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Abstract 
 

Customer retention is a very important concept that companies focus on, which is regarded as a 

competitive advantage. Customer satisfaction can be mentioned as a necessity for achieving 

customer retention. Satisfaction toward the service quality seems to be an arguable concept in this 

manner.  

Through this master thesis, authors tried to explore, more in-depth, the concepts of service quality 

and satisfaction. By the use of relevant literatures, we have investigated through the concepts, 

models and theoretical frameworks compatible with the research question and the purpose of the 

study. 

This thesis is trying to describe the relationships between the aspects of customer satisfaction 

(customer’s expectation and perception) in terms of service quality in the context of after sales 

services to commercial vehicle. Through the review of the industry and literatures, the authors have 

become more familiar with the issues of the study. After the clarification of the concepts and 

models, we have chosen SERVQUAL model and statistical descriptions for evaluation the 

satisfaction toward service quality. More details are included in the chapters with regard to above 

comments. 

The purpose of the study, according to the research question and literature, is descriptive as authors 

tried to describe the relationships between expectations and perceptions of service quality. Self-

completion surveys including the original statements developed by Groonros have been conducted 

in two intervals in order to collect data from the samples. The analysis and tests of the data have 

been done using SPSS (version 16).   

After all, the conclusions are derived from the analysis of data and authors, in accord with the 

research question, made possible comments. 
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1. Introduction  
 

In this chapter, the background of the study, problem discussion and research purpose are specified 

and the research question will be formed accordingly.  

1.1 Background 

In the past, the relationship between a company and a customer had been formed on a product 

centric view. In today's businesses this view has been changed and the aim is to focus on 

maintaining relationship with customers as there are values for both parties (Gaiardelli P., Saccani 

N. and Songini L. 2007).  Keeping and maintaining the relationship with existing customers, is 

more effective than creating the new customers; as a result, companies have begun to use 

relationship marketing to improve the long-term viability. Where to go with this, as amended by the 

transaction-based marketing, which focuses on new customers toward a strategy that pay attention 

on how to manage the relationships with their existing customers and to achieve customer loyalty 

and retention (Injazz J. Chen and Karen Popovich 2003).   

Customer retention has been shown as a primary goal in firms that practice relationship marketing; 

as a result, customer retention has become a main influence in the arena of relationship marketing 

(Ahmad, R., & Buttle, F. 2002) and (C. Gronroos 1991) and (Coviello, N.E., Brodie, R.J., Danaher, 

P.J. and Johnston, W.J. 2002). Although the means and measurements of customer retention differ 

between various industries and firms (Aspinall, E., Nancarrow, C. and Stone, M. 2001), there is an 

agreement on several economic benefits of focusing on customer retention (Dawkins, P.M. and 

Reichheld, F.F. 1990). 

Future purchase intention is widely linked to customer satisfaction, which is recognized as the key 

factors and influences on the formation of customer behavior for the repeat purchase. Customer 

satisfaction is generally considered as an important influence in the development of future customer 

purchase (Steven A. Taylor, Thomas L. Baker 1994). By clarifying the expectation and perception 

of quality from the point of customers, satisfaction will be determined; therefore, the customer's 

perception and expectation are the functions of satisfaction and service quality (Barsky 1995). 

Literature regarding service quality has demonstrated a correlation between behavioral intention 

and service quality, where the perceived service quality influences the behavioral intentions and can 

signal whether or not a customer will defect (Valarie A. Zeithaml, A. Parasuraman and Leonard L. 

Berry 1985). According to David Sheperd cited in 1999, when companies degree the service quality 

for their actual customers solely, the opportunity for determining their competitive position is 
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extracted. Thus, when the defected customers are taken into the measuring of service quality, it is 

considered as an essential for prioritizing the improvements of quality. 

In service marketing literature, according to Asubonteng et al., (1996) generally, service quality is 

defined as the extent to which a service meets customer’s needs or expectations. Service quality is 

"The discrepancy between consumers’ perceptions of services offered by a particular firm and their 

expectations about firms offering such services”. Quality is low, when perceived service is below 

than expectation and the quality is high, based on the judgment of the customers, if perceived 

service exceeding the expected service (Parasuraman, Zeithaml and Berry 1985).  

According to Parasuraman et al., (1985, p.49), the critical parts of service quality are customers' 

expectation about what service provider should offer, previous experience, word of mouth and 

communication of service provider. 

Services are intangible in nature; therefore evaluation of perceived service will be done through the 

interaction with personnel offering the services (Magi and Julander 1996). So service provider can 

understand the customers and identify what are their needs; Magi and Julander (1996) suggested 

that when measuring service quality, this interaction is very important. 

There is a low rate in customer loyalty and retention within the automotive industry and since those 

customers are highly engaged in handling the high volume goods, automotive industry is vary 

depended on their relationship with their customers (Peelen 2005). The automotive industry 

recognized as an important global driver of growth, income, employment, and innovation. The 

automobile enables a degree of flexibility and mobility that was undreamed of a century ago, 

consequently, the automotive sector impacts global economy in a variety of ways. In the past, the 

automobile industry was characterized by the product orientation, nevertheless, in the current time, 

focusing on long-term establishment of customer relationship throughout the distribution channels, 

has become more important. For the mass production manufacturers, creating the long-term 

relationship is a difficult process and consequently it is a competitive advantage for the vehicle 

dealership to focus on the customers' needs for establishment of such relationships (Lassar, Banwari 

Mittal Walfried M. 1998). Due to the evolution of FDI (Foreign Direct Investment) in late 1980's, 

the automotive industry was grown fast and global production has increased through cross-borders 

trades. Since 1975, the global vehicle production has become more than double, from 33 to nearly 

73 million in year 2007. Recent market in India and China accelerated the growth of the production 

(Sturgeon, Memedovic and Van Biesebroeck 2009).  
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In many of the manufacturing industries, after sales service is regarded as a competitive advantage 

and profit generator (Gaiardelli P., Saccani N. and Songini L. 2007) & (Bundschuh R. G. and 

Dezvane T. M. 2003). 

It is regarded as revenue generator in some industries, as the profit margin related to after sales 

service is more than buying the product, according to previous researches, the profit of after sales 

service in automotive industries is about three times larger than the purchase of the product (Cohen 

MA, Agrawal N, Agrawal V 2006, Morris A. Cohen and Seungjin Whang 1997). 

Service quality evaluation is used as predicator of customer satisfaction due to its applicability in 

measuring the expectations and perceptions of the customers. Quality distinguishes a firm’s offer 

from competitors' offers; henceforth it shapes foundation for market and firm evaluation, personnel 

performance evaluation and their quota allocation (Berry, Zeithaml and Parasuraman 1988). 

Berry (1996) cited that, quality of an offer, as projected in the after sales services, if well examined 

based on the attributes of the offer that influence consumers’ expectations and perception is able to 

expose factors that hinder consumer loyalty and market revenue, thus it shapes the foundation of 

proactive actions for the delivery of high service quality (OKO and Onuoha 2013). This, as a salient 

service quality dimensional activity, has its target as consumer satisfaction enhancement, that it 

affords the organization the opportunity of comparing its offers with those of competitors in 

strengths and weaknesses (Berry, Zeithaml and Parasuraman 1988).  According to Fazlzadeh, 

Bagherzacheh and Mohamdi (2011), it is the opinion of scholars in marketing that after sales 

services evaluation draws management’s attention to the needs of customers to enhance the 

qualities of an offer (OKO and Onuoha 2013). Therefore, Quality is a key foundation of product 

differentiation among firms in the market place and provides competitive advantages to 

organizations that are highly quality conscious (Berry, Zeithaml and Parasuraman 1988). 

In 2002, Whitney, Dayal and Vender Ark, in their study about car industry, show that General 

Motors Corporation earned the profit of $9 billion in after sales service and with its direct car sales 

of $150billion, which is in line with the study by McClusky in 2002 on AMR Company that shows 

the company’s after-sales service revenue is about 24% in average, that generates 45% of 

company's profit. It can be even higher, when we see the share of revenues in the case of Rolls-

Royce Plc, where after sales service in 2004 represents 55% of overall turnover, as Viardot (2010) 

stated (OKO and Onuoha 2013). 
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According to Viardot, (2010), in B-B (Business to Business) transaction, after sales service can 

make three to four times' turnover, over the original purchase during the product’s lifecycle, this 

can be proven according to Snecma and Bombardier, who have shown companies in the aircraft 

engines and spare parts businesses, report after sales service as representing 80% of the net present 

value versus 20% for original equipment. Interestingly, the opposite effect for aircraft occurs. 

According to Bundschuh and Dezvane, (2003), Airbus’ after sales account only for 30% of the net 

present value versus 70% for new equipment (OKO and Onuoha 2013). 

For consuming products, it can be estimated that after sales services can generate between 20-30% 

of total sales, if correctly managed. The bulk of the margin does not come from the direct repairs 

but from spare parts, in which margin can be more than 50%, and support and warranty contracts in 

which margin may be above 75%. There is still room for growth as many marketers and product 

managers have not fully grasped and made use of the whole potential of after sales service. The 

way forward, according to Viardot (2010), is first by segmenting the after-sales market according to 

customers’ needs, and second by designing the correct service offer. According to Viardot, E., 

(2010), various companies, such as Dell, Lexmark, Raytheon and Agilent has conducted research 

on the needs and expectations of their customers regarding after sales services. All the surveys 

demonstrate that although price is important to customers, the key issues are swiftness of delivery, 

reliability, and availability of repair and maintenance services (OKO and Onuoha 2013). 

1.2 Problem Discussion 

There is a vast area of different activities related to the concept of after sales services including 

installation and start up, training, maintenance and repair, spare parts, warranty, documentation, 

software services, product improvement and providing logistic (Tore, M. and Kumar, U. 2003). 

Such services are important as they have effects on product quality enhancement, gaining 

competitive advantages, achieving profitable opportunities end to increase in sales and income 

(Goffin, K. and Price, D. 1996). 

After sales services can be regarded as one of the organization’s processes, which refer to the 

services that are provided to customers before, during and after a purchase. Many companies 

consider such a services for achieving entrepreneurial opportunities, market growth and increasing 

customer satisfaction. Usually, after sales services are used to refer as services that customers 

receive after the delivery of the product (Vitasek 2005). 

Through the after sales services, creating a long term relationship with customers can reduce some 

of uncertainties and doubts in customer’s mind about the repeat purchase (Flynn, Belzowski and 
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Haas 2002). According to Ziethaml and Bitner the importance of service quality is seen in the 

effects that it has on customer satisfaction and loyalty, which in turn affects relationship marketing 

(Yan and McLaren 2010). In after sales service, expectations and perceptions are important aspects 

in the delivery of service quality. Customer expectation is defined as “desires or wants of 

customers, what they feel a service provider should offer rather than would offer” (Berry, Zeithaml 

and Parasuraman 1988). 

In order to develop strategies leading to customer satisfaction, organisations providing services 

focus on how customers perceive the service quality (Saravanan and Rao 2007). 

As Gummesson stated in 1994, there has been a change from focus on products without emphasis 

on services to the services through the attention on the products, so the reason behind the stress of 

retailers on service quality has been cleared and many researchers are interested in assessing the 

quality of services (Magi and Julander 1996). 

In this thesis, the authors focus on after sales service in commercial vehicle industry, as automotive 

industry is vary depended on their relationship with their customers (Peelen 2005), as customers 

consider the quality of goods and services, there is a need for assessing service quality of 

automotive retailers and workshops. 

1.3 Research Purpose 

In this thesis, it is tried to focus on customer satisfaction and the quality of services. The authors 

attempt to look closer at these concepts and to gain better understanding in order to describe the 

relationship between the expectations and perceptions of service quality. The purpose of the 

research is to understand and describe the relationship between customer satisfaction and service 

quality. 

1.4 Research Question 

According to the problem discussion and the purpose of the study, the research question of this 

thesis is mentioned below.  

RQ: How the relationship between expected and perceived service quality can be described? 

