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"The secret of successful retailing is to give your 

customers what they want. And really, if you think about it 

from your point of view as a customer, you want 

everything: a wide assortment of good-quality 

merchandise; the lowest possible prices; guaranteed 

satisfaction with what you buy; friendly, knowledgeable 

service; convenient hours ; free parking; a pleasant 

shopping experience." 
 

 

                               Sam Walton (1918-1992) 
                                     ��

                                           Wal - Mart    
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For most companies, developing a satisfying customer experience has a direct 

impact on their future revenue streams. They now have to consider creating such 
“experiences”. The purpose of this thesis is to provide a better understanding on how 
to build a positive experience in retail stores. In order to reach this purpose, research 
questions related to website design and customer service were focused on. Via a 
review of literature related to these research questions, a conceptual framework was 
developed and tested. Using a quantitative approach within the hand-woven carpet 
industry was used to collect data. The findings indicate that if companies try to 
concentrate on the quality of service and its relation with their customers satisfaction 
they can successfully build a positive experience in their retail stores for their 
customers. 

 
This paper aims to investigate and determine the nature of the service quality 

construct and its relationship with those of customer satisfaction, customer experience 
and behavioral intentions. Moreover this study purpose to identify which dimension 
that is the best predictor of overall service quality, in terms of generating an outcome 
that identifies dimensions regarding service quality in Iranian retail stores. 
 

This was achieved through performing a theoretical and empirical study. The 
theoretical study provided by identifying relevant theories, determining and defining 
service quality, customer satisfaction, customer experience and behavioral intention 
for retailers in the industry of Iranian handmade carpet. The empirical study 
comprised of 500 questionnaires. Key findings of the study are that service quality is 
represented by four dimensions the hand-woven carpet industry. The best predictor of 
overall service quality is the dimensions referred to as “Tangibility”, “Reliability”, 
“Responsiveness” and “Knowledge of Employee”. Moreover there is strong relation 
between “customer experience” from onside and “service quality, customer 
satisfaction, behavioral intention” from the other side. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Keywords: Service Quality, Customer Satisfaction, Behavioral Intention, 

Customer Experience, Retailing, Hand-woven Carpet, IRAN 
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The background of the selected area is introduced in the first chapter. 

Then, the problem area will be next discussed to provide a deeper understanding 

about the research area for reader. The problem discussions end with a research 

problem and a specific research question. In the end of this chapter the contribution 

of this research is also presented. 
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Nowadays all the companies are realizing the significance of customer–
centered philosophies .One of the key challenges of them is how they manage service 
quality, which holds a great importance to customer satisfaction. Therefore the role of 
service quality in the success of Retailer businesses cannot be denied. It is vital for the 
retailer managers to have a good understanding on what exactly the customers want. 
Expectations are well known to service marketers as most definitions of service 
quality revolve around “meeting or exceeding customer expectations”. Customers’ 
evaluation of the service quality that they receive is conceptualized as being 
influenced by their prior expectations. As a consequence of this the opportunity has 
arisen for service industry managers to “manage” these expectations; to under-
promise and over-deliver. 

  
This section will provide the background of the research area. This section 

contains the general idea of service-quality, role of service-quality behavioral 
intention, customer experience and customer satisfaction and their close relationship 
with each other. Consequently this section contains the general idea of customer 
experience and behavioral intention.  This section also describes importance of 
customer satisfaction in those companies involved in electrical industry, relationship 
between customer satisfaction, customer experience, behavioral intention and service 
quality and measurement of service quality.  

 
The results indicate the following: 
 

1. Customer experience has an important role in retail stores. And the 
quality of service and customer experience strongly  affect on the 
customer satisfaction and the customer intention to repurchase. 
 

2. The instrument and the five dimensions of service quality may need 
considerable restructuring. It may vary in different service categories 
and industries.  
 

3. A few statements which showed considerable reliability problems 
should be restated or substituted by more relevant statements in retail 



 ��

stores. SERVQUAL is an instrument that must be conducted in 
longitudinal. This instrument does not answer in short term. 

 
4. The instrument may not be applicable to the retail sector in Iran 

without further restructuring. Environment and emotion effect Iranian 
buying behavior. 
 

5. Further research is necessary to understand retail store service quality 
in Iran. 
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Araghchi Trading Company established on 1888, ATC has more than 
100 employees that they produce, buy and sell Persian hand-woven carpets 
and rugs. In 2006 ATC was the exemplary exporter of the year and awarded 
by the president Ahmadinejad. ATC now is doing business with international 
markets and is famous in carpet industry, they take part in many exhibitions 
and they are one of the three biggest exporters in Iran now. They started 
business in domestic market in 1980. ATC has 5 big shops in Tehran 
Mashhad and one new opened in Isfahan (2007). 

  
The mother Company, Araghchi Trading Co has a sub company 

named Sherkate Farsh o Gelim (Carpet and Kilim Co) for domestic market.  
Data for this research were collected in Carpet and Kilim Co during Eide 
Norouz (Persian Christmas time), 500 questionnaires run out in 5 shops in 
Tehran and Mashhad, the questionnaires presented by salesman to the buyers 
during the delay of 5 to 10 minutes for making the factor and receipt ready 
and the terms of payment.  

 
We gave 100 questionnaires to the five shops fortunately 414 of them 

were accepted. The salesman had to describe them the importance of this 
survey and how buyers can help ATC to measure and improve their service 
quality by filling the questionnaires and how ATC can satisfy their needs in 
near future. It was really interesting for me as a questioner to see how they 
were ready to accept consequently it was important for them too! At the end 
of filling the questionnaires salesman or questioner had to give them a gift for 
participating the survey. 
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Retailing in the 21st century will no doubt be very different from retailing in 
the 20th century, just as retailing in the 20th century was very different from retailing 
in the 19th century. To understand and explain current retailing phenomena and 
retailing-related phenomena, and accurately predict such phenomena, it is necessary 
to have a coherent and consistent definition of retailing as well as comprehensive 
retailing theories based on this definition. This introduction to the special issue argues 
for such a definition and related comprehensive theories. As Robert Peterson (2002) 
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in retailing in 21 century point out, salespeople are more successful at adaptive selling 
when they correctly identify a customer category and modify sales techniques 
appropriately.  

 
To succeed, retail salespeople do need to accurately identify the needs and 

dispositions of their customers then cater each sales presentation to the individual 
customer. Adaptive selling involves ‘‘reading’’ one’s customer. Both verbal and 
nonverbal, are used to differentiate retail customers. Successful adaptive sellers may 
be very good at customer categorization-resulting in increased sales productivity 
when adaptive selling is implemented (Nowacki, M. M. 2005) Particularly in light of 
the modern-day knowledge that shopping is no longer a leisure activity for many 
consumers (Robert Petersonson, 2002), customers are increasingly seeking convenient 
shopping venues. In fact, data provided by the International Council of Shopping 
Centers indicate that customers spend less time browsing in stores today than they did 
as recently as 2 years ago Nowacki, M. M. (2005). Additionally, customers may 
schedule store visits to coincide with other priorities and obligations in their 
schedules.  
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Service quality is a concept that has aroused considerable interest and debate 
in the research literature because of the difficulties in both defining it and measuring it 
with no overall consensus emerging on either (Victor P. Lau, 2007). 

 
There are a number of different "definitions" as to what is meant by service 

quality. One that is commonly used defines service quality as the extent to which a 
service meets customers’ needs or expectations (Parasuraman et al., 1994; Madeline 
Pullman and Michael Gross, 2003). Service quality can thus be defined as the 
difference between customer expectations of service and perceived service. If 
expectations are greater than performance, then perceived quality is less than 
satisfactory and hence customer dissatisfaction occurs (Parasuraman et al., 1985; F. 
Olorunniwo, 2006). 

 
Always there exists an important question: why should service quality be 

measured? Measurement allows for comparison before and after changes, for the 
location of quality related problems and for the establishment of clear standards for 
service delivery. Edvardsson et al. (1994) state that, in their experience, the starting 
point in developing quality in services is analysis and measurement. The SERVQUAL 
approach, which is studied in this research, is the most common method for 
measuring service quality. 

 
By the 1990s, service organizations were also beginning to understand what 

their manufacturing colleagues had discovered earlier – that quality cannot be 
improved unless it is measured, and the best measure is the customer (Babakus, 
1992). C. Johnson et al, (1997) suggest that as a result of competitors moving ever 
faster, there is a need to listen to customers and respond intently. 

 
One approach is to document and measure customer complaints. Feedback to 

managers and customer contact staff based on complaints will begin to tell a story of 
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how customers perceive the firm’s service quality. Improvements are then 
implemented to avoid similar future problems. They suggest that not all customers 
complain, and this could be down to several reasons. Such as they believe it won’t 
make any difference, individuals feel they are awkward or pushy if they complain, 
and it may be easier to simply switch to another supplier. 
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Customer satisfaction is a critical issue in the success of any business 
system, traditional or online (Ho & Wu 1999). In a turbulent commerce 
environment, in order to sustain the growth and market share, companies 
need to understand how to satisfy customers, since customer satisfaction is 
critical for establishing long-term client relationships (Patterson et al. 1997). 
It is evidenced by the fact that over the last five years, customer satisfaction 
surveys have become common in many financial institutions. Thus, a 
fundamental understanding of factors impacting customer satisfaction is of 
great importance to commerce.  

 
Furthermore, the need for research in customer satisfaction has been 

accentuated by the increasing demand for the long-term profitability of 
dotcom companies and traditional companies (Pather, Erwin & Remenyi, 
2002). 

 
To understand satisfaction, we need to have a clear understanding of 

what is meant by customer satisfaction. Customer satisfaction is defined as a 
result of a cognitive and affective evaluation, where some comparison 
standard is compared to the actually perceived performance. If the perceived 
performance is less than expected, customers will be dissatisfied. On the 
other hand, if the perceived performance exceeds expectations, customer will 
be satisfied (Kong 2006). 

 
Relationship between Satisfaction and Service Quality Service quality 

is the key to measure user satisfaction. Few scholarly studies, to date, have 
been undertaken to identify quality dimensions and detailed aspects of 
services and their relationships with customer satisfaction (Zeithaml et. al., 
2002). One of the more widely used instruments for assessing customer 
satisfaction is SERVQUAL developed by Zeithaml et. al., (1988). 
Researchers have paid much attention to the close relationship between 
service quality and customer satisfaction (Parasuraman et. al., 1985; 
Parasuraman et. al., 1988).  SERVQUAL is widely recognized and used, and 
it is regarded as applicable to a number of industries, including the electrical 
industry. 

 
Achieving quality service in the eyes of the customer requires proactive 

organizational commitment. According to Berry et al. (1994) service plays a key role 
in providing value, and drives a company’s success. For the customer, this represents 
the benefits received against the burdens – like high price, an inconvenient location, 
unfriendly employees, or an unattractive service facility. Quality service helps to 
maximize the benefits and minimize such errors. Understanding customer 
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expectations and measuring the organization’s performance with regard to them are a 
central component of building service quality. 
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Experiential Marketing offered a new marketing paradigm that argues for a 
customer-focused instead of a product- or brand-focused approach and shows how 
managers can create a variety of experiences (Sense, Feel, Think, Act, and Relate) for 
their customers. Customer Experience Management is the next step providing a 
powerful framework for managing the customer experience step-by-step in a strategic 
and creative way, between and within companies and customers in every touch-point. 

  
Experience is now a word in every manager’s vocabulary. Managers 

are beginning to understand the importance of focusing on the customer 
experience even before or after a service; managers must use the power of a 
positive experience to connect with a customer at every touch points such as 
service quality. 
 

The focus of Customer Experience Management is on enhancing 
customer value through managing the customer experience at every touch 
point. For instance Tangibility is a common element between Customer 
Experience and Service Quality. 
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Behavioral intention refers to “instructions that people give to 
themselves to behave in certain way” (Koornneef 2006). In our model, 
behavioral intention refers to customer intention to shop in retail stores, 
specifically from hand-made carpet retailers in Iran. From the perspective of 
customer behavior, it is customer intention to exchange information, share 
confidential information and engage transaction both offline and online 
(Victor Lau, 2007).  

 
Word of mouth (WOM) and Loyalty are two positive results of 

intention to repurchase. Even though it is notionally implied that intentions 
lead to actions (Gronroos 2002) it is beyond the scope of this research to 
measure actual transaction behavior in a longitudinal period.  
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In  view  of  the  above-mentioned  areas  of  interest  for  this  study,  
our  research purpose can be formulated as:   

 
Gain  a  better  understanding  of  the concept of Customer 

Experience and the Quality of Service in retail Stores, simultaneously the 
importance  and effect of  Customer  Experience and Customer Satisfaction 
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on Service Quality and  consequently on Behavioral Intention in Iranian retail 
stores, and what factors effect on purchasing in Iran.  

 
Few  such  studies  have  been  done  in  Service Quality in Mass 

Services and Service Typology in the other countries  but fortunately  we 
haven't  found  any  research  of  this  type,  which  has  been  done  in  Iran.  
Our study of Iran is in the case of Carpet Retail Stores and Iranian Buying 
Behaviors, and factors affect customers to buy and not to buy.  

 
This research aims to contribute to the literature by assessing 

Customer Satisfaction and Customer Experience factors which effects on the 
evaluation  of Hand-woven Carpet industry by  customers.  Since  the 
purchases of Persian hand-woven carpet  have  a  crucial  importance  for  its  
quality  and  performance  features,  as  a result,  we  find  it  interesting  to  
investigate  this  issue  that  among  choice  criteria  how the quality of 
service affects  Iranian buyers‘  evaluation  in  this  industry. Some questions 
appear important in this research such as Is there any other factor in service 
quality model beside of service quality, customer satisfaction and behavioral 
intention!? Specifically does Customer Experience affect the retail store 
service quality model!? 

 
  
This Hand-woven Carpet industry  is  a  big  unexplored  one  in  

which  it  seems  that  a  country  stereotyping exist, according  to the experts 
active in it. Also this is one of industries in which most of  products  are  
exported and use by domestic market  and  due  to  our  access  to  
information  in this  industry,  it  has been chosen as  the  research 
population. No researcher has done a research about customer experience 
effect for Carpet industry. 
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The key research question which should be answered is: 
 

2 Is there any other factor in service quality model beside of service 

quality, customer satisfaction and behavioral intention!? Specifically 

does Customer Experience affect this model!? 

 

3 If the answer is positive, where Customer Experience located!? What 

kind of relation Customer Experience has with Customer Satisfaction, 

Service Quality and Behavioral Intention!? 

 

4 Can we improve the Service Quality Model by adding Customer 

Experience!? 

 

5 Does the new suggested model appropriate for Iranian retail Stores, 

specifically for our case study, Iranian hand-woven carpet retail 

stores!?  
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Since the time available for this study has been limited, and the aspects of 

chosen problem area are many, an attempt to narrow down the focus has been made 
The aim of the research is to find the most important service quality dimensions that 
affect customer satisfaction and behavioral intention of the customers in the retailers 
of the Iranian hand-woven carpet industry. In the literature part, we will introduce 
theories related to service quality, customer satisfaction and behavioral intention in 
order to give a clear idea about the specific area to the reader and to explain the 
proper context of the study.  

 
The aim of the investigation was to provide insights for enhancing service 

quality in terms of the Persian hand-woven carpet in retail stores overall delivery and 
provision. The SERVQUAL instrument for the quality of service, introduced by 
Parasuraman et al. (1988), and the Festus model (2006) were tailored for the study. 
The technique has been widely documented as an approach for measuring service 
quality, via comparing customers’ expectations against their perceptions on five 
service attributes. 
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This thesis is divided into six chapters. In the first chapter the background of 
the selected research area is presented followed by a problem area discussion that 
ends with the research problem and the research question. In chapter two theories and 
previews studies related to the topic will be presented. Methodology is fully brought 
in chapter three which would be ended by frame of reference that shows the exact 
road map of the study. Chapter four and five present the data which is gathered 
through the offline survey by 500 questionnaires. And last but certainly not least, 
chapter six is about the conclusions and will be finished by limitations and further 
studies. 
 
 

1. CHAPTER ONE: Introduction 

2. CHAPTER TWO: Literature Review 

3. CHAPTER THREE: Research Method 

4. CHAPTER FOUR: Data Collection 

5. CHAPTER FIVE: Data Analysis 

6. CHAPTER FIVE: Conclusion, Limitation and Future Research 

7. REFERENCES AND APPENDIX 
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This chapter will give an overview of literature and models that are related to 

the research problem presented in the previous chapter. This chapter will introduce 

the concepts of service quality, customer satisfaction, customer experience and 

behavioral intention and their overlap, traditional service quality dimensions and 

retailing in 21
st
 century in order to give a clear idea about the research area. 
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It is important to distinguish between a service and goods. Goods are most 
tangible (an object) while services are more of an act (a deed, performance or an 
effort). There are many definitions of services in the literature may depend on the 
author and focus of the research (Grönroos, 2001). However, one of the most 
important and unique characteristics of services is that services are processes, not 
things, which means that a service firm has no product, only interactive processes.  

