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Abstract - Platinum cinema was founded in January 2011, and with totally 4 cinemas in Ha Noi, it has become the most 
favorite reunion place for the young generation. This research explored how service quality affects customer satisfaction in 
Platinum cinemas by applying Service Quality model SERVQUAL. The findings of this study represent that service quality 
consisting of reliability, assurance, tangibles, empathy, responsiveness and price, did affect customer satisfaction in Platinum 
cinema located in Ha Noi city. Among the above factors, responsiveness possesses the strongest impact on customer 
satisfaction, but in contrast, the weakest factor is Reliability. However, there is no significant difference on genders and ages, 
but different marital status, monthly income, and also different Platinum cinema locations exhibit different customer 
satisfaction. 
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I. INTRODUCTION 
 
Motivations for this research study were mainly 
caused by the curiosity of movie theater industry in 
Vietnam especially in Ha Noi. The question is how is 
the experience the residents on movie watching? How 
do they feel about the service quality of cinemas? 
With the above information, how canmanagers 
improve the performance of cinema? 
Therefore, this research is try to explore 
themanagerial questions below: 
 Do Tangibles affect to customer satisfaction in 

Platinum cinema in Ha Noi? 
 Do Reliability affect to customer satisfaction in 

Platinum cinema in Ha Noi? 
 Do Responsiveness affect to customer 

satisfaction in Platinum cinema in Ha Noi? 
 Do Assurance affect to customer satisfaction in 

Platinum cinema in Ha Noi? 
 Do Empathy affect to customer satisfaction in 

Platinum cinema in Ha Noi? 
 Do Price affect to customer satisfaction in 

Platinum cinema in Ha Noi? 
 If yes, which dimension has the strongest impact 

on customer satisfaction in Platinum cinema in 
Ha Noi? 

 Is there a difference in the level of customer 
satisfaction between different Platinum cinemas 
located in Ha Noi? 

 Is there a difference in the level of customer 
satisfaction between different groups of general 
information such as gender, age, marital status, 
monthly income? 

 
The Service Quality model was applied in many 
researches all around the world. But, in Viet Nam, it 
did not have many studies that use this model to 
assess the impact of service quality on customer 
satisfaction, especially in movie theaters industry. 

Consequently, it is necessary to have a study about 
this kind of business. 
This study will focus on analyzing factors or 
dimensions that have an influence on customer 
satisfaction in Platinum cinema in Ha Noi. In general, 
it would show how service quality affects to customer 
satisfaction. Then, cinema or managers can have 
some strategies to improve level of customer 
satisfaction or simply expanding business. 
 
II. RESEARCH METHODOLOGY 
 
2.1. Theoretical Framework 
For the service industries, service quality is an 
important element which usually represents a strong 
impact onthe customer satisfaction. One of the most 
common approaches for measuring and determining 
service quality is Service Quality (SERVQUAL), 
which was developed by Parasuraman et al. (1994). It 
contains 5 dimensions as mentioned above, which are 
reliability, assurance, tangibles, empathy, and 
responsiveness. 
 

 
Figure 1: Theoretical Framework 

 
This study will focus on verifying theoretical 
framework, hypotheses of the relationship between 
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service quality’s dimensions and customer 
satisfaction. Moreover, although there are five 
fundamental dimensions addressed inthe 
SERVQUAL model, the impact of “price” on 
customer satisfaction was also added in order to 
enrich the explanation ability of the proposed model 
in this research. In other words, the SERVQUAL 
model will be conducted in this study and also 
combined with the “price” dimension forthe 
theoretical framework of this research, which is given 
as follows: 
 
2.2. Research Hypotheses 
Based on the framework above, there are six 
hypotheses needed to be tested in this study: 
Hypothesis 1: There is a significant relationship 
between Reliability and Customer Satisfaction in 
Platinum cinema in Ha Noi. 
Hypothesis 2: There is a significant relationship 
between Assurance and Customer Satisfaction in 
Platinum cinema in Ha Noi. 
Hypothesis 3: There is a significant relationship 
between Tangibles and Customer Satisfaction in 
Platinum cinema in Ha Noi. 
Hypothesis 4: There is a significant relationship 
between Empathy and Customer Satisfaction in 
Platinum cinema in Ha Noi. 
Hypothesis 5: There is a significant relationship 
between Responsiveness and Customer Satisfaction 
in Platinum cinema in Ha Noi. 
Hypothesis 6: There is a significant relationship 
between Price and Customer Satisfaction in Platinum 
cinema in Ha Noi. 
 
