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ABSTRACT
SERVICE QUALITY IN HIGHER EDUCATION:
EXPECTATIONS VERSUS EXPERIENCES OF THE MBA STUDENTS OF THE
UNIVERSITY OF DHAKA, DHAKA, BANGLADESH

BY
SHAFKAT MUSTAFA

The purpose of this study was to determine if a gap analysis model (SERVQUAL) of
service quality measurement could be appropriately applied to higher education. This research
was aimed at the assessment of the service quality as per the expectations and perceptions of the
MBA students of the Faculty of Business Administration and the Institute of Business
Administration (IBA) of the University of Dhaka. It focused on the five dimensions of service
quality in the broad variety of services provided by the University of Dhaka to its MBA students.
In doing so, this research methodology also considered specific demographic factors such as age,
gender, working experience, occupation, and mcome, which might have influence the
expectations and perceptions of the respondents.
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The research design included seven research questions, with seven null hypotheses,
which were grouped into two groups by the researcher. The first group consist of one hypothesis
used to measure the difference between students' expectations and perceptions of service quality
provided by the university of Dhaka to its MBA students in tenns of demographic factors-age,

gender, working experience, occupation and income. And the second group consisted of five
hypotheses, which were used to measure the differences between students' expectations and
perceptions of service quality provided by the University of Dhaka to its MBA students in terms
of five dimensions of SERVQUAL instrument-tangibles, reliability, responsiveness, assurance
and empathy.

As a result of the findings, the researcher concludes that, gaps between expectations and
experiences of Dhaka University MBA students do exist. The practical value in identifying
expectation/experience gaps at the University of Dhaka lies in the use of this information in
quality improvement initiatives. Dhaka University wishing to improve the quality of services
delivered to its MBA students would do well to address those items exhibiting the largest gaps at
this university.
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As a result of the study, the researcher also concludes that, knowledge of an MBA
student's age, gender, working experience, occupation and income is of little value in predicting
overall satisfaction or in predicting the size gap scores for that student. There seems to be very
little practical difference between the gap scores or overall satisfaction scores of IBA and
Business Administration faculty students or between male or female students.

Because the gap scores were inversely related to the overall satisfaction scores of MBA
students, this would seem to indicate that the Dhaka University programs designed to reduce the
size of gap scores, thereby improved service quality, would also improve the overall satisfaction
of all its MBA students.
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CHAPTER-I
Introduction
Background of the Study:

During the 1980's, total quality management (TQM) was viewed as "The ticket to
success" for many American and Asian businesses and now total quality service (TQS) has
begun to play a similar role (Stamatis, 1996). In the 1990's, external pressures, mainly in the
form of foreign competition and deregulation, have forced Asian businesses to recognize the
importance of providing quality service to their customers. Efforts to conceptualize and
measure service quality have become a priority to ensure long-term survival in this new
business environment. Meeting or exceeding the customer's expectation in the delivery of
services has been shown to increase market share and can be a key factor in maintaining a
competitive business advantage (Berry, 1995).

The one factor that can distinguish competitors in a service environment is service
quality. Quality has always been an important consideration in the purchase of goods and
services. The quality of goods can be measured objectively by using indicators such as
durability and defects. Because of factors unique to services and to the delivery of services,
the measurement of service quality has proven to be more difficult (Falzon, 1990). However,
proven service quality measurement methods are beginning to emerge as more research
occurs in the field. At present it is clear that customers do evaluate service encounters and the
process of service delivery to form perceptions of service quality (Parasuraman, Zeithaml and
Berry, 1990).

Parasuraman, Zeithaml and Berry's (1985) original service quality research, based on
focused group interviews in 1983, found that consumers defined service quality as meeting or
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exceeding what customers expected from the service. In a 1990 book the same three authors
wrote:
It was clear to us that judgments of high service and low service quality depend on

how customers perceived the actual service performance in the context of what they
expected. Therefore service quality, as perceived by customers, can be defined as the
extent of discrepancy between customers' expectations or desires and their
perceptions. (p.19)
Parasuraman, Zeithaml and Berry's (1988b) model of service quality was based on this
conceptual definition of service quality and consisted of five constructs, which also grew out
of their preliminary research. These five constructs are: (a) consumer expectations and
experiences differences, (b) marketing management discrepancies in service specifications,
(c) delivery, (d) Communications, and (e) service design. Brown and Swartz (1989)
suggested that, a simpler model is appropriate when measuring educational service quality.
Their model measures only expectations versus experiences. Hampton (1993) asserted that, it

-,...

is appropriate to measure only the gap between student expectations and experiences because
it is the most important gap in the service quality model.

~

Such gaps, or differences, between the customer's expectations and what is actually
experienced is the basis for the gap analysis methodology. The SERVQUAL model
(Parasuraman et al., 1988b) for measuring consumer perceptions of service quality is
generally recognized as the predominant work in this field. Exploratory research conducted
by Parasuraman et al. (1985) for their SERVQUAL model supported the hypothesis that,
service quality is an overall evaluation by the consumer. Subsequent research has reached
similar conclusions, suggesting that service quality is a relatively global value judgment and
that consumers use the same general criteria, regardless of the type of service, in making an
evaluation of service quality (e.g. Parasuraman, Zeithaml and Berry, 1988a; 1994; Zeithaml,
Berry, & Parasuraman, 1990).
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Rationale of the Study:
"Established in 1921, University of Dhaka is the premier public university of
Bangladesh and once was one of the great centers of higher learning in Asia. It was aptly
called the Oxford of the East as its infra structural and academic designs were closely parallel
to those of Oxford University, U.K. The university is a residential one. To-date after about 82
years of its establishment it has grown into a massive university. There are 47 departments
under seven (7) faculties and ten (10) Institutes in this university. All these offer
undergraduate to post-graduate studies, M.Phil and Ph.D courses are also offered. There are
seventeen (17) residential halls for students, of them four (4) are for girls and besides there is
a girls' Hostel. A total of 26,000 pupils study in this university, of them about 16,000 reside
in the halls; for others there is a Jarge transport pool. The total number of faculty working in
this university is 1,200. There is an attractive gymnasium and two swimming pools besides a
number of good play grounds. There is a Medical Centre staffed by 20 physicians and two
very big libraries with rare collections. The Student Guidance and Advisory centre located at
the Teachers Students centre of the university is supposed to be one of the best in
Bangladesh. Situated in the heart of the Dhaka city covering a vast area, the university
provides very good residential accommodation to the families of about 800 teachers, 300
officers and 1000 staffs. A breakdown of demographic data of students in the University of
Dhaka shown in the D.U. Statement for Commonwealth book (up to June, 2001) is as
follows:
•

Total number of students in the University of Dhaka equals 25,797
(Male:l 7,233 +Female :8564)

• Total number of Student in the Faculty of Business Studies equals 3,271
(Male:2531 + Female:740)
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•

Total number of students in the Institute of Business Administration (IBA) equals 462
(Male:351+Female:111)

It can be seen from the data, women are outnumbered in every case by almost three

times as compared with men.

Despite having excellent facilities, the quality of education during post 1970 period
fell drastically. A big question is why? This question demands an in depth study of the
change in approach and tendency of the faculty, to session overlapping and political unrest. "
Asia Week" made a survey of Asian public universities few years back, unfortunately this
university's rank was in the 40's. The university authority took measures, as is evident, from
the upgrading of the rank in recent times.

Bangladesh is a very populous country- hundreds of thousands of students fail to get
themselves admitted into Dhaka University every year. This led to the mushrooming of
private universities. It is reported that some of the faculties of Dhaka University, particularly
of the Faculty of Business Studies and Institute of Business Administration are working in
these private universities as part-time teachers. This is because, private universities offer
better salaries while Dhaka University, being a public university can not afford to offer such
big sums as remuneration to the faculties.

University of Dhaka is providing so many facilities to students, both curricular and
extra curricular but how do students perceive the quality of services? For this study, the
researcher used a service quality model to measure Dhaka University MBA students'
perceptions of service quality in higher education by determining if gaps exist in MBA
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students' expectations versus their actual experiences. The research required MBA students
to compare their experiences with their expectations, thereby giving a measure of gaps in
educational service quality. The gap between actual experiences and expectations of
customers is the general definition of consumer satisfaction (e.g., DiDomenico and Bonnici,
1996; Hampton, 1993; Parasuraman et al., 1985, 1988a). Gaps occur when the service user's
expectations differ from his or her experiences with the actual delivery of the service.
Hampton (1993) found that a positive student evaluation of the service quality of an
institution was reflected in a minimal size gap. For this study, it was hypothesized that the
size of the expectation/ experience gap would be inversely related to MBA students' stated
overall satisfaction.

Statement of the Problem:

Because of an increase in consumer sensitivity, and intensification of competition,
and an ever-increasing emphasis on accountability by the governing bodies of colleges and
universities, professional service quality in higher education has emerged as a subject in need
of investigation. In spite of the difficulties of objectively measuring service quality, it is clear
students do evaluate the quality of the professional services delivered by their institutions
(Brown and Swartz, 1989). The problem addressed in this study is that, institutions of higher
education have not yet established a proven, generally accepted methodology for evaluating
the quality of the services they provide. Consequently, the study is designed to test the
feasibility of measuring the university's service quality by measuring the gaps between
students' expectations and experiences.
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Significance of the Problem:

Marketing research has shown that it costs more to find new customers than to keep
old ones. In addition, customers who leave a service provider for another provider are usually
unhappy and unhappy customers tell other people about their dissatisfaction (Spector and
McCarthy, 1995). From a customer retention standpoint, it makes very good sense for
management to upgrade delivery specifications and set high employee performance standards
to improve service quality. However, before initiating any new programs designed to improve
the quality of services delivered to students, college and university administrators should
learn more about the expectations and experiences of their students.

Despite the importance of measuring service quality in today's market place, little
empirical research has been conducted in the delivery of professional services to the master
degree students in higher education. This research is an effort to gain insight into the
expectations and experiences of MBA students of the University of Dhaka.

Research Objectives:

The main objective of this research is to study service quality that the University of
Dhaka provides to its MBA students by considering the difference between students'
expectations and experiences in the university. The researcher applied the SERVQUAL
survey instrument to measure the gap between students' expectations and experiences about
the university.
Four major objectives of this study are:
1. To study the difference between MBA students' expectations and perception of

service quality provided by the University of Dhaka.
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2. To study the difference between MBA students' expectations and perception of
service quality provided by the University of Dhaka when segmented by five
dimensions- tangibles, reliability, responsiveness, assurance and empathy.
3. To study the difference between MBA students' expectations and perception of
service quality provided by the University of Dhaka when segmented by
demographic factors- age, gender, income, occupation, education level and purpose
of study.
4. To study, in the point of view of the students, which of the five SERVQUAL
dimensions is the most important when classified by- tangibles, reliability,
responsiveness, assurance and empathy.

Research Questions:

The following research questions were used as the basic focus of this investigation.
1. What is the relationship between overall demographic profile and perception of
service quality of students in the MBA program of University of Dhaka?
2. What is the difference between expectation and perceived service quality by students
in the MBA program of University of Dhaka?
3. What is the difference between expectation and perceived service quality by students
in the MBA program of University of Dhaka when segmented by tangibles?
4. What is the difference between expectation and perceived service quality by students
in the MBA program of University of Dhaka when segmented by reliability?
5. What is the difference between expectation and perceived service quality by students
in the MBA program of University of Dhaka when segmented by responsiveness?
6. What is the difference between expectation and perceived service quality by students
in the MBA program of University of Dhaka when segmented by assurance?
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7. What is the difference between expectation and perceived service quality by students
in the MBA program of University of Dhaka when segmented by empathy?

Scope of the Research:

This research is designed to find out the difference between expectations and
perceived service quality of the MBA students enrolled in the University of Dhaka. This
study concentrates on all the MBA students of the University of Dhaka studying in four
different departments of the Faculty of Business Studies and also the Institute of Business
Administration (IBA). Additionally, this research focused on how demographic factors relate
to the students' expectations and perceptions of the service quality that the university is
currently providing.

Limitations of the study:
This study is limited to MBA students currently enrolled in terminal degree programs
at four departments of Faculty of Business Studies of the University of Dhaka and the MBA
students of IBA. This study did not include students from the Faculties of Science, Arts or
Law of the university. The result of this study can not be generalized to other groups or to
students at any other time than the year of this study. Information gathered at a different line
might result in different findings.

Another limitation of the study is the timing or moment of asking the questions. In
this research project, questions about expectations and perceptions were raised at the same
time when respondents had to complete the questionnaire. In assessing expectations at that
very moment, a rationalization of answering may occur.
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Definition terms:
For the purpose of this study, some specific terminology was used, and are defined as
follows:

Gap Analysis- A research model designed to measure service quality. Gap Analysis uses the
gap between expectations and actual experiences of consumers of a service or a series of
services (DiDomenico and Bonnici, 1996).

Expectations- A measure in a gap analysis of the desires or wants of consumers, i.e., the
level of service a service provider should offer ( parasuraman, Zeithaml and Berry, 1988b).

Experiences- A measure in a gap analysis of perceived service quality, and attitude level, at a
given point of time (Parasuraman et al., 1988b).

~nsumer satisfaction- A value judgment based on the gap between actual experiences and
e~ectations

of the consumer ( Zeithaml et al., 1990).

V/~verall satisfaction- A global judgment, perception or attitude relating to the superiority of
the service ( Zeithaml, et al., 1990).

,/

\,_/§ervice quality- Meeting or exceeding the expectations of customers (Falzon, 1990).
Perceived service quality- The consumer's judgment about an entity's overall excellence or
superiority ( Zeithaml et al., 1990).

Overview of the study:
Chapter-I contains an introduction to the study, the purpose of the study, the statement
of the problem, significance of the problem, research objectives and research questions, scope
of research, limitations of the study, definition of terms, and an overview of the study.
Chapter-II provides a review of the related literature and studies. Chapter-III includes
conceptual framework, research hypotheses and operational definitions and measurements.
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Chapter-IV describes information regarding the methodology of the study, the instrument, the
research design and the procedures used to obtain the research data. Chapter-V provides a
presentation and analysis of the data. Chapter-VI contains a summery of the findings,
conclusions and recommendations resulting from the study.

10
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Chapter-II
Review of the Related Literature and Studies
Introduction:
As the world economy becomes more and more service oriented and businesses
becomes increasingly consumer oriented, marketing managers are expressing their interest in
being able to evaluate (and consequently improve) the quality of services they provide to
their customers. Over the last decades, market researchers have attempted to address the
needs of marketing managers by developing and refining scales to measure service quality.

The-felated literatures reviewed in this chapter are organized as follows:

l . Quality and quality improvement
2. Quality improvement in higher education
3. Application of quality improvement concepts to higher education

~
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4. Defining service quality

5. Implementation of service quality improvement programs into education
6. Defining customer expectations
7. Defining perceived service quality
8. Defining SERVQUAL
9. Development of SERVQUAL
10. Instrument of SERVQUAL
11. Criticism of SERVQUAL
12. Response to criticism of SERVQUAL
13. GAPS-Model of SERVQUAL
14. GAP-Analysis methodology for measuring service quality
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15. Use of GAP analysis to measure professional services
16. Measuring SERVQUAL in higher education
17. Determinants of service quality with dimensions of service quality
18. Demographic factors affecting Service Quality
19. Local Studies of SERVQUAL
20. SERVQUAL used in different service sectors
21. Summery

Quality and Quality Improvement:

Quality improvement (QI), Total Quality Management (TQM), Continuous Quality
Improvement (CQI), or any number of other titles and acronyms have been used to describe
the principles that have evolved from W. A. Shewhart's work in the early 1920s on statistical
quality control (Seymour, 1992). The concept of improving quality by improving processes
was developed by Shewhart at Bell Telephone Laboratories. Shewhart was part of a group
that investigated problems of quality in manufacturing processes by employing statistical
methods. All of the quality improvement acronyms listed previously evolve from "total
quality control'', originally coined by A.V. Feigenbaum in 1951 (Sherr & Lozier, 1991).
Seven decdes after Shewhart developed the concepts that helped transform businesses around
the world, rapid change has again brought opportunities and special challenges to people who
seek to help their organization perform better. During the past two decades, a demand for
better quality in products and services has caused a rebirth of interest in and a renewed
appreciation for Shewhart's work. Organizations are learning how to standardize processes,
solve problems, eliminate waste, and reduce variation in order to make significant gains in
quality and productivity (Joiner, 1996).
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Because of his successes in Japan and throughout U.S. industry, Edwards Deming is
considered the preeminent 201h Century authority on quality and quality improvements in
both the manufacturing and service industries (Stamatis, 1996). Deming's contributions are
important for two reasons. First, Deming was an early practitioner of total quality, and much
of the work in the field is directly or indirectly influenced by his ideas. Second, Deming's
Fourteen Principles provided the foundation for a philosophy of quality improvement that has
transformed American business (Deming, I 986). The theories of Juran, Crosby, and Taguchi
have also made notable contributions to the application of quality concepts to the service
industries.