1.5 Structure of the Study 

In this study there are five chapters, the first chapter will explain "introduction of the thesis", in the 

second chapter there would be a literature about the previous studies regarding the customer 

retention, satisfaction, service quality; third chapter presents the methodologies which the authors 

of this study used in order to reach an analysis the problems, there would be an analysis about the 
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figures in forth chapter and the final chapter of this study, chapter five, there would a conclusion of 

the research and possible recommendation of the authors due to the analysis. 

1.6 Delimitation of study 

In this study, we are focusing on a truck dealerships and workshops in Iran. Generally, we are 

interested to see how customers perceive the expected service quality, which will be followed with 

the comparison between customer’s expectations and perceptions of required services. This study is 

limited to the customers who own Scania Trucks and refer to Mammut Diesel authorized 

workshops. The word “customers” refers to the drivers. 

 In order to gain more comprehensive understanding about the concepts in real businesses and to 

generalize the results to the whole industry, it is needed to focus on drivers of commercial vehicles 

irrespective of the vehicle brands, but due to the limited resources, the author of the study have 

focused on some of Mammut Diesel authorized workshops. More details about the selection of 

workshops under the investigation will be clearer in next chapters.   
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2. Literature Review  
 

The aim of this chapter will be reviewing the literatures that are linked to research problem 

emphasized in the previous chapter. This chapter will introduce the concepts of customer retention 

and defection; customer satisfaction, service quality and evaluating models.  

2.1 Retention or Defection 
In 1973, Peter Drucker used a statement, “to create a customer” (Drucker n.d.). As Dawkins and 

Reichheld in (1990) reported, 5 per cent increase in customer retention results in 25 to 95 per cent 

increase of customer net present value. With regard to both statements, keeping customers can be 

seen as equally, if not more important, as creating customers. A number of marketing scholars such 

as Doyle 2000, Payne et al 2001 and Gupta et al 2004 began to address the link between customer 

management and shareholder value. There was a statement, arguing that customers have life cycle 

and companies should attempt to manage them (Ang and Buttle 2006).  

Griffin stated in 1995 that few increases in percentage of customer retention would improve profits 

about 25 percent (Naik, Gantasala and Prabhakar 2010). According to Gupta et al (2004), every 

percent increase in customer retention has five times of firm value than every percent change in 

discount rate or cost of capital (Ang and Buttle 2006). As (C. Gronroos 1990) and Coviello et al 

(2002) stated, firms that practice relationship marketing have the goal of achieving customer 

retention (Ang and Buttle 2006). 

There are several economic benefits attached to customer retention. Following conditions if 

combined can increase the net value of retained customers. According to Dawkins and Reichheld 

(1990), Reichheld (1996) (Reichheld n.d.) and Buttle (2004), as customers retain, the quantity of 

purchased goods and customer referrals increase. Due to the interaction between customers and 

suppliers, as they know each other better, the maintenance costs decrease. When there is customer 

churn or defection, the costs of customer replacement increase. Also, retained customers may pay 

higher prices than new customers, in addition they are less interested to receive discount (Ang and 

Buttle 2006).  As Lindgreen et al (2000) states, “it can be up to ten times more expensive to win a 

customer than to retain one, and the cost of acquiring new customer to the same level of 

profitability, as the defected one, is up to sixteen times more” (Lindgreen, et al. 2000). 

2.2 Customer Satisfaction 

Many researchers have investigated the strong positive relationship between purchase intention and 

customer satisfaction, such as Oliver (1980), Bearden and Teel (1983). Also there are several 

researches addressing that higher levels of satisfaction lead to greater customer loyalty, such as Yi 
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(1991), Anderson and Sullivan (1993). Anderson and Sullivan (1993) stated, that customer’s 

choices are influenced by their satisfaction of previous experiences (Devaraj, Matta and Conlon 

2001). 

As result of an investigation in the University of Michigan, Keiningham and Vavra (2001) found 

out that every percentage of increase in customer satisfaction will cause in an increase of 2.37% of 

return on investment as an average. As Gitomer (1998) stated, the cost of acquiring new customer is 

ten times greater than keeping a satisfied customer (Naik, Gantasala and Prabhakar 2010).  

Based on the statement from Naik, Gantasala and Prabhakar (2010), good customer satisfaction 

influences on the profitability of nearly every business. According to Gitomer (1998), customers 

who have been served with good service, will tell nine to ten people. This has been argued that 

nearly half of the American businesses are based upon this sort of informal communication, called 

word of mouth (Naik, Gantasala and Prabhakar 2010). 

In another hand, customer dissatisfaction has larger effect, according to Griffin (1995), customers, 

who have been served with poor services, will tell fifteen to twenty people about their 

dissatisfaction, also if the service is particularly poor, 91% of retail customers will not return to the 

store for repurchases intentions. The word of mouth in this situation has its own effect and it has 

been estimated that an average American company typically loses fifteen to twenty customers each 

year (Naik, Gantasala and Prabhakar 2010).  

With Regards to the mentioned statements, satisfaction and dissatisfaction have adverse effects on 

businesses. According to Kennedy and Schneider (2000), customer satisfaction is regarded as an 

important asset, which should be managed just like other assets (Kennedy and Ursula 2000). 

Sureshchander, Rajendran and Kamalanabhan (2001) stated, this approach to customer satisfaction 

is true for both service and product oriented organizations (Naik, Gantasala and Prabhakar 2010).  

Based on their classification, there are two major orientations in business including service and 

good. Second one refers to every physical and tangible output that exists in time and space. It can 

be inventoried, sold and consumed. On the other hand, service is less materially and regarded as 

intangible (Naik, Gantasala and Prabhakar 2010). According to Berry (1980), the other difference 

between service and product lies under the social interaction involved in the service (Parasuraman, 

Zeithaml and Berry 1985). As Carman and Langeard (1980) stated, service is produced and 

consumed simultaneously, so the consumption of a service involves interaction between servant 

and the served (Carman and Langeard 1980). 

Kennedy and Schneider (2006) claimed that the concept of customer satisfaction is composed of 

several elements. It starts with clear and operational definitions from the side of customers and 

organizations. According to Naylor and Greco (2002), understanding the motivations, expectations 
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and desires of both sides prepare the good foundation for best serving the customers (Naik, 

Gantasala and Prabhakar 2010). 

According to Hayes (1998), the importance of clearly defining concepts and elements of 

satisfaction will provide a template for gathering relevant information on what it is and how it 

works. This includes the use of both, hard and soft measures. The former refers to more tangible 

and observable issues such as number of complaints and average waiting time, the later refers to 

less tangible aspects such as plotlines and friendliness (Naik, Gantasala and Prabhakar 2010). 

Based on Hayes (1998), Organizational requirements of customer satisfaction refer to the processes, 

components, standards and criteria known as corporate culture. Meeting or exceeding them would 

be an indicator of success or failure. Some of these components may overlap to those of customer’s 

view but the processes, standards and criteria from customer’s side, need another source of 

information. At this stage, recognizing the desires and needs of the customers is important for 

businesses to meet the needs of them. This information is useful for successful companies in one 

hand and also can help to identify the standards and components of satisfaction from customer’s 

perspective (Naik, Gantasala and Prabhakar 2010).  

2.3 After sales service 

As Levitt (1983) declared, manufacturers and retailers cannot finish their roles with sales; they 

should provide a set of supporting after-sale services to their customers. These supporting activities 

may include installation packages, technical advice, repair, maintenance, spare part delivery and 

upgrading packages and so on (Devaraj, Matta and Conlon 2001).    

The after-sales activities are approved to be an accordant source of revenue, profit and competitive 

advantage in most of today’s manufacturing industries. 

According to (Wise and Baumgartner 1999) and Theodor Levitt (1983), the term after-sales 

services and activities refer to those taking place after the purchase of the product and dedicated to 

support customers in the usage and disposal of goods. Although little attention has been devoted by 

scientific and managerial literatures to this topic, in today’s global competition where, there are 

decreases in the profits from selling products, after-sales services has established a relevant source 

of profit. It also can be regarded as key differentiator for manufacturing companies and resellers 

(Gaiardelli P., Saccani N. and Songini L. 2007). 

Based on R.G. Bundschuh, T.M. Dezvane (2003), the profit generated by after-sales services is 

often higher than the one generated by sales. The market size devoted to service can be four or five 

times greater than the market for goods (Gaiardelli P., Saccani N. and Songini L. 2007). As (Wise 
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and Baumgartner 1999) argued, during a product’s life cycle, after-sale service can generate at least 

three times of the turnover of original purchase. 

According to (Gallagher, Mitchke and Matthew 2005), “one of the few constant connections that 

customers have with a brand” refers to after-sales services, as it provides the means to uncover the 

needs of the customers. It influences on customer satisfaction and customer loyalty, as it constitutes 

a strategic driver for customer retention (Gaiardelli P., Saccani N. and Songini L. 2007). 

Determined by C. Armistead, G. Clark 1992 and K.D. Thoben, H. Jagdev, J. Eschenbaecher 2001, 

aftersales services besides affecting on satisfaction and loyalty, it is regarded as a way to allow 

continues improvements of quality and design of goods (Gaiardelli P., Saccani N. and Songini L. 

2007).. In order to percept after-sales as a source of competitive advantage, there will be a need for 

shifting from traditional-product-centric view where after-sales are considered as a “necessary evil” 

to a customer-centric view. After-sales service includes various formats; Technical advices, 

maintenance/repair, spare parts delivery and product upgrading can be mentioned among others. 

Through the processes of after-sales services, manufacturing firms can collect information from the 

customers about the goods and services; also companies focus on customer satisfaction via after-

sales activities (Gaiardelli P., Saccani N. and Songini L. 2007). 

As Jin Sook and So Young stated, manufacturing companies keep a sound on customer relationship 

by offering high quality after-sales service; they believed that excellent service effects on retaining 

current customers positively and also on inducement of new customers, so it delivers customer 

satisfaction and customer retention (Sook and Young 2009). 

According to (McCollough, Berry and Yadav 2000), customer satisfaction level can be increased 

by either lowering the customer’s expectation or by improving customer’s perception of a service.  

As Howat et al., 1996, Ko, Pastore (2009) stated, there are two important aspects of services, 

including the range of service and operating time. The service provider should offer convenient 

time to the customer to experience that service, (Hussain, Bhatti and Jilani 2011). So services have 

to be designed in a way that is convenient to be experienced by customers. 

Oliver and Swan (1989) showed that there are different factors influencing the customer 

satisfaction. Service quality can be mentioned as one of them in this respect. According to Oliver 

(1980), through the use of expectancy disconfirmation theory, Satisfaction/Dissatisfaction is 

resulted by comparison between experiencing the service and prior expectation. Later, Anderson 

and Sullivan (1993) refined Oliver’s theory by specifying satisfaction as a function of customer 

expectations when purchasing and disconfirmation of them by actual customer’s experience of the 

product (Devaraj, Matta and Conlon 2001).   
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2.4 Service Quality 

In most of the economies around the world, the size of service business is developing. To satisfy 

our potential and existing needs, new services are frequently launched, and we, as consumers, 

define quality (Ambekar 2013). Service quality is almost correlated with customer satisfaction, 

especially in service businesses, where many corporations are concentrating on improvement of 

service quality resulting to the high level of customer satisfaction (Kumar, et al. 2008). While 

quality of tangible goods has been described and measured by marketers; quality in services is 

largely undefined and un-researched (Parasuraman, Zeithaml and Berry 1985); nevertheless, service 

quality has been described by various researches in various ways.  

Gronroos (1984) identified the components of service quality as technical, functional, and 

reputational qualities; he describes service quality as “the result of an evaluation process where the 

consumer compares his expectations of the service with what he perceived as delivered one.” (C. 

Gronroos 1984). Service quality measurement involves a comparison of expected with perceived 

performance. It is a measure of how well a delivered service matches the customer expectations. In 

other words, service quality is a measure of customer satisfaction regarding a particular service 

received (Mensah, Damoah and Aidoo 2012). Also, Lewis and Booms 1983, mentioned that the 

delivery of service quality means conformance to customer expectations on the basis of 

consistency. According to Zeithaml et al., (1992) service is something a customer cannot see but 

could only experience. In light of this, service quality continues to receive considerable attention 

from most (service) organizations therefor; it has become an integral part of their policies, in which 

customer satisfaction cannot be ignored, if firms are to remain competitive (Mensah, Damoah and 

Aidoo 2012). 

