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Abstract

This academic article aims to study the scale for assessing the service quality of self-
service technology by focusing on the airline business. This type of technology is considered
an e-channel to serve airline customers, allowing them to perform various activities on
websites and mobile applications and via kiosks.

This article argues that assessing service quality related to customer-technology
interaction should be performed by using an appropriate measurement scale. Because the
famous SERVQUAL model alone might be not suitable for quality assessment of all types of
services, especially services without human contact, this paper then purposes a measurement
scale named SSTQUAL developed for assessing electronic service quality. The reliability and
validity of its multiple-item scales were tested, and the results showed that the SSTQUAL
scale, which consist of 7 dimensions including functionality, enjoyment, security/privacy,
assurance, design, convenience and customization, can be better used to assess service quality
delivered through self-service technology across contexts in today’s environment. This article
also points out that few, if any, research has employed the SSTQUAL scale to assess the self-

service technology quality in the context of airline business in Thailand.
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Suwosiladunildumalulagnlasuauisuegrwin dauntdahunldusuugenssuiunis
anduau iindszdnsnmliunesdnsuazdisdaunisuinmsiiludselosiliungndn (Meuter,
Ostrom, Bitner, and Roundtree, 2003, p. 899) Tutszinalne taToudniuandnlud® wio ATM
(Automatic Teller Machine) @il usn1sidunswwsnlulssinalveiiiol w.a. 2526 Wu fo1lu
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YaLsuAuvIlgsAaUssL B uiuIAnf sz uuwmalulag dnluliAielgnAtadugsnssulae
AULBINIUAFURERNN 9 (touch points) 8171 Buwasiladeuls szuunaususaludfnislnsdn
n1sdseiesinuasidnduesulal lnsaniznisuinisylaeaislugsivanenisdu e sevay
audisalunisiszuudisesituasidnduienueannliuinisglaeans (Zeithaml, Bitner, and
Gremler, 2009) \HoeanszuumAlulagusnisnienules (Self-Service Technologies %38 SSTs) &4
wouanUsEleriliunglduiniseraiulidauasdiasaussloniliungsioegaunniguiu

ae13lsAd wnfersanasiiaenistulaemluldlunisussifiuaunmnisusnis wuiinis
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Uszidlugauninnisuinisuuudiannsedindunu SSTs aewaniy (Lin and Hsieh, 2011) Jafifnldlu

N15UsEudnNULANA19IINIIATInAMAMNISUS s inennaulunateau

WAlUlaguUSN1SA28AULDY

AuaAgyuazUslevi

wuAanslignénuinisdenuesiiondt “prosumer” du finsAnudousd a.a 1980
1ag Toffler A. (as cited in Considine and Cormican, 2017) prosumer Hudwianizfigeaunain
production by consumers LiloaSungvouLwaitlidalauvesnsUduiusseninauanuinisuay
fuilna Fdlurieiinuinesdnsssiadilvgnetemdam ssTs inliuinisgnd anadumien
INUSINATLINFUNULTINY (labor costs) Tfingetiu nedsfuanudesnsvasgnéludaqiud
Foenstosmenisldeuidudassuariitesinlutoswesiuiinazanuit (Lin and Hsieh, 2011)
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Iuﬁjwaa;ﬂ%’ﬁmi Meuter, Ostrom, Roundtree, and Bitner (2000) 5¢U31 SSTs Aodusie
Usyanudnumalulad (technological interface) Aiagligniannsandnuinsviesuiiuduneuns
Uinssefvesgnaesidedraiudass Tnglidesiianmsliuinslaonssanminem §ldau
ssTs aglasunausglovilunanesu lesannldsunsneuaussnudesnssudemanisldaud
Hudasy laifdesinaunan fuiwazan1udl (Lin and Hsieh, 2011) T2afsruazmnaunefiiauiy
Usgndanauaraldane uenandglduinms ssTs desnisdssnmsuduiusiuntneuuing vie
AoinsANudasElumsiansiunisuinmsmedivesgnates Tnglusdaniignaiunu (Meuter et al,,
2000; Ueda and Kurahashi, 2018) @%U%ﬂﬁ&]’ﬂlﬁﬁjuﬂizaummj (customer experience) 910
nazuruMsTHUINsTiTInga (speed of deliver) uagusiugniiu (precision) SSTs 1egUwulfgNAn
anunsauTukaagUuuunmsidaulimunedudnuazveaunazuanala (customization) (Curran,
Meuter, and Surprenant, 2003) ﬁﬁwﬁ’iy ssTs daasuligneanladdiusinlunisdaeuuinisuasd
dauﬂhaa%ﬁammaﬂﬁ’uﬁuqﬂﬁﬂ (engaging customers) @ ugae (Considine and Cormican,
2016) Ustlemimaniiaevinlignnsusdenmeuagaruiianelasonisuinislusedudigadu (Orel
and Kara, 2014) 8nvisgndndanumanisfiasdudaiuaunssuiunissing q lunisdunislddaeg
puenazlisumNanmaMNaUiuN1slY SSTs Mg (Dabholkar, 1996)