2.3. Questionnaire Design and Data Collection 
The questionnaire employs the 5-point Likert scale 
(from 1 = Strongly Disagree, 2 = Disagree, 3 = 
Neutral, 4 = Agree, to 5 = Strongly Agree) to 
measure each item. The items were mainly taken 
from Parasuraman et al. (1991) and two more items 
were adapted from related literature forthe purpose of 
this research, namely Satisfaction and Price variable. 
The survey was conducted in Ha Noi for its residents. 
Questionnaire in English adapted from related 
literature, was translated into Vietnamese totally. 
The questionnaire contains eight sections, where Six 
of them were to measure the independent variables, 
one section was for the dependent variable, which is 
customer satisfaction, and the last part was used for 
gathering the respondents’ general information, such 
as gender, age, marital status, the most visited 
Platinum cinema in Ha Noi city, and monthly 
income/personal budget. 
For this study, at the micro level, the unit of analysis 
is individuals who visit Platinum cinemas in Ha Noi 
city, no matter their age. In order to determine the 
sample size of this study or the number of 
respondents, the ratio of observations to variables is 
20:1. That means the sample size will be calculated 
by the largest number of items multiply with 20. 

Moreover, the largest number of items is 5, so, the 
study should have at least 100 samples (20x5=100). 
Finally, the total of respondents was N = 167 
individuals that came to Platinum cinemas in Ha Noi 
city. In order to enhance the accuracy of this study, 
the sampling method was carefully conducted.Before 
filling in the questionnaire, each question item was 
well explained to the respondents. 
Questionnaires were also distributed at various places 
of Platinum cinema located in Ha Noi city, such as 
The Garden center, Long Bien center, Royal City 
center and Times City center. All of the respondents 
who filled in the questionnaire were Vietnamese. 
Young people were easy to approach, mostly, they 
were accompanied by a group of 4 to 5 friends, and 
some couples were willing to respond questionnaire 
as well. However, it was harder to get the response 
from elder people (from 50 to 60 years old), because 
filling in questionnaires is not a common thing they 
got used to do. Therefore, it required time to explain 
the purpose of this research and the support for filling 
out the questionnaire. Except forinvalid data, a total 
of 47 responses were collected, eventually. 
 
2.4. Data Analysis 
In terms of data analysis, demographic statistics and 
descriptive statistics were firstly used to describe 
quantitative descriptions in a summarized format such 
as tables, histograms, pie charts. Demographic 
statistics will show the characteristics of the 
respondents. Although it is commonly used to 
identify the proportions of males and females 
responded to the questionnaires, it alsohelprelease the 
proportions of respondents, based on other 
demographic information (ex. age, marital status, and 
income). 
Furthermore, descriptive statistics are used to 
describe the basic features of the data in this study. It 
provides simple summaries about the sample and the 
measures. The standard deviation is a measure used 
to quantify the amount of variation or dispersion of a 
set of data values. A standard deviation close to 0 
indicates that the data points tend to be very close to 
the mean (also called the expected value) of the set, 
while a high standard deviation suggest that the data 
points are spread out over a wider range of values. 
Next, the reliability of the variables will be checked. 
Reliability is an assessment of the degree of 
consistency between multiple measurements of a 
variable. A more commonly used measure of 
reliability is internal consistency, which implies the 
consistency among the variables in a summated scale. 
The rationale for internal consistency is that the 
individual items or indicators of the scale should all 
be measuring the same construct and thus be highly 
inter-correlated. There is a series of diagnostic 
measures to assess internal consistency. 
The first measure relates to separate item, including 
the item-to-total correlation (also called correlation 
with total) which is the correlation of the variable to 
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the corresponding summated scale score. The rule of 
thumb suggests that the correlation with total exceed 
0.5 and the internal item correlations exceed 0.3. 
The second type of diagnostic measure is the 
reliability coefficient, which assesses the consistency 
of the entire scale, with Cronbach’s Alpha being the 
most widely used measure. Cronbach’s Alpha 
coefficient which was developed by Lee Joseph 
Cronbach, was a measure of consistency for variables 
within each factor. The following table shows the 
degree of reliability according to the coefficient, α: 
 

Table 1: Levels of Reliability 
Cronbach’s α Reliability 
α ≥ 0.9 
0.7 ≤ α < 0.9 
0.6 ≤ α < 0.7 
0.5 ≤ α < 0.6 
α < 0.5 

Excellent 
Good 
Acceptable 
Poor 
Unacceptable 

 
Note that: If the value of the Cronbach’s α is high 
enough and deleting the item with a low correlation 
can’t improve the Cronbach’s α, it is not necessary to 
delete any item. 
 
