THE SATISFACTION OF SERVICE QUALITY OF CAMPUS
ORGANIZATIONS

Nattachai Aeknarajindawut & Dr. Nattaporn Aeknarajindawut
Suan Sunandha Rajabhat University, Bangkok, Thailand

E-mail: *Nattachai.ae @ssru.ac.th, **nattapron.ae@ssru.ac.th

ABSTRACT

The organizations in campus now have to provide services to many students, faculty members, staff and
stakeholders. The service needs to be provided with a high standard of service quality. Service quality is one of
the most valuable factors for the growth and profit of modern universities. Therefore, the best way to measure the
level of satisfaction in the service quality, it is to use an acceptable SERVQUAL model which have five
dimensions: reliability assurance, tangible, empathy, and responsiveness. The objectives of this research study
were to survey the level of satisfaction of students who use services at Suan Sunandha Rajabhat University based
on five important dimensions as well as to offer some suggestions for service improvement in campus. This
research used a mix research method of both quantitative and qualitative research technique in order to obtain the
results for the research questions and research objectives. A total of 100 students who came for services at the
second quarter of the year 2018 was interviewed with questionnaire and data collection was conducted. About ten
students who often came for the service was chosen to participate an in-depth interview to provide more
information of how to improve service to meet with their expectation. Statistical analysis was performed by
utilizing SPSS and Excel program. Percentage, mean, and standard deviation were used for statistical data analysis
and findings. The findings of this study of the level of satisfaction revealed that the majority of students reported
that they had a very high level of satisfaction on all dimensions which were reliability assurance, tangible,
empathy, and responsiveness with the 30, 23, 20,16, and 11 percent respectively.
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Introduction

The overall of level of satisfaction have two important effects to the firms. The first
important effect is the increasing of complaints from the customers. This means that the level
of satisfaction from customers is very low, or dissatisfaction, which invites many negative
responses, such higher complaint rate, lower sales volumes, poor image, and low profits. The
second important effect is the increasing of customer loyalty. This means that the level of
satisfaction from customers is very high, or very satisfaction, which invites many positive
response such as higher sales volumes, positive words of mouth, better image of the company
and its products, and finally higher bottom lines or higher profits. Service quality has become
a major area of attention during the past few decades for many service providers, academics,
policy makers, and practitioners because of its high impacts on business performance of the
organization. Many research findings revealed that the majority of customers prefer high value
company that can provide high standard of service quality. In fact, many customers evaluate
the service quality by comparing their expectation and perception with the real service
experiences their received recently. Therefore, in service industry, in order to increase profit
and market shares, the company need to pay attention to service quality. In fact, service quality
has become a key strategic factor for business companies to differentiate their products and
services from other competitors by using service quality as a process that customers use for
evaluation. The organizations in campus now have to provide many kinds of services to many
levels of students, faculty members, staff and stakeholders. Campus service needs to be
provided with a high standard of service quality. Certainly, service quality is one of the most
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valuable factors for the growth and profit of modern universities. Therefore, the best way to
measure the level of satisfaction in the service quality, it is to utilize an acceptable SERVQUAL
model which have five important dimensions: reliability assurance, tangible, empathy, and
responsiveness.

Fig 1. Five Important Dimensions of Service
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Research Methodology

In order to find the answers for this study, the objectives of this research study were
set as to surveying the level of satisfaction of students who use services at Suan Sunandha
Rajabhat University based on five important dimensions as well as to offer some suggestions
for service improvement in campus. In fact, this research used a mix research method of both
quantitative and qualitative research technique in order to obtain the results for the research
questions and research objectives. A total of 100 Suan Sunandha Rajabhat University students
who came for campous services at the second quarter of the year 2018 was randomly selected
and interviewed with questionnaire. However, the data collection was conducted with the help
of statistical programs. About ten students who often came for the service was also randomly
chosen to participate an in-depth interview to gain more information of how to improve service
to meet with their expectation. Statistical analysis was performed by utilizing SPSS and Excel
program. Percentage, mean, and standard deviation were used for statistical data analysis and
findings.

Finding

TABLE 1. FIVE DIMENSIONS OF SERVICE
Percentage  Rank

Five Dimensions

1. Reliability 30 1
2. Assurance 23 2
3. Tangible 20 3
4. Empathy 16 4
5. Responsiveness 11 5
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From table 1 the level of satisfaction of five dimensions of services, it found that five
dimensions of service can be ranked based on the percentage of importance. “Reliability”
ranked as number one of level of satisfaction with 30 percent. “Assurance” ranked as number
two of level of satisfaction with 23 percent. “Tangible” ranked as number three of level of
satisfaction with 20 percent. “Empathy” ranked as number four of level of satisfaction with 16
percent. Finally, “Responsiveness” ranked as number five of level of satisfaction with 11
percent.

The enhancement of service quality is without doubt one of the most vital consumer
trend of the new era. As consumers demand higher and better standard quality, the higher and
more intensified competition it will be in almost every service industry and every sector.
Service quality has been recognized as a vital strategic tool for attaining effectiveness,
efficiency, and business performance. High quality service can often assure the retaining of
existing customers as well as attracting new customers.
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