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Customer intention to return online : price perception, attribute-level performance, and
satisfaction unfolding over time

(by Pingjun Juang and Bert Rosenbloom, 2004)
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Overall customer satisfaction
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Initial perceptions of Company trustworthiness online: A comprehensive model and
empirical test

(by Marios Koufaris and William Hampton-Sosa,2002)
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Perceived willingness to customize

Niiiudeedads

7

3 v oA
IHUAIYDYNYY

4
o

_uSEniidmnediunoausInNABINIT DS

[um—

P
N

eD)

@

a [
2,19 ﬂ@auﬁuﬂﬂmmgfmmisumgﬂﬁ}"l!,ﬂu

J1gnna

P2ES
o/

3. v3Eniiaslausmsynedeamnuniignd

v
ADINT

Perceived information sharing

Niiiudeedads

3 v oA
IHUAIYDYNYY

A v dy A ] a o Jd o
1. USEHNHLaNUasuINI AT VOINAANUNN L
9 Y
VTN

2. UsEMIamgiimsunumueduaas

UINMI

Perceived privacy control

13 9 A
|lll!.‘Ifi’iﬂl(v’l’JEJEJEJNEN

2 v A
LHUAIYDY YN

EJ
a o

1. vsimilalannuilududivesgnin

=

Y =2

9 (% @ % Y
miiantlasaselumsinyinnudugn

e

2.

VBIUTHN

Initial perceived company trustworthiness

Niiiudeediads

3 v oA
IUHUAIYDYNNYY

miauleeyls

a2}
D
o
=
an)
=
=)
Qae
D
—
=

Yo 9 Y
TAvudnwan

=
7))
=
=2
ane
]
=
—_
2
2
)
=
)
e

F

2
3

9 Yy A A g9 1 Av A Y 1
4. VINRUFDDBUDYAVIITITNUTHNULIIULLD
9
U

D.

Perceived usefulness

=) A
|lll!.‘Ifi’iﬂl(v’l’JEJEJEJNEN

=) A
IHUAIYDYINY

< dyl Yy 9 A dy . 9
1. L'J“UL!‘]S’JFJElW"IHWL%WﬂaWﬂGluﬂﬁ!ﬁﬂﬂcﬁﬂﬁuﬂW

g A Yy Y A& A ¥ 1A
2. L'JL]JuG]f')EJGIWSU']WH]’]G]f@ﬁuﬂNﬂ’]Nu

#106194NT0ULUIANNAA TOINAATINGG AT UUAT N30ZNA




39

<] dyl

3. Autigeldiwddlszansmmlums ldae

9y
4. Buiiilsg Towd

Perceived ease to use

3 9 oA
llll!fﬂuﬂjﬂﬂfnﬂﬂﬂ

S v oA
I URAIYDYINYY

~ Y3 dyl
1. FeUNs IFIVHNNIN

Y Y Yo ) ] e
2. UIN!L 'lg ﬂlla&‘]ﬂiﬁ]nﬂu@

) Y = v g s )
3. 51]W‘ILiﬂﬁ]ZLGHEJ’JGBTiIJuﬂﬁGl“])'L’J‘]JUl"]S@]LWiRLﬂEJGl“If

< dy Y
4. vt l%de

Perceived security control

3 v oA
llll!fﬂuﬂjﬂﬂfnﬂﬂﬂ

S v A
I URAIYDYINYY

F2

< A Y [
1. LTJ‘]JUlGWIuﬁJlﬂﬁiﬂ"ﬁﬂﬁJﬂiﬂﬂﬂTmﬂﬁ@ﬂﬂEJ

9
9nA1

v

3 Aaan wva Y A
2. L’J‘]J‘Illl’)‘ﬁ@]i’mﬁﬁ]ﬂﬂi%’mQﬂﬂWL‘WE]ﬂ’NlI

1anane

4119/ d'

