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ABSTRACT

This study aims to compare customer perceptionstamrvice quality of real estate brokerage firms
in Thailand and Taiwan by using Parasuraman’s SER¥Q scale. The results indicated that: (1) all five
dimensions of SERVQUAL scale have significant insgat consumer perception in both countries; (2) th
five dimensions’ weight ranking order is not thensain both countries; and (3) There was no sigaifae
difference between respondents from both couritrigstal service perception on their respective raioys
brokerage service except for minor differencesaingible and Assurance factors.
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INTRODUCTION

Real estate business is generally viewed as arakfand repeat business. Concerning intensive
competition among the property investor groupshaproperty markets of Taiwan and Thailand, besides
each individual company’s product characteristind @roduct value itself, satisfied customer service
quality is another important factor, therefore reatate agents should consider how to improve this
dimension (Marc & McDaniel, 1993). Measurement anderstanding of consumer perceptions across
this region and application of the results to inyareervice strategies is essential. Although apprty
investor groups have good liquidity, having appratgrinsight about each country’s real estate cmess,
and precise information about consumer perceptionenable service firms to better position theneselv
in the market. This study utilized the SERVQUAL Ilschy Parasuraman, Zeithaml and Berry (1994),
regarded as a reliable theory for mining consuneecqption, as a tool for measuring and compariet) su
perception.

THEORETICAL BACKGROUND

Previous Study

Several conceptual models have been developedit@diee service quality construct and the factors
in order to define consumer perceptions and expienta(Mangold & Emin, 1990). Many researchers
have elaborated on these models (Nitin, Deshmuk®Pré&m, 2005). Parasuraman, Zeithaml and Berry
(1985) described service quality as perceived msamers starting from a comparison of how they feel
firms should perform on this dimension with whaeyhactually perceive. It is the gap between a
customer’s expectations and perceptions that déterservice quality; the smaller the gap, the loétte
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quality of service and the greater the customesfaation. The gap items were then categorized fine
dimensions as reliability, assurance, tangibil#ypathy, and responsiveness (Parasuraman, Zeitaml,
Berry , 1988) and they suggested the SERVQUAL sicaleneasuring service quality gap.

The SERVQUAL scale, a reliable measurement tod, layed an important role in the service
quality literature and made valuable contributiamghe area of perceived service quality measurémen
(Fick & Ritchie, 1991). The growth of literature the field of service quality seems to have devetbp
subsequently, providing continuous updating andnieg from previous findings. The Gap model and
SERVQUAL scale seems to draw much support fromaresers (Akan, 1995; Avkiran, 1994; Babakus &
Mangold, 1992; Bojanic, 1991; Gaur & Agrawal, 2006hns & Tyas, 1996; Johnson & Sirikit, 2002;
Saleh & Ryan, 1991; Stodnick, & Rogers, 2008 ). degr, some questions regarding its validity and
reliability have been raised; the SERVQUAL scalingthod as proposed by Parasuraman et al. (1988) has
been widely debated, as is the Perception-Expeotdf’-E) measurement method of service quality
(Babakus & Boller, 1992; Carman, 1990; Cronin & [6ay1992; Gotlieb et al, 1994; Hartline & Ferrell,
1996; Rosen & Karwan, 1994). Cronin and Taylor @3mphasized the importance of service quality and
its relationship with consumer satisfaction, arguinat service quality should be measured as @ndsf
consequently developing the SERVPERF scale (acgequality tool for measuring perceptions onlydlan
EP (Evaluated Performance) model based on percemtidy, instead of measuring together with
expectations.

In the real estate business context, one studyphiysbn, Dotson, and Dunlap (1988), suggested that
the real estate brokerage business may be diffén@mt other service industries when it comes targef
and measure service quality. Johnson et al. (1888hence modified the SERVQUAL scale to elucidate
six dimensions rather than the original five, kthis twas challenged by Marc and McDaniel (1993) who
tested the original 22-item SERVQUAL scale on coss in the real estate business, showing that the
real estate and all other businesses were the share; was no difference, and they also arguedttigat
“uniqueness view point” of the real estate industom Johnson’s study made the SERVQUAL scale
unworkable.

