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DIMENSIONS IN SIX SERVICE INDUSTRIES 

JIA JUN (JESSICA) ZHANG DOS SANTOS 

ABSTRACT 

This research investigates the impact of service characteristics on the importance 
of service quality dimensions across a wide range of service industries. In this 
research, six service industries are selected to represent the characteristics peculiar 
to services. The different importance weightings of service quality dimensions in 
these service industries are identified and a 16-dimension service quality approach 
is developed for the empirical analysis. This research identifies that importance is 
the most powerful and appropriate measurement to assess service quality in an 
industry level. 

Two phases of empirical research were conducted using a mixed methodology 
approach. Phase one - the quantitative study - uses 600 telephone interviews to 
investigate service quality importance from the customers' perspective. Phase two 
- the qualitative study - uses 12 in-depth personal interviews with managers from 
these industries to assess service providers' perceptions. Comparisons are made 
on service quality issues among the six service industries, among all service 
quality dimensions, between customers and service providers, and among 
consumers with different experience level with the service. 

From the quantitative phase, this research develops a service quality importance 
model to aid managers and academics in understanding customers' perceptions of 
service quality. The model is then verified in the qualitative phase. 

Findings indicate that both customers and service providers perceived each 
service industry has different weightings relating to service characteristics and 
service quality dimensions. However, perceptual differences between service 
providers and consumers were found in all service industries. In addition, the 
findings suggest that consumers' experience levels have no impact on consumers' 
service quality importance perception in some services industries, e.g. university 
and restaurant, and only have impact on a limited number of dimensions in other 
service industries. 

The concepts of core dimensions and peripheral dimensions are derived from the 
interviews with service providers in the qualitative phase. The peripheral 
dimensions are of particular importance for building competitive advantages. 
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CHAPTER ONE INTRODUCT!ON 

During the last two decades, service quality has become a very popular issue for 

both academics and service p roviders and it has been increasingly identified as a 

key factor in differentiating service p roducts and building competitive advantage 

(Ennew et al 1993). Thamara (1991) and Ennew and Binks (1996) p roposed that 

service quality is a major determinant in developing lasting customer 

relationship s, increasing customer loyalty and retention, and improving 

organisational performance. Service quality offers a competitive edge in addition 

to product quality for both product and service orientated organisations (Hart 

1988;  Quinn et al 1990; Martin and Home 1992). 

In this research, a comprehensive comparative study is conducted on 6 service 

industries. The industries were selected so as to reflect a wide range of 

characteristics p eculiar to services. It investigated the importance of service 

quality dimensions in these service industries. It is the attemp t  of this study to link 

the characteristics of services with importance of service quality dimensions. The 

overall contribution is intended both to aid academic understanding and 

potentially to assist practitioners in their management of service quality. 

This chapter starts by presenting the importance of service economy in western 

countries, and raises the imp ortance of conducting research into service quality 

issues. As service quality and customer satisfaction are closely related concep ts, 

arguments concerning these two top ics are demonstrated. The nature of the 

research topic is outlined and the detailed aims and objectives are p resented. 

Finally, the development of the rest of the thesis is outlined. 

1. 1 The Importance of Service Economy and Service Quality 

The popularity of research into service quality originated from the dominant 

position of the service sector in western economies. In the late nineteen nineties, 

more people in the western world earned a living in producing services than in 

1 



manufacturing goods. For consumers, increasing wealth has resulted in 

opportunities to consume services, which were previously unattainable or had to 

be produced within the household. For businesses, services became essential as 

firms concentrated on their core business activities and bought in specialist 

services from outside (Palmer 1 998). 

Since the mid 1 970s, services industries have grown at twice the rate of the rest of 

the UK economy (Johnston 1 993). This expansion has been mirrored elsewhere in 

the developed world (Nicholls 1 992). From 1 986, the proportion of the UK gross 

domestic product (GDP) accounted for by the service industry has increased 

steadily at around 1 % every year. In the past seven years, service industry 

generated average stabilised 72% of the GDP in the UK (Figure 1 . 1 ) .  It could, 

however, be argued that the actual amount of service activity has changed 

significantly but, following divestment and dissection of manufacturing industries, 

the service contribution that used to be a part of manufacturing GDP 1s now 

contained in the service GDP (Annual Abstract of Statistics 1 999). 

Fi ure 1 . 1  UK GDP b 
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Employment in services has also nsen (Figure 1 .2) . From 1 995 to 1 998,  

employees working in service industries were 76% of the UK work force. Some 

services such as finance and tourism increasingly supported the UK's declining 
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visible balance of payments. In spite of the distortions contained in the statistics, 

service industries are an important and growing sector of the UK economy. 
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The service sector has dominated both GDP and employment in the UK. This is 

also the general phenomenon in the rest of the western world (Nicholls 1 992), and 

Collier ( 1 987) referred this to the 'Service Sector Revolution' . This phenomenon 

contributes to the urge for more comprehensive research into services marketing, 

or more specifically, service quality issues. 

The importance of research into service quality is identified by many researchers . 

For example, empirical research conducted by Humble ( 1989) with 1 ,055 senior 

managers across a large number of sectors from 14 European countries confirmed 

the importance of service quality among practitioners. Humble (1 989) concluded 

that over 90 % of all the managers agreed service was more important than it was 

five years ago and it would be more important in the next five years, and 78% 

agreed improving quality and service to customers was the key to competitive 

success. In addition, some researchers, e.g. FitzGerald and Arnott ( 1 996) and 

Barnes and Glynn (1 992), argued that both manufacturing and service 

organisations are recognising that by improving the level of service provided, 

rather than the specification level of the goods, they can make significant and 
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sustainable gains in the market place. BPZ1 (1 988) took this notion further and 

contested that service quality can often make the difference between a business's 

success and failure. Therefore, research into service quality issues can make very 

important contribution to both the academic and business world. 

1 .2 Service Quality and Customer Satisfaction 

Service quality and customer satisfaction are the two major research areas m 

services marketing literature. Although service quality is the focus of this study, 

some customer satisfaction literature is also reviewed, as service quality and 

customer satisfaction are two separate concepts that have an interactive close 

relationship. The interrelationship, similarities and differences between these two 

concepts are demonstrated. 

Service quality and customer satisfaction are extremely important concepts for 

creating competitive advantage and customer loyalty (Iacobucci et al 1 994; Ennew 

and Binks 1996) .  One of the major debates in the literature is whether service 

quality leads to customer satisfaction or customer satisfaction leads to service 

quality. Some researchers (Bitner 1990; Bolton and Drew 1 99 1 )  believe 

satisfaction is an antecedent of service quality, or, if a customer is satisfied with 

the service, he will perceive the service as being of high quality. On the other 

hand, LeBlanc and Nguyen ( 1 988) suggested that customer satisfaction is one of 

the service quality dimensions. It might be that a level of perceived service quality 

leads to customer satisfaction, i.e . a customer perceives a service to be of high 

quality and, therefore, is satisfied with it (PZB 1 985, 1 988 ;  Cronin and Taylor 

1 992). 

Despite the uncertainty regarding the relationship between customer satisfaction 

and service quality, they do share many similarities, and there is a tendency among 

1 BPZ refers to �' Leonard L., Parasuraman, A. and Zeithaml, Valarie A., these three 
researchers have large amount of service quality publications, and are commonly referenced as 
abbreviations (BPZ, PZB, ZBP, etc .) in the service quality literature. 
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practitioners to use the terms 'customer satisfaction' and 'service quality' 

interchangeably. Both service quality and customer satisfaction are defined in 

terms of disconfirmation model (see section 2.3 . 1) .  Oliver (1980) noted that 

(dis)satisfaction results from experiencing a service quality encounter and 

comparing that encounter with what was expected. Service quality has been 

defined as ' the comparison between customer expectations and perceptions of 

service' (Gronroos 1 983 ;  PZB 1 985). The empirical research conducted by Taylor 

and Baker (1994) examined the relationship between service quality and customer 

satisfaction in the formation of consumers' purchase intentions. They concluded 

that the highest level of purchase intentions was observed when both service 

quality perceptions and satisfaction judgements were high. They further suggested 

that the conceptual and empirical treatment of these constructs should be 

considered as moderating variables. 

Some researchers have however identified a number of key elements that 

distinguish service quality from consumer satisfaction (Rust and Oliver 1 994; 

Patterson and Johnson 1 993 ; Taylor 1 993): 

• The dimensions underlying quality judgement are rather specific, whereas 

satisfaction can result from any dimension (whether or not it is quality related). 

• Expectations of quality are based on ideals or perceptions of excellence, 

whereas a large number of non�quality issues can help form satisfaction 

judgements ( e.g. needs, equity, perceptions of 'fairness') .  

• Quality perceptions do not require experience with the service or provider 

whereas satisfaction judgements do . 

• Quality is believed to have fewer conceptual antecedents than satisfaction. 

Another argument in the literature is that customer satisfaction and service quality, 

of either the overall service or individual service encounters ,  might be 

independent and unique constructs that share a close relationship (Taylor and 

Baker 1 994; Bitner and Hubbert 1 994; Oliver 1993 ; Patterson and Johnson 1 993). 

This research investigates service quality issues in different service industries. 
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Due to the close relationship and similar nature of these constructs, customer 

satisfaction is not excluded entirely, for example, the impact of expectations. 

Furthermore, in chapter six, management implications, many service providers 

used these two terms interchangeably. However, the main focus of this research is 

on service quality issues. 

1.3 Aims and Objectives of the Study 

The majority of service quality studies reported in the literature are based on 

specific service firms. The aim of this research is to investigate service quality 

issues on a service industry level. The purpose of this research is to investigate 

service quality importance in a wide range of service industries with different 

profiles of service characteristics. It compares the perceived service quality 

importance in six service industries . It also compares customers ' perceptions with 

service providers' perceptions of service quality importance. Furthermore, it 

attempts to develop a model that can potentially be applied to a wide range of 

services to predict the importance weightings of service quality dimensions from 

the consumers ' perspective. 

The obj ectives are : 

• To understand the impact of service characteristics on the importance ratings of 

service quality dimensions ; 

• To identify the differences and similarities of the importance of service quality 

dimensions in different service industries; 

• To explore the impact of experience on consumers' perceived service quality 

importance in different service industries. 

• To develop a model or set of models that link the importance of service quality 

determinants with service characteristics and provide a basis for service 

providers to review and improve their activities. 

• To describe the general understanding that managers (responsible for setting 

service quality specifications) have of service quality and customer 

expectations issues; 
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• To discover managers' perceptions of the relative importance of service quality 

dimensions; 

• To compare consumers' perceptions with managers ' perceptions on service 

quality importance and to examine the difference between these two groups; 

• To examine the attitude of managers after they have been notified of any 

differences between their perceptions and consumers' perceptions on service 

quality importance;  

• To provide applications of the consumer-based service quality importance 

model proposed from service providers ' perspective. 

1.4 Outline of the Thesis 

The thesis is divided into seven chapters. Chapter One - provides a general 

background to this research. 

Chapter Two is a review of the literature on relevant service quality issues . A 

range of service characteristics i s  examined, and it is argued that their importance 

varies between different service industries. This factor drove the hypothesis 

development in Chapter Three and provided a foundation for developing the 

service quality importance model in Chapter Five. Chapter Two further presents 

the definition of service quality and different measurement instruments. A 

comparative review on the three concepts - importance, expectations and 

perceptions are carried out on their definitions, contributions and problems in 

assessing service quality. It is argued that to measure service quality importance 

was the most appropriate research instrument to achieve the aims and objectives 

of this research. As the literature agrees service quality is a multi-dimensional 

concepts, a comprehensive review on service quality dimensions are demonstrated 

in the final section of this chapter. 

In Chapter Three, using the service characteristics presented in Chapter Two, six 

service industries are selected and 2 1  hypotheses are developed for empirical 

testing. As this research conducts an extensive comparative analysis among six 
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different service industries, the existing literature on the nature of service 

industries and service quality issues in a wide range of service industries were 

reviewed. 

Chapter Four describes the detailed methodology for both phases of the study. The 

first phase used quantitative telephone research, which focused on consumers ' 

perceptions . From the critical review of service quality dimensions in chapter two, 

a 1 6-dimension service quality approach was developed. Scale development and 

content analysis were used to develop the questionnaires for each industry. The 

dimensions of all 6 questionnaires are consistent throughout the 6 service 

industries, although the specific wording varied slightly according to the nature of 

each industry. Six hundred customers were interviewed in this phase, with one 

hundred respondents in each service industry. The second phase of the study used 

qualitative personal interviews to investigate managers' perceptions of service 

quality importance and the implications for implementation. An interview 

protocol was developed and twelve managers were interviewed with two in each 

service industry. 

The findings from customers ' perception are discussed in Chapter Five. The 

respondent profiles are described, and an analysis of service quality importance of 

each dimension across all service industries and in each industry is presented. The 

impact of experience on customers ' perceptions is discussed. Finally, the 21  

hypotheses presented in Chapter Three are tested, and the components of the 

service quality importance model, based on different service characteristics, 1s 

developed. 

A comparative analysis of service providers' perceptions and customers ' 

perceptions is carried out, and the implications of service quality importance 

model are discussed in Chapter Six. This chapter provides applications of the 

service quality importance model and proposes the notion of core and peripheral 

dimensions. Core dimensions are the most important fundamental service quality 
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dimensions for the service, which many often be taken for granted and so may 

have little impact on purchase decisions. It is the peripheral dimensions, which are 

also important service quality dimensions that can be used to achieve competitive 

advantage for service organisations . The second phase supported all of the 

propositions from chapter five, therefore, the components of the service quality 

importance model are shown to have validity. 

Finally, Chapter Seven presents the conclusions of the mam findings and 

discusses the contributions of the study. In particular, this research developed a 

model to aid understanding of, and prediction of, consumer quality evaluation 

criteria. It also draws together the research concerning quality dimensions and 

scales, and examines the measurements of service quality. To conclude this study, 

managerial implications, limitations of the study and areas for further research are 

discussed. 
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CHAPTER TWO LITERATURE REVIEW 

2. 1 Introduction 

It is suggested that service firms that achieve higher service quality in the long

term are more successful and profitable (Johnston 1 993). There is now a 

considerable volume of literature, which documents attempts to measure service 

quality (Palmer et al 1 998). Since the early eighties, more than 1 000 papers in the 

field of service quality have been published. The aim of this chapter is to achieve 

objective 1 and 2 (as discussed in 1 .3), to understand the nature of service quality 

and consumers expectations of service industries; and to identify the differences 

and similarities of service quality dimensions in different service industries. This 

chapter reviews service characteristics and the service quality literature, including 

its definitions, measurement, dimensions and the concept of expectations, 

perceptions and importance. 

2.1 . 1  Objectives of the Literature Review 

In the services marketing literature, many studies have been done on service 

quality in a particular service industry or a service organisation. There is however, 

no empirical research comparing service quality issues across a large scale of 

service industries based on a wide range of service characteristics. Only a few 

scholars used more than one service industry in their researches, most of them 

used convenient samples or only a limited number of service characteristics, to 

produce specific contributions to the service quality literature. For example, PZB 

(1988) examined five service industries (appliance repair and maintenance. retai l 

banking, long-distance telephone, securities brokerage and credit cards), to 

develop a service quality measurement tool - SERVQUAL. Mersha and Adlakha 

(1 992) identified good and bad service quality attributes in physician services, 

retail banking, auto-maintenance, colleges and fast food restaurants . Weis-Lips et 

al (1 998) used six service industries (restaurants, housing societies, health care, 
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public transport, job agencies and academic education) in Netherlands to assess 

the antecedents of critical incidents. 

There is however, no comprehensive research yet on examining the importance of 

service quality dimension in different service industries as a whole. The impact of 

service characteristics on service quality importance for all service industries has 

not yet been considered. This is the main aim of this study to fill in this theory 

gap. 

2.1 .2 Outline of the Literature Review 

This research conducted a comparative analysis of perceived service quality 

importance in 6 service industries. The literature review provides an extensive 

background of service characteristics, the notion of service quality and its 

measurement, the concepts of importance, expectations and perceptions, and 

service quality dimensions in different industries . The empirical research is 

designed and carried out on this foundation. 

The literature review starts by demonstrating the vital part of the study - service 

characteristics. The literature shows that services shares a number of distinctive 

characteristics, e.g. intangibility, inseparability, credence, etc. However, all service 

industries have different emphasis on each characteristic, therefore, this literature 

base invites further study in this area, it drove the hypotheses development in 

Chapter 3 and provided the literature foundation for developing the components of 

the service quality importance model in Chapter 5 . 

In most service industries, service quality has been used to differentiate service 

products and build competitive advantage (Ennew et al 1 993). Therefore, the 

notion of service quality and the measurement of service quality in different 

service industries are introduced. Some measuring tools claim to be universal, 

while some have been tailored to specific service industries or even a single 

1 1  



service organisation. Many service quality measuring instruments however, use 

the concepts of expectations, perceptions and importance for assessments . 

As expectations, perceptions and importance are used to either define or assess 

service quality, comparative reviews of these three concepts are presented. S ection 

Four demonstrates the notion, contribution and problems in assessing service 

quality of these concepts. It is suggested that importance is the most appropriate 

instrument for this research, as it is the aim of this research to examine service 

quality issues in 6 service industries, not perceived service quality in a particular 

service firm. Regardless of the difference and inter-relationship between 

expectations, perceptions and importance, the literature agreed that s ervice quality 

is a multi-dimensional concept, thus, there is a need to investigate service quality 

dimensions in depth. Therefore, a review of different approaches of s ervice quality 

dimensions were conducted, and provided sufficient theoretical background to 

develop sixteen service quality dimensions (see section 4.3 . 1 )  which was used in 

the primary research. 

2.2 Service Characteristics 

It is agreed in the literature that 'pure' services have a number of distinctive 

characteristics that differentiate them from goods and these have implications for 

the manner in which they are marketed (Palmer 1 998). It is generally accepted that 

intangibility, inseparability, heterogeneity (variability) and perishability are the 

four distinctive features of services. Some other characteristics of services ( e .g. 

lack of ownership, credence) were also noted by a number of researchers. 

2.2.1 Intangibility 

The literature highlights intangibility as one of the key characteristics of  services 

(Wolak et al 1 998). Service is even defined by intangibility, for example, Cowell 

( 1984 p. 23) defined service as "not possible to taste, feel, see, hear or smell 

before they are purchased", or service "cannot be counted, measured, inventoried, 
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tested, and verified in advance of sale to assure quality'' (PZB 1 985 p. 42) . 

Because services are performances rather than objects, precise manufacturing 

specifications concerning uniform quality can rarely be set (Bateson 1 977; Berry 

19 80; Lovelock 1 98 1 ) .  Intangibility was not only proposed as an important factor 

in distinguishing between products and services (Levitt 1 98 1  ), but was also used 

to state the fundamental nature of service. For example, Cowell ( 1 984 p. 23) noted 

that "ultimately, the purchase of a service is the purchase of something 

intangible." Zeithaml and Bitner ( 1 996) suggested that the broad definition of 

services implied intangibility is an essential determinant of whether an offering is 

a service or not. Furthermore, Levitt (1 9 8 1  p. 94) argued that "the degree of 

product intangibility has its greatest effect in the process of trying to get 

customers." Nevertheless, because of intangibility, a firm may find it more 

difficult to understand how consumers perceive their services and evaluate service 

quality (Zeithaml 1 98 1  ). Therefore, the concept of 'tangibilisation' was introduced 

for intangible services although tangible products must be intangibilised to add 

customer-getting appeal (Berry 1980;  Levitt 1 98 1) .  

Some scholars argue that the importance of intangibility might be over

emphasised (Onkvisit and Shaw 1 99 1 ;  Wyckham et al 1 975; Bowen 1 990) .  They 

proposed that the service provider ' s  offer is their 'productive capacity' and not the 

tangible or intangible nature of the offer. Despite the criticism, intangibility is still 

one of the most important service characteristics. 

It is suggested that very few products are totally intangible or purely tangible . The 

tangibility spectrum (Shostack 1 977) was developed based on this idea, which 

classified different industries from 'tangible dominant' to ' intangible dominant' .  

For example, from salt, fast-food outlets, airlines, to teaching. However, even in a 

relatively intangible dominated service industry, ' tangible' was still used as one of 

the dimensionsto measure service quality. 
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2.2.2 Inseparability 

Inseparability reflects the simultaneous delivery and consumption of services 

(Wyckham et al 1975; Donnelly 1 976; Carman and Langeard 1 980; Zeithaml 

1 98 1 ;  Bowen 1 990). As a consequence, quality in services is not produced at any 

manufacturing plant, then delivered intact to the consumers . Quality usually 

occurs during service delivery, and in the interaction between the client and the 

contact person from the service firm, particularly in labour intensive services 

(Lehtinen and Lehtinen 1 986). It is believed that inseparability not only involves 

the service provider becoming an integral part of the service, but it also enables 

consumers to affect or shape the performance and quality of the service (Gronroos 

1 978; Zeithaml 1 98 1 ;  Woodruffe 1 995). The service firm may have less 

managerial control over quality in services where consumer participation is 

intense (e.g., health care), because the client affects the service process. In these 

situations, the consumer' s input (e.g. description of symptoms) becomes critical to 

the quality of final service performance (PZB 1985). People can be part of the 

service itself, and this can be an advantage (shared responsibility by both 

consumers and service providers) or disadvantage (increase difficulty in managing 

service performance) for services providers . 

2.2.3 Heterogeneity or Variability 

Heterogeneity refers to the potential for high variability in service delivery 

(Zeithaml et al 1 985). Some studies refer to heterogeneity as variability. 

Variability impacts upon customers not just in terms of outcomes but also on 

processes of production (Palmer 1 998). This characteristic is a particular problem 

for services with a high labour content, as the service performance is delivered by 

different people and the performance of people can vary from day to day, from 

customer to customer, and from producer to producer (Rathmell 1 966; Carman 

and Langeard 1 980). Therefore, consistency of behaviour from service personnel 

(i.e. uniform quality) is difficult to assure (Booms and Bitner 1 98 1 )  because what 

the firm intends to deliver may be entirely different from what the consumer 

receives (PZB 1985). Heterogeneity however, was not considered as a negative 

14 



factor by all researchers . For example, Onkvisit and Shaw ( 1 99 1 )  noted it offered 

opportunity to provide a degree of flexibility and customisation of the service; 

Wyclmam et al ( 1 975) suggested it could even be introduced as a benefit and a 

point of differentiation. 

2.2.4 Perishability 

The literature agreed perishability as another service characteristic. In general, 

services cannot be stored and carried forward to a future time period (Donnelly 

1 976; Zeithaml et al 1 985).  Onkvisit and Shaw ( 1 99 1 )  suggested that services are 

"time dependent' and 'time important' which make them very perishable. 

Perishability has different impacts on customers and service providers (Hartman 

and Lindgren 1 993;  Woodruffe 1 995). Consumers are only aware of the 

perishability issue when there is insufficient supply and they have to wait for the 

service. On the other hand, in times of unsteady high or low demand, perishability 

becomes the primary concern of service producers. 

2.2.5 Lack of Ownership 

Some scholars suggest lack of ownership as a key service characteristic (Cowell 

1 984; Palmer 1 998). The inability to own a service is related to the characteristics 

of intangibility and perishability. Lack of ownership is a basic difference between 

a service industry and a product industry because a customer may only have access 

to or use of a facility (e.g. a hotel room, a credit card). When a service is 

performed, no ownership is transferred from the seller to the buyer. Palmer ( 1 998  

p. 1 6) suggested that there was "a distinction between the inability to  own the 

service act, and the rights which a buyer may acquire to have a service carried out 

at some time in the future (e.g. a theatre gift voucher) ." 

1 5  



2.2.6 Credence 

Services can be distinguished from credence to non-credence services (Nelson 

1 974, Ostrom and Iaccobucci 1 995; Weis-Lips et al 1 998). Credence services are 

difficult to evaluate even after the actual service consumption has occurred, such 

as the success of an appendix operation or the quality of higher education. Non

credence services include the service of restaurants, job agencies and public 

transportation. Zeithaml and Bitner ( 1 996) suggested services high in credence are 

the most difficult to evaluate by consumers because of their unawareness or 

insufficient knowledge, but credence dominates many services, especially those 

provided by professionals and specialists . This might influence consumers' 

perceptions of service providers ' competence level . The empirical study 

conducted by Weis-Lips et al ( 1 998) used high credence to non-credence services 

as one of the criteria to select service industries. 

The above service characteristics were noted in many service marketing studies to 

differentiate service from goods. Usually, a service would have different degree of 

each characteristic. For example a service may have high level of credence and 

low level of intangibility, vice versa. Although all service industries share certain 

common characteristics, each service industry does have different degree and 

emphasis on these characteristics. These characteristics are used for service 

industry selection and hypothesis development in Chapter 3. Another method to 

help academics and practitioners to understand services and used in hypothesis 

development are service classifications. 

2.2. 7 Classifying Services 

Service classification can help academics to understand the diff1.,,Tcnccs between 

service groups. It can aid this research to select a range: of sc"."Vi"'1.: �,<l':str:::s �o 

represent each category of service classifications. Many classifications of sc;.vii.;.:s 

exist in the literature, and there is a great deal of overlap amnng thes.: 

classification schemes. The classification scheme dc··ek:;_Je "°' r:::- l w::-'oc': (' 9�3) 

was one of the most extensive original work of service �la�",i f-;car;,)1��- !+ v•1s 



based on an analysis of eight earlier classification schemes drawn from the 

literature dating from 1 964 and also developing the a previous scheme that 

Lovelock developed in 1 980. While the bulk of the frameworks developed by 

Lovelock (1 983) remain generally accepted later studies have either adopted this 

framework or developed and extended based upon it, e.g . Cowell ( 1 984) and 

Woodruffe ( 1 995) .  The purpose of this section is to review and summarise a 

number of major classification methods, which link some service characteristics 

and service quality dimensions, for further analysis and hypothesis development 

(Chapter 3) .  

Table 2 . 1  Review of Service Classifications 

Service Classification Reference 

Characteristics 
Tangibility 1 .  Rented goods service Woodruffe ( 1 995 p . 1 9) 

2.  Consumer-owned goods 
services 

3 .  Non-goods services 
Profit 1 .  Profit Kasper et al ( 1 999) 
Orientation 2.  Non-profit Woodruffe (1 995) 

Cowell ( 1 984) 
Expertise 1 .  Professional Woodruffe ( 1 995 p. 1 24) 
(Competence) 2. Non-professional Kasper et al ( 1 999) 
People-based 1 .  People-based Services (high Woodmffe ( 1 995 p. 1 24) 
Services contact) Cowell ( 1 984 p. 28) 

2. Equipment-based (low contact) 
Market Supply 1 .  Supply higher than demand Cowel l ( 1 984 p. 46) 

2. Supply lower than demand Lovelock ( 1 983 p. 1 7) 
3 .  Supply equals to demand 

Service 1 .  Formal relationship Kasper et al ( 1 999) 
Relationship 2. Non-formal relationship 
Nature of 1 .  Public Cowell ( 1 984 p. 28) 
Enterprise 2. Private 
Nature of the 1 .  Tangible actions directed at Lovelock ( 1 983 p . 1 2) 
Service Act and people' s  bodies 
Direct Recipient 2. Tangible actions directed at 
of the Service goods and other physical 

possessions 
3 .  Intangible  actions directed at 

people' s  minds 
4. Intangible actions directed at 

intangible assets 
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Service 1 .  Membership relationship Lovelock ( 1983 p . 13) 
Relationship 2 .  No formal relationship 
Nature of 1 .  Continuous Delivery of Service Lovelock (1 983 p . 1 3) 
Service 2. Discrete Transactions 
Delivery 
Customisation 1 .  High customisation high Lovelock (1 983 p. 1 5) 
and Judgement judgement (e.g . legal services) 
in Service 2 .  High customisation low 
Delivery judgement (e.g. education) 

3 .  Low customisation high 
judgement (e.g. hotel) 

4 .  Low customisation low 
judgement ( e.g. movie theater) 

Method of 1 .  Custoemr goes to service Lovelock (1 983 p. 1 8) 
Service organisation 
Delivery 2 .  Service organisation comes to 

customer 
3 .  Customer and service 

organisation transact at arm's 
length (mail or electronic 
transaction) 

Availability of  1 .  Single site Lovelock (1 983 p. 1 8) 
Service Outlets 2. Multiple sites 

As all service classifications are based different service characteristics or the 

service nature, they might have influence on the relevant service quality 

dimension perceived by consumers and/or service providers . For example, if a 

service is non-profit orientated, the price/value dimension might not be very 

important or even exist (in a church context), and vice versa. The detailed impacts 

of service characteristics  and classifications on service quality dimensions are 

further discussed in Chapter 3 .  

2.3 Service Quality and Its Measurement 

Service quality was agreed in the literature as a key factor to increase profitability 

and to build competitive advantage. The service quality concept has been widely 

adopted in most service industries. In this section, the notion of service quality and 

its measuring instruments are reviewed. 
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2.3.1 Definition of Service Quality and Disconfirmation Paradigm 

Gummesson (1 977) first suggested that service quality is very much related to 

perceptions and trust. Gronroos (1983) first introduced the notion of total service 

quality as perceived by the consumer is the result of a comparison between the 

expected service and the perceived service. Delivering quality service means 

conforming to customer expectations on a consistent basis (Lewis and Booms 

1 983). Service quality was usually noted as a measure of how well the service 

level delivered matches customer expectations . For example, Gronroos (1 984 p .  

37) defined the concept of perceived service quality, which would be "the 

outcome of an evaluation process, where the consumer compares his expectations 

with the service he perceives he has received." PZB (1 985 p. 42) agreed with this 

notion, and defined service quality as "the comparison between customer 

expectations and perceptions of service." PZB (1 988 p. 1 5) developed the service 

quality definition as "the overall evaluation of a specific service firm that results 

from comparing that firm's performance with the customer' s general expectations 

of how firms in that industry should perform". Using this definition, they 

developed their service quality assessment tool - SERVQUAL. 

On the other hand, service quality is seen similar to an attitude by some 

researchers (Cronin and Taylor 1 994, Buttle 1996) . Cohen et al (1 972) defined 

attitude as a person's importance-weighted evaluation of the performance of the 

specific dimensions of a product or service. The concepts of expectations, 

perceptions and importance might all have impact on service quality. Cronin and 

Taylor (1 994) suggested that the definition of service quality in one industry might 

be different in another. Perhaps high involvement services such as health care or 

financial services have different service quality definitions than low involvement 

services such as fast food or dry cleaning. 

Johnston (1 995b) stressed the similarities between the constructs of service quality 

and satisfaction. He believed they were conceptually close, therefore, he 
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developed 1 8  determinants of service quality based on satisfying and dissatisfying 

critical incidents. The current dominant definition of service quality however, is 

essentially based on the disconfirmation paradigm, "requiring the measurement of 

service quality as an additive function of expectations and performance 

perceptions" (Babakus and Inhofe 1 991  p. 143). 

Disco11firmation Paradigm 

Oliver ( 198 1 )  developed the disconfirmation paradigm that measures consumers ' 

favourability level through their expectation. He defined disconfirmation as "the 

pre-purchase expectation level and the degree to which the product or service 

performance deviates from that level (p. 28) ." It may be favourable - positive 

disconfirmation (where performance exceeds expectations), unfavourable -

negative disconfirmation (performance falls below expectations) , or zero 

confirmation (where performance equals expectation) . According to this 

paradigm, negative disconfirmation would lead to dissatisfaction or low service 

quality, and both positive disconfirmation and confirmation would lead to 

satisfaction or high service quality. This is, however, recognised as the flaw of 

disconfirmation - satisfaction theory. Buttle ( 1 996) argued that a customer might 

have low expectations based on previous experiences with the service provider, "if 

those expectations were met, there would be no gap and service quality is deemed 

satisfactory, which might not be what happened in reality (p. 21) ." For example, a 

customer might expect "the flight will be late for X airline", and if "the flight is 

late", a customer would perceive low service quality of X airline and be 

dissatisfied, although his expectations has been met (confirmation) . Another 

argument is that the disconfirmation paradigm did not clearly state which level of 

expectation was used for comparison, as there are many different interpretations of 

expectations existing in the literature (see section 2.4 . 1  ) .  

If the disconfirmation paradigm is challenged, the notion of service quality and its 

measurement might also be questioned. The next 6 sections critically review the 

current service quality measuring tools . Both academics and practitioners often 
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use a standardised measuring instrument to assess service quality. It is  apparent 

that different industries display their own individual characteristics and some 

argue for the tailoring of measurement. Other than attribute-based measurement, 

some incident based methods, e.g. critical incident technique (Flanagan 1 954), 

were also cited in the literature. 

2.3.2 Universal Measuring Tools - SERVQUAL and SERVPERF 

Using a service quality measuring instrument that can apply to all service 

industries and organisation is the most popular method used by practitioners and 

academics. SERVQUAL and SERVPERF are two instruments that claim to be 

universal. 

SERVOUAL 

PZB developed the first universal service quality measuring tool - SERVQUAL in 

1 985 .  Since then, PZB has further developed, promulgated, promoted and 

defended (from rising criticism) this instrument through a series of publications in 

1 986, 1 988 ,  1 990, 1 99 1 a, 1 99 1 b, 1 992, 1 993 , 1 994. 

SERVQUALwas developed based on the disconfirmation paradigm (Oliver 1 980) 

and the gap model (PZB 1 985), and it assessed the difference between the 

customers ' expected level of service and perceived service quality. In their 

original formulation PZB ( 1 985) identified ten dimensions of service quality: 

access, courtesy, communication, competence, credibility, reliability, 

responsiveness, security, understanding the customer and tangibles . From their 

work in 1 988 ,  these ten dimensions were allocated into five dimensions: 

reliability, assurance, tangibles, empathy and responsiveness (RATER). Based on 

RATER, PZB ( 1 988) developed a 22-item instrument - SERVQUAL, with 4 to 5 

items used to measure each dimension. Furthermore, they claim that SERVQUAL 

could assess general service quality across all service industries. In 1 99 1 ,  PZB 

refined the wording of SERVQUAL and substituted two items in 'tangible' and 

assurance by two new items, however, the RATER dimensions remain the same. 

2 1  



SERVQUAL assesses three concepts from consumers ' perspective - expectations, 

perceptions and importance. Expectation items are focused on the ideal standard 

or predictive standard in the relevant service industry, while perception items 

measure the performance level of a specific service organisation. Both 

expectations and perceptions share the same 22 items. Respondents were asked to 

spread 1 00 points among the 5 RATER dimensions that according to their relative 

importance. 

SERVQUAL, is the widest used method to measure service quality among 

researchers (e.g. Carman 1 990; Rigotti and Pitt 1 992). There is a substantial 

amount of researchers using SERVQUAL in different service sectors (Buttle 

1 996) . For example, dental services and tyre retailing (Carman 1990), hotels 

(Saleh and Ryan 1 992), travel and tourism (Fick and Ritchie 1 99 1) , car servicing 

(Boumkan and van der Wiele 1 992), business schools (Rigotti and Pitt 1 992), 

higher education (Ford et al 1 993); McElwee and Rednab 1 993), hospitality 

(Johns 1993), business-to-business channel partners (Kong and Mayo 1993), 

accounting firms (Freeman and Dart 1 993) ,  architectural services (Baker and 

Lamb 1 993), recreational services (Taylor et al 1 993) ,  hospitals (Babakus and 

Mangold 1 992; Mangold and Babakus 1 99 1 ;  Reidenbach and Sandifer-Smallwood 

1 990; Soliman 1992; Vandamme and Leunis 1 993 ; Walbridge and Delene 1 993), 

airline catering (Babakus et al 1 993), banking (Kwon and Lee 1 994; Wong and 

Perry 1 99 1 )  apparel retailing (Gagliano and Hathcote 1 994) and local government 

(Scott and Shieff 1 993) . 

SERVQUAL has received a lot of criticism since it was first published in 1 988  

(Buttle 1 996). For example, Cronin and Taylor (1 992) argued that SERVQUAL is 

paradigmatically flawed because of its ill-judged adoption of the disconfirmation 

model. Although SERVQUAL aims to assess the difference between expectations 

and perceived service quality, which expectation is used for comparison is rather a 

vague area. The 1 988 version attempted to capture respondents' normative ' should 
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be' expectations. For example, one 1 988 item read: 'They should have up-to-date 

equipment' . The revised wording ( 199 1 )  focused on customers ' predictive 'will 

be' expectations . The sample revised item read: 'Excellent _ companies will 

have modem-looking equipment ' .  

McDougall and Levesque ( 1 992) argued that what the SERVQUAL instrument 

really measures was unclear, it probably measured importance rather than 

expectations. They argued some confusion existed between the importance and 

expectation concepts, which came from the 'guidelines for using SERVQUAL' . 

Respondents were asked to rate if the possession was ' absolutely essential or not 

essential' for excellent service. McDougall and Levesque ( 1 992) found the 

SERVQUAL formulation puzzling and argued it could measure importance as 

well as expectations, and they found a strong correlation between the two in their 

empirical study (see section 2 .4. 1 ) .  

Carman (1 990) and Babakus and Boller ( 1 992) agreed that there is  a confusing 

impact of having one set of instructions referring to an industry and another set to 

a particular firm (SERVQUAL). Cronin and Taylor ( 1 994) suggested the solution 

of this problem is combining both expectations and perceptions in single items 

(SERVPERF). 

SER VPERF 

SERVPERF, developed by Cronin and Taylor (1 992), was a performance based 

service quality measurement tool . It avoided the problem of SERVQUAL that 

perceived service quality is usually lower than the normative expectation. Rather 

than using one set of industry-orientated items and another set of organisation

orientated items, SERVPERF used service performance only as a standard to 

assess service quality. Nevertheless, the 22-items and RATER dimensions of 

SERVQUAL remain the same in SERVPERF. Cronin and Taylor (1 994) argued 

that since service quality is seen as similar in many ways to an attitude, agreed by 
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Buttle (1 996), the performance-based measure - SERVPERF - is more suitable to 

assess service quality. 

Cronin and Taylor (1992) tested performance only measurement - SERVPERF 

and weighted SERVPERF (Importance * Performance) in four service industries : 

banks, pest control, dry cleaning, and fast food, with 2 firms in each industry. 

They suggested that the un-weighted SERVPERF scale should capture more of the 

variation in service quality than any of the other identified alternatives 

(SERVQUAL, weighted SERVQUAL and weighted SERVPERF). Their weighted 

SERVQUAL and SERVPERF used 'Importance * Perception (Performance) ' 

formulae, which devalued the importance measurement. For example, an item 

with high performance and low importance would have the same score as an item 

with high importance and low performance. Despite of PZB ' s  (1 994) argument 

that the convergent validity, discriminant validity and regression analyses of 

performance-based measurement and disconfirmation-based measurement are 

very similar, SERVPERF is not widely adopted by practitioners and academics as 

SERVQUAL. 

These two measuring tools, especially SERVQUAL together with the RATER 

dimensions or the ten original service  quality dimensions, have been widely used 

by scholars and business managers. PZB claimed that they could be used in all 

service industries and organisations. However, some scholars questioned its 

generalisability in all service industries. For example, Llosa et al ( 1 994 p. 489) 

suggested that since the number and the nature of facts for service quality vary 

from one service to another, "can one really go further than the two general 

dimensions defined by Gronroos (technical and functional quality) if the 

instrument has to be generalised to all service types?" 

2.3.3 Specific Measuring Tools 

The universal service quality measuring tools are not usually tailored to any 

specific service industry, let alone a specific service organisation. Ennew et al 
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(1 993) argued that the precise dimensions of service quality would necessarily 

vary across sectors . In response to this problem, some researchers developed their 

own approaches with different dimensions and specific service quality measuring 

instruments to research a specific service industry. For example, auto 

maintenance, banking, university, fast food and physician services (Mersha and 

Adlakha 1992), fast food restaurant (Johnson and Mathews 1 997), banking 

(Blanchard and Galloway 1 994) , retail (Dabholkar et al 1996), food service (Johns 

and Tyas 1 996), dentist (Brown 1 997), education, medical service, social club and 

rock or country music concert (Zeithaml and Bitner 1 996) . 

Some of the above researchers developed their own approaches with different 

number of dimensions to assess service quality, or regrouped the ten service 

quality dimensions by PZB ( 1 985) .  Most of the studies, however, just added some 

special items in the 10 determinants of  SERVQUAL according to the industry 

they researched in their measurement. A debate is on-going on the value of service 

quality measuring tools specially tailored to a specific context or whether a 

universal measuring instrument can be highly reliable in all industries. 

Both SERVQUAL and the tailored service quality measuring instruments are 

attribute-based methods, they have been widely used in the service quality 

assessment and proved to be reliable and valid. 

2.3.4 Critical Incident Technique 

Ennew et al ( 1 993 p.  60) argued that "the qualitative nature of service quality 

implies that cardinal scales o f  measurement are inappropriate", therefore, some 

scholars, e.g. Stauss (1 998) suggested that the incident-based method is a better 

approach to measure service quality. Flanagan ( 1 954) developed the critical 

incident technique (CIT), which has been used by a number of researches in the 

80s and 90s to assess service quality (e.g. Edvardsson 1 988 ;  Crane and Lynch 

1 988;  Bitner et al 1 990; Gabbott and Hagg 1 996) . CIT consists of a set of 

procedures for collecting direct observations of human behaviour in such a way as 

25 



to facilitate their potential usefulness in solving practical problems and developing 

broad psychological principles . The CIT outlines procedures for collecting 

observed incidents having special significance and meeting systematically defined 

criteria (Flanagan 1 954). 

Stauss (1 998) claimed that CIT is  a better approach for measuring perceived 

service quality than the attribute-based satisfaction measurement. In 1992, Stauss 

and Hentschel argued that attribute-based methods force the respondent to assume 

a routine service situation, while the incident-based approach emphasised non

routine service situations . Their argument however, is not the main stream of the 

literature and most researchers agree that the attribute-based measurement, are 

reliable, valid and sophisticated enough to measure service quality. 

2.3.5 Importance-Performance Index 

Ennew et al ( 1 993) examined the problems of current instruments of measuring 

service quality, either simply comparisons of means or complex factor analysis 

and regression. They argued (p. 60) that "the qualitative nature of service quality 

implies that cardinal scales of measurement are inappropriate." Therefore, they 

developed a set of indices to measure service quality, which is accessible and easy 

to use in practical situations . This measurement tool (Ennew et al 1 993 p. 62) is 

"to apply a simply set of ordinal weights to the cross-tabulation of survey results 

on the rankings given by consumers to the importance of each characteristic to 

them, and to the perceived quality of provision by the firm(s) with which they 

deal." Ennew et al (1993) applied the index measurement on banking services to 

small firms in the UK. Although this method is designed to conduct practical, 

thorough analysis of survey data, and to avoid complex statistical models, no 

research has emerged on using this index in service industries other than banking. 
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2.3.6 Cluster Analysis 

Cluster analysis is often used in market segmentation studies and as a 

classification tool (Punj and Stewart 1 983 ;  Diamantopoulos and Schlegelmilch 

1997). Despite the problem of cluster definition, Smith et al ( 1 992) used CIT and 

cluster analysis for their customer based service quality study. They suggested that 

the determinants of satisfaction and dissatisfaction indeed might be different. They 

did not use the existing service quality characteristics but found that satisfaction 

was usually generated by the service going beyond expectations and 

dissatisfaction resulted from failure, slowness, disinterest and rudeness of staff. 

Their data came from a single industry - retail services - and their sample 

comprised graduate and undergraduate students from an American university. 

Smith et al ( 1 992) agreed with Johnston (1 995b) in using satisfied customers to 

define service quality. The use of cluster analysis however, is not common in the 

service quality literature. 

2.3.7 Service Quality in Scandinavia 

Many scholars in Nordic schools have researched into service quality. Lehtinen 

( 1986) has researched the nature of the service production and delivery process 

from the customers ' perspective, and divided service production and the 

consumption process into three phases - joining, intensive and detachment phases 

- for managerial implications. There are a number of quality models developed by 

Scandinavian researchers. In the Gronroos-Gummesson Quality Model ( 1988), it 

was suggested that well-estab lished goods quality research could contribute to 

service quality research. Services, like physical goods, have to be carefully 

designed (Gummesson 1988 ,  1 990). Edvandsson and Gustavsson ( 1 991 )  

developed a consistency analysis model for auditing the quality and productivity 

of a service provider. In addition, Lindqvist (1 987) has studied quality perceptions 

of some consumer services and developed a method of measuring the level of the 

perceived quality - Lindqvist's  index. These models however, are not widely used 

in the literature. 
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As demonstrated above, different service quality measurement tools have different 

approaches to the service quality concept. Service quality has been measured using 

the concepts of importance, expectations and perceptions, and a debate exists 

around which one is the most appropriate measuring tool. 

2.4/mportance, Expectations and Perceptions 

The major objective in the research is to carry out an extensive comparative study 

of service quality importance in different service industries. The research used 

importance measurement to examine the importance of service quality dimensions 

in 6 selected service industries. An attempt is made to evaluate the different 

weighting in different service industries. It is the goal of this study to compare 

service quality in different service industries. Although importance was not main 

stream in the literature to assess perceived service quality in any service firm, it is 

argued that importance is the most appropriate method to compare service quality 

norms in different service industries. 

As all service quality measurement tools use the concepts of customer 

expectations, perceived service quality or performance and service quality 

importance to assess service quality, this section reviews these three notions and 

suggests using service quality importance for the empirical research. 

2.4.1 Service Quality Importance 

The idea of importance is recognised by a number of researchers as a relevant and 

important device for measuring service quality. BZP ( 1 985) first proposed the 

notion of 'identifying primary quality determinants' in improving service quality. 

They suggested that improving service quality began with identifying the quality 

determinants most important to market segments of interest. "Isolating quality 

determinants important to the customer and in need of improvement by the 

company provides a focus for a quality improvement program. Because market 

priorities may change, they need to be tracked over time (BZP 1 985 p. 223)." 
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Cannan (1 990) suggested that information about importance should be gathered 

and integrated in the calculation of the quality score, which is multiplying each 

dimension scores with their relative importance. Koelemeijer (1991)  agreed with 

this idea, and compared four different measures of service quality, the four 

integrated the notion of service importance. These last two measures however, do 

not explain the highest percentage of variance. Ennew et al (1 993) developed 

indices of service quality (Performance * Importance) to measure the quality of 

banking services to small business. It applies "a set of ordinal weights to the cross

tabulation of survey results on the rankings given by consumers to the importance 

of each characteristic to them, and to the perceived quality of provision by the 

firm(s) with which they deal (Ennew et al 1 993 p. 62) . " Van Looy et al ( 1 998  p .  

1 3  8 )  suggested that a company should carry out its service quality research 

starting from prioritise the importance of the dimensions - "that is, to determine 

the relative importance of the various aspects of the service." 

BZP (1 985) suggested that the relative importance of each service quality 

determinants would vary from one service industry to another. SERVQUAL (PZB 

199 1 )  examined the importance of the five RATER dimensions, they asked 

respondents to spread 1 00 points between the 5 dimensions according to their 

relative importance. They used importance scores only to rank the dimensions and 

not as a new perceived quality measuring formula. They suggested that reliability 

was the most important, tangibles was the least important, and the other three of 

intermediate importance in all service industries. Some researchers disagree with 

this proposition. For example, Blanchard and Galloway (1994) examined the 

SERVQUAL importance weighting in the retail banking industry, and found that 

responsiveness was the most important dimension. 

Bouman and Van der Wiele ( 1 992) offer an instrument inspired by SERVQUAL 

that measures expectations by way of graphic scales going from 'very important' 

to 'very unimportant' . Teas (1 993a) argued that the definition of expectation (PZB 
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1 988, ZBP 1 99 1 )  used in SERVQUAL is somewhat vague, respondents' 

interpretation might be service attribute importance and customers might respond 

by rating the expectations statements according to the importance of each. Cronin 

and Taylor (1992) tested weighted SERVQUAL and SERVPERF in their research. 

Although weighted SERVPERF ought to be better than SERVPERF, in their 

study, a service attribute with high importance low performance would have the 

same score with an attribute with low importance high performance, because the 

weighted SERVPERF simply used the P*F formula. This misuse of the 

importance measurement resulted in the 'plain' performance measurement 

explaining most service quality variables. This problem however, might exist in 

all aggregate measures, e.g. expectation versus perception measurement (Ennew et 

al 1 993; Buttle 1996). 

It is suggested that by measuring the importance of service quality dimensions 

across distinct and different services, a better understanding of the nature of 

service quality could be gained (McDougall and Levesque 1 992). Moreover, 

Carman (1 990) proposed that a complete attitude model of service quality is 

needed to measure the effects of the importance of individual attributes on 

perceptions of quality. As it is vital to investigate importance in service quality, 

and importance should be assessed before research into perceptions and 

expectations, this research examines importance issues in depth to achieve better 

understanding on the foundation of service quality. 

The Notion of Importance 

In the research of Llosa et al ( 1 994), respondents - both consumers and service 

providers - were asked to evaluate the importance of service attributes, which 

were their evaluations of their opinions, attitudes and perceived quality level 

towards a service industry. A review of alternative attitude models in the 

consumer behaviour literature suggested that the ' adequacy-importance' form was 

the most efficient model to use if the objective is to predict behavioural intention 

or actual behaviour (Mazis et al 1 975). In this model, an individual' s  attitude was 
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defined by his or her importance-weighted evaluation of the performance of the 

specific dimensions of a product or service (Cohen et al 1972) . As service quality 

is seen as similar in many ways to an attitude (Cronin and Taylor 1 992; Buttle 

1 996), importance is essential in service quality measurement. 

Propositions of Importance 

As importance has received increased attention in the academic world, some 

researchers have indicated the relationship between importance and other quality 

related constructs. It is argued that if respondents perceive some attributes and 

dimensions as more important than others, consumers should be more demanding 

and hold higher expectations (minimum tolerable level) toward these more 

important dimensions. Further, if these more important attributes and dimensions 

have been achieved, they should perceive general satisfaction and high service 

quality, and vice versa. Hence, these perceived service attributes would have a 

significant influence on minimum tolerable expectations, although they might not 

have a great impact on the ideal standard. Some studies (e .g. Lijander and 

Strandvik 1 993) however, suggested that the ideal standard did not exist in some 

service industries, e.g. j ob centre. 

McDougall and Levesque (1 992) proposed that customers ' might mix up 

importance and expectation, or at least, expectations might be strongly influenced 

by importance. In addition to the Expectations/Perceptions data required by 

SERVQUAL, McDougall and Levesque (1 992) asked respondents to spread 1 00 

points between the five dimensions identified by PZB according to their perceived 

relative importance. After comparing the average score of each dimension 

obtained on SERVQUAL expectations and the division of the 1 00 points, the 

same rank order was found for the five dimensions . Moreover, the correlation 

between these two variables is 0.65, confirming the strong association existing 

among SERVQUAL expectations and importance. Babakus and Inhofe (1 99 1 p. 

1 43)  share this opinion, they noted that "expectations and importance scales may 

be used interchangeably to identify the relative importance attached to service 
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attributes." Carman (1 990) and McDougall and Levesque (1992) further proposed 

the relationship between importance and quality dimensions - the more important 

a dimension for the customer, the more he is inclined to divide this dimension into 

distinctive sub-dimensions . 

Another proposition is that importance is similar to norms or attitudes held by 

consumers. Importance may change from one service industry to another, but will 

not change easily from one service firm to another in the same service industry. As 

this research investigates the difference of service quality norms in six service 

industries, importance is most appropriate to measure these issues in an industry 

level. 

It is possible to link the notion of importance with the work of Herzberg et al ' s  

(1 959) hygiene and motivation theory in  social study. Herzberg et al ( 1959) noted 

that the 'hygiene' factors are the set of factors which, if absent, would cause 

dissatisfaction. They are analogous to the medical term meaning preventive and 

environmental or 'maintenance' factors . They serve to prevent dissatisfaction. In 

service context, 'hygiene' factors can refer to the clean sheets in a hotel or 

provision of cutlery in a restaurant. These elements would not cause satisfaction, 

e.g. customers do not feel delight about clean sheets, however, if these elements 

are absent, it would cause dissatisfaction. The 'motivators ' or growth factors 

(Herzberg et al 1 959) would affect feelings of satisfaction, but not dissatisfaction. 

In service context, 'motivators ' can be the complementary drinks a restaurant 

offered or some mint chocolates on the pillow in a hotel. Consumers would feel 

delight about these services, but would not complain or feeling dissatisfied if these 

factors are absent. 

The notion of importance can be related to the hygiene factors. If some service 

quality dimensions are rated as very important, they might be the absolute 

essential elements of the service, and they would cause dissatisfaction if they were 

absent. On the other hand, the important dimensions might not cause satisfaction 
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if they are presented and well maintained. An understanding of the importance Of 

different service quality dimensions can help academics and service providers to 

have an insight on these hygiene factors, and therefore, prevent dissatisfaction. 

Despite the significance of using importance to measure service quality, 1n any 

service quality studies were based on only the disconfirmation model (Olive :· 

1 980) or the gap model (PZB 1985), to examine the difference between 

expectations and perceptions. 

2.4.2 Customer Expectations 

Expectation has been widely used to define and evaluate service quality an.J 

customer satisfaction. Danders and Scherer ( 1 995) noted exceeding expectations -· 

going beyond basic customer satisfaction - was widely recognised as an effectivf': 

route to strategic, market-driven organisational behaviour. Many interpretations of 

expectations have been noted in the literature, for example, nom1ative id,:!d 

standard, deserved and predictive standard. This section presents the literature 

review of expectations in terms of definition hierarchy, contribution and proble1ns 

relate to service quality issues. 

A Hierarchy o(Expectations 

Expectations have various definitions, most of them based on the subj ective 

prediction of the consumers. The interpretations of the term expectation are 

numerous. It can be anything from a realistic evaluation (Spreng et al 1 996) or 

experience-based norms (Woodruff et al 1 983) to a subj ective belief (Olson and 

Dover 1 979), from a highest ideal standard (Miller 1 977; Tse and Wilton 1 988) or 

desire (Swan and Trawick 1 980) to a minimum tolerable level (ZBP, 1 993) . 

There is, however, little agreement on a specific definition of the nature c., f 

expectations. The concept of expectation has at least 56 different definitions in th::-: 

literature, which can be summarised into 9 groups. Expectation can equate to tL l 
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ideal standard, a 'should' standard (what the consumer feels ought to happen), a 

desired standard (what the consumer wants to happen), a predicted standard (what 

the consumer thinks will happen), a deserved standard, an adequate level, a 

minimum tolerable level, an intolerable level, and finally, to a worst imaginable 

level (Figure 2 . 1  ). 

Figure 2 . 1  A Hierarchy of Expectations 
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The first time expectations were introduced into the service quality literature was 

as the notion of the desired or ideal standard. Miller developed the notion of the 

ideal standard expectation in 1 977 as the 'wished for' level of performance. Ideal 

standard was close to the 'excellence' suggested by Buttle ( 1 998 p. 1 02) - "a 

perfect, excellent and ideal situation that forms the highest consumer expectation." 

Because ideal expectations represented enduring wants and needs that remain 

unaffected by the full range of marketing and competitive factors postulated to 
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affect the ' should' expectation, Churchill (1 979) believed that ideal expectations 

are much more stable over time than consumer expectations of what ' should' 

occur. Teas (1 993) argued that some clear distinction should be made between 

desired and ideal expectation. Nevertheless, the interpretation of 'ideal standard' 

was still mainstream in the service quality literature. 

Expectation as Normative 'Should be ' Standard 

In the service quality literature, expectations have been seen as what a "customer 

feels a service should offer rather than would offer" (PZB 1988  p .  1 7) .  

SERVQUAL was developed upon this standard of expectation to measure service 

quality. The ' should be' expectation is usually lower than the ideal standard, 

because it is usually formed by the marketer supplier or by persuasion-based 

antecedents. 

Spreng et al (1 996 p. 1 8) used the market environment as a unique expectation 

standard, which they called 'persuasion-based' or 'marketer supplied standards' .  

These are expectations developed through marketer-controlled sources, i .e . , 

advertising or personal selling. Woodruff et al ( 1 99 1 ), Spreng and Dixon ( 1 992) 

and Gardial et al ( 1 994) described marketer supplied persuasion-based 

expectations or promises as standards that are influenced by corporate/marketing 

communications (e.g., promotions, salespeople, or manufacturer) . The marketer 

supplier or persuasion-based standard is  similar to the induced images defined by 

Gunn (1 988) in tourism marketing literature, which are formed by deliberate 

portrayal and promotion by various sources, such as advertisements, posters, 

leaflets and brochures. Although they have very similar antecedents, induced 

images have a weaker linkage with consumption than persuasion-based 

expectations . 

Because the 'should be' expectations are formed mainly by promises made by the 

market supplier - according to the consumer behaviour literature - consumers have 

the norm that market suppliers ' should' keep their promises .  Since over-promising 
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is a phenomenon among market suppliers in order to attract consumers, consumers 

usually perceive there is a gap between 'should be' expectations and realistic 

predictive or 'will be' expectations' .  However, 'should be' expectations will not 

change by the 'under-delivery' behaviour by market suppliers and consumers 

purchasing experience. 

Expectation as Desired Standard (want to happen) 

Swan and Trawick ( 1 980) defined 'desired expectation' as the level at which 

customers want the product to perform. Zeithaml et al ( 1 993 p .  2) defined the 

'desired standard' as "the level of performance that consumers want, or what they 

hope to receive." Desired service is a blend of what the customer believes 'can be' 

and ' should be' . It is similar to the level of performance the customer ought to 

receive, or deserves, given a perceived set of costs (Liechty and Churchill 1 979) . 

Expectation as Predictive 'will be ' Standard 

Oliver ( 198 1 ), Spreng and Dixon (1 992), Boulding et al ( 1993) and Zeithaml et al 

(1 993 p. 8) noted that predictive 'will be' expectations represented the consumer' s 

expectations about "the level of service that will or is likely happen in his/her next 

interaction with the firm." Thi s  standard is similar to ' expected standard' (Miller 

1 977), which stems from past experience with a product category and from the 

consumer' s perception of typical product performance. Expectation is "based on 

past averaged performance . . .  what the respondent feels performance will be", 

which is reliant on past experience (Miller 1 977 p. 76) . Woodruff et al (1 983) 

stated these expectations as ' experience-based norms' because they captured both 

the ideal and realistic aspects of expectations . Customers rely on standards that 

reflect what the focal brand should provide to meet needs and wants, but these 

expectations are constrained by the performance customers believe is possible 

based on experiences with real brands. 
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Expectation as Deserved Standard 

Differing from the ideal standard of expectations, Miller ( 1977 p .  76) defined 

'deserved expectation' as "the consumers ' subjective evaluation of their own 

product investment." It is the level of expectation that is lower than the ideal 

standard. As Boulding et al ( 1 993) noted, customers ' deserved or should 

expectation refers to what should happen in their next encounter, i .e. the service 

that customers feel they appropriately deserve. However, these 'deserved 

expectations ' resemble the equity standard and are not as stable as ideal 

expectations . The deserved level has been equated to equity theory (Fisk and 

Coney 1 982; Tse and Wilton 1 988) and these authors conclude that ' equity' is not 

a good operationalisation of a comparison standard. 

Expectation as Minimum Tolerable or Adequate Level 

In contrast to the ideal standard expectations, 'minimum tolerable expectations' 

(Miller 1977 p. 77), is "the lower level or bottom level of performance acceptable 

to the consumer." This is similar to the 'adequate service' defined by Zeithaml et 

al ( 1 993 p. 6) as a component of the zone of tolerance, which is "the lower level 

expectation for the threshold of acceptable service." It is the level of product or 

service performance the customer would accept. Adequate product or service 

performance (Liljander and Strandvik 1 993 p. 1 0) is ''the lower level expectation 

for the threshold of acceptable product or service." This level of expectation is 

comparable to Miller's (1 977) minimum tolerable expectation, as well as 

experience-based norms (Woodruff et al 1 987). 

Zone of Tolerance 

The theory of the zone of tolerance emerged in 1 993 from the work of ZBP, who 

noted customers' service expectations are characterised by a range of levels rather 

than a single level. From the ideal standard to minimum tolerable level, ZBP 

( 1 993 p. 6) defined this range as the 'zone of tolerance' - that is "the extent to 

which customers recognise and are willing to accept heterogeneity." This zone, 

representing the difference between ideal standard and the level of service 
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considered adequate, can expand and contract. It could be zero (i.e., adequate and 

ideal standard will be at the same level). An individual customer ' s  zone of 

tolerance increases or decreases depending on a number of factors, including 

company-controlled variables such as price and service attributes. The zone of 

tolerance varies across customers and expands or  contracts for each. Moreover, 

Liljander and Strandvik (1 993 p. 23) stated the zone of tolerance could be 

interpreted as "a kind of inertia regarding behavioural responses to 

disconfinnation of expectations." 

This model emerged after criticism from Teas (1993) and Babakus and Boller 

(1992) about SERVQUAL (PZB 1988) which interprets expectations only as 

nonnative 'should be' or predictive standard (PZB 199 1) .  In reply to this criticism, 

ZBP (1993) developed the 'zone of tolerance' (from desired service to adequate 

service), and the service performance which fall into this zone will be considered 

by the consumers as satisfying. The minimum tolerable standard could even be 

similar to the deserved standard and the 'should be' standard. However, 

consumers will still feel satisfied if the perceived product or service performance 

is above their minimum tolerable expectations. 

Expectation as Intolerable Level and Worst Imaginable Level 

Below the minimum tolerable level of expectation, consumers might have a set of 

expectations that are 'intolerable' ,  which they "would not accept" (Buttle 1 998 p. 

103). This expectation standard might come from word-of-mouth and 

unsatisfactory personal experiences about which they have bad memories, and 

hope would never happen again. 

Even lower then the intolerable level experience, consumers might have 'worst 

imaginable level' expectations formed by the media such as television, radio. 

newspapers and magazines. Consumers and/or their family and friends might 

never personally experience such incidents but they may know of 'worst-cas 
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scenarios. Both intolerable and worst imaginable levels of  expectations are outside 

zone of tolerance. 

The Contributions of Expectations 

Expectations serve as "standards with which subsequent expenences are 

compared, resulting in evaluations of satisfaction or quality" ZBP ( 1 993 p. 1 ) .  The 

term expectation is a very important concept not only in defining disconfirmation, 

customer satisfaction and service quality, but also in assessment of customer 

satisfaction and service quality. 

Expectation in the Disconfirmation Paradigm 

Oliver ( 1 98 1 )  used expectations to develop the disconfirmation paradigm, a model 

that measures consumers' favourability level through their expectation (as 

discussed in 2 .3 . 1  ) .  As demonstrated in the expectation hierarchy (Figure 2 . 1 ), 

there are many different interpretations of expectations, hence, their influence on 

disconfirmation can also be different. For example, Spreng et al ( 1 996 pp . 27-8) 

indicated when persuasion-based expectations are disconfirmed, "both satisfaction 

with the product and satisfaction with the seller-provider information are 

affected." Furthermore, minimum tolerable expectation is the easiest one to get 

higher disconfirmation scores . 

Expectation in Customer Satisfaction I Dissatisfaction (CSID) Literature 

In the CS/D literature, using expectation to define satisfaction is a popular method 

among researchers . For example, Hunt ( 1977 pp . 459-60) used evaluative 

expectation defined satisfaction as "an evaluation rendered that the (product) 

experience was at least as good as it was supposed to be", in effect, an "evaluation 

of an emotion." Comparative expectation has been used in Howard and Sheth' s 

( 1 969 p. 145) definition - "the buyer' s cognitive state of being adequately or 

inadequately rewarded for the sacrifice he has undergone." It contains the 

elements of appraisal and comparison ( compare desires and outcomes versus 

rewards and costs) . In Westbrooke and Reilly' s ( 1983 p. 257) satisfaction model, 
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they used valued standard expectation - "satisfaction is more likely to be 

determined by how well the products fills consumers' needs and if they enhance or 

threaten consumers' values." Apparently, there is no agreement in the literature 

which expectations do and do not influences satisfaction. 

Multiple standards of expectations have not only been used in the defining of 

customer satisfactions, but also in demonstrating the assessment of CS/D. It is 

suggested that satisfaction is produced by a consumer's assessment of the degree 

to which a product 's performance is perceived to have met or exceeded his or her 

desires and expectations (Oliver 1 980;  Cadotte et al 1 987; Spreng et al 1 996). 

ZBP (1 993 p. 1 8) stated that "as conceptualised in the CS/D literature, 

assessments of customer satisfaction result from a comparison of predicted service 

with perceived service." Therefore, the use of both desired and predicted 

expectations contributed to rather vague assessment of satisfaction. 

However, only predictive expectation in CS/D was recognised by PZB ( 1 988 p. 

1 7). In the satisfaction literature, "expectations are viewed as predictions made by 

consumers about what is likely to happen during an impending transaction or 

exchange", which is the predictive expectation. In contrast, in the service quality 

literature, "expectations are viewed as desires or wants of consumers, i .e. , what 

they feel a service provider should offer rather than would offer", that is close to 

the ideal standard and desired expectations. 

Expectation in the Service Quality Literature 

PZB ( 1 985) constructed a service quality model consisting of five gaps. The short 

definition of service quality based on Gap 5 is ' the comparison between customer 

expectations and perceptions of service'. Although Cronin and Taylor ( 1 994) 

disagreed on this service quality definition base, some researchers ( e.g. Babakus 

and Inhofe 1991 )  still agreed that the current definition of service quality is 

essentially based on the disconfirmation-of-expectations paradigm, requiring the 

measurement of service quality as an additive function of expectations and 
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performance perceptions. SERVQUAL used both normative ' should be' (PZB 

1 988) and predictive 'will be' standard (PZB 1 99 1 )  in their assessment. An on

going debate is about which level of expectations should be used in defining and 

assessing service quality. 

