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Abstract

Sy The purpose of this paper is to znvestlgate z‘he relatzonsth between service delivery
... DrOCess, passenger. sansfacnon and loyalty in express coach industry in Malaysia. .. ..
.. Jive components of service process were identified: experience before rravel,
. experience during z‘ravel experzence afier ‘travel, termmal faczhnes and bus_
~operations. Data were solzczted from passengers of one express coach service =
plving a route of Kota Bharu to Kuala Lumpuy using a structured questionnaire.
- Results show that three out of five areas of service process ave significantly related
... with passenger satisfaction. Terminal facilities emerged as the best predictor. for.
_ passenger satisfaction, followed by the bus operations and experience afier travel,
- The analy.sz.s ‘also indicates a starzstzcally szgny“ cant correlatzon between
PasSengers sansfactzon and loyalty.

Keywords: passenger satzsfactzon, layalyy, service quality, express coach

INTRODUCTION Better services arc provided for the public
when passengers are given the opportunity to
make choices based on comfort, reliabilify,
frequency and price. Experience indicates that
many people are willing to pay more for better
services (Heskett, Sasser and . Schlesinger

1997). As income arise, impreved services can

Most - cities .in ‘developing countries
heavily on the use of buses as the major means
of mobility, particularly for the urban problem.
People in urban area rely very much on buses
for their daily movement cither. traveling to

rely

and from work,

shopping and . recreational

in cities with extensive rail

trips. Lven
networks, the majority of {rips are made on
buses or minibuses. An estimated of 600
million trips a day in 1980 were being made in
buses in the developing cities and by 2000, this
figure will have at least doubled. With so
many people affected, it is not surprising to
find the quantity and quality of bus services as
a worldwide topic of considerable concern
among passengers, service operators and
policy-makers {Amstrong-Wright and Thiriez

1987).

help to retain high levels of patronage, thereby
avoiding~a“switch from public transport to
private cars. Given freedom in the choice of
buses, operators are able to respond more
closely to the preferences of passengers, which
are likely to range from vehicle offering basic
facilities at low fares to more comfortable
Where incomes
increase and more people are able to buy cars,
the transport system will need to inciude more
attractive services if bus patronage is to be
retained. Certainly, there will be a growing
demand for bus services if better facilities such

vehicles at higher fares.
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'--_-'-__-_as seatmg, a1r cond1t10nmg or !ccr Space are
1987)

-'_prov:dcd Indecd many passcngcrs will: bc_::_'=
i __-'wzllmg to pay cxtra for such 1cvefs of comfort

i As we hdd seen m most natlons whether

"'-'-dcvcloped or. devciopmg ones, bus serwces___..
o "_stlll form the backbonc of publtc transport in 3
L .-.towns and cmcs as a modc of mter~mty 1rave! : :

- This is ‘zhe cheapcst means of transportation in -
and around the city in the world. In the per-

..Sp’._':Ctl_V_C of Iocal_ bus operations in Malaysia, it
is interesting to note that the express coach
 services in this coutry normally dominated by
private o'péfafcrs”a'nd the nature of operation is
quite fragmcntcd Whllc there may be over-
whelming evxdcncc fo show that bus services
under private ownership invariably are self-
supporting, sometimes there "is considerable
concern that this i is achlcvcd at the expense of
quality and safcty An addstlonal goncern, in
comparison with public operator, is that
privately owned buses are inclined to cause
undue traffic congestion and provide unfair
competition and employ fierce price-culting.
These impressions arise mainly because of the
highly motivated and sometimes aggressive
b_ché.yiour_ of privatc operators. But even
though they may appear chaotic at times, given
the opportunity, private operators can provide
services that are very cfficient and responsive
to the needs of the public, In fact, from a num-
ber of studies comparing services Tnuthie same
cities (Calcuita, Istanbul, Bangkek and Ta=
karta), the quality of private bus service gener-
ally seems as good, if not better, than those
under public ownership charging similar fares.
In a large number of cities, private operators
provide a higher standard of service, as is
evident from the higher fares they arc able to
command in comparison with their public
counterparts. Also there is little concrete evi-
dence fo support the concern that privately
owned bus services are less safe than those

o pubhciy owned (Amsirong»Wright and Thiricz

T he faslune ‘of bus operators to understand

'_th_e_ main differences between service structure
_and service delivery process will cause ineffi-
-:'01ent services to customers and consequently
ot decreasmg thelr satisfaction. This weakness is
. always .plescnt in express bus operators

because the management doesunot emphasize

~on the customer needs. They always use the

same and standard approach hoping that the

i ‘necds -and wants of customers are always con-
" stant, The obvious different characteristics of
' product and service are that service manage-

ment has an abstract structure, which might
vary in different setting and nature. These

characteristics are ot found in product

_ management philosophies. Thus, using product

rﬁanagement philosophy to manage a service
provider will causc problems that may affect
its overall customer services.

