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ABSTRACT 

 Customer repurchase is good news for business and customer satisfaction is an 

important factor that affects repurchase. It is therefore important to understand the 

relationship between customer satisfaction and repurchase intention in franchise 

business. This research aims to explore the relationship between customer satisfaction 

and repurchase intention in ice cream franchise business. 

 Primary data used in the study and questionnaire was used as a tool to collect data 

in Bangkok, Thailand. Using the simple random sampling method, the sample size of 

this paper is 400. Questionnaires were distributed in shopping malls to customers who 

had had consumption experience in ice cream franchise stores. For data analysis, 

SPSS program was used in descriptive analysis, level of agreement analysis, 

Reliability and Validity analysis. The Structure Equation Modeling (SEM) is used to 

examine the hypothesis, and the structure relationship was analyzed using the AMOS 

program 
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The finding presented that social environment is positively related to customer 

satisfaction and repurchase intention. Perceived value affects customer satisfaction 

and repurchase intention. Also there is a positive relationship between perceived value 

and repurchase intention. The result of this research provides information to ice cream 

franchise, suggesting that cafe format ice cream franchise can improve social 

environment, provide good service and product to meet customer satisfaction and 

attract customer repurchase. 
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CHAPTER 1 

 

INTRODUCTION 

 

This paper studies the relationship among social environment, perceived value, 

customer satisfaction and repurchase intention in ice cream franchises. It aims to find 

the effect social environment, perceived value and customer satisfaction has on 

customer repurchase intention. The contents of chapter are presented as following: 

1.1 Background 

   1.1.1 Franchise introduction 

   1.1.2 Franchises in Thailand 

   1.1.3 Ice Cream Franchise in Thailand 

   1.2 Cafe format ice cream franchise in Bangkok 

   1.3 Statement of the problem 

   1.4 Significance of study 

   1.5 Expected benefit of study 

   1.6 Research Objectives 

   1.7 Research Questions 

   1.8 Operational Definitions 
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1.1 Background 

The marketplace plays a key role in human society. Business makes customers’ 

life go round. Business creates opportunities for economic development and pushes 

for social progress. Franchising is a popular marketing concept for today as 

international transfer of intellectual property and business idea let franchising play a 

role that is ever growing in international trade. With economic development, new 

things emerge, new product and substitutes for existing product appear, and all these 

factors bring about fiercer competition in the market. How to expand businesses, 

improve competitiveness and create value for businesses becomes a challenge for 

marketer. 

1.1.1 Franchise introduction 

 Franchising is a simple method for expanding a business and distributing 

products and services to customers through a licensing relationship. In franchising, a 

franchisor refers to a person or company that grants the license to the third party for 

conducting the business under their marks. Franchisee refers to a person or company 

who is granted the license to running a business under the trademark and trade name 

by the franchisor. Franchisors are expected to offer specific product and services to 

franchisees and also provide them with an operating system, brand and support. A 

franchisor’s brand is its most valuable asset as customers maintain their loyalty to a 

brand. Doing business with a brand is advantageous in building the relationship with 

customers. Also, franchisors provide systems, tools and support to franchisees to 
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make sure their franchisees have the ability to live up to its brand’s standard and 

maintain customer satisfaction (What is a franchise, 2015). 

 There are two types of franchising relationship business format franchising and 

franchisee. The relationship in a business format franchising is one where the 

franchisor not only provides a trade name, product and service but an entire system 

for operating the business. Franchisees generally receives the support from the 

franchisor in place selection and development support, operation guide-line, training, 

brand standard, quality control, marketing strategy and business advisory (What is a 

franchise, 2015). 

1.1.2 Franchises in Thailand 

Thailand is the second largest economy in Southeast Asia (New Trends in 

Thailand’s Retail Market, 2015). Thailand’s franchise industry is in a good place and 

has been showing an upward trend. In 2013 there were 370 franchised brands 

(Thailand franchise, 2014), and franchising opportunities became more and more 

widely available in Thai industries. According to Franchise directory (2015), franchise 

industries include food, beverage and ice cream, bakery service, education, healthcare 

and beauty, retail printing, book and VDO rental, real estate and business 

opportunities. There were a altogether 530 franchises. Similar to most countries, 

Thailand’s food and beverage sector is the main franchise area (Thailand franchise, 

2014), so there is more competition.  
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Table 1. 1 Summary of Thai Franchises 

Sector Number proportion 

Food Franchises 114 21.5% 

Beverage & Ice cream Franchises 106 20% 

Bakery Franchises 33 6.2% 

Service Franchises 44 8.3% 

Education Franchises 88 16.6% 

Healthcare & Beauty Franchises 35 6.6% 

Retail Franchises 29 5.5% 

Printing Franchises 23 4.3% 

Book & VDO Rental Franchises 2 0.4% 

Real Estate Franchises 9 1.7% 

Business Opportunities 47 8.9% 

Source: Franchise directory, (2015).  

1.1.3 Ice Cream Franchise in Thailand 

There are 106 beverage and ice cream franchises. This sector includes coffee, 

milk tea franchises, juice and smoothies, ice cream and other beverage or snack 

franchises. Coffee, milk tea, juice and smoothies and beverage or snack franchises 

make up 78% of beverage and ice cream franchises sector in 2015. Ice cream 

franchise makes up 22% of this sector, including 13 normal ice cream franchises, 6 

fried ice cream franchises, 3 snowflakes ice cream franchises and 1 soft serve ice 

cream franchise (Franchise directory, 2015). These ice cream franchises share the ice 

cream market and are in competition with each other. The modern century customer is 

“profit central” for a company, so successful marketing companies have to understand 

and deliver services to meet the customers’ needs, keeping them satisfied in order to 
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retain them and have them continually repurchasing (Kotler & Keller, 2012). 

Improving customer satisfaction level and attracting customer repurchase is the 

challenge for ice cream franchise.   

 

 

Source: Franchise directory (2015) 

Figure 1. 1 Ice cream franchise proportion in beverage & ice cream franchise sector 

1.2 Cafe format ice cream franchise in Bangkok 

Bangkok is a commercial hub, and it is also is the most populated city of Thailand. 

With a thriving retail market for local residents and overseas visitors, its retail market 

has to make rapid development to meet customers’ need (New Trends in Thailand’s 

Retail Market, 2015). In Bangkok there are some ice cream franchise that local Thais 

are familiar with, but not all are run in the cafe format where customers can sit at 

tables and enjoy their ice cream. Most ice cream franchise serve their ice cream to go 

in scoops or tubs (Swensen's, 2010). This research will focus on ice cream franchise 

that are run in a cafe format, to study how service and environment affect customer 
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experience and contribute to repurchase, as well as to understand the relationship 

between customer satisfaction and repurchase intention in ice cream franchise 

business. In Bangkok there are 6 brands of ice cream franchises running business in 

the cafe format, with details as follow: 

Table 1. 2 Cafe format ice cream franchises in Bangkok 

Brand Business format Branch in Bangkok 

Swensen’s cafe More than 90 

Baskin Robbins cafe 35 

Cold Stone cafe 14 

Häagen-Dazs cafe 13 

Ice Monster cafe 14 

Bud’s cafe 3 

Source: Swensen's 

Store Location Baskin Robbins 

Shop Location Häagen-Dazs 

Current Bud's Ice Cream Shop in Thailand  

Store Location Cold Stone    

Ice Monster in Bangkok  

1.3 Statement of the problem 

Customers are a significant component of business activities. Customer spending 

on retail goods and services directly contributes to business profits. Repurchase is 

good news for business, not only with regards to profit, but it is also good for brand 

development. Customer satisfaction is an important factor that affects repurchase. As 

the ice cream franchise market becomes more competitive, increasing customer 
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satisfaction and attracting customer repurchase is the main challenge for ice cream 

franchise. This research studies how social environment and perceived values affect 

customer satisfaction and repurchase intention, in order to understand the relationship 

among these variables. 

1.4 Significance of study 

Management of a business’ relationship with its customers is the heart of 

business. Customers are the main reason why a company builds factories, hires 

employees or engages in any business activity. A business exists because of its 

customers. Existing and potential customers is the value that companies can create for 

themselves (Peppers & Rogers, 2005). Successful marketers are those who care about 

customers, doing a better job to meet or exceed customer expectations and manage the 

relationship with customers very well (Kotler & Keller, 2012). Studying one’s 

customers to know them, understanding their needs and expectations is important and 

necessary for the modern market. This study will help the researcher better understand 

the relationship between customer satisfaction and repurchase intention in franchise 

business.  

1.5 Expected benefit of study 

This research will help the researcher accumulate relevant marketing knowledge, 

and provide the franchise industry with information about the relationship among 

social environment, perceived value, customer satisfaction and repurchase intention. 
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1.6 Research Objectives 

 1. To explore the relationship among social environment, perceived value, customer 

satisfaction and repurchase intention in ice cream franchise. 

1.7 Research Questions  

1. How does social environment affect customer satisfaction in franchise business? 

2. How does perceived value affect customer satisfaction in franchise business? 

3. How does customer satisfaction affect customer repurchase intention in franchise 

business? 

4. How does social environment affect customer repurchase intention in franchise 

business? 

5. How does perceived value affect customer repurchase intention in franchise 

business? 

1.8 Operational Definitions 

1. Social environment refers to service employees (e.g. waiters/waitress) and other 

  customers in ice cream cafes.   

2. Service employee is the characteristics of the service employee, including 

expression of emotion and action. 

3. Customer climate is other customers’ emotion and behavior expression in ice 

  cream café.  
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4. Perceived value is customers’ expectations and overall assessment of product and 

  service. 

5. Physical environment refers to the tangible design and intangible ambient factor,  

  such as: air, lighting, music and scent, in the service area     

6. Brand image refers to the brand name, brand logo, color of the brand and the kind 

  of associations customers get from the certain ice cream brand. 

7. Service quality is the overall quality of service.  

8. Product is the range and variety of ice cream and beverage available in the ice  

  cream cafe.  

9. Price is cost of product and service in the ice cream café.  

10. Customer satisfaction is the level of satisfaction with the ice cream cafe product 

  and service.  

11. Repurchase intention is customer’s intention to purchase the product and service  

  of the same brand in the ice cream cafe again 
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Chapter 1: Introduction of research 

This chapter introduces the background of research, describing the current 

franchise business situation in Thailand and statement of the problem. Otherwise 

explaining the significance and expected benefit of the research. 

Chapter 2: Literature review 

This chapter reviews literature about dimension and the relationship between 

each variable. 

Chapter 3: Methodology 

This chapter explains the research design, population and sampling tools used for 

the research, plan of data collection and measurement used for data analysis. 

Chapter 4: Data analysis and research result 

 This chapter will present the research result and the summary of demographic 

data by using descriptive analysis. Correlation analysis is used to evaluate whether the 

observed variable could be used as a covariate. The structure relationship among 

social environment, perceived value customer satisfaction and repurchase intention is 

analysed using the Structural Equation Modeling (SEM). 

Chapter 5: Conclusion, Discussion and Recommendation 

 This chapter will present the conclusion, discussions and limitation of this study, 

and based on the conclusion, recommendations are made for the further research.  
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CHAPTER 2 

 

LITERATURE REVIEW 

 

This chapter review the literature related to the research topic, it consists of three 

parts:  

2.1 Related Theory and Literature Review 

   2.1.1 Franchise business 

   2.1.2 Perceived value 

   2.1.3 Social environment 

   2.1.4 Customer satisfaction 

   2.1.5 Repurchase intention 

   2.1.6 Service quality and SERVQUAL 

   2.1.7 The relationship between perceived value and customer satisfaction 

   2.1.8 The relationship between social environment and customer satisfaction 

   2.1.9 The relationship between customer satisfaction and repurchase intention 

   2.1.10 The relationship between social environment and repurchase intention 

   2.1.11 The relationship between perceived value and repurchase intention 

2.2 Conceptual framework  

2.3 Hypothesis. 
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2.1 Related Theory and Literature Review 

This chapter will review literature about franchise business, related research, 

theories concerning perceived value, service environment and its dimensions, 

customer satisfaction and repurchase intention. This is followed by a review of 

literature on service quality and SERVQUAL. Next is a review of the relationship 

between perceived value and customer satisfaction, the relationship between service 

environment and customer satisfaction, and the relationship between customer 

satisfaction and repurchase intention. Following is a review of the relationship 

between social environment and repurchase intention. Last is a review of the 

relationship between perceived value and repurchase intention. 

2.1.1 Franchise business  

Tarbutton (1986) defines franchise as a long-term, continuing business 

relationship between franchisor and franchisee, where the franchisee gains the 

licensed right from the franchisor, subjected to agreed requirements and restrictions, 

and uses the franchisor’s business model and enters the market and service industry. 

The franchisor also provides advice and assistance in organizing, merchandising and 

business management to the franchisee. Franchising is a system or method of 

marketing a product or service where the franchisor develops the special product, 

service or an excellent system than has been recognized nationally (Luangsuvimol & 

Kleiner, 2004). The franchisor merchandises the product or service under the national 

registered trademark and gives the right or license to other independent businessmen. 
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This format increases the franchisor’s product or service exposure, and also creates 

the greater opportunities for franchisees to gain success in the market with a limited 

amount of capital investment (Luangsuvimol & Kleiner, 2004). As the franchising 

industry develops rapidly, the types of franchise becomes more diversified. In general, 

franchise businesses are classified into three main types: distributorships, chain-style 

business operations and manufacturing or processing-plant arrangements 

(Luangsuvimol & Kleiner, 2004). The distributorship model is one where the 

manufacturer becomes the franchisor and gives the license to the franchisee to sell its 

product or service. Chain-style business operations is a model where the franchisee 

operates its business under the franchisor’s trade name. The manufacturing or 

processing-plant arrangement model is one where the franchisor allows the use of 

essential ingredients or formula to the franchisee in order to maintain a particular 

product (Luangsuvimol & Kleiner, 2004). Franchising is one of the most popular and 

successful strategies for businessmen to expand their business or venture into a new 

market with very low risk and limited initial investment (Saleh & Kleiner, 2005). In 

recent years, franchising as a strategy with competitive advantage has seen rapid 

growth in the market (Hodge et al., 2013). In the franchising industry, modes of 

market entry and risk minimization provides great advantages to the franchisee. Other 

benefits including standardization of product, service, brand image and uniform 

operation system. All these contribute to consistent quality, efficient production and 

cost effectiveness. Also, the franchisee can benefit from brand identification, customer 

loyalty and mass market purchasing power (Lapierre, 2000). 
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2.1.2 Perceived value 

Many previous studies have shown that perceived value is determined by the 

benefit-cost concept. The benefit can be economical, social or relational, Cost takes 

into consideration price, time, effort, risk and convenience (Grewal et al., 1998; 

Cronin et al., 2000; Bigné et al., 2001; Oh, 2003). Considered through a “benefit/cost” 

analysis, Lindgreen and Wynstra (2005) define benefits (product performance  and 

design,service quality,staff involved in delivering the offering and supplier), and 

sacrifices (such as price and other costs ) that can be perceived by customers. Product 

quality and service quality serve as predictors of customer perceived value (Chen & 

Hu, 2010; Lai et al., 2009). Eggert and Ulaga (2002) in their research also highlight 

that service quality are positively associated with perceived value. Perceived value is 

derived from the core product of a restaurant and other components, including food 

and service quality which includes delivery to customers (Wright et al., 2007). 

Monroe (1990) suggested that customer perceived value is the trade-off between 

benefit and cost and many concepts regard the benefit to be quality and the cost to be 

the price (Cronin et al., 1997). Also, many previous research has shown that brand 

image has significant influence on customer perceived value (Andreassen & 

Lindestad, 1998; Bloemer & De Ruyter, 1998; Cretu & Brodie, 2007; Lai et al.,2009; 

Ryu et al., 2008). The estimated value can be used to calculate the benefit or cost 

using multiplication or addition. In that case, value has been determined as the 

benefit-cost ratio (Heinonen, 2004). Zeithaml (1988) defines perceived value as a 

customer’s overall assessment of a product unit based on its benefit and cost. The 
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above definition uses simple economic elements to determine value as the trade-off 

between benefit and cost (Coutelle-Brillet et al., 2014). Value is relative, depending 

on personal view and preference and is often shaped by a customer’s experience with 

various products or services (Holbrook, 1999). This method of analysis considers 

value as a multi-dimensional construct, and has been used in particular service sectors 

(Sanchez-Fernandez et al., 2009). Holbrook’s (1999, 2006) research has been a great 

contribution to this area of study. He proposed that any given value has two main 

dimensions: the first dimension is extrinsic, such as service experience or intrinsic 

consumption experience; the second dimension is self-oriented, like personal interest 

or other oriented, such as family, friend and society. Perceived value directly affects 

customer satisfaction and customer loyalty (Chiou, 2004). Increasing customers’ 

perceived value is a good way to keep customers, and low perceived value may cause 

customers to leave and switch to other competing businesses (Andersson & 

Srinivasan, 2003).  

Product 

Product is the major element of the marketing strategy. The seller can work on a 

unique product that differentiates one’s business from others (Ferrell & Hartline, 

2005). A product’s characteristics can be determined by quality, design, brand name, 

feature and size (Borden, 1984). A product can be anything tangible or intangible that 

is offered in the market to satisfy customers’ wants and needs, including physical 

goods, services, experiences, events, persons, places, properties, organizations, 

information and ideas (Kotler & Keller, 2012). A product can be something tangible 
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or in tangible that is offered for purchase or use by consumers. A tangible product is 

something that consumers can touch, like food and clothes, and an intangible product 

is something can not be touched but can satisfy the needs of consumers, such as 

services and ideas (Yu, 2012). The product of an ice cream franchise includes tangible 

ice cream and beverage and intangible relevant service. 

