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Abstract

Purpose – This paper aims to employ the concept of service personal values to predict customer
satisfaction and loyalty towards banking services. It also aims to validate the three components of
service personal values when being conceptualized as a high-order construct.

Design/methodology/approach – A structural equation model was developed and tested using
data surveyed from retail banking customers in Vietnam. Confirmatory factor analysis was used to
refine the measurement scales. Path analysis was used to test the model.

Findings – With customer satisfaction as a partial mediating construct, the results show that service
personal values can explain a significant part of customer satisfaction and a substantial part of
customer loyalty. Data also validate the three components of service personal values namely, value to
a peaceful life, value to social recognition and value to social integration.

Research limitations/implications – Involvement level in the purchase process, switching
barriers and/or corporate image should be added as moderating variables in further research. Impacts
of each component of service personal values on satisfaction and loyalty are another research
direction.

Practical implications – Service providers should understand personal values of customers that
may be different by culture and social demographic characteristics. Providing a service that enhances
customer personal values is a key to success because it helps customers to be happy, to be recognized,
and to improve their relationship with others.

Originality/value – Employing the concept of service personal values, this study departs from the
prevailing use of service attributes, service quality or service value to predict satisfaction and loyalty.
Moreover, it is among very few studies conducted in a transitional economy.
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1. Introduction
The service sector is playing an increasingly important role in the economy of many
countries in the world. The importance of service and service research has been
stressed in the research priorities recently set by Ostrom et al. (2010). In the academic
world, there is a wealth of research conducted to address various issues in service
marketing, including consumer behavior towards services (e.g. Taylor and Baker,
1994; Kang and James, 2004; Cheng et al., 2008). Particularly, several studies have
attempted to identify the determinants of customer satisfaction and loyalty in various
service industries (e.g. Patterson et al., 1997). The majority of these studies were based
on factors related to functional attributes of the services (Young and Feigi, 1975; Olson
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and Reynolds, 1983), service quality (Parasuraman et al., 1988; Cronin and Taylor,
1992; Taylor and Baker, 1994), or service value (Zeithaml, 1988; Cronin et al., 1997).
These factors can be referred to the first three levels in the four-level hierarchical model
suggested by Zeithaml (1988) to address the behavior of consumers towards service
consumption. Extant literature show that research endeavors towards finding a better
explanation of customer satisfaction and loyalty are still going on (Chaudhuri and
Ligas, 2009; Faullant et al., 2008).

In an attempt to search for potential antecedents that have high power to explain
consumer’s satisfaction and loyalty toward services, this research employs the concept
of personal values (Rokeach, 1973). This concept was suggested as the fourth
hierarchical level in Zeithaml model in 1988, but received little attention from the
research community since its conception (Lages and Fernandes, 2005); as stressed by
Marandi et al. (2006, p. 339): “the impact of values on customer loyalty has not been
investigated in the literature. This is true even though customer loyalty is a topical
issue in marketing”.

The purpose of this research is to empirically investigate the impact of service
personal values on the satisfaction and loyalty of consumers on using a service.
Additionally, this research tests the components of service personal values when being
conceptualized as a high-order construct. The empirical setting in this particular
research is the retail banking service in the transitional economy of Vietnam. During
recent years the banking industry in Vietnam has been developing very quickly along
with the remarkable development of this transitional economy. Contrary to the past,
many customers in Vietnam are trying to use personal banking services and have
several brands to choose. On the other side, several banks are striving to attract and
retain customers by offering their best services. Given this situation, a study of bank
consumer satisfaction and loyalty would be very useful, as noted by Jain et al. (2007,
p. 50):

Findings of consumer loyalty in other product classes might not be generalizable to banking
in a straightforward way as loyalty is known to vary over product classes.

The following parts of this paper present the theoretical background that is followed
by a proposed research model and hypotheses. Next, the research method is reported.
The results and discussion, managerial implications and limitations comprise the final
sections of this paper.

2. Theoretical background and hypotheses
2.1. The concept of personal values
Personal values or individual values are highly abstract concepts which have been
defined as:

[. . .] an enduring belief that a specific mode of conduct or end-state of existence is personally
or socially preferable to an opposite or converse mode of conduct or end-state of existence
(Rokeach, 1973, p. 5).