Subsequently, Johnson’s study was further chal@gtbgeSusan and Theron (1995), who argued that
the attempt to modify the SERVQUAL scale by Johnebal. (1988) was not a valid application and they
developed another scale for the real estate bisswlgish was called the RESERV scale, modified fthen
original SERVQUAL scale by adding and deleting igein scale dimensions. Susan and Theron (1995)
proposed that the original SERVQUAL scale can breatliy applied to real estate brokerages; the new
RESERYV scale provides additional practical usefsgnia the specific real estate context. Howevwes, t
scale was created and well-validated by a sampglepgonly from home seller respondents but not home
buyer respondents

Even though there is no generally accepted vielWwaw to identify the quality of service, P or P-E;
the majority of models and definitions support thew of evaluating service perception based on the
SERVQUAL scale. Therefore, this study used a ger&fE&RVQUAL theory as a base for measuring and
comparing consumer perceptions in Taiwan’s andl@hdis real estate brokerage business fields.

SERVQUAL Scale

According to the following studies (Brooks, LingsBotschen, 1999; Fick & Ritchie, 1991; Marc &
McDaniel, 1993; Nitin et al., 2005; Parasuramaal €985, 1988, 1991, 1994; Sahney, Banwet, & Kasun
2004; Susan & Theron, 1995; Zeithaml & Bitner, 20GBe SERVQUAL scale includes 5 dimensions
which in turn comprise 22 items; the definitionsadif5 dimensions are shown in Table 1 and theofist
items is shown in Table 2.
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Table 1. Definition of SERVQUAL dimensions

5 Dimensions SERVQUAL Definition
The appearance of physical facilities, equipmenérspnnel dress,
Tangibility communication materials, the seller’'s outward apgeee, exterior design,

location & accessibility, all kinds of tools thataused for providing service.

The ability to perform the promised service depdhgland accurately
reliability involves in consistency of performanemd dependability. |
Reliability means that the firm performs the service rightfits time. It also means
that the firm honours its promises. Reliability sdrvice designates the
seller’s capability to supply the promised outpattshe stated level

The willingness to help customers and provide piongervice,
responsiveness concerns the willingness or realinésemployees tg
provide service. It involves timeliness of serviBesponsiveness refers to
the corporation’s capability to respond to andsfatihe customer’s wishes.
A willingness to react and reaction speed playtal vble in the service
responsiveness.

Responsiveness

The knowledge and courtesy of employees and tihdityato inspire trust
and confidence including competence, courtesy, iloitédg, and security,
Assurance Service assurance relates to the seller’s capaliditdeliver the output
specifically in terms of the knowledge, politenassl trustworthiness of the
employees and the service firms.

The caring individualized attention that the firmopides its customers
including access ability, communication and underding the customer.
Service empathy characterizes both the sellerlgngiless and capability t
respond to individual customer desires.

Empathy

|=)

RESEARCH FRAMEWORK AND METHODOLOGY
Research Framewor k
SERVQUAL theory was a base theory for this resedramework. The research framework for

measuring and comparing consumer perception bofhailand and Taiwan is shown in Figure 1.

Table2. SERVQUAL items

5 Dimensions SERVQUAL ltems

1. The physical facility outlook of real estate kemage office visually
appeals

2. Service persons of the real estate company eae in appearance and
well-dressed

Tangibility 3. The equipment in the real estate company is meldeking and
up-to-date

4. Advertising and all material associated withvier of the brokerage is
visually appealing

5. Brokerage Company operates at convenient bisshmg's and locations

6. Brokerage firms always do as they promise

7. The real estate company always shows sincenest in solving problem

8. Sales persons from the real estate company alwasform the servic
right at the first time

9. The real estate companies always deliver thewice at the time they
promise

10. Sales persons always keep customers informaat allhen services wil

be performed

[92)

11°)

Reliability
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11. Sales persons of the real estate company algiagsprompt service td
customers

12. Sales persons of the real estate company alaraywilling to help in g
general manner

13. The real estate company is never too busysporel to the customerls
request

14. Customers never have to wait too long for amiytact with real estat
brokerage firms

Responsiveness

11

15. Behaviour of employees in brokerage in-stillstomer confidence
16. Customers always feel secure in any of thaindactions with the real
estate company.

