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ABSTRACT 

	This study aimed to determine the customers' preference for memorial park services using conjoint analysis. The research was conducted in the Municipality of Boston, Davao Oriental. The study selected one hundred (100) residents of Boston, Davao Oriental, as study respondents through a survey questionnaire. Moreover, with the help of an expert, the researchers organized and prepared the data for analysis. After retrieving the questionnaire and the data gathered, it was tallied, analyzed, and subjected to statistical analysis. The result denoted that customers most preferred memorial park is 100 to 300 meters away from the business center in Boston, which has a down payment amounting to ₱700.00 plus an amortization of ₱1,800.00 for two years that offers a funeral service and mass with no amenities. Taking a peek at this finding, researchers inferred that customers prefer a memorial park close to the business center, around 100 to 300 meters away. Thus, customers want affordable down payments and amortization because of increased daily living costs. Customers usually want to reaffirm that life has not ended for their loved ones. They wish for a funeral service with a mass to bring together people who care about each other in an atmosphere of love and support.
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1. INTRODUCTION 

The funeral industry may not be overly alluring to researchers; nevertheless, it remains a captivating area for in-depth exploration (Slominski, 2020). Consumers facing difficult decisions during this emotionally charged time seek the unwavering professionalism of funeral companies to manage all aspects of the funeral arrangements (Halpenny, 2013). The study (LuBrant, 2013) argues that understanding the unique funeral preferences of middle-aged Filipinos is crucial and deserves proper attention. Lubricant (2013) points out that catering to these preferences should be a priority for funeral directors who want to provide satisfaction and demonstrate their value to their target clientele.
Additionally, Gompertz's mortality law highlights the heightened death risk for middle-aged individuals, particularly men, after 40, while Ginter and Simko (2013) remind us of the global trend of women living longer. This underscores the importance of understanding the funeral preferences of this specific demographic, as it allows services to cater to their unique needs and preferences, ultimately enhancing customer satisfaction (Ben-Porat, 2013). Further, consumer demand and the business side of the industry are greatly affected by the recent innovations in today's society, and there have been several changes in the methods of funeral rites (Beard & Burger, 2015) and it is evident for the human to memorialize the death of a loved one; on the other hand, the way they choose to memorialize is constantly changing (Janson, 2015) thus, knowing their
preferences help avoid wrong decisions that are in opposition to the lifestyle and decisions that are unacceptable to their family rules and traditions. 
On a global scale, it is essential to gain insight into people's preferences regarding memorial park service packages (Dinda & Ghosh, 2021). According to Da Cruz et al. (2017), there is very little knowledge about memorial park services and their processes. Similarly, there is limited understanding of who is responsible for covering the costs associated with these services (Darnay, 2014). Additionally, the financial implications for the survivors of the deceased are not well-documented (Bern-Klug et al., 2020). Furthermore, there is a need for more awareness surrounding prepaying for and financing memorial park services and understanding the different types of services available and the relevant regulations (Villamin, 2016). Researchers in the field of death studies have tried to elucidate changes and practices within the memorial park services industry (Mitford, 2020). 
In the local context, according to Gruen (2014), many existing memorial parks and cemeteries in the Philippines exhibit two distinct characteristics: they are either gated-private-exclusive or they are open-sprawling-unorganized-chaotic. These places often evoke unease or fear among people, and neighboring developments typically steer clear of their vicinity (Ellard, 2015). The land is often underutilized in areas where available land is already scarce. Even in cases where memorial parks have open spaces, they are often inconveniently situated far from major urban centers and come with a hefty price (Sather-Wagstaff, 2016).
Customer  preferences for memorial park services in Boston, Davao Oriental, present a significant research gap. There is a lack of studies addressing this specific area, particularly concerning the chaotic, overcrowded, and unsystematic nature of cemeteries in the locality. This gap highlights the need for research to understand the specific preferences of customers in Boston, Davao Oriental, regarding memorial park services and to explore potential solutions to the challenges posed by the current state of cemeteries in the area.
Considering the above scenario, this study sought to arrange future memorial park services based on customers' preferred choices: location, pricing, services offered, and additional amenities. Thus, a conjoint analysis investigation was conducted to explore these preferences thoroughly in this context.

