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Abstract
The relationship value between buyers and suppliers in the electrical industry is important for both sides. The questions are how to improve
as well as maintain their relationship value with their partners. To answer this question, the concept of the creation of the relationship value,
the relationship value interaction between relationship value and firm performance were addressed in this research.  The model and hypothesis
were constructed basing on literature review and quantitative. 410 firm samples were collected for data analysis to build model and to test
hypothesis. Crombach’s Alpha was used to test the scale reliability. Exploratory Factor Analysis (EFA) also was implied to check the unide-
mensionality and discriminant validities. Confirmatory Factor Analysis (CFA) was applied to check scales reliability and validity. One of im-
portant methodology was applied SEM to check the model fit. The results show that there five four factors that affect the relationship value:
Product support, Service support, delivery performance, supplier know how and personal communication.  These factors positively affect the
relationship value between buyers and suppliers in the market. The result also shows that when the relationship value is impacted by one of
the four factors above, that influence to firm performance.
Keyword: relationship creation, relationship value, firm performance, value creation, relationship marketing, industrial marketing.

1. Introduction

In Vietnam, there are few big electrical suppliers from multinational companies. They have high quality products, latest technol-
ogy and high standard products. Therefore, local companies find it difficult to compete against them in areas such as product
quality, product specification, product standard, service quality, salespersons, expertise and global relationship.
Vietnam needs a significant amount of equipment to meet the production goals and to optimize use. The electrical equipment
industry is mainly multi-nationality companies. However, there are not so many local companies can produce electrical equip-
ment to meet international standards. This leads to issues that the electrical equipment industry being controlled by foreign com-
panies. Therefore, the buyers can easily choose their products and services and switch to international brand names.
Vietnam Electrical Equipment suppliers often try to involve in as much as possible to get business with buyers. They also pay
significant time and money to get orders. When they get the deal, they don’t know how to maintain their relationship with buyers.
After long time business transactions, they often lose orders against their competitors. Because they don’t know how to maintain
relationship with their buyers.
Besides, local companies also have to compete with Chinese electrical suppliers. When comparing Chinese electrical equipment
suppliers with local suppliers, Chinese supplier price is very competitive prices. It leads to problems that the market is drastic
competitive and disorderly. Therefore, local companies are facing with Chines Manufacturers get the market share and survive
in the market.
In business to business aspect, the relationship is very important for suppliers. The relationship value is built on communication
of salesperson. In Vietnam, many companies don’t care much staff’s selling and communication skills. In reality, companies recruit
salesperson with high selling and communication skill they often get good revenue. In fact, many local companies do not focus
on these matters. One things that local companies pay low salary. Therefore, they cannot have good salesperson to work for big
projects as multinational companies are applying. If local companies want to grow the revenue they must change their policy
recruitment and give good training courses for their sales staff.
The electrical equipment market of Vietnam is very highly competitive and untidy. Because there many electrical equipment
suppliers from high quality products to low quality products and the price is difference among suppliers. Therefore, it is very
hard for buyers to make buying decision to meet their requirement. They buyers need more time to select the right suppliers. They
do not know how to choose the right products & services among suppliers.
In order to generation electricity to meet the demand of use for industrial and residential use sectors, the Vietnamese has been
investing significant capital for building thermal and hydro power plants. The Vietnamese government bases on the value of
tender to make decisions. The government do not care much about the technology and suppliers. Therefore, some projects have
no high technology or increased use of capital at the end of project.  One of reasons is the commitment of suppliers from China.
Therefore, investors must consider well the brand name and technology aspect as well as the well-known suppliers.
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To understand how this relationship value is important for their business is very difficult in very competitive market, this inves-
tigation will be conducted to answer questions that concern buyers and suppliers who are interacting in Vietnam’s electrical
equipment industry market. Thus, the research objectives of this study are as follows:
To identify antecedents impacting on the relationship value. What are the impacts of antecedents on the relationship value? To
determine the agreement between relationship value and business performance. What are the determinants outcomes of the rela-
tionship value? To determine outcomes of the relation-ship value. What are the determinants of the agreement between relation-
ship value and business performance? To examine the business performance for the buyer. What are the effects of the business
performance for the buyer? To examine the business performance for the supplier. What are the effects of the business perfor-
mance for the supplier? To offer possible ways to improve the buyer and supplier relationship. What are the ways that play an
important rule to improve the buyer and supplier relationship?

