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Abstract

Promotion is an important component of a firm’s marketing mix. It assists in dispersing
the product information into minds of the customers and takes them to the final stage of
purchase. Various promotional strategies are used by firms to capture maximum potential
adopters in the market. Firms adopt segment driven marketing to best utilize its finite mar-
keting resources. Mass market promotion and differentiated market promotion are amongst
the two widely used techniques of promotion used in a heterogeneous market, segmented
into homogeneous segments. Through mass market promotion, a product is promoted in the
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entire market, using a common promotional strategy, thereby creating a spectrum effect in all
the segments of the market. Whereas, differentiated market promotion targets each segment
of the market with distinct promotional strategies. In a segmented market, both types of
promotional strategies play different and important roles for product adoption in the market.
Innovation diffusion models are used to describe the adoption growth of durable technol-
ogy products over their product life cycle. There is vast literature of innovation diffusion
modeling. The existing literature mostly assumes a homogeneous market while formulating
the model and effect of mass and differentiated promotion techniques on adoption growth
in a segmented market is not yet analyzed. In this paper, we develop an innovation diffusion
model for a durable technology consumer product considering the combined effect of mass
and differentiated promotion along with the internal influence factors on adoption growth in
segmented market. Model validity is tested on a real time data in four segments. Fairly good
results have been obtained.

Keywords: Innovation Diffusion, Mass Market Promotion, Differentiated Market Promotion,
Spectrum Effect, Adoption Growth.

1. Introduction

Promotion plays a dynamic role in the success of a business,
product or service. Numerous promotional devices are used by firms
to accentuate the value of their products to the customer, differentiate
their products from those of the competitors, reach the target mar-
kets, increase sales, expand the size of the target market, etc. These
may include advertising, sales promotion, personal selling, branding,
event participation, etc. Firms adopt different promotional methods
with different objectives. A consumer purchase decision can be the
result of joint influence from the different promotional strategies; it
may be due to some specific promotion that the customer has seen or
due to social influence. Mass promotion and differentiated promotion
are two major strategies of promotion in a segmented market. Each
of these strategies may be conducted by means of different devices of
promotion. In this paper, we have formulated an innovation diffusion
model to capture the adoption growth over the lifecycle of a durable
technology consumer product due to the combined influence of mass
promotion and differentiated promotion in a segmented market.

Mass promotion addresses the potential market treating all cus-
tomers alike and using a single promotional plan for the entire market
[Rao (2011); Egan (2007)]. Advertising with TV commercials on national
channels, radio, newspaper, etc. are major media of mass promotion. The
idea behind such types of promotion is to communicate a message for
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the product to large masses. This leads to creation of a spectrum effect in
the entire market, spread knowledge and persuade the present and future
potential customers to eventually adopt the product. Usually, firms with
products having broad appeal, with very large market potential, indulge
in mass market promotion. For example, small-size family car manufac-
turers and marketers such as Maruti, Hyundai, Tata, etc. spend significant
portion of their promotional budget on mass promotion. The objective is
to reach all possible present and future potential customers.

The impact of mass market promotion varies in different segments of
the market. Market segmentation is the division of a market into distinct
groups of consumers with common characteristics. These defining charac-
teristics may be geographical (region, state, countries, cities and neighbor-
hoods); demographical (age, gender, income, family size, occupation and
education); psychographical (social class, life style, personality and value)
or behavioral (user states, usage rate, purchase occasion and attitude to-
wards product). The consumer market is segmented to cater to the differ-
ing concerns, interests and preferences of consumers effectively. Mass pro-
motion being visible to audiences in all segments of the market creates an
effectiveness spectrum, which is distributed over all the segments [Burrato
et al. (2006)]. Thus, each segment gets affected by mass market promotion
with a fixed proportion of spectrum effect. Mass promotion focuses on the
average behavior of the entire population of potential customers. The po-
tential customers in one segment may have some distinguished character-
istics which differentiate them from the other segments. The influence of
mass promotion on any segment is only partial. In order to target a specific
customer, differentiated promotion is carried out by targeting individual
segments through distinct promotional strategies. This method of promo-
tion is also called segment-specific or target market promotion in which
each segment is tailored separately through unique promotional methods
and messages [Berry and Wilson (2001); Rao (2011); Egan (2007)].

In an attempt to capture maximum adopter population, companies
carry out both mass and differentiated promotion. In this way, they try
to ensure that they can reach out larger audience of potential consum-
ers. Through mass market promotion, companies also reach the average
adopter population which may not belong to the supposed target market,
but are among the future potential of the product or could build interest
in the product. Thus, product acceptance arises due to promotional influ-
ence of these two strategies; one, specific to each segment (differentiated /
target market promotion) and the other, the spectrum effect arising from
mass market promotion.
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1.1. Literature Review

Innovation diffusion models describe the patterns of adoption,
explain the mechanism, and assist in predicting how the product will
behave in the market by forecasting its future sales growth. Modeling
and forecasting the diffusion of innovations has been a topic of practi-
cal and academic interest since the 1960s due to the work of Fourt and
Woodlock (1960), Mansfield (1961), Floyd (1968), Rogers (1962), Chow
(1967) and Bass (1969). Fourt and Woodlock (1960) assumed that the
diffusion process is influenced solely by external factors and proposed
the external influence model. This model assumed no interaction be-
tween the members of the social system. The internal influence model
was proposed which was based on a contagion paradigm that diffusion
occurs only through personal contacts. Mansfield (1961) illustrated
the applications of internal influence model which was also known
as pure imitation diffusion model. Bass (1969) model pioneered to de-
scribe the penetration and saturation aspects of the diffusion process
over the product life cycle through mixed influence model and it be-
came a widely used first purchase model of new product diffusion in
marketing for durable products. It assumes that a potential customer
either makes the purchase decision independently or is influenced by
a previous purchaser. The first category of consumers is called the in-
novators, whereas the second category is known as imitators.

Bass model has wide acceptance in the literature, but it works under
certain set of assumptions such as constant market size, absence of repeat
purchasers, effect of marketing variables etc., which limits its applicability
to describe a typical product adoption behavior. Several researchers have
worked to develop more generalized models applicable to diverse market-
ing environments. The study due to Bass (1969) formed basis for the devel-
opment of many of these models. A dynamic diffusion model was proposed
by Mahajan and Peterson (1978), where the market size was permitted to
vary over time. Other dynamic diffusion models have been developed by
Chow (1967), Lackman (1978), Dodson and Muller (1978), and Sharif and
Ramanathan (1981). One of the first to use a heterogeneous population ar-
gument was Rogers (1962). He suggests that an adopting unit may pass
through a series of stages in the innovation decision process. The multi-
stage nature of the diffusion models was also studied by Midgley (1976),
Dodson and Muller (1978), Sharif and Ramanathan (1982) and Mahajan et
al. (1984). To forecast the use of ethical drugs, repeat purchase models were
developed by Lilien et al. (1981), and Mahajan and Muller (1982). Mod-
els to capture the adoption growth of a new product with respect to time,
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advertisement, quality, price, etc. were proposed by Robinson and Lakhani
(1975), Horsky et al. (1990), Jain et al. (1990), Lilien et al. (1998). Bass et al.
(1994) developed a Generalized Bass Model (GBM) (1994) to describe the
growth in sales with respect to current marketing efforts. It primarily re-
flected the current effect of dynamic marketing variables on the conditional
probability of adoption. Some studies also focused on analyzing the effect
of diffusion channels (Rangaswamy, Gupta 2000), competition [Kauffman
and Techatassanasoontorn (2005)], and product bundling (Gupta et al.
1999) on adoption growth. Studies carried due Mahajan and Muller (1996),
Bass and Bass (2004), Goldenberg and Oreg (2007), explored the new prod-
uct diffusion caused by technological update. They considered that diffu-
sion of technology updates can increase market potential and reflect the
impact of consumer heterogeneity. Based on geographic segmentation Stef-
fens (1998) investigated cross-country heterogeneity in product adoption.
Dwyer et al. (2005) examined the influence of national culture on the cross
national diffusion of innovations. Jha ef al. (2006) proposed an alternative
formulation of GBM [Bass et al. (1994)], considering its wide applicability
and flexible mathematical form, applicable to describe the two most ob-
served adoption growth curves (s-shaped and exponential) [Lilien (1998)].
The alternative derivation facilitated the development of more generalized
innovation diffusion models. They proposed diffusion models considering
dynamic product potential and repeat purchase. The adoption growth for
these models is also analyzed with respect to promotional effort intensity
function.

Chu et al. (2008) proposed a diffusion model that reveals the growth
pattern of the mobile Internet subscriber in Taiwan utilizing the con-
cepts of the “technical substitution” and the “multi-product competi-
tion”. Bohlmann et al. (2010) examined the effects of various network
structures and relational heterogeneity on innovation diffusion within
market networks. Chen et al. (2011) gave a product diffusion model that
investigates the dynamics of single function and fusion product in elec-
tronic market. It captures the diffusion transition from two distinct sin-
gle-function products into one fusion product. Jun et al. (2011) proposed
an integrated forecasting model that incorporates both first purchase dif-
fusion and replacement component of sales in predicting multi-product
diffusion patterns. Qi et al. (2012) built the variable contingent diffusion
model by introducing Bass model to the diffusion study on customized
3G mobile phone. This model combined the diffusion properties of cus-
tomized 3G mobile phone and scientifically and effectively predicted the
development trend of customized 3G mobile phone.
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1.2. Research Gap and Motivation

Most of the research conducted in the area of innovation diffusion
modeling assumed that the market is homogeneous and developed sales
growth models considering the effect of promotion on total adoption. The
concept of market segmentation is very popular and important in market-
ing. Firms develop different marketing mix for different segments to influ-
ence them distinctively and create maximum effectiveness of promotion
by means of best utilization of its resources from buyers based marketing.
From the point of view of practical applications, it is an important con-
sideration for the development of optimization problems for marketing
decision making such as promotional resource allocation in a segmented
market. Only a few studies consider the impact of segmentation in dif-
fusion modeling [Steffens (1998); Dwyer et al. (2005); Viscolani (2009)].
The models developed for homogeneous market to describe total adoption
of a product are applied for analysis and decision making for segmented
market assuming that adoption in a segmented market can be described
simply by differing the parameter of these diffusion models, which is re-
flected by adding a subscript for each segment on total expected potential,
coefficient of innovation, imitation and promotional intensity functions
[Jha et al. (2007), (2011); Manik ef al. (2011)]. This may not represent the
real-life situations. To avoid unrealistic results and inappropriate estima-
tions, it is very important to develop sales growth model to predict the
adoption growth in a segmented market. The adoption of a product in a
segmented market is governed by several factors. Mass promotion and dif-
ferentiated promotion are the most important factors effecting the adop-
tion of product in a segmented market and their effect cannot be ignored.
This study addresses this issue by proposing an innovation diffusion
model to capture the lifecycle of a durable technology consumer product
due to the joint influence of mass market and differentiated market pro-
motion in a segmented market. The proposed model not only addresses
the effect of segmentation on adoption growth but also describes it with
respect to the promotion intensity function.

In many real-life scenarios, the adoption of a product can be seen to
evolve through the combined impact of mass market and differentiated
market promotion. For example, consider a multiethnic and multicultural
country such as India. Indian market can be segmented geographically
into regional segments as the difference in the marketing environments
of various regions of the country suggests that each market is different
and requires a distinct marketing and promotional programs [Ramas-
wamy and Namakumari (2009)]. Companies cater to this diversified
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customer base of India by promoting product in each region indepen-
dently in its native regional language as well as with a common national
language which reaches several regions with a spectrum effect. In India,
national promotion (or mass market promotion) is done in either Hindi or
English as these are the most ideally accepted languages all over the coun-
try. Regional promotion is done in each region independently keeping
in mind their geographic, psychographic and behavioral aspects such as
promotional messages are relayed in their native regional language, pro-
moting the product through local events, regional TV channels, etc. Also,
the product is promoted using the techniques of mass promotion such as
promotion through national TV channels in national language, promo-
tion through national events, etc. which reaches several regions and in-
fluences the product awareness as well as product acceptance in each of
the geographical segments. Consider for example, various firms in Indian
automobile industry such as Maruti Suzuki India Limited (MSIL), Hyun-
dai, Honda, etc. target several platforms and connect them efficiently to
produce sales. They use a multitude of national and regional promotional
vehicles and media for designing their mass and differentiated promo-
tional strategies. Targeting the potential customers with mass promotion
as well as differentiated promotion is not only seen in the durable technol-
ogy product segment, but also in the consumer good section. For example,
Hindustan Unilever Limited (HUL) promotes most of its products through
these two strategies viz. Fair & Lovely, a fairness cream is promoted us-
ing TV commercials on national TV channels such as Doordarshan, Zee,
Star, Sony, etc. These commercials are dubbed in various state-dominant
regional languages and are also telecasted in regional TV channels. In this
way, higher adoption rates are yielded among different regions.

In this paper, an innovation diffusion model is proposed for a prod-
uct promoted in a segmented market assuming that the adoption is
evolved through external influence due to mass and differentiated promo-
tion along with the internal influence. Keeping in mind the characteristics
of the potential population of each segment, differentiated market pro-
motion is done so that the efforts are target-oriented. Also, the product
is promoted using mass market promotion with the same promotional
strategy in all the segments of the market which affects each segment’s
population with a fixed spectrum.

The rest of the paper is structured in the following manner.
Section 2.1 briefly describes mathematical formulations of innovation dif-
fusion models used as a base for the development of the proposed model.
Section 2.2, presents the development of proposed adoption growth
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model. In section 3, the proposed model has been validated on a new

product adoption data in a segmented market in a real-time situation. The
paper is concluded in section 4 with directions for future research.

2. Model Development

Notations

K : Total number of segments in the market;

N (V) :  Expected number of potential adopters of the product in
the market (ih segment).

() . Coefficient of external influence (i segment).

q(q) . Coefficient of internal influence (ith segment).

x(@®)(x;(1)) : Instantaneous rate of marketing/promotional effort at

time t in the market (" segment); X(¢) Zfotx(u)du;

X,.(t)zfo‘mu)du.

N@®Ni(1)) : Expected number of adopters of the product in the market
(ih segment) by time .

2.1. Mathematical Modeling of Innovation Diffusion Models

The basic model used in our study is the internal external innovation
diffusion model due to Bass (1969). The model can be described with
respect to time by the following mathematical equation.

|- 0) = o= N )+ B - N ()

oty

Size of cumulative adoption at any time t assuming N(0) = 0 can be
described as follows

o 1— exp—(P+q)t
NO=N7 (q/p)exp " @

The model has a flexible form as it can reduce to both pure internal
or pure external model and also efficiently captures different shapes of
the diffusion curve depending on the value of (7/p). Bass model was later
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modified by Bass ef al. (1994) with respect to marketing effort. They pro-
posed GBM under the basic assumption that the rate of purchase with
respect to current effect of market variables is proportional to the number
of potential adopters remaining to adopt the product at any given time.
The mathematical equation describing GBM is given by

dN (t)
e W= N )]+ N - V()

where x(¢) denotes “current marketing effort” to reflect the current effect
of dynamic marketing variables on the conditional probability of adop-
tion at time ¢. Solution for the above equation under the initial conditions
N(t=0)=0and X(¢t = 0) = 0 is given by

N(it)=N

1— e*(erq)(X(L)*X(O))
1+ (q/p)ef(PJrq)(X(i)*X(O)) (2)

where X(f) is the cumulative marketing effort and thus cumulative adop-
tion is a function of cumulative marketing effort.

2.2. Proposed Model

Here, we develop an adoption growth model describing the diffusion
of a single durable technology consumer product in a segmented market
that has a closed form solution in the time domain with respect to promo-
tional intensity function. Since promotion forms the major component of
the marketing mix, keeping other factors constant, cumulative adoption
is taken as a function of promotional efforts [Jha et al. (2006)] to represent
the marketing efforts in Bass et al. (1994). The promotional effort intensity
function represents combined influence due to differentiated market pro-
motion and the spectrum effect of mass market promotion employed in all
the segments.

The model is based on the following assumptions.

(1) The market for a new product is divided into K disjoint segments.
(2) Each purchaser buys a single unit of the product.
(3) The consumer decision process is binary (adopt/not adopt).

(4) The potential consumer population for the product in each segment is
finite and remains constant during the promotional campaign.
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(5) The product in consideration belongs to the category of durable
technology consumer products.

(6) Buyers in each segment can be categorized into two groups (i) In-
novators and (ii) Imitators.

(7) The external influence is described by the joint influence of mass
and targeted promotional strategies.

(8) The consumer behavior within segments is independent of each
other.

(9) The parameters of external and internal influences are fixed over
the product life cycle.

(10) The rate of purchase with respect to promotional effort intensity is
proportional to the number of non-purchasers of the product.

Following the assumptions and notations, the differential equation
for the rate of adoption of the product in ith segment with respect to the
promotional effort (mass and targeted) is formulated as follows

L N,(1) |
(.’L‘,(;i)t‘i‘—ll,.’lt(t)) = <pi+Qi N]Lv—(f) )(ﬁl_Nz(t)), 1= 1,2,...,K (3)

The expected number of adopters in the interval (0, t] in the it" seg-
ment is given as follows after solving Eq. (3), under the initial conditions

N =0,Xi(t) =0,X(®)=0atr=0.

ﬁ(l _ e*(pﬁqi)(xi(t)mix(t)))

1+ (ﬁe—mﬁqi)(Xi(t)wiX(t))))
p .

7

N,(Xi(t),X (1) = < i=1,2,...K @)

3. Model Validity and Application

To validate and measure the performance of the proposed model, we
performed parameter estimation on a real time adoption and data set of
a hatchback car evolved through mass and differentiated promotion. The
adoption and promotion data for a period of 24 months have been ob-
tained from an ABC automobile company over four geographic segments.
The data has been provided by the firm after suitable transformation to
maintain the confidentiality of the data. The firm’s identity has not been
disclosed for confidentiality reasons.
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We have used statistical software SPSS to estimate unknown pa-
rameters of the model. Statistical package SPSS, a data management and
analysis software provides several statistical data analysis features. The
regression module in the package enables the user to validate their non
linear regression models. Non-linear regression is a form of the regres-
sion analysis in which a nonlinear model is fitted on an observational data
consisting of a set of independent variables and the associated dependent
variable.

The performance of a model can be judged by its ability to fit the
observed data and satisfactorily predict the future behavior of the pro-
cess. Many established criteria are defined in the literature to validate the
goodness of fit of models on any particular data and choose the most ap-
propriate one. Some of these criteria are mean square fitting error (MSE),
coefficient of multiple determination (R?), mean absolute percentage error
(MAPE), root mean square prediction error (RMSPE), variation, etc. Here,
we use MSE and R? to validate the goodness of fit of the proposed model.

3.1. Data Analysis

Unknown parameters of the proposed adoption growth model for
all four segments are estimated using the given 24-period adoption data
against promotion data for mass and differentiated market promotion.
The estimated parameter values using nonlinear regression in SPSS are
given in Table 1. The MSE and R? values are also given in column 6 and
7 of Table 1. Fitting of the models for all the four segments are illustrated
graphically in Figures 1- 4 against the actual data. Future forecast for six
time periods has been shown in each of these figures for all the segments.
It is observed that R? values in Table 1 are close to 1, signifying a good fit of

Table 1
Estimation Results

Parameter Estimates Fit Statistics
Segments -
N; P q; a MSE R?
S1 287962 | 0.000671 0.132113 | 0.372663 | 196105.48 | 0.98513
S2 156601 | 0.001128 0.470658 | 0.197823 | 13832.28 0.99426
S3 106977 | 0.001344 | 0.5660355 | 0.165732 | 11994.30 0.99825
S4 223291 | 0.000621 | 0.3316649 | 0.263569 | 173423.74 | 0.98355
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Goodness of fit for segment 1
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Figure 1

Goodness of fit for segment 2
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Figure 2

the proposed model. The flexible nature of the mathematical form of the
model provides a good fit in all the segments.

