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1.000

_170.966

- 0.721 | 770.725

0.818 | 70.608 |70.597

- 0.646 | 7°0.782 |1 70.603 | T0.629

- 0762 | 70.428 |70.583 | T0.364 |*0.377

1000 | 0.744 |70.658 |70.432 |70.518 |70.363 | 0.384
.0.01
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71.9 87
28.1 34
100 121
87
%28.1 34 %71.9
7-3
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12.4 15 30-18
38 46 40-31
24 29 50-41
18.2 22 60-51
4.1 5 70-61
3.3 4 70 <
100 121
( 46) 40 31 % 38
30 18 % 12.4 50 41 ( 29)%24
%74 60 « 60 51 % 18.2
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34.7 42
43.8 33
21.5 26
100 121
53) % 43.8
( 26) %21.5  (  42)
:9-3
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44.6 54
27.3 33
9.9 12
8.3 10
5.8 7
4.1 5
100 121
( 33)%27.3 ( 54)
¢« % 9.9 %28.1
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16.5 20
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100 121
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413 50 31999-23000
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100 121
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0.4659 4.7603 1 7
0.4612 4.7686 2 8
0.4659 4.7603 3

0.4695 4.7190 4 10
0.6131 4.6612 5 11
0.5391 4.7107 6 12
0.6353 4.6777 7 13
0.6060 4.6860 8 14
0.5632 4.6860 9 15
0.5000 4.7273 10 16
0.5358 4.7190 11 17
0.5806 4.7190 12 18
0.5751 4.6942 13 19
0.5391 4.7107 14 20
0.6060 4.6860 15 21
0.4914 4.7769 16 22
0.5814 4.7521 17 23
0.5806 4.7190 18 24
0.5660 4.7190 19 25
0.5072 4.7107 20 26
0.5164 4.7273 21 27
0.5977 4.7107 22 28

0.0359 4.7182
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13-3

0.6831 4.0909 1 29
0.8689 3.9421 2 30
0.8659 3.9835 3 31
0.8962 3.8843 | 4 32
0.8563 3.7273 5 33
1.0175 3.5041 6 34
0.9135 3.4711 7 35
0.9377 3.5785 8 36
0.8584 3.6777 9 37
0.8367 3.6364 | 10 38
0.7666 3.6198 | 11 39
0.8732 3.5785| 12 40
0.9138 34793 | 13 41
0.7416 4.000| 14 42
0.7171 3.9504 | 15 43
0.8150 3.9504| 16 44
0.6820 3.7686 | 17 45
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0.9835 3.4628 | 18 46
1.0056 34132 19 47
0.8404 3.6116 | 20 48
1.0056 34132 21 49
0.8069 3.5455| 22 50
0.4966 3.6950

3.4]

(Parasuraman et al.,1991)
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) 1.0231-

0.05 (Paired t-test) b

(Stepwise Multiple Regression)

(5:3)
0.9 0.966
(Multicollinearity)’

(Tolerance (Variance Inflation Factor) ( VIF)

Factor).

b Garson,David G.(2009), Multiple Regression.
(http://faculty.chass.ncsu.edu/garson/PA765/regress. htm#multicollinearity) (15/02/2009).
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15.384 SPSS*
0.2 0.065 10
115-3
.(ServQual)
p B
0.001 3.316 0.323 0.383 1.271
0.010 2.619 0.267 0.389 1.018
0.038 2.103 0.200 0.464 0.975
Adjusted R*=0.509 R=0.722 R’=0.521
Sig=0.000 D.W.=1.881 F=9.932
116-3
.(ServPerf)
p B
0.000 4.191 0.361 0.059 0.247
0.000 3.732 0.321 0.068 0.252
Adjusted R*=0.619 R=0.790 R” =0.625
Sig=0.000 D.W.=1.9 F=31.855
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:17-3
(Weighted ServPerf) .

p B
0.000 4.705 0.417 0.395 1.859
0.040 2.076 0.184 0.349 0.724
Adjusted R*=0.526 R=0.730 R’=0.534
Sig=0.000 D.W.=1.837 F=22.974
%62.5
%53.4
%352.1
( )
( )

(One way ANOVA)
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F
0.000 16.513 2370.579 4 9482.314
143.555 600 86133.025
604 95615.339
.SPSS
16.513
600 4 0.05 2.4063
0.05
:19-3
2 15.50 23.53
1 13.13 25.78
3 8.22 17.61
4 9.46 17.40
5 12.17 15.52
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Model Summary of Multiple Regression .

