StGabdefs Library, Ari
FACTORS INFLUENCING CUSTOMER BEHAVIOR-BASED CRM
PERFORMANCE OF AISIN BANGKOK

By

HAI LIN

A Thesis submitted in partial fulfillment
of the requirement for the degree of

Master of Business Administration

Examination Committee :
1.

Dr. Chamnong Jungthirapanich

(Advisor)

2.

Dr. Patricia Arttachariya

(Member)

3.

A. Thierry d' Argoeuves

(Member)

4.

Dr. J akarin Srimoon

(Member)

5.

Dr. Chatpong Tangmanee

(MOE Representative) ...

Examined on : 20 June 2005
Approved for Graduation on :

Graduate School of Business
Assumption University
Bangkok, Thailand
June

2005

~~-

ABSTRACT

Relationship marketing has emerged as a big new idea for many companies. Relational, as
opposed to transactional exchange is the norm in many countries. Companies are seeking to
create overall or cumulative customer satisfaction as opposed to transaction-specific
customer satisfaction.

The pnmary objective of this study was to test an integrated model for the customer
relationship management performance by studying the following factors' effects on customer
behavior-based CRM performance of AIS in Bangkok and their interrelationships: service
quality, customer value, customer satisfaction, and brand loyalty. The service quality in this
study contains six dimensions: tangibles, reliability, responsiveness, assurance, empathy, and
network quality; and the customer value in the study contains four: emotional value, social
value, functional value, and customer perceived sacrifices.

The researcher applies survey method and uses self-administered questionnaire as the
research instrument to collect the primary data. The target population in this research was
current subscribers of AIS living in Bangkok. Data from the 384 respondents indicate that
service quality has a direct positive impact on customer value, while customer value has
direct positive

influence

on

customer satisfaction,

brand

loyalty,

and

customer

behavior-based CRM performance.

On the other hand, although no significant evidence was found to support that any
dimensions of service quality have direct positive influence on customer satisfaction, most of
the dimensions of service quality do have indirect effects on customer satisfaction through
their direct influences on customer value.

The finding suggests that AIS should focus on improving its service quality dimension of
empathy. Meanwhile, AIS should also increase functional value and reduce customer

perceived sacrifice if it's going to succeed in the future market.

According to the findings, AIS should improve the dimensions of the service quality
considered as most important by its customers. Empathy should be given the most priority to
improve since it can change the customers' points of view about the company in a larger
scale. On the other hand, empathy is also very important when the company is trying to build
up long term relationships with its customers. The ways to improve the service quality of AIS
includes conducting research, providing training programs to the employees, etc.

In addition, AIS should try to create values that its customers thinking important. The first
way is to reduce customer perceived sacrifice by implementing operational CRM, making
make different price strategies, etc. The second way is to increase customer perceived
functional value by delivering more value-added services and prepare for the 3G applications
in the future.
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CHAPTER I
INTRODUCTION

1.1 Background of the study

1.1.1 Overview of Customer Relationship Management (CRM) and its
performance
Leading firms, after gradually adopting the production, sales and marketing
philosophies, are now faced with the challenges of a new orientation that might be
termed a customer-centric one (Bose, 2002). At the core of this orientation, there
exists the necessity for developing and establishing long-term relationships with
customers aimed at improving customer service and satisfaction. The interest for
the vendors-customers relationships, termed "relationship marketing", has evolved
from the concept that there is a continuum of customer relationships, ranging from
transactional to relational orientations.

Through this relational orientation, a company seeks to create overall or
cumulative customer satisfaction as opposed to transaction-specific customer
satisfaction (Garbarino & Johnson, 1999). Customer satisfaction and the level of
customer service are particularly regarded as significant in building trustworthy
relationships with customers and retaining the competitive advantage. On the
other hand, many companies have come to realize that in order to develop
successful, long-term, relationships with customers they should focus on the
"economically valuable" customers, while keeping away and eliminating the
"economically invaluable" ones (Romano, 2000; Verhoef & Donkers, 2001). Thus,
instead of treating all customers equally, companies are now realizing that it is
more effective to develop customer-specific strategies. Nowadays, with the
applications of information technologies, CRM enables firms to deploy such

strategies by managmg individual customer relationships with the support of
customer databases and interactive, as well as mass customization technologies
(Verhoef & Donkers, 2001).

On the other hand, as more firms practice CRM, the question of how to evaluate
the performance of practice remains a significant challenge. A general accepted
thought is that CRM performance should be measured ultimately in terms of
customer behaviors

(customer

behavior-based

CRM

performance).

And

understanding those behaviors is helpful to fully utilize the potential of increasing
the future revenue streams associated with the company's current and prospective
customers: a small increase in retention rates can have dramatic effects on the
profits of a company (Reichheld & Sasser, 1990). First, the cost of retaining an
existing customer is less than the cost of acquiring a new customer. Second,
existing customers tend to purchase more products than new customers, and there
are efficiencies in dealing with existing customers rather than new customers.
Kotler (2000) pointed out that the cost of attracting a new customer may be five
times higher than the cost of keeping a current one happy. In addition, relationship
marketing strategies can produce many benefits for practicing firms, including
higher barriers to customer switching, decreased customer price sensitivity and
economies in the form of lower marketing costs.

According to Yonggui et al. (2004), customer satisfaction and brand loyalty can be
critical factors that influence the ultimate CRM performance. Satisfaction is a
state of mind and it is only important as an indication to the intention of the most
important behavior in terms of repeat purchase, favorable word-of-mouth, and
referrals. Reichheld and Sasser (1990) reported that Xerox found that its
completely satisfied customers were more likely to repurchase a Xerox product or
service than its merely satisfied customers. Heskett et al. (1997) reported that a
study of retail bank depositors found that completely satisfied customers were 42
percent more likely to be loyal than merely satisfied customers. Reichheld and

2

Sasser (1990) showed that, on average, a five percentage points mcrease m
customer retention leads to around 40 to 50 percent increase in net present value
profits. In addition, Reichheld and Teal (1996) reported that a decrease in
defection rate (or an increase in retention rate) of five percentage points can
increase profits by 25-100 percent and that this result is consistent across a wide
array of industries. Indeed, achieving high customer satisfaction and brand loyalty
is a good path to achieve high CRM performance and getting a high return of
profit for the company.

The literature has showed that loyalty and profits are strongly linked to value
created for customers (customer value). Customers are loyal to a company's brand
as long as the company offers them superior value compared to its competitors.
Therefore, more and more companies are concerned with delivering superior
customer value in the process of building and sustaining competitive advantage by
driving customer relationship management (CRM) performance. As many
researchers have suggested, firms should reorient their operations towards the
creation and delivery of superior customer value if they are to improve their CRM
performance (Jensen, 2001; Day, 1994; Slater, 1997).

The role of service quality is widely recognized as being a critical determinant for
the success of an organization in today's competitive environment. Any decline in
customer satisfaction due to poor service quality would be a matter of concern.
Consumers being more aware of rising standards in service, prompted by
competitive trends, have developed higher expectations.

In all, a great deal of literature has supported the idea that service quality and

customer value do have their own effects on customer satisfaction and brand
loyalty, therefore influencing the customer behavior-based CRM performance of
company.
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1.1.2 Overview of the Telecommunication Industry in Thailand

The telecommunication industry in Thailand can be divided into 2 main parts:
mobile phone and fixed line. The brief introductions of those two are shown
below.

1.1.2.1 Fixed line Telephone Business

Fixed-line telephone growth has slowed since 2003, due to the competition from
cellular business and the reintroduction of installation fees for new phone lines.
The following table shows the number of Thai fixed line subscribers as of
September 30, 2004.

Table 1.1: Number of Thai Fixed Line Subscribers as of September 30, 2004

Fixed-line

As of September 30, 2004
Fixed-line operator

operator
BMA

Province

Total

TOT

1,485, 690

1,912, 762

3,398,452

TA

1, 925,696

TT&T
Total

1, 925, 696

1, 188,013

1, 118, 013

3, 411, 386 3, 100, 775

6, 512, 161

Source: www.truecorp.co.th, accessed May 2005.

Competition within the Thai fixed line telephone market increased in 2004 as the
TOT improved its marketing to compete with private companies. In addition,
aggressive promotion campaigns were launched by cellular operators. The traffic
migration from fixed line to mobile showed signs of leveling off as the cellular
market growth slowed and cellular operators moved their focus to retaining their
customer base instead of attracting new customers through price cuts. In addition,
fixed line telephone operators have been offering value-added services to better
serve customers' needs. For example, TT&T and TAjoined forces to provide Take
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Caller ID service throughout the country.

From September 1, 2003, fixed line operators have been allowed to launch
reduced-tariff promotions for domestic long distance calls and calls to mobile
phones. In early 2004, fixed-line operators were allowed to launch 6-month
promotions under a flexible tariff structure, with the two earlier packages setting
ceiling rates. All these measures have made fixed line services more competitive.
In addition to creating a more level playing field between mobile and fixed line
operators, the Flexible Tariff provided valuable market intelligence in the run up
to the introduction of an interconnection regime.

1.1.2.2 Cellular and PCT businesses

In 2004 the cellular market grew 22 percent, down on the 27 percent growth in
2003, and the subscribers increased 4.7 million to 27 million. The penetration rate
at the end of 2004 was at 41 percent, an increase from the 34 percent rate in 2003.
Most analysts expect competition to stabilize as operators focus on increasing
ARPU, Customer Relationship Management (CRM) and providing new
value-added services especially in non-voice business such as SMS, MMS, game
and content.

Three new cellular operators have entered the market since 2002. TA Orange,
which provides GSM 1800 MHz cellular services, officially opened for business
in March 2002. Thai Mobile Goint venture between TOT and CAT), which
provides Digital 1900 MHz cellular services started operating in November 2002.
Hutchison CAT Wireless Media Company Limited, a joint venture between
Hutchison Wireless Multimedia Holding Limited and CAT, provides CDMA
cellular services and started operating in November 2002.
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Table 1.2: Number of Thai Cellular Subscribers as of December 31, 2004

Cellular operator

Subscribers

AIS

15, 184,000

DTAC

7, 786, 165

TA Orange

3,380,383

Hutch & Thai Mobile
Total

772,432
27, 122,980

Source: www.truecorp.co. th, accessed May 2005

Nowadays, many companies in Thai telecommunication industry tend to adopt
cutting prices as their major competition strategies. Typically, with less extensive
network coverage, reduced network capacity, poorer network quality and limited
distribution channels, the only quick and effective tactic is to cut prices and lure
both genuinely new subscribers as well as customers of other operators into their
network. When more-sizable incumbents retaliate, a price war becomes inevitable.
And, if the market leader in defense of its market share jumps in and plays the
same game, the entire industry will plunge. Margins will get squeezed and
eventually some, and usually the smaller operators, will be severely damaged
financially and in many markets, unable to remain in business. This is not only
severe to the entire industry's finances, but it also produces negative repercussions
for consumers as there will be fewer operators left for them post price war.

Although risk from irrational competition seems to be external and uncontrollable,
a low-priced strategy can only create awareness, and the quality of the network
and services is the key to success in creating product preference and strengthening
customer loyalty. In addition, a low-priced strategy cannot be sustained for a long
time in the cellular operator business, as the business is too capital intensive.
Furthermore, as part of the liberalization process, interconnection charges are also
on the verge of being implemented in Thailand. This, at whatever rate it turns out
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to be, will automatically become the ground for per-minute rate pricing. Thus, any
irrational competition should be short-lived (source: www.ais.co.th, accessed May
2005).

1.1.3 Introduction of Advanced Info Service Pie. (AIS)

The core business of Advanced Info Service Plc. (AIS) and its subsidiaries are the
operation of cellular networks in the 900MHz and 1800MHz frequency spectrum
under the Build-Transfer-Operate (BTO) concession agreements, and the import
and distribution of cellular phones and accessories.

From January to December 2004, AIS' subscriber base increased by 1.9 million
subscribers out of a total market net add of 4.3 million subscribers, a 15 percent
growth rate. By the end of 2004, AIS had achieved a total of 15.2 million
registered user numbers, 2.1 million subscribers from GSM advance and GSM
1800, and 13.1 million subscribers from "One-2-Call!". There was also an
increase of 2,998 million baht in revenue derived from non-voice services, a 41
percent growth in 2004, as a result of the Company's proactive approach and
efforts to respond promptly and accurately to customer demands (source:
www.ais.co.th, accessed May 2005).

Service Provided by AJS

As a mobile communications service provider, AIS' service portfolio m 2004
broadly consisted of four services:
•

Postpaid subscription service

•

Prepaid subscription service

•

Wireless and non-voice communication service

•

Enterprise business service

Within each service category, services have been packaged to serve the different
needs and requirements of customers according to their lifestyle.
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Customer Relationship Management (CRM) atAIS
AIS has always strived to keep good relationships with its customers
(www.ais.co.th). For example, AIS was the first cellular operator with a Call

Centre in 1997. Soon after that, Customer Relationship Management (CRM) was
brought in, and a dedicated department was set up to handle all relationship
management activities with customers. Then subscriber base segmentation was
initiated to understand and better serve the different needs and requirements of
different customer segments.

The goal of CRM is to develop outstanding customer relations through an
understanding of AIS' customers' ever-changing behavior. CRM allows the
customers to gain an exceptional experience through AIS' premium service adding to the already wide range of services suitable to their individual lifestyles.
In appreciation of customers' trust and loyalty, AIS organizes numerous activities
to show its gratitude in harmony with the preferences of each customer group on a
continual basis.

1.2 Statement of Problem

Nowadays, the competition pressure in Thai telecommunication industry world
becomes intensive (Teeranun, 2003). Thus, to gain, maintain, and therefore
develop the customer relationship has become a critical strategy for those phone
service providers. Therefore, as a powerful tool, CRM has been implemented by
many companies in Thai telecommunication industry to gain advantages in the
competition Although many studies (for example, Anderson and Fornell, 1994;
Wang and Lo, 2002; Zeithaml, 1988; Stone et al., 1996) have pointed out that
service quality, customer value, customer satisfaction, and brand loyalty do have
important contribution to CRM performance in customer-based perspective, the
detail ways of their contributions and the relationships among those factors
themselves still remain unclear. This makes it almost impossible for managers to
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determine and identify their companies' processes and activities driving those
factors - they want to know which process or activity driving which kind of
factors contributes the most to the intended performance aspect of CRM so as to
maximize customer equity of their firms. Thus, a study of the relationships among
those factors and their influence toward CRM performance has significance on
determining the best practice for CRM implementation.

Therefore, the problem in this research is shown below: What are the effects of
service quality, customer value, customer satisfaction, and brand loyalty on
customer behavior-based CRM performance of AIS in Bangkok and the
interrelationships of these factors?

1.3 Research Objectives

This research has the following objectives:

1. To test an integrated model for the customer relationship management
performance

by

studying

the

following

factors'

effects

on

customer

behavior-based CRM performance of AIS in Bangkok and their interrelationships:
service quality, customer value, customer satisfaction, and brand loyalty.

2. To give suggestions about improving the CRM performance of AIS in Bangkok.

1.4 Scope of Study

This study specifically focused on investigating the influences of the following
factors on customer behavior-based CRM performance of AIS in Bangkok: service
quality,

customer

value,

customer

satisfaction,

and

brand

loyalty

m

customer-based perspective. The study attempted to achieve its objectives by
conducting a survey of 3 84 respondents in the Bangkok urban area.
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1.5 Limitations of Study

The present research only focused on investigating the level of the following
factors' effects on customer behavior-based CRM performance of AIS in Bangkok
and their interrelationships: service quality, customer value, customer satisfaction,
and brand loyalty. Therefore, the study has the following limitations:

First, the study limited its definition of CRM performance on customer behavioral
base, that is, more specifically, the CRM performance in this study is measured
only in terms of customer behavioral intention. It is believed that the
implementation of CRM can also help to improve service quality and create more
customer value. In other words, the improvement of service quality and creation
of customer value can be also considered as the outcome of CRM (CRM
performance) on a larger scale of the measurement. On the other hand, CRM can
also lead to high employee satisfaction and high profit of the company. Due to the
complication of building a model measuring all the outcomes of CRM, not all the
kinds of CRM performance indicators were considered in the model of this study.

Second, perception of the company's CRM strategies could influence service
quality and customer value, before these two variables influencing other variables
in the studied model. Different companies in different industries may apply
different CRM strategies to their own customers; and one company may also have
different CRM strategies to its customers of different products/services categories.
Therefore, it is quite difficult to measure the customer's perception of CRM
strategy at the individual level. Hence, customer perception of CRM strategies
was excluded in the study. However, because there are standard ways to measure
service quality and customer value, by measuring these two factors, the author
believed that the influence of customer perception of CRM strategies on the
studied CRM outcome can also be measured indirectly.
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Third, the study only explored the one-way effects of the independent variables on
dependent variables, for example, the influences of service quality and customer
value on customer satisfaction. However, it is possible that the dependent
variables have also reverse effects on independent variables. For example, high
satisfaction may cause a customer to perceive service quality and customer value
in a different way from that merely satisfaction does. The study does not take
these kinds of reversed effects into consideration. On the other hand, since CRM
is a continuous process, the ultimate outcome measured in the study, customer
behavioral intention, may also influence customer perceived service quality and
value in a long run. Such kinds of loop effects are not taken into considerations in
this study, neither. The main reason for not taking these reversed and loop effects
into consideration is that it's quite hard to measure the two-way effects within one
model. Thus, the author simplified the research objective and measured only
one-way effect.

Four, the findings of the study may not be generalized for current subscribers of
AIS not located in Bangkok, and may not be generalized for the customers of
other companies in the same/different industries. Finally, the present research is
conducted in a specific time frame; therefore its findings may not be generalized
for all time frames.

1.6 Significance of Study

Customer relationship management is gammg significant interest among
successful marketing organizations. It is expected that this research will be able to
unfold very useful information related to customer relationship management.
More specific researches can be developed by using this research as a base to go
deeply into any specific part.
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Second, this research will provide some practical information to service providers,
especially to mobile phone operators. It will help marketers to identify the factors
influencing their CRM performances and therefore modify those factors to
achieve the higher performances more effectively and efficiently. It is also
expected that this study would help managers to understand where they should
focus their attention to achieve their needed marketing advantages and maximize
the benefits of CRM.

Finally, this study will be useful for the developers and vendors of CRM
applications to have a clear understanding of the success factors and performance
measuring ways of CRM and therefore make improvement of their products.

1. 7 Def"mition of Terms

AIS: Advanced Info Service Public Company Limited (www.ais.co.th)

Brand Loyalty: A favorable attitude towards a brand, thus resulting in consistent

purchase of the brand over time (Assael, 1992).

Cross-selling: Getting more business from current customer of one product or

service by selling additional offering to them (Dyche, 2002).

Customer Relationship Management (CRM): all the tools, technologies and

procedures to manage, improve, or facilitate sales, support and related interactions
with customers, prospects, and business partners throughout the enterprise
(Davenport et al., 2001).

Customer Behavior-based CRM performance: CRM performance measured by

customer behavior, such as retention, cross-buying, repurchase, word-of-mouth,
etc.(Yonggui et al., 2004).
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Customer Satisfaction: A customer's post-purchase evaluation of overall service

experience (processes and outcome) (Lovelock, Patterson & Walker, 1998).

Customer Value: A customer-perceived preference for, and evaluation of, product

attributes, attribute performances, and consequences in terms of the customer's
goals and purposes (Woodruff, 1997).

Pareto principle (the 80:20 rule): 80% of company profit comes from only 20%

of the customers (Goldenberg, 1999).

Retention: Company's ability to keep customers by offering products and services

(Jacoby & Chestnut, 1978).

Service Quality: Customer Perceptions of Service (Dabholkar et al., 2000; Wang
et al., 2002).
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CHAPTER II
LITERATURE REVIEW

This chapter presents a review of the literature and research related to the study by
showing the related theories about the following key independent and dependent
variables: Service Quality, Customer Value, Customer Satisfaction, Brand Loyalty,
and Customer behavior-based CRM Performance. The chapter is organized into 3
sections. Section 1 shows the theories about the related variables. Section 2 shows
the previous studies related to the conceptual framework of the author's study.
Finally,

section

3

discusses

the

related

previous

studies

on

Thai

telecommunication industry conducted by MBA students of Assumption
University.

2.1 Theories about the Related Variables
2.1.1 Theories Related to CRM
2.1.1.1 Deimition and Features of CRM
Deiming CRM
Nowadays, customer relationship management (CRM) is a management
approache being adopted across many organizations. It can be defined as the
management approach that involves identifying, attracting, developing and
maintaining successful customer relationships over time in order to increase
retention of profitable customers (Bradshaw & Brash, 2001; Massey et al., 2001).

Davenport et al. (2001) defined customer relationship management (CRM) as "all
the tools, technologies and procedures to manage, improve, or facilitate sales,
support and related interactions with customers, prospects, and business partners
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throughout the enterprise".

Features of CRM

The broad definition mentioned above involves CRM in every process of a
business transaction. A well designed CRM shares the characteristics (shown in
Table 2.1) as:

Relationship management: The features include instant service response based on
customer input, one-to-one solutions to customers' requirements, direct online
communications with customer anytime and anywhere, and customer service
centers that help customers solve their questions.

Sales force automation: The functions include automation of sales promotion
analysis, automatically tracking a client's account history for repeated sales or
future sales, and coordinating sales, marketing, call centers, and retail outlets to
realize the sales force automation.

Use of technology: It includes enabling new technology and skills to deliver value,
using technology to make "up-to-the-second" customer data available, and
applying data-warehousing technology to aggregate transaction information, to
merge the information with CRM solutions, and to provide key performance
indicators.

Opportunity management: The features include the :flexibility to manage
unpredictable growth and demand and a good forecasting model to integrate sales
history with sales projections.
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Table 2.1: Characteristics of CRM
Category

Characteristics

Impacts

Ways/alternatives to
preserve or to avoid

Relationship

,/

Instant service response

management

,/

One-to-one solutions to

,/

,/

,/

satisfaction

To preserve
customized service

customers' requirements

,/

Customize the service

Direct online

,/

Attract more

most profitable

customers

customers

communications with the
customer
,/

Increase customers'

,/

Customer service centers

Maintain the

,/

,/

customers

To avoid losing the

Target the
customers and meet
their requirements

Sales force

,/

automation
,/

Tracking clients' account

,/

Provide info for

history

future sales and

Automation of sales

repeated sales

promotion analysis

,/

,/

Need to coordinate
with other functions

,/

Increase sales and

A void violating the
privacy policy

keep the customers
Use of

,/

technology

Use technology to add value

,/

Data-warehousing

and customized

technology needed

service
,/

Opportunity

,/

Manage unpredictable

,/

growth and demand

management
,/

Provide differentiated

Forecasting method

,/

integrated with ERP
,/

Employee training

Keep leading position

is necessary for

in the competition

new technology

To better meet the

,/

customers 'needs
,/

Need to be

To optimize the
supply and demand

A void inaccurate
forecasts

,/

Have customer
consumption
analysis

Source: Yun E., Zeng, H., Joseph W., and David C Y. (2003). Customer relationship management
(CRM) in business-to-business (B2B) e-commerce. ln(Ormation Management & Computer Security.
Jiii [20031. pp. 39-44.
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2.1.1.2

Theories

about Customer Relationship

Management

(CRM)

Performance on Customer-based Perspective
The last decade of 201h century has seen a rise in activity which goes under the
banner of "customer relationship management" (CRM). Organizations that adopt
CRM may do so for a variety of reasons -- principally improving customer
retention and customer satisfaction -- but the key driver is to find out more about
customers and the way they interact with the organization. This "relationship" can
then be exploited by cross-selling (of products or services that the customer has
not yet bought from the organization), by extension selling (of products or
services that relate to those already bought) or by some other transaction offering
additional revenue to the organization (Bose, 2002).

Return on relationships (ROR)
Managers who consider a relationship marketing and CRM strategy must ask the
question: Does relationship marketing and CRM pay? The question can be
broadened: Is it possible to gauge return on relationships just like we gauge return
on investment?

Here is the definition (Gummesson, 2002, p. 228): Return on relationships (ROR)
is the long-term net financial outcome caused by the establishment and
maintenance of an organization's network of relationships.

This definition includes not only the return on each individual customer
relationship but puts the return in a network context. In the broadest sense of
relationship marketing, all management, the whole society, and even life itself,
form networks of relationships. The current focus of CRM indicators is, however,
limited to the customer-supplier dyad. The limitation is currently a practical
necessity; it is easier to measure the outcome of a buy and sell relationship with a
consumer than the outcome of the more complex industrial networks. It is also a
cognitive issue because we have great difficulty in thinking systemically and to
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comprehend a larger context.

Therefore the results and the indicators that have emerged so far are found mainly
in the area of consumer retention and loyalty. To comply with this reality, a
narrower definition of ROR will better reflect the reality: ROR in a narrow sense
is the long-term net financial outcome caused by the establishment and
maintenance of individual customer relationships.

