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Abstract: An empirical study was carried out at the Universidad Privada Boliviana 

(UPB) in order to analyze the influence of the introduction of antecedent constructs in 

a structural equations model of university service evaluation. Previously, instruments 

were designed to measure the investigated constructs of class service evaluation with 

adequate validity and reliability. Three models of class service evaluation were 

analyzed through the structural equation modeling (SEM): 1) comprehensive, 2) 

service quality antecedents, and 3) antecedents of service quality and value. The 

comparison of the values of the direct and indirect paths and the predictive power 

between the three models allowed testing positively the three hypotheses raised in the 

investigation. The most important finding is that if antecedent constructs (either the 

quality of service or the value) are introduced to the comprehensible model, they 

produce an increase in the intensity of their routes with their constructs consequence. 

On the other hand, the hierarchical superiority of the perceived value over the service 

quality in its influence with the mediator construct (student satisfaction) and the 

predictive construct (behavioral intentions of postclass) was verified. These 

conclusions are particular to the specific context in which the research was carried 

out and will require the contribution of other specific research in other universities to 

achieve generalization. 

Keywords: Class service value, class service quality, student satisfaction, postclass 

behavioral intentions, structural equation modeling, exploratory factor analysis, 

confirmatory factor analysis. 

INTRODUCTION 

Successful companies highlight delivering 

value to the customer as a key strategy to achieve their 

loyalty [1]. For this reason, value creation represents a 

new paradigm in which in order to maintain a 

competitive advantage [2] a new approach is required 

compared to those based on service quality or customer 

satisfaction [3]. Recently, researchers have begun to 

address a multidimensional value perspective and have 

examined their relationship with other post-consumer 

constructs, such as satisfaction and behavioral 

intentions [4-6]. 

 

The commercialization of higher education has 

led to the need to apply marketing concepts to the 

educational context. A critical concept is value, which 

considers how consumers perceive the results of their 

consumer experiences [7]. Consequently, the functional 

relationships between service quality, value, satisfaction 

and recommendation in the educational field are the 

object of this study, based mainly on the model of 

Brady et al. [8]. In higher education in Bolivia, the 

private sector has increased in recent years. Bolivia to 

2009 had 58 universities, 18 public and 40 private [9]. 

In this context, it is a service sector in which 

competitive forces have increased, and to see if 

improvement efforts have paid off, there is urgency to 

measure quality, student satisfaction, and service value. 

 

There are currently some papers that have 

studied and measured perceived value in higher 

education, either with a one-dimensional [10-13] or 

multidimensional approaches [14-18]; however the 

approach of the measure has been made taking into 

account all educational services. Specifically, if the 

class service is taken into account, there are only a 

series of works that have measured the perceived value 

[19-21] and its impacts in the service quality, 

satisfaction and behavioral intentions of postclass, in 

structural equations modeling; however, these models 

have not investigated what is the contribution or 

consequence in the relationships of introducing the 

antecedent constructs of the perceived value. 

 

This research aims to analyze the differences 

between the direct and indirect paths between the 

perceived value of service class, student satisfaction and 

behavioral intentions of postclass, using structural 

equation modeling that involve the antecedents of the 

perceived service quality and the antecedents of the 
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perceived value. Specifically, we intend to test the 

following hypotheses based on a so-called 

comprehensive model [8], which is composed of the 

relationships between perceived service quality, 

perceived value, student satisfaction and behavioral 

intentions of postclass (Figure 1). 

 

 
Fig-1: Comprehensive model for the hypothesis approach – SQ: service quality; SAT: satisfaction; VAL: value; 

BI: behavioral intentions; TANG: tangible; SECU: security; RESU: result; FUNC: functional value; SOCI: social 

value; SACR: Sacrifices 

 

H1.  The introduction of the antecedents of the class 

service quality (SQ) in the comprehensive model 

(Tangible-TANG, security-SECU and result-

RESU) [21] increases the positive effect of their 

relations with their constructs consequence: 

perceived value (VAL), satisfaction (SAT) and 

behavioral intentions of postclass (BI). 

 

H2.  The introduction of the antecedents of the 

perceived value of the class service (functional 

value-FUNC, social value-SOCI and sacrifice-

SACR) in the comprehensive model that presents 

the antecedents of class service quality, establishes 

a superior domain in the intensity of the 

relationships of perceived value with its constructs 

consequences: satisfaction and behavioral 

intentions of postclass, decreasing the intensity of 

the relations of service quality with its constructs 

consequence. 

 

H3. The introduction of the antecedents of the 

perceived value of class service in the 

comprehensive model that presents the antecedents 

of class service quality increases the mediating 

role of satisfaction with the value towards the 

behavioral intentions of postclass and diminishes 

the mediator role of satisfaction with the service 

quality. 

 

LITERATURE REVIEW 

Conceptualization of perceived value 

Choi et al. [22] and Ruiz-Molina [23] have 

adhered to the utilitarian definition; perceived value is a 

consumer assessment of the utility of perceived benefits 

and sacrifices [24], or in the case of services, the 

difference between service quality and sacrifice [25, 8, 

26]. The utilitarian definition excludes the shopping 

experience. A broader definition states that "consumer 

value is a cognitive-affective assessment of an exchange 

ratio carried out by a person at any stage of the 

purchasing decision process, characterized by a series 

of elements tangible and / or intangible, that determine 

a comparative judgment conditioned by the time, place 

and circumstances of the evaluation" [27, p. 53]. 

 

Despite differences to define value, there are 

areas of agreement in the literature, in particular, that 

perceived value is based on a comparison between 

benefits and sacrifices [16], is a preferential judgment 

[27], varies with the time and location [14], contains a 

perceptual dimension [28], includes the goal that the 

consumer seeks to achieve through consumption [29], 

depends on individual characteristics [30] and shows a 

comparative character [27]. 

 

Approaches to the measurement of perceived value 

There are several approaches to measuring the construct 

of perceived value. These approaches can be divided 

into three categories: 

 

• Global measurement of a single item. The 

argument that this measure is used when consumers 

share a single meaning of value, has been 

disapproved [4], since values vary between clients, 

cultures and over time [27]. This scale has no 

validity [31]. It has been used in conjunction with 

other measures to overcome their weakness [32, 

33]. 

• One-dimensional global measurement with 

multiple items. The one-dimensional 

VAL 
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Antecedents of the 
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conceptualization is simple, but does not give 

specific directions on how to improve value [4], 

nor can it determine its complex nature [34]. 

Despite these disadvantages many researchers have 

used it [18, 10, 11, 13, 35]. 

• Multidimensional measurement. The value is a 

multidimensional construct, whose attributes are 

difficult to measure [36]. Several researchers have 

addressed different ways of classifying value 

dimensions, such as functional, social, emotional, 

conditional, and epistemic value [37]. 

 

Measurement of perceived value in higher education 

LeBlanc and Nguyen [14] detail the fact that 

very little research has been done on how students 

evaluate value in higher education. However, this need 

is superlative, given the changes faced by higher 

education institutions [38]. There is a limited number of 

researches that have studied this concept [14-18] and 

only one that has measured the value of class service 

with a one-dimensional approach [21]. 

 

Antecedent’s models and consequences of perceived 

value 

Several models of relationships between 

perceived value and its antecedents and consequences 

have been developed [8, 22, 39, 31, 40, 41]. 