The estimation results shows that the influence of mass promotion
on adoption is approximately 37.27%, 19.78%, 16.57% and 26.35% in seg-
ments 51-54 respectively. The estimation results also suggest that the prod-
uct adoption is highly influenced due to social (internal) influence. Note
that the results of the model can’t be compared with the other models
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Goodness of fit for segment 3
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Goodness of fit for segment 4
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developed in literature as no other existing model considers the marketing
environment as considered for the development of the proposed model in
this paper to the best of our knowledge. Also note that as the data values
in the curves below are in thousands and the curve given here are small
in size so the two curves (actual and estimated) seems to be overlapping.
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Because of good fitting, small difference in the actual and estimated values
and the cumulative value curves, the difference in estimated and actual
values in not much visible.

4. Conclusion

In this paper, we have formulated an innovation diffusion model for
a durable technology consumer product assuming that the adoption in
a segmented market is generated due to the joint effect of mass market
and differentiated market promotion along with the internal influence.
The effect of mass market promotion reaches each segment proportion-
ally and is referred to as spectrum effect which results in wider exposure
of the product. The targeted market promotion influences the potential
adopters distinctly in each segment. Although innovation diffusion mod-
eling is widely studied area however the effect of mass and differentiated
market promotion on adoption growth in segmented market have been
studied for the first time. The model finds lot of applicability in the present
marketing scenario as the life cycle for technology products have become
shorter, new technology product market have become highly competitive
and new product replaces the older ones at very fast rate. Firms adopt
buyer driven marketing by means of market segmentation for wider reach
of their product and simultaneously uses mass market promotion to cre-
ate wider spectrum for the firm’s current and future products. The model
has been validated on a real time adoption data. Lot of scope for further
research exists in the area. Various extensions of the model can be worked
upon to include more realistic situations such as repeat purchasing, mul-
tiple technological generations, dynamic market size, etc. by relaxing the
assumptions considered. The model finds much applicability in research
and application related to promotional resource allocation in segmented
markets.
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EXPLORATION OF SERVICE QUALITY FACTORS IN
RESTAURANT INDUSTRY: A STUDY OF SELECTED
RESTAURANTS IN NEW DELHI REGION

Gaurav Tripathi Kartik Dave

The purpose of this paper is to explore the underlying key dimensions of service
quality in restaurants. Service quality items pertaining to the restaurants are ex-
tracted from extensive review of literature including the consideration of unique
factors from Indian cultural orientation. The study was conducted in New Delhi
and its adjoining cities wherein the restaurant customers were surveyed using a
structured questionnaire. Factor analysis was used to bring out the underlying
dimensions of service quality. The dimensions extracted are cultural orientation,
aesthetics, ambient settings, empathy, privacy and entertainment, first impres-
sion, reliability and responsiveness. The Indian market is contextually different
in contrast to various other countries where such research studies have been
widely carried out. Hence, this study provides departure from previous studies
and presents greater insight into the service quality factors as perceived by the
consumers in India. This will help the restaurant managers to ponder on the
factors, which are more pertinent for the Indian markets. Importantly, this study
attempts to test the variables pertaining to cultural orientation from the Indian
context as dimensions of the restaurant service quality and hence attempts to
create a more suitable scale for the Indian market.

INTRODUCTION

he concept of service quality has emerged as the most important

concept pertaining to the marketing of services in the last three dec-

ades. The original service quality model called SERVQUAL (Par-
asuraman et al., 1988) did not take into consideration the restaurant indus-
try and hence DINESERV was conceptualized by Stevens et al. (1995).
However, because of contextual and cultural issues various service qual-
ity models including SERVQUAL have been criticised on their universal
applicability, as market conditions and the consumer perception change
with the passage of time. Importantly, because the service quality is per-
ceptual in nature, it is likely to vary due to the type of services and also
due to cultural differences. Cultural differences hold importance, as they
are likely to influence the dining orientations. Additionally, DINESERV
has also been exposed to criticism due to its limited applicability in vari-
ous contexts. DINESERYV constitutes the same five dimensions as that of
SERVQUAL to include restaurant services. Absence of restaurant services
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10 Exploration of Service Quality

is one of its shortcomings of SERVQUAL, which although based on four
service industries, does not include the restaurant services. Many studies
have used DINESERYV studies on restaurant service quality. These include
the works of Kim et al., (2003, 2009), Markovic et al., (2010), Vanniarajan
(2009) and many others. These studies have come up with new and differ-
ent factors, as against the DINESERV factors, suggesting the limitation of
the DINESERV model.

The present study attempts to refine the work of Vanniarajan (2009)
which so far has been the only study in the Indian context focussing on
service quality measurement in restaurants. There exists a dearth of schol-
arly literature in the Indian context focusing on service quality in restau-
rants. The present study provides a fresh insight into the service quality
perceptions towards eating out in restaurants in Indian context.

India is one of the fastest growing economies in the world, which
has shown growth in the services sector rather than manufacturing. The
growth of restaurant industry in India is largely due to the presence of
variety of cuisines. The liberalization policy of 1991 has opened India to
the western cultures, which has resulted in increase of customers who look
forward to eating out. People in India are craving for foreign delicacies,
which is largely attributed to the growing tourism industry. An example of
changing lifestyles can be seen among the youth who have made the fast-
food restaurants popular. The modern Indians are giving higher priority to
eating out. Service quality is what 24% of the customers look for; while
making a decision for eating out. The other factors responsible for eating
out include ambience, convenience, enjoyment, social gathering and sta-
tus (Anand, 2011).

The growth in the urban areas for the restaurant industry is also at-
tributed to affluence, deskbound jobs, dual incomes, independence among
youth and paucity of time. The eating out culture in India has transformed
to a more global style in the metro cities with consumers ready to pay
more for ambience, convenience and experience. In India, socializing with
family and friends is strong way to stay connected with its culture. The
Quick Service Restaurants (QSRs) are popular among youth, which are
understood as popular joint to spend time with friends while the Full Ser-
vice Restaurants (FSRs) are known for family gatherings. The changing
demographics have strongly influenced the eating habits of the consumers
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especially in the metro cities and the lifestyle factors are responsible for
this change, which are phenomenal (Anand, 2011). Moreover, the restau-
rants in metros are delivering services, which are comparable to the ser-
vices delivered by restaurants at luxury hotels (Berry, 2008). New types
of restaurants, theme-based or otherwise, display high quality of services,
making them popular brands. This phenomenon though popular in metros,
is gradually diffusing into relatively smaller cities with high levels of sup-
ply chain integration (Bhardwaj, 2011).

It is worth noting that India is ranked third globally in terms of growth
forecast for next five years. This is even higher than most developed
economies for both Full Service Restaurants (FSR) and Quick Service
Restaurants(QSR). Moreover, for the last five years, India ranks third in
terms of the growth rate, which is even higher than the developed econo-
mies for the combined segments of QSRs and FSRs. In addition, the In-
dian food service industry has shown a CAGR of 7.9% based on the value
of food service for five years ending in 2010 (Euromonitor, 2011). Inter-
estingly, the growth is highest in the leisure and retail segment, which
reflects the consumers’ readiness to pay more for high quality experiences
involving comfort and leisure.

On the other side of growth story, the forecast from 2010 to 2015
in CAGR terms is 4% for the food service value (Euromonitor, 2011). It
appears that the industry is maturing. However, it is a possibility that con-
sumers might be find some latent issues with the quality of service, etc.,
this provides a strong motivation to study these latent factors, which are
significant determinants of service quality.

This research paper starts with the review of previous studies on ser-
vice quality, which focus on restaurant industry and then defines the ex-
isting gap in the literature. It is followed by exploring the service quality
factors using data collected through a structured questionnaire. Further
the latent factors pertaining to service quality in Indian restaurants are ex-
tracted which are tested for their reliability and validity. This is followed
by discussion of the analysis and managerial implications.

REVIEW OF LITERATURE

Quality is defined as “fitness for use” (Stephens and Juran, 2005). Re-
search on service quality has grown in the last three decades. Although
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there have been various researches based on service quality, and the
SERVQUAL model is most referred in the literature, it is worth noting
that most of the researches that cite SERVQUAL have criticised the model
for its lack of applicability on all kinds of services. Many scholars have
improved the SERVQUAL model to fit to the needs of various service
industries individually. Technically, most of these researches found the
factor structure of their models different from that of SERVQUAL. The
model was criticised by the original authors themselves. The model, which
was developed by Parasuraman et al. (1988) collected data based on four
types of service companies, and attempted to generalize the model for all
the service industries, hence the name SERVQUAL. They attempted to
retain the common scale items for most of the service industries. However,
they might also have deleted the items, which were relevant to one or few
firms thereby, ensuring the generalizability and applicability of the model
to a wide range of service industries.

Various studies have attempted to measure service quality by using
modified versions of SERVQUAL or DINESERYV, or have attempted to
pool the scale items from the literature to develop new scales. The diver-
gence in the models proposed by various studies encourages an enquiry
into the factors comprising service quality in restaurants in different cul-
tural contexts.

Markovic et al. (2010) pointed out that evaluation of service quality in
restaurant industry is difficult because both the process and delivery are at
the focal point of customer’s evaluation of service quality. Although many
researchers have used SERVQUAL to assess the service quality in res-
taurants (Andaleeb and Conway 2006 , Bojanic and Rosen 1994; Lee and
Hing 1995; Yuksel and Yuksel 2002); yet, the development of DINESERV
(Stevens et al., 1995) is a pivotal contribution. Because of the shortcom-
ings of SERVQUAL Stevens ef al. (1995) developed a 29—item scale and
named it DINESERV. It was based on SERVQUAL’s five factors but fo-
cussed only on the restaurants.

Although, the SERVQUAL studies have been extended to various in-
dustry settings, the work of Stevens et al., (1995) in shaping DINESERYV is
noteworthy. DINESERV is a service quality item-scale based model focus-
ing specifically on the restaurants. Post conceptualization of DINESERV
in 1995, most of the authors have focussed on ecither DINESERV or
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SERVQUAL as the base model for their study. Various studies which have
used DINSERYV includes the work of Kim et al., (2003, 2009), Markovic
et al., (2010) and Vanniarajan (2009).The aforementioned models have
been extended on the basis of literature review or focus group discussions
to suit to specific cultural contexts. The models developed have been fur-
ther utilized to test their effect on customer satisfaction and behavioural
intentions. Various studies pertaining to this are discussed in the following
paragraphs.

Becker ef al. (1999) compared the restaurants of Hong Kong and USA
by focussing on wait-staff behaviour in which the scale-items were culled
from focus groups. The authors derived the factors viz., professionalism,
sanitation, cordiality, accommodation, knowledge and entertainment. The
most interesting feature of this research was that this research attempted
to include the importance of cultural differences. Kivela et al. (2000) con-
ducted a research on 15 theme restaurants in Hong Kong and came up
with five factors viz., ambience excellence, first and last impressions, food
excellence and feeling comfortable to eat there, reservations and parking
and service excellence. Kim and Kim (2004) discussed brand equity scale,
which involved perceived quality as one of its factors. Lee et al. (2004)
discussed CSQI, which was based on the SERVQUAL model. Hu (2005)
while, researching on senior citizens In USA came up with Entertainment,
(Front of the House) FOH service and Food, Nutrition and Perceived Value
as the service quality factors. Ryu (2005) in the context of upscale restau-
rant came up with a new model called DINESCAPE, which comprised of
facility aesthetics, ambience, lightening, service product, layout and social
factors. Weiss (2005) while testing the intention to return for the theme
restaurants used atmosphere, food, service and experience and tested the
model based on both importance and expectations. Andaleeb and Conway
(2006) extracted responsiveness, food quality/reliability, physical design
and price as the factors of service quality. However, the authors suggested
the results cannot be generalized. Kim et al. (2006) extracted factors simi-
lar to the service quality namely, relationship benefits, communication,
price fairness, customer orientation, physical environment, food quality,
as the factors which influenced relationship quality.
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Qin and Prybutok (2009) discussed the same five factors of SERV-
QUAL with an exception of recovery while responsiveness and reliability
loaded on the same factor. Markovic et al. (2010) discussed service quality
in Croatian restaurants and came up with separate factors for perception
and expectations. Assurance, Basic demands, Cleanliness and appearance
of facilities and staff, individual attention, responsiveness, reliability and
satisfaction and loyalty constituted the expectation scale while the factors
viz., overall dining experience and restaurant ambience formed the per-
ception scale. More recently, Harrington et al. (2011) extracted six factors
viz., Promotion, Price/value, Quality expectations, Settings, Dietary, and
Variety/innovate.

The universal applicability of SERVQUAL has been under question
(Gaur and Agrawal, 2006). DINESERYV scale model (Stevens et al., 1995)
is likely to have similar limitations as it is based on SERVQUAL. It com-
prises of 29 scale-items constituting the five dimensions, which are similar
to SERVQUAL’s five dimensions. The individual scale items are however
different. Interestingly, Stevens et al. (1995) themselves have discussed
issues in the five dimensions of DINESERV model. Since these concepts
are borrowed, a strong level of reliability and validity assessment for such
scale models is advised (Oh and Parks, 1997). The aforementioned studies
discussed in the previous paragraphs suggest the contextual limitations
with differing dimensions.

In the Indian context, Vanniarajan (2009) came up with six dimen-
sions viz., Communication, Empathy, Food Quality, Price fairness, Re-
lationship benefits and Tangibles. However, Vanniarajan (2009) found
problems with the generalizability of the results due to sampling issues,
and since the six factors extracted differ from DINESERYV, it was con-
cluded that DINESERYV also lacks universality. It was also felt that since
the survey was carried out in non-metropolitan and non-cosmopolitan city
of southern India its application cannot be justified for rest of the country.
An earlier study by Jain and Gupta (2004) which used SERVPERF and
SERVQUAL models on QSRs in Delhi did not test the dimensionality
issue. Therefore, there exists a strong gap in the literature towards the fac-
tors structure of service quality of restaurants in the Indian context.
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METHODS
Sample Design

Data was collected using questionnaire from various restaurant custom-
ers using the mall-intercept method in the major malls and market places
of Delhi-NCR,as Most of the popular restaurants in the New Delhi-NCR
are located in various malls. 500 questionnaires were distributed out of
which 369 were found usable in terms of completeness of the relevant
data. Data was collected during two months from Feb 2013 to Mar 2013.
In Mall-intercept survey methods the respondents are contacted just after
the service experience/encounter has taken place. Mall-intercept method
is useful for collecting data in short duration and it helps in screening
the potential respondents (O’Cass and Grace, 2008). The paucity of time
and limitation of funds also supported the choice of mall-intercept method
(Prasad and Aryasri, 2011).

Instrument and Scale items

The first section of the questionnaire comprised of questions on the de-
mographic profile of the respondents while the second part constituted the
scale items. The questions on demographic profile included age, gender,
income, occupation, religion, dietary orientation, core cultural food, etc.
Respondents were from different ethnic food backgrounds including, Pun-
jabi, Rajasthani, Mughlai, Gujarati, South Indian, Bengali, Bihar, Awadhi,
Konkani, Kashmiri, etc. Although about half of the restaurants had their
ethnic food background as Punjabi/North Indian their (respondents) fa-
vourite restaurants included cuisines from different cultural backgrounds.
Moreover, the geographic region under study has numerous restaurants
from different ethnic backgrounds. This strongly suggests that the popu-
lation under study is cosmopolitan in terms of people, cultural aspects
and ideas, a fact supported by the metropolitan status of the region and
also due to the national capital which allows migration from various states
making the region multi-ethnic.

Based on the aforementioned review of literature and unstructured in-
terviews with ten restaurant consumers at different locations an initial pool
of 54 items was generated. The scale items mainly consisted of scale items
from the original DINESERV model created by Stevens et al. (1995).
Other key sources of scale items include the works of Ryu (2005), Hu
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(2005), Harrington et al. (2011) and Weiss (2005). The remaining items,
which were based on the interviews with the consumers, mainly related
with culture including dietary and religious orientations. Since, this study
is at an exploratory level wherein the focus is on developing a reliable and
valid multi-item scale for measuring service quality in restaurants both the
restaurant types viz. Fast food Restaurant and Fine dining restaurants, are
included for this study. In addition, no precise categorising system exists
in the Indian context, which is unlike the Michelin guide rating in Europe.
Therefore, both quick service (fast food) and full service (fine dine) res-
taurants are used as broad categories. The scale items were scored on a
7-point Likert scale. A minimum response of 1 meant ““Strongly disagree”
and a maximum response of 7 meant “Strongly agree”. The scale items
were validated with the help of three academicians and three consultants
in the field of hospitality research.

Table 1: Rotated Component Matrix with Reliability Scores

Reliability
Scale items Factor Loading | Factors Co-efficient
()

The restaurant premises and its facilities are maintained in a 0.795
way which respects your religious values ’
This restaurant serves food that meets your religious dietary
prohibitions (e.g. pure vegetarian, non usage of onion and 0.757
garlic, Jain food, Vaishnav food, Halal meat etc.) Culture 0.788
This restaurant respects your culture while serving the food 0.753
This restaurant respects your religious beliefs and values 0.720
The restaurant interiors are visually attractive and makes you

0.790
feel comfortable

. .. Tangibles:
The restaurant has comfortable seats in the dining room 0.673 . 0.677
Aesthetics
Table setting is proper and resembles high quality 0.634
Lighting arrangement in the restaurant creates a comfortable 0813
atmosphere )
- . . Ambient

The temperature setting in the restaurant is appropriate. 0.666 Settings 0.7
The colour settings in the restaurant makes you feel calm 0.628
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Reliability
Scale items Factor Loading | Factors Co-efficient
()
The restaurant anticipates your individual needs and wants 0.806
The restaurant makes you feel as a special customer 0.709

Empathy 0.722

The restaurant has employees who are sensitive to your indi-
vidual needs and wants, rather than always relying on policies 0.708
and procedures

The restaurant has appropriate noise levels to allow easy

- 0.781
conversation
Privacy
The restaurant maintains appropriate privacy levels 0.775 and Enter- | 0.706
tainment
The background music played in the restaurant is suitable to the 0.610
dining atmosphere :
The restaurant has appropriate parking areas 0.798
Tangibles:
The restaurant has visually attractive building exteriors 0.767 First Im- 0.691
pression
The restaurant has visually attractive dining area 0.637
The restaurant serves you within the time promised 0.788
Reliabil-
. ity and
The restaurant serves your food exactly as you ordered it 0.685 0.678
Respon-
siveness
The restaurant provides prompt and quick service 0.643

Analysis and Discussion

The 54 scale-items were subjected to exploratory factor analysis. Principle
component analysis with Varimax rotation was used. After six rounds of
refinement, the number of remaining items was 22, which were grouped
under seven factors. These seven factors are Cultural orientation, Tangi-
bles 1 (Aesthetics), Ambient Settings, Empathy, Privacy and Entertain-
ment, Tangibles 2 (First Impression), Reliability and Responsiveness. A
communality score of minimum 0.50 was used to retain any item. Apart
from this a minimum score of 0.5 for factor loadings was used as the
criteria for retention (Hair Jr. et al., 2006). Only those scale items which
conformed to both these criteria were retained, and all items with sig-
nificant cross loading were excluded. After the final round of refinement
total explained variance was 64% and The Kaiser-Meyer-Olkin (KMO)
measure of sampling adequacy was 0.843. These values were higher than
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the benchmark values given by Hair Jr. ef al. (2006). Cronbach a values
were used to test the reliability of each factor which was above 0.6 and
hence was acceptable (Hair Jr. ef al., 2006). All the reliability scores for
each factor with significant item loadings are listed in Table #1.
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Figure 1: A Confirmatory Model of Restaurant Service Quality
Factors in Indian Context

As EFA has produced the latent constructs, the next step is to apply con-
firmatory approach of the factor analysis for validation. The confirmatory
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model is presented under Figure 1. It is essential to find out the uni-di-
mensionality of the model, which is the basis for construct validity. This
is done by examining how well the individual items define a construct.
A (Comparative Fit Index) CFI value of more than 0.90 is adequate to
represents uni-dimensionality (Byrne, 2010). A valug of 0.901 indicated a
fairly good fit. The other goodness of fit included (y, = 420.688, df = 188,
p<.001, y /df = 2.238). In addition, the RMSEA was 0.058 and GFI was
0.907. A value less than 0.08 for RMSEA is considered adequate for model
fit (Hu and Bentler, 1999). In addition, all factor loadings were significant
at p<0.001 and the standardized regression weights were greater than 0.5
with all factor loadings in EFA greater than 0.5. According to Ford ef al.
(1986), these values should be above 0.4 for a good fit.

