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Abstract 

Service quality measures how well a service is delivered in comparison to customers’ expectation. 

Service quality (SQ) is calculated by measuring the difference between perceived expectation and 

Perceived Performance. SERVQAL a popular technique for measuring the service quality is 

measured on the basis of five dimensions namely tangibility, reliability, responsiveness, assurance 

and empathy. With companies operating in a competitive and globalized business environment 

understanding the customer and modification of before and after sale service is an important factor 

that contributes to the success of the company. The purpose of the study is to measure the service 

quality of air conditioning company namely Hitachi Life Solutions on SERVQUAL parameters. 
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Introduction 

Knowing the customer(s) is the key to a successful customer service as the idea is to create, deliver 

and communicate superior value. The service and/or products offered should answer to the 

preferences, needs and demands of the customer as the success of the business in terms of revenue 

and sales are dependent on them. However, the needs and preferences vary from customer to 

customer, thereby it becomes challenging for the companies to meet the diverse demands of the 

customers in the competitive business environment in which they are operating. 

Thereby, accurate and valid measure of service quality helps companies to gauge their performance 

and take corrective action whenever and wherever required. A widely used technique of service 

quality i.e. SERVQUAL was used to measure the performance. As early as 1985 the authors 

Parasuraman, Zeithaml and Berry identified ten components of service quality namely Reliability, 

Responsiveness, Competence, Access, Courtesy, Communication, Credibility, Security, 

Understanding/Knowing the customer, and Tangibles. These ten components were later (1988) 

merged into five dimensions namely Reliability, Assurance, Tangibles, Empathy and 

Responsiveness. Of the original ten components only three components remain - Reliability, tangible 

and Responsiveness remained distinct, while the remaining seven components merged into two 

aggregate dimensions of Assurance and Empathy. SERVQUAL was developed by measuring service 

quality across service environment (Guar & Aggarwal, 2006). Measurement allows for comparison 

before and after changes, for the location of quality related problems and for the establishment of 

clear standards for service delivery (Shahin, 2006) 

Service quality is linked to the concept of perceptions and expectations. Customers evaluate service 

quality by comparing what they expect with how a service provider actually performs. Thus, service 

quality can be defined as the difference between customers' expectations of service and their 

perception of actual service performance; formally the degree and direction of discrepancy between 

customers' service perceptions and expectations. "Service quality is a measure of how well the 

service level delivered matches customer expectations. Delivering quality service means conforming 

to customers' expectations on a consistent basis". Customers' perceptions of service quality result 

from a comparison of their before-service expectations with their actual-service experience. The 

service will be considered excellent, if the perception exceed expectations; it will be regarded as 

good or adequate, if only equals the perceptions; the service will be classed as bad, poor or deficient, 

if it does not meet them.. This scale operationalizes service quality by calculating the difference 
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between expectations and perceptions, evaluating both in relation to 22 items that represent the 5 

service quality dimensions knows as Tangibles, Reliability, Responsiveness, assurance and Empathy 

(Zeithaml & Parasuraman, 2004). 

Tangibility measures the physical evidence of staff is including a personality and appearance of 

personnel, tools, and equipment used to provide the service. Reliability gauges the ability to perform 

the promised service dependably and accurately. It includes doing it right the first time, which is one 

of the most important service components for customers. Responsiveness reflects whether staff is 

willing to help customers and provide prompt service to customers such as quick service, 

professionalism in handling and recovering from mistakes.  Assurance refers to the knowledge and 

courtesy of employees and their ability to convey trust and confidence including competence, 

courtesy, credibility and security 

Literature Review 

According to Chingang Nde Daniel Lukong Paul Berinyuy (2010) The SERVQUAL model is used 

as main concept to assess service quality and customer satisfaction. This means that customer 

satisfaction could be measured using the various service quality dimensions. This is because it is 

important to be aware of how customers perceive service quality in grocery stores and the factors 

that affect these perceptions. The SERVQUAL model has apparently not been used to measure 

service quality and customer satisfaction. This model measures service quality by evaluating the gap 

between expected service and perceived service. This is very crucial for growth and profitability.  

