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Abstract

Container Terminal is very important in the maritime business including its efficiency of private terminal to be
a part of port competition between different countries. However, the purpose of this study is to significantly
measure terminal efficiency and inefficiency for improving the performance of the terminal and suggest how to
make the terminal more efficient. Therefore, to achieve this objective, 20 private container terminals in AEC
countries were select where input and output variables of berth length, number of berths, area, number of
gantries crane and quay crane including container throughput were inserted. This research was carried out using
DEA (Data Envelopment Analysis) CCR model and BCC model by using DEAP software to analyze the data. The
result shows that 7 private container terminals were efficient and 13 were inefficient. In conclusion, there is need
to improve the efficiency of the terminals by increasing their input variables and appropriately utilizing the

terminal to run efficiently

Keywords: Data envelopment analysis, Private container terminal, terminal efficiency measurement.
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. INTRODUCTION

More than 80 % of international trade use
maritime transport to transport goods from the
original country to their destination. Including port
operation and port facility be a part of efficiency in
port terminals (Lin & Lih, 2005).This aspect makes
container terminals to be a very important part of
maritime transport. Since the terminal is one of the
infrastructures used in loading and unloading of ships
it supports import and export of goods by maritime
transport that connect to the other modes of
transport all around the world. Therefore, it is the
only best way to successfully transport the large
number of goods directly to many countries of the
world with the lowest transport cost (Carvalho, 2007)

However, public terminals are described as been
controlled by government and hence suffer on policy,
lack of cooperation and slow running of operations.
On the other hand, private terminals have an
opportunity to manage high level of performance on
operation and investment of facility and equipment
because they are self-sponsored. Private terminals
also help the government to enhance competitive
and productive international trade and ~ maritime
transport of the nations. That makes a private terminal
are main to support the government policy. However,
if the private terminal of each nation has an efficient
will drive the international trade and port operation
higher efficient. This is one of the reasons to evaluate
the private container terminal efficiency. On the other
have most of the research mostly using DEA
evaluated container terminal which mostly considered
in the public sector. It one of research gapto evaluate
private container terminals (Demirel, Cullinane, &
Haralambides, 2012)

AEC (ASEAN Economic Community) is one of the

communities to integrate with 10 countries in South

East Asia ie., Myanmar, Thailand, Lao, Cambodia,
Malaysia, Vietnam, Indonesia, Singapore, Brunei, and
Philippines. The purpose for AEC is to enhance
economy, international trade, and investment. The
main objective of AEC cooperation is to decrease the
custom clearance period and fees and to increase the
effectivity and productivity of operating each transport
mode including maritime transport (Association of
Southeast Asian Nations, 2017). On the other hand,
AEC is the third largest economic community and top
seventh of the world via container throughput (Kutin,
Nguyen, & Vallee, 2017).

DEA is one of the decision unit and efficiency
comparisons to estimate the comparative efficiency in
many states such as in an area of maritime,
economics, transport and etc. to evaluate the
efficiency performance which shows the result in
scale. As well as it can estimate efficiency or
inefficiency including DEA running data to show scale
for improving the performance (Abraham Charnes,
William W. Cooper, Arie Y. Lewin, & Lawrence M.
Seiford, 2013)

Moreover, the determinant of terminal efficiency
coming from performance of port to utilize facility and
infrastructure such as the number of berths, area of
the terminal, length of the terminal, numbers of port
equipment (quay crane, yard crane, gantries crane) for
comparing with the outcome performance in
container throughput. Using DEA to analyze the
efficiency and

performance and indicate the

inefficiency of the terminal for improvement.
Thereafter, the efficiency of the terminal can indicate
from the results after running the DEA model. If the
score of CRS or VRS equals 1 is means that terminals
have an efficiency to able to utilize the facility
efficiently. In contrast, the results of the efficiency
score less than 1 are mean that port inefficiency the

score will indicate the terminal need to develop in



terminal to bring forward turn to efficient. (Kutin,
Nguyen, & Vallee, 2017) (Pongpanich & Ke, 2016)

In addition, private terminals have their own
characteristic in their strange and weakness such as
location, congestion and port facility which will impact
terminal  performance and maritime  transport
competition. It is therefore very necessary to consider
efficiency and inefficiency in order to make
improvements on them (Almawsheki, Muhammad, &
Ahmed, 2014). The main objectives on this research
include: 1. To analyze the efficiency of 20 private
container terminals in AEC countries which raking in
top 3 container throughput in each nation. 2. Analyze
and identify the cause and scale of inefficiency in
each terminal for improvement. 3. To design and
suggest ways of improving the scale of efficiency in
terminals. However, to achieve the purpose of this
research, we measure the efficiency of private
container terminal using Data Envelopment Analysis
(DEA) by taking into account the inserts of multiple
input and output. Moreover, consideration in terminal
efficiency can demonstrate an improvement of the
terminal including developing on Data envelopment
analysis methodology to evaluate the efficiency and
inefficient of each terminal

This paper contains the research framework shown
in figure 1 as literature review regard of DEA in
terminal then using the DEA by a specific unit of input
data call “Decision management units” (DMU) as 20
private container terminals in AEC and also insert the
inputs variables of berth length, number of berths,
area, number of gantries crane and quay crane
including container throughput is output. After that
use DEAP software to analyze the efficiency in
terminals including design and suggest a way to
improve the efficiency in each terminal. For instance

the details of the research as generated. Section 2

consists of the introduction about DEA model and
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literature review relating to the measurement of port
efficiency. Section 3, gives the details of methodology
and equations, including the mode of data collection.
After which the research presents the efficiency
results in each terminal including the improved scale
of efficiency in section 4 and lastly the conclusion in
section 5. Introduction is important part of reason why
have made the research together with objectives and

literature reviews.

Literature review regard of DEA in port

/ \
/ N
I P
Input : berth length, number of berths, area,
number of gantries crane and quay crane
Qutput : container throughput were inserted

DMU: data from 20 private container
terminal in AEC countries  (Top 3
performance terminal per countries)

B
A
A
AN

Use DEAP software to runing DEA

Analysls the efficiency terminal

Design and suggest ways of improving
efficiency in terminals

Figure 1 Research framework

II. LITERATURE REVIEW

Terminal efficiency has majorly impacted maritime
and inland transportation relating to intemnational
trade and the economy in many countries (Bhanot &
Singh, 2014). Moreover, the performance of terminals
can indicate their strength and weakness in order to
evaluate their potential in maritime business. Thus, it
is important to measure efficiency of terminals to
develop a higher level of performance in the
terminals (Lin & Lih, 2005). Several authors have
reviewed their literature on the DEA model
application to analyze the terminal efficiency as detail

below.
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A. Evaluation of port efficiency by using DEA

According to this research, Tongzon measured
efficiency of 4 main ports and 12 other ports based on
the high performance with container throughput. He
inserted 6 inputs of the number of cranes, number of
container berths, number of tugs, terminal area and
the number of laborers working in these terminals. It
was considered that 2 outputs were cargo throughput
(TEU) and ship working rate which represents the data
(1996- latest data available) by using the DEA-CCR
model. After analyzing the data, it was found that 4
ports were inefficient. The cause of inefficiency was
believed to come from port characteristics such as
size and function (Tongzon, 2001)

Zheng and Park studied major ports in Korea and
China to analyze their efficiency and the scale used
for changing port to be more efficient by using DEAP
2.1 software program. They inserted input data by
using the factor of berth length, yard area, number of
quay cranes, number of yard cranes and use the
container throughput on output factors. The results
showed that the efficiency terminal score in Korea
(CCR 0.815, BCC 0.886) and China (CCR 0.817, BCC
0.887) were similar. This results contradicts previous
studies that suggest that the ports in China were more
efficient than ports in Korea (Zheng & PARK, 2016).

In this research, focus was on five ports of a river in
Serbia from 2001 to 2008. The purpose of the
research was to evaluate efficiency of ports and
increase the service performance of ports. The input
factors in this port included: productive activities,
warehouse area, quay length, number of cranes and
port throughput by using DEA window analysis. The
results found that the Port of Belgrade and Novi Sad
were less efficient because of poor management in
operation. In contrast, port of Pancevo and port
Smederevo were more efficient. Due to this, the

author of this research gave suggestions to increase

port performance in that ports should find more
customers to rise the number of cargo being handled
in the ports and rent more equipment to increase the
capadity instead of investment (PJEVCEVIC, RADONJIC,
HRLE, & COLIC, 2012)

Lirn and Guo studied and analyzed the efficiency
of major ports in the V.L.S.T.A and ASEAN countries by
applying DEA-CCR and DEA-BCC model. The input data
was terminal area, length of terminals, number of
quayside gantries, the number of yard gantries, the
number of straddle carriers and output data was the
number of container throughput. The results found
that only the ports in Singapore and South Africa were
more efficient. Hence, they gave a reason for
inefficiency of the other ports within the study area as
negligence by the operators (Lirn & Guo, 2011).

In this study, comparisons were made of the
efficiency of private and public container terminals in
areas of Turkey and Wider Eastern Mediterranean
region by using DEA-CCR and DEA-BCC model through
the TOBIT regression analysis. After their study, they
found that container terminals whether private or
public were lower in efficiency although private
terminals have higher efficiency than public terminals.
Lastly, they suggested the development of operations
in the terminals to make them more efficient
(Demirel, Cullinane, & Haralambides, 2012)

Pongpanich & Ke focused in this study to measure
and analyze the efficiency of Thailand container ports
from 2006 to 2013 by using DEA — BCC model with
windows analysis method. The inputs inserted in this
research were: number of ports, length of port,
number of cranes, warehouse area and the outputs
were quantity products. Results found that Bangkok
port was the most efficient compared to Phuket port
and Leam Chabang port and the least efficiency was
with Songkhla port. Therefore, the suggestion was for

the more efficient ports to expand their port size and



maintain the performance in port operations. Lastly,
to improve the inefficiency the ports should find more
customers and increase their port equipment by
renting. (Pongpanich & Ke, 2016)

They studied the efficiency of ports in Northeast
Asia by applying DEA-CCR, DEA- BCC and super
efficiency models with DEA Excel solver. The results
found that 8 container ports had been operated
efficiently specifically ports in China and Taiwan were
more efficient. Results also found some inefficient
ports such as Busan and Gwangyang in Korea. They
concluded that the reason for the inefficiency of the
other ports came from lack of experience and
inadequate technology. Therefore, they suggested
that this ports should develop their own operational
capacity to a higher level (So, Kim, Cho, & Kim, 2007)

They studied 50 inland ports and seaports in
ASEAN countries. The research measures the super
efficiency constant return to scale and the efficiency
frontier by using DEA - BCC and DEA CCR model with
Winddeap2 software and CRS super-efficiency was
calculated by R software. The research was generated
into 5 categories as; 1. Inland ports and seaports with
yard crane 2. Inland ports and seaports with RTG 3.
Seaports with yard cranes 4. Seaports with RTG and
FTs 5. Inland seaports with yard crane. It measured
the efficiency while comparing between seaports and
inland ports. The results showed that ASEAN seaports
have better performance compared to inland ports
(Kutin, Nguyen, & Vallee, 2017)  They studied the
efficiency of 10 major container ports along with
Maritime Silk Road (MSR) including the ports of
Shanghai, Hong Kong, Singapore, Kelang, Laem
Chabang, Colombo, Dubai, Barcelona, Antwerp, and
Hamburg by wusing DEA model with slack-based
measures. It  evaluated the  environmental

performance and operational efficiency by inserting

the input data; number of container berth, container
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berth length, number of quay crane. The output data
were container throushput and CO2 emission. The
results showed that 10 container ports were efficient
and 7 were inefficient. Although the ports showed
high operational efficiency, there was negligence to
the environment due to high CO2 emissions observed.
Lastly, they suggested creating policies to reduce
harmful gas emissions to improve the atmospheric
conditions of the environment (Dong, Zhu, Wang, &
Gaipal, 2019)

This study shows the efficiency of 27 international
container ports in 2002 by applying SFA and DEA
models with multiple inputs and a single output. The
results found that Hong Kong port was more efficient
because it had good performance in each model (Lin

& Lih, 2005)

B. Data Input and Output

After reviewing many research papers related to
ports and terminals efficiency by using DEA model
(Fung Ng & LEE, 2007) and the input data to evaluate
port performance, port operation, and port efficiency,
we found the most of input data was berth length,
depth, number of equipment, berth area, number of
terminals, number of tugs, number of granty crane,
number of quay crane, number of yard equipment,
number of straddle carriers, warehouse area and
amount of laborers.

All the factors most frequently used in many
researches such as the terminal areas, can indicate
performance and the efficiency of port operations. It
can also determine the amount of cargo transfer
through the terminal. The number of berth and
number of cranes can measure the productivity of
loading and unloading containers (Carvalho, 2007)
(PJEVCEVIC, RADONJIC, HRLE, & COLIC, 2012). On the

other hand, container throughput is the most popular
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output factor considered when evaluating the
efficiency at terminals in the previous research.

The previous studies focus mostly on public
container ports in the region and in each country
whereas little focus is given to the private terminals.
Hence, for this reason, this research is inspired to
focus on private container terminals of 10 countries in
AEC and also because the private terminal businesses
are run more easily and are part of the port
performance in the nation. However, this research

uses DEAP software version 2.1 developed by Tim

Coelli (Coelli, 1996) to measure the data and identify
the level of efficiency of the container terminals.
Lastly, it provides an improved scale of efficiency for
the increase and decrease of input and output to
make the terminals more efficient. All this reason
makes this research different from the previous
studies.

In conclusion, all the research involving the use of
DEA including input and output data from literature

reviews are shown on the table 1 below.

Table 1 Literature of DEA Method on Port Efficiency

Name Model Area Input Output
- Container gantry cranes
DEA - CCR
! ! - Container quay length
(Lin &Lih, 2005) DEA - BCC ASEAN port - Container throughput
- Stevedoring equipment
SFA
- Container yard
- Number of berth
DEA-CCR
ASEAN container - Depth
" DEA-BCC - Container terminal
(Kutin, Nguyen, & Vallee, 2017) port and inland _ Container Yard size
CRS super throughput
) port - Number of yard cranes
efficiency
- Number of RTF and FTs
- Number of port
(Pongpanich & Ke, 2016) Thailand ports in
DEA window - Length of port
period - Quantity product
analysis - Number of crane
2006 - 2013
- Warehouse area
Ten major
(Dong, Zhu, Wang, & Gaipal, 2019) DEA-CCR - Number of container berth
container ports - Thoughtput container
DEA -SBM - Container berth length
along the Maritime - Co2 emission
) - Number of quay crane
Silk Road (MSR)
- Number of cranes
4 Australian and 12 - Number of container berths - Cargo throughput (TEU)
DEA- CCR
(Tongzon, 2001) other international - Number of tugs - Ship working rate.
container ports - Terminal area
- Number of laborer
(PJEVCEVIC, RADONJIC, HRLE, & | - Areaof warehouses e of
DDA- window _ - Number of port
. Port in Seria Quay length
COLIC, 2012) analysis Number of cranes throughput
- Berth length
DEA-CCR Container Terminal
(Zheng & PARK, 2016) - YardArea - Container throughput
DEA-BCC in Korea and China - Number of quay cranes
- Number of Yard cranes
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Table 1 Literature of DEA Method on Port Efficiency (Cont.)