 
Grönroos (2001) offer a comprehensive definition of services where service is 

“an activity or series of activities of a more or less intangible nature than normal, but 

not necessarily, take place in the interaction between the customer and service 

employees and/or physical resources or goods and/or systems of the service provider, 

which are provided as solutions to customer problems”. 
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Needs, wants, requirements and expectations are something that everyone has.  
Furthermore it is essential for services and products to fulfill the purpose for which 
they have been acquired and for life to have needs. Everyone has basic physiological 
needs. Food, water, clothing, and shelter are needs that are necessary to sustain life. 
After those needs are fulfilled, safety emerges followed by social needs and finally 
self-actualization or the need to realize ones full potential. Following figure shows the 
hierarchy of needs (Hoyle, 2001): 
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Figure 1, Hierarchy of Needs 

 

 
Individual needs are fulfilled by purchasing, renting or leasing 

products or services and corporate needs are not too dissimilar. An 
organization requires the physiological needs to sustain survival. Profit 
becomes first where the product or service must succeed its intentions, 
regardless if it is being obtained cheaply. Corporate safety concerns the 
safety of employees and the safety and security of assets. Social needs come 
next in terms of environmental issues as well as forming links with other 
organizations and developing contacts. Corporate esteem is represented in an 
organization as award winnings, superior offices, and infrastructures and 
factors that possess power in the market place and government.  

 
Self-actualization is represented in a corporation by an organization’s 

preoccupation with growth. This involves factors such as bigger rather than 
better, taking risks and seeking challenges. An important notice is that it is 
not the specific product or service that is needed but the benefits that 
possession brings. This concept of benefits is the key to achievement of 
quality and of most importance. (Hoffman, 1997) 
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The term “service” has been defined in various ways. Grönroos (2002) defined 
it as follows: 

 

• A service is an activity or a series of activities of a more or less 
intangible nature that normally, but not necessarily, takes place in the 
interaction between the customer and service employees and/or physical 
resources or goods and/or systems of the service provider, which are provided 
as solutions to customer problems. 
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Quinn et al. (1987), in a definition also adopted by Zeithaml and Bitner 
(1996), described services as including: 

 

• . . . all economic activities whose output is not a physical 
product or construction, is generally consumed at the time it is produced, and 
provides added value in forms (such as convenience, amusement, timeliness, 
comfort or health) that are essentially intangible concerns of its first purchaser. 

 
Some of the contemporary definitions of service quality from the literature are 

presented in Table 1-1. 
 
 

 
Table 1, Service Quality Definitions 

 
Source: N. Seth, S. G. Deshmukh, P. Vrat (2006) 
 
 
Furthermore, most service can not be counted, measured, inventoried, 

tested, and verified in advance of sale to ensure quality delivery, Zeithaml 
(1988). Always there exists an important question: why should service quality 
be measured? Measurement allows for comparison before and after changes, 
for the location of quality related problems and for the establishment of clear 
standards for service delivery. Edvardsson et al. (1994) state that, in their 
experiences, the starting point in developing quality in services is analysis and 
measurement.  
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Some of the dimensions of service quality as derived/used by various 

authors for different service applications are presented in Table 1-2 and Table 
1-3. An attempt is made to review these conventional service quality 
dimensions (derived based on empirical evidences of service different service 
encounters) from the supply chain point of view rather than from the 
respective “service encounter”. The efforts are extended to highlight the 
relevance of these dimensions in supply chain context along with their 
measurement aspects. 
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              Table 2, Service Quality Dimensions 
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                 Table 3, Various Dimensions of Service Quality 
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Although many approaches to quality improvement apply equally to goods 

and services, there are conceptual differences between the two. These differences 
have been explored in detail by such authors as Edvardsson et al. (1994), Bergman 
and Klefsjö (2003). Some of the more important differences can be noted as follows: 

 
o Services are not as tangible as goods, and it can therefore be difficult to 

explain, specify, and measure the contents of a service. 
 
o Because services are more abstract than goods, services are perceived 

and evaluated more subjectively. 
 

o The customer often plays an active role in creating a service. 
 

o A service is often consumed at the same time as it is created; it cannot 
therefore be stored or transported. 

 
o The customer does not become the owner of a tangible property after 

delivery of a service. 
 
o Services often consist of a series of consequential activities; this makes 

it difficult (or impossible) for the consumer to test them before the 
purchase. 

 
o Services often consist of a system of sub-services, but the customer 

usually evaluates the whole and not the separate parts. 
 

Source: Anna-Karin Jonsson Kvist and Bengt Klefsjo (2006). 
 
 

A related issue that complicates the quality of services is their 
heterogeneous character. This means that the experience of a particular 
service can differ from time to time (The Experience discussed in Part 2). 
Services are heterogeneous because both the consumer and the service 
provider have a significant influence on the production and delivery process 
(Grönroos, 1990). It is thus especially important that services be properly 
designed from the beginning, because they cannot be stored, exchanged, or 
redone (Edvardsson, 1996). Two types of service quality exist, Grönroos 
(1982): 

 

• Technical quality: This involves what the customer is actually 
receiving from the service. 

 

• Functional quality: This involves the manner in which the 
service is delivered.    
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Customer satisfaction is a critical issue in the success of any business 
system, traditional or online (Ho & Wu 1999). In a turbulent commerce 
environment, in order to sustain the growth and market share, companies 
need to understand how to satisfy customers, since customer satisfaction is 
critical for establishing long-term client relationships (Patterson et al. 1997). 
It is evidenced by the fact that over the last five years, customer satisfaction 
surveys have become common in many financial institutions. Thus, a 
fundamental understanding of factors impacting customer satisfaction is of 
great importance to commerce.  

 
Furthermore, the need for research in customer satisfaction has been 

accentuated by the increasing demand for the long-term profitability of 
dotcom companies and traditional companies (Pather, Erwin & Remenyi, 
2002). 

 
To understand satisfaction, we need to have a clear understanding of 

what is meant by customer satisfaction. Customer satisfaction is defined as a 
result of a cognitive and affective evaluation, where some comparison 
standard is compared to the actually perceived performance. If the perceived 
performance is less than expected, customers will be dissatisfied. On the 
other hand, if the perceived performance exceeds expectations, customer will 
be satisfied (Kong 2006). 

 
Relationship between Satisfaction and Service Quality Service quality 

is the key to measure user satisfaction (Pitt et. al., 1995). Few scholarly 
studies, to date, have been undertaken to identify quality dimensions and 
detailed aspects of services and their relationships with customer satisfaction 
(Zeithaml et. al., 2002; Yang & Fang2004). One of the more widely used 
instruments for assessing customer satisfaction is SERVQUAL developed by 
Zeithaml et. al., (1988). Researchers have paid much attention to the close 
relationship between service quality and customer satisfaction (Bitner et. al., 
1990; Parasuraman et. al., 1985; Parasuraman et. al., 1988).  SERVQUAL is 
widely recognized and used, and it is regarded as applicable to a number of 
industries, including the electrical industry. 

 
Early concepts of satisfaction research have typically defined 

satisfaction as a post choice evaluative judgment concerning a specific 
purchase decision (Churchill and Sauprenant 1992; Oliver 1980).Most 
researchers agree that satisfaction is an attitude or evaluation that is formed 
by the customer comparing their pre-purchase expectations of what they 
would receive from the product to their subjective perceptions of the 
performance they actually did receive (Oliver, 1980). 
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Several authors have defined satisfaction in a different way. 
Following table will present some definition of customer satisfaction that will 
give us clear idea about satisfaction concept. 

 

 
Table 4, Customer Satisfaction Definitions 
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Service quality has been the subject of considerable interest by both 

practitioners and researchers as mentioned before (Parasuraman, Valerie 
Zeithaml and Berry 1985). An important reason for the interest in service 
quality by practitioners results from the belief that this has a beneficial effect 
on bottom-line performance for the firm. However, practitioners often tend to 
use the terms service quality and customer satisfaction inter changeably. 
Among academics the satisfaction construct is recognized as being distinct 
and has developed along fairly independent lines from service quality 
(Oliver, 1980). Most experts agree that customer satisfaction is a short-term, 
transaction specific measure, whereas Service quality is an attitude formed by 
a long-term, overall evaluation of a performance (Hoffman & Bateson 1997).  

  
As a process in time, service quality takes place before, and leads to 

overall customer satisfaction. Service quality has been found to be an 
important input to customer satisfaction (Caruana & Malta 2002). Cronin and 
Taylor (1992) originally hypothesized that satisfaction is an antecedent of 
service quality, their research with a multi industry sample showed, in a 
LISREL analysis, an opposite relationship. Service quality appears to be only 
one of the service factors contributing to customers’ satisfaction judgments 
(Cronin and Taylor, 1992).  

 
A number of academics such as Parasuraman, Zeithaml and Berry 

(1985, 1988, 1994); Grönroos (1984) and others have tried to identify key 
determinants by which a customer assesses service quality and consequently 
results in satisfaction or not. Jayawardhena & Foley (2000) suggested that 
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service quality feature in Internet banking web sites are critical to enhance 
customer satisfaction. In Internet banking unlimited access to variety of 
financial transaction and quality levels of bank products are becoming a key 
driving force in attracting new customers and enhancing customer 
satisfaction (Molss, 2000). Retention is a major challenge particularly in 
internet-based services, as customers can easily switch from one service 
provider to another at low cost (Khalifa and Liu 2003). 

 
Lassar, W., Manolls, C., & Winsor, R.D., (2000) examined the effects of 

service quality on customer satisfaction in private banking by using two well-known 
measures, the SERVQUAL and the technical/ functional quality.  They compared and 
contrasted empirically the SERVQUAL and the technical or functional quality model. 
They tried to compare the various dimensions of the two service quality models and 
their effects on satisfaction. In their study they mentioned customer satisfaction is a 
multidimensional construct, and that these dimensions will be differentially impacted 
by the various components of service quality.  

 
Result of this study suggested that functional quality is not only more 

important that once thought, but also more complexes. In contrast to the other quality 
dimensions, the functional dimension influenced significantly each of the satisfaction 
measure even the technically oriented measure. 

 
In the next part Customer Experience and customer behavioral intention 

discussed.  
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According to Schmitt (2003) management should strive strategically 
to create holistic experiences that posses, at the same time, sense, feel, think, 
act, and relate qualities. We all believe that customer that customer 
satisfaction creates customer loyalty. Satisfaction is an outcome-oriented 
attitude deriving from customers who compare the performance of the 
product with their experience of it. If the product is below customer’s 
expectations, customers will be dissatisfied, if it its above expectations, 
customers will be satisfied. Experience, in contrast, is process oriented. 
Experience provides much more guidance because it forces you to identify 
the details that result in satisfaction. If you pay attention to the experience, 
satisfaction occurs naturally. Providing powerful and compelling customer 
experiences will set you apart from your competitors in a way that focusing 
on simple satisfaction never will  (ibid).  

   
Schmitt (2003) defines Customer Experience Management (CEM) as 

the process of strategically managing a customer’s entire experience with a 
product or a company. Many successful CEM projects employ experiential 
hybrids that produce several experiences. The CEM framework uses 
customer oriented, dynamic concept –the experiential platform –to articulate 
the positioning of a company, brand, or product. CEM must be a seamless 
process that starts with customer insight, continues with a platform that 
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includes customer input, and ends in a customer-experience driven 
implementation. The customer encounters the experience in direct experience 
with the product, in its look and feel, in commercially produced 
communications, and in store design. The author groups the customer 
experience into following categories:   

  
1. Sense experience: Appeals to the five senses; customer value is 

created through sight, sound, touch, taste, and smell  
  

2. Feel experience: Appeals customer’s inner feelings and emotions; 
customer value is created through affective experiences that range 
from mildly positive moods linked to a brand to strong emotions of joy 
and pride  

 
3. Think experience: Appeals to the intellect; it creates value for 

customers by engaging them creatively  
  

4. Act experience: Appeals to behaviors and lifestyles; creating value 
for customers by showing them alternative lifestyles or alternative 
ways of doing business  
  

5. Relate experience: contains social experiences. It creates value for the  
customer by providing a social identity and sense of belonging (ibid).   
  
Schmitt (2003) presents a model on how to build the Experiential Platform; an 

important part of business and marketing strategy is what managers call “positioning” 
–how the company wants customers to perceive the organization, its brand, and its 
products –but almost nobody takes implementing the statement seriously because it 
contains no information about how to accomplish that task. Building an experiential 
platform has several managerial benefits: first, it captures insight about customers 
because it is developed out of their experiential world, second, it provides 
coordination, and third, it is specific and therefore an excellent sketch for 
implementation. The platform (figure 2) forms the basis for the subsequent three 
implementation steps; the brand experience, the customer interface, and innovations 
groups. 

 
  

 
Figure 2, Experiantial Platform 

 



 �


Experiential positioning depicts what the brand stands for. It is equivalent to 
the positioning statement of traditional management and marketing, but it replaces the 
vague positioning statement with an insightful and useful strategy component that is 
full of imagery and relevant to the buyers and users of the brand. The experiential 
positioning should be tangible enough that we immediately know what to do with it. 
At the same time, it should be intriguing so that we can launch innovative 
implementations. At times, a company needs to update the experiential platform, for 
example when implementing their business in different countries.  

 
Experiential value promise (further on referred to as EVP) identifies, in 

experiential terms, the specific value the customer can expect from the brand. It is the 
experiential equivalent to the functional value proposition, which is often trite and 
commonplace because it focuses solely on functional product attributes and benefits. 
Since the EVP states what the customer will get as an experience; the company must 
fulfill this promise or the customer will be disappointed. 

 
Overall implementation theme links the positioning and value promise to 

actual implementation. In other words, it summarizes the style and content of the core 
message that the company will use across all implementations in the brand 
experience, the customer experience, and future innovations (ibid). 

 
The experiential platform has been developed to provide differentiation and 

value to the customer. It is everything that you put in front of the customer. There is 
much more to the experience a product/brand provides than its experiential and 
functional features. The look and feel surrounding the product is another key aspect of 
the experience. Customers do not just get a product features, they get a product with a 
name, logo, and signage and they buy it in a store or on the Internet, where it is 
displayed in a certain way (Schmitt 2003). 

 
Ibrahim (2002) also states that a positive mood can result from customers 

pursuing either type of shopping, and that an entertaining shopping experience in 
influenced by three broad categories: retailer attributes, customer attributes and the 
transport/travel attributes. By performing his study about shopping centre 
experiences, Ibrahim (2002) concludes that three retail factors, two customer factors 
and five transport factors contribute to an entertaining shopping experience (figure 3). 
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Figure 3, Model of  Shopping Experience 

 
Ibrahim (2002) states that customers view malls as a place not only for 

shopping but also for other activities, such as entertainment, socializing with friends 
and browsing with no intention of buying. Travel costs are often considered a 
contributing decision factor; however the author mentions that travel costs comprise 
many other factors, which may be more important than the conventional measures, for 
example: the trip effort, tension, reliability, and trip comfort. The location of the store 
is important as well as the design of the transportation facilities so that they facilitate 
an enjoyable shopping experience (ibid). 
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Customer Satisfaction presents itself as customer-focused but is Not! 
We all believe that customer satisfaction creates customer loyalty; therefore, 
the objective of this approach is to ensure that customers are satisfied after 
they have purchased product or used a service, otherwise interacted with the 
company.  

 
When are customers actually satisfied? According to this model 

satisfaction is an outcome-oriented attitude deriving from customers who 
compare the performance of the product or service with their expectations of 
it. If the product or service performance is below expectations, they will be 
dissatisfied; if it’s above expectations, the customers will be satisfied. 

 
In the customer satisfaction framework, expectations and 

performance are viewed in purely functional, product-driven terms. What 
does the customer expect in terms of product functions? What does he or she 
expect to get out of the product or service? How did the performance of the 
service quality stack up? What is absent in this approach is a consideration of 
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all the experiential dimensions of product or service consumption that matter 
to customers.  

 
These dimensions may include how the product or service makes 

customers feel, what emotional associations they may have with it, and how 
the product or service may help customers relate to other people or groups of 
people. As a result, the customer satisfaction model is far more concerned 
with the functionality of the product than with the experience of the 
customer. The concept of satisfaction is outcome-oriented. Experience, in 
contrast, is process-oriented. Clearly, experience provides much more 
guidance because it forces you to identify the details that result in 
satisfaction. If you go through the process of managing the customer 
experience, satisfaction is likely to be one of the results. But experience is 
what you need to understand and manage. If you pay attention to the 
experience, satisfaction occurs naturally.  

 
As an added bonus, experience, far more than satisfaction alone, will 

differentiate the company in the eyes of its customers. Providing powerful 
customer experience will set companies apart from their competitors in a way 
that focusing on simple satisfaction never will.      
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Behavioral intention refers to “instructions that people give to 

themselves to behave in certain way” (Triandis, 1980). In our model, 
behavioral intention refers to customer intention to shop in retail stores, 
specifically from hand-made carpet retailers in Iran. From the perspective of 
customer behavior, it is customer intention to exchange information, share 
confidential information and engage transaction both offline and online 
(Pavlou, 2001).  

 
Word of mouth (WOM) and Loyalty are two positive results of 

intention to repurchase. Even though it is notionally implied that intentions 
lead to actions (Davis, 1989) it is beyond the scope of this research to 
measure actual transaction behavior in a longitudinal period.  
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Customer profitability measurements can then be used to optimize CEM 
investments in customer acquisition, retention, and expansion, so that the right 
customers are targeted and the ROI on each customer is understood. In turn, where 
customer profitability tracks the financial value that customers offer to a firm, CEM 
can provide strategic guidance for increasing that value and can specify precisely 
which aspect of the customer experience is likely to impact which aspect of customer 
profitability.  
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The diagram below provides a model for how these two frameworks can 
connect.  

