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ABSTRACT

In today’s world Service industry is playing a very important role in the economy of many countries. In case of India more than
50% of Indian GDP comes from services. In today’s competitive environment, delivering efficient service quality is necessary
for the success of any organization. Service Quality is very well connected with increased profitability, customer satisfaction
and also working as a tool for providing competitive advantages. It can be also linked with repeat sales, word of mouth
feedback of customers and overall maximization of company profit. Betterment of services always results in increase in market
share, reduction of cost and also in increase in profit and ROI. The aim of the study was to find out the gap exist between the
customer expectations and employee perceptions on importance dimensions of services on quality of service and customer
satisfaction in Indian call centre.
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1.INTRODUCTION

The call centre industry is globally one of the most rapidly growing industries. “A call centre is defined as a centralized
place which is mainly for the purpose of receiving of and transmitting of a large volume of information through
telephone. Call centers are required by large companies for selling or promoting of their goods and services as well as
for providing the after sales services and customer queries.”

Sector Outlook of Call Centers

Global Call Centre Industry:

Call Center industry has emerged at about same time in many countries around the world mainly in last 5-10 years. It
serves broad range of services in all industry sectors. It is a sector which is providing a large no. of employments and
creating new jobs everywhere. According to Global Industry Analyst Report, November 2012, total market size for the
BPO industry is expected to reach around $303 billion this year. Segments wise expected size for the BPO industry for
this year is given below:
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Table 1.1: Segments wise size for the BPO Industry (2012)

S.No. Segment (Industry) Size in Billion
1. Industry Specific Services $185
2. HR BPO $42
3. CRM BPO $52
4, F&A BPO $25
Source: Global Industry Analyst Report, November, 2012.
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Fig 1.1: Segments wise size for the BPO Industry (2012)

Table 1.2: Global Call Centre Market Break-up (Industry Wise-2012)

S. No. Type of Call Centre Percentage
1. Consumer / Industrial Products 28
2. Professional Services 18
3. Financial Services & Insurance 15
4. Technology, Media & Telecommunication 11
5. Public Sectors 09
6. Life Sciences & Health Care 08
7. Others 11
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Source: Deloitte Consulting 2012 Global Contact Center Survey, p.9.
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Fig. 1.2: Global Call Centre Market Break-up (Industry Wise-2012)

Table 1.3: Global Call Centre Market Break-up (Geographically-2012)

S. Country Percentage
No.

1. United States 51

2. Europe 11

3. Asia Pacific 10

4, Latin America 06

5. Canada 06

6. China 05

7. India 05

4. Others 06

Source: Deloitte Consulting 2012 Global Contact Center Survey, p.12.
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Fig 1.3: Global Call Centre Market break-up (Geographically- 2012)

Volume 2, Issue 12, December 2014 Page 29



ﬂrmnsa IPASJ International Journal of Management (11JM)

* + Web Site: http://www.ipasj.org/l1JM/I1IM.htm
A Publisher for Research Motivation........ Email: editoriijm@ipasj.org
Volume 2, Issue 12, December 2014 ISSN 2321-645X

The above table is showing the geographically market break up for global Call Centers. It is shown that United States is
leader in Call Centers presence followed by European countries and Asia Pacific.

Call Centre Industry in India

Now a day’s call centre industry in India is a very big industry. Indian call centers are providing services in three main
areas which are inbound call centers services, outbound call centers services and web enabled services. According to
NASSCOM (2011), India is now considered as one of the world’s leading and fastest growing call centre industry.
Indian Call Centre industry is providing employment to more than 330,000 people in the country and this industry is
worth about £3.2 billion a year and growing at a very fast rate of around 25% per annum. Today, there are more than
500 companies of UK, USA and other European companies which are outsourcing their call centre activities to India.
The domain of this study is to find out the gap between customer expectation and employee perception on important
dimensions of services .

2.LITERATURE REVIEW

India is witnessing huge growth in Information Technology sector and telecommunication industry and Indian Call
Center Industry is also seen a rapid growth during the last decade. There are ample opportunities in this sector but the
question arises how to satisfy customers and minimize gap between customer expectation and employee perception
while lowering down the total cost. The initial search yielded 150 publications, whose abstracts were reviewed for
inclusion in the literature review. Later on a total of 75 articles and book chapters were retained for full analysis. In
these studies, the subject of review was to find out:

o To find out the gap exist between the customer expectations and employee perceptions on importance dimensions
of services and their impact on quality of service and customer satisfaction in Indian call centre. This section aims
at presenting literatures relevant to this study and also to provide a theoretical framework.