Assurance 17. Sales persons of the real estate brokerage éirsmconsistently courteous
18. Sales persons of the real estate brokerages dnaple knowledge to
answer customer’s questions
19. The real estate companies give the customesidindl attention
20. Sales persons of the real estate brokerages firnderstand specific
customer needs
Empathy 21. The real estate brokerage company always psotestomer’s interest
and well-being
22. Sales persons of the company deal with themestin a caring fashion
and provide personal attention
Thailand Taiwan
Tangible Tangible
Reliability \ Reliability
Responsiveness » Perceptio Perceptio |#——— Responsiveness
Assurance / \ Assurance
Empathy Empathy

o

Figure 1. Resear ch framework

Comparison

Sample, M ethodology, and Questionnaire

After reviewing the literature, a 22-item SERVQUALestionnaire was developed to identify and
analyze perceptions of house-buying consumers.h Baestion is based on a 7-point Likert scale. The
guestionnaires were translated into two local laggs and sent directly to each respondent by hand t
obtain objective opinion from potential housing brg/and users. A pilot test was used to tesedrability
of the questionnaires; 40 questionnaires were @grdind completed by randomly sampled groups drawn
from Bangkok and Kaohsiung's real estate custon@nenbach’s Alpha reliability analysis was applied
test the internal consistency of each of the itetimsensions, and perception attributes. The reshlisved
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the Cronbach alpha coefficients for the overallsgiognaire was 0.942, indicating that the reliapiiif the
guestionnaire was quite high, therefore SERVQUAdlese were deemed to be a reliable tool.

A random sampling method was used for the selectidhe sample representing the population; in
total, 260 customers in both Thailand and Taiwaumshtg markets were randomly selected. Questionnaire
were randomly given to respondents; 130 questisesan Kaohsiung city and 130 questionnaires in
Bangkok city; most respondents were adults oldan ttwenty-two. 248 questionnaires were returned,
equalling a 95.3 % survey response rate. Afteresting out unusable questionnaires, 201 questioemair
were left.

RESULT AND DATA ANALYSIS
Descriptive Statistic
The mean scores indicated that Thai respondentedeto perceive high average scores for service
perception with real estate brokerage servicesaildand, and most of the dimensions and items vedea

means score higher than 4.0 in a 7-point Likerkesca

Table 3. Summary of descriptive statistic of Thailand and Taiwan data

Descriptive statistic by each dimension factor T&a(;l::d T'\;\g:/;n
The physical facilities outlook of real estate lem@ge office hag 5 3800 5 5500
perfect appeal. ' '
Service persons of real estate company were nekialp and 5 3000 5 7300
2o | well-dressed. ' '
%, The equipment in real estate company was modetkidgand 5 2500| 5.2500| 5.4400! 5.5560
S | up-to-date ) ' ) '
F | Advertising and all material associated with sesviof the 54100 5 7400
brokerage was visually appealing. ' '
Brokerage Company operated at convenient busiress land 4.9100 53200
locations. ' '
Brokerage firms always did as what they promised. 4.0200 4.3300
The real estate company always showed their sinotreest in 4.4000 4.3500
-. | solving problems. ' '
= | Sales persons from the real estate company alwasrmed
§ the service right the first time. 4.8800 4.4360 4.5500 4.4680
2 The real estate company always delivered theiricerat the 4.5700 4.5800
time they promised.
Sales persons always kept customers informed abben 4.3100 4.5300
services would be performed. ' '
@ Sale.s persons of the real estate company alwayes gampt 4.7500 5 0200
Q | service to customers.
1023 Sale; persons of the real estate company were siwidling to 4.8600 4.8300
@ help in a general manner. 4.6025 4.8525
S | The real estate company was never too busy to mespo 4.4400 4.8200
% | customer requests.
g . g
Customer never hgd to wait too long for any conteith real 4.3600 4.7400
estate brokerage firms.
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Behgwour of employees in brokerage instilled coso 4.7000 4.3100
° confidence. . _
% g;zttznégrns] 2\r/]vays felt secure in any of transactisitis real 4.4900 4.0600
?a Sales ersgnsyéf real estate brokerage firms wanmsistentl 4.8525 4.3075
& P g Y 5.1800 4.4500
< | courteous.