Name Model Area Input Output
- Terminal area
- Length of terminals
DEALCCR VISTA and th - The number of quayside
} - IS.T.A and the
(Lirn & Guo, 2011) gantries - Container throughput
DEA-BCC ASEAN countries
- The number of yard gantries
- The number of straddle
carriers
(Demirel, Cullinane, & Container terminals - Quay length
: in Turkey and wider - Terminal area
Haralambides, 2012) DEA-CCR
Eastern - Number of quay cranes - Container throughput
DEA-BCC
Maditerranenn - Yard equipment
region - Draft
- Berth length
Major Container
) ) DEA-CCR - Terminal area
(So, Kim, Cho, & Kim, 2007) ports in Northeast - Container throughput
DEA-BCC ) - Number of quay cranes
Asia
- Number of yard equipment
II.LRESEARCH METHODOLOGY The mathematical equation of DEA model is
A. Efficiency of Data envelopment analysis expressed as follows: That number of DMU, where
The  methodology to  evaluate terminal  each DMU} (j=1.., n) by inserting “m” inputs

performance and efficiency have various method such

as Stochastic Frontier Analysis (SFA), Traditional
regression estimation methods, Index number,
Corrected  original least squares (COLS), data

envelopment analysis (DEA) and Original least squares
(OLS) (Liu, 2010). However, The most popular method
used to measure the efficiency of ports and terminals
is called DEA. It is the most frequent method used to
measure in  academic  research  (Almawsheki,
Muhammad, & Ahmed , 2014).

The concept of Data Envelopment Analysis (DEA) is
a mathematical program. Its performance is to
evaluate the efficiency of multiple inputs and outputs
by giving a number of efficiency units called “Decision
management units” (DMU). Thus, this method helps
terminals to get results that give the right direction in
developing better performance and efficiency (Chavez
& Torres, 2014) (Dong, Zhu, Wang, & Gaipal, 2019)

(Lee, Chou, & Kuo, 2005)

(i=1,..,m). Then utilized to “s” outputs (r=1,..,s) to

measure the performance by DMLG—

- - )
Max hj =rm1—uryr_, forall ] = 1,2,......n

I, vixij
Subject to
=
=1 UrYrj .
———J<1,j=12,.....,n
moOVX;
i=1 Yivij

Where; V; 20, (i=1, 2, 3.., m)
U, >0(=1,2 3., 9

The equation is explained as; hj is relative to the
efficiency of DMU, yrj is amount of output and xij
is number of DMU

7}

is amount of input. Then “n

“w_»

including; “s” is number output and “m” the number
of input. U, is the weight given to output r and ; is
the weight given to input i. However, the number of

DMUs vary where each DMU} (j=1,...,n) by inserting
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Max hy = Zur}'m

r=1

s.t. Z?ll T’?I: Im = 1
Zur}'rj _Z”i Xij = 0,
=1 i=1

i=12,...,n

u,v; =€, ¥Fr,i

m input IU- (i=1,..,m), then utilized to output yrj
(r=1,...,s) to measure the performance by DMU}

On the other hand, DEA can evaluate the DMU by
expressing the value of hj; should range from 0 to 1 to
show the efficiency of DMU. When the value of DMU
hj is equal to one then it implies that the DMU is
efficient. In contrast, if the value of DMU hj— is close
but not equal to 1 then it will be indicated to be less
efficient or inefficient

However, DEA model created by Charnes, Cooper
and Rhodes (CCR) measured the efficiency by insert,
the total input and total output by using a
mathematic program. Then, the outcomes were called
constant returns to scale (CRS). Afterward, Banker,
Charnes and Cooper (1984) developed the BCC model
to measure the technical efficiency index with return
outcome called “Variable Returns to Scale” (VRS) as

shown on figure 2. (Almawsheki, Muhammad, &

Ahmed, 2014)

‘ Data envelopment Analysis ‘

Charnes Cooper and Rhodes (CCR)

Banker Charnes and Cooper (BCC)

Output

RS

Figure 2 Type of Data Envelopment Analysis

Source: (Sonprom & Somswasdi, 2016)

B DEA- CCR Model

CCR (Charnes Cooper and Rhodes) model provides
CRS (Constant Return To Scale). The efficiency of
running the CCR model to estimate the values is by
inserting the input and output data of each DMU.
(Zheng & PARK, 2016)

The meaning of h:] is relative to the efficiency of
DMU. ML is a number of DMU. T is the number of
input values, L is the number of output values. The

X; - amount of the input factor for the DMU and Vrj

ij
is factor output DMU. As U is the weight of output

factor and T; the weight of input factor.

C. DEA- BCC Model

Banker Chames and Cooper developed BCC model
in 1984. It is one of the models used for improving
CCR due to the Constant Return to Scale (CRS) of CCR
model. This is a weakness on the technical scale
efficiency and scale efficiency were results are not
different. It makes the DMU of the CCR model
inefficient. So, the BCC model returns the efficiency

scale which is called as Variables Return to Scale

(VRS).

Max hy = Zur}'m + Uy

r=1
st o Vi Xp =1
5 m
ZuTyTj—Zvixij+ u, =0
=1 i=1
j=12,....,n

U, Xv; =€, Vi
AUy is a retun to scale of DMU.

In the case of g = 0 shows the DMU will be

under optimal production and constant return to

scale. While, Uy > 0 the DMU provide decrease



return to scale (drs), In contrast, Ly < 0 DMU provide
increase return to scale (irs) (Zheng & PARK, 2016).

Therefore, the value of hﬂ. in CCR model and BCC
model are equal to 1 then it can indicate DMU are
efficiency. In contrast, the value of h:] is less than 1
this DMU are indicated inefficiency. However, the
value of hﬂShOWGd the percentage of improving by
which DMU should increase or decrease input and
output. After that terminals can achieve efficiency.
(Tongzon, 2001)

Furthermore, CRS (constant return to scale) & VRS
(Variable Returns to Scale) are two measurement tools
to measure the scale efficiency. The CRS is generated
with the assumption of constant returns to scale. It
refers that no assumption that any positive or
negative can exit. VRS is considered the existence of
multiplier problems by increasing or decreasing
returns-to-scale evaluations (Reddy, 2015)in general,
research needs to consider both CRS and VRS for
calculating in scale efficiency (SE) which the value of
SE can indicate the efficient of DMU. in contrast, the
results of SE shows inefficient can improving the
terminal by increasing or decreasing of input or output
for suggesting the inefficient can turn to accomplish
efficiency. Lastly, in the case of the results of CRS and
VRS are conflicts. Another step that should consider in

scale efficiency must be equal to 1can determine that

terminal efficiency.

D. Scale efficiency

The scale of efficiency refers to the outputs factors
that increase as the same levels of input factors,
output factors increase higher than the level of input
factor, output factor increases the scale under the
level of input factors. CCRTE it is meaning the
technical efficiency of CCR model under the
assumption of CRS. Meanwhile, BCCTE is a technical

efficiency of the BCC model under the assumption of
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VRS. The technical efficiency score should be
between 0-1. If the score nearly zero it is mean this
module far form efficiency. Unlike, if the score nearly
to 1 implies that this module nearly efficiency. (Al-

Eraqi, Mustafa, & Khader, 2010)

CCRTE
BCCTE

Scale efficiency =

E. Data collection.

This research considers the private container
terminals in AEC countries as Thailand, Myanmar,
Vietnam, Singapore, Philippine, Malaysia, Indonesia,
and Brunei except (Lao is not available because land
lock countries and Cambodia is managed by
government) by using DEA method on CCR and BCC
model. So, the input indicator (X); using berth length,
number of berths, terminal area, number of gantries
crane and quay crane. However, the output (Y) will
measure container throughput by TEU. All these data
are shown intable 2. Hence,the information
collected from the official port or terminal website,
research paper, general website, and annual report.
Lastly, this research using DEAP software by download
the program and insert the variable in DEAP excel file
design by Tim Coelli (Coelli, 1996) including following
on the step and instruction of the program. After that
running with DEAP program analyze the efficiency of
terminals and it is consider improving percentage to

enhance each terminal to meet the efficiency target.

IV. RESULTS AND DISCUSSION
A. The measure efficiency of port
Using the DEA model analysis the efficiency of 20
private container terminals in AEC. The input data
considered berth length, number of berths, number of
gantries crane, quay crane. Also, output factor be a
number of container throughputs per year by using

DEAP software. The result of DEA-CCR (CRS), DEA-BCC
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(VRS) and scale efficiency apply for measure the
efficiency showed in Table 3

Terminals have an efficiency in case of score CRS or
VRS be equal 1 which implies that their terminal able
to utilize the facility efficiently. In contrast, the
efficiency score of CRS and VRS less than 1 is mean
that the terminal inefficiency this is indicate that
terminal need to improve the facility and some
resource to increase their own terminal and bring
forward to efficient.

As long as, the score of CRS and VRS are equal to 1
means absolutely efficient. On results shows that it
has 7 terminals (35%) were efficiency; terminal as Lai
(CLm International

Terminal in Vietnam, Manila

Container Terminal, (MICT) and ATI’s Container
Terminal Division (CTD) in the Philippine shown on the
high volume container throughput despite less
number of crane and terminal area. In contrast, Pasir
Panjang Terminal (PPT) in Singapore, Pelepas
Container service APM terminal (APM) and Westport
Kelang Milti terminal (KMT) in Malaysia were efficient
because their have a good operate on equipment and
terminals area. Then, Jakarta International Container
Terminal (JITC) shows efficient because it has a
suitable number of equipment but less terminal area.

The results of the VRS score in DEA- BCC evaluate
terminal efficiency. It is increasing the number of
efficiency terminal top-up from the CRS score in DEA-
CCR model (Zheng & PARK, 2016). Therefore, Asia
World Port Terminal(AWPT), Myanmar International
Terminal Thilawa (MITT), Cat Lai Terminal (CLI), Pasir
Panjang Terminal (PPT), Manila International Container
Terminal (MICT), Ati’s Container Terminal Division
(CTD) Davao International Container Terminal (DICT),
Pelepas Container Services APM  Terminal (APM)
Multi  Tmnl  (KMT), Jakarta

Westport  Kelang

International.

10

Container Terminal (JICT) and Muara Container
Terminal (MCT) were efficient with VRS in DEA BCC
model. It brings the average efficient of the total
terminal higher than DEA- CCR model. However, the
results of terminals were analyze inefficiency as Asia
World Port Terminal (AWPT), Myanmar International
Terminal  Thilawa (MITT), Davao International
Container Terminal (DICT), Muara Container Terminal
(MCT) despite DEA BCC model are equal 1 but scale
efficiency and CRS in DEA - CCR model not equal 1.
So, it means that their terminal should be improving.
Hence, the inefficient terminals are13 terminals which
show “Increasing Return Scale” (IRS). It implies that
the terminals should improve the efficiency by

increasing to scale.
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Table 2 Private Container Terminal Data

Berth Numb
Private Container Area Gantries Quay Container throughput
Conutries Port Length er Of
Terminal (HA) Crane Cran (TEU)
() Berth
Hutchison Laem Chabang
THLCH International Terminal 3650 5 161.2 86 33 3,500,000
Limited,
Thailand
Laem Chabang International
LCIT 900 5 40.5 54 18 883,843
Terminal Co., Ltd
LCB1 Lcb Container Terminal 1 949 3 35.3 26 10 1,600,000
AWPT Asia World Port Terminal 852 q 9 2 370,387
12.31
Myanmar H.P.T Htee Tan Port Terminal 438 3 29.13 q 3 400,000
Myanmar International
MITT 1000 5 75 7 2 380,675
Terminal Thilawa
CLI Cat Lai Terminal 224 8 16.94 20 20 3,500,000
Saigon International
) SITV 730 3 33.7 11 6 1,200,000
Vietnam Terminals Vietnam
Tan Cang - Cai Mep
CMIT 890 3 48 15 5 1,115,000
International Terminal
Singapore PPT Pasir Panjang Terminal 13,447 38 424 29 147 18,000,000
Manila International
MICT 1,520 6 94.8 8 3 2,750,000
Container Terminal
Ati’s Container Terminal
Philippine CTD 550 5 15 4 9 1,200,000
Division
Davao International
DICT 423 2 8.8 8 2 404,953
Container Terminal
Pelepas Container Services
APM 14,720 14 180 180 58 12,500,000
Apm Terminal
Malaysia North Butterworth Cntr
NBCT 1500 6 59.24 13 8 2,000,000
Tmnl
KMT Westport Kelang Multi Tmnl 5,800 20 110 185 67 14,000,000
Jakarta International
JICT 2,350 9 54.74 4 16 5,400,000
Container Terminal
Belawan International
Indonesia BICT 550 4 15.84 11 6 1,200,000
Container Terminal
New Priok Container
NPCT 850 3 32 20 8 1,500,000
Terminal One
Brunei MCT Muara Container Terminal 250 1 9.2 2 2 220,000
On the other hand, the scale efficiencies lower From table 3 most of ports need to increase the

than 1 means that private container terminals are input to improve port more efficiency. Then use DEA
inefficient because of it has an excess of inputs  with DEAP software to analyze the efficiency of the
compared to outputs which is reflected in the scale  private terminals. These results can be summarized as
efficiency results (Zheng & PARK, 2016). ports have efficient performance and those that need

to improve in this area.

11
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Table 3 Efficient Results of Private Container Terminal

Scale
DMU Name of port CRS VRS Efficiency Reason Remark
DMU1 THLCH 0.8630 0.9480 0.0910 IRS Inefficient
DMU2 LCIT 0.3000 0.4300 0.6960 IRS Inefficient
DMU3 LCB1 0.7780 0.9540 0.8160 IRS Inefficient
DMU4 AWPT 0.4700 1.0000 0.4700 IRS Inefficient
DMU5 HP.T 0.3730 0.7420 0.5030 IRS Inefficient
DMU6 MITT 0.210 1.0000 0.210 IRS Inefficient
DMUT CLI 1.0000 1.0000 1.0000 Efficient
DMU8 SITV 0.7650 0.8890 0.856 IRS Inefficient
DMU9 CMIT 0.6570 0.8120 0.809 IRS Inefficient
DMU10 PPT 1.0000 1.0000 1.0000 Efficient
DMU11 MICT 1.0000 1.0000 1.0000 Efficient
DMU12 CTD 1.0000 1.0000 1.0000 Efficient
DMU13 DICT 0.5930 1.0000 0.5930 IRS Inefficient
DMU14 APM 1.0000 1.0000 1.0000 Efficient
DMU15 NBCT 0.7330 0.7750 0.9470 IRS Inefficient
DMU16 KMT 1.0000 1.0000 1.0000 Efficient
DMU17 JICT 1.0000 1.0000 1.0000 Efficient
DMU18 BICT 0.8350 0.9770 0.8550 IRS Inefficient
DMU19 NPCT 0.8040 0.9360 0.8590 IRS Inefficient
DMU20 MCT 0.4860 1.0000 0.4760 IRS Inefficient
Average 0.74335 0.92315 0.75905
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Analysis for improvement

Table 4 shows analysis result of enhancing an
efficiency in each terminal. After using the DEA
method to measure the efficiency of 20 private
terminals we found that it has 7 private terminals as
Cat Lai Terminal in Vietnam, Pasir Panjang Terminal,
Myanmar International Terminal Thilawa in Myanmar,
Manila International Container Terminal, ATI’s
Container Terminal Division, Pelepas container service
(APM  terminal), Jakarta

Westport  Kelang  Multi,

International Container Terminal were efficient.
However, some of the private terminals measured by
DEAP were inefficient and hence need to improve
most of the factors ranging from high input to output.
Some terminals have many facilities but the outcome
is too little than is useful as it has been detailed table
6. This table shows the percentage of increase or
decrease of input to make the terminals more
efficient.

