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ABSTRACT

The primary purpose of this research was to study parents' expectations and
perceived service quality on the awarded nurseries of 2001, Bangkok. The research
focused on five dimensions of service quality; tangibles, reliability, responsiveness,
assurance, and empathy including demographic factors. This study was conducted on the
awarded childcare nurseries from which eleven from nineteen were selected with a total
of 350 parents who participated in this research.
SERVQUAL survey instrument was taken to measure the expectation and
perception of parents' views. The questionnaire consisted of three sections: expectation,
perception, and personal information. Paired Samples Test and Analysis of Variance
(ANOV A) methods were employed for testing the hypotheses.

From the results

presented, there was a difference between parents' expectations and perceived service
quality of the awarded childcare as segmented by five dimensions; tangibles, reliability,
responsiveness, assurance, and empathy. Also, there was a difference between parents'
expectations and perceived service quality of the awarded childcare when classified by
income levels, education levels, and occupation while there was no significant difference
between parents' expectations and perceived service quality of the awarded childcare
when classified by age levels, purpose of using the service, and number of children
parents have in the childcare.
From the findings, childcare should close the gap between expectations and
perception by improving service quality in the most concerned area, reliability, in order
to obtain trust from parents and be able to compete further in childcare business.
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CHAPTER I
INTRODUCTION

Background

In the current economic condition, most parents have no time to take care of their
children. Not only do the fathers but also the mothers have to work outside in order to
earn more, to earn for higher living expenses. The data from Miler and McDowelle
(1993) supported that in 1986, approximately 51% ofU.S women with children under the
age of 3 years were in the labor force and in 1995, approximately two third of all
preschool children had mothers working outside. For Thailand in the past, the spouses
lived in big families with their parents who could look after their children. But nowadays,
it is preferable for most married couples to be a nuclear family in order to solve the
conflicts within the big families and adapt to modern life for the new spouses. This
affects the young couples' care taking of the children during the daytime, their lack the
knowledge of how to take care of children, having no assistant, being too tired after
work, having too many children, living in poor surrounding, and having naughty children
(Srivatananukulkit, I 999).
Moreover, the policy adjustment in 1997 which introduced the Eighth National
Economic and Social Development Plan (1997-2001) and the Eighth National Education
Plan, which paid much attention to human resource development have also changed the
young couples' situations. In terms of early childhood development, the initial physical
and behavioral development at the age of newborn to 3 is explicitly emphasized for the
first time. This is related to the belief that good education and care given to the children
are the bases of potential adults in the future. Since then, a clear-cut range of age group
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for this tarobtain has officially been established (Office of the National Education
Commission 8111 edition, 1997-2001).
Therefore, childcare nursery obtains into many couples' mind to help them take
care of, teach and train their children in daytime. In addition, the private hospitals have
expanded their business and obtain through the new market by organizing nurseries in
the hospitals as a separate service while other businesses such as real estate;
condominiums also provide the childcare service as an alternative for purchasers and to
completely enhance full function service (TFRC, 1996). This factor causes the nursery
business to rapidly expand not only in Bangkok but also upcountry. But "How to choose
a suitable childcare nursery?" is a major question in many parents' minds that needs
more information before parents make the decision. Besides reliability, education quality,
place and price, service quality is a main factor serving as a good product to fulfil the
requirement of many parents as well.

Standard of the nurseries for children under three year olds

As the children are valuably human resource of the country, taking care of and
socializing them to become quality adults are very important especially for the age of 3
years old, which is the significant beginning period of life. However, in the current
situation in which both father and mother must work in order to earn for the family, the
childcare nurseries are needed. Currently, there are a great number of childcare nurseries
registered and established in order to meet the customer's needs. Hence, the standard of
the nurseries for the children under 3 years old is set to cover how the nurseries serve and
handle the children.

3

Definition

The standard of nurseries for the children under 3 years old means the restrictions
in providing the childcare service and development for the newborn to 3 years old
children at the amount of more than 6 which do not involve the babysitters as the
relatives. These are provided in order to meet all basic needs of the children including
physical, mental, emotional, social and intelligent.
Restrictions
1. The nurseries which must be allowed for the establishment
The nurseries providing the childcare service for the children under 3 years old at
the amount of more than 6 must obtain permission for its establishment.
2. Area
2.1 Location
The nurseries must not be in the risk areas such as the unloaded areas of gas,
gasoline, chemical or toxic substances as well as the areas with too much air, light and
noise pollution. If these are unavoidable, there must be the standard security system to
prevent accidents.
2.2 Storeys of the building
There should be not over 2 storeys from the ground. If the buildings are higher
than 2 storeys, there must be the standard systems to prevent fire and accidents.
2.3 Height of the rooms
The height of the rooms should not be lower than 2 meters from the ground to
ceiling.
2.4 Entry - exits, doors and windows
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The entry - exits of the buildings must be in the suitable places in order to move
the children out of the buildings smoothly in case of fire or accidents. There must be at
least 2 entry-exits with about 80 centimeters width.
The size and number of the doors and windows in the buildings must be proper
for the size of the rooms. The height between the window frame and the ground is about
80 centimeters.
2.5 Used area
The clean and save areas in the buildings must be provided for the children to do
such activities as playing, learning, eating, sleeping and body cleaning. The areas must
be separated from the cooking room, restroom and nursing room and approximately 2 m2
per each child.
The area for the child development activities may be separated as a special room
or combined as a multi-purpose room used for various kinds of activities in different
period of time; the equipment and accessories may be removed or transferred as
appropriate as follows.
2.5.l Area for sleep
For the sleeping area, cleanliness or sanitation must be of major concern; the air
well ventilated and the accessories proportional to the number of children. The area must
be approximately I .5 m2 per child and 2 m2 per child for the children over 2 years old.
2.5.2 Area for playing and child development
For the area for playing and child development, the security of the children must
be the main concern; the equipment for preventing accidents and the accessories or toys
enhancing child development and learning must be provided.
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2.5.3 Area for eating
For the eating area, cleanliness must be the main concerned; the air well
ventilated, the area lighted, and the accessories proportional to the number of children.
2.5.4 Area for nursing room
The area for nursing the sick child must be separated with the necessary
equipment for first aid. The medicine cabinet and necessary medical supplies must be
available, and the sick child must be in the babysitters' sight all the time.
In case the nursing room cannot be separated, the place for sick child must be

appropriately separated.
2.5.5 Area for cooking
The cooking area must be separated by a distance from the area for child
development. The necessary hygienic equipment, washing sink and container cabinet
must be provided mainly based on sanitation and security.
2.5.6 Area for body cleaning
The body cleaning area must be provided with appropriately necessary equipment
such as washing sink.
In case the shower room is provided, there must be enough light, ventilated air
condition and non-slipperly floor.
2.5.7 Toilet for children
The toilet for children must be provided with approximately one toilet seat per
child for 10-12 years old children or older. There must also be the toilet base for them to
sit on the seat easily, enough light and non-slipperly floor. The doors must not be locked
and so high that they cannot be seen from outside. The toilet room should not be so far
from the child development room and out of sight in the case it is outside the building.
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In case the toilet room cannot be particularly provided, the existing toilet room
may be replaced but have to be adjusted to the age of children by equipping it with
additional accessories for usage security.
2.5.8 Multi-purpose room
The multi-purpose room is used for the child development activities, eating and
sleep in the different period of time, mainly based on the clean and properly area
allocation for each activity.
In the case of one storey building, there must be the ceiling lining. For the
building with more than one storey, there must be lining on the top floor with the height
of at least 2 meters from the floor to the ceiling. There may not be ceiling lining in the
case the height is more than 2 meters.
3. Management
3.1 Employ the personnel needed for taking care of and developing the
children. In taking care of and developing children, there must be the following
personnel:
3.1.1 Nursery owner
3.1.2 Manager
3 .1.3 Doctors, nurses or the hospitals, clinics, health centers that can be
immediately contacted in case of emergency.
3.1.4 the nursery staffs consisting of
I) Babysitters
2) Staff preparing the activities to enhance the child development
3) Cooks
4) Cleaning staff
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In addition, each staff may be responsible for more than one duty. The number
of staff, however, must be proportional to that of the children.
3.2 Establishment
The nursery owners must ask for permission to establish the nurseries in
accordance with the related regulations and law. In metropolitan area, the request is
submitted to the Department of Public Welfare; for regional areas, to the provincial
office of Public Welfare in which the nurseries are going to be established; for
government organizations providing childcare services, the Department of Social
Welfare must be contacted to register.
In the establishment, the big name billboard in Thai must be equipped and easily
seen.

3 .3 Register system and statistics record
There must be the necessarily statistics record in line with the current situation
including
3.3.l Name list and history of the children
3.3.2 in- out list of registered children
3.3.3 Daily food menu and meal scheduled for the children
3.3.4 Daily activity schedule
3.3.5 Personal record including growth trace (weight and height
measurements), development, health service and immunizing injection
3.3.6 the telephone number list provided for contacting the clinics or
organizations in charge of child security
3 .4 Accessories
3.4.l Cabinets or shelves
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The cabinets or shelves must be sufficiently provided, in good condition and easy
to be moved. They can be modified from the existing ones, but with the appropriate
height for the children.
3.4.2 Bedding
The bedding such as bed sheets and pillows, etc must be properly provided for the
children of different ages. They must be hygienic, clean, adequate and not shared among
the children.
3.4.3 Eating containers
The eating containers must be adequate for each child and made from the
materials, which are hygienic, non-toxic, durable and easy to clean.
3.4.4 Drinking water
There must be clean water containers with lids and hygienic drinking water.
3.4.5 Accessories for cleaning
The diapers, toothbrushes, toothpastes and towels must be adequately provided
for each child and not shared among them.
3.4.6 Tables and chairs
The tables and chairs should be variable in size, safe and suitable for the age of
the children.
3.4.7 Weight and height scales
At least I set of the weight and height scales must be provided.
3.5 Waste containers
There must be enough and hygienic waste containers both inside and outside the
buildings, and the waste must be daily eliminated.
4. Personnel
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4.1 Nursery owners
4.1. l Qualifications of nursery owners
1) At least 20 years old with compulsory education
2) Not the person who misbehave or are morally remiss, especially to
the children, or violate the child right
3) Never been sentenced to imprisonment; given light penalty or guilty
verdict caused by carelessness.
4) Possess a certificate of health from doctors verifying good health,
having no serious infectious diseases and not being insane or
mentally abnormal.
5) Having attended the orientation for the nursery owners held by the
Division of Child and Adolescent Welfare, Social Welfare
Department, Office of Provincial Social Welfare, Institute of Health
Promotion, Health Department, Labor Welfare Division, Labor and
Social Welfare Department, Institute of Bangkok Community
Development, Institute of Bangkok Social Welfare and Division of
Health Promotion, Health Institute of Bangkok
In case the owners are managers themselves, they must be qualified with all of
the manager's qualifications. In case the owners are the juristic persons, they must
appoint representatives who are qualified according to Clauses [I] - [5].
4.1.2 Responsibilities
The nursery owners must assign the managers to do as follows.
1) Run the nursery in accordance with the nursery standard for the
children under 3 years old.
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2) Take care of and be responsible for the children's well being with love,
warmth and equality through the time the children stay in the nursery.
3) Inform the parents or related persons to acknowledge and agree to obey
the regulations of the nurseries and have good relationship with them.
4) Give the parents and other people the opportunity to visit the nurseries.
5) Support the activities enhancing child development, personal training
and making community network.
4.2 Manager
I) At least 20 years old with compulsory education
2)

Possess educational qualification in early age development or
Bachelor's Degree in early age study or child development or pass the
training courses in the restricted curriculum or have at least I year's
experience on the development of children under 3 years old

3) Good know ledge of food and nutrition is needed.
4) Not the person who misbehaves or are morally remiss
5) No record of child abuse or child's right violation
6) Never been sentenced to imprisonment; given light penalty or guilty
verdict caused by carelessness
7) Possess health certificate from the doctors verifying good health,
having no serious infectious diseases and not being insane or mentally
abnormal persons
4.3 Babysitters
4.3.1 Qualifications of babysitters
I) At least 18 years old
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St Gabriel's Library, Ali'"

37856

'L

11

f:

2) At least 9 years' compulsory education and be self-motivated
learners.
3) Pass the training course on how to take care of children in
accordance with the main standard curriculum for babysitters of
children under 3 years old before starting working or within 3
months
4) Not a person who misbehaves or is morally remiss
5) No record of child abuse or child's right violation
6) Never been sentenced to imprisoned; the light penalty or the guilty
verdict caused by carelessness can be exempted
7) Having good health and pass the physical check-up before working.
A health certificate from a doctor is needed and there must be
physical check-up at least once a year.
8) Having good mental health, not the person who misbehaves or is
morally remiss and a drug addict
9) Having maturity and proper personality mentally, emotionally and
socially, and be willing to treat children with love and tenderness
I 0) Calm, cool, hardworking and patient
4.3.2 Proportion of babysitter and number of children
One babysitter per a maximum of 3 children of 0 - I year old
One babysitter per a maximum of 6 children of I - 3 years old
4.4 Cooks
The cooks must possess the knowledge and experience in nutrition for early age
children as well as having the same qualifications as the owner except for Clause [5].
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They must be clean with no serious infectious diseases and also possess health certificate
from a doctor.
5. Service types
5.1 Food and nutrition
For eacb meal, milk and nutritious foods are emphatically provided for the
children in proper quantity for their ages. They are also trained to have good eating habit,
and the daily food menu is scheduled in advance and shown on the notice board.
5.2 Health
The weight and height of the children must be measured, and the parents will be
advised on the immunity as restricted by the Department of Public Health. Personal
health history of each child is recorded (using the health record book for children) in
order to inform the parents and obtain their consented.
In case the children are sick, they must be closely taken care of and first aid
treated or taken to the doctor. In case of serious illness, the parents must be informed
immediately.
5.3 Overall child development
Children must be taken care of with love and attention. The activities are
provided for the children to develop the sense perception and movement. Let the children
observe, explore, search and try to solve problems as well as to learn from the real
situations and learning aids are appropriate in terms of security and suitability to the
children' ages. Let the children choose the various activities based on their interest and
prepare the environment supporting interaction among children and adults, and teach
them how to live in the society as well as train them self-discipline and proper emotional
expression.

13

5.4 Knowledge and participation of parents
The orientation is organized in order for the personnel concerned to have good
relationship with the parents and regularly meet and talk to them. The parents are
provided with the information source of how to take care of their children's health, dental
health and child development as well as advice on the child problem.
5.5 Toys and play equipment for child development
Toys and play equipment must be adequately provided both indoors and outdoors.
They can be modified or invented from local materials, natural materials or the scrap of
materials that are safe, varied and proper to the children' ages.
6. Security
6.1 Security system
6.1.1 equip the nursery building with the security system or circuit
breakers.
6.1.2 equip the building with at least I fire extinguisher on each floor.
6.1.3 the plugs must be equipped with at least I - 5 meters from the floor;
if they are lower than 1.5 meters, there must be the safe lids to prevent the children from
inserting something inside. The multi-purpose wire should be avoided.
6.1.4 the electrical equipment and accessories made from the vulnerable
or sharp materials. If they are made from wood, there must be no rough surface or sharp
corners.
6.1.5 Medicine and first aid cabinet must be reachable but out of reach of
children.
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6.1.6 there must be the slippery preventing rug in the bathrooms and
toilets, and the chemical substances or detergent must be safely kept out of reach of
children.
6.1.7 the nursery gate must be locked; only the staff can open it and a
doorbell must be installed. For the kitchen, there should be a door that the children
cannot enter.
6.1.8 there must be no pit or pool as well as trees with thorns around the
building, which may be harmful for the children
6.1.9 equip the building with the disease carrier protectors and the
measure of hygienic prevention.
6.1.10 Strong cabinets or shelves for keeping the accessories and learning
aids must be provided. The accessories that may be harmful must be kept out of reach of
children.
6.2 Be ready for emergency
6.2. l rehearse how to prevent dangers for the staff and children at least
once a year.
6.2.2 Train the staff how to do first aid treatment in case of accidents and
emergency.
6.2.3 the emergencies phone numbers and first-aid kit must be visibly
provided available.
6.2.4 there must be a record book of child health and development such as
the record book of mother and child health by the Health Department when the children
are taken to see the doctors.
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7. Hygienic environment
7. I Internal building
7.1.l Light
There must be enough consistent light throughout the room favoring the activities
prepared for child development. (The light intensity in the activity room should be
between 200 - 400 luxes, bedroom I 00 - 150 luxes, bathroom or toilet about 200 luxes.
7.1.2 Noise
The noise must not be too loud;
- The pitch inside the building while the children are sleeping is not over 35 - 40
decibels, while doing activities 45 - 50 decibels.
- The pitch outside is not over 70 decibels.
7 .1.3 Air ventilation
The air in the room must be ventilated; the areas of windows, doors and wind
vent hole are totally about 20 % of the room area.
In case it is a glass room or located near the polluted plant, the air conditioner and
air treatment system must be equipped properly, the child areas must be no-smoking
area.
7 .1.4 Floor condition inside the building
The floor must not be slippery and damp; it should be wood or paved with the
materials that are safe from accidents.
7 .1.5 Stairway
The width of the stair is at least 1 meter; that of stair rest not less than the stair
width. Vertical bars must not be higher than 17.5 centimeters; horizontal bars at least 20
centimeters. There must be the railing and stair bars, which are at least 90 centimeters on

16

each step. The height of railing must be suitable for the children to reach and the space
between each bar must not be over 15 centimeters for the child's security. In case of
existing stairway, it should be modified in accordance with the restricted standard.
7.2 External building
7.2.1 Fence
There must be an enclosing fence for the child safety and at least 2 entrance-exits.
In case of one entrance-exit, it must be about 2 meters wide.
7.2.2 Pollution
I) The waste must be eliminated daily and properly.
2) The environment must be safe, hygienic and distant from the
temptation site; not too much dust, smell or noise.
7 .2.3 Outdoor play area
There must be a space of at least 2 meters per I child to play. The outdoor play
equipment must be safe and proportionally adequate to the number of children.
In case the outdoor play area cannot be provided, the indoor area with the space
as restricted may be modified for use instead or the outdoor activities may be arranged in
other places that are appropriate such as the temple area or the Public Park, etc.
7.2.4 Balcony
The width of balcony must be at least l.5 meters and l.75 meters in case there are
seats provided. The balcony edge must be at least 70 centimeters high from the seat.
8. Follow-up and counsel on the child's development
8.1 Performance follow-up and assessment
8.1.1 Assessment of child development
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I) For child health, the record book of the mother and child (Health Department)

or report form of child development (Department of Public Welfare) or the form of child
behavior indication (other organizations) is used to record the weight and height every
month as well as the immunized injection. In addition, the ailment history and treatment
are periodically recorded at least once per 3 months.
2) For child development, the record book of the mother and the child (Health
Department) or report form of child development (Department of Public Welfare) or the
form of child behavior indication are used, and the parents are regularly informed at least
once a month such as on the suspected behaviors which may cause problems. In
assessing the child's development, the observation may be used to start a conversation
with her about the child's performance. In addition, the parents must take part in
assessing the child's development at least twice a year.
8.1.2 Performance assessment of babysitters
I) For internal assessment, the managers have to assess the babysitters'

performance every 6 months on the knowledge, ability, babysitting skill in accordance
with the standard as well as the attitude and satisfaction of the babysitters on their
responsibility and of the parents on the babysitters' performance.
2) External assessment is in accordance with the restrictions of the organizations
responsible for early child development.
8.1.3 Assessment of nursery's performance
The

involved organizations must assess the

nursery performance

consideration for establishment permission and the permission renewal as follows.
I) Management on building, accessories and hygienic environment
2) Financial and personal management

for
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3) Management and services for child development
(Office of the education council, 2002)

