client delight is experienced as it occurred a bit.
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For expected creativity, the p-value is equaled to 0.057, which is greater than
the 0.05 significance level, thus, the null hypothesis is accepted. This implies that
there is no significant relationship between expected creativity and client delight.

For expected responsiveness, the p-value is equaled to 0. 163, which is greater
than the 0.05 significance level, thus, the null hypothesis is accepted. This is implied
that there is no sit,>nificant relationship between expected responsiveness and client
delight.

For expected reliability, the p-value is equaled to 0.000, which is less than the
0.05 significance level, thus, the null hypothesis is rejected. And the correlation
coefficient between these two variables is 0.409. This implies that there is significant
relationship between expected reliability and client delight at the nearly moderate
positive correlation. The higher expected reliability is provided, the higher client
delight has occurred.

~

For expected confidentiality, the p-value is equaled to 0.019, which is less
than the 0.05 significance level, thus, the null hypothesis is rejected. And the
correlation coefficient between these two variables is 0.269. This implies that there is
significant relationship between expected confidentiality and client delight at the
weak positive correlation. The higher expected confidentiality is provided, the higher
client delight is slightly occurred.

Research Question No. 9: Is there a relationship between experienced SQ and CD?
Hypothesis 5

Ho:

There is no relationship between experienced SQ in terms of creativity,
responsiveness, reliability, and confidentiality, and CD.

Ha:

There is a significant relationship between experienced SQ in terms of
creativity, responsiveness, reliability, and confidentiality, and CD.
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Table 4.23 Relationship between Experienced SQ and CD
Client
Sustainable

Deli ht
Creativity
Responsiveness
Reliability
Confidentiality

Pearson Correlation
Sig. (2-tailed)
Pearson Correlation
Sig. (2-tai1ed)
Pearson Correlation
Sig. (2-tailed)
Pearson Correlation
Sig. (2-tailed)
Pearson Correlation
Si . 2-tailed

.382
.001
.240
.035
.344
.002
.309
.006

For overall experienced service quality, the correlation coefficient between
service quality and client delight is 0.377, and its p-value is 0.001, which is less than
the level of significance of0.05. Thus, the null hypothesis is rejected. It implied that
there is a significant relationship between overall experienced service quality and
client delight at the weak positive correlation. The higher experienced service quality
is provided, the higher client delight has occurred a bit.

For experienced creativity, the p-value is equaled to 0.001, which is less than
the 0.05 significance level, thus, the null hypothesis is rejected. And the correlation
coefficient between these two variables is 0.382.

This implies that there is a

significant relationship between experienced creativity and client sustainable delight
at the weak positive relationship. The higher experienced creativity is provided, the
higher client sustainable delight has slightly occurred.

For experienced responsiveness, the p-value is equaled to 0.035, which is less
than the 0.05 significance level, thus, the null hypothesis is rejected. And the
correlation coefficient between these two variables is 0.240. This is implied that there
is a significant relationship between experience responsiveness and client delight at
the weak positive relationship. The higher experienced responsiveness is provided, the
higher client delight has slightly occurred.
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For experienced reliability, the p-value is equaled to 0.002, which is less than
the 0.05 significance level, thus, the null hypothesis is rejected. And the correlation
coefficient between these two variables is 0.344. This implies that there is significant
relationship between experienced reliability and client delight at the weak positive
correlation. The higher experienced reliability is provided, the higher client
sustainable delight has occurred a bit.

For experienced confidentiality, the p-value is equaled to 0.006, which is less
than the 0.05 significance level, thus, the null hypothesis is rejected. And the
correlation coefficient between these two variables is 0.309. This implies that there is
significant relationship between experienced confidentiality and client delight at the
weak positive correlation. The higher experienced confidentiality is provided, the
higher client delight has slightly occurred.