Perhaps the most obvious motivation prompting interest in quality improvement is
that, survival is the first order of business for any organization. Seymour (1992) identified
two distinct factors that are drivers of quality improvement. The first factor is motivation.
Organizations do not change their operating philosophy or methods without some incentives.
There are usually external forces that demands a new approach or new strategy. The second is
means. Motivation alone is not enough to cause change. An organization must have
mechanisms or methods in place to cause change, a means for solving problems.

Quality Improvement in Higher Education:

The business-based principles of quality improvement were slow to catch on in higher
education. Even by the late 1980's, only a small number of colleges and universities were
using quality improvement techniques on campus to improve the quality of their processes.
However, by the time the American Association for Higher Education held its first
assessment and quality conference in 1993, the workshops on quality management were held
to standing-room only audiences (Seymour, 1994). As further evidence that the quality
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movement had finally arrived on campus in 1993, two of higher education's most prestigious
journals, Educational Record and Change, devoted entire issues to the subject of quality
improvement programs in higher education.

Each year, Quality Progress conducts a survey to determine how many educational
institutions are implementing the principles and tools of total quality. The explosion in
interest, from 92 participants in 1991to312 in 1998, tells the story (Johnson, 1996; Miller &
Daniels, 1998). The 1998 survey showed that, an increasing number of educators are
attending quality improvement conferences, seminars and workshops, reading books by
quality leaders, and becoming involved in state and community quality initiatives. State
quality awards, modeled after the education pilot program of the Malcolm Balridge National
Quality Award (Malcolm Balridge, 1995), are also driving quality in education (Klaus, 1996).
In 1996, 24 states had quality awards in place for educational institutions.

.,_..
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Lindahl ( 1995) suggested a different set of criteria to measure the quality of colleges
and universities. Rather than the criteria that are commonly used in most of the popular
ranking, Lindahl proposed that it was more appropriate to look at: (a) how students rate the
quality of instruction; (b) students' overall satisfaction with the education they are getting; (c)
Achievement of learning outcomes; (d) whether they would recommend their university to
others; (e) graduates' pass rates on licensing and professional exams; (f) admissions to
graduate and professional schools; and (g) the findings of alumni surveys.

Application of Quality Improvement Concepts to Higher Education:
Colleges and universities often struggles with a definition of quality for higher
education. What is it and how should it be measured? Bogue and Saunders (1992) stressed
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the importance of designing a quality system and adopting a philosophy of quality that will
penetrate the heart of the institution and actively include the administration, faculty, and staff
of an institution. Sharples, Slusher, and Swaim (1996) asserted that TQM will work in higher
education. However according to Sharples et al., it must become a part of the strategic
planning process.

Because institutions of higher education are under tremendous pressure to provide a
high-quality education at affordable prices, it would seem reasonable that colleges and
universities should know how well they are doing in their core areas. In order to answer this
question CQI is being adopted by scores of non-business institutions, including a growing
number of U.S. institutions have higher education (Fram & Camp, 1995). Measurement of
process characteristics is well-accepted as one of the basic tenets of quality improvement.
Relevant, timely, and informative measures are needed to control processes, predict output,
and plan improvement to existing processes. However, in education, it is often difficult to
decide what to measure (Freed & Klugman, 1997).

Defining Service Quality

Service quality is viewed as a multidimensional concept. It is produced m the
relationship between a customer and elements of the service organization.

J

Parasuraman, et al., (1990) defined service quality as perceived by customers as the

extent of discrepancy between customers' expectations or desires and their perceptions.
Customers assess service quality by comparing what they want or expect with what they

perceive they are getting. In order to earn a reputation for service quality, companies must

15

consistently perform at levels customers perceive as meeting or surpassing their expectation.
(Parasuraman, 1991)

Parasuraman, Zeithaml and Berry (1985) defined service quality as more difficult for
the consumer to evaluate than goods quality: Service quality perceptions result from a
comparison of consumer expectation with actual service performance; quality evaluation is
not made solely on the outcome of a service; it also involves evaluation of the process of
service delivery.

Parasuraman, Zeithaml and Berry (1986:57) discussed service quality as "an inference
about the superiority of a product or service based on rational assessment of characteristics or ~---- ·
attributes, or an affective judgment, an emotional response similar to an attitude."

Service quality is by nature a subjective concept, which means that understanding
how the customer thinks about the service quality is essential to effectiveness of a firms'
management. Three related concepts are crucial to this understanding. These comprise of
customer satisfaction, service quality and customer value (Oliver, 1994).
ol.

According to Gronroos (1982), service quality is a function of technical quality and
functionality quality. Technical quality relates to what the customers receive as the result of
the buyer/seller interaction. Functional quality is performance of the services/products and
leans more toward perception of the customers, as long as the tangible quality is satisfactory.

As mentioned above, the summary of theories on service quality are grouped into three
underlying themes as follows:
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1. Service Quality is more difficult to evaluate- because service is intangible. A firm
may find it more difficult to understand how consumers perceive services and service
quality. When a service provider knows how the service will be evaluated by
customer, then will he/she be able to know how to influence these evaluations in a
desired direction (Gronroos,1982).

2. Service quality is a comparison between expectation and performance- service
quality is a measure of how well the service level delivered matches customer
expectations. Delivering quality service means conforming to customer expectations
on a consistent basis (Lewis and Booms, 1983).

3. Service quality evaluations involve outcomes and processes- for example,
Gronroos ( 1990) postulated that two types of service quality exist: "technical quality
of the outcome" and "functional quality of the process" (what and

how~in

the minds

of customers). Technical quality refers to what a customer is left with after the
customer~employee

interactions have been completed. Function quality is the process

of delivering the service or product.
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Lehtinen a4d Lehtinen (1982) premised that service quality is produced in the
ii;iferaction between a customer and elements in the service organization. They use three
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\\/quality dimensions:. physic~] quality, which includes the physical aspects of the service
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(e.g. equipment, building); corporate quality, which involves fue company's image or
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profile; and interactive quality, which derives from the interaction between contact
personnel and customers as well as between some customers and other customers.
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Chalermratana (1996) defined service quality as how the firms provide service to
meet customer needs, the level of capability of a service provider to meet customer
expectations, and customer satisfaction after perceived service quality. Chalermratana
further premised that the service mix is factors in service and these may cause customer
satisfaction or dissatisfaction. These can be classified into three groups:

1. Pre-service factors or pre-delivery factors- including company image, credibility of
the company, and cost of service.
i

/

~ //

..

;//

L!//

2. During-service factors or during -delivery factors- include convernency,
correctness of service, courtesy of service provider, complexity of perceived service,
carefulness, carelessness, and competence.
3. Post-service factors or post-delivery factors- include conformance to customer
expectation, completeness of service, consistency of service quality, complaint
handling, and cost effectiveness.
Chalermratana argued that, customers not only consider price of goods or service,
customers first consider other factors as mentioned above.

According to Lewis and Booms (1983),\'/jce quality is " a measure of how the
service level delivered matches expectations. Delivery of quality service means
confirming to customers' expectations on a consistent basis." From this point, they also
agreed that customers not only consider price of goods or service; customers first
consider other factors as mentioned above.
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Implementation of Service Quality improvement Programs in Education:
A growing number of colleges and universities are implementing service quality
improvement plans for the same reasons that led industries and government to embrace it. It
has become clear that existing management system in higher education can no longer ensure
success in an increasingly competitive environment (Freed & Klugman, 1997; Tutttle, 1994).
However, the implementation of a program of total quality into a college or university can be
extremely difficult. Successful quality improvement efforts require a change in the culture of
an organization and usually occur over a long period of time (three to five years). The
organizational structure and culture of colleges and universities have made it difficult to
develop a long term, forecast, institution-wide policy of continuous improvement,
particularly in academic areas (Lewis and Smith, 1994).

There are several prevailing factors that may force institutions of higher education to
take a closer look at how they operate in the future. Colleges and universities are facing
decreasing funding and are experiencing slow enrolment growth. At the same time they are
dealing with escalating costs and increasing competition, calls for more accountability, and
an increasing sense of consumerism from students and parents. To help meet these internal
and external demands for change, institutions of higher education are increasingly turning to
the principles, techniques, and methods of TQM and service quality improvement (Berry,
l 995). The benefits of applying quality improvement principles and techniques to products
have been well documented (Stamatis, 1996); however, proven service quality improvement
methods are still emerging as more research occurs in the field. Two premises formed the
underlying rationale for the current study: (a) Customers do evaluate service encounters and
the process of service delivery to form perceptions of service quality and,
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ultimately,

organizational quality, and (b) services are definable, measurable, and improvable
(Parasuraman et al., 1985).

Customer Expectations:
Parasuraman and Berry(1991) elaborated the term expectations as a comparison standard
commonly used in two different ways-what customers believe will occur in a service
encounter (Predictions) and what customers want to occur (Desires). They also indicated two
levels of expectations: a "desired level" and "adequate level". The desired service level
reflects the service the customer hopes to receive. It is a blend of what the customer believes
"can be" and "should be". The adequate service level reflects what the customer finds
acceptable. It is a function of the customer's assessment of what the service "will be" i.e. the
customer's predicted service level. The difference between the desired service level and the

-

adequate service level can be called a zone of tolerance that customer consider satisfactory
(Parasuraman and Berry, 1991).

r-

~

In their conceptual model, Parasuraman and Berry (1991) summarized four main
sections of service quality as shown in Figure 2.1:
ol.

*

1. The expected service component, consisting of the desired level and the adequate
level and consequently - the zone of tolerance

2. The antecedents of desired service such as enduring service intensifiers (stable
factors that lead the customer to a heightened sensitivity to service and personal
needs)
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3. The antecedents of adequate service such as transitory service intensifiers
(temporary, usually short-term, individual factors that lead the customer to a
heightened sensitivity to service), perceived service alternatives, self-perceived
service role (customers' perceptions of the degree to which they themselves influence
the level of service they receive) and all kinds of situational factors.

4.

Antecedents of both predicted and desired service such as the explicit servicepromises made in advertising or personal selling, the implicit service premises (e.g.
derived from tangibles or price), word -of- mouth communications, and past
experiences.
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Figure 2.1
Nature of Determinants of Customer Expectations of Service
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Source: A. Parasuraman, Leonard L. Berry, Marketing Services Competing Through
Quality, The Free Press, New York (1991), p.58.
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In the service quality literature the term "expectations" also differs from the way it is
used in the consumer satisfaction literature, Parasuraman et al., (1988) mentioned that
expectations in the satisfaction literature have been operationalized as prediction of service
performance, while expectations in the service quality literature are viewed in terms of what
service providers should offer.

The customer's zone of tolerance may also vary for different service attributes.
Parasuraman, Zeithaml, and Berry (1988) found that customer evaluation of service quality
occurs along five dimensions: reliability, responsiveness, assurance, empathy and
tangibles.

Zeithaml et al. (1991) elaborated on the meaning of expectations within their proposed
service quality model and suggested the concepts of desired (excellent) and adequate service.
That means desired service supports the normative standard and is also similar to desired
service.

Miller (1997) agreed that minimum tolerable expectation is the bottom level of
performance acceptable to the customers. A performance below the tolerance zone will
engender customer frustration and decrease customer loyalty. If a performance level is above
the tolerance zone, it will pleasantly surprise customers and strengthen their loyalty. Further
evidence for these explanations are that customer's expectation levels for both desired service
level and adequate level, are dynamic and fluctuate in response to a variety of factors, which
include enduring service intensifiers, personal needs, transitory service intensifiers, perceived
service alternatives, self-perceived service role, explicit service promises, implicit service
promises, word-of-mouth communication and past experience.
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In the dominant paradigm of CS/D literature, expectations are viewed as predictions
made by the customers about what is likely to happen during an impending transaction or
exchange.

According to Oliver (1981 b,:33), "It is generally agreed that, expectations are consumerdefined probabilities of the occurrence of positive and negative events if the consumer
engages in some behavior." It is also similar to the ideal standard in the CS/D literature.
Expectations are viewed as desires or wants of consumers, i.e., what they feel a service
provider should offer rather than would offer (Parasuraman, Zeithaml, Berry, 1988, p.17).

Miller (1997) defined expected standard as an objective calculation of probabilities of
performance, and contrasted it with three other types of expectations as well as proposed
"ideal expectations", defined as the "wish for" level of performance. Besides he also
proposed minimum "tolerable expectations", defined as the lower level of performance
acceptable to the customer, and deserved expectations, reflecting the consumers' subjective
evaluation of their own product investment. Swan and Trawick( 1980) preferred "desired
expectations" defined as the level at which the customer wanted the product to perform.
Prakash (1984) formulated "normative expectations'', i.e. how a brand should perform in
order to make the consumer fully satisfied. He further proposed "comparative expectations"
which is the consumer expectations from other similar brands. Woodruff, Cadotte, and
Jenkins (1983) further augmented that customer rely on standards that reflect what the focal
brand should provide to meet needs and wants, but expectations are constrained by customer
beliefs based on experiences with real brands. They called these expectations experiencebased norms because they capture both the idea and realistic aspects of expectations.
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Product satisfaction is the function of consumer expectations and perceived
performances. The greater the negative discrepancy between expectations and performance,
the greater the corresponding dissatisfaction (Churchill and Surprenant, 1982).

Kotler, Boven and Maken (1996) elaborated that expectations are based on the customer's
past buying experiences, the opinion of friends and associates, marketer, competitor
information, and promise. Further, they said that the expectations of customers are formed by
company image, word-of-mouth, the company's promotional efforts, and price.

Mormann (1984) provided some clues of what the customer expects at the moment of
truth, which is on their first contact with service providers. It is important to examine the
expectations of how the interaction with the service deliverer will unfold: Will the service be
delivered quickly, competently, courteously; will the service be delivered by person having
necessary physical tools to provide the service; and does the service encounter occur in a
physical setting that fits the nature of service being delivered?

Schneider and Boven (1995) argued that expectation includes what customers think
"should" happen, what customers think "will" happen, what customers "realistically expect"
to happen, and what customers regard as their "service ideal".

On the issue of intangibility of service, services tend to be acts and processes yielding
psychological (with which the customer approaches the service encounter) experiences more
than physical possessions (Schneider and Boven, 1995).
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Oliver ( 1980) discussed that customers would compare their expectations with
experiences. If the outcome falls short of expectations, it means negative discrepancy. If
experience meets expectations, there is no discrepancy. And if the outcome outperforms
expectations, there is positive discrepancy. Consequently, discrepancy will induce
satisfaction or dissatisfaction.

