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Abstract - Indian retail industry is booming these days. So many Indian and foreign companies are showing interest in 
Indian Retail. This is benefiting Indian retailers, foreign retailers and consumers as well. This is a win-win situation. But still 
Indian retail industry is not still developed to avail the opportunities. There are so many problems and challenges faced by 
the consumer’s retail outlets. Big giants like Bharti, Reliance, Future Group, Tata, Birla have entered in to retail industry. 
Indian retail industry accounts for 14- 15 percent of Indian GDP. If retail industry will not grow adequately, will definitely 
hamper Indian Economy. Online marketer like snapdeal.com, flipcart.com, amazon.com etc. Are also entering in to market. 
The objective of the study is to develop a scale for the measurement of Service quality of hypermarkets. A research is 
conducted to identify the key factors influencing the customers' perception about the retail service quality of retail outlets of 
Delhi/NCR. Study was conducted with a sample size of 317 customers of hypermarkets in Delhi/NCR. Principal Component 
analysis with Varimax rotation was employed on 29 items. The retail service quality variables were grouped in 6 factors: 
Convenience, Promise and Doing Things Right, Personal Interaction, Policy, Problem Solving, Physical appearance. The 
instrument was found valid and reliable.  
 

 
I. INTRODUCTION  
 
Service Quality is a comparison of the expectation of 
the customer with performance. Customer formulates 
his expectations on the basis of past experiences, 
word of mouth, promises made by the marketer 
during the advertisement. Psychology of the customer 
plays a vital role in formulating the service quality 
expectation. Service quality doesn't provide the 
company a competitive advantage, but it is very 
important factor to sustain growth (Ladhari, 2009). 
Service quality is a critical component of customer’s 
perceptions about the service. Customers perceive 
services in terms of its quality and how satisfied they 
are overall with their experiences (Zeithamal, 2000). 
Researches show that one of the most important 
factors that affect the consumer's choice of the store 
for purchasing grocery, is service quality (Swoboda, 
Haelsig, MOrschett, and Schramm-Klein 2007)  
Measurement of retail service quality is little difficult 
because it possess the unique characteristics like 
perishability, heterogeneity, intangibility, 
inseparability. SERVQUAL has been widely 
acknowledged and validated service quality tool 
which is used to measure the service quality. 
Parasuraman et al. (1988) developed a scale to 
measure the service quality which includes following 
5 dimensions 
1. Tangibles 
2. Reliability 
3. Responsiveness 
4. Assurance 
5. Empathy 
 
Retail Service Quality is a concept which is new and 
upcoming. To understand the retail service quality, 
customer should be educated. Complete study of the 
customer behavior should be done through brain 

mapping. 
SERVQUAL has been widely acknowledged and 
validated in various service sectors like schools, 
pharmacy, hospitals, banking, fast food chains etc. 
But SERVQUAL has not been successfully adapted 
and validated in Retail store environment. Retail 
business is a business that offers mix of services and 
goods. Assessment of Retail service quality requires 
specific kind of service quality scale. 
To overcome this problem Dabhlokar, Thorpe and 
Rentz (1996) conducted a qualitative research by 
using three different kind of methodologies as 
phenomenological interviews, exploratory depth 
interviews, and tracking the customer through the 
store. Considering SERVQUAL as a bases they 
combined the findings of their research and proposed 
a five factor hierarchical structure with total 28 items 
for measuring Service Quality of retail outlets. 
Dabholkar et al (1996) suggested following five 
dimensions of Retail Service Quality Scale: 
1. Physical Aspects: Store appearance and 
convenience of store layout. 
2. Reliability: Retailer keeps its promises and "does 
things right" 
3. Personal Interaction: Associates are courteous. 
Helpful. 
4. Problem Solving: Associates are trained to handle 
potential problems. 
5. Policy: Operating hours, payment options, store 
charge cards etc.  
 
Noel Y.M. Siu and Jeff Tak-Hing Cheung (2001) 
Hong Kong conducted a study in Hong Kong 
considering Dabholkar et al (1996)RSOS as bases 
and concluded with 6 factor scale to measure the 
Retail Service Quality of Hong Kong as opposed to 
five factor scale of Dabholkar et al (1996). 
Kim and Jin (2002) checked the applicability of 
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RSQS scale in contrast to the discounted stores of 
Korean and US population. 
 