dndluilsvesdlviuims nsih ssTs WuBndosmneiiasgaslignéannsndouarlduinisle
paoAAignAioIns Jsazanansoareneldliungsialddnmanis uenanazldfunausslev
Tuidan3idu (monetary benefits) fananauda nsth SSTs wldidsensedulignéndiaudislaids
wAns3u (behavioral intentions) #iegnagldu3nis aufsannsoiiuuss@nsain wnnm wanis
AduUBaras19ANUUIaulunswIsiudnee (Lin and Hsieh, 2011)

MNMINUMILITIUNTIILAZINI TR adesiy SSTs TugsAauinswuindns@nuis
Hadoidsammisludaanefuandmginssuvosgninielduiuniinannvats dmsuauided
\Aeatead ssTs Tugsivanenistuiinis@nwidetiadudng q AdsvEnadelanafnaznginssuves
favanslndiAsatu dsiuandlumsned 1
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M19199 1 Megauddeiinerteasiumalulagnmsuinmsmenueduusungsiauinig

Author (s) Context Sample Size Main Research Objectives SSTs Key Finding
(Country) Kiosk Online
Chih-Hung Wang (2012) Retail 424 To investigate the antecedents and consequences of v - Perceived usefulness and enjoyment > perceived control and
(Taiwan) consumers  consumer satisfaction with SST (pay/top-up) perceived convenience —> consumer satisfaction
- Perceived enjoymente consumer satisfaction
- Consumer satisfaction = continued behavioral intention
Choi and Park (2014) Airport 276 To examine the effects of the factors on airport users’ v -functionality, security, perceived enjoyment, perceived ease-of-
(Korea) passengers intentions of smart entry service (entry) use, and perceived usefulness - the intention of using SSTs
Curran et al. (2003) Bank 628 To test the SST attitude-intention model and the v v -Global attitudes toward technologies - intentions to use SSTs
(USA) users hypothesized relationships. (ATM) (banking) - Attitude toward employees and global attitude toward
the service firm = intentions to use SSTs
Gelderman, Paul, and Airline 525 To explain the actual use of SSTs based on v - Perceived crowdedness = customers’ decision to use SSTs.
Van Diemen (2011) (Netherland) passengers  the social cognitive theory (Check-in) -Need for interaction and role clarity = the actual use of SSTs
Kucukusta, Heung, and Hotels 200 Business  To assess customers’ perceptions of SST and the v -gender, age, education level and region of origin - business
Hui (2014) (Hong Kong) Travelers impact of diffusion of innovation factors on a  (Check-in/ travelers’ perceptions of SST
customer’s choice of a luxury hotel brand Check-out) -Relative advantage and ease of use - likelihood of choosing
a luxury hotel brand
Lee, Castellanos, and Airline 158 To develop a model to predict passenger’s intentions v -Technology readiness - attitudes toward kiosks = attitudes
Chris Choi (2012) (USA) passengers  to use a self-service check-in kiosk (Check-in) toward kiosk provider
- Technology readiness = intentions to use a kiosk
Lu, Choi, and Tseng Airline 647 To explore the factors influencing uses of different v v -Nationality and previous experiences of checking-in >
(2011) (Taiwan/Korea) ~ passengers  check-in services (Check-in) (Check-in) passengers’ choice of check-in service
Oh, Jeong, Lee, and Hotel 240 To predict self-service technology adoption by Not specified -Waiting line and task complexity —> SST use intention
Warnick (2016) (USA) registrants incorporating situational and attitudinal variables (Check-in) -Technology trust and anxiety —> SST use intention
-The main effects on intention to use SSTs occurred through
the mediation of perceived ease of use and perceived
usefulness.
Orel and Kara (2014) Retail 275 To examine the service quality of supermarket SSTs v -SST 2> loyalty through the customer satisfaction
(Turkey) shoppers influencing customer satisfaction and loyalty (Check-out)
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Tugmesvesaronslu Hanke (2016) szyinmsfianenisdudavinivledligndiuinng
AL (web customer self-service) annsanoulandgnénguiiaiauiiioa (Generation M) #ifaanis
yhorladrednesldiluogned Snifsananisdudaldfuusslovianauansodliuinigld
papALIaN (24/7 customer service capability) Msldindslayaddguosgniaznisnouausdse
fd 1v09gnalaud saudlentalunisvieseseanazuien el e (cross- and up-sell
opportunities) LLasﬁaaamﬁuﬂqulﬁ (cost saving)