The quality of the services served by the provider can affect on the level of customer satisfaction 

(Saravanan and Rao 2007). There is no agreement for the exact kind of relationship between service 

quality and customer satisfaction, however most of the researches agree that customer satisfaction 

and service quality have attributes and they are measurable (Asubonteng, McCleary and John 

1996). Due to the close relationship with costs, profitability, customer satisfaction, customer 

retention and word of mouth, Buttle (1996) suggested that service quality can be the driver to 

corporate marketing and financial performance and thus service quality has become a very 

important topic (Buttle 1996). Edvardsen et al., (1994) state that the basis to develop quality in 

service industries is the analysis and measurement (Mensah, Damoah and Aidoo 2012). 

Reeves and Bednar has defined service quality from four perspectives: (Reeves and Bendar 1994) 

1. Quality as excellence 
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2. Quality as Value  

3. Quality as conformance to specification  

4. Quality as meeting or exceeding expectations 

Quality of service deals with the communication and interaction between service supplier and 

service consumer. Through passive and active approaches, consumers’ thoughts about the service 

supplied on satisfaction or service quality might be measured: (Hernoann and Nitecki 2001) 

1. Passive approach: (ex: comment cards that customers complete at their discretion)  

2. Active Approach: (ex: through the interview or survey the expectation of consumers about 

their opinion of satisfaction with the supplied service identified) 

According to Parasuraman et al., (1985), service quality measurement tool identifies as a tool to 

measure gaps between customer’s perception and expectation or according to Teas (1993), it assess 

the perceived quality. So far, some further models can be used which are indicated in table 1 along 

with their characteristics (Cauchick Miguel, et al. 2007). 

 

 

 

Table 1, Proposed 

models for 

measuring service 

quality (adapted 

from Cauchick 

Miguel and 

Salomi, 2004). 

Gronroos defined technical, functional and reputational qualities as main components of service 

quality and to measure the service quality, he used SERVQUAL as the main method. The idea was 

to compare the customer expectation before the service delivered and customer perception when the 

actual service delivered (Ambekar 2013). 

The literature has focused on the former approach "Active Approaches" for measuring service 

quality, which SERVQUAL can be mentioned as one of them. It is recognized as a standard tool 

and has been utilized by consumer retail environment, hospitals, in banks, accounting firms, hotels, 

restaurants, higher education, the industrial market, travel agencies, libraries, and other settings in 

the United States and other countries with the minor modification (Nitecki 1998, Parasurman, 

Zeithaml and Berry 1994, White and Abels 1995). Most marketing and business researchers have 

concentrated on the forth perspective which is "Quality as meeting or exceeding expectations". 
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Zeithaml, Parasuraman, & Berry developed the "Gaps Analysis Model" of service quality that 

shows the integrated view of consumer-company relationships. The model sets up five gaps that 

reflect a difference between: (Parasuraman, Zeithaml and Berry 1985). 

a. Gap1) the gap between customers’ expectations and management’s perceptions of these 

expectations 

b. Gap2) the gap between management's perceptions of customers’ expectations and 

service quality specifications  

c. Gap3) the gap between service quality specifications and actual service delivery 

d. Gap4) the gap between actual service delivery and what is communicated to customers 

about it 

e. Gap5) the gap between customers’ expected services and perceived service delivered  

 

 

 

 

 

 

 

 

 

The conceptual basis of SERVQUAL is the fifth gap of Service Quality Models that is the 

difference between customers’ perceptions of delivered service and how the offered service 

encounters excellence expectations (Hernon and Nitecki 2001). 

Parasurman et al., (1988, p.16) tried to relate customer satisfaction to service quality and also 

attempted to determine the attributes between quality and satisfaction by SERVQUAL model 

(Berry, Zeithaml and Parasuraman 1988). 

Zeithaml, Parasuraman, and Berry designed SERVQUAL as a generic instrument that could be 

slightly modified for use in any particular service industry. It is the most popular method for the 

measurement of the fifth Gap (Parasuraman, Zeithaml and Berry 1985). 

Figure  1 , Model of service quality gaps 
(Parasuraman et al., 1985) 
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Although all five gaps may hinder an organization in providing high quality service, the fifth gap is 

the basis of a customer-oriented definition of service quality that examines the discrepancy between 

customers’ expectations for excellence and their perceptions of the actual service delivered. Gap 

five is also the gap that the SERVQUAL instrument influences. Expectations are desired wants in 

which customers believe a particular attribute is essential for an excellent service provider 

(Parasuraman, Leonard and Zeithaml 1991). 

Parasuraman et al. identified ten components as an original formation of service quality:  

(1) Reliability 

(2) Responsiveness 

(3) Competence 

(4) Access 

(5) Courtesy 

(6) Communication 

(7) Credibility 

(8) Security 

(9) Understanding/knowing the customer  

(10) Tangibles 

Later in 1988, they categorized the original ten into five dimensions of service quality, also 

Zeithaml et al. (1990) maintained that the set of twenty-two statements includes five unified 

dimensions that customers most value when they assess service quality in a service industry: 

(Hernoann and Nitecki 2001), those dimensions are: (Parasuraman, Zeithaml and Berry 1985) 

1. Tangibles (appearance of physical facilities, personnel and materials) 

2. Reliability (dependable and accurate performance) 

3. Responsiveness (willingness to help customers and the promptness of service) 

4. Assurance (knowledge and courtesy of employees) 

5. Empathy (caring and individualized attention to customers) 

(Berry, Zeithaml and Parasuraman 1988). 

Parasurman, Zeithaml and Berry 1994, described the initial questionnaire in the paper. They 

developed a twenty-two items instrument with the aim of measuring customers’ expectations and 

perceptions of the five-rater dimensions. Four or five numbered items are used to measure each 

dimension (Buttle 1996). 
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It has two statements; the first statement measures the customer's expectation to rate how essential 

each factor is for an excellent service to supply. The second statements of twenty-two, formulates 

the same factors into descriptions about provided service and determine the customer’s perceptions 

of the level of service given by the suppliers. For each pair of statements, the difference between 

the ranked perceptions minus the ranked expectation is calculated; Overall quality score is 

determined as an average of these Gaps scores (Hernon and Nitecki 2001). 

They have shown the correlation of original article (Figure 2) which was written by Cronin and 

Taylor 1992 (Parasurman, Zeithaml and Berry 1994, Cronin, Jr. and Taylor 1992). 

 

Figure 2, Service Quality 

as Conceptualized by 

Parasuraman, Zeithami, 

and Berry (1994) and 

Examined by Cronin and  

Taylor (1992) 

 

 

 

Parasurman, Zeithaml and Berry 1994, used a Likert scale (ranging from "Strongly Agree" (7) to 

"Strongly Disagree" (1) a seven-point scale) (Berry, Zeithaml and Parasuraman 1988). 

SERVQUAL is not the only tool utilized to measure service quality; SERVPREF, has been 

developed in 1992 as a modified version of SERVQUAL that measure the performance of service 

quality solely. It has the same as SERVQUAL the twenty-two statements, without repeating set of 

statements as expectation items. However, SERVPREF has been rarely used in variety of 

industries; the SERVQUAL has broad application to service industries, which is identified as a 

clear preference for researches (Hernon and Nitecki 2001). 

Some researchers believe the perception scores is the good fit to assess the deviation of service 

quality rather than the gap measurements, meaning that the service expectation might be based on 

memory of actual service perceived, or basically, the difference between service expectation and 

perception may not measure the service quality (Hernon and Nitecki 2001). 
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Some researchers maintain that perception scores alone explain more of the variation in service 

quality than the gap measures, that “questions about service expectations may be based on memory 

or biased by actual services received,” or that the difference between expectations and service 

perceptions may not measure quality (Babakus and Boller 1992, Cronin, Jr. and Taylor 1992). 

However other researches according to Caruana, Ewing, & Ramaseshan, 2000, have exposed that 

expectations scores have direct effects on perception scores. It is being questioned that can 

customers distinguish between their desired and minimum expectations and respondents who have 

formulated specific expectation about their service request (Caruana, Ewing and Ramaseshan 

2000). They discovered also that to imagine the real deviation between desired and minimum 

expectation and the actual service delivered is difficult by respondents. 

There are challenges over which version of SERVQUAL to use, and can the SERVQUAL tool be 

modified without having an impact on the dimensions that are investigated (Cronin, Jr. and Taylor 

1992, J. M. Carman 1990, Bolton and Drew 1991). Later, Parasuraman et al. (1994) have moved 

from five to three dimensions:  

1) Reliability  

2) Tangibles 

3) Responsiveness, assurance, and empathy (as a single dimension) 

Consolidation and regrouping of SERVQUAL dimensions has been supported by some other 

studies (Dabholkar, Thorpe and Rentz 1996).  

2.5 Criticisms of SERVQUAL 

It is clear that there is no firm agreement on which model can be more appropriate to examine the 

service quality. Although, SREVQUAL is selected as the most interested tool for measuring service 

quality, nevertheless there are still some arguments about its validity for many researches.  

Criticisms include the use of different scores, applicability, dimensionality, lack of validity and etc. 

Critical reviews of SERVQUAL are pointed by Asubonteng el al. (1996) and Buttle (1996) 

(Asubonteng, McCleary and John 1996) and (Buttle 1996). 

There are some theoretical and operational criticisms of SERVQUAL model, which are described 

as below: (Buttle 1996)  

1. Theoretical: 

 Paradigmatic objection: SERVQUAL model has been based on disconfirmation 

paradigm and as it is less attitudinal, it fails to establish economic, statistical and 

psychological theories. 
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 Gap model: customer’s assessment according to perception and expectation gap has not 

been fully justified. 

 Process orientation: SERVQUAL model has focused on the service quality processes 

rather than the results of the service.  

 Dimensionality: the five dimensions of SERVQUAL are not common and there is a high 

relationship between those dimensions.   

(2) Operational: 

 Expectation: consumers utilize standards to evaluate the service quality because 

SERVQUAL is not able to evaluate fully the expectation of service quality. 

 Item composition: limited dimensions like 4 or 5 in SERVQUAL model cannot detect the 

changeability in each service quality.   

 Moments of truth (MOT): Consumers' evaluation about service quality for moments of truth 

to moments of truth may vary. 

 Polarity: the overturned opposition of items in the scale causes respondent error. 

 Scale points: the Likert seven-point scale is not very effective. 

 Two administrations: there is confusion as there are two administrations of the instrument. 

 Variance extracted: the scores over SERVQUAL score accounts for an unacceptable 

amount of item variances. 

Moreover, some studies suggested unstable dimensions for SERVQUAL. Nitecki (1996) used three 

dimensions for SERVQUAL in contrast with five dimensions suggested by Zeithaml, Parasuraman, 

and Berry in 1990, or Jiang, Klein, and Carr (2002) proposed four dimensions in their research and 

also Landrum and Prybutok (2004) used five dimensions for SERVQUAL model (Mensah, 

Damoah and Aidoo 2012). 

When the customer expectation is removed for the SERVQUAL model all these issues are 

resolved. However, the proven useful model for service quality measurement and customer 

satisfaction ultimately is SERVQUAL (Mensah, Damoah and Aidoo 2012). 

2.6 Selected Measurement Model 

Gronroos defined technical, functional and reputational qualities as main components of service 

quality and he used SERVQUAL method to measure the service quality. The idea was to compare 

the customer expectation before the service delivered and customer perception when the actual 

service delivered (Ambekar 2013). The authors have tried to investigate and describe the 

relationships between expected and perceived service quality, in the table 1 (page 19), the models 
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for measuring service quality has been shown. In fact due to the complexity of service quality 

process, multiple dimensions have been suggested for service quality (Brady, Cronin and Brand 

2002). SERVQUAL model was developed by Parasuraman et al., (1985, 1988) as the popular 

instrument used in service marketing to measure the quality of service. The expectation gap 

between offered and actual service have been measured by SERVQUAL (Mensah, Damoah and 

Aidoo 2012). Cronin et al. (1994) continued the arguments about effectiveness of SERVPERF and 

SERVQUAL for measuring service quality (Cronin and Taylor 1994).  