Service Quality

Service quality is a comparison of expectation and performance. Service quality is an assessment of how well you
delivered service conformed to customer expectation. Organizations assess the service quality in order to improve their
services, to easily identify problems and to provide better customer satisfaction.

Definition

Kotler & Keller, 2009 define service as “any intangible act or performance that one party offers to another that does
not result in the ownership of anything” .In all, service can also be defined as an intangible offer by one party to
another in exchange of money for pleasure. Service quality can be defined as expectations of customers towards the
service or products.

According to Parasuraman et al., 1985 service quality is the global evaluation or attitude of overall excellence of
services. So service quality is the difference between customer expectation and perceptions of services delivered by the
firm.

Gro” nroos distinguish between technical quality and functional quality. Technical quality is the quality that
consumer actually receives as a result of his/her interaction with the service firm and is important to him/her and to
his/her evaluation of the quality of service. Functional quality is how customer gets the technical outcome. Functional
quality is important to the customer as it indicate his/her views of service he/she has received. According to Solomon,
2009 service quality is one of the things that consumers look for in an offer, which service happens to be one. Kotler et
al., 2002 define service quality as the totality of features and characteristics of a product or services that bear on its
ability to satisfy stated or implied needs.

Customer Satisfaction

Customer satisfaction is a measurement of how the offerings of company meet or surplus the expectations of
customer. In other words customer satisfaction means the degree of satisfaction provided by the goods or services of a
company as measured by number of repeat customers.

Definition

Different researcher has defined customer satisfaction in different ways. Customer satisfaction can be defined as the
difference between confirmation and disconfirmation of individual expectations. Customer satisfaction can be
represented in the form of the given formula:

CS=CPV-CEV
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Here,

CS = Customer Satisfaction
CPV = Customer Perceived Value

CEV= Customer Expected Value

Kotler , 1996 defined customer satisfaction as “ the level of a person’s felt state resulting from comparing a products
perceived performance or outcome in violation to his/her own expectations.”

According to Ingrid Feciikova A, 2004 customer satisfaction is a feeling which result from a process of evaluating
what was received against the expected, the purchase decision itself and or the fulfillment of needs/wants.

Oliver, 1981 & Robertson, 2001 conceptualize customer satisfaction as an individual’s feelings of pleasure or
disappointment resulting from comparing products perceived performance (outcome) in relation to his or her
expectations.

According to Giese & Cote, 2000, “customer satisfaction is identified by a response (cognitive or affective) that
pertains to a particular focus (i.e. a purchase experience and/or the associated product) and occurs at a certain time (i.e.
post-purchase, post-consumption)”.

According to Schiffman & Karun, 2004 Customer satisfaction is defined as “the individual’s perception of the
performance of the products or services in relation to his or her expectations”

Gap Analysis: It is a process through which a company can compares its actual performance to its expected
performance in order to determine whether it is meeting expectations and using its resources effectively or not. The
“Gap analysis model” was developed by Parasuraman et al. (1985), for evaluating service quality and its determinants.
The model defined service quality as the degree of discrepancy that exists between customers' expectations for the
service and their perceptions of service performanc. According to Gap Model customer compare the service experience
with what they expect and if both does not match it is result into gaps. Following are the gaps according to this model:

GAP 1: The first Gap is the gap between consumer expectation of service and management perception of the same.
The gap arises when the service provider does not correctly perceive the actual wants or needs of customers.

GAP 2: The second gap is the gap between management perception of service and service quality specify by them.
The gap arises when the management or service provider might correctly perceive the needs of customer, but may not
correctly specify them further.

GAP 3: The third gap is the gap between service quality specify by the employees and actual deliver of service. This
gap is the result of poor training, incapability or unwillingness of employees to serve customer.

GAP 4: The fourth gap is the gap between actual service delivered and communication made to the customer. The
gap comes when customers assumed that what communication made to them are not fulfilled at the time of service
delivery.

GAP 5: The fifth gap is the gap between expected service by the customer and service actually experienced by them.

Source: Parasuraman et al. (1985).
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Fig. 1.4: Gap Model

The SERVQUAL scale was devised by Parasuraman et al. (1988). “SERVQUAL Scale is a scale containing 22-item
which are used to measures quality of service on five dimensions namely, reliability, responsiveness, assurance,
empathy and tangibles”. SERVQUAL scale is always considered to be one of the most useful measurements scale used
for measuring quality of service. The SERVQUAL scale is considered to be one of the best ways in measuring the
quality of services providing to the customers. In his original study Parasuraman et al. (1988) first present ten dimensions of
service quality which were later on reduced to five. The reduced dimensions of service quality are reliability, responsiveness,
assurance, empathy and tangibles.