In short, both service quality and CS!D assessments are based on the comparisons 

of some kind of expectations with perceived service. However, several researchers 

(Sirgy 1 984; Westbrook and Reilly 1 983 ;  Woodruff et al 1 987) argued that CS/D 

was more likely to be determined by how well the focal brand performance fulfils 

innate needs, wants, or desires of consumers, rather than how performance 

compares with pre-purchase predictions. This criticism was similar to Cronin and 

Taylor (1 994) towards SERVQUAL. 

Problems of Using Expectations to Assess Service Quality 

As presented above, many levels and standards of expectations exist. Which 

standard should be used to define and assess CS!D and service quality is sti l l  a 

major debate. It is likely that there is more than one level of expectations existing 

in consumers ' minds. The discon:firmation model (Oliver 1 9 80) only used 

predictive standard to define disconfirmation theory. PZB also revealed the 

uncertainty of choosing which level of expectation in developing their popular 

SERVQUAL model, from the normative ' should be' expectations ( 1 988) to 

predictive 'will be' expectations in their revised version (199 1 ) . 

The drawback of using the normative ' should be'  standard in most companies is 

that it has a very high chance of leading to a negative service quality score, when 

it is compared with the reality, for example, 'XYZ has up-to-date equipment' . 

When consumers are asked to indicate a 'desired level' and ' existing level' on a 

particular attribute, a number of psychological constraints may be activated to 

make the resulting deficiency scores problematic (Cronbach and Furby 1 970; \Vall 

and Payne 1 973; Babakus and Boller 1 992). For example, when people 

concurrently respond to 'what is desirable' and 'what is there now, '  they seldom. 
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rate the latter lower than the former (Wall and Payne 1973). Hence, the 'desired 

level' scores may exceed the 'existing level' scores consistently for no ·other 

reason than this type of response tendency. As a consequence of this psychological 

constraint, the resulting 'deficiency' scores might be dominated primarily by the 

'existing level' scores. Furthermore, empirical evidence suggests that different 

scores such as these typically have unstable factor structures from one application 

to another (e.g., Herman and Hulin's 1973 assessment of Porter's 1962 need 

deficiency scales), as all service industries are different by their nature. 

On the other hand, predictive 'will be' expectations or experience based norms 

largely rely on accepted norms for a particular service type or brand and past 

experience as antecedents (Ennew et al 1993). Therefore, the gap between 

perceptions and expectations would be relatively small and the perception of an 

'excellent company' may vary among studies of different service organisations 

even in the same service industry. 

Apart from the problem of choosing which level of expectations, some researchers 

questioned the entire contribution of expectations in service quality literature. 

Cronin and Taylor (1992 p. 1 1 1) noted that "it is unnecessary to measure customer 

expectations in service quality research." Iacobucci et al (1994) argued the term 

'expectations' should be dropped from the service quality concept. They preferred 

the generic term 'standard', which is used by Woodruff et al (1991) in their CS/D 

research, or 'norms' (Ervelles and Leavitt 1992). Iacobucci et al ( 1994) argued 

that several standards might operate simultaneously: ' ideals' , 'my most desired 

combination of attributes' , the ' industry standard' of a nominal average 

competitor, 'deserved' service quality, and brand standards based on past 

experiences with the brand. Buttle ( 1996) argued that disconfirmation model is 

flawed: if a low expectation is confirmed, one might still not be satisfied or 

perceive the service quality as high. 
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Since ZBP (199 1 )  have themselves identified two comparison norms for service 

quality assessment (both 'desired service' and 'adequate service'), it seems 

unlikely that the debate about the meaning of expectations, and which level of 

expectations should be used to assess service quality will reach a conclusion in the 

near future. In this research, this problem was avoided, as it is neither the aim of 

this research to measure perceived service quality in any service organisation, nor 

examine the psychological status of levels of expectations. It is argued that 

importance is the most appropriate measure, which does not rely on any level of 

expectations, for assessing service quality norms in service industries, and should 

be measured before introducing the notion of expectations. 

2.4.3 Perceptions, Perceived Service Quality and Performance 

Some service quality measuring tools in the literature adopt the perception or 

performance measurement. For example, SERVQUAL compares customers '  

expectations with their perceived service quality; SERVPERF is a performance 

only measurement; and Ennew et al ( 1 993) developed a set of importance

performance indices. Although perception is as subjective as expectation, it also 

relies heavily on past experience. In this section, perceptions and performance are 

critically reviewed, and it is suggested that they are not suitable for measuring 

service quality in service industries on a macro level. 

Perceptions are always considered relative to expectations, thus, because 

expectations are dynamic, evaluations may also shift - over time, from person to 

person, and from culture to culture (Zeithaml and Bitner 1 996). The literature on 

services tends to equate quality with perceived quality, or the consumer's 

judgement about an entity's overall excellence or superiority (Hoch and Ha 1 986 ;  

Zeithaml 1 988) .  Perceived quality (Zeithaml 1 988 p .  3) is defined as "a form of 

attitude, related but not equivalent to satisfaction, and results from a comparison 

of expectations with perceptions of performance." It is suggested that perceived 

quality is the subjective reality that determines most of human behaviour (Jacoby 

and Olson 1 985 ;  Oberoi and Hales 1 990;  Anderson et al 1 994). 
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PZB ( 1 985 p. 46) defined perceived service quality as "the degree and direction of 

difference between customers' perceptions and desires." Furthermore, they noted 

that consumers' perceptions of quality are influenced by various gaps that lead to 

service quality shortfalls. In particular, the "quality perceived in a service is a 

function of the gap between customers' desires/expectations and their perceptions 

of the service that is actually received (PZB 1 985 p. 44)." It is also suggested that 

performance of service is similar to the concept of perception or perceived service 

quality (Babakus and Boller 1992; Cronin and Taylor 1994) . 

The terms of perception, perceived quality, perceived service quality and 

perceived performance are very similar and exchangeable: they are the comparison 

between expectations and subjective perceptions, although there is clear 

interpretation on both expectations and perceptions. 

Some researchers (Babakus and Boller 1 992; Cronin and Taylor 1994) have 

argued that service quality should be measured using performance-based 

measures, e.g. SERVPERF. The research of Mazis et al ( 1975) indicated that the 

performance dimension alone can predict behavioural intentions and behaviour. 

Based on this finding, Cronin and Taylor (1992) proposed that using only 

performance perceptions as a measure of service quality - SERVPERF. Carman 

(1 990) and Babakus and Boller (1992) agreed that there is a confusing impact 

from having one set of instructions referring to an industry and another set to a 

particular firm (SERVQUAL). This problem could be eliminated by a simpler 

format that combines both expectations and perceptions in single items, which 

might prove a viable approach. Ennew et al ( 1993) developed an importance -

performance analysis and used this measurement to assess service quality in 

banking sector. In their later study, Bejou and Ennew (1997) used a different 

method and suggested that there is little evidence of positive association between 

perceptions of excellence and the performance in their empirical research on nine 

US banks. 

44 



Problems of Using Perceptions to Assess Service Quality 

PZB (1 994) stated some major problems of using performance-based 

measurement. Firstly, they argued that the theoretical support for performance

based measurement was ''surprising and questionable." For example, Bolton and 

Drew ( 199 1  p. 3 83) concluded that "a key determinant of overall service quality is 

the gap between performance and expectations (i .e . ,  disconfirmation) . For 

customers, perceived service quality depended on the disconfirmation triggered by 

perceived changes in existing service or changes in service providers ." PZB ( 1 994 

p. 1 1 2) questioned that "it is interesting to note that disconfirmation explains a 

large proportion of the variance in service quality than performance." In addition, 

Kahneman and Miller ( 1 986) provided theoretical and empirical support for norms 

as standards against which perfom1ance i s  compared and measured. Secondly, 

from the methodological and analytical approach, PZB (1 994) argued that 

convergent validity, discriminant validity and regression analyses of performance

based measurement and disconfirmation-based measurement are very similar. 

Furthermore, PZB ( 1 994 p .  1 14) argued that the slight improvement in 

explanatory power achieved by performance-based measurement could be "merely 

an artifact of the ' shared method variance' between the dependent and 

independent variables." Moreover, PZB ( 1 994) stated that examining only 

performance ratings could lead to different actions than examining ratings relative 

to customer expectations. 

Performance based measurement only focuses on a specific service organisation, a 

service activity or even a specific service encounter. Experience has a great impact 

on performance based measurement, particularly the recent past experience of an 

organisation, service encounter or  service personnel. This measurement tool will 

rely heavily on the time element when research is conducted, e.g. a retail store 

during its sale period and after, and very difficult to assess service quality of a 

service industry. Performance was not selected as the measurement tool for this 
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research, as it is not the objective of this research to assess perceived service 

quality in any service firm. 

2.4.4 The Relationship between Importance, Expectations and Perceptions 

Importance, expectation and perception are three inter-related concepts with 

distinguishing characteristics and focuses. 

Importance versus Expectations 

Importance ratings are a set of weightings indicating the priority and ranking of 

essential elements of services in consumers' perceptions. 'Will be' predictive 

expectations refer to what might happened in the future, which is clearly different 

to importance. The relationship between normative 'should be' expectations and 

importance is more complex . Gwynne et al ( 1 997) used regression analysis in their 

expectation study and proposed that the assessments of importance appear to be of 

particular significance in relation to 'should' expectations but of limited relevance 

to 'will' expectations. It can be assumed that what is important in consumers' 

perception would have strong impact on their ideal standard of the service but may 

not be relevant to the predictive forecast of what would happen in the future 

service encounter . 

Another interesting question m the relationship between expectations and 

importance is the antecedents of these two concepts, do expectations lead to 

importance or importance lead to expectations? It can be argued that if a consumer 

rated a service quality dimension as important, he would have high expectations, 

i.e. that service quality dimension should reach this standard. On the other hand, 

one can also assume that if a consumer has low expectation towards any service 

quality dimension, he would perceive this dimension is not important. For 

example, if one does not expect there to be a great deal of choice in university 

canteen, then product range would be of little important. It also can be argued that 

importance is relatively stable, which is similar to normative expectations. For 

example, if a consumer rated price/value as very important in restaurant setting, 
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his perceived importance would not change in a different restaurant. The empirical 

exploratory study conducted by Gwynne et al (1 997) suggested that importance 

was a more powerful explanatory variable than measures of other specific 

antecedents of expectations, e.g. image and personal experience. However, no 

other more detailed studies in the literature explore the interrelationship between 

these two variables. The antecedents of both importance and expectations are 

vague areas in the literature. 

It is argued that the choice of which standard of expectations to use to measure 

service quality is also a vague area in the literature. Despite the fact that Johnson 

and Mathews ( 1 996) noted consumers' interpretation of expectations are more 

likely to be a ' forecast' which is closer to ' predicted service' expectations, no 

empirical research has indicated which level of expectations and how many 

different expectations consumers hold before the service encounter. In addition, as 

service quality and expectations are close to ' atti tude' and ' evaluation' in many 

ways, i t  is almost impossible for consumers to separate their expectations into 

such detai l as do academics. Furthermore, it is very difficult to choose any single 

level of expectation as a tool for comparing perceived service quality. Even PZB 

( 1988, 199 1 )  were puzzled between ideal standard and predictive expectations, as 

it is not clear which expectation is used for SERVQUAL comparison. The 

shortcoming of using the normative ' should be' standard is that most companies 

would have a negative service quality score, after comparing the reality with the 

evaluation items. On the other hand, predictive 'will be' expectations largely rely 

on specific organisations with specific experience as a major antecedent. In 

addition, there is still a debate as to whether researchers should use single standard 

or multiple standard assessment. 

Importance versus Perceptions 
The relationship between importance and perceptions is relatively clearer than 

importance versus expectations. Importance ratings can be applied to a service 

industry, it is more general and close to a set of priority standards. Perceptions, on 

the other hand, are closely related to specific service organisations, i .e. XYZ has 
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modem looking facilities. Some researchers used the method of comparison 

between importance and perceptions as two different weightings to measure 

service quality, i .e .  Ennew et al ( 1 993) . Boulding et al ( 1 993) proposed that if one 

has higher normative ' should be' expectations, it is more likely that one would 

have higher perceptions, although there is no further empirical evidence to support 

this proposition. As importance may be similar to normative expectations ( as 

discussed in previous section), importance might have an influence on perceptions 

too. Further research is needed to test the relationship between importance and 

perceptions as there is a lack of empirical material in the literature. 

Performance based measurement only focuses on a specific service organisation, a 

service activity or even a specific service encounter. Experience makes a large 

contribution to performance based measurement, particularly the recent past 

experience towards an organisation, service encounter or service personnel. This 

measurement tool will heavily rely on the time element of when the research is 

conducted and it is very difficult to assess the service quality of a service industry. 

Conclusion 
This research aims to investigate service quality importance in a wide range of  

service industries in  general . As  this research i s  service industry orientated, 

importance measurement is the most appropriate instrument to use rather than 

expectations and perceptions. It is argued that importance can be measured at a 

macro service industry level, it should be assessed before, or at the same time, 

obtain the perceived service quality measurement of a service firm. For example, 

if a service quality dimension obtained a very big expectation - perception gap, 

according to the disconfirmation model, managers should place great effort on 

'closing the gap ' .  If this dimension, however, is perceived by consumers as 'not 

important at all ' ,  these effort can be minimised or even ignored. To conclude this 

section, service quality importance is the most suitable method to measure service 

quality in service industries, and it is used in the further empirical research of this 

study. 
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Regardless of the difference and inter-relationship between importance, 

expectations and perceptions, it was agreed that service quality is a multi

dimensional concept and is assessed by different dimensions .  The next section 

critically reviews service quality dimensions. 

2.5Dimensions of Service Quality 

Within the service quality literature, it is generally agreed that service quality is a 

multi-dimensional concept and might mean different things to different people 

(Mersha et al 1 992). Cronin and Taylor ( 1 994) suggested that managers and 

researchers must consider the individual dimensions of service quality when 

making cross-sectional comparisons. Many researchers (e.g. Gromoos 1 984; PZB 

1 985 ;  Lehtinen and Lehtinen 1986) have developed different approaches to 

service quality, with various numbers of dimensions. However, some of their 

dimensions overlap, some of them can only be used in a specific service industry 

or an organisation, and none of them are comprehensive enough to cover a wide 

range of service industries. 

2.5.1 Tangibles or Physical Quality 

Tangibles or physical quality refer to the tangible elements of the services, the 

appearance of the physical facilities, equipment, personnel, communication 

materials, physical features, physical product and physical support. 

Physical quality 

Lehtinen and Lehtinen ( 1 99 1 )  used 'physical quality' in their three-dimension 

quality approach. It is defined as the dimension of quality originating in the 

physical elements of service: physical product and physical support. Compared to 

some other physical/tangible dimensions, e.g. several performance levels of 

material, facilities and personnel (Sasser et al 1 978), physical quality covers both 

materials and facilities qualities . Physical quality is related to Gronroos ' ( 1 984) 

technical quality, and is a part of functional quality. 
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Physical elements consists of physical product and physical support (physical 

instruments and environment) needed in a service production process (Figure 2 .2). 

Figure 2.2 Physical Elements in Service Production (Lehtinen and Lehtinen 1991)  

Physical elements 

/ �  
Physical products Physical support 

/ � 
Environment Instruments 

Physical product(s) (Lehtinen and Lehtinen 199 1) can be defined as goods 

consumed during the service production process, for example, a restaurant meal or 

a tennis court. Physical product can be crucial to the service or irrelevant. Not all 

physical products can be measured scientifically (by metres, kilos, etc.), for 

example, it is technically impossible to measure a good restaurant meal. Physical 

support is a framework that enables or facilitates the production of service. It can 

be divided into two categories: the environment - all the interior and decorations, 

the lay-out of a service production outfit - and instruments or equipment, e.g. 

plates and forks. 

It is obvious that the physical elements have a great effect on service quality 

(Lehtinen and Lehtinen 1 99 1) .  They provide a basis for interactive service quality. 

From the quality perspective, it is important that a fit exists between interactive 

elements, the customer and the physical elements. In other words, one can say that 

very high-quality physical elements do not necessarily raise the standard of 

quality, if the interactive quality is not up to the same standard. In many service 

industries, physical elements have not been seen as important factors compared 

with reliability (in bank), safety (in airline), etc. 
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Tangibles 

PZB (1985) defined 'tangibles ' as a dimension similar to the physical quality in 

Lehtinen and Lehtinen ( 199 1 ) ' s  three-dimension quality model. It refers to 

physical facilities, equipment, appearance of personnel and tools used to provide 

the service (PZB 1 985 ,  1 988 ;  Chen et al 1 994) . It includes the physical evidence 

of the service: physical facilities; appearance of personnel; tools or equipment 

used to provide the service; physical representations of the service, such as a 

plastic credit card or a bank statement; and other customers in the service facility. 

Examples of customers ' questions on tangibles are 'Is my stockbroker dressed 

appropriately? ' ;  'Are the bank's facilities attractive? ' ;  'Is my credit card statement 

easy to understand? ' and 'Do the tools used by the repair person look modem? ' .  

PZB (1 988) further proposed tangibles in their SERVQUAL model as one of  the 

solid dimensions to assess service quality. Furthermore, in their research of 4 

different service industries, they suggested that tangibles are more important in the 

case of the bank than in the other three service industries . 

Cleanliness/Tidiness and Comfort and Functionality 

Johnston ( 1 995) argued that the intangible aspects of the staff-customer interface 

have significant effects, both negative and positive, on service quality. He further 

divided tangibles into cleanliness/tidiness and comfort. In addition, he defined 

functionality based on the serviceability of the facilities and goods. 

'Cleanliness/tidiness' refers to the cleanliness, and the neat and tidy appearance 

of the tangible components of the service package, including the service 

environment, facilities, goods and contact staff. 'Comfort' is the determinant that 

refers to the physical comfort of  the service environment and facilities. 

'Functionality' is the serviceability and fitness for the purpose or 'product quality' 

of service facilities and goods (Johnston 1 995) .  

The notion of tangibles or physical quality has been shared by a number of other 

researchers . For example, Lewis ( 1 99 1  p. 52) used 'physical features and 
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facilities ' to refer to "location, privacy, physical safety, parking, appearance of 

credit cards/cheque books and buildings ." Wilson (1 972) proposed that the 

concept of tangibility may be divided further, into services providing pure 

intangibles, service providing added value to a tangible and services that make 

available a tangible. 

2.5.2 Reliability 

The determinant of 'reliability' in service quality is the reliability and consistency 

of performance of service facilities, goods and staff. This includes punctual 

service delivery and ability to keep to agreements made with the customer. In 

short, it is the ability to perform the promised service dependably and accurately 

(PZB 1 985 ,  1 988 ;  Chen et al 1 994) . Reliability involves performing the service 

right the first time and honouring promises or, more specifically, accuracy in 

billing; keeping records correctly; performing the service at the designated time. 

Some examples of specific questions raised by customers were: 'When a loan 

officer says she will call me back in 1 5  minutes, does she do so? ' ;  'Does the 

stockbroker follow my exact instructions to buy or sell? ' ;  'Is my credit card 

statement free of errors? ' ;  ' Is my washing machine repaired the first time? ' ,  etc. 

BP ( 1 99 1 )  and ZBP ( 1 993) argued that reliability was not only the most important 

dimension in all service industries, but also the one that customer has the 

narrowest zone of tolerance. 

Similar to the definition of reliability developed by PZB ( 1 985 ,  1 988), Johnston 

(1 995) defined reliability as the determinant of consistency of performance of 

service facilities, goods and staff. This included punctual service delivery and an 

ability to keep to agreements made with the customer. However, the reliability 

dimension noted by Lewis ( 1 99 1 ,  p. 52), has included some competence and 

credibility elements, "reliability is the accuracy of transactions, ability to do things 

right, ability to keep promises, and competence of back-room staff." 
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2.5.3 Accessibility 

'Accessibility' is the physical approachability of a service location, including the 

ease of finding one's way around the service environment and clarity of route 

(PZB 1985) .  It involves approachability and ease of contact. It refers to the service 

being easily accessible by telephone; the waiting time to receive service is not 

extensive; convenient hours of operation; convenient location of service facility. 

Examples in the case of banking and repairing service raised by customers 

includes 'How easy is it for me to talk to senior bank officials when I have a 

problem? ' ;  'Does the credit card company have a 24-hour, toll-free telephone 

number? ' ;  ' Is it easy to get through to my broker over the telephone? ' ;  'Is the 

repair service facility conveniently located? ' ,  etc. Accessibility has included in 

part of the empathy dimension in SERVQUAL (PZB 1 988). In the research of 

Maxwell (1 984 cited by Morgan and Austin 1993 p. 52) , he noted in the health 

care field, access might be measured in terms of ambulance response time. 

Access and Availability 

Johnston (1 995) has divided accessibility into ' access' and ' availability' in his 

eighteen-determinant model of service quality. He believes that access to a service 

provider is different from the service is available to the consumers. He agreed the 

definition of accessibility by PZB ( 1 988) ,  and defined 'availability' as the 

availability of service facilities, staff and goods to the customer. In the case of 

contact staff, this means both the staff/customer ratio and the amount of time each 

staff member has available to spend with each customer. In the case of service 

goods, availability includes both the quantity and the range of products made 

available to the customer. 

2.5.4 Responsiveness 

'Responsiveness' is the dimension of speed and timeliness of service delivery, and 

the willingness to help customers and to provide prompt service (PZB 1 985 ,  1 988 ;  

2 
Original source was untraceable 
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Chen et al 1994) .  This includes the speed of throughput and the ability of the 

service to respond promptly to customer service requests, with minimal waiting 

and queuing time. Responsiveness involves mailing a transaction slip 

immediately; calling the customer back promptly; and giving prompt service ( e.g. 

setting up appointments quickly) . For instance, questions raised by customers will 

be 'When there is a problem with my bank statement, does the bank resolve the 

problem quickly? ; ' Is my stockbroker willing to answer my questions? ' ;  'Are 

charges for returned merchandise credited to my account promptly? ' and "Is the 

repair firm willing to give me a specific time when the repair person will show 

up?' 

Johnston ( 1995) has agreed on the speed and timeliness aspect of the 

responsiveness m his 18-determinant model, but he developed 

' attentiveness/helpfulness' based on the willingness of service and contact staff to 

help customers. This determinant is the extent to which the service, particularly of 

contact staff, either provides help to the customer or gives the impression of 

interest in the customer and shows a willingness to serve (Johnston 1995). 

2.5.5 Competence 

Competence means the possession of the required skills and knowledge to perform 

the service. The interpretation of the 'competence' determinant by PZB ( 1985) is 

the skill, expertise an professionalism with which the service is executed, which 

has been totally agreed with by Johnston ( 1995). Competence includes the 

carrying out of correct procedures, correct execution of customer instructions, 

degree of product or service knowledge exhibited by contact staff, the rendering of 

good, and sound advice and the general ability to do a good job. It involves 

knowledge and skill of the contact personnel; knowledge and skill of operational 

support personnel; and research capability of the organisation. For example, 'Is the 

bank teller able to process my transactions without fumbling around? ' ;  'Does my 

brokerage firm have the research capabilities to accurately track market 

developments? ' ;  'When I call my credit card company, is the person at the other 
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end able to answer my questions? '  or 'Does the repair person appear to know what 

he is doing? ' .  Competence forms part of the assurance dimension in SERVQUAL. 

2.5.6 Courtesy 

The dimension ' courtesy' means the politeness, respect and propriety shown by 

the service, usually contact staff, in dealing with the customer and his or her 

property. This includes the ability of staff to be unobtrusive when appropriate 

(PZB 1 985 ;  Johnston 1 995) .  PZB ' s  ( 1 985) courtesy involves politeness, respect, 

consideration, and friendliness of contact personnel (including receptionists, 

telephone operators, etc . It includes consideration for the consumer' s property 

( e .g .  no muddy shoes on the carpet) ; clean and neat appearance of public contact 

personnel . In terms of this dimension, customers will ask 'Does the bank teller 

have a pleasant demeanour? ' ;  'Does my broker refrain from acting busy or being 

rude when I ask questions? ' ;  'Are the telephone operators in the credit card 

company consistently polite when answering my calls? ' ,  etc. Johnston ( 1 995) has 

separated ' friendliness' from courtesy as a separate determinant. 

Friendliness 

It includes the warmth and personal approachability (rather than physical 

approachability) of the service providers , particularly of contact staff, including 

cheerful attitude and the ability to make the customer feel welcome. 

Interestingly, ' clean and neat appearance of public contact personnel' has been 

included in courtesy dimension, while in the research of Llosa et al ( 1 994) , many 

respondents believed it is part of the 'tangibles' . However, clean and neat 

appearance might not be the criteria for good service quality in all service 

industries, e.g. consumers might not expect a clean and neat appearance for both 

the contact personnel and service environment in a garage or slaughter house. 
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2.5. 7 Security 

The dimension of security (Johnston 1995 ;  PZB 1985) is defined as the personal 

safety of the customer and his or her possessions while participating in or 

benefiting from the service process. It refers to the maintenance of confidentiality, 

and the freedom from danger, risk, or doubt. It involves physical safety (Will I get 

mugged at the automatic teller machine?) ; financial security (Does the company 

know where my stock certificate is?) ;  and confidentiality (Are my dealings with 

the company private?). Furthermore, examples in terms of security include ' Is my 

credit card safe from unauthorised use? ' and 'Can I be confident that the repair job 

was done properly? ' Security forms part of the assurance dimension in 

SERVQUAL. 

2.5.8 Communication 

'Communication' is the determinant interpreted as the ability of the service 

providers to communicate with the customer in a way he or she will understand 

(PZB 1 985 ; Johnston 1995). This includes the clarity, completeness and accuracy 

of both verbal and written information communicated to the customer, and the 

ability to listen to and understand the customer. 

Competence means keeping customers informed in language they can understand 

and listening to them. It may mean that the company has to adjust its language for 

different consumers - increasing the level of sophistication with an well-educated 

customer and speaking simply and plainly with a novice. It involves explaining the 

service itself; explaining how much the service will cost; explaining the trade-offs 

between service and cost ;  and assuring the consumer that a problem will be 

handled. The questions that might raised by customers in terms of communication 

includes 'Can the loan officer explain clearly the various charges related to the 

mortgage loan? ' ;  'Does my broker avoid using technical jargon?' ;  'When I call my 

credit card company, are they willing to listen to me? ' ;  ' Does the repair fim1 call 

then they are unable to keep a scheduled repair appointment? ' Communication is 

part of the 'empathy' dimension in SERVQUAL. 
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2.5.9 Credibility 

' Credibility' (PZB 1 985) is one of the 1 0  dimensions in service quality and part of 

the assurance dimension (PZB 1 988). It involves trustworthiness, b elievability, 

honesty and having the customer's best interests at heart. Contributing to 

credibility are company name; company reputation; personal characteristics of the 

contact personnel; and the degree of hard sell involved in interactions with the 

customer. The examples of specific questions raised by customers in terms of 

credibility include 'Does the bank have a good reputation? ' ;  'Does my broker 

refrain from pressuring me to buy? ' ;  'Are the interest rates/fees charged by my 

credit card company consistent with the services provided? ' and 'Does the repair 

firm guarantee its services? ' .  The concept of credibility is close to the corporate 

quality and corporate image, which can be examined by the consumer before and 

after the service process. In services with high credence quality, consumers rely on 

credibility to ensure quality service. Johnston's (1 995) 'integrity' is very close to 

the notion of credibility, it is the honesty, justice, fairness and trust with which 

customers are treated by the service organisation. 

2.5. 10  Understanding/Knowing the Customer 

The determinant of 'understanding/knowing the customer' in service quality 

means making the effort to understand the customer's needs (PZB 1 985) .  It 

involves learning the customer's specific requirements; providing individualised 

attention and recognising the regular customer. In terms of this dimension, a 

customer would be concerned about 'Does someone in my bank recognise me as a 

regular customer? ' ;  'Does my broker try to determine what my specific financial 

objectives are? ' ;  'Is the credit limit set by my credit card company consistent with 

what I can afford (i.e . ,  neither too high nor too low)? ' and ' Is the repair firm 

willing to be flexible enough to accommodate my schedule? ' .  
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Care 

Close to understanding/knowing the customer, the notion of care developed by 

Johnston (1 995) is the concern, consideration, sympathy and patience shown to 

the customer. This includes the extent to which the customer is put at ease by the 

service and made to feel emotionally (rather than physically) comfortable. 

Flexibility 

'Understanding/knowing the customer' by PZB (1985) focused on making the 

effort to understand the customer's needs, while Johnston ( 1 995) extend this 

notion to 'meet customer' s need' . He developed 'flexibility' , which is a 

willingness and ability on the part of the service worker to amend or alter the 

nature of the service or product to meet the needs of the customer. Mathews 

(1 995) also noted flexibility as part of the service quality, which is suggested by 

consumers but is missing in PZB' s  1 0-determinant model. 

Johnston (1995b p. 53) noted that determinants of service quality should be a 

central concern for service management academics and practitioners, as "the 

identification of  the determinants of service quality is necessary in order to be able 

to specify, measure, control and improve customers ' perceived service quality." 

Therefore, in his ( 1 995) 1 8  service quality determinants, there are two 

determinants (aesthetics and commitment) which are not close to any of the PZB 

(1 985) '  s 1 0  determinants of service quality, they are focused on the whole service 

package and staff commitment. 

2.5. 1 1  Aesthetics 

The definition of ' aesthetics' (Johnston 1 995) extended to which the components 

of the service package are agreeable or pleasing to the customer, including both 

the appearance and the ambience of the service environment, the appearance and 

presentation of service facilities, goods and staff. 

5 8  



2.5.12  Commitment 

'Commitment' (Johnston 1 995) refers to the staffs apparent commitment to their 

work, including the pride and satisfaction they apparently take in their job, their 

diligence and thoroughness .  Mathews ( 1 995) agreed that commitment is one of 

the service quality determinants in consumers' perceptions. 

2.5.13 Assurance and Empathy 

In the process of developing SERVQUAL, PZB ( 1 988) found high degrees of 

correlation between some of the factors and so they condensed the ten dimensions 

of service quality into five consolidated dimensions (three original and two 

combined) : ' tangibles ' ,  ' reliability' , 'responsiveness ' ,  'assurance' and 'empathy' . 

The interpretation of assurance (PZB 1 988 p. 23) is ' the knowledge and courtesy 

of employees and their abi lity to convey trust and confidence' . Competence, 

courtesy, credibility and security were condensed into assurance .  The dimension 

of empathy (PZB 1 98 8  p. 23) means 'caring, individualised attention provided to 

customers' .  Access, communication and understanding/knowing the customer 

were condensed into ' empathy' . 

Importance Weighting o(Five dimensions in SER VOUAL 

PZB (1988 p .  3 1 ) argued that each dimension in SERVQUAL has a different 

importance weighting in consumers ' perceptions. Reliability i s  consistently the 

most critical dimension in predicting overall quality. Assurance is the second most 

important dimension in the cases of appliance repair and maintenance, retail 

banking, long-distance telephone and credit cards. Tangibles is more important in 

the case of the bank than in the other three firms studies, while the reverse is true 

for responsiveness .  Finally, Empathy is the least important dimension in all four 

cases. Therefore, they claimed that reliability is the most important dimension and 

empathy is the least important one in all service industries. It is argued that this 

proposition might not be universally applicable, as each service industry 1s 

different in terms of its focus on service characteristics (see chapter 5) . 
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Another major approach used in the service quality dimension literature is the use 

of service process and service outcome to investigate the nature of service quality. 

For example, ' interactive quality' , which defined based on the natural productive 

elements of service, summarises most of the afore-mentioned quality dimensions 

that involve the interaction between customers and interactive elements. 

2.5. 14 Interactive Quality 

Lehtinen and Lehtinen ( 1 99 1 )  developed ' interactive quality' in their three

dimensional quality approach. It is the dimension of quality originating in 

interaction between the customer and interactive elements (interactive persons and 

interaction equipment) . Interactive elements are the actual resources from the 

company side that come into contact with the customers. Sometimes it is possible 

to produce the same basic service by using a contact person or physical 

equipment, for example, an automatic bank teller or a human bank teller. There 

are at least three different options : automated, self-service, and human service. 

Interactive quality can be produced both in interaction between the customer and 

contact persons, and customer to customer interactions. For instance, in a night

club, inter-relationships between customers might have a greater effect on 

interactive quality than contacts with personnel . Interactive quality is the quality 

dimension that determines whether that industry is a service industry or semi

industry or not. The interactive quality is more important in some pure service 

industries, e .g. banking. As far as interactive quality is concerned, interactive 

elements play a key role. The following are the crucial issues : How do the contact 

persons ' service style and the customers ' participation style fit together? How well 

does the physical equipment fit the customer' s participation style? 

60 



2.5.15  Process quality and Functional Quality 

Focused on the service process, a number of authors developed 'process quality' 

or 'functional quality' . 

Process quality 

Process quality is the customer' s qualitative evaluation of his participation in the 

service production process. It is the customer' s personal and subj ective judgement, 

and is based on how customer sees the production process and how well he feels 

himself fitting into the process (Lehtinen and Lehtinen 1986). This definition is 

similar to a number of definitions of 'perceived service quality' that refer to the 

importance of customers' perceptions of quality (Takeuchi and Quelch 1983 ;  

Peters 1 985 ;  Lewis 1 991 ) .  

A customer experiences the production process on the basis of  his participation. 

Participation may vary between very heavy (or intense) and very light (or casual) . 

Although customer participation is present in almost every service production, it 

varies between different service industries. Process quality can be seen as very 

important, e .g. tourism, or has been ignored, e.g. dry cleaning (Lehtinen and 

Lehtinen 1 9 86). 

Functional quality 

Very similar to the process quality (Lehtinen and Lehtinen 1 986), Gronroos 's 

( 1 982) 'functional quality' is the service process itself or how the service is 

provided. Gronroos ( 1 984 p. 40) developed a service quality model that described 

how customer perceived the quality of the services . 
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Figure 2 .3  Service Quality Model by Gronroos ( 1 984 p .  40) 

EXPECTED 
SERVICE �� Perceived S ervice Quality 

TECHNICAL 
QUALITY 

What? 

PERCEIVED 
SERVICE 

FUNCTIONAL 
QUALITY 

How? 

Functional quality is a critical aspect and is concerned with the psychological 

interaction. It occurs during the exchange transaction between the buyer and seller 

and includes elements such as attitudes and behaviour of employees, inter

relationships between employees and customers , appearance and personality of 

service personnel, service mindedness and approachability of personnel. Process 

quality is based on the consumer' s  evaluation of the service, whereas functional 

quality is based on service encounter process. 

2.5. 1 6  Output quality and Technical Quality 

Process and functional quality are focused on how the service is delivered, and 

output and technical quality are focused on the service outcome. 

Output quality 

' Output quality' (Lehtinen and Lehtinen 1 986) is a consumer's evaluation 

concerning the result of a service production process. Sometimes output quality is 

not only evaluated by the customer alone, but also by other persons around him, 

e.g. hairdresser, while a consumer can be the only one to judge process quality. 

Output quality can be divided into two categories: tangible (or physical) and 

intangible. The output of any service production process is being created during 

the whole transaction. Thus, by controlling the process and process quality, output 
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quality can also be controlled. Output quality however, 1s very difficult to 

measure. 

Technical quality 

'Technical quality' (Gromoos 1 982) is the outcome of the service encounter, or 

what is received by the customer. The concept of technical quality is similar to 

Lehtinen and Lehtinen ( 1 986) ' s  ' output quality' in their two-dimension quality 

approach, which developed from customers ' perspective. 

Zeithaml ( 1 98 1 )  noted that technical quality is typically more difficult for 

consumers to evaluate, however, an acceptable level of technical quality is 

important in quality assessments, although technical quality might be perceived as 

a hygiene factor (Ennew and Binks 1 996). Regarding the relationship between 

technical and functional quality, Gromoos ( 1 993) argued that functional quality is 

much more important in assessing overall quality. Ennew and Binks ( 1 996 p. 222) 

further proposed that functional quality is "increasingly important in addressing 

the issue of customer retention." The relevant weighting and relationship between 

process and output quality might vary in different service industry context, 

therefore, a number of hypotheses are developed for further analysis (see section 

3 . 1 2) .  Gromoos ( 1982) proposed that customers ' perceptions of process (i .e .  

functional quality) are frequently more important to satisfaction and an overall 

quality perception than the technical outcome. However, no empirical study 

supported this proposition. 

Process and Output Quality in SERVOUAL 

Some argue that output quality is missing from PZB ' s  ( 1 985 ,  1988) formulation of  

service quality (Mangold and Babakus 1 99 1 ;  Cronin and Taylor 1 992; Richard 

and Allaway 1993 ; Buttle 1 996). Richard and Allaway (1 993) tested an 

augmented SERVQUAL model. They claim it incorporates both process and 

outcome components, and comment that the challenge is to determine which 
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process and output quality attributes of service quality have the greatest impact on 

choice. Their research found that the process-only items borrowed and adapted 

from SERVQUAL accounted for only 45 per cent of the variance; the full 

inventory, inclusive of the six outcome items, accounted for 7 1 .5 percent of 

variance in choice. The difference between the two was significant at the .001 

level. They concluded that process-and-output is a better predictor of consumer 

choice than process, or outcome alone. 

In defence of SERVQUAL, Higgins et al ( 1 99 1 )  argued that outcome quality is 

already contained within the dimensions of reliability, competence and security. In 

Blanchard and Galloway' s ( 1 994) research on retail banking, they suggested that 

all five dimensions of SERVQUAL existed in both process and output quality. It 

is argued process-output approach and SERVQUAL approach might have certain 

degree of overlap . 

2.5. 17  Corporate quality 

Lehtinen and Lehtinen ( 1 99 1 )  developed 'corporate quality' as a dimension of 

quality developing during the history or evolution of service organisation. "It is 

symbolic in nature and it concerns how customers and potential customers see the 

corporation, company or institution, its image or profile." For instance, a 

completely new restaurant has no corporate quality because of its recency. This is 

one of the reason why franchising is popular. 

It can also be argued that corporate quality has a time lag: even if the quality were 

deteriorating, the institutional quality would continue to be viewed highly for a 

somewhat longer time. On the other hand, corporate quality is the only quality 

dimension that can be experienced by a customer before participating the service 

production process. Compared to both physical quality and interactive quality, 

corporate quality is usually more stable in nature. 
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Corporate quality develops often more incrementally, continuously and intangibly 

than physical quality which can be suddenly and sharply improved by renovations . 

Interactive quality varies within certain limits, depending even on the momentary 

feeling of interacting persons . The three dimensions described above are not 

completely independent from one another. 

Corporate image 

Similar to corporate quality, corporate image (Gronroos 1 982) is the result of how 

consumers perceive the firm, and can be expected to be built up mainly by the 

technical and functional quality of its services, and will ultimately affect service 

perceptions . The other two dimensions - technical and functional quality together 

are the main determinants of the ' corporate image' dimension. 

2.5. 18  Tailored Dimensions for Specific Service Industries or Organisations 

A number of other researchers have also postulated their own determinants of 

service quality (Johnston 1 995), although in some cases they appear to have been 

based on PZB ( 1 985) ' s  well publicised work. The significance of these 

determinants is researchers start to question the generalisability of using universal 

measuring tools (e.g. SERVQUAL) to assess service quality, as some of them 

appear to be very important in a specific service context. 

Mathews ( 1 995 p. 36 1 )  revisited the ten quality determinants of PZB and found a 

further five dimensions, which are 'personal commitment of staff , ' efficiency' , 

'flexibility' , 'price/value' and 'product range' .  These dimensions were generated 

by consumers drawing from experiences of an unconstrained range of services and 

seem to result in a much broader range of dimensions than uncovered by PZB 

(1 985 ,  1 988) .  

Sasser, Olsen and Wyckoff ( 1 978) described three different service levels that can 

affect quality: performance levels of mate1ial, facilities and personnel. This 
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approach implied that service quality involves more than outcome, it also includes 

the manner in which the service is delivered (PZB 1 985) .  

LeBlanc and Nguyen (1 988) suggested that service quality is determined by 

corporate image, internal organisation, physical support of the service producing 

system, staff/consumer interaction, and the degree of customer satisfaction. 

Walker (1 990) suggested that the key determinants are product reliability, a 

quality environment and delivery systems that work together with good personal 

service - staff attitude, knowledge and skills. Gronroos ( 1 990) postulated six 

criteria of perceived good service quality: professionalism and skills ; attitudes and 

behaviour; accessibility and flexibility; reliability and trustworthiness, recovery, 

reputation and credibility. Albrecht and Zemke ( 1 985) suggested care and concern, 

spontaneity, problem solving and recovery. Armistead (1 990) split the dimensions 

into 'firm' (time, fault freeness , flexibility) and ' soft' (style, steering, safety) . 

Some researchers developed other service quality approaches for a specific service 

industry or even a service organisation, which contains various numbers of 

dimensions. For example, Hedvall and Paltschik ( 199 1 c) used a two-dimension 

approach, 'willingness and ability to serve' and 'physical and psychological 

access '  in their pharmacy study. Maxwell ( 1 984) developed six criteria in the 

health care field. They are access to services (ambulance response times), 

relevance to need for the whole community (review and analysis of the different 

roles played by the accident emergency department) , effectiveness for individual 

patients, equity (fairness), social acceptability (conditions in the casualty 

department, such as privacy and being consideration) , and efficiency and economy 

(workload and unit cost compare with other similar departments and emergency 

units). Furthermore, Carman ( 1 990) indicated the possibility of 5 to 9 distinct 

dimensions of service quality depending on the type of service sector. 
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2.5.1 9 Summary of the Major Service Quality Dimension Approaches 

A summary of some major service quality dimension approaches are listed as 

follows . 

Th ree-d imension Q l A ua ity lpproac Le tinen an h A (- h d h Le tinen 1991) 
Physical quality The physical elements of service, including physical product and 

physical support. (from the environment) 
Interactive quality The interaction between the customer and interactive elements, 

including interactive persons and interaction equipment. (interaction 
between personnel and customers) 

Corporate quality The dimension of quality developing during the history of service 
organisation. ( company image) 

Th ree- zmenszon ua z tpproac Q l"ty A h B (G .. ronroos 1982 1984) 
Functional quality The service process, how the service is provided. 
Technical quality The outcome of the service encounter, what lS received by the 

customer. 
Corporate image The result of how consumers perceive the firm. 

The two-dimension approach was more or less an action approach in which time is 

included, which focused on consumers ' perceptions. The three-dimension 

approach A focused on the elements of service production process. The three

dimension quality approach B was developed from the perspective of service 

process. 
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Ti d en- eterminant s ervice ua ity AJJvroach (PZB 1985 Q l ) 
Tangibles Appearance of physical facilities, equipment, personnel, and 

communication materials .  
Reliability Ability to perform the promised service dependably and accurately. 
Responsiveness Willingness to help customers and provide promote service. 
Competence Possession of the required skills and knowledge to perform the service. 
Courtesy Politeness, respect, consideration, and friendliness of contact personnel . 
Credibility Trustworthiness, believability, honesty of the service provider. 
Security Freedom from danger, risk, or doubt. 
Accessibility Approachability and ease of contact. 
Communication Keeping customers informed in language they can understand and 

listening to them. 
Understanding the Making the effort to know customers and their needs . 
Customer 

Five dimensions in SER VQUAL (PZB 1988) 
Tangibles Appearance of physical facilities, equipment, personnel, and 

communication materials . 
Reliability Ability to perform the promised service dependably and accurately. 
Responsiveness Willingness to help customers and provide promote service. 
Assurance The knowledge and courtesy of employees and their ability to convey 

trust and confidence. It is the condensation of competence, courtesy, 
credibility and security in ten determinants .  

Empathy Caring, individualised attention provided to customers. It IS the 
condensation of  accessibility, communication and understanding the 
customer in ten determinants. 
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Care 
Cleanliness 
/tidiness 
Comfort 
Commitment 
Communication 

Cou 
Flexi 
Friendliness 
Functionality 

Security 

The service and contact staff provide help to the customer or give the 
im ression of interest in the customer and s · · ess to serve. 

The cleanliness, and the neat and tidy appearance of the tangible 
corn onents of the service acka e 

To amend or alter the service to meet the needs of the customer. 

the serviceability and fitness for purpose or 'product quality' of service 
facilities and oods. 

Theoretically, some of the 1 8  determinants developed by Johnston ( 1 995) are very 

close to each other, e.g. attentiveness/helpfulness, courtesy and friendliness. Even 

Johnston ( 1 995 p .  65) proposed that "some determinants of quality predominate 

over others ." The 1 8  determinants of  service quality is, however, the most detailed 

approach in the current literature. 

2.5.20 Critical Analysis of Service Quality Dimension Research 

There are more than twelve different dimensional approaches to assess service 

quality in the current service marketing literature . Each has its own interpretation, 

advantages and, of course, drawbacks. 

Overlapping 

Overlapping occurs not only among different approaches, but also within the 

dimensions of  one approach. For example, ' corporate quality' (Lehtinen and 
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Lehtinen 1 991 )  is very close to ' corporate image' (Gronroos 1 982). Again, 

Gronroos ' s  ( 1 982) 'functional quality' is similar to Lehtinen and Lehtinen ' s  

( 1 99 1 )  'process quality' ; and Gronroos ' s  ( 1 982) ' technical quality' i s  another 

interpretation of Lehtinen and Lehtinen' s  ( 199 1 )  'output quality' . Johnston' s  

(1 995) 1 8  determinants has extended PZB's  ( 1 985) approach, but its accessibility, 

communication, competence, courtesy and security are very close to what is 

contained in PZB' s  ten determinants . 

The 1 0  determinants of service quality by PZB ( 1 985) have been grouped into 5 

dimensions of SERVQUAL in their work of 1 988 .  Llosa et al ( 1 994) 

demonstrated the overlapping phenomenon of these dimensions by asking 

respondents to attribute SERVQUAL items to the respective dimensions. Results 

indicate considerable similarities in interpretation of the various dimensions . Even 

PZB (1994 p .  1 1 3) agreed that in their 1 988 's  work, the factors representing the 

five RATER dimensions are "inter-correlated and hence overlap to some degree." 

PZB ( 199 1  p. 442) suggested that "though the SERVQUAL dimensions represent 

five conceptually distinct facets of service quality, they are also interrelated, as 

evidenced by the need for oblique rotations of factor solutions in the various 

studies to obtain the most interpretable factor patterns." 

Overlapping of different dimensions within the dimensional approach occurred in 

Johnston' s (1 995) work. Although he did argue about the difference between each 

determinant, some of them do overlap . For instance, ' cleanliness/tidiness ' has a 

close relationship to 'comfort' , as dirtiness will usually lead to uncomfortableness .  

In addition, ' attentiveness/helpfulness ' ,  'friendliness ' ,  ' care' are very close to each 

other. If the customer has a positive impression about service staff, he will usually 

highly evaluate all of these determinants. Further, 'communication' has certain 

similarity with 'competence' ,  as a professional skilful staff member will able to 

communicate with clients properly, and most communication problems result 

from the lack of professional expertise knowledge of service staff. This also 

happened in the ten determinants of PZB (1 985) ,  although in their definition, 
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communication is directed more towards language skills rather than professional 

knowledge. 

Comprehensiveness 

None of the approaches are comprehensive enough to cover all the service quality 

aspects in all service industries. Despite the complexity of some approaches ( e.g. 

Johnston' s  1 8  determinants) , some apparently vital dimensions are uncovered by 

other authors . For example, 'the usefulness of the certificate' in the education 

sector (Haller 1 995 p. 26), did not fit in any determinant in any dimensional 

approach. Price/value and product range has an impact on the formation of 

expectations, therefore, they might have influences on the service quality and 

CS/D, but except for Mathews (1995) and Ennew et al (1 993), few researchers 

noted that they are the determinants of service quality. Furthermore, students ' 

judgement of the result of a service production process in education means an 

assessment of the overall teaching quality performance, university amenity 

delivery, etc . Similarly, ' accuracy' (accurate diagnose) in health care (Morgan and 

Austin 1 993) is identified as the most important determinant, but no other scholars 

explicitly included this dimension in their work. 

Thus, it can be concluded that in a specific service industry, it might be necessary 

to develop specific dimensions or determinants, because some important 

determinants might not be included by any existing approaches. 

Interpretation 

Along with the comprehensiveness problem another issue relates to the meaning 

attributed to a dimension by different researchers. Johnston 's  (1 995) 1 8  

determinants has extended PZB' s  (1 985) SERVQUAL, but their ' responsiveness '  

dimension has different interpretations, one refers to 'willingness to help 

customers and provide promote service' (PZB 1 985), the other refers to 'the speed 

and timeliness of service delivery' (Johnston 1 995). 
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For example, the ' security' dimension refers to ' the safety of the flights ' in airline 

industry, on the other hand, it can refer to ' safety and hygiene standards of the 

food' in the restaurant sector, which has been neglected by many researchers as a 

determinant of service quality. Another example is ' accessibility' , it refers to 'how 

easy it is to go to a lecture or seminar' in the education sector, or 'how busy the 

telephone line is '  in a tele-sale travel agent or airline, and it can also refer to 'find 

a parking space easily' in banking service. 

2. 6 Chapter Conclusion 

There are few service industry comparative studies in the literature, moreover, no 

comprehensive research has emerged to examine a wide range of service 

industries. Therefore, this research aims to conduct a comprehensive comparative 

study on 6 service industries based on a wide range of service characteristics. This 

research examines the similarities and differences of service quality importance in 

these service industries. 

This chapter provided a theoretical foundation for the empirical research of this 

study. The literature review demonstrated different service characteristics, which 

are the vital · base for hypothesis development ( chapter 3) and service quality 

importance model formation ( chapter 5). Although many service characteristics 

were noted in the literature to differentiate services from goods, each characteristic 

has a different emphasis in different service industries. Therefore, services can be 

classified not only by their nature, e .g. profit versus non-profit, but also by the 

degree of each service characteristic .  In the service quality literature, many service 

quality measuring instruments exist, and expectations, perceptions and importance 

are widely used in defining and assessing service quality. Each concept makes a 

distinct contribution to the academic field. It i s  argued that there is no clear 

indication on which standard(s) of expectation(s) is/are suitable in assessing 

service quality, and perception measurement is largely service organisation or 

encounter orientated. Relevant importance of quality dimensions should be 

identified as the first step to improve service quality, and importance is suitable to 
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measure service quality in an industry level. It is  suggested that using service 

quality importance measurement is the most appropriate method in this research as 

one of the objectives is conducting an extensive service industrial comparison. 

Despite the debate on the interrelationship between importance, expectations and 

perceptions, service quality is accepted as a multi-dimensional concept and 

different service quality dimensions were reviewed in the final section of this 

chapter. Considering all the criticisms of different service quality dimension 

approaches, a specially tailored 1 6  dimensional approach was developed for the 

empirical work (see section 4.3 . 1 ) .  Although there is no extensive comparison 

research on a wide range of service industries, the service quality literature on 

single service industry or service organisation study were sufficient . Next, chapter 

(3) reviews service quality in various service industries and presents hypotheses 

development based on different service characteristics. 
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THREE SERVICE QUALITY CHAPTER 

DIFFERENT SERVICE INDUSTRIES 

HYPOTHESES DEVELOPMENT 

IN 

AND 

Considerable research into service quality issues in particular service industries 

has taken place. However, no clear picture has emerged in any service industry 

because different methods were used to assess service quality and most research 

has focused on specific service firms although they attempt to generalise their 

findings. In this chapter, the nature of the service industry is discussed and a 

review of service quality in a number of industries is presented, as it is the 

objective (1 and 2, as discussed in 1 .3) of this research to examine the difference 

between a wide range of service industries. Finally, six service industries are 

selected based on a wide range of service characteristics, and 21  hypotheses are 

developed for empirical research. 

3. 1 The Notion of Service Industry 

Technically, every industry has its mechanical component and service component . 

Levitt ( 1 972) argued there are no such things as service industries, there are only 

industries whose service components are greater or less than those of other 

industries. The model of  Oberoi and Hales ( 1 990) conceptualised the essence of 

what is being bought by focusing on the interaction between the physical support 

and interaction between service personnel and the consumer. Some authors have 

used the participation of consumers in the product as a way of characterising 

service (Gronroos 1 978;  Levitt 1 980 ;  Eiglier and Langeard 1 977). For example, 

Shams and Hales ( 1 989) suggested that the degree of consumer involvement in a 

product is a continuous variable, differentiating all products, rather than a 

dichotomous variable distinguishing goods and service. 

Danders and Scherer (1 995) argued both service industries and goods producing 

industries have service components, but there is a difference in the focus of quality 
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process. In goods-producing industries, the focus involves measuring and 

improving the quality of both the tangible products and the accompanying 

services, while in service organisations, it involves measuring and improving the 

quality of the service process together with the outcomes . Some scholars 

(Nightingale 1 986 ;  Shostack 1 977; Sasser et al 1 978) avoided endless debate 

about whether it is possible to describe a purchase as either a service or a good. 

Instead, they suggest a combination of ' service' and 'goods ' elements as a 

characteristic of all purchases (Oberoi and Hales 1 990). The differentiation 

between purchases is the relative size of the ' service' and 'goods ' component 

(Shostack 1 977) . Furthermore, some researchers (Buttle 1 986; Shams and Hales 

1 989) even questioned the entire contribution of service definition. They suggest 

the terms 'goods ' and ' services ' is more of a hindrance than an aid to 

understanding and may be dropped in favour of the more generic term 'product' . 

Nevertheless, Oberoi and Hales (1 990) proposed using service characteristics to 

differentiate service industry from product industry, "they might be differentiated 

in terms of degree to which they are intangible, heterogeneous and perishable and 

the extent to which they involve the consumer and their consumption is 

inseparable from their production." 

However, there are a number of industries that have been agreed as service 

industries in the academic world and scholars have researched service quality 

issues in these industries. These include financial service (banking, financial 

advisor), tourism, hairdressing/beauty salons, food services (restaurant, fast food), 

sports/leisure, university/colleges, retailing, transport (airlines, railways) , repair 

services, and consulting (property, financial, legal) . Furthermore, research shows 

service quality dimensions have a different focus and importance in different 

industries, although PZB (1 988) argued reliability is the most important dimension 

in all service industries. In the next nine sections (3 .2  to 3 . 1 0), the literature on 

service quality issues in some particular industries is reviewed. It covers the main 

publications in the field and well-researched service industries, in order to carry 

out two comparative analyses :  firstly, a critique of publications relating to the 
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same service industries, and secondly a cross sector comparison is undertaken. A 

number of service industries that attracted limited attention were also reviewed 

( e.g. food service in university), as they have significant contributions on 

representing certain characteristics ( e.g. no competition) . These service industries 

vary in terms of their profile of service characteristics, (e.g. tangibility) , it drove 

the industry selection and hypothesis development (as discussed in 3 . 1 2) for 

empirical research. 

3.2 Service Quality in Airlines 

3 .2.1 Service Quality in Airline Service 

Olaisen and Revang (1 99 1 )  suggested airline service consists of three different 

interactive services : core service ( e.g. flights) ; supporting service ( e .g. hotels) and 

facilitating services ( e.g. financial services) . These services are supporting each 

other, and inseparable. Furthem10re, they developed the notion of different 

'quality' in airline service: The L-quality (Love quality - Success through people) 

as the centre of a star which is dependent on system quality (mass market 

segmentation definitive service concepts) , software quality (information systems), 

tolerance quality (individual sensitive service concepts) and negotiation quality 

(strategic alliances) . 

Gummesson ( 1 99 1 )  noted the importance of software quality was crucial for 

achieving service quality in reliability, flexibility and communication. The highly 

valued software quality by consumers (Olaisen and Revang 199 1 )  indicates the 

importance of reliability determinants (PZB 1 985) or the functional quality. 

However, security and reliability will only convince the consumer to choose 

airlines as the form of the transportation, but not the particular airline company 

(Olaisen and Revang 1 99 1 ) .  Thus, safety i s  the most important and basic 

determinant of the successful airline companies, which is similar to the ' security' 

dimension in PZB ( 1 985) ' s  model. However, the important service quality 
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determinants for an airline company to remain competitive could be punctuality, 

and responsiveness in Johnston' s ( 1 995) model. 

3.2.2 Determinants of CS/D in Airline 

In Bitner et al (1 990) ' s  research on favourable and unfavourable service 

encounters, they found a number of incidents led to customer satisfaction and 

dissatisfaction. The examples of favourable incidents included 'the flight attendant 

helped me calm and care for my airsick child' ;  'I lost my glasses on the plane; the 

stewardess found them and they were delivered to my hotel free of charge ' ,  etc . 

Thus, the determinants that lead to customer satisfaction in the airline service 

should be responsiveness, courtesy, credibility, understanding the customer (PZB 

1 985) or attentiveness/helpfulness, care, courtesy, friendliness, integrity (Johnston 

1 995) or more generally, the interactive quality and process quality. The range of 

incidents that led to dissatisfaction are much wider than those that led to 

satisfaction. It can be concluded that the service quality determinants that can lead 

to dissatisfying incidents are poor reliability, responsiveness credibility and 

understanding the customer (PZB 1 985) or lack of attentiveness/helpfulness and 

flexibility (Johnston 1 995) . Therefore, the determinants that lead to satisfaction 

are not exactly the reverse of those leading to dissatisfaction. 

3.2.3 Conclusion 

In the airline industry, safety or security 1s the most important and basic 

determinant. The second most important determinant is reliability (PZB 1 985) or 

functional quality. The important service quality determinants for an airline 

company to remain competitive could be punctuality - reliability and 

responsiveness (Johnston 1 995), and these determinants can also be the factors 

influencing the consumers' decision making process. However, Olaisen and 

Revang ( I  99 1 )  argued that security and reliability would only affect the 

consumers' choice of airline as the form of the transportation, not a particular 

airline company. 
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Responsiveness, credibility, understanding the customer (PZB 1 985), 

attentiveness/helpfulness (Johnston 1 995) or the interactive quality and process 

quality are the factors leading to both customer satisfaction and dissatisfaction. 

Courtesy (PZB 1 985), assurance and empathy (PZB 1988) or care, courtesy, 

friendliness, integrity (Johnston 1 995) are the dimensions leading to customer 

satisfaction, or more generally, the interactive quality and process quality (Bitner 

et al 1 990) . Nevertheless, customers would not be dissatisfied with the average 

performance of these determinants. Furthermore, poor reliability (PZB 1 985) and 

flexibility (Johnston 1 995) are the determinants that will cause extreme 

dissatisfaction but not satisfaction. Therefore, the determinants that lead to 

satisfaction are not exactly the same as those that lead to dissatisfaction. 

3.3 Service Quality in Banking 

Although some researchers (Spreng and Olshavsky 1 993 ; Ennew and Binks 1 996) 

have questioned that whether banking has a general expectancy-disconfimrntion 

framework, the literature of service quality in banking is well documented. For 

example, Blanchard and Galloway ( 1 994), Ennew et al (1 993), Holmlund and 

Kock ( 1 996), Lewis ( 1 99 1 ) , Rust and Zohorik ( 1 993), Prastacos and Kouremenos 

( 1 989), Moutinho (1 996), Llorens et al ( 1 996), Morgan et al (1 993), Mchechnie 

and Ennew ( 1 993), Scott and Cressey (1 993), Frei and Harker (1 995), Ennew and 

Binks (1 996) and Nielsen ( 1 995). 

3.3.1 Service Quality Dimensions in Banking 

The financial service quality in British banking sector is considered to be the 

quality of service received by its customers in relation to knowledge of  staff, 

communications, expertise of staff, willingness to lend, and branch design 

(Buswell 1 983) .  Ennew et al ( 1 993)  used 1 1  characteristics to measure service 

quality of banking to small businesses, which included product range (wide range 

of services) , price/value (competitive interest rates and competitive charges), and 
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efficiency (speed of decision). fu addition, the functional quality of service 

provided by bank staff and some technical items of banking quality were assessed 

by Richardson and Robinson (1 986) and Tansuhaj et al ( 1 987). Lewis ( 1 99 1 )  

included corporate image, customer-staff interaction and customer satisfaction 

with SERVQUAL items in her research of service quality issues between UK and 

US . 

Reliability 

Lewis ( 199 1 )  divided the main area of service quality of the banking sector into 

four sections: physical features and facilities; reliability; the staff you come into 

contact with; and responsiveness to your needs. The reliability dimension in her 

research consisted of four elements, i .e .  accuracy of transactions, ability to do 

things right, ability to keep promises, and competence of back-room staff. Based 

on 424 respondents in both UK and US, she found that reliability was rated as 

very important by respondents which supported the conclusion made by PZB 

( 1 99 1 )  that reliability is the most important dimension in banking sector. 

However, the research of Blanchard and Galloway ( 1 994) disagreed with this 

proposition, as reliability appeared to be the lowest on their weighting list (Figure 

3 . 1 ) .  Nevertheless, the definition Blanchard and Galloway ( 1 994) used for 

reliability came from SERVQUAL: ' ability to perform the promised service 

dependably and accurately' . Based on their two-stage surveys and 439 customer 

respondents, they demonstrated the relative weights of SERVQUAL dimensions 

in banking sector (Figure 3 . 1  ) .  

Figure 3 . 1  Ranking o f  SERVQUAL Dimensions by Customer in Banking 

SERVQUAL Dimension 
Responsiveness 

Assurance 
Tangibles 
Empathy 

Reliability 

Relative Weight 
1 00 
7 1  
65 
59 
50 
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Blanchard and Galloway (1994 p. 1 8) further argued that the SERVQUAL 

dimensions were "less convincing as in many cases customer statements involved 

at least two of the SERVQUAL dimensions ." Although this interdependence is 

widely recognised (Llosa et al 1 994; Buttle 1 996), the use of the term dimension is 

questionable, and the lack of clarity it introduces does substantially reduce the 

value of the SERVQUAL model . Blanchard and Galloway ( 1 994) further noted 

that there were particular problems with ' reliability' which appears to qualify the 

other four attributes as well as being an independent issue. For example, the 

requirement for cash to be available in ATMs at all times is quite clearly a 

' reliability' issue, while the politeness of staff is an assurance issue (how 

consistent can a staff be polite) . It seems likely that reliability can be considered a 

prerequisite for quality service in all cases and it therefore lies in a different 

category from the other dimensions which may or may not be significant in a 

particular service. 

Responsiveness 

PZB ( 199 1 )  proposed that responsiveness was the second most important 

dimension in the US banking industry. In the study of Lewis ( 1 99 1 ) , she suggested 

that some attributes in the dimension responsiveness are highly rated by 

consumers, they are the willingness of staff and management to help with 

problems and queries, and speed of service in the branch. She further suggested 

that some other scales in responsiveness dimension with the lowest importance 

ratings, they are 'being informed about new services by post' and 'the use of 

customer suggestions to improve service' . Again, this is contradictory to the 

findings by Galloway and Blanchard ( 1 994) that responsiveness was the most 

important dimension among respondent rating. Since all research based in the UK 

and US, culture difference can not be used to interpret all these differences. 

Blanchard and Galloway ( 1 994) further argued the unclear utility of the detailed 

breakdown into SERVQUAL dimensions. When referring back to the original 

customers' determined issues in responsiveness, this is seen to contain elements of 
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interpersonal behaviour (willingness to help ; staff listen; way staff treat 

customers) and much harder issues such as ' tills open at busy times' .  This might 

cause the ambiguity ofresponsiveness and overlap with other dimensions. 

Ta1tgibles 

Lewis ( 1 99 1 )  defined physical features and facilities in a similar way to PZB 's  

( 1 988) 'tangible' dimension. She suggested that within the ' tangible' dimension, 

location, privacy and physical safety were considered as important physical 

features and facilities by the majority of respondents, with the least important 

elements being the appearance of credit cards/cheque books and the appearance of 

buildings . Furthermore, UK bank customers rated privacy as the most important 

element. PZB ( 1 99 1 )  proposed that ' tangible' is the least important dimension in 

US banking sector, and Blanchard and Galloway (1 994) found 'tangible' had 

medium importance among five dimensions (Figure 3 . 1 )  in UK banking industry. 

Therefore, it appears to have less agreement on the importance of 'tangible' 

dimension. 

Price/Value, Efficie1tcy a1td Product Range 

These three 'new' dimensions were examined by Ennew et al ( 1 993) based on 

more than 4000 respondents. They argued that price/value and efficiency are 

associated with a high level of importance, and they are the main areas of 

mismatch. However, consumers did not rate product range as very important. 

Their research findings were confirmed by the empirical study conducted in this 

research (see section 5 .2. 1 and 5 .2.2) . Price/value is similar to the economic 

quality dimension (Holmlund and Kock 1 996 pp. 293-4), which refers to "the 

value that a customer receives in a relationship, and comprises elements like 

profitability and productivity." The economic dimension is new in the quality 

models and mainly refers to how much the banks charge for different services and 

the customers ' feeling of being trapped by exit barriers and therefore forced to pay 

the fees which the bank charges .  
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Two-Dimension Quality Approach 

Ennew and Binks (1 996) proposed that both technical and functional quality have 

a positive impact on customer loyalty and retention. Their empirical research 

(p.228) also suggested that "functional quality is at least as important as technical 

quality in influencing potential defection." However, Blanchard and Galloway 

(1 994) argued that service customers attach considerably more significance to the 

process elements of the service rather than the outcomes when judging quality. 