It has been suggested that customer satis-
faction is a key issue for every company
wishing to increase customer loyalty and
thereby create a. better business performance
(Grempty, Martensen and Kristensen 2000).
Failure to achieve satisfaction from an express
bus scrvice is.as much the fault of the
customer for not identifying precise needs, yet
it must also be recognised that consumers may
not have a precisc.need to communicate and
thisvig“eentral to the delivery of service satis-
faction and beneficial to passengers (Gabbott
and Hogg 1994). The real service quality
benchmark caused by passenger evaluation is
when they experience or
service. All complains must be considered if

“consume™ the

they are rational and supported by clear evi-
dence. The perceptions of the customer and the
service provider are always different. But, all
passenger perceptions must be considered, so
that both parties get mutual benefits of quality
delivery service.
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g5 f-".how passengcrs eva!i:atc thc servsce pmcesses i

o ;'-prowded by the bus compames 1r1 Malaysm'

'--ziand how. thesc evaiuataons can affect - thc:r'_ Ice : well o
' 'cral sat:sfactxon;c,__ pe _enced by regular users -
'-Hﬂi (1996) deﬁned customer sat:sfactmn -as .
! the customers perccpt;ons that a suppher has
_'met” E exceod d_ihmr expectatlons o

--saﬁsfact:on thh respcct 10 the ‘service

- -';:rcndcrcd Spec:f cally, cin thas study, three' o
' i_:ssucs were exammcd (1) the componcms of
._servace proccsses whzch are sahcnt 1n assessmg -

| scrv:ce de!wery in the exprcss bus mdustry, (2)_ -'
: thc reiat:onshlp bctwcen dlfferent process area |

reiated 1o the satisfaction ‘of- passsngcrs -and
(3) the re!atlonshlp ‘between passenger satis-
faction and: loyaity in their usage of’ cxpress '
coach serv:ce : SRR g
Literamre roview that used in this
research can bc eIaborated as folfows Cus-
tomer satxsfactlon has come to reprcscnt an
1mp0rtant corners‘gone for customer—orlented
busmcss practxces across a multltude of coms-
pames operatmg in davczse industnes An
analysis of the htcra‘mre concerned with cus-
tomer satisfaction in 1992 revealed a large and
ever growing ‘body of resecarch with some
15,000 trade and academic articles, which had
been written on the topic over the previous two
decades (Peterson and Wilson 1992). This em-
phasis on businesses’ having satisficd custom-
ers further serves to accentuate the potential
value resulting from documented findings on
the antecedents and consequences of'eustomer
satisfaction (Szymanski and Henard 2001).

The concept of customer satisfaction has
been defined in various ways. For example,
Zeithaml, Berry and Parasuraman (1993) sug-
gested that customer satisfaction is a function
of the customer’s assessment of service qual-
ity, product quality and price. Oliva, Oliver
and Bearden (1995) suggested that satisfaction
is a function of product performance relative to
consumer expectations. Bachelet (1995) con-
sidered satisfaction to be an emotional reaction
by the consumer in response to an experience

Jones and Sasser (1995), ‘on - thc other _ |

' hand deﬁned customcr sansfactlon by 1dcr1t:—
-'of cxpress coach ‘scrvice and how this s

fymg four factors they postulated affectcd it

_The factors were: (1) csscntial elcmcnts of'the

product or_service that customers expected all -
rivals ‘to ‘deliver, (2) basic support services
such ‘as customer assistance, (3) a recovery
process to make up for bad experiences and (4)
“customization” which were factors that met
customers’
needs. Ostrom and Jacobueci (1995) examined
a number of definitions from other researchers
and distinguished between the concept of con-
sumer value-and customer satisfaction, They
stated ~that customer

* personal - preferences, “values, or

satisfaction was best
judged after purchase, was experiential and
took into account the qualities and benefits as
well as-the costs and efforts associated with'a
purchase.

Rescarchers of customer satisfagtion are
more interested fo focus their studiés in service
setting to explore the satisfaction levels of
customers (Cadotte,oWoodruff and Jenkins
1987;"Oliver and Swan 1989; Fornell 1992).
Though these studies have treated customer
satisfaction and service quality as a separate
research, these two constructs has been widely
recognised as the key influence in the forma-
tion of customers’ purchase intention in
service environments. A revicw of the existing
literature suggests that the specific nature of
the relationship between these important con-
structs in the determination of customers’ pur-

chase intentions continue to ¢lude marketing

Passenger Satisfaction and Loyalty (Safiek Mokhlis)

141

Jurnal Manajemen dan Bisnis, Vol. 2 No. 2 Des Tahun 2007




. ' _-servwc '
B 1981) Thc semcc marketmo lstcraturc argues
o "that customcr “satisfaction is the resu!t of a

scholars (Bttner anc§ Ilubcrt 1994 Rust and -

_.Ohvcr 199).

: I‘rom thc pcrspcctlvc of service markc:t«

s ing, sansfactaon can be defined as an emotional
B _statc that occurs in rcsponsc to an cvahldnon of

| 'mtcractlon cxpcncnces (Wcstbrook

: . customer 'S pcrccptlon of . the value  received
(Hal!oweli 1996). As stated by Fornell, John-
son, Cha -and Bryant (1996), the first determi-
nant cof - overall ;
pc_rc_cwcd quality; and secondly the perceived
value. . Customers currently demand higher

‘customer satisfaction is

quality -service and often perceive existing
levels  to fall short of expectations, It is
believed that as consumers perceive a widen-
ing gap between expected and desired levels of
service, - feclings
increasingly develop. Positive cevaluations of
customer c¢omplaint encounter have been
shown to be viewed as “sccond-order” safis-
faction and help to build customer loyalty and
higher levels of repurchase intention (Etzel and
Silverman 1981).

