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Abstract
The main purpose of the study is to identify the antecedents and consequences of vehicle loan service
quality in Salem Districts. The scope of the study is confined only to the customers who have obtained
vehicles loan from both public and private sector banks in Salem district. The researchers adopted
convenience sampling method for collecting data from the respondents.This study was conducted from the
period of October 2019 to December 2019. The researchers adopted questionnaire method for collecting
data from respondents. This study identified ten dimensions of vehicle loan service quality. They
are:caring, competency, speed of service, tangibility, reliability, empathy, responsiveness, convenience,
trust and accuracy. Out of the identified dimensions, this study found thatcompetency, speed of service,
tangibility, reliability, empathy, responsiveness, trust and accuracyhave significant impact on the outcome
variable i.e. customer satisfaction.The model developed by the researchers in the study can assist the
bank officials to allocate their scarce resources effectively in order to improve the bank services.
Keywords: Vehicle Loan, Service Quality, Tangibility, Convenience, and Accuracy.

1. INTRODUCTION:
Service quality plays an important role in attracting and retaining customers. In the changing business
situation Banks were using service quality as a Tool for retaining customers. This has been viewed as a
strategic requirement in highly competitive business environment(Parasuraman et al., 1985, Zeithmal et
al., 1990). In addition, building strong customer relationships constitutes a competitive advantage (Mc
kenna, 1991) by means of greater sales volumes, secured repeat sales, lower marketing expenses, better
operating efficiencies, positive word-of-mouth, lower costs per transaction and customer loyalty (Beatty
et al, 1996). For increasing market share and profits, organizations deliver superior service
quality(Buzzell and Gale, 1987). Edvardsson (1998) stated that the customer’s overall perception of the
service has its basis on his/her perception of the service provided and how it was provided. To stay ahead
in the business, superior service quality is a major determinant and acts as an order winner in the
marketplace (Singh and Sushil, 2013). Furthermore, Research studies show that superior service quality
increases customer satisfaction, improves customer retention, enlarged market share, increases return on
investment, enhances profitability and facilitates the establishment of a sustainable competitive advantage
(Han etal,2008;Gagnon and Roh,2008;Wilkins et al.,2010). Service quality is critically important in
providing a competitive advantage to a company , as it is impacting on several factors such as customer
satisfaction (Amin et al.,2013), Loyalty(Kim et al.,2013;Prentice 2013)intentions(Hooper et al.,
2013;Srivastava and Sharma,2013), and value perceptions (Wu,2013). Customer perception of service
quality is emphasized as a key to customer satisfaction, customer retention and profitability (Cronin and
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Taylor, 1992; Lassar et al., 2000).Liberalization and globalization have changed the competitive
landscape in the service sector the banking sector is not an exception. Interbank competition has
intensified (Gan et al., 2006) and banks have adopted their marketing to this reality ( Tsoukatos and
Mastrojianni, 2010.
2. LITERATURE REVIEW:
Service quality has been a topic of particular interest among many business researchers from USA,
Europe and other developed countries for over 30 years (Saaer et al., 1978; Gronroos, 1982;Lehtinen and
Lehtinen, 1982; Buttle, 1996, Dabholkar et al., 1996). Researchers have established different definition of
service quality. However, they agreed that service quality should be assessed by using customer
perspective (Leblanc and Nguyen 1997; Nagata et al., 2004). Service quality is the customer’s judgement
about on overall excellence or superiority (Zeithaml, 1998). The parasuraman et al., (1988) proposed that
five service quality dimensions: tangibles, reliability, empathy, responsiveness and assurance to measure
the gap between service quality expectation and perceptions. The SERVQUAL scale has been widely used
to study service quality in different service industries(For example Parasuraman et
al.,1988,Carman,1990;Finn and lamb,1991;Bolton and Drew,1991;Babakus and Mangold,1992;Dotchin
and Oakland,1994;Chao et al.,2007;Cui et al.,2003). Several studies examine the importance of various
service quality on retention of current customers.(Fornell and Wernerfelt,1987; Rust and Zahorik,1993;
Gerson,1998; Oliver,1999; Clark,2002; Jones and Farquhar,2003, Aldlaigan and Buttle,2005; Chen and
Chang,2006) and profitability (Rust et al.,1995;Zeithaml,2000;Duncan and Elliott,2004;Lee and
Hwan,2005). Qin et al., (2010) revealed that reliability, responsiveness and tangibles are three important
attributes of service quality inthe fast food industry.
SERVQUAL is also widely used by researchers for measuring public land transport service quality (Erdil
and Yildiz, 2011; Chikwendu et al., 2012). Numerous studies revealed that one of the most prominent
determinant of loyalty is customer satisfaction. (Alves and Raposo,2010; Douglas et al.,2008; Ryu et
al.,2012;Helgesen and Nesset,2011) and corporate image (Alves and Raposo,2010; Arpan et al.,2003;Hu
et al.,2009). Customer loyalty is perceived as the main consequences of customer satisfaction. (Helgesen
and Nesset, 2011). Service quality is critically important in providing a competitive advantage to a
company as it is impact on several factors such as Customer satisfaction(Amin et al.,2013), Loyalty (Kim
et al.,2013; Prentice,2013), Intentions(Hooper et al.,2013; Srivastava and Sharma,2013) and Value
perceptions (Wu,2013). A study conducted by Boulding et al., (1993); Baker and Crompton, (2000);
Gonzalez et al., (2007); Choudhury (2013) founded that customers who are satisfied with a business
quality of service are more likely to choose that business again.
3. PROPOSED RESEARCH MODEL:
The model of the Study consists of ten predictor variables, namely caring, competency, speed of service,
tangibility, reliability, empathy, responsiveness, convenience, trustand accuracy which would affect
outcome variable i.e. customer satisfaction.
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4. OBJECTIVES OF THE STUDY:
This study is approached with the following objectives:
 To identify the important dimensions of vehicle loan service quality.
 To examine the impact of vehicle loan service quality dimensions on customer satisfaction.