 

The antecedents of perceived value are: 

 

• The perceived service quality, the difference 

between expectations and performance perceptions 

[42], the judgment of service superiority [4] or 

reliability [43]. 

• The monetary price of the service codified by 

consumers [4]. 

• Perceived risk, which is the subjective anticipation 

to be lost to some degree, connected with the 

possibility that the service does not provide the 

expected benefits [36]. 

• Convenience, points to an emotional state 

experienced by consumers and is influenced by 

surrounding attributes [27]. 

• The behavioral (non-monetary) price, which 

includes the time and effort used to search for and 

purchase services [6]. 

• The emotional response, refers to the judgment of 

the pleasure that the services bestow upon the 

buyers [4]. 

• Reputation, denotes the prestige or status of 

services perceived by buyers, based on the image 

of service providers [4]. 

• Trust, which is the willingness to depend on an 

exchange partner in which one has confidence [44]. 

 

The consequences of perceived value are: 

• Satisfaction, which is an emotional state created in 

the minds of consumers when being exposed to 

service experiences [4]. 

• Behavioral intentions, which relate to the 

willingness of consumers to take action with regard 

to the services offered [45]. 

• Commitment [44]. 

 

Although several antecedents and 

consequences of perceived value have been identified, 

Gallarza and Saura [6] and Petrick [4] suggest the 

existence of a logical relationship between quality 

service, perceived value and satisfaction, but it has not 

yet been determined with certainty which constructs 

serve as mediators, antecedents or consequences [46, 

47]. 

 

Brady et al. [8] identified four competitive 

service evaluation models that are used to describe the 

antecedents of behavioral intentions (value model, 

service quality, satisfaction and comprehensive). The 

results showed that the comprehensive model was the 

one that had the best measurement specification (see 

Figure 2). They found that the role of direct antecedent 

of service quality seems to be less important than those 

of value and satisfaction. 

 

 
Fig-2: Comprehensive model -SAC: sacrifice; SQ: service quality; SAT: satisfaction; VAL: value; and BI: 

behavioral intentions. Brady et al. [8] 

 

        Brady et al. [8] through their empirical study, 

made the following important contributions, where the 

comprehensive model was the one that showed a 

superior adjustment with respect to the other proposed 

models: 

• Validation of the notion of service value as an 

integrated construct in the relationship between 

sacrifices and service quality. 

• Disclosure of a relationship between service 

quality, value and satisfaction. 
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• Validation of a relationship between value and 

satisfaction. 

• Service quality, service value and satisfaction are 

critical antecedents (they have a strong collective 

influence) of the behavioral intentions in the 

meeting of the service. 

 

In the same way Choi et al. [22] and Chen 

[39], empirically tested comprehensive models. Both 

presented evidence that the causal sequence suggested 

by the framework of the multi-attributes attitude model, 

ie, cognition (service quality and value) - affects 

(satisfaction) - cognate (behavioral intention), is robust. 

However there were some differences. The most 

important determinant of satisfaction and behavioral 

intentions was service quality in the study by Choi et al. 

[22] while in the Chen study [39] was the perceived 

value. 

 

The main conclusion to be drawn from the 

analysis of models is that future research should focus 

on the study of comprehensive models [8, 22, 39], in 

which the dimensions of service quality should be 

measured as antecedents and not as components of that 

construct [26]. 

 

Models of antecedents and consequences of 

perceived value in higher education 

Based on the study by Banwet and Datta [48] and Brady 

et al. [8], Valdivieso [19-21] proposed two models that 

included perceived value. The first one was called 

"comprehensive", since the class service quality and the 

perceived value, both affect the behavioral intentions of 

postclass, directly and through the mediator variable 

(satisfaction); In turn, the service quality is the 

antecedent of the perceived value of classes. The second 

model was called the antecedent of the class service 

quality (See Figure 3). 

 

 
Fig-3: Standardized results of class service evaluation models. Valdivieso [20, 21] 

 

In the comprehensive model, class service 

quality presents a more important role than the 

perceived value in predicting future behavioral 

intentions of the students, since their direct route has a 

higher value than the perceived value (0.20 versus a 

non-significant value) and also its indirect route through 

satisfaction (0.57 x 0.78 = 0.44, versus 0.36 x 0.78 = 

0.28). By introducing into comprehensive model the 

antecedent constructs of service quality (tangible, 

security and result), service quality routes with their 

constructs consequences (satisfaction, perceived value 

and behavioral intentions of postclass) were intensified. 

In addition, the mediating power of satisfaction with 

service quality increased (from 0.44 to 0.51) and 

decreased from the perceived value (from 0.28 to 0.11). 

In both models, an explanatory power of 92% was 

observed. 

 

From the previous results, what is wanted to 

prove in this investigation is that if they enter in the 

model the antecedents of perceived value, these will 

contribute to that perceived value present a more 

important role than service quality for the prediction of 

student behavioral intentions of postclass. 

 

RESEARCH RESULTS 

Sampling plan, characteristics and suitability of the 

sample 

In higher education, because of the structure of 

the teaching-learning academic processes, it was not 

feasible to perform a simple random sampling, choosing 

a pseudo-random sampling taking advantage of the 

groups of students formed by subjects. A survey was 

distributed to the students of the Universidad Privada 

Boliviana (UPB) in the period of classes, at the end of 

the subject. 300 surveys were processed in the II-2014 

semester. The data collected through the sampling plan 

show the following demographic and academic 

characteristics of students surveyed (Table 1). 
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Table-1: Attributes of the sampled students 

Characteristic Result [%] 

Gender 
Male Female 

54 46 

Civil status 
Single Married 

100 0 

Nationality 
Bolivian Foreign 

99 1 

Faculty 
Engineering Business 

38 62 

Scholar 
Yes No 

27 73 

Classroom 

methodology 

Traditional Not traditional 

53 47 

Subject 
Numerical Theoretical 

84 16 

 

These characteristics confirm the population 

pattern of the UPB students at Campus La Paz and the 

pattern of the planned subjects. 

 

Two suitability tests were performed [49]. The 

Mardia kurtosis coefficient indicated that the 

multivariate normality assumption is not met; therefore, 

procedures that do not require compliance with the 

assumption were used (unweighted least squares 

method was used for structural equation modeling). It 

was verified that the relationships between items 

forming a measuring instrument are linear, using the 

Pearson correlation coefficient. 

 

Design of measuring instruments 

In order to perform a structural equation 

modeling and test the hypotheses of this research, it was 

previously required to obtain valid and reliable 

instruments of the constructs that are part of the model. 

For this the following methodology was followed: 

 

• Identification of the purpose of the instrument. In 

this case the batteries can be used as a diagnostic 

tool (service quality, perceived value, satisfaction) 

or predictive (behavioral intentions of postclass). 

• Identification of the domain of the constructs 

involved in the model. 

• Analysis and choice of the appropriate 

measurement approach (which in the case of 

service quality and perceived value are second-

order multidimensional models, and in the case of 

satisfaction and behavioral intentions are one-

dimensional models). 

• Specification of some external factors of the 

instrument: a) Characteristics of the population: 

Students enrolled in the UPB at the undergraduate 

level, b) Language: Spanish, c) Application time: 

Approximately 20 minutes, d) Temporal 

application stage: Last days of teaching a subject. 

