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Attitudes of Customers towards Service Value
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Abstract

The aim of this paper is to confirm that perceived service value is useful when
explaining customer loyalty. SERV-PERVAL scale has five dimensions and was adapted to
measure perceived service value. The research was conducted to examine the effect of
those dimensions on customer loyalty respectively. The results show that SERV-PERVAL
scale has impact on customer loyalty. It implicates that perceived value of service
forecasts overal | assessment on the effectiveness of service.
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