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Abstract

This thesis explores the perceptions of frequent users towards service quality in public sports
centres in Northern England. In light of the increasing competition for members between
highly specialised fitness facilities and multipurpose facilities with a broad range of services,
the main focus of the thesis is placed on the users of fitness services in the sports centres, i.e.
users of fitness suites and fitness classes. In order to address the gap in the previous literature
in terms of measuring service quality in these two separate fitness contexts, the adapted model
by Ko and Pastore (2005) was applied within the quantitative mono-method research design
of this study. To ensure that the instrument is relevant and appropriate for use in the business
operating environment, a pilot study and a series of consultation with practitioners took place,
as a part of the model’s development.

To measure and compare quality perceptions between two groups of frequent users, data was
collected via an online survey from a random sample of customers in fourteen public sports
centres managed by Kirklees Active Leisure (KAL) Trust, based in the North of England. The
purpose of the survey was to capture customers' evaluations of service quality, by inviting
them to score the importance and performance of service quality attributes. The survey
received a total of 680 responses, out of which 522 respondents self-reported being frequent
users of fitness suites, fitness classes, or both. The data was analysed with the Statistical
Package for Social Sciences (SPSS); this included importance-performance analysis,
quantitative comparison of scores and explanation of satisfaction scores for each of the two
groups of users.

The findings of the study revealed the exceptional importance of the physical environment
quality for both contexts of fitness suites and fitness classes. The empirical data showed that
personal achievement was equally important for the users of both fitness suites and fitness
classes and this attribute was, relatively speaking, underperforming in both settings. The
greatest differences in quality perceptions between the two groups were found in the areas of
sociability and inter-client interaction. Sociability was not seen as a desirable outcome by
users of fitness suites, yet this may differ depending on the type of facility and customers'
motivations. The study found evidence that individuals who participated frequently in both
fitness settings tend to give a higher score on performance of certain service attributes.
Finally, the study established that evaluations of perceived service quality by the two user
groups contribute to their overall satisfaction differently and, therefore, they need to be
considered as users of two distinct fitness settings. Overall, this thesis extends existing
research by providing classification of areas related to perceived service quality in the fitness
services and utilises an industry-specific model for measuring service quality perceptions of
customers in the fitness industry.
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CHAPTER ONE - INTRODUCTION

1.1 Overview

This chapter (p.19-21) includes parts based on previously published conference proceeding:
Polyakova, O., Mirza, M. and Jackson, H. (2012). Service quality in fitness centres: literature
review and further research. In Academy of Marketing Conference, Southampton University,

Southampton.

In the past two decades service quality and services management have attracted significant
research attention in the recreational sports and health and fitness sectors, however, initially
most studies have focused on traditional health care (Arcelay et al., 1999; Ennis and
Harrington, 1999; Lagrosen, 2000; Wagar and Rondeau, 1998; Yasin and Alavi, 1999).
Before the 2000s the fitness industry had received relatively little research attention
(Chelladurai et al., 1987; MacKay and Crompton, 1988; Crompton and MacKay, 1991; Kim
and Kim, 1995). Growing research interest in service quality in the fitness industry has
emerged over the past decade (Papadimitrious and Karteroliotis, 2000; Chang and
Chelladurai, 2003; Alexandris et al., 2004; Afthinos et al., 2005; Ko and Pastore, 2005; Lam
et al., 2005; Lagrosen and Lagrosen, 2007; Moxham and Wiseman, 2009; Yildiz, 2011). In
the 2000s the interest of academics coincided with the period of increased UK government
focus on the health of the British nation (Robinson, 2004) and a period of rapid development
of the industry (Tawse and Keogh, 1998; Algar, 2011).

In the beginning of the 2000s a number of acquisitions of UK fitness clubs took place,
alongside the launch of new brands. At the same time a series of club chains entered
administration, and this assisted consolidation of other major brands (Algar, 2011). The
decade of the 2010s started with consequences of the recent recession, which caused a gradual
decrease in the overall number of fitness facilities from 2010 to 2012 (The Leisure Database
company, 2012). However, market value has increased since the recession’s start and the UK
fitness industry now continues its growth (The Leisure Database Company, 2012). Alongside
these industry trends, more emphasis has been placed on the quality of services in the fitness
industry (Lagrosen and Lagrosen, 2007; Moxham and Wiseman, 2009; Yildiz, 2011).

Despite the potential importance of the field, there are indications that service management in
the fitness industry, especially the management of customer relations, is deficient (Hurley,
2004). Fitness services require physical interaction between the provider and the customers,

and fitness-services operations are complex (Chelladurai et al., 1987) and distinctive (Chang
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and Chelladurai, 2003). It is therefore important that fitness-services providers understand
what their customers’ wants are, what their customers understand by service quality and how

service quality influences their satisfaction.

1.2 Rationale for the research

In today’s competitive environment achieving and maintaining customer-perceived service
quality is regarded as an essential strategy (Macintosh and Doherty, 2007; Cheng, 2010) for
the successful provision of overall customer satisfaction and customer retention. In service
industries the measurement of perceived service quality has been considered fundamental for
the long term survival of service providers (MacStravic, 1997). Previously, research utilised
generic tools such as SERVQUAL or SERVPEF (e.g. Brooks et al., 1999; Chaston, 1994;
Edvardsson et al., 1997; Lings and Brooks, 1998; Sahney et al., 2004). The use of the generic
models forces researchers to alter these items to apply them in a specific context (Babakus
and Boller, 1992; Babakus and Mangold, 1992; McAlexander et al., 1994). Buttle (1996)
argues that items of SERVQUAL are inadequate to capture the variance within or the context-
specific meaning of each dimension. Although Parasuraman et al. (1991) admit that context-
specific items can benefit service quality measurement by SERVQUAL, they also note that
the new items should be similar in form to the existing SERVQUAL items. Also, Sangeetha
and Mahalingam (2011) emphasise that the importance of the service quality dimensions
needs to be assessed as it significantly varies depending on a country and on the specific

industry under investigation.

Recent academic literature on service quality (Brady and Cronin, 2001; Ko and Pastore, 2004;
Lam et al., 2005; Ladhari, 2008; Martinez and Martinez, 2010) emphasised the need to use
industry specific tools for measuring service quality. Based on these models, industry-specific
attributes would assist researchers in producing service-quality dimensions and scales for
measuring perceived service quality in a particular industry. Findings of the literature review
by Polyakova et al. (2012) highlighted several sectors of service organisations which attracted
the most attention from researchers for measuring service quality in: banking (Aldlaigan and
Buttle, 2002; Karatepe et al., 2005; Sureshchandar et al., 2002); hospitality (Akbaba, 2006;
Getty and Getty, 2003; Wilkins et al., 2007); health care (Shemwell and Yavas, 1999; Tomes
and Ng, 1995); IT and technology-based systems (Parasuraman et al., 2005; Wolfinbarger and
Gilly, 2003); and travel agency sectors (Lam and Zhang, 1999; Martinez and Martinez, 2007).
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With regard to the fitness industry, previous literature encouraged future studies to develop
and apply industry specific tools for measuring perceived service quality (Papadimitriou and
Karteroliotis, 2000; Westerbeek, 2000; Afthinos et al., 2005). Also, some studies (e.g.
Mattila, 1999; Karatepe et al., 2005) made recommendations to focus research on the fitness
industry of a particular country as this can provide valuable insight into country specific
measures of service quality and subsequently inform quality management strategies in a
particular geographical region.

