VoLUME No. 1(2011), I ssue No. 3 (AUGUST) | SSN 2231-5756

b §.
INTERNATIONAL JOURNAL OF RESEARCTH IN COMIMERCE, IT AND MIANAGEMENT
CONTENTS

Sr. TITLE & NAME OF THE AUTHOR (S) Page
No No.
1. IMPACT OF EMPLOYEES’ EDUCATING ON PRODUCTIVITY IN BANKING SECTOR 1
HAMID REZA QASEMI

2. | ASSESSING THE EFFECTIVENESS OF FRONTLINE MANAGERS IN PUBLIC SECTOR COLLEGES OF PAKISTAN 6
ANSAR MAHMOOD & DR. WAHEED AKHTER

3. DOES EMPOWERMENT MODERATE OF THE RELATIONSHIP BETWEEN PERCEIVED OVERQUALIFICATION AND JOB ATTITUDES? 14
KENGATHARAN. N

4. |LINKING THE ‘BIG FIVE’ PERSONALITY DOMAINS TO ORGANIZATIONAL COMMITMENT 19
JYOTI KUMAR CHANDEL, DR. SUJEET KUMAR SHARMA & DR. S.P. BANSAL

5. A STUDY ON DEVELOPMENT AND PROCESSING IN MYSORE MILK UNION LIMITED 25
DR. HARISH.M

6. USE OF INTERNET FOR ELECTRONIC GADGETS PURCHASING - IMPACT OF CIRCUMSTANTIAL ELEMENTS 31
ASMATARA KHAN & DR. MOHD. ZAFAR SHAIKH

7. QUALITY MANAGEMENT INITIATIVES AND COMPETITIVENESS - CASE STUDIES ON SMALL AND MEDIUM ENTERPRISES 37
DR. S. R. ASHOK, DR. C. S. VENKATESHA & DR. B. T. ACHYUTHA

8. RELATIONSHIP BETWEEN EMPLOYEE ENGAGEMENT AND COMMITMENT: A STUDY AT IVRCL 44
SURESH KANDULAPATI & DR. G. MANCHALA

9. PERCEPTION AND RECEPTIVITY OF BRANDING BY BANKS BY CUSTOMERS OF SMALL SCALE INDUSTRIES IN BANGALORE: AN EMPIRICAL 48
EVIDENCE
DR. S. JOHN MANOHAR & N. S. RAVINDRA

10. EXPECTATIONS AND PERCEPTIONS OF STUDENTS IN ENGINEERING EDUCATION - A STUDY 55
DR. KANAGALURU SAI KUMAR

11. | CONSUMER BEHAVIORAL PATTERNS OF PASSENGER CARS 61
BALAKRISHNAN MENON & DR. JAGATHY RAJ V. P.

12. REPATRIATION PROGRAM AS A PROCESS FOR RETAINING REPATRIATES - ISSUES SURROUNDING INTERNATIONAL HUMAN RESOURCE 69
B. R. SANTOSH & DR. KRISHNAVENI MUTHIAH

13. ROLE OF TRAINERS IN IMPROVING TRAINING EFFECTIVENESS: A CASE STUDY OF INSURANCE SECTOR IN ARID INDIA 73

RICHA DIXIT & DR. HARSH PUROHIT

14. |A STUDY ON WORK INTERFERENCE WITH FAMILY (WIF) AND FAMILY INTERFERENCE WITH WORK (FIW) AMONG MARRIED FEMALE 78

MANAGEMENT FACULTIES
SMRUTI R PATRE & DR. ANANT DESHMUKH

15. | WORK-LIFE BALANCE: A CROSS SECTIONAL STUDY OF BANKING & INSURANCE SECTOR 85
PRERNA PATWA

16. | THE CHALLENGING JOB DESIGN OF GLOBAL MANAGER 92
PAYAL JOHARI

17. | CULTURAL INTELLIGENCE (CQ): LEVERAGING EFFECTIVENESS OF INDIAN BPO SECTOR 95
SHIKHA BHARDWAJ

18. | GLOBAL FOREX MARKET VIS-A-VIS INDIAN CURRENCY- A STUDY 100
T. CHANDRABA, SRIVALLI. J & T. BHARATHI

19. | RANKING MFIS IN INDIA: USING TOPSIS 103

SANTANU DUTTA & PINKY DUTTA

20. |SERVICE QUALITY EVALUATION: AN APPLICATION OF THE SERVQUAL MODEL WITH SPECIAL REFERENCE TO TWO WHEELER SERVICE 108
STATIONS IN NANGAL DAM
ABHAY TIWARI & NITIN CHAUDHARY