The personal value system of each individual is the background of his/her own life
style. It provides a frame of reference for the individual to judge what is good or bad,
what is important or unimportant. In other words, personal values can be understood
as “desirable goals, varying in importance, that serve as guiding principles in people’s
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lives” (Schwartz, 1994, p. 88). Personal values form in each person the standards/norms
to lead his/her behavior towards other people or objects (Anana and Nique, 2007).
According to Schiffman and Kanuk (1997), personal values are a part of personal
beliefs which hold five characteristics:

(1) relatively few in number;

(2) serve as a guide for culturally appropriate behavior;

(3) enduring or difficult to change;

(4) not tied to specific situations; and

(5) widely accepted by members of a society.

From the perception perspective, personal values prove the basic for cognitive
structure and attitudes of a person towards other people and objects. It is to evaluate
and compare oneself with other person (Kamakura and Novak, 1992). Thus, personal
values are an internal belief which endures along a person’s life. They represent the
expectation of a person’s life, and are used as a judgment frame to solve conflicts, to
make decisions, to perceive and adjust the relationships between an individual and the
society (Lages and Fernandes, 2005).

2.2. Service personal values and three components
Based on the conceptualization of personal values by Rokeach (1973) and Schwartz
(1990), Lages and Fernandes (2005) propose and validate a three-component model of
personal values in the service sector. Accordingly, service personal values comprise
value to a peaceful life, value to social recognition and value to social integration.
These components of service personal values serve as criteria when a consumer
evaluates a service offered to him/her. Accordingly, a service is of value to an
individual consumer if it makes his/her life pleasurable, more tranquil, safe and/or
harmonious. It protects or defends the consumer from threats to life or pressures on it.
It enhances the individual’s perception on value to social recognition by gaining
respect from others, strengthening social status, or achieving a more fulfilled and
stimulating life. Personal value related to social integration brought back by a service
if it improves his/her relationships with family, friends, and the society. These
relationships better integrate the individual into the society/community (Lages and
Fernandes, 2005).

2.3. Service personal values and consumer behavior
Borrowing the concept of personal values to service marketing, Zeithaml (1988), and
Lages and Fernandes (2005) have relied on means-end chain theory to explain the
consumer decision-making process in service marketing. Accordingly, when a
consumer considers and makes decision whether to buy a service, his/her cognitive
structure on the service will be restored in his/her mind on the four hierarchical levels
as follows:

(1) Service attributes. Consumers assess specific attributes or benefits brought
about to him/her by the service (Young and Feigi, 1975; Olson and Reynolds,
1983; Grönroos, 1984).
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(2) Service quality. Consumers assess the gap between his/her expectation and the
perception of actual performance of the service being used (Parasuraman et al.,
1988; Cronin and Taylor, 1992).

(3) Service value. Consumers assess the trade-off between the benefits that he/she
receives and the cost to be paid (Zeithaml, 1988; Cronin et al., 1997; Jen and Hu,
2003; Ladhari and Morales, 2007).

(4) Personal values. Consumers assess the personal value fit/brought to him/her by
using the service. It is the personal value that motivates the consumer to seek
for the latent benefit that the service offers to him/her. Once being urged to look
for specific benefits of the service, the consumer will be motivated to consider
and evaluate the lower levels like service quality or service attributes (Zeithaml,
1988; Lages and Fernandes, 2005; Liu et al., 2009).

The impact of personal values on consumer behavior has been studied by a number of
researchers. Durgee (1996) advocates that one of the best ways to understand and to
gain customers is to understand their personal values system. Personal values form
standards, which lead to the formation of beliefs, attributes and finally to purchase
behavior (Carlson, 2000). Other scholars prove the relation between personal values
and consumer behavior (Gutman, 1990; Corfman et al., 1991; McCarty and Shrum,
1993). The existence of this relation has been proven in the literature (McCarty and
Shrum, 1993). The impact of personal values on consumer behavior manifests through
those factors like service selection criteria, belief, attitude and personal characteristics
of the consumers (Allen et al., 2002). Studies also show that personal values have an
influence on the evaluation of the consumer towards the service before and after the
buying decision is made (Koo et al., 2008).

