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Abstract
Competitiveness and search for profits have called more attention towards customers’ satisfaction and in-
creased researcher’s interest on the topic of service quality. In this context, this study applies SERVQUAL for 
assessing service quality in a retail industry. The main objective is to assess a quality service dimension that 
is delivered through the perspectives of customers. This work was performed in a shopping mall including 
two hundred shops located throughout the NCR. A questionnaire was developed based on the service qual-
ity dimensions and asked to the customer for gathering data from which results was analyzed. The results of 
this study show the responsiveness and assurance quality dimensions and characteristics that call customer 
attention. 
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1. Introduction
Since the 90’s many service companies have pursued 
to enhance their performance and effectiveness in 
search of achieving differentiation in the market. An 
example of that is the attempt to convince customers 
that their quality is superior to the competitors. In ad-
dition, the importance of service sector has sharply 
increased at both developed and developing coun-
tries. Over 75% of all US jobs now reside in services 
industries. Further, the services sector generates over 
85% of all new jobs and 66% of the GNP of the US. 
In developing countries like Brazil, where this work 
was developed; services correspond to 54.5% of the 
GNP (Cauchick Miguel and Salomi, 2004).

With greater choice and increasing awareness, Indian 
consumers are more demanding of quality service 
(Angur, Nataraajan and Jahera, 1999) and players 
can no longer afford to neglect custom service issues 
(Firoz and Maghrabi, 1994, Kassem, 1989). Research 
on services has grown correspondingly. In particular, 
academics and practitioners alike have exhibited con-
siderable interest in the issues that surround the meas-
urement of service quality. Service quality is one of 
the major issues facing operations managers (Gupta 
and Chen, 1995) but it is an area characterised by de-
bate concerning the need for assessing customer ex-
pectations and service quality assessment (Parasura-
man et al., 1994).

In this sense, the objective is to identify which quality 
dimensions as most important to customers of a retail 
industry. In addition, it also assesses the service that 
is delivered to them. In order to accomplish these ob-
jectives, the paper is structured in different sections. 
Section 2 contains the theoretical background related 
to service quality models. Section 3 describes the re-

search methodology, including the sample, and data 
collection procedures. Section 4 presents the results 
based on a statistical analysis as well as discusses the 
findings and Section 5 draws the conclusions and im-
plications of this work.

2. Literature Review

2.1 Theoretical Background
The emergence of service quality and its assessment 
has attracted the attention of numerous researchers in 
the past two decades or so. In this sense, there are two 
main lines of thoughts on measuring service quality: 
an American and a European perspective (Kang and 
James, 2004). Brady and Cronin (2001) suggest that 
the researchers generally adopt one of the two con-
ceptualisations in their work. The focus on functional 
quality attributes is referred to as the American per-
spective of service quality while the European per-
spective suggests that service quality considers two 
more components.

The European perspective considers additional as-
pects other than the process of service delivery. Grön-
roos (1984), for instance, noted that the quality of a 
service as perceived by customers consists of three 
dimensions: functional (the process of service deliv-
ery to customers), technical (the outcomes generated 
by the service to the customers), and image (how the 
customers view the company). Considering those di-
mensions, the quality of the service is dependent upon 
two variables: the expected service and the perceived 
service. 

Functional quality of a service is often assessed by 
measures of customers’ attitudes, as in customer 
satisfaction questionnaires. As described by Hayes 
(1997), the process of identifying customers’ attitudes 
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begins with determining customers’ requirements or 
quality dimensions. Parasuraman et al. (1985) identi-
fied in a first study 10 quality dimensions based on a 
series of focus group sessions. From this study, the 
authors concluded that customers use the same crite-
ria to assess service quality independently of the type 
of service.

For Hayes (1997), however, some quality dimensions 
are generalised across many services, but some will 
apply only to specific types of services, and it is nec-
essary to understand quality dimensions to be able to 
develop measures to assess them. The author explains 
then two ways of identifying important quality di-
mensions of services: quality dimension development 
approach and critical incident approach. The first one 
uses different sources of information, such as opin-
ions of providers and literature. The other one is a 
process to obtain information from customers.