of dissatisfaction will

Oliver (1980) observed a sirong correla-
tion between high level of customer satisfac-
tion and its consequenc¢es. The researcher in
general concluded that highieustomer satisfac-
tion should increased loyaltys, for current
customers, reduced price elasticities, insulation
of current customers from competitive efforts,
lower costs of future transactions, reduced
failure costs, lower costs of aftracting new
customers and enhanced reputation for the
firm. In tandem with this view, Robertson and
Gatignon (1986) believed that an increase in
customer satisfaction should also enhance the
overall reputation of the firm and it can aid in
introducing new products by providing instant
awarcness and lowering the buyer’s risk of

trial.

the - efficiencies of

- Jones and Sasser-(1995) has determined
three second-order effects of customer loyalty:
(1) revenues grows as a result of repeat pur-
chases ‘and . referrals, (2) costs decline as a
result of lower acquisition expenses and from
serving cxperienced
customer and-(3) employee retention increases
becanse job pride andusatisfaction increase.
Similarly, Heskett et al. {1997) suggests that
customer loyalty should (1} decline the costs
of serving the customers; (2} increasc the
volume of purchase by the customers; (3)
increase the price premium that customers
would tolerate and (4) increase their willing-
ness to spread favourable word of mouth. The
converse of this isthat a dissatisfied customer
will tell morc people of their dissatisfaction,
possibly complain to the company and if suffi-
ciently disenfranchised, change to anether
company for their product or service, or totally
withdraw from the market (Anderson and Sul-
livan 1993; Fornell, Ittner and Larcker 1993,

Oliva, Oliver and Bearden 1995).

Reichheld (1996) argues that the eco-
nomic benefits -of - customer loyalty often
explain why one firm is more profitable than a
competitor. Loyal customers often become less
expensive to serve as they become more effi-
cient in their dealings with the supplier and
increase their spending over time (not just in
volume but also in termsof willingness to pays
price. premiwm on occasion). Hence, most
service marketers today have recognised the
importance of keeping customers and making
them into better customers (Berry 1983). It is
also obvious that acquiring a new customer
entails one-time costs for advertising, promo-
tions and the like. As the company gains
experience with its customers, it can serve
them more efficiently,
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i --:;Survcy Instrumcnt

RESEARCH METHOD

The foliow;ng dcscnbes the developmcn‘f of_-:';
o ﬁ_f-_ survcy mstrument data coliecnon process and

e ponse rate as weIl as sample character:stlc' e

: ona quahtatwc study usmg anin- dcpth .
E ::_-_lnlcrv'l'cw tcchmque a structured ques’nonnalre _
was prcparcd for use in the survey. The ques-
tionnaire was sclf-admisistered. On the front

':: of the resear.cher and mformat;on about conﬁ~ : :;f ;
"-'dentlahty of data were' prowded On add;tlon R

that 1neasured:; (.1) passéngers travei expcrl- ._ :
: ence (sect:on 1 to 3), (2) passengers sat:sfac~ o
' '-.'tlon 3) loyalty and @ demographlc var:a.bles '_

'Wlth the exccpﬁon of demographlc var:abies '

. Table 1. Measﬁ_rcr_hcnt an._d Reliabilities of the Vafiéblcs o

?\.If)ha .

Variables Items =
“-Experience before Queuing time to buy a ticket at the counter . . T o
travel (4 items) Courteous service provided by frontline employec 0.72
Waiting time for the arrival of the bus { DU
Seating arrangement
Experience during Seat in the bus :
travel Condition of the bus : sk
(9 items) ~ Driver’s attitude while driving during the joumney
Arrangement for smoking and non-smoking area ; ' 051
- Condition of toilet facilities
- Comfortable of aisle :
Arrival/departure as per schedule
Experience after Luggage condition
travel (5 items) .- Frequency of incidents missing luggage
' Delayed journey 0.60
Arrival time
incidents of damaged luggage
Terminal facilities Terminal design
{5 items) Location of ticket counter
Prayer room 0.72
Condition of rest room
Luggage room
Bus operations Technical problems of the bus
{6 items) Fare price for the service provided
The safety guaranteed towards delay 0.50
Reliability of buses while traveling
Other services
Composite scale: An overall rating of satisfaction
Passenger The degree to which performance falls short or exceeds
satisfaction expectations 0.60
(3 items) A rating of performance relative to the passengers’ ideal of

good service in the category
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title, the name of institution, the name?f_ e

_ '__p_of:t_e i‘rs___page the questl nnalres _' i
"._'were.numbcrcd scrlaﬁy for 1hc control of e o
;questmnnalres and Iater data analyses The_- i




o _1"._:_'311 1tems wcr{: mcasured on 4 pomt type scale_- '
L _( __— strongly agree 4 = strongly dlsagrce)

ereng dnu to gam thc:r fccdback rcgard—
':mgthe contcnt layout wordang and case of
- 'undcrstandmg the mcasurcmcnt m:ms They

L wcre aEso asked to offer suggcstlons for

- 1mprovmg the pmposcd seale and to edit the
_ “items to enhancc clarity, 1eadab1hty, and con-
'-:1ent adequacy. The feedback was taken into
account in reviging the questionnaire. Ten
undergraduate students were interviewed about
the revised gquestionnaire. The students were
mainly '_a_ske'd clarity of the questionnaire,
Changés were made bascd on the verbal feed-
back received. Then, the newly revised gues-
tionnaire was pilot tested.

The main reason for conducting a pilot
test is to determine the potential effectiveness
of the questionnairc and whether further
revision is neceded prior to conducting the
survey. In addition, the pilot study was con-
ducted to ensure the validity, sequence and
relevance of the questionnaire to this study. It
should be noted thatithe test was not used for
statistical purposes and therefore rcsponses
from the pilot {est werc not included in the
research {indings.