5. RESEARCHMETHODOLOGY:
The scope of the study is confined only to the customers who have obtained vehicles loan from both
public and private sector banks in Salem district. Salem district has 12 taluk, namelyArthur, Edappadi,
Gangavalli, Mettur, Omalur, Salem, Salem south, Salem west, Sankagiri, Pethanaickenpalayam, Valapady,
Yercaud. The researchers selected 2 Public sector and private sector banks from each taluk to collect
data. The researchers adopted convenient sampling method for collecting data from the respondents.This
study was conducted for the period of October 2019 to December 2019 . The researchers adopted
questionnaire method for collecting data from respondents. The questionnaire for this study is divided
into three parts. A, B and C sections. Section A of the questionnaire contains questions on the
demographic profile such as theName of the respondents, Gender, Annual income, Occupation, Year of
association with banks and Type of account. Section B of the questionnaire solicits responses on the key
constructs of theresearch framework, namely caring, competence, speed of service, tangibility, reliability,
empathy, responsiveness, convenience, trust and Accuracy. Section C of the questionnaire contains
questions relating to customer satisfaction.Customer satisfaction was measured item scale developed by
(Cronin et al., 1992). Service quality was measured item scale developed by (Parasuraman et al., 1988).
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The sampling unit was customers who have obtainedvehicle loans from private and public sector banks
banks. A Questionnaire was distributed among the respondents waiting in the bank. A total of 200
questionnaireswere distributed to the respondents. A Total of 137 completed questionnaires was received
from the respondents. Therefore the response rate of the study is 68.5 percent. Before collecting data from
the respondents the researchers checkedthe content validity of the questionnaire.The researchers
examined the content validity by constituting a panel which consists of one expert from banking.
Furthermore, we conducted a pilot study using a group of 20 bank customers.
6. PROPOSED HYPOTHESIS:
H01:Caring will have no significant impact on customer satisfaction.
H02:Competency will have no significant impact on customer satisfaction.
H03: Speed of service will have no significant impact on customer satisfaction.
H04:Tangibility will have no significant impact on customer satisfaction.
H05:Reliability will have no significant impact on customer satisfaction.
H06:Empathy will have no significant impact on customer satisfaction.
H07:Responsiveness will have no significant impact on customer satisfaction.
H08:Convenience will have no significant impact on customer satisfaction.
H09:Trust will have no significant impact on customer satisfaction.
H010:
Accuracy
will
haveno
significant
impact
on
customer

satisfaction

7. DATA ANALYSIS:
7.1. DEMOGRAPHIC PROFILE OF THE RESPONDENTS:
Table No.1 - Demographic characteristics of the Respondents
S .No
Profile variables
Description
Percentage
Male
69
1
Gender
Female
31
2
Annual income

3
Occupation

4

Education
Qualification

5

Type of account

6

Age
of
Respondents

Below Rs.2 lakhs
Rs.2 to Rs.5 lakhs
Rs.5 to Rs.10 lakhs
Above Rs.10 lakhs

35
42
19
04

Businessman
Agriculture
Private Employment

54
12
34

Up to +12
Undergraduate
Postgraduate
Others
Current account
Savings account
Fixed Deposit
the Less than 30 Years
30 to 40 Years
40 to 50 Years
Above 50 Years