:20-3

- R? R?
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0.553
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(ANOVA)

(D.W.)

2 ) %5
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(120

du=1.67 D.W.=1.992
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120 41.868
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APPENDIX
THE SERVQUAL INSTRUMENT*

DIRECTIONS: This survey deals with your opinions of services.
Please show the extent to which you think firms offering services
should possess the features described by each statement. Do this by
picking one of the seven numbers next to each statement. If you strongly
agree that these firms should possess a feature, circle the number 7. If you
strongly disagree that these firms should possess a feature, circle 1. If your
feelings are not strong, circle one of the numbers in the middle. There are
no right or wrong answers—all we are interested in is a number that best
shows your expectations about firms offering services.

El. They should have up-to-date equipment.

Their physical facilities should be visually appealing.

Their employees should be well dressed and appear neat.

The appearance of the physical facilities of these firms should be in

keeping with the type of services provided.

When these firms promise to do something by a certain time, they

should do so.

When customers have problems, these firms should be sympathetic.

and reassuring.

These firms should be dependable.

They should provide their services at the time they promise to

do so.

E9. They should keep their records accurately.

E10. They shouldn’t be expected to tell customers exactly when services
will be performed. (—)°

E1l. It is not realistic for customers to expect prompt service from em-
ployees of these firms. (—)

E12. Their employees don’t always have to be willing to help cus-
tomers. (—)

E13. It is okay if they are too busy to respond to customer requests
promptly. (—)

El14. Customers should be able to trust employees of these firms.

E15. Customers should be able to feel safe in their transactions with
these firms’ employees.

E16. Their employees should be polite.

g & FES
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E17.
E18.
E19.

'E20.
E21.

E22.

Their employees should get adequate support from these firms to
do their jobs well. '

These firms should not be expected to give customers individual
attention. (—)

Employees of these firms cannot be expected to give customers
personal attention. (—)

It is unrealistic to expect employees to know what the needs of
their customers are. (—)

It is unrealistic to expect these firms to have their customers’ best
interests at heart. (—)

They shouldn’t be expected to have opcmung hours convenient to
all their customers. (—)

DIRECTIONS: The following set of statements relate to your feelings
about XYZ. For each statement, please show the extent to which you
believe XYZ has the feature described by the statement. Once again, cir-
cling a 7 means that you strongly agree that XYZ has that feature, and
circling a 1 means that you strongly disagree. You may circle any of the
numbers in the middle that show how strong your feelings are. There are
no right or wrong answers—all we are interested in is a number that best
shows your perceptions about XYZ.

P1.
P2.
P3.
P4.

R

P11.
P12.
P13.

P14,
PIS.
P16.

0.

XYZ has up-to-date equipment.

XYZ’s physical facilities are visually appealing.

XYZ’s employees are well dressed and appear neat.

The appearance of the physical facilities of XYZ is in keeping with
the type of services provided.

When XYZ promises to do something by a certain time, it does so.
When you have problems, XYZ is sympathetic and reassuring.
XYZ is dependable.

XYZ provides its services at the time it promises to do so.

XYZ keeps its records accurately.

XYZ does not tell customers exactly when services will be per-
formed. (—)

You do not receive prompt service from XYZ’s employees. (—)
Employees of XYZ are not always willing to help customers. (—)
Employees of XYZ are too busy to respond to customer requests
promptly. (—)

You can trust employees of XYZ.

You feel safe in your transactions with XYZ’ s employees.
Employees of XYZ are polite.