2. CONCEPTUAL FRAMEWORK 

This section discusses the concepts this study explores in determining factors associated with Memorial Park services. It discusses location, pricing, services offered, and additional amenities.
Location. According to Diaz et al. (2022), the location is essential when purchasing a memorial park lot. Accessibility to various entrances and exits is pivotal, and the strategic positioning of the lot significantly influences its market value (Doyle, 2016). Not all Memorial Park lots are priced the same; their value can vary based on factors such as the park's central location, with those in town
centers generally commanding higher prices (Tate, 2015). These factors also play a vital role in purchasing real estate properties like memorial park lots (Perry & Wiewel, 2015).
Pricing. Given the extensive array of services and burial choices, it is crucial to understand how pricing varies across the metropolitan area (Johnson & Munshi-South, 2017). Numerous options are available, and various cemeteries, columbaria, and memorial parks serve distinct target audiences (Trinidad, 2020). Conducting a comprehensive market analysis to compare pricing across these options can be a solid foundation for setting pricing strategies for future developments (Fong, 2019). 
Additionally, Diaz et al. (2022) stated that the initial consideration should be the cost, which should align with your financial plan. Memorial Park lots can be expensive, particularly when needed immediately (McMillen et al., 2016). However, if acquired in advance for future use or as an investment, you may qualify for a discount when making a full payment (Benninga, 2014).
Services Offered. Memorial Park services often prioritize the needs of grieving people rather than solely focusing on the deceased (Holloway et al., 2013). These services are designed as occasions for expressing grief and sharing sorrow. They are typically organized by a memorial park director in collaboration with a close family member acting as the client (Rumbold et al., 2021). However, in recent times, memorial park services have expanded beyond
immediate family, aiming to provide solace and support to a broader community (Doka, 2002). The emphasis on satisfying the customer's needs in memorial park services can sometimes give the impression of a retail-like experience rather than a purely symbolic event for honoring the deceased (Lynch, 2014).
 Additional Amenities. Memorial Park services should consider their users' preferences and offer sufficient facilities that align with the primary preferences of their diverse clientele groups (Whiting et al., 2017). This includes providing serene amenities and thoughtful designs that incorporate nature elements to remain competitive with other prominent establishments in the metropolitan area (Miller et al., 2015). Such amenities may encompass visitor centers, chapels, or grief support services, all of which enhance the overall experience for customers of memorial park services (Fong, 2019).


FACTORS                                                        OUTPUT

CUSTOMERS' PREFERENCE FOR MEMORIAL PARK SERVICES

Location
Pricing
Services offered
Additional amenities


















Fig. 1 Conceptual diagram

3. OBJECTIVES 

At the end of this study, the researcher aimed to attain the following objectives:
1.To determine what customers mostly prefer on memorial park services, in terms of:
a.Location;
b.Pricing;
c.Services offered; and
d.Additional amenities.
2.To identify the most preferred variables that customers evaluate when considering memorial park services; 
3.To find the correlation between the observed and expected preferences of customers on memorial park services and
4.To determine the preference that most customers consider ideal for memorial park services. 
4. MATERIALS AND METHODS 

Research Design
The study utilized an orthogonal design and particularly adopted a one-shot survey design. This approach measured the outcome of interest only once after exposing a random group of participants to a certain intervention (Choueiry, 2022). 
Research Instrument
The research instrument of this study was generated from software that outlined a conjoint analysis study. The software's orthogonal design generates a combination of different factors and attributes. The design generated 18 combinations of four factors with at least two attributes for each factor. Further, the questionnaire asked the respondents to rank their preferences among the different combinations, with 1 being the most preferred and 18 being the least preferred.
Respondents of the Study
	The study involved 100 households in the Municipality of Boston. It used quota sampling to select households regardless of employment contract, residence, and position.

Data Gathering

The following were the steps in gathering the data:
1.The researchers submitted a paper to the ethics committee to seek approval before conducting the study.

2.The researchers provided an Informed Consent Form for the respondents and distributed the questionnaire after they agreed to participate in the study.
3.The researchers retrieved the questionnaire, and the data gathered, tallied, and subjected to statistical analysis.

