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Abstract

The organizational training and education’s role are significant in the success of
organization in a long-term view. This study examined the relationship among education

service quality, experience quality and organizational loyalty.
The model is tested on an effective sample of 150 samples were used for this empirical
analysis. In order to verify the hypothesized research model, the collected data were analyzed

with structural equation modeling using Smart-PLS 2.0 and SPSS 20.0.
The findings suggested that the most important issues within a company training and

educational service are assurance, tangibles and reliability. Furthurmore, the SERPVAL did

not direct effect on loyalty.
Key words: Quality of Service, Quality of Experience, SERPVAL, Loyalty
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2.1 HUlAEL FBED

2.1.1 Au|&~&4

PZB(1983)+ Perceived service qualityS &3 AH]29] 954 = gslko] 3l AH| 219
A wE ARl HE e AddoR AHosta, AH|AF o AH|~E 7He] A -4
A EE TS H]"’ﬂ"ﬂ whel Mu) == T xpolo] Al whakel whel e thal skt
1E9], 0] 81 A (2000)2 w5 AB]~FA S WHAH]| G AFRE Fotel] Ao 7 t|s= AlH]
29} AAZ A ZFsk Ao i3l o] 2 A olsA T Li-Wei(2005)& 1S AH|~E ol Wl
7130l v w73 AEstE s7] H& AdE, At e s s Ygiel a7 F&

<E 1> MH|AZZIO| 571X X}

2k A9

o A

e EY4 AA, ], A 85
(Tangibles)

A=A

iy ohgl AH| g A FYhs 5
(Reliabiility)

[e]
S84

. 2H|RF Al &S MU 2E AFstE s oA
(Responsiveness)

BIAA]
g Kol A Az AF3 W AFE = 5 9= 59
(Assurance)
2
2ol stk 7 Jol vl ¢} B4
(Empathy) |Zpell ot i Hedof T4

8301 #*|: PZB(1988), p. 23

BEFALE oW 71315 Fall s AMH| 2ol ‘m=F o]l | o]F = A AdEoly o]
aAel A2 49 4 3lth(Baker & Crompton, 2000). Ross & Iso-Ahola(1991)%&= 7 gell o

3k 7fele] Ay AL wfg- F a3 Aolgtar 73 o, Otto & Ritchie(1996)2 78S

Ql #74 des A elatdrh. Fick & Ritchie(1991)% A
Q FAE AMA, xBH o HHs] THEA £}
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2.2 Au|A Al

7FAl(Value)= 7§19l @bl A 252 oo A7|3kell dA njad A|&4 oz JAJd 4golet

4 3
IE g e AR S gdelgta & = o sicle] thE Jjlelut 237 W ALE] o) A
o] A%, A A, 4, I T 2k Vo R &8E 5 ATHA A, 2010). AR =
7Hd =8 o) g oA FukE 7Ex o)z} HlE o] W (PZB, 1988; Zeithaml, 1988), 2JAH2 A 1}
oA T8t 98-S Srh(Durgee, 1996; Madngal & Kahle, 1994; Zeithaml, 1988). AH] 2~ 7j<]
7HAE 2nA7E A1) Q1A Q) 7}x1oﬂ 718kS o] A Au|zof digh vk bk B
T lom, AnAteEo] ARATIAE }%1 AH) 22 0] 82 AnlRte] ARIZIAE FFHAIA
T Wolgta & S AThA A, 2010).

<E 2> MH|A JHQITZIR|el M A

22 BE
-SR] N E Bk Gle A
L AU R S FAGD P, o, 2R 52

devhd AHIAE o] 87k LRk ARl ARI7AIE

eHdA &4
(Service Value to
Peaceful Life: SVPL)

o

1
W
X

REEEE

(Service Value to Social o A}3] A A Ao Au] A 7
Recognition: SVSR)
NEEE— C AL RS A A delAe] B3 AT e
(Service Value to Social A 84, Add 28 Ao o £ #AE X3t
Integration: SVSI) U A7 AZbetbH 1 Auj 2= Q1Y ARE A Bl 7)o

23]t Lages & Fernandes(2005)

2.3 A3 AAA

Tajfel (1972)2 21314 AAG 2] 7IdS Agoz =slon ‘15 dHAds 53 A9
7HAE asete 54 A aFel £33 JHQ1Y] A7)/ (self-concept)” 2al e skl