Service Quality

The service quality is a concept of fashionable business all producers cannot
abandon or ignore. Since 1970, western industrialists have alerted and emphasized on the
service quality because of the competitive quality, price, design and service from Asia.
This has impacted on many products of Europe and the United States. So, the definition
of "Quality" used by the producers has been changed to meet the customer needs.
Customers who become the most important factor in many industries take part in the
product development in both terms of quality and service. From the data of USA
government, the portion of service industry is 70% of all products and also in Japan, the
portion of service industry is 60%. Hence, service industry also plays an important role in
the economy and security of the country as well (Kietbanlua, 1999).
Fortune magazine summarized the research of service quality in 55 companies in
USA. The outstanding features making these companies succeed in the service quality
are as follows: I . Strategic set up to reinforce the excellent service quality within the
organization.
2. New technological adoption for easier communication and more convenience
for the customers.
3. Service quality assessment to accurately respond to customers' expectation.
4. Setting up the system that could track the customer satisfaction from past to
present in subject of punctuality, courtesy, company image and so on.
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5. Setting up the department to be responsible for the service quality in the
company thoroughly.
6. Providing training programs to push all employees to achieve the
organization's target.
Moreover, the model of service quality effectiveness that supports the success of
service consists of seven elements: 1. Customer satisfaction and beyond
2. Quality assurance
3. Method, systems and technology
4. Quality awareness
5. Training
6. Involvement
7. Recognition
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Figure 1.1 Service Quality Effectiveness Model

SERVICE QUALITY EFFECTIVENESS
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Source: Spechler, J. W., When America Does It Right: Case Studies in Service Quality,
Institute oflndustrial Engineer, Norcross, GA 1988

The model was presented by Spechler (1988) to all customers in the organization,
both internal and external customers. All employees have to realize their responsibilities
to effectively serve quality service and understand who their customers are in order to
aim at the utmost objective with customers' satisfaction.
There are many researchers such as Howat, Murray & Crilley (1999) who
searched on the conceptualization and measurement of customer satisfaction. Perceived
service quality has been strengthened and further research in the area has been conducted
by managers and researchers to understand and meet customer demands. Improving and
maintaining the consistency of high quality service is one of the emphases often seen in
the missions of a large number of corporations. Also, Finn and Lamb (1991) mentioned
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that defining and understanding service quality is still unclear due to its difficulty and
indistinct characteristics. The definition and measurement quality is more complicated
when the quality is associated with the intangible aspects of service as compared to the
tangible characteristics of physical products. Then the question "How is the service
quality related to the success of business?" may occur in someone's mind. Webb (2000)
answered about the customer retention or recognition that the customer retention has
been defined as the customer's intention to repurchase and willingness to recommend to
other potential customers. This customer retention is significantly affected by customer
satisfaction with the marketer's services. Customer satisfaction is an outcome of the
disconfirmation arising from the inconsistency between their prior expectation and actual
perception. On the other hand, Mullin, Hardy, & Sutton (2000) mentioned that
satisfaction is a main factor of marketing processes and purchase culmination, and
contributes to post-purchase behaviors such as attitude change, repeated purchase, and
brand loyalty.

For the service sector, Christopher and Scheuing (I 993) defined that leaders in
service business, manufacturing companies, government agencies, and nonprofit
organizations realize that they must instill and practice service quality throughout their
organizations to survive and grow. Service qua! ity is the strategic imperative that must be
perceived and emphasized in every corner of the organization because it satisfies
customer needs, improves work processes, increases productivity, reduces costs and
enhances profitability. To support this statement, Howat et al. (1999, p.43) implied that
where customers have an ongoing need or desire for a service, the gaining and retaining
of customers is referred to as relationship marketing. They revealed that such true

22

customers are invaluable, and their loyalty often means long-term profits for the service
providers. The concept regarding their favored product or service definitely has
significant positive impact on the provider's profitability. In addition, some researchers
(Chang, 1998; Chong, Rungic & Murray, 1997) pointed out the importance of providing
services that meet customer expectation and make them satisfied in order to be successful
in the business. They stated that keeping customers is usually more important and
difficult than to obtain customers. Therefore, it is essential to understand customer
expectations and then to offer quality service through the capable delivery system to
enhance their satisfaction level so as to keep the customers. Also, Payne (l 993)
expressed the opinion that there are many reasons for the growth of the services sector.
These can be divided into demographic changes such as the development of new towns
and regions. These have increased the need for infrastructure and support services. Social
changes caused by the changes in the quality and greater complexities of life have
resulted in the demand for a wide range of services and the improved quality. With
economic changes, globalization has increased the demand for communication, travel,
and hospitality service. Political and legal changes, for example, internationalism has
increased new demand on legal, other professional services, and huge infrastructure of
service departments.

The reasons for the growth in service industry in the point of view of Schoell,
W.F.& Ivy, J.T. (1981) are as follows:
I. Increasing ajjluence: Greater demand for lawn care, carpet cleaning and other

services that the consumers used to manage themselves.
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2. More leisure time: Greater demand for travel agencies, travel resorts, adult education
courses.
3. High percentage of women in the labor force: Greater demand for daycare nurseries,
maid service.
4. Greater life expectancy: Greater demand for nursing homes and healthcare services.
5. Greater complexity of product: Greater demand for skilled specialists to provide
maintenance for such complex products as cars and personal computers
6. Increasing complexity of life: Greater demand for income tax preparation, marriage
counselors, legal advisers, and employment services.
7. More concern about ecology and resource scarcity: Greater demand for purchased or
leased services, such as door-to-door bus service and car rental instead of car
ownership.
8. Increasing number of new products: The computer-sparked development of such
service industries as programming, repairing, and online communication.

Currently, the new ideas in service quality on better understanding of how the
customers are affected by service quality, how a firm implements and measures service
quality and how the trends are likely to affect service quality management in the firm.
Effectively managed service quality requires a clear understanding of what service
quality means to the customers. Therefore, the nature of service quality, customer
satisfaction, customer expectation, and perceived service quality of the customers should
be studied in order to understand how these factors interact.
Most researchers who studied about service quality often defined that the service
quality is the difference between customer's expectation and customer's perception. It is
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difficult to assess the service quality accurately and suitably in the limited time. The
differences between the expectation and perception have been assessed by using a
survey-based approach that required the customer to answer the questions between
expectations and perception at the same time after using a service. The SERVQUAL
scale developed by Parasuraman, Zeithaml, and Berry (1988) incorporated a
measurement of consumer expectations before a service encounter with a measurement to
the same consumer's perception of outcome after a service encounter. This specific
matched response-approach, using pre - and post - experience measurements, results in a
very rich look into consumer attitudes and further thinking about the service quality
assessment.
Five dimensions of service quality (tangible, reliability, responsiveness, assurance
and empathy) identified in the SERVQUAL model have been used to assess overall
service quality of companies. The SERVQUAL model is seen as Gap-theory analysis,
which includes: Gap I is between consumer expectation and management perception.
Gap 2 is between management perception and service quality specification.
Gap 3 is between service quality specification and service delivery.
Gap 4 is between service delivery and external communication.
Gap 5 is between perceived service and expected service.

This study concerns only Gap 5, which is the difference between parents'
expectation and perception of childcare nursery service by focusing on the nurseries
which have been granted a reward from Child and Youth Welfare Division, Department
of Public Welfare in 200 I.
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In order to be successful in the business, besides gaining high income and market

share, being recognized as a good nursery in parents' mind is also necessary. The owners
should realize that childcare nursery is a kind of service business which aims at giving
the most satisfaction in the child development in physical, mental, social and so on. The
parents have the expectation of the service provided by the nurseries so the perception of
the parents after selecting those nurseries should be analyzed as well. The researcher
believes that the information will be the advantage for current nursery owners and other
people who are interested in investing in the nursery business.

Statement of the problem

There are a great number of childcare nursenes in Bangkok established for
serving the customer need in the market. The industries have to focus on customer
satisfaction by considering quality improvement, which benefits the business and
necessarily enhance effective competition; the result of this research is used to determine
the customers' expectation and perception to solve the problem as follows: l. Is there a difference between parents' expectations and perceived service quality
of the awarded childcare nursery in Bangkok?
2. Is there a difference between parents' expectations and perceived service quality
of the awarded childcare nursery in Bangkok when classified by five dimensions?
3. Is there a difference between parents' expectations and perceived service quality
of the awarded childcare nursery in Bangkok when segmented by demographic
factors?
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Research Objectives

The purpose of this research is to study service quality of the childcare nurseries
in Bangkok in the points of view of the parents who use the service provided by the
awarded childcare nurseries by considering the differences between customer expectation
and perceived service quality of nurseries in Bangkok. The research has the. following
objectives: I. To identify the difference between parents' expectations and perceived service

quality of the awarded childcare nurseries in Bangkok.
2. To identify the difference between parents' expectations and perception of service
quality provided by the awarded childcare nurseries in Bangkok when divided into
five dimensions - tangible, reliability, responsiveness, assurance, and empathy.
3. To identify the parents' view on which of the five SERVQUAL dimensions is the
most important factor when categorized by tangible, reliability, responsiveness,
assurance, and empathy.
4. To identify the difference between parents' expectations and perceived service
quality of the awarded childcare nurseries in Bangkok when classified by
demographic factors - income levels, education levels, occupation, age levels,
purpose of using nurseries, and number of parents' child in childcare.

Scope of the research

This research studying the difference between parents' expectations and
perception of nurseries in Bangkok area focuses on the parents who are using the service
from the awarded childcare nurseries of 200 I: Bangkok. The information from Child and
Youth Welfare Division of Department of Public Welfare has indicated that there are 506
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childcare nurseries in Bangkok while only 19 of them provided the excellent quality and
followed the standard under the regulations of the Department of Public Welfare. So the
Office of the National Education Commission coordinating with the department of Public
Welfare gave certificates of best quality award to the 19 standardized nurseries in
Bangkok. The target population is the parents of the children of age between newborn
(babies) -3 years old. The sample group is the parents of children who use the service of
those awarded childcare nurseries.
The variations of this research include: I. Independent Variables: the demographic factors classified by income level,

occupation, education level, age, the purposes of using the nurseries and
number of children the parents take into childcare nurseries.
2. Dependent Variables: expected and perceived service quality of the parents
when classified by five dimensions - tangible, reliability, responsiveness,
assurance and empathy.

Limitations of the research

In this research, the researcher found some limitations that might affect the result.
The list of the awarded nurseries in 2001 consisted of the public and private nurseries,
which are quite different in terms of the expenses. This can impact the expectation and
perception of each parent, and furthermore, the time of interviewing or answering the
question may affect the result of the research; the prior expectation and perception of the
parents have been different because of the bias which has just occurred. So the researcher
could not control the answers of respondents concerning the expectation and perception
before and after using the service of the nurseries.
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However, this study focuses on only Gap 5 to understand the service quality, and
the customer expectation and perception of the service quality are used. The remaining
Gaps have not been mentioned in the questionnaire for this study.

Significance of the Study

According to the objectives, the researcher studies the differences between the
expectation and perception of the parents who use the service provided by the awarded
childcare nurseries. This is how to identify the true needs and expectation of the parents
including the actual perceived service quality. The result of this study would primarily
benefit any entrepreneurs who are interested in nurseries business so that they can know
the requirements, expectation of parents and learn the excellent quality from these
awarded childcare nurseries. Also, this would benefit any current owners of childcare
nursery for finding out the weakness of their places and improving their services to meet
the parents' satisfaction as well. Further, this research could serve as a guideline for other
researchers who wish to study the related fields.

Definition of Terms

Childcare Nursery: the place that provides the service of taking care of the
children not over seven years old of age and have over 5 children in that place. Those
children have no relation with baby sitters or anyone in that nursery. This place does not
include nursing home or kindergarten (The announcement of revolutionist commission
vol.294, 1972).
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Customer: an individual or group of individuals to whom you provide one or
more products or services (Smith, 1994). For this research, customers are the parents who
use the service of the childcare nurseries.
Customer expectation: the performance of a service that customers need in the
first time before using that service and is taken to be the reference of perceived service
quality.
Customer perception: the process by which an individual selects, organizes and
interprets the stimuli into a meaningful and coherent picture of the world (Schiffiman and
Kanuk, 1987).
Perceived service quality: the definition as the discrepancy between how the
customers feel a service provider should offer and their perception of what the service
provider actually offers (Parasuraman et al, 1988).
Quality: the totality of features and characteristics of a product or service that
bears on its ability to satisfy stated or implied needs (Kotler, 1997).
Service: any activity or performance, which can offer to another that is essentially
intangible and does not result in the ownership of anything. Its production may or may
not be tied to a physical product (Kotler, 2000).
Service Quality: the extent of discrepancy between customers' expectations or
desires and their perceptions (Parasuraman, Zeithaml, and Berry, 1990).
The awarded childcare nursery: the nursery that obtained a certificate to assure
that its quality is in accordance to the standard of the regulations of the Department of
Public Welfare. For this research, the focus is on the awarded childcare nurseries in
Bangkok as listed below: I. Childcare Toong-song-hong
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2. Childcare for government official Public Welfare
3. Childcare Public Health 17 (Pra-cha-ni-ves)
4. Childcare Wit-ta-yu Kan-bin
5. Childcare Gong-tap-rua Cha-lerm-pra-kiet
6. Childcare R.1 Pan I Ror.
7. Ban-dek-chu-la
8. Nursery Peeraya Nawin (Phaholyothin)
9. Nursery Peeraya Nawin (Thad-tong)
10. Nursery Ban-sri-na-ka-rin
11. Pranee Nursery
12. Ke-ha-chum-chon (Huay-kwang)
13. Hathaisiam Children care
14. Darika
15. ATG Nursery
16. Sarin
17. B unyarak
18. Thepsanit
19. Mahanak Nursery

Gap 5: Parasuraman, Zeithaml, and Berry (1990) defined the ideas that the
perceived and expected service is consisted of five dimensions:
I. Tangible - the appearance of physical facilities, equipment, personnel and

communication materials.
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2. Reliability - the ability to perform the promised service dependably and
accurately.
3. Responsiveness - the willingness to help customers and provide prompt service.
4. Assurance - the knowledge and courtesy of employees and their abilities to
convey trust and confidence.
5. Empathy - the caring and individualized attention the firm provide to its
customers.
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CHAPTER II
Review of Related Literature and Studies

This research is to identify the difference between parents' expectations and
perceptions of service quality to the awarded childcare nurseries.

This chapter begins

with the related theory and follows up with the overview of the nursery childcare that
would be useful for more knowledge in historical data. Lastly, the researcher brings the
interesting previous studies of service quality in order to enhance more understanding for
this related study.
The step-by-step sequence in this chapter is as follows: -

I. Service, the characteristics and classification

2. Quality
3. Service quality

4. Customer expectation
5. Customer perception

6. The service gap theory
7. Childcare Nursery in Thailand
8. Previous studies

2.1 Service
Most services are intangible. The manufacturing specifications in part of unique
quality can rarely be set because they are performances rather than objects
(Milne&McDonald, 1999). Therefore, they cannot be measured and verified in advance
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of sale to assure quality. Their performance often varies from producer to producer, from
customer to customer, and from day to day (Mullin et al., 2000).
Bessom (1973) defined that for the consumer, services are any activities offered
for sale that provide valuable benefits or satisfactions; activities that he cannot perform
or he does not choose to perform by himself.
Blois (1974) presented that a service is an activity offered for sale, which yields
benefits and satisfactions without leading to a physical change in the form of a good.
Lehtinen ( 1983) explained that service is an activity or a series of activities which
take place in interactions with a contact person or a physical machine and which provides
consumer satisfaction.
Gronroos (1990) mentioned that service is an activity or series of activities of
more or less intangible nature that take place in interactions between the customer and
service employees and/or physical resources or goods and/or systems of the service
providers, which are provided as solutions to customer problems.
Kotler and Armstrong (1997) also mentioned "Service is a benefit offered by one
party to another that is essentially intangible and does not result in the ownership of
anything".
There are four distinguishing characteristics of services: (a) intangibility, (b)
inseparability, (c) perishable, and (d) variability (Kotler & Armstrong, 1997). Each can
be explained as follows: (a) Intangible: It cannot be tactile, audible, or visual at the time they are purchased. Services are

produced and consumed simultaneously although the service providers are persons or
machines. Intangibility refers to the lack of tangible assets, which can be seen, touched,
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smelled or tasted to purchase. Services vary in the degree to which they are intangible.
However, for each of these services there are tangible items, which are used to perform
the service such as when travel by air: customers can see the airplanes and the pilots that
they will be flying with. The actual service outcome cannot be seen until the service is
performed or the event has taken place.
Services have several options. Those options include:
Stressing tangible cues
Using personal sources of information
Stimulating word-of-mouth communication
Encouraging employees to communicate with customers
(b) Inseparability: The provider-consumer relationship makes services inseparable from either the
server or the person being served. Inseparability is the simultaneous production and
consumption of services. Goods can be produced and then sold at a later time but
services cannot. Service must be performed and consumed at the same time; the quality
of the service is highly dependent on the ability of the service provider and the quality of
interaction between the service provider and the customer.
(c) Perishable: Perishable of a service means the service cannot be inventoried or stored. The
nature of the services can be determined by many factors such as the skill and training of
the persons that provide the services, providing the services or the circumstances of the
delivery. Perishable can cause the reverse to occur. Demand can be greater than supply.
To reduce the negative impact of perishable, services must develop strategies to
cope with fluctuation demand. The goal of these strategies is to achieve parity among
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three. At the optimum, demand will equal supply, which in tum will equal capacity. This
goal can be accomplished by making simultaneous adjustment in demand, supply, and
capacity.
(d) Variability: •
Variability refers to the unwanted or random levels of service quality customers
receive when they patronize a service. Different service providers can deliver the same
service in a different manner even though the same person may not provide the same
service constantly because of different situations and different requirements of the
customers. The service quality depends on "who provides them, as well as when, where,
and how they are provided" (Kotler & Armstrong, 1997).
In addition, service can be grouped with different categories following up its
nature based on the extent of interaction between the customers and the personnel of the
organization. Chase and Tansik (1983) identified three types of service by: •
(a)

Pure service ·Customers must be present for service production (e.g., fastfood restaurant, nursing home).

(b)

Mixed service • there are both face-to-face as well as back office contact
between the organizations and the customers (e.g., commercial airline).

(c)

Quasi-manufacturing service - face-to-face contact with the customers is
not necessary (e.g., credit card, long distance telephone company).

Most of the services contain both of these high contact and low contact elements.
For example, banking has the high contact branch operation (e.g., persons who take care
of customers' transactions) and the low contact back office (e.g., audition personnel).
Since the nature of high and low contact services is different, there is also a difference in
their quality attributes and their implementation (Bitran and Hoech, 1990).
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2.2 Quality

Quality is an ambiguous understanding. It might be difficult to define because of
the effect of different circumstances on quality.