Customer lifetime value (CLV)
Among the large number of its customers, the company should select and focus on
the most profitable ones. In calculating customer profitability, most methods start
from the customer lifetime value (CLY) (McDougall et al., 1997; Rust et al.,
2000). In mathematical terms, the CLY consists in taking into account the total
financial contribution - i.e. revenues minus costs - of a customer over his or her
entire life of a business relationship with the company. The diagram in Figure 2.1
represents a concise seven-step approach to measure CLY (Bacuvier et al., 2001).

Translating Figure 2.1 into mathematical formulas, we obtain:

where:

CLTY =(RR- RC)*Y-AC

(1)

P = CLTY*C 2

(2)

P = [(RR-RC)*Y-AC] *C

(3)

CLTY =customer lifetime value (profitability);
RR = recurring revenues;
Y =lifespan of a customer, or number of transactions;
RC =recurring costs;
AC = acquisition costs;
P = total profits;
C = number of customers.
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Figure 2.1: Seven step process to measure customer lifetime value
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Source: Bacuvier, G., Peladeau, P., Trichel, A. and Zerbib, P. (2001). Customer lifetime value:
power&! insights into a company's business and activities. www.bah.com/viewpoints/ insights/
cmt clv 2.html (accessed February 2005).

The costs included in the formula can be considered from different perspectives:
(1) as variables that determine the level of customer life-time value, and
consequently the company's profitability.
(2) as costs of implementing and maintaining a specific level of e-services quality.
These two dimensions are connected through the concept of customer satisfaction
(Feinberg & Kadam, 2002). An optimum level of e-service quality will determine
customer satisfaction, which in tum will increase customer loyalty and company's
profitability. Loyalty creates increased profit through enhanced revenues, reduced
costs to acquire customers, lower customer-price sensitivity, and decreased costs
to serve customers familiar with a firm's service delivery system (Reichheld &
Sasser, 1990). The specialists argue that customer satisfaction is the result of a
customer's perception of the value received in a transaction or relationship where value equals perceived service quality relative to price and customer
acquisition costs - relative to the value expected from transactions or relationships
with competing vendors (Zeithaml, 1988). In a long term relationship, the
customers will base their service quality expectations on their previous
experiences during their interaction with the company. It can be assumed that as
long as the company's service experience satisfies the need of a customer, that
customer will be loyal to the firm. The measurement of customer satisfaction can
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therefore provide a platform for calculating, predicting and increasing customer
profitability.

Customers' Behavioral Intentions
Therefore, to maximize the ROR, a company should be able to understand
customers' life time value by examining their behavioral intentions carefully.
Behavioral intentions are an outcome of the satisfaction process (Anderson &
Mittal, 2000). Behavioral intentions can be grouped into two categories; economic
behaviors and social behaviors. Economic behavioral intentions are customer
behaviors that impact the financial aspects of the firm such as repeat purchase
behavior (Anderson & Mittal, 2000), willingness to pay more, and switching
behavior (Zeithaml et al., 1996). A positive relationship has been reported between
customer satisfaction and repeat purchasing (Szymanski & Henard, 2001).
Repurchase intentions of satisfied customers are significantly higher than the
intentions of dissatisfied customers (Halstead & Page, 1992). Increasing overall
satisfaction leads to greater repurchase intentions, as well as actual repurchase
behavior (Anderson & Mittal, 2000; Zeitharnl et al., 1996). In the present research,
the author refers to economic behavioral intentions in the context of intention to
return; and social behavioral intentions are customer behaviors that impact the
responses of other existing and potential customers of the firm such as complaint
behaviors (Tax et al., 1998) and word-of-mouth communication (Szymanski &
Henard, 2001).

Social behavioral intentions, both positive and negative, impact the individual
customer as well as influence the opinions of other customers as well. Information
disseminated through word-of-mouth of existing customers is then used as an
input for expectations of future customers (Anderson et al., 1994). Consumers
take performance outcomes of a product/service and then use the information to
shape their own subsequent expectations as well as expectations of others through
word-of-mouth (Oliver, 1997).
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2.1.1.3 Dimensions of Customer behavior-based CRM Performance

It is believed that CRM performance should be measured ultimately in terms of
customer behaviors such as repurchase, recommendation, etc. Because they are
the underlying sources of value of current customers of a firm and have the
potential to increase the future revenue streams associated with them and those
prospective customers. Because the fundamental objective of CRM is to ensure
steady streams of revenue and maximization of customer lifetime value or
customer equity, customer behaviors that might bring revenue streams become
strategically significant (Grant & Schlesinger, 1995; Bolton et al., 2002).

Researchers have tried to understand relationship length, depth, and breadth in
terms of customer retention, intensity, or usage level of services or products over
time, cross-buying or add-on purchase, and word-of-mouth (Blattberg et al., 2001;
Reichheld & Teal, 1996; Bettencourt, 1997), which usually implies a fundamental
increment of customer lifetime value or customer equity. However, little is known
about how customer value affects these customer behaviors, although many
theoretical studies have indicated that superior customer value, as perceived by
customers, has a significant influence on the purchasing and repurchasing
intentions of customers and their decisions to retain a close relationship with a
firm (Yonggui, et al., 2004).

According to the study of Mazumdar (1993), customers are becoming more
value-oriented: they are not simply influenced by high quality or lower price by
focus more on the total value provided by the product/service. Thus, they would
rather make a reasonable trade-off between the perceived benefits and perceived
sacrifices in the process of obtaining and consuming products or services.
However, not all the customers value the same potential benefits and care for the
same sacrifices at any given time.

In addition, other studies have shown that such customer behaviors are also
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influenced by factors such as customer satisfaction and brand loyalty (Reichheld
& Teal, 1996; Szymanski & Henard, 2001; Bolton, 1998; Mittal & Kamakura,

2001) and that customer value has significant influence on customer satisfaction
and brand loyalty. It therefore appears that not only customer value has a direct
influence on the customer.

2.1.2 Theories Related to Service Quality
2.1.2.1 Definitions and Features of Service Quality
Defining Service & Quality

A service can be defined as a package of explicit and implicit benefits performed
with a supporting facility and facilitating goods. Service quality is viewed as a
multidimensional concept. It is produced in the relationship between a customer
and elements of the service organization (Kotler, 1997).

In marketing and economics, quality often has been viewed as dependent on the
level of product attributes. In operations management, quality is defined as having
two primary dimensions, fitness of use (it refers to whether the product or service
does what it is supposed to do and possess features that meet the needs of
customers) and reliability (it represents to what extent the product is free from
deficiencies). In service literature, quality is viewed as an overall assessment
(Parasuraman et al., 1988). Among them, the most comprehensive definition of
quality is the one proposed by Garvin (1988) with the following eight attributes:

(1) Performance means a product's primary operating characteristics.
(2) Features refer to the additional features (or the "bells and whistles") of the
product.
(3) Conformance represents the extent to which a product's design and operating
characteristics meet the established standards.
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(4) Reliability indicates the probability that a product will operate properly over a
specified period of time under stated conditions of use.
(5) Durability means the amount of use the consumer gets from a product before it
physically deteriorates or until a replacement is preferable.
(6) Serviceability refers to the speed, competence, and courtesy of repair.
(7) Aesthetics refers to how a product appeals to the five senses.
(8) Customer-perceived quality indicates the customer's perception of a product's
quality, based on the reputation of the firm.

Defining Service Quality
Parasuraman et al. (1985) suggested three underlying themes after reviewing the
previous writings on services:

(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, and
(3) Quality evaluations are not made solely on the outcome of service; they also
involve evaluations of the process of service delivery (p. 42).

Parasuraman et al. (1988) defined perceived service quality as "global judgment,
or attitude, relating to the superiority of the service" (p. 16).

According to Gronroos (1988), service quality is a function of technical quality
and functionality quality. Technical quality relates to what the customers received
and as the result of the buyer/seller's interaction. Functionality quality is
performance of the services/products and is more learned toward perception of the
customers, as long as the tangible quality is satisfactory.
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Features of Service Quality

Most of the ideas about quality are founded in goods-producing rather than
service-producing industries. Basic ideas and premises about product or goods
quality are not always directly transferable to service quality (Collier, 1985,
pp.1-15) However, although quality has many definitions, it is important to note
that satisfying the customers' needs and expectations is the main factor in all these
definitions. In service, quality is defined by present time, and it is hard to gain the
customer superior quality because of
•

Customer's dynamic needs and wants

•

The company's promise and delivery of superior performance

•

Competitor's promise that they can do even better.

Service quality means getting it right the first time and this need not be a costly
objective. By getting it right the first time, the cost of error correction and
customer dissatisfaction is avoided. For a service provider, winning new
customers is neither an easy nor cost-effective task. It has been estimated that it
costs five times as much to attract a new customer as it does to retain a current one
(File & Prince, 1994). Conversely, a decrease in customer dissatisfaction rate of
five percentage points has been found to increase profits by 25% to 200%. For
these reasons, companies delivering high service quality have higher profits
accruing from more loyal customers, lower marketing costs and consequently,
higher return on sales (Bell and Zemke, 1992).

In order to ensure customer satisfaction, it is important for any services to either
meet or exceed customer expectations, which is difficult to quantify since different
customers have different expectations based on prior experiences and their present
needs.
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2.1.2.2 Determinants of Service Quality by SERVQUAL Model

Among services marketing literature, the widely used definition of service quality
is to meet customers' expectations defined by Parasuraman et al. (1985). In their
review of service quality, Parasuraman et al. (1985, 1988, 1991) found that service
quality could neither be conceptualized nor evaluated by traditional methods of
goods quality because services possess three characteristics: intangibility,
heterogeneity and inseparability. For this reason, they have defined and
conceptualized service quality as a form of attitude, which results from a
comparison of customers' expectations with perceptions of performance. They
have also developed an instrument called SERVQUAL to measure service quality.

The SERVQUAL scale is based on a gap model (Parasuraman et al., 1985), which
suggests the gap between customers' expectations and their perceptions of actual
performance drives the perception of service quality. Both the original version of
SERVQUAL (Parasuraman et al., 1988) and its revised version (Parasuraman et
al., 1991, 1994) contain five dimensions of service quality, namely tangibles,
reliability, responsiveness, assurance and empathy.

Tangibles - the appearance of physical facilities, equipment, personnel and

communication materials. The condition of the physical surrounding is tangible
evidence of the care and attention to details exhibited by the service provider. This
assessment dimension can extend to the conduct of other customers in the service,
such as noisy guests in the next room at a hotel. The tangible aspect of a service is
one of the few dimensions that a potential service patron can know and evaluate in
advance of participation.

Reliability - the ability to perform the promised service dependably and accurately.

Reliable service performance is a customer's expectation and means that the
service every time is accomplished on time at approximately the same time each
day is important to most people. Reliability extends into the back office, where
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accuracy m billing and record keeping is expected. Promises made to an
organization's promotional efforts can contribute to participant expectations.
Consistency of performance at the highest standard is crucial to reliability.

Responsiveness - includes the following features: the willingness to help

customers and to provide prompt service; to keep customers waiting particularly
for no apparent reason; and to create ability to recover quickly with
professionalism. One example is that to serve complimentary drinks on a delayed
flight can turn a potentially poor customer experience into one that is remembered
favorably. These features create very positive perceptions of quality.

Assurance - the knowledge and courtesy of employee and their ability to convey

trust and confidence. The assurance dimension includes the following features:
competence to perform the service, politeness and respect for the customer,
effective communication with the customer, and the general attitude that the server
has the customer's best interest at heart. Assurance contains elements of the
organization's credibility, competence and security.

Empathy - the provision of caring, individualized attention to customers. Empathy

includes the following features: approachability, sense of security, and the effect to
understand the customer's needs.

The consequence of customer's judgments by using the five dimensions is based
on a comparison of expected services and perceived services. The gap between
expected services is a measurement of service quality. The following figure shows
the factors of service provision determining success for a broad range of service:
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Figure 2.2: The dimensions of the service quality by SERVQUAL Model
Word-of-Mouth

Past Experience

Personal Needs

External
Communication

I

Dimensions of Service Quality

•
•
•
•
•

Reliability
Responsiveness

I Expected Service

I

I

I

Perceptions of Service Quality
~

•

Expectations Exceeded
ES <PS
(Quality Surprise)

•

Expectations Met
ES =PS
(Satisfactory Quality)

•

Expectation Not Met
ES >PS

Assurance
Empathy
Tangibles

. d serv1ce
. II
II P erce1ve

~

(Dissatisfactory Quality)

Source: Parasuraman, Zeithaml, & Berry. (1985). A Conceptual Model ofService Quality and its
Implications for Future Research, Journal O[Marketing, Vol.49, Fall 1985, p.48.

SERVQUAL has been widely acknowledged and applied in vanous service
settings in the past decade. Examples include: health care settings, a dental school
patient clinic, a business school placement centre, a tire store, and so on (Babakus
& Boller, 1992; Carman, 1990; Cronin & Taylor, 1992; Teas, 1993).

2.1.2.3

Perception-only

Measure

of

Service

Quality

(SERVPERF)

Outperforming SERVQUAL
Even though SERVQUAL has been widely applied, Carman (1990) stated that the
two-battery instrument to measure expectation and perception separately as
difference score is regarded as inappropriate in terms of scale reliability and
questionnaire length. His criticisms were based on theoretical considerations
rather than empirical evidence, which supported the SERVQUAL measure. He
attempts to answer these criticisms from within the framework of the original
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service quality model with important extensions to the SERVQUAL measure.

Wall and Payne ( 1973 ) noted that when people are asked to indicate the "desired
level" (expectations) of a service and the "existing level" (perceptions) of the
service, there is a psychological constraint that people always tend to rate the
former higher than the latter (E > P). Babakus and Boller (1992) have found that
service quality, as measured in the SERVQUAL scale, relies more significantly on
the perception score than on the expectation score. Apart from this, respondents
appear to be bored, and sometimes confused by the administration of E and P
version of SERVQUAL (Bouman & van der Wlele, 1992).

Cronin and Taylor (1992) also criticized the perceptions-minus-expectations
operationalization of SERVQUAL. They argued that the theoretical considerations
evidence suggests that the underlying service quality model developed by
Parasuraman et al. (1985) is flawed. Therefore, using their own service quality
model, they developed an alternative measurement scale based on service
performance (or perceptions) rather than perceptions minus expectations. They
tested this alternative scale empirically, along with the SERVQUAL scale, in four
previously untested service settings and argued that the results proved the
superiority of their performance-based measures of service quality.

Specifically, Cronin and Taylor (1992) tested the ability of their performance-only
measurement scale, SERVPERF (1) compared to SERVQUAL (2).

Service quality = (perceptions)

(1)

Service quality= (perc.eptions - expectations: P- E))

(2)

Further criticism stemmed from Teas's work (1993) in which it is argued that if
perceived quality can be conceptualized as an attitude, the ideal standard of
expectations could be interpreted to be similar to the ideal point specified in
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classic ideal point attitudinal models. However, the P - E measurement
specification suggests that perceived service quality increases as perceptions
exceed expectations. In contrast, ideal point attitudinal models suggest that
perceived quality might decrease as perceptions exceed the ideal point. Clearly
then, the SERVQUAL P- E measurement specification is not compatible with the
classic ideal point interpretation (Teas, 1993 ).

A second interpretation of the SERVQUAL ideal standard of expectations,
however, is that it represents a feasible level of performance under ideal
circumstances, i.e. the best level of performance by the highest quality provider
under perfect circumstances. Under this interpretation, then, it could be argued
that the service provider's performance might exceed this standard and that
perceived quality would increase accordingly. However, depending on whether the
attributes are vector attributes or finite ideal point attributes, this feasible ideal
point interpretation may not be justified.

Teas (1993) argued also that empirical research has identified important problems
concerning the operationalization of the service expectation concept:

(1) The word "should" in expectation survey items may cause respondents to
assign unrealistically high ratings to the expectation response scales.

(2) On the basis of empirical results, Carman (1990) questioned the validity of the
expectations measure when consumers do not have well-formed expectations.

(3) Exploratory research by Teas (1993) suggested that a considerable portion of
the variance in responses to the SERVQUAL expectations scale stems from the
variance in respondents' interpretations of the question rather than from any
variance in respondents' attitudes.
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In summary, there are a number of complex theoretical and definitional problems
associated

with

the

SERVQUAL

perceptions-minus-expectations

model.

Removing the problematic expectations measure from the equation and measuring
merely perceptions of performance (as SERVPERF does) may be more valid in
measuring service quality.

2.1.2.4 Selection of the Generic Set of the Sub Variables of Service Quality in
Mobile Phone Telecommunication Industry
Since perception-only-measure seems to be more realistic and applicable in the
study, Cronin and Taylor's perception-only measure of service quality
(SERVPERF) is applied to determine the dimensions of service quality. The
selected sub-variables include Tangibles, Assurance, Empathy, Responsiveness,
and Reliability.

In addition, Wang and Lo (2002) suggested that as measuring the service quality
of telecommunication industry, network quality should also be considered
believing that network quality was one of the most important factors associated
with service quality of mobile phone telecommunication service while other
attributes can find their counterparts in related studies of customer perceived
service quality. Since the study was to measure the service quality of Thailand's
mobile phone telecommunication industry, the author adopted the suggestion of
Wang and Lo (2002) by adding network quality as an additional dimension of
service quality.

Thus, the selected dimensions of the generic set of the sub variables of service
quality in the study are shown below:

Tangible: the appearance of physical facilities, equipment, personnel, and written

materials.
Reliability: the ability to perform the promised service dependably and accurately.
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Responsiveness: the willingness to help customers and provide prompt service.
Assurance: the employees' knowledge and courtesy, and their ability to inspire

trust and confidence.
Empathy: giving caring, individualized attention to customers.
Network quality: the quality of the customers' chosen network based on their

overall experience and the call quality of their chosen network (Wang & Lo,
2002).

2.1.3 Theories Related to Customer Value
2.1.3.1 Dermitions and Features of Customer Value
Defining Customer Value

Many authors have acknowledged the difficulties involved in defining customer
value (e.g. Piercy & Morgan, 1997; Woodruff, 1997). These difficulties stem from
the subjectivity and ambiguity of value which is compounded by the fact that
customer value being a dynamic concept that evolves over time (Jaworski & Kohli,
1993; Naumann, 1995).

It is important to notice that there is a general agreement in the literature:

customer value is determined by "customer perception" not by "supplier
assumption or intention" (eg. Woodruff & Gardial, 1996; Zeithaml, 1988). Value
is defined by the customer in the marketplace not by the supplier in the factory
(Webster, 1994); or as Doyle (1989, p. 78) put it: value is "not what the producer
puts in, but what the customer gets out."

Zeithaml (1988) noted four types of consumer definitions of value:
(1) Low price (focus on sacrifice);
(2) Whatever the consumer wanted in a product or service (focus on benefits);
(3) The quality obtained for the price paid (trade-off between one sacrifice
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component and one benefit component); and
(4) Total benefits obtained for total sacrifice incurred (all relevant components
considered).
Therefore, she considers customer value to be the customer's overall assessment
of the utility of a product based on the perception of what is received and what is
given.

Woodruff (1997, p. 142) proposed "Customer value is a customer's perceived
preference for and evaluation of those product attributes, attribute performances,
and consequences arising from use that facilitate (or block) achieving the
customer's goals and purposes in use situations".

Features of Customer Value

Dodds et al. (1991) argued that buyers' perceptions of value represent a trade-off
between the quality or benefits they receive in the product and the sacrifice they
perceive in paying the price. Gale ( 1994) considered value to be market perceived
quality adjusted for relative product price. Butz and Goodstein (1996) defined it as
the emotional bond established between a customer and a producer after the
customer has used a salient product or service produced by that supplier. Woodruff
(1997) defined customer value as a customer-perceived preference for, and
evaluation of, product attributes, attribute performances, and consequences in
terms of the customer's goals and purposes.

Although the approaches mentioned above differ, it is clear that there are some
areas of consensus among the different concepts. Customer value is inherent in (or
linked to) the use of certain products or services, and customer value is perceived
by customers (rather than being objectively determined by sellers or other
stakeholders). Moreover, these perception processes typically involve a trade-off
between what customers receive (such as quality, benefits, and utilities) and what
they sacrifice (such as price, maintenance & learning cost, and opportunity cost).
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2.1.3.2 Models of Customer Value
Value components models

The principal value elements used in value studies, according to Kaufman (1998),
are classified as: esteem value or "want", exchange value or "worth", and utility
value or "need". Kaufman asserts that each decision to acquire goods or services
includes one or a combination of all the above value elements, where the sum of
the elements results in a buy decision. Kaufman (1998, p. 5) defined these
elements as follows: "Esteem value or "want" invokes the buyer's desire to own
for the sake of ownership. . . Exchange value or "worth" [explains] why the
product interests the buyer and how and when the buyer will use the product. ..
Utility value or "need is the primary value element [which] describes the
performance and physical characteristics of the product."

Kano's model (cited in Joiner, 1994, pp.69-9) of customer perception of value, as
illustrated in Figure 2.3, is another well-known value components model. It is
based on the disconfirmation model that is prevalent in the consumer behavior
literature (Rust and Oliver, 2000; Oliver, 1997). It includes three components of
value: dissatisfiers (must be), satisfiers (more is better), and delighters (exciters)
(Joiner, 1994; Thompson, 1998):

(1) Dissatisfiers. Characteristics or features that are expected in a product or
service and generally taken for granted, like getting one's garments ironed from
the dry cleaner. Since they are expected to be there, their "presence" only brings
customers up to neutral but their absence annoys them. This is similar to what
Thompson (1998, p. 19) calls basic, must-have needs. These needs "drive
customer defection and attrition if they are not met."
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Figure 2.3: Kano's model of customer perception of value

Delight
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Source: Joiner, B.L. (1994). Fourth Generation Management: The New Business Consciousness.
McGraw-Hill, New York, NYpp.69-9

(2) Satisfiers. These features are expected and explicitly requested by customers.
They typically meet performance related needs. Customers are disappointed if
these needs are poorly met but have increasing satisfaction (and perhaps even
delight) the better these needs are met. For example, poorly organized books in the
shelves of a bookstore will frustrate customers; a computer-enabled search for the
needed title and its availability in the stated spot may delight them. These features
are often considered the minimum standards to stay in business.

(3) Delighters. These are new or innovative features or characteristics that
customers do not expect - they surprise them in a good way! They innovatively
solve a latent need of the customer. For example, offering a babysitting service by
a cinema operator will delight movie-loving parents with small children. Since
they are unexpected, there is no negative effect if they are absent; but when
present they have a positive effect. These models are especially useful in thinking
about product features in the process of developing new products and/or services.
They pay, however, modest attention to the interaction and relationship between
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customers and suppliers in product/service delivery. They pay much less attention
to the full customer activity cycle that spans from need identification through
purchase, use and disposal of the product. They also are incomplete in that they
focus on customer's benefits and demote the customer's sacrifice side of the value
equation.

Benefits/costs ratio models of Customer Value

Value is defined in relation to pricing as the difference between customers'
perceptions of benefits received and sacrifices incurred (e.g. Leszinski & Mam,
1997). Customers' benefits include tangible and intangible attributes of the
product/service offering (Monroe, 1990; Gale, 1994). The sacrifice component
includes monetary and non-monetary factors such as time and effort needed to
acquire and use the product/service (e.g. Gronroos, 1998; Kotler, 1997; Zeithaml,
1988).

Huber et al. (2001) suggested that to evaluate the "perceived customer value" of a
product, the costs of obtaining the perceived benefits are usually the major
concern of buyers, since consumers may apply principles of costs-benefits to
evaluate a purchase (Zeithaml, 1988). In their model they propose that the relevant
costs of a purchase considered by consumers include the following: monetary
costs; time costs; search costs; learning costs; emotional costs; and, cognitive and
physical effort coupled with financial, social, and psychological risks. They
further suggest that consumers encounter risks when they face the uncertainty or
potential negative consequences of consumer activities.

Day (1990) proposed that the perceived customer value represents the difference
between "customer's perceived benefits" and "customer's perceived costs". Huber
et al. (2001) believed that benefits and costs are defined in terms of consumers'
perceptions in the activities of acquisition, consumption (or using), and
maintenance, as well as consumers' expectation of personal values satisfaction
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before buying. Woodruff and Gardial (1996) asserted that the judgment of value
results from a trade-off in positive consequences (benefits) or desired outcomes
and negative consequences (sacrifice) or costs.

Treacy and Wiersima (1995) saw customer value as the sum of benefits received
minus the costs incurred by the customer in acquiring a product or service. For
them, benefits build value to the extent that the product or service improves the
customer's performance or experience; while costs include both the money spent
on the purchase and maintenance, and the time spent on delays, errors, and effort.
Both tangible and intangible costs reduce value. They argue that components of
customer value include low price, speedy response, premium service, and high
quality.