 

 
Figure 4, CEM Model 

 

Source: Customer Experience Management Book 

 

Managing the right customer experience across all the brand 
experience, the customer interface and new innovations requires an 
integrated framework. The five-step CEM framework presented in 
“Customer Experience Management” begins with analyzing the experiential 
world of the customer. This can draw on a range of experiential research 
techniques that immerse the marketer in the world of the customer.  

 

Insight from this analysis is then used to develop an experiential 
platform that will allow for integrated experience across all three domains. 
To be effective, the experiential platform must be simple and easy to translate 
into actual customer experiences. (This is not another branding exercise that 
results in words like “excellence” and “innovation.”) Some companies have a 
clear experiential platform of creativity and originality which is understood 
by employees and customers alike.  

 
It is that core experience which is expressed in the branding (“Think 

Different”), in new products, and the focus of the retail stores on helping 
users achieve creative personal computing solutions. Following analysis of 
the experiential world of the customer, a strong experiential platform allows 
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for the successful management of customer experiences across the brand, the 
customer interface, and ongoing innovation.  
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One service quality measurement model that has been extensively 

applied and briefly explained in previous chapter is the SERVQUAL model; 
developed by Parasuraman, Zeithaml and Berry 1988, 1990). SERVQUAL as 
the most often used approach for, measuring service quality has been to 
compare customers' expectations before a service encounter and their 
perceptions of the actual service delivered (Grönroos, 1982; Parasuraman et 
al., 1985).  

 

 
Figure 5, Concepting Model of Service Quality 

 

Source: Parasuraman et al., 1985 
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The original quantitative research (Parasuraman et al., 1988) involved 

customer surveys and focus groups in five different service industries (appliance 
repairs and maintenance, retail banking, telephones, credit cards, and securities 
brokerage). This resulted in the construction of a 22-item survey instrument which 
measures, on a seven-point Likert scale, the general expectations of customers and a 
corresponding 22-item instrument measuring their perceptions of the service quality 
of a particular organization in the service category (Figure 2-5).  

 
Research was also conducted (Parasuraman et al., 1988) into the potential for 

service shortfalls as a result of the behavior of the service provider. This revealed five 
gaps (Gaps 1-5 in Figure 2-5). Further more, Parasuraman et al. (1985) suggested the 
“Service Quality Model” in order to serve as a framework for further research. These 
are: 

 
 

• Gap 1, consumer expectation – management perception gap: 
Management may have inaccurate perceptions of what consumers 
actually expect. It requires the appropriate management processes, 
market analysis tools and attitude.  
 

• Gap 2, service quality specification gap: There may be an inability on 
the part of the management to translate customer expectations into 
service quality specifications. This gap relates to aspects of service 
design.  

 

• Gap 3, service delivery gap: Guidelines for service delivery do not 
guarantee high-quality service delivery or performance. Reasons for 
this include lack of sufficient support for the frontline staff, process 
problems, or frontline/contact staff performance variability.  

 

• Gap 4, external communication gap: Consumer expectations are 
fashioned by the external communications of an organization.   

 

• Gap 5, expected service – perceived service gap: Perceived quality of 
service depends on the size and direction of Gap 5, which in turn 
depends on the nature of the gaps associated with marketing, design 
and delivery of services. 
 
 
Source: Parasuraman, Zeithaml and Berry (1985) 

 
 
Analysis of survey responses allows the assessment of the extent of 

the service quality gaps between expectations and perceptions both overall 
(Gap 5) and in each of the five service quality dimensions shown above. Of 
course, the five service quality dimensions might not be equally important 
and so respondents are invited to indicate, on a scale which sums to 100, the 
relative importance they attach to each.   
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SERVQUAL consists of parallel statements related to expectations 
(E) and perceptions (P) of the five service quality dimensions. Customers 
select a response using a Likert scale – ranging from strongly agree to 
strongly disagree, to indicate their feelings with regard to each statement. 
This construct enables the computation of difference scores for each 
dimension.  

 
Table bellow shows how to compute the service quality. 
 
Perceived - Expectation = Quality 

 

  Result 

Perceived – Experienced = Quality Quality < 0 Service Gap Exist 

Perceived – Experienced = 

Quality 
Quality � 0 Customer Satisfaction 

Table 5, Percieved-Expectation Table 

 
The difference score (P – E = Q), is a measure of the customer’s perception of 

service quality (Q).  
 
1- When Q is a negative number, a service gap exists;  

 
2- When Q is a positive number, customer expectations/satisfactions are 

being exceeded.  
 

 
Each service dimension is represented by a group of questions. Once all the 

individual difference scores have been determined, the average for each dimension is 
calculated to represent the SERVQUAL score for that dimension. The relative 
importance score can then be used to calculate a weighted average score for each 
dimension. 

 
SERVQUAL was designed to be applicable for a broad range of services. 

Parasuraman, Zeithaml and Berry (1988) describe the basic expectations/perceptions 
format of the instrument and its statements for the five dimensions – as a skeleton – 
which can be adjusted to suit the needs of a particular organization. Some researchers, 
such as Babakus (1992), Akbaba, Koornneef (2006), Nowacki, Bradley R. Barnes et. 
al. (2005), have extensively adapted SERVQUAL, by changing words and adding 
new items to fit with their research particularities. The survey responses allow 
investigation of service quality in a number of ways:  

 
o First, the dimensions of service quality can be ranked in order 

of importance from the customers’ viewpoint.  
 
o Second, an assessment is obtained of how customers rate each 

service quality dimension on the basis of their actual experience 
of the service organization. Conclusions can then be drawn 
about the focus of the organization. That is, how well it is 



 ��

performing in those factors regarded as most important by its 
customers.  

 
o Third, disentangling customers’ general expectations from their 

perceptions of a particular organization allows tracking of both 
features over time.  

 
The impact of management action on service quality can therefore be 

monitored and assessed. Further, understanding shifts in customer 
expectations may yield important information influencing the design, 
specification and development of the service under scrutiny along with other, 
perhaps related services of the organization. Finally, identifying and 
quantifying the gaps in meeting customer expectations by service dimension 
will support better prioritization by the organization in developing future 
service improvements. 

 
Again, survey instruments were developed (Parasuraman, Zeithaml and Berry 

1990) which allow the extent of these gaps to be assessed and the possible causes to 
be identified.  

 
In another word which discussed early, the SERVQUAL approach to 

examining service quality has been criticized on three main grounds.  
 
1- First, “disconfirmation” or the comparison of customer perceptions 

and expectations has been questioned (Cronin and Taylor, 1992; 
Babakus1992). Here critics argue that there is little theoretical or 
practical support for making comparisons between customers’ 
perceptions of a service with some ideal service about which they 
might have expectations. Further, there is a dynamic between 
perceptions and expectations of a service which some critics argue, 
the SERVQUAL approach does not accommodate satisfactorily. 
This can also result in a blurring between the concepts of service 
satisfaction and service quality.  
 

2- Second, studies have cast doubt on the number and stability of the 
five SERVQUAL dimensions (Babakus 1992). Here critics 
question the claim of Parasuraman et al. (1988) that the five 
SERVQUAL dimensions are universal and generic.  

 
3- And thirdly, the use of differences in Likert scores (Teas, 1993; 

Buttle, 1996) has the potential to confuse. The main criticism here 
is that the scoring mechanism can result in different assessments of 
expectations and perceptions by different respondents resulting in 
the same overall SERVQUAL score. 

 
 
Although the approach has attracted much criticism it continues to be 

cited (Buttle, 1996; Brysland and Curry, 2001) as a highly valuable, reliable 
and valid method of measuring customer expectations and perceptions. A key 
purpose of my future research study is to investigate the Gap between 
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perceived and expected of the SERVQUAL approach in the context of 
retailers.  
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The SERVQUAL scale is a survey instrument which claims to 
measure the service quality in any type of service organization on five 
dimensions which are tangibles, reliability, assurance, responsiveness and 
empathy (Parasuraman et al., 1988). The SERVQUAL scale was developed 
by Parasuraman et al. in 1985, and refined in 1988, 1991 and 1994 as 
discussed completely before. Realizing the significance of service quality for 
survival and success of service companies and the need for a generic 
instrument which would be used to measure service quality across a broad 
range of service categories, Parasuraman. (1985) began a research program to 
develop such a tool.  

 
The research program began with a series of in-depth interviews 

conducted with executives from nationally recognized service firms in four 
selected service categories. The four service categories selected included 
appliance repair and maintenance, long distance telephone, retail banking, 
and credit cards. In conjunction with the executive interviews, the researchers 
conducted interviews with three customer focus groups for each of the 
selected service categories. 

 
The exploratory study comprised of interviews and focus groups led 

Parasuraman et al. to make a definition of service quality as the discrepancy 
between customers’ expectations and perceptions and to identify 10 general 
dimensions that represent the evaluative criteria customers use to assess 
service quality. The researchers named these dimensions as ‘‘tangibles’’, 
‘‘reliability’’, ‘‘responsiveness’’, ‘‘competence’’, ‘‘courtesy’’, ‘‘credibility’’, 
‘‘security’’, ‘‘convenience’’, ‘‘communication’’ and ‘‘understanding the 
customer’’ (Parasuraman, Zeithaml and Berry 1990). (Table bellow) 

 

Service Dimensions 

 

 
Table 6, Service Quality Dimensions 

Source: Parasuraman et al. (1985) 
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Using the conceptual definition of service quality and the 10 evaluative 
dimensions from the exploratory research as a base, Parasuraman et al. embarked on a 
quantitative research phase to develop an instrument for measuring customers’ 
perceptions of service quality. 

 
The quantitative research phase involved customer surveys in five 

different service sectors: product repair and maintenance, retail banking, 
long-distance telephone, securities brokerage, and credit cards. In their 1988 
work, the researchers describe the development of SERVQUAL instrument 
and the resultant structure of the instrument. After two stages of refinement, 
the initial instrument consisted of 97 items capturing the 10 dimensions 
(Table 2-6) refined and condensed to a purified instrument that consisted of 
22 sets of expectation and perception measuring items and five dimensions.  
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Determination of Service Quality 

 
Table 7,Service Quality Determinations 

Source: Parasuraman et. al. (1985) 

 
The resultant five dimensions and their definitions were:  
 

• Tangibles: Physical facilities, equipment, and appearance of personnel. 
 

• Reliability: Ability to perform the promised service dependably and 
accurately. 
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• Responsiveness: Willingness to help customers and provide prompt service. 
 

• Assurance: Knowledge and courtesy of employees and their ability to inspire 
trust and confidence. 

 

• Empathy: Caring, individualized attention the firm provides its customers. 
 
 

Tangible features, such as the personnel’s or exhibition’s appearance, are 
relatively easy to assess. However, intangible features such as safety and 
understanding clients’ needs, may be very difficult for the professional and the client 
to evaluate. As a result of a further study, Parasuraman et al. (1988) proposed a five-
dimensional scale for measuring service quality. The scale included: tangible features, 
reliability, responsiveness, assurance, and empathy (Table 2-7). It was first tested in 
four sectors: 

 
 
SERVQUAL scale dimension 

 

 
Table 8, SERVQUAL Scale Dimension 

 
 
This instrument consisted of two sections; an expectations section containing 

22 statements to ascertain the general expectations of customers concerning a service, 
and a perceptions section containing a matching set of 22 statements to measure 
customers’ assessments of a specific firm within the service category (Parasuraman, 
Zeithaml and Berry 1990).  

 
Statements in both sections used a seven-point Likert scale ranging from 

‘‘Strongly Agree’’ (7) to ‘‘Strongly Disagree’’ (1), with no verbal labels for the 
intermediate scale points (i.e., 2 through 6) to measure the intended area. In 1991, 
Parasuraman et al. published an article which described the recent amendments made 
to 1988 version of SERVQUAL scale (Parasuraman et al., 1991). In the 1988 
SERVQUAL instrument, nine of the 22 items were negatively worded.  The purpose 
was to keep respondents alert and to encourage them to read statements carefully. 
However, since many researchers have expressed concern over the negatively worded 
statements, Parasuraman et al. changed all these negative statements to a positive 
format. The 1988 version had attempted to capture respondents’ normative 
expectations. 
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Recognizing the fact that the ‘‘should’’ terminology used in the 
expectation section might be contributing to unrealistically high expectation 
scores, Parasuraman et al. changed the wording of all expectation statements. 
For example, one expectation statement in the 1988 version read: ‘‘They 
should keep records accurately’’. The revised wording focused on what 
customers would expect from companies delivering excellent service. The 
sample statement was modified to read: ‘‘Excellency companies will insist 
on error-free records’’.   

 
Detailed wording of many perception statements also modified. Two 

new statements, one each under ‘‘tangibles’’ and ‘‘assurance’’, were 
substituted for two original statements to more fully capture the dimensions. 
The tangible statement referred to the appearance of communication 
materials. The assurance statement referred to the knowledge of employees. 

 
In 1988 version, all service quality dimensions were treated as equally 

important. This may be inappropriate as research has revealed that 
determinants of service quality differ in their importance to individual 
respondents and throughout different service environments. For this reason, 
Parasuraman et al. refined the 1988 version and included an additional 
section to ascertain the relative importance of the five dimensions. In this 
section, respondents are given a total of 100 points to allocate across the five 
dimensions according to how important they consider each to be.  

 
Notwithstanding the considerable refinement and modification that 

have been applied to the original SERVQUAL instrument, many researchers 
have kept expressing concern about the modified scale. Taking into 
consideration the criticisms, in 1994, Parasuraman et al. developed and 
investigated three alternative SERVQUAL formats, as one-column, two-
column, and three-column format SERVQUAL. From their empirical 
research, the authors concluded that the three-column format questionnaire 
was the most useful one. Three-column format incorporated the 
reconceptualization of expectations into its two components and enabled the 
concurrent collection of desired expectations, minimum expectations, and 
performance data.  

 
Adjustments to the instrument also have been made to accommodate 

the elimination of one of the original statements thereby reducing the number 
of statements from 22 to 21 and a reordering of the sequence of some of the 
statements. The seven-point Likert scale of the 1988 SERVQUAL has also 
attracted criticism from many researchers.  SERVQUAL instrument has 
emerged as the most popular standardized questionnaire to measure service 
quality. The review of the relevant literature reveals that the SERVQUAL 
instrument continues to draw attention from both academics and 
practitioners. However, since its creation, the scale has been the object of 
various criticisms raised by a number of studies (e.g., Babakus and Boller, 
1992; Carman, 1990; Cronin and Taylor, 1992, 1994; Teas, 1993).  

 
These theoretical and operational criticisms are listed below (Buttle, 1996):  
 



 ��

 
(1) Theoretical:  

 

• Paradigmatic objections: SERVQUAL is based on a disconfirmation 
paradigm rather than an attitudinal paradigm; and SERVQUAL fails to draw 
on established economic, statistical and psychological theory. 

 

• Gaps model: there is little evidence that customers assess service quality in 
terms of P–E gaps. 

 

• Process orientation: SERVQUAL focuses on the process of service delivery, 
not the outcomes of the service encounter. 

 

• Dimensionality: SERVQUAL’s five dimensions are not universal; the number 
of dimensions comprising service quality is contextualized; items do not 
always load on to the factors which one would expect a priori; and there is a 
high degree of inter correlation between the five RATER (reliability, 
assurance, tangibles, empathy, and responsiveness) dimensions. 

 
 

(2) Operational: 

 

• Expectations: Consumers use standards other than expectations to evaluate 
service quality; and SERVQUAL fails to measure absolute service quality 
expectations. 

 

• Item composition: four or five items cannot capture the variability within each 
service quality dimension. 

 

• Moments of truth (MOT): customer’s assessments of service quality may vary 
from MOT to MOT. 

 

• Polarity: the reversed polarity of items in the scale causes respondent error. 
 

• Scale points: the seven-point Likert scale is flawed. 
 

• Two administrations: two administrations of the instrument cause boredom 
and confusion. 

 

• Variance extracted: the level of variance extracted is a measure of construct 
validity. The higher the variance extracted, the more valid is the measure. 
Generally, the modified scales tended to produce higher levels of variance 
extracted than original SERVQUAL did. 
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The major applications, however, were in the service industry. Table 2-8 
shows the leading research using the SERVQUAL instrument, and the areas of its 
application. 
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Major Application of SERVQUAL 

 
                    Table 9, Major Application of SERVQUAL 

 

Source: Arambewela, R. and. Hall J., (2006) 

 

 

Despite its popularity, SERVQUAL is criticized on its operational 
and measurement problems. These include the use of P-E difference score as 
a measurement of perceived quality as opposed to performance based 
measure (Cronin and Taylor, 1994; Carman, 1990), the type of expectations.  
Desired or adequate, this would provide different satisfaction responses 
(Swan and Trawick, 1981), the link between satisfaction and service quality 
(Cronin and Taylor, 1994; Teas, 1993) and the number and nature of the 
dimensions being inappropriate for some service industries such as product 
services and “pure” services (Llosa et al, 1998). 

 
However, Parasuraman et al, in 1994, responded to these criticisms by 

introducing some adjustments to the scale and its operation. On the issue of a 
performance based measure in preference to the disconfirmation based 
measure, argued that although the practice of measuring only perceptions to 
determine service quality is widespread, such a practice does not necessarily 
support the superiority of a performance based measure. This is because 
measurements that incorporate customer expectations provide richer 
information and have more diagnostic value. Conceding that there is 
confusion with regard to the causal relationship between customer 
satisfaction and service quality, Parasuraman et al (1994), acknowledge that 
recent research evidence support the view that service quality is an 
antecedent of customer satisfaction.  

