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ABSTRACT

This research was conducted using a descriptive research method, The
objectives of this research were 1) to study of service quality factors on student
satisfaction in language institute at Tak Special Economic Zone and 2) to study of
service quality factors on student loyalty in language institute at Tak Special
Economic Zone. The sample group was 357 student who attend 10 private language
schools, the educational year 2022 in Tak Special Economic Zone by random
sampling. The research instrument was on-line questionnaire in 4 part; 1) general
information of the respondents 2) service quality in language institute at Tak Special
Economic Zone 3) student satisfaction in language institute at Tak Special Economic
Zone and 4) student loyalty in language institute at Tak Special Economic Zone. The
data was analyzed by frequency distribution, percentage, mean, standard deviation

and multi regression analysis.

The finding indicated that

1) The factors affecting on student satisfaction in language institute at Tak
Special Economic Zone, P-value < 0.05, 5 variables predict the student satisfaction in
language institute at Tak Special Economic Zone at 86.7% according empathy,

assurance, tangibility, reliability and responsiveness.



2) The factors affecting on student loyalty in language institute at Tak
Special Economic Zone, P-value < 0.05, 5 variables predict the student loyalty in
language institute at Tak Special Economic Zone at 85.1% according empathy,

tangibility, assurance, reliability and responsiveness.
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Chapter 1

Research Background

Background

One of the most important problems of business education is to develop
a better organized relationship between it and satisfaction of student, as well as
loyalty of student in this business (Flavian, Guinaliu, & Gurrea, 2006). The National
Council of Business Education, comprising 36 affiliated associations with a
membership of more than 15,000 persons should have a close cooperative working
relationship, for example, with the American Vocational Association (Paul, 2014). Such
cooperation might be accomplished through the medium of a standing committee
on business vocational education made up of representatives of both organizations.
By some such means the American Vocational Association could at once establish an
organized and continuous contact with the largest representative group of
administrators and teachers of business education in this nation still agree with
student satisfaction and loyalty which effect to business growth. (Paul, 2014)

Many Thai students are resuming their study abroad as the COVID-19
situation has started. Since 2020, foreign educational agencies and embassies in
Thailand have been actively promoting study abroad opportunities to attract Thai
students, including offering financial aid, a pathway program for international
students, scholarship opportunities, and post-study work visas for two- to three-
years after graduation (International Trade Administration, 2022) . Thailand’s
education market continues to be faced with significant challenges as it starts to
recover from the impacts of the pandemic. Student safety and inadequate
education infrastructure, particularly for online or virtual school, are major concerns
for parents. The Ministry of Education (MOE) made efforts to roll out 10 million
vaccination doses for teachers and for students ages 12 to 18 to encourage a return
to campus, resulting in over 80 percent of eligible students and teachers in Thailand
receiving vaccines (International Trade Administration, 2022). Meanwhile, many

vaccinated Thai students have started returning to the United States to complete



their programs and resume their plans of study (International Trade Administration,
2022). Thailand’s educational system has room for improvement, including reducing
the learning gap between students at elite and underprivileged schools, upskilling
students’ and instructors’ English proficiency, reskilling teachers’ skills, and
revamping quality educational materials. Additionally, lack of computers, notebook,
cell phones, television, and IT equipment, non-standardized e-learning platforms,
and limited internet signals mean that Thai students face difficulties in accessing
online learning classes and keeping up with lessons.

However, Thailand’s educational market is also challenged by the
declining number of students due to demographic trends, with Thailand’s population
aging rapidly. According to the Economic Research Institute for ASEAN and East Asia,
Thailand is one of the fastest-ageing countries in the world, the Thai population aged
60 and over is projected to increase from 13 percent in 2010 to 33 percent in 2040
(National Statistical Office, 2022). In addition, the World Bank reported that in 2020,
Thailand’s birth rate hit below 600,000 for the first time and total fertility rate
decreased to 1.51, which is considered extremely low. Three-fourths of Thai
universities face a shortage in student enrollment and are at risk of downsizing or
closing over the next decade. In October 2021, the Office of the Private Education
Promotion Commission announced that about 70 private schools have closed during
the preceding nine months due to their financial problems. According to the
2020/2021 Open Doors report, prepared by the Institute of International Education
(IIE), in 2021, the total number of Thai students in the United States declined by 19
percent to 4,960 students, compared to 6,154 students the previous year. By
academic level, Thai students studying in the United States were comprised of 45
percent undergraduates, 35 percent post-graduates, 17 percent Optional Practical
Training (OPT) students, and three percent short-term, non-degree program students
(one-year exchange students and English as a Second Language (ESL) students). The
decline in overseas students was largely due to the impact of the pandemic which
forced many Thai students to either return home and continue studying online or
postpone plans to study in the United States (International Trade Administration,

2022).



It has long been known that the ability to communicate in English and
Myanmar language is one of the most important skills for modern workers to
possess. As a result, non-English speaking countries in the ASEAN region have
included English language education in their educational systems to ensure that
future employees will be able to communicate and conduct business with ASEAN or
Western countries. The research focuses on how to run a successful language
institution in the Tak Special Economic Zone, and the researchers seek to understand
customer behavior in language institutes to determine what management is required.
Finally, the researchers employed the service quality as an independent variable to
study customer behavior and language institution management. It is critical that a
large proportion of Tak Special Economic Zone's labor force and its necessary to
develop a reasonable level of English and Myanmar language competence. Most
school systems, academic institutions, and technical colleges in Tak provinces have
been encouraged to establish so-called bilingual or English programs, as well as
Myanmar Language Programs, in which the language of instruction, rather than a
subject to learn, is highlighted, and such programs are becoming increasingly popular
among students.

Service Quality as mentioned, service quality is important to educational
business because the educational business mainly sell an ‘experience’ that includes
language skills attitude and knowledge-related (Wuttke & Cohen, 2008).The
educational experience does not only rely on physical services , but also includes
mental well-being by including language experience and classroom activities (Sundbo
& Darmer, 2008). As previously stated, the educational business is a service-oriented
business in which the service is mainly delivered by people. Most educational
products are services (e.g. skill and attitude). These services are highly related to staff
performance. In this regard, customers perceive the quality of educational services
through the assessment of how the services correspond to their needs and
expectations. Due to these distinct features, service quality is important for
educational service providers in understanding what customers need and expect.
One approach to gain deeper insights into educational services and their

performance is through service quality. Service quality is a concept that describes the



evaluation of how well a delivered service meets customer expectations. Service
providers (e.g. institute, school) often assess service quality in order to improve their
services and enhance customer satisfaction. Service quality is, therefore, an
important issue for educational businesses, including educational business
establishments, in order to understand how well their services meet customer
expectations. Understanding these issues may help businesses to improve customer
services as well as to enhance customer satisfaction and business performance
(Memarzadeh & Chang, 2015; Lo et al., 2015). In order to measure service quality,
SERVQUAL (or service quality dimensions) is employed. SERVQUAL is a multi-
dimensional research instrument designed to measure consumer expectations and
perceptions of the service in terms of 5 dimensions: 1)reliability, 2)responsiveness,
3)assurance, 4)empathy and 5)tangibility (Parasuraman, Zeitham!l ,& Berry,1988).
Previous studies have used SERVQUAL to examine educational service quality
through the 5 dimensions (Chieochankitkan & Sukpatch, 2014; Markovic et al., 2014,
Lo et al., 2015). However, scholars do not often conduct analysis of service quality
based on secondary sources. This study will apply the concept of SERVQUAL to
analyze the contents of educational business customers feedback to further
understand educational service quality with a secondary data approach. There view
of educational service quality dimensions, therefore, serves as a main framework for
this study. In particular, educational business customer feedback will be reviewed
and deeply analyzed if these feedback are associated with anyone of the 5
dimensions of service quality; thereby providing a better understanding of what
customers said or shared regarding the aspects educational business service quality
in Thailand.

The study focused on education students from Tak Community College,
Northern College, Kamphaeng Phet Rajabhat University MaeSot, Rajamangala
University of Technology Lanna - Tak, and Northern Institute of Vocational Education
in Agriculture as a simple population to assess the quality of English and Myanmar
courses. Most students in education in Tak come from the Meung Tak district, Phop
Phra district, Mae Ramat district, and Measot district. Each college or university report

claims that many students return home and work as public or private sector



employees, and some people make a living by running their own businesses. As a
special economic zone, it has received backing from Myanmar and Thai governments,
even the private sectors, both domestic and foreign, to carry out various initiatives.
Myanmar, Thai, and English will be the three main languages used for
communication. For corporate purposes, they require more language institutes with
high quality and standards.

Tak Special Economic Zone, as we all know, is located near the border of
Myanmar, and has a lot of potential in terms of basic infrastructure, public utilities,
and economic, business, and investment strength. As a result, the special economic
zone to be operated inside this region has the characteristic of a Special Border
Economic Zone, with most of the land dedicated to the processing agriculture
industry. Customs service center as a One-Stop Service to facilitate export and
import of goods from the border, cargo, and commercial building and promote
benefits other than taxes such as General Industrial Estate, import tax exemption,
revenue exemption, setting bonded warehouse and Losgistics goods distribution, are
examples of supporting industries and strong economic standing in South-East Asia.
The Maesot area contains the city's economic potential and openness in terms of
industry, agriculture, and tourism, as well as ongoing support from all sections of the
community. Maesot has a connection to Myanmar's Myawaddy Trade Zone, which is
only 10 kilometers away. It is also at the crossroads of the East-West Economic
Corridor (EWEC) and the North-South Economic Corridor (NSEC). There is a passenger
and cargo land transit network as well as a commercial airport. It is a hub for
agricultural products as well as ecotourism. It also serves as a gateway to the
Andaman Islands, as well as the Mekong River countries of Myanmar and China, as
well as Europe.

After entering the AEC, the border trade value is predicted to expand to
moreover 100,000 million Baht. Furthermore, there is a group of both domestic and
international businesses and investors interested in investing in the Maesot District
area in trade, industry, tourism, jewelry, and agriculture. Chinese businesspeople are
particularly interested in investing in or participating in joint ventures with the

government in mega projects such as the construction of a second airport and



tunnel drilling on the Asia Highway (Maesot-Tak). However, the Maesot area requires
confirmation on regulations and laws. Maesot centralized city planning must be in
accordance with development plans and a clear allocation of usage zones. The
infrastructure and customs development plan, which runs from 2014 to 2021, is
divided into transportation infrastructure for 40 projects with a budget of 120,294.94
million Baht and customs infrastructure for 10 projects with a budget of 5,146.87
million Baht, which includes the second Maesot immigration (Special Economic Zone,
2021).

Both the Thai and Myanmar governments support the SEZ. The provincial
government has appointed the Commission of Tak Economic Zone Development
Policy to issue guidelines for every related section as well as monitor, follow up, and
assess the performance of related official authorities in the area to mobilize the
government’s policy successfully and effectively on Provincial Special Economic
Zone and the National Council for Peace and Order. Similarly, the Commission for
the Development of the Tak Special Economic Zone was established (Special
Economic Zone, 2021). One-Stop Service: OSS, Sister City between Maesot and
Myawady, Tak Special Economic Development Zone Work Plans The government
believes the ten areas have tremendous potential for trade, economics, and
investment with neighboring countries. Because of its proximity to other countries,
the SEZ benefits from a large pool of labor in the surrounding area. The Thai
government has also eased restrictions on foreign employees to help SEZs.
Furthermore, the target sectors for each SEZ were chosen based on their geographic
location and local resources. Among the most labor-intensive industries include
textiles, agriculture and agricultural processing, fisheries, furniture, logistics
distribution centers, bonded warehouses, and tourism. Since then, the amount of
money moving into these special economic zones has increased.

Since its National Council for Peace and Order (NCPO) took control of the
country and set the course for economic policy, which focuses on promoting trade in
border areas by establishing a special economic zone in a prospective area. On June
19, 2014, the NCPO is appointing the Commission of Special Economic Development
Zone Policy. It was agreed at the meeting on 15 July 2014 to establish prospective



border locations as special economic zones in Thailand including Maesot District,
Phop Phra District, Mae Ramat District in Tak Province. Similarly, it is just as critical to
identify the other elements like value, image or institution reputation which may
have direct impact on service loyalty. It would be more precise when the studies
also consider the opinion of the students before joining the institute based on word
of mouth of passed-out students and after finishing the course. Longitudinal studies
to collect predictor and criterion variables before and after the course would be
much stronger.

Practical implications — A clearer understanding of the relationship
between service quality, satisfaction and loyalty that helps ensure the management
to take better strategies to concentrate and improve the performance is aided by
this study. It is interesting to note that the student loyalty is primarily affected by age
and gender. This type of analysis helps to identify the target students who have high
potential of defection.

The study will provide results from empirical test of these relationships.
The empirical results of this study can provide support for the Parasuraman’s
SERVQUAL (1985) scale, which related to the factors contributing to students’
satisfaction. This empirical study indicated that, there is strong positive association
has been found between service quality and student satisfaction. | addition service
quality contributes significantly to student satisfaction. (F= 37.345; P < 0.05) and
predicts 49 percent of the variation found. Further, Assurance and Responsiveness
contribute significantly to student satisfaction.

From the above reason, | am interesting to make research on the study
of service quality factors on student satisfaction and student loyalty in language

institute at Tak Special Economic Zone

Research objectives

1. To study of service quality factors on student satisfaction in language
institute at Tak Special Economic Zone

2. To study of service quality factors on student loyalty in language

institute at Tak Special Economic Zone



Research Population
661 student who study at private language schools at Tak Special

Economic Zone (Special Economic Zone, 2021)

Research Sample
357 student who attend private language schools, the educational year

2022 in Tak Special Economic Zone. By random sampling (Krejcie & Morgan, 1970)

Research Hypothesis

1. Service quality factors in language institute at Tak Special Economic
Zone will positively effect on level of student satisfaction

2. Service quality factors in language institute at Tak Special Economic

Zone will positively effect on level of student loyalty

Research Operation Definition

Service Quality is the concept which an established phenomenon in the
management literature become an established concept because of the dynamic
requirements of businesses globally; service in terms of 5 dimensions: 1)reliability
2)responsiveness 3)assurance 4)empathy and 5)tangibility (Parasuraman, Zeithaml, &
Berry,1988)

Student satisfaction is an emotional reaction to a product or service
experience extended recently to the context of education being shaped continually
by repeated experiences in campus life. The satisfaction of language institute service
quality and evaluate by 5 items in rating scale from totally agree (5), agree (4), fair (3),
disagree (2), strongly disagree (1)

Student Loyalty is a deeply held commitment to language institute
service quality and evaluate by 5 items in rating scale from totally agree (5), agree

(4), fair (3), disagree (2), strongly disagree (1)



Tak Special Economic Zone is the government has taken policies and
other supportive measures in a border area adjacent to Myanmar, including the

construction of basic infrastructure and investment in supporting infrastructure

Service Quality Student
1) reliability Satisfaction
2) responsiveness

3) assurance

4) empathy

5) tangibility
(Parasuraman, Zeithaml,

& Berry,1988))

Figure 1 Conceptual Framework



Chapter 2

Literature Review

The study of service quality factors on student satisfaction and student
loyalty in language institute at Tak Special Economic Zone was literature reviewed by
the following.

A. Language institute management at Tak Special Economic Zone

B. Service Quality

C. Satisfaction

D. Loyalty

E. Relevant Research
A. Language institute Management at Tak Special Economic Zone

Thailand has made English mandatory at all levels of education, including
education, with all students required to finish 12 credits of English as part of their
undergraduate degree. Many Thai universities form organizations known as "Language
institutions or Language Centers" to manage the logistics of teaching tens of
thousands of students from various faculties. Despite their prevalence and size, little
research has been done on their management managers, so this study investigates
the management experience, styles, and opinions of 11 language institute directors
across Thailand via face-to-face and online interviews as part of a preliminary study
to identify future research areas. The findings suggest that the administrators have
similar perspectives and experiences in their roles. Acceptance of the job's
temporariness, a high level of administrative work, recognition of co-dependency in
their team, and awareness of cultural conventions surrounding age and position are
just a few examples. Even though there is a wealth of literature on management,
there has been little research on the topic. This is reflected in the following review,
which has been grouped to highlight the more pertinent situations and themes
linked to Language Institute Management in Thai higher education.

Functions, Roles, and Management Style, Management and leadership

research interests are broad and varied, and there is a huge volume of academic and
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general literature on the subject. The traits of successful leadership and management
are examined, discussed, and/or advised in much of this literature. Despite the
abundance of such material, much of it is based on a core of accepted models of
management functions or traits and frequently comes from classic management.
One of the most well-known discussions on management functions is that of Koontz
and O'Donnell (1972). planning, organizing, leading, staffing, and controlling are all
management functions. Other management texts (e.g., Lewis, Garcia, and Job 1990,
Tripathi & Reddy 2008) typically address several other important skills, positions,
duties, and challenges that business leaders must deal with Communication,
Decision making, Delegation Conflict Management, Motivation, Performance Appraisal,
and Organizational Development. While how managers conduct themselves in these
positions can vary depending on the working situation, it appears that more attention
has been paid to how managers behave in these roles. The manager style is a term
used to describe a set of satisfactions. As one might expect, several academics have
attempted to identify and characterize a variety of styles, and as a result, the
language used differs from author to author. Tannenbaum and Schmidt (1973), for
example, defined seven unique activities within a "continuum of styles" in their
standard classifications or explanations of management style. Dbrin (2007) describes
five management styles, whereas Steinmetz and Hunt (1974) identify seven. These
writers center around a somewhat similar set of management style definitions or

categorizations, which can be summarized despite slight changes or additions.
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Table 1 five management styles

Style Basic Definition

Autocratic Taking complete control without consulting anyone

Authoritarian  majority of the decisions while some may be made after

consulting with top executives

Democratic  Using qualified majority to reach a decision

Participative  allowing lower-level administrators to make most decisions and

serving as drivers

Bureaucratic  like authoritarian management but based on company principles
and rules: implementation decisions are passed down the

hierarchy.