Satisfaction and delight are both strongly influenced by customer expectations, which are
an array of possible outcomes that reflect what might, could, will, should or had better not
happen (Rust, et al., 1996; Parasuraman and Berry, 1991)

There are several different kinds of expectations, as defined below (see Figure 2.2)

Figure 2.2
The Hierarchy of Expectations

High

- - - - - - - - - Ideal

*

Should expectation
Will expectation (High expectation)
Minimally acceptable
Will expectation (low expectation)
Worst possible

Low
Source: Ronald T. Rust, Anthony J.Zahorik, and Timothy L. Keiningham; Service
Marketing; Harper Co11ins College Publishers, 1996; p.231
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•

The "will expectation" is the average level of quality that is predicted based on
all known information as well as the expectation level most often meant by
customers. If someone gets service more than his expectations, it generally
means that the service was better than that they had predicted.

•

The "should expectation" is what customers feel they deserve from the
transaction of service. What should happen is better than what the customer
actually thinks will happen.

•

The "ideal expectation" is what would happen under the best of circumstances.

"Expectancy disconfirmation" is the gap between perceived quality and expected
quality. Expectations have also a direct effect on perceived quality. In particular, the higher
the expectations, the higher perceived quality. Perceived quality is then compared to
expectations, resulting in a disconfirmation, it can be either positive or negative (Rust,
Zahorik, and Keningham, 1996)
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Figure 2.3
Positive Disconfirmation

Perceived quality

Level of quality

positive disconfirmation

Will expectation

Source: Ronald T. Rust, Anthony J. Zahorik, Timothy L. Keiningham; Service
Marketing; Harper Collins College Publishers, 1996; p.233

Consider Figure 2.3, where the perceived quality is higher than expected, the situation
will usually result in satisfaction.

Figure2.4
Negative Disconfirmation

expectations

Level of quality

positive disconfirmation

*

Perceived quality

Source: Ronald T. Rust, Anthony J.Zahorik, Timothy L. Keiningham; Service
Marketing; Harper Collins College Publishers, 1996; p.233

Figure 2.4 shows the opposite effect; where perceived quality is not as good as
expected, this situation will result in customer dissatisfaction.
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Perception
Perception is customers' beliefs concerning the service received and experienced.
Antonides and Van Raaji (1998) pointed out that people differ in their perception of reality
depending on their own experiences, life histories, and personal situations (Parasuraman, et
al., 1985).

Morrison ( 1996) postulated that customers use their five senses-sight, hearing, taste,
touch, and smell to size up hospitality and travel services and industry's promotional
messages. In addition, they must not only be motivated to buy, but they must perceive that a
service will satisfy their needs and wants. Perception is "the process by which an individual
selects, organizes and interprets information inputs to create a meaningful picture of the
world." The factors that makes people have different views of the world namely: (1)
perceptual screens or filters, (2) perceptual biases, (3) selective retention and (4) perceptual
process or closure (Morrison, 1996).

Perceptual screens or filters- the customers screen out the majority of the stimuli or
messages to which they are exposed.

Perceptual biases- the customers twist the info1mation to match their pictures of the
world. Even if an advertising message makes it through perceptual screens, customers may
alter it so much that it bears no resemblance to what was intended.

Selective retention- is the customers' selection of the messages and holding on to
information that supports their predispositions, beliefs and attitudes.
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Perceptual process or closure-when the customers tend to see what they want to see.
For instance, customers will round out their images of the companies, which are created by
advertising.

Moreover, in terms of perception of service customers are more likely to: (1) screen
out the information with which they are already familiar, (2) notice and retain information
related to a need of which they are aware or one that they are actively trying to satisfy, (3)
buy services that match their perceived images of themselves, (4) notice and retain things that
stand out from the norm, (5) see things that they anticipate seeing, (6) notice information with
which they have had successful previous experiences and (7) attach greater credibility to
interpersonal rather than commercially generated information.

Perceived service quality
Parasuraman, et al., (1985, 1988) pointed out that perceived service quality is viewed
as the degree and prediction of discrepancy between customer's perception and desire.
Moreover, it has been defined as the difference between expectations and performance of
service (Gronroos 1982; Parasuraman, et al., 1988). Perceived service quality stems from
customers' comparison of what they wish to receive from firms and what they perceive actual
service performance to be. If performance equals or exceeds expectations, then the perceived
service quality is satisfactory; otherwise it is unsatisfactory.

Antonides and Van Raaij (1998) argue that the perceived quality is derived from the
consumers' perception. Products and services have high quality if they meet the desires and
expectations of consumers. Besides, they mention that high- perceived quality includes
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fitness for use, durability, safety, comfort, reliability, low frequency of failure, and good
performance, when customers make a comparison of expectations.

Gronroos (1990) elaborated the two dimensions in perceived service quality: technical
or outcome dimensions and functional or process related dimension as shown in Figure 2.5.
The technical quality is concerned with what the customers receive in their interactions with
service providers to satisfy their basic needs. Additionally, good perceived quality is obtained
when the experienced quality meets the customer expectations. If the expectations are
unrealistic, the total perceived quality will be low, even if the real or achieved quality is high.
The expected quality is a function of a number of factors such as market communication,
word-of- mouth communication, corporate/local image, and customer needs. He pointed out
that, the firm only indirectly controls the image and word-of-mouth factors. Therefore,
external impact on these factors may also occur but it depends on the previous performance
of the film e.g. advertising. The latter dimension is concerned with how the service providers
perform their task and how the customers receive it as well as how he or she experiences the
simultaneous production and consumption process.
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Figure 2.5
The Total Perceived Quality

Expected
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Total perceived quality

Experienced
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Technical
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Source: Gronroos C. (1988): Service Quality: The six criteria of good service quality.
Review of Business 3(New York: St. John's University Press): p.12.
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In order to make such lists of determinants or factors or good service quality useful for

managerial purposes, Gronroos (1990) elaborated the Six Criteria of Good Perceived Service
Quality as follows:

1. Professionalism and skills- the customer is confident that the service provider, his
employees, operational systems, and physical resources, have the knowledge and
skills required to solve problems in a professional way (outcome-related criteria).

2. Attitudes and behavior- the customers feel that the service employees (contact
persons) are concerned about them and are interested in solving their problems in a
friendly and spontaneous way (process-related criteria).

~

3. Accessibility and flexibility- the customers feel that the service provider, its location,
operating hours, employees, and operational systems, are designed and operated so
that it is easy to get access to the service and that they are prepared to adjust to the
demands and wishes of the customer in a flexible way (process-related criteria).

4. Reliability and trustworthiness- the customers know that whatever takes place or
has been agreed upon, they can rely on the service provider, its employees and
systems, to keep promises and perform with the best interest of the customers at heart
(process-related criteria).

5. Recovery-The customers are confident that, whenever something goes wrong or
something unpredictable unexpectedly happens, the service provider will immediately
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and actively take action to keep them in control of the situation and find a new,
acceptable solution (process-related criteria).

6. Reputation and credibility- the customers believe that, the operations of the service
provider can be trusted and give adequate value for money, and that it stands for good
performance and values, which can be shared by customers and the service provider
(image-related criteria).

One of the six professionalism and skill is outcome-related and thus is a technical quality
dimension. The criteria, reputation and credibility are image-related, thus fulfilling a filtering
function. However, the other four criteria, attitudes and behavior, accessibility and flexibility,
reliability and trustworthiness, and recovery, are clearly process-related and thus represent

.,_..

-

the function quality dimension.

Smith and Huston (1983) elaborated that there are four possible outcomes of the
evaluation process of customers after they interact with the service organization, which areunder quality, confirmed quality, positively confirmed quality, and over quality (Smith and
Huston, 1983) as shown in Figure 2.6.
•

Bad quality means that the experiences are less than expectations; resulting in
the quality expectations of customers not being met. This results in customer's
dissatisfaction.

•

Acceptable quality always requires that experience equals expectation. If the
firm wants to make its customers really happy with its services, an acceptable
quality may not be enough.
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•

Good quality requires that experiences at least equal expectations, or are higher
than expectations. Otherwise the quality expectations of customers are not met.
Positively confirmed quality always requires that experience is greater than
expectation. This may really make customers interested in continuing the
relationship with the service provider, and, moreover, it creates good word-ofmouth effects.

•

Over quality may simply be perceived by customers to exceed what is really
needed, which gives the impression that the service is over-priced as well as in
tum, can create even bad word-of-mouth.

Figure 2.6

The Quality Evaluation Option
Expected Quality (qO)

Experienced Quality (ql)

Evaluation

ql>q2
Over quality
(=too good
quality to be
justifiable)

ql >qO

ql =qO
Positively
Confirmed
Quality (=good
Quality)

ql<qO
Confirmed
quality
(=acceptable
Quality)

Negatively
Confiimed
Quality (=bad
Quality)

Source: Smith, R.& Huston, M. (1983): Script-based Evaluation of satisfaction with service.
Berry, LL, Shostack, G.L. &Upah, G., Eds., Emerging Perspectives on Service Marketing,
Chicago: American Marketing Association
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SERVOUAL:
'SERVQUAL' was designed by the marketing research team of

Parasuraman,

Zeithaml and Berry (1985, 1988, 1990). They developed a set of five determinants which
have been consistently selected by customers as the most important factors of service quality.
The table below shows the five determinants.

/

angibles
Reliability

ppearance of physical facilities,
ommunication materials

equipment, personnel, an

Ability to perform the promised service dependably and accurately
illingness to help customers and provide prompt service

Assurance

Knowledge and com1esy of employees and their ability to conve
rust and confidence

Empathy

Since 'SERVQUAL' was introduced as a measure of perceived service quality, several
arguments have been made against its validity and some competing measures have been
developed. However, so far, no dominant method to measure service quality is available, and
an evaluation method for service quality is still evolving.

Development of SERVO UAL:
The development of the final instrument is a result of several studies conducted over a
period of years. The process began with focus group interviews, conducted by Parasuraman
et al. (1985). These early interviews supported their hypotheses that service quality, as
perceived by consumers, stems from a comparison of their expectations with their
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experiences with organizations providing the service. In the service quality literature,
"expectations" are viewed as desires or ones of consumers, in other words, " what they feel a
service provider should offer rather than would offer" (p.17). Parasuraman et al. also found
that the criteria used by the consumers in assessing service quality fit ten overlapping
dimensions (Tangibles, Reliability, Responsiveness, Communication, Credibility, Security,
Competence, Courtesy, Understanding/Knowing the customer, and Access). Later research
by the same three authors led to the development of the SERVQUAL instrument for
measuring service quality. The original SERVQUAL instrument was a multiple-item scale
based on the ten service quality dimensions generated in earlier research. Each item on the
scale contained two statements, one to measure expectations and the other to measure
perceptions about service quality. The final SERVQUAL instrument was later condensed into
a 22-item scale of five dimensions (Parasuraman et al., 1988b). The five dimensions are: (a)
Tangibles- physical facilities, equipment and appearance of personnel; (b) Reliability- ability
to perfom1 the promised service dependably and accurately; (c) Responsiveness- willingness
to help customers and provide prompt service; (d) Assurance- knowledge and courtesy of
employees and their ability to inspire trust and confidence; (e) Empathy- caring
individualized attention the firm provides to its customers.

Each dimension is represented in the 22-item SERVQUAL scale. Three of the
dimensions, Tangibles, Responsiveness, and Assurance, have four items each, and the other
two dimensions, Reliability and Empathy, have five items each. The instrument also contains
a section designed to assess the relative importance of the five dimensions. Parasuraman's et
al. (1988a) initial study of the SERVQUAL dimensions found that all five dimensions were
considered important by users of the services being surveyed. Later research by Parasuraman
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et al. ( 1988b) discovered that, Reliability was the most critical dimension, regardless of the
service being studied.

A factor analysis of the SERVQUAL instrument resulted in a total scale reliability of
approximately 90. The reliability of the SERVQUAL instrument was further supported by a
relatively low pair-wise correlation of .35 among the five factors. The SERVQUAL
instrument was judged to have contained validity by examining the extent to which the items
represented the construct's domain. The scale's convergent validity was examined by
comparing SERVQUAL scores to responses to a question about overall quality ratings
(Parasuraman et al., 1991).

SERVQUAL. has been used by Parasuraman et al. (1988b; 1991) to study the quality
of services in a variety of service companies, including banking, credit card, product repair,
insurance, and communication companies. Other researchers have used SERVQUAL
instrument to study service quality in a variety of settings, such as securities brokers, hospital
physicians' offices, dental school patient clinic, business school placement centers, tire store,
acute care hospital, public recreation programs, real estate brokers (Brown, Churchill and
Peter, 1993).

Parasurarnan et al. (1991) followed up their original SERVQUAL study by refining
the SERVQUAL instrument and replicating their previous study with five different customer
samples (one telephone repair, two retail banking, and two insurance companies). In the
follow-up study, parasuraman et al., re-examined the reliability and validity of their
instrument discussed other SERVQUAL. Replication studies, and provided some insight into
possible future research. For their 1991 study, Parasuraman et al. mailed questionnaire to
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about 1,800 randomly chosen customers from each of five companies. The response rate
ranged from 17-25 %, with a mean rate of21%. The revised SERVQUAL contained two new
items, one each under Tangibles and Assurance. To determine the relative importance of the
five dimensions of the study, Parasuraman et al. asked responders to allocate a total of 100
points across the dimensions according to how important they considered each to be.

A factor analysis was performed on perception-minus-expectations gap scores to
verify the dimensionality of 22 items in the revised SERVQUAL scale. As a result of this
factor analysis, Parasuraman et al. found that the factor structure in the follow-up study
differed from the one obtained in the original study in two ways. First, the four items under
Tangibles consistently broke into two dimensions, with two of the questions forming one
dimension, and the two remaining questions in the original Tangibles dimension forming
another dimension. Second, the Responsiveness and Assurance dimension showed
considerable overlap and loaded on the same factor. As a result of their comprehensive
analysis of the follow-up SERVQUAI study, Parasuraman et al. (1991) concluded that
although the inter-dimensional overlap in the refined SERVQUAL scale is some what greater
than in the original scale, the refinement still reflected the basic five dimensional structure of
the original scale with one key-exception, the division of Tangibles into two sub-dimensions.
Additionally, paired-sample tests comparing the points allocated to Responsiveness and
Assurance, the two dimensions. displaying the most overlap in the factor analyses showed a
statistically significant difference in all cases.

SERVQUAL -Instrument for Measuring Service Quality:
SERVQUAL is a multiple-item scale for measuring consumer perceptions of service
quality (Parasuraman et al., 1985; 1988a; 1988b; 1991). The instrument is a two-part
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questionnaire, with 22 items measuring expectations of customers and 22 similarly worded
items measuring perceptions or experiences of customers. Assessing the quality of service
involves computing the difference between the ratings customers assigned to the paired
expectation/perception statements. SERVQUAL was designed as a diagnostic instrument to
identify areas of strength and weakness in the delivery of services.

Criticisms of SERVQUAL:

Despite its widespread use and numerous citations in service quality related literature,
SERVQUAL has been criticized by some researchers in the field. Some of the critics, such as
Carman (1990), argued that SERVQUAL needed to be customized to the service in question.
Cronin and Taylor (1992) criticized SERVQUAL based on conceptual, methodological,
analytical, and practical issues, which were demonstrated using a survey of customers in the
banking, pest control, dry cleaning, and fast food industries. They questioned the necessity of
measuring customer expectations in service quality research. Brown et al. (1993) criticized
the use of difference scores (expectations minus experiences) to create a separate variable,
which in tum serves as the overall measurement of service quality.

Brown et al. (1993) studied responses from undergraduate students enrolled in
business courses at a single university. Two service, a difference scores questionnaire and a
non-difference score questionnaire, were administered with approximately half the subject
answering each of the surveys. Brown et al. described three instances (reliability,
discriminant validity, and errors induced by variance restriction) where the use of difference
scores to measure service quality can lead to psychometric problems. The authors contended
that because of a positive correlation between the component scores, the reliability of the
resulting difference score was attenuated. Brown et al. also asserted that, " a measure with
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low-reliability may appear to process discriminant validity simply because it is unreliable"
(p.130). According to Brown et al., another potential problem with difference scores is
variance restriction. Variance restriction occurs when one of the component scores (
expectations) used to calculate the difference score is consistently higher than the other
component (experiences). Variance restriction can create a problem in types of statistical
analyses that require equality of variance. Another problem identified in the Brown et al.
study was that, the five dimensions of the SERVQUAL instrument did not replicate. The
researchers found the instrument to have less than five dimensions and in fact might represent
an "Unidimensional" construct. Brown et al. concluded that a non-difference score version of
the SERVQUAL scale could serve as a useful starting point for the measurement of service
quality.

