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ABSTRACT
This article attempts to analyse the service quality gap and the main attributes contributing to this gap using a
slightly modified SERVQUAL instrument (Parasuraman et al.,1991) to suit the study.A questionnaire with 27 items was
used for the survey of the customers of BSNL,Madurai to obtain the result. The service quality gap and the zone of
tolerance for each dimension and each attribute was identified.The zone of tolerance (ZOT) was found to be narrow for
almost all the dimensions with the ZOT for reliability being the narrowest..The organization has a competitive advantage
as measure of service superiority(MSS) was found to be negative and measure of service adequacy(MSA) was found to be
positive.
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INTRODUCTION
In todays competitive environment delivering quality service has become an essential strategy for survival for all
types of service industries. The telecom sector in india is growing at a very rapid pace. All telecom services have been
opened up for private participation with the net result that telecom services are available to the customer at affordable
prices.The customer has a number of options to choose from and hence customer retention is very important for the service
provider. Delivering quality service has become a necessity owing to its strong impact on business performance, lower
costs, customer satisfaction, customer loyalty and profitability.(Leonard and Sasser, 1982; Cronin and Taylor, 1992).
Bharat Sanchar Nigam Limited (BSNL) is one of the largest telecom service providers in the country.Initially as
Department of Telecom. it was a monopoly and the entire telecommunication customer base was with it.With the
conversion of its operation wing to BSNL in 2000 and the entry of private operators in the telecom field its market share
has been on the decline.As all the competitors are providing similar services at affordable prices, customers have the option
to switchover or choose an operator.Hence,to retain existing customers and also acquire new customers,delivery of quality
service has gained importance. BSNL,Madurai which is a part of BSNL is also facing the onslaught of competition and to
arrest this declining market trend it has become necessary to study the areas where there is a gap in the service quality and
the tolerance zone within which customers are satisfied.

LITERATURE REVIEW
Service Quality
Parasuraman, Zeithaml and Berry (1985, p. 48) defined service quality as ‘a function of the differences between
expectation and performance along the quality dimensions’.Service quality is an essential strategy for winning and
retaining customers (Zeithaml,2000). Service quality has been defined as the extent to which a service meets customers’
needs or expectations (Lewis and Mitchell, 1990). Also,the customer’s repurchase intentions are positively influenced by
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service quality ( Zeithaml, Berry and Parasuraman ,1996; Cronin and Taylor ,1992, 1994)Hence, measurement of service
quality and analysis of the same becomes essential to stay ahead of the competitors.
Parasuraman et al.(1988,1991) developed SERVQUAL model for the measurement of service quality -a 22 item
scale based on the dimensions of tangibility, responsiveness, reliability, assurance and empathy.Further among the
alternative measures of measuring service quality the three column format questionnaire was found to have the highest
diagnostic value(Parasuraman et al.,1994) wherein the expected value,adequate value and the perceived values were
obtained separately and the service quality and the zone of tolerance were calculated using the values obtained.
Zone of Tolerance
Services are heterogenous in that performance may vary across providers,across employees from the same
provider and even within the same service employee (Zeithaml et al.,1985).The extent to which customers recognize and
are willing to accept heterogeneity has been defined as the zone of tolerance.Further,Parsuraman et al., 1991 defines the
concept of zone of tolerance of service as the difference between desired service and adequate service.Customers do not
have a single level of expectation but rather a range of expectations called the zone of tolerance with desired service at the
top of the scale and adequate service at the bottom of the scale.If the service falls within the zone of tolerance customers
are satisfied with the service, if it is better than the desired service level ,customers are delighted and if it falls below the
zone of tolerance then customers will be dissatisfied with the service.
The fluctuation of zone of tolerance is more a function of changes in the adequate service level than the desired
service level. The adequate level moves readily up and down due to situational circumstances, while desired level moves
upward incrementally due to customers’ accumulated experiences (Zeithaml, 2009).