2.4. Service personal values and satisfaction
The review of personal values suggests an approach to the explanation of consumer
behavior, satisfaction and loyalty towards service. This approach departs from the
traditional perspective which relies on service attributes or on service quality
(Parasuraman et al., 1988; Cronin and Taylor, 1992) or perceived service values (Cronin
et al., 1997). This approach, which relies on a more abstract level, provides a reliable
and more stable base to explain the consumer attitude as well as behavior towards a
service. Accordingly, a consumer will decide to purchase or use of a service if he/she
perceives that the service helps enhance his/her personal values (Lages and Fernandes,
2005). The sequence of values – attitude – behavior is also applied to post-purchase
behavior, i.e. customer satisfaction. Customer satisfaction towards a service is an
emotional feeling after using the service which is transaction-specific evaluation
(Cheng et al., 2008; Spreng and Singh, 1983; Oliver, 1980). On using the service, the
consumer judges the service based on his/her personal values which resides stable and
endurable within each consumer. The result of this judgment leads to the extent of
consumer satisfaction (Lages and Fernandes, 2005). Here, personal values provide a
framework for those criteria (explicit or latent) to judge/compare the components of
service quality, functional and technical attributes or service values as mentioned in
lower level considerations (Zeithaml, 1988; Cronin and Taylor, 1992; Caruana et al.,
2000). It is, therefore, hypothesized that:
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H1. There is a positive impact of service personal values on the extent of customer
satisfaction on a service.

2.5. Service personal values and loyalty
Customer loyalty refers to the tendency of holding favorable attitudes towards the
service/product and commit to repurchase and/or use a service/product (Bowen and
Chen, 2001). Marketing scholars agree that customer loyalty is much more important
for a brand than customer satisfaction (Cooil et al., 2007; Pleshco and Baqer, 2008).
Besides repurchase behavior, loyalty can make customers more forgiving at some
disappointing situation associated with a certain brand name or with a store (Shankar
et al., 2003).

The positive relationship between satisfaction and loyalty has been supported in
many empirical studies (e.g. Bigné et al., 2008; Han et al., 2008; Martin-Consuegra et al.,
2007; Henning-Thurau et al., 2002; Wong and Zhou, 2006). However, there is another
school of thought advocating that customer loyalty is not resulted from satisfaction
only. In other words, customer satisfaction is not enough to drive customer loyalty
(Story and Hess, 2006; Reichheld, 2003; Pleshco and Baqer, 2008). Some scholars
(Cheng et al., 2008; Mittal and Kamakura, 2001; Oliver, 1999) have found other
antecedents which have an influence on buyer’s loyalty as well. For example, Gan et al.
(2006) found that corporate image, customer value and switching barriers are
significant antecedents of loyalty while customer satisfaction does not make a
significant contribution to customer loyalty. Cheng et al. (2008) found that switching
cost and price perception are also antecedents that lead directly to customer loyalty.
Marandi et al. (2006) have empirically found that service personal values have a
positive impact on customer loyalty in the service sector. Specifically, Lages and
Fernandes (2005) found that among the three components of service personal values,
service value to social integration and service value to peaceful life are associated with
loyalty; but service value to social recognition is not significantly linked with loyalty.
Given this diversifying results, the current study proposes and tests a relationship
between satisfaction and loyalty and another relationship between personal values and
loyalty:

H2. There is a positive impact of customer satisfaction on customer loyalty
towards a service.

H3. There is a positive impact of service personal values on customer loyalty
towards a service.

The research model is illustrated in Figure 1. This model consists of three major
constructs, namely, service personal values, customer satisfaction and customer
loyalty. Service personal values are conceptualized as a second-order construct, which
includes three components, namely, value to a peaceful life, value to social recognition
and value to social integration. Customer satisfaction is modeled as a partial mediating
construct between service personal values and customer loyalty.

3. Method
The model and hypotheses were tested using data set collected from customers in
banking industry in Vietnam. Data were collected using convenience sampling method
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with a structured questionnaire. Informants were customers using personal banking
services of different banks in Ho Chi Minh City, the biggest city in Vietnam.

Measurement scales for the three components of personal values were adjusted from
those developed by Lages and Fernandes (2005) and Liu et al. (2009). A customer
satisfaction scale was adapted from Taylor and Baker (1994). A customer loyalty scale
was adapted from Cheng et al. (2008) and Musa (2005). These scales (see Table I), which
were translated into Vietnamese using a translated and back-translated procedure, are
a seven-point Likert type.