18
37
28
17
24
74
02
22
28
29
21

Table No.1 reveals the demographic profile of the respondent in which 69 percent of the respondents are
male and 31 percent are females. As depicted in Table No 1, 42 percent of the respondents earned 2 to 5
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Lakhs rupees as yearly income. In total, 54 percent of the respondents were Businessman, 37 percent of
the respondents had an undergraduate qualification.Only 74 percent of the respondents had a savings
bank account, 29 Percent of the Respondents falling under the age group of 40 to 50 years.
7.2Reliability Analysis
Cronbach alpha was used to test internal consistency of 38items for all dimensions which are caring,
competence, speed of service, tangibility, reliability, empathy, responsiveness, convenience, trust and
accuracy. The alpha value ranged from 0.710 to 0.719, indicating that the result of this study were
acceptable.The results of reliability analysis are exhibited in Table no.2.
Table No. 2 - Reliability Analysis
S.No VehicleLoan Service Quality dimensions No. of Items Cronbach Alpha
1
Caring
4
0.741
2
3
4
5
6
7
8
9
10

Competence
Speed of service
Tangibility
Reliability
Empathy
Responsiveness
Convenience
Trust
Accuracy

5
4
5
4
4
4
3
3
4

0.732
0.747
0.723
0.816
0.811
0.819
0.814
0.714
0.710

7.3 Results of Factor Analysis:
The Kaiser-Meyer-Olkin measure (KMO=0.712) and the Bartlett test of sphericity (1072.598) indicated
sample adequacy and appropriateness of factor analysis of the data. The results of the factor analysis are
exhibited in Table No. 3
Table 3 - Vehicle Loan Service quality dimensions
Cumulative
Vehicle Loan
No. of
Percentage of
Eigen
Percentage of
Sl.No.
Service Quality
Variables
Variance
Value
Variance
Factors
Included
Explained
Explained
Caring
4
1
6.394
19.988
19.988
2
3
4
5
6
7

Competence

4

Speed of service

4

Tangibility

4

Reliability

4

Empathy

4

Responsiveness

4
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2.044

6.386

26.375

1.905

5.952

32.326

1.596

4.987

37.314

1.498

4.682

41.995

1.445

4.514

46.509

1.302

4.069

50.578
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8
9
10

Convenience

3

Trust

3

Accuracy

4

1.239

3.871

54.449

1.152

3.359

58.048

1.086

3.393

61.441

KMO Measures of Sampling Adequacy 0.712

Bartlett’s Test for Sphercity 1072.598

Factor 1, which labeled as “caring”, was composed of four items and accounted for a 19.988 percent
variance explained.Factor 2 composed of four items that related to the “competence” dimensions of
service quality and accounted for 6.386 percentof thevariance. Factor 3, was a “speed of service” that
contained four items. It accounted for an additional 5.952 percent.Factor 4, which labeled as
“Tangibility”, was composed of four items and accounted for a 4.987percent variance explained. Factor 5
composed of four items that related to the “reliability” dimensions of service quality and accounted for
4.682 percentof thevariance.Factor 6, was a empathy factor that contained four items. It accounted for an
additional 4.514 percent.Factor 7, which labeled as “responsiveness”, was composed of four items and
accounted for 4.069 percentof thevariance explained. Factor 8 composed of three items that was related to
the “convenience” dimensions of service quality and accounted for 3.871 percent of the variance.Factor 9,
was a “trust” factor that contained three items. It accounted for an additional 3.359 percent.Factor 10,
which labeled as “accuracy”, was composed of four items and accounted fora 3.393 percent variance
explained.
7.4 Measurement Model:
Confirmatory Factor Analysis(CFA) was administered to confirm the uni-dimensionality of measurement
constructs obtained from exploratory factor analysis. The degree to which multiple methods of measuring
a factor provide the same result is called convergent validity (Churchill,1979; Spector,1992). Wixom and
Waston(2001) indicated that the acceptable value of convergent validity is 0.5 for all leadings of the item
and Kim et al., (2008) also stated that all items should load to only one factor with an eigenvalue greater
than 1. Convergent validity can be assessed by examining the factor loadings and squared multiple
correlations from the CFA. Following Hair et al., (1998) recommendations, factor loadings greater than
0.5 are considered to be very significant. All the items in the service quality dimension had significant
factor loadings greater than 0.5. Composite reliability indexes ranged from 0.7276 to 0.7012, which also
exceeds the 0.6 threshold necessary for measurement(Bagozzi and Yi, 1988;Fornell and Larcker,1981).
Therefore, all dimensions in the measurement model have adequate convergent validity. The
measurement model is shown in Table No.3.