Goleman (2000) adds coaching, transformation leadership, and
interpersonal styles to these categories, but in general, management style refers to
how a person makes decisions, communicates, and delegates in an organization.
Good management and leadership

Given that much of the management, literature is devoted to answering
questions about effective management or good leadership, one might expect that
the definition or assessment of good management would differ depending on who
was asked: upper, middle, or lower management, or other stakeholders such as
employees and customers. Those claiming to be able to address questions about
good management, on the other hand, frequently turn to successful leaders for
answers: In formal research, case studies and survey studies on successful leaders are
common.

Most importantly, and perhaps unexpectedly, such research has revealed
that not only one management style is the most effective, and that, as Goleman
(2000) asserts, the effective and successful administrator has mastered a variety of
styles and can adapt them appropriately depending on the situation in which the

organization finds itself.
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Thailand's Language Management Style

There has been a lot of research done on Asian management styles,
especially when compared to so-called Western management styles or workplace
cultures. Hofstede's (1984-1993) cultural Dimensions model of cultural values, as
well as his colleague Waisfisz's examination of corporate culture, are probably the
most significant references in this.

However, apart from books and websites on managing in Thailand that
are directed at the general (immigrant living) public (e.g., Holmes, Suchada, &
Tomizawa, 1995), there is little literature in English available on management styles
and satisfactions of administrators, the expectation perhaps being that ex-pats come
to Thailand as executives and need to know how to manage local staffs rather than
what to expect from their own. Individualism, masculinity, power distance,
uncertainty, and long-term orientation are all addressed in these studies. in addition
to these, there is an emphasis on means-oriented and goal-oriented, internally, and
externally pushed, easy-going and strict work discipline, local and professional, open
system, and closed system.

Most academic study on Thailand has focused on the cross-cultural
dimension of management, or the environment in which administrators and
employees have different cultural backgrounds (e.g., Onishi, 2011; Kamoche, 2000), or
on workplace values, like studies in the broader Asian context (e.g¢ Komi, 1990).
Wattanasupachoke (2006,) in a survey of senior management styles in Thai stock
exchange-listed companies, employs skill sets as standards against which to evaluate
three styles: technical, human, and conceptual. Technical skills are those that are
based on a manager's or employee's knowledge and expertise in their field of work;
human skills are those that involve interaction and communication; and conceptual
skills are those that combine analytical skills, systematic thinking, and creative

innovation. Human abilities are valued the highest in Thai businesses.
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The challenges and concerns of managing language institutions

To the best of the researcher's knowledge, there has been little research
done on the management of tertiary education language institutes, as described in
this study, in both foreign and Thai contexts. Borlongan (2010), one of the few
articles on the subject, discusses the challenges and barriers that administrators and
teachers in the Philippines confront when seeking to implement innovation. Lack of a
formal method to bring innovation, governmental obstacles, and personal political
interference are among them.

The administration of language institutions, particularly in Thailand, is
complicated by the fact that they frequently hire international workers, making the
language department a multilingual and multicultural workplace. This can have
significance in terms of communication, manager-staff roles and expectations, power
dynamics and hierarchies, and conflict resolution. Dunworth (2008) studies
management from a variety of cultural perspectives, identifying lack of
accountability, insufficient resources, and communication concerns as critical issues
that must be addressed. When it comes to challenges, ELT administrators at Thai
universities are under a lot of strain and criticism. The lack of English proficiency
among students entering the industry is always a source of concern, and studies
comparing Thai students to students from other (Asian) countries generally show a
lower success rate (e.g., Wiriyachitra, 2002). The Thai media seems to report on
government and other stakeholders' announcements or complaints about low
competence levels among students and university graduates practically frequently.
Indeed, English is becoming more widely used in Thailand, with the ASEAN Economic

Community (AEC) and Thailand's role at the top of many people's minds.

Tak Special Economic Zone

Special Economic Zone (SEZ) was established in 1937 in New York, the
United States of America (USA). The other name of SEZ is “Foreign Trade Zone”
(FTZ). In 1942, the USA invested in establishing the SEZ in Puerto Rico, since then,
other countries have also established SEZs but might be under a different name.

Iceland and Taiwan established SEZ in 1960. India established SEZ namely the
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“Export Processing Zone” in 1980. One of the most well-known SEZs is Shenzhen
Special Economic Zone which was established in 1980. Until now, the Special
Economic Zone has been in more than 135 countries around the world. Especially in
the USA, the pioneer of SEZ has 257 areas of FTZ and 545 areas of the FTZ subzone.

Reference — defined the SEZ as the area with a special privilege that is
established specifically by any country to attract foreign businesspersons in investing
in the country. The privilege might include a special investment policy or rule or
regulation and special support in infrastructure e.g., a tax easing, financial support,
and issuance of work permits for foreign workers. The businesses have been
promoted under the SEZ, including industry, agriculture, commerce, tourism, services,
or any other operation supporting a Free Trade Area.

Type of Special Economic Zone

Generally, SEZ aims to enhance the prosperity of the country. Several
forms of SEZ depend on the establishing objectives, the infrastructure of the country,
the country’s politics, and geographical location. In the past, SEZ was mainly
established and operated by the government, which mostly failed. Therefore, several
countries changed their rules and regulations in allowing the private sectors to be
able to invest and manage the SEZ. Today, 62% of the SEZ is operated by the
private sector. Some of it is the joint management between the private sector and
the government.

Ref conducted a study about establishing objectives and managing
approaches of SEZ in 93 countries over the world in 2008. A total of 2511 SEZs were
in 6 regions: 23 countries in the Americas, 19 countries in Asia and Pacific, 12
countries in the Middle East and North Africa, 15 countries in Western Europe, 10
countries in Central and Eastern Europe and Central Asia, and 14 countries in Sub-
Saharan Africa. Three years later, the SEZ has increased to 3,000 zones in 135
countries around the world. Furthermore, it can be concluded that the SEZ can be
divided into 6 types which included the Free Trade Zone, Export Processing Zone,
Enterprise Zone, Single Factories, Free Port, and Specialized Zone. This section briefly

describes the characteristics of each SEZ with other names that might be possible.
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A. Free Trade Zone (FTZ)

FTZ or in other names such as Foreign Trade Zone, Commercial-Free
Zones, Free Trading & Warehousing SEZ, etc., is one of the most expansive types of
SEZ. It is a tax-free area that provides essential facilities for trading, shipping, import,
and export business. By operating in such areas, rules and regulations on tariffs,
labor, and environment might be exempted or reduced or less controlled.

B. Export Processing Zone (EPZ)

EPZ or in the other names - Open Economic Zone or Economic
Development Zone is like FTZ in terms of the estate encompassment, however, the
tax benefit and other regulations are different. Hybrid EPZs are established as a
general trading area integrated with a special exporting zone. The physical facility or
zone of those two might be entirely separated or might be fully integrated.

C. Enterprise Zone

Generally, Enterprise Zone or Manufacturing Zone or Hybrid EPZ is
established by the sovernment or local government in various communities. The
establishment of this type of special economic zone intends to provide a better
quality of life for people in the community and to enhance the competitiveness of
the community or even the country. A privilege for this type of SEZ is financial
assistance for local development.

D. Single Factory

Single Factories can be called by several names such as Industrial Estate,
Industrial Park, Industrial Zone, IT Park, Software Park, etc. The purpose of developing
this type of economic zone is to increase the specialization of a selected industry to
increase the ability to compete with the foreigner in the same industry. This type of
special economic zone can be established anywhere, regardless of location.

E. Free Ports

Free Port or Port Zone or Port or Airport Special Economic Zone is one of
the most expansive types of SEZ. Free Port economic zone is typical in promoting
activities related to trade in goods or services. Those activities are travel, tourism,
and retail sales. The stated businesses within this zone are tariff exempted. However,

the excise tax or duty is still applied.
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F. Specialized Zone

Specialized Zones can be found in many countries around the world.
Each Zone has been established with a special or specific purpose. The well-known
examples of Specialized Zones are science and technology parks, petrochemical
zones, logistics and warehousing parks, airport-based economies, tourist and
recreational zones, reconstruction opportunity zone, multi-product special economic
zones, gambling zones, and so on.

Insight the Special Economic Zone Leaders

This section presents the insights of three leading nations in managing
SEZ which include 1) the United States of America, the pioneer of SEZ, 2) Shenzhen
city of China, the most successful model of SEZ, and 3) India, the largest SEZ in the
world. Those nations do not merely invest in their own countries, they also expand
their investment overseas.

A. SEZ in the United States of America

In 1934, the House of Representatives of the United States of America
issued the Foreign-Trade Zones ACT of 1934 to allow the establishment of the SEZ
under the name of Foreign-Trade Zones (FTZ). The objectives of the zones were to
support and promote international trade, both export, and import. The first SEZ was
founded in 1937, in New York. Until now, there have been more than 257 FTZs and
545 FTZ Subzones in the USA. Both were established for custom purposes. FTZ is a
designated area that is normally set up in the vicinity of the port, airport, or inland
port, while the FTZ subzone is allowed to be set up outside the FTZ, normally at a
manufacturing area.

The establishment of FTZs can be caused by a joint venture between a
local government and the private sector that petitions for such FTZ. The laws of the
United States require that the management of FTZ shall be comprised of four parties
- U.S. Foreign-Trade Zones Board, U.S. Customs and Border Protection, Grantee, and
Operator. The brief detail of each party is as the following:

-- Executive Committee of the Special Economic Zone (US Foreign-Trade
Zones Board) was established under the Foreign Trade Zone Act between the

Ministry of Commerce of the United States and the Ministry of Finance of the United
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States belonged to the Import Administration, the United State Department of
Commerce. The committees were responsible for the determination of rules and
regulations called Regulations of the Foreign-Trade Zones Board for supervising and
authorizing the Foreign Trade Zones.

-- The United States Customs and Border Protection (US CBP) was
responsible for the customs duties to be the main control by CBP Regulations (19CFR
Part 146). Hence, in almost all the FTZs, there are CBP officers placed permanently.

-- Grantee is a company or investor who requested the establishment
and management of the Group Foreign Trade Zone. The group which had the right to
request the establishment of a Foreign Trade Zone included the private company,
non-profit organizations (not for profit), Port (Port Authority), or local governments
such as Economic Development Agency. The request shall be submitted to the
Board of Directors of Special Economic Zones of Foreign Trade Zones.

-- Operator is an individual or company who is Grantee employed to be a
general manager (Administration) in Zone or Subzone.

B. SEZ in India

India is the first country in Asia which realizes the importance of the
export zone. Therefore, EPZ or Export Processing Zone is established to promote the
export of the country. India has experienced both success and failure in the
establishment of various types of SEZ. In 2000, the Indian government found that the
establishment of a large industrial zone called "Special Economic Zone" played
important role in growing India's economy and raising the employment rate. To
attract foreign investors to invest in India, the Indian government invested in world-
class infrastructure to support the operation of SEZs. Tax privileges were offered. The
bureaucratic system was redesigned to reduce complexity. On November 1, 2000,
the SEZ originated in India. In 2005 and 2006, the parliament of India issued Special
Economic Zone Act 2005 and Special Economic Zone Rule 2006 to provide legal
support for the operation of the SEZ. There are 3 channels for getting an SEZ
establishing permission in India as follows:

-- The first channel, the company (developer) which wants to establish

the SEZ shall propose to the government. Then, the government sends the proposal
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with suggestions to the Board of Approval for consideration within 45 days
commencing from the proposal date of the request made by the company. The
approval from the Board shall carry out within 30 days. The company receives the
letter issued by the federal government. Later, the company shall inform the details
of the necessary information requested from the federal government.

-- Channel 2, the developer can directly submit the proposal through
the Board of Approval. The developer will receive the approval within six months
from the date of receiving the proposal. The other processes will be the same as
Channel 1.

-- Channel 3, the federal government announced for SEZ proposal
development from developers in a designated area. By the Special Economic Zone
Act 2005, the approval board comprises 19 members selected by the federal
government. However, the Ministry of Commerce and Industry is the president of the
board. Others are from the government authorities and agencies.

C. SEZ in China

Deng Xiaoping's government proposed to establish the SEZ for the
transfer of economic authorities from the federal government to the local
government. Deng Xiaoping proposed a city near Hong Kong such as Shenzhen to
support the case of the United Kingdom had to return Hong Kong to China in 1997.
The cities chosen to be a Special Economic Zone include Shenzhen Zhuhai, Shantou
in Guangdong Province, and Xiamen in Fujian province. Later, Guangdong and Fujian
provinces issued the law for the establishment of the Special Economic Zone.

The operation of SEZ consisted of 5 styles including the state socialist
economy, centralized socialist economies, economic zone by foreign capital
investment, economic cooperation, and joint ventures between Chinese and foreign
and economic personnel [36]. Chinese government’s policy allows foreign state
enterprises or individuals as well as overseas China, Hong Kong, and Macao to invest
in China. Within the SEZ foreign investor gain the privileges of trade about the import
of machines, raw materials, components, instant products, discounts, tax exemption,
foreign currency account balances, transfer profits outside the country, land use

rights, residents of foreign business, family and followers, etc. The Chinese
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government chose the SEZ to be the policy and flexible measure for attracting
investment from foreign countries. Moreover, not only benefit from the money but
also the concepts of innovation for the country's development China would get from
the benefits. Management of SEZ in China is divided into two phases including from
1980 - to 1991 and 1992 to - the present. The detail of each period is as follows:

-- Management of Shenzhen SEZ in the first phase established from 1980
- 1991. Shenzhen SEZ was the first place in China according to the regulations on
SEZ in Guangdong province. Later this Law was accepted by The Fifth National
People's Congress of election in the 15th conference on 26th August 1980. Since
Deng Xiaoping desired to have the SEZ of Shenzhen be the model of the country's
development, it is usually called “The Testing Bed of Deng Xiaoping’s Reform and
Opening Up”. The capitalist system used for SEZ was new for China at that time;
therefore, the transfer of the federal government on economic authorities to the
local government had to proceed gradually. In the first phase, the federal
government would transfer such authorities to the Guangdong government. However,
to make the SEZ conducted systematically and with support from the investors. It
determined the special organization for control. The Special Law of Shenzhen SEZ
determined to have the “Guangdong Province Committee for Administering Special
Economic Zone: GPC to manage the Special Economic Zone in the name of
Guangdong province government (section3) and GPC agency of the state. Moreover,
GPC was established by Guangdong Province Committee for Administering.

-- Management of Shenzhen SEZ in the second phase from 1992-present.
The operation of Shenzhen SEZ was systematic in 1992. The State Council has
approved Shenzhen Municipal. The Shenzhen Municipal to have the authorities
within the Shenzhen SEZ instead of GPC and transferred the management of
Shenzhen SEZ to the Shenzhen Municipality. The resolution was accepted by The
Seventh National People's Congress of the election on 1st July 1992. Therefore,

Shenzhen Municipal has been the management of Shenzhen SEZ until now.
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Tak Special Economic Zone Background

Economic Zone is a development method that has been studied for a
long time in Thailand. The idea to develop an area into a special economic zone
aims to expand development into different areas through various economic activities
as the core of the development. This brings about some investment and
improvement of the quality of life of people in a specific area and other areas
nearby. However, the method to develop and mobilize the Special Economic Zone
to be concrete has received a clearer development direction since the National
Council for Peace and Order (NCPO) managed the country. The National Council for
Peace and Order (NCPO) has issued an order no. 72/2014 to appoint the Commission
of Special Economic Development Zone Policy. In the meeting no.1/2014 of the
Commission of Special Economic Development Zone Policy on 15 July 2014, chaired
by Gen.Prayuth Chan-Ocha-- the head of the National Council for Peace and Order
(NCPO), approval was made on the areas with suitable potential to be a special
economic zone in the initial period of Thailand in 5 border areas to support
complete admission to AEC in 2015 including 1. Mae Sot District, Tak Province, 2.
Aranyaprathet district, Sa Kaeo Province, 3. border area in Trad Province, 4. Border
area in Mukdahan Province, 5. Sadao District, Songkhla Province.

Founding Rationale

The National Council for Peace and Order (NCPO) has managed the
country and determined the direction of Economic policy which emphasizes trade
promotion in border areas through establishing special economic zone in a potential
area. NCPO issued an order no. 72/2014 regarding the appointment of the
Commission of Special Economic Development Zone Policy dated 19 June 2014. In
the meeting no.1/2014 on 15 July 2014, it was approved to establish 5 potential
border areas as a special economic zone in the initial period of Thailand which
includes Maesot District, Tak Province.