Responses to Criticisms of SERVQUAL:
Parasuraman et al. (1993; 1994) published two responses to criticisms of their
SERVQUAL model. Their 1993 article specifically answered the questions that Brown et al.
raised concerning the appropriateness of the instrument, and their 1994 article addressed
criticism articulated by Carmen's 1990 article and Cronin and Taylor's 1992 study of the
SERVQUAL instrument.

Parasuraman et al. (1993) dismissed the allegations of Brown et al. concerning high
correlation and low reliability of the SERVQUAL instrument as not being serious threats
when the construct being manipulated is an expectation minus perception difference score.
Parasuraman et al. reported only immoderate correlation between SERVQUAL's experience
and perception scales. In fact, Brown et al. reported a relatively moderate correlation of .34
between the two measures for their study. When discussing reliability of their instrument,
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Parasuraman et al. revealed that Brown et al. study showed very strong reliability for the two
components of SERVQUAL (.94 for expectations and .96 for perceptions). Because the
reliability of the SERVQUAl instrument has been shown to be consistently hight,
Parasuraman et al. asserted that the alleged problem of an inflated discriminant validity as a
result of low reliability is a non-issue.

Parasuraman et al. acknowledged that, variance

restriction is a legitimate concern given the high mean value and low standard deviation for
the expectations components of SERVQUAl relative to the perception component. However,
this concern is not relevant if the difference scores are used only for diagnostic purposes.

In response to Cronin and Taylor's (1992) study, Parasuraman et al. (1994)
emphasized that their previous research (e.g., 1985; 1988; 1990) provided strong support for
defining service quality as the gap between customers' expectations and perceptions. Bolton
and Drew ( 1991) supported the findings of Parasuraman et al. concerning the importance of
the gap between performance and expectations in determining over all service quality.
Parasuraman et al. conceded that, their ideas about the relationship between customer
satisfaction and service quality has been reevaluated in light of recent research that modeled
service quality perception as an antecedent of customer satisfaction. Parasuraman et al.
rejected Cronin and Taylor's claim that, the SERVQUAL model is flawed and that a
performance -based measure is superior to the SERVQUAL measure.

In response to Carmen's (1990) criticism of SERVQUAL that questioned the
universal applicability of the instrument, Parasuraman et al. (1994) argued that the
SERVQUAl items do represent core evaluation criteria for the measurement of service
quality. However, they did agree that the individual SERVQUAL should be viewed as a basic
"skeleton" that should be supplemented with content-specific items when necessary.
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Gaps Model of Service Quality:

A widely used model of service quality is known as the Five Gap Model, see
Figure2.7 (Parasuraman, et al., 1990). This conceptual model shows the service quality
shortfall perceived by customers as gap 5 and shortfalls within the service providers'
organization as gaps 1 to 4.
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Figure 2.7
Conceptual Model of Service Quality
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Source: A.Parasuraman, Valarie A. Zeithaml, and Leonard L. Berry; Delivering
Quality Service, The Free Press, New York, 1991,p.46.
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The five gaps that are the causes of the service quality gap that customer may
perceive are explained as follows.

Gapl: The Management Perception Gap (Consumer expectation-Management perception

gap). This gap means that management perceived the quality expectations inaccurately. This
gap is, among other things, due to:
•

Inaccurate information from market research and demand analyses;

•

Inaccurately interpreting information about expectation;

•

Nonexistent demand analysis;

•

Bad or nonexistent upward information from the firm' s interface with its customers
to management; and

•

Too many organizational layers, which stop or change the pieces of information that
may flow upward from those involved in customer contacts.

-

~

Gap2: The quality specification gap (management perception - service quality specification
gap). This gap means the service quality specifications are not consistent with management
perceptions of quality expectations. This gap is the result of:
•

Planning mistakes or insufficient planning procedures;

•

Poor management of planning;

•

Lack of clear goal setting in the organization; and

•

Insufficient support for planning for service quality from top management.

Gap 3: The service delivery gap (Service quality specification-service delivery gap). This

gap means the quality specifications are not met by the performance in the service production
.and delivery process. This gap is due to:
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•

Too complicated and/or rigid specifications;

•

The employees do not agree with the specifications, as, for instance, good service
quality seems to require a different behavior;

•

The specifications are not in line with the existing corporate culture;

•

Lacking or insufficient internal marketing; and

•

Technology and systems do not facilitate performance according to specifications.

Gap 4: The Market Communication Gap (Service delivery-external communications gap).
This gap means that promises given by market communication activities are not consistent
with the service delivered. This gap is due to:
•

Market communication planning not integrated with service operations;

•

Lack or insufficient coordination between traditional marketing and operations;

•

The organization fails to perform according to specifications, whereas market
communication campaigns follow these specifications; and

•

An inherent propensity to exaggerate, thus promising too much.

Gap 5: The Perceived Service Quality Gap (Expected service-perceived service gap). This
gap means that the perceived or experienced service is not consistent with the expected
service. This gap results in:
•

Negatively confirmed quality (poor quality) and a quality problem;

•

Negative word-of-mouth;

•

Negative impact on corporate or local image; and

•

Lost business.
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The quality that a customer perceives in a service is a function of the magnitude and
direction of the gap between expected service and perceived service. The expected quality
is what the customer expects to receive from the company. The perceived service is what
the customer perceives he receives from the company. From the model, the larger the gap
between the expectations and perceived service quality, the greater the consumers'
dissatisfaction.

The gap analysis model should guide management in finding out where the reason for
the quality problem is and in discovering appropriate ways to close these gaps. Brown and
Swartz (1989:97) concluded that after having studied quality gaps for professional service,
gap analysis is a straight - forward and appropriate way to identify inconsistencies between
providers and client perceptions of service performance. Therefore, by studying this model,
we can develop an understanding of the potential problem areas related to service quality and
help to close any gaps that may exist in service operations as well.

Gap Analysis Methodology for Measuring Service Quality:

The use of expectation/ experience gaps as a measure of service quality was advanced
by the work of Gronroos (1988) and Lewis & Booms (I 983) in the early 1980s, and
Parasuraman et al. (1985;1988b; 1991) in the mid-1980s. Gronroos's model was based on the
notion that, customers evaluate service quality by comparing the service they expected with
the service they received. Gronroos also proposed the existence of two types of service
quality, technical quality and functional quality. Technical quality was defined as what the
customer actually received and functional quality is the manner in which the service was
delivered. Lewis and Booms suggested comparing the delivery of the service to the
expectations of the customer as a measurement of service quality. Delivering quality service
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in the Lewis and Boom's model of service quality meant meeting customer expectation on a
consistent basis. The concept of measuring the difference between customer expectations and
experiences (service gaps) has been the basis for some of the most recent researches m
service quality (Schwantz, 1996).

Parasuraman et al. (1985, 1988b; 1991) modeled their research around the assumption
of service gaps. Parasuraman et al. identified four potential gaps associated with the delivery
of services to consumers; (a) Marketing information (b) standards, (c) service performance
and (d) communication. A marketing information gap is an inadequate or inaccurate
management understanding of customer service expectations. A standards gap is
management's failure to develop service performance specifications reflecting customer
expectations. A service performance gap is discrepancy between service performance
specifications and the service actually delivered. A communication gap is a discrepancy
between communications to the customer describing the service and the actual service
delivered. A service gap occurs when experiences do not meet expectations in any of the
areas. A quality gap is a discrepancy between the expected level of service and perceived
level of service.

*

Use of Gap Analysis to Measure Professional Services:
Brown and Swartz (1989) used a gap analysis model to study the quality of
professional services in the medical field. The researcher studied the gaps that can arise from
inconsistent perceptions of expectations and experiences between patients and physicians.
Because of the interactive nature of professional services, Brown and Swartz argued that
services should be evaluated from both the provider and client perspectives. According to the
authors, the study was the first attempt to examine service quality gaps from both the
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provider's and the client's perspectives. Brown and Swartz studied 12 physicians in private
practice. The client sample consisted of adult patients who had been seen in the previous
month. Questionnaires were sent to 2,414 patients. A response rate of 45% produced 1,096
returned questionnaires. The researcher designed questionnaire contained 65 statements, rated
on a 5-point Likert scale {l =strongly disagree to 5= strongly agree), relating to the medical
services encounter. Physicians received a questionnaire identical to the one the patients
received.

As a result of a principal component analysis, three factors were extracted from the
expectation statements, and six factors from the experience statements. Three gaps were
analyzed for this study. Gap 1 was computed by taking the difference between the
expectation and experience scores of patients. Gaps 2 and 3 were computed by taking the
differences between the patients' score on each individual item and their physician's score.
Gap 3 related to experiences. Gap 2 related to the expectations. Brown and Swartz found that
inconsistencies in expectations and experiences of patients have an adverse effect on their
evolution of service quality. Hey also found that inconsistencies between patient and
physician perceptions of the service experience reflect negatively on the patients overall
satisfaction. Brown and Swartz concluded that: " examination of the perception of both
parties in an exchange is a way to identify gaps in expectations and experiences." (p.98). this
finding was consistent with the philosophical basis of Parasuraman, Zeithaml and Berry's
SERVQUAL instrument.

Measuring Service Quality in Higher Education:

The review of literature revealed three studies that met use of the SERVQUAL model
to measure service quality in higher education.
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Boulding, Staeling, Kalra, and Zeithaml (1993) used a modified SERVQUAl
instrument of 36 items to study expectations and perceptions associated with the delivery of
services in an educational setting. The expectations scale of the researcher's instrument was
altered to reflect either what a student expects " will" happen or what a student expects
"should" happen during the delivery of professional services in the educational process.
About half of the sample 4l]]}ceived the "will" scale and remaining respondents received
the "should" scale. Boulding et al. also asked the respondent students how likely they would
be to recommend their school or to contribute money in the future . The authors concluded
the greater the students' perceptions of a university's overall service quality the more likely
the students would engage in one or both of these activities.

When contrasting what a student believes a university will provide with what it
should provide, Boulding et al. (1993) found that" increasing customer expectations of what
a firm will provide during future service encounters actually leads to higher perceptions of
quality after the customer is exposed to the actual service, all else being equal" {p.40).
Boulding et al. also concluded that students with higher perceptions of a university's overall
service quality were more likely to recommend their university to others and to contribute
money to the university.

Schwartz (1996) used a modified SERVQUAL instrument to compare traditional and
non-traditional students ' views of service quality at one institution of higher education.
Schwartz studied responses from 92 traditional undergraduate students (age 24 and under)
and 116 non-traditional under graduate students (age 25 and over). The researcher also asked
students to compare service quality (expected and received) from support staff with that from
faculties. Schwartz used a 7- point Likert - type scale (!=strongly disagree to ?=strongly
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agree) in a questionnaire format. The questionnaire consisted of 39 items measuring students'
expectations of service quality from faculty and staff and 39 items on their perceptions of
service quality from faculty and staff. The dimensions of the instrument were determined
through factor analysis. Instead of the 5 dimensions identified by Parasuraman et al. (1990),
Schwartz identified only two dimensions.

Schwartz (1996) revealed no significant difference (p=.669) in the expectations or
perceptions of traditional versus non traditional students with regard to service quality. There
was no significant difference (p=.901) in students' expectations of support staffs versus
faculty. However there was a significant difference (p<.001) in the students' perceptions of
support staff versus faculty, with staff scoring below faculty in every area measured in the
instrument.

Hampton (1993) also used a gap analysis approach based on model for his research on
college student satisfaction with professional service quality. In this study, Hampton applied
the gap methodology (expectations minus experiences) to examine students' perceptions of
service delivery. The author points out that very little empirical research using gap analysis
methodology has been conducted in studying the delivery of professional services. When
discussing the importance of studying student satisfaction with the delivery of professional
services, Hampton wrote that, "one should note that gaps between actual experiences and
expectations of clients is the general definition of consumer satisfaction" and that " perhaps
university education is one of those services where satisfaction and service quality are one
and the same'' (pp.116-117). Hampton refined a 70-item questionnaire by asking graduate
and undergraduate students to review the instruments to determine which of the 70 statements
were relevant to their education experience. The final survey, containing 45 attributes, was
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similar in format to the SERVQUAL model. The survey's 45 statements were grouped into
seven factors; (a) quality of education here, (b) teaching, (c) social life-personal, (d) campus
facilities, (e) effort to pass courses, (f) social life- campus, and (g) student advising . Each
item was measured on two separate scales, Expectations and Experiences. Expectations were
measured by having student respond to the items on a 7-point Likert scale that range from
very important to very unimportant. Experiences were measured on a similar scale, ranging
from very satisfied to very dissatisfied. The survey contained one additional item on overall
satisfaction. Participants in the survey were students from a single university. Fifty classes
were randomly selected for the study. This sampling method resulted in 1,200 initial surveys,
with 473 completed, usable questionnaires being returned. Gap sores were computes by
subtracting a respondent's experience score on each of the items from the expectation score
for that same item. Each gap score was compared with the overall evaluation score using

-

Pearson's product-moment correlation.

~

Hampton (1993) found a negative correlation (p<.ool) between the gap scores and
overall satisfaction. This finding supported the author's hypothesis that as the gap increases
overall satisfaction decreases. A step-wise regression analysis was performed, using the
summed expectation/experience gap scores of each factor to determine how the individual
gaps related to overall satisfaction. Three significant independent factors emerged as a result
of the regression equation. Factor one (Quality Education, -.38) was the highest loading
factor, followed by factor six (Social Life-Campus, -.13), and factor five (Effort Needed to
Pass, -.09). Hampton (1993) concluded that, there was a significant relationship between
students' perceptual gaps and their evaluation of service quality. Hampton also concluded
that expectation/experience gaps could be a measure of service quality for the professional
services delivered by institutions of higher education.
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Determinants of Service Quality with Dimensions of Service Quality
Parasuraman,et al., (1990: 22) have developed a conceptual model of service quality
and methodology for measuring customer perceptions of service quality. They found ten (I 0)
dimensions of customer expectation when dealing with any organization:
/

~ibles:

appearance

or

physical

facilities,

equipment,

personnel,

and

communication materials.
2. Reliability: Ability to perform the promised service dependably and accurately
3. Responsiveness: willingness to help customers and provide prompt service.
4. Competence: Possession of the required skills and knowledge to perform the service.
5.

Courtesy: politeness, respect, considerations, and friendliness of personal contact

-

6. Credibility: Trustworthiness, believability, honesty of the service provider.
7. Security: Freedom from danger, risk, or doubt.
8. Access: Approachability and ease of contact.

r-

~

9. Communication: keeping customers informed in language they can understand and
listening to them.
10. Understanding the customer: making the effort to know customers and their needs.

Parasuraman et al., (1990) discussed a number of factors affecting customers'
expectations. First, word-of-mouth communications- what customers hear from other
customers is potential determinant of expectations. Second, personal needs and
preferences, e.g. customer of a credit card organization, for instance, may want a
maximum credit limit, where other organizations pursue more strict policies on this
matter. Third, past experiences affect customers' expectation level. Finally, the external
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communications of the service provider play a key role with regard to what and how
expectations are fonned as shown in Figure 2.8

Figure2.8
Customer Assessment of Service Quality
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Source: A.Parasuraman, Leonard L. Berry, and Valarie A. Zeithaml; Delivering
Quality Service; The Free Press, New York, 1990; p.23.
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Parasuraman, et al., (1990) consolidated the last seven dimensions as above into two
broader dimensions labeled assurance and empathy. These dimensions that were talked about
express, to a certain extent, the benefits customers get from the service delivery. In other
words, they reflect customers' subjective judgments about the value received by service
performance. Therefore, although SERVQUAL has only five distinct dimensions, they
capture facets of all of the ten original conceptualized dimensions (Parasuraman, et al.,
(1990).