4. Results
A total of 268 usable questionnaires were obtained from consumers who were using
services of different banks in Vietnam namely, Asia Commercial Bank (ACB), East
Asia Bank (EAB), Vietnam Bank for Industry and Trade (Vietinbank), Bank for
Foreign Trade of Vietnam (Vietcombank), Saigon Thuong Tin Bank (Sacombank). A
statistical description of the sample is shown in Table II. Accordingly, respondents are
widely diverse by different occupations, age groups, gender, and usage frequency.

The scales were refined and validated by exploratory factor analysis (EFA) and
confirmatory factor analysis (CFA). For CFA, the distributions of variables show that
all of them have kurtosis values within (20.805 to þ0.482). Their skewness values are
within (20.527 to 20.197). Although the data exhibit slight deviations from normal
distribution, it is appropriate for maximum likelihood estimation to be applied because
all the absolute values are less than 3.0 for skewness and 10.0 for kurtosis (Kline, 1998).

Table I presents the results of scale refinement. Of the 22 original items, eight items
were excluded due to low factor loading or cross-loading. Factor loadings of remaining
items on its designate factor range from 0.653 to 0.792, which indicates a satisfactory
level of convergent validity (Hair et al., 2006). Composite reliabilities of factors range
from 0.746 to 0.797.

Table III shows that ten estimates of correlations between pairs of constructs have
values ranging from 0.479 to 0.845. All of the 95 percent confidence intervals of the
correlations range from 0.318 to 0.960, which are significantly less than 1.0, indicating
discriminant validity (Steenkamp and Van Trijp, 1991). However, the high correlation
of 0.845 between satisfaction and loyalty; and of 0.756 between value to a peaceful life
and value to social integration require additional examination. The additional

Figure 1.
Model and SEM
estimation results
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empirical test for the discriminant validity of scales measuring satisfaction and loyalty
was done by employing chi-square difference test for the constrained and
unconstrained models ( Joreskog, 1971 cited in Anderson and Gerbing, 1988). The
result indicates that the unconstrained model with two separate constructs (i.e.
satisfaction and loyalty) is better fit than the constrained model with one construct (i.e.
the correlation between satisfaction and loyalty is constrained to 1.00). Statistics show
that when constraining the correlation to 1.0, df decreases from 9 to 8, chi-square
decreases from 34.196 (for constrained model) to 15.584 (for unconstrained model),
which is a significant decrease (p , 0:001). Therefore, discriminant validity is
achieved (Bagozzi and Phillips, 1982). Similar empirical result was obtained for the
scales measuring value to peaceful life and value to social integration.

The theoretical model was then tested using the structural equation modeling
approach with Amos 5.0 software (Arbuckle and Wothke, 1999; Byrne, 2001). Model
estimation results in a good fit between the model and data: chi-square ¼ 115:30;
df ¼ 71; chi-square=df ¼ 1:624; GFI ¼ 0:944; TLI ¼ 0:962; CFI ¼ 0:970;

Construct items
Factor
loading

Extracted
variance

Composite
reliability

1. Service personal values: (. . . the use of this bank service allow
me to achieve . . .):
Value to a peaceful life

More tranquility 0.716 0.540 0.778
More family security 0.694
More harmony and stability in life Eliminated
A more pleasurable life 0.791

Value to social recognition
More respect from others 0.792 0.596 0.746
A feeling that the world is more agreeable Eliminated
More social recognition 0.751
More status Eliminated
More stimulating and adventurous life Eliminated

Value to social integration
A higher integration in my social life 0.750 0.567 0.797
Better social relationships 0.786
To strengthen my friendship relationships Eliminated
To strengthen my family relationships 0.721

2. Satisfaction
Overall, this bank service matches my expectations Eliminated 0.518 0.763
This bank service is better than others 0.682
Buying this bank service is usually a satisfying experience 0.760
I feel being satisfied with this bank service 0.714
I would be happy with this bank service in the future Eliminated
3. Loyalty
If I need other types of bank service I will choose this bank 0.726 0.505 0.753
I will recommend this bank to others who seek my advice 0.653
I will continue to use this bank service 0.750
I only pay my attention to this bank Eliminated

Note: The fit indices of measurement model: Chi-square: 102.08 df ¼ 67 p ¼ 0.004 GFI ¼ 0.950
TLI ¼ 0.968 CFI ¼ 0.976 RMSEA ¼ 0.044 HOELTER ¼ 228

Table I.
Scale items and scale

validation
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RMSEA ¼ 0:048; HOELTER ¼ 213. It is also noted that the findings are proper
because no offending estimates were found (Hair et al., 2006).

