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ABSTRACT @

his study aims at examining the influences of custonler acspunting on firm performance of

hotel businesses in Thailand. To investigate the re ps, 183 hotel businesses in Thailand

are the samples of the study. In this study, profitability analysis and customer

asset management have significant influences oM cygsomer relationship and firm performance,
but customer lifetime value has no relationships. \\lso,ssociations among customer relationship,
customer response, customer satisfaction, custo@%oceptance, and firm performance are strongly
important in the study. This study enables firms’ executives to be aware of how to implement, apply
and utilize customer accounting for creatin custgrﬁer performance, initialing competitive advantage,

promoting profitability, and increasing stalbi rvival and sustainability in the highly and rigorously

competitive markets and environment the valuable allocation of their resources, assets and

strategies to customer accounting. Likewise, this study empirically confirms that both customer profitability
analysis and customer asset man are the key dimensions of customer accounting, which is
consistent with the existing (ftarature and explicitly contributes to theoretical aspect and adds more

benefits to the literature.

Keywords: Customer AccoCustomer Relationship, Customer Response, Customer Satisfaction,

Customer A ce, Firm Performance
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1. INTRODUCTION

In increasingly competitive environments, firms have attempted to search for effectiveg@
Vit

and apply them into their business operations and activities in order to successfully deal he
environments and excellently survive and sustain. Thus, valuable and reasonable strategies fg [ pUrsumsg

sustainable competitive advantage and achieving best performance are needed. These

environments. Also, strategic management accounting is the provision

and information about a business and its competitors’ costs and cost Stru

Yle
accounting explicitly encourages firms to gain superior business perfor

accounting contains several useful methods and approaches, olily omer accounting is empirically

investigated in this study. Customer accounting represen ‘

accounting subset of strategic management accounting. %
maces

approaches by integrating the marketing-accounting inte a changed business landscape (Kraus,

Hakansson, and Lind, 2015). Thus, customer accounting\pla significant role in assuming more strategic

orientation and driving firms’ performance. @

Customer accounting is defined as the procgss of identifying, measuring, communicating, and
reporting economic information as profit, arfdl present value of earnings relating to a customer
or customer group (Guilding and Mcl\/\an@). It consists of individual customer profit analysis,
customer segment profit analysis, lifegme ~Rustomer profit analysis, and valuations of customers as
assets. It provides financial data a ation to support the critical relationship between customers
and profitability. In the hotel busifesses, customer accounting plays an important strategic tool in
determining firm performance qecially marketing performance (McManus, 2013). Accordingly, firms

with more successful custome ounting implementation tend to achieve greater firm performance.

Likewise, customer accoulitj ocuses on the financial measurement relating to customers and their

characteristics and b Inglis, 2008). It presents the costing of product attributes that create
value for customx orovide information for objectively making decisions considering a firm’s
competitiveness@r fit position. Thus, firms have paid an attention on how they spend their
investments to\tarssted customers. Moreover, customer accounting explicitly leads to sustainable
competitive_at\@riage and superior financial returns via more efficient use of resources and increased

value fo tomers (Holm, Kumar, and Plenborg, 2016). Firms are likely to implement customer

ac i order to gain their great performance. Here, customer accounting consists of three
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dimensions, including customer profitability analysis, customer lifetime value and customer asse
management (Cadez and Guilding, 2008). These dimensions are main constructs of customer nt‘

in explaining firm performance. Then, customer accounting is a valuable source of sustainable c¢

titi
advantage that explicitly generates superior financial performance. Hence, the relationships @
customer accounting and firm performance are investigated in this study.

Interestingly, this study aims at examining the effects of customer accounting on ’. persri@hace
of hotel businesses in Thailand through customer relationship, customer response, c me(Catisfaction,

and customer acceptance as mediating of the study. Customer accounting includes dustomer profitability

seo

customer accounting is related to firm performance. The specific resea
7 (2

customer accounting affect customer relationship and firm performa

2, question is how

are: (1) How does

How does customer

relationship lead to customer response, customer satisfaction and cusggmer apeeptance? (3) How does
customer response influence customer satisfaction, customer acce And firm performance? (4)
How does customer satisfaction impact firm performance? an does customer acceptance

enhance firm performance? The remainder of this study «presents literature reviews, hypotheses
( %

q

development, research methods, results and discussions o dy, and contributions, suggestions

