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Abstract: Home delivery service has increasingly viewed as one of the important supply chain components
within food and beverage industry. Hence, this study aims to establish a practical guideline on the development
of service quality specification for new home delivery service or HDS. In conjunction with this, the study
develops a home delivery service quality conceptual framework that outlines 5 important stages on the
development of service cuality specification for a new HDS. Firstly, the framework adapts SERVQUAL
dimensions model and align the dimensions with HDS setting with the ultimate aim to form a set of service
quality dimensions for the new HDS or namely HDS dimensions. At the second stage, the HDS dumensions are
subsequently transformed into a questionnaire to assess the customers” expectation level on each of the HDS
dimension prior to the commencement of HDS. The assessment result of customer expectation is next used in
the third stage as the main input to outline the preliminary set of HDS service quality specification.
Subsequently, at post implementation stage of HDS or stage four, the service quality conceptual framework
suggests an assessment of perceived customer satisfaction level based on the same set of HDS dimensions
used in stage 2. At the final stage, comparison of customer expectation level and customer satisfaction level
on each HDS dimension is made with the objective to identify HDS service quality improvement opportunities.
The HDS service quality conceptual framework proposed m this study carries a value for further validation.

Hence, the continuation for this paper is to validate the framework via field work.
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INTRODUCTION

Consumers packaged food and beverage industrials
are increasingly facing stiff competition despite of
rising in consumers demand. To sustain and maintain
competitive advantage within food and beverage sector,
stakeholders of food and beverage manufacturers,
retailers and food service providers are continuously
looking for improvement opportunity on service quality
(Palmer, 2001) such as exploring new mnovation m term of
brand building, mgredient reformulation, new product
development, manufacturing and packaging enhancement
as well as supply chain innovation.

Within the context of supply chain innovation, due
to the change of consumers’ lifestyles, home delivery
service has increasingly viewed as one of the important
component for supply chain within food and beverage
sector (Johns and Howard, 1998). Indeed, home delivery
service has become the basic service that shall be
provided by food and beverage service providers
order for the service providers to stay competitive
(Lovelock and Wright, 2002; Zeithaml et al, 1993
Fecikova, 2004).

Based on the survey conducted by Euromonitor
International (2012), the growmg of workforce and the
rising of living standard m Malaysia had led to the
increase of demand on food and beverage home delivery
services. Consumers in Malaysia are now looking for the
most convenient way to dine where food and beverage
home delivery service 1s gradually adapted by Malaysian
as one of the preferred choice. As such, service quality of
home delivery service provided by food and beverage
industries has increasingly regarded by food and
beverage service providers as one of the important
elements in order to maintain competitive advantage.

Research background: This study, 18 part of
collaboration research with one of the fastest growing
food and beverage service provider that operating bases
on franchising concept in Malaysia. The company under
study is founded in 1997. The company has evolved as
one of the fastest growing lifestyle cakes and café chain
and it is well-known with its extensive range of fine
quality food and beverage. At this moment, there are >200
outlets operating in Malaysia bases on franchising
concept. Home delivery service 1s part of supply chain
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strategy for the company under study, however the
service is vet to implement across all outlets within
Malaysia.

In line with the company’s operational concept of
personalized full-service dining experience for customers,
the company plans to expand the home delivery services
across all outlets located m Johor state by end of year
2015. In conjunction with this, a collaboration project with
the company is formed with the main objective to develop
a service quality specification for the new Home Delivery
Service (HDS). As such 3 Research Objectives (RO) have
been developed for the collaboration research:

*+ RO 1: to identify customers’ expectation on the new
home delivery service at pre-implementation stage

* RO 2: to assess the customers’ perception on service
quality of the new home delivery service at post
implementation stage

* RO 3: to propose mmprovement opportumities on
service quality for the new home delivery service

Literature review

Service quality: Study on the principles of service
marketing by Palmer (2001) reveals that in order to sustain
competitive advantage within service industries, one of
the important sources of distinctive competence is
customer service quality. Service 1s defined as an
mtangible nature take place during the mteractions
between customers and service providers (Shahin, 2006).
While service quality is the extent which how a service
meets the customers’ needs and expectations (Lewis and
Booms, 1983). The basic definition of service quality
could be defined as comparison made by customers
between the qualities of service that customer desire to
receive versus quality of service that the customer
received (Kumar, 2011).

Service quality dimension for hds: Delivering high quality
service to maintain customer satisfaction 1s key element
toward orgamzational success. Study done by prior
researchers revealed that there are different approaches or
methods used for measuring service quality and there is
little consensus of opinion and much disagreement about
how to measure service quality.