Figure 1: Zone of Tolerance Adapted from Ziethaml et al.1993
As per the SERVQUAL model(Parasuraman et al.,1988) the service quality gap can be measured by arriving at
the difference between the expectation(desired service) and perception( perceived service).The modified SERVQUAL
scale (Parasuraman et al.,1994) not only captures the discrepancy between perceived service and the desired servicemeasure of service superiority(MSS) but also the discrepancy between perceived service and adequate service-measure of
service adequacy(MSA).Organisations should try to acheive positive MSS as well as positive MSA to ensure customer
delight and as a consequence customer loyalty.
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OBJECTIVES OF THE STUDY
This paper aims to study the expectation - perception gap and the zone of tolerance by carrying out a survey and
analyzing the results. The main objectives are as follows.


To study the zone of tolerance for the different attributes of the service pertaining to each dimension.



To study the service quality gap and identify the attributes with wide gaps



To identify the MSS-measure of service superiority and MSA-measure of service adequacy.

METHODOLOGY
Sampling and Data collection
The sample used for the study consisted of customers of BSNL,Madurai.The sample was selected using nonprobability convenience sampling method.Around 600 questionnaires were distributed of which 412 were returned and 346
were found useful.
Questionnaire
The questionnaire was prepared to evaluate the customers’ expectation and perception of the service and what
they construed as adequate or minimum service using a three column format.For this a questionnaire was prepared by
referring to the SERVQUAL model of Parsuraman et al.,1991.The questionnaire containing 27 items was prepared with
minor modifications to the SERVQUAL scale and by adding an additional dimension of customer satisfaction to the
original

five dimensions of tangibility,reliability,responsiveness,assurance and empathy to suit the study .The three

column format by Parsuraman et al.,1994 has been made use of because of its potential diagnostic value.
Scale items were rated on a seven-point Likert scale. Each item was rated from worst to excellent against the
scale with 1-worse, 2-very bad, 3-bad, 4-average, 5-good, 6-very good and 7-excellent.Each respondent was asked to rate
each attribute on a scale of 1(worse)-7(excellent) for the desired service,perceived as well as adequate service.

ANALYSIS AND RESULTS
The expectation, perception and adequate mean for the various attributes obtained from the respondents within
each dimension are shown in table 1.It is observed that perception mean lies between the expectation mean and the
adequate mean. But there is scope for the perception to be improved upon by the organization for customer retention and
to acquire new customers in the face of competition as customer expectation is higher.
Table 1: Respondent’s Value for the Different Attributes
Expectation Perception
ATTRIBUTE
DIMENSION
Mean
Mean
1.BM Customer service
centres,telephone exchanges have
TANGIBILITY
6.22
5.64
modern looking equipment.
2.BM’s physical facilities are visually
TANGIBILITY
6.2
5.59
appealing
3.BM’s employees have a neat
TANGIBILITY
6.25
5.56
appearance
4.Material’s associated with the service
(pamphlets,bills,etc)are visually
TANGIBILITY
6.23
5.55
appealing at BM
5.Whether the telephone instruments,
TANGIBILITY
6.28
5.48
modems,etc provided are appealing?
6.Whether connections are being
RELIABILITY
6.51
5.89
provided within the said period?

Adequate
Mean
5.14
5.11
5.2
5.13
5.21
5.58
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Table 1:Contd.,
7.Whether faults/complaints are
attended to within the promised time?
8.When BM promises to do something
it does so within the promised time.
9.When you have a problem,BM shows
sincere interest in solving it.
10.BM insists on error free records.
11.Whether the billing by BM is
satisfactory/ transparent?
12.Are you satisfied with the
landline/broadband quality ?
13.Employees of BM tell you when
services will be exactly performed.
14.Employees of BM give you prompt
service.
15.Employees of BM are always willing
to help you
16.Employees of BM are never too busy
to respond to your requests.
17.Do they keep you updated regarding
any change in your service such as
billing cycle/tariff change,etc?
18.Do they provide feedback for any
complaint/issue raised?
19.The behavior of employees of BM
instills confidence in customers.
20.You feel safe in your transactions
with BM.
21.Employees of BM are consistently
courteous with you.
22.Employees of BM have the
knowledge to answer your questions.
23.BM gives you individual attention.
24.BM has operating hours convenient
to all its customers.
25.BM has your best interest at heart.
26.Employees of BM deal with
customers in a caring fashion.
27.Employees of BM understand your
specific need.