1.3 Problem statement

Addressing the needs of the customers and understanding their perspectives on service quality
have become essential for fitness organisations in a competitive environment (Ko and Pastore,
2004; Ko and Pastore, 2005; Lam et al, 2005; Lagrosen and Lagrosen, 2007). In a mature
stage of industry development (Ko and Pastore, 2004), fitness clubs seek methods of both
retaining existing and attracting new customers. Significant emphasis is placed on service
quality and the identification of what customers perceive as quality (Lagrosen and Lagrosen,
2007). Service quality in the sport and fitness industries evolved into a credible research
stream from the late 1980s (Chelladurai et al., 1987; MacKay and Crompton, 1988; Crompton
and MacKay, 1991; Kim and Kim, 1995; Chelladurai et al., 2003). However, there is still no
agreement in the literature about the key dimensions of quality in these industries (Polyakova
etal., 2012).

Previous studies developed service quality models specific for the fitness industry (e.g. Kim
and Kim, 1995; Chang and Chelladurai, 2003; Lam et al., 2005), while others (Alexandris et
al., 2004; Ko and Pastore, 2005) adopted frameworks and dimensions from more generic
service quality models such as Brady and Cronin’s (2001) model. The literature shows that
different options for the number of dimensions were proposed. Thus, Kim and Kim (1995)
proposed eleven dimensions, Chang and Chelladurai (2003) — nine dimensions, Alexandris et
al. (2004) — three dimensions, Ko and Pastore (2005) — four dimensions, Lam et al. (2005) —
six dimensions, Lagrosen and Lagrosen (2007) — three dimensions, Yildiz (2011) — four
dimensions. The model by Brady and Cronin (2001), which also included four dimensions,
has been utilised in several studies of service quality in fitness activity (e.g. Alexandris et al.,
2004; Ko and Pastore, 2005). Despite recommendation for identifying the quality dimensions
for a particular industry and using Brady and Cronin’s (2001) model (Martinez and Martinez,
2010), to date there has been a shortage in fitness industry-specific models applied to

measuring service quality perceptions in the fitness industry.
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Research shows that individuals who consume sports service products have patterns of
consumer behaviour which are unique to the context of physical activity. The behavioural
patterns linked to sports and fitness services were covered in the previous literature; they
included: consumers motivations for exercise (McDougall and Levesque, 1994; Rust and
Oliver, 1994; Ko and Pastore, 2004; Szab6, 2010); high involvement of consumers in co-
producing a sports service (Lovelock, 1996); social nature of the service (Motschiedler 2015);
‘excruciating’ participation (habit towards the service) (Schneider and Bowen, 1995);
valence, or factors out of control of the service provider (Brady and Cronin, 2001; Alexandris
et al., 2004); evaluation of the immediate outcome of service (experience); and after-use
benefits (Hu et al., 2009). Due to the unique aspects of the sports services, there are distinct
differences between sports organisations and other businesses. Recognising that distinction
between various industries has an impact on service quality interpretation and measurement, a
number of studies (Brady and Cronin, 2001; Ko and Pastore, 2004; Lam et al., 2005; Ladhari,
2008; Martinez and Martinez, 2010) have emphasised the need for developing industry
specific service quality models (Polyakova et al., 2012).

The participatory nature of fitness services, the important role of fitness instructors, and the
modes of exercising (i.e. sole workout and in a group-based setting) require more precise
ways of measuring users' perceptions about service quality in multipurpose sport facilities.
This would allow collection of the data which will have greater relevance to the industry-
specific attributes and, hence, will have better usefulness in terms of managerial decision
making. Algar (2015a) identified that the competition from fitness facilities which are highly
specialised in one type of fitness activity increasingly detracts members from multipurpose
facilities with a broad range of services. In light of this fitness industry trend, multipurpose
fitness facilities face a challenge in better understanding their customers to ensure higher
retention rates. According to a survey by Mintel (2015), exercising in the gym and taking part
in fitness classes takes second place (after swimming) amongst the most popular types of
activities reported by customers in UK public leisure centres. The growing popularity of these
two fitness contexts have been acknowledged by previous studies which measured customers'
perceptions of quality in public sports centres and fitness clubs (Ko and Pastore, 2005; Lam et
al., 2005; Liu et al., 2009; Yildiz, 2011). Yet, no differentiation was made between users of
various fitness activities (e.g. fitness suites and fitness classes), and the service context in a

sports facility was considered as one multipurpose fitness offering.

Results of the TRP 10,000™ survey carried out in the UK in 2013 showed that longer-term

members were less likely to report gym only and more likely to report group exercise
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compared to new members. It has also been noted that "group exercisers are 26% less likely
to cancel than gym-only members" (The Retention People, 2013, p.3), which cannot be fully
explained by gender, age, membership length, club history or visit frequency. Users who
participate frequently in both settings (i.e. fitness suites and fitness classes) are generally
more experienced and competent users of a sports facility as they acquire experience of a
wider range of service encounters. Therefore, the way they derive their judgements about
service quality may differ from those who have only experienced a sole setting. Research
evidence shows that customer service evaluations are not static and they do change over time
under the influence of a customer’s experience (Bolton and Lemon, 1999; Dagger and
O’Brien, 2010; Jiang and Rosenbloom, 2005). It was found that customers who had more
time to acquire the necessary information and knowledge about a service tend to evaluate the
service experience, its benefits and outcomes more holistically than those who had less time
with an organisation (Dagger and O’Brien, 2010). Moreover, due to differences in knowledge
and experience levels, novice and experienced customers may assign different weights to
service attributes (Alba and Hutchinson, 1987) and have perceptions of quality, satisfaction

and loyalty from the standpoint of their stage of consumption (Mittal and Katrichis, 2000).
1.4 Research objectives

The overall aim of the research was to explore perceptions of fitness suites and fitness classes
amongst frequent users in the context of public sports centres in Northern England. The

following research objectives were set for the study:

1. to measure frequent customers' perceptions of service quality by using the customer

satisfaction survey tool in public sports centres;

2. to compare quality perceptions between two groups of frequent users - users of the
fitness suites and users of fitness classes;

3. to identify if frequent use of one area (i.e. fitness suites or fitness classes) contributes

to the improvement in the customers' perception scores in another;

4. to explore the relationship between areas of perceived service quality and overall

customer satisfaction.

1.5 Structure of the thesis

The thesis starts by providing a background and a rationale for the research, the area of

service quality. The aim and objectives of the study are set out in the introduction. This is
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followed by a critical analysis of the literature on service marketing, service quality and
models of perceived service quality in the fitness industry, which informs the research
strategy of the study. The overview of the fitness sector in England is presented in the chapter
dedicated to the industry review, which places the study within the fitness industry. Then, the
methodology describes the research approach and the methods adopted by the study, followed
by the research findings and discussion of the results within the context of the literature.
Finally, alongside acknowledging its limitations, the thesis provides conclusions and

recommendations for academics and management of public sports centres.