Numerous models had been developed by prior
researchers quality,
SERVQUAL service quality model developed by
Parasuram et al. (1988), Bankserv developed by Akiran
1994, Systra-SQ developed by Aldlaigan and Buttle
(2002), Sstqual developed by Lin and Hsieh (2011) and the
sunplified Servqual Model, namely RATER suggested by
Parasuraman et al. (1990).

to measure service such as

Servqual service quality model developed by
(1984), Lewis (1983) and
Parasuraman et ai. (1985) 1s the most common model used
by prior researchers to compare customer expectations
before a service is encountered and the perceptions
toward the actual service that delivered. To measure a
consumer perception of service quality, Servqual
Model can be wused as a predominant method
(Van Iwaarden et al., 2003).

Amass study conducted by Gronroos (1984),
Lewis and Booms (1983), Parasuraman ef al. (1985),
Van Iwaarden et al. (2003) and Shahlin and Janatyan
(2011), there are ten important service quality dimensions
outlined by SERVQUAL service quality models which
are service reliability; service responsiveness, empathy
{(or knowing customer), tangibility, competence of service;
courtesy; communication; service Security, credibility and
service accessibility.

However, by taking into consideration the company
under study 1s a well-known food and beverage service
provider with high reputation, “credibility” which implies
the reputation of service provider is excluded from this
study. In addition, “service accessibility” which refers to
the approachability of service 1s also omitted from this
study due to the nature of home delivery services.
Furthermore, competence of service, cowrtesy and
commurication are grouped as service assurance. As the
result, the study focuses on 6 important service quality
dimension s for home delivery service which are service
reliability, service responsiveness, service empathy,
service tangibility, service assurance and service security.

Gronroos and Booms

Service reliability: Service reliability is one of an
important construct for service quality outline by
SERVQUAL service quality model. According to
Roslan et al. (2015), service reliability 15 an element
on how the service is performed dependably and
consistently. Moreover, service reliability shows how a
promised service 1s bemg performed m a way of
responsible manner mstead of being careless (An and
Noh, 2009). Within the context of food and beverage
sector, Giritlioglu et al. (2014) propose that service
reliability refers to the capability of service provider to
serve the customer’s order within promised time, expected
cost and on the desired expectation of food quality.

Service responsiveness: Service IeSpPONSIVENess
denotes to the readiness and willingness or to what extent
the service staff are prepared to deliver the service.
Abdullah et al. (2011) suggest that service workers need
to show the behavior which 1s politeness, cheerfulness
and friendliness in delivering the service as to buld
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confidence among customers to prove that they are ready
to help the customers. Purcarea et al. (2013) suggests that
managers should emphasize on the recruitment of the staff
based on the ability and provide continuous training for
the staff to raise the responsiveness for better service

quality.

Service empathy: According to Kueh and Voon (2007),
service providers have to show the empathy which
involves caring and personalized
understanding the customers’ needs when delivering a
service. Suki (2014) reveals that empathy shown by a
company will make customers feel valued and special.
This will subsequently give a positive impact on how the
customers evaluate the quality of service. Cheng et al.
(2012) suggest that in order to have a high quality of
service, an empathic service provider should sensitive to
the needs and wants of customers instead of just relying
on the procedures. Employee empathy as a critical aspect
m food and beverage service, employees must give
priority on customers’ needs and make sure that they use
their personal initiative in fulfilling specific requirements
by the customers (Gintlioglu et ai., 2014).

attention  in

Service tangibility: Service tangibility refers to the
physical aspects of the service such as the physical
facilities, appearance of personnel, tools and equipment
that 1s used to provide the service. Sureshchandar ef al.
(2002) reveal that service is an intangibility nature as a
result, customers will use the tangible physical evidence
to form their expectations. Furthermore, it 1s suggested
that service tangibility 1s related to the extemal physical
attributes which include the facilities of a service
company, namely machinery, signage as well as the
communication materials (Bahia and Nantel, 2000, Bitner,
1992: Suki, 2014; Parasuraman et al., 1988).

Service assurance: Service assurance consists of service
competency, courtesy and commumnication Service
assurance reflects the service providers’ knowledge and
cowtesy. An excellent service assurance means the
service provider is delivering trust and confidence to
the customer in parallel with the delivery of service
(Roslan er al., 2015). In addition, study conducted by
Akan (1995) suggested that service assurance which
combining the communication, competence of service and
courtesy are the most important attributes influencing the
service quality perception. As service assurance is vital
in the service industries, Curry and Sinclair (2002)
suggested service providers need to emphasize on
employee training in related to commumication skill and
courtesy.