This model is used on a company three to four times a year to measure the quality of its service over 

different times, to know the discrepancies between perceived and actual services so as to know what 

reaction is possible.  

C.N. Krishna Naik( 2010)on the other hand emphasizes that measuring service quality is difficult 

due to its unique characteristics: Intangibility, heterogeneity, inseparability and perishability . During 

the past few decades service quality has become a major area of attention to practitioners, managers 

and researchers owing to its strong impact on business performance, lower costs, customer 

satisfaction, customer loyalty and profitability In order for a business to meet the needs and desires 

of the customer, the business must know the needs and desires of the customer. This information is 

vital not only for successful business, but also for understanding and improving customer 

satisfaction. This important component helps to set the standards and components of satisfaction 

from the perspective of the consumer.  

Sabrina Tazreen (2012) SERVQUAL (an acronym derived from the term „Service Quality‟) is a 

well tested survey method for measuring service quality which focuses on five service quality 

dimensions. SERVQUAL surveys usually include 22 service areas distributed throughout the five 

service quality dimensions. The survey often asks the customers to provide two different ratings on 

each attribute- one reflecting the level of service they would expect from excellent companies in a 

given sector and the other reflecting their perception of the service delivered by a specific company 

within a sector. The difference between the expectation and perception rating constitutes a qualified 

measure of service quality.  

Abbas N. Albarq ( 2013) explained the impact of service quality underlying the SERVQUAL model 

on customer loyalty, with customer satisfaction high level of customer satisfaction will lead to 

increased loyalty to the firm and has a positive association with repurchase intentions, positive word 

of mouth, and profitability. Based on the above empirical literature, customer satisfaction has been 

identified as a leading determinant of customer loyalty. The overall evaluation of a specific service 

firm that results from comparing that firms performance with the customer’s general expectations of 

how firms in that industry should perform. Michael C. Handrinos, Dimitrios Folinas, Konstantinos 
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Rotsios (2015) SERVQUAL seems to be a trustworthy and reliable tool for decision even today. It is 

widely accepted that quality means different things to different people. In recent years, a lot of 

attention has been given to service quality and the ways consumer satisfaction and perceived quality 

of services can be measured. Service companies should strive to minimize the gap between the 

expected service and the perceived service.  

Functional quality is a very important component of the perceived service. Functional quality refers 

to “how” the consumer receives the service whereas “technical quality” refers to “what” the 

consumer receives. This model is a gauge of how customers perceive a company’s quality of service 

when they receive it. This measurement is achieved through a comparison between customers’ 

expectations for how they should be provided a service abbreviation of the words Service and 

Quality for measuring the quality of services. 

Objectives of study: 

 To assess customers expectation and perception level towards service quality of the staff in 

five dimensions: tangibility, reliability, responsiveness, assurance and empathy. 

 To analyze the discrepancy between customers & expectation and perception towards 

service quality 

Research Methodology 

In this research, the SERVQUAL instrument has been applied in designing the questionnaire by 

using five dimensions of service quality: tangibility, reliability, responsiveness, assurance, and 

empathy. Data collected from a questionnaire were distributed to 50 customers. 

The questionnaire aimed to determine the level of customers expectation and perception towards the 

service quality of Hitachi Life Solution. 

Tangibility 

 

 

Questions TANGIBILITY Average Rank 

1 Employees dressed appropriately 0.8 

      

IV 

  2 Employees uniform is clean 0.78 

      

III 

  

3 

Employees provide the services with 

smiling 0.74 

      

II 

            

4 

Employees have attractive appearance 

i.e. Elegant, smart, Etc. 0.58 

      

I 
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On an average, parameter 4 of Tangibility that is overall appearance of employees have least 

satisfaction among given sample population. Thereby; company need to work on improving the 

facade of their employees. However, communication style of employees seemed to be convincing 

since it is the least factor of tangibility that needs improvement. 