After that, a correlation analysis using Pearson’s 
correlation coefficient will be conducted. Pearson’s 
correlation coefficient is widely used in the science as 
a measure of the degree of linear dependence between 
two variables. It was developed by Karl Pearson from 
a related idea introduced by Francis Galton in the 
1880s. The Pearson correlation coefficient values are 
given between +1 to -1, where 1 is total positive 
correlation, 0 is linear correlation, and −1 is total 
negative correlation. This table below will determine 
the strength of correlation based on the value of the 
coefficient (r): 
 

Table 1: Strength of Correlation 
Value of the 
Correlation Coefficient 
(r) 

Strength of Correlation 

[0.8, 1] 
[0.6, 0.8) 
[0.4, 0.6) 
[0.2, 0.4) 
[0, 0.2) 

Very Strong 
Strong 
Moderate 
Weak 
Very Weak 

Then, regression analysis will come up. Regression 
analysis is a statistical tool for the investigation of 
relationships between a single dependent variable and 
one independent variable (simple linear regression) or 
several independent variables (multiple regression). 
The objective of regression analysis is to use the 
independent variables with known values, to predict 
the dependent value selected by the researcher. The 
equation below describes the multiple linear 
regression of this research, given N = 167 
observations: 
 
Y=β0+β1 X1+β2 X2+β3 X3+β4 X4+β5 X5+β6 X6+ε 

Y: Customer Satisfaction in Platinum cinema 
β0: Constant    ε: The model deviations 
β1: Coefficient of Reliability             X1: Reliability 
β2: Coefficient of Assurance             X2: Assurance 
β3: Coefficient of Tangibles              X3: Tangibles 
β4: Coefficient of Empathy               X4: Empathy  
β5: Coefficient of Responsiveness    X5: Responsive 
β6: Coefficient of Price                     X6: Price 
In this research, both simple linear regression and 
multiple regression are used.  
To conclude, the one-way analysis of variance 
(ANOVA) was proceeded in order to analyze the 
differences between group means and their associated 
procedures. Thus, one-way ANOVA was used to 
examine whether any difference regarding customer 
satisfaction between 4 Platinum cinemas in Ha Noi 
city.Besides, it is also used to examine whether there 
is a difference in the level of customer satisfaction 
between different groups of general information, such 
as gender, age, marital status, and monthly income. 
 
III. RESULTS AND DISCUSSION 
 
3.1. Demographic Statistics of the Respondents 
The result shows that out of 167 respondents who fill 
in questionnaire, 85 (50.9%) were male and 82 
(49.1%) were female. This is very close to a 50:50 
distribution. Also, there is a slightly difference in 
gender which has more male (85) than female (82). 
As for the age, in 167 respondents, 24 (14.4%) were 
under 20 years old, 116 (69.5%) were from 20 to 40, 
20 (12%) were in 41-60 and only 7 (4.2%) were over 
60 years old. As we can see, most of the respondents 
were from 20 to 40 years old which accounts for 
69.5% (116). People, who are under 20 years old and 
from 41 to 60, are almost equal. Meanwhile, there are 
only seven peoplewhose ages are older than 60. 
In terms of Marital Status, 67 (40.1%) were single, 41 
(24.6%) were in a relationship and 59 (35.3%) were 
married. In general, people, who are single, are the 
most respondents. People, who are married, are a 
little bit less than single. Besides, the smallest groups 
of respondents were in a relationship. 30 (18%) 
respondents receive a monthly income below 3 
million VND, 25 (15%) get a monthly income from 3 
million to 4.9 million VND, 40 (24%) persons have 
monthly income between 5 million and 6.9 million 
VND, 39 (23.4%) respondents replied that they have 
monthly income from 7 million to 9.9 million VND 
and 33 (19.8%) respondents answered they get above 
10 million VND for monthly income. In summary, 
there only have a small difference between groups. 
The largest is “5 million to 6.9 million VND” group 
which account for 24% (40) and the smallest is “3 
million to 4.9 million VND” group which account for 
15% (25). 
 