1

Table No - 3 Validity of the
VehicleLoan
Range
of
Service Quality standardized factor
dimensions
Loading
Caring
0.7142-0.6172

2
3
4
5
6

Competence
Speed of service
Tangibility
Reliability
Empathy

S.No
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0.8216-0.6443
0.8314-0.6218
0.7418-0.6317
0.7463-0.6914
0.7416-0.6814

measurement model Constructs
Range of
Composite
t-statistics
reliability
5.3217*-2.7120

0.7242

Average
variance
Extracted
54.82

4.3618*-2.4916
4.273*-2.6141
4.8431*-2.7142*
4.6178*-2.6143
4.7214*-2.7243

0.7143
0.7014
0.7216
0.7213
0.7012

53.64
54.17
56.71
52.41
53.79
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7
Responsiveness 0.7618-0.6914
4.8341-2.6917*
0.7276
52.16
*
*
8
Convenience
0.7863-0.6743
4.9143 -2.4166
0.7268
53.71
9
Trust
0.7942-0.6842
4.8143*-2.7163*
0.7149
52.49
*
10
Accuracy
0.7614-0.6296
4.8196 -2.6732
0.7136
54.38
*
Significant at the percent level
Table No-4The Results confirmatory factor analysis for Goodness of fit
Criteria
Cut-off Value
Result
Conclusion
Reference
RESMA
<=0.08
0.074
Good
Hair et al.,2010
NFI
>=0.90
0.92
Good
Hair et al.,2010
NNFI
>=0.90
0.91
Good
Hair et al.,2010
CFI
>=0.90
0.93
Good
Hair et a.l,2010
IFI
>=0.90
0.92
Good
Hair et al.,2010
RFI
>=0.90
0.94
Good
Hair et al.,2010
7.5. Regression Analysis Results:
The effect of customer perceived vehicle loan service quality on customer satisfaction Table No: 5
Table 5 - Effect of customer perceived vehicle loan service quality to customer satisfaction
Co linearity
Standardised CoStatistics
Sl.No.
Independent Variables
t
sig
efficients
Tolerance
VIF
1
2

Constant

-

Caring
.068

2.027

.045

2.011

.285

.687

1.456

3

Competence

.131

2.011

.047

.647

1.546

4

Speed of service

.193

2.823

.006

.594

1.684

5

Tangibility

.210

3.005

.003

.567

1.765

6

Reliability

.128

2.025

.045

.690

1.449

7

Empathy

.132

2.182

.031

.761

1.315

8

Responsiveness

.124

2.030

.045

.740

1.350

9

Convenience

.076

1.318

.190

.830

1.205

10

Trust

.132

2.332

.022

.860

1.163

11

Accuracy

.155

2.538

,013

.748

1.336

R Square

.697

Adjusted R2

.660

F Statistics

25.114

Significance
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To study the influence of customer-perceived vehicle loan service quality on customer
satisfaction, multiple regression analysis was carried out. The factor scores of the ten service quality
factors obtained from the factor analysis (Caring, competency, speedof service, tangibility, reliability,
empathy, responsiveness, convenience, Trustand accuracy) represented the independent variables,
whereas customer satisfaction represented the dependent variable.
It is thus evident from the
2
adjusted R in 66.0percent.Table No.5, revealed that the model explains 69.7 percent of the variance in
customer satisfaction. The multiple regression model was found to be statistically significant (F=25.114).
The vehicle loan service quality, tangibility is the most important factor for influencing customer
satisfaction (β=210, t=3.005,<0.05) followed bySpeed of service,accuracy,empathy,Trust, competency,
tangibility, reliability, responsivenessare significant predictors of customer satisfaction.
.
7.6 Hypothesis Testing:
Multiple Regression were administrated to test the hypothesis.Table No.7 shows the result of the
hypothesis. 8 out of the ten hypotheses revealed a p value less than 0.5, while the remaining two
hypotheses were not significant at the 5 percent level.
Table No:7 Testing Of hypotheses
S.No
Hypothesis
Beta
Results
H01
Caring will have no significant impact on
Accepted
customer satisfaction.
.068

H02
H03
H04
H05
H06
H07
H08
H09
H10

Competency will have no significant impact on
customer satisfaction.
Bank service will have no significant impact on
customer satisfaction.
Tangibility will have no significant impact on
customer satisfaction.
Reliability will have no significant impact on
customer satisfaction.
Empathy will have no significant impact on
customer satisfaction.
Responsiveness will have no significant impact
on customer satisfaction.
Convenience will have no significant impact on
customer satisfaction.
Security will have no significant impact on
customer satisfaction.
Accuracy will have no significant impact on
customer satisfaction.

