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Abstract

With the development of service industry, service marketing
mix standardization (SMMS) is widely adopted in marketing prac-
tice though it is seldom studied theoretically. Its popularity in the
practice is assumed to be closely and positively relevant to service
loyalty, which is critical to the survival and development of service
firms. The purpose of this dissertation is to seek the relationship be-
tween SMMS and service loyalty.

In the literatures, marketing standardization is normally inves-
tigated in multinational operations. This dissertation focuses on
SMMS in domestic market which has rarely been noticed by re-
searchers. Basing on customers’ perception, a model is built as the
conceptual framework , which copes with SMMS and service loyalty.

The standardization of the 6 elementswhich are based upon the
service marketing mix presented by Booms and Bitner (1981) is
studied in this dissertation, while on the basis of the review of the
marketing literatures, service brand image, service quality, per-
ceived value, customer satisfaction and customer trust are treated as
the antecedents of service loyalty. These antecedents are linked
with the 6 standardized elements of service marketing mix, con-
structing a model of SMMS related to service loyalty.

A survey was conducted in the franchised fast — food restaurant

sector mainly in Tianjing and Beijing, and 556 valid questionnaires



are received. Upon the survey data, the predictive relevance of
structural model was calculated by SEM ( Structural Equation Mod-
el) and 3 quarters of the hypothesis have been verified.

The mainfindings of this study are as follows:

Firstly, the theoretical research model is supported by empiri-
caloutcomes. In the domestic market, the elements of SMMS have
positive and indirect influence on service loyalty, with some varia-
tions of strength. Among the marketing mix elements, the standard-
ization of personal service process is of the strongest positive effect
on service loyalty and its antecedents. Standardized broadcasting
communication exerts a negative effect on service loyalty despite its
positive effect on service brand image and perceived quality, which
is opposite to the viewpoints in the marketing literatures that broad-
casting communication would have positive effect on the formation of
service loyalty.

Secondly, all the selected antecedents of service loyalty have
positive effects on service loyalty in the standardized service market-
ing conditions, and perceived value and service quality play the
main role in the total effect. Service quality also has a significant
effect on the other antecedents of service loyalty.

Thirdly, the effect of demographic variables on the structural
ones is analyzed through Independent — Samples T Test. These de-
mographic variables include age, income, schooling and sex. The
results indicate that age is standing out of all the demographic varia-
bles, while a customer’s income has nothing to do with the structur-
al variables. Compared with the young customers, the older ones
are often inclined to believe that the service process is of acceptable

quality, and willing to accept the standardization of physical evi-



dence. Female customers are more sensitive to the degree of stand-
ardization than the male. They are more particular about the availa-
ble service and service providers. One’s education background also
contributes to his behaviors to some extend. The customers with less
schooling tend to be more loyal to the standardized fast — food res-
taurants.

Marketing operators are provided with some theoretical grounds
from the findings of thisdissertation. They would gain their confi-
dence from the findings of this dissertation, especially when they
take the service marketing standardization as their business strategy
according to the firm’s market positioning. The findings of this dis-
sertation are also helpful for the service firms to build service loyalty

efficiently in the domestic market environment.

Key Words: Service marketing mix; Standardization; Service

loyalty ; Fairness
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