Pacific Business Review International
Volume 1, Issue 1, June 2016

Restructuring the SERVQUAL Dimensions in Banking Service:
A Factor Analysis Approach in Indian Context

Dr. Naveen K. Sharma
Assistant Professor

Department of Management Studies
Government Engineering College, Bikaner
& Assistant Dean

Faculty of Management Studies

Rajasthan Technical University, Kota

76

Abstract

Purpose: This research is an empirical study within the field of
management, focused upon restructures the dimension of Servqual in
banking service through factor analyses in Indian context.

Methodology: It is solely based upon data research which includes
quantitative and deductive reasoning. The data for the study collected
from the primary as well as secondary sources, with the help of
questionnaire. Data was collected from 309 banking customers located
in different cities of Rajasthan. Statistical tools such as Karl Pearson's
Coefficient of Correlation, Principal Component Analysis, The
Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy test,
Bartlett's sphericity test, Chi-square, Cronbach's alpha test of
Reliability and Factor Analysis was used to test the hypothetical
relationships among variables.

Findings: This study reveals five different dimensions from the
original Servqual scale. Modified Servqual therefore is a
recommended instrument for future research when measuring banking
service quality In Indian context as it specifically addressed the multi-
dimensional character of banking service in Indian context.

Research Implications: The findings from this study provide important
information that can be used in the future research on service quality in
banking arena by the industry, researchers and academia.

Key Words: - Servqual, Service Quality, Expectation, Perception,
Indian Context

Introduction

In the industrialized nations, over the past two decades, the service
sector has become the dominant element of the economy. Quality has
come to be recognized as a strategic tool for attaining operational
efficiency and improved business performance (Anderson and
Zeithaml, 1984; Babakus and Boller, 1992; Garvin, 1983; Phillips,
Chang and Buzzell, 1983). This is true for the services sector too.
Several authors have discussed the unique importance of quality to
service firms (e.g., Normann, 1984; Shaw, 1978) and have
demonstrated its positive relationship with profits, increased market
share, return on investment, customer satisfaction, and future purchase
intentions (Anderson, Fornell and Lehmann 1994; Boulding et al.,
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1993; Buzzell and Gale, 1987; Rust and Oliver, 1994). One
obvious conclusion of these studies is that firms with
superior quality products outperform those marketing
inferior quality products.

These were the main reason that service quality has become
an important research topic. Besides, interest for service
quality was challenged with the intangible nature of service
quality and the complexity of the service quality
measurement. It is difficult for the service provider to define
and provide quality service. Researchers are trying to define
the concept of the service quality as well as the way to
measure it effectively. There has been controversy about the
concept and the measurement of service quality and several
questions have not yet been answered.

Review of Literature
Servqual Concept

SERVQUAL provides a technology for measuring and
managing service quality. Since 1985, when the technology
was first published, its innovators Parasuraman, Zeithaml
and Berry, have further developed, promulgated and
promoted the technology through a series of publications
(Parasuraman et al., 1985; 1986; 1988; 1990; 1991a; 1991b;
1993; 1994, Zeithaml etal., 1990; 1991; 1992; 1993).

SERVQUAL is founded on the view that the customer's
assessment of service quality is paramount. This assessment
is conceptualized as a gap between what the customer
expects by way of service quality from a class of service
providers (say, all opticians), and their evaluations of the
performance of a particular service provider (say a single
Specsavers store). Service quality is presented as a
multidimensional construct. In their original formulation
Parasuraman et al. (1985) identified ten components of
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service quality:

(1) Reliability;

(2) Responsiveness;

(3) Competence;

(4) Access;

(5) Courtesy;

(6) Communication;

(7) Credibility;

(8) Security;

(9) Understanding/Knowing The Customer;

(10) Tangibles.

In their 1988 work these components were collapsed into
five dimensions: reliability, assurance, tangibles, empathy,
and responsiveness, as defined in Table 1. Reliability,
tangibles and responsiveness remained distinct, but the
remaining seven components collapsed into two aggregate

dimensions, assurance and empathy.