21. | ASTUDY OF PROBLEMS & PROSPECTS OF INTERNET RETAILING IN INDIA 114
DR. HEMANT J. KATOLE

22. | ORGANISATIONAL OUTCOMES OF EFFECTIVE RELATIONSHIP MARKETING IN INDIAN INSURANCE COMPANIES 117
DR. M. DHANABHAKYAM & K. VIMALADEVI

23. | E—GOVERNANCE: AN INITIATIVE TO PUBLIC DEVELOPMENT IN INDIA WITH SPECIAL REFERENCE TO ODISHA 121
DEVI PRASAD DASH

24. | TO STUDY THE FACTORS AFFECTING JOB SATISFACTION LEVEL IN THE SELECTED BPO COMPANIES IN NCR REGION 125
SURENDER SARIN & VIJENDER PAL SAINI

25. [JOB SATISFACTION AMONG EMPLOYEES IN SMALL SCALE INDUSTRIES, VISAKHAPATNAM 130
DR. M. RAMESH
REQUEST FOR FEEDBACK 139

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at: Ulrich's Periodicals Directory ©, ProQuest, U.S.A., DiCHIESauelngE =s well as in Cabell's Directories of Publishing Opportunities, U.S.A!
Circulated all over the world & Google has verified that scholars of more than eighty-one countries/territories are visiting our journal on regular basis.
Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI — 135 003, Yamunanagar, Haryana, INDIA

WWW.ijrcm.org.in



VoLUME No. 1(2011), I ssue No. 3 (AUGUST) I SSN 2231-5756

CHIEF PATRON

PROF. K. K. AGGARWAL
Chancellor, Lingaya’s University, Delhi
Founder Vice-Chancellor, Guru Gobind Singh Indraprastha University, Delhi
Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar

PATRON

SH. RAM BHAJAN AGGARWAL
Ex. State Minister for Home & Tourism, Government of Haryana
Vice-President, Dadri Education Society, Charkhi Dadri
President, Chinar Syntex Ltd. (Textile Mills), Bhiwani

CO-ORDINATOR,

AMITA
Faculty, E.C.C., Safidon, Jind

ADVISORS

PROF. M. S. SENAM RAJU
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi
PROF. M. N. SHARMA
Chairman, M.B.A., Haryana College of Technology & Management, Kaithal
PROF. S. L. MAHANDRU
Principal (Retd.), Maharaja Agrasen College, Jagadhri

EDITOR,

PROF. R. K. SHARMA
Dean (Academics), Tecnia Institute of Advanced Studies, Delhi

CO-EDITOR,

DR. BHAVET
Faculty, M. M. Institute of Management, Maharishi Markandeshwar University, Mullana, Ambala, Haryana

EDITORIAL ADVISORY BOARD

DR. AMBIKA ZUTSHI
Faculty, School of Management & Marketing, Deakin University, Australia
DR. VIVEK NATRAJAN
Faculty, Lomar University, U.S.A.
DR. RAJESH MODI
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia
PROF. SANJIV MITTAL
University School of Management Studies, Guru Gobind Singh I. P. University, Delhi
PROF. ANIL K. SAINI
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi
DR. KULBHUSHAN CHANDEL
Reader, Himachal Pradesh University, Shimla
DR. TEJINDER SHARMA
Reader, Kurukshetra University, Kurukshetra

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT .

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
WWWw.ijrcm.org.in



VoLUME No. 1(2011), I ssue No. 3 (AUGUST) I SSN 2231-5756

DR. SAMBHAVNA

Faculty, I.L.T.M., Delhi
DR. MOHENDER KUMAR GUPTA
Associate Professor, P. J. L. N. Government College, Faridabad
DR. SHIVAKUMAR DEENE
Asst. Professor, Government F. G. College Chitguppa, Bidar, Karnataka
MOHITA
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar

ASSOCIATE EDITORS

PROF. NAWAB ALI KHAN
Department of Commerce, Aligarh Muslim University, Aligarh, U.P.
PROF. ABHAY BANSAL
Head, Department of Information Technology, Amity School of Engineering & Technology, Amity University, Noida
PROF. A. SURYANARAYANA
Department of Business Management, Osmania University, Hyderabad
DR. ASHOK KUMAR
Head, Department of Electronics, D. A. V. College (Lahore), Ambala City
DR. JATINDERKUMAR R. SAINI
Head, Department of Computer Science, S. P. College of Engineering, Visnagar, Mehsana, Gujrat
DR. V. SELVAM
Divisional Leader — Commerce SSL, VIT University, Vellore
DR. PARDEEP AHLAWAT
Reader, Institute of Management Studies & Research, Maharshi Dayanand University, Rohtak
S. TABASSUM SULTANA
Asst. Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad

TECHNICAL ADVISOR,

AMITA
Faculty, E.C.C., Safidon, Jind
MOHITA
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar

FINANCIAL ADVISORS
DICKIN GOYAL
Advocate & Tax Adviser, Panchkula
NEENA
Investment Consultant, Chambaghat, Solan, Himachal Pradesh

LEGAL ADVISORS

JITENDER S. CHAHAL
Advocate, Punjab & Haryana High Court, Chandigarh U.T.
CHANDER BHUSHAN SHARMA
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri

SUPERINTENDENT

SURENDER KUMAR POONIA

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT .

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
WWWw.ijrcm.org.in



VoLUME No. 1(2011), I ssue No. 3 (AUGUST) I SSN 2231-5756

CALL FOR MANUSCRIPTS

We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in

the area of Computer, Business, Finance, Marketing, Human Resource Management, General Management, Banking, Insurance,
Corporate Governance and emerging paradigms in allied subjects like Accounting Education; Accounting Information Systems;
Accounting Theory & Practice; Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting;
Econometrics; Economic Development; Economic History; Financial Institutions & Markets; Financial Services; Fiscal Policy;
Government & Non Profit Accounting; Industrial Organization; International Economics & Trade; International Finance; Macro
Economics; Micro Economics; Monetary Policy; Portfolio & Security Analysis; Public Policy Economics; Real Estate; Regional
Economics; Tax Accounting; Advertising & Promotion Management; Business Education; Business Information Systems (MIS);
Business Law, Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; Health Care
Administration; Labor Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-
Profit Organizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory;
Organizational Development; Production/Operations; Public Administration; Purchasing/Materials Management; Retailing;
Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism,
Hospitality & Leisure; Transportation/Physical Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer
Aided Design (CAD); Computer Aided Manufacturing; Computer Graphics; Computer Organization & Architecture; Database
Structures & Systems; Digital Logic; Discrete Structures; Internet; Management Information Systems; Modeling & Simulation;
Multimedia; Neural Systems/Neural Networks; Numerical Analysis/Scientific Computing; Object Oriented Programming;
Operating Systems; Programming Languages; Robotics; Symbolic & Formal Logic; Web Design. The above mentioned tracks are
only indicative, and not exhaustive.

Anybody can submit the soft copy of his/her manuscript anytime in M.S. Word format after preparing the same as per our
submission guidelines duly available on our website under the heading guidelines for submission, at the email addresses,
infoijrcm@gmail.com or info@ijrcm.org.in.

GUIDELINES FOR SUBMISSION OF MANUSCRIPT

L COVERING LETTER FOR SUBMISSION:

DATED:
THE EDITOR

IJRCM

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF
(e.g. Computer/IT/Finance/Marketing/HRM/General Management/other, please specify).

DEAR SIR/MADAM

Please find my submission of manuscript titled ’ for possible publication in your journal.

| hereby affirm that the contents of this manuscript are original. Furthermore it has neither been published elsewhere in any language fully or partly,
nor is it under review for publication anywhere.

| affirm that all author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s).

Also, if our/my manuscript is accepted, |/We agree to comply with the formalities as given on the website of journal & you are free to publish our
contribution to any of your journals.

NAME OF CORRESPONDING AUTHOR:
Designation:

Affiliation with full address & Pin Code:

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
WWWw.ijrcm.org.in



VoLUME No. 1(2011), I ssue No. 3 (AUGUST) I SSN 2231-5756

Residential address with Pin Code:
Mobile Number (s):

Landline Number (s):

E-mail Address:

Alternate E-mail Address:

2. _: Manuscript must be in British English prepared on a standard A4 size paper setting. It must be prepared on a single space and single
column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of
the every page.

3. _: The title of the paper should be in a 12 point Calibri Font. It should be bold typed, centered and fully capitalised.