As a preparation to be established as a Tak Special Economic
Development Zone Office has operated some actions as follows:

1) Setting up Master Plan to study the suitability of establishing Tak

special economic development zone together with the research conducted by the
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National Economic and Social Development Board under the project to study special
economic development zone strategies
2) Using regulations of the Office of the Prime Minister on Special
Economic Development Zone 2013 with existing authorities of the ministers,
directors-general, and deputies of different ministries to facilitate the procedures
related to the establishment of Tak special economic development zone to be more
effective and
have a clearer direction
3) Conducting public hearings and listening to local people in 3 districts
selected to be Tak special economic development zone including Maesot District,
Phop Phra District, and Mae Ramat District Afterwards, in the meeting of Commission
of Special Economic Development Zone Policy no. 2/2014 dated on 17 November
2014, the scope of a special economic zone in 5 target border areas was approved in
36 sub-districts in 10 districts with total area around 1.83 million Rai (2,932 sqg.km.).
The scope was set to be in the sub-districts on the border which are not overlapping
with the forestry area of Tak Province in 14 sub-districts with the area of 886,875 Rai
(1,419 sg.km.) in Maesot District, Phop Phra District, Mae Ramat District as
1) Maesot District in 8 Sub-districts as follows:
1) Maesot Sub-district
2) Mae Tao Sub-district
3) Tha Sai Luad Sub-district
4) Phra That Pha Daeng Sub-district
5) Mae Kasa Sub-district
6) Mae Pa Sub-district
7) Mae Ku Sub-district
8) Maha Wan Sub-district
The target areas in 8 Sub-districts in Maesot District have 529,264 Rai
including the area with title deeds of 32,234 Rai or 25% of all areas.
2) Phop Phra District in 3 Sub-districts as follows:
1) Phop Phra Sub-district
2) Chong Kaeb Sub-district
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3) Wale Sub-district

The target areas in 3 Sub-districts in Phop Phra District have 261,961 Rai
including the area with title deeds of 22,972 Rai or 9% of all areas.

3) Mae Ramat District in 3 Sub-districts as follows:

1) Mae Jarao Sub-district
2) Mae Ramat Sub-district
3) Kanae Jue Sub-district

The target areas in 3 Sub-districts in Mae Ramat District have 244,797 Rai
including the area with title deeds of 43,548 Rai or 18% of all areas.
Potential of Tak Province

Tak has the geography of the border area and has quite a high potential
in terms of the basic infrastructure, public utility, as well as the strength in
economics, business, and investment. Therefore, the characteristic of the special
economic zone to be operated within this area is the Special Border Economic Zone,
which is a form of the special economic zone of a border area. Most of the area is
allocated for operating the processed agricultural industry. The supporting industries
within this area include a customs service center as a One-Stop Service to facilitate
the export and import of goods from the border, cargo, and commercial buildings
and promote the benefits other than taxes as same as General Industrial Estate,
import tax exemption, revenue exemption, setting bonded warehouse and Losgistics
goods distribution, etc.

Maesot area has the potential and readiness of the city in terms of
economy and investment in industry, agriculture, and tourism as well as continual
support from every section in the area. Maesot can connect to the Myawaddy Trade
Zone of Myanmar which is only 10 kilometers away. It is also located at the end of
the East-West Economic Corridor: EWEC and the crossing point of the North-South
Economic Corridor (NSEC). There is a land transportation network that supports both
passengers and cargo and a commercial airport. It is the center of agricultural
products and unique ecology tourism. It is also the gate to Andaman and the
countries on the Mekong River including Myanmar and China as well as to Europe.

The border trade value is approximately 40,000 million Baht and expected to
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increase to be more than 100,000 million Baht in 2015 after entering AEC. Moreover,
there is a group of businesspeople and investors both internal and external such as
China, Malaysia, South Korea, and Vietnam who are interested in investing in the
Maesot District areas in trade, industry, tourism, jewelry, and agriculture. Specifically,
Chinese businesspeople are interested in investing or attending joint ventures with
the government in mega projects such as the second airport construction, tunnel
drilling on Asia Highway (Maesot-Tak), other industrial projects, as well as agricultural
projects. However, the Maesot area must have clarity on regulations and laws. The
city planning for Maesot centralization must be in line with the development plans
and clear allocation of areas for utilization.
Mechanism for Mobilizing
The mechanism for Mobilizing Policy on Provincial Special Economic
Zone
To mobilize the policy successfully and effectively in the Provincial
Special Economic Zone of the government and the National Council for Peace and
Order, the provincial government has appointed the Commission of Tak Economic
Zone Development Policy to issue the guidelines for every related section as well as
monitor, follow up, and assess the performance of related official authority in the
area. Simultaneously, the Commission of Tak Special Economic Zone Mobilization
was organized to mobilize
Tak Special Economic Zone in 7 groups of missions as follows:
1. Scope of the area and land procurement
2. Labor, health, and security
3. Benefits
4. Infrastructure (roads, electricity, water supply) and customs
5. Job promotion, skills training, and providing knowledge and
understanding to local people in the area
6. Conservation of the environment, culture/tradition, and health
7. Management of Tak Special Economic Development Zone Office,
One-Stop Service: OSS, Sister City between Maesot and Myawady, Work Plans for

Preparation of Tak Special Economic Development Zone
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Planning

Work Plans for Preparation of Tak Border Area Special Economic Zone

1. Work Plans in an Urgent Period

1) Preparation of Infrastructure in Transportation

In the meeting of the Sub-Committee in Infrastructure and Customs
under the Commission of Special Economic Development Zone Policy, chaired by
the deputy of the Ministry of Transportation, held on 20 August 2014, at the Ministry
of Transportation, the work plans and budget were approved for the development of
the infrastructure to support the Border Special Economic Zone as follows:

(1) The infrastructure and customs development plan operated from
2014 - to 2021 is divided into infrastructure on transportation for 40 projects with a
budget of 120,294.94 million Baht and infrastructure on customs for 10 projects with
a budget of 5,146.87 million Baht which includes the construction of the second
Maesot immigration.

(2) The project of infrastructure on transportation, Tak Province, with a
budget of 9,097 million Baht is as follows:

2) Water Source Procurement for Supporting Border Special Economic
Zone

People in Maesot District, Tak Province, face the drought and flooding

problems every year. During the drought season, water for agriculture is lacking in
Phra That Pha Daeng Sub-district, Mae Tao Sub-district, and Mae Ku Sub-district.
During the rainy season, there is flooding in Maesot municipal area. Also, the
provincial government is accelerating the development of the Border Special
Economic Zone while water source for water supply is insufficient to support the
economic growth. Therefore, it is necessary to build a reservoir with a capacity of
13.30 cubic meters and to increase the irrigation area for 6,470 Rai in Village no.6,
Ban Khun Huay Maesot, Phra That Pha Daeng Sub-district, Maesot District, Tak
Province for the area of 1,068 Rai. The Royal Irrigation Department has proposed to
the Royal Forest Department to utilize some area in Maesot National Conserved

Forest for the construction of the upper Huay Maesot reservoir as well as set the
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budget to plant substitute trees under the Cabinet’s Approval on 29 January 1982.

The proposal is currently under the consideration of the Royal Forest Department.

2. Medium- and Long-Term Plans

1) The area to support the Border Special Economic Zone is to be
allocated. The consideration to revoke the permanent forest “Maesot Forest”
according to the Cabinet’s Approval on 9 February 1982 with the area of 5,603-0-56
Rai to allow the provincial government to manage the utilization to develop it into
One-Stop Service, bonded warehouse, logistics center, industrial estate, the
construction site of Moei River second bridge and network, and other utilizations to
support the Border Special Economic Zone further. The result of the consideration of
the Sub-committee of Land Development, Tak Province, no. 1/2014 was that such
area is not forest and has already been entered and used by local people.

2) The Second Bridge of Moei River and Network and One-Stop Service

The second bridge of the Moei River is going to be at Ban Wang Ta Kien,
Tha Sai Luad Sub-district, Maesot District, Tak Province. The proper route has now
been decided and is under the survey and design of the details to be ready to
operate immediately once receiving the budget for the year 2016-2017 for 22,000
million Baht.

3) Expanding Maesot Airport to connect with neighboring countries The
Department of Civil Aviation expected to receive the budget for operating Maesot
Airport improvement and expansion project for 840 million Baht as normal. This
project is to expand the runway of Maesot Airport from 30 meters wide and 1,500
meters long to be 45 meters wide and 2,100 meters long with the take-off/landing
spot on the east side according to the aviation safety standards. The budget for
2016-2018 is 1,073.52 million Baht.

4) The Development of Transportation Routes in Maesot District There is
a project to extend the transportation routes and repair the routes around Maesot
City for several spots to connect the transportation to cover the Border Special
Economic Zone Development Area. The budget is 1,533.57 million Baht, which will

be amended to use the budget for the operation within 2015 as follows:
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5) The Development of the Connecting Route between Phop Phra District
— Um Phang District Myanmar entrance route from Ban Wale Nua, Wale Sub-district,
Phop Phra District to Ban Nong Bua, Nong Bua Sub-district, Um Phang District for 28
kilometers is to be developed with the budget of 650 million Baht to increase the
channels of trade on Myanmar border and promote tourism on a natural route. The
amount of time spent on transportation from Maesot District to Um Phang District
can be half of the normal route.

6) Tunnel Drilling on Tak - Maesot Road (National Highway No.12)Tak
Province held a meeting of the working group in mobilizing the policy of establishing
Tak Border Special Economic Development Zone on the infrastructure and customs
(small group) to discuss the way of tunnel drilling on Tak - Maesot Road with Tak
Provincial Governor as the chair. The meeting was attended by the Deputy Governor,
Heads of some official agents, a representative from the Army, and other related
private organizations within the province to discuss the way of tunnel drilling on Tak -
Maesot Road as well as the construction of the bridge in some areas to reduce the
curving and sloping of the route. The tunnel will also be designed to support the
railway. This is for the safety of lives and properties of people using the route and for
more convenience and reduced transportation time from 60 - 90 minutes to 30 - 40
minutes as well as promoting the investment in East-West Economic Corridor (EWEC)
to support AEC membership and Border Special Economic Development Zone
shortly. The Provincial Government will submit a letter to the Ministry of
Transportation for the approval of this project and allocation of the budget for

tunnel drilling on the road and railway of Tak — Maesot further.

B. Service Quality
Definition

The quality concept which is an established phenomenon in the
management literature was first proposed by Juran (1974) and Deming and Edwards
(1982); however, Service-Quality is a relatively new concept which was introduced by
Gronroos (1984) and Parasuraman et al. (1988). In the past two decades, researchers

have spoken extensively about Service-Quality, and it has become an established
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concept because of the dynamic requirements of businesses globally. Service quality
in the educational sector is considered by various researchers because of its
importance and outcomes. Quality in higher education is a complex and multi-
faceted concept and a single correct definition of quality is lacking (Harvey and
Green, 1993). As a consequence, consensus concerning “the best way to define and
measure service quality” does not exist yet (Clewes, 2003). As researchers recognized
the importance of measuring service quality in higher education, they are still unable
to define in common words. In higher education, quality measurement is rising with
increased importance on education accountability to its stakeholders. Every
stakeholder in higher education (e.g. students, government, professional bodies) has
own view of quality because of particular needs. Students receive and use the
training offered by the university, which makes them priority customers of
educational activities (Marzo-Navarro et al., 2005). Authors such as Sander et al.
(2000), Gremler and McCollough (2002) and Hill (1995) also regard students as
primary consumers of higher education service. Based on findings in the service
quality literature, O’Neill and Palmer (2004) define service quality in higher education
as “the difference between what a student expects to receive and his/her

perceptions of actual delivery”.

Tangibility

The physical look of buildings, machinery or equipment, people, and
communication tools is different from each language schools. Most learners
frequently want spick-and-span establishments and stores, well-groomed and tidy
workers, and professionally written and produced products like menus, websites, and
signs when attending the language class. Paying attention to appearance might show
that the business values consumer comfort. Even though it is not the most important
aspect of service, appearance does have an impact on how people view private
language schools, particularly if the brand of the private language schools promises a
premium or luxurious experience. The tangible features of a service have a big
impact on how people feel about how good it is. These make up the elements of a

service's external design that affect external student pleasure (Ismagilova, 2019).
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Such as Price, ranking in relation to competitors, marketing communication and
accomplishment, and word-of-mouth impacts are the essential components of
tangibility that improve how the students perceive the quality of the services they
receive (Santos, 2002). the use of information and technology improved the language
institute's efficiency and efficacy, which will result in a good process for reaching out
to the students. The language schools in Tak Special Economic Zone in terms of the
structure size, and complexity of the organization, which does not make a good
environment for the learners so most private language schools need to adapt for the

learners to have individual capabilities.

Reliability

Responsibility and quality are linked to reliability (Tatar & Erdogvmus,
2016). There are several predecessors that also support the fundamental approach
for influencing the student’s perceptions of the administration's quality and
dependability in Tak Special Economic Zone (Omar et al., 2015). Some of these
previous efforts are related to the benefits of language school and include the easy
accessibility of resources, the expert's level of expertise and productive issue
determination, correspondence quality, customer care quality, an exhibition of
information, client respect, staff proficiency, representatives' ability to listen to
student's inquiries and respond emphatically to their needs and complaints, security,
worker dependability, and less waiting time (Korda & Snoj, 2010). The following

factors are essential for some private language schools to follow and adapt.

Responsiveness

The institution's responsiveness is defined as its capacity to offer timely,
high-quality service. To achieve this, waiting times for all customer-provider
interactions must be kept to a minimum (Nambisan et al,, 2016). Timeliness is
essential for improving how customers view the quality of the services they receive
(Nambisan, 2016). Instead, the organization should respond quickly and competently
to the failure and suggest substitute measures to meet the needs of students (Lee et

al., 2000). In this context, defines responsiveness as consisting of four essential
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actions: offering consumers particular attention, delivering prompt service, actively
wanting to assist visitors, and personnel availability when necessary. These elements
aid businesses in improving how well-received their services are by the students.
most language schools primarily offer courses on-site rather than providing services
online. and there are no partners or providers for the language institutes personnel
to provide outstanding language learning for the learners and Language courses are
well-provided at the Language institutes. In terms of instructors, Thai instructors are
preferred to teach English hence the language institutes should supply local
instructors to teach the courses. The language offers a wide range of language
courses. Thai academics are chosen for teaching English; hence the institution should
provide local instructors to teach Burmese courses. The Private language institutes
deliver English learning as business English and English for international
communication, also offer Chinese and Japanese language as a second language, as
well as Burmese for reading and listening, and Burmese for communication. There is
no Asian language comparable to Myanmar's in some language schools. As a result,
the language institutes' overall strategy and operating model, which is focused on

roles and duties in language instruction for the Special Economic Zone, is insufficient.

Assurance

The talents and abilities employed in providing services to the students
are referred to as assurance. Employee abilities and competencies contribute to the
student’s trust and confidence, which in turn fosters emotions of safety and comfort
during the provision of services (Wu et al, 2015). If patrons have faith in the staff’s
capacity to complete their duties, they are more likely to return. The most crucial
elements in reassuring the students are expertise, civility, a good attitude, and
effective communication Additionally, there are other considerations like the
facility’s operational security and the clients’ services’ established level of quality.
(Elmada, 2008). The organization’s employees and structure primarily support the
organization’s vision and goal. The evolution of the organization structure is
influenced by roles and duties, authority and accountability, cooperation and

communication, technological enablement, processes, practices, and policies.
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Modern private languages are becoming increasingly technologically advanced,
necessitating the hiring of personnel with technological skills. However, components
of their unique characteristics such as their capacity to communicate, collaborate,
manage, and so on are also essential considerations. An organization’s formally
constituted structure may not be able to achieve the requisite effectiveness and
efficiency. It necessitates ongoing transformation, with a developing culture that
remains aligned with company objectives, ongoing skill and capability development,
and employee motivation, among other things. Finally, the organization should with
its existing culture, allow for shared ideas, trust, and openness. We must consider the
presence of people within the business and in its surroundings, such as employees,
employees of suppliers or partners, and sponsors, who exist at various levels within

the organization.

Empathy

The level of individualized attention provided to customers is referred to
as empathy. During the interaction, the service providers go above and beyond to
make the client feel valued and special (Bahadur et al., 2018). Empathy necessitates
putting oneself in the customer’s situation and understanding their demands (Murray,
2019). The traits that foster empathy include the staff’s politeness and friendliness,
their comprehension of the student’s unique needs, their special attention, and their
willingness to take the time to explain the practices and procedures to be followed
during the service delivery process (Murray, 2019).

The researcher found that service quality is importance for improve
quality in language institute, even they are still unable to define in common words.
In language institute but quality measurement is forecast with increased importance
on quality service accountability to its stakeholders for very business stakeholder in

language institute.
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C. Satisfaction
Definition

The increasing amount of literature on customer satisfaction marks its
importance in marketing literature. Satisfaction has been defined as the consumer’s
value judgment regarding pleasure derived from the utilization of level fulfillment
(Oliver, 1981). Satisfaction is an emotional reaction to a product or service experience
(Spreng and Singh, 1993). The satisfaction concept has also been extended recently
to the context of higher education. The still limited amount of research suggests that
student satisfaction is a complex concept, consisting of several dimensions (Marzo -
Navarro et al., 2005; Richardson, 2005). By referring to Oliver and DeSarbo’s (1989)
definition of satisfaction, Elliott and Shin (2002) describes student satisfaction as:
...the favorability of a student’s subjective evaluation of the various outcomes and
experiences associated with education. Student satisfaction is being shaped
continually by repeated experiences in campus life.

The relationship between customer satisfaction and service quality is still
ambiguous in marketing literature (Anderson et al., 1994). Many research studies have
been conducted to determine whether satisfaction is influenced by service quality or
vice versa. Athiyaman (1997) found that there is a strong relationship between service
quality and customer satisfaction, and all service encounters should be managed to
increase consumer satisfaction. However, stronger empirical evidence is required to
strengthen the common understanding on the relationship between these two
constructs. Boulding et al. (1993) states that both service quality and customer
satisfaction are treated as one and the same by the business press. In contrast,
Taylor and Baker (1994) strongly supported the view that service quality and
customer satisfactions are separate and distinct constructs.