Parasuraman et al. developed a 22-item instrument with
which to measure customers' expectations and perceptions
(E and P) of the five RATER dimensions. Four or five
numbered items are used to measure each dimension. The
instrument is administered twice in different forms, first to
measure expectations and second to measure perceptions.

Table - 1
SERVQUAL Dimensions
Dimensions Definition Items in scale
Reliability The ability to perform the promised service dependably and 4
accurately
Assurance The knowledge and courtesy of employees and their ability to 5
convey trust and confidence
Tangibles The appearance of physical facilities, equipment, personnel and 4
communication materials
Empathy The provision of caring, individualized attention to customers 5
Responsiveness The willingness to help customers and to provide prompt service 4
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In 1991, Parasuraman et al. published a follow-up study
which refined their previous work (1991b). Wording of all
expectations items changed. The 1988 version had
attempted to capture respondents’ normative expectations.
For example, one 1988 expectations item read: “Companies
offering a particular services should keep their records
accurately”. The revised wording focused on what
customers would expect from “excellent service
companies”. The sample item was revised thus: “Excellent
companies offering a particular service will insist on error-
free records”. Detailed wording of many perceptions items
also changed. Two new items, one each for tangibles and
assurance, were substituted for two original items. The
tangibles item referred to the appearance of communication
materials. The assurance item referred to the knowledge of
employees. Both references had been omitted in the 1988
version.

Analysis of SERVQUAL data can take several forms: item-
by-item analysis (e.g. P1 - E1, P2 - E2); dimension-by-
dimension analysis (e.g. (P1 + P2 + P3 + P4/4) - (E1 +
E2 + E3 + E4/4), where P1 to P4, and E1 to E4, represent
the four perception and expectation statements relating to a
single dimension); and computation of the single measure of
service quality ((P1 + P2 + P3 ... + P22/22) - (E1 + E2
+ E3 + ... + E22/22)), the so-called SERVQUAL gap.

Without question, SERVQUAL has been widely applied
and is highly valued. But Evidence from past research
suggests that using a generic scale to measure service
quality across industries is not suitable without
modification (Akbaba, 2006; Caro & Carcia, 2008;
Ladhari, 2008); therefore, the more specific the measure is,
the more valuable the potential information could be
(Karatepe, Yavas & Babakus, 2005; Ladhari, 2008). It is
common for scales to be modified when measuring service
quality, and this has been done by many researchers who felt
the need for industry specific measures (Karatepe, Yavas &
Babakus, 2005; Chowdhary & Prakash, 2007) and culture
specific measures (Cui, Lewis & Park, 2003; Karatepe,
Yavas & Babakus, 2005; Prayag, 2007). To customize a
scale or adapt questions that have already been used in other
studies is more efficient than using questions that have not
been tested, given that they are adequate for collecting the
data needed by the researcher (Saunders, Lewis &
Thornhill, 2007).

The SERVQUAL scale extends across many industries and
cultures. For this reason it becomes a weaker instrument
that is used as a base for developing new service quality
scales in different cultures (Gaur & Agrawal, 2006). The
SERVQUAL is most frequently used to measure retail
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service quality. However, it is not suitable for use in other
cultures without modifications (Gaur & Agrawal, 2006).
Thus this study is focused upon restructuring the Servqual
scale in Indian context.

Objectives

. To refine SERVQUAL in Indian context

. To find new SERVQUAL dimensions in banking
service using factor analysis approach in Indian
context

. To offer directions for future research and
SERVQUAL use

. To check the reliability of the new SERVQUAL
dimensions

Hypothesis

The original Servqual dimensions i.e. Tangibles,
Responsiveness Reliability, Assurance, and Empathy will
remain same after applying factor analysis in Indian Context

Methodology

The research is an empirical study within the field of
management, focused upon service quality. It is solely
based upon data research which includes quantitative and
deductive reasoning as well as a collection of information
from previous research from various academic journals and
books in which the theoretical framework was based upon.
The data for the study collected from the primary as well as
secondary sources, with the help of questionnaire. The
study aims to find the new dimensions of SERVQUAL in
Indian context. More than 600 questionnaires were
distributed to customers of banking service but only 309
filled in questionnaires were received which make the
sample size of the study.