39
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P17. Employees get adequate support from XYZ to do their jobs well.
P18. XYZ does not give you individual attention. (—)

P19. Employees of XYZ do not give you personal attention. (—)

P20. Employees of XYZ do not know what your needs are. (—)

P21. XYZ does not have your best interests at heart. (—)

P22. XYZ does not have operating hours convenient to all their cus-

tomers. (—)

* A seven-point scale ranging from *‘Strongly Agree’’ (7) to ‘‘Strongly Disagree’” (1), with
no verbal labels for the intermediate scale points (i.e., 2 through 6), accompanied each
statement. Also, the statements were in random order in the questionnaire. A complete listing
of the 34-item instrument uscd in the second stage of data callection can be obtained from the
first author. )

b Ratings on these stafements were reverse-scored prior to data analysis.
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able when it is used periodically to track service quality trends, and when
it is used in conjunction with other forms of service quality measurement.”’
(PZB 1988, p. 31)

APPENDIX: MODIFIED SERVQUAL INSTRUMENT
Expectations Section

DIRECTIONS: Based on your experiences as a customer of telephone
repair services, please think about the kind of telephone company that
would deliver excellent quality of repair service. Think about the kind of
telephone company with which you would be pieased to do business.
Please show the extent to which you think such a telephone company
would possess the feature described by each statement. If you feel a feature
is not at all essential for excellent telephone companies such as the one you
have in mind, circle the number *‘1’’. If you feel a feature is absolutely
essential for excellent telephone companies, circle *‘7°’. If your feelings
are less strong, circle one of the numbers in the middle. There are no right
or wrong answers—all we are interested in is a number that truly reflects
your feelings regarding telephone companies that would deliver excellent
quality of service.

Note: Each of the statements was accompanied by a 7-point scale an-
chored at the ends by the labels “‘Strongly Disagree’” (= 1) and *‘Strongly
Agree’’ (=7). Intermediate scale points were not labeled. Also, the head-
ings (TANGIBLES, RELIABILITY, etc.), shown here to indicate which
statements fall under each dimension, were not included in the actual
questionnaire.

T A MYINERT WAL

ANGLDL/DD

El. Excellent telephone companies will have modern-looking equip-
ment.

E2. The physical facilities at excellent telephone companies will be vi-
sually appealing.

E3. Employees of excellent telephone companies will be neat-appearing.

E4. Materials associated with the service (such as pamphlets or state-
ments) will be visually appealing in an excellent telephone com-
pany.

RELIABILITY

ES. When excellent telephone companies promise to do something by a
certain time, they will do so.

opyrng 9 eserve
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When customers have a problem, excellent telephone companies
will show a sincere interest in solving it.

Excellent telephone companies will perform the service right the
first time.

Excellent telephone companies will provide their services at the time
they promise to do so.

Excellent telephone companies will insist on error-free records.

€ 8 38

RESPONSIVENESS

E10. Employees of excellent telephone companies will tell customers ex-
actly when services will be performed.

Ell. Employees of excellent telephone companies will give prompt ser-
vice to customers.

E12. Employees of excellent telephone companies will always be willing
to help customers.

E13. Employees of excellent telephone companies will never be too busy
to respond to customer requests.

ASSURANCE

El4. The behavior of employees of excellent telephone companies will
instill confidence in customers.

E15. Customers of excellent telephone companics will feel safe in their
transactions.

E16. Employees of excellent telephone companies will be consistently
courteous with customers.

E17. Employees of excellent telephone companies will have the knowl-
edge to answer customer questions.

EMPATHY

E18. Excellent telephone companies will give customers individual atten-
tion.

E19. Excellent telephone companies will have operating hours convenient
to all their customers.

E20. Excellent telephone companies will have employees who give cus-
tomers personal attention.

E21. Excellent telephone companies will have the customers’ best inter-
ests at heart.

E22. The employees of excellent telephone companies will understand the
specific needs of their customers.

447
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Perceptions Section

DIRECTIONS: The following set of statements relate to your feelings
about XYZ Telephone Company’s repair service. For each statement,
Please show the extent to which you believe XYZ has the feature described
by the statement. Once again, circling a ‘‘1”” means that you strongly
disagree that XYZ has that feature, and circling a “*7’’ means that you
strongly agree. You may circle any of the numbers in the middle that show
how strong your feelings are. There are no right or wrong answers—all we
are interested in is a number that best shows your perceptions about XYZ’s

TANGIBLES
Pl. XYZ has modem-lookmg equipment.
P2. XYZ’s physical facilities are visually appealing.
P3. XYZ’s employees are neat-appearing.
P4. Materials associated with the service (such as pamphlets or state-
ments) are visually appealing at XYZ.