Means-ends models of Customer Value
Means-ends models are based on the assumption that customers acquire and use
products or services to accomplish favorable ends. This view is prevalent in
consumer behavior literature in particular where value is defined in terms of
personal values, mental images, or cognitive representations underlying
customers' needs and goals (Rokeach, 1973; Gutman, 1982; Peter & Olson, 1987).

According to Huber et al. (2001), means-end theory postulates that linkages
between product attributes, consequences produced through consumption, and
personal values of consumers underlie their decision-making processes (Gutman,
1991 ). Means are products or services, and ends are personal values considered
important to consumers.

Means-end theory seeks to explain how an individual's choice of a product or
service enables him or her to achieve his or her desired end states. Huber et. al.
(2001) asserted that consumers obtain consequences (desirable or undesirable)
from the consumption of products or services either directly from consuming or
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indirectly at a later point in time or from others' reactions to one's consumption
behavior. Many Researches have stressed that consumers choose actions that
produce desired consequences and minimize undesired consequences (e.g. Peter &
Olson, 1996; Olson & Reynolds, 1983). They believed that values provide the
overall direction, consequences determine the selection of behavior, and attributes
produce the consequences.

Sheth et al. (1991) identified five consumption values--"functional", "social",
"emotional", "epistemic" and "conditional"--which could influence consumer
purchase and choice behavior. Levitt (1980, p. 84) argued that a product
represented "a complex cluster of value satisfactions" to buyers, who attached
value to the product according to its perceived ability to meet their needs. A brand
that satisfies customers' practical needs delivers functional value, whereas a brand
that satisfies customers' self-expression needs delivers symbolic value (Bhat &
Reddy, 1998).

Woodruff (1997) emphasized that value stems from customers' learned
perceptions, preferences, and evaluations. His model in Figure 2.4 demonstrates
that moving up and down the customer value hierarchy explains both desired and
received value. Moving up the hierarchy suggests that customers think about
products as bundles of attributes and attribute performances. They form
preferences for certain attributes based on their ability to facilitate desired
consequences, reflected in value in use and possession value. Customers also learn
to prefer those consequences that help them achieve their goals and purposes.
Moving down the hierarchy, customers use goals and purposes to attach
importance to consequences (Clemons & Woodruff, 1992), which, in tum, guide
customers when forming preferences of attributes and attribute performances.
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Figure 2.4 Woodruff's (1997) customer value hierarchy model
Customer Satisfaction
\Yith RccciYed Value

Desired Customer

·value
Customer's Goals and
Purposes
-----

~-,

;,_,- - - i......
__. /

----~

r>c<;ircd Conscqu<"nct's

---1. . .

'~,_,

in Lse Situations _________.//

Goal-Base cl
SatisfocHon

Conscquencc-R.ll11>cd
Satisfaction

---. +-_

./---...

Desired Product
'>,
AHribu ll'S and Attribute
-------~·-,..
Preferences

AH.-ibute-l:ktscd

Satisf;tction

Source: Woodruff, R.B. (1997). Customer value: the next source for competitive advantage.
Journal of the Academy o(Marketing Science, Vol. 25 No. 2, pp. 139-53.

Sweeney and Soutar (2001) differentiated two aspects of functional value--quality
and price--and developed the so-called "PERVAL" model. In this model,
epistemic value (which relates to the surprise or novelty aspect of a product) and
conditional value (which refers to the conditional effects of a specific situation on
value perceptions) were excluded - because these two dimensions are not
applicable (or less important) when considering the purchase of a durable good,
which was the focus of their study.

The means-ends models of customer value fill a gap in the literature by being able
to explain why customers attach different weights to various benefits in evaluating
alternative products/services. They also take into account the negative
consequences of certain product/service attributes but fail to pay sufficient
attention to the sacrifices a customer is likely to bear in acquiring, using, or
disposing of the product/service. They also do not elaborate on the trade-offs
customers are expected to make between benefits and sacrifices.
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2.1.3.3 Selection of the Generic Set of the Sub Variables of Customer Value in
Mobile Phone Telecommunication Industry

The present study adopts the framework suggested by Sweeney and Soutar (2001)
and revised lightly. As previously noted, sacrifices other than price are considered
in the present study. The term "sacrifice" refers to what is given up to acquire or
consume a product or service. This includes non-monetary factors such as time,
effort or energy (Heskett et al., 1997; Zeithaml, 1988), which may play an even
more important role than price. For example, many customers count time rather
than dollar cost as their most precious asset (Carothers & Adams, 1991). So it has
been expected to extend the price dimension and consider both monetary costs and
non-monetary costs as two important elements of customer sacrifices instead of
price only in this study.

Yonggui et. al (2004) therefore posited that customer value can be better
understood in terms of the four key dimensions previously illustrated in Figure 2.5
below, each of which may play a different role in the customer perception process
and thus contribute differently to the performance of CRM.

Figurc2.5 the Dimensions of Customer Value
(

(

(

Functional Value )

Social Value

)

Emotional Value )

Gerceived Sacrifices)

Customer Value

Source: Yonggui W L., Hing, P L., Chi R. Y, Yang, Y H., (2004). An integrated framework for
customer value and customer-relationship-management performance: a customer-based
perspective from China. Managing Service Quality, I 4. 213. IW I 69-182

In this diagram, "emotional value" refers to the utility derived from the affective
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states that a product or service generates; "social value" refers to the social utility
derived from the product or service, "functional value" refers to the utility derived
from the perceived quality and expected performance of the product or service,
and "perceived sacrifice" refers to the loss derived from the product or service due
to the increment of its perceived short-term and long-term costs.

2.1.4 Theories Related to Customer Satisfaction
2.1.3.1 Deimition and Features of Customer Satisfaction
Deiming Customer Satisfaction
Satisfaction is an emotional or feeling reaction. Satisfaction states may include
contentment, surprise, or relief. The word "satisfaction" comes from Latin words
satis (enough) and facere (to do or make). These words suggest the true meaning
of satisfaction, which is fulfillment. Managerially, fulfillment usually translates to
solving problems. But many businesses have found that merely solving problems
and satisfying the customer is not enough. To produce a high level of customer
loyalty, the business needs to move beyond mere satisfaction, to customer delight.
(Rust, Zahorik & Keiningham, 1996).

Lovelock et.al (1998) stated that satisfaction is a consumer's post-purchase
evaluation of overall service experience (processes and outcome). It is an affective
(emotion) state or feeling reaction in which the consumer's needs, desires and
expectations during the course of the service experience have been met or
exceeded.

Oliver (1980) defined customer satisfaction as the after purchase judgment or
evaluation of a product or service. According to Fornell (1996), customer
satisfaction can be used to evaluate and enhance the performance firms, industries,
economic sectors and national economies as it measures the quality of goods
services as experienced by customers who consume them.
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Anderson and Jacobson (1994) indicated that customer satisfaction offers a way of
evaluating the actual and anticipated total purchase and consumption experience.

Kotler and Armstrong (1996) defined consumer satisfaction as the extent to which
a product's perceived performance matches a buyer's expectation. If the product
performance falls short of expectations, the buyer is dissatisfied. In other words,
customer satisfaction is defined as meeting or exceeding customer expectations.

Features of Customer Satisfaction

Customer satisfaction is a critical concept m marketing management and
consumer research (Evans, 1996).

(1) If consumers are satisfied with a product, service or brand, they will be more
likely to continue to purchase and use it and tell others of their favorable
experiences with the product or service.

(2) If they are dissatisfied, they will be more likely to switch brands and complain
to manufactures, retailers, consumer protection groups and other consumers about
the product or service.

Sheth, Mittal, and Newman (1999) mentioned that there are two approaches to
understand why customers feel the way they do (satisfied or dissatisfied). One is
to get the customer to rate his or her experience with a product or service on its
various attributes. Satisfaction or dissatisfaction with these product attributes can
be used to explain the customer's overall satisfaction or dissatisfaction with the
product. Another is successfully addressed by a theoretical approach to
understanding satisfaction. Customer behavior scholars have proposed that
satisfaction depends not on the absolute levels of performance compared with the
expected performance. Thus, if the product or service experience fulfills
pre-purchase expectations, it results in satisfaction. On the other hand, if the
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pre-purchase expectations are not met, it results in dissatisfaction.
The customer's decision process does not end with the purchase. Rather, the
experience of buying and using the product provides information that the customer
will use in future decision making. In some cases, the customer will be pleased
with the experience and will buy the same product from the same supplier again.
In other cases, the customer will be disappointed and may even return or exchange
the product, as shown in Figure 2.6, the post-purchase process includes four steps:
decision confirmation, experience evaluation, satisfaction or dissatisfaction, and
future response. Furthermore, following the experience of satisfaction or
dissatisfaction, customers have three possible responses: exit, voice, or loyalty.

Exit: If customers are dissatisfied with their experience with a brand, they may
decide never again to buy the brand.

Voice: Dissatisfied customers may complain and then decide either to give the
brand or marketer another chance or simply to exit.

Loyalty: Highly satisfied customer will have favorable attitudes towards a brand,
thus resulting in consistent purchase of the brand over time.
Figure 2.6: Steps in the post-purchase phase
Future Response: Exit, Voice, Loyalty

Satisfaction/dissatisfaction

Experience Evaluation

Decision Confirmation

Source: Sheth, Jagdish N., Mittal, B., & Newman, Bruce 1.(1995). Customer Behavior: Consumer
Behavior and Beyond, The Dryden Press, pp.548
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Sheth et al. (1999) argued that satisfaction is based upon a comparison between
expectations and outcomes. Oliver (1980) defined satisfaction as the summary
psychological state resulting when the emotion surrounding disconfirmed
expectations are coupled with the consumer's prior feeling about the consumption
experience. He contends that satisfaction influences one's overall attitude toward
purchasing products or patronizing.

Hasty and Reardon (1997) stated that customer satisfaction is created by correctly
matching the needs of customers with the information, goods, and services
provided by the seller. Retailers need to reassure consumers after the purchase that
they made the right decision. The level of consumer satisfaction also influences
whether the store and its merchandise will be recommended to a friend. Retailers
need to be sensitive to the uncertainties in the minds of the consumers, then work
to relieve their concerns.

2.1.3.2 Theory of the Disconfirmation of Expectation

The key elements of customer satisfaction are described with considerable
conceptual and empirical support by the confirmation model shown below in
Figure 2.7. The model holds that customer satisfaction is related to both the size
and direction of disconfirmation, with three potential outcomes: negative
disconfirmation, positive disconfirmation and confirmation.

Expectation is defined as predictions about what is likely to happen during the
impending exchange are used as a reference against which one can compare
performance and assess disconfirmation. Consumer expectations about service
performance may be active - those future states of nature consciously anticipated
by the consumer - or passive - those expectations that exist only generally and are
probably not processed unless disconfirmed (Oliver, 1997).
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Result

Comparison Process
1. Perceived Performance > Expectation

High satisfaction (Delight)

1. Perceived Performance =Expectation

Neutral

3. Perceived Performance< Expectation

Dissatisfaction

The model has implied that performance of the products/service is a potent
variable as customers compare it with their expectations whereas expectations are
shaped by previous service experiences, word-of-mouth, and various forms of
marketing communications and awareness of competition.

Figure 2. 7: The Disconfirmation model of Customer satisfaction
Perceived
Performance (P)

Expectation (E)

\ ( Compru-ison Procoss)

P>E
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Positive
Disconfirmation

1

M

Confinnation

Negative
Confirmation

l
Satisfaction

Dissatisfaction

Source: Oliver, R. (1995.) Serv;ce Encounter satisfacnon. Journal of Serv;ce Market;ng Vol.9,
No.1,p. 7.

Woodruff (1997) suggested that consumers have a "zone difference" in
evaluations, indicating performance must fall outside some expectation standard
for satisfaction/dissatisfaction to occur (confirmation leads to a neutral/indifferent
state).
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Oliver (1983) proposed that disconfirmation for continuously provided services do
not operate unless service changes occur outside some range of experienced-based
norms. In other words, consumers may not take notice of, may be neither satisfied
nor dissatisfied with, certain aspects of the encounter.

2.1.3.3 Extension to Disconfirmation Paradigm

In the model shown in Figure 2.8, Kahneman and Tversky (1979) stated that
individual customer preferences are assumed to reflect customers' expectations
and perceptions of service quality. Perceived performance is influenced by the
customers' perception of quality, marketing mix, brand name and image of the
company.

Discussion

research

suggests

that

positive

and

negative

disconfirmations should weigh differently on satisfaction. Losses are perceptually
greater than gains of equal amount.

Figure 2.8: An extended customer (dis)satisfaction model

Individual
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Expectations

customer

Service
category
differences

Perceived service
quality

Source: Journal ofService Marketing Vol.9, No.5 1995, page 31.
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There are two implications from this definition: satisfaction can be restored by
increasing the return to the customer and satisfaction/dissatisfaction is a question
of degree. Customer satisfaction cannot be measured directly using an objective
measure (Simon, 1974). If, however, customer satisfaction is treated as an abstract
and theoretical phenomenon, it can be measured as a weighted average of multiple
indicators (Johnson & Fornell, 1991).

Expectation: It has been defined as people's thoughts about what they will

receive. Before customers consume, they will consider about the characteristics of
the products/services and what they will get from them. Expectation is an
important element and the first decision process.

Performance: It has been defined as the main operating characteristics of the

product. Performance is an important element and variable to customers who will
determine to use it again. The products performed their characteristics to
customers who will perceive them and will judge.

Disconfirm: Disconfirm assumes that consumer satisfaction or dissatisfaction

result from a positive or negative discrepancy between the outcome and the
expectation regarding a purchase. The consumer's expectation will be negative
disconfirmed if the product performs worse than expected, it is positively
disconfirmed and if the product performs better than expected, and confirmed if
the product performs as expected.

Satisfied: It is a positive attitude formed toward goods or services. It had occurred

customer judgment between two variables, which are expected product
performance, and actual product performance. If this performance is above
expectation, emotional satisfaction occurs.

Dissatisfied: It is a negative attitude or bad feeling of customers toward received
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goods or services. The customer determines between expectation and perception
of actual performance. If this performance falls below expectation, emotional
dissatisfaction will result.

2.1.5 Theories Related to Brand Loyalty
2.1.4.1 Definition and Features of Brand Loyalty
Defining Brand

Prior to understanding about the brand loyalty, it is important to know about the
concept and meaning of brand. Brand is a name, term, sign, symbol, or design, or
a combination of them, intended to identify the goods or services of one seller or
group of sellers and to differentiate them from those of competitors (Kotler, 1997).

Murphy (1987) gave a definition that brand is a product or service of a producer
that is different in terms of name and image. Every attribute of a brand is
synchronized under the brand name. Finally, in order to give the reason to the
consumer why they should buy the company's product but not the competitors',
the company should comprise not only the suitable attributes, but how the
product/service differentiates itself from competitors.

Defining Brand Loyalty

The conceptual definition of brand loyalty that is most often used in brand loyalty
research is the composite definition of brand loyalty, which was first proposed by
Jacoby (1971 ). Under a concept definition, brand loyalty has been defined as "the
biased (non-random) behavioral response (purchase) expressed over time by some
decision-making unit with respect to one or more alternative brands out of a set of
brands and is a function of psychological processes".

Reichheld and Teal (1996) stated that brand loyalty may be defined as a
customer's sustained commitment to a company's brand as demonstrated by repeat
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purchases, increased wallet share, and positive word-of-mouth referrals. Research
indicates that when a company is able to command such loyalty, the benefits
include, but go considerably beyond, incremental revenue.

Assael ( 1992) defined brand loyalty as a favorable attitude towards a brand, thus
resulting in consistent purchase of the brand over time.

Features of Brand Loyalty
One important feature of brands is to help creating brand loyalty that make much
more benefit to the brand owner (Keller, 1988) and brand loyalty is an important
component of brand (Aaker, 1991). Also brand loyalty is important for effective
marketing plans. Brand loyalty is a important concept especially in a highly
competitive situation. To keep the existing loyal customers is more important for
the company to survive and it is the more effective plan than try to attract new
customers (Peter & Olesen, 1996).

2.1.4.2 Theories about Brand Loyalty
There are two concepts of brand loyalty. First concepts called Instrumental
Conditioning Approach considering that long time purchase of a same brand is the
determinant of repeat purchase behavior and also it shows the reinforcement and
stimulus-to-response (Assael, 1995).

The first concept applies a stochastic model that if the consumer need is satisfied
in the same and suitable way, the consumer will retain the same behavior forever
(Assael, 1995). This concept has argued that in order to study about the brand
loyalty we should not consider what the person is thinking or what is related to
his/her cognitive process. Only behavior can give definition of brand loyalty.

However, Mowen (1993) proposed that using only repeat purchase behavior in
studying brand loyalty is not enough since there will be problems thereafter. The
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problem is that it's difficult to know the reason/factor of purchasing, since if a
factor changes, a behavior may also change.

The second concept is created by many marketers and consumer behavior
researchers considering only behavior is not enough in studying about brand
loyalty. They believe that cognitive approach is suitable for studying the brand
that cannot always show the repeat purchase behavior. So it is necessary to use
both attitudinal aspects and behavioral aspect to study the real brand loyalty
(Assael, 1995).

Day's research (1969, cited in Assael, 1995) found that the brand loyalty is
comprised of both attitude and behavior and the consumer must have a positive
attitude toward the brand. Day added that there are many factors that make
consumer repeat his/her purchase, such as there are no other products, discount
price, or convenience. If the consumer repeats his/her purchase because of these
reasons, it is not real brand loyalty, but spurious loyalty since the consumer show
no commitment to the brand.

The concept that brand loyalty comprises of both attitude and behavior is widely
accepted. Jacoby and Chestnut (1978) gave a mostly accepted meaning of brand
loyalty. They argue that brand loyalty comprises of six components:

I. The Biased: Nonrandom
2. Behavioral Response: Purchase
3. Expressed over Time
4. By Some Decision-making Unit
5. With Respect to One or More Alternative Brands out of A Set of Such Brands
6. Function of Psychological Process: Decision-making, Evaluative

Firstly, brand loyalty occurs from bias. In random or not biased situation there will
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be no objective to perform any behavior. Sometimes the bias sentences or words
such as "like" or "prefer" is not enough to explain the biased purchase behavior.

In addition, the biased purchase behavior should not occur only one time. It should
be expressed over time. The word loyalty significantly means about the times, thus
it is necessary for the behavior to occur at least two times in different periods.

Decision-making unit, which refers to the person making decision to select the
brand, is needed for the occurring of brand loyalty. Since the brand loyalty is
concerned with the decision-making unit, there may be more than one person
making the decision to choose a brand.

Brand loyalty should respect to one or more alternative brands out of set of such
brands. Generally, a person can be loyal to various brands in the same product
category. Furthermore, brand loyalty is the relationship explaining the satisfaction
toward a brand or the differentiation of such brand(s) from the others.

The last condition shows that the brand loyalty is a function of psychological
evaluative decision-making process, which shows the decision-making process in
terms of psychological evaluation when there are many comparable brands and the
result is identified by using the exact standard.

After the process has been finished, the consumer develops his/her commitment of
the brand. Clearly understanding the commitment is helpful to differentiate
between brand loyalty and any forms ofrepeat purchase behavior.

Assael (1995) further pointed out that brand commitment distinguishes the brand
loyalty repeat purchase behavior from inertia repeat purchase behavior. Inertia
repeat purchase behavior occurs without any commitments. Under the condition of
inertia repeat purchase behavior, the consumer has no any commitment or feeling
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about the brand. Thus, inertia repeat purchase behavior shows only acceptance but
not commitment.

In all, the conclusion can be made that brand loyalty is the sequential of attitude
and behavior showing the relationship between any factors and attitudes that
influence the behavior, including the prediction of behavior from such factors
(Baldinger & Rubinson, 1996).

The present study follows the view of Assael (1992) in defining brand loyalty as a
customer's favorable attitude towards the provider, thus resulting in repurchasing
behavior. Keller (1993) also supported this view.

2.2 Related Previous Studies

The section discusses the prev10us studies of the variables related to the
conceptual framework in the next chapter (chapter 3).

2.2.1 Relationships between Service Quality and Customer Satisfaction

The relationship between customer satisfaction and service quality has received a
good deal of attention in the literature (Bolton & Drew, 1994). However, the vast
majority of articles attempting to examine this interrelationship have been of a
non-empirical nature (Iacobucci et al., 1995).

Anderson and Fomell ( 1994) indicated that the literature is not very clear about
the distinction between quality and satisfaction. Rust and Oliver (1994) suggested
that customer satisfaction or dissatisfaction -- a "cognitive or affective reaction" -emerges as a response to a single or prolonged set of service encounters.
Satisfaction is a "post consumption" experience which compares perceived quality
with expected quality, whereas service quality refers to a global evaluation of a
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firm's service delivery system (Anderson & Fornell, 1994; Parasuraman et al.,
1985).

Using experimental design and qualitative techniques, in one of the few empirical
studies of this relationship, Iacobucci et al. (1995) concluded that the key
difference between service quality and customer satisfaction is that quality relates
to managerial delivery of the service while satisfaction reflects customers'
experiences with that service. They argue that quality improvements that are not
based on customer needs will not lead to improved customer satisfaction.

Similar to Dick and Basu (1994), Anderson and Fornell (1994), Iacobucci et al.
(1995), and Rust and Oliver (1994, p. 6, "quality is one dimension on which
satisfaction is based"), Bolton and Drew (1994, p. 176) viewed service quality as
an antecedent to satisfaction pointing out that "customer satisfaction ... depends
on preexisting or contemporaneous attitudes about service quality." Bitner et al.
(1994) also pointed to this link by suggesting that improved service quality will
result in a satisfied customer and suggest that to a large extent this relationship is
intuitive.

Oliver (1993) suggested that service quality is a more specific judgment, which
can lead to a broad evaluation, customer satisfaction. The question is: how exactly
will particular service quality dimensions influence customer satisfaction
formation? Johnston (1995) found that the causes of dissatisfaction and
satisfaction are not necessarily the same. Some service quality attributes may not
be critical for customer satisfaction but can significantly lead to dissatisfaction
when they are performed poorly.

Drawing upon Herzberg et al.'s (1995) research on work motivation, Johnston
(1997) further classified all dimensions into enhancing (satisfiers), hygiene
(dissatisfiers), and dual factors. Enhancing factors are those which will lead to
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customer satisfaction if they are delivered properly, but will not necessarily cause
dissatisfaction if absent. In contrast, hygiene factors are those which will lead to
customer dissatisfaction if they fail to deliver, but will not result in satisfaction if
present. Dual factors are those that will have an impact on both satisfaction and
dissatisfaction. Johnston (1995) identified attentiveness, responsiveness, care, and
friendliness as the main source of satisfaction in banking services, and integrity,
reliability, responsiveness, availability, and functionality as the main source of
dissatisfaction.

2.2.2 Interrelationships among Service Quality, Customer Value, and
Customer Satisfaction
Wang and Lo (2002) stated that any factors influencing the benefits customer can
get or sacrifices customers have to endure will cause different evaluation of
customer value even though different customers may form different opinions over
time. For example, product related factors such as product quality, and product
customization, service related factors such as responsiveness, flexibility, reliability
and technical competencies and relationship related factors such as image,
time/effort/energy and solidarity are all customer value drivers or sources. In their
empirical study of China's mobile phone market, Wang and Lo (2002) used
service related factors to represent most of the positive drivers of customer value
since it is very difficult to distinguish them in the mobile phone service industry
and both product related factors and relationship related factors have already been
included in the factors associated with service quality attributes. The result of the
study has showed that service related factors do have positive influence on
customer value in China's mobile phone market.

In addition, there can be little doubt that quality is, nowadays, among the most
critical aspects for the strategic management of service firms. Customer
satisfaction and loyalty are secured through high-quality products and services
providing value for money for the consumer and thus essential for long-term
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survival, let alone long-term success (Cina, 1990; Daniel, 1992).

Furthermore, the concept of customer value has indicated a strong relationship to
service quality and thereby customer satisfaction. According to Churchill and
Surprenant (1982), value is an extremely potent concept when applied to an
industry such as commercial banking. Customers learn about value through
experiences, which means that any bank or any substituting financial service
providers has a direct impact on customer value assessment. The overall
satisfaction is the customers' judgment of the evaluation of experiences from
buying, learning and comparing the outcome of the services/products with their
expectation. The desired value is the guides to which customers form perceptions
of the services/products performance through the comparison process on the same
service quality attributes and consequences constructed in their desired value.
Received value is the direct formation of overall satisfaction

Heskett et al. (1997) provided empirical evidence to show that creating value for
customers forms a reinforcing cycle of superior performance. Their findings show
the existence of direct and strong relationships between profit, growth, customer
loyalty, customer satisfaction, the value of goods and services delivered to
customers, service quality and productivity.

2.2.3 Relationship between Customer Value and Customer Behavior-based
CRM Performance
Most conceptual and empirical contributions to the emerging value literature have
posited a direct impact of customer value on behavioral outcomes neglecting the
role of satisfaction (Zeithaml, 1988, p. 4; Dodds et al., 1991, p. 308).