 



 ��

Further, in regard to this type of comparison standard for measuring service 
quality, it is argued that the issue of comparison norms and their interpretation still 
remains unresolved and is being examined by many researchers.  
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As it mentioned, as the result, the main elements of the SERVQUAL 
instrument are (Parasuraman et al., 1990):  

 
(1) Five core dimensions of service quality that are applicable to all 

service industries/sectors: 
 

• Tangibles; 

• Reliability; 

• Responsiveness; 

• Assurance; 

• Empathy. 

 
(2) Measurement of these dimensions over 22 items. 
 
(3) A total of 22 items focus on two questions: what an excellent 

service should provide (expectations) and what the service 
actually is providing (perceptions). 

 
(4) Scores are recorded on a seven point Likert scale. 
 
(5) Difference between expectations and perceptions scores is 

called a “gap”. 
 

(6) Service quality can be measured by interpreting these gaps. 
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While there has been a consensus that service quality has a distinct 

construct, discrepancies still remain over some issues regarding its 
measurement. The SERVQUAL instrument proposed by Parasuraman et al. 
(1988) posits the computed disconfirmation approach whereby the difference 
(or gap) between a customer’s expectation and the actual performance (both 
measured after the service) is calculated.  

 
This approach has been heavily criticized by several authors for a number of 

weaknesses as mentioned before. The alternative approach, referred to as 
SERVPERF, is that measurement of the customer’s perception of the performance of 
a service provides adequate assessment for service quality (Grönroos, 1984, 1990; 
Cronin and Taylor, 1992; Bebko, 2000). The increasing body of research continues to 
provide preferential support for the “perceptions only” approach (Cronin and Taylor, 
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1992; Zeithaml et al., 1996).  For further reading refer to: (Grönroos, 1984, 1990; 
Cronin and Taylor, 1992, 1994). 

 
Despite the criticisms leveled at the scale, SERVQUAL is still regarded as a 

leading measure of service quality (Lam and Woo, 1997; Mittal and Lassar, 1996; 
Amy Wong and A. Sohal 2006; Anna-Karin Jonsson Kvist and Bengt Klefsjo 2006). 
For this reason, my MSc. research will use the SERVQUAL instrument as a tool of 
analysis. 
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For services, the process is the product. Thus, a reason for classifying 
services is to provide a better understanding of these processes. Schmenner 
(1986) divided the landscape of services into four quadrants framed by labor 
intensity on the y-axis and customer contact/customization on the x-axis. 
Labor intensity is defined as the ratio of labor cost incurred to the value of 
the plant and equipment. Thus, a high labor-intensive service business 
involves relatively little plant and equipment cost, but a considerable labor 
time. On the other hand, the customer contact/customization axis consists of 
a joint measure of customer contact (the degree to which customer interacts 
with the service process) and customization (the degree to which the service 
is customized for the customer). The axes of Schmenner’s classification have 
been criticized for various reasons.  

 
Some authors emphasized that interaction and customization may not 

always act in the same direction; and productivity, not labor intensity 
(capital-labor ratio), may be a better dynamic driver for the service process 
(Collier and Meyer, 1998; Kellogg and Nie, 1995; Tinnila and Vepsalainen, 
1995). Consequently, a more recent work by Schmenner (2004) has replaced 
those axes. Degree of variation in the customization and interaction replaces 
customization axis; and relative throughput time (a measure of productivity) 
replaces labor intensity axis. Relative throughput time appears to be a better 
driver for the y-axis, because the important factor is not labor (or capital) 
intensity, but how quickly a service encounter can be rendered relative to 
others in the industry. In the same vein, from the operation’s standpoint, the 
degree of interaction with and customization for the customer translates into 
variation in the provision of a service (Schmenner, 2004). For detailed 
justification of this issue, the reader is referred to Schmenner (2004). In any 
case, this system classified services into four quadrants: 

 
(1) Service factory:  low relative throughput time, low degree of variation 
(e.g. airlines, express service trucking, hotels, resorts and recreation). 
 
(2) Service shop: low relative throughput time and high degree of variation 
(e.g. hospitals, traditional restaurants (excluding fast food), auto and other 
repair services). 
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(3) Mass service: high relative throughput time and low degree of variation 
(e.g. retail banking, schools, wholesaling, and traditional long-distance ground 
trucking).  
 
(4) Professional service: high relative throughput time and high degree of 
variation (e.g. law firms, accounting firms, medical clinics).  
 

 
Figure 6, Degree of Interaction & Customization 
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Using this process matrix, Schmenner presented the challenges that the 
managers from the industries in each quadrant could face. The managerial 
implications of Schmenner’s (1986, 2004) classification can be used to predict the 
nature of the SQ construct and provides support for the need to put the SQ construct 
into operation. Schmenner (1986) classified the retail banking industry as a mass 
service. Mass service industries have a low degree of variation in customer 
interaction/ customization. Mass service firms face several challenges including the 
problem of making their services “warm” or responsive (dimension of SQ), 
developing innovative marketing practices to attract and retain customers 
(SAT/customer relationship management), and paying attention to physical 
surroundings (the tangible dimension of the SQ construct). 

 
These firms are also faced with managing a fairly inflexible 

workforce and work procedure hierarchy with the need for standard operating 
procedures that ensures correct and reliable service delivery (knowledge and 
reliability dimensions). Schmenner (1986) also suggested that in a mass 
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service, constant attention is needed in the employee hiring and training 
process to ensure that “wastes” in the service delivery process do not slow 
down the throughput time. “Wastes” can occur if the documentations (e.g. 
receipts, bank transaction records, information on interest rate of mortgage or 
loans) are inaccurate, if the products (e.g. special interest rates on CD, 
savings accounts) are not available on the shelf (i.e. needs to be ordered or 
configured specially), or facility locations (e.g. bank/ATM locations) are not 
convenient or in easily accessible points in certain geographical areas, etc. 
All these issues translate to quality dimensions such as reliability, 
accessibility, and responsiveness.  
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 In order to have a practical utility, a SQ construct should not only be 
operational (non-global), but also context specific. Lapierre’s (1996) study, 
for example, provided an alternative set of operational measures to those 
given by Parasuraman et al. (1988, 1993, 1994). Operationalization of the SQ 
construct attempts to link the conceptual definition of SQ to its empirical 
indicators. The premises are based on Lapierre’s (1996) observations: 

 
2 SQ research is critically dependent on the quality of the operational 

measures; 
 

3 Given the nature of service, the search for universal conceptualization 
of SQ may be futile; and 

 
4 The construct measurements are as important as the examination of 

substantive relationships. 
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In the present paper, we propose that the context specificity is not 
necessarily the industry, but rather it is the typology of service. Several 
concerns have been raised regarding the possibility that the typology of 
service (context specificity) may explain some discrepancies in the results of 
past research regarding the nature and dimensions of the SQ construct. First, 
would the dimensions of the performance-only construct (SERVPERF) 
replicate the SERVQUAL’s five dimensions? Second, which dimensions of 
SQ will be dominant in each service context (e.g. in mass service), given that 
the measurement items have been operationalized (Lapierre, 1996)? For 
example, as explained above, the managerial implications presented in 
Schmenner’s (1986, 2004) service classification scheme suggest and predict 
the dimensions that will likely be dominant in the mass service context are: 

 
1. “Tangibility” (includes the physical facilities, equipment, and appearance 

of personnel). 
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2. “Responsiveness” (the willingness or readiness of employees or 
professionals to provide service targeted to customers’ specific needs). 
 

3. “Knowledge” (the knowledge and competence of service providers, 
possession of necessary skills, etc.). 
 

4. “Accessibility or Availability” (the service provider’s ability – through its 
location, operating hours, employees and operational systems – to design 
and deliver the service capable of adjusting to the demands and wishes of 
customers in a flexible way). 
 

5. “Reliability” (the degree to which customers can rely on the service 
provider to keep promises and perform with the best interests of the 
customers). 

 
Notably, what is not expected to be a dominant dimension is “Recovery” (the 

degree to which service providers actively take corrective actions when something 
goes wrong or something unexpected happens in the service delivery process). As 
pointed out by Miller et al. (2000), drivers to service recovery include those in the 
pre-recovery phase: customer loyalty, service guarantee, severity of failure, and 
customer loyalty. The second phase (speed of recovery, frontline discretion, 
apology/empathy shown, and tangible – product return/fair fix) addresses the training 
and discretion available to the frontline employees to respond to a service failure.  

 
The final phase, the follow-up of the service recovery, is to encourage the 

customer to return. Notably, “owing to the contingent nature of service failures, 
appropriate reactions by service personnel at such moments are critical to secure 
favourable customer perceptions” (La and Kandampully, 2004, p. 392). As such, 
those service recovery drivers may not be systematically effective in retail banking 
possibly because the measurement items in other SQ dimensions (such as 
“Responsiveness” and “Reliability”) may have captured the concept of service 
recovery. 
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He evaluate the Interrelationships among Service Quality (SQ), 
Customer Satisfaction (SAT), and Behavioral Intention (BI) in different 
service types in the year 2006. Although there seems to be no consensus in 
the literature on the causal ordering of SQ and satisfaction (SAT - SQ or SQ - 
SAT), a preponderance of evidence in research literature tends to support the 
SQ!SAT model (see Cronin et al. (2000, pp. 195-6) for a comprehensive 
discussion). Whatever may be the causal ordering of these two constructs 
(SQ and SAT), many authors conclude that both SQ and satisfaction may 
have direct links to BI – i.e. SQ - BI and SAT - BI (Cronin and Taylor, 1992; 
Cronin et al., 2000; Dabholkar et al., 2000).  
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Opinions are, however, mixed as to whether SQ has a direct 
relationship with BI in all service contexts. Using the overall sample from six 
industries (spectator sports, participative sports, entertainment, healthcare, 
long-distance ground carrier, and fast food), Cronin et al. (2000) concluded 
that there is a significant direct link between SQ and BI. However, when the 
data for the industries were tested separately, the same authors found that 
“service quality had a direct effect on consumer BI in four of the six 
industries with exceptions being the health care and long-distance carrier 
industries” (Cronin et al., 2000) (Note that in his latest work, Schmenner 
(2004) posits that long distance ground trucking industry is a mass service.) 
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For dominant dimensions of SQ include tangibility, responsiveness, reliability, 

knowledge, and accessibility, he conducted an EFA on both data sets. his findings 
indicate that recovery does not emerge as a significant factor in both data sets (see 
Table I). In addition, their measurement model’s results showed that tangibility, 
responsiveness, reliability, knowledge, and accessibility are significant dimensions of 
the second-order factor of SQ (see Figure 1).  

 
He examined the hypothesized casual model. It is noteworthy that the indirect 

effect of SQ on BI (i.e. SQ – SAT - BI) is so significant as to play down the direct 
effect of SQ on BI (i.e. SQ - BI). Interestingly, though the coefficient of SQ -BI is 
insignificant, the directional impact is negative. This is perhaps caused by data co-
linearity and/or model misspecification. In terms of model specification, the 
implication is that it may not be appropriate to specify a direct linkage from SQ to BI 
in the mass service.  

 
This also implies that satisfaction fully mediates the impacts of SQ on BI. 

Consequently, he re-estimated the LISREL model without the direct path from SQ to 
BI. All fit indices related to the reduced model are compatible with the full model. He  
further employed the chi-squared difference test to compare these models and found 
that the difference in chi-squared value between these two models was not statistically 
significant. To the end that keeping the path SQ - BI along with SQ - SAT - BI 
provides no additional explanation of BI beyond which is given when the path SQ-BI 
is absent, the reduced model was adopted as the final model because of its slightly 
smaller AIC measure. In brief, it is thought that the reduced model better described 
the underlying relationship between SQ, SAT, and BI.  
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This chapter will present detailed idea about the research will be 

conducted. This includes the purpose of the research, research approach, 

research strategy, sample selection methods, data collection methods and 

data analysis methods. At the end of this methodology part validity and 

reliability issues will be discussed to follow the quality standards of the 

research. Then frame of reference which brings a thorough road map of 

study is provided next. 
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The research purpose can be divided into different groups. According to Yin 

(1989),  research  can  be  classified  as  being  exploratory,  descriptive  or  
explanatory study.  These  purposes  do  not need  to  be  treated  separately;  it  is  
possible  to  use  more than one research  strategy  for a research  project, depending 
on the purpose. (Saunders et al. 2000)  
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This  kind  of  research  is  carried out  when  there  is  not  much  

knowledge  about the situation.  (Sekaran,  1992)  The  research is designed 
to allow  an investigator to just  look  around“  with  the  respect  to  so me  
phenomenon,  with  the  aim  being  to  develop suggestive  ideas.  
(Reynolds, 1971)  The  purpose  is  to  gather  as  much  information  as 
possible  concerning  a  specific  problem.  Exploratory research is often used 
when a problem is not well known, or the available knowledge is not 
absolute. (Cooper et al., 2003)  According  to  Yin  (1989),  the  research  
should  be  as  flexible  as  possible  and conducted  in  a  way  that  provides  
guidance  for  procedures  to  be  engaged  during  the next  stage.  Saunders,  
et.  al.  (2000)  state there are three ways  of  conducting exploratory  
research:   

 
(1)  Search for literature;   
 
(2)  Talking to experts;  
 
(3) Conducting focus group interviews.  

 
For this research, after literature review we talked to the expert, the 

first result was customer experience could be important for Persian hand-
woven carpet retail stores. Then with focus group we tried to find the details 
for this industry, it will describe in next chapter.  
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Descriptive  research  can  work  as  a  forerunner  to  exploratory  research,  

in order  to  get  a  good picture of  a  phenomenon  (Saunders,  2000);  since  
description is  a matter of  collecting information  through  observation  and  
reporting,  or reading  others work  and  summarizing  it  (Gummesson,  1991).  
Description  does  not  aim  to  find causes  to  a  problem  but  rather  to  describe  a  
phenomenon  within  its  context, and  can be  used  for  describing characteristics  
(Yin, 1994).  It  is  often  used  when  a  problem is well  structured  and  there  is  no  
intention  to  investigate  cause/effect  relations  (Cooper et  al.,  2003).The  purpose  
might  be  to  develop  empirical  generalizations.  Once  such  generalizations  begin  
to  appear,  they  are  worth  explaining,  which  leads  to  theory development 
(Reynolds, 1971).  
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Explanatory  research  presents  data  that  explains  which  causes  

that  are produced  with  what  effects,  e.g.,  the  cause-effect  relationship,  
and  is  hence  suitable for  designing  and  doing  more  complex  case  
studies  since  it  is  easier  to  do  pattern matching of several  sequences  
(Yin, 1994). This kind  of research can facilitate  theory testing  with  a  rich  
and  extensive  data  collection  effort  (Yin,  1993).  The  researcher also  
tries  to  identify  factors that  together  cause  a  cer tain phenomenon  
(Cooper  et  al.,  2003). Furthermore, Saunders et. al. (2000)   recommend  
using this  method for testing correlations,  to  be  able  to  get  a  better  
picture  of  relationships,  however  Yin,  (1994) points  out  that  it  might  be  
hard  to  be  precise  when  measuring  and  describing  these relationships.  
Based on this, the researcher formulates hypotheses that are tested 
empirically (Cooper et al., 2003).  

 
According  to  Reynolds  (1971),  it  is  not  necessary y  to  choose  

one  of  these purposes  over  of  the  others.  Our research is both descriptive 
and  exploratory.  The research purpose and  research question of this thesis 
indicate that this study is initially exploratory,  when  aiming  to  formulate  
and specify  problems,  which  provides  us,  the researchers,  with both a 
course for  the  task  at issue  as well as  an  insight into existing theories 
within the subject. Especially, in the first stage, we  are going to  find the 
most salient  attributes where according to Yin  (1989),  the  research should  
be  conducted  in a  way  that  provides  guidance  for  procedures  to  be  
engaged  during  the  next  stage.  

 
Furthermore it has an exploratory aspect due to that there is no study 

conducted on the same  area  as  this  thesis.  Moreover,  we  have  gathered  
both  secondary  and  primary data. One of the purpose of this thesis is  to 
gain a better understanding of the importance of the buying experience in 
retail stores and buying behavior  in  Iranian hand-woven carpet stores,  so  it  
is  descriptive  due  to  the  fact  that  our purpose  and our  research question  
are  to describe  and  go deeper  into the customer experience  effect.  
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Moreover,  our  research  starts  with  existing  theories  and  from  

there  the thesis tries  to explain  a  phenomenon  when  coming  to  
conclusions.  Moreover,  we  will  go  through others  work  in  order  to  find  
the  most  salient  criteria.  By  answering  the  research question  in  the  end  
we  will  also  start  to  explain  the  phenomenon.  
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The  research  approach  is  usually  either  qualitative  or  

quantitative  (Cooper  et al., 2003).  Which approach  to use  is determined  
by the characteristics of  the gathered information.  The  main  distinction  
between  the  two  procedures  is  that  qualitative research  tend  to  
apprehend words and  use them  as  the  main factor  for analysis,  while 
quantitative research tend to use figures (Cooper et al., 2003)..    

 

*�"�� �	�������.������������

 
Focus  on  acquiring  a  profound  knowledge  and understanding of  

the  studied object  or objects.  It is  quite common that  a  hypothesis is 
produced  in  the  early  stage  of  a  qualitative  research,  not  at  the  very  
beginning  of  it.  

