
 

 

 

Abstract—This study analyst the relationship between 

international tourists’ perceived quality, perceived value and 

satisfaction at duty-free shops in Bangkok. The researcher collected 

400 primary data in equal proportion both from Suvarnabhumi 

International Airport and ABC Downtown Complex. The target 

population was constitute international tourists’ who chose to travel to 

Bangkok by airplane, and who had post-purchase experience at 

duty-free shops in Bangkok during October and November, 2014. In 

order to analyze the data in details, researcher used both descriptive 

and inferential analysis to analyze international tourists’ behavioral 

characteristics,   perceived quality and perceived value and satisfaction 
at duty-free shops in Bangkok. 

 

Keywords—Destination loyalty, second wave of Chinese 

outbound tourism, service quality, tourist characteristics, tourist 

satisfaction 

I. INTRODUCTION 

HE global duty free market is retailing industry closely 

related to tourism industry. World travel retail business 

developed more than 60 years ago. It is a multi-billion dollar 

industry to attract tourists’ sight. Duty-free retailing is without 

any doubt a phenomenon of the second half of the twentieth 

century, since it is fully lined with the important growth in 

travel. Duty-free shops are those retail outlets of different 

brands which can sell products to different tourists or customers 

without paying for the taxes or duties when those customers or 

tourists go out of the country, and this motivate tourists’ 

shopping at duty-free shops because it not only provides lower 

price and high quality products, but also, it offers the special 

characteristics of products to satisfy tourists’ needs and want, 

such as limited edition for travelers and souvenir gifts. Today, 

the global duty-free market is becoming popular, as more 

people began to recognize and get familiar with the duty-free 

business. As a duty-free operation, it is not only to increase the 

sales profit, but also to promote the brand images in global 

duty-free market.  
The travel retail industries not only sell merchandise at 

airports and on airplanes, but also at tourism centers and in 

downtown branches. Downtown duty-free shop developed in  
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Asia in 1964 when Japanese retailers established the first 

duty-free shops around the region, then travel retailer 

businesses increased within the region among countries, 

therefore, the Asian duty-free business began to grow. 

Consequently, Thailand became the most popular travel 

destination among Southeast Asian countries, welcoming a lot 

of passengers traveling through the International Airports in 

Thailand. The Airports Authority of Thailand reported 

151.51% increase in net profit ending in 30 September 2013, to 

16.35 billion Baht.  In particular revenue from duty-free 

concessions held by ABC International Group grew by 1.42 

billion Baht. 

ABC International Group (ABCIG) is the leading travel 

retail in Thailand, and it manages and operates the largest 

duty-free and tax-free shopping service at the five international 

airports in Thailand. The duty-free and tax-free item in ABC 

International Group covers fashion & accessories, perfumes 

cosmetics & skincare, liquor & tobacco, electronics devices, 

sportswear, package food and souvenirs & Thai crafts. In 

October, 2009 ABC was conferred the Emblem of the State, the 

figure of Garuda by appointment of His Majesty the King of 

Thailand. Moreover, ABC International Group received many 

national awards, global awards and industry award, ABC 

International Group continuous develops their business and 

outstanding good performances in the next a few years. 

II.  LITERATURE REVIEW 

Ophuis & Trijp (1995) mentioned the perceived quality of 

individual is based on a comprehensive perception process. The 

evaluation of quality of one specific product can be measured 

based on previous experience of customer or other customer 

suggestion, and that can push those customer to make decision. 

But different customers have different perception abilities, 

different personal preferences and previous experience which 

can cause the perceived quality to be different. For the purpose 

of this study, the respondents based on their perceived quality 

involved in the shopping environment, product features and 

customer service, evaluate their satisfaction at the ABC 

duty-free shop in Bangkok. 

Perceived value of customer is based on the evaluation of 

customer, who evaluated what they received and what they paid, 

and this value is based on the difference between the benefit of 

customer received and the cost they paid to acquiring or 

utilizing the service (Fornell, Johnson, Anderson, Cha & 

Bryant, 1996). Then, many researchers also found that the 

perceived value is caused by the comparison of customer 

toward what they are giving and what they are getting, and 
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customer satisfaction level will depend on the comparison 

between customer expectation and the perceived value of 

customer (Ravald & Gronroos, 1996). What’s more, functional 

and affective value can be included in perceived value, and can 

be psychologically compared between the benefit gained and 

perceived sacrifice also caused the perceived value of customer. 

