9N

N
INCBAA  TREBSNEI

Organized by

4
o® (
0 ® i
v °Q S Burapha Business School 3 o
e AT 2. S
dversity Busioess Schoo! SOEATIRATIRAEI NSRS g ms®

uuuuuuuuuuuuuuuuuuuuu
Khor

g Mai Un

n1sUs=yudBINISsSzauuUIUNBIaULazs=auEIt
QU USKISSSNdUaN1IsUTYY 2565

THE INTERNATIONAL AND NATIONAL CONFERENCE
.. ONBUSINESS ADMINISTRATION AND ACCOUNTANCY

BUSINESS TRANSFORMATION -THRIVING THROUGH
CHANGES AND TURBULENCES

S
N ~
N N
e \\ L & ~
~
N N N = \\ S e
- - ~ -
ey i iy By CEg
N
— =1 — -
~ -

February 25, 2022
PATTAXA CHONBURI, THAILAND



INCBAA 2022

The International and National Conference
on Business Administration and Accountancy

CONFERENCE
PROCEEDINGS

Thailand Regional Business Schools Network
February 25, 2022
Mytt Beach Hotel
Pattaya Chonburi, Thailand



Conference Proceedings

The International and National Conference on
Business Administration and Accountancy 2022

(INCBAA 2022)

Published by

\BBS

pha Business School
(Faculty of Management and Taur|§m]
AZNITIANITUAZNITNDYLT 87

Faculty of Management and Tourism, Burapha University
169 Long-hard Bangsaen Road, Saensuk, Mueang,
Chonburi, 20131 Thailand

Tel: +66 3810 2371

Website: www.bbs.buu.ac.th

E-mail: bbs@buu.ac.th

Page II



A MASSAGE FROM THE DEAN OF FACULTY OF BUSINESS ADMINISTRATION AND
ACCOUNTANCY, KHON KAEN UNIVERSITY

AMEUSUNT§SNAUAENISURYT
Khon Kaen Business School

Faculty of Business Administration and Accountancy

Message from the Dean

Associate Professor Dr. Pensri Jaroenwanit }!’ t

Dean of Faculty of Business Administration and L o) ‘ ‘f
\ \
\

Accountancy, Khon Kaen University

It's necessary to adapt the life balance, operation, business strategy, and work balance in
this changing world. Faculty of Business Administration and Accountancy, Khon Kaen University as
amember of the network, we delight to be the part of the 3rd International and National Conference
on Business Administration and Accountancy 2022 (INCBAA 2022) 'Business Transformation -
Thriving through Changes and Turbulences'. We also participated in building a network and
developing the potential of researchers, lecturers and graduate students from various institutions
both domestically and internationally to this national and international conference on business
administration and accountancy.

The International and National Conference on Business Administration and Accountancy
2022 (INCBAA 2022) that change the format of the event to be in accordance with the current
situation under the new normal life, operated under the Hybrid conferences, both on-site and online
presentations. This is a new-normal of academic conference that is well suited to the current
situation.

Finally, I would like to Thanks the Thailand Regional Business Schools Network (TRBS Net)
for the committal working together, including expert, presenter, steering committee, speaker,
expert group, supporter, and persons involved in the operation who continually develop and
strengthen network and knowledge of business administration and accounting to sustainability in
the future.
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A MASSAGE FROM THE DEAN OF FACULTY OF BUSINESS ADMINISTRATION,
CHIANG MAI UNIVERSITY

' 4

""‘:éCNI:L)’s

Chiang Mai University Business School

Message from the Dean

Assistant Professor Dr. Khongphu Nimanandh
Dean of Chiang Mai University Business School
Chiang Mai University

Accountancy 2020 (INCBAA 2020) is a biannual conference which organized by the

Thailand Regional Business Schools Network (TRBS NET). TRBS NET cooperates with well-
known educational institutions located in four main regions of Thailand, namely the
Faculty of Business Administration and Accountancy, Khon Kaen University; the Faculty of
Business Administration, Chiang Mai University; the Faculty of Management Sciences,
Prince of Songkla University; and the Faculty of Management and Tourism, Burapha
University.