.132
.193
.210
.128
.132
.124
.076

Rejected
Rejected
Rejected
Rejected
Rejected
Rejected
Accepted

.132

Rejected

.155

Rejected

8. DISCUSSION:
A 38item scale has been developed to examine the vehicle loan bank service quality in Salem District,
Tamilnadu. The results show that vehicle loan service quality has been conceptualized and evaluated as a
ten factor consisting of caring, competence, speed of service, tangibility, reliability, empathy,
responsiveness, convenience, Trust and accuracy. The scale surpasses all the reliability and validity test.
The result of the study demonstrated that out of ten factors eight factors appear as highly influencing of
customer satisfaction. These are: Tangibility,Speed of service,accuracy,empathy,Trust, competency,
tangibility, reliability and responsiveness.. The study found that Tangibility is the most important
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dimension influencing among the vehicle loan customer: whereas Tangibles was counted as the least
important among five dimensions of service quality according to Zeithaml et al.,(1990).Regarding the
tangibles factor, it has been found that positively affect customer satisfaction which is in line with the
study carried out by numerous researchers (Levesque and MC Dougall, 1996; Jamal and Naser, 2002;
Sohail and Shaikh, 2008; Jamal and Anastasiadou, 2009; Hossain and Leo, 2009). However, some
researchers found that tangibles have no impact on customer satisfaction (Wakefield and Blodgett, 1999;
Oppewal and Vriens, 2000; Jones, 2004; Kheng et al., 2010; Ladhari et al., 2011).
9. MANAGERIAL IMPLICATIONS:
The findings of this study have a several practical implications for Bank managers. This study
found that Vehicle loan service quality positively influences customer satisfaction. The model developed
the researchers in the study can assist the bank officials to allocate their scarce resources effectively in
order to improve the bank services. Furthermore, periodic measurement of bank service quality could help
bank managers track changes over time.

References
1. Aldlaigan, A., &Buttle, F. (2005), “Beyond satisfaction: customer attachment to retail banks”,
International journal of bank marketing, Vol.23, No.4, pp.349-359.
2. Alves, H., &Raposo, M. (2010), “The influence of university image on student
behaviour”,International Journal of Educational Management, Vol.24, No.1,pp.73-85.
3. Amin, M., Yahya, Z., Ismayatim, W. F. A., Nasharuddin, S. Z., & Kassim, E. (2013), “Service
quality dimension and customer satisfaction: an empirical study in the Malaysian hotel industry”,
Services Marketing Quarterly, Vol 34, No.2, pp 115-125.
4. Arpan, L.M.,Raney,A. A.,&Zivnuska, S. (2003),“A cognitive approach to understanding
university image.Corporate Communications”,An International Journal,Vol.8, No.2, pp.97-113.
5. Babakus, E., &Mangold, W. G. (1992), “Adapting the SERVQUAL scale to hospital services: an
empirical investigation”,Health services research, Vol .26, No.6, pp.767.
6. Bagozzi, R. P., & Yi, Y. (1988), “On the evaluation of structural equation models”, Journal of the
academy of marketing science, Vol.16, No.1, pp.74-94.
7. Babin Dhas, D.,& Karthikeyan,P.(2015).Work-Life Balance Challenges and Solutions: Overview.
International Journal of Research in Humanities and Social Studies, 2(12),10-19.
8. Baker, D. A., & Crompton, J. L. (2000). Quality, satisfaction and behavioral intentions. Annals of
tourism research, Vol.27, No.3, pp.785-804.
9. Beatty, S. E., Mayer, M., Coleman, J. E., Reynolds, K. E., & Lee, J. (1996), “Customer- sales
associate retail relationships”, Journal of retailing, 72(3), pp 223-247.
10. Bolton, R. N., & Drew, J. H. (1991), “A multistage model of customers' assessments of service
quality and value”,Journal of consumer research, Vol.17(4), pp.375-384.
11. Boulding, W., Kalra, A., Staelin, R., &Zeithaml, V. A. (1993), “A dynamic process model of
service quality: from expectations to behavioral intentions”, Journal of marketing research,
Vol.30, No.1,pp. 7-27.
12. Buttle, F. (1996), “SERVQUAL: review, critique, research agenda”, European Journal of
Marketing, Vol. 30 No. 1, pp. 8-32.
13. Buzzell, R. D., & Gale, B. T. (1987). “The PIMS Principles”, The Free Press. New York, NY.
14. Carman, J. M. (1990), “Consumer Perceptions Of Service Quality: An Assessment of the
SERVQUAL dimensions”, Journal of retailing, Vol.66, No.1, pp.33.