These definitions, along with the definitions of the three original dimensions that
remain intact, are as follows:

1. Tangibles: appearance of physical facilities, equipment, and communication
materials.
2. Reliability: ability to perform the promised service dependably and accurately.
3. Responsiveness: Willingness to help customers and provide prompt service.
4. Assurance: knowledge and courtesy of employees and their ability to convey trust
and confidence.
5. Empathy: Carrying an individualized attention the firm provides its customers.

The SERVQUAL model, with all its gaps, reflects a way of thinking that is applied
frequently in present service quality studies, because customer expectations about the
service quality are affected by promises made by the service providers' indirect and direct
messages.
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Demographic Factors:
Demographics is the statistical study of human population and distribution. The
service industry needs to consider its customer potential in terms of numbers, age, gender,
income, occupation, regional origin and so forth. This is because the buyers differ from each
other by their needs, what they want, and how match they are prepared to pay (Morrison and
Weame, 1996).

Every age group has its own needs, such as young people aged between 18 -24 have
quite different requirements of science from, say, older people aged between 55-70.

Gender also changes peoples' preferences such as what males think is an appropriate
place to stay may not be a females' idea of a suitable establishment.

Income influences choice because what some people want can become modified by
what they can afford.

Occupation will also affect choice because the expense account will generally aim for
a different standard of service.

Khan, et al., (1993) mentioned that, the range of services sought will be determined
partly by the proposed of the trip and partly by the travelers' lifestyle .For example, if it is a
short over-night trip, the traveler may be content to use a simple economy-priced hotel. The
expectation would be finding a clean, comfortable bedroom and, because of the low price, a
limited range of guest services. On the other hand, with the desire to rest, recuperate or
ente1tain, the travelers may seek a more expensive hotel, offering luxurious surroundings and
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guest services delivered by staff with extensive professional experience, although the price
will be higher. Business travelers tend to have short-termed stays in hotels; while one hour
lunch users prefer to stay at restaurants. Hence, there are different exceptions of convenience,
business services, and at some point, price (Lewis and Chambers, 2000).

Demographic characteristics were the most frequently used for the research of service
quality analysis. Fitz Gerald ( 1994) studied the demography of frequent flyers and their
perception of airline marketing communications, which are segmented by demographicgender, age, income, and culture.

~\"ERStr

Hence, the researchers have considered five demographic characteristics-income
levels, occupation, education levels, age levels, and purpose of visit to measure the frequent
distribution as well as to determine whether these demographic factors have a statistically
significant difference in the service quality dimension.
_..--·

ies on Service

(

owadays, providing services that consistently meet or exceed customers'

\_

expectations are the most major problems unique to services. Many researchers and service
companies spend much more time focusing on the improvement and measurement of the
service quality as shown in the following research:

Methanukorh (1999) studied the service quality according to the patients' expectation
in the special clinic in the Chulalongkom Hospital. The SERVQUAL instrument was applied
to measure expected service quality in five dimensions- tangibles, reliability, responsiveness,
assurance, and empathy. The result of the study showed that the service quality according to
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the patients' expectations in the five aspects of tangibles, reliability, responsiveness,
assurance and empathy were high. The patients who were different in age had significantly
different service quality expectations in terms of reliability and responsiveness.

Ngandee (2000) studied the relationship between service quality and customer
satisfaction on a private driving range in Bangkok, Thailand. It was found that there were
significant difference between expectations and perceived service quality along reliability and
assurance of service quality.

Khwanpanya ( 1997) studied customer expectations and customer satisfaction with
media exposure in relationship marketing of mobile phone users in Bangkok Metropolis. She
found that the respondents have a high level of expectations with the operation service. The
expectations for mobile service significantly and positively correlated with the satisfaction
with operation service and with service contact point at a high level. It means that, if the
respondents had high level of expectations, the satisfaction was high also, and if the
respondents had a low level of expectations, their satisfaction would be likewise at a low
level.

*

*

Kittisatien (1999) explored the employees' perception and expectations on human
resources deliverable service quality in relation to employee satisfaction: a case study of PST
company. In his study, the SERVQUAL instrument was developed to measure employees'
perception of service quality at PST. Most respondents recognized the potential importance
of the quality of human resources to the organization's competitive advantage and they also
pointed to the fact that human resources deliverable service did not meet their satisfaction in
their evaluation of human resources service quality performance. Further, the differences
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between expectations of service by excellent human resources and perception of human
resources service quality at PST were statistically significant.

SERVQUAL in Varied Industries:
SERVQUAL in Fast Food Industries:
Chaipoopirutana ( l 999) focused on the resulting expectation and perception of service
quality in one culture versus another, looking at differences between American and Thai
customers of the fast food industries in the respective countries. Her research investigated the
five dimensions of SERVQUAL and also examined the influence of demographics. The
independent variables classified subjects by nationality (American and Thai), age groups,
levels of income, and educational levels. The dependent variable was perceived service
quality of American and Thai customer. The data collection involved customers of Pizza Hut
in the USA and in Thailand using the SERVQUAL survey instrument. Two hundred and
nineteen American customers were selected at random from five Pizza Hut restaurants
located within the state of Florida, and two hundred and seventeen Thai customers were ran
domed from five Pizza Hut restaurants located in Bangkok, Thailand.

This study found a difference in 'Gap 5' of service quality between American and
Thai customers and a difference when segmented by five dimensions. Except for the
Tangibles and Assurance dimensions of Thai customers, this study also found a discrepancy
between perceived and expected service quality on the part of American and Thai customers
when segmented by five dimensions. Except for perception of the high level income group
and graduate degree level, all demographic characteristics showed a significant difference in
expectation and perception of service quality between American and Thai customers.
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Lee and Hing (1995) in Hong Kong studied a measuring quality in restaurant
operations and Johns and Tyas (1996) in the UK studied the use of service quality gap theory
to differentiate between food service outlets. They have independently adapted the original
SERVQUAL instrument of Parasuraman and colleagues for measuring satisfaction among
restaurant customers. This study had shown that, the SERVQUAL style of questionnaire has
utility as a means of assessing overall customer satisfaction with hospitality service. They
further found that it could also be used effectively to distinguish between the qualities of
different hospitality outlets.

Summary:

Seymour (1992) wrote that, service quality is a perception and that perception then
becomes the user's reality. Institutions of higher education deal with the perception of
students, faculty and staff, administrators, state legislators, state regulatory agencies, and
accrediting agencies. Therefore, understanding service quality in terms of the perception of
the various stakeholders is a particularly difficult problem for colleges and universities.

User satisfaction is often used synonymously with service quality and is probably the
most important element of a program of service quality improvement. Consequently, a
critical step in improving service quality in an organization is the evaluation of expectations
and experiences of current and potential customers. Overlooking this step can result in wasted
efforts and can lead to the failure in any service quality improvement initiative.

Based on the research and studies cited in this chapter the researcher determined that:
(a) the expectation/experience gap can be appropriately used to identify service areas in need
of improvement; (b) gap analysis methodology can be a useful diagnostic tool in efforts to
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understand customer (student) satisfaction; (c) SERVQUAL with adaptations, may be a vlaid
and reliable instrument for the measurement of service quality in higher education. These
three conclusions fonned the basis for this study.
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Chapter- III
Research Framework
Before proceeding in this chapter it would be worthwhile to recall that the objective of
this piece of research is to study the difference between students expectations and perceptions
of service quality that University of Dhaka provides. A review of the conceptual framework
of student expectations and perceptions as well as service quality is used to illustrate whether
the service quality of Dhaka University, Dhaka, Bangladesh, meet students' expectations or
not, as well as to identify which service quality dimensions are of vital importance to its
students.

The researcher set up the conceptual framework based on the conceptual model of
service quality developed by Parasuraman, Zeithaml, and Beny (1990). The Gap Model of
service quality, which is the theoretical framework, was used to measure the gap between
students' expectations and perceived service quality of Dhaka University.

This chapter further includes the research hypothesis as well as the selected variables
regarding measurement of customer expectations and perceptions based on the hypotheses.

Conceptual Framework:
As shown in Figure 3.1, the modified service quality dimensions SERVQUAL "Gap
5" was used to compare between expected service quality and perceived service quality.
Demographic characteristics are of direct relationships to expected and perceived service
quality. The model as shown on the next page indicates variables and their comparison in this
study.
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Figure 3.1
The Conceptual Framework

Independent Variable
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• Assurance
• Empathy
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met
ES>PS
(Unacceptable
quality)

Research Hypotheses:

The hypothesis statements as shown below are explanations for ce1iain behavior that
occurred in this research. The researcher has grouped them into two groups. The first group
consists of one hypothesis used to measure the difference between students' expectations and
perceptions of service quality provided by the university of Dhaka to its MBA students in
terms of demographic factors-age, gender, working experience, occupation and income. And
the second group consists of five hypotheses, which were used to measure the differences
between students' expectations and perceptions of service quality provided by the University
of Dhaka to its MBA students in terms of five dimensions of SERVQUAL instrumenttangibles, reliability, responsiveness, assurance and empathy.

1. Hlo: There is no significant relationship between overall demograp..hk..pmftle and

_perception of service quality of students in the MBA Program of University of Dhaka.
Hla: There is a significant relationship between overall demographic profile and

perception of service quality of students in the MBA Program of University of Dhaka.

2. H2o: There is no significant difference between expectations and perceived service
quality of students in the MBA program of University of Dhaka
H2a: There is a significant difference between expectations and perceived service

quality of students in the MBA program of University of Dhaka

3. H3o: There is no significant difference between expectations and perceived service
quality of students in the MBA program of University of Dhaka when segmented by
tangibles.
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H3a: There is a significant difference between expectations and perceived service

quality of students in the MBA program of University of Dhaka when segmented by
tangibles.
4. H4o: There is no significant difference between expectations and perceived service
quality of students in the MBA program of University of Dhaka when segmented by
reliability
H4a: There is a significant difference between expectations and perceived service

quality of students in the MBA program of University of Dhaka when segmented by
reliability.

5. H5o: There is no significant difference between expectations and perceived service
quality of students in the MBA Program of University of Dhaka when segmented by
responsiveness.
HSa: There is a significant difference between expectations and perceived service

quality of students in the MBA Program of University of Dhaka when segmented by
responsiveness.

6. H6o: There is no significant difference between expectations and perceived service
quality of students in the MBA Program of University of Dhaka when segmented by
assurance.
H6a: There is a significant difference between expectations and perceived service

quality of students in the MBA Program of University of Dhaka when segmented by
assurance.
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7. H7o: There is no significant difference between expectations and perceived service
quality of students in the MBA Program of University of Dhaka when segmented by
empathy.
H7a: There is a difference between expectations and perceived service quality of
students in the MBA Program of University of Dhaka when segmented by empathy.