When the two alternatives of 'process' and 'outcome' are weighted in this way the 

ratio is 82 per cent process to 1 8  per cent outcome. They suggested that customers 

overwhelmingly consider the process elements of the service when evaluating 

quality. However, Holmlund and Kock (1 996) noted that functional quality is one 

of the major problems in banking. It consists of a lack of an ATM in the area, 

short opening hours, lack of information and the banks' inability to focus on the 

customers and their needs. Nevertheless, Holmlund and Kock (1 996) argued that 

despite the perceived dissatisfaction, customers seem to become used to issues 

that caused dissatisfaction previously over a period of time. 

3.3.2 Demographics in Banking 

Some researchers noted the impact of demographic and psychographic factors on 

banking services. For example, Schran1 ( 1 99 1 )  found that despite the attraction of 

credit cards and free checking, students often seek the availability of automated 

teller machines (ATMs) when choosing a bank. As a result, some banks have 

invested heavily in placing ATMs on college campuses (Moutinho 1996) . 

Furthermore, working people will usually complain about short opening time of 

the bank. In addition, Moutinho (1996) suggested that :financial service 

organisations should develop and install ATMs, which would perform more 

banking functions, in order to obtain sufficient transactions volume to justify their 

operating costs . 
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3.3 .3 Culture Differences in Banking 

Most service quality researches in the banking sector have been based in the UK 

and US . Therefore, it could be argued that the culture differences contribute to the 

lack of agreement in service quality research between the UK and US ( as 

discussed in 3 . 3 . 1 ) . 

Lewis ( 1 99 1 )  compared the cultural difference in banking between customers in 

the UK and US. She found that both UK and US respondents had very high 

expectations of service from their banks across most of the dimensions, in 

particular with respect to the reliability and credibility. She also discovered some 

major differences between respondent groups: UK bank customers gave higher 

ratings to privacy, interior and staff appearances and used customer suggestions to 

improve service; whilst US respondents were more concerned about location and 

parking, opening hours, the number of staff available to serve (with associated 

perceptions of slow-moving queues), and the personal characteristics of bank staff 

they came into contact with. Bejou and Ennew (1 997) suggested that there is little 

evidence of positive association between perceptions of excellence and the actual 

performance of nine US banks, although no similar research was conducted in the 

UK. 

3 .3.4 Antecedents of Bank Switching 

Lewis ( 199 1 )  investigated the problem of bank switching in the UK and US. In the 

US, more than half of those changing banks did so because they were moving job 

or from the area; others were unhappy with slow service and high bank charges. 

The main reasons for switching banks in the UK were unhelpful staff, high bank 

charges, and slow service. Other problems contributing to bank switching were 

refusal of loans and mortgages, poor staff knowledge, 'bounced' cheques (in the 

UK), poor complaint handling and ATM difficulties . Therefore, the service quality 

dimensions price/value, efficiency, competence and credibility would result in 

bank switching, but some of these factors were neglected by SERVQUAL. 
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3.4 Service Quality in Health Care Sector 

Research into service marketing in health care has received great attention within 

the past decade, and publications have focused on slightly different aspects of 

health care. For example, Brown and Swartz ( 1 989) and Gabbott and Hogg (1 996) 

researched medical services in general, Carman (1 990) and Willians and Coates 

(1 993) investigated dental services, Morgan and Austin (1 993) examined health 

care transactions, Mortimer and Gozzard ( 1 993) and Clark et al (1 995) studied the 

NHS, Skarman and Edvardsson ( 1 994) researched company health care in 

Sweden, Lee and Nefcy ( 1 995) examined health maintenance, Mathews and Clark 

( 1 996) researched internal relationships in NHS hospitals, and Etchart and Harte 

(1 996) investigated clinics. 

3.4.1 Trends in Health Care Service 

The mission of any health care service (Etchart and Harte 1 996 p. 1) is "to provide 

the best quality health care service - to diagnose and treat the sick and to 

participate with the community in the prevention of illness - at any time, and at the 

lowest possible cost." Mortimer and Gozzard (1 993) noted the conflict of the 

rapid proliferation of computing systems aimed at the health service market, and 

the current inadequate information technology infrastructure. Etchart and Harte 

(1 996 p. 2) proposed that the health care service faced two challenges that appear 

to be in conflict. ( 1 )  To maintain the daily provision of effective and efficient 

service, and (2) To create the necessary changes that will allow the providers of 

care to keep pace with technical advances, meet customers ' new demands and 

needs, and respond quickly to unexpected and unplanned events while maintaining 

a competitive advantage. The dilemma is  to do the work and improve the work 

concurrently. Apparently, the nature of the health care service places emphasis on 

the service quality dimensions of price/value, efficiency, accuracy (of treatment) , 

communication and 'tangible' (technology infrastructure), in which some 

dimensions do not exist in the SERVQUAL model and need to be further defined. 
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3.4.2 Customer Involvement in Health Care 

The problem in health care (Morgan and Austin 1 993 p.3) is that many hospitals 

"either ignore or place little credence on patients' views of health care." Potter et 

al ( 1 992) proposed that in health care service, managers either believe that the 

absence of complaints equals patient satisfaction or implement poorly developed 

mechanisms to monitor patient satisfaction. However, the degree of customer 

integration in health care services is far greater than in other services . Patients 

come to the clinic asking for the physician's expertise, and patients are not just 

receivers of output, they are also suppliers and a critical part of the production 

process (Etchart and Harte 1 996). In order for the physician to make a sound 

decision and recommendation, patients must supply a sufficient amount of 

information. Once the diagnosis is made and the treatment is prescribed, the 

patient then decides whether to fully comply with the recommendation, to partially 

comply, to see another physician, to adopt another treatment, or to do nothing. The 

patient then becomes part of the production process in bringing about a change in 

condition. Thus, theoretically, process quality in health care is as important as 

output quality. Morgan and Austin (1 993) defined different roles in health care 

sector (Figure 3 .2). 
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Remark: 

Specifer 
Payer 

Participant 

Beneficiary 

Figure 3 .2 Customer Roles (Morgan and Austin 1 993) 

■ 

■ 

■ 

■ 

■ 

■ 

■ 

Patient ( decide that he should visit GP) 
Commissioning Health Authority (HA) (pays for consultation) 
Patient (pays for transport to GP surgery) 
Patient (travels to surgery and takes part in consultation) 
Receptionist (Re) (books in patient and ensures that GP has notes) 
GP (carries out consultation) 
Patient (maintains good health and suffers no loss of earnings) 

3.4.3 Service Quality and Its Measurement in Health Care 

Satisfaction with dental services has been assessed using dimensions such as 

waiting time, availability, convenience, continuity of care, cost of care, and 

management of pain (Gopalakrishna and Mummalaneni 1 993). Maxwell ( 1 984) 

developed six criteria that have had considerable influence on our understanding 

of quality in the health care field. They are ' access to services ' ,  'relevance to need' 

(for the whole community), ' effectiveness ' (for individual patients), ' equity' 

(fairness), ' social acceptability' and 'efficiency and economy' (as discussed in 

2.5 . 1 8) .  Maxwell ' s  dimensions of quality have very little similarity with the ten

detern1inants of service quality identified by ZBP ( 1 985) . Etchart and Harte ( 1 996 

p . l )  proposed that in health care service, the best quality in any given place 'is a 

time-bound ideal. ' However, measurements of 'accuracy' , ' optimal speed' , 'ease 

of use' ,  and the patient ' s  ' satisfaction with the interpersonal interaction' provide a 

framework to evaluate quality in health care services over time (Etchart and Harte 

1 996) .  

86 



Based on 1 1 9 interviews, Skarman and Edvardsson ( 1 994) agreed with PZB 

(1 99 1 )  that reliability was the most important dimension in all service sectors 

including health care, although their research was based in Sweden. In addition, 

they stated ' confidentiality' was a very important and specific quality dimension 

for health care service. This factor ought also to be found in several but not 

necessarily all professional services. 

From research based on two NHS hospitals, Mathews and Clark ( 1996) concluded 

that many of the same dimensions and factors that have a strong influence in 

determining external customers perceptions of service quality (and satisfaction or 

dissatisfaction with service encounters) are pertinent to internal service 

relationships .  These important factors are service orientation or attitude of the 

service providing staff (including flexibility or responsiveness), open 

communication, internal management processes, personal relationships and 

competence in determining satisfaction with both internal and external service 

relationships .  These factors can be interpreted as service quality dimensions of 

'understanding the customer' (PZB 1 985), 'flexibility' (Johnston 1 995), 

' responsiveness '  (PZB 1 985 ;  Johnston 1 995); ' empathy' (PZB 1 988); 

' competence' (PZB 1 985 ;  Johnston 1 995), etc. Furthermore, in their research the 

dimensions generated by consumers drawing from an unconstrained range of 

external services resulted in a broader range of dimensions than uncovered by 

PZB ( 1 985), which were primarily dependent on behavioural aspects of service 

delivery. In particular, the results supported the notion that the functional or 

process related dimension is the most significant influence on customer 

satisfaction (Mathews and Clark 1 996). 

3.5 Service Quality in Education 

Haller ( 1 995) researched issues of managing service quality in education. 

Specifically, the studies of Chattopadhyay (1 996), Rigotti and Pitt ( 1 992) and 

Balmer et al (1 993) used university business schools as their research focus. 
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3.5.1 Measurement Criteria in Education 

Haller ( 1 995 p . 1 6-8) developed three groups of criteria in measuring service 

quality of education: 

1 .  Predominantly 'potential-orientated' criteria: including costs of course; 

structure/timing of course; name recognition of institute offering course and 

professional competence of tutors/leader. 

2. Predominantly 'process-orientated' criteria: including access to semmar 

locations and equipment; organisational realisation of seminars; structure and 

contents of seminars ; performance of guest lecturers ; content focus of study 

units ;  detailed reviews o£'comments on mailed exercises and promptness of 

reviews of mailed exercises . 

3 .  Predominantly 'outcome-orientated' criteria: including usefulness of final 

certificate concerning further career; practical orientation of course; personal 

development; effort/utility relationship . 

The above criteria can be interpreted as service quality dimensions such as 

price/value, corporate image, competence, 'tangible' , process and output quality. 

Haller (1 995) further argued that process-orientated criteria gained importance 

during the service process, but they still remained less important than the 

outcome-orientated items. The outcome-orientated criteria belonged to the most 

important criteria in their research. Only the item 'practical orientation of the 

course' indicated an increase in importance during the second half year of the 

course. The results of their study also suggested that the students ' evaluation of 

the importance of  the criteria, as well as their perceptions, changed during the 

period of the service process. One interesting finding of  the study was that mainly 

process-orientated criteria gained importance during the service process and lost it 

towards the end. On the other hand outcome-orientated items were evaluated as 

being more relevant at the end of their study. On the basis of these results the 

assumption can be made that especially in sectors of long-term services, 
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evaluation must take place dynamically. This means that it must be measured at 

several points in time instead of just one. 

3.5.2 Perceptions and Quality in Education 

Rigotti and Pitt ( 1 992) noted that there was a service quality gap in the education 

sector. Customers were not getting the quality of service they expect, and that the 

cause of this was obviously not that management does not understand what they 

want. The customers' expectations might be affected by the external 

communications (advertising, brochures, publicity) of the school, which do not 

match what actually gets delivered. 

Although Balmer et al ( 1 993) suggested that responsiveness was a key principle 

within service excellence delivery, in the importance-performance analysis of 

Haller ( 1 995), the 'practical orientation of the course' was seen as the most 

important strength throughout the studies. This corresponds with the strongest 

reward-factor ' success in business' . The students evaluated the criterion 'personal 

development' as important and good in the attribute-orientated method. In the 

incident-orientated analysis it was regarded as a reward factor. Especially during 

the first half year of the course, the 'timing/relationship of personal effort and 

utility' were regarded as being the weakest area. At the end of the course, the 

participants considered the 'usefulness of the certificate' as the main weakness. 

However, none of the above factors were included in SERVQUAL . .  

Based on the English language program of a business school in Republic of 

Kyrgyzstan, Chattopadhyay ( 1 996) found that the characteristics of the service 

delivery process had a consistent relationship with the perceptual variables or 

overall perception of quality. They were 'motivation ' ,  'goal setting' ,  ' evaluation 

of self and ' evaluation of instructor' .  All these were characteristics of the ' 

customer than that of the service provider. It appears that the students who are 

more motivated, who have actively set goals for themselves and those who seek to 

evaluate themselves as well as the instructor on a more regular basis, tend to 
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perceive higher levels of satisfaction with the English language program. On the 

other hand, Chattopadhyay' s (1 996) research showed that uncertainty of schedule 

of classes emerged as a significant predictor of perceived service quality. While it 

was a problem that was particularly acute to the setting of the study, in general, it 

would appear that reliability of process and maintenance of optimal process 

environment free from maj or disruptions, are the major correlates of service 

quality delivered. However, due to the small sample (65 respondents) and limited 

location, their results are not very representative. 

Finally, Balmer et al ( 1 993 p. 1 7) stated it was necessary to recognise that the 

'customer is always right ' principle may not universally apply within service 

delivery environments such as health care and education. They also suggested that 

certainly there would be times when the customer's short term desires have to be 

subjugated to what judgement suggests is his or her longer term interest. 

Research in both professional services - health care and university involved many 

specific tailored dimensions and attributes, which were not included in 

SERVQUAL model . In the university sector, the service relationship usually lasts 

3 -4 years, therefore, the change of customer expectations, quality criteria and 

perceptions are more complex than service sectors that have a short contact time 

with consumers, e.g. restaurant. 

3. 6 Service Quality in Restaurants 

The distinguishing feature in restaurant service is that high level of perceived 

service quality and customer satisfaction do not have strong correlation with 

customer loyalty, because customers tend to have variety seeking behaviour in the 

restaurant sector. A number of examples of service quality research in restaurant 

sector are Bitner et al ( 1 990), Lehtinen and Lehtinen ( 199 1 ), Mersha and Adlakha 

( 1992) Johns and Tyas ( 1 997), Stevens et al (1 995), Sweeney et al ( 1 992) and 

Knutson et al ( 1 995). 
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The research of Mersha and Adlakha (1 992) indicated that for fast food 

restaurants, timely/prompt service ( efficiency) is the number one quality attribute. 

Bitner et al ( 1 990) suggested that attention paid to customer, truly out-of-the

ordinary employee behaviour, employee behaviours in the context of cultural 

norms and response to customer preferences are some antecedents to customer 

satisfaction and dissatisfaction in restaurant sector. In addition, service providers ' 

positive response to unreasonable slow service and core service failure can 

actually lead to satisfaction. Johns and Tyas (1 996 p. 321)  used SERVQUAL in 

their food service research, and argued that "although reliability criteria for the 

instrument were encouraging, the factor structure identified by previous 

researchers was found not to be present in the catering industry." Other service 

attributes such as food and the attitudes of staff played a more important part in 

the meal experience. Sweeney et al ( 1 992) used a sample of students to investigate 

quality expectations and service selection issues. Their results indicated that price 

plays a minor role in influencing service expectations and selection of a service, 

but that more personal sources of information - specifically manner of employees 

and opinion of friends and relatives - have the greatest influence on both 

expectations and selection. Furthermore, they argued that a low price, while 

contributing positively to service selection (the lower the price, the more likely to 

use), contributed negatively to service quality expectations (the lower the price, 

the lower the service quality expectations) . Finally, Stevens et al ( 1 995) developed 

a specific 29 items measuring instrument for restaurant service - DINESERV, 

which consists of 5 dimensions of SERVQUAL, with tailored items particular in 

the 'tangible ' dimension. 

3. 7 Service Quality in Food Service in University 

Berne et al ( 1 996) researched the food service in three universities. The significant 

contribution of this research is that it represents a type of service with very low 

level of competition, which can be found in most of the public sectors . In services 

that have low level of competition, consumers would have less or even no choice 

of service providers, therefore, their expectations (both predictive and normative) 
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and service quality norms would be lower. Liljander and Strandvik ( 1 993) 

suggested that in government job centres, a service with no competition, 

customers did not even hold ideal standard expectation, only minimum tolerable 

expectation existed in customers ' cognitive state . Furthermore, Berne et al ( 1 996) 

proposed that experience might not have impact on customer expectations and 

service quality norms in food service (in the universities) . 

Berne et al ( 1 996) argued that food service operators negotiate the licence to 

operate under special low competition conditions in which some additional 

barriers are discussed such as characteristics and number of fast food outlets in the 

campus, and the prices and location of competitive services. Furthermore, food 

services are generally low margin businesses in which quality decisions are 

severely restricted by the costs involved in producing the desired quality level. 

However, as food services enjoy very low level of competition, the management is 

tempted to lessen or to relax the quality imperatives, as they perceive there will be 

little impact on customer traffic. 

According to this study, it can be proposed that in service sectors with low 

competition conditions (public service, university amenities, etc.) , output quality 

or technical quality could be more important than process quality or functional 

quality. Using Lehtinen and Lehtinen's ( 1 986) three-dimension approach, the 

physical quality is the most important dimension, while interactive and corporate 

quality is less important as the competition level gets lower. Furthermore, 

customers might only have the adequate service expectations (the bottom level of 

the zone of tolerance) but not desired service expectations, from a government 

owned job centre for example (Liljander and Strandvik 1 993) .  

3. 8 Service Quality in Conference Hotel 

Oberoi and Hales ( 1 990) and Danaher and Mattsson (1 994) conducted research on 

service quality and customer satisfaction issues in conference hotels . One of the 

features or problems in the conference hotel service process is that the service 
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users ( conference attendants) are not the service deciders ( conference organisers) . 

In general terms, conference organisers continually complain that they come up 

against an inability or unwillingness on the part of many hoteliers to provide the 

kind of service required (Oberoi and Hales 1 990; Tiltscher 1 983) .  

The research of Oberoi and Hales ( 1 990) indicated that in conference hotels, the 

functional attributes or non-physical components (management, staff, atmosphere, 

etc .) are major contributors to the overall quality as perceived by consumers. In 

addition, it would appear that the technical attributes or physical components 

( comfort, food, room, decor, telephone, tea/coffee, cleanness, bill, leisure 

facilities, etc.) do not significantly influence perceived overall quality. Rather, in 

some cases these attributes contribute to the overall quality provided. 

Danaher and Mattsson ( 1 994) researched cumulative encounter satisfaction, which 

is similar to service quality defined by Johnston (1 995b), in the conference hotel 

process. Findings were based on 1 1 0 quantitative questionnaire responses. In their 

research, it is evident that the service delivery process can be broken down into 

distinct encounters that comprise the main parts of the entire process. Some of 

these may be an interaction with the provider (such as arrival) , while others may 

not (such as the conference room). The notion of the process and its outcome 

really refers to sub-processes and their satisfaction outcomes. To maintain overall 

satisfaction, each encounter has to maintain its own satisfaction levels separately. 

Furthermore, their research indicated that overall satisfaction with the entire 

service delivery depends mainly on the conference room, arrival and lunch 

encounters. This is the core of the hotel conference process, and quality 

improvement efforts should be primarily directed at these encounters in order to 

raise overall satisfaction. 

3.9 Service Quality in Local Government 

Donnelly (1 995) used local government as an example to research into service 

quality in the public sector, and recognised that public sector organisations face 
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more difficulties than in the private sector in their efforts to improve service 

quality and customer service. In the private sector, customer satisfaction, loyalty, 

high-quality products and services are seen as essential for long-term survival, 

however, in public sector organisations, pressures of improving customer service 

arise internally within local authorities and Citizen's  Charter. In addition, in the 

current public sector financial environment, customer service initiatives often 

have to be funded on a shoestring budget and through reallocation from other 

activities. Furthermore, in contrast with private sector where it is relatively easy to 

define its customers - both existing and potential, most public sector organisations 

have a variety of ' customers ' for their different services : customer recipients or 

users of services - sometimes unwillingly - but make little or no financial 

contribution towards their provision. The role of other stakeholders, and of elected 

members in particular, is ambiguous in this respect. These various customer 

groups may well have different and contrasting opinions on current levels of 

service provision, causing additional problems for the local government manager 

in terms of priorities in customer service improvement. 

Donnelly ( 1 995) did not conduct any detailed empirical study. Nevertheless , the 

early results of studies indicated that managers frequently over-estimate customer 

expectations. He also argued that the SERVQUAL approach merits detailed 

consideration by local government managers who seriously wish to assess service 

quality in a rigorous and testable manner. 

3. 10 Service Quality in Optical Industry 

Peterson (1 992) suggests that there are at least eight underlying quality dimensions 

in the optical industry, including performance, reliability, features, conformance, 

durability, serviceability, aesthetics, and perceived quality. Saunders and Scherer 

( 1 995) researched service quality in the optical industry and suggested that the 

most important discriminating expectation factor was customer service. 

Friendliness, fairness, and specifications all made moderately strong contributions 

to differentiating delighted and not delighted customers and dimensions of 
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selection and sales personnel made moderate contributions. These results show 

that there is a mix of technical, interpersonal, and product/service expectations, 

which are useful in distinguishing between customers who are delighted and those 

who are not delighted. In addition, their results indicated that customers who are 

delighted had their expectations for friendliness, customer service, sales 

personnel, fairness, selection, and specifications met more strongly by the focal 

organisation than customers who were not delighted. Furthermore, delighted 

customers perceive the greatest fulfilment of expectations by the focal 

organisation. 

The study shows that delighted customers are those, whose expectations have not 

just been met, but have been exceeded. This suggests that health care providers 

may want to use the supplier approach that Dent ( 1 992) refers to as 'organising 

around the external needs of customers. '  This requires organisations to go beyond 

performance that leads only to customer satisfaction, and instead, strive to exceed 

industry standards, or even customer-accepted standards, and delight their 

customers. 

3. 1 1  Conclusion 

The literature presents clear evidence that each service industry is different on its 

focus of the service quality issues, some service quality dimensions appear to be 

more important than others, although different scales are applied in each study. 

There are some disagreements exist on the focus of service quality issues in each 

service industry. Researchers used either SERVQUAL, modified SERVQUAL or 

developed their own dimensional approach to assess service quality issues in 

specific service industries, which might contribute to some of the differences. The 

differences between service industries, however, are largely due to the different 

natures and profile of service characteristics in each industry. There are some 

conclusions can be drawn on the impact of service nature and characteristics on 

service quality dimensions. 
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1 .  There is overwhelming evidence to suggest that researchers discovered 

critically important dimensions in their industrial orientated service quality 

study, which were neglected by SERVQUAL model. 

2 .  Service quality dimensions or determinants may vary m different service 

industries, due to the different profiles of service characteristics each industry 

has (Cronin and Taylor 1 992; Anderson and Fomell 1 994) . 

3 .  In the private sector, functional quality might be more important than technical 

quality. In the public sector, vice versa. When a sector enjoys low competition 

conditions (e .g. university food service, government job centre), the output 

quality or technical quality is more important than process quality or functional 

quality. Furthermore, customers might only have the adequate service 

expectations but not desired service expectations. 

4 .  Reliability is the important factor in most of the industries, but not the most 

important one in all industries. Moreover, it might not be the dimension that 

determines the customer decision on choosing that service. 

5. 'Customer is always right ' principle may not universally apply within service 

delivery environments such as health care and education. Customers ' short

term desires might not match their longer-term interest. 

6. Physical quality or tangibility might be particularly important in some 

industries that provide tangible products, such as food service (customer judge 

the food quality as one of the most important criteria of a restaurant), and 

retailing. 

7 .  Interactive quality might be more important in service industries where the 

contact person is the major part o f  service and that provide intangible products, 

e.g. financial institution, university, consulting. 

Comparison studies between service industries are limited, and largely based on a 

convenient rationale for industry selection. This research used more 

comprehensive industry selection method (based on a wide range of service 

characteristics) and expanded SERVQUAL with additional dimensions. 

Therefore, it can provide a detailed extensive examination of service quality 
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issues, which is one of its contributions to knowledge. Based on the review of 

service quality in different service industries, industry selection was carried out for 

conducting empirical research, and hypotheses were developed based on a wide 

range of service characteristics and literature. 

3. 12 Service Industry Selection and Hypotheses Development 

The notion of the service industry is still an issue for debate. One argument is that 

there is no such thing as a service industry: there are only industries whose service 

components are greater or lesser than mechanical components. Therefore, the 

solution to the selection of representative service industries was to choose a 

number of service industries that cover to different profiles of the service 

characteristics .  In order to generalise the findings to most service industries, 6 

industries have been selected after eight purification schemes. It started with a 

wide range of 20 in order to cover all the characteristics, and gradually reduced the 

number of industries without reducing the coverage of most service 

characteristics. They are universities, accident and emergency services (A&E), 

motor insurance companies, airline companies, restaurants (not fast food) and the 

church. In this research, 'church' is a general term, it can refer to any religious 

area, ranging from the traditional Christian to even a temple for the Muslim or 

Buddhist. However, as this research is based in the UK, the majority of the 

respondents are predominately belong to Christian, therefore, the terminology 

used in this sector are Christian orientated, e.g. church and priest. Church service 

refers to pastoral care and all activities offered by church in general, not any 

specific service event, e.g. wedding and Sunday service. 

The reasons for selecting the above six industries were so that contrasting 

elements associated with services were present. In order to focus on a realistic and 

achievable sample base examples from each of the major categories of the 

taxonomy that were related to consumer services were selected so that the 

example was 'typical ' of the category (see Table 3 . 1 ) .  
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Table 3 . 1  Service Industries Selection in Contrast with Service Characteristics 

Service University A&E Motor Airline Restaurant Church Ref. 
Characteristics Insurance 

Tangible medium medium low high high medium Levitt ( 1 972), 
Components Cowell ( 1 984) 
Public versus public public private private private NIA Donnelly ( 1 995), 
Private Sector section 3 .9 
Competition medium low low high medium high high medium low Berne et al ( 1 996), section 3 . 7  
Actions to mind body mind NIA body mind Lovelock ( 1 983), 

People 's  Bodies section 2.2. 1 
or Mind 

Actions to NIA NIA assets goods goods NIA Lovelock ( 1 983), Cowell 

Goods or Assets (1 984), section 2.2. 1 

Membership membership no membership no no membership Lovelock (1 983), Balmer et al 

Relationship membership membership membership ( 1 993), section 3 . 5  

Credence high high medium medium low NIA Section 2.2 .6 

Demand (D) S=D D>S D<S D<S D<S D<S Lovelock ( 1 983), Cowell 
and Supply (S) ( 1 984), Johnston ( 1 999) 

Nature of two way no paid paid paid paid long-term NIA 

Service communicati communicati communicati communicati communicati communicati 

Communication on on on on on on 

Role of Payer mostly same separate same mostly same mostly Morgan and Austin ( 1 993), 
and Beneficiary separate separate Oberoi and Hales ( 1 990), 

section 3 .4.2 and 3 . 8  

Emergency low high low medium low low Maxwell ( 1 984), Morgan and 
Austin ( 1 993), section 3 .4.3 
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Table 3 . 1  Service Industries Selection in Contrast with Service Characteristics (Con' d) 

Professionalism high high medium medium low medium Woodruffe ( 1 995), 
section 3 .4 and 3 . 5  

S ervice Nature business, business, msurance, transport and recreation NIA Cowell ( 1 984) 
professional professional banking and communicati and leisure 
and scientific and scientific finance on 

Degree of essentially essentially added value essentially make a essentially Carman (1 990), 
Tangibility intangible intangible to a tangible intangible tangible intangible Wilson ( 1 972), 

product product section 2 . 5 . 1  and 3 .3 
available 

Methods of no direct direct contact over the at arm's  at arm's no direct Lovelock ( 1 983), Cowell 
Service Contact contact to customers ' phone length length contact, or at ( 1 984) 

bodies arm's length 

Profit versus more profit more non- profit profit profit non-profit Woodruffe (1 995), 
Non-profit profit section 3 . 3 ,  3 .7 and 3 .9 

Utility versus middle utility utility middle hedonism NIA NIA 

Hedonism 
Length of the a few years depend on usually one depend on depend on life long Balmer et al ( 1993), 

Service the frequency year the frequency the frequency Haller ( 1 995), 
Relationship of visit of visit of visit section 3 . 5  

Majority Size of  large large medium medium small medium Cowell ( 1 984) 
the Service 

Organisation 
Service dispersed concentrated irrelevant concentrated dispersed irrelevant Lovelock ( 1 983), Cowell 

Location ( 1984) 
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This section presents the development of hypotheses for this study. In the 

deductive methodological process of quantitative research, hypotheses are testable 

propositions deduced from theory and should represent a declarative statement of 

the relations between two or more variables (Kerlinger 1 979; Miller 1 991 ; 

Creswell 1 994). Miller ( 1991 )  stated hypotheses must be conceptually clear, have 

empirical referents, be specific, relate to available technique and a body of theory, 

and logically derivable from and based upon a set of related propositions. Based 

on service characteristics (as discussed in 2 .2) the nature of the service industries, 

their similarities, differences and distinguishing focuses in each sector (as 

discussed in 3 . 1  to 3 . 1 0) ,  2 1  hypotheses have been developed concerning the 

relationship between the industry 'characteristic' and service quality dimensions. 

Both operational null hypothesis and alternative hypothesis were used depending 

on the direct impact from the service characteristics to specific service quality 

dimensions . The hypotheses are used in the development of models linking 

characteristics and determinants which will be described in chapter 5 .  

1 .  Different combinations of service and tangible components in a service might 

have impact on ' tangible' dimension (Levitt 1 972; Cowell 1 984) . For example, 

restaurants produce tangible output, and airline services involve transport 

customers from one destination to another, these two services have very high 

tangible components. On the other hand, insurance sector has very little tangible 

component and the service process might not require any tangible elements if the 

transaction is dealt on the phone. University, A&E and church services have some 

tangible elements, but what they produce is rather intangible, therefore, these three 

services are placed in the middle of the spectrum. 

H 1 :  The more a service has tangible components, the more important is the 

tangible dimension in that service. 

Low in Tangible Components ---------1► High 

Components 

m Tangible 
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Insurance ------- University------- Restaurant 

A & E Airline 

Church 

2 .  Consumers ' perceived service quality importance of process and output quality 

might be significantly different in private sector versus public sector (Donnelly 

1 995, as discussed in 3 .9) ,  for example, university versus airline. In public sector, 

the management system is more bureaucratic, the role of customers is unclear (the 

funding body or the external clients), and the financial funding is usually limited. 

Therefore, consumers usually have less choice of service process than in the 

private sector and find it more difficult to complain and feed back their 

requirements to the senior management board. It can be assumed that consumers 

would place more emphasis on output quality than process quality when they use 

public sector services, vice versa, when they use private sector service, process 

quality would be rated more important then output quality. As the church does not 

belong to either the private or the public sector, consumers who visit the church 

are largely on the voluntary basis, they would place less importance weighting on 

both process and output quality compared with when they use private and public 

sector services. 

Public Sector: 

Private Sector: 

Others : 

University, A&E 

Insurance, Airline, Restaurant 

Church 

H2: Jn the public sector, consumers ' perceptions of output quality are more 

important than process quality; in the private sector, consumers ' perceptions of 

process quality are more important than output quality. For the church sector, 

consumers ' perceptions of both process and output quality will be less important 

compared with both public and private sectors. 
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3 .  Different level of competition might influence consumers ' importance 

weighting of process and output quality (Berne et al 1 996, as discussed in 3 .7). 

The A&E sector has very low competition, it is almost a monopoly service, while 

insurance and restaurant services have very high levels of competition. In a service 

with low level of competition, consumers are not able to shop around and choose 

the best service provider, therefore, they might place more emphasis on 'getting 

things done' (output quality) rather than 'how would I be served' (process 

quality) . On the other hand, when a service operate in a high competition 

environment, and service output has less variation than service process ( e.g. all 

motor insurance companies offer to 'get your automobile insured'), thus, process 

quality would become more important in consumers ' perceptions than output 

quality. 

H3: The lower the level of competition in a service, the more important consumers 

would perceive output quality; the higher the level of competition in a service, the 

more important consumers would perceive process quality. 

Low Competition High Competition 

A&E _ ____,_ University----- Airline ----► Insurance 

Church Restaurant 

4. Consumers ' service quality importance weighting might be affected by services 

involving tangible and intangible actions to people's bodies versus intangible 

actions directed at people' s  mind (as discussed in 2.2 . 1 ) .  For example, A&E 

service involves actions to patients' bodies and restaurant service produces 

tangible food for customers. In the church, university and insurance services, the 

outcomes are spiritual communication, delivery of knowledge and having a peace 

of mind, which all belong to intangible actions to people' s mind. This 

characteristic might have direct impact on security and reliability dimensions, as 
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actions to people ' s  bodies involves higher risk for consumers than actions directed 

at people ' s  mind. 

H4: If there are tangible actions involved in the service to people 's bodies, 

consumers would perceive the security and reliability dimensions as more 

important than in services involving intangible actions directed at people 's mind 

in the service. 

Tangible actions to people ' s  bodies : A&E, restaurant 

Intangible actions directed at people' s mind: church, university, insurance 

5 .  Services can be classified as involving tangible actions to goods and other 

physical possessions or involves intangible actions directed at people ' s  intangible 

assets (Cowell 1 984, as discussed in 2 .2 . 1 ) . For services involving tangible actions 

to goods and other physical possessions, e .g. airline and restaurants, consumers 

might perceive ' tangible' dimension as more important. For services involving 

intangible actions directed at people ' s  intangible assets, e.g. insurance, consumers 

might perceive price/value dimension as more important, as value is one of the 

important indicator for people ' s  assets. 

H5: Customers would perceive the price/value dimension as more important, if 
there are actions directed at people 's intangible assets; customers would perceive 

the tangible dimension as more important, if there are tangible actions directed at 

goods and other physical possessions involved. 

Tangible actions to goods and other physical possessions : airline, restaurant 

Intangible actions directed at people ' s  intangible assets : insurance 

6 .  The relationship between the service organisation and its customers, i .e. 

membership relationship in continuous delivery of service versus no formal 

relationship in discrete transactions, might impact on consumers' importance 
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weighting of process and courtesy dimensions (Balmer et al 1 993, as discussed in 

3.5). If a consumer is not a formal member of a service organisation, it is 

relatively easier for him to switch to another service organisation, hence, he might 

perceive process and courtesy dimensions as more important than in service 

organisations of which he is a formal member. Membership relationship s exist in 

the church (member of the church group), university ( enrol as a student), and 

insurance (sign an insurance contract) . While in restaurants, A&E and airline 

services, consumers are not required to be a member to use to the service. 

H6: If the organisation has no formal relationship with customers, customers 

would perceive process quality and courtesy as more important. 

Membership relationship 

No formal relationship 

church, university, insurance 

restaurant, A&E, airline 

7. The degree of credence of a service might impact on consumers' perceived 

service quality imp ortance in relation to competence and communication 

dimension (as discussed in 2.2.6). For a high credence service, e.g. university and 

A&E, consumers might find impossible to evaluate the service even after purchase 

and consump tion, thus, consumers might need more p rofessional assurance (i .e. 

competence) and to be better informed (i.e. communication). University and A&E 

represent high credence services, and restaurant refer to a low credence service. 

Frequent churchgoers usually regard church to a high credence service, however, 

the low credence perceptions by infrequent churchgoers make it p roblematic to 

place the church in the credence spectrum. 

H7: The greater the credence degree of a service, the more important the 

competence and communication dimensions would be to the consumers. 
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Credence High 

University ________ ► 

A&E 

airline 

msurance 

Low 

restaurant 

8 .  The nature of market demand and supply for the service, 1 .e .  capacity is 

sufficient to meet peak demand in the service industry, might impact on 

consumers' perceived service quality importance (Cowell 1 984 p.46, 49) . If 

demand for a service is higher than supply, consumers might be willing to lower 

their requirement or place less importance weighting on all service quality 

dimensions. For example, in the A&E sector, market demand is often higher than 

supply; in restaurant, airline, church (Johnston 1 999) and in insurance sectors, 

demand is lower than supply; and in university sector, supply approximately equal 

to demand. 

H8: If demand for a service is h igher than supply, customers will perceive all the 

service dimensions as less important than when demand of a service is less than 

supply. 

A&E 

(D > S) 

university 

(S = D) 

restaurant, airline 

insurance, church 

(D < S) 

9 .  Each service industry has a different nature of service communication. The 

mode of service communication is not explicitly referenced in the literature, 

although it is different among different service industries (Table 3 .2) . It is not 

clear if any of the service  quality dimensions will be influenced directly by the 

nature of service communication, therefore, a null hypothesis H9 was developed. 

H9: The nature of service communication will have no significant effect on 

perceived importance of all service quality dimensions. 
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Table 3 .2  The Nature of Service Communication 
The Nature of Service Communication Service Industries 

No paid communication to attract customers, i .e .  customer A&E 
goes to service organisation (A&E usually does not do any 
promotion, when patients need to see the doctor urgently, they 
go to the nearest A&E automatically) 
Paid communication to attract customers, i .e . service insurance, restaurant, 
organisation comes to customer (service organisations use airline 
advertising and other promotional strategies to attract 
customers, and customers have a great choice of the service 
organisation in that service industries) 
Two way communication university 

A1mlication 
.. 

customer service 
admission, clearing, PR 

(university need to attract students while students need to 
apply the university before being accepted) 
Long-term communication - church 
customer service 
(with a long-term commitment, even if a customer moves 
house, they will find a church nearby belonging to the same 
religion) 

1 0 . There is a great similarity between health care and education (see 3 .4 and 3 . 5). 

Both health care and education represent professional services that are 

characterised by high levels of credence qualities and limitation of consumer 

judgement of the technical quality of the service. They both have a high level of 

consumer (student and patient) involvement (and often participation) and a 

potentially long service relationship ( as opposed to a short, transactional 

relationship). 

HJ 0: Consumers would perceive no significant difference between university and 

A&E on the importance of all service quality dimensions. 

A&E ------------'�University 

1 1 .  If the role of payer, beneficiary, participant, specifier and service provider 

overlaps or is differentiated, consumers' perceived service quality importance 

might change accordingly (Morgan and Austin 1 993 ; Oberoi and Hales 1 990, as 
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discussed in 3 .4.2 and 3 . 8) . When the payer is not the beneficiary (separate) , the 

beneficiary might perceive price/value dimension less important, for example, in 

health care sector. In insurance and restaurant services, the payer and beneficiary 

usually are the same. In airlines, church and universities, the role of payer and 

beneficiary will depend on each individual customers and situation, for example, 

some students pay their own tuition fee and some do not, one customer might pay 

airfare for his own leisure trip but not for his business trip . 

Figure 3 . 3 The Relationship between Customer and Service Firm 

,.. ustomer: 
Specifier 
Payer 

Service pr 
Service or 

Figure 3 .4 The Role of Payer, Beneficiary, Participant, Specifier, Service Provider 
and Service Organiser 

I 
Payer Make the payment 

I 
Management; 
Staff development; 
Quality Control 
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Hl 1 :  When the role of payer and beneficiary are separate, consumers would 

perceive price/value as less important, but it would not affect other service quality 

dimensions. 

separate 

A&E -------- airlin.,.e -----►- university 

church 

same 

----- insurance 

restaurant 

12 .  Different levels of emergency might impact consumers' perceived service 

quality importance on accessibility, efficiency, process and output quality 

(Maxwell 1 984; Morgan and Austin 1 993 , as discussed in 3 .4.3) .  When 

consumers use an emergency service, or services with high emergency level, the 

most important service quality dimensions would be accessibility and efficiency. 

On the other hand, both process and output dimensions might be perceived as less 

important than services with low emergency level . For example, A&E is definitely 

an emergency service; insurance, restaurant, university and church services usually 

are not urgent; and airline service can be urgent in some situations. 

HJ 2: The greater the emergency level, the more important are accessibility and 

efficiency dimensions, and the less important are process and output dimensions. 

definitely is can be usually not urgent 

insurance (buying insurance) 

A&E,----------►- airline--------- restaurant 

university, church 

1 3 .  The different levels of professionalism of services might impact upon 

consumers' perceived service quality importance of the competence dimension 

(Woodruffe 1 995 p. 29, as discussed in 3 .4 and 3 .5). One of the features of 

professional services is the high competence level of service personnel, thus, 

consun1ers might place higher importance weightings on the competence 

dimension. Level of professionalism can usually link with the length of the 
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training period. University and A&E are professional service as a long training 

period is required. Restaurant is low in terms of professionalism. fusurance offers 

a standard service, the church does not fit comfortably in either professional or 

non-professional service, and airline as a transportation service has some 

professional elements but is usually not rated as a professional service. Therefore, 

these three services are placed in the middle of the professionalism spectrum. 

HJ 3 :  Where the level of the professionalism is greater, consumers will perceive 

competence dimension as more important. 

High 

A&E 

university 

Low (Professionalism) 

------► msurance-------- restaurant 

church 

airline 

14 .  Different level of service location (Cowell 1 984 p. 1 98) might impact on 

consumers ' perceived service quality importance on accessibility. If a service 

location is concentrated, consumers have to go to a particular site to use the 

service ( e .g. hospital and airport), in this scenario, accessibility would be most 

important. If market potential require the service to be dispersed, either 

institutionally or operationally, there are usually more service outlets in the 

market, and consumers have more choice and do not have to go to a particular site, 

e .g . restaurant. In university services, students choose their accommodation 

around the university and they can study at home. fu these two cases, where the 

service location is dispersed, consumers would perceive accessibility in a medium 

level. If a service location is irrelevant, the service can be performed wherever the 

customers are, for example, motor insurance companies usually use tele-sale 

method, therefore, consumers would perceive accessibility as least important. 

Regarding church sector, service location could be concentrated (churchgoers go 

to the church), or could be irrelevant (priests visit the churchgoers ' home), 

therefore, it is not included in this hypothesis. 
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Table 3 .3 Level of Service Location 
Service location Fi2ure Service industry 

location *
� /  A&E, airline 

concentrated __...o� * 
location dispersed * ...__ ____.,* restaurant, university 

.....--
0

--.... * * 
location irrelevant ® ® ' msurance 

® ® 

HJ 4 When service location is concentrated, consumers would perceive 

accessibility as most important; when service location is irrelevant, consumers 

would perceive accessibility as least important; when service location is 

dispersed, consumers would perceive accessibility in a medium level. 

1 5 .  Church services have distinguishing characteristics because of the nature of 

the service, mode of delivery (communication with the God), desire of the 

expectation (belief), nature of the product (religion) and as a traditional non-profit 

organisation. The process and output quality of church service is very distinctive 

too . Customers go to church to worship, to pray, and for getting spiritual support. 

In addition, all churches in the same tradition, e.g. Roman Catholicism and 

Methodism, have little differences in the nature of the service. 

HJ 5: There are significant differences between church and other service 

industries on the importance of all service quality dimensions. 

1 6 .  Different degree of tangibility (Carman 1 990; Wilson 1 972, as discussed in 

2 .5 . l  and 3 .3) might have impact on consumers' importance weightings of 

'tangible' and price/value. For a service that involves making a tangible product 

available, there would be more tangible elements involved in the service and the 

tangible product would be part of the final service output, hence, consumers 

would place more emphasis on tangible dimension. For services providing added 
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value to a tangible product, it would increase the value of the service output, 

hence, price/value would be considered as more important by consumers . 

HJ 6: When services involve making a tangible product available, the importance 

of the tangible element increases; for services providing added value to a tangible 

product, the importance of price/value dimension increases. 

Services that are essentially intangible: university, A&E, airline, 
church 

insurance 
restaurant 

1 7 . Different methods of service contact might have impact on consumers ' 

importance weightings of courtesy and credibility dimensions (Cowell 1984 

p .245) .  Service contact is another method to classify services. For services involve 

very close contact with its customers, or even direct contact to customers' bodies, 

' soft' personal dimensions, e.g. courtesy and credibility would become more 

important to consumers . On the other hand, if no direct contact is involved, these 

personal dimensions might not be as important as the former services. 

H 1 7: The closer the contact to the customer, the more important are the courtesy 

and credibility dimensions. 

Table 3 5 Different Methods of Service Contact 
No direct contact, one service provider delivers university, church 

message to a number of  customers: 

Contact customers over the phone : insurance 

Service transaction at arm' s  length: restaurant, airline, church 

Direct contact to customers ' bodies: A&E 

1 8 . The profit or non-profit orientated nature of the services (Woodruffe 1995 p. 

29, as discussed in 3 . 3 ,  3 .7 and 3 . 9) might have impact on consumers ' perceptions 

of price/value. If a service is profit orientated, it is usually operate in a more 

competitive environment than non-profit organisations, and both service providers 
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and consumers would perceive price/value dimension as more important than non

profit organisations . Airline, insurance and restaurant services are usually profit 

orientated; while church is non-profit orientated; university and A&E services are 

largely rely on government funding and with increasing activities of outsourcing 

funding projects, therefore, they are placed in the middle of the spectrum. 

HJ 8: When service industries are more profit orientated, customers will perceive 

the price/value dimension as more important. 

profit 

Airline 

Insurance------... ► University ---� 

Restaurant 

non-profit 

A&E ----- Church 

1 9 . The utilitarian or hedonistic nature of the services might impact on consumers' 

perceptions of efficiency and process quality. If a service is hedonistic, consumers 

would focus on the service process, 'how to enjoy the service ' ,  hence, process 

quality might be more important than utility orientated services. On the other 

hand, if a service is utility orientated, there would be less 'enjoyment' element 

involved in the service, consumers would focus more on 'experience the service 

outcome quickly' ,  e .g. a repaired gas pipe, hence, efficiency dimension would be 

more important than hedonistic orientated services . Churchgoers ' motivation of 

visiting the church is neither for leisure nor for utility, and whether church service 

are hedonistic orientated or not are largely depend on each individual, therefore, 

church was not included in this hypothesis. 

H19: For services that have a utilitarian orientation, the importance of the 

efficiency dimension will increase, while for services that have a hedonistic 

orientation, the importance of the process quality will increase. 
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Utility 

Insurance 

A&E 

University 

Airline 

Hedonism 

Restaurant 

20. Different length of the service relationship (Balmer et al 1 993, Haller 1 995, as 

discussed in 3 . 5) might have no impact on consumers' perceived service quality 

importance. The length of the service relationship is different in different service 

industries, it can vary from life long, a few years to once in a life time. Different 

lengths of service relationships would not affect on the importance of any service 

quality dimensions, hence, a null hypothesis H20 was developed. Church has a life 

long time relationship with its congregations; university education commonly last 

3 -4 years, motor insurance contract usually last 1 year, and in A&E, restaurant and 

airline service, the length of the service relationship are largely depend on the 

frequency of visit of  each individual customer. 

H20: The length of the service relationship would have no significant impact on 

the importance of all service quality dimensions. 

Church � University � Motor insurance -... A&E, restaurant, airline 

(life long) (a few years) (usually one year) (dependent on the 

frequency of visit) 

2 1 .  If service organisations are small, in direct contact with their customers and 

may not require the same kinds of marketing approaches and management 

techniques as medium size or larger organisations (Cowell 1 984 p. 46) . The size 

of  the service organisation might have no impact on consumers' perceived service 

quality importance, therefore, a null hypothesis H2 1 was developed. The 

restaurant sector is dominated by small businesses, while university and A&E 

services are usually large organisations. 
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H2 I :  There is no significant difference of the importance of all service quality 

dimensions among the scale of the service organisations. 

Small 

Restaurant 

Medium Large 

motor insurance university 

church ------� A&E 

airline 

The above selection can represent a wide range of service industries, but not all 

service industries . Because every service industry has its distinctive 

characteristics, it is not possible to cover all aspects of all service industries. 

However, using the 6 industries selected, 21 hypotheses based on fundamental 

characteristics of service industries can be tested, which can be used to generalise 

the results concerning service quality dimensions and attributes. 

3. 13 Chapter Summary 

This chapter reviews the literature on service quality issues in different service 

industries. Despite many service quality studies in a wide range of service 

industries, this chapter only reviewed nine service industries, as they attract many 

research interests, shared different service characteristics and represent a wide 

range of service classification. Based on these review and different service 

characteristics (as discussed in 2 .2), 2 1  hypotheses are developed for empirical 

study. All hypotheses proposed the relationships between service characteristics 

and the importance of relevant service quality dimensions. The next chapter (4) 

will present the detailed methodology of this study. 
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CHAPTER FOUR METHODOLOGY 

4. 1 Introduction 

This research investigated consumer-based service quality importance and 

management implementations . In order to achieve the research obj ectives (as 

discussed in 1 .3) ,  two phases of empirical research were carried out by using a 

mixed methodology approach. The first phase of the study used quantitative 

research to achieve objectives 1 to 4, which focused on consumers ' perceptions . It 

aimed to investigate consumers' understanding of service quality issues, and their 

perceived importance on all service quality dimensions in a range of service 

industries. Finally, the components of the service quality importance model were 

developed based on these findings, which links service quality determinants with 

service characteristics and provide a basis for service providers to review and 

improve their activities. The second phase of the study used qualitative interviews 

to examine management implementations, in order to achieve objectives 5 to 8 .  It 

aimed to discover service providers ' perceptions of service quality issues and 

relative importance of service quality dimensions, thus, a comparison can be made 

to examine the differences between consumers ' perceptions and managers ' 

perceptions and variations between industries. Furthermore, this also served to 

provide applications of the components of the service quality importance model 

proposed in the first phase. A summary of the methodology is presented in figure 

4. 1 .  
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Figure 4. 1 Methodology Summary 

Literature Review 

Phase One - Quantitative 
Research 

Quantitative Data Analysis 
(Customers' Perceptions) 

' 

Develop Service Qual ity 
Importance Model 

' 

;;. 

t 

Phase Two - Qual itative 
Research 

Qualitative Data Analysis 
(Service Providers' Perceptions) 

App l ication of Service Qual ity 
Importance Model 

I• 

Comparison Study of Quantitative and 
Qual itative Study, Model Refinement 

4.2 Mixed Methodology Approach 

Both quantitative and qualitative methods were used in this research, as they are 

appropriate for achieving different obj ectives in each phase of the research. 

4.2.1 Quantitative Research 

There are numerous quantitative empirical research studies in the service quality 

literature. Many service quality papers are either based on SERVQUAL, or use a 

specially developed dimension approach for a specific service industry or even a 

specific service organisation. A large number of dimensions and scales can be 

drawn from the literature. In order to achieve the objectives 1 to 4 (as discussed in 

1 .3), a large representative nation-wide sample was required to indicate 

consumers ' perceptions in all selected service industries. Thus, a quantitative 

survey was used in the first phase of  this study. The 1 6  dimensional approach was 
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developed, scale development and content analysis were used before the actual 

survey started. 

4.2.2 Qualitative Research 

A large number of quantitative research studies exist on consumers ' perceptions in 

service quality literature. On the other hand, there is only a handful of research 

focusing on managers ' perceptions . Qualitative research was used to assess the 

objectives (5 to 8) in phase two because an in-depth understanding of management 

implementation and philosophy was needed. Each service industry might have a 

significantly different approach to service quality, and differing emphases. It 

would be inappropriate to use a fully structured questionnaire only as such an 

approach tends to be overly restrictive (for example identifying whether service 

providers have 'one day smile training programme' or not) . Therefore, in-depth 

qualitative interviews are desired in this stage, however, during the interview, 

interviewees were also requested to complete the same questionnaire with slight 

modification in the quantitative research to aid comparative analysis . 

Qualitative research has a number of strengths that perhaps quantitative technique 

cannot achieve in this stage (Ruyter and Scholl 1 998; Miles and Huberman 1994). 

For example, it is flexible, small-scale and a source of well-grounded and rich 

descriptions, it can focus on natural occurrence, provide an in-depth insight, has 

close proximity to the situation, and is able to supplement quantitative data. As 

managers have a lot of experience of service encounters, it is not suitable to 

examine their service quality interpretation only by using the scale of 'very 

important' to 'not at all important' on all service encounters they experienced. A 

qualitative survey would allow them to express their specific interpretations of 

how to improve service quality to consumers in different situations . 
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4.3 Phase One - Quantita tive Study 

The methodology used for the first phase quantitative research can be summarised 

in Figure 4.2 .  

Figure 4.2 Methodology Chart for Research Phase One - Quantitative Study 

Literature Review 
(wide range) Methodology ,--- ;.. Send out request 

Design ,  Select letters to academ ics 
service who did research on 

I ndustries ( 1 2)  service qual ity for 
their questionnaires Develop 

Review serv ice qual ity propo-
sitions for d imensions 

l the 
Refine the research Analyse the scale 

� industry range Define the 1 6- and service 
(down to 6)  H dimension approach attributes they used 

for th is research (either SERVQUAL 
or their own 

measurement) 

Design 6 questionnaires for selected service industries , use 
Develop the 1 6-d imension approach developed � 

hypotheses of 
the research 
(22) derived 

from the 
l iterature and Scale development, use 20 respondents to examine the 

industry attributes for relatively new d imensions, include process 
classification and output qual ity of 6 industries 

Two way scale development analysis for the new 
d imensional attributes 

lr 

Content analysis to exam ine the appropriate measu rement 
of process and output qua l ity d imension 

! 
I I Refine questionnaires 

First p i lot survey, personal interview �1 0  resp�ndents) ,  
completed 30 questionnaires , and d iscuss wit� eac� 

respondent afterwards about length of the questionnaire, 
check the correct understanding of the word ing ,  flow of the 

items, etc. 1 1 8  



Refine 
hypo-
thesis 

� 

,. 

Refine the word i ngs and structu res of questionnaires 

Data analysis (SPSS) 

Refine questionna ires again to l im it the number of miss ing 
variables in some questionnaires; Fol low up survey, ask the 
respondents again for the answers of the missing variables 

(back fi l l } .  

Analyse the refi ned answers on SPSS 

Analyse service qual ity d imensions accord ing to the service 
attributes 

Second p i lot survey, telephone interviews with random sample 
j 

D ata analysis (SPSS) 

Test hypotheses (prel im inary) 

Telephone interview (600 respondents) 

4.3.1 Questionnaire Design and Dimension Development 

Structured questionnaires were designed for 6 chosen industries (see appendix A) . 

All dimensions and scales used in the questionnaires are drawn from the existing 

literature. The same dimensions were used in all questionnaires in order to achieve 
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consistency, however, the specific scales within each dimension vary slightly 

according to different service industries. The detailed development of service 

dimensions and attributes are as follows. 

Development of the dimensions 

The precise dimensions of service quality will necessarily vary across sectors, but 

the most popular service quality measuring tools - SERVQUAL (PZB 1988) and 

SERVPERF (Cronin and Taylor 1 992) - have been used across all service 

industries using universal dimensions of  service quality. PZB (1 985) identified ten 

dimensions of service quality: access, courtesy, communication, competence, 

credibility, reliability, responsiveness, security, understanding the customer and 

tangibles. In 1 988 ,  these ten dimensions were allocated into five dimensions : 

reliability, assurance, tangibles, empathy and responsiveness (RATER) . The 

universal service quality measuring tools are not usually tailored to any specific 

service industry, let alone a specific service organisation. Some scholars have 

realised this issue, and have developed their own dimensions and specific service 

quality measuring instruments while researching a specific service industry. For 

example, Carman ( 1 990) observed it is impossible to use the 22 SERVQUAL 

items exactly in his research service settings - dental school patient clinic, 

business school placement centre, tire store and acute care hospital . Carman 

(1 990) also suggested that the dimension of price is important in quality concept, 

and Ennew et al ( 1 993) used the price dimension together with product range, 

efficiency and flexibility in their empirical research in banking sector. 

Furthermore, SERVQUAL has incurred a number of criticisms despite its 

popularity (Buttle 1 996). Considering these criticisms, this research did not adopt 

the ten determinants of SERVQUAL or RATER, a more extensive dimension 

approach was developed from literature. 

The author has collected service quality studies conducted during the period of 

1 983 to 1 997, and selected those where it were possible to identify the authors ' 

detailed addresses, a total of 52 papers involving primary research on service 
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quality. A letter requesting a copy of the original questionnaire used for the 

research was sent out on 22 Oct. 1 997. Academics from UK, USA, Australia, 

Netherlands, New Zealand, Finland, Greece and Sweden were contacted. 

By the end of 1 997, 2 1  letters and e-mails were received, from which 1 7  

questionnaires were obtained. Together with three questionnaires collected from a 

consumer products survey, consumer-link and the Daily Telegraph, these previous 

research papers were analysed in order to develop the appropriate dimension 

approach and questionnaire for this study. Thus, an extensive list of dimensions 

and determinants of these dimensions from a wide range of industries studied was 

created. 

After the regrouping, deleting the duplicated dimensions and reconstruction, a 1 6-

dimension framework was developed. It combined the ten dimensions of 

SERVQUAL and 1 8  dimensions developed by Johnston ( 1 995), with some 

dimensions suggested by Ennew et al ( 1 993) and Mathews ( 1 995) which were not 

present in the SERVQUAL model (see Table 4. 1 ) . Furthermore, in this study, two 

different approaches were used to assess service quality. In addition to the 1 6-

dimension framework, the 'macro ' approach of process, output quality and 

corporate image by Lehtinen and Lehtinen ( 1 986) was included. 
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Table 4. 1 Two Approaches of Service Quality with the 1 6-Dimension Framework 

�ccessibility Approachability and ease of contact, including physical 
approachability of service location; availability of service 
facilities, staff and goods. 

Communication Customers are kept informed in language they can understand 
and are listened to, and service providers communicate with 
customers properly. 

Competence Possession of the required skills, expertise, professionalism and 
knowledge to perform the service. 

Courtesy Politeness, respect, warmth, propriety, consideration, and 
friendliness of contact personnel. 

� �redibility Trustworthiness, believability, honesty of the service provider. 
Efficiency The speed, efficiency and timeliness of service delivery. 
Flexibility Ability to amend or alter the service to meet the needs of 

different customers. 
Commitment The staffs commitment to their work. 
Price/value The price and value for money of the service package, including 

various charges . 
� !Product range The range of products and services on offer. 

Recovery The way service providers deal with complaints, accept 
responsibility, and correct mistakes when the service delivery 
fails or breaks down. 

4 il"R.eliability Ability to perform the promised service dependably and 
accurately, including consistency and punctuality of the service. 

ittesponsiveness Willingness to help customers and to provide prompt service 
including giving an impression of interest in the customer and 
showing a willingness to serve, and to be concerned, sympathetic 
and patient towards the customer. 

Security Freedom from danger, risk, or doubt including the personal 
safety of the customer during the service process. 

Tangibles Appearance of physical facilities ,  equipment, personnel, and 
communication materials including cleanliness and neat 
appearance, and the physical and psychological comfort of the 
service environment and facilities. 

Understanding The effort to get to know customers and their needs . 
the customer 

;,Corporate The result of how consumers perceive the firm including 
Image company image and reputation. This is the dimension of quality 

that develops during the history of service organisation. 
Process quality The customer's judgement during the service production process 

and how the service is provided. 
Output quality The customer's judgement of the service encounter outcome 
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Development of service attributes of each dimensions 

Similar to the method of dimension development, the selection of service 

attributes is also derived from the literature, together with the previous research 

questionnaires collected in the last stage and the specific service characteristics of 

6 chosen industries . 

Some service attributes are service organisation orientated and much duplication 

was found. For example, the attributes ' their opening hours are convenient' (Johns 

and Tyas 1 996), ' tills open at busy times ' and ' opening hours' (Blanchard and 

Galloway 1 994) in banking sector, and ' they shouldn't be expected to have 

operating hours convenient to all their customers ' (PZB 1988) in SERVQUAL 

were reconstructed to 'convenient opening hours' in this research for all 6 service 

industries. 

Within the 1 6-dimension approach used, there are also 6 dimensions that are less 

common and there is less empirical research and literature to support them. These 

dimensions were ignored by SERVQUAL (Mathews 1 995) ,  but little research has 

operationalised these dimensions . Thus, scale development was used to establish 

the validity and reliability of this aspect of the measuring instrument. 

Scale development 

Most dimensions used in this study were well-documented 'traditional' 

dimensions in service quality literature, e .g .  reliability and responsiveness . In 

addition, single item measurement was used in some dimensions, e.g. courtesy, 

credibility, competence and corporate image, because the literature agreed on the 

simple straightforward definition and measurement of these dimensions . 

Therefore, scale development was not conducted on these 'traditional ' 

dimensions. Furthermore, the empirical results supported satisfactorily Cronbach' s  

alpha of  these scales (see section 5 .2) . In order to seek .a balance between 

including the range of dimensions noted in the literature, and not to place too 

much emphasis on the 'new' dimensions in the final questionnaire, 2 items were 
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used for each of these 'new' dimensions . This was principally a pragmatic 

decision since it is usual in scale development to have three or more scale items 

per construct. On the other hand, there are examples of scales recommended to 

use two items per dimension in the wider literature (see for example Pecci and 

Guest, 1 996, and their analysis of the British Organisational Commitment Scale) . 

One problem with two item scales is that it i s  often difficult to achieve high levels 

of reliability and techniques such as Cronbach' s  alpha can strictly only be applied 

to three or more item scales (the appropriate measure for two item scales being the 

correlation) . 

The six 'new' dimensions that were tested thoroughly in scale development are 

recovery, product range, value/price, efficiency, flexibility and commitment. Some 

scales used in scale development were derived from previous research that did not 

belong to any ' traditional' dimensions because the scholars used these scales for 

assessing the service quality of a specific service industry or organisation. Other 

scales were derived from the research of Mathews ( 1 995), who noted that these 

scales were the components of service quality but were ignored by SERVQUAL. 

A total of 32 items were generated relating to these dimensions (Table 4.2). 

Table 4 .2 Scale Development for 'New' Dimensions 

R ecovery 
1 .  Willingness to correct errors Mersha and Adlakha ( 1 992) 
2. Compensation for unreasonable service. Johnson and Mathews ( 1 997) 
3. Way mistakes are handled Blanchard and Galloway 

( 1 994) 
4. Willingness to handle returns and exchanges Dabholkar et al ( 1 996) 
5. When a customer has a problem, service provider Dabholkar et al ( 1 996) 

shows a sincere interest in solving it. 
6 .  Ability to handle customer complaints directly Dabholkar et al ( 1 996) 
7 .  Ability to handle customer complaints immediately Dabholkar et al ( 1 996) 
8. Accept responsibility for good or bad service Mathews ( 1 995) 
9 .  Accepted without question Mathews ( 1 995) 
1 0 .Apologies for any error Mathews ( 1 995) 
1 1 .Accepting ownership of problem Mathews ( 1 995) 
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P d t ro uc ranee 
12 .  Alternatives are available Mathews ( 1 995) 
1 3 .  Have a wide range of service to choose from Ennew et al ( 1 993), Mathews 

( 1 995), Ennew and Binks ( 1 996) 
14 .  Additional services can be obtained Mathews ( 1 995) 

PriceNalue 
1 5 .  Extras included in the price Mathews ( 1 995) 
1 6 . Give customers good value for money Johns and Tyas ( 1 996) 
1 7 .  Reasonable cost/charges Mersha and Adlakha ( 1 992), 

Ennew et al ( 1 993), Ennew and 
Binks ( 1 996) 

1 8 .  Low price Zeithaml and Bitner ( 1 996) 
1 9 . Get the quality of the service for the price I paid Zeithaml and Bitner ( 1 996) 
20. Competitiveness of service Mathews ( 1 995) 

Effi 1c1ency 
2 1 .  Provides efficient services Mathews ( 1 995) 
22. The quick speed of service delivery Ennew et al ( 1 993), Mathews 

( 1 995), Ennew and Binks ( 1996) 
23 . Well organised Mathews ( 1 995) 

Flexibility 
24. Flexibility of the service product Mathews ( 1 995) 
25. Services respond easily to different customers ' need. Mathews ( 1995) 
26 .  Flexibility of the service delivery Mathews ( 1 995) 
27 .  Tailoring to individual needs Mathews ( 1 995), Ennew 

and Binks ( 1 996) 

Commitment 
28 .  Committed to provide a better service. Mathews ( 1 995) 
29 .  Caring Mathews ( 1 995) 
30 .  Integrity Mathews ( 1 995) 
3 1 .  Sensitivity Mathews ( 1 995) 
32 .  Observant Mathews ( 1 995) 

Two questionnaires were developed, one covering Universities and A&E and the 

other Airlines and Restaurants. Twenty-one respondents answered each of the 

questionnaires by self-administration. In order to avoid respondent fatigue and too 

much emphasis being placed on these fairly 'new' dimensions, two items were 

selected for each dimension in order to achieve the greatest reliability and item-to-
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item correlation. After inputting them into SPSS, the scales were purified by the 

use of Reliability analysis - Cronbach alpha and Item-Total correlation 

coefficients. 

A. Reliability analysis - Scale (alpha coefficient) 

The first step is to obtain the alpha coefficient score of all the scales within one 

dimension, therefore, items 'corrected item-total correlation' and ' alpha it item 

deleted ' are listed respectively. Hence, by deleting the scale item that has the 

lowest correlation of the other scales, the remaining scales would correlate with 

each other more strongly. Repeating this method until there are only two items 

left, would give the two items that represent the dimension best. In the final stage, 

where there is only two items left, the alpha coefficient become bivariate 

correlation. 

B. Items correlation coefficients with the total dimension score 

Another method used in the scale purification process was items correlation 

coefficients with the total dimension score, which is simpler than method A. After 

inputting all answers into SPSS, the mean score of each group of scales that 

belong to the same dimension can be calculated. By comparing the correlation 

coefficient among all scales in that dimension and its mean score, one can simply 

choose two scales that have the highest correlation coefficients with the mean 

score of the dimension, and those two scales would be the final scales after scale 

purification. 