Ellemers et al.(1999)¢} Bergami & Bagozzi(2000):= Tajfel (1972)2] o] 25 nlgro = Al3] 2 A
APS 1) 924 2A(self-categorization), 2) B7} <A(group self-esteem). 3) 724 2

(affective commitment) 2.2 23} th

Self-categorization= L& 5A(R1F, A, T 5)S Hdst Aoz v 153 Ale
IFE AEselE £48 7HX 1 Atk (Postmes et al, 2005, Cheng & Guo, 2015). Social
identificatione 7H19] 7] &5, AFS %] A2F, AF3]A Bl v O R &b 1F WY 7 5
o BX 3+ = &3 i%%‘% 7z sH(Wegge & Haslam, 2003, Postmes et al., 2005, Cheng
& Guo, 2015).
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B T W )&
o @2k 78 52%
o] 2} 72 48%
20Th 33 22%
- 30Th 60 40%
40th 30 20%
50Th 27 18%
Axan w& 81 54%
71& 69 46%
g9 105 70%
9] =Es 30 20%
a4 9 6%
7)€} 6 4%
A 150 100%

sl o Ao ofy
2

Cronbach’s Alpha(C.A.), Composite Reliahility(C.R), AVE(Average Variance
Extracted) 2 b3ttt CRS 07014, AVEE 050174, CAE 0.70]401H A= gldAlo] g+
7210 7 wolE o X (P27], AZA, 2011; Nunnally & Bernstein, 1994; Chin, 2004, Hair et al.,
2010) A= <% 5>, <X 6>7 2t}

<& 5> Cronbach’ s Alpha

SERVQUAL SERPVAL
A3 Social .
e _ _ mkE | 2= A
_ _ =) g}zgz% /\].g] 3l /\]-Qﬁ o U= [ 1
IR I Rl bic] Rl IS ISR I

0.878 | 0.843 | 0.857 | 0.895 | 0.890 | 0.903 | 0.904 | 0.876 | 0.904 | 0.915 | 0.894 | 0.902
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<E 6> PLSAZ Yo MA A &t=(Overall Model Fit)

e AVE Con.lpo.s.lte R Square Communality | Redundancy
Reliability
37 0.823 0.915 0.823
A=A 0.866 0.921 0.866
-4 0.809 0.910 0.809
SIgage! 0.654 0.871 0.654
ERAR 0.796 0.915 0.796
ki 0.808 0.910 0.808
QH A A4 0.758 0.904 0.171 0.758 0.072
AF3] A 912 0.728 0.895 0.223 0.728 0.087
A3 A F o 0.753 0.920 0.141 0.753 0.040
Social Identity 0.686 0.892 0.686
e 0.685 0.882 0.127 0.685 0.120
/A 0.827 0.865 0.210 0.732 0.076
GoF 0.117
Aol WA BRAdS 1] 9% A8EnE dIE AT B oo 42 HAEdx Eeta =2
WA B S UeEbla lvh = PLSRE S HA] A% A 7|EA] oS dElEk, AE
S Fdshd B v)EA ol LARgke]l g Ao dkdr)
<E 7> HEHEIEY 24
Ad |k A |A}3 A | A}3) A ; §
SAEIRERIECEIEREIES N DN ij gj ok | = |24
Sk 0.907
A= 0.571{0.931
<54 0.647(0.578(0.900
g4 0.663(0.498|0.631/0.808
e 0.767]0.613]0.693|0.706{0.892
A3AEA 10.750|0.631(0.693|0.695|0.844 |0.899
P A 14k 10.647(0.543(0.618(0.597]0.680(0.580(0.871
ALE 2914 10.693(0.485(0.656(0.766|0.71210.722|0.554(0.853
AL A E3 10.743(0.651(0.673]0.689|0.842(0.816|0.683|0.658[0.868
Social Identity|0.710(0.657[0.718]0.735|0.824|0.802|0.691|0.635|0.825(0.828
Pt 0.737]0.563(0.716|0.784|0.854 | 0.802]0.633|0.833(0.799|0.823{0.828
R34 0.565(0.734(0.734]0.847]0.831]0.809(0.613]0.730|0.864 [0.725[0.787 [ 0.909

NOTE : tiZtAdel &= X5 AVES Alat
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&%+ — SERPVAL —-0.051 0.061 0.746 7)1z}
7833 — SERPVAL 0.101 0.051 2.163 71z}
SERPVAL — 44 0.074 0.051 1.455 712+
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