The results (Figure 1) indicate that service personal values have a substantial
contribution to customer satisfaction (b ¼ 0:69; p ¼ 0:004). Service personal values
also have significant direct effect on customer loyalty (b ¼ 0:28; p ¼ 0:044). Therefore,

%

Bank
ACB 19.4
Vietinbank 11.6
EAB 18.3
Sacombank 11.9
Vietcombank 21.6
Others 17.2

100
Occupation
Manager 20.9
Business worker 16.0
Public worker 25.4
Student 18.3
Others 19.4

100
Gender
Male 64.9
Female 35.1

100
No. of transactions during the last three months
Less than 10 times 67.2
10-20 times 23.9
Over 20 times 08.9

100
Age
18-24 26.1
25-34 39.9
35-45 20.5
Over 45 13.5

100
Table II.
Sample characteristics

Correlation Estimates Lower Upper p

Value to a peaceful life $ Value to social integration 0.757 0.630 0.852 0.006
Value to a peaceful life $ Value to social recognition 0.660 0.500 0.802 0.005
Value to a peaceful life $ Satisfaction 0.584 0.422 0.737 0.004
Value to a peaceful life $ Loyalty 0.713 0.573 0.823 0.003
Value to social integration $ Value to social recognition 0.628 0.480 0.761 0.004
Value to social integration $ Satisfaction 0.594 0.430 0.722 0.004
Value to social integration $ Loyalty 0.572 0.426 0.724 0.002
Value to social recognition $ Satisfaction 0.582 0.421 0.722 0.005
Value to social recognition $ Loyalty 0.479 0.318 0.624 0.006
Satisfaction $ Loyalty 0.845 0.670 0.960 0.006

Table III.
Correlations between
constructs with 95
percent confidence
interval

IJBM
28,6

472



the total effect, including direct effect and indirect effect via satisfaction of service
personal values on customer loyalty is b ¼ 0:73 (p ¼ 0:003) which is substantial. The
regression coefficient b ¼ 0:66 (p ¼ 0:008) reflects the significant impact of
satisfaction on customer loyalty as well. It is, thus, conclude that H1, H2 and H3
are all supported by the data set in this study.

In another part of the model, the results show that the three components namely,
value to a peaceful life, value to social recognition and value to integration have high
standardized regression coefficient on their latent construct, i.e. service personal
values, which are 0.91 (p ¼ 0:005); 0.73 (p ¼ 0:005) and 0.83 (p ¼ 0:005) respectively.
These figures imply that the conceptualization of service personal values as a three
dimensional higher-order construct is appropriate.

5. Discussions
The results of this study provide empirical evidence from a transitional economy of
Vietnam. Given that all hypotheses are supported and high standardized regression
coefficients are obtained, the empirical results in the current study strongly support the
adoption of the construct service personal values as a reliable predictor of customer
satisfaction and loyalty in the service sector. This study also supports and validates
the SERPVAL scale suggested by Lages and Fernandes (2005) in an empirical study of
telecommunication industry in Portugal. In this empirical study of banking service, the
current feature of Vietnam may provide further explanation of the result. In Vietnam,
almost all personal trading is transacted using ready-cash instead of checks or credit
cards. Personal banking service is not prevailingly used in Vietnamese society. This is
especially true to people who are medium or low incomers. For them, personal banking
is seen as “luxurious” or “fashionable” service for upper class. People would use
banking service if they think it helps them be integrated to their respect group and/or
be recognized by others as they are moving towards a higher status. In some
situations, it also provides a safer way of transaction.

Together with Lages and Fernandes (2005) and Liu et al. (2009) in another empirical
research of multi-service sectors in China, the current study shows the potential of
borrowing the theory of human values (Rokeach, 1973; Schwartz, 1992) to explain
consumer behavior in general, and consumer satisfaction or loyalty in particular. In the
service sector, compared to other predictors of customer satisfaction and loyalty which
were mentioned previously i.e. service quality (Parasuraman et al., 1988), service
attributes (Grönroos, 1984), service value, service personal values can be considered as
a more abstract construct. Consequently, personal values are expected to outperform
those other predictors in the power to explain customer behavior in different
purchasing stages (i.e. before, during and after purchasing). It would be less affected by
other situational/contextual factors (Liu et al., 2009).