OBJECTIVES OF THE STUDY
Not much research was done in this field, and area of research was wide open. .

1. To find out the gap exist between the customer expectations and employee perceptions on importance dimensions of
services and their impact on quality of service and customer satisfaction in Indian call centre.

RESEARCH DESIGN

A questionnaire survey was done to investigate gap exist between the customer expectations and employee perceptions
on importance of various dimensions of services on quality and customer satisfaction in Indian call centre. A Total of
200 samples were collected, 100 from call centers employees and 100 samples from customers. The respondents were
senior managers belonging to quality or operation divisions in large call centers in India, major customers, customer
care executives and other related persons.

Sample Size: 200

Sample Unit: Call centers employees and customers.

Measuring Instrument: Questionnaire (including both, open handed and close handed)

Data Sources

The study was based on primary as well as secondary data. Secondary research was conducted first to find studies on
service quality of call centers in India. Primary data was collected with the help of specially designed questionnaire
and interview method. The respondents included were senior managers belonging to quality or operation divisions in
large call centers in India, major customers, customer care executives and other related persons.

Secondary Sources

Secondary data was collected from various journals of management, business magazines, various websites and other
related sources.
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Primary Sources

To collect primary data questionnaire survey was done .The respondents were senior managers belonging to quality or
operation divisions in large call centers in India, major customers, customer care executives and other related persons.
A Total of 200 samples were collected, 100 from call centers employees and 100 samples from customers.

Scale
Five-point Likert Scale was used to measure respondent’s level of agreement or disagreement with 21 attributes of

service quality on a scale of 1-5, according to their impact on service quality and customer satisfaction in Indian Call
Centres.

Most Important Somehow Neither important nor Unimportant
Important Important Unimportant
5 4 3 2 1

3.DATA ANALYSIS
Data collected through questionnaire is analyzed and following results are found out:

Table 1.4: Participating Call Centers (Sector Wise)

S No. Type of Call Centre Percentage
1. Financial Services 20
2. Communication 15
3. Consumer Goods/ Services 14
4. Manufacturing & Retail 10
5. IT 25
6. Utilities 5
7. Travel 2
8. Health 2
9. Others 7
OFinancial Services
251 @ Communication
20-/ O Consumer Goods/ Services
1547 O Manufacturing & Retail
|iT
10§ -
O Utilities
5'/ M Travel
0- OHealth
B Others

Fig. 1.5: Participating Call Centers (Sector Wise)
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Table 1.5 : Gap Analysis between Customer Expectation and Employee Perception of Various Service Dimensions

Mean Score Mean Score Gap between .
. . . Customer expectation
S.No. Service Dimensions (Customer (Employee
. . : and Employee
Satisfaction) perception) .
perception

1. Reliability 3.762962963 3.994318182 -0.231355219
2. Responsiveness 4.037037037 3.878787879 0.158249158
3. Assurance 3.898148148 3.775568182 0.122579966
4, Empathy 3.993055556 3.752840909 0.240214646
5. Tangibles 2.064815 2.188636364 -0.123821549

Table 1.5 shows the gap analysis between Customer expectation & Employee perception of various service dimensions.
The highest gap is observed for empathy dimension (0.240214646) followed by responsiveness (0.158249158) and
assurance (0.122579966). Positive gaps Shows Company should focus more on above dimensions and should make
improvement on above dimensions of services so that gaps can be filled. In case of reliability (-0.231355219) and
tangibility (-0.123821549) dimension gap is negative which shows customers are satisfied with what companies are
providing in terms of reliability and tangibility.

Table 1.6 : Gap Analysis between Customer Expectation and Employee Perception of Various Attributes of Reliability
Service Dimensions

S.No. Reliability Dimensions Mean Score Mean Score Gap between
(Customer (Employee Customer expectation
Satisfaction) Perception) and Employee
Perception
L Providing service as 3.287037 4494318 120728
promised
2. | Dependability in handling 3.592503 3.943182 -0.35059
customers’ service problems
3. Performlng_ services right the 3.87963 3.875 0.00463
first time
4 Providing service at 3.944444 3.8125 0.131944
promised time
5. Keeping customers informed
about when services will be 4111111 3.846591 0.26452
performed