5sTs Sadumseafiodfiitisnuauiazandununsung fuumsitsnuazfuyuns
UftRnuliunaensduly swdessndanauazanmmdudwosuiinauglasansiseseuniile
daduneluensilasans Fsaneandesnazdunuitlisniuainanuaiveadierduadlddnma
(Nok Air, 2019) @u1ANYUEINIBINIASENINIUTENA %158 IATA (2015) ’3meﬁdm’mcﬁmaa’ﬁﬁ'a
Tanudindis SsTs Iefsfosas 80 wilela gsivansnsduuazvineiniasuetaUszndnaldaousas Uls
014 2,100 WU TUNToan3y 6?5&LﬁuLLsﬂgﬂaﬁwﬁ’ayﬁﬁﬁiﬁqiﬁam8ﬂ136uﬁum11ﬁﬂawmu‘la} WAl
UudsauarUssgndld SSTs itelviuinsglasansuiniu Sniamdndulvifinsanssustemauselonid
lFsunmsld SsTs ity seludnuaziidustuuaylildfit

aonsiulddeindudinduuinnssunisuinmadousluein aen1studiuunilai SSTs
wliuinsglasanslumadaduiientudausidimamssei 90 (ATA, 2015) uazdsiunldludunou
#19 9 Yesmaiiunsgseiiios Jagiu SSTs vesanensTuitiliuinmsunglaeasuszneuluse

Y a ° a O I3 s & a | a a ¢ & = a o A A
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USNN50MIULRA (kiosk) kagszUURBUSUSALLLANIalNSAWA (Lin and Hsieh, 2011) sauden1sivan

3

nTzdNNITTULEENIUMEFLBY (self-bag drop) MFuTlAUSNSLRLNNTY
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neiluuldungdnssuveslaganslueuianiy flavaisldiiiestaenislduinisluduns
\Rduru SSTs Wity wadsresnsidauluduneudunasnnisiiun1adnsig (IATA, 2015) wwlliu

a v dy Y @ 1 ¢ al J a a 1 v o al I 1 4
woAnssuanvaziiuandbiiuinglagarsussasaaganfduianssusugadudanlaliuyed (non-
huran touch points) 11nn31luede wanaliiiuiinszuiunis (process) 1A5IA5 19N UgIU
(infrastructure) kATAMAIMNITUINIS (service quality) vedaren sTuMAlATUNANTENUNUTIUIN
a a Aa o N ' I3

wagleauannngAnssuveslagasiiiuwildufsuudaciuagemnga

lngaluglagansilduinisivatenistule 9 awnsaidenlduinisiau SSTs lalunang
Tunguuun1sAnseiunnuuIng Amnanlludidaenstudnlngdan ssTs Lilvglagans
augsnssualeauedludunauveIn1sd1sesive ns¥eunslagaisiasidaduniun3oriy

duwesidauwivldnieuenndinduuuiiete a1ntul lagaisaunsasuingiis (boarding pass)
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1nguIn1sERlug? (Kiosk) founsiiums suiludsnsindedoasiuiliuinisiiussuunouiu
dluLRNINTAWA LLaSmi%U%@%ﬂﬂhu%NqUﬂiiﬁgaﬁﬁ vJudu (Lin and Hsieh, 2011)

ael3id Kelly, Lawlor, and Mulvey (2017) wuinglagasanenisuudazauiyuuese
nsldu3ng SSTs umnsnaduly Taeglasansunenguuesiinisldau ssTs iuidedigeenn §an
agaan msldnuiiuszaniamuasiudasy varAuinguidniniubesn mszlifinnuisu
welulaBuinme Ssorasodddnrumengimmndumndeddan sSTs widosnisautewdonn
fau uenanddadglasarsunanauiilaildd@nuilunisldom ssTs uisndudedd iosnnlid
yadon SsenaviliiAnmuianidsausionsldals