As suggested by Parasuraman, Zeithaml and Berry (1988) it
can be appropriated to modify the items of the Servqual
instrument to make the survey more relevant to the context
of a particular service environment. Also it can be
appropriate to add or drop items, thus four items were added
to the instrument. The wordings of the original Servqual
items were modified slightly to fit in the banking context.

Statistical tools such as Karl Pearson's Coefficient of
Correlation, Principal Component Analysis, The Kaiser-
Meyer-Olkin (KMO) Measure of Sampling Adequacy test,
Bartlett's sphericity test, Chi-square, Cronbach's alpha test
of Reliability and Factor Analysis was used to test the
hypothetical relationships among variables. Statistical
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software such as Micro Soft Excel and SPSS-17 were used
to analyze the raw data.

Instrument

The new modified scale used for this study was divided into
three sections: the first section contained five demographic
questions which required respondents to choose an option
related to age, gender, marital status, education level,
income level etc. The second and third sections, each
contained 25 items of expectation and perception that asked
respondents to choose a number on the Likert scale that best
describes the way they feel about dealing in banking in
Rajasthan: five point Likert scale ranging from 7 =
Strongly Agree to 1 = Strongly Disagree

Respondents' Demographic Characteristics (Table - 2)

The sample profile of customers in banking services
consisted of 189 male and 120 females. According to age
while 99 customers fell under the category of below 21
years; 80 customers belonged to the age group of 21 to 34
years, 59 to the age group of 35 to 49 years, 43 to the group
of 50 to 64 years and 28 were 65 years and above. The table
2 also indicates the annual income of customers' which
shows that 29 customers fell under the category of Rs.
100000; 86 customers belonged to income group of Rs.

Pacific Business Review International

100001 to 300000, 93 to the group of Rs. 300001 to 500000,
59 to the group of Rs. 500001 to 700000 and 42 were Rs.
700001 and above. Overall overwhelming majority (63 %) of
the respondents earned more than Rs. 300000 annual
income.

In terms of marital status, a significant majority of the
respondents (195) married while (114) respondents are
unmarried. Most of the surveyed respondents in banking
services (105) are from Ajmer, followed by Bikaner (71),
Jaipur (68) and Udaipur (65).

In terms of academic qualifications, it is not surprising that
majority (117) of the respondents is graduate followed by
post-graduate (92), diploma/certification (47), high school
(32), intermediate education (15) and others (06). Overall,
the educational level of the sample was high, with 70% of
the sample hiving a university degree or a master degree or
above. Only an insignificant segment (5%) of the sample
profile have a intermediate education or below.

As regard the profession of the respondents, a significant
majority (87) of the respondents are students followed by
Academician (62), Businessman (26), Government
employee (49), Private employee (56), Housewife (18) and
others (11).

Table 2
Respondents Profile
Variables Frequency Percentage Cumulative Percentage
Gender
Male 189 61 61
Female 120 39 100
Total 309 100
Age Group in Years
Below 21 years old 99 32 32
21 to 34 years old 80 26 58
35 to 49 years old 59 19 77
50 to 64 years old 43 14 91
65 years and older 28 9 100
Total 309 100
Education
Up to Rs. 1,00,000 29 9 9
Rs. 1,00,001 to 3,00,000 86 28 37
Rs. 3,00,001 to 5,00,000 93 30 67
Rs. 5,00,001 to 7,00,000 59 19 86
Rs. 7,00,001 and above 472 14 100
Total 309 100
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| Family Status
Married 195 63 63
Single 114 37 100
Total 309 100
Location
Ajmer 105 34 34
Jaipur 68 22 56
Udaipur 65 21 77
Bikaner 71 23 100
Total 309 100
Education
Intermediate Education 15 5 5
High School 32 10 15
Diploma/Certification 47 15 30
Bachelors Degree 117 38 68
Postgraduate Degree 92 30 98
Other 6 2 100
Total 309 100
Profession
Student 87 28 28
Academician 62 20 48
Businessman 26 8 56
Government Employee 49 16 72
Private Employee " 56 18 90
Housewife 18 6 96
Others 11 4 100
Total 309 100

