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Abstract

Quality in a service is a measure of the extent to which o delivered service meets the
cusiomer's expectations. Service quality is considered a critical determinant of

titiveness. Superior service quality is a key 10 improved profitability. Consumer
service is a key factor towards generating loval retail customers, and ultimately,
successful retail businesses. The main objective of the study is 10 find the most significant
dimension of Retail Service Quality Scale (RSQS) influencing service quality of super
markets in Gujarar State. Purposive sampling method is used to collect data. 400
respondents Visifing Big Bazaar, D-Mart, Pick-N-Pay, Star Bazaar and Vishal mega-
mart in Gujarat were taken 10 study their perception and preferences regarding service .
quality of super markets. With the help of RSOS model, it was found that super markets i
in Gujarat State are fulfilling the expectations of the Customers. It further indicates that |
the perception of the consumers towards super market is good and that super markets B
are succeeding in its mission of replacing the traditional stores in India.
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INTRODUCTION w ,
Conamarmisakeyfaowrmwardsgenenﬁngloyalretaﬂmstomand
ultimately, successful retail businesses. Defined as an activity that supplements or
fadﬁwumuhs,msumsuviceinciudesmhiwmsasﬁeepaﬂdng,giﬁ &

wrapping, environment and delivery. Additionally, sales personnel offer ren— 1
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LITERATURE REVIEW |

Bernardo Balboni (2011) in their article demonstrates the crucial role of retail service
quality as a key activator in the formation of customer loyalty to the store. The results
prove that customers consider retail service quality as a second-order dimension and
recognize the main contnbutxon of physical aspects and reliability first-order
dimensions.

p-

-

Chowdhary and Prakash (2007) suggested that generalization of quality dimension was
not possible among all type of service taken together. Gronroos (1983) elaborated
service quality as both technical and functional, the first signifies what the customer gets
and the latter how the customer receives the service. When a customer assessed service
quality, the company’s profile or image acts a “filter”. If a company had a positive
image, it is easier to overlook smaller mistakes in its service delivery; to regard them as

temporary disturbances.

Edward Burch et al. (1995) examined the applicability of the service quality
measurement scale (SERVPERF) to the rental industry. The SERVPERF scale was
found to explain a great deal of the variation in service quality. While satisfaction seems
to have a significant positive effect on purchase intention, service quality does not seem
to have a simular effect.

Lehtinen and Lehtinen (1982) defined service quality in terms of physical quality,
interactive quality and corporate (image) quality. They also suggested that when
compared with the other two quality dimensions, corporate quality tended to be more
stable over time.

Leen et al. (2004) aimed at validating the retail service quality (RSQS) instrument
developed by Dabholkar et al. (1996) in the Malaysian business setting, specifically in
the context of apparel specialty stores. Findings obtained from the confirmatory factor
analysis and reliability tests indicated that all the five dimensions of physical aspects,
rellablhty, personal interaction, problem-solving and pollcy were highly suited for
measuring retail service quality in clothing stores, also proving that the instrument was
applmeblc in the Malaysian culture. Through the correlation analysis, it was shown that
retail service quality is furthermore associated with future consumption behaviour in
terms of the customers’ intention to visit, purchase and recommend the stores to otlms.
MW(ZOOthxssmdyowacerystore (RzlmgeeE
suggested that Rzlmnce fresh has a cbme to improve o on its pa
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OBJECTIVE OF THE STUDY AND RESEARCH PLAN

Tzé find the most significant dimension of Retail Service Quality Scale (RSQS)

influencing service quality of super markets in Gujarat State.

Nature of Data and Sources of Data
Primary data is used for the study. This data has been collected through questionnaire.

Sample design
purposive sampling method is used to collect the data. A sample size of four hundred
from different cities of Gujarat State. A structured questionnaire was

consumers was taken
given to 400 respondents of different cities of Gujarat State which consisted of close ended

questions.

Population
Population includes Consumers in different cities of the Gujarat State.

Sample element
Individual Consumers who visit the super markets are the sample element. :

Sampling technique
Purposive sample technique is used to select the sample.

Sample size
The sample size of 400 respondents was taken from different cities of Gujarat State.

Questionnaire design
A Structured questionnaire has been prepared and distributed among the selected

consumers in different cities of Gujarat State to study their perception and preferences & |
regarding service quality dimensions of Super Markets. ‘ B

The area of study is limited to Gujarat State. Different Super markets of Gujarat State
like Big Bazaar, D-Mart, Star-Bazaar, Vishal-Mega mart and Pick- N-Pay are selected
for research to study the consumers perception and preferences regarding service quality
dimensions of Super Markets. The study can be extended for consumers across greater

geographical area.

Frame work of data analysis
Statistical package for social science (SPSS.16) was used to analyse the data. RSQS

(WSa'viermlityScale)modelwasuwl

R e Vet STy L £t AVEG T

(AT AR

Limitations of the study
data was collected and interpreted with utmost reliability and -

For the research work,
consistency but due to prejudices of a few respondents, certain limitations of the study

LT i , present scenario in the different cities of Gujarat and hence the

result may not be applicable to another period of time.

