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Abstract: This study highlights the important dimensions of service quality from customers’ perspective in car
service agencies. Additionally, it aimed to identify differences between expectations and perceptions of
customers from service quality dimensions and compares differences across agencies. The objectives of this
study were achieved by using the SERVQUAL questionnaire. A cluster sampling technique was also used for
collecting the data. The questionnaires were distributed amongst 400 customers who had Peugeot 206, Peugeot
405 or Peugeot Persia in four Iran Khodro car service agencies. The results demonstrated that there was a gap
between expectations and perceptions of customers from dimensions of service quality. The negative gaps were
related to the intangible dimensions. Additionally, in the comparison amongst four agencies related to the level
of expected service guality, significant differences were found for tangibles and reliability dimensions.
Furthermore, the analysis of variance revealed that the differences in customers” perceptions of the level of
provided service quality across four agencies was only for the dimension of tangibles. Lastly, the findings
demonstrated that there were significant (p<().05) negative and positive relationships between expectation and
perception means with the gap score means, respectively. The results suggest that car service agencies should
not exaggerate their quality of services and increase employees’ attitude training to close the gap between

customers’ expectations and perceptions of services.
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INTRODUCTION

The quality improvement by manufacturers and
service providers has become an extremely preferred
objective in today’s competitive markets. Hence, the
measurement and management of service quality is
considered as the essential issue for the sustenance and
crowth of service company (Legeevic, 2008). The
application of superior service quality by service
providers is increasingly widespread to seek out
competitive advantages (Lee er al., 2004) and experience
higher academic returns (Gilbert er al., 2004). It has been
widely accepted that customer assessment of service
quality is increasingly important for service providers to
enhance business performance, make core companies
stronger and positions themselves more strategically in
the market place (Cronin and Taylor, 1992; Jain and
Gupla, 2004). In other words, organizations have to afford
the opportunity o explore the customers’ expectations of
service quality and their perceptions of its actual service
performance.

Knowledge about how customers integrate their
perceptions of quality of service as well as how these
perceptions lead to the customer satisfaction enables
organizations 1o manage the resources on important
fields which have direct influence their competitive
advantage. The comparison of the customer’s
expectations and the perceptions of the actual
performance lead to either their satisfaction or
dissatisfaction with a service (Homburg et al., 2002). It
has been shown that customer satisfaction depends on
how well perceived performance matches or exceeds
customers’ expectations of services (Van Looy er al.,
20003). Unsatisfied customers have a tendency to generate
negative word-of-mouth and express their negative
feeling to other customers (Lewis, 1991; Newman, 2001,
Caruana, 2002). Therefore, managers have to close the
gaps  between expectations and perceptions of the
customers and attempt to keep long-term relationships
with them.

For exploring and measuring customer perceptions of

service quality, the service quality scale (SERVQUAL)
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developed by Parasuraman et al. (1985) has been widely

used in the current literature. The SERVQUAL is
designed to measure customer’s expectations and
perceptions of actual performance. The original

SERVQUAL instrument included 10 dimensions which
were later simplified in to five generic dimensions namely
Tangibles, Reliability., Responsiveness, Assurance and
Empathy (Parasuraman ef al., 1991). Tangibles are related
to the physical quality such as appearance of physical
facilities, equipment and personnel. Reliability is defined
as the employee’s ability to perform the promised
services dependably and accurately. Responsiveness
involves willingness to facilitate customers and provide
prompt Assurance knowledge,
politeness, courtesy, trustworthiness and honesty of
employees. Empathy 1s charactenized as understanding,
caring and listening to customers and admitting their
comments,

It has been shown that the influence of dimensions
of service guality vary across service industry types.
For example, hotel managers should pay a lot of attention
to  tangible environment such as cleanliness and
comfort of rooms, quality and variety of food served
(Ramsaran-Fowdar, 2007). The other study revealed that
in the school of education, tangible dimension is less
important than the others (Harris, 2002).

Despite the importance of measuring service quality
in today’s marketplace, little empirical research has been
conducted in the context of the car service agencies.
Therefore, the present study aimed to investigate the
extent to which dimensions of service quality permeates
the car agencies as well as gain insight into differences
between expectations and perceptions of customers and
compared them across four agencies.

service. concerns

MATERIALS AND METHODS

Data collection: A cluster sampling technique was used
for this study. In this method, the researchers selected the
croups (agencies) and then from the elements within each
selected group (customers) the required informations were
collected. Therefore, from 10 Iran Khodro (The biggest car
factory in Iran) car service agencies in the target
population, 4 were chosen. After that, 400 customers were
selected based on the Morgan table. Respondents were
selected amongst the customers who had Peugeot 206,
Peugeot 405 or Peugeot Persia and visited the sampled
agencies during day time and at various days for a week
or a month, The customers who had Peugeot 206 account
for 32.5%, Peugeot 405 and Peugeot Persia make up each
33.75% of the customers. Every customer who entered the
agencies handed a questionnaire,

Measures: Data were collected by using the SERVQUAL
questionnaire as a measurement tool, conducted in four
agencies in Iran during October to December 2(0)7. The
SERVQUAL scale 1s a two part instrument. First part of
the questionnaire includes 22 items which measures
expectations of customers in conjunction with second
part consisted of 22 items which evaluates their
perceptions of actual performance.