Table 3.1 Operational Definitions and measurements:
---------····

/~9~raffonal definition \ \\

Variables
Tangibles

...\.: -~

Measurement

Theri! the overa!l factors the students can st\p,

T-Test

hear

Reliabilitv

T-Test

\

Resnonsiveness
Assurance
~

Empathy

d touch. For an educational institution '
~~~ les include the physical environment, the \
fa lities, and manners of the faculty and staff. \
~t:ncludes the students' own reflection of the
: rvice quality experienced on how well the
!
iI
ervice has been or is being performed.
i
/It refers to the students' perception of the
willingness and ability of faculties and staffs to
respond to the customers' own need.
J
i It refers to the students' trust and confidence in tlje
service and also the courtesy and the competenc¢
of the service providers (i.e. faculties and staffs}.
It indicates a willingness of faculties and staffs/to
~ beyond the minimum requirements for go,o'd
s rvice delivery and can deliver somethi,.e xtra,
i.e._ caring of employees, making effort,t
und~~d the specific needs of cus_t0111ers, and '<
givin
stomers individual a*ndon.
Demograpfiie·faetor.s.censtdered in this research
are (a) Age- referring to the age of the respondents
grouped into 4 categories (20 or less, 21-30, 30-40,
40 or higher), (b) Gender- referring to the sex of
the respondents (Male or Female), (c) Working
Experience- referring to how long (how many
years) experience of working the respondents may
have (d) Occupation-referring to whether the
respondents are only students or working and
studying at the same time, and (e) Income-refers to
the income of a respondent per month. The
researcher classified the income into five levels in
tem1s of US dollar and Bangladeshi taka.

~

Demographic
Factors
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T-Test

T-Test

T-Test

~

ANOVA

Chapter-IV
Research Methodology
This is a study about the quality of services provided to the MBA students of Dhaka
University in order to explore the gap between customer expectations and perceptions of
services that the university provides. Descriptive research is used to describe characteristics
of a population or phenomenon in quantitative aspect. This chapter discusses the
methodology for the study, which includes, research design, sample size and method, the
sampling plan, data collection, SERVQUAL and its applications, reliability of the
SERVQUAL instrument, and the statistical treatment of data.

Research Design:
This research intends to study the difference between expectations and perceived
service quality provided to the MBA students of the University of Dhaka. The "Gap 5 Model
of Service Quality" or SERVQUAL model instrument developed by Parasuraman, Zeithaml
and Berry (1988) was applied in this study. The SERVQUAL model consists of five
dimensions of service quality- tangibles, reliability, responsiveness, assurance, and empathy.
The SERVQUAL model defines the difference between customer expectations and
perceptions of service (Gap 5). The respondents were asked to answer two sets of questions
totaling 26 statements in each set. All MBA students of the University of Dhaka, Dhaka,
Bangladesh will answer the SERVQUAL questionnaire by indicating the degree of their
opinions according to the 5 point Likert scale.
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Sample Size:
According to the previous studies of SERVQUAL dimensions in four service
companies (Parasuraman, 1990, p.27), the sample sizes used are as follows: A Credit-card
company had a sample size of 187. Repair and Maintenance company had a sample size of
183; a Long- Distance Telephone Company had a sample size of 184, and a Bank had a size
of 177. Ngandee (2000) had a sample size of 225for testing the relationship between service
quality and customer satisfaction on Private Driving Range in Bangkok. Methanukorh's
(1999) sample size was 349 to collect the data of service quality according to the patient's
expectations. Kitisatien (1999) studied about employees' perceptions and expectations of
human resources delivered service quality with a sample size of 356. Gaysom did her
research on customer expectation and perception of service quality delivered by the first class
hotels in Bangkok metropolitan area with a sample size of 350. In this study the sample
size chosen was 360.

Sampling Procedure:
The study used the SERVQUAL questionnaire with the respondents, who are the
MBA students registered with the university of Dhaka during June 2002. The self administered questionnaire was used on 360 MBA students of the university. The researcher
used multi-stage sampling for determining the sample size as fol1ows:

Judgment sampling was used to select students from all the four departments
(Department of Management, Department of Accounting, Department of Marketing and
Department of Finance and Banking) of the Faculty of Business Studies and also the institute
of Business Administration.
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To ensure that the various sub-groups in a population are presented on pertinent
sample characteristics to the exact extent, the population of respondents in this study will be
assigned into five groups. The proportion of population for each department is as follows:
(Zigrnund, 2000. p.452)

Departments

Respondents

Population

Institute of Business Administration

175

72

Department of Management

144

72

Department of Accounting

155

Department of Marketing

'"

145

,.,.,,

72
72

Department of Finance and Banking

100

72

Total

719

360

~

The researcher was granted permission from the Vice-Chancellor of the University of
Dhaka for conducting this study. Questionnaire were distributed by the researcher himself on
a class by class basis as only those who were studying in graduating level courses were
selected.

Data Collection:
Research instrument used in this research is a SERVQUAL questionnaire for
collecting the data about service quality provided to the MBA students by the University of
Dhaka. The gaps between expectations and perceived service quality of MBA students
studying in five different departments are determined. The three parts of the questionnaire are
as shown below:
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Part 1:

This section of SERVQUAL instrument consists of 26 statements to measure

students' expectations toward service quality provided to the MBA students by the University
of Dhaka, Bangladesh. This portion of the survey deals with students' expectations on what
the quality of service of the mentioned departments of the university should be. A five point
Likert-scale will be used to indicate the degree that the respondents assign to each statement
as shown below:
Strongly Disagree

1

Disagree

2

Neutral

3

Agree

4

Strongly Agree

5

Part 2: This part consists of 26 statements to measure MBA students' perception of service
quality provided by the University of Dhaka, Bangladesh. This portion of the survey deals
with customer perception of the quality of service the University of Dhaka is providing to its
MBA students. Again five point Likert-scale is used to indicate the degree respondents assign
to each statement as shown below:
Strongly Disagree
Disagree

2

Neutral

3

Agree

4

Strongly Agree

5

Part 3: This part involves personal data of respondents consisting of age categories, gender,
income levels, education levels and occupation.
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SERVQAUL and its Applications:
This study contains the SERVQUAL instrument to measure service quality that the
University of Dhaka provides to its MBA students. The statements on both expectations and
perceptions are grouped into five quality dimensions as follows:
1. Tangibles consists of statements 8,14, 16, 17and 19 which involve the physical

evidence of the service such as physical facilities, appearance of the faculties and the
stuffs, tools or equipment used to provide the service and the physical representation
of the service.
2. Reliability consists of the statements 2, 4, 22,23 and 24 which involve consistency of
performance, dependability, and honoring its promises such as keeping records
correctly, perfom1ing the service at the designated time.
3. Responsiveness consists of the statements 1, 7, 10, 15, 25 and 26 which is concerned
with the willingness or readiness of the faculties and the staffs to provide service and
the speed of the service such as giving prompt service, and the willingness to help
customers.
4. Assurance consists of statements 3, 6, 13 and 20 These statements are concerned with
the knowledge and courtesy of the faculties and the staff and their ability to convey
trust and confidence such as skills and knowledge to perform service, company
reputation, and physical safety.
5. Empathy consists of statements 5, 9, 11, 12 18 and 21 which are concerned with
approachability and ease of contact, caring, making the effort to understand the
customer's needs, keeping customers informed in a language that customers can
understand.
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Parasuraman, Zithaml, and Berry (1990) mentioned that assessing the quality of
service using SERVQUAL involves computing the differences between the ratings customers
assign to the paired expectation/perception statements. Specifically, a Gap 5 in this study, the
SERVQUAL scale for each statement pair is computed as follows :
SERVQUAL SCORE= PERCEPTION SCORE - EXPECTATION SCORE

Reliability of SERVQUAI instrument:
Parasuraman and his coauthors (1990) indicated that SERVQUAL is a concise
multiple-item scale with good reliability and validity that companies can use for better
understanding the service expectations and perceptions of their customers in each of the five
service quality dimensions, namely tangibles, reliability, responsiveness, assurance and
empathy.

The respondents of this research are both Bangladeshi and foreign students. Hence the
researcher needs to use the English language for SERVQUAL instrument.

Statistical treatment of data:
Several methods of statistical analysis will be used to analyze the returned
questionnaire. The data will be coded and processed by SPSS for Windows (Statistical
Package for the Social Sciences). The appropriate statistical tools, which are used in this
research questions are as follows:
I. The Cronbach's coefficient Alpha will be used to measure the reliability of the

SERVQUAL questionnaire.
2. The descriptive Statistics of Frequency Distribution will be

u~ed

percentage, mean, and standard deviation of the demographic factors .
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to describe the

3. The paired sample t-test will be used to test hypotheses one, two, three, four, five, six
and seven. That is, to test whether or not there are differences between customers'
expectations and perceptions of service quality in MBA studies of the University of
Dhaka when segmented by five dimensions. The result of this study will be analyzed
by the statistical test using the following formula (Lind, Mason, and Marchal, 2000,
p.317):

d

t=--

sdFn
Where,
n-1 =degree of freedom
d = the mean of the difference between the pairs
sd = the standard deviation of the distribution of the difference between the pairs or
related observations.

,J;;. = the number of paired observations

The level of statistic significant in this research is at a. = 0.05, with 95% level of
confidence in order to test the hypotheses.
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Chapter-V

Results and Discussions
This chapter is primarily concerned with the results of the survey from the procedures
discussed earlier in chapter IV. The objective of this study is to measure the service quality
that the University of Dhaka provides to its MBA students by determining the difference
between MBA students' expectations and perceptions about the university. The SERVQUAL
questionnaire was distiibuted and collected by the researcher from different MBA classes in
the month of July 2002. The respondents were senior MBA students from the Department of
Accounting, Department of Marketing, Department of Management, Department of Finance
and Banking, which fall under the Faculty of Business Administration and the Institute of
Business Administration ( IBA) of the University of Dhaka. The data analysis presentation
and interpretation of the findings in this chapter consists of the following sections:
1. Reliability Analysis- to measure the reliability of the five dimensions of Service

quality by Cronbach's Coefficient Alpha, and
2. Description of Demographic Factors- to summarize the demographic factors, which
will be presented by frequency and percentage of personal data.
3. Hypothesis testing - to measure the service quality of the university of Dhaka
provided to its MBA students as well as differential responses related to demographic
factors.

Reliability Analysis:

The researcher used the SERVQUAL survey instrument to measure the differences
between MBA students' expectations and perceptions (gap-5) of service quality of the
university of Dhaka by using a five-point Likert scale. The results of reliability analysis after
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examining the SERVQUAL instrument by calculating the Cronbach's coefficient alpha of
this study for the total of 360 students are presented in Table in 5 .1

Table5.1
Reliability Analysis-Scale (Cronbach's Coefficient Alpha) of students expectations and
perceptions of five SERVQUAL dimensions

Variable

a-Coefficient

Expectation

0.7985

Tangible

0.6520

Reliability

~

Responsiveness

J.;;;:,

Assurance

Q..

Empathy

Perception
Tangible
Reliability
Responsiveness
Assurance

=~
(/)

Empathy
Overall Satisfaction

.,

Standardized
item

0.8043
0.6535

0.8495

0.8481

0.7922

0.7972

0.8409

0.8409

0.7309

0.7302

0.6878

0.7034

0.7939

0.7884

0.6422

0.6436

0.7189

0.7219

0.8879

0.8847

°"'tl~t\
As the alpha co efficient of every variable is quite high, ranging from 0.6422 to
0.8879, it implies that, the questionnaire used for this study is reliable.
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Description of Demographic Factors:
The demographic characteristics of the respondents, the MBA students of the
University of Dhaka, in this study comprise of Age, gender, working experience, occupation
and income described below:
Table 5.2
Summary of Respondents when segmented by
AGE
Frequency

Percent

21-25

224

62.2

26-30

120

33.3

31-35

14

3.9

36 and Over

2

.6

Total

360

100.0

-

':P

Respondents were divided into 4 age groups. There were 224 respondents out of a
total of 360 i.e. 62.2% whose ages were in between 21 to 25 years. This range constitutes the
major portion of the population. 120 respondents, i.e. 33.3% of the total population were
between the age of 26 to 30 years, while 14 respondents (3.9%) were in the age range of31
to 35 years. However, 0.6% of the respondents were aged over 35 years.
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Table 5.3

Summery of Respondents when segmented by
GENDER
Frequency

Percent

Male

304

84.4

Female

56

15.6

Total

360

100.0

The gender of the respondents studying in the University of Dhaka as MBA students
under the Faculty of Business Administration as well as in the Institute of Business
Administration, composed of 304 male and 55 female students, i.e. 84. 7 % male and 15.3 %
female respectively. However, .3% of the respondents' answer was found to be missing.
Table 5.4
Summery of Respondents when segmented by
Working Experience
..--..
.----'!
--

Frequency

Percent

Non-working
Less than 1 year
I to 5 years
6 to 10 years
Over 10 years

209
68
60
22

58.1
18.8
16.7

1

6.1
.3

Total

360

100.0

Results depicted in the above table shows that, 58.1 %. i.e.209 respondents out of 360,
were classified as non-working. However, 18.8 % (68 respondents), 16.7% (60 respondents)
6.1% (22 respondents) and .3% (1 respondent only) had an working experience ofless than 1
year, 1 to 5 years, 6 to 10 years and over 10 years respectively.
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Table 5.5
Summery of Respondents when segmented by
Occupation

Frequency

Percent

Full time student

283

78.6

Part time student
Self employed

31
8

8.6
2.2

Private office

24

6.7

Government office

4

1.1

Others

10

2.8

Total

360

100.0

Data in the above table indicates that, the majority of the total respondents, i.e. 283
out of 360 (78 .6%) are full time students. This is followed by 31 part-time students which
constitutes 8.6% of the total respondents. However, 6.7% of the total respondents, i.e. 24
respondents work in private office while 8 respondents, i.e. 2.2% are self-employed. A total
of 1.1 % of the total respondents (4 persons) work in government office and the remaining 2.8
% (10 persons) are engaged in other jobs.

Table 5.6
Summery of Respondents when segmented by
INCOME

Frequency

Percent

Tk.1,000 - Tk.5,000

217

60.3

Tk.5,000 - Tk.10,000

68

18.9

Tk.10,000 - Tk.15,000

34

9.4

Over 15,000Tk.

41

11.4

Total

360

100.0
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Most respondents have had their income in the range of Tk.1,000 - Tk.5,000. A total
of 217 respondents, i.e. 60.3%, were in this range, followed by 68 respondents, i.e. 18.9%,
whose income were between Tk.5,000-Tk.10,000. In contrast, 9.4% of all the respondents,
i.e. 34 respondents, have had incomes between Tk.10,000 - Tk.15,000; which constitutes the
minority group. On the other hand 11.4% of the total respondents, i.e. 41 respondents obtain
an income of over Tk. 15,000. (1 US $ = 58.92 Taka as at 5th October, 2002)

Hypothesis testing:
This research concentrates on the assessment of MBA students' expectations and
perceptions of service quality of the University of Dhaka. The hypotheses statements as
indicated in chapter III, consisted of seven hypotheses, which were classified into two groups.
The first group consists of one hypothesis used to measure the difference between
expectations and perceptions of service quality provided by the University of Dhaka to its
MBA students in terms of demographic factors- age, gender, working experience, occupation
and income. And the second group consists of five hypotheses which were used to measure
the differences between expectations and perceptions of service quality of Dhaka University
by its MBA students in terms of five dimensions of SERVQUAL instrument- tangibles,
reliability, responsiveness, assurance and empathy.

ol~~

t/f11 it1~'6\~

Hypothesis 1:

~

OI

Hlo: There is no significant relationship between overall demographic profile
and perception of service quality of students in the MBA Program of
University of Dhaka.

Hla: There is a significant relationship between overall demographic profile
and perception of service quality of students in the MBA Program of
University of Dhaka.
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Table 5.7
Summery of the differences between overall demographic profile and perception of
service quality of students in the MBA program of University of Dhaka
Demographic Factor
Gender
Age Category
Working Experience
Occupation
Income per month

Perception of Service Quality
F
Si2.
0.066
0.798
0.857
0.464
0.288
0.834
1.870
0.101
0.638
0.591

From the table 5.7, the p-value of every demographic factor (gender

= 0.798, age

category= 0.464, working experience= 0.834, occupation= 0.101, and income per month=
0.591) was more than the significance level of 0.05. So, the null hypothesis was accepted. It
implied that there was no significant relationship between overall demographic profile and
perception of service quality of students in the MBA Program of University of Dhaka.

-

Tests of Hypothesis 2 - 7:

The Independent-Sample T-test was employed to the differences between two groups
of population. Since, there should be the test of equality of variance of two population
groups, in this case, the two groups, respondents' expectation and perception, were classified
before testing the equality of mean, and Levene's Test was used for this condition.
H2o: There is no difference between customer expectations and perceived
service quality of students in the MBA program of University of Dhaka
H2a: There is a difference between customer expectations and perceived
service quality of students in the MBA program of University of Dhaka
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Table 5.8
Independent T-test for the difference between students' expectations and perceptions of
service quality
Independent Samples Test
Levene's
Test for
Equality of
Variances

Overall Service Quality Equal variances assumed

F
9.290

Equal variances not assumed

t-test for Equality of
Means

Si.e;.
df
t
.002 122.938
683
663.77
'2.933

Sig.
(2-tailed)
.000

.000

Since, the p-value of Levene's test for equality of variance was 0.002, which was less
than the significance level of 0.05, the null hypothesis was rejected.

~

Moreover, the p-values of the Hest of overall service quality was 0.000, which was
less than the significance level of 0.05, so, the null hypothesis was rejected. It implied that
there is a difference between customer expectations and perceived service quality of students
in the MBA program of University of Dhaka.

Table 5.9

The difference between overall expectations and perceptions

Overall Service Quality

Expectation
Perception

Mean
4.1605
2.9191

The above table showed "how the respondents' expectations on the service quality
differ from their perceptions". For the expectations of students, the mean was 4.1605, while
the students' perceptions mean equaled to 2.9191. Thus, the difference between mean of
these two factors was 1.2414.
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H3o: There is no difference between customer expectations and perceived
service quality of students in the MBA program of University of Dhaka
when segmented by tangibles.