for future research, and conclusion of the study. %

2. CUSTOMER ACCOUNTING@%) HYPOTHESES
DEVELOPMENT .

Customer accounting has become lualzte approach of strategic performance measurement
that enhances firms to achieve sustainedicompetitive advantage and gain superior organizational
performance. In this study, dynamic C@%N/ theory is applied to explain the relationships between
customer accounting its consequecording to Teece, Pisano and Shuen (1997)’s a study, theory
of dynamic capability focuses on arRimportant source of firms’ competitive advantage and performance

ities create, adapt, combine, integrate, and reconfigure skills, resources

and abilities to renew compe to achieve congruence with changing environments. Here, customer
accounting as one source s’ capabilities is valuable, rare, non-imitate, and non-substitute. It is
a main determinant of X ustomer relationship, customer response, customer satisfaction, customer
acceptance, and fir ance. Thus, this study attempts to empirically investigate the aforementioned
research relation the research model, customer accounting includes customer profitability
analysis, custo %me value and customer asset management, and its consequences consist of

customer rel hip, customer response, customer satisfaction, customer acceptance, and firm

Wure 1 shows the conceptual model of the customer accounting-firm performance
s follows.

= 5
® 5
a0 s
=
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o
3
‘
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Figure 1: The Relationship Model between Customer AccountiC

Customer Profitability Analysis @

As mentioned earlier, customer profitability analysis is a ke nent of customer accounting

(Tanima and Bates, 2015) and it is defined as the allocation of re¥enueszand costs to customer segments
AnTR3
(Raaij, Vernooij, and Triest, 2003). Firms implement the cysssmaOprofitability analysis in order to cover
opportunities for targeted cost management and pro tvement programs, provide a basis for
well-informed pricing decisions, bonus plans and discék; customers, and open up possibilities for
segmentation and target strategies based on Co@ profitability. Moreover, customer profitability

analysis requires resource allocation decisions in the benefits and the costs of customer acquisition,
customer retention and customer interaction einartz,QThomas, and Kumar, 2005). It provides information
(%om?

or individual customers which the profitability of those seg nd/or customers can be calculated

Q
about the profitability of an individual c or a group of customers that contributes to firms’
financial performance. It is considerem

Accordingly, customer profitability abecomes a main strategic tool in helping firms build customer
| e

and nurture profitable relationships with customers.

relationship and gain sustainable iveness and good performance.

Generally, firms need 2 ve a large group of long-term customers because those customers

are more willing to pay pre srices for the costs and risks of switching and accept new products

through cross-selling (Mat, ;

, and Dawar, 2012). Firms can generate long-term relationships with
customers. Thus, cus proﬁtability analysis enhances firms to create their long-term customers.
Also, customer prcN analysis is a technique which assesses the profit yield from market segments
by primarily pro@anagement with information that enhances long-term yield decisions (Noone
and Griffin, 199 xamines revenues, costs and profit by individual customer or customer group. It
promotes lonoxerrh customer-related decisions and creates the greatest returns. Moreover, customer

<

profitabi alysis includes the development of reliable customer revenue and customer cost figures,

n of future downstream costs of customers, the incorporation of multiple periods into
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the analysis, and the recognition of different drivers of customer costs (Jacobs, Johnston, and Kotchetov.
2001). It helps firms pinpoint the contribution of each customer to overall profitability. Hence;ﬁo

profitability analysis is likely to affect firms’ more customer relationship and superior firm perory/fan

Therefore, the research hypotheses are as follows: %
Hla: The greater the customer profitability analysis is, the more likely firms will {C e more

customer relationship. % (O
Hlb: The greater the customer profitability analysis is, the more likely ﬁrmm: leve better

firm performance. @%

Customer Lifetime Value

Customer lifetime value represents a potential method that enfmaces pyms to gain and increase

long-term performance, success, survival, and sustainability and it is zdnt dimension of customer
accounting. It is a metric for selecting customers and designing etit’g) programs and is the present
amsacting with the customers (Haenlein,

Kaplan, and Schoder, 2006). Thus, firms with customer lifetin{e\@

value of the future profit stream expected over a lifetime ofqtr

s implementation attempts to serve
customers as intangible long-term assets by providing us egies in order to deal with customer
relationship and receive best performance. Similarly torr lifetime value is defined as the net
present value of all profits derived from the customﬂeze and Bonfrer, 2009). It is constructed
using customer retention rate, revenue per customg@r, grgys margin per transaction or period, remarketing
costs, hurdle rate, and discount rate of money. Accgrdingly, customer acquisition, customer selection,

campaign management, customer retentio forte, cross-selling efforts, and resource allocation are

applied to use customer lifetime value’s
Also, customer lifetime value refers t(thNa ue of a customer relationship over the course of the
relationship lifetime (Ryals, 2008). I:@otal lifetime value of a firm’s customer base. Then, customer

lifetime value is important to predwret the firm’s long-term performance.

urement facing with the highly competitive environments.