4.6 Difference in Relationship between Service Quality in terms of Expectation
and Experience, and Client Delights

Research Question No. 10: Is there a difference between Service Quality in terms of
Expectation and Experience, and Client Delights?
This final question seeks to determine the significant difference between SQ
as expected and experienced and the respective client delights. The following table
4.24 shows the differences based on the analysis of findings.

Table 4.24 Difference in Relationship between SQ in terms of Expected and
Experienced and Client Delights
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Client Deli hts

< i E"ke~tecl \·•./i............ Experienced
Ser\'ife.Qt1a,li1.y. Service Quality

Variable
Creativity

Responsiveness

Reliability

Confidentiality

Service Quality

Pearson Correlation

.382

Sig. (2-tailed)

.001

Pearson Correlation

.240

Sig. (2-tailed)

.035

Pearson Correlation

.344

Sig. (2-tailed)

.002

Pearson Correlation

.309

Sig. (2-tailed)

.006

Pearson Correlation
Sig. (2-tailed)

For overall service quality, there are significant relationships between both
expected and experienced service quality and client delight. However the experienced
service quality have higher relationship with the client sustainable delight more than
the expected service quality, which the correlation coefficient of experienced and
expected service quality are 0.377 and 0.335 respectively. However, these values fall
in the "weak positive relationship", this could be concluded that there is no difference
between overall service quality in tenns of expectation and experience, and client
delights.

In details, there were only 2 variables that had the significant relationship between
expected reliability and confidentiality, and client delight.

While, all experienced

service quality variables namely creativity, responsiveness, reliability, and
confidentiality, had significant relationship with the client delight.
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4. 7 Relationship between Demographic Profiles and SQ and CD

In this part, the Multivariate Analysis of Variance (MANOVA) is used in
proving this research question and hypothesis, stated whether there are significant
relationships between demographic profile factors and SQ factors or not.

Research Question No. 11: Is there a relationship between demographic profiles and

service quality?

Hypothesis 6

Ho:

There is no relationship between demographic profiles and service quality.

Ha:

There is a significant relationship between demographic profiles and service
quality.
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Table 4.25 Relationship between Demographic Profiles and SQ and CD
Service Oualitv Variables
Demographic
Profile
Customer Status
Business Type

Ownership Type
Company Size
Product/Service
Job Title
Department
Name
Scope of
Authority
Number of
Subordinate
Number of
Supervisor

F
Sig.

Creativity
70.253

Sil!.

.000
. 176
. 173

F

5.382

Sig.
F
Sil!.
F
Sil!.

.007

F

F
Si~.

F
Si2.
F
Si2.
F
Si2.
F

Si2.

Resoonsiveness
49.789

.162
.078
L631
.123
.193
.066
l .623
.205
2.600
. 112
.201

.000
.828
,}69
.736
.483
.838
. 198
1.671
.112
.810
.105
2.042
. 138
2.288
.135
.799

.103

.088

1.369

5.227

.262

.008

j
I

Reliability
75.106

lt~;·'.!,~i~I;);:?'.[~

Confidentiality
44.241
•w:,g,7$}~g~,\,;C;;

.000
.203
.165

.000
.175
.052

1u.r,,:;1 1ff<i$!!

.295

.149

10.J.ii.;'.'~

.746
.194
.342
L710
. 103
.232
.084
2.078
.134
6.789
.071
.250
.076
1.206
.306

.862
. 194
.097
3.295
.076
.216
. 112
1.217
.303
.041

l'.;;p;:;';' . '.''\/}
,, .... ..

li':'?fo'\(

Hr\;

n;,: ;;;);~ ,)i:;,;-

lei' "',,,,.,'.,,.,""'., .... ..,,,} ;;} .''.::,•:
\H'.,;i..'i t·o: •':\:\ND
:/} .:\

'@iJ:/ '.)\•ii

·, ,,,
..

.:•/;<·'.\':
. .,,..,.,,

•;• ......,,.,.- ..... •?\'',,·:
••
>'
;;:;: ;
.,. .....::;.·,:
.