Other than items 30 (integrity) and 3 1  (sensitivity) , the results of the above two 

methods supported each other. As scale 30 incurred missing answers, item 3 1  was 

chosen instead of item 30 .  Table 4 .3 presents the list of final scale used in the 

study. 
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Table 4.3 Final Scales for 'New' Dimensions 
Dimension Scales Reference 
Commitment Caring Mathews ( 1 995) 

Sensitivity Mathews ( 1 99 5) 
Efficiency Provides efficient services Mathews (1 995) 

Well organised Mathews (1 995) 
Flexibility The services respond easily to Mathews ( 1 995) 

different students ' need. 
Tailoring to individual needs Mathews (1 995), 

Ennew and Binks ( 1 996) 
Product Have a wide range of service Ennew et al ( 1 993), Mathews 
range to choose from ( 1 995) ,  Ennew and Binks ( 1 996) 

Additional services can be Mathews (1995) 
obtained 

Recovery Compensation for Johnson and Mathews ( 1 997) 
unreasonable service .  
Accept responsibility for Mathews (1 995) 
good or bad service 

Price/Value Reasonable cost Mersha and Adlakha ( 1 992), 
Ennew et al ( 1 993), Ennew and 
Binks ( 1 996) 

Get the quality of the service Zeithaml and Bitner ( 1 996) 
for the price I paid 

Content analysis 

The 'macro ' dimensions of process and output quality by Lehtinen and Lehtinen 

( 1 986) were developed using a process of  content analysis. Although process and 

output quality have clear definitions in the academic literature, the contexts 

referred to in the specific service industry are relatively unclear. Therefore, due to 

the ambiguity of these issues, content analysis was used to investigate consumers' 

interpretation of 'process ' and ' output ' .  

For this particular context 2 1  respondents were used to examme the proper 

interpretation of these two dimensions . The ' academic' definitions of these two 

dimensions were introduced to the respondents. Afterwards, they were asked to 

write down their own interpretation of  process quality and output quality using a 

simple sentence. All the answers were collected and coded according to the 

industry. In terms of analysis, wrong answers - e .g .  misunderstanding of the 

definition - were deleted first, the top 5 most popular words and sentences were 
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counted, and the final scales were developed based on the combination of these 5 

aspects. Hence, the scales used for the study are as follows : 

1 1 fi Tab e 4.4 Sea es or Process and Output Quality 
Service Industries Dimensions Scales 
University Output quality The value of the qualification. 

Process quality The overall experience at university. 
A & E  Output quality The result of treatment. 

Process quality The overall treatment experience in an 
A&E. 

Motor Insurance Output quality Your peace of mind of being properly 
covered. 

Process quality The overall purchase experience. 
Airline Output quality Prompt and safe arrival. 

Process quality The overall experience of the flight. 
Restaurant Output quality Good food. 

Process quality The overall dining expenence Ill the 
restaurant. 

Church Output quality Spiritual support. 
Process quality The overall experience of going to the 

church. 
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10-Poillt Scale 

In social science research, there is no widely accepted received wisdom on the 

number of intervals that one should place on a scale. As Little ( 1 957) argues, 

"accuracy is not gained by using a scoring scale that has a range of differences in 

excess of the graduations of quality or intensity that can be recognised." The only 

advice widely given is  that it depends what you want to find out. An interval scale 

in its purest form can be any length the researcher so chooses (Holmes 1 974 p .  

87), "scales generally talce the form of  5-point o r  7-point scales although 

alternative scoring systems such as 1 0-point or 1 1 -point abound." There are two 

important issues would influence designing scales (Churchill 1 99 1 ; Spector 1 992 ; 

Diamantopoulos and Schlegelmilch 1 997). Firstly, the meaning a respondent is 

able to place on each interval in the scale declines as the number of intervals 

increase. The second issue is concerned with taking meaningful measurements. 

Too few intervals on a scale will lead to clustering around the mid-point of the 

scale, and will probably not generate significant results .  Therefore, it is important 

to seek a balance between meaning for the respondent and meaning for the 

researcher. 

In this research, a 1 0-point interval scale was chosen to measure service quality 

importance so as not to be too long for the meaning of the number to be lost on the 

respondent and to be long enough to avoid clustering around the centre of the 

scale. Traditional measurement of perceived service quality and expectations 

usually use 7-point Likert scale (e.g. SERVQUAL and SERVPERF). As 

importance measurement is different from these two, respondents were asked to 

rate the importance of each of the dimension items using a 1 0-point scale, which 

ranged from very important to not at all important rather than the 7-point strongly 

agree to strongly disagree Likert scale. 

Final Development 

Based on the results of service quality dimensions and attributes selection, scale 

development and content analysis, 6 questi01maires were designed. They are based 

on the same overall :framework, but vary slightly from industry to industry, i .e. 
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some service attributes are important components in one specific industry, but do 

not exist in others. For example, there is no charge involved in A&E, as the NHS 

pays the emergency service charge for everybody, thus, the price/value dimension 

is not applied to A&E. Another example is 'punctuality of take off and landing' is 

very common and important service attribute in airline service, but not applicable 

in other services . 

4.3.2 Telephone Survey 

Due to the fact that a large representative nation-wide sample was required, the 

telephone interview was selected as the research method for quantitative study. 

Compared with other quantitative research methods, e.g. mail surveys and 

personal interviews in shopping malls, the telephone interview was considered as 

the most appropriate method for this study. If the mail survey is simply a 

consumer attitude survey and offering no incentive, most respondents would treat 

it as junk mail. Thus, the response rate would be much lower than average 20% 

(Barabba 1 990; Bagozzi 1 994). Hence, it would have increased the cost of the 

research and would have been more time consuming. By using the method of 

personal interviewing in the shopping mall or town centre, it would be difficult to 

obtain a representative sample, and restricted by the limited opening hours of the 

shopping mall . Hence, telephone survey was considered the best research method 

for this study. The detailed advantages and limitations of telephone surveys are 

discussed as follows. 

Advantages 

The telephone interview method can obtain quality samples. It can reach 

geographically dispersed respondents and hard-to-reach areas (Crask et al 1 995), 

respondents ' perceptions from all over the country can be obtained. It can easily 

obtain a random or heterogeneous sample to achieve data reliability, and 

respondent selection within sampling unit can be controlled (Bagozzi 1 994). It is 

also relatively easy to implement techniques that increase the representativeness of 

the sample (Crask et al 1 995), e .g. stratified sampling (see section 4.3 .4) .  
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Telephone interview has a higher respondent rate than any other research method, 

an 80 percent completion rate is frequently considered the norm in telephone

surveys (Bagozzi 1994) . It also can be quickly completed - it is quicker than both 

the personal interview and the mail questionnaire (Crask et al 1 995 ;  Weiers 1 988 ;  

Luck et  a l  1 978), and data is available on a daily basis .  

Telephone interviewing is a reliable research technique noted by researchers 

(Bagozzi 1 994; Weiers 1 988 ;  Luck et al 1 978 ;  Lavrakas 1 987) . It is highly likely 

to avoid unknown bias from refusals, respondent misunderstanding and missing 

answers that can occur in a mail survey, and is easy to administer. In terms of 

interviewing technique, telephone interviews have the ability of rotating response 

scales and probes (Bagozzi 1 994) . All the service quality attributes are rotated 

randomly in this research in order to avoid the bias from the previous item, and 

the probe technique was used in asking respondents to choose the importance 

between output and process quality. 

Finally, the cost of a telephone interview is less than a personal interview (Robson 

1 993 ; Frankfort-Nachmias and Nachmias 1 992; Churchill 1 99 1 ) .  In this particular 

research, the cost of telephone survey is even less than that of a postage survey. 

Telephone Interview 

The evening calls were 4.2p/min. and weekend calls were 3 . 1  p/min. (BT rate), and 

each interview lasted approximately 5 minutes. The average response rate is 10 %, 

i .e. one completed interview in every 10  phone-calls made. Each phone call would 

incur 5p minimum charge (BT), thus, 5p was charged on the 9 failure phone call. 

The questionnaire cost 3p for each photocopy, and it is estimated approximate 50 

wasted questionnaire. 
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The cost of 300 evening interviews 

0.042*5= 0 .2 1  each interview 
0 .05*9= 0.4 all the failure phone 

call 
0.6 1  each completed 

interview 

The cost of 300 weekend interviews 

0.03*5= 0. 1 5  each interview 
0.05*9= 0.4 all the failure phone 

call 
0 .55  each completed 

interview 

0 . 6 1  *300= 1 83 telephone cost of 3 00 0 . 55*300= 1 65 telephone cost of 300 
evening interviews weekend interviews 

0 .03*650=1 9 . 5  photocopy 
367 .5 Total cost (£) 

Mail survey 

A response rate of 5% - 40% was noted in the literature regarding postal surveys . 

Therefore, it is estimated an average 20% respondent rate, hence, 3000 

questionnaires need to send out to obtain 600 returns. Standard royal mail postage 

cost 20p each way and 40p return. 

postage for each questionnaire 
envelopes (2) 

+ photocopy 
cost for each questionnaire 

3000 questionnaires sent out 

Out 
0 .20 
0 .05  
0 .03 
0 .28 

* 3000 
840 

Total cost (£) = 960 

Back 
0.20 

0.20 
(600 send back) * 600 
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Clearly, in this particular study, the telephone survey cost much less than a mail 

survey. 
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Limitations and responses to them 

Like all research methods, the telephone survey also has its shortcomings (Crask 

et al 1 995 ;  Bagozzi 1994) . However, they can be overcome, or are not applicable 

to this research. 

1 .  Respondents usually are not willing to spend as much time answering questions 

by telephone as they are with a personal interview. The timing of all interviews 

were controlled to last about 5 minutes .  Long interviews were not required. 

2 .  Telephone interviewees cannot be shown materials to evaluate as they can in a 

personal interview. Visual aids are not required in this research. 

3 .  Respondents might refuse to co-operate or may prematurely terminate the 

interview, since they can easily take these actions over the phone. Because of 

the short duration of each interview in this particular research, respondents are 

unlikely to terminate in the middle. Techniques for dealing with refusals are 

discussed in section 4.3 .6 .  

4 .  Although the percentage of households with a telephone is  extremely high in 

the UK, there are still households that do not have one, regardless of the 

sampling frame selected. However, it is also noted that differences between 

telephone and non-telephone households are not major concerns to marketing 

research studies (Crask et al 1 995 ; Dillon et al 1 987), because non-telephone 

households usually are low-consumption families and are not therefore the 

target market for many goods or services. 

4.3.3 Sample 

Sampling Design 

Two types of sampling designs were noted in the literature for telephone 

interviewing (Segal and Hekmat 1985 ;  Crask et al 1 995 ; Bagozzi 1 994 and Luck; 

Rubin 1 987) : directory-based and Random Digit Dialling (RDD). 
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A. Directory-Based Sampling Design 

With directory-based designs, telephone numbers are selected from the telephone 

directory, which is a simpler method of sampling design compared with RDD (see 

next section) . However, the sample is restricted to households that have published 

telephone numbers, and the households that have recently moved cannot be 

included in the sample. 

B. Random-Digit Directory Sampling Design 

One of the advantages of telephone surveys is the capability to get a random 

sample of subjects without a list. RDD enables nearly all households with 

telephones to have an equal probability of being included in a sample, regardless 

whether or not their telephone number is listed in a telephone directory (Crask et 

al 1 995 ;  Bagozzi 1 994; Luck and Rubin 1 987;  Weiers 1 988). Segal and Hekrnat 

( 1 985) further noted that RDD samples produce a higher response rate than 

directory-based samples. 

A number of methods of RDD were noted (Landon and Banks 1 977; Segal and 

Hekmat 1 985) .  Usually, the first step is to draw a sample of numbers from the 

directory, usually by using a systematic procedure such as picking every 1 0th 

telephone number. Next, the selected telephone numbers are modified to allow all 

unlisted numbers a chance for inclusion. In this research, one method of RDD -

plus-one sampling was used. 

Plus-One Sampling 

Landon and Banks ( 1 977) stated that plus-one sampling technique is the most 

efficient method in RDD because it reduces the non-working numbers, reaches ex

directory residents, and it is not biased in the representation of the voluntarily 

unlisted numbers. Furthermore, researchers can create a new sample by adding 

another digit to a previously constructed sample. S ince most tele-marketing 

companies use telephone directories for telesales, ex-directory residents may be 

happier to participate in academic attitude survey (NOP 1 997). 
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Plus-one sampling merely adds a one onto the last digit of each number obtained 

from the directory (Churchill 1 99 1 ;  Weiers 1 988) .  For example, if the randomly 

selected number from the telephone number was 0 1 1 7-786345, add one to the last 

digit to form the selected number 0 1 1 7-786346. In this research, every 8 th 

telephone directory, every 1 00th page in the directory was selected from the 

alphabetically sorted telephone directory in the library reference section, and plus

one sampling was used to obtain the final telephone list. 

Sample Size 

Sudman ( 1 976 p .  30) proposed the 'rule of thumb ' for sample size: "the sample 

should be large enough so that there are 1 00 or more units in each category of the 

major breakdowns and a minimum of 20-50 in the minor breakdowns." The major 

breakdowns in this research are 6 service industries and 3 to 5 different 

consumers ' experience levels in each service industry. Therefore, in order to 

ensure a wide cross-section of respondent categories, sample size was decided at 

1 00 respondents in each service industry, 600 in total, as one advantage of 

telephone interviewing is that sample size can be easily controlled. 

Although sample size of over 30 (random sample) can be argued as statistically 

valid, some researchers use a formula to estimate sample size (Reaves 1 992, 

Frankfort-Nachmias and Nachmias 1 992 p. 1 89) : n = s2/(S .E.) 2
. Apparently, the 

standard deviation and standard error of the study can not be obtained before the 

research is conducted. However, in some British service quality studies, some 

evidence of standard error and standard deviation was noted. For example, 

Galloway ( 1 998) reported a range of 0 . 1 2  to 0.32 standard error in sample sizes of 

4 7 to 84 respectively on a 7-point scale. Johnson and Mathews ( 1 997) 

demonstrated standard deviation range from 0.44 to 2.25 in their ' should' 

expectation study for sample size of 389.  If one takes the average standard error 

(0.22) and the average standard deviation ( 1 .35), sample size n = ( 1 . 35 )  2 
/ (0.22) 2 

= 38 .  Therefore, if the sample size is greater than 38 ,  the study should achieve a 
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better statistical reliability. In this research, the average standard deviation is 1 . 5  

(see section 5 .2), with the sample size of  100 in each service industry, the standard 

error is 0 . 1 5  [ 1 00 = 1 . 52/(S .E.) 2] ,  which is considered as acceptable. Hence, the 

sample size of 1 00 in each industry and 600 in total is confirmed. 

Stratified Sampling 

In this research, all respondents were selected randomly by the stratified random 

sampling technique. Churchill ( 1 99 1  p .  545) noted that "every combination of n 

population element is a sample probability and is just as likely to occur as any 

other combination of n units ." As one of the random sampling technique, stratified 

sampling can increase the chances of selecting a representative sample by 

selecting sub-samples proportionate in size to the significant characteristics of the 

total population (Miller 1 99 1 ;  Reaves 1 992). Thus, one can select a sample that is 

"mathematically absolutely representative with regard to some significant 

characteristics (Miller 1 99 1  p .  6 1 ) ." Robson ( 1 993 p .  1 3 8) further noted that 

stratified random sampling can be more efficient than simple random sampling, 

because "the means of stratified samples are likely to be closer to the population 

mean." 

In this research, stratified sampling was used according to the different 

demographic factors, e .g . the size of each age group was governed by the 

distribution of the population (Table 4 .5) .  

Table 4 .5 Age Distribution in the UK and the Sample Used in the Research (000s) 

1996 2001 mean Sample used in the research 
1 5- 1 9  3535  7 .47% 3724 7 .73% 7 .60% 8 
20-29 8321  1 7 . 58% 741 1 1 5 . 39% 1 6.48% 16 
30-44 12860 27 . 1 7% 1 3 5 84 28 .20% 27.69% 28 

45-59 1 0565 22.32% 1 1206 23 .27% 22 . 80% 23 

60+ 1 2046 25 .45% 1 2238 25 .4 1%  25 .43% 25 

Total 47327 1 48 1 63 1 00 .00% 1 00 .00% JOO 
Sources: Office of Population Censuses and Surveys ( 1 996) 
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Regarding gender, the sample was controlled at around 50% male respondents and 

50% female respondents, which matches the approximate distribution of the 

population. Furthermore, the ideal profile of the respondents also has an even 

distribution of occupation and income. Although there is no statistical reference 

on consumers ' experience level in each service industry, the random sampling 

should achieve a representative profile of experience level. 

The sample was controlled by asking respondents' demographic information 

before the start of the interview. For example, if there were enough female 

respondents in airline respondents, and a female respondent picks up the phone, 

the researcher would ask ' can I speak to a male respondent in the household 

please? ' 

Completion rate 

Bagozzi ( 1 994) noted the average refusal rate is 1 0  percent. Frey (1 983) reported 

that refusal rates in telephone surveys have stabilised around 24 percent. However, 

most figures are derived from American studies, and the surveys were conducted 

in different areas. NOP ( 1 997) reports the average completion rate is 1 0  percent, 

i .e .  one completed interview in every 1 0  phone calls made, with the interview 

length around 1 5  minutes. The average completion rate of this study was 33 

percent. The reasons for non-completion were not a valid number, nobody 

answers, fax number, engaged, answering machine, business number, respondent 

does not speak English, rejection, wrong respondent ( age, too young to qualify or 

too old to understand) and request for calling back later. 

4.3.4 Timing 

The survey was started in early April 1 998 ,  after the Easter holiday and finished at 

the end of May 1 998 .  This ensured that peak holiday seasons, i .e .  Christmas and 

summer while many people are on holiday were avoided, so that respondents 

could be chosen from a larger 'pool ' .  Interviews were conducted at weekends and 

every working day starting after 5 :00 p .m.  to avoid sample bias. Because the 
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respondents who stay in the home during the daytime are mainly housewives, 

pensioners, unemployed people and shift workers . Each interview lasted 

approximately 5 minutes, to reduce the likelihood of termination of the interview. 

4.3.5 Pilot Test 

Two pilot surveys were used to finalise the questionnaire wording and research 

technique. 

Pilot survey I 

In order to examine the reliability and validity of this new measurement 

instrument of service quality, pilot survey I was in the form of 30 personal 

interviews. Respondents were asked to answer all the questions and rate the 

importance of all the service attributes. During and after filling in the 

questionnaire, their understanding of the scales was checked, any feed back was 

recorded. The questionnaires were revised, rephrased and reorganised afterwards. 

Pilot survey II 

As the final research used telephone interviewing, pilot survey II comprised a 

telephone survey in order to examine the feasibility of the research technique . The 

numbers were selected randomly from the telephone directory by plus-one 

dialling. 44 questionnaires were completed during pilot survey II, and no problems 

occurred in this stage. Thus, the research technique was proven to be suitable to 

use in the final survey. 

4.3.6 Interview Technique - Respondent Control for Telephone Interview 

As the telephone interview was chosen as the research method ( as discussed in 

4.3 .2), some interview techniques were implemented to obtain suitable respondent 

control (Frey 1 983 ; Lavrakas 1 987;  Frey et al 1 995 ;  NOP 1 997) . 
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Reiection 

Refusals for the interview 

Refusals of the telephone interview are inevitable. If the respondent hesitated to be 

interviewed, then the interviewer would explain the purpose of the interview by 

stating 'the survey is fully confidential, only for the purpose of academic research, 

not selling or advertising anything, and it wi ll only last about 5 minutes. '  Most 

respondents would feel happy about these explanations, and be willing to 

participate afterwards . 

If the aforementioned explanations were not useful and the interviewee rejected 

participation of the interview by stating 'I am busy right now' ,  the interviewer 

would ask 'Can I call you back later? ' If the respondents were willing to help, then 

an interview date and time would be arranged. However, refusals would be coded 

while some interviewees rej ected 'call back' ,  and the interviewer would close the 

interview. The various reasons for refusals are as follows : 

Reasons for Refusals: 
1 .  Busy at the moment 
2 .  Putting kids to the bed 
3 .  Having diner 
4. Have guests at the moment 
5 .  Just had a fight with his wife 
6 .  Going out immediately/on the way 

out 
7 .  Not interested 
8 .  Kids are fighting 
9 .  Still sleeping 

Refusals for Some Questions 

1 0 .Very ill 
1 1 .Food is burning 
1 2 .Football is on 
1 3 .Have work to do 
14.Busy trying dress on for a date 
1 5 .Mum is coming in 1 0  minutes later 

and room is still a mess 
1 6 . In the middle of the shower 
1 7 .Convinced that the interviewer is 

selling double glazing 

During the telephone interview, some respondents might refuse to answer some 

questions about demographics especially on income. Hence, the question about 

income was structured at the end of the questionnaire to avoid respondent 

terminating the interview. If respondent refused to answer the question of their 

income, the interviewer would explain to the respondent that the survey was fully 
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confidential, only for the purpose of academic research, no specific income figure 

is required (the income scale was every £ 1 0,000), and 'really appreciate the 

participation to complete the interview. '  Most respondents would give answers 

after these explanations , among the 600 who completed interview, there was only 

one respondent who refused to answer the question on income. 

Interruption 

One of the limitations of telephone survey is that respondents might terminate the 

interviews (Crask et al 1 995 ,  as discussed in 4 .3 .2) .  In order to avoid respondent 

termination, the interview time was controlled at about 5 minutes. However, some 

respondents, e.g. elderly, would need longer time to answer the questions than 

average. In addition, some circumstances might happen during the interview that 

would cause termination. If this situation happened, call back would be arranged 

to complete the interview. If by any chance that the interviewee did not wish to 

arrange call back, the questionnaire had to be abandoned as an incomplete 

interview. Among 600 completed interviews, only one respondent interrupted in 

the middle because he had to go out immediately, a call back was arranged and the 

respondent completed the interview the day after. 

Understanding 

One common problem of telephone interviews is respondents have difficulty 

interpreting questions correctly. Despite two pilot surveys that examined the 

correct understanding of the research, misunderstanding still occurred among a 

few respondents . When a respondent had problems understanding most of the 

questions, it could be because the native language of the interviewee was not 

English, the interviewee was from an ethnic minority, or the interviewee was too 

old to understand. When these situations happened, the questionnaires would be 

spoiled because they were not the majority of the British population and their 

misunderstanding would strongly bias the result. 
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Sometimes a respondent would misunderstand a few questions, they commonly 

stated 'What does that mean? ' In this instance, the interviewer would repeat the 

question slowly until it was understood, otherwise, questionnaires would be 

spoiled. This situation happened three times whilst completing the 600 interviews. 

4.3. 7 Validity and Reliability in Quantitative Research 

Validity is a condition that exists when an instrument measures what it is 

supposed to measure. Reliability is the quality of producing almost identical 

results in successive repeated trials (Dibb et al 1 997). In this study, the service 

quality dimensions and scales either came from the literature and well-established 

studies, which were proven to be valid and reliable, or the relatively new 

dimensions were tested by scale development, content analysis and the pilot 

survey. Furthermore, the research techniques and measuring instrument were 

tested by two pilot surveys. Not only were the respondents chosen from a purely 

random base, but also the questionnaires were selected randomly, so that each 

service industry had an equal chance of getting respondents and progress 

simultaneously. In addition, the service attributes in each questionnaire were 

randomly rotated too by starting with different items in each questionnaire, in 

order to avoid the bias of the previous service attributes. Therefore, all the 

respondents had an equal chance of being asked about any service industry and 

service attributes in any order. Thus, this primary research achieved a very high 

standard of  validity and reliability (see section 5 .2 for further analysis) . 

4.3.8 Contributions of First Phase to the Study 

At the end of the telephone interview research, the following contributions were 

made to the study (objective 1 -4, as discussed in 1 .3) : 

I The difference and similarities among different service industries and service 

quality dimensions can be examined 

2 Hypotheses were developed according to the literature and taxonomy of service 

industries . All these hypotheses can be tested. 
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3 A model can be developed for all service industries and the importance of 

service attributes, so that the industries that were not chosen for the study can 

also benefit from the results. 

4 The impact of experience and repeat contact with the service on customers ' 

perceptions can be assessed 

5 The impact of psychographics, e .g. 'the stress level on the plane' ,  on perceived 

service quality importance in some industries can be analysed. 

4.4 Phase Two - Qualita tive Research 

4.4.1 Introduction 
Kvale ( 1996 p .87) proposed a seven-stage outline for a qualitative interview 

investigation, from the original ideas to the final report, in order to provide some 

structure to an open and flexible interview study, "it emphasised a linear 

progression through the seven-stage method for an interview inquiry." In contrast, 

the interactive nature of qualitative research comes through quite well in Strauss 

and Corbin's  ( 1 990) presentation of the procedures and techniques of the 

grounded theory approach, which is less formal than Kvale' s  ( 1 996) seven-stage 

structure. Kvale (1 996 p. 87) claimed his seven stages outline is "a simplified 

linear presentation that attempts to structure the often chaotic field of interview 

studies." 

l. Thematizing. Formulate the purpose of an investigation and describe the 

concept of the topic to be investigated before the interviews start. The why and 

what of the investigation should be clarified before the question of how (method) 

is posed. 

2. Designing. Plan the design of the study, taking into consideration all seven 

stages of the investigation, before the interviewing starts . The designing of the 

study is undertaken with regard to obtaining the intended knowledge and taking 

into account the moral implications of the study. 
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3. Interviewing. Conduct the interviews based on an interview guide and with a 

reflective approach to the knowledge sought and the interpersonal relation of the 

interview situation. 

4. Transcribing. Prepare the interview material for analysis, which commonly 

includes a transcription from oral speech to written text. 

5. Analysing. Decide, on the basis of the purpose and topic of the investigation, 

and on the nature of the interview material, which methods of analysis are 

appropriate for the interviews. 

6 .  Verifying. Ascertain the generalisability, reliability and validity of the interview 

findings . Reliability refers to how consistent the results are, and validity means 

whether an interview investigates what it intended to investigate. 

7. Reporting. Communicate the findings of the study and the methods applied in a 

form that lives up to scientific criteria, takes the ethical aspects of the 

investigation into consideration, and that results in a readable product. 

Therefore, adopting Kvale' s (1996 p. 87) seven-stage outline for a qualitative 

interview, the methodology used for second phase of qualitative research was 

developed. It can be summarised in Figure 4.3 . 
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Figure 4.3 Methodology Chart for Research Phase Two - Qualitative Study 

Literatu re Review 

I nterview Thematize and Design 

Develop Interview Protocol Contact Potential Interviewees 

Pi lot I nterview Sample Selection 

Reconstruct Interview Protocol 

In-depth Personal Interview (1 2) 

Transcribe 

Cod ing ,  Qual itative Data Analysis 

Verification and Reporting 

4.4.2 Personal Interview 

Personal interviews were selected to conduct qualitative research, as one of the 

advantages of interviewing is to provide access to the context of people' s  

behaviour and thereby provides a way for researchers to understand the meaning 

of that behaviour (Seidman 199 1 ). In addition, in-depth interviewing allows 

researchers to put behaviour in context and provides access to understand 

respondents' action. The purpose of in-depth interviewing is not to get answers to 

questions, not to test hypotheses, it is to understand the experience of other people 

and the meaning they give to that experience (Reason 1 98 1 ;  Patton 1 989). 
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Therefore, in-depth personal interviews are the most appropriate method to 

achieve the objective of this phase, which is to investigate the management issues 

and service providers ' perceptions behind their actions on setting service policy 

and standards. A basic assumption in interviewing research is that the meaning 

people give to their experience affects the way they carry out that experience 

(Seidman 1 99 1  and Oppenheim 1 992) . 

The personal interview is the most appropriate method to use in this stage 

compared with some other qualitative methods, e.g. focus groups .  It is almost 

impossible to gather all the desired respondents - senior managers of different 

service providers from all over the country to conduct focus groups. Moreover, all 

the selected service industries have a very different profile on service 

characteristics and orientation, and it is the obj ective to investigate the differences 

of these different service industries, in-depth personal interviews are the best 

research method to achieve these obj ectives. 

Limitations and Responses to Them 

All research methods have both advantages and disadvantages. The disadvantages 

of interviewing research are that it is time consuming, especially if the researcher 

has to travel to interview respondents, and it incurs a high cost. In addition, an 

inappropriate choice of probes would add interviewers' bias and inappropriate 

coding of interview might result in biased results (Yin 1994; Mishler 1 986; Kvale 

1 996; Frey et al 1 995) .  

The objectives of this research phase are mainly exploratory and to provide a 

comparative study with the findings in the first phase. The sample size was 

therefore relatively small in this phase (see section 4.4.4), thus, time and cost were 

not considered as disadvantages of the research. The appropriate probing 

technique, minimal body language, and validation of the coding were used to 

minimise interviewers ' bias . Furthermore, the interviewer carefully assessed the 
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suitability of each potential interviewee to ensure interviewee reliability (see 

section 4 .4. 8). 

4.4.3 Sample Frame 

The obj ective of qualitative research is to search for an in-depth insight into the 

subj ects, to address the way people think about a certain subj ect and why they 

think that, and to offer respondents a creative setting they can express their ideas 

in a manner that appeals more directly to the imagination (Ruyter and Scholl 

1 998) .  In addition, as qualitative research does not aim to provide representative 

findings , it is not dependent on the number of respondents , and important market 

insights may result from a small number of interviews with consumers and/or 

suppliers (Lawrence and Ul-Haq 1998 ;  Creswell 1 998;  Brannen 1 992) . 

Furthermore , Ruyter and Scholl ( 1998  p .  8) argued that a careful target group 

selection and classified sample is needed to make sure all possible views and 

opinions of consumers may be expressed, and "representativeness of the results in 

accordance with the subj ect of investigation, not the research population, is what 

counts ." 

The theory based sampling method (Miles and Huberman 1 994) was used in 

sample selection. The purpose of this sampling method is to find examples of a 

theoretical construct and thereby elaborate on and examine it. It is similar to 

theoretical sampling in grounded theory (Creswell 1 998), which refers to the 

investigator examining individuals who can contribute to the evolving theory. 

Senior managers were chosen to be the interviewees for this research, but not front 

line staff, because managers are responsible for setting and developing service 

standards and policies, deciding on what, when, how the market research is 

necessary, deciding on service concept, reward, discipline and penalise on 

excellent or bad service given by contact staff. 

From the results of the first phase it appears that organisational size has no impact 

on quality determinants (H2 1 ,  see section 5), thus this is not a constraint on 
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sample selection. In choosing a respondent care would be taken to ensure that 

where there are distinct patterns of operation, representation of major approaches 

would be incorporated (Miles and Huberman 1994) . For example, motor 

insurance has two main methods of selling, telesales and via high street agencies . 

Airline services can also be divided into the traditional luxurious airlines and low 

cost carriers . Thus, one company in each of the categories was chosen for the 

sample. 

Based on the 6 service industries used in phase one, in-depth interviews were 

conducted among the individuals who set policy with regard to service quality. 

These could be managing directors, customer service managers and marketing 

directors. The customer service managers and quality managers are preferable, 

however, managers who are in charge of quality assurance, setting marketing 

policy can also be included. Altogether twelve managers, two in each industry 

were interviewed. 

4.4.4 Interview Protocol Development 

Interview Structure 

Seidman ( 1 99 1  p . 1 2) suggested a possible structure for the in-depth, 

phenomenological interview. Frey and Oishi (1 995 p.45) suggested smooth 

question sequencing makes both the respondent 's  and the interviewer's task 

easier, while also providing clarity and logic for the respondent and allows further 

analysis, disorganised interviewing, however, increases error from inaccurate 

responses. The interview construction noted by them was summarised and related 

to further protocol development. 

Introductory Statement 

The crucial component of the interview for capturing the respondent' s interest is 

the introductory statement. The introductory statement should identify the 

interviewer and the sponsor ( e.g. university, marketing firm), explain the 
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background of the survey, state level of confidentiality and approximate length of 

interview, and ask for permission to record and proceed with the questions. The 

introductory statement (see appendix B) in this research was developed and 

consists of the above information. 

Wording and Styles of Questions 

The important factor in determining the questions is the survey objectives and 

their theoretical or practical rationale, and each question represents some 

component of the survey problem. "The question must be structured in a neutral 

fashion so that the respondent is not predisposed to a certain answer pattern, it 

must be justifiable to previous and subsequent questions . . .  and it is best to keep 

questions and response lists short and simple (Frey and Oishi 1 995 p. 45)." 

Therefore, some questions used in the interview were structured as 'what does the 

phrase ' service quality' mean to you?' 

Organisation, Question Order and Questionnaire Flow 

Organisation refers not only to the order in which the questions are presented but 

also the instructional guidelines for the interviewer that hold all of the parts of the 

questionnaire together. The first items in the questionnaire must maintain 

respondent interest and make responding easy, and it should usually be related to 

the topic of the interview but not background or demographic questions. Complex 

or difficult-to-answer questions may be introduced before respondent fatigue 

becomes an issue. For smooth reading and easy comprehension, questions should 

be grouped by topic, allowing the respondent to recognise relationships among 

questions . In terms of questionnaire flow, it is suggested to use a smooth 

conversational tone in all portions of the interview that includes instructions, 

probes and prompts, and need to clearly distinguish the questions and interviewer 

instructions . In this research, all interviewer instructions are presented in italic 

fonts, and all four stages of the interview were designed to allow related questions 

to be placed under the same subtopic. Question orders were carefully designed so 
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that they start with a general understanding of service quality issues and ends with 

complex questions, e .g. attitude of perceptual differences. 

Frey and Oishi ( 1 995) noted that there are three types of common question order 

effects: consistency, fatigue and redundancy, which are significant sources of 

response error although not always easy to anticipate or avoid. 

Consistency, Fatigue and Redundancy effect 

Consistency effect occurs when a respondent feels that responses to an item must 

be brought into consistency with responses to earlier items, and researchers must 

use intuition and logic in deciding which sets of questions might influence 

responses to others . Fatigue effect occurs if the respondent begins to grow weary or 

bored over the course of the interview. It is useful to use transitions and variations 

of question or response form to recapture the respondent' s attention. Redundancy 

effect refers to respondents who may not answer a question carefully, therefore, 

when items are similar but distinct in the mind of the surveyor, differences need to 

be clearly pointed out. In this research, no questions and items are similar and two 

pilot interviews were carried out to test for these question order effects . In addition, 

in order to reduce the fatigue effect, interview length was controlled between 35 to 

45 minutes, and interview stage two ( questionnaire, see next section) was designed 

to recapture respondents ' attention for later questions. 

Interview Topic Guide 

Following the suggestions made on the interview design and techniques, a 

protocol was developed (see Appendix B). The interview consists of 4 steps, step 

1 ,  3 and 4 are unstructured, open-ended questions . Step 2 involves filling a 

questionnaire that is used in the first phase of the research with slight changes of 

wording for managers to use .  The approach of the questionnaire was changed from 

the customers ' perception of how the service industry provides quality service to 

the managers ' perception of how important the service quality dimensions are to 

customers . 
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Step 1 :  General issues of service quality and customer expectation 

How do they perceive each service quality dimension and what do they do to meet 

customers ' expectations? 

Step 2: Questionnaire 

Complete questionnaire, which was used to investigate consumer perceptions, in 

order to assess the managers' perceived service quality importance. 

To compare with the consumers ' perception immediately and examme the 

difference between these two groups. Without telling the managers what the 

differences are, carry out step 3 .  

Use the snake diagram to compare the manager' s perceptions with consumers ' 

perceptions. 

Step 3 :  Research into Service Quality 

All hypotheses (as discussed in 3 . 1 2) and the components of the service quality 

importance model (see section 5 . 5 )  were developed upon a wide range of service 

characteristics. Do managers form their perception of service quality by the 

service characteristics, market research or by other facts, e.g. tradition, 

experience? 

Step 4: Attitude of Perceptual Differences 

If there are any differences between service providers ' and customers ' perceptions 

found in step 2, inform the interviewee about the difference, and assess their 

responses towards these differences. Would they change their perceptions in the 

light of customers ' perceptions? If no perceptual differences existed, close the 

interview. 
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4.4.5 Conducting Personal Interview 

Some basic interview techniques, suggested by Kornhauser and Sheatsley ( 1 976) 

and McBurney (1 994 ), are adopted in this study. For example, create a friendly but 

professional atmosphere, keep the interview on track, without getting into 

discussions on the subject matter and avoid giving any of his own opinions, and 

read the questions exactly as written, otherwise different respondents would be 

answering essentially different surveys . 

Kornhauser and Sheatsley ( 1 976) suggested that some interviewees might want to 

know the maj or topics of the interview. Faxes or letters were sent regarding major 

theme of the interview upon request. If topics were not asked for before the 

interview, some brief background information was given immediately before the 

interview was conducted. Therefore, all respondents were contacted before the 

interview regarding the major theme of the research. It i s  suggested that the 

responses should be written down verbatim while the interview is in process to 

avoid interviewers ' bias; and to always bring spare batteries and tapes 

(Kornhauser and Sheatsley 1 976; McBurney 1 994). Therefore, during all 

interviews, notes were taken as well as recording, and all interviews were 

transcribed afterwards . 

The interviews were conducted during the period from 1 8th March to ?
1h May 

1 999, within normal working days, and each interview lasted between 35  to 45 

minutes. Most interviews took place in interviewees' office, except one interview 

was conducted in Vicarage St. Canteen of Luton Business School. 

4.4.6 Pilot Interviews 

Pilot interviews can examine the interview technique and reduce the number of 

questions that elicit unsatisfactory answers (McBumey 1 994) . Therefore, two pilot 

interviews were conducted, one with a university dean and another with a leisure

centre manager. The findings of the two pilot interviews indicated that there were 

various understandings on service quality and customer expectation issues . 
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Managers often use the terms 'customer satisfaction' and ' service quality' 

interchangeably (as discussed in 1 .2), however, these two terms are very similar 

and often overlap in academic literature. From the pilot interviews, some 

important issues were raised. 

Respondents might be confused about whether the interview is institute orientated 

or generalised industrial orientated. As the objective in this research is to examine 

managers' perceptions of service industries in general, it is important to clarify 

with the interviewee that the study is service industry orientated rather than 

organisation orientated. For example, the wording of the questions should use 

'what expectations do you think customers might have in terms of service 

quality? ' rather than 'What expectations do you think customers might have in a 

restaurant? ' 

Respondents ' views differed on the meanings of ' customers' and 'clients ' .  For 

example, a vice chancellor of a university is in charge of academic staff, support 

staff, students, and other stakeholders . The argument of ' clients' and 'customers' 

concepts in higher education sector was stated in the literature (Kerridge and 

Mathews 1 998 ; Barrett 1 996) .  This research focuses on external customers rather 

than internal customers . It is necessary to be clear about the notion of ' customers ' 

before the interview starts, e .g. ,  students are customers and both academic and 

support staff are service providers in the university sector. 

Respondents sometimes gave an inadequate depth of response, as some answers 

are not sufficiently comprehensive, e .g. ' service quality i s  the standard of service 

we provide to our customers. '  Kornhauser and Sheatsley (1 976) suggested that if a 

respondent gives an incomplete or too brief answer, it i s  permissible to use 

probing questions to get the respondent to complete the answer. Thus, a probing 

technique was used, e.g. 'what standards are they? ' in order to provide an insight 

into the detail o f  the service quality dimensions . 
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Following the pilot interviews, question flow was reorganised and some questions 

were rephrased to achieve better understanding. After reorganising and rephrasing 

the interview protocol, no major problems occurred in the twelve interviews 

conducted for the main body of the research. 

4.4. 7 Validity and Reliability in Qualitative Research 

Ruyter and Scholl ( 1 998 p . 1 3 )  argued that the validity of qualitative research is 

primarily related to the fact that constructs are closely aligned to their real-life 

context, therefore, one could argue that qualitative research offers "the possibility 

of ecological validity." In addition, Seidman ( 199 1  p . 1 7) noted that "if the 

interview structure works to allow them to make sense to themselves as well as to 

the interviewer, then it has gone a long way toward validity." Ruyter and Scholl 

( 1 998) further suggested the possibility of data collection in the respondent ' s  own 

environment could improve the validity of qualitative research. In this research, 

most of the interviews were carried out in the offices of the interviewees, and 

research topics were closely aligned with interviewees ' real-life context. 

Reproducibility (an element of reliability) is sometimes questioned in qualitative 

research, although to gain an in-depth insight into respondents' perceptions does 

not require reproducibility (Cartwright and Zander 1 968 ;  Claxton et al 1 980). 

Ruyter and Scholl (1 998) argued that the reliability of qualitative research can be 

warranted by operating in a systematic way in the interview and research design 

(techniques and interview protocols, etc .) together with the accurate description of 

data collection and analysis. Furthermore, they noted that a systematic operation 

can be achieved by "linking responses to theoretical models and concepts that lie 

at the heart of a research technique (p. 1 4)." In this research, all interviews were 

operated systematically, strictly following the interview protocol and designed 

steps, and was linked with the first phase quantitative research. Furthermore, pilot 

interviews were conducted to ensure the validity and reliability of the research. 
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4.5 Chapter Summary 

This chapter demonstrated the detailed methodology for the empirical stage of this 

research. Two phases of research were undertaken, which focused on different 

objectives. Phase one - the quantitative research - used 600 telephone interviews 

to investigate the perceived service quality importance of customers for six 

different service industries. Phase two - the qualitative research - used 1 2  personal 

interviews to assess managers ' understandings for further comparison and model 

application. The next two chapters (5 to 6) will present the detailed data analysis 

and discussion from each research phase. 
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CHAPTER CUSTOMERS' 

SERVICE QUALITY IMPORTANCE 

FIVE PERCEIVED 

This chapter presents the findings from the first phase of the research - customers' 

perceptions of service quality importance in order to achieve objectives 2 and 4 (as 

discussed in 1 .3) .  It identifies the differences and similarities of service quality 

dimensions in different service industries, and explores the impact of experience 

on consumers ' perceived service quality importance in different service industries. 

It also tests all the hypotheses developed in Chapter 3 and develops a model that 

links service quality determinants with service characteristics in order to provide a 

basis for service providers to improve service quality. This chapter includes the 

following sections : respondent profiles, analysis of the importance of each service 

quality dimension in each service industry, the impact of experience on consumers ' 

perceptions, testing hypotheses based on service characteristics, and finally, the 

consumer-based components of the service quality importance model. 

5.1 Respondent Profiles 

Altogether 600 respondents were interviewed in phase one, 1 00 respondents in 

each service industry. For the purpose of analysis and convenience for data 

presentation, each industry is represented by a group abbreviation (Table 5 . 1 )  in 

this section. 

T bl 5 1 S a e erv1ce Ind t G us cry roup lVlSlOn 
Industry University A&E Motor Airline Restaurant Church 

Insurance 
Group u AE MI AI R C 

Abbreviation 

Respondent profiles were compared with the UK demographic distribution 

published by Annual Abstract of Statistics (AAS 1 998), Family Spending ( 1 997) 

and Living in Britain ( 1 995). The respondents ' profiles in terms of age, gender, 
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occupation, education level, marital status, income, and level of experience with 

the service are demonstrated as follows. 

5.1 .1 Age 

The age groups of all 6 service industries have strictly matched the age 

distribution of the UK population (Table 5 .2) . Telephone interviewing proved to 

be the valid and reliable method of  selecting the representative respondent 

profiles. 

T bl 5 2 R a e d esoon ents ,ge 1stn ution m ' A D" ·b · · All Six Service Industries 
A2e Group Frequency % AAS % 

1 5- 1 9  8 8 
20-29 1 6  1 6  
30-44 28  28 
45-59 23 23 
60+ 25  25 

Total 1 00 J OO 

5.1.2 Gender 

The gender distribution of each service industry was close to 50% male and 50% 

female respondents with maximum 2% deviation from the average and 1 % 

difference from AAS ( 1 998) . 

T bl 5 3 R a e espon en s en er 1s n u 10n m ac d t ' G d D . t "b t
. 

. E h S erv1ce Ind stry (%) u 
Group u AE MI AI R C average AAS 
Male 49 49 5 1  50 48 52 50 49 

Female 5 1  5 1  49 50 52 48 50 51 

5.1.3 Occupation 

Nine categories of occupations were used in this research, which originated from 

some service quality and consumer attitude research (as discussed in 4.3 . 1 ) .  The 

average proportion of  respondents in each occupation group was 1 1  %. 

Professional and senior manager includes the occupations of engineer, teacher, 
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senior social worker, company director, etc . ;  skilled worker and trademan includes 

electricians, craftsman, builder, policeman, prison warden, etc. ; manual and 

factory worker includes occupations of taxi driver, cleaner, lorry driver, catering 

staff, farmer, etc. No social statistic reports indicate the exact number in each 

occupation category, only some figures in wide occupation classification. For 

example, Family Spending ( 1 997), provided limited figures for occupation 

distribution, without detailed description in each group . 

Table 5 .4 Respondents '  Occupation Distribution in Each Service Industry (%) 
Group u AE MI AI R C aver Family 

age Spending 
Professional I Senior 1 7  1 3  1 6  1 6  1 6  1 6  1 6  30 
manager 
Self-employed / Business 9 1 0  8 8 8 9 9 

owner 
Middle / Junior manger 1 2  9 1 0  1 1  1 0  1 0  1 0  26 

Administrator / Clerical 1 4  1 2  1 4  1 3  1 2  1 2  13 
Skilled worker / Trademan 1 1  1 4  1 1  14  1 3  1 3  13 24 

Manual / Factory worker 9 1 2  1 1  1 1  1 1  1 2  1 1  
Student 1 2  1 2  1 1  1 0  1 1  1 1  1 1  
Housewife 7 8 6 5 7 6 7 20 

Retired I Unemployed 9 1 0  1 3  1 2  1 2  1 1  11  

5.1 .4 Education 

According to the education level of the respondents, about 69% have lower than 

HNC/D qualification and 3 1 % have formal college education, which is close to 

the average education situation of the UK. 

Table 5 . 5  Respondents' Qualification Distribution in Each Service Indus try (%) 
Group u AE MI AI R C average AAS 

'O' level or lower 2 1  1 8  20 22 23 22 21 

'A' level 3 5  37 38 37  36  33  36 69 

HNCID 1 2  1 3  1 2  1 1  1 2  1 3  12 

college degree 2 1  22 2 1  2 1  20 23 21 31 
masters or higher 1 1  1 0  9 9 9 9 1 0  
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5.1 .5 Marital Status 

In terms of marital status, there are 53% of the respondents are married, 37% are 

single, and 1 0% are separated, divorced or living with partner. 

T bl 5 6 R a e espon d ents ' M  
. 

1 S anta tatus D' 'b . 1stn ut10n m Each Service Industry (%) 
Group u AE MI AI R C average AAS 

married 55  53  52 5 1  54 53 53 53 

single 36  37  3 8  3 8  37  36  37 3 7  

separated and divorced 6 6 5 7 6 6 6 6 
living with partner 3 4 5 4 3 5 4 4 

5.1.6 Income 

Annual gross family income was separated into 5 categories with intervals of 

£ 1 0,000, with an average 20% in each category and close to the statistical report 

from Living in Britain ( 1 995) . There was one missing answer in A&E sector 

because of respondent refusal, however, as it was only 0 . 1 7% of the data, it should 

not significantly affect the final result of data analysis. 

T bl 5 7 R a e espon d t ' In en s come 
Group u AE 

under £1 0,000 22 22 
£ 1 0,000-£1 9,999 23 25 
£20,000-£29 ,999 1 8  1 6  
£30,000-£39,999 1 9  1 8  
£40,000 above 1 8  1 8  

missinf? 1 

5.1. 7 Demographic Impact 

1s n u 10n m ac D' t 'b t . E h S erv1ce US[ry 0 Ind t (o/c)  
MI AI R C averal(e Liviltl( in Britain 
25 25 1 8  24 23 42 

20 22 24 22 23 

1 7  1 8  23 20 19 1 7. 5  

1 5  1 4  1 3  1 4  1 6  40. 5 

23 2 1  22 20 20 

0. 1 7  

The source of the variability in importance ratings is an interesting topic. This 

research proposed that the variation in importance ratings is primarily a function 

of service characteristics. It is possible that some other factors might also have 

influences on importance ratings, e .g. demographic factors. This section explores 

this relationship using multi-variate analysis of variance (MANOV A) to examine 

the impact on importance ratings from six consumers ' demographic factors, i .e. 
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occupation group, education level, martial status, gender, age and income group 

together with the service industry groups. 

Table 5 . 8  Result of Multivariate Tests 
Effect Value F Sig. 

Intercept . 385 46. 1 4 1  .000 
Industry .265 1 1 .443 .000 

Occupation .705 1 .296 .0 1 5  
Education . 843 1 .265 .079 

Martial Status .85 1 1 . 598 .006 
Gender .9 1 5  2 .68 1 .000 

Age .927 2.270 .003 
Income .943 1 .745 .036 

As indicated in Table 5 .8 all factors are significant except education level, the 

more detailed results (see appendix C) indicated that only industry, gender and 

martial status have significant impact on the importance ratings of most service 

quality dimensions . 

The sample of this research was controlled according to the demographic spread 

of the UK population distribution, furthem1ore, each service industry has a similar 

or equal distribution of all six demographic factors (as discussed in section 5 . 1 ,  in 

particular table 5 .2 to 5 .7) . It is argued that in this research the variation among 

different demographic factors are reduced to minimum. It is  also confirmed that it 

is necessary to use stratified sampling in the methodology, as unequal 

demographic division would influence the importance ratings . Thus, in this 

research, the main factors influence consumers' importance ratings are service 

characteristics in each service industry. 

5.2Analysis of Service Quality Importance by Service Industry 

In this section, the importance and Cronbach a of service quality dimensions in all 

service industries and each service industry were analysed. In addition, each 

service quality dimension was analysed in different service industries using f-tests . 
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It aimed to achieve the objective of identifying the differences and similarities of 

service quality dimensions in different service industries ( as discussed in 1 . 3) .  

5.2.1 Factor Analysis and Cluster Analysis 

In order to examine the dimensionality of the scales factor analysis was 

undertaken. In this analysis all 600 cases were included and all variables that were 

common to all industries were entered into the analysis. 

Results of Factor Analysis 

The extraction method adopted was Maximum Likelihood because this is the 

approach adopted in other studies (particularly those applying confirmatory factor 

analysis. As the dimensions are known to be significantly correlated (PZB 1 988) 

the Oblimin rotation method was used with Kaiser Normalization. The number of 

factors to be extracted was determined by the rule of thumb of Eigen Values 

greater than 1 .  Inspection of a screen plot gave similar results. 

Table 5 .9 Factor Matrix 
Service Quality Scales Factor 

1 2 3 4 5 6 7 
Get through the service on the . 500 .42 1 .465 .7 1 8  
'phone 
Convenient opening hours . 52 1  .487 - .4 1 0  .452 .706 
Ease of getting to the service .527 - .5 1 1  .522 
Availability of the staff to help - .442 .508 .537 . 584 
Caring .455 - .486 .748 
Sensitivity .465 - .449 . 753 
Keeping customers informed .5 1 6  - .536 .590 
about their progress 
Keeping customers informed .443 . 524 .402 
about when services will be 
performed 
Readiness to respond to .744 - .403 .43 1 .423 
customers' requests 
Staff are knowledgeable and .633 .41 5 .448 .402 
skilful 
Supportive staff are .576 - .433 .573 
knowledgeable and skilful 
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Courtesy of the staff .626 - .547 .580 .568 
Courtesy of the supportive staff .408 . 849 
Enthusiasm and helpfulness of .593 - .5 3 8  .496 . 607 
the staff 
Enthusiasm and helpfulness of .436 - . 501  .742 .408 
the supportive staff 
Provide efficient services .790 - .440 . 563 .46 1 
Services respond easily to .726 . 6 1 5  . 522 
different customers ' need 
Well organised . 800 - .485 . 564 .47 1 
Tailoring to individual needs .68 1 . 662 
Reasonable cost . 855  .422 
Have a wide range of service to .428 .570 - .453 . 7 1 9  .668 
choose from 
Additional service can be .43 8 - .4 1 9  .782 .423 
obtained 
Compensation for .526 .689 .545 .489 
unreasonable service 
Accept responsibility for good .706 .633 .500 
or bad service 
Deliver the standard of service .740 .626 . 508 .527 .553 
as i t  promises 
Keep customers records .595 .468 .496 .5 1 3  .556 
accurately 
Provide service as promised on .805 - .409 .499 .609 .464 
time 
Dependability m handling .808 - .4 1 0  .492 .502 .538 
problems 
Provide service right the first .824 - .4 1 3  .480 .486 
time 
Willingness to help .763 .603 .470 
Treat customers .676 - .403 .532 
sympathetically and 
reassuringly 
Safety in the service .696 -.55 8  .548 
Felling comfortable during the . 7 12  .507 - .5 8 1  .435 
service 
Having advanced facilities and .494 - .577 . 506 .444 
equipment 
Staff are well dressed and - .722 .504 
appear neat 
Impressive communication - .579 .599 
materials 
Pleasant environment .437 - .839 .445 

Cleanliness of the service .48 1 .649 - . 809 . 5 1 8  

Getting caring and individual .723 - .492 . 5 3 8  .409 

16 1  



attention 
Cumulated % of variance 

Goodness-of-fit Test I Chi-Square I df 
554 

I Sig. 
1 .00 

21 .2 28.6 38.3 47.1 53.2 61 .6 68.8 

Remark: the wording in the table are condensed versions of the wording used in 
the actual questionnaire. 

The goodness of fit test indicates that for this data set a factor analytical model is 

not a good representation of the data. This is probably because of the large 

number of cross-loadings in the table. The structure is not clear from the table and 

it does not correspond well to the dimensions of SERVQUAL plus the additional 

dimensions included in this study. The loadings themselves are also relatively 

low, mostly being in the range from .45 to .69. The maj ority of the scales appear 

to load on factor one, this may suggest that service quality is a single dimension 

measure, which contradict with all the service quality literature that service quality 

is  a multi-dimensional concept. It is not uncommon in the literature to find factor 

analysis fail to load on 5 SERVQUAL dimensions . For example, Carman (1 990) 

extracted nine factors accounting for 7 1  % of service quality variance, a two-factor 

solution was proposed by Saleh and Ryan (1 992) in hotel industry and Gagliano 

and Hathcote (1 994) extracted four factors in retail clothing sector. A single-factor 

model factor was recognised by Babakus et al ( 1 993) in their study of 635 

customers of a utility company. Babadus and Boller ( 1 992) commented that ' the 

domain of service quality may be factorially complex in some industries and very 

simple and unidimensional in others ' .  A further complication is that in the current 

data set some of the dimensions are represented by only one or two variables . It 

would not be expected that a clear factor analytic solution will emerge with such a 

data set. 

Given this result an additional method was chosen to examine the data set in this 

study, namely cluster analysis. 
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Results of Cluster analysis 

In this analysis the variables were clustered using Ward' s method. The distance 

metric applied was the correlation between variables . Thus, variables that are 

measuring the same dimension would be expected to be highly correlated and 

form the early clusters . 

Figure 5 . 1  Hierarchical Cluster Analysis 

Dendrogram using Ward Method 

Rescaled Distance Cluster Combine 
5 1 0  1 5  2 0  2 5  C A S E 

Label 

0 

Num + - - - - - - - - - + - - - - - - - - - + - - - - - - - - - + - - - - - - - - - + - - - - - - - - - + 

COURTESl  1 3  

COURTES2  1 4  

ENVIRONM 3 9  

CLEAN 4 0  

DRESS 4 1  

INFO AVA 9 

RES POND 1 0  

INFO PRO 2 6  

INDIVI 2 0  

ENTHUl 1 5  

ENTHU2 1 6  

DEPEND 1 1  

RECORDS 3 2  

STANDARD 2 7  

ONTIME 2 9  

FIRSTIME 3 1  

FACILITI 3 6  

MATERIAL 1 9  

SAFETY 3 4  

COMFORT 3 5  

ORGANISE 8 

EFFI CI 1 7  

SKIL2 1 2  

� SKILl 3 0  

FLEX 1 8  

HELP 2 8  __J 

FEE l  2 1  

FEE2  2 2  

SYMPA 3 3  

RANGE 2 3  

ADDITION 2 4  

SENS I 5 
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CARE 6 __J I 

APPLI CAT 7 I -
HOURS 2 

STAFF 4 I I 
GET TO 3 I 
PHONE 1 

COMPENSA 2 5  

RESPONSI 3 8  

ATTENTIO 3 7  

From the results o f  the cluster analysis groupings o f  variables are seen that are 

similar to the dimensions that emerged from the literature (see Table 5 .9) .  While 

the correspondence is not perfect it is much clearer than the results from the factor 

analysis above. 

Given the results of the above analysis it is not unreasonable to conclude that the 

1 6  dimensions developed from the literature (as discussed in section 4. 3 . 1 )  are a 

useful framework for further analysis . It would have been desirable for the factor 

analysis results to have been clearer, however, the dimensions adopted are 

conceptually distinct but appear to be very highly inter-related in terms of 

measurement. 

Nevertheless, adopting the 16  dimensional framework without full demonstration 

of its validity is not without potential problems. The variation in factor structure 

of SERVQUAL noted above and the results of the exploratory factor analysis in 

this study suggest that the discriminant validity of the service quality dimensions 

might be called into question. As also noted above, in this study the relatively 

high proportion of single item or two item scales means that factor analysis is 

unlikely to provide unambiguous results, hence the supplementary cluster analysis. 

Further, as service quality dimensions are generally accepted to be correlated then 

it can be argued that discriminant cannot be properly determined in such a data 

set. Given the focus of  this study no further constructs were operationalised that 

would be unrelated theoretically to service quality. Thus, discriminant validity has 

not been demonstrated with the current data set but on the other hand it can be 

argued that it has not been disproved either. 
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Given the ambiguity concerning discriminant validity the implications of adopting 

the theoretically derived 1 6  dimension framework need to be considered. From 

the literature it is clear that the dimensions themselves are clear and distinct. It is 

also well known that many of them are correlated. Such correlations may be the 

root of the variety of factor analysis solutions found by different researchers, 

indeed, inter-item relationships was the reason for the original ten dimensions of 

SERVQUAL being reduced to five despite the clear conceptual differences 

presented in the original work (PZB 1 985). As the focus of this research concerns 

quality dimensions it was decided to err on the cautious side by including all of 

the dimensions while recognising that in some cases there might not be major 

differences between some of the dimensions considered. A further reason for 

maintaining the higher number of dimensions is that in this research the emphasis 

is on comparing mean values of responses and variables that are highly correlated 

can have substantial differences in means. 

a e ea es m T bl 5 10  S 1 
. 

1 6  S erv1ce ua 1ty 1mens10ns Q r n ·  
Dimensions Scales 

Accessibility The ease of getting through to the university on the 
phone. 

Accessibility · The ease of getting to the university. 
Accessibility Convenient opening hours of the university (including 

library & computer centre) . 
Accessibility Availability of lecturers or tutors to help . 
Accessibility The ease of the applying to the university. 
Commitment Caring 
Commitment Sensitivity 
Communication Keeping students informed about their progress. 
Communication Keeping students informed about the when service 

will be performed ( e.g. career service, nursery) . 
Communication Readiness to respond to students '  requests . 
Competence Lecturers are knowledgeable and skilful. 
Competence Support staff are knowledgeable and skilful. 
Courtesy Courtesy of lecturers (i .e. polite, respectful, 

considerate and friendly) . 
Courtesy Courtesy of support staff (i .e .  polite, respectful, 

considerate and friendly). 
Credibility The enthusiasm and helpfulness of lecturers. 

Label 
PHONE 

GET-TO 
HOURS 

STAFF 
APPLICAT 

CARE 
SENSI 

INFO PRO 
INFO AVA 

RESPOND 
SKILl 
SKIL2 

COURTES l 

COURTES2 

ENTHUl 
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Credibility The enthusiasm and helpfulness of support staff. 
Efficiency Provides efficient services 
Efficiency Well organised 
Flexibility The services respond easily to different students ' need. 
Flexibility Tailoring to individual needs 
Price/value Reasonable tuition fee. 
Price/value Reasonable living expenses . 
Product range Have a wide range of service to choose from. 
Product range Additional services can be obtained. 
Recovery Give compensations for unreasonable service. 
Recovery Accept responsibility for good or bad service. 
Reliability Delivers the standard of education it promises. 
Reliability Keeps students ' records accurately. 
Reliability Provides services as promised on time. 
Reliability Dependability in handling students ' requests . 
Reliability Provides services right the first time. 
Responsiveness Willingness to help students .  
Responsiveness Students with problems are treated sympathetically 

and reassuringly. 
S ecurity Safety in the university. 
Security Feeling comfortable studying there. 
Tangibles 

1 Having advanced facilities and equipment (e.g. IT 
centre, librarv). 

Tangibles Lecturers and supportive staff are well dressed and 
appear neat. 

Tangibles Impressive communication materials ( e .g. handouts ,  
leaflets). 

Tangibles P leasant environment. 
Tangibles Cleanliness of the building. 
Understand the Getting caring and individual attention. 
customer 

5.2.2 Service Quality Importance in AH Service Industries 

ENTHU2 
EFFICI 

ORGANISE 
FLEX 

INDNI 
FEEl 
FEE2 

RANGE 
ADDITION 

COMPENSA 
RESPONSI 

STANDARD 
RECORDS 
ONTIME 
DEPEND 

FIRSTIME 
HELP 

SYMPA 

SAFETY 
COMFORT 
FACILITI 

DRESS 

MATERIAL 

ENVIRONM 
CLEAN 

ATTENTIO 

The service quality importance scores of each dimension are the mean of the 

relevant service attributes [dimension = mean (service attributes)] .  The number of 

service attributes that generate each dimension varies from one to seven 

depending on different dimensions. Only three dimensions - competence, 

credibility and courtesy - use a single item measurement in four service industries, 

because their definitions and measurement of these dimensions are well 

documented in the service quality literature, and no major debate has emerged on 
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their nature. Cronbach' s  alpha were calculated to test the internal reliabilities of 

each dimension. Table 5 . 1 1  indicates the mean scores, standard deviations, 

number of items in each dimension, and Cronbach' s a across all service 

industries. Price/value does not appear in A&E sector, therefore, only 500 valid 

cases were calculated in this service dimension. 

T bl 5 1 1  S a e erv1ce ua 1ty 1po ance m IX Q rt Im rt . All s ·  S erv1ce Ind ustnes 
Service Quality Dimensions M3 SD

4 Item No. a.
5 

Competence 8 .59 1 . 83 1 -2 NIA 
Security 8 . 57 1 .75 2 .837 
Responsiveness 8 . 39 1 .7 1  2 . 828 
Efficiency 8 . 1 2  1 .80  2 . 840 
Reliability 8 .06 1 .84 5-7 . 895 
Credibility 8 . 06 1 .8 1  1 -2 NIA 
Courtesy 8 .00 1 .89 1 -2 NIA 
Communication 7.94 1 .76 2-4 .801 
Price/value* 7.93 2.32 0-2 NIA 
Understanding the customer 7.63 2 . 1 7  2 .832 
Flexibility 7.54 1 .96 2 .840 
Commitment 7 .42 2 . 1 3  2 . 861  
Accessibility 7 .4 1 1 .92 4-5 . 807 
Tangible 7.29 1 .86  5 . 854 
Recovery 7 .09 2 .44 2 . 808 
Product Range 6 .78 2 .24 2 . 820 
* n = 500, all other dimensions n = 600. 

All valid Cronbach a were above . 800, therefore, all dimensions are reliable for 

further analysis. Competence and security are the most important two dimensions 

overall. Consumers require a service provider to have sufficient knowledge about 

their services, not only in professional services, i .e .  doctors and lecturers ,  but also 

in other less skilled jobs, e .g. waitresses . The mean score of the security 

dimension is  0.02 less than competence but it has a narrower standard deviation. It 

was expected that items such as ' safety of the flight ' ,  'hygiene of the food' and 

' safety of the treatment during the procedure in A&E' would be rated very high by 

consumers . Surprisingly, the safety score in the university, church, and insurance 

3 M - Mean 
4 SD - Standard Deviation 
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services are considered as important as in airline, restaurant and A&E by 

consumers. Security, however, is the dimension that consumers can only make a 

limited judgement about, they only can assume that food in the restaurant is 

hygienic, flight is safe, etc . 

The importance of reliability is the dimension that appears to have most 

disagreement in the literature and the results in this research. The findings did not 

support the proposition made by PZB ( 1988) that reliability is the most important 

and critical driver in all service industries, as reliability only ranked number sixth 

on the importance table. Nevertheless, the findings from this research were 

supported by the studies conducted by Mathews (1 995, 1 996c, 1 997) in the fast 

food restaurant sector, that security, not reliability, is the most important 

dimension. Blanchard and Galloway ( 1 994) argued that responsiveness was the 

most important dimension in banking sector, and reliability was the least 

important dimension. Mathews ( 1 996) proposed that the above difference was 

caused by the culture factor between USA and the UK and the composition of 

SERVQUAL exaggerates the rating on reliability by underplaying other 

dimensions that are critical to a service. Nevertheless, the service industry 

selection, dimensions and measuring instrument used in this study are different 

from the standard SERVQUAL measurement. 

Product range is the least important dimension in all service industries with a 

relatively wide standard deviation. This supports the findings of Ennew et al 

( 1 993) in banking sector that product range is not perceived as very important. 

This reflects the wide choice of the service provider in the market. Consumers 

care about the quality of the service rather than how many service products are on 

offer. If one service organisation does not provide the service they are looking for, 

consumers can simply shop around for other service providers. 