After carefully analysing various researches, using the SERVQUAL model, the authors realize that 

many researches have been carried out in service industries such as education, restaurants, banking, 

telecommunication, health care, etc., but it seems limited empirical studies have been conducted 

using the SERVQUAL model to assess service quality in commercial vehicle industry. The authors 

consider after sales service of commercial vehicle as an important part of the service industry, as it 

was explained that there is a low rate in customer loyalty within the automotive industry and since 

those customers are highly engaged in handling high volume goods, automotive industry is very 

depended on their relationship with their customers (Peelen 2005). For the mass production 

manufacturers creating the long-term relationship is a difficult process, and consequently it is a 

competitive advantage for the vehicle dealership to focus on the customers' needs (Lassar, Banwari 

Mittal Walfried M. 1998). The most critical gap, in this context, is service quality gap; henceforth 

for improving service quality the final goal is to eliminate or narrow subjected gap as stated by 

Lovelock Christopher, Jochan Wirtz, and Jayanta Chatterjee (Ambekar 2013), thus, focusing on 5th 

gap, where the difference between customer expectation and perception about offering service is 

known, will be the main concentration of the authors. Therefore, SERVQUAL has been chosen as a 

suitable model to compare the expectation and perception of service by customers within the 

automotive industry.  

One of the researchers Adele Berndt (2006) describes the five dimensions of SERVQUAL with 

respect to automotive service centre as below (Mensah, Damoah and Aidoo 2012): 

1) Reliability (Promised delivery) 

2) Assurance (Confidence and trust) 

3) Tangibles (Physical cues) 

4) Empathy (Importance) 

5) Responsiveness (Willingness to help)  

According to Katarne Rajnish, Satyendra Sharma, and Jayant Negi, in case of automobile service 

centers, delay in delivery is an important factor in dissatisfaction of customers (Ambekar 2013), the 
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authors will demonstrate the 22 items that are generated for the five SERVQUAL dimensions, 

which are designed to measure customer expectations and perceptions of after sales service by 

Adele Berndt (2006). A closer look to the mentioned questionnaire will be presented in third 

chapter. 

2.7 Frame of References 

It was stated by Oliver 1980, that the satisfaction and dissatisfaction can be seen as differences 

between experiencing a service and previous expectation of the service. Also, it has been claimed 

that the satisfaction level can be changed by either lowering or increasing any of the above 

parameters (McCollough, Berry and Yadav 2000). According to Oliver and Swan (1989), there are 

different factors affecting on customer satisfaction and service quality is one of them. With respect 

to other factors, the correlation between service quality and satisfaction is highlighted specially in 

service sectors (Kumar, et al. 2008). 

Gronroos described the concept of service quality in terms of an evaluation process where 

customers compare what they have perceived with what they had expected before. In this respect, 

service quality can be seen as a measure of customer satisfaction with regard to particular service 

(Mensah, Damoah and Aidoo 2012). 

Based on what authors have covered in the literature, most of the marketing and business 

researchers have concentrated on service served since they believe quality as meeting or exceeding 

expectation, SERVUQAL model has been recognized as a standard method for evaluating service 

quality, from customer’s point view (customer perception), and has been utilized in many of the 

industries including education, banking, health, food, tourism and so on with the minor 

modification (Nitecki 1998, Parasurman, Zeithaml and Berry 1994, White and Abels 1995). 

In this thesis, it has been decided to focus on customer’s perception of quality, which is the 

intermediate concept of satisfaction and service quality. 

Among the five gaps, which has been described in the prior literatures, the fifth gap refers to the 

difference between customer’s expectation of a service and its perception of what is delivered, 

which is also the fundamental basis of SERVQUAL model. However the proven useful model for 

assessing service quality in regards to customer satisfaction is SERVQUAL model (Mensah, 

Damoah and Aidoo 2012). Accordingly,  SERVQUAL technique seems to be useful tool, in order 

to focus on customer’s perceptions and expectations, which cover only one of the five gaps. 
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Authors try to investigate the relationship between expectation and perception of service quality 

from customer’s point of view, which can be defined as one of the assessment for customer 

satisfaction; the authors get benefit from Adele Berndt research in 2006 to describe the five 

dimensions of SERVQUAL with respect to automotive service centre as below: 

1) Reliability (Promised delivery) 

2) Assurance (Confidence and trust) 

3) Tangibles (Physical cues) 

4) Empathy (Importance) 

5) Responsiveness (Willingness to help)  
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3. Research Methodology 
 

Research is a discerning pursuit of the truth and those who do research are looking for answers. 

Science can be defined as the body of knowledge about some definable subjects and scientific 

methods are defined as approaches, which researchers use to gain knowledge (Hair Jr, et al. 2011).  

According to Merriam Webster Encyclopedia Britannica (2011), the earliest use of the term, 

Research refers to 1577. The word research is derived from the Middle French “recherché” and it 

means, “to go about seeking”. The French one is also derived from the old French (Merriam 

Webster Encyclopedia Britannica 2011). Based on oxford British dictionary, the noun of research is 

“the systematic investigation into materials, sources and study of them in order to establish facts 

and reach new conclusions” (Oxford Business dictionary n.d.). According to Cooper and Emory 

(1995) research is systematic inquiry with the goal of providing information for problem solving 

(Cooper and Emory 1995). 

3.1 Purpose of the Research 
Many research designs can be used for studying business problems. According to the book of 

Business Research Methods (Hair Jr, et al. 2011), there are three types of research designs, which 

are used generally by researchers. 

1- Exploratory  

2- Descriptive 

3- Causal design 

 

Exploratory research is used more when the research question is not very clear or when there is 

limit in information and theory to guide for developing hypothesizes. In such situations, it may be 

impossible to provide a basic statement of the research problem at first. It is meant to find new 

relationships, patterns, themes, and ideas and so on, so it is not about to test a specific research 

hypothesis. This type of research design is more appropriated with the work of innovative 

industries. Exploratory research is relied heavily on qualitative techniques more than quantitative 

approaches though the other way around is also possible (Hair Jr, et al. 2011). 

Descriptive research is about describing a situation by providing measures of an event or activity; it 

is often made by the use of descriptive statistics. Typical descriptive statistics include frequency 

counts (how many), measures of central tendency (mean, mode, median) and measure of 

dispersion/variance (standard deviation). The design of the descriptive research is in a way to 
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obtain data that is used to describe the characteristics of the topic, which is the interest of the 

research. The hypothesizes that are derived from theory can guide the process of research as it 

presents a list of what needs to be measured. This type of research design is usually structural and 

specifically it goes for measuring the characteristics described in research question. In descriptive 

studies, the collection of data usually includes structured processes. It can be done either by 

observation or interview through structured questions (Hair Jr, et al. 2011). 

The most complex one is causal research design as it is designed to test whether one event causes 

another one. Does X cause Y? In this design, there is a causal relationship and it means a change in 

one event brings corresponding change in another one. There are four conditions that researchers 

look for testing cause and effect relationship. Including  

1- Time sequence (the cause must occur before the effect)  

2- Covariance (when the two variables are related to each other)  

3- Non-spurious association (the relationship is true and not when something affect to both 

cause and effect)  

4- Theoretical support (logical explanation of the reasons behind causal relationship) (Hair Jr, 

et al. 2011). 

 

This study aims to investigate the expectation and perception of the customers within a particular 

service industry (a commercial vehicle after sales service) about the provided services, the 

relationship between the aspects of the customers' satisfaction with service quality dimensions will 

be described. So the purpose of the research will be descriptive as authors are willing to use 

numbers for describing the concepts. Selected model and previous studies have had remarkable 

influence on the purpose of this study. 

3.2 Research Approach 

According to book of Business research Method (page 145); there are two approaches to research: 

(Hair Jr, et al. 2011) 

1- Quantitative data is about measurements, it provides numbers, which are used to represent 

the characteristics of something. As they are recorded in the form of numbers, statistical 

analysis will be used. 

2- Qualitative data refers to description of things without assigning numbers. This type of data 

is usually collected through interviews and observations. In qualitative research approach, 
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hypothesizes are less frequently provided as it can affect the direction and results of the 

findings. 

 

The structure and representativeness are the strengths of quantitative approach, which is not typical 

in qualitative approach. Also objectivity is an important issue of science. Preparing hypotheses, 

which are tested against statistical criteria, provide objectivity, in contrast, qualitative approach 

needs interpretation, and so as judgments are involved, it is difficult to replicate the findings of 

qualitative approaches particularly when the following methods have not been fully documented.  

Business research is a discipline that uses statistics. Statistics are used with quantitative data, which 

is collected from company’s record, sales reports, questionnaire and similar resources (Hair Jr, et al. 

2011).  

There are some researchers who assert superiority to any of the approaches. These two approaches 

complement each other and effective decision-making often requires information from both the 

qualitative and quantitative research approaches (Hair Jr, et al. 2011). 

Through the quantitative approach, the authors describe the comparison of different elements of 

service quality (five dimensions) from customers view (expectation and perception) and to find out 

the top priorities in their mind. In order to investigate the gaps between customer's expectation and 

perception of the service quality, authors use quantitative approach to describe the relationships 

with statistical tools. 

3.3 Research Strategy 

As Yin (2003) argued, there are five research strategies, which are commonly chosen in social 

sciences: 

1- Experiments 

2- Surveys  

3- Histories 

4- Case studies 

5- Analysis of archival information 

 

Choice between these strategies depends on three conditions. The type of research question, the 

control level of the investigator on actual behaviour and whether the phenomenon is contemporary 
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or historical, affect the choice of relevant research strategy (Yin, Case study research-design and 

methods 2003). 

As Davidson & Patel (2003) claimed, experiments refer to the situation where few variables will be 

studied and the things that might affect the 

variables have to be determined. When the 

goal is to gather information about greater 

number of variables, surveys will be 

conducted. It will be done through 

questionnaire or interview. The analyses of 

archives refer to the analysis of secondary 

data. The historical analysis will not cover 

contemporary phenomenon. As Saunders 

(2000) states, case studies are used to gain knowledge about a single case or small number of cases 

(Saunders, Lewis and Thornhill 2000). According to Yin (2003), case studies can be single or 

multiple, single case study refers to the situation when the investigator focus on one event, decision 

or company and multiple-case study refers to the situation when there is a need for comparisons 

between two or more entities. In the first type, there is more in depth analysis and in the second 

one; less in depth analysis will be conducted (Yin, Case study research-design and methods 2003).   

Due to the fact that the customer of commercial vehicles are transporting goods and travelling 

frequently from city to city, time to time; in this study, the authors aim to collect relatively large 

data and due to the lack of control over respondents, the strategy of conducting survey seems to be 

relevant. The research question refers to the description of relationship between customer's 

expectation and perception (how it can be described) and according to the prior statements 

borrowed from literature, the research strategy of survey can be used to answer "How research 

questions".   

3.4 Data Collection Method 

According to Business Research Method, data is collected through one or more of followings:  

1- interviews 

2- observations 

3- questionnaires 

 

Table 2, Relevant situations for different research strategies 
(Yin, 2003) 
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Based on the nature of the research, the type and amount of the data will be clear. In exploratory 

researches, the investigator collects narrative data by the use of focus group, personal interviews or 

observation of actions and events. This type of data is known as qualitative and will be collected by 

smaller samples or case studies. In contrast, when the research design is descriptive or causal, the 

investigator needs larger amount of quantitative data and it will be done through large-scale surveys 

or access to databases. 

