< - - — 7| Formatted: Left: 3.3 cm,
Right: 3.3 cm

Parents’ Perceived Service Quality, Satisfaction and - {Formatted: Font: (Default)
Arial, 16 pt

{ Formatted: Centered

-| Deleted: Service Quality,
Satisfaction, Trust and
Loyalty: Child Care Centreq
1

— JC A

\; \\\ Formatted . [1]
,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, ' \\\\ \ {Deleted Muhd Azrin Nazrlﬂ ]
AB,S,T,R,A,,C,T \\\\\\ {Deleted q ]
,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, \\\“ W, IFormatted Font: (Default) }
Jhe_aim of this study is to investigate thg impact of parent's perceived servic “\ ' [ Arial, 14 pt
qual/ty on_satisfaction and trust lt also explores the relat/onsh/p betweeﬁ\ | [Deleted: 1 ]

\ Formatted

Formatted
Deleted:

Formatted

=l =
11

=
—/

decade. Research evidence has revealed that perceived service quality has an\
influence on satisfaction and trust. The data for this research were collected from '
201 respondents in Kuala Lumpur and Selangor via survey technique. A
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day by a person other than the child's parents or legal guardians, typically

Formatted

Arial
... [16]

someone outside the child's immediate family. Everywhere in the world reports
have shown the increase in the growth of childcare services. It is reported by
Doherty, Forer, Lero, Goelman and LaGrange (2006), a substantial proportion
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of children in both United States and Canada receive care in childcare centers.
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As Malaysia gears herself towards achieving the goals of a developed nation <
much _more emphasis is now given to early childhood education, where the

enrolment of children in childcare centers and the number of centers are on the
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discovered that female professionals represent the fastest growing segment of
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Asian ‘elite’ (i.e. people over 25, and currently employed in senior positions in
business, government and education) (Bhosale and Gupta, 2006). Besides that,
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the increased demand by parents for early education and care programmes for
their young children are also growing (Tee and Richardson, 2007). Many
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researches have proven that the care that children receive when they are young

has powerful effects on their survival, growth and development (Doherty et al.,
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factors, which can promote or hinder learning skills from adolescence through |
to adulthood. Because of the strong indication that children’s development is
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Despite the growing demand for childcare services and their critical role in
development of children, childcare service providers have lagged far behind
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Thus, the delivery and quality of this important consumer service has
implications not only for direct customers of this service such as parents but

0 comprises of

Deleted: 57 percent
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(2006), that there is no research that has examined the relationship between
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parent satisfaction and retention of their children with a childcare provider. It is
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perceived service quality, satisfaction, and trust on loyalty in a childcare
context. Specific research questions for this study are as follows:
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1. How does perceived service quality influence parent's satisfaction and trust--. -
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3. How does satisfaction and trust affect loyalty towards a childcare center,; ’? B
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and Swan (1989) defined satisfaction as a total psychological state when there
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willingness to continue patronizing a firm over the long term, and
recommending the firm’s products and services to friends and associates
(Lovelock and Wirtz 2004)., Jones and Sasser (1995) pointed out that customer
loyalty js the customer repeat-purchase intention to some specific product or
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(2003), the foundation for true loyalty lies in customer satisfaction. Highly
satisfied or even delighted customers are more likely to become loyal advocate
of a firm, consolidate their buying with one supplier, and spread positive word of
mouth. In contrast, dissatisfaction drives customers away and is a key factor in
switching behaviour.
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4. Data Analysis

4.1  Characteristics of the Sample

center. A vast majority of the respondents, 189 parents/quardians or 94% of :

the respondents had reported that they have sent their children to childcare |i

center everyday but not weekend. With regard to the amount of money parents’

spend for childcare center in a month, it is indicated that a vast majority of the ||

respondents, 56 parents/quardians or 27.9% of the respondents reported that

Deleted: |

The population under study,
which became the unit of
analysis for this study, were
those parents or guardians who
send their children to any
childcare centers that are
located around Kuala Lumpur
and Selangor. To meet the
objectives of the study, the
survey instrument was
distributed to respondents that
met the following conditions.
They had to: have used the
childcare at least a year. In
operational terms, the
respondents are selected
purposively by distributing the
questionnaire to staffs
managing the childcare center.

The research objectivey | 1g7]

center. The second significant amount of money spend is MYR200 to MYR299,
which represent 24.4% of the respondents.

||| Formatted [W
.. [89]

Formatted: Font: (Default)
! Arial, 12 pt

Formatted

Formatted: Font: (Default)
Arial, Not Bold

estimation technique). Table 2 presents the correlation matrix, descriptive
statistics, Cronbach’s alpha reliability coefficients, composite reliability, square
multiple correlations (R®) and average variance extracted (AVE) for the
measures. The Cronbach’s alpha reliability coefficients were above 0.7, which
concur with Nunnally’s (1978) minimum suggestion level of 0.7. In addition, the
correlation index among factors are low and moderate, this implies that
discriminant validity is attained (Churchill, 1995).

As a rigorous test of discriminant validity (see Fornell and Larcker, 1981), the
average variance extracted (AVE) for each construct was computed and found
to be greater than the square correlation between the construct. Hence, all the
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measures possess adequate psychometric properties. Structural equation
modelling was utilized to test the 5 hypothesised relationships. Accordingly, the
assessment of the model fit in this paper was based on multiple criteria; the
normed X° or X°/df ratio, the Root Mean Square Error of Approximation
(RMSEA), the Comparative Fit Index (CFl), Tucker-Lewis Index (TLI), Normed
Fit Index (NFI), Incremental Fit Index (IFl), and the Relative Fit Index (RFI)
(Hair, Anderson, Tatham and Black, 1998).
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Table 3 shows the acceptable fit criteria and the model fit indices values. All of
the statistical values of the final measurement model indicated that the model
fitted well in representing the data. The results for the hypothesised structural
paths are reported in Table 4.
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Next, satisfaction is the most influential predictor of trust with the childcare

center. Essentially, in creating parent’s trust towards childcare center, service _

These findings concur with Flavian, Guinaliu and Gurrea (2006); and Selnes \\\ N
(1998) who suggest that satisfaction that meets expectations over time °
increases the perceived reliability of the firm and thus develops trust. Thus,
overall customer satisfaction is significantly and positively related to trust.,
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necessary prerequisite for loyalty but it is not sufficient on its own to lead to
repeat purchase and brand loyalty.

6. Implications

This study provides empirical evidence which may increase the understandlnw \
of how various factors such as perceived service quality, satisfaction and trust ' \ \
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confirmed that perceived service quality has a positive significant impact on
both satisfaction and trust. With regard to the strength of the relationship,
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The population under study, which became the unit of analysis for
this study, were those parents or guardians who send their
children to any childcare centers that are located around Kuala
Lumpur and Selangor. To meet the objectives of the study, the
survey instrument was distributed to respondents that met the
following conditions. They had to: have used the childcare at least
a year. In operational terms, the respondents are selected
purposively by distributing the questionnaire to staffs managing the
childcare center. The research objectives as well as the criteria of
the respondents were explicitly explained to the staffs. Those
childcare centers who agreed to participate were then provided
with copies of the questionnaire and asked to distribute them to
customers of their respective childcare centers. A total of 254
questionnaires were distributed at ten childcare centers. A total of
223 responses were returned. Twenty two responses were
discarded because of incomplete data leading to a total sample of
201.
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