Initially, Parasuraman et al. (1985, 1988) proposed that perceived service
quality is an antecedent to customer satisfaction, but the studies conducted by
Bitner (1990) and Bolton and Drew (1991) concluded that customer satisfaction is an
antecedent to service quality. However, the results of the research model developed
by Cronin and Taylor (1992) indicated that perceived service quality, in fact, leads to

satisfaction as proposed by the Parasuraman et al. (1985, 1988). Strong arguments
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were made by the researchers to consider satisfaction judgments to be the least
causal antecedent of service quality (Bitner, 1990). Through the improvement of
conceptual foundation and empirical evidence, the majority of recent publications
(lacobucci et al., 1995; Dabholkar et al., 2000; Yavas et al., 2004; Carrillat et al., 2007;
Zeithaml et al., 2008) consider service quality as an antecedent to customer
satisfaction. Further support can be found in the 449 higher education literature:
Guolla (1999) and Ahmed et al. (2000) show that students’perceived service quality is
an antecedent to student satisfaction. Therefore, there is a current consensus among
the researchers with regard to the causal order between these two constructs. With
this theoretical background, the present study considers student perceived service
quality as an antecedent to student satisfaction in higher education sector.

The private fee-paying education industry in Syria has seen significant
changes in the previous ten years because of some government officials' desire to
give the private sector a stronger role in education supply. This mindset has resulted
in the implementation of ambitious reforms across the entire educational system, to
increase participation and even generate a competitive environment between the
commercial and public sectors, as well as the NGO sector. The rapid and dramatic
expansion in the number of private fee-paying EFL institutes operating in the Syrian
market is an excellent example of this transformation. As a result, some providers
have already closed their doors, while others have found new sources of revenue by
offering non-EFL courses, such as those designed to assist and support students in
their schoolwork, such as those designed to prepare students for national secondary
school examinations for university admission. Marketing concepts and methods
became essential for EFL market providers as a result. Competitors in this market
grew more aware of consumer buying habits. Marketing tactics that focus on
understanding student or consumer goals, requirements, and purchasing satisfaction
are needed. Customers will receive the necessary attention during and after
enrollment, ensuring customer satisfaction. In the educational setting, marketing, the
marketing literature emphasizes the importance of an organization recognizing and
knowing its customers. The most critical factor in any organization's success,

according to Peters and Austin (1985, p. 45), is a satisfied client. As a result, marketers
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recommend that an organization's concept be built on the concept of consumer
ownership; that is, the objective of business is to produce consumers, and unless a
company meets those demands, it will not survive and grow in the long run and
normal competitive conditions (Lancaster and Massingham, 1998). According to Kotler
and Fox (1995), organizations that do not respond to their customers and are not
concerned with their satisfaction are bureaucratic, impersonal, rigid, anti-innovative,
and unable to compete. Effective marketing tactics necessitate a stronger focus on
clients, with an institution's marketing policies and plans focused on strategies to
support or even survive in the marketplace (Foskett, 1998).

Consumer buyer satisfaction examines how people, groups, and
organizations choose, purchase, use, and dispose of goods and services to meet their
needs and desires, as well as the factors that influence this satisfaction (Kotler and
Armstrong, 2008). Consumer buyer satisfaction research, according to Kotler and Fox
(1995), may answer critical marketing questions such as what the customer wants to
buy, how the consumer buys, and why the consumer chooses a specific provider.
Given that the goal of marketing is to meet and satisfy consumer requirements and
wants, answering such questions could lead marketers to more effective techniques
(Blackwell et al., 2001). Understanding consumer satisfaction, for example, can help
with targeting; Briggs (2006) claims that if institutions can forecast where applicants
will come from and what they would do, they can better target them.

There has been much discussion about whether educational institutions
should engage in marketing (Dirks, 1998; Bartlett et al., 2002; Bok, 2003; Newman et
al., 2004) because it is debatable whether students or people who benefit from
educational services should be considered customers in the first place (Sharrock,
2000). Marketing terminology, particularly marketing research, market segmentation,
and consumer satisfaction, has become frequently utilized and implemented in the
educational profession in recent years (Maringe, 2005). Although there is minimal
literature on consumer buying satisfaction in education, other types of businesses
have taken this issue more seriously. Paulsen (1990), Kotler and Fox (1995), Cabrera
and Nasa (2000), and Vrontis et al. are among the literature and models on consumer

purchasing satisfaction that is employed in the context of education (2007). Some
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researchers, such as Foskett and Hesketh (1997) and Al-Fattal (1998), prefer to refer
to "student choice" rather than "customer purchasing satisfaction" (2011). Ball et al.
(2000) and White (2000) are two examples of similar literature with more socio-
educational approaches (2007). Galotti and others have looked at the topic from a
psychological decision-making standpoint (1995). However, in essence, these works of
art are needs and desires, as well as the factors that influence this satisfaction (Kotler
and Armstrong, 2008). Consumer buyer satisfaction research, according to Kotler and
Fox (1995), may answer critical marketing questions such as what the customer wants
to buy, how the consumer buys, and why the consumer chooses a specific provider.
Given that the goal of marketing is to meet and satisfy consumer requirements and
wants, answering such questions could lead marketers to more effective techniques
(Blackwell et al., 2001). Understanding consumer satisfaction, for example, can help
with targeting; Briggs (2006) claims that if institutions can forecast where applicants
will come from and what they would do, they can better target them. There has
been a considerable amount of debate over whether educational institutions should
get involved in marketing (Dirks, 1998; Bartlett et al., 2002; Bok, 2003; Newman et al.,
2004) since it is arguable to consider students or people benefiting from the
educational services as customers in the first place (Sharrock, 2000). However, over
the last few years, marketing terms; especially marketing research, market
segmentation, and consumer satisfaction, have become widely used and applied in
the educational field (Maringe, 2005).

Considering the education industry’s nature, marketing seems more
challenging than it is for other businesses, since education is a professional service
and a customer cannot inspect any tangible product before purchasing (White et al.,
1991, p. 196). Nonetheless, there are a lot of issues to be learned from marketing in
general business when applied to education, especially when an institution enjoys a
self, decentralized management system. The generic similarity between education
and general business is somehow more obvious in the private EFL fee-paying sector
in Syria; where the institutions are subject to market forces and must compete for

more students to survive or increase profit margins.
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Although there is little literature concerning consumer buyer satisfaction
in education, this issue has been addressed more seriously in other types of
businesses. Among the literature and models on consumer buyer satisfaction, that
are used in the context of education, there are Paulsen (1990), Kotler and Fox (1995),
Cabrera and Nasa (2000), and Vrontis et al. (2007). Some studies have preferred not
to use the term “consumer buyer satisfaction” but rather “student choice” such as
Foskett and Hesketh (1997) and Al-Fattal (2011). There is also some related literature
with more socio-educational perspectives, such as Ball et al. (2000) and White (2007).
Other studies have addressed the issue from a psychological decision-making
perspective, such as Galotti (1995). However, in essence, these pieces of literature
have almost the same steps and elements but vary in their foci or arrangements.

In other words, needs come from a perceived shortage of something on
the part of a "logical" customer in the EFL market (Van Dam, 1997, p. 1272). Internal
or external factors might direct the realization of a need. When a consumer travels
to an English-speaking country or seeks a job that requires such proficiency, for
example, he or she will realize that they or need to master English language skills.
According to Paulsen (1990), there is an aspiration before a necessity. That is, pupils
would desire to increase their English knowledge and skills before realizing the
importance of such knowledge and skills. However, because few people learn
English, this is an individual factor that cannot be generalized. for such abilities and
understanding However, this is a unique characteristic that cannot be generalized, as
few adults learn English out of want, but rather out of necessity.

- What motivates students to learn English?

- What do they do to improve their English skills?

- What factors influence their decision to use one EFL provider over
another?

- How do students decide whether to purchase EFL services?

- What influences their post-purchase assessment?

Once a need is recognized, a consumer searches for information on how
to satisfy it. Consumers usually start the information search process from their

memory about the alternative institutions that might be able to meet their needs.
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Palmer (2001, p. 92) refers to this as the internal search. The amount of information
gathered depends on the consumer’s level of need for information (Hesketh and
Knight, 1999; Drummond, 2004). When the internal information is not sufficient to
decide, the consumer starts an external search. Kotler and Fox (1995) classify these
sources as follows:

- personal non-marketer controlled, such as family, friends, and
acquaintances.

- personal marketer controlled, like sales representatives.

- non-personal non-marketer controlled, such as mass media, and natural
settings; and non-personal marketer controlled, like advertisements, and
prospectuses.

There is much debate about the weight of influence of each of these
sources, yet most research draws attention to personal non-marketer-controlled
sources as they are the starting external place for a consumer’s information
gathering. These sources are also more trusted by a consumer as they represent an
objective public view of a particular provider (Al-Fattal, 2011). Taylor (1992) highlights
that friend are the major sources. In post-secondary education, James et al. (1999)
and Foskett (2009) highlight the importance of the role of career advisers in
information provision. Pimpa (2005) says that students prefer the family as a source
of information as what they offer is more in the form of caring advice. Other studies
suggest a highly influential role in an institution’s printed materials, such as
brochures and prospectuses (Pasternak, 2005). When a consumer recognizes a need,
they look for knowledge on how to meet it. Consumers frequently begin their
information search by recalling other institutions that might be able to satisfy their
demands. This is referred to as the internal search by Palmer (2001, p. 92). The
amount of data gathered is determined by the consumer's level of information
demand (Hesketh and Knight, 1999; Drummond, 2004). When internal information is
sufficient to decide, the consumer turns to the outside world for help. Fox and
Kotler (1995).

Finally, the consumer makes opinions and judgments regarding the

service experience, whether it was excellent value for money, and whether the
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features that drew him or her to the organization were justified. As a result, he or she
develops an attitude that can be either negative, resulting in discontent, or positive,
resulting in satisfaction. The significance of this level is in the advantages received by
the institution if the customers are happy with the service. For starters, an institution
with satisfied students is more likely to retain them for future courses. Second, it
enhances the institution's reputation and generates an indirect word-of-mouth
marketing campaign, which is why Kotler and Fox (1995, p. 264) believe that satisfied
customers are the best marketing tool. He/she might even meet some current
students in the institution to ask about their opinions and to find out whether they
are satisfied with their courses (Al-Fattal, 2011).

At the end of the process, the consumer forms judgments, and opinions
about the service experience, whether it was excellent value for money, and
whether the characteristics that drew him or her to the institution were justified. As a
result, he or she develops an attitude that can be either negative, resulting in
discontent, or positive, resulting in satisfaction. The significance of this level lies in
the advantages received by the institution if the customers are happy with the
service. For starters, an institution with satisfied students is more likely to retain them
for future courses. Second, it strengthens the institution's reputation. reputation and
creates an indirect word-of-mouth promotional campaign, and this explains why
Kotler and Fox (1995, p. 264) believe that satisfied consumers are the best
promotion.

As previously stated, research on consumer satisfaction in educational
institutions has revealed five levels of student choice. Needs identification,
information collection, alternative evaluation, decision-making, and post-choice
evaluation are the steps. The student initiates a need or motive; subsequently, after
the student realizes that he or she wants to learn English, the student seeks
information about potential providers. After that, a comparison of options is
frequently made. The student then enrolls in the service, uses it for a while, and

then gives it a review.
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D. Loyalty
Definition

Customer loyalty can be defined in some circles as repeat purchasing
frequency or relative volume of same-brand purchasing (Tellis, 1988). Customer
loyalty can be viewed as the strength of the relationship between an individual’s
relative attitude and repeat patronage. The central theme of any organization relies
on development, maintenance and enhancement of customer loyalty towards its
product or services (Dick and Basu, 1994). Although loyalty has received considerable
attention in academic research, it has not been determined in common terms.
Different researchers defined loyalty in different terms based on the marketing
activities, business type, etc. Oliver (1997, p. 392) has defined customer loyalty as:
[...] a deeply held commitment to rebuy or repatrionize a preferred product or
service consistently in the future, despite situational influences and marketing efforts
having the potential to cause switching behavior.

While Newman and Werbel (1973) stated “loyal customers as those who
rebought a brand, considered only that brand, and did no brand-related information
seeking”, Lam et al. (2004, p. 294) see it as “a buyer’s overall attachment or deep
commitment to a product, service, brand, or organization”.

Oliver (1997) suggests four phases of loyalty: cognition, affect, conation
and action and emphasizes that in any phase, consumers can become loyal related
to their attitudinal development structure. Cognitive loyalty refers to the attitude
towards the brand based on the information provided. Affective loyalty is attitude or
liking towards the brand by cumulatively satisfying usage occasions. Conative loyalty
relates to behavioral intention of the customer towards repeated purchasing of a
particular brand by commitment and is similar to motivation. Finally, the action of
loyalty results by an additional desire to overcome obstacles that might prevent the
act. Dick and Basu (1994) perceive loyalty as being based on two interrelated
components: relative attitude and repeat patronage, where the relative attitude is
linked to cognitive, conative and affective antecedents. Hence, customer loyalty can
be inspected as a concept containing a three-dimensional attitudinal component and

a closely related behavioral component (customer retention - repeat patronage)
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(Johnson and Gustafsson, 2000; Lam et al., 2004). Similarly, the related concept of
customer loyalty, student loyalty also contains an attitudinal component and a
behavioral component (Hennig-Thurau et al., 2001; Marzo-Navarro et al., 2005).

Studies focused on student loyalty in higher education sector, which
helps college administrators to establish appropriate programs that promote,
establish, develop and maintain successful long-term relationships with both current
and former students. In educational services, loyalty requires developing a solid
relationship with students who eventually provide the financial basis for future
university activities. An educational institution benefits from having loyal students not
only when students are formal attendees, the success of an educational institution
also depends upon the loyalty of former students. The studies also support the
perception of high quality positively affects intended behavior (loyalty) (Boulding et
al,, 1993; Zeithaml et al., 1996). The quality of teaching and the students’ emotional
commitment to their institution are crucial for student loyalty (Hennig-Thurau et al,,
2001). This paper measures student loyalty on the attitudinal component of the
concept, that is, the behavioral intentions (Zeithaml et al., 1996; Jones et al., 2000;
Helgesen and Nesset, 2007) of students who are formally enrolled and presently
pursuing the course.

Customer loyalty is described as “a deeply held commitment to rebuy or
repatronize a preferred product/service consistently in the future, thereby causing
repetitive same-brand or same brand-set purchasing, despite situational influences
and marketing efforts having the potential to cause switching behavior” by Oliver
(1999). Oliver (1999) proposes that there are four stage of loyalty starting from
cognitive stage, affective stage, conative stage, and action stage. Once customers are
in action stage, it means that customers become loyalty. However, each customer in

each stage has the different behavior that can move from one stage to other stage.
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Cognitive Loyalty

Affective Loyalty
Attitudinal Phase <

Conative Loyalty

Action Loyalty { Action Phase }

Figure 2 Four Stage Loyalty Model (Oliver, 1999)

First stage is Cognitive Loyalty. It is directed toward the brand due to
“information”. In this stage, customer’s loyalty comes from comparing between
preferable product/service from many choices. The decision depends on customer’s
experience with the recent information (Back & Parks, 2003; Oliver, 1999).

The second level is Affective Loyalty which related to pleasurable
fulillment or favorable attitude toward product/service. But it is still not enough to
become actual customer loyalty. This stage means that customer has room to switch
to others.

Third stage is Conative Loyalty. This stage shows a strong commitment to
purchasing which depends on good experiences. The duplicated negative effect from
failure can reduce conative loyalty and form customer’s intention to try the
competitive alternative.

Action Loyalty is the last stage that many firms need their customer to
move from attitudinal phase to action phase of loyalty. Many researchers have
agreed that the loyalty framework will be completed by action that drive

motivational intention into action.
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Han & Hyun, (2012) have showed that attitudinal loyalty (cognitive,
affective, conative) is the important stage directly and indirectly stimulate action
loyalty. Thus, this model can explain the concept of customer loyalty and clarify the
loyalty stage which firm can use to understand and retain their potential customers.
There are many studies on customer loyalty and their challenges to retain their
customers in banking industry. Thakur R. (2014) find that customer’s loyalty is directly
affected by usability and satisfaction from mobile banking service., but the result
does not find significant impact between customer loyalty and trust. Moreover,
Thakur R. (2014) concluded that to create the future mobile banking interaction with
customer banks need to improve satisfaction, usability, and customer service toward
mobile banking services since they affect customer behavior directly. A recent study
on customer satisfaction towards online banking services by Raza, Umer, Qureshi, &
Dahri (2020) find that customers can dedicate themself to be online banking
customer once customer has deep relationship with online banking services and
finally, becomes loyal customers. Flavian, Guinaliu, & Gurrea (2006) find that loyalty

has been an important factor for success of company and its sustainability.

E. Relevant research

Practical implications — A clearer understanding of the relationship
between service quality, satisfaction and loyalty that helps ensure the management
to take better strategies to concentrate and improve the performance is aided by
this study. It is interesting to note that the student loyalty is primarily affected by age
and gender. This type of analysis helps to identify the target students who have high
potential of defection.

Social implications — Higher education and their respective institutions
seek to enhance socio-cultural and economic development to promote active
citizenship by inculcating ethical values among students. The Indian higher education
institutions are facing enormous issues related to quality in education. The changing
nature and need of higher education services and an increase in competitive
intensity necessitates higher performance levels in the realm of Indian higher

education (universities). These can be achieved through a thorough understanding of
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the expectations of students and the importance placed by them on aspects found
by the study such as teaching, administrative services, support services, hostel
facilities, library and lab facilities and internationalization.