Statistical Treatment of Data
	Conjoint analysis (CA) is an analytical technique gaining popularity in new product development and is expected to be used in various contexts and applications. In its fundamental form, conjoint analysis is a marketing technique for predicting how newly created or altered products or services fare in the market. Companies can attract customers and maximize sales by choosing the appropriate product attributes and establishing the correct pricing for a particular product (Allen, 2017).
This research utilized conjoint analysis to investigate the attributes of memorial park services that influence customer preferences and decision-making. Four additional factors were presented: location, pricing, services offered, and amenities to enhance the external validity of the research. Thus, the researchers utilized Pearson's R and Kendall's tau to measure the correlation coefficient between observed and estimated preferences.

5. RESULTS AND DISCUSSION 

This chapter presents the study's findings. The results section focuses on the utility estimates of each attribute, the most important factor, the correlation coefficient between observed and estimated preferences, and the most preferred combination of factors. The discussion section relates the findings to customers' preferences for memorial park services. 
The study seized the customers' preference for memorial services in terms of location, down payment, monthly amortization for two years, services, and amenities. The location has four (4) attributes: 100 to 300 m away from the business center, 301 to 600 m away from the business center, 601 to 900 m away from the business center, and more than 901 m away from the business center. Down payment has three (3) attributes that is: ₱ 800.00, ₱ 750.00, and ₱ 700.00. Monthly amortization for two (2) years has three (3) attributes to wit: ₱ 2,050.00, ₱ 1,950.00, and ₱ 1,800.00. Services have three (3) attributes: without funeral service, with funeral service, and with funeral service and mass. Lastly, amenities have four (4) attributes: chapels, gathering spaces, visitor amenities, and no amenities.
	There were 100 respondents to the study who resided in the Municipality of Boston, Davao Oriental. The respondents were asked to rank eighteen (18) sets of preferences, a combination of different factors of independent variables 
with different attributes. The most preferred would be ranked 1, while the least preferred would be ranked 18.
This way, the expectations and factors affecting the customers' decision-making regarding memorial park services were captured.
Most Preferred Attributes of Memorial Park Services
This study investigated customers' preferences concerning the location, pricing, services offered, and additional amenities, as shown in Table 1 that the location will be 100 to 300 m away from the business center because it has a utility estimate of 1.488, as shown in Table 1, which is the highest among other attributes. According to Diaz et al. (2022), the location is essential when purchasing a memorial park lot. Accessibility to various entrances and exits is pivotal, and the strategic positioning of the lot significantly influences its market value (Doyle, 2016). 
In terms of pricing, the customers most preferred the amount of seven hundred pesos (₱700.00) of downpayment, for it has a utility estimate of 0.818. Given the extensive array of services and burial choices, it is crucial to understand how pricing varies (Johnson & Munshi-South, 2017). In addition, regarding the Monthly amortization for two years, they mostly choose the amount of one thousand eight hundred (₱1 800.00) as it has a utility estimate of 1.134.		
Moreover, customers mostly wanted a service with funeral service and mass with a utility estimate of 0.533 than without funeral service and funeral service only. Memorial Park services often tend to prioritize the needs of those who are grieving rather than solely focusing on the deceased (Holloway et al., 2013). These services are designed as occasions for expressing grief and sharing sorrow. They are typically organized by a memorial park director in collaboration with a close family member acting as the client (Rumbold et al., 2021).









Table 1. Utility value per attributes
	Factors
	Attributes
	Utility Estimate
	Std. Error