CRS model found that Myanmar International
Terminal Thilawa is the least efficient private terminal
in AEC because the improved operations rate in CRS
are only as high as 79%. Therefore, this terminal
needs to improve its performance to be more efficient
by increasing the input; number of berth (input2)
83.38%, terminal areas (Input 3)83.54% and number of
Gantries crane (Input 4) 84.14%. This was followed by
Laem Chabang International Terminal Co., Ltd (LCIT) in
Thailand whereby the improved operations rate in
CRS were 70 %. It is therefore needful to increase the
input; berth area (Input 3) 84.9 %, Gantries crane
(Input 4)  82.19 and number of quay crane 75.07% to
make this terminal more efficient. Next, Htee Tan Port
terminal and Asia World Port Terminal in Myanmar
improved operations CRS score as 62.7 % and 53%
respectively. In contrast, efficient private terminals are

less improved. It implied that efficient terminals are

improved by less increase in input such as Hutchison

13
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Laem Chabang International Terminal Limited in
Thailand (THLCH ) improved their operation CRS rate
by just 13.4% to make this terminal more efficient
followed by Belawan International Container Terminal
(BICT) and New Priok Container Terminal One (NPCT)
in Indonesia by 16.5% and 19.6% respectively.
Furthermore, the analysis of DEA model by VRS
shows the same result of CRS model that Laem
Chabang International Terminal Co., Ltd (LCIT) needs
more increase in the input (56.9%) to improve the
terminal’s efficiency by adding the input terminal area
(Input 3) 69.15%, number of Gantries crane (Input 4)
84.52% and number of quay crane (Input 5) 70.13%.
Htee Tan Port terminal in Myanmar (H.P.T) needs to
improve their performance by 25.8%. Three private
terminals; Myanmar International Terminal Thilawa
(MITT), Davoa International Container Terminal (DICT)
and Muara Container Terminal (MCT) were well
managed. Lastly, results of VRS model showed that
Belawan International Container Terminal (BICT)
requires less increase by only 2.3% of input to make
the terminal more efficient (Huguenin, 2012). In
conclusion. Efficient terminals do no need to increase
any input and output because the performance
performs well. In contrast for inefficiency terminal as
there needs to improve by increase and decrease the
input to utilize the facility and turn inefficient terminal
to be efficient terminal. that efficient terminals are
improved by less increase in input such as Hutchison
Laem Chabang International Terminal Limited in
Thailand (THLCH ) improved their operation CRS rate
by just 13.4% to make this terminal more efficient
followed by Belawan International Container Terminal
(BICT) and New Priok Container Terminal One (NPCT)
in Indonesia by 16.5% and 19.6% respectively.
Furthermore, the analysis of DEA model by VRS
shows the same result of CRS model that Laem

Chabang International Terminal Co., Ltd (LCIT) needs



TNI Journal of Business Administration and Languages
Vol.8 No.1 January - June 2020

more increase in the input (56.9%) to improve the
terminal’s efficiency by adding the input terminal area

(Input 3) 69.15%, number of Gantries crane (Input
4) 84.52% and number of quay crane (Input 5) 70.13%.
Htee Tan Port terminal in Myanmar (H.P.T) needs to
improve their performance by 25.8%. Three private
terminals; Myanmar International Terminal Thilawa
(MITT), Davoa International Container Terminal (DICT)
(MCT) were well

and Muara Container Terminal

managed. Lastly, results of VRS model showed that

Belawan International Container Terminal (BICT)
requires less increase by only 2.3% of input to make
the terminal more efficient (Huguenin, 2012). In
conclusion. Efficient terminals do no need to increase
any input and output because the performance
performs well. In contrast for inefficiency terminal as
there needs to improve by increase and decrease the
input to utilize the facility and turn to inefficient to be

efficient terminal.

Table 4 Percentage of Improving an Efficient

CRS VRS
DMU Port name Quay Capacity for Quay
Improve operation Berth length Number of Area Gantries Improve operation Berth length Number of Area Gantries
crane improvement. adjust crane
CRS berth VRS berth
optimal size)

DMU1 THLCH 137 137 137 7399 431 5027 52 9 52 52 694 4358 4821
DMU2 Lem 70 70 70 849 8219 7507 %9 304 %69 5%6.9 69.15 84.52 70.13
DMU3 LCB1 22 22 22 583 222 222 48 184 48 46 429 212 15.11
DMU4 AWPT 53 799 834 53 5363 53 53 53.58 5405 2359 2358
DMUS HP.T 62.7 627 68.86 66.05 627 627 258 497 258 546 507 36.9 258
DMU 6 MITT 79 79 83.38 8354 8414 79
DMUB smv 235 235 235 2979 235 235 1.1 144 11 11 20 141 184
DMUS omr 343 343 U3 5313 343 343 18.8 191 188 188 504 188 -188
DMU13 picT 407 59.55 63.95 407 407 407
DMU15 NBCT 267 51.44 a3 267 267 287 25 53 45.57 25 25 25 25
DMU18 BICT 16.5 4534 3745 16.5 16.5 16.5 23 145 18.19 124 23 23 23
DMU19 NPCT 196 196 198 3660 196 196 64 14.1 64 64 3747 64 64
DMU20 MCT 514 62.90 514 514 514 514

Source : Data collected by the author
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Table 5 Summary Analysis Result

Result analysis
DMU Scale
CRS VRS

efficiency
Efficiency 7 (35%) 11(55%) CRS 7
Inefficiency 14 (70%) 9 (45%) DRS -
Total 20(100%) 20(100%) IRS 13
AVERAGE 0.74335 0.92315 0.75905

Source: Data collected by the author

Table 5 shows the summarized results on CCR and
BCC model showing that VRS gives higher efficiency
results of the terminals compared to the CRS model
and also the average of efficiencies were higher than
in the CRS, the average efficiency ranged between 0.7
- 0.9. These results imply that all of terminals have

relatively high performance.

V. CONCLUSION

The competition in maritime transport all over the
world’s  ports and terminals has become very
important especially private container terminals which
run port competition in the nation. The purpose of
this paper is to use the DEA model (CCR and BCC) to
evaluate private container terminals in AEC and focus
on the major terminals of each country by using DEAP
software program.

The results found that 7 private terminals were
more efficient because the CRS and VRS were all
equal (=1). On the other hand, 13 private terminals
were inefficient (CRS and VRS lower than 1) is imply
that imbalance of utilizing facility and number of
container lead the result

throughput showing

inefficient terminal. In contrast, if the terminal
operates well it meaning that terminal using the

facility well and brings high performance in amount of

15
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container throughput in terminal. This paper also
provides the score for decreasing and increasing the
input and output to enhance the performance to
become efficient.

Based on this study, the reason of inefficiency of
terminals arose from having excess input factors and

underutilized facilities. This contributes to the

efficiency performance, hence, the need to reduce
the input and increase utilization of the facilities in the

terminals. In addition, this research suggests an

inefficient terminal should; find more customers to

increase the container throughput, use high

technology infrastructure such as cranes and improve
on terminal operations to increase productivity. Lastly,
they should optimize the purpose of terminal

equipment and use them more appropriately.
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ABSTRACT

This research aimed to study the community identity that affects the cultural tourism decisions of Banrimkhlong
homestay Community Enterprise. By using mixed method, Qualitative research collected data from 20 key
informants by in-depth interviews and participatory observation. Data were analyzed using content analysis. Along
with quantitative research that was collected from 400 Thai tourists using questionnaires. Analyze and process data
by using descriptive statistics and multiple regression analysis. The results of the study revealed that the community
identity consisted of lifestyle, food, community products and tourism activities. The respondents agreed that the
identity of the Baanrimkhlong Homestay Community Enterprise was of a high level of importance. In terms of
lifestyle has the highest level of importance followed by Tourism activities, food, and community products. The
multiple regression analysis showed that the cultural tourism decisions of Banrimkhlong Homestay Community

Enterprise were 80.7% influenced by lifestyle and tourism activities at a significant level of 0.05.

Keywords: Community Identity, Cultural Tourism, Community Enterprise
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Abstract

This study aims to investigate the behavior of Thai customer and evaluate satisfaction level on service quality
of Japanese restaurant in Thailand. RATER (Reliability, Assurance, Tangibles, Empathy, Responsiveness) model is
used to evaluate service quality by applied to service marketing factors, 3P: people, process and physical evidence,
in order to improve quality of restaurant in Thailand and also to build model of quality improvement of other
type of restaurant in Thailand.

The data collecting method is using questionnaire, and 478 research samples were collected from consumers
from shopping center and Japanese restaurant street in Bangkok. Data analysis used in this study are mean, standard
deviation, t-test and F-test by using standard analytical program.

The results of the study are 1. Customers classified by income. All groups are satisfied with people, process and
physical evidence in high level. 2. Customers who have experience to Japan are satisfied with people, process and
physical evidence in high level, but who have no experience are satisfied with people and physical evidence in
high level, with process in medium level. 3. Customers classified by frequency of using service are satisfied with
people, process and physical evidence in high level. 4. Customers classified by expense of using service are satisfied
with people, process and physical evidence in high level. But from comment of Focus Group, it is found that
service quality of people, process and physical evidence of Japanese restaurant in Thailand cannot be compared

to those in Japan which have very high quality.

Keywords: Service Quality, Japanese Restaurant, 3P, RATER
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UszLfiununImYeIn1suinns Mi3endn Service Quality
model n30@13undus 31 SERVQUAL u Zeithaml,
Parasuraman & Berry (1990) lal#d1d1dnaanudn “19u
NIBUANMAINAITUINIS (Service Quality Framework)” Bs
anntululunmssy 1980 uagldfinisusuuse Model
Fallvl Tufunmss 1990 waglneu3uantafonstmun
AMALVRBLES 5 331189 158771 SERVQUAL Dimension
wazldagadn RATER laun

4.2.1) Aaniudede (R: Reliability) vaneds glvudnns
Foswansliiudsnnuindedie Thusnsmuiilidyaaly
ATINNUAIUADINITVDIGNAT

4.2.2) msas19nudiule (A: Assurance) muneds
Iﬁ‘u%miﬁaﬂa%ﬂammﬁﬂﬂﬁﬁuqﬂ@h Lﬁagﬂﬁwmaﬂm
gndeutiew uazlinnuilunuuinisdusgned

4.2.3) 93AUTNaUNINNIENIN (T: Tangibles) wueiis
dssrunemnuazmngUnsaiiegasausiualie yaains
fyadnaniuuiloanin

4.2.4) n1sguaierlald (€: Empathy) nunefia N5l
andaulanazidilaluanudesnisvesgnategraentald
N13MOUAUDIWBANAN

4.2.5) prmzan5alumsliuinig (R: Responsiveness)
wuede amuddlaiivansiinundey Suliusnsiaue

WazIINST (Zeithaml, Parasuraman, & Berry, 1990)
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LUIAAYBY Zeithaml, Parasuraman, & Berry fl9n&a17
annsnhsnUseiiulasiannamnmnsuinsiidudald
18N15IALAEANUINATNAINGAINULANAIITENINNAIY
A1 TIVRINATUNITIUIUSNSURINA

Emel Kursunluoglu Yarimoglu (2014) n&a12141

P

“SERQUAL +Ju tmafildiuunniigalunisinauninves

0o v &

ASUSANT f]ﬁ]ﬁ'ﬂmﬂmﬂﬁa Physical Environment, Person,
Process”

Kotler & Keller (2006) Nd1331 AI11AIANTIVDINAT
wAUNUIMAIAYARUITAUNITAINITIUINNT wazAY
Aan s Fatuudenasdosudmsanninnisuinig lag
rladsmnunenendlunmiaueuinmsusazade”

Lovelock (Lovelock and Wright, 2003) lananaiis
194319°904AMAN (Quality Gap) 1131 “lumsandiuns
iu3ns afeadudsenannla wagvinlignAuinadiuy
wolald iiesanszdunisliiviniseginilennuussaun

FagnAnazuesi Wuusnsiifiaun midida”

4.3) $1ITYTNEITa9

NO¥g1 ATITT waztiunans qule (2017) wudl nau

o LY

fregalimnudfiutatedindseaun1an1snalnniu

o

nilan ushenniigatumsideniuseniue s
JlumsedesnsasuussenialunisiuUssmuenns

fgna 911135 waryRN1IA NeTU (2016) WUl WaN1T
nagevanufgu Jadudiudsvaun1snainuinis Amunw
N15USNT waznmanwalvaskusuadiason1sinauls

vdensuormsymindgUulunsunnuniuns agnedl

o

HodAgnsadanszau 0.05

A% 550N (2012) wuln WelUSeuigunusening

Y a '

AUAIANTY LAENITSUFISIABAUNINUSNNS NalAr

sEAUNTTUITwanuNINUINIsHARANINNI ALRde
AZLUUYDIAIUAIANTS 93U gnAndiadunelase

AMNNNTUIN1TIEU True Coffee anviluamning de

o 6 ¢ a =

Snudnisal AAwd (2554) laAnwlses Anuianela

a £

vaegnArnuldusnisiiwe msgduiiend wan1sfnw
nuIteninanenuianelaadgn A oIMTNTAYIA

' A o o v a Y ~
E]SE]EJLLUUE]’]WWEQQULM 9 LLa%M?%@WQﬂﬂ’]ﬂJﬂ?’]NW@W@iQ
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toviian Ao gnAnsiuladiqunimyosemsiminzaniv
3701
Seyed Hossein Siadat (2013) lusuidedes
“Measuring service quality using SERVQUAL model: A
case study of E-retailing in Iran” n533ulauandlsiiiiui
s EueRAMNTUINSTge asilugnisaiisnariils
fifaau AuAMNTUINS edpsdinsussliuimdususiu

SN eUTUUTE AMNINYDIBIANINITUINNS

5) FBAunTIdY
5.1) WUUUAUNITIVY
n53Teadiiduns3iveided1599 (Survey Research)
Humsdamnuiianelavesilivimsiuemsdiusie
A mNsUINsvesiuesdulusemalng  uagvih
nsssuiiisuanuuanateseninetadediuynnauas
ngAnssunsldusnsiuauianely seAmnINNTUINS

vae51e1ms U Manuuanaiuiel

5.2) M5aenngus 1979

2

SRR GIREY

9 Y

naudeg1anldlun1s@nwinsadd Aen
Audn13A1 wag Audsinsuemsgduluivanunn
NMUIUAIDYATUIUAUVUINGADE1984 Taro Yamane

(1973) sruwuliitdesnin 400 frogna

5.3) ipTosdenillunisive
w3asilantdlunsidowdadu

5.3.1) wuuaavn 1y (Questionnaire) WnawUwdy 2 @

&

e

dui 1 Jukuvasuanuieddudeuaiily was

Y

S

YUvDe

noAnssuMstuuUsEmuemsi ey HRou
wUUEDUAY

dudl 2 \Juuuvaeunuieaduarufianalaves
HADULUUADUY 6D @mm‘wmﬁﬁmiﬁuaﬁmmmszﬁﬂu

o

Tudszimalnggidelavinnsidelaglduuvaeunny
Fawvvaouaud leiinnsmsrameranuismsves

\Henlagldarsuiinnuaanndas (10C: ltem-Objective

Congruence Index) léen Wiy 0.96 definuinnia 0.50

WEMII wWUUABUAUIANUNEInssaNnsarnlUldd1579
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1%

Fouald uwarldusuiuanuundede (Reliability Analysis)