RELIABILITY

6.48

5.78

5.43

RELIABILITY

6.42

5.62

5.48

RELIABILITY

6.31

5.87

5.27

RELIABILITY

6.16

5.74

5.15

RELIABILITY

6.45

6.06

5.63

RELIABILITY

6.41

5.98

5.58

RESPONSIVENESS

6.36

5.94

5.38

RESPONSIVENESS

6.49

5.89

5.26

RESPONSIVENESS

6.42

6.12

5.54

RESPONSIVENESS

6.34

6.03

5.46

RESPONSIVENESS

6.29

5.76

5.47

RESPONSIVENESS

6.17

5.52

5.24

ASSSURANCE

6.39

5.74

5.3

ASSSURANCE

6.33

5.88

5.29

ASSSURANCE

6.37

5.84

5.41

ASSSURANCE

6.28

5.73

5.31

EMPATHY

6.29

5.93

5.38

EMPATHY

6.21

5.84

5.12

EMPATHY

6.23

5.76

5.21

EMPATHY

6.19

5.71

5.23

EMPATHY

6.22

5.61

5.17

6.31

5.77

5.31

*BM-BSNL Madurai
Expectation-Perception Gap
The data obtained was analysed for the difference between desired service and perceived service for each
attribute.Table 2 shows the list of the first ten attributes having the largest gap between expectation and perception.It is
observed that the customers expectation with reference to reliability dimension questions 8,7 and 6 have to be improved
upon by the organisation.In the responsiveness dimension question 16 ,customers expect feedback for the complaints.The
gap is high as they expect feedback without any delay.In the assurance dimension question 17 the customers expect that
the behavior of every employee who deals with their services should instill confidence and in the empathy dimension
question 25 ,the expectation of the respondent is that every employee should understand their specific need and provide
solution. It is observed that in the tangibility dimension also there is a large gap questions 5,3,4 and 2 as customers are not
only expecting reliable service but also expect it be attractive and appealing visually .This gap can be attributed to the
competitive scenario where competitors are having attractive showrooms and appealing instruments,pamphlets,etc.Hence,
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service quality can be improved by reducing these gaps.Increasing levels of service quality leads to undiminished increases
in active loyalty and satisfaction and decreases in switching and complaining behaviour.(Kenneth and Sweeney,2007)
Table 2: List of the Attributes with the Widest Gap
ATTRIBUTE

Expectation
Mean (E)

Perception
Mean (P)

Service Quality
Gap (E-P)

6.28

5.48

0.8

6.42

5.62

0.8

6.48

5.78

0.7

6.25

5.56

0.69

6.23

5.55

0.68

6.17

5.52

0.65

6.39

5.74

0.65

6.51

5.89

0.62

6.2
6.22

5.59
5.61

0.61
0.61

Whether the telephone instruments, modems,etc provided
are appealing?
When BM promises to do something it does so within the
promised time.
Whether faults/complaints are attended to within the
promised time?
BM’s employees have a neat appearance
Material’s associated with the service
(pamphlets,bills,etc)are visually appealing at BM
Do they provide feedback for any complaint/issue raised?
The behavior of employees of BM instills confidence in
customers.
Whether connections are being provided within the said
period?
BM’s physical facilities are visually appealing
Employees of BM understand your specific need.