Reliability 

 

On an average, parameter  4 of Reliability  that is Employees can provide you the services as 

promised e.g. Installation facilities have least satisfaction among given sample population. Thereby ; 

company need to work on improving this factor. However, helpful attitude of  employees seemed to 

be convincing since it is the least factor of reliability that needs improvement. 

Responsiveness 

 

On an average, parameter  2 of RESPONSIVENESS that is the employees are willing to help have 

least satisfaction among given sample population. Thereby ; company need to work on this factor. 

However , the employee of the store are giving prompt service that seemed to be convincing since it 

is the least factor of  responsiveness that need s improvement. 

 

 

Questions RELIABILITY Average Rank 

5 

Employees can provide you the services 

as promised e.g. Installation facilities etc. 0.5 

     

I 

   

6 

Employees can provide you accurate 

information. E.g. Air conditioner 

facilities, Insurance facilities for ac's etc. 

  

 

 

   0.6 

   

II 

 

7 

Employees perform the service right at 

the first time 0.62 

   

 III 

 

8 

Employee offer you some help. (e.g. Once 

you arrive at the store , any store 

employee ask you if he/ she can help you) 1 

    

IV 

 

Questions RESPONSIVENESS Average rank 

9 The employee of the store give you prompt service. 1.06 

       

II 

 

10 

The employees are willing to help you. (E.g. Guiding 

you about the product ) 0.62 

       

I 
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Assurance 

On an average, parameter 4 of Assurance that is the employees have required skill to perform 

services has least satisfaction among given sample population. Thereby; company need to work on 

improving  this factor. However employees speak with appropriate address forms with the customers 

seemed to be convincing since it is the least factor of assurance that needs improvement. 

Empathy 

 

On an average, parameter  4 of  EMPATHY that is the employees are able to communicate with you 

effectively have least satisfaction among given sample population. Thereby  company  need to work 

on improving this factor. However, employees showing personal attention to the customers seemed 

to be convincing since it is the least factor of empathy that need s improvement. 

 

 

Questions ASSURANCE Average  Rank 

11 

The employees have product knowledge of 

company   0.8 II 

    

12 

The employees have required skill to perform 

services  0.76 I 

    

13 

The employees speak with you by using an 

appropriate address forms. (Eg. Sir/ Madam)  0.92 IV 

    

14 

The employees make you feel safe when 

using their company's product.   0.82 III 

    

Questions EMPATHY Average Rank 

15 

The employees are able to 

communicate with you in your 

comfortable language 0.62 

     

II 

   

16 

The employees are able to 

communicate with you effectively 0.28 

     

I 

   

17 

The employees show personal attention 

to you 0.74 

     

IV 

   

18 

The employees know your specific 

needs according to products 0.7 

     

III 
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Findings  

Service businesses have been growing rapidly in recent decades, while customer demand for high 

quality service is increasing.  To remain competitive, company needs to analyze customers’ 

expectation and perception towards the service quality.  If the expectation is greater than the service 

performance, perceived quality is less than satisfaction and hence, customer dissatisfaction occurs 

which is not at all a good sign for the company. it provides a benchmark based on customer opinions 

of an excellent company, on the importance ranking of key attributes, and on a comparison to what 

your employees believe and what your customers feel. Hence it is a practical approach to the area. 

Most respondents identified tangibility as the most important factor in determining satisfaction. 

Moreover, their perception of service exceeded their expectation in many cases. they found that by  

focusing on assurance and reliability, company could achieve high levels of satisfaction and service   

quality. Measuring customer perception and expectation of service may well result in customer 

retention, customer loyalty and positive word-of-mouth, increasing opportunity for cross-selling, 

employee benefits, improved corporate image, profit gains and financial performance. But measuring 

too often may well result in customers losing their motivation to answer correctly. 
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