Y

I o

P85 ANANUTLANTANLTBTUYDY ASBUUIADANN

(Cronbach’s Alpha) l&@1§anneg 0.78 wanain iy
Undediereutngs

5.3.2) n19%17 Focus Group La8N13391U SN
Uszaunsalfuussmuemsdgiu (aelufuussmueims

dunnnndt 20 ATAUlY gluriaunasglunsiazasiaey

a

Tdamnegneos 5 Tu asiinslusulsemusmsgiuly

=

YIHU1IN

o

fnasusestuemnsiiisesulaninii 5 asa

v
[N

AIUU

v § o

Tayavesuseniisitaulneluiauiasigdu

A
o

nqutmnedazdonnsludiuedisien 5 afs uasiae
Suuszmuemsgiululszmalneegisiosduniay 1
afadunanlddinir 17 uasineiudsenuduemsd
vanuaty Usziane msivainuaty n133uuseniy
osduudinannduniviaredisiion 1% dedudu
Heavy User 1¢) T¥A31uifiudionan1mn1susnisues

v v

WLU1324 Focus group

Y

FruermsgUuludssivalne

1w 10 Ay Flundeuiu LAY Questionnaire

5.4) Bm3danszideya 350InIsIATIZYeYs UaYaDh
ik

5.4.1) miUssianadeyalaeuadieglusuvessiauas
wiaralneldlusunsudusagy

5.4.2) Wnsgvimeniade (Mean) Wusedeuaz ey

5.4.3) mmmwmﬁmmummgm (Standard Deviation)
TesuuuasUmIIuTetouay ER Y

5.4.0) wannumneARds A uALndNT
Sunsaiadu 5 4u shga 1.00 fwmelationiign gaan 5.00

Wawalaunian

5.5) FBmsnaBAlennae vauLAgIY

5.5.1) NMINAFOUALUANAIITEN IR LR BV ING
Mg 2 nqu Ineldgns Independent T-test

5.5.2) NMINAOUALUANAITEN IR LR B YBING
feeneiiil 2 nduiuly duleeldgasnisnaaeuien (F-
test) lngdLAs18%A0LUSUSAUNI9LABY (One way

ANOVA)
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6) HANTIATIEVTOYA P1INNINMUUSENENIUTIINNTEAN Teuay 50.83

U
a

meeasstlsvinsiiudeyatuuanaiald tneldngy  vueiiteeiigafiearindueifosay 8.57

feg1e Favihnsiiudeya ndufunn 478 gn  {3delavin

N5ILATIEYITOYA kaztdllauaNan1TIATIERLaziUa il 4 Snuuagsesasodduyanatesnguiiets

o n X FWUNAILIANITAN
mmmmammal"du - ’ —
WNSANY U (AU) JP8qY
" Useye3 292 61.08
79 NUANAN YT UTEYINT — -
1N NUIYEYINT 113 23.64
L. ., o L Ysyayln 66 13.80
A1919% 1 PruuazIevarladediuynanaveinguiiegns —
. gandnSygyln 7 01.46
FUNAULWEA
- - 32 478 100
LA U (AU) JoudY
W 304 63.59 .. - 4 4. .
IUNITANEYN Uiiyzgwm UNNAAN 88T 61.08 UdY
¥y 174 36.40 o , !
= 478 100.00 YIgn A qqrmﬂsz:yq;ﬂw N30gay 1.46

o - v \ da v M3197 5 Sununaresartesvduunravengusiegns
UINANES 9888 63.59 UINAIUNAYIYNU 8849 : :

ee

Suunausels
36.40 . _ .
swla U (AU) Seway
L } o L 20,001 - 40,000 U™ 196 41.00
FHITNN 2 mmuLLazsa&Jas{h%muuﬂﬂa%aaﬂqumama =
. Taifin 20,000 U 191 39.95
WUNAINBEY
- - 40,001- 70,000 UM 74 15.48
01y WY (AU) ERREE 3
- 70,001 U nIulY 17 03.55
21-30 ¥ 178 37.23
- 59 478 100
31-40 ¥ 143 29.91
4109uly 116 24.26 . . . 4.
—— pusele 520120,001-40000 UM Wndidn Sosay
TaiiAiu 201 a1 08.57 , B o
o 78 100.00 41.00 vaue¥iszau 70,001 umIuluiivesnaniosas 3.55

= Py & v

naweny 21.300 agllunniianfeseuay 37.23 Uaeiign

q

P15°99 6 Iunaziosazifediuunnavenguiieg

Fuunmuvszaunsainisludsemagiu

Ao naulaiiu 200 fSeway 8.57

Uszaunisainisiy U (AL) Sovay
L ) o L UszmegUu
M1397 3 IuLazTesartadeduynravenguiiege .
. - lalume 357 74.68
FUUNAUDTIN
- - . \AY 121 25.31
1UN UIU (AL) FRlGE
o = o 33U 478 100
NUNNUUSENLONTU 243 50.83
du9) 72 15.06
SUTWNT /NN 64 13.38
SFiawing
Usznaugsiadiud? 58 1213
Ane a1 08.57
37U 478 100
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M3 7 InunarSevasUafediuyanavengudiegng

° = @ v .
ﬁ]']LLUﬂGHIJﬂ3'1EJQIUﬂ7ii‘U‘Uiz‘Vﬂ‘ua7‘1/1731/]57148'11/1'15@’9'1414

P59 9 Aade dudeauuninsgiulassyauanuianelase

ANATNNITUINITVDITIUIMITVBINGUAIDEN AIUNTUTNTVRY

AWD 1Y (AL) Sovaz Wi (Person) ()

U9 A3 247 51.67 Uadeiiiedas x SD SZAU
LHOU AazAT 117 24.47 AU
NN 2 §Uav 71 14.85 weola

NndUAA 43 08.99 3. WUINNUYART ABUAINIY N

: A 361 | 081
79 478 100 anAn sewaTlge
4. wilnaumeumaugnAtd N
‘ S 356 | 0.79
715199 8 UIULArTegarUaTudIuyAnaYRINGNFIRENS BYNYNADIUFND
FuunaualdentdlunisiudsenuemsgUuudazass 5. Wil @m1saUINIIAIY - 082 )
Aldane U (L) Sovag PRI R PLRLRP DN
501 -1,000 U 241 50.41 6. WiinaunaLEI NI 110
, 353 | 0.79
1,001-2,000 U 110 24.47 ATIVFRUNDULD
Ay 500 U 103 21.54 7. ilognAiFenniinau Uruna
2001 UWiauly 20 05.02 winumeuTugnAIEAIY 3.47 0.91
3
bt a78 100 TI0L5)
RISy 3.61 0.77 un

wureng-Jadediuyana 4 Yade 4 1 udadedrfgyiuansds
ngAnssuvaenstusuuszmueimsiaeialy Fuiissmeiiazeiue

weAnssulel

6.1) szAupIuTanelavevgliusnITienmnINnITUINIT
voesumIsgyuluvsemalne lasuiuaniy 3P
(Personal, Process, Physical Evidence) Fudussiuszneu
d1fyueani1suinis 1lunsinnmainaaenisuinig
lnenss uontuideann 4P (Product, Price, Place,
Promotion)

uan9Ind MRl 9 M99 10 UaEAI
11 1 Wawnarnuwndn RATER Aldfutalulunsuseidiu

AMAINATTUINNT (Service Quality)

P15°99 9 Aade dudetuuinnsgiulasseauanuinelase
AMAINNITUINITVBITIUIMITVBINGUAIDEN AIUNITUINNTVRY

NNU (Person)

Uadeiitneadas S¥AU
x SD AUNS
wala
1. wiinau velnugnAiase 110
L 370 | 080
Wainsusnisfiandn
2. wilnnuillumhguudueg Gl
N ) 368 | 080
vawe Twraruinisgnen

31NA15199 9 nudngudleg1eliauianelasionis
U3n15vesiue v saiululssinalngsiunisuinisves
wiinauiuemsguululsemalne lnsamsuegly

SEAUNIN (x= 3.61)

M15097 10 Anede dudsauuinaspiulasssiuanuisnelase

NSUINIIVBIUIMTVBINGUAIBE AIUTFUUNITUINIS

(Process)
Uadeiiineadas _ SEAUANN
X SD -
Aawala
1. M3¥nemslunuy fnnu
390 | 0.82 N
A8973
2. 1Y MINAY U Wwye i
o 382 | 0.86 1N
95U mseiu
3. Yo T T J3UN W way
AR 3.75 | 0.86 1N
MeSunefinlaldde
4. sERYNSAle  Aseanu
3 3.63 | 0.81 N
ANUAIANT
5. MsAnRUAda) thudlny
- 342 | 088 |  Uunang
TIA5733n
6. SxUTNANABITOLIS UL
, R 355 | 0.95 N
Tduuawiuly




M15199 10 Anade dudeauuinmsgiulasseauanuianelase
NTUINIVBIIIUD WM TVRINGUAIBE ANUTFUUNITUINIS

(Process) (si0)

Uadeiineadas _ J2AUAIY
X SD -
Aawala
7. S381a190IN5LEs e MS &
- 332 {080 | Uunang
AHTINNS?
RipHY 352 | 0.87 1N

31nA13199 10 wudingustedralinnuiianalasnenis
U3nsvesiue s Uululssnalvemussuunsuinig

vae51emstnen nTINeglusEAun (x= 3.52)

M1597 11 Anade dudsavuunsgiuiasseauanuiianelase
AMAMNNITUINITVBILOIMSTBINGUFIDEN AIUANTNUINGDHNTST

1U3n135 (Physical evidence)

Yo - FEAUAIY
Uadeiineadas x | sD | .
Nanala
1. 718 wazgunsalsineg I
ANEYeIn way ldumniin 3.83 | 0.85 170
Vv
2. wilnuusINIggAw
o 378 | 0.80 N
Beudes @eeu
3. vuldie DiwSeugunsaii
o 375 | 0.84 N
Fuduliasuasuy
4. melududiussenianun
. 365 | 0.80 N
Useiula
5. W3 UiUTIEINANA 361 | 0.79 170
6. Imsdnmiadudmdudiu 357 | 0.88 110
7. lifFeesuniu 345 | 092 | Uunans
U 3.61 0.83 un

1nA1597 11 wudnguiegaiianufisnelasonns
Uinsvesimemmsguululsemalnesuaninuwandey
Yoe51ueMsInen nTINegluseiuin (x = 3.61)

agUdniie 3¢y nduseghafinnufienelaluseduann

v

A9 ATUYAAINT 3.47 AIUTTUUUINIT3.524a801U
Fnasu 3.61 LiflanuuanasiddeezdAn ue Tusu
wineuliszauuiunans 1 Y9de Tuszuuuinsiszauiiu

na19 2 U998 wavaudawinaeuilseauliunans 1 Jade
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6.2) HANITNATOUFUNAFINLUTIULTEIUAIINUMNNG TN
ynINtadTayAnauAs AN TIUNITITUTN 1AM
wola AonainIWMITUSNITYRI N IMSGUY
lumslesennanisnageuaNlana1asenitelade
druynrakasnginssunislduinisiuauiianelase
ANNINASUINTTY835 UB I TTRINGNFTa 8 3l HNS
NAFRUAIL-Test N15ILATITNAMULUTUTIUN AR If-test
(One Way Analysis Of Variance) Iﬂaﬁaugagmﬁﬂ&iawﬁy
H, Jadefiuansneiu denasonnufianelafiunnsneiu
A1* o83t 0.05
H, Yadefiunnsneiy daardenuiiewelaldunnsnadu
A1 * Wiy viseunnai 0.05
lunisnaasvauudgiulaeldada tTest WTsuioy
ANLANAsEIeARAsTaefLUsBasY (Independent

vy

Variables) fifiA1mauu1nndn 2 ngu Aseld Ladanien

o

sruusmiudadenitduesd

P

Aty Wes 4 6 laun 1. 57ela

'
S

Ju 3. aaudlunis

v q

2. Usgavnisalineluuszine
Sudsgmuonsdiu 4. anldarslunmsussnuems
Filuusiazeds
6.2.1) FWunMINTIEl AIUNITUTNITYOININIIY
naudlegedulugiauiianelalaesiweglusediu

1170 (x=3.66)

'
aad o

INAIINAADUANNRFIL WU laAradAnAIwI (F)

LiNAU 3.56 A1 (Sig.) LMNAU 0.01 F308nINAITEAY

ad

Hdndymeadinisedu 0.05 TweuFuauufguicduans
Tdaduduyana leun Meldfiunndsiuresngusosie
anuianeladenisuinisvesiruemisdiu d1unts
UINTVINTINNULANANAY

6.2.2) TUUANINTIELH AITZUUNITUTNIT

naudiegedulngianuiianelalaesiwedlusedu
1N (x = 3.56)

PInMIMadevaNNAzIu WUl ldAadAnd s (F)

WU 1.60 A1 (Sig.) WU 0.81 FunninAszauledAgy

aada

MeadAnsyAu 0.05 Jeeusuauufgiunaslivansintade
dwuana loun glanuandsiuvesnguiiegnedinaui
nolanaN15UINTV0UIMTYYY AusTUUNITUSNISLY

LANF19IUY
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6.2.3) TUUNAINTIBLA ArUaNINUINADI

naudlegedulnginnuiianelalaesiveglusedu
11N (x= 3.69)

PNMIMadevaNNAgIu WUl ldeaddfd i (F)

WINAU 4.53 A1 (Sig) 1Y1AU 0.00 FIUBENITAITEAU

'
v o o aada U

UYF AN NEDNNTEAU

o

0.05 SevousuaunfgriingSuang
Tladednyana Toun Meldunnieiuenguiogad
Aufaneladonisuinisvesiiue nisgudiu
ANTNLINSBULANGAT

6.2.4) FwunmuszaunIsalinglUgu funisuinIg
YoINWNI

naufegafilaeiivszaunsaiiinsAndiulusziunn
(x= 3.60) Lagnguiiogaitldinefiuszaunisaliaaiu
AnuiiuegluseAuinn (x= 3.56) auddu

o

NNINAFBUANLAFIU WU taAT (1) Winiul.26 way

o

AUNISADAN

o

A1 (Sig.) Wiy 0.20 FaunnnirAnseduted
0.05 SeweusuanuRguisaliuansiiladediuyena éun
Usgaunmsaifimnafuvesnguiegdissiuanufianelade
mMsUimsvesiuesusumsuinisvesmiinauilsl
wANEaY
6.2.5) Pwunmuszaunisalipeludiu duszuums
ving
naufegaiilaeiivszaumsniinruAnilussduinn
(X= 3.67) uaznguiiodefilitneiuszaunisaifiany
AniueglusgAuUunans (x= 3.47) auadu
INNSNAFRUALNAFIU WUl Laen (1) Wiy 3.63 uay
A1 (Sig) Wy 0.00 Fatfesninansesutiudfyvnsadni
0.05 Fswonsuanuiguiisaliuansirdadodinyana Téun
Ussaunsaifiinatuvesnguiegsdisesuanufianelasie
nsUiMsvesiuesgususEuUMIUINTLANeNg
6.2.6) TruunniuYszaunisalinglUgUy A1y
aNINUINADY
naufegailaeiiuszaumsaiinruAnilussiunn
(x= 3.67) wazngudogaildiaefiuszaunisaliaiy
Anuiuegluszauun (x= 3.60) AuEWU

oW

INNISVAFRUALNAFIU WUl L (©) Wiy 1.13 uas

o o aa

GHIERNMNGI

£

A1 (Sig.) VAU 0.25 FeunnatAszAuile i
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0.05 FeweuFuauufguidaliuansidafoduyaea Hur
Usgaunsaifisnatuvesnguieesdseduanudianelasie
MIUiMsvesi e MIfU Fuanmundondiliuandg
iy

6.2.7) FuunmuAmETun1sSuYsEnINe IS F1uns
USNI5v0IN NI N

naudlegedulugianuiianelalaesiweglusedu
11N (x= 3.61)

MnMIMaaevaNNAzIu wuin ldAadafsu (F)

LINAU 2.89 A1 (Sig) LM1AU 0.03 FIUounI1A1TEAU

'
v o o aa

tuddaymeadiffiseiu 0.05 SswonsuauuRguiiceliuan
Idadudruyana 16 unmnudfiuandnsfuveanguiiedng
finnufisnelasenisuinisvesiruermsgiuiiunis
UINFVRINTNULANANY

6.2.8) TIMUNAINAINATUNITSUYTEN IS AU
SYUUNITUINIT

naudlegedulugianuiianelalaesiweglusedu
10 (x= 3.55)

PnnInegeUaNLAgiu wuin Iidaddfid i (F)

[

LNAU 4.38 A1 (Sig) L1AU 0.00 FIURYNINAITEA U

'
aa

tfodfnynsadaiissdu 0.05 Teweusuannfiguiidsliuans
Tiladedmyanaldunnnuiiuandiuresnguiiegnad
anufenelatensuinisvesiiuemsguiussuunis
UIMsUANANY

6.2.9) TIUNAIWAIINATUNITTUYSENINEINT AU
aNINLINGDU

naudlegedulnginnuiianelalaesiweglusedu
1IN (x= 3.63)

PnnInegeuaNLfAgiu wuin Ifeadaiduan ()
WU 1.30 A1 (Sig) Wiy 0.27 Fannnienssiutivddey
neadAfisedv 0.05 %wau%’uamuagmﬁﬁgﬂﬁmm’hﬂa%’ﬂ
dyanalduieudiuniafuresnguiogisdinnui
woladensuinisvesiuemsdiiu suaninuindesilsl
WANANSAU

6.2.10) Fuunmneltarglunssudseninems A
AI5UIAITYRINIAIIY

naudlegeduluginnuiianelalaesineglusedu

170 (x= 3.66)



31INNINAADUANNATIN WU baAadRniAuIn (F)

LAY 6.14 A1 (Sig.)