Service security: Security is the manner of physical
safety and financial security that service provider needs
to ensure throughout the service process. Tt enables
customers to feel secured, free of denger and risk and
doubtless to enjoy the services confidently and without
worries. Szymanski and Hise (2000) found that customers’
perceptions of online security played an important role in
their satisfaction and purchasing intentions. Throughout
the online booking process, the security is involved on
the transactions safety and customer personal privacy.
The security i1ssue may take places during the home
delivery online ordering system requires the personal and
confidential mformation of customers such as the email
address, home address, contact number, full name and
even credit card info for payments. Hence, it is a
responsibility from service providers to ensure the
details free from being exposed and
protect customers’ safety during the online ordering
process.

customers’

Gaps in service quality: From holistic point of view,
service quality is a comparison of expectations and
perceptions of service quality dimensions (Gefen, 2000).
The existence of negative gap between expectation and
perceptions (example, the perceived quality is less than
expectations) reflects an indication of customer
dissatisfaction. While a positive gap represents customer
expectation 1s fulfilled. Hence, on top of assessing
customer’s expectation and perception level on HDS
service quality dimension, the process of identifying
potential gaps between expectation and perceptions 1s
crucial for the purpose of identifying potential service
quality improvement.

There are 7 potential discrepancies or gaps of service
quality identified by prior researchers (Parasuraman ef af.,
1985; Curry, 1999, Luk and Layton, 2002, Shahin and
Samea, 2010), namely the model of seven major gaps in

service quality (Fig. 1).

Gap 1 (gap between customers’ expectations versus
management perceptions): Gap 1 refers to the difference
between expectation and management
perception in regard with customers’ expectation (Ivana
Blesic et al., 2011). The presence of gap 1 reflects that
there 18 lack of understanding on customer expectation by
the management of service providers, or misinterpretation
of customers’ demands. Study done by Arash (2010)
suggested that ineffective upward communication and
insufficient marleeting research are the main reasons

customers’

toward the existence of gap 1.
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Fig. 1: Model of service quality gaps (Parasuraman et al., 1985; Curry, 1999; Luk and Layton, 2002)

Gap 2 (gap between management perceptions versus
service specifications): According to Arash (2010), the
differences between the management’ perceptions on
customers’ expectation versus the service quality
specification could be caused by madequate service
quality specification or mis-interpretation of customer
expectation by the management. The finding is also
supported by Rosene (2003) who suggested that that the
presence of gap 2 reflects there 18 incorrect translation of
customers’ expectation into service requirements, rules
and guidelines. As the result, it could end up with
mis-perception of customer expectation (Kasper et al.,
1999),

Gap 3 (gap between service specifications versus service
delivery): Ivana define gap 3 as the difference of service
quality standard that has been defined and how the
service has actually been delivered. According to Rosene
(2003), the existence of gap 3 could be due to the poor
attitude and performance of service front-line staffs, 1.e.,
the staffs did not perform the duty according to the rules
and guideline. Tn addition, a mis interpretation of service
specification by front line service staffs could also lead to
variation of gap 3 (Rosene, 2003).

Gap 4 (gap between service deliveries versus external
communication): Rosene (2003) suggests that if the
service delivered by service provider to customer does
not meet the promises made by service provider to

customers (which are defined as the external
communication), it will end up with phenomena of gap 4.
According to Urban (2009), to prevent the occurrence of
gap 4, service providers should ensure mformation
channels through marketing and advertising activities
within service scope and capability as well as it is realistic
and accurate in order to avoid overpromised to customers.

Gap 5 (gap between customer expectations and their
perceptions of the service delivered): Gap 5 refers to a
mismatch between customer expectation and customer
perception which as a result of the influences exerted from
the customer and the shortfalls on the part of service
provider. The influences exerted from customers can be
personal needs, words of mouth recommendation and
past service experience (Arash, 2010). Arash (2010) define
gap 5 as “expected service-perceived service gap: which
reflects the discrepancy between the expectations of
customers and their perceptions of the service delivered.