We, TRBS, replicate that it also takes a community of academia to raise business
education impacts. Our four partners deliberately name this event 'The International and
National Conference on Business Administration and Accountancy (INCBAA)" to reflect the
shared philosophy of our collaboration, which covers internationalization and
interconnectedness of business knowledge. We also aim to disseminate an integral
message to academic world that with collaboration across disciplines and institutions
come even greater impacts of intellectual contributions. In sum, a sobriquet of INCBAA can
be spelled out as 'Interconnected Network of Colleagues in Business Administration and
Accountancy”. Results from this joint Conference will domestically and regionally accrue
benefits to both business scholarship and industrial practice. Chiang Mai University
Business School thus takes pride as a co-organizer with other 3 partners. We are honored
and proud to cooperate in organizing this network of writing another foremost chapter of
the Thai business education again.
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Chiang Mai University Business School
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MESSAGE FROM DEAN OF FACULTY OF MANAGEMENT AND TOURISM,
BURAPHA UNIVERSITY

BBS

Burapha Business School
(Faculty of Management and Tourism)

AMZNITIANITUAZNITNOYLY 17

Message from the Dean

Assistant Professor Punnee Pimapunsri, Ph.D.
Dean, Faculty of Management and Tourism,
Burapha University
Chairman of Thailand Regional Business Schools Network

The International and National Conference on Business Administration and
Accountancy, INCBAA 2022 is one of the main activities of Thailand Regional Business
Schools Network, or so called TRBS NET. INCBAA conference takes place every 2 years and
this 3rd academic conference is currently organized at Pattaya city, Chonburi and
broadcasted in parallel due to the Covid-19 pandemic situation.

On behalf of faculty members and staff of the Faculty of Management and Tourism,
Burapha University, we are delighted and honored to be the main host of this hybrid
conference. We would like to also express our appreciation to our co-hosts of TRBS NET,
namely the Faculty of Business Administration and Accountancy, Khon Kaen University;
the Faculty of Business Administration, Chiang Mai University; the Faculty of Management
Sciences, Prince of Songkla University; and the Faculty of Management and Tourism,
Burapha University for their strong support for this conference.

We are honored by Assoc. Prof. Dr. Djitt Laowattana Special Advisor, Education/
Human Capital and Technology Development of The Eastern Economic Corridor Office of
Thailand (EECO), to speak in the keynote session “Business Transformation - Thriving
through changes and turbulences in EEC”. What we learn from this will broaden our
perspectives on changes, especially in the context of spatial development.

Nowadays, all businesses and professions are facing the disruption and
unprecedented turbulence caused by the Covid-19 pandemic like never before. The term
“Transformation” therefor has different meanings on different levels. This indicates that
changes can occur from the need to create new value, to unlock new opportunities, to drive
new developments and to deliver new performance. The organizers are confident that the
academic INCBAA conference of 2022 will provide business entrepreneurs, academics,
investors, researchers and experts from different fields with useful knowledge, concepts
and opportunity for further exchanges.

On behalf of TRBS NET, I would like to thank to all participants in contributing in
business administration science sustainability, presenting and exchanging updated
knowledge which will be useful for adaptation among students, working people and for
industrial development of the regions and country.
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Burapha Business School

(Faculty of Management and Tourism)
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Message from the Dean
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MESSAGE FROM DEAN OF FACULTY OF MANAGEMENT SCIENCES,
PRINCE OF SONGKLA UNIVERSITY

Message from the Dean

Assistant Professor Theerawat Hungsapruek
Dean, Faculty of Management Sciences,
Prince of Songkla University

Since we have been established the regional partnership and collaboration
network among 4 universities as “Thailand Regional Business Schools Network” (TRBS
NET), which include Chiang Mai University; Khon Kaen University; Burapha University;
and Prince of Songkla University. The National and International Business Administration
and Accounting 2022 (INCBAA 2022) Conference will be held for boosting up the creation

of research and innovations that benefits to the society. Together we can create and
transform business organizations towards sustainability in the digital age.

On behalf of Faculty of Management Sciences at Prince of Songkla University as
a co-host of this events, it is my pleasure and honour to foster chances to strengthen our
cooperation in organizing this INCBAA 2022 National and International Conference. I

would like to thank you all especially the organizing committee, speakers, experts,
supporters, stakeholders, and all the academic presenters that successfully fulfilled and
organized of this academic conference that will bring benefits to academic circles in
business administration and accounting.
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ABOUT TRBS NET

NS YV / /4

Ngg——,
TRBS NET INCBAA

Thailand Regional Business Schools Network (TRBS NET) was initially established
in 2017 through the collaboration of leading educational institutions in the four regions of
Thailand. TRBS NET's members consist of:

1) Faculty of Business Administration and Accountancy, Khon Kaen University

2) Faculty of Business Administration, Chiang Mai University

3) Faculty of Management Sciences, Prince of Songkla University

4) Faculty of Management and Tourism, Burapha University.

The International and National Conference on Business Administration and Accountancy
(INCBAA) is one of three main activity of Thailand Regional Business School Network (TRBS NET)
organizing a conference once every two years under joint cooperation from business schools across
four regions of Thailand.