ISSN: 2005-4238 IJAST
Copyright ⓒ 2020 SERSC

6659

International Journal of Advanced Science and Technology
Vol. 29, No. 9s, (2020), pp. 6651-6663

15. Chao, P., Fu, H. P., & Lu, I. Y. (2007), “Strengthening the quality–loyalty linkage: The role of
customer orientation and interpersonal relationship”,The Service Industries Journal, Vol.27, No.4,
pp.471-494.
16. Chen, C., & Chang, S. (2006), “Research on customer satisfaction: take the loan market of the
Taiwanese region as an example”, Journal of American Academy of Business, Vol.9, No.1,
pp.197-201.
17. D.Babin Dhas. (2015), A Report on the Importance of Work-Life Balance. International Journal
of Applied Engineering Research, 10(9), 21659-21665.
18. Chi Cui, C., Lewis, B. R., & Park, W. (2003), “Service quality measurement in the banking sector
in South Korea”,International Journal of Bank Marketing, Vol.21, No.4, pp.191-201.
19. Chikwendu, D. U., Ejem, E., &Ezenwa, A. (2012), “Evaluation of service quality of Nigerian
airline using SERVQUAL model”, Journal of Hospitality Management and tourism, Vol.3, No.6,
pp.117-125.
20. Choudhury, K. (2013), “Service quality and customers’ purchase intentions: an empirical study of
the Indian banking sector”, International Journal of Bank Marketing, Vol.31, No.7, pp.529-543.
21. Churchill Jr, G. A. (1979), “A paradigm for developing better measures of marketing constructs”,
Journal of marketing research, Vol.16, No.1,pp.64-73.
22. Clark, M. (2002), “The relationship between employees' perceptions of organizational climate and
customer retention rates in a major UK retail bank”, Journal of Strategic Marketing, Vol.10, No.2,
pp.93-113.
23. Cronin, J.J. Jr and Taylor, S.A. (1992), “Measuring service quality: a re-examination and
extension”, Journal of Marketing, Vol. 56, pp. 55-68.
24. Dabholkar, P., Thorpe, D.I. and Rentz, J.O. (1996), “A measure of service quality for retail stores:
scale development and validation”, Journal of the Academy of Marketing Science, Vol. 24 No. 1,
pp. 2-16.
25. Dotchin, J. A., & Oakland, J. S. (1994), “Total quality management in services: Part 3:
Distinguishing perceptions of service quality”, International Journal of Quality & Reliability
Management, Vol.11, No.4, pp.6-28.
26. Douglas, J., McClelland, R., & Davies, J. (2008), “The development of a conceptual model of
student satisfaction with their experience in higher education”,Quality Assurance in Education,
Vol.16, No.1, pp.19-35.
27. Duncan, E., & Elliott, G. (2004), “Efficiency, customer service and financial performance among
Australian financial institutions”,International Journal of bank marketing, Vol.22, No.5, pp.319342.
28. Edvardsson, B. (1998), “Service quality improvement”, Managing Service Quality: An
International Journal, Vol. 8, No.2, pp 142-149.
29. Erdil, S. T., &Yıldız, O. (2011), “Measuring service quality and a comparative analysis in the
passenger carriage of airline industry”, Procedia-Social and Behavioral Sciences,Vol. 24,
pp.1232-1242.
30. Finn, D. W. (1991), “An evaluation of the SERVQUAL scales in a retailing setting”,NAAdvances in Consumer Research, Vol. 18, pp.483-90.
31. Fornell, C., &Wernerfelt, B. (1987), “Defensive marketing strategy by customer complaint
management: a theoretical analysis”,Journal of Marketing research,Vol. 24, No. 4.pp.337-346.
32. D.Babin Dhas., & P. Karthikeyan.(2015).Work-Life Balance as Source of Job Dissatisfaction and
Irresponsible Attitudes an Exploratory Study on the Views of Male Workers. Global Journal for
Research Analysis, 4(5), 122-125
33. Fornell,C and Larcker, D.(1981), Evaluating structural equation models with observable variables
and measurement error”, Journal of Marketing research, Vol.18, No.1, pp.39-50.

ISSN: 2005-4238 IJAST
Copyright ⓒ 2020 SERSC

6660

International Journal of Advanced Science and Technology
Vol. 29, No. 9s, (2020), pp. 6651-6663