 
The  possibility  of  making  generalizations  in  a  qualitative  study  

is  limited,  since  the number  of  objects  is  limited  and  studied  more  in  
depth.  (Cooper  et  al.,  2003)  In addition,  qualitative  research  is  the  
search  for  knowledge  that  is  supposed  to investigate,  interpret,  and  
understand  the  phenomena  by  the  means  of  an  inside perspective.  
Subjectivity  by  the  resear cher(s)  is  usually  an  issue  when  conducting 
qualitative research.  (Cooper et  al., 2003).  There  are  according to five  
main  methods to  be used  for qualitative research:  observation, 
interviewing,  ethnographic  fieldwork, discourse analysis, and textual 
analysis. (Cooper et al., 2003)  
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A focus group is a form of qualitative research in which a group of 

people are asked about their attitude towards a product, service, concept, 
advertisement, idea, or packaging. Questions are asked in an interactive 
group setting where participants are free to talk with other group members. In 
the world of marketing, focus groups are seen as an important tool for 
acquiring feedback regarding new products, as well as various topics. In 
particular, focus groups allow companies wishing to develop, package, name, 
or test market a new product, to discuss, view, and/or test the new product 
before it is made available to the public. This can provide invaluable 
information about the potential market acceptance of the product.  Moreover 
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Focus groups are a form of qualitative research; a loosely structured means of 
obtaining opinions related to a specific topic. Groups usually consist of eight 
to ten people recruited and brought together based on pre-specified 
qualifications.  
 

Focus groups are typically conducted in-person at a research facility, 
but more recently Tele-focus groups (via telephone conferencing) and 
Internet focus groups have become more popular. Generally two or more 
focus groups are conducted as part of a given study in order to provide 
comparisons between groups for greater detail in the research analysis. Focus 
groups also can be used to generate ideas in a group brainstorming session. 
They are frequently utilized in developing questionnaires. By getting 
feedback in advance from people representative of those you hope to target 
with a survey, you can better word your questions and design clearer 
explanations of your concepts.  

 
A professional moderator runs a focus group. The moderator's job is 

directing the conversation and ensuring that all respondents voice their 
opinion. According to the concept of focus group, first a group of 10 expert 
who were General Manager ,CEO and Marketing Manager of ATC, the 
general Manager of Carpet & Kilim Co and it's 5 shops managers plus one of 
the Marketing professors started the session. It was totally about customer 
experience. The moderator spoke about the thesis and the importance of 
service quality, customer satisfaction and behavioral intention. It took about 
2 hours. The second session was about the structure of the questionnaire and 
the related questions of customer experience and the best fitted relation of CE 
and 3 others. 

 
Furthermore in the concept of Focus Group, consider the bias 

involved with moderating your own focus groups. How will you react in a 
focus group situation if the participants don’t like the concepts? Will you 
probe for more details on their concerns or will you either  

 
(a) Try to sell them on the concepts,  

(b) Defend the concepts or  

(c) Quickly try to steer them on to the next topic?  

 
Using an outside vendor will provide the necessary element of 

objectivity into your study. Certainly, your views will be addressed in the 
groups, but the moderator is not as emotionally attached to your 
advertisements, products, etc., as someone internally is likely to be! As it 
mentioned above, the 2 focus group were handled by 10 experts in the field 
of Persian hand-woven carpet industry, both in domestic and international 
markets.   

 

Some definitions of focus group are as follow: (consumer behavior 
definition) A method of gathering qualitative data on the preferences and 
beliefs of consumers through group interaction and discussion usually 
focused on a specific topic or product. Also, it is a group of respondents 
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brought together for this purpose 2. (Marketing research definition) A 
personal interview conducted among a small number of individuals 
simultaneously; the interview relies more on group discussion than on a 
series of directed questions to generate data. It is also called group in-depth 
interview. 

 
For this research we used: Respondent moderator focus group - one or 

more of the respondents are asked to act as the moderator temporarily  
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Quantitative research is characterized by a formalized and 
unstructured method (Ibid.).  The  research  tries  to  explain  phenomena  
with  numbers  to  obtain  results, thereby  basing  the  conclusions  on  data  
that  can  be  quantified  .  There  is  a  relatively high  degree  of control  
from  the researcher, who  in  turn  is objective  in  the  study.  The researcher  
defines  what  conditions  are  of  interest  to  the  study  based  on  the  
research questions.  Objectivity  is necessary  in  order  to  conduct 
formalized  analyses and make comparisons  and  generalizations.  Finally,  
generalizations  can  be  made  since  many  objects are studied, although 
relatively little information is collected  from each object.  (Cooper et al., 
2003)  

 

This research thesis  will  be  done  in  two  stages.  The qualitative  
approach  was found to be most suitable  for  the  first  stage  of this thesis, 
we had focus group to determine factors influencing on customer experience 
in carpet retail stores and as  the  purpose is  to  gain  an understanding of  the  
most  important  questions that can be ask for customer experience. But  in 
the  second  stage  since  we are  going  to  find  the  importance of  customer 
experience and its situation in Festus Model (2006)  we ran questionnaires as 
quantitative approach.  
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A research  strategy  is  a  plan  that  will clarify to the  reader how  we  have  

gone about to  answer our  research questions.  Furthermore, there  are  five  primary 
strategies in  the  field of  social sciences: experiment, survey,  archival analysis, 
history,  and  case study  (Yin,  1989).  Yin(1994)  states  that  each  of  these  
strategies  has  advantages  and disadvantages  depending  on three conditions:  

 
(A) The type of research question;   

(B) The control an investigator has over actual behavior events; 

(C) The focus on contemporary versus historical phenomena.   

 
Furthermore, each of them could be used for  all different research  purposes: 

exploratory as  well  as  descriptive  and  explanatory (Yin,  1994).  To  get  the  most  
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out  of  a  chosen  strategy,  the  researcher  first  needs  to know  the  differences  
between  them  (Ibid.).  To  easier  see  the  connections  and differences  between  the  
five  research  strategies  and  the  conditions,  they  are summarized in table 8.  

 
As was mentioned, this research thesis will be done in two stages; the 

purpose of  the  first  stage  is  to  gain  an  understanding  of  in retail stores  
buying  behavior.  Hence,  the  aim  is  to  provide  us,  the  researchers,  with  
a  deeper understanding  of  the  participants‘  behaviors,  and  the  general  
criteria  important  for them  in  choosing  suppliers.  Although  it  has  been  
stated  that  this  stage  will  have  a qualitative approach, focus group, is 
chosen for  the first stage. In the second stage the research question is based 
on what questions, so the choice  stands between conducting  a survey,  since  
we are going to find the  importance  of  customer experience  compared  to  
other  criteria  and  we  need  conclusions  to  be based  on  quantified  data.  
Therefore, the  strategy  chosen  for  this  study  is  the  survey.  It  does  not  
require  that  there  be  a  visual  or  other objective  perception  of  the  
information  sought  by  the  researcher.  We  seldom  learn much about 
opinions and  attitudes  except  by surveying.  This is also  true  of intentions 
and  expectations. This is exactly what we are  going to find in  our research. 

 

 
Table 10,  Different Research Strategies 
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After  having  chosen  a  research  strategy,  the  researcher  needs  to  decide  

what method  to  use  for  collecting  data.  (Yin,  1994)  According  to  Saunders  et.  
al.  (2000) there  are  two  types  of  data,  secondary  and  primary  data.  Data  that  
has  already  been collected  by  other  researchers  for  another  purpose  is  called  
secondary  data.   

 
Primary data is  data that a researcher  collects  on his/her own for a specific  

purpose (Cooper  et al.,  2003).  In  our  study  we  have  chosen  to  collect  material  
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from  both  primary  and secondary  data.  Research  designs  can  be  classified  by  
the  approach  used  to  gather primary data.   

 

Once  the  researcher  has  determined  that  surveying  is  the  appropriate  
data collection  approach,  he/she  can  conduct  a  survey  by  personal  interview,  
telephone, mail,  computer,  or  a  combination  of  these.  In  our  study,  the  choice  
stands  between personal interview and  self-administered  questionnaire. Generally, 
personal  interview is  useful  when  the  problem  of  question  clarity  exists  or  
researcher  wants  to  probe deeply  into  topics  or  obtain  large  amounts  of  
information.  So  we  chose  the  personal interviewing  for  the  first  stage  and  self-
administered  questionnaire  for  the  second stage due  to some reasons. First  in the 
first  stage  we want  to obtain  information  about a  large no. of  attributes.  

 
But  in the second stage our aim  is not  to  go deeply into topic so  by  

choosing  self-  administered  questionnaire  we  can  contact  with  otherwise 
inaccessible  respondents,  and  expand  geographic  coverage.  Moreover,  self-
administered  questionnaire  perceived  as  more  anonymous  and  allows  
respondents time  to  think  about  questions.  There  are  different  kinds  of  self-
administered  surveys such  as mail  surveys,  computer-delivered  surveys,  and  
intercept  studies.  In  our study data  collection  took  place  via  mail  surveys  in  
which  traditional  paper  questionnaire were delivered by fax and courier service. 
(Malhotra, 2003)  
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The survey strategy is popular and common strategy in business research that 
is usually associated with the deductive approach. Survey allows the collection of 
large amount of data from a sizeable population in a highly economical way. 

 
Questionnaire, structured observation and structures interviews are often falls 

into this strategy (Thornhill et. al., 2003). In this study a survey has been done. 
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A pilot test is conducted to detect weaknesses in design and 

instrumentation and to provide proxy data for selection of a probability 
sample. It should, therefore, draw subjects from the target population and 
simulate the procedures and protocols that have been designated for data 
collection (Cooper and Schindler, 2003).  

 
A pilot test was undertaken to assess the reliability of the attributes, 

and to ensure that the wordings of the questionnaire were clear. 40 
questionnaires were completed by the guests in accompaniment of 
researcher. Some problems were identified with the wordings and 
implications of some questions, so some minor revisions were made to avoid 
confusion. Reliability analysis was also applied to test the internal 
consistency of each of the expectation and perception attributes. The results 
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showed that the Cronbach a coefficients for all the expectations and 
perception attributes, 0.942 were quite high, and they were internally 
consistent and reliable. 
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The basic idea of sampling is that by selecting some of the elements 
in a population, researcher may draw conclusions about the entire population. 
There are several compelling reasons for sampling, including: lower cost, 
greater accuracy of result, greater speed of data collection and availability of 
population selection (Cooper & Schindler 2003). 
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Selection of the sampling method to use in a study depends on a 
number of related theoretical and practical issues. These include considering 
the nature of the study, the objectives of the study and the time and budget 
available. Traditional sampling method can be divided into two categories: 
probability and non- probability sampling (Samuel et. al., 2003). 

 
Probability sampling is most commonly associated with survey-based 

research where researcher needs to make inferences from the sample about a 
population to answer the research questions or to meet research objectives 
(Saunders et. al., 2003). 

 
In probability sampling, sampling elements are selected randomly and 

the probability of being selected is determined ahead of time by the 
researcher. If done properly, probability sampling ensures that the sample is 
representative (Hair et. al., 2003) 

 
Non-probability sampling provides a range of alternative techniques 

based on researcher subjective judgment (Saunders et. al., 2003). In non-
probability sampling the selection of elements for the sample is not 
necessarily made with the aim of being statistically representative of the 
population. Rather the researcher uses the subjective methods such as 
personal experience, convenience, expert judgment and so on to select the 
elements in the sample. As a result the probability of any element of the 
population being chosen is not known (Samuel et. al. 2003). 

 
According to Samuel et. al., 2003 most non-probability sampling 

methods are:  
 
a. Convenience sampling 

 

Convenience sampling involves select sample members who can 
provide required information and who are more available to participate in the 
study. Convenience samples enable the researcher to complete a large 



 �	

number of interviews cost effectively and quickly but they suffer from 
selection bias because of difference of target population (Hair et. al., 2003). 

 
b. Judgment sampling 

 

Researcher’s judgment is used to select sample element and it 
involves for a specific purpose. Group of people who have knowledge about 
particular problem they can be selected as sample element. Sometimes it 
referred as a purposive sample because it involves a specific purpose. 
Judgment sampling is more convenience and low cost involvement. (Hair et. 
al., 2003) 

 

c. Quota sampling 

 
Objective of quota sampling is to have proportional representation of 

the strata of the target population for the total sample and the certain 
characteristics describe the dimensions of the population (Cooper & 
Schindler 2003). In quota sampling the researcher defines the strata of the 
target population, determines the total size and set a quota for the sample 
elements from each stratum. The findings from the sampling cannot be 
generalized because of the choice of elements is not done using a probability 
sampling methods (Samouel et. al. 2003). 

 
Purpose of this research is to classify the service quality dimensions 

in offline shopping from the Iranian shoppers. For the study sample has been 
selected from the Persian hand-woven buyers in retail stores in Iran; because 
this group has more experience of carpet shopping than the rest of people in 
Iran. Sample was selected by using judgment because some criteria were 
followed during the sample selection: 

 

• Sample should be more familiar with using Persian hand-woven 
carpet; 

• Sample should have experience of purchasing carpet; 
 
The questionnaire was divided into three parts in order to let 

responders more time to concentrate on each question. 
 

1. Demographics. 

2. 36 Questions (5 point Likert scale). 

3. Service Quality question. 

 
There are two major approaches to gathering information about a 

situation, person, problem or phenomenon. Sometimes, information required 
is already available and only need to be extracted. However there are times 
when the information must be collected. Based upon these broad approaches 
to information gathering data are categorized as:  

 
Secondary data and Primary data. Secondary data are collected from 

secondary sources such as govt. publications, personal records, census 
(Ranjit Kumar 1996) and primary data are collected through:  
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Observation, interviews and/or questionnaires (Hair et. al., 2003). 

According to Creswell (2003) data collection procedure in qualitative 
research involve four basic types: 

 
Observations, Interviews, documents and audio-visual materials.  

 
In this study quantitative survey is used as data collection method. 

Since the aim of the study is classifying service quality dimensions in offline 
purchasing from the customers’ point of view, the main focus thus is 
customer. A questionnaire was prepared to get idea about the customer’s 
experiences in carpet shopping. A survey is a procedure used to collect 
primary data from individuals. The data sought can range from beliefs, 
opinions, attitudes and lifestyles to general background information on 
individuals such as gender, age, education and terms of payment. Surveys are 
used when the research involves collecting information from a large sample 
of individuals (Samuel et. al., 2003). 

 
The questionnaire was developed based on research question and 

frame of reference. The logical structure of questionnaire followed the order 
of service quality dimension in the frame of reference. For understanding the 
importance and satisfaction of each service quality dimension a 5-scale was 
used  

 
1. Strongly Agree. 
2. Agree. 
3. Neither Agree, Nor Disagree. 
4. Disagree. 
5. Strongly Disagree. 

 
Once came up with the first draft of questionnaire, 40 questionnaires 

were handed out to the buyers of  Carpet & Kilim Co. and they were asked 
whether the questions made sense to them and were they easy to understand. 
After refining questions, the well improved questionnaire was developed.  

 
The survey responses allow investigation of service quality in a 

number of ways. First, the dimensions of service quality can be ranked in 
order of importance from the customers’ point of view. Second, an 
assessment is obtained of how customers rate each service quality dimension 
on the basis of their actual experience of the service organization. 
Conclusions can then be drawn about the focus of the organization. That is, 
how well it is performing in those factors regarded as most important by its 
customers. Third, disentangling customers’ general expectations from their 
perceptions of a particular organization allows tracking of both features over 
time.  

 
The impact of management action on service quality can therefore be 

monitored and assessed. Further, understanding shifts in customer experience 
may yield important information influencing the design, specification and 
development of the service under scrutiny along with other, perhaps related 
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services of the organization. Finally, identifying and quantifying the gaps in 
meeting customer experience by service dimension will support better 
prioritization by the organization in developing future service improvements. 
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After collecting all the data the process of analysis begins. To 
summarize and rearrange the data several interrelated procedure are 
performed during the data analysis stage (Zikmund 2000). For quantitative 
data analysis, statistical tools of Microsoft excel and SPSS are  used for data 
input and analysis. The statistics results were presented by graphical form 
with detail description. 
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In order to reducing the possibility of getting the answer wrong, 
attention need to be paid to two particular on research design: reliability and 
validity ( Saunders et. al., 2003). This is measured using the correlation 
statistic Cronbach -a on a 0 to 1 scale where 1 denotes perfect correlation 
between item scores and zero no correlation between item scores. Values 
greater than 0.7 are regarded as acceptable evidence of dimension reliability 
(George and Mallery, 1995, p. 226). 

 
Validity 

 

Validity is concerned with whether the findings are really about what 
they appear to be about (Saunders et. al., 2003). Validity defined as the extent 
to which data collection method or methods accurately measure what they 
were intended to measure (Saunders et. al., 2003). Cooper & Schindler 
(2003) believe that validity refers to the extent to which a test measures what 
we actually wish to measure. There are two major forms: external and 
internal validity. The external validity of research findings refers to the data’s 
ability to be generalized across persons, settings, and times. Internal validity 
is the ability of a research instrument to measure what is purposed to measure 
(Cooper & Schindler, 2003). 