..

i . .'::;' ,' ······

1; .(:,\:S
j'.;:(?ij)j

··· ·'.".'•'

>>·•:;
•······•.'.:?<>

·(i~

;:·;re;

.841

1.f: .'.'Ki'Q ;.:::.'J!l0J.

.246
.069
.775
.465

ITEYNr iiiSUH
:·•:;·,.::.·:::''"'

""~'''' " ·"

.?<':':

,)@;i,'. E,,,_ ~;.<}).
1·•;: :';;/;;'.i ~H:lf.1

For overall service quality, there is a significant relationship between client
status and overall service quality. Because the p-value of customer status and overall
service quality is 0.000, which is less than the significance level of 0.05, so, the null
hypothesis is rejected.

In details, the customer status also has significant relationships with creativity,
responsiveness, reliability, and confidentiality. Since the p-values of these factors are
0.000, which is less than the significance level of 0.05, therefore the null hypotheses
were rejected.

...

!,•;.:..•;.,

69

Table 4.26 Relationship between SQ and Client Status in term of CRRC
Customer Status
Existing: Former
Variables
Creativity
Responsiveness
Reliability
Confidentiality
Service Quality

Mean
3.755
3.890
3.535
3.517
3.674

Mean
2.914
3.210
2.696
2.969
2.947

The above table shows how customer status relate each service quality
variable and details are explained as follows:

For overall service quality, the existing customers have higher mean valued
at 3.674, while fonner customers have mean valued at 2.947.

lt implies that the

existing customers have higher relationship with the service quality than the former
customers.

For creativity, the existing customers have higher mean valued at 3. 755, while
former customers have mean valued at 2.914. It implies that the existing customers
have higher relationship with the creativity than the former customers.

For responsiveness, the existing customers have higher mean accounted to
3.890, while former customers have mean valued at 3.210. It implies that the existing
customers have higher relationship with the responsiveness than the former
customers.

For reliability, the existing customers have higher mean amounting to 3.535,
while former customers have mean valued at 2.696.

It implies that the existing

customers have higher relationship with the creativity than the former customers.
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For confidentiality, the existing customers have higher mean equaled to
3.517, while former customers have mean valued at 2.969. It implies that the existing
customers have higher relationship with the confidentiality than the former customers.

For ownership type, there is a significant relationship between ownership type
and creativity. Because the p-values of these factors were 0.007, which is less than
the sib'llificance level of 0.05, therefore the null hypothesis is rejected.

Table 4.27 Relationship between Ownership Type and Creativity

Ownership Type

Creativity

Local

Foreign

Others

Mean

Mean

Mean

2.909

3.194

3.900

The above table shows that the foreign ownership type have the highest mean
valued at 3.194, followed by the other ownership type, which mean valued at 3.900.
Whereas the local ownership type have the lowest mean valued at 2.909. It implies
that the foreign ownership type had the highest relationship with the creativity,
followed by other type of ownership. And the local ownership type has the lowest
relationship with the creativity.

*

For number of supervisor, there is a sib'llificant relationship between number
of supervisor and responsiveness. Because the p-values of these factors are at 0.008,
which is less than the significance level of 0.05, therefore the null hypothesis is
rejected.

Table 4.28 Relationship between Number of Supervisor and Responsiveness
Number of Supervisor

Responsiveness

1-10 nersons

11-20 nersons

More than 20 oersons

Mean
3.273

Mean
3.796

Mean
3.581
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The above table shows that the clients who have 11-20 supervisors in their
organization had the highest mean values at 3.796, followed by the clients who have
supervisors more than 20 persons in their organization, with mean values at 3.581.
Whereas the clients who have 1-10 supervisors in their organization have the lowest
mean values at 3.273. This implies that the clients who have 11-20 supervisors in
their organization have the highest relationship with the responsiveness, followed by
the clients who have supervisors more than 20 persons in their organization. And the
clients who have 1-10 supervisors in their organization have the lowest relationship
with the creativity.