The SERVQUAL instrument was slightly modified to
reflect the nature of delivery services in car agencies. The
original items were translated into Persian language and
the validity of content such as wording and meaning
were checked carefully by two Iranian experts. A seven-
point Likert scale was used to measure the expectation
and perception of service quality which ranged from
| =strongly disagree to 7 = strongly agree. A pre-test was
then conducted with 20 customers and minor changes o
the scales were made to ensure that the questions were
not repetitive.

RESULTS

Reliability tests: To assess the internal consistency
reliability of the five dimensions, Cronbach’s coefficient
alpha was computed for both the expectation and
perception sections. These alpha coefficients ranged from
0.71 to 0.89 for expectation part and alpha ranged from
0.65 to 0.85 for perception part. As it has been shown in
Table 1; the dimensions of service quality appeared to
have sausfactory reliable,

Hypothesis testing: The first hypothesis stated that there
are  significant  differences  between  customers’
expectations and their perceptions of existing levels of
service quality at the delivery service department of their
own agencies. Differences were calculated by subtracting
the mean ratings of expectations from the mean ratings of
perceptions. The negative value is characterized as a
service quality gap (Parasuraman er al., 1985). We
performed dependent t-test to determine if the differences
between customer’s expectations and perceptions were
statistically significant,

Table 2 showed differences between customer’s
expectations and perceptions of service quality in each
agency. The negative values were obtained for all

Table |: Beliability coefMicient for dimensions of service quality

Dimensions of Eeliability of Reliability of
service guality expectations perceplions
Tangibles (.86 (.85
Reliability 0.7l (.73
Responsiveness (.79 (.85
Assurance (.56 (.65
Empathy (.59 (.73
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Agency

Dimension of service guality | 2 3 4
Tangible
Mean (expectation) 578066 5.5040.56 5.4740.59 5.45+0.60
Mean (perception) 5.830.68 5.60+0.65 5.5840.65 5.54+0.64
Perception-ex pectation 0.05 0.10 0.11 0.09
p-value (1.55 (L35 (.26 0,36
Reliability
Mean {expectation) 5804045 5.784164 5.5940.58 5.72+0.60
Mean (perception) 5.3840.56 5394046 3.3220.53 5,40+0.51
Perception-expectation (148 (.39 0.27 -0.32
p-value (0.000 0, () (.00 0,000
Responsiveness
Mean {expectation) 5.7240.61 5854054 5.85+0.50 5.77040.60
Mean (perception) 5.5640.64 5. 480,63 5.53+0.56 5.55+0.60
Perceplion-gxpeclalion - 16 -0.537 .32 -0.21
p-value 0.062 0.0 0.000 0.01
Assurance
Mean {expectation) 3.9440.64 5.9]1%0L62 389063 S.87H0.60
Mean {perception) 5.60+0.61 5.67+0.63 5.74+0.59 5.63+0.61
Perception-expectation -(1.34 -0,24 .15 -0.34
p-value (10000 L) (11 (L0000
Empathy
Mean {(expectation) 390055 59020055 582057 5864055
Mean {perception) 5.450.57 5.4640.48 5.4440.50 5.4240.55
Perception-expectation -(1L.45 (0,50 0,38 -0.44
p-value (100D (). A (100000 (000
Yalues are Means5D. p<0.05
Table 3; Analysis of vanance for differences in combined means of expected and perceived service guality according to the agencies

Agency
Dimension of service quality 1 2 3 4 p-value
Tangible
Mean (expectation) 5. 7840667 5,500 56" 5.4740,59" 5.45+0.60° 0,000
Mean (perception) 5.83.68" 3.60=0.635" 5.5840.65" 5.5440.64" XL 1ES
Reliability
Mean (expectation) 5,860,485 5.7820.64° 5.5040,58" 5,720,600 0012
Mean {perception) 338056 3394046 5324053 5402051 .710
Responsiveness
Mean (expectation) 5.7240.61 5.85+0.54 5,8540.50 5.7640.60 0,310
Mean {perception) 5504004 3484063 5534056 5554060 0.760
Assurance
Mean (expectation) 5.094+40.04 391062 5804065 597460 0810
Mean {perception) 5.60+0.61 5.670.63 5.7440.59 5.63+0.61 0.380
Empathy
Mean {(expectation ) 5.0040.55 5.0620.55 5B240.57 5804055 (.350
Mean {perception) 5.45+0.57 5.4640.48 5,444,500 5.42+0.55 0.4977

Yalues are Means25D. Means within a row, with no common superscript ditfered significantly (p={0.03})

dimensions except the dimension of tangibles in all
agencies. The results of dependent t-test revealed that
apart from tangibles dimension in all agencies and
assurance in  agency three, there were significant
differences between customers’ expectations of service
quality and their perceptions (p<(.05). Consequently, HI
was supported. In addition, according to the size of the
caps between customer perceptions and expectations
of  service quality empathy received the most
negative ratings amongst agencies 2, 3 and 4 (-0.50, -0.38
and -0.44, respectively) and reliability dimension in
agency | (-0.48).