5 
ex. - Cronbach a 
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5.2.3 Service Quality Importance in Each Industry 

Table 5 . 1 2  presents the importance of service quality dimensions in each service 

industry (sorted by alphabetical order of dimensions), and Table 5 . 1 3  

demonstrates the number and range o f  Cronbach a o f  these dimensions. It 

indicates that 9 1 . 6% of  the dimensions have an a higher than . 700. According to 

Litwin ( 1 995), levels of .70 or more are generally accepted as representing good 

reliability and validity. Furthermore, virtually all (98%) of the Cronbach a scores 

for the dimensions are higher than .600, therefore, it is proven that the dimensions 

developed for this research are reliable and valid. Despite the relatively high 

proportion of two item scales which are often difficult to achieve high reliability 

in these results they perfom1 well . It should be noted that the reported values for 

the two item scales is the correlation coefficient. 
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T bl 5 1 2  S a e erv1ce ua 1 :y po Q n rm rt ance m ac . E h S  erv1ce Ind t us ry 
Dimensions University A&E Motor Insurance Airline Restaurant Church 

M SD a M SD a M SD a M SD a M SD a M SD a 

Accessibility 7 .42 1 . 8 1  .8345 8 . 7 1  1 .42 . 855 5 7 . 1 8  1 .67 .7354 7.65 1 .50 .7344 7.80 1 .33  .7705 5 .67 2.25 . 8385 

Commitment 7 .25 2.07 .8282 8 . 1 4  1 .67 .9042 6 .39 2 .29 . 8752 7.46 2 .05 . 8882 7.66 1 . 85 .7242 7.65 2 .4 1  . 8732 

Communica- 7 .97 1 .63 . 80 1 3 8 . 36  1 .3 7  . 8674 8 . 36  1 .36  . 8 1 93 8 .24 1 .45 .683 3 7 .89  1 .54 .7002 6 .83 2 .47 .9072 

tion 
Competence 8 .84 1 .68 .8752 9.42 1 .07 . 85 1 2 8 . 73 1 .3 7  NIA 8 . 83  1 .79 NIA 8 .06 1 .63 NIA 7 .64 2 .56 NIA 

Courtesy 7.74 2.02 .9492 7 .82 1 .77 .9582 7.96 1 .56  NIA 8 . 1 6  1 .5 9  NIA 8 .72 1 .3 1  NIA 7 .6 1  2 .64 NIA 

Credibility 8 .26 1 .79 .9 1 82 8 . 1 3  1 .59 . 9452 7 .68 1 . 85 NIA 8 . 1 3  1 .48 NIA 8 .4 1  1 .36  NIA 7.77 2 .5 1 NIA 

Efficiency 8.05 1 .63 .73 1 2 8 .69 1 .24 .6952 8 .42 1 .42 . 8202 8 .50 1 .3 8  .7602 8 .45 1 .3 1  .7782 6.59 2 .60 .90 1 2 

Flexibility 7 .58  1 .86 .7242 8 . 1 2  1 .50 . 8 1 82 7 .94 1 .65 . 8 1 72 7 .39 1 . 87 . 8442 7 .86 1 .64 .7962 6 .35 2 .57 .9002 

Price/Value 8 .09 2 . 1 1  . 8702 
NIA NIA NIA 8 . 83 1 .40 .7832 8 .54 1 . 54 .7952 8 .73 1 .28 .7582 5 .47 2 .94 .9042 

Product Range 7.72 2 .02 .77 1 2 7.05 2.05 .7562 6 . 80 2.09 .8352 6.67 2.06 .8862 7.25 1 .65 .5092 5 .20 2 .65 .9 1 72 

Recovery 7.00 2 . 1 7  .7822 7 .45 2 .08 .6392 7.90 1 .77 . 8352 7.89 1 . 80 .7372 7.83 1 . 85 .6542 4.47 2 .88  .8532 

Reliability 8 .29 1 .62 .903 5 8.70 1 .3 1  . 8775 8 . 56  1 .33  .88 1 5 8 .46 1 .22 . 8087 8 .03 1 .49 .7875 6.28 2 .58 .9295 

Responsive- 8 .40 1 .72 .70 1 2 8 .60 1 .46 . 8942 8 .33  1 .47 . 8332 8 .55 1 .44 .72 1 2 8 . 38  1 .53 . 8492 8 .06 2.42 .9 1 82 

ness 
Security 8 .4 1  1 .78 . 8 1 22 8 .73 1 .49 .7592 8 .34 1 .37  . 8332 9. 1 7  .90 . 3872 9.25 1 .04 . 6922 7.53 2 .71  .9202 

Tangible 7.3 8 1 . 5 1  . 8265 7 .85 1 .47 . 8 1 45 6 .55 1 .96 .8765 7.59 1 .48 .7925 8 .2 1  1 .32 .8205 6.20 2 .38 .9085 

Understanding 7.75 1 .95 .7932 8.29 1 .70 . 8232 7.9 1 2 .07 . 8542 7.67 1 .73 .7962 7 .88  1 .95 .7822 6.3 1 2 .88  .9022 

the customer 

a, - number of items as superscripted; note : for 2 item scales, correlation coefficient is reported 

170 

http:Responsive-8.40
http:Communica-7.97


Table 5 . 1 3  Number and Range of Cronbach a. of Service Quality Dimensions 
a. ran2e No. of a. % Accumulated % 

.900 < = a <  1 .00 1 6  1 9 .3  1 9 .3 

. 800 < = a. < .900 35  42.2 6 1 . 5  

.700 < = a. <  .800 25 30 . 1  9 1 .6 

.600 < = a <  .700 5 6 .0 97.6 
a < =  .600 2 2.4 1 00 .0 

The following table (5 . 1 4) summarises the ranking of service dimensions in each 

industry. It indicates that the important and relatively unimportant service quality 

dimensions are different in each service industry. 

T bl 5 1 4  R nk" a e a mgs o f S  erv1ce ua 1tv 1mens1ons m ac Q r n-
. 

E h S  erv1ce In dustry 
Service Quality Service Industry Grouo Total 

Dimensions u AE MI AI R C Score 
Competence 1 1 2 2 8 4 1 8  
Security 2 2 6 1 1 6 1 8  
Responsiveness 3 6 7 3 6 1 26 
Efficiency 7 5 4 5 4 8 33  
Reliability 4 4 3 6 9 1 1  37  
Credibility 5 1 0  1 2  9 5 2 43 
PriceNalue 6 1 6  1 4 2 1 4  43 
Communication 8 7 5 7 1 0  7 44 
Courtesy 1 0  1 3  8 8 3 5 47 
Understanding the 9 8 1 0  1 1  1 1  1 0  5 9  
customer 
Accessibility 1 3  3 1 3  1 2  1 4  1 3  68 
Flexibility 1 2  1 1  9 1 5  1 2  9 68 
Commitment 1 5  9 1 6  1 4  1 5  3 72 
Tangible 14 1 2  1 5  1 3  7 1 2  73 
Recovery 16  14  1 1  1 0  1 3  1 6  80 

Product Range 1 1  1 5  1 4  1 6  1 6  1 5  87 

Competence i s  the most importance service quality dimension in university and 

A&E services, it is  probably counted for the fact that these two are professional 

services. In addition, in tenns of the service attributes in the competence 

dimension, skill l (knowledge and skills of lecturers and doctors) is more 

important than skil12 (knowledge and skills of support staff and nurses) . Security 
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is not only the most important service dimension in airline (with .90 standard 

deviation) and restaurant, but also the second most important dimension in 

university and A&E. 

Competence and security are the most important two dimensions in A&E sector, 

which might be important in all health care sectors. Accessibility is the third most 

important dimension in A&E, because of its high emergency level . The rank of 

reliability is not the highest in all service industries; 4th in university and A&E; 

3rd in motor insurance; 6th in airline; 9th in restaurant and 1 1  th in church. This 

finding did not support the notion of PZB (1 992), that reliability is the most 

important dimension in all service industries (as discussed in 5 .2 . 1 ) .  

Price/value appeared to  be  the most important dimension in motor insurance, 

because financial service usually involves adding value to a product or getting a 

return from an investment. This finding supports the research conducted by Ennew 

et al ( 1 993) that price/value elements are very important in banking sector, 

although they also argued that price/value is also a main area of mismatch between 

supply and demand. The research conducted by Blanchard and Galloway (1 994) 

suggested responsiveness is the most important dimension in the retail banking 

sector. Their research, however, used the SERVQUAL instrument and did not 

include a price/value dimension. As price/value is a relatively 'new' dimension 

that has been neglected by most service quality research, it is worth emphasising 

its importance in financial sector. 

The ranking of service quality importance in church appeared to be very different 

compared with other industries. The most important three dimensions of church 

are responsiveness, credibility and commitment respectively. Churchgoers are 

concerned about being treated sympathetically and reassuringly when they have a 

problem, together with the enthusiasm, helpfulness, caring and sensitivity of the 

priest. Recovery, product range and price/value are the three least important 

dimensions in church. These factors can be explained in that churchgoers do not 
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expect priests to make a mistake and the chance of priests making mistakes is not 

very high. The activities churches offer are fairly standard and churchgoers usually 

go to one specific church in the community for social gathering. Finally, 

churchgoers pay whatever they can afford to the church and in special occasions, 

e .g.  wedding and funeral, cost is usually a less important element for churchgoers. 

Product range is the least important dimension in restaurant and airline, the rank is 

also low in church and A&E (1 5), motor insurance ( 1 4) ,  and university ( 1 1 ) .  

Consumers appear to  be looking for a wide range of  restaurants or  airlines rather 

than one service organisation that offers all kinds of food or routes . The ideal 

situation for consumers may be that there are many services in one service 

industry to choose from but where one service organisation specialises in one 

specific service variety. 

5.2.4 Comparative Analysis of Each Service Quality Dimension Across the 

Six Service Industries 

Regarding each service quality dimension, consumers ' perceptions of service 

importance would vary according to different service industry. For the 

convenience of presenting the results, all service industries are coded into group 

abbreviation (Table 5 . 1  ), and the * symbol indicates significant difference 

between two groups.  The comparative analysis of the importance of each service 

quality dimension across 6 service industries is as follows. 

Table 5 . 1 5  Accessibility in 6 Service Industries 
Mean Industry u AE MI AI R C 
8 .7 1  AE 
7 . 80 R * 

7.65 AI * 
7 .42 u * 
7 . 1 8  MI * 

5 .67 C * * * * * 

F = 34. 8 P = .000 
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Emergency is one of the detem1inants of how important accessibility is in a 

specific service. Hospital emergency service - A&E has the highest score for 

accessibility, while church has the lowest score because it usually is not an 

emergency service. Furthermore, these two sectors are significantly different from 

all other service industries. 

Table 5 . 1 6  Commitment in 6 Service Industries 
Mean Industry u AE MI AI R C 
8 . 1 4  AE 

7.66 R 

7 .66 C 
7 .46 AI 
7 .25 u * 

6 .39 MI * * * * 

F = 8 .03 P = .000 

A&E has the highest commitment score, as A&E involve the actions of doctors 

and nurses towards patients' bodies, thus, patients require doctors and nurses to be 

sensitive and caring. On the other hand, insurance company offers simple, 

standard service encounter, thus, commitment is not very important for 

consumers, and it is significantly different from most of the service industries. 

Table 5 . 1 7  Communication in 6 Service Industries 
Mean Industry u AE MI Al R C 
8 . 36  MI 

8 . 36  AE 

8 .24 AI 

7 .97 u 

7 .89 R 

6 . 83 C * * * * * 

F = 1 1 .9 P = .000 

Communication appears to be most important in motor insurance companies. 

Consumers require insurance agents to explain clearly about insurance policy, as 

hidden costs and vague insurance terms might be the factors contributing to 

dissatisfaction. A&E also has a very high communication score, this might be 

because patients require a detailed explanation about the problem without 
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technical jargon being used. Church has the lowest communication score, and it is 

the only sector significantly different from all other industries, it could be because 

the nature of communication method used in church is different from all other 

sectors . 

T bl 5 1 8 C  a e ompe ence m t . 6 S erv1ce Ind ustnes 
Mean Industry u AE MI AI R C 
9 .42 AE 
8 . 84 u 
8 . 83 AI 
8 . 73 MI 
8 .06 R * * * 

7 . 64 C * * * * * 

F = 1 3 .2 P = . 000 

Both A&E and university have the highest competence scores, probably because 

they are professional services. Both church and restaurant are significantly 

different from all other sectors, the low competence scores probably resulting 

from the non-professional and low credence characteristics in restaurant and 

distinct service nature in church. 

T bl 5 1 9 C  a e . 
6 S ourtesy m erv1ce Ind t us nes 

Mean Industry u AE MI AI R C 
8 .72 R * 

8 . 1 6  AI 
7 .96 MI 
7 . 82  AE * 

7.75 u 
7 .61  C * 

F = 4.58 P = .000 

Restaurant has the highest courtesy score, and it is significantly different from 

university, A&E and church sector, because of its hospitality nature of service. It 

is indicated that courtesy of waiters or waitress i s  the main component of a 

pleasant dining experience in the restaurant. 
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T bl 5 20 C d"bT . 6 S Ind a e re 1 1 1ty m erv1ce ustnes 
Mean Industry u AE MI AI 
8 .41  R 
8 .26 u 

8 . 1 3  AE 
8 . 1 3  AI 
7 .77 C 
7 .68 MI 

F = 2 .46 P = .032 

R C 

Motor insurance service has the lowest score of credibility, this might be because 

consumers would perceive very enthusiastic insurance agents as making 

exaggerated sales claims. Furthermore, there is no significant difference among all 

service industries in terms of credibility. 

Table 5 . 2 1  Efficiency in 6 Service Industries 
Mean Industry u AE MI AI R C 
8 .69 AE 
8 .50  AI 
8 .45 R 
8 .42 MI 
8 .06 u 

6 .59 C * * * * * 
F = 2 1 . 9 P = .000 

Efficiency dimension can be linked with emergency factor. In A&E, patients 

require a fast, efficient service because of its high emergency level. With the 

church having no emergency factor involved, efficiency is rated lowest and 

significantly different from all other sectors. 

T bl 5 22 Fl 'b T . 6 S a e ex1 1 1ty m erv1ce Ind tri us 
Mean Industry u AE MI AI 
8 . 12  AE 
7 .94 MI 
7 .86  R 
7 .58 u 

7.39 AI 
6 . 35  C * * * * 

F = 1 1 .5 P = .000 

es 
R C 

* 
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A&E has the highest flexibility score. Because each patient would have a variety 

of problems in different circumstances, therefore, consumers require A&E to have 

a flexible service for patients' specific needs. Church has the lowest score on 

flexibility and is significant different from all other services, as church has the 

characteristic of offering fairly standard services. 

Table 5 .23 Price/Value in 6 Service Industries 
Mean Industry u MI AI R C 
8 .83  MI 
8 .73 R 
8 .54 AI 
8 . 1 0  u 

5.47 C * * * * 
F = 5 1 .7 P = .000 

Financial service has highest score on price/value, as consumers will get peace of 

mind from any insurance company, but the cost of premiums might vary. Church 

has the lowest price/value score and is significantly different from all other 

sectors, as less charge is involved in church service, and some even argued the 

existence of price/value in church sector (see section 6 .7 . 1 )  . 

T bl 5 24 P d t R a e ro UC 
. 6 S ange m erv1ce Ind t us nes 

Mean Industry u AE MI AI R C 
7.73 u 

7.26 R 
7.05 AE 
6 . 8 1  MI * 
6.67 AI * 
5 .2 1  C * * * * * 

F = 1 6.6 P = . 000 

Product range is the least important dimension in most service industries ( section 

5 .2 .3), in addition, the university and church sectors are significantly different 

from each other and from other sectors. This might be because these two sectors 

are usually perceived as relatively standard and traditional services compare with 

other sectors. 
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T bl 5 25 R a e ecover . 6 S l ln erv1ce Ind ustnes 
Mean Industry u AE MI AI R C 
7 .90 MI * 

7 .90 AI * 

7 . 83 R 
7.45 AE 

7 .00 u 
4.47 C * * * * * 

F = 39 .2 P = . 000 

Recovery is ranked low in most service industries (as discussed in 5 .2 .3) .  The 

importance of recovery can be linked to the chances and consequence of service 

failure, and the worst case scenario that might occur in that service. Service failure 

in motor insurance will cause financial loss for consumers, and in airline it might 

refer to a life-threatening situation, therefore, recovery is rated as most important 

in these two sectors, and significantly different from university. The worst case 

scenario in university would not lead to life-threatening situation. In church 

service, consumers usually do not expect priests to bury people in the wrong 

grave, or to marry the groom to the wrong bride. The low ranking of recovery may 

also be explained by consumers ' preferring not to have the service provider 

making mistakes in first instance. These distinguishing characteristics contribute 

to the significant difference of church with all other service sectors . 

T bl 5 26 R r bT . 6 S a e e ta 1 1ty m erv1ce Ind tri us 
Mean Industry u AE MI AI 
8 .70 AE 

8 . 56  MI 
8 .46 AI 
8 .29 u 
8 . 03 R 
6 .28 C * * * * 

F = 29 .3  P = . 000 

es 
R C 

* 

Reliability is more important in A&E than in other industries, because A&E 

involves operations, surgeries, medical treatment and actions to patients' bodies. 

As discussed in the recovery dimension, consumers perceive less chance of church 
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service failure and offer 'umeliable' service, therefore, church has the lowest score 

and is significantly different from other service sectors . 

T bl 5 27 R a e . 6 S espons1veness m erv1ce Ind ustnes 
Mean Industry u AE MI AI R C 
8 .60 AE 

8 .55  AI 
8 .40 u 
8 . 38  R 
8 . 34 MI 
8 .06 C 

F = 1 .25 P = .286 

In all service sectors, responsiveness was rated relatively quite important (section 

5 .2.2) and there i s  no significant difference observed among any two groups .  

T bl 5 28 S a e t 
. 6 S ecun ty m erv1ce Ind ustnes 

Mean Industry u AE MI AI R C 

9 .25 R 
9 . 1 7  AI 
8 . 74 AE 

8 .41 u * * 

8 .34 MI * * 

7.53 C * * * * * 

F = 14 .6 P = .000 

Surprisingly, restaurant has the highest security score, consumers are concerned 

most about safety and hygiene of the food in restaurant. The safety of the airline is 

also rated very high. Therefore, these two sectors are significantly different from 

most services in terms of  security. The stable, safe environment of church sector, 

contribute to its lowest security score and significantly different from all other 

service sectors. On the other hand, security dimension is usually implicit and 

unable to be measured by consumers. 

1 79 



T bl 5 29 T 'bl . 6 S Ind a e angi e m  erv1ce ustnes 
Mean Industry u AE MI AI 
8 .2 1  R 
7 . 85  AE 
7 . 59  AI 
7 .38  u 
6 . 5 5  MI * * * 

6 .20 C * * * 

F = 20.2 P = . 000 

R C 

* 

* 

* 

Restaurant has the highest score on the tangible dimension, as it is the only service 

industry that produces a tangible product - a meal - and it has most tangible 

elements involved. Both insurance and church have the lowest tangible scores and 

are significantly different to each other and all other service sectors, as these two 

sectors offer highly intangible service with the least tangible elements involved, 

and most consumers prefer to purchase motor insurance on the phone (see section 

5 .3 .4) . 

T bl 5 30 U d a e n erstan mg t e customer m d' h . 
6 S 

Mean Industry u AE MI AI 

8 .29 AE 
7 .9 1  MI 
7 .88  R 
7 .75  u 
7 .67 AI 
6 .3 1 C * * * * 

F = 1 0. 8  P = .000 

erv1ce Industries 
R C 

* 

A&E has the highest score on understanding the customer, because patients would 

still like to get individual attention about their problems. Church has the lowest 

score and is significantly different from all other service sectors, because of its 

distinct service delivery method. 

Some researchers criticised that process and output quality is lacking in 

SERVQUAL dimensions (e.g. Buttle 1 996). Higgins et al ( 1 99 1 )  however, argued 

that process and output quality implicitly exists in other dimensions, for example, 
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output quality exists in reliability, competence and security. In order to compare 

the direct measure with manually calculated measure, this research not only 

examined the process and output quality developed by Lehtinen and Lehtinen 

( 1 986) ,  but also analysed statistically generated process and output quality 

(Higgins et al 1 99 1 ), they are process l  and outputl quality. 

Output l = mean (Reliability, Competence, Security) 

Process l  = mean (Accessibility, Commitment, Communication, Competence, 

Courtesy, Credibility, Efficiency, Flexibility, Price/value, Product range, 

Recovery, Reliability, Responsiveness, Security, Tangibles, Understanding the 

customer) 

T bl 5 3 1  P a e rocess ua 1tv m Q r · 6 s erv1ce Ind ustnes 
Mean Industry u AE MI AI R C 
8 . 88  AE 
8 .68 R 
8 . 59  u 

8 . 38  AI 
7 .79 MI * * * 
7 . 5 1 C * * * * 

F = 7 .94 P = . 000 

T bl 5 32 P a e rocess I Q  rt . 6 S  ua icy m erv1ce Ind tri us es 
Mean Industry u AE MI Al R C 
8 .27 AE 
8 . 1 5  R 
8 . 06 AI 
7 .89 u 

7 .87 MI 
6 .60 C * * * * * 

F = 1 9 . 5  P = . 000 

The mean score sequence of process and process l  quality are similar. The overall 

experiences in A&E and restaurant are more important for consumers compared 

with other services industries. It is indicated that the process quality in insurance 

sector is significantly different from most other service sectors, as the service 

process in insurance sector is dominated by telesales method. Both process and 
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process 1 quality indicated that the church sector has the lowest score and it is 

significantly different from all services because the different ' service process ' 

compared with others. 

a e T bl 5 33 Output Q uality in 6 Service Industries 
Mean lndustrv u AE MI AI R C 
9 .49 AI 

9 .43 R 
9 .29 AE 
9 . 1 1  MI 
8 . 9 1  u 
7.76 C * * * * * 

F = 14 .6  P = .000 

a e T bl 5 34 0 utput I Q  l' . 6 S  ua 1ty m erv1ce Ind ustries 
Mean lndustrv u AE MI Al R C 
8 .95 AE 
8 . 82 AI 

8 .54 MI 
8 . 5 1 u 
8 .45 R 

7 . 1 5  C * * * * * 

F = 20. 1 P = .000 

The results of output quality versus outputl  quality did not match each other 

entirely. Prompt and safe arrival is  the most important dimension in output quality 

and no. 2 in output l quality. On the other hand, the results of the treatment in 

A&E is the most important one ouputl quality but rated no . 3 in output quality. 

Restaurant is the industry had the largest difference, it was rated no . 2 in output 

quality but no . 5 in outputl quality. Both output and outputl quality, however, 

agreed that the output quality in church sector was the lowest and significantly 

different from all other sectors, as the output of the church sector is the most 

difficult one to measure. 

All the mean scores in all 6 industries of process l  or output l  are lower than 

process and output quality. It can be explained that consumers might perceive a 

single item different from divide it into sub-dimensions. 
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a e T bl 5 35  C orporate Ima e m 6 Service Industries 
Mean Industry u AE MI AI R C 
8 .0 1  AI 
7 .85 MI 
7.80 R 
7 .25 u 

7.21 AE 
5 .92 C * * * * * 

F = 12 .0 P = .000 

In terms of corporate image, the reputation of airlines is the most important for 

consumers. The reputation of insurance companies and restaurants would also 

influence consumers' service quality perceptions . Again, with the extraordinary 

long-term reputable and well known image of the church, it is significantly 

differently from all other sectors. 

Section Summary 

It i s  indicated that each service quality dimension has different weightings in 

different service industries. Except credibility and responsiveness, all dimensions 

involve some significant variances from one industry to another. Church sector 

observed most significant difference with all others sectors, which confirmed 

hypothesis 1 5  for further testing (see section 5 .4). Manual generated process l and 

output ! quality were also introduced, and they would participate in further 

analysis. 

5.3 The Impact of Experience on Consumers' Perceptions of Service 

Quality Importance 

This section aims to achieve objective 3 (as discussed in 1 .3) ,  to explore the 

impact of experience on consumers' perceived service quality importance in 

different service industries. Experience is agreed in both the service quality and 

customer satisfaction literature to be one of the major influences in the formation 

of expectations . Therefore, many scholars have hypothesised that different levels 
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of experience held by consumers' must have an impact on their perceptions and 

service quality norms. 

A small number of studies have researched the impact of experience on consumer 

b ehaviour and service quality norms, e .g . ,  Roest and Peiters ( 1 999), PBZ ( 1 99 1 ), 

Gardial et al ( 1 994) ,  Johnson and Mathews ( 1 996, 1997), Hoch and Ha ( 1 986), 

ZBP ( 1 993), Cadotte et al ( 1 983), Bigne et al ( 1 997), Gwynne et al ( 1998, 1 999) 

and Oliver ( 1 977) . Different findings were presented by these  researchers, and no 

clear picture has emerged on the relationship between experience and service 

quality norms. As most of the research only examined the impact in single 

industries one possible explanation for differences in result is that experience 

impacts are materially influenced by the service context. The aim of this section 

is to investigate the impact of experience on consumers' perceived service quality 

importance ratings across a wide range of service industries. 

In order to gather together current thinking on the issues concerned and given the 

limited amount of work in the area it i s  necessary to draw from a wider literature, 

including expectations and customer satisfaction (the close relationship between 

expectations and importance were discussed in section 2.4.4) .  

5 .3 . 1  The Impact of Experience on  Expectations and quality norms 

Experience - the customer' s  previous exposure to service that is relevant to the 

focal service - was agreed as one of the important antecedents of both predictive 

and desired expectations (Scott and Yalch 1 980;  Smith and Swinyard 1 983 ;  ZBP 

1 993 and Cadotte et al 1 987) . PBZ ( 1 99 1 )  claimed that more experienced 

consumers generally have higher norms, arguing that experts have more to 

compare with. Goldsmith et al ( 1 994) suggested that frequent users in travel 

agencies are more knowledgeable. ZBP (1 993) further noted that the service 

experiences relevant for prediction can involve previous exposure to the focal 

firm's service (e.g. , the XYZ Hotel) , to other firms in the industry (other hotel 

chains), or exposure to any service firm (e.g . ,  department store or banks). In 
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addition, they argued that a positive relationship exits between levels of past 

experience with a service and the levels of desired service and predicted service. 

In addition, in advertising literature (e.g. , Watson' s ( 1 925) Stimulus-Response 

theory, Chisnall 1985  and Tellis 1988) demonstrated that repetitive advertising 

does lead to improved awareness and brand perception, particularly for individuals 

with high brand loyalty. Therefore, Johnson and Mathews (1 997) proposed that in 

the services context, repeated exposure to service encounters may well lead to 

increased expectations. Furthermore, Oliver (1 977) hypothesised that the 

disconfirmation experience will significantly contribute to the variance in post

exposure evaluations beyond that explained by level of expectations 

Although PZB ( 1 985) indicated in the initial formulation of their service quality 

model that expectations could be influenced by previous experience, individual 

needs and word-of-mouth communication, and have reiterated the role of 

experience (PZB 1 99 1 ,  1 994), little research has been done into the factors that 

condition consumer expectations . 

Cadotte et al ( 1 983) noted the impact of experience in branding. They argued that 

consumers, from their experiences, develop expectations about the level of 

performance that they should receive from a brand. Furthermore, experience with 

competing brands ( and product types) can influence comparison standards, and 

"prior experience places a bound on the performance that a consumer feels he/she 

should receive or expect from a brand" (p. 50). In 1 987, Cadotte et al further 

argued that knowledge of the results given by a brand, whether the favourite, the 

last one bought, or the most popular, or of a group of similar brands, is what 

determines expectations. 

Mathews (1994) noted that experience is important in strengthening expectations 

and suggested that consumers have more confidence in these (predicative) 

expectations. The empirical study of Johnson and Mathews (1 997) confirmed that 
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experience would increase 'will' expectations and if these 'will '  expectations 

represent the confidence customers have in their next visit. This may explain any 

increase in perceptions when they do visit (as suggested by Boulding et al , 1 993) . 

They conclude that experience plays a significant role in 'will ' expectation 

formation and that these represent a realistic prediction of service quality being 

strongly influenced by previous service encounters. 

The longitudinal research in banking conducted by Gwynne et al ( 1 998, 1 999) also 

argued that some change in will expectations over time may be a product of past 

service experiences. In terms of satisfaction, cross time period effects were 

important influences on consumer evaluations of quality. In addition, they 

suggested that customers experiencing one bad service experience are likely to 

allow this experience to influence their view of the service for at least one further 

time period. 

However, as noted previously, several empirical studies do not agree on this 

proposition. For example, experience has very little impact on normative ' should 

be'  expectations in fast food service (Johnston and Mathews 1 997), experience 

will not influence consumers ' evaluations of quality on all further time periods in 

the banking sector (Gwynee et al 1999). Furthermore, in both travel agents and 

the restaurant sector, frequency of visiting appears to have had significant impact 

on service quality norms according to the research of Roest and Pieters (1 999) 

and Bigne et al (1 997) .  

From the above discussions, the relationship between experience and service 

quality norms is rather unclear, and there is a gap in the literature for further 

investigating the specific impact of experience on consumers ' service quality 

perceptions in a wide range of service settings. Hence, in this section, the impact 

of experience on consumers' perceived service quality importance is investigated 

across all service quality dimensions and all six service industries. 
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Looking at experience, there are two methods that have been used in the literature, 

frequency of visit and recency of last visit. In this research, experience was 

defined by frequency of visit or usage forms. Each service industry has different 

classifications of experience frequency. Analysis of variance was used to explore 

the relationship between experience and service quality importance, and 

dimensions that has significant difference between any two experience groups are 

highlighted in font bold. 

5.3.2 University 

Table 5 . 36 . 1  presents the respondents' profile of experience level. Among 14 

respondents who were currently a student, 4 of them had higher than HNC/D 

qualification at the time being interviewed. 

T bl 5 36 1 D' t 'b . a e 1s n ut10n o 
Level of Experience 
non-experienced 
experienced 
currently a student 

fE  xpenence d G roup s in University Sector 
% Group 
45 1 
4 1  2 
1 4  3 

It is indicated that no two groups are significantly different at .05 level except 

recovery (Table 5 .36 .2) . Consumers who have experience perceive recovery much 

lower than consumers currently experiencing the service. 
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Table 5 . 36 .2 The Impact of Experience on Service Quality Importance m 
u .  . s mvers1ty ector 

Dimensions 

Accessibility 
Commitment 

Communication 
Competence 

Courtesy 
Credibility 
Efficiency 
Flexibility 
Price/value 

Product Range 
Recovery 
Reliability 

Responsiveness 
Security 
Tangible 

Understanding the 
customer 
Output 
Outputl 
Process 
Processl  

Corporate Image 

Group Mean 
1 2 3 

7.27 7 .39 8 .03 
7 .32 7 .04 7 .64 
8 .05 7 .72 8.40 
8 . 89 8 .59 9.43 
8 . 1 0  7 . 1 6  8 .32 
8 . 3 1 7 .9 1  9.07 
8 .26 7.70 8.46 
7 .89 7 . 1 2  7 .93 
8 . 0 1  7 .82 9 . 1 8  
7 . 87  7 .24 8 .68 
7.27 6.35� 8.04 
8 .27 8 .25 8 .49 
8 .40 8 .23 8 . 89 
8 .50  8 . 1 1 9 .00 
7 .40 7 .21  7 .80 
7 .78 7 .63 8 . 00 

8 . 7 1  9 .02 9 .21  
8 .55  8 .32 8 .97 
8 .69 8 .29 9. 1 4  
7.97 7 .59 8 .46 
7 .27 6 .98 8 . 00 

ffi Group 2 significantly different from Group 3 

F p 

.959 . 387 

.493 .6 12 
1 .02 .364 
1 .36  .262 
3 . 1 1 . 049 
2 .28 . 1 07 
1 .80  . 1 70 
2 . 1 5  . 1 22 
2 .30 . 1 05 
2 .95 .057 
3.96 .022 
. 1 1 5  . 892 
.768 .467 
1 .43 .245 
.79 1 .456 
. 1 89 . 828 

.543 .5 83 

.975 .3 8 1  
1 .24 .293 
2.0 1  . 1 40 
1 .22 .299 

Since almost all dimensions ( 1 8  out of 1 9) are not significantly different, it can be 

concluded that experience (have and have not been to the university) does not 

have a material influence on consumers' perceived service quality importance in 

university sector. 

5.3.3 A &E 

The experienced groups in A&E sector were divided into visited A&E as a patient 

only, as a visitor only, and as both patient and visitor (Table 5 . 37 . 1 ) .  
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T bl 5 37  1 o· t .b f a e lS TI U lOn 0 f E  xpenence d G  . A&E S roups m ector 
experienced non-experienced 

patient visitor both 
% 32 1 9  3 1  1 8  

Group 1 2 3 4 

There were only three service quality dimensions that indicated significant 

differences among different groups :  communication, reliability and output quality. 

In terms of communication, the perceptions of consumers who have never been to 

an A&E before (Group 4) are significantly different (much lower) than consumers 

who have visited an A&E as a patient (Group 1 )  and as both patient and visitor 

(Group 3) .  Reliability is different at . 0 1 0  level between Group 3 (visited A&E as 

both patient and visitor) and Group 4 (never been to an A&E before), group 4 

perceived reliability much lower than group 3 .  Finally, output quality is 

significantly different between visited A&E as a patient and have never been to an 

A&E before at .0 1 2  level . Again, the perception of importance of group 4 is much 

lower than group 1 .  

1 89 



Table 5 . 37.2 The Impact of Experience on Service Quality Importance in A&E 
Sector 

Dimensions Group Mean 
1 2 3 

Accessibility 8 .98 8 .75 8 . 8 1 
Commitment 8 .47 7 .89 8 .29 

Communication 8.70 8.25 8.67* 
Competence 9 .52 9 .26 9 . 50  

Courtesy 7 .95 7 .58  8 . 1 1 
Credibility 8 .22 7 . 53 8 .47 
Efficiency 8 .72 8 .66 8 .98 
Flexibility 8 .34 7 . 84 8 .39 

Product Range 6 .95 7 .29 7.00 
Recovery 7 .58  6 .58 7 .76 

Reliability 8.92 8.39 9 .12* 
Responsiveness 8 .73  8 .37 8 .97 

Security 8 . 8 1 8 . 79 8 .90 
Tangible 8 .22 7 .92 7 .72 

Understanding the 8 .69 8 .26 8 .26 
customer 
Output 9.69 9.1 1 9.48 
Ouputl 9 .08 8 .8 1 9 . 1 7  
Process 9 . 1 3  8 .74 8 .97 
Processl 8 .45 8 .09 8 .46 

Corporate Image 7 .44 6 .95 7 .06 
* Group 3 Significantly different from Group 4 
# Group 1 Significantly different from Group 4 

F p 
4 

8.03 1 . 83 . 1 46 
7 .56 1 . 39 .250 
7.33# 5.20 .002 
9.25 .423 .737 
7 .3 1 .97 1 .41 0 
8 .03 1 .45 .234 
8 . 1 7  1 . 70 . 1 7 1  
7 .53  1 . 75 . 1 63 
7 .06 . 1 1 3  .952 
7 . 58  1 .4 1 .243 
7.94 4.00 .010 
7.97 2 .09 . 1 06 
8 .25 .802 .496 
7 .33 1 . 52 .2 1 5  
7 .67 1 .42 .242 

8.44# 3.83 .012 
8 .48 1 .98 . 122 
8 .44 1 . 1 1  .3 5 1  
7 .80 1 . 9 1  . 1 34 
7 .33  .26 1 . 854 

From these results, it can be concluded that expenence would influence 

consumers' perceptions of service quality importance in communication, 

reliability and the 'macro ' output quality dimensions, and there is no impact of 

experience on all other service quality dimensions in A&E service. 

5.3.4 Motor Insurance 

Regarding motor insurance service, the experienced consumers were separated 

into used the motor insurance service 'on the phone' only, visited insurance 

company only ' in person' and experienced both. It is indicated that there is large 

portion of the population - 60% purchased or only purchased motor insurance on 

the phone, that is 85% of the consumers who used motor insurance. Purchasing 
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motor insurance on the phone has the advantage of easy, convenient, quick, 

efficient, and that consumers can compare the price of a large number of insurance 

companies in a short period of time. Telephone consuming is certainly going to be 

the dominating method of communication in motor insurance companies . 

T bl 5 3 8  1 D' t 'b f a e 1s n u 10n o f E  xpenence d G  . M  roups m otor In surance S ctor e 
experienced non-experienced 

on the phone in person both 
% 46 1 1  1 4  29 

Group 1 2 3 4 

F-tests indicated that significant differences exist m four service quality 

dimensions, i . e. reliability, responsiveness, tangibles and understanding the 

customers . Consumers who have used motor insurance by phone are significantly 

different compared with consumers who have never used motor insurance before 

in reliability and responsiveness. Consumers who have visited a motor insurance 

company in person perceived tangible much higher than consumers who visited a 

motor insurance company by phone, the two groups are significant at the 0.01 

level. Consumers who like to use motor insurance service by phone usually 

perceive the tangible aspect as less important. Finally, understanding the customer 

is significantly different between consumers who have used motor insurance 

service in person and consumers who have never used motor insurance before, 

Group 2 had much higher requirement than Group 4. 
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Table 5 . 38 .2 The Impact of Experience on Service Quality Importance in Motor 
Insurance Sector 

Dimensions Group Mean 
1 2 3 

Accessibility 7. 1 4  7 .77 7 .88 
Commitment 6 .47 7 .00 6.7 1 

Communication 8 . 3 1 8 .39 8 .64 
Competence 8 .70  9 .27 8 . 57  

Courtesy 7 .89 8 . 1 8  8 . 1 4  
Credibility 7 .65 8 .00 7.29 
Efficiency 8 . 57  8 .45 8 . 82 
Flexibility 8 . 1 1 8 .4 1  8 .25 
Price/value 9 .0 1 8 . 82 8 .75 

Product Range 6 .76 7.45 6 . 14  
Recoverv 8 . 1 1 8 . 1 8  8 .32 

Reliabilitv 8.88 8 .75 8.71 
Responsiveness 8.76 8.32 8.39 

Security 8 . 5 1 8 .77 8 . 1 4  
Taneible 6.04* 8.13 6.39 

Understanding 8.13 9.oo
+ 8.14 

the customer 
Output 9 .22 9 . 1 8  9.2 1 
Ouputl 8 .69 8 .93 8 .48 
Process 7 .78 8 .00 7 .93 
Process I 7 .94 8 .3 1  7 .96 

Corporate Image 7 .83 8 .09 7 . 1 4  
* 

Group 1 S1gmficantly different from Group 2 
+ Group 2 Significantly different from Group 4 
# Group 1 Significantly different from Group 4 

F p 
4 

6 .69 2.20 .093 
5 . 8 8  . 849 .471 
8 . 30  .236 . 871  
8 .66 .670 . 573 
7 .90 . 1 79 . 9 1 1 
7 .79 .3 5 5  .785 
7 .98 1 .48 .225 
7.34 1 . 93 . 1 3 0  
8 .57 .598 .6 1 8  
6 .95 . 869 .460 
7 .26 1 . 89 . 1 36 
7.91# 3.58 .017 
7.64# 3 .75 .014 
8 .00 1 . 3 1 .274 
6.83 3.98 .01 0 
7.03 3 .16 .028 

8 . 86  .501  .683 
8 . 1 9  1 .7 1  . 1 70 
7 .66 . 1 09 .955 
7 .55  1 .34 .265 
8 . 1 4  . 860 .465 

Therefore, it can be concluded that level of experience has limited impact on 

reliability, responsiveness, tangible and understanding the customers in motor 

insurance service. However, experience has no influence on consumers' 

perceptions of service quality importance across all other service quality 

dimensions . 

5.3.5 Airline 

In airline industry, respondents were classified into business and leisure traveller, 

as this may contribute to different perceived importance of service quality 

dimensions as the purpose of travelling and payment roles are different. 3% of 
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respondents take business trip only although 32% of respondents took both 

business and leisure trips (Table 5 .39 . 1 ) .  

T bl  5 39 1 n· t .b f a e lS n U 10n 0 f E  xpenence roups m ir me d G  . A r  S ector 
experienced non-experienced 

business leisure both 
% 3 53  32 1 2  

Group 1 2 3 4 

F-tests indicated that there are significant differences only in the dimensions of 

price/value and output l quality. Regarding price/value dimension, consumers who 

have no experience have significantly different perceptions from consumers who 

only took business trips and consumers experienced in both business and leisure 

travel. The perception of consumers who have no experience was significantly 

different from consumers who have experience of both business and leisure travel 

only in output l quality dimension. Therefore, only 2 dimensions within 21  

dimensions observed significant differences. This finding supported the empirical 

study on travel agents in Spain conducted by Bigne et al ( 1 997), that frequency of 

use, by both business and individual clients, have no significant differences 

between high, medium and low frequency users with regard to the quality of 

service. As Bigne et al ( 1 997) adopted the SERVQUAL model, dimensions 

price/value and outputl  were not included in their research. 
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Table 5 .39 .2 The Im.pact of Experience on Service Quality Importance in Airline 
Sector 

Dimensions Group Mean 
1 2 3 

Accessibility 7 .75 7.49 8 .06 
Commitment 6 .67 7 .56 7 .55 

Communication 7.00 8 .44 8 . 1 0  
Competence 7 .67 8.92 9.09 

Courtesy 9 .33 8 . 1 2  8 .09 
Credibility 9 .33  8 . 1 4  8 .03 
Efficiency 8 . 83  8 .46 8 .6 1 
Flexibilitv 7 .67 7 .49 7 .39 

Price/value 10.0  8.39 9.00* 
Product Range 7 .67 6 .94 6. 1 9  

Recoverv 8 .33  7.89 8 .00 
Reliability 9.24 8 .40 8 .7 1  

Responsiveness 9 .33 8 .42 8 .8 1 
Security 1 0 .0 9.03 9.4 1 
Tangible 8 .60 7.78 7 . 1 8  

Understanding the 9 .33 7 .5 1 7 .75 
customer 
Output 1 0 .0  9.37 9.72 
Ouputl 8.97 8.78 9.07* 
Process 7 .33 8 . 1 7  8 . 88  
Process l 8 . 55  8 .06 8 . 1 2  

Corporate Im.age 7.67 8 . 1 0  7 .63 
* Group 3 Significantly different from Group 4 
# Group 1 Significantly different from Group 4 

F p 
4 

6.96 1 .48 .226 
6 .33 . 8 1 2  .490 
7 .56 1 .69 . 1 74 
7 . 1 7  2 .55 .060 
8 .33  . 595 .620 
8 . 00 .7 1 7  .545 
8 . 1 7  .255 .858 
6 .25 . 8 1 7  .488 
6.83# 5.07 .003 
6.08 1 .3 3  .269 
7 . 1 7  .4 1 7  .741 
7 . 38  2 .60 .057 
8 .08 1 .03 . 382 
8 .92 2 .33 .079 
7 .43 1 .68 . 1 76 
8 .00 1 .20 .3 14 

9 . 1 7  .922 .433 
7.82 2.67 .052 
8 .33  1 .62 . 1 90 
7 .42 . 9 14  .437 
9 .33 1 .99 . 12 1  

There is a common phobia of  consumers using airline service, which i s  not 

applied to any other services, for example, few people are not ' afraid of using 

motor insurance or restaurant services . The ' stress level on the plane' is an 

irrational factor, but could be a crucial element to influence consumers' 

perceptions of service quality norms and decision making in airline service. 

Therefore, different level of stress was investigated and listed as follows, 70% of 

respondents did not experience a lot of stress while travelling on the plane (Table 

5 .40 . 1 ) .  
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Table 5 .40. 1 Distribution of Stress Level on the Plane in Airline Sector 
Stress Level % Group 

not at all 37  1 
a little bit 3 3  2 

quite 1 3  3 
very 5 4 
NIA 1 2  

F-test indicated that significant differences exist in competence, courtesy, outputl 

and process quality (Table 5 .40.2). Consumers 'not at all '  and ' a  little bit' stressed 

on the plane perceived competence as more important than consumers 'quite ' 

stressed on the plane. Consumers who were not at all stressed perceived courtesy 

as more important than consumers who are very stressed on the plane. Consumers 

who are quite stressed (Group 3 )  perceived outputl quality significantly lower 

than consumers who are not stressed at all did. Finally, consumers who are very 

stressed on the plane perceived process quality as significantly less important than 

all other groups of consumers. Interestingly, security and reliability did not 

indicate any difference among all 4 groups ,  it can be explained that all groups 

rated these dimensions very important already regardless their stress  level. 
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Table 5 .40.2 The Impact of Stress Level on Service Quality Importance in Airline 
Sector 

Dimensions Group Mean 
1 2 3 

Accessibility 7 .90 7 .63 7 .37 
Commitment 7 .59  7 . 89  6 .77  

Communication 8 . 50  8 .27 7 .72 
Competence 9.21 'll- 9 .15"" 7.46 

Courtesv 8.41# 8.30 7.54 
Credibilitv 8 .27 8 . 39  7 . 54  
Efficiency 8 .70 8 .76 7 . 80  
Flexibility 7 . 38  7 . 9 1  7 .08 
Price/value 9 .0 1  8 .29 8 .50 

Product Range 6 .76 7 .03 5 .77 
Recovery 8 .23 7 .83  7 . 58  
Reliability 8 .76 8 .48 8.24 

Responsiveness 8 .72 8 .47 8 .42 
Security 9 . 33  9 .09 9 .08 
Tangible 7.72 7 .7 1 6 .97 

Understanding the 7 .59 8 .00 7.46 
customer 
Output 9.73 9.27 9.23 
Ouputl 9.1 0'1' 8.91 8.26 
Process 8.61# 8.58" 8.15* 
Process l 8 .25 8 .20 7 . 58  

Corporate Image 7.98 8 . 1 2  7 .62 
I) Group 3 Significantly different from Group 4 
"' Group 2 Significantly different from Group 4 
# Group 1 Significantly different from Group 4 
'll- Group 1 Significantly different from Group 3 
"' Group 2 Significantly different from Group 3 

F p 
4 

7 .35 .6 1 9  .605 
6 .50 1 . 50  .22 1 
7 .67 1 .27 .290 
8.60 4.75 .004 
6.40 3.29 .024 
6 .60 3 .09 .03 1 
7 . 1 0  3 .77 .013 
6 .50 1 .43 .241 
8 .30 2 .05 . 1 1 2 
6 .80 1 .25 .298 
7 . 1 0  .942 .424 
7 .57 2 .03 . 1 1 5  
8 .30 .295 . 829 
8 .70 1 . 04 .379 
7 .24 1 .0 1  . 393 
6 .00 2 .05 . 1 12 

9 .80 1 .27 .290 
8.29 3.33 .023 
5.60 5.63 .001 
7 .30 2 .37  .075 
7.20 .6 1 7  .606 

Therefore, it can be concluded that level of experience will not affect consumers ' 

perceptions of service quality importance except for price/value and outputl 

quality dimensions. Consumers who have business trip experience (both groups 1 

and 3 )  would perceive price/value as more important than consumers who have no 

experience (group 4). Consumers who only take leisure trips (group 3) would 

perceive outputl quality as more important than consumers who have no 

experience (group 4). Consumers' stress levels on the plane would only affect 

their perceptions of competence, courtesy, outputl and process quality 

dimensions. 
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5.3.6 Restaurant 

Restaurant dining is a very common activity for most people, therefore, different 

experience level in restaurant were based on the frequency of visit . Four groups of 

experience are presented in Table 5 .41 . 1 .  

T b l  5 4 1  1 D '  t .b f a e lS n U 10n 0 fE xpenence d G  . R roups m estaurant s ector 
Level of Experience % Group 
Less than once a year or only on special occasions 23 1 
a few times a year 20 2 
once a month 28 3 

a few times a month to at least once a week 29 4 

Surprisingly, there are no significant different existing among all four group 

across all 1 9  dimensions (Table 5 .4 1 .2). Consumers who visited restaurant 

frequently did not perceive all quality dimensions as more important, neither did 

consumers who visit restaurant infrequently perceive any quality dimensions as 

less important. 
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Table 5 .4 1 .2 The Impact of Experience on Service Quality Importance m 
Restaurant Sector 

Dimensions Groun Mean F p 
1 2 3 4 

Accessibility 7 .9 1  7 .65 7.54 8 .06 . 884 .453 
Commitment 7 .59  8 . 1 0  7.27 7.79 . 858  .466 

Communication 7 .52 8 . 1 8  7 . 86 8 .02 .734 .534 
Competence 8 . 30  8 . 3 5  8 . 1 8  7 .55 1 .40 .249 

Courtesy 8 .74 8 .75 8 .79 8 .62 .082 .970 
Credibility 8 . 39  8 .60 8 .46 8 .24 .287 . 835  
Efficiency 8 . 57  8 . 30  8 .41  8 .50 . 1 65 .920 
Flexibility 8 . 1 3  7 .80 7 .77 7.78 .266 . 850 
Price/value 8 . 57  9 .33  8 . 70 8 .48 2 .00 . 1 20 

Product Range 7 . 54 7.25 7.34 6.95 . 588  .624 
Recovery 7 . 65 7 .60 7 .80 8 . 1 6  .465 .707 
Reliability 8 .02 7 .87 8 . 1 1  8 .08 . 1 09 .955 

Responsiveness 8 . 50  8 . 1 0  8 .27 8 . 57  .457 .7 1 3  
Security 9 .30 9 .38  9 . 1 0  9.24 .285 .836 
Tangible 8 . 72 7 .82 8 . 1 6  8 . 1 2  1 . 85  . 1 43 

Understanding the 8 . 00 8 . 05 7 . 82  7 .72 . 1 46 .932 
customer 
Output 9 .04 9 .80 9.46 9.45 1 .36 .260 
Ouputl 8 . 54 8 . 53  8 .46 8 .29 .287 . 835  
Process 8 . 6 1  8 .75 8 .79 8 . 59  . 1 07 .956 
Process l 8 .22 8 . 1 9  8 . 1 0  8 . 1 2  .065 .978 

Corporate Image 7 .96 7.20 8 .00 7.90 .706 . 55 1 

Therefore, it can be concluded that experience or the frequency of visit would not 

affect consumers' perceptions of service quality importance across all dimensions 

in the restaurant sector. This finding did not confirm the limited research in this 

field by Roest and Pieters ( 1 999) . They related frequency of visit to expertise, and 

argued expertise has an impact on the service quality norms consumers apply in 

purchase decisions, except for the quality dimension of access. In addition, their 

results also indicated that expertise is not significantly different across different 

restaurant categories .  The definitions and scales of expertise used by Roest and 

Pieters ( 1 999) were, however, very different from experience levels used in this 

study. On the other hand, Johnson and Mathews ( 1 997) noted that frequency 

would not affect ' should' expectations in fast-food restaurant setting. Therefore, 
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there might be some similarities between service quality importance and 

normative ' should' expectations . 

5.3. 7 Church 

1 2% respondents had never visit any church and 39% only visit church on special 

occasions or less than once a year, there were 20 % respondents visit church at 

least once a week (Table 5 .42 . 1 ) . 

a e IStn ution o T bl 5 42 1 D
. 

'b 
. 

Level of Experience 
no experience 

fE  xpenence d G  roups m urc . Ch h S  
% 

1 2  
Less than once a year o r  only on special occasions 39 
a few times a year 1 7  
once to a few times a month 1 2  
at least once a week 20 

ector 
Group 

1 
2 

3 
4 

5 

Seven service quality dimensions - commitment, communication, credibility, 

responsiveness, reputation, output and process quality - indicated the significant 

difference among five experience groups (Table 5 .42 .2). Consumers who visited 

church at least once a week perceive commitment, communication, credibility and 

responsiveness as more important than consumers who never visit church and 

those who visited church less than once a year or only on special occasions. 

Consumers who visited church a few times a year perceive credibility and 

responsiveness as more important than consumers who never go to church. 

Consumers who visited church once to a few times a month perceive 

responsiveness and output quality as more important than consumers who never 

go to church. Furthermore, consumers who visited church at least once a week 

perceive corporate image and process quality as more important than consumers 

who visit church less than once a year or only on special occasions. Finally, 

consumers who go to church at least once a week perceive output quality as more 

important than consumers who never go to church. 
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Table 5 .42.2 The hnpact of Experience on Service Quality Importance in Church 
Sector 

Dimensions Grouu Mean 
1 2 3 4 

Accessibility 4.72 5 .08 6.29 6.27 
Commitment 6.21 * 6.90* 7.97 8.67 

Communication 5.58* 6.1 8* 6.94 7.79 
Competence 6 .33 7.05 8 .29 8 .08 

Courtesy 6 .00 7.05 8 .06 8 .75 
Credibilitv 5.75* 7.13* 8.53◊ 8.33 
Efficiency 5 .25 5 .97 6 .88 7 .75 
Flexibility 5 .63 5 .78 6 .56 7.04 
Price/value 6 .00 5 .4 1 6 .50 5 .42 

Product Range 5 .2 1  4.67 4 .82 6.00 
Recovery 4.7 1 4.04 4.53 5 .46 
Reliability 4 .90 5 .69 6 .92 7.78 

Responsiveness 5.71 * 7.65* 8.21 ◊ 9.29� 
Security 6 .29 6. 9 1  7 .41 8 .79 
Tangible 4.90 5 .73 7. 1 5  6 .70 

Understanding the 5 .25 6. 1 0  5 .7 1 7 .83 
customer 
Output 6.oo* 7.28 7.35 9.17� 
Ouputl 5 . 84 6 .55 7 .54 8 .22 
Process 6.25 6.82* 7.53 8.50 
Process l 5 .5 3  6.08 6 .92 7 .50 

Corporate Ima2e 5.75 4.79* 6.76 6.50 
.. 

Group 1 Sigmficantly different from Group 5 
* Group 2 Significantly different from Group 5 
-{l- Group 1 Significantly different from Group 3 
>!< Group 1 Significantly different from Group 4 

F p 
5 

6 .5 1 2.59 .042 
9.13 5.27 .001 
8.1 8 3.76 .007 
8 .75 2 .80 .030 
8 .60 3 . 1 9  . 0 1 7  
9 .25 5.82 .000 
7.63 3 .02 .022 
7.28 1 .64 . 1 69 
4.43 1 .27 .289 
6 . 1 0  1 .35 .257 
4.50 .585 .674 
6 . 84 3 . 1 3  . 0 1 8  
9.40 6.70 .000 
8 .83 3 .21  . 0 1 6  
6 .77 2 .52 .046 
6.95 1 .79 . 1 37 

9.25 4.65 .002 
8 . 1 4  3 .64 .008 
9.00 3 .32 .014 
7 .45 3 . 1 8  .0 1 7  
7.15 2.77 .032 

It i s  clear that the more often a consumer visits church, the more likely he would 

perceive service quality dimensions as important. There is a clear ascending 

tendency from group 1 to 5 across almost all service quality dimensions except 

price/value, product range, recovery and tangible. These 4 dimensions are, 

however, the least important dimensions in the service offered by the church, thus, 

the difference among different respondent groups may not be very significant 

overall. 

Therefore, it can be concluded that experience has a strong impact on consumers' 

importance perceptions of many service quality dimensions in church sector. 
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Consumers with experience perceive service quality as more important than those 

who have no experience. Frequency of visit would also have a strong positive 

association with consumers ' service quality importance perceptions in church 

service. 

5.3.8 Conclusion 

The results indicate that experience does not influence consumers' perceptions of 

service quality importance across all service quality dimensions in university and 

restaurant. With respect to the church, however, experience or frequency of 

visiting the church strongly affected consumers' perceived service quality 

importance on a large number of dimensions : commitment, communication, 

credibility, responsiveness, output, process and corporate image. The more they 

attached to church, the more important they perceived service quality dimensions .  

In A&E, different expenence level influences consumers' perceived service 

quality importance only on dimensions communication, reliability and output 

quality dimensions. In motor insurance, experience of using the service would 

impact on consumers ' perceived service quality importance only on reliability, 

responsiveness, tangibles and understanding the customers . In the airline sector, 

experience did not affect consumers' perceived service quality importance on 

most dimensions except price/value and ouput l quality. Consumers ' level of 

stress on the plane affected their perceptions of service quality dimensions 

competence, price/value and process quality. 

Although in most service industries ( except the church), some significant results 

were observed among a limited number of dimensions between two experience 

groups, there is no evidence of consistent change and significant difference among 

all experience groups.  On the other hand, there is clear evidence that the service 

context does have an impact on the link between experience and quality nom1s. 
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It is interesting to conclude that experience has no impact on consumers' 

perceived service quality importance in some service industries ( e.g. restaurant 

and university), but has significant impact in others (e.g. church) . The rationale 

could relate to the different profiles of service characteristics in each service 

industry. For example, credence is high in church service and low in restaurant. 

Relationship length and intensity may be a contributing factor. The weakest results 

were found in restaurants and A&E where the length of the service relationship 

may be very short, while the strongest ones appear in the church which provides a 

long-term formal relationship with its churchgoers. Restaurants involve making 

tangible products available, while the services in church and motor insurance are 

essentially intangible. Regarding profit orientation, the church is a non-profit 

institute, while restaurant, airline and motor insurance companies are usually 

profit-orientated. In terms of the methods of service contact, A&E, restaurant and 

airline involves direct or close contact with its customers, while no or limited 

direct contact exist in church and insurance sector. Furthermore, the service 

offered by the church has distinguishing characteristics due to its nature of the 

service, mode of delivery, desire of the expectation (belief), nature of the product 

(religion) and as a traditional non-profit organisation, therefore, the impact of 

experience on service quality norms in church might be significant according to 

these characteristics. All of the aforementioned service characteristics could 

contribute to the impact of experience on service quality norms. 

5.4 Hypotheses Testing Based On Service Characteristics 

In this section, all hypotheses developed in chapter 3 were tested. SPSS has been 

used as the analysis instrument for hypotheses testing, in which a comparison of 

means, t-tests, f-tests, analysis of variance, multi-analysis of variance, and 

Modified LSD (Bonferroni) test were used. The significance level was set at .05 

level consistently in this section, which is commonly used in service quality 

literature. The results of  hypotheses testing are as follows and the supported 

hypotheses were highlighted in bold font in the relevant tables. 
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HJ: The more a service has tangible components, the more important is the 

tangible dimension in that service. 

Tangible Low High 
Group 1 2 3 
Service University Restaurant 
Industry( s) Insurance A & E  Airline 

Church 

T bl 5 43 R a e . esu t o  f T  estmg Hl 
Mean (tangible) Hl Group 1 Group 2 Group 3 

6.55 Group 1 
7.14 Group 2 * 

7.90 Group 3 * * 

F = 20.999 P = 0.0000 

According to f-test, there is a significant difference of tangible dimension among 

service industry groups with different level of tangible components, and 

consistently increasing of the mean value were observed (Table 5 .43). Therefore, 

the alternative hypothesis Hl  is accepted, the more a service has tangible 

components, the more important is the tangible dimension in that service. 

H2: In the public sector, consumers ' perceptions of output quality are more 

important than process quality; in the private sector, consumers ' perceptions of 

process quality are more important than output quality. For the church sector, 

consumers ' perceptions of both process and output quality will be less important 

compared with both public and private sectors. 

Public Sector: 
Private Sector: 
Others: 

University, A&E 
Insurance, Airline, Restaurant 
Church 

Group 1 
Group 2 
Group 3 

Miller ( 1 99 1 )  suggested that hypothesis should be broken into more precise sub

hypotheses and never be satisfied with a general prediction in hypothesis 

development and testing. Therefore, in order to test this hypothesis, H2 has been 

separated into four sub-hypotheses. 
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H2a: In the public sector (Group 1), consumers ' perceptions of output quality are 

more important than process quality; 

H2b: In the private sector (Group 2), consumers ' perceptions of process quality 

are more important than output quality; 

H2c: The consumers ' perceptions of process quality of church (Group 3) will be 

less important compared with both public and private sectors; 

H2d: The consumers ' perceptions of output quality of church (Group 3) will be 

less important compared with both public and private sectors. 

To test H2a, paired samples t-tests were used, because each case contained both 

variables . According to the t-test result, the two groups are significant at less than 

.05 level (Table 5 .44 . 1 ) , with the mean score of output quality higher than process 

quality. Thus, the alternative hypothesis H2a is accepted that there is a significant 

difference between process and output quality in public sector, with output quality 

is more important than process quality. 

Table 5 .44. 1 Result of Testing H2a and H2b 
Output (mean) Process (mean) t-value significance 

H2a 9.34 8.28 9.93 .000 
H2b 9 . 1 0  8 .74 3 .36  .001 

The result of H2b indicated two groups are significantly different at .000 level, 

thus, we accept the alternative hypothesis that there is a significant difference 

between process and output quality in the private sector. The mean score of output 

quality is, however, higher than process quality, which leads to the conclusion that 

consumers perceive output quality as more important than process quality in the 

private sector. Therefore, H2b has been rej ected. It can be concluded that in both 

the private and public sector, consumers would perceive output quality as being 

more important than process quality. 
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T bl 5 44 2 R lt fT  a e esu 0 estmg H2 d H2d C an  
Mean <H2c/ Mean (H2d) ffi Group 3 Group 2 

7.51 
8.28 

8.74 

# p  = 1 3 .5 ,  P = .000 
ffi F = 3 3 . 6, P = .000 

7.76 
9.34 

9 .10 

Group 3 
Group 2 * -!i' 
Group 1 * -!i' * 

* significantly different in H2c 
-!i' significantly different in H2d 

Group 1 

F-test and Bonferroni test were used to test H2c and H2d. Since both F 

probabilities are significant at .000 level (Table 5 .44 .2), the alternative hypotheses 

are accepted, that there are significant differences between church and public 

private sector in both process quality and output quality. In addition, the mean 

score of church in both process quality and output quality were observed as 

significantly lower than both private and public sectors . Therefore, both H2c and 

H2d are supported. 

H3: The lower the level of competition in a service, the more important consumers 

would perceive output quality; the higher the level of competition in a service, the 

more important consumers would perceive process quality. 

Low Competition 

Group 1 2 3 
A&E---111►- University ----- Airlin 

Church 

High Competition 

4 
- Insurance 

Restaurant 

H3a: The lower the level of competition in a service, the more important 

consumers would perceive output quality; 

H3b: The higher the level of competition in a service, the more important 

consumers would perceive process quality. 
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T bl 5 45 1 R 1 f T H3 a e . esu t o  estmg a 
Mean ( output #) Mean (output l  '{]a) Group 2 4 1 3 

8 .33 7 .83 2 
9.27 8 .49 4 * 

9.29 8 .95 1 * 

9.49 8 . 82 3 * 
# F = 1 5 .4; P = .000 '1l' F  = 1 7 .2 ;  P = .000 
* significantly different in both output and outputl quality 

The F probability of process, process l ,  output and output l are significant at less 

than 5% level. Only group 2, however, observed a significant difference with 

group 1 ,  3 and 4 in both output and outputl . Furthermore, the mean level of all 4 

groups did not increase or decrease in a consistent level. Thus, H3a was rejected 

that the lower the level of competition in a service, the more important consumers 

would perceive output quality. 

T bl 5 45 2 R lt f T f H3b a e esu 0 es mg 
Mean (process #) Mean (processl '{]a) Group 2 4 1 
8 .05 7 .24 
8 .24 8 . 0 1  
8 . 3 8  8 .06 
8 . 8 8  8 .27 
# F = 4. 1 6 ; P = .006 
'{]a F = 1 7 .2 ;  P = .000 

2 
4 ffi 

3 ffi 

1 * ffi * 

* significantly different in process quality 
ffi significantly different in process 1 quality 

3 

Regarding process quality, the result indicated that only group 1 has a significant 

difference with group 2 and 4; while in process l ,  only group 2 is significantly 

different from group 1 ,  3 and 4. The descending sequence of mean in both process 

and process 1 did not coincide with the degree of competition. Thus, H3b was 

rejected that the higher the level of competition in a service, the more important 

consumers would perceive process quality. It can be concluded that the 

monopolistic condition has no direct impact on the consumers' perceived service 

quality importance. 

H4: If there are tangible actions involved in the service to people 's bodies, 

consumers would perceive the security and reliability dimensions as more 
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important than in services involving intangible actions directed at people 's mind 

in the service. 

Tangible actions to people ' s  bodies: 
Intangible actions directed at people' s mind: 

Group 
A&E 1 
church, university, insurance 2 

H4a: If there are tangible actions involved in the service to people 's bodies, 

consumers would perceive the security dimension as more important than in 

services involving intangible actions directed at people 's mind. 

H4b: If there are tangible actions involved in the service to people 's bodies, 

consumers would perceive reliability dimensions as more important than services 

involving intangible actions directed at people 's mind. 

Table 5 .46 Result of Testing H4 
Group 1 (mean) Group 2 (mean) t-value significance 

H4a (security) 8.74 8.09 3.37 .001 

H4b (reliability) 8.70 7.71 5.47 .000 

Independent samples t-tests were used to test this hypothesis .  Both security and 

reliability are significantly different between two groups at less than .05 level, 

with higher mean value in group 1 (Table 5 .46) . Thus, both H4a and H4b were 

accepted that if there are tangible actions involved in the service to people' s 

bodies, consumers would perceive the security and reliability dimensions as more 

important than in services involving intangible actions directed at people' s  mind 

in the service. 