The researcher distributed the question-
nairc to 20 bus passengers as a sample group
for pilot testing. The subjects were asked if
they had any problems understanding the
questionnaire or have specific comments
regarding the questionnaire. The format for
responding was through open-ended questions.
The subjects were encouraged to be very free
with their responses, make suggestions for
improvement and delincate any difficulties
they found.

. | To ensure the vahdaty of the suwey'

".'_mstrumcnt “the quest;onnalre was dtstrlbuted'
o three facuity members at Umversxta Maiay— '
:-"_""si__a

‘After cach questionnaire 'was completed,
each subject was asked what he/she meant in
checking various answers. Comments were
solicited on " the clarity of the questions and
what the changss should be done in order to
make the questions simpler. These respondents
also'gave their comments on understanding the
instructions about thewscaling and the time
faken to answer the questions. The test found
no serious problems and minor amendments
were made to the survey questions based on
the verbal feedback received from the inter-
view. The final result of the pilot test finally
indicated that the questions had face validity.
Table | depicts the measurement of the main
variables and its Cronbach’s alpha coefficients.
The alpha cocfficients ranged between 0.5 and
0.72, indicating high internal consistencies and
reliability of the items (Kerlinger and Lee
2000).

Data Collection

A survey method was employed to obtain
information directly from individual passen-
gers of express buses, Prior to the survey, per-
mission  was obtained from  Syarikat
Kenderaan Melayu Kelantan (SKMK) fo dis-
tribute the questiopnaires to the passcngers.
Thirteen buses plying the route of Kota Bharu
to Kuala Lumpur were involved in this four
weeks period of data collection. A total of 500
questionnairesswere sent out for the survey.
The data collection process started with the
bus driver distributed the structured question-
naires to the passengers before the journey.
Passengers were asked to fill up the question-
naire when they started the journcy or when
the bus stopped for a break. The drivers then
collected the questionnaires after the arrival at
the destination.

Of a total of 500 questionnaires distrib-
uted during the survey period, 378 question-
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o Thu__

a:res'were r : u: ncd accountmg for 75 6 ‘per

:_-"'qucstlonnazms werc dlscardcd because they '

_ ::'only 200 scts wcrc deemcd usablé for'j
~data analyms : D e e

' "_-'Samplc Charactez 1st1cs :'. L

'_I_-._'The sampie con51sts of' 53 S% male and 46 5%.
fcmale Malay conststutes the Iargest cthmc_
-__'.group, accountmg for 87% of the respondents

_':cent of the otal admlmsiered Howcver 1785;' .

: respondcnts
; 'accountmg for 36 5% of thc total respondents

'-.fellowed by the Chmesc (1 1%) and thc Indlans
'(2%) An exammanon of. the marital tatus of
- the rcspondents shows that the 1argest single
.persons account for 53 5% smgfe and 45%

marr:ed In terms of age the majoraty of the
wcrc bciow 25 “years old,

The second !argesl age. group was the 25 to 34

bracket .(29.5%), followed by 35 to 44 age
© group (23%) 45 .t_o_ 54 age group _.(19_._5%) and

55 years old and above (0.5%). Table 2 pre-

| Table 2. Sample Characteristics

Characteristics MNEE. Percent (%)
- Gender
Male 107 Wi 335
Female 93 46.5
Age ;
25 and below 73 36.5
2634 59 29.5
35-44 46 ' 23
4554 21 10.5
55 and above 1 0.5
Ethnic
Malay 174 &7
Chinese 90 11
Indian 3 2
Marital status
Single 167 53.5
Married 90 45
Widowed 3 1.5
Occupation
Management 46 23
Agriculture/forestry 2 1
Clerical 25 12.5
Sales and business 47 23.5
Service 12 6
Factory and construction 11 5.5
Technical and engineering 7 3.5
Others 50 25
Monthly income
Betow RM1,000 61 30.5
RMI1,001 - RM2,000 62 31
RM2.001 — RM3,000 37 i8.5
RM3,001 - RMS,000 36 18
RMS5,001 and above 4 2
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- '_i_sents :the character;stlcs of 'rcspondents m-

: --'volved_ in th:s sludy

'DISCUSSION

.’I‘hts.section describcs ‘the - rcsuits ‘of data_ :
: '._"anaiysm The Stat1snca1 Pdckage for Soc;ai_

_ .Sc:cnce (SPSS) versxon 11 5for. Wmdows was
Y 'used for all stanstacal procedures ' =

- .Relatmnships of Servme Varzablcs with
_ Passcngcr Satlsfactlon

. To exammc thc cffcct of service variables on

- passenger satisfaction, a multiple linear regres-

sion analysis was run with service variables as
predictors and 'with'passcnger satisfaction as a
criterion wariable. This statistical technique
was favourable because it can be used o
cxplain the movements of one variable, the
dependent variable {i.e. satisfaction) as a fune-
tion of movements'in'_ a set of other independ-
ent or predictor variables (i.e. service). Using
principles of correlation, the multivariate use
of regression analysié is a way of using the
association between variables as a method of
prediction (Studenmund 2001). The product
should be what is known a ‘‘variate”™, that is,
the independent’s variable linear combination
that may predict best the dependent variable.
The variables” weights convey theiruinput fo
the overall prediction. Specifically, we used
ordinary least-square (OLS) regression to
estimate:

PS = £ (BT, DT, AT, TF, BO)

RESEARCH RESULTS AND o

% :.-.':"::'_1ermmdl fac:ht:es
BO

bus opcrdtlon 5 _ _;- e

An .au’tdmat_ed_' selccfi_on_[procedurc of _
stepwise procedure was applied to find the best
" regression model without testing all possible =
; rcgrg_:'ss'ioﬁs.' Fhe use of this procedure was jus- : -
tiﬁed for this study “becausc -there were no .-
' '_*'chcor'ciical a priori assumptions régarding the
. "1mportancc of each vanable Irp, addition, it _":_ﬁ
allows thc researcher to examine the'contribu- e

tion of each prcd;ctor variable to the explamed
variance of the criterion variable. Each pre-
dictor variable is considered for inclusion prier
to developing the main cquation. The predictor
variable with the greatest contribution is added
first. Predictor variables are then selected for
inclusion bascd on their incremental contribu-
tion over the variable(s) already in the equa-
tion. An alpha level of 0.1 was used as the
entry cut-off value. This level of significance
was chosen because the researchers was con-
cerned that some of the variables would be
excluded if the lower level of significance was
used and the researchers tried to minimize the
cffect of collinearity as {ar as possible through
variable selection following the advice of
Speed (1994).

Independent variables werc entered into
the regression model as the predictors and pas-
senger satisfaction as.the criterion. Following
Hair, Anderson, Tatham and Black (1998), the
regression model was tested to see if all the
assumptions to apply this analysis are fulfilled.
To test whether the assumptions of linearity,
homoscedasticity and independence were met
by the data, checks were undertaken by
inspecting the normal probability plot and

I‘:’é‘ercz sac residuals scatterplot. An examination of the
> = passengersatistaction normal probability plot of indicated that the
BT = expericnce before travel . .

T ) dur | residual plots were almost close to the normal
a experfencc uring trave straight diagonal line, suggesting that the

AT = experience after travel . . o
residuals were approximate normal distribu-
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i ':3_' :-f_t'on In addm. n;’ thc 1651dua§ sca.ttcrpiot veri=
i ".’-ﬁcd that thc 051duals wcrc Imear and homoui._" ;

_-assesscd while the stepwise multipie mgres-
~ sion 'was run by us_mg the conventional toler-
ancc value of 0.1 ‘as'the cut-off point for high
multicollinearity (Hair et al. 1998). The results
of“the ‘analysis/showed that all independent
variables in the regression equation had high
tolerance ‘values ranging from 0.7 to 0.925;
showing an absence of multicollinearity prob-
lem. ‘Therefore it can be concluded that the
assumptions underlying regression analysis
had not been violated.

““Table 3 presents the summary of stepwise
regression results of process variables with
passéngcr satisfaction. It was observed that
three "out of five variables were significant
predictors of passenger satisfaction with the F

: test statlsnc 15_(F — 20 142) _sugmf cant at :
p<0 0001 The cffect size of serv;ce process :
var 1abic&. as rcportcd by adjusted R was 0 224,

' To tes t for a poss:bic o f A mu} nco]Im_ ar— L suggestmg that process varlablcs wcre able to

..:lty prob cm two va[ucs weze exammed First i
o the corrclataon matrlx for the predwtor van-:"- :
o 'abIcs was run. Al correlations turned out to bc'
-rather low (under. 0.5). Next, the tolercmce
values of the mdepcndent var:ables ware_ -

~explain 22, 4% of the vanatxon in 1he passenger
'satlsfactlon According to thc classrﬁcation
'-:_.systern of cffcct s:ze by Sawyer and Ball

(1981), the regresszon “equation m the prescnt
study can be ciassaﬁcd as medxum to Iarge :

The stepwase ordermg of thc predlctor
vanables that entercd the equatmn is  as
foliows Termmal facil mcs (’1 T ) was thc first
vanabie selccted into thc model as it was the_
most sal:ent in explammg pdssengcr sat:sfac-'
t;on It dlonc explamcd 15.2 per cent of the
varigtion. At step. 2, Bus opecration (BO)
entered the cquation and accounted for an
additional 4.2 per cent of the variation in pas-
senger sansfacnon The last vanable selected
was  experience  after travei_ (AT) and
accounted for an additional 3 per cent of the
variation in passenger satisfaction. The multi-
ple linear regression equation can be presented
as follows: | | |

Table 3. Stepwise Multiple Regression Results

B Standardized 2 F-ratio for Ad ]ustcd
Step  Model coefficient — Beta (B) coefficient S e the equation R?
i Constant 1.924 12.489%* 36,743 %% 0.152
TF 0.338 0.396 6.062%*
2 Constant 1.519 7.874%* 24 91 5%%%* 0.194
TF 0.220 0.257 3.381%*
BO 0271 0.254 3.346%*
3 Constant 1.855 8.392%* 20,142 %** 0.224
TF 0.254 0.197 3.918%*
BO 0.277 0.259 3.478%*
AT 0.173 0.189 2.943%
Note:  TF = terminal facilities; BO = bus operations; AT = experience after travel
*** p < 0.6001; ¥* p < 0.001; * p<0.01
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= -:'--lated with terminal facnhtlcs (B
3,918, p<0. 001) and bus opcratlon (B.=0 259 t_