Sales persons of real estate brokerages have &npidedge tg 5 0400 4.4100

answer customer questions.

The real estate companies gave customer indivattehtion. | 4.5700 4.8900
B Salegpersons of real estate brokerage firms uindersthe 4.6400 4.9100
= specific needs of the customer.
g- The real’ estate brokerage company always protetiec 4.3300 4.5325 4.3900 4.7425
w | customer’s interest and well-being

Sale_s persons of_the company dealt Wlth the custonaecaring 4.5900 4.7800

fashion and provided personal attention.

Total Service Quality Perception Mean Score 4.7347 4.7853

For Taiwan’s respondents, they too tended to pezckigh scores, and all of the dimensions and
items received mean scores higher than 4.0. Cadgarthe Thailand results, highest scores wetken
same dimension which was tangibility of serviceyartheless, the lowest scores were definitely dbffie
in Thailand’s case, it was reliability of servidrit in Taiwan’s case, it was service assurance.

ANOVA Analysis

The ANOVA analysis result is shown in Figure 2 Tinailand’s case, respondents’ background did
not have any significance impact on Reliability a@Bchpathy factors; in Taiwan’s case, respondents’
background did not have any significance impacResponsiveness, Empathy, and Perception factors.

Looking into Thailand’s data, only age and inconael positive significance. The reason might be
generational, as this generation is the first gatiwn of Thai citizens that has lived in the mageant time
of open country policies, and also in the time bamges such as: the internet boom, introduction of
international education, and international cultabsorption; therefore, middle-aged Thai citizenghhi
have a broad vision and be on the path of buildivegr wealth and assuming responsibility for family
finances.

Concerning the Monthly income factor, higher incorespondents had higher mean scores on
Responsiveness and Assurance. This result might éamm the behaviour of a richer class of Thakeitis,
who always use services and buy products from fesateice firms of the market with the best chojaess
most of these leader firms have great service designich include rapid responsiveness to custoanals
build a great firm’'s image to instill confidence timeir customers; in addition, their service isaky
designed for high-income customers. Therefore, tihase high-income respondents have higher mean
scores in Responsiveness and Assurance factor reakes.

For Taiwan ANOVA result, age, marital status, addaation background has a significance positive
effect over the SERVQUAL dimensions. Respondent wgs the important factor as for the Thai's
respondents. Generational position might be thicaliissue; due to varying generations have dsffier
ways of thinking, so different generations of thegondents have different mean scores on the Agsira
dimension without any statistical linkage, thereftiie reason might came from a “generation gapthvhi
can affect the way people perceive service.

According to the results from Figure 2, respondevite are already married have significantly lower
scores than respondents who are single. The laeee $or married respondents might come from alyead
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being a couple; it is more difficult to instill chdence in customers if they are a couple, thahefy are
single. Two people can help each other when theyecto make important decisions and also married
respondents have a high possibility of thinking encarefully about financial decisions because tiee
higher responsibility than does a single respondbetefore it is more difficult for service empéms to
inspire trust in them.