For achieving convergent validity, all factor loadings should be above
0.5 including the regression weights under CFA, variance extracted should
be above 50% and reliability scores should be 0.70 (Hair Jr. et al., 2006).
Looking at the validity of the model a convergent validity was established
as all the factor loadings under EFA were above 0.6, variance extracted
was above 64% and reliability scores were mostly above 0.7 and some are
just below it and hence can be fairly accepted with slightest of exceptions.
In addition, the standardized regression weights were all above 0.55.

Discriminant validity was achieved by comparing the square of the in-
ter-construct correlation between the factors and AVE between them (See
Table #2). For achieving discriminant validity AVE should be greater than
the square of the inter-construct correlations else there could be issues
with the validity of the model (Farrell and Rudd, 2009; Mechinda and Pat-
terson, 2011, Patterson and Spreng, 1997).

Table 2: Discriminant Validity

Correlation Between Interconstruct Square of A\.]E AVE
Factors Correlation Interconstruct | (First (Second
Correlation Factor) Factor)
Culture First Imp 0.305 0.093 0.483 0.439
Culture Amb 0.412 0.170 0.483 0.459
Culture P&E 0.392 0.154 0.483 0.455
Culture Asth 0.281 0.079 0.483 0.426
Culture R&R 0.456 0.208 0.483 0.415
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Correlation Between Interconstruct Square of A‘.]E AVE
Factors Correlation Interconstruct | (First (Second
Correlation Factor) Factor)
Culture Emp 0.430 0.185 0.483 0.475
First Imp Amb 0.484 0.234 0.439 0.459
First Imp P&E 0.541 0.293 0.439 0.455
First Imp Asth 0.566 0.320 0.439 0.426
First Imp R&R 0.581 0.338 0.439 0.415
First Imp Emp 0.416 0.173 0.439 0.475
Amb P&E 0.533 0.284 0.459 0.455
Amb Asth 0.591 0.349 0.459 0.426
Amb R&R 0.587 0.345 0.459 0.415
Amb Emp 0.544 0.296 0.459 0.475
P&E Asth 0.510 0.260 0.455 0.426
P&E R&R 0.508 0.258 0.455 0.415
P&E Emp 0.463 0.214 0.455 0.475
Asth R&R 0.643 0.413 0.426 0.415
Asth Emp 0.432 0.187 0.426 0.475
R&R Emp 0.475 0.226 0.415 0.475

Abbreviations : First Imp- Tangibles: First Impression; Amb- Ambient Settings;, P&E- Privacy and
Entertainment; Asth- Tangibles: Aesthetics; R&R- Reliability and Responsiveness;, Emp- Empathy

IMPLICATIONS

This new service quality model pertaining to the restaurants will have
strong implications due to its empirical nature. The implications for each
of them are discussed in the following paragraphs.

Cultural orientation

A very important and notable finding of this research is the inclusion of the
cultural orientation under service quality factors. Though this has not been
previously discussed in the literature and it came from the unstructured
interviews from the customers, the factor was highly significant. Some
of the sub-cultures in India are sacrosanct towards their choice of food.
Hence, they would only patronize a typical restaurant, which respects their
cultural values. Common examples include the use of Satvik food by the
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Jains, only Halal meat by the Muslims and prohibition towards eating
Beef by the Hindus.

Ambient Settings

The ambient settings are given a lot of importance in various studies.
Clearly, they imply a lot of meaning for the restaurant managers as sooth-
ing colour settings makes the customers feel comfortable. A good amount
of lighting makes it comfortable for the customers to have a clear look at
what they are served. Most importantly, the aroma inside the restaurant
should make the customers feel happy. The outside environment is heavily
polluted and customers would always prefer to breathe in a pleasant smell-
ing environment. Bad ambient odours will never bring back a customer
and hence proper cleaning and de-odourising is essential for the modern
day restaurants.

Empathy

The restaurant employees should understand the need to empathise with
the customers. Every customer should be understood differently from oth-
ers and hence the special individual needs should be addressed. A custom-
er might want to sit at any place of his/her choice e.g., a couple would like
to sit at their preferred location while the employees sometimes push them
to sit at an uncomfortable location because the table for two is placed in an
undesirable place. This might create a sense of distress in the minds of the
consumers. The smarter employees understand that it is easy to retain an
existing customer than acquiring a new one and hence minor adjustment in
the policies and procedures can be done to satisfy the customers.

Privacy and Entertainment

Despite all good arrangements, the restaurants might not be able to make
the customers feel good due to an unpleasant and noisy setup, which
breaches the privacy and comfort levels of the customers. In a QSR, this
cannot be avoided hence some good music should be regularly played.
High-pitched conversations of the employees should also be very seri-
ously accounted for, as it may send negative vibes to the customers. Some
restaurants have televisions, etc. but with an uncomfortable view which
should be addressed. In addition, soft musical orchestra arrangements like
Ghazals, etc. have become popular in many restaurants. Many customers
often revisit due to these special events. In other words, a customer intends
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to visit a restaurant for refreshment, which includes good food, entertain-
ment and a soothing experience.

Tangibles 1 (Aesthetics)

Many customers are often pleased with the external setting of the restau-
rant. Magnificent buildings of the malls, with front location of the restau-
rant and clear glass walls to have a look inside always makes a genuine
contribution in luring the customers. Difficulty in parking is another im-
portant issue, which has been well addressed by the mall-culture in New
Delhi region.

Tangibles 2 (First Impression)

When a customer enters a restaurant, the first impression is very impor-
tant. In places like New Delhi, the lifestyle changes are governed by the
modern services businesses, which include restaurants. The interior design
of the restaurant is considered important by the customers as it subscribes
to their lifestyles. The dining area should have comfortable (soft/cush-
ioned) seats so that customers should enjoy their meal in FSRs while for
QSRs hard wooden chairs are used in order to manage the heavy footfall.
The table setting is also important such that the customers are able to relax
on the seats and enjoy their meals.

Reliability and Responsiveness

In an attempt to address the lifestyle needs through the intangibles, the
restaurant should not forget that the customer has come to the restaurant
to eat good food. The customers would like to have the food the way they
had expected it. For this, any error in order taking can create a serious
problem. In addition, the time taken to serve as per the promise should
be strictly adhered to. The server should make a check of the availability
of offerings before making any promise about the time to deliver and its
availability. The customer may stay with a delayed service once or twice
but not forever.

CONCLUSIONS

The present research work outlines seven key dimensions of service qual-
ity in restaurants. These are Cultural orientation, Tangibles 1 (Aesthetics),
Ambient Settings, Empathy, Privacy and Entertainment, Tangibles 2 (First
Impression), Reliability and Responsiveness. The recommendations pro-
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vided by (Gaur and Agrawal, 20006) are applied in the present work and
have been found useful. It can be seen in the results that the review of
literature has been useful in bringing out new factors pertaining to the ser-
vice quality in Indian restaurants. These factors can be used in Indian res-
taurants for evaluating the service quality and hence it has strong practical
implications. Strong reliability and validity measures also support this. It
is worth noting that despite the criticism of service quality models existed
since a long time along with very limited work in the Indian context a very
significant gap remained in the literature. This study would provide depar-
ture from this gap in the literature.

From the academic point of view, it is widely discussed that service
quality influences customer satisfaction, which subsequently influences
behavioural (switching/loyalty) intentions. Future studies can focus on the
same. Studies can be carried out for outlining any possible differences in
the perceived service quality factors in various restaurant types along with
their consequences.

From the practical point of view, the managerial implications would
be useful in achieving customer satisfaction, which will result into posi-
tive behavioural intentions. The satisfied customers would make positive
recommendations and would make revisits to the restaurant. This will
result in increased profits.

LIMITATIONS

There are some limitations in the present research, which might affect the
generalizability of the results. The study is conducted in New Delhi and its
adjoining two cities, which might restrict the aspirations to use the same
scale for national level studies or in other parts of India. However, it is
noteworthy that New Delhi and its adjacent cities are cosmopolitan in the
true sense because of its status of the national capital and metro city. The
region under study has various embassies as well as restaurants of various
cuisines of both Indian and foreign nature. Nevertheless, it is likely that
the results might vary for smaller cities in the country. Further studies shall
also look at measuring service quality and its consequences separately for
fast food and fine dine restaurants.
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CONSUMER COMMENT BEHAVIOR AND THE CAL-
ENDAR EFFECT: A LONGITUDINAL STUDY IN SER-
VICES

Milos Bujisic H.G. Parsa

Consumer comments are considered essential tools to enhance any product or
service. Unfortunately, the effect of day of the week and time of the day on con-
sumer comment behavior is one of the least understood areas in spite of plethora
of scientific evidence. Current study investigates the role of day and time of the
week on consumers’ comment behavior. Results from a year-long study of 31
restaurants indicated that day of the week and time of the day have a significant
effect on consumers’ comments. Majority of comments were focused on service
attributes followed by food, ambiance and price. The week days between Thurs-
days through Sundays have experienced most of the comments followed by the
period of Sunday through Tuesday. Surprisingly, in contrast to the commonly
held belief, lunch periods had the highest number of comments followed by din-
ner and breakfast periods. Comments are significantly more positive when an
employee’s name is included in customers’ comments compared to the situation
where no employee name is included.

INTRODUCTION

onsumer comments have received significant academic and indus-

try attention in the past. They are considered as important perfor-

mance indicators (Robinson and Berl, 1980) that can be used as
indicators to improve operational efficiencies. Studies on consumer com-
ments can be broadly classified into two major streams: positive feedback
(suggestion boxes, innovative ideas, product/service improvement focus
groups, etc); and negative feedback (complaint behavior; oral (word of
mouth), written and legal complaints; switching behaviors, etc.). Interest-
ingly most of the research has focused on the second stream, negative
comments (complaints) (Bell and Luddington, 2006; Bell, Mengii¢c and
Stefani, 2004; Bennett, 1997; Davidow, 2000, 2003; Etzel & Silverman,
1981; Forbes, 2008; Heung and Lam, 2003).

Consumer satisfaction and the resulting loyalty can be improved ex-
ponentially when the cause of negative complaints can be addressed ef-
fectively. Thus, most academic researchers and companies have placed
greater emphasis on addressing the issues related to negative complaint
behaviors and strategies to improve organizational policies with reference
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to consumer services / products. On the other hand positive comments or
compliments are less researched even though some studies show that they
can be equally important as negative comments (Erickson and Eckrich,
2001; Robinson and Berl, 1980).

Mood of the customers and employees was shown to change accord-
ing to day of the week (Egloff, Tausch, Kohlmann and Krohne, 1995;
Kennedy-Moore, Greenberg, Newman, and Stone, 1992; Rossi and Rossi,
1977; Stone, Hedges, Neale and Satin, 1985) and time of the day (Clark,
Watson and Leeka, 1989; Egloff, et al., 1995; Froberg, 1977; Thayer,
1987; Thayer, Takahashi and Pauli, 1988). In addition, previous research
has shown that consumers’ mood has an effect on their complaining
behavior(Bearden and Teel, 1980; Kim, Kim, Im and Shin, 2003; Lil-
jander and Mattsson, 2002) while changes in employees’ mood influence
their service performance (Pelled and Xin, 1999).

The main objective of this study is to explore the changes in customer
comments during the different periods of the day and the calendar days
(day of the week). In this section we further address the importance of
service relationship on customer comments and the difference in customer
comments between different types of restaurant service (dine-in, carry-
out). Based on prior research (DiPietro, Parsa and Gregory 2011; Nam-
kung and Jang, 2007; Namkung and Jang, 2008; Pantelidis, 2010; Sulek
and Hensley, 2004; Parsa, Perutkova, Yoon, Self and Gregory, 2012), this
study focuses on four types of comments: food quality, service quality,
ambiance and price. Parsa, et. al. (2012) have conducted a series of experi-
ments, manipulating different restaurant quality dimensions. They have
recognized that quality of service is more important than food quality and
ambiance in quick-service restaurants. Similarly, customers tend to leave
more comments about service quality compared to all other restaurant
quality dimensions in quick-service restaurants. Each of the comments
is separately analyzed and the important factors that influence comment
subcategories are recognized.

THEORETICAL FRAMEWORK

Consumer Comments
Consumer comments are important sources of data for companies in dif-
ferent industries. Previous research has mostly focused on negative com-
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ments and how to address them (Bearden and Mason, 1984; Bearden and
Teel, 1980; Bell and Luddington, 2006; Bell, Mengiic and Stefani, 2004;
Blodgett, Wakefield and Barnes, 1995; Clopton, Stoddard and Clay, 2001;
Davidow, 2000, 2003; Davidow and Dacin, 1997; Etzel and Silverman,
1981). On the other hand studies that address both positive and negative
comments are limited (Cadotte and Turgeon, 1988; Friman and Edvards-
son, 2003; Kraft and Martin, 2001). Positive comments have been shown
to be equally important for the companies as negative ones because they
help businesses recognize their strengths (Erickson and Eckrich, 2001;
Robinson and Berl, 1980). Friman and Edvardsson (2003) addressed the
need for balance between complaints and positive comments.

Consumer Comments in Services:

Consumer’s complaints are an important topic because they are highly
correlated with satisfaction and loyalty (Clopton, et al., 2001; Davidow,
2000). Davidow (2000) has also shown that complaints that are not
addressed lead to low satisfaction and high defection rates. Service
quality is a significant predictor of consumer complaints and com-
ments (Forbes, 2008). Prior research has focused on companies’ re-
actions to complaints (Blodgett, et al., 1995; Clark, Kaminski and
Rink, 1992; Davidow, 2000, 2003; Davidow and Dacin, 1997) and
the type of service recovery strategies that seem to be most appro-
priate (Mattila, 1999), as well as finding appropriate strategies to
address customer complaints (Tax, Brown and Chandrashekaran,
1998).

Liljander and Mattsson (2002) argue that pre-consumption mood has
an effect on evaluation of three service behaviors: concern, congenial-
ity and incivility. Similarly post-consumption mood also has an effect on
customer satisfaction regarding service behaviors. Kim et al. (2003) and
Bearden and Teel (1980) have shown that consumer attitudes influence
complaints. Mattila (1999) argues that pre-consumption affect influences
evaluation of service which is closely connected with consumer com-
ments.

Service Relationship and Customer Comments

Previous research has shown that mood tends to change according to the
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day of the week (Kennedy-Moore, et al., 1992; Rossi and Rossi, 1977;
Stone, et al., 1985). Egloff, et al. (1995) have shown that mood is usually
elevated on weekends compared to weekdays. Based on these findings, it
appears that customer comments are influenced by mood and are going to
be higher on weekends. However, one should take into account that even
though customers’” mood improves over weekends, employees’ perfor-
mance might decline during weekends thus resulting in lower occurrence
of positive customer comments.

Other studies have addressed the relationship between time of the day
and mood (Clark, et al., 1989; Froberg, 1977; Thayer, 1987; Thayer, et
al., 1988). Egloff, et al. (1995) have argued that mood pleasantness of the
affective state will peak during the evening times while activation aspect
will be highest in the middle of the day. Therefore it seems that customer
comments should be highest at the beginning of the day. However, regard-
ing the effect of calendar day (day of the week), employee performance
might decline due to fatigue over the weekdays which again might result
in fewer positive comments. Additionally following previous studies no
interaction effect between calendar day (day of the week) and time of the
day is expected (Egloff, ef al., 1995).

H1a: Consumer comments are higher during weekdays compared to week-
ends.

H1b: Consumer comments are higher at the beginning of the day com-
pared to afternoons and evenings.

Service Relationship and Customer Comments

Service relationships are the repeated contacts between service provid-
ers and customers with a shared history of service interactions (Gutek,
Bhappu, Liao-Troth and Cherry, 1999; Gutek, Cherry, Bhappu, Schnei-
der and Woolf, 2000). In service relationships, the customer is capable of
identifying an employee, with whom they have a “relationship”, as “their
own” service provider (Gutek, Cherry, Bhappu, Schneider and Woolf,
2000). Also, in service relationship situations, both customers and service
providers expect to have repeated contacts in future (Gutek, et al., 1999).
Moreover, service relationships imply psychological loyalty (Czepiel,
1990) and rapport - customers having enjoyable interactions and personal
connections with the employee (Gremler and Gwinner, 2000). Based on
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this framework one could believe that customers that are capable of recog-
nizing an employee by name are more likely to leave positive comments.

H2: Comments that include employee name (s) are more positive than
comments that do not include employee name(s).

Based on the previous research a conceptual model of predictors of cus-
tomer comments has been created. Model incorporates three different in-
dependent variables: day of the week, time of the day and service relation-
ship. It is believed that these factors will have significant impact on the
level of customer comments in restaurant environment (Figure 1).

Time of the

day
- @@ J

Day of the Customer

week Comments

0
Service

Relationship

Figure 1: A Conceptual Model of Consumer Comment Behavior and
Calendar Effect

METHODOLOGY

To test the above presented research hypotheses, a secondary restaurant
comment data set were obtained. The nature of the obtained data set is
described below.

Consumer Comment Data

Consumer comments data was provided by a large, nationwide, fast-
casual dining restaurant chain. The data covered 32 different restaurants
operated by the same company in the region of Central Florida. All the
restaurants in the area were part of the same fast-casual franchise system
and maintained standardized procedures to collect consumer comments
and record them. Since it is a franchised restaurant chain, all operational
procedures, menu mix, service standards and ambiance are standard-
ized. To ensure compliance with the company standards and uniformity
across the 32 units, each restaurant is inspected weekly by a mid-level
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manager, District Manager, who is typically responsible for supervising

four to five restaurants. Any restaurant that fails to meet these standards

is placed on operational probation until conformity is achieved as de-
scribed by DiPietro, Parsa and Gregory (2011). Thus, we were able to
aggregate all customer comments and analyze the data as all operational
procedures were strictly controlled and standardized

The timeline for the data included July 2010 to July 2011 with a total
of 3,258 different consumer comments from 32 restaurants for 365 days.

Data was organized as a combination of quantitative and qualitative in-

puts. Two research associates were trained to code the qualitative data

and to transfer it into a numerical form. Data were randomly assigned
to students and the analysis showed no significant difference between
the means of the comments between two researchers thus confirming
that there is no bias in coding. Inter-coder reliability was established at

81.5% when a sample data was tested for each coder. Qualitative data

consisted of a short paragraph (usually one sentence long) written by

the consumer regarding their experiences at the restaurant. The data was
coded into three different quantitative variables:

*  “Comment Level” variable with a range from 1 to 5 (1 = very nega-
tive, 2= somewhat negative, 3=neutral, 4=somewhat positive and 5
=very positive).

e “Content of Comment” variable was coded according to the central
theme of the comments food quality, service quality, ambiance or
price.

*  “Employee Name” is a dummy variable that was coded as 1 if any
specific employee was mentioned in the comment and O if no em-
ployee name was mentioned.

Demographic Data

Additional data obtained from the comment cards included the name and

the identification number of the specific restaurant where the comments

were collected, date of the comment, day of the week, meal period, aver-
age number of visits per month for the consumer that left the comment,
and the type of dining experience (dining-in or carry out). Meal period
variable had six different time periods: Breakfast (bam and 9am); First

Transition (between 9am and 11am); Lunch (from 11am and 2pm); Sec-

ond Transition (from 2pm and 5pm ); Dinner (from 5pm to 8pm); and

Post-Dinner (between 8pm and 10pm ). This classification of six periods

was consistent with the classification system used by this fast casual

restaurant chain nationally.
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Average number of visits per month had 5 different levels: no vis-
its, 1 visit per month, 2 or 3 visits, 4 or 5 visits and 6 or more visits per
month. The type of dining included three different categories: Carry-out
option; Dining-in; and Combination of the two. Comments regarding ca-
tering and drive thru were discarded due to their small sample size (only
one restaurant had a drive thru among 31 restaurants).

RESULTS

Data analysis involved a total of 3,258 consumer comments. There were
only 246 very negative comments (score 1 out of 5), 410 somewhat neg-
ative comments (2 out of 5) and 487 neutral comments (3 out of 5). On
the other hand, somewhat positive comments were most common with
1390 cases and very positive had 725 occurrences. The mean of all com-
ments was 3.59 (out of 5) with a standard deviation of 1.179. The com-
ment content was also not equally distributed among the four content
categories. A majority of comments were regarding — service quality
(2402 cases) followed by food quality (653 comments), ambiance (163
comments) and price (40 comments) (Table 1).