4. _: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email

address should be in italic & 11-point Calibri Font. It must be centered underneath the title.

5. _: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain the background, aims,
methods, results & conclusion in a single para.

6. _: Abstract must be followed by list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated
by commas and full stops at the end.

7. _: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before
each heading.

8. _: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.

9. _: The main text should be in a 8 point Calibri Font, single spaced and justified.

10. _: These should be simple, centered, separately numbered & self explained, and titles must be above the tables/figures. Sources of
data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text.

11. _: These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right.

12. _: The list of all references should be alphabetically arranged. It must be single spaced, and at the end of the manuscript. The author (s)

should mention only the actually utilised references in the preparation of manuscript and they are supposed to follow Harvard Style of Referencing.
The author (s) are supposed to follow the references as per following:

d All works cited in the text (including sources for tables and figures) should be listed alphabetically.

d Use (ed.) for one editor, and (ed.s) for multiple editors.

d When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order.

i Indicate (opening and closing) page numbers for articles in journals and for chapters in books.

i The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports,
working papers, unpublished material, etc.

d For titles in a language other than English, provide an English translation in parentheses.

d The location of endnotes within the text should be indicated by superscript numbers.

BOOKS

. Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.

. Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio," Ohio State University.

CONTRIBUTIONS TO BOOKS

d Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by David

Crowther & Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303.
JOURNAL AND OTHER ARTICLES

. Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban
Economics, Vol. 21, No. 1, pp. 83-104.

CONFERENCE PAPERS

i Garg Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, New

Delhi, India, 19-22 June.
UNPUBLISHED DISSERTATIONS AND THESES

i Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra.
ONLINE RESOURCES

° Always indicate the date that the source was accessed, as online resources are frequently updated or removed.
WEBSITE

d Garg, Bhavet (2011): Towards a New Natural Gas Policy, Economic and Political Weekly, Viewed on July 05, 2011 http://epw.in/user/viewabstract.jsp

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
WWWw.ijrcm.org.in



VoLUME No. 1(2011), I ssue No. 3 (AUGUST) I SSN 2231-5756

SERVICE QUALITY EVALUATION: AN APPLICATION OF THE SERVQUAL MODEL WITH SPECIAL REFERENCE
TO TWO WHEELER SERVICE STATIONS IN NANGAL DAM

ABHAY TIWARI
ASST. PROFESSOR
DEPARTMENT OF MANAGEMENT
LOVELY PROFESSIONAL UNIVERSITY
PHAGWARA

NITIN CHAUDHARY
STUDENT
MBA (HONS.)
LOVELY PROFESSIONAL UNIVERSITY
PHAGWARA

The understanding of the customer satisfaction levels can serve as a boom for any business. Considering the scenario in the Two Wheeler industry in India, the
competitive nature of the business is pushing the efforts towards the services provided to even higher levels. In a response to the intention of the local two
wheeler dealers at Nangal Dam region, the study has been designed as an application of the SERVQUAL model. The study focuses on the GAP 5 of the model that
provides insights to understand the difference between the expectation and perception of the customers about the services being provided by the dealers. For this
purpose, two separate structured questionnaires were prepared. These questionnaires were then filled by the customers of the local area. The study interestingly
reveals the difference in satisfaction of the customers from personnel at the service station and the management of the service station. The study also reveals
that the highest difference is between the tangibility and reliability of the services being offered by the local service stations.

KEYWORDS

Customer satisfaction, Customer expectation, Servqual.

INTRODUCTION
ith changing times, the world has seen a drastic increase in the number of people who readily adopt new technologies ranging from hand-held PDAs
to GPS devices. Increasing number of Innovators and Early adopters of new technologies provide immense opportunities for companies to increase
their top-line and bottom-line through continuous innovation. But at the same time, growing customer base has put tremendous pressure for
increased ‘After Sales Services’. This poses a great challenge to the companies longing for instant and high quality services.
The automobile industry in INDIA is no different than this. Especially talking about the two wheeler industry where the companies have been looking to stretch
their top line by introducing attractive bike design and technological features. Automobile industry has seen a series of new product launches and shifting
consumer preferences. Keaveny (1995) noticed that service quality available at the competitors is a major determinant of customer switching behavior. With
governmental controls loosening with deregulation, we can clearly see the market dynamics shaping the nature of competition in automobile industry.
Many research studies have been conducted to identify supposedly generic aspects or components of service quality (e.g. Parasuraman, Zeithaml, & Berry, 1988;
1985) and the links between service quality, satisfaction, and customer buying behavior or its proxies (for a recent review see Zeithaml, 2000). For companies
who are trying to focus on highest possible levels of customization in their services the biggest challenge comes from the fact that every customer’s expectation
and perception is unique and it is very difficult to know about their actual satisfaction level.
This study has been conducted in Two Wheeler service centers in Nangal Dam. It is a common perception among customers that the dealing of the dealers is
different before and after the sales. For the dealers, it has always been a challenge to sense the satisfaction level of the customers. Understanding the
requirement of the local industry, this study has applied the SRVQUAL model to understand the gap between the expectation and the perception of their
customers and to provide insights for suggesting further improvements in their services.