2. Significance of the Study

The outcome of this research will offer buyers and suppliers a foundation and guidelines to build their relationship stronger and
stronger. Besides, the study results also help suppliers obtain key supplier status against competitors. For the buyer side, the
outcome of this research helps the buyers evaluate their relationship value for existing relationships. Overall, the outcome of this
research can help companies in b2B to have a solid background to design sales and marketing strategies to gain advantage against
competitors to increase position in the market in Vietnam. The result of this research also helps enterprises to implement buyer
and supplier relationship knowledge to their management and to increase sales revenue and improve their position firm in the
competition market in the global economy.

3.  Literature review

1) The Relationship Value

The relationship cannot set up one side if it is expectation synergies from two sides. The long-term buyer-seller relationships are
formulated because the partners want synergies together their value cannot be achieve alone [1]. Business partners share re-
sources, technology and knowledge to improve their competitive advantage against their competitors. This was called the process
value creation [2]. The customer values can be mentioned like the trade-off between benefits and  lost  in exchange in the market
[3].  The relationship maters go far on the simply financial aspects. The sacrifices have both the aspect of economic costs and
nonmonetary forms [4]. The first proposal on relationship value has conducted by [1] and [5].  In order to survive and succeed in
the market, the buyer is considered as the key point in the market, "We now live in a buyer economy where the buyer is king".
This is a result of production overcapacity. It is buyers, not goods, which are in short supply” [6]. In a dynamic market, relation-
ships between suppliers and buyers are secured to help suppliers to avert crises. Suppliers cooperate with customers to possessing
leading technology and to specialize in products to provide benefits in furthering innovation in product and production processes
[7]. Buyers, on the other hands, help suppliers to enter new markets and establish commercial relationships as well as open the
market connections through interaction. Buyers provide suppliers with information on management and the market to enable
sellers to adapt to environmental changes and experienced buyers help suppliers to reduce time, expenditures, certification pro-
cedures and inter-firm negotiations  [7]. Consequently, the relationship theories relate to economics, social and behavioral science
[8]. As a result, "relationship value is subjective, multidimensional construct conceived as trade-off between benefits and sacrifices
where perceptions are relative and which evolves with time [9]. In business to business, the support of suppliers is important
because that will bring some effect on economic result for customers [10].

2) Creation of Relationship Value

The creation value is source for competitive advantage in the market [11]. The buyers and suppliers know how to create the ideas
to build the relationship value with their partners. When the supplier create relationship value with buyers that lead to increase
the relationship with buyers [11]. The creation also brings more responsibilities to the partners in the market. Particular in the
market, buyer value is as key point in marketing management [9]. Positive relationship between buyers and suppliers that creates
value. It is important for organization to maximize the value added from this relation. An increase in the total value can benefits
both parties. When the supplier adds new value for the current process, this benefits the buyers, leads to the rise in the buyers'
ready-to-pay and as a result, create more economic benefits for suppliers [12]. There are many ways to create the value for the
relationship between the buyers and suppliers. The value will be created for each stage of the chain. However, the value will be
added to the buyers with different level. The relationship value is  how the best price that suppliers offer for their suppliers, the
value what buyers receive from products and how about the quality of products that buyers can get [11].  “(1)Value is low price
(2) value is whatever buyers want a product or service, (3) value is quality buyers get for the price  suppliers pay (4) value is all
that buyer get for all that suppliers give” [13]. According to  research conducted by Ulaga & Eggert,  the quality of product,
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delivery performance, service support, supplier know-how, time to market and personal interaction affect to the relationship
value between buyers and suppliers [14].  In the B2B market, the support from supplier will impact on the business performance
for customer. The profitability of the customer is affected by the supplier's business process such as ordering, storing, manufac-
turing, quality control and payment [15]. The practices function both in terms of operational efficiency and in terms of business
effectiveness.  The practices support is either the growth of company and capacity of revenue-generating or level of cost. This
function has positive effects on revenues and costs that is dependent of how well customers are supported by the suppliers [15].
Value creation entails the total value and it created in a collaborative relationship and is seen as a win-win solution. Relationship
value is the result of synergies and joint efforts that accelerate the learning curve and conflict resolution in a relationship and
simultaneously promote mutual commitment [12]. There are relationships among complementary resources, asset specificity and
relational governance mechanisms on creating value for the suppliers and the buyers. These issues  are also supported by some
effective ways to develop advantage of competition and they also valuate the effects of relationships on performance [12].  It is
vital to maintain separately the production stage from value creation stage because they are separate in nature. Production in-
volving transforming and integrating resources into product [16].  Value creation, on the other hand, involves adding value from
the resources [16].The popular factors are considered by decision makers in the evaluation and selection of the  key  supplier that
include: delivery, price, manufacturing capacity, relationships, flexibility, service support, management, cost, risk, technology
quality, finance, management, safety, technology, environment factors, research and development plus reputation [17].