As Business Research Methodology states, there are two general approaches used for collecting 

qualitative data, including interviews and observations, if the object of the study refers to 

understand why something happens and if the object refers to examining the behaviour of people or 

events respectively. For the quantitative data, which involves collecting numerical data, structured 

questionnaires or observations are helpful as it guides to collect primary data from individuals. The 

data range is broad as it includes data on beliefs and behaviour to general background information 

on age, gender and so on. Business researchers use the term survey research as quantitative data 

collection and it seems to be the best approach when facing with collecting data from large sample 

of individuals. There are three broad categories of methods for data collection, including self-

completion (Internet or electronic surveys, drop-off and pick up surveys), Interviewer completed 

(direct contact, personal interview, telephone call) and observation (gathering and counting 

numerical information on behavior, actions and events).  

As it is argued in Business Research Methods in page 198, self-completion surveys use structured 

questionnaires, which involve predetermined questions designed for capturing data from 

respondents. Questionnaire surveys are generally designed for collecting large amount of data in the 

form of numbers. There are several ways for delivering the questionnaires to respondents ranging 

from traditional fax and mail surveys to new electronic approaches. The major shortcoming of this 

approach is the absence of the researcher’s control and that may result in deviations, which 

introduce response bias. The biggest problem with this type as mentioned in page 199 of Business 

Research Methods is the low response rate (Hair Jr, et al. 2011).   

According to Business Research Methodology, there are four methods of administrating survey 

questionnaires including drop off (mail and fax), in person, over the telephone and electronic.  
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As it is mentioned in Business Research Methods, Exhibit 8.5, page 203, there are some advantages 

and disadvantages for each method (Hair Jr, Celsi, Money, Samouel, & Page, 2011). Due to its 

relatively low cost, wider access and better coverage, potential for large samples and with respect to 

its disadvantages including low response rate, difficult follow up and the impossibility of clarifying 

the points (Hair Jr, et al. 2011), we have 

chosen to use e-mail and fax services 

simultaneously to send the 

questionnaires to the selected 

workshops.  

Each workshop after receiving the 

questionnaire, copied the survey as 

many as needed to serve the customers.   

According to Yin (1994), there are 

strengths and weaknesses attached to 

each method for data collection (source 

of evidences) (Yin, Case study research: design and methods 1994). They are illustrated in the 

below table. 

The authors of this study use self-completion survey based on following reasons: 

In order to generalize the descriptions to the population, large amount of data is needed. Also the 

choice of SERVQUAL model, as the numbers of variables are relatively large, pushes the authors 

to employ a structured set of statements (questionnaire) in a form of self-completion survey, to 

collect data on different dimensions of service quality. As there is a little control over the 

respondents, cause they are travelling between different cities and control over the respondents 

would be too much time consuming and due to the limited resources, the surveys are sent to the 

workshops (after sales service centres of the commercial vehicles) by fax and email, then drop off 

and pick up technique to gather data from customers in two intervals were used; one before 

reception of respondents vehicle into the workshop (expectation) and one after the delivery of 

service (perception) by the service provider. The primary data that refers to the general 

understanding of the industry and the area of investigation are collected from literatures and the 

data about the actual situation of the selected company have been gathered through the interviews 

(unstructured) with some of the top managers.  

Table 3, six sources of evidences (strength and weaknesses), (Yin, 1994, P.80) 
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3.5 Sampling Technique 
The ideal situation for every researcher is to collect data from all of the population, which is known 

as "census". In some situations, it is not feasible and possible to collect data from all of the 

population; sample, which is a subset of population, will be drawn. There are two procedures for 

sampling, probability and non-probability. Probability sampling uses random procedures to select a 

representative sample of the population, ensuring the objectivity of the selection and typically used 

in quantitative researches, the findings from the sample will be generalized to the population with a 

specified degree of accuracy. Non-probability sampling uses judgment to select samples in 

qualitative researches, findings will be used to discover, develop and describe theories. The 

findings can be used to generalize to the population but it cannot be done with a specified degree of 

accuracy. The sample size is depended to whether using quantitative approach or qualitative 

approach. It is suggested that, for generalizing of result to the population with the specific degree of 

accuracy, sufficiently large samples will be required (Hair Jr, et al. 2011). In this research, for 

ensuring the objectivity of sampling selection and to approach the research question through the 

quantitative research, the probability sampling technique has been employed by the authors. 

This study carried out in Mammut Diesel Company (exclusive importer of Scania trucks in Iran) 

located in Iran and the authors are interested to investigate the relationship between commercial 

vehicles driver's expectation and perception of service quality, therefor the samples are chosen from 

the drivers among the Mammut Diesel customers. Since 2008, Mammut Diesel has delivered 

13,000 trucks in the region; this company provides the after sales services through the twenty 

dealerships located in different provinces in Iran. According to ISQI in 2013, Mammut Diesel with 

his comprehensive dealership is ranked as the number one company in terms of service quality and 

customer satisfaction among the other competitors in Iran. According to Mammut Diesel statistics, 

only 50% of the customers are referring to the authorized workshops, therefore the survey has been 

filled out by the sample of this population (Dezfulian 2014). 

To have reliable empirical findings, the questionnaire was filled out by the customers who refer to 

the dealerships which ranked as number one by ISQI within Mammut Diesel network; these 

dealerships are located in the main cities of Iran (Tehran, Isfahan, Tabriz, Shiraz and Mashhad) and 

according to Mammut Diesel statistics about the level of functionality of their dealership, when the 

data are collected from subjected dealerships, gathered data are more relevant to be analyzed in one 

basket as they are collected from the similar dealerships in terms of their potentials and 

functionalities (http://www.isqi.co.ir/index.php#). 
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In the selected dealerships, the authors will offer the questionnaire to every customer who refers to 

those workshops at the time of questionnaire distribution, no matter which type of truck they have 

and what kind of service they request, therefore a simple random sampling is employed, as the 

customers accidentally entered to the dealership and receive the offer to involve in the survey. 

3.6 Determining samples size  

It is very important to calculate the number of samples for any research and study. Selecting a 

sample larger than required, can lead to wasting of time and resources, while very small samples 

often leads researchers to produce results that have no scientific use. It has already been mentioned 

that the population of this study is 6500, referring to Cochran' sample size' method, the required 

samples should be 363 (Azar 1999). 
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363 questionnaires were distributed and 264 questionnaires, which represent 72.2% as a return rate. 

The persons who distributed the questionnaire, had been received the explanation from the authors 

that what are the requirements of the survey process.   

3.6.1 Questionnaire 

Following table contains the twenty-two dimensions of SERVQUAL and relative statements, which 

are borrowed from Yan and McLaren (2010) research: 

Dimensions Statements of the five dimensions 

Tangible 

1. The service dealers have modern-looking equipment.  

2. The physical facilities are visually appealing in dealer’s shop.  

3. Employees appear neatly at work.  

4. Materials associated with service visually appealing at workplace.  

Reliability 

5. The service dealers always keep their promises to customers.  

6. The service dealers always show interests in customers' needs  

7. The service dealers perform their services right at the first time.  

8. The service dealers provide their services in their promised time.   

9. The service dealers endeavor on error-free records  

Responsiveness 

10. Employees are aware of the time period a job can be done.  

11. Employees are able to provide efficient service to customers.  

12. Employees are willing to help customers when there is a need.   

13. Employees always try to respond to customers' requests promptly.  

Assurance 

14. Employees’ working style enhances customer’s confidence.  

15. Customers feel safe and comfortable in their transactions.  

16. Employees always are consistently courteous to customers.  

17. Employees have the knowledge to answer customer’s questions.  

n: sample size 

N: population 6500 

t:confidence percentage, acceptable standard error 

d: acceptable margin of error for proportion being estimated  

p: estimate of variance 0.5 

q: estimate of variance 
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The SERVQUAL dimensions are the main variables used in this study and according to the 

literature these dimensions split as following categories of questions: 

 

 

 

 

3.7 Testing of the questionnaire 

The authors tested the questionnaire to identify whether the questionnaire is able to capture the 

required data as it was expected, it is conducted mainly to find out whether the questionnaire is 

easily understandable  for the customers as well as whether there were not any unclear and 

confusing meaning in the questionnaire. Five customers were approached in the central workshop 

of Mammut Diesel in Tehran, to answer the questions in the presence of the authors. There were no 

difficulty in answering the questions; nevertheless, the authors got one general comment from one 

driver that some of the questions make the same sound for the customers, the authors therefore, 

taken the necessary action and made the relevant correction. 

The questionnaire consist of 22 items that are extracted from the five SERVQUAL dimensions, 

which are designed to measure customer expectation and perception of after sales service for a 

particular service industry (Yan and McLaren 2010).  

3.8 Measure Scale 

The authors use SERVQUAL model to assess customers' expectation and perception of service 

quality in commercial vehicle after sales service centers.  

Business researches use Likert scale to assess the type of 

customer's behavior, including visiting a particular 

website or store, and purchasing a products and a 

service. In fact, Likert scale is typically used to measure 

attitude and opinion; it is often used in a form of five-

point and seven-point scales, to assess the strength of 

agreement and disagreement about the statement. The more 

18. The service dealers give individual customer attention.  

Empathy 

19. The service dealers make convenient operating hours to customers.   

20. The dealers will organize employees to attend to individual customer.   

21. Excellent service dealers will have the customers’ best interest in heart.  

22. The employees will understand the specific needs of their customers.  

Table 4, SERVQUAL questionnaire 

Statements Dimensions 

Q1,Q2,Q3,Q4 Tangibles 

Q5,Q6,Q7,Q8,Q9 Reliability 

Q10,Q11,Q12,Q13 Responsiveness 

Q14,Q15,Q16,Q17,Q18 Assurance 

Q19,Q20,Q21,Q22 Empathy 

Score Scale 
1 Strongly disagree 
2 Disagree 
3 Somewhat disagree 
4 Neither agree or disagree 
5 Somewhat agree 
6 Agree 
7 Strongly agree 

Table 5, Likert seven-point scale 



36 
 

point we use the more precision we get with regard to the extent of the agreement or disagreement 

with a statement (Hair Jr, et al. 2011). 

In this thesis, expectations and perceptions are measured using a seven-point scale to rate their level 

of agreement or dis-agreement, according to the table5, the scales are ranging from 1 (strongly 

disagree) to 7 (strongly agree), on which the higher numbers indicate higher level of expectation or 

perceptions. Service quality score is the difference between perception and expectation (P-E), 

which gives a range of value from -6 to +6; -6 means a very dis-satisfied and +6 means a very 

satisfied customer. The more positive the (P-E) scores, the higher the level of service quality would 

be which leads to the higher level of customer satisfaction.  

3.9 Reliability and Validity 

 The authors of this study must ensure that the selected variables represent and measure the 

concepts in accurate and consistence way. Accuracy refers to validity and consistency refers to 

reliability. To obtain the validity of this study, the opinions and advice of respected teachers and 

advisors, and experts in the field were used. This indicates that the validity of the questionnaire 

contents is remarkable. The research questionnaires were distributed among 5 customers and the 

result of this test; causes modification for some of the items of the questionnaire.  The reliability of 

a measurement refers to the level of rigor. A test is reliable if within a short period the same group 

gives the results closer to each other (Seif 2002). Cronbach's alpha reliability coefficient was 

determined by SPSS program and shows that the 

reliability of questionnaire is equal to 0.91 (tables 

below). Cronbach's alpha calculated between 0 

and 1, the closer the result to 1, the more reliable 

the measurement is, therefore the number 0.91, 

shows the reliability and validity of the questionnaire. 

 

 

 

 

 

 

 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

0.914 44 

Table 6, Cronbach's alpha reliability test 

Reliability Statistics 

Dimensions 

Expectation 

Cronbach's  

Alpha 
N of Items 

Tangibles 0.49 4 

Reliability 0.56 5 

Responsiveness 0.70 4 

Assurance 0.79 5 

Empathy 0.68 4 

Total 0.87 22 

 

Reliability Statistics 

Dimensions Perception Cronbach's Alpha N of Items 

Tangibles 0.87 4 

Reliability 0.86 5 

Responsiveness 0.85 4 

Assurance 0.85 5 

Empathy 0.86 4 

Total 0.95 22 

 Table 7, SERVQUAL Dimensions, Cronbach's Alpha test Expectation Table 8, SERVQUAL Dimensions, Cronbach's Alpha test Perception 
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3.10  Sample size adequacy 

Before the factor analysis, the authors should make sure 

that the number of samples which is 264 ones will cover 

the need of the study.  