REVIEW OF LITERATURE

Service plays an important role in today’s competitive world. It works as a double sword if experience of customers is positive, it will boost the sale if negative
than responsible for fall in sale (Jain & Gupta, 2004). (Jacobo, Neuman, Praes , 2005) opinions that it is mandatory to evaluate the present service quality but
with the new technique of “mystery shoppers” to see how customer are being taken care by the service centers.

Satisfied customers never switch over to another brand they spread their positive word of mouth which influence non-existing customer and indirectly force to
engage with the organization (Gronroos, Zeithaml, Bitner, 2000). Quality is a subjective parameter which depends upon the individual perception and
expectation. Organization has to pay individual attention towards the customers (Sarin, Sourabh, 2010).

OBJECTIVE

The objective of the study is to find out gap the between expected service quality and the quality perceived by the customers in the two wheeler segment in
Nangal Dam. It is very difficult to know whether the customer is satisfied with the existing services if not what is measures organization can take to fill the gap.
Study is exploratory in nature to find out the level of service quality provide by the organization. Sample size of 150 respondents (Customers) had been taken.
Who has purchase two wheeler in last two years. For the studies hypothesis is also framed that there is no significance difference between expectation and
perception of customers of service quality in service stations of Nangal Dam.

METHODOLOGY

Service quality is measured by the difference between Expectation (E) and Perception (P) of the customer towards service (Parasuraman, Zeithaml). It is
measured on the five different dimensions under which 22-statements. If the expectation exceed perception than customer are satisfied and vice versa.
Parasuraman’s (1985) SERVQUAL discuss five dimension of service: tangibility, reliability, responsiveness, assurance and empathy. A 22-item pre structured
questionnaire has been developed on the 5 dimensions. Some modification had been made in the questionnaire according to area of research. The response has
been taken on the 5- Point Likert scale from the respondent. Service plays an important role for an organization. To take initiative for any one is very easy but
sustainability is very difficult. At the very first stage everyone make promise but when the customer purchases most of the organization ignores. It is called short
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sightedness in the business. It can be removed by measure the customer expectation from the organization and perception of the customer Gap.
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DATA ANALYSIS
TABLE: 1
Expectation Perception Gap score | Mean
Construct being measured | Statement used score | Statement used score Exp- Pre
Tangibility Excellent two wheeler service centers will 4.7467 | The two wheeler service center has | 3.92
have modern looking Equipment. modern looking equipment.
Tangibility The physical facilities at excellent two 4.7267 | The physical facilities in the two 3.733
wheeler service centers will be visual wheeler service center are visual
appealing. appealing.
Tangibility Personnel at excellent two wheeler service 4.6267 | Personnel in two wheeler service 3.633
centers will be neat in appearance. center are neat in appearance.
Tangibility Materials associate with the service (such as 4.7467 | Materials associate with the service | 2
Pamphlets or statements) will be visually (such as Pamphlets or statements)
appeal in an excellent two wheeler service are visually appealing.
center.
Tangibility Total Score 23.573 | Total Score 17.02 6.553333 1.6383
Reliability When excellent two wheeler service centers 4.5133 | When the two wheeler service 3.427
promise to do something by a certain time center promise to do something by
they will do so. a certain time it does so.
Reliability When a customer has a problem, excellent 4.48 When you have a problem, the two | 3.68
two wheeler service centers will show wheeler service center shows a
sincere interest in solving it. sincere interest in solving it.
Reliability Excellent two wheeler service centers will get | 4.5 The two wheeler service center 3.467
thing right the first time. gets things right the first time.
Reliability Excellent two wheeler service centers will 4.56 The two wheeler service center 3.44
provide their services at the time they provides its service at the time it
promise to do so. promise to do so.
Reliability Excellent two wheeler service centers will 4.7333 | The two wheeler service center 3.82
insist on error- free records. insists on error- free records.