This year, 2022, The Third International and National Conference on Business Administration
and Accountancy (INCBAA 2022) is scheduled to be held on February 25, 2022 in Pattaya City,
Chonburi Province as a platform to disseminate research findings by researchers in the field of
Business Administration and Accountancy. In the process, promote knowledge exchanges in
accountancy and business research among students, faculty and academician at both national as
well as international level. Thus, enhance and strengthen the science of Business Administration
and Accountancy for the future to come.
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Conference Programme

The International and National Conference on

Business Administration and Accountancy: INCBAA 2022

8:00 - 8:45 AM
8:45-9:00 AM

9:00 - 9:45 AM

9:45-10:00 AM

10:00-10:30 AM
10:30-12:00 PM

12:00 - 1:00 PM
1:00 -2:30PM
2:30 -4:00 PM
4:00 -5:30 PM
5:30 -5:40PM

ATK Examination and Registration

Opening ceremony Report Speech

by Asst. Prof. Dr.Punnee Pimapunsri

Dean of Management and Tourism, Faculty, Burapha University
Welcome and Open speech

by Assoc. Prof. Dr.-Watcharin Kasalak

President of Burapha University

Keynote Speech “Business Transformation - Thriving through
changes and turbulences in EEC”

by Assoc. Prof. Dr.Djitt Laowattana

Special Advisor, Education/ Human Capital and Technology
Development, The Eastern Economic Corridor Office of Thailand
(EECO)

The Ceremony of Delivering the Network Flags to the host of
INCBAA 2024 Organizers

Coffee Break

Paper Presentation (Session 1)

Lunch time

Paper Presentation (Session 2)

Paper Presentation (Session 3)

Paper Presentation (Session 4)

Best Paper Award Announcement by Session Chair
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The International and National Conference on
Business Administration and Accountancy: INCBAA 2022
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THE IMPACT OF SERVICE QUALITY AND BRAND IMAGE ON CUSTOMER
SATISFACTION AND CUSTOMER LOYALTY: A CASE STUDY OF A PUBLIC ROAD
TRANSPORT COMPANY IN NIGERIA

Vitus Chibweze Osuagwual, Sasithorn Suwandeeb?, Chairat Suriyapac3,

Felicito Jabutayd+*

Abstract

The aims of this study are to examine the impact of service quality and brand image on
customer satisfaction and on customer loyalty as well as to explore the influence of customer
satisfaction on customer loyalty of a public road transportation company in Nigeria. This study also
intends to measure the public road transport service quality for effective customer’s satisfaction and
loyalty based on the SERVQUAL model containing five dimensions. This study uses quantitative
approach via self-administered questionnaire. The study collected the data from 273 customers who
had been travelling with the selected company for the past one year in Nigeria. This study use linear
regression analysis to test hypotheses. The regression analysis showed that service quality and
brand image have a significant positive impact on customer satisfaction. The study also found that
service quality, brand image, and customer satisfaction impacted positively on customer loyalty. This
study found that brand image has stronger impact on customer satisfaction and on customer loyalty
than service quality. Though the public road transport company may focus on cost reduction in order
to offer the transport ticket at lower price, the company have to elevate service quality and brand
image to be able to compete in the market in a long run.
Keywords: Service Quality, Customer Loyalty, Brand Image

Introduction

Service Quality has been a captivating trendy expression in the organizational world.
Specifically, since the time Edward Deming and Joseph Juran presented and built up their points of
view of value, numerous associations with their administrators and representatives have been
concentrating on this idea of administration quality. One reason service quality has increased such
conspicuousness is on the grounds that associations have increased a comprehension of the expense
of low quality (Oyeobu et al., 2014). It is presently a verifiable truth that service quality influences
all parts of an association and has genuine cost suggestions. The most unfavorable impact of low
quality is customer disappointment and therefore absence of support (Oyeobu et al, 2014).
Globalization has additionally added to the accentuation on service quality. The idea of globalization
has prompted the breakdown of provincial and national exchange hindrances whereby markets that
were recently constrained by monopolist have opened up to rivalry. In journey for piece of the
overall industry, firms have understood that consumer loyalty is vital (Oyeobu et al, 2014).
Organizations that cannot devise items and administrations that persistently fulfill and outperform
client desire fall by the way side and become wiped out. Understanding this, organizations have
received assistance quality as a basic achievement endurance methodology (Oyeobu et al., 2014).

The public road transportation industry has been facing continuing rapid change and acute
financial pressures with such process. Some of the former national road transports were
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transformed into successful private road transports while others found it difficult to adapt (Beria et
al, 2011). Hence, building a strong brand image is one of the most popular marketing efforts for
any company nowadays. The road transports that survive in the battle for the market share may be
attributed to the ones that build a strong brand image, improve value, and build influence by
engaging consumers within their brand. In transport service, service quality is dictated by
numerous different factors, for example, reliability, assurance, tangibles, empathy,
communication, consistency and convenience which in turn may lead to customer satisfaction.