 
Numbers of different steps were taken to ensure the validity of the 

study: 
 

• Data was collected from the reliable sources, from respondents 
who are more experienced to using carpet shopping; 

 

• Survey question were made based on literature review and 
frame  of reference to ensure the validity of the result; 

 



 ��

• Questionnaire has been pre-tested by the responded before 
starting the survey. Questionnaire was tested by at least ten 
persons (we test 40 persons); 

 

• Data has been collected through two weeks, within this short 
period of time no major event has been changed with the related 
topic. 

 
Reliability 

 
According to Saunders et. al., 2003, reliability refers to the degree to 

which data collection method or methods will yield consistent findings, 
similar observations would be made or conclusions reached by other 
researchers or there is transparency in how sense was made from the raw 
data. Cooper & Schindler (2003) have defined reliability as many things to 
many people, but in most contexts the notion of consistency emerges. A 
measure is reliable to the degree that it supplies consistent results. Reliability 
is a necessary contributor to validity but is not a sufficient condition for 
validity.  

 
Reliability can be assed by the following questions (Easterby-Smith et 

al., 2002: p.53): 
 
(1) Will the measures yield the same results on other occasions? 
(2) Will similar observation be reached by other observers? 
(3) Is there transparency in how sense was made from the raw  data? 
 
SPSS software offers “Reliability Analysis Statistics”: Reliability 

analysis allows you to study the properties of measurement scales and the 
items that make them up. The Reliability Analysis procedure calculates a 
number of commonly used measures of scale reliability and also provides 
information about the relationships between individual items in the scale. 
Interclass correlation coefficients can be used to compute interpreter 
reliability estimates. Statistics: Descriptive for each variable and for the 
scale, summary statistics across items, inter-item correlations and covariance, 
reliability estimates, ANOVA table, infraclass correlation coefficients. The 
following models of reliability are available: 

 

• Alpha (Cronbach). This is a model of internal consistency, 
based on the average inter-item correlation. 
 

• Split-half. This model splits the scale into two parts and 
examines the correlation between the parts. 
 

• Guttman. This model computes Guttman's lower bounds for 
true reliability. 
 

• Parallel. This model assumes that all items have equal variances 
and equal error variances across replications. 
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• Strict parallel. This model makes the assumptions of the parallel 
model and also assumes equal means across items. 

 
Numbers of different steps were taken to ensure the reliability of the 

study: 
 

• Questionnaire was divided into three parts in order that 
responders could concentrate more on each question; 

 

• The theories that have been selected for the study was clearly 
described and research question has been formulated based on 
the previous theory. Data has been collected based on the frame 
of reference that was drawn from the discussed theories. The 
objective is to make sure that if another investigator will follow 
the same procedures and used the same questionnaires objects, 
the same conclusions would be made. 
 

• Alpha Cronbach test has also been taken for the 50 items 
(service quality factors) and as table 4 shows the result was 
0.960 which is more than .8 and confirmed the reliability of the 
questions. 

 
Reliability Statistics 

Reliability Test 

Pilot Test Number 1 – pilot test 2 3 4 

    

Total Number of Respondent 40 85 179 460 

Total Number of Accepted 40 82 133 414 

Total 125 220 500 

    

Date 20/2/2007 2/3/2007 17/3/2007 31/3/2007 

    

Variables Cronbach's Alpha 

  

Tangibility 0.591 0.726 0.703 0.762 

Responsivenes 0.58 0.513 0.768 0.79 

Knowledge 0.77 0.706 0.77 0.822 

Reliability 0.48 0.747 0.764 0.785 

Accesibility  - Availability 0.544 0.631 0.606 0.712 

Satisfaction 0.817 0.866 0.866 0.835 

Behavioral Intention 0.522 0.688 0.753 0.774 

Customer Experience 

(contribution) 0.306 0.808 0.823 0.846 
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Total Alpha Cronbakh 0.78 0.937 0.938 0.942 
Table 11, Reliability Statistics 

 

A pilot test was undertaken to assess the reliability of the attributes, 
and to ensure that the wordings of the questionnaire were clear. 40 
questionnaires were completed by the guests in accompaniment of 
researcher. Some problems were identified with the wordings and 
implications of some questions, so some minor revisions were made to avoid 
confusion. Reliability analysis was also applied to test the internal 
consistency of each of the expectation and perception attributes. The results 
showed that the Cronbach a coefficients for all the expectations and 
perception attributes, 0.942 were quite high, and they were internally 
consistent and reliable. 
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Empirical Data Presentation 

 

This chapter will present data that has been collected through 

quantitative survey. At first we give an overview of the website which 

uploaded the questionnaires that means the sample population and after that 

the data will be presented according to the research questions and the 

variables identified in the frame of reference. 
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As it mentioned in introduction section Araghchi Trading Company 
established on 1875, ATC has more than 100 employees they produce, buy 
and sell Persian hand-woven carpets and rugs. In 2006 ATC was the 
exemplary exporter of the year and awarded by the president Ahmadinejad. 
ATC now is international and famous in carpet industry, they take part in 
many exhibitions and they are one of the three biggest exporter in Iran now. 
They start domestic market in 1980. ATC has 5 big shops in Tehran Mashhad 
and one new opened in Isfahan (2007). 

  
The mother Company, Araghchi Trading Co has a sub company 

named Sherkate Farsh o Gelim (Carpet and Kilim Co) for domestic market.  
Data for this research were collected in Carpet and Kilim Co during Eide 
Norouz (Persian Christmas time), 500 questionnaires run out in 5 shops in 
Tehran and Mashhad, the questionnaires presented by salesman to the buyers 
during the delay of 5 to 10 minutes for making the receipt ready and the 
terms of payment.  

 
We gave 100 questionnaires to the five shops fortunately 414 of them 

were accepted. The salesman had to describe them the importance of this 
survey and how buyers can help us to improve our service quality by filling 
the questionnaires and how ATC can satisfy their needs in near future. It was 
really interesting for me as a questioner to see how they were ready to accept 
consequently it was important for them too! At the end of filling the 
questionnaires salesman or questioner had to give them a gift for 
participating the survey. 

 
The main purpose of this research is to investigate the importance of 

customer experience on service quality and customer satisfaction in Iranian 
retail stores, specifically on carpet shops. 
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The questionnaire has been developed based on the variables that 
were identified in the frame of reference. The purpose of the questionnaire 
survey was to develop empirical evidence on the quality factors of Web sites 
that are important to people who are familiar with the Carpet industry. 

 
The core of the questionnaire consists of the list of aspects of retailer's 

service quality. For every aspect we ask the respondent to indicate the 
importance of that aspect and at the same time we ask for their satisfaction 
with that aspect. The structure of the questions is based on the SERVQUAL 
scale (Zeithaml et al., 1990) which improved by professor Festus (2006).  
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The questionnaire has been discussed with experts in the field of e-

commerce and a pilot study has been conducted amongst a small number of 
students. This lead to an improved questionnaire which has been used for the 
research presented in this paper.  

 
I divided questionnaire into 3 parts in order to have better results. The 

first part has 6 demographic questions and was about the respondents’ 
personal information. The other two questionnaires were about different 
aspects of service quality, customer satisfaction, behavioral intention and 
customer experience. 
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The customers of Carpet and Kilim Co. hand-woven carpet buyers 

had access to the questionnaires (approximately 500) a link and a brief 
introduction about the study were provided on their personal page. And the 
other was about service quality, customer satisfaction, behavioral intention 
and customer experience. The number of responses from survey was rather 
high (approximately 0.828 percent of the number of buyers), however, 
strongly acceptable for this type of survey. 
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Of the 500 questionnaires that were filled, a total of 414 were 

accepted. From the replies, 86 unusable responses. This contributed to a 
82.8% response rate – which was perceived to be sufficient for the 
exploratory nature of the study. As could be expected, over 48.9% of the 
respondents were male and 51.1% of the respondents were female, and the 
vast majority were carpet buyers from 5 shops in Tehran and Mashhad of 
Farsh o Gelim Co. Over 80% of the respondents were over 35 years of age. 
Next  you can see the full profile of respondent according Gender, Marital 
Status, Terms of Payment, age, education and job: 
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Profile of respondents (n=414) 

Variables   Frequency   
Percentage of 

total (%) 

Gender Male 225  54.3 

 Female 189  45.7 

     

Marital Status Single 84  20.3 

 Married 326  78.7 

 Missing 4  1 

     

Terms of Payment Cash 161  38.9 

 Installment 208  50.2 

 Do not buy 45  10.9 

     

Age Under 20 13  3.1 

 21 - 30 98  23.7 

 31 - 40 132  31.9 

 41 - 50 123  29.7 

 51 - 60 39  9.4 

 more than 61 7  1.7 

 Missing 2  0.5 

     

Education Under Diploma 9  2.2 

 Diploma 101  24.4 

 College 66  15.9 

 Bachelor's Degree 169  40.8 

 Master's Degree 37  8.9 

 Doctorate Degree 28  6.8 

 Missing 4  1 

     

Job Housekeeping 83  20 

 Student 43  10.4 

 Employee 134  32.4 

 Self Employee 101  24.4 

 Retired 23  5.6 

 Etc ………… 27  6.5 

  Missing 3   0.7 
Table 12, Profile of Respondents 

 
Bar chart; number of respondents by age. 
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This chapter was allocated to model assessment and research’s 
hypothesis test. 

 
We used statistical techniques & Instruments for detection of 

collected data’s dependability and hypothesis evaluation .we used Statistica 
& Lisrel software for data analysis. 

 
Analysis Activity was performed in three sequential steps as follow: 
   

1- Data Dependability Evaluation: we used Exploratory 
Factor Analysis Technique for Insurance of collected 
data. By using Exploratory Factor Analysis we can 
discover the hidden structure of observations and by 
adapting problem initial model ensure of collected data’s 
dependability. Data details are as follow. 

 
2- Model Structure Acceptance: In this step by using 

Confirmatory Factor Analysis the recommended model 
structure confirmed and considered in lower point 
according collected data. 

 
3- Model’s Hypothesis Test: we investigated the terms 

between hidden variables by using structural equations 
modeling which discovered two previous steps to 
discover the model’s hidden variables. We describe 
every steps analysis’s details as follow. 
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The element analysis first time was introduced by Spearman 19.4, for 

making relation between grades .from Spearman point of view student’s 
grade or operation in different courses correlated with each other and we can 
express this correlation through General Intelligence. 

 
Correlation between number of variables show that all of them from 

different aspect measuring the latent factor. For Example: Mathematic & 
Physics grades correlation measuring the students reason, whereas English & 
Literature grades correlation show their verbal apprehension. 

 
Of course, we can discover the talent structure of variables according 

correlation between several variables and correlation analysis .analysis of this 
correlation called Exploratory Factor Analysis .In element analysis we 
consider each variable, the linear structure from talent variables. Factor 
analysis model relations are as follow: 
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In this relations xi; are the problem variables, F are the talent factors 

(common factors), S are the exclusive factors and λij; are the common factors 
indexes for each i variable. 

 
By analysis of variance between xi we can estimate the number of 

talent factors .for determination of several variable’s talent factors amount we 
use different methods and the most important ones is Principal Component 
Factoring. 

 
In PCF method we making principal component by using Principle 

Component Analysis for each variables and determine the talent factors 
indexes for each variables by transpose of major element Indexes matrix and 
by using talent factors Indexes Criterion Eigen value which introduced by 
Kaiser (1960) the number of talent factors. 

 
The amount of talent factors is equals the number of variables which 

their Eigen value is bigger than one. 
 

Plot of Eigenvalues
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Figure 7, Plot of Eigenvalues 

 
This examination was done for thirty six questionnaires and the 

diagram of variances of Eigen value figured according number of Screen Plot 
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factors. As defined the number of talent factors for thirty six variables will be 
7 Factors. 

 
Talent Factors Indexes show the amount of Issuing of each variable to 

talent factor. Table 1; Show the amounts of Index for 7 talent factor. Deals 
lesser than 0.4 show the weak relation between major variables and talent 
factors, that shown in table bellow. 

 
 

Quest. Variable Factor1 Factor2 Factor3 Factor4 Factor5 Factor6 Factor7 

Q 1 Tang1           0.53155   

Q 2 Tang2           0.76960   

Q 3 Tang3           0.68487   

Q 4 Tang4           0.55873   

Q 5 Resp1         0.6248     

Q 6 Resp2         0.6314     

Q 7 Resp3         0.7663     

Q 8 Resp4         0.7151     

Q 9 Know1     0.6295         

Q 10 Know2     0.7821         

Q 11 Know3     0.6776         

Q 12 Know4     0.6528         

Q 13 Rel1     0.4765         

Q 14 Rel2     0.5489    

Q 15 Rel3 0.7262       

Q 16 Rel4 0.8013       

Q 17 Rel5 0.6577       

Q 18 Ava1 0.5240       

Q 19 Ava2 0.4577       

Q 20 Ava3               

Q 21 Ava4              0.4640 

Q 22 Sat1             0.6881 

Q 23 Sat2             0.6466 

Q 24 Sat3             0.6498 

Q 25 Sat4             0.5461 

Q 26 BI1    0.6041    

Q 27 BI2    0.6885    

Q 28 BI3    0.6753    

Q 29 CE1   0.4648           

Q 30 CE2   0.5004           

Q 31 CE3   0.6053           

Q 32 CE4   0.4739   0.4721       

Q 33 CE5   0.5241           

Q 34 CE6   0.7143           

Q 35 CE7   0.7226           

Q 36 CE8   0.4979           
Table 13, Factor Analysis 

 
 



 ��

 
As presented in above table question twenty was not settled in any 

factors. This show that variable AVA3 is useless in Constitution of talent 
factors, therefore we can omit that from questions archives. 

 
Similarly, question thirty two (variable CE4) has equal role in 4 and 4 

factors. There is not representative of one factor, so we can omit that from 
questions archives. 

 
Settlement of 4 initial questions is representative of collected data 

dependability. These 4 questions measure the talent element of tangibility. 
This question is happened from question 5 to 8, so we know factor 5, as 
responsibility. 

 
Questions 29 to 36, except question 32 which omitted from list, was 

designed for measurement of Customer Experience and also situated in 
Factor 2. 

 
This Problem shows the dependability of gathered data. 5 Questions 

from 9 to 13 forms the factor. We can realize the questions 13 concept by 
more investigation, this question like 4 previous questions measuring the 
staff knowledge. Therefore question 13 was situated mistakenly in variables 
rank and we must change the variable’s title from Reliability to Knowledge. 
We make changes in initial model and question 13 changes to Knowledge 
talent factor. 

 
This problem happened in questions 21 till 25. By Investigation of 

question 21 proved that, AVA4 variable title must changed to satisfaction, 
because measuring the satisfaction. 

 
This mistake was done for wrong notion of respondent from question 

context. Question 14 and 26, 27, 28 situated in general factor 4. Although 
variables 26, 27, 28 was named previously Behavior, but variable 14 can 
situated in this talent variable. Hence variable 14 was changed from 
reliability to behavior.  

 
But about questions 15 to 19 that situated in first factor we have no 

interpretation for its constitution, therefore according sketch it divided to two 
initial factors. 

 
Concerning the above- mentioned analysis we can illustrate the new 

structure of questions. In majority cases data formulated according sketch 
and that show the dependability of data. 
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Figure 8, Relation Between Factors and Questions 

                           
 
 
New Suggested Structure  
 
In second step we evaluate the new suggested structure to ensure from their 

way of communication. 
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Confirmatory Factor Analysis is the Instrument of accepting of variables talent 
structures .we can evaluate and accept the outcomes of EFA with CFA that result in 
sketch modification. Each changes in sketch investigating with CFA method and 
presented in bellow paragraphs. 

 
- CFA results for Tangibility talent element. 

 

As represented in figure 2, questions 1 till 4 are representative of 
Tangibility talent element. Figure 3 Show the suggested model by CFA for 
acceptance. 
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Figure 9, Tangibility 

Show the talent factors indexes with statistical thesis results. 
 

Parameter

Estimate

Standard

Error

T

Statistic

Prob.

Level

 (Tangibility)-1->[Tang1]

 (Tangibility)-2->[Tang2]

 (Tangibility)-3->[Tang3]

 (Tangibility)-4->[Tang4]

 (DELTA1)-->[Tang1]

0.267 0.025 10.610 0.000

0.507 0.044 11.490 0.000

0.457 0.050 9.134 0.000

0.391 0.035 11.085 0.000

 
Table 14, Model Estimation Parameters for Tangibility Factor 

Model Estimation Parameters for Tangibility Factor 
 
 
First column of table 3 show the each variables Index from Tang 1 

to Tang 4 on tangibility talent factor. Second column Show the deviation 
and 2 recent columns show the results of zero ness of Index. In all cases 
the amount of p-value is lesser than 0.05, which show that the parameter 
is not zero and there is no relation between Tangibility and Tang i. 

   
Hypothesis Examination is related to below figure.  
 

       :0H 0=iλ , There is no relation between Tang i and Tangibility 

       :1H The Model is not fitted. 

 
Fitting criterion presented in below paragraphs. Fitting examination 

observe in follow Results. 
 

      :0H The Model is fitted for the data. 

       :1H The Model is not fitted. 

 

This examination p-value is more than 0.6, which show the 0H  

hypothesis is non-refusal. So, we can strongly said that first 4 questions are 
representative of tangibility talent factor . 