Table 1.6 shows the gap analysis between Customer expectation & Employee perception of various attributes of reliability
dimensions. The highest gap is observed for Keeping customers informed about when services will be performed attribute
(0.26452) followed by providing service at promised time (0.131944) and performing services right the first time(0.00463).
Positive gaps Shows Company should focus more on above attributes and should make improvement on above attributes of
reliability dimension so that gaps can be filled. In case of Dependability in handling customers’ service problems (-
0.35059) and providing service as promised attribute (-1.20728) gap is negative which shows customers are satisfied
with what companies are providing in terms of Dependability in handling customers’ service problems and providing
service as promised attribute.
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Table 1.7 :_ Gap Analysis between Customer Expectation and Employee Perception of Various Attributes of
Responsiveness Service Dimensions

S.No. Responsiveness Mean Score | Mean Score | Gap between
Dimensions (Customer (Employee Customer
Satisfaction) Perception) Expectation and
Employee
Perception
1. Prompt service to customers | 4.583333 4.034091 0.549242
2. Willingness to help | 3.574074 3.8125 -0.23843
customers
3. Readiness to respond to | 3.953704 3.789773 0.163931
customers’ request

Table 1.7 shows the gap analysis between Customer expectation & Employee perception of various attributes of
responsiveness dimensions. The highest positive gap is observed for Prompt service to customers (0.549242) followed
by Readiness to respond to customers’ request (0.163931). Positive gaps Shows Company should focus more on above
attributes and should make improvement on above attributes of responsiveness dimension so that gaps can be filled. In
case of Willingness to help customers (-0.23843) gap is negative which shows customers are satisfied with what
companies are providing in terms of Willingness to help customers attribute.

Table 1.8 : Gap Analysis between Customer Expectation & Employee Perception of Various Attributes of Assurance
Service Dimensions

S.No. | Various attributes of | Mean Score | Mean Score | Gap between
Assurance Dimension (Customer (Employee Customer expectation
Satisfaction) perception) and Employee
perception
L Employees  ~ who  instill | 3 564815 3.857955 10.79314
confidence in customers
2 Making customers feel safe in |, ),cq00 3.761364 0.664562
their transactions
3 Employees ~ who —are |, 44666 3.551136 0.86553
consistently courteous
4. Employees who have the
knowledge to answer customer | 3.685185 3.931818 -0.24663
questions

Table 1.8 shows the gap analysis between Customer expectation & Employee perception of various attributes of
assurance dimensions. The highest positive gap is observed for Employees who are consistently courteous (0.86553)
followed by Making customers feel safe in their transactions attribute (0.664562). Positive gaps Shows Company should
focus more on above attributes and should make improvement on above attributes of assurance dimension so that gaps
can be filled. In case of Employees who instill confidence in customers (-0.79314) and Employees who have the
knowledge to answer customer questions (-0.24663) gap is negative which shows customers are satisfied with what
companies are providing in terms of Employees who instill confidence in customers and Employees who have the
knowledge to answer customer questions attribute of assurance dimensions of service quality.
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Table 1.9 : Gap Analysis between Customer Expectation & Employee Perception of Various Attributes of Empathy
Service Dimensions

S.No. Various attributes of | Mean Score | Mean  Score | Gap between
Empathy Dimension (Customer (Employee Customer
Satisfaction) perception) expectation and
Employee
perception
1. Giving customer individual | 4.083333 4.255682 -0.17235
attention
2. Employees who deal with | 3.722222 3.301136 0.421086

customers in a caring fashion

3. Having the customers’ best | 4.083333 3.659091 0.424242
interest at heart

4. Employees who understands | 4.083333 3.795455 0.287879
the needs of their customers

Table 1.9 shows the gap analysis between Customer expectation & Employee perception of various attributes of
empathy dimensions. The highest positive gap is observed for having the customers’ best interest at heart (0.424242)
followed by Employees who deal with customers in a caring fashion (0.421086) and Employees who understands the
needs of their customers (0.287879). Positive gaps Shows Company should focus more on above attributes and should
make improvement on above attributes of empathy dimension so that gaps can be filled. In case of Giving customer
individual attention (-0.17235) gap is negative which shows customers are satisfied with what companies are providing
in terms of Giving customer individual attention attribute of empathy dimensions of service quality.