• Choice and preparation of a sample of items 

covering the domain of each construct. First, the 

dimensions that make up the construct and its 

definitions were determined. Subsequently, items 

were created, chosen and / or modified based on the 

literature (revision and analysis of batteries to 

measure the constructs considered in higher 

education and other services) to cover the domain 

of each dimension. This analysis was carried out 

through expert judgment. 

• Specifying the format of the instrument items, 

indicating the type of response to be given by the 

examiner and the scoring procedure. The 

questionnaire measures students' perceptions of the 

different elements that make up the evaluation of 

class service, using a 7-point Likert scale, ranging 

from 1 = "Strongly disagree" to 7 = "Strongly 

agree", except for service quality, which ranged 

from 1 = "Much worse than expected" to 7 = 

"Much better than expected". 

• Elimination of irrelevant items to the measurement, 

obtaining a robust dimensional structure (number 

of dimensions) of each measurement instrument, 

using exploratory factor analysis (EFA) (principal 

component method) and determination of internal 

consistency or reliability using Cronbach's alpha. 

To perform the exploratory factor analysis, the 

Bartlet sphericity test, the KMO test and the 

sampling adequacy measures of each item must be 

performed previously. 

• For the second-order multidimensional construct 

instruments, the determination of goodness of fit 

indices using confirmatory factor analysis (CFA) 

(least squares method). 

• Determination of the validity (discriminant and 

predictive) of the instruments designed. 

 

The following instruments were generated for 

the measurement of class service evaluation constructs, 

defined as follows: 

 

Multidimensional class service quality (SQ). 

The quality of classes given to students in a classroom 

can be grouped into two dimensions: technical quality 

(result) and functional (process). Outcome quality can 
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be expressed primarily as the degree of skills (cognitive, 

attitudinal, volitional, and behavioral) gained during the 

class including notes and reading materials received 

during the class and feedback on student achievement. 

Functional quality (process) can be divided into tangible 

and intangible quality. The tangible aspects refer to the 

condition of the classroom, the quality of the 

presentation and the appearance of the teachers. The 

intangible aspects consist mainly of the teacher's 

abilities to impart the class. The teaching service in the 

classroom will be perceived as quality when the teacher 

reaches or exceeds the expectations of the students [19]. 

The antecedents of service quality have been conceived 

under the following terms. Tangibles: Physical 

facilities, equipment and elements of the class 

(resources and objective means for the development of 

the class); Security: Courtesy of the teacher and his 

ability to inspire or convey confidence, security and 

confidentiality; and Result: The product that the student 

has received from the class service. 

 

Multidimensional perceived value of the class 

service (VS). Valdivieso [50] conducted a thorough 

investigation of the perceived value of class service, 

arriving to define the perceived value of class service 

students as the difference between service quality they 

receive and sacrifice they make (cost of inscription, 

time, energy and effort used to pass the class). The 

antecedents of the perceived value of the class service 

are as follows. Functional value: It takes into account 

the number of topics of interest seen, suitability of 

topics, seat comfort, price, effective teacher support, 

good organization and class planning; Social value: It is 

represented by the interactions, linkages and 

relationships between the students of the class and the 

teacher, recognition and prestige of the teacher; and 

Sacrifices: It is the price, effort, time and energy that 

had to give the student to receive a high service quality 

of classes. 

 

Global class service quality (GSQ). It is a 

measure of the student's judgment about the integrity of 

the excellence or superiority of the class service 

provided by the teacher and the university. 

 

Perceived value of the class service (VAL). 

The value perceived by students in the classroom 

service is determined by the difference between service 

quality they receive and sacrifice they make, which is 

composed of the cost of enrollment, time, energy and 

effort used to spend class. 

 

Student satisfaction of classes (SAT). The 

satisfaction of the student of a class is defined as the 

evaluation judgment, emotional reaction or affective 

perception of the student regarding the degree of 

complacency derived from the experience of the class 

service and the fulfillment of their requirements. 

 

Behavioral intentions of postclass (BI). The 

student's behavioral intentions of postclass is the degree 

to which he exhibits a repetitive behavior toward 

another class with the same teacher in charge of the 

class service, has a positive attitude toward the teacher 

and considers recommending this teacher to others 

when there is a need to take this class. 

 

The characteristics of the instruments designed 

using the EFA and CFA techniques are shown in Table 

2. The instruments designed are shown in the Appendix. 

 

Table-2: Psychometric characteristics of batteries designed for research 

Characteristics 
Batteries 

SQ VS GSQ VAL SAT BI 

Source of information Valdivieso [21] Valdivieso [50] Valdivieso [21] 

Number of items 21 23 4 4 4 5 

Number of dimensions 3 3 1 1 1 1 

Percentage of variance extracted 

from EFA 
67 67 86 86 88 84 

Format 
1-7 (much worse than much better 

than expected) 
1-7 (strongly disagree to strongly agree) 

Reliability 0.99 0.97 0.95 0.94 0.96 0.95 

CFA adjustment indices: NFI, GFI, 

AGFI, RMR 
0.988; 0.990; 0.988; 0.092 

0.990; 0.991; 0.990; 

0.089 
- - - - 

 

Analysis of structural equation modeling of 

assessment service classes 

Every structural equation modeling is broken 

down into two [49]: 1) structural component, which 

includes the relationships between latent factors, and 2) 

measurement component, which includes observed 

variables that measure latent factors. In order to achieve 

greater clarity in the analysis of the proposed models, 

the measurement component was obviated in each of 

them (Observable variables are shown in the 

Appendix). 

 

For the structural equation modeling the 

unweighted least square (ULS) method was used, since 

it does not require the multivariate normality 

assumption or a too large sample size. The values of the 

relationships between constructs were generated using 

AMOS 6.0 software. 
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To estimate all the models described below, the 

following methodology was followed: 

• The variance-covariance matrix of the sample of 

observed variables was obtained. 

• The model identification was performed. 

• The model was estimated using the ULS method. 

• The parameters of the model were estimated: factor 

loads, variances-covariances of the common 

factors, and variances-covariances of the specific 

factors or errors and multiple square correlations. 

• The goodness of fit of the model was determined 

with the ad hoc adjustment indexes. 

• The interpretation of the model parameters was 

performed. We examined whether the parameter 

estimators are reasonable, ie. if they had 

theoretically adequate values and if they were 

significant. In order to be compatible with the 

values that take the parameters estimated with the 

statistical model, it was verified that there are no 

correlations higher than the unit, there are no 

standard factor loadings outside the range -1 to 1, 

that the standardized residuals are not abnormally 

large or small and there are no negative estimates 

of variances. 

 

         Brady et al. [8] and Choi et al. [22] 

established that the "comprehensive" model presented 

the best adjustment indexes compared to the other three 

models and also had a much higher predictive power. 

Valdivieso [19] adapted the model to the context of the 

class service in higher education, proving its superiority 

over others. In this sense, the first model analyzed in 

this research is the "comprehensive" (See Figure 4). It is 

comprehensive in the sense that service quality, value 

and satisfaction directly and jointly influence behavioral 

intentions. This model serves as a basis for comparison 

to test the hypotheses raised. 