 
 
       Method of Estimation: GLS -> ML      Chi-Square Statistic: 0.261817 
       Discrepancy Function: 0.000634         Degrees of Freedom: 1 
    Maximum Residual Cosine: 8.45E-006        Chi-Square p-level: 0.608875 
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         Max. Abs. Gradient: 5.9E-007         Steiger-Lind RMSEA   
             ICSF Criterion: 6.46E-007        --->Point Estimate: 0 
              ICS Criterion: 2.41E-007        -->Lower 90% Bound: 0 
        Boundary Conditions: 0                -->Upper 90% Bound: 0.104 
        RMS Stand. Residual: 0.00451 
Figure A 

 
Approval element analysis for another 7 talent factors- Responsibility, 

Knowledge, Behavior, Satisfaction, Availability, Reliability and Customer Experience 
–done as following and its results submitted and all the analysis show the suggested 
model accepted.  

 
CFA Results for Responsibility Factor: 

 

Talent factor Indexes estimation shown in table 4, with each variables. 0.05> 
p-value for questions 5 to 8 is representative of measuring the responsibility factor. 

 
Model Estimates (data)

Parameter

Estimate

Standard

Error

T

Statistic

Prob.

Level

 (resp)-1->[Resp1]

 (resp)-2->[Resp2]

 (resp)-3->[Resp3]

 (resp)-4->[Resp4]

 (DELTA1)-->[Resp1]

0.214 0.020 10.884 0.000

0.509 0.040 12.593 0.000

0.438 0.026 17.119 0.000

0.330 0.026 12.560 0.000
 

Table 15, CFA result for Responsibility Factor 

 
 Table 4- Model Estimation Parameters for Responsibility Factor 

 
Model fitting results presented as following. P-value is the 0.24 fitting 

examination and show the model acceptance, therefore; questions 5 to 8 measuring 
the talent factor which called Responsibility.  

 
CFA Results for Knowledge Factor:  

 
like what we shown at first step Questions 9 to 13 situated in one group and  

their themes are the talent factor that called Knowledge . 
 
This model structure is like figure. 
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Figure 10, Knowledge 

 
 
CFA results for below structure is according table 5. As observations, whole 5 

variables have negative relation with talent factor. 
 
       Method of Estimation: GLS -> ML      Chi-Square Statistic: 1.34051 
       Discrepancy Function: 0.00325          Degrees of Freedom: 1 
    Maximum Residual Cosine: 7.51E-008        Chi-Square p-level: 0.246944 
         Max. Abs. Gradient: 3.09E-008        Steiger-Lind RMSEA   
             ICSF Criterion: 4E-010           --->Point Estimate: 0.0286 
              ICS Criterion: 2.29E-009        -->Lower 90% Bound: 0 
        Boundary Conditions: 0                -->Upper 90% Bound: 0.138 
                                             RMS Stand. Residual: 0.0104 
Figure B 

 
 

Parameter

Estimate

Standard

Error

T

Statistic

Prob.

Level

 (knowledge)-1->[Know1]

 (knowledge)-2->[know2]

 (knowledge)-3->[Know3]

 (knowledge)-4->[Know4]

 (knowledge)-5->[Know5]

 (DELTA1)-->[Know1]

 (DELTA2)-->[know2]

0.323 0.033 9.851 0.000

0.506 0.042 12.019 0.000

0.507 0.043 11.840 0.000

0.459 0.044 10.465 0.000

0.400 0.040 9.956 0.000

 
Table 16, Model Estimation Parameters for Knowledge Factor 

 
 Model fitting criterions presented as follow. The p-value is fitting 

examination for more than 0.75 and show the model approval. 
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       Method of Estimation: GLS -> ML      Chi-Square Statistic: 0.0953928 
       Discrepancy Function: 0.000231         Degrees of Freedom: 1 
    Maximum Residual Cosine: 5.09E-007        Chi-Square p-level: 0.757430 
         Max. Abs. Gradient: 2.25E-008        Steiger-Lind RMSEA   
             ICSF Criterion: 8.23E-009        --->Point Estimate: 0 
              ICS Criterion: 5.21E-009        -->Lower 90% Bound: 0 
        Boundary Conditions: 0                -->Upper 90% Bound: 0.0888 
                                             RMS Stand. Residual: 0.00219 
Figure C 

 
 
CFA Results For Satisfaction Talent Factor: 

 

The suggested model that should be investigates by CFA Technique shown in 
below figure. 
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Figure 11, CFA results for Satisfaction Factor 

 
Factor analysis results for this structure presented in table 6.The results gained 

from Table’s Last column altogether are representative of the meaningful relation of 
questions 21 to 25 with talent factor . 

 

Parameter

Estimate

Standard

Error

T

Statistic

Prob.

Level

 (Satisfaction)-1->[Sat1]

 (Satisfaction)-2->[Sat2]

 (Satisfaction)-3->[Sat3]

 (Satisfaction)-4->[Sat4]

 (Satisfaction)-5->[Sat5]

0.214 0.025 8.465 0.000

0.426 0.031 13.837 0.000

0.541 0.032 16.973 0.000

0.481 0.032 14.907 0.000

0.453 0.037 12.347 0.000  
Table 17, Model Estimation Parameters for Satisfaction Factor 
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Fitting criterions of suggested models are as following:  
 

       Method of Estimation: GLS -> ML      Chi-Square Statistic: 2.1076 
       Discrepancy Function: 0.0051           Degrees of Freedom: 4 
    Maximum Residual Cosine: 8.06E-005        Chi-Square p-level: 0.715977 
         Max. Abs. Gradient: 1.54E-005        Steiger-Lind RMSEA   
             ICSF Criterion: 4.96E-008        --->Point Estimate: 0 
              ICS Criterion: 3.23E-006        -->Lower 90% Bound: 0 
        Boundary Conditions: 0                -->Upper 90% Bound: 0.0542 
                                             RMS Stand. Residual: 0.0109 
Figure D 

 
Fitting examination p-value of this part from total model is more than 0.71. 

This means that, the suggested model is elegant. 
 
CFA Results for Behavior Talent Factor: 

 
As represented in figure below, questions 14, 26, 27, 28 from questionnaire 

are representative of behavior talent factor. The structure of this Sub-model must be 
investigate and accept with CFA and is as following. 
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Figure 12, CFA Result for Behavior Factor 

 
 
Variables Indexes in above-mentioned model are according table. 
 

Parameter

Estimate

Standard

Error

T

Statistic

Prob.

Level

 (Behavior)-1->[Bi1]

 (Behavior)-2->[Bi2]

 (Behavior)-3->[Bi3]

 (Behavior)-4->[Bi4]

0.550 0.043 12.798 0.000

0.380 0.032 12.047 0.000

0.494 0.038 12.995 0.000

0.579 0.043 13.557 0.000  
Table 18, Model Estimation Parameters for Behavior Factor 

 
Indexes have Non-Zero quantity, which means the relations between talent 

factor variables are meaningful. Fitting examination results presented as below. In 
level 0.5 examination models are elegant. 
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       Method of Estimation: GLS -> ML      Chi-Square Statistic: 3.48707 
       Discrepancy Function: 0.00844          Degrees of Freedom: 1 
    Maximum Residual Cosine: 1.24E-006        Chi-Square p-level: 0.061850 
         Max. Abs. Gradient: 3.48E-007        Steiger-Lind RMSEA   
             ICSF Criterion: 1.51E-009        --->Point Estimate: 0.0774 
              ICS Criterion: 4.83E-008        -->Lower 90% Bound: 0 
        Boundary Conditions: 0                -->Upper 90% Bound: 0.173 
                                             RMS Stand. Residual: 0.0131 
Figure E 

 
CFA Results for Reliability Talent Factor  

 

Questions 15, 16, 17 are from point of questions concept measuring the 
dependability toward store. Although EFA and availability situated in same group but, 
from logical point of view we must isolate them from each other. Hence we want to 
accept their isolation by CFA. 

 
Structural model of this factor shown in follow figure: 
 

 
Figure 13, CFA Results for Reliability Factor 

 
Table 8 shows the results of approval factor for below structure. 

Much quantity is available for distribution. In forth column of table ,little 
amount of  p- value used for making strong relation between talent factor and 
respective variables , but in last column of table used all the p- value for 
making this relation. Model processing results presented with Statistica 
software. 
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Parameter

Estimate

Standard

Error

T

Statistic

Prob.

Level

 (Reliability)-1->[Rel1]

 (Reliability)-2->[Rel2]

 (Reliability)-3->[Rel3]

 (DELTA1)-->[Rel3]

0.433 0.031 13.887 0.000

0.557 0.032 17.481 0.000

0.395 0.034 11.783 0.000
 

Table 19, Model Estimation Parameters for Reliability Factor 

 
As seen in below fitting examination results, the amount of p-value 

required for measuring the process specified. Because degree of freedom 
changed to zero, but we can use another parameters like; ICSF and ICS for 
acceptance of model structure. 

 
The more below parameters close to zero, fitting of model become 

stronger. These parameter’s amount for suggested model is close zero, hence, 
suggested model for gathered data is accepted. 

 
 
       Method of Estimation: GLS -> ML      Chi-Square Statistic: ------ 
       Discrepancy Function: 0                Degrees of Freedom: 0 
    Maximum Residual Cosine: 0                Chi-Square p-level: ------ 
         Max. Abs. Gradient: 0                Steiger-Lind RMSEA   
             ICSF Criterion: 1.11E-016        --->Point Estimate: ------ 
              ICS Criterion: 1.11E-016        -->Lower 90% Bound: ------ 
        Boundary Conditions: 0                -->Upper 90% Bound: ------ 
                                             RMS Stand. Residual: 0 
Figure F 

CFA Results for Availability Talent Factor: 

 

We can state Talent factor of availability by questions 18 and 19. This model’s 
structure is visible in follow figure. 
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Figure 14, CFA Results for Availability Factor 

 
Results of the relationship between 2 questions and talent factor are presented 

in table 9. 
 

 

Parameter

Estimate

Standard

Error

T

Statistic

Prob.

Level

 (Availability)-1->[Ava1]

 (Availability)-2->[Ava2]

 (DELTA1)-->[Ava1]

0.408 0.028 14.430 0.000

0.500 0.036 14.007 0.000
 

Table 20, Model Estimation Parameters for Availability Factor 
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Model processing examination results presented in below table. Processing 

examination degree of freedom again became zero. 
 
We must measure the model fitting with other processing parameters like, 

ICSF and ICS. If this amount is low the model is elegant.  
 

 

 
       Method of Estimation: GLS -> ML      Chi-Square Statistic: ------ 
       Discrepancy Function: 0                Degrees of Freedom: 0 
    Maximum Residual Cosine: 0.976            Chi-Square p-level: ------ 
         Max. Abs. Gradient: 2.05E-016        Steiger-Lind RMSEA   
             ICSF Criterion: -2.22E-016       --->Point Estimate: ------ 
              ICS Criterion: 2.22E-016        -->Lower 90% Bound: ------ 
        Boundary Conditions: 0                -->Upper 90% Bound: ------ 
                                             RMS Stand. Residual: 9.35E-017 
Figure G 

 
CFA results for Customer Experience factor of model structure is as 

following. 
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Figure 15, CFA results for Customer Experience facto 

 
Table 10 represented the relations between variables and talent factor. If p-

value is zero it means that there is a strong relation between variables and talent 
factor. 

 
Following presented the results of model fitting examination .The model with 

0.1 error ness is acceptable .the suggested model accepted because of lowness of ICS 
and ICSF factors.   

 
FIGURE H  

 

       Method of Estimation: GLS -> ML      Chi-Square Statistic: 24.551 

       Discrepancy Function: 0.0594           Degrees of Freedom: 11 

    Maximum Residual Cosine: 5.85E-005        Chi-Square p-level: 0.010600 

         Max. Abs. Gradient: 3.25E-005        Steiger-Lind RMSEA   

             ICSF Criterion: 3E-008           --->Point Estimate: 0.0554 

              ICS Criterion: 7.03E-006        -->Lower 90% Bound: 0.0262 

        Boundary Conditions: 0                -->Upper 90% Bound: 0.0845 

                                             RMS Stand. Residual: 0.0307 

 



 	�

 

In this section the relations between 4 latent factors of Service Quality 
(SQ), Customer Satisfaction (CS), Customer Experience (CE) and Behavioral 
Intention (BI) will be evaluated. 

 
The relation between these factors investigated according two 

structures as shown bellow: 
 

1. Relation between SQ – CS – BI 
2. Relation between SQ – CS – CE – BI 

 
And the reason for splitting up of these two structures in the first step 

is to investigate the suggested model of Professor Festus in our key-article, 
and the validity of collected data; in the next step improving this model 
according a new factor called customer experience and justifying the new 
structure in this research. Next, you can see the suggested model and 
analyzing them. 

    
A. Relation between SQ – CS – BI 
 
As it mentioned before, Professor Festus in his article suggested a new 
model as shown bellow: 
 

For dominant dimensions of SQ include tangibility, responsiveness, 
reliability, knowledge, and accessibility, he conducted an EFA on both data 
sets. his findings indicate that recovery does not emerge as a significant 
factor in both data sets (see Table I). In addition, our measurement model’s 
results showed that tangibility, responsiveness, reliability, knowledge, and 
accessibility are significant dimensions of the second-order factor of SQ (see 
Figure 1). Together, these results lend support to P1.  

 
To examine P2, we examined the hypothesized casual model as 

shown in Figure 1. It is noteworthy that the indirect effect of SQ on BI (i.e. 
SQ!SAT!BI) is so significant as to play down the direct effect of SQ on BI 
(i.e. SQ!BI). Interestingly, though the coefficient of SQ!BI is insignificant ( 
p-value ¼ 0:69), the directional impact is negative. This is perhaps caused by 
data co-linearity and/or model misspecification. In terms of model 
specification, the implication is that it may not be appropriate to specify a 
direct linkage from SQ to BI in the mass service.  

 
This also implies that satisfaction fully mediates the impacts of SQ on 

BI. Consequently, we re-estimated the LISREL model without the direct path 
from SQ to BI (i.e. the reduced model in Figure 1). All fit indices related to 
the reduced model are compatible with the full model. We further employed 
the chi-squared difference test to compare these models and found that the 
difference in chi-squared value between these two models was not 
statistically significant. To the end that keeping the path SQ!BI along with 
SQ - SAT- BI provides no additional explanation of BI beyond which is 
given when the path SQ-BI is absent, the reduced model was adopted as the 
final model because of its slightly smaller AIC measure. In brief, it is thought 



 	�

that the reduced model better described the underlying relationship between 
SQ, SAT, and BI. These results provide support to P2. 

 
 

 
Figure 16,  SQ-CS-BI Model 

 

For justifying this suggested model, we used our collected data according to 
Confirmatory Factor Analysis (CFA). This analyze used with the help of Statistica 
Software. The result is as follow: 
 

 
       Method of Estimation: GLS -> ML      Chi-Square Statistic: 70.29 

       Discrepancy Function: 0.412            Degrees of Freedom: 63 

    Maximum Residual Cosine: 8.18E-005        Chi-Square p-level: 0.7532790� 

         Max. Abs. Gradient: 0.000231         Steiger-Lind RMSEA   

             ICSF Criterion: 1.54E-007        --->Point Estimate: 0.0657 

              ICS Criterion: 3.56E-005        -->Lower 90% Bound: 0.0543 

        Boundary Conditions: 0                -->Upper 90% Bound: 0.0774 

                                             RMS Stand. Residual: 0.0458 

 
The relations also are shown in next table, clearly there is no relation 

between SQ and BI in the confidential level of 99%. And the kind of relation 

is negative. The results are somehow close to professor Festus research. 
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 Parameter Standard T Prob. 

(SQ)-56->(Sat) 0.204 0.022 9.285 0.000 

(SQ)-57->(Bi) -0.934 0.360 -2.592 0.010 

(Sat)-58->(Bi) 0.642 0.086 7.449 0.000 

(SQ)-1->[Tangibil] 0.512 0.042 12.253 0.000 

(SQ)-2->[responsi] 0.438 0.032 13.597 0.000 

(SQ)-3->[Knowledg] 0.832 0.052 15.940 0.000 

(SQ)-4->[Relibili] 0.438 0.038 11.680 0.000 

(SQ)-5->[Availabl] 0.333 0.023 14.367 0.000 

(Sat)-20->[Sat5]     

(Sat)-21->[Sat1] 1.631 0.158 10.302 0.000 

(Sat)-22->[Sat2] 1.877 0.198 9.489 0.000 

(Sat)-23->[Sat3] 1.629 0.187 8.732 0.000 

(Sat)-24->[Sat4] 1.820 0.203 8.956 0.000 

(Bi)-25->[Bi4]     

(Bi)-26->[Bi1] 0.716 0.060 12.024 0.000 

(Bi)-27->[Bi2] 0.709 0.070 10.179 0.000 

(Bi)-28->[Bi3] 0.813 0.079 10.319 0.000 

Table 21, Confirmatory Factor Analysis, Total 

  
 

B- Relation between SQ – CS – CE – BI 
 
The suggested model in our research is as follow: 
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Figure 17, Suggested Model 

 
The executed result of our research is as follow: 
 

   Method of Estimation: GLS -> ML      Chi-Square Statistic: 81.611 

       Discrepancy Function: 1.12             Degrees of Freedom: 72 

    Maximum Residual Cosine: 4.02E-005        Chi-Square p-level: 0.794695 

         Max. Abs. Gradient: 0.000812         Steiger-Lind RMSEA   

             ICSF Criterion: 4.72E-008        --->Point Estimate: 0.0633 

              ICS Criterion: 1.92E-005        -->Lower 90% Bound: 0.0564 

        Boundary Conditions: 0                -->Upper 90% Bound: 0.0702 

                                             RMS Stand. Residual: 0.0539 

 
The P-Value increased in comparison with the last suggested model, it shows 

that the new model improved in its structure. Table shows the relation between 
factors. 
 