In essence, perceived value is framed as a positive assessment 

of consumption experience within the direct sales channel such 

as duty-free shops. For the purpose of this study, the 

respondents could depend on their perceived value fewer than 

two main factors: perceived functional value and perceived 

affective value to evaluate their satisfaction of ABC duty-free 

shop in Bangkok (Gronroos, 1997).  

According to Kotler (2000) and Arnould, Price & Zinkhan 

(2003), stated that tourist satisfaction is fulfillment (including 

level of under-fulfillment or over-fulfillment) response and a 

judgment about the value of marketing offer depending on their 

perception to make tourists buying decision. In addition, the 

level of tourist satisfaction depends on their perceived 

performance of the overall post-purchase decision making, 

implying a joint evaluation of the product purchased by tourists 

at ABC duty-free shop in Bangkok.  

Based on the literature review, some previous studies include 

customers’ shopping behaviors and customer satisfaction in the 

duty-free shops (Kwan, 2009), duty-free purchasing 

opportunities of passengers focused on simulating passenger 

flows (Kleinschmidt et al., 2011), marketing strategy which 

includes the atmosphere, the offer, and the customer service 

influencing customer behavior in the duty-free market (Rossi & 

Tasca, 2012), sales promotion influence the customer behavior 

at the duty-free shop (Park, Choi & Moon, 2013), environment 

and in terms of servicescape and ambience in Suvarnbhumi 

International Airport’s lounge (Batra, 2014), and in-flight 

shopper different from non-shoppers in terms of socioeconomic, 

motivational, and attitudinal characteristics (Huang & Kuai, 

2006). Therefore, these studies provide a guiding framework or 

foundation to build up a constructive model to investigate 

research objectives. 

III. RESEARCH FRAMEWORK 

The framework  

The model was formulated to illustrate the theoretical 

systems so that they can be tested and examined. Oh (1999), 

and Hellier, Geursen, Carr & Rickard (2002) analyzed the 

perceptions that were shown to influence customer satisfaction 

through perceived quality. Chakrapani (1998) states firms need 

to serve customer with better products to satisfy their needs and 

wants, therefore, product feature is one of the significant items 

which can affect tourists’ satisfaction. In addition, Turban, Lee, 

Warkentin & King (2002) expressed the better service of seller, 

the higher customer satisfaction, so the second items of 

perceived quality is customer service. According to Booms & 

Bitner (1982) a firm’s environment influences the perception of 

customer satisfaction, therefore, shopping environment become 

last significant items of perceived quality which can affect the 

perception of tourists’ satisfaction. Based on the literature 

review, there are three items of perceived quality variable 

which were named product feature, customer service and 

shopping environment to investigate the relationship with 

international tourists’ satisfaction at duty-free shop in 

Bangkok.  

Furthermore, Oh (1999), Hellier, Geursen, Carr & Rickard 

(2002), Sanchez, Callarisa, Rodriguez & Moliner (2006) and 

Anwar & Gulzar (2011) studied that there is a positive 

influence of perceived value on customer satisfaction. Sweeney 

& Soutar (2001) used a structure initial scale to measure the 

satisfaction level, consisting of several items of functional 

value and affective value. Rossi & Tasca (2012) found that low 

price can better attract customer to purchase and product price 

incentive effects on customer satisfaction, so functional value is 

one of the significant items which can affect tourists’ 

satisfaction. According to Sanchez, Gallardo, Arribas & Castro 

(2004) feelings and emotions are very intensive involved in 

customer’s thinking and understanding, this research 

contributes to the affective components in the value perceived 

by tourists, so another item of perceived value is affective value. 

Depending on the previous studies, functional value and 

affective value were two items selected to determine the 

relationship with international tourists’ satisfaction at duty-free 

shop in Bangkok. 

 
Fig. 1 Developed by the researcher for this study 

 

There are 2 hypotheses  in this study:  

Ho1.1: There is no significant relationship between 

international tourists’ perceived quality of product feature and 

satisfaction at duty-free shops in Bangkok. 

Ha1.1: There is a significant relationship between 

international tourists’ perceived quality of product feature and 

satisfaction at duty-free shops in Bangkok. 

Ho1.2: There is no significant relationship between 

international tourists’ perceived quality of customer service and 

satisfaction at duty-free shops in Bangkok. 