'I’S 1855+0297TF+0259B0+
0189AT

'passcnger satisfaction was, posxt:vely corre-
0297 L=

_ =13, 478 p<0.0001). This. rc!at:onship shows
: '.'that d]l schcduled operatlons or service pro~
v1ded by express coach'such as promp‘mess of
"bus arnvai and departure fare, safety and reil—
: ablllty wh;ic travelmg arc important as the
dctcrmmants of their satisfaction. Expenence
aﬁer travel was also correlated to passengers’

satisfactlon (B 0.189, 1= 2.943, p<0.004),
1mpiymg that terminal facilities such as loca-
tlon of !uggage room, ticket cnuntcrs and
prayer room are considered by passengers as
the factors that determine their satisfaction on
scrwcc dehvcxy processes. However, experi-
cnee bcfore travel (B I is non- s:gmf cant pre-
d:ctm varlabic of passengers® -satisfaction,
mcanmg that the passengers do not consider
their expericnee before travel as a determinant
of satisfaction. There is also a non-significant
correlation between experience during travel
(DT) and passengers’ satisfaction. This result
implies that passengers’ expericnce with the
service process during travel does not contrib-
ute to their satisfaction level.

;{-As shOWn in thc f na! rcvressmn equatmn _

-~ The relative importance of variables was -0

indicated . by their standardized beta coeffi-
cients, The scrvice variable having the strong-
est effect on passenger satisfaction was termi-
nal 'facil'itics (0.297). The next most important
was “bus . operations (0 259) followcd by
expencnce afier fravel (0.189). o

Rclatwnshlps of Passenger Satlsfactlon
with Loyalty

To describe the degree to which passenger
satisfaction is lincarly related to loyalty, Bear-
son Product-Moment correlation analysis was
conducted. Three measures of loyalty were
included in the analysis namely repeat usage,
fare increase and positive word of mouth.
Table 4 reports the correlation coefficients (1)
and coefficient of determination (%) between
passengers’ satisfaction and loyalty variables.

The data indicates a positive, statistically
significant correlation between passenger satis-
r {198) = 0.204,
p<0.01, suggesting that the higher the passen-

faction and repeat usage,

gers’ satisfaction with the service delivery
process, the more likely they are to travel with
the same express bus service in the future. Pas-
sengers’ satisfaction was also positively cor-
related to fare increase, r (198) = 0.24, p<(.01,
suggesting that passcngers who are satisfied
with the service delivery process of a particu-

Table 4. Correlation Coefficients for Passenger Satisfaction and Loyalty

. Coefficient of
Loyalty Coefficients (r) Determination ()
Repeat usage 0.204** 0.042
Fare increase 0.240%* 0.058
Positive word of mouth 0.450%* 0.203
**p < 0.01
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.posxtwe word oﬁmouth

. .:.'-_p'<0 01, ThlS reiatlonship_mdtcates that the_-_:'

) -f"more passengers are sattsﬁed w1th the. serwce'
:the more thcy are’ w1llmg 10’ recommend the

. sorvmc to other person It should bc noted that =
- corrc!at:on coeﬂ’icxent value between sansfac~ ;
) 'tlon ‘and posmve word of»mouth is - much -

_'hlgher {r=0. 45) than cther 1oya11y variables,
. 'w1th 20. 3% of the variance (O 45 ) of this. vari-
- ablc is accounted for by 1ts hnear rclationshtp
w1th passenger satlsfact:on SO

CONCLUSIONS

"Ih:s study was desxgned 1o examme the ante-
_-ced_e_nt _of passenger - satxsfactton (1.e. passen-
gers’. "eXp'erience with the bus service) and the
relattonshIp between satisfaction and loyalty
bchavnour outcomes (e repeat usage, fare
mcrcase ‘and pOSlthﬁ word - ‘of mcuth) The
results clearIy show that expenence ‘before
travel, terminal fagilities and bus Operatlons to
be s;gmﬁcantly relatcd to passengers’ satisfac-
tion. “Together with this, passengers’ satisfac-
tion appeared to servc as'a mgmﬁcant source
of their loyalty ‘For express ‘coach compames
information obtained from the fi indings of this
study can be useful and important in formus
lating their marketing strategies and service
delivery to customers. They should always
remember that service delivery process begins
when customers bought their t;ckct at the
counter and ended when they arrived at their
destinations. If one service processes fall
below passengers’ satisfaction level, it could
affect the entire service processes.

Express coach companies that wish to use
the quality of their service as a marketing tool
should attempt to achieve at least desired level

: I‘oﬂher thc .study found pas-:'." '_
5 .satxsfactlon to be assoc1ated wnth thelr_ )
' 045 :

0 des:gn and

_ei-'and should str‘ ;

s g 1mprove thcu'_ proocsscs to meet the 1dea_,levelz . & :

“of. servtces _'Any firm wantmg ‘to- compete b
"prof tably :n the market should adopt a serwce

. ';-that performs t 'par or bctter than. the com- -
:-.-petltors or in. acoordance thh value~based :
f-:cxpectatlons They should desxgn a serwce that

': maxxmzzes thc customers sense of: what they :

get. for what they pay Perhaps the ohallengc_-

faced by a cxpress coach compames is:to con-

©tain: the extcnt of varlablhty in the dehvery of
'_the sennoe so that the: performance lcveis of

the processes are - gcneraily predxctablc but

: s_t_lli:majmta_m_the ﬂexzb_tlx_ty to dog_zi .thh.speclai
cases :and ‘individual ‘situations.” This can be

done by designing the routine transactions to
take place smoothly, ‘effortlessly and predicta-
bly.. This ;certainly gives the express coach
companies' fo concentrate on abnormal situa-
tions, 1uifill spec:al request and deliver that
extra level of personalxzed serwce to sattsfy
customers wath d:ft‘crent needs.