Table 1: Distribution of Comments According to the Restaurant At-
tributes Food Quality; Service Quality; Ambience and Price

Dependent Variable: Comment (1-5)

F/S/A/P Mean | Std. Deviation N
1. Food Quality 3.11 1.311 653
2. Service Quality | 3.74 1.091 2402
3. Ambience 3.77 1.162 163
4. Price 2.18 1.152 40
Total 3.59 1.179 3258

ANOVA Analysis: Calendar Day, Meal Period and Customer Comments

Hypothesis Hla (Consumer comments are higher during weekdays com-
pared to weekend) was tested with univariate ANOVA. Normality and ho-
mogeneity of variance assumptions for the use of ANOV A procedure were
met. From the Table 2 it can be seen that Sunday and Saturday had lowest
customer comment scores compared to other weekdays. This finding is
interesting as most comments are often expected to occur over the week-
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ends. This could be explained by the fact that it is a fast-casual restaurant
with an attached bakery, thus, it is extremely busy over the weekends with
breakfast and lunch crowds. The authors have visited these restaurants and
verified that over the weekends sometimes these restaurants are so busy
that there were long lines looking for vacant tables. In those situations,
most customers are less likely to take time to write a comments card as
they are often busy trying to make room for waiting customers. This factor
may explain the high occurrence of comments during weekdays compared
to weekends (Table 2).

Table 2: Descriptive Statistics of Customer Comments per
Day of The week Descriptive Statistics

Dependent Variable: Comment (1-5)

Day of the Mean Std. Devia- N
Week tion

Monday 3.72 1.176 452
Tuesday 3.56 1.240 518
Wednesday 3.64 1.144 532
Thursday 3.62 1.190 457
Friday 3.63 1.131 510
Saturday 3.55 1.144 393
Sunday 3.40 1.215 396
Total 3.59 1.179 3258

Additionally from Table 3, it is clear that calendar day (day of the week)
was a significant predictor of comments with p-value of 0.007. Addi-
tional analysis continued to test the difference in scores between differ-
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ent calendar days with Scheffe post-hoc test. Scheffe post-hoc test was
selected because of an unequal size of the comparison groups (Hair et
al., 1998). The obtained results provide partial support for Hypothesis
Hla that only Monday comments were significantly higher than Sunday
comments, while other days did not differ significantly (Table 4).

Table 3: ANOVA Analysis of Customer Comments per Day of the

Week
Tests of Between-Subjects Effects
Dependent Variable: Comment (1-5)

Source Type III Df Mean F Sig. Noncent. Ob-
Sum of Square Param- served
Squares eter Pow-
er”
Cor-
rected 24.658* 6 4.110 2.965 .007 17.788 .906
Model
Inter-
cept 41423.314 1 41423314 | 29882.647 .000 | 29882.647 1.000
Day of
24.658 6 4.110 2.965 .007 17.788 .906
Week
Error 4506.535 3251 1.386
Total 46634.000 3258
Cor-
rected 4531.193 3257
Total

a. R Squared = .005 (Adjusted R Squared = .004)
b. Computed using alpha = .05
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Table 4: Scheffe post-hoc Multiple Comparison of Customer Com-
ments per Day of the Week.
Multiple Comparisons
Dependent Variable: Comment (1-5)

Scheffe
@ @) Mean Std. Sig. 95% Confidence
DOW DOW Dif- Er- Interval
cor- cor- fer- ror Lower Upper
rected rected ence PP
Bound Bound
a-J)
Tue 15 .076 .666 =12 42
Wed .08 .075 .985 -.19 .34
Thu .10 .078 .960 -.18 37
Mon
Fri .09 .076 967 -.18 .36
Sat .16 .081 .679 -.13 45
Sun 32" .081 .019 .03 .60
Mon -.15 .076 .666 -42 12
Wed -.08 .073 980 -.34 18
Thu -.06 .076 997 -.33 21
Tue
Fri -.06 .073 993 =32 .20
Sat .01 .079 1.000 =27 .29
Sun .16 .079 .642 -.12 44
Mon -.08 .075 985 -.34 .19
Tue .08 .073 .980 -.18 .34
Thu .02 .075 1.000 -.25 .29
Wed
Fri .01 .073 1.000 -.25 27
Sat .09 .078 976 -.19 .36
Sun 24 .078 153 -.04 .52
Mon -.10 .078 960 =37 18
Tue .06 .076 .997 =21 .33
Wed -.02 .075 1.000 -.29 25
Thu
Fri -.01 .076 1.000 -.28 .26
Sat .07 .081 .995 =22 .35
Sun 22 .081 .286 -.07 51
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@ Q)] Mean 95% Confidence

DOW DOW Dif- Std. Interval

cor- cor- fer- Er- Sig.

rected rected ence ror Lower Upper

(I-) Bound Bound

Mon -.09 .076 967 -.36 18
Tue .06 .073 993 -20 32

Fii Wed -.01 .073 1.000 =27 25

Ti

Thu .01 .076 1.000 -.26 .28
Sat .07 .079 991 -21 .35
Sun 23 .079 224 -.05 51
Mon -.16 .081 .679 -45 13
Tue -.01 .079 1.000 -.29 27

S Wed -.09 .078 976 -.36 .19

at

Thu -.07 .081 995 -.35 22
Fri -.07 .079 991 =35 21
Sun 15 .084 765 -.14 45
Mon -32" .081 .019 -.60 -.03
Tue -.16 .079 .642 -44 12
Wed -.24 .078 153 -.52 .04

Sun
Thu =22 .081 .286 =51 .07
Fri =23 .079 224 -.51 .05
Sat -.15 .084 165 -45 14

Based on observed means.

The error term is Mean Square(Error) = 1.386.

* The mean difference is significant at the .05 level.
Similarly hypothesis H2b that states that consumer comments are higher
at the beginning of the day compared to afternoon and evening periods
was tested with univariate ANOVA. From Table 4 one can note that later
periods during a day have lower comments. Additionally, ANOVA test
indicates that time of a day is a significant predictor of customer com-
ments (Table 5, 6). Finally Scheffe post-hoc test shows that early periods
during a day have significantly higher customer comments compared to
evening ones and therefore provide support for hypothesis Hlb (Table
7). These results clearly indicate that customers that visit for breakfast
are more pleased with the operations thus posting most comment cards. It
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can also be stated that this particular restaurant chain is less recognized by
customers for its lunch and dinner operations compared to breakfast which
is consistent with the mission of this restaurant concept. In other words,
this restaurant concept has operational and conceptual integrity focusing
on breakfast as its primary marketing edge and being the leader in the

breakfast segment.

Table 5: Descriptive Statistics of Customer Comments per

Time of the Day
Descriptive Statistics

Dependent Variable: Comment (1-5)

Meal Period Mean Std. Deviation N

1. Breakfast 3.80 1.114 560
2. First Transition 3.75 1.070 529
3. Lunch 3.56 1.156 1187
4. Second Transition 3.61 1.168 445
5. Dinner 3.32 1.335 470
6. Post Dinner 3.16 1.355 67

Total 3.59 1.179 3258

Table 6: ANOVA Analysis of Customer Comments per

Time of the Day
Tests of Between-Subjects Effects

Dependent Variable: Comment (1-5)

Type 11T Ob-
Source Sum of Df Mean F Sig. Noncent. served
Square Parameter b
Squares Power
Cor-
rected 86.263* 5 17.253 12.622 .000 63.112 1.000
Model
iz;;r_ 18867.532 1 18867.532 13803.863 .000 13803.863 1.000
Megl— 86.263 5 17.253 12.622 .000 63.112 1.000
Period
Error 4444931 3252 1.367
Total 46634.000 3258
Cor-
rected 4531.193 3257
Total
a. R Squared = .019 (Adjusted R Squared =.018)
b. Computed using alpha = .05
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Table 7: Scheffe post-hoc Multiple Comparison of Customer Com-
ments per Time of The Day.
Multiple Comparisons
Dependent Variable: Comment (1-5) Scheffe

(I) Meal (J) Meal Mean Std. Sig. 95% Confidence
Period Period Differ- Er- Interval
ence ror Lower Upper
-9 Bound | Bound
9:00-
11:00am .05 .071 .990 -.18 .29
11:00am- .
2:00pm 24 .060 .006 .04 44
6:00-9:00 am | 2-00P-m-- 19 | 074 | 277 -.06 43
5:00p.m.
5:00pm- .
8:00pm 48 .073 .000 24 73
After .
8:00pm .64 151 .003 13 1.14
6:00-9:00 05 | 071 | .990 -29 18
am
11:00am-
2:00pm .19 .061 .089 -.01 .39
9:00- 2:00p.m.-
11:00am 5:00p.m. 13 .075 .679 -12 .38
5:00pm- .
8:00pm 43 .074 .000 18 .68
After .
8:00pm .58 152 .012 .08 1.09
6:00-9:00 247 | 060 | 006 -44 -.04
am
9:00-
11:00am -.19 .061 .089 -39 .01
11:00am- 2:00p.m.-
2:00pm 5:00p.m. -.06 .065 981 -27 .16
5:00pm- .
8:00pm 24 .064 014 .03 45
After
8:00pm .39 147 208 -.10 .88
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(I) Meal (J) Meal Mean Std. Sig. 95% Confidence
Period Period Differ- Er- Interval
ence ror Lower Upper
(-9 Bound Bound
6:00-9:00 19 074 7 N o
am
9:00-
11:00am -13 075 679 -38 12
2:00p.m.- 11:00am-
5:00p.m. 2:00pm .06 .065 981 -.16 27
5:00pm- N
8:00pm 30 | 077 | 012 04 55
After
8:00pm 45 153 126 -.06 96
6:00-9:00 48" 073 000 7 4
am
9:00- .
11:00am -43 .074 .000 -.68 -.18
5:00pm- 11:00am- .
8:00pm 2:00pm -.24 .064 014 -45 .03
2:00p.m.- .
5:00p.m. -30 .077 .012 -.55 -.04
After
8:00pm 15 153 962 -.36 .66
6:00-9:00 e 151 003 iy i
am
9:00- .
11:00am -.58 152 012 -1.09 -.08
After 11:00am-
8:00pm 2:00pm -39 .147 208 .88 10
2:00p.m.-
5:00p.m. -45 | 153 126 -.96 06
5:00pm-
8:00pm -15 ] 153 962 -.66 36

Based on observed means.
The error term is Mean Square(Error) = 1.367.

* The mean difference is significant at the .05 level.
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ANOVA Analysis: Customer Comments and Relationship with Em-
ployees

The final step of the analysis was to verify the hypothesis H2 which indi-
cated that comments that include employee name are more positive than
comments that do not include employee names. The results from table 8
and 9 clearly provide support for hypothesis H2. One may observe that
comments that included employee name had a significantly higher mean
of 4.31 compared to those that did not include the name (M=3.29).

Table 8: Descriptive Statistics of Customer Comments Including
and Not Including
Employee Name
Descriptive Statistics
Dependent Variable: Comment (1-5)

Emp. Name/ no name (1/0) Mean Std. Deviation N

0. No Employee Name 3.29 1.182 2277
1. Employee Name 4.31 .804 981
Total 3.59 1.179 3258

Table 9: ANOVA Analysis of Customer Comments Including
and Not Including Employee Name.
Tests of Between-Subjects Effects
Dependent Variable: Comment (1-5)

Source Type 1T Df Mean F Sig. Noncent. Ob-
Sum of Square Parameter served
Squares Power®

Cor-

rected 717.667 1 717.667 612.746 .000 612.746 1.000

Model

Intercept 39566.473 1 39566.473 33781.972 000 33781.972 1.000

Emp.

Name/no 717.667 1 717.667 612.746 .000 612.746 1.000

namel0

Error 3813.526 3256 1.171

Total 46634.000 3258

Cor-

rected 4531.193 3257

Total

a. R Squared = .158 (Adjusted R Squared = .158)
b. Computed using alpha = .05
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DISCUSSION

Most of the previous research has focused on complaints (negative com-
ments) while positive comments have received significantly less attention.
In the present study, positive comments are greater in number than nega-
tive or neutral comments. This finding indicates that management should
pay equal attention to all comments, positive and negative (Pantelidis,
2010).

This study also indicates that consumers are most likely to leave com-
ments regarding service quality with 73.7% of all comments falling into
this category. The second most common category is food quality with
20% of all comments. The other two types of comments: ambiance (5%)
and price (1.2%) are significantly less common. These findings indicate
that management should put strong emphasis on service quality, since it
is a very important element for the consumer’s perception of restaurant
performance in the fast-casual segment. These results are consistent with
the results reported by Parsa, Perutkova, Yoon, Self and Gregory(2012).
Obviously service delivery appears to be the strength of this type of or-
ganizations as noted by consumers’ positive comments. One may also
conclude that service attributes are more important in this type of opera-
tions compared to food quality and ambiance which is consistent with the
earlier findings of Parsa et al. (2012).

Current results also indicated that customer comments are affected by
the calendar day (day of the week) and different meal periods. Accord-
ing to previous studies customer comments are better at the beginning
of the week and are lowest on Sundays. Also customer comments usu-
ally decrease in numbers from morning periods (breakfast time) to late
evenings (dinner times). However, this trend is not the same for all days
of the week. But in the present case, customer comments stayed consist-
ent across the meal periods (from breakfast to post dinner) from Wednes-
days through Saturdays. Results also indicated that customer comments
remained steady for breakfast and first transition but gradually declined
towards dinner times for Sundays, Mondays and Tuesdays. These results
have pointed to the fact that there are two distinct marketing segments
targeted by this concept based on day of the week, first segment being
Sunday-Tuesday and second segment being Wednesday-Saturday. Itis an
interesting finding that is worthy of further investigation.

Additionally, the effect of service relationship was shown to have a
significant effect on customer comments. Comments that include an em-
ployee’s name and indicate some level relationship between a customer
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and the organization are significantly better than those comments that do
not include a name or indication of organizational relationship. Therefore
we believe that customers are more likely to comment positively if they
know a name of their server, and also they are more likely to remember
employee’s name if the service is better.

CONCLUSIONS, SUGGESTIONS AND IMPLICATIONS

Consumer comments are valuable sources of information that can help
management improve the quality of their services. As seen in this research
consumer’s perception of restaurant quality and consumer comments are
affected by different time factors. Time of the day and calendar day should
be taken into account when predicting demand, scheduling workers, and
organizing any type of promotion or special events. Also, when trying to
interpret consumer comments, management should be aware of time of the
day and calendar day patterns. Some negative comments might indicate
objectively weak services while other might be influenced by consumer’s
negative mood. Current results also indicate that consumer comments are
affected by the calendar day and day of the week; thus, management must
take these factors into consideration while evaluating the meaning of con-
sumer comments.

MANAGERIAL IMPLICATIONS

There are several important managerial implications of this study. In the
first place, management should be aware that customers’ mood changes
according to the day of the week and time of the day. As the customer
mood changes so does the customer comments and general customer be-
havior. Management should put more effort to keep customers satisfied at
later periods during the day and should try to motivate employees to deliv-
er high quality of service until the end of the day. Similarly, management
should schedule best performing employees for weekends since it is seen
that customers are least satisfied on Sunday. By scheduling best perform-
ing employees during the weekends, a high quality of service could be
delivered and overall customer satisfaction would improve. Finally, this
research shows the importance of service relationship on customer com-
ments. Management should encourage employees to disclose their names
and get to know customers personally, so that customer would develop a
sense of the relationship with the restaurant and be more satisfied.

LIMITATIONS OF THE STUDY

The main significant limitation is that data was collected in only one region
of the USA that has one specific type of climate and climatic patterns. If
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different areas with different climatic variables are available, more mean-
ingful and more generalizable conclusions could be drawn. Additionally,
time of the day and day of the week are just a sub-set of a myriad of factors
that affect comments through mediating effect of consumers’ mood.

DIRECTIONS OF FUTURE STUDIES

Future studies could focus on several issues. Current study was based on
the premise of the mediating effect of mood on the relation between tem-
poral factors and comments. However, since the study is limited by the
secondary data, it is not possible to test this relationship. Future studies
should use primary data with surveys that would collect both consumer
comments and consumer mood data while calendar day and time of the
day can be controlled. Additionally, studies regarding effect of time of the
day and calendar day on employees’ mood and effect of mood on employ-
ee performance could expand current findings. Future studies should show
if consumer’s perception of service quality is based more on consumers’
and service providers’ dimensions and which dimension is more affected
by temporal factors. Additionally, future studies should test the effects of
different demographic characteristics of customers on their comment be-
havior. It is expected that different customer segments might have differ-
ent comment and complaint behavior. Therefore additional primary data
collection is needed to conduct future studies.
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ASSESSING QUALITY OF FOOD, SERVICE AND CUS-
TOMER EXPERIENCE AT A RESTAURANT: THE
CASE OF A STUDENT RUN RESTAURANT IN THE USA

Bharath M. Josiam Rosa Malave
Charles Foster Watson Baldwin

In the restaurant business, satisfied customers will return and provide positive
word of mouth to peers. Studies have shown that restaurants that generate re-
peat patronage have six significant attributes in common, namely food quality,
service quality, consistency of food and service, menu variety, cost/price-value
relationship, atmosphere/ambience, and hygiene/cleanliness. University-level
hospitality management programs regard the Student-Run Restaurant (SRR)
as an essential part of the curriculum. Despite many such restaurants housed
in universities in the USA and across the world, little information is available
about how these restaurants assess quality and promote usage and loyalty. This
study addresses this subject by identifying the perceptions of the patrons of a
SRR, segmenting the customer base, and ascertaining the quality of drivers of re-
peat and referral patronage. A total of 503 guests were surveyed at a university
SRR in the southwestern region of the USA. Overall, patrons were satisfied with
the food quality, service quality, value for money, and convenience of location.
However, satisfaction levels were lower for convenience of payment methods
and portion size. Significant differences were found between males and females,
as well as between younger and mature patrons. Significant differences also
existed between the perceptions of heavy-users and light-users. These findings
suggest the SRR serves distinct segments, which emphasizes a need to focus on
customized strategies for customer retention. More information about patrons
and the quality of restaurant attributes that drive their choices will assist hos-
pitality faculty in SRRs and restaurateurs to competitively position their restau-
rants for success in the marketplace.

INTRODUCTION

n-campus restaurants where students both prepare and serve meals
are rich learning environments unique to hospitality management
programs. These restaurants provide opportunities for active in-
volvement in operations, thereby linking theoretical principles to real-
world business situations. Students readily transfer knowledge gained
through these experiences to the workplace, resulting in enhanced career
success. The termStudent-Run Restaurant (SRR) has been adopted for this
paper to describe these on-campus restaurants. Research has shown that
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hospitality management programs in the United States of America (USA)
with a SRR generate more graduates who enter the foodservice industry
than those without such an experience (Nies, 1993).

NEED FOR THE STUDY

The most recent research conducted specifically on SRRs was in 1993 by
Nies, in which 38 out of the 77 four-year US hospitality programs reported
the use of an SRR.Despite the fact that SRRs are an integral part of the
curriculum of all reputed hospitality programs, there is very limited litera-
ture on this topic. A thorough literature search for this study could identify
only two papers directly pertaining to this study namely, Nies (1993), and
West and Farley (1991). Therefore, the purpose of this study is to fill the
gap in the literature by identifying the perceptions of patrons of a SRR
on a US campus regarding the following attributes related to repeat and
referral patronage: food quality, service quality, price-value issues, con-
venience, motivation for dining, and ambience.

Little information is available, however, concerning the criteria used
in these programs to assess quality of food, service and customer experi-
ences and the steps taken to maintain their customer base and encour-
age patronage. West and Farley (1991) focused on cost reduction through
sharing facilities with a foodservice contractor and improved educational
outcomes due to greater student involvement in a simulated business envi-
ronment. Nies (1993) reported on the prevalence of SRRs and their role in
educating students. Almost half of all the American hospitality Programs
operate a SRR (Nies, 1993). The cost of operating SRR is substantial;
investment in kitchen equipment alone is much greater than the cost of
facilities for a lecture-based classroom. Less than half of all SRRs in the
USA earn a profit (Nies, 1993). Therefore, in addition to controlling oper-
ating expenses, there is a need to generate more income. This is certainly
true for all restaurants, not just for SRRs. To improve revenues, drivers of
customer satisfaction and their quality needs to be assessed.