Customer satisfaction is important to bus transport service providers as it increases
customer value and customer loyalty (Fuentes, et al., 2008). Research problem of this study is
focused on the challenges among transport operators to seek to improve other dimensions
pertaining service quality of the transport service they provide in order to attract new customers
and retain old ones. Despite spending a percentage of its budget on improving service quality, the
company has recorded a reduction in the number of repeat customers especially on the time buses
which sometimes have to start off with reduced number of passengers on board instead of the full
bus capacity of passengers on average giving a loss to the company. From the customer’s
perspective, the proof of a service is its flawless performance (Parasuraman, Berry, & Zeithaml,
1991). Therefore the reduction in the number of repeat customers indicates flaws in the service
quality. Hence, the study undertook to establish if there is a relationship between service quality
given by its dimensions and customer satisfaction as well as the major service quality dimension
that influences customer satisfaction if the customers are satisfied to build up their loyalty to the
company. Research objectives of the current research are to explore the impact of service quality
and brand image on customer satisfaction as well as to evaluate the impact of service quality, brand
image, and customer satisfaction on customer loyalty.

Literature Review
Service quality

Service Quality has created a lot of interest in so many academicians and researchers because
it is regarded as a concept of competitiveness in the public road transportation business. It is also
said to be difficult in definition and not easy to measure in order to quantify it. Service quality being
a multi-dimensional construct is determined by the judgments of customers experiences on the
public road transportation company (Wisniewski, 2011).

The various ways on how to accurately measure service quality had been worked on by
various researchers in the business world using different kinds of models. But, till present day the
SERVQUAL gap model suggested by Parasuraman et al. (1985) as quoted in Pakdil & Aydin (2007) is
regarded as the best model to accurately to some extent measure service quality. The main
foundation of service quality measurement was from the SERVQUAL Gap model that proffers the
measurement between expectations from the passengers/customers and actual performance from
the public road transportation companies which will result into the perception of service quality. The
basic service quality model, the authors identified ten key determinants of service quality: access,
communication, competence, courtesy, credibility, tangibility, reliability, responsiveness, security
and understanding the customer (Pakdil and Aydin, 2007). Later, the developers grouped SERVQUAL
measurements into five, which are Tangibility, Reliability, Responsiveness, Assurance, Empathy),
whereby they added assurance and empathy dimensions.

Expectation Disconfirmation Concept

Disconfirmation of expectations paradigm was conceptualized by Oliver (1997), and the
theory originated from a subject of study for antecedents of satisfaction. The well accepted approach
to study the satisfaction involves comparison of prior customers’ expectations with observed
performance from the services delivered. Thus in this theory, the customer’s experience of overall
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satisfaction are derived from a comparison between expectation and outcome performance, this is
because customers’ satisfaction is one of the curial factors to predict the customer purchase tendency
(Huang & Liu, 2014; Anderson & Sullivan, 1993). To study satisfaction responses toward services is
also a crucial topic in customer behavior research. Based on expectation disconfirmation theory, firm
can increase satisfaction by increasing perceived product performance or decreasing expectation
(Huang & Liu, 2014; Anderson & Sullivan, 1993). To sum up expectation disconfirmation theory,
expectations provide a baseline or anchor level of satisfaction. It also is considered as belief
probabilities of what the consequence of an event will be (Kopalle and Lehmann, 2001).

Satisfaction appears to mediate changes between pre-exposure and post-exposure
attitudinal components. Pre-exposure cognitions serve as the consumer's adaptation level, whereby
the cognitive comparison between the adaptation level and actual product experience
(disconfirmation) which determines the manner in which subsequent evaluations will deviate from
the adaptation level. These evaluations then become a revised adaptation level, revised attitude and
intention (Huang and Liu, 2014).

Signal Theory and Brand Image

Five important components of signalling process are sender, signal, receiver, signal
interpretation, and feedback (Connelly et al., 2011). The company i.e sender may induce sunk cost
for signalling brand image while increases the sales (Shapiro, 1983). When consumers are uncertain
and lack of information regarding the product/brand, they prone to seek for signals such as product
price or warranty to ease this uncertainty (Erevelles et al., 2001). Pre-purchase uncertainty force
receivers to engage in interpreting the signals (Walsh et al,, 2009).