Gender Age Marital Education Monthly
Status Income
Tangible Reliability Responsive
A 2
o
wle
ol
£+
Sls L Y b=
‘s, =
N s X . N <
= =8 Thailand = =
2 B = Perception - E‘
- b b g
. = Paired Paired = .
- a c T-Test T-Test e -
O "
W = None None w @
=3 Significant Significant la =
o ° -
g S ¥
M Taiwan =] =
/ Perception a
o
o
X
v & Y
Tangible Empathy
Gender Age Marital Education Monthly
Status Income

Figure 2. Summary of 3 Analysisresults (ANOVA, Regression, and t-Test)

Higher educated respondents have the higher meaasson the Tangible dimension than does a
lower educated respondent. A well-educated Taivespandent might have a higher sense of taste than
does a low-educated respondent; all tangible sesvidfered by real estate firms in Taiwan are mostl
well-designed and there is a high possibility tity will be perceived more favorably by well-edigch
respondents than lower-educated respondents betteyskave higher vision and taste.
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Table 4. Summary of correlation scores by comparison between Thailand and Taiwan

Comparison between 2 countries Correlation scores of 5 dimensions toward Percagtotor
P Tangible| Reliability | Responsivenes Assurancg Empathy
Thailand | SOrrelation to 613 | .909 896 876 852
Perception factor
Sig. (2-tailed) to .000 .000
Respondents Pe?rc(eption ) () .000 (**) | .000 (**) .000 (**) (*)
Taiwan Correlation to 520 |.792 898 780 852
Perception factor
Sig. (2-tailed) to .000 .000
Respondents Pe?rc(eption ) () .000 (**) | .000 (**) .000 (**) (*)

** Correlation is highly significant at the 0.01vigl (2-tailed)
* Correlation is highly significant at the 0.05 &\(2-tailed)

Table 5. Summary of correlation scores by ranking order of both countries

Ranking number

Comparison between 2 countries by Ranking order

(by weight's wpportance_ towar Thailand Respondents Taiwan Respondents
consumer’s perception)
1 Reliability Responsiveness
2 Responsiveness Empathy
3 Assurance Reliability
4 Empathy Assurance
5 Tangible Tangible

Regression Analysis

For Thai respondents, result of ranking order é&sghme as in the literature supported by a previous
study in five separate industries by Parasuramaad €1988), which tested for the presence of servic
quality by taking difference equations across Liikarale instruments of consumer perception, and the
result was that reliability was first, tangible wast, and the other three were in the middle bkireg order.
This result is the same as the study by Marc anDdveel (1993), which find out that the consumer tsan
to have the provider meet their expectations inattea of reliability, responsiveness, assuranceatmy,
and tangibility followed by ranking order.

For Taiwanese respondents, the result of rankidgrowas different, as the order was: reliability,
responsiveness, assurance, empathy, and tangibhigyonly thing that was the same was that thgilbtée
factor was the last important factor in the resgomng’ viewpoint; this implies that the consumer sloet
put much attention on the tangible outlook.

R-Square Result

From the results as shown in Table 6, it can be #est the Rvalues received acceptable results
except for the tangible factor? Ralues for Reliability, Assurance, Responsivenasd,Empathy were very
high. All of these 4 factors received a high saghéch was over 0.7, while only the tangible faaereived
a low score as shown by thé Rsult table. However, the’Bf the whole regression equation is up to 0.967.
The predictive value of the result would be pradtjicaccepted. From the results, we can formutage
regression equation as follows:
Perception = (0.376 x Tangible) + (0.826 x Reli&pil+ (0.802 x Responsiveness) + (0.768 X ASSERRC

(0.726 x Empathy)
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Table 6. Summary of R-Squar e value of each factor

Factor R R Square
Tangible 0.613(a) 0.376
Reliability 0.909(a) 0.826 **
Responsiveness 0.896(a) 0.802 **
Assurance 0.876(a) 0.768 **
Empathy 0.852(a) 0.726 **
Total R 0.973(a) 0.967 **

T-Test Tesult

Paired samples t-test was used to compare two nieainsere repeated measures from independent
groups of respondent opinions to discover whetheret were any significant differences between
respondent opinions concerning service quality gyaion.