Originality/value — Previous studies have proved the mediation role of
satisfaction between service quality and loyalty in marketing literature, but no
significant studies have empirically tested the same in higher education sector. The
service quality measurement in higher education is complex because of loyalty some
unique features like customers’ (student) cognitive participation in the service
process, the needs of the students being fulfilled by different parties, long-term and
continuous services. The study contributes to the existing field of knowledge by
providing support for the contention that student satisfaction performs a mediating
role in the link between service quality and student loyalty in higher education
sector.

The study will provide results from empirical test of these relationships.
The empirical results of this study can provide support for the Parasuraman’s
SERVQUAL (1985) scale, which related to the factors contributing to students’
satisfaction. This empirical study indicated that, there is strong positive association
has been found between service quality and student satisfaction. | addition service
quality contributes significantly to student satisfaction. (F= 37.345; P < 0.05) and
predicts 49 percent of the variation found. Further, Assurance and Responsiveness
contribute significantly to student satisfaction.

Anas AL-Fattal (2012) studied consumer satisfaction when choosing an
English as a Foreign Language (EFL) course in the Syrian market. Based on the student
choice model, the study aims at exploring motivations, satisfaction, decision-making
factors, and evaluation of purchasing process for the EFL service.
Design/methodology/approach — The study employs a case study for one of the
biggest family business providers in the EFL market in the City of Damascus, Syria.
Semi-structured styles of interviews were conducted with 30 currently registered
students, in the studied center, covering five main research questions. Findings -
Consistent with the previous literature on consumer satisfaction, the findings show

that EFL students may go through six steps of purchasing the EFL product.
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Accordingly, several detailed explanations for each step of the consumer satisfaction
of EFL concluded from the study, were presented. Within the consumer satisfaction
model, the study highlights the importance of individual self-study as a phase that
should be given more consideration by researchers. Research limitations/implications
— This study could provide bases for further research through a replication of the
model of consumer satisfaction and using the information offered by the survey.
Further research could investigate the research questions in a wider student
population by employing a more quantitative approach. Practical implications -
People responsible for marketing in EFL institutes should pay more attention to
understanding their customer satisfaction, rather than engaging in reactive
competition practices and focusing on marketing elements and promotion.
Originality/value — The importance of this study comes from the lack of research into
understanding the private, fee-paying EFL customer buyer satisfaction in general and
in the Syrian context.

Farzane S. (2017) studied the demand for learning English in Iran as an
EFL context is high. So, running a language institute slowly is changing into a highly
profitable and competitive market in recent years. To survive and achieve sustainable
competitive advantage, higher institutions’ principals can employ service
qualityelements () to satisfy customer needs and influence demand for the services.
The current study sought two purposes: applying of to learners’ choice model of
language institutions and investigating the relationship between service qualityand
students’ decision making in selecting language institutions. The data was collected
quantitatively by a questionnaire drafted in Persian. Subjects were a total of 120
male and female English learners aged from 18 to 35. They were chosen randomly
from two language institutions located in Shahrekord and Chabahar, Iran. The findings
of the study revealed the people element as the first important element
(mean=17.8) followed by the program (mean=17.3) and the least important element
was the price element (mean=8.9). Regarding the relationship between and learners’
choice of language institution, a significance level of 0.596 (p > 0.05) showed that
there are no significant correlations and Iranian EFL Learners’ Choice of Language

Institution.
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Hariyani, A. (2019) studied the traditional market as a center of most
people’s economic activities in Indonesian society has begun to be displaced by the
modern market. Improvement in service quality is important in increasing consumers’
loyalty to retain them. The purposes of this research are: 1) to know the level of
service qualityof (Product, Price, Place, Promotion, People, Process, in traditional
market; 2) to know the level of traditional market consumer loyalty of and 3) to
determine the relationship between service quality implementation with consumer’s
loyalty. There were 180 traditional market consumers selected by incidental
sampling method from 8 traditional markets in 6 districts among 5 provinces all over
Indonesia. Checklists and Likert scale questionnaires were used as tools in this study.
The descriptive method was used to analyze data. Based on analysis results, it is
known that, according to the consumers, the level of service quality implementation
in traditional markets is high with an average value of 74.07%. The service quality
elements to arrange from the highest to the lowest level of implementation are
respectively those termed People, Process, Physical Evidence, Price, Place, Product,
and Promotion. The People element is the highest in level. This shows that traders’
friendliness, alacrity, and honesty are still the hallmarks of traditional markets. The
Promotion element is at the lowest level because most of the merchants do not
implement the proper promotion. The average consumer's loyalty level in traditional
markets is 77.61%, which is considered high in the category. The marketing mix,
except for the Product aspect, has a positive and significant correlation with
consumer loyalty, but it is still relatively weak. The consumers would continue to
repurchase in the traditional markets and recommend that others also shop there.
Tamah, S. (2012) was study metaphors “top-down”, “bottom-up”, and related
concepts in the Language Policy and Planning research. Furthermore, they sketch out
the position of Language Management Theory in this field of study and characterize
“language management” in various research traditions. Afterward, the main features
of Language Management Theory are presented with emphasis placed on the
relationship between “simple” and “organized” language management. Finally,

these features are illustrated in the individual contributions to this special issue.
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Theeranuch Pusaksrikit (2015) investigated the factors impacting customer
satisfaction and customer loyalty toward medical aesthetic clinics in Bangkok. There
were two objectives developed under this aim. These objectives were 1) to explore
how the service service quality affects customer satisfaction with medical aesthetic
clinics, and 2) to explore how customer satisfaction affects customer loyalty to
medical aesthetic clinics. There were also two research questions developed to
achieve this aim as well. These questions were 1) how does the service service
quality() influence customer satisfaction with medical aesthetic clinics, and 2) how
does customer satisfaction affect customer loyalty to medical aesthetic clinics? This
research was designed based on a quantitative study. The survey questionnaire was
used as a research instrument for collecting data in this research. The data were
collected from 400 participants who have experienced aesthetic clinic services.
Moreover, the data were collected from 15 aesthetic clinics in Bangkok, which were
Wuttisak, Nitipon, Pan Clinic, Ratchathewi, Romrawin, Paweerata, Patama, Absolute
Beauty, Thonglor, Khong Kwang, S-Mart, Pewdee, The Premium, Tanaporn, and Neo
Laser. The data were tested using descriptive and inferential statistical analysis tools.
The descriptive tools used in this research were frequency, percentage, mean and
standard deviation, while the inferential tools used in this research were regression
and chi-square.

The results also showed that the relationship between customer
satisfaction and customer loyalty was relatively weak but statistically significant.
Finally, chi-square tests showed that there was no difference between genders in
their use of the clinic. However, different age groups and income groups did show
different patterns in terms of frequency of visits, services used at the clinic, and the
average amount spent (at the clinic) for each visit. This implied that clinics should
not be tempted to compromise their service level to offer promotional or cheap
prices to new customers. While the promotion was significant to customer
satisfaction, people and physical evidence of the service had much more impact on
customer satisfaction. This means that a well-trained staff who can provide the
service properly, along with clean and attractive physical surroundings, will have

much more long-term benefits for the aesthetic clinics.



Chapter 3
Research Methodology

The study of service quality factors on student satisfaction and student
loyalty in language institute at Tak Special Economic Zone was Quantitative Research
design using questionnaire by step following;

A. Population and Samples

B. Research Tool

C. Data Collect

D. Data Analysis and statistic

A. Population and Samples
Population
Population in this research was students at 10 private language school in

Tak Special Economic Zone, 2022 educational year

Table 2 Population and sampling in this research

No. Language Institute Name District Student
1. Foreign Language School Muang Tak 68
2. Lao Suan language School Muang Tak 56
3. Maestri Vocational Development Muang Tak 64
4. Muang Tak Language School Muang Tak 76
5. Plearnpasa Language School Muang Tak 52
6.  Ban Phase language School Mae Sot 67
7. Hug Phase Language School Mae Sot 72
8. The best Language School Mae Sot 70
9. Ban Phase Chin Language School Mae Sot 74
10.  Ban Phase Lao Sue Nat Language Mae Sot 62
School

Total 661
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Samples

This research was selected samples by convenience sampling Robert V.
Krejcie and Daryle W. Morgan (Krejcie & Morgan, 1970) at 95% confident level and
error 0.05 (c=0.05)

From 661 population to sampling 357 persons by convenience each

private institute.

B. Research Tool

Research tool was questionnaire which the detail by following;

The researcher use questionnaire by create and qualitative improvement
for validity and reliability;

1) study and collect data of principle, theory and research in service
quality, student satisfaction and student loyalty, language institute and Tak Special
Economic Zone and deliver to conceptual framework in content and objective study

2) questionnaire create by factors conceptual in 4 parts (Sutatip
Chukiatroj, 2009)

Part 1 Personal factor in gender, age, educational level, major study
including 4 items

Part 2 Service quality in tangibility, reliability, responsiveness, assurance
and empathy including 20 items by rating scale in meaning

5

s strongly agree

s agree

s neutral

a
3
2

s disagree

1

s strongly disagree

Mean criteria by standard
4.21-5.00 strongly agree
3.41-4.20 agree
2.61-3.40 neutral
1.81-2.60 disagree

1.00-1.80 strongly disagree



Part 3 Student Satisfaction including 5 items by rating scale in meaning

5 is strongly agree

4 is agree
3 is neutral
2

is disagree

1 is strongly disagree

Mean criteria by standard

4.21-5.00
3.41-4.20
2.61-3.40
1.81-2.60
1.00-1.80

Part 4 Student loyalty including 5 items by rating scale in meaning

strongly agree
agree

neutral
disagree

strongly disagree

5 is strongly agree

4 is agree
3
2

s neutral

s disagree

1

s strongly disagree

Mean criteria by standard

4.21-5.00
3.41-4.20
2.61-3.40
1.81-2.60
1.00-1.80

Part 5 Suggestions and opinion in open-end question 2 items

3) Finding validity and reliability of questionnaire

strongly agree
agree

neutral
disagree

strongly disagree

a9

Validity; content validity by advisor check content complete, language,

question priority and re-correct with 3 experts. (Appendix A)
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C. Data Collect
Questionnaire will sending by google forms to language institute in Tak

Special Economic Zone and send back to researcher.

D. Data Analysis and statistic

The researcher was analyzing data and statistic by SPSS

1) General information of student was analyzing by frequency and
percent

2) Data analysis in student satisfaction and student loyalty by Mean and
Standard Deviation

3) Hypothesis test for relation between success factors and student
satisfaction and student loyalty;

(1) Hypothesis test for relation between service quality is independent

variables interval scale and student satisfaction, student loyalty which is dependent
variables interval scale by using Multiple Linear Regression analysis (enter regression)

and significance analysis.

0.70 over very high-level relation
0.51-0.69 high-level relation
0.31-0.50 fair-level relation

Lower or 0.30 low-level relation



Chapter 4

Research Analysis

The study of service quality factors on student satisfaction and student
loyalty in language institute at Tak Special Economic Zone was aim to study of
service quality factors on student satisfaction in language institute at Tak Special
Economic Zone and to study of service quality factors on student loyalty in language
institute at Tak Special Economic Zone. The researcher was proposing research
analysis by following;

1. General information of the respondents

2. Level of student satisfaction in language institute at Tak Special
Economic Zone

3. Level of student loyalty in language institute at Tak Special Economic
Zone

4. Level of service quality in language institute at Tak Special Economic
Zone

5. Analysis of service quality factors on student satisfaction in language
institute at Tak Special Economic Zone

6. Analysis of service quality factors on student loyalty in language

institute at Tak Special Economic Zone

1. General information of the respondents
General information of the respondents: gender, class duration attending,

language institute.



Table 3 Number and percentage of general information of the respondents

ltems No. Per.
Gender Male 224 37.3
Female 133 62.7
Total 357 100
Class duration  1-2 month 52 14.6
attending 3-4 month 86 24.2
5-6 month 147 41.3
More than 6 months 71 19.9
Total 357 100
Language Foreign Language School 42 11.76
Institute Lao Suan language School 30 8.40
Maestri Vocational Development 30 8.40
Muang Tak Language School 40 11.20
Plearnpasa Language School 30 8.40
Ban Phase language School 35 9.80
Hug Phase Language School 40 11.20
The best Language School 35 9.80
Ban Phase Chin Language School 40 11.20
Ban Phase Lao Sue Nat Language 38 9.80
School
Total 357 100

52

From table 3 found that most of respondents were male at 62.7 percent,

most class duration attending was 5-6 month at 41.3 percent, 3-4 month at 24.2

percent, more than 6 months at 19.9 percent by respectively. The respondents were

study at Foreign Language School at 11.76 percent, Muang Tak Language School and

Ban Phase Chin Language School at 11.20 percent by respectively.

2. Level of student satisfaction in language institute at Tak Special Economic

Zone

The researcher was proposing level of student satisfaction in language

institute at Tak Special Economic Zone. The detail was show at table 4
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Table 4 Level of student satisfaction in language institute at Tak Special

Economic Zone

Students satisfaction in Language Institute X S.D. level

1. Language institute meet your needs in 4.58 0.68 strongly agree
accordance with your real-life language

style

2. Being a customer of the language 4.03 0.54 agree
institute makes you receive “Added value
from various privileges” such as wi-fi,

member card

3. Confidence in the quality of teaching and  4.15 0.69 agree

service of language institutes

4. Get enough information about the course  4.32 0.70 strongly agree
and the services of the language institute

from being a customer

5. Language Institute takes good care of 4.30 0.68 strongly agree
customers
6. The staff of the language institute provide 4.20 0.64 agree

friendly service

7. Language institute has a convenient and  4.26 0.66 strongly agree

fast communication system

8. Language institute organizes various 4.34 0.67 strongly agree

activities that are beneficial to customers

Total 4.27 0.65 strongly agree

From table 4 found that level of student satisfaction in language institute
at Tak Special Economic Zone as a whole at strongly agree level (X = 4.27,
S.D. = 0.65). The highest average score is language institute meet your needs in
accordance with your real-life language style (X = 4.58, S.D. = 0.68) followed by
language institute organizes various activities that are beneficial to customers (X =
4.34, S.D. = 0.67) and get enough information about the course and the services of

the language institute from being a customer (X = 4.32, S.D. = 0.70) by respectively.
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3. Level of student loyalty in language institute at Tak Special Economic Zone
The researcher was proposing level of student loyalty in language

institute at Tak Special Economic Zone. The detail was show at table 5

Table 5 Level of student loyalty in language institute at Tak Special Economic

Zone
Students loyalty in Language Institute X S.D. level
1. You have trust and trust in language 4.56 0.71  strongly agree
institutions
2. You believe that language institutions 4.07 0.61  agree

understand and deal with your problems

well

3. You believed that he would be cared 4.10 0.71  agree
for by the Language Institute

4. You are pleased to continue to be a a4.27 0.71  strongly agree
customer of the Language Institute of the

Language Institute

5. You greatly appreciates the language 4.31 0.73  strongly agree

institute as a whole

6. You have a sense of belonging. and 4.22 0.67  strongly agree

close ties with language institutions

7. You will encourage others to apply for 4.23 0.68  strongly agree

language institute clients

8. If others have misconceptions about 4.31 0.68  strongly agree
language institutions. You will help correct

that misunderstanding immediately

Total 4.25 0.68  strongly agree

From table 5 found that level of student loyalty in language institute at
Tak Special Economic Zone as a whole at strongly agree level (X = 4.25, S.D. = 0.68).
The highest average score is you have trust and trust in language institutions
(X = 456, S.D. = 0.71) followed by if others have misconceptions about language

institutions. You will help correct that misunderstanding immediately (X = 4.31,
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S.D. = 0.68) and you greatly appreciates the language institute as a whole (X = 4.31,

S.D. = 0.73) and you are pleased to continue to be a customer of the Language

Institute of the Language Institute (X = 4.27, S.D. = 0.71) by respectively.