RELIABILITY

- When XYZ promises to do something by a certain time, it does so.
- When you have a problem, XYZ shows a sincere interest in solving
it.

XYZ performs the service right the first time.

XYZ provides its services at the time it promises to do so.

XYZ insists on error-free records.

RESPONSIVENESS

P10. Employees of XYZ tell you exactly when services will be performed.
P11. Employees of XYZ give you prompt service.

P12. Employees of XYZ are always willing to help you.

P13. Employees of XYZ are never too busy to respond to your requests.

ASSURANCE

Pi4. The behavior of employees of XYZ instills confidence in customers.
P15. You feel safe in your transactions with XYZ.

P16. Employees of XYZ are consistently courteous with you.

P17. Employees of XYZ have the knowledge to answer your questions.

EMPATHY
P18. XYZ gives you individual attention.
P19. XYZ has operating hours convenient to all its customers.

223 &R
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P20. XYZ has employees who give you personal attention.
P21. XYZ has your best interests at heart.
P22. Employees of XYZ understand your specific needs.

Point-Allocation Question

DIRECTIONS: Listed below are five features pertaining to telephone
companies and the repair services they offer. We would like to know how
important each of these features is to yor when you evaluate a telephone
company’s quality of repair service. Please allocate a total of 100 points
among the five features according to how important each feature is to
you—the more important a featute is to you, the more points you should
allocate to it. Please ensure that the points you allocate to the five features
add up to 100.

1. The appearance of the telephone company’s physical

facilities, equipment, personnel, and communications
2. The ability of the telephone company to perform the

promised service dependably and accurately. ——points
3. The willingness of the telephone company to help cus-

tomers and provide prompt service. —___points
4. The knowledge and courtesy of the telephone company’s

employees and their ability to convey trust and confi-

dence

- ——points
5. The caring, individualized attention the telephone com-
pany provides its customers. —points
TOTAL POINTS ALLOCATED 100 points
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Fourth, the apparent upward bias in the direct-measure ratings of MSS also exists in results
reported in other studies that have used both direct and difference-score measures of service
quality (Brown et al. 1993; Liljander and Strandvik 1992). Furthermore, based on a review
of customer satisfaction studies using direct measures, Peterson and Wilson (1992) have
documented a consistent pattern of potentially inflated ratings. Thus, direct measures seem
to have a persistent tendency to overstate customers’ assessments. Research aimed at
understanding the causes of this phenomenon and estimating the extent of upward bias it
produces would be helpful in reducing the bias, or at least correcting for it in interpreting
direct-measure ratings.

Finally, this study’s findings warrant additional research on the dimensionality of the
SERVQUAL items, an issue that has produced mixed results in previous studies and has
already generated debate (see, for example, Brown et al. 1993; Cronin and Taylor 1992;
Parasuraman et al. 1991; Parasuraman et al. 1994a). The overall findings reveal considerable
interdimensional overlap, especially among responsiveness, assurance, and empathy. Paras-
uraman et al. (1991) have speculated about possible reasons for similar overlaps observed
in earlier studies, and have proffered directions for future research on this issue. The present
study’s findings reiterate the need to understand the underlying causes and managerial
implications of the empirical correlations among the dimensions.
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Fornell, and Richard Staelin for serving on the expert panel that offered advice on research-
design issues.

APPENDIX 1

Three Alternative Service Quality Measurement Formats Included in the Pretest
Questionnaires

Note: Final versions of the three formats are in Appendix 2. Only one illustrative item is
shown for each format.

THREE-COLUMN FORMAT

DIRECTIONS: We would like to get yourimpressions about how well XYZ Bank performs
relative to your expectations. Please think about two different levels of expectations:

Desired Service Level—the level of service performance you believe an excellent bank
can and should deliver; and

Copyright © 2001. All Rights Reserved.
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Adeguate Service Level—the minimum level of service performance you would consider
acceptable.