Table 7: Summary of paired samplestest on differentiation

A pair of factors between 2 countries Paired Differences

Thailand respondent Taiwan respondent Mean Std. Deviation Sig. (2-tailed)
Factor Factor

Tangible Tangible 0.30600 0.95153 .002 **
Reliability Reliability 0.03200 1.20863 792
Responsiveness Responsiveness 0.25000 1.26830 .051
Assurance Assurance 0.54500 1.29557 .000 **
Empathy Empathy 0.21000 1.08753 .056
Perception Perception 0.05060 0.95105 .596

Respondents from both countries had nearly equealdef satisfaction in overall service perception.
Most pairings were not significantly scored; thigiies that there were no significant differencesaeen
all of the paired factors. Although most of therpditests received a non-different score, 2 SERVQUA
dimensions received a significant score: that wasgible and Assurance, which meant that Thailand’s
respondents had a significant difference perceptiorangible and Assurance dimensions from Taiwan’s
respondents, therefore these 2 factors will beiticalr point for service managers because it is the
differentiation between countries.

DISCUSSION AND CONCLUSION

Summary and Discussion

An examination of the mean scores in Table 3 ravadlierarchy of service quality perception. The
overall mean score in this study was lower than tnmsvious studies. In the previous study by
Parasuraman et al. (1991), the overall mean scase6:2200 and in the other studies relating toicerv
quality perceptions, the overall mean scores wisetdagh; 5.9500 in a restaurant study (Stevensitgon,
& Patton, 1995), and 6.1200 in a lodging study (tson, Stevens, Wullaert, Patton, & Yokoyama, 1990).
Higher values were also found in the study of Fink Ritchie (1991), in their research on airlimesgn =
6.1800), hotels (mean = 6.1100), restaurants (mea@100) and ski areas (mean = 5.9100). Thereifore,
can be deduced that the real estate brokeragessmf both countries showed a relatively loweviser
quality perception in comparison. Table 7 indisalaiwan and Thailand services mostly have no
difference in consumer viewpoint perceptions; hosvethe average service perception mean scoretlof bo
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countries was lower than the other previous stutliesefore service management of real estate firons
both countries must continue to improve on evepeasof service dimension.

From six paired t-tests between Thailand and Taiwealy two received significant scores; these
were on Tangible and Assurance dimensions. Thisiesigignificant difference for any firms that have
plans to invest cross-countrywise such as the Bragr Investment Group from Taiwan that has already
invested in Bangkok. The difference illustratesoandry gap and all international investors shoudg p
attention to this because it is different countagtomer insight, even though they are both Eastisi
countries and overall perception score is neadystime. Minor differences in each country regasclies
can be suggested that all the East-Asian regiohtrhigve the same result, hence similar servicéesfies
can be applied, with each country having its owarabteristics to concern all managers.

In Table 3, scores range from 4.0200 to 5.740(0 wiit overall mean score from Thai respondents of
4.7347, and for Taiwanese respondents, 4.7853. #rerfhai data, an item ‘advertisement and all nalte
associated with service is visually appealing’ witthe ‘tangible’ had the highest mean score, wigdhe
same result for Taiwanese respondents with theekigdtore in the same item. From the Thai dataeen
‘brokerage firms always do as they promise’ withigliability’ had the lowest mean score, and frome t
Taiwan data, an item ‘Customers always feel sedurany of their transactions with the real estate
company’ within ‘assurance’ had the lowest meamesdy closely looking at information from Tables43
and 5, the most important dimension to the Thatiacusr, Reliability dimension, received the lowegtam
score and the least important dimension to the Thsiomer, Tangible dimension, received the highest
mean score.