Different things and the substance and

determinants of quality might be undefined (Parasuraman, Zeithaml, and Berry, 1985).
Also, Buzzel and Gale (1987), p.111) stated that "Quality is whatever the customers say
it is, and the quality of a particular product or service whatever the customer perceives it
to be." However, quality might be defined in one of the three ways (Genestre and Herbig,
1996): (a)

Quality is conforming to specifications.

(b) Quality is fitness for use.
(c) Quality is innate excellence.

2.3 Service quality

Many researchers defined service quality in line of service and quality as a form
of attitude related, satisfaction and results by comparison of expectations with perception
of performance.
Lehtinen U. and Lehtinen J.R. (1982) mentioned that service quality is produced
in the interaction between a customer and elements in the service organization. Three
quality dimensions are used to support their concept as follows: (a) Physical quality - Include the physical aspects of the service (e.g., equipment,
building).
(b) Corporate quality - Involve the company's image or profile.
(c) Interactive quality - Derive from the interaction between contact personnel and
customers as well as between some customers and other customers.
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Lewis and Booms cl983J found that service quality is a measure of how well the
service level delivered matches customer expectations. Delivering quality service means
conforming to customer expectations on a consistent basis.
Parasuraman, et al (1985) stated many interesting themes regarding service
quality " (I) 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. (3) Quality evaluations are not made solely
on the outcome of a service and they relate evaluations of the process of service
delivery".
Rust and Oliver (1994) mentioned that service quality is by nature a subjective
concept, which means that understanding how the customer thinks about service quality
is essential to effective management.
Bitner and Hubbert (1994, p.77) defined service quality as " the consumer's
overall impression of the relative inferiority/ superiority of the organization and its
services".

Chalermratana (1996) defined service quality as a way that firms provide service
to meet customer needs, the level of capability of service provider to meet customer
expectations, and customer satisfaction after perceived service quality.
Zeithaml, Berry and Parasuraman (1996) premised that service quality is one of
the components that affect the profits of an organization. The provision of high service
quality is critical to the profitability of an organization because of two reasons: (a) it
earns customer loyalty (customer retention), and (b) it enhances customer satisfaction.
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Professor Horovitz (2000) stated that if you cannot measure service quality then
you could not manage it. It is an old management maxim. But first it is essential to define
precisely what is to be measured, and the reasons for measuring it.
To improve what it is doing at present (today's quality of today's service).
To evaluate customers' ideal preferences in order to plan for the future.

Table 2.1: A Comparison of Service Quality and Product Quality
Characteristic Description

Product Quality

Service Quality

Measurable

Typically vague

Quantifiable standards Usually exist

Maintenance/ Reparability

Difficult

Usually designed to be easily repaired

Commonality

Heterogeneous

Typically mass produced and identical

Reliability

Variable

Consistent

Necessary

Not necessary

Necessary

Not necessary

Dependence upon proximate
physical facilities
Dependence upon proximate
provider
Human element (employees)

Absolutely necessary Not necessary

Customer expectation

Variable

Well understood

Source: Genestre, A. and Herbig, P. (1996) Service expectations and perceptions
revisited: Adding product quality to SERVQUAL. Journal of Marketing Theory and
Practice, 4(4), 72-82
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Genestre and Herbig (1996) explained the differences in Table 1 as " When
buying any product, the consumer can employ many tangible cues to determine the
quality, such as style, color, texture, feel, package, etc. But, when purchasing services,
the above mentioned tangible cues often do not exist. The consumers have to rely on
other cues to judge the quality. In such circumstance, tangible cues are limited to only the
physical properties of the service.
Gronroos (1984) compare Parasuraman et al. (1985) demonstrated that the quality
of a service to be perceived by customers has two dimensions, namely, a technical or
outcome dimension and a functional or process-related dimension. As shown in figure
2.1, Technical quality relates to what the customers received and as the result of the
buyer-seller interaction. Functionality quality is performance of the services/products and
is more leaned toward perception of the customers, as long as the tangible quality is
satisfactory.

Figure 2.1 Two Service quality dimensions

Total Qualit

Image
(Corporate/local)

Technical Quality
of the Outcome:
What

Functional Quality
of the Process:
How

Source: Gronroos (1990) Service management and marketing: Lexington Book, p.38
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Nowadays, service quality is considered to be one of the keys to success.
According to the most recent major publication based on the PIMS (Profit Impact of
Market Strategy) database, including information from manufactures and service firms'
customer perceived quality is found to be of exceedingly great importance to success
(Buzzell & Gale 1987, pp. I 03).

Perceived service quality
Gronroos, C. (1988) explained the Six Criteria of good Perceived Service Quality
as shown below: I. Professionalism and Skills

The customers realize that the service provider, its employees, operational
systems, and physical resources, have the knowledge and skills required to solve their
problems in a professional (process-related criteria).
2. Attitudes and Behavior
The customers feel that service employees (contact persons) are concerned about
them and interested in solving their problems in a friendly and spontaneous way cprocessoriented criteria)
3. Accessibility and Flexibility
The customers feel that the service provider, its location, operating hours,
employees, and operational systems, are designed and operated so that it is easy to obtain
access to the service and so that they are prepared to adjust to the demands and wishes of
the customer in a flexible way (process-oriented criteria).
4. Reliability and Trustworthiness
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The customers know that whatever takes place or has been agreed upon, they
can rely on the service provider, its employees and systems, to keep promises and
perform with the best interest of the customers at heart (process-related criteria)
5. Recovery
The customer realizes that whenever something goes wrong or something
unpredictable unexpectedly happens the service provider will immediately and actively
take action to keep them in control of the situation and find a new, acceptable
replacement (process-related criteria).
6. Reputations and Credibility
The customers believe that the operations of the service provider can be trusted
and gives adequate value for money, and that it stands for good performance and values
which can be shared by customers and the service provider (image-related criteria).
He also mentioned that good quality is perceived when the experienced quality
meets the expectation of the customer. If the expectations are unrealistic, the total
perceived quality would be low although the experienced quality measured in some
objective way is good. The expected quality is a function of a number of factors, namely,
market communication, word-of-mouth communication, corporate/local image, and
customer needs. Market communication can be classified as advertising, direct mail,
Public relations, and sales campaigns, which are directly under the control of the firm.
The firm controls indirectly the image and word-of-mouth factors. The outer impact on
these factors might happen but they are a function of the previous performance of the
firm. The needs of the customer have an impact on their expectations as well.
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Figure 2.2: The Total Perceived Quality

Expected
Quality

Total Perceived Quali

8\

r
•!• Market

communication
•!• Image
•!• Word-of-mouth
•!• Customer needs

Experienced
quality

Technical Quality:
What

Functional Quality:
How

Source: Gronroos, C (1988} Service Quality: P.12

2.4 Customer Expectations
Olson and Dover (1979) mentioned that consumer expectations are pretrial beliefs
a consumer has about the performance of a service that is used as the standard against
which service performance is judged. Also, Clow and Beisel (1995) defined that
expectations are consumer-defined probability of the occurrence of positive or negative
events when the consumer engages in some behavior.
Zeithaml et al. (1996) emphasized that customer's satisfaction is significantly
related to service quality, starting with the expectations that customers have when
making their choices. While Lovelock, Patterson and Walker (1998) stated that customer
expectations are pre-purchase beliefs about service provision that act as a standard or
reference point for judging post-purchase performance.
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Kasper, Helsdingen, and Vries Jr. {1999) gave an idea about the concept of
expectations that has been widely used in many studies about consumer behavior, "What
determines expectations and how these expectations are formed". People make certain
demands on certain services based on their own needs, values, etc. Hence, expectations
are very individualistic and not stable in the sense of change followed by aspiration
levels at some moment in time. Expectations play a crucial role in framing satisfaction
evaluation as shown by figure 2.3.
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Figure 2.3: The disconflrmation of expectations model
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Berry and Parasuraman (1991) indicated two levels of expectations by: I. Desired Service Level that reflects the service the customer hopes to receive.

It is a blend of what the customer believes "can be" and "should be".

2. Adequate Service Level that reflects what the customer finds acceptable. It
also is a function of the customer's assessment of the service.

The difference between the desired service level and the adequate service level
can be called the zone of tolerance that customer considers satisfactory: "the extent to
which customers recognize and are willing to accept heterogeneity''. In their focus group
interviews, these scholars not only found considerable variation in customers' tolerance
zones between various services, or between various service attributes, but also that they
vary (expand or contact) over time, even for one particular service. This depends on the
specific situation or need to be fulfilled.
Parasuraman and Berry (1993) summarized four main sections of service quality
in their conception model as shown in figure 2.4: I. The expected service component consisting of the desired service level and

the adequate service level and-consequently -the zone of tolerance.
2. The antecedents of desired service to beas enduring service intensifiers (stable
factors that lead the customer to a heightened sensitivity to service) and
personal needs.
3. The antecedents of adequate service such as transitory service intensifiers
(temporary usually short-term individual factors that lead the customer to a
heightened sensitivity to service) perceived service alternatives self-perceived
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service roles (customers perceptions of the degree to which they themselves
influence the level of service they receive) and all kinds of situational factors.
4. Antecedents of both predicted and desired service such as the explicit service
promises made in advertising or personal selling, the implicit service
promises (e.g.

derived

from

tangibles

communications, and past experiences.

or price),

word

of mouth
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Figure 2.4: Nature and determinants of customer expectations of service
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Parasuraman et al. (1988) indicated that expectations in the satisfaction literature
have been operational as predictions of service performance, while expectations in the
service quality literature are viewed in terms of what service providers should offer.
Miller (1977) mentioned that minimum tolerable expectation and the bottom level
of performance acceptable to the customer experience-based norms. A performance level
below the tolerance zone will engender customer frustrating and decrease customer
loyalty. If a performance level is above the tolerance zone, it will pleasantly surprise
customers and strengthen their loyalty. In addition, evidence for this explanation are that
customers' expectation levels for both desired service level and adequate level are
dynamic and fluctuate in response to a variety of factors, which include enduring service
intensifiers, personal needs, transitory service intensifiers, perceived service alternatives,
self-perceived service role, explicit service promises, implicit service promises, word-ofmouth communications and past experience.

Kotler, Boven, Maken (1996) discussed that expectations are based on the
customer's past buying experiences, the opinions of friends and associates, marketing,
competitor information. They addressed that the expectations of guest are formed by
company image, word-of-mouth, the company's promotional efforts and price.
The expectation includes what customers think "should" happen, what customers
think "will" happen, what customers "realistically expect" to happen and what customers
regard as their "service ideal". While intangibility of service, and services trend to be
acted and processed yielding psychological experiences more than physical possessions
(Schneider and Boven, 1995).
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Kurts and Clow (1998) asserted that anteceded consumer expectations are
impacted by an individual's personal philosophy of service, situational factors, and the
firm-related factors of service personnel, tangible cues, other customers, firm image, and
pre-service waiting. These antecedents can be explained in Figure 2.5.

Figure 2.5: Antecedents of Consumer expectations
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Services marketing, 1998, p. 70
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They also discussed the role of consumer expectations. Customer expectations are
important during all three stages of purchase process as follows: I. During the pre-purchase phase, consumer expectations will influence which firm
is patronized. The higher expectations a consumer has for a specific company,
the greater the probability that or she will purchase from that firm.
2. During the service encounter, customers will compare the service they are
receiving to what they expected. The predicted level of service, the adequate
level of service, and zone of tolerance may change but the desired level of service
will seldom change. The major factor influence expectations during the service
personnel. As they communicate with the customers, expectations may change.
3. In the post-purchase phase, future patronage decisions will be based on how
closely the service experience met the expectations of customers. Consumer
expectations are the basis for evaluating service quality. If expectations are met
or exceeded, consumers are satisfied. If expectations are not met, consumers are
dissatisfied. Over time, the zone of tolerance will change depending on the level
of service quality provided by a service firm.

Dabholkar (1996) found that a multiplicity of customer's expectations had been
realized when deciding to purchase a product and patronize a store. He mentioned the
customers' criteria involving the elements significantly affecting the level of their
expectations such as the merchandise assortment, service, clientele, physical facilities,
convenience, store atmosphere and effects of promotion campaigns.
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2.5 Customers Perception
Perception is a process by which an individual selects, organizes and interprets
stimuli into a meaningful and coherent picture of the world (Schiffman and Kanuk,
1987).
Skinner (1994) defined that perception is a process through which people select,
organize and interprets information inputs and gives them meaning.
Customers use their five senses: - sight, hearing, taste, touch and smell to size up
hospitality and travel services and industry's promotional messages. They must not only
be motivated to buy but also be perceived that a service will satisfy their needs and want.
The perceptual process that makes people have different views of the world is as follows:

I. Perceptual screens or filters
The customers screen out the majority of the stimuli of messages to which
they are exposed.

2. Perceptual biases
The customers twist the information to match their pictures of the world. Even
though an advertising message makes it through perceptual screens, customers
may alter it so much that it bears no resemblance to what was intended.

3. Selective retention
The customers select the messages and hold longer to information that
supports their predispositions, belief and attitudes.

4. Perceptual process or closure
The customers tend to see what they want to see, customers will round out
their images of the companies that are created by advertising. Further, the
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degrees about customer perceptions of hospitality and travel service are more
likely to: - Screen out information, which they are already familiar.
Notice and retain information related to a need of which they are aware/ want
or one that they are actively trying to satisfy.
Buy services that match their perceived images of themselves.
Notice and retain things that stand out from the norm.
- See things that they anticipate seeing.
Notice infonnation from hospitality and travel organizations and destinations
with which they have had successful previous experiences.
- Attach greater credibility to interpersonal rather than commercially generated
information.

Bolton and Drew (1991) mentioned that service providers must be aware of the
subjective and selective character of perceptions in general and quality perceptions of
consumers in particular. It not only concerns the perception of the service but also the
perception of the service delivery process. The resulting attitudes about a particular
service provider may change over time. Perceptions perform the reputation and image of
the service provider. It is important to realize that reputation is a key factor in services
and customer's decision-making process. The consumers try to find some justification
and knowledge of the service provider to make the right decision.
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2.6 The Service Gap Theory

Both Hill (1996) and Parasuraman et al. (1985) indicated that there were five gaps
between the customers and the service providers. The model developed by Hill (1996)
pointed out that of all the five gaps identified to a larger overall gap caused a customer to
be dissatisfied was the big gap between expectations and experience. These gaps are: (a) The promotional gap - the difference between the information provided by
the organization and the standards actually delivered.
(b) The understanding gap - exists when the top management of the organization
does not understand the expectations and priorities of the customers
accurately.
(c) The procedural gap - the difference between the expectations of the
customers and the information operating procedures of the organization.
(d) The behavioral gap - occurs when the transaction of the service is different
from its specification. Human factors are a major cause of this gap.
(e) The perception gap - a difference exists between the perception of customers
and the intended service provided by the organization.
In addition to Hill's model, another five gaps model exists which is much more
distinct than what was developed by Parasuraman et al. (1985). The model identified five
gaps between the consumers and the marketers, the five gaps are: Gap I: Customers' Expectations and Management perceptions Gap
This gap defines that management perceived the quality expectations
inaccurately. Service provider executives may not always be completely aware of which
characteristics connote high quality to customers. Managers do not know about certain
service features critical to meeting customers' desires; they might not know which levels
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of performance customers desire along those features. Parasuraman et al. (1985)
concluded that the lack of understanding (the gap) "between consumer expectations and
management perceptions of those expectations will have an impact on the consumer's
evaluation of service quality" (p.45).
Gap 2: Management's perception and Service quality specifications Gap
Though attempting to match or exceed consumer expectations, executives
sometimes find it difficult to deliver what the consumer expects. Management's
corrections of perceptions of customers' expectations are necessary, but not sufficient for
achieving superior quality service. A variety of factors such as resources constraints,
market conditions, and/or management indifference-may result in discrepancy between
management perceptions of consumer expectations and the actual specifications
established for a service. Consequently, it affects managers to make mistakes in
planning, lack exact goals in the organization, etc.
Gap 3: Service Quality specifications and service Delivery Gap
Even when there are guidelines existing for excellent services and treating
customers, high-quality service performance cannot be always guaranteed. This gap is
likely a number of constraints e.g. poorly qualified employees, inadequate internal
systems to support contact personnel, insufficient capacity to serve. In order to be
effective, the service standards should not only reflect customer's expectations but also
be backed up with adequate and appropriate resources (people, systems, technology).
The problem of the employees in adhering to the formal specifications for maintaining
service quality caused the employees of a service firm to play an important role on the
service quality perceived by consumers and those employees performance cannot always
be standardized. It affects service quality from the consumer's standpoint.
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Gap 4: Service delivery and External Communications Gap
This gap defined that promises given by market communication activities are not
consistent with the service delivered. External communications such as media advertising
can affect not only consumer expectations about a service but also consumer perceptions
of the delivered service. The promises have effects on consumers because they raise the
initial expectations but lowers perceptions of quality. Parasuraman et al. (1985)
concluded that "discrepancies between service delivery and external communications in
the form of exaggerated promises and/or the absence of information about service
delivery aspects intended to serve consumers well - can affect consumer perceptions of
service quality" (p.46).
Gap 5: Expected service and Perceived service Gap
The last gap, the perceived or experienced service is not consistent with the
expected service. The key to ensure good service quality is to meet or exceed what
consumers expect form the service.

Judgments of high and low service quality are

determined by how consumers perceive the actual service performance in the context of
what they expected. It can be concluded that quality is a function of the magnitude and
direction of the gap between expected service and perceived service.
Parasuraman et al. (1985) demonstrated that there are differences between
marketers and consumers, how a consumer perceives service quality depends on the size
and direction of gap 5 that is based on the nature of the other four gaps (I to 4). It is
associated with the design, marketing, and the delivery of service quality on the
marketer's side. So, gap 5 is the most important since it is what the consumers compare
and evaluate a service quality. See the conceptual model as shown in figure 2.6: -
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Figure 2.6: A model of Service Quality
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Gronroos (1990) illustrated a general framework for managing service quality as
shown in figure 2.7. Three groups of actors are involved: A. Management, B. Employees,
and C. Customers as in the following details: A. On the management level - the policies to follow are set. Analyses of market
demands and requirements in quality (I) and of internal perceptions of quality level and
performance among employees (2) are initiated. This knowledge of such specifications
and of desired performance can be implemented (4) External marketing programs (5) are
planned on this level, and quality control measurements (I) are made.
B. On the employee level the quality and performance standards are met by the
way the organization operates.