Price  

Marketing-mix tools include the price of product. Price is a major factor that 

influences customers’ buying decision and it always impacts customers’ evaluation of 

products. Price strategies have always been a much talked about topic in marketing. 

Product pricing has significant influence on a product’s market entry and competitive 

pricing will benefit a company’s business (Ingenbleek & Lans, 2013). Price is the 

amount of money that is charged for a product or service, or the sum of value that 

consumers exchange for benefit gained from a product or service (Kotler & 

Armstrong, Principles of Marketing, 2001). Price can help customers make 

comparison between products, and it is important information that is used by 

customers to evaluate the perceived value of a product that can affect customers’ 

purchase decision and satisfaction (Damay et al., 2011). Price facilitates trade in the 

market. Price plays an important role in the market as price knowledge enables the 

customer to analyse the value of products. Price has a strong effect on a customer’s 

decision to make a purchase (Rosa-Diaz, 2004). Price is one of the most important 

factor that influences a customer’s buying decision. Perceived price fairness is a 

customer’s psychological processing in reaction to evaluate if a product is worth 



  17 
 

buying or not, and is directly related to the customer’s eventual purchase behavior 

(Cockrill & Goode, 2010). Price knowledge is part of the psychological construct of 

customers and determines their “willingness to pay” and is directly relevant to success 

in business (Evanschitzky et al., 2004). 

Service quality 

Quality is a construct that is indistinct and elusive, but nowadays customers’ 

expectation on quality is much higher than ever before. Quality can be a determining 

factor that differentiates a product or service from its competitors. In other words, 

quality can be a competitive weapon to success in the market (Parasuraman et al., 

1985). Definitions of service quality revolves around customer’s level of satisfaction 

or how well their demands have been met (Cronin & Taylor, 1992). A common 

definition of service quality is that service should meet customers’ expectation and 

satisfy their demands (Edvardsson, 1998). Parasuraman et al. (1985) believe that 

service quality can make up for the difference between customers’ expectations and 

actual experience. Expectations are the wants of customer, while perceptions refer to 

customers’ evaluation of the service provided. Expectations have direct and positive 

relationship with customer satisfaction (Anderson et al., 1994). Past research divides 

service quality as two types; one is technical quality, another is functional quality 

(Lewis, 1991). Technical quality refers to technical accuracy and procedures, while 

functional quality refers to the manner with which the service is delivered to the 

customer (Rashid & Jusoff, 2009). Service quality includes both the experience and 

assessment of service, and this can be evaluated by customers’ comprehensive 
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conscious after the service has been rendered (Fitzsimmons & Fitzsimmons, 1998). A 

lot of research strongly agrees that there is a causal relationship between service 

quality and customer satisfaction (Cronin & Taylor, 1992; Oliver, 1993). Service 

quality can be considered as the prerequisite to customer satisfaction (Cronin & 

Taylor, 1992). 

Physical environment 

Past research has shown that customer emotions are affected by a variety of 

physical environmental factors (Sherman et al., 1997; Wakefield & Baker, 1998). 

Customers are likely to use the physical environment as intangible cues to evaluate 

service (Jang & Namkung, 2009). The physical environment includes service area 

design and ambience (Sherman et al., 1997). Service area design refers to visible 

elements, like the physical facilities, layout and color of service area. Store ambience 

refers to nonvisual elements, like, air, light, music and scent. All these elements 

contribute to the physical environment (Baker et al., 1994). Previous studies have 

proven the relationship between physical environment and customer emotion 

(Donovan et al., 1994; Wakefield & Baker, 1998). The physical environment creates 

store experience and affects customer emotion (Burns & Neisner, 2006; Morrison & 

Beverland, 2003). In other words, physical environment has a real impact on 

customers’ reaction (Babin & Darden, 1996; Wakefield & Blodgett, 1999; Tsai & 

Huang, 2002). Past research concludes that both store design and ambience can help 

induce positive customer emotion, and generate excitement among customers (Harris 

& Ezeh, 2008; Morin et al., 2007). Excellent designs can create visual effects which 
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can convey a sense of comfort to customers and help them relax (Jang & Namkung, 

2009). Ambient factors can help create a sense of harmony and comfort, leading to 

positive emotion that enhances customers’ experience (Harris & Ezeh, 2008; Liu & 

Jang, 2009). Conversely, poor design and physical environment can lead to 

displeasure and negative emotion (Baker et al., 2002; Wong, 2004). Customers rely on 

physical environment to evaluate service satisfaction (Chang, 2000). Many studies 

have suggested that physical environment affects service satisfaction (Bitner, 1992), 

and research in environmental psychology also points out that physical environment 

influences customer satisfaction (Stokols & Altman, 1987; Chang, 2000). Specific 

designs are related to satisfaction (Vilnai‐Yavetz & Rafaeli, 2006; Jang & Namkung, 

2009). Customers expect service areas to be aesthetically pleasing and if a store 

design pleases them, it contributes to meeting their expectations and so increases their 

satisfaction (Baker et al., 2002). Customers often have expectations of the physical 

environment of the service area and are likely to express their satisfaction only when 

their expectations are met (Zeithaml et al., 1996). Both store design and ambience 

factors impact customer satisfaction (Countryman & Jang, 2006). Wakefield and 

Blodgett (1994), Jang and Namkung (2009) believe that positively perceived service 

area design and ambient in physical environment contribute to greater satisfaction. 

Brand image 

Image refers to the name, logo and color of the brand, and the kind of 

associations customers get from product or service (Andreassen & Lindestad, 1998). 

Image is an important component of the customer satisfaction construct (Martenson, 
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2007). Brand image was a set of assets and liabilities link with brand name, it could 

increase or reduce the value by provide product or service to customer (Magid et al., 

2006). A positive brand image has positive effect on customer expectation, customer 

satisfaction and loyalty (Turkyilmaz & Ozkan, 2007). Brand image is defined as a set 

of beliefs and trusts about particular brand (Kotler, 1988). Brand image is the 

consumer’s perception of a brand that includes both tangible and intangible 

association (Faircloth et al., 2001). Brand image is related to the consumer’s use of 

the brand identity in self-expression and gives meaning to their purchase (Lau & 

Phau, 2007). Brand image refers to customer perceptions about a brand reflected by 

consumer memory. Brand image is brand association that customers hold for a certain 

brand and consists of benefit value (Keller, 1993). Tu al et.’s (2013) research results 

present that brand image are positively related to customer perceived value and 

customer satisfaction. 

2.1.3 Social environment 

Social environment is the elements of the service environment (Baker et al., 

1994; Sherman et al., 1997). It is one of elements that affects customer emotion and 

service outcomes (Baker et al., 2002). Social conditions refer to the number and type 

of people evident in the service, including their behaviors (Aubert-Gamet & Cova, 

1999). Brady and Cronin’s (2001) research presents that there is a relationship 

between social factor and outcome quality. The two main aspects of social 

environment are service employee and customer climate (Lin & Ling, 2011). Creating 
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a differential advantage in service environment is becoming more and more difficult 

since many service providers have found that this is a fertile opportunity to be 

differentiated from others (Lin & Ling, 2011). In the service industry, production’ and 

‘consumption’ take place at the same time so the service environment has a strong 

impact on customers’ response and perceptions, and directly influences customer 

behavior (Baker et al., 2002; Chang, 2000; Tsai & Huang, 2002). A good and 

conducive service environment contributes to pleasure and influences the amount of 

time customers spend in the store, spending level and others store behaviors (Yoo et 

al., 1998). Therefore, for those in the service business, it is necessary to understand 

how social environment contributes positively to customer feeling and satisfaction 

(Sherman et al., 1997).  

Service employee 

Elements of service environment include service employee characteristics 

(Sherman et al., 1997). Research on emotion contagion shows that service employee 

expression and emotion display has an effect on customers’ emotion state (Tsai & 

Huang, 2002; Pugh, 2001). The report points out that people’s exposure to smiling or 

frowning images is related to the facial expression of viewers (McHugo et al., 1985). 

A service employee’s smile, expression of gratitude and greetings, and increased eye 

contact contribute positively to customer experience and customer emotion (Pugh, 

2001). Tsai and Huang (2002) also show that a salesperson’s display of positive 

emotion is good for creating customer inner experience and positive emotion. And 

most of this emotional expression comes from customer’s conscious awareness (Pugh, 
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2001). Customers are likely to imitate a service employee’s emotion display or 

expressive behavior during the service delivery (Barger & Grandey, 2006). Service 

employees’ display of positive emotion will help to induce positive customer 

experience subconsciously (Hennig-Thurau et al., 2006). Customers often consider 

the service employee’s emotion display as a part of service (Grove & Fisk, 1997). 

Service employee emotion display is related to customer emotion and satisfaction, and 

service employee’s positive emotion display contributes to both positive emotion and 

satisfaction of customers (Lin & Liang 2011). 

Customer climate 

Customer climate refers to an environment that customer can perceive (Brocato & 

Kleiser, 2005). Most of time customer consumption occurs in the public areas where 

they are not alone. Other customers play an integral role in the service environment, 

since they share the same service within the same environment with each other 

(Brocato & Kleiser, 2005). Customers tend to share comments and provide useful 

service assessment for each other and they are often viewed as a part of the service 

environment (Brocato & Kleiser, 2005; Huang, 2008). Customers within the same 

service sites can influence each other’s emotion (Huang, 2008; McGrath & Otnes, 

1995; Moore et al., 2005). When other customers present manners and behaviors that 

are suitable, more positive emotions are being encouraged. Conversely if the 

customers produce negative actions that disturb others customers, causing negative 

emotions amongst other customers and this will lead to a negative service 

environment (Huang, 2008; Brocato & Kleiser, 2005). Positive customer-to-customer 
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interaction contributes to a favorable experience, and positive sharing of customer 

experience enhances customers’ enjoyment of the service (Moore et al., 2005; Huang, 

2008; Brocato & Kleiser, 2005). Research has shown that in the same service area, 

other customers’ behavior can influence the level of customer satisfaction (Moore et 

al., 2005; Brocato & Kleiser, 2005; Wu, 2007; Wu, 2008). Interaction among 

customers is an important aspect to evaluate service experience (Moore et al., 2005; 

Huang, 2008). Intuitively, other customers’ behavior can affect a person’s perception 

(Bitner, 1990; Moore et al., 2005). Positive customer-to-customer experience can 

contribute to customer satisfaction in service (Martin & Pranter, 1989; Moore et al., 

2005). Even though customer behavior is uncontrollable but it is a significant 

component of the service process (Harris & Reynolds, 2003; Moore et al., 2005). 

Customer climate can positively influence customer satisfaction (Lin & Liang, 2011), 

so managing and improving customer climate will help promote positive business 

activity. 

2.1.4 Customer Satisfaction 

Customer Satisfaction Index (CSI) seeks to provide a more comprehensive and 

direct measure of customers’ consumption behaviors and subsequent performance 

(Fornell et al. 1996). CSI was the first model used to estimate and explain consumer 

characteristics and expectations (Chan et al., 2003). The CSI model is a structure that 

is based on the assumption that customer satisfaction is caused by factors such as 

perceived value, customer expectation and the image of a brand. All these factors are 
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the antecedents of an overview of customer satisfaction. This model also estimates the 

relationship between customer satisfaction and customer complaint or customer 

loyalty (Johnson et al., 2001). All the factors in CSI model are constructed by multiple 

indicators (Fornell, 1992; Chien et al., 2002). This model postulates that increasing 

customer satisfaction and reducing customer complaints will help build up customer 

loyalty (Fornell,1992; Anderson et al., 1994). Since the importance of customer 

satisfaction has been recognized and widely accepted, many countries have developed 

their own customer satisfaction index to analyse the level of customer satisfaction 

through the company’s performance (Chien et al., 2002). Based on the CSI model, 

some countries have developed their own national Customer Satisfaction Index for 

their domestically purchased and consumed products and services (Chan et al., 2003). 

These models are expected to measure economic performance, providing useful 

information for companies, shareholders, investors, buyers and government regulators 

(Fornell, 1992). The CSI model can become a standardized tool that a government 

agency or industry can use to measure the level of customer satisfaction. The 

combination of factors in the CSI model produces indices of satisfaction and effects 

for different industries, private companies and government agencies (Madi et al., 

2012). 
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Figure 2. 1 Customer Satisfaction Index Model 

 

Satisfaction is the positive result of one party’s overall assessment of another 

party (Anderson & Narus, 1984). According to previous studies and opinions, it is 

agreed that satisfaction has economic and non-economic aspects. Economic 

satisfaction is the positive trade-off between total benefit and total cost, and 

non-economic satisfaction is the psychological and emotional response (Geyskens et 

al., 1999). Customer satisfaction has traditionally been the hot topic of marketing in 

business and academic research (Tikkanen & Alajoutsijarvi, 2002). In consumer 

marketing and consumer research, customer satisfaction is usually defined as the 

degree to which customers’ expectations can be met by a product or service (Peter et 

al., 1999). 

Customer satisfaction refers to customers’ overall evaluation of a company’s 

performance or service provided (Turkyilmaz & Ozkan, 2007). Kotler (2000) explains 

that satisfaction is an individual’s feeling, which could be pleasure or disappointment 

that is derived from comparing the expected and the perceived performance of a 
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product. Customer satisfaction has been the one driving force for organization efforts 

to improve their service quality and product quality in the competitive market 

(Goenders & O'Loughlin, 2002). A key motivation for companies that care about 

customer satisfaction is that higher customer satisfaction leads to having a more 

competitive advantage over other companies, gaining more market share and profit 

(Fornell, 1992). Customer satisfaction is also a significant indicator that determines 

customer repurchase, creates positive word-of month and even builds customer 

loyalty (Fornell et al., 1996). A high level of customer satisfaction can benefit a 

company in many ways, such as improving a company’s reputation, increasing 

customer loyalty, reducing price elasticity and lowering costs of future transaction 

(Fornell, 1992; Anderson et al., 1994). Customer satisfaction and profitability is 

strongly related to each other. This has already been clearly and widely accepted, so 

getting and achieving a high level of customer satisfaction is often the main goal for 

businesses (Fecikova, 2004). 

2.1.5 Repurchase intention 

Repurchase intention is a special type of purchase intention that reflects whether 

a customer would buy the same product or brand again (Blackwell et al., 2001). 

Repurchase intention, loyalty, willingness to pay, word-of-mouth and complaint 

represent the five behavior intentions that are described by Zeithaml et al. (1996) 

According to Olive (1993) the loyalty and repurchase intention are most similar in 

nature. The research by Delgado-Ballester and Munuera-Aleman (2001), Macintosh 
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and Lockshin (1997) explains that repurchase intention is the degree of loyalty 

towards a brand or a specialty store. 

Intention can be view as a kind of belief. Just like how a person opinion can 

predict his or her action, intention is the subjective prediction of whether a person is 

likely to take action in a certain way (Ajzen & Fishbein, 1975). The Theory of 

Reasoned Action (TRA) model proposes that personal intention depends on individual 

attitude toward and the subject norm. The model explains the relationship between the 

attitude, subjective norm and behavior. This framework shows how these factors 

influence intentions and behaviors (Ajzen & Fishbein, 1975). Behavior intention is a 

plain representation of individuals’ motives toward actual behavior (Meng & Xu, 

2010). Usually intention has been subsumed under a concept that intention and 

attitude have no distinctions (Meng & Xu, 2010).  Attitude is a favorable or 

unfavorable evaluation of behavior in general and attitudes can cause different kinds 

of purchase behaviors. It is based on personal understanding and evaluation, and can 

be difficult to measure, but attitude is very relevant to final purchase action (Meng & 

Xu, 2010). In fact, there is a strong relationship between attitude and intention. In the 

market, intention is a psychological process of thinking about purchasing a certain 

product and so it is closely related to actual behavior (Meng & Xu, 2010). Relevant 

information, perceived value and belief greatly affects customer intention (Deng et al., 

2015). 
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2.1.6 Service quality and SERVQUAL 

When talking about quality in the service industry, most tend to focus on meeting 

customer requirements and how to provide service to meet their expectations (Lewis 

& Booms, 1983). Service quality is the gap between expectations and the perception 

of service quality (SERVQUAL) (Zeithaml et al., 1988). The SERVQUAL approach 

is considered to be an important tool, based on the traditional way of using perception 

to measure customer satisfaction. SERVQUAL suggests that expectation, perception 

and service quality gap can be used to predict customer satisfaction with the service 

provider (Babakus & Mangold, 1992; Parasuraman et al., 1991). SERVQUAL is 

considered to be an effective tool for measuring service quality across service sectors. 

When measuring service quality in specific industries, should made to cater for that 

particular industry’s needs (Ramsaran-Fowdar, 2005 ). Berry, Parasuraman and 

Zeithaml are famous researchers on service quality, looking into customer-perceived 

quality in various service sectors. In their earlier research, they identified service 

quality using ten dimensions: dependability, willingness, competence, availability, 

courtesy, communication, trust-worthiness, assurance, empathy and tangibility 

(Parasuraman et al., 1985). In their later studies, they reduced the ten dimensions to 

five: tangibility, reliability, responsiveness, assurance and empathy (Parasuraman et 

al., 1988). Since this paper is looking at service quality in the ice cream franchises 

industry, it will focus on the service quality of the staff that serves customers. After a 

review of SERVQUAL, four dimensions, namely willingness, competence, courtesy 

and communication, have been chosen to measure service quality in this study. 
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2.1.7 The relationship between perceived value and customer satisfaction 

Improving the level of customer satisfaction and customer retention is beneficial 

to profit, reputation by word-of mouth and lowers marketing cost (Reichheld, 1996; 

Heskett et al.,1997). Achieving customer satisfaction is gold for most sevice 

companies (Jones & Sasser, 1995). In marketing, the relationship between perceived 

value and customer satisfaction has been widely discussed. Ravald and Gronroos 

(1996) suggest that customer satisfaction depend on value. McDougall and 

Levesque’s (2000) study presents the result that perceived value is an important factor 

that determines customer satisfaction. As for the management aspect, perceived value 

is recognized as a contributing factor to customer satiafaction and customer loyalty. 