Customer lifetime va @ ans the net present value of the future cash flows attributing to
the customer relationship e lifetime of the relationship (Andon and Baxter, 2011). It involves

estimating the revenues an(( gpsts over a life-cycle of a customer relationship. It outstanding plays a
critical role in ide tify most profitable customers to the firm. Successful customer lifetime value
implementation Nositive impact on a great customer relationship and a superior business
performance. Fi with customer lifetime value are likely to create customer relationship efficiently
and build thei formance effectively. Hence, customer lifetime value is attempted to force a customer
level metrigsiaNorder to focus on target profitable customers and optimize marketing resources. It is

conside the best metric to manage profitability from lifetime customers through customer
ip in the long run. Accordingly, customer lifetime value positively affects firms’ building

01sa1sUSHIsssNY



UA 40 a0uA 154 1WBI8U - TNUIEU 2560

customer relationship and influences their increased performance in the competitive markets an
environments. Therefore, the research hypotheses are as follows: W

H2a: The greater the customer lifetime value is, the more likely firms will achieve more cu@

relationship. %

H2b: The greater the customer lifetime value is, the more likely firms will achie rm

performance. %
Customer Asset Management @%
Customer asset management is the third dimension of custom| and it refers to a
shi

comprehensive approach that is concerned with managing customer relati

Q as assets in order to
maximize customer equity through the value sum of a firm’s current ggsl poténtial customers (Persson,
2011). It emphasizes the creation of a comprehensive dynamic cutabase, the segmentation
of the customer base into homogeneous groups, the forecasting c er@alue for the various segments,
cm base (Berger et al., 2002). With

s long-term profit and shareholder

and the allocation of resources to maximize the value of the

potentially managing customer assets, firms can explicitly ((e
value and continuously increase market share and pr ¥ Thus, customer asset management
becomes a key driver of determining customer relati ip &4d firm performance. Likewise, customer
asset management is defined as the value and riskmions of the managing customer activities
(Senn, Thoma, and Yip, 2013). It focuses on an &bilitygpf firms to coordinate value creation and risk
management activities relating to customers Firms neoed to provide complementary resources as know-
how and financial means and governin chagism as engagement, performance indicators and

accountabilities to support those activitie&

In the existing literature, cust@re important intangible assets of a firm that should be
valued and managed (Gupta and ((do/fedn, 2003). Treating customers as assets potentially generates

future profits through investmeat and business actions in the competitive markets. For business activities

with customer accounting, fir actively manage their customer base by protecting and nurturing
profitable customers and z

ultimately out of an oron (Sherrell and Collier, 2008). Firms attempt to identify individual

capitalized custoof the expected future net cash flows that accrue to them from those
u

taking care of unprofitable customers by creating profitability or

customers. Then, er accounting explicitly focuses on relationship-building efforts on the most

valuable custo 0, customer accounting refers to the present value of the expected revenues

less the cost a particular customer (Nenonen and Storbacka, 2016). It deals with increasing revenue
from custo decreasing customer-related costs, optimizing asset utilization, and reducing customer-

related @hus, customer accounting is important to positively support firms’ customer relationship

ar nance. Therefore, the research hypotheses are as follows:

ANUzWICUBEANEMSIa:NISUNYE UK1ONY1AussSSUANEans 43
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H3a: The greater the customer asset management is, the more likely firms will achieve morfE

customer relationship. W

H3b. The greater the customer asset management is, the more likely firms will achieveliletter

firm performance. %
Customer Relationship %;@%

Customer relationship is an important outcome of customer accounting via (@Nr profitability

analysis, customer lifetime value and customer asset management. It is a co@khination of business

processes that allows firms to better understand different aspects o
shi

s maximize the value

acceptance. Likewise,

implies continually learning about the customers. More customer relatid

customer relationship plays a significant role in creating value for
an increase in customer understanding that links to the basis for ct4toer portfolio-based managerial

actions on the strategic performance of customers and adjustif(g tha.service accordingly (Salojarvi et

al., 2015). Firms with great customer relationship can provig stainable competitive advantage and

increase customer-based profit performance. To compete_tive\yalatile markets, customer relationship
enables firms to create competitive opportunities, streng eir competitive advantage and enhance
customer satisfaction. They tend to have more min@Nues and orientation toward the exchange

relationship before and after the sale. Lastly, cr relationship is the process for achieving a

continuing dialogue with customers across all availabletouch points to offer them customer treatment
based on their expected response and provide the cofitribution from each customer to overall maximized
performance (Chahal and Kumari, 2011). I@?continuous adjustments to the service offerings to

usiycustomer relationship is positively related to customer

meet the changing needs of customerg{-x
response, customer satisfaction and_customer acceptance. Therefore, the research hypotheses are as

follows: @

Hda: The greater the c@wr relationship is, the more likely firms will achieve more customer

response.