Employees in various functions perceive the quality

specifications (6). The employees interaction with customers (called contact persons) see
and feel signals from the market and have the opportunity to immediately and in a
flexible manner adjust to customer demands. They are in a position to follow up
customer demands and wishes as well as to control the quality of the service rendered in
the buyer-seller interactions immediately when changes in the initial demand and quality
problems occur (7) and the last, involved in producing and delivering the service (8)
C. On the customer level, it regards their quality whether it is acceptable or not.
Customers expect a certain quality (9) and experience a certain quality (I 0), depending
on what they receive and how they receive it. The quality is evaluated by the customers,
and the result of this evaluation is the total perceived quality, or, if we only look at the
service operations, the total Perceived Service Quality (11). This depends on how the
organization performs. The impact of external marketing programs (such as advertising
campaigns) on customer expectations must be considered as well.
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. Figure 2.7: A Service Quality Management Framework
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There are four possible outcomes as shown in figure 2.8 - under quality,
confirmed quality, positively confirmed quality, and over quality. Good quality, requires
experiences that at least equal expectation, or higher than expectations. Otherwise the
quality expectations of customers are not met. If the firm wants to make its customers
happy with its services, just acceptable quality might not be enough. Positive customers
interest in continuing the relationship with the service provider creates good word-ofmouth effects. If the perceived quality is too high, the costs of production are probably
not high. The cost-benefit cannot be justified for economic reasons and an over quality
may simply be perceived by the customer to exceed what is really needed. Over quality
may also give the impression that the service is overpriced, even if this, in fact, is not the
case.

Figure 2.8: The Quality Evaluation Options
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Other models such as the Gronroos-Gummesson Quality Model is based on two
models with two separate approaches to describe how quality is created:

the

Gummersson 4Q mode is based on a notion that everybody contributes to quality and
there are a number of different sources of quality in a firm and the Gronroos model of
Perceived Service Quality, which revolves around the dimensions of quality perception
as shown in figure 2.9.
For the Gronroos model of Perceived Service Quality, customers have previous
quality expectations before experiencing what the firm, in reality, offers. They also have
some kinds of image of the firm, which has a quality impact in itself and functions as a
filter. The customer perceived quality is the result of the evaluation of what was expected
taking into account the influence of the image of the organization.

Figure 2.9: The Gronroos-Gumersson Quality Model
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Parasuraman, et, al (1988) studied ten criteria used by consumers for evaluating
service quality as shown in Table 2.2 and Table 2.3: -

Table 2.2: The customers' view of service quality
Dimension

Definition
Appearance of physical facilities, equipment, personnel, and

Tangibles
communication materials.
Reliability

Ability to perform the promised service dependably and accurately.

Responsiveness

Willingness to help customers and provide prompt service.

Competence

Possession of the skills and knowledge perform the service.

Courtesy

Politeness, respect, consideration, friendliness of contact personnel.

Credibility

Trustworthiness, believability, honesty of the service provider.

Security

Freedoms from danger, risk, or doubt.

Access

Approachability and ease of contact.
Listening to customers and keeping them informed in a language,

Communication
which is understandable.
Understanding
Making the effort to know customers and their needs
The customer

Source: Valarie A. Zeithaml, A. Parasuraman, and Leonard L. Berry (1990) "Delivery
Quality Service: Balancing Customer Perceptions and Expectations, P.21
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Table 2.3: From ten to five dimensions
Ten dimensions

Five dimensions

Tangibles

Tangibles

Reliability

Reliability

Responsiveness

Responsiveness

Competence
Courtesy
Credibility
Security
Access
Communication
Understanding
the customer

Assurance

Empathy

l

Source: Parasuraman, A.; Zeithaml, V.A. & Berry, L.L. (1988). SERVQUAL: A
Multiple Item Scale for Measuring Consumer Perceptions of Service Quality. Journal of

Retailing, 64 (!), 12 - 40.

Tangibles include the service provider's physical facilities, their
equipment, and the appearance of employees.

Reliability is the ability of the service firm to perform the service
promised dependably and accurately.

Responsiveness is the willingness of the firms' staff to help customers and
to provide them with prompt service.
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Assurance refers to the know ledge and courtesy of the company
employees and their ability to inspire trust and confidence in the customer
toward the service provider.

Empathy is the caring, individualized attention the service firm provides
each customer.
An instrument called SERVQUAL was developed by Parasuraman, et al (1988)to
measure service quality. The instrument was based on the premise that service quality is
the difference between customers' expectations and their evaluation of the service they
received. The level of service quality is determined by subtracting the perceived service
score from the customer's expectation score for each of the questions. This method of
determining service quality is called the Gap Theory

2. 7 Childcare Nursery in Thailand

The first nursery childcare in Thailand was established in 1890 by a consort of the
Rama V (Thadang, 1981). The first is to emphasize taking care of the children in the age
range 0- I I years for girls and 0-13 years for boys. Most of them came from poor
families, orphans or crippled parents. The school was free of charge and all children had
to stay permanently till a set range of age. Mean while, primary education was always
developed till the year I 940 when the first governmental kindergarten was established in
the name of La-or-yu-tid school (Promvong, I 978) That was the initial and original
school leading to other kindergartens in both the government and private sectors.
However, the age of children that is able to enter kindergarten is over 3 years old so.
Many children below 3 years who do not enter kindergarten would be taken care of by
parents, grandpas, grandmas or relatives. Some of the families bad to hire nannies to look
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after their children because they had no relatives or needed to separate from the extended
family and be a nuclease family. With increasing requirements, nannies were not enough
to serve so the parents had to find the place, which could take care of their children.
Hence, the government had to consider the quality of nursery childcare and the quality of
nannies as well. The announcement of revolutionist commission vol.294, 1972 was set
up to establish standard child care centers for nursery children. The potential
entrepreneurs have to apply for licenses from the Department of Public Welfare, Ministry
oflnterior (Under ministry of Labor and Social Welfare in the present).

"How to range the target age group." In the drafting of the National Education
Bill in 1998, the age group, which could be eligible for early childhood services, would
be between newborn and 5 while ages 6 to 12 years are categorized into primary
education. Early childhood is also separated into two groups; newborn-3 and 3-5. In
details, services available for the first group will be focused on physical cares ranging
from full-fledged immunization to parents' education of child rearing (Koatbantoaw,
1998). The other group, 3-5, thus would be of interest for the inception of child learning
development, which basically takes place in both formal and informal learning
institutions.
For this research, newborn (babies)-3 years age group is identified to enroll in
nursery childcare. In cities where both the fathers and mothers work is a way of life.
Mothers can take care of their children only the duration of maternal leave. They can
legally take 90 days off with pay while the additional 60 days without pay is optional
(Family Report, 1995). After the day off, mothers have to go back to work so they might
need the service to take care of their children. Hiring personal nurses or maids, sending
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the children to be taken care of by their grandparents or relatives during the daytime, and
selecting the service of home care or nursery childcare are considered. In 1998, data on
Nurseries in I 998 (I 999) revealed that I ,340 nurseries have registered with the
Department of Public Welfare, 33.06 percent (443 nurseries) has steadily clustered only
in Bangkok. In 2001, data on Nurseries in 2001 (2002) presented that 1,512 nurseries are
the up to date data and 33.47 percent (506 nurseries) has clustered in Bangkok. The
statistics show the requirement of nursery childcare tending to higher or having more
interested people wishing to invest in this service.

2.8 Previous studies

Kholthanasep (200 I) studied "A study of customer expectations and perceptions
of service quality: delivered by first class hotels in Bangkok metropolitan area". The
objective of the study was to identify service quality of first class hotels from the point of
view of domestic and foreign customers by considering the difference between customer
expectations and perceived service quality of first class hotels in Bangkok. The
researcher applies the SERVQUAL survey instrument to measure customer expectation
and perceived service quality by focusing on five dimensions of service quality:
tangibles, reliability, responsiveness, assurance, and empathy. Also, this study considered
demographic characteristic factors which consisted of income level, occupation,
education level, age category, and purpose of visiting that may influence expected and
perceived service quality of hotels customers. A total of350 customers were collected by
convenience sampling method from five first class hotels in Bangkok. The results
showed that there was a significant difference between customer expectation and
perception of service quality of first class hotels in Bangkok by five dimensions. In
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addition, customers who are different in purpose of visit have a significantly different
expectation of service quality; customers who are different in income ranges and
education levels have significant difference in perception of service quality; customers
who are different in age have significant difference in expectation and perception of
service quality. The significant differences of all the groups are at the level of 0.05.

Sirikit (2000) studied "Service quality, customer behavioral intentions, and
customer retention of telecommunication services in Thailand". The purpose of this
research was to understand the relationship between service quality and customer
behavioral

intentions

m

order

(a)

to

determine

the

impact

of

demographic/socioeconomic variables, cultural variables, and affiliation characteristics
on service quality and (b) to define the conceptual linkage between service quality and
customers' behavioral intentions. Customers' perceived service quality is dependent on
age and affiliation and independent of gender, education, occupation, income and marital
status. The result showed that perceived service quality is positively associated with
customer behavioral intentions. The findings of this study indicate that improving service
quality leads to increase favorable behavioral intentions among Thai telecommunications
customers. Customers want to do business with companies that keep their promises,
particularly their promises about the core service attributes such as customer service and
customer care in telecommunication service centers. Demographic variables may help
Thai telecommunication companies better understand service quality expectations and
perceptions. Specifically, service quality perceptions among Thai telecommunication
customers seem to be a function of the respondent's age. The effect of service quality on
customer's behavioral intentions indicate that Thai telecommunication companies should
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measure customers' behavioral intentions and monitor their sensitivity to changes in
service performance, and thus, gain valuable insight as to why and how to invest in
service improvement.

Methanukorh (1999) studied "The service quality according to the patients'
expectation in the special clinic of Chulalongkorn Hospital." The objective of the study
was to study the service quality as mentioned in 5 aspects of: tangible, reliability,
responsiveness, assurance and empathy and to study the expectation of the patients who
had different demographic data and the different clinic. The result showed that the
service quality according to the patients' expectation in 5 aspects was high; the patients
that were different in age had significantly different service quality in reliability and
responsiveness at the level of .01 and .05 respectively. The patients with another 4
different demographic such as sex, education level, income and occupation and different
clinic had no difference in service quality according to the expectation.

Choi (200 I) studied on "The influence of service quality on customer satisfaction
and repurchase intentions at fitness clubs in South Korea". The purpose of this study was
to investigate the influence of overall service quality on consumer satisfaction and
members' repurchasing intentions at fitness clubs in Seoul, South Korea. The influence of
customer satisfaction on the level of their repurchase intentions was also examined. A
total of 468 fitness club members participated in this study. The utilized instrument was a
self-assessment questionnaire to measure the influence of the nine service quality factors
on customer satisfaction and repurchase intentions. The questionnaire consisted of four
sections: Service Quality scale, Customer Satisfaction scale, Customer Repurchase
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Intentions scale, and demographic information. The simple and multiple regression
statistical methods were employed to find out the influence level of service quality
factors on customer satisfaction and their repurchase intentions, which were the most
influential factors. The result showed that the Perceived Service Quality factor was the
most influential predictor on both levels of Customer Satisfaction and their Repurchase
Intentions. Additionally, the result showed that there was a relationship between overall
Customer Satisfaction and Customer Repurchase Intentions. A clear path was seen from
the independent variable, Customer Satisfaction to the dependent variable, Repurchase
Intentions.

Goodnack (2000) studied "An investigation of parent expectations for school
service quality". The purpose of this exploratory study was to identify the types and
quality of services that parents expect from schools, recognize the factors that influence
parent expectations and provide the baseline data for future researchers to develop a
survey instrument to monitor parents' changing expectations. The data for this study
were gathered through a series of focus group interviews involving 78 parents. The
interviews collected data from nine school districts representing elementary, middle and
high schools from Western, Central and Eastern Pennsylvania. The parent expectation
statements, expectation categories and associated data were compiled in a comprehensive
spreadsheet to take advantage of the counting, sorting and data analysis functions
available in modern spreadsheet software. The data were analyzed to quantify and
illustrate the similarities and differences found among the education levels and between
the genders. The data were also examined based on the level of parent satisfaction with
the services provided by their school. The process used the focus group interviews and
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the interview questions by using the SERVQUAL business survey instrument. The
expectation categories identified in this study were compared with the: PTA (Parent
Teachers Association) Components of Effective Schools, Blue Ribbon Schools Program
criteria, Service Quality (SERVQUAL) Dimensions, Service Quality Satisfaction Survey
(SQSS) focus areas, Malcolm Baldrige National Quality Award Criteria, and Effective
Schools research characteristics. The findings of these organizations, research initiatives
and experts paralleled the expectation categories with few exceptions. This high level of
correlation between the findings of the organizations, research initiatives and experts
help to validate the usefulness of the identified expectation categories for research in the
future.
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CHAPTER III
RESEARCH FRAMEWORKS

The objective of this research is to study the differences between parents'
expectations and perceptions of service quality to the awarded childcare nurseries
childcare in the Bangkok area. In order that the objective can be achieved, the research
framework both theoretical and conceptual is set.

A model for constructing the

hypotheses is inline with the objective and statement of problem.

3.1 Theoretical Framework

The customers are the sole judges of service quality. Customers assess service by
comparing the service they receive (perceptions) with the service they desire
(expectations). A company can achieve a strong reputation for quality service only when
it consistently meets customer service expectations.
The principal dimensions used to judge a company's service are as follows:
Tangibles: The appearance of physical facilities, equipment, personnel, and

communication materials.
Reliability: The ability to perform the promised service dependably and

accurately.
Responsiveness: The willingness to help customers and to provide prompt

service.
Assurance: The knowledge and courtesy of employees and their ability to convey

trust and confidence.
Empathy: The provision of caring, individualized attention to customers.
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Figure 3.1: A model of Service Quality
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Source: A.parasuraman, Valarie A.Zeithaml, and Leonard L. Berry, " A conceptual
Model of service Quality and its implications for Future A research," Journal of
Marketing, Vol.49 (Fall 1985), p.44.
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Service standards are customer expectations stated in a way that is meaningful to
employees: If well conceived, the standards guide and energize employees; they clarify
the service task, convey a sense of priority, and provide benchmarks against which
employees can judge their own performance and managers can judge the employees' and
the organization's performance. Service standards bring a customer focus into the
employee's day-to-day reality of service delivery.
Defining the service role effectively starts with formal research to identify
customers' principal service expectations. Guessing at what customers value most in
service introduces a "Russian roulette" dynamic into the entire chain of serviceimproving actions, from setting service standards to the staffing, training, measuring,
appraising, and rewarding decisions required to support the standards.

Although the five service dimensions presented earlier provide a framework of
customer expectations, each company must still do its own research to measure the
relative importance of the service dimensions among customers, prospects, and different
market segments. The firm must also assess the company and the competitors'
performances against customer expectations. Company specific research lends insights to
the process of setting service standards that generic studies cannot provide. For example,
a firm will want to set standards for service dimensions that are important to target
markets and on which the company's performance is weak compared to competitors
(Parasuraman, Zeithaml, and Berry, 1990).
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3.2 Conceptual Frameworks
The conceptual framework is based on the perceived quality model of service
quality by Parasuraman, Zeithaml, and Berry, 1985. Gap 5 is taken to compare between
expected service quality and perceived service quality. The framework compares each of
the variables; independent variables are demographic characteristics, and dependent
variables which are customer expectation and perception towards the five dimensions of
service quality.
Figure 3.2: Conceptual Frameworks
Independent Variables

Dependent Variables

Parents' expectation:
-

Demographic and
personal Factors: - Income Levels
- Educational Levels
- Occupation
-Age Levels
- Purpose of using the
service
- Numbers of parents'
child in Childcare nursery

Tangibles
Reliability
Responsiveness
Assurance
Empathy

.

GAPS

\t

__...

Satisfaction: E < P Delight
E > P Dissatisfaction
E = 0 Mere Satisfaction

Parents' perception:
-

-

Tangibles
Reliability
Responsiveness
Assurance
Empathy

3.3 Research Hypotheses
The hypotheses statements as shown below are relationship between independent
variables and dependent variables that can be classified into three main groups. The first
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is hypothesis that measures the difference between parents' expectations and perceptions
of service quality in the awarded childcare nurseries in Bangkok. The second is
hypotheses that measure the differences between parents' expectations and perceptions of
service quality in the awarded childcare nurseries in Bangkok classified by five
dimensions - tangibles, reliability, responsiveness, assurance and empathy. The last is
hypotheses that measure the differences between parents' expectations and perceptions of
service quality in the awarded childcare nurseries in Bangkok classified by demographic
factors - income level, education level, occupation, age and purpose of using the service
of childcare nursery.

I. Hlo: There is no difference between parents' expectations and perceived service

quality of the awarded childcare nurseries in Bangkok.
Hla: There is a difference between parents' expectation and perceived service
quality of the awarded childcare nurseries in Bangkok.

2. H20: There is no difference between parents' expectations and perceived service

quality of the awarded childcare nurseries in Bangkok when categorized by
tangibles.
H2a: There is a difference between parents' expectations and perceived service
quality of the awarded childcare nurseries in Bangkok when categorized by
tangibles.
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3. H3o: There is no difference between parents' expectations and perceived service
quality of the awarded childcare nurseries in Bangkok when categorized by
reliability.
H3a: There is a difference between parents' expectations and perceived service
quality of the awarded childcare nurseries in Bangkok when categorized by
reliability.

4. H4o: There is no difference between parents' expectations and perceived service
quality of the awarded childcare nurseries in Bangkok when categorized by
responsiveness.
H4a: There is a difference between parents' expectations and perceived service
quality of the awarded childcare nurseries in Bangkok when categorized by
responsiveness.

5. Hso: There is no difference between parents' expectations and perceived service
quality of the awarded childcare nurseries in Bangkok when categorized by
assurance.
Hsa: There is a difference between parents' expectations and perceived service
quality of the awarded childcare nurseries in Bangkok when categorized by
assurance.

6. H60: There is no difference between parents' expectations and perceived service
quality of the awarded childcare nurseries in Bangkok when categorized by
empathy.
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H6a: There is a difference between parents' expectations and perceived service
quality of the awarded childcare nurseries in Bangkok when categorized by
empathy.

7. H7o: There is no difference between parents' expectations of service quality of

the awarded childcare nurseries Bangkok when classified by income levels.
H7a: There is a difference between parents' expectations of service quality of the
awarded childcare nurseries in Bangkok when classified by income levels.

8. Hso: There is no difference between perceived service qualities of the awarded
childcare nurseries in Bangkok when classified by income levels.
Hsa: There is a difference between perceived service qualities of the awarded
childcare nurseries in Bangkok when classified by income levels.

9. H9o: There is no difference between parents' expectations of service quality of
the awarded childcare nurseries in Bangkok when classified by education levels.
H9a: There is a difference between parents' expectations of service quality of the
awarded childcare nurseries in Bangkok when classified by education levels.

10. H100: There is no difference between perceived service qualities of the awarded
childcare nurseries in Bangkok when classified by education levels.
HIOa: There is a difference between perceived service qualities of the awarded
childcare nurseries in Bangkok when classified by education levels.

77

11. Hilo: There is no difference between parents' expectations of service quality of
the awarded childcare nurseries in Bangkok when classified by occupations.
HI la: There is a difference between parents' expectations of service quality of
the awarded childcare nurseries in Bangkok when classified by occupations.

12. H120: There is no difference between perceived service qualities of the awarded
childcare nurseries in Bangkok when classified by occupations.
H12a: There is a difference between perceived service qualities of the awarded
childcare nurseries in Bangkok when classified by occupations.

13. HI3o: There is no difference between parents' expectations of service quality of
the awarded childcare nurseries in Bangkok when classified by age levels.
HI3a: There is a difference between parents' expectations of service quality of the
awarded childcare nurseries in Bangkok when classified by age levels.