Gap 6 (gap between customer expectations and employees
perception): Gap 6 represents the variation of customers’
expectation and the employees’ perception of the
customers” expectation (Arash, 2010). Arash (2010) also
suggest that customers” expectations embrace throughout
the service chain, hence front line staffs of service
provider should pay attention throughout the entire
service process in order to secure high customers’
satisfaction.
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Fig. 2: Home delivery service quality conceptual frameworlk

Gap 7 (gap between employee’s perceptions and
management perceptions): Gap 7 reflects the discrepancy
of understanding in term of customer expectation between
front line staffs of service provider and the management
team of service provider (Arash, 2010). The discrepancy
could be driven by wunclear service specification or mis
communication between front line staffs and management
team.

This research focuses on addressing gap 5 which
involve studying of the inter-gap among customers’
expectation and customers” perception in regard with the
new home delivery service. The aium of service quality
mnprovement 1s to reduce the negative gap between
customers’ expectation and perceptions (e, the
perceived quality is less than expectations) with the
ultimate objective to create a surplus scenario where
service quality perceived by customer is higher than
expectations.

On top of the study of customers’ expectation and
customers’ perception, the study also aims to explore the
process of developing service quality specification.
Hence, the study will also partially address gap 1, 2, 3, 6
and 7 from the context of customer expectation, customer
perception and service quality specifications.

Conceptual framework: The conceptual framework for
this proposed collaboration research is developed based
on SERVQUATL Model with focus on addressing gap 5 of
model of service quality gaps, i.e., the discrepancy or gap
between customers’ expectations on quality of service
that offering versus customers’ perceptions of the service
delivered (Fig. 2).

As refer to Fig. 2 the HDS service quality conceptual
framework adapts SERVQUAL models as the dimensions
to measure both customers’ expectation and perception of
new service. The framework 15 developed bases on the
concept that improvement opportunity on service quality
could be assess via comparison and identification of
discrepancy or gap between customers” expectations on

quality of the service that service provider shall offering,
versus the perceptions of service quality that the
customers received. As such, under the circumstance of
new services, it is important for the service provider to
identify customers’ expectation prior to the launching of
new services. The expectations of customers should be
translated nto service quality specification with clear and
specific objective. In addition, the framework suggests
that customer perception on services quality should be
measured post commencement of service with the
objective to identify improvement opportunity.

The proposed HDS service quality conceptual
framework identifies customer expectation on the new
home delivery service prior to the commencement of the
service. The set of identified customer expectation will
ultimately use by the company to outline a preliminary set
of home delivery service specification. Subsequently, at
post implementation stage, the collaboration research
aims to assess the perceived customer satisfaction level,
follows by suggestion for service quality improvement.
In summary, the proposed HDS service quality conceptual
framework reflects 5 main processes which are:

*» Process 1 to identify of HDS service quality
dimension (step 1 m Fig. 2)

»  Process 2 to assess of customers” expectation base
on HDS dimension prior to the commencement of
HDS (step 2)

¢ Process 3 to development a preliminary HDS service
quality specification base on customers’ expectation
(step 3)

» Process 4 to assess the perceived customer
satisfaction level post launching of the HDS (step 4)

¢  Process 5 to identify service quality improvement
opportunity (step 5)

Process 1-3 address research objective 1 while
research objectives 2 and 3 are addressed by process 4
and 5, respectively.
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MATERIALS AND METHODS

The research design for this study is based on
SERVQUAL Model with the focus on the new home
delivery service. The research design starts with the
formulation of research questions, followed by the
definition of research objectives. Subsequently,
theoretical and conceptual framework are derived
from SERVQUAIL dimension. The following sections
discuss the research instrument and sampling plan for
process 2 and 4 as well as analytical tools for
process 2-5.

RESULTS AND DISCUSSION

Research instrument: The main research tool used i the
study 1s quantitative tool through quantitative survey
questionnaires. A questiormaire will be formulated based
on the SERVQUAL 6 dimensions 3 which are service
reliability, service responsiveness, service empathy,
service tangibility, service assurance and service security.
Tosave tume for the respondent, the questionnaire will be
design m a table format and the selection of answers
mvolves circling the rating provided. Respondents are
asked to rate SERVQUAIL dimension based on 5 point
scale of 1 “strongly disagree’ or 5 ‘strongly agree’.

Population and sampling plan: The population of this
study will be the customers who visit the five outlets
located within Skudai area, Johor, Malayisa. Whereas the
sample will be focused on the customers who visit two of
the Secret Recipe outlets that located at Taman Setia
Tropika and Plaza Angsana, Johor Bahru. Based on the
table of Sample Size developed by Krejcie and Morgan’s
(1970), the minmimum targeted respondents is number of
260 in order to appropriately represent the number of
population quoted by the company under study.

