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A study on the framework for customer satisfaction index models and quality
management considering social quality and serviceability
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In this study, we conducted a survey on serviceability for automobiles and
air-conditioners, and constructed a framework of dimensions on serviceability from the viewpoint of
customers. As a result, we extracted the dimensions of tangibles, assurance and responsiveness, and
examined the relationships between serviceability, after-sales service cost, customer satisfaction
and loyalty. In addition, we propose a framework of quality dimensions in consideration of social
quality, and conduct a questionnaire survey on automobile owners to examine the relationship between

quality dimensions and customer satisfaction, particularly the recognition of social quality on
customer satisfaction. Furthermore, we constructed a model for evaluating e-service quality and
confirmed that the quality of e-service affects social responsibility behavior.
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Hypothesis is
supported
—
Hypothesis is not Hypotheses and paths Coefficient Hypotheses
supported Automobile Aur-cond _ supported?
H1 Tangibles (T) = After sales service 0.61*** 0.59*** Yes
cost (AC)
H2 Tangibles (T) = Customer 0.14**= 0.16** Yes
satisfactionloyalty (CS)
H3  Assurance (A)=>After sales service 0.28**= 0.32%*= Yes
cost (AC)
H4  Assurance (A)2 Customer 0.2]1%** 0.15=* Yes
satisfactionloyalty (CS)
H5 Responsiveness (R) = Customer 0.30%** 0.23%s= Yes
satisfaction/loyalty (CS)
H6  Aftersales service cost (AC) 2 0.35%== 0.45%*= Yes

Customer satisfaction/ loyalty (CS)

Path significant at: **p < 0.05; ***p <0.01,
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Hypothesis is

supported

Hypotheses Path Standardized Hypotheses
Hypothesis is not Coe____gL__Iﬁ'lciem supported?
supported Hla Serviceability (S)-> Ownership cost (OC) 0:73%%% Yes
TS~ CUSTomeT T =007 NG

Hilc Serviceability (S)-> Customer loyalty (CL) 0.14%* Yes
H2a Reliability (R) -> Ownership cost (OC) -0.03 No
H2b Reliability (R) -> Customer satisfaction (CS) 0.30%** Yes
H3 Performance (P) -> Customer satisfaction (CS) 0.07** Yes
H4 Features (F) -> Customer satisfaction (CS) 0.09%* Yes
HS5 Aesthetics (A) -> Customer satisfaction (CS) 0.38%*% Yes
H6 Perceived quality (PQ) -> Customer satisfaction (CS) 0:23%%% Yes
H7a Ownership cost (OC) -> Customer satisfaction (CS) 0.01 No
H7h Q hip cast (QC) => Customerloyalty (CT) 0 1k NYes
H3 Customer satisfaction (CS) -> Customer loyalty (CL) 0.48%%% Yes l

Pathssignificant at: **p < 0.05;***p <0.01,
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Performance Goodness fit indices 3
GFIl: 0.732
Features AGFI: 0.706
0229 glli/lls%,fsg 066 Constructed Concepts Verification Results
Conformance -~ % 09 — H1: Performance Not Supported
N H2: Features Supported
Durability — 0163 H3: Conformance Supported
EETET H4: Durability Supported
Reliability Satisfaction H5: Reliability Not Supported
H6: Serviceability Not Supported
Serviceability 0.622 H7: Aesthetic Supported
H8: Perceived quality Supported
eafietics i - HO: Social Quality Not Supported
/ / Loyalty H10: Cusoterm Satisfaction Not Supported
Perceived Quality
3
Features Features
0.275 \\
0.078
Conformance N \ Conformance N \
0.120 0.176
Durability ~ Durability —~
0.193 -0.16
I Customer o Customer
" Reliability Satisfaction " Reliability Satisfaction
] '/éeir\/r'\ice;:f\ﬁtg” 057 0.616 Serviceability 3 0.766
Aesthetics / / Aesthetics / /
0.233 Customer 0.394 Customer
Perceived Quality / / Lol Perceived Quality / / vy
-0.104 0.229
/ /
(a) Estimated model for gasoline car owners (b) Estimated model for hybrid car owners
Goodness fit indices
| GFI: 0.765, AGFI: 0.731, CFI: 0.904, RMSEA: 0.052 |
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CFI TLI RMSEA
0.923 0.919 0.056

Amazon Satisfaction
quality &Loyalty

0.72%*%

Brand image —
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