Hdb: The greater omer relationship is, the more likely firms will achieve more customer

satisfaction.

Hdc: The@\(he customer relationship is, the more likely firms will achieve more customer

acceptance@

44 01SASUSKISSSNY
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Customer Response
Potentially respond to customer needs becomes a main goal of firms’ doing busing z

i
rigorous environments. Customer response is the antecedent of determining and 'ncreas'n%
performance. It is a firm’s competence in serving and fulfilling customer needs through e fand

D

quick actions (Jayachandran, Hewett, and Kaufman, 2004). It is a key influence on firms’ (bgmarmance.

Firms have attempted to importantly respond to customer needs for the long-term v
their competitive advantage. Also, customer response is the ability of firms to satisfiz thei©Grustomers’

needs (Yeoh et al., 2014). Firms with customer response capability can achiebe move loyal and

sustainable customer base and improve their profitability and performanc tomer response
expertise and speed. Moreover, customer response refers to the exte ol rms’ responses to

customer needs are rapid and expert (Chiang, Chen, and Wu, 2015). It is iacréagogly critical for created

market opportunities and sustained success. Thus, the strength and a

responses encourage firms to gain customer satisfaction and custon%
performance, survival and sustainability better in the rapidly char& ess environments. Therefore,

of quick and potential

ductivity and promote firms’

the research hypotheses are as follows.

H5a: The greater the customer response is, the firms will achieve more customer

satisfaction.

H5b: The greater the customer response is, tHe more likely firms will achieve more customer

acceptance. @

H5c: The greater the customer response i§ the more likely firms will achieve better firm

performance.

Customer Satisfaction (\

Significantly, customer satis@nhas a positive influence on firm performance and it is defined
as an experience-based assessxent made by the customers with their own expectations about
characteristics of the overall @nalty of fulfilled product purchase and services (Calvo-Porral and
Levy-Mangin, 2015). It ca lemented to evaluate their overall purchase experiences and predict
customers’ post-purch Qeraviors. More customer satisfaction tends to affect firms’ achieving greater
performance in th ive markets. Also, customer satisfaction is a comparison between customers’

expectations of or services and their perceptions of those products’ or services’ performance
(Haumann et al§ %The lowest gap of the comparison can build more satisfactions of the customers.
Hence, ﬁrm@to work very hard, efficiently and effectively in order to create their customers’
satisfactigr= ain superior performance. Besides, customer satisfaction is an evaluation based on a
corpe 'tvveen customers’ experiences and their initial expectations (Xu and Li, 2016). It plays

ant role in enhancing customers’ demands and improving firms’ performance and profitability.

ANUzWICUBEANEMSIa:NISUNYE UK1ONYI1AuSSSUANEnsS 45
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It becomes a business philosophy that highlichts the importance of creating value for customer

anticipating and managing their expectations and demonstrating the ability and responsibitityéﬁati
t

their needs (Radojevic, Stanisic, and Stanic, 2015). Thus, customer satisfaction is positively C
with firm performance. Therefore, the research hypothesis is as follows. %

H6: The greater the customer satisfaction is, the more likely firms will achievs ter firm

performance. % (O

Customer Acceptance

&

The last consequence of customer relationship, customer accee igh\ificant to drive and
Arké

- environments. More

er participation, customer

determine firms’ performance and success in the highly competitive

customer acceptance is likely to encourage firms to have greater custo

credibility and customer loyalty. Then, customer acceptance is a prite~defgrminant of financial and

non-financial performance in the competitive markets. Furthermor&y/t3=2 acceptance of customers in
business operations, actions and activities enhances firms to s@ survive and sustain. Customer

acceptance is a key factor in driving firms’ performance ansents the strength of a customer’s

intention to perform a specified behavior through com engagement and association toward

includes perceived usefulness, perceived

ease of use, trust, and intention to use relating to films™jaroducts and services in the markets. Firms

with greater customer acceptance tend to proore competitive advantage, enhance better
performance and profitability and support outstanditi¢é survival and sustainability. Thus, customer

products and services of firms (Sultan, Rohm, and Gao, 20

acceptance has a positive influence on firm perfofmance in the turbulent business situations and

circumstances. Therefore, the research hy/fothe <|>s as follows.

