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Abstract

Several of organizations aim at attracting high and comprehensive satisfaction of the
customers. This can be done through developing the performance and to do better jobs to
satisfy the customers' needs to overcome competitive. The organization that may depend on
the customer satisfaction becomes an expert in customers forming and not only in forming
goods and services. This is due to the fact that if a customer is slightly satisfied, s/he will
be simply deviated to other offers; unlike highly satisfied customers who will be less
deviated to other offers and organizations of better services.
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Thus, the current research aims at giving a comprehensive depiction on "customer's
satisfaction" (customer expectation quality and the realized value), as well as the direct and
indirect impact of them on customer's satisfaction. The research also gave a clear depiction
of the results of this sort of satisfaction, positively to reach however to the customer loyalty
to the organization? or negatively to disagree or to complain?
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Source: Jaesung cha, & Barbar Everitt Bryant, 1996, “The American Customer Satisfaction
Index", Journal of Marketing, Vol.60, P.8 .
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Source: Louis E, Boone & David L.Kart-2, 1992, “Contemporary Marketing”, McGraw-
Hill , Inc , Serven Edition ,p. 375 .



 ...][

                
 :             

               
              

           
           

   :               
         

          .  
  
            
          

                
               

            
.

            
               

            
             

               
)t-1 ,t-2, ----,t-n(  

             
                 

    )t (              
)t +1, t+2,----, t+n (  

             
           

   (Anderson,
Eugenew, 1994,20)  

               
              

          
 .(Jaesung,  & Bryant, 1996, 9).



] [/)(

            
     .      

)    (        
          

           
.

             
               

                 
.(Fornell, 1992, 11)  

         
                 

.

            
         )Y(  

  )   (  
  )X1,X2,X3 (           

            
.

-
             

     )Excel(    )X1X2 (   )r12 (
) X1X3 ()r13 (  )X2X3 (   )r23 (

         )Y0 (       
.

)X1,X2,X3 ()Y (
X3X2X1Y0

)r (13
0.51

)r (12
0.54

)r (11
1

)r (10
0.30

X1

)r (23
0.61

)r (22
1

)r (21
0.54

)r (20
0.56

X2

)r (33
1

)r (32
0.61

)r (31
0.51

)r (30
0.44

X3



 ...][

)Path Analysis (
   )P (  )X1 ()Y (     )P10 (  )X2 ()Y (

    )P20 (  )X3 (  (Y)      )P30 (  
:RP = r).(
















=

































30

20

10

03

02

01

333231

232221

131211

r
r
r

p
p
p

rrr
rrr
rrr

:
















=

































44.0
56.0
30.0

161.051.0
61.0154.0
51.054.01

03

02

01

p
p
p

p01p02p03:

















−
=

















27.0
44.0
28.0

03

02

01

p
p
p

Y X1  X2  X3  
)123(0R2

R2 0(123) = P01 r10 + P02 r20 +P03 r30
 = 0.28(0.30) + 0.44(0.56) + (-0.27) (0.44)

                = 0.084 + 0.246 – 0.119
  = 0.33  - 0.119 = 0.211

R2 0(123) + P2 0u  = 1
P2 0u =  1 – R2 0(123)
P2 0u = 1- 0.211
         = 0.789 =  78.9 %
P0u    = 211.01 −    = 789.0   =  0.89

X18.4%YX2  24.6%
   Y    X3  11.9%    Y78.9%      Y

   )u (    
             

.



] [/)(

) X1Y () X2Y () X3

Y (:

)(X1 , X2  ,X3Y

()((X1)(Y)   :
-   01P
-:
-  r12 P02     =  X2
-r13   P03     =  X3

0. 28

    0.2376 = (0.54) ( 0 .44)
 (0.51)  ( -0.27)=-0.1377

   r100.3799

() (( X2)   
(Y):
-   P02

-:
-r12 P01        X1
-   r 23 P03          X3

0.44

   0.1512 = (0.54) (0.28)

 -0.1647 = (0 .61) (-0.27)

  r 200.4265

(  ) ((X3)  )Y (
:

-P03

-:
X1r13 P01

X2r23 P02

 -0.27

0.1428     =  (0.51)    (0.28)
0.2684    =    (0.61)    (0.44)

   r 300.141

 .   )) (X1 (        
)Y ((P01) (0.28)

)X2) ( ((0.2376))r12P02 (   
       )X3) (   (   )0.1377- (

)r13P03 (    )X1= ((0.3799)   
  )X1 (  )Y ()X1 ()Y (



 ...][

  )X2 (   (0.28-0.237=0.043)     )X1 (
)Y ()X3 (     .
 .   )) (X2 (         

  )Y ()0.44 (  
)X1 (  (0.1512)       (X3)    

(X2)(Y).
 .   ) ((X3)         

(Y)          (X2)    
(X1))0.2684-0.1428=0.1265. (

-
           

       
)38 %) (20 % +18% (

             )25% (
)17%+8% (          

  )35%) (18%+17% (       
      )30%) (13%+17% (  

        
  )40%) (17%+23% (  
      )20%) (12%+8% (      

        .      
                

.
        )48%) (25%+23% (    
      )20%) (8%+12% (   

      )44%) (17%+27% (  
       )18%) (10%+8% (      

                
         .   )49%) (17%+32% (  

              
       )17%) (12%+5% (    

           
.



] [/)(

%%%%%

X131118%12020%2237%1017%58%
X141017%11182135%1017%813%
X151017%1423%2440%712%58%

X161525%1423%1932%58%712%
X171017%1627%2338%610%58%
X181017%1932%2135%712%35%

-
             

:
.              

               
             

              
.

.               
          

                
.

.   )49% (          
             
               

  .
.                 

.



 ...][

-
            

:
.            

.
  .            

     
.

.          
.

  .           
              

.

-
 .""  

.
 .""   

.
 .  –--   

 .

-
1. Anderson, Eugene W.,"Cross-Category Variation In Customer Satisfaction and

Retention". Marking letters,5 (January) ,1994  .
2. Fornell, “A National Customer Satisfaction Barometer: The Swedish Experience",

Journal of Marketing, 56 (January), 1992 .
3. Jaesung Cha, and Barbar Eeveritt  Bryant , "The American Customer  Satisfaction

Index", Journal of Marking ,vol. 60  ,1996 .
4. Kotler, Philip, "Marking Management", Prentice, Hall of India Rivate Limited ,9th Ed.,

New Delhi –110001 , 1997 .
5. Louis E. Boone and David .Kart-2, "Contemparary Marking" ,Mc Raw-hill ,Inc Serven

Edition ,1992.
6. Paul A.Argenti, "The Fast for ward MBA Pocket Reference". Print in the United States

America. Journal Marking , 1997 .