3.2. Descriptive Statistics of Questionnaire 
Descriptive statistics are used to describe the basic 
features of the data in this study. It provides simple 
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summaries about the sample and the measures. The 
standard deviation is a measure that is used to 
quantify the amount of variation or dispersion of a set 
of data values. This paper used a 5-point Likert scale, 
from Strongly Agree (5), Agree (4), Neutral (3), and 
Disagree (2), to Strongly Disagree (1). If the Mean of 
a specific statement is close to 4, it indicates that for 
this statement, on average, the respondents agree with 
the statement. 
 
Result shows that on average, the respondents agreed 
when Platinum promises to do something by a certain 
time, it does so (M = 3.88). They also agreed when 
they have a problem, Platinum shows a sincere 
interest on solving it (M = 3.89). However, 
respondents were quite neutral that Platinum 
performs the service right the first time (M = 3.85) 
and Platinum provides its services at the time it 
promises to do so (M = 3.81). Finally, respondents 
said that they agreed with Platinum insists on error-
free records (M = 4.05). 
 
About Assurance, respondents agreed that they feel 
safe in their transactions with Platinum (M = 3.96) 
and Employees of Platinum have the knowledge to 
answer their question (M = 3.90). Besides, they 
toward neutral with the behavior of employees of 
Platinum instills confidence in customers (M = 3.84) 
and Employees of Platinum are consistently 
courteous with you (M = 3.85). 
In terms of Tangibles, respondents agreed about 
Platinum has modern-looking equipment (M = 4.12) 
and Platinum’s employees are neat-appearing (M = 
4.10). Otherwise, they were neutral with Platinum’s 
physical facilities are visually appealing (M = 3.80) 
and Materials associated with the service (such as 
pamphlets or statements) are visually appealing at 
Platinum (M = 3.86). 
For Empathy, they totally were neutral about all of 
the items. In detail, they are neutral with Platinum 
gives them individual attention (M = 3.63), Platinum 
has operating hours convenient to all its customers 
(M = 3.68), and Platinum has employees who give 
them personal attention (M = 3.57), either Platinum 
has their best interest at heart (M = 3.47) or 
Employees of Platinum understand their specific 
needs (M = 3.49). 
Referring to Responsiveness, respondents agreed that 
Employees of Platinum tell them exactly when 
services will be performed (M = 4.03), Employees of 
Platinum give you prompt service (M = 3.92), and 
Employees of Platinum are always willing to help 
them. (M = 3.93). In the other hand, respondents 
seem that they didn’t know either employees of 
Platinum are too busy to respond to their requests or 
not (M = 3.79). 
Relating to Price, respondents tend to agree with the 
price at Platinum is reasonable (M = 3.89) and they 
express a neutral feeling with the price charged by 
Platinum is appropriate (M = 3.80). 

Concerning to Customer Satisfaction, respondents 
agreed that Overall, they satisfied with Platinum (M = 
3.98) and Overall feeling they get from Platinum puts 
them in a good mood (M = 3.92). But, they didn’t 
know whether they really enjoyed themselves at 
Platinum (M = 3.74). 
 