For each of the following attributes, please indicate: (a) your desired service level on that
feature by circling one of the nine numbers in the first column; (b) your adequate service
level by circling one of the nine numbers in the second column; and (c) your perception of
XYZ Bank’s performance by circling one of the nine numbers in the third column. There are
no right or wrong answers—all we are interested in are three ratings on each attribute that
best represent your desired service level, adequate service level, and perception of XYZ
Bank's performance,

Note: Your desired service level is the level of performance you believe an excellent

bank can and should deliver.
Your adequate service level is the minimum level of service performance you
would consider acceptable.
My Desired My Adequate My Perception
Service Service of XYZ's
Level Level Performance
Low High Low High Low High
1. Modem-looking equipment | 123456789 123456789 ‘123456789 |
TWO-COLUMN FORMAT

DIRECTIONS: Based on your experiences with XYZ Bank, think about the quality of
service XYZ Bank offers compared to two different levels of service:

Desired Service Level—the level of service performance you believe an excellent bank
can and should deliver; and
Adequate Service Level—the minimum level of service performance you would consider

acceptable.

For each of the following attributes, please indicate: (a) how XYZ Bank’s performance
compares with your desired service level by circling one of the nine numbers in the first
column; and (b) how XYZ Bank’s performance compares with your adequate service level
by circling one of the nine numbers in the second column. There are no right or wrong
answers—all we are interested in are two ratings on each feature that best represent your
perception of XYZ Bank’s performance compared to your desired service level and your
adequate service level.
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Note: Your desired service level is the level of performance you believe an excellent

bank can and should deliver.
Your adequate service level is the minimum level of service performance you
would consider acceptable.
XYZ Bank's Performance XYZ Bank's Performance
Compared to My Desired Compared to my Adequate
Service Level Is: Service Level Is.
Much The Much Much The Much

Lower Same Higher Lower Same Higher

1. Modern-lookingequipment | 1 2 3 4 56 7 8 9 ‘123456‘789

One-Column Format

Part1:

DIRECTIONS: Based on your experiences with XYZ Bank, think about the quality of
service XYZ Bank offers compared to the level of service you desire. Please compare your
perception of XYZ Bank's performance on each of the following attributes against the
performance level you believe an excellent bank can and should deliver (i.e., your desired
service level). There are no right or wrong answers—just circle the number that you feel
reflects your perception of how XYZ Bank’s performance compares with your desired
service level.

Note: Your desired service level is the level of service performance you believe an
excellent bank can and should deliver.

XYZ Bank's Performance.
Falls Way Short Meets My Far Exceeds My
of My Desired Service  Desired Service Desired Service
Level Level Level

1 Modem-lookingequipmet 1 2 3 4 5 6 7 8 9

Part II:

DIRECTIONS: Based on your experiences with XYZ Bank, think about the quality of
service XYZ Bank offers compared to the level of service you would consider adequate.
Please compare your perception of XYZ Bank’s performance on each of the following
attributes against the minimum level of performance you would consider acceptable (i.e.,

Copyright @ 2001. All Rights Reserved.
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your adequate service level). There are no right or wrong answers—just circle the number
that you feel reflects your perception of how XYZ Bank’s performance compares with your
adequate service level.

Note: Your adequate service level is the minimum level of service performance you
would consider acceptable.

XYZ Bank's Performance:

Falls Way Short Meets My Far Exceeds My
of My Adequate Service Adequate Service Adequate Service
Level Level Level

1. Modem-looking equipment 1 2 3 4 5 6 7 8 9

APPENDIX 2

Final Versions of the Three Alternative Service Quality Measurement Formats
Note:  All formats are for the auto insurer and only one illustrative item is shown in each.

Three-Column Format

We would like your impressions about ’s service performance relative to your
expectations. Please think about the two different levels of expectations defined below:

MINIMUM SERVICE LEVEL -~ the minimum level of service performance you
consider adequate.
DESIRED SERVICE LEVEL - the level of service performance you desire.