 

 
Fig-4: Comprehensive model 

 

The following characteristics of the 

comprehensive model can be observed: 

• There is a smaller direct (significant) effect 

between service quality (SQ) and behavioral 

intentions (BI) (0.09), than between perceived 

value (VAL) and behavioral intentions (BI) (0.11). 

• There is a smaller indirect effect between service 

quality-satisfaction-behavioral intentions (0.32) 

than between perceived value-satisfaction-

behavioral intentions (0.40). Hence the mediating 

power of satisfaction is high in both indirect routes 

with respect to their direct routes. 

• The predictive power of the model is high (92%). 

 

It will be seen below how these structural 

relations are modified by systematically introducing the 

antecedents of service quality and perceived value. 

 

The second model introduces in the 

comprehensive model the antecedents of the service 

quality; ie, tangible, security and result. 
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Fig-5: Service quality antecedent’s model 

 

The following characteristics of the service 

quality antecedent’s model can be observed: 

• There is a weak direct relationship between service 

quality (SQ) and behavioral intentions (BI) (0.21). 

There is a direct non-significant relationship 

between perceived value (VAL) and behavioral 

intentions (BI) (0.03). 

• There is a greater indirect effect between service 

quality-satisfaction-behavioral intentions (0.41) 

than between perceived value-satisfaction-

behavioral intentions (0.27). Therefore the 

mediating power of satisfaction is moderate. 

• The predictive power of the model (explained 

variance) is high (92%). 

The effect of the introduction of service quality 

antecedents to the model results in a decrease in the 

intensity of the relations between the value and the 

constructs consequence, that is to say satisfaction and 

behavioral intentions, and an increase of intensity 

between the relations of the service quality with its 

constructs consequence, that is, perceived value, 

satisfaction and behavioral intentions. 

 

The third model includes, in addition to the 

antecedents of service quality, the antecedents of the 

perceived value; functional value, social value and 

sacrifices (Figure 6). 

 

 
Fig-6: Antecedents model of service quality and value 

 

The following characteristics of the model can 

be observed: 

• There is a direct non-significant relationship 

between service quality (SQ) and behavioral 

intentions (BI) (0.04). There is a moderate direct 

relationship between the perceived value (VAL) 

and the behavioral intentions (BI) (0.32). 

• There is a greater indirect effect between perceived 

value-satisfaction-behavioral intentions (0.40) than 

between service quality-satisfaction-behavioral 

intentions (0.19). Therefore, the mediating power 

of satisfaction is high, since it is greater than direct 

routes. 

• The predictive power of the model is high (93%). 

 

In general, it is observed that the joint effect of 

service quality antecedents and value on the model 

translates into a decrease in the intensity of the 

relationships between service quality and constructs 

consequence, ie perceived value, satisfaction and 

behavioral  intentions, and an increase in intensity 

between the relations of the perceived value of the 

service with its constructs consequence, ie satisfaction 

and behavioral intentions. On the other hand, this effect 

decreases the relationship between satisfaction and 

behavioral intentions (0.62). 
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It has been confirmed that the antecedents of 

the perceived value have a greater weight or influence 

on the relations of the model than the antecedents of the 

service quality. 

Table 3 shows the adjustment indices of the 

three models. 

Table-3: Goodness of fit indices of the models investigated 

Group Index 
Comprehensive 

model 

SQ antecedents 

model 

Antecedents model 

of SQ and VS 

Adjustment function F 61.255 1256.878 3448.296 

Comparative fit indices NFI 0.999 0.995 0.993 

Proportion ratios of 

variance 

GFI 0.999 0.995 0.994 

AGFI 0.999 0.995 0.993 

Residuals based indices RMR 0.037 0.075 0.078 

 

It is observed that the NFI, GFI and AGFI 

indices are very close to the value of 1 in all three 

models. The RMR indices are quite close to zero, 

although in some models they are greater than 0.05. 

This indicates that the three models have good fit 

indices. 

 

Verification of hypotheses 

       The research hypotheses have been 

formulated as follows: 

H1.  The introduction of the antecedents of class 

service quality (SQ) in the comprehensive model 

(Tangible-TANG, security-SECU and result-

RESU) increases the positive effect of their 

relations with their constructs consequence: 

perceived value (VAL), satisfaction (SAT) and 

behavioral intentions of postclass (BI). 

 

H2.  The introduction of the antecedents of perceived 

value of the class service (functional value-FUNC, 

social value-SOCI and sacrifice-SACR) in the 

comprehensive model that presents the antecedents 

of class service quality, establishes a superior 

domain in the intensity of the relationships of 

perceived value with its constructs consequences: 

satisfaction and behavioral intentions of postclass, 

decreasing the intensity of the relations of service 

quality with its constructs consequence. 

 

H3. The introduction of the antecedents of the 

perceived value of class service in the 

comprehensive model that presents the antecedents 

of class service quality increases the mediating 

role of satisfaction with the value towards the 

behavioral intentions of postclass and diminishes 

the mediator role of satisfaction with the service 

quality. 

 

        Three procedures were used for verification: 

• H1 and H2. Comparison of the intensity of the 

relations between the constructs that form part of 

the three models. 

• H1 and H2. Comparison of the multiple square 

correlations between the three models, to observe 

which one presents greater predictive power. 

• H3. Analysis of the values of indirect routes 

between models constructs to compare the mediator 

power of satisfaction. 

 

First, a comparison was made between the 

values of the relationships between constructs of the 

three models, to determine their differences (Table 4). 

 

Table-4: Values of the direct standardized relationships between the constructs of the three models 

Direct paths 

Model 1 Model 2 Model 3 
Difference 

M2-M1 

[%] 

Difference 

M3-M2 

[%] 

Difference 

M3-M1 

[%] 
Comprehensive 

SQ 

Antecedents 

Antecedents 

of SQ and 

VAL 

VAL <--- SQ 0.875 0.908 0.301 4 -67 -66 

SAT <--- SQ 0.409 0.556 0.301 36 -46 -26 

BI <--- SQ 0.085 0.211 0.043 148 -80 -49 

SAT <--- VAL 0.515 0.368 0.640 -29 74 24 

BI <--- VAL 0.105 0.033 0.324 -69 882 209 

BI <--- SAT 0.788 0.737 0.623 -6 -15 -21 

 

The introduction of the service quality 

antecedents to the comprehensive model (M2-M1), 

results in an increase in the intensity of the relations of 

service quality (SQ) with its constructs consequences 

(VAL, SAT and BI), where SQ-BI path is the one with 

the greatest increase (148%). On the other hand, this 

introduction produces a decrease in the intensity of 

value relations (VAL) with its constructs consequences 

(SAT and BI) and also a decrease in the satisfaction 

pathway (SAT) with behavioral intentions (BI); thereby 

diminishing the mediating power of satisfaction. This 

result proves the first hypothesis of the investigation. 
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The introduction of the service quality 

antecedents and the antecedents of perceived value to 

the comprehensive model (M3-M1), produces a 

decrease in the intensity of the relations between service 

quality (SQ) and its constructs consequence (VAL, SAT 

and BI). It also produces an increase in the intensity of 

the relationships between the perceived value (VAL) 

and its consequence constructs (SAT and BI). In 

addition, the mediating power of satisfaction 

diminishes. 