For other demographic factors namely business type, company size,
product/service, job title, department name, scope of authority, and number of
subordinate, there are no significant relationship between the mentioned demographic
factors and service quality. And the p-values of these factors have more than the
significance level of 0.05, therefore the null hypotheses are accepted.

Research Question No. 12: Is there a relationship between demographic profiles and

client delights?

(/)

In this part, the 2-Way Analysis of Varian (2-Way ANOVA) is used for
proving this research question and hypothesis, stated whether there are significant
relationships between demographic profile factors and CD or not.

Hypothesis 7

Ho:

There is no relationship between demographic profiles and client
delights.

Ha:

There is a significant relationship between demographic profiles and client
delights.

From the following table, the client status is only one demographic factor that
has a significant relationship with the client delights. As the p-value of customer
status and client delights is equaled to 0.000, which is less than the significance level
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of 0.05, the null hypothesis is rejected.

This could be concluded that there is a

significant relationship between customer status and client delights.

For other demographic factors namely business type, ownership type,
company size, product/service, job title, department name, scope of authority, number
of subordinate, and number of supervisor, there are no significant relationship
between the mentioned demographic factors and client delight. Since the p-values of
these factors are more than the significance level of 0.05, therefore the null
hypotheses are accepted.

Table 4.29 Relationship between Demographic Profiles and Client Delights

'-\
Demo2raphic Profiles

F
Sig.
F
Business Type
Sig.
F
Ownership Type
Sig.
F
Company Size
Sig.
F
Product/Service
Sig.
F
Job Title
Sig.
F
Department Name
Sig.
F
Scope of Authority
Sig.
F
Number of Subordinate
Sig.
F
Number of Supervisor
Sig.
Customer Status

Deoendent Variable
Client Sustainable Deli2hts
I
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'
........241
Si ~
c 1.202
=
.307
lC
c 0
2.925
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)
.125
~
5.603
.092
3.702
.073
.482
~~
.620
.948
.284
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~
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1.246

.112
2.532
.087

The following table shows that the existing clients have higher mean valued at
4.395, while former clients have mean values at 3.575. It implies that the existing
clients have higher relationship with the client delights than the former clients.
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Table 4.30 Relationship between Client Status and Client Delights
Custom ~r
Existing Former
Client Sustainable
Mean

Mean

Based on the findings above, there are certain variables in the demographic
factors that show significant relationships with expected service quality, experienced
service quality and cJient delights. These variables include the client status in terms of
number of years of service, company variables in terms of creativity, reliability,
responsiveness and confidentiality. Other variables that contributed to the results,
found from the study were the Satisfied and Dissatisfied tests on client delights.
These tests analyzed the relationship between the expected service quality and
creativity, reliability, responsiveness, reliability and confidentiality; the relationship
between experienced service quality and creativity, reliability, responsiveness and
confidentiality.

::::::»

The researcher also tested the client delights problems based on finding the
averages of level of satisfaction and dissatisfaction and the relationship of expected
service quality versus client delights looking at both the positive pints and negative
points.

Having been in operation for over a decade the results of this study now
proved several client perceptions on LCOM service as experienced in the past which
findings are invaluable to management for strategic and developmental planning
activities for the next decade.
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CHAPTERS

SUMMARY CONCLUSIONS AND RECOMMENDATIONS

This chapter is composed of three significant sections.

The first section is on the

summary of findings, the second on the conclusion based on findings and finally the last
section focuses on the recommendations drawn from the findings and conclusions.

5.1 Summary of Study

1. The research was conducted with the main objective to examine the relationship
between client sustainable delights as related to the expectation and experience of service
quality by clients status. It also explored the differences or gaps between the expected and
experienced quality service and the client sustainable delights by client status and relevant
demographic factors.