A rationale for neglecting satisfaction is provided by Gross (1997) who argued
that in business markets, purchasing managers' decision making is mainly guided
by cognitive factors and not by affective ones. Therefore, a first model has been
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developed taking into consideration solely the cognitive input and cognitive
output. In this "direct impact model", customer perceived value is supposed to
have a direct impact on the outcome variables.

With regard to the theory of reasoned action (Fishbein & Ajzen, 1975) a second
model can be developed which is best described as the "mediated impact model".
According to Fishbein and Ajzen's framework, cognitive variables are mediated
by affective ones to result in cognitive outcomes. In the second model, customer
perceived value is supposed to have an indirect impact on behavioral outcomes.
Customer satisfaction is considered as a mediating variable between customers'
perceived value and the purchasing customers' cognitive intentions.

2.2.4 Interrelationships among Customer Satisfaction, Brand Loyalty, and
Customer Behavior-based CRM Performance
Empirical findings have suggested that customer satisfaction, which is the
underlying notion of relationship marketing, is a critical point in achieving and
retaining competitive advantage. Organizations have discovered and research
studies have shown that retaining current customers is much less expensive than
attempting to attract new ones (Desatnick, 1988; Stone et al., 1996; Bitran &
Mondschein, 1997; Chattopadhyay, 2001; Massey et al., 2001). The best means to
accomplish customer retention is to keep customers satisfied. In fact, a number of
studies have shown that customer satisfaction can lead to brand loyalty,
repurchase intention and repeat sales (Day, 1984; Swan & Oliver, 1989; Oliver,
1999; Parasuraman & Grewal, 2000), in short to customer retention. Customer
retention, in its tum, seems to be related to profitability (Oliver, 1999).

According to the findings of Zeithaml et al. (1996), loyal customers tend to build
and strengthen the relationship with a firm and behave differently from non-loyal
customers. By influencing directly both purchase and non-purchase behaviors of
customers, loyal customers contribute to the financial performance of a firm. For
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example, loyal customers emphasize a close relationship with a firm, with lower
price

elasticity.

In

addition,

such

loyal

customers

pass

on

favorable

word-of-mouth referral (Brown et al., 1987).

High customer satisfaction and brand loyalty means that fewer customers will
defect, and the long-term effects on firm performance can be significant. For
example, Reichheld and Teal ( 1996) showed that a 5 percent increase in customer
retention can have a 30- 95 per cent effect on customer net present value and a
similar effect on corporate profits.
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2.2.5 Empirical Studies on the Selected Approaches Explaining Long Term
Relational Outcome

Description

Key Construct

Customer satisfaction as
antecedent of relational
outcomes (i.e. customer loyalty
and positive word-of-mouth
communication).
Service quality as antecedent of
relational outcomes

Customer satisfaction
with the service
provider' s performance

Trust Approach

Trust as antecedent to
relational outcomes

Commitment
Approach
Commitment-trust
theory

Commitment and trust of real
relational outcomes
Commitment and trust as key
mediating variables between
antecedents and relational
outcomes
Customer loyalty as antecedent
to firm profitability in a
Casual chain of service
loyalty-determining constructs

Customer trust in the
relationship partner
(i.e. the service
provider).
Customer commitment to
the relationship
Customer commitment and
trust

Name
Satisfaction
Approach

Service Quality
Approach

Service Profit

Value-situation
model

Perceived value and situational
variables predict repeat
purchase behavior

Relationship
Quality Approach

Customer evaluation of
transactions and the
relationship as a whole predict
relational outcomes
Relational outcomes for the firm
are dependent upon the
customer' s receiving certain
relational benefits

Relational
Benefit Approach

Perceived quality of
service delivered by the
provider.

Service quality,
satisfaction, employee
loyalty, employee
satisfaction, internal
service quality
Value of the service as
perceived by the
customer and the
customer's individual
situation.
satisfaction, trust,
commitment, various
other constructs

Illustrative
Research
Anderson ( 1998) ;
Anderson and
Sullivan(l993);
Fornell (1992);
Hallowell (1996)
Boulding, Kalra, and
Staelin(l993);
Zeithaml
et. al (1996)
Bendaudi and Berry
(1997) ; Moorman
et.al (1992)
Pritchard
et. al (1999)
Morgan and Hunt
(1994)

Heskett et.al(l994)
Loveman (1998)

Blackwell et. al
(1999)

Crosby et.al(l990);
Hennig-Thrau and
Klee (1997) ;
Smith (1998)
Gwinner
et. al (1998) ;
Reynolds and
Beatty (1999)

Different types of
relational benefits
include confidence
benefit, social
benefits, and special
treatment benefits
Source: Adapted from Hennmg et. al (2002). "Understanding relat10nsh1p marketing out comes: an
integration of relational benefits and relationship quality". Journal of Service Research, 4(3), 230-247.

57

2.3 Previous Studies on Thai Telecommunication Companies in
Marketing Field
Kantasilipitaks (2003) made a comparative study on the service quality of AIS and
DTAC in Bangkok by applying SERVQUAL model. The research has
concentrated on five dimensions of service quality: tangibles, reliability,
responsiveness, assurance and empathy. The difference between customer
expectations and perceptions of service quality were segmented by demographic
factors. Of four hundred respondents, 200 are users of AIS while the rest are of
DTAC. The study has indicated that mobile phone users from AIS and DTAC
show no difference in their expectations of service quality. However, there was a
difference in customer perception between AIS and DTAC. Comparing AIS and
DTAC's expectation and perception factors, the study has concluded that
perception is lower than expectations. On the other hand, age makes a difference
in customer experiences with service quality. The study has suggested that both
AIS and DTAC should improve their service quality to meet the expectations of
their customers.

Hanwongjirawat (2001) pointed out that attitude influences consumer's intentions
or behavior to buy goods and service. He therefore conducted a comparative study
on the attitude and satisfaction of AIS and DTAC's mobile phone users in
Bangkok. The five attitude items are product quality, price and payment method,

employee service, shop/location, and value added service; while seven items of
satisfaction include price and payment method, employee service, information

service, service reliability, shop/location, product quality/frequency coverage, and
value added service. The study has indicated that there is no difference in attitude
between AIS and DTAC and shown the significant positive relationship between
attitude and satisfaction.

Taking 384 AIS mobile phone users who have used mobile phone m GSM
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Advance system for at least two years as respondents, Siangliew (2003)
investigated the impact of relationship marketing tactics (direct mail, preferential
treatment, interpersonal communication and tangible rewards) on perceived
relationship investment and their outcomes. In addition, the research also
examined the moderating effects of consumer characteristics (product category
involvement and consumer relationship proneness) on the relationship between
perceived relationship investment and relationship quality. The study has indicated
that tangible rewards, interpersonal communication and preferential treatment
have positive effects on perceived relationship investment. Perceived relationship
investment also affects relationship quality and ultimately leads to behavioral
loyalty. The findings have suggested that it pays off for service providers to invest
in customer relationship since it results in increased loyalty. Moreover, the
research does not find moderating effects of product category involvement and
consumer relationship proneness. Thus, the effect of perceived relationship
investment on relationship quality is not contingent on these two consumer
characteristics.

Sritanatorn (2003) conducted a research on the service switching of prepaid
mobile phone users of AIS, DTAC and Orange in Bangkok by studying certain
service switching factors and identifying samples into groups. The service
switching factors in the study consist of price, accessibility to location, level of
core service, level of service encounter and competition. The researcher collected
384 questionnaires from prepaid mobile phone users. The K-means cluster
analysis is applied in the study. Cluster analysis groups the homogeneity of
respondents into 3 groups. 43% of the respondents switch service provider due to
level of core service, level of service encounter, competition and accessibility to
location respectively. 24% of the respondents switch due to price, while 33% of
the respondents switch service due the accessibility to location and price. From the
result, the researcher suggested that the service providers should improve the core
service and set the appropriate price for every level of customer.
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CHAPTER III
RESEARCH FRAMEWORK

This chapter focuses on the framework of the research. It consists of four sections.
Section 1 shows the theoretical framework, which describes model that explores
the effect of dependent variables on the independent variable in a logical and
prescribed way. The conceptual framework is shown in Section 2, which explains
the independent, and dependent variables. The third section explains the
hypotheses that were tested in this study. The operationalization of variable in
Section 4 translates all variables into action.

3.1 Theoretical Framework

A theoretical framework is a conceptual model of how one theorizes the
relationship among several factors that have been identified as important to the
problems. It discusses the relationship among the variables that are deemed to be
integral to the dynamics of the situation being investigated (Sekaran, 1992).
Models are used representation of theoretical systems so that they can be tested,
examined, and generally analyzed.

After reviewing the literature of many authors and theorists from several sources,
the researcher drew the theoretical framework to represent a conception related to
the study. The researcher adopts and revises an integrated framework developed
by Yonggui et al. (2004) shown in Figure 3.1 to be the theoretical framework of
the thesis. The researcher relates the concept of CRM, service quality, customer
value, customer satisfaction, and brand loyalty together, in order to develop an
integrated framework measuring customer behavior-based CRM performance. The
integrated framework will be developed to fit the conceptual framework of this
thesis.
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Figure 3.1: The Integrated Framework for Customer Value and CRM
Performance

Tangible

Intangible

Source: Yonggui Wang, Lo Hing Po, Chi Renyong, & Yang Yongheng. (2004). An integrated
.framework for customer value and customer-relationship-management performance: a
customer-based perspective from China. Managing Service Qualitv. Volume 14 · Number 213 · pp.
169-182

3.2 Conceptual Framework

According to Zikmund (2000), the conceptual framework is constructed to
illustrate the relationship between independent and dependent variables. An
independent variable is a variable that is expected to influence the dependent. A
dependent variable is a criterion or a variable that is to be predicted or explained.

Figure 3 .2 shows the conceptual framework of the thesis. The independent
variable is customer perception of service quality influencing customer perceived
value, while customer satisfaction is a dependent variable for above two variables.
At the same time, customer satisfaction is an independent variable to the following
two variables: brand loyalty and customer behavior-based CRM performance.

61

Finally, customer value and brand loyalty are independent variables to customer
behavior-based CRM performance. SERVPERF model is used to measure service
quality. The six dimensions of service quality are Tangibles, Assurance, Empathy,
Responsiveness, Reliability, and Network Quality. The dimensions of customer
value are functional value, social value, emotion value, and perceived sacrifice.

Figure 3.2: Conceptual Framework
Service Quality
Tangibles

Customer
Satisfaction

Assurance
Empathy

IResponsiveness I

Customer
Behavior-based

Reliablity

CRM

Network Quality

Brand
Loyalty

Performance

Customer Value

I Functional Value I
Social Value

IV"-----------------------~

I Emotion Value I
IPerceived Sacrifice I
3.3 Research Hypothesis

Hypothesis statements are conjectural statements of the relationship between two
or more variables that carry clear implications for testing the stated relations
(Davis & Cosenza, 1993).

Based on the conceptual framework, the hypothesis statements are set forth as
follows to accomplish the research objects of the study.
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Objective 1: To examine the influence of customer perceived service quality on
customer satisfaction of AIS in Bangkok.

Hypothesis 1:

H1 0 : Customer perceived service quality has no influence on customer satisfaction
Hla: Customer perceived service quality has direct positive influence on customer
satisfaction.

Objective 2: To examine the influence of customer perceived service quality on
customer perceived value of AIS in Bangkok.

Hypothesis 2:

H20 : Customer perceived service quality has no influences on customer perceived
value.
H2a: Customer perceived service quality has direct positive influence on customer
perceived value.

Objective 3: To examine the influence of customer perceived value on customer
satisfaction of AIS in Bangkok.

Hypothesis 3:

H3 0 : Customer perceived value has no influence on customer satisfaction.
H3a: Customer perceived value has direct positive influence on customer
satisfaction.

Objective 4: To examine the influence of customer perceived value on customer
brand loyalty of AIS in Bangkok.

Hypothesis 4:

H4 0 : Customer perceived value has no influence on customer brand loyalty.
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H4a: Customer perceived value has direct positive influence on customer brand
loyalty.

Objective 5: To examine the influence of customer perceived value on customer
behavior-based CRM performance of AIS in Bangkok.

Hypothesis 5:
H5 0 : Customer perceived value has no influence on customer behavior-based
CRM performance.
H5a: Customer perceived value has direct positive influence on customer
behavior-based CRM performance.

Objective 6: To examine the influence of customer satisfaction on brand loyalty
of AIS in Bangkok.

Hypothesis 6:
H6 0 : Customer satisfaction has no influence on brand loyalty.
H6a: Customer satisfaction positively has direct positive influence on brand
loyalty.

Objective 7: To examme the influence of customer satisfaction on customer
behavior-based CRM performance of AIS in Bangkok.

Hypothesis 7:
H7 0 : Customer satisfaction has no influence on customer behavior-based CRM
performance.
H7a:

Customer satisfaction has

direct positive

influence

on

customer

behavior-based CRM performance.

Objective 8: To examine the influence of customer brand loyalty on customer
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behavior-based CRM performance of AIS in Bangkok.

Hypothesis 8:

H8 0 : Customer brand loyalty has no influence on customer behavior-based CRM
performance.
H8a: Customer brand loyalty has direct positive influence on customer
behavior-based CRM performance.

3.4 Operationalization of Dependent and Independent Variables

A concept is a bundle if meanings or characteristics are associated with certain
events, objectives, conditions, situations, and the like (Davis & Cosenza, 1993).
The concepts will be made operational in order to being measured. Operational
definition is a definition stated in term of specific testing criteria or operations.
(Table 3.1)
Table 3.1: Operationalization of Influencing Variables
Conceptual

Definition

Variable
1.Service Quality

Operationalization of

Level of

Variable

Measurement

- Tangibles
Service (Dabholkar et al., - Assurance

Customer Perceptions of

2000; Wang et al., 2002),

-

No.

Interval seal e

Ql-Q26

Empathy

- Responsiveness
- Reliability
-

Part JI

Network Quality
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1.1. Tangibles

One of service quality

-

Up-to-date equipment

Interval scale

Ql

aspects related to the

- Appealing physical

appeal of facilities,
equipment and material

Q2,Q4

facilities

used by a service firm as

1.2 Reliability

well as the appearance of

- Employees are well

service employees

dressed and appear neat

One of service quality

- Providing service by

aspects

the time promised

involved

with

Q3

Interval scale

Q5&Q8

accurate service the first
time
mistakes

without
and

any
delivers

-

Sympathetic and

Q6

reassuring

what it has promised to
do by the time that has

- Dependability

Q7&Q9

been agreed upon

1.3 Responsiveness

One of service quality

-

aspects concerned with

Telling when services

Interval scale

QlO

will be performed

the willingness of
employees to help

-

customers and respond to

Giving prompt

Qll

service

their request as well as to
inform customers when

Q12

-

Willingness to help

service will be provided,
and then give prompt
service.

Q13

-

Not too busy to
respond
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One of service quality
1.4 Assurance

- Trustworthy

Interval scale

Ql4

aspects related to the
employees' knowledge and

- Safety

Ql5

- Polite

Ql6

courtesy, and their ability to
inspire trust and
confidence.
-

Well supported to do

Ql7

jobs
1.5 Empathy

One of service quality

-

Individual attention

-

Know customer's

Interval scale

QI8-Ql9

aspects involved in
understanding customers'
problems, and performs in

Q20-Q21

need

their best interests as well
as giving customers

Q22

-

individual personal

Convenient
operating hours

attention and having
convenient operating hours.
1.6 Network Quality

One of service quality

- The quality of network

Interval scale

Q23-Q24

aspects involved with the
quality of the customers'

- The call quality of

chosen network based on

network. (such as clear

their overall experience and

voice during the talking

the call quality of their

period)

Q25-Q26

chosen network
2. Customer Value

A customer-perceived

-

preference for, and

- Social value
- Function value
- Perceived sacrifice

evaluation of, product
attributes, attribute

Emotional value

Interval scale

Part III
Q27-Q44

performances, and
consequences in terms of
the customer's goals and
purposes (Woodruff, 1997).
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2.1 Emotional value

The utility derived from

-

Willingness to use

the affective states that a

-

Good feeling when

or

product

service

Interval scale

using it

Q27-Q28

Q29-Q31

generates
2.2 Social value

The social utility derived

Improving the way

from

customer is perceived

the

product

or

Helping

service

make

Interval scale

Q33

customer
a

Q32

good

impression on other
people
-

Q34

Giving the owner the

social approval
2.3 Function value

The utility derived from

-

the perceived quality and

Superior service

Interval scale

Q35-Q36

quality

expected performance of
the product or service.

-

Quality Consistency

2.4 Perceived

The loss derived from the

-

Offering value for

sacrifice

product or service due to

money

the

Economical

increment

of

its

perceived short-term and

Service/Product

long-term costs.

saving money
-

Q37-Q38
Interval scale

Q39-Q40

Q41-Q42

Offering better value

Q43

for money than other
competitors
Cost of transaction
3.Customer

The after purchase judgme1

satisfaction

or evaluation of a product < service

Q44
Part IV

Meeting

customer's

Interval scale

Q45

expectation
Satisfaction based on

Q46

customer's past
experience
-

Q47

Meeting the desirable

level
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4. Brand loyalty

A

favorable

towards
resulting

attitude

a brand, thus
in

consistent

Part VI
-

Feeling of loyalty to

Interval Scale

Q48

the firm.

purchase of the brand
over time(Assael, 1992)

- Being customer's first

Q49

choice

- Unwillingness to

Q50

choose other brand(s)
5. Customer

CRM performance

behavior-based

measured by customer

CRM performance

behavior, such as

-

the

Interval scale

Q51

offering
-

retention, cross-buying,
repurchase, word of

Repurchasing

Recommending the

Q52

offerings to others

-

Keeping close

mouth, etc.(Yonggui et.

relationship for a

al., 2004)

longer period

Q53
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CHAPTER IV
RESEARCH METHODOLOGY

4.1 Introduction

This chapter gives an overview of the research methodology used to analyze the
data in order to answer the research questions of the study. This chapter is divided
into six sections. The first section describes the applied research method in the
thesis. The second section is sampling plan including the selection of respondents
of this research, sample size and sampling procedure. The third section
summarizes the collection of data and gathering process. The fourth section is the
introduction about the research instrument/questionnaires to be used. The fifth part
is the explanation of proposed statistical treatment of data in this research. The last
part describes the results of the pilot test.

4.2 Research Method

In order to achieve the research objectives, a sample survey was applied to collect
facts, opinions and attitudes derived from a certain target population. Survey
research

is

defined

as

systematically collecting

information from

the

correspondents with the intention to know more about and/or forecast the behavior
of the subject population. As such, this method is a cost-effective and can deal
with much larger sample sizes (Davis & Cosenza, 1993).

Structured questionnaire was applied as the research instrument to find and obtain
the information from the respondents. This research used a survey technique to
collect primary data. The questionnaires were given to people walking in front of
the AIS shops.
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Both descriptive and inferential statistics were applied in the study. Descriptive
statistics were used in describing the personal characteristics of the respondents.
Inferential statistics were used to determine the interrelationships and impacts
among the studied variables.

4.3 Sampling Procedures

The author could only get the number of population from the website of AIS
(www.ais.co.th). Therefore, there was no sampling frame available for the
researcher in this study. Thus, the author couldn't get the list of the target
population, which was necessary to choose the target respondents in probability
sampling procedure. Hence, the non-probability sampling was applied in this
study.

4.3.1 Non-Probability Sampling

Non-probability sampling method is performed in a research due to the fact that
probability of selecting required sample from population is not possible (Zikmund,
2000). Non-probability sampling is defined as a sampling technique in which units
of the sample are selected on the basis of personal judgment or convenience; the
probability of any particular member of the population being chosen is unknown
(Zikmund, 2000). In non-probability sampling, the elements do not have a known
or predetermined chance of being selected subjects, the elements in the population
do not have any probabilities attached to their being chosen as sample objects,
which means that the findings from the study of the sample cannot be confidently
generalized to the population (Sekaran, 1992).

Convenience-sampling was applied in this research study, which was defined as
the sampling procedure of obtaining those people or units that are most
conveniently available (Zikmund, 2000). Convenience sampling involves
collecting information from members of the population who are conveniently
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available to provide this information (Sekaran, 1992). The reason for convenience
sampling's employment in this research is that it is simple and meets all necessary
requirements of a non-probability sample. Therefore, it is less time consuming and
easier for the researcher to accomplish the study within a limited budget.

4.3.2 Target Population

Davis and Cosenza (1993) mentioned that a population is defined as the complete
set of units of analysis that are under investigation. The target population is a
specific complete group relevant to the research project. For the convenience of
sampling, the author set the target population of this research as the current users
of AIS living in Bangkok.

4.3.3 Sampling Elements

The population element in this research was current subscribers of AIS living in
Bangkok. The researcher collected data in the six branches of AIS shops shown in
table 4.1. The reason for selecting these AIS shops is that it is convenient to find
the target respondents and time-saving. The researcher contacted the respondents
walking in front of the shops asking them to fill the questionnaires.
Table 4.1: the Locations of AIS Shops where Data were Collected
MaBoonKrong

66 respondents

Seacon Square

66 respondents

Central Bangna

66 respondents

Central Latprao

66 respondents

Central Pinklao

66 respondents

World Trade Center

67 respondents

Total

397 respondents

4.3.4 Sample Size

The current subscribers of AIS living in Bangkok are around 2.3 million
(vvww.ais.co.th, 2005). Therefore, according to the following table, the size of the
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sample of respondents is aimed at 384 samples. Thus, the researcher has
distributed 397 questionnaires to assure the number of received questionnaires is
larger than 384.

Table 4.2: Theoretical Sample Size for Different Size of Population

Population

Required Sample for Tolerable Error of
5%

4%

3%

2%

100

79

85

91

96

500

217

272

340

413

1,000

277

375

516

705

5,000

356

535

879

1,622

50,000

381

593

1,044

2,290

100,000

382

596

1,065

2,344

1,000,000

384

599

1,065

2,344

25,000,000 384

600

1,067

2,400

Source: Gray Anderson. (1996). Fundamentals o[Educational Research, pp.202

4.4 Data Collection/Gathering process

The method of data collection applied in this research consists of the primary data
and secondary data. The secondary data, which are critical to support and develop
the framework for this study, were collected from many sources such as textbooks,
journals, thesis, the Internet, and newspapers.

The primary data were collected by the questionnaires, which were given to all
respondents with clear explanations on the purpose of this research so that the
respondents were able to understand the applied terminologies in those
questionnaires. The time for launching and collecting questionnaires was
9:00-17:00, Saturday-Sunday, in May 2005.
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4.5 Research Instrument/Questionnaire

The primary data were collected by structured questionnaires. According to Burns
and Bush (2000), a structured questionnaire is a list of questions consisting of
pre-specified answer choices. Thus, it is easy for the respondents to make quick
decisions among several alternatives and for the researcher to control possible
answers. Parts of the questionnaire used for thesis measuring the variables were
adapted from the related papers of William and Anuchit (2002) and Yonggui et. al
(2004).

All of the questions in the questionnaire are close-ended, and the questionnaire,
which shown in Appendix A, was divided into seven parts.

The first part consists of general information about the current mobile phone
operator that the respondent uses. A screening question was applied to test whether
the respondent is the current users of AIS.

From the second part to the sixth part, the questions were designed to measure the
variables related to the conceptual framework by the Likert Scale from 1(Strongly
disagree) to 5 (Strongly agree).

The second part consists of the questions measuring the respondent's perception of
service quality of AIS. Six sub-variables were measured in this part, which were
Tangibles, Assurance, Empathy, Responsiveness, Reliability, and Network Quality.
This part of questionnaire was mainly adapted from William and Anuchit (2002)
with a slight adjustment of words.

The third part consisted of the questions measuring the respondent's perception of
customer value received from AIS. Four sub-variables were measured in this part,
which were Emotional Value, Social Value, Functional Value, and Customer
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Perceived Sacrifice. The fourth part consisted of the questions measurmg
respondent's satisfaction toward AIS. The fifth part consisted of the questions
measuring respondent's brand loyalty toward AIS. The sixth part consisted of
questions measuring the CRM performance of AIS. This part was mainly from
Yonggui et al. (2004). Finally, the last part of questionaire consisted of questions
asking about the demographic factors of respondent.

4.6 Statistical Treatment of Data

4.6.1 Selected Software

The Statistical Package for Social Science (SPSS) was applied to encode and
analyze the necessary data after they were collected. First, SPSS was used to test
the reliability of the questionnaire by using Cronbach's Coefficient Alpha. Second,
Descriptive statistics was used to describe or summarize information of the
respondents including gender, age, education, occupation, and monthly income.
The frequency distribution was summarized with a particular value of variable
into a percentage value and shown in the table. Finally, SPSS was also applied to
conduct the path analysis testing the proposed hypotheses.

After initial analysis of the data, the reliability and convergent validity of the
measurements were preliminarily secured and thus appropriate for the further
examination of the hypothesis (Fornell, 1982).To strictly test the proposed
theoretical relationships, SEM (Structural Equation modeling) and path analysis
were used to confirm the causal relations among latent variables.