 

The introduction of the antecedents of 

perceived value to the service quality antecedents model 

(M3-M2), produces a decrease in the intensity of the 

relations between service quality (SQ) and its constructs 

consequence (VAL, SAT and BI), produces a 

superlative increase in the intensity of the relationships 

between perceived value (VAL) and its consequence 

constructs (SAT and BI), and decreases the mediating 

power of satisfaction. This result proves the second 

hypothesis of the investigation. 

 

Thus, the comparative analysis of the 

relationships between constructs of the model shows 

that the antecedents of the perceived value have a 

greater effect than the antecedents of service quality. It 

is also verified that the presence of service quality 

antecedents further intensifies the effect of the 

antecedents of value on the relations of the model. 

 

Second, the multiple square correlations are 

shown in Table 5. 

 

Table-5: Multiple square correlations of the constructs of the three research models 

Construct 

Model 1 Model 2 Model 3 
Difference 

M2-M1 

[%] 

Difference 

M3-M2 

[%] 

Difference 

M3-M1 

[%] 
Comprehensive 

SQ 

Antecedents 

Antecedents 

of SQ and 

VAL 

SQ 0 0.896 0.857 - -4 - 

VAL 0.766 0.825 0.900 8 9 17 

SAT 0.801 0.816 0.841 2 3 5 

BI 0.916 0.922 0.932 1 1 2 

 

The introduction of the service quality 

antecedents in the comprehensive model (M2-M1) 

produces an increase in the predictive power of value 

and satisfaction. It also produces an increase in the 

predictive power of the model by 1%. The introduction 

of perceived value antecedents in the service quality 

antecedents model (M3-M2) results in a decrease in the 

predictive power of service quality and an increase in 

the predictive power of value and satisfaction. It also 

produces a 1% increase in the predictive power of the 

model. The introduction of the service quality 

antecedents and the perceived value antecedents in the 

comprehensive model (M3-M1), produces a 2% 

increase in the predictive power of the model. 

 

These results confirm the first two hypotheses 

of the present investigation. 

 

To test the third hypothesis, we analyze the 

values of indirect relationships between the constructs 

of the model to compare the mediator power of 

satisfaction (See Table 6). 

 

Table-6: Values of indirect standardized paths between constructs of the three models 

Indirect paths 

Model 1 Model 2 Model 3 

Difference 

M2-M1 [%] 

Difference 

M3-M2 [%] 

Difference 

M3-M1 [%] 
Comprehensi

ve 

SQ 

Antecedents 

Antecedents 

of SQ and 

VAL 

SQ-SAT-BI 0.322 0.410 0.188 27 -54 -42 

VAL-SAT-BI = 0.27 0.406 0.271 0.399 -33 47 -2 

 

The introduction of the service quality 

antecedents to the comprehensive model increases the 

mediating power of satisfaction with service quality and 

decreases it with perceived value. The introduction of 

the service quality antecedents and the antecedents of 

the perceived value to the comprehensive model 

diminishes the mediating power of the satisfaction with 

service quality and increases it with perceived value. 

Finally, the introduction of the antecedents of perceived 

value to the service quality antecedents model 

superlatively diminishes the mediating power of 

satisfaction with service quality and increases it 

superlatively with perceived value, thus proving the 

third hypothesis. 

 

DISCUSSION OF RESULTS 

It confirmed a three-dimensional structure of 

the instrument of perceived quality of class service. The 

first one called tangible groups the functional aspect, 

attractiveness and cleanliness of the classroom and its 

elements of academic use. The security dimension, 

formed by the fusion of security and empathy, exhibits 

personal characteristics of the teacher. The results 

dimension, which is a union of reliability, competence 
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and results, shows how important it is for the student to 

have a competent teacher. 

 

The dimensional structure of the instrument of 

the perceived value of class service is of three 

dimensions. The functional dimension was formed by 

grouping functional value, value for money, emotional 

value, epistemic value and reputation. The second 

dimension is the social value, being the only one that 

retained all the hypothetical items. This demonstrates 

that UPB students assign a high cultural priority to the 

social value of attending classes at this university, as a 

guarantee of status awareness [51]. The third dimension 

retained two items and was called sacrifices. 

 

Comparing the paths of the three models used 

in research using structural equation modeling suggests 

that the antecedents of perceived value interfere with 

the relationships of the three antecedent constructs 

included in the comprehensive model in favor of 

significance or prevalence of perceived value over other 

antecedents of the behavioral intentions of postclass. A 

similar conclusion was drawn by Pilelienė and 

Grigaluinaite [52] in the rural tourism service industry 

in Lithuania, where they concluded that the perceived 

value can compensate for the disadvantages of tourists' 

perception of factors affecting service satisfaction, since 

that its great influence on the behavioral intentions 

decreases the influence of satisfaction. Calabuig et al. 

[53] also concluded that value is the variable that has 

the greatest weight in predicting the future intentions of 

spectators of major sporting events. 

 

Comparing the comprehensive base model that 

is used in this research with the Valdivieso model [20], 

the main difference is that the Cochabamba students 

prioritize the service quality over the perceived value 

and the students of La Paz vice versa. If we compare the 

antecedents model of the service quality of this research 

with the Valdivieso model [21] we conclude that the 

models are quite similar, with the difference that as in 

the comprehensive model, inclusion of the antecedents 

of the service quality decreases the intensity of relations 

of the constructs with the perceived value but to a lesser 

extent than in the Valdivieso model [21]. 

 

Yu et al. [54] conducted an investigation for 

the service industry of fitnees for people over 60 years, 

using a model similar to this research, where the 

inclusion of antecedents service quality did not 

contribute to the increase in the intensity of the direct 

relationship of service quality with the intentions of 

repurchase behavior (0.03), but did lead to increase the 

direct relationship through satisfaction (0.38) compared 

to the decrease in the indirect ratio of perceived value 

through of satisfaction (0.13). 

 

The notion that perceived consumer value is 

the most important indicator of behavioral intentions of 

postclass [2, 55, 8] has been proven in the research. 

The main contribution of this research is to 

show the fact that the path analysis between constructs 

of comprehensive models, without taking into account 

the antecedents of the involved constructs, can lead to 

different conclusions compared to models that introduce 

these antecedents. 

 

CONCLUSIONS 

Through an empirical study and using the AFE 

and AFC techniques, measurement instruments have 

been designed for the investigated constructs, with 

adequate dimensional structures, reliabilities and 

validity. 

 

Using structural equation modeling (SEM) we 

have carried out the comparison of the intensity of the 

relationships between constructs of three so-called 

comprehensive models, antecedents of class service 

quality and antecedents of class service quality and 

perceived value. 

 

It has been concluded that, based on the 

comprehensive model, the inclusion of service quality 

antecedents (tangibles, security and result) increases the 

intensity of class service quality relationships with their 

consequences (perceived value, satisfaction and 

behavioral intentions of postclass) and decreases the 

intensity of the relations of perceived value with its 

constructs consequences (satisfaction and behavioral 

intentions of postclass). 

 

The inclusion of the antecedents of perceived 

value of class service (functional value, social value and 

sacrifices) to the service quality antecedent model 

positively intensifies the relations of perceived value 

with its constructs consequence (satisfaction and 

behavioral intentions of postclass) and minimizes the 

intensity of the relationships of service quality with its 

consequences (perceived value, satisfaction and 

behavioral  intentions of postclass). 