Analysis tool: Statistical Process for Social Science
(SPSS) will be used as the main tool for the quantitative
data analysis. The raw data will first be keyed to SPSS
data editor and subsequently coded and “cleaned” for
further analysis. Analysis tools such as reliability test,
descriptive analysis in term of means and standard
deviation will be used to assess customers’ expectation
and perception level as well as to identify potential
Service UNprovement opportumty.

CONCLUSION

Operational activities should focuses on important
aspect with clear target and specification. The study
presents a practical guideline for service providers on the
development process of service quality specification
for home delivery service. Furthermore, the study also

outlines a step by step process on identification of
service quality improvement opportunity — post
commencement of new home delivery service. The HDS
service quality conceptual framework proposed in this
paper carries a value for further validation. Hence, the
continuation for this paper is to validate the framework via
field work.

ACKNOWLEDGEMENT

Researchers wish to acknowledge the Malaysian
Ministry of Higher Education and Universiti Teknologi
Malaysia under the Research Grant (Vote No. 09HE7) for
sponsoring this publication.

REFERENCES

Abdullah, F., R. Suhaimi, G. Saban and J. Hamali, 2011.
Bank Service Quality (B3Q) index: An indicator of
service performance. Int. J. Qual. Reliab. Manage.,
28: 542-555.

Akan, P., 1995, Dimensions of service quality: A study in
Istanbul. Managing Serv. Qual., 5: 39-43.

Alkiran, N.K., 1994, Developing an instrument to measure
service quality in branch banking. Tnt. T. Bank
Market., 12: 10-18.

Aldlaigan, A H. and F.A. Buttle, 2002, SYSTRA-3Q: A
new measure of bank service quality. Int. J. Serv. Ind.
Manage., 13: 362-381.

An, M. and Y. Noh, 2009. Airline customer satisfaction
and loyalty: Tmpact of in-flight service quality. Serv.
Bus., 3: 293-307,

Arash, 3., 2010. SERVQUAL and model of service quality
gaps: A framework for determining and prioritizing
critical factors m delivering quality services.
Department of Management, University of Isfahan,
Tran, pp:  1-10.  http/rwww. proserv.nw/b/Docs/
Servqual. pdf.

Bahia, K. and J. Nantel, 2000. A reliable and valid
measurement scale for the perceived service quality
of banks. Int. J. Bank Marketing, 18: 84-91.

Bitner, M.T., 1992, Servicescapes: The impact of physical
surroundings on customers and employees. T
Market., 56: 57-71.

Blesic, 1., A. Ivkov-Dzigurski, A. Dragin, L. Ivanovic and
M. Pantelic, 2011. Application of gap model m
the researches of hotel services quality. Turizam,
15: 40-52.

Cheng, C.C., C.T. Chen, F.S. Hsu and H.Y. Hu, 2012.
Enhancing service quality improvement strategies
of fine-dimng restaurants: New msights from
mtegrating a two-phase decision-making model of
TPGA and DEMATEL analysis. Int. T. Hosp. Manage.,
31:1155-1166.

3660



Int. Business Manage., 10 (16): 3655-3661, 2016

Curry, A. and E. Sinclair, 2002. Assessing the quality of
physiotherapy services using servqual. Int. J. Health
Care Qual. Assurance, 15: 197-205.

Curry, A., 1999. Innovation m public service management.
Managing Serv. Qual., 9: 180-190.

Euromonitor International, 2012. Consumer foodservice in
Malaysia.  http://www . euromomtor.com/consumer-
foodservice-in-malaysia/report.

Fecikova, 1., 2004. An index method for measurement of
customer satisfaction. TQM Mag., 16: 57-66.

Gefen, D., 2000. E-commerce: The role of familiarity and
trust. Omega, 28: 725-737.

Giritlioglu, I., E. Jones and C. Aveikurt, 201 4. Measuring
food and beverage service quality in spa hotels: A
case study m Balikesir, Tukey. Int. J. Contemp.
Hosp. Manage., 26: 183-204.

Gronroos, C., 1984, A service quality model and its
marketing implications. Eur. J. Market., 18: 36-44.

Jolms, N. and A. Howard, 1998. Customer expectations
versus perceptions of service performance m the
foodservice industry. Int. I. Serv. Ind. Manage.,
9: 248-265.

Kasper, H., P. van Helsdingen and W. de Vaies, 1999.
Services Marketing Management an Intemational
Perspective. John Wiley and Sons, Chichester.