Subahshini Kaul also conducted a research in 2005 in 
Bangalore to check the validity of RSQS scale 
developed by Dabholkar et al (1996). According to 
her RSQS is poor fit in Indian context and further 
restructuring is required before applying this scale 
directly. 
Darshan Parikh conducted a survey in India in 2006 
to check the validity of RSQS in Indian market. He 
suggested that the five dimension RSQS needs 
restructuring before applying in Indian context for 
measuring the service quality of Indian Retail outlets. 
Udaya Bhaskar and Raha Shekhar B. also modified 
original RSQS in 2011 and supported Subahashini 
Kaul.  Prof. Vinit M. Mistri and Dr. Nishithkumar H. 
Bhatt conducted a study on Ahmedabad 
Hypermarkets to explore the various factors that 
influence customer perception of Retail Service 
Quality of Hypermarts in Ahmedabad. He concluded 
that five factor structure of Dabholkar need 
modification before applying in Indian context.  
 
Above studies show that no study has been done in 
Delhi/NCR area for validating the applicability of 
RSQS scale for measuring service quality of 
hypermarkets. 
 
II. OBJECTIVE OF THE STUDY 
 
Retail service quality possess the unique 
characteristics like perishability, heterogeneity, 
intangibility, inseparability. The main objective of 
this study is to identify the key factors influencing the 
customers' perception about the retail service quality 
of hypermarkets of Delhi/NCR. 
 
III. RESEARCH METHODOLOGY 
 
The Retail Service Quality Scale developed by 
Dabholkar et al. (1996) was employed to measure 
perceived service quality of retail outlets. The items 
of RSQS was evaluated on a five point likert scale 
ranging from 1 (=strongly disagree) to 5 (= strongly 
agree) (Dabhokar, Thorpe, and Rentz, 1996). As 
shown below: 
 

Strongly 
Disagree 

Disagree 
Neither 
disagree 
nor agree 

Agree 
Strongly 
agree 

1 2 3 4 5 

 
Small adaptions were made to Dabholkar et at. (1996) 
'Retail Service Quality Scale' according to Indian 
landscape. After discussion with Industry experts 
(consultants, Indian Retail), store managers, 
academicians and on the basis 'Top of the mind' 
survey (TOM survey) following three items were 

added  to make questionnaire in sync with Indian 
landscape. 
 
1. Entertainment and fun for kids while parents do 

shopping’s, because Indian customer want their 
kids to be engaged in some activities so that they 
can do shopping freely.  

2. Placement of merchandise at comfort zone, 
because Indian customer wants easy access to the 
merchandise. 

3. Availability of Brands, because Indian customer 
appreciate if he can get multiple brands under 
one roof this reduces the efforts of moving to 
different outlets.  

 
On the basis of literature review (Empirical research 
Subhashini Kaul, 2007), after discussion with 
Industry experts (consultants, Indian Retail), store 
managers and academicians following two items were 
deleted from Dabholkar et at. (1996) 'Retail Service 
Quality Scale' to make the questionnaire well suited 
in Indian landscape and to obtain a meaningful data. 
 
1. Employee in the stores treat customer 

courteously on the telephone, because in India 
customers hardly interact with the store 
employees on the phone. 

2. The store has its own credit card, because in 
India retail outlets do not offer their own credit 
cards. 

 
Finally there were 29 questions to measure customer's 
perception of retail service quality. 
Customers shopping at the hypermarts of delhi/NCR 
were targeted to collect the data on the basis of 
convenience sampling. Principal Component Analysis 
with Varimax Rotation was performed on 29 items for 
data reduction which resulted in to 6 factors. 
 
IV. DATA ANALYSIS 
 
A principal component analysis with Varimax 
Rotation was performed on 29 items to assess the 
perceived service quality of Indian retail outlets. The 
KMO value for the study is 0.863 which is well 
above the minimum value of 0.6 and Bartlett's Test of 
Sphericity is 7584.408 at significance level of 0.000, 
which shows that factor analysis method is 
appropriate in this study. The sample size is adequate 
to conduct the factor analysis. 
 