< dydad @ R J
3. L’mum‘ﬁ‘ﬂmﬂuu NHINTTUNTINIUANT DU

e 11/

) Y o VoA <
4. slnwmuu“lﬂmimmmmunu

Intention to return

13 9 A
|1NLWuﬂ’JEJEJEJNEJ\1

2 v A
LHUAIYDY YN

Y da' a Y o dyd Y I dy
1.t‘lW%“]i@ﬁuﬂWﬂﬂ‘Hm%u@ﬂiuﬂWWMWﬂi]wh'ﬁ

' < dy
AIULIVU

Intention to purchase

vosiaa

MInAga

Y a2 A Aa 1A 3 Py tﬂy A
1.0nadiRuguaalianuduld lanezungedn

<3 ~
PuVINieala

#106194NT0ULUIANNAA TOINAATINGG AT UUAT N30ZNA




40

The impact of the enabling bank on SME satisfaction

(by Lars Silver and Fatima Vegholm, 2007)

Ad hoc professionalism
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Consumer acceptance of electronic commerce: Integrating trust and risk with the

technology acceptance model (by Paul A. Pavlou, 2003)
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Satisfaction with past on-line transaction
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Online purchasing of simple retail goods: The impact of e-service quality as provided by
electronic commerce functionalities

(by Pierre Hadaya and Jean Ethier, 2008)
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Confirmation of consumer expectation
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An empirical investigation of customer satisfaction with technology mediated service
encounter in the context of online shopping

(by Kyootai Lee and Kailash Joshi, 2007)
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Responsiveness
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Relationship between online service quality and customer satisfaction

(by Parmita Saha and Yanni Zhao, 2005)

Expectation

Disconfirmation Satisfaction

Service Quality

a A A A A A 9 v A o < 3 1 Y
AUMNUINII ﬂf‘)‘]JiSﬂﬂ‘ﬁﬂTWﬂ’ﬂﬂJL%@ﬂ@llﬂﬂ'ﬂiJ SURAFRL ANNANTY AN UEIUAD

AaNu3anliaute (disconfirmation) ADNAA19TENINAMNAIAN TINUADNINUT NS

#106194NT0ULUIANNAA TOINAATINGG AT UUAT N30ZNA



Aa

50

o A a a wva [y J
adanionswanennuiawelalumsiinnusazmansznuneunInensuype

ANNTAU Y

iWhvineueaau

Y
nsagaladiu

l

YIS

ANUAAYUBINITND

A 4

=1
anunanelaluau

DATINITUINIU

A 4

AANISNUIINNTU

A o
nm

v . =3 Y 1 s = =
mmwmummﬁ]mmﬂ (org. goal clarity) U180 ﬂ’JWiJL"Uﬂﬁ]’ﬂ@\'jﬂﬂilll‘]gjﬂ’mﬁl’é)zllill

Minvezls

o < o w a 1
!liﬁﬂ\ﬂﬂaluﬂ1§ﬂ‘l\‘nu (service motivation) Wll']flﬁ\ﬂ MW UANNAINYVDINUDING i}?']g{@\?

v ] 9 v
awlsnudumnnianlowanuvesau aulsgiaauedsnuniuinsazgnguiu
WAN3ZNLYDINY (work impact) MBI NMTNTIVAINY
WHIBITUVBIAY DIANTUDIAUAADAIUNLIBIIUNBUDNLAZHING?

ANNENYUINIIND (mission valence) N153F111N

audu N5z Teamiluaenig

v Y 2
ANNTaNelal1a1U (job satisfaction) AoANuFeUNIziILIU welaluauiiy

9

v
~

nn

o 1 =)

9

UDINYUBDN

1dawad Ao HaJlianuves

[ ]

Y 1
nstinud Ay UmsnandiAny 1

Organization goal clarity

fouiiga 20 3| 4| 5| 6 Wnniiga
a L 4
Lannaesuaihvuevesesd ligoudlala
2.nﬂﬂuﬂ§1ﬂﬂ1ﬁﬁﬁ]ﬂl®\1@ﬂﬁﬂﬁ
J = A o
3.@\1ﬂﬂ§11l‘ﬂ’]1’ill']ﬂ1ﬂ%ﬂﬁ]u
Public service motivation
ifudrue619ta 2| 3| 4| 5| 6 Wiudeedab