There are many software packages dealing with SEM, such as LISREL, EQS and
AMOS. All of them have the similar functions. The author applies AMOS
(Analysis of Moment Structures) due to its powerful and easy-to-use features. It
can be used to create more realistic models than if one used standard multivariate
statistics or multiple regression models alone. With AMOS, one can quickly
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specify, build, and view his/her model using simple drawing tools. Then assess
his/her model's fit, make any modifications, and print a publication-quality copy
of the final model. AMOS can be operated in User-friendly features, such as
drawing tools, configurable toolbars, and drag-and-drop capabilities, helping to
build structural equation models with more accuracy than standard multivariate
statistics models. After the user fitting the model, the AMOS path diagram uses
causal models to show the strength of the relationship between variables. AMOS
builds models that more realistically reflect complex relationships because one
can use observed variables (such as survey data) or latent variables (such as
"satisfaction" or "loyalty") to predict any other numeric variable.

4.6.2 Reason for applying SEM

Generally speaking, SEM has a number of attractive virtues, according to
ACITS (http://www.utexas.edu/):
• Assumptions underlying the statistical analyses are clear and testable, giving the
investigator full control and potentially furthering understanding of the analyses.
• Graphical interface software boosts creativity and facilitates rapid model
debugging (a feature limited to selected SEM software packages).
• SEM programs provide overall tests of model fit and individual parameter
estimate tests simultaneously.
• Regression coefficients, means, and variances may be compared simultaneously,
even across multiple between-subjects groups.
• Measurement and confirmatory factor analysis models can be used to purge
errors, making estimated relationships among latent variables less contaminated
by measurement error.
• Ability to fit non-standard models, including flexible handling of longitudinal
data, databases with autocorrelated error structures (time series analysis), and
databases with non-normally distributed variables and incomplete data.
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This last feature of SEM is its most attractive quality. SEM provides a unifying
framework under which numerous linear models may be fit using flexible,
powerful software.
Moreover, there are three particularly important reasons, especially for researchers
in the marketing field, to apply SEM. First, many important marketing variables
are latent. Market researchers often try to estimate latent variables with only a
single observed measurement, and the reliability of this measure is usually
unknown. The lower the measurement reliability, the less likely they are to
observe relationships between the latent variable and other variables. By using
SEM with multiple indicator variables, you can model important latent variables
while taking into account the unreliability of the indicators.

Second, customer evaluation, perception or behavior measures may (also) have
low reliability and failing to take this into account can hurt you. Assume that the
dependent measure is a perceived value rating for a product, and you want to
predict the value rating using a least squares multiple regression model. The
predictors are variables such as customer perceptions of the product across various
attributes. Now, even if the perceived value measure is perfectly reliable,
unreliability in the predictor variables can still be seriously misleading. If only one
predictor is unreliable, then its true regression coefficient will be underestimated.

Third, SEMs can be a powerful method for dealing with multicollinearity in sets
of predictor variables. Multicollinearity is nothing more than when two or more
variables are not independent. It's a matter of degree and is diagnosable. When the
variables are used as predictors, and their interdependence is strong enough,
model results are poor and misleading.

Three different approaches exist to deal with multicollinearity: (1) ignore
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multicollinearity; (2) remove multicollinearity by using data reduction methods
like principal components analysis; (3) model multicollinearity. The first two
approaches can create serious problems, modeling is the best choice.

4.6.3 Fundamental Concepts about SEM

This section gives a brief introduction to the fundamental concepts about SEM so
that it will be easier for the readers to understand the inferential statistics got from
SEM.

4.6.3.l Variables in SEM

SEM can include two kinds of variables: observed and latent. Indicators are
observed variables, sometimes called manifest variables or reference variables,
such as items in a survey instrument. Four or more is recommended, three is
acceptable and common practice, two is problematic, and with one measurement,
error cannot be modeled. Models using only two indicators per latent variable are
more likely to be underidentified and/or fail to converge, and error estimates may
be unreliable (Byrne, 2001).

Latent variables are the unobserved variables or constructs or factors which are
measured by their respective indicators. Latent variables include independent,
mediating, and dependent variables. "Exogenous" variables are independents with
no prior causal variable (though they may be correlated with other exogenous
variables, depicted by a double-headed arrow -- note two latent variables can be
connected by a double-headed arrow (correlation) or a single-headed arrow
(causation) but not both. "Endogenous" variables are mediating variables
(variables which are both effects of other exogenous or mediating variables, and
are causes of other mediating and dependent variables), and pure dependent
variables. Variables in a model may be "upstream" or "downstream" depending on
whether they are being considered as causes or effects respectively. The
representation of latent variables based on their relation to observed indicator
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variables is one of the defining characteristics of SEM (Byrne, 2001 ).

4.6.3.2 Incremental Approach to SEM

The following figure shows the incremental approach to SEM. This approach
clearly specifies the procedures for testing a parsimonious model. It helps to
establish the "best fitting" measurement model and the "best fitting" structural
model using SEM. It is expected that there are no short cuts that could achieve the
best fitting models.

Figure 4.1: A flowchart of the incremental approach to SEM
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SEM users represent relationships among observed and unobserved variables
using path diagrams. Ovals or circles represent latent variables, while rectangles
or squares represent observed variables. Residuals are always unobserved, so they
are represented by ovals or circles.

4.6.3.3 Goodness of Fit Tests

These overall fit tests determine if the model being tested should be accepted or
rejected. They do not establish that particular paths within the model are
significant. If the model is accepted, the researcher will then go on to interpret the
path coefficients in the model ("significant" path coefficients in poor fit models
are not meaningful). LISREL prints 15 and AMOS prints 25 different
goodness-of-fit measures, the choice of which is a matter of dispute among
methodologists. Jaccard and Wan (1996, pp.87) recommended use of at least three
fit tests, one from each of the first three categories below, so as to reflect diverse
criteria. Kline (1998, pp.130) recommended at least four tests, such as chi-square,
GFI, NFI, or CFI; NNFI; and SRMR. Another list of which-to-publish lists
chi-square, AGFI, TLI, and RMSEA. There is wide disagreement on just which fit
indexes to report, but one should avoid the shotgun approach of reporting all of
them, which seems to imply the researcher is on a fishing expedition. According to
Byrne (2001), the goodness-of-fit statistics should be reported as follows:
Chi-square: Chi-square (X 2 , some times referred to as T) is the original fit index

for structural models because it is derived directly from the fit function
[fML(N-1)]. Chi-square is not a very good fit index in practice under many
situations because it is affected by the following factors (l)sample size: larger
samples produce larger chi-squares that are more likely to be significant (Type I
error). Small samples may be too likely to accept poor models (Type II error).
Kline(l 998) stated that it is usually difficult to get a nonsignificant chi-square
when samples sizes are much over 200 or so, even when other indices suggest a
decent fitting model. (2)model size also has an increasing effect on chi-square
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values. Models with more variables tend to have larger chi-squares. (3)
Chi-square is affected by the distribution of variables.

Highly skewed and

kurtotic variables increase chi-square values. This has to do with the multivariate
normality assumption that we will discuss later in the class.
some lack of fit because of omitted variables.

(4) There may be

Omission of variables may make it

difficult to reproduce the correlation (or covariance) matrix perfectly.

CMINIDF: AMOS lists relative chi-square as CMIN/DF. Relative chi-square, also
called normal chi-square, is the chi-square fit index divided by degrees of freedom,
in an attempt to make it less dependent on sample size. Carmines and Mclver
(1981, pp. 80) stated that relative chi-square should be in the 2:1 or 3:1 range for
an acceptable model. Kline (1998) said 3 or less is acceptable. Some researchers
allow values as high as 5 to consider a model adequate fit, while others insist
relative chi-square be 2 or less.

RMR: Root mean square residuals, or RMS residuals, or RMSR, or RMR. The

closer the RMR to 0 for a model being tested, the better the model fit. The rule of
thumb is 0.05 or less.

Goodness-of-fit index, GFI: GFI varies from 0 to 1, but theoretically can yield
meaningless negative values. A large sample size pushes GFI up. As GFI often
runs high compared to other fit models, some suggest using .95 as the cutoff. By
convention, GFI should by equal to or greater than .90 to accept the model.
LISREL and AMOS both compute GFI.

Adjusted goodness-of-fit index,AGFI: AGFI is a variant of GFI which uses mean
squares instead of total sums of squares in the numerator and denominator of 1 GFI. It, too, varies from 0 to 1, but theoretically can yield meaningless negative
values. AGFI > 1.0 is associated with just-identified models and models with
almost perfect fit. AGFI < 0 is associated with models with extremely poor fit, or
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based on small sample size. AGFI should also be at least .90. Like GFI, AGFI is
also biased downward when degrees of freedom are large relative to sample size,
except when the number of parameters is very large. Like GFI, AGFI tends to be
larger as sample size increases; correspondingly, AGFI may underestimate fit for
small sample sizes, according to Bollen (1990).

NF/: The normed fit index, NFI, also known as the Bentler-Bonett normed fit

index, or simply DELTAl. NFI was developed as an alternative to CFI, but one
which did not require making chi-square assumptions. It varies from 0 to 1, with 1
=perfect fit. NFI reflects the proportion by which the researcher's model improves
fit compared to the null model (random variables). For instance, NFI - .50 means
the researcher's model improves fit by 50% compared to the null model. By
convention, NFI values below .90 indicate a need to respecify the model. Some
authors have used the more liberal cutoff of .80.

RFI: The relative fit index, RFI, also known as RHOl, is not guaranteed to vary
from 0 to 1. RFI higher than 0.95 indicates a good fit.

IFI: The incremental fit index, IFI, also known as DELTA2: By convention, IFI
should be equal to or greater than .90 to accept the model. IFI can be greater than
1.0 under certain circumstances.

TLI: The non-normed fit index, NNFI, also called the Bentler-Bonett non-normed
fit index, the Tucker-Lewis index, TLI (this is the label in AMOS), or RH02,
NNFI is similar to NFI, but penalizes for model complexity. NNFI is not
guaranteed to vary from 0 to 1. It is one of the fit indexes less affected by sample
size. NNFI close to 1 indicates a good fit. By convention, NNFI values below .90
indicate a need to respecify the model. Some authors have used the more liberal
cutoff of .80 since TLI tends to run lower than GFI.
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CFI: The comparative fit index, CFI, is also known as the Bentler Comparative
Fit Index. CFI is similar in meaning to NFI (see below) but penalizes for sample
size. CFI varies from 0 to 1. CFI close to 1 indicates a very good fit. By
convention, CFI should be equal to or greater than .90 to accept the model,
indicating that 90% of the covariation in the data can be reproduced by the given
model.

RMSEA: Root mean square error of approximation, RMSEA, is also called RMS

or RMSE or discrepancy per degree of freedom. By convention, there is good
model fit if RMSEA less than or equal to .05. There is adequate fit if RMSEA is
less than or equal to .08. It's also acceptable that RMSEA value ranges from 0.08
to 0.10.

AIC: The Akaike Information Criterion. AIC is a goodness-of-fit measure which

adjusts model chi-square to penalize for model complexity (that is, for
overparameterization). Thus AIC reflects the discrepancy between model-implied
and observed covariance matrices. Unlike model chi-square, AIC may be used to
compare non-hierarchical as well as hierarchical (nested) models, whereas model
chi-square difference is used only for the latter. It is possible to obtain AIC values
< 0. AIC close to zero reflects good fit and between two AIC measures, the lower

one reflects the model with the better fit.

4.6.3.4 Coefficients Used to Modify a Model

Chi-square difference statistic: This measures the significance of the difference
between two SEM models of the same data, in which one model is a nested subset
of the other. Specifically, chi-square difference is the standard test statistic for
comparing a modified model with the original one. If chi-square difference shows
no significant difference between the unconstrained original model and the nested,
constrained modified model, then the modification is accepted.
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Modification index (Ml): It's called the I ,agrange Multiplier (LM) test or index
because MI is a univariate form of LM. MI is often used to alter models to achieve
better fit, but this must be done carefully and with theoretical justification. That is,
blind use of MI runs the risk of capitalization of chance and model adjustments
which make no substantive sense. In MI, improvement in fit is measured by a
reduction in chi-square (recall a finding of chi-square significance corresponds to
rejecting the model as one which fits the data). In AMOS, the modification
indexes have to do with adding arrows: high MI's flag missing arrows which
might be added to a model.

AMOS output will list the parameter (which arrow to add or to subtract), the
chi-square value (the estimated chi-square value for this path, labeled "M.I."), the
probability of this chi-square (significant ones are candidates for change), and the
"parameter change" is the estimated new path coefficient when the model is
changed (labeled "Par Change"). The actual new parameter value may differ
somewhat. The MI and the parameter change should be looked at in conjunction:
the researcher may wish to add an arrow where the parameter change is large in
absolute size even if the corresponding MI is not the largest one.

In the case of modification indexes for covariances, the MI has to do with the

decrease in chi-square if the two error term variables are allowed to correlate. For
instance, in AMOS, if the MI for a covariance is 24 and the "Par Change" is 0.8,
this means that if the model is respecified to allow the two error terms to covary.
Their covariance would be expected to be 0.8, leading to a reduction of model
chi-square by 24 (lower is better fit). If there is correlated error, as shown by high
MI's on error covariances, causes may include redundant content of the two items,
methods bias (for example, common social desirability of both items), or omission
of an exogenous factor (the two indicators share a common cause not in the
model).

84

In the case of MI for estimated regression weights, the MI has to do with the
change in chi-square if the path between the two variables is restored (adding an
arrow).

One arbitrary rule of thumb is to consider adding paths associated with parameters
whose modification index exceeds 100. However, another common strategy is
simply to add the parameter with the largest MI (even if considerably less than
100), then see the effect as measured by the chi-square fit index. Naturally, adding
paths or allowing correlated error terms should only be done when it makes
substantive theoretical as well as statistical sense to do so. The more model
modifications done on the basis of sample data as reflected in MI, the more chance
the changed model will not replicate for future samples, so modifications should
be done on the basis of theory, not just the magnitude of the MI.

4.6.4. Overview of Path Analysis

Path analysis is an extension of the regression model, used to test the fit of the
correlation matrix against two or more causal models which are being compared
by the researcher. The model is usually depicted in a circle-and-arrow figure in
which single arrows indicate causation. A regression is done for each variable in
the model as a dependent on others which the model indicates are causes. The
regression weights predicted by the model are compared with the observed
correlation matrix for the variables, and a goodness-of-fit statistic is calculated.
The best-fitting of two or more models is selected by the researcher as the best
model for advancement of theory. Path analysis requires the usual assumptions of
regression. It is particularly sensitive to model specification because failure to
include relevant causal variables or inclusion of extraneous variables often
substantially affects the path coefficients, which are used to assess the relative
importance of various direct and indirect causal paths to the dependent variable
(Kline, 1998).
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4. 7 Pilot Test

Zikmund (2001) stated that a pilot test is conducted to detect weakness in design
and instrument and to provide proxy data for selection of a probability sample.
Therefore, it should draw subjects from the target population and simulate the
procedures and protocols that have been designated for data collection. The size of
the pilot group may range from 25 to 100 subjects, depending on the method to
test, while the respondents do not have to be statistically selected. Thus, the
researcher examined the questionnaire by randomly delivering the questionnaires
to 30 respondents at the AIS shop in MaBoonKrong and received 27 of them.

The researcher conducted a pilot test on the data collection tool in order to
examine the reliability of questionnaire. The collected data were processed by
SPSS by using Cronbach's Coefficient Alpha to determine internal consistency of
the questionnaire. The main part of the questionnaire was selected to do the pilot
test, which were the second part to the sixth part. The results are shown below in
table 4.3.

Table 4.3: Reliability Coefficients Alpha of Questionnaire Part II to Part VI
Criteria

Cronbach's Alpha

I .Service Quality

.941

2. Tangibles

.877

3 .Reliability

.900

4.Responsiveness

.847

5 .Assurance

.850

6. Empathy

.774

7. Network Quality

.935

8. Customer Value

.936
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9. Emotional value

.931

10. Social value

.937

11. Function value

.801

12. Perceived sacrifice

.933

13.Customer Satisfaction

.860

14. Brand loyalty

.940

15. Behavior-based CRM

.829

performance

Sekaran (1992) stated that if the reliability value is at least 0.6, it is considered
reliable. The minimum coefficient alpha scores shown in Table 4.2 is .774, and
most of them are higher than .850. Therefore, the questionnaire is considered
reliable. Thus, the reliability analysis resulting from the pilot test of the
questionnaire indicates that the research is sufficient for examining the research's
hypotheses.
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ChapterV
DATA ANALYSIS

This chapter discusses the descriptive and inferential analysis of the study. SPSS
13 and AMOS 5 are applied to analyze the data. 397 respondents were selected as
sample from the total subscribers of AIS mobile phone, who are considered as the
population of the study. The data was collected by structured questionnaire. The
time for launching and collecting questionnaires was 9:00-17:00, Saturday-Sunday,
in May 2005. The data analysis consists of 2 parts: descriptive analysis and
inferential analysis.

5.1 Descriptive Analysis

Descriptive analysis is used to summarize data of respondents' characteristics and
the means, standard deviations, and kurtosis of all variables in the model.
According to Zikmund (2000), descriptive refers to the transformation of the raw
data into a form that make them easy to understand and interpret. The data will be
presented in the form of frequency distribution and percentage distribution.

5.1.1 Respondents Characteristics

The descriptive statistics summarizing the demographic characteristics of
respondents are shown in Table 5.1. We can see that the majority of respondents is
female, which accounted for 62.2% (24 7). It means that there are about 2 women
is every 3 respondents. Many of them aged between 21-30 years old that
accounted for 40.1 % (159). For the education level, the majority holds bachelor
degree and accounted for 54.4% (216). Of all the respondents, 24.4% (97) are
students; while 23.7% (94) are private company employees. 40.8% (162) of the
respondents have monthly income less than 10,000 Baht, the same as the
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percentage of the respondents having monthly income between 10,000 to 25,000
Baht.
Table 5.1 Personal Data

Demographic
Gender

Male
Female
Total

Age

Education

Job

Monthly
income

Below20
21-30
31-40
41-50
51-60
More than 60
Total
High school or less
Bachelor
Master
Higher than Master
Total
Business owner
Government officer
State enterprise employee
Private company
employee
Housewife
Student
Unemployed
Others
Total
Less than 10000 Baht
10000-25000 Baht
25001-45000
More than 45000
Total

Frequency
150
247
397
60
159
90
55
25
8
397
122
216
53
6
397
68
46
43
94
31
97
5
13
397
162
162
47
26
397

Percent
37.8
62.2
100
15.1
40.1
22.7
13.9
6.3
2.0
100
30.7
54.4
13.4
1.5
100
17.1
11.6
10.8
23.7
7.8
24.4
1.3
3.3
100
40.8
40.8
11.8
6.5
100

Cumulative
Percent
37.8
100
15.1
55.2
77.8
91.7
98.0
100
30.7
85.1
98.5
100
17.1
28.7
39.5
63.2
71.0
95.5
96.7
100
40.8
81.6
93.5
100
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5.1.2 Descriptive Statistics of Observed Variables

This section provides an overview of construct means, standard deviations, and
kurtosis values for the variables in the model. Degree of kurtosis is important to
evaluate observed variables. The value should be near zero, which is important for
obtaining accurate results with SEM. In the modeling process those variables with
kurtosis value larger than 2.0 will be excluded from the analysis. Table 5.2 shows
the descriptive statistics of observed variables. Since all the observed variables
have kurtosis value lower than 2.0, further inferential statistical analysis can be
conducted with the collected data.
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Table 5.2: Descriptive Statistics of Observed Variables
Tangibles
1. The firm has up-to-date equipment.
2. The firm's physical facilities are visually appealing.
3. Customer service staffs are well dressed and appear neat.
4. The appearance of the physical facilities of the firm is in
keeping with the type of telecom services.
Total Average
Reliability
5. When the firm promises to do something by a certain time,
it does so.
6. When I have problems, the firm is sympathetic and
reassuring.
7. The firm is dependable.
8. The firm provides its services at the time it promises to do
so.
9. The firm keeps its records accurately.

Total Average

Amt
%
Amt
%
Amt
%
Amt
%

Amt
%
Amt
%
Amt
%
Amt
%
Amt
%

Agree
Strong
Strong
Disagree Neutral
agree
disagree
84
87
198
12
16
21.2
49.9
3.0
4.0
21.9
66
105
209
6
11
52.6
16.6
1.5
2.8
26.4
75
9
89
217
7
54.7
18.9
2.3
22.4
1.8
91
13
62
225
6
3.3
15.6
56.7
22.9
1.5

10
2.5
11
2.8
7
1.8
4
1.0
8
2.0

27
6.8
30
7.6
27
6.8
27
6.8
20
5.0

124
31.2
111
28.0
90
22.7
102
25.7
98
24.7

177
44.6
182
45.8
202
50.9
198
49.9
200
50.4

59
14.9
63
15.9
71
17.9
66
16.6
71
17.9

Total
397
100
397
100
397
100
397
100

397
100
397
100
397
100
397
100
397
100

Mean

SD

Kurtosis

3.8

0.913

1.171

3.8

0.800

1.145

3.9

0.804

1.617

4.0

0.808

1.874

3.9

0.699

1.964

3.6

0.906

0.387

3.6

0.931

0.370

3.8

0.884

0.608

3.7

0.850

0.287

3.8

0.871

0.839

3.7

0.761

0.479

91

Responsiveness
10. The firm tells customers exactly when services will be
performed.
11. I receive prompt service from customer service staffs.
12. Service staffs are always willing to help customers.
13. Staffs are free to respond to customer requests promptly.

Total Average
Assurance
14. I can trust customer service staffs.
15. I feel safe in my transactions with customer service
staffs.
16. Customer service staffs are polite.
17. Customer service staffs get adequate support from the
firm to do their jobs well.
Total Average

Amt
%
Amt
%
Amt
%
Amt
%

Amt
%
Amt
%
Amt
%
Amt
%

10
2.5
5
1.3
5
1.3
7
1.8

10
2.5
9
2.3
3
0.8
7
1.8

25
6.3
28
7.1
24
6.0
30
7.6

24
6.0
15
3.8
19
4.8
16
4.0

113
28.5
99
24.9
100
25.2
98
24.7

134
33.8
129
32.5
104
26.2
101
25.4

177
44.6
206
51.9
211
53.1
182
45.8

163
41.1
167
42.l
200
50.4
197
49.6

72
18.l
59
14.9
57
14.4
80
20.2

66
16.6
77
19.4
71
17.9
76
19.l

397
100
397
100
397
100
397
100

397
100
397
100
397
100
397
100

3.7

0.924

0.391

3.7

0.847

0.493

3.7

0.825

0.693

3.8

0.922

0.209

3.7

0.762

0.580

3.6

0.916

0.275

3.7

0.895

0.454

3.8

0.813

0.338

3.8

0.854

0.836

3.7

0.744

0.581
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I

Empathy
18. The firm gives me individual attention.

Amt
%

19. Customer service staffs give me personal attention.

Amt
%

20. Customer service staffs know what my needs are.

Amt
%

21. The firm has my best interests at heart.

Amt
%

22. The firm has operating hours convenient to all its
customers.
Total Average
Network Quality
23. The network has a wide coverage.

Amt
%

Amt
%

, 24. The network is reliable.

Amt
%

25. The signal I received from the network is strong.

Amt
%

26. The sound is loud and clear when I use my mobile
phone.
Total Average
Total Average for the 26 items of Service Quality

Amt
%

24
6.0
5
1.3
7
1.8
2
0.5
5
1.3

17
4.3
16
4.0
19
4.8
16
4.0

66
16.6
30
7.6
30
7.6
30
7.6
22
5.5

24
6.0
26
6.5
27
6.8
31
7.8

131
33.0
115
29.0
115
29.0
111
28.0
114
28.7

81
20.4
59
14.9
80
20.2
78
19.6

129
32.5
184
46.3
198
49.9
187
47.1
192
48.4

167
42.1
189
47.6
164
41.3
172
43.3

47
11.8
63
15.9
47
11.8
67
16.9
64
16.1

108
27.2
107
27.0
107
27.0
100
25.2

397
100
397
100
397
100
397
100
397
100

397
100
397
100
397
100
397
100

3.3

1.065

-0.492

3.7

0.874

0.120

3.6

0.854

0.493

3.7

0.849

-0.143

3.7

0.842

0.399

3.6

0.686

0.392

3.8

1.036

0.500

3.9

1.014

0.881

3.8

1.064

0.352

3.8

1.038

0.326

3.8
3.74

0.943
0.60

0.922
0.27
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Strong
disagree

Emotional value
27. The brand/service of this firm
enjoy.
28. The brand/service of this firm
purchase and use it.
29. The brand/service of this firm
relaxed about using.
30. The brand/service of this firm

is the one that I would
makes me want to
is the one that I would feel
would make me feel good.