H5: Customers would perceive the price/value dimension as more important, if 

there are actions directed at people 's intangible assets; customers would perceive 

the tangible dimension as more important, if there are tangible actions directed at 

goods and other physical possessions involved. 
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a e T bl 5 47 1 G roups o f S  erv1ce Ind ustnes m H5 
Service Classification Service Industries Group 

intangible actions directed at people' s  msurance 1 
intangible assets : 
no intangible actions directed at people ' s  university, A&E, airline, 2 
intangible assets restaurant, church 
tangible actions to goods and other physical airline, restaurant 3 
possessions 
no tangible actions to goods and other university, A&E, 4 
physical possessions insurance, church 

H5a: Customers would perceive the price/value dimension as more important, if 

there are actions directed at people 's intangible assets. (Group ] >Group 2) 

H5b: Customers would perceive the 'tangible ' dimension as more important, if 

there are tangible actions directed at goods and other physical possessions 

involved. (Group 3>Group 4) 

Table 5 .47.2 Result of Testing H5a 
Group 1 (mean) Group 2 (mean) t-value simificance 

H5a (price/value) 8.83 7.71 6.00 .000 

The result of independent sample t-test indicated that two groups are significantly 

different at less than the 5% level with the mean score of group 1 higher than 

group 2 .  Therefore, H5a was accepted that customers would perceive the 

p rice/value dimension as more important, if there are actions directed at people's 

intangible assets. 

Grou 4 (mean) t-value s1 ificance 

HSb reliabilit 6.99 6.41 .000 

The significance level of the tangible dimension is 0.00, thus, we accept the 

alternative hypothesis. Furthermore, the mean score of group 3 is  much higher 

than group 4. Therefore, H5b was accepted that customers would perceive the 

'tangible' dimension as more important, if there are tangible actions directed at 

goods and other physical possessions involved. 
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H6: If the organisation has no formal relationship with customers, customers 

would perceive process quality and courtesy as more important. 

Membership relationship 

No formal relationship 

church, university, insurance Group 1 

+ �;r:cess and Output) 
f High 

restaurant, A&E, airline Group 2 

H6a: Customers would perceive process quality as more important in service 

organisations with which they have no formal relationship. 

H6b: Customers would perceive courtesy as more important in service 

organisations with which they have no formal relationship. 

T bl 5 48 R It f T  f H6 a e esu 0 es mg 
Group 1 (mean) Group 2 (mean) t-value significance 

H6a (process) 7.96 8.65 - 4.31 .000 
H6b (courtesy) 7.77 8.23 -3 .00 .003 

Independent samples t-test was used to test H6a and H6b . Two groups are 

significantly different at .000 level in both process and courtesy quality, and the 

higher mean value was obtained for group 2 .  Therefore, H6 was supported that if 

the organisation has no formal relationship with customers, customers would 

perceive process quality and courtesy as more important. 

H7: The greater the credence degree of a service, the more important the 

competence and communication dimensions would be to the consumers. 

Group 1 
Credence High 

2 

UniversitY---------11- airline 
A&E insurance 

3 
Low 

restaurant 

H7a: The greater the credence degree of a service, the more important the 

competence dimension would be to the consumers. 
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H7b: The greater the credence degree of a service, the more important the 

communication dimension would be to the consumers. 

F-test was used to test H7a and H7b (Table 5 .49) . Regarding H7a, .000 F 

probability was obtained and the Bonferroni test indicated that there is a 

significant difference among all groups expect group 2 versus group 1 .  

Furthermore, the mean score indicated the clear descending order from group 1 to 

group 3 .  As services group 2 also may involve many credence elements, H7a was 

accepted that the greater the credence degree of a service, the more important the 

competence dimension would be to the consumers . 

T bl 5 49 R l f T H7 a e esu t o  estmg 
Mean H7a Mean H7b Group 3 

( competencel (communication) 'jJ' 

8.06 8 . 1 6  Group 3 
8.78 8 .30 Group 2 * 

9.13 8 . 1 6  Group l * 
ff - -F - 1 6 . 1 ,  P - .000 
'if F = 2 .57 ;  P =.077 

* s1gn1ficantly different m H7 a 

2 

The result of H7b indicated no significant difference between any two groups. In 

addition, the mean scores of four groups did not indicate a consistent tendency of 

descending and ascending. Therefore, H7b was rejected that the greater the 

credence degree of a service, the more important the communication dimension 

would be to the consumers . 

H8: If demand for a service is higher than supply, customers will perceive all the 

service dimensions as less important than when demand of a service is less than 

supply. (Group 1 < Group 2 < Group 3) 

l 2 3 
A&E -◄111--------11►- university_ ... .,_ ____ --111.,._ restaurant, airline 

insurance, church 
(S = D) (D < S) 

High (all dimensions) 
(D > S) 
Low ------------------..-
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To test this hypothesis, all service quality dimensions were tested by f-test. 

Interestingly, there is no significant difference among all three groups in all 1 9  

quality dimensions. Although there i s  a significant difference between group 1 and 

group 3 on the quality dimensions of accessibility, competence, efficiency, 

flexibility, reliability, tangible, understanding the customer, process, process} and 

output l indicated, higher mean values in Group 1 were obtained. Therefore, none 

of the service quality dimension supported the alternative hypothesis H8, that if 

demand for a service is higher than supply, customers will perceive all the service 

dimensions as lower than when demand of a service is less than supply. 

Table 5 5 0  Result of Testin° H8 '.::, 

Dimensions Mean 
Group 1 Group 2 Group 3 

Accessibility 8 . 7 1  * 7.42 7 .08fl' 
Commitment 8 . 1 4* 7.25 7.29'u" 

Communication 8 . 36  7 .97 7 .83'u' 
Competence 9.42 8 . 84ffi 8 .32'u' 

Courtesy 7 . 82 7 .75 8. 1 1  
Credibility 8 . 1 3  8 .26 8 .00 
Efficiency 8 .69* 8 .06 7 .99'u' 
Flexibility 8 . 1 2  7 . 58  7 .3 8'u'  
Price/value NIA 8 . 1 0  7 .89 

Product Range 7 .05 7 .73ffi 6.48 
Recovery 7 .45 7 .00 7 .02 
Reliability 8 .70 8 .29 7 .83 'u" 

Responsiveness 8 .60 8 .40 8 . 33  
Security 8 .74 8 .4 1  8 .57 
Tangible 7 . 85  7 . 38  7 . 1 4'll" 

Understanding the 8 .29 7 .75 7 .44'u' 
customer 
Output 9 .29 8 .9 1  8 . 95  
Outputl 8 . 95  8 . 5 1  8 .24'u" 
Process 8 .88  8 . 59  8 .09'u' 
Process l 8 .27 7 .89 7.67'u" 

Corporate Image 7 .2 1 7 .25 7.40 
* Group 1 significantly different from Group 2 
'u" Group 3 significantly different from Group 1 
� Group 2 significantly different from Group 3 

F p 

32 . 3  .000 
6 .90 .00 1 
3 .69  .026 
1 6.4 .000 
2 . 1 0  . 1 24 
. 890 .41 1 
6 .24 .002 
5 .66 .004 
. 6 1 9  .432 
1 3 .7 .000 
1 .28  .280 
1 0 .2  .000 
1 .00 .368 
. 864 .422 
6 . 1 2  .002 
6.40 .002 

1 .64 . 1 95 
8 .98  .000 
7 .87 .000 
6 .86  .001 
. 343 .7 1 0  
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Therefore, H8 was rejected. It can be explained that consumers usually focus on 

the microenvironment of a service, while supply and demand is a macro

environment measurement. 

H9: The nature of service communication will have no significant effect on 

perceived importance of all service quality dimensions. 

T bl 5 5 1  1 G a e roups o f S  erv1ce Ind . H9 ustnes m 
The Nature of Service Communication Service industry(ies) Group 

No paid communication to attract customers A&E 1 
Paid communication to attract customers insurance, restaurant, airline 2 

Two way communication university 3 
Long-tem1 communication church 4 

H9 was divided into 2 1  null sub-hypotheses, and multi-analysis of variance was 

used for testing. 
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Table 5 . 5 1 .2 Result of Testing H9 
Dimensions Mean 

Group 1 Group 2 Group 3 
Accessibility 8 .7 1 " '\l' 7 .54+ 7 .42,:i ,0 
Commitment 8.14* 7.17 7.25"' 

Communication 8.36 8 .16+ 7.97,:i 

Comoetence 9.42* 8.54+ 8.84* 
Courtesy 7.82 8.28+ 7.75 

Credibility 8.13 8.07 8.26 
Efficiencv 8.69i1' 8.46+ 8 .06* 
Flexibilitv 8.12 7.73+ 7.58* 
Price/value NIA 8 .70+ 8 . 1  O* .0 

Product Ranee 7.05 6.91 + 7.73* "' 

Recoverv 7.45 7.88+ 7.00* "' 
Reliabilitv 8.70 8.35+ 8.29* 

Responsiveness 8.60 8.42 8.40 
Security 8.74 8.92+ 8.41*  
Tane:ible 7.85 7.45+ 7.38* 

Understanding 8.29 7.82+ 7.75* 
the customer 

Output 9.29 9.34+ 8.9 1 *  
Ououtl 8.95 8.60+ 8.51 * 
Process 8.88

"' 

8.28+ 8.59* 
Processl 8.27 8.02+ 7.89* 

Corporate Ima�e 7.21 7.89+ 7.25* 
* 

Group 1 Significantly different from Group 2 
,:, Group 3 Significantly different from Group 4 
+ Group 2 Significantly different from Group 4 
# Group 1 Significantly different from Group 4 
'li' Group 1 S ignificantly different from Group 3 
"' Group 2 Significantly different from Group 3 

F p 
Group 4 

5 .67# 55 . l  .000 
7.66 5.96 .001 
6.83# 1 8.3 .000 
7.64# 1 7.9 .000 
7.61 4.61 .003 
7.77 1 .30 .275 
6.59# 36.6 .000 
6.35# 1 7.5 .000 
5 .47 1 03 .  .000 
5.21# 26.2 .000 
4.47# 65.6 .000 
6.28# 46.7 .000 
8.06 1 .78 .1 50 
7.53# 17.7 .000 
6.20# 1 6.5 .000 
6.31# 17.7 .000 

7.76# 23.3 .000 
7.1 5# 32.2 .000 
7.51# 9.36 .000 
6.60# 31 .7 .000 
5.92# 1 9.9 .000 

Significant differences were observed from dimensions of accessibility and 

price/value, in terms of service communication groups. All four groups are 

significantly different from each other in accessibility, with the highest scores 

appear in group of  services that has no paid communication to attract customers . 

Furthermore, all groups are significantly different in dimension price/value, 

although Group 1 (A&E) does not contain quality dimension price/value. The 

group of  services that involve paid communication to attract customers (insurance, 

restaurant and airline) have the highest score on price/value. 
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The result indicated that there is no significant difference among all groups across 

all other dimensions. Therefore, null hypothesis H9 was partially supported that 

the nature of service communication will have no significant effect on perceived 

importance of  all service quality dimensions. The nature of service 

communication, however, would impact on consumers ' perceptions on 

accessibility and price/value. 

H 10: Consumers would perceive no significant difference between university and 

A&E on the importance of all service quality dimensions. 

A&E ... �university 

In order to test HlO, independent samples t-test was used to test all 20 variables in 

1 8  dimensions (price/value do not apply to A&E) . 

T bl 5 52 R lt f T ( HlO  a e esu 0 es mg 
Dimensions Mean (University) Mean (A&E) t-value significance 
Accessibility 7 .42 8 .7 1 -5 .60 .000 
Commitment 7 .25 8 . 1 4  -3 .35  .001 

Communication 7.97 8.36 -1 .85 .066 
Competence 8 .84 9.42 -2.89 .004 

Courtesy 7.75 7.82 -.260 .795 

Credibility 8.26 8 . 13  .520 .602 

Efficiency 8 .06 8 .69 -3 . 1 0  .002 
Flexibility 7 . 58  8 . 1 2  -2.23 .027 

Product Range 7.73 7.05 2.35 .020 

Recovery 7.00 7.45 -1 .48 .141 
Reliability 8.29 8.70 -1 .97 .050 

Responsiveness 8.40 8.60 -.890 .376 

Security 8.41 8.74 -1 .40 .162 

Tangible 7.38 7.85 -2.2 1 .028 

Understanding the 7.75 8.29 -2 .09 .038 
customer 
Output 8.91 9.29 -1.67 .096 

Ouputl 8 . 5 1 8 .95 -2. 35  .020 

Process 8.59 8.88 -1 .27 .204 

Processl 7 .89 8 .27 -2.09 .038 

Corporate Image 7.25 7.21  . 130 .896 
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The results indicated that 1 0  variables among the 20 variables tested are not 

significantly different at less than 5% level, they are service quality dimensions of 

communication, courtesy, credibility, recovery, reliability, responsiveness, 

security, output, process and corporate image. Therefore, it can be concluded that 

there is a similarity between A&E and university, but not on all service quality 

dimensions. 

HJ I :  When the role of payer and beneficiary are separate, consumers would 

perceive price/value as less important, but it would not affect other service quality 

dimensions. 

separate same 

A&E airline university msurance 
------ ----- ;.... ____ _ church restaurant 

Group 1 Group 2 Group 3 Group 4 
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a e esu t o  estmg T bl 5 53 R 1 f T  H 
Dimensions 

Group 1 
Price/value NIA 

Accessibility 8.71 * ?  
Commitment 8.14? 

Communication 8.36* 
Competence 9.42* 

Courtesy 7.82 
Credibility 8.13 
Efficiency 8.69* 
Flexibility 8.12* 

Product Ran�e 1.05* 
Recovery 7.45* 
Reliability 8.70* 

Responsiveness 8.60 
Security 8.74 
Tam!ible 7.85* 

Understanding 8.29 * 

the customer 
Outout 9.29 * 

Ououtl 8.95 * 

Process 8.88* 
Processl 8.21* 

Corporate Image 7.21 

1 1  
Mean 

Group 2 Group 3 
7.01 + 8.1 0.0 
6.66>!< 7.42><" 
7.56 7.25 
7.53>!< 7.97 
8 .24 8.84.0 
7.89 7.75 
7.95 8.26 
7.54>!< 8.06 
6.87>!< 7.58><" 
5.94>!< 7.73.0 
6.18'" 7.00.0 
7.37'" 8.29><" 
8.31 8.40 
8.35 8.41 
6.89'" 7.38 
6.99'" 7.75.0 

8.63'" 8.91 
7.99'" 8.51.0 
7.95 8.59.0 
7.33'" 7.89><" 
6.97'" 7.25 

* Group 1 S1gmficantly different from Group 2 
* Group 3 Significantly different from Group 4 
+ Group 2 Significantly different from Group 4 
# Group 1 Significantly different from Group 4 
? Group 1 Significantly different from Group 3 
.0 Group 2 Significantly different from Group 3 

F p 
Group 4 

8.78* 33.4 .000 
7.49# 29.4 .000 
7.03# 6.76 .000 
8.13 6.42 .000 
8.40# 1 1 .2 .000 
8.34 3.36 .019 
8.05 .684 .562 
8.44 13.0 .000 
7.90 13.7 .000 
7.03 1 8.1 .000 
7.87* 18.1 .000 
8.30 1 6.0 .000 
8.36 .694 .556 
8.79 2.73 .043 
7.38 6.46 .000 
7.90 1 0.5 .000 

9.27 5.62 .001 
8.49 9.83 .000 
8.24# 6.00 .001 
8.01 12.1  .000 
7.83 4.89 .002 

S ervice quality dimension price/value does not apply to A&E, thus, group 2, 3 and 

4 were involved in testing Hl  l .  Bonferroni test indicated that there are significant 

differences among groups 2, 3 and 4 at .000 level, with consistent increase of 

group mean value. Therefore, when the payer and beneficiary are separate, 

consumers would probably perceive price/value as less important. It is also 

observed that there is no significant difference among all four groups in all other 

service quality dimensions. Therefore, the null hypothesis was accepted that the 

role of payer and beneficiary did not have impact on other service quality 

dimensions. Hence, H l  1 was supported that when the role of payer and 
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beneficiary are separate, consumers would perceive price/value as less important, 

but it would not affect other service quality dimensions . 

HJ 2: The greater the emergency level, the more important are accessibility and 

efficiency dimensions, and the less important are process and output dimensions. 

definitely is can be usually are not urgent 

insurance (buying insurance) 
A&E ... airline restaurant 

university, church 
1 2 3 

HJ2a: The greater the emergency level, the more important consumers would 

perceive accessibility. 

HJ 2b: The greater the emergency level, the more important consumers would 

perceive efficiency. 

HJ2c: The greater the emergency level, the less important consumers would 

perceive process quality. 

HJ 2d: The greater the emergency level, the less important consumers would 

perceive output quality. 

T bl 5 54  R lt f T H12 a e esu o estmg 
Dimensions Mean 

Grou2 1 Group 2 
H12a (Accessibility) 8.71 * 7.65-0-

H12b (Efficiency) 8.69 8.50\l' 

H 12c (Process) 8 . 88  8 . 38  
H 1 2c (Process 1 )  8 .27 8 .06\l' 

Hl2d (Output) 9.29 9 .49\l' 

H12d (Output! )  8 .95 8 .82-0-

* Group 1 significantly different from Group 2 
,:, Group 3 significantly different from Group 1 
t Group 2 significantly different from Group 3 

F p 
Group 3 
7.02,:, 36.0 .000 
7.88,:, 11 .2 .000 

8 . 1 4,:, 5 .79 .003 
7.63,:, 9 .50 .000 
8 .80,:, 7 .79 .00 1  
8 . 1 6,:, 1 5 .4 .000 

The result of Hl2a indicated that all three groups are significantly different at the 

.000 level, with consistent descending of group mean value. Therefore, Hl2a was 

accepted. F-test of H l 2b indicated that there are significant differences among 
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three groups except between group 1 and group 2. Nevertheless, a increasing mean 

score of efficiency was obtained that coincided with the increase of the emergency 

level. In addition, travellers usually prefer fast moving transport service while 

travelling (Middleton 1 998) .  Therefore, H12b was accepted. Bonferroni tests of 

output, outputl ,  process and processl did not indicate a significant difference 

among all three groups at less than .05 level . Thus, H 12c and Hl2d were rejected. 

It can be concluded that level of emergency has a great impact on accessibility and 

efficiency, consumers' perceptions of accessibility and efficiency will increase by 

the level of emergency. 

HJ3: Where the level of the professionalism is greater, consumers will perceive 

competence dimension as more important. 

High Low (Professionalsm) 
1 

A&E 
university 

2 3 
--------1- fusurancc;--------1,- restaurant 

church 
airline 

T bl 5 55  R lt f T f H13  a e esu 0 es mg 
Mean (H13) Group 1 Group 2 Group 3 

9. 1 3  Group 1 
8.40 Group 2 * 

8.06 Group 3 * 

F = 1 8.6, P = . 000 

The result of f-test indicated significant differences between group 1 and group 2 

and 3 at the .000 level. Since the service industries in group 1 are usually treated 

as professional services, while the service industries group 2 and 3 are usually 

treated as non-professional services, it is acceptable that the difference between 

group 2 and 3 is not significant. Furthermore, the consistent ascending of mean 

value was observed with the increasing professional level in service industry 

groups .  Therefore, H13  was accepted that where the level of the professionalism is 

greater, consumers would perceive competence dimension as more important. 
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H 14: When service location is concentrated, consumers perceive accessibility as 

most important; when service location is irrelevant, consumers perceive 

accessibility as least important; when service location is dispersed, consumers 

perceive accessibility in a medium level. 

a e T bl 5 56  1 G roups o f S  erv1ce Ind ustnes m H 1 4  
Service location Fhmre Service industry Group 

location 
* � / A&E, airline 1 

concentrated __....a� 
* 

location dispersed * ....__ ___..,..* restaurant, 2 
...--a---... university 

* * 
location irrelevant ® ® msurance 

® ' ® 
Ref Cowell (] 984 p. 198) 

T bl 5 56 2 R 1 f T  H14  a e esu t o  estmg 
Mean (accessibility) H22 Group 3 Group 2 Group 1 

7.18 Group 3 
7.61 Group 2 * 

8 . 18  Group 1 * * 
# - -F - 5 1 .0 ;  P - .000 

F-test indicated there are significant differences among all three groups at less 

than .05 level. Furthermore, the highest mean score was obtained for group 1 

service location concentrated, and the lowest mean score was obtained for group 3 

- service location irrelevant. Therefore, Hl4  was supported that when service 

location is concentrated, consumers perceive accessibility as most important; 

when service location is irrelevant, consumers perceive accessibility as least 

important; when service location is dispersed, consumers perceive accessibility in 

a medium level . 

HJ 5: There are significant differences between church and other service 

industries on the importance of all service quality dimensions. 

2 1 9  



a e esu t o  estmg T bl 5 57  R 1 f T H1 5  
Dimensions 

1 2 
Accessibility 7.42* 8.71 * 
Commitment 7 .25 8 . 1 4  

Communication 7.97* 8.36* 
Competence 8 .84* 9 .42* 

Courtesy 7 .75 7 .82 
Credibility 8 .26 8. 1 3  
Efficiency 8.06* 8.69* 
Flexibility 7.58* 8.12* 
Price/value 8.1 0* NIA 

Product Ranee 7.73* 7.05* 
Recoverv 7.00* 7.45* 
Reliability 8.29* 8.70* 

Responsiveness 8 .40 8 .60 
Security 8.41 * 8.74* 
Tangible 7 .38*  7 .85*  

Understanding 7.75* 8.29* 
the customer 

Outout 8.91 * 9.29* 
Ouputl 8.51 * 8.95* 
Process 8 .59* 8 .88* 

Processl 7.89* 8.27* 
Corporate lmaee 7.25* 7.21 * 

Group Mean 
3 4 

7.18* 7.65* 
6 .39* 7 .46 
8.36* 8.24* 
8 .73* 8 . 83*  
7.96 8 . 1 6  
7 .68 8 . 1 3  
8.42* 8 .50* 
7.94* 7.39* 
8.83* 8.54* 
6.81 * 6.67* 
7.90* 7.90 
8.56* 8.46* 
8 .34 8 . 55  
8.34* 9.17* 
6 .55  7 .59* 
7.91*  7.67* 

9.1 1* 9 .49* 
8.54* 8.82* 
7.79 8 .3 8 *  
7.87* 8.06* 
7.85* 8.01 * 

* significantly different from Group 6 ( church) 

F p 

5 6 
7.80* 5.67 34.8 .000 
7 .66 7.66 8 .03 .000 
7.89* 6.83 1 1 .9 .000 
8 .06  7.64 1 3 .2 .000 
8 .72* 7 .61  4 .58 .000 
8 .41  7.77 2.46 .032 
8.45* 6.59 21 .9 .000 
7.86* 6.35 1 1 .5 .000 
8.73*  5.47 51 .7 .000 
7.26* 5.21 1 6.6 .000 
7.83* 4.47 39.2 .000 
8.03* 6.28 29.3 .000 
8 . 38  8 .06 1 .25 .286 
9.25* 7.53 14.6 .000 
8 .2 1  * 6 .20 20.2 .000 
7.88* 6.31 1 0.8 .000 

9.43* 7.76 14.6 .000 
8.45* 7.15 20.1 .000 
8 .68* 7 .5 1 7 .94 .000 
8 .15* 6.60 19.4 .000 
7.80*  5.92 12.0 .000 

F-tests indicated that significant differences exist between church and all other 

five service industries on accessibility, communication, efficiency, flexibility, 

price/value, product range, recovery, reliability, security, understanding the 

customer, corporate image, process l ,  output and output l quality. Regarding 

competence, church is significantly different from all other service industries 

except restaurant. Church is similar to insurance companies only in quality 

dimensions tangible and process quality. Only courtesy, credibility, 

responsiveness and commitment did not indicate significant difference between 

church with more than one service industry. Therefore, Hl 5 accepted that there 

are significant differences between church and other service industries on all 

service quality dimensions. 
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HJ 6: When services involve maldng a tangible product available, the importance 

of the tangible element increases; for services providing added value to a tangible 

product, the importance of price/value dimension increases. 

T bl 5 5 8  1 G a e roups o f S erv1ce Ind . H16  ustnes m 
Service characteristics service industry group 

Services that are essentially intangible university, A&E, 1 
airline, church 

Services providing added value to a tangible product insurance 2 
Services that make a tangible product available restaurant 3 

H 16a: When services involve making a tangible product available, the importance 

of the tangible element increases. 

Hl 6b: For services providing added value to a tangible product, the importance 

of price/value element increases. 

T bl 5 5 8  2 R 1 f T  Hl6  a e . esu t o  estmg 
Mean (H16al Mean (H16b) * 

8 .21 
6.55 
7.25 

# p  = 21 .7 ,  P = . 000 
* F = 24.3 ,  P = .000 

8.73 
8.83 
7.37 

Group 3 Group 2 
Group 3 
Group 2 * 

Group 1 * 'jf * 'jf 

* significantly different in H 1 6a 
'? significantly different in Hl  6b 

Group 1 

F-test indicated that there are significant differences among three groups in the 

tangible dimension, with the highest mean score observed in group 3 which 

involves making a tangible product available. Thus, H l 6a was supported that 

when services involve making a tangible product available, the importance of the 

tangible element increases. 

The result of H 1 6b (price/value) obtained the highest mean score for group 2, and 

significant differences exist between group 1 to group 2 and 3 at . 000 level, but 

not between group 2 and group 3 .  As group 3 involves making a tangible product 

available, this will increase the importance of price/value. Therefore, H16b was 
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supported that for services providing added value to a tangible product, the 

importance of  price/value element increases. 

H 1 7: The closer the contact to the customer, the more important are the courtesy 

and credibility dimensions. 

T bl 5 59 1 G a e roups o f S  erv1ce Ind . H17 ustnes m 
Methods of service contact Service industry Group 

No direct contact, one service provider delivers university, church 
message to a number of customers 

Contact customers over the phone msurance 2 
Service transaction at arm's length restaurant, airline 3 
Direct contact to customers' bodies A&E 4 

H 1 7  a:  The closer the contact to the customer, the more important is the courtesy 

dimension. 

HJ 7b: The closer the contact to the customer, the more important is the credibility 

dimension. 

Table 5 . 59 .2 Result of Testing Hl 7 
Mean (H1 7a/ Mean(Hl 7b) * Group 1 4 2 3 

7.68 
7 . 82 
7 .96 
8 .44 

# F = 6 .02;  P = .00 1 
,:i F = 2.47; P = .061 

8 .0 1 
8 . 1 3  
7 . 68  
8 .27 

1 
4 
2 
3 * * t 

* significantly different in courtesy dimension 
t significantly different in credibility dimension 

Bonferroni tests indicated that no more than two groups are significantly different 

at less than 0.05 level among all four groups, with no consistent change of mean 

score obtained.  Therefore, both Hl  7a and Hl 7b were rejected, the methods of 

service contact would not affect consumers' perception of courtesy and credibility. 

H 18: When service industries are more profit orientated, customers will perceive 

the price/value dimension as more important. 
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profit 
Airline 
Insurance----111- University -----11►... A&E 
Restaurant 

1 2 

T bl 5 60 R lt f T f H18  a e esu 0 es mg 

non-profit 

------11- Church 

3 

Mean (price/value) H18 Group 3 Group 2 Group 1 
5.47 Group 3 
8.10 Group 2 * 
8.70 Group 1 * * 

# -F - 1 03 .  -P - .000 

Since price/value dimension does not exist in A&E, only 3 groups of service 

industries are involved in the statistics. F-test indicated significant differences 

among all three groups in terms of price/value, with consistent increase of mean 

scores obtained while the services are more profit orientated. Therefore, Hl8  was 

supported that when service industries are more profit orientated, customers will 

perceive the price/value dimension as more important. 

Hl9: For services that have a utility orientation, the importance of the efficiency 

dimension will increase, while for services that have a hedonistic orientation, the 

importance of the process quality will increase. 

Utility -------------------·.�- Hedonism 

Insurance 
-------

A&E 
1 

University _________ Restaurant 
Airline 

2 3 

H 19a: For services that are utility orientated, the importance of the efficiency 

dimension will increase. 

Hl9b: For services that are hedonistic orientated, the importance of the process 

quality will increase. 
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T bl 5 6 1  R 1 f T  f H19 a e esu t o  es mg 

Mean (H19a) Mean (H1 9b) 
Efficiency # Process,:, Process l "' Group 1 2 3 

8 . 56  8 . 34 8 .07 1 
8 .28  8 .49 7 .97 2 
8.45 8 .68 8 . 1 5  

- -F - 1 .96, P - . 14 1 , * - -F - 1 .36 ;  P - .257 ;  l' -F - .800; P = .450 

The results of f-tests for efficiency, process and process l quality dimensions did 

not indicate significant differences among all four groups .  In addition, the change 

of mean scores of all four groups did not increase and decrease according to the 

level of utility and hedonism. Therefore, both H19a and H19b were rejected, 

utility and hedonism features of service industries would not impact on 

consumers ' perceived importance on efficiency and process quality. 

H20: The length of the service relationsh ip would have no significant impact on 

the importance of all service quality dimensions. 

Group l ___.,... Group 2 __ __...,._ Group 3 -----►-- Group 4 
Church University Motor insurance A&E, restaurant, airline 

(life long) (a few years) (usually one year) (depend on the frequency of 
visit) 
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a e esu t o  estmg T bl 5 62 R  1 f T  H 
Dimensions 

Group 1 
Accessibility 5.67*'il' 
Commitment 7.66❖ 

Communication 6.83*'il' 
Competence 7.64*'il' 

Courtesy 7.61  
Credibility 7.77 
Efficiency 6.59*'il' 
Flexibility 6.35** 
Price/value 5.47*,o, 

Product Ran2e 5.21 *,o, 
Recovery 4.47*t 
Reliability 6.28*'il' 

Responsiveness 8.06 
Security 7_53*'ll' 
Tangible 6.20* 

Understanding 6.3 1 *  
the customer 

Output 7.76*.f;> 
Ouputl 1.1 s*'il' 
Process 7.51 *  

Processl 6.6o*'il' 
Corporate Imat?:e 5.92*'il' 

20 
Mean 

Group 2 Group 3 
7.42>1< 7.18*  
7.25 6.39*><" 
7.97 8.36 
8.84 8.73 
7.75 7.96 
8.26 7.68 
8.06 8.42 
7.58 7.94 
8 . 10  8.83 
7.73>1< 6.81 "" 

7.00>1< 7.90"" 

8.29 8.56 
8.40 8.34 
8.41 >1< 8.34* 
7.38>1< 6.55"" 

7.75 7.91.x" 

8.91 9.1 1 
8.51 8.54 
8.59 7.79* ><" 

7.89 7.87 
7.25 7.85 

• 
Group 1 S1gmficantly different from Group 2 

* Group 3 Significantly different from Group 4 
.;. Group 2 Significantly different from Group 4 
# Group 1 Significantly different from Group 4 
,i, Group 1 Significantly different from Group 3 
0 Group 2 Significantly different from Group 3 

F p 
Group 4 

8.05# 48.5 .000 
7.75 1 1 .4 .000 
8 . 16# 18.3 .000 
8.77# 1 1 .3 .000 
8.23# 3.58 .014 
8.22 3.56 .014 
8.55# 36.2 .000 
7.79# 16.5 .000 
8.64# 68.9 .000 
6.99# 26.3 .000 
7.72# 64.4 .000 
8.40# 45.6 .000 
8.51 1 .76 .154 
9.05# 22.3 .000 
7.88# 31.2 .000 
7.95# 16.3 .000 

9.40# 24.2 .000 
8.74# 31 .0 .000 
8.65# 12.1 .000 
8 .16# 32.1 .000 
7.67# 17.5 .000 

The result of f-tests did not indicate significant differences among all four groups 

in all service quality dimensions, and the mean score did not ascend and descend 

consistently according to the length of service relationships. Therefore, H20 was 

supported that the length of the service relationship would have no significant 

impact on all service quality dimensions. 

H2 I: There is no significant difference of the importance of all service quality 

dimensions among the scale of the service organisations. 
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Small Medium 
motor insurance 

Restaurant church 
airline 

1 2 

a e esu 0 estmg T bl 5 63 R It f T  H21 
Dimensions Mean 

Group 1 Group 2 
Accessibility 7.80* 6.83* 
Commitment 7.66 7.17* 

Communication 7.89 7.81 
Competence 8.06 8.40* 

Courtesv 8.72* 7.91 
Credibility 8.41 * 7.86 
Efficiencv 8.45* 7.84* 
Flexibilitv 7.86* 7.23* 
Price/value 8.73* 7.61 

Product Ran2e 7.26* 6.23* 
Recovery 7.83* 6.75 
Reliability 8.03 7.77* 

Responsiveness 8.38 8.32 
Securitv 9.25* 8.35 
Tangible 8 .21 * 6.78* 

Understanding 7.88 7.30* 
the customer 

Output 9.43* 8 .79 
Ouputl 8.45 8.17* 
Process 8.68* 7.89* 
Processl 8. 1 5* 7.51*  

Corvorate lmaee 7.80 7.26 

Group 3 
8.07 
7.70 
8 .16 
9 .13,p 

7.78,p 

8.19 
8 .37 
7.85 
8. 10 
7.39 
7.22 
8.50 
8.50 
8.57,1< 

7.62,1< 

8.02 

9 . 1 0 
8.73 
8.74 
8.08 
7.23 

* Group 1 significantly different from Group 2 
>P Group 3 significantly different from Group 1 
* Group 2 significantly different from Group 3 

Large 
university 
A&E 

3 

F p 

30.0 .000 
4.47 .012 
2.49 .084 
15. 1  .000 
9.17 .000 
4.27 .014 
7.56 .001 
7.8 1 .000 
9.35 .000 
20.0 .000 
7.91 .000 
9.64 .000 
.704 .495 
1 0.2 .000 
29.3 .000 
7.62 .001 

5.50 .004 
8. 1 0  .000 
13 .7 .000 
12.5 .000 
2.37 .094 

The results of f-tests indicated there are no significant difference among all three 

service industry groups in any service quality dimensions with consistent 

descending or ascending mean values. Therefore, null hypothesis H2 l was 

supported that there is no significant difference of all service quality dimensions 

among the scale of the service organisations. 
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5.4.1 Summary of Hypotheses Testing 

The following table (5 .62) summarises the results of hypotheses testing. 

T bl 5 64 S a e ummary o f H  th Lypo eses T estmg 
HI  The more a service has tangible components, the more important is the 
tangible dimension in that service. 
H2a,c,d In the public sector, consumers' perceptions of output quality are 
higher than process quality. For church sector, consumers' perceptions of 
both process and output quality will be lower compared with both public 
and private sectors 
H2b In the private sector, consumers' perceptions of process quality are 
higher than output quality. 
H3 :  The lower the level of competition in a service, the more important 
consumers would perceive output quality; the higher the level of 
competition in a service, the more important consumers would perceive 
process quality. 
H4 lf there are tangible actions involved in the service to people' s  bodies, 
consumers would perceive the security and reliability dimensions as more 
important than in services involving intangible actions directed at people' s  
mind in the service. 
H5 Customers would perceive the price/value dimension as more important, 
if there are actions directed at people' s  intangible assets ; customers would 
perceive the 'tangible' dimension as more important, if there are tangible 
actions directed at goods and other physical possessions involved. 
H6 If the organisation has no formal relationship with customers, customers 
would perceive process quality and courtesy as more important. 
H7 a The greater the credence degree of a service, the more important the 
competence dimension would be to the consumers. 
H7b The greater the credence degree of a service, the more important the 
communication dimension would be to the consumers . 
H8 If demand for a service is higher than supply, customers will perceive all 
the service dimensions as lower than when demand of a service is less than 
supply. 
H9a The nature of service communication will have no significant effect on 
perceived importance of service quality dimensions accessibility and 
price/value. 
H9b The nature of service communication will have no significant effect on 
perceived importance of all other service quality dimensions. 
H l Oa Consumers would perceive no significant difference between 
university and A&E on dimensions communication, courtesy, credibility, 
recovery, reliability, responsiveness, security, corporate image, process and 
output quality. 
H 1  Ob Consumers would perceive no significant difference between 
university and A&E on dimensions accessibility, competence, efficiency, 

supported 

supported 

rej ected 

rej ected 

supported 

supported 

supported 

supported 

rej ected 

rej ected 

rej ected 

supported 

supported 

rejected 
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flexibility, commitment, product range, tangibles, and understanding the 
customer. 

Hl 1 When the role of payer and beneficiary are separate, consumers would 
perceive price/value as less important, but it would not affect other service 
quality dimensions . 
Hl2a, b The greater the emergency level, the more important are 
accessibility and efficiency dimensions 

Hl2c, d The greater the emergency level, the less important are process and 
output dimensions . 

H13: Where tlte level of tlte professionalism is greater, consumers will 
perceive competence dimellsion as more important. 
Hl4  When service location is concentrated, consumers perceive 
accessibility as most important; when service location is irrelevant, 
consumers perceive accessibility as least important; when service location is 
dispersed, consumers perceive accessibility in a medium level. 
H l 5  There are significant differences between church and other service 
industries on all service quality dimensions. 

H l 6  When services involve making a tangible product available, the 
importance of the tangible element increases; for services providing added 
value to a tangible product, the importance of price/value dimension 
mcreases. 

H 17 The closer the contact to the customer, the more important are the 
courtesy and credibility dimensions. 

H 1 8  When service industries are more profit orientated, customers will 
perceive the price/value dimension as more important. 
H l 9  For services that have a utility orientation, the importance of the 
efficiency dimension will increase, while for services that have a hedonistic 
orientation, the importance of the process quality will increase. 

H20 The length of the service relationship would have no significant impact 
on all service quality dimensions. 
H21 There is no significant difference of all service quality dimensions 
among the scale of the service organisations. 

supported 

supported 

rejected 

supported 

supported 

supported 

supported 

rej ected 

supported 

rej ected 

supported 

supported 

5. 5 Consumer Based Components of the Service Quality Importance 

Model in Service Industries 

Based on the results of hypotheses testing, a commutative consumer based 

components of the service quality importance model in different service industries 

was developed. By using this model, service industries can find out what is 

important or not very important service dimensions in their industry. It can aid 

managers to understand service quality issues and predict consumers' perceived 
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weighting of service quality dimensions in their service industry (objective 4, as 

discussed in 1.3). The model can be applied using the following two steps: 

S tep 1 Identify the service characteristics of the service industry that need to be 

assessed. 

Step 2 Use the following exhibits and guidelines to forecast the important and not 

important service dimensions of the service industry. 

Figure 5 .2 Components of the Service Quality Importance Model 

Exhibit 1 :  
Tangible components t Making tangible product Actions to goods and other 

physical possessions 

y6 y 

,. 

Tangible t I 

� I 

Exhibit 2 :  
Actions to people' s  bodies Actions to people' s mind 

L-------►1 Security t & Reliability t 

Exhibit 3 ·  
Actions to 
people 's  assets 

6 
Y - Yes 

7
N - No 

y 

Add value to a Paid communication 
tam ible product to attract customers 

y y 

I Price/value t I 
I 1 -

Profit 
orientated 

y 

Exhibit 4: 
Payer and beneficary 
separated 

y ,  

I Price/value -l-- ] 
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Exhibit 5 :  

Professionalism t Credence t 

Competence t 

Exhibit 6 :  Exhibit 7 :  
,...j -S-erv-ic_e_L_o_c_a_ti_o_n�j No paid communication 

to attract customers 

y -
1 

Concentrated - accessibility high 
Dispersed - accessibility medium !Accessibility t I 
Irrelevant - accessibility low 

Exhibit 8 :  Exhibit 9 :  

Emergency t 

• 

!Efficiency t 

Fonnal relationship I Private or Public Sector I 

N , Y  

I 

Process t, Courtesy t Output quality more important 
than nrocess aualitv 

Exhibit I 0 :  

!Health care & Education I 
y 

1 

Competence, communication, 
credibility, courtesy, responsiveness, 
security, corporate image, process 
and output quality are very 
important; recovery and product 
range are not very important. 

Exhibit 1 1 :  

Religious Sector 

y 
' 

Competence, courtesy, credibility, 
commitment, responsiveness are 
important; all other dimensions are 
not very important. 

1 .  How many tangible components does the service involve? 

The more a service has tangible components, the more important is the tangible 

dimension in that service. 
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2. Does the service involve making a tangible product? For example, lock smith, 

film developing? 

If it does, tangible dimension is very important. 

3 .  Does the service involve tangible or intangible actions to people' s bodies, for 

example, dentist, GP, fitness classes? Or does the service involve intangible 

actions directed at people ' s  mind, for example, teaching and concert? 

If the service belongs to the former one, security and reliability dimensions are 

very important . 

4 .  Does the service involve tangible actions to goods and other physical 

possessions? For example, dry cleaner, laundry, motor repair. 

If it does , tangible dimension is very important. 

5 .  Does the service involve intangible actions directed at people's  intangible 

assets? For example, investment, pension, banking. 

If it does, price/value dimension is very important. 

6 .  Does the service involve providing added value to a tangible product? For 

example, repairing services, insurance. 

If  it does, price/value dimension is very important. 

7 .  Does the service have very high credence level, i .e. consumers' trust to service 

providers and are not able to judge the service quality by themselves? For 

example, education service has high level of credence, while hairdresser has low 

level of  credence. 

If the service has high credence level, competence dimension is very important. 

8 .  Do consumers usually use the service in emergency situation? For example, 

lock smith - sometimes; cinema - usually not; fire station - yes. 
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The greater the emergency level, the more important are accessibility and 

efficiency dimensions . 

9. Is the service a professional service? Professional level can usually positively 

associate with the length of the staff training period required, e.g. doctors - 6 

years, and lawyer - 4 to 5 years (professional), waitress - a few weeks (non

professional) . 

The higher the professional level of the service, the more important is  the 

competence dimension. 

1 0 . Does the service require consumers to have membership? For example, golf 

club - need formal membership relationship; restaurant - no,formal relationship . 

If the organisation has no formal relationship with customers, customers would 

perceive process quality and courtesy as more important. 

1 1 . What is the nature of service communication? Does the service firm use paid 

(i .e . service organisations go to customers), or no paid communication to attract 

customers (i .e . customers go to the service organisation)? For example, health care 

(no paid communication, or consumers go to service organisations), some window 

companies (paid communication, or service organisations go to customers) . 

When the nature o f  service communication is no paid communication to attract 

customers, accessibility is very important. If service firms use paid 

communication to attract customers, price/value is very important. 

1 2. Is the service a private sector or a public sector? 

If it is a private or a public sector, output quality is more important than process 

quality. 

1 3 . Does the service belong to health care or education sector? For example, GP, 

A&E, specialist doctors, dentist, primary school, secondary school, college, 

university, adult education, staff training centre, etc. 
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If it does, competence, communication, credibility, courtesy, responsiveness, 

security, corporate image, process and output quality are very important; and 

recovery, product range are not very important. 

1 4. Do the roles of payer, beneficiary, participant, specifier, service provider 

overlap or are they separate in the service? 

If the payer and beneficiary are separate, price/value is not very important. 

1 5 . Does the service belong to a religious sector? For example, church, religion 

workshop, charity? 

If it does, consumers will perceive both process and output quality lower than in 

both public and private sectors . If it does, consumers will perceive quality 

dimensions competence, courtesy, credibility, commitment and responsiveness as 

very important, and all other dimensions are not very important. 

1 6 . Is the service profit orientated or non-profit orientated? 

If the service is profit orientated, customers perceive price/value dimension more 

important. 

1 7. Is the service location concentrated, dispersed or irrelevant? For example, 

restaurant and university (location concentrated) ; A&E and airline (location 

dispersed) ; insurance (location irrelevant) . 

If the service location is concentrated, accessibility is very important; if the service 

location is dispersed, accessibility is not very important; if the service location is 

irrelevant, accessibility is not important at all. 

The above model is tested in the qualitative research on service providers (see 

chapter 6). This will also serve to provide applications of the models proposed 

above. 
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5. 6 Chapter Summary 

This chapter presented the findings from empirical study phase one - quantitative 

research which focused on consumers' perceptions . The respondent profile 

matches the general demographic distribution of the UK population. It is indicated 

that the important service quality dimensions are different in each selected service 

industry. For example, competence is the most important dimension in university 

and A&E, while price/value is more important in motor insurance sector than any 

other dimensions, and in church sector, responsiveness is perceived by consumers 

as the most important dimension. The finding also indicated that the level of 

impact with the service - experience - did not have impact on consumers' 

perceptions of all service quality dimensions in some service industries, e.g. 

university and restaurant. In the church sector, however, experience had a positive 

impact on almost all dimensions. The more a customer visit church, the more 

important he would perceive service quality dimensions. In other service 

industries, experience level had limited impact on a number of dimensions, and 

consumers' stress level on the plane had a positive impact on some dimensions in 

airline service. The hypotheses testing suggested more than half of the hypotheses 

were supported. Therefore, the components of the service quality importance 

model was developed from supported hypotheses and service characteristics ( as 

discussed in 2 .2) . The next chapter (6) provides a comparative study of service 

providers ' perceptions with consumers' perceptions, and the application of the 

components of the service quality importance model. 
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CHAPTER SIX A COMPARATIVE ANALYSIS OF 

SERVICE PROVIDERS' PERCEPTIONS AND 

CUSTOMERS' PERCEPTIONS AND IMPLICATION 

OF SERVICE QUALITY IMPORTANCE MODEL 

6. 1 Introduction 

The emphasis of the first phase ( quantitative research) was on consumers' 

perceptions and the importance they place on each service quality dimension. The 

focus of the second phase (qualitative study) was on the service quality 

importance perceptions of service providers and the management implications of 

differences found between the results of phases 1 and 2,  particularly the variations 

between industries. This also serves to provide application for the models 

proposed in phase one (objective 5 to 8 ,  as discussed in 1 .3) from the service 

providers ' perspective. The qualitative data analysis in each industry was 

presented in the same order of the quantitative data analysis. They are university, 

A&E, motor insurance, airline, restaurant and church sector. 

Chapter 2 and 3 provide the broad literature review on service quality concepts, 

and showed that most literature was focused on consumers ' perceptions and 

expectations .  In order to carry out the second phase qualitative research for further 

comparison, a more detailed literature review on service providers ' perceptions is 

needed. Therefore, the review of the manager' s perceptions and managerial 

implications on service quality issues are presented, although many studies did not 

conduct any empirical research on service providers' perceptions. 

Only a handful of scholars have researched in the area of management 

implications of service quality. For example, based on an exploratory study using 

two focus groups of  human resource managers from long-distance telephone 

company, fast-food restaurant and airline, Gupta and Chen ( 1 995) formulated 
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implications for management development. They suggested that managers should 

consider staff training as very important, because it can increase staff 

commitment to the company, clear service standards which are based on customer 

expectations and customer satisfaction, increase awareness of customer 

expectations among employees and create more competitive performance. 

Furthermore, Gupta and Chen ( 1 995) noted that teamwork is essential for 

delivering quality service. 

Management now understands that it must develop and manage an organisation 

which provides the quality level that its customers want; thus, the need for 

continually measuring and improving the quality level that it offers has become 

the focus for management (Danders and Scherer 1 995). Donnelly ( 1 995) noted the 

importance of investigating customer expectations and management perceptions 

of what these customer expectations are. Management in the service provider 

organisation must understand customer expectations adequately to set the right 

priorities, allocate the right resources and take the right corrective actions . If there 

is a mismatch between management perceptions and customer expectations, it 

may be caused by inadequate research into customer needs, poor internal 

communications, or inadequate management structures. Bitner ( 1990) noted that 

by developing a service culture, organisations could influence employee 

behaviours . She suggested that a strong service culture, effective supervision, 

monitoring, and quick feedback to employees can also control to some extent, the 

random occurrence of unprompted and unsolicited employee behaviours. 

Management Implications of Service Quality Dimensions 

Some scholars have suggested some management implications of particular 

service quality dimensions . Bitner ( 1 990) noted on the tangible dimensions that 

non-verbal cues such as the firm's physical appearance could influence customer 

attributions and satisfaction in a service failure context. Hence, attention to the 

symbolic meaning of non-verbal messages may also be key to enhancing service 

encounter evaluations. 'Provide services right the first time' - one of the 
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reliability attributes - was noted by Gupta and Chen (1 995), they suggested that 

service providers should focus on doing it right first time rather than fixing it later. 

Gupta and Chen ( 1 995 p .  34) also noted on the service recovery dimension, that 

"even if a problem occurs, the importance should be placed on resolving the 

problem quickly and effectively." Bitner et al ( 1 990 pp . 8 1 -2) also noted the 

importance of the service recovery dimension: "provide customers with logical 

explanations for service failures and compensating them in some way can mitigate 

dissatisfaction, or even tum a dissatisfying event into a memorable, satisfying 

encounter." Furthermore, they suggested that "a set of 'Plan B' actions can be 

developed jointly with managers and line employees and then incorporated as 

'failsafes ' in the service system (p . 82) ." 

Bitner et al ( 1 990) used critical incident analysis to examine service encounters 

and noted the importance of the flexibility dimension - e.g. ' service tailored to 

individual needs ' - in their managerial implications. They suggested that "though 

standardised responses or actions can be used for some types of incidents, in most 

cases the response must be tailored to the specifics of the incident, giving 

employees control,  empowers them to act and enables them to fix problems and 

respond to requests in effective ways (p. 82)." They also noted the importance of 

competence in the service concept. They suggested that managers have the ability 

to influence the level of customer contact, employees ' knowledge and control ,  and 

knowledge enables employees to inform customers about right level of service 

delivery. Bitner et al (1 990 p .  82) proposed that "training programs should be 

designed to develop a broad repertoire of responses (range of knowledge) . . .  often 

a customer' s need is for knowledge, frequently information alone creates 

satisfaction or mitigates dissatisfaction." 

Employee Empowerment 

The importance of employee empowerment in service quality concept was noted 

by Bitner ( 1 990) and Bitner et al ( 1 990). They suggested that having control 

enables employees to take appropriate action. "Employees need control rather than 
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rules . . .  employees must be empowered (given discretion and latitude) to take 

whatever action is proper in a specific situation (Bitner et al 1 990 p. 82)." They 

further argued that open-ended criteria, broad endorsements and guidelines such 

as 'the customer is always right' is not enough, as employees would be in the very 

ambiguous position, and not all customers are right, some are even abusive and 

out of control .  

Service Quality and Human Resource Management 

Many service quality dimensions involves personal elements, e.g. competence, 

courtesy, commitment, understanding the customer, etc. A well-developed human 

resource management system can certainly influence delivering good service 

quality. As Redman and Mathews ( 1 998 p. 7 1 )  suggested, "human resources are 

central to the implementation of total quality management, with the need to build 

a commitment to service quality among all employees, managers and staff alike, 

and to provide a supportive environment for continuous improvement to take 

place." Bitner et al ( 1 990) suggested that employee actions, whether pleasing or 

unpleasant to the customer, are less subj ect to management control . However, 

recruitment and selection procedures can be used to hire employees with a strong 

service orientation (Schneider and Schecter 1 98 8 ;  Hogan et al 1 984). Bitner (1 990 

p. 79) further noted that decisions about employees and the design of physical 

evidence are not made by marketing managers, but rather by human resource 

managers, operations managers, and design professionals, therefore, "there is a 

need for co-ordination among the functional areas within the service firm." The 

overlap of these functions in service firms is agreed in the literature (Gronroos 

1 984; Heskett 1 987 ;  Langeard et al 1 98 1 ) .  The inclusion of operations and human 

resource concerns within the services marketing mix as 'physical evidence, 

participants, and process' highlights this functional overlap and implies the need 

for co-ordinated decision making among senior management. 
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6.1 . 1  Core and Peripheral Dimensions Perceived by Service Providers 

The qualitative data analysis starts with presenting the core and peripheral 

dimensions of each service industry. The concepts of core and peripheral 

dimensions are derived from the qualitative findings. Both core and peripheral 

dimensions are important dimensions perceived by service providers with 

different functions, and each service industry has different core and peripheral 

dimensions. Core dimensions refer to the primary most important service quality 

dimensions in a service industry, they are the fundamental crucial dimensions for 

the service. Achieving high quality in core dimensions however, usually does not 

grant any competitive advantages for service organisations. It is the peripheral 

dimensions, which might differ from each service provider, that achieve 

competitive advantages. Furthermore, different service organisations might have 

different peripheral dimensions in the same service industry. 

Figure 6 . 1 Service Quality Perceptions By Service Providers 

Core and peripheral dimensions have the following characteristics . 

• Customers perceive core dimensions as the most important service quality 

dimensions, and presume that they already exist and are well managed. For 

example, airline safety. 

• Customers have some limitations on judging core dimensions in some 

industries .  For example, students do not know the competence level of 

lecturers. 

• In some industries, government legislation contributes to maintain core 

dimensions to a certain standard. For example, Civil Aviation Authority in 
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airline service, Health and Food Authority in restaurant sector, QAA in higher 

education. 

• Customers usually take core dimensions for granted and the decision making 

process of service organisations are largely influenced by peripheral 

dimensions. 

After discussing core and peripheral dimensions in each industry, the differences 

between the consumers ' perceptions and the service providers ' perceptions of 

service quality importance are presented. The components of the service quality 

importance model was developed based on consumers' perceptions. The 

applications of the above model from service providers ' perspective are 

demonstrated. 

The research methods service providers use to investigate customers expectations 

and reactions on research findings are presented after, as Donnelly (1 995) and 

ZPB ( 1 990) noted that it is important to investigate management perceptions of 

what customer expectations are. Service providers used a range of different 

methods to investigate customers ' expectations, either formal market research or 

subjective evaluation, which influenced their perceived service quality differences, 

priority setting, resource allocation and corrective actions. Rigotti and Pitt ( 1 992) 

suggested that managers do understand what customers want, therefore, service 

providers might recognise the existence differences between their perceptions and 

customers' perceptions, but there might be some obstacles existing in each service 

sector to improve service quality. Each section provides a brief conclusion at the 

end, and a comparative analysis of different service industries was presented. 

6.2Methodology for Qualitative Data Analysis 

The interview protocol has a structured format, thus, a straight-forward content 

analysis (Maykut and Morehouse 1 994) were more appropriate for data analysis 

than computer analysis package. 
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6.2.1 Coding 

Three steps of coding were used in data analysis : a procedure for developing 

categories of information (open coding), interconnecting the categories (axial 

coding), building a ' story' that connects the categories (selective coding), and 

ending with a discursive set of theoretical propositions (Strauss and Corbin 1 990; 

Creswell 1 998 , pp . 1 5 1 , 243) . 

In the open coding phase, the researcher examines the text ( e.g. , transcripts, 

fieldnotes, documents) for salient categories of information supported by the text. 

Axial coding process followed open coding. It takes the categories of open coding, 

identifies one as a central phenomenon, and then returns to the database to 

identify. (a) what caused this phenomenon to occur; (b) what strategies or actions 

actors employed in response to it; (c) what context (specific) and intervening 

conditions (broad context) influenced the strategies, and (d) what consequences 

resulted from these strategies. The overall process is one of relating categories of 

information to the central phenomenon category. Selective coding is the final 

phase of coding the information. It takes the central phenomenon and 

systematically relates it to other categories, validating those relationships and 

filling in categories that need further refinement and development. 

6.2.2 Comparison with Computer Analysis Package 

A number of authors have suggested using computer software to develop themes 

once manual coding has taken place. The use of such packages, such as NUD*IST 

or Atlas/ti were considered and rejected. Although such software may allow much 

quicker analysis (Buston 1 997), this advantage i s  only visible in large unstructured 

sample study. The interviews conducted in this research are fairly structured 

although most of the questions are open-ended. In addition, the process of 

manually inputting specific quotations was considered desirable in that it gave the 

researcher a 'feel ' for the data, and allowed familiarity with them. Secondly, as 
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Dey (1993 , p .6 1 )  noted, the use of a computer can encourage a 'mechanistic ' 

approach to analysis. In this scenario, the roles of creativity, intuition and insight 

into analysis are eclipsed. The research analysis may then become a routine and 

mechanical process (Lee and Fielding 1 996) .  Thirdly, much of the input that is 

carried out by such software requires words to be specified or coded a priori by the 

researcher, consider respondents are selected from 6 different service industries, 

which may not be possible. Finally, most of the available software only identifies 

the sentence with which a specific word or phrase occurs ( especially packages 

such as 'Key-Word-in-Context ') ,  and thus often fails to locate or miss important 

context. 

Although the use of computer software was rej ected, the quality of data analysis 

was not lowered. Issues of methodological rigour are not considered problematic. 

As Krane et al ( 1997 p.2 1 5) noted, "none of these procedures directly affects the 

value of the study; they are merely ways for the inquirers to work with their data . . .  

If  individuals use NUD*IST or Hyperqual computer programs, or  3 x 5 cards and 

paste them to the wall, they are really doing the same thing conceptually." 

6.3 University 

The Dean of Academic Quality (Uni 1 )  and the Director of Quality Assurance and 

Enhancement (Uni2) were interviewed on 1 2  January 1 999 and 3 March 1 999 

respectively. The qualitative data analysis of university sector is discussed below. 

6.3.1 Comparison of Service Quality Importance Norms Between 

Consumers and Service Providers 

The perceptual map of different perceptions of service quality importance between 

consumers and service providers was presented. 
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Core Dimension - Competence 

Competence is the core, most important service quality dimension in university 

sector as perceived by both customers and service providers. This dimension was 

noted in the meaning of service quality by service providers - "professionalism" 

or "having an appropriate professional attitude towards our clients ." In order to 

have a university with good service quality, service providers suggested the key 

factors are "the expertise of the staff' and "knowledge and perceived wisdom of 

individual academics." Uni2 noted they used a quality development model for 

ensuring a professional service in his university in order to maintain the 

professional image of  the higher education sector. In addition, in order to 

strengthen the competence dimension to improve service quality, staff 

development for both academic staff and non-teaching staff was carried out on a 

regular basis .  Furthermore, both consumers and service providers perceived the 

importance of competence level of  academic staff slightly higher than non

teaching staff. 

However, as Uni2 noted, the competence dimension is the fundamental quality 

dimension for all universities, and "students take it for granted."  Nevertheless, the 

customers - students are limited in their ability to judge the competence level of 

staff, both before and during their education (Uni l ) .  Therefore, "there should be 

more things around competence to achieve good service quality, for example, 

responsiveness", noted by Uni l .  

Peripheral Dimensions 

A wide range of peripheral dimensions were noted by service providers which 

were particularly important for building competitive advantage, and they 

perceived most of the peripheral dimensions as more important than customers . 

Flexibility 

Both service providers perceived flexibility as more important than customers did. 

They noted that "different client groups will have different expectations of  service 
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quality, so we should build up different types of service delivery and try to meet 

their different expectations ." Service providers even associated flexibility with the 

definition of s ervice quality and customer expectations . Uni l divided students into 

undergraduate and postgraduate, and argued that postgraduate students would 

expect a higher level of service in terms of efficiency, responsiveness, reliability, 

accessibility and tangibles, because they are usually more mature, experienced and 

enjoy more status compared with undergraduate. 

Accessibilitv/Tangible 

In the university sector, the accessibility attributes are closely related to tangible 

attributes, for example, learning resource centres and timetables. Service providers 

perceived accessibili ty as more important than consumers did, while their 

perceptions of tangible dimensions were very close to consumers. The tangible 

elements in a university include the learning resource centre, lecture rooms, desks, 

timetables, university building, staff dress, etc. The learning resource centre is one 

of the most important and frequently mentioned elements suggested by Uni l in 

making a university with good service quality. Uni2 agreed that one to one 

tutorials ,  more access to staff, better library facilities, the quality of the physical 

infrastructure, even posters and pictures are very important parts of the whole 

service · quality package. However, some service attributes in tangibles and 

accessibility dimensions were not noted. 

When Uni 1 was informed that his perception was higher than consumers on 

accessibility dimension, he regarded this as an interesting issue. One explicit quote 

was on access the university on the phone. He noted that "probably students rarely 

dial the phone to university, but we use the telephone more often than students 

do", therefore, the he was considering setting up a more advanced standard 

telephone service in university. This attitude by the service provider is in 

contradiction to their general policy of finding out consumers' expectations and 

trying to meet these expectations. The service provider was simply using his own 

perceptions to set up the service specifications .  
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E(ficiencv 

The service providers' perceptions were higher than customers on efficiency. 

Some efficiency attributes noted were "speed of handing back assignments", 

"timely response ." Consumers did not perceive efficiency as a highly important 

service quality dimension, and there were not many comments on efficiency made 

by service providers . 

Understanding the customer 

S ervice providers ' perceptions of understanding the customer were slightly higher 

than consumers ' perceptions .  Since different clients have different expectations, 

service providers stated they should make an effort to investigate these 

expectations .  Some important service quality policies noted by Uni l were "trying 

to find out what students '  expectations are" and "students should be treated as 

individuals rather than en masse." In addition, Uni2 noted "we should make an 

effort to understand students and solve their problems." Service providers argued 

that this dimension was an important indicator in Times league table, although 

"students ' expectations might not be explicit." 

Reliabilitv 

Uni2 perceived reliability very close to customers did, while the perception of 

Uni 1 was slightly more than one standard deviation higher than customers. 

"Lecturers turn up on time, assignments handed in will be given back within a 

certain period of time", and "not having cancellations" were perceived by the 

service provider as students' expectations. 

Responsiveness 

Service providers perceived responsiveness very close to customers did. They 

noted "we should give care and individual attention", "willingness to identify 

students' expectations", and "we should be responsive to students' needs." As one 

of the important service quality dimensions perceived by consumers, 
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responsiveness also had a great interest to service providers. Furthermore, Uni2 

regard responsiveness as the most important service quality dimension in terms of 

identifying the competitive advantage of a high education institution. 

Communication 

Both service providers perceived communication slightly higher than consumers 

did. Some attributes noted were, "set timetables", "clear notices up to date", "clear 

curriculum and inform students better." Although, service providers ignored some 

communication attributes, for example, informing customers in the language they 

can understand. 

Perceptual Differences 

Corporate Image 

Both service providers ' perceptions of corporate image were higher than 

consumers ' p erceptions, furthermore, the perception of Uni2 was more than one 

standard deviation higher than consumers . Regarding this difference, he argued 

that this dimension was a particularly important indicator in the Times ' league 

table, as "the league table is a very important aspect to make students come here" 

and "it influences potential students ' decision making a lot." Furthermore, Uni2 

stated that corporate image was such an important issue that universities should 

pay more attention to meet the criteria in the league table rather than students ' 

expectations, even though sometimes the two can be contradictory. 

Commitment 

Regarding commitment dimension, the perception of Uni 1 was more than one 

standard deviation higher than consumers' perceptions. Regarding this perception 

difference, he noted "I think a caring atmosphere and the sensitivity of our staff 

are important elements." 
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Credibility 

In terms of credibility, the perception of Uni2 was very similar to consumers, 

while Uni l perceived this dimension more than one standard deviation lower than 

consumers did. Uni 1 simply noted "I don't think they bother very much about that, 

. . .  and it' s  not possible for us to do anything about that ." 

Price/Value 

Regarding price/value dimension, the perception of Uni2 was very close to 

consumers, while Uni l perceived this dimension more than two standard 

deviations lower than consumers did. The responses from Uni 1 on this perception 

difference were that "there are financial constraints on the universities, if that' s the 

cost they are ,  then, that ' s  the kind of cost you have." 

It is suggested that some external market forces limit the power of changing 

service standards in the light of consumers ' perceptions. However, service 

providers have a strong intention not to change service specifications, with one of 

the major reasons being "clients should take certain responsibilities ." 

Clients ' Responsibility 

Service providers argued that differences exist between the concepts of clients and 

consumers. Service providers usually noted they would try their best to meet the 

needs and wants of consumers . However, in many professional services, service 

providers only advise their clients and believe clients should take a certain level of 

responsibility for the service outcome. 

The ' clients ' responsibility' and 'negotiation' concepts were introduced with the 

meaning of service quality and customer expectations by Uni l . S ervice providers 

argued that "students are our clients ,  not customers, they are responsible for 

making a contribution to the quality of  their own education." In particular, service 

providers perceived customers would actually accept their responsibility in 

contributing to a certain level of service quality. However, this issue raises some 
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further questions in this field. For example, to what extent is service quality the 

clients ' responsibility, or providers' responsibility, how to prevent 'clients ' 

responsibility' becoming the excuse of service providers for providing poor 

service, and how should the service provider work with their clients to contribute 

to the best service process and outcome. 

6.3.2 Application of Components of the Service Quality Importance Model 

According to the components of the service quality importance model developed 

from consumers ' perceptions, exhibits 1 ,  5, 6, 9 and 1 0  (as discussed in section 

5 .5) are related to the university sector. 

The proposition in Exhibit 1 suggested that if the service involves making a 

tangible product, or involves actions to goods and other physical possessions, the 

tangible dimension would be very important. In addition, the more a service has 

tangible components, the more important are the tangible dimensions . The first 

two conditions certainly do not apply to a university service, but a university has a 

certain level of tangible components, i .e .  learning resource centre, lecture rooms, 

etc. The service provider perceived the importance of tangible components in a 

moderate level and similar to consumers ' perceptions. Therefore, the proposition 

in Exhibit 1 was supported. 