Chapter 1 outlines the context of the research, describes its rationale and sets out the aims
and objectives for the study, in relation to the research problem posed. Chapters 2-5 are
dedicated to the critical analysis of the literature on services marketing, service quality,
customer satisfaction and models of perceived service quality. The main purpose of those
chapters is to establish a solid theoretical foundation for the current study. Thus, Chapter 2
covers evolution of service and service marketing concepts, differences between services and
goods as well as service marketing mix. Chapter 3 explores the concept of perceived service
quality and discusses it in relation to customer satisfaction. Chapter 4 critically reviews the
main generic service quality models and outlines the main considerations for application of
the models. Chapter 5 analyses service quality models specific for the physical fitness
industry, reviews quality dimensions within those models and presents evidence from
previous literature on how frequency of participation in physical activity can affect customer
quality perceptions. Chapter 6 presents an overview of the fitness industry in the UK and
England; relevant legislation and regulations; current fitness market segmentation; and sector
profiles of the market. In Chapter 6, the context of fitness suites and fitness classes was
identified as a primary research focus for this study. Chapter 7 describes research
methodology, which was informed by the process suggested by Saunders, Lewis and
Thornhill (2012) (‘Research Onion’). It includes the research philosophy, the research
approach, the research strategy, methods of data collection and outlines the analysis adopted
by this study. Chapter 8 presents an analysis of the research findings and provides a
discussion of the results within the context of the existing literature. Chapter 9 covers the
conclusions and implications of the research. The study is concluded with objectives,
discussion on the theoretical and practical contributions, proposed recommendations and

consideration for the limitations of the research.
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CHAPTER TWO - SERVICES MARKETING

2.1 Introduction

This chapter (p.24, 27-30) includes parts based on previously published journal article:
Polyakova, O. and Mirza, M. (2015). Perceived service quality models: are they still relevant?
The Marketing Review, 15(1), 59-82.

The aim of this chapter is to present a background of the service concept (Sections 2.2—2.3)
and to follow development of service quality thought (Sections 2.4-2.6). Evolution of overall
market relationships has triggered the emergence of services marketing into a significant area
(Section 2.3). A transition from previously dominant production to service economies took
some time and in that period academics attempted to explain differences between goods and
services (Section 2.4) in the new market, which generated the need for development of new
frameworks, such as the Services Mix (Section 2.6). For the new service companies,
previously existing quality control principles based on product-manufacturing processes
started to become inadequate for quality management and the search for new principles of

quality began.
2.2 Service concept

While scholars have defined the service concept in different ways, most often activities,
deeds, processes and interactions are used when defining the concept of service (Solomon et
al., 1985; Lovelock, 1991; Zeithaml and Bitner, 2003; Vargo and Lusch, 2004a). Lovelock
(1991) defined services as “a process or performance rather than a thing” (p.13). This view is
also supported by Grénroos (2001) who argued that service is “a process that leads to an
outcome during partly simultaneous production and consumption processes” (p.150).
Gummesson (2007) agrees that services are dynamic activities and processes, whereas goods
are static things (Polyakova and Mirza, 2015).

The second perspective (service as a solution to customers’ problems) is presented by
Gronroos (2001) whose view of services focuses on the customers, where services are
provided as solutions to customer problems. From this perspective, service is conceptualised
as an activity of an intangible nature that usually takes place during the interaction between
the customer and service employees to provide solutions to customer problems (Gronroos,
2001). The final perspective (service as a beneficial outcome) is discussed by Vargo and
Lusch (2004a, 2004b), who suggest that service is the main function of business enterprises; it
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is an application of specialised competences - knowledge and skills - through deeds,
processes, and actions for the benefit of another entity or the entity itself (Polyakova and
Mirza, 2015). Thus, the definitions above suggest that generic concept of service is linked to

processes, interactions and solutions to customer problems.

Although there were attempts to define service in different ways, there is no single generally
accepted and complete definition of service. Thus, the approach of listing services used in
official statistics reflects the reality of the service concept state. A statistical paper produced
by six organisations (United Nations, European Commission, International Monetary Fund,
Organisation for Economic Co-operation and Development, United Nations Conference on
Trade and Development and World Trade Organisation) in 2010 stated that the term
‘services’ covers a heterogeneous range of intangible products and activities that are difficult
to encapsulate within a simple definition (Department of Economic and Social Affairs, United
Nations, 2010). As a result, statistical systems and classifications related to international trade
in services were developed. According to the statistical paper, the main groups of services:
manufacturing services on physical inputs owned by others; maintenance and repair services
not included elsewhere; transport; travel; construction; insurance and pension services;
financial services; charges for the use of intellectual property not included elsewhere;
telecommunications, computer and information services; other business services; personal,
cultural and recreational services; government goods and services not included elsewhere.

Each of the groups is explained and detailed commentary provided in MSITS (2010).

2.3 Evolution of services marketing

The evolution of services marketing became an integral part of the evolution of the/a broader
marketing field (Figure 2.1). The first stage towards the emergence of services marketing was
production orientation, when in the beginning of the twentieth century, production efficiency
and cost-cutting were central for companies. Since the 1930s, when industrialised countries
were hit by recession and people had less money to buy products, oversupply of goods led
companies to concentrate on selling techniques to overcome buying inertia and convince
customers to buy products. The next stage, product orientation, was based on the belief that
customers favour quality and performance in products; and companies need to design high
quality products and regularly improve them to make a sale. A combination of the previous
stages resulted in a marketing orientation which puts customer needs in first place. It switched
companies’ orientation from finding the right customer for the product to producing the right

product to match the needs of customers. The marketing orientation was replaced by a more
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precise focus on customers and placing more emphasis on consumer research. This stage,
called customer orientation, started the era of competing for the customers on the basis of

knowledge of customer needs and creating prerequisites for repetitive buying behaviour.

The evolution of services marketing went through three main stages: crawling out; scurrying
about; and walking erect stages (Brown et al, 1994). According to Yong and Wilkinson
(2002) until the early 1980s the manufacturing sector was a centre in the quality debate.
However, the first ‘crawling out’ or pre-1980s stage, identified by Brown et al (1994), is

characterised by the emergence of a new concept of services and defining features of services.

Figure 2.1: Evolution of marketing and service marketing
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Source: Mahlamaki and Nikko, 2006, p. 75

The crawling out stage was also the time when the debate about goods marketing versus
services marketing took place; this debate fundamentally challenged the right of the services
marketing area to exist (Mahlamaki and Nikko, 2006). The second stage of ‘scurrying about’
is claimed to be between 1980 and 1985. Brown et al (1994) suggested that during that time
there was high interest in service marketing; the services versus goods debate slowed down
and a foundation for the next stage was established. From 1986 the ‘walking erect’ stage
started and since then literature has focused on service satisfaction, service design and
relationship marketing. Yong and Wilkinson (2002) suggested that at the time the nature of
service organisations raised methodological and conceptual issues in relation to the transfer of
quality management practices developed in manufacturing. This, in turn, initiated

development of a range of various service quality models and frameworks.
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The three stages - ‘crawling out’, ‘scurrying about’ and ‘walking erect’ - belong to the first
era of services marketing (Figure 2.2). The second era embraced rapid development of other
marketing areas which resulted in the emergence of a multidisciplinary field — services
marketing; relationship marketing; and customer relationship marketing, in particular.
Currently, these areas develop in parallel and contribute to each other’s field. They reflect the

growing integration and complexity of the contemporary services marketing field.