3.3. Reliability Analysis 
Reliability is an assessment of the degree of 
consistency between multiple measurements of a 
variable. A more commonly used measure of 
reliability is internal consistency, which applies to the 
consistency among the variables in a summated scale. 
To mention about Reliability, the Cronbach’s α is 
0.885, which represents a good reliability. All of the 
“Corrected Item-Total Correlation” items exceed 0.5. 
Thus, do not need to delete any items. 
For Assurance, the Cronbach’s α is 0.796, which 
means a good reliability. Plus, all of the “Corrected 
Item-Total Correlation” items exceed 0.5. So, do not 
need to delete any items. 
In Tangibles, it has a good reliability because the 
Cronbach’s alpha is 0.832. Also, none of the 
“Correlation with Total” items (Corrected Item-Total 
Correlation) is less than 0.5. Hence, there is no item 
to delete. 
About Empathy, the Cronbach’s Alpha is 0.809 
which shows a good reliability. Do not need to delete 
any items because all “Corrected Item-Total 
Correlation” items are larger than 0.5. 
Referring to Responsiveness, the Cronbach’s Alpha is 
0.749 which describes a good reliability. All of the 
items have the Corrected Item-Total Correlation 
larger than 0.5 except “Res2” item (Employees of 
Platinum give you prompt service) which is 0.494. 
However, deleting this item will not improve the 
Cronbach’s alpha (0.703). Thus, do not need to delete 
any items. 
To relate to Price, the Cronbach’s alpha of this 
variable is 0.748 which has a good reliability. 
Besides, there only have 2 items in this variable, so, 
cannot delete any items further. 
Finally, the Cronbach’s alpha of Customer 
Satisfaction variable is 0.865 which reaches good 
reliability. No items have the “Corrected Item-Total 
Correlation” less than 0.5, wherefore, no items need 
to delete. 
To conclude, after checking reliability, all of the 
variables showed a good reliability namely Reliability 
(α = 0.885), Assurance (α = 0.796), Tangibles (α = 
0.832), Empathy (α = 0.809), Responsiveness (α = 
0.749), Price (α = 0.748), Customer Satisfaction (α = 
0.865). No items to be deleted. 
 
3.4. Correlation Analysis 
Pearson’s correlation coefficient is widely used in the 
sciences as a measure of the degree of linear 
dependence between two variables. In this section, a 
bivariate correlation test through SPSS software will 
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be conducted to determine either there is a linear 
relationship between two variables or not. 
After conducting the analysis, all of the Pearson 
coefficients are significant as p-values < 0.01. 
Responsiveness and Customer Satisfaction has the 
strongest and positive relationship (r = 0.720). 
Meanwhile, Reliability and Customer Satisfaction has 
the weakest and positive relationship (r = 0.511). 
 
3.5. Simple Linear Regression 
In the previous part, there already had a relationship 
between dependent variable (Customer Satisfaction) 
and independent variables (Reliability, Assurance, 
Tangibles, Empathy, Responsiveness, and Price). 
However, to prove that it is a causal relationship, 
simple linear regression will be conducted. Also, this 
study will aim to determine either Customer 
Satisfaction can be explained by Reliability, 
Assurance, Tangibles, Empathy, Responsiveness, and 
Price or not. 
 
In the end, it was found that all six hypotheses were 
supported. Reliability, Assurance, Tangibles, 
Empathy, Responsiveness, and Price has a significant 

and positive influence on Customer Satisfaction in 
Platinum cinema in Ha Noi city. 
 
3.6. Multiple Regression 
Multiple Regression analysis is a statistical tool for 
the investigation of relationships between a single 
dependent variable and several independent variables. 
The objective of this analysis is to use the 
independent variable whose value is known to predict 
the dependent value selected by the researcher. 
Base on the following tables, Assurance (p < 0.01), 
Tangibles (p < 0.01), Empathy (p = 0.001 < 0.01), 
Price (p < 0.001) affect to Customer Satisfaction in 
Platinum cinema in Ha Noi city. Nonetheless, 
Reliability (p = 0.1 > 0.01) and Responsiveness (p = 
0.016 > 0.01) cannot affect to Customer Satisfaction. 
Thus, the multiple regression equation of Customer 
Satisfaction is: 
CustomerSatisfaction=-

0.474+0.286×Assurance+0.291×Tangibles+0.20
1×Empathy+0.216×Price+ε 

At last, Tangibles (β = 0.264) has the strongest 
impact on Customer Satisfaction and Empathy (β = 
0.192) has the lowest impact on Customer 
Satisfaction. 

 
Table 3: Model Summaryfor Multiple Regression 

Model R R2 Adjusted R2 Std. Error 
6 .831f .690 .678 .40897 
Predictors: (Constant), Avg_Re, Avg_A, Avg_T, Avg_E, Avg_Res, Avg_P 

Table 4:Coefficients for Multiple Regression 
Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 
(Constant) -.474 .239  -1.984 .049 
Avg Re -.104 .063 -.109 -1.655 .100 
Avg A .286 .079 .250 3.636 .000 
Avg T .291 .073 .264 4.008 .000 
Avg E .201 .060 .192 3.326 .001 
Avg Res .240 .098 .193 2.446 .016 
Avg P .216 .056 .243 3.851 .000 
a. Dependent Variable: Avg_C 
 
3.7. One way ANOVA Analysis 
This part will aim to answer these questions:  
• Is there a difference in the level of customer 

satisfaction between different Platinum cinemas 
located in Ha Noi? 