	Location
	100 to 300 m away from business center
	1.488
	0.775

	
	301 to 600 m away from business center
	0.258
	0.775

	
	601 to 900 m away from business center
	-0.027
	0.775

	
	more than 901m away from the business center
	-1.719
	0.775

	Downpayment
	₱ 800.00
	-0.941
	0.597

	
	₱ 750.00
	0.123
	0.700

	
	₱ 700.00
	0.818
	0.700

	Monthly Amortization for Two Years
	₱ 2,050.00
	0.234
	0.597

	
	₱ 1,950.00
	-1.368
	0.700

	
	₱ 1,800.00
	1.134
	0.700

	Services
	without Funeral Service
	0.001
	0.597

	
	with Funeral Service
	-0.534
	0.700

	
	with Funeral Service and Mass
	0.533
	0.700

	Amenities
	Chapels
	-0.112
	0.775

	
	Gathering Spaces
	0.543
	0.775

	
	Visitor Amenities
	-1.167
	0.775

	
	No Amenities
	0.736
	0.775

	(Constant)
	8.683
	0.517



Lastly, they mostly preferred no amenities because it has a utility estimate 0.736. Tangible amenities encompass physical features that directly enhance the value and enjoyment of a property (Conte, 2023). Additionally, customer choices in memorial park amenities are influenced by various factors, as highlighted by various studies (Gaya, 2013). Physical attributes, such as the presence of trees, flowerbeds, benches, and playgrounds, play a crucial role in shaping the park experience (Vliet, 2020). However, with the survey conducted, customers mostly prefer no amenities at all. 
Above all, customers' preferred attributes on the memorial park services as located 100 to 300 m away from the business center has a down payment amounting ₱700.00 with a monthly amortization for two years of ₱1 800.00 together with a funeral service and mass, which has no amenities. Customer preferences in memorial park services are influenced by myriad factors, as evidenced by studies in related fields. Moreover, Dong (2013) and Kuo (2014) highlight the importance of the services cape, customer predispositions, and service quality perceptions.
Conjoint analysis determined the most valued quality and the aspect consumers valued most highly, as shown in Table 2. Customers considered location the most important over another factor as it has a projected importance value of 30.727, the highest among others. This indicates that among the factors considered in this study, the customers mostly look at location as the most important factor to consider in memorial park services. The findings of the study
also revealed that customers pay less attention to the services offered by the memorial park, specifically without funeral service, as it has a utility estimate of 0.001. 


Most Important Factors of Memorial Park Services
Table 2 also shows that customers rank services, downpayment, amenities, and amortization as statistically equal, considering their importance values are almost close. The result shows that customers do not classify them as most important compared to location. Aside from location, these four factors can be considered first when choosing a memorial park service.

Table 2. Importance value of each factor
	Factors
	Importance Value

	Location
	30.727

	Down payment
	16.848

	Amortization
	23.973

	Services
	10.226

	Amenities
	18.225



In line with the result, it can be inferred that customers put so much importance on the location as it has an importance value of 30.727. The location has so many factors, such as accessibility, the presence of greenery, and the overall
aesthetic appeal of the park can profoundly impact visitors' perceptions and satisfaction levels (Liu et al., 2018). 

Relationship between Observed and Estimated Preferences
	Table 3 shows the correlation between observed and estimated preferences. The result unveils that there is a significant relationship between the observed and estimated preferences as stipulated in the result shown in a table with a Peasron's R-value of 0.921 and a significance level of 0.000, along with Kendall's tau value of 0.783 with a significance level of 0.000. This result implies that the output of this analysis is expected to be strongly related to what comes in ideal memorial park services. From here, we can infer that our result holds not just these samples but the future population of possible memorial park service customers.








Table 3. Correlation measure between Observed and Estimated Preferences 
	Type of Measure
	Value
	Sig.

	Pearson's R
	0.921
	0.000

	Kendall's tau
	0.783
	0.000



Observer-to-observed preference: There is a significant relationship between variables, with Pearson's R-value at 0.921 and a significance level of 0.000, suggesting a strong linear correlation between observed and estimated preferences.

Observer-to-estimated preference: There is also a significant relationship between the variables, with Kendall's tau value at 0.783. With a significance level 0.000, this value denotes a strong statistical correlation between observed and estimated preferences. 
The study concludes that observed and estimated preferences show a similar and correlational pattern. This suggests that the estimated preferences can be a reliable prediction of the observed preferences. Thus, it can be a strong indication that it can reflect an actual business operation identically.

Most Preferred Combination of Factors

Location is the most important factor when deciding on a memorial park service. Considering these considerations, eighteen (18) preferences were classified according to customers' liking of memorial park service based on the estimated value. 
Table 4 exhibits that customers preferred a memorial park service, highlighting the utility value and ranking of the choices. Thus, results revealed that that is located 100 to 300 meters away from the business center and has an amount of ₱700.00 as a down payment with a monthly amortization for two years of ₱1,800.00 that has a funeral service and mass with no amenities. The results denote that the customer's ideal memorial park is 100 to 300 meters away from the business center in Boston, which has a downpament amounting to ₱700.00 plus an amortization of  ₱1,800.00 for two years that offers a funeral service and 
mass with no amenities. 