winsedufin Tutlhgsulsunudlasasiléuing ssTs egludndiuiigs Tnglud am. 2016
filasansiistesas 71 wgoendasitauuudidnnseiinduulnsdmisiofio (e-mobile boarding pass)
wazni1n3weuiivzfintionssiln (bageage tagsing) wazlwanduniseiiesies Inglddesnisld
UTANSAUNLNIU (IATA, 2016) wenaNiG SITA (2017) U¥mledisesulandunisauunaLvudani
oAy muIglasansninfesas 90 vinsdseailenduriu SSTs

Castillo-Manzano and Lépez-Valpuesta (2013) Zl#ifuinnisideliusnisvasarsnsiu
Funusi (low-cost airlines %3 LCAs) vilfiAnmsudsiunielugsiaasnistusuussannty dady

Halvaten1sdusng q Uszgndld SSTs wWinundu viatgaren1sduladam SSTs wnieliuinis

'
a o w a

;ﬁ@ﬂﬁﬂiiu%umauﬁﬂa q sdafieuiuuginsuinsuazandunuisiinaniun fdfyaionisd
fosnsasanmanvainsiluduisunisliuinisniedidnnseiinddneae (Chang and Yang, 2008)

msmsﬁmw‘lmﬂuﬂﬁzLm"l,mﬁgqﬁiﬁu%miLﬁmgmwu (Full Service Airlines %38 FSAs)
uay LCAs IaAndaunzataun SsTs Juanidialiuinisdlasarslunatsguuuy anmissusndeya
wu SSTs fenenstudulngialdfudeuinedinnuadendeiu faiwanslilunsied 2

A19199 2 wialulagusnismenuedludunaun 9 vesanen1stusielvevedlny

Bezersatiory Ticket Sales Ealf-Chackdin Self.Bag Somring P
Website habile Website Mobile raosk Drop/Tag Self- On Kios
Aep Aep printed  Mohile
Thai Ainvays v s v v v s v s v
Banghok Ainvays s e Ve v v . v v P
Thai Airdsia v ¥ v v v v v Y P
Thai AirAsia X s e e v v v v v P
Nk Air v v v v i i v v i
Mok Scoot e W _ ) i _ ) ) ]
Thai Smile s e Vs v v . v y P
Thai Lion Air s e e v i . v ) ]

WA 99 w1: Asia Aviation (2019); Bangkok Airways (2019); Nok Air (2019); Thai Airways (2019);
ag Thai Lion Air (2019).
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dadniinvas SSTs
agdlsffnisimealuladunliuinmsidedeunausenis mngnaudgyiuauRanalnan

nsldu3nisves SSTs lsuimsondldanansaiuuimanteudlatigmainanufiananatildegisd
UsyAvBamuagiiuviaedl Snitannsldmaluladifissesnafen ddedrinroudrannlumsadiaasy
Augniuv AL ALuututugnATld (Curran et al, 2003) ins1zqnRnsetiusinyIndusia
91nUYEY (human touch) kagAIURANAIAVIANATADIAETIANNEeMN N IkAgIAD LA
et nMsfiansnsudosnini ssTs wilvuinsuiglasansuazdauasuliglaansld
U3NIKIL SSTs wnFuty arenisdunisddeisnisliuinisiiu SSTs fignAannsasuildds
AMNMNITUINTT wazdiduilasdosUsudununimuesnisliuinsiemaluladogramngay

¥

-~ Y o 1 a I Aa A 9 ¢ ¢ =
LWaiﬁﬁ’]ﬂ’ﬁﬂﬂqiuqﬂﬂlliﬂ']iiﬂLLﬂQﬂﬂ'TV]91LEJEJ@J LLazmmmaiNNanﬂ%u UYsgaun1sad 53109