Reliability Total Score 22.787 | Total Score 17.833 | 4.953333 0.9907
Responsiveness Personnel in excellent two wheeler service 4.6133 | The personnel in two wheeler 3.28
centers will tell customers exactly when service center tell you exactly when
service will be performed. services will be performed.
Responsiveness Personnel in excellent two wheeler service 4.48 Personnel in two wheeler service 2.827
centers will give prompt service to center give you prompt service.
customers.
Responsiveness Personnel in excellent two wheeler service 4.5867 | Personnelin two wheeler service 3.58
centers will always be willing to help center are always willing to help
customers. you.
Responsiveness Personnel excellent two wheeler service 4.6067 | Personnel in two wheeler service 3.547
centers will never be too busy to respond to center are never be too busy to
customer requests. respond to your requests.
Responsiveness Total Score 18.287 | Total Score 13.233 | 5.053333 1.2633
Assurance The behavior of personnel in excellent two 4.68 The behavior of personnelin  two 3.94
wheeler service centers will instill confidence wheeler service center instills
in customers.(Seeking commitment for next confidence in you.(Seeking
service) commitment for next service)
Assurance Customers of excellent two wheeler service 4.5267 | You feel safe in your dealings with 4.133
centers will feel safe in their dealing with the the service center.
service center.
Assurance Personnel excellent two wheeler service 4.7333 | Personnel in two wheeler service 3.833
centers will be consistently courteous with center are consistently courteous
customers. with you.
Assurance Personnel in excellent two wheeler service 4.7267 | Personnelin two wheeler service 3.873
centers will have the knowledge to answer center have the knowledge to
customer questions. answer your questions.
Assurance Total Score 18.667 | Total Score 15.78 2.886667 0.7217
Empathy Excellent two wheeler service centers will 4.64 The two wheeler service center 3.607
give customers individual attention. gives you individual attention.
Empathy Excellent two wheeler service centers will 4.5933 | The two wheeler service center has | 2.633
have operating hours convenient to all their operating hours convenient to all
customers. its customers.
Empathy Excellent two wheeler service centers will 4.6533 | The two wheeler service center has | 3.673
have personnel who give customers personal personnel who give you personal
attention. attention.
Empathy Excellent two wheeler service centers will 4.6267 | The two wheeler service center has | 3.713
have the customer’s best interest at heart. your best interest at heart.
Empathy The personnel of excellent two wheeler 4.5933 | The personnel of two wheeler 3.753
service centers will understand the specific service center understand your
need of customers. specific needs.
Empathy Total Score 23.107 | Total Score 17.38 5.7266667 1.1453
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The expectation of the customer and the perception of the customer is shown in table 1. In this table all the 5 different dimensions with their complete
statements are shown with their un-weighted mean value. It is calculated by subtracting the expectation (E) statement mean from the perception (P) statement
mean. After that difference of all statements which are under one dimension added and divided by number of statement in those particular dimensions and
then we get difference of one dimension. All the above statement is un-weighted score. The above calculations shows that people are not satisfied with services
of the auto service centers. They are dissatisfied with the services. The above calculation is sum of all statements under one dimension due to which it is very
difficult to find with which statement the customers are highly satisfied and with statements is highly dissatisfied.

TABLE 2: SHOWS THE HIGHEST EXPECTATION STATEMENTS

Highest Expectation Statements Statement Number | Mean Score
Excellent two wheeler service centers will have modern looking Equipment.(Tangibility) E-1 4.7467
Excellent two wheeler service centers will insist on error- free records. (Reliability) E-9 4.7333
Personnel excellent two wheeler service centers will be consistently courteous with customers.(Assurance) E-16 4.7333
Personnel in excellent two wheeler service centers will have the knowledge to answer customer questions.(Assurance ) | E-17 4.7267
Excellent two wheeler service centers will have personnel who give customers personal attention.(Tangibility) E-20 4.7267

The highest expectation statement is E-1, E-20 in Tangibility statement. Two of the statements are from Assurance E-16 and E-17 and E-9 is from reliability.