These analyzed results show the errors firms matiegpreting consumer insight; service firms in
Thailand should place more attention on the Rditghfiactor. Reliability refers to services whichea
performed at the promised time, performed correatly error-free, and performed with interest. &wlity
of service designates the seller’s capability fopdyithe promised output at the stated level.

Within the Reliability dimension, the item ‘brokgefirms always do what they promise’ received
the lowest mean score. In other words, the respuadexpected the service to be carried out asceervi
providers promise to do. For example, if the resshte firm offers its services by promising delivar 15
minutes, then 15 minutes should be used as thdat@time to provide service. When the service oann
be delivered to the consumer on time, service pliergi should provide an explanation for any delay,
apologize, and compensate the customer for thedfgiomptness and efficiency. Consistently doiratv
is promised, doing it correctly and on time, corwesfliability.

For the Taiwan respondents, the most important d&oe to the customer, Responsiveness
dimension, received the second highest mean scatdhe least important dimension to the customer,
Tangible dimension, received the highest mean sddrese analyzed results also illustrate the ewbrs
Taiwan firms in interpreting consumer insight. Maeight important ranking order of 5 dimensionsa$ n
the same as that previously established by Pamasurat al. (1988) and Marc and McDaniel (1993). The
reason might come from the maturity and the stahdéreal estate firms in Taiwan already surpassing
developing-country level, therefore the Reliabilifyservice firms is already well-accepted by tla@van
consumer and because of this reason, the Taiwasuomr might not overly worry about the Reliability
factor but might be more concerned about the Respemess factor. Responsiveness concerns the
willingness and the readiness of employees to pgeowervice; it also involves timeliness of service,
employees’ attitude and performance. The resutbfamalysis matched with general Taiwanese behaviors
because Chinese culture places emphasis on spsedvife, and is also concerned about “face”.
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The hierarchical structure of Chinese culture detsathat the service firms should treat their
consumer well according to their age, social pasitind ranking. The expectations from contact persib
would be to receive prompt, promised, accuratesamecere service. Employees should display a sefnse o
willingness to help the customer. They should knelat the customer likes and dislikes. They should
always put the needs of the customer first, andenti&m feel that they are important because Taisene
have a “face culture”, so by using verbal and nolbakcues; they can demonstrate that they are rieady
help.

Concerning the remaining five dimensional factbe tvere not the most important to the consumers,
a 2nd or 3rd priority job can be assigned to th&se.example, service assurance relates to ther’sell
capability to deliver the output, specifically iartns of knowledge, politeness and trustworthindss o
service employees. Ways that employees can be @sipeeto their customer is by being nice, attentive
their needs, using a pleasant voice, displayimigadly smile, asking the customer if they need help,
showing special care, respect, and being politecandeous. A knowledgeable employee will also have
positive impact on the consumer’s perception, aspet or service knowledge tends to convey feelofgs
trust and confidence. Empathy dimension was alsnddo be the hierarchy of service quality peraepti
although it was not the most important factor taszoners in both countries. Service empathy desctitee
caring, individualized attention the firm providesits customers including access ability, commaitiiz,
understanding the customer, and whether the sepvieder goes ‘the extra mile’ to satisfy the véstof
the customer. For Taiwan respondents, Empathy a@msl in importance to consumers; efforts should be
made by the management team to train sales cqrgestinnel to provide individualized personal servic
customers, which can be expressed in several viageuld be as simple as recognizing an individual
interest of the customer or real estate firms cawelbp unique offers directed for individuals, suh
offering a specially packaged gift in celebratidraalient’s birthday.

Although this study recommends placing more atbentn the highest correlated score factors,
service managers of both Thailand and Taiwan caignote other factors and de-emphasize them because
all five dimensions have a significant positiveeeffon customer perception according to Table of&he
five SERVQUAL dimensions have importance relatvednsumer perception, however, if resources such
as the budgets of the firms are limited, estabiighiriorities via applying resources for servicsige to
the five SERVQUAL dimensions is the wisest choiged in order to meet that goal, putting the correct
ranked priority on the five service dimensionsriical.