Also, Patterson and Spreng’s (1997) research shows that perceived value has a 

positive effect on customer satisfaction. In service industries, perceived values have a 

positive relationship to customer satisfaction (Andreassen & Lindestad, 1998). 

Previous studies examined the role of customer perceived value in trying to explain 

customer behavior the service industry context and found that customer perceived 

value positively and directly influences customer satisfaction (Patterson & Spreng, 

1997). Customer perceived value is a reliable predictor of customer satisfaction and 

consumer purchase behavioral, and this has been proven by many research 

(Andreassen & Lindestad, 1998; Patterson & Spreng, 1997; McDougall & Levesque, 

2000; Ryu et al., 2008; 2010). Chiou’s (2004) study points outthat customer perceived 

value is a significant driver of customer satisfaction toward internet service providers. 

Researchers Ryu et al. (2012) present the result that customer perceived value is 
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indeed a significant factor that has a positive effect on customer satisfaction and that 

customer satisfaction is also a significant predictor of customer behavior intention. 

According to the above review, the relationship between perceived value and 

customer satisfaction have long been a popular subject for research and many 

previous research has shown that perceived value has a positive effect on customer 

satisfaction, and it is also a significant predictor of customer behavior intention. This 

relationship has been well established and widely accepted in marketing research. 

2.1.8 The relationship between social environment and customer satisfaction 

The social environment includes service employees and customer climate. Some 

researchers have studied the emotional display of service employees, in order to 

establish its relationship to customer satisfaction. These research have shown that 

service employees’ emotional expression produces corresponding emotions in 

customers (Hatfield et al.,1994; Pugh, 2001; Tsai & Huang, 2002). Tombs and 

McColl‐Kennedy (2003) also pointed out the importance of service employees’ 

expression of emotions to customers. Service employees’ expression of positive 

emotions helps create positive emotion in customer experience (Tsai & Huang, 2002). 

In the service site, customers influence each others’ emotion. Positive emotion 

encourages positive experience, while negative emotion encourages negative feelings, 

emotion and behavior among customers and affects the overall service experience 

(Brocato & Kleiser, 2005; Huang, 2008). Bitner (1990), Harris et al. (1997), Brocato 

& Kleiser (2005) and Moore, et al. (2005) also believe that other customers and their 
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behavior can affect service perception. Lin and Liang’s (2011) research shows that 

social environment and physical environment are positively related to satisfaction and 

even affects customer behavior intention. Lin and Liang’s (2011) research model 

includes customer emotion. In this study, fashion apparel stores were selected and 

sixteen research assistants who had already been trained by a marketing research firm 

were recruited to make observations of employee displayed emotion and conduct an 

interview with targeted customers to rate their emotions after they exit the store. Due 

to limitations of time, budget and resources, it will not be feasible to use a similar 

procedure to measure customer emotions. Therefore, customer emotion will not be 

included in the conceptual framework and the focus will be on social environment, 

customer satisfaction and repurchase intention. 

 

 

 

 

 

 

 

 

Figure 2. 2 The relationship between social environment, service satisfaction and behavior intention 
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2.1.9 The relationship between customer satisfaction and repurchase intention  

Customer’s satisfaction is a concept that was proposed by Cardozo (1965) He 

pointed out that increasing customer satisfaction can have a positive effect on 

customers’ repurchase behavior and even customers’ intention to purchase other 

products. Oliver (1980) Bearden and Teel (1983) have identified the relationship 

between customer satisfaction and future purchase intention. Ryu et al.’s (2012) study 

shows that customer satisfaction is a significant predictor of customer behavior 

intention. Numerous previous research have shown that customer satisfaction has a 

positive and direct effect on customer behavior intention, such as repurchase intention 

and word-of-mouth communication (Kivela et al., 1999; Han & Ryu, 2009; Kim and 

Kim, 2009; Namkung & Jang, 2007; Ryu et al., 2010; Ryu & Han, 2011). Chen 

(2007) found that there is a positive relationship between satisfaction and continuance 

intention. Evaluation of customer’s satisfaction is a well known evaluation concept in 

electronic commerce (Zeithaml & Bitner, 2008). Researchers have shown that 

demographic variables affects cutomer’s purchase satisfaction and that customer 

satisfaction affects repurchase intention (Chang et al., 2014). A previous study by 

Fang et al. (2011) points out that satisfaction has positive relationship to customer 

intention and satisfaction was a significant predictor of customers’ repurchase 

intention when shopping online. 

In summary, satisfaction is a significant predictor of continuance intention and  

customers satisfaction has a positive effect on customers repurchase intention. This 

has been well established in previous studies and supported by a lot of research. 
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Based on the above review, there is a relationship between customer satisfaction and 

repurchase intention, so this concept will be used in this study and this relationship 

will appear in the research model. 

2.1.10 The relationship between social environment and repurchase intention 

Social environment is considered to be the distinguishing factor between the soft 

and hard aspects of service delivery (Lemmink & Mattsson, 1998). Social influence 

arise through the personal interaction between a customer and service employee, thus 

it is recognized that during service time, the social aspect of the interaction between 

customer and employee can be critical (Butcher et al., 2002). The abovementioned 

social influence is the same concept as the concept of service environment used in this 

paper. The research done by Butcher et al. (2002) proposed that social influence 

affects repurchase intention and the result supports the hypothesis that there is a 

significant and positive relationship between social influence and repurchase 

intention.   

2.1.11 The relationship between perceived value and repurchase intention 

Perceived value is the essential result of marketing activities and it is one of the 

most important elements in relationship marketing (Moliner et al., 2007). Perceived 

value has a direct relationship with customer satisfaction, and this is something that 

has commonly been accepted (Hume, 2008). In addition, it has been point out in 

Hume’s (2008) research that perceived value is the most important indicator of 



  34 
 

repurchase intention. An increase in perceived value during a purchase will contribute 

to customer repurchase in the future. Perceived value was shown to influence 

customer behavioral intentions and was the greatest contributor to behavioral 

intention (Liu & Jang, 2009). Har Lee et al.( 2011) propose that perceived value has a 

positive influence on customer online repurchase intention, and the result supports 

this and presents that there is a linear relationship at significant level between 

repurchase and perceived value. 

2.2 Conceptual Framework of Research 

This research’s proposed model and concept are based on the Customer 

Satisfaction Index (Fornell et al., 1996). There is a relationship between social 

environment, perceived value and customer satisfaction. The social environment 

includes service employee and customer climate. Perceived value is affected by 

product, price, service quality, physical environment and brand image. Customer 

satisfaction affects customer repurchase intention. 
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Figure 2. 3 Conceptual framework 

 

2.3 Hypotheses 

H1: Social environment affects customer satisfaction. 

H2: Perceived value affects customer satisfaction.  

H3:Customer satisfaction affects repurchase intention 

H4: Social environment affects repurchase intention 

H5: Perceived value affects repurchase intention 
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CHAPTER 3 

METHODOLOGY 

 

This chapter reports the methodology of research which explain the design of 

research, the research population and how the sample size is determined. In order to 

find the answer to the problem, designed questionnaire is used as research instrument, 

followed by a description of how the questionnaire was used to collect data and how 

the data was analysed . This chapter comprises of following: 

3.1 Research Design 

3.2 Population and sample 

3.2.1 Population 

3.2.2 Sample  

3.3 Data Collection 

3.3.1 Tools 

3.3.2 Data collection methods 

3.4 Data analysis 

   3.4.1 Level of agreement 

   3.4.2 Descriptive analysis 

   3.4.3 Confirmatory analysis 

   3.4.4 Correlation and validity analysis 

   3.4.5 Hypothesis testing 
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3.1 Research Design 

Ice cream franchises took up 22% of the Beverage & Ice cream Franchises sector 

in 2015 (Thai Franchise Centre 2015). This research focuses specifically on ice cream 

franchises. The research model is based on the Customer Satisfaction Index model 

and the concept of perceived value. This research seeks to study the relationship 

between customer satisfaction and repurchase intention, and how social environment 

and perceived value affects customer satisfaction. 

This paper is a quantitative research, using primary data collected from 

customers who had had dining experience in ice cream franchises in Bangkok. 

According to the object of study, the independent variables are social environment 

and perceived value, and the dependent variable is repurchase intention. Customer 

satisfaction takes a special role as it is both an independent variable and a 

dependent variable. 

3.2 Population and sample 

3.2.1 Population 

According to the information provided by the Ministry of Labor, 15-60 year-olds 

are considered to be people of working age. In consideration of their purchasing 

power, this research was based on those within this age range. Bangkok is the capital 

and the most populated city of Thailand, which is home to around 13% of the 

country’s total population. The population in Bangkok in 2015 is estimated to be 5.7 
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million (The report of demographic, 2015). The population in Bangkok of age 15-60 

is estimated to be 5.03 million (Population by age group, area and sex, Bangkok, 

2015).  

3.2.2 Sample size 

The sample size for this research is calculated according to the formula by 

Yamane (1967), which is as follows:  

𝑛 =
N

1+N(e)2
                                                   (1) 

Where e = Deviation of random sampling 

     N = Number of population 

     n = Sampling size 

Set sampling deviation is 0.05 therefore: 

     n =
5,300,000

1+5,300,000(0.05)2
 

       = 399.97 ≈400 

3.3 Data Collection 

3.3.1 Tools 

To test the model that social environment, perceived value are positively related 

to customers’ satisfaction, and customer satisfaction is related to customer repurchase 

intention, data is needed to support it. This research uses primary data to find results 

that backs up the hypothesis in Chapter 1. Data was collected through the use of a 

questionnaire given to customers who had consumption experience in ice cream 
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franchise stores. The questionnaire was given out in Bangkok, Thailand, and taken 

into consideration the convenience of the respondents, the questionnaire was 

presented in both English and Thai. 

The questionnaire consists of 5 sections that includes personal information, 

independent variables and dependent variables. 

Section 1: Personal information 

This section is designed using basic demographics. The demographic variables 

are used to distinguish the various types of customers in market, and the population 

was sorted according to their age, gender, status, income, occupation and education 

level (Arnould et al., 2002). This section adopts these categories to design the 

questionnaire, allowing the customers to make the appropriate choice.  

Table 3. 1 Summary of questionnaire design of demographic 

Items Measurement Reference 

1 Gender  

 

Arnould et al (2002) 

2 Age 

3 Education level 

4 Occupation 

5 Month income 

 

Section 2: Social environment 

Social environment factor considers three aspects: service employees, customer 

climate and physical environment. According to Pugh (2001) and Tsai & Huang 

(2002) the analysis of employees emotion can be based on behaviour such as greeting, 

speaking voice, speak rhythmic, smiling, eye contact, talking actively and thanking.  
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Table 3. 2 Summary of questionnaire design of service employee 

Items Measurement Reference 

1 Speaking voice  

Pugh (2001) 

Tsai & Huang (2002) 

2 Speaking rhythmic 

3 Smiling 

4 Eye contact 

5 Greeting 

 

Customer climate can be measured with three indicators: overall impression of 

other customers, other customer’s influence on service provision and other customers’ 

perceptions (Brady & Cronin, 2001). 

Table 3. 3 Summary of questionnaire design of customer climate 

Items Measurement Reference 

1 Other customers’ impression  

Brady & Cronin 

(2001) 

2 Other customers did not affect service 

3 Other customers’ behavior did not affect perception of service 

In section 2, the questionnaire uses the five point Likert scale with continuous 

format, and allows the customer make the most suitable choice. 

 

Section 3:Perceived value 

Perceived value is measured with five aspects: product, price, service quality, 

physical environment and brand image. 

The product in ice cream franchises business is ice cream and beverage. 

According to Thathong (2007), product questions are designed to look at product 

taste, menu variety and hygiene of product.  
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Table 3. 4 Summary of questionnaire design of product 

Items Measurement Reference 

1 Taste of product  

Thathong (2007) 2 Menu variable 

3 Product cleanness 

    The section on design of price is adopted from Yu (2012) and Thathong (2007) 

and consists of three questions.  

Table 3. 5 Summary of questionnaire design of price 

Items Measurement Reference 

1 Reasonable price Yu (2012) 

Thathong (2007) 2 Value for money 

3 Good price range 

   Berry, Parasuraman and Zeithaml are well known for their research on service 

quality. Their study describes service quality with ten factors: willingness, 

dependability, competence, availability, courtesy, communication, trustworthiness, 

assurance, empathy and tangibility (Parasuraman et al., 1985). This research adopts 

availability, willingness, communication and courtesy from the above ten factors to 

measure service quality of franchise business. This section of the questionnaire is 

adopted from Andreassen (1998) Koo (2003) and Edvardsson (1998). 

Table 3. 6 Summary of questionnaire design of service quality 

Items Measurement Reference 

1 Service staff are willingness to respond requests. Andreassen (1998) 

Edvardsson (1998) 

Koo (2003) 

2 Service staff can explain the menu as well. 

3 Service staff have good communication skills. 

4 Service staff are polite during service. 
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According to Baker et al. (2002), Yoo et al. (1998), Sherman et al. (1997) and 

Bitner (1992) the physical environment can be measured by design (layout, facilities 

and color) and ambient (air quality, music, scent and light). This section of the 

questionnaire is adopted from Lin & Liang (2011). 

Table 3. 7 Summary of questionnaire design of physical environment 

Items Measurement Reference 

1 Layout  

 

Lin & Liang (2011) 

2 Facilities 

3 Color 

4 Light 

5 Air temperature  

6 Scent 

    Brand image is defined as a set of beliefs about a particular brand (Kotler, 1988). 

It is related to consumers’ use of the brand for self-identification and self expression, 

and to reflect the meaning of consumption (Lau & Phau, 2007). Brand association is 

the information about a brand that is stored in the customer’s mind, which can be  

either positive or negative (Emari et al., 2012). This part of the questionnaire 

comprises of four items, and this section is adopted from Sasmita & Suki (2015). 

Table 3. 8 Summary of questionnaire design of image 

Items Measurement Reference 

1 I think this particular brand is well established.  

 

Sasmita & Suki, (2015) 

2 I think this particular brand has a clean image. 

3 I think this particular brand has a differentiated image in 

comparison with the other brands. 

4 I trust the company who owns the particular brand that 

appeared in the social media 
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In section 3, the questionnaire uses the five point Likert scales with continuous 

format, and allows the customer make the most suitable choice. 

 

Section 4: Customer satisfaction  

The questions in this section are designed to measure customer satisfaction. 

According to previous studies, customer satisfaction can measured by a single 

comprehensive item (Cronin & Taylor, 1992; Oliver, 1993) or plural items (Kang et 

al., 2007). Example: Overall, I am satisfied with particular brand (Greenwell et al., 

2002). This section consists of 7 questions that use the five point Likert scale with 

continuous format.  

Table 3. 9 Summary of questionnaire design of customer satisfaction 

Items Measurement Reference 

1 Service employee  

Cronin & Taylor, (1992) 

Oliver, (1993) 

Kang et al., (2007) 

Greenwell et al., (2002) 

2 Other customers 

3 Physical environment 

4 Service quality 

5 Product 

6 Price 

7 Overall of this particular brand 

     In section 4, the questionnaire uses the five point Likert scales with continuous 

format, and allows the customer make the most suitable choice. 
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Section 5: Repurchase intention 

Based on previous studies, behavior intention can be measured by certain items 

such as customers saying positive things to others, recommendation to friends or other 

customers, remaining loyal to the brand, willingness to spend more on the same brand 

(Cronin et al., 2000), and purchasing the product or service again (Zboja & Voorhees, 

2006). 

In this section, the questionnaire used the five point Likert scales with 

continuous format and allows the customer make the most suitable choice. 

Table 3. 10 Summary of questionnaire design of repurchase intention 

Items Measurement Reference 

1 I will purchase this brand again. 
Zboja & Voorhees 

(2006) 

2 I will say positive things about this ice cream brand to my friends. 

Cronin et al., 

(2000) 

3 I will recommend this ice cream brand to my friends. 

4 I am willing to spend more on this ice cream brand. 

5 I will remain loyal to this ice cream brand in the future. 

 

3.3.2 Data collection method  

Data for this research was collected from Thai people who had consumption 

experience at ice cream franchises that uses Thai language. Based on previous studies, 

Bangkok is separated into six zones: Bangkok central zone, Bangkok southern zone, 

Bangkok northern zone, Bangkok eastern zone, Bangkok-Thonburi northern zone and 

Bangkok-Thonburi southern zone (Lasorn, 2012). Taken into consideration that 
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shopping malls are places where there is a constant flow of people and where ice 

cream franchise are most concentrated, the questionnaires were distributed in 

shopping malls. In order to get a comprehensive list of shopping malls in Bangkok, 

the Thailand Tourism Centre was contacted and they suggested that relevant 

information could be obtained from their website and Wikipedia (List of shopping 

malls in Bangkok, 2015). After that, Google map was used to locate the shopping 

malls, and they were listed and classified according to which zone they were located 

in. Six shopping malls were randomly chosen by randomly selecting one from each 

zone. Information of the population of each zone was obtained from the Official 

Statistics Registration Systems, and the percentage of population was calculated in 

order to determine the number of questionnaires to be distributed. Data collection 

took place from 2 to 29 May 2016 and a total of 443 questionnaires were collected 

from six shopping malls with details as shown in Table 3.11. These six shopping malls 

are Central Rama 9, Siam Centre, Central Plaza Rama 2, The Mall Bangkapi, Seacon 

Square and JJ Mall. The first five shopping malls are spacious there are some rest 

areas where the questionnaires were distributed to people who are resting. JJ Mall was 

much busier and the design of the mall made it difficult to administer the 

questionnaires and eventually, data was collected from the nearby Chatuchak Park, 

where people were resting.  
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Table 3. 11 Questionnaire collection plan 

Zone Name of shopping mall Population of each zone Percentage questionnaires 

Bangkok central zone Central Rama 9 695,435 12% 55 

Bangkok southern zone Siam Centre 846,888 15% 66 

Bangkok northern zone JJ Mall 1,072,206 19% 84 

Bangkok eastern zone The Mall Bangkapi 1,311,430 23% 101 

Bangkok-Thonburi northern zone Seacon Square 806,428 14% 62 

Bangkok-Thonburi southern zone Central Plaza Rama 2 946,022 17% 75 

Total 6 shopping malls 5,696,409 100% 443 

3.4 Data analysis 

3.4.1 Level of agreement analysis 

The ordinal scale was applied in the questionnaire from section 2 to section 5. 