34. Gagnon, G. B., &Roh, Y. S. (2008), “The impact of customization and reliability on customer
satisfaction in the US lodging industry”, Journal of Quality Assurance in Hospitality & Tourism,
Vol. 8, No, 3, pp 60-78.
35. Gan, C., Cohen, D., Clemes, M., & Chong, E. (2006), “A survey of customer retention in the New
Zealand banking industry”,Banks and Bank Systems, Vol 1, No.4, pp.83-99.
36. Gerson, V. (1998), “Courting the current customer”,Bank Marketing, Vol.30, No. 5,pp. 22-26.
37. González, M. E. A., Comesaña, L. R., & Brea, J. A. F. (2007), ”Assessing tourist behavioral
intentions through perceived service quality and customer satisfaction”,Journal of Business
research,Vol. 60, No. 2, pp.153-160.
38. Gronroos, C. (1982), “Strategic Management and Marketing in Service Sector”, Marketing
Science Institute, Cambridge, MA
39. Hair,J.F, Black, W.C, Babin, B.J and Anderson, R.E (2010), “Multivariate Data Analysis, 7 th Ed,
Prentice Hall, NJ.
40. Han, X., KwortnikJr, R. J., & Wang, C. (2008), “Service loyalty: An integrative model and
examination across service contexts”, Journal of Service Research, Vol. 11, No.1, pp 22-42.
41. Helgesen, O, &Nesset, E. (2011), “Does LibQUAL+ TM account for student loyalty to a
university college library?”, Quality Assurance in Education, Vol.19, No.4, pp.413-440.
42. Hooper, D., Coughlan, J., & R. Mullen, M. (2013), “The servicescape as an antecedent to service
quality and behavioral intentions”,Journal of services marketing, Vol. 27, no.4, pp 271-280.
43. D,Babin Dhas., & S.C Vetrivel. (2020). Precursors of Job Satisfaction With Reference To MSME
Sector in Chennai. Sylwan, 164(3), 410–440.
44. Hossain, M., & Leo, S. (2009), “Customer perception on service quality in retail banking in
Middle East: the case of Qatar”,International Journal of Islamic and Middle Eastern Finance and
Management, Vol.2, No.4, pp.338-350.
45. Hu, H. H., Kandampully, J., &Juwaheer, T. D. (2009), “Relationships and impacts of service
quality, perceived value, customer satisfaction, and image: an empirical study”, The Service
Industries Journal, Vol.29, No. 2, pp.111-125.
46. Jamal, A., &Anastasiadou, K. (2009), “Investigating the effects of service quality dimensions and
expertise on loyalty”,European Journal of Marketing,Vol. 43, No.3/4, pp.398-420.
47. Jamal, A., &Naser, K. (2002), “Customer satisfaction and retail banking: an assessment of some
of the key antecedents of customer satisfaction in retail banking”,International journal of bank
marketing, Vol.20, No.4, pp.146-160.
48. Jones, C. (2004), “Developing a scorecard for service quality”, Management Services, Vol.48,
No.4, pp.8-13.
49. Jones, H and Farquhar, J.D (2003), “Contact management and Customer Loyalty”,.Journal of
Financial Services Marketing, Vol.8, No.1, pp 71-8.
50. yKheng, L. L., Mahamad, O., Ramayah, T., &Mosahab, R. (2010), “The impact of service quality
on customer loyalty: A study of banks in Penang, Malaysia”,International journal of marketing
studies, Vol.2, No.2, pp.57-66.
51. Kim, D. J., Ferrin, D. L., &Rao, H. R. (2008), “A trust-based consumer decision-making model in
electronic commerce: The role of trust, perceived risk, and their antecedents”, Decision support
systems, Vol.44, No.2, pp.544-564.
52. Kim, T. H., Ko, Y. J., & Park, C. M. (2013), “The influence of event quality on revisit intention:
Gender difference and segmentation strategy”,Managing Service Quality, Vol. 23, No.3, pp 205224.
53. Ladhari, R., Ladhari, I., & Morales, M. (2011), “Bank service quality: comparing Canadian and
Tunisian customer perceptions”, International Journal of Bank Marketing, Vol.29, No.3, pp.224246.

ISSN: 2005-4238 IJAST
Copyright ⓒ 2020 SERSC

6661

International Journal of Advanced Science and Technology
Vol. 29, No. 9s, (2020), pp. 6651-6663