3) Dimensions of Relationship Value

Product Support and Relationship Value:

The price is not more important for offering value to buyers than quality of product when the expectation of buyers to the quality
of product exceeds given price. Within  industrial marketing, there are many points of view about the product quality [18]. In the
industrial market, the quality product is also shown in how the technical specifications are complied with the required standards.
The buyers think that the more the products comply with the specifications, the better the products are [14]. The buyers in the
industrial market mention the quality of products as delivery of consistent quality level over time. In general, suppliers need to
provide buyers products with high quality, high reliability, stability and consistency from time to time [14]. The knowledge trans-
fer content has a positive and significant relationship with the buyer firm’s performance [19]. Theoretically, quality of product is
to satisfy customer needs on all relevant attributes [20]. The quality consists of the elements that can improve the quality of sup-
pliers in the buyer-supplier relationship [17].
Hence, it is important that the supplier’s product quality and quality control process capabilities remain high certain level or
above to meet the customers’ demand. Such as; the type, quantity, and quality of the delivered products must be satisfied with
schedules for delivery. Suppliers must have a product quality certification with public credibility to meet buyer’s request if buyers
need [17].

Service Support and Relationship Value:

Service is deeds, processes, and performance [13]. In addition, the suppliers also help the buyers to install the machines, to fix the
machine breakdowns [14]. The equipment service providers are called after-sales service: timely repair services, preventative
maintenance, and technical support [21]. As product and service are two elements that meet the buyers’ expectation and what the
suppliers should provide to satisfy the buyers [11].

On the other hand, customers' perception of service quality is a key factor leading to future opportunities, encouraging the existing
buyers to give positive word of mouth and to appreciate having the buyer and supplier relationship with the supplier. Besides,
good investments in the delivery of service and the quality of the service systems necessarily enhance the quality of the buyer-
supplier relationship in the market [22]. The core service quality is fundamental for supporting the business activities and service
support [23]. That may influence the process of activities and organization objectives [24]. The service factor shows the ability to
meet customers’ needs promptly and the ability to provide a service warranty to customer’s request [17].The suppliers may try to
meet customers’ demands for service support to maintain or improve relationship performance between the buyers and suppliers
[17].

Delivery Support and Relationship Value

Delivery is essential to build the relationship with the buyers [25]. What buyers perceive as benefits and what they pay sacrifice
that is the receipt  of  recognition of Buyers’ cost that they incur when they buy goods or services such as the cost of acquisition ,
installation,  transportation, order handling, repairs, and maintenance and risk of failure or poor performance [11].
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In some cases, the buyers require the suppliers to deliver the products on time. The suppliers will be fined when they delay the
delivery of products. In general, the delivery is on-time delivery, flexibility and consistency [14]. In the past, the suppliers have
had similar delivery capabilities. The relative importance of shipment delivery is less significant than the awareness of the cus-
tomer for the assistance and service. These factors  is noted [17]. The suppliers must manage and monitor the duration that the
supplier places to the customer’s destination. When the order is shipped, and received to meet a punctual delivery time as the
schedule of shipping. Therefore, suppliers need to be flexible to changes in the delivery schedule as the buyer’s request [17].
Delivery performance impacts on the value of manufacturer-distributor relationships [26]. The performance of delivery depends
on three major factors, comprises accuracy, flexibility and on-time [14]. Accuracy is also an important characteristic of delivery
performance to help the buyer saving time and effort [27]. For the project, delivery delay is one of serious problems. The project
coordination from engineering work to supply chain is to avoid the project delay [28].

Supplier Know-how and Relationship Value

In many ways, the suppliers’ know-how is valuable for the buyers. The buyers think that their suppliers are not only responsible
for their products but also related products.  [14]. In general, the suppliers' know-how provides many changes to bring value to
the relationship between suppliers  and buyers.  This  approach will  help the suppliers  to build a trust  in their  buyers.  Trust  is
important for relationship value between the buyers and the suppliers [22].