 Parameter Standard T Prob. 

(SQ)-93->(Sat) 0.207 0.021 9.779 0.000 

(SQ)-95->(CE) -0.029 0.053 -0.540 0.589 

(Sat)-96->(Bi) 1.847 0.223 8.292 0.000 

(Sat)-97->(CE) -0.641 0.237 -2.703 0.007 

(Bi)-98->(CE) 0.976 0.153 6.371 0.000 

(SQ)-1->[Tangibil] 0.510 0.042 12.242 0.000 

(SQ)-2->[responsi] 0.431 0.032 13.526 0.000 

(SQ)-3->[Knowledg] 0.811 0.052 15.564 0.000 

(SQ)-4->[Relibili] 0.438 0.037 11.722 0.000 

(SQ)-5->[Availabl] 0.342 0.023 14.892 0.000 

(Sat)-20->[Sat5]     

(Sat)-21->[Sat1] 1.678 0.161 10.454 0.000 

(Sat)-22->[Sat2] 1.893 0.176 10.753 0.000 
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(Sat)-23->[Sat3] 1.675 0.166 10.067 0.000 

(Sat)-24->[Sat4] 1.688 0.178 9.505 0.000 

(Bi)-25->[Bi4]     

(Bi)-25->[Bi1] 0.819 0.065 12.625 0.000 

(Bi)-26->[Bi2] 0.957 0.078 12.217 0.000 

(Bi)-27->[Bi3] 0.981 0.089 11.075 0.000 

(CE)-28->[CE1]     

(CE)-29->[CE2] 1.318 0.153 8.624 0.000 

(CE)-30->[CE3] 0.990 0.126 7.855 0.000 

(CE)-31->[CE5] 0.841 0.116 7.275 0.000 

(CE)-32->[Ce6] 1.059 0.120 8.804 0.000 

(CE)-33->[Ce7] 0.883 0.102 8.635 0.000 

(CE)-34->[Ce8] 1.039 0.119 8.726 0.000 

Table 22, Relation Between Factors 

 
Obviously,  SQ doesn’t have any impact on CE and probably there is no relation on 
them. Also CE effects of CS independently.  
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The main purpose of the study is to measure the service quality 
dimensions through Iranian customers’ perspective in Hand-woven carpet 
and rug retail stores and aim to describe how different environments could 
affect preferences of service quality factors. Although customer service is 
only one component in the total customer experience, Customer satisfaction 
depends on the total customer experience, from the moment the customer 
seeks the carpets or try to select and compare carpets to the moment the 
customer leaves the shops with the appropriate information, document or 
leisure experience of buying. The total customer experience will probably be 
different for each customer. 

 
Theoretically this study extends the knowledge body of service 

quality, customer satisfaction and their buying behavior by enriching the 
Iranian’s preferences in retailing sector, and based on existing theories, this 
study tested five key service quality dimensions in retailing context, 
Tangibility, Reliability, Knowledge, Responsiveness and Availability. More 
specifically, concerning research question the majority of the findings for this 
study supported the existing literature. The new findings were discovered 
from quantitative empirical data. Service quality dimensions ranked through 
Iranian’s perspective.  

 

 
Figure 18 , Service Quality Dimensions in Iranian Perspective 

 
Although the knowledge of employees are important in retail sector 

but almost two third of customers question 37 answered and believed 



 		

Reliability of the shops and its service plus responsiveness of employees are 
the most important dimensions of service quality in compare with other 3 
dimensions. Consequently, the final results support the notion that 
experiential factors affect will expectations. Experience was important in 
respondents’ will formation of all the quality dimensions. Experience of the 
service (whether it was time lapsed since last visit or frequency of visits) 
increased customer experience.   

 
Bernd Schmidt (2003) cites experience as important in strengthening 

expectations and suggests that consumers have more confidence in these 
(predicative) expectations. This empirical study confirms this viewpoint. 
Experience increases will expectations and if these represent the confidence 
customers have in their next visit this may explain the increase in perceptions 
when they do visit (as suggested by Parasuraman et al., 1993). It is not 
unrealistic to conclude that experience plays a significant role in will 
expectation formation and that these represent a realistic prediction of service 
quality being strongly influenced by previous service encounters. 
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Figure 19, Final Model for Iranian Carpet Retail Stores 

 
Bernd Schmidt believes that customer experience is the processes but 

customer satisfaction is just one of the results. We asked respondents about 
what should happen to improve the customer experience; they mostly in any 



 	


comment section wrote that buying in without any discount is not enjoyable 
for Iranians! It is an idealistic answer.  

 
Experiential factors do affect expectations, but, if a retail stores tries 

to manage experience by encouraging more visits it may also be benefiting 
quality perceptions of the competition. Because the service delivery process 
in all carpet shops is fairly standardized, the service of one retail stores may 
easily influence the expectations of all others. If, for example, one retailer 
offers good service, raising a customer’s buying experience then that 
customer’s perceptions of that service is increased next time he or she goes 
there definitely. 

 
The management of a carpet shop appears to have two options, first to 

encourage brand-loyalty so that customers keep away from the competition. 
If a respondent is a frequent visitor to one carpet shops, specifically, then 
their will expectations will only be higher for that carpet and Kilim co. shops. 
This frequency of visit factor may be viewed as brand loyalty. These brand-
loyal service users perceive quality higher than their non-brand-loyal 
counterparts. Therefore, encouraging and rewarding this may be beneficial to 
hand-woven carpet shops. 

 
A second option would be to differentiate their service so that will 

expectations are formed specifically for one hand-woven carpet shop. 
Schmidt (2003) believes discretion (once seen as the enemy of quality) may 
be one way to service different expectation segments. Festus (2006) 
identified various demographic characteristics that seemed to influence 
expectation levels. For example, older customers value different quality 
dimensions from younger customers, female customers desire slightly 
different service from their male counterparts. By segmenting the market in 
this way and training service staff to anticipate and deal with these different 
expectations “discretion” may be seen as quality’s “best-friend”! In sum, 
however, the role of expectations in service quality assessments is not 
resolved. This is certainly an area for further research. One avenue may be to 
explore the possibility that shoulds are desired expectations used in 
disconfirmation measures (as suggested by Parasuraman et al., 1988) and that 
wills represent the confidence a person has in the service and therefore act as 
a filter on reality (as suggested by Boulding et al., 1993). A further issue 
associated with the current research is the impact of the first consumption 
experience on expectation. A consumer with no experience of a service can 
form high (or low) expectations, especially via word of mouth 
communication. Such expectations may behave differently from those 
developed via experience. 

 
Given the relatively low values of correlation coefficient identified it 

is clear that experiential factors play only a secondary role in the variation in 
expectation ratings observed. While Debra Grace (2004) discovered the 
importance of demographics on expectations in the USA, there are other 
factors that could influence expectations which have yet to be investigated 
empirically. He note: “Service expectations are formed by many 
uncontrollable factors, from the experience of customers … to a customer’s 
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psychological state at the time of service delivery.” The areas chosen in this 
research were intended to explore the possible effects of experiential factors 
on expectations. This leaves a range of person-specific influences, e.g. 
personality, as an area where further research could profitably be undertaken. 
Also, as Festus's study was carried out within the USA, some of the 
demographic factors incorporated in her research can be replicated so as to 
ground her findings within a European context. 

 
With the development of e-commerce and web technology, some 

areas which are not covered in this study are interesting and need to be 
explored. In addition, the limitation and shortcoming of this study also 
provide implications for future research. Future research could add 
extensions to this study. 

 
This research needs further analysis. While this research yields a 

number of very interesting results, we believe that there are a number of 
things that should be done to confirm our results as well as to expand our 
hypotheses.  

 
Firstly, with the number carpet buyers are increasing, a small group of 

buyers (500 questionnaires) in Tehran and Mashhad is not enough. Hence, 
research with larger samples that pose the same or similar questions would be 
appropriate.  

 
Secondly, various languages, religions, cultures and a host of other 

factors may be important to user's impression of the quality of a retail stores. 
Also, in this competitive market, service quality is one of the key elements 
which bring value added for companies. Retailers are focusing on making 
their shops more appealing in order to increase their stickiness. 

 
Practitioners need to understand the factors that make people to visit a 

carpet shop; spend some time and make them purchase offline. Researchers 
all around the world are talking about "loyal customers": they spread the 
good word-of-mouth (WOM), not to shift to competitor easily, spend more 
money and are cheaper to attract. Practitioners should be aware of all factors 
which are affecting the behavior of their customers. Respecting this critical 
issue for e-business, we believe more studies are needed to fulfill our e-world 
with superior facilities and make life easier and better. 

 

To gain long-term competitive advantage, retailers either need to 
reduce the expectations of their customers, or identify effective ways to offer 
services that meet—or exceed—the expectations of their customers. Retailers 
must learn to ‘‘speak the same language’’ as their customers to effectively 
identify the areas where current service levels need to be improved. The 
personnel-provided service dimensions that were explored in this study are 
perhaps the most difficult of all services for retailers to control. First, retailers 
must realize a clear understanding of the level of customer service that would 
meet—and exceed—consumers’ expectations. Then, high levels of 
communication must occur between store operations managers and sales 



 
�

associates (the sales service providers) to ensure that each sales person is 
actually offering the appropriate level of service expected by the company.  

 
This relationship between store experience and actual service delivery 

should be explored further, as Caruana et al. (2000) indicated that differences 
are likely between customer expectations and employee perceptions of 
customer expectations. Ultimately, retailers cannot afford to disappoint 
customers by reacting negatively to their appearance through dress. The 
standard of customer service identified by retailers must be delivered 
consistently to all customers, regardless of their appearance or the sales 
person’s perceptions of the potential value of the given customer. The 
relevance of exploring social identity theory and influences of appearance 
through dress rests in the practical application for retailers. Awareness of 
human tendencies to classify and categorize customers based on appearance 
through dress and then reacting with various levels of customer service has 
implications for customer satisfaction, customer loyalty, customer behavior, 
customer experience and ultimately retailer success.  

 
Retailers have the potential to exceed customer experience and 

service quality if they address these issues. Although the sales associates 
themselves are an important variable that could not be controlled for 
consistency, the relatively large number of observations made in the study 
provides exploratory data that can be generalized to some extent. Retailers 
are challenged, therefore, to consider the relevance of this phenomenon to 
their businesses, inform their employees—particularly, sales associates—of 
the retailers’ positions regarding the value of consistent customer service, and 
educate those employees with respect to how consistent and appropriate 
customer service can be offered. Managers should implement evaluation and 
reward strategies that encourage good customer service to all customers. 

 
Retailers must be aware that responsive service is particularly 

important to customers and can be a differentiating factor with competitors. 
Sales professionals should exhibit behaviors such as offering prompt 
services, displaying a willingness to help customers, and giving customers 
their full attention. Clear communication to customers regarding store 
policies and services available is important to establishing positive customer 
service relationships. In addition, customer service behaviors that reflect 
assurance and empathy, such as offering courteous and individual attention 
and demonstrating that you have the customers’ best interests at heart will 
enhance customers’ perceptions of service quality. Retailers should evaluate 
their policies in an effort to identify barriers that prevent their associates from 
being responsive, offering assurance, and demonstrating empathy. The 
SERVQUAL instrument may have introduced some limitations to the study. 
While SERVQUAL was deemed appropriate for the exploratory nature of 
this study, applying other instruments to future studies exploring the 
relationship between sales service and customer appearance would yield 
information regarding the validity and reliability of SERVQUAL in this 
application.  
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Retailers need to assess the levels of expectations associated with 
their store types. Ongoing education for store managers and sales associates 
related to the importance of consistent, high-quality service to all customers 
should be emphasized. Orientation programs for new employees should 
include information regarding the stores’ standards of customer service—and 
the store’s standards should enable sales associates to offer good customer 
service. Additionally, store employees should strive to improve their overall 
levels of customer service in Iranian retail stores.  

 
Effective customer service skill development includes adaptive 

selling techniques, and emphasizes that the sales interaction should be 
adaptive based on the developing interaction rather than based on 
preconceived notions about the customer that are based on the customer’s 
appearance. Recognition for demonstrating excellent responsiveness, 
assurance, and empathy service characteristics would provide positive 
reinforcement for sales personnel to develop their skills. Retailers might 
consider including aspects of appearance in the evaluation process when 
using secret shoppers to assess sales person effectiveness  

 
In a retail setting where the products sought are physical same carpet, 

emotions can also be expected to play a significant role in the determination 
of satisfaction with the retailer since the encounter with the retailer will 
include an encounter with the retailer’s procedures. A focus on physical 
products, however, likely means that emotions play a lesser role in 
satisfaction than when the focus is on a service provider. As a result, 
managers must more attention to their customer experience; therefore 
enhancing customer experience will lead to a better customer satisfaction. 

 
Future research should not only expand the discussion on customer 

experience, how to manage this experience and test new services but also 
must consider two important dimension, Price and Quality. Definitely these 
two factors will complete the suggested model it also will provide new 
insights into how retailers can effectively differentiate their stores from 
competitors. In this research the assumption is the price and quality of the 
product are the same, it means that these two factors is constant, as it 
mentioned early, future research must attention to the quality of product and 
price as important factors in research. 
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1. The shop is clean. 
2. Interior design is attractive. 
3. The shop facilities are up-to-date. 
4. The employee's appearances are neat. 
5. Employees are polite and patient. 
6. Employees give us special attention. 
7. My requests are handled promptly. 
8. Waiting times are satisfactory to me. 
9. Employees give me good information according to my needs. 
10. Employees had good knowledge of carpets. 
11. Employee's knowledge speed up my selection. 
12. Employees had enough expert information in carpet industry. 
13. The employees provide error-free transaction records. 
14. I trusted this shop because it has the best price in comparison of the others. 
15. The tellers accurately verify the transaction request. 
16. The contract fixed and made accurately. 
17. Payment facilities are available for my convenience. 
18. Working hours are appropriate for me. 
19. Employees are responsive to my concerns or complaints. 
20. The shop located in an appropriate place for me. 
21. I'm satisfied with the employees behavior. 
22. I'm satisfied with my decision to buy from this shop. 
23. My decision to buy from this shop was a wise decision. 
24. I'm satisfied of my shopping, because what I wanted is equal to what I bought. 
25. Do you agree to say: I think I did the right things to buy from this shop. 
26. I would recommend this shop to the others. 
27. I would continue to buy from this shop. 
28. I'll be loyal to this shop 
29.  Do you agree if we say: it was a pleasurable experience being in this shop. 
30. Do you agree if we say: it was a pleasurable experience being in this shop?  
31. Various kinds of carpets have given me a good experience.  
32. The possibility of returning the carpet after the purchase till one year is 

affective in my purchasing experience.  
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33. Carpet, having a “Plump” gives me a peace of mind. Any discounts or free 
gifts leave me a good feeling and memory.  

34. The mutual refinance between me and company is of great importance.  
35. Having a carpet with its ID (certificate) and also a Hologram is of my interest.  
36. Being in this shop gives me a pleasant feeling. 
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Statistics 

 

 Sex Marriage Buying Age Education Job 

Valid 1334 1323 1334 1334 1327 1331 N 

Missing 0 11 0 0 7 3 

 
 

Sex 

 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Female 682 51.1 51.1 51.1 

Male 652 48.9 48.9 100.0 

Valid 

Total 1334 100.0 100.0  

 

Sex Frequency

Male

Female

 
 

 

Mariage 

 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Single 186 13.9 14.1 14.1 

Marrie
d 

1137 85.2 85.9 100.0 

Valid 

Total 1323 99.2 100.0  

Missing System 11 .8   

Total 1334 100.0   
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Marital Status

Single

Married

Missing

 
 

Buying 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Not buy 139 10.4 10.4 10.4 

 Cash 512 38.4 38.4 48.8 

 Installme
nt 

683 51.2 51.2 100.0 

 Total 1334 100.0 100.0  

 

Terms of Payment

Didn’t Buy

Cash

Installment

 
Age 

 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Under 20 13 1.0 1.0 1.0 

21-30 196 14.7 14.7 15.7 

31-40 396 29.7 29.7 45.4 

41-50 492 36.9 36.9 82.2 

51-60 195 14.6 14.6 96.9 

Above 61 42 3.1 3.1 100.0 

Valid 

Total 1334 100.0 100.0  
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Age Frequency

Under 20

21-30

31-40

41-50

51-60

Above 61

 
 

 

Education 

 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Under 
Diploma 

19 1.4 1.4 1.4 

Diploma 322 24.1 24.3 25.7 

fogh e diplm 208 15.6 15.7 41.4 

BS 545 40.9 41.1 82.4 

MS 135 10.1 10.2 92.6 

PhD 98 7.3 7.4 100.0 

Valid 

Total 1327 99.5 100.0  

Missing System 7 .5   

Total 1334 100.0   
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Job 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid House wife 276 20.7 20.7 20.7 

 Student 76 5.7 5.7 26.4 

 Employee 435 32.6 32.7 59.1 

 azad 342 25.6 25.7 84.8 

 Retired 110 8.2 8.3 93.1 

 etc 92 6.9 6.9 100.0 

 Total 1331 99.8 100.0  

Missing System 3 .2   

Total 1334 100.0   
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