TABLE 3: SHOWS THE LOWEST EXPECTATION STATEMENTS

Lowest Expectation Statements Statement Number Mean Score

Personnel in excellent two wheeler service centers will give prompt service to E-11 4.48

customers.(Responsiveness)

When a customer has a problem, excellent two wheeler service centers will show sincere E-6 4.48

interest in solving it.(Reliability)

Excellent two wheeler service centers will get thing right the first time.(Reliability) E-7 4.5

When excellent two wheeler service centers promise to do something by a certain time they E-5 4.51

will do so. (Reliability)

Customers of excellent two wheeler service centers will feel safe in their dealing with the E-15 4.52

service center. (Assurance)

In the table 3 three statements are from the dimension reliability E-5, E-6, E-7. One of the statements is from Assurance E-15 and E-11 from responsiveness

TABLE 4: SHOWS THE HIGHEST PERCEPTION STATEMENTS

Highest Perception Statements Statement Number | Mean Score
You feel safe in your dealings with the service center.(Assurance) P-15 4.13

The behavior of personnel in  two wheeler service center instills confidence in you.(Seeking commitment for | P-14 3.94

next service.(Assurance)

The two wheeler service center has modern looking equipment.(Tangibility) P-1 3.92
Personnel in two wheeler service center have the knowledge to answer your questions.(Assurance) P-17 3.873

The personnel of two wheeler service center understand your specific needs.(Assurance) P-22 3.833

The highest perception statements are P-14, P-15, P17, and P22 under assurance dimension and P-1 is under tangibility dimension.

TABLE 5: SHOWS THE LOWEST PERCEPTION STATEMENTS

Lowest perception statement Statement Number | Mean Score
The two wheeler service center has operating hours convenient to all its customers. (Empathy) P-19 2.633
Personnel in two wheeler service center give you prompt service.(Responsiveness) P-11 2.827

The personnel in two wheeler service center tell you exactly when services will be performed.(Responsiveness) | P-10 3.28

When the two wheeler service center promise to do something by a certain time it does so.(Reliability) P-5 3.427

The two wheeler service center provides its service at the time it promise to do so.(Reliability) P-8 3.44

The lowest perception statement is P-14 under empathy dimension, and the other lowest statement is P-11 and P-10 under the dimension of responsiveness.
However there are two other statement P-5 and P-8 under reliability statement.
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TABLE 6: SHOWS THE HIGHEST SERVICE GAP STATEMENT

Highest service Gap Statement Mean
Number Score

Materials associate with the service (such as Pamphlets or statements) will be visually appeal in an excellent two wheeler S-3 2.75

service center.(Tangibility)

Excellent two wheeler service centers will have operating hours convenient to all their customers. (Empathy) S-19 1.96

Personnel in excellent two wheeler service centers will give prompt service to customers.(Responsiveness) S-11 1.653

Personnel in excellent two wheeler service centers will tell customers exactly when service will be S-10 1.333

performed.(Responsiveness)

Excellent two wheeler service centers will provide their services at the time they promise to do so.(Reliability) S-8 1.12

The highest difference between expectation and the perception is in the statement is 19 under the dimension of Empathy. The next Largest gap statement is S-
10 and S-11 which comes under the dimension of Responsiveness and two another statements which comes under the dimension of reliability S-8 and S5.

TABLE 7: SHOWS THE LOWEST SERVICE GAPS STATEMENT

Lowest Service Gap Statement Number | Mean Score
Customers of excellent two wheeler service centers will feel safe in their dealing with the service center.(Assurance) S-15 0.393

The behavior of personnel in excellent two wheeler service centers will instill confidence in customers. (Assurance) S-14 0.74

When a customer has a problem, excellent two wheeler service centers will show sincere interest in solving it.(Reliability) | S-6 0.8
Excellent two wheeler service centers will have modern looking Equipment.(Tangibility) S-1 0.82

The personnel of excellent two wheeler service centers will understand the specific need of customers.(Empathy) S-22 0.84

The lowest service gap between expectation and perception is S-15, S-14 which are under the dimension of the Assurance.

statement is 5-6,5-1,5-22 which are under dimension reliability, Tangibility, Empathy.

TABLE 8: GAP SCORE

Dimensions Expectations | Perception | Total Gap Score | Average Gap Score
Tangibility 23.57 17.02 6.6 1.61

Reliability 22.78 17.83 5 .99
Responsiveness | 18.28 13.23 5.1 1.26

Assurance 18.66 15.78 2.9 .72

Empathy 23.10 17.38 5.73 1.14

Total 5.72

Next three are the lowest gap in the

The upper table shows the average gap score which is calculated by E statements under one dimension — P statements under one dimension. Then add all the
statement under one dimension by their own of both sides and divide by number of statements under one dimension by doing this mean is calculated after that

Subtract both Dimension mean from each other. The difference between expectation and perception is Gap.