Time to Market and Relationship Value

Concept of “Time to market” is an important value creation in supplier-buyer relationship. Thus, in order to reduce the time to
design a buyer’s production, a supplier must help a buyer by providing new products, new technologies or committing the de-
livery to a buyer. After the installation of the products, a supplier should help a buyer to test the products or to guide to them to
operate the products. The main point here is how the suppliers reduce “the time to market”. It is beneficial for both the buyers
and the suppliers. Therefore, they can build their relationship value in a competitive market [14].

Personal Communication and Relationship Value

Communication is  fundamental for a business relationship [29]. The communications along with commitment and conflict han-
dling, has strong effects on satisfaction of buyers. Therefore, communications, signaling commitment, and problem solving that
can increase the cooperation seem to be expected and warranted by the buyers [30]. Communication can reduce conflict, increase
co-operation, and improve trust [31]. The trust is one of elements of building a sustaining relationship [32]. One element that can
build the relationship value is the sales-person. The salesperson is the center of the partnership between the buyers and the sup-
pliers [33].  Personal interaction should be developed at all levels of an organization. That can help both sides improve the rela-
tionship in the business [9].. The quality communication is the effective way to exchange behavior environment that suppliers can
increase buyer’s satisfaction [34]. In fact, over-communication can lead to detrimental effect on the relationship since supplier
could see too much communication as interference to their businesses [19].

Firm performance

The performance concept is the ability to assess the level of success of a business organization for small or big company. SMEs
can be evaluated in terms of employment level, firm size, working capital strength as well as profitability [35]. The major benefits
from close involving suppliers increased revenue or decreased costs  [36]. However, the question is how a buyer perceives the
value costs [36]. A supplier’s performance depends on a buyer’s behavior. The delivery schedule changes, engineering, machine
breakdown. The drive supplier behaviors to effect on their activity [37]. Business performance was management [38]. Performance
business can be defined as overall index of firm ability to meet their stockholders. The performance be measured in terms of
financial as well an operational indicators [39].  The relative performance was measured on difference aspects of business such as
market share, return on investment, service quality, customer satisfaction, product quality, employee satisfaction, product inno-
vation and process innovation. [39]. It was Inclusion that the  growth and profitability were two factors to measure the firm
performance [39]. Major benefits from closely involving suppliers increased revenue or decreased costs [36].  The relationship
between buyers and suppliers become increasingly collaborative in nature.  Both relationship and business outcomes will increase,
too [36].  As mentioned in the literature review, these items affect the relationship value between the buyers and the suppliers in
the electrical industry. However, the question is how a buyer perceives the value. The relationship value is based on what the
buyers receive [40].
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How the buyers receive the value in their relationship with the suppliers is also important. A supplier’s performance depends on
a buyer’s behavior [37]. The delivery schedule changes, engineering, machine breakdown… drive supplier behaviors [37].  The
financial performance dimensions consist of repeat orders, increasing profitability and growth. It shows that the successful rela-
tionship impact on directly and positively measurement of financial matter and market performance from the side of buyers. The
competition in the market competitive is a result that firms alone can control their performance in the market.  They can  work
with their partners to improve ability and opportunity to have competitive issues [41]. The consequence of competition in business
is constant in the ability to influence the market performance. In order to gain strategic position in the market, it is important for
a company to work with partners. A successful relation impacts positively on the company's financial and market performance
[41]. In strategic business management, the value chain is essential for business to construct a business case and analyze the impact
of these activities on gaining the strategic competitive advantage such as the cost and the values [42]. The concept of performance
is important for assessing the degree of success of an organization. criteria for evaluating performance of SMEs include financial
factors such as profitability, growth, firm size and non-financial factor such as staff turnover rate, employment level, customer
loyalty [35]. Accordingly, it is not enough that buyer or supplier attempt to become more productive, separately. But they should
understand that they should aim to become productive together [10]. Relationship value depends on three critical factors com-
prising trust, commitment and satisfaction [43].
There is relationship between relationship value and commitment for both sides [43]. There is positive relationship between com-
mitment and relation value, the higher relationship value, the higher commitment  [44]. The relation value affects to satisfaction
of their relationship. For suppliers, the satisfaction is one of roles for expansion of relationship with buyers [43]. When the rela-
tionship is considered valuable, it generates not only the satisfaction, the commitment, affective are created when the relationship
is value. Top management can demonstrate excellence in both the competitive aspect and positioning in the market place and to
build organizational context [45]. The climate is an exchange between buyer and supplier to increase buyer’s satisfaction with the
supplier’s performance [46].