9 Y q ¥ a Aa
1.le"IW!,mGl‘Hﬂ’JﬁJﬁuﬁlﬁ]ﬂﬁ‘].liﬂﬁﬁ'"l‘ﬁﬁﬂl%“l/]ﬂ

#106194NT0ULUIANNAA TOINAATINGG AT UUAT N30ZNA




51

Y Y A = A Ay
2.%1WL%1L@@H@ULﬂQlﬁMﬂﬂ\Tﬂﬁliﬂ{ﬂ‘ﬂﬁ@\‘]ﬁ']lltlﬂ
P

Z\!@u

J
= 1

] Y o QR '
3.5 lidenuavuannaulanadies

4 uasouniouiogiaaulidany

9 9 " v W [ Y A a
5. GU’I‘WH]']]llIﬂﬁ'Jf]u@]i’lﬂﬁ]’lﬂﬂ’liﬂf’)ﬂﬂﬂﬂiﬂﬁﬁﬂ‘ﬁ

9 A
VIO

Work impact

3 v oA
llll!fﬂuﬂjﬂﬂfnﬂﬂﬂ

S v A
I URAIYDYINYY

9 Y < ' 9 Y g a
1. VINDUA U UV N UNaRARD

WUIPTU

= Y Y o A
2. VIV BAUNHAN UV N AT UNaARD

4
NANT

= T Y Y o A
3. VIR UHUNNAN UV UNaAAD

AINUNYUDN

Mission valence

3 v oA
llll!fﬂuﬂjﬂﬂfnﬂﬂﬂ

S v A
I URAIYDYINYY

4 dyo A I Al o
1. annstuinuniluilsy Tesinedenw

9 Yy A 1o s @ s A
2. SU"IWLZNLGB’EJ’JTN]Q‘Uﬁgﬁ\‘lﬂﬂﬁﬂﬂli’)\iﬂ\iﬂﬂiu

ANUEIAYNIN

J
3. uve909ansil lutse Tewiluaening

9 Yy < 1 J dyd a A
4. "UTW!ft]1L°Vi1!’JTENﬂﬂ‘iuiJﬂTiﬂimlﬂﬁuﬁli]

Job satisfaction

vosiaa

Mg

) v o A
1. VTWRIBDUNNIUNU

) Y ' Ao AA
2. "IIWWH]WIINGBB'}JQWHV]%WVIH

' Yy Y Yy Y
3. Aa1 1Ag5IVVINRIFOUIIUYBIVIND

Absenteeism

Tyitngan

4
ATUNUTAND

1. mMuanvanenlu 13

#106194NT0ULUIANNAA TOINAATINGG AT UUAT N30ZNA




52

anuanelovesduelFusmsnnuIs UGG
Public service user satisfaction: An application to “higher education”

(by Lola C. Duque Zuluaga, 2004)
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Participation’s influence on job satisfaction. The Importance of Job Characteristics.

(by Bladley E. Wright and Soon Hee Kim, 2004)
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Snsnavesmmdandaudesnlunseuntadenmgnifiesdnsuasmsiaena
Overworked and isolated? Predicting the effect of work-family conflict, autonomy, and
workload on organization commitment and turnover of virtual workers
(by Manju Ahuja, Katherine M” Chudoba, Joey F’ George, Chuch Kacmar and Harison

McKnight, 2002)

9y A
AIULYUTDINTU

lunasouns Y
ANUA1INITU

v v
anuadlonlasu

ANURNY

FLAUANNDATE

99ANT U

UDNTU

anuanelalu

SN

NITSNU

J '