C)

Uy

W11 U 0.00 FIUBUNINANTEAU

Y aad o = ) a Adyy
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o '

YAIUYAAD

2

fegrelimnuianelasanisuinisvesiuenmsguu Ay

ehhik! oun drldarefiunndefuvosngs
MSUINTVBINUNNULANANIY

6.2.11) FwunmumlgarelunmssuseniveInis s
SYUUNITUINIT

naudlegeduluginnuianelalaesiveglusedu
11N (x= 3.52)

MNMIMAaevaNNAgIu WUl ldAaddfiduin ()

o

Wiy 1.21 A1 (Sig) Wiy 0.30 Jannndanseutiodday
yaadRTiszdy 0.05 TswenivausRg sl fuanyidade
dayana ldun Aldarefiunnsnsiuresngudegaiam
fisnelarenisuinisvesiiuemsguu AusEuunns
U3nNslaumnmnaniu

6.2.12) Fwunmumlgarelumssudseniverns s
FNININABU

nqulegedulugiauiianelalagsinedlusziu
11N (x= 3.61)

NN InegeUaNLAgIY wuin Iid1adAnc I (F)

@

WU 1.74 A (Sig) Wi 0.15 Fannnieseduiioddny
RSz 0.05 swenfuausRg sl fuanyiilade
dayana ldun Aldarefiunnsnsfuresngudegaiang
funeladenisuinisvesiuemsgiudiuanmuandoy

Talwmnenariu
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Abstract

A rapid growth of online social network (OSN) has caught the attention of many marketers in finding the new
ways to harness it from their advertising. This research proposes a conceptual framework to examine the effects
of social factors on group intentions towards OSN’s advertising. The model of this study is developed from
synthesizing the models used in the previous relevant research studies. The major objective of this research is to
examine the factors influencing group intention and the effects of advertising characteristics on consumers’
responses toward OSN’s advertising. Structured questionnaire was used to collect the data from 400 respondents
using multi-stage sampling undertaken at major public areas in Bangkok. Structural Equation Modelling (SEM) was
employed to test hypotheses in the model through AMOS 23.0. Most hypotheses were statistically significant and
supported. Group intention was found to be influenced by social identity and attitude, whilst perceived Ad
relevance and perceived Ad value both significantly affect consumers’ responses to OSN’s advertising. This study
provides insights into online social networking and advertising literature. In terms of practical implication, marketers
should make sure that their advertising messages are relevant and valuable for their targeted audiences in order

to instill a positive consumers’ responses from advertising.

Keywords: Online Social Network, Social Influences, Online Advertising
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[.  INTRODUCTION
Online social networks (OSNs) provide the interface
for creating and conducting social relationships and
connections.  Social media technology also allows

much potential of social communication and
interaction (Kaplan and Haenlein, 2009). There is, thus,
an overwhelming commercialization of online social
networks. Virtually, every company advertises their
products and services on online social networks (Calisir,
2003; Lim et al., 2010). When compared with the
traditional way of advertising, this online platform gives
marketers greater control and flexibility over their
advertising content. Social media technology consists
of tools to support content sharing and social
networking (Dawson, 2007; O’ Reilly, 2005). Many
companies can enhance their advertising effectiveness
by taking benefit of online media technology (Calisir,
2003; Lim et al., 2010). Hence, there is much interest in
investigating the factors underlying the effectiveness of
online social network advertising (Hannah, Jeongmin,
and Sung Eun, 2020).

One of the reasons that people use online social
networks is to connect with other people and show
their profile to the public (Boyd and Ellison, 2007). Their
Self-worth is also increased when people interact on
online social networks because communities of their
interest are strongly associated with people’s identity
(Soares and Pinho, 2014). Additionally, social influence
variables are found to have an important influence on
people’s participation in online social networks.
Members of communities or social groups usually share
the same interests. Social factors can thus have
important marketing implications (Soareset al., 2012)
Past empirical research (e.g, Shen et al, 2010,
Dholakiaet al., 2004) revealed that individual behavior
is influenced by social identity, group norm, and

subjective norm.
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According to Hsu and Lu (2004), attitude has long
been found to be an important factor in many models
investigating the drivers of people’s behavioral
intention. The growing popularity of online social
networking communities draws the attention of
scholars and managers to find how to make the most
of this trend. Nonetheless, little academic research
include attitude into online social networking
community models. To make both theoretical and
practical contribution, this study investigates how group
norm, social identity, and attitudes of members of
online communities can influence their perceptions of
and behavioral responses to advertising.

Il.  OBJECTIVES

1) To examine the effects of social factors, group
norm, and attitudes on group intention.

2) To study the influence of group intention on
perceptions of and behavioral responses to online
social network advertising.

lll.  LITERATURE REVIEW
A. Social Influence Variables

1. Social Identity

Theoretically speaking, social identity is associated
with social psychology (Tajfel and Turner, 1979; Hannah
et.al,, 2020). It shows the perception of “Who we are”in
the group setting. Social identity is the part of the
self that is defined by one’s group memberships.
People usually want to maintain a positive social
identity by keeping their group’ s favorable social
standing over that of other groups. Social identity is
found to affect intergroup behavior (Ray et al., 2008;
Onorato and Turner, 2004). There are three
components of social identity: affective, cognitive and
et al., 1999). The affective

evaluative (Ellemers

dimension relates to group loyalty and emotional
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attachment, whilst cognitive component pertains to
self-awareness of online social network membership
and a self- categorization part. Evaluative dimension
involves collective self- esteem and an individual’ s
group- base (Dholakia et al., 2004). Previous research
studies (e.g., Chatzisarantis et al., 2009) found social
identity to be a significant predictor of individual
behavior. For instance, customers’ media selection was
influenced by their social identity (Trepte and Kramer,

2007).

2. Group Norms

Group norm is described as an agreement among
members for their shared goals, values, beliefs and
expectations (Shen et al., 2010). This study focuses on
a group benefit norm which is defined as something of
very important issue to the group such as the
community’s survival. This specific type of group norm
can create an agreement among members about good
community behaviors. It may require members to be
responsible for community development.  Past
empirical studies (e.g., Dholakia, Bagozzi, and Pearo
2004). found that when group benefit norm is strong,

members recognize that they share a common goal

and can lead to a group intention.

B. Attitude Towards Using Social Networks

Attitude can be identified as the evaluation of
individuals that affect a behavior and user intentions
(Ajzen, 1991). Several research studies indicated that
attitudes toward using website have positive influences
on behavioral intention including purchase intentions,
intentions to recommend online products, and
intentions to return to the website (Jarvenpaa and
Todd, 1997; Balabanis and Vassileiou, 1999; Korzaan,
2003; Yoh et al., 2003). Attitudes is considered to be a

key factor influencing behavioral intention in the
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Technology Acceptance Model (TAM), a most popular

technology adoption model. Furthermore, many

researchers assert that attitude is a direct determinants
of behavioral intention (e.g., Shim and Drake, 1990;
Balabanis and Vassileiou, 1999). Consequently, it is
worth examining the role of attitude of group intention

in using online social network.

C. Group Intention

Group Intention refers to members' commitment to
take part in group activities. That is, members will adopt
beliefs, values and attitudes of others in terms of their
congruence criteria (Bagozzi and Dholakia, 2002). In the
context of e-commerce, it is argued that users in online
community will develop a common attitude through
their communications and interaction; for instance,
whether they will take part in certain online group
activities (Shen et al,, 2010). Group intention will be
dependent on the social characteristics of
communities. This study will examine the effects of
group intention on members’ willingness to accept and

evaluate advertising in communities.

D. Advertising Related Factors

1. Perceived Ad Relevance and Perceived Ad Value
Ad relevance is a topic of interest of most Internet
advertising researchers due to the fact that it gives great
potential to deliver highly targeted message (Campbell
and Wright, 2008). 1t can thus increase Internet
advertising effectiveness. Perceived ad relevance is also
often used as a key construct in marketing sponsorship
research (Shih, 2009). For instance, how it can influence
consumers’ media acceptance. Advertising value

represents the overall worth of advertising customers

perceive they will receive. That is, how much the



information in the advertising can benefit them
(Ducoffe, 1996). In the Internet advertising research,
customers value the advertising that is relevant to
them. Regarding this research context, when the

members of the online communities possessing a

distinct group intention perceive that advertising can
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benefit their online communities, they are more likely

to favorably evaluate the advertising.

E. Hypothesis Development

The current study develops the conceptual model
by adapting the model from Zeng et. al. (2010). Making
the it even more complete, the attitude factor is

included in the model.

PERCEIVED AD
RELEVANCE
GROUP
INTENTIONS

PERCEIVED AD
VALUE

Figure 1 Conceptual Framework

1. Social Factors, Attitudes, and Group Intention

Based on Bagozzi and Dholakia's (2002)° s work,
social identify can have an impact on group intentions.
In particular, the stronger the social identity of the
community members, the greater the group intention
in terms of community advertising. In addition to social
identity, Bagozzi and Dholakia's (2002) also found that
group norm is a significant predictor of group intention.
Lastly, attitude has long been concluded to be a key
antecedent of consumers’ intention and usage. Given
the supporting evidence from prior empirical studies,
the following hypotheses are proposed:

H1: Social identity has a positive impact on group
intention to accept in online social network
advertisements

H2: Group norms has a positive impact on group
intention to accept online social network

advertisements
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H3: Attitude toward using social network has a
positive impact on group intention to accept

advertising in online social networks

2. Advertising related Factors

Conceivably, the stronger the alignment between
advertising content and the consumers, the greater the
connection between advertisers and consumers. it can
be postulated that perceived advertising relevancy may
affect the online communities” members to accept
advertising. Regarding this research context, when the
members of the online communities possessing a
distinct group intention perceive that advertising can
benefit their online communities, they are more likely
to favorably evaluate the advertising. As such, two
hypotheses about Ad relevance and Ad value can be

posited as follows:
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H5. Group intention to accept advertising in
online social network communities has a
positive impact on perceived advertisement
relevance on community sites.

H6. Group intention to accept advertising in

online social network communities has a

positive impact on perceived advertisement

value on community sites.

3. Behavioral Intentions to Accept Advertising in

Online Communities
There is a consensus among advertising researchers

that there is an association between advertising

message relevance and its effectiveness. The greater
the degree of relevance of advertising message to the
media context, the greater the likelihood that the
message will positively affect consumers’ attitudes and

their behavioral responses (Hannah et. al, 2020).

Furthermore, advertising scholars assert that when

consumers find the advertising containing useful

information, they are more likely to respond to it

(Robinson et al., 2007). Given these logics, the following

hypotheses are proposed.

H7.Perceived advertisement value has a positive
impact on response towards online social
network advertisements.

H8.Perceived advertisement relevance has a
positive impact on response towards online

social network advertisements.
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IV. METHODS

This study employs multi-stage sampling. Firstly, the
purposive sampling is used to select participants who
are Thai aged 18 years old and above, and have
experiences using online social network. Secondly, it
utilizes convenience sampling in the form of mall
intercept whereby participants are intercepted in major
shopping malls and public spaces in Bangkok. The
sample size of this study was 400 which is considered
to be appropriate when taking into account the number
of observed variables or indicators in the model
(Fornell & Larcker, 1981; Hair, Black, Babin, & Anderson,
2010). This number also deems appropriate when

consider the ones used in the other similar research

(e.g., Shen et al,, 2010; Bagozzi and Dholakia's, 2002).

A. Survey Instruments

The questionnaire consisted of two sections. The
first section asked about the personal information,
whilst the second part asked about the key constructs.
Information regarding key constructs and their
corresponding scales was obtained by searching the
relevant literature; therefore, all constructs were
measured using existing scales from literature with
some adjustments. Three constructs employed in this

study were measured as follows:
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Table 1 Sources of Constructs

Variables Items Sources
Social identity 6 Dholakia et al. (2004)
Group norm q Zeng et al. (2009)
Attitude 3 Davis et al. (1989)
Group Intention 3 Zeng et al. (2009)
Perceived AD Relevance 3 Zeng et al. (2009)
Perceived AD Value 3 Zeng et al. (2009)
Responses to OSN's AD 3 (Ducoffe, 1995; Zeng et al., 2009)

V. RESULTS

A.

Initial Analysis
ltems are primarily checked for kurtosis and
skewness, and also the presence of outliers and
normality. Histograms and box plots are appropriate in
order to get a holistic picture of each variable across a
range of scores (1-5) which are visually examined.
Furthermore, the skewness and kurtosis of variables are
investigated. Skewness is a characteristic of symmetry
distribution of about the mean; meanwhile, kurtosis is
the level of the highest point in the histogram (Malhotra
et al,, 2002). Of 400 respondents, 208 are female while
most respondents fall into the age range of 25 to 34
years old. 38% of them earned an average income of
baht 30,000 to 45,000. As much as 65% of them hold a
bachelor degree.

All of the respondents live in

Thailand, while 48.3% are in Bangkok and Vicinity.