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure  

of Sampling Adequacy (KMO) 
.897 

Bartlett's Test of 

Sphericity 

Approx. 

Chi-Square 
7.084 

df 946 

Sig. .000 

Table 11, KMO and Bartlett's Test 

Item-Total Statistics 

 
Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

EQ1 132.93 92.751 .118 .875 

EQ2 133.06 90.357 .270 .871 

EQ3 132.91 91.695 .163 .875 

EQ4 132.97 90.991 .214 .873 

EQ5 132.30 93.518 .091 .875 

EQ6 132.51 92.122 .121 .877 

EQ7 132.24 87.021 .583 .863 

EQ8 132.28 87.068 .524 .864 

EQ9 132.35 86.442 .553 .863 

EQ10 132.47 84.897 .593 .861 

EQ11 132.57 85.523 .521 .864 

EQ12 132.59 85.490 .528 .864 

EQ13 132.61 84.976 .567 .862 

EQ14 132.63 85.579 .543 .863 

EQ15 132.53 84.265 .662 .859 

EQ16 132.47 85.771 .545 .863 

EQ17 132.69 85.273 .555 .863 

EQ18 132.64 83.698 .641 .860 

EQ19 132.61 84.437 .588 .861 

EQ20 132.98 83.327 .596 .861 

EQ21 132.77 83.785 .539 .863 

EQ22 133.24 85.211 .399 .869 

 

Item-Total Statistics 

 
Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

PQ1 96.49 621.019 .605 .954 

PQ2 96.61 622.802 .571 .954 

PQ3 96.29 617.270 .672 .953 

PQ4 96.72 619.091 .619 .953 

PQ5 96.75 613.555 .616 .954 

PQ6 96.59 613.239 .720 .952 

PQ7 96.50 622.205 .588 .954 

PQ8 96.76 615.652 .666 .953 

PQ9 96.86 605.984 .757 .952 

PQ10 96.57 623.843 .532 .955 

PQ11 96.56 614.977 .748 .952 

PQ12 96.87 598.802 .781 .951 

PQ13 97.09 592.915 .831 .951 

PQ14 97.09 592.433 .793 .951 

PQ15 96.67 629.492 .493 .955 

PQ16 96.81 595.733 .803 .951 

PQ17 96.33 629.528 .534 .954 

PQ18 97.05 593.853 .820 .951 

PQ19 96.61 624.854 .612 .954 

PQ20 97.19 604.428 .734 .952 

PQ21 97.61 590.947 .768 .952 

PQ22 97.55 603.457 .728 .952 

 
Table 9, Cronbach's Alpha if Item Deleted, Expectation questions Table 10, Cronbach's Alpha if Item Deleted, Perception questions 
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Perception 

Factor loading 

Expectation 

Factor loading 
Questions 

0.85 0.72 EQ1 

0.74 0.75 EQ2 

0.71 0.74 EQ3 

0.78 0.67 EQ4 

0.73 0.72 EQ5 

0.44 0.77 EQ6 

0.57 0.71 EQ7 

0.75 0.66 EQ8 

0.57 0.64 EQ9 

0.57 0.60 EQ10 

0.56 0.59 EQ11 

0.74 0.59 EQ12 

0.77 0.67 EQ13 

0.72 0.59 EQ14 

0.71 0.73 EQ15 

0.77 0.65 EQ16 

0.79 0.66 EQ17 

0.68 0.71 EQ18 

0.60 0.68 EQ19 

0.77 0.60 EQ20 

0.76 0.57 EQ21 

0.75 0.40 EQ22 

 

We will use the Bartlett test and KMO index, which is used to determine the adequacy of sampling, 

the index is between one and zero. If the index is close to one (at least 0.6) the data are adequate for 

factor analysis, otherwise, if it is less than 0.6, factor analysis of the data is not valid. The KMO 

value in this research is 0.897 which more than 0.6, cause the adequacy of the sample size.  

3.10.1 Factor loading of variables 

Here, in order to determine the validity of each indicator the factor-loading test is used. This 

measurement tool indicates the degree of correlation between the structures (component). The 

minimum acceptable level for 

each question is 0.4 and the 

questions that their load 

factor is less than 0.4, should 

be excluded from the test. 

Loading factor for most of the 

questions are more than 0.5 

(Vagias 2006). 

 

 

As the table above shows, all 

the questions have loadings 

factors which are acceptable. 

 

3.11 Data Analysis Method 

In this thesis, for the descriptive statistics, measures of central tendency, standard deviation and bar 

chart are presented. For the Inferential statistics, the authors use non-parametric Friedman and 

Wilcoxon (two related samples tests) tests. To obtain the validity and reliability of the 

questionnaire, the Cronbach's Alpha and KMO and Bartlett's Tests have been used. It is 

mentionable that the authors use the SPSS-16 for the analysis of the data. 

In order to make sure the data is normal, Kolmogorov-Smirnov's test was in order, and the test is 

made based on the null hypothesis that the data is normally distributed with the standard error level 

of 5%. According to the Kolmogorov-Smirnov test, if the Siq is equal or bigger than 0.05, therefore 

the data were distributed normally.  

The statistical hypotheses are developed as follows for the normality of variables: 

Table 12, loadings factors test 
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Tests of Normality(Expectation) 

 Kolmogorov-Smirnov Shapiro-Wilk 

 Statistic df Sig. Statistic df Sig. 

EQ1 .247 264 .000 .818 264 .000 

EQ2 .261 264 .000 .836 264 .000 

EQ3 .243 264 .000 .832 264 .000 

EQ4 .301 264 .000 .816 264 .000 

EQ5 .434 264 .000 .620 264 .000 

EQ6 .377 264 .000 .663 264 .000 

EQ7 .458 264 .000 .435 264 .000 

EQ8 .436 264 .000 .448 264 .000 

EQ9 .400 264 .000 .523 264 .000 

EQ10 .379 264 .000 .624 264 .000 

EQ11 .322 264 .000 .669 264 .000 

EQ12 .331 264 .000 .691 264 .000 

EQ13 .310 264 .000 .703 264 .000 

EQ14 .296 264 .000 .712 264 .000 

EQ15 .338 264 .000 .665 264 .000 

EQ16 .373 264 .000 .624 264 .000 

EQ17 .280 264 .000 .733 264 .000 

EQ18 .295 264 .000 .704 264 .000 

EQ19 .312 264 .000 .697 264 .000 

EQ20 .232 264 .000 .796 264 .000 

EQ21 .293 264 .000 .751 264 .000 

EQ22 .280 264 .000 .841 264 .000 

a. Lilliefors Significance Correction 

Table 13, Test of Normality(Expectation) 

 

Tests of Normality (Perception) 

 
Kolmogorov-Smirnov Shapiro-Wilk 

 
Statistic df Sig. Statistic df Sig. 

PQ1 .166 264 .000 .924 264 .000 

PQ2 .165 264 .000 .936 264 .000 

PQ3 .173 264 .000 .909 264 .000 

PQ4 .129 264 .000 .940 264 .000 

PQ5 .185 264 .000 .924 264 .000 

PQ6 .165 264 .000 .939 264 .000 

PQ7 .154 264 .000 .929 264 .000 

PQ8 .161 264 .000 .939 264 .000 

PQ9 .147 264 .000 .940 264 .000 

PQ10 .183 264 .000 .933 264 .000 

PQ11 .156 264 .000 .933 264 .000 

PQ12 .142 264 .000 .942 264 .000 

PQ13 .148 264 .000 .939 264 .000 

PQ14 .136 264 .000 .938 264 .000 

PQ15 .201 264 .000 .927 264 .000 

PQ16 .139 264 .000 .931 264 .000 

PQ17 .162 264 .000 .932 264 .000 

PQ18 .143 264 .000 .941 264 .000 

PQ19 .161 264 .000 .931 264 .000 

PQ20 .123 264 .000 .958 264 .000 

PQ21 .108 264 .000 .941 264 .000 

PQ22 .124 264 .000 .948 264 .000 

a. Lilliefors Significance Correction 

 

H0: data are normally distributed 

H1: data are not normally distributed  

 

If the significance level in the Kolmogorov-Smirnov test, which are presented in the below table, 

acquiring more than0.05, the normality of data can be surely assumed, otherwise the data 

distribution is not normal. As the significant values of all variables are 0.00, which is less than 0.05, 

the distribution of data is not normal. 

 

Table 14, Test of Normality Perception 
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Descriptive Statistics (Expectation) 

Expectation N Minimum Maximum Sum Mean Std. Deviation Mode Median Variance 

EQ7 264 5 7 1776 6.73 .682 7 7.00 .465 

EQ8 264 2 7 1767 6.69 .745 7 7.00 .556 

EQ5 264 4 7 1761 6.67 .593 7 7.00 .351 

EQ9 264 2 7 1747 6.62 .766 7 7.00 .587 

EQ16 264 4 7 1716 6.50 .836 7 7.00 .700 

EQ10 264 4 7 1715 6.50 .850 7 7.00 .722 

EQ6 264 2 7 1705 6.46 .871 7 7.00 .759 

EQ15 264 4 7 1699 6.44 .820 7 7.00 .673 

EQ11 264 2 7 1689 6.40 .892 7 7.00 .796 

EQ12 264 4 7 1684 6.38 .885 7 7.00 .784 

EQ19 264 3 7 1679 6.36 .895 7 7.00 .802 

EQ13 264 4 7 1678 6.36 .878 7 7.00 .770 

EQ14 264 4 7 1673 6.34 .857 7 7.00 .734 

EQ18 264 2 7 1670 6.33 .889 7 7.00 .791 

EQ17 264 4 7 1659 6.28 .867 7 6.00 .752 

EQ21 264 3 7 1638 6.20 1.022 7 7.00 1.045 

EQ3 264 3 7 1600 6.06 .816 6 6.00 .666 

EQ1 264 4 7 1595 6.04 .721 6 6.00 .519 

EQ4 264 4 7 1585 6.00 .802 6 6.00 .643 

EQ20 264 2 7 1581 5.99 .977 6 6.00 .954 

EQ2 264 3 7 1559 5.91 .772 6 6.00 .596 

EQ22 264 3 7 1512 5.73 1.141 6 6.00 1.302 

Valid N (list wise) 264 
        

 

4. Data Analysis 
 

In this chapter, the collected data is analyzed and the following dimensions are presented: 

1. Evaluation of central tendency measurements, std. deviation of each factor and questions 

2. Mean of the questions in bar chart format 

3. Cross dimensions of SERVQUAL questionnaire 

4. The mean dimensions in the form of a bar chart 

5. Friedman test  

6. Wilcoxon test 

 

4.1 Evaluation of central tendency measurements, Std. deviation, mode and 

median of each factor and questions 

The result of mean, mode, median, standard deviation, variance, maximum and minimum total 

score and scores for each of the questions regarding Expectation is shown in the table below; the 

Table 15, Descriptive Statistics, for expectation in descending order 
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Descriptive Statistics (Perception) 

Perception N Minimum Maximum Sum Mean Std. Deviation Mode Median Variance 

PQ3 264 1 7 1352 5.12 1.493 7 5.00 2.229 

PQ17 264 1 7 1342 5.08 1.412 5 5.00 1.993 

PQ1 264 1 7 1299 4.92 1.525 6 5.00 2.324 

PQ7 264 1 7 1295 4.91 1.526 5 5.00 2.329 

PQ11 264 1 7 1280 4.85 1.411 5 5.00 1.992 

PQ10 264 1 7 1278 4.84 1.614 5 5.00 2.606 

PQ6 264 1 7 1272 4.82 1.510 5 5.00 2.279 

PQ2 264 1 7 1267 4.80 1.548 5 5.00 2.397 

PQ19 264 1 7 1266 4.80 1.391 5 5.00 1.935 

PQ15 264 1 7 1251 4.74 1.517 5 5.00 2.300 

PQ4 264 1 7 1237 4.69 1.554 5 5.00 2.414 

PQ5 264 1 7 1229 4.66 1.731 5 5.00 2.995 

PQ8 264 1 7 1228 4.65 1.553 5 5.00 2.410 

PQ16 264 1 7 1213 4.59 1.795 5 5.00 3.223 

PQ9 264 1 7 1201 4.55 1.628 5 5.00 2.652 

PQ12 264 1 7 1197 4.53 1.763 5 5.00 3.109 

PQ18 264 1 7 1150 4.36 1.807 5 5.00 3.264 

PQ14 264 1 7 1140 4.32 1.900 5 4.00 3.619 

PQ13 264 1 7 1139 4.31 1.807 5 4.50 3.266 

PQ20 264 1 7 1114 4.22 1.717 4 4.00 2.948 

PQ22 264 1 7 1018 3.86 1.756 4 4.00 3.082 

PQ21 264 1 7 1004 3.80 1.992 4 4.00 3.969 

Valid N (list wise) 264 
        

Table 16, Descriptive Statistics, for perception in descending order 

 

result of expectation for each statement is categorized in descending order from highest to lowest 

average mean value.  