14. HI4o: There is no difference between perceived service qualities of the awarded
childcare nurseries in Bangkok when classified by age levels.
HI4a: There is a difference between perceived service qualities of the awarded
childcare nurseries in Bangkok when classified by age levels.

15. HI5o: There is no difference between parents' expectations of service quality of
the awarded childcare nurseries in Bangkok when classified by purpose of using
childcare nurseries.
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H1sa: There is a difference between parents' expectations of service quality of the
awarded childcare nurseries in Bangkok when classified by purpose of using
childcare nurseries.

16. Hl6o: There is no difference between perceived service qualities of the awarded

childcare nurseries in Bangkok when classified by purpose of using childcare
nurseries.
Hl6a: There is a difference between perceived service qualities of the awarded
childcare nurseries in Bangkok when classified by purpose of using childcare
nurseries.

17. Hl7o: There is no difference between parents' expectations of service quality of

the awarded childcare nurseries in Bangkok when classified by numbers of
parents' child in childcare nurseries.
Hl7a: There is a difference between parents' expectations of service quality of the
awarded childcare nurseries in Bangkok when classified by numbers of parents'
child in childcare nurseries.

18. Hl8o: There is no difference between perceived service qualities of the awarded
childcare nurseries in Bangkok when classified by numbers of parents' child in
childcare nurseries.
H18a: There is a difference between perceived service qualities of the awarded
childcare nurseries in Bangkok when classified by numbers of parents' child in
childcare nurseries.
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Table 3.1: Operational Definition and Measurement
Dependent Variables
Level of
Concept

Conceptual Definition

Operational Definition
Measurement

1. Parents' expectation

-Tangibles

Interval Scale

service that is the standard

- Reliability

(Dependent T-test)

or

- Responsiveness

The

of

performance

reference

in

a

parents'

beliefs.

-Assurance

- Empathy
2. Parents' perception

Process by which sensory

-Tangibles

Interval Scale

stimulation is organized into

- Reliability

(Dependent T-test)

usable experience.

- Responsiveness
-Assurance

- Empathy
3. Tangible

Appearance of physical

For Childcare nursery, this

Interval Scale

facilities, equipment,

is related to environment of (Dependent T-test)

communication materials

place, clean, appearance of

and personnel.

baby sitters, and activity for
child development.

4. Reliability

Ability

to

perform

promised

the

This is related to trust for

Interval Scale

service

presenting how well the

(Dependent T-test)

dependably and accurately.

services

have

been

perfonned.
5. Responsiveness

Willingness

customers

to

help

This is related to the advice

Interval Scale

and

also,

or communication between

(Dependent T-test)

providing prompt service.

service provider, baby sitter
and parents or children.

6. Assurance

Possession of the skills and

This is related to security,

Interval Scale

knowledge, respect,

available knowledge person

(Dependent T-test)

friendliness of contact

and the proportion between

personnel, honesty of the

number of baby sitters and

service provider, freedoms

children are reasonable.

from danger or risk.
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Level of
Concept

Conceptual Definition

Operational Definition
Measurement

7. Empathy

Approachability, listening to

This is related to sharing Interval Scale

customers and keeping

the opinion from parents

informed in understandable

and

language, making the effort

improvement. Equally with

to know customers and their

all parents and children.

taking

it

(Dependent T-test)

for

needs

Independent Variables
Level of
Concept

Conceptual Definition

Operational Definition
Measurement

1. Income

Income of a person per

Classified into 6 levels in

Ordinal Scale

month.

terms ofBaht: 20,000 or

(ANOVA)

less, 20,001-30,000,
30,001-40,000, 40,00150,000, 50,001-60,000, and
more than 60,000.

2. Occupation

The occupation of

Classified into 4 types of Nominal Scale

customers who are using

parents' occupation: -

the service of childcare

- Government Employee

nursery.

- Private Employee

(ANOVA)

- Business Owner
- Others

3. Education

The educational level.

Classified into 5 levels: -

Nominal Scale

high school or below,

(ANOVA)

Bachelor degree, Master
degree, Doctoral degree,
and other.
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Level of
Concept

Conceptual Definition

Operational Definition
Measurement

4. Age

The age ofrespondents.

Classified into 4 levels of

Ordinal Scale

ages: - 20 or less, 21-30,

(ANOVA)

31-40, more than 40.
5. Purpose of using

The purpose of Currently

Classified into 4 purposes: -

Nominal Scale

Childcare Nursery

using the service of

- No good and trustworthy (ANOVA)

childcare nursery.

baby sitter.
- To practice the physical
and mental development of
the children.
- To try the service because
of being told that it is good
and qualified.
- Others

6. Numbers of parents'

Number of parents' child

Opened questions classified

Ordinal Scale

child in Childcare

whose age is between 0-3

into: -

(ANOVA)

nursery

years and is taken care of in

- One child

the target childcare nursery.

- Two children
- More than two
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CHAPTER IV
RESEARCH METHODOLOGY

The study is to identify about service quality of the awarded childcare nurseries
of 200 I: Bangkok area for understanding the gap between parents' expectation and
perception of service quality that is to achieve the research objective. This chapter is to
give the primary data that presents the direction of the research methodology which
includes research method used, respondents and sampling procedures to clearly in the
sampling frame and sample size, the research questionnaires to find reliability of service
quality instrument, collection of data, and statistical treatment of data.

4.1 Research method used

The primary sources of information are collected from a survey technique that
coordinates with respondents for answering the questionnaires. The secondary data are
collected from previous studies, theories in many books, articles from journals or the
Internet.

The survey technique is used for finding the primary data that respondents

gave as answers to the questionnaires.

That is self-administered questionnaires. In

addition, the descriptive research is taken to describe the characteristics of the target
groups and a proportion of the population. As the fifth Gap model of service quality
(Parasuraman, et al 1988) is used for this research, the respondents have to answer both
sections "expectations" and "perceptions". The parents in the target groups answered the
questionnaires by giving the score using the five points of Liker! scale. Zikmund (2000)
stated that the survey method is suitable for use because it can provide a quick response,
inexpensive and provide accuracy data in the proportion of the population.
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4.2 Respondents and sampling procedures

The target population or sampling frame is the parents who currently use the
service of the awarded childcare nurseries in Bangkok. The sample size refers to the
number of respondents in some previous studies. Kholthanasep (200 I) has a sample size
of 350 to study customer expectations and perceptions of service quality: delivery by the
awarded childcare nursery in Bangkok metropolitan area. Methanukorh (1999) has a
sample size of 349 to collect data of service quality according to patients' expectations.
Patcharapom Roongvitaya (1998) has a sample size of 317 to study parents' expectation
in sending their children to private elementary schools in the case of Sirisuksa School,
Changwat Pathum Thani.
With these numbers of respondents in previous studies, the suitable san1ple size
used in this research is 350 respondents.
Sampling Procedure
As mentioned above, the main respondents are parents who currently use the
service of the awarded childcare nurseries of 2001 in Bangkok. The researcher requested
the cooperation to the owner childcare nursery/ manager for transfen-ing the
questionnaire to the right target parents then collecting back to the researcher. There are
many alternative ways for taking a sample. The self-administered questionnaire is sent to
350 families (respondents). The major alternative sampling procedures for this study are
as follows: 1. Simple Random san1pling: - the researcher uses the information by Child and

Youth Welfare Division, Department of Public Welfare that certified the awarded
childcare nurseries in the year 2001. A total of 19 nurseries received the
certificates so each element in the target population should equally be chanced to
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include in the sample randomly, within the eleven from nineteen awarded
childcare nurseries in Bangkok. These are as follows: Pranee Nursery
Hathaisiam Children care
ATGNursery
Sarin Nursery
Thepsanit Nursery
Mahanak Nursery
Peeraya Nawin (Wat Thad Thong)
Peeraya Nawin (Phaholyothin)
Childcare Wit-ta-yu Kan Bin
Ban Dek Chu-la
Childcare Gong-tap-rua Cha-lerm-pra-kiet
Each the awarded nursery collects 30-40 samples.

2. Convenience sampling: - the researcher collects the data from all parents using
the service from the awarded childcare nurseries. The number of parents who
used the service in each nursery is so few that we have to distribute the
questionnaire to all parents within the time limitation then waited for the
feedback.

4.3 Research Instruments/ Questionnaires

The scope of the questionnaire is developed from the previous thesis, theories
studied and advice from thesis advisor professor. The errors (if have) were resolved by
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a pretest of 50 copies before distributing to the respondents. The questionnaire consists of
two parts that are the expectation and perception parts based on Gap 5 theory and
personal data of respondents for background information. The detail of each part is as
follows: Part I: The SERVQUAL questionnaire consists of 22 statements to measure
customer expectations and perceptions toward service quality of the awarded childcare
nurseries in Bangkok. Five point Likert-scale is used to consider the degree by
respondents as shown below: Strongly Dissatisfied
Dissatisfied

2

Neutral

3

Satisfied

4

Strongly Satisfied

5

Part 2: This part collects the personal information ofrespondents used to segment
the target customers. This consists of gender, age, marital status, education level,
occupation, income level, type of family and the purpose of service.

4.4 Reliability of SERVQUAL instrument

Setting pretest questionnaire is important for a trial basis in the pilot study
followed by the purpose of the questionnaire instructions. Zikmund (2000) mentioned
that in order to avoid the problem of most respondents' misunderstood a question,
skipped a series of questions, or misinterpreted the instructions for filling out the
questionnaires, screening procedures or pretests are often utilized. In the pretest, the
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researcher can watch to see if some questions are confusing or produce resistance among
respondents for one reason or another (Churchill 1996).
For the size of the sample for the pretest, Sereerat et al (1998, p.215) stated that
the number of respondents for the pretest or pilot survey should be at least 30 samples.
This pretest distributed 50 copies of the questionnaires to respondents. After distributing
the questionnaires, there might be some questions or wordings that should be adjusted in
order to be appropriate with adequate information before surveying to the big group of
respondents.
To find out the reliability, the researcher uses the Cronbach's Coefficient Alpha
Scales (Cronin & Tayler, 1992) to analyze the reliability of the questionnaires. The
results are shown in table 4.1.

Table 4.1: Reliability Analysis-Scale (Cronbach's Coefficient Alpha)

Service dimension

Expectations

Perceptions

Tangibles (statements 1.1-1.6)

0.9113

0.8880

Reliability (statements 2.1-2.4)

0.8636

0.8797

Responsiveness (statements 3.1-3.4)

0.8732

0.8920

Assurance (statements 4.1-4.4)

0.8950

0.9055

Empathy (statements (5.1-5.4)

0.8824

0.8837

Total

0.9689

0.9698

Sekaran (1992) stated that if the reliability value is at least 0.6, it is considered
reliable. With the result of the analyzed reliability in table 4.1, the questionnaire has a
Coefficient's Alpha scale near 1.00 for both the expectation and perception. This means
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that the questions are suitable for testing the service quality according to the set
objectives.

4.5 Collection of Data I Gathering Procedures

The process of collecting data has two phases, which are pretest and the main
study. The pretest phase uses 50 respondents from the target sample, which are the
parents of children that currently use the service of the awarded childcare nursery to
determine whether the data collection plan for the main study is an appropriate
procedure. Further, it can investigate for questions' wording or misunderstanding and
uncovering other answers in the questionnaire. In addition, the pretest data can be used to
test the reliability of the questionnaire to examine whether it has high quality and able to
answer the hypotheses. After correcting and developing the questionnaire, the researcher
collects the information by distributing all of the 350 copies. In the process of
questionnaire collection, some of them will be distributed by allowing respondents time
to answer the questions. Cooperation was asked from respondents from selected schools.
The process of collecting the main study data consumed two months, 0 I June to 31 July,
2003. The data gathered were analyzed by appropriate statistical techniques as mentioned
in the next part in order to understand and interpret the data to achieve the objective of
study.

4.6 Statistical Treatment of Data

The available data are analyzed by appropriate technique of statistic package of
social science (SPSS) program for descriptive analysis, Dependent T-test, and Analysis
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of Variance (ANOVA). These statistic techniques can be used to answer all problems and
hypotheses.

Descriptive analysis
In order to interpret the data gathered, descriptive analysis is applied to transform
the raw data into a form that will make them easy to understand and interpret: rearrange,
order, and manipulate data to generate descriptive information such as frequency
distributions, percentage distributions, and means (Zikmund, 2000).

Dependent T-test (Paired Samples Test)
This test will be used for testing Hypotheses one, two, three, four, five, and six in
order to identify whether there are differences between customer expectation and
perceived service quality of the awarded childcare nursery and also the segmented five
dimensions. The formula is as follows: -

; n-1 = degree of freedom

Where

d =the mean of the difference between the pairs.
Sd = the standard deviation of the distribution of the difference between the
pairs or related observations.

;J-; = the number of paired observation.
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Analysis of variance CANOVA)
Analysis of the effects of one treatment variable on an interval-scaled or ratioscaled dependent variable: a technique to determine if statistically significant differences
of means occur between two or more groups. This test will be used for testing
Hypotheses seven, eight, nine, ten, eleven, twelve, thirteen, fourteen, fifteen, sixteen,
seventeen, and eighteen.
One-way classification in the formula is as follows:
F = MSb

; F = GF distribution

MSw
; MSb = Variance between groups
; MSw = Variance within groups
ANOVA Summary Table
Source of variable

F-Ratio

Sum of

Degree of

Mean

Squares (SS)

freedom (Df)

Square (MS)

Between group

SSb

P-1

MSb

_MSli

Within group

SSw

N-P

MSw

MSw

Total

SSt

N-1

P =Number of sample
N =Number of population
The level of significance in this research is at a
order to test the hypotheses.

=

0.05, with 95% confidence in
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CHAPTERV
RESULTS AND DISCUSSION

The chapter presents the results of the survey according to the procedures
discussed in Chapter 4. The objective of this study is to measure the service quality of
the awarded childcare nursery in Bangkok by determining the differences between
parents' expectation and perception of service quality that the Nursery can provide. The
questionnaires were collected during the period of June to July 2003. The respondents
were the parents who were using the service of the Childcare Nursery for any purpose.
The data analysis is presented and interpreted as follows: - (!) Description of
Demographic Factors (personal data) to summarize the personal data which are presented
by frequency and percentage of, (2) Ranking order to find out the most important factor
when categorized into five dimensions. (3) Reliability Analysis-to measure the
reliability of the five dimensions of service quality by Cronbach's Coefficients Alpha,
and (4) Hypothesis Testing-to measure the service quality of the awarded childcare
Nursery in Bangkok by testing hypotheses one, two, three, four, five, and six segmented
by service quality dimension as well as to measure differential responses related to
demographic factors by the remaining testing hypotheses seven till eighteen.

5.1 Description of Demographic Factors (personal data)

According to this study, the demographic characteristics of respondents who are
using the services from the awarded childcare nursery in Bangkok in the study comprise
of gender, age category, income per month, education level, and occupation. Also, the
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personal data is the purpose of using the Nursery, and number of children the parents sent
to the childcare nursery as shown in Table. 5.1.
Table 5.1 Summary of Respondents by Demographic Factors (personal data)
Demographic Factors (personal data)
Gender
Male
Female
Total
Age levels
20 or less
21-30
31-40
40 or more
Total
Income of family
THB 20,000 or less
THB 20,001-30,000
THB 30,001-40,000
THB 40,001-50,000
THB 50,001-60,000
THB 60,001 or more
Total
Education levels
High School or less
Bachelor Degree
Master degree
Doctoral degree
Other
Total
Occupation
Government employees
Private employee
Business owner
Other
Total
Type of family
Single family
Extended family
Total

Frequency

Percentage (%)

103
247
350

29.4
70.6
100.0

7
88
206
49
350

2.0
25. l
58.9
14.0
100.0

135
64
40
27
31
53
350

38.6
18.3
11.4
7.7
8.9
15.1
100.0

82
177
36
5
50
350

23.4
50.6
10.3
1.4
14.3
100.0

106
116
78
50
350

30.3
33. l
22.3
14.3
100.0

203
147
350

58.0
42.0
100.0
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Demographic Factors (personal data)

Age of children to Childcare Nursery
One year or less
Two years of less
Three years of less
More than three years
Total
Purpose of using
Have no any person take care
Practice the children development
Any advice from others
Other
Total
Numbers of11arents' child in childcare
One
Two
More than two
Total

Frequency

Percentage(%)

32
94
170
54
350

9.1
26.9
48.6
15.4
100

99
231
9
11
350

28.3
66.0
2.6
3.1
100.0

308
39
3
350

88.0
11.1
0.9
100.0

The gender of the respondents who were using the service of the awarded
childcare nursery composed of 70.6% female while male respondents made up 29.4%
The highest percentages of the age category (58.9%) of the awarded childcare
nursery in this study were aged between 31 to 40 years old, following up 21 to 30 years
of age (25.1 %). The age group between 41 or more years was represented by 14.0% and
the lowest percentage (2.0%) of respondents are 20 year or less of age.
The income per month of family was based on the income level. The highest
percentage is 38.6%. These are the respondents who have an income from THB 20,000
or less; the following level of income of THB 20,00 I -30,000 was represented by I 8.3%;
the level of income between THB 60,001 or more was represented by 15.1%; the level of
income between THB 30,001-40,000 was represented by I 1.4%; the level of income
between THB 50,001-60,000 was represented by 8.9%; and the minority groups of
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respondents who have an income per month ofTHB 40,001-50,000 were represented by
7.7%.

For education level, the highes: percentage is 50.6%. These are Bachelor degree
holders. This is followed by 23.4% of respondents who are high school or less; follow up
with other are presented to 14.3% that indicate posts or college graduate. Furthermore
master degree and doctoral degree were represented and close percentages 10.3% and
1.4% respectively.
For occupation, the majority of the occupation of the respondents were private
employees represented by 33. l %; the respondents who work as government employee
represented 30.3%, business owner represented 22.3% and the smallest percentage of
14.3% were others that indicate as housewife.
The highest purpose of using is 66.0% of respondents who used the service for
practicing the physical and brain development of the children, while respondents who
used the services due to no good and trustworthy baby sitter to take care were
represented by 28.3% and other that indicate for making friends to get along with people
and be sociable were represented by 3.1%. The minority of purposed is represented 2.6%
by advising from others to test the service.
The numbers of children in the childcare nursery is only one child by 88.0%,
followed by two children (11.1 %) and others, more than two children were represented
by 0.9%.

5.2 Ranking order
In order to find the most important factor when categorized by tangible,
reliability, responsiveness, assurance, and empathy in parents' assessment of
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expectations and perceptions of service quality, the average means was performed along
each dimension in tables 5.2 and 5.3.
Table 5.2 Parents' expectations along SERVQUAL dimensions
Mean

Percentage

Ranking

Tangibles

19.4653

19.83

5

Reliability

19.7621

20.15

1

Responsiveness

19.6709

20.04

3

Assurance

19.7118

20.08

2

Empathy

19.5328

19.90

4

Total

98.1429

100.00

Service Dimension

Table 5 .2 shows the results of each level of parents' expectation along
SERVQUAL dimension. The highest level was reliability then followed by assurance,
responsiveness, empathy, and tangibles with mean of 19.7621, 19.7118, 19.6709,
19.5328, and 19.4653 respectively.