Brand image reflects that consumer prefer one brand over alternative one (Cifci et al., 2016).
Hence, brand image may be perceived as a feedback of consumers and it has been using signalling
theory to explain the process (Yoo etal., 2000; Yoo & Donthu, 2001). Buidling or sustaining the brand
image is a potential signal for consumers (Fombrun & Shanley, 1990; Walsh et al., 2009). Corporate
signals, like the brand image, reduce consumer uncertainty because the company must attempt to
fullfill promises that the company invested in to build the brand image. Corporate signals have an
asymmetrical character in terms of costs and durability (Hall, 1993). It is take times and costs to
build a brand image, but it can be destroy over night from minor incidents. Thus, the company aims
to reduce consumer uncertainty about product attributes, such as quality or the future social prestige
of the brand, as well as motivate the consumer to select the product with an established brand image
over others. Therefore, signal theory in relation to brand image effectiveness is essential to ensure
consumers about a product/service before purchasing it, and it thereby create rooms for effective
customer satisfaction and loyalty over the brand.

The literature on this study are centered on customer satisfaction, customer loyalty and brand image
in public road transportation service quality dimension.

A study by Channoi et al. (2018) on service quality determined that service quality, corporate
image and customer perceived value are three significant descriptors of customer satisfaction.
Fernandes and Fernandes (2018) claims that service quality is a value applied by internal and
external consumers to suppliers; it encompasses all forms of facilities and equipment delivered,
facilities and hospitality offered by service providers, as well as service goods delivered to promote
satisfaction. Fernandes and Fernandes (2018 ) concluded from their research that the
quality of service is the entirety of the attributes of products and services that reflect their ability to
meet both the visible and the unknown needs of the consumer. In the same vain did, Yunus et al.
(2013) argued that a public road transport’s delivery of quality of service greatly depends on its
effects on customer satisfaction, and which also, significantly have effects on the progressive growth
on the transportation system. Hence, the level of public road transportation service quality can be
determined with the customer’s satisfaction outcomes. Therefore, this study proposes:

Hypothesis 1: Service quality has positive impact on customer satisfaction
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Brand image is a top priority for customer purchase decision taking. When public road
transportation companies handle factors related to that credibility effectively- e.g. ethical behaviour,
fairness, eco-friendly practices, and customer interest- they have a powerful competitive advantage
and lose when they fail to control certain factors so as achieve a high customer satisfaction (Arslan
& Altuna, 2010). Lahap et al (2015) posit from his findings that brand image has an effect on
customer satisfaction of products. He then stated that brand image is basically what goes into the
minds of customers when the brand is placed in front of the customer. In other words, it means that
when customers value brand names, they are originate a form of customer satisfaction whichisasa
result of the spontaneously thought of the features of a brand. Therefore, this study proposes:

Hypothesis 2: Brand image has positive relationship with customer satisfaction.

In the context of transport services shows passenger satisfaction positively affecting loyalty
(Fitzsimmons & Fitzsimmons, 2011). The quality of service to build customer satisfaction is the
determinant of customer loyalty to transportation services (Cheng & Rashid, 2013). Meeting
customer satisfaction becomes an important factor to build customer loyalty because, passengers’
satisfaction on transportation services is a mandatory requirement (Sumaedi et al., 2012). Hence,
they concluded that customer satisfaction influences the customer loyalty to the organization.
Therefore, this study proposes:

Hypothesis 3: Customers satisfaction has positive relationship with customer loyalty.

Amiruddin (2013) stated in his study on price, service quality and customer loyalty that the factor
affecting customer loyalty is important so that public road transportation companies would be aware
of the criteria they are lagging, the criteria that they need to prioritize and the criteria in which they
need to improve. Boshoff and Gray (2004) conducted a study which reported consistent and
significant relationships between the service quality and the retained preference as a measure of the
customer loyalty. Jain and Gupta (2004) also show in their study that in the midst of competitive
pressure for an public road transportation company to deliver high-quality service to satisfy their
passengers/customers has propelled service organizations to understand customer’ assessments of
service quality and then develop service standard that will meet and also exceed customers’
expectations. Therefore, this study proposes:
Hypothesis 4: Service quality has positive relationship on customer loyalty.

Aaker (1992) asserted that the degree of customers’ loyalty could be understood by modifying the
road transport brand characteristics. Hence, Kim (2012) verified that quality desirability, which was
the attitude of consumers toward brand image, had significantly positive influences on attitudinal
and behavioral loyalty of the customers. Based on the literature, this study draws the following
hypotheses on brand image and customers’ loyalty:

Hypothesis 5: Brand image has positive relationship on customer loyalty.