The Five-point Likert Scale is one of the most popular and reliable measurement 

scales in research. The level of agreement used to collect and analyse the data 

followed the formula shown below: 

(5-1)/5=0.8 

    According to above calculation, the range of scores used in this research is 

determined by the level of agreement of each variable as follows: 

1.00-1.80 are considered as strongly disagree  

1.81-2.60 are considered as disagree 

2.61-3.40 are considered as neutral  

3.41-4.20 are considered as agree  

4.21-5.00 are considered as strongly agree  
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Besides the level of agreement analysis, the collected data also went through 

descriptive statistics analysis, Confirmatory Factor Analysis (CFA), correlation and 

discriminant validity analysis and Structural Equation Modeling (SEM) for testing 

hypothesis.  

3.4.2 Descriptive analysis 

The nominal scale was applied in the personal information section of the 

questionnaire. Descriptive analysis was used in the demographic section to analyse 

the personal information. Based on the collected data, the descriptive feature of the 

data, the frequency of gender, age, education level, occupation, income and ice cream 

brand category were calculated, describing the general information of the data that 

used in this research. 

3.4.3 Confirmatory factor analysis (CFA) 

CFA statistic is a form of structure equation modeling used to test whether the 

proposed theory or the model based on a priori theory best fits (Williams et al., 2010). 

Hair et al. (2006) also suggest that CFA is a way to test whether the hypothesized 

structure is confirmed in research or not and show how the variables are mathed the 

actual data. Before assessing the structural model, the measurement model must be 

evaluated. 
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3.4.4 Correlation and Discriminant validity analysis 

Correlation analysis refers to the measure of the relationship between two 

variables. Discriminant validity refers to the distinctiveness of different constructs 

(Campbell & Fiske, 1959). 

3.4.5 Hypothesis testing 

Structural Equation Modeling (SEM) is a complex technique analytical tool used 

in quantitative analysis research to examine the hypothesis. SEM is a statistical model 

used to explain the relationship among multiple variables and to estimate the 

interrelationships among each variable. In this research, the structure relationship 

among social environment, perceived value, customer satisfaction and repurchase 

intention will be analysed by AMOS program and evaluated by indicator chi-square/ 

degree of freedom (x2/df), Goodness of Fit Index (GFI), Adjusted Goodness of Fit 

Index (AGFI), Tucker Lewis Index (TLI), Incremental Fit Index (IFI), Comparative 

Fit Index (CFI) and Root Mean Square Error of Approximation (RMSEA). All these 

indicators acceptable values are shown in Table 3.1 
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Table 3. 12 Definition of Index 

Model-Fit index Recommended Acceptable level Reference 

x2/ df x2/df < 3 indicates an adequate fit Gatignon, (2003)  

Straub, (1989)  

GFI Ranges between 0 to 1 and higher value indicating 

better fit, GFI >0.8 acceptable, GFI >0.9 good fit 

Baumgartner and Hombur, 

(1996)  

 

AGFI 

Ranges between 0 to 1 and higher value indicating 

better fit, GFI >0.8 acceptable, AGFI >=0.9 is 

indicating good fit relative to the baseline model. 

Baumgartner and Hombur, 

(1996) 

TLI Ranges between 0 to 1 and large value indicating 

better fit, TLI>=0.9 is accept value. 

Hu and Bentler, (1999) 

IFI Ranges between 0 to 1 and large value indicating 

better fit, IFI >=0.9 is accept value. 

Bentler, (1990)  

CFI Ranges between 0 to 1 and higher value indicating 

better fit, CFI >=0.9 is accept value. 

Bentler, (1990) 

Hu and Bentler, (1999) 

 

RMSEA 

The bounded of RMSEA is below by 0 

RMSEA < 0.05 represent excellent fit. 

RMSEA <=0.08 as a cut off criterion. 

Hu and Bentler, (1999) 

Browne and Cudeck,(1993) 

McDonald and Ho, (2002) 
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CHAPTER 4 

DATA ANALYSIS AND RESEARCH RESULT 

 

Data analysis is one of the most important parts of a research as it presents the 

result of the research. In this chapter, we look at the analysis of the data collected and 

present the result. The data analysis consists of five sections described analysis, level 

of agreement analysis, confirmatory factor analysis, correlation and discriminant 

validity analysis and hypothesis testing. Descriptive analysis is used for the 

demographic section to analyse the personal information. The level of agreement 

analysis is used to determine the level of agreement of each variable. Confirmatory 

factor analysis is used to test whether the model based on a priori theory is the best fit. 

Correlation and discriminant validity analysis is used to measure the relationships 

among variables. The hypothesis testing section uses Structural Equation Modeling 

(SEM) for the analysis. The contents of chapter 4 are as follows: 

4.1 Reliability and Validity 

   4.1.1 Reliability 

   4.1.2 Validity 

4.2 Descriptive of demographic characteristics 

4.3 Level of agreement analysis 

4.4 Confirmatory factor analysis 

   4.4.1 Confirmatory factor analysis of social environment 

   4.4.2 Confirmatory factor analysis of perceived value  
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   4.4.3 Confirmatory factor analysis of customer satisfaction 

   4.4.4 Confirmatory factor analysis of repurchase intention 

4.5 Correlation and Discriminant validity analysis 

4.6 Hypothesis testing  

   4.6.1 Model fit test 

   4.6.2 Hypothesis test 

4.7 Summary of hypothesis 

4.1 Reliability and Validity 

Reliability is the ability of an instrument to measure the attributes of a variable or 

the construct consistently in a research. Validity is the extent to which an instrument 

measures the attributes of a concept accurately. Reliability and validity have a 

profound influence on the research findings, as these two indicates are critical to a 

research (LoBiondo-Wood & Haber, 2010). In this paper, the questionnaire used has 

been modified and developed, to make sure it is appropriate to be used as an 

instrument in the study, next will be evidence reliability and validity of instruments. 

4.1.1 Reliability 

Reliability is one of the major criteria and one of the most important indicates for 

evaluating research instruments, as it is measures the internal consistency of the 

model (Chatzoglou et al., 2011). In this paper, Cronbach’s alpha has been used to test 

the reliability of the research instuments. Cronbach’s alpha is the most commonly 
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used tool for test of reliability. Cronbach’s alpha ranges from 0 to 1.00 and the higher 

the value the better it is. A high value means high consistency and high variance. High 

variance means there is a wide spread of score and easier to differentiate. According 

to Nunnally (1978) the minimum value of Cronbach’s alpha that is acceptable is 0.6. 

In addition, Fornell and Larcker (1981) suggest that the value of Cronbach’s alpha 

should be greater than 0.7 to be considered acceptable. 

SPSS 22.0 has been applied to analyse Cronbach’s alpha, (see result in table 4.1).  

All the variables have scores higher than 0.7 and some score even higher than 0.9. 

The result shows that all of the variables have good reliability and based on those 

indicators, we believe all the variables with higher reliability in the questionnaire of 

research. 

Table 4. 1 Reliability test using Cronbach’s alpha 

Variables Numbers of items Cronbach’s alpha 

Social employee  (Se) 5 0.910 

Customer climate (Cc) 3 0.831 

Physical environment (Pe) 6 0.877 

Product (Pro) 3 0.874 

Price (Pri) 3 0.854 

Brand image (Bi) 4 0.843 

Service quality (Sq) 4 0.922 

Customer satisfaction (Cs) 7 0.900 

Repurchase intention (Ri) 5 0.916 
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4.1.2 Validity 

Validity is an important indicator for test quality of any research instrument. 

Validity is the statistical test the accurately that what is used for measure in research. 

(Davidshofer & Murphy, 2005). Validity focuses on the relationship between the 

concept and indicator as mentioned in a previous study (Nunnally, 1978). Validity can 

be measured in many ways, and this paper uses Exploratory Factor Analysis (EFA) to 

test the validity of the questionnaire. First, Kaiser-Meyer-Olkin (KMO) is used to 

measure the sampling adequacy, and Bartlett’s Test of Sphericity is used to determine 

whether the sample is appropriate for variable analysis (Andersen & Herbertsson, 

2003). The KMO index ranges from 0 to 1.00 and the minimum accepted value is 0.5 

(Kaiser, 1974; Hair et al., 1995; Tabachnick & Fidell, 2007), and Bartlett’s Test of 

Sphericity should be of significant level (p<0.05) to be considered suitable for factor 

analysis (Hair et al., 1995; Tabachnick & Fidell, 2007). Total Variance Explained 

shows the percentage of variables explained by all the factors (Zikmund et al.,2013). 

Next cumulative percentage of variance, provided Total Variance Explained (TVE) for 

each factor, according to Hair et al. (1995) TVE value as low as 50%-60% and the 

TVE scores exceed the minimum value the factor considered meaningful. Factor 

loading is one indicator that shows strongly correlated a measured variable is with 

that factor (Zikmund et al.,2013). Factor loading indicates the relative importance of 

each item to each factor, they are considered as correlations for item and factors. 

According to Straub (1989), factor loadings’ cut-off value is 0.5 , a loading more than 

0.5 is considered adequete and a high score indicates that the item has a relatively 
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high correlation with factor present a good representative. Validity analysis result of 

this research shows the following: 

 

Table 4. 2 KMO and Bartlett’s Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy .953 

 

Bartlett’s Test of Sphericity 

Approx. Chi-Square 12345.412 

 
df 

780 

Sig. 
.000 

Table 4.2 presents the result of KMO and Bartlett’s Test, and according to the 

above data, the KMO value is 0.958, which is much higher than the minimum 

accepted value of 0.5. It means that the survey instrument can be used for research. In 

addition, Bartlett’s Test of Sphericity result presents a large chi-square and the 

significance probability is 0.000 (p<0.01). This rejects Bartlett’s Test of Sphericity’s 

initial hypothesis which shows a better validity of this survey instrument and is 

suitable for factor analysis.  

Principal Component Analysis and orthogonal factor rotation method are applied 

for factor analysis, then the characteristic value is selected, which is not less than 1 

from all the factors. The analysis result is presented in table 4.3. There are nine 

common factors that have value not less than 1 and the TVE value of those nine 

common factors is at the rate at 72.88%, greater than acceptable value of 60%. This 

means those nine common factors are relatively high representatives of the number of 

factors. Moreover it matches the number of beginning expected measurement 

dimension. 
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Table 4. 3 Total Variance Explained 

Extraction Method: Principal Component Analysis 

 

Based on the knowledge of factor loading and the result presented in table 4.4, 

all the various items match the beginning questions of this research with expected 

number of measuring dimension, and all the items’ value exceed the factor loading 

cut-off value of 0.5. Many items’ values are higher than 0.7 some items’ values 

exceed 0.8. This result proves a good result of validity. 

All these tests support the reliability and validity of the research instrument, thus it 

can safely be used in next stage of analysis. 

 

 

 

 

 

 

component 

Initial Eigenvalues 

Extraction Sums of Squared 

Loadings 

Rotation Sums of Squared 

Loadings 

Total 

% of 

Variance Cumulative % Total 

% of 

Variance Cumulative % Total 

% of 

Variance Cumulative % 

1 16.640 41.601 41.601 16.640 41.601 41.601 4.105 10.263 10.263 

2 2.738 6.844 48.445 2.738 6.844 48.445 3.969 9.923 20.186 

3 1.993 4.982 53.427 1.993 4.982 53.427 3.958 9.896 30.082 

4 1.860 4.651 58.078 1.860 4.651 58.078 3.823 9.556 39.638 

5 1.400 3.500 61.578 1.400 3.500 61.578 3.148 7.870 47.509 

6 1.266 3.164 64.742 1.266 3.164 64.742 3.012 7.530 55.039 

7 1.134 2.834 67.577 1.134 2.834 67.577 2.428 6.071 61.109 

8 1.116 2.790 70.367 1.116 2.790 70.367 2.418 6.045 67.154 

9 1.005 2.513 72.880 1.005 2.513 72.880 2.290 5.726 72.880 
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Table 4. 4 Rotated Component Matrix 

 1 2 3 4 5 6 7 8 9 

Cs6 .690         

Cs3 .671         

Cs4 .662         

Cs7 .656         

Cs5 .654         

Cs1 .624         

Cs2 .580         

Ri3  .811        

Ri4  .769        

Ri2  .762        

Ri5  .692        

Ri1  .646        

Se4   .817       

Se3   .796       

Se5   .765       

Se2   .733       

Se1   .710       

Pe4    .719      

Pe3    .682      

Pe1    .658      

Pe5    .654      

Pe6    .637      

Pe2    .623      

Bi2     .815     

Bi1     .784     

Bi4     .696     

Bi3     .654     

Sq2      .734    

Sq4      .732    

Sq3      .732    

Sq1      .649    

Pri1       .766   

Pri2       .744   

Pri3       .698   

Pro2        .791  

Pro1        .781  

Pro3        .740  

Cc2         .814 

Cc3         .782 

Cc1         .718 
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The total number of questionnaires collected from six shopping malls is 443. 17 

questionnaires were invalid could not be used for analysis, so the actual number of 

questionnaires that were used for data analysis is 426.  

4.2 Descriptive of demographic characteristics   

The demographic section of the questionnaire consists of gender, age, education 

level, occupation, monthly income and the brand of ice cream franchise. The 

demographic detail of the 426 respondents was divided into two parts, which are 

frequency and percentage. Descriptive details are presented in the following: 

 

Table 4. 5 Descriptive analysis of gender 

Gender 

Demographics Frequency Percentage 

Male 163 38.3% 

Female 263 61.7% 

Total  426 100% 

  

The gender category composes of male and female. There were 163 male 

respondents, representing 38.3% of the total number of respondents and 263 female 

respondents, making up 61.7% of total number of respondents.  
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Table 4. 6 Descriptive analysis of Age 

Age 

Demographic Frequency Percentage 

15-24 153 35.9% 

25-34 197 46.2% 

35-44 57 13.4% 

45-60 19 4.5% 

Total  426 100% 

In terms of age, the respondents were separated into four groups. Table 4.6 

presents how the majority of respondents lies within age group aged 25-34 years. This 

is made up of 197 respondents which is 46.2% of the total number of respondents. 

The second largest group was the group aged 15-24 years, with 153 respondents 

(35.9%), followed by the group aged 35-44 years with 57 respondents (13.4% ) and 

the smallest group was the group aged 45-60 years with 19 respondents ( 4.5%).  

 

Table 4. 7 Descriptive analysis of education level 

Education level      

Demographic Frequency Percentage 

High school/lower    60 14.1% 

Bachelor 286 67.1% 

Master   69 16.2% 

Ph.D. 6 1.4% 

Others 5 1.2% 

Total  426 100% 

The education level has five different categories as shown in table 4.7, and most 

of the respondents had at least graduated with a bachelor’s degree with 286 
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respondents which is 67.1% of the total respondents. 69 respondents has Master’s 

degree which is 16.2% of the total respondents. 60 respondents finished high school 

or less which is 14.1% of the total respondents. Those with Ph.D. is in the minority 

with 6 respondents or 1.4% of the total respondents, and 5 respondents or 1.2% of the 

total respondents did not belong to any of the specified categories. 

 

Table 4. 8 Descriptive analysis of occupation 

Occupation 

Demographic Frequency Percentage 

Students 91 21.4% 

Company staff 228 53.5% 

Business owner   37 8.7% 

Government officer      20 4.7% 

Others 50 11.7% 

Total  426 100% 

Of the five main types of occupation as shown in table 4.8, company staff is the 

most common with 228 respondents or 53.3% of the total respondents 91 respondents 

or 21.4% of the respondents are students and 37 are business owners, making up 8.7% 

or the respondents. 20 of the respondents or 4.7% were government officers and 50 

respondents or 11.7% answered others’ without specifying their occupation.   
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Table 4. 9 Descriptive analysis of monthly income 

Monthly income  

Demographic Frequency Percentage 

No income            71 16.8% 

less than15,000 Baht    97 22.8% 

15,000-19,999 Baht 87 20.4% 

20,001-30,000 Baht 82 19.2% 

30,001-40,000Baht 38 8.9% 

40,001-50,000 Baht 18 4.2% 

Above 50,000 Baht 33 7.7% 

Total  426 100% 

 

Respondents were asked to indicate their monthly income amongst the 7 given 

income levels. There are 71 respondents with no monthly income, which is 16.8% of 

the total respondents. The majority group is made up of 97 respondents or 22.8% of 

the total respondents, with monthly income of less than 15,000 Baht. The second 

largest group is made up of 87 respondents, or 20.4% of the total respondents, with 

monthly income of 15,000-19,999 Baht. The third largest group is made up of 82 

respondents, or 19.2% of the total respondents, with monthly income of 

20,001-30,000 Baht. There are 38 respondents with monthly income of 30,001-40,000 

Baht, making up 8.9% of the total respondents, with monthly income of 

40,001-50,000 Baht. And 33 respondents, or 7.7% of the total respondents have 

monthly income above 50,000 Baht.   
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Table 4. 10 Descriptive analysis of brand of ice cream franchise 

Brand of ice cream franchise 

Demographic Frequency Percentage 

Baskin Robbins       13 3.1% 

Cold Stone 25 5.9% 

Swensen’s 339 79.5% 

Hӓagen-Dazs 31 7.3% 

Ice Monster 12 2.8% 

Bud’s 6 1.4% 

Total  426 100% 

 

Amongst the six ice cream franchises, Swensen’s is the most popularly 

frequented, with e 339 respondents of 79.5% of the total respondents. This is followed 

by Hӓagen-Dazs with 31 respondents or 7.3% of the total respondents. Cold Stone 

was frequented by 25 respondents of 5.9% of the total respondents. And 13 

respondents frequently Baskin Robbins, or 3.1% of the total respondents. There are 12 

respondents who frequented Ice Monster or 2.8% of the total respondents. And 6 

respondents, which is 1.4% of the total respondents, frequented Bud’s, making it the 

least frequented ice cream franchise amongst the respondents.   