4. Methodology

Based on the empirical and theoretical literature review, a conceptual model as shown in Figure below:

Research Methodology Process

The daft questionnaires are drafted depended on the literature view. The contents of each questionnaire are derived from the
definitions of problems and matters of literature. After that, the draft questionnaires are asked and interviewed by experts in the
electrical field. The purposes of depth interview are the comparison between the literatures that have brought from oversea to fit
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local aspects. After that, the draft questionnaires are modified and adjusted to the reality of Vietnam. After this stage, the com-
pleted questionnaires are finished. Following this step, the questionnaires are conducted quantitative study by checking reliability
Crombach Alpha. After that the questionnaires are re-valuated by Crombach Alpha and Exploratory Factor Analysis (EFA). Next
step, the final questionnaires are conducted officially study by Confirmatory Factor Analysis (CFA) and Structural Equation Mod-
elling (SEM).

Questionnaire Design Method

With the purpose is to conduct the quantitative study, based on the research literature review, and original questionnaires from
[9] and [47]. The initial English draft of scales items and questionnaires are designed. In this research, a five Likert-scale question
was used to construct the questionnaire based on the literature. The Likert-scale was designed as the followings from 1 = “strongly
disagree” to 5 = “strongly agree” The depending on the results of questionnaire, the researcher will process the questionnaire
based on software to test the hypothesis of conceptual model. Besides, the open and close questions are applied to know about
geographic of study.

 Pilot Study

The pilot study is used in two different ways to research in social science It can refer to so-called feasibility studies which are small
scale version and trial test [48]. However, a pilot study can also be the pre-testing or testing the particular research instrument
[49]. One of the advantages of conducting a pilot study is that to warn about where the main of research project could fail, where
research protocols may not be followed to framework of study , or whether proposed methods or instruments are inappropriate
or complex [50]. The qualitative sample size may best be determined by the allotted time, available resources and objectives of
study [51]. It is better that it can help to investigate the time, money for the study [52]. In this research, pilot study was undertaken.
The purposes of this study are to explore antecedents and outcomes of relationship value between the buyers and the suppliers
and to study the understanding of the relationship between the relationship value and the firm performance.  The questionnaires
are collected checked the validity, reliability before main collected data  In general, 10–20% of the main sample size is a reasonable
number for conducting a pilot study  [49].Therefore, the sample size is collected enough sample size for pilot study that is 77
collected questionnaires with assumption that 20 % of main sample size 385 [53]. 77 collected questionnaires are enough to conduct
pilot test.  The sample size is  recommended from five to 25 [54] and  [55] suggests at least six.

Population and Sample Selection

The study focuses on the electrical contractors and end-users. Therefore, the target population for this research is the electrical
equipment buyers in the electric industry.  Rules of thumb for determining sample size was proposed by (Roscoe, 1975). The
sample size should be enough specially to conduct the research when the desired outcome is to be generalized to the population
selected. Therefore, the sample size from 30 to 500 that is enough for the majority of researches [56]

Data Collection Method

Data collection of this study is dependent on the primary and secondary data from collection source. The primary data consists
of the information found by the researcher on the variables selected for the study; while secondary data is collected from the
already existing sources [56].

Thus, the primary sources will consist of the information collected by a designed questionnaire for the targeted respondents. The
questionnaires were designed as an open ended, close ended and five Likert Scale questions to get the information.  Via one on
one in-depth interviews with managers or directors from buyer’s side is conducted in order to get enough sample size for the
investigation. On the other hand, the secondary sources consisted of the information found from past annual reports, research
reports, business journal, books, internet, articles, magazines and newspaper and other published sources. Additionally, data can
be collected in a variety of ways such as interviewing in person, telephone interviews and computer-assigned interviews [57]. In
this research, interviews in person, emails and post mails are also used for data collection. Before conducting data collection, five
students have been selected from marketing department of economic university. Five students who were trained carefully. These
students are trained half day about how to give the questionnaires and explain the purpose of the study as well as to explain
contents of questionnaire when respondents rise the questions. After checking reliability of questionnaires, the questionnaires are
used to conduct main study.  In the main study, the researcher used yellow pages to collect data. The researcher randomly selected
companies from the buyers list of the Yellow pages [58] and [59].
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Respondent rate

In the main study, total of 950 the questionnaires to respondents depended on the customer lists. From 30.6.2017 to 30.7.2017 total
950 questionnaires were sent out. After 02 months, total of 430 samples were collected. The percentage of return was 45 %.  After
checking errors from collected 430 samples, there were 20 questionnaires that were ineligible (4.6%).  410 samples were used in
the study.