4. Level of service quality in language institute at Tak Special Economic Zone
The researcher was proposing level of service quality in language institute
at Tak Special Economic Zone. The detail was show at table 6-11
4.1 Level of service quality in language institute at Tak Special Economic

Zone as a whole

Table 6 Level of service quality in language institute at Tak Special Economic

Zone as a whole

Service Quality in Language Institute X S.D. level

1. Tangibility 4.31 0.20 strongly agree
2. Responsiveness 4.29 0.12 strongly agree
3. Reliability a.27 0.10 strongly agree
4. Assurance 4.29 0.12 strongly agree
5. Empathy 4.28 0.07 strongly agree
Total 4.28 0.12 strongly agree

From table 6 found that level of service quality in language institute at
Tak Special Economic Zone as a whole at strongly agree level (X = 4.28, S.D. = 0.12).
The highest average score is tangibility (X = 4.31, SD. = 0.20) followed by
responsiveness (X = 4.29, S.D. = 0.12) and assurance (X = 4.29, S.D. = 0.12) and
empathy (X = 4.28, S.D. = 0.12) by respectively.
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4.2 Level of service quality in language institute at Tak Special Economic

Zone in tangibility

Table 7 Level of service quality in language institute at Tak Special Economic

Zone in tangibility

Service Quality in Language Institute

X S.D. level
in tangibility
1. Facilitating clients in technology 4.57 0.69 strongly agree
language instruction
2. Maintaining safety with personal 4.12 0.57 Agree
client’s information
3. Having enough technology to support  4.18 0.68 Agree
learning activities
4. The availability speed and modernity 4.37 0.70 strongly agree
technology for learning
Total 4.31 0.66 strongly agree

From table 7 found that level of service quality in language institute at
Tak Special Economic Zone in tangibility at strongly agree level (X = 4.31,
S.D. = 0.66). The highest average score is facilitating clients in technology language
instruction (X = 4.57, S.D. = 0.69) followed by the availability speed and modernity

technology for learning (X = 4.37, S.D. = 0.70) and having enough technology to
support learning activities (X = 4.18, S.D. = 0.68) by respectively.
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4.3 Level of service quality in language institute at Tak Special Economic

Zone in responsiveness

Table 8 Level of service quality in language institute at Tak Special Economic

Zone in responsiveness

Service Quality in Language Institute

. . X S.D. level

in responsiveness

1. The staff can advise the cost, tuition fee 4.42 0.69 strongly agree
of applying for the interesting course

2. Knowledgeable staff the ability to 4.19 0.57 Agree

provide information to the language

institute

3. The staff are polite and courteous to 437 0.68 Agree

serve customers

4. The staff has the ability to communicate 4.38 0.70 strongly agree
in many languages such as English, Thai,

Burmese, Karen language

Total 4.29 0.67 strongly agree

From table 8 found that level of service quality in language institute at
Tak Special Economic Zone in responsiveness at strongly agree level (X = 4.29,
S.D. = 0.67). The highest average score is the staff can advise the cost, tuition fee of
applying for the interesting course (X = 4.42, SD. = 0.69) followed by the staff has
the ability to communicate in many languages such as English, Thai, Burmese, Karen
language (X = 4.38, S.D. = 0.70) and knowledgeable staff the ability to provide
information to the language institute (X = 4.19,SD. = 0.57) by respectively.
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4.4 Level of service quality in language institute at Tak Special Economic

Zone in reliability

Table 9 Level of service quality in language institute at Tak Special Economic

Zone in reliability

Service Quality in Language Institute

X S.D. level
in reliability
1. The courses at the language institute 4.42 0.69 strongly agree
are well known their quality
2. The teacher in language institutes are  4.21 0.61 strongly agree
qualified and reliable in teaching
3. The course are appropriate and meet ~ 4.20 0.68 agree
the student need
4. The courses are suitable for the basic ~ 4.28 0.72 strongly agree
of learners
Total a.27 0.67 strongly agree

From table 9 found that level of service quality in language institute at
Tak Special Economic Zone in reliability at strongly agree level (X = 4.27,5.D. = 0.67).
The highest average score is the courses at the language institute are well known
their quality (X = 4.42, S.D. = 0.69) followed by the courses are suitable for the basic
of leamers (X = 4.28, S.D. = 0.72) and the teacher in language institutes are qualified
and reliable in teaching (X = 4.21,S.D. = 0.61) by respectively.
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4.5 Level of service quality in language institute at Tak Special Economic

Zone in assurance

Table 10 Level of service quality in language institute at Tak Special Economic

Zone in assurance

Service Quality in Language Institute

>l

in assurance

S.D.

level

1. The language institute has 4.45
advertisements and publicity about the

courses

0.65

strongly agree

2. Language Institute uses a variety of 4.21
languages that are easy to understand

and interesting

0.63

strongly agree

3. Language institutions offer a 4.17
confident of prices and courses for

customers to choose from

0.67

agree

4. The language institute offers 4.35
continuing education courses to

promote customer development

0.67

strongly agree

Total a4.29

0.65

strongly agree

From table 10 found that level of service quality in language institute at

Tak Special Economic Zone in assurance at strongly agree level (X = 4.29,

S.D. = 0.65). The highest average score is the language institute has advertisements

and publicity about the courses (X = 4.45, S.D. = 0.65) followed by the language

institute offers continuing education courses to promote customer development X

= 4.35, S.D. = 0.67) and language Institute uses a variety of languages that are easy to

understand and interesting (X = 4.35,S.D. = 0.67) by respectively.
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4.6 Level of service quality in language institute at Tak Special Economic

Zone in empathy

Table 11 Level of service quality in language institute at Tak Special Economic

Zone in empathy

Service Quality in Language Institute

X S.D. level
in empathy
1. Facilitating clients in service 4.38 0.70 strongly agree
instruction by individual
2. Individual of learning responsiveness  4.20 0.63 agree
3. Multi-learning style for student 4.25 0.70 strongly agree
4. Technology for individual learning 4.31 0.68 strongly agree
Total 4.28 0.67 strongly agree

From table 11 found that level of service quality in language institute at

Tak Special Economic Zone in empathy at strongly agree level (X =4.28,S.D. = 0.67).

The highest average score is facilitating clients in service instruction by individual

(X = 4.38, S.D. = 0.70) followed by technology for individual learning (X = 4.31, S.D.

= 0.68) and multi-learning style for student (X = 4.25, S.D. = 0.70) by respectively.
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5. Analysis of service quality factors on student satisfaction in language institute
at Tak Special Economic Zone

For the analysis understanding and convenience, the researcher was
prescribing symbol of variables by following

Independent variables

Tangibility TAN
Responsiveness RES
Reliability REL
Assurance ASS
Empathy EMP

dependent variables
student satisfaction SAT

Statistic Symbol (Sirichai Kanjanvasri, 1994)

R multiple correlation coefficient, relation between dependent variable
and Independent variables set

R Square predict coefficient by portion and percent of variance variable
described by variables set

b regression coefficient in term of raw data which present each of
predicting value effect to dependent variables, when predicting equation in raw data

SEb  regression coefficient standard error

B regression coefficient in term of standard data which present each of
predicting value effect to dependent variables, when predicting equation in standard
data

The result of service quality factors on student satisfaction in language
institute at Tak Special Economic Zone use regression analysis by ENTER on following
process

1) The result of independent variables analysis
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Table 12 The result of independent variables analysis

TAN RES REL ASS EMP
TAN 1.00
RES JT76* 1.00
REL .185% .806* 1.00
ASS 37 811% 7T 1.00
EMP 160* .186* 192* 811* 1.00

* statistic significant at .05

From table 12 found that tangibility factor, responsiveness factor,
reliability factor, assurance factor and empathy factor have relation less than 0.850
which Sirichai Kanjanvasri (1994) was prescribing that independent variables must
show relation value less than 0.850 and could be result analysis

Therefore, in this research was bring tangibility factor, responsiveness
factor, reliability factor, assurance factor and empathy factor to analyzed by ENTER.
For study, which factor was effect on student satisfaction in language institute at Tak
Special Economic Zone and predict student satisfaction in language institute at Tak
Special Economic Zone

2) The result of service quality factors on student satisfaction in language
institute at Tak Special Economic Zone

The result of service quality factors on student satisfaction in language

institute at Tak Special Economic Zone was present in table 13
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Table 13 Variable factors effect on student satisfaction in language institute at

Tak Special Economic Zone

Variables b SEb B t P-value
Tangibility (TAN) 167 .033 178 5.026 <0.001*
Responsiveness (RES) 119 .038 126 3.164 0.002*
Reliable (REL) .149 .037 .155 3.975 <0.001*
Assurance (ASS) 262 .038 265 6.833 <0.001*
Empathy (EMP) 215 .036 297 7.685 <0.001*

R = .931

R Square = .867

* statistic significant at .05

From table 13 found that tangibility factor (TAN), reliability factor (REL),

assurance factor (ASS) and empathy factor (EMP) effect on student satisfaction in

language institute at Tak Special Economic Zone by statistic significant at .05

according with hypothesis by assigning descending order; empathy, assurance,

tangibility, reliability and responsiveness.

When R Square consideration found that all independent variables can

predict on student satisfaction in language institute at Tak Special Economic Zone in

86.7 percent

By the research result can bring coefficient value to predict in equation of

student satisfaction in language institute at Tak Special Economic Zone by following

SAT = 0.105 + 0.167(TAN) + 0.119(RES) + 0.149(REL) + 0.262(ASS) +

0.275(EMP)
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Equation can describe by following;

Value 0.167 (TAN) mean if tangibility (TAN) increase 1 student satisfaction
(SAT) will increase 0.167, significant (P-value < 0.05). Thus tangibility (TAN) effect on
student satisfaction (SAT).

Value 0.119 (RES) mean if responsiveness (RES) increase 1 student
satisfaction (SAT) will increase 0.119, significant (P-value < 0.05). Thus reliable (REL)
effect on student satisfaction (SAT).

Value 0.149 (REL) mean if reliable (REL) increase 1 student satisfaction
(SAT) will increase 0.149, significant (P-value < 0.05). Thus reliable (REL) effect on
student satisfaction (SAT).

Value 0.262 (ASS) mean if assurance (ASS) increase 1 student satisfaction
(SAT) will increase 0.262, significant (P-value < 0.05). Thus assurance (ASS) effect on
student satisfaction (SAT).

Value 0.275 (EMP) mean if empathy (EMP) increase 1 student satisfaction
(SAT) will increase 0.275, significant (P-value < 0.05). Thus empathy (EMP) effect on
student satisfaction (SAT).
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6. Analysis of service quality factors on student loyalty in language institute at
Tak Special Economic Zone

For the analysis understanding and convenience, the researcher was
prescribing symbol of variables by following

dependent variables

student loyalty LOY

The result of service quality factors on student loyalty in language
institute at Tak Special Economic Zone use regression analysis by ENTER on following

The result of service quality factors on student loyalty in language
institute at Tak Special Economic Zone

The result of service quality factors on student loyalty in language

institute at Tak Special Economic Zone was present in table 14

Table 14 Variable factors effect on student loyalty in language institute at Tak

Special Economic Zone

Variables b SEb B t P-value
Tangibility (TAN) .250 .037 .252* 6.749 <0.001*
Responsiveness (RES)  .113 042 113 2.687 0.008*
Reliable (REL) .188 .042 .185% 4.496 <0.001*
Assurance (ASS) .230 .043 .220% 5.369 <0.001*
Empathy (EMP) .239 .040 .245% 5.991 <0.001*

R =.923

R Square = .851

* statistic significant at .05

From table 14 found that tangibility factor (TAN), reliability factor (REL),
assurance factor (ASS) and empathy factor (EMP) effect on student loyalty in

language institute at Tak Special Economic Zone by statistic significant at .05
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according with hypothesis by assigning descending order; empathy, tangibility,
assurance, reliability and responsiveness.

When R Square consideration found that all independent variables can
predict on student loyalty in language institute at Tak Special Economic Zone in 85.1
percent

By the research result can bring coefficient value to predict in equation of
student loyalty in language institute at Tak Special Economic Zone by following;

LOY =-0.122 + 0.250(TAN) + 0.113(RES) + 0.188(REL) + 0.302(ASS) + 0.239(EMP)

Equation can describe by following;

Value 0.250 (TAN) mean if tangibility (TAN) increase 1 student loyalty
(LOY) will increase 0.250, significant (P-value < 0.05). Thus tangibility (TAN) effect on
student loyalty (LOY).

Value 0.113 (RES) mean if responsiveness (RES) increase 1 student loyalty
(LOY) will increase 0.113, significant (P-value < 0.05). Thus tangibility (TAN) effect on
student loyalty (LOY).

Value 0.188 (REL) mean if reliable (REL) increase 1 student loyalty (LOY)
will increase 0.188, significant (P-value < 0.05). Thus reliable (REL) effect on student
loyalty (LOY).

Value 0.230 (ASS) mean if assurance (ASS) increase 1 student loyalty
(LOY) will increase 0.230, significant (P-value < 0.05). Thus assurance (ASS) effect on
student loyalty (LOY).

Value 0.239 (EMP) mean if empathy (EMP) increase 1 student loyalty
(LOY) will increase 0.239, significant (P-value < 0.05). Thus empathy (EMP)effect on
student loyalty (LOY).



Chapter 5

Conclusion, Discussion and Recommendation

The study of service quality factors on student satisfaction and student
loyalty in language institute at Tak Special Economic Zone was aim to 1) study of
service quality factors on student satisfaction in language institute at Tak Special
Economic Zone and 2) to study of service quality factors on student loyalty in
language institute at Tak Special Economic Zone
Conclusion

The researcher was concluding research in 6 parts;

1. General information of the respondents

2. Level of student satisfaction in language institute at Tak Special
Economic Zone

3. Level of student loyalty in language institute at Tak Special Economic
Zone

4. Level of service quality in language institute at Tak Special Economic Zone

5. Analysis of service quality factors on student satisfaction in language
institute at Tak Special Economic Zone

6. Analysis of service quality factors on student loyalty in language

institute at Tak Special Economic Zone

By following;
1. General information of the respondents

The most of respondents were male, most class duration attending was
5-6 month. The respondents were most study at Ban Phase Lao Sue Nat language

school and Plearnpasa language school.
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2. Level of student satisfaction in language institute at Tak Special Economic
Zone

The level of student satisfaction in language institute at Tak Special
Economic Zone as a whole at strongly agree level. The highest average score is
language institute meet your needs in accordance with your real-life language style
followed by language institute organizes various activities that are beneficial to
customers and get enough information about the course and the services of the

language institute from being a customer by respectively.

3. Level of student loyalty in language institute at Tak Special Economic Zone
The level of student loyalty in language institute at Tak Special Economic
Zone as a whole at strongly agree level. The highest average score is you have trust
and trust in language institutions followed by if others have misconceptions about
language institutions. Student will help correct that misunderstanding immediately
and student greatly appreciates the language institute as a whole and student are

pleased to continue to be a customer of the language institute by respectively.

4. Level of service quality in language institute at Tak Special Economic Zone

4.1 The level of service quality in language institute at Tak Special
Economic Zone as a whole at strongly agree level. The highest average score is
tangibility followed by responsiveness and assurance and empathy by respectively.

4.2 The level of service quality in language institute at Tak Special
Economic Zone in tangibility at strongly agree level. The highest average score is
facilitating clients in technology language instruction followed by the availability
speed and modernity technology for learning and having enough technology to
support learning activities by respectively.

4.3 The level of service quality in language institute at Tak Special
Economic Zone in responsiveness at strongly agree level. The highest average score
is the staff can advise the cost, tuition fee of applying for the interesting course

followed by the staff has the ability to communicate in many languages such as
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English, Thai, Burmese, Karen language and knowledgeable staff the ability to provide
information to the language institute by respectively.

4.4 The level of service quality in language institute at Tak Special
Economic Zone in reliability at strongly agree level. The highest average score is the
courses at the language institute are well known their quality followed by the
courses are suitable for the basic of learners and the teacher in language institutes
are qualified and reliable in teaching by respectively.

4.5 The level of service quality in language institute at Tak Special
Economic Zone in assurance at strongly agree level. The highest average score is the
language institute has advertisements and publicity about the courses followed by
the language institute offers continuing education courses to promote customer
development and language Institute uses a variety of languages that are easy to
understand and interesting by respectively.

4.6 The level of service quality in language institute at Tak Special
Economic Zone in empathy at strongly agree level. The highest average score is
facilitating clients in service instruction by individual followed by technology for

individual learning and multi-learning style for student by respectively.

5. Analysis of service quality factors on student satisfaction in language institute
at Tak Special Economic Zone

The factors affecting on student satisfaction in language institute at Tak
Special Economic Zone, P-value < 0.05, 5 variables predict the student satisfaction in
language institute at Tak Special Economic Zone at 86.7% according empathy,

assurance, tangibility, reliability and responsiveness.

6. Analysis of service quality factors on student loyalty in language institute at
Tak Special Economic Zone

The factors affecting on student loyalty in language institute at Tak
Special Economic Zone, P-value < 0.05, 5 variables predict the student loyalty in
language institute at Tak Special Economic Zone at 85.1% according empathy,

tangibility, assurance, reliability and responsiveness.
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Discussion

This research was found that level of student satisfaction and loyalty and
effect of service quality factors on student satisfaction and loyalty in language
institute at Tak Special Economic Zone which the researcher was discuss by
following;
1. Student satisfaction

The level of student satisfaction in language institute at Tak Special
Economic Zone as a whole at strongly agree level may be due to language institute
at Tak Special Economic Zone try to meet student needs in accordance with their
real-life language style and also being a customer of the language institute makes
receive “Added value from various privileges” such as wi-fi, member card. When, the
researcher was criticizing by detail found that the highest score average was language
institute meet student needs in accordance with their real-life language style. Shows
that language institute at Tak Special Economic Zone have the attention to preparing
and try to develop learning process and bring innovation for quality. The student can
use this benefit for their need and effect to satisfaction accordance with
Annamdevula & Bellamkonda (2014) “the learners’ satisfaction is the degree to
which a learner is delighted towards the involvement in course learning. During the
course design, the higher educational institutes switched from traditional learning
methods to staff encourage learning methods. To develop courses, the institutes
consider factors that affect the efficiency of learning while student satisfaction and
other course-related aspects are influenced by the strategies adopted to provide
learning during the coirse design, factors influencing learning, such as technicality
issues, lack of social support and sense of isolation, impact the satisfaction of the
students and student emotions, for instance, anger, anxiety and enthusiasm also

affect student satisfaction.

2. Student loyalty
The level of student satisfaction in language institute at Tak Special
Economic Zone as a whole at strongly agree level may be due to satisfaction

language institute at Tak Special Economic Zone try to made organization by
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systematic and confidence in the quality of teaching and service of language
institutes. The institute made student believe that language institutions understand
and deal with their problems well and believed that would be cared for by the
language institute. When, the researcher was criticizing by detail found that the
highest score average was student have trust and trust in language institutions
according with Allender & Richards (2012) “..¢ood customer relationship
management creates customer loyalty. Consequently, loyalty customers positively
talk about the company and its services or products and stay loyal. On the contrary,
dissatisfied customers criticize the product or service to others and they usually turn
to competitors. There is a considerable difference in the loyalty of customers with
different level of loyalty. Study shows that even an insignificant drop in complete
satisfaction cause a huge drop in loyalty. Although Allender defines loyalty in general
as “deeply held commitment to repatronize a preferred product or service”, in case
of higher education applies stergaard and Richards definition of student loyalty as
"willingness to recommend the institution and the programmes to others,
considerations whether the student would have chosen the same institution and
programme today, and willingness to continue education or participate in
conferences at the institution in the future" or a similar definition by Flavian, Guinaliu
and Gurrea (2006). "as the tendency of a student to choose same provider (i.e. HEls)

or service over another for a particular need."