One strategy for measuring food and service quality is the comment
card. A number of SRRs utilize this approach to evaluate service success
(Nies, 1993). Unfortunately, the construct validity of customer comment
cards is often too poor for management to confidently use them in mak-
ing strategic decisions (Lewis and Pizam, 1981; Schall, 2003). There is a
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need, then, for research on customer perception of SRRs using an in-depth
survey, with a broader, more representative sample. The results of such re-
search would provide information beyond that of the limited, self-selected
comment card data that typically suffers an inadequate sample size and
shallowness of scope

LITERATURE REVIEW

The increasing complexity of the hospitality industry is a result of its nu-
merous and diverse service components (Harris and Cannon, 1995). It is
often hailed as “one of the largest [industries] in the world” handicapped
by ineffectively trained employees (Harris and Bonn, 2000, p.321). Hos-
pitality management programs have recognized the values of experiential
learning as an effective tool towards career preparation (Daly, 2001; Fein-
stein, 2001; Hawkins and Weiss, 2004). Hawkins and Weiss (2004) state
its value as assisting students with information retention, problem solving,
and providing an invaluable experience, as they become overall more ef-
fective self-learners. The presence of SRRs within hospitality management
curriculums is based upon this focus on experiential learning. Students re-
ceive instruction and gain experience in the requirements for quantity food
production and the principles of dining room services (Nies, 1993). In the
following literature review, SRR management and marketing issues will
be extensively discussed. Parallels will be drawn to the methods by which
commercial restaurants succeed in competitive markets.

The SRR Business

The description of SRRs in the USA is primarily based upon the research
completed by Nies in 1993. Most SRRs in the USA are located on cam-
pus and have a typical capacity of 30 to 100 seats. Unlike their commer-
cial counterparts, these restaurants operate only on weekdays and are of-
ten closed during shorter summer sessions. The majority concentrate on
lunch service due to the lack of dinner demand, though a few do serve
both. Lunch checks have an average range from US$2 to $8, while dinner
checks range from US$4 to $30. Cafeteria service is found in only 25%
of on-campus restaurants and buffet service in 6%. The majority of SRRs
feature a full-service dining experience with student wait staff on hand.
The cornerstone of any foodservice operation is the menu (Frei, 1995).
According to Frei, the menu “determines the image, price range, and profit
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potential of a restaurant” (1995). SRRs in the USA structure their menus
to maximize the student experience while operating within the constraints
of a modest budget. Most menus afford a limited selection of entrees to
choose from, in order to manage service expediency and food quality.
Only a minority restrict their offering to a selection among soups, sal-
ads, or desserts. Alcoholic beverages are available at less than half of the
SRRs. Theme menus are also popular, in which case both the meal and the
overall dining experience reflect a unifying theme such as Thanksgiving
or Valentine’s Day. Theme menus represent a changing slate of offerings
for the customer, with a new dining experience on each visit (Nies, 1993;
Jennings, 2005).

Student operations are as vulnerable to failure as their commercial
counterparts. Although SRRs are housed in educational institutions and
typically have nonprofit status, maintaining a break-even operation is still
necessary. As is true in the business world, SRRs require a substantial
capital investment of facilities, equipment, as well as monies for daily op-
eration (Nies, 1993; Walker and Lundberg, 2000). Unfortunately, a con-
siderable amount of time is also necessary to obtain profit over this initial
investment, which is the cause of failure for many restaurant ventures.
Previous research indicates a failure rate of 27% for restaurants in the
first year of business that rises to 50% by the end of the third year(Walker
and Lundberg, 2000). As a non-profit entity, the management of SRRs is
further challenged by the complexity of balancing its educational respon-
sibility alongside profitability goals (Rojas, 2000). Similarly, many SRRs
struggle to breakeven or fail altogether in their attempt to avoid substantial
loss (Nies, 1993).

Importance of Customer Retention

Dining out is an important part of the lifestyle of many Americans. Re-
search conducted by Kant and Graubard on this activity revealed “in 1999-
2000, three or more weekly commercially prepared meals were reported
by 48% of males and 35% of females” in the U.S. (2004). Repeat cus-
tomers are the bedrock of solvency for a successful business venture, as
they generate more profit than new guests (Zeithaml, 2000). Blattbert et
al.(2001) found that “30 percent of the company’s [loyalty card] custom-
ers represented over 75 percent of its profits” (2001). A key indicator of
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return patronage is customer satisfaction (Dube, Reneghan, and Miller,
1994; Kivela, Inbakaran, and Reece, 1999; Schall, 2003). Although there
is no guarantee that a satisfied customer will return, statistics indicate that
over 90% of dissatisfied customers will not return to a restaurant asso-
ciated with a negative dining experience (Stevens, Knutson, and Patton,
1995). Researchers have delineated certain attributes that are associated
with repeat business. The top six restaurant attributes that generate repeat
customers are (1) food quality, (2) consistency, (3) menu variety, (4) an
attractive price-value relationship, (5) ambience, and (6) cleanliness.. Res-
taurant operators that focus on these attributes stand to strengthen custom-
er loyalty and retention (Dube et al., 1994; Soriano, 2002; Koo, Tao, and
Yeung, 1999; Josiam and Monteiro, 2003; Josiam, Sohail, and Monteiro,
2007). In addition, regularly conducting customer satisfaction research
will guide management in their efforts to better satisfy their customers, as
the findings can help restaurateurs better understand how their operations
are performing with regards to the drivers of customer satisfaction (Brier-
ley, MacDougall, and Hill, 2003).

Meeting Expectations of Consumers

Customers are becoming more sophisticated and expectations have risen
concomitantly. Service providers are routinely expected to go beyond the
commonplace and provide an exemplary dining experience (Bojanic and
Rosen, 1994; Grindy, 1999). For many customers food quality is almost
indistinguishable from service quality, and most agree that both must
be present for a restaurant to qualify for a repeat visit (Koo et al., 1999;
Soriano, 2002). The value considerations of these lifestyle customers, in
regards to their dining experiences, surpass the issue of price. They re-
spond more emphatically to ambience, hygiene, and cleanliness (Soriano,
2002; Yuksel and Yuksel, 2002; Yuksel, 2003). As a consequence, unique
restaurant concepts grow in importance. Conversely, an outdated look or
static design disenchants lifestyle customers and adversely affects profit-
ability (Soriano, 2002).

Food Quality

Food is often seen as the single most important overall aspect of the din-
ing experience. (Kivela et al., 1999; Raajpoot, 2002; Sulek and Hensley,
2004). Maintaining a high level of food quality is absolutely necessary to
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satisfy the needs and expectations of the restaurant customers (Peri, 2006).
It is important to recognize how food quality is viewed in a restaurant; the
literature has identified the following attributes most commonly used in
evaluating food quality in restaurants: presentation, taste, freshness, and
temperature. These attributes are used as the tangible cues of food quality
in restaurants. Presentation is seen as how attractively food is presented as
a tangible cue for customer perception of quality and it has been seen as
a key food attribute in modeling dining satisfaction. (Kivela et al., 1999)
Food presentation is also seen as on the product/service factors in the tan-
gible quality scale (Raajpoot, 2002). Taste is also a key aspect in food
that influences restaurant customer satisfaction and future behavior inten-
tions (Kivela et al., 1999). Freshness refers to the state of food associated
with its crispness, juiciness, and aroma (Péneau et al., 2006). Temperature
is another element of evaluating food quality (Johns et al., 1996; Kivela
et al., 1999). Temperature interacts with the three of the major sensory
properties: taste, smell and sight which have a strong connection with the
flavor of food and its associated evaluation (Delwiche, 2004).

Service Quality

One of the most researched aspects of service marketing is service quality.
(Fisk, Brown, and Bitner, 1993) The scale used to measure service qual-
ity is SERVQUAL, which was introduced by Parasuraman, Zeithaml, and
Berry (1988) and is the single most used scale for the conceptualization
and measurement of service quality constructs (Brady, Cronin, and Brand,
2002). SERVQUAL is a useful starting point for assessing and improv-
ing service quality, but it is not a final solution. (Parasuraman, Berry, and
Zeithaml, 1991) SERVQUAL utilizes five quality dimensions for its scale
of measurement: reliability, assurance, tangibles, empathy, and respon-
siveness. These five dimensions can be viewed as the perceived service
quality evaluations (Wakefield and Blodgett, 1999). In Parasuraman et
al.’s (1988) original model, each of the five dimensions held their own
definitions. Reliability refers to the ability to perform the promised ser-
vices dependably and accurately. Assurance is defined as the knowledge
and courtesy of employees, as well as their ability to convey trust and
confidence. Empathy refers to the provision of caring and individualized
attention to customers. Responsiveness means willingness to help custom-
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ers and provide prompt service. Finally, tangibles is defined as the physi-
cal facilities, equipment, and appearance of personnel. These elements of
service quality need to be addressed and periodically measured in both
commercial restaurants and in SRRs to evaluate customer’s perception of
the services being delivered.

Additionally, customers expect a full representation of modern tech-
nology and frown upon antiquated methods of payment (Mehta, 1999). In
2003, electronic forms of payment, such as debit and credit cards, exceed-
ed cash and check payments for the first time in the USA (ATM Market-
place, 2003). Increasing preference for electronic forms of payment imply
that credit/debit card usage at restaurants is rising (National Restaurant
Association, 2002).

Market Segmentation

An effective strategy for optimizing the match between expectations and
service is to identify those factors that result in homogeneous purchasing
behaviors of discrete market segments. Market segmentation capitalizes on
the predictive power of customer satisfaction resulting in increased sales
and profits (Yuksel and Yuksel, 2002; Yuksel, 2003). A variety of factors,
such as demographics, lifestyle, service usage, and ethnic origin have been
used as a basis for segmentation. In response to an increasingly diverse so-
ciety, restaurateurs have learned to consider age, gender, income, and eth-
nicity as differentiating factors that have significant financial implications
(Shank and Nahhas, 1994; National Restaurant Association, 1999; Silver,
2000; Soriano, 2002; Josiam and Monteiro, 2003; Josiam et al., 2007).
While Soriano (2002) found no gender based difference in the importance
of food quality, service, cost/value, and place/ambience, an earlier study
of service quality by Silver (2000) found that women consider service
more important than men. SRRs would benefit from emulating their com-
mercial counterparts and determine the distinctive profiles of their current
market segments, and tailor their offerings to better serve them.

An important and growing segment in the US is the mature market.
The 2000 US Census revealed that people 55 years of age or older made
up 20% of the population (Moschis,Folkman, and Bellenger, 2003). Es-
timates are that these mature adults will comprise 25% of the population
by 2015 and 33% of the population by 2050 (Shank and Nahhas, 1994).
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Mature consumers control three-fourths of all US financial assets and half
of all discretionary spending. In fact they enjoy a higher level of discre-
tionary spending than other age segments and are willing to purchase ex-
periences in addition to products (Moschis et al., 2003). In terms of dining
experiences, the mature market favors breakfast and lunch over dinner,
making them an important segment for a SRR (Fu and Parks, 2001). SRRs
generally offer a relatively full-service dining experience with a pricing
structure that competes at a higher average than the standard convenience
food options provided by campus cafeterias. The mature market is an ideal
market segment for SRRS due to their market characteristics. They are
more loyal and less price conscious than younger customers, as well as
less concerned with speed of service, because they place greater value
on discounts, nutrition, convenience, friendly service, and individualized
attention (Knutson and Patton, 1993; Shank and Nahhas, 1994; Fu and
Parks, 2001; Moschis et al., 2003).

OBJECTIVE OF THE STUDY

Despite the large number of SRRs in hospitality management programs
across the world, there have been no studies to date of customer concerns
in SRRs. To address this gap in the literature, the current study looks at
customer satisfaction and retention in SRRs. The findings can assist hos-
pitality management programs world-wide to sustain their SRR as a finan-
cially and educationally viable part of the hospitality curriculum. The pur-
pose of the current study is to fill the gap in the literature by identifying the
perceptions of patrons of a SRR in the USA. The study will be guided by
the main elements of quality management (Breyfogle, Cupello,and Mead-
ows, 2001; George, 2003). These include a process that defines, measures,
and analyses current process to improve and control them. This process,
as applied to service quality needs to incorporate the Voice of the Cus-
tomer (VOC).The findings of this study will expand knowledge of SRR
performance and assist universities in increasing customer retention and
enhancing financial stability. A better understanding of the relationship
between operations and customer satisfaction would benefit hospitality
management programs that operate a SRR. Furthermore, it would benefit
restaurant operators by helping them to better understand how to assess
the quality of their food, service and customer experiences.
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This study explores factors that influenced the decision of patrons to
dine at a SRR operated by a Hospitality Management program at a uni-
versity campus in the southwestern region US. The objectives of the study
were as follows:

1. Identify the most important SRR attributes as viewed by customers

2. Identify differences between SRR patrons, and segment them based
on gender, age, level of usage, and membership in campus commu-
nity.

3. Identify the attributes of the SRR that drive referral and revisit patron-
age.

METHODOLOGY

Questionnaire

This study collected data on factors that contributed to return patronage
at a SRR operated by a leading Hospitality Management program in the
southwestern region of the USA. Students enrolled in a Dining Room Ser-
vice and Management course operated the dining room, while those en-
rolled in a Quantity Food Production and Management course prepared
the meals. A three course Table-de-hoté meal priced at US $6.50 was
served three days per week during a long semester. A book of nine tickets
was available for purchase discounting the cost of each meal by 10%. The
SRR served 75 to 250 meals daily during the period of investigation. The
typical patrons at the SRR were university students, university staff, mem-
bers of the local community, and visitors to campus.

A self-administered questionnaire was developed for the purpose of
collecting data. The questionnaire included questions on both demograph-
ic and other variables expected to influence the decision to dine at the
SRR. A five-point Likert scale was utilized and respondents were asked to
rank their degree of agreement with a list of statements that were catego-
rized under the headings of service, food, reason to dine, barriers to dining
more often, overall evaluation, and referral and repeat visit intention. The
points on the scale were: 1= strongly disagree, 2 = somewhat disagree, 3
= neutral, 4 = somewhat agree, and 5 = strongly agree. Demographic and
usage questions were given as multiple-choice options.

Several terms were adopted for descriptive purposes of this study. Ma-
ture consumers were defined as those who were 55 years of age or older.
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Heavy-users were defined as patrons who had purchased a book of nine
meal tickets, whereas light-users were those who did not purchase ticket
books.

Sample Selection, Data Collection, and Data Analysis

A convenience sampling method was employed, given the constraints on
time and resources. The researchers surveyed patrons during lunch service
at the SRR over a six-week period. A researcher would approach the pa-
trons during their meal and ask if they would be willing to complete the
anonymous and confidential survey. Completed surveys were retrieved by
the researchers from willing participants. No compensation was provided
to respondents.

Data was analyzed using SPSS. Descriptive statistics, including fre-
quencies and means, were calculated. ANOVA analysis was conducted to
identify significant differences between demographic groups and other us-
age segments. Correlation analysis was conducted to examine the relation-
ship between age and importance of SRR attributes. Multiple-Regression
analysis was conducted to examine the relationships between restaurant
attributes and intention to re-visit or recommend the SRR.

FINDINGS AND DISCUSSION

A sample size of 500 was targeted, and a total of 503 usable responses
were collected. Over half of the respondents were university employees
and students. Approximately 68% of respondents were female. Just over a
third (33%) were mature customers (age 55 or older). This gender compo-
sition was confirmed as representative of the sample base, by comparing
the researchers’ observations and those of the SRR General Manager.

Approximately 40% of the respondents were first-time/ light-user pa-
trons, while the other 60% were repeat/heavy-users. Similarly, 60% of the
respondents bought the book of meal tickets for the SRR (Table 1). Ap-
proximately 40% of the patrons of the SRR reported an annual household
income in the US$ 49,999 or less category, while over 40% reported an
annual household income of over US$75,000. The median US household
has an income of US$42,228 (U.S. Census Bureau, 2001). It appears that
many SRR patrons come from more affluent households and are more
educated than the general U.S. population, with only 7.1% indicating their
highest academic credentials to be a high-school diploma.
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Table 1: Demographic Characteristics of SRR Patrons

Demographics N %
Gender

Male 137 32.5%
Female 284 67.5%
Occupation

University students 153 32.5%
University employees 123 26.1%
Others 195 41.4%
Annual Household Income

Less than $24,999 105 26.3%
$25,000 to $49,999 60 15.0%
$50,000 to $74,999 60 15.0%
$75,000 to $99,999 52 13.0%
$100,000 to $124,999 54 13.5%
$125,000 to $149,999 27 6.8%
$150,000 and over 42 10.5%
Age

Less than 55 years 322 64.0%
55 and older 166 34.0%
Psychographics/Usage N %
First Time or Repeat Patron of

SRR 197 41.0%
First Time Guest 283 59.0%
Repeat Patron

Purchased Book of Tickets

Yes 172 40.8%
No 250 59.2%

Note: Totals differ due to missing data
Objective 1: Identify the perceptions of SRR attributes

Respondents answered questions related to attributes associated with din-
ing at the SRR, on a 5-point Likert Scale ranked from Strongly Disagree
(1) to Strongly Agree (5). Using a study by Yuksel and Yuksel (2002)
as a guideline, the attributes were grouped into various categories (Table
2). Mean scores for individual variables were consistently above 4.00 for
all categories. On the whole, it appears that patrons perceived that food,
service, and the overall experience were of good quality, and that the SRR
provided good value for money. Multiple questions related to these is-
sues generated mean scores ranging from 4.3 to 4.87 (Agree to Strongly
Agree). With respect to barriers to increased patronage, the highest scores
were for “Convenience”, “Parking”, and “Credit Cards/Payment Meth-
ods”. This suggests that patrons are currently satisfied with food,service
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and price/value issues, but that they seek conveniences such as multiple
payment methods, and better parking. The high overall scores bode well
for repeat and referral patronage of the SRR. Both referral and re-visit
intentions received high scores, with means of 4.70 and 4.77 respectively.

Table 2: Mean Scores of Attributes by Category

Categories and Attributes N Mean SD
N
Food
The amount of food is right 500 4.46 0.828
Plate presentation is attractive 500 4.59 0.723
Food is flavorful 497 4.56 0.765
Food is fresh 493 4.62 0.702
Temperature of food is right 498 4.40 0.832
Food is consistent across cuisines 450 4.30 0.864
Service Quality Dimensions
Staff is clean and well dressed 498 4.87 441
Staff is knowledgeable 501 4.67 .668
Staff is approachable 500 4.79 .520
Staff anticipates my needs 499 4.57 .697
Staff gives prompt service 499 4.63 723
Staff is well-trained 497 4.69 .607
Staff serves food as ordered 474 4.69 .670
Staff makes effort to handle my special requests 457 4.64 737
Staff provides consistent service 492 4.72 598
Motivations To Patronize SRR
SRR is convenient 489 3.66 1.067
I dine at SRR to entertain guests 481 3.78 998
SRR gives me value for money 489 4.22 942
SRR offers a different menu each day 483 3.99 965
Motivations - Support and Showcase School/Uni-
versity 490 4.38 0.860
Support School of Merchandising & Hospitality 497 4.45 0.802
Management 496 4.70 0.661
Support Hospitality Management (HM) students 480 3.73 1.042

SRR provides learning for HM students
Showcase the university

Barriers To Patronage (I would dine more often if :)

If menu was “set” 483 2.73 1.101
If wine/beer were served 488 2.74 1.418
If portion sizes were larger 482 2.82 1.274
If I could get in-out in 30 minutes 486 2.96 1.182
If parking was more convenient 487 3.69 1.235
If credit/debit cards were accepted 488 3.37 1.254
If ambience was more attractive 480 275 1.179

Overall Evaluation

Overall — Food quality is good 499 4.60 .667
Overall — Service is good 497 4.82 480
Overall — Experience is good 499 4.69 595
Referral and Return Intentions

I would recommend this SRR 498 4.70 0.621
I would dine again at this SRR 497 4.77 0.610

Note: 1 = strongly disagree, 2 = somewhat disagree, 3 = neutral, 4 = somewhat agree, 5 = strongly agree.
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Objective 2: Identify differences between restaurant patrons, and seg-
ment them based on gender, age, level of usage, and membership in
campus community

Gender

Analysis of variance (ANOVA) revealed that significant differences ex-
isted between the perceptions of male and female patrons (Table 3). Males
perceived more menu choices within a set menu, acceptance of credit/
debit cards, larger portion size, the availability of wine and beer, and am-
bience as the biggest barriers of the SRR. Females perceived that the SRR
delivered better value for money. These differences point to segmentation
issues.