 

Finally, the inclusion of the antecedents of the 

perceived value of class service (functional value, social 

value and sacrifices) to the service quality antecedents’ 

model, increases the mediating power of satisfaction by 

the path of perceived value, but diminishes the 

mediating power of satisfaction by the service quality 

path. 

 

IMPLICATIONS FOR MANAGEMENT 

Knowledge of the mechanism by which the 

student forms his behavioral intentions of postclass is 

very important, since it is useful to perform specific 

actions for the improvement and monitoring of various 

aspects of the class, as well as for the evaluation of the 

performance of teachers. 

 

The inclusion of service quality antecedents 

and perceived value antecedents in the comprehensive 

class service evaluation model has resulted in a change 
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in the intensity of the relationships between the 

antecedent constructs in favor of perceived value in 

detriment of service quality. This finding has important 

consequences in the management of continuous 

improvement of class service in the UPB of Campus La 

Paz. The strategy should focus on the development of 

action plans aimed at increasing perceived value of the 

class service rather than at improving service quality. 

Implementing these action plans will result in more 

positive behavioral intentions of postclass from 

students: they may be encouraged to attend another 

course taught by the teacher, will say positive things 

and recommend to their classmates to take classes with 

the teacher and they will consider staying at the UPB 

until they finish their studies. 

 

The benefit of obtaining antecedents 

measurements of service quality and value, in addition 

to the measurements of the four constructs involved in 

the comprehensive model, will result in more effective 

decision making on various academic aspects based on 

the intentions of students' postclasses: permanence of 

the teacher in the subject or in the university, improving 

the teaching abilities to increase the value of class 

service, to establish methods, policies and procedures in 

the class to increase perceived value and to raise or to 

diminish the level of complexity in the subjects. 

 

FUTURE RESEARCH PROPOSALS 

Each of the models investigated for class 

service evaluation includes four important constructs: 

service quality, perceived value, satisfaction, and 

behavioral intentions of postclass. Some researchers 

have included in their models other constructs that may 

be interesting to study in the classroom service. For 

example Peña [56], in the online shopping service 

evaluated the mediating role of trust towards the seller 

in the relationship between perceived value and 

intentions of behavior of the purchase. In this way, the 

teacher's confidence in the class service can be included 

as mediator. 

 

Baena Arroyo et al. [35] found that there is a 

fairly high ratio (𝑅2 = 0.531) between perceived value 

and customer loyalty to instructors in physical training 

centers. In the class service could be studied the relation 

between perceived value and fidelity of the students 

towards the teachers. 

 

Moon et al. [57] studied the mediating role of 

reputation of a sporting event between service quality 

and value with the intentions of returning to attend the 

event. Alves and Raposo [38, 58] and Brown and 

Mazzarol [17] included in their model the image of the 

educational institution as antecedent of perceived value. 

Likewise, the mediating role of the teacher's reputation 

over the classroom service evaluation constructs can be 

studied. 

 

Tam [59] included in the relations of his model 

another moderator of perceived value, satisfaction and 

loyalty, which is the perceived risk. It could include in 

the model of evaluation of the class service the risk that 

the student perceives to fail the subject. 

 

Alex and Thomas [60], proposed a value 

model in which an antecedent was the contextual 

experience and a consequence was the preference. 

These antecedent constructs and consequences could be 

introduced into the comprehensive class service 

evaluation model in order to study their effects. 

 

Zhu and Chen [61] included as antecedent in a 

model of perceived value of online banking, the equity 

construct. In the evaluation of the class service could be 

interesting to study the effect of the teacher's equity 

towards the student on the constructs of evaluation of 

the class service. 

 

A one-dimensional construct of behavioral 

intentions has been used in this research. A 

multidimensional construct could be designed, 

including an attitude, behavioral and cognitive approach 

[62]. 

 

There are few studies that show the influence 

of time on the relationships of the investigated 

constructs in structural equation models [63]. Therefore, 

longitudinal studies are required. 
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Appendix 

Table-A1: Battery for measuring perceived service quality of classes (SQ) 

Tangible 

The modernity and technical conditions of the classroom equipment are adequate for the development of the class (data 

show, computer and accessories, projector, video, TV, etc.) 

The conditions and elements of the classroom are adequate and functional for teaching (blackboard, curtains, plugs, 

markers, eraser, etc.) 

The physical appearance of the classroom is visually appealing 

The desks are comfortable and functional to my work needs 

The classroom is usually clean 

Security 

The teacher is consistently courteous and respectful to me 

The teacher maintains a treatment and equal respect 

The teacher is very patient and tolerant to explain the subject 

Result 

The teacher gives the class in the stipulated time 

The teacher gives useful practices to face the exams 

The teacher motivates me to learn and work in classes 

The teacher has the ability and didactics to teach the subject 

The teacher shows that he knows and dominates the contents of the subject 

The teacher maintains an appropriate organization and administration of the class 

The teaching method used by the teacher is adequate to understand the subject 

The teacher knows the regulations for the teaching of a class and complies 

The degree of acquired skills (cognitive, attitudinal, volitional and behavioral) during the class was high 

The teacher gave the subject with an adequate degree of complexity 

The objectives, coverage and depth of the issues have been achieved 

I acquired professional skills (conceptual, technical, human and competitive) that I can apply to solve problems and make 

better decisions 

The class was oriented towards success, as my leadership and entrepreneurial capacities increased 

Source: Own elaboration based on Valdivieso [21] 

 

Table-A2: Batteries for the measurement of global service quality, perceived value, student satisfaction and 

behavioral intentions of postclass 

Global service quality (GSQ) 

The teacher provided an excellent global class service 

The teacher gave a class service of very high quality 

The teacher awarded a high standard of class service 

The teacher delivered a higher class service in every way 

Perceived value (VAL) 

The teaching I received from the teacher has been very valuable and useful 

The product I received in this class is worth more than I paid 

It was worth giving my time to this class, for the knowledge I got 

It was worth spending my energy and effort in this class, because it was a quality class 

Student satisfaction (SAT) 

I am satisfied that I have taken classes with the teacher 

My choice to attend classes with the teacher was wise 

I think I did the right thing by choosing to study this subject with the teacher 

I think my experience with this teacher has been pleasant 

Behavioral intentions of postclass (BI) 

I would attend another subject taught by the same teacher 

I would recommend and encourage my classmates to take classes with the teacher 

I will say positive things about the teacher to my classmates 

If it were an academic authority, it would reward the teacher for his or her performance 

I would stay at this university until I finished my studies, if all the teachers gave the quality service I received in class 

Source: Valdivieso [21] 
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Table-A3: Battery for measuring the perceived value of the class service (VS) 

Functional 

The level of quality of the class service was acceptable 

The class service was well planned and organized 

The class I attended represented a good investment 

The number and convenience of the subjects taught in the class was acceptable 

The quality of class service was productive for the price paid 

I paid a reasonable price for the service received 

I appreciate the class service received as it met my specific needs at a reasonable price 

The interaction or relationship with the teacher has produced positive and pleasant feelings 

I enjoyed passing classes with the teacher 

The contents learned in this course will influence the value of my education 

I've heard positive things about the teacher's class 

The good reputation of the teacher has influenced the value of the class service 

The image projected by the teacher has had a positive influence on the value of the class service 

The price paid for the level of quality of the class service I received is high 

Social 

The bonding that occurred in class with my classmates made me feel accepted 

The relationships in the class improved the way I perceive my classmates 

I am happy because my friends have been with me in this class 

I found this course more interesting because my friends have been with me 

Individual or group work developed in this class has had a positive effect on the value of my education 

The social interaction developed in this class has made my studies more interesting 

Having approved the course with the teacher improved the way I am perceived by my classmates 

Sacrifices 

It took a lot of effort to understand the contents of the subject 

I am exhausted and without energy after passing this class 

Source: Own elaboration based on Valdivieso [50] 

 

REFERENCES 

1. Martín Ruiz D, Gremler DD, Washburn JH, 

Cepeda Carrión G. Service value revisited: 

Specifying a higher-order, formative measure. 