For each of the following statements, please indicate: (a) your minimum service level by
circling one of the numbers in the first column; (b) your desired service level by circling one
of the numbers in the second column; and (c) your perception of ______’s service by
circling one of the numbers in the third column.

My Minimum My Desired My Percepdon
Service Service of 's Service
Level Is Level Is: Performance Is: (oo
Opin
Low High Low High Low High ion
When itcomesto. ..
1 Prompt service 123456789 123456789 123456789 N
to policyholders
Cupyright €200+ Al Rights-Reserved: — =
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Two-Column Format

Please think about the quality of service_______ offers compared to the two different levels
of service defined below:

MINIMUM SERVICE LEVEL ~ the minimum level of service performance you consider

adequate.
DESIRED SERVICE LEVEL - the level of service performance you desire.

For each of the following statements, please indicate: (a) how 's performance
compares with your minimum service level by circling one of the numbers in the first column;

and (b) how ’s performance compares with your desired service level by circling one
of the numbers in the second column.
Compared to My Minimum Compared to My Desired
Service Level __'s Service Level ___'s
Service Performance Is. No Service Performance Is’ No
e 2 e B i B
Hi Same i i
When it comes o, .. == s
1. Prompt service 123456 7889 N 123456 78 9 N
to policyholders
One-Column Format

Please think about the quality of service offers compared to your desired service
level—the level of performance you believe an auto insurance company can and should
deliver (i.c., the level of service you desire).

For each of the following statements, circle the number that indicates how ’s
service compares with your desired service level.

DESIRED SERVICE LEVEL — the level of service performance you desire,

's Service Performance Is:
Lower The Same As Higher No
Than My Desired My Desired Than My Desired Opin-
When it comesto. .. Service Level Service Level Service Level ion
1 Prompt service =) 3 4 5 6 7 8 9 N

to policyholders
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Résumeé :

Cette recherche vise a clarifier le concept de qualité dans les services bancaires,
et sa relation a la satisfaction du client et sa fidélisation, ainsi que pour exposer
les différents modeles de mesure de la qualité de service.

Au debut nous avons effectué une recherche documentaire et une autre sur
Internet, a partir de laquelle nous étions en mesure d’acceder a une riche
documentation qui englobe la majorité des aspects du sujet.

Ensuite nous avons élaboré un questionnaire pour mesurer la qualité du service
conformément a ce qui était mentionnée dans le coté théorique. Le questionnaire
a ete distribué aux clients de la banque Al-Baraka d’Algérie dans la ville de
Constantine Agence (406).

Apres la récupération et le tri des questionnaires distribués, ils ont été analysés
statistiguement en utilisant le programme SPSS, ce qui nous a permis de verifier
la validité des hypothéeses d’étude.

Les résultats obtenus confirment le role actif que joue les modéles de mesure de
la qualité du service dans I’identification des points d’amélioration et de
développement et a combler les lacunes, les résultats ont aussi montré que la
satisfaction du client quant aux services qui lui sont fournis permet de préserver

et d’augmenter sa fidélisation.

Mots clés: Service, Qualité, Qualité du Service, Satisfaction du Client,

Fideélisation du Client, Mesure de la Qualité de Service, le ServQual,le ServPerf.
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Abstract:

This research aims to clarify the concept of quality in banking services and its
relationship to customers’ satisfaction and loyalty, as well as to review the
various measuring service quality models.

In the beginning we conducted a documentary research and another on the
Internet, from which we were able to have access to a rich documentation
covering the most aspects of the subject.

Then we have elaborated a questionnaire to measure service quality according to
what was mentioned on the theoretical side. The questionnaire was distributed to
Al-Baraka bank clients in Constantine city -branch 406-.

After retrieval and sorting of the distributed questionnaires, a statistical analysis,
by the use of SPSS program has been led to verify study hypotheses.

The results confirm the active role of measurement models of service quality in
identifying areas needing improvements and development, and address the gaps,
the results also showed that customer satisfaction with the service provided is

the basis of increasing and maintaining his loyalty.

Keywords: Service, Quality, Service Quality, Customer Satisfaction,

Customer Loyalty, Service Quality Measurement, ServQual, ServPerf.
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