Table 3: Analysis of Variance of Restaurant Attributes by Gender

Categories and Attributes Male Female F
N Mean N Mean

Food/Menu Issues

The SRR offers a different menu each day 131 3.85 277 4.06 4.626*
Patronize SRR more if “set” menu 134 2.96 270 2.64 7.675%*
Patronize SRR more if wine/beer served 135 3.14 273 2.58 14.947#%*
Payment/Value Issues

The SRR gives me value for money 134 4.06 277 4.30 6.188*
Patronize SRR more if credit cards ac- 134 3.58 276 3.27 5.598%*
cepted

Portion Size Issues
The amount of food is right 136 3.13 283 4.57 17.568%**
Patronize SRR more if portions were larger 132 2.78 272 2.64 22.288%#**

Ambience
Patronize SRR more if ambience more 132 2.92 269 2.67 4.193*
attractive

Note: 1 = strongly disagree, 2 = somewhat disagree, 3 = neutral, 4 = somewhat agree, 5 = strongly agree.
Note: *p<.05; **p<.01; ***p<.001

Age

Significant differences were found between the perceptions of younger
patrons and mature patrons. Younger patrons place greater value on menu
choices, credit card payment options, price, and larger portion sizes. Ma-
ture patrons were significantly more likely to agree that the SRR provided
good food, good service, and good experience. Additionally, mature pa-
trons would like alcohol to be served, and expressed less concerned with
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other barriers such as parking or payment with credit cards (Table 4). It
appears that the SRR is meeting the needs of the mature patrons very well.
While that bodes well for attracting the mature segment, it also points to
the importance of better understanding and serving the younger patron
segment.

Table 4: Analysis of Variance of Restaurant Attributes by Age Cat-

egories
Categories and Attributes Younger Mature
(less than 55) (55 and older)
N Mean N Mean F
Food Issues
Food is flavorful 317 4.51 165 4.67 4.760*
Food is fresh 315 4.54 163 4.75 9.806%*
Plate presentation of food is attractive 320 4.53 165 4.72 7.376%*
Overall — Food quality is good 319 4.56 165 4.68 3.936*
Menu Issues
The SRR offers a different menu each day | 313 3.93 157 4.12 4.265%*
Patronize SRR more if “set” menu 314 2.85 155 2.52 9.758%*
Patronize SRR more if wine/beer served 316 3.04 158 2.19 41.375%%%
Payment/Value Issues
The SRR gives me value for money 316 4.10 160 4.43 12.750%**
Patronize SRR more if credit cards ac- 315 3.70 159 2.73 T4.171%%*
cepted
Portion Size Issues
The amount of food is right 320 4.39 165 4.58 5.890*
Patronize SRR more if portions were 311 3.14 157 2.24 59.712%%*
larger
Ambience
Patronize SRR more if ambience better 310 2.97 156 2.31 35.597 %%
Service Quality Issues
SRR staff is knowledgeable 321 4.63 164 4.76 4.034%*
SRR staff is approachable 321 4.73 165 4.88 9.200%*
Motivation/Barriers for Dining at SRR
I dine at SRR to entertain guests 313 3.62 155 4.06 20.886%%*
Dine more at SRR if get in-out in 30 135 3.16 157 2.57 27.795%%*
minutes
Referral and Return Intentions
I would recommend SRR to others 319 4.66 165 4.78 3.932%

Heavy versus Light Users/Ticket book purchase

Significant differences were found on several attributes between patrons
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who purchased a book of tickets and those who did not (Table 5). Purchas-
ers reported significantly higher scores on “to support the students and the
school.” Purchasers also indicated that they dined at the SRR, because it
was convenient. Ticket-book purchasers gave relatively high scores to the
SRR on food and service attributes. However, it is troubling to note that
their scores were significantly lower than those of casual visitors. Perhaps,
ticket book holders have higher expectations than casual patrons. Manage-
ment needs to better understand and meet the needs of this important long-
term, heavy-user segment. The findings also suggest that the restaurant
serves two distinct usage segments and strategies for customer retention
need to be crafted accordingly.

Table 5: Analysis of Variance of Restaurant Attributes By Purchase

of Ticket Books
Categories and Attributes Purchased Not Purchased F
N Mean N Mean
Food Issues
Plate presentation of food is attractive 172 4.53 248 4.67 4.212%

Menu Issues
The SRR offers a different menu each day 168 4.14 239 3.89 6.843%%*

Payment/Value Issues
Patronize SRR more if credit cards accepted | 169 3.15 240 3.51 8.429%*

Portion Size Issues

The amount of food is right 172 4.38 248 4.58 6.094*
Service Quality Issues

SRR staff is clean and well-dressed 169 4.82 248 4.92 6.146%*
SRR staff is knowledgeable 171 4.58 249 4.77 9.459%
SRR staff is approachable 171 4.76 248 4.86 5.264*
Staff anticipates my needs 171 4.47 248 4.68 10.443 %%
Staff gives prompt service 171 4.56 249 473 5.760*
Staff is well trained 171 4.61 246 4.76 6.040*
Motivation/Barriers for Dining at SRR

I dine at SRR, because it is convenient 168 3.88 242 3.50 12.706%**
I dine at SRR to support HM students 172 4.62 246 4.35 11.305%*
I dine at SRR to support SMHM 168 4.51 244 431 5.103*

Note: 1 = strongly disagree, 2 = somewhat disagree, 3 = neutral, 4 = somewhat agree, 5 =
strongly agree. Note: *p<.05; **p<.01; ***p<.001

University Community and Outsiders

Significant differences were also found between the perceptions of the off-
campus patrons and the university community (Table 6). Off-campus cus-
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tomers placed greater importance on different menus, availability of wine
and beer, value for money, service and dining experiences, and wishing to
eat every day. University employees and students had significantly higher
scores than off-campus patrons for more menu choices, loyalty programs,
payment method options, parking, larger portion size, and formal atmos-
phere Respondents from the campus community indicated that they dined
at the SRR, because it was convenient. Consistent with this, they found
parking, and the service time to be barriers to patronage. They also gave
significantly lower scores to the size of food portions. Respondents from
the campus community gave relatively high scores to the SRR on food and
service attributes. However, it is troubling to note that their scores were
significantly lower than those of off-campus and presumably casual visi-
tors (Table 6). Perhaps, the campus community has higher expectations
than casual patrons. This again suggests that the restaurant serves two dis-
tinct segments and strategies for customer retention need to be crafted
accordingly. Management needs to be sure that the campus community is
not taken for granted and that their needs are being met.

Table 6: Analysis of Variance of Restaurant Attributes by On/Off
University Identity

Categories and Attributes University Com- Non-University F
munity Community

N Mean N Mean
Menu Issues
Patronize SRR more if wine/beer served 273 3.00 184 245 16.864#**
Payment/Value Issues
Patronize SRR more if credit cards accepted 272 3.71 185 2.94 43.938#%#%*
Portion Size Issues
The amount of food is right 274 4.38 194 4.53 3.918%*
Patronize SRR more if portions were larger 271 3.11 181 2.50 26.390%**
Ambience
Patronize SRR more if ambience better 268 2.94 182 251 15.135%%**
Service Quality Issues
SRR staff is knowledgeable 275 4.59 194 4.75 6.387*
SRR staff is approachable 275 4.71 193 4.87 10.110%*
SRR staff anticipates my needs 275 4.48 193 4.66 7.655%*
SRR staff gives prompt service 274 4.53 193 4.74 9.147%*
Overall — Service at SRR is good 273 4.77 192 4.87 4.388*
Motivation/Barriers for Dining at SRR
1 dine at SRR, because it is convenient 274 3.78 184 3.41 13.447%%*
Dine more at SRR if get in-out in 30 minutes 274 3.16 182 2.70 17.394 %33

Note: 1 = strongly disagree, 2 = somewhat disagree, 3 = neutral, 4 = somewhat agree, 5 = strongly
agree. Note: *p<.05; **p<.01; ***p<.001
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Objective 3: Identify the attributes of the SRR that predict referral
and revisit patronage

To identify the attributes of the SRR that predicts referral and revisit pa-
tronage, two multiple regression analyses were employed with SRR at-
tributes as the independent variables and referral and revisit intention as
the dependent variables. All food, service, motivations, barriers, and de-
mographic variables were initially entered into the regression equation.
An iterative process was utilized to identify the most powerful predictors,
taking into consideration issues of multicollinearity (Table 7).

Both regression equations were found to be significant with relatively
high predictive power. The variables in the equation were able to predict
74.1% of the variance in the case of referral intention and 63.5% in the
case of revisit intention respectively. The most powerful and significant
predictors of both referral and revisit intention were the perceived overall
experience, followed by overall food quality. As expected, select service
attributes were also found to be significant predictors, as was the desire
to support students. Among barriers to patronage, time taken for lunch
service was found to be important for potential repeat guests (Table 7).

Previous research identified food quality, service quality, overall ex-
perience and convenience to be key drivers of customer satisfaction in
restaurants (Dube et al., 1994; Soriano, 2002; Koo et al., 1999; Josiam,
and Monteiro, 2003; Josiam et al., 2007).The findings of this study are
consistent with the literature on customer satisfaction in restaurants. Not
surprisingly, this study found those that perceived that the SRR provided
high quality food and experience were the most likely to refer or revisit,
while time related convenience was found to be a barrier to revisit. In line
with this, number of prior visits was a significant predictor of revisit, sug-
gesting that satisfied customers were likely to return.

Table 7: Regression Analyses: Predictors of Referral and Return
Visit Intentions

Referral Inten- Revisit Inten-
Predictor Variables tion tion

Beta Values Beta Values
Overall — Experience at SRR is good .670%** 540%*
Overall - Food quality at SRR is good 197k 163%**
Overall — Service at SRR is good NS .094+*
SRR staff provides consistent service -.087%%* NS
SRR staff makes the effort to handle my special requests | .058%* NS
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Referral Inten- Revisit Inten-
Predictor Variables tion tion
Beta Values Beta Values
SRR lets me support Hospitality Mgmt. students -.094%* -.070*
SRR lets me support School 147%%* NS
SRR provides learning for Hospitality Mgmt. students NS .198%#**
SRR gives me value for money .090%* NS
Would dine more at SRR, if I could get in-out in 30 NS .063*
minutes
Number of visits to the SRR NS .072%
Model Statistics
Degrees of Freedom 426 446
F Value 175.063*** 111.882%%*
Adjusted R Square 0.741 0.635
Note: ¥p<.05; **p<.01; ***p<.001, NS = Not Significant
DISCUSSION

By analyzing the preferences of each market segment, managers of SRRs
can gain insights leading to more effective strategies addressing the needs
of different target markets. Although a number of differences were found
between segments, it is noteworthy that food quality, service quality, con-
sistency, price/value, and payment methods were important issues for all
segments. While the management of the SRR can take comfort in the high
scores on the core issues of food and service, they now have new oppor-
tunities to improve customer satisfaction. Acting upon study results, the
SRR can make improvements in menu variety, portion sizes, and service
time. Payment options can be widened by accepting debit and credit cards.
Management can examine the costs and benefits of serving wine and beer.
These changes have a high potential to enhance the probability of repeat
and referral patronage.

Gender

The results are consistent with Soriano’s study (2002), which found no dif-
ferences between males and females regarding value and service. In other
areas, however, gender does pose differences. The heightened importance
of a larger portion size to males may be correlated to a higher awareness
of caloric intake among women due to their increased tendency to diet
(Wardle, Haase, Steptoe et al., 2004; Pew Research, 2006). Furthermore,
women may view the restaurant as a place to socialize, while men may
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view it as an avenue for business entertainment. Hence the greater impor-
tance attributed by men to ambience, time, service of alcohol, and accept-
ance of credit cards, as these attributes would facilitate a business lunch.
Age

Study findings concerning the relationship between age and perceptions
agree with Shank and Nahhas (1994), who found positive correlations be-
tween age and convenient location, loyalty, and the need for individual-
ized attention, and negative correlations between age and frequency of
dining out with friends and co-workers, shopping for low prices, having
discounts available, and quality of food. It is not surprising that older pa-
trons were more comfortable in the somewhat formal atmosphere of the
SRR and gave higher scores to food, service, and ambience and were less
concerned with barriers to patronage.

Mature Market Potential

The percentage of mature patrons within the sample was higher than the
national average of 20% of the population (Moschis et al., 2003). The
researchers found that residents of nearby retirement communities and
nursing homes patronize the SRR for lunch on a regular basis, which is
consistent with the previous literature on the preference of mature patrons
on lunchtime dining (Fu and Parks, 2001). The mature demographic group
is thus a valuable market segment for SRRs due to their stability as a
consumer base. Management should pursue further advertising and sales
opportunities to sustain and nurture the growth of this market in nearby
retirement communities and nursing homes.

Heavy and Light User Perception

Significant differences were found between the perceptions of heavy—use
patrons and light-use patrons with respect to different menu, price and
value, support and showcase school/university, service quality attributes,
dining experiences, and convenience. The findings support the contention
of Silver (2000), that infrequent restaurant-goers value service more than
frequent restaurant-goers. However, menu, price and value, overall dining
experiences, convenience, and support and showcase school/university are
important attributes associated with heavy users. They are similar to pre-
vious findings that consistency of service, menu variety, cost/price-value
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relationship, and atmosphere/ambience are important restaurant attributes
across different segments (Dube et al., 1994; Soriano, 2002; Koo et al.,
1999; Josiam and Monteiro, 2003; Josiam et al., 2007).

Showcase the School

One attribute common to SRRs is “to support and showcase school/uni-
versity.” The mean score ranging from 3.73 to 4.45 puts respondents in
the categories “agree” and “strongly agree. The relatively high score on
this category is not surprising. Students involved in the operation of a
restaurant tend to invite family and friends to dine at the restaurant, and
sell books to them and the faculty. Nies (1993) indicated that operating a
SRR was not only an educational tool but also an opportunity to show-
case the hospitality program. Indeed, the researchers saw many university
administrators and faculty entertaining outside guests in the restaurant.
The SRR serves as a university showcase for potential students and other
stakeholders, demonstrating how university students can develop profes-
sional competencies via practical experiences.

Ticket Books

Generally patrons who purchased the ticket book showed high, but sig-
nificantly lower levels of satisfaction with the restaurant. Perhaps, ticket
book buyers are satisfied customers of the restaurant from previous se-
mesters, hence their willingness to commit in advance. At the same time,
their expectations could be higher. It should be noted that although patrons
who didn’t purchase books of tickets were less price and value sensitive
compared to ticket buyers, they still consider these attributes as important
factors for dining out. The university has a campus community of over
30,000,but despite this large local population, the number of ticket books
sold, at around 200 a semester, is relatively low. Furthermore, with over
25,000 students, the proportion of student patrons is very low. Aggressive
marketing communication directed at students and staff of the university
will help tap into this locally available customer base.

Alternative Payment

The desire for multiple payment methods such as credit and debit cards
tends to support the contention that consumers regard not only food, but
also various other aspects of service as key criteria for choosing restaurants
(Koo et al., 1999; Soriano, 2002). The preference for electronic forms of
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payment is consistent with national trends in this regard (National Res-
taurant Association, 2002; ATM Marketplace, 2003). A university SRR
should seriously consider adding electronic payment options to attract and
retain customers.

Portion Sizes

Large portion size can enhance the price/value perception of customers
(Grindy, 1999). Large portion size and loyalty programs could increase
their perceived value for money (Grindy, 1999). Consistent with this,
more menu choices would allow younger patrons to choose more afford-
able menu items. An alternative explanation is that mature patrons may be
more driven by the overall dining experience, while younger customers
are more focused on food, convenience, and value large portion sizes.

It should be noted that the researchers make no claims as to the gener-
alizability of this study to other SRRs in the USA or in other parts of the
world. The publication of this study is first and foremost a demonstration
of how a study can be conducted at a restaurant to assess various dimen-
sions of quality and yield actionable findings to enhance customer loyalty
and increase revenues. It is to be expected that management of other SRRs
would have findings unique to their operations and customer base. Res-
taurants worldwide are encouraged to conduct similar in-depth studies to
gain a deeper understanding of their customers. Furthermore, such a sur-
vey can become a tracking survey, if conducted periodically, to measure
the changing perceptions of customers over time, as the food, service, and
consumer expectations change.

CONCLUSIONS

Greater understanding of university affiliated student-run restaurants is of
value to all hospitality management programs. The student learning that
takes place in these restaurants is unique. More information about the pa-
trons and the attributes that influence their choices will assist faculty as
they position their restaurants for optimal support. The maintenance of
a healthy customer base is an excellent way to ensure a successful future
of these invaluable learning environments. Furthermore, understanding
gained by customer feedback, obtained from a data-driven survey, to as-
sess different dimensions of quality in the SRR operations, can be of im-
mense help to the restaurateurs.
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LIMITATIONS

This study has limitations in terms of both methodology and application.
The study used a non-random convenience sample due to time, access, and
budgetary constraints. In addition no attempt was made to sample non-
customers and identify barriers to their patronage. Non-customers may be
different from the convenience sample both behaviorally and demographi-
cally. In addition, the investigation was conducted at one university during
one semester. Customers’ perceptions may be different at other places and
at other times.
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DIMENSIONAL ANALYSIS OF CUSTOMER EXPERI-
ENCE IN CIVIL AVIATION SECTOR

Vinay Chauhan Deepak Manhas

Creating a superior customer experience has been gaining increased attention
in the service sector. The diverse market offerings that stimulate enduring expe-
rience, which customers cherish, have competitive edge over most competing
products or services. Customer experience acts as an emerging opportunity in
this fast-paced highly competitive world, especially in the new horizon of expe-
rience economy. Due to an increasing growth rate and diversity of airline pas-
sengers, customer experience is emerging as a critical element in civil aviation
sector. It is crucial for airlines to offer great experiences to passengers in order
to gain a competitive advantage. This paper thus examines the nature and ex-
tent of customer experience in civil aviation sector. More specifically, the study
explores dimensions of customer experience in civil aviation sector using EFA.
The study is based on data of sample size of 1005 respondents from selected
airlines namely Air India, Jet Airways and Kingfisher. The results of exploratory
factor analysis, hierarchical regression model and ANOVA depict that customer
experience is a multidimensional construct, It further suggests that there is a
significant impact of experiential dimensions on overall customer experience.
and there exists significant difference on the basis of airlines regarding customer
experience. The results also reveal that Jet Airways has higher level of customer
experience followed by Kingfisher and Air India.

INTRODUCTION

ustomer experience acts as an emerging opportunity in this fast-

paced highly competitive world especially in the new horizon of

experience economy. The notion of customer experience, and its
impact on business, is now receiving great attention (Prahalad and Ramas-
wamy, 2004; Klaus, 2011). Managing the customer experience has be-
come a crucial strategic ingredient for service organizations (Klaus, 2011).
Airlines and other stakeholders are beginning to pay attention to customer
experience (Graham, 2001) thereby improving customers’ air travel expe-
riences. Customer experience originates from a set of interactions between
a customer and an organisation, which provoke a reaction. This experi-
ence implies that the customer’s involvement at different levels is rational,
emotional, sensorial, physical, and spiritual (Gentile, Spiller, and Noci,
2007). Customer experience is the difference between what the customer
thinks they should be getting and the experience that they receive (Mil-
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lard, 2006). Customer experience is intended at enhancing relationships
with customers and builds customer loyalty. Creating superior customer
experiences is now seen as a key objective for service organizations (Ver-
hoef et al., 2009) in their efforts to build customer loyalty. The feelings
and reactions of customers while consuming a service have recently been
recognized as an important part of customer evaluation and satisfaction
with service (Otto and Richie, 1995). The concept ‘customer experience’
was formulated in 1982 by Holbrook and Hirschman as a new experien-
tial approach to consumer behavior. From a managerial point of view, the
landmark work by Pine and Gilmore (1998) ignited extensive interest into
a new management paradigm which emphasizes the switch from service
delivery to experience creation.