Figure 2.2: Eras of marketing
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2.4 Services characteristics and associated critique

There are significant differences between services and manufactured goods (Ghobadian,
Speller and Jones, 1994; Fitzgerald, Johnston, Brignall and Voss, 1993), which are captured
and explained in the marketing literature through the service characteristics of inseparability;
heterogeneity; intangibility; and perishability. These differences subsequently have a direct
impact on the approach and substance of quality management and will be discussed in turn
(Polyakova and Mirza, 2015).

The inseparability of production and consumption in service industries refers to the notion
that (usually) the marketer creates or performs the service while the full or partial
consumption of the service takes place. This simultaneous production and consumption
results in a highly visible activity that makes it very easy to identify errors or quality issues.
Also, intimate involvement of the consumer in the delivery of the service introduces an

additional process factor over which the management may have little or no direct control. As
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well as this process factor of consumer involvement, consumers also interact with each other,
and the behaviour of one group of customers may influence other customers’ perceptions of
service quality (Ghobadian et al., 1994). The fact whether an inseparability characteristic is
applicable to all services has been questioned by Gummesson (2007). The characteristic of
inseparability appears to be limited to a sub-group of services as some are performed without
the customers’ presence (e.g. dry-cleaning, car repair, the legal courts, road maintenance).
Edvardsson, Gustafsson and Roos (2005) argue that the essence of inseparability stems from
the earlier product and production-oriented view where there is a one-way direction of service
delivery, i.e. the provider renders a service and the customer simultaneously consumes it. This
argument justifies why Edvardson et al. (2005) consider this perspective of inseparability to
be outdated. Instead, they propose a shift of focus from the provider-customer interaction to
co-production and co-creation; and emphasise the fact that it is the dynamic nature of services
(activities, deeds, performances and experiences) that requires simultaneous production and

consumption (Polyakova and Mirza, 2015).

In the context of service provision, heterogeneity complicates the provider’s task to reproduce
the same service consistently on each occasion. The extent of the heterogeneity of service
provisions can be affected by a number of factors, including the service provider’s behaviour;
their awareness of customers’ needs; as well as the consumer’s priorities and expectations.
The variability of a service from one period to another and from consumer to consumer makes
quality consistency difficult to control. Service providers must rely heavily on the competence
and ability of their staff to understand the requirements of the consumer and react in a timely
and appropriate manner (Ghobadian et al., 1994). To clarify the causes of heterogeneity,
Edvardson et al. (2005) suggests looking at the concept of heterogeneity from two
perspectives. The first perspective explains heterogeneity from the point of the ever-changing
nature of the service providers and service processes, while the second perspective
emphasises heterogeneity of the production within a given company due to variation among
customers’ needs and expectations. Similarly, in consideration of the characteristic of
intangibility (in the search of reaching consistency), it is difficult to produce the
standardisation of processes and outputs which subsequently results in heterogeneity
(Polyakova and Mirza, 2015).

Intangibility of service refers to a lack of physical attributes and implies the existence of a set
of difficulties. On one hand, it is complicated for the producer to determine the service; and,
on the other hand, it is difficult for the consumer to asses its potential advantages. This

encourages the consumer to look for information through word of mouth, reputation,
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accessibility, communication, physical attributes and quality assessment. In services, the
influence of word of mouth and reputation on purchasing decisions is much greater than the
influence of tangible product specifications, which, according to Ghobadian et al. (1994),
places greater responsibility on service organisations to deliver what they promise and to
market the service adequately. Edvardson et al. (2005) note that it is difficult to develop
output measures for services and to display or communicate them as the customer does not
own anything tangible after the service is produced and consumed. The author argues that,
paradoxically, in some cases customers perceive intangibility of services as a tangible impact.
For example, the effect of a professional advice service may continue to bring financial or
other benefits in the future, which creates the value of an intangible service over a long
period of time and by this token becomes more tangible (Edvardson et al., 2005, p.117). The
uniqueness of intangibility characteristics for services was questioned by Gummesson (2007).
The brand and its symbolic value, the associations and unique mental experiences involved in
the use of the product serve as examples of intangibility in tangible product situations.
Therefore, Gummesson (2007) argues that there is no empirical evidence that the intangibility
aspect has an impact on marketing strategy or market behaviour that separates goods from a

service (Polyakova and Mirza, 2015).

Perishability of services implies that a service cannot be stored for later use, resold, or
returned. This places extra responsibility on the service provider to get the service right first
time, and every time (Ghobadian et al., 1994). Unlike in the manufacturing of goods, a final
quality check of a service is almost impossible to implement (Lewis, 2003). Edvardson et al.
(2005) view perishability as a characteristic created solely by the producer’s activity, not that
of the customer and claim it is based on the former definition of services in relation to
physical products. Instead, they suggest the use of 'tangibilisers’, i.e. a focus on ways of
managing the evidence of service and creating favourable customer experiences (Polyakova
and Mirza, 2015).

2.5 ‘Goods-dominant’ and ‘service-dominant’ logic

The four service characteristics have a long academic history and have been substantially
integrated into the marketing field in explaining key differences between goods and services.
However, some question the validity and relevance of these characteristics (Edvardsson et al.,
2005; Gummesson, 2007). Edvardsson et al. (2005) conclude that the service characteristics
have most often been discussed from the viewpoint of the service provider, as opposed to the

customer. According to Gummesson (2007), the service characteristics proved to be invalid
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for defining goods and services as overriding economic categories. Developing the debate on
distinguishing services from goods and understanding the nature of services, Vargo and Lusch
(2008) suggested two perspectives for consideration — ‘goods-dominant’ and ‘service-
dominant’ logic. Table 2.1 below draws upon the transitional move from a product focus to a

service focus (Polyakova and Mirza, 2015).

Table 2.1: Goods-dominant vs. service-dominant logic

Goods logic Service logic
Making something (goods or services) Assisting customers in their own value-creation processes
Value as produced Value as co-created
Customers as isolated entities Customers in context of their own networks
Firm resources primarily as operand Firm recourses primarily as operant
Customers as targets Customers as resources
Primacy of efficiency Efficiency through effectiveness

Source: Vargo and Lusch (2008), p. 258.

‘Goods-dominant’ logic views services as an intangible type of good and implies that goods
production and distribution practices should be modified to deal with the differences between
tangible goods and services. ‘Service-dominant logic’ considers service as process of using
one’s resources for the benefit of and in conjunction with another party. Vargo and Lusch
(2008) note that this logic calls for a revised, and service-driven framework in marketing.
According to Gummesson (2007), the service-dominant logic has more relevance and
proposes service as the core concept replacing both goods and services. In this situation, a
supplier can only offer a value proposition, but it is the usage and consumption process which
make value actualisation happen. Gummesson (2007) stated that together value proposition
and value actualisation are the outcome of co-creation between suppliers and customers
(Polyakova and Mirza, 2015).