*
2. The subject size of the study was purposive of current and former clients of the
LCOM with three key top level officers to compose 150 respondents. Only 78 respondents
were reached during -the period of study due to the constraints of executive management
time of the respondents. Survey interview questionnaires were used and data from the
instruments were collated, processed and analyzed using SPSS package that cover both
ddbriptive, correctional and differential tools for analysis.
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5.2 Summary of Findings based on the research questions and hypothesis

5.2. 1 What is the Client Status profile in tenns of Existing Client Status and Fonner
Client Status?

> The percentage statistical analysis of existing client status has proved that
the status of existing clients is higher than that of former clients. Within the period of 1-5
years existing clients were at 44.9% and at 5-10 years current customers were still leading
with a percentage of 21. 8%. Thus, showing that there is direct relation between existing
clients status and sustainable delights according to the analysis.

5.2.1. What is the Expected Service Quality in terms of Creativity, Responsiveness,
Reliability and Confidentiality?

-

l='

> By considering the service quality in terms of creativity, reliability,

responsiveness and confidentiality it is observed that the perception of existing clients
towards the overall expected service quality by analysis is at "agree level" with an average
mean of 3.7051 . This strongly suggest that the clients agree with the service quality based
on CRRC. The standard deviation also showed a higher rating of 0.3044 (agree level)
indicating the acceptance level of client's expectation of LCOM service quality prior to
receiving the services.

5.2.2

What is the Experienced Service Quality in terms of Creativity, Responsiveness,

Reliability and ConfidentiaJity?

> The perceptions of the existing customers toward overall experienced service

quality were rated at "strongly agreed level" with the average mean of 4.4087. This
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implied that the respondents were agreed with the experienced service quality provided by
company. Moreover, all factors were also showed "strongly agree level" with the average
mean range of 4.2756 to 4.5321. And creativity was at the highest level, with a mean rate
of 4.5321 and standard deviation of 0.2493, at a rating level of "strongly agree".

5.2.3

What is the Experienced Service Quality in terms of Creativity, Responsiveness,

Reliability and Confidentiality?

> The perceptions of the former customers toward overall experienced service
quality rated at "agreed level" with the average mean of 3.6378. This implies that
the respondents agree with the service quality provided by company after experiencing the
service. Responsiveness was perceived at the highest level, with the mean average value at
and standard deviation level 0.3644, rating at "agree level".

-

~

> The perceptions of the former customers toward overall expected service
quality are rated at "undecided level" with the average mean of 2.9840 and standard
deviation of 0. 1616. This implies that the respondents could not decide whether they
agree with the expected service quality provided by the company or not. Moreover, all
factors are also rated at "neutral level" with the average mean ranging from 2. 7564 to
And the responsiveness was expected at the highest level, with a mean value of
3.2308 and standard deviation of0.4192, rated as "undecided''. This trend is due to the
time factor, the "undecided" level. The respondents representing fonner clients could
possibly recall anymore their idea of what was their expected service quality ofLCOM in
the past.
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> The variable in demographic factors showed significant relationship with

Expected Service Quality, Experienced Service Quality and Client Delights. The findings
have presented true picture of actual Service Quality as the Clients have been Experienced
in today business of LCOM

5.3 Conclusions

Based on the analysis of findings the following conclusions are advanced:

5.3.1

The perception and assessment of clients by their status on both the Expected
Service Quality and Experienced Service Quality differ significantly but positively.
Both existing and former clients considered favorably the service quality of the
LCOM

5. 3. 2

The assessment and perception between Expected Quality Service and
Experienced Service Quality also significantly differ by client groups. Existing
clients have higher rating than former clients and the differences of their ratings
between the expected and expected service quality is significantly positive in favor
of the existing clients.

5.3.3

o1.

The research found that Client Delights have significant relationship with the
Quality of Service in terms of creativity, reliability, responsiveness and
confidentiality that LCOM has provided.
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5.4 Recommendations

Based on the above findings and conclusions the following recommendations are
proposed for the LCOM to consider for its operational improvement and strategic
development.