B. The measurement mode
The measurement of the proposed model was
assessed based on

reliability, content validity,

convergent validity and discriminant validity of latent
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constructs. Both Cronbach’s O and composite
reliability were employed to assess reliability of the
constructs in which their threshold levels are 0.70 (Hair
et al,, 2010). This study ensures the content validity by
taking all measures directly from previous research
which has been tested and used in some previous
studies. Thus, this questionnaire was constructed with
an acceptable content validity. Convergent validity was
assessed by average variance extracted (AVE), whilst
discriminant validity was assessed by using the Fornell—-
Larker criterion. According to the Fornell and Larcker
(1981), the levels of square root of the AVE for each
construct should be greater than the correlation
involving the constructs. The acceptable levels for AVE
is 0.5 (Hair et al., 2010). The values for Cronbach’s Q.,
composite reliability and AVE shown in table 2 are
greater than the threshold levels indicated before;
therefore, reliability and convergent validity of the
model are established. Discriminant validity is also
confirmed because all the values of square root of the

AVEs for each construct are greater than the correlation

between constructs (see Table 3).
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Table 2 Construct Assessment

Constructs Loading Means (SD) a CR. AVE.
Social Identity 0.865 0.873 0.530
St 0.700 4.16 (0.72)
SI2 0.737 4.12 (0.79)
SI3 0.748 4.11(0.77)
Si4 0.807 3.99 (0.93)
SI5 0.724 3.94(0.95)
Sié 0.644 3.93 (0.96)
Group Norm 0.905 0.871 0.704
GN1 0.825 4.10 (0.88)
GN2 0.841 4.20 (0.92)
GN3 0.845 4.14 (0.90)
GN4 0.845 4.18 (0.89)
Attitudes 0.871 0.905 0.708
ATT1 0.827 3.86 (1.07)
ATT2 0.882 4.06 (0.87)
ATT3 0.814 4.14(0.88)
Group Intention 0.880 0.879 0.725
Gl1 0.799 3.82(1.14)
GI2 0.908 3.90(1.10)
GI3 0.843 3.78(1.14)
Ad Relevance 0.863 0.895 0.697
ADR1 0.682 3.62(1.12)
ADR2 0.646 3.56 (1.16)
ADR3 0.768 3.33 (1.04)
Ad Value 0.889 0.903 0.740
ADV1 0.817 3.51(1.18)
ADV2 0.929 3.43 (1.21)
ADV3 0.831 3.68 (1.17)
Responses Towards Ad 0.899  0.887 0.756
RTA1 0.869 3.72(1.22)
RTA2 0.926 3.44 (1.22)
RTA3 0.810 3.24 (1.21)

Table 3 Square Roots of AVEs and Correlation Matrix (Discriminant Validity)

Correlation Matrix

Constructs Sl GN ATT Gl PAR PAV RTA
Social Identity 0.728
Group Norm 0.425 0.839
Attitude 0.181 0.219 0.842
Group Intention 0.182 0.163 0.412 0.851
Perceived Ad Relevance  0.127 0.133 0.227 0.574 0.835
Perceived Ad Value 0.141 0.104 0.174 0.362 0.406 0.860

Responses Towards Ad 0.068 0.058 0.107 0.250 0.374 0.366 0.870

Notes: Square roots of average variance extracted (AVEs) shown on diagonal while off-diagonals are inter-construct correlations.
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C. Structural Model

The structural equation model was conducted to
test hypotheses in the model. At first, the model did
not fit with the collected data. Having removed one
construct with low factor loadings, the model fit indices
were improved. The new fit indices of the structural
model were acceptable (X2/df = 2.928, CFl = 0.923, TLI
=0.941, RMSEA = 0.046, and SRMR = 0.051) (Hair, 2010).

According to the path coefficients found from structural
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equation model, most of them are found to statistically
significant (see Figure 2). Social identity (b = 0.070) and
attitudes (b = 0.638) significantly affect group intention,
while there is insignificant result for group norm. Group
is

intention associated with both perceived Ad

relevance (b = 0.562) and perceived Ad value (b

0.377) while perceived Ad relevance (b = 0.028) and
perceived Ad value (b = 0.785) significantly lead to
favorable toward  OSN’s

consumers’ responses

advertising.

PERCEIVED AD
RELEVANCE

PERCEIVED AD
VALUE

*The results are significant at the 0.05 level. **The results are highly significant at the 0.001 level.

Figure 2 Structural Model Results

VI.  CONCLUSION AND DISCUSSION
A. Discussions

The results of this research are consistent with
major research in the stream of online social network
marketing literature (Hannah et al., 2020; Shen et al,
2010). Through the survey of Thai consumers, it is found
that attitudes and social identity influence members’
group intention, which can result greater positive
responses to advertising. With regard to social factor

dimensions, group norm was not found to have any

impact on group intentions. This finding is interesting in
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the sense that it is not in line with the similar research
conducted in the western countries. Based on the
review of relevant theory, it is found that people
sometime have different goals, values, beliefs and
expectations (Hannah et al,, 2020). They want to stand
out from other people in their society. It also usually
happens in every society that some members are
selfish and do not want to belong to the group (Shen
et al, 2010). All other results from the model are
consistent with the ones from previous research. The
of those research studies are

findings relatively
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universal. Dholakia et al, (2004) found positive

relationship between collective self-esteem and

individual’s group-base.  Ajzen (1991) asserted the
positive association between attitudes and group
intention. Additionally, Zeng et al. (2009) revealed that

Ad relevance and Ad value significantly lead to

favorable consumers’ responses from advertising.

B. Implications

From a theoretical perspective, this study provides
insights into online social networking and advertising
literature. It to

investicated underlying factors

consumers’ responses to online social network
adverting. Although there was some research ever
studied the roles of social factors and group intention
of consumers’ behavioral responses to advertising, few
studies integrate the attitude as an antecedent of group
intention into their models.

The results showed that consumers’ acceptance of
advertising was shaped by their social identity. In terms
of practical contribution, marketers should appreciate
the role played by their social identity. They should
find the ways to create a robust group identity or to
build a sense of belonging. In order to instill a positive
consumers’ responses from advertising, marketers

should make sure that their advertising messages are

relevant and valuable for their targeted audiences.

C. Future Research
The current study collected the information only
from Bangkok; therefore, the result can not represent

the behaviors and attitudes of people in Thailand as a
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whole. It is recommended for the future researchers

to gather the information from people living in the
other parts of Thailand with various age groups.
Moreover, future researchers may consider adding
more variables that influence group intentions such as
trust, perceived ease of use, perceived usefulness,
perceived enjoyment, and perceived behavioral control

(e.g., Lin, 2011; Lee et al., 2012; Song et al., 2008).
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Abstract

The purposes of this study were: (1) to explore the effects of perceived value and brand awareness on
repurchase intention and (2) to validate a causal relationship model of perceived value and brand awareness
which affect satisfaction, brand trust and repurchase intention of consumers of hangover product in Bangkok. To
meet the objective, a questionnaire was designed, using quantitative research approach. The data were collected
in Bangkok from a sample of 454 people aged over 20 who drank or used to drink alcohol and have experience
in using hangover relief products. Using descriptive statistics, the data collected were analyzed by using the
percentage, mean and standard deviation. Structural equation modeling (SEM) analysis was conducted to test
the hypotheses of the structure.

Results of structural equation modeling indicated that the perceived value had impact on brand awareness
and satisfaction. The brand awareness had impact on satisfaction and brand trust. The satisfaction had impact on
brand trust and repurchase intention. These findings were statistically significant at 0.01. But the brand trust had

not impact on repurchase intention.

Keywords: Perceived Value, Brand Awareness, Brand Trust, Satisfaction, Repurchase Intention
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(Dependent Variable)

fruusnu R? Bndw fulsdasy
a
PV BA ST BT
BA 0.580 DE 0.761 N/A N/A N/A
IE N/A N/A N/A N/A
TE 0.761 N/A N/A N/A
ST 0.740 DE 0.518 0.398 N/A N/A
IE 0.303 N/A N/A N/A
TE 0.821 0.398 N/A N/A
BT 0.756 DE N/A 0.423 0.495 N/A
IE 0.729 0.197 N/A N/A
TE 0.729 0.620 0.495 N/A
RI 0.739 DE N/A N/A 0.791 0.081
IE 0.709 0.365 0.040 N/A
TE 0.709 0.365 0.831 0.081

M8 : DE = Direct Effect, IE = Indirect Effect, TE = Total
Effect, N/A = Not Applicable
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Abstract

The purposes of this research are 1. to study factors that consumers choose fruit juices 2. To develop fruit
juices for millennials market. Data were collected from a convenience sample of 400 millennial consumers. The
statistics that used in this research include the frequency, percentage, mean, standard deviation, Independent t-
test, and One-way ANOVA. The findings revealed that most of samples were female with the age of 17-37 years
old (66.8 percent), drinking fruit juices less than 1 time per week (43 percent). The type of fruits that the millennial
consumers want to drink were 100% genuine orange juice (85.8 percent). Other ingredients that need to be added
to the juice were fruit pulp. The packaging should be a paper box, size 200-350 ml (38.8 percent). The price of
juices should be between 20-29 baht (44.5 percent). The suitable retail locations were convenience stores (81.3
percent). The results also showed that there was a difference between personal factors in term of sex and
behavioral factors in term of frequency of drinking juice regarding the factors that consumers choose fruit juices at

significant level of 0.05.

Keywords: Marketing Mix, Fruit Juice, Millennials Market
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Abstract

This research is purposed to investigate and develop the causal structural relationship model of factors influencing
Cost Reduction by analyze and compare direct and indirect effects of factors influencing Cost Reduction, consisting
of 3 latent variables which are exogenous latent variable which is Production Management in Japanese Style, the
endogenous latent variable is Cost Reduction, and Kaizen Event is mediator variable with the total of 14 observed
variables. This research was conducted using a questionnaire as an instrument to collect data from Lat Krabang
Industrial Estate 292 samples. This process was completed using the principles of structural equation modelling (SEM)
which required confirmatory factor analysis on the measurement model and path analysis on the structural model.

The research result showed that the production management in Japanese style factors, which had direct
influence on the cost reduction about 0.90 percent. And result showed that the kaizen factors, which had direct
influence on the cost reduction about 0.63 percent. And result also showed that the production management in
Japanese style factors had indirect influence on the cost reduction by passing though the mediator variable kaizen
event about .81 percent.

In addition, the results of the model of the mediation variables as kaizen event factor between Japanese

production management and cost reduction foundn that the model is very consistent with the empirical data.

Keywords: Production Management in Japanese Style, Kaizen Event, Cost Reduction
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andunu (Cost Deduction) Hiushuusdenansfanssunis

U5uugsegeriaiiles (Kaizen Event)

5) NTBUBLIANIUNITIVEY

va o

BI9891NTNUNILITIUNTINNUITB VIR U TELNA

wazluvssimeaiiothuimundunsounuifalangun 1

55
Activity

Standard Total productive| Eliminate

work maintenance waork

|\/\sual :ﬂnlrni

Production
Management in

Japanese Style

H3

Cost Reduction

People
Involvement

Impact of Support

System

Leader Skills and

Result Commitment Effort

U7 1 Tuwanmsuimsmisndauuuduiidvdnadenisansuyums
NARFUAN
6) FoAIuNTIvY
6.1) UseyInsuasngus 10819
Uszansuilmvung (Tarcet Population) Aldlun1s34e
adsiide wilnmuidisuAanssunsuusregsiaiies
wazUfiRnuAetosiunsranlnenssluiieugaainnssy

a1AN52U91LIY 5 1599u Usenaumae 159918 ABCD



way E 3nuiuUsevinshe 137, 135, 176, 155 wag 228 AU
AU SIUsEIINTRIAY 831 AU

uniedsildlunsite Wesanmsaneadsiily
ASANELULAAENNITIASIES 19 NNSHANTUIANIULRUIEEN
vesiogeiildlunsisadifiansananiuinvessiuiy
9% (Factors) ileluwaillaseadna (Constructs) Wiy 7
Tnssasesvdotionnin swasegsilmunzasldsingt 150
$10¢74 (Hair et al,, 2010, pp. 573)

va o

nadennguuaznisduiiedislunisifeadal fisule
1975 Two-Stages Sampling fidunausiedl

fupoudl 1 Fenlssnuilazshnsfin Tnegidels
vihnilsdefvamanduaiumaluladine-giu Faduanay
#i¥an13U38n7A Kaizen Award in Thailand 1fiouaA27y
oulATzivenedelsanuiiBuiliiutoya nesideulde
1) foadulssnuilinedsiinanudismusmafanssuns
U3uugaegredelilos (Kaizen Award in Thailand) 2) 1ag
Fsumeanudliiu 5 T wae 3) isegluiaugnavinsu
amnsed eldsusede fidelsvimisdeddsanuile
Puasimqusrasduazvonuoyanesiduivioya S1umy
5159970 (15994 A B C D wae E)

Fupoudl 2 Amuasegrsluusiasissn Taeldms
fvuanudadiuresruiaUszanaiielildvuiadiegig
luwsazngu (Proportional to size) 91471 5153914

Usgnaumie 159971 A B C D way E laguseanshuwsa

v
o

15998 UIUW 137, 135, 176, 155 kay 228 AU ANUEIRU
SsEannsieaY 831 AU Fuaunfegldlunnside
adailde 15997u A B C D uay E S1uiusiegeie 50, 50,
65, 55, Laz 80 f19819 AIUa1AU s IuFeE Ay
300 $19814

Funoudl 3 Fonduiegnaiitmualiluduil 1 uay

2 $e35 Convenience Sampling

6.2) inSoadloliluns3se/sausandoya
iniaaleildlunsivendeilduuvaovaruuvady 4
du Tnsudady 4 daw dall
dauil 1 draruferdudeyaniluvesgney

wuUAaUnIN Usenaulumien1uiedfiu we o1 sy
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N13fin srezaNUURNUAUeIANT AUV Lay
MINUNAR

dudl 2 MauneItunIsUTSNIsanwuUUgU

v
o v =

N9 5 AU i
Js

° a a

AN UATAINURNIILY

Snuauzidumaiuuwuuvatela 1duinsidiu

o
o

1A (Rating scale) wuatdu 5 sgau 573 25 98
awilonuazidalaseadnelag
Fioay 5 viu daust 0.88 Fa 0.93 uaelidarunindede
flFnmaneassiunguiegsdiuiu 40 Au R 0.863
£19.0.899

dudl 3 AManAgafuAanssun1sUul e
sarilowta 5 fu Sdnvasdumouuulanela e
duuszanaan (Rating scale) wuadu 5 sedu 591 25 9o

° P

franu fararunsadadoniuazidelasadie lng
fideamy 5 vivu daust 0.80 Fv 0.86 wardidaruindetio
flFannismanosiunduitegnesiuiu 40 au faus 0.931
090,934

dudt 4 doAsatunisandunuiis 4 du 8
snwaziumaiuuuuvatsla Tduinsidiulseunuan
(Rating scale) wuatdu 5 s¥au 591 16 Yarau dA1Aa
mu%uﬁamLLasL%ﬂﬂiﬂa%ﬂﬂim@ﬁmmm 5 vy dous
0.85 ¢ 0.95 wazdiAauundedefildainnisnaassiu

nawBENIILIY 40 AU daus 0.901 f3 0.915

6.3) Bmsudeya
FATEUILUUADUNTRIUNI TN AR UAMAIN YD
w3eailelunuduszaruaulussdnsiilduszarunuly
danthiiloreoua ALINLALIAUTIUTINLUUADUAININ
wiinauluesdnslufinugeaimnssuaianszds lnawiy
susluifeugaiay fa woadniou 2562 weillduan
LUUEBUAINTIUIU 300 YA 53UTIuld 292 YA fiAdu

anysalvioviun Anluderay 97.33

6.4) MsATITYveya
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1%
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(Descriptive Statistic) leilA A15LANLANAILD AN
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gufu (Confirmatory Factor Analysis: CFA) wagnis
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AATIERLULAAANNITIATIAS1 (Structural Equation
Model: SEM) Tneldinausifiansansiail Chi-Square p > .05,
Chi-Square/df < 2-3, ardwiinAnunaundulssuisu
(CFI) > .90, m1sailinseauaunaundy (GFI) > .90, A1
FuilinseRuauaenadefiuunds (AGF) > .90,A1510
yosraduidsdesrnunainadoulasusyanas (RMSEA)
< .08, Arddsinfiaesvesiidiaesadevesdiuilinie
(RMR) < .05 (Kline, 2011,pp. 201-204; Byrne, 2009, pp.
79-86)

7) HANISI9Y

[

nsfnwadediangusvasdil 1 ileAnwdvinadauys
donansvesianssunsuiulgsimuiegerelesssning
nsudmsmsnanuuudlutumsanduyu Tnefduneunis
AATIAUAEVIAFOUANNAFIY il