ANNFURUSAA AR ITUTNsLAg 1auas U sasenuianalakazaudng NdAyaing

HANBULNUINNNITAMUAAAT SSTs NANAAUNSUL kN8N 1sTuBnme

n15UszEuAMNINAITUINISIReNI LU

ALAINNNTUIANT (service quality) ler3unisnandsluwinisnis@nwifsadunisuinign
YIUNI1 3 NAII5% (Radomir and Nistor, 2012) mu?a‘i’aiuu’%umaﬂqiﬁw%m'iﬁr;hum dauluey
satufinmaunmnsuinisvesliuinisinnndt iesannisuimsidinunmildvinaidauinde
JEAUANUNTNElILATAUANAYBIGNAT fiddandutadedfylunisadnuldivieulunisudeiu
Tifudgsfe deduruitemadu TufnUsadussdunssuvesgniniiidennninnisuing fenis
Usegnaldunsineia 9 1u SERVQUAL Pt ulng Parasuraman, Zeithaml, and Berry (1988)
wa SERVPERF wa1 Cronin Jr and Taylor (1992) saulUfls AIRQUAL #istaundulae Ekiz, Hussain,
and Bavik (2006) ilainaaaiwnisuinnslussaanonisdu egrelsAndaiidelaugain ARQUALE:
YIAANLgNABs (validity) flazldinnmunmusnisianzay (Alotaibi, 2015)

Svo

SERVQUAL Jusnasiaidufisdnuazdenldussidiunmunimuinisedaninsunenndign

Y

v

(Orel and Kara, 2014) GaUsznausisnsinifndn 5 anu Ao asidudaldnienionin (tangibles)
arulindlald (reliability) n1smeuawes (responsiveness) Aadasi (assurance) warAInueTlha
1d (empathy) faus! SERVQUAL lé3unissensuinfianuiissnsawazidedoldlunisldianunim
U%mﬂwmfmaWEJU'%Uwﬁﬁmiﬁm\'aﬂﬁé’uﬁuﬁ‘iwdwgﬂﬁwﬁuwﬁﬂmu (Parasuraman et al., 1988)
wivnfiansandnuarn1suInisatinsufauius szninsgndniuniinay (customer-employee
interaction) W3suifisuiunisusnisiidmaluladunieadas (customer-technology interaction)

SERVQUAL a1alsimsngaunazldisn1sussiliunanmmsusnisimieannsindieniu nsedliusnis

' ]
man = En
Er LIy
et vl
B



warYeamnansuINsildnuaizuaneneiy SERVQUAL ignianldfnwanninnisuinisluguuuund
n1sUfduRuswuUAisiada (face-to-face service encounters) 3dbiianunsaldussifiuganinnis

U357E SSTs wuAeadedldgrammnzanuazanysal (Lin and Hsieh, 2011; Orel and Kara, 2014)

N15UsZEUAMNIWNITUINSHIUMATUIAEUSNIAIEAULD

shemmpaiinadneiy Falindnnissuuviamersuiaunasianuainnsliinig
IUEULLUU&gﬂﬂiaﬁﬂéﬁﬁu 9719 WebQual E-S-QUAL SITEQUAL Uag eTailQ 31n7NunIuIssunssu
wazuideiiAsadesmuindnmsiaununsiaemeimnganlunsussfiunuamuinsifing
Uﬁé’mﬁuéawdquﬁﬁuLmﬂiu‘laﬁsﬁu (customer-technology interaction context) L3UNIIUINTIA
SSTQUAL & asfmu13ulag Lin and Hsieh (2011) Tngu1ns$n SSTQUAL §fianuimanzauias
aoandesfunsldinnuamnisuinisii ssTs iliuinnsgndn esannlddunismeasuluuium
narnnateuszinn (Considine and Cormican, 2016; Kumar and Mittal, 2015; Orel and Kara,
2014; Radomir and Nistor, 2012) lauf §5A3511A15 NM5LHUINIsshwIAuUasnsis vudwlayy
anensu sl Suddn mausnsdugunw Tssnmeuns waslsusy wenaniunsindenan
flgaaudnusznisfeaiunsaldUssfiuseaunissuinunimvesnisliuinisuwuudidinnseding
(e-services) iuwawagﬂmenﬂﬂ’hmmi’mﬁ'u 9 finaasn

117539 SSTQUAL Fslésumseeniulurdinnnis iiesnnunmndedidslusutemis
5133 (channel) wazUsziAnuedgsia (Radomir and Nistor, 2012) fid@ayumnsin SSTQUAL
UMITAABUANNITIB AT AN NFDsRsaInansiassn i Ul RnwlugsAasng 9 feina1amn

Y a L

Faferunsfnulugduuusng 9 919 guin1senlud@ (kiosk) Bumesidn szuunausugnludAnig

Y

Insénid (VR) wagusniseulnsdnvidedia (mobile service) Banan1s@ne nuin SSTQUAL a@1unse
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