S ince a university is a professional service and has high credence level, the 

proposition in Exhibit 5 indicated that competence should be very important. The 

findings of the service providers ' perceptions demonstrated, competence is the 

most important service quality dimension. The proposition in Exhibit 6 suggested 

that when the service location is concentrated, consumers require a higher level of 

the accessibility dimension. Accessibility in a university refers to a number of 

different service quality attributes, i .e .  access to learning resource centre, lectures 

and staff, access to the university service on the phone, the ease of getting to and 

applying to the university. Service providers perceived accessibility slightly more 

important than consumers did within the range of one standard deviation, although 
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they suggested that "the ease of getting to the university" is not very important, as 

this is the students' responsibility. Thus, the propositions in both Exhibits 5 and 6 

were supported. 

The proposition in Exhibit 9 suggested that output quality is more important than 

process quality in public sector. Uni l perceived output quality as being equally 

important to process quality, while Uni2 perceived process quality as slightly 

more important than output quality. However, consumers ' perceptions gap 

between output and process quality was not significant in university sector, 

furthermore, both service providers had similar views to consumers on output and 

process quality. Therefore, the proposition in Exhibit 9 was supported. 

The proposition in Exhibit 1 0  in the components of the service quality importance 

model suggested that in the education sector, consumers will perceive 

competence, communication, credibility, courtesy, responsiveness, security, 

corporate image, process and output quality as very important, and recovery and 

product range not very important. The service provider' s perceptions o f  recovery 

and product range match the consumers ' perceptions that they are not very 

important. Regarding the important service quality dimensions, the service 

provider agreed that competence, communication, courtesy, responsiveness, 

security, corporate image, process and output quality were very important, 

although both service providers perceived credibility slightly lower than 

consumers did. Therefore, the proposition in Exhibit 1 0  was supported. 

6.3.3 Research into Service Quality 

S ervice providers used a wide range of research method to investigate customers ' 

expectations, such as surveys, focus groups and meetings with student union. The 

purposes of research activities are however, not only finding out students ' 

expectations, but also informing the actions and plans of  service providers . For 

example, some meetings with students are used to "inform the planning decisions 

within the university." After carrying out this consumer research, service 
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providers ' responses to consumers' expectations were usually "fed back to the 

department concerned." Even though one of the important policies regarding 

service quality is to "improve service to a more appropriate level to meet students ' 

expectations ." Both service providers would not simply adjust their service 

standards in the light of consumers' perceptions. 

Although both service providers recognised some differences between their 

perceptions and customers ' perceptions, they argued that there are some obstacles 

existing in the university sector to improve service quality. For example, 

universities were not traditionally perceived as a service industry, and the service 

quality concept is very new in the higher education sector. In addition, the current 

model for judging service quality was the "peer review model, which is an expert 

judging another expert", noted by Uni2 . Moreover, there is still an argument in 

university management board on the role of  customers - students or external exan1 

bodies, which confirms the proposition made by Donnelly ( 1 995) that public 

sectors have difficulty in defining their customers (as discussed in 3 . 9) .  Some 

external factors however, e .g . changing of  the government policy on tuition fees 

force universities to be concerned about service quality, as this influences 

students' perceptions of price/value dimension and the decision making process of 

choosing a university. Some obstacles inhibit the improvement of  service quality 

were also noted by service providers, such as staff attitudes, management crisis, 

limitations on resources and planning and culture change. 

6.3.4 Conclusions 

The university service provider perceives competence as the most important 

service quality dimension, which matches the consumers ' perceptions. The service 

provider also noted a range of peripheral dimensions (Figure 6 .2) .  
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Figure 6 .2 Core and Peripheral Dimensions in University Sector 
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The findings of service providers ' perceptions supported the relevant propositions 

in the components of the service quality importance model (exhibits 1 ,  5, 6 and 

1 0) .  Differences in perceptions between service providers and customers existed 

in the dimensions of corporate image, commitment, credibility and price/value. 

The factors that contributed to perceptual differences were not only the subjective 

perceptions of the service provider, but also changes in government policy, staff 

attitudes,  cultural change, methods of judging service quality, resource, planning 

and management issues . Service providers do carry out continuous research into 

consumer behaviour, and realise that different sets of clients have different 

expectations . However, if the findings of  consumer research do not match the 

general policies in the organisation, service providers would not simply change the 

service specification. Service providers generally have a negative attitude towards 

perceptual differences on specific service attributes, as they argued that clients 

should take most of the responsibility in contributing the total service quality. 

6.4A&E 

A head of an A&E in Hertfordshire (Ael)  was interviewed on 1 8  March 1 999 and 

a nurse manager of  an A&E in Bedfordshire (Ae2) was interviewed on 9 April 

1 999. The qualitative data analysis of A&E sector are discussed as follows. 
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6.4.1 Comparison of Service Quality Importance Norms Between 

Customers and Service Providers 

253 



Importance 

..... 
0 N c..., � (11 (j) --J CX) (0 0 

Accessibility 

Commitment 

Communication (P) 

Competence (C) 

Courtesy (P) 

Credib i l i ty (P) 

Efficiency (P) C') 
0 
3 

"C 
QI 

Flexibi l i ty 
-, 

en QI 
Ill 

(D 
er ;:! 

n· :::s 
(D 0 
0 Product Range ... 

C: CJ) 
!!!. (I) 

� � 
0 

Recovery (D) 
o· 

3" (I) 
(D D ::, 
1/1 
o· e!.. 
::, 

Reliabi l ity (D) ;:;: 1/1 '< 

3 
"C 
0 

Responsiveness 

:::s 

Security (D) :::s 

m 
Tangible (D) 

Understand the 

Customer (P) 

Process 

Output 

Corporate I mage (D) 

+ + + 
)> )> () 
CD CD C: 
N __,. 

cil 



Core Dimension - Competence 

Both service providers and customers agreed that competence is the most 

important service quality dimension in A&E sector. Ae l noted that service quality 

"has to be centred around clinical skills and the delivery of those skills ." Ae2 also 

agreed that people coming to A&E will expect to be seen by competent staff 

which is the basic function of A&E. Ael further noted that one of the key word 

associated with service quality is "good training." "We need to continue to invest 

in our staff, . . .  for almost every single nurse, at every single grade, and it doesn't 

compete with the continuous teaching for doctors ." Therefore, Ael is keen to 

develop the competence level of both doctors and nurses , which supports the 

suggestion made by Gupta and Chen ( 1 995) that staff training is important. In 

addition, in the institute of Ae2, training programmes involve not only "medical 

and nursing staff', but also "receptionists, porters, everybody that works in A&E." 

The training programme included clinical skills, "radiographers, fire training, CPR 

training, life support courses", and furthermore, "training will match individual 

staffs own particular specialities and competence." 

Peripheral Dimensions 

Efficiency 

A&E has very high emergency demand, therefore, efficiency of treatment becomes 

very important. Ael noted that "the patients ' charter has been very heavily 

orientated on time." In addition, he perceived "the patients' perceptions of quality 

is often measured in time." Ae2 agreed that "people's ideal situation is they shall 

be seen immediately, or certainly in a short while." Both service providers further 

noted the importance of efficiency. "Time is the central element of quality, and it 

is the most important thing for patients. Because it doesn't matter how good the 

service is, if patients have to wait long time, they will be dissatisfied." 

Understanding the customer 

Ae 1 noted that understanding the customer is one of the most important part of 

service quality that customers would expect from A&E. "One of the most 
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important parts of our (mission) statement is to give high quality individualised 

care. What I would hope we do is tailor our intervention and advise them with the 

nature of the job they do. I think it ' s  the individualised care that i s  the important 

quality element." Furthermore, both Ael and Ae2 noted that the most important 

policy regarding service quality in their department is "everybody is treated as an 

individual and respected as a individual." In addition, if for any reason, A&E 

department can not fulfil customers expectations on efficiency, "what we have got 

to do is provide other compensatory mechanisms, and that is good quality 

individualised care." This finding supports the managerial implications that some 

services, e .g . time with the nurse or physician, may need to vary according to each 

patient' s  need (Etchart and Harte 1 996) .  

Communication 

Ae2 perceived good communication as the most important element of service 

quality in terms of competitive advantage, which agreed with the proposition of 

Gronroos ( 1 990 p .  8 1 )  that communication may influence customers ' quality 

perceptions in the long run. "People don't  know whether you are competent or 

not, but they need to be informed about what is going on." She noted that 

"customers appreciate communicating what their needs are, and how we are 

addressing the public needs ."  Ael noted that "part of the quality is information we 

give them to go away with, for future injuries and other service available to them." 

Good communication can even compensate sometimes for minor service failure, 

for instance, lack of efficiency, "the compensatory mechanism we can provide 

includes good communication, they need to be informed about any expected 

delays while they are waiting." 

Courtesy/Credibility 

Service providers highlighted the importance of courtesy and credibility in A&E. 

They noted that service quality includes "how we interact with the patients while 

we are treating them, care norms and giving helpful care." Customers ' 

expectations would involve "being treated with respect, privacy and courtesy." In 
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order to strengthen the courtesy and credibility dimension, the A&E department of 

Ae 1 enhanced customer care training for all staff. Ae2 further noted the difference 

of credibility between doctors and nurses. "Our customers hope the nurses are 

more enthusiastic and helpful and :friendly than the doctors, but in terms of 

competence, they would want the doctors to be more competent." Therefore, these 

perceptions match the perception of customers on different category of staff. 

Perceptual Differences 

Securitv 

Security was the second most important service quality dimension perceived by 

customers, surprisingly, both service providers ' perceptions were more than one 

standard deviation lower than customers ' perceptions. Ael suggested that "I think 

safety is important, but we can't  give pain free care, or 1 00% guarantee on 

treatment result, in fact pain is very essential for doctors and nurses to examine 

and diagnose our patients ." Ae2 argued security was very difficult to achieve. "All 

clinical procedures involve different levels of danger and risk." 

Tangible 

Both Ael and Ae2 perceived tangible dimension less important than customers 

did, with Ae2 ' s  perception more than one standard deviation lower than 

customers. Ae2 argued "I don' t  think people would care about the environment or 

staff dress too much." However, Ael noted that within the last five years, 

environment improvement is one of the projects they implemented. "I think that 

certainly if  the department looked as dark, dingy, quite claustrophobic, then 

people' s  perception of quality is not going be very good." 

Reliability 

Both service providers perceived reliability less important than customers did. 

Regarding this perception difference, Ae2 noted that "I don't know, I am sure 

there is a great deal of frustration when things like their notes go missing, but 
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there is a big black hole in almost any hospital that notes seem to disappear into, 

and there is a limit to what we can do." 

Recovery 

Recovery was the second lowest dimension perceived by customers, however, the 

perception of service providers were even lower than customers ' perceptions . 

Regarding this perception difference, Ae 1 noted that "within all the experience 

I've had dealing with complaints, more people want us make apologies than want 

money, so that 's why I think acceptance of responsibility for poor and good 

service is more important ." Ae2 argued that ''well, people want someone to blame, 

it' s  very difficult sometimes to explain that there isn't a reason, it' s  not actually 

our fault, it' s  the way the system is ." 

Corporate Image 

The perceptions of both service providers on corporate image were higher than 

consumers ' perceptions, with Ael ' s  perception more than one standard deviation 

higher. Regarding this perception difference, Ae 1 noted that "I think reputation is 

vastly important, even though customers scored it a lot lower, because it builds in 

perceived ideas of how you are going to be treated when you gets there." 

6.4.2 Application of Components of the Service Quality Importance Model 

According to the components of the service quality importance model, exhibits 2, 

5 ,  6 ,  7 and 1 0  (as discussed in section 5 . 5) are relevant to A&E sector. 

The proposition in Exhibit 2 suggested that if a service involves actions to 

people' s  bodies, the security and reliability dimensions are very important. They 

are ability to perform the promised service dependably and accurately, including 

consistency and punctuality of the service (reliability) and freedom from danger, 

risk, or doubt including the personal safety of the customer during the service 

process (security) . Interestingly, both service providers perceived security and 

reliability lower than consumers ' perceptions . Both Ael and Ae2 noted that 

258 



discomfort, risk and danger is necessary in health care service, there is a limit to 

what service providers can offer on security and reliability issues. Therefore, 

service providers did not support the proposition in exhibit 2 .  

The proposition m Exhibit 5 suggested that the more a service involves 

professionalism or the higher the credence level in the service, the more important 

is the competence dimension. As part of the health care service, A&E has very 

high level of professionalism and credence, competence should be very important. 

Both service providers perceived competence as very important and as the core 

dimension of A&E. Thus, the proposition in Exhibit 5 was supported. 

The proposition in Exhibit 6 proposed that when service location is concentrated, 

consumers would rate accessibility very highly. The proposition in Exhibit 7 

proposed that if consumers need to go to the service organisation, accessibility 

will be very important; and the higher the emergency level of a service, the more 

important are the accessibility and efficiency dimension to consumers. Therefore, 

these two exhibits suggested that accessibility and efficiency should be very 

important to consumers in A&E service .  The findings of the qualitative data 

indicated that service providers perceived accessibility as very important and they 

are very close to consumers' perceptions . In addition, as one of the peripheral 

dimensions - efficiency - was perceived as very important by service providers. 

Furthermore, service providers perceived efficiency as one of the most important 

dimensions to consumers. Thus, propositions in both Exhibits 6 and 7 were 

supported. 

The proposition in Exhibit 9 suggested output quality is more important than 

process quality in public sector. Both consumers and service providers perceived 

output more important than process quality in A&E sector. Therefore, the 

proposition in Exhibit 9 was supported. 
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The proposition in Exhibit 1 0  suggested that in the health care and education 

sector, consumers perceive competence, communication, credibility, courtesy, 

responsiveness, security, corporate image, process and output quality as very 

important; and recovery and product range are not very important. As part of  the 

health care sector, A&E service providers perceived competence, communication, 

credibility, courtesy, responsiveness, corporate image, process and output quality 

as very important, and at a similar level or higher than consumers, however, their 

perceptions of security was lower than consumers' perceptions . In addition, 

service providers perceived recovery and product range as not very important at 

similar level or lower than consumers did. Thus, the proposition in Exhibit 1 0  was 

supported. 

6.4.3 Research into Service Quality 

Service providers carried out a wide range of research in order to investigate 

customer expectations and establish a close link with the local community. For 

example, satisfaction surveys, observation and informal conversation, road shows 

and open days. However, service providers either gave a very vague attitude on 

adjusting service standards in the light of patients' perceptions, or totally rej ected 

the possibility of doing so. Furthermore, there were many obstacles inhibit the 

improvement of service quality although service providers realised differences 

existed between their perceptions and customers' perceptions. Some obstacles are 

the complex service process, the introduction of the triage system, lack of funding 

which i s  the common problem in public sector (Donnelly 1 995 , as discussed in 

3 . 9) , increasing consumer demands, infrastructure of health care system, racial 

discrimination, and the over-promising phenomenon of patients' charter. The 

propensity to over-promise was noted by ZPB ( 1 990 p .  1 1 7) as one of the factors 

contributing to the gap between service delivery and external communication to 

customer (Gap 4), which is one of  the maj or cause of low service quality 

perceptions. Furthe1more, service providers noted that customer expectations are 

nom1ally quite high and difficult to meet, e .g . guaranteed efficiency. 
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6.4.4 Conclusion 

The most important core dimension perceived by service providers in A&E was 

competence, in addition, understanding the customers, efficiency, and 

communication were also very important (Figure 6 .3) .  

Figure 6 .3  Core and Peripheral Dimensions in A&E Sector 

Peripheral Dimensions 
Understanding the customer 

re Dimens 
Compete 

Service providers supported the propositions in exhibits 5, 6 ,  7 and 10 in the 

components of the service quality importance model, but exhibit 2 was rejected. 

Service providers however, realised that the high demands from consumers 

existed in security and reliability dimensions, although they argued that they were 

not able to satisfy them. Perceptual differences existed on recovery, security, 

tangible, reliability, and corporate image. A number of  formal research methods 

were implemented to investigate customers ' perceptions, however, negative 

responses were given regarding specific perception gaps, they argued there was 

less chance of changing service standards in the light of patients ' perceptions . 

Service providers noted a large number of  obstacles inhibit the improvement of 

service quality, including difficulty of  changing service process, lack of funding, 

high consumers ' demand, infrastructure of  health care, racial impact and over

promising phenomenon. 

6.5Motor Insurance 

An underwriting manager (Ins l )  was interviewed on 6 May 1 999 and a personal 

lines manager (Ins2) was interviewed on 7 May 1 999. The qualitative data 

analysis of motor insurance companies was demonstrated as follows. 
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6.5.1 Comparison of Service Quality Importance Norms Between 

Consumers and Service Providers 
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Core Dimension - Price/value 

Both service providers and consumers agreed that price/value was the most 

important service quality dimension in the motor insurance sector. "Competitive 

premium" was noted as the most important factor in consumers' decision making 

process, as perceived by service providers . They noted that "the majority of our 

customers do phone around to get the best quote, and they just go for the lowest 

possible premium when comes to choosing an insurance company." This factor 

contributed to a highly price-sensitive motor insurance market. Service providers 

noted "we could lose more than 1 2,000 customers within a week, because another 

insurance company in the country just decided to lower the premium of certain 

particular groups." Price sensitivity might be a phenomenon in the whole financial 

industry. Carman (1 990 p. 41 )  first suggested that "price does enter into quality 

considerations", in this research, price/value was found as the most important 

quality dimension in motor insurance sector. Gronroos (1 990 p .  1 6) argued that 

price cutting strategy however, does not help the firm in building up enduring 

customer relationships and is not recommended in the long run. 

Although price/value dimension was very important, service providers agreed 

there i s  a limit on low premium and it has to match the service standard. Ins2 

noted that "the price we offer has to cover cost in our company. Our aim is to 

provide our clients with the best possible service and the lowest possible quote, 

without losing money of course." Ins2 noted "we also need to make sure they are 

not compromising on their cover." 

However, both service providers agreed that they would not lower their service 

standard and offer the lowest premium in order to attract more customers. 

Target Market 
Since no company can offer the lowest premium to all segments, selecting a 

specific target market is the strategy to achieve high service quality and 

competitive premium. "You only can offer the best service with the lowest 
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premium to the groups with which we are willing to take risks", for example, 

females, age 1 7-30, driving lower grouped vehicles, were selected by Insl and 

high performance car drivers or special needs groups selected by Ins2. On the 

other hand, some segments were considered as unacceptable risks, e .g. , residents 

in Manchester and Liverpool. These well-defined segments enable insurance 

companie s  to offer competitive premiums to the chosen target market. 

Monitoring Competitors 

Service providers agreed that competition was a major obstacle in the motor 

insurance sector, with more than 1 00 big motor insurance companies competing in 

the same market. "Everybody is advertising on TV, saying they could do the best 

deal, for the same product", noted by Ins2 . As a service industry, the service 

formula is very easy to copy, for example, low premium and tele-sale, as "most 

customers like shopping around using telephone", noted by Insl .  In order to 

survive in this fiercely competitive market, service providers suggested "it i s  very 

important to monitor your competitors ' movements . . .  we have more than 500 

motor insurance companies on the screen." Insurance companies are not only 

monitoring the change o f  premiums, but also the service standards of competitors. 

The war of  low premiums among insurance companies "is good for consumers but 

difficult for motor insurance companies to make a fortune", as Ins l noted. 

Peripheral Dimensions 

Although price/value is the core dimension, service providers believe they still 

need to offer "quality service" to customers. 

Efficiency 

Service providers suggested "speed of response, efficiency and being prompt, 

receiving new documents straight away if you change your car" are some major 

factors that contribute to good service quality for motor insurance company. Ins l 

noted customer expectations would include "solve their problems and claims 

quickly, speed of claims and speed of repair and efficiency of the service." Ins2 
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argued that "customers are won or lost at the claims stage", therefore, the 

efficiency during the claim process is particularly important. Some actions taken 

regarding the efficiency dimension are, for example, to use brokers to issue 

policies, and handle claims via direct 24 hour help-lines, since customers have 

higher expectations on the efficiency of claim handling than the process of getting 

insured . Ins 1 noted however, the delays caused by brokers that sending back the 

relevant insurance documents would influence efficiency. 

Accessibility 

Ins 1 perceived that accessibi lity was less important than consumers did, while 

Ins2 perceived accessibility slightly more important than consumers did. Ins2 

argued that "if the line is busy or they have been on hold for too long, customers 

would hang up and phone someone else." In order to increase accessibility, the 

company of Ins l "set up a 24 hour help line to deal with claims", because "with 

brokers, you can't get 24 hour access, and it might cause customers to be 

dissatisfied." Both service providers however, felt "very surprised" about 

consumers ' higher requirement on the service attribute - "availability of insurance 

agents to help ." They argued that "as long as there is somebody answering the 

phone, customers don't require agents to be there all the time." In addition, there 

are two main aspects in accessibility, access by telephone and access by person. 

Both consumers and service providers perceived that access by telephone was 

more important than by person, which matches the consumers ' perceptions. 

Reliability 

Service providers noted that it i s  important to keep promises. Customers would 

expect "we do whatever we say we are going to do" and "right after they made 

phone call to report the accident, we need contact the garage and let them 

approach the customers on time." Furthermore, "you should deliver whatever you 

promised to deliver." 
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Responsiveness 

Service providers noted responsiveness as part of the customer expectations. 

"Customers would expect us to do a professional job with their best interests at 

heart, because we are selling a product that i s  going to meet their requirements ." 

Ins2 further noted "when we gain a new client, we will automatically send them a 

greeting card with their insurance document, to make sure they are being looked 

after." 

Competence 

Service providers perceived competence as very important, and it is the second 

most important dimension perceived by customers. Service providers stated that 

every staff member has to be competent enough, to answer every question our 

clients asked for and find out your information quickly on the terminal if you 

called us before. 

Perceptual Differences 

Corporate Image 

Regarding corporate image, service providers ' perceptions were much lower than 

consumers. The perception of  Ins l was more than three standard deviations lower 

than consumers ' perceptions, and the perception of  Ins2 was just over one 

standard deviation lower. They argued that most consumers do not care about the 

reputation very much, customers choose you because you offer a better premium. 

Ins2 did not neglect the corporate image dimension entirely, he suggested 

"because our company has a big name, good corporate image, we have a lot of 

new people phoning in everyday." However, "reputation is not powerful enough to 

keep clients with us, although it can make customers contact us in the first place." 

Moreover, "giving quotes is very time consuming, and if we can't give them the 

best quote, the time is wasted." 
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Flexibility 

Ins l perceived flexibility slightly lower than customers did, however, Ins2 

perceived flexibility one standard deviation higher than consumers did. Ins2 noted 

flexibility as part of the competitive advantage. "We offer flexible cover to our 

customers, for example, a three month cover or additional cover on alloy wheels, 

and that ' s  the reason some customers insure with us." 

Recovery 

Both service providers perceived recovery lower than customers did, while the 

perception of Ins l was one standard deviation lower than customers ' perceptions. 

Ins2 ' s  attitude on recovery is not entirely negative. "We would first seek some 

compromise by writing them letters. Most times, they want us to say son-y and 

accept the responsibility, but some of them want financial compensation, which 

we very seldom give out. But if it means paying a very small part of his premium 

and make our customer stay with us, then we would." On the other hand, Insl 

argued that "I don't think recovery issues will be in consumers' mind if you don't 

tell them there is compensation available ." 

Output 

The perception of output quality by Ins 1 was almost 4 standard deviations lower 

than customers ' perceptions, while the perception of Ins2 was very closer to 

customers . Ins2 argued that the outcome of insurance service - have peace of mind 

of being properly covered - is fairly standard, and output quality "doesn't bring us 

any customer." 

Tangible. Access by Phone and Access in Person 

The service quality dimensions 'tangible' and two accessibility attributes - access 

by phone and access by person have the same distribution scores on the perceptual 

map. Consumers' perception was slightly lower than Ins2, and much higher than 

Ins l . The nature of the service organisation and the selected selling tactics of both 

service providers can help to interpret this .  The motor insurance company of Ins l 
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used insurance brokers only to sell their insurance policy and the only direct 

contact with customers was the telephone claims service .  Therefore, customers did 

not need to contact the company in person and seldom by telephone. Ins l argued 

that he was very surprised that customers rated tangible high, "because most 

people never see an insurance company, how can they care about the environment 

and cleanliness of the insurance company? Some people don't even care whether 

they hold an insurance certificate." Thus, the rating of Insl on tangible, access by 

phone and access by person are very low. On the other hand, the company of Ins2 

uses both the direct selling method and via agent, the contact between customers 

and service providers are much more personal. Therefore, the perception of Ins2 

was only slightly higher compared with customers. 

6.5.2 Application of Components of the Service Quality Importance Model 

According to the components of the service quality importance model that 

developed from consumers ' perceptions, exhibit 3 ,  6 and 9 (as discussed in section 

5 . 5) are relevant to motor insurance sector. 

The proposition m Exhibit 3 suggested that if a service involves actions to 

people ' s assets, or adds value to a tangible product, or the service organisation go 

to consumers or the organisation is profit orientated, the price/value dimension 

will be very important. Motor insurance sector matches all the criteria in this 

exhibit, it insures people ' s  cars, adds value to cars that are insured, often uses 

heavy promotion to attract customers and is profit orientated. Therefore, the 

price/value dimension should be very important. The findings of the qualitative 

data support this exhibit: service providers rated the price/value dimension very 

high, with very little difference compared to customers ' ratings. Furthermore, they 

perceived that price/value is the most important service quality dimension, a major 

factor contributing to good service quality for a motor insurance company, and the 

most important element in consumers ' decision making process of choosing motor 

insurance company. They agreed that the market for motor insurance is very 
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sensitive 111 terms of price/value and competition is  very fierce, therefore, 

price/value becomes the number one item on the agenda of managers . 

The propo sition 111 Exhibit 6 suggested that when the service location is  

concentrated, customers perceive accessibility as high; when service location i s  

dispersed, customers perceive accessibility in medium level ; and finally, when 

service location is irrelevant, customers perceive accessibility as low. In motor 

insurance, whether the service location is dispersed or irrelevant depends on the 

sales method of the company, for example, via agent or direct telesale. The 

company of Ins l only used agents to issue their insurance policy and telephone 

contact with customers in terms of claims, therefore, service location is irrelevant 

for them, accessibility should be perceived low. On the other hand, the company 

of Ins2 used both agents and direct selling tactics, which involve direct contact 

with consumers : therefore, their service location is dispersed, and accessibility 

should be in medium level . The finding of  the qualitative study support the 

proposition in Exhibit 6 :  Ins l perceived accessibility lower than consumers did, 

and Ins2 ' s perception is slightly higher than consumers . 

The proposition in Exhibit 9 suggested that in private sector, output quality is  

more important than process quality. As motor insurance is a private sector 

enterprise, output quality should be more important than process quality. The 

findings suggested that only Ins l perceived that process quality is more important 

than output quality, while both consumers and Ins2 perceived output quality more 

important than process quality. Therefore, the proposition in exhibit 9 was 

supported. 

6.5.3 Research into Service Quality 

There are two methods employed by service providers to find out consumers 

needs and wants, i .e .  via agents and via complaints depariment, of which the latter 

is more popular. As service providers perceived claims service as much more 

important than the process of getting insured, customer perceptions of the process 
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of getting insured, by large, has been ignored by service providers . Service 

providers usually adopted further investigation if some unsatisfactory cases were 

raised, rarely, compensation might be offered depending on the specific issues. 

Service providers perceived customer expectations as "very difficult to handle" 

and "normally very high" and they realised that different customer would have 

different expectations regarding different product. There were however, also 

certain limitations on customer expectations . For example, some consumers do 

not realise the 24-hour help-line offer, noted by Ins l .  Interestingly, Ins l  believed 

the cause of the above issue is the limitation of customer expectations rather than 

lack of communications. Furthermore, Ins2 perceived there is some demographic 

impact on customer expectations : "the older the customer, the more emphasis they 

put on service." The attitude of service providers towards adjusting service 

specifications were fairly negative and vague, and limited to the selling methods, 

e.g. Internet selling. Obstacles inhibit the improvement of service quality include 

fierce competition, and the impact of supporting services, e.g. agents and garages. 

6.5.4 Conclusions 

The most important service quality dimension in the motor insurance sector is 

price/value. Service providers also perceived price/value as a major factor 

contributing to good service quality, and the most important element in 

consumers ' decision making process for choosing motor insurance company. They 

agreed that the market for motor insurance is very sensitive in terms of price/value 

and competition is very fierce, therefore, price/value becomes the number one 

item on the agenda of managers. In order to strengthen the competitive advantage 

in a highly competitive motor insurance market, emphasis should also be placed 

on efficiency, accessibility competence, flexibility, reliability and responsiveness 

(Figure 6.4) . 
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Figure 6 .4  Core and Peripheral Dimensions in Motor Insurance Sector 

peripheral dimensions 
efficiency ----- accessibility 
reliability core dimension 
flexibility price/value 

A number of differences existed between service providers ' and consumers ' 

perceptions : they are corporate image, flexibility, output, recovery and tangible. 

The findings from the qualitative study support the propositions in exhibit 3, 6 and 

9 in the components of the service quality importance model. Both consumers and 

service providers agreed that price/value is  very important, different levels of 

accessibility depend on the service location and output quality is more important 

than process quality. 

Other than dealing with complaints, almost no formal consistent research was 

conducted on consumers ' perceptions . Service providers often use subjective 

evaluation on judging customer expectations, they perceived that customer 

expectations are very difficult to handle and very high, and demographic factors 

can impact on these customer expectations . They simply rejected the possibility of 

changing service specifications according to customers' interests, but agreed that 

changes might be  made based on market force but not customer expectations and 

consumer demands . 

6.6Airline 

A cabin services manager of a medium sized airline (Airl )  was interviewed on 9 

March 1 999  and the director of quality of a new low-cost airline (Air2) was 

interviewed on 1 7  March 1 999.  
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6.6.1 Comparison of Service Quality Importance Norms Between 

Consumers and Service Providers 

Compared with other service industries, airlines have the largest perception gap 

between consumers and service providers. It might be because the airline industry 

offers a wide range of different services, e .g. short and long haul, scheduled and 

chartered flights, traditional and new market, high quality luxury and low-cost 

flight. In addition, the average standard deviation of consumers ' perceptions was 

also very wide. In order to investigate the general picture of service providers ' 

perceptions, two companies were selected from two different backgrounds 

regarding market orientation. Airl was from was a medium sized airline in the 

UK, which has more than 30 years of flying history, offers both short and long 

haul flights, and focuses on high quality service. Air2 was from a new value

based, 'no frills '  scheduled airline, with only 3 and half years of history, which 

only offering short haul flights, no tickets, no free meal and focuses on the least 

expensive and easiest travel manner possible. "Our main focus was just simply the 

question of getting the airline off the ground, getting operational until a year ago," 

noted by Air2. 

These fundamental differences of the two service organisations contribute to the 

consistent perception gap among Airl , Air2 and consumers. The perception of  

Air2 is generally lower than consumers ' perceptions, and the perception of Airl i s  

generally higher than consumers ' perceptions on most of the service quality 

dimensions, except price/value, security and output. Airl was pleased with his 

higher perceptions, and believed this would contribute to the highest service 

standards. On the other hand, representing a newly established airline, Air2 noted 

that "we are still a long way from where we want to be, we've written some 

service standards, and we are just about to measure those service standards." The 

detailed qualitative data analysis was as follows. 
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Core Dimension - Security 

Despite the consistent perceptual differences on most service quality dimensions, 

both service providers agreed security as the core dimension of airlines. Service 

providers stated that "customers expect an airline to be a safe airline" and "people 

will never travel with us if they believe we are unsafe." Furthermore, they argued 

that "if an airline got a poor safety record, it will lose market capability and 

customers, no insurers want to insure. Safety in the marketing environment is the 

paramount customer service we have to provide." In order to strengthen the 

security factor, a large part of the training programme focused on safety features .  

In order to cope with the high safety or security demand of airline sector, service 

providers are highly regulated on safety standards . Although the company of Air2 

is a new market nicher, safety has also been treated very importantly: "we have the 

best training courses for our pilots and cabin crew, the newest aeroplanes, and the 

best service suppliers in Great Britain. The Civil Aviation Authority (CAA) is 

very happy about our safety standards. I think given our position as a low cost 

carrier, we have to be extra careful to promote our safety." The government body -

CAA - reinforced the safety standards of all airlines, this factors contributed to the 

high importance of  this service quality dimension in airlines. 

Service providers agreed that although safety was the core dimension for airlines, 

it is also implicit and consumers have limitations on judging this dimension. As 

Airl  suggested, "they might have other criteria in choosing airlines, each customer 

is slightly different, for example, on on-time departures, choice of meals or 

complimentary treatments ." 

Peripheral Dime1ision 

Price/Value 

Both service providers and customers perceived price/value as very important in 

airline service. Airl noted that "as competition increases in airline service, price 

and value for money become more and more important, we aim to offer the best 
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service at the most competitive price." Air2 noted that "competitive price is the 

most important element to build our competitive advantage, it certainly influences 

a lot of consumers ' purchase decisions" because they are a newly established low

cost carrier. However, Air2 also perceived that they are entitled to offer lower 

service standards than other airlines as their position is a budget airline. 

Competence 

Another important dimension in airline service was competence, agreed by both 

customers and service providers . They noted that customers "expect to have 

trained staff in the event of emergency and crews to be knowledgeable, not only to 

serve food and drink, . . . we select the best crews and train them continuously." 

This supports the managerial implications made by Bitner et al ( 1 990) that 

competence is an important service concept in airline services . 

Reliability 

S ervice providers perceived that reliability was very important for customers, 

particularly the on time factor. They noted that "customers expect on time 

departures and reliability" as one of the central factors contributing to good 

service quality, and "people won't travel with us regularly if we are always late."  

In order to achieve reliability standards, Air2 noted that "we have a spare aircraft 

to reduce the impact of any aircraft delay." 

Perceptual Differences 

Accessibility 

Regarding the accessibility dimension, the perception of Airl was higher than 

customers ' perceptions, while Air2 ' s  perception was two standard deviations 

lower than customers ' perceptions. Airl responded that "I am happy my 

perception is higher than customers, we should always aim high, because there is 

always a chance that we might not be able to achieve it." In contrast to Airl , Air2 

believed that customers would have lower expectations about their particular 
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service organisation. Air2 noted that "I suspect people ' s  perceptions of the service 

and the element of influence on their purchase decision will be lower on the basis 

of the fact we are low-cost carrier." 

Recovery 

The perception of Air2 was more than one standard deviation lower than 
consumers ' perceptions regarding recovery, while the perception of Airl was 
similar to consumers ' perceptions. Airl gave a general negative attitude towards 
this perception difference, "I deal with this contentious problem everyday, a 
customer doesn't get a meal or a right meal, they expect to have a free flight, 
whi ch is unrealistic."  Air2 shared this opinion, he suggested that there are many 
factors airlines can not control, and recovery should not be an issue for them. 

"These days people expect to be compensated vastly for any reason, unfortunately, 

some factors like air traffic control or weather, are totally beyond our control." 

Tangible 

Airl perceived the tangible dimension slightly higher than consumers did, while 

the rating of Air2 is more than two standard deviations lower than consumers' 

rating. Airl noted that customers "expect the aircraft to be clean and crews to be 

smart, this is part of the important company image." On the other hand, the airline 

of Air2 is a new ticketless company, tangible is not such an important dimension 

for them. Air2 noted that "we don't have air tickets, we don't give passengers 

anything. That's the position of our company, I suspect in most other airlines, who 

have tickets, document folders, tangible will be more important." 

Understanding the customer 

There was a big perception gap between customers and service providers. Air2 

rated understanding the customer more than two standard deviations lower than 

consumers did, while Airl rated it slightly more than one standard deviation 

higher than consumers did. Air2 believed this difference is the result of the nature 

of their service organisation. He noted that "I think consumers ' expectations 
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would be different, if they find a similar flight, same time, but £50 cheaper, and 

that would make a significant difference to their purchase decision." 

Corporate Image 

Representing a newly established company, Air2 rated corporate image more than 

two standard deviations lower than consumers did. Regarding this perception 

d ifference, he noted that "I didn ' t rate reputation very important, as I don' t  think 

consumers care a lot about that when they make a purchase decision." Despite the 

service provider using his own interpretation on consumers ' perceptions, service 

qual i ty is  not yet an issue for new airlines. 

Product Range 

As the least important service quality dimension perceived by consumers, Air2 ' s  

perception was more than one standard deviation lower than consumers' 

perceptions, while the perception of Air l was slightly higher. Air2 simply noted 

that " if an airline doesn ' t  offer this route, customer would simply go to another 

airl ine." 

Communication 

Airl perceived communication more than one standard deviation higher than 

consumers did, with the perception of Air2 s l ightly lower. Air l noted customers 

"expect to be kept infom1ed, good and bad news." As a company has a long 

history, consistency of communication becomes part of the important company 

policy for Air l , while Air2 not yet noticed the importance of this aspect. 

Courtesy 

Airl noted that customers "expected to be civilly and politely treated." Air2 

agreed that "the outer elements of customer expectations include polite, helpful 

friendly staff answering telephone . . .  " However, the perception of Air2 is lower 

than consumers ' perception whi le the perception of  Airl is higher than consumers. 
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6.6.2 Applications of Components of the Service Quality Importance Model 

According to the components of the service quality importance model, exhibits 2, 

3 and 9 (as discussed in section 5 . 5) are related to the airline industry. 

The proposition in Exhibit 2 suggested that if a service involves actions to 

people' s  bodies, the security and reliability dimensions are very important. As the 

basic function of airline service, it involves transporting passengers from one 

destination to another, security and reliability dimensions should therefore be very 

important. The findings of the qualitative study suggested that security is the core 

most important dimension of airline service, and the peripheral dimension -

reliability - was perceived as very important too . Thus, the proposition in Exhibit 

2 was supported. 

The proposition in Exhibit 3 proposed that if a service involves actions to people's 

assets, or add value to a tangible product, or the service organisation goes to 

consumers or is profit orientated, the price/value dimension will be very 

important. Airline fit into the last category that it is a profit orientat 

organisation, therefore, price/value should be very important for consumers. T, 

findings of the qualitative analysis on service providers suggested that price/value 

is one of the peripheral important dimensions. Thus, the proposition in Exhibit 3 

was supported. 

The proposition in Exhibit 9 proposed that in the private sector enterprise, output 

quality is more important than process quality. As airline is a private sector, t 

quality should be  more important than process quality. The findings of '.--::: 

qualitative study suggested that Airl perceived process and output quality in 

same importance level and Air2 perceived output quality more important than 

process quality. Therefore, the proposition in exhibit 9 was supported. 



6.6.3 Research into Service Quality 

Formal research, e.g. post-flight questionnaires and the use of  an independent 

research agency was conducted by the well-established airline of Airl , and 

systematic actions were taken regarding research findings . As a new company, 

Air2 paid little attention to customer service and research into customers has been 

ignored, and only complaints are fed back. Service providers will not simply 

change service specifications in the light of consumers' perceptions, as they 

believe they already provide very high standard, there is a limit to what they can 

do, and most fundamental issues should remain the same. Airline was the only 

service industry that service providers did not perceive financial constraint as the 

obstacle to improve service quality, "it ' s  only a matter of priority." Culture 

change, which was noted as important in service sector (Bitner 1 990), and the 

impact of supportive services were noted as the major obstacles in airline industry. 

Consumers often do not notice the differences among airlines and supportive 

services, e.g. airport, luggage carrier and aircraft cleaning, and often perceive 

airline should take all the responsibilities . Although airlines selected supportive 

companies, service providers were convinced that airlines should not take 

responsibility of supportive services. 

As a budget airline carrier, Air2 perceived that customer expectations would be 

much lower when they travelled with a low-cost airline, therefore, there was no 

need to place emphasis on service elements. They also noted the impact of 

variability factor on customer expectations, i .e. experience and stress level of 

customers. They suggested that "frequent travellers would have higher demands, 

because they are more experienced." These perceptions are different however, 

from the findings of  the quantitative study of consumers ' perceptions, which 

indicated that experience would not affect consumers' perception of service 

quality importance across almost all dimensions in airline industry. Regarding the 

impact of  stress level, they perceived that "people who don't like flying or are 

fairly safety conscious, would rate safety and the appearance of the aircraft and 

professionalism of the cabin crew very highly. And a business traveller would pay 
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more attention to the availability of the routes, time of flights and accessibility of 

the airport." This perception supported the finding that the higher the stress level 

of a customer, the more important is the perceived service quality importance. 

However, the quantitative findings suggested that the purpose of travel, i .e .  

business and leisure would not affect consumers' perceptions. 

6.6.4 Conclusion 

The core service quality dimension in airline service perceived by service 

providers and consumers was security. Price/value, competence and reliabi lity 

were perceived as very important peripheral dimensions for contributing to 

competitive advantages (Figure 6 .5) .  

Figure 6 .5 Core and Peripheral Dimensions in Airline Sector 

Peripheral Dimensions 
Reliability PriceN alue 

re Dimens 
Security 

The differences between customers' and service providers ' perceptions existed on 

a wide range of service quality dimensions. Due to the significant difference of 

market orientation, background and target market between two interviewees, Airl 

perceived most quality dimension higher than consumers, while Air2 perceived 

most dimensions lower than consumers. This difference represented a wide range 

of service orientation in airline industry. A completely different approach - luxury 

sophisticated service process versus tota11y simplicity - were both perceived as the 

powerful tools to gain competitive advantage by different airlines. 

Service providers perceived that experienced customers arc more demanding, 

which is different from consumers did. However, service providers perceived that 
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the higher the stress level of  a customer, the more important he would perceive the 

qual i ty dimensions, which matches the findings from consumers study. Service 

providers supported the propositions in Exhibits 2, 3 and 9 from the components 

Qf the service qual ity importance model. The well-established airline company 

conducted fom1al research and took systematic actions according to the research 

findings .  Research into consumers and customer services are neglected by the new 

market nicher airl ine, and perceived consumers would have low expectations due 

to low price/value factor. Some obstacles such as di fficulty in managing support 

serv ices .  changing culture and service speci fications might influence improving 

serv ice qual i ty in airl ine service. However Airl ine is  the service industry has least 

obstac les compare \Vi th all other services, and it is one of the few industries that 

d id  not con i t.ler financial  constraint as an obstacle. 

6. 7 Restaurant 

A restaurant general manager (Res 1 )  was interviewed on 1 6  Apri l 1 999 and a 

guest focus co-ordinator of a large restaurant group (Res2) was interviewed on 23 

Apri l .  The qual i tat i ve data analysis  of  restaurant service arc discussed as fol lows: 

6.7. l Comparison of Service Quality Importance Norms Between 

Consu mers and  Service Providers 

282 



CJ) 
CD 
< 
o" 
CD 

D 

� 
C 

3· 
CD 
::I 
u, 
0 
::I 
u, 

Importance 

.... 
Accessibi l ity +----+--....,,,,.,...,,,.,.,.,,=-1..,.,.,,,,,...,.--+---+---+...____..__...,_,--_--4 __ __ 

()1 (J) -.J co 0 

Commitment 

Commun ication 

Competence (P) 

Courtesy (P) 

Credibi l ity (P) 

Efficiency (P) 

Flexibi l i ty (D) 

PriceNa lue (P) 

Product Range (D) 

Recovery (D) 

Reliabi l ity (P) 

Responsiveness (P) 

Secu rity (C) 

Tangible (D) 

Understand the 

Customer (D) 

Process 

Output 

Corporate Image (D) 

I 

' · 
I 

1 
I · 
I 

I 

I 

I 

I 

I . 

I ' 

I 

I 

· ,  
- 1 

I 

I 
j 

, I  
I 

, , 
· I  

+ + + 
;;o ;;o 
(1) (1) "' "' 
N ...,_ 

() 

0 
3 

g: 

C') 
0 

3 
"C 
II) .., 
II) 

!:!.!. 
0 
::I 

a 
en 
CD 

� 
c=;· 
CD 

0 
C: 

e!.. 
� 

3 
"C 
0 
� 
II) 
::I 
(') 
CD 

::I 

::c 
CD 
(/1 

c: 
II) 
::I 
-



Core Dimension - Security 

Security was perceived as the core dimension in restaurant industry, agreed by 

both service providers . S imilar to airline service, the core dimension - security -

was also a fundamental implicit dimension, and government regulations play an 

important role in enhancing the standard of this dimension. "It is fundamentally 

important, but also implied. We have food safety regulations and an 

environmental health department. If a food poisoning case appeared in our 

restaurants, we would have to shut down tomorrow." Service providers noted that 

staff training, which noted by Gupta and Chen ( 1 995) as important for managers 

to improve service quality, and continuous standards auditing are the methods to 

achieve high security hygiene standards. 

Peripheral Dimensions 

Some of the peripheral dimensions in restaurant service are hospitality-orientated, 

for example, competence, courtesy, credibility and responsiveness. 

Courtesy 

Both service providers perceived courtesy and competence as more important than 

consumers did. "Standards of hospitality, friendliness, welcomingness, polite and 

attentive service" was noted by service providers as part of the definition of 

service quality. 

Competence 

Professionalism was noted by both service providers as the one of the very 

important quality dimensions, which was also agreed by Bitner et al ( 1 990) that 

managers should perceive the importance of competence in restaurant sector. 

"Customers would expect to have a professional set up, the most important thing 

is to do the job properly." 
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Credibility 

"Honesty'' was noted by service providers as one of the standards of service. They 

perceived credibility as slightly more important than customers did. Furthermore, 

Res2 set clear credibility specifications in their organisation, for example, 

promising only what you can do and not being afraid to say 'no '  or to ask for help . 

Efficiency 

"Standard of efficiency" and "promptness" was noted by service providers as part 

of the service quality definition. In addition, they noted the importance of 

customer expectations on efficiency. "Customers would expect the things they buy 

to be provided efficiently and served promptly, time is an important element of the 

service." 

Price/Value 

Good value for money was one of the competitive advantages perceived by service 

providers in the restaurant sector. Res 1 noted that "in a marketing sense, pricing or 

good value for money has become very important." Res2 agreed that "good value 

is certainly the major issue in how we attract our customers, make them come 

back again, the customer will expect good value for money." He perceived 

price/value as the most important peripheral dimension in restaurant sector. In 

order to achieve good 'value for money' , Res2 used a mystery diner programme to 

monitor the price movements of their competitors constantly. 

Reliability 

Service providers noted that different restaurants would have different themes and 

concepts . However, each restaurant should offer reliable service in terms of its 

particular concept. "Customers would expect food and style of serving in line with 

their expectations of the kind of style of the restaurant and the concept they are 

in." Furthermore, Res 1 noted that all reliability attributes contribute to the core 

service in restaurant sector. 
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Responsiveness 

Res 1 noted that "we should provide the standards of a generous concern for the 

customer, commitment and motivation to please the customer" as part of the 

service quality definition. This is close to the 'commitment' dimension in the 

literature. Res2 agreed as to the importance of responsiveness. He noted that 

"attentive service" was one of the most important dimensions . 

Perceptual Differences 

Flexibility 

Regarding the flexibility dimension of restaurant service, the perception of Res2 

was very close to customers, while the perception of Res 1 is more than one 

standard deviation lower than customers' perceptions . Res l noted that "it is our 

aim to provide the best service to the majority of our guests. There is a limit to 

how we can tailor our service to individuals who are not the majority of our 

customers ." Res2 shared this opinion, although Res2 did not give as low a rating 

as Res l . This finding does not support the suggestion made by Bitner et al ( 1 990) 

that flexibility is important for managers in restaurant sector. 

Product Range 

Both service providers perceived product range as much lower than consumers 

did, with Res l ' s  perception more than three standard deviations lower than 

consumers' perceptions. Regarding this perception difference, Res l argued that "I 

don't think it' s important at all . Almost all restaurants put their menus outside, if 

customers don't like this range of food, there are plenty ofrestaurants nearby." 

Recovery 

The restaurant sector was the only service industry where service providers did not 

perceive recovery lower than customers, and Resl perceived it more than one 

standard deviation higher than customers ' perceptions . Service providers noted 

that service recovery i s  actually very important, if somehow service breaks down, 
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which happens very often, like spilt coffee on your new dress, they should accept 

responsibility or offer discounts or even a free meal sometimes. Customer 

retention and long-term profit are perceived as more important than service 

recovery cost. This might be because of the value of compensation involved with 

restaurants is relatively small compare with other industries. Moreover, restaurants 

operate in a highly competitive environment and customers are more likely to seek 

variety, therefore, service recovery becomes very important for restaurant service. 

Tangible 

The perceptions of both Res 1 and Res2 on tangible dimension are more than one 

standard deviation lower than customers ' perceptions. Regarding this perception 

difference, they gave a positive reply and might pay more attention to tangible 

aspects in the future. Res2 noted that "customers do relate to staff when they are 

dressed appropriately and our tangible environment, it is  an interesting point, 

perhaps I should give it greater emphasis ." Compared with other industries, 

service providers ' response on tangible was very positive. 

Understanding the customer 

The perceptions of both service providers on understanding the customer were 

lower than the customers ' rating, with Res 1 perceiving it  more than three standard 

deviations lower. However, Res l noted that providing individual attention to 

regular customers is  part of their service package. "It's important to provide good 

service to regular customers, recognising people and understanding what they 

want." Nevertheless, service can not be tai lored to each individual and p; ying 

individual attention is  very difficult to implement . "There is  an expectation 

provided by the concept or by the style of the restaurant . There is responsibility on 

the person who is buying the product, as much as on the provider side." Res2 

further suggested that service standards were developed only for specific tar�et 

market, therefore, "there is a limit to what we can do to t · ·or our : n·ic� to 

individual ' s  needs." 
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Corporate Image 

Both service providers perceived corporate image higher than customers did. They 

noted that "It ' s  our aim to provide good service and food, make customers want to 

come back, give good word-of-mouth, and we need build on this reputation." 

Process versus Output Quality 

In restaurant service, service providers perceived the notion of process and output 

quality much more clearly than other service industries. Res l linked process 

quality with customer retention, "good experience will make customers with a 

burning desire to return with their friends." Res2 further noted the importance of 

consistency in output quality. Furthermore, service providers argued that output 

quality was more important than process quality that matched customers' 

perceptions . "Food is the most important thing in running a good restaurant, good 

food always beats good service." 

6. 7.2 Applications of Components of the Service Quality Importance Model 

According to the components of the service quality importance model, exhibits 1 ,  

3 ,  6, 8 and 9 (as discussed in section 5 . 5 )  are related to restaurant industry. 

The proposition in Exhibit 1 suggested that the more tangible components a 

service has, or where a service involves making tangible product, or actions to 

goods and other physical possessions, the more important is the tangible 

dimension. In restaurant services, there are a number of tangible elements, and it 

involves the offering of food as the final outcome, therefore, tangible dimension 

should be fairly important. The qualitative study suggested that service providers 

perceived tangible less important than consumers did, however, both service 

providers noted the importance of good food in restaurant industry. Therefore, the 

proposition in Exhibit 1 was supported. 

The proposition in Exhibit 3 suggested that if a service involves actions to 

people' s  assets, or adds value to a tangible product, or a service organisation goes 
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to consumers, or is profit orientated, the price/value dimension would be very 

important. Restaurant services are profit orientated, therefore, price/value 

dimension should be very important. Qualitative research indicated that both 

service providers perceived price/value as very important. Therefore, the 

proposition in Exhibit 3 was supported. 

The proposition m Exhibit 6 suggested that when a service location 1s 

concentrated, customers perceive accessibility high; when service location 1s 

dispersed, customers perceive accessibility in medium level ; and finally, when 

service location is irrelevant, customers perceive accessibility low. In restaurant 

service, service location is dispersed, therefore, accessibility should be at medium 

level. Qualitative research indicated that both service providers perceived 

accessibility very close to customers did and in the medium level of importance. 

Therefore, the proposition in Exhibit 6 was supported. 

The proposition in Exhibit 8 suggested that if there is no formal relationship 

existing between customers and service providers, customers would perceive 

process quality and courtesy as very important. In restaurant service, there is no 

formal relationship , therefore, process quality and courtesy should be very 

important. Qualitative research indicated that service providers perceived process 

and courtesy dimension as very important dimensions. Thus, the proposition in 

Exhibit 8 was supported. 

The proposition in Exhibit 9 suggested that in the private sector, output quality is 

more important than process quality. As a restaurant is a private sector enterprise, 

output quality should be more important than process quality. The qualitative in 

depth interviews suggested that both service providers agreed that output quality 

as more important than process quality, although both service providers gave an 

equal rating in the questionnaires (step 3) on both process quality and output 

quality. Therefore, the proposition in Exhibit 9 was supported. 
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6.7.3 Research into Service Quality 

Service providers conducted both informal personal communication and some 

formal research, e .g. mystery guest programme, customer survey and focus 

groups, to investigate customer expectations . Restaurant service has a very high 

variability of customer expectations. In response to this issue, Resl noted that 

customer expectations may change regarding different restaurants and on special 

occasions, and sometimes they should initiate communication with service 

providers . In addition, in the restaurant sector, service providers have very positive 

attitude regarding research findings and totally agreed about the possibility of 

changing service standards in the light of customers ' perceptions. 

As the restaurant sector has very high staff turnover, increasing labour stability 

could achieve high level of service quality. Although high staff turnover is one of 

the major problems for restaurants, service providers are against the concept of 

having different training standards for short term and long term staff, because their 

behaviour will still affect customer expectations . Other major obstacles inhibit the 

improvement of service quality include culture change, scepticism, standardised 

service specifications and employee empowerment. Service providers should be 

careful to overcome these obstacles, as task standardisation and employee 

empowerment are very important in managing service quality, particularly in 

restaurant sector (ZPB 1 990; Bitner 1 990) . 

6.7.4 Conclusion 

The core dimension in the restaurant sector is security, and seven peripheral 

dimensions were noted by service providers. 
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Figure 6 .6 Core and Peripheral Dimensions in Restaurant Sector 

Peripheral Dimensions 
Competence Courtesy Efficiency 

Credibility -------- PriceN alue 
Reliability Core Dimension 

Security 

The differences between customers ' and service providers ' perceptions exist i n  the 

dimensions of flexibility, product range, recovery, tangible, understanding the 

customer and corporate image. Both service providers perceived output quality as 

more important than process quality. Regarding the components of the service 

quality importance model, the propositions in exhibits I ,  3 ,  6, 8 and 9 were 

supported. Service providers conducted a range o f  research to investigate 

customers ' perceptions . Service providers have very positive attitudes regarding 

research findings, and agreed about the possibility of changing service standards 

in the light of customers' perceptions, which is very di fferent compared to other 

service industries . Furthermore, service providers noted the importance of service 

recovery, which was rejected by all the other service industries. Obstacles inhibit 

the improvement of  service quality in restaurant service include high staff 

turnover, culture change and setting service specifications. Furthermore, each 

restaurant has its specific target market, the service specifications are usually set 

around the target market, therefore, there is a l imit to the ability to prov ide 

individual attention and tailor service to each individual customer. 

6.B Church 

One Vicar of the Anglican Church (Chu 1 )  \Vas interviewed on I Marc: · and a 

Minister of Methodist Church (Chu2) \\·as interviewed on 25 March 1 999.  
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6.8.1 Comparison of Service Quality Importance Norms Between 

Customers and Service Providers 
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Core Dimensions 

In contrast to other service industries, there are four core dimensions in the church 

sector, they are responsiveness, credibility, commitment and competence. The 

mean scores of  these dimensions were the highest from consumers' perceptions 

and very close to each other. Furthermore, the perceptions of Chul and Chu2 on 

these dimensions are very similar to consumers' perceptions . 

Responsiveness 

Responsiveness was the most important service quality perceived by customers, 

and service providers ' perceptions were very close to customers' perceptions. As 

Chul noted, "I certainly think we should be sympathetic, and be able to respond to 

our churchgoers ' requests. This is the fundamental thing we should do." 

Commitment 

Both service providers noted that commitment is  one of the most important 

factors, which contributed to good service quality for a church. "Caring and 

commitment are the essential part of the church service, it is a real sense of 

wanting to provide what it is that people come to expect ." 

Credibility 

"Honesty" and "helping our churchgoers" were noted by service providers as the 

factors associated with service quality. In addition, Chu 1 noted that the most 

important policy on service quality was that everybody involved in the service, not 

only priests, but also volunteers and helpers "know what they are doing, are 

honest, and give of their best." 

Competence 

Service providers used some attributes of competence to define service quality, 

"the service we offer needs to be professional, high quality, well prepared and well 

presented." In addition, "a willingness to learn and improve the service" was noted 

as factors that contribute to good service quality. In order to strengthen this 
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dimension, competence training was conducted. "We try to boost our own 

understanding and background, read around, and train people who participate in 

the service." 

Peripheral Dimensions 

Communication 

Both service providers perceived communication as more important than 

consumers did . It was noted that communication would enable the church to offer 

worship relevant to people, be the bridge between God and people, be able to 

connect, and keep churchgoers well informed. In order to achieve this , casual 

talking is the usual method the church sector used to find out their customers ' 

needs . Chu2 argued that churchgoers would perceive communication very 

important too, and it is what service providers should do to maintain the caring 

and sympathetic image of the church. 

Efficiency! Courtesy 

Both service providers perceived efficiency and courtesy similar to customers did, 

with Chul perceiving it slightly higher than customers did. Chul noted that in 

order to maintain the caring and sympathetic image of a church, "we need to 

ensure whenever a person approaches or service is  requested, we will respond 

immediately and it is essential for us to talk to people in a courteous polite 

manner." 

Understanding the customer 

Service providers perceived understanding the customer as more important than 

customers did, with Chu2 perceiving it slightly more than one standard deviation 

higher than consumers did. Chu l even defined service quality as "attention to their 

needs and also in the way they are looked after, the way people are treated, 

respected, their needs listened to ." Chu2 agreed on this issue that "we should 
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devote the overall work of the church to meeting people' s  needs, to listen to their 

needs, to respond into their needs at various levels ." 

Corporate image 

Service providers perceived corporate image very close to customers did, while 

the perception of Chu2 is slightly higher than customers ' perceptions. Chu2 

simply noted, "we have thousands years of reputation, it is important for me and 

everybody else." 

Perceptual Differences 

Flexibility 

Chul ' s  perception of flexibility was very close to customers ' perceptions, but 

Chu2 perceived it lower than customers did. Chu2 noted that "these are the needs 

of each one of us, not just the needs of each individuals or one person in 

particular, so you should think about the community of the church and 

congregation as a whole." 

Price/value 

Price/value is the third lowest service quality dimension perceived by consumers . 

Interestingly, service providers perceived this dimension even lower than 

customers did, just slightly higher than recovery. It was stated that "I think that 

price/value doesn't apply, and most people coming to a wedding are actually not 

churchgoers." Chu2 further noted that because the church is a non-profit sector, 

not the context of ' charging' but ' giving' money at a church service is more 

appropriate . Moreover, service providers argued that charge on special event, e.g. 

wedding, was a very small amount compared with other costs, so that people 

should not complain on this issue, and "they won't perceive price as very 

important." 
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Product range 

Both service providers perceived product range at similar level, and lower than 

customers did. Although they agreed that they have introduced some new ideas, 

new songs and new forms of worship into the service over the last five years, the 

speed of such changes did not match the demands of churchgoers . 

Recovery 

Both customers and service providers perceived recovery as the least important 

service quality dimension in church. However, the perceptions of service 

providers are almost three standard deviations lower than consumers ' perceptions . 

Regarding this perception gap, it was noted that the concept of recovery was a bit 

difficult to handle, because it was a factor obviously stronger in other businesses 

apart from the church. 

Reliability 

Service providers perceived that the reliability dimension as less important than 

consumers did. "No comment", Chul gave a short reply on this perception 

difference.  Chu2 also stated reliability was not important, "I wouldn't have 

thought so, it wouldn't be the terminology that people would use, or would think 

about ."  

Security 

Service providers perceived that the security dimension as lower than consumers 

did, with Chul perceiving it more than one standard deviation lower than 

consumers did .  The comment Chul gave after being notified of the perception gap 

is "I don' t  think people care about that ." 

6.8.2 Application of Components of the Service Qua�:":. ":nportance Model 

Only Exhibit 1 1  (as discussed in section 5 . 5) in the components of the service 

quality importance model is applied to the church sector. 
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The proposition in Exhibit 1 1  suggested that in the religious sector, customers 

would perceive competence, courtesy, credibility, commitment and responsiveness 

important and all other dimensions not very important. Both service providers and 

customers agreed that responsiveness is the most important service quality 

dimension in church service, with credibility, commitment, competence and 

courtesy being seen as very important too .  Regarding all other dimensions, in 

general, they are not as important as the afore-mentioned five dimensions . 

Therefore, the proposition in Exhibit 1 1  was supported. 

6.8.3 Research into Service Quality 

Compared with the other service industries, churches do not conduct any formal 

research, informal communication was the most popular method they 

implemented. Service providers gave a relatively general and vague interpretation 

on churchgoers ' expectations. Tradition plays a very important role in church 

sector; therefore, it is  difficult to make changes. Generally, service providers had 

negative responses to perceptual differences . They suggested that they would use a 

selective approach to certain demands and might have limited possibilities to 

change the service according to churchgoers ' requests . Service providers noted 

that the obstacles inhibit the improvement of service quality of church sector were 

conservatism, difficulty in new product development and lack of specialist local 

participants . 

6.8.4 Conclusion 

Unlike other service industries, the church has four core dimensions -

responsiveness ,  credibility, commitment and competence. There are five 

peripheral dimensions noted in church sector (Figure 6 .7) . 
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Figure 6.7 Core and Peripheral Dimensions in Church Sector 

Peripheral Dimensions 
Understanding the customer 

Courtesy 
ore Dimensions 

siveness, Credib ' 
itment, Compet 

The findings from the qualitative study of service providers support the 

proposition in exhibit 1 1  in the components of the service quality importance 

model. The differences between service providers ' and customers ' perceptions 

existed in the dimensions of flexibility, price/value, product range, recovery, 

reliability and security. Price/value, recovery and product range are the least 

important service quality dimensions perceived by customers, with service 

providers perceiving these dimensions even lower, and they believed these 

dimensions do not apply to the church context. In church service, research into 

customers ' needs is usually conducted using an informal method, and service 

providers gave a fairly negative response regarding specific issues and perception 

gaps. Forces of  tradition and conservatism were major obstacles in church sector; 

therefore, changes are difficult to make. 

6.9 Chapter Conclusion and Summary 

6.9.1 Core and Peripheral Dimensions Perceived by Service Providers 

The notion of core and peripheral dimensions, which developed from service 

providers ' perspectives, is an important contribution to knowledge. Each service 

industry has a set of different core and peripheral dimensions. Both core and 

peripheral dimensions are important service quality dimensions for service 

industries. Core dimensions are the fundamentally important dimensions for 

service industries, however they are usually implicit, except in motor insurance 

299 



companies, and consumers are often limited in their ability of judging the core 

dimensions. Peripheral dimensions are proposed as a range of important 

dimensions, which help to build competitive advantage. Each service organisation 

only needs to select one or two peripheral dimensions within that range to achieve 

its own competitive advantage and positioning. 

6.9.2 Perceptual Differences 

The differences between service providers' and consumers ' perceptions existed in 

all service industries. Although Oberoi and Hales ( 1 990 p. 7 1 8) suggested that "if 

identification can be made of the mismatch between what consumers expect and 

what management is providing, management should be able to anticipate and if 

necessary amend their provision", most service providers are reluctant to change 

service specifications . Large number of perceptual differences existed in different 

service quality dimensions, even in some peripheral dimensions, which might 

because of  the different positioning and competitive advantage each service 

organisation focused on, although perception discrepancies did not appear on any 

core dimensions . 

Jn A&E, airline and restaurant industries, service providers perceived output 

quality as more important than process quality. In other industries, the relationship 

between the importance level of process and output quality was very vague. 

Consumers perceived the recovery dimension as less important compared with 

other dimensions in most service industries . Surprisingly, with the exception of 

the restaurant industry, service providers perceived recovery even less important 

than consumers did, service providers were very reluctant to give compensation 

for poor service. Recovery however, was noted by a number of researchers ( e.g. 

Gupta and Chen 1 995) as a very important dimension for managers, and it "can 

even tum a dissatisfying event into a memorable satisfying encounter (Bitner et al 

1 990 p .82) ." In the restaurant sector, service providers did perceive recovery as 

important and rated it as highly as the customers . This might be because the 

amount of compensation involved with restaurants is relatively small compared 
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with other industries, and the restaurant industry is very competitive and more 

customers seek variety. 

Therefore, there are many areas for service providers to improve service quality as 

differences between customers ' and service providers ' perceptions exist in all 

service industries. 

6.9.3 Applications of Components of the Service Quality Importance Model 

The qualitative in-depth interviews from service providers ' perspective supported 

all propositions in the components of the service quality importance model, except 

the proposition in Exhibit 2 in A&E sector. This level of agreement supported the 

reliability and validity of the components of the service quality importance model . 

6.9.4 Research into Service Quality 

Market research and consumer surveys contributed to the formation of service 

providers' perceptions of customer expectations . Most service providers however, 

also used their subj ective perception about customer expectations and delivering 

quality service. Furthermore, service providers in most service industries, except 

restaurant sector, rej ected the possibility of  changing service specifications in the 

light of customers ' perceptions. Service providers also argued that customers or 

clients should take part of the responsibility in contributing to final service quality 

outcome. 

Formal systematic market research was conducted by most service industries 

except the church, to find out the needs and want of consumers, however, many 

obstacles inhibit the improvement of service quality to satisfy these needs. For 

example, in the public sector, they are lack of funding, change of government 

policy, nature of the service infrastructure and culture impact. In the profit

orientated private sector, finance and resources were not major obstacles, 

however, high level of competition, the effects of supporting services and 
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standardised service specifications had a bigger negative impact on the ability to 

improve service quality. Setting the right priorities according to customers ' 

preference can help service providers to overcome some obstacles, e.g. lack of 

funding, but some obstacles remain difficult to overcome. 