The 10 determinants of service quality established by 
Parasuraman et al. (1985) provide a list that can guide 
investigation on the first approach. The authors sub-
sequently developed SERVQUAL (Parasuraman et 
al., 1988), a two-part instrument for measuring serv-
ice quality that was refined later (Parasuraman et al., 
1991). Much of the research to date has focused on 
measuring service quality using this approach and its 
use has become quite widespread (Brown et al., 1993; 
Kang and James, 2004).

SERVQUAL instrument consists of a 22-item instru-
ment for assessing service quality based on customer’s 
perceptions, which is, by his/her turn, the difference 
between the customer’s perceived quality and his/her 
expectation. The perceived quality is assessed based 
on service quality dimensions that correspond to the 
criteria used by consumers when assessing service 
quality. There are 10 potentially overlapping dimen-
sions: tangibles, reliability, responsiveness, commu-
nication, credibility, assurance, competence, courte-
sy, understanding/knowing the customer, and access. 
A more detailed description of those dimensions can 
be found in Zeithan et al. (1990). Afterwards, these 
dimensions were reduced to five, namely: tangibles, 
reliability, responsiveness, assurance, empathy. Us-
ing those 10 or 5 dimensions as the evaluation criteria 
the specification of service quality becomes the gap 
between customers’ expectations and their percep-
tions (Parasuraman et al, 1985). This performance-
expectation model was also adopted by other authors 
(e.g. Brown and Swartz, 1989).

However, there has been an extensive debate wheth-
er the perception-minus-expectations specification 
would be appropriate or assessing perception alone 
would be sufficient. Some concerns about the SERV-
QUAL instrument were raised by Cronin and Taylor 
(1992; 1994) and Teas (1993). The authors argue that 
there are serious conceptual and operational draw-
backs associated with the SERVQUAL model, induc-
ing Cronin and Taylor (1992) to propose a perceived 
quality model called SERVPERF. The perceived 
quality model postulates that an individual’s percep-
tion of the quality is only a function of its perform-
ance. Considering that the 22 performance items ad-
equately define the domain of service quality, Cronin 
and Taylor (1992) proposed the SERVPERF instru-
ment, which is a more concise performance-based 
scale; an alternative to the SERVQUAL model. In 
addition, they compared the SERVPERF model with 
SERVQUAL and two other alternatives: the weighted 
SERVQUAL and the weighted SERVFERF models. 
Those weighted versions consider the importance of 
a quality attribute as a determinant of perceived qual-
ity. In response to the criticisms, Parasuraman et al. 
(1994) claimed that many of those concerns are ques-
tionable and offered a set of research directions for 
addressing unresolved issues.

2.2 Literature analysis
As can be seen, models for measuring service quality 
is either viewed as a measure of the degree of dis-
crepancy between consumers’ perceptions and ex-
pectations (e.g. Parasuraman et al., 1985) or a tool 
for assessing the perceived quality (Teas, 1993). Yet, 
further alternative models have been offered by other 
authors (Cronin and Taylor, 1992; Bolton and Drew, 
1991). A literature review those models can be found 
in Cauchick Miguel and Salomi (2004), from which 
the Table 1 summarises their main characteristics.
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When examining the literature, it becomes clear that 
there is no consensus on which model is more appro-
priate in a general sense. SERVQUAL heightened 
the interest of many researchers but there are some 
arguments against its validity. Criticisms include the 
use of different scores, applicability, dimensionality, 
lack of validity, etc. Critical reviews of SERVQUAL 
are offered by Asubonteng el al. (1996) and Buttle 
(1996).

Cronin et al. (1994) continue the debate between the 
effectiveness of SERVQUAL and SERVPERF for as-
sessing service quality. The authors remained uncon-
vinced of both, that including customer expectations 



in measures of service quality is a position to be sup-
ported, and that SERVPERF scale provides a useful 
tool for measuring overall service quality. Moreover, 
Lee et al. (2000) empirically compare SERVQUAL 
(performance minus expectations) with performance-
only model (SERVPERF). The authors also conclude 
that the results from the latter appeared to be superior 
to the former.