H7: The greater the custome@&tance is, the more likely firms will achieve better firm

performance. /@\

3. RESEARCH MD
Data Collection @

Data coll tio conducted in Thailand. Hotel businesses in Thailand were selected as

samples of the s cause these businesses have grown very fast and they play significant roles

in driving the ¢ h of economy in Thailand. Then, the well understanding of their customers is likely

to become a success factor of business operations in the competitive markets and environments.

plemented a questionnaire survey as the research tool. The questionnaire surveys

Also, this \
via maildures were sent to 995 hotel businesses in Thailand by using accounting executives as

t formants. In a mailing process, 93 surveys were undeliverable because some listed firms had

01sa1sUSHIsssNY
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moved to unknown locations. Deducting the undeliverable mailing, the valid mailing was 902 survey

from which 197 responses were received. Of the surveys completed and returned, there are 1 sa
questionnaires that are empirically utilized to measure validation of the research tool and ﬁa@
data for the research results. The effective response rate was approximately 20.29% which is d
acceptable for the response rate for a mail survey because it is greater than 20% (Aaker,.4uma(Ornd

Day, 2001).

(O
To examine potential and non-response bias and detect and consider possihle” pr@)lems with

non-response errors, there are two different procedures namely comparison of ssmpleSstatistics and

known values of the population, such as firm age, firm size and firm capital, mparison of the
first, the second and the third wave data as recommended by Armstrong/a#idsSvertcn) (1977) to evaluate
the non-response-bias. Here, neither procedure explicitly showed signific ences.
Measures % ;

All constructs were measured using a 5-point Likert scalm’trongty disagree to 5 = strongly

D

agree), except firm age, firm size and firm capital. For testingttee research relationships in this study,

item scales of customer profitability analysis, customer \wavalue, customer asset management,
customer relationship, customer response, customer S§tisfaction, customer acceptance, and firm
performance are presented. Here, customer proﬁtabilimsis is the allocation of revenues and costs
to customer segments or individual customers vvhiroﬁtability of those segments and/or customers
can be calculated (Raaij, Vernooij, and Triest, 2003). Four-item scale was developed to assess how
firms provide the development of reliable customer €evenue and customer cost figures, the recognition
of future downstream costs of customersf/the gporation of multiple periods into the analysis, and
the recognition of different drivers of costs. Also, customer lifetime value is the net present
value of the future cash flows attrimo the customer relationship over the lifetime of the

relationship (Andon and Baxter, 20 ~ir-item scale was introduced to evaluate how firms estimate

the revenues and costs ovex a life-cycle of a customer relationship. Moreover, customer asset

equity through the value gaxq I a firm’s current and potential customers (Persson, 2011). Four-item
scale was established to how firms identify the creation of a comprehensive dynamic customer

database, the segmen

management is concerned wit 3ging customer relationships as assets in order to maximize customer

of the customer base into homogeneous groups, the forecasting customer

©,

value for the various ments, and the allocation of resources to maximize the value of the customer

base.

For t sequences of customer accounting, customer relationship is firstly the process for

achievinn uing dialogue with customers across all available touch points to offer them customer

trea sed on their expected response and provide the contribution from each customer to

ANUzWICUBEANEMSIA:NISUNYE UKI1DNYI1AUSSSUAENS 47
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overall maximized performance (Chahal and Kumari, 2011). Four-item scale was initialed to gauge how

firms provide continuous adjustments to the service offerings to meet the changing needs of m!‘
t

Secondly, customer response is a firm’s competence in serving and fulfilling customer need ou

effective and quick actions (Jayachandran, Hewett, and Kaufman, 2004). Four-item scale was i d
p 1

to assess how firms respond to customer needs for the long-term sustainability of their 20
advantage. Thirdly, customer satisfaction is an experience-based assessment made by @

with their own expectations about characteristics of overall functions in fulfilling prod% r

services (Calvo-Porral and Levy-Mangin, 2015). Four-item scale was presented to iffvessicate how firms

evaluate their overall purchase experiences and predict customers’ post-purcha@@.behaviors. Fourthly,
customer acceptance is the strength of a customer’s intention to perf si&nifi\\d behavior through
S d

s (Sultan, Rohm, and

v=ived usefulness, perceived

commitment, engagement and association toward products and servi

Gao, 2009). Four-item scale was developed to examine how firms achieve pe
ease of use, trust, and intention to use firms’ products and seryi e markets. Lastly, firm
performance is the outcome of efficiently and effectively managing ﬁ
and actions. Four-item scale was introduced to assess how firms @Nreased sales and market shares,
goal achievements, organizational developments, and surv'vustainability.
To investigate the relationships between custonting and firm performance, control
e

variables in this study are tested, which include fir , size and firm capital as the control

rategies, operations, activities,

variables of the study. Firm age was measured by the number of years a firm has been in existence.
Next, firm size was measured by the number of es in a firm. Finally, firm capital was measured

by the amount of money a firm has invested in dogwg business.