H4
Service Quality H1 3
Customer Satisfaction - Customer Lovalty
Brand Image H2
| H5

Figure 1 Research framework
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Research Methodology
Sample and procedure

The current study is a quantitative research. This study distributed 1000 questionnaires to
customers of the selected public road transport company in Nigeria. The study collected the data
from 273 respondents which is adequate sample size for unknown population according to Cochran
(1963) with 90% level of precision. The study showed that majority of the respondents were male
(59.7%) while 40.3% of the respondents were female. Most respondents earned monthly income
US$500 and above. In addition, 30.0% of respondents obtained bachelor degree education while
31.0% of respondents obtained Higher National Diploma as highest education level. Majority of the
respondents (52%) travelled by road transportation 2-3 times a year and 43% of respondents
travelled 4-5 times a year. Also, the travel purpose of most respondents were friends/family visits
(28%), business activities (27%), and studies (26%). Majority of the respondents purchased ticket
from the garage counter (75%) while few of the respondents purchase ticket online (15%) and
through agency (10%).

Measures

This study uses questionnaire that include five-point Likert scale (1 for Strongly Disagree
and 5 for strongly Agree) to measure service quality, brand image, customer satisfaction and
customer loyalty. For service quality, it was measured in five dimensions that comprised of 22
measurement items. It was adapted from Parasuraman et al. (1988) and Randheer et al., (2011). An
example of reliability dimension is “When shuttle service company promises to do something by a
certain time, it does so.” An example of responsiveness dimension is “Employees in shuttle service
company give you prompt service.” An example of tangibles dimension is “Shuttle service company
has modern looking transportation.” An example of Assurance dimension is “You feel safe in your
transactions with shuttle service company.” An example of Empathy dimension is “Shuttle service
company gives attention to women, children and handicapped.”

For brand image, it was measured in three dimensions containing 22 items adapted from
Russell et al.,(1998). The three dimensions of brand image are: Mystery (Cognitive Experiences),
Sensuality (Sensory Experiences), Intimacy (Emotional Experiences). Example of measurement
items of each dimension are “This Shuttle Service brand awakens good travelling memories for me,”
“The well-ordered Shuttle Service ticketing/loading environment appeals to me,” “I have solid
support for this Shuttle Service brand”, respectively.

For customer satisfaction, four measurement items are adapted from Yunus, etal. (2013) and
Saha and Theingi (2009). Examples are “the price of this Shuttle Service company was reasonable”
and “I was satisfied with the way Shuttle Service company had taken care of me”. For customer
loyalty, four measurement items were adapted from Chaudhuri and Holbrook, (2001). The items
included two dimensions of brand loyalty, purchase loyalty and attitudinal loyalty. Purchase loyalty
was measured as the following two statements; “I will buy this brand the next time I buy a bus ticket”
and “I intend to keep purchasing this brand”. For attitudinal loyalty, it was measured by two
statements as follows; “I am committed to this brand” and “I would be willing to pay a higher price
for this brand over other brands”.

The study found that service quality, brand image, customer satisfaction, and customer
loyalty have sufficient convergent validity and reliability. The average variances extracted (AVEs) for
service quality (.480), customer satisfaction (.545), brand image (.528) and customer loyalty (.507)
were all confirming convergent validity (Fornell & Larcker, 1981). In addition, the composite
reliability and Cronbach’s alpha of variables exceeded .6, showing internal consistency for reliability.
The factor loadings of all measurement items for each construct were above .5. Brand image (.969),
service quality (.883), customer loyalty (.949), and customer satisfaction (.913) have Cronbach’s
Alphavalue above 0.8 which reflected that all variables have high internal consistency. Consequently,
measurement items of all dimensions of service quality, brand image, customer satisfaction, and
customer loyalty have validity and reliability.
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This study use descriptive analysis to explore the rating of measurement items and simple
linear regression in SPSS to test all five hypotheses at 95% confidence level.

Findings

The results from this study indicated that the overall mean value of service quality is 3.48.
For five dimensions of service quality, responsiveness obtained the highest rating mean of 3.58.
Followed by tangibles (X =3.50), assurances (X=3.50), reliability (X=3.43), and empathy (X=3.39).
While, the overall mean value of brand image is 3.46. For three dimensions of brand image, mystery
obtained the highest rating mean of 3.47. Followed by sensuality (X=3.46) and intimacy (X=3.46). The
mean value of the customer satisfaction is 3.43 and the mean value of the customer loyalty
is 3.37.

Simple linear regression confirmed hypothesis 1 that service quality statistically significant
impact on customer satisfaction (F(1,271) = 669.893, p=.00) with 95% significant level. Service
quality has positive effect on customer satisfaction (§ = .844, p<.05). The adjusted R2 of the model
reveal that service quality explain 71.1% of variation in customer satisfaction.