5.4.1

To maintain the Service Quality of LCOM, both for the expected and experienced
perspectives of client, it is critical that LCOM consistently and aggressively seek
to excel in creativity, responsiveness, reliability and confidentiality. Clients have
rated a11 these four variables very well and to keep up the level of excellence and
even beyond would matter for the viability and visibility of LCOM in the market
as well as in the industry.

LCOM can do this in varied ways as could be

brainstormed and conceptualized.

5.4.2

-

In terms of the demographic factors as variables that relate to Expected Service
Quality, Experienced Service Quality and Client Delight, on Client Status was
found to be significant. The researcher thus recommends that close, careful and
creative attention be given to both existing and fonner clients in order to sustain
and increase the company's market leadership in the industry.

5.4.3

Since the study found that LCOM service attracted more multinational companies
than Thai owned companies, due to the foreigner clients felt comfortable to use the
outsourcing Public Relations Agency while the Thai owned companies are mostly
have their own internal P.R. department. The suggestion is LCOM should try to
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create the marketing strategy of penetration to Thai clients, just to find the way
how to increase client base in domestic market.

5.4.4

There was some reason in the findings that showed some of the former clients
discontinued to use service of LCOM due to the internal change of client
organization and its policy that driven the former clients to other optional service
agency. LCOM should seek the way to maintain relationship with the fonner client
by creating opportunity to build up new relationship with new group of former
client's management team.

5.4.5

Finally, it is further recommended that in-depth study of the dynamics of the
business, the dynamics of leadership capability and the nature of market demands
in this particular service be done to provide the company a deeper appreciation and
consequently for further development.
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QUESTIONAIRE OF SERVICE QUALITY AND CUSTOMER SATISFACTION
Part I: Demographic Profile of Respondents
This questionnaire is a partial fulfilJment of the requirement for the degree of Master of
Management in Organization Development and Management. All information provided by
respondents will strictly be confidential.
Please mark (X) or fill in the blank~---) with the appropriate information.
1.1 Client status
Existing client
Former client

D high

O medium
[J 6 - 10 years
[J 6 - 10 years

1.2 Business type

[] medical & pharmaceuticals

1.3 Ownership type

CJ local

[J foreign

IJ other _ _ _(specify)

1.4 Company size

[] large

LJ medium

O small

0 1-5 years
0 1-5 years

LI fashions D others

-

1.5 Product/Service

Cl health care products L.l fashion accessories O media

1.6 Job Title

D director

f] sales

1. 7 Department name

D administrative

I .8 Scope of authority

0 decision maker

0 purchasing

marketing

D finance

0 influencer

CJ observer

[J

1.9 Number of subordinate's D

100-51 [l

50-1 iJ more than 10

1.10 Number of supervisors CJ

20- 11

I 0-1 IJ more than 20

[j

84

PART II: SERVICE QUALITY
DIRECTION

Please indicate the level of your expected service quality from LCOM Company prior
to perceiving services (as shown in the right hand column).
And your experienced level of service quality from LCOM Company (as shown in the
right hand column)
Please Circle the number that best corresponds with your answer, where necessary
1 = Strongly Agree
2 =Agree
3 =Neutral
4 =Disagree
5 = Strongly disagree
1. Reliability
Experienced SQ

Expected SQ

...

l

2

3

~--

4

5

1.1 LCOM consistently meets all press
release deadlines.

I

2

3

4

5

l

2

3

4

5

l e~•

1.2 LCOM produces professionally
1

2

3

4

5

prepared press releases that are always
accurate and news worthy.

l

2

3

4

5

~nsure

1.3 LCOM's strong media contacts
wide exposure of news and press
release.

1

2

3

4

5

1

2

3

4

5

1.5 LCOM is consistently efficient in its
~oordination of a variety of projects.

I

2

3

4

5

1

2

3

4

1.4 LCOM' s industry-wide connections
5 !offer a working partnership of
ol.
experienced professionals.

1

2

3

4

5
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Part II: Service Quality (Continued)
2. Responsiveness
ExpectedSQ
2

I

3

2

1

5

4

----

2

1

4

3

1.1 LCOM is always quick to assist
clients on all requests large or small.

1.2 LCOM offers immediate strategic
5 tresponses to clients' business situations
K>f all types.
1.3 LCOM extent to which results
5 achieved after service meet results a prior

4

3

Ex JeriencedSQ

---

]

2

3

4

5

I

2

3

4

5

1

2

3

4

5

~xpected.