 

4.3 Level of agreement analysis 

    Table 4.11 shows the result of the level of agreement analysis based on the 

observation result. It is found that all the variables were described as agree, and the 

details of the analysis are presented in the following. 

Service employees as an independent variable had a mean of 3.826 described as 
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agree. Service environment included five items, including speaking voice of staff, 

speaking rhythmic of staff, smiling of staff, eyes contact of staff and greeting of staff. 

Speaking voice of staff had a mean of 3.720 described as agree. Speaking rhythmic of 

staff had a mean of 3.667 described as agree. Smiling of staff had a mean of 3.960 

described as agree. Eye contact of staff had a mean of 3.768 described as agree and 

greeting of staff had a mean of 4.021 described as agree. 

Customer climate as an independent variable had a mean of 3.544 considered as 

agree. Customer climate is divided into three items, including other customers’ 

impression, other customers not affect service and other customers’ behavior. Other 

customers’ impression had a mean of 3.420 considered as agree. Other customers not 

affect service had a mean of 3.582 considered as agree. Other customers’ behavior had 

a mean of 3.629 considered as agree. 

Physical environment as an independent variable had a mean of 3.905 considered 

as agree. Physical environment was described by six different elements layout, 

facilities, color, light air temperature and scent. Layout had a mean of 3.967 

considered as agree. Facilities had a mean of 4.005 considered as agree. Color had a 

mean of 3.948 considered as agree. Light had a mean of 3.808 considered as agree. 

Air temperature had a mean of 3.831 considered as agree and scent had a mean of 

3.873 considered as agree. 

Product as an independent variable had a mean of 4.123 high determined as agree. 

Product was divided into three items, which is taste of product, menu variety and 

product cleanness. Taste of product had a mean of 4.167 determined as agree. Menu 
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variety had a mean of 4.061 determined as agree. Product cleanness had a mean of 

4.143 determined as agree. 

Price as an independent variable had a mean of 3.777 described as agree. Price 

included three items, which includes reasonable price, value for money and good 

price range. Reasonable price had a mean of 3.716 described as agree. Value for 

money had a mean of 3.819 described as agree. Good price range had a mean of 3.796 

described as agree. 

Brand image as an independent variable had a mean of 4.051 high determined as 

agree, it included four items brand is well established, brand has a clean image, brand 

image is differentiated from other brands and trust of brand. The result presents all as 

agree. Brand is well established had a mean of 4.169 determined as agree. Brand has a 

clean image had a mean of 4.108 determined as agree. Brand image is differentiated 

from other brands had a mean of 3.876 determined as agree. Trust of brand had a 

mean of 4.819 determined as agree. 

Service quality as an independent variable had a mean of 3.903 considered as 

agree. Service quality consists of four dimensions staff response to requests, staff 

explanation of the menu, staff communication skills and staff politeness, The mean 

score all of four dimensions were considered as agree. Staff response to requests had a 

mean of 3.903 considered as agree. Staff explanation of the menu had a mean of 3.822 

considered as agree. Staff communication skills had a mean of 3.857 considered as 

agree and staff politeness had a mean of 3.967 considered as agree. 

Customer satisfaction has a special role, as it is as both an independent variable 
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and a dependent variable. Its mean was 3.846 described as agree. Customer 

satisfaction includes seven items service employee, other customers, physical 

environment, service quality, product, price and overall satisfaction of brand. Service 

employee had a mean of 3.899 determined as agree. Other customers had a mean of 

3.624 determined as agree. Physical environment had a mean of 3.878 determined as 

agree. Service quality had a mean of 3.862 determined as agree. Product had a mean 

of 3.958 determined as agree. Price had a mean of 3.754 determined as agree. Overall 

satisfaction of brand had a mean of 3.951 determined as agree. 

Repurchase intention as a dependent variable had a mean of 3.716 considered as 

agree. Repurchase intention includes five dimensions purchase this brand again, say 

positive things about brand, recommend brand to friends, willing to spend more on 

brand and remain loyal to brand. The result all of the dimensions were considered as 

agree. Purchase this brand again had a mean of 3.826 considered as agree. Say 

positive things about brand had a mean of 3.707 considered as agree. Recommend 

brand to friends had a mean of 3.728 considered as agree. Willing to spend more on 

brand had a mean of 3.545 considered as agree and remain loyal to brand had a mean 

of 3.777 considered as agree 
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Table 4. 11 Level of agreement 

Item 

 

 

Mean Std. 

Deviation 

Level of 

agreement 

 Item Mean Std. 

Deviation 

Level of 

agreement 

Service employees (Se) 3.826 0.800 Agree  Brand image (Bi) 4.051 0.698 Agree 

Speaking voice of staff (Se1) 3.720 0.951 Agree  Brand is well established. (Bi1) 4.169 0.782 Agree 

Speaking rhythm of staff (Se2) 3.667 0.895 Agree  Brand has a clean image. (Bi2) 4.108 0.793 Agree 

Smile of staff (Se3) 3.960 0.951 Agree  Brand image is differentiated from other  

brands. (Bi3) 

3.876 0.858 Agree 

Eye contact of staff (Se4) 3.768 0.956 Agree  Trust of brand (Bi4) 3.819 0.891 Agree 

Greeting of staff (Se5) 4.021 0.914 Agree  Service quality (Sq)  3.903 0.708 Agree 

Customer climate(Cc) 3.544 0.819 Agree  Staff response to requests. (Sq1) 3.965 0.789 Agree 

Other customers’ impression (Cc1) 3.420 0.938 Agree  Staff explanation of the menu (Sq2) 3.822 0.792 Agree 

Other customers do not affect service (Cc2) 3.582 0.938 Agree  Staff communication skills. (Sq3) 3.857 0.786 Agree 

Other customers’ behavior (Cc3) 
3.629 0.965 Agree  Staff politeness (Sq4) 3.967 0.778 Agree 

Physical environment (Pe) 3.905 0.624 Agree  Customer satisfaction (Cs) 3.846 0.621 Agree 

Layout (Pe1) 3.967 0.760 Agree  Service employee (Cs1) 3.899 0.768 Agree 

Facilities (Pe2) 4.005 0.851 Agree  Other customers (Cs2) 3.624 0.829 Agree 

Color (Pe3) 3.948 0.737 Agree  Other customers (Cs2) 3.624 0.829 Agree 

Light (Pe4) 3.808 0.758 Agree  Physical environment (Cs3) 3.878 0.791 Agree 

Air temperature (Pe5) 3.831 0.826 Agree  Service quality (Cs4) 3.862 0.789 Agree 

Scent (Pe6) 3.873 0.822 Agree  Product (Cs5) 3.958 0.775 Agree 

Product (Pro) 4.123 0.680 Agree  Price (Cs6) 3.754 0.813 Agree 

Taste of product (Pro1) 4.167 0.747 Agree  Overall satisfaction of brand (Cs7) 3.951 0.732 Agree 

Menu variety (Pro2) 4.061 0.777 Agree  Repurchase intention (Ri) 3.716 0.739 Agree 

Product cleanness (Pro3) 4.143 0.758 Agree  Purchase this brand again. (Ri1) 3.826 0.793 Agree 

Price (Pri) 3.777 0.754 Agree  Say positive things about brand (Ri2) 3.707 0.865 Agree 

Reasonable price (Pri1) 3.716 0.874 Agree  Recommend brand to friends. (Ri3) 3.728 0.843 Agree 

Value for money (Pri2) 3.819 0.828 Agree  Willing to spend more on brand. (Ri4) 3.545 0.904 Agree 

Good price  range (Pri3) 3.769 0.869 Agree  Remain loyal to brand (Ri5) 3.777 0.862 Agree 
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4.4 Confirmatory factor analysis 

Confirmatory factor analysis (CFA) is one form of structure equation modeling. 

Based on the knowledge or theory research postulates construct, CFA allows the 

researcher to test the proposed theory or hypothesis of whether a relationship 

between the observed variables under the construct exists. CFA analysis relies on 

several statistical tests to determine whether the construct fits the data. Usually 

chi-square/ degree of freedom (x2/df), goodness of fit index (GFI), Adjusted 

Goodness of Fit Index (AGFI), Tucker Lewis Index (TLI), Incremental Fit Index 

(IFI), Comparative Fit Index (CFI) and Root Mean Square Error of Approximation 

(RMSEA) above parameter values are used to determined the model. If 

Chi-square/df ratio > 3 indicates an inadequate fit, the test result must be less than 3. 

The bounded of Root Mean Square Error of Approximation (RMSEA) is below zero, 

and the RMSEA values is less than 0.05 which indicates that the model is a good fit, 

as values between 0.05 to 0.08 indicates that the model is of adequate fit, and values 

between 0.08 to 0.10 indicates that the model is of mediocre fit. The test result is not 

accepted if the value is bigger than one and the general agreement is that values of 

less than 0.05 are considered as good model and 0.08 is the model acceptable cut off 

point. As for the Goodness of Fit Index (GFI) and Adjusted Goodness of Fit Index 

(AGFI) the range of values is between zero to one with higher values indicating 

better fit. Values higher than 0.8 is acceptable for both GFI and AGFI. GFI values of 

0.9 or greater than 0.9 means the model is a good fit, and values of AGFI greater 
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than 0.9 indicates good fit. For Tucker Lewis Index (TLI), Incremental Fit Index 

(IFI) and Comparative Fit Index (CFI), the value ranges from zero to one with large 

values indicating better fit, and less 0.9 is the acceptable value of those three 

indicators. The Confirmatory factor analysis results of this research are presented 

below.  

4.4.1 Confirmatory factor analysis of social environment 

             

 

Figure 4. 1Confirmatory factor analysis of social environment 

Social environment is composed of two dimensions, which is social 

environment and customer climate. There are five questions regarding social 

environment and three questions on customer climate. The execution analysis is 

shown in Figure 4.1 and the fit test result is shown in Table 4.12. 
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Table 4. 12 Fit test of social environment 

2 /df GFI AGFI TLI IFI CFI RMSEA 

4.521 0.952 0.908 0.955 0.970 0.970 0.091 

According to above result, x2/df=4.521, which is higher than 3, RMSEA=0.091 

which is greater than 0.08. Therefore, the model need to amendment closed to good 

fit. Go to modification indices that found modification residual can reduce 

chi-square value and add a correlation path between two residuals is the way to 

reduce chi-square value. Table 4.13 shows the details of modification.  

Table 4. 13 Modification indicates of model social environment 

   
M.I. Par Change 

E2 <--> E1 33.624 0.127 

Note: Modification Indices (M.I.); Parameter change (Par change) 

After adding a correlation path between E1 and E2, execution analysis is done 

one more time, and the result is presented below. 

              

Figure 4. 2 Confirmatory factor analysis of social environment after adjustment 
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Table 4.14 is the result of fit test after the model had been adjusted. Based on the 

result x2/df=2.831 less than 3, RMSEA=0.066 less than 0.08, GFI, AGFI, TLI, IFI 

and CFI are higher than 0.9. All the indicators’ values met the acceptable value and 

some were close to perfect value which means a good fit of model. 

Table 4. 14 Fit test of social environment after adjustment of model 

2 /df GFI AGFI TLI IFI CFI RMSEA 

2.831 0.971 0.943 0.977 0.985 0.985 0.066 

 

Table 4.15 presents model estimates and based on the results Standardized 

Factor Loading were all higher than 0.6, not exceeding 0.95, the errors were positive 

and significant. Customer climate’s (Cc) composite reliability is 0.837, Social 

environment’s (Se) composite reliability is 0.908 all large than 0.7 ( Fornell & 

Larcker, 1981). Customer climate’s Average Variance Extracted is 0.632 and Social 

environment’s Average Variance Extracted is 0.667. Both were greater than 0.5 

( Fornell & Larcker, 1981), so no items need to be removed.  

Table 4. 15 Estimates model of social environment 

Dim  Items Un.STD S.E. 
C.R.

（t-value) 
P STD CR AVE 

Cc 

Cc1 1 
   

0.697 

0.837 0.632 Cc2 1.21 0.081 14.868 *** 0.844 

Cc3 1.233 0.083 14.807 *** 0.836 

Se 

Se1 1.034 0.064 16.06 *** 0.683 

0.908 0.667 

Se2 1 
   

0.702 

Se3 1.335 0.078 17.147 *** 0.882 

Se4 1.398 0.079 17.76 *** 0.919 

Se5 1.263 0.075 16.916 *** 0.869 

Note: *** (P<0.001) Dimensions (Dim),Unstandardized Estimate (Un.STD), Standardized Error (S.E), Critical Ratio (C.R. T-value), 

Significance Difference(P value), Standardized Estimate (STD), Composite reliability (CR), Average Variance Extracted(AVE) 
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4.4.2 Confirmatory factor analysis of perceived value 

 
 

Figure 4. 3 Confirmatory factor analysis of perceived value 

 

Perceived value is described by five factors, namely physical environment, 

product, price, brand image and service quality. There are six questions on physical 

environment, three questions on product, three questions on price, four questions on 

brand image and four questions on service quality, making it a total of twenty 

questions in the model. Execution analysis is shown in Figure 4.3 and fit test result is 

shown in Table 4.16. 
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Table 4. 16 Fit test of perceived value 

2 /df GFI AGFI TLI IFI CFI RMSEA 

2.706 0.903 0.873 0.943 0.952 0.952 0.063 

Based on the result x2/df=2.706 less than 3, GFI=0.903 higher than 0.9, 

AGFI=0.873 higher than acceptable value 0.8, TLI=0.943 higher than 0.9, IFI=0.952 

higher than 0.9 and CFI =0.952 higher than 0.9. RMSEA=0.063 less than 0.08. All 

the indicators’ values met the acceptable value and some were close to perfect value 

which means good fit of model. 

Table 4. 17 Estimates model of perceived value 

Dim Items Un.STD S.E. 
C.R.

（t-value) 
P STD CR AVE 

Bi 

Bi1 1.272 0.091 13.924 *** 0.867 

0.851 0.595 
Bi2 1.358 0.096 14.202 *** 0.913 

Bi3 1 
   

0.621 

Bi4 1.069 0.095 11.196 *** 0.639 

Pe 

Pe1 0.96 0.059 16.224 *** 0.741 

0.878 0.546 

Pe2 1.094 0.066 16.566 *** 0.753 

Pe3 1 
   

0.796 

Pe4 0.852 0.06 14.078 *** 0.659 

Pe5 0.991 0.065 15.225 *** 0.703 

Pe6 1.084 0.063 17.101 *** 0.773 

Pri 

Pri1 1.35 0.088 15.358 *** 0.886 

0.864 0.684 Pri2 1.314 0.085 15.534 *** 0.911 

Pri3 1 
   

0.660 

Pro 

Pro1 0.962 0.045 21.287 *** 0.856 

0.875 0.700 Pro2 0.903 0.049 18.597 *** 0.773 

Pro3 1 
   

0.877 

Sq 

Sq1 0.967 0.04 24.478 *** 0.857 

0.922 0.749 
Sq2 0.977 0.039 24.783 *** 0.863 

Sq3 1 
   

0.890 

Sq4 0.946 0.039 24.08 *** 0.850 

Note: *** (P<0.001) 

Dimensions (Dim), Unstandardized Estimate (Un.STD), Standardized Error (S.E), Critical Ratio (C.R. T-value), Significance 

Difference(P value), Standardized Estimate (STD), Composite reliability (CR), Average Variance Extracted(AVE) 
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Table 4.17 shows the result of perceived value model estimates. According to 

the result, standardized Factor Loading were all higher than 0.6, not exceeding 0.95. 

The errors were positive and significant. Brand image’s (Bi) composite reliability is 

0.837 higher than 0.7. Physical environment’s (Pe) composite reliability is 0.908 

large than 0.7. Price’s (Pri) composite reliability is 0.864 large than 0.7. Product’s 

(Pro) composite reliability is 0.875 large than 0.7. Service quality’s (Sq) composite 

reliability is 0.922 large than 0.7. Moreover, Brand image’s Average Variance 

Extracted is 0.595, Physical environment’s Average Variance Extracted is 0.546, 

Price’s Average Variance Extracted is 0.684, Product’s Average Variance Extracted is 

0.700 and Service quality’s Average Variance Extracted is 0.749. All the values are 

larger than 0.5, so no items need to be removed. 