Data Analysis and Hypothesis Testing

In order to examine the dimensionality of SERVQUAL
instrument from the Indian perspective, an exploratory
factor analysis using the principal component method with
varimax rotation was performed. Importantly, before
conducting the exploratory factor analysis, the adequacy or
appropriateness of data for factor analysis was examined
with the help of Kaiser-Meyer-Olkin (KMO) Measure of
Sampling Adequacy (MSA) and Bartlett's test of sphericity.
The factor analysis was conducted using Gap scores
(Perception-Expectation) of Servqual scale.

Correlation Matrix

The Table — 3 contains the Pearson correlation coefficient
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between all pairs of questions, whereas the Table — 4
contains the one tailed significance of these coefficients.
This correlation matrix is used to check the pattern of
relationships. After scanning the correlation matrix it is
found that the majority of significance value of each variable
is less than 0.05. It is also found that correlation of pairs of
variables is either low or moderate which indicates that the
matrix does not have the singularity in data. The determinant
of correlation matrix (listed at the bottom of the matrix) is
also greater than the necessary value of 0.00001. Therefore
multi co linearity is not a problem for these data. To sum up
with the correlation matrix, the entire variable correlated
fairly well and none of the correlation coefficients are
particularly large; therefore, there is no need to consider
eliminating any variables at this stage.
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Measure of Sample Adequacy (MSA)

The Kaiser-Meyer-Olkin (KMO) Measure of Sampling
Adequacy tests whether the partial correlation among
variables are small or not. High values (close to 1.0)
generally indicate that a factor analysis may be useful with
data. Bartlett's test of sphericity tests the hypothesis that
correlation matrix is an identity matrix, which would
indicate that variables are unrelated. Small values (less than
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0.05 or 5%) of the significance level indicate that factor
analysis may be useful for data.

Table — 5 indicate that in the present test the Kaiser-Meyer-
Olkin (KMO) Measure was 0.867, Bartlett's sphericity test
indicating Chi-square = 1279.634, df = 300 with a
significance of 0.000 which shows that the data is useful for
the factor analysis

Toble -5
KMO and Bartlett's Test

Kaiser-Meyer-Ollin Measure of Sampling Adeguacy.

Bartlett's Test of Sphericity
DI
Sig.

Approx. Chi-Square

a67
1279.634
300
000

Principal Component Analysis

Table — 6 shows the table of communalities before and after
extraction. Principal component analysis works on the
initial assumption that all variance is common; therefore,

communalities in the column labeled Extraction reflect the
common variance in the data structure.

Table — 6 reveals that, communalities are ranging from 0.504
to 0.690 which indicates that the extracted components

before extraction the communalities are all 1. The  representthe variable well.
Tuble - 6
Communalities
Initial . Extraction

llem-1 1.000 523
ltem- 2 1.000 644
ltem-3 1.000 .554
[tem- 4 1.000 570
[tem- 5 1.000 .559
[tem- 6 1.000 537
[tem-7 1.000 669
ltem- 8 1.000 541
ltem- 9 1.000 671
Iltem- 10 1.000 555
ltem- 11 1.000 575
I[tem- 12 1.000 .504
Item- 13 1.000 .530
[tem- 14 1.000 .593
Iltem- 15 1.000 601
[tem- 16 1.000 546
Item- 17 1.000 537
Item- 18 1.000 572
llem- 19 1.000 690
Item- 20 1.000 519
Item- 21 1.000 482
ltem- 22 1.000 613
Iltem- 23 1.000 604
[tem- 24 1.000 534
[tem- 25 1.000 591
Extraction Method: Principal Component Analysis.