Despite those criticisms, a large number of applica-
tions of SERVQUAL have become available. In ad-
dition to the applications listed in Table 1, different 
types of services have been investigated using SERV-
QUAL. Examples of service are fast-food, airlines 
and long distance telephone calls (Gupta and Chen, 
1995), banking (Newman, 2001; Cui et al., 2003), 
physiotherapy (Curry and Sinclair, 2002), web sites 
(Iwaarden et al., 2003), health care (Wong, 2002; Kil-
bourne et al., 2004) to name but a few. The investi-
gations on SERVPERF applications have also been 
intense but not as much as SERVQUAL. Neverthe-
less, instances of service types include public services 
(Bigné et al., 2003) and hotels (Nadiri and Hussain, 
2005). Kang and James (2004) presented the applica-
tion of Grönroos’ model (Grönroos, 1984) to explore 
the European perspective of measuring quality of cell 
phone services considering other dimensions (techni-
cal and image) besides the functional ones.
A comprehensive and more recent review of other 

models, besides SERVQUAL and SERVPERF, is 
provided by Seth and Deshmukh (2005). The authors 
critically examine 19 different service quality models 
reported in the literature. A relevant deliverable from 
that work is a set of research streams in the field of 
service quality assessment.

3.   Research Methodology
3.1  Methodology 
The work was performed in a Shopping mall which 
includes one hundred shops located NCR.  
SERVQUAL was adopted as the instrument to assess 
service quality according to the literature (Parasura-
man et al., 1985; 1988). Although there is no consen-
sus in the literature of which instrument is most effec-
tive, SERVQUAL was chosen because it was tested 
in a similar work conducted by Zeithaml et al. (1990) 
and it is useful to provide evidence of service quality 
for further service operation improvement (Page Jr. 
and Spreng, 2002).
Data were collected through an instrument developed 
using four service quality dimensions (tangibles, 
empathy, responsiveness, assurance) with 20 ques-
tions aiming at reducing questionnaire size and then 
improving the response rate. The answers were of-
fered using a 5-point Likert-type scale anchored by 
“1 – strongly satisfied” to “5 – strongly dissatisfied” 
based on Parasuraman et al. (1994). Moreover, previ-
ous study (Parasuraman et al., 1994) suggested that 
customers have a range of expectations (named zone 
of tolerance) bounded by desired service - the serv-
ice level customer believe companies can and should 
deliver - and adequate service, i.e. the minimum serv-
ice level customers consider acceptable. Hence, two-
column format questionnaire that generates separate 
ratings of “expected” (E), and “perceived” (P) with 
identical questions, side-by-side 5-point scales, men-
tioned earlier. This approach was carried out because 
it might be considered as diagnostically rich (Par-
asuraman et al., 1994). The assessment was targeted 
to customers in two separate analyses. P minus E as-
sesses the service quality of a given dimension/ques-
tion, calculated as, where:

QSk - service quality in the dimension k

Pjk - performance perception in the dimension k to 
customer j

Ejk - expected performance in the dimension k to cus-
tomer j
This work is quantitative in nature and uses a non-
probabilistic conveyance sample, determined accord-

Author Model Main Characteristics

Author
Grönroos 
(1984)

Parasura-
man et al. 
(1985,1988)

Brown and 
Swartz 
(1989)

Bolton and 
Drew (1991)

There is no 
mathematical 
representation

SERVQUAL 
Qi = Pi-Ei

Qi = Ei-Di

Assessment 
model of service 
and value. There 
are many equa-
tions represent-
ing the model

Quality is a func-
tion of expectations, 
outcome and image

22-item scale using 5 
quality dimensions

Use 10 quality dimen-
sions defined by Par-
asuraman et al. (1985)

Use four dimensions 
developed by Parasur-
aman et al (1988) and 
introduce the concept 
of value for quality

Different 
types of 
services

Different 
types of 
services

Medical 
surgery

Telephone 
services

Application

representing the 
model

assessment

Cronin 
and Taylor 
(1992)

SERVPERF 
Qi = Pi

Use 5 quality dimen-
sions defined by Par-
asuraman et al. (1988)

Different 
types of 
services

Teas (1993) I
Qi=-

Use 5 quality dimen-
sions defined by Par-
asuraman et al. (1988)

Retail 
stores

Model of 
ideal per-
formance

Table 1 - Proposed Models for Measuring Service 
Quality (Cauchick Miguel and Salomi, 2004).
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ing to Rea and Parker (2002). Our sample size was 
one hundred so, we distributed as many questionnaire 
to the various customers who visited the three malls 
(Silver city, Shipra & Pacific mall), keeping in mind 
to cover the different demographic factors. In order 
to minimise the problem of a low response rate, we 
personally interacted with the customers.