The second hypothesis  concerned  whether
significant differences existed in the level of service
quality expected amongst four agencies. To test the
hypotheses, one-way analysis of variance was employed.
The FISHER test was used when analysis of variance
resulted in a significant F ratio to determine the specific
areas where significant differences existed in the mean
ratings of expected service quality for the agencies in the
present study.

As it has been shown in Table 3, the significant
differences were only found for tangibles and reliability
dimensions. The results revealed that customers who
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Table 4; Correlation among expectation, perception and service quality

Factors Service quality {gap score)
Expectation

Pearson correlation -0.728

Sig. (2-tarled) RELY
Perception

Pearson correlation 0.720

Sig. (2-taled) AL LY

peid. 0

attended in  agency 1 rated expected tangibles

significantly more important than did customers at the
other agencies. Also, there were statistically significant
differences between agencies | and 3 as well as agencies
2 and 3 for the dimension of reliability. Customers at
agency | and 2 rated expected reliability significantly more
important than did customers at agency 3. Customers in
agency | had a significant higher overall expected service
quality as compared with customers in agencies 3 and 4
(p<0.05). Overall expected service quality of agency 2 was
also significantly higher than agency 3.

The third hypothesis concerned whether significant
differences existed in customers” perceptions of the level
of service quality provided amongst four agencies.
Analysis of variance was used to test this hypothesis, As
shown in Table 3, the significant differences was only
revealed for one of the five dimensions of perceived
service quality; tangibles. The Fisher test demonstrated
that perceived tangibles dimension in agency 1 was
significantly higher than the other three agencies.
However, agencies 2, 3 and 4 were not different in this
area.

The last hypothesis referred to whether there are
significant  relationships  amongst  expectations,
perceptions and overall service quality. For testing this
hypothesis Pearson correlation was conducted. The result
(Table 4) showed that there were significant negative
relationships between expectation means and gap score
means (r = -0.728, p<0.01). In contrast, there were positive
relationships between perception means and gap score
means (r = 0.720, p<0.01).

DISCUSSION

The present study demonstrated that there was a gap
between customers’ expectations and perceptions. The
negative gaps revealed that the overall service quality of
the four car service agencies is not satisfactory. These
results were consistent with Van Looy et al. (2003), who
reported that if the perceived performance matches or
exceeds customers’ expectations of services they are
satisfied, 1f 1t does not, they are dissausfied. The
correlation analysis indicated that two factors included
high expectation of the customers and low performance of

administrators were responsible for negative gap scores.
These findings of the current  study are consistent with
those of Ruigi and Adrian (2009) as well as Johns ef al.
(2004), who found that high customers’™ expectations and
poor performance of the service providers would lead 1o
lower satisfaction levels in the consumers.

Moreover, customers in four agencies expected
higher from intangible dimensions of service quality in
comparison to the tangibles. These results supported the
findings of Bowen and Schneider (1985), Chase and
Bowen (1991) and Kohli and Jaworski (1990}, who imply
that, customers' perceptions of service quality can be
influenced by attitudes and behaviors of the contact
emplovees because delivery of services occurs during
interaction between contact emplovees and customers.
Previous studies also  indicated that  attentive,
courteous, cooperative  employees  generate  and
enhance positive perceptions of service quality and
satisfaction among customers (Guiry, 1992; Johnston,
1995; Dabholkar er al., 2000).

Tangibles dimension that i1s related to the appearance
of facilities, personnel and equipment were rated lowest in
importance for all agencies. In this area, the perceptions
of customers exceed their expectations although it was
not significant. Present findings showed that tangibles
have little contribution to overall customers” satisfaction
with service quality in car delivery service agencies. On
the other hand, in the delivery of services, managers or
administrators have to spend the money for staff training
and innovations to improve reliability, responsiveness,
assurance and empathy as intangible dimensions of
service quality.

CONCLUSION AND FUTURE RESEARCH

It could be concluded that car agencies have to close
the gap between customers” expectations and perceptions
of services. Car agencies should not exaggerate their
quality of services in order to prevent higher customer
expectation of the service. Otherwise customers’
expectation does not match their perception and service
quality is considered low (Ruigi and Adrian, 2009). Finally,
in order to enhance service quality, retain customer
attraction and gain competitive advantage, people-based
companies have to increase employees’ attitude training
and improve knowledge of the services.

The study considered only the customers' viewpoint
from service quality of the car agencies. Hence. future
studies are recommended to conduct surveys of managers
and employees because their understanding of
customers’ expectations as well as their communication
with the customers is important to the final perceived
service quality of the car agencies.
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