ANAYNITHBIANT (org commitment) ADMIIAUAUAVDINUBIANT ANURUNTHBIANS
ANUHNWHTUAHMNISINY (union commitment) foaNuBLATIzHNUHS T uaINGn
annmnsesh lifedes

mﬁ%’ui’ﬁammﬁuﬂﬂumiam (perception of employment equity) Aoniuasliauis

1A s v Y A v v v a A A Y
clullx‘lﬂﬂxiﬂﬂii]ﬂhlﬂﬂi@iuﬂWHﬂﬁ@llmﬂ1u’ﬁ’J’dﬂﬂﬁ NUIADU ua:miwmmuﬂmﬂi

#106194NT0ULUIANNAA TOINAATINGG AT UUAT N30ZNA



58

o d Ao 1 3| d
mmqnwumﬂnwmqnmﬂumﬂmmna

dy a
¥R
o Y o
Mssuianuunly
el Ny
A
919 o
ANUHANY
o Y 9 A
M3Tu3 uunumg > ,
D9ANT
ADIULAIIN Usziiiu
FUMNANTE
MIANEN v
M3suMITIovan ANUENITY
A0 #10 1A WU | fuamansa
MY
AU

AUKNWADIANST (org commitment) ADMTIAUAUAVDINUDIANT ANNTMN I DIANS
ANUKAWHTUAHMNISIY (union commitment) AoaNuBuATIHNUKS o uaINGn
annmnsen iAo des

mi%’uiﬁammﬁuﬂﬂumﬂm (perception of employment equity) Aoniuasluauis

1A 4 @ v A a o
Tundnesansdaldnioludumsquaduaiaanms Sudou tazmsimuIAaINg

#106194NT0ULUIANNAA TOINAATINGG AT UUAT N30ZNA



59

U

INHUANAANNIAZANNYNUBIANT

ITAIFITUL

A 4

anuilunyauy

1 4
ANMNHNWUDINNT

AWM

- N\

€
e

o))
=
jmo}
Ta

AN YUY HAAN N

A 4

v v d o J

o o o a o 4 @

Jqena (vision) ﬁamm@ﬂwu YONITUY ATINDN L%}Wiﬂiu?ﬁﬂﬂﬁuﬂl@\?@ﬂﬂﬂﬁ AIMUNN
. . A [ 4 Y a 1 o ] d‘ Y 4
ANNAING] (hope/faith) ﬂﬂﬂ’nuﬁi‘ﬂ‘ﬁftu@ﬁﬂﬂilmﬂﬂ‘ﬂﬁﬂTﬁ VJ?JWWHV!ﬂ@EJNLW@GlWBQﬂﬂﬁ
VIINTN
a . e A A o U s 1 a A o
INAT1IUY (altruistic love) ﬂ’f]ﬂ')'lﬂl“]f'ﬂilu'ﬂﬂﬁﬂﬂ'ﬁiﬁiﬂ LA i]i\ﬂi] Gﬁ@aﬂﬂllagﬂﬂﬂﬂﬁ
IYGERIT
o v [ a { A o [~} J
ANNHUYANNTIANYVYDINY (meaning) ﬁﬂﬂ?'\ﬂﬁﬂiuﬁ']u ﬂ%ﬂﬁiuﬁ!ﬁfﬂﬂ‘ﬂxﬂu HURUAT
= =) a)dl

VIINTUNUHNIADTIANDOU

@

a 1 4 a [~ 1 o
anuduaandngn (membership) ﬁammfﬁmmmﬂmazé’mmimuﬂmmmmmﬂm

o

UDNAULASITUIDIAU

#106194NT0ULUIANNAA TOINAATINGG AT UUAT N30ZNA



60

A2081911UVIA Service Quality MMLUINI SERVQUAL U494 Parasuraman & Berry

Predicting Overall Service Quality: A Structural Equation Meditating Approach

(by Carme Saurina and Germa Coender, 2002)
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Development of a Measurement Scale for B2B Service Quality: Assessment in the Facility

Service Sector (by Darline Vandaele & Paul Gemmel, 2004)
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