Kueh, K. and B.H. Voon, 2007. Culture and service
quality expectations: Evidence from Generation Y
consumers in Malaysia. Managing Serv. Qual.: Int. I,
17 656-680.

Kumar, P.K.S., 2011. User satisfaction and service quality
of the university libraries m Kerala. Int. I. Inform.
Dissemination Technol., 2: 24-30.

Lewis, R.C. and BH. Booms, 1983. The Marketing
Aspects of Service Quality. In  Emerging
Perspectives on Service Marketing, Berry, L.,
(. Shostack and G. Upah (Eds.). Amenican Marketing,
Chicago, TL.., pp: 99-107.

Lin, J.5.C. and P.L.. Hsieh, 2011. Assessing the self-service
technology encounters: Development and validation
of SSTQUAL scale. J. Retailing, 87: 194-206.

Lovelock, C.H. and I.. Wright, 2002. Principles of Service
Marlketing and Management. 2nd Edn., Prentice Hall
Inc., New Jersey, ISBN-10: 0130404675, Pages: 436.

Luk, S.T. and R. Layton, 2002. Perception gaps in
customer expectations: Managers versus service
providers and customers. Serv. Ind. T., 22: 109-128.

Palmer, A., 2001. Principles of Services Marketing. 3rd
Edn., McGraw-Hill, New York, USA., ISBN-13:
9780077097486, Pages: 516.

Parasuraman, A., .. Leonard, Berry And V.A. Zeithaml,
1990. Gudelines for conducting service quality
research. Market. Res., 24: 34-44.

Parasuraman, A., V.A. Zeithaml and L. .I.. Berry, 1985. A
conceptual model of service quality and its
mplications for future research. J. Market., 49: 41-50.

Parasuraman, A., V.A. Zeithaml and L.L. Berry, 1988.
Servqual: A multiple item scale for measuring
consumer perceptions of service quality. . Retailing,
64: 12-40.

Purcarea, V.L., LR. Gheorghe and C.M. Petrescu, 2013.
The assessment of perceived service quality of
public health care services in Romania using
the SERVQUAL scale. Procedia Econ Finance,
6: 573-585.

Rosene, F., 2003. Complacency and service quality: An
overlooked condition in the GAP model. T. Retailing
Consum. Serv., 10: 51-55.

Roslan, N.AA.,, E. Wahab and N.H. Abdullal, 2015.
Service quality: A case study of logistics sector in
Iskandar Malaysia using SERVQUAL model
Procedia-Social Behav. Sci., 172: 457-462.

Shahin, A. and M. Samea, 2010. Developing the models of
service quality gaps: A critical discussion. Bus.
Manage. Strategy, 1: 1-11.

Shahin, A. and N. Janatyan, 2011. Estimation of customer
dissatisfaction based on service quality gaps by
correlation and regression analysis in a travel
agency. Int. J. Bus. Manage., 6: 99-108.

Shahin, A., 2006. SERVQUAL and Model of Service
Quality Gaps: A Framework for Determining and
Prioritizing Critical Factors in Delivering Quality
Services. In: Service Quality: An Introduction, Partha
Sarathy, V. (Ed.). ICFAI University Press, Andhra
Pradesh, India, ISBN-10: 8131403386, pp: 117-131.

Suki, N.M., 2014. Passenger satisfaction with airline
service quality m Malaysia: A structural equation
modeling approach. Res. Transp. Bus. Manage.,
10: 26-32.

Sureshchandar, G.5, €. Rajendran and RN.
Anantharaman, 2002, The relationship between
service quality and customer satisfaction-a factor
specific approach. . Serv. Market., 16: 363-379.

Szymanski, D.M. and R.T. Hise, 2000. E-satisfaction: An
initial examination. J. Retail., 76: 309-322.

Urban, W., 2009. Service quality gaps and their role in
service enterprises development. Technol. Econ.
Dev. Econ., 15: 631-645.

Van Iwaarden, T., T. van der Wiele, L. Ball and R. Millen,
2003. Applying SERVQUAL to web sites: An
exploratory study. Int. J. Qual. Relability Manage.,
20: 919-935.

Zeithaml, V.A., L.L. Berry and A. Parasuraman, 1993. The
nature and determinants of customer expectations of
service. J. Acad. Market. Sc1., 21: 1-12.

3661



	3655-3661 - Copy_Page_1
	3655-3661 - Copy_Page_2
	3655-3661 - Copy_Page_3
	3655-3661 - Copy_Page_4
	3655-3661 - Copy_Page_5
	3655-3661 - Copy_Page_6
	3655-3661 - Copy_Page_7