Journal of Business Research. 2008; 61: 1278-

1291. 

2. Morar DD. An overview of the consumer value 

literature –perceived value, desired value. 

International Conference “Marketing – from 

information to decision”. 6th Edition. 2013. 

3. Vargo SL y Lusch RF. Evolving to a new dominant 

logic for marketing. J. Mark. 2004; 68: 1–17. 

4. Petrick JF. Development of a Multi-Dimensional 

Scale for Measuring the Perceived Value of a 

Service. Journal of Leisure Research. 2002; 34(2): 

119-134. 

5. Oh H. Price fairness and its asymmetric effects on 

overall price, quality, and value judgments: the 

case of an upscale hotel. Tourism Management. 

2003; 24: 241-249. 

6. Gallarza MG, Saura IG. Value Dimensions, 

Perceived Value, Satisfaction and Loyalty: An 

Investigation of University Students’ Travel 

Behaviour. Tourism Management. 2006; 27: 437–

452. 

7. Ledden L, Kalafatis SP, Mathioudakis A. The 

idiosyncratic behavior of service quality, value, 

satisfaction, and intention to recommend in higher 

education: An empirical examination. Journal of 

Marketing Management. 2011; 27(11–12): 1232–

1260. 

8. Brady MK, Knight GA, Cronin J Jr, Tomas G, Hult 

M, Keillor BD. Removing the contextual lens: a 

multinational, multi-setting comparison of service 

evaluation models. Journal of Retailing. 2005; 

81(3): 215–230. 

9. Cortez C). Informe Bolivia. Diagnóstico de la 

Educación Superior en Bolivia. Fundación 

Universidad Privada de Santa Cruz de la Sierra. 

2009. 

10. Suki NM, Sharif F, Suki NM. Measuring students’ 

satisfaction towards the co-curricular trainers: an 

application of structural equation modeling 

technique. Labuan e-Journal of Muamalat and 

Society. 2008; 2: 36-45. 

11. Floyd KS, Harrington SJ, Santiago J. The Effect of 

Engagement and Perceived Course Value on Deep 

and Surface Learning Strategies. Informing 

Science: The International Journal of an Emerging 

Transdiscipline. 2009; 12: 181-190. 

12. Yeop NK, Ismail A, Ranee JZ, Ishak S. Service 

quality dimensions, perceive value and customer 

satisfaction: ABC relationship model testing. IBEJ. 

2009; 2(1): 66-78. 

13. Alves H. The Measurement of Perceived Value in 

Higher Education: a Unidimensional Approach. 

The Service Industries Journal. 2011; 31(12): 1943-

1960. 

https://saspublishers.com/journal/sjahss/home


 

 

Valdivieso Taborga OA & Valdivieso Taborga CE., Sch. J. Arts. Humanit. Soc. Sci., Feb 2018; 6(2): 295-310 

Available Online:  https://saspublishers.com/journal/sjahss/home  309 

 

14. LeBlanc G, Nguyen N. Listening to the customer's 

voice: examining perceived service value among 

business college students.  The International 

Journal of Educational Management. 1999; 13(4): 

187-198. 

15. Hermawan A. The effects of service cues on 

perceived service quality, value, satisfaction and 

word of mouth recommendations in Indonesian 

university settings. Doctoral dissertation. Wayne 

Huizenga Graduate School of Business and 

Entrepreneurship, Nova Southeastern University, 

FL, 2001. 

16. Ledden L, Kalafatis SP, Samouel P. The 

relationship between personal values and perceived 

value of education. Journal of Business Research. 

2007; 60(9): 965–974. 

17. Brown RM, Mazzarol TW. The Importance of 

Institutional Image to Student Satisfaction and 

Loyalty within Higher Education. Journal of 

Higher Education. 2009; 57(1): 81-95. 

18. Lai LSL, To WM, Lung JWY, Lai LTM. The 

perceived value of higher education: the voice of 

Chinese students. High Educ. 2012; 63: 271–287. 

19. Valdivieso CE. Comparación de Modelos 

Estructurales Alternativos de Evaluación del 

Servicio de Clases, Búsqueda. 2013; 41: 109-138. 

20. Valdivieso CE. Efecto de los métodos de 

estimación en los en las modelaciones de 

estructuras de covarianzas sobre un modelo 

estructural de evaluación del servicio de clases. 

Comunicaciones en Estadística. 2013; 6(1): 21-44. 

21. Valdivieso CE. Comparación de los modelos 

formativo, reflexivo y de antecedentes de 

evaluación estudiantil del servicio de docencia. 

Métodos Cuantitativos para la Economía y la 

Empresa. 2013; 16: 95-120. 

22. Choi KS, Cho WH, Lee S, Lee H, Kim C. The 

relationships among quality, value, satisfaction and 

behavioral intention in health care provider choice: 

A South Korean study. Journal of Business 

Research. 2004; 57: 913-921. 

23. Ruiz-Molina ME. Valor percibido, actitud y lealtad 

del cliente en el comercio minorista. Universia 

Business Review. 2009; 102-117. 

24. Zeithaml VA. Consumer perceptions of price, 

quality, and value: a means-end model and 

synthesis of evidence. Journal of Marketing. 1988; 

52: 2–22. 

25. Sweeney JC, Soutar GN, Johnson LW. The role of 

perceived risk in the quality-value relationship: a 

study in a retail environment. Journal of Retailing. 

1999; 75(1): 77–105. 

26. Wang Y, Lo HP. Service quality, customer 

satisfaction and behavior intentions. Info. 2002; 

4(6): 50-60. 

27. Sánchez-Fernández R, Iniesta-Bonillo MA. 

Consumer Perception of Value: Literature Review 

and a New Conceptual Framework. Journal of 

Consumer Satisfaction, Dissatisfaction and 

Complaining Behavior. 2006; 19: 40-58. 

28. Eggert A, Ulaga W. Customer Perceived Value: A 

Substitute For Satisfaction in Business Markets? 

Journal of Business & Industrial Marketing. 2002; 

17(2/3): 107-118. 

29. Woodruff RB. Customer value: the next source of 

competitive advantage. Journal of the Academy of 

Marketing Sciences. 1997; 25(2): 139-53. 

30. Brady MK, Robertson CJ. An exploratory study of 

service value in the USA and Ecuador. 

International Journal of Service Industry 

Management. 1999; 10(5): 469-86. 