Kaiser-Meyer-Olkin 
Measure of Sampling 

Adequacy. 
 0.863 

Bartlett's Test of Sphericity 

Approx. 
Chi-Square 7584.408 

df 406 

Sig. 0.000 
Table 1: KMO and Bartlett's Test 
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Factor analysis, which was performed on 29 items 
and were reduced to 6 factors. These 6 factors are 
named as Convenience, Promise & Doing Things 
Right, Personal Interaction, Policy, Problem Solving 
and Physical Appearance. Their eigen values greater 
than 1 are shown in Table 2. The total variance 
explained by the model is 58.140% which is quite 
acceptable. 
 

Factors 
Eigen 
Values 

% of 
Variance 

Cumulative % 

Convenience 4.330 14.929 14.929 

Promise & 
Doing Things 

Right 
3.865 13.326 28.255 

Personal 
Interaction 3.481 12.002 40.258 

Policy 1.817 6.265 46.523 

Problem 
Solving 1.690 5.827 52.350 

Physical 
Appearance 1.679 5.791 58.140 

Table 2: Eigen Values and % Variance 

 
The Cronbach's Alpha of overall construct is 0.793 
which shows that the retail service quality scale is 
reliable. The Cronbach's Alpha of 6 factors range 
from 0.660 to 0.863 which shows that the developed 
retail service quality scale is quite reliable and the 
variable of each factor are internally consistent which 
is shown in Table 3.  
 

 
Table 3: Cronbach's Alpha 

 
These 6 factors are named as Convenience, Promise 
& Doing Things Right, Personal Interaction, Policy, 
Problem Solving and Physical Appearance. 
 
Factor 1 is composed of 6 variables which are 
‘Easiness in finding what you need’, ‘Easiness in 
moving around the store’, ‘Availability of brands’, 
‘Placement of Merchandise at comfort zone’, 
‘Entertainment and Fun for kids’, ‘Availability of 
Desired merchandise when desired by the customer’. 
It is labeled as Convenience. Factor 1 is accounted 
for 14.929 % of variance and eigen value of 4.330. 
The Reliability coefficient alpha is 0.863 which 
shows that factor 1 is reliable. In India people give lot 
of importance to convenience and their comfort in the 
store during shopping. In India maximum population 

is young and having small kids so they chose a place 
for shopping where there is a comfort of kid’s 
entertainment so that they can leave their kids in play 
area safely and do the shopping peacefully. People 
also prefer the mall for shopping where there is a lot 
options for entertainment.  
 
Factor 2 is composed of 4 variables which are 
‘Performs services at right time, ‘Promises regarding 
repairing and alteration time’, ‘Keeping promises 
regarding time of services’, ‘Error free and 
comfortable transactions’. This factor is labeled as 
Promise & Doing or Things Right. Factor 2 is 
accounted for 13.326 % of variance and eigen value 
of 3.865. The Reliability coefficient alpha is 0.811 
which shows that the result is reliable. This factor is 
related to the trustworthiness of the employees related 
to the time of services to be performed and doing 
error free transaction and doing things right at first 
time. Indian people prefer to those stores which keep 
their promises. 
 
Factor 3 is composed of 7 variables which are 
‘Individual attention to the customer’, Promptness of 
the services by the employees’, ‘Right 
communication by employees regarding timings of 
services’, ‘Behavior of employees’, ‘Knowledge of 
the employees to answers the customer’s queries’, 
‘Courteousness of the employees’. This factor is 
labeled as Personal Interaction. Factor 3 is 
accounted for 12.002 % of variance and eigen value 
of 3.481. The Reliability coefficient alpha is 0.784 
which shows that the result is reliable. In India, 
people give importance to personal interaction. Retail 
store employee’s knowledge and behavior with 
customer plays a very important role in customer 
perception about the service quality of retail outlet.   
 