Simple linear regression also confirmed hypothesis 2 that brand image statistically
significant impact on customer satisfaction (F(1,271) =1736.111, p =.00) with 95% significant level.
Brand image has positive effect on customer satisfaction (f§ = .930, p<.05). The adjusted R2 of the
model reveal that brand image explain 86.4% of variation in customer satisfaction.

Simple linear regression also confirmed hypothesis 3 that customer satisfaction statistically
significant impact on customer loyalty (F(1,271) = 457.914, p = .00) with 95% significant level.
Customer satisfaction has positive effect on customer loyalty (B =. 793, p<.05). The adjusted R2 of
the model reveal that customer satisfaction explain 62.7% of variation in customer loyalty.

Simple linear regression also confirmed hypothesis 4 service quality statistically significant
impact on customer loyalty (F(1,271) = 581.649, p =.00) with 95% significant level. Service quality
has positive effect on customer loyalty (B = .826, p<.05). The adjusted R2 of the model reveal that
service quality explain 68.1% of variation in customer loyalty.

Simple linear regression also confirmed hypothesis 5 brand image statistically significant
impact on customer loyalty (F(1,271) = 978.946, p =.00) with 95% significant level. Brand image has
positive effect on customer loyalty ( = .885, p<.05). The adjusted R2 of the model reveal that brand
image explain 78.2% of variation in customer loyalty.

Table 2 Summary of simple linear regression models
Model Independent Variables Dependent Variables Adj.R2  F-Value Std. p-value

1 Service quality Customer satisfaction .711 669.893* 844 .000*
2 Brand image Customer satisfaction .864 1736.111* 930 .000*
3 Customer satisfaction = Customer loyalty .627 457.914* .793 .000*
4 Service quality Customer loyalty .681 581.649* 826 .000*
5 Brand image Customer loyalty .782 978.946* .885 .000*
*p<.05

Conclusion and Discussion

This study found that service quality has statistically significantly impact on customer
satisfaction (8 =.844, p<.05). This assertion is supported by Sivadas and Baker-Prewitt (2000). They
suggested that service quality is a value assigned to suppliers by internal and external consumers. It
included all types of facilities and equipment delivered, facilities and hospitality provided by service
providers, and service goods delivered to promote satisfaction. They concluded from their research
that the quality of service is the sum of the attributes of products and services that reflect their ability
to meet the consumer's visible and unknown needs. Improvement of service reliability, assurance,
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emphathy, and responsiveness contributes to the enhancement of customer satisfaction (Malakar &
Suwandee, 2021). Consistently, Murali et al. (2016) posited that the five dimensions of service
quality have a positive influence on customer satisfaction in the after-sales service industry, noting
that it is necessary to constantly increase service quality so that customers are always pleased,
because in public road transport marketing, it is very easy for customers to switch to other providers.
They concluded that the service quality dimensions that most influence customer satisfaction are
responsiveness, reliability, and ease of transportation.

This study also found that brand image has statistically significantly impact on customer
satisfaction (3 = .844, p<.05). This assertion is supported by Wu et. al,, (2011). They demonstrated
that brand image is generally assumed to signal all information about the expected quality of the
service, in order to reduce the shopping effort of existing and prospective customers. According to
the study, brand images are valuable assets that are taken into account when consumers looking for
a specific level of quality can simply search for a given brand image with which they have direct or
vicarious experience. As a result, when true quality is concealed and the buyer desires a high-quality
product, sellers frequently communicate their quality levels through marketplace signals. A signal is
an informational device that is differentially expensive to provide for sellers of varying levels of
quality. This study found that, similar to warranties, brand image can indicate product quality.
Similarly, if a brand's claim is of high quality and the product turns out to be of poor quality, the
product may suffer potentially severe monetary consequences because customer satisfaction is not
achieved. The findings of the research therefore showed that brand image has a significant effect on
customer satisfaction.

The current study indicated that customer satisfaction is statistically significantly impact on
customer loyalty (8 =. 793, p<.05). This assertion is supported by the findings of Saribanonet et al.
(2016) that confirmed the relationship between satisfaction and commitment as related to loyalty,
but each of the aforementioned factors may have a different impact on customer satisfaction and
customer loyalty in a specific market. Hence, meeting customer satisfaction becomes an important
factor to build customer loyalty because customer satisfaction on transportation services is a
mandatory requirement. Furthermore, based on their findings, Kotler (2012) revealed that effective
customer satisfaction is as a result of the level of performance achievement of a product or service
received by a customer that is equal to their customer's expectations and capable of winning the
loyalty of their customers and intending customers.