2.6 Services marketing mix

While traditional marketing models offer a product as a starting point for decisions about
marketing planning (communication, pricing etc), a service marketing model replaces a
product with a service concept aiming to answer the question of “how the quality-generating
resources should function and what result they should achieve for the customer” (Gronroos,

2001, p. 150). The concept of a service marketing mix explains a process of the quality
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generation and explains the controlled elements that can be utilised by the firm to achieve

customer’s satisfaction.
2.6.1 Traditional marketing mix

The term ‘marketing mix’ was used for the first time by Borden (1964) in his speech at the
American Marketing Association in 1953 (Dominici, 2009). The original marketing mix by
Borden (1965) included 12 elements: product planning; pricing; branding; channels of
distribution; personal selling; advertising; promotions; packaging; display; servicing; physical
handling; and fact finding and analysis. Later, Lazer and Kelly (1962) and Lazer, Culley and
Staudt (1973) proposed three elements of marketing mix: the goods and services mix; the
distribution mix; and the communication mix. Yet, the most influential idea came from
McCarthy (1964) who proposed four elements (or 4Ps) - product, price, promotion and place
— and defined the marketing mix as a combination of all the factors available for the
marketing manager to satisfy the target market. Each of these categories consists of a mix of
elements i.e. product mix, price mix, promotion mix and place mix (Rafiq and Ahmed, 1995).
Four primary elements of marketing mix (4 P’s) can be described as follows (Cengiz and

Yayla, 2007):

1) Product: the item or service being marketed, through its features, quality, benefits and

quantities;

2) Price: the price of the item and product assortments and lines, price changes and payment

methods;

3) Place: the location where the product or service is available to the customer, including
distribution channels;

4) Promotion: personal selling, advertising, direct marketing, public relations (PR), sales

promotion and sponsorship.

McCarthy’s marketing mix has been an influential and widely adopted framework due to its
simplicity to understand for both academics and practitioners (Mdller, 2006; Dominici, 2009).
The main contribution of the marketing mix tool is that clarifies the job of marketing manager
, firstly, “a matter of trading off the benefits of one’s competitive strengths in the marketing
mix against the benefits of others” (Goi, 2009, p. 2) and, secondly, is the allocation of
“available resources among the various competitive devices of the marketing mix” (Goi,
2009, p. 2).
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After the proposal of the 4P’s marketing mix by Borden (1964), the discussion around the
relative importance of each mix element was initiated. Despite initially declaring equality of
all marketing mix elements, Kellerman et al (1995) notes that business executives do not
perceive the 4Ps as being equally important and consider the price and product components to
be the most important. The 4P’s have also been criticised for failing to account for customers’
perspective, which makes it a production-oriented tool for marketing management (Popovic,
2006). As a result of that critique, an alternative to the 4P’s model, 4C’s (i.e. the concept mix,
costs mix, channels mix and communications mix) were first proposed by Brunner (1989).
Around the same time, Lauterborn (1990) replaced each ‘P’ in the traditional mix by a new
corresponding ‘C’: product was replaced by customer solution, price by cost to the customer,

place by convenience and promotion by communication.

On the other hand, Moller (2006) argues that criticism of the 4P’s internal orientation is
superficial and it grows from a misconception of the relation between marketing mix and the
marketing concept. In defence of the 4P’s adequacy, Moller (2006) states that the essence of
the marketing concept lies in marketing activities based on identification of customer needs
and wants, which should be preceded by segmentation, product differentiation and positioning
in order to gather full information from the customers and fulfil their needs. Still, there is
recognition that 4P’s marketing mix considers customers as passive, i.e. it does not allow
interaction and cannot capture relationships (Moller, 2006). Indeed, the 4Ps do not include

theoretical content and present a simplistic tool for focusing the attention of management.
2.6.2 Expanded marketing mix for services

Further criticism of the traditional 4P’s marketing mix was built around the fact that the social
and economic environment has changed since the industrial era and there is a need for a new
adequate framework. The traditional marketing mix was derived from research on
manufacturing companies and now faces limitations in current diversified markets of business
activities. Growing literature on services marketing revealed the weakness of a/the goods
marketing approach which does not take into account unique services characteristics — IHIP
(Rafig and Ahmed, 1995). This showed that services required a different type of marketing

and, therefore, a different marketing mix framework (Booms and Bitner, 1981).

An expanded marketing mix for services was proposed by Booms and Bitner (1981). It
included four traditional elements - product, price, place, promotion - and three additional

elements, namely physical evidence, participants, and process. Yelkur (2000) suggests that
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these three additional elements distinguish ‘customer service’ for service firms from that of

manufacturing firms.

Physical Evidence is related to intangible characteristic of services and it can be described as
“tangibilising the intangibles” (Reddy et al, 1993). Generally, physical evidence comprises of
the environment in which the service is delivered and tangible goods that facilitate the
performance and communication of the service (Rafiq and Ahmed, 1995). In particular,
environmental design; decor; noise level; odours; temperature; colours; textures; and comfort
of furnishings influence consumers’ feelings and help them to form the perception of service,
I.e. tangible clues help customers to assess the quality of service provided. Rafiq and Ahmed

(1995) suggest that the physical environment presents a part of the product itself.

Participants include personnel, the customers who buy the service and other customers in the
service environment. It means that marketing managers should consider managing the service
provider-customer interface as well as the actions of other customers and their interactions
(Rafig and Ahmed, 1995). Appearance and commitment of personnel become important
factors in forming customers’ perceptions of service following on from personnel training.
Berry et al. (1988) noted that in order to provide customer service in the service industry it is
not enough to recognise customers’ needs and set appropriate standards, it is also essential to

ensure that personnel are willing and able to perform according to these standards.

Process element reflects how the service is delivered and includes the procedures,
mechanisms and flow of activities as well as the behaviours of personnel (Boom and Bittner,
1981; Yelcur, 2000).

In Table 2.2 Rafiq and Ahmed (1995) summarised the reasons for the differences in usage of
4P’s and 7P’s mixes. It should be noted that the results were derived through content analysis
of respondents’ answers and therefore they represent perceived strengths and differences

between the two marketing mixes.

Table 2.2 - Perceived strengths and weakness of the 4Ps and 7Ps mixes

7Ps 4Ps
Strengths More comprehensive Simplicity and ease of understanding
More refined Easy to memorise
Broader perspective Good pedagogic tool, especially for introductory

Includes participants/people and process | marketing

It is a model Parsimony
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Standardisation Useful conceptual framework

Signals marketing theory Ability to adapt to various problems

Weaknesses | More complicated Too simple, not broad enough

Extra elements can be incorporated in Lacking people, participants and processes

4Ps Physical evidence

Controllability of three new elements Relationship marketing, service

Lack of connection/integration between variables

Static nature of 4Ps

Source: Rafig and Ahmed (1995)

The main argument for using the 4P’s mix is its simplicity in application, whereas the 7P’s
mix is more comprehensive and it has the potential to cover more diverse areas of marketing
(services, relationship marketing). Furthermore, results by Rafig and Ahmed (1995) showed
that despite general support for the 7P’s mix, there is no evidence of unified support for the

three new elements of 7P’s.