The data of the questionnaires were input in an elec-
tronic spreadsheet to organise data and for further 
analysis of results. Statistical analysis was conducted 
using SPSS 15.0 software. Further analysis of the re-
sults from the assessment enable to identify the op-
portunities of improvement in the services provided.

3.2 Measurement tool and Research Variables
Measurement tools are means, which the researcher 
applies to collect and record the necessary informa-
tion during the course of research. Some of these tools 
are questionnaires, observations and interviews.

Questionnaire is a collection of written queries, which 
is arranged putting all the essential variables for the 
research and can be completed by the respondents in 
presence, in absence, directly or indirectly.

Measurement scales are the units that are applied to 
test the qualities in the information collection tools. 
These are nominal, ordinal interval and ratio scales 
(Hafeznia, 1999: 121- 25).

This research has used the questionnaire tool to col-
lect the opinions of retail customers. During design-
ing process of measurement tool (questionnaire) the 
author developed a 40-item measurement scale (20 
items evaluating customers of the retail industry and 
20 items evaluating their expectations). To asses’ sat-
isfaction of customers of the retail industry in India, 
therefore a local questionnaire for the different retail 
outlets in the different states is designed and through 
this way SERVQUAL MODEL and its dimensions is 
utilized in the retail industry. It should be mentioned 
that the proposed questionnaire is designed for retail 
industry of India. Table 2 in the next page shows the 
characteristics of questionnaires along-with variables 
and related questions.

3.3	 Sections of Measurement Tools

Table2: Characteristics of Questionnaires along-
with Variables and Related Questions:

Sections Variables Related ques-
tions Scale

Form of 
answer

Section 1:
Specifications  

of
Respondents

Section 2:
Perceptions of

consumers

Section 3:
Expectations of

consumers

Age

Occupation

Income

Education

Marital status

Sex

Tangible

Empathy

Assurance

Responsiveness

Tangible

Empathy

Assurance

Responsiveness

1

2

3

4

5

6

P 1 – P 9

P 10 – P 13

P 14 – P 17

P 18 – P 20

E 1 – E 9

E 10 – E 13

E 14 – E 17

E 18 – E 20

Ordinal

Nominal

Nominal

Nominal

Nominal

Ordinal

Ordinal

Ordinal

Ordinal

Ordinal

Ordinal

Ordinal

Ordinal

Ordinal

Five -  answer

Five - answer

Four – answer

Three – answer

Two – answer

Two – answer

Likert - 5

Likert – 5

Likert – 5

Likert – 5

Likert – 5

Likert – 5

Likert – 5

Likert – 5

4 Analysis of Data  
4.1  Reliability of Questions related to Perception
For the perception dimension of service quality, 20 
questions have been designed then reliability test 
gives following results.

Table 3: Reliability Statistics of Questions related 
to Perception

Cronbach’s 
Alpha

N of Items

0.719 20

The acquired number is bigger than 0.6 (0.719) so the 
data can be used for the further analysis.

4.2 Reliability of Questions related to Expecta-
tion.
For the perception dimension of service quality, 20 
questions have been designed then reliability test 
gives following results

Table 4: Reliability Statistics of Questions related 
to Expectation

Cronbach’s 
Alpha

N of Items

0.715 20

The acquired number is bigger than 0.6 (0.719) so the 
data can be used for the further analysis.

4.3 Demographic 
Table 5: Demographic for Age

15 - 25
25 - 35
35 - 45
45 - 60

>60
Total

40
29
14
14
3

100

40.0
29.0
14.0
14.0
3.0

100.0

Frequency Percent
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The above table shows that the maximum number 
of respondents belong to the age group of 15-25 
year i.e 40%. 

Minimum numbers of respondents are from age 
group of greater than 60 years i.e 3%. 

w

w

Table 6: Demographic for Occupation

Student
Business man
Govt. Service

Private Service
Retired.

Total

39
21
8
28
4

100

39.0
21.0
8.0
28.0
4.0

100.0

Frequency Percent

The above table shows that the maximum numbers 
of respondents are students i.e 39%, followed by 
private service people i.e 28%. 