As it is shown in the above table, statement 7 (The service dealers perform their services right at the 

first time) with the mean of 6.73, SD = 0.68 and variance 0.46 has the highest mean and 

correspondingly, statement 22 (The employees will understand the specific needs of their 

customers) with the mean of 5.73, standard deviation of 1.14 and 1.30 of the variance has the 

lowest mean, information related to the other statements has been indicated in this table too.  

The statistical description for perception of the customer about delivered quality of the 22 

statements is analyzed and the results are shown on the beneath table. The mean, standard 

deviation, variance, maximum and minimum total score and scores for each of the statements are 

indicted on the table below; the result of perception for each statement is categorized in descending 
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order from highest to lowest average mean value. 

The results in tables 16, show the highest value of mean 5.12, standard deviation 1.49 and variance 

2.22 for statement 3 (Employees appear neatly at work) and lowest value variance for statement 21 

(Excellent service dealers will have the customers’ best interest in heart) with the mean 3.81, 

standard deviation 1.99 and variance 3.96. Information related to other statements is shown in the 

above table. 

In this part, a comparative analysis of Perception and Expectation mean and standard deviation are 

considered, the difference between the two levels of the inventories has been shown. 

 

P-E E-SD E-mean P-SD P- mean Dimensions & Statements 

Tangibles 

-1.22 0.721 6.04 1.525 4.92 Q1 

-1.11 0.772 5.91 1.548 4.80 Q2 

-0.94 0.816 6.06 1.493 5.12 Q3 

-1.31 0.802 6.00 1.554 4.69 Q4 

Reliability 

-2.01 0.593 6.67 1.731 4.66 Q5 

-1.64 0.871 6.46 1.510 4.82 Q6 

-1.82 0.682 6.73 1.526 4.91 Q7 

-2.04 0.745 6.69 1.553 4.65 Q8 

-2.07 0.766 6.62 1.628 4.55 Q9 

Responsiveness 

-1.66 0.850 6.50 1.614 4.84 Q10 

-1.55 0.892 6.40 1.411 4.85 Q11 

-1.85 0.885 6.38 1.763 4.53 Q12 

-2.05 0.878 6.36 1.807 4.31 Q13 

Assurance 

-2.02 0.857 6.34 1.900 4.32 Q14 

-1.70 0.820 6.44 1.517 4.74 Q15 

-1.91 0.836 6.50 1.795 4.59 Q16 

-1.20 0.867 6.28 1.412 5.08 Q17 

-1.97 0.889 6.33 1.807 4.36 Q18 

Empathy 

-1.56 0.895 6.36 1.391 4.80 Q19 

-1.77 0.977 5.99 1.717 4.22 Q20 

-2.40 1.022 6.20 1.992 3.80 Q21 

-1.87 1.141 5.73 1.756 3.86 Q22 

-9916 
 

36688 
 

26772 SERVQUAL Total 

-1.70 
 

6.31 
 

4.61 SERVQUAL Average 

 

Table 17, comparative analysis of perception and expectation 
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The comparison of mean between the expectation and perception of offering service is analyzed on 

table 17, the distance of values between the expectation and perception will show the gap of each 

statement. The authors choose the statements of 3 and 21 which have the minimum and maximum 

mean and deviation among the other statements in perception analysis, in order to compare with 

their related expectation.  

Customer perception and expectation about statement 3 (Employees appear neatly at work) have a 

mean of 5.12 and 6.16 respectively; as a result the mean difference is -1.04, which is the lowest 

value of the differences between items in the questionnaire. Customer perception and expectation 

about statement number 21 (Excellent service dealers will have the customers’ best interest in 

heart) have a mean of 3.82 and 6.21 respectively. As a result the mean difference is -2.40, which is 

the highest value of the differences between items in the questionnaire. 

4.2 Mean of the questions in bar chart format 

To understand the gap between expectation and perception dedicated to each item, the authors use 

the bar chart for better illustration of the mean values. 

1) Tangibles 

Among the statements of Tangibles, the highest gap is resulted from the question 3 (Employees 

appear neatly at work), which is 1.48 versus the question 2 (The physical facilities are visually 

appealing in dealer’s shop) with the score of 1.11 has the lowest gap between customer expectation 

and customer satisfaction.  
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2) Reliability 

Among the statements of Reliability, the highest gap is resulted from the question 9 (The service 

dealers endeavor on error-free records), which is 2.07 versus the question 6 (The service dealers 

always show interests in customers' needs) with the score of 1.64 has the lowest gap. This means, 

the customers are more unsatisfied from the question 9 comparing the others.  

 

 

 

 

 

 

3) Responsiveness 

Among the statements of Responsiveness, the highest gap is resulted from the question 13 

(Employees always try to respond to customers' requests promptly), which is 2.07 versus the 

question 11 (Employees are able to provide efficient service to customers) with the score of 1.55 

has the lowest gap. 
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4) Assurance 

Among the statements of Assurance, the highest gap is resulted from the question 14 (Employees’ 

working style enhances customer’s confidence), which is 2.02 versus the question 18 (The service 

dealers give individual customer attention) with the score of 1.2 has the lowest gap. 

 

 

 

 

 

 

 

5) Empathy 

Among the statements of Empathy, the highest gap is resulted from the question 21 (Excellent 

service dealers will have the customers’ best interest in heart), which is 2.4 versus the question 20 

(The dealers will organize employees to attend to individual customer) with the score of 1.56 has 

the lowest gap. 
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4.2.1 SERVQUAL Totals scores 

There is difference of 9916 units which presents 27% gap between expectation and perception of 

the SERVQUAL mean, which has been shown in the figure below. 

 

 

 

 

 

 

4.2.2 SERVQUAL mean 

There is difference of 1.7 mean score between expectation and perception of the SERVQUAL 

mean, which has been shown in the figure below. 
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Figure 3, expectation and perception of the SERVQUAL total scores 

Figure 4, expectation and perception of the SERVQUAL mean 
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4.3 Cross dimensions of SERVQUAL questionnaire 

In this part, the mean, standard deviation and the gap between each of the SERVQUAL dimensions 

are illustrated. 

 

 

 

 

 

 

According to the above table, the lowest value of the mean differences, refers to "Tangibles", with 

the mean perception of 4.88 and mean expectation of 6, which result -1.12 among the other items; 

in the other way around the "Reliability" picked up the highest difference in mean value with the 

mean perception of 4.71 and mean expectation of 6.63, which shows a gap of -1.92 among the five 

dimensions. 

4.4 The mean dimensions in the form of a bar chart 

To understand the gap between expectation and perception dedicated to each dimension, the authors 

use the bar chart for better illustration of the mean values. 

  

 

 

 

 

 

4.5 Friedman test  

Two-way analysis of variance for the Friedman test (nonparametric data) used for the ratings and 

rankings to compare same sample of respondents in different conditions. The authors use the non-

parametric Friedman test to distinguish the five dimensions ranks of Perception and Expectation 

(Pallant 2011). 

P-E E-SD E- mean P-SD P-mean Dimensions 

-1.12 0.48 6 1.31 4.88 Tangibles 

-1.92 0.44 6.63 1.27 4.71 Reliability 

-1.77 0.63 6.40 1.38 4.63 Responsiveness 

-1.76 0.63 6.37 1.35 4.61 Assurance 

-1.91 0.72 6.07 1.45 4.16 Empathy 

Table 18, mean, standard deviation and the gap between each of the SERVQUAL dimension 

6
6.63 6.4 6.37 6.07

4.88
4.71 4.63 4.61

4.16

0

1

2

3

4

5

6

7

Tangibles Reliability Responsiveness Assurance Empathy

Expectation Perception

Figure 5, mean values between expectation and perception 
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H0) Null hypothesis: Average rating scale for five dimensions of questionnaire is equal. 

H1) Alternate hypothesis: Average rating scale for five dimensions of questionnaire is not equal. 

 

 

 

 

 

 

 

 

 

The above table illustrates the Friedman test, sample size, degree of freedom, the significant level 

and result of the test. Considering the significance level of less than 1.111, therefore, the null 

hypothesis that the mean scores of the dimensions are same will be rejected. In another word, there 

is a significant difference between the mean scores of the questionnaire dimensions.  

4.6 Wilcoxon test questions 

In this part, the authors decided to understand whether there is a significant difference between the 

means of the two groups, as it is explained in chapter3, through the Kolmogorov-Smirnov test, the 

distribution of scores is not normal, therefore non-parametric test shall be utilized; in the other 

words, non-parametric statistics do not test the differences between means, because in this type of 

test, the score is transferred into the rank. The Wilcoxon signed-rank test is the nonparametric test 

equivalent to the dependent t-test.  

Table 19, non-parametric Friedman test 

Chi-Square Factor- Perception Chi-Square Factor- Expectation Rank 

3.51 Tangibles 4.12 Reliability 1 

3.19 Reliability 3.34 Assurance 2 

3.11 Assurance 3.32 Responsiveness 3 

2.97 Responsiveness 2.28 Empathy 4 

2.22 Empathy 2.14 Tangibles 5 

Chi-Square N df sig 
Result 

Expectation 326.015 264 4 0.000 
Deny of H0 

Perception 106.144 264 4 0.000 
Deny of H0 

Table 20, Friedman test, sample size, degree of freedom, the significant level 
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As the Wilcoxon signed-rank test does not 

assume normality in the data, it can be used 

when this assumption has been violated and the 

use of the dependent t-test is inappropriate. The 

authors use Wilcoxon signed-rank test to 

compare two sets of scores that come from the 

same respondent. This can occur when we wish 

to investigate any change in scores from one 

point of time to another, or when individuals are 

subjected to more than one condition (Pallant 

2011). 

 

 

 

 

 

 

  

 

 

 

 

 

The result of Wilcoxon test in the above table shows the z and significant values for each statement; 

each questions in pairs, evaluated in two levels, expectation and perception. The significant level of 

all the questions is less than 1.111 which means there is a significant difference between all the 

questionnaire items, in the other words, it can be said that there is a statistical significance 

difference for each question. 

P  Z  Dimensions/Statements 

Tangibles 

.000 -8.85 Q1 

.000 -9.23 Q2 

.000 -8.20 Q3 

.000 -9.88 Q4 

Reliability 

.000 -12.32 Q5 

.000 -11.15 Q6 

.000 -12.11 Q7 

.000 -12.34 Q8 

.000 -12.15 Q9 

Responsiveness 

.000 -11.31 Q11 

.000 -11.22 Q11 

.000 -11.21 Q12 

.000 -11.46 Q13 

Assurance 

.000 -11.40 Q14 

.000 -11.69 Q15 

.000 -11.24 Q16 

.000 -9.93 Q17 

.000 -11.43 Q18 

Empathy 

.000 -11.44 Q19 

.000 -10.83 Q21 

.000 -11.58 Q21 

.000 -11.40 Q22 

Table 21, Wilcoxon signed-rank test 
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5. Conclusion 

As the last chapter of this study, expressing what has been found through this research as well as 

clarifying the conclusions in order to answer the research questions will be reported.  