The study is limited to 400 respondents belonging to different cities of Gujarat.
3. Answe questionnaire depends upon the beliefs and prejudices of consumers.
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“available when the customer want it

10. The store insists on error- free sales
transactions (relating to billing, returns etc)
and records

74 | 16

10

3.99

0.975

0.049

Dimension 3 Personal interaction

11. Employees in the super market have
the knowledge to answer customer’s
Questions

69 | 21

10

3.81

0.971

0.049

12. The behaviour of employees in the
super market instills confidence in
Customers

67 | 22

11

3.74

0.976

0.049

13. Customers feel safe in  their
transactions with the super market

67 | 24

3.85

1.017

0.051

14. The employees in the super market
| give prompt service to customers

67 | 22

11

3.77

1.008

0.050

15. Employees in the super market tell
customers exactly when services will be

performed

25

3.8

1.082

0.054

1.6. Employees in the super market are
never too busy to respond to customer’s
requests

50 | 30

20

3.40

1.055

0.053

17. The super market gives customers
individual attention

36

3.08

1.205

0.060

18. Employees in the super market are
consistently courteous with customers

67 | 21

12

3.7

0.979

0.049

‘19.Employew‘inmestmmarhettalk

courteously to customers on the telephone

57 | 25

18

3.50

1.076

0.054

returns and ex

38 | 27

35

3.08

1.203

0.060 et

21, When a customer has a problem, the
| super market shows a sincere interest in

| solving it

42 | 39

19

3.33

0.997

0.050

ﬁ.wayeuofﬁemmdwtmable

48 | 31

21

3.35

1.042

0.052
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371 | 0.87 0.04116.15 399 000

1

t

2 appealing _____—————750

it 3. The super market has clean, 200 | 3.90 | 0.96 004 | 18.67 | 399
€ attractive and  convenient
e physical facilities ( restrooms,
s

' fitting rooms) iy
e 4. The layout at the super | 400 440 | 0.83 | 0.04 33.53 | 399 000

market makes it easier for
customers to find what they

need IS SN
18 5 The layout at the super | 400 431 | 082 0.04 | 31.68 399 000

% market makes it easier for
g customers to move around 1n '

us the super market

ns

in  Based on the outcome of the t-test analysis at 95% confidence level, the H,: There is 00

%r  gignificant influence of physical aspect on customer - on at super markets in Gujarat ,
est . s rejected, since one sample t-test successfully revealed 2 statistically significant values :
ice  for physical aspects of super markets. Mean values fall in positive side of RSQS rating (= ‘

- 3), teal value > t tab value and p-value < 0. 05 for all the select physical aspect factors
ner  ypder study. t
f= i i
ere  pimension 2 (Reliability) i
ere constructed and it is found that none of the 3

 In the reliability categor. five statements W
‘ valmnnrethan4binallﬁxesmtementshadmpanvalucmorethan3,

staternents had mean
which indicates the reliability of super markets i Gujarat.

mresmpTanL .

==

£ 3 ‘ Reliability dimensions of super
. rmuwwmmwmmmmmmmmmﬁmm i
~ actual be 'Wbypuﬁﬁugoodswhenthcmstomerswtitm i
; _ T J cales !
f‘_“ ‘
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e Test (Test Value = 3 R
N | mean | SD SE| T [df | P

value
Sig.
(-
tailed)
L — wrd i IR, i S
1. Employees in the super market | 400 | 3.81 0.049 399 | 00 E
have the knowledge to answer 0971 16.53 {
customer’s Questions - |
g 3 The behaviour of employees 400 | 3.74 | 0.976 0.049 | 15.10 | 399 .00 :
the super market instills confidence "
in Customers L
IS 3. Customers feel safe in their | 400 3.85 | 1.017 | 0.051 16671399 | 00
B transactions with the super market ol
2 The employees in the super | 400 377 | 1.008 | 0.050 1540 | 399 | - :
B market give prompt service 10 ‘
i customers e :
5. Employees in the super market 200 | 3.18 | 1.082 0.054 | 3.33 399 ‘
_ tell customers exactly when b

=

6. Employees in the super market

10

n are never too busy 10 respond to
es customer’s requests '
al

er

g

7. The super market ~ gives 308 |1.205 0060 | 133 |39 -

customers individual attention
g, Employees in the super market
are consistently courteous  With

00
00
services will be performed o
i 200 | 3.40 | 1.055 0.053 | 7.55 399 | .00
00

5

3.77 | 0.979 | 0.049 15.71 | 399

customers _____——— ,
i market | 400 | 3.50 1.076 | 0.054 | 9.26 399 | .000

gt e e

e

B'uedo'ntlnm_ﬂﬂts of the t-test analysis at 95% confidence level, the H,: There is no
inﬂnmoeofpamﬂinwﬁononcustomerpmepﬁonatsupumaxketin

ion
- The
. z . :ﬁwmdinmmw.MelnvalwfallinpositivesideofRSQSnﬁng(>3),t
- cllu::‘; mbyﬂuandp-valuedl_.osforallmesclectpusonalinmcﬁonfmtor X »

W is rejected, since the t-test successfully revealed a statistically si gnificant values

e —
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