H3a: There is a difference between customer expectations and perceived
service quality of students in the MBA program of University of Dhaka
when segmented by tangibles.

Table 5.10
Independent T-test for the difference between students' expectations and perceptions of
service quality when segmented by tangibles
Independent Samples Test

~
J.;;;:,
Tangible

Equal variances assumed
Eciual variances not assumed

Levene's Test
for Equality of
Variances

F
19.505

Sig.
.000

t-test for Eciuality of Means

df
715
17.120
17. 147 )31.413
t

Sig.
(2-tailed)
.000
.000
~

There were differences between customer expectations and perceptions on
service quality of students in the MBA program of University of Dhaka when segmented
by tangibles. Since, the p-value of Levene's test for equality of variance of this factor{=
0.000) was less than the significance level of 0.05, the equal variance not assumed was
used. And the p-values of the t-test for equality of means of tangible factor was 0.00,
which was less than the significance level of 0.05, so, the null hypothesis was rejected.
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Table 5.11
The difference between students' expectations and perceptions when segmented by
tangibles

Tangible

Expectation
Perception

Mean
4.2235
3.1394

The above table showed how the respondents' expectations on the service quality
when segmented by tangibles differ from their perceptions. For the expectations, the mean
was 4.2235, while the students' perceptions mean was 3.1394. Thus, the difference mean of
these two sections was 1.0841 .
H4o: There is no difference between customer expectations and perceived

service quality of students in the MBA program of University of Dhaka
when segmented by reliability.
H4a: There is a difference between customer expectations and perceived

service quality of students in the MBA program of University of Dhaka
when segmented by reliability.
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Table 5.12
Independent T-test for the difference between students' expectations and perceptions of
service quality when segmented by reliability
Independent Samples Test
Levene's Test
for Equality of
Variances

Reliability

Equal variances assumed
Equal variances not assumed

F
13.456

t-test for Equality of
Means

Sig.
t
df
716
.000 19.425
t 9.425 700. 17

Sig.
(2-tailed)
.000
.000

The p-value of Levene's test for equality of variance of reliability factor was
0.000, which was less than the significance level of 0.05. Moreover, the p-value of the t-test
for equality of means of this factor was 0.00, which was less than the significance level of
0.05, so, the null hypothesis was rejected. It implied that there is a difference between
customer expectations and perceived service quality of students in the MBA program of
University of Dhaka when segmented by reliability.
Table 5.13
The difference between students' expectations and perceptions when segmented
by reliability

Reliability

Expectation
Perception

ol

Mean
4.1109
2.8836

The above table shows figures also provided by the Independent-Sample T-test on
how the respondents' expectations on service quality segmented by reliability differ from
their perceptions. For customers' expectations, the mean was 4.1109, while the customers'
perception mean equaled to 2.8836. Thus, the difference between mean of these two factors
was 1.2273.
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HSo: There is no difference between customer expectations and perceived
service quality of students in the MBA Program of University of Dhaka
when segmented by responsiveness.

HSa: There is a difference between customer expectations and perceived
service quality of students in the MBA Program of University of Dhaka
when segmented by responsiveness.

Table 5.14
Independent T-test for the difference between students' expectations and perceptions of
service quality when segmented by responsiveness
Independent Samples Test

~~

Levene's
Test for
Equality of
Variances

~
Responsiveness

Equal variances assumed
Eaual variances not assumed

F
20.16

~

t-test for Equal it J of Means

Sig.
t
df
.000 20.406
700
20.406 673.66

Sig.
(2-tailed)
.000
.000

There were differences between customer expectations and perceptions on
service quality in the MBA Program of University of Dhaka when segmented by
responsiveness.

Since, the p-value of Levene's test for equality of variance of the

I

responsiveness factor (= 0.000) was less than the significance level of 0.05, the equal
variance not assumed was used. And the p-values of the Hest for equality of means of
responsiveness factor was 0.000, which was less than the significance level of 0.05, hence,
the null hypothesis was rejected.
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Table 5.15
The difference between students, expectations and perceptions when segmented
by responsiveness

Responsiveness

Expectation
Perception

Mean
4.2217
3.0348

The above table shows how the respondents' expectation on service quality of
students in the MBA Program of University of Dhaka when segmented by responsiveness
differ from their perception. For customers' expectations, the mean was 4.2217, while the
customers' perception mean equaled to 3.0348. Thus, the difference between the means of
these two factors was 1.1869.

H6o: There is no difference between customer expectations and perceived

service quality of students in the MBA Program of University of Dhaka
when segmented by assurance.
H6a: There is a difference between customer expectations and perceived

service quality of students in the MBA Program of University of Dhaka
when segmented by assurance.
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Table 5.16
Independent T-test for the difference between students' expectations and perceptions of
service quality when segmented by assurance
Independent Samples Test
Levene's Test
for Equality of
Variances

Assurance

Equal variances assumed
Eaual variances not assumed

F
12.992

Sig.
.000

t-test for Eaualitv of Means

t

20.862
20.876

df
709
693.93

Sig.
(2-tailed)
.000
.000

The p-value of Levene's test for equality of variance of assurance factor was
0.000, which was less than the significance level of 0.05, the equal variance not assumed
was concentrated. The p-value of the t-test for equality of means of this factor was 0.00,
which was less than the significance level of 0.05, so, the null hypothesis was rejected. It
implied that there is a difference between customer expectations and perceived service
quality of students in the MBA program of University of Dhaka when segmented by
assurance.
Table 5.17
The difference between students' expectations and perceptions when segmented
by assurance

Assurance

Expectation
Perception

~

Mean
4.1024
2.8158

The above table shows how the respondents' expectations on the service quality of
students in the MBA program of University of Dhaka when segmented by assurance differ
from their perceptions.

For the expectations, the mean was 4.1024, while the students'

perceptions mean equaled to 2.8158. Thus, the difference between mean of these two factors
was 1.2866.
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H7o: There is no difference between customer expectations and perceived
service quality of students in the MBA Program of University of Dhaka
when segmented by empathy.
H7a: There is a difference between customer expectations and perceived
service quality of students in the MBA Program of University of Dhaka
when segmented by empathy.

Table 5.18
Independent T-test for the difference between students' expectations and
perceptions of service quality when segmented by empathy
Independent Samples Test
Levene's Test
for Equality of
Variances

F
Empathy

Equal variances assumed
E ual variances not assumed

1.913

Si.
.167

t-test for E ualit of Means

t

df

22.249
22.236

708
703 .122

Sig.
2-tailed
.000
.000

Since, the p-value of Levene's test for equality of variance was 0.167, which was
larger than the significance level of 0.05. Hence, the equal variance assumed was used.

Moreover, the p-values of the t-test of empathy factor was 0.000, which was less than
the significance level of 0.05, so, the null hypothesis was rejected. This implied that there is
a difference between customer expectations and perceived service quality of students in the
MBA Program of University of Dhaka when segmented by empathy.
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Table 5.19
The difference between students' expectations and perceptions when segmented
by empathy

Empathy

Expectation
Perception

Mean
4.0852
2.7760

The above table showed "how the respondents' expectations on the service quality of
students in the MBA Program of University of Dhaka when segmented by empathy differ
from the perceptions".

For the expectations of students, the mean was 4.0852, while the

students' perceptions mean equaled to 2.7760. Thus, the difference between mean of these
two factors was 1.3092.
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Table 5.20
Summery of respondents by Demographic factors
Frequency

Percentage ( %)

304
56
360

84.4
15.6
100

21-25
26-30
31-35
36 and over

224
120
14

62.2
33.3
3.9

2

Total

360

.6
100

Demographic Factors
Gender
Male
Female

Total
Age Category

Working Experience
Non-working
Less than 1 year
1-5 years
6-10 years
Over 10 years
Missing

209

68
60

22
1
360

58.1
18.8
16.7
6.1
.3
100

Total
Occupation
Full time student
Part time student
Self employed
Private Office
Government Office
Others

283
31
8
24

78.6

4

1.1
2.8

10
360

Total

8.6
2.2

6.7
100

Income per month
Tk. I ,000-5,000
Tk. 5,000-10,000
Tk. 10,000-15,000
Over 15,000 Tk.

217

68
34
41
360

Total

90

60.3
18.9
9.4
11.4
100

Table 5.21
GAPS in expectations along SERVQUAI Dimensions
Mean

Percentage

Ranking

Tangibles

4.22

20.35

1

Reliability

4.11

19.82

3

Responsiveness

4.22

20.34

2

Assurance

4.10

19.77

5

Empathy

4.09

19.72

4

Total

20.74

Service Dimensions

~

L:--

\\

100

"~

....

~

From the results, shown in table 5.21, the highest level of customer expectations along
SERVQUAL dimensions was tangibles (the mean was 4.22). This was followed by
responsiveness, reliability, empathy and assurance with means of 4.22, 4.11, 4.10 and 4.09
respectively.
Table 5.22
GAPS in perceptions along SERVQUAI Dimensions
Service Dimensions

,

Mean

Percentage

Ranking

Tangibles

3.14

21.43

1

Reliability

2.88

19.66

3

Responsiveness

3.03

20.68

2

Assurance

2.82

19.25

4

Empathy

2.78

18.98

5

Total

14.65

100
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From the results, shown in table 5.22, the highest level of customer perceptions along
SERVQUAL dimensions was tangibles (the mean was 3.14). This was followed by
responsiveness, reliability, assurance and empathy with means of 3.03, 2.88, 2.82 and 2.78
respectively.
Table 5.23
Summary of Results from Hypotheses Testing

Hypotheses
Hl: There is no significant relationship between overall

demographic profile and perception of service quality of
students in the MBA program of University of Dhaka.

Level of significant

Results

Age-0.464
Gender-0.798
W/Experience-0.834
Occupation-0.101
lncome-0.591

Accepted

.000

Rejected

.000

Rejected

.000

Rejected

H2: There is no significant difference between customer
expectations and perceived service quality of students in
the MBA program of University of Dhaka
H3: There is no significant difference between customer
expectations and perceived service quality of students in
the MBA program of University of Dhaka when
segmented by tangibles

H4: There is no significant difference between customer
expectations and perceived service quality of students in
the MBA program of University of Dhaka when
segmented by reliability
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H5: There is no significant difference between customer
expectations and perceived service quality of students in

.000

Rejected

.000

Rejected

the MBA program of University of Dhaka when
segmented by responsiveness
H6: There is no significant difference between customer
expectations and perceived service quality of students in
the MBA program of University of Dhaka when
segmented by assuarance
~-

H7: There is no significant difference between customer
expectations and perceived service quality of students in
the MBA program of University of Dhaka when

u )~
Rejected

.000

,A

segmented by empathy
-

Table 5.23 indicates that the overall demographic profile of the students (age, gender,
Working experience, occupation and income) has no influence on the MBA students'
perception about the service quality of University of Dhaka. On the other hand, the students'
expectations vary from their perceptions about the service quality provided by the University
of Dhaka when they are segmented into five SERVQUAL dimensions (tangibles, reliability,
responsiveness, assurance and empathy).
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Chapter-VI
Summary, Conclusions and Recommendations

This chapter contains a summary of the findings from the study on MBA students'
perceptions of service quality in the University of Dhaka. The findings, conclusions,
recommendations and suggestions for further research are drawn from the analysis of data
presented in chapter-V and the literature reviewed in chapter-II.

Summary of Findings:

The present research was aimed at the assessment of the service quality as per the
expectations and perceptions of the MBA students of the Faculty of Business Administration
and the Institute of Business Administration (IBA) of the University of Dhaka. It focused on
the five dimensions of service quality in the broad variety of services provided by the
University of Dhaka to its MBA students. In doing so, this research methodology also
considered the demographic factors such as age, gender, working experience, occupation, and
income, which might have an influence on the expectations and perceptions of the
respondents.

According to the statement of problems and research hypothesis as presented in
chapter one and chapter three, respectively, the data analyses and findings are elaborated as
follows:

Question I: What is the relationship between overall demographic profile and perception of

service quality of students in the MBA program of University of Dhaka?
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Regarding the results, hypothesis l was evaluated by independent sample T-test as
presented in Tables 5.1 to 5.6. It was found that, there is no significant relationship between
the demographic factors and perception of service quality of the students in the MBA
program of the University of Dhaka. It is clear from the demographic statistics of Dhaka
University students as shown on page 3 and 4 that, the university has three times the number
of male students as compared to female students in the university.

Question 2: What is the difference between expectation and perceived service quality by

students in the MBA program of University of Dhaka?

It was found from the results (Table 5.8) that, respondents' expectation towards service
quality of the university differs from their perceptions as assessed from the mean score
(Table 5.9) of the students ' expectations (4.1605) and the mean score of the students'

-£:

perceptions (2.9191) by a difference of 1.2414. Independent sample T-test was used in
the assessment of this difference.

Question 3: What is the difference between expectation and perceived service quality by

students in the MBA program of University of Dhaka when segmented by tangibles?
It was found from the results (table 5.10) that, respondents' expectation towards

service quality of the university when segmented by tangibles differs from their perceptions.
Results shown in table 5.11 depicts, that the mean score of the students' expectation was
4.2235 while the mean score of the students' perception was 3.1394 with a difference of
1.0841.Independent T-test was used in the assessment of this difference.

Question 4: What is the difference between expectation and perceived service quality by

students in the MBA program of University of Dhaka when segmented by reliability?
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Results depicted in table 5.12 indicated that, respondents' expectation towards service
quality of the university when segmented by reliability differs from their perceptions. The
mean score of the students' expectation was 4.1109 while the mean score of the students'
perception was 2.8836 with a difference of 1.2273 (Table 5.13). Independent T-test was used
in the assessment of this difference.

Question 5: What is the difference between expectation and perceived service quality by

students in the MBA program of University of Dhaka when segmented by responsiveness?
Results in table 5.14 showed that, respondents' expectation towards service quality of
the university when segmented by responsiveness differs from their perceptions. The mean
score of the students' expectation was 4.2217 while the mean score of the students'
perception was 3.0348 with a difference of 1.1869 (Table5.15). Independent T-test was used

-

in the assessment of this difference.

l='

Question 6: What is the difference between expectation and perceived service quality by

students in the MBA program of University of Dhaka when segmented by assurance?
Results in table 5.16, also shows the same trend as before. Respondents' expectation
towards service quality of the university when segmented by assurance differs from their
perceptions. The mean score of the students' expectation was 4.1024 while the mean score of
the students' perception was 2.8158 with a difference of 1.2866 (Table5.17). Independent Ttest was used in the assessment of this difference.

Question 7: What is the difference between expectation and perceived service quality by

students in the MBA program of University of Dhaka when segmented by empathy?
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Results depicted in table 5 .18, indicates that, respondents' expectation towards service
quality of the university when segmented by empathy differs from their perceptions. The
mean score of the students' expectation was 4.0852 while the mean score of the students'
perception was 2. 7760 with a difference of 1.3092 {Table 5.19). Independent T-test was used
in the assessment of this difference.

Conclusions:

As a result of the findings, the following conclusions are drawn regarding MBA
students' perceptions of service quality at the University of Dhaka. The researcher concludes
that, gaps between expectations and experiences of Dhaka University MBA students do exist.
The practical value in identifying expectation/experience gaps at the University of Dhaka lies
in the use of this information in quality improvement initiatives. Continuous improvement
techniques suggest that, the first step in improving service quality is to identify problem
areas. Dhaka University wishing to improve the quality of services delivered to its MBA
students would do well to address those items exhibiting the largest gaps at this university.

As a result of the study, the researcher also concludes that, knowledge of an MBA
student's age, gender, working experience, occupation and income is of little value in
predicting overall satisfaction or in predicting the size gap scores for that student. There
seems to be very little practical difference between the gap scores or overall satisfaction
scores of IBA and Business Administration faculty students or between male or female
students.

Because the gap scores were inversely related to the overall satisfaction scores of
MBA students, this would seem to indicate that the Dhaka University programs designed to
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reduce the size of gap scores, thereby improved service quality, would also improve the
overall satisfaction of all its MBA students.

Recommendations:

Based on the findings, the researcher gives recommendations for improving the
service quality of the University of Dhaka for its MBA population looking at each service
quality dimensions.

Tangibles includes physical evidence that students apprehend via the five senses-

sight, sound, touch, taste and even smell. These determinants can be known as the student
attractants. Therefore, the university should develop a more comfortable, pleasant, and
relaxing surroundings in which to deliver service in comfortable classrooms with relevant
amenities. In addition, tools or equipments used to provide the service should also be cleaned
and not to be cracked or nicked. Teachers and staffs should be smart, cheering and helpful.
Further desirable services, such as well-equipped modem computer labs, leisure/
entertainment for recreational purposes should be provided to the students. All physical
evidence as mentioned above can add value component of enhanced service quality of the
university.

While interviewing the students, the researcher has found that most of the students
have complains about the facilities and equipments (buildings, classrooms, fixtures, etc.) and
up-to-date technology such as online library and computer hardware and software. Dhaka
University being a leading university in Bangladesh provides very few computer facilities to
its students. Moreover, according to the students, measures should be taken to keep the
campus clean all time for a better working environment for both teachers and students. The
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researcher has found that, most of the classrooms do not have OHPs or computers in the
classroom, which is a standard requirement for MBA classes. Thus the researcher
recommends to take necessary measures for making MBA classes well equipped with modern
technologies for better instructions. Classroom furniture is also very old and should be
modified for MBA classes. Admission requirements and the rules and regulations of the