The current trend in business world is to create lasting experiences for
the customers (Carbone, 1998; Pine and Gilmore, 1998; Rowley, 1999;
Berry et al., 2002; Gilmore and Pine, 2002). Differentiating solely on the
traditional physical elements such as price, delivery and lead times is no
longer an effective business strategy because the new differentiator today
is customer experience (Shaw and Ivens, 2002). In the past, companies
have primarily focused on the physical aspects of the product, while total-
ly neglecting the emotional and value aspects and hence, losing many cus-
tomers in the long run (Nunes and Cespedes, 2003). Additionally, Berry et
al., (2002) argued that the emotion clues are just as important to the cus-
tomer experience and work synergistically with functional clues. It is the
composite of all the clues that make up the customer’s total experience.
To compete successfully in this customer experience territory, a growing
number of organizations are systematically applying the principles and
tools of total customer experience to generate, strengthen and sustain en-
during lasting customer loyalty.

According to Pine and Gilmore, the experiences provided are directly
related to the business’s ability to generate revenue. Consumers develop
the recognition of a company, brand, product, or service from the provider
after they get experiences from attending activities and being stimulated by
them (Schmitt, 1999). Experiences that are stored in consumers’ memory
are valuable information sources in that they act as internal information
for future decision making (Hoch and Deighton, 1989). Pine and Gilmore
(1999) opined that the world’s economy has changed drastically from ser-
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vice based to experience based in the past few years and will continue to
change as our needs and societies change. In years past, both research and
management practices have focused on quality and productivity, as they
are critical in marketing a business’ services. However, their concerns are
limited in addressing imperative issues like consumer experience. An ex-
perience occurs when a company intentionally provides superior services
to engage individual customers in a way that creates a memorable event
(Pine and Gilmore, 1998). These experiences engage the customers to cre-
ate memories within them (Gilmore and Pine, 2002). Hence, the diverse
market offerings that generate enduring experience that customer cherish-
es have competitive edge over most competing products or services. This
understanding of customer experience necessitates examining and factor-
ing dimensions affecting customer experience in civil aviation sector

REVIEW OF LITERATURE

The subsequent section summarizes the existing literature on service
experience research. Researchers like Schembri (2006) believe that the
customers’ service experience should be the focus of research as it is the
key determinant of consumers’ service delivery. The “Customer Experi-
ence” concept has aroused interest amongst researchers around the world.
Providing superior products and excellent service are critical factors in
today’s business world. Customers are becoming more and more experi-
ence-oriented and airline companies have to be aware of the factors that
have an influence on customer experience. Frow and Payne (2007), in a
research study examined the concept of customer experience and sug-
gested strategies for achieving outstanding customer experience at an af-
fordable cost, leading to customer loyalty. Verhoef et al. (2009) examined
the customer experience by proposing a conceptual model to discuss the
various determinants of customer experience. The results revealed that
prior customer experience will influence future customer experiences.
Kim, Ritchie and McCormick (2012) developed a valid and reliable meas-
urement scale comprising of seven domains viz., hedonism, refreshment,
local culture, meaningfulness, knowledge, involvement, and novelty. Fur-
ther, Otto and Ritchie (1996) enhanced the understanding of the service
experience in tourism by developing and testing a scale across three dif-
ferent tourism industries viz., hotels, airlines and tours and attractions.
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Pareigis et al. (2011) identified and described that various dimensions like
customer involvement, safety and physical artefacts that are important for
the customer experience in the context of public transport travellers. The
results showed the importance of interactions with other customers and the
physical environment in enhancing the customer’s experience. This view
point is also supported by Tsiros and Parasuraman (2006) who found that
interactions among customers can have profound effects on the service
experience. Pentina et al. (2011) identified different categories of online
shopping experiences and concluded that online shopping experiences
increased browser satisfaction and increased sales and traffic to online
stores. Klaus and Maklan (2012) empirically validated multiple-item scale
for measuring customers’ service experience and found that the service
experience has a significant impact on customer satisfaction, loyalty and
word-of-mouth intentions. Lemke, Clark and Wilson (2010) in their study
proposed a conceptual model for customer experience quality and found
that customer experience positively influenced customer relationship out-
comes. Bel (2005) conducted the research study to integrate key concepts
into a comprehensive managerial framework for experience marketing in
the airline industry. The framework accounts for the sequential unfolding
of the air travel experience and provide a customer-centric perspective of
the air travel experience. In another study Grace and Cass (2004) found
that the service experience was found to significantly effect feelings, sat-
isfaction and brand attitudes. Moufakkir (2010) empirically examined
policy of pay for in-flight food and drinks on travelers’ experience. Most
travelers did not support this policy and related issues, such as intention to
pay, pay arrangement, and desired mode of payment.

Xu and Chan (2010) explored service experience in the context of
package tours and decomposed it into four dimensions namely “recog-
nition and escapism”, “peace of mind and relaxation”, “hedonics” and
“involvement”, which have direct influence on overall tourist satisfaction
and behavioral intention. Jensen (2012) in a research paper investigates
how consumers’ travel experience and shopping orientation toward travel
shopping influences their tendency to shop for travel products on the inter-
net. Using data from 256 respondents, the results revealed that shopping
orientation and travel experience both influence travelers’ intentions to
shop travel products online. Pine and Gilmore (1999) argued that creating
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a distinctive customer experience can provide enormous economic value
for firms. Ruiping and Yujuan (2006) found that the service delivery sys-
tem based on customers’ experience help the customers obtain the good
experiences and improve the profitability of customers. Therefore, what
comes out as a synthesis based on the above findings of review of lit-
erature is that the customer experience directly influences service quality,
customer relationship, customer satisfaction, sales, feelings, satisfaction
and brand attitudes, behavioral intention, enormous economic value for
firms, and profitability of customers. Marketers today believe that enhanc-
ing customer experience and lasting customer loyalty are important for
maintaining customer focus and creating customer preference.

Research Gap

A large number of research studies have been conducted dealing with im-
pact of customer experience in context of service organizations. However,
most of them have restricted themselves to customer experience outcomes
and its impact on the tourist satisfaction (Xu and Chan, 2010; Pentina
et al., 2011), customer loyalty (Klaus and Maklan, 2011) and behavioral
intentions (Jensen (2012). Whereas less consideration is given to meas-
ure and conduct research on the dimensions of customer experience in
Indian civil aviation sector, which necessitates the need and relevance of
present study. The study is descriptive, exploratory and comprehensive in
nature as it validates the various dimensions of customer experience scale.
Therefore, in order to bridge the gap in extant literature, present study is
undertaken to investigate the customer experience in Indian civil aviation
sector in terms of objectives and hypotheses as discussed below.

OBJECTIVES

The objectives of the study are outlined as :

1. To examine the nature and extent of relevance of customer experience
in civil aviation sector.

2. To explore dimensions underlying the customer experience.

3. To investigate the impact of experiential dimensions on overall cus-
tomer experience.

4. To identify the significant differences in various airlines regarding
customer experience.
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HYPOTHESES FORMULATION
1. Customer experience is a multidimensional construct.

2. There is significant impact of experiential dimensions on overall cus-
tomer experience

3. There exists significant difference on the basis of airline regarding
customer experience.

RESEARCH METHODOLOGY

The primary data have been collected with the help of a questionnaire
developed after extensive review of literature (Kim ef al., 2012; Palmer,
2010; Otto and Ritchie, 1996; Xu and Chan, 2010; Gentile, Spiller and
Noci, 2007; Oliver, Rust and Varki,1997; Pine and Gilmore,1998; Kim,
Ritchie and McCormick, 2010) and discussions with the experts. The
primary data was obtained from the respondents travelled in airlines un-
der study through stratified sampling technique (Liu and Liu, 2008; Hsu,
2009). The questionnaire was finalised after conducting a pilot survey to
ensure its reliability and validity. There are different qualitative and quan-
titative technique to measure customer experience. Due to convenience
of survey research, its versatility, efficiency, and generalizability, survey
method (Otto and Ritchie,1999; Novak, Hoffman and Yung, 2000) was
employed to collect data from respondents in order to measure customer
experience. However, discussions with some of the representative sam-
ple have also been used as an input, while drawing conclusions and mak-
ing suggestions.The questionnaire comprised of two sections. Section A,
consisted of 6 items relating to respondents’ profiling, whereas, section
B had 46 items relating to customer experience measurement. One addi-
tional item in the form of 47" statement , ‘Overall Customer Experience is
Memorable’ was been incorporated in the questionnaire as an independent
measure of overall customer experience. All the statements in the section
B were based on 5 points Likert scale ranging from 5 = Strongly Agree
and 1 = Strongly Disagree. Cronbach Alpha and split half as a test of reli-
ability (Malhotra, 2008) have been worked on total number of respond-
ents (N=1005). The data have proved quite reliable in terms of split half
reliability as mean obtained from both halves of respondents are satisfac-
tory (Group I= 3.72 and Group II= 3.67). Moreover, Cronbach’s Alpha
value of .869 also proved reliability as it is greater than the threshold value
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of .70 (Tablel). The Content and Construct Validity was duly assessed
through review of literature and discussions with the experts representing
both academia and practising managers of representative airlines. Moreo-
ver, higher Kaiser-Meyer-Olkin Measures of Sampling Adequacy values
(.846) and Bartlett’s Test of Sphericity (2948.051) and Variance Explained
(71.641%) also represent the construct validity. Convergent Validity has
also been satisfied as communalities of all items were above .50 (Field,
2003).

Table 1: Split half Reliability and Cronbach Alpha

Group Mean & Alpha
Group [ 3.72
Group 11 3.67
Cronbach’s Alpha .869

For making the study exhaustive and representative the respondents have
been surveyed from the five airports of north India viz., Jammu airport,
Chandigarh airport, Srinagar airport, Amritsar airport and New Delhi air-
port; travelling in three major airlines of civil aviation sector. In order to
draw proportionate sample for each strata, a sample size of 1005 custom-
ers was contacted in five select airports i.e. 201 from each airports viz.,
Jammu (201); Srinagar (201),Chandigarh (201); Amritsar (201), New Del-
hi (201).The data after purification through factor analysis was subjected
through various statistical tools like ANOVA and regression analysis.

FINDINGS AND DISCUSSIONS
The findings and discussion of the study have been summarised as under:-

The demographic factors of the customers in select airports of India have
been discussed in detail on the basis of their respective percentage values,
which are as follows:-

Out of the total respondents of 1005, the number of male respondents
figured higher 684 (68%) than their female counterparts 321 (32%). More
than half of the total respondents were married 603 (60%). The number
of respondents 444 (44%) in the age group of 21-40 years is the highest
followed by respondents 419 (42%) in the age group of 41-60 years. Ma-
jority of the respondents are post graduate 465 (46%) followed by gradu-
ate 333 (33%).Majority of the respondents are employed in public sector
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(34%) followed by private sector (31%). Out of the total respondents, 327
(33%) respondents were from Air India, 327 (32%) respondents were from
Kingfisher, 351 (35%) respondents were from Jet Airways. This detail is
summarized in the Table 2.

Table 2: Customer profiling (Demographics)

Variables N % | Variables N %
Gender Occupation

Male 684 | 68 | Self employed 195 19
Female 321 | 32 | Employed (private sector) | 315 31
Marital status Employed (public sector) 340 34
Single 402 | 40 | Others 155 15
Married 603 | 60 | Airline

Age Air India 327 33
Less than 21 55 5 | Jet Airways 351 35
21-40 444 | 44 | Kingfisher 327 32
41-60 419 | 42

Above 60 87 9

Qualification

Up to graduation | 333 | 33

Post graduation | 465 | 46

Professional 207 | 21

COMPARATIVE ANALYSIS OF CUSTOMER EXPERIENCE
AMONG THE SELECT ORGANISATIONS

Customer experience in the civil aviation sector is reflected in the table 3
which shows that the respondents of Jet Airways have rated ‘airline has
efficient baggage handling mechanism’ the highest value(4.68) and ‘flight
schedules are convenient’ the lowest value (2.24). Where as respondents of
Kingfisher Airline have rated ‘employees show sincere interest in solving
problems (flight cancellation, baggage loss, etc.” the highest value (4.25)
and ‘flight schedules are convenient’ the lowest value (2.45). Similarly,
respondents of Air have India have rated “I was doing something thrilling”
the highest value (4.34) and ‘planes are safe from all sorts of threat’ the
lowest value (2.16). Additionally, respondents of Jet Airways have rated
‘I could communicate freely with employees’ the highest value (4.47) fol-
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lowed by respondents of Kingfisher airline (3.64) and Air India (3.53).
Where as respondents of Kingfisher airline have rated ‘I felt a sense of
cooperation between employee and me’ the highest value (3.96) followed
by respondents of Air India (3.64) and Jet Airways (3.53).

Additionally, respondents of Kingfisher airline have rated ‘Airline pro-
vides excellent quality in-flight services’ the highest value (3.68) followed
by respondents of Air India (3.58) and Jet Airways (2.76).Where as re-
spondents of Jet Airways have rated ‘I felt a sense of cooperation between
employee and me’ the highest value (3.76) followed by respondents of Air
India (3.33) and Kingfisher airline (3.23). Where as respondents of Jet Air-
ways have rated ‘Airport is safe place against threat of all sorts’ the highest
value (4.40) followed by respondents of Air India (3.78) and Kingfisher
airline (3.67). Where as respondents of Jet Airways have rated ‘Airline has
efficient baggage handling mechanism’ the highest value (4.68) followed
by respondents of Air India (2.83) and Kingfisher airline (2.78). However,
on the whole, the respondents have accorded the highest mean score to the
items, ‘Employees show sincere interest in solving problems (flight can-
cellation, baggage loss, etc)’(4.34), followed by ‘I was doing something
thrilling’(4.18), followed by ‘The air travel felt like a change from routine’
(4.15) followed by ‘The air travel truly felt like an escape’(4.14), followed
by ‘Airline staff are interested in customers’ well being (4.14), followed
by ‘I felt like I was on an adventure’(4.11), followed by ‘My boredom was
alleviated while air travelling’ (4.04). However, the respondents assigned
lowest mean scores to the items namely ‘Flight Schedules are Conveni-
ent’ (2.34), followed by ‘Planes are safe from all sorts of threat’ (2.54),
followed by ‘I was in a different world’ (2.64), followed by ‘I had a good
time because I was able to act on the “spur of the moment™’ (2.94), fol-
lowed by ‘I felt really lucky during this travel’(3.15) followed by ‘Airline
provides modern aircraft for passengers’ (3.15).

Therefore, it can interpreted from the above that respective airlines
must keep up the good work for all the items with mean values more then 3
on 5 point scale simultaneously improvising on all the variables with mean
values less then the mid value of 3 on 5 point scale.
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Table 3: Comparative Analysis of Customer Experience among the
Select Organisations

Mean
S.No. | Variables GM
JA KA Al
Airline makes one feel that one can
1 trust them and have confidence in 4.26 3.96 4.11 4.11

them

Airline provides modern aircraft for

2 3.76 3.03 2.66 3.15
passengers

3 Planes are safe from all sorts of threat | 2.78 2.68 2.16 2.54
Employees show sincere interest in

4 solving problems (flight cancellation, | 4.60 4.25 4.17 4.34
baggage loss, etc.

5 I could communicate freely with 447 364 353 388
employees

6 I enjoyed being immersed in exciting 3.69 343 347 353
new products

7 1 felt a sense of personal security 2.79 342 3.48 3.23
It was a very nice time out 2.59 3.43 331 3.11

9 I felt a sense of cooperation between 376 3.96 413 395

employee and me

10 The air travel truly felt like an escape | 4.19 4.19 4.04 4.14

11 1 was doing something thrilling 3.95 4.24 4.34 4.18

I was having a once in a lifetime

12 3.09 3.98 3.88 3.65

experience
13 I felt quite relaxed during air travel 3.93 3.11 2.89 3.31
14 I felt like an element of surprise 3.58 3.83 3.75 3.72

Airline provides excellent quality in-

15 flight services 2.76 3.68 3.58 3.34

16 I'feel my belongings are safe during 3.76 323 333 344
air travel

17 I was doing something new and dif- )84 376 366 342
ferent

18 Airline has comfortable seats 3.38 3.13 3.18 3.23

19 Airport is safe place against threat of 4.40 367 378 395
all sorts
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Mean
S.No. | Variables GM
JA KA Al

I had some choice in the way things

21 2.95 3.65 3.54 3.38
were done

2 The time spent in air travel was truly 340 355 3.67 354
enjoyable.
I continued to travel, not because I had

23 to, but because I wanted to. 3.26 3.50 3.56 3.44

24 I had a good ‘t‘lme because I was al?’le 375 250 257 294
to act on the “spur of the moment.

25 The air travel felt like a change from 4.63 396 386 415
routine

26 I feel extremely safe during air travel | 3.82 3.55 3.58 3.65

27 I was in a different world 2.59 2.65 2.68 2.64

28 I was doing something I really like 3.49 336 341 342
to do

29 I was being stimulated or challenged 318 378 372 356
in some way

30 I had a chance to meet interesting 4.10 345 350 369

people

31 I felt really lucky during this travel 2.97 3.22 3.26 3.15

Airline staff are interested in custom-

32 , . 4.58 3.89 3.95 4.14
ers’ well being

33 I felt like I was on an adventure 4.30 3.97 4.06 4.11

34 My bo.redom was alleviated while air 397 411 4.09 4.04
travelling

35 I feel safe when buying online tickets | 3.88 3.56 345 3.63

Customer can check-in through inter-

36 net by themselves 3.43 3.48 3.44 3.45

37 Flight Schedules are Convenient 224 2.45 2.33 2.34

38 The airline has comfortable waiting 3.95 379 375 383
lounges.

39 Customer can book tickets on line 374 361 363 366

casily.

41 Airline provide Hassle free Check-in | 4.07 331 3.33 3.57

4 The airline has other travel related 350 355 351 352
partners,( e.g. car rentals, hotels)
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Mean
S.No. | Variables GM
JA KA Al
44 Employees of airline are willing to 435 344 349 376
help passenger
45 1 pla.yed a role in or contributed to the 377 311 305 331
service process
46 During air travel I felt the excitement 3.98 378 382 386
of the hunt
47 My overall service experience is 4.67 388 378 411
memorable

JA= Jet Airways, KA= Kingfisher Airline, AI= Air India, GM= Grand Mean

Testing of hypotheses
H]I: Customer experience is a multidimensional construct.