Factor 4 is composed of 6 variables which are 
‘Acceptance of major credit cards’, ‘Convenience in 
operating hours’, ‘Convenience of parking’, 
‘Willingness in handling returns and exchange’, 
‘Safety of your transactions at the stores’, ‘Quality of 
merchandise’. This factor is labeled as Policy. Factor 
4 is accounted for 6.265 % of variance and eigen 
value of 1.817. The Reliability coefficient alpha  
is 0.660 which shows that the result is reliable. This 
factor is related to internal policy of retail outlets, 
people in India consider policy of the retail outlet 
while making perception about service quality of 
retail stores.  
 
Factor 5 is composed of two variables which are 
‘Interest in solving customer problem’, ‘Promptness 
in handling customer's complaints’. This factor is 
labeled as Problem Solving. Factor 5 is accounted 
for 5.827 % of variance and eigen value of 1.690. The 
Reliability coefficient alpha is 0.709 which shows 
that the result of this factor is reliable. This factor is 
related to providing solution to customer problems 
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and complaints.  
 
Factor 6 is composed of 4 variables which are 
‘Attractive equipments and fixtures of retail outlets’, 
‘Facility of trial and restrooms’, ‘Attractiveness of the 
shopping bags’, ‘Cleanliness of the restrooms and 
fittings room’. This factor is labeled as Physical 
Appearance. Factor 6 is accounted for 5.791% of 
variance and eigen value of 1.679. The Reliability 
coefficient alpha is 0.709 which shows that the result 
is reliable. 
 

 The Factor Analysis Loadings 

Factor 
1 

Convenience 

23. Easiness in finding what 
you need 

0.807 

20. Easiness in moving around 
the store 

0.804 

17. Availability of brands 0.751 

5. Placement of Merchandise at 
comfort zone 

0.743 

29. Entertainment and Fun for 
kids 

0.723 

1. Availability of Desired 
merchandise when desired by 

the customer 
0.593 

Factor 
2 

Promise and Doing Things Right 

10. Performs services at right 
time 

0.783 

7. Keeping promises regarding 
repairing and alternation time 

0.771 

4. Keeping promises regarding 
time of services 

0.761 

13. Error free and comfortable 
transactions 

0.744 

Factor 
3 

Personal Interaction 

22. Individual attention to the 
customer 

0.719 

15.Promptness of the services 
by the employees 

0.690 

3. Right communication by 
employees regarding timings of 

services 
0.669 

14. Behaviour of employees 0.651 

12. Knowledge of the 
employees to answers the 

customers queries 
0.644 

24. Courteousness of the 
employees 

0.611 

16. Availability of employees 
to respond customer's request 

0.576 

Factor 
4 

Policy 

6. Acceptance of major credit 
cards 

0.766 

25. Convenience in operating 
hours 

0.524 

28. Convenience of parking 0.489 

2. Willingness in handling 
returns and exchange 

0.425 

18. Safety of your transactions 
at the stores 

0.399 

21. Quality of merchandise 0.379 

Factor 
5 

Problem Solving 

27. Interest in solving customer 
problem 

0.842 

26. Promptness in handling 
customer's complaints 

0.719 

Factor 
6 

Physical Appearance 

9. Attractive equipments and 
fixtures of retail outlets 

0.781 

11. Facility of trial and 
restrooms 

0.526 

8. Attractiveness of the 
shopping bags 

0.498 

19. Cleanliness of the 
restrooms and fittings room 

0.385 

Table 4: Factor Pattern Retail Service Items 

 
Extraction Method: Principal Component Analysis.  
a. 6 Components extracted 
 
Rotation Method: Varimax with Kaiser 
Normalization. 
a. Rotation converged in 7 iterations. 
 
CONCLUSION 
 
This study demonstrates that the five factor scale of 
Dabholkar et al (1996) is not supported by 
Delhi/NCR population, although the new scale is 
similar to the original scale to a certain extent. The 
new scale has total 29 variables grouped under six 
factors which are Convenience, Promise and Doing 
Things Right, Personal Interaction, Policy, Problem 
Solving and Physical Appearance. Before applying 
five factor scale in India considerable restructuring is 
required. New variables like Entertainment and fun 
for kids, Placement of merchandise at comfort zone, 
Availability of Brands has been added to the scale, 
and two items like Employees in the stores treat 
customer courteously on the telephone, The store has 
its own credit card are deleted as they are not 
applicable in Indian context. Dabholkar scale act as a 
good foundation for the new scale. 
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