MANAGERIAL IMPLICATION AND CONCLUSION

The findings and discussions show that the higimetite hierarchy appeared to be ‘Reliability’ for
Thailand and ‘Responsiveness’ for Taiwan, while ltheest of both countries was the ‘Tangible’ seevic
dimension. Effective marketing managers would ptevservices according to these results. In order to
achieve this, employees have to be well-trained-anfdrmed to provide services that exceed customer
demand. In the real estate context, interactiomscfrom the moment the client and agent contach ea
other either verbally or non-verbally. Managersdticensure that the benefits offered to customers i
promotional activities are delivered as promisectlii@ring a high standard of quality requires
management commitment and teamwork. Employeesmgalite how their performance affects the rest of
the team.

By providing cross-training, a business can expitseemployees to different perspectives and
encourage them to be more aware of others’ presritDnce the desired service quality is achieviéotte
should be made to standardize the service perfarenom future service encounters. Any firm provigle
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high level of service quality can have an advantagkcan also position itself as being superiorpzmed
with its competitors (Bitner, Booms, & Tetreaul§9D).

For suggestions concerning the use of respondekgbaund data from both countries, in Thailand,
the service managers should plan for marketing taedrendering of high quality, carefully designed
services considering age, customer class and tsgiecially for high-income clients.

For Taiwan, customers falling into the categodgsenior citizen, high-position, being marrieddan
highly educated, must be specially well-treatedssr@ice must be carefully designed owing to ttastes.

According to the discussion about the differenceudstomers in Taiwan and Thailand, Assurance
and Tangible were significant differences betweethbcountries, so to improve Assurance factor;
managers should study their target market precaadyrecognize customers’ attributes and their delsia
by focusing on what they really want and how thawy be satisfied, providing continuous care and eonc
for customers' needs by training employees and tmomg their performance especially in politenesd a
their knowledge of the firm's products.

To improve Tangible factors, service managers shawhploy a local designer to improve the
outlook of all service material, advertisement,noliag, office design, and employee dress. In thse cd
across-country investment, using well-trained argeeienced local employees instead of their own
country’s employees might be the right choices ldliso recommended to all investors that the sdfies
be built to offer easy accessibility in locatioimé, and transportation.

Moreover, service managers should evaluate empsdgeeformance constantly. Employees should
participate in scheduled training courses, and h&reshould note that behaviour of employees isnofte
instrumental in bringing about desired outcome rhizg involves both the development and modifigatio
of thoughts and behaviours; all real estate serfiio®s in both countries should do the same, tlozeef
managers should continuously redefine goals anidips] modify structures, re-engineer jobs, andktra
training, monitoring, rewarding, and punishing ehpoyees. A customer experiences and judges the
service quality on the basis of his or her perceptf services. Therefore, every service manageulgh
provide customers with full experiences conformimgheir individual desires.

However, the measurement, monitoring and improvernémuality are an elusive task in many
service organizations (Mangold & Emin, 1990). Seevinanagers should establish a good organizational
culture in cooperation with staff members to set phoper standards training for employees and stippo
them with sufficient resources and facilities tanimiize any communication obstacles

An aggressive marketer can develop a strong, &tteaservice design, for example, developing
advertising enabling the development of consumanilfarity to make the purchase of products more
enticing, to drive customer demand, and to improygomer perception. Some special service offars ca
be a great ingredient to drive intra-consumer dehtanbuilding a good brand image for the product to
improve tangibility, and provide a strong warratdyincrease assurance of confidence.

Another suggestion for real estate firms is to F@@RM program recognize frequent customers; this
can bring about competitive advantage and helpefirms survive in a competitive environment, and
might also bring about long-term benefits. Consitthait “it is more important to do what is stratedig
right, than what is immediately profitable” (Kotl&r999).
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