31. The brand/service of this firm would give me pleasure.

Total Average
Social value
32. The brand/service of this firm would improve the way I
am perceived.
33. The brand/service of this firm would help me make a
good impression on others.
34. The brand/service of this firm would give its owners the
social approval.
Tota/Average

Amt
%
Amt
%
Amt
%
Amt
%
Amt
%

Amt
%
Amt
%
Amt
%

7
1.8
4
1.0
3
0.8
6
1.5
3
0.8

20
5.0
16
4.0
20
5.0

Disagree
20
5.0
28
7.1
22
5.5
21
5.3
23
5.8

30
7.6
35
8.8
26
6.5

Neutral
162
40.8
152
38.3
136
34.3
138
34.8
146
36.8

181
45.6
168
42.3
174
43.8

Agree
157
39.5
149
37.5
180
45.3
168
42.3
161
40.6

116
29.2
130
32.7
122
30.7

Strong
agree
51
12.8
64
16.1
56
14.l
64
16.1
64
16.1

50
12.6
48
12. l
55
13.9

Total
397
100
397
100
397
100
397
100
397
100

397
100
397
100
397
100

SD

Kurtosis

3.6

0.843

0.335

3.6

0.874

-0.229

3.7

0.814

0.054

3.7

0.863

0.195

3.7

0.843

-0.185

3.6

0.737

0.078

3.4

0.970

0.198

3.4

0.950

0.130

3.4

0.978

0.210

3.4

0.901

0.204

Mean
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Functional value
35. The firm always delivers superior service.

Amt

%
36. The offerings of this firm are of high quality.

Amt

%
37. Consistent quality is well made.

Amt

%
38. The offerings of this firm make me feel confident.

Amt

%

8
2.0
6
1.5
3
0.8
2
0.5

29
7.3
3I
7.8
28
7.1
27
6.8

132
33.2
I04
26.2
II5
29.0
I 11
28.0

I78
44.8
I93
48.6
I87
47.l
188
47.4

50
I2.6
63
I5.9
64
I 6.1
69
17.4

397
100
397
100
397
100
397
100

Total Average
Customer perceived sacrifices
39. The brand/service of this firm is reasonably priced.

Amt

%
40. The brand/service of this firm offers value for money
based on previous experiences.
41. The brand/service of this firm would be economical.

Amt

%
Amt

%
42. The brand/service of this firm is a good product for the
price deducted by discounts.
43. The brand/service of this firm is value for money
compared with that of major competitors.
44. The choice of transacting with the firm is a right decision
when price and other expenses are considered.

Total Average
Tota/Average of the 18 items o/Customer Value

Amt

%
Amt

%
Amt

%

I7
4.3
11
2.8
18
4.5
13
3.3
18
4.5
12
3.0

49
I2.3
45
11.3
52
I3.1
36
9. I
38
9.6
28
7. I

I14
28.7
118
29.7
I 11
28.0
113
28.5
I35
34.0
14I
35.5

162
40.8
166
41.8
16I
40.6
I83
46.1
I48
37.3
I40
35.3

55
13.9
57
14.4
55
I3.9
52
13.1
58
14.6
76
I 9.1

397
100
397
100
397
100
397
100
397
100
397
100

3.6

0.874

0.332

3.7

0.882

0.285

3.7

0.847

0.006

3.7

0.841

-0.099

3.7

0.754

0.117

3.5

l.OI6

-0.I 72

3.5

0.965

-0.1 lO

3.5

1.03 I

-0.241

3.6

0.942

0.292

3.5

1.004

-0.0l 9

3.6

0.973

-0.025

3.5

0.852

0.269

3.57

0.65

-0.04
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Strong
disagree

Customer Satisfaction
45. The offerings always meet my expectation.
46. Taking my experience with other companies, I am satisfied
with the firm's product/service.
47. The product/service always meets the desirable level.

Total Average
Brand loyalty
48. I feel I am loyal to this brand and the product/service.
49. The brand/offerings of this firm is my first choice.
50. Even with more choices, I will not choose other
brands/products/services/.
Total Average

Behavior-based CRM performance
51. I would like to repurchase the offerings and buy more from
this firm.
52. I would like to recommend the offerings to others.
53. I would like to keep close relationship for a longer period.

Total Average

Amt
%
Amt
%
Amt
%

Amt
%
Amt
%
Amt
%

Amt
%
Amt
%
Amt
%

14
3.5
10
2.5
4
1.0

8
2.0
8
2.0
17
4.3

8
2.0
5
1.3
7
1.8

Disagree
35
8.8
33
8.3
29
7.3

26
6.5
36
9.1
36
9.1

29
7.3
31
7.8
24
6.0

Neutral
147
37.0
135
34.0
128
32.2

143
36.0
126
31.7
155
39.0

179
45.1
153
38.5
166
41.8

Agree

Strong
agree
147
54
37.0
13.6
165
54
41.6
13.6
63
173
43.6
15.9

168
42.3
171
43.1
136
34.3

124
31.2
158
39.8
135
34.0

52
13.1
56
14.l
53
13.4

57
14.4
50
12.6
65
16.4

Total
397
100
397
100
397
100

397
100
397
100
397
100

397
100
397
100
397
100

Mean

SD

Kurtosis

3.5

0.955

0.079

3.6

0.916

0.161

3.7

0.866

-0.061

3.6

0.821

0.169

3.6

0.871

0.307

3.6

0.911

0.057

3.4

0.976

0.043

3.5

0.819

0.011

3.5

0.898

-0.003

3.5

0.856

-0.014

3.6

0.895

-(J.044

3.5

0.807

-0.013
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5.2 Inferential Statistics: Path Analysis and SEM Analysis

The objective of inferential statistics is to make inferences or judgments about a
population on the basis of a sample (Zikmund, 2000). In this section, the
research hypotheses are tested with both SEM (Structural Equation Modeling)
using AMOS 5 program and Path Analysis using both AMOS 5 and SPSS 13.

5.2.1 Model Specification for SEM
5.2.1.1Model1: Initial Model
In the basic model as shown in Figure 5.1, the observed, endogenous variables
can be classified as Tangibles, Reliability, Responsiveness, Assurance, Empathy,
Network Quality, Emotional Value, Social Value, Functional Value, Perceived
Sacrifice, BL_CB, CUS_CB, and CRM_CB. The original value for each
observed variable is got by computing the mean of the correspondent items from
the questionnaire. For example, there are 4 questions measuring Tangibles in the
questionnaire, from which we got 4 values: xl, x2, x3, and x4. Therefore, the
original value for Tangibles is computed by the following formula:
Tangibles=(xl +x2+x3+x4)/4. On the other hand, since Perceived Sacrifice is
measured in different direction in the questionnaire meaning that the higher
score got from the questionnaire, the lower perceived sacrifice of the respondent,
the raw data are transformed by SPSS before going into the SEM procedure.
Therefore, in the SEM process, the higher the scores of the data, the higher
perceived sacrifice they represent. The original values for other observed
variables can be also got in similar ways. Unobserved, endogenous variables are
Customer Value,

CRM Performance, Brand Loyalty, and

Satisfaction.

Unobserved, exogenous variables are Service Quality, el - e13, and dl-d3. It is
not likely that the dependent variables are perfectly explained by the
independent variables specified in the model. Therefore, there are usually many
other influencing factors that the model does not take into account. Error
variables regarding seducement variables may be represented by the sign e
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("error"), such as el - el3; while those regarding structural variables may be
represented by sign d ("disturbance"), such as d 1 - d3. Since the latent variables
CRM Performance, Brand Loyalty, and Satisfaction in the model have only one
single indicator variable for each other, to make the model identifiable, the
variances of their correspondent measuring errors, ell - el3, are set to 0. Figure
5 .2 shows the standardized estimates of the analysis of Model 1.

Figure 5.1: Model 1 (Initial Model)
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Figure 5.2: The Result of the Analysis of Model 1 (Standardized Estimates)
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The following table shows the estimates of unstandardized regression weights
for Model 1. All the results are significant. However, since the c.r. value of
Satisfaction <-- Service Quality is lower than 1.96, the consideration can be
made that this path can be deleted in the next revised model.
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Table 5.3: Unstandardized Regression Weights for Model 1
Path

Estimate

S.E.

C.R.

p

Customer Value

<---

Service Quality

1.138

0.112

10.139

***

Satisfaction

<---

Service Quality

-0.668

0.259

-2.582

0.01

Satisfaction

<---

Customer Value

1.707

0.217

7.860

***

Brand Loyalty

<---

Customer Value

0.736

0.107

6.880

***

Brand Loyalty

<---

Satisfaction

0.345

0.061

5.686

***

CRM performance

<---

Customer Value

0.364

0.105

3.453

***

CRM performance

<---

Satisfaction

0.218

0.057

3.824

***

CRM performance

<---

Brand Loyalty

0.396

0.050

7.894

***

Tangibles

<---

Service Quality

1

Reliability

<---

Service Quality

1.481

0.130

11.394

***

Responsiveness

<---

Service Quality

1.494

0.131

11.445

***

Assurance

<---

Service Quality

1.485

0.128

11.566

***

Empathy

<---

Service Quality

1.387

0.119

11.646

***

Network Quality

<---

Service Quality

1.482

0.149

9.932

***

Emotional Value

<---

Customer Value

1

Social Value

<---

Customer Value

1.033

0.092

11.212

***

Functional Value

<---

Customer Value

1.228

0.078

15.727

***

Perceived Sacrifice

<---

Customer Value

-1.288

0.088

-14.663

***

BL CB

<---

Brand Loyalty

1

CUS CB

<---

Satisfaction

1

CRM CB

<---

CRM

1

performance

Table 5.4 shows the standardized regression weights for Model 1. Since the
factor loadings of Tangibles and Social Value are lower than 0.6, it's better for
them to be deleted in the next revised model. The path of Satisfaction <-Service Quality should also be deleted.
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Table 5.4: Standardized Regression Weights for Model 1 (Initial Model)
Estimate

Path
Customer Value

<---

Service Quality

0.877

Satisfaction

<-

Service Quality

-0.325

Satisfaction

<---

Customer Value

1.078

Brand Loyalty

<---

Customer Value

0.465

Brand Loyalty

<---

Satisfaction

0.346

CRM performance

<---

Customer Value

0.234

CRM performance

<---

Satisfaction

0.221

CRM performance

<---

Brand Loyalty

0.401

Tangibles

<---

Service Quality

0.571

Reliability

<---

Service Quality

0.777

Responsiveness

<---

Service Quality

0.783

Assurance

<---

Service Quality

0.797

Empathy

<---

Service Quality

0.807

Network Quality

<---

Service Quality

0.628

Emotional Value

<---

Customer Value

0.703

Social Value

<---

Customer Value

0.594

Functional Value

<---

Customer Value

0.845

Perceived Sacrifice

<---

Customer Value

-0.784

BL CB

<---

Brand Loyalty

1

CUS CB

<---

Satisfaction

1

CRM CB

<---

CRM performance

1

Table 5 .5 shows the fit indices of Model 1. The statistics show that model 1 is
not well fit. Therefore, the further revision is needed.
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Table 5.5: Fit Index for Model 1 (Initial Model)
Fit Indices

Value

x2

350.4

OF

60

p

0.000

2

X /DF

5.839

RMR

0.038

GFI

0.869

AGFI

0.801

NFI

0.894

RFI

0.863

IFI

0.911

TLI

0.884

CFI

0.910

RMS EA

0.111

AIC

412.362

5.2.2.2 Model 2: First Modification Model

After analyzing the first model, Model 2 is formed, in which one path and two
variables are deleted. They are the path form Service Quality to Satisfaction,
observed variable Tangibles, and observed variable Social Value. Figure 5.3
shows the standardized estimates of Model 2.
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Figure 5.3: The Result of the Analysis of Model 2(Standardized Estimates)
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The following table shows the unstandardized regression weights for Model 2.
All the estimates are significant at the level of 0.05.

Table 5.6: Unstandardized Regression Weights for Model 2
Estimate

Path

S.E.

C.R.

p

Customer Value

<---

Service Quality

0.755

0.062

12.263

***

Satisfaction

<---

Customer Value

1.278

0.092

13.883

***

Brand Loyalty

<---

Satisfaction

0.349

0.059

5.890

***

Brand Loyalty

<---

Customer Value

0.762

0.110

6.900

***

CRM performance

<---

Customer Value

0.340

0.109

3.106

0.002

CRM performance

<---

Satisfaction

0.235

0.056

4.184

***

CRM performance

<---

Brand Loyalty

0.400

0.051

7.857

***

Reliability

<---

Service Quality

1

Responsiveness

<---

Service Quality

1.043

0.066

15.842

***

Assurance

<---

Service Quality

1.039

0.064

16.200

***

Empathy

<---

Service Quality

0.975

0.059

16.503

***

Network Quality

<---

Service Quality

1.003

0.083

12.031

***

Emotional Value

<---

Customer Value

1

Functional Value

<---

Customer Value

1.283

0.086

14.988

***

Perceived Sacrifice

<---

Customer Value

-1.346

0.095

-14.103

***

BL CB

<---

Brand Loyalty

1

CUS CB

<---

Satisfaction

1

CRM CB

<---

CRM performance

1
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Table 5.7 shows the fit indices for Model 2. All of the indices are quite satisfied
except X 2/DF and RMSEA. The evidence indicates that this model still have
room to improve.
Table 5.7: Fit Index for Model 2
Fit Indices

Value

x2

196.896

DF

40

p

0

2

X /DF

4.922

RMR

0.035

GFI

0.911

AGFI

0.853

NFI

0.931

RFI

0.906

IFI

0.945

TLI

0.923

CFI

0.944

RM SEA

0.1

AIC

248.896

After analyzing M.I. output by AMOS, three estimates of covariance will be
added to Model 3, which is the second modification. The theoretical reasons for
allowing these paths to be free estimated will be shown in Chapter 6. Table 5.7
shows the modification index of Model 2.
Table 5.8: Modification Index of Model 2
Covariance

M.I.

Par Change

e6

<-->

e7

33.283

0.125

e6

<-->

e9

20.705

0.08

e5

<-->

elO

9.871

-0.039
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5.2.2.3 Model 3: Second Modification

Figure 5.4 shows that three correlations for the errors are added in Model 3.
Figure 5.4: The Result of the Analysis of Model 3(Standardized Estimates)
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The fit indices in Table 5.9 show that Model 3 is fitted quite well. X2/DF and
RMSEA have a large improvement compare to Model 2. Besides, all other fit
indices meet the requirement of good fitting. Therefore, Model 3 is accepted as
the final model.
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Table 5.9: Fit Index for Model 3
Fit Indices

Value

x2

122.363

OF

37

p

0

X 2/DF

3.307

RMR

0.028

GFI

0.947

AGFI

0.905

NFI

0.957

RFI

0.937

IFI

0.97

TLI

0.955

CFI

0.97

RMS EA

0.076

AIC

180.363

5.2.2.3 SEM Analysis Summary

This section gives SEM analysis summary based on Model 3. Table 5.10 shows
unstandardized regression weights for model 3. All the paths are significant at
level of 0.05. In addition, there are no contradictions between the statistics and
the theories.

!07

Table 5.10: Unstandardized Regression Weights for the Final Model (Model

3)
Path

Estimate

S.E.

C.R.

p

Customer Value

<---

Service Quality

0.738

0.062

11.978

***

Satisfaction

<---

Customer Value

1.287

0.093

13.902

***

Brand Loyalty

<---

Satisfaction

0.328

0.06

5.458

***

Brand Loyalty

<---

Customer Value

0.799

0.113

7.081

***

CRM performance

<---

Customer Value

0.361

0.112

3.211

0.001

CRM performance

<---

Satisfaction

0.228

0.057

4.031

***

CRM performance

<---

Brand Loyalty

0.393

0.051

7.629

***

Reliability

<---

Service Quality

1

Responsiveness

<---

Service Quality

1.053

0.066

15.891

***

Assurance

<---

Service Quality

1.042

0.065

16.142

***

Empathy

<---

Service Quality

0.975

0.06

16.354

***

Network Quality

<---

Service Quality

0.93

0.082

11.356

***

Emotional Value

<---

Customer Value

1

Functional Value

<---

Customer Value

1.284

0.087

14.825

***

Perceived Sacrifice

<---

Customer Value

-1.353

0.096

-14.166

***

BL CB

<---

Brand Loyalty

1

CUS CB

<---

Satisfaction

1

CRM CB

<---

CRM performance

1

Table 5.11 shows standardized regression weights for Model 3. The statistics
show a quite satisfactory fitting. First, the free estimates of the factor loadings
are quite high, from the lowest 0.578 (Network Quality <--Service Quality) to
the highest 0.852 (Functional Value <--Customer Value). Second, estimates for
the regressions paths among the latent variables can also be theoretically
explained. For example, CRM performance <-- Satisfaction (0.232) is lower
than CRM performance <--Brand Loyalty (0.339), which means that loyalty has
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a higher direct impact on CRM performance than satisfaction does. It supports
the evidence that only the highly satisfied customers will behavior loyally and
loyalty will influence behavior intention (Assael , 1992 ; Heskett et al., 1997).
The more theoretical explanations on the model will be shown in Chapter 6.

Table 5.11: Standardized Regression Weights for the Final Model (Model 3)
Estimate

Path
Customer Value

<---

Service Quality

0.845

Satisfaction

<---

Customer Value

0.788

Brand Loyalty

<---

Satisfaction

0.329

Brand Loyalty

<---

Customer Value

0.490

CRM performance

<---

Customer Value

0.225

CRM performance

<---

Satisfaction

0.232

CRM performance

<---

Brand Loyalty

0.399

Reliability

<---

Service Quality

0.756

Responsiveness

<---

Service Quality

0.795

Assurance

<---

Service Quality

0.806

Empathy

<---

Service Quality

0.816

Network Quality

<---

Service Quality

0.578

Emotional Value

<---

Customer Value

0.678

Functional Value

<---

Customer Value

0.852

Perceived Sacrifice

<---

Customer Value

-0.800

BL CB

<---

Brand Loyalty

1

CUS CB

<---

Satisfaction

1

CRM CB

<---

CRM performance

I
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Table 5.12 shows the estimates of covariance and correlations for Model 3. All
the three paths are statistically significant in 0.05 levels.

Table 5.12: Estimates of Covariance and Correlations for the Final Model
(Model 3)
Path

Covariances

S.E.

C.R.

p

Correlations
0.338
0.316
-0.164

e6

<-->

e7

0.139

0.022

6.175

e6

<-->

e9

0.095

0.018

5.29

***
***

e5

<-->

elO

-0.033

0.013

-2.568

0.01

Table 5.13 shows estimates of variances of Model 3. All the free estimated
variances are statistically significant.

Table 5.13: Estimates of Variances for the Final Model (Model 3)
Variable

Estimate

S.E.

C.R.

p

Service Quality

0.33

0.039

8.517

***

dl

0.072

0.012

6.246

***

d2

0.255

0.022

11.369

***

d3

0.266

0.021

12.966

***

d4

0.253

0.018

13.822

***

el2

0

el3

0

ell

0

e3

0.214

0.019

11.245

***

e4

0.193

0.018

11.002

***

e5

0.158

0.015

10.771

***

e6

0.568

0.042

13.389

***

e9

0.157

0.016

9.849

***

e7

0.296

0.023

12.748

***

elO

0.258

0.023

11.332

***

e2

0.248

0.021

11.887

***

110

Table 5.14 shows the R2 of each endogenous variable for model 3. Most of the
squared multiple correlations are higher than 0.6, meaning that the model can
explain quite a large part of these variables' variances. It is one of the evidences
than the model is well fitted.

Table 5.14: Squared Multiple Correlations for the Key Variables in Model 3
Variable

Estimate

Customer Value

0.714

Satisfaction

0.621

Brand Loyalty

0.602

CRM Performance

0.611

Reliability

0.571

Responsiveness

0.631

Assurance

0.650

Empathy

0.665

Network Quality

0.334

Emotional Value

0.459

Functional Value

0.725

Perceived Sacrifice

0.641

Standardized total effects, direct effects and indirect effects are shown
respectively from Table 5 .15 to 5 .17. They offer a more clear understanding on
the details of the variables' interrelationships. Standardized direct effect is the
same as the weight of standardized regression path from latent independent
variable to dependent variable. For example, the standardized regression weight
Customer Value <-- Service Quality is 0.845, the same as the standardized direct
effect of Service Quality on Customer Value. Indirect effect is the effect of
independent variables on dependent variable through mediating variables. For
example, there is no direct path from Service Quality to Customer Satisfaction,
so the direct effect of Service Quality on Customer Satisfaction is 0. However,
an indirect path exists: Service Quality --> Customer Value --> Customer
Satisfaction. Therefore, Service Quality has an indirect effect on Customer
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Satisfaction: 0.666. In addition, the total effect equals all the indirect effects plus
direct effect. For example, the total effect of Service Quality on Customer Value
is computed in the following way: 0+0.845=0.845.

Table 5.15: Standardized Total Effects for the Final Model (Model 3)
Service Quality

Customer Value

Satisfaction

Brand Loyalty

Customer Value

0.845

0

0

0

Satisfaction

0.666

0.788

0

0

Brand Loyalty

0.633

0.749

0.329

0

CRM Performance

0.596

0.706

0.363

0.399

Table 5.16: Standardized Direct Effects for the Final Model (Model 3)
Service Quality

Customer Value

Satisfaction

Brand Loyalty

Customer Value

0.845

0

0

0

Satisfaction

0

0.788

0

0

Brand Loyalty

0

0.490

0.329

0

CRM Performance

0

0.225

0.232

0.399

Table 5.17: Standardized Indirect Effects for the Final Model (Model 3)
Service Quality

Customer Value

Satisfaction

Brand Loyalty

Customer Value

0

0

0

0

Satisfaction

0.666

0

0

0

Brand Loyalty

0.633

0.259

0

0

CRM Performance

0.596

0.481

0.131

0

Table 5.18 shows a summary of hypothesis testing result. H null will be rejected
ifT value is greater than 1.96.
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Table 5.18: A Summary of Hypothesis Testing Result from SEM
Hypothesis

Description

T-statistic

Results

-2.582

Accept Hl 0

11.978

Accept H2a

13.902

Accept H3a

7.081

Accept H4a

3.211

Accept H5a

5.458

Accept H6a

4.031

Accept H7a

7.629

Accept H8a

Customer perceived service quality has direct positive
Hla
influence on customer satisfaction.
Customer perceived service quality has direct positive
H2a
influence on customer perceived value
Customer perceived value has direct positive influence on
H3a
customer satisfaction.
Customer perceived value has direct positive influence on
H4a
customer brand loyalty.
Customer perceived value has direct positive influence on
H5a
customer behavior-based CRM performance.
Customer satisfaction has direct positive influence on brand
H6a
loyalty.
Customer satisfaction has direct positive influence on customer
H7a
behavior-based CRM performance.
Customer brand loyalty has direct positive influence on
H8a
customer behavior-based CRM performance.

5.2.2 Path Analysis

This section shows another alternative to test the hypotheses: path analysis,
which can be conducted by both AMOS and SPSS. The first part of this section
shows the path analysis conducted by AMOS 5, and the second part shows the
one conducted by SPSS 13.

5.2.2.1 Path Analysis Conducted by AMOS
Initial Model

Figure 5 .5 shows the initial model converted from the conceptual framework.
The follows are the explanation of the variables:
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SQ_CB: the average of 26 items measuring Service Quality;
CV_ CB: the average of 18 items measuring Customer Value;
CUS _CB: the average of 3 items measuring Customer Satisfaction;
BL_CB: the average of 3 items measuring Brand Loyalty;
CRM_CB: the average of3 items measuring Behavior-based CRM performance

Figure 5.5: Model l(Initial Model) for Path Analysis by AMOS

e4
SQ_CB

e1

CV_CB

Figure 5.6 shows the standardized estimates of model 1 for path analysis. The
result shows that the path coefficient from SQ_CB to CUS _CB is much smaller
that other coefficients.

Figure 5.6: Standardized Estimates of Model 1 for Path Analysis

e4

.53

SQ_CB

CUS_CB
.25

.75

.68

.61

.41
e1

CV_CB
.40
.59
e3

BL_CB

Table 5 .19 shows the unstandardized regression weights of the model 1. Since
the path from SQ_CB to CUS _CB is not significant, is should be deleted in the
next model.
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Table 5.19: Unstandardized Regression Weights of Model 1 for Path
Analysis
Path

Estimate

S.E.

C.R.

p

CV CB

<---

SQ_CB

0.815

0.037

22.234

***

CUS CB

<---

SQ_CB

0.073

0.071

1.02

0.308

CUS CB

<---

CV CB

0.859

0.065

13.18

***

BL CB

<---

CV CB

0.519

0.058

8.915

***

BL CB

<---

CUS CB

0.414

0.046

8.924

***

CRM_CB

<---

CUS CB

0.249

0.049

5.103

***

CRM CB

<---

BL CB

0.39

0.048

8.101

***

CRM CB

<---

CV CB

0.269

0.061

4.391

***

Table 5 .20 shows the standardized regression weights for model 1.