For example, the physical evidence element has not been well conceptualised; it is also rarely
discussed outside the services marketing area which may explain the lack of established and
diverse support. Participants/people and process elements appear to have received the most

support from academics and relationship marketing literature (Groonros, 1994).

2.6.3 Further developments

Long-standing dispute about the relevance of the marketing mix framework resulted in
variations of the opinions in the area of research into marketing mix frameworks, such as:
calls for generic marketing mix to be applied to both goods and services (Rafig and Ahmed,
1995); suggestions to adapt existing mixes to particular service contexts (Dominici, 2009;
Dhiman and Sharma, 2009); proposals to add other elements and/or to change the elements of
the mix (lvy, 2008).

There were several attempts to produce marketing mixes for particular contexts in the service
industry. Renaghan (1981) proposed a new three-element marketing mix for the hospitality
industry which includes the product service mix, the presentation mix and the
communications mix. The product-service mix in Renaghan’s model was supposed to capture
the fact that hospitality firms offer a blend of products and services, and it refers to the
combination of products and services. The presentation mix refers to all elements used by the

firm to increase the tangibility of the product-service mix in the perception of the target
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market, at the right place and time (the physical plant, location, atmospherics, price and
employees). The last element, communication mix, is very similar to the promotion
component of the traditional marketing mix, and it refers to all communications between the

firm and the target market that increase the tangibility of the product-service mix.

More recently, work in the area of higher education marketing by Ivy (2008) argued that none
of the traditional mixes can be adequately applied to the marketing of MBA programmes in
South Africa. Ivy (2008) proposed four new distinctive elements along with three elements
from the traditional marketing mix, namely premiums, programme, prominence, prospectus
(as novice elements) and price, promotion, people (adapted from the traditional marketing
mix). Dhiman and Sharma (2009) discuss the 7P’s services marketing mix concept and its
application to library and information centres. The authors do not draw any clear conclusions,

however they do not challenge 7P’s applicability in the given context.

Dominici’s (2009) work reviews the development of marketing mix theory for the digital
context. He suggests that two different positions can be taken by researchers regarding change
to the traditional marketing mix: ‘conservatives’ and ‘revisionists’. The conservatives’
approach implies that traditional 4P’s may continue to be the dominant paradigm in digital
contexts; only sub-mixes within each P can be changed by adding and/or deleting relevant
factors in order to adapt to the new scenario. The revisionists approach claims that the 4P’s
framework is archaic and elements of the mix should be updated (i.e. by adding or deleting
other elements). Dominici (2009) draws the conclusion that the basic construction of 4P’s is
still valid and is still the core of operative decisions. However, this conclusion is based purely

on the basis of his literature review.

The reasoning behind ideas about the generic marketing mix (“a marketing mix which cuts
across the boundaries of goods, services and industrial marketing” — Rafiq and Ahmed, 1995,
p.18) goes back to definition of product as a bundle of benefits, with tangible and intangible
elements (Enis and Roering, 1981). Although the processes of marketing mix implementation
may vary between goods and services, Rafig and Ahmed (1995) argue that in cases where
service delivery is highly standardised (delivery process, quality control), service marketing is

very similar to goods marketing.

2.7 Summary

This chapter introduced key aspects of services and services marketing. Different approaches

to defining the concept of service were discussed and historical origins of services marketing
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were outlined. Since relationship marketing and customer relationship marketing branched
out from services marketing, the field embraced an interdisciplinary nature and an increased
level of complexity. Distinct differences between tangible products and 'ephemeral’ services
through the main services characteristics in the mid-90s and then the debate on the nature of
services was continued by Vargo and Lusch (2008), who uncovered two perspectives on
services - ‘goods-dominant’ and ‘service-dominant’ logic. This debate suggested that the
development of the contemporary services marketing field conceived another characteristic of
services which is co-creation with customers. Although shared responsibility for the ultimate
value of a service can lie with both provider and consumer, organisations have always relied
on frameworks that would allow them to stay in control of service elements and overall value
proposition. One of these frameworks - Services Mix - became most prominent in explaining

a value generation and it was applied in various services contexts.
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CHAPTER THREE - SERVICE QUALITY AND CUSTOMER
SATISFACTION

3.1 Introduction

This Chapter (p.38-39) includes parts based on previously published journal article:
Polyakova, O. and Mirza, M. (2015). Perceived service quality models: are they still relevant?
The Marketing Review, 15(1), 59-82.

For service companies, the absence of an actual product that could be described in purely
material terms introduced more difficulties into managing the final service outcome that
customers ultimately receive and judge. Previously, existing quality control principles based
on product-manufacturing processes became outdated for quality management in service
companies. This was the time when the concept of perceived service quality was introduced
in early 1980s (Section 3.2). Since then, there has been an on-going debate into the service
management literature about concepts of perceived service quality and customer satisfaction
(Crompton and MacKay, 1989; Oliver, 1993; Buttle 1996; De Ruyter et al., 1997; Liljander
and Strandvik, 1997). Some authors questioned if these two constructs (i.e. PSQ and
satisfaction) were valid at all (e.g. Swan, 1983), whereas some claimed that they represented
the same thing (Nguyen, 1991). To date, it still remains unclear whether satisfaction and
perceived service quality are different constructs, and if they are distinct constructs, how they
are related. Thus, Sections 3.3-3.5 focus on conceptualisations, definitions and aspects of
customer satisfaction. Section 3.6 provides a brief overview of three theories explaining
customer satisfaction from different perspectives. Section 3.7 critically discusses differences
and similarities between satisfaction and perceived service quality. Section 3.8 establishes the
link between customer satisfaction and service co-creation from the perspective of ‘service-

dominant’ logic explained in detail in the previous chapter, chapter two of the thesis.
3.2 Service quality and perceived service quality

The term ‘quality’ has been used to describe a wide variety of phenomena (Harvey and Green,
1993; Reeves and Bednar, 1994; Seawright and Young, 1996; Yong and Wilkinson, 2002;
Harvey, 2007). Quality has been defined as avoidance of loss (Taguchi, 1970 - in Ross,
1989); fitness for use or purpose (Juran, 1974); conformance to requirements (Crosby, 1979);
continuous improvement (Deming, 1986); total composite product and service characteristics

for meeting the expectations of customers (Feigenbaum, 1983); meeting and/or exceeding
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customers' expectations (Gronroos, 1983; Parasuraman et al., 1985); meeting the customers’
requirements (Oakland, 2000). Quality can be perceived subjectively and conditionally by
different individuals as well as groups of people (such as producers and consumers); also, it

can represent either an internal or external concept to the firm (Seawright and Young, 1996).

The first attempts to conceptualise service quality were in the 1980s and were based on
suggested services characteristics and research in the field of cognitive psychology (Churchill
and Surprenant, 1982; Hoffman, 1986; Mandler, 1975; Oliver, 1980; Russell and Pratt 1980;
Russell, Ward and Pratt, 1981). Initially, the comparison of actual service performance to set
standards became a basis for conceptualisations of service quality (Gronroos, 1984,
Parasuraman et al., 1988). According to Gronroos (1984), the perceived service quality is “the
outcome of an evaluation process where the customers compare their expectations with
service they have received” (Gronroos, 1984, p.37). Parasuraman et al. (1988) supported the
same view, defining the concept of service quality as “a form of attitude related but not
equivalent to satisfaction that results from a comparison of expectations with perceptions and

performance” (Parasuraman et al., 1988, p.15) (see Polyakova and Mirza, 2015).