Table 1.10: Gap Analysis between Customer Expectation and Employee Perception of Various Attributes of
Tangibility Service Dimensions

S.No. Tangibility Dimensions Mean Score | Mean Score | Gap between
(Customer (Employee Customer
Satisfaction) perception) expectation and
Employee
perception
1. Modern equipment 3.064815 3.397727 -0.33291
2. Visually appealing facilities | 0.990741 1.272727 -0.28199
3. Employees who have a neat, | 1.083333 0.909091 0.174242

professional appearance

4, Visually appealing materials | 0.648148 1.090909 -0.44276
associated with the service

5. Convenient business hours 4537037 4272727 0.26431

Table 1.10 shows the gap analysis between Customer expectation & Employee perception of various attributes of
tangibility dimensions. The highest positive gap is observed Convenient business hours (0.26431) followed by
Employees neat, professional appearance (0.174242). Positive gaps Shows Company should focus more on above
attributes and should make improvement on above attributes of tangibility dimension so that gaps can be filled. In case
of Modern equipment (-0.33291), Visually appealing facilities (-0.28199), and Visually appealing materials associated
with the service (-0.44276) gap is negative which shows customers are satisfied with what companies are providing in
terms of above attributes of tangibility dimension of service quality in case of Indian Call Centres.

Volume 2, Issue 12, December 2014 Page 36




PASS IPASJ International Journal of Management (11JM)

ﬂ( * + Web Site: http://www.ipasj.org/I1IM/I1IJM.htm

A Publisher for Research Motivation........ Email: editoriijm@ipasj.org

Volume 2, Issue 12, December 2014 ISSN 2321-645X
4. RESULT

Gap analysis was done for 5 dimensions of service between customer expectation score and employee perception score. Result
of gap analysis shows that the highest positive gap is observed for empathy dimension (0.240214646) followed by
responsiveness (0.158249158) and assurance (0.122579966). Positive gaps Shows Company should focus more on above
dimensions and should make improvement on above dimensions of services so that gaps can be filled. In case of reliability (-
0.231355219) and tangibility (-0.123821549) dimension gap is negative which shows customers are satisfied with what
companies are providing in terms of reliability and tangibility. Gap analysis was also done for various service
dimensions, dimension wise. In case of reliability dimension the highest gap is observed for keeping customers
informed about when services will be performed attribute (0.26452) followed by providing service at promised
time(0.131944) & performing services right the first time (0.00463). Positive gaps are showing that company should
focus more on above attributes and should make improvement on above attributes of reliability dimension so that gaps
can be filled. In case of Dependability in handling customers’ service problems (-0.35059) and providing service as
promised attribute (-1.20728) gap is negative which shows customers are satisfied. In case of responsiveness dimension
the highest positive gap is observed for prompt service to customers (0.549242) followed by readiness to respond to
customers’ request (0.163931). Positive gaps Shows Company should focus more on above attributes and should make
improvement on above attributes of responsiveness dimension so that gaps can be filled. In case of willingness to help
customers (-0.23843) gap is negative which shows customers are satisfied. In case of assurance dimension, the highest
positive gap is observed for employees who consistently courteous (0.86553) followed by making customers feel safe in their
transactions attribute (0.664562). Positive gaps showing company should focus more on above attributes and should make
improvement on above attributes of assurance dimension so that gaps can be filled. In case of employees who instill
confidence in customers (-0.79314) and employees who have the knowledge to answer customer questions (-0.24663)
gap is negative which shows customers are satisfied with what companies are providing in terms of employees who
instill confidence in customers and employees who have the knowledge to answer customer questions. In case of
empathy dimension the highest positive gap is observed for having the customers’ best interest at heart (0.424242)
followed by employees who deal with customers in a caring fashion (0.421086) and employees who understands the
needs of their customers (0.287879). Positive gaps showing company should focus more on above attributes and should
make improvement on above attributes of empathy dimension so that gaps can be filled. In case of Giving customer
individual attention (-0.17235) gap is negative which shows customers are satisfied. In case of tangibility dimension the
highest positive gap is observed convenient business hours (0.26431) followed by employees neat, professional
appearance (0.174242). Positive gaps showing company should focus more on above attributes and should make
improvement on above attributes of tangibility dimension so that gaps can be filled. In case of modern equipment (-
0.33291), visually appealing facilities  (-0.28199) and visually appealing materials associated with the service (-
0.44276) gap is negative which shows customers are satisfied with what companies are providing in terms of above
attributes.

5.CONCLUSION

The present study identifies gap exist between the customer expectations and employee perceptions on importance
dimensions of services and their impact on quality of service and customer satisfaction in Indian call centre and to
identify the most important dimensions of service quality affecting customer satisfaction and also helps in enhancing
the quality of service. These five important dimensions of services were reliability, responsiveness, empathy, assurance
and tangibility. Result of gap analysis shows that the highest positive gap is observed for empathy dimension followed by
responsiveness and assurance. Positive gaps Shows Company should focus more on above dimensions and should make
improvement on above dimensions of services so that gaps can be filled. In case of reliability and tangibility dimension gap
is negative which shows customers are satisfied with what companies are providing in terms of reliability and
tangibility.
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