Tables no. 7 lists the eigenvalues associated with each linear
component (factor) before extraction, after extraction and
after rotation. The eigenvalues associated with each factor
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represent the variance explained by that particular linear
component and the table — 7 also displays the eigenvalue of
variance explained.
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Table - 7
Total Variance Explained
Extraction Sums of Squared Rolalion Sums of Squared
Initial Eigenvalues
E Loadings Loadings
-‘?‘- ol Cumulative ; % of Comulative % ol Cumulative
Total Total Total
Vuriance Lo Varianee Yo Variance Yo
6.597 26.390 26.390 | 6.597 26.390 26.390 | 4.340 17.360 17.360
2 3.511 14.044 40.434 | 3.511 14.044 40.434 | 3.320 13.281 30.641
3 2.140 H.562 48.996 | 2.140 H.562 45996 | 3.106 12.426 43.0067
L 20060 4.241 57.237 | 2.060 8.241 57,237 | 3.052 12.210 55.277
5 1.808 7.233 64.470 | 1.808 7.233 64470 | 2.174 8.697 63.974
6 1.170 4.680 69.150 | 1.170 4.680 69,150 | 1.292 5.169 69,150
7 0.924 3.696 72.846 |
o] 0762 3.047 75.893
a9 0.703 2.813 78.706
10 N.h13 2.451 H1.156
11 0.522 2.086 H3.243
12 0.462 1.849 85.092
13 0406 1.623 86.715 |
14 0.397 1.587 88.301 |
15 0.388 1.553 §9.854 |
1a 0.365 1.461 91.315 |
17 1.332 1.329 92.644
18 0.306 1.223 93.867 |
19 297 1.187 95.054 |
20 0.268 1.073 96.127 |
21 0.225 0901 97.027
22 0.203 .814 497.841
23 0.192 0.767 98.608
24 | 0.185 0.738 99.346
25 0.165 0.659 100.000 |
Extraction Method: Principal Component Analysis.
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Bernstein (1994). F1 explains maximum variance
(26.390%) followed by F2 (14.044%), F3 (8.562%), F4
(8.241%), F5 (7.232%) and F6 (4.680%) respectively. It
means that factor analysis has extracted a good amount of
variance in the items. Eigen values range from 1.170 to
6.597.

The total variance shown in the table - 7, accounted for six
components which explains 69.15% of the variability in the
25 variables; So, the original dataset can be reduced by using
these six components (Eigen values greater than 1 as shown
in the table 7) with only 30.85% loss of information, which
is higher than 50% as recommended by Nunnally and

Table - 8
Component Matrix2

Factors

Variables

F1

F2

Less commissions charges as compare to uther
hanks

Bank employees have the necessary knowledge to
serve customers promptly

The bank's b ranch is near shopping centers
customers usually visit

The interior design of the premises facilitates the
transactions

The new pro ducts that the
tustomers’ needs

Customers receive prompt service from the bank’s
employees

banlc offers meet

It is a bank that is worth trusting

The bank's branch is near warkplace

Bank employees know what  customers’ needs are
and how the bank's products can satisfy them

The loan interest rates of  the bank are lower than
other banks

The bank's employees know very well the bank'’s
products

Employees of the bank have a friendly behavior

If there is a problem, the bank is willing to discuss it
with the customers

Employces of the banle are well dressed and appean
neat

Bank employees do not hesitate to find the time to
serve the customers hetter

The bank’s branch is near other state buildings and
other banks

The bank offers a wide product variety

It informs customers without errors ol transactions
The climate amang the hank's employees
contribules to receiving better service

The bank offers telephone, internet and online
services

The atmosphere inside the hank gives  customers a
positive impression for the services it offers
Customers do not have o visil the bank many times
to solve a particular problem

The deposit interest rates of  bank are higher than
other banks

There is a warm [riendly atmosphere inside the
banl

The bank offers Aexible products that meet
customers’ needs

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization
u. Rotation converged in 13 iterations.