Minimum number of respondents are from retires 
personnel i.e 4%. 

w

w

Table 7: Demographic for Income

Below 1lac.
1 lac. - 2.5 lac.
2.5 lac. - 5 lac.
Above 5 lac.

Total

43
22
24
11
100

43.0
22.0
24.0
11.0
100.0

Frequency Percent

The above table shows that the maximum number 
of respondents belong to the income group of be-
low Rs. 1 lacs i.e 43%, followed by income group 
of people belonging to Rs.2.5 lac to Rs. 5 lac. i.e 
24%.

w

Table 8: Demographic for Education

Minimum numbers of respondents are from in-
come group of greater than Rs. 5 lac i.e 11%. 

w

Intermediate
Graduate

Post Graduate
Total

14
51
35
100

14.0
51.0
35.0
100.0

Frequency Percent

Table 9: Demographic for Marital status

The above table shows that the maximum numbers 
of respondents are Graduate i.e 51%. 

Minimum numbers of respondents are from Inter-
mediate i.e 14%. 

w

w

Married
Un Married

Total

51
49
100

51.0
49.0
100.0

Frequency Percent

The above table shows that 51% of respondents are 
Married & 49 % of respondents are Unmarried. 

w

Table 10: Demographic for Sex

The above table shows that 79% of respondents 
are Male & 21 % of respondents are Female. 

w

Male
Female
Total

79
21
100

79.0
21.0
100.0

Frequency Percent

5.  Results and conclusions 

The SERVQUAL values for the four dimensions were 
obtained by averaging the respondents’ scores. This 
overall measure, however, does not take into account 
the relative importance of the various dimensions 
to the customer. The overall weighted SERVQUAL 
score taking into account the relative importance of 
the dimensions is summarised and tabulated in Table 
4.3. This shows the overall expectation scores of the 
customer is 9.710. The overall perception scores of 
the customer are 12.007.

Table 11: Weighted Expectation and Perception 
Scores for

SERVQUAL Score Perception 
Mean

Expectation
Mean

W
ei

gh
te

d

Tangible

Empathy

Assurance

Responsiveness

Overall 

2.589

3.058

3.120

3.240

12.007

2.326

2.392

2.538

2.517

9.710

The data was collected using SERVQUAL from the 
100 sample for both the expectation & perception 
regarding retail industry using 5- point scale with 1 
(strongly agree) &  5 ( strongly disagree). The aver-
age mean score for 4 dimensions & 20 statements of 
the expectation & perception is shown in Table 4.12. 
The average expectation & perception for tangible 
was found to be 1.96 & 2.301 respectively. Then the 
service quality gap was found for each dimension & 
along 20 statements using basic gap model without 
considering the weightage of each dimensions. So, 
the service quality gap of service dimension Tangi-
ble will be -0.341(1.96-2.301). Similarly the gap was 
found for each dimension & 20 statements. The Table 
4.2 shows the gap for the 4 dimensions i.e Tangible 
(-0.341), Empathy (-0.653), Assurance (-0.690), Re-
sponsiveness (-0.690). Since, the gap above all the 
four dimensions is negative so the perceived service 
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1

S.No

TANGIBLE

Physical facilities of the outlet 
are appealing

Outlet  have modern looking 
equipment and fixtures

Presentation of merchandize is 
excellent

Employees are well dressed

Store layout makes it easier to 
find things

Store accepts all major debit 
and credit cards

Store layout made it easy to 
move around

Dimensions Mean

(E)

Mean

(P)

Gap

(E-P)

Rank Sig.
(2-

Tailed 
T-Test)

Diff.

E P

2

3

4

5

6

7

Employees are neat and tidy in 
appearance 

9 Special facilities for handicap 
people

8

1.96

1.74

3.64

1.73

1.75

1.85

1.57

1.92

1.62

1.82

2.301

1.92

2.57

2.22

2.22

2.10

1.54

2.21

2.10

3.83

-0.341

-0.18

1.07

-0.49

-0.47

-0.25

0.03

-0.29

-0.48

-2.01

4

18

20

9

11

15

19

713

10

1

0.083

0.000

0.000

0.000

0.020

0.762

0.003

0.002

0.002

NS

S

S

S

NS

NS

S

S

S

P1

P2

P3

P4

P5

P6

P7

P8

P9

E1

E2

E3

E4

E5

E6

E7

E8

E9

is greater than the expected service. The ranks are given to the 4 dimension on the basis of the service gap, the 
minimum gap is rated as rank 1 & maximum gap is raked 4.