4.4.3 Confirmatory factor analysis of customer satisfaction 

                 

 

Figure 4. 4 Confirmatory factor analysis of customer satisfaction 
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In the model, there seven questions on customer satisfaction and the execution 

analysis is shown in Figure 4.4 and fit test result is shown in Table 4.18 

Table 4. 18 Fit test of customer satisfaction 

2 /df GFI AGFI TLI IFI CFI RMSEA 

2.900 0.973 0.946 0.974 0.983 0.983 0.067 

 

According to the result shown in table 4.18, the value of GFI, AGFI, TLI, IFI 

and CFI were 0.973, 0.946, 0.974, 0.983 and 0.983. All the value were higher than 

0.9. RMSEA=0.067 less than 0.08, x2/df=2.900 less than 3, All the indicators’ 

values indicates good fit of model. 

Table 4. 19 Estimates model of customer satisfaction 

Dimension 
 

Items Un.STD S.E. 

C.R.  

（t-valu

e) 

P 

 

STD CR AVE 

 

Customer  

satisfaction 

Cs1 1 
   

0.771 

0.901 0.566 

Cs2 0.985 0.067 14.798 *** 0.704 

Cs3 0.958 0.063 15.123 *** 0.717 

Cs4 0.946 0.063 14.933 *** 0.709 

Cs5 1 0.061 16.263 *** 0.764 

Cs6 1.07 0.064 16.632 *** 0.779 

Cs7 1.011 0.058 17.574 *** 0.817 

Note: *** (P<0.001) Dimensions (Dim), Unstandardized Estimate (Un.STD), Standardized Error (S.E), Critical 

Ratio (C.R. T-value), Significance Difference(P value), Standardized Estimate (STD), Composite reliability (CR),  

Average Variance Extracted(AVE) 

 

Table 4.19 presents the model estimates, and based on the results Standardized 

Factor Loading were all higher than 0.6 not exceeding 0.95, and the errors were 

positive and significant. Customer satisfaction’s (Cs) composite reliability is 0.901, 

higher than 0.7 and Average Variance Extracted is 0.566, which indicates that no 

items need to be removed.   
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4.4.4 Confirmatory factor analysis of repurchase intention 

In the model for repurchase intention, there are five questions and the execution 

analysis is shown in Figure 4.5 and fit test result is shown in Table 4.20. 

 

         

Figure 4. 5 Confirmatory factor analysis of repurchase intention 

In Table 4.20, the value of GFI = 0.975, AGFI = 0.871, TLI = 0.945, IFI = 0.973 

and CFI = 0.972. These five values all meet the acceptable value, another two values 

are not in acceptable value x2/df =9.506 large than 3 and RMSEA=0.141 exceed 

acceptable value 0.08, the model has to consider adjustments. 

Table 4. 20 Fit test of repurchase intention 

2 /df GFI AGFI TLI IFI CFI RMSEA 

9.506 0.957 0.871 0.945 0.973 0.972 0.141 

 

A check on the modification indices found that modification residual can reduce 

chi-square value and adding a correlation path between two residuals is the way to 

reduce chi-square value. Details of the modification are presented in Table 4.21.  
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Table 4. 21 Modification indicates of model repurchase intention 

   
M.I. Par Change 

E1 <--> E5 34.339 0.097 

Note: Modification Indices (M.I.); Parameter change (Par change) 

 

After adding a correlation path between E1 and E5, execution analysis is done 

one more time on model repurchase intention, and the result is presented below. 

    

 

Figure 4. 6 Confirmatory factor analysis of repurchase intention after adjustment 

 

According to the result in Table 4.22, after adjusting the model x2/df=2.871 

(less than 3), RMSEA=0.066 (less than 0.08), GFI=0.989 (higher than 0.9), 

AGFI=0.959 (higher than 0.9), TLI=0.988 (higher than 0.9), IFI=0.995 (higher than 

0.9) and CFI =0.995 (higher than 0.9). All the indicators’ values met the acceptable 

value and were close to perfect value, which indicates good fit of model 

Table 4. 22 Fit test of repurchase intention after adjustment of model 

2 /df GFI AGFI TLI IFI CFI RMSEA 

2.871 0.989 0.959 0.988 0.995 0.995 0.066 
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Table 4.23 presents the model estimates of repurchase intention. There are five 

questions on repurchase intention. The result shows that the Standardized Factor 

Loading of those five questions were all higher than 0.6 (less than 0.95), and the 

standardized errors were positive and significant. Repurchase intention’s (Ri) 

composite reliability is 0.912 (higher than 0.7) and Average Variance Extracted is 

0.678. Based on the result, no question needs to be removed.   

 

Table 4. 23 Estimates model of repurchase intention 

Dim Items Un.STD S.E. 
C.R.

（t-value) 
P STD CR AVE 

Ri 

Ri1 1 
   

0.7 

0.912 0.678 

Ri2 1.413 0.081 17.495 *** 0.906 

Ri3 1.4 0.079 17.72 *** 0.922 

Ri4 1.363 0.084 16.276 *** 0.836 

Ri5 1.13 0.066 17.139 *** 0.728 

Note: *** (P<0.001) 

Dimensions (Dim), Unstandardized Estimate (Un.STD), Standardized Error (S.E), Critical Ratio (C.R. T-value), Significance 

Difference(P value), Standardized Estimate (STD), Composite reliability (CR), Average Variance Extracted(AVE) 

4.5 Correlation and Discriminant validity analysis 

For research purposes, there are some relationships between variables and 

variables different from each other. Correlation analysis measures the relationship 

between two variables. Discriminant validity is used to measure whether the 

variables’ differences were statistical. Highly correlated in different constructs 

should not have, if highly correlated means they are measure the same thing.  
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Table 4. 24 Analysis of discriminant validity and correlation 

 
Semean Ccmean Pemean Promean Primean Bimean Sqmean Csmean Rimean 

Semean 0.817  
        

Ccmean .600** 0.795  
       

Pemean .485** .341** 0.739  
      

Promean .420** .262** .584** 0.837  
     

Primean .414** .344** .596** .528** 0.827  
    

Bimean .425** .269** .528** .467** .360** 0.771  
   

Sqmean .489** .397** .676** .548** .606** .501** 0.865  
  

Csmean .529** .455** .629** .512** .557** .515** .665** 0.752  
 

Rimean .512** .434** .542** .454** .519** .500** .606** .673** 0.823  

Note: diagonal is vale of AVE, under diagonal is correlation square. 

 

 

If two constructs are different from other, then the correlation square of those 

two should be less than the AVE value of both. As such, the correlation square of 

Semean and Ccmean is 0.600, less than Semean’s AVE value 0.817 and less than 

Ccmean’s AVE value 0.795. Based on the result that the variables were all positive 

correlation and distinguish between each other can move to next step of analysis. 

4.6 Hypothesis testing 

Structural Equation Modeling (SEM) is a statistical model used to explain the 

relationship among multiple variables and to estimate the interrelationships among 

each variable. In order to know the relationship among social environment, 

perceived value, customer satisfaction and repurchase intention, SEM is used to test 

the hypothesis. During the analysis, chi-square/ degree of freedom (x2/df), goodness 

of fit index (GFI), Adjusted Goodness of Fit Index (AGFI), Tucker Lewis Index 
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(TLI), Incremental Fit Index (IFI), Comparative Fit Index (CFI) and Root Mean 

Square Error of Approximation (RMSEA) would used as measurement index.   

Chi-square/df ratio < 3 indicates an adequate fit, the bounded of Root Mean 

Square Error of Approximation (RMSEA) is below zero, RMSEA values in general 

agreement that values less than 0.05 are considered as good model and 0.08 is the 

model acceptable cut off point. In Goodness of Fit Index (GFI), the range of values 

is between zero to one with higher value meaning better fit, acceptable value is 

higher than 0.8 and 0.9 or greater than 0.9 indicates that the model is a good fit. For 

Adjusted Goodness of Fit Index (AGFI), the range of values is between zero to one 

with higher value indicating better fit, higher than 0.8 is acceptable value and greater 

0.9 means good fit. For Tucker Lewis Index (TLI), Incremental Fit Index (IFI) and 

Comparative Fit Index (CFI), the value range is from zero to one where a large value 

means better fit, at less 0.9 is the acceptable value of those three indicators. The 

hypothesis testing execution is presented in Figure 4.7 and the fit test result is shown 

in Table 4.25. 
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4.6.1 Model fit test 

 

 

Figure 4. 7 Structural Equation Modeling testing hypothesis 

 

Based on the result presented in Table 4.25 x2/df=1.840 (less than 3) indicates 

an adequate fit, GFI=0.864, AGFI=0.846 (higher than acceptable value 0.8), 

TLI=0.945 (higher than 0.9), IFI=0.949 (higher than 0.9), CFI =0.949 (higher than 

0.9) and RMSEA=0.044 (less than 0.05). All the indicators’ values meet the 

acceptable value and some meet the perfect value which proves good fit of model. 

Table 4. 25 Fit test of conceptual framework 

2 /df GFI AGFI TLI IFI CFI RMSEA 

1.840 0.864 0.846 0.945 0.949 0.949 0.044 
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4.6.2 Hypothesis test 

There were five hypotheses in this research, which is H1: Social environment 

affects customer satisfaction. H2: Perceived value affects customer satisfaction. H3: 

Customer satisfaction affects repurchase intention. H4: Social environment affects 

repurchase intention. H5: Perceived value effects repurchase intention. Table 4.26 

presents the result of all the hypotheses. 

Table 4. 26 Result of hypothesis testing 

Hypothesized Path 
STD 

(β) 
Un.STD S.E. 

C.R.    

（t-value） 
P 

SMC 

(R-Square) 

Customer 

satisfaction 
<--- 

Social 

environment 
0.189 0.197 0.068 2.875 0.004 

0.698 

Customer 

satisfaction 
<--- 

Perceived 

value 
0.692 0.841 0.092 9.141 *** 

Repurchase 

intention 
<--- 

Customer 

satisfaction 
0.364 0.344 0.080 4.291 *** 

0.577 

Repurchase 

intention 
<--- 

Social 

environment 
0.167 0.164 0.068 2.417 0.016 

Repurchase 

intention 
<--- 

Perceived 

value 
0.296 0.340 0.104 3.262 0.001 

Note: *** (P<0.001) Standardized Estimate(STD); Unstandardized Estimate(Un.STD); Standardized Error(S.E), Critical 

Ratio(C.R.T-value), Significance Difference(P value),  Squared Multiple Correlations(SMC)  

 

H1: Social environment affects customer satisfaction. 

For hypothesis one, Standardized Estimate (β) is 0.189, Unstandardized 

Estimate (Un.STD) is 0.197, Standardized Error (S.E) is 0.068, Critical Ratio 

(C.R.T-value) is 2.875 and Significant Difference value is 0.004 (P<0.05). All 

indicators show that social environment is positively related to customer satisfaction.  
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H2: Perceived value affects customer satisfaction. 

For hypothesis two, the Standardized Estimate (β) is 0.692, Unstandardized 

Estimate (Un.STD) is 0.841; Standardized Error (S.E) is 0.092, Critical Ratio 

(C.R.T-value) is 9.141 and Significant Difference value is P<0.001. This shows that 

there is positive relationship between perceived value and customer satisfaction. 

H3: Customer satisfaction affects repurchase intention. 

Based on the result of the third of hypothesis Standardized Estimate (β) is 0.364, 

Unstandardized Estimate (Un.STD) is 0.344; Standardized Error (S.E) is 0.080, 

Critical Ratio (C.R.T-value) is 4.291 and Significant Difference value is P<0.001. All 

the indexes prove that customer satisfaction affects repurchase intention. 

H4: Social environment affects repurchase intention. 

The hypothesis fourth purpose that social environment affects repurchase 

intention. According to the result Standardized Estimate (β) is 0.167, Unstandardized 

Estimate (Un.STD) is 0.164; Standardized Error (S.E) is 0.068, Critical Ratio 

(C.R.T-value) is 2.417 and Significant Difference value is 0.016 (P<0.05). In other 

words, all the indicators support the hypothesis that social environment is positively 

related to repurchase intention. 

H5: Perceived value affects repurchase intention. 

The fifth hypothesis proposes that perceived value affects repurchase intention. 

Based on the result Standardized Estimate (β) is 0.296, Unstandardized Estimate 

(Un.STD) is 0.340; Standardized Error (S.E) is 0.104, Critical Ratio (C.R.T-value) is 

3.262 and Significant Difference value is 0.001 (P<0.05). All the indexes prove that 
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there is a positive relationship between perceived value and repurchase intention. 

In Table 4.26 perceived value and social environment are positively related to 

customer satisfaction. The R Square value is 0.698, which means that customer 

satisfaction can be adequately explained at 69.8% by perceived value and social 

environment. Meanwhile, perceived value, social environment and customer 

satisfaction have significant positive effect on repurchase intention. Perceived value, 

social environment and customer satisfaction can explain repurchase intention up to 

57.7%. In other words, the analysis results were supportive of the hypotheses in the 

research. 

4.7 Summary of hypotheses 

Table 4. 27 Summary result of hypothesis test 

Items Hypothesis Result 

H1 Social environment affects customer satisfaction Accepted 

H2 Perceived value affects customer satisfaction. Accepted 

H3 Customer satisfaction affects repurchase intention. Accepted 

H4 Social environment affects repurchase intention. Accepted 

H5 Perceived value affects repurchase intention. Accepted 

 

Going through all of analyses the results of hypothesis test are presented in 

Table 4.27. Hypothesis one: Social environment have effect on customer satisfaction 

rejects the initial hypothesis being accepted. Hypothesis two: Perceived value have 
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effect on customer satisfaction rejects the initial hypothesis being accepted. 

Hypothesis three: Customer satisfaction have effect on repurchase intention rejects 

the initial hypothesis being accepted. Hypothesis fourth: Social environment have 

effect on repurchase intention also rejects the initial hypothesis being accepted. 

Hypothesis five: Perceived value have effect on repurchase intention rejects the 

initial hypothesis being accepted. 
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CHAPTER 5 

CONCLUSION, DISCUSSION, AND RECOMMENDATION 

 

The report of the analysis results in chapter 4 are discussed in greater detail in 

chapter 5. The conclusion, discussion, implication of study, limitation of study and 

recommendation for future research would be presented. The contents of this chapter 

are as follow: 

5.1 Conclusion 

5.2 Discussion 

5.3 Implication of study 

5.4 Limitation of study 

5.5 Recommendation for future research 
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5.1 Conclusion 

This paper looks into social environment and perceived value, customer 

satisfaction and repurchase intention, in order to understand the relationship among 

these variables. A questionnaire was used as the instrument of research, and based on 

the random theory, 426 validity questionnaires were collect from the target 

population and used for analysis. Structural Equation Model (SEM) with Amos 

program were applied in the analysis. 

5.1.1 Demographic  

The analysis result of demographic characteristic presented that of the total 426 

respondents, 38.3% were male and 61.7% were female. The proportion of female 

respondents was a little bit higher than male. For the age group, those aged 25-34 

years made up 46.2% of the total respondents as the biggest group. Those aged 

15-24 made up 35.9% of the respondents. Those aged 35-44 years made up 13.4% 

and those aged 45-60 made up 4.5% and can be considered a minority age group. In 

other words, more than 80% of the respondents were below 35 years in age. For the 

education level, 67.1% graduated with a bachelor degree, 14.1% with a high school 

certificate or lower, 16.2% graduated with a master degree, 1.4% with a Ph.D. 

degree and 1.2% had other types of education. From the results, most of the 

respondents graduated with a bachelor degree and more than 80% of respondents 

had at least a high school certificate. Regarding occupation, 21.4% of respondents 

were students, 53.3% were company staff, 8.7% were business owners, 4.7% were 
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government officers and 11.7% were other forms of occupation. More than half of 

the respondents were company staff and students also formed a big proportion of the 

respondents. In terms of monthly income, 16.8% had no monthly income, 22.8% had 

less than 15,000 Baht in income, 20.4% had an income between 15,000-19,999 Baht, 

19.2% had income ranging between 20,001-30,000 Baht, 8.9% of income were 

between 30,001-40,000 Baht, 4.2% were between 40,001-50,000 Baht and 7.7% had 

an income, above 50,000 Baht. According to the results, more than 80% of 

respondents had a monthly income and 20.8% of respondents can be considered to 

have a high monthly income, which is income higher than 30,000 Baht. For the 

brand of ice cream franchise that respondents visited most often, 1.4% chose Bud’s, 

2.8% chose Ice Monster, 3.1% chose Baskin Robbins, 5.9% chose Cold Stone, 7.3% 

chose Hӓagen-Dazs and 79.5% chose Swensen’s, making it the brand that majority 

of respondents visited most often. This is because Swensen’s owns more than 75% of 

the marketing share of premium ice cream. It has more than 200 ice cream shops in 

Thailand and more than 90 of them are located in Bangkok (Swensen's, 2010). 

5.1.2 Level of agreement 

The survey instrument included nine dimensions which are service employees, 

customer climate, physical environment, product, price, brand image, service quality, 

customer satisfaction and repurchase intention. Social environment consists of five 

items and all mean score are described as agree. Social environment mean was 3.826 

and standard deviation was 0.800 described as agree. Customer climate mean was 
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3.544 and standard deviation was 0.819 described as level of agreement. Customer 

climate included three questions and all their mean scores were considered as agree. 

Physical environment included six items, which were layout, facilities, color, light, 

air temperature and scent. All of those items’ means were with high scores and 

considered as agree. Overall physical environment mean was 3.905 and standard 

deviation was 0.624 determined as level of agreement. Product consists of three 

questions and all the questions’ mean score were described as agree. Product mean 

was 4.123 and the standard deviation was 0.680, with high score of mean determined 

as level of agreement. Price was considered as level of agreement with mean of 

3.777 and standard deviation of 0.754. It included three items and each item was 

described as agree. Brand image consists of four questions and the result presents 

that all the items’ mean score were determined as agree. Overall, the mean of brand 

image was 4.051 and the standard deviation was 0.698, described as level of 

agreement. Service quality mean was 3.903 and the standard deviation was 0.708 

and considered as agree. There were four questions under service quality and all 

were described as agree. Customer satisfaction was special in the conceptual 

framework, as it was both an independent variable as well as a dependent variable. 