Ha1.2: There is a significant relationship between 

international tourists’ perceived quality of customer service and 

satisfaction at duty-free shops in Bangkok. 

Ho1.3: There is no significant relationship between 

international tourists’ perceived quality of shopping 

environment and satisfaction at duty-free shops in Bangkok. 

Ha1.3: There is a significant relationship between 

international tourists’ perceived quality of shopping 

environment and satisfaction at duty-free shops in Bangkok. 

Ho2.1: There is no significant relationship between 

international tourists’ perceived value of affective value and 

satisfaction at duty-free shops in Bangkok. 
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 Ha2.1: There is a significant relationship between 

international tourists’ perceived value of affective value and 

satisfaction at duty-free shops in Bangkok. 

Ho2.2: There is no significant relationship between 

international tourists’ perceived value of functional value and 

satisfaction at duty-free shops in Bangkok. 

 Ha2.2: There is a significant relationship between 

international tourists’ perceived value of functional value and 

satisfaction at duty-free shops in Bangkok. 

IV.  RESEARCH METHODOLOGY 

A. Questionnaire Design 

The questionnaire was compose three parts: Screening 

Question, Purchase Behaviors and Shopping Experience, 

Quality, Value and Satisfaction . 

The third part of the questionnaire asked the respondents 

about their perceived quality, perceived value and satisfaction 

with ABC duty-free shop in Bangkok, comprising 30 questions 

on Five-point Likert scale measured as, 5=Strongly agree, 

4=Agree, 3=Neither agree nor disagree, 2=Disagree and 

1=Strongly disagree. Five-point Likert scale usually applied to 

measure respondents’ attitudes by asking the extent to which 

agree or disagree with a particular statement. The mid-point on 

Likert scale used in this study can avoid forcing respondents to 

choose agree or disagree options which might evoke 

misleading conclusions. Moreover, applying the mid-point on 

Likert scale could avoid any confusion on whether the 

questions are interpreted in the same way for respondents. A 

pre-test that offers feedback is performed to check accuracy of 

data collected. 

B.  Sampling Procedures 

A pre-test was conducted through distributing 30 

questionnaires at Suvarnabhumi International Airport on 5
th
 

and 6
th

 August, 2014. Then throughout October and November 

2014, the researcher spent 2 weeks and 6 hours per day to 

collect 200 questionnaires from arriving lounge of 

Suvarnabhumi International Airport. During the survey period, 

the questionnaires were given to the international tourists at 

Suvarnabhumi International Airport following their purchases 

at ABC duty-free shop. The researcher selected tourists who 

appeared available to answer the questionnaires during the 

survey period.  

Moreover, throughout October and November, 2014, 

researcher spent 1 week and 6 hours per day to collect 200 

questionnaires from the rest area of ABC Downtown Complex. 

During the survey period, the questionnaires were given to the 

international tourists after they purchased at the ABC 

Downtown Complex and stay at the rest area to wait for their 

friends and relatives. Observing the ethical issues of conducting 

a research, at first, the researcher screened tourists to ensure 

their post purchase experience at the duty-free shops in 

Suvarnabhumi International Airport and ABC Downtown 

Complex.  

 

V. DATA ANALYSIS 

In this research, a total of 400 questionnaires were 

distributed and collected in order to study the relationship 

between perceived quality and perceived value with 

international tourists’ satisfaction at the duty-free shops in 

Bangkok. To understand and to be familiar with the 

characteristics of respondents, the researcher selected some 

factors such as gender, region, air travel frequency, travel 

reason, purchase frequency, time spent at duty-free shop, 

purchase ability, purchase expectation, purchase preference and 

purchase product category for this study. Out of 400 

international tourists in this research, in terms of gender, 52.3% 

of respondents were male; the majority respondents came from 

Asia (71.5%) especially Chinese tourists (51.3%); most of them 

visited Thailand to spend holidays; the frequency of travel by 

air is an important factors to buyer behavior at duty-free shop in 

Bangkok, the highest percentage in terms of every time in a 

year (29.8%); 31.5% of respondents almost every time 

purchase at duty-free shops when they declare travel by air; 

most of them declared they usually stay at the duty-free shop 1 

hour to 2 hours (30%); the highest proportion 30.8% of 

respondents purchased at duty-free shop claimed they spend an 

average between 1,000 Baht to 5,000 Baht (around $30-$150 

US dollar); almost half of respondents declared value price 

(45.5%) is their main purchase expectation of duty-free shop in 

Bangkok; the most purchase preference of respondents belongs 

to product features (39.5%); the product categories that 

respondents bought most were Cosmetics & Fragrances (47%), 

purchased at duty-free shop respectively. 