Table 4.11 also shows that the rank that is provided to all the 20 statements of the service quality dimension. 
The gap is lowest in E9 and is rated as rank 1. Similarly the rank is given to all the 20 statements according 
to service gap.

Table 12: 
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10

Empathy:

Staff is polite

11

12

13

2.007

1.78

2.14

2.04

2.07

2.66

2.09

2.74

3.01

2.80

-0.653

-0.27

-0.60

-0.97

-0.73

2

14

7

4

6

0.005

0.000

0.000

0.000

S

S

S

S

P10

P11

P12

P13

E10

E11

E12

E13

Employee  respond  my request

Employees give a pleasant part-
ing remark

Employee offer personal atten-
tion

14

Assurance 2.155

1.84

1.95

2.67

2.16

2.107

1.81

2.55

1.96

2.795

2.86

2.92

2.88

2.52

2.797

2.39

2.74

3.26

-0.640

-1.02

-0.97

-0.21

-0.36

-0.690

-0.58

-0.19

-1.30

3

3

4

16

12

1

8

17

2

0.000

0.000

0.090

0.004

0.000

0.215

0.000

S

S

NS

S

S

NS

S

2.155

P14

P15

P16

P17

P18

P19

P20

E14

E15

E16

E17

E18

E19

E20

15

16

17

Employees provide additional 
information

Employees ask pertinent ques-
tions

Behavior of the employees 
develop confidence 

Employees understand my spe-
cific needs

Receive personal attention

Depend on the employees

Employees at the store  pressu-
rize customer for purchase 

Responsiveness

18

19

20
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Also from Table 3 it is seen that the t test value for Pair 
E1 & P1, E5 & P5 and E6 & P6 (Tangible dimension) 
is greater than 0.05 at 95% level of significance. So 
the null hypothesis in the above three pair is accepted 
and there is a no significant difference between the 
expected and perceived. But in pair E1 & P1 E5 & 
P5 the perceived mean is greater than the expected 
mean so there is not much more need to improve, but 
in case E6 & P6 statements the perceived mean is less 
than the expected so there is a gap and retail industry 
need to work in this statements.

From Table 13 it is seen that the t test value for all 
Pair dimension is less than 0.05 at 95% level of sig-
nificance. So the null hypothesis in the above three 
pair is rejected and there is a significant difference 
between the expected and perceived. 
From Table 12 it is seen that the t test value for Pair 
3 (Assurance dimension) is greater than 0.05 at 95% 
level of significance. So the null hypothesis in the 
above pair is accepted and there is a no significant dif-
ference between the expected and perceived. But in 
pair 3 the perceived mean is greater than the expected 
mean so there is not much more need to improve in 
this statements( employee ask pertinent questions)

From Table 13 it is seen that the t test value for Pair 
2 (Responsiveness dimension) is greater than 0.05 at 
95% level of significance. So the null hypothesis in 
the above pair is accepted and there is a no significant 
difference between the expected and perceived. But in 
pair 2 the perceived mean is greater than the expected 
mean so there is not much more need to improve this 
statement (dependency on employee).
Please refer Table 13-16in appendix 

5.  Discussion and Conclusion
The primary objective of the study is to measure serv-
ice quality of retail outlet in NCR using gap model. 
We first computed service quality of retail using a 
simple version of gap model to know the overall per-
ception of respondents for retail mall.
The gap model provides a good starting point for the 
analysis/ modification in terms of other approaches. 
In gap model, problem with average approach to ag-
gregate service quality measure arise when gaps have 
different signs. Gap model also helps us to identify 
which dimension & factor is more important for the 
retail & where to take corrective action to improve 
the service quality. To sum up our argument, the gap 
model can be used to find out the minimum level of 
customer expectations & perceived performance with 
respect to the expectation. The techniques for service 

quality model can be accommodated in a frame work 
of service quality improvement that measures serv-
ice quality gaps selects an optimal combination of 
attribute levels to deliver customer satisfaction. This 
techniques when used in a complementary manner, 
can achieve much more then simple measurement.
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Table 14: Empathy dimension

Table 15: Assurance dimension
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