-

2

1

4

3

--

1.4 LCOM is ease of understanding of
5 information, instructions, fonns or
documents provided to clients.

1

2

3

4

5

1

2

3

4

5

::,

1

2

4

3

5

1.5 LCOM offered skillfulness,
competence of officers, professionals.

,....

--

~~

~

Q..

-

~
3.

Confidentiality

Ex[)ectedSQ

-

-

r-

l:a

Experienced SQ
1. I LCOM can be trusted to protect the
5 confidentiality of all business matters of
its clients.
1.2 LCOM provides media channels
5 that are safe against inaccurate reporting,
biased point of view and unethical
business practices.
1.3 LCOM is always considerate of
5
client's personal privacy.

1

2

3

4

1

2

3

4

1

2

3

4

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1.4 LCOM is always service addresses
key concerns, problems of clients.

I

2

3

4

5

1.5 LCOM is appropriateness of
confidential service levels.

I

2

3

4

5
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Part II: Service Quality (Continued)
4. Creativity
Ex >ect ed SQ

ExperiencedSQ

1

2

3

4

5

1.1 LCOM Service Performance is
always consistent and dependable.

1

2

3

4

5

1

2

3

4

5

1.2 LCOM Understanding of Clients
Need is always creative and competent.

1

2

3

4

5

1

2

3

4

5

1.3 Clients can always trust and rely on
LCOM ' s skills.

1

2

3

4

5

1

2

3

4

5

1.4 clients are sure to receive
!Personalized Attention at LCOM.

l

2

3

4

5

l

2

3

4

5

1.5 Services at LCOM always appeal and
with accurate client perspective.

l

2

3

4

5

·--··

~"
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Part III : Client Delights
DIRECTION

Please indicate how satisfied you are with the quality of services provided by LCOM.
Please circle the nwnber that best corresponds to your answer:
5
6
7
8
9

= Very dissatisfied
= Dissatisfied
= Neutral or indifferent
= Satisfied
= Very satisfied

Ex11ected SQ
5

6

7

8

5

6

7

8

---

5

-·- -·--6

7

~--

8

Experienced SQ
Reliability of LCOM services provided
iand punctuality is unquestionable.
Credibility of LCOM in Typing and
9 epresentation language is always free
from errors.
!Competence of LCOM in billing and
9
invoicing is always very reliable.
9

-·

5

6

7

8

9

5

6

7

8

9

5

6

7

8

9

-·-

5

6

7

8

9

Promptness of LCOM in responding to
icustomer requests is always timely.

5

6

7

8

9

5

6

7

8

9

LCOM service responses after tasks have
oeen assigned are always prompt.

5

6

7

8

9

5

6

7

8

9

LCOM staff are always courteous and
trespects clients need and privacy

5

6

7

8

9

5

6

7

8

9

5

6

7

8

IAt LCOM clients' assistance is always
9 handy 24 hours a day with a high
responsiveness.

5

6

7

8

9

Public relations range of service at
LCOM are always global standard and
credible.

5

6

7

8

9

5

6

7

8

9

Customer needs understanding is always
la priority at LCOM and personalized.

5

6

7

8

9

5

6

7

8

9

5

6

7

8

. . .COM has always kept clients up to date
with
Messages relevant to their
9
ousinesses having clients' best interest at
neart.

5

6

7

8

9

It is obvious that using services of LCOM
you have a ready caring business partner

5

6

7

8

9

5

6

7

8

9

LCOM office is conducive for business &
+he staff is well presentable in terms of
!attire and courtesy.

5

6

7

8

9
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