Customer satisfaction is described by seven items and the result shows all of seven 

items’ mean scores were considered as agree and the overall mean of customer 

satisfaction was 3.846 and standard deviation was 0.621, determined as level of 

agreement. For the last dimension, repurchase intention’s mean score was 3.716 and 

the standard deviation was 0.736, described as level of agreement. Repurchase 
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intention consists of five questions, and according to the result, all the questions’ 

mean scores were considered as agree. 

5.1.3 Confirmatory factor analysis 

Confirmatory factor analysis (CFA) consists of four parts which were 

confirmatory factor analysis of social environment, confirmatory factor analysis of 

perceived value, confirmatory factor analysis of customer satisfaction and 

confirmatory factor analysis of repurchase intention. The chi-square/degree of 

freedom (x2/df), goodness of fit index (GFI), Adjusted Goodness of Fit Index 

(AGFI), Tucker Lewis Index (TLI), Incremental Fit Index (IFI), Comparative Fit 

Index (CFI) and Root Mean Square Error of Approximation (RMSEA). A total of 

nine indicators were used to determine whether the model is a good fit or not. Based 

on the analysis result, the model of social environment, perceived value, customer 

satisfaction and repurchase intention were all described as good fit. The detail is as 

shown below: 

Confirmatory factor analysis of social environment model were x2/df=2.831, 

RMSEA=0.066, GFI=0.971, AGFI=0.943, TLI=0.977, IFI=0.985 and CFI=0.985. 

For above x2/df less than acceptable value 3, RMSEA less than 0.08, GFI, AGFI, 

TLI, IFI and CFI are higher than 0.9, the result presented that the model of social 

environment was a good fit. 

The result of analysis for the perceived value model proved that the model of 

perceived value was a good fit with the value x2/ df=2.706 less than 3, 
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RMSEA=0.063 less than 0.08, GFI=0.903 higher than 0.9, AGFI=0.873 higher than 

acceptable value 0.8, TLI=0.943 higher than 0.9, IFI=0.952 higher than 0.9 and CFI 

=0.952 higher than 0.9.  

The result of confirmatory factor analysis for customer satisfaction model were 

RMSEA=0.067, x2/df=2.900 , GFI=0.973, AGFI=0.946, TLI=0.974, IFI=0.983 and 

CFI=0.983. The summary of the result x2/df less than 3, RMSEA less than 0.08, 

GFI, AGFI, TLI, IFI and CFI were all higher than 0.9. The above nine indicators 

show that the model of customer satisfaction was considered a good fit. 

Based on the confirmatory factor analysis result for repurchase intention model, 

x2/df=2.871, RMSEA=0.066, GFI=0.989, AGFI=0.959, TLI=0.988, IFI=0.995 and 

CFI =0.995. The indicator x2/df was less than 3, RMSEA was less than 0.08 and 

GFI, AGFI, TLI, IFI , CFI all higher than 0.9, which indicates that the model of 

repurchase intention was a good fit. 

5.1.4 Hypothesis testing  

Execution of hypothesis testing of the evaluated model should come first and the 

estimated result indicates that model was good fit for hypothesis testing. The 

estimated result of model presented as x2/ df=1.840 less than 3 which indicates an 

adequate fit. RMSEA=0.044 less than 0.05 means excellent fit. GFI=0.864, 

AGFI=0.846 higher than acceptable value 0.8. TLI=0.945, IFI=0.949, CFI =0.949 

These three indicators were higher than 0.9 which indicates a good fit.  

Based on the conceptual framework there were five hypotheses in the research 



  77 
 

which is namely H1: Social environment affects customer satisfaction, H2: 

Perceived value affects customer satisfaction, H3: Customer satisfaction affects 

repurchase intention, H4: Social environment affects repurchase intention, H5: 

Perceived value affects repurchase intention. The hypotheses testing results present 

that all the initial hypotheses in the research were rejected, which means all the 

hypotheses have been accepted. 

 The first hypothesis that social environment affects customer satisfaction had 

been accepted with results where Significant Difference value was 0.004 (P<0.05), 

Standardized Estimate (β) was 0.189, Unstandardized Estimate (Un.STD) was 0.197, 

Standardized Error (S.E) was 0.068 and Critical Ratio (C.R.T-value) is 2.875.  

 The second hypothesis that perceived value affects customer satisfaction was 

proven by results where Significant Difference value was P<0.001, Standardized 

Estimate (β) was 0.692, Unstandardized Estimate (Un.STD) was 0.841, Standardized 

Error (S.E) was 0.092, Critical Ratio (C.R.T-value) was 9.141. 

 The third hypothesis that customer satisfaction affects repurchase intention was 

supported by resulta Significant Difference value was P<0.001, Standardized 

Estimate (β) was 0.364, Unstandardized Estimate (Un.STD) was 0.344, Standardized 

Error (S.E) was 0.080 and Critical Ratio (C.R.T-value) was 4.291. 

 The fourth hypothesis that social environment affects repurchase intention is 

backed up by the analysis results Significant Difference value was 0.016 (P<0.05), 

Standardized Estimate (β) was 0.167, Unstandardized Estimate (Un.STD) was 0.164, 

Standardized Error (S.E) was 0.068 and Critical Ratio (C.R.T-value) was 2.417. 
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The fifth hypothesis that perceived value affects repurchase intention was 

proven by results Significant Difference value was 0.001 (P<0.05), Standardized 

Estimate (β) was 0.296, Unstandardized Estimate (Un.STD) was 0.340, Standardized 

Error (S.E) was 0.104 and Critical Ratio (C.R.T-value) was 3.262. 

5.2 Discussion  

5.2.1 Research model 

In the literature review, social environment included service employee and 

customer climate (Lin & Ling, 2011). Service employee emotion display is related to 

customer emotion and contributes to satisfaction of customers (Lin & Liang, 2011). 

The service employee’s smile, expression of gratitude and greetings, or eye contact 

are all considered to be emotion (Pugh, 2001). Customer climate refers to an 

environment that customer can perceive (Brocato & Kleiser, 2005). In the same 

service area, other customers’ behavior can influence the level of customer 

satisfaction (Moore et al., 2005; Brocato & Kleiser, 2005; Wu, 2007; Wu, 2008). 

Many previous studies have shown that perceived value is determined by the 

benefit-cost concept. The benefit can be economical, social or relational, Cost takes 

into consideration price, time, effort, risk and convenience (Grewal et al., 1998; 

Cronin et al., 2000; Bigné et al., 2001; Oh, 2003). Zeithaml (1988) defines perceived 

value as a customer’s overall assessment of a unit product or service based on its 

benefit and cost. 
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According to the literature review, there are mainly two kinds of research 

models used in previous studies. The first uses social environment as an independent 

variable that affects customer satisfaction, and then uses customer satisfaction as an 

independent variable that affects behavior intention. The other uses perceived value, 

service quality and marketing (using two or all three) as independent variables that 

affect customer satisfaction, and then uses customer satisfaction as an independent 

variable that affects behavior intention. There are relatively less studies that looks at 

the relationship between social environment and behavior intention and the 

relationship between perceive value and behavior intention. The idea for this paper 

was largely inspired from previous studies of a new research model that used social 

environment and perceived valued as independent variables that affects customer 

satisfaction, then customer satisfaction as an independent variable that affects 

repurchase intention. Meanwhile, one could also study the relationship between 

social environment and repurchase intention, as well as the relationship between 

perceived value and repurchase intention. The result presented social environment 

has a positive effect on customer satisfaction at significant difference value of 0.004 

(P<0.05). Social environment has a positive effect on repurchase intention at 

significant difference value of 0.016 (P<0.05). Perceive value has a positive effect on  

customer satisfaction at significant difference value of P<0.001, and perceived value 

has a positive effect on repurchase intention at significant difference value of 0.001 

(P<0.05). Also, there is positive relationship between customer satisfaction and 

repurchase intention at significant difference value of P<0.001. The result was 
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consistent with previous studies, because in service industry customer satisfaction is 

still a predictor of repurchase intention. There are many factors that can affect 

customer satisfaction and customer repurchase intention. Social environment and 

perceived value were two other factors that affect customer satisfaction and 

repurchase intention.  

The findings of this research shows that there is higher significance in the 

relationship among perceived value, customer satisfaction and repurchase intention, 

than the relationship among social environment, customer satisfaction and 

repurchase intention. The reason is that in ice cream franchise business, tangible 

values such as product, price, brand and service quality are still the main points of 

considerations for consumption by customers. Therefore, customer perceived value 

is more significantly related to customer satisfaction and repurchase intention.  

The mean scores of the variables as surveyed in the research are as follows: 

social environment described by service employees (mean=3.826), customer climate 

(mean=3.544), perceived value including physical environment (mean=3.905), 

product (mean=4.123), price (mean=3.777), brand image (mean=4.051) and service 

quality (mean=3.903). The mean score of perceived value is higher than that of 

social environment, which shows that in the current ice cream franchise situation, 

customers are more satisfied with perceived value than with social environment. 

Since product and brand image have the highest mean scores, this proves that ice 

cream franchise business is in an advantageous position. The business owner should 

be pay more attention to developing new products and strengthen the brand image in 
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order to maintain the advantage in ice cream franchise market. Since customer 

climate has the lowest score, this means that the ice cream franchise business has to 

put in more effort to improve in this area in order to stand out from its competitors. 

5.2.2 Perceived Value, Customer Satisfaction, Repurchase Intention  

The relationship among perceived value, customer satisfaction and repurchase 

intention is part of the research model. The research is made up of two subjects, one 

that looks at the relationship between perceived value and customer satisfaction and 

the other looks at the relationship between perceived value and repurchase intention. 

 

5.2.2.1 The relationship between perceived value and customer satisfaction 

Satisfaction is the positive result of one party’s overall assessment of another 

party (Anderson & Narus, 1984). In service industries, perceived values have a 

positive relationship to customer satisfaction (Andreassen & Lindestad, 1998). 

Customer perceived value is a reliable predictor of customer satisfaction (McDougall 

& Levesque, 2000; Ryu et al., 2008; 2010). The hypothesis testing result presented 

that Standardized Estimate (β) was 0.692 with significant difference value of 

P<0.001 which proves there is positive relationship between perceived value and 

customer satisfaction. This finding is consistent with previous research which 

showed that perceived value directly affects customer satisfaction and perceived 

value is a significant driver of customer satisfaction (Chiou, 2004). Spreng’s (1997) 

study proved that perceived value has a positive effect on customer satisfaction. 
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Researchers Ryu et al. (2012) present the result that perceived value is indeed a 

significant factor that has a positive effect on customer satisfaction. 

In Thathong’s (2007) study about customer perception of Thai fast food, product 

(mean=4.01), price (mean=3.83), service (mean=4.28) are three factors of customer 

perception. In this research, perceived value includes product (mean=4.123), price 

(mean=3.777), brand image (mean=4.051), service quality (mean=3.903) and 

physical environment (mean=3.905). All are described as level of agreement, and the 

mean analysis is similar to the results in Thathong’s (2007) study. Those factors can 

be considered to be the tangible factors for ice cream franchise business, which are 

also the main fctors for customers consumption in ice cream franchise. The research 

result shows that product, price, brand image, service quality and physical 

environment all contribute to perceived value positively relating to customer 

satisfaction.  

 

5.2.2.2 The relationship between perceived value and repurchase intention 

Intention is a psychological process of thinking about purchasing a certain 

product and so it is closely related to actual behavior (Meng & Xu, 2010). Perceived 

value was shown to influence customer behavioral intentions (Liu & Jang, 2009). 

Hume’s (2008) research shows that perceived value is the most important indicator 

of repurchase intention, and that increase in perceived value during a purchase will 

contribute to customer repurchase in the future. Liu and Jang (2009) suggested that 

perceived value influences customer behavioral intentions and was the greatest 
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contributor to behavioral intention. In the research, the fifth hypothesis purposed that 

perceived value has an effect on repurchase intention and the hypothesis was proven 

by result where Standardized Estimate (β) is 0.296 and significant difference value 

was 0.001 (P<0.05), which was consistent with a previous study by Har Lee et al. 

( 2011) which proposes that perceived value has a positive influence on customer 

online repurchase intention and there was a linear relationship at significant level 

between repurchase and perceived value. 

In the service sector, product, price and service quality can be considered as 

directly perceived value and are generally sensitive to customers. In this paper, 

perceived value has a positive relationship to repurchase intention. This is due to the 

fact that in ice cream franchises business, product (mean=4.123), brand image 

(mean=4.051) and service quality (mean=3.903) are the main things that customers 

focus on and so are considered to be the perceived value. Customers accept the 

product and service, and consequently approve the brand, which contributes to 

customer repurchase intention. 

5.2.3 Social Environment, Customer Satisfaction, Repurchase Intention 

The relationship among social environment, customer satisfaction and 

repurchase intention is another part of the research model. This study consists of two 

subjects, which is the relationship between social environment and customer 

satisfaction, and the relationship between social environment and repurchase 

intention. 
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5.2.3.1 The relationship between social environment and customer satisfaction 

Customer satisfaction refers to customers’ overall evaluation of a performance 

or service provided (Turkyilmaz & Ozkan, 2007). A number of previous studies 

pointed out the significance of emotional display of service employees, in order to 

establish its relationship to customer satisfaction. Service employees’ expression of 

positive emotions helps create positive emotion in customer experience (Tsai & 

Huang, 2002). Customer climate can positively influence customer satisfaction (Lin 

& Liang, 2011) Social environment contributes positively to customer feeling and 

satisfaction (Sherman et al., 1997). The result of this research shows that hypothesis 

one supports this thesis, that social environment has a positive effect on customer 

satisfaction had been accepted with result Standardized Estimate (β) 0.189 and 

Significant Difference value 0.004 (P<0.05). It is consistent with Lin and Liang’s 

(2011) research that social environment is positively related to customer satisfaction. 

This research focuses on ice cream franchises that are run in a cafe format, 

where customer consumption includes both real product and social environment, so 

there is no doubt that social environment contributes to customer satisfaction. Social 

environment in this research is described by service employees and customer 

climate. Based on the survey, during the consumer experience, service employee was 

generally acceptable (mean = 3.826) and customer climate was relatively acceptable 

(mean=3.544). Therefore, this is the main reason why social environment is shown 

to be positively related to customer satisfaction, but not significantly. 
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5.2.3.2 The relationship between social environment and repurchase intention 

Blackwell et al. (2001) defined repurchase intention as a special type of 

purchase intention that reflects whether a customer would buy the same product or 

brand again. Social influences arise through the personal interaction between 

customers and service employees (Butcher et al., 2002). Social environment is 

positively related to satisfaction and even affects customer behavior intention (Lin & 

Liang, 2011). For the fourth hypothesis, Standardized Estimate (β) was 0.167, 

Significant Difference value was 0.016 (P<0.05). This shows that social environment 

is positively related to repurchase intention, which is consistent with Butcher et al.’s 

(2002) conclusion that social influence affects repurchase intention and that there is 

a positive relationship between social influence and repurchase intention. 

In this research, the brand of ice cream franchises run in a cafe format in 

Thailand are Baskin Robbins, Cold Stone , Swensen’s, Hӓagen-Dazs, Ice Monster 

and Bud’s. These brands are all considered premium ice cream brands. The store not 

only offers real product and service for customers, but it also provides a social place 

for them. People may come to the store for consumption of product and service, or 

for social communication. So customers’ approval of the social environment of the 

store is positively related to repurchase intention. 
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5.3 Implications of study 

Ice cream franchise business is one sector of the service industry. It aims to 

provide good service and product to meet customer expectation in order to attract 

them to return for repeated consumption. This paper studies the relationship among 

social environment, perceived, customer satisfaction and repurchase intention. This 

section presents the dimensions that have the highest and lowest level of agreement 

by respondents and describes how the present dimensions apply to ice cream 

franchise business manager. 

The items with the highest level of agreement by the respondents are product 

(mean=4.123), brand image (mean=4.051) and physical environment (mean=3.905). 

This shows that product has the greatest effect on perceived value, and that ice cream 

and beverage as a product is widely accepted by customers in the ice cream franchise 

business. Business managers of ice cream franchises should focus on their product, 

trying to maintain or improve the quality of their products or create new products to 

meet customers' needs. The business manager of ice cream franchises can also 

consider using the price and the product to come up with a promotion, especially 

during the various local festivals. New products can also be launched and promoted 

during special festivals to give customers the opportunity to taste more of the brand's 

products. Brand image was the second highest important factor relative to customer 

perceived value. The survey result shows that most of respondents had a high level 

of acceptance of the brand of ice cream franchises chosen. This provides information 

to ice cream franchises manager that customers do care about the brand of ice cream 



  87 
 

franchise and that they trust the brand that they chose. Ice cream franchise business 

managers can strengthen the brand image by paying more attention to Corporate 

Social Responsibility (CSR), and try to increase the brand’s popularity. On the other 

hand, the business manager can also work on strengthening the brand image by 

creating a membership system that gives preferential treatment like special discounts 

to customers who are members, or offer special treats or offers to them during their 

birthdays. Physical environment has the third highest level of agreement by 

respondents, which means that physical environment is one of the important factors 

that affect customer perceived value. Ice cream franchise business managers need to 

pay more attention to the physical environment of the cafe. The colors and lighting 

should make customers feel comfortable and strange colors and dazzling light should 

be avoided. The store should be checked regularly and maintained well. If anything 

is damaged, they should be repaired or replaced immediately to ensure that the 

business can operate normally and smoothly during opening hours. Of course, the 

store should be kept clean and tidy, and there should be a pleasant scent and 

atmosphere in the store. 