328

232

292

126

341
316

302

386
328
215

=353

052

-021

505

048

242
343
191
391
-118
189
719
158

072

198
- 143
163
253

682

-031

159

F4

.00z

018

050
-174

-.318

-.028

-119

-.344

- 148

-151

d42

d21

-073

041

-274

255
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The rotated component matrix reveals six factors (which
represent six broad perceptual dimensions of service quality
in banking) derived from 25 variables. The components of
each factor have been highlighted in Table - 9

Factor 1 incorporates the variables - “Wide product
variety”, “Flexible products”, “New product that meets the
needs” and “Telephone, internet banking and online
services”. Since all these components are related to
providing modern products and facilities; so, this factor can

be labeled as “Product Innovation”.

Factor 2 incorporates the variables — “Warm friendly
atmosphere inside the bank”, “Neat and clean appearing of
employees”, “Positive impression inside the bank” and
“Interior design of the premises facilities and transactions”,
“Climate among the bank employees contributes to
receiving better service” and “Friendly behavior of the
employees”. Since all these components are related to
providing physical facilities and communication materials;
s0, this factor can be labeled as “Physical Evidence”.

Factor 3 incorporates the variables - “Interest rates lower
than the other bank”, “Deposit interest rates higher than the
other bank”, and “Less commission charges”. Since all
these components deals in the money related terms, this
factor can be labeled as “Financial Aspect”.

Factors 4 incorporates the variables “Error free
transactions”, “Problem solving skills”, “Less visits in
bank to solve problems”, and “Bank is worth trusting”.
Since these components talk about the trusting and error
free services; so, this factor can be labeled as “Reliability”.

Factor 5 incorporates the variables - “Employee know very
well the bank's products”, “Prompt service from the bank
employees”, “Employees have the necessary knowledge to
service you promptly”, “Employees do not hesitate to find
the time to serve you better”, and “Employees know your
needs and can satisfy customers”. Since all these
components related to giving customer necessary
knowledge and understand their specific needs; hence this
factor can be labeled as “Employee Competence”.

Factor 6 incorporates the variables — “Near Branch”,
“Bank's branch is near other state buildings and other
banks”, and “Bank's branch is near shopping centers
usually customer visit™. Since all these factors emphasize on
providing convenience to the customers; so, this factor van
be categorized as “Convenience”.

The aforesaid factors are presented below (Table - 9) with
their corresponding labeled variables along with their
loading factors.

Table - 9
Sorted Rotated Factor Loadings with Varimax Rotation
Sr. Sr. No.In Variables Factor Dimensions
No. Questionnaire Loadings
1 The new products that my bank o ffers meet 547
5 | customers’ needs
2 17 | The bank offers a wide product variety .592 Product
3 20 | The bank offers telephone services 546 Innovation
The bank offers flexible products that meet 506
4 25 | customers’ needs
The interior design of the premises facilitates the .505
4 | transactions
6 12 | Employees of the hank have a friendly behavior 719
Employees of the bank are well dressed and appear 583
7 14 | neat Phiiical
The climate among the bank's employees 559 Evidence
8 19 | contributes to receiving better service
9 The atmosphere inside the bank gives customers a
21 | positive impression for the services it offers 562
10 There is a warm friendly atmosphere inside the
24 | bank 641
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less commissions charges as compare to other
11 1 | banks .728
The loan interest rates of bank are higher than Financial
12 10 | other banks .682 Aspect
13 The deposit interest rates of bank are lower than
23 | other banks .609
14 7 | Itis a bank that is worth trusting .580
15 18 | Itinforms customers without errors of transactions 514
customers do not have to visit your bank many Reliability
16 22 | times to solve a particular problem 536
17 [f there is a problem, the bank is willing to discuss it
23 | with customers .755
18 Bank employees have the necessary knowledge to
2 | serve customers promptly .549
19 6 | Receive prompt service from the bank's employees 673
Bank employees know what customers needs are Employee
20 9 | and how the bank’s products can satisfy them .599 Competence
21 The bank’'s employees know very well the bank’s
11 | products 515
22 Bank employees do not hesitate to find the time to
15 | serve customers better 525
23 3 | The bank's branch is near shopping centers 573
2 /] 5 S - » Q]
24 8 | The bank’s branch is near workplace .589 Converitenee
25 The bank’s branch is near other state buildings and
16 | other banks .583