5.1 Discussion 
In this study, the effort was to provide some information on how customers may assess the quality 

of services; this information might be used by dealership to enhance their performances toward 

quality issues, the SERVQUAL model, might be regarded as a simple tool of assessment in this 

respect. According to Zeithaml and Berry (1988), service assessment is necessary to service 

improvement, so it can be useful for dealership to use the model in order to track the customers' 

expectation of services overtime. 

As mentioned earlier in first two chapters, in order to achieve customer retention and satisfaction, 

service providers need to explore the gap between expectations and perceptions of customers and 

take actions toward the findings. By knowing what customers expect or prefer, companies will be 

able to meet their needs by customizing goods or/and services. 

In this thesis, authors tried to explore and describe customer satisfaction toward service quality in 

after sales service of commercial vehicle industry. 

Service quality evaluation is used as predicator of customer satisfaction due to its applicability in 

measuring the expectations and perceptions of the customers (Berry, Zeithaml and Parasuraman 

1988). Authors used Gronroos model to measure and evaluate service quality and customer 

satisfaction. After borrowing the original questionnaire with little modification based on the 

industry under analysis, data was gathered and analyzed. In this part description of the analysis and 

conclusions will be presented. 

According to literature, customers' satisfaction would be regarded as a result of after sales services 

by vehicle service center. Satisfaction can be referred to the quality of service and throughout 

various models for assessing service quality, SERVQUAL model is selected as a relevant one in 

today industries. Our study, has attempted to analyze the gap between expected and perceived 

parameters of service quality.  

5.2 Describing the findings 
The aim of the questionnaire was to collect data on customers' expectations and perceptions, which 

are the building blocks of customer satisfaction toward each dimensions of service quality. The 
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questionnaire includes five dimensions defined by Gronroos and the items are applied within 

commercial vehicles service industry. 

The five dimensions of the model have been prioritized according to expectations and perceptions. 

This ranking is done by Friedman test in forth chapter, and represented in the according table. 

5.3 How the relationship between expected and perceived service quality 

(customer satisfaction) can be described? 
Service Quality is measured in this thesis and authors found out (through the analysis) that 

customers are not satisfied with any of the dimensions. 

According to the below table, all of the measured gaps, resulted from the differences between 

perceptions and expectations, acquired negative values; as a result, it can be interpreted that 

customers are not satisfied with the provided service. 

 

 

 

 

 

 

Table 22, mean, std deviations and gap between each of dimensions 

Based on the Friedman test, the expectations of different dimensions are ranked according to their 

calculated means; as a result, the dimension of Reliability is seen as the first rank followed by 

Assurance, Responsiveness, Empathy and Tangibles respectively. The highest difference/gap refers 

to reliability, which has the value of 1.92 in negative manner; this means that Mammut Diesel has 

not fulfilled its pledge toward the customers. Among the statements of Reliability, the highest gap 

is resulted from the question 9 (The service dealers endeavor on error-free records), which is 2.07 

versus the question 6 (The service dealers always show interests in customers' needs) with the score 

of 1.64 has the lowest gap. This means, the customers are more unsatisfied from the question 9 

comparing the others. For customers of commercial vehicle in Mammut Diesel, question 7 (the 

service dealers performs their services right at the first time) with the mean of 6.73, STD deviation 

of 0.68 and variance of 0.46 (according to the table 15, Descriptive Statistics) is regarded as the 

most important factor for their expectation.  

P-E E-SD E- mean P-SD P-mean Factors 

-1.12 0.48 6 1.31 4.88 Tangibles 

-1.92 0.44 6.63 1.27 4.71 Reliability 

-1.77 0.63 6.40 1.38 4.63 Responsiveness 

-1.76 0.63 6.37 1.35 4.61 Assurance 

-1.91 0.72 6.07 1.45 4.16 Empathy 
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With regard to Friedman test (ranking) and above table, although Reliability dimension is ranked 

first according to customer expectations, it has the biggest gap compared to the customer 

perceptions. In author’s point of view and according to the analysis of the data, in the dimension of 

reliability, customers are experiencing more dissatisfaction compared to other dimensions. 

Following this perspective, in terms of customer expectations of Assurance and Responsiveness, 

which are ranked in second and third places; -1.76 and -1.77 values of gaps, have shown us 

considerable level of dissatisfaction among customers. 

Among the statements of Assurance, the highest gap is resulted from the question 14 (Employees’ 

working style enhances customer’s confidence), which is 2.02 versus the question 18 (The service 

dealers give individual customer attention) with the score of 1.2 has the lowest gap. 

In the statements of Responsiveness, the highest gap is resulted from the question 13 (Employees 

always try to respond to customers' requests promptly), which is 2.07 versus the question 11 

(Employees are able to provide efficient service to customers) with the score of 1.55 has the lowest 

gap. Among the statements of Empathy, the highest gap is resulted from the question 21 (Excellent 

service dealers will have the customers’ best interest in heart), which is 2.4 versus the question 20 

(The dealers will organize employees to attend to individual customer) with the score of 1.56 has 

the lowest gap. 

In terms of Empathy, ranked in the fourth place, we have a very big gap of -1.91 and considerable 

dissatisfaction is clear. Tangibles, which acquire the last place in Friedman test and also with the 

lowest value of gap (-1.12) between expectation and perception of them, can be seen as the least 

effective dimension in terms of dissatisfaction of this particular customers and the industry. 

Among the statements of Tangibles, the highest gap is resulted from the question 3 (Employees 

appear neatly at work), which is 1.48 versus the question 2 (The physical facilities are visually 

appealing in dealer’s shop) with the score of 1.11 has the lowest gap between customer expectation 

and customer satisfaction.  

The conceptual basis of SERVQUAL is the fifth gap of Service Quality Model that is the difference 

between customers’ perceptions of delivered service and how the offered service encounters 

excellence expectations (Hernon and Nitecki 2001). The total differences between perception & 

expectation of customers for service offer is -1.7 (figure 4 & table 17) that shows a considerable 

gap. 
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As it can be observed from the analysis chapter, for none of the dimensions, customer’s perceptions 

do not meet their expectations; with respect to the results of the gap analysis, different items of 

service quality have their different effects on the customer dissatisfaction. In the most important 

dimensions, based on what customers expect, the biggest gaps are mentionable.  

Although the study has been conducted in the top-ranked service company of commercial vehicle 

industry (according to ISQI), the issues of dissatisfaction in service quality are remarkable. In 

author’s point of view, the situation in which perceptions exceed expectations; would be an ideal 

one. There have to be some significant factors affecting on the customer perceptions of each 

dimensions. What is obvious with regard to the analyzed data and the priority of dimensions in 

customer’s view, in reliability, assurance and responsiveness; there are considerable levels of 

dissatisfaction. The priority of dimensions by customer’s expectations seems to be very relevant 

issues in this particular industry, so it can be the job of service providers to focus on the 

expectations and have better perception of them in order to customize better services, more 

compatible with customer’s expectations. 

As the mean of perception scores are lower than expectation scores in all dimensions; authors of the 

study, with 95% confidence, have to admit that the customers (drivers) of Mammut Diesel (service 

provider) are dissatisfied with perceived services. 

It should be considered that different items of the dimensions had different effects on the result, as 

some of them acquire higher values and some with lower ones but the total gap/score of the 

SERVQUAL model in this study, is negative.  

5.4 Contributions of the study 
Major contributions of this thesis can be mentioned as below: 

 Measurement/examination of satisfaction level in terms of expectations and perceptions. 

 An application of SERVQUAL model, developed by Gronroos, in after sales services to 

commercial vehicles industry. 

 The priority of dimensions according to customer’s expectations. 

 Identifying the issues that are more effective on the dissatisfaction level and gap values. 

The statements, included in the model, have been modified according to the industry in terms of 

their literatures and layout of the questionnaire. It seems that the application of SERVQUAL model 

in commercial vehicle service industry is relevant as it measured the satisfaction level among 

predefined dimensions.  
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5.5 Implications of the study 

 Practical implications: the findings of this study show us considerable level of 

dissatisfaction among customers with regard to different dimensions. Managers of the 

service providers can identify the effective items of each dimension with respect to the 

concept of dissatisfaction. The negative gap between expectations and perceptions, show 

managers and us; the considerable issues in this context. It can be recognized as a lever to 

future improvement of the issues and as a strategic tool for better service customization. 

Based on the reviewed literature in previous chapters, understanding customer’s 

expectations/ needs, has the advantage of knowing how to satisfy the needs; following this 

perspective, it can be regarded as a very important factor for achieving customer satisfaction 

and customer retention as a result. Managers can identify the weak points and take 

corresponding actions toward their improvements. 

 Theoretical implications: the process of conducting this study had the advantages of 

examining theoretical approaches in a practical situation. In this thesis, authors tried to 

describe the relationships between expectations and perceptions of service quality, as the 

component of satisfaction, using statistical descriptions. At first, this study as an evaluation 

of customer satisfaction seems to be qualitative but the authors tried to use quantitative 

approaches to discover the results.  

5.6 Limitation of the study 
There are some limitations associated to this study which need to be mentioned. One of the 

limitations of this study was to find relevant articles and resources particularly in terms of after 

sales service in commercial vehicle industry. There were just a few articles about using the 

SERVQUAL model or relevantly measuring service quality in automotive sector. Due to the 

limitation of the customer's visits to the authorized workshop and access of the authors to the 

location where data are gathered in the period of the data collection, hence the numbers of 

participants have been decreased significantly. It is mentionable that making the questionnaire to be 

simply understandable for customers (drivers), due to their educational levels and general 

understanding of the statements, had faced some difficulties. For example there were some 

misunderstanding in using of Likert scale as drivers intended to use only two extremes (1 or 7), also 

as the authors had intended to collect data on two intervals (before and after reception) for 

determining the expectation and perception of the service quality, the separation and 

individualization between the two questionnaire was not fully cleared in some of customer's minds. 
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Another difficulty of the study refers to the time that the customers should spend for close 

interpretation of the statements and filling them out. Some of the customers had ignored to fill them 

due to numbers of the statements (totally 44 questions). 

The delamination of this study was that the authors could not conduct the research in all automotive 

sectors because of limited time and access to other workshops. 

Although there were some limitations, carrying out such a study seems to be very useful in order to 

monitor service quality and finding out the level of satisfaction. It can be used to identify 

weaknesses and strengths to make essential corrections and improvements. 

5.7 Authors Recommendation  
 

How measuring the service quality relation with customer satisfaction are very important for the 

service organization in terms of profitability and growth, therefore similar studies should be 

conducted with the larger sample sizes within various automotive sectors to generalize to results to 

the larger population.  

This study has been conducted in after sales service to commercial vehicles, with regard to this; it 

can be worth to apply the model in other similar industries to see the possible correlations between 

the findings. It can be used to see whether SERVQUAL model may have similar applications in 

those industries. Also in terms of non-related industries, it is good to check whether the model is 

applicable. In commercial vehicle industry, evaluation of customer satisfaction can be done among 

different aspects including the vehicles, spare parts and so on. Authors believe in the phase of data 

collection, there are some issues to be addressed, for example what would be the most suitable 

measuring scale to collect the reliable and valid service quality data for commercial vehicle drivers 

specifically. Also, one point to be mentioned for future researches is to combine the concept of 

Price into the dimensions, as it seems to be very relevant in terms of retention and satisfaction. For 

further researches, it would be an interesting subject to discover the relationship between the brand 

image and customer expectation of the service quality in the commercial vehicle industry. There are 

different layers to be investigated and we as authors, hope that the readers find this thesis as a 

valuable one for further studies.  

5.8 Author’s note 
Through the conduct of the study, the authors have experienced many issues ranging from barriers 

of the study to the feelings of completing the study. The most interesting part of it was to 

understand the theoretical approaches toward a practical situation. Although some of the 
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explanations and models seem to be very hard to be applied in the industry, the new vision that 

gave us (authors) is remarkable. 
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