TABLE 9: ASSIGNING WEIGHTS

S.no | STATEMENTS DIMENTIONS %

1 The appearance of the service centers physical facilities, equipment, personnel and communication materials. | Tangibles 20

2 The service centers ability to perform the promised service dependably and accurately. Reliability 20

3 The service centers willingness to help patients and provide a prompt service. Responsiveness | 20

4 The knowledge and courtesy of the service center personnel and their ability to convey trust and confidence. Assurance 20

5 The caring, individualized attention the service centers provides its customers. Empathy 20
Total 100

The next step is to assign the weight to each dimension for each dimension we assign equal weights because an organization wants to know for each dimension
equally where it is lacking. All the dimension for an organization is important because each dimension has its own importance. Every customer has different

importance for different dimension.

TABLE 10: MULTIPLICATION OF UN-WEIGHTED SCORES AND WEIGHTED SCORES

Dimensions Expectations | Perception | Total Gap Score | Average Gap Score | Weight | Weighted Score | Priority
Tangibility 23.57 17.02 6.6 1.61 0.20 0.322 5
Reliability 22.78 17.83 5 .99 0.20 0.198 2
Responsiveness | 18.28 13.23 5.1 1.26 0.20 0.252 4
Assurance 18.66 15.78 2.9 72 0.20 0.144 1
Empathy 23.10 17.38 5.73 1.14 0.20 0.228 3

Total 1.14

In this table finally weights are assigned to the each dimension and priority given to the dimension. It shows that which dimension customer rank first and which

to last.

FINDINGS

While analyzing the data it is found that the customers of service station in Nangal Dam are not satisfied with the services of the service

correlation between all the statements which has highest gap.

stations. There is some

. The lowest service gap is in assurance and reliability it shows that customer is satisfied with the behavior of staff they feel secured and increase builds their
confidence within the customers. The service centers are using modern equipment for their services with which they are satisfied but it is not up to mark

because the data is collected on the five point scale and the gap is much high.

. The highest service gaps is found in tangibility and reliability it shows that the claims on the pamphlets are wrong which are miss leading to the customers.
Secondly, convenient hours when customer is in problem during late hours he never got service from the service centers due to which gap is increased.
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. In responsiveness they never got prompt services from the service providers due to which customers are highly dissatisfied with the services of the service
centers. In Nangal Dam 95% of the population (census 2001) are service man due to which during their duty hours they have very limited time to go out
for services and they need prompt services but service station not provide it. Secondly, the service man never gives exact time in how much time service
will perform. This increases the dissatisfaction level among service centers.

RECOMMENDATIONS

. Two wheeler service centre should improve the written material claims made by them IT should be accurate because wrong claims leads to de marketing
of the product and services provide by them. Every customer has almost negative perception towards every service station about this statement. So, it can
be a first mover advantage for the service station who will improve this mistake. Word of mouth is one of the effective advertisements in today’s world. In
the small town (Nangal Dam) to gain the market takes years but negative marketing takes few hours. So, a service station should take care for it.

. There should be convenient hours for repair for the customer’s vehicle. In Indian scenario it has been never seen that a service station works for 24- hours
but now increases in the number of vehicles in the market there should be the option of 24- hour’s services for the customers. This will make convenient
for service man who has no time during their duty hours. If it will implemented by one of the service station on the one it’s services sale increases on the
other hand whenever the customers want to purchase the new two wheeler he give priority to that dealer which provide him convenient service option.

. Overall customer are satisfied with the personnel of the service station but not satisfied with the management reason behind that highest perception are
from the assurance dimension and lowest perception is from convenient hours, prompt services, service by the promise time these all are not in the hand
of lower staff it is in the hand of top management. So, there should be room for improvement in the service station from the management side.

CONCLUSION

The Overall results of this study have several implications for individual service station at Nangal Dam. This research has revealed a lot of information about what
the customers in the Nangal Dam district expect from the service stations. This analysis would help them to identify the gap areas in their service designs and
would help them make the necessary changes. This study identifies and recommends specifically, what these service stations have to do to reduce this gap and
enhance their services effectively and efficiently.
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