university should be also clearly stated and well documented in the Graduate catalogue. The
library should also provide a better and wide range of collection of books to the MBA
students. The up-to-dated materials should be brought into the library on time.

Reliability involves consistency of performance and dependability. It means that the

University has to perform the service right the first time as well as honor its promises.
Reliability is the core of service quality. Consequently, the university should emphasize on
reliability and punctuality of its services such as conducting classes and examinations as per
schedule and publishing the results at the designated time. Moreover, keeping the promise is
quite important in academic institutions. Therefore, what service a university promises; it has
to provide accordingly.

·-

The interviews showed that most of the students have their complains about the
university personnel, especially about office and maintenance staffs. According to the
students these staffs' behavior is not proper and they are not courteous at all. According to
the researcher this might occur because of the shortage of staffs in each department. This
situation might be improved if the university authority takes necessary measures for
appointing more staffs to provide better quality of service to the students. On the other hand
proper training should be given to each and every staff before allowing them to work. The
university still maintains students' record in an old fashioned manner. Students' records are
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not kept in computers and therefore there is a possibility of loss of records. On the other hand
it takes long time for finding out any information about a student as the record is not on-line
which is time consuming for students and even sometimes worse for the university
authorities. The researcher highly recommends the university to keep computerized record of
each student so that, the university can find out any required information quickly. This
reliable method of keeping record must be done for the MBA students of the University.
Business and support staffs should also resolve students' problem in an equitable manner.

Responsiveness concerns the willingness for readiness of faculties and staffs to
provide service. It involves timeliness of service. Accordingly, the university has to
concentrate on providing prompt service by carefully designing a superior delivery process of
service as appropriate to support each task of function. In addition, the university should
perfonn service on time as well as the faculties and the staffs should be available to provide
the service as and when required. The staffs must be trained not just to have an attitude that is
helpful, friendly, and sincere to the students, but also to convey that attitude to the students.

After interviewing the students about this SERVQUAL dimension of University of
Dhaka the researcher realized that, department faculties and staffs often don't show
willingness to help students at all. This is because once a person is appointed in the
University of Dhaka, he/she is very unlikely to be fired even if he/she doesn't do his/her
duties properly. Most of the staffs don't need to be responsible for what he/she is doing, there
are no real job disciplines and therefore some of them take advantage of that. Besides the
salary structure of the employees is not so good in the University of Dhaka as compared to
other private universities in the region. Therefore many faculties and staffs remain busy with
their part-time jobs in those private universities and have less time to spare for DU job and
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neglect their students in the University of Dhaka. The tuition fee of the students in this
university is unusually low. The MBA students tuition for each semester is something around
Tk. 18 (1 US $= 59 Tk.) which is even lower than each students' expenses for daily meals.
As a matter of fact the university is running at a loss for quite a long period and has
insufficient funds to provide better service to its' students and teachers. The researcher
recommends that the university authorities to increase the tuition fee of the students, so that
the university can at least have sufficient funds to fulfill the needs of its students, faculties
and staffs. If the university takes care of its teachers and staffs, the overall Responsiveness
dimension of SERVQUAL will improve.

On the other hand, required paper work that flows department/ Registrar's Office/
Gard. School should be handled efficiently and in a timely manner. Service associated with
the admission and registration process should also be handled in an effective and efficient
manner. The researcher again, recommends a computerized system for handling these
processes, which is a faster, easier and user friendly way of work and has less chance of
errors.
t

Assurance involves credibility such as trustworthiness, believability, and honesty,
security, courtesy and profession ofrequired skills and knowledge to perform service. Staffs
of the university should be well trained for politeness, consideration, and friendliness.
The majority of the students don't have any complaints about this SERVQUAL
dimension in the university of Dhaka. According to the interviewees advisor and/or chair of
committee provides adequate guidance to ensure meeting program requirements. Department
faculties are also knowledgeable when asked questions about program requirements. But a
very big complaint of students is about the safety and security of the campus. There are
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student politics in this university and sometimes, political leaders of the country use this
university students for their personal gains. As a matter of fact, student strikes, and firing of
weapons in the university campus is a very usual scenario of the university. The researcher
recommends that the university authorities take necessary measures for stopping students in
taking part in the politics while being a student of the university.

Empathy includes access or approachability and ease of contact, communication and
understanding of students. Therefore, the university needs to appoint and train better faculties
and staffs and make an effort to understand the students' needs by learning students' specific
requirements, recognizing behavior of individual students and providing individualized
attention. Furthem1ore, the university must provide convenient hours of operation and
location of service facilities. In a word, students need empathy.

According to the results of the survey, the gap of service quality as discussed
previously can be considered as a key for service marketing to gain ingredients for a good
understanding of service quality and its determinants. Hence the university can then use the
Gap-Model to allocate or re-allocate its resources in specific areas of the process. By
identifying the most significant deficiencies within the university at these five basic points,
the gap between the expected service and the actual perceived service can be bridged.
SERVQUAL can be used to bridge any gap that may exist in providing services to its
students.

Theoretical Implications:
Hampton (1993) used a gap analysis approach based on model for his research on
college student satisfaction with professional service quality. Jn this study, Hampton applied
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the gap methodology (Expectations minus experiences) to examine students' perception of
service delivery. Hampton refined a 70- item questionnaire by asking graduate and
undergraduate students to review the instruments to determine which of the 70 statements
were relevant to their education experiences. The final survey, containing 45 attributes, was
similar in format to the SERVQUAL model. The survey's 45 statements were grouped into
seven factors; (a) quality of education, (b) teaching, (c) social life-personal, (d) campus
facilities, (e) effort to pass courses (f) social life-campus (g) student advising.

In his research Hampton found a negative correlation (p<.001) between the gap scores
and overall satisfaction. This finding supported the author's hypothesis that as the gap
increases overall satisfaction decreases.

Hampton (1993) concluded that, there was a

significant relationship between students' perceptual gaps and their evaluation of service
quality. Hampton also concluded that expectation/experience gaps could be a measure of
service quality for the professional services delivered by institutions of higher education.
The current findings confirm those of Hampton's (1993) study because in this research based
on the graduate students in Dhaka University, gaps between students' expectation and
perception were also evident in all five dimensions of SERVQUAL.

Suggestions for Further Research:
Based on the findings of this study, the following suggestions are made regarding
further research in this arena.

Implications for professional practice: A follow-up study is recommended for each
department and the institute involved in the original research. An additional on-site study
should look at the size and nature of the gaps at that specific department/ institute. The
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addition of open-ended questions and spaces for comments after each question or the use of a
more qualitative approach might yield more site-specific information about size and nature of
service quality gaps at individual departments/ institute.

The scope and nature of the variability in the expectation scale is in need of additional
study. An important question for a department to answer would be why MBA students are
entering their graduate school with such a variety of expectations. Perhaps, a change in the
admission or orientation process is required to address this variety of expectations.

Methodology of Research: Numerous examples of studies using SERVQUAL methodology
are available in the literature. However, almost all of the existing studies had been conducted
in the private sector. Additional study is needed to test SERVQUAL type (gap analysis)
methodologies in both the public sector as well as educational institutions.

-

~

Although pilot testing for this study revealed that, MBA students understood the scale
used in the present study, the use of a two-part questionnaire may need some additional study
before adding survey items on extending the gap analysis methodology to other populations.
This is especially true from the practical standpoint of length and clarity. Whether or not
respondents clearly understand the distinction between the two parts is an important issue
when using SERVQUAL scale or any similarly constructed questionnaire. Additional
research needs to be conducted to compare the findings of direct measurement methods
(experience only questions) with the findings of a two-part questionnaire (expectation and
experience questions).
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A major inconsistency in the finding from the various replications studies of
SERVQUAL pertains to the number of dimensions in the scale. Some studies have reported
only a single dimension, while others have reported as many as seven. The adopted
questionnaire used in this study displayed seven dimensions. Therefore, it is recommended
that, the dimensionality of the adopted scale undergo additional study. Also, research into the
nature of the interrelationships among the dimensions could contribute to a better
understanding of service quality in higher education.

Additional study concerning the relationship of expectations to satisfaction could
yield important insights into these inconsistent findings.

The relationship between gap scores and student retention or successful completion of
MBA programs is an area in need of additional study. Are students who exhibit large gap
scores less likely to complete their programs?

Similarly, are students who exhibit large gap scores less likely to recommend the university
of Dhaka or program of the study to others? These two questions need to be studied because
each has potential to have a significant impact on enrollment and retention.

Limitations of the Study:
Although several recommendations that could help improve the present situation and
reduce the gaps between expectations and perception of students, have been offered in the
above section, there might be several factors that constrain the implementation of such
recommendations. Firstly, the fact that the University of Dhaka is a public institution, and as
such, bureaucratic decisions even on small matters, can be expected. Secondly, is the lack of
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funding and the difficulty obtaining funds from sources.

In the case of tangibles, for

example, funding is necessary for buying items such as furniture and fixtures and for other
on-line facilities. Lastly, the limited tuition fee collected from students does not allow the
university to expand its resources and compete with other private universities.

*
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SERVICE QUALITY IN HIGHER EDUCATION
This survey is completely anonymous. No attempt will be made to identify responses by
any individual. Your replies are an important part of my research. Please answer all questions as
candidly and completely as possible. Thank you for your time.
Strongly
Disagree

Strongly
Agree
(Please answer this question first)
01. Overall, I am satisfied with my university.

5

4

3

2

1

Expectations:
This survey asks your opinions of the delivery of services to MBA students. Please indicate the
extent to which you think your university should possess the feature described by each
statement. Do this by circling one of five numbers to the right of each statement. There are no
right or wrong answers. I am only interested in the number that best represents your expectation1'
about the level of service(s) your university should provide.
5- Strongly Agree= almost always possesses the feature listed
4- Agree= Often possesses the feature
3- Neither Agree nor Disagree= Sometimes will and sometimes will not possess this feature
2-Disagree= Seldom possesses the feature
1- Strongly Disagree= almost never possesses this feature
D/K- Don't know or no experience with service
Strongly
Agree
El. Department faculty and staff show a willingness
to have students

Strongly
Disagree

Don't
Know

5

4

3

2

1 D/K

E2. Business and support staffs resolve students'
problems in an equitable manner

5

4

3

2

1

D/K

E3. Advisor and I or chair of committee provides
adequate guidance to ensure meeting program
requirements

5

4

3

2

1

D/K

E4. University personnel are believable, trustworthy,
·
and honest

5

4

3

2

1

D/K

ES. Faculty gives individual attention to students
when necessary

5

4

3

2

1

D/K

(Expectations continued)
Strongly
Agree

Strongly
Disagree

Don't
Know

--------------------------------------------------------------------------------------------------------------------E6. University personnel are consistently courteous
E7. Department faculty and stuff respond in a timely
manner to questions and requests

5

4

3

2

1

D/K

5

4

3

2

1

D/K

E8. Admission requirements are clearly stated and well
documented in the graduate catalog

5

4

3

2

1

D/K

E9. Department staff show a sincere interest in students

5

4

3

2

1

D/K

El 0. Department course scheduling reflects the needs of
students

5

4

3

2

1

D/K

Ell. University personnel deal with students in a
caring fashion

5

4

3

2

1

D/K

El2. Depa1tment faculty and staff have the best interest
of students at heart

5

4

3

2

1

D/K

E13. Department faculty and staff are knowledgeable
when asked questions about program requirements
by students

5

4

3

2

1

D/K

El4. University possesses modern facilities and
equipment (buildings, classrooms, fixtures)

5

4

3

2

1

D/K

E15. Required paper work that flows to Department/
Grad School/ Grad Office is handled efficiently
and in a timely manner

5

4

3

2

1

D/K

E16. Materials associated with the university
(catalogs, brochures, etc.) are usually appealing

5

4

3

2

1

D/K

El 7. University possesses up-to-date technology
(computer hardware and software)

5

4

3

2

1

D/K

El8. University computers are accessible and available
for students' use at convenient hours

5

4

3

2

1

D/K

E19. University campus is clean and visually appealing

5

4

3

2

1

D/K

O"'

(Expectations Continued)
Strongly
Agree

Strongly
Disagree

Don't
Know

--------------------------------------------------------------------------------------------------------------------E20. University campus is safe and secured/.

5

4

3

2

1

D/K

E21. University libraries have convenient hours/

5

4

3

2

1

D/K

E22. Business and support facilities (library, Registrar
5
Office, bookstore, etc.) provide services as promised

4

3

2

1

D/K

E23. Services are provided as promised by a Financial
Aid Office

5

4

3

2

1

D/K

E24.University records are maintained error-free

5

4

3

2

1

D/K

E25. Services associated with the registration process
are handled in an efficient and effective manner

5

4

3

2

1

D/K

E26. Services associated with the admission process
are handled in an efficient and effective manner

5

4

3

2

1 D/K

Perceptions/Experiences:
The following set of statements relate to your experience as MBA students while attending your
university. For each statement, Please show the extent to which you believe your university has
demonstrated the feature described .
5- Strongly Agree= almost always possesses the feature listed
4- Agree= Often possesses the feature
3- Neither Agree nor Disagree= Sometimes will and sometimes will not possess this feature
2-Disagree= Seldom possesses the feature
1- Strongly Disagree= almost never possesses this feature
D/K- Don't know or no experience with service
Strongly
Agree

Strongly
Disagree

Don't
Know

------------~----------------------w~--------------------------------------------------------------------------------

P 1. Department faculty and staff show a willingness
to have students

5

4

3

2

1

D/K

P2. Business and support staff resolve students'
problems in an equitable manner

5

4

3

2

1

D/K

P3. Advisor and I or chair of committee provides
adequate guidance to ensure meeting program
requirements

5

4

3

2

1

D/K

P4. University personnel are believable, trustworthy,
and honest

5

4

3

2

1

D/K

P5. Faculty gives individual attention to students
when necessary

5

4

3

2

1

D/K

P6. University personnel are consistently courteous

5

4

3

2

1

D/K

5

4

3

2

1

D/K

P8. Admission requirements are clearly stated and well
documented in the graduate catalog

5

4

3

2

1

D/K

P9. Department staff show a sincere interest in students

5

4

3

2

1

D/K

PlO. Department course scheduling reflects the needs of
students

5

4

3

2

1

D/K

P 11. University personnel deal with students in a
caring fashion

5

4

3

2

1

D/K

P7. Department faculty and sttlff respond in a timely
manner to questions and requests

(Experiences continued)
Strongly
Agree

Strongly
Disagree

Don't
Know

--------------------------------------------------------------------------------------------------------------------Pl2. Department faculty and staff have the best interest
of students at heart

5

4

3

2

l

D/K

P 13. Department faculty and staff are knowledgeable
when asked questions about program requirements
by students

s

4

3

2

1

D/K

P14. University possesses modern facilities and
equipment (buildings, classrooms, fixtures)

5

4

3

2

1

D/K

P 15. Required paper work that flows to Department/
Grad School/ Grad Office is handled efficiently
and in a timely manner

5

4

3

2

1

D/K

Pl6. Materials associated with the university
(catalogs, brochures, etc.) are usually appealing

5

4

3

2

1

D/K

Pl 7. University possesses up-to-date technology
(computer hardware and software )

5

4

3

2

1

D/K

Pl8. University computers are accessible and available
for students' use at convenient hours

5

4

3

2

1

D/K

Pl 9. University campus is clean and visually appealing

5

4

3

2

1

D/K

P20. University campus is safe and secured

5

4

3

2

1

D/K

P21. University libraries have convenient hours

5

4

3

2

1

D/K

P22. Business and support facilities (library, Registrar
5
Office, bookstore, etc.) provide services as promised

4

3

2

1

D/K
D/K

P23. Services are provided as promised by a Financial
Aid Office

5

4

3

2

1

P24.University records are maintained error-free

5

4

3

2

1 D/K

P25. Services associated with the registration process
are handled in an efficient and effective manner

5

4

3

2

1

D/K

P26. Services associated with the admission process
are handled in an efficient and effective manner

5

4

3

2

1

D/K

'

Overall Evaluation:
Strongly
Agree

02. I am satisfied with the services provided by

Strongly
Disagree

5

4

3

2

1

5

4

3

2

1

5

4

3

2

1

5

4

3

2

1

my department faculty and staff at my university

03. I am satisfied with the services provided by
the business and support staff at my university

04. Overall, I am satisfied with the services my
university has provided to me

05. Based on services, I would recommend my
University to others

~\\J ERS/1)~

Personal Data

All information you provide will be kept strictly confidential. Please circle the
appropriate choice or fill in the blanks.
1. Gender

Male

Female

2. Age category

21 - 25

26 - 30

31-35
3. Working experience

*
4. Occupation

_ less than 1 year

_ 1to5 years

_ 6 to 10 years

_ Over 10 years

_No experience
Full time student
_Self employed
Government office

5. Income per month

36 and over

_ 1,000 Tk - 5,000 Tk
_ 10,000 Tk-15,000 Tk

Part time student
Private office
Others
5,000 Tk - 10,000 Tk
_ Over 15,000 Tk