Table 5.20: Standardized Regression Weights of Model 1 for Path Analysis
Path

Estimate

CV CB

<---

SQ_CB

0.745

CUS CB

<---

SQ_CB

0.053

CUS CB

<---

CV CB

0.684

BL CB

<---

CV CB

0.414

BL CB

<---

CUS_CB

0.415

CRM CB

<---

CUS CB

0.253

CRM CB

<---

BL CB

0.396

CRM CB

<---

CV CB

0.218

Table 5.21 shows the fit indices for model 1. All the fit indices meet the
requirement of good fitting. However, the model can still be improved by
deleting the insignificant path (CUS _CB <-- SQ_CB) in the model.
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Table 5.21: Fit Index for Model 1 (Initial Model) for Path Analysis
Fit Indices

Value

x2

2.259

DF

2

p

0.323

X2/DF

1.13

RMR

0.005

GFI

0.998

AGFI

0.983

NFI

0.998

RFI

0.992

IFI

1

TLI

0.999

CFI

1

RM SEA

0.018

AIC

28.259

Second Model
Figure 5. 7 shows the standardized estimates of model 2 for path analysis. In this
model, the path from SQ_CB to CUS_CB is deleted.

Figure 5. 7: Standardized Estimates of Model 2 for Path Analysis

.52

SQ CB

CUS_CB

.75

.25
.72
.41

.61
CRM_CB

CV CB

.59

.40

BL_CB
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Table 5.22 shows the unstandardized regression weights of model 2 for path
analysis. All the paths are now significant.

Table 5.22: Unstandardized Regression Weights of Model 2 for Path
Analysis
Path

Estimate

S.E.

C.R.

p

CV CB

<---

SQ_CB

0.815

0.037

22.234

***

CUS CB

<---

CV- CB

0.909

0.044

20.874

***

BL CB

<---

CV CB

0.519

0.058

8.915

***

BL CB

<---

CUS CB

0.414

0.046

8.924

***

CRM- CB

<---

CUS- CB

0.249

0.049

5.103

***

CRM CB

<---

BL- CB

0.39

0.048

8.101

***

CRM CB

<---

CV CB

0.269

0.061

4.391

***

Table 5.23 shows the standardized regression weights of model 2.

Table 5.23: Standardized Regression Weights of Model 2 for Path Analysis
Path

Estimate

CV CB

<---

SQ_CB

0.745

CUS CB

<---

CV CB

0.724

BL CB

<---

CV CB

0.414

BL CB

<---

CUS CB

0.415

CRM CB

<---

CUS CB

0.253

CRM CB

<---

BL CB

0.396

CRM CB

<---

CV CB

0.218

Table 5.24 shows the fit indices for model 2. All the fit indices meet the
requirement of good fitting. Therefore, model 2 can be accepted as the final
model.
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Table 5.24: Fit Index for Model 2
Fit Indices

Value

x2

3.298

DF

3

p

0.348

X /DF

2

1.099

RMR

0.004

GFI

0.997

AGFI

0.983

NFI

0.998

RFI

0.992

IFI

1

TLI

0.999

CFI

1

RMS EA

0.016

AIC

27.298

The following table shows the Squared Multiple Correlation (R2 ) for model 2.
All the R2 are greater than 0.5, showing that the model explains the majority part
of the variances of the variables.

Table 5.25: R2 for Variables in Model 2 for Path Analysis
Variable

Estimate

CV CB

0.555

CUS CB

0.524

BL CB

0.593

CRM CB

0.614
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The standardized total effects, direct effects, and indirect effects are shown in
the table 5.26, 5.27 and 5.28 respectively.

Table 5.26: Standardized Total Effects Model 2 for Path Analysis

SQ_CB

CV_CB

CUS_CB

BL_CB

CV_CB

0. 745

0

0

0

CUS_CB

0.539

0. 724

0

0

BL_CB

0.533

0. 715

0.415

0

CRM_CB

0.51

0.684

0.417

0. 396

Table 5.27: Standardized Direct Effects Model 2 for Path Analysis

SQ_CB

CV_CB

CUS_CB

BL_CB

CV_CB

0. 745

0

0

0

CUS_CB

0

0. 724

0

0

BL_CB

0

0.414

0.415

0

CRM_CB

0

0.218

0.253

0. 396

Table 5.28: Standardized Indirect Effects Model 2 for Path Analysis

SQ_CB

CV_CB

CUS CB

BL CB

CV_CB

0

0

0

0

CUS CB

0.539

0

0

0

BL_CB

0.533

0.300

0

0

CRM CB

0. 510

0.466

0. 164

0
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5.2.2.2 Path Analysis Conducted by SPSS with Series of Multiple
Regressions
As an alternative, SPSS can also conduct path analysis with series of multiple
regressions. This section shows the path analysis conducted by SPSS 13.

Figure 5.8 shows the Betas needed to estimate with the multiple regressions.

Figure 5.8: Betas Needed to Estimate by Multiple Regressions

1

SQ_CB
CUS_CB

Bs

1

_ ____....,CRM_CB

CV_CB
1

The Betas can be unstandardized or standardized. The rules for computing
unstandardized or standardized Betas are shown below.

Computation rules for unstandardized Betas:
1. CRM- CB= Bo+B 1*CUS - CB+B 2*BL- CB+B 3 *CV- CB+e4;
2. BL_CB = B4+ B 5 *CUS_CB+B6 *CV_CB+e3;
3. CUS_CB = B 7+ Bs*CV_CB+ B9 *SQ_CB+e2;
4. CV_CB= B10 + B11*SQ_CB+el.

Computation rules for standardized Betas:
5. CRM_CB = B1*CUS_CB+B2*BL_CB+B3 *CV_CB;
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6. BL_CB= B5 *CUS_CB+B6*CV_CB;

7. CUS_CB =Bs*CV_CB+ B9*SQ_CB;
8. CV_CB=B 11 *SQ_CB.

We should note that the estimated values for unstandardized and standardized
Betas could be different, for example, the unstandardized B 1 could be different
from the standardized B 1 . However, to be convenient, the author uses the same
symbols to represent them.

SPSS Statistics for Path Analysis

The Betas can be computed by SPSS with series of multiple regressions. The
computation procedures and results are shown below.

Formula 1: CRM_CB = B 0 +B1 *CUS_CB+B2 *BL_CB+B3 *CV_CB+e4

Table 5 .29 shows the variables entered for formula 1. The dependent variable is
CRM_CB, while the independent variables are CV _CB, BL_CB, and CUS_CB.
Table 5.29: Variables Entered for Formula 1
Variables Entered/Removed>

Model
1

Variables
Entered
CV_cb,
BL_cb, a
CUS_cb

Variables
Removed

Method
Enter

a. All requested variables entered.
b. Dependent Variable: crm_cb

Table 5.30 shows the model summary for formula 1. The R2 is 0.614, which is
higher than 0.5, meaning that the model explains more than half of the variance
ofCRM CB.

Table 5.30: Model Summary for Formula 1
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Model Summary

Model
1

R

.784a

R Square
.614

Adjusted
R Square
.611

Std. Error of
the Estimate
.50326

a. Predictors: (Constant), CV_cb, BL_cb, CUS_cb

Table 5.3 lshows the ANOVA table for formula 1. The significant value is 0.000,
which is less than 0.05, meaning that there is at least one independent variable
can explain the dependent variable in formula 1.
Table 5.31: ANOVA Table for Formula 1
ANOV/Jl>
Model
1

Regression
Residual
Total

Sum of
Squares
158.565

df

3
393
396

99.537
258.101

Mean Square
52.855

F

Sig.
.oooa

208.686

.253

a. Predictors: (Constant), CV_cb, BL_cb, CUS_cb
b. Dependent Variable: crm_cb

Table 5.32 shows the coefficients for formula 1. All the coefficients are
significant in the level of 0.05. Therefore, the unstandardized estimate and
standardized Estimate for formula 1 could be given:
Unstandardized Estimate: CRM_CB =0.310+0.249*CUS_CB+.39*BL_CB+.269*CV_CB+e4;
Standardized Estimate: CRM- CB= 0.253*CUS- CB+0.396*BL- CB+0.218*CV- CB.

Table 5.32: Coefficient for Formula 1
Coefficients3

Unstandardized
Coefficients
Model
1

(Constant)
CUS_cb
BL_cb
CV_cb

B
.310
.249

.390
.269

Std. Error
.141

.049
.048
.061

Standardized
Coefficients
Beta

.253
.396
.218

t
2.194
5.084
8.070
4.375

Siq.
.029
.000

.000
.000

a. Dependent Variable: crm_cb

Formula 2: BL_CB = B 4 + B 5 *CUS_CB+B6 *CV_CB+e3
122

Table 5.33 shows the variables entered for formula 2. The dependent variable is
BL_CB, while the independent variables are CV_CB and CUS _CB.
Table 5.33: Variables Entered for Formula 2
Variables Entered/Removed>

Model
1

Variables
Entered
CV_cb, a
CUS_cb

Variables
Removed

Method
Enter

a. All requested variables entered.
b. Dependent Variable: BL_cb

Table 5.34 shows the model summary for formula 2. The R 2 is 0.593, which is
higher than 0.5, meaning that the model explains more than half of the variance
ofBL CB.
Table 5.34: Model Summary for Formula 2
Model Summary

Model
1

R

.noa

R Square
.593

Adjusted
R Square
.591

Std. Error of
the Estimate
.52418

a. Predictors: (Constant), CV_cb, CUS_cb

Table 5.35 shows the ANOVA table for formula 2. The significant value is 0.000,
which is less than 0.05, meaning that there is at least one independent can
explain the dependent variable in formula 2.
Table 5.35: ANOVA Table for Formula 2
ANOVAb
Model
1

Regression

Sum of
Squares
157.488

df
2

Mean Square
78.744
.275

Residual

108.257

394

Total

265.745

396

F
286.587

Sig.

.oooa

a. Predictors: (Constant), CV_cb, CUS_cb
b. Dependent Variable: BL_cb

Table 5.36 shows the coefficients for formula 2. All the coefficients are
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significant in the level of 0.05. Therefore, the unstandardized estimate and
standardized Estimate for formula 2 could be given:
Unstandardized Estimates: BL_CB
Standardized Estimates: BL_CB

=

=

0.203+0.414*CUS_CB+ 0.519*CV_CB+e3;

0.415*CUS_CB+ 0.414*CV_CB.

Table 5.36: Coefficient for Formula 2
Coefficients"
Unstandardized
Coefficients
Model
1

B
.203

Std. Error
.147

CUS_cb

.414

.047

CV_cb

.519

.058

(Constant)

Standardized
Coefficients
t
1.379

Sici.
.169

.415

8.901

.000

.414

8.893

.000

Beta

a. Dependent Variable: BL_cb

Formula 3: CUS_CB = B 6 + B 7 *CV_CB+ Bs*SQ_CB+e2
Table 5.37 shows the variables entered for formula 3 by stepwise method. The
dependent variable is CUS _CB, while the entered independent variable is
CV CB.

Table 5.37: Variables Entered for Formula 3
Variables Entered/Removed (a)
Model

Variables Entered

Variables Removed

Method

1
CV cb

Stepwise

(Criteria:

Probability-of-F-to-enter

Probability-of-F-to-remove >= .100).
a. Dependent Variable: CUS_cb

Table 5.38 shows the model summary for formula 3. The R 2 is 0.524, which is
higher than 0.5, meaning that the model explains more than half of the variance
ofCUS CB.

Table 5.38: Model Summary for Formula 3
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<=

.050,

Model Summary

Model

R

R Square

Adjusted
R Square

Std. Error of
the Estimate

.524

.523

.56691

.724a

1

a. Predictors: (Constant), CV_cb

Table 5.39 shows the ANOVA table for formula 3. The significant value is 0.000,
which is less than 0.05, meaning that there is at least one independent variable
can explain the dependent variable in formula 3.
Table 5.39: ANOVA Table for Formula 3
ANOVN>

Sum of
Squares

Model

1

Regression
Residual
Total

Mean Square

df

139.689
126.948
266.636

1
395
396

139.689
.321

F
434.643

Siq.

.oooa

a. Predictors: (Constant), CV_cb
b. Dependent Variable: CUS_cb

Table 5.40 shows the excluded variable from formula 3. SQ CB was excluded
since the significant value the Beta In (the Beta got by putting SQ_CB into the
model) is higher than 0.1.
Table 5.40: Excluded Variable from Formula 3

Excluded VariableS>

Model

1

Beta In
SQ_cb

.053a

t

1.017

Sig.

.310

Partial
Correlation

.051

Collinearity
Statistics
Tolerance

.445

a. Predictors in the Model: (Constant), CV_cb
b. Dependent Variable: CUS_cb

Table 5.41shows the coefficients for formula 3. All the coefficients are
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significant in the level of 0.05. Therefore, the unstandardized estimate and
standardized Estimate for formula 3 could be given:
Unstandardized Estimates: CUS_CB

=

0.325+ 0.909*CV_CB+e2;

Standardized Estimates: CUS- CB= 0. 724*CV- CB.

Table 5.41: Coefficient for Formula 3
Coefficients3

Unstandardized
Coefficients
Model
1

(Constant)

B
.325

Std. Error
.158

CV_cb

.909

.044

Standardized
Coefficients
Beta
.724

t
2.058

Sio.
.040

20.848

.000

a. Dependent Variable: CUS_cb

Formula 4: CV_CB= B 9 + B 10 *SQ_CB+el

Table 5.42 shows the variables entered for formula 4. The dependent variable is
CV_CB, while the independent variables are SQ_CB.
Table 5.42: Variables Entered for Formula 4

Variables Entered/Removed>

Model
1

Variables
Entered
SQ_cba

Variables
Removed

Method
Enter

a. All requested variables entered.
b. Dependent Variable: CV_cb

Table 5.43 shows the model summary for formula 4. The R2 is 0.555, which is
higher than 0.5, meaning that the model explains more than half of the variance
ofCV CB.

Table 5.43: Model Summary for Formula 4
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Model Summary

Model
1

R
_745a

R Square
.555

Std. Error of
the Estimate
.43649

Adjusted
R Square
.554

a. Predictors: (Constant), SQ_cb

Table 5.44shows the ANOVA table for formula 4. The significant value is 0.000,
which is less than 0.05, meaning that there is at least one independent variable
can explain the dependent variable in formula 4
Table 5.44: ANOVA Table for Formula 3
ANOVAb
Model
1

Regression
Residual
Total

Sum of
Squares
93.946

df
1

Mean Square
93.946

75.256

395

.191

169.201

396

F
493.100

Siq.
.oooa

a. Predictors: (Constant), SQ_cb
b. Dependent Variable: CV_cb

Table 5.45 shows the coefficients for formula 4. All the coefficients are
significant in the level of 0.05. Therefore, the unstandardized estimate and
standardized Estimate for formula 4 could be given:
Unstandardized Estimates: CV_CB= 0.520+0.815*SQ_CB+el;
Standardized Estimates: CV_CB= 0. 745*SQ_CB.

Table 5.45: Coefficient for Formula 4
Coefficients"
Unstandardized
Coefficients
Model
1

(Constant)

B
.520

Std. Error
.139

SQ_cb

.815

.037

Standardized
Coefficients
Beta
.745

t
3.743

SiQ.
.000

22.206

.000

a. Dependent Variable: CV_cb

Summary of Path Analysis Conducted by SPSS
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After finishing the multiple regressions, a summary of path analysis conduced
by SPSS is shown below:
1. Unstandardized Estimates: CRM_CB = 0.310+0.249*CUS_ CB+0.39*BL_ CB+0.269*CV_CB+e4;
2. Unstandardized Estimates: BL_CB = 0.203+0.414*CUS_CB+ 0.519*CV _CB+e3;
3. Unstandardized Estimates: CUS _CB = 0.325+ 0.909*CV_ CB+e2;
4. Unstandardized Estimates: CV_CB= 0.520+0.815*SQ_CB+el;
5. Standardized Estimates: CRM_CB = 0.253*CUS_CB+0.396*BL_CB+0.218*CV_CB;
6. Standardized Estimates: BL_CB = 0.415*CUS_CB+ 0.414*CV_CB;
7. Standardized Estimates: CUS_CB = 0.724*CV_CB;
8. Standardized Estimates: CV _CB= 0.745*SQ_CB.

Table 5.46 shows the standardized estimates conducted by SPSS multiple
regressions. The results are the same as these conducted by AMOS.
Table 5.46:

Standardized Estimates Conducted by SPSS Multiple

Regressions:
Standardized Estimates:

Path
SQ_CB

--->

CV CB

0.745

CV CB

--->

CUS- CB

0.724

CV CB

--->

BL CB

0.414

CUS CB

--->

BL CB

0.415

CUS CB

--->

CRM CB

0.253

BL CB

--->

CRM CB

0.396

CV CB

--->

CRM CB

0.218

Table 5.47 shows the impacts of the independent variables on the dependent
variables including direct effects, indirect effects, and total effects. The results
are the same as these conducted by AMOS.

Table 5.47: Impacts of the Variables
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Path

Direct Effect

Indirect Effect

Total
Effect

SQ->CV

0.745

NIA

0.745

SQ->CUS

n.s.

via CV= 0.745*0.724 = 0.539

0.539

SQ->BL

NIA

via

CV->CUS

and

=

CV

0.533

(0.745*0.724*0.415)+(0.745*0.414) = 0.533
SQ->CRM

NIA

via CV->CUS, CV, CV->BL, and CV->CS->BL =
(0.7 45*0. 724 *0.253)+
(0.745*0.218)+

0.51

(0.745*0.414*0.396)+ (0.745*0.724*0.415*0.396) = 0.510
CV->CUS

0.724

NIA

0.724

CV->BL

0.414

via CUS = 0.724*0.415 = 0.3

0.715

CV->CRM

0.218

via

cs,

CS->BL,

and

BL

=

(0.724*0.253)

+

0.684

(0.724*0.415*0.396) + (0.414*0.396) = 0.466
CUS->BL

0.415

NIA

0.415

CUS->CRM

0.253

viaBL=0.415*0.396=0 .164

0.417

BL->CRM

0.396

NIA

0.396

5.2.2.3 Hypothesis Testing Result from Path Analysis

A summary of the hypothesis testing results is shown in table 5.48. H null will
be rejected if T value is greater than 1.96. The hypothesis testing results
conducted by Path analysis are exactly the same as these conducted by SEM.
Table 5.48: A Summary of Hypothesis Testing Result from Path Analysis
Hypothesis

Description

T-statistic

Results

Customer perceived service quality has direct positive
Hla

1.02

Accept Hl 0

22.234

Accept H2a

20.874

Accept H3a

8.915

Accept H4a

4.391

Accept H5a

8.924

Accept H6a

influence on customer satisfaction.
Customer perceived service quality has direct positive
H2a
influence on customer perceived value
Customer perceived value has direct positive influence on
H3a
customer satisfaction.
Customer perceived value has direct positive influence on
H4a
customer brand loyalty.
Customer perceived value has direct positive influence on
H5a
customer behavior-based CRM performance.
H6a

Customer satisfaction has direct positive influence on brand
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loyalty.
Customer satisfaction has direct positive influence on customer
H7a

5.103

Accept H7a

8.101

Accept H8a

behavior-based CRM performance.
Customer brand loyalty has direct positive influence on
H8a
customer behavior-based CRM performance.
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CHAPTER VI
CONCLUSION AND RECOMMENDATION

This final chapter presents conclusions and recommendation based on the
research results. There are three sections in this chapter. The first section shows
the summary of descriptive and inferential statistics. The second section presents
the recommendations and implications. Further study is suggested in the last
section.

6.1 Conclusions

6.1.1 Summary of the Study

The main purpose of this study is to test an integrated model for the customer
relationship management performance by studying the following factors' effects
on customer behavior-based CRM performance of AIS in Bangkok and their
interrelationships: service quality, customer value, customer satisfaction, and
brand loyalty and to give suggestions of improving the CRM performance of
AIS in Bangkok.

Survey method and self-administered questionnaire are applied as instruments to
collect the primary data. The sample was the current subscribers of AIS in
Bangkok. Three hundred and ninety seven respondents were selected to fill up
the questionnaires. Structural equation modeling by AMOS program was
practically used to test the research hypotheses.

6.1.2 Summary of Findings
6.1.2.1 Descriptive Analysis Findings

The total 397 questionnaires were distributed to the subscribers of AIS. 37.8%
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of' them are male and 62.2% of them are female. The majority group of
respondents is aged between 21-30 years old (40.1%), and 54.4% of the
respondents are holding Bachelor degree. Business employees (state own &
private business) form 34.5% of the total respondents, while students form
24.4%. In addition, 40.8% percent of the respondents have monthly income less
than 10,000 Baht, the same as the percentage of the respondents having monthly
income between 10,000 to 25,000 Baht.

The respondents evaluated observed variables in this study ranging from 1
(strongly disagree) to 5 (strongly agree). Table 6.1 summarizes the mean,
standard deviation and kurtosis of each variable.

Table 6.1: Mean, Standard Deviation and Kurtosis of Observed Variable
Mean

S.D.

Kurtosis

Service Quality

3.74

0.60

0.27

Tangibles

3.9

0.699

1.964

Reliability

3.7

0.761

0.479

Responsiveness

3.7

0.762

0.58

Assurance

3.7

0.744

0.581

Empathy

3.6

0.686

0.392

Network Quality

3.8

0.943

0.922

Customer Value

3.57

0.65

-0.04

Emotional value

3.6

0.737

0.078

Social value

3.4

0.901

0.204

Functional value

3.7

0.754

0.117

Customer perceived sacrifices

3.5

0.852

0.269

Customer Satisfaction

3.6

0.821

0.169

Brand loyalty

3.5

0.819

0.011

Behavior-based CRM performance

3.5

0.807

-0.013

Variable
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6.1.2.2 Inferential Analysis Findings

The primary interest in structural equation modeling is the extent to which a
hypothesized model "fits" or, in other words, adequately describes the sample
data (Byrne, 2001 ). If the initial model does not fit the data well, it should be
modified until a good fitting is achieved. The modification steps in the study are
shown in Table 6.2.

Table 6.2: The Steps of Model Modification in SEMAnalysis
Model

Add/Delete Paths

Reasons of Modification

Model 1

The initial model

Model

formed

according

to

the

conceptual

framework
Model

1 -->

Model2

Delete: Service Quality -->

1. For the path of Service Quality --> Satisfaction,

Satisfaction, Service Quality

test statistic (c.r.) less than 1.96.

-->

2. The factor loadings of Tangible and Social Value

Tangible,

Customer

Value --> Social Value
Model

2

-->

Model 3

Add

the

lower than 0.5.

following

covariance: e6 <--> e7,e6

The error covariances show that misfit exists
(correspondent MI is high)

<--> e9, and e5 <--> e 10

After finishing the model fitting, the hypotheses of the study can be tested. The
following table shows a summary of hypothesis testing results of the study.
Table 6.3: A Summary of Hypothesis Testing Results in the Study
Hypothesis

Description

Finding

Evidence

Customer perceived service quality has direct positive

Not

Table 5.3

supported

Table 5.48

Hla
influence on customer satisfaction.
Customer perceived service quality has direct positive
H2a

Table 5.10
Supported

influence on customer perceived value

Table 5.48

Customer perceived value has direct positive influence on
H3a

Table 5.10
Supported

customer satisfaction.

Table 5.48
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Customer perceived value has direct positive influence on
H4a

Table 5.10
Supported

customer brand loyalty.

Table 5.48

Customer perceived value has direct positive influence on
H5a

Table 5.10
Supported

customer behavior-based CRM performance.

Table 5.48

Customer satisfaction has direct positive influence on brand

Table 5.10
Supported

H6a
loyalty.

Table 5.48

Customer satisfaction has direct positive influence on

Table 5.10
Supported

H7a
customer behavior-based CRM performance.

Table 5.48

Customer brand loyalty has direct positive influence on
H8a

Table 5.10
Supported

customer behavior-based CRM performance.

Table 5.48

The findings of both SEM and Path analysis in this study bring a lot of useful
information. First, based on the analysis of the initial model in SEM analysis,
we find that Tangible has the lowest factor loading on Service Quality, while
social value also has a low factor loading on Customer Value. Both of the
loadings are lower than 0.6. Therefore, those two observed variables are
removed from the final model. This finding suggests that customers of AIS
consider Tangibility and Social Value as less important elements of Service
Quality and Customer Value correspondingly. This finding can be explained in
the following ways. For the Tangible, since major part of the services provided
by AIS are delivered by the telecommunication equipments invisible to most of
the customers rather than delivered by staffs in AIS shops, the customers of AIS
may consider Tangible as an unimportant attribute of service quality. For Social
Value, since service of mobile phone is very popular in Thailand and many
people can afford it, customers don't think using this service can distinguish
themselves from

other people.