• Is there a difference in the level of customer 
satisfaction between different groups of general 
information such as gender, age, marital status, 
monthly income? 

 
To do it, One Way ANOVA analysis will be 
conducted through SPSS software. 
Firstly, gender will be checked if there is a difference 
between male and female in the level of customer 
satisfaction in Platinum cinemas located in Ha 
Noi.There is no difference between male and female  
 

 
in the level of customer satisfaction in Platinum 
cinemas located in Ha Noi 
Secondly, age will be tested whether there is a 
difference between groups of age in the level of 
customer satisfaction in Platinum cinemas located in 
Ha Noi.There is no difference between groups of age 
in the level of customer satisfaction in Platinum 
cinemas located in Ha Noi. 
Thirdly, the answer for “Is there a difference between 
groups of Marital Status in the level of Customer 
Satisfaction in Platinum cinemas located in Ha Noi?” 
will be found out.There is a difference between 
groups of marital status in the level of customer 
satisfaction in Platinum cinemas located in Ha Noi. 
Fourthly, monthly income will be checked either 
there is a difference between groups of monthly 
income in the level of customer satisfaction in 
Platinum cinemas located in Ha Noi or not.There is a 
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difference between groups of monthly income in the 
level of customer satisfaction in Platinum cinemas 
located in Ha Noi. 
Lastly, Most visited Platinum cinema will be check 
neither there is a difference between 4 Platinum 
cinema in Ha Noi in the level of customer satisfaction 
or not.There is a difference between 4 Platinum 
cinemas in Ha Noi in the level of customer 
satisfaction. 
In summary, people who usually go to Royal City 
center felt most satisfied with the service of Platinum 
cinema. 
In contrast, people who usually go to Time City 
center, The Garden center, and Long Bien center felt 
less satisfied with the service of Platinum cinema 
than people who usually go to Royal City center. 
 
CONCLUSIONS 
 
This study explored the impacts of the components of 
service quality, which is reliability, assurance, 
tangibles, empathy, responsiveness and price, on the 
customer satisfaction in Platinum cinema located in 
Ha Noi city. All of them have the positive and 
significant relationship with customer satisfaction, 
which means while the level of reliability, assurance, 
tangibles, empathy, responsiveness, and price 
increase, the level of customer satisfaction would also 
increase. Moreover, the factor of responsiveness 
possessedthe strongest impact on customer 
satisfaction. On the other hand, reliability factor has 
the weakest impact on customer satisfaction. Indeed, 
responsiveness is actually the most important factor 
in Vietnam, and the brand image of company was 
always judged through the way the employees serve. 
The attitude of employees directly affected to 
customer’s feeling and it would lead to the influences 
tend to company performance and customer loyalty. 
Moreover, it was also found there is no difference 
between groups of gender, age towards customer 
satisfaction. However, there is a difference between 
groups of marital status, monthly income, and 4 
Platinum cinemas in Ha Noi in the level of customer 
satisfaction. Indeed, married people felt more 
satisfied than people who are in a relationship and 
single. People who have monthly income below 3 
million VND, are the least satisfied when they came 
to Platinum cinema in Ha Noi city. In addition, the 
favorite cinema among 4 Platinum cinemas in Ha Noi 
city was Royal city which made customers felt most 
satisfied. Comparing with the reality in Ha Noi, for 
those residents with the monthly income below 3 
million VND – a low level income in Ha Noi, the 
price of Platinum was not an appropriate price. 
Furthermore, married people in Ha Noi usually chose 
movie theaters as the entertainment place for kids or 
family members. They did not pay too much attention 
to service quality and just focused on how kids felt. 
Also, Royal city is one of the most famous places in 
Ha Noi. It contained a lot of modern buildings and 

located in the center of city. Thus, it became more 
attractive in customer’s eyes because of the 
convenience in transportation and its famousness. 
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