Q@
Research Instrument Tests @

To verify a quality of the rese%l in this study, factor analysis, item-total correlation and

cronbach alpha are implemented , factor analysis was utilized to measure the underlying

of items and to determine whether they can be reduced to a smaller

1994). AUl factor loadings z=s jer than the 0.40 cut-off and are statistically significant. Secondly,
discriminant power was uevaluate the validity of the measurements by item-total correlation.

In the scale validtat correlation is greater than 0.30 (Churchill, 1979). Lastly, the reliability

relationships of a large numbe¢

set of factors. A higher rule-g ab, a cut-off value of 0.40, was adopted (Nunnally and Bernstein,

of the measurementswas assessed by Cronbach alpha coefficients. In the scale reliability, Cronbach
alpha coefficientélare greater than 0.70 (Nunnally and Bernstein, 1994). Hence, the scales of all measures
appear to preduds internally consistent results and these measures are deemed appropriate for further

analysis as in Table 1.

O
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To empirically examine the research relationships, the ordinary least squares (OLS) multip
regression analysis is conducted because all variables in this study were neither nominal

categorical data (Chan and Mak, 2012). The results of this study are presented in the next c@

Table 1: Results of Measure Validation
C Ea@k

Factor Item-Total
Iltems . .
Loadings Correlation Ipha
AN

Customer profitability analysis (CPA) 0.70-0.83 0.74—%\(\ 0.78
Customer lifetime value (CLV) 0.79-0.82 0.81
Customer asset management (CAM) 0.81-0.87 0.87
Customer relationship (CRS) 0.74-0.88 AN—OBY 0.81
Customer response (CRP) 0.79—0.8@%—0.86 0.85
Customer satisfaction (CSF) O.SZM 0.83-0.87 0.86
Customer acceptance CAP) 91 0.87-0.91 0.91

Firm performance (FPM) @W 0.82-0.85 0.86
Y

4. RESULTS AND DISCUSSIO o\

Table 2: Descriptive Stat|st|cs and Correlation Matrix

Variables CPA cLv pf\?ﬁs CRP CSF CAP FPM

Mean 4.34 4.19 : ’\ 4.33 4.15 4.17 4.01 4.03

d 0.48 0.57 @:\;‘\\) 0.49 0.54 0.56 0.63 0.59
S. . . . /‘\ . . . . .

ls TO§
CPA

A

cLv 0.66%** >
CAM 0.61%** U

CRS 0. 52*’1@; 0.60%**
CRP @ 0.42%** 0.57%** 0.59%**

CSF o N L i
CAP g W Q3T 04D 044 075 079
FPM MOF0.3%% 038 0.429%  0.62%  0.61%% 0,697
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Table 2 shows the descriptive statistics and correlation matrix for all variables. In this stud
the range of mean scores for all constructs is 4.01-4.48. Especially, the mean scores for all dipzgasi
of customer accounting, namely customer profitability analysis, customer lifetime value andéu

asset management are high, which are 4.34, 4.19 and 4.48 respectively. Accordingly, hotel
on

in Thailand explicitly recognize the importance of customer accounting. Also, a standard dey lue

—

of customer accounting through customer profitability analysis, customer lifetime value ay %&ner

asset management is equal to 0.48-0.57. In addition, customer relationship, customer re,

satisfaction, customer acceptance, and firm performance are main outcomes of c/isteaer accounting.

The mean scores of these outcomes are 4.33, 4.15, 4.17, 4.01, and 4.03 respectte their standard
SR

deviation values are 0.49-0.63. They present the high levels of custo a\ing’s consequences

QX

inyzach predict variable is

from hotel businesses in Thailand.