Table 5.3 Parents' perceptions along SERVQUAL dimensions
Service Dimension

Mean

Percentage

Ranking

Tangibles

18.3555

19.68

4

Reliability

18.9158

20.28

2

Responsiveness

18.9189

20.29

1

Assurance

18.3289

19.65

5

Empathy

18.7495

20.10

3

Total

93.2686

100.00
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Table 5.3 shows the results of each level of parents' perception along
SERVQUAL dimension. The highest level was responsiveness then followed by
reliability, empathy, tangibles, and assurance and with mean of 18.9189, 18.9158,
18.7495, 18.3555, and 18.3289 respectively.

5.3 Reliability Analysis
The researcher used the SERVQUAL survey instrument to measure the
differences between parents' expectations and perceptions (Gap 5) of service quality of
the awarded childcare nursery in Bangkok by using a five-point Likert-scale. The results
of reliability analysis after examining the SERVQUAL instrument by calculating the
Cronbach's coefficient Alpha of this study for the total of 350 customers are presented in
Table 5.4:

Table 5.4 Reliability Analysis-Scale (Cronbach's Coefficient Alpha) of parents'
Expectation and perception of five-service dimension
Service dimension

Expectation

Perception

Tangibles (statements I - 6)

0.8691

0.7876

Reliability (statements 7 - 10)

0.8194

0.7856

Responsiveness (statements 11 - 14)

0.8322

0.7718

Assurance (statements 15 - 18)

0.8217

0.7517

Empathy (statements 19-22)

0.7777

0.8472

Total

0.9560

0.9365
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The reliability analysis of SERVQUAL instrument by calculating of the
Cronbach's Coeffecient Alpha for expectation was 0.9560 and for perception was
0.9365. The results of this test performed these survey instruments show high
effectiveness for exploratory research.

5.4 Hypothesis Test

The research is to study parents' expectations and perceptions of service quality
for the awarded childcare nursery in Bangkok.

Hypotheses statements consist of

eighteen hypotheses, which were classified into two groups. The first group of
hypotheses will be evaluated by using the two-tailed paired samples t-tests for testing the
significance of the difference between parents' expectations and perceptions of service
quality provided the awarded childcare nursery

ln Bangkok, as well as

to test the

significance the difference between parents' expectations and perceptions of service
quality when segmented by five service quality dimensions. The latter group comprised
of twelve hypotheses measuring the differences of parents' expectations and perceptions
of service quality of the awarded childcare nursery in Bangkok when segmented by
demographic factors. These hypotheses will be analyzed by using a One-Way Analysis
of Variance (ANOVA) to determine whether statically significant differences of the
means occur between groups.
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Hypothesis I
Null hypothesis one (Hlo): there is no difference between parents' expectations
and perceived service quality of the awarded childcare nursery in Bangkok.
As presented in Table 5.5, the null hypothesis is evaluated by using the two tailed
paired samples dependent T-tests to test the significance difference between parents'
expectations and perceived service quality of the awarded childcare nursery in Bangkok.

Table 5.5
T-test dependent for the difference between parents' expectations and perceived
service quality
Paired Samples Test

Paired Differences
95% Confidence
Interval of the
Std.
Difference
Std.
Error
Mean Deviation Mean Lower Unner
Pair
I

ExpectationPerception

4.8743 11.96155 .63937 3.6168 6.1318

t

Sig.
df (2-tailed)

7.6 349

.000

The dependent T-test of sample analysis as shown in Table 5.5 indicated that
there was a statistically significant difference between parents' expectations and
perceived service quality of the awarded childcare nursery in Bangkok, 2-tailed
significance of .000 is less than .05 (.000 < .05). It means that the null hypothesis was
rejected at 0.05 significant levels. Therefore, there is a difference between parents'
expectations and perceived service quality of the awarded childcare nursery.
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Hypothesis 2
Null hypothesis two (H2o): there is no difference between parents' expectations
and perceived service quality of the awarded childcare nursery in Bangkok when
segmented by tangibles.
As presented in Table 5.6, the null hypothesis is evaluated by using the two tailed
paired samples dependent T-tests to test the significance difference between parents'
expectations and perceived service quality of the awarded childcare nursery in Bangkok
when segmented by tangibles.

Table 5.6
T-test dependent for the difference between parents' expectations and perceived
service quality when segmented by tangibles
Paired Samples Test

Mean
Pair
I

Ex_Tangible Per Tangible

1.4886

Paired Differences
95% Confidence
Interval of the
Std.
Difference
Std.
Error
Deviation Mean Lower Uooer
3.72764 .19925

1.0967

1.8805

t

df

Sig.
(2-tailed)

7.5

349

.000

The dependent T-test of sample analysis as shown in Table 5.6 indicated that
there was a statistically significant difference between parents' expectations and
perceived service quality of the awarded childcare nursery in Bangkok when segmented
by tangibles, 2-tailed significance of .000 is less than .05 (.000 < .05). It means that the
null hypothesis was rejected at 0.05 significant levels. Then, there is a difference between
parents' expectations and perceived service quality of the awarded childcare nursery,
which segmented by tangibles.
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Hypothesis 3
Null hypothesis three (H3o): there is no difference between parents' expectations
and perceived service quality of the awarded childcare nursery in Bangkok when
segmented by reliability.
As presented in Table 5. 7, the null hypothesis is evaluated by using the two tailed
paired samples dependent T-tests to test the significance difference between parents'
expectations and perceived service quality of the awarded childcare nursery in Bangkok
when segmented by reliability.

Table 5.7
T-test dependent for the difference between parents' expectations and perceived
service quality when segmented by reliability
Paired Samples Test

Mean
Pair
I

Ex_Reliability Per Reliabilitv

.7600

Paired Differences
95% Confidence
Interval of the
Std.
Difference
Error
Std.
Deviation Mean Lower Unner
2.17424 .11622

.5314

.9886

t

df

Sig.
(2-tailed)

6.5

349

.000

The dependent T-test of sample analysis as shown in Table 5.7 indicated that
there was a statistically significant difference between parents' expectations and
perceived service quality of the awarded childcare nursery in Bangkok when segmented
by reliability, 2-tailed significance of .000 is less than .05 (.000 < .05). It means that the
null hypothesis was rejected at 0.05 significant levels. Then, there is a difference between
parents' expectations and perceived service quality of the awarded childcare nursery,
which segmented by reliability.
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Hypothesis 4
Null hypothesis four (H4o): there is no difference between parents' expectations
and perceived service quality of the awarded childcare nursery in Bangkok when
segmented by responsiveness.
As presented in Table 5.8, the null hypothesis is evaluated by using the two tailed
paired samples dependent T-tests to test the significance difference between parents'
expectations and perceived service quality of the awarded childcare nursery in Bangkok
when segmented by responsiveness.
Table 5.8
T-test dependent for the difference between parents' expectations and perceived
service quality when segmented by responsiveness
Paired Samples Test

Mean
Pair

I

Ex_Responsiveness ·
.6743
Per Responsiveness

Paired Differences
95o/o Confidence
Interval of the
Std.
Difference
Std.
Error
Deviation Mean Lower Unner
2.30539

.12323

.4319

.9166

df

Sig.
(2-tailed)

5.5 349

.000

t

The dependent T-test of sample analysis as shown in Table 5.8 indicated that
there was a statistically significant difference between parents' expectations and
perceived service quality of the awarded childcare nursery in Bangkok when segmented
by responsiveness, 2-tailed significance of .000 is less than .05 (.000 < .05). It means that
the null hypothesis was rejected at 0.05 significant levels. Then, there is a difference
between parents' expectations and perceived service quality of the awarded childcare
nursery, which segmented by responsiveness.
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Hypothesis 5
Null hypothesis five (H5o): there is no difference between parents' expectations
and perceived service quality of the awarded childcare nursery in Bangkok when
segmented by assurance.
As presented in Table 5.9, the null hypothesis is evaluated by using the two tailed
paired samples dependent T-tests to test the significance difference between parents'
expectations and perceived service quality of the awarded childcare nursery in Bangkok
when segmented by assurance.

Table 5.9
T-test dependent for the difference between parents' expectations and perceived
service quality when segmented by assurance
Paired Samples Test

Mean
Pair
1

Ex Assurance -

Per Assurance

l.2486

Paired Differences
95% Confidence
Interval of the
Std.
Difference
Std.
Error
Deviation Mean Lower Unner
2.67717 .14310

.9671

1.5300

t

df

Sig.
(2-tailed)

8.7

349

.000

The dependent T-test of sample analysis as shown in Table 5.9 indicated that
there was a statistically significant difference between parents' expectations and
perceived service quality of the awarded childcare nursery in Bangkok when segmented
by assurance, 2-tailed significance of .000 is less than .05 (.000 < .05). It means that the
null hypothesis was rejected at 0.05 significant levels. Then, there is a difference between
parents' expectations and perceived service quality of the awarded childcare nursery,
which segmented by assurance.
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Hypothesis 6
Null hypothesis six (H6o): there is no difference between parents' expectations
and perceived service quality of the awarded childcare nursery in Bangkok when
segmented by empathy.
As presented in Table 5.10, the null hypothesis is evaluated by using the two
tailed paired samples dependent T-tests to test the significance difference between
parents' expectations and perceived service quality of the awarded childcare nursery in
Bangkok when segmented by empathy.
Table 5.10
T-test dependent for the difference between parents' expectations and perceived
service quality when segmented by empathy
Paired Samples Test

Pair
I

Ex_Empathy Per Emoathv

Mean

Paired Differences
95% Confidence
Interval of the
Std.
Difference
Error
Std.
Deviation Mean
Lower Unner

.7029

2.59661

.13879

.4299

.9758

t

df

Sig.
(2-tailed)

5. I

349

.000

The dependent T-test of sample analysis as shown in Table 5.10 indicated that
there was a statistically significant difference between parents' expectations and
perceived service quality of the awarded childcare nursery in Bangkok when segmented
by empathy, 2-tailed significance of .000 is less than .05 (.000 < .05). It means that the
null hypothesis was rejected at 0.05 significant levels. Then, there is a difference between
parents' expectations and perceived service quality of the awarded childcare nursery,
which segmented by empathy.
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Hypothesis 7
Null hypothesis seven (H7o): there is no difference between parents' expectations
of service quality of the awarded childcare nursery in Bangkok when segmented by
income levels.
As presented in Table 5.11, the null hypothesis is evaluated by using the one-way
analysis of variance (ANOV A) to test the significance difference between income levels
of parents' expectations on the service quality of the awarded childcare nursery in
Bangkok. There were six comparisons in variables, which were consisted of THB 20,000
or less, THB 20,001-30,000, THB 30,001-40,000, THB 40,001-50,000, THB 50,00160,000 and THB 60,001 or more.
Table 5.11
Analysis of Variance (ANOVA) for the difference between parents' expectations
of service quality when segmented by income levels
ANOVA

EXPECT
Between Groups
Within Groups
Total

Sum of Squares
2752.791
36628.066
39380.857

df
5
344
349

Mean
Square
550.558
106.477

F
5.171

Sig.
.000

The Analysis of Variance (ANOVA) as shown in Table 5.11, indicated that there
was a statistically significant difference in parents' expectations of service quality of the
awarded childcare nursery in Bangkok when segmented by income levels, with a 2-tailed
significance of .000, which is less than .05 (.000 < .05). It means that the null hypothesis
was rejected. Then, there is a difference between parents' expectations on service quality
of the awarded childcare nursery when segmented by income levels.
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Hypothesis 8
Null hypothesis eight (Hso): there is no difference between perceived service
qualities of the awarded childcare nursery in Bangkok when segmented by income levels.
As presented in Table 5. I 2, the null hypothesis is evaluated by using the one-way
analysis of variance (ANOVA) to test the significance difference between income levels
of perceived service qualities of the awarded childcare nursery in Bangkok. There were
six comparisons in variables, which were consisted ofTHB 20,000 or less, THB 20,00130,000, THB 30,001-40,000, THB 40,001-50,000, THB 50,001-60,000 and THB 60,001
or more.
Table 5.12
Analysis of Variance (ANOVA) for the difference between perceived service quality
when segmented by income levels
ANOVA
PERCEPT

Sum of Squares
Between Groups
Within Groups
Total

2643.272
38365.483
41008.754

df
5
344
349

Mean Square
528.654
111.528

F
4.740

Sig.
.000

The Analysis of Variance (ANOVA) as shown in Table 5.12, indicated that there
was a statistically significant difference in perceived service qualities of the awarded
childcare nursery in Bangkok when segmented by income levels, with a 2-tailed
significance of .000, which is less than .05 (.000 < .05). It means that the null hypothesis
was rejected. Then, there is a difference between perceived service qualities of the
awarded childcare nursery when segmented by income levels.
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Hypothesis 9
Null hypothesis nine (H9o): there is no difference between parents' expectations
of service quality of the awarded childcare nursery in Bangkok when segmented by
education levels.
As presented in Table 5.13, the null hypothesis is evaluated by using the one-way
analysis of variance (ANOVA) to test the significance difference between education
levels of parents' expectations on the service quality of the awarded childcare nursery in
Bangkok. There were five comparisons in variables, which were consisted of High
school graduate or below, Bachelor degree or equal, Master Degree, Doctoral Degree,
and all others.
Table 5.13
Analysis of Variance (ANOVA) for the difference between parents' expectations
of service quality when segmented by education levels
ANOVA

EXPECT
Between Groups
Within Groups
Total

Sum of Sauares
3053.934
36326.924
39380.857

df
4
345
349

Mean Sauare
763.483
I05.295

F

7.251

Sig.
.000

The Analysis of Variance (ANOVA) as shown in Table 5.13, indicated that there
was a statistically significant difference in parents' expectations of service quality of the
awarded childcare nursery in Bangkok when segmented by education levels, with a 2tailed significance of .000, which is less than .05 (.000 < .05). It means that the null
hypothesis was rejected. Then, there is a difference between parents' expectations on
service quality of the awarded childcare nursery when segmented by education levels.
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Hypothesis I 0
Null hypothesis ten (H!Oo): there is no difference between perceived service
qualities of the awarded childcare nursery in Bangkok when segmented by education
levels.
As presented in Table 5.14, the null hypothesis is evaluated by using the one-way
analysis of variance (ANOVA) to test the significance difference between education
levels of perceived service qualities of the awarded childcare nursery in Bangkok. There
were five comparisons in variables, which were consisted of High school graduate or
below, Bachelor degree or equal, Master Degree, Doctoral Degree, and all others.

Table 5.14
Analysis of Variance (ANOVA) for the difference between perceived service quality
when segmented by education levels
ANOVA

PERCEPT
Between Groups
Within Groups
Total

Sum of Sauares
1154.330
39854.424
41008.754

df
4
345
349

Mean
Sauare
288.582
115.520

F
2.498

Sig.
.043

The Analysis of Variance (ANO VA) as shown in Table 5.14, indicated that there
was a statistically significant difference in perceived service qualities of the awarded
childcare nursery in Bangkok when segmented by education levels, with a 2-tailed
significance of .043, which is less than .05 (.043 < .05). It means that the null hypothesis
was rejected. Then, there is a difference between perceived service qualities of the
awarded childcare nursery when segmented by education levels.
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Hypothesis 11
Null hypothesis eleven (HI lo): there is no difference between parents'
expectations of service quality of the awarded childcare nursery in Bangkok when
segmented by occupation.
As presented in Table 5.15, the null hypothesis is evaluated by using the one-way
analysis of variance (ANOVA) to test the significance difference between occupations of
parents' expectations on the service quality of the awarded childcare nursery in Bangkok.
There were four comparisons in variables, which were consisted of Government
Employee, Private Employee, Business Owner, and all others.

Table 5.15
Analysis of Variance (ANOVA) for the difference between parents' expectations
of service qnality when segmented by occupation
ANOVA

EXPECT

Between Groups
Within Groups
Total

Sum of Squares
1416.265
37964.592
39380.857

df
3
346
349

Mean Square
472.088
109.724

F
4.302

Sig.
.005

The Analysis of Variance (ANOVA) as shown in Table 5.15, indicated that there
was a statistically significant difference in parents' expectations of service quality of the
awarded childcare nursery in Bangkok when segmented by occupation, with a 2-tai11ed
significance of .005, which is less than .05 (.005 < .05). It means that the null hypothesis
was rejected. Then, there is a difference between parents' expectations on service quality
of the awarded childcare nursery when segmented by occupation.
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Hypothesis 12
Null hypothesis twelve (H120): there is no difference between perceived service
qualities of the awarded childcare nursery in Bangkok when segmented by occupation.
As presented in Table 5.16, the null hypothesis is evaluated by using the one-way
analysis of variance (ANOVA) to test the significance difference between occupations of
perceived service qualities of the awarded childcare nursery in Bangkok. There were four
comparisons in variables, which were consisted of Government Employee, Private
Employee, Business Owner, and all others.

Table S.16
Analysis of Variance (ANOVA) for the difference between perceived service quality
when segmented by occupation
ANOVA

PERCEPT
Sum of Squares
Between Groups
Within Groups
Total

1069.870
39938.884
41008.754

df

Mean Square

3
346
349

356.623
115.430

F
3.090

Sig.
.027

The Analysis of Variance (ANOVA) as shown in Table 5.16, indicated that there
was a statistically significant difference in perceived service qualities of the awarded
childcare nursery in Bangkok when segmented by occupation, with a 2-tailed
significance of .027, which is less than .05 (.027 < .05). It means that the null hypothesis
was rejected. Then, there is a difference between perceived service qualities of the
awarded childcare nursery when segmented by occupation.
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Hypothesis 13
Null hypothesis thirteen (Hl3o): there is no difference between parents'
expectations of service quality of the awarded childcare nursery in Bangkok when
segmented by age levels.
As presented in Table 5.17, the null hypothesis is evaluated by using the one-way
analysis of variance (ANOVA) to test the significance difference between age levels of
parents' expectations on the service quality of the awarded childcare nursery in Bangkok.
There were four comparisons in variables, which were consisted of20 or below, 21-30,
31-40, and more than 40.
Table 5.17
Analysis of Variance (ANOVA) for the difference between parents' expectations
of service quality when segmented by age levels
ANOVA

EXPECT
Between Groups
Within Groups
Total

Sum of Squares
821.432
38559.425
39380.857

df
3
346
349

Mean Square
273.811
111.443

F
2.457

Sig.
.063

The Analysis of Variance (ANOVA) as shown in Table 5.17, indicated that there
was a statistically significant difference in parents' expectations of service quality of the
awarded childcare nursery in Bangkok when segmented by age levels, with a 2-tailed
significance of .063, which is more than .05 (.063 > .05). It means that the null
hypothesis was failed to reject. Then, there is no difference between parents'
expectations on service quality of the awarded childcare nursery when segmented by age
levels.
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Hypothesis 14
Null hypothesis fourteen (H14o ): there is no difference between perceived service
qualities of the awarded childcare nursery in Bangkok when segmented by age levels.
As presented in Table 5.18, the null hypothesis is evaluated by using the one-way
analysis of variance (ANOVA) to test the significance difference between age levels of
perceived service qualities of the awarded childcare nursery in Bangkok. There were four
comparisons in variables, which were consisted of20 or below, 21-30, 31-40, and more
than 40.