The multidimensional nature of customer experience has received consid-
erable academic attention in the past few years. But the way the customer
experience constructs have been operationalized and the relative contribu-
tion of each dimensions on overall customer experience is still shrouded
in uncertainty. The present study adopts customer experience as a multi di-
mensional construct. Also, previous dimensions and research studies were
adequately considered before explaining factorial dimensions of customer
experience. The technique of exploratory factor analysis has been used
through Statistical Package for Social Sciences (SPSS, 17 Version) with
Principal component analysis along with varimax rotation for summarisa-
tion of the total data in to minimum meaningful factors. The items having
factor loading less than 0.5 and Eigen values less than 1 were ignored for
the subsequent analysis (Hair et al., 2009). With the application of factor
analysis the customer experience measurement scale comprising of total
46 statements was reduced to 35 statements that converged to five factors
with 71.641% of variance explained (Table 3).
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Table 4 EFA: Customer Experience and Factors Influencing Cus-
tomer Experience in Airlines Dimensions

Variables VM [SD [FL | C MF | EV VE CA
The air travel truly felt like an escape 4.14 1 0.93 | .976 | .960
During air travel I felt the excitement of the hunt. 3.86 | 0.85 | .953 | .955
While travelling, I was able to forget my problems. | 3.23 | 0.74 | .921 | .951
The time spent in air travel was truly enjoyable. 3.54 1 0.77 | 916 | 941
It was a very nice time out. 3.63 | 0.56 | .877 | .923
I enjoyed being immersed in exciting new 3.5310.73 | .853 | 916
Hed frfzﬂurcct:{fye rlrcclfy Juring this air travel 315 | 0.67 | 800 | 64 | 64 | 8133 | 20572 | 973
I felt like I was on an adventure. 4.11 | 047 | 797 | .643
I was doing something thrilling 4.18 1 0.90 | .970 | .951
[ was doing something new and different 3.54 | 0.78 | 944 | 943
I felt like an element of surprise 3721 0.86 | 911 | 934
The air travel felt like a change from routine 4.1510.69 | .879 | 910
I was having a once in a lifetime experience 3.65 | 0.80 | .848 | .906
Novelty T felt quite relaxed during air travel 331078 | 530 | 888 | 70 | 5962 | 19042 | 967
My boredom was alleviated while air travel 4.04 1 0.63 | .637 | .456
I had a chance to meet interesting people 3.69 | 0.84 | .636 | .474
Airport is safe place against threat of all sorts 3.9510.69 | .834 | .860
Planes are safe from all sorts of threat 2541072 | 811 | .854
I feel my belongings are safe during air travel 3.44 1098 |.779 | .839
Safety I feel safe when buying online tickets 3.63 | 0.74 | .745 | .657 | 3.39 | 4.294 | 12.070 | .905
Airline provides modern aircraft. 3.15(0.83 | .723 | .655
I feel extremely safe during air travel 3.65 | 0.57 | .692 | 517
Employees show sincere interest in solving 0.73 | .861 | .781
problems (flight cancellation, baggage loss, etc.) 4.34
Airline makes you feel that you can trust them and 0.87 | .860 | .782
have confidence in them 4.11
[ could communicate freely with employees 3.88 | 0.63 [ .858 | .780
Recognition 7 had some choice in the way things were done 338 | 0.83 [ .730 | .605 3.96 1 2.591 | 10.780 | 875
I felt a sense of cooperation between employee and 0.53 | .728 | .602
me 3.95
Airline staff are interested in customers’ well 0.96 | .658 | .500
being, 4.14
Airline provide hassle free check-in 3.57 | 0.46 | .756 | .582
The airline has comfortable waiting lounges 3.83 1 0.89 | .732 | 542
Customer can book tickets on line easily 3.66 | 0.95 | .677 | .524
The airline has comfortable seats 3231 0.68 | .612 | .495
Comfort Airline provides excellent quality In-flight services | 3.34 | 0.77 | .608 | .485 351 1.095 | 8.997 | .784
The airline has other travel related partners,( e.g. 3.52 | 1.03 | .603 | .503
car rentals, hotels, travel insurance)
Airline has efficient baggage handling mechanism | 3.43 | 0.64 | .597 | .493
Grand 3.65 (Mean) 71.641 (VE)

VM= Variable Mean, SD= Standard Deviation, FL= Factor Loadings, C= Commonalities, MF=
Mean of Factor, EV= Eigen Values, VE= Variance Explained and CA= Cronbach Alpha
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Customer Experience

The overall mean score of this dimension was 3.65 indicating high level of
customer experience being felt by those passengers who travel on airlines
under study. The total variance explained for Customer Experience was
71.641. This dimension came up with five factors viz., Hedonism, Nov-
elty, Safety, Recognition, Comfort. These factors are discussed in detail
as below:-

Hedonism (F1): The first factor having mean= 3.64 with Eigen value
8.133 comprised of eight items (Table). The item ‘the air travel truly felt
like an escape’ has the highest factor loading (.976) indicating high asso-
ciation with this factor. The item ‘felt like an adventure’ having the least
factor loading (.797) and therefore stands least associated with this factor.

Novelty (F2): The second factor having mean= 3.78 with Eigen value
5.962 comprised of eight statements. The item ‘doing something thrilling’
has the highest factor loading (.970) and therefore this item stands highly
associated with this factor. About 87% of the total respondents felt their
boredom was alleviated while traveling by air (4.04) and had a chance to
meet interesting people (3.69). The mean values of the items under this
factor range from 3.69 to 4.18.

Safety (F3): The third factor having mean= 3.39 with Eigen value 4.294
comprised of six statements. The item ‘Airport is safe place against threat
of all sorts’ has the highest factor loading (.834) and therefore this item
stands highly associated with this factor. The item ‘feel extremely safe
during air travel” has the lowest factor loading (.692) and therefore stands
least associated with this factor.

Recognition (F4): The fourth factor having mean= 3.96 with Eigen value
2.591 comprised of six statements. About 84% of the total respondents felt
‘a sense of cooperation between employee and me’ (3.95) and had some
choice in the way things were done (3.38). The mean values of the items
under this factor range from 4.14 to 4.34.

Comfort (F5): The fifth factor having mean= 3.51 with Eigen value
1.095 comprised of seven statements. The item ‘Airline provide hassle
free check-in’ has the highest factor loading (.756) and therefore this item
stands highly associated with this factor. About 52% of the total respond-
ents observed airline provide hassle free check-in (3.57) and about 51%
of the total respondents found customer can book tickets on-line easily
(3.66).
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Therefore, the results supports the hypothesis “Customer experience is a
multidimensional construct.”
H?2: There is significant impact of experiential dimensions on overall cus-
tomer experience
Table 5: Regression Analysis: Impact analysis of customer experi-
ence dimensions on overall customer experience

Model R R2 Adjusted | Std. Error F value Sig. B Durbin-
R2 of Estimate Watson
ANOVA level

a 413 170 170 29999 206.065 .000 .394
b .566 320 319 27165 236.228 .000 415
c .689 474 473 .23903 301.123 .000 397
d 770 .593 .592 21038 364.580 .000 349
e .829 .687 .685 18462 438.633 .000 308 2077

a. Predictors: (Constant), Safety

b. Predictors: (Constant), Safety, Hedonism

c. Predictors: (Constant), Safety, Hedonism, Novelty

d. Predictors: (Constant), Safety, Hedonism, Novelty, Recognition

e. Predictors: (Constant), Safety, Hedonism, Novelty, Recognition. Comfort

- Dependent Variable: Overall Customer Experience is Memorable

The regression model equation is as following:
OCE = a +B1F1+ B2F2+ B3F3+ B4F4+ B5F5
OCE = .242 +.394 H+ .415N + .397 S+ .349R +.308 C
Where o= constant, 1 B2 B3 p4 B5 represents coefficient of regression for
the different independent factors, OCE= Overall Customer Experience, H
= Hedonism, N= Novelty, S= Safety, R = Recognition and C = Comfort.
When H is increased by one unit, OCE increases by .394. Similarly, when
N, S, R, C increases by one unit, OCE increases by .415, .397, .349, .308
respectively. The result of step-wise regression analysis enticed five inde-
pendent factors as significant in predicting the dependent variable. These
were: ‘Safety’, ‘Hedonism’, ‘Novelty’ and ‘Recognition’, ‘Comfort’. The
correlation between predictor and outcome is positive with values of R as
413, .566, .689, and .770, .829 which signifies high correlation between
predictor and the outcome.

In model ‘a’, R is .413 which indicates 41% association between de-
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pendent and independent variable. R-Square for this model is .170 which
means that 17% of variation in overall customer experience can be ex-
plained from the independent variable. Adjusted R square (.170) indicates
that if anytime another independent variable is added to the model, the
R-square will increase. Further beta values reveal significant relationship
of independent variables with dependent variable. Similarly in model ‘e’R
is .829 which indicates 82.9 % association between dependent and inde-
pendent variables. R-Square for this model is .687 which means that 68.7
% of variation in overall customer experience can be explained from the
independent variables namely Safety, Hedonism, Novelty, Recognition
and Comfort. Adjusted R square (.685) indicates that if anytime another
independent variable is added to model, the R-square will increase, but in
the present context since the value is quite close to 0.7 , therefore it rejects
the need for inclusion of more variables. Safety has emerged as the strong-
est predictor whereas Comfort is found to be the weakest as represented by
relative t-values. Change in R-square is also found to be significant with
F-values significant at 5% confidence level. Therefore, the aforesaid find-
ings support the hypothesis “There is significant impact of experiential
dimensions on overall customer experience.”

H3: There exists significant difference among various airlines regarding
customer experience

To test third hypothesis, The respondents have been classified into three
categories on the basis of airline, viz., Air India (33%), Kingfisher (35%),
Jet Airways (32%). To find out the mean difference among different airline
groups regarding customer experience measurement, Univariate Analysis
of Variance (ANOVA) was applied.

Table 6a ANOVA: Differences in Overall Customer Experience
among select airlines

. . Source of Sum of Mean (F Sig.
Dimension N df
variations Squares Square
getween 2384 |2 1.192 | 14.342 |.000
Overall Customer roups
Experience Within Groups | 83.292 1002 083
Total 85.676 | 1004 ’
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Table 6b ANOVA: Differences in Dimension wise Customer Experi-

ence Among Airlines

Dimensions S.ource of varia- |Sum of daf Mean F Sig.

tions Squares Square

Between Groups  |.341 2 171 364 .695
Hedonism(F1) " Within Groups 460640 {1002 | ,

Total 469.981 1004 )

Between Groups  |7.016 2 3.508 ([7.159 |.001
Novelty(F2)  |Within Groups _|491.046__[1002 290

Total 498.063 1004 )

Between Groups  [3.841 2 1.920 [4.173 |.016
Safety(F3) Within Groups _|461.078 __[1002 260

Total 464.919 1004 )

Between Groups  [4.744 2 2.372 16370 |.002
Recognition(F4) [\Within Groups ___[373.133_|1002 .

Total 377.877 1004 )
Comfort(F5) Between Groups  [.713 2 357 1.009 |.365

Within Groups 353.979 1002 353

Total 354.692 1004

Total 85.676 1004

On the whole, ANOVA reveals significant mean difference of customer
experience among the respondents belonging to different airline groups
(F=14.342, Sig. =.000, Table 5a). Further, individual factor wise analysis
also disclosed significant mean difference in three factors out of five fac-
tors, viz., F2(F2: Sig.=.001), F3(F3: Sig.=.0016), F4(F4: Sig.=.002 ). Only
two factors F5 (F5; Sig. =.365) and F1 (F1: Sig. = .695 had insignificant
difference regarding customer experience measurement among respond-
ents belonging to different airline. Further, Post hoc test was applied to
examine the significant mean differences of customer experience among
respondents belonging to different airline groups. Results revealed signifi-
cant mean difference between Air India and Jet Airways (Sig. = 0.000),
kingfisher and Jet Airways (Sig. = 0.001) but insignificant mean difference
between Air India and kingfisher (Sig. = 0.058,Table-5¢). Therefore, the
results support the hypothesis “There exists significant difference among
various airlines regarding customer experience.”
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Table-6 (c): POST-HOC Tests

Multiple Comparisons

Least Significant Difference

95% Confidence Interval

Mean Difference

Dependent Variable |(I) AIRLINE (J) AIRLINE (L) Std. Error Sig. Lower Upper
Bound Bound
KINGFISHER 01133 05322 831 -.0931 1158
AIR INDIA
JET AIRWAYS -.03198 .05275 545 -.1355 0715
AIR INDIA -01133 .05322 .831 -.1158 .0931
Hedonism(F1) KINGFISHER
JET AIRWAYS -.04331 05275 412 -.1468 .0602
AIR INDIA 03198 .05275 545 -0715 1355
JET AIRWAYS
KINGFISHER .04331 .05275 412 -.0602 .1468
KINGFISHER -.12538° .05442 021 -.2322 -.0186
AIR INDIA =
JET AIRWAYS -.20247 .05394 .000 -.3083 -.0966
AIR INDIA .12538" .05442 .021 .0186 2322
Novelty (F2) KINGFISHER
JET AIRWAYS -.07710 .05394 153; -.1829 .0287
AIR INDIA 20247 .05394 .000 0966 .3083
JET AIRWAYS
KINGFISHER .07710 05394 153 -.0287 .1829
KINGFISHER .01893 .05273 720 -.0845 .1224
AIR INDIA 5
JET AIRWAYS -.11990 .05227 022 -.2225 -.0173
AIR INDIA -.01893 05273 720 -.1224 .0845
Safety(F3) KINGFISHER .
JET AIRWAYS -.13884 05227 .008 -2414 -.0363
AIR INDIA .11990° .05227 022 0173 2225
JET AIRWAYS 0
KINGFISHER 13884 05227 008 0363 2414
KINGFISHER -.08560 04744 071 -.1787 .0075
AIR INDIA 5
JET AIRWAYS -.16782 .04702 .000 -.2601 -.0756
AIR INDIA .08560 .04744 071 -.0075 1787
Recognition(F4) KINGFISHER
JET AIRWAYS -.08222 04702 081 -.1745 .0100
AIR INDIA 16782 .04702 .000 0756 .2601
JET AIRWAYS
KINGFISHER .08222 04702 081 -.0100 1745
KINGFISHER -.03280 .04620 478 -.1235 .0579
AIR INDIA
JET AIRWAYS -.06506 .04580 156 -.1549 .0248
AIR INDIA .03280 .04620 478 -.0579 .1235
Comfort (F5) KINGFISHER
JET AIRWAYS -.03226 .04580 481 -.1221 .0576
AIR INDIA 06506 .04580 156 -.0248 1549
JET AIRWAYS
KINGFISHER .03226 .04580 481 -.0576 L1221
KINGFISHER -.04248 .02241 058 -.0865 .0015
AIR INDIA n
JET AIRWAYS -.11732 .02221 .000 -.1609 -.0737
AIR INDIA 04248 .02241 058 -.0015 .0865
Overa}l Customer KINGFISHER _
Experience JET AIRWAYS -.07484 .02221 001 -.1184 -.0312
AIR INDIA 11732 .02221 .000 0737 1609
JET AIRWAYS =
KINGFISHER 07484 02221 001 0312 1184

*. The mean difference is significant at the 0.05 level.

RESEARCH CONTRIBUTION

This research study can provide airline marketers with an understand-
ing on how to convert their customer experience into a strategic input
for making management strategies more effective. The results are likely
to help academicians and marketers to collect information and plan ap-
propriate customer experience enhancement strategies. This is one of the
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few studies that have addressed the significance of customer experience
in civil aviation sector in the highly competitive service industry. The
present research provides theoretical contribution by filling gaps in the
extant literature. The outcome of the study will provide useful insight for
further research in the area. Creating a superior customer experience has
been gaining increasing attention from retailers. However, there has been
a dearth of a commensurate level of scholarly research on this topic. The
present paper is an attempt to provide a holistic portrayal of the customer
experience construct and subsequently, discusses specific determinants
of customer experience, highlighting those that are especially in need of
further research. This paper offers practical insights for developing and
implementing effective experience-based strategies.

MANAGERIAL IMPLICATIONS.

Although there are several aspects that require further research and vin-
dication, the findings of this study provide useful implications for mar-
keting managers. From a managerial perspective, it is important to know
that the customer experience must be to be taken into account by any
airline given its positive effects on the customer loyalty. It reveals that
delivering memorable customer experience provides an opportunity for
managers to create additional value and benefits for consumers. Moreo-
ver, it also affirms that by focusing on experiences, organizations can gain
a competitive edge ( Pine and Gilmore, 1998). This research highlights
that experiences that engage the consumer by giving him/her recognition
and establish an emotional connection with him/her can create customer
loyalty. This paper focuses on possibilities to increase comfort and the
potential marginal benefits that the airlines may gain by providing more
comfort to passengers, thereby attracting more passengers. This paper also
discusses that airline must focus on safety of the travelers as it is an im-
perative dimension of customer experience. In addition to the delivering
superior customer experience, managers should give substantial emphasis
on developing the skills of its employees since they interact with custom-
ers directly or indirectly, their enthusiasm, passion and commitment have
a bearing on the extent of customer engagement and the experience as a
whole. The findings of this study also implies that it is vital for organiza-
tions to continuously innovate and improve the offering to overcome bore-
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dom and increase novelty (Pine and Gilmore, 2000). Companies should
identify and analyze favorable and unfavorable service experiences and
thus create a knowledge base for designing services that deliver favora-
ble service experiences as only those companies that deliver the favorable
and right experience to customers will succeed in the global marketplace
(Seddon and Sant, 2007). The research findings provide some advices for
the industry players in drafting various managerial strategies to increase
the customer experience, by emphasizing on the different perspectives of
customer experience such as hedonism, novelty, safety, recognition and
comfort.

SUGGESTIONS AND LIMITATIONS

Airlines are advised to capture rich information across all customer in-
teractions with the service provider to enhance customer experience.It is
suggested that airlines should obtain a direct measure of customer experi-
ence by conducting periodic surveys by sending questionnaires or make
telephone calls to a random sample of their recent customers to find out
how they feel about various aspects of the airline’s performance. Airlines
are advised to be customer-centric and to maximize the ease with which
customers can inquire, make suggestions, or complain. There should be no
tendency on the part of the airlines to discount the complaints under the
assumption that they come from a small percentage of the customers be-
cause this minimal number of complaints can become spectacularly more
significant because of the word of mouth communication.

Though all efforts have been made to maintain the study exhaustive,
objective, reliable and valid, yet it has certain limitations which must be
taken care of whenever its findings are considered for implementation.
Every effort has been made to keep the objectivity in research but the
element of subjectivity cannot be ruled out as response obtained may be
actuated by personal likes and dislikes. The element of subjectivity cannot
be ruled out as respondents might hide some information though all the ef-
forts have been made for maintaining the objectivity of the research. In ad-
dition, Kingfisher’s operations are stopped now, hence research study sug-
gests very limited value, however can be useful for its future operations
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CONCLUDING REMARKS AND SCOPE FOR FUTURE RE-
SEARCH

Customer experience is the necessary pre-requisite for building strong
customer loyalty and the key driver of customer retention in a service-
dominated economy. Consumers indisputably desire superior experi-
ences and more and more businesses are responding by designing and
promoting them. Leading-edge airlines will find that the next com-
petitive battleground lies in delivering lasting experiences (Pine and
Gilmore, 1998). To realize the full benefit of delivering such lasting
customer experiences, businesses must deliberately design appealing
experiences in what they produce and offer by combining functional
and emotional benefits in their offerings. Emotional bonds between
companies and customers are difficult for competitors to imitate. The
results of factor analysis, hierarchical regression model and ANOVA
revealed that customer experience is a multidimensional construct,
There is significant impact of experiential dimensions on overall cus-
tomer experience and there exists significant difference among vari-
ous airlines regarding customer experience. The results depict that Jet
Airways has higher level of customer experience followed by King-
fisher and Air India. The study provides fresh insights into multiple di-
mensions of customer experience construct. The domain of customer
experience offers a rich agenda for future research.

The present study is based on the perceptions of passengers of three
airlines namely Air India, Jet Airways and Kingfisher. Further re-
search thus needs to take in the perceptions of other airlines in the civil
aviation sector. This research should encourage researchers to explore
the customer experience in different service sectors such as, banking,
hospital industry and hotel industry. Comparative study can be done
by studying perceptions of the three groups of participants in the air
travel market namely: airlines, travel agents, and passengers regarding
customer experience.
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DIMENSIONS OF RETAIL SERVICE CONVENIENCE
IN EMERGING MARKET SETTINGS -A QUALITATIVE
INVESTIGATION

Shaphali Gupta Dinesh Sharma

The existing measures of service convenience, developed and validated in con-
text of developed service economies, do not adequately capture customers’ per-
ception of service convenience for retail stores (i.e., stores which offers both
goods and services), especially in emerging markets. Current study examines
perceptions of and identifies a comprehensive inventory of service convenience
for retail stores in emerging market setting, India. Based on convenience litera-
ture and three separate qualitative studies, authors proposed retail store service
convenience as a multidimensional construct consisting of six dimensions. Both
retailers and shoppers were included in the study. Selection and assurance were
Jfound as novel dimensions for retail service convenience. Perceived risk of ser-
vice fairness, resulting in exertion of cognitive energy, is seen as major concern
among respondents. Study elucidates the critical role of store staff in building af-
firmative convenience perception. The present study enhances the understanding
of retail service convenience in an emerging market (India) context. Thus, this
study expands the domain of service convenience construct by further exploring
the dimensions and measures set out by earlier researchers. This study explores
new dimensions of convenience and proposes items for developing a measure for
retail store service convenience. The implications of proposed dimensions are
discussed, both for retailers and future research.

INTRODUCTION

ith the several societal trends, such as tremendous socio-eco-

nomic changes, rapid technological progress, increasing num-

ber of women in workforce, more competitive business en-
vironment and increased interest towards leisure and self-development
activities, there has been seen a significant effect on the consumer’s percep-
tion about their time and energy usage (Brown, 1990; Berry et al., 2002).
With higher disposable incomes, credit cards, familiarity of the western
shopping way of life and deep desire of improved living standards, emerg-
ing market consumers are ready to spend in an unprecedented manner with
huge expectations in terms of value and experience (Indian Retail report,
2011)%. Indeed, from