 

TABLE I 

SUMMARY OF DESCRIPTIVE PROFILE OF RESPONDENTS 

Based on Table 6.2, the highest and the lowest means in 

terms of perceived quality statement are ―clean and hygiene 

environment (inside and entrance) is evident‖ and ―appropriate 

suggestion and recommendation‖ belong to 4.44 (strongly 

agree) and 3.67 (agree) level respectively. Additionally, the 

highest mean (m = 3.91) in terms of perceived value statement 

is ―I think service of ABC duty-free shop is acceptable‖ belong 

Variables  Highest Mean  Lowest Mean 

Perceived 

Quality 

4.44 

(Strongly Agree) 

―clean and hygiene 

environment (inside and 

entrance) is evident‖ 

3.67 

(Agree) 

―appropriate suggestion 

and recommendation‖ 

Perceived 

Value 

3.91 

(Agree) 

―I think service of ABC 

duty-free shop is 

acceptable‖ 

3.42 

(neither Agree nor 

Disagree) 

―the prices of the 

product purchased were 

acceptable‖ 

Tourists’ 

Satisfaction 

3.99 

(Agree) 

―In general, I’m satisfied 

with duty-free items that 

I purchased in the ABC 

duty-free shop‖ 

3.86 

(Agree) 

―I think my choice of 

ABC duty-free shop 

was wise when 

purchasing duty-free 

items‖ 
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to agree level and the lowest mean (m = 3.42) is ―the prices of 

the product purchased were acceptable‖ belongs to neither 

agree nor disagree level. Furthermore, ―In general, I’m satisfied 

with duty-free items that I purchased in the ABC duty-free 

shop‖ is the statement with the highest mean in terms of 

tourists’ satisfaction, is 3.99 belong to agree level and ―I think 

my choice of ABC duty-free shop was wise when purchasing 

duty-free items‖ with the lowest mean 3.86 in terms of tourists’ 

satisfaction belong to agree level.  

 

Fig. 2 Conceptual Frameworks and Coefficient of Correlation 

Hypothesis 1.1 (H1.1): There is a strong positive significant 

relationship between international tourists’ perceived quality of 

product feature and satisfaction at duty-free shops in Bangkok. 

Hypothesis 1.2 (H1.2): There is moderate positive significant 

relationship between international tourists’ perceived quality of 

customer service and satisfaction at duty-free shops in 

Bangkok. 

Hypothesis 1.3 (H1.3): There is a moderate positive 

significant relationship between international tourists’ 

perceived quality of shopping environment and satisfaction at 

duty-free shops in Bangkok. 

Hypothesis 2.1 (H2.1): There is a strong positive significant 

relationship between international tourists’ perceived value of 

affective value and satisfaction at duty-free shops in Bangkok. 

Hypothesis 2.2 (H2.2): There is a weak positive significant 

relationship between international tourists’ perceived value of 

functional value and satisfaction at duty-free shops in Bangkok. 

VI. CONCLUSIONS  

The study provides an explorative approach of the 

international tourists’ perceived quality and perceived value of 

their post-purchase experience at duty-free shops in Bangkok to 

evaluate their satisfaction. The purpose of this study is to 

determinate which factors from product features, shopping 

environment, customer service, affective value and functional 

value are the most important factors to influence tourists’ 

satisfaction. In order to understand tourist’s viewpoint, the 

researcher analyzed tourists’ perceived performance at 

duty-free shops in Bangkok. 
As hypothesized, the researcher applied an exploratory 

factor analysis to extract perceived quality of three factors and 

named them product feature, customer service and shopping 

environment. Thus the analysis showed that there was a strong 

positive relationship between product feature and international 

tourists’ satisfaction, factors of customer service and shopping 

environment had a moderate positive relationship with 

international tourists’ satisfaction at duty-free shops in 

Bangkok.  

Additionally, perceived value extracted to affective value 

and functional value was applicable in this research. There was 

a strong positive relationship achieved by affective value of 

perceived value and international tourists’ satisfaction and 

functional value factor had a weak positive relationship with 

international tourists’ satisfaction at duty-free shops in 

Bangkok.  
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