Table 5.18
Analysis of Variance (ANOVA) for the difference between perceived service quality
when segmented by age levels
ANOVA
PERCEPT

Between Groups
Within Groups
Total

Sum of Squares
178.602
40830.152
41008.754

df

3
346
349

Mean Square
59.534
118.006

F
.505

Sig.
.679

The Analysis of Variance (ANOVA) as shown in Table 5.18, indicated that there
was a statistically significant difference in perceived service qualities of the awarded
childcare nursery in Bangkok when segmented by age levels, with a 2-tailed significance
of .679, which is more than .05 (.679 > .05). It means that the null hypothesis was failed
to reject. Then, there is no difference between perceived on service qualities of the
awarded childcare nursery when segmented by age levels.
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Hypothesis 15
Null hypothesis fifteen (HI5o): there is no difference between parents'
expectations of service quality of the awarded childcare nursery in Bangkok when
segmented by the purpose of using the service.
As presented in Table 5.19, the null hypothesis is evaluated by using the one-way
analysis of variance (ANOV A) to test the significance difference between the purposes
of using service of parents' expectations on the service quality of the awarded childcare
nursery in Bangkok. There were four comparisons in variables, which were consisted of
no good and trustworthy baby sitter, to practice the physical and brain development of
the children, to try the service because of being told that it is good and qualified, and all
others.
Table 5.19
Analysis of Variance (ANOVA) for the difference between parents' expectations
of service quality when segmented by the purpose of using service
ANOVA

EXPECT
Between Groups
Within Groups
Total

Sum of Squares
644.886
38735.971
39380.857

df
3
346
349

Mean Square
214.962
111.954

F
1.920

Sig.
.126

The Analysis of Variance (ANOVA) as shown in Table 5.19, indicated that there
was a statistically significant difference in parents' expectations of service quality of the
awarded childcare nursery in Bangkok when segmented by the purpose of using service,
with a 2-tailed significance of .126, which is more than .05 (.126 > .05). It means that the
null hypothesis was failed to reject. Then, there is no difference between parents'
expectations on service quality of the awarded childcare nursery when segmented by the
purpose of using service.
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Hypothesis 16
Null hypothesis sixteen (H160 ): there is no difference between perceived of
service qualities of the awarded childcare nursery in Bangkok when segmented by the
purpose of using the service.
As presented in Table 5.20, the null hypothesis is evaluated by using the one-way
analysis of variance (ANO VA) to test the significance difference between the purposes
of using service of perceived service qualities of the awarded childcare nursery in
Bangkok. There were four comparisons in variables, which were consisted of no good
and trustworthy baby sitter, to practice the physical and brain development of the
children, to try the service because of being told that it is good and qualified, and all
others.
Table 5.20
Analysis of Variance (ANOVA) for the difference between perceived service quality
when segmented by the purpose of using service
ANOVA

PERCEPT
Between Groups
Within Groups
Total

Sum of Squares
559.923
40448.831
41008.754

df
3
346
349

Mean Square
186.641
116.904

F
1.597

Sig.
.190

The Analysis of Variance (ANOVA) as shown in Table 5.20, indicated that there
was a statistically significant difference in perceived of service qualities of the awarded
childcare nursery in Bangkok when segmented by the purpose of using service, with a 2tailed significance of .19, which is more than .05 (.19 > .05). It means that the null
hypothesis was failed to reject. Then, there is no difference between perceived service
qualities of the awarded childcare nursery when segmented by the purpose of using
service.
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Hypothesis I 7
Null hypothesis seventeen (H!7o): there is no difference between parents'
expectations of service quality of the awarded childcare nursery in Bangkok when
segmented by numbers of parents' child in childcare nurseries.
As presented in Table 5.21, the null hypothesis is evaluated by using the one-way
analysis of variance (ANOVA) to test the significance difference between the numbers of
parents' child in childcare nurseries of parents' expectations on the service quality of the
awarded childcare nursery in Bangkok. There were three comparisons in variables, which
were consisted of one, two, and more than two children.
Table 5.21
Analysis of Variance (ANOVA) for the difference between parents' expectations
of service quality when segmented by number of parents' child in nurseries.
ANOVA

EXPECT
Sum of Sauares
Between Groups
Within Groups
Total

115.453
39265.404
39380.857

df
2
347
349

Mean Sauare
57.727
113.157

F
.510

Sig.
.601

The Analysis of Variance (ANOVA) as shown in Table 5.21, indicated that there
was a statistically significant difference in parents' expectations of service quality of the
awarded childcare nursery in Bangkok when segmented by the numbers of parents' child
in childcare nurseries, with a 2-tailed significance of .601, which is more than .05 (.601 >
.05). It means that the null hypothesis was failed to reject. Then, there is no difference
between parents' expectations on service quality of the awarded childcare nursery when
segmented by numbers of parents' child in childcare nurseries.
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Hypothesis 18
Null hypothesis sixteen (HISo): there is no difference between perceived of
service qualities of the awarded childcare nursery in Bangkok when segmented by
numbers of parents' child in childcare nurseries.
As presented in Table 5.22, the null hypothesis is evaluated by using the one-way
analysis of variance (ANO VA) to test the significance difference between the numbers of
parents' child in childcare nurseries of perceived service qualities of the awarded
childcare nursery in Bangkok. There were three comparisons in variables, which were
consisted of one, two, and more than two children.
Table 5.22
Analysis of Variance (ANOVA) for the difference between perceived service quality
when segmented by number of parents' child in nurseries.
ANOVA
PERCEPT

Between Groups
Within Groups
Total

Sum of Squares
164.274
40844.481
41008.754

df
2
347
349

Mean Square
82.137
117.707

F
.698

Si~.

.498

The Analysis of Variance (ANOVA) as shown in Table 5.22, indicated that there
was a statistically significant difference in perceived of service qualities of the awarded
childcare nursery in Bangkok when segmented by the numbers of parents' child in
childcare nurseries, with a 2-tailed significance of .498, which is more than .05 (.498 >
.05). It means that the null hypothesis was failed to reject. Then, there is no difference
between perceived service qualities of the awarded childcare nursery when segmented by
numbers of parents' child in childcare nurseries.
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Table 5.23 Summary of Results from Hypotheses Testing
Significant
Hypothesis

Statistical Test

(2-tailed)

Result

Value
Hypothesis I

Paired Samples Test

.000

Reject Ho

Hypothesis 2

Paired Samples Test

.000

Reject Ho

Hypothesis 3

Paired Samples Test

.000

Reject Ho

Hypothesis 4

Paired Samples Test

.000

Reject Ho

Hypothesis 5

Paired Samples Test

.000

Reject Ho

Hypothesis 6

Paired Samples Test

.000

Reject Ho

Hypothesis 7

Analysis of Variance (ANOVA)

.000

Reject Ho

Hypothesis 8

Analysis of Variance (ANOVA)

.000

Reject Ho

Hypothesis 9

Analysis of Variance (ANOVA)

.000

Reject Ho

Hypothesis I 0

Analysis of Variance (ANOVA)

.043

Reject Ho

Hypothesis 11

Analysis of Variance (ANOVA)

.005

Reject Ho

Hypothesis 12

Analysis of Variance (ANOVA)

.027

Reject Ho

Hypothesis 13

Analysis of Variance (ANOVA)

.063

Failed to reject Ho

Hypothesis 14

Analysis of Variance (ANOVA)

.679

Failed to reject Ho

Hypothesis 15

Analysis of Variance (ANOVA)

.126

Failed to reject Ho

Hypothesis 16

Analysis of Variance (ANOVA)

.190

Failed to reject Ho

Hypothesis 17

Analysis of Variance (ANOVA)

.601

Failed to reject Ho

Hypothesis 18

Analysis of Variance (ANOVA)

.498

Failed to reject Ho

From the table 5.23, the conclusion of Hypothesis testing is presented. Twelve
hypotheses are rejected due to the significance that is less than 0.05 which included HJ to
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H12 and six hypotheses are failed to reject due to the significance is higher than 0.05
which included H13 to HIS as summarized in table 5.24.

Table 5.24 Summary in detail from Hypotheses Testing
Hypotheses

Description

Result

I

There is no difference between parents' expectation and
perceived service quality of the awarded childcare nursery in
Bangkok.
There is no difference between parents' expectation and
perceived service quality of the awarded childcare nursery in
Bangkok when segmented by tangibles.
There is no difference between parents' expectation and
perceived service quality of the awarded childcare nursery in
Bangkok when segmented bv reliabilitv.
There is no difference between parents' expectation and
perceived service quality of the awarded childcare nursery in
Bangkok when segmented by resoonsiveness.
There is no difference between parents' expectation and
perceived service quality of the awarded childcare nursery in
Bangkok when segmented by assurance.
There is no difference between parents' expectation and
perceived service quality of the awarded childcare nursery in
Bangkok when segmented bv emoathv.
There is no difference between parents' expectations of
service quality of the awarded childcare nursery in Bangkok
when segmented by income levels.
There is no difference between parents' perceived service
quality of the awarded childcare nursery in Bangkok when
segmented by income levels.
There is no difference between parents' expectations of
service quality of the awarded childcare nursery in Bangkok
when segmented bv education levels.
There is no difference between parents' perceived service
quality of the awarded childcare nursery in Bangkok when
segmented by education levels.
There is no difference between parents' expectations of
service quality of the awarded childcare nursery in Bangkok
when segmented by occupation.
There is no difference between parents' perceived service
quality of the awarded childcare nursery in Bangkok when
segmented by occupation.

Reject

2

3

4

5

6

7

8

9

10

11

12

Reject

Reject

Reject

Reject

Reject

Reject

Reject

Reject

Reject

Reject

Reject
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Hypotheses

Description

Result

13

There is no difference between parents' expectations of
service quality of the awarded childcare nursery in Bangkok
when segmented by age levels.
There is no difference between parents' perceived service
quality of the awarded childcare nursery in Bangkok when
segmented by age levels.
There is no difference between parents' expectations of
service quality of the awarded childcare nursery in Bangkok
when segmented by the puroose of using service.
There is no difference between parents' perceived service
quality of the awarded childcare nursery in Bangkok when
segmented by the purpose of using service.
There is no difference between parents' expectations of
service quality of the awarded childcare nursery in Bangkok
when segmented by the numbers of parents' child in
childcare nursery.
There is no difference between parents' perceived service
quality of the awarded childcare nursery in Bangkok when
segmented by the numbers of parents' child in childcare
nurserv.

Accepted

14
15

16
17

18

Accepted

Accepted

Accepted

Accepted

Accepted
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CHAPTER VI
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

This chapter is divided into three sections. The first is a summary of findings on
demographic factor and the research hypothesis testing. The second is the conclusion of
the study and the last section is the recommendation for future research.

6.1 Summary of Findings
As the result of this research is used to determined the customer's expectations
and perceptions that focuses on a study of parents' expectations and perceptions of
service quality to the awarded childcare nursery in Bangkok, this research contained a lot
of hypotheses in order to solve the problem as mentioned in chapter I: (I) There is a
difference between parents' expectations and perceived service quality of the awarded
childcare nursery in Bangkok. (2) There is a difference between parents' expectations
and perceived service quality of the awarded childcare nursery in Bangkok when
classified by five dimensions; tangibles, reliability, responsiveness, assurance, and
empathy. (3) There is a difference between parents' expectations and perceived service
quality of the awarded childcare nursery in Bangkok when classified by demographic
factors; income levels, education levels, and occupation. But there is no difference
between parents' expectations and perceived service quality of the awarded childcare
nursery in Bangkok when classified by demographic factors; age levels, purpose of using
service, and number of parents' child in childcare.
From the 350 data collected, most of the respondents are female at the age
ranging from 31 years to 40 years, the education is the Bachelor Degree, family monthly
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income is ranged in the Baht 20,000 or less and the occnpation is private employees. The
purpose of using the service is to provide the physical and mental development of the
children and most of the respondents have one child per family in the childcare nursery.

6.2 Conclusion

According to the objective of this research, the researcher studies and measures
the gap between customer's expectations and perceptions of service quality in order to
identify the true needs and expectations of parents including the actual perceived service
quality of the awarded childcare nursery in Bangkok. Also, this result can be analyzed to
obtain more understanding of service quality problems that need to be improved to
become an excellent service in parents' mind. This study found a difference between
parents' expectations and perceived service quality when segmented by five
SERVQUAL dimensions. This is to indicate that there was a gap between parents'
expectations and perceptions or the performance of the awarded childcare nursery, which
still cannot serve according to parents' expectations as presented in table 6.1.
Table 6.1: Summary of means scores by parents' expectation and perception
Dimension

Expectation

Perception

Tangible

26.5600

25.0714

Reliability

17.9800

17.2200

Responsiveness

17.8971

17.2229

Assurance

17.9343

16.6857

Empathy

17.7714

17.0686
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For demographic factors, the results presented a difference in expectations and
perceived service quality when segmented by income levels, education levels, and
occupation. On the other hand, there was no significant difference in expectations of
service quality when segmented by age levels, purpose of using service, and number of
parents' child in childcare.
To meet the purpose of this research that has the objective to identify the
difference in parents' expectations and perceptions as follows; I. To identify the difference between parents' expectations and perceived service

quality of the awarded childcare nurseries in Bangkok.
Hypothesis one was found to have a significant difference between parents'
expectations and perceived service quality of the awarded childcare nursery in Bangkok.
This implied that the service quality of the awarded childcare nursery in Bangkok falls
sh01i of the perceived service in the parents' mind when compared with their
expectations. The service provider should realize that to create better process or service
in order to exceed parents' expectations as some researchers (Chang, 1998; Chong,
Rungic & Murray, 1997) indicated, the importance of providing services that meet
cnstomer expectation and make them satisfied would be successful in the business and
realize that keeping customers is usually more important and difficult than to obtain
customers.

2. To identify the difference between parents' expectations and perceived service
quality of the awarded childcare in Bangkok when divided into five dimensions;
tangible, reliability, responsiveness, assurance, and empathy.
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Hypotheses two, three, four, five, and six presented that there is a difference
between parents' expectations and perceived service quality of the awarded childcare
nursery in Bangkok when segmented by gap of expectation and perceived service
qualities in five dimensions: tangibles, reliability, responsiveness, assurance, and
empathy respectively reflect to the parents' needs in each part of service still should be
improved by the service provider in order to exceed thru all parents' expectations.
As the instrument SERVQUAL was developed by Parasuraman, et al (1988) to
measure service quality, the instrument was based on the difference between customers'
expectations and their evaluation of the service they received that the level of service
quality is determined by subtracting the perceived service score fonn the customer's
expectation score for each of the questions. Determining service quality is Gap Theory
that emphasize to five dimensions.
Tangibles include physical facilities, equipment and appearance of employees
that for this research, parents can understand via some question in point of environment,
tools or equipment for providing the service. Cleanliness and hygienic in appearance of
nursery place and babysitters is also aware by parents.
Reliability is the ability of the service firm to perform the performance promised
dependably and accurately. In this research, need to present whether ehildcare nursery
can performs the service as well as its promises and trustworthy so, the questions are
aimed to keeping the promise as advertisement and having knowledge I experience for
taking care the children.
Responsiveness is the willingness of the firms' staff to help customers and to
provide the prompt service. With this research, emphasize to the service to respond the
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parents and children. Additionally, provide many activities to children that give an
opportunity to present their ability.
Assurance refers to the knowledge and courtesy, their ability to inspire trust and
confidence in the customer toward the service provider. Childcare nursery emphasize to
security service, preparation of nursing that must be carefully to children feel freedom
from danger.
Empathy is the caring, individualized attention the service firm provides each
customer. Therefore, childcare nursery regards equalization for every parent and
children, listening and being sincere for improvement.

3. To identify the parents' view on which of the five SERVQUAL dimensions is the
most important factor when categorized by tangible, reliability, responsiveness,
assurance, and empathy.
Tables 5.2 and 5.3 presented an expectation section and a perceptions section to
measure parents' assessments performance of service quality. For expectation, reliability
is the most critical dimension which parents expected service from the childcare nursery
then followed by assurance, responsiveness, empathy and tangibles respectively. The
resnlt can be concluded that parents give importance to knowledge and experience to
babysitters, reliable service as advertisement and activity of each children group. For
perception in table 5.3 presents that responsiveness is the first ranking as perceived by
customer then followed by reliability, empathy, tangibles while assurance is the last in
'

the perceived view. The result showed that responsiveness via communication between
parents and childcare nursery is perceived and parents pleasure in this service very much.
The care dimension is assurance that parents need to obtain the improvement as they
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gave low point of service. Parasuraman and his coauthors (1990) studied the mean
importance of SERVQUAL dimensions in four service sections. The result of their study
shows that reliability is the most critical dimension then responsiveness, assurance, and
tangibles respectively. This is similar to the research but might be different due to
different culture and behavior.

4. To identify the difference between parents' expectation and perceived service
quality of the awarded childcare nursery in Bangkok when segmented by
demographic factors; income levels, occupation, education level, age, purpose of
using service, and number of parents' child in childcare.
All ten hypotheses; seven, eight, nine, ten, eleven, and twelve presented I show a
difference between parents' expectations and perceived service qualities of the awarded
childcare nursery in Bangkok when segmented by demographic; income levels,
education levels, and occupation. Hypotheses thirteen, fourteen, fifteen, sixteen,
seventeen, and eighteen presented there is no difference between parents' expectations
and perceived service qualities of the awarded childcare nursery in Bangkok when
segmented by demographic; age levels, purpose of using service, and number of parents'
child in childcare.

A summarize of hypothesis testing results is presented in details as attached in the
Appendix. These demographic are as follows: Income (Hypotheses 7 and 8): - the results from Appendix C, the parents with a
difference among six groups of income levels showed that there is a significant
difference in the expected service quality of the awarded childcare nursery in Bangkok
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when segmented by tangibles, reliability, assurance, and empathy. By the way, there is
no significant difference in the expected service quality of the awarded childcare nursery
in Bangkok when segmented by responsiveness. It can be summarized that each group of
income levels has expected to receive different service quality from the awarded
childcare nursery.
The result from Appendix D, parents with a difference among six groups of
income levels showed that there is a significant difference in the perceived service
quality of the awarded childcare nursery in Bangkok when segmented by tangibles,
reliability, responsiveness, assurance, and empathy. It can be summarized that each
group of income levels has perceived to receive different service quality from the
awarded childcare nursery.

Education (Hypotheses 9 and 10): - the results from Appendix E, the parents with a
difference among five groups of education levels showed that there is a significant
difference in the expected service quality of the awarded childcare nursery in Bangkok
when segmented by tangibles, reliability, responsiveness, assurance, and empathy. It can
be summarized that each group of education levels has expected to receive different
service quality from the awarded childcare nursery.
The result from Appendix F, parents with a difference among five groups of
education levels showed that there is a significant difference in the perceived service
quality of the awarded childcare nurse1y in Bangkok when segmented by tangibles, and
reliability. There is no significant difference in the expected service quality of the
awarded childcare nursery in Bangkok when segmented by responsiveness, assurance,
and empathy.
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Occupation (Hypotheses 11 and 12): - the results from Appendix G, the parents with a
difference among four groups of occupation showed that there is a significant difference
in the expected service quality of the awarded childcare nursery in Bangkok when
segmented by tangibles, reliability, assurance, and empathy. By the way, there is no
significant difference in the expected service quality of the awarded childcare nursery in
Bangkok when segmented by responsiveness. It can be summarized that most of each
group of occupation has expected to receive different service quality from the awarded
childcare nursery.
The result from Appendix H, parents with a difference among four groups of
occupation showed that there is a significant difference in the perceived service quality of
the awarded childcare nursery in Bangkok when segmented by tangibles, and reliability.
There is no significant difference in the expected service quality of the awarded childcare
nurse1y in Bangkok when segmented by responsiveness, assurance, and empathy. It can
be summarized that most of each group of occupation has perceived to receive different
service quality from the awarded childcare nursery.