The item with the lowest level of agreement is customer climate (mean=3.544). 

This shows that customers are not very satisfied with customer climate. The business 

manager should pay more attention to customers' behavior, feelings and reaction to 

other customers in the store. More care and consideration could be taken when 

arranging the tables and chairs in the stores so that customers are comfortable and do 

not have to sit too near each other or share tables with strangers. There should also 
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be enough space for customers to walk between tables and chairs. The interior 

design of the store can be improved to create a more conducive environment for 

customers to enjoy their time in the store. 

5.4 Limitations of study 

Despite much considerations for the research, there were still some limitations 

during the research process. 

 

1. Limitation in data collection. The researcher went to shopping malls and 

collected data only on weekends. This excludes respondents who may 

frequent shopping malls only on weekdays.   

2. Limitation of survey. Ice cream franchises in this paper include Baskin 

Robbins, Cold Stone, Swensen’s, Hӓagen-Dazs, Ice Monster and Bud’s. 

Some respondents were unable to answer the questionnaire because the ice 

cream cafes that they frequented were not included in this research. 

3. Limitation of translation. The questionnaire was originally written in 

English, but the sample group is Thai consumers so the questionnaire had to 

be translated to Thai. Parts of the questionnaire may not have been 

well-translated which may have resulted in the respondents having some 

difficulty or taking more time to complete the questionnaire. 
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5.5 Recommendations for future research 

1. Future research could consider adding customer emotion to the conceptual 

framework to study the relationship between customer emotion and customer 

satisfaction. 

2. Future research could consider adding location to the conceptual framework, to 

study whether location affects customer repurchase intention. 

3. In the future, more market research could be done on customer behavior. 
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Questionnaire 

    My name is Zhenyi Qin. This survey is a part of my master thesis of my course 

of study at the University of the Thai Chamber of Commerce. This survey is based 

on the topic “The relationship among social environment, perceived value, customer 

satisfaction and repurchase intention in ice cream franchises” Your information is 

valuable for this topic study, and I would be grateful if you could complete this 

questionnaire as part of my research. The information acquired from this 

questionnaire will only be used for academic purposes.  

Thank you for your kind help! 

 

Section 1: Demographic profile 

Please mark with a √ in the appropriate box. 

1. Gender       □ Male          □ Female 

 

2. Age         □ 15-24         □ 25-34        □35-44       □ 

45-60            

 

3. Education level     □ High school/lower   □Bachelor    □ Master   

□ Ph.D.              □ Others             

4. Occupation       □Students    □ Company staff    □ Business owner 

 □Government officer    □ Others                  

5. Monthly income     □ No income           □less than15,000 Baht    

□15,000-20,000 Baht      □20,001-30,000 Baht 

 □30,001-40,000 Baht      □40,001-50,000 Baht 

                     □Above 50000 Baht       

 

6. What brand of ice cream franchise have you eaten? (please choose most often 

visit brand) 

 □Baskin Robbins      □ Cold Stone        □Swensen’s 

□Hӓagen-Dazs        □ Ice Monster        □Bud’d   

 

According to the brand that you have chosen in section 1 question 6, 

answer the questions in section 2 – 5. 
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Section 2: Social environment 

Base on you experience, please give your response by putting a check √ in one 

of boxes on the scale. Each of the numbers on the scale represents:  

 1=Strongly disagree   2=Disagree   3=neutral    4=Agree   5=Strongly agree  

No. Service employees 1 2 3 4 5 

1 The service staff used appropriate speaking voice. 

(example: staff speaking not too loud or not too soft) 

     

2 The service staff used appropriate speaking speed.  

(example: staff speaking not too fast or not too slowly) 

     

3 The service staff smiled at me.      

4 The service staff made good eye contact.      

5 The service staff greeted me in a friendly way.      

 Customer climate  

6 During my time in the store, other customers left me with a good impression.      

7 During my time in the store, other customers did not affect store’s ability to 

provide me with good service 

     

8 During my time in the store, other customers’ behavior did not affect my 

perception of store’s service. 

     

 

Section 3: Perceived value 

Base on you experience, please give your response by putting a check √ in 

one of boxes on the scale. Each of the numbers on the scale represents:   

1=Strongly disagree   2=Disagree   3=neutral    4=Agree   5=Strongly agree 

No

. 
Physical environment of store 1 2 3 4 5 

1 The layout of the store is good.       

2 The tableware in the store are of high quality.      

3 The color of the store is nice.      

4 There is comfortable lighting in the store.      

5 The temperature in the store is suitable.      

6 The scent in the store is pleasant.      
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Section 3: Perceived value (continued) 

Base on you experience, please give your response by putting a check √ in one of  

boxes on the scale. Each of the numbers on the scale represents: 

 1=Strongly disagree   2=Disagree   3=neutral    4=Agree   5=Strongly agree 

No. Product 1 2 3 4 5 

1 The ice cream tastes good.       

2 There is a wide variety of ice cream flavours in the menu.       

3 The ice cream is safe and hygienic.      

 Price  

4 The price is reasonable.       

5 The price is value for money.       

6 The ice cream have various price range.      

 Brand Image  

7 This ice cream brand is well established.      

8 This ice cream brand has a good reputation.       

9 This ice cream brand is well differentiated from other 

brands. 

     

10 I trust the company who owns this ice cream brand that 

appeared in the social media. 

     

 Service quality  

11 The service staff respond willingly to my requests.      

12 The service staff can explain the menu well.      

13 The service staff has good communication skill.      

14 The service staff expression politeness in service.      
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Section 4: Customer satisfaction 

Base on you experience, please give your response by putting a check √ in one of  

boxes on the scale. Each of the numbers on the scale represents: 

1=Strongly disagree   2=Disagree   3=Neutral    4=Agree   5=Strongly agree 

No. Satisfaction 1 2 3 4 5 

1 I am satisfied with the service staff.      

2 I am satisfied with the other customers.      

3 I am satisfied with the physical environment.      

4 I am satisfied with the service quality.      

5 I am satisfied with the product.      

6 I am satisfied with the price.      

7 Overall, I am satisfied with this ice cream brand.      

 

 

Section 5: Behavior intention 

Base on you experience, please give your response by putting a check √ in one of  

boxes on the scale. Each of the numbers on the scale represents: 

 1=Strongly disagree   2=Disagree   3=Neutral    4=Agree   5=Strongly 

agree 

No. Repurchase Intention 1 2 3 4 5 

1 I will purchase this ice cream brand again.      

2 I will say positive things about this ice cream brand to my 

friends. 

     

3 I will recommend this ice cream brand to my friends.      

4 I am willing to spend more on this ice cream brand.      

5 I will remain loyal to this ice cream brand in the future.      

 

 

 

 

 

Many thanks for your time! 
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แบบสอบถาม 

การส ารวจครั้งนี้เป็นส่วนหนึ่งของวิทยานิพนธ์ปริญญาโทของมหาวิทยาลัย

หอการค้าไทย ภายใต้หัวข้อ “ ความสัมพันธ์ระหว่างสภาพแวดล้อมทางสังคมกับความ

พึงพอใจของลูกคา้และพฤติกรรมการกลบัมาซื้อซ้ า ในธุรกจิแฟรนไชส์ไอศกรีม “จึงขอ

ความร่วมมือจากทุกทา่นให้ความอนุเคราะห์ในการตอบแบบสอบถามดังกล่าวนี้  

ขอขอบพระคุณเป็นอย่างสูง 

ตอนที่ 1 รายละเอียดทางด้านประชากรศาสตร์ 

โปรดท าเครื่องหมาย√ในช่องที่เหมาะสม 

1.  เพศ          □ ชาย           □ หญิง 

2. อายุ              □ ระหว่าง 15-24ปี       □ ระหว่าง 25-34ปี        

□ระหว่าง 35-44ปี         □ ระหว่าง 45-60ปี         

3. วุฒิการศึกษา    □ มัธยมศึกษา-ต่ ากว่ามัธยมศึกษา     □ ปริญญาตรี    □ ปริญญา

โท        □ ปริญญาเอก             □ อื่นๆ                     

4.  อาชีพ         □ นักเรียน    □ พนักงานบริษัท    □ ธุรกิจส่วนตัว   

□ ข้าราชการ     □ อื่นๆ                  

5. รายได ้        □ไม่มีรายได้       □ ต่ ากว่า 15,000 บาท     □15,000-20,000 บาท      

               □ 20,001 - 30,000บาท         □ 30,001-40,000 บาท       

               □ 40,001-50,000 บาท        □ มากกว่า 50,000 บาท   
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6. ไอศกรีมยี่ห้อใดที่คุณรบัประทานบ่อยที่สุด(เลือกเพียง 1 แบรนด์) 

□บาสกิ้น รอบบิ้นส์                  □ โคลสโตน                  □สเวนเซ่นส์ 

□ ฮาเก้น-ดาส                        □ ไอซ์มอนสเตอร์           □ บัดส์ 

ค าตอบจากขอ้ที ่6 ในตอนที ่1 จะใชใ้นการท าแบบประเมินตัง้แต่ตอนที ่2-5  

ตอนที ่2  สิ่งแวดลอ้มทางสงัคม 

จากประสบการณ์ของคุณ กรุณาท าเครื่องหมาย √ ในช่องใดช่องหนึ่ง โดย  

1 =ไม่เห็นด้วยอย่างยิ่ง 2 =ไม่เห็นด้วย 3 = เป็นกลาง 4 = เห็นด้วย 5 = เห็นด้วยอย่างยิ่ง 

No. การตอ้นรบัแขกของพนกังาน 1 2 3 4 5 

1 พนักงานบริการใช้เสียงพูดที่เหมาะสม 

 (ตัวอย่าง: พนักงานพูดไม่ดังเกินไปหรือไม่เบาเกินไป) 

     

2 พนักงานบริการพูดด้วยความเร็วที่เหมาะสม 

 (ตัวอย่าง: พนักงานพูดไม่เร็วเกินไปหรือไม่ช้าเกินไป) 

     

3 พนักงานบริการยิ้มแย้มแจ่มใสดี      

4 พนักงานบริการใช้สายตาอย่างเหมาะสม      

5 พนักงานบริการให้การต้อนรับลูกค้าอย่างเป็นมิตร      

 พฤตกิรรมของลกูคา้  

6 ลูกค้าทา่นอื่นสร้างความประทับใจที่ดีในขณะที่ฉันอยู่ในร้าน      

7 ลูกค้าทา่นอื่นไม่มีผลใดๆต่อการที่ร้านให้บริการดีหรือ 

ไม่ดีในขณะที่ฉันอยูใ่นร้าน 

     

8 ในระหว่างที่ฉันอยู่ในร้าน พฤติกรรมของลูกคา้รายอื่น ๆ  

ไม่ได้ส่งผลกระทบต่อทัศนคติของฉันต่อการให้บริการของทางร้าน 
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ตอนที ่3  คณุคา่ทีล่กูคา้รบัรูไ้ด้ 

จากประสบการณ์ของคุณ กรุณาท าเครื่องหมาย √ ในช่องใดช่องหนึ่ง โดย  

1 =ไม่เห็นด้วยอย่างยิ่ง 2 =ไม่เห็นด้วย 3 = เป็นกลาง 4 = เห็นด้วย 5 = เห็นด้วยอย่างยิ่ง 

No. สภาพแวดลอ้มภายในรา้น 
1 2 3 4 5 

1 การออกแบบ ภายในร้านดูดี      

2 ภาชนะที่ใช้ภายในร้านมีคุณภาพ      

3 สีที่ใช้ตกแต่งในร้านเหมาะสมดูดี      

4 แสงที่ใช้ในร้านเหมาะสมเย็นตา      

5 อุณหภูมิภายในร้านเหมาะสม      

6 กลิ่นภายในรา้นน่ารื่นรมย์      

 ลกัษณะของสนิคา้  

7 รสชาติไอศกรีมอร่อย      

8 เมนูหลากหลาย      

9 ไอศกรีมสะอาด ปลอดภยัถูกสุขลักษณะ      

 ราคาสนิคา้  

10 ราคาสมเหตุสมผล      

11 คุณภาพไอศกรีมเหมาะสมกับราคา      

12 ไอศกรีมมีราคาหลากหลาย      

 ภาพลกัษณต์ราสินคา้  

13 ไอศกรีมแบรนด์นี้เป็นที่รู้จกัโดยทั่วไป         

14 ไอศกรีมแบรนด์นี้มีช่ือเสียง      

15 ไอศกรีมแบรนด์นี้มีความแตกต่างจากแบรนด์อื่นอย่างเห็นได้ชัด      
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ตอนที ่3  คณุคา่ทีล่กูคา้รบัรูไ้ด้ (ตอ่ไป) 

  
1 2 3 4 5 

16 

 

ฉันไว้วางใจไอศกรีมแบรนด์นี้เพราะปรากฏบนส่ือโฆษณา      

 คณุภาพการใหบ้รกิาร  

17 พนักงานเต็มใจให้บริการ      

18 พนักงานสามารถอธิบายเมนูไอศกรีมไดด้ี      

19 ทักษะการส่ือสารของพนักงานดี      

20 พนักงานมารยาทด ี      

 

ตอนที ่4  ความพงึพอใจของลกูคา้        

จากประสบการณ์ของคุณ กรุณาท าเครื่องหมาย √ ในช่องใดช่องหนึ่ง โดย  

1 =ไม่เห็นด้วยอย่างยิ่ง 2 =ไม่เห็นด้วย 3 = เป็นกลาง 4 = เห็นด้วย 5 = เห็นด้วยอย่างยิ่ง 

 

No. 
ความพงึพอใจ 

1 2 3 4 5 

1 
ฉันพึงพอใจกับการบรกิารของพนักงาน 

     

2 
ฉันพึงพอใจกับลูกคา้ท่านอื่น 

     

3 
ฉันพึงพอใจกับสภาพแวดล้อมภายในรา้น 

     

4 
ฉันพึงพอใจกับคุณภาพการให้บริการของทางร้าน 

     

5 
ฉันพึงพอใจกับสินค้า 

     

6 
ฉันพึงพอใจกับราคา 

     

7 
โดยรวมแล้วฉันพึงพอใจกับไอศกรีมแบรนด์นี้ 
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ตอนที ่5 พฤตกิรรมและเจตนารมณ ์

จากประสบการณ์ของคุณ กรุณาท าเครื่องหมาย √ ในช่องใดช่องหนึ่ง โดย  

1 =ไม่เห็นด้วยอย่างยิ่ง 2 =ไม่เห็นด้วย 3 = เป็นกลาง 4 = เห็นด้วย 5 = เห็นด้วยอย่างยิ่ง 

 

No. 
การกลบัมาซือ้ซ้ า 

1 2 3 4 5 

1 
ฉันจะกลับมาซื้อไอศกรีมแบรนด์นี้อีก  

     

2 
ฉันจะบอกเล่าแต่ส่ิงดีๆเกีย่วกับไอศกรีมยี่ห้อนี้ให้เพ่ือนๆฟัง 

     

3 
ฉันจะแนะน าไอศกรีมแบรนด์นี้ให้เพ่ือนๆ 

     

4 
ฉันจะบริโภคไอศกรีมแบรนด์นี้บ่อยขึ้น 

     

5 
ฉันจะยังคงทานไอศกรีมยีห้่อนี้ต่อไปในอนาคต 

     

 

 

 

ขอบคณุส าหรบัความรว่มมอืของทา่น 
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List of shopping mall in Bangkok 

 

Bangkok central zone 

1. Centre One 

2. Central Rama 9 

3. Century Plaza 

4. City Complex 

5. Esplanade 

6. Fashion Mall 

7. Fortune Town 

8. Imperial World 

9. King Power Complex 

10. La Villa 

11. Old Siam Plaza 

12. Pantip Plaza 

13. Platinum Fashion Mall 

14. River City Shopping Complex 

15. Sampeng Plaza 

16. Supreme Complex 

Bangkok southern zone 

1. All Seasons Place 

2. Amarin Plaza 

3. Asiatique 

4. Asoke Complex 

5. Bangkok Mall 

6. Bonanza Mall 

7. Central Chidlom 

8. Central Embassy 

9. Central Bangna 

10. Central Rama 3 

11. CentralWorld 

12. Digital Gateway 

13. Ekkamai Power 

14. The Emporium 

15. The Emquartier 

16. Gaysorn Plaza 

17. Gateway Ekamai 

18. Grand Diamond Plaza 

19. J Avenue 

20. Jamjuree Square 

21. K Village 

22. Landmark Plaza 

23. Liberty Plaza 

24. Life Center 
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25. MBK Center 

26. Mega Bangna 

27. Nana Square 

28. Number One Plaza 

29. OP Place 

30. Peninsula Plaza 

31. Qiss Mall 

32. Siam Center 

33. Siam Discovery 

34. Siam Paragon 

35. Siam Square One 

36. Silom Complex 

37. Sukhumvit Plaza 

38. Terminal 21 

39. Thaniya Plaza 

40. Thonglor town center 

Bangkok northern zone 

1. Central Lat Phrao 

2. Central Festival East Ville 

3. Crystal Shopping Center 

4. Fashion Island 

5. Jae Leng Plaza 

6. JJ Mall 

7. Major Cineplex 

8. The Avenue 

9. The Mall Bang Khae 

10. Union Mall  

Bangkok eastern zone 

1. Central Ramindra 

2. Seacon Square 

3. The Mall Bang Kapi 

4. The Mall, Ramkhamhaeng 

Bangkok-Thonburi northern zone 

1.Central Pinklao 

2. Pata Pinklao 

3. SC Plaza 

4. The Mall Tha Phra 

Bangkok-Thonburi southern zone 

1. Central Rama 2 

2. Seacon Bangkae 