Reliability coefficients for Modified SERVQUAL in
Banking Service

The reliability of the measures was assessed using the inter-
item consistency measure of Cronbach's alpha. The alpha
for all the variables of Modified SERVQUAL

(Expectations) in banking service ranged from 0.973 to
0.791 and exceeded the minimum acceptable value of 0.70
(Nunnally, 1978) and thus, the scale is considered to be
reliable with the sample. Therefore, no item was deleted.
(See table -10)

Table: 10
Reliability Coefficients for Modified SERVOUAL in Banking Service (Expectations)

Variables Number of Items

Product Innovation 4 0.926
Physical Evidence 6 0.951
Financial Feature 3 0.973
Reliahility 4 0.924
Employee Competence 5 0.791
Convenience 3 0.844
Ovem.'.f Modlﬁf:d SERVQUAL 25 0.884
(Banking Service)

The alpha for all the variables of Modified SERVQUAL
(Perceptions) in banking service ranged from 0.949 to
0.772 and exceeded the minimum acceptable value of 0.70

www.pbr.co.in

(Nunnally, 1978) and thus, the scale is considered to be
reliable with the sample. Therefore, no item was deleted.
(See table - 11)
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Table: 11
Reliuhifity Coefficients for Modified SERVOUAL in Bunking Service (Perceptions)

Variahles Number of ltems Cronbach’s Alpha

Product Innovalion 4 0.894
Physical Evidence 6 0.859
Financial Feature 3 0917
Reliability 4 0.924
Fmployee Competence 5 0.821
Convenience 3 0.949
Oveml.'l Modlﬁt.ed SERVQUAL 25 0.772
(Banking Service}

The above factor analysis and Cronbach's Alpha test of
Reliability analysis leads to reject the hypothesis and
concluded that “The original Servqual dimensions i.e.
Tangibles, Responsiveness Reliability, Assurance, and
Empathy was not remain same after applying factor analysis
in Indian Context”

Conclusion

The primary focus of this research was to investigate the
new dimensions of service quality in Indian context and to
restructure the servqual scale. Evidence shows that
customers in different industries or countries might evaluate
service quality differently. This led the researchers to
modify the scale to make it more appropriate for measuring
banking service quality in Indian context. Modified
Servqual produced six dimensions and found a valid and
reliable scale that can be used in India; to the knowledge of
the researchers this is the first scale that has been developed
in banking service quality for the region (Rajasthan). The
first dimension of this modified scale was named as Product
Innovation and explained 17.36% variance in modified
scale which consists of the 4 items. The second dimension of
scale named Physical Evidence explained 13.28% variance
and consists of 6 items in it. This dimension is somewhat
similar to Tangibles dimension of original Servqual scale.
The third dimension was Financial Aspect which explained
12.42% variance and consists of 3 items. The financial
aspect is a totally new dimension not similar to any of the
original Servqual scale dimension. The fourth dimension
was Reliability explained 12.21% variance and consisted of
4 items. This dimension is similar to original Servqual scale.
The fifth and sixth dimensions were Competence and
Convenience which explain 8.69% and 5.169% variance
respectively. In overall terms, we thus find that while the
modified Servqual scale is a more convergent and
discriminant valid explanation in Indian context of the
service construct, possesses greater power to explain
variations in the overall service quality scores, and is also a
more parsimonious data collection instrument, it is the
modified SERVQUAL scale which entails superior
diagnostic power to pinpoint areas for managerial
intervention.

Generally speaking, this study of modified Servqual is both
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important and challenging. Future efforts should continue to
advance the understanding of the concept and the means to
measure and refine service quality.
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