31. Oh H. Diner’s perceptions of quality, value, and 

satisfaction: a practical viewpoint. Cornell Hotel 

and Restaurant Administration Quarterly. 2000; 5: 

8-66. 

32. Petrick JF. The Roles of Quality, Value, and 

Satisfaction in Predicting Cruise Passengers' 

Behavioral Intentions. Journal of Travel Research. 

2004; 42(4): 397-407. 

33. Kashyap R, Bojanic D. A structural analysis of 

value, quality and price perceptions of business and 

leisure travelers. Journal of Travel Research. 2000; 

39: 45-51. 

34. Lin CH, Sher PJ, Shih HY. Past progress and future 

directions in conceptualizing customer perceived 

value. International Journal of Service Industry 

Management. 2005; 16(4): 318-336. 

35. Baena Arroyo MJ, García Fernández J, Bernal 

García A, Lara Bocanegra A. Influencia del valor 

percibido en la fidelidad de los clientes de 

actividades virtuales frente a las actividades con 

técnico en centros de fitness. Cronos. 2013; 12(1): 

65-73. 

36. Snoj B, Korda A, Mumel D. The relationships 

among perceived quality perceived risk and 

perceived product value. Journal of Product and 

Brand Management. 2004; 13(3): 156-167. 

37. Sheth JN, Newman BI, Gross BL. Consumption 

Values and Market Choice. Cincinnati, OH: South 

Western Publishing, 1991. 

38. Alves H, Raposo M. Conceptual Model of Student 

Satisfaction in Higher Education, Total Quality 

Management. 2007; 17(9): 1261-1278. 

39. Chen CF. Investigating structural relationships 

between service quality, perceived value, 

satisfaction, and behavioral intentions for air 

passengers: evidence from Taiwan. Transportation 

Research. 2008; 42: 709–717. 

40. Iglesias M, Guillen M. Perceived quality and Price: 

their impact on the satisfaction of restaurant 

customers. International Journal of Contemporary 

Hospitality Management. 2004; 16(6): 373-379. 

41. Babin BJ, Lee Y, Kim E, Griffin M. Modeling 

Consumer Satisfaction and Word-of-mouth: 

Restaurant Patronage in Korea. Journal of Service 

Marketing. 2005; 19(3): 133-139. 

42. Tam JLM. Customer Satisfaction, Service Quality 

and Perceived Value: An Integrative Model. 

Joumal of Marketing Management. 2004; 20: 897-

917. 

https://saspublishers.com/journal/sjahss/home


 

 

Valdivieso Taborga OA & Valdivieso Taborga CE., Sch. J. Arts. Humanit. Soc. Sci., Feb 2018; 6(2): 295-310 

Available Online:  https://saspublishers.com/journal/sjahss/home  310 

 

43. Petrick JF, Backman SJ. An examination of the 

construct of perceived value for the prediction of 

golf travelers’ intentions to revisit. Journal of 

Travel Research. 2002; 41(4): 38-45.  

44. Vieira WA. Antecedents and consequences of 

perceived value: A meta-analytical perspective. 

Journal of Customer Behavior. 2013; 12(2-3): 111-

133. 

45. Grewal D, Monroe KB, Krishnan R. The Effects of 

Price-Comparison Advertising on Buyers’ 

Perceptions of Acquisition Value, Transaction 

Value, and Behavioral Intentions. Journal of 

Marketing. 1998; 62(2): 46-59. 

46. Green S, Boshoff C. An empirical assessment of 

the relationships between service quality, 

satisfaction and value; a tourism study. 

Management Dynamics. 2002; 11(3): 2-16. 

47. Gil Saura I, Berenguer Contrí G, Ruiz Molina ME, 

Ospina Pinzón S. La calidad y el valor percibido en 

el transporte de mercancías en España y su 

importancia en la segmentación de clientes. 

Innovar. 2015; 25(58): 105-124. doi: 

10.15446/innovar. v25n58.52436. 

48. Banwet DK, Datta B. A study of the effect of 

perceived lecture quality on post-lecture intentions. 

Work Study. 2003; 52(5): 234-43. 

49. Uriel E, Aldás J. Análisis multivariante aplicado. 

Madrid, España: Thomson. 2005.  

50. Valdivieso OA. Diseño de un instrumento de 

medición multidimensional del valor percibido 

estudiantil del servicio de clases. Investigación & 

Desarrollo. 2014; 14(2): 65–84. 

51. Li J, Hang XA, Sun G. Effects of “face” 

consciousness on status consumption among 

chinese consumers: perceived social value as a 

mediator. Psychological Reports: Sociocultural 

Issues in Psychology. 2015; 116(1): 280-291. 

52. Pilelienė L, Grigaliūnaitė V. Interaction between 

satisfaction and loyalty of lithuanian rural tourists: 

a moderating effect of perceived value. 

Management Theory and Studies for Rural 

Business and Infrastructure Development. 2014; 

36(4): 927–936. 

53. Calabuig F, Crespo J, Mundina J. Efecto del coste 

percibido, la calidad de servicio y la satisfacción 

sobre las intenciones futuras del espectador. 

Estudios de Economía Aplicada. 2012; 30(2): 619-

636. 

54. Yu HS, Zhang JJ, Kim DH, Chen KK, Henderson 

G, Min SD, Huang H. (2014). Service quality, 

perceived value, customer satisfaction, and 

behavioral intention among fitness center members 

aged 60 years and over. Social Behavior and 

Personality. 2014; 42(5): 757-768. 

55. Parasuraman A, Grewal D. The impact of 

technology on the quality-value-loyalty chain: a 

research agenda. Journal of Academy of Marketing 

Science. 2000; 28(1): 168-174. 

56. Peña N. El valor percibido y la confianza como 

antecedentes de la intención de compra online: el 

caso colombiano. Cuadernos de Administración / 

Universidad del Valle. 2014; 30(51): 15-24. 

57. Moon KS, Ko YJ, Connaughton DP, Lee JH. A 

mediating role of destination image in the 

relationship between event quality, perceived 

value, and behavioral intention. Journal of Sport & 

Tourism. 2013; 18(1): 49–66. 

58. Alves H, Raposo M. The influence of university 

image on student behavior. International Journal of 

Educational Management. 2010; 24(1): 73 – 85. 

59. Tam JLM. The moderating role of perceived risk in 

loyalty intentions: an investigation in a service 

context. Marketing Intelligence & Planning. 2012; 

30(1): 33–52. 

60. Alex D, Thomas S. Impact of Product Quality, 

Service Quality and Contextual Experience on 

Customer Perceived Value and Future Buying 

Intentions. European Journal of Business and 

Management. 2011; 3(3): 307-315. 

61. Zhu YQ, Chen HG. Service fairness and customer 

satisfaction in internet banking: Exploring the 

mediating effects of trust and customer value. 

Internet Research. 2012; 22(4): 482–498. 

62. Jones T, Taylor SF. The conceptual domain of 

service loyalty: how many dimensions? Journal of 

Services Marketing. 2007; 21(1): 36–51. 

63. Ledden L, Kalafatis SP. The impact of time on 

perceptions of educational value. International 

Journal of Public Sector Management. 2010; 23(2): 

141 – 157. 

https://saspublishers.com/journal/sjahss/home