Table 4. A combination of factors is mostly considered ideal for Memorial Park Services
	Description
	Utility Value
	Rank

	A memorial park 601 to 900 m from Boston Business Center has a chapel. It can offer Funeral Service and Mass for the amount of ₱ 700.00 downpayment and ₱ 1,800.00 monthly amortization for 2 years.
	11.03
	2

	A memorial park located 100 to 300 m away from Boston Business Center has a chapel and can offer without funeral service for the amount of ₱ 800.00 downpayment and ₱ 2,050.00 monthly amortization for 2 years.
	9.35
	7

	A memorial park located 100 to 300 m away from Boston Business Center has a gathering space and can offer without funeral service for the amount of ₱ 750.00 downpayment and ₱ 1,800.00 monthly amortization for 2 years.
	11.97
	1

	A memorial park located 301 to 600 m away from Boston Business Center has a gathering space and can offer a funeral service and mass for the amount of ₱ 800.00 downpayment and ₱ 2,050.00 monthly amortization for 2 years.
	9.31
	8

	A memorial park located more than 601 to 900 m away from Boston Business Center has no amenities and can offer without funeral service for the amount of ₱ 750.00 downpayment and ₱ 2 050.00 monthly amortization for 2 years.
	9.75
	5

	A memorial park located 301 to 600 m away from Boston Business Center has no amenities and can offer without funeral service for the amount of ₱ 700.00 downpayment and ₱ 2,050.00 monthly amortization for 2 years.
	10.73
	3

	A memorial park located 100 to 300 m away from Boston Business Center has visitor's amenities and can offer funeral service for the amount of ₱ 700.00 downpayment and ₱ 2,050 monthly amortization for 2 years.
	10.06
	4

	A memorial park located 100 to 300 m away from Boston Business Center has visitor amenities and can offer a funeral service for the amount of ₱ 700.00 downpayment and ₱ 2,050.00 monthly amortization for 2 years.
	9.52
	6

	A memorial park located more than 901 m away from Boston Business Center has no amenities and can offer a funeral service for the amount of ₱ 800.00 downpayment and ₱ 1,800.00 monthly amortization for 2 years.
	7.36
	12


	Description
	Utility Value
	Rank

	A memorial park located 100 to 300 m away from Boston Business Center has no amenities and can offer a funeral service and mass for the amount of ₱ 800.00 downpayment and ₱  1,950.00 monthly amortization for 2 years.
	9.13
	9

	A memorial park located 301 to 600 m away from Boston Business Center has visitor amenities and can offer funeral service with mass for the amount of ₱ 800.00 downpayment and ₱ 1,800.00 monthly amortization for 2 years.
	7.97
	10

	A memorial park located more than 901 m away from Boston Business Center has a gathering space and can offer without funeral service for the amount of ₱ 700.00 downpayment and ₱ 1,950.00 monthly amortization for 2 years.
	6.96
	14

	A memorial park located 601 to 900 m away from Boston Business Center has visitor amenities and can offer funeral service with mass for the amount of ₱ 800.00 downpayment and ₱ 1,950.00 monthly amortization for 2 years.
	5.18
	17

	A memorial park located more than 901 m away from Boston Business Center has visitor amenities and can offer a funeral service and mass for the amount of ₱ 750.00 downpayment and ₱ 2,050.00 monthly amortization for 2 years.
	6.69
	15

	A memorial park located 601 to 900 m away from Boston Business Center has a gathering space and can offer a funeral service for the amount of ₱ 800.00 downpayment and ₱ 2,050.00 monthly amortization for 2 years.
	7.96
	11

	A memorial park located more than 901 m away from Boston Business Center has visitor amenities and can offer funeral service with mass for the amount of ₱ 800.00 downpayment and ₱ 1,950.00 monthly amortization for 2 years.
	3.49
	18

	A memorial park located 301 to 600 m away from Boston Business Center has a chapel and can offer a funeral service with mass for the amount of ₱ 750.00 downpayment and ₱ 1,950.00 monthly amortization for 2 years.
	7.05
	13

	A memorial park located more than 901 m away from Boston Business Center has a chapel and can offer without funeral service for the amount of ₱ 800.00 downpayment and ₱ 2,050.00 monthly amortization for 2 years.
	6.15
	16