It:is- apparent from the f'mdmgs that pas-
sengers’ experience before and. during travel
scems fo have insignificant influence on their
satisfaction - level. ‘"Thus, in -order to increase
passengers’ overall satisfaction, coach service
providers should consider these two fagtors in
their service delivery process. More emphasis
should be given to courteous service provided
by frontline staff, Frontli_ne employees must be
trained_ fo servereustomers politely. Marketing
and human resource management departments
should work together, jointly establishing
hiring criteria, training needs and promotional
opportunities to help the firm attract and retain
employees who can deliver the level of service
quality expected by the firm’s target market.
To the extent that this is true, frontline
employces can be expected to look frequently
for cues that tell them how customers will
accept the service.
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_' ' ':' _.'bchevmg that passengers wall contmue to be :
'.'satlsﬁed w1th thexr scrvme Thc jmphcatlon of

' "thts fi ndmg shouId be vmwed naas broader

._ . 'scopc thh a questlon of how 10 rctam these_ :
' '_._'ipasscngers Express coach prowdcrs should

'-f'_rcahze that - loyalty: oniy comc ‘with . satisfac—'
B txon 'Ihc favourablc expcnences that passen-

S gcrs had w:th the service. wouid certainly
: '_ fcncou_rag_c-thgm_._to_ _con_tmae_. nsmg the particu-
- lar ‘coach ‘service. Express:coach providers

'shc_n_a_ld_:'?'.t_hercf"oré " constantly . .monitor their
services in. an effort to detect any weaknesses,
which might causc customcrs d;ssatlsfactlon
and dcfection

 “This pomt to the need for "imprdv'efncnf on
1hc overall unagc of the:r scmcc by off'ermg a
high standard of bus Operatzon such as safe
journey,” better roominess and -leg-spacc in
coach itself, terminal facilities and punctuality.
In addition, information about services should
be provided and proper.timetable will help the
customers to plan their journey effectively, in

form :of catalogues, brochures, pamphiets and

wcb31tc

The fi ndmgs ‘of this study prov:de an
cncouragmg stari in understandmg theuservice
dimensions that affect passengers” overall sat-
1s1"ac110n However, as with all research, it is
1mportant to acknowlcdgc and learn from the
limitations of the study First and foremost, in
cons:dcrmg thc ﬁndmgs one should recognise
the exploratory nature of this study in that it
aitexﬁpts to discover associations between ser-
vice delivery, satisfaction and loyalty. It is also
correlation (associative) and not causal in
nature and is intended to build upon the exist-
ing work in this field. In addition, this study
has limitations in generalizing the findings in

'_'Aithough '1t '*was ';Zfound that cxper' nc;"d.--.'
: ) -_-ﬁprov'der in; Ma!ayssa Thus itis recommcnded A
* ‘that future research should bc conducted using
' _..'-several coach operators behevcd to be operat- e L
: mg w;thm the hlghwolume scmcc sector 10 :

.' ensure that sthe: rcsults ‘canbe. generahzed R
'across f rms in thc same industry, This.is also _
. to linclude samples ‘With wider goographical
disﬁ*i_bﬁ;t_i_br_is and i‘ra_v_el rouies _if_l.Méisysia. S

'mcludcd only ‘one” cxpress coach.'_f;-}

REFF RENCILS

Armsﬁong Wrighi 1. ‘and Thiriez, S. (1987)
Bus - Services: Reducing Costs, Rising
Standards. World Bank Technical Paper
No. 68, Urban Transport Series.

Anderson, E'W. and Sullivan, M.W. {1993).
The Antecedents and Consequences of
Customer Satisfaction for Firms. Mar-
keling Seience, 12 (Spring): 125-143,

Bachelet, D. (1995). Measuring satisfaction, or

-:-the Chain, the Tree and the Nest In

Customer - Satisfaction Research, edifed

by R. Brooks.” Amsterdam: European

. Society for Opinion and Marketing Re-
“search.

Berry, L. L. (1983). Reiatlonshtp Marketing.
- In: Emerging Perspectives on' Service
Marketing, edited by L. L. Berry, G. L.
' Shostack and G. D. Upah (Chicago:
American Markefing Association), pp.
25-28.

Bitner, M.J. and Hubert, A.R. (1994},
Encounter Satisfaction versus Overall
Satisfaction Versus Quality: the Cus-
tomer’s Voice In: Service Quality: New
Directions in Theory and Practice,
edited by R. Rust and R. Oliver (Sage
Publications Inc.).

Cadotte, E. R., Woodruff, R. B. and Jenkins,
R. L. (1987). Expectations and Norms in
Models of Customer Satisfaction. Jour-
nal of Marketing Research, 24 (August):
305-314,

150 Jurnal Manajemen dan Bisnis Vol. 11, Ne. 2, Desember 2007: 139-152

Jurnal Manajemen dan Bisnis, Vol. 2 No. 2 Des Tahun 2007




""-"..;-;____'-Et;-cI M.J. and S:lvmman B.IL (1931) A

Managcraal Peaspectwe -on Dlrcc_ons
for. ‘Retail - ‘Customer Dlssat:sfactxon :
Rescarch Journal ofRetazlmg, 57 (I“ali)
124- 36 o :

'_.izomeu C.. (1992) ‘A National Customer Sans~
' ~ faction Barometer: the :Swedish Expcr1~
ence. Journal of Marketmg, 56, (Janu-
ary) 6-21 ' -

'._I'ornell C., Johnson M. D, Anderson E W
~:Cha,J, and Bryant, B E. (1996), The
+ American Customer Satisfaction Index:
~Nature, Purpgse and Findings. Journal

.of Marketing, 60 (October): 7-18.