Therefore, social value is considered

unimportant.

Second, although both the SEM and path analysis show that Service Quality has
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no direct positive influence on Customer Satisfaction, it does have one indirectly
through Customer Value. The finding also suggests that Service Quality has
direct positive impact on Customer Value. On the other hand, Empathy got the
highest factor loading, followed by Assurance and Responsiveness. The finding
suggests that the customers of AIS consider empathy, assurance and
responsiveness as three of the most important attributes of service quality. Table
6.4 shows the factor loadings of all the Service Quality's observed variables.

Table 6.4: Factor Loadings of Service Quality's Observed Variables

Reliability

<---

Service Quality

0.756

Responsiveness

<---

Service Quality

0.795

Assurance

<---

Service Quality

0.806

Empathy

<---

Service Quality

0.816

Network Quality

<---

Service Quality

0.578

Third, Customer Value is very critical for the success of CRM. It directly
influences Customer Satisfaction, Brand Loyalty, and Customer Behavior-based
CRM Performance. Functional Value got the highest absolute value of factor
loading, while Perceived Sacrifice got the second position. The finding suggests
that the customers consider functional value and perceived sacrifice more
important in their concepts about customer values. Table 6.5 shows the factor
loadings of all the Customer Value's observed variables.
Table 6.5: Factor Loadings of Customer Value's Observed Variables

Emotional Value

<---

Customer Value

0.678

Functional Value

<---

Customer Value

0.852

Perceived Sacrifice

<---

Customer Value

-0.800

Fourth, Customer Satisfaction and Brand Loyalty also have direct positive
effects on Customer Behavior-based CRM performance. The finds also supports

135

the previous findings that Customer Satisfaction leads to Brand Loyalty (Heskett
et al., 1997).

Finally, the final model allows three pairs of correlated errors: e6 <--> e7, e6
<--> e9, and e5 <--> elO. These correlations can be explained in the following
ways. The customers who highly valuate Network Quality tend to also highly
value Functional Value and Emotional Value. This is reasonable since Network
Quality are related to a part of the Functions of provided service and customers
do have bad moods when they have difficulty to talk with others due to the bad
situation of Network Quality. On the other hand, the customers who consider
high Empathy of the company tend to have low Perceived Sacrifice, which is
also reasonable: Empathy is very similar to the concept of customer care when
the company is implementing CRM. The finding here is useful for the company
to increase its customer value by improving the correspondent attributes of
Service Quality.

6.2 Implication and Recommendation
Based on the findings of SEM and path analysis conducted in this study, most of
the dimensions of service quality and customer value are found to have effects
on customer satisfaction, brand loyalty, and customer behavior-based CRM
performance. Therefore, the implications and recommendations of the study are
given below.

Service Quality
Although no significant evidence was found to support that any dimensions of
service quality have direct positive influence on customer satisfaction, most of
the dimensions of service quality do have indirect effects on customer
satisfaction through their direct influences on customer value. As one dimension
of service quality in SERVPERF model, tangibles are considered as less
important than other dimensions of service quality by the customers of AIS in
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Bangkok. The mam reason is that AIS shops are only one of the channels
providing SIM card and Charge Card to customers. Customer actually can also
go to convenient stores, mass merchandises, or mobile phone specialty stores if
they want to buy SIM card and Charge Card. Therefore, customers get less
exposure to the tangible environment of AIS stores. As a matter of fact, AIS
mainly provide telecommunication services, such as talking service, SMS, MMS,
to its customers. Those services are mainly provided by an intangible channel telecommunication network. Therefore, customers consider network quality
more important than tangibles. On the other hand, the customers consider
empathy as the most important aspect of service. In the mature market of
telecommunication, the customer requirement is higher. As noted before,
empathy includes the following features: approachability, sense of security, and
the effect to understand the customer's needs. Obviously, the customers want the
feelings of being supported and respected. Therefore, the provision of caring and
giving individualized attention to customers become important for the company.

According to the findings, AIS should improve the dimensions of the service
quality considered as most important by its customers. Empathy should be given
the most priority to improve since it can change the customers' points of view
about the company in a larger scale. On the other hand, empathy is also very
important when the company is trying to build up long term relationships with
its customers. AIS can do further research on the criteria influencing the
customers' perceptions of empathetic therefore it will be able to find out ways
for improvement. On the other hand, AIS can also motivate its employees to be
more empathy by setting up regulations, polices. Training programs can be
offered for both mangers and employees so that they will know how to interact
with customers in more efficient and effective ways. In addition, concept of
continuous improvement should be implanted in all the staffs' mind and
therefore into the organization culture. Indeed, the improvement of service
quality is a continuous process and should be strived for during the whole life of
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the company.

Customer Value

Customer value is found to exert direct influence on customer satisfaction, brand
loyalty, and customer behavior-based CRM performance. The findings show that
customer value is very critical for the success of a company's CRM. Creating
superior value to the customers brings high level of satisfaction and loyalty,
leading to the maximum of return on relationship. The finding shows that
functional value is still the most important value perceived by the customers of
AIS. This finding supports the findings of Yonggui et al. (2004) pointing out that
the customers in Chinese telecommunication industry consider functional value
as the most important one. On the other hand, the customers also consider
perceived sacrifice as an important determinant of customer value. These two
findings imply that due to the limitations of the income levels in both Thailand
and China, the customers in these two countries tend to seek value in function
level and seem to be more sensitive to what they have pay in order to get.

Hence, AIS should try to create values that its customers thinking important. As
noted before, the Thai telecommunication market is mature and the competition
within this market is quite fierce. Although service quality does have positive
influence on customer value, many of its dimensions could become hygiene
factors for the customers. That is, the customers will take it for granted if those
factors meet their standards. However, if the standards are not met, they will be
dissatisfied. Therefore, if AIS wants to differentiate itself, it must focus on
delivering superior value to the most valuable customer. So far, limitations of
income level still exist in Thailand (one of the evidences shown in table 5.1 is
that 81.6% of the respondents have monthly income no more than 25,000 baht).
Hence, the most effective ways for AIS to increase customer perceived value is
to enhance the customers' perceived functional value and reduce their perceived
sacrifices.
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There are many ways to reduce customer perceived sacrifice. One possible way
is to implement operational CRM, which can reduce the operating cost and
problems during the period of service delivery dramatically. Therefore, the
service price can be reduced due to the lower operating cost. On the other hand,
through delicate data mining, AIS can have in-depth analysis on its consumers'
behaviors, and therefore make different price strategies according to the
different requirements of different customers. Therefore, customers of different
income levels with different consumer behaviors will enjoy different kinds of
services with reasonable prices. For example, a discounts package can be
offered to the specific target groups at night, such as students; while more
benefits can be given to the businessmen if their consumption exceeds the levels
set by AIS.

The second way of reducing customer perceived sacrifice is to collaborate with
other company. For example, AIS can offer membership cards by which the
holder of the card can enjoy the discounts from other companies in different
marketing fields, such as hotels, restaurant, mass merchandises, etc.

To increase customer perceived functional value, AIS should also focus on
delivering more value-added services, such as MMS, Voice mailbox, and so on.
Customers can customize the information they need, such as weather report,
stock prices, traffic situation, and so on. The customized information will be
received by SMS or MMS.

The application of the next generation mobile telecommunication technology
(3G) will allow AIS to provide much more multimedia services and based on
this 3G platform a lot of business models can be achieved. It's believed that a
high level of CRM can be achieved by the integration of enterprise information
systems and 3G technologies. Since 3G can provide more bandwidth, a high
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level of interactions among the company and customers can be achieved. Since
more multimedia information can be transferred in a shorter period, more
business models will come into being based on real time video broadcasting,
video telephone, wireless Internet access service, etc. All the things mentioned
here about 3G will come to reality within a short time. AIS should pay attention
to this trend and take the advantage of 3G to enhance its relationships with
customers if it is going to succeed in the future market.

Customer Satisfaction and Brand Loyalty

Finally, the study shows that customer satisfaction and brand loyalty also have
strong impacts on customer behavior-based CRM performance. This finding
confirms many previous researches (example shown in section 2.2.5: Anderson,
1998; Hallowell, 1996; Heskett et al. 1994). Indeed, in today' competitive
marketing environment, satisfaction and loyalty are one of the key issues for the
survival and growth of companies. Therefore, the companies should try best to
increase the level of their customers' satisfaction and loyalty. As noted before,
CRM is a powerful tool for the companies to achieve this goal.

6.3 Further Implication for Research

The results of the current study provide some understanding of the factors
influencing CRM performance of AIS in Bangkok. The CRM performance in
this study is measured only in terms of customer behavioral intention. However,
CRM can also lead to high employee satisfaction and high profit of the company.

It is hoped that other kinds of CRM performance indicators can also be
considered in future studies.

Second, perception of the company's CRM strategies could influence service
quality and customer value, before these two variables influencing other
variables in the studied model. Further study can also include customer
perception of CRM strategies into their models. Finally, since there are so many
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other factors that might influence CRM performance besides the factors studied
in this thesis, it would be useful and practical if they were to be modeled and
tested in an integrated framework.

Third, this study only explores the one way effects of the independent variables
to dependent variables. Further researches can also study the reversed effects of
the dependent variables on independent variables. For example, comparing a
highly satisfied customer and a merely satisfied customer, do they perceive
service quality in different ways? On the other hand, since CRM is a continuous
process, the ultimate outcome measured in the study, customer behavioral
intention, may also influence customer perceived service quality and value in the
long run. Such kinds of loop effects can also be researched in further study.

In addition, the model developed by Yonggui et al. (2004) tested in this study
can be also tested in other regions and countries and other products/services
categories in different industries to test the generalisability of the present
findings, and to provide a basis for an external validation of the framework
tested in this thesis. Furthermore, future research is needed to examine
cross-cultural differences and cross-industry differences in the dimensions of
service quality and customer value, and their effects on CRM performance so
that scholars can more precisely understand the effects of culture and other
specific factors on service quality and customer value perceptions and the
relationship between each dimension of these two factors and CRM
performance.
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APPENDIX A:

Questionnaire (English Version)

Questionnaire
I am Hai Lin, an MBA student in the Graduate School of Business, Assumption
University. I am conducting a research on the topic entitled: "Factors Influencing
Customer Behavior-based CRM Performance of AIS in Bangkok", as a partial
fulfillment for graduation requirement in the MBA degree.
Thank you for your cooperation to fill up this questionnaire. All information
will be kept confidential and exclusively used for academic purpose.
Part I: I am a current subscriber of AIS. 1.Yes (
) 2.No (
} Please mark (...J)
at your answer
Part II - Part VI
Please give your opinion about AIS and indicate only one answer about
following statement in these scales by marking (-i) at your answer:
1 = Strongly disagree (SD) 2 =Disagree (D)
3 = Neutral (N)
4 = Agree (A)
5 = Strongly agree (SA)
SD D N A SA
Part II
Service Quality
Tangibles
1. The firm has up-to-date equipment.
2. The firm's physical facilities are visually appealing.
3. Customer service staffs are well dressed and appear neat.
4. The appearance of the physical facilities of the firm is in
keeping with the type of telecom services.
Reliability
5. When the firm promises to do something by a certain time,
it does so.
6. When I have problems, the firm IS sympathetic and
reassunng.
7. The firm is dependable.
8. The firm provides its services at the time it promises to do
so.
9. The firm keeps its records accurately.
Responsiveness
10. The firm tells customers exactly when services will be
performed.
11. I receive prompt service from customer service staffs.
12. Service staffs are always willing to help customers.
13. Staffs are free to respond to customer requests promptly.

1
2

I

I

,..,
.)

4

5

6
7
.

8
9

10
11
12
13

Assurance
14. I can trust customer service staffs.
15. I feel safe in my transactions with customer service staffs.
16. Customer service staffs are polite.
17. Customer service staffs get adequate support from the firm
to do their jobs well.

14
15
16
17

Em12athy
18. The firm gives me individual attention.
19. Customer service staffs give me personal attention.
20. Customer service staffs know what my needs are.
21. The firm has my best interests at heart.
22. The firm has operating hours convenient to all its
customers.

18
19
20
21
-t-

22

Network Quality
23. The network has a wide coverage.
24. The network is reliable.
25. The signal I received from the network is strong.
26. The sound is loud and clear when I use my mobile phone.
Part ID

')"
,,_.)

24
25
26

Customer Value

Emotional value
27. The brand/service of this firm is the one that I would
enjoy.
28. The brand/service of this firm makes me want to purchase
and use it.
29. The brand/service of this firm is the one that I would feel
relaxed about using.
30. The brand/service of this firm would make me feel good.
31. The brand/service of this firm would give me pleasure.

27
28
29
30
31

.
Social value
32. The brand/service of this firm would improve the way I
am perceived.
33. The brand/service of this firm would help me make a good
impression on others.
34. The brand/service of this firm would give its owners the
social approval.
Functional value
35. The firm always delivers superior service.
36. The offerings of this firm are of high quality.

2

32
33
34

35
36

37. Consistent quality is well made.
38. The offerings of this firm make me feel confident.

37
38

Customer perceived sacrifices
39. The brand/service of this firm is reasonably priced.
40.The brand/service of this firm offers value for money
based on previous experiences.
41. The brand/service of this firm would be economical.
42.The brand/service of this firm is a good product for the
price deducted by discounts.
43.The brand/service of this firm IS value for money
compared with that of major competitors.
44. The choice of transacting with the firm is a right decision
when price and other expenses are considered.
Part IV

39
40
41
42
43

_.,
44

Customer Satisfaction

Customer Satisfaction
45. The offerings always meet my expectation.
46. Taking my experience with other compames, I am
satisfied with the firm's product/service.
4 7. The product/service always meets the desirable level.
PartV

45
46
47

Brand Loyalty

Brand loyalty
48. I feel I am loyal to this brand and the product/service.
49. The brand/offerings of this firm are my first choice.
50. Even with more offerings, I will not choose other
brands/products/services/.
Part VI

48
49
50

Behavior-based CRM performance
.

Behavior-based CRM Qerformance
51. I would like to repurchase the offerings and buy more
from this firm.
52. I would like to recommend the offerings to others.
53. I would like to keep close relationship for a longer period.

3

51
52
53

Part VII

Personal Data

Please mark ("V) at your answer
I. Gender: Male (
2. Age:

40-49 (

20
)

)

Female (

or
50-59(

)

lower(
)
) 60 or higher (

21-29(

)

30-39(

)

)

3. Education:
High school or less ( )
Bachelor degree ( )
Master degree ( )
Higher than Master degree (

)

4. Occupation:
Business owner ( )
Government officer ( )
State enterprise employee ( )
Private company employee ( )
Housewife ( )
Student ( )
Unemployed ( )
Others ( ) -- Please Specify_ _ _ _ _ __
5. Monthly Income:
Less than 10000 Baht ( )
25001-45000 Baht ( )

10000-25000 Baht ( )
More than 45000 Baht (

\hank You Very Much/

4

)

APPENDIXB:

Questionnaire (Thai Version)
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APPENDIXC:

Reliability Statistics

Reliability
Warnings
The space saver method is used. That is. the covariance matrix is not calculated or
used in the anal sis.

Case Processing Summary

%

N
Cases

Valid
Excludeda
Total

27
0

27

100 0
0
100 0

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

Reliability Statistics
Cronbach's
Alpha
.877

N of Items
4

Item-Total Statistics

Tangilbe
Tangilbe
Tangilbe
Tangilbe

1
2
3
4

Scale
Variance if
Item Deleted
3.487
3.875
3.385
3.909

Scale Mean if
Item Deleted
11.22
11.48
11.67
11 .30

Corrected
Item-Total
Correlation
.814
.669
.757
709

Reliability
Case Processing Summary

%

N
Cases

Valid
Exciudeda
Total

27
0

27

100.0
.0
100.0

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

Reliability Statistics
Cronbach's
Alpha
.900

N of Items

5

Cronbach's
Alpha if Item
Deleted
.810
.867
.835
.853

Item-Total Statistics

Reliability 1
Reliability 2
Reliability 3
Reliability 4
Reliability 5

Scale
Variance if
Item Deleted
12.054
10.370
11.191
10.499
11225

Scale Mean if
Item Deleted
13.85
14.30
13.96
14.04
14.07

Corrected
Item-Total
Correlation
.783
.718
.773
.813
.718

Cronbach's
Alpha if Item
Deleted
.877
.890
.874
.864
.885

Reliability
Case Processing Summary
N
Cases

Valid
Excludeda
Total

27
0
27

%
100.0
.0
100.0

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

Reliability Statistics
Cronbach's
Alpha
.847

N of Items
4

Item-Total Statistics

Responsiveness
Responsiveness
Responsiveness
Responsiveness

1
2
3
4

Scale Mean if
Item Deleted
9.41
9.41
9.52
9.78

Scale
Variance 1f
Item Deleted
5.866
6 020
5.875
5.487

Corrected
Item-Total
Correlation
.581
.776
.748
.675

Cronbach's
Alpha if Item
Deleted
.855
.776
.782
.813

Reliability
Case Processing Summary
N

%
100.0
.0
100 0
a. Listwise deletion based on all variables in the procedure.

Cases

Valid
Excludeda
Total

27
0
27

Reliability Statistics
Cronbach's
Alpha
.850

N of Items
4

Pac

Item-Total Statistics

Assurance
Assurance
Assurance
Assurance

1
2
3
4

Scale
Variance if
Item Deleted
4.328
4.872
4.695
4.872

Scale Mean if
Item Deleted
9.59
9.56
9.19
9.44

Corrected
Item-Total
Correlation
.674
.678
.693
.729

Cronbach's
Alpha if Item
Deleted
.822
.814
.807
.796

Reliability
Case Processing Summary

%

N
Cases

Valid
Excludeda
Total

27
0
27

100.0
.0
100.0

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

ReUability Statistics
Cronbach's
Alpha
.774

N of Items

5

Item-Total Statistics

Empathy 1
Empathy 2
Empathy 3
Empathy 4
Empathy 5

Scale
Variance if
Item Deleted
6.718
6.413
6.028
6.179
5.692

Scale Mean if
Item Deleted
12.44
12.48
12.52
12.44
12.33

Corrected
Item-Total
Correlation
.439
.545
.491
.652
.633

Reliability
Case Processing Summary

%

N
Cases

Valid
Excludeda
Total

27
0
27

100.0
0
100.0

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

Reliability Statistics
Cronbach's
Alpha
.935

N of Items

4

Cronbach's
Alpha if Item
Deleted
.767
.734
.756
.701
.701

Item-Total Statistics

Network
Network
Network
..
Network

Quality 1
Quality 2
Quality 3
Quality 4

Scale Mean if
Item Deleted
11.26
11.41
11.44
11.44

Scale
Variance if
Item Deleted
6.507
6.405
6.641
7.333

Corrected
Item-Total
Correlation
.874
.881
.855
.779

Cronbach's
Alpha if Item
Deleted
.906
.903
.912
.936

Reliability
Case Processing Summary
N
Cases

Valid
Excludeda
Total

%
27
0
27

100.0
.0
100.0

a Listwise deletion based on all variables in the procedure.

Reliability Statistics
Cronbach's
Alpha
.941

N of Items
26

Item-Total Statistics

Tangilbe 1
Tangilbe 2
Tangilbe 3
Tangilbe 4
Reliability 1
Reliability 2
Reliability 3
Reliability 4
Reliability 5
Responsiveness 1
Responsiveness 2
Responsiveness 3
Responsiveness 4
Assurance 1
Assurance 2
Assurance 3
Assurance 4
Empathy 1
Empathy 2
Empathy 3
Empathy4
Empathy 5
Network Quality 1
Network Quality 2
Network Quality 3
Network Quality 4

Scale Mean if
Item Deleted
84.81
85 07
85.26
84.89
85.11
85.56
85.22
85.30
85.33
85.52
85.52
85.63
85.89
85.81
85.78
85.41
85.67
85.70
85.74
85.78
85.70
85.59
84.89
85.04
85.07
85.07

Scale
Variance if
Item Deleted
196.849
200.456
199.969
200.872
197.949
191.103
195.410
193.370
198.231
192.952
192.259
198.242
194.026
196.080
198.026
199.866
196.846
201.601
201.353
198.333
197.909
200.405
195.026
192.345
194.533
197.302

Corrected
Item-Total
Correlation
.736
.574
.527
.586
.641
.645
.625
.643
.486
.647
.858
.547
.605
.577
.610
.501
.699
.453
.477
.503
.666
.449
.620
.712
.650
.601

Cronbach's
Alpha if Item
Deleted
.937
.939
.939
.939
.938
.938
.938
.938
.940
.938
.935
- .939
.938
.939
.938
.939
.937
.940
.940
.940
.938
.940
.938
.937
.938
.938

p

Reliability
Case Processing Summary
%
100.0
.0
100.0

N

Valid
Excluded3
Total

Cases

27
0
27

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

Reliability Statistics
Cronbach's
Alpha
.931

N of Items
5

Item-Total Statistics

Emotional
Emotional
Emotional
Emotional
Emotional

Value
Value
Value
Value
Value

·1
2
3
4
5

Scale Mean if
Item Deleted
14.19
14.26
14.22
14.15
14.30

Scale
Variance if
Item Deleted
14.157
13.353
14.103
12.285
13.293

Corrected
Item-Total
Correlation
.802
.735
.808
.911
.854

Cronbach's
Alpha if Item
Deleted
.919
.933
.918
.896
.908

Reliability
Case Processing Summary

%
100.0
0
100.0
a. Listwise deletion based on all variables in the procedure.

N

Cases

Valid
Excluded 3
Total

27
0
27

Reliability Statistics
Cronbach's
Alpha
.937

N of Items
3

Item-Total Statistics

Social Value 1
Social Value 2
Social Value 3

Scale Mean if
Item Deleted
6.26
6.56
6.59

Scale
Variance if
Item Deleted
4.046
3.333
3.712

Corrected
Item-Total
Correlation
.837
.927
.852

Cronbach's
Alpha if Item
Deleted
.934
.862
.921

Reliability

Pag

Case Processing Summary

%

N
Cases

Valid
Exciudeda
Total

100.0
.0
100.0

27
0
27

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

Reliability Statistics
Cronbach's
Aloha
.801

N of Items
4

Item-Total Statistics

Functional
Functi.onal
Functional
Functional

Value
Value
Value
Value

1
2
3
4

Scale Mean if
Item Deleted
10.37
10.11
10.37
10.37

I

Scale
Variance if
Item Deleted
3.781
3.564
3.473
3.319

Corrected
Item-Total
Correlation
.541
.569
.676
.675

Cronbach's
Alpha if Item
Deleted
.784
.773
.721
720

Reliability
Case Processing Summary
N

Cases

Valid
Excluded 3
Total

%
27
0
27

100.0
.0
100.0

a. Lislwise deletion based on all variables in the procedure

Reliability Statistics
Cronbach's
Alpha
.933

N of Items
6

Item-Total Statistics

Perceived Sacrifices 1
Perceived Sacrifices 2
Perceived Sacrifices 3
Perceived Sacrifices 4
Perceived Sacrifices 5
Perceived Sacrifices 6

Scale Mean if
Item Deleted
14.04
13.78
14.11
14.00
13.93
13.85

Scale
Variance if
Item Deleted
15.191
16.872
16.333
15.692
15.456
15.823

Corrected
Item-Total
Correlation
.828
.824
.680
.850
.820
.841

Cronbach's
A:pha if Item
Deleted
.917
.920
.936
.914
.918
.915

Reliability

Page

Item-Total Statistics

Satisfaction 1
Satisfaction 2
Satisfaction 3

Scale Mean if
Item Deleted
6.33
6.33
6.37

Scale
Variance if
Item Deleted
2.077
2.308
2.242

Corrected
Item-Total
Correlation
.647
.803
.785

Cronbach's
Alpha if Item
Deleted
.908
.751
.760

Reliability
Case Processing Summary

N

%
100.0
.0
100.0
a. Listwise deletion based on all variables in the procedure.

Cases

Valid
Excludeda
Total

27
0
27

Reliability Statistics
Cronbach's
Alpha
.940

N of Items
3

Item-Total Statistics

Scale Mean if
Item Deleted
6.15
6.33
6.56

Loyalty 1
Loyalty 2
Loyalty 3

Scale
Variance if
Item Deleted
5.208
5.538
4.718

Corrected
Item-Total
Correlation
.945
.858
.842

Cronbach's
Alpha if Item
Deleted
862
.927
.950

Reliability
Case Processing Summary

N
Cases

Valid
Excludeda
Total

%
27
0
27

100.0
.0
100.0

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

Reliability Statistics
Cronbach's
Alpha
.829

N of Items

3

P2

Item-Total Statistics

CRM performance 1
CRM performance 2
CRM performance 3

Scale Mean if
Item Deleted
6.59
6.56
6.33

Scale
Variance if
Item Deleted
2.405
2.333
2.231
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Corrected
Item-Total
Correlation
.686
.701
.676
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Cronbach's
Alpha if Item
Deleted
.765
.750
.777

Pa