Table 3 lists the service quality gap for each dimension.It is observed that the gap pertaining to tangibility is
highest followed by reliability,assurance,empathy and responsiveness.
The higher expectation on the tangibility front is due to the fact that respondent’s expect telephones/modems to be
visually appealing as they tend to equate it with better functional quality and as an addition in the house which should look
good especially in the face of competition as competitors are providing highly attractive instruments.
Also, modern looking showrooms, glossy pamphlets and customer kits provided by the competitors add in to the
tangibility expectation of the customers.
Table 3: Service Quality Gap for the Different Dimensions

TANGIBILITY

Expectation
Mean(E)
6.24

Perception
Mean (P)
5.56

Service Quality
Gap(E-P)
0.67

RELIABILITY

6.39

5.84

0.56

RESPONSIVENESS

6.35

5.89

0.45

ASSSURANCE

6.34

5.8

0.55

EMPATHY

6.23

5.77

0.46

DIMENSION

Zone of Tolerance, MSS and MSA
The expectation mean and the adequate mean for the different dimensions are shown in table-3.
The perception mean is found to be within the zone of tolerance.The zone of tolerance (ZOT) for the dimensions
responsiveness(0.95) and reliability (0.95) are found to be narrower than the ZOT for assurance(1.02),empathy(1.01) and
tangibility(1.08).
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Table 3: Zone of Tolerance of the Different Dimensions
ATTRIBUTE
Tangibility
Reliability
Responsiveness
Assurance
Empathy
Average

Expectation mean
6.24
6.39
6.35
6.34
6.23
6.31

Perception mean
5.56
5.84
5.89
5.8
5.77
5.77

Adequate mean
5.16
5.45
5.39
5.33
5.22
5.31

ZOT
1.08
0.95
0.95
1.02
1.01
1

Figure 2 shows the graphical representation of the zone of tolerance for the various dimensions.The respondents
tolerance towards reliability and responsiveness is lesser compared to other dimensions.Also,the reliability and responsive
dimension have been placed higher up in the scale than the other dimensions which means respondents attached more
importance to these two dimensions.

Figure 2: Service Quality Dimensions and Zone of Tolerance
The width of the tolerance zone is found to be narrow and is less than 15% of the scale used(Likert-7 point
scale).The narrow zone of tolerance for all the dimensions is due to the highly competitive scenario prevailing in the
communication sector.
MSS(Measure of service superiority) is found to be negative and MSA (Measure of service adequacy) is found to
be positive for all the dimensions.
Thus, it is observed that that there is a competitive advantage and the customers are satisfied with the service.
However, in the face of competition to ensure customer loyalty , perception of the service has to be increased.Also MSA
for reliability is lower than that of the other dimensions which is to be improved upon by the organization.
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Table 4: Calculation of MSS and MSA
ATTRIBUTE
Tangibility
Reliability
Responsiveness
Assurance
Empathy
Average

Expectation
Mean (E)
6.24
6.38
6.35
6.34
6.23
6.31

Perception
Mean (P)
5.56
5.84
5.89
5.8
5.77
5.78

Adequate
Mean (A)
5.16
5.45
5.39
5.33
5.22
5.32

MSS (P-E)

MSA(P-A)

-0.67
-0.56
-0.45
-0.55
-0.46
-0.53

0.41
0.39
0.5
0.47
0.55
0.46

CONCLUSIONS
This paper studies the service quality gap for the different attributes and the zone of tolerance of the customers
within which they are satisfied.The result shows that the attributes which influenced the customers service quality
perception of the service most were reliable service within the said time, feedback for complaints without delay,visually
appealing instruments, materials and infrastructure, smartly dressed staff and efficient and knowledgeable employees who
instill confidence regarding the service. The perceived service is within the zone of tolerance which indicates that the
present service is acceptable to the customers but there is scope for further improvement.The customer’s zone of tolerance
for reliability and responsiveness is found to be narrower than that of the other dimensions.Also, respondents attached
more importance to these two dimensions as they are found to be placed higher up on the scale.The zone of tolerance for
all the dimensions is found to be narrow which can be attributed to the stiff competition in this industry.There may be
limitation in the study regarding the generalization of the results for the population as a whole arrived at through a small
sample at a certain point of time due to the increasing customer awareness,fast changing technology,arrival of substitute
products,etc besides the increasing competition.
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