1) 3AAs12909AUTENaUVDIAILYT (Measurement
Model) §37elavinn15nsI3a0uesAYsENBUVRIAILYS

o

wnakazmwlseeanauilunaasuluwalaseasig lne

N

FT8MUUALNUINIUNITATIVFBUAILINLNTRYY (Factor

e

Loading) vaafulsilaunsgIudedsia1 0.50 ¥3au1nn31

=

NI

a '

ziotmunzi wagmnaniminden 0.70 wieuanndn
fi927%un (Hair et al,, 2014, pp.573)
HANTTIATIENRIAUTENBUAILUT N1TUTUITANT
wAALUUGUU (PMIS) Wud1 Aaudsdananisuimsnis
wa“mLmuzﬂﬂuﬁﬁmﬂfmﬂ’ﬂf]ﬁa(Factor loading) gsfian
Ao wIRsg1uN15UHURU (StandW) T89a911AD AT

AUANAIAIEAT (VisC) N15Un5esnwninalaennaud

e

& A

g3 (TPM) msauafiuivihaumiuman 5a. (A5S) uag
n3vInAUgaUa (Eiw) dedmidnindu 0.94, 0.86,
0.82, 0.78 kag 0.73 AUAIAU WATNANITATIFBULLLAA

N15infkdsNIsusmsnIsHaaLUUgUuaglun M ANIN

v
aa v

famneadfaedl a1y’ = 4.38, df = 3, p = 0.22, CFl =

1.00, GFI = 0.99, AGFI = 0.97, RMSEA = 0.04, RMR = 0.01

NMTIATIENRIAUTENEUAINTTUNMTUTUUTIAILI0E1

' @

AaLilas (KAIZEN) wudn daukusdunafianssun1suiuuse

v
1o o

Wuunegeselilesniaimintady (Factor loading) g4
Niaawiiy 3 aufe Ao vinwrharAIuiesT0INLNIIY

(SKEF) Ausjesiuve g (LECO) uagn1sildiusiuves
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NN (PEIN) Inada1d1vdnivindu 0.89 589a9u1A0

[

STUUATUAYUILAE IR UNSALTENY (SUSY) waznsius

Y

ferudnga (MRE) Taediadmiiniiniu 0.88 uay 0.78
AILEIRY WAy HaN15RTIvaaUlIAan1TIneAYTENaY
AanssumsuiuUssiauegwsioiiles agluinasifiunn 4
Arnsadiffail @1y’ = 13.26, df = 4, p = 0.01, CFl =
0.99, GFI = 0.98, AGFI = 0.94, RMSEA = 0.08, RMR = 0.01

NTIATIEIAUTENaUNITARAUYU (COSDE) WUl #7

wlsdsnanisandunuidirnimvindady (Factor loading)

'
a

geiiga Ae n1sdewey (DEL) sedanfAe winn 1w (PROD)

AununIeA1ldang (COEX) uag AmAN (QUAL) lngiipn

q

b%
o o '

YIUNNWINAYU 0.92, 0.88, 0.88 Lag 0.82 MIUAIAU AT
asvaeulunan TinesAUsEnaunsansuyueaglunneia
110 Sevneanagail e ¥’ =052 df =1, p = 0.47, CFl =
1.00, GFI = 0.99, AGFI=0.96, RMSEA=0.08, RMR = 0.01

2) HANINAFBUBVSNAMILUTVR TIdasBaN1TARAUNY

7
NANISNARDUDNSNAR LU RN

q

danasion1Tanfumu

A11N50LARINALAINTI9N 1

A5197 1 WARIDNENANINTILALN D DULALAEDH

fwus DF IE TE SE. CR P
KAIZEN <— PMJS 090 - 0.90 0.081 13.611 ***
COSDE <—- KAIZEN 0.63 - 0.63 0.103 5.930 ***
COSDE <— PMJS  0.24 0.56 0.81 0.122 2.395 0.02

nurewmg: *** ddud1Agyn19adfinsgau 0.01, DF=Direct Effect,

|[E=Indirect Effect, TE=Total Effect

3) HANINAAOUANNFAFIU
H1. N1susMIsNIsHaauwuugUu (PMIS) idnsna
NMenserafansIuNsUTulTIinunegesiaiiios (KAIZEN)

HANSNARBUNUTT NMTUTMITNISHEARUUYUY (PMIS) &

a

ansnan1ensesafanssuATUSUUTIRuag 19kl

(KAIZEN) Taed

' I a

ANNIDNTNANIIATIAINU 0.90 Bg19d

'
aa 1Y

Un1sadAnsEau 0.01

H2. fanssunsuiuussiaunegewiaLilas (KAIZEN)

a '

ﬁﬁwawammsmammmé’unu (COSDE) wan1snadau

Wud1AINTIUNITUTUU I UN0E19saLilaq (KAIZEN) &



nBnanemssienIsanduyu (COSDE) lnedlAindnsna

aad

9ATUNNY 0.63 amamuamﬂmmaaammmu 0.01

H3. mimmsmmamwumﬂu (PMJS) fi8n5na
mﬂaamamiamum (COSDE) wushuusdonanafanssy
miUiUUjQEJEJNGIE]Luad (KAIZEN) Hansyagaunudn A3
UMM ssanuuUgu (PMIS) 1803 wamamsaméfmqu

(COSDE) Tngfimdvsnanensayindu 0.24 Laziladvisna

o

msdeusufLlsdenatsianssunsuiulseseiilos

a v

(KAIZEN) fia9111u 0.56 taadia1dnsnasiuvinny 0.81

oeaifaddsainnsziu 0.05

o

o o

ngUsTasd 2 Wiloafuuuluinanisuinisnis
nAnLuUgJuildnsnadonisanduyuueslssay
PRAIMNTIUNITHER
HANITIRARUANLARAAS B UTBYAITsUsEANYYeN
Tuna wui AadaRlFlunnsmsaaeusAsl Y’ = 20883,

df =71, Xz/df =294, p=0.00,CFl =097, TLI = 0.96, GFI =
091, AGFI = 0.89, RMR = 0.02 waw RMSEA = 0,02 Ssagulén
Tnaianugenadamnauniuiuleyalieusedng sgluseiu

AL AIFUN 2
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33

X? = 208.83, X2/df = 2.94, CFI = 0.97, GFl = 0.91, AGFI = 0.89,

RMSEA = 0.08, RMR = 0.02
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Habidin et al. (2018, pp. 1853-1867) WuU131 5@ N153
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nsUszfiudssifiununmiudusuduusylovddodunu
LazszarAITanAugyLla1een uazdiaenadeeiy
Shrafat and Ismail (2019, pp. 1394-1396) Wu11 5& N13
U139 IMINARUUNNAUTAIUTIN dINANTENULBIUINGD

UsEANSNNURIRIANS
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Abstract

This study aimed to investigate the impacts of service quality on loyalty and the mediating effect of perceived
value on the relationships between service quality dimensions and loyalty of private bank users in Myanmar.
Specifically, this study emphasized five dimensions of service quality, perceived value and loyalty. The quantitative
research approach was used to investigate 489 valid responses collected via a questionnaire survey from the users
of a private bank in Myanmar. Multiple regression analysis was used to analyze the data. This study found that
three dimensions of service quality, reliability, assurance, and empathy positively and significantly impact on loyalty
and perceived value mediates the relationship between each dimension of service quality and loyalty. However,
tangibles and responsiveness dimensions of service quality did not find to have significant effect on loyalty of bank
customers. The findings could contribute to the service loyalty context in the aspect of service quality and loyalty.
Moreover, the findings could be applied to the development of strategies to make customers satisfied and remain

with the company and sustain their loyalty.

Keywords: Service Quality, Perceived Value, Loyalty, Banking
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[. INTRODUCTION

The competition among the firms are increasing
continuously and there has been a rapid shift in the
way these business organizations deliver their products
or services to the market (Bhat, Darzi, & Parrey, 2018).
Production-oriented organizations, which previously
focused on increasing production and reducing costs,
are shifting their focus towards the customer (Hsu,
2018). This is especially true for the service companies
that want to raise permanent long-term relationship
with the customers, as they have to interact with the
customer (Markovic, Iglesias, Singh, & Sierra, 2018). The
financial organizations, such as banks, are striving to
improve their process by affiliating with customers and
try to survive and compete in the market (Bhat, Darzi,
& Parrey, 2018). Competitions among the banks
become intense and, in order to survive and gain a
competitive advantage, banks are now shifting their
focus on the loyalty of their customers (Leninkumar,
2017). In addition, many studies have been focused on
the predictors for the loyalty for a firm (Eklof,
Podkorytova, & Malova, 2018; Kamat, Pilla, Pech, Mello,
& Chang, 2017; Nyarku, et al,, 2018; Irshad, Rahim, &
Khan, 2017).

As the importance of quality has been grown, the
attentions of many customers and researchers on
quality are also grown (Joudeh & Dandis, 2018; Hashem
& Ali, 2019). In addition, service quality becomes the
most important aspects in service field (Joudeh &
Dandis, 2018). As the organizations want to get more
satisfaction, which can lead better loyalty, customers
are now recognizing the quality of service they receive
which led the organization to get more attention
(Joudeh & Dandis, 2018). Such a loyal customer
contributes to increase the company’s profitibility and
market dominance by recommending friends and
family (Hashem & Al, 2019). Competitive pressure

ensures that entrepreneurs have to focus on better
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product quality or the quality of services in order to get
customer loyalty (Kamat, Pilla, Pech, Mello, & Chang,
2017). Many researchers have been focused on the
impact of service quality on customer loyalty in the
banking sector (Alafeshat & Alola, 2018; Eklof et al,
2018; Kamat et al, 2017). However, only a limited
number of studies has been done in Myanmar banking
context. In order to fill this gap, this study tries to
explain the impact of service quality on customer
loyalty in Myanmar banking sector.

On the other hand, the relationship perspective of
marketing has had a profound impact on the customer
service business. The new focus on customer
profitability revealed that the effective management of
satisfied and faithful customers gains the company an
improvement of economic and competitive situation
(Hong, Zheng, Wu, & Pu, 2019). Thus the delivering of
superior customer value has become vital for a
company to maintain long-term relationships with their
customers (Ilvanauskiene, Auruikeviciene, Skudiene, &
as the transactions

Nedzinskas, 2012). However,

between banks and their customers involve an
exchange of complex and often intangible information,
it may be difficult for customers to understand the
value of banks’ service (Ashton & Pressey, 2004). The
concept of perceived value has been emphasized by
researchers and practitioners considerabily due to its
ability of predicting customer behavior (Day, 2002;
Holbrook, 1994; Woodruff, 1997). In this regards, many
researchers have been emphasized on the influence
perceived value on customer loyalty (Chou, Kohsuwan,
& Thanabordeekij, 2019; Anwar, Min, & Dastagir, 2019;
Adly, 2019). However, few researches have been done
in this area for Myanmar banking context. In order to fill
this eap, perceived value is tested as the antother
predictor for customer loyalty in Myanmar banking

sector.
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Myanmar banking sector’s contribution to GDP is
relatively low in ASEAN. Banking assets-to-GDP ratio is
only 49% and this is the lowest among ASEAN countries
(Berger, 2016). In addition, only 25.6% of the total
population in Myanmar has bank account in 2017 (The
World Bank, 2018). However, this amount is low in the
region but the amount itself grown from 22.6% in 2014
(The World Bank, 2018). The banking sector in Myanmar
is the fastest growing sectors in the region (Berger,
2016). In this market, though there are many players in
the market, only top 3 banks, Kanbawza Bank (KBZ
Bank), Ayeyarwaddy Bank (AYA Bank), and Co-operative
Bank (CB Bank), are primarily driving the market (Berger,
2016). In this study, the impact of service quality of a
private bank on loyalty and the mediating role of the
customers’ perceived value on the relationship
between service quality and loyalty is studied.

The objectives of this research are

1. To determine the impact of service quality
dimensions on loyalty.

2. To test the mediating effect of perceived value
on the between  service

relationships quality

dimensions and Loyalty.

Il. LITERATURE REVIEW

As the competition becomes intense, service quality
becomes a very important marketing tool for
companies. Customers who experienced a quality
service tend to share their experience with others
leading to an expanded customer base and that such
customers tend to become loyal customers (Joudeh &
Dandis, 2018). However, customers who experienced a
bad service tend to share that experience with others
and this leads to reduce purchase and customer base
(Harrison, 2019). By providing excellent service quality,
a business can create a competitive advantage to
distinguish itself from other organizations (Lomendra,

Sharmila, Roubina, Ganess, & Zabeen, 2019). Thus,
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research on the measurement of and improvement of
service quality, has become essential (Zeithaml &
Parasuraman, 2003). Service quality is defined as the
gap between customers’ expectations about the
service that they have perceived and actually received
(Zeithaml & Parasuraman, 2003). Service quality is the
overall assessment of service by the customers (Eshghi,
Roy, & Ganguli, 2008), or the degree to which a service
product meets the needs or expectations of customers
(Asubonteng, McCleary, & Swan, 1996).

Measurement of the quality of service is critical as it
gives the opportunities to compare between before
and after changes, aware the quality issues, and
facilitate the development of standard delivering
service (Shahin, 2005; Afthanorhan, Awang, Rashid,
Foziah, & Liza, 2019). For the purpose of the
measurement of the quality of service, different
authors proposed different models. Cronin and Taylor,
(1992) proposed SERVPERF model measuring the
quality of service based on the overall feeling of
customers. In addition, Teas (1993) suggested the
Evaluated Performance model which measure the
difference among the customers’ perception of firm’s
performance and service quality dimensions rather
than the customer’s expectation. Moreover, by
studying four types of service, credit card car service,
retail banking, repair and maintenance of electrical
devices, and telephone service, Parasuraman,
Zeithaml, and Berry, (1985) proposed a model for
measuring the quality of service and called SERVQUAL.

According to SERVQUAL, the quality of service is the
difference  between the expectations held by
customers and their perceptions about the service they
received from the firm (Parasuraman et al., 1985). For
the measurement of the quality of service, ten
dimensions were developed in SERVQUAL model
(Parasuraman et al, 1985). these

However, as

dimensions were overlapping, these were reduced to



five dimensions (Parasuraman et al., 1985; Parasuraman,
Zeithaml, & Berry, 1988). These five dimensions include
tangibles, reliability, responsiveness, assurance and
empathy (Parasuraman et al., 1985).

Many studies had been made on the influence of
service quality on loyalty (Chou et al,, 2019; Priyo,
Mohamad, & Adetunji, 2019; Aye & Kohsuwan, 2019;
Ullah, Raza, & Chander, 2016; Putri, Wahab, & Shihab,
2018). Chou et al, (2019) studied the impact of
SERVQUAL dimensions on customer satisfaction and
loyalty. Priyo et al,, (2019) also studied the impact of
service quality on loyalty in hotel industry. For the
banking industry, Aye and Kohsuwan (2019) studied the
influence of corporate social responsibility and service
quality on customer loyalty outcomes. In addition,
Ullah et al. (2016) studied the impact of service quality
on customer loyalty and found the significant positive
relationship between the two variables. In addition,
Putri et al. (2018) found that service quality positively
influences on loyalty. This paper used SERVQUAL
dimensions to investigate the service quality’s impact
on customer loyalty and, accordingly, the following

hypotheses was generated.

Hia: Tangibles dimensions is positively and
significantly related to loyalty.
Hip: Reliability ~dimensions is positively and

significantly related to loyalty.
Hic Responsiveness dimensions is positively and

significantly related to loyalty.

Hig: Assurance dimensions is positively and
significantly related to loyalty.
Hie Empathy dimensions is positively and

significantly related to loyalty.