6.9.5 Chapter Summary 

This chapter presented the findings of research phase two - the qualitative study -

and demonstrated a comparative analysis of service providers ' perceptions and 

customers ' perceptions. The concepts of core and peripheral dimensions were put 

forward, and it was found that service providers divided the important service 

quality dimensions into implicit fundamental ones and explicit ones used to build 

competitive advantage. Service providers supported all propositions in the 

components of the service quality importance model . Perceptual differences 

existed in all service industries, but not on core dimensions. Most service 

industries conducted market research to investigate consumers ' perceptions, 

although service providers argued that many obstacles inhibit the improvement of 

service quality. Next, chapter (7) will conclude the contributions to knowledge of 

this research, and present the limitations and areas for further research. 
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CHAPTER SEVEN CONCLUSION 

This chapter concludes the whole research. It demonstrates the contributions to 

knowledge, provides managerial implications and finally, identifies the limitations 

of the study together with the areas for further research. 

This research investigated the impact of service characteristics on the importance 

of service quality dimensions in 6 service industries. In order to assess service 

quality issues, a 1 9-dimension service quality approach and some tailored scales 

were developed. It is argued that importance is the appropriate measurement for 

service industries, and importance should be examined before assessing perceived 

service quality. Based on the findings of the study, the components of the service 

quality importance model was developed to aid service providers to understand 

consumers' perceptions of service quality importance. This research also 

compared consumers' perceptions of service quality importance with service 

providers ' perceptions. 

7. 1 Contribution to Knowledge 

This study makes a number of contributions to both the theory and the application 

of theory in different service sectors . They are : 

• Measurement of service quality for service industries. 

• Development of models to aid understanding and prediction of consumer 

quality evaluation criteria by investigating the impact of service characteristics 

on service quality importance in different service industries 

• Rationale of research concerning quality dimensions and scales 

• Assessment of the extent to which organisations are already adapting their 

service quality strategy to the characteristics of their industry 
• Comparison of 'experienced' and 'non-experienced' consumers to establish the 

way that perceived service quality importance develop with repeated contact 

with the service 
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7.1 . 1  Measurement of Service Quality for Service Industries 

This research suggested that importance of service quality is the most appropriate 

method to investigate a wide range of service industries. In the service quality 

literature, there are many instruments using importance, expectations or 

performance, to measure service quality in a particular service industry or service 

organisation. As one of the service quality measurement, importance is more 

powerful to measure service quality in an industry level . It is suggested that 

importance measure is an essential element to research although it is not the 

mainstream of assessing perceived service quality. 

There is an increasing research interest in the assessment of service quality 

importance in academia. The idea of importance is recognised by some 

researchers as a relevant element for measuring the perceived service quality 

(Carman 1 990; Koelemeij er 1 99 1 ;  Galloway and Blanchard 1 994; Cronin and 

Taylor 1 992). BZP ( 1 985) first proposed that improving service quality began 

with identifying the quality determinants most important to the interest of market 

segments. "Isolating quality determinants important to the customer and in need of 

improvement by the company provides a focus for a quality improvement program 

(BZP 1 985 p .  223)." Carman ( 1 990) suggested that information about importance 

should be gathered and integrated in the calculation of the quality score . Ennew et 

al (1 993) developed an importance - performance measurement for service 

quality. McDougall and Levesque (1 992) suggested that by measuring the 

importance of service quality dimensions across distinct and different services, a 

better understanding of the nature of service quality could be gained. 

If the research obj ective is to understand the service quality issue in a service 

industry as a whole, not to measure service quality of a specific service 

organisation, service quality importance measure is the most appropriate method. 

Service quality importance assess the relative weightings of each service quality 

dimensions in consumers and service providers' perceptions. Importance measure 
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does not rely on the performance of any service organisation and each time frame 

the research is conducted which performance measure and predictive expectation 

do. Although expectations and perceptions are more suitable to measure service 

quality on service encounters, importance weighting can still provide a useful 

insight for these service encounters . 

There is no detailed empirical research to assess importance of service quality 

dimensions based on a wide range of service characteristics. This research used 

importance measurement only to investigate service quality based on service 

characteristics and a rational selection of service industries. Research into service 

quality importance is essential before investigating perceived service quality in 

any service organisation. This research used the importance measurement to 

examine service quality dimensions in six service industries (as discussed in 2 .4), 

and to evaluate the relevant weightings in different service industries . 

7.1 .2 Development of Models to Aid Understanding and Prediction of 

Consumer Quality Evaluation Criteria by Investigating the Impact of Service 

Characteristics on Service Quality Importance in Different Service Industries 

Each service industry is different in terms of its service characteristics, e.g. 

different degree of tangibility, credence and emergency. Nevertheless, the 

developers of the most popular service quality measurement tools - SERVQUAL 

and SERVPERF - claimed that these tools could apply to all service industries, 

despite the differences in nature of the service industry. On the other hand, a large 

number of  studies have investigated service quality issues using special tailored 

measurement instruments . These instruments are designed either for a specific 

service industry or even a specific service organisation and cannot be applied to 

any other industry or organisation. There is no research in the academic literature 

to date that assesses service  industries by the nature of their service, and use their 

different service characteristics to predict the importance of service quality 

dimensions in different industries. It is concluded that based on a range of service 

characteristics, each service industry has different profile of perceived service 
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quality importance. This finding was supported by empirical studies carried out on 

both consumers and service providers . For example, competence was perceived as 

the most important service quality dimension by both consumers and service 

providers in two professional services - university and A&E. 

Twenty-two hypotheses were developed based on a wide range of service 

characteristics and their impact on perceived service quality dimensional 

importance ( as discussed in 3 . 1 2) .  From the results of the hypotheses testing from 

the quantitative research on consumers, and qualitative confirmatory research on 

service providers, a consumer-based service quality importance model for all 

service industries was developed. All propositions in the model were supported by 

the qualitative research. By using this model, managers in service industries can 

predict the importance weighting of service quality dimensions. The service 

quality importance model is summarised in Figure 7 . 1  and 7.2 .  The model can be 

applied using the following two steps: 

Step 1 Identify the service characteristics and the nature of the service industry 

that need to be assessed. 

Step 2 Use the following model to forecast the important and not important 

service quality dimensions of the service industry. 
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Figure 7 . 1  Influence of Service Characteristics on the Importance of Service 
Quality Dimensions 

I Tangible components t 

Making tangible product 
1----L><.l.!----.J Tangible t 

Actions to goods and 
other physical possessions f---'--"""-------' 

I Actions to people' s body I Yes 

Actions to people ' s  mind No Security t & Reliability t 1---------1 

Actions to people ' s  assets Yes 

Add value to a tangible product 1---Y_es __ l!o-l Price/value t 1------------l 

Paid communication to attract customers 

Profit oriented 
Yes 

Yes Service Quality 
Dimensions 
Importance 
Profile 

Payer and beneficary separated 1--_Y_es_--1...i Price/value -.!,. 1------------l 

Professionalism t 1------------i� Competence t 1-----------1 

Credence t 

Service location concentrated Yes 

No paid communication to attract customers i---,-..i Accessibility t ___ � 

Emergency t Efficiency t 

Formal relationship 1---N_o ____ Process t, Courtesy t ___ _ 
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Figure 7.2 Influence of Service Industries on the Importance of Service Quality 
Dimensions 

Service 
Industries 

-

-

Private or Public Sector 
( excluding voluntary and 

not-for-profit sector) 

Health care (A&E) or 
Education (University) 

Religious Sector 

-

� 

Output quality more 
important than process 
quality 

Competence, 
communication, 
credibility, courtesy, 
responsiveness, 
security, corporate 
image, process and 
output quality are very 
important; recovery and 
product range are not 
very important. 

Competence, courtesy, 
credibility, 
commitment, 
responsiveness are 
important; all other 
dimensions are not very 
important. 

The service quality importance model proposed in this research is applicable 

across a wide range of service industries. It uses the nature of the service industry 

and the relationship between these service characteristics and service quality 

dimensions . Since each service industry is different by its nature, consumers 

would perceive the importance of each service quality dimension differently in 

each. The model attempts to help service providers to identify which service 

quality dimensions are important, very important or relatively unimportant in 

consumers ' perception. From this, service providers can understand consumers ' 

perceptions, develop appropriate strategies to focus on the important service 

quality dimensions and achieve higher service quality. This model was developed 

based on the impact of service characteristics on the importance of service quality 

dimensions. The empirical findings explicitly demonstrated that the links between 
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service characteristics and service quality dimensions do exist. The service quality 

importance model can be used not only by service providers but also by academics 

who are researching service quality on specific service organisations. The model 

provides a general profile of important dimensions to focus, the important 

dimensions need more detailed research and thorough scale development and 

tailoring items. 

7.1 .3 Rationale of Research Concerning Quality Dimensions and Scales 

Within the service quality literature, it is generally agreed that service quality is a 

multidimensional concept and that it may lead to various interpretations for 

different consumers in different service industries. A number of researchers have 

developed distinct dimensional approaches to assess service quality, some of them 

are specific industry orientated, while some of them claim that their dimensional 

approach can be used in all service industries. There are more than twelve 

different approaches to the dimensions of service quality in the literature. Each has 

its own interpretation, has its advantages and, of course, drawbacks . A lot of 

dimensions overlap with each other, and all the approaches are not sufficiently 

comprehensive to cover all service quality dimensions of all industries. In 

addition, what appear to be the same dimension might have different 

interpretations by different researchers in various industries, e .g . dimension 

security refers to ' safety of the plane' in airline industry and 'food hygiene' in 

restaurant sector. 

In most of the service quality literature there is an implicit, if not explicit, 

presumption that all services are similar, but since all services have different 

profiles of service characteristics, e.g. degree of tangibility and credence, they 

must have different service quality standards. Although the popular SERVQUAL 

and SERVPERF models claimed they can apply to all service industries, a lot of 

criticisms have focused on their generalisability ( e.g. Buttle 1 996) .  Cronin and 

Taylor ( 1 992) suggested that high involvement services such as health care or 

financial services should have different service quality definitions from low 
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involvement services such as fast food or dry cleaning. Managers and researchers 

therefore must consider the individual dimensions of service quality when making 

cross-sectional comparisons. 

This research has comprehensively reviewed, criticised and regrouped the existing 

dimensional approaches in the literature. A 1 9-dimension approach was developed 

incorporating the two main perspectives to assess all service industries. This 

approach covers all aspects derived from the literature in a wide range of service 

industries, which is  more comprehensive than other approaches and it includes 

some 'new' dimensions, e .g. price/value and product range .  The findings 

suggested that these new dimensions are significantly important for some service 

industries, e.g . price/value in motor insurance sector. The traditional well

documented service quality dimensions, on average, are more important than the 

'new' dimensions . The findings of the study suggested that many of the service 

quality items specially tailored for a specific service industry appear to be more 

important than corresponding SERVQUAL dimensions or sub-dimensions . Some 

researchers (e.g. PZB 1988) suggested that the inclusion of extra items might be 

needed, but not many scholars (even PZB themselves) have taken up this 

suggestion. As each service industry or service organisation is different, it is 

suggested that to assess service quality, develop some specially tailored items is 

necessary. 

The non-tailored traditional service quality approaches, e.g. SERVQUAL, have 

the benefit of  focus and simple to use, however, they are missing some 

significantly important dimensions in some service industries, e .g .  price/value in 

motor insurance sector. The tailored items involve some additional research, e.g. 

scale development, but they can provide a comprehensive insight for the subject 

and would not neglect any important issues. The additional tailored items can 

derive from literature, other researches, focus groups or even front line staff in the 

service firm. Not all dimensions apply to all service industries, for example, 

price/value is inappropriate for services that do not involve a charge. Therefore, 
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the number of dimensions of each service industry may vary, and each service 

industry should develop its own approach of service quality dimensions and scales 

before carrying out the service quality study, as developing the right tailored items 

is essential for service quality research. 

7.1 .4 Assessment of the Extent to which Organisations are Already 

Adapting Their Service Quality Strategy to the Characteristics of Their 

Industry 

The second phase of this research examined the differences between service 

providers ' and consumers ' perceptions. There are only a handful of researchers 

that have investigated areas of management implementations of service quality. 

The first phase of this research used a quantitative study to assess consumers' 

expectations, with 600 telephone interviews across a representative sample. Phase 

two - qualitative interviews - was carried out to examine service providers ' 

perceptions, as it i s  important to assess of the extent to which organisations are 

already adapting their service quality strategy to the characteristics of their 

industry. The focus was on the management implications of differences found 

between the results of phases 1 and 2 .  

The notion of core and peripheral dimensions is proposed from service providers' 

perspective. Both core and peripheral dimensions are important ones in service 

industries. Core dimensions are the most important essential part of the service, 

for example, safety in airline, competence in university. However, consumers 

often have limitations on judging core dimensions and take these for granted. 

Therefore, in order to achieve high service quality and build competitive 

advantage, companies should focus on developing peripheral dimensions, e.g. 

price/value in airline sector. The managerial implications of core and peripheral 

dimensions will be discussed in section 7 .2 .  

The research findings demonstrated that there are a number of differences existing 

between customers ' perceptions and service providers' perceptions in all service 
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industries . It is concluded that service providers do not have a full understanding 

on consumers' perceptions, and there are many areas for improving service quality 

in all service industries. 

7.1 .5 Comparison of 'Experienced' and 'Non-experienced' Consumers to 

Establish the Way that Perceived Service Quality Importance Develop with 

Repeated Contact with the Service 

It is agreed in the literature that the level of experience would affect customer 

expectations, because experience is one of the very important antecedents of 

customer expectations, and it affects perceived service quality norms accordingly. 

For example, Carman ( 1990) and McDougall and Levesque ( 1 992) suggested that 

experience and learning affects change both the nature and number of dimensions. 

Furthermore, Llosa et al ( 1 994) argued that frequent users of a service had a very 

good perception of the quality level they would get. However, Roest and Pieters 

( 1999) and Bigne et al ( 1 997) argued that service quality norms are not 

significantly different across different experience groups. Experience may not 

influence consumers' evaluations of quality in all further time period in banking 

sector (Gwynne et al 1 999). Therefore, there is no clear picture has emerged on the 

relationship between experience and service quality norms. As most of the 

research only examined these impact in single industries one possible explanation 

for differences in result is that experience impacts are materially influenced by the 

service context. 

This research compared the perceived service quality importance of 'experienced' 

and 'non-experienced' consumers, in order to establish the way that perceived 

service quality importance developed with repeated contact of a service. The 

experience level used in the study differs from each service industry, e.g. in airline 

service, leisure users and business users . Surprisingly, the finding suggested that 

experience would not influence consumers' perception of service quality 

importance across almost all service quality dimensions in most service industries, 

only have impact on limited service quality dimensions in others. Experience 
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however, would strongly affect consumers' quality importance perception on 

almost all dimensions in a few industries, the more frequent they visit the service, 

the more important they perceived service quality dimensions . Therefore, it is 

concluded that the impact of experience level on perceived service quality 

importance would vary from different service industries. The rationale could relate 

to the focus of service characteristics in each service industry. For example, 

credence is high in church service and low in restaurant; relationship length in 

restaurants and A&E may be very short while church provides a long-term formal 

relationship with its churchgoers; the church is a non-profit institute, while 

restaurant, airline and motor insurance companies are usually profit-orientated. 

The managerial implications of this finding will be discussed in the next section 

(7.2). 

7. 2Managerial Implications 

The rationale of 1 6-dimension service quality approach (as discussed in 4.3 . 1 )  

appears to b e  a useful tool fo r  assessing service quality importance in most service 

industries. It can be used as a base for developing service specifications, design 

service procedures and policies, and training for contact p ersonnel. Furthermore, it 

is necessary to tailor the scales in most service quality dimensions for each 

specific service industry, and not all dimensions are applicable to all industries. 

Customers perceived output quality more important than process quality in both 

private and public sector. This finding suggest that managers should place more 

emphasis on service outcome. 

The research finding indicated that expenence does not influence consumers' 

perceptions of  service quality importance across all service quality dimensions in 

most service industries, for example, university, restaurant and airline sectors . 

Therefore, it is suggested that in these sectors, the provision of a consistent service 

is recommend, as experience would not change consumers ' perceptions of 

importance. Experience offers no value in segmentation in terms of importance 

rating although it might have impact on other measures, such as expectations. 
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However, in the church sector, extra attention should be placed on experienced 

customers, as they are generally more demanding on all service quality 

dimensions . Such an outcome may appear contrary to the current vogue of 

relationship marketing where more frequent customers receive preferential 

treatment. Nevertheless ,  since infrequent customers appear to have similar service 

quality norms to more regular ones, disadvantageous treatment for infrequent 

customers may significantly increase customer loss if not handled with extreme 

care. 

Service providers suggested that many obstacles inhibit the improvement of 

service quality (see chapter 6), e .g .  financial constraints and standardisation of 

service specifications . The solution for overcoming these obstacles is setting 

priorities . For managers, some obstacles are difficult to change, e.g. government 

policy, but an understanding of customers' priority perceptions is essential and not 

costly. The service quality importance model (as discussed in 5 . 5  and 7 . 1 .2) can 

aid managers to understand and predict the consumers' quality evaluation criteria, 

which is essential for managers to anticipate and amend their provision (Oberio 

and Hales 1 990) . Thus, managers in service industries can assess the importance 

of each service quality dimension according to consumers ' perception, therefore, 

priorities can easily be identified to achieve high service quality. It is 

recommended that managers should understand the relative importance of each 

service quality dimension in consumers' perceptions before they measure 

perceived service quality. An adequate understanding of customers' perceptions 

allows managerial judgement to be exercised from a position of knowledge rather 

than guesswork in the important task of managing resources (Donnelly 1 995) .  

For small service organisations, which have limited resource to conduct extensive 

market research, the service quality importance model can be used as a normative 

guide to understand consumers' perceptions . For large service organisations, 

where large-scale research is feasible, the service quality importance model can 

provide a general profile of consumers' preferences. After developing appropriate 
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tailored scales, further research can be used to confirm these emphases. 

Importance measure do not have to appear in each questionnaire, as it is  an 

industrial level measurement and do not rely on past experience, specific service 

organisation and the time when the research is conducted (as discussed in 7 . 1 . 1 ) .  

The importance weighting can be  set for each service industry for a period of  time, 

which can benefit all service organisations in that sector. 

Both core and peripheral dimensions are proposed as important service quality 

dimensions with different functions. Each service organisation might manage 

different peripheral dimensions as its distinct position and competitive advantage 

in the sector. Each service organisation only needs to focus on one or a few 

peripheral dimensions within the range of peripheral dimensions. Managing 

peripheral dimensions perceived by customers could also be applied for 

positioning and communication strategy. 

7.3 Limitations of the Study 

All researches incur certain limitations, and detailed limitations of this research 

are as follows . 

Telephone interview was used as the methodology for research phase one, which 

is argued as the most appropriate research method. However, it is noted that all 

research methods have advantages and disadvantages. Regarding the telephone 

interviewing, limitations and responses were demonstrated in section 4.3 .2, and it 

is argued most of the limitations do not apply to this research. Nevertheless, as 

telephone interviewing has the disadvantage of not handling long interviews 

(Churchill 1 99 1 ), the interview was controlled with the duration of five minutes. If 

some other research method was adopted, interview duration can be extended 

longer, thus, more research topics can be investigated, such as expectations and 

perceptions measures, and empirical comparisons can be made between the 

concepts of importance, expectations and perceptions. Telephone interviewing has 

another disadvantage of not be able to use visual aids . If this research is conducted 
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by other methods, e.g. personal interview, some visual aids about specific service 

settings can be used, which can achieve more consistent response, and eliminate 

the variability of respondent imagination on these service settings . 

It is  the attempt of this research to generalise the findings to a wide range of 

service industries. This research used a random stratified sample, which matched 

UK demographic and geographic distribution, and chose six service industries 

based on a wide range of service characteristics. However, as the common critics 

on generalisibility, i . e. "can the findings readily generalise to a large universe" 

(Yin 1 994 p .  36) ,  in this research, all service industries? In phase one of this study, 

quantitative consumer research has proven to be statistically generalisible, and 

phase two was focused on confirmatory and comparison studies. However, further 

replica studies might be needed for some other service industries which have not 

be selected in this research to improve its generalisibility. 

7.4Areas for Further Research 

This study suggested that each service industry has different service quality 

importance level . Therefore, how service quality importance impacts on the 

overall perceived service quality perception by consumers will be an interesting 

area for further research. The current literature presumed all service quality 

dimensions are equally important. For example, the SERVQUAL model suggested 
22 

SQ = L ( P; - E; ) , which indicated the overall service quality score equals to the 
i=l 

sum of 22 items of  perception scores minus expectation scores. The use of 

importance in weighed SERVPERF model (Cronin and Taylor 1 992) was SQ = 
22 

L (I; * P;) . According to this model, an item having high importance low 
i=I 

performance would have the same score compared with an item having low 
importance high performance. Hence, it is necessary to develop a more 

sophisticated model to assess overall service quality. The findings demonstrated 

that the importance weightings of each service dimension or even service attribute 
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would vary across each service industry. A distinct set of importance scores is 

essential for different service industries . For example, all motor insurance 

companies should place price/value dimension with highest importance weighing, 

but different motor insurance companies will have different overall service quality 

scores. 

The service quality importance model is designed to help service providers to 

identify the important and relatively unimportant service quality dimensions in all 

service industries . Moreover, this research also indicated the existence of core and 

peripheral dimensions in all service industries. As the service quality importance 

model does not differentiate core and peripheral dimensions, a more complex 

model may need to be developed to aid the understanding of managers on core and 

peripheral dimensions. 

Experience has different level of impact on consumers' perceived service quality 

importance. It has no impact in some service industries ( e.g. restaurant and 

university), but has significant impact in others ( e.g. church). Some researchers 

(e .g. Johnson and Mathews 1 997) noted that experience has some impact on 

expectations. As importance and expectations are the measurement of service 

quality, the relationship between experience and overall service quality could be 

an interesting area for further research. 

This research discovered that output quality is more important than process quality 

in both public and private sectors. The notion of process and output quality was 

developed in the early 80s by Gromoos, and most researchers (e.g. PZB 1 988, 

Johnston 1 995)  presumed that process quality was at least as important as output 

quality. Most service quality studies are mainly focused on process quality, and 

divide process quality into more detailed dimensions. The findings of this research 

indicated that service providers demonstrated that service process can be 

simplified, and simple service process can even be a competitive advantage in, for 

example, airline service. Customers also placed more weighting on output quality, 
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both from the direct measure and statistically generated measure (processl and 

outputl )  in all service industries. Hence, more emphasis should be placed on 

output quality in service quality researches .  This provides areas for further 

research, such as how to manage output quality and further development on output 

quality. 
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Appendix A Questionnaires For Quantitative Research 

A. University(]) 
Opening: Good morning/afternoon/evening. I am calling from University of 
Luton. I am a student doing a research on service quality. Could you spare 5 
minutes to answer some short questions over the phone please? 

1 .  I would like you to think about universities in general. I am going to read to you 
a number of items . Can you tell me how important they would be to you in 
judging the service quality of universities and rate them using a 1 0  point scale. 10  
means very important and 1 means not important at all .  There are no right or 
wrong answers as it is your attitude I am interested in. 

1 .  The ease of getting through to the university on the phone. 
2 .  Convenient opening hours of the university (including library & computer centre) . 
3 .  The ease of getting to the university. 
4. Availability of lecturers and support staff to help. 
5 .  The ease of the applying to the university. 
6. A caring atmosphere. 
7 .  Sensitivity of the lecturers and support staffs. 
8 .  Keeping students informed about their progress. 
9 .  Keeping students informed about the when service will be performed (e.g. career service, 

nursery, library). 
1 0 .Readiness to respond to students' requests. 
I I .Knowledge and skills of lecturers. 
12 .Knowledge and skills of support staff. 
13 . The reputation of the university. 
14 .Courtesy of lecturers (i .e . polite, respectful, considerate and friendly). 
1 5  .Courtesy of  support staff (i.e .  polite, respectful, considerate and friendly). 
1 6 .Enthusiasm and helpfulness of lecturers . 
1 7  .Enthusiasm and helpfulness of support staff. 
1 8  .Efficiency of the services. 
1 9  .The services respond easily to different students ' need. 
20.The services are well organised. 
2 1 .The service can be tailored to individual needs 
22. The value of the qualification. 
23 .A reasonable tuition fee. 
24.Reasonable living expenses. 
25 . The overall experience at university. 
26.Have a wide range of courses to choose from. 
27.Additional services can be obtained (e.g. reprographics, gym, IT help, etc.). 
28 .Compcnsation for unreasonable service. 
29 .Acceptance of responsibility for good or bad service 
30.Dclivers the standard of education it promises. 
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3 1 .Keeps students' records accurately. 
32 .Provides services as promised on time. 
33 .Dependability in handling students' requests. 
34 .Provides services right the first time. 
3 5 .Willingness to help students. 
36 .Students with problems are treated sympathetically and reassuringly. 
37 .Safety in the university. 
38 .Feeling comfortable studying there. 
39 .Having advanced facilities and equipment (e.g. IT centre, library). 
40 .Lecturers and support staff are well dressed and appear neat. 
4 1 .Impressive communication materials (e.g. handouts, leaflets). 
42.Pleasant environment. 
43 .Cleanliness of the university building. 
44.Getting individual attention. 
45 .Have your best interests at heart. 

2. Which one do you think is more important, the overall experience at university 
or the value of the qualification? 
a. The overall experience in the university ( 1 )  b .  The value of the qualification 
(2) 
c. Equally important (3) 

3 .  Have you ever studied at a university? 
a. I have never studied at university. (Goto 5)  ( 1 )  
university. (2) 

b. Yes, I have studied at a 

c. I am currently a student at a university. (3) 

4. Are you on a grant or a self-funded student? 
a. Grant ( 1 )  b .  Self-funded (2) c. Both (3) 

5. Which age band do you fall in? 

d. NIA (4) 

a. 1 5- 1 9  ( 1 )  b .  20-29 (2) c. 30-44 (3) d. 45-59 (4) e. 60+ (5) 

6. What is your current occupation? 

a. Professional/senior manager ( 1 )  f. Manual/Factory worker (6) 
b. Self employed/business owner (2) 
c. Middle/junior manager (3) 
d. Administrator/clerical/office or retail worker ( 4) 
e. Skilled worker/Trademan (5) 

7. What is your highest qualification? 

g. Student (7) 
h. Housewife (8) 
I. Retired/Unemployed (9) 
j .  Other (1 0) 

a. 'O'  level or lower ( 1 )  b .  'A' level (2) 
c. HNC/D (3) d. College degree (4) e. Masters or higher 
(5) 
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8 .  Are you single and living alone or married? 
a. Married ( 1 )  b .  S ingle (2) c. Separated & divorced (3) d. Living with partner 
(4) 

9. Your annual gross family income: 
a. Under £ 1 0,000 ( 1 )  b .  £ 1 0,000 - £ 19,999 (2) c. £20, 000 - £29,999 
(3) 
d. £30,000 - £39,999 (4) e. £40,000 or above (5) 

1 0. Gender a. M ( 1 )  b . F (2) 

Ending: Thank you very much for your help . Have a nice day! Bye-bye! 

B. Accident & Emergency (A &E)(2) 
Opening: Good morning/afternoon/evening. I am calling from University of 
Luton. I am a student doing a research on service quality. Could you spare 5 
minutes to answer some short questions over the phone please? 

1 .  I would like you to think about A&E in general. I am going to read to you a 
number of items. Can you tell me how important they would be to you in judging 
the service quality of A&E and rate them using a 1 0  point scale. 1 0  means very 
important and 1 means not important at all . There are no right or wrong answers 
as it is your attitude I am interested in. 

1 .  The ease of getting through to the A&E on the phone. 
2 .  Reasonable waiting time prior to treatment. 
3 .  Convenient opening hours of the A & E. 
4. The ease of 0etting to the A&E. 
5 .  Availability of doctors and nurses to help. 
6 .  A caring atmosphere. 
7 .  Sensitivity of the doctors and nurses. 
8 .  Keeping patients informed about their progress. 
9 .  Keeping patients informed about when services will be performed. 
1 0  .Readiness to respond to patients' requests. 
1 1 .Explain clearly about the treatment and diagnosis . 
1 2.Knowledge and skills of doctors. 
1 3 .Knowledge and skills of nurses. 
14. The reputation of the A&E. 
1 5  .Courtesy of doctors (i.e. polite, respectful, considerate and friendly). 
1 6.Courtesy of nurses (i . e. polite, respectful, considerate and friendly). 
1 7.Enthusiasm and helpfulness of doctors. 
1 8 .Enthusiasm and helpfulness of nurses. 
1 9  .Efficiency of the services. 
20.The services respond easily to different patients ' need. 
2 1 .The services are well organised. 
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22.The service can be tailored to individual needs 
23. The result of treatment. 
24.The overall treatment experience in an A&E. 
25 .Have a wide range of services to choose from. 
26.Additional services can be obtained. 
27.Compensation for unreasonable service. 
28 .Acceptance of responsibility for good or bad service. 
29 .Delivers the standard of medical care it promises. 
3 0.Keeps patients' records accurately. 
3 1 .Provides services as promised on time. 
32 .Dependability in handling patients' problems. 
3 3 .Provides services right the first time. 
34. Willingness to help patients. 
3 5 .Patients are treated sympathetically and reassuringly. 
3 6 .Safety during treatment. 
3 7 .Feeling comfortable during the procedure. 
3 8 .Having advanced facilities and medical equipment. 
39 .Doctors and nurses are well dressed and appear neat. 
40.Impressive communication materials (e.g. medical reports). 
4 1 .Pleasant environment. 
42.Cleanliness of the A&E. 
43 .Getting individual attention. 
44.Have your best interests at heart. 

2. Which one do you think is more important, the overall treatment experience in 
an A&E or the result of treatment? 
a. The overall treatment experience in an A&E ( 1 )  
(2) 

b. The result of treatment 

c. Equally important (3) 

3 .  Have you ever been to an A&E? 
a. No. (Goto 5) ( 1 )  b .  Yes. (2) 

4 .  As a patient or visitor? (pat_ visi) 
a. Patient ( 1 )  b .  Visitor (2) c. Both (3) d. NIA (4) 

5 .  Which age band do you fall in? 
a. 1 5- 1 9  ( 1 )  b. 20-29 (2) c. 30-44 (3) d. 45-59 (4) e. 60+ (5) 

6. What is your current occupation? 

a. Professional/senior manager ( 1 )  f. Manual/Factory worker (6) 
b. Self employed/business owner (2) 
c. Middle/junior manager (3) 
d. Administrator/clerical/office or retail worker ( 4) 
e .  Skilled worker/Trademan (5) 

g. Student (7) 
h. Housewife (8) 
I. Retired/Unemployed (9) 
j . Other (1 0) 
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7. What is your highest qualification? 
a. 'O '  level or lower ( 1 )  b. 'A' level (2) 
c. HNC/D (3) d. College degree (4) 
(5) 

8 .  Are you single and living alone or married? 

e. Masters or higher 

a. Married ( 1 )  b .  Single (2) c. Separated & divorced (3) d. Living with partner 
(4) 

9 .  Your annual gross family income: 
a. Under £1 0,000 ( 1 )  b .  £10 ,000 - £ 1 9,999 (2) c. £20, 000 - £29,999 
(3) 
d.  £30,000 - £39 ,999 (4) e. £40,000 or above (5) 

1 0 . Gender a. M ( 1 )  b. F (2) 

Ending: Thank you very much for your help . Have a nice day! Bye-bye ! 

C. Motor Insurance (3) 
Opening: Good morning/afternoon/evening. I am calling from University of 
Luton. I am a student doing a research on service quality. Could you spare 5 
minutes to answer some short questions over the phone please? 

1 .  I would like you to think about motor insurance companies in general. I am 
going to read to you a number of items . Can you tell me how important they 
would be to you in judging the service quality of motor insurance companies and 
rate them using a 1 0  point scale. 1 0  means very important and 1 means not 
important at all .  There are no right or wrong answers as it is your attitude I am 
interested in. 

1 .  The ease of getting through to the insurance company on the phone. 
2. Convenient opening hours of the insurance company. 
3 .  The ease of getting to the insurance company physically. 
4. Availability of  insurance agents to help. 
5 .  A caring atmosphere. 
6. Sensitivity of the insurance agents. 
7 .  Keeping customers informed about when services will be performed. 
8 .  Readiness to respond to customers ' requests . 
9. Explain clearly about the insurance policy. 
1 0 .Knowledge and skills of insurance agents. 
I I . The reputation of the insurance company. 
1 2 .Courtesy of insurance a�ents (i.e .  polite, respectful, considerate and friendly). 

1 3 .Enthusiasm and helpfulness of insurance agents. 
1 4.Efficiency of the services. 
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1 5 .The services respond easily to different customers ' need. 
1 6 .The services are well organised. 
1 7 .The service can be tailored to individual needs 
18. Your peace of mind of being properly covered. 
1 9 .Reasonable cost of insurance premium. 
20.Get the quality of  the service for the price I paid. 
21 .  The overall purchase experience. 
22.Have a wide range of services to choose from. 
23 .Additional services can be obtained. 
24.Compensation for unreasonable service. 
25 .Acceptance of responsibility for good or bad service .  
26.Delivers the standard of  insurance service i t  promises. 
27.Keeps the customers' records accurately. 
28 .Provides services as promised on time. 
29.Dependability in handling customers' requests. 
30 .Provides services right the first time. 
3 1 .Willingness to help customers . 
32 .Customers with problems are treated sympathetically and reassuringly. 
33 .Makes customers feel safe in their transactions. 
34.Feeling comfortable about the whole process. 
35 .Having advanced facilities and equipment (e.g. a computer network). 
36 .Insurance agents are well dressed and appear neat. 
37 .Impressive communication materials (e.g. insurance documents) . 
3 8 .Pleasant environment in the insurance company. 
39 .Cleanliness of the insurance company. 
40.Getting individual attention. 
4 1 .Have your best interests at heart . 

2 .  Which one do you think is more important, the overall purchase experience or 
your peace of mind of being properly covered? 
a. The overall purchase experience. ( 1 )  
b .  Your peace of mind of being properly covered. (2) 
c .  Equally important (3) 

3 .  Which one would determine your choice of insurance company, the quality of 
the service process or the cost of the premium? (qua_cost) 
a. Quality of the s ervice process ( 1 )  b. Cost of the premium (2) 

4. Have you ever used the insurance service? 
a. No (Goto 6) ( 1 ) b. Yes (2) 

5 .  On the phone or do you visit in person? 
a. On the phone (1 ) b. In person (2) 

6. Which age band do you fall in? 

c. NIA (3) d. Both (4) 

a. 1 5- 1 9  ( 1 )  b .  20-29 (2) c. 30-44 (3) d. 45-59 (4) e. 60+ (5) 
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7. What is your current occupation? 

a. Professional/senior manager ( 1 )  
b .  Self employed/business owner (2) 

f. Manual/Factory worker (6) 

c. Middle/junior manager (3) 
d. Administrator/clerical/office or retail worker (4) 
e. Skilled worker/Trademan (5) 

8. What is your highest qualification? 

g. Student (7) 
h. Housewife (8) 
I. Retired/Unemployed (9) 
j. Other ( 1 0) 

a. 'O '  level or lower ( 1 )  b .  'A' level (2) 
c. HNC/D (3) d .  College degree (4) e .  Masters or higher 
(5) 

9 .  Are you single and living alone or married? 
a. Married ( 1 )  b. Single (2) c. Separated & divorced (3) d. Living with partner 
(4) 

1 0. Your annual gross  family income: 
a. Under £ 1 0,000 ( 1 )  b .  £ 1 0,000 - £ 1 9,999 (2) c. £20, 000 - £29,999 
(3) 
d. £30,000 - £39,999 (4) e. £40,000 or above (5) 

1 1 . Gender a. M ( 1 )  b.  F (2) 

Ending: Thank you very much for your help . Have a nice day! Bye-bye! 

D. Airline ( 4) 
Opening: Good morning/afternoon/evening. I am calling from University of 
Luton. I am a student doing a research on service quality. Could you spare 5 
minutes to answer some short questions over the phone please? 

1 .  I would like you to think about airlines in general. I am going to read to you a 
number of items. Can you tell me how important they would be to you in judging 
the service quality of airlines and rate them using a 1 0  point scale. 1 0  means very 
important and 1 means not important at all .  There are no right or wrong answers 
as it is your attitude I am interested in. 

1 .  The ease of getting through to the airline on the phone. 
2 .  Convenient opening hours of the airline company. 
3 .  The ease of getting to the airport. 
4. Availability of cabin crew to help. 
5 .  A caring atmosphere. 
6 .  Sensitivity of  the cabin crew. 
7 .  Keeping passengers informed about when services will be performed. 

8 .  Readiness to respond to passengers ' requests .  

367 



9 .  Explains clearly about safety procedures. 
1 0 .Knowledge and skills of cabin crew. 
1 1 . The reputation of the airline. 
1 2.Courtesy of cabin crew (i .e . polite, respectful, considerate and friendly) . 
1 3 .Enthusiasm and helpfulness of cabin crew. 
14 .Efficiency of the services . 
1 5 .  The services respond easily to different passengers ' need. 
1 6 .The services are well organised. 
1 7 .The service can be tailored to individual needs 
18.Prompt and safe arrival. 
1 9 .Reasonable airfare. 
20.Get the quality of the service for the price I paid. 
21. The overall experience of the flight. 
22.Have a wide range of routes to choose from. 
23 .Additional services can be obtained. 
24.Compensation for unreasonable service. 
25 .Acceptance of responsibility for good or bad service 
26.Delivers the standard of service it promises. 
27 .Keeps passengers ' records accurately. 
28 .Provides services as promised on time. 
29.Dependability in handling passengers' requests. 
30 .Provides services right the first time. 
3 1 .Punctuality of take off and landing. 
32 .Luggage goes to the same destination with you. 
3 3 .Willingness to help passengers . 
34.Passengers with problems are treated sympathetically and reassuringly. 
35 .Safety of the flight. 
36 .Feeling comfortable during the flight. 
3 7 .Having advanced facilities and equipment ( e.g. on-air mobile phone) . 
3 8 .Cabin crew are well dressed and appear neat. 
3 9.Impressive communication materials (e.g. air ticket, airline magazine) . 
40.Pleasant environment. 
4 1 .Cleanliness of the plane. 
42.Giving individual attention. 
43 .Have your best interests at heart. 

2 .  Which one is more important for you, the overall experience during the flight or 
prompt and safe arrival? 
a. The overall experience during the flight ( 1 )  b .  Prompt and safe arrival (2) 
c .  Equally important (3) 

3. Have you ever used an airline before? 
a. No. (Goto 6) ( 1 )  b .  Yes (2) 

4. Was that a business trip or for pleasure? (payment) 
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a. Business trip ( 1 )  b .  Pleasure (2) 

5 .  How stressful do you find travelling on the plane? 

c. Both (3) d. NI A ( 4) 

a. Not at all ( 1 )  b .  A little bit (2) c .  Quite (3) d .  Very (4) e. NIA 
(5) 

6. Which age band do you fall in? 
a. 1 5- 1 9  ( 1 )  b. 20-29 (2) c. 30-44 (3) d. 45-59 (4) e. 60+ (5) 

7.  What is your current occupation? 

a. Professional/senior manager ( 1 )  f. Manual/Factory worker ( 6) 
b. Self employed/business owner (2) 
c. Middle/junior manager (3) 
d. Administrator/clerical/office or retail worker ( 4) 
e. Skilled worker/Trademan (5) 

8 .  What is your highest qualification? 

g. Student (7) 
h. Housewife (8) 
I. Retired/Unemployed (9) 
j .  Other ( 10) 

a. 'O '  level or lower ( 1 )  b . 'A' level (2) 
c. HNC/D (3) d. College degree (4) 
(5) 

9 .  Are you single and living alone or married? 

e. Masters or higher 

a. Married ( 1 )  b .  Single (2) c .  Separated & divorced (3) d. Living with partner 
(4) 

1 0. Your annual gross family income: 
a. Under £1 0,000 ( 1 )  b .  £ 1 0,000 - £1 9,999 (2) c. £20, 000 - £29,999 
(3) 
d .  £30,000 - £39,999 ( 4) e. £40,000 or above (5) 

1 1 . Gender a. M ( 1 )  b .  F (2) 

Ending: Thank you very much for your help . Have a nice day! Bye-bye! 

E. Restaurant (not fast food restaurant)(5) 
Opening: Good morning/afternoon/evening. I am calling from University of 

Luton. I am a student doing a research on service quality. Could you spare 5 

minutes to answer some short questions over the phone please? 

1 .  I would like you to think about restaurants in general, but NOT fast food 

restaurants . I am going to read to you a number of items. Can you tell me how 

important they would be to you in judging the service quality of restaurants and 

rate them using a 10  point scale. 10  means very important and 1 means not 

important at all . There are no right or wrong answers as it is your attitude I am 

interested in. 
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1 . The ease of getting through to the restaurant on the phone ( e.g. make a reservation) . 
2. Convenient opening hours of the restaurant . 
3 .  The ease of getting to the restaurant. 
4 .  Availability ofwaiter(ress) to help . 
5 .  The ease of finding a seat in the restaurant. 
6 .  A caring atmosphere. 
7 .  Sensitivity of the waiters(resses). 
8. Keeping customers informed about when services will be performed. 
9. Readiness  to respond to customers' requests . 
1 0 .Knowledge and skills of waiters(resses). 
1 1 .  The reputation of the restaurant. 
1 2 .Courtesy ofwaiter(ress) (i. e. polite, respectful, considerate and friendly) . 
1 3 .Enthusiasm and helpfulness of waiter(ress). 
1 4.Efficiency of the services. 
1 5 .  The services respond easily to different customers' need. 
1 6 .The services are well organised. 
1 7 .The service can be tailored to individual needs 
18. Good food. 
1 9.Reasonable cost of the food and drink. 
20.Get the quality of the service for the price I paid. 
21. The overall dining experience in the restaurant. 
22.Have a wide range of food and drink to choose from 
23 .Additional services can be obtained 
24.Compensation for unreasonable service. 
25 .Acceptance of responsibility for good or bad service. 
26.Delivers the standard of service it promises. 
27.Keeps customers' records accurately. 
28 .Provides services as promised on time. 
29.Dependability in handling customers ' requests .  
30.Provides services right the first time. 
3 1 .  Willingness to help customers. 
32.Customers with problems are treated sympathetically and reassuringly. 
33 .Safety and hygiene of the food. 
34.Feeling comfortable eating there. 
35 .Overall look of facility is appealing. 
36.Waiters(resses) are well dressed and appears neat. 
37 .Impressive communication materials (e.g. menus) . 
3 8.Pleasant environment. 
39.Cleanliness of the restaurant. 
40.Getting individual attention. 
4 1 .Have your best interests at heart. 

2. Which one do you think is more important, the overall dining experience in the 
restaurant or the good food? 
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a. The overall dining experience in the restaurant (1) 
(2) 

b. Good food 

c. Equally important (3) 

3 .  How often do you go to the restaurant? 
a. Never ( 1 )  b .  Only on special occasions (4) 
c. Less than once a year (5) d. A few times a year (6) 
e. Once a month (7) f. A few times a month (8) 
g. At least once a week (9) 

4. Which age band do you fall in? 
a. 1 5- 1 9  ( 1 )  b. 20-29 (2) c. 30-44 (3) d. 45-59 (4) e. 60+ (5) 

5. What is your current occupation? 

a. Professional/senior manager ( 1 )  f. Manual/Factory worker (6) 
b. Self employed/business owner (2) 
c. Middle/junior manager (3) 
d. Administrator/clerical/office or retail worker (4) 
e. Skilled worker/Tradernan (5) 

6 . What is your highest qualification? 

g. Student (7) 
h. Housewife (8) 
I . Retired/Unemployed (9) 
j .  Other ( 10) 

a. '0 '  level or lower ( 1 )  b .  'A' level (2) 
c. HNC/D (3) d. College degree (4) 
(5) 

7. Are you single and living alone or married? 

e. Masters or higher 

a. Married ( 1 )  b .  Single (2) c. Separated & divorced (3) d. Living with partner 
(4) 

8. Your annual gross family income: 
a. Under £ 10,000 ( 1 )  b .  £ 1 0,000 - £ 1 9,999 (2) c. £20, 000 - £29,999 
(3) 
d. £30 ,000 - £39,999 (4) e. £40,000 or above (5) 

9. Gender a. M (1 )  b. F (2) 

Ending: Thank you very much for your help. Have a nice day! Bye-bye! 

F. Clturch (6) 
Opening: Good morning/afternoon/evening. I am calling from University of 
Luton. I am a student doing a research on service quality. Could you spare 5 
minutes to answer some short questions over the phone please? 

1 .  I would like you to think about churches in general of any religion. I am going 
to read to you a number of items. Can you tell me how important they would be to 
you in judging the service quality of churches and rate them using a 1 0  point scale. 
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1 0  means very important and 1 means not important at all. There are no right or 
wrong answers as it is your attitude I am interested in. 

1 .  The ease of getting through to the church on the phone. 
2 .  Convenient opening hours of the church. 
3 .  The ease of getting to the church. 
4. Availability of priest to help. 
5 .  The ease of finding a seat in the church. 
6. A caring atmosphere. 
7 .  Sensitivity of the priest. 
8. Keeping churchgoers informed of all church activities. 
9 . Readiness to respond to churchgoers' requests . 
1 0 .Knowledge and skills of priest. 
11 .  The reputation of the church. 
1 2 .Courtesy of the priest (i .e .  polite, respectful, considerate and friendly). 
1 3  .Enthusiasm and helpfulness of the priest. 
14 .Efficiency of the services. 
1 5 .  The services respond easily to different churchgoers ' need. 
1 6.The services are well organised. 
1 7.The service can be tailored to individual needs 
18.Spiritual support. 
1 9.Reasonable cost of church charge (e.g. wedding). 
20.Get the quality of the service for the price I paid. 
21 .  The overall experience ofgoing to the church. 
22.Have a wide range of activities to choose from. 
23 .Additional services can be obtained. 
24.Compensation for unreasonable service. 
25 .Acceptance of responsibility for good or bad service. 
26.Delivers the standard of the service it promises. 
27.Keeps their records accurately. 
28 .Provides services as promised on time. 
29.Dependability in handling churchgoers ' requests. 
3 0.Provides services right the first time. 
3 1 .  Willingness to help churchgoers. 
32.People with problems are treated sympathetically and reassuringly. 
33 .Feeling safe in the church. 
34.Feeling comfortable in the church. 
35 .Overall look of facility is appealing. 
36.The priest is well dressed and appears neat. 
37 .Impressive communication materials (e.g. parish magazine, leaflets) . 
3 8 .Pleasant environment. 
39 .Cleanliness of the church. 
40.Getting individual attention. 
4 1 .Have your best interests at heart. 

372 



2.  Which on_e
. 
do you think is more important, the overall experience of going to 

church or spmtual support? 
a. The overall experience of going to church ( 1 )  
b .  Spiritual support (2) 
c. Equally important (3) 

3 .  How often do you go to the church? 
a. Never ( 1 )  
b .  Only special occasions (4) 
c. Less than once a year (5) 
d. A few times a year (6) 
e. Once a month (7) 
f. A few times a month (8) 
g. At least once a week (9) 

4. Which age band do you fall in? 
a. 1 5 - 1 9  ( 1 )  b. 20-29 (2) c. 30-44 (3) d .  45-59 (4) e .  60+ (5) 

5. What is your current occupation? 

a. Professional/senior manager ( 1 )  f. Manual/Factory worker (6) 
b. Self employed/business owner (2) 
c. Middle/junior manager (3) 
d. Administrator/clerical/office or retail worker (4) 
e. Skilled worker/Trademan (5) 

6. What i s  your highest qualification? 

g. Student (7) 
h. Housewife (8) 
I. Retired/Unemployed (9) 
j .  Other (1 0) 

a. 'O' level or lower ( 1 )  b .  'A '  level (2) 
c .  HNC/D (3) d. College degree (4) e. Masters or higher 
(5) 

7 . Are you single and living alone or married? 
a. Married ( 1 )  b . S ingle (2) c. Separated & divorced (3) d. Living with partner 
(4) 

8 .  Your annual gross family income: 
a. Under £ 10,000 ( 1 )  b . £1 0,000 - £1 9,999 (2) c. £20, 000 - £29,999 
(3) 
d. £30,000 - £39,999 (4) e. £40,000 or above (5) 

9. Gender a. M ( 1 )  b .  F (2) 

Ending: Thank you very much for your help .  Have a nice day! Bye-bye! 
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Appendix B Interview Protocol 

Time, data and place of interview: 
Name of interviewee:  
Position of interviewee: 
Contact address of interviewee: 

Before interview start, greeting and introducing myself and the brief project 

outline, confirm the confidentiality and permission to record. 

I am a research student from Luton Business School. I am doing a PhD on the area 
of service quality and customer expectations . I did a study of consumer-based 
perceptions for the first phase of my study, and currently my research objective is 
the examination of the perceptions of service providers relating to service quality. 
The interview will last about 35  to 45 minutes. It is going to be fully confidential 
and I would like to have your permission to record the interview. There is no right 
or wrong answers, it i s  your attitude I am interested in. 

Step 1 :  General issues of service quality and customer expectation 

How do they perceive each service quality dimension and what do they do to meet 
customers ' expectations? 

1 .  What does the phrase service quality mean to you? 
2. What key words do you associate with service quality? 
3 .  What does the phrase 'customer expectations ' mean to you? 
4. What expectations do you think students might have in terms of service 

quality? 
5 .  What is your company' s most important policy regarding service quality? 
6 .  What factors contribute to good service quality for universities/airlines? 
7 .  Among all the factors you mentioned, which one do you think is the most 

important? 
8 .  What have you done to strengthen those factors you just identified? 
9 .  Within the last five years, in which areas have you focused on to improve 

service quality? ( e .g .  if staff training, what kind of staff training do they give 

and what are they?) 
1 0 .Within the last five years, anything regarding service quality you wish to do, 

but because of any reason, didn't be implemented? and why? 
1 I .What do you think is the biggest obstacles in improving service quality as a 

university? 
1 2 .Did you change your company' s policy on service quality within the last five 

year and why? 

Step 2: Questionnaire 
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Complete questionnaire, which was used to investigate consumer perceptions, in 
order to assess the managers ' perceived service quality importance. 

To compare with the consumers ' perception immediately and examine the 
difference between these two groups. Without telling the managers what the 
differences are, carry out step 3. 

Please spend 5 minutes to fill in a brief questionnaire. 

Use the snake diagram to compare the manager 's perceptions with consumers ' 
perceptions. 

Step 3: Research into Service Quality 
All hypotheses (see section 3. 12) and the service quality importance model (see 
section 5. 5) were developed upon a wide range of service characteristics. Do 
managers form their perception of service quality by the service characteristics, 
market research or by other facts, e.g. tradition, experience? 

1 3 .What do you do to maintain the professional image of a university? 
/ What do you do to cope with the high emergency demand of an A&E? 

and maintain the professional image of an A&E? 
I Consumers are very sensitive about price/value in insurance, what do you 

do to cope with this aspect as a financial industry? 
/What do you do to cope with the high safety or security demand of 

an airline? / What do you do to cope with the high safety and value of money 
demand of as an hospitality service? 

/What do you do to maintain the caring and sympathetic 
image of a church? 

1 4 .Tell me about how you find out about your consumers ' needs? 
1 5 . (Jfthey carry out market research) How often do you do that? 
1 6 . What do you usually do after the result come out? ( change your service 

orientation accordingly or doing further investigation?) 

Step 4: Attitude of Perceptual Differences 
If there are any differences between customers ' and service providers ' 
perceptions found in step 2, inform the interviewee about the difference, and 
assess their responses towards these differences. Would they change their 
perceptions in the light of customers ' perceptions? If perceptual differences 
existed, close the interview. 

1 7.These are the differences between you and your customers, what do you think 
about that? 

1 8. Would you like to adjust your service standards in the light of customers ' 
perceptions, and if so, why? 

That is the end of the interview, thank you very much for your help . 
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Appendix C The Impact of Industry Differences and 

Demographic Factors on Perceived Service Quality 

Importance 

MANOV A Tests of Between-Subjects Effects 

Source Dependent Type III Sum df Mean F Sig. 
Variable of Squares Square 

Corrected ACCESS 4 1 6.4 1 7  22 1 8 .928 6.561 .00( 
Model 

COMMITME 338 .664 22 1 5 .394 3 .59( .000 
COMMUNIC 3 1 4 .062 22 14.276 5 . 1 37 .000 
COMPETEN 223 .528 22 10 . 1 60 3 .059 .00( 
COURTESY 264.00C 22 12.000 3 .647 .000 

CREDIBIL 1 48 .528 22 6.751  2.054 .003 
EFFICIEN 432. 100 22 1 9.641 7.093 .000 
FLEXIBIL 4 1 1 .301 22 1 8 .695 5 .45 1 .000 

PRICE VA 948.263 22 43 . 1 03 1 1 .892 .000 
PRODU RA 606. 1 92 22 27.554 6.660 .000 
RECOVERY 1 1 3 8.553 22 5 1 .752 12 .391 .000 

RELIABIL 566 .065 22 25.730 9.8 16  . 000 
RESPNSIV 208. 925 22 9 .497 3 .410 . 000 
SECURITY 358 . 822 22 16.3 1 (  6.226 .000 
TANGIBLE 400.485 22 1 8 .20L 6 . 123 .000 

UNDSTDCS 397 .274 22 1 8 .058 4 . 142 .000 

Intercept ACCESS 925 .745 1 925 .745 320.866 .000 
COMMITMf 61 4.925 1 61 4.925 143.392 .000 
COMMUNIC 97 1 .920 1 97 1 .920 349.734 .00( 
COMPETEN 1291 .52( 1 129 1 . 52( 388 . 857 .000 
COURTESY 955 .235 1 955.235 290.3 1 5  .000 

CREDIBIL 1 1 6 1 . 832 1 1 161 .832 353 .435 .000 
EFFICIEN 947.261 1 947.261 342.073 .000 
FLEXIBIL 657.939 1 657.939 19 1 .834 .000 

PRICE VA 1266.598 1 1266.598 349.447 .000 
PRODU RA 5 83 . 1 96 1 5 83 . 1 96 1 40.967 .000 
RECOVERY 635.639 1 635.639 1 52 . 1 87 .000 

RELIABIL 1 128 .721 1 1 128.721 430.621  . 000 
RESPNSIV 1 1 84 .82 1 1 1 1 84.82 1 425 .442 .000 
SECURITY 1 1 58 .0 8( 1 1 1 58 .08 0 442.041 .000 
TANGIBLE 904.836 1 904 .83 6 304.344 .000 

UNDSTDCS 950.60� 1 950.60 4 2 18 . 02 9 .000 
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OCCUP ATIO:!\ ACCESS 34.520 8 4.3 1 5  1 .496 . 1 56  
COMMITME 78.60( 8 9.825 2.291 .021 
COMMUNIC 30.43� 8 3 .804 1 .3 69 .208 
COMPETEN 1 8 .909 8 2 .364 .7 1 2  .68 1 
COURTESY 53.00'i 8 6.626 2.014 .043 

CREDIBIL 43 .998 8 5 .500 1 .673 . 1 02 
EFFICIEK 40.27 1 8 5 .034 1 . 8 1 8  .072 

FLEXIBIL 61 .062 8 7.633 2.225 .025 
PRICE VA 55 .23() 8 6 .904 1 .905 .057 

PRODU RA 1 15 .50( 8 14.437 3.490 .001 
RECOVERY 1 00.134 8 12.517  2.99'i .003 

RELIABIL 32 .234 8 4.029 1 . 537 . 1 42 
RESPNSIV 54.415  8 6.802 2.442 .013 
SECURITY 30.652 8 3 .832 1 .462 . 1 68 
TANGIBLE 3 5 .382 8 4.423 1 .488 . 1 59  

UNDSTDCS 34.873 8 4.3 59 1 .000 .435 

EDUCATIO:t\ ACCESS 1 7.66 1 4 4.4 1 5  1 .530 . 1 92 
LEVEL COMMITME 28 . 882 4 7.220 1 .684 . 1 53 

COMMUNIC 1 8 .601 4 4.650 1 .673 . 1 5 5  
COMPETE:t\ 8 .098 4 2.02.: . 6 1 0  .656 
COURTESY 1 8 .092 4 4.523 1 . 375 .242 

CREDIBil 1 0.723 4 2.68 1 . 8 1 5  .5 1 6  
EFFICIEt\ 1 7.066 4 4.267 1 . 541 . 1 8 9  

FLEXIBIL 47.295 4 1 1 .824 3.447 .009 
PRICE VA 23 .327 4 5 . 832 1 .609 . 1 7 1  

PRODU RA 33 .343 4 8 .336 2 .0 1 5  .09 1 
RECOVERY 75.72t. 4 1 8.931 4.533 .001 

RELIABIL 34.454 4 8.613 3 .286 .01 1 
RESPNSIV 2 1 .0 1 8  4 5.254 1 . 887 . 1 1 2 
SECURITY 14. 1 84 4 3 . 546 1 .3 54 .249 
TANGIBLE 26.435 4 6 .609 2.223 .066 

UNDSTDCS 27.257 4 6 . 8 14  1 . 563 . 1 83 

MARITAL ACCESS 36.638 3 12.213 4.233 .006 
STATUS COMMITME 26.727 3 8.909 2 .077 . 1 02 

COMMUNIC 38.642 3 12.881 4.635 .003 
COMPETEN 29.071 3 9.690 2.918  .034 
COURTESY 28.92� 3 9.642 2.930 .033 

CREDIBIL 17 .948 3 5 .983 1 . 820 . 1 43 

EFFICIEN 60.1 92 3 20.064 7.245 .000 

FLEXIBIL 63.348 3 21 .1 1 6  6.157 .000 
PRICE VA 46.46( 3 15.487 4.273 .005 

PRODU RA 52.682 3 17.561 4 .245 .006 
RECOVERY 80.91� 3 26.972 6.45 8 .000 
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RELIABIL 68.029 3 22.676 8.651 .000 
RESPNSIV 54.564 3 18.188 6.531 .000 
SECURITY 34.973 3 1 1 .658 4.450 .004 
TANGIBLE 36.705 3 12.235 4.1 15 .OO'i 
UNDSTDCS 59.740 3 19.913 4.567 .004 

GENDEE ACCESS 35.881 1 35.881 12.436 .000 
COMMITME 69.162 1 69.1 62 16.128 .000 
COMMUNIC 78.029 1 78.029 28.078 .000 
COMPETEN 41 .42� 1 41 .426 12.473 .000 
COURTESY 80. 108 1 80. 108 24.346 .000 

CREDIBIL 33.5H 1 33.51 8 10.196 .002 
EFFICIEN 45.063 1 45.063 16.273 .000 
FLEXIBIL 51.714 1 51 .714 15.078 .000 

PRICE VA 23.96t 1 23.966 6.612 .010 
PRODU RA 25.205 1 25.205 6.092 .014 
RECOVERY 38.060 1 38.060 9 .113 .003 

RELIABIL 58.438 1 58.438 22.295 .000 
RESPNSIV 56.488 1 56.488 20.284 .000 
SECURITY 72.902 1 72.902 27.82, .000 
TANGIBLE 33.992 1 33.992 1 1 .433 .001 
UNDSTDCS 75.967 1 75.96� 17.424 .000 

INDUSTRY ACCESS 289.432 4 72.358 25.080 .000 
COMMITME 1 12.124 4 28.031 6.536 .000 
COMMUNIC 141.695 4 35.424 12.74i .000 
COMPETEN 1 15.051 4 28.763 8.660 .000 
COURTESY 77.354 4 19.338 5.87i .000 

CREDIBIL 39.24( 4 9.81 1 2.985 .019 
EFFICIEN 260.612 4 65.153 23.528 .000 
FLEXIBIL 162. lH 4 40.529 1 1 .817 .000 

PRICE VA 790.538 4 197.634 54.526 .000 
PRODU RA 355.878 4 88.970 21 .505 .000 
RECOVERY 862.31";  4 215.579 51.615 .000 

RELIABIL 350.093 4 87.523 33.391 .000 
RESPNSIV 1 l .90C 4 2.975 1 .068 .372 

SECURITY 190.230  4 47.557 18.153 .000 
TANGIBLE 261 .125 4 65.281 21 .958 .000 
UNDSTDCS 1 80.222 4 45.056 10.334 .000 

AGE ACCESS 3 .27 1 1 3 .27 1 1 . 1 34 .288 

COMMITME 28.059 1 28.059 6.54 3 .01 1 
COMMUNIC 7 .606 1 7.606 2.73 7 .099 

COMPETE1' . 86L 1 . 86� .26 0 .6 1 0 

COURTESY 12 .653 1 12 .653 3 .84 6 .05 0  

CREDIBII 1 .269 1 1 .269 .38 6 . 535 
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EFFICIEN 

FLEXIBIL 

PRICE VA 

PRODU RA 
RECOVERY 

RELIABIL 

RESPNSIV 

SECURITY 

TANGIBLE 

UNDSTDCS 

INCOME ACCESS 

COMMITME 

COMMUNIC 

COMPETE"t\ 

COURTESY 

CREDIBil 

EFFICIEN 

FLEXIBil 

PRICE VA 

PRODU RA 

RECOVERY 

RELIABil 

RESPNSIV 

SECURITY 

TANGIBLE 

UNDSTDCS 

Errot ACCESS 

COMMITME 

COMMUNIC 

COMPETE:t-

COURTESY 

CREDIBil 

EFFICIE1' 

FLEXIBIL 

PRICE VA 

PRODU RA 

RECOVERY 

RELIABil 

RESPNSIV 

SECURITY 

TANGIBLE 

UNDSTDCS 

Total ACCESS 

COMMITME 

1 7.469 1 17.469 
36.277 1 36.277 

. 1 8"1 1 . 1 84 
47.10� 1 47.107 
28.708 1 28.708 

.66( 1 .660 
6 .963 1 6 .963 
2 .94L 1 2.944 
2 .0 1 5  1 2.0 1 5  

1 3 .444 

7 .509 1 7 .509 
5 .782 1 5 .782 

.607 1 .607 
2.755 1 2.759 

. 1 46 1 . 1 46 
2 . 1 93 1 2. 1 93 
1 .24L 1 1 .244 

3 .425E-02 1 3 .425E-02 
7.089 1 7 .089 

1 3 .991  1 1 3 .99 1 
7 .578E-03 1 /  7 . 578E-03 

1 . 1 9 1  1 1  1 . 1 9 1  
8 .85 (  1 8 . 850  

5 .956E-02 1 5 .956E-02 
1 1 .23C 1 1 1 .230 
1 . 1 1 "1 1 1 . 1 14 

1 376.2 1 2  477 2 .885 
2045 .57L 477 4.288 
1 325 . 59.::1 477 2.779 
1 5 84.272 477 3 .32 1 
1 569 .489 477 3 .29( 
1 5 68 . 021  477 3 .287 
1 320.898 477 2.769 
1 635 .985 477 3 .430 
1 728.925 477 3 .625 
1 973.39e 477 4. 1 37  
1 992.285 477 4. 1 77 
1 250.287 477 2.62 1  
1 328 .407 477 2 .785 
1 249.668 477 2 .620 
14 1 8 . 1 53 477 2.973 
2079 .7 1 8  477 4.360 

273 1 3 .855 500 
28898.00( 500 

6.308 .012 
10.577 .001 

.05 1 . 822 
1 1 .386 .001 
6.873 .009 
.252 .6 1 6  

2 .500 . 1 14 
1 . 1 2L .290 
.678 .41 1 
.790 .375 

2.603 . 1 07 
1 .348 .246 
.2 19  .640 
.83 1 .363 
.044 .833 
. 667 .41 4  
.449 .503 
. 0 10  .920 

1 .956 . 1 63 
3 .3 82 .067 

.002 .966 

.454 . 50 1  
3 . 1 78 .075 
.023 . 880 

3 .777 .053  
.255  .6 1 3  
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COMMUNIC 32508 .500 500 
COMPETEN 37256 .00( 500 
COURTESY 34146 .25( 500 

CREDIBIL 34 109 .75(  500 
EFFICIEN 33 769.00C 500 
FLEXIBIL 29597.75C 500 

PRICE VA 34 1 3 5 .50( 500 
PRODU RA 25239 .500 500 
RECOVERY 27757.00C 500 

RELIABIL 33227.543 500 
RESPNSIV 36348 .50( 500 
SECURITY 3 8065 .750 500 
TANGIBLE 27626 .440 500 

UNDSTDCS 30632 .00( 500 
Corrected Total ACCESS 1 792.629 499 

COMMITME 23 84.238 499 
COMMUNIC 1 639 .656 499 
COMPETEN 1 807 .800 499 
COURTESY 1 833 .49C 499 

CREDIBIL 1 7 1 6 . 55 (  499 
EFFICIEN 1 752 .998 499 
FLEXIBIL 2047.286 499 

PRICE VA 2677. 1 8 8  499 
PRODU RA 2579 .588  499 
RECOVERY 3 1 30 .838  499 

RELIABIL 1 8 1 6 .352 499 
RESPNSIV 1 537.332 499 
SECURITY 1 608 .49( 499 
TANGIBLE 1 8 1 8 .638 499 

I UNDSTDCS 2476.992 499 

Remark: Significant variables and dimensions are presented in bold font. 
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