Interestingly, multicollinearity might occur when inter-correlata
more than 0.80, which is a high relationship (Hair et al., 2010). The ions ranging from 0.34 to
0.79 at the p<0.05 level, which means that the possible relationskias of®le variables in the conceptual
Fsmsed to provide information on

inflates standard errors. The VIFs

model could be tested. Likewise, variance inflation factors (

the extent to which non-orthogonality among independent ((3rass
range from 1.06 to 4.26, well below the cut-off value c

and Kutner (1985), means that the independent var

there are no substantial multicollinearity problems_eHNcountered in this study.

ecommended by Neter, Wasserman,

not correlated with each other. Thus,

Table 3: Results of OLS Mugtiple Regression Analysisa

Independent meopendent Variables

Variables CRS FPM f?ﬁ(\ CSF CAP CSF CAP FPM

CPA 0.22%** 0.19**

$
@ES;S\
(0.08) (0.10)

cLv

CAM 0.43%%* Q@z**
R\

CRS N 0.57%%  0.45%% 041

N&i 0.06)  (0.07)  (0.07)
mp& 0.82%%% 0730 0.20%
Q 008) (005  (0.10)
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Table 3: Results of OLS Multiple Regression Analysisa (Cont.)
Independent Dependent Variables f/\go
Variables CRS FPM CRP CSF cAP CSF cAP "(ax
=
CSF
CAP
FA -0.03 -0.05 -0.31 0.14 -0.04 0.04
(0.06) (0.07) (0.06) (0.06) (0.07) fo@b\
FS 0.04 -0.10 0.02 -0.02 -0.07 % -0.08 -0.10
(012 (014) (013  (014)  (0.10) @W (0100 (0.11)
FC 0.06 0.12 0.07 0.14%** 0. 15**%08 0.10 0.06
(0.07) (0.08) (0.07) (0.07) g\—\éf\ (0.05) (0.05) (0.06)
Adjusted R? 0.38 0.18 0.34 0.26 @ 0.67 0.57 0.49
* p<.10, ** p<.05, ** p<.01, a Beta coefficients with st X grors in parenthesis.

N

Table 3 presents the results of OLS mulmgression analysis of the customer accounting-
firm performance relationships. Customer profitabilitgy analysis has an important positive influence on
customer relationship (b=0.22, p=0.01) an@%ormance (b=0.19, p<0.05). In the existing literature,

customer profitability analysis plays a ke determining customer relationship and firm performance.
It provides information about the prom of an individual customer or a group of customers that

contributes to firms’ financial perfo N@RNand builds and nurtures profitable relationships with customers

005). Firms with successful customer profitability analysis implementation
supported. Likewise, custot management is positively related to customer relationship and
firm performance. It hasiﬁcant effect on customer relationship (b =0.43, p<0.01) and firm

performance (b:0.1905). It focuses on an ability of firms to coordinate value creation and risk

management activitienretating to customers (Senn, Thoma & Yip, 2013). Firms critically provide the

(Reinartz, Thomas, and Kumar,

can explicitly promote their ¢ er relationship and performance. Therefore, Hypotheses 1a-1b are

complementary «tsourses as know-how and financial means and governing mechanism as engagement,
performance indwators and accountabilities to support those activities. Therefore, Hypotheses 3a-3b
are suppo urprisingly, customer lifetime value has no relationship with customer relationship
(b:0.03.71) and firm performance (b=0.08, p<0.41). With the highly competitive markets and

ANU:WICUBYANEASIA:NISUNT UK1DNYU1agsSSSUA1Ians
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environments, customer lifetime value encourages firms to serve customers as intangible long-term
assets by providing useful strategies in order to deal with customer relationship and recei b
performance through evaluating the net present value of all profits derived from the custom% re

and Bonfrer, 2009). It is the total lifetime value of a firm’s customer base. While custome/=sfetae
value has definitely focused on the long-term customers, both customer profitability nd
customer asset management also emphasize the customers as long-term assets and vatu&he
short-term aspects, customer lifetime value may not build effective customer reLatia d great

performance. Thus, the customer profitability analysis and customer asset managem sitively impact
firms’ customer relationship and performance, but customer lifetime value(@aes not. Therefore,
Hypotheses 2a-2b are not supported. W