On the other hand, perceived value concept is
necessary when relationship marketing is to be
established in order to gain customer loyalty (Berry,
1983). It is commonly defined as a trade-off between

perceived benefits and perceived costs (Lovelock,
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2000). There is no single definition of perceived value
as it can be analyzed using a unidimensional measure
or a multidimensional scale (Chen & Chen, 2010;
Sanchez-Fernandez & Iniesta-Bonillo, 2007; Hallak,
Assaker, & El-Haddad, 2018). However, much of
previous studies concluded that perceived value drives
loyalty (Rahi & Ghani, 2016; Xin, Changzheng, & Bing,
2016; Faryabi, Kaviani, & Yasrebdoost, 2012, Hasan,
Kiong, & Ainuddin, 2014). Rahi and Ghani (2016) found
that interet banking and customer perceived value
have a significant impact on customer loyalty. In
addition, most of the dimensions of perceived value,
such as functional value, perceived safety, and service
value are affecting customer loyalty (Xin, et al.,, 2016).
Faryabi and colleges also found that there was a
statistically significant and positive correlation between
each of the marketing mix and customer value and as
a result between customer perceived value and
customer satisfaction. Another study also found that
perceived value and trust have significant impact on
the loyalty of banking customers (Hasan, et al., 2014).
This discussion highlights the studies on perceived
value and loyalty in banking sector.

In addition to the influence of perceived value on
loyalty, previous studies have also been emphasized
the influence of service quality on perceived value.
Most of these studies treated perceived value as a
mediating factor between service quality and customer
loyalty (Noyan & Simsek, 2014; Abdelfattah, Rahman, &
Osman, 2015; Garcia-Fernandeza, et al., 2018).
Therefore, in order to test the mediating effect of
the

perceived value

SERVQUAL dimensions and

on relationship  between
loyalty, the following
hypotheses were generated.

Ho.: The relationship between Tangible and Loyalty
is mediated by perceived value

The

Hop: relationship between Reliability and

Loyalty is mediated by perceived value
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Hoc The relationship between Responsiveness and
Loyalty is mediated by perceived value

Hog: The relationship between Assurance and
Loyalty is mediated by perceived value

Hoe: The relationship between Empathy and
Loyalty is mediated by perceived value
Based on the research objectives and hypotheses

generated from the above discussion, the conceptual

framework for the study is illustrated in Figure 1.

IIl. RESEARCH METHODOLOGY
Exploratory research was used in the study. A draft
questionnaire was prepared based on the previous

literature, and this questionnaire was modified

. B
Tangible Loyalty
Reliability
Responsive
ness
Assurance
Perceived
Empathy Value

Figure 1 Conceptual Framework

according to the results of Item Objective Congruence

(I0C) test. For the pilot study, this modified
questionnaire was then translated from English to
Myanmar using back-translation technique and
surveyed 41 respondents. Reliability Analysis was used
as preliminary analysis for the pilot study. Based on the
results of the pilot study, the questionnaire was refined
for the main data collection. For the purpose of the
main study, 650 questionnaires were distributed to
private bank users in Mandalay, Myanmar and out of

which 547 questionnaires were returned. Therefore, the
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response rate was 84.15% and after eliminating
incomplete responses and responses with outliers, 489
qualified responses were used for the study. In the
main study, after analyzing scale reliability with
Cronbach’s Alpha, regression analysis was used to test

the hypotheses specified in the model.

A. Research Measurement

In order to test the influence of service quality on
loyalty and the mediation role of perceived value in
the relationship between service quality and loyalty,
SERVQUAL model developed by Parasuraman et al,
(1988) was used in testing the influence of service
quality on loyalty. For the measurement of the
research variable, scale items were adopted from the
various previous studies. For the SERVQUAL variables,
scales items were adopted from the work of
Parasuraman, Zeithaml, and Berry (1988). Perceived
value and loyalty variables were treated as
unidimensional measures and adapted from Brady et
al. (2005) and Zeithaml, Berry, and Parasuraman (1996)

respectively.

B. Reliability Analysis

For the internal consistency of the scale items used
in the study Cronbach’s Alpha analysis was used.
Various authors suggested that the value of Cronbach’s
Alpha above 0.7 means good reliability (Zikmund,
Babin, Carr, & Griffin, 2010). However, Hair, Black, Babin,
and Anderson (2014) suggested that Cronbach’s Alpha
value 0.6 can be used in exploratory research. In this
study, Cronbach’s Alpha values range from 0.619 to
0.860, and all these values were alinged with the
criteria set by Zikmund et al. (2010) and Hair et al.
(2014).



Table 1 Reliabiltiy Analysis for the Research Variables

Sr. Research Variables Number Croanbach’s
No. of ltems Alpha

1. Tangibles 4 0.752
2. Reliability 5 0.710
3. Responsiveness 4 0.741
4. Assurance 4 0.685
5. Empathy 5 0.754
6. Perceived Value 3 0.619
7. Loyalty 5 0.860

n=489

IV. ANALYSIS AND DISCUSSIONS
A. Testing the relationship between SERVQUAL
dimensions and loyalty
As shown in Table 2, the findings indicate that three
out of five dimensions of SERVQUAL, reliability,
assurance, and empathy, positively and significantly
relate to loyalty. However, two dimensions of
SERVQUAL, tangibles, and responsiveness, are not
significantly related to loyalty. In addition, Table 2

shows that 30.8% (R-square = .308) of variation in

loyalty is explained by SERVQUAL variables. Among
these variables, Reliability dimensions of SERVQUAL
have greatest impact on loyalty, the value of beta is

0.221, which is the largest among other variables.

Table 2 Multiple Regression Analysis: SERVQUAL Dimensions

and Loyalty

Coeffi-

cients R-

(Beta) t P Square F F-sig
Tangibles .043 0980 .327  .308 42919  .000
Reliability —.221™" 3.834 .000
Responsi-  .091 1.640 .102
veness
Assurance 1397 2533 012
Empathy  .194™ 4.181 .000

a. Dependent Variable: Loyalty
*R% _ p<0.001, *%

p<0.05
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B. Testing the mediation effects of perceived value on
the relationship between SERVQUAL dimensions and
loyalty

To test the mediation effects of perceived value on
the relationship between SERVQUAL dimensions and
loyalty, percentile bootstrap confidence interval
method was used, as Hayes and Scharkow (2013)
suggested as a good compromise test for testing
mediation analysis. According to Hayes and Scharkow
(2013), when the product of the regression coefficient
of independent variables on mediator variable, and
that of mediator variable on dependent variable is
zero, there is a mediation effect if the confidence
interval contain zero, otherwise, there is no mediation
effect. On the other hand, when the product of the
regression coefficient of independent variables on
mediator variable, and that of mediator variable on
dependent variable is not zero, there is a mediation
effect if the confidence interval do not contain zero, if
not, there is no mediation effect. In this study,
standardized coefficients for the regression path
between SERVQUAL dimensions and perceived value,
and perceived value and loyalty, and corresponding
bootstrap confidence intervals were computed. In
Table 3, the coefficients of regression parts, and
bootstrap confident intervals were presented.

As shown in Table 3, all the products of the
regression coefficient of independent variables on
mediator variable, and that of mediator variable on
dependent variable were not zero, and all the
bootstrap confidence intervals did not contain zero.
Threfore, perceived value had mediation effects on the
relationship  between each of the SERVQUAL
dimensions and loyalty and accordingly, hypotheses

such as Hy,, Hop, Hye, Hog, and Hye were supported.
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Table 3 Mediation Analysis

X=>m m-—>y Direct effect Indirect effect Total effect BootLLCl BootULCI
Tangibles 4927 535%*x* 164 263 427 .1874 3479
Reliability 6487 .345%%x 474 224 698 .1389 3115
Responsiveness B79x* [23%** 303 .160 464 1123 2139
Assurance 5567 395%*x 375 219 595 .1461 .2988
Empathy 3237 452%%* 333 146 479 .1014 1952

% = 50,001

In addition to the percentile bootstrap confidence

492 *xx*
interval method, the methodology suggested by Baron Perceived Value o
and Kenny, (1986) was also used to test the mediating / ea \
effect of perceived value on the relationship between Tangioles > Rk
SERVQUAL dimensions and loyalty. Preacher and a7 e
Hayes, (2004) indicated that the majority of mediation Tangibles > Loyalty
analyses are guided by the procedures outlined by

Baron and Kenny (1986). In addition, previous literature . significant at 9%, ™ significant at 95%

in the field of service quality such as Chang and Chen,

Figure 2 Path Analysis for Tangibles and Loyalty
(1998), Lasser, Manolis, and Winsor, (2000), Kang and

James, (2004), and Chumpitaz and Paparoidamis, (2004)
.648 *** Perceived Value s
have employed this method for testing the effect of Qi

mediating variables. According to Baron and Kenny

o 4747
(1986), mediation occur when four conditions are met. Reliability > Loyalty
First, independent variable (SERVQUAL dimensions)
significantly effects the mediator (perceived value). 698 ***
Reliability i > Loyalty
Second, the mediator (perceived value) significantly

effects the dependent variable (loyalty). Third, the ™ significant at 99%

independent variable (SERVQUAL dimensions) has

o . ) Figure 3 Path Analysis for Reliability and Loyalty
significant effect on dependent variable (loyalty) in the

absece ot the mediator (perceived value). Fourth, when

379 **x .

the mediator (perceived value) is added to the model, Perceived Value 423 *xx
the effect of independent variable (SERVQUAL \
dimensions) on the dependent variable (loyalty) is Responsiveness 303 R Loyalty
significantly reduced. Figure 2 - 6 presents these
mediation results.

Responsiveness P> Loyalty

464 ¥

*** sjignificant at 99%

Figure 4 Path Analysis for Responsiveness and Loyalty
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Perceived Value

%:**

375***

Assurance Loyalty

Y

595 *xx

Assurance Loyalty

A 4

*** significant at 99%

Figure 5 Path Analysis for Assurance and Loyalty

Perceived Value

303 ¥%% 452 ***
333
Empathy > Loyalty
479 ***
Empathy Loyalty

*** significant at 99%

Figure 6 Path Analysis for Empathy and Loyalty

Figure 2-6 presents the path analysis on perceived
value mediating on the relationship between each
dimensions of SERVQUAL, tangibles, reliability,
responsiveness, assurance, empathy, and loyalty. All
the dimensions of SERVQUAL have significant positive
direct influence on loyalty. As for the indirect effect,
the coefficient of each dimensions of SERVQUAL
positively and significantly relates to perceived value
and perceived value positively and significantly relates
to loyalty. The results prove that perceived value is
partially mediating the relationship between each

dimensions of SERVQUAL and loyalty.

C. Discussion

This study investigated the impact of SERVQUAL
dimensions on loyalty and the mediation effects of
perceived value on the relationship between each
dimension of SERVQUAL and loyalty. It was found that
three out of five dimensions of SERVQUAL dimensions

significantly influence on loyalty. According to the
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results of multiple regression analysis, Reliability
dimensions of SERVQUAL positively influence on
loyalty. This finding was aligned with the results of
Abulgasem, Janic, Filipovic, and Gligorijevic (2011),
Vasumathi and Subashini (2015), and Adebisi and Lawal
(2017). In addition, Assurance dimension of SERVQUAL
was also found to have significant impact on loyalty
which was aligned with the findings of Abdullah and
Hilmi (2014). This study also found that Empathy
dimension of SERVQUAL significantly influenced on
loyalty. Similar result was also found in the previous
literature such as Kheng, Mahamad, Ramayah, and
Mosahab (2010), Aghaeia, Mostafapourb, and Rezaeib
(2013) and Abdullah and Hilmi (2014). However, due to
the emergence of self-service terminals, and advance
in information technology, tangible lost its importance
as a measurement for customer loyalty (Kheng,
Mahamad, Ramayah, & Mosahab, 2010). This study
revealed that tangibles dimension of SERVQUAL did not
significantly impact on loyalty of Myanmar banking
customers. This finding was aligned with the findings of
Karunaratna (2014). In addition to tangibles,
Responsiveness dimensions of SERVQUAL insignificantly
influenced on loyalty. This result was aligned with the
finding of Aye and Kohsuwan (2019), Kheng et al. (2010),
Jun and Cai (2001), Diaz and Ruiz (2002), and Abdullah
and Hilmi (2014).

The second part of the research objective is to
investigate the mediating effects of perceived value on
the relationship between the dimensions of SERVQUAL
and loyalty. Separate models were tested to investigate
the mediating effects and results were shown in Table
3. The results of the mediation analysis show that when
perceived value is mediated between each dimensions
of SERVQUAL, tangibles, reliability, responsiveness,
assurance, and empathy, and loyalty. In addition,

testing of mediation effect using the method suggested

by Baron and Kenny (1986) and their reults were shown
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in Figure 2 — 6. These results show that perceived value
mediate the relationship between each dimensions of
SERVQUAL and loyalty. In other words, perceived value
had mediation effect on the relationships between
each dimensions of SERVQUAL and loyalty of banking

customers in Myanmar.

V. CONCLUSIONS

A. Theoretical Contribution

This study contributes to service quality literature
from different perspectives. First, this study fullfill
theoretical gaps that present in service quality literature
and gain and understanding of the relationship among
SERVQUAL dimensions, perceived value and loyalty.
The finding of this study reveals that SERVQUAL
dimensions are, in some way, the drivers of bank
customers’ loyalty. The second contribution would be
the empirical evedance that the relationships between
the SERVQUAL dimensions and loyalty are fully or
partially mediated by Perceived Value of customers.
This can provide better understanding of a variable that
affect the relationships between SERVQUAL dimensions
and loyalty.

B. Managerial Implications

The results of the study can be applied in real
business situation. The results show that Reliability
dimension of SERVQUAL positively and significantly
influence on loyalty of bank customers. This can be
implied that by providing the service depandly as
promised, the bank can obtain the loyalty of its
customers. In addition, Assurance dimension also has a
positive and significant influence on loyalty. Therefore,
as a bank, knowledge and courtesy of its employees
can generate loyalty from its customers. Empathy
dimension also positively and significantly influence on

loyalty. This can be implied that by caring, and giving
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individualized attention to its customers, bank can gain
loyalty of its customer.

In addition to the direct effect of SERVQUAL
dimensions on loyalty, the mediating effects of

Perceived Value on the relationship between
SERVQUAL dimensions and loyalty has also studied.
The result of the study shows that when perceived
value of customers is mediated, all the dimensions of
SERVQUAL positively and significantly influence on
loyalty. This can be implied that when the bank
considered the value perceived by the customers, all
the SERVQUAL dimensions are important for the loyalty
of its customers. Therefore, banks should take a good
care of all the dimensions of tangibles, reliability,

responsiveness, assurance and empathy.

C. Recommendation for future research

The findings of the study reveals several suggestions
for future research. First, Researchers should identify
more dimensions for service quality, other than
SERVQUAL, as this study found that some dimensions
of SERVQUAL don’t have significant impact on loyalty.
Future researchers should also consider where the
study was done. As Myanmar is a developing country
with emerging customer knowledge, the results of the
study could be quite different from other market
settings, especially from developed ones.

Second, for the analysis of the data, this study
mainly used multiple regression analysis. Future
researches should use multiple statistical techiniques
to explore more about the consistency of the influence
of service quality dimensions on loyalty and the
mediation effect of perceived value on the relationship
between service quality and loyalty.

Third, for more understanding of the impact of

service quality on loyalty and the mediation effect of

perceived value on the relationship between service



quality and loyalty, future research should emphasize

on other industries other than banking industry.

D. Conclusion

This study aimed to investigate the impact of service
quality dimensions on loyalty and the mediating effect
of Perceived Value on the relationships between
service quality dimensions and loyalty. In accordance
with the research objectives, 10 hypotheses were
tested by using multiple regression analysis. Out of 10
hypotheses, 8 hypotheses were accepted. According to
the result of the study, 3 out of 5 dimensions of
SERVQUAL had positive and significant effect on loyalty
of bank customers. However, the results showed that,
when customers’ perceived value was mediated, all
of SERVQUAL had positive and

the dimensions

significant effect on loyalty of bank customers.
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