Data Analysis Technique

Scale Unidementionality

Before analyzing the data, exploratory data analysis with principal component option was used to check the unidementionality
of independent variables. One item was accepted if it was loaded on one component. If one item has any factor loading that is
smaller than 0.5, it was rejected [60]. The total variance is only accepted when it is higher than 50%. KMO value and Sig. were also
considered. Undimensional validity be understood that all items in a scale fit together [61].

Scale validity

Convergent validity:   Convergent validity can be established when there is a high correlation between two different sources
responding to the same measure [57]. Composite reliability (CR) and average variance extracted (AVE) applied to check the con-
vergent validity. CR should be greater than 0.5 [62] [63].  CR and AVE have been commonly used to evaluate the degree of shared
variance between the latent variables of the model [64]. Discriminant validity: Discriminant validity can be established when two
distinctly different concepts are not correlated to each other  [61]. After Crombach’s alpha was applied to access the consistency
of all scales.

In the next step, all remaining variables were assessed on the discriminant validity. The Exploratory Factor Analysis (EFA) with
principal component analysis and varimax rotation was deployed. Item- total correlation smaller than 0.3 that will be deleted [65].
The Variables with factor loading coefficient were lower than 0.4 were eliminated [66]. If the variables those were loaded more
than one component were also eliminated. The result was also accepted if total variance was higher than 50%.
On the other hand, the consistency of scale items was measured. The consistency shows how well items hang together as a set.
Crombach’s alpha is commonly used to measure of reliability. Crombach’s alpha is a reliability coefficient that indicates how well
the items in a set are positively correlated to one another. The closer Crombach’s alpha is to 1, the higher the internal consistency
reliability [57]. Crombach’s alpha for acceptable reliability is equal or higher 0.5  [62].  After checking the completion, correction
and the elimination of the errors of the collected, the data were entered into SPSS Amos. In this research, SPSS & AMOS version
23 is applied to process the data for the study and test the model fit. The data were processed by Crombach’s alpha and EFA. The
remaining variables were checked by Confirmation Factor Analysis (CFA) and tested model fit by AMOS software. AMOS is used
to perform Structural Equation Modeling (SEM). CFA is a special case of the structural equation model (SEM), also known as the
covariance structure [67]. Chi square is to assess the magnitude of discrepancy between the sample and fitted covariance matrices.
AGFI Adjust the GFI based upon degree of freedom.  Tend to increases with sample size NFI to assess the model by comparing
the x2 value of the model to the x2 of the null model. The Goodness-of-Fit statistic (GFI) was created by [68] as an alternative to
the Chi-Square test and calculates the variance proportion  that is account for  by the covariance of estimated population [69]. GFI
is used to calculate the proportion of variance that is accounted for by the estimated population covariance  [70]. The regression
structure analysis is popular for research [65].  The model was measured to fix with the reality market. Chi square index and Chi-
square is adjusted (CMIN/df). Chisq/df is used to estimate the process that is dependent on the sample data Source [70].  The Chi-
Square value is the traditional measure for evaluating overall model fit and as the assesses correlation of discrepancy between the
sample and fitted covariance matrices  [71] . A good model fit would give  an insignificant result at a 0.05 [72]. Comparative Fit
Index (CFI) assumes that all latent variables are not correlated between null and independence model and compares the sample
covariance matrix with this null model [70]. A cut-off criterion of CFI ≥ 0.90 was initially advanced. However, the studies have
shown that a value greater than 0.90 is needed to ensure that specified models are not accepted [71]. The values for this range
between 0.0 and 1.0 with values closer to 1.0 indicating good fit a value of CFI ≥ 0.95 is recognized as the good fit [71]. Tucker and
Lewis index (TLI) was introduced by [73]. The value of TFI is larger than 0.9[71].  Mean Square Error Approximation index
(RMSEA) is   sensitive to the number of estimated parameters in the model. It will choose the model with the lesser parameter
number [70]. One of the greatest advantages of the RMSEA that is the confidence interval to be calculated around its value [74].
RMSEA is in the range of 0.05 to 0.10 that is considered an indication of fair fit and values above 0.10 indicated poor fit [74].
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5. Conclusion

This conclusion is presented the overall of concept study. The introduction is showed why the researcher conducts the study.
The main contents is literature review. Finally the methodology is also presented to show how to process the collected data and
to find the findings of the study.
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