Fornell, C., Ittner, C.D. and Larcker, D.F.
(1995). Understanding and Using the
American Customer Satisfaction Index
(ACSI): Assessing the Financial Impact
of Quality Initiatives. Juran Instituie’s
Conference on Managing Quality.

Gabbott, M. and Hogg, G. (1994). Customer
Behavior and Services: a Review. Jour-
nal of Marketing Management; 10: 311-
324,

Grempty, 8. L., Martensen, A. and Kristensen,
K. (2000). “The Relationship between
Customer Satisfaction and Loyalty:
Cross-Industry Bifferences. Total Qual-
ity Management, 1135509,

Hair, I. ., Anderson, R. E., Tatham,R. L., and
Black, W. C. (1998). Multivariate Data
Analysis, fifth  edition, New Jersey:
Prentice Hall.

Hallowell, R. (1996). The Relationship of
Customer Satisfaction, Customer Loy-
alty and Profitability: an empirical study.
The International Jowrnal of Service
Industry Management, 7 (4): 27-42.

Heskett, J. L., Sasser, W. E. and Schlesinger,
L. A. (1997). The Service Profit Chain,
New York: The Free Press,

Hlll N (1_996)__ Handbook of C’ustomer Satzs- '

: it .'Gowcr Pubhshmg
antcd

-'_Jones T 0 and Sasscr W E (1995) Why

Satisf' ed Customer Dcfect “Harvard
Busmess Rewew Nov/Dec 88 99,

Kerimger ob N_ and Lee H B (2000) F OUR~
darzons of 4 Behavmr ai Research, 4th cdi-
- tion, Wadsworth /Thomson Learnmg

Oliva, T.A., Ohver RL and Bcaiden W.0.

+ (1995).. The Relationships among:Con-

- sumer __Sat_xsfac;mn Involvement and

Product ; Performance: . a Catastrophe

Theory Application. Behavioural Sei-
ence, 40 (2): 104-132.

Otiver, R.L. (1980). A Cognitive Model of the
Antecedents and Consequences of Satis-
faction Decisions, Journal of Marketing
Research, 17 460-9.

Oliver, R. L. and Swan, J. E. (1989). Customer
Perceptions of Interpersonal Equity and
Satisfaction in Transactions: a Field
Survey Approach. Journal of Marketing,
33 (2); 21-35.

Ostrom, A. and Tacobucci, D. (1995). Con-
sumer Trade-offs and the Evaluation of
Services. Journal of Marketing, 59: A7-
28.

Peterson, R.A. and Wilson, W.R. (1992),
Measuring Customer Satisfaction: Fact
and Artefact. Jowrnal'of the Academy of
MarketingSeience, 20: 61-71.

Reichheld, F. F. (1996). The Loyaity Effect,
Massachusetts: Harvard Business School
Press.

Robertson, T. S. and Gatignon, H. (1986).
Competitive Effects on Technology Dif-
fusion. Journal of Marketing, 50 (July):
1-12.

Rust, R. T. and Oliver, R. L. (1994). Service
Quality: Insights and Managerial Impli-
cation from the Frontier. In: Service
Quality: New Direction in Theory and

Passenger Satisfaction and Loyalty (Safick Mokhlis)

151

Jurnal Manajemen dan Bisnis, Vol. 2 No. 2 Des Tahun 2007



e . Praotlce cdztcd by R T Rust and R L
S _--Ohver (Thousand Oa.ks Sage) pp 1 19

L '.':__:-':.Sawycr A. G. and Ball, A. D, (1981), Statisti-

“cal Power and Effect Size in Marketmg
Rcscarch Jovirnal of Marketmg Re—
search 18 (August) 275-250."

.Speed R (1994) Regressmn Type Techmque
' and Small Samples: ‘a-Guide to Good
Pracucc Journal “of Marketmg Man—
agement 10:89-104.

.‘Studcnmund A. H.(200D). Usmg Economet—
| “i rics; A Pragtical Guide; 4th ed. Boston,
“"MA: Addison Wesley Longman.

Szymansk1 D. M. ‘and Henard, D. H. (2001). "
- Customer Satlsfactmn a Meta Analysis
of the Empirical Evidence. Journal of

“ithe Academy of Marketing Science, 29
(1): 16-35.

. Westbrook, R. A. (1981). Sources of Satisfac-

“itionowith Retail Outlets. Journal of Re-
tailing, 57 (Falh: 68-85.

Zeithaml, V.A., Berry, 1.1, and Parasuraman,
A. (1993). The Nature and Dcterminants
of Customer Expectations of: Service.
Jouwrnal of the Academy of Marketing
-Seience, 21 (1) 1-12.

152 Jurnal Manajemen dan Bisnis Vol. 11, No. 2, Desember 2007: 139-152

Jurnal Manajemen dan Bisnis, Vol. 2 No. 2 Des Tahun 2007