54. Lassar, W. M., Manolis, C., & Winsor, R. D. (2000), “Service quality perspectives and
satisfaction in private banking”,Journal of services marketing, Vol 14, No.3, pp.244-271.
55. Leblanc, G., & Nguyen, N. (1997), “Searching for excellence in business education: an
exploratory study of customer impressions of service quality”,International Journal of
Educational Management, Vol.11, No.2, pp.72-79.
56. Lee, M. C., & Hwan, S. (2005), “Relationships among service quality, customer satisfaction and
profitability in the Taiwanese banking industry”,International journal of management, Vol.22,
No.4, pp.635-648
57. Lehtinen, J.R. and Lehtinen, U. (1982), “Service quality: a study of quality dimensions”,
unpublished Working Paper, Service Management Institute, Helsinki.
58. Levesque, T., & McDougall, G. H. (1996), “Determinants of customer satisfaction in retail
banking”,International Journal of Bank Marketing, Vol.14, No7, pp.12-20.
59. Mckenna, R. 1(1991), Relationship marketing: Successful strategies for the age of the customer,
Addison, Wesley publishing.
60. Nagata, H., Satoh, Y., Gerrard, S., &Kytomaki, P. (2004), “The dimensions that construct the
evaluation of service quality in academic Libraries”,Performance measurement and metrics,
Vol.5, No.2,pp. 53-65.
61. Oliver, R. L. (1999), “Whence consumer loyalty?”,The Journal of Marketing, Vol.63 (Special
Issue), pp.33-44.
62. Oppewal, H., &Vriens, M. (2000), “Measuring perceived service quality using integrated conjoint
experiments”,International journal of bank marketing,Vol. 18, No.4, pp.154-169.
63. Parasuraman, A., V. A. Zeithaml, and L. L. Berry (1985), “A Conceptual Model of Service
Quality and Its Implications for Future Research”, Journal of Marketing, Vol. 49, pp. 41-50.
64. Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988).” SERVQUAL: A multiple-item scale for
measuring consumer perceptions of service quality”, Journal of retailing, Vol.64, No. 1, pp.12-40.
65. Prentice, C. (2013), “Service quality perceptions and customer loyalty in casinos”, International
Journal of Contemporary Hospitality Management, Vol.25, Vol.1, pp 49-64.
66. Qin, H., Prybutok, V. R., & Zhao, Q. (2010), “Perceived service quality in fast-food restaurants:
empirical evidence from China”,International Journal of Quality & Reliability Management,
Vol.27, No.4,pp.424-437.
67. Rust, R. T., &Zahorik, A. J. (1993), “Customer satisfaction, customer retention, and market
share”,Journal of retailing, Vol.69, No. 2, pp.193-215.
68. Rust, R. T., Zahorik, A. J., &Keiningham, T. L. (1995), “Return on quality (ROQ): Making
service quality financially accountable”, The Journal of Marketing,Vol.54, No.2, pp.58-70.
69. Ryu, K., Lee, H. R., &Gon Kim, W. (2012), “The influence of the quality of the physical
environment, food, and service on restaurant image, customer perceived value, customer
satisfaction, and behavioral intentions”, International Journal of Contemporary Hospitality
Management, Vol.24, No.2, pp.200-223.
70. Sasser, W.E., Olsen, R.P. and Wyckoff, D.D. (1978), “Management of service operations”, Allyn
and Bacon, Boston, MA
71. Singh, A. K., &Sushil. (2013), “Modeling enablers of TQM to improve airline performance”,
International Journal of Productivity and Performance Management, Vol 62, No.3, pp 250-275.
72. Sohail, M. S., &Shaikh, N. M. (2008). Internet banking and quality of service Perspectives from a
developing nation in the Middle East, Online information review, Vol.32, pp. 58-72.
73. Spector, P. E. (1992). Summated Rating Scale Construction: An Introduction Sage, Newbury
Park, CA.
74. Srivastava, K., & Sharma, N. K. (2013), “Service quality, corporate brand image, and switching
behavior: The mediating role of customer satisfaction and repurchase intention”, Services
Marketing Quarterly, Vol. 34, No.4, pp 274-291.
ISSN: 2005-4238 IJAST
Copyright ⓒ 2020 SERSC

6662

International Journal of Advanced Science and Technology
Vol. 29, No. 9s, (2020), pp. 6651-6663

75. Tsoukatos, E., &Mastrojianni, E. (2010), “Key determinants of service quality in retail banking”,
EuroMed Journal of Business, Vol.5, No.1, pp.85-100.
76. Wakefield, K. L., & Blodgett, J. G. (1999), “Customer response to intangible and tangible service
factors”, Psychology & Marketing, Vol.16, No.1, pp.51-68.
77. Wilkins, H., Merrilees, B., & Herington, C. (2007), “Towards an understanding of total service
quality in hotels”,International Journal of Hospitality Management, Vol 26, No.4, pp 840-853.
78. Wixom, B. H., & Watson, H. J. (2001), “An empirical investigation of the factors affecting data
warehousing success”, MIS quarterly, Vol.25, pp.17-41.
79. Wu, H. C., &Ko, Y. J. (2013), “Assessment of service quality in the hotel industry”,Journal of
Quality Assurance in Hospitality & Tourism, Vol. 14, No,3,pp. 218-244.
80. Zeithaml, V. A. (1988), “Consumer perceptions of price, quality, and value: a means-end model
and synthesis of evidence”, The Journal of marketing, Vol. 52, pp.2-22.
81. Zeithmal, V.A, Parasuraman. A and Beny, L.L. (1990), Developing service quality, Free Press,
Newyork, NY.

ISSN: 2005-4238 IJAST
Copyright ⓒ 2020 SERSC

6663