Age levels {Hypotheses 13 and 14): - the results from Appendix I, the parents with a
difference among four groups of age levels showed that there is a significant difference
in the expected service quality of the awarded childcare nursery in Bangkok when
segmented by tangibles, and assurance. By the way, there is no significant difference in
the expected service quality of the awarded childcare nursery in Bangkok when
segmented by reliability, responsiveness, and empathy. It can be summarized that most
of each group of age level has not expected to receive different service quality from the
awarded childcare nursery.
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The result from Appendix J, parents with a difference among four groups of age
levels showed that there is no significant difference in the perceived service quality of the
awarded childcare nursery in Bangkok when segmented by tangibles, reliability,
responsiveness, assurance, and empathy. It can be summarized that most of each group of
age levels has perceived to receive different service quality from the awarded childcare
nursery.

Purpose of using service (Hypotheses 15 and I 6): - the results from Appendix K, the
parents with a difference among the four groups of purpose of using service showed that
there is a significant difference in the expected service quality of the awarded childcare
nursery in Bangkok when segn1Cnted by tangibles. By the way, there is no significant
difference in the expected service quality of the awarded childcare nursery in Bangkok
when segn1Cnted by reliability, responsiveness, assurance, and empathy. It can be
summarized that most of each group of purpose of using service has expected to receive
different service quality from the awarded childcare nursery.
The result from Appendix L, parents with a difference among four groups of
purpose of using service showed that there is no significant difference in the perceived
service quality of the awarded childcare nursery in Bangkok when segmented by
tangibles, reliability, responsiveness, assurance, and empathy. It can be summarized that
most of each group of purpose of using service has perceived to receive the same service
quality from the awarded childcare nursery.

Number of parents' child in childcare (Hypotheses 17 and 18): - the results from
Appendix M, the parents with a difference among the three groups of number of parents'
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child in childcare presented that there is no significant difference in the expected service
quality of the awarded childcare nursery in Bangkok when segmented by all five
dimensions; tangibles, reliability, responsiveness, assurance, and empathy. It can be
summarized that most of each group for number of parents' child in childcare has
expected to receive the same service quality from the awarded childcare nursery.
The result from Appendix N, parents with a difference among three groups of
number of parents' child in childcare showed that there is no significant difference in the
perceived service quality of the awarded childcare nursery in Bangkok when segmented
by five dimensions; tangibles, reliability, responsiveness, assurance, and empathy. It can
be summarized that most of each group of number of parents' child in childcare has
perceived to receive the same service quality from the awarded childcare nursery.
Others from demographic factor that the researcher inquired for the background
of all respondents, was found that most of respondents (91.4%) is spouse (married). Type
of family is single family (58%) while most of relation of respondents to children is
father and mother (94.3%) and the age of children in childcare is three years or less
(48.6%) then follow by two years or less (26.9%).

6.3 Recommendations
Based on the findings and conclusions of this study, a major issue of this study
found that there is a gap between expectation and perceived service quality of the
awarded childcare nursery. That means the awarded childcare nursery cannot provide
service according to parents' expectation. These differences should be analyzed for
improving the service quality in order to close the gap between parents' expectation and
perception of the awarded childcare nursery in Bangkok as mentioned in conceptual
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framework in chapter 3, the recommendation for further research is separated to two
sections as follows: I. Gap theory

With reference to standard childcare nursery in chapter 1 that childcare must be
concerned and bring to treat I improve in long term. The information from this research
should be added to recommend by each dimension as well.
Tangibles
Childcare should improve the environmental place, equipment and also
babysitters dress up. Cleanliness and hygienic in children area must be aware and always
look after.
Reliability
The most ranking by parents' expectations that childcare must concentrate the
room to improve for example training to babysitters for enhancing knowledge and
experience, clearly all service to parents in order to understand in the same way and keep
good service continually.
Responsiveness
The most ranking by parents' perceptions perfonned willingness of service in
point of communication of childcare to children and parents. This should keep
continually service and always create new things to support children knowledge.
Assurance
The least ranking by parents' perceptions indicated that parents and children need
the most improvement from childcare. So, childcare must concern and take step by step
to revise all service in this area.
Empathy
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This aims to understand customer and equalization to all parents and children.
Providing regular service could be appreciated and recognize by parents.
2. Demographic Factors
From summary in table 5.1, the interesting issue is purposing to use the service
in childcare on today that currently; childcare is not only the place for taking care the
children instead of their parents. From the result of this research service, most of the
parents' need the children have more physical and brain development including others
purposed to make a friends for social development. So, childcare should search or study
the new technology and tools to develop the children for both of physical and social life.
Providing suitable activities and allowing children to perform their opinions or ability
would be helper as well.
Others from demographic factor, type of family presented that 58% is single
family and 42% is extended family. This answer is so closed and implied most of parents
in extended family might not find the problem of no any person take care children and
support the purpose to use the service in childcare for practice children development such
as physical and sociality.

Suggestions for Future Research
The objective of this research is to study service quality of the childcare nurseries
in Bangkok in the points of parents' view that use the service provided by the awarded
childcare nurseries by considering the differences between customer expectation and
perceived service quality of childcare nurseries in Bangkok. Future research in service
quality toward childcare nursery area could look at other factors as follows: -

130

I. Study in private or government childcare only, or compare service quality from
one place to another place.
2. Study in te1m of price grading by private and government childcare.
3. Study the impact or relation of some demographic factors such an mcome,
education and occupation that these areas are found significant difference
between customer expectations and perception on service quality of the awarded
childcare nursery.
Moreover, it would be worthwhile for further investigation on other gaps or any
obstacles that effect to unsuccessful delivery of service from the childcare.
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APPENDIX A
QUESTIONNAIRE
TO STUDY THE PARENT EXPECTATION AND PERCEIVED SERVICE QUALITY
ON THE AWARDED NURSERY OF 2001, BANGKOK
This questionnaire is a partial fulfillment of the requirements for the Master Degree of
Business Administration Assumption University.
Part 1: All questions below concerns the expectation of the parents on the service of the
nurseries in Bangkok area. The respondents are required to score the level of expectation
and the perceived service in the score range of 1 - 5.
Explanation:
1.1 The expectation of the customers
The descriptions in this.questionnaire express the expectation of the customers on the
service provided by the nurseries.
1.2 The post - perception of the customers
The descriptions in this questionnaire express the feelings of the customers for the
perceived service provided for the nurseries.
Please circle only one number corresponding to your opinion. The meaning of number is
as following: Strongly Dissatisfied

1

Dissatisfied

2

Neutral

3

Satisfied

4

Strongly Satisfied

5

Please answer all questions based on the truth.
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Description

Perceived Service

Expected Service

1. Tangibles
1

2

3

4

5

I

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

I

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

1

2

3

4

5

I

2

3

4

5

I

2

3

4

5

as

I

2

3

4

5

1

2

3

4

5

properly

I

2

3

4

5

I

2

3

4

5

1

2

3

4

5

I

2

3

4

5

I. I Clean place and equipment, good

environment and air condition are
provided.
1.2 All baby sitters cleanly and neatly
dress up.
1.3 Hygienic canteen and restroom are
provided.
1.4 Enough toys or equipment for
enhancing the physical and mental
development of the children.
1.5 The activities for the social and
emotional development of the children
snch as sports and musical skill, etc.
1.6

Physical

development

of the

children is recorded such as weight,
height, etc.
2. Reliability
2.1 The baby sitters have knowledge
and experience in taking care of the
children
2.2 The baby sitters and staff are
trustworthy.
2.3

The

service

is

provided

advertised and promoted.
2.4

The

categorized

children
based

are
on

age

or

development.
3.

Res~onsiveness

3.1 The activities are provided to allow
the children to show their abilities and
ideas.
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Description

Perceived Service

Expected Service

2

3

4

5

1

2

3

4

5

I

2

3

4

5

1

2

3

4

5

3 .4 It is easy to contact the nursery such 1

2

3

4

5

1

2

3

4

5

3.2 Counsel and suggestion are given 1
with polite manner.
3.3 The will to answer all children'
questions without getting bored.
as by telephone, fax or e-mail for more
information.
4. Assurance
JS

1

2

3

4

5

1

2

3

4

5

4.2 The nurse room and nurses are

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

4.4 The proportion between number of I

2

3

4

5

I

2

3

4

5

4.1 The strictly security service
provided.
available to serve all the time.

4.3 The in-out visitors and also the
name list of the persons who come to
pick the children up are recorded.
the baby sitters and of the children is
reasonable.
5. Em(!athy
5. I Every customer is equal.

I

2

3

4

5

1

2

3

4

5

5.2 All staff and baby sitters take care

I

2

3

4

5

1

2

3

4

5

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

of all children thoroughly and equally.
5.3

The

customer

comments

are

accepted and taken into action to
improve the service.
5.4 The customers are respected as the
important person.
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Part 2: General information of responder

1. Gender
---

Male

- - - Female

---

20 or below

_ _ 21-30

2. Age

- - - 31-40

- - - more

than 40

3. Marital Status
___ Single

- - - Married

- - - Divorced

---

4. Highest education
___ High school graduate or below
___ Bachelor degree or equal
___ Master Degree
___ Doctoral Degree
___ Others (Please notify) _ _ _ _ _ __

5. Occupation
___ Government Employee
___ Private Employee
---

Business Owner

___Others (Please notify) _ _ __

Widowed
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6. Family monthly income
___ 20,000 baht or less

_ _ 20,001-30,000 baht

_ _ 30,001-40,000 baht

_ _ 40,001-50,000 baht

- - - 50,001-60,000

- - - more

baht

than 60,000 baht

7. Type of family
___ Single family (consisted of husband, wife and unmarried children)
___ Extended family (consisted of husband, wife, unmarried children and
relatives)

8. Relationship with children _ _ _ _ _ _ __
9. Age of children to be in this nursery _ _ _ _ _ __
10. Numbers of parents' child in childcare nursery
- - - One
- - - More

- - - Two

than two

11. The reasons for using the service
___ No good and trustworthy baby sitter.
___ To practice the physical and brain development of the children.
---

To try the service because of being told that it is good and

qualified.
___ Others (Please notify) _ _ _ _ _ __
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5

2
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4

5

I

2
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1
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5

2

3

4

5
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2

3

4
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2
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4
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APPENDIXC
Analysis of Variance (ANOVA) for the difference of income levels of parents'
expectation when segmented by SERVQUAL dimension

ANOVA
Sum of
Squares
EX TAN

EX_REL

EX_RES

EX ASR

EX EMP

Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total

Mean
Square

df

297.502

5

59.500

3234.738

344

9.403

3532.240

349

86.397
1396.463

5
344

1482.860

349

44.893
1571.404

5
344

1616.297

349

127.733

5

25.547

1571.756

344

4.569

1699.489

349

78.332
1787.382

5
344

1865.714

349

17.279

F

Sig.

6.328

.000

4.257

.001

1.966

.083

5.591

.000

3.015

.Oil

4.059
8.979
4.568

15.666
5.196
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APPENDIXD
Analysis of Variance (ANOVA) for the difference of income levels of parents'
perception when segmented by SERVQUAL dimension

ANOVA
Sum of
Squares
PER TAN

PER_REL

PER_RES

PER_ASR

PER EMP

Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total

Mean
Sauare

df

261.884

5

52.377

3471.330
3733.214

344

10.091

349
5

19.810

344

4.422

99.051
1521.009
1620.060
54.303

F

Sig.

5.190

.000

4.480

.001

349
5
344

10.861
4.792

2.267

.048

1702.617
73.002
2036.427
2109.429

349
5
344

14.600

2.466

.033

117.085

5

23.417

4.078

.001

1975.269
2092.354

344
349

5.742

1648.314

5.920

349
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APPENDIXE
Analysis of Variance (ANOVA) for the difference of education levels of parents'
expectation when segmented by SERVQUAL dimension

ANOVA
Sum of
Squares
EX TAN

EX_REL

EX RES

EX ASR

EX EMP

Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total

Mean
Square

df

281.392

4

70.348

3250.848
3532.240

345
349

9.423

91.062
1391.798
1482.860

4
345
349

72.111
1544.186

4
345

1616.297

349

110.870

4

27.718

1588.618

345

4.605

1699.489

349

117.726
1747.989
1865.714

4
345
349

F

Sig.

7.466

.000

22.765
4.034

5.643

.000

18.028

4.028

.003

6.019

.000

5.809

.000

4.476

29.431
5.067
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APPENDIXF
Analysis of Variance (ANOVA) for the difference of education levels of parents'
perception when segmented by SERVQUAL dimension

ANOVA
Sum of
Squares
PER TAN

PER REL

PER RES

PER ASR

PER EMP

Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total

df

Mean
Square

F

Sig.

133.084
3600.130

4
345

33.271
10.435

3.188

.014

3733.214
67.342

349
4

16.836

3.741

.005

1552.718
1620.060

345

4.501

31.088
1671.529
1702.617

4
345

7.772
4.845

1.604

.173

36.646
2072.782

4
345

9.162

1.525

.194

2109.429

349
4

7.014

1.172

.323

345

5.983

28.058
2064.296
2092.354

349

349

349

6.008
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APPENDIXG
Analysis of Variance (ANOVA) for the difference of occupation of parents' expectation
when segmented by SERVQUAL dimension

ANOVA
Sum of
Squares
EX_TAN

EX REL

EX RES

EX ASR

EX EMP

Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total

df

118.943
3413.297

3
346

3532.240
74.881
1407.979
1482.860
23.890
1592.407
1616.297
53.040
1646.449
1699.489

349

47.774
1817.940
1865.714

Mean
Square
39.648
9.865

F
4.019

Sig.
.008

3
346
349
3
346
349

24.960
4.069

6.134

.000

7.963
4.602

1.730

.160

3
346

17.680
4.759

3.715

.012

15.925

3.031

.029

349
3
346
349

5.254
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APPENDIXH
Analysis of Variance (ANOVA) for the difference of occupation of parents'
perception when segmented by SERVQUAL dimension

ANOVA
Sum of
Squares
PER TAN

PER REL

PER RES

PER ASR

PER EMP

Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total

105.125
3628.090
3733.214
50.932
1569.128
1620.060
25.259
1677.358
1702.617
43.129
2066.300
2109.429
25.625
2066.729
2092.354

df

Mean
Square

F
3.342

Sig.

3
346

35.042
10.486

349
3
346
349

16.977
4.535

3.744

.Oil

3
346
349

8.420
4.848

1.737

.159

3
346
349

14.376

2.407

.067

3
346

8.542
5.973

1.430

.234

349

.019

5.972
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APPENDIX I
Analysis of Variance (ANOV A) for the difference of age levels of parents'
expectation when segmented by SERVQUAL dimension

ANOVA
Sum of
Squares
EX TAN

EX REL

EX RES

EX_ASR

EX EMP

Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total

Mean
Square

df

F

Sig.

116.980

3

.009

346

38.993
9.871

3.950

3415.260
3532.240
11.628

349
3

3.876

.912

.436

1471.232

4.252

1482.860

346
349

27.701
1588.596

3
346

9.234
4.591

2.011

.112

1616.297
41.870

349
3

13.957

2.913

.034

1657.619

346

4.791

1699.489
13.571

349
.845

.470

1852.143

346

1865.714

349

3

4.524
5.353
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APPENDIXJ
Analysis of Variance (ANOVA) for the difference of age levels of parents'
perception when segmented by SERVQUAL dimension

ANOVA
Sum of
Squares
PER TAN

PER REL

PER RES

PER_ASR

PER_EMP

Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total

37.946
3695.268
3733.214
5.067
1614.993
1620.060
14.404
1688.213
1702.617
12.133
2097.295
2109.429
5.929
2086.425
2092.354

df
3
346
349
3
346
349

Mean
Square
12.649

F
1.184

Sig.
.316

10.680
1.689
4.668

.362

.781

3
346
349

4.801
4.879

.984

.400

3
346

4.044
6.062

.667

.573

349
3
346
349

1.976
6.030

.328

.805

APPENDIXK
Analysis of Variance (ANOVA) for the different purpose of using service of parents'
expectation when segmented by SERVQUAL dimension

ANOVA
Sum of
Squares
EX TAN

EX_REL

EX RES

EX ASR

EX EMP

Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total

150.260
3381.980
3532.240
22.961
1459.899
1482.860
7.200
1609.097
1616.297
18.233
1681.255
1699.489
4.421
1861.293
1865.714

df

Mean
Square

F

Sig.

3
346
349

50.087
9.775

5.124

.002

3
346
349
3
346
349
3
346
349

7.654
4.219

1.814

.144

2.400
4.651

.516

.671

6.078
4.859

1.251

.291

1.474
5.379

.274

.844

3
346
349
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APPENDIXL
Analysis of Variance (ANOVA) for the different purpose of using service of parents'
perception when segmented by SERVQUAL dimension

ANOVA
Sum of
Squares
PER TAN

PER REL

PER RES

PER ASR

PER EMP

Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total

35.413

Mean
Square

df

11.804

3697.801

3
346

3733.214

349

7.151
1612.909

3
346

1620.060

349

32.383
1670.234

3
346

1702.617

349

28.918

3

9.639

2080.511

346

6.013

2109.429

349

22.692
2069.662

3
346

2092.354

349

F

Sig.

1.105

.347

.511

.675

2.236

.084

1.603

.188

1.265

.286

10.687
2.384
4.662
10.794
4.827

7.564
5.982
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APPENDIXM
Analysis of Variance (ANOVA) for the different number of parents' child in childcare
nursery to parents' expectation when segmented by SERVQUAL dimension

ANOVA

EX TAN

EX REL

EX RES

EX ASR

EX EMP

Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total

Mean
Square

Sum of
Squares

df

11.031
3521.209
3532.240
5.424
1477.436
1482.860

2
347
349
2
347
349

5.515
10.148
2.712
4.258

.637

.530

.064
1616.234
1616.297
15.246
1684.242
1699.489

.032
4.658

.007

.993

7.623
4.854

1.571

.209

3.052
1862.662

2
347
349
2
347
349
2
347

1.526
5.368

.284

.753

1865.714

349

F
.544

Sig.
.581
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ANOVA
Sum of
Squares
PER_TAN

PER_REL

PER_RES

PER ASR

PER_EMP

Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total

Mean
Square

df

F

Sig.

14.855
3718.359
3733.214

2
347
349

7.428
10.716

.693

.501

10.429

2

5.214

1.124

.326

1609.631
1620.060
3.796

347

4.639

349
2

1.898

.388

.679

1698.822

347

4.896

1702.617

349

6.515
2102.914

2
347

3.257
6.060

.538

.585

2109.429
4.311

349
2

2.156

.358

.699

2088.043
2092.354

347
349

6.017