3. Service quality in language institute at Tak Special Economic Zone

The level of service quality in language institute at Tak Special Economic
Zone as a whole at strongly agree level may be due to language business with high
service quality will meet or exceed customer expectations whilst remaining
economically competitive. Evidence from empirical studies suggests that improved
service quality increases profitability and long term economic competitiveness.
Improvements to service quality may be achieved by improving operational
processes; identifying problems quickly and systematically; establishing valid and
reliable service performance measures and measuring customer satisfaction and

other performance outcomes according with Foxall (1985), Providing superior service
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quality is crucial in achieving long-term success in the service language business.
Service quality refers to consumers’ evaluation of the excellence and superiority of
the service encountered.Customers who experience positive feelings and attitudes
toward the services during the service consumption process are more likely to
perceive favorably toward the service provider, which subsequently leads to
customer loyalty (Han & Hyun, 2012). This is consistent with past studies which have
shown that in the educational industry, customers who are satisfied with the service
quality are more likely to become loyal customers. In the context of tourism, a
research by Hou & Wonglorsaichon (2011). on a sample of visitors to the Museums of
Macau revealed that service quality is critical to customer satisfaction. In addition, a
recent study Lo, Wu and Tsai (2015). indicated that service educational industry can
improve customer satisfaction through service quality. To date, consumers pay
considerable attention to the reputation of a company. According to Memarzadeh
and Chang (2015) corporate image is an organization’s overall beliefs and impressions
in the public’s mind. Asserted that consumers’ perception of quality of the service
provider influences their perceptions of corporate image. A substantial amount of
service marketing literature has shown the relationship between service quality and
customer satisfaction). For instance discovered that tourists who experience high
levels of service quality from a hotel are more likely to have high levels of customer
satisfaction and favorable corporate image toward the hotel. More recently, National
Statistical Office (2022) showed that service quality has a significant positive influence
on corporate image in the banking industry. Based on these studies, the following

hypotheses are developed.

4. Analysis of service quality factors on student satisfaction in language institute at
Tak Special Economic Zone

The factors affecting on student satisfaction in language institute at Tak
Special Economic Zone, P-value < 0.05, 5 variables predict the student satisfaction in
language institute at Tak Special Economic Zone at 86.7% according empathy,
assurance, tangibility, reliability and responsiveness. May be due to in language

institute at Tak Special Economic Zone focus in facilitating clients in service
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instruction by individual and also technology for individual learning as follow Paul
(2014) “ ...empathy should understanding the consumer’s use case, how the product
will be useful to them, guiding them and helping them achieve their goals, and being
empathetic to their needs is a very important process for an organization. This is
what separates a human from a bot, the ability to empathize with your customer
and make them feel valued” Moreover, studies have examined the role of first-line
employees in mapping customers’ service assessments (e.g. satisfaction and loyalty)
due to the employee—customer direct contact in service settings. In the sales and
marketing and promotional literature, a social emotion, namely empathy, has been
found to be of crucial importance to understand the nature of employee-customer
interactions within the business context. These studies provide practical support of a
positive association between employee empathy (EE) and employee—customer
interactional procedures and the effect of EE on CS. CS, as an essential parameter of
organizational success, has an influential impact on service brand loyalty (Raza, et al,,
2020) that ultimately results in the customers’ positive word-of-mouth (PWOM) and
repurchase intentions (RI) toward the service brands (Thakur, 2016). Empathizing with
your clients would make them feel valued and it will lead the user to be loyal to
your product and services. What’s better than having a loyal client who can spread
the word about your product.

For assurance, language institute at Tak Special Economic Zone
recognized that assurance refers to the skills and competencies used in delivering
services to the customers. Voss (1991) explains that employee skills and
competencies help to inspire trust and confidence in the customer, which in turn
stirs feelings of safety and comfort in the process of service delivery. Customers are
more likely to make return visits if they feel confident of the employees’ ability to
discharge their tasks. Shostack (1979) lists the factors that inspire empathy as
competence, politeness, positive attitude, and effective communication as the most
important factors in assuring customers. Besides, other factors include operational
security of the premises as well as the proven quality of the service provided to the
customers. Thus, the assurance has significant contribution in the perception of

service quality.
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The tangibility affecting on student satisfaction in language institute at Tak
Special Economic Zone at the significant level of 0.05 may be due to the institute
aspects of a tangibility service have a significant influence on perception of service
quality. These comprise the external aspects of a service that influence external
customer satisfaction. The key aspects of tangibility include price, ranking relative to
competitors, marketing communication and actualization, and word-of-mouth effects
(Payne and Ballantyne, 1991) which enhance the perception of service quality of
customers. These aspects extend beyond SERVQUAL’s definition of quality within the
car care industry settings.

The last affecting on student satisfaction in language institute at Tak
Special Economic Zone at the significant level of 0.05 was reliable may be due to
reliability is attributed to accountability and quality. There are a bunch of precursors
that likewise aid basic methodology for shaping clients’ perspectives toward
administration quality and reliability in the car care industry in educational business
(Lovelock, 1979). A portion of these predecessors is identified with car repair benefits
and includes the convenient accessibility of assets, specialist’s expertise level and
productive issue determination, correspondence quality, client care quality, an
exhibition of information, client esteem, proficiency of staff, representatives’ capacity
to tune in to client inquiries and respond emphatically to their necessities and
protests, security, workers’ dependability, more limited holding up time and
quickness, actual prompts, cost of administration, accessibility of issue recuperation
frameworks, responsibility, suarantees, for example, mistake-free administrations,
generally association’s picture and workers’ politeness, and responsiveness. Despite
the innovative changes happening in the educational industry and the instructive
degree of educational administrations suppliers in Asia, car care suppliers in the
territory are taught about the need to continually refresh their insight into the
advancements in the area of class workshops and the components of administration.
By the way the responsiveness was not significant affecting on student satisfaction in
language institute at Tak Special Economic Zone may be due to the questionnaire
was not different clear from another item for example “The staff can advise the cost,

tuition fee of applying for the interesting course” look like “The language institute
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offers continuing education courses to promote customer development” in aspects
of assurance. So responsiveness refers to the institution’s ability to provide fast and
good quality service in the period. It requires minimizing the waiting duration for all
interactions between the customer and the service provider (Mindak and Fine, 1981).
Mindak and Fine (1981) explained that responsiveness is crucial for enhancing the
customers’ perception of service quality. Rather, the institution should provide a fast
and professional response as to the failure and recommend alternative actions to
address the customer’s needs. In this light, the researcher summarizes
responsiveness to mean four key actions, i.e., giving individual attention to
customers, providing prompt service, active willingness to help guests, and employee

availability when required.

5. Analysis of service quality factors on student loyalty in language institute at Tak
Special Economic Zone

The factors affecting on student loyalty in language institute at Tak
Special Economic Zone, P-value < 0.05, 5 variables predict the student loyalty in
language institute at Tak Special Economic Zone at 85.1% according empathy,
tangibility, assurance, reliability and responsiveness. Which different from satisfaction
only tangibility and assurance may be due to tangibility affecting on loyalty more
than satisfaction because tangibles are the ‘visible’ aspects of the service that
are employed by businesses to improve external customer satisfaction.
Different service industries employ different types of tangibles. The information
technology and services industry makes use of hi-tech computer systems and lavish
offices to give a perception of high quality to their prospective clients. Similarly, the
hospitality industry employs trained people to increase empathy and improve the
quality and promptness of service, thereby improving external customer
satisfaction. (McCarthy, E.J., 1964)

In the same way of assurance affecting on loyalty less than satisfaction,
the researcher found that Results from Parasuraman, et al. (1988) found that
assurance is one of the core dimension of service quality that impacts customer

satisfaction because it implants a favourable perception of an organization in the
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mind of a customer. Thus encouraging the likelihood of word of mouth activity
especially in financial institutions. A reliable financial service provider implants a high
level of confidence in the mind of its customers (Parasuraman, Zeithaml, and Berry,

1988). This dimension is facilitated through the people aspect of service quality.

Recommendation

Beneficial of research finding

1. The language institute administrator should recognize work quality by
improve service every semester for student satisfaction due to research finding that
the highest average score is language institute meet student needs in accordance
with their real-life language style followed by language institute organizes various
activities that are beneficial to customers.

2. The language institute administrator should recognize staff quality by
improve service every semester for student loyalty due to research finding that the
the highest average score is student have trust and trust in language institutions
followed by if others have misconceptions about language institutions. Student will
help correct that misunderstanding immediately and student greatly appreciates the
language institute as a whole and student are pleased to continue to be a customer
of the language institute by respectively.

3. The language institute administrator should recognize service quality
on empathy by facilitating clients in service instruction by individual, individual of
learning responsiveness, finding multi-learning style for student and technology for
individual learning for increasing student satisfaction and student loyalty.

Next research

1. Should study of service quality factors on student satisfaction and
student loyalty in language institute at another Special Economic Zone

2. Should study of another business management factors on student

satisfaction and student loyalty in language institute at Tak Special Economic Zone



REFERENCES




Allender, W. J., & Richards, T. J. (2012). Brand loyalty and price promotion strategies:
an empirical analysis. Journal of Retailing, 88(3), 323-342.

Annamdevula, S. & Bellamkonda, R. (2014). The effects of service quality on student
loyalty: the mediating role of student satisfaction. Journal of Modelling in
Management Vol. 11 No. 2, 2016. pp. 446-462

Back, K. J., & Parks, S. C. (2003, 2003). A brand loyalty model involving cognitive,
affective, and conative brand loyalty and customer satisfaction. Journal of
hospitality & tourism research, 27(4), 419-435. doi:https://doi.org/
10.1177/10963480030274003

Berry, L.L. (1984), “Services marketing is different”, in Lovelock, C.H. (Ed.), Services
Marketing, Prentice-Hall, Englewood Cliffs, NJ, pp. 29-37.

Bitner, M.J. (1990), “Evaluating service encounters: the effect of physical surroundings
and employee responses”, Journal of Marketing, Vol. 54, p. 69-82.

Booms, B.H. and Bitner, M.J. (1981), “Marketing strategies and organization structures
for service firms”, in Donnelly, J.H. and George, W.R. (Eds), Marketing of
Services, American Marketing Association, Chicago, IL, pp. 47-51.

Borden, N.H. (1965), “The concept of the marketing mix”, in Schwartz, G., Science in
Marketing, John Wiley & Sons, New York, NY, pp. 386-97.

Brunner, G.C. Il (1988), “The marketing mix: a retrospection and evaluation”, Journal
of Marketing Education, Vol. 10, Spring, pp. 29-33.

Brunner, G.C. 11 (1989), “The marketing mix: time for reconceptualization”, Journal of
Marketing Education, Vol. 11, Summer, pp. 72-7.

Buttle, F. (1989), “Marketing services”, in Jones, P. (Ed.), Management in Service
Industries, Pitman, London, pp. 235-59.

Chase, R. and Garvin, D.A. (1989), “The service factory”, Harvard Business Review,
July/August, pp. 61-9.

Chieochankitkan, A. & Sukpatch, K. (2014). The Customers’ perception of service
quality for spa establishments in the Active Beach Tourism Cluster,
Thailand. Silpakorn University Journal of Social Sciences, 14(3), 53-75.

Cowell, D. (1984), The Marketing of Services, Heinemann, London.



79

Culliton, J.W. (1948), The Management of Marketing Costs, Division of Research,
Graduate School of Business Administration, Harvard University, Boston, MA.

Enis, B.M. and Roering, K.J. (1981), “Services marketing: different products similar
strategy”, in Donnely, J.H. and George, W.R. (Eds), Marketing of Services,
American Marketing Association, Chicago, IL, pp. 1-3.

Faircloth, J. B. (2005). Factors influencing nonprofit resource provider support
decisions: applying the brand equity concept to nonprofits. Journal of
Marketing Theory and Practice, 13(3), 1-15.

Fern, E.F. and Brown, J.K. (1984), “The industrial/consumer dichotomy”, Journal of
Marketing, Spring, pp. 68-77.

Flavian, C., Guinaliu, M., & Gurrea, R. (2006). The influence of familiarity and usability
on loyalty to online journalistic services: The role of user experience.
Journal of Retailing and Consumer Services, 13(5), 363-375.

Foxall, G. (Ed.) (1985), Marketing in the Service Industries, Frank Cass, London.

Frey, AW. (1961), Advertising, 3rd ed., The Ronald Press, New York, NY.

Gummesson, E. (1987), “The new marketing — developing long- term interactive
relationships”, Long Range Planning, Vol. 20 No. 4, pp. 10-24.

Han, H., & Hyun, S. S. (2012). An extension of the four-stage loyalty model: The
critical role of positive switching barriers. Journal of Travel & Tourism
Marketing, 29(1), 40-56.

Hou, C., & Wonglorsaichon, P. (2011). The relationship among brand awareness, brand
image, perceived quality, brand trust, brand loyalty, and brand equity of
customer in China’s antivirus software industry. International Journal of
Business and Economics, 8(1), 151-171.

Idrees, Z., Xinping, X., Shafi, K., Hua, L., & Nazeer, A. (2015). Consumer’s brand trust
and its link to brand loyalty. American Journal of Business, Economics and
Management, 3(2), 34-39.

International Trade Administration. (2022). Thailand - Country Commercial Guide.
1401 Constitution Ave NW Washington, DC 20230.

Ismail, A. R. (2017). The influence of perceived social media marketing activities on

brand loyalty. Asia Pacific Journal of Marketing and Logistics, 29(1), 129-144.



80

lversen, N. M., & Hem, L. E. (2007). Provenance associations as core values of place
umbrella brands. European Journal of Marketing, 42(5/6), 603-626.

Judd, V.C. (1987), “Differentiate with the 5th P: people”, Industrial Marketing
Management, Vol. 16, pp. 241-7.

Kajenthiran, K. & Karunanithy, M. (2015). Service Quality and Student Satisfaction: A
Case Study of Private External Higher Education Institutions in JAFFNA, SRI
LANKA. Journal of Business Studies. Volume 1 (2) - 2015.

Keller, K. L. (2001). Building customer-based brand equity: A blueprint for creating
strong brands. (Doctoral dissertation). Retrieved from http://202.120.148.199/
Files/Custome+rBased+brand+Equity+Model.pdf.

Kent, R.A. (1986), “Faith in the four Ps: an alternative”, Journal of Marketing
Management, Vol. 2 No.2, pp. 145-54.

Kotler, P. (1976), Marketing Management, 3rd ed., Prentice-Hall, Englewood Cliffs, NJ,
p. 60.

Kotler, P. (1986), “Megamarketing”, Harvard Business Review, Vol. 64, March/April, pp.
117-24.

Kotler, P. and Armstrong, G. (1989), Principles of Marketing, 4th ed., Prentice-Hall,
Englewood Cliffs, N.J.

Lazer, W., Culley, J.D. and Staudt, T. (1973), “The concept of the marketing mix”, in
Britt, S.H. (Ed.), Marketing Manager’s Handbook, The Dartnell Corporation,
Chicasgo, IL, pp. 39-43.

Lazer, W. and Kelly, E.K. (1962), Managerial Marketing: Perspectives and Viewpoints,
Richard D. Irwin, Homewood, IL.

Lee, H. M., Lee, C. C,, & Wu, C. C. (2011). Brand image strategy affects brand equity
after M&A. European Journal of Marketing, 45(7/8), 1091-1111.

Levitt, T. (1972), “Production line approach to service”, Harvard Business Review,
September/October, pp. 41-52.

Levitt, T. (1976), “The industrialization of service”, Harvard Business Review, Vol. 54,
September/October, pp. 63-74.

Levitt, T. (1981), “Marketing intangible products and product intangibles”, Harvard
Business Review, Vol. 59, May/June, pp. 94-102.



81

Lo, A., Wu, C. & Tsai, H. (2015). The impact of service quality on positive consumption
emotion in resort and hotel spa experiences. Journal of Hospitality
Marketing & Management, 24, 155-179.

Lovelock, C.H. (1979), “Theoretical contributions from services and non-business
marketing”, in Ferrel, O.C., Brown, S\W. and Lamb, C.W. (Eds), Conceptual
and Theoretical Developments in Marketing, American Marketing Association,
Chicago, IL, pp. 147-65.

McCarthy, E.J. (1964), Basic Marketing, Richard D. Irwin, Homewood, IL.

McCarthy, E.J. and Perreault, W.D. Jr (1987), Basic Marketing, 9th ed., Richard D. Irwin,
Homewood, IL.

Memarzadeh, F. & Chang, H.J. (2015). Online consumer complaints about Southeast
Asian luxury hotels. Journal of Hospitality Marketing & Management, 24, 76-98.

Mindak, W.A. and Fine, S. (1981), “A fifth ‘P’: public relations”, in Donnely, J.H. and
George, W.R. (Eds), Marketing of Services, American Marketing Association,
Chicago, IL, pp. 71-3.

National Statistical Office. (2022). Demography Population and Housing Branch.
Thailand.

Nickels, W.G. and Jolson M.A. (1976), “Packaging — the fifth P in the marketing mix”,
Advanced Management Journal, Winter, pp. 13-21.

Oliver, R. L. (1999). Whence Consumer Loyalty? Journal of marketing, 63(4_suppl1),
33-44.