From this finding, it can be inferred that customers prefer a memorial park close to the business center, around 100 to 300 meters away. Thus, customers want affordable down payments and amortization because of increased daily living costs. Customers usually want to reaffirm that life has not ended for their loved ones. They wish for a funeral service with a mass to bring together people who care about each other in an atmosphere of love and support. Unfortunately, customers preferred no amenities at all.  
Arranging and preparing a memorial park plan in advance is one of the best things an individual can do. It allows planning and securing the future, including the matters to be handled after one dies. Life is unpredictable, so nobody loves to talk about death, let alone plan for it. Thus, the fact that preparing is not a priority or it is too costly. Others also indicate that they have not considered it (Sheng et al., 2019). People's purchasing preferences change at different stages of life (Ramya & Ali, 2016). However, with a memorial park plan, you spare your family the need to make significant financial decisions during a time of immense stress, grief, and emotion. Individuals can pre-plan their funeral services, including the style of service they desire after they die, to respect their unique personalities and life experiences (Barve & Bhalerao, 2019). Planning and securing the future, including memorial park services, lessen the burden and grief of the bereaved family at the same time, giving the loved one who passed away from a decent and comfortable place to rest in internal peace.

Implication
	The result of the study leads the researchers to allude to the fact that customers' preference for a memorial park wherein respondents give so much importance to the location of the memorial park, among other factors. As the results show, if the memorial park is realized in the municipality, it will benefit and benefit the residents and community. Customers will have an option as to where their departed loved ones will be buried. Thus, because the public cemetery of the Municipality of Boston is already chaotic and congested, the realization of this memorial park can be of help in addressing the concerns regarding the burial of loved ones who passed away. 
	Additionally, with an affordable down payment and amortization, many customers can avail themselves of the services offered. Considering that some customers prefer no amenities, offering a package without amenities and with one is essential so customers can choose their preferred packages freely. 


6. CONCLUSIONS AND RECOMMENDATIONS 

The study contributes to customers' awareness of ideal memorial park services. It can help establishments and organizations pave the way for a smooth memorial park service in the Municipality of Boston. Moreover, it determined the most preferred attribute of Customers' preference for memorial park services, more specifically answering the following questions:
1.The result shows that customers prefer a memorial park location that is 100 to 300 meters away from the business center in Boston, which has a down payment amounting to ₱700.00 plus an amortization of ₱1,800.00 for two years that offers a funeral service and mass with
no amenities. From this finding, it can be inferred that customers prefer a memorial park close to the business center, around 100 to 300 meters away. Thus, customers want affordable down payments and amortization because of increased daily living costs. Customers usually want to reaffirm that life has not ended for their loved ones. They wish for a funeral service with a mass to bring together people who care about each other in an atmosphere of love and support. Unfortunately, customers preferred no amenities at all.
2.Customers consider the location the most important variable in memorial park services, as the memorial park must be close to the business center for easier access and mobility.
3.The study revealed that the relationship between customers' observed and estimated preferences for memorial park services is highly correlated. This suggests that the estimated preferences can be a reliable prediction of the observed preferences. Thus, it can be a strong indication that it can reflect an actual business operation identically.
4.In terms of the customers' most regarded factors as ideal for memorial park services, it can be presumed that it should located 100 to 300 meters away from the business center and that has an amount of ₱700.00 as a down payment with a monthly amortization for two years of ₱1,800.00 that has a funeral service and mass with no amenities.

Recommendation

	The study uncovered customers' preferences for memorial park services to provide a serene and beautiful environment for the departed and their loved ones. In this study, customers prioritized location over other factors. From the conclusions, the following recommendations are made for Memorial Park services to improve the services offered to the customers in light of their preferences. 
1.The researchers suggest that memorial parks be close to the business center for easy access to send loved ones to resting places and visit—an affordable down payment of ₱700.00 and amortization of ₱1,800.00 for two years. Thus, funeral and mass services will be offered.
2.The researchers recommend that funeral homes consider offering funeral services with and without a mass in their packages, for most customers prefer a memorial park service without a mass. 
3.The researchers recommend that the Office of the Municipal Mayor look for an ideal location to realize a memorial park that benefits customers, the community, and the business sectors. Valuing the importance of customers' preferences helps Memorial Park services, businesses, and local government provide quality and smooth service to customers.

4.The researchers considered only five factors: location, pricing, services, and amenities. Nevertheless, a wide variety of factors still need to be considered in future studies to make them more all-inclusive and comprehensive. Additionally, this study can be inflated when preferences are put through for the level of agreement or disagreement between customers' memorial park services in the local setting and city-based using discriminant analysis. 
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