Given the fact that customer loyalty is more important for a marketer than customer
satisfaction (Cooil et al., 2007; Pleshco and Baqer, 2008), more attention should be paid
to the predictors of loyalty rather than those of satisfaction. To this end, service
personal values are even more important because of their statistically substantial
effects on loyalty. In conceptual regards, personal values have an enduring nature that
is difficult to change over the time. Therefore, they would eventually match better with
the fairly enduring nature of customer loyalty that refers to the favorable attitudes
towards the service (i.e. attitudinal loyalty) and commitment to repurchase the service
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(i.e. behavioral loyalty). The matching of the timing nature of the three constructs also
helps explain the weaker effect of service personal values (i.e. enduring belief) on
customer satisfaction (i.e. emotional feeling and transaction specific) as compared to that
of service personal values on customer loyalty (i.e. enduring attitude). Therefore, this
study again reinforces the idea of modeling customer satisfaction as a partial mediating
construct between service personal values and customer loyalty towards a service.

In this regard, it is worth to note that the empirical test in this study shows a
marginal discriminant validity of the scale measuring customer satisfaction and that of
loyalty. Therefore, the presentation of them as two distinct constructs in the model
needs more explanation, in addition to the two empirical tests described previously.
Conceptually, customer satisfaction and loyalty are distinct constructs with different
meanings that are established in the literature (e.g. Bowen and Chen, 2001; Han et al.,
2008; Martin-Consuegra et al., 2007). That is, satisfaction reflects short-term emotional
and transaction-specific feeling, while loyalty reflects enduring attitude. Therefore,
they should be conceptualized as two distinct but highly related constructs. In this
respect, Bollen and Hoyle (1990, p. 497) point out that “high or even perfect correlation
is not a sufficient condition to claim that a concept is unidimensional rather than
bidimensional. If we were to follow this strategy of equating empirical with conceptual
dimensionality, we would be led astray”.

However, the very high correlation between satisfaction and loyalty may have some
implications. Although the regression coefficient b ¼ 0:66 (p ¼ 0:008) represents a
substantial impact of satisfaction on customer loyalty, this high level of impact might
be inflated a bit due to the very high correlation between these two factors.

6. Conclusion
The present research provides empirical evidence to support the idea of applying the
concept of service personal values to explain customer behavior in general and
customer loyalty in particular. With the nature of an enduring belief system, service
personal values are proved to outperform other concepts such as service attributes,
service quality, etc. in predicting the extent of customer loyalty towards a service,
especially attitudinal loyalty. In addition, this study validates that service personal
values compose of three main components namely value to a peaceful life, value to
social recognition and value to social integration.

From a managerial perspective, this research result suggests a background to
improve customer satisfaction and loyalty toward a service. As such, service providers
should not only find ways to improve service attributes and service quality, but also
pay attention to the personal values of customers which may be different by culture
(Schwartz, 1992) and other social demographic characteristics (Schwartz and Rubel,
2005). Service firms need to reach their customers at higher level of cognitive process to
understand their personal values. Providing a service that enhances their perceived
personal values would be a key to success. Using such a service, customers would be
better off because it helps them to be happy, to be recognized, and to improve their
relationship with family, surrounding people at work and in the society.

The present study has been conducted using personal banking service as the
empirical setting. In a transitional and developing country like Vietnam, this type of
service is significant to customers in terms of involvement level when making buying
decision because personal banking service is not prevailingly used in Vietnam, as
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discussed previously. It is this characteristic that may enhance the role of personal
values because the level of buyer’s involvement is associated with the perceived values
the service may bring to her/him. Further studies should attempt other types of services
that belong to low-involvement (i.e. low values and frequently buying) in the purchase
decision-making process. In other words, a moderating variable to reflect the
involvement level in decision making should be inserted into the model in future
research. Switching barriers and corporate image are other factors that can also be
considered (Gan et al., 2006). Another suggestion for further research is to explore the
direct impact of each of the three dimensions of service personal values on customer
satisfaction and loyalty. This study would provide further base for practical implications
in the banking industry. In terms of the research methodology, discriminant validity of
scales (i.e. customer satisfaction – loyalty and value to a peaceful life – value to social
integration) and convenient sampling method may imply some limitations of this study.
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