This study found that service quality is statistically significantly impact on customer loyalty
(B = .826, p<.05). This assertion is consistent with Setiawan and Sayuti (2017) study which looked
at the relationship between service quality and customer loyalty in three emerging countries. The
survey collected information from 370 current customers of the specific retail sector, the household
retail chain in Lithuania, Latvia, and Estonia. The study's findings indicated that the dimensions of
retail service quality in a specific industry sector differ in emerging markets from those in the
original measurement scale. As a result of the study, the three dimensions of service quality, namely,
personal interaction, policy and product quality have a positive impact on customer loyalty across
household retail markets in the three researched countries (Ivanauskiené & Volungénaité, 2014).

This study also found that brand image is statistically significantly impact on customer
loyalty (B = .885, p<.05). This is align with Hsieh et al. (2018) that emphasize the importance of the
value of a strong brand image. Simultaneously, influencing in a community creates powerful leverage
for strong brand images, which increase customer loyalty. The aforementioned views also showed
that quality desirability, which was consumers' attitude toward brand image, had a significant
positive influence on customers' attitudinal and behavioral loyalty. Customer loyalty is the most
important issue to measure in organizations. Due to the intense competition and saturated market
situations, it is necessary to create customer loyalty through a well-built brand image and service
quality. The world is turning towards the loyal customers from satisfied customers as it is the most
integral part of the any present businesses. Organizations that can build trust in their corporate
service quality and brand image can reap marketing benefits as well as a large number of customer
retention (Tu et al,, 2012). According to O'Malley and Prothero (2004), the most important term in
forming a long-term relationship with customers is effective service quality, which enhances a good
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brand image for the organization. The relationship's focus is on long-term association rather than
situation-based short-term benefits. To keep customers in a permanent relationship, an appropriate
level of trust is required. As a result, there is a strong relationship between service quality and brand
image and customer loyalty.

This study found that brand image has stronger impact on customer satisfaction and on
customer loyalty than service quality. This is consistent with prior research that suggested that
service quality has positive impact on brand image while brand impact as positive impact on
customer satisfaction. Thus, brand image has the direct and strong impact on customer satisfaction.
The company should ensure to sustain brand image and attempt to recover from crisis.

Managerial Implication

This study provide empirical findings that emphasize the important of improving service
quality, brand image, customer satisfaction, and customer loyalty. The transportation company
should pin point the dimension of service quality that required the improvement such as (transport
service’ facilities, staff training) that allow the company to serve the customers and smoothen the
interaction between the staff and the customer.

Among five dimensions of service quality, responsiveness dimension has the highest of mean
value 3.58, followed by assurance and tangible variable with the same mean value of 3.50 and
reliability with a mean value of 3.43. Empathy dimension has the lowest mean value of 3.39. Hence,
shuttle service company should improve on the empathy toward customers by ensuring that their
employees understand every specific needs of their customers. The transport company should also
make sure that its first priority is to have the best interest their customers at heart. The transport
company should operate their business at an hours convenient to all its customers, and also ensures
their employees give personal attention to all customers.

Among three dimension of brand image, intimacy was rated the highest with a mean value of
3.47. The mean value of sensuality and mystery were slightly lower that intimacy at 3.46. The shuttle
service company should raise brand awareness to encourage customer to purchase the ticket from
their company over alternative one. They should add more features to the services to ensure their
customers have a more fun experience and also awakens good travelling memories for the customers
while using their service. Finally, they should ensure their services should be a part of their
customers travelling life, and also captures a sense of the passengers’ travelling life.

The hypotheses testing clearly show that standardized coefficients of brand image are higher
than that of the service quality, which simply shows that the brand image has more effects on
customer satisfaction than the service quality. The managers in Shuttle Service company should
ensure improving the company’s brand image in order to ensure an increased customer satisfaction
and customer loyalty for the transport company.

Manager should develop communication plan to boost brand image as well as improve brand
recognition.

Suggestion for future research

Customer loyalty should be further investigated in terms of its different dimensions and
aspects. The study should consider customer loyalty in terms of its dimensions (one, two or four
dimensions), and loyalty in terms of its facets (one, two, or four facets) (effects). Customers'
repurchase intentions, word-of-mouth intentions, and purchasing frequency should be considered
as the important consequences of customer loyalty in future study.

Brand image, customer engagement, customer expectation, loyalty, satisfaction, and
perceived price are variables that should be examined in future research. Consumer satisfaction is
strongly influenced by customer expectations and perceived price, which is a significant factor in
consumer engagement, brand image, and customer loyalty
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According to a large number of theories related to service quality measurement and
dimensions in an intercontinental transport service context, future research should modify the
SERVQUAL Model among intercontinental transport service carriers. Using a structured
questionnaire containing a reasonable items, this study will examine service quality dimensions
among more intercontinental transport service companies.
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