After the genesis of the service quality concept, the new challenge was to transcend
understanding of quality rooted in the physical goods environment. Applicability of the
quality concept to intangible services was impeded by “missing product” in services
(Gronroos, 1998). Intangibility and heterogeneity of services introduced further complexity
into defining service quality in terms of process, outcome or solution for customers’
problems. In order to improve the understanding of service situations, the approach originated
by the Nordic school (Grénroos, 1984) proposed looking at service quality from the
customer’s perspective (i.e. researching service quality as perceived by the users). Gronroos
(1998) suggests that a customer-oriented construct of perceived service quality has been
developed to overcome the problem of a “missing product” in service organisations

(Polyakova and Mirza, 2015).

Identifying the customer-oriented approach in the perceived service quality was a big step
forward, with it evolving into a long-established concept within service quality research.
Nevertheless, an all-embracing definition and objective measurement of service quality
remains a challenge. This view of service quality as an elusive and abstract construct
stimulated the emergence of different schools of thought on perceived service quality
(Akbaba, 2006; Zeithaml, Parasuraman and Berry, 1990) (see Polyakova and Mirza, 2015).
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The most general definitions of service quality are formulated as a consumer’s judgment
about an entity’s overall excellence or superiority (Zeithaml, 1987). Service quality has also
been described as a form of attitude, related but not equivalent to satisfaction, which results
from the comparison of expectations with actual performance (Bolton and Drew, 1991a;
Parasuraman et al., 1988). More recently, as the result of a critique of the expectations-
performance comparison, Cronin and Taylor (1992) suggested that service quality is an
attitude, based only on evaluating service performance. Two latter definitions of perceived
service quality — the expectation-performance comparison and performance-only evaluation -
laid the foundation for the two conceptually different streams in the development of service
quality models (Polyakova and Mirza, 2015). With regard to customer's evaluation of service,
Berry and Parasuraman (1991) proposed that distinction in desired level of service and an
adequate level of service can be explained by the zone of tolerance, i.e. a range of service
performance that a customer considers satisfactory. The zone of tolerance theory suggests that
the impact on a customer will depend on whether performance of service is above or below
this zone. Therefore, performance below the tolerance zone will cause customer frustration
and decrease customer loyalty, whereas performance level above the tolerance zone will

pleasantly surprise customers and strengthen their loyalty (Johnston, 1995).

With the growing integration and complexity of the contemporary services marketing field
and development of relationship marketing (as described in Chapter Two, Section 2.3),
relationship aspects of quality started increasingly attract attention from researchers and
practitioners. According to Gronroos (1990, 1994), relationship marketing aims to establish,
maintain, and enhance relationships with customers and other partners profitably, achieving
their objectives through a mutual exchange and fulfilment of promises. In the context of the
relationship lens, the concept of service quality was suggested to be considered a necessary,
yet not sufficient, condition for relationship quality (Crosby et al., 1990). Relationship quality
was defined by Gronroos (2000) as the dynamics of long-term quality formation in ongoing
customer relationships and continuously developing customers' perceptions of quality over
time. Some authors argued that relationship quality significantly differs from service quality
and can better predict behavioural intentions (Roberts et al., 2003; Rosen and Suprenant,
1998). However, it cannot be assumed that all customers have propensity to relationships with
the service provider and, therefore, those customers who are inclined to develop a relationship

need to be identified first (Athanassopoulou and Mylonakis, 2009).

Most established service quality models (e.g. Parasuraman et al., 1985; Brady and Cronin

2001; Dabholkar et al., 1996) have embraced interactional nature of services and the included
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dimensions related to the interactions with staff involved in service delivery as well as
interactions with other customers (e.g. Chang and Chelladurai, 2003; Ko and Pastore 2005).
Such dimensions in SERVQUAL model were critiqued for being rather functional aspects of
the service encounter (Price, Arnould, and Tierney, 1995), i.e. mainly reflecting the efficiency
with which employees deliver the service and not considering the customers’ emotional bene-
fits, associated with the social interaction between employees and customers (Peird, et al.
2005). In contrast, other models (e.g. Brady and Cronin 2001; Ko and Pastore, 2005)
integrated elements related to personnel and social interaction on a level beyond core
performance, namely friendliness of staff, opportunities to make friends, other customers'
positive impact on service perception, and sense of family. To some extent, this integration
accounted for the relationship aspect; however, service quality models can only be
operationalised under the assumption that customers rationally process the information and

treat interactional aspects as functional part of service (Babin, Darden and Griffin, 1994).

3.3 Conceptualisations of customer satisfaction

As customers bring to the firms the greatest part of businesses’ revenue (Tam, 2004),
consumer satisfaction has attracted much attention in the literature. Customer satisfaction has
been identified as an antecedent of loyalty and long-term relationships with customers. It can
influence consumer behavioural intentions and customer retention (Cronin et al., 2000). This
brings opportunities for profit growth to firms (Reichheld 1993; Heskett et al. 1997). Indeed,
there is evidence that customer satisfaction is linked to increased profits (Heskett and
Schlesinger, 1994; 1997) and plays an important role in corporate strategy (Homburg et al.,
2005). Some studies have suggested that customer satisfaction is a mediator between service
quality, loyalty and word-of-mouth (Seiders et al., 2005), whereas other argued that customer
experience quality could be a better predictor loyalty and word-of-mouth (Maklan and Klaus,
2011).

Two perspectives to viewing customer satisfaction have been developed over the past two
decades: transaction-specific and cumulative (overall) satisfaction. Transaction-specific
conceptualisation of satisfaction was dominant until the late 1990s and focused on a particular
product or service transaction, or service encounter (Anderson, 1994). Oliver (1980) defined
this type of satisfaction as post-choice evaluative judgments about specific purchase
decisions. Second, cumulative perspective on customer satisfaction has developed more
recently; it reflects customers views about past, current and future organisational

performance. In this instance, customer satisfaction is, as an overall evaluation, based on the
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total purchase and consumption experience with a product or service (Anderson, 1994). In
other words, cumulative satisfaction should be viewed as a theoretical variable similar to
attitude and measured as a weighted-average or index of satisfaction indicator (Johnson et al.,
2002). Cumulative satisfaction could explain more about organisational performance and
assist in meeting strategic organisational goals for benchmarking and setting standards
(Johnson et al., 2002). It is useful to consider both transaction-specific and cumulative
satisfaction in complimentary way as they lead to different managerial objective-based
behaviours (Bodet, 2008).

Transaction-specific satisfaction is largely formed by externalities that influence consumer
motives and behaviour. These externalities may include budget constraints, interactions or
waiting time (Bahia et al., 2000). Some authors have suggested considering a factor of
‘valence’ as a determinant of customers’ perceptions of received services (Brady and Cronin,
2001; Alexandris et al,, 2004; Martinez and Martinez, 2010): ““... Valence captures attributes
that control whether customers believe the service outcome is good or bad, regardless of their
evaluation of any other aspect of the experience” (Martinez and Martinez, 2010, p. 99). Yet,
the concept of valence is still relatively new for the service literature; moreover, it is situated
in inter-field area of psychology and business studies. Therefore, Martinez and Martinez
(2010) suggest further research into this concept in order to identify factors describing

valence in particular service contexts.