~ positively interacted

0.45p <0.01) and customer

For the consequences of customer accounting, customer relati

with customer response (b =0.57, p<0.01), customer satisfaction (k

acceptance (b=0.41, p<0.01). It increases customer understanding n to the basis for customer
uste

portfolio-based managerial actions on the strategic performance
accordingly (Salojarvi et al., 2015). It enables firms to create

ers and adjusting the service

etitivé opportunities, strengthen their

competitive advantage and enhance customer satisfaction. Thargexg, Hypotheses 4a-4c are supported.
Also, customer response has a critically positive impac omer satisfaction (b=0.82, p<0.01),
customer acceptance (b=0.73, p<0.01) and firm p mae¥e (b=0.20, p<0.05). To compete the
volatile markets, customer response is the competenmﬁs in serving and fulfilling customer needs
through effective and quick actions (Jayachandrdk, ett, and Kaufman, 2004). Firms with greater
customer response can achieve more loyal and susotainabte customer base and improve their better
profitability and performance via customer onsy expertise and speed. Therefore, Hypotheses 5a-5c
are supported. Moreover, customer satisfa is importantly connected with firm performance (b =0.18,

p <0.10). Consistently, customer satisf{{ctiomtepresents an experience-based assessment made by the
customers with their own expectbout characteristics of the overall functionally of fulfilled
product purchase and services (CaLL and Levy-Mangin, 2015). It outstandingly affects their overall
purchase experiences and preztict customers’ post-purchase behaviors. Firms with more customer
satisfaction can greater perfor @ e competitive markets. Therefore, Hypothesis 6 is supported. Lastly,
~ al positive relationship with firm performance (b=0.48, p<0.01). It
presents the strength . omer’s intention to perform a specified behavior through commitment,

customer acceptance ha

toward products and services of firms (Sultan, Rohm, and Gao, 2009). It

engagement and x
helps firm gain@ usefulness, perceived ease of use, trust, and intention to use relating to
er

firms’ prod§

52 01SAISUSKIsSsSNY
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5. CONTRINUTIONS AND DIRECTIONS FOR FUTURE @

RESEARCH

Theoretical Contribution and Directions for Future Research

This study empirically confirms that both customer profitability analysis and cus
management are the key dimensions of customer accounting, which is consistent

theory and literature, especially dynamic capability theory. They could play |mporta es 1 explaining

good business outcomes. However, only customer lifetime value has no effeciay ts consequences.
search for more

To increase and expand the research results, future research may need _to g
b hy customer lifetime
sture search may need to

dgéncouraging the research

literature in order to reconceptualize the relationship model and expla

value does not play any role in determining its outcomes. Furthermore,

collect more data and/or larger sample group for potentially enhanci
results and collect data from different samples in order to buil generalizability of this study.
Likewise, future research may apply either partial least squar S) or structural equation model
(SEM) to test the research relationships in order to verify the Pesgarch results and add the contributions
of the study. @

Managerial Contribution

Using the benefits from this study, firms’ @%ves need to be aware of how to implement,
apply and utilize customer accounting for creating customer performance, initialing competitive advantage,

@
promoting profitability, and enabling stabilj surg’val and sustainability in the highly and rigorously

competitive markets and environments. Aldordingly, they need to pay more attention to the valuable

allocation of their resources, assets affd t&gies for customer accounting because more successful
customer accounting imptementa’i@eﬁnitely affects their greater sustainable competitiveness and

better long-term performance. Th rms could use customer accounting as a strategic tool in order

to gain sustain competitive adwantage and achieve superior performance. Hence, customer accounting
becomes a strategic valuable ch and tool that helps firms succeed in the competitive situations

and circumstances in curation and in the future.
6. CONCLLN'

Custom ccounting explicitly integrates concepts from accounting and marketing disciplines

in both acad ians and practitioners. It has become a strategic valuable approach for enabling firms

to gain co ive advantage and superior performance and for achieving their goals, survival and
sustainahus, this study has attempted to investigate the effects of customer accounting on firm

e of hotel businesses in Thailand. Customer accounting includes customer profitability
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analysis, customer lifetime value and customer asset management, and its consequences consist

72N\

Q
customer relationship, customer response, customer satisfaction, customer acceptance, ﬁ
"

performance. Accordingly, 183 hotel businesses in Thailand are the samples of the study.

t
empirical research results, both customer profitability analysis and customer asset manage @
significant positive roles in driving and determining customer relationship and firm perforpea

customer lifetime value does not. For the relationships among customer relationship, custony
customer satisfaction, customer acceptance, and firm performance, the results pinpoi@éﬁ ¢
important positive relationships among those variables in the research model. Thus, fustamer accounting
is key to enhance firms to succeed, survival and sustain in the current situation@wxad in the future. To

explicitly verify the customer accounting-firm performance reLationsP&'ﬁﬂﬁ e\\research needs to

reconceptualize customer accounting and its consequences and collect orand/or larger number
n

of samples and different samples in order to increase and expand the erts and advantages of
customer accounting and it relationships.

N
I
d

Q

o
b@
o
%
§Q
S
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