Parasuraman, A., Zeithaml, V.A., & Berry, L.L. (1988). SERVQUAL: A multiple-item scale
for measuring consumer perceptions of service Quality. Journal of Retailing,
64(1), 12-40.

Paul, Lomax. (2014). Current Problems in Business Education. The journal of business
education, volume 13, 1937-Issue 3.

Payne, C.M.A. and Ballantyne, D. (1991), Relationship Marketing: Bringing Quality,
Customer Service and Marketing Together, Butterworth-Heinemann, Oxford.

Pride, W.M. and Ferrell O.C. (1989), Marketing: Concepts and Strategies, 6th ed.,
Houghton-Mifflin, Boston, MA.



82

Raza, S. A, Umer, A, Qureshi, M. A., & Dahri, A. S. (2020). "Internet banking service
quality, e-customer satisfaction and loyalty: the modified e- SERVQUAL
model". The TOM Journal, 32(6), 1443-1466. doi:
https://doi.org/10.1108/TQM-02-2020-0019

Reichard, C.J. (1985), “Industrial selling: beyond price and persistence”, Harvard
Business Review, March/April, pp. 128-33.

Renaghan, L.P. (1981), “A new marketing mix for the hospitality industry”, Cornell
Hotel and Restaurant Administration Quarterly, August, pp. 31-5.

Shapiro, B.P. (1985), “Rejuvenating the marketing mix”, Harvard Business Review,
September/October, pp. 28-34.

Shostack, G.L. (1977), “Breaking free from product marketing”, Journal of Marketing,
Vol. 41, April, pp. 73-80.

Shostack, G.L. (1979), “The service marketing frontier”, in Zaltman G. and Bonoma, T.
(Eds), Review of Marketing, American Marketing Association, Chicago, IL, 1979,
pp. 373-88.

Special Economic Zone. (2021). Thailand Special Economic Growth. Thailand
Stanton, W.J., Etzel, M.J. and Walker, B.J. (1991), Fundamentals of Marketing,
9th ed., McGraw-Hill, New York, NY.

Sundbo, J. & Darmer, P. (2008). Creating experience in the experience economy .
Cheltenham, England: Edward Elgar.

Sutatip Chukiatrok. (2009). Perception, Satisfaction and Loyalty of Shopping Center
Member Card. Master Degree of Arts Program in Public Relations, Faculty of
Communication Arts, Chulalongkorn University.

Tatar, S; B., & Erdogvmus, . E. (2016). The effect of social media marketing on brand
trust and brand loyalty for hotels. Information Technology & Tourism, 16(3),
249- 263.

Thakur, R. (2014). What keeps mobile banking customers loyal? International Journal
of Bank Marketing, 32(7), 628-646. doi:https://doi.org/10.1108/1JBM- 07-2013-
0062



83

Thakur, R. (2016). Understanding customer engagement and loyalty: a case of mobile
devices for shopping. Journal of Retailing and consumer Services, 32, 151-
163.

Voss, C.A. (1991), “Applying service concepts in manu- facturing”, Proceedings of the
OMA-UK Sixth International Conference, 25-26 June, Aston University, pp.
308-13.

Waterschoot, W. and Van den Bulte, C. (1992), “The 4P classification of the marketing
mix revisited”, Journal of Marketing, \ol. 56, pp. 83-93.

Webster, F.E. Jr (1978), “Management science in industrial marketing”, Journal of
Marketing, Vol. 42, January, pp. 21-7. Webster, F.E. Jr (1984), Industrial
Marketing Strategy, 2nd ed.,John Wiley & Sons, New York, NY.

Webster, F.E. Jr and Wind, Y. (1972), “A general model forunder standing
organizational buying behaviour”, Journal of Marketing, Vol. 36, April, pp. 12-
19.

Wuttke, M. & Cohen, M. (2008). Spa retail. In M. Cohen & G. Bodeker (Eds.),
Understanding the global spa industry: Spa management (pp.208 - 220).
Oxford, England: Butterworth-Heinemann.

Yamane, T. (1973). Micro-mechanical statistic. New York. USA.

Zaltman, G. and Wallendorf, M. (1979), Consumer Behaviour:Basic Findings and

Management Implications, John Wiley & Sons, New York, NY.






Appendix A

The Expertise

1. Dr.Pimsara Yaklai

2. Dr.Suparawadee Trongtortam

3. Dr.Prapatsore Kleebprathum

85

Faculty of Business, Economics and

Communications, Naresuan University

Faculty of Business, Economics and

Communications, Naresuan University

Faculty of Business, Economics and

Communications, Naresuan University



Appendix B

Research Tool
WuUEaUANY
nsAnwdadeannmuanisuInisiseanunanala
wazAuinAvasinAneluanidunwanauATegRanIn

ALY : wuugeunuldnvhvuiadudiumvilvemangnsusmsgsnanm o

WIneapusas lngAmeuvesiuasiluldlumaliesgideyaiiionsfinyiivigu

] v & v o v
fnUN 1 ﬂlaga‘w%11]%60g«jmamwuaaumumuqu 3 U9

(%
o

Muas : iuezeamng v adludes [ Wnsefuauduaswesinliunndian

1. e
[ 1) ane [ 2) ns
2. Whissuduszesioa
[ 1) 1 -2 ifieu [ 2) 3-4 feu
[ 3) 5 -6 1ileu [ 4) unnnin 6 deu

3. 15938 UNBINYINULSBU

D 1) 15U UFDUNHIANUTENF D 2) 15958 UADUN 1A 1A

[ 3) IsaSeuasuniwusians [ 9) IsaSeugaun1wiilosmin
[ 5) IssSouaoun1winduniuw [ 6) TsaSsuasun1wnvnua
[ 7) TssSouaeuniwsnina [ 8) TsaSsuasun1waoziva

[ 9) IsaiSeuasunwntnunadu [ 1 10) Iss5suaounietnuma

1A v
LARNYDUN



=] v = o Y a ° 1%
MNIUN 2 ?Ja%aLﬂEl'Jﬂ‘Uﬂmﬂ'TWﬂ'\iiﬁ'l]iﬂ'li"iﬂﬂ'}u 20 U9

¥
o A

o = / ' D A o < ' PN
ANYLLAN : NILATDINUNY aﬂu%aﬁ Vlmﬂﬂ‘ummLﬂ/iusuawnumm/l?j@

5 N0
4 Vel
3 Vel
2 NUBE
1 YaIAN

A NNsIuINstusedy wnvian
AuAMNSUINsTusEAu 10
AAMNSIIUINNsTusEAu Yunans

AunNNsIuINsluseau dee

'
a

A nNsiiusNsluseau deeiian

A unsliuInsluaadunimn

FTAUAMNIN

5 4 3 2

v < a
ATUANUTUFUTIIUVBIUINIG

annUunIw

1. NMsBNIgANUaEAINAUALLladwNUNAN Y LY

2. miguanuUaenieiuleyadiuyanavanindny

3. Mmsfiwaluladiiganslunissessuianssumsiseus

4. nsfimaluladifientsiseudndanunsay anusing

LagANNIUELY

AIUNTABUAUBIRDANAT

5. Wmthilauausalunsiiekuzineuanseuly

wangnsiarn1siseuiaulala

6. \Wmithdiaaus Anwaunsalunslideyaantu

HECa

7. \Wwihadanugaiwiseuseslunisliuinisiugnam

8. Wt ATiANNaILNsalUNTSERENS A ENWN WU

Mgy Mg pedleunns nwnzimses

fuANUYaliuianangns

o

9. nanamsluantunwiduniinaivedeinunnnim

10. 9137158 luaa Tunuiinaninuazasennuge iy

TunsapunismesnsuLnasasuoaulay

11. demlundnansiianumingauaenndesiuniny

ABINS

12, emlusginiananvangauiuiugiuresisey

87



88

A wnsiuinsluaandunim

STAUAIUANLITY

4 3 2

v o A O v
mumidl‘lm’)'mwauuﬁagnﬂ']

13, andunwiinslavanuasUssuduiustamanans

14. @1TUNIYINT N NAAINTANY WY waztaula

15. anrdumwlinnudedudusimuasnangastignen

BRRGRAN GRRGRE

16. anrdumwiindngmsnisiseusiailosdualuimuinisves

(%

A

e | eD

F4

AuN133ienudasn1svasgndn

17. NNSOIUIYANUALAINAIUNITUSNSATN AN LUan1 T

I
ﬂ’]ﬂ’]LUu%auﬂﬂﬁ

18. NM3AUBINBUANNABINITNSSBUTAILUARAYDIINANY

19. N5ANLADNAINTTUNITELUN I ANAIN A

20. nsilwAluladitesefuAuABINITNSITEUIT

nanniangy




a ¥ a o = =] o o v
fAUN 3 ﬂla%aLﬂEl'JﬂUﬂ'ﬂ?JW\?W@IQ‘UENUﬂﬂﬂ‘iﬂ'ﬂuaﬂ'ﬁ]uﬂq‘lﬂq’\n‘w}u 8 U3

¥
o A

o = / ' D A o < ' PN
ANYLLAN : NILATDINUNY aﬂu%aﬁ Vlmﬂﬂ‘ummLﬂ/iusuawnumm/l?j@

5
a
3
2

1

WU
=
UL
=
PB4
UL

UL

aufisnelalusedu iniiga
Anuiswelaluszdv wn
Anuianelaluseiu Yunans
AnuNsnelaluseiv oy

Anusnalalusediu doanagn

AUNanalavestunAnw luda1iun1en

s =
szAUAUNInala

5 4 3

2

1. viu3AnIaTuANwINeUALDIAINABINIS LAABAARDY

fusuuuunstdnrelutinasaveaing

UnSauTn

2. vimuFandinisugnAvesanduniwviivinulasu

“AUANNNIINENT LAY 97 WU N5 wi-fi, N15d

A01UUNWN

3. iugdndulalupmuninnisaeuuaznsiuInisves

4. inulasuteyaiisanainelfiuaesanisaou uasusnig

YosaatunEINNTugnen

5. vinugdndnanndunwilianuldlegnAnluegnd

6. inuianindmihivesaantunwliuinisediaduiing

WaEIIALED

7. vinuddndnandunenfissuunisinsedeansiiagain

Usglenlungnen

8. iudninandunwinisdanonssusiigg My

89



naull 4 dayainerfiuanuinfvesindnenluaanduniwdiuou 8 da

¥
o A

o = / ' D A o < ' PN
ANYLLAN : NILATDINUNY aﬂu%aﬂ Vlmdﬂ‘ummLﬂ/iusuawnumm/l?jﬂ

5 N8 anufnAlusEsu 11nfian

q MUYH AUANALUSEAU 11N

3 MUY ANUANALUSEAU Uunang

2 WD ANUANAIUITEAU Uas

1 UGN anufnAlusedu desfian
$2AUAUANA

AUANAYBIUNANE luaa1dUN1E
5 4 3 2

1. vulienudedowaziingdaluaniduniw

2. ynuEean1tiun 1wl kazdnnisiutymuss

yIulan

3. Mueinazlesuniselaldainaantuniwn

| Yt a ad I3 v ) )
4, V]’]ugaﬂﬂu@mf\]gLUUQﬂﬂqﬁaqUUﬂqusﬂaqaﬂquu

Mty

5. YNUIUIBUANNUUN I L UAINTILBE 198

| a Ve < v va YY)
6. WWU@Jﬂ’J’]MEﬁﬂLUUL"\]’WJEN LLaﬂﬂa“U@E‘\JﬂW‘UﬂU

An1UUNWN

7. inuszatvayuligduadasdugnitanidunis

8. iddutianuilEaNgivanITun1® iuag

eun AU laRANUDEN 99U

[ o

Ainviveveuamvnviuibinusiuiioluegafiun o Tenatiie



91

Questionnaire
The Study of Service Quality Factors on Student Satisfaction and Student

Loyalty in Language Institute at Tak Special Economic Zone

Explication: This questionnaire is part of Master Degree of Business Administration,
Naresuan University. Your answers will be used for data analysis for educational

purposes only.

Part 1 General information of the respondents, 4 items.

Explication: Mark v in the box [ to match your reality as much as possible

1. Gender
[ 1) Male [ 2) Female
2. Class Duration Attending
[ 1) 1-2 month [1 2) 3-a4 month
[ 3) 5-6 month 1 4) More than 6 month

3. Language Institute
[ 1) Foreign Language School
[] 2) Lao Suan language School
[ 3) Maestri Vocational Development
[ a) Muang Tak Language School
[15) Plearnpasa Language School
[[] 6) Ban Phase language School
L1 7) Hug Phase Language School
[] 8) The best Language School
[] 9) Ban Phase Chin Language School
[[] 10) Ban Phase Lao Sue Nat Language School



Part 2 Service Quality in Language Institute, 20 items.

Explication: Mark v" in the box [] to match your reality as much as possible

5 mean Strongly Agree

4 mean Agree

3 mean Neutral

2 mean Disagree

1 mean Strongly Disagree

Reality Level

Service Quality in Language Institute
5 4 3 2

Tangibility

1. Facilitating clients in technology language

instruction

2. Maintaining safety with personal client’s

information

3. Having enough technology to support learning

activities

4. The availability speed and modernity

technology for learning

Responsiveness

5. The staff can advise the cost, tuition fee of

applying for the interesting course

6. Knowledgeable staff the ability to provide

information to the language institute

7. The staff are polite and courteous to serve

customers

8. The staff has the ability to communicate in
many languages such as English, Thai, Burmese,

Karen language
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Service Quality in Language Institute

Reality Level

4

3

2

Reliability

9. The courses at the language institute are well

known their quality

10. The teacher in language institutes are

qualified and reliable in teaching

11. The course are appropriate and meet the

student need

12. The courses are suitable for the basic of

learners

Assurance

13. The language institute has advertisements

and publicity about the courses

14. Language Institute uses a variety of
languages that are easy to understand and

interesting

15. Language institutions offer a confident of
prices and courses for customers to choose

from

16. The language institute offers continuing
education courses to promote customer

development

Empathy

17. Facilitating clients in service instruction by

individual

18. Individual of learning responsiveness

19. Multi-learning style for student

20. Technology for individual learning
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Part 3 Student satisfaction in Language Institute, 8 items.

Explication: Mark v" in the box [] to match your reality as much as possible

5 mean Strongly Agree

4 mean Agree

3 mean Neutral

2 mean Disagree

1 mean Strongly Disagree

Students satisfaction in Language Institute

Reality Level

4

3

2

1. Language institute meet your needs in

accordance with your real-life language style

2. Being a customer of the language institute
makes you receive “Added value from various

privileges” such as wi-fi, member card

3. Confidence in the quality of teaching and

service of language institutes

4. Get enough information about the course and
the services of the language institute from being

a customer

5. Language Institute takes good care of

customers

6. The staff of the language institute provide

friendly service

7. Language institute has a convenient and fast

communication system

8. Language institute organizes various activities.

that are beneficial to customers




Part 4 Student loyalty in Language Institute, 8 items.
Explication: Mark v" in the box [] to match your reality as much as possible

5 mean Strongly Agree

4 mean Agree

3 mean Neutral

2 mean Disagree

1 mean Strongly Disagree

Reality Level

Student loyalty in Language Institute
5 4 3 2

1. You have trust and trust in language institutions

2. You believe that language institutions

understand and deal with your problems well

3. You believed that he would be cared for by

the Language Institute

4. You are pleased to continue to be a customer

of the Language Institute of the Language Institute

5. You greatly appreciates the language institute

as a whole

6. You have a sense of belonging. and close ties

with language institutions

7. You will encourage others to apply for

language institute clients

8. If others have misconceptions about language

institutions You will help correct that

misunderstanding immediately
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Part 5 Suggestions and Comments
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Appendix D

Graduate School Document

Announcement
The Graduate School, Naresuan University
Approval of Thesis Proposal to Conduct Research

No. 008/2023

The Graduate School approved Mr.Win Soe Aung, student ID: 64060053: Master
of Business Administration, to conduct research. The approved thesis proposal entitled:
“THE STUDY OF SERVICE QUALITY FACTORS ON STUDENT SATISFACTION AND
STUDENT LOYALTY IN LANGUAGE INSTITUTE AT TAK SPECIAL ECONOMIC

ZONE” with Dr.Anirut Asawasakulsorn as the thesis advisor.

Amnounced date: January 17, 2023

(Associate Professor Dr.Krongkarn Chootip)

Dean of the Graduate School, Narcsuan University
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GRADUATE SCHOOL
NARESUAN UNIVERSITY

The Graduate School
Naresuan University
Phitsanulok, 65000
Thailand

2 November 2022

Subject: Invitation to be an expert for the verification of research instruments
RE # 97.0603.02/7 3270

Dear Dr.Prapatsorn Kleebprathum

Naresuan University Graduate School is honored to invite you to be an expert to verify the
validity of the research instruments designed by Mr.Win Soe Aung, student identification number
64060055, a graduate student in Master of Business Administration at Naresuan University, who is
conducting a research study for the thesis titted “The Study of Service Quality Factors on
Student Satisfaction and Student Loyalty in Language Institute at Tak Special Economic
Zone".

Your expertise would contribute to the success of this research study and the development

of the graduate studies at Naresuan University. Your kind assistance is much appreciated.

Sincerely,

A\Mm: Na~udom

(Associate Professor Anamai Na-udom, Ph.D.)
Deputy Dean for the Academic Affairs

For Dean of the Graduate School, Naresuan University

Graduate School, Naresuan University, Phitsanulok, Thailand 65000 Tel: {66-55) 968828 Fax: (66-55) 968826
Mr.Win Soe Aung Tel: 09-7923-2609
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