3.4 Definitions of customer satisfaction

Definitions of customer satisfaction have varied throughout the evolutionary development of
the concept. The evolution of customer satisfaction has led to two main approaches —
cognitive and affective (Tam, 2004). Cognitive-oriented definitions emphasise that
satisfaction is determined by a cognitive process of comparing what customers receive
(rewards) against what they sacrifice to acquire the service (costs). Churchill and Surprenant
(1982) defined customer satisfaction as an outcome of purchase and use resulting from the
buyers’ comparison of the rewards and costs of the purchase in relation to the anticipated
consequences. Engel and Blackwell (1982) viewed satisfaction as an evaluation of the chosen

alternative for consistency with prior beliefs with respect to that alternative.

On the other hand, definitions based on affective aspect describe satisfaction as an emotional
feeling resulting from an evaluative process. Thus, satisfaction is viewed as an emotional state

that occurs in response to the evaluation of a service (Westbrook, 1981). Hunt (1977)
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suggested that consumer satisfaction with a product is the favourableness of the individual's
subjective evaluation of the various outcomes and experiences associated with buying it or
using it. Oliver (1981) emphasised a surprise nature of satisfaction, defining it as “an
evaluation of the surprise inherent in a product acquisition and/or consumption experience"
(p. 27). Westbrook (1987) proposed separating satisfaction and knowledge in order to

consider two stages in formation of satisfaction:

“In the first stage, post-usage beliefs about product attributes or outcomes actually realized
are compared with pre-purchase expectations, yielding a new belief about the extent of
expectancy disconfirmation. Expectancy disconfirmation can range from positive ... to
neutral ... to negative... In the second stage, expectancy disconfirmation beliefs and initial
expectation beliefs, as recalled from memory, are combined additively to produce the
satisfaction evaluation” (p.260).

Other authors (Woodruff et al., 1991; Rust and Oliver, 1994) supported the viewpoint derived
from the affective aspect. However, they clarified that satisfaction is an emotional response
resulting from a cognitive process of evaluating the service received against the costs of

obtaining the service.

Although definitions of customer satisfaction have different basis (i.e. cognitive vs. affective),

there seems to be agreement about similar components in definitions:

1) Customer satisfaction is a consumer response, either emotional or cognitive;

2) The response occurs at a particular time, during the consumption process or after

consumption, based on accumulated experience as an outcome;

3) The response pertains to a specific consumption experience that includes expectation,

importance, and performance (Giese and Cote, 2002; Chang and Polonsky, 2012).

Still, research on customer satisfaction has still not acquired an all-embracive definition in the
area. The lack of consensus on definitions of consumer satisfaction leads to three main
inconsistencies in the research area. These inconsistencies take place during three stages:
selecting an appropriate definition for a given study; operationalising the definition; and

interpreting and comparing empirical results (Giese and Cote, 2002).

In view of the competing definitions of customer satisfaction, Giese and Cote (2002) argued
that each study should develop its own “conceptually consistent, clearly delineated, context-
specific definition of satisfaction” (p.17) as opposed to trying to find and adapt some kind of
universal definition. Therefore, the authors proposed a framework for developing a customer
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satisfaction definition which includes: a) summary affective response which varies in
intensity; b) satisfaction focus around product choice, purchase and consumption; and c) time
of determination which varies by situation, but is generally limited in duration. All these three
aspects should be defined; relevant patterns selected and focuses identified by the researcher
depending on the context of the interest and research questions. Arguably, following this
framework will lead to the development of “conceptually richer and empirically more useful

than previous (ones)” (Giese and Cote, 2002, p. 15) definitions.
3.5 Aspects of satisfaction

Hunt (1977) suggested that satisfaction represents evaluation of emotion (better/worse
depending on expectations) rather than an emotion (good/bad). The cognitive aspect of
satisfaction is that it is a consequence of experience and it is formed by evaluation of this
experience. In other words, it is a judgement about how well the final service outcome meets

initial expectations.

Expectations may cause differences in satisfaction towards the same service, i.e. the higher
the expectations are, the lower the satisfaction is. This link between expectations and
satisfaction is explained by the disconfirmation paradigm (Oliver 1977; 1980) which implies
that comparison between perceived outcome and some prior standard drives customers’
satisfaction (Bigné and Andreu, 2002). Thus, the judgement resulting from the comparison
could be negative disconfirmation (if the performance is lower than expected), positive
disconfirmation (if the results are better than expected) or simple confirmation (if the
performance equals the expectations). A customer will be dissatisfied in the case of negative
disconfirmation and satisfied in the case of simple or positive disconfirmation (Bahia et al.,
2000).

Oliver (1981) argued that satisfaction includes a cognitive dimension, but it is also generated
by the surprise element encountered in the service experience. Earlier studies (Woodruff et al.
1991; Rust and Oliver 1994) supported the role of emotions in formation of satisfaction and
argued that an emotional feeling results from an evaluative process (i.e. disconfirmation).
Different researchers (Matilla and Wirtz, 2000; Jayanti, 1996; Mano and Oliver, 1993; Wirtz
and Bateson, 1999) investigated the importance of emotional reactions in determination of
satisfaction. The study by Bigné and Andreu (2002) discovered that satisfaction increases as a

function of the level of pleasure and arousal. In line with this, Martinez and Martinez (2007)
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suggested that improving the consumer's affective state would lead to a higher level of

satisfaction.

The affective aspect of satisfaction is affiliated to attribution theory (Weiner, 1986). This
theory suggests that customers try to find reasons for perceived service success/failure and
make judgments about cause and effect relationships that influence their attitudes and
behaviours on the basis of certain dimensions of causal attributions. These dimensions include
locus of causality (internal vs. external source of the cause of that result), stability (variability)
of the cause and controllable aspect of the cause (Oliver and Desarbo, 1988). A study by
Yuan et al. (2010) presents some evidence of links between satisfaction and attribution: it has
found that if the perceived service failure happened due to the seller’s actions (external locus),
which could have been avoided (controllable) and can happen again (stable), then customers

are more likely to complain.

Both cognitive and affective aspects of satisfaction are complementary as they explain the
same phenomenon (Bahia et al., 2000). According to Martinez and Martinez (2007) the main
difference in cognitive and affective perspectives lies in the way they conceptualise the
relationships between disconfirmation and emotions. Cognitive theory of emotions (Bagozzi
et al., 1999) states that emotions act as a mediator between cognitive evaluations
(disconfirmation) and satisfaction. Bigné and Andreu (2002) suggest that emotions have a
direct relationship with disconfirmation. Another view is that emotions act as independent
factors between cognitive evaluations (disconfirmation) and satisfaction (Westbrook, 1987;
Koelemeijer et al., 1995; Martinez and Martinez, 2007), i.e. emotions and the cognitive
construct are independent variables and they represent different sources of satisfaction.
Martinez and Martinez (2007) found that influence of an emotional component on satisfaction
is stronger than the influence of cognitive evaluation (disconfirmation), however their study
did not con