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ABSTRACT 
 

In this paper, a model of service quality in the global fast food industry is 

proposed and tested using a sample from the operations of the industry in a 

major metropolitan city in India. Service quality measures and constructs 

currently available do not adequately capture customers’ perceptions of 

service quality of global fast food retailers in the Indian scenario. For varied 

reasons, sector-adaptedand sector-specific constructs and measures of 

servicequality might be more functional than a single generic scale. Therefore, 

a structure is proposed to capture a total of seven dimensions important to fast 

food customers based on service quality and Indian retailing situation. The 

study achieves a measurement instrument that is reliable, consistent and valid 

on target with what is being attempted to measure. The model appears to 

haveboth practical validity and explanatory ability. The highlight of this paper 

is that the study demonstrates and analyses the model of service quality gaps 

between customer expectations and perceptions using factor analysis and 

supports the validity of the scale as a measure of fast food retail service 

quality. 
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INTRODUCTION 

The literature in the area of retailing has been witnessing growing interest in research 

onservice quality. Knutson and colleagues have attempted to develop a scale for 

measuring the quality of lodging services (Knutson et al., 1992; Patton et al., 1994). 

In a similar manner, Getty and Thompson (1994) proposed a scale to measure lodging 

service quality. Saleh and Ryan (1991) applied the SERVQUAL model to the lodging 

industry. Barsky (1992) and Barsky and Labagh (1992) have attempted tointroduce a 

customer satisfaction research frameworkinto the hotel industry and Oh et al (Oh and 

Jeong, 1996; Oh and Parks, 1997) studiedthe behaviour of fast-food restaurant 

customers. 

One of the most popular models that has been widely adopted for explainingconsumer 

perception of service quality, SERVQUAL, was developed by Parasuraman et al 

(1985, 1988). SERVQUAL is based on the perception gapbetween the received 

service quality and the expected service quality. Ten dimensions of service quality 

were proposed originally (reliability,responsiveness, competence, access, courtesy, 

communication, credibility, security, understanding the consumer,and tangibles) 

which were subsequently reduced to five dimensions (reliability, responsiveness, 

empathy, assurances and tangibles).Even though the above-mentioned constructs are 

important aspects of service quality, these components may not be germane when 

evaluating service quality incertain industries. The various components of 

SERVQUAL could not fully evaluate consumerperception of service quality in 

certainservice industries (Cronin & Taylor, 1992; Finn & Lamb, 1991).Marketers 

need to consider new variables to improveservice quality(Cronin & Taylor, 1992). 

Omittingimportant variables from the model is also known to cause problems of 

modelmisspecification (Bagozzi, 1980). Therefore, one way to refine a theory is to 

think through newvariables, within the customary and time-

honoredSERVQUALframework, that are effectively potent in explaining service 

quality. 

 

 

SERVICE QUALITY 

Service quality is a concept that has aroused considerable interest because of the 

difficulties in both defining it and measuring it with no overall consensus emerging on 

either (Wisniewski, 2001). The most important service quality model is the 

SERVQUAL developed by Parasuraman, Berry and Zeithaml(1985, 1988). This 

model developed with an 22-item scale has been widely used across industries. 

Thethrust of SERVQUAL lies with its five dimensions of service quality that are 

accomplishedby indirect comparisons between pre-purchase expectations andpost-

purchase perceptions of service quality (Oh, 1999). That is, the level of service quality 

is indicatedbythe arithmetic differences between customer expectationsand 

perceptions across the measurement items. Service quality might therefore be defined 

as the gap between perception and expectation of customers. The validated scale 

breaks down the notion of service quality into five dimensions (Parasuraman et al., 

1988 and 1991) and the difference scores arereduced to fewerfactors or constructsvia 
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factor analysis.The five service quality constructs identified through this process 

areelaborated in Table 1. 

 

Table 1: Five Broad Dimensions of Service Quality 

 

Dimension Definition 

Tangibles Appearance of physical facilities, equipment, personnel and written 

communication materials 

Reliability Ability to perform the promised service dependably and accurately 

Responsiveness Willingness to help customers and provide prompt service 

Assurance Employees’ knowledge to perform the service and courtesy and 

their ability to inspire trust and confidence 

Empathy Caring, easy access, good communication, customer understanding 

and individualized attentiongiven to customers 

Source: Adapted from Zeithaml et al. (1990) and M.J. Xavier (1999) 

 

Another model entitled “Retail Service Quality Scale (RSQS)” was developed and 

empirically validated byP.A. Dabholkar, I.T. Dayle and O.R.A. Joseph 

(1996)withdimensions such as the following: Physical Aspects, Reliability, Personal 

Interaction, Problem Solving and Policy. RSQS scale suggested the measuring of 

retail service quality comprising of 28 items of which 17 of themhave been adapted 

from SERVQUAL model while 11 items have been developed through their further 

research. 

Many of the studies done earlier do not support the factor structure proposed by 

Parasuraman et al. (1988). The universality of the scale and its dimensions has also 

been the subject of criticisms (Lapierre et al., 1996) and it is suggested that they 

require customization to the specific service sector in which they are applied. 

 

 

SERVICE QUALITY IN FAST FOOD SECTOR 

Fast food retailing is the most dominant business in India. Though, various types of 

fast food retail formats have existed in India, the global fast food restaurants currently 

play a vital role. In the present study of Service Quality of global fast food retailing 

sector in the Indian scene, together with the five broad constructs found in Table 1 

namely Tangibles, Reliability, Responsiveness, Assurance and Empathy, it was 

appropriate to bring in two more constructs of service quality, namely Recovery and 

Food Quality as given Table 2. 

 

Table 2: Two additionalDimensions of Service Quality 

 

Dimension Definition 

Recovery Empowermentof employees to provide compensation and their 

inclination to regain by apologizing for mistakes 

Food 

Quality 

A wide-variety of well-cooked and tasty food that is served fresh 
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RESEARCH OBJECTIVES 

One of theobjectives of the study is to ascertain whether theconstructs used in the 

study show enough reliability and validity. The study also attempts to analyse the 

model of service quality gaps between customer expectations and perceptions using 

factor analysisto identify underlying constructs and to find out whether the modified 

model with seven dimensions is a good measure of service quality in the fast food 

sector. 

 

 

RESEARCH DESIGN / METHODOLOGY 

A survey approach was used to collect data from 496respondents in Chennai, a major 

metropolitan city in India.The researchers divided the geographical region of Chennai 

into various strata and selected a quota sample. The units selected form a good 

representative sample. The 496 respondents produced a total of 485 usable response 

sets and 11 of these were discarded due to incomplete responses. The questionnaire 

with the adapted SERVQUAL instrument was administered to the respondents and 

the method employed to collect data was personal interviews with the 

respondents.Data was not obtained through an online interface. 

In this study, the modelwhich is being suggested for the measurement of fast food 

retail service quality is composed of 22 items of which 16 were adapted from 

SERVQUAL model (the items that were not appropriate in terms of meaning in this 

research were deleted from SERVQUAL) and the remaining 6 items were developed 

and validated. 

A structured questionnaire taking into account SERVQUAL dimensions such as 

Tangibles, Reliability, Responsiveness, Assurance, and Empathy, and two other 

additional dimensions namely, Recovery and Food Qualityto ascertain customer 

expectations and perceptions of outlets of fast food restaurants such as Marrybrown, 

KFC, Subway, McDonald’s, Papa John’s and Domino’s Pizza along with some 

demographics, was developed and used in this study. Data collection was 

accomplished through a facilitated survey method which useda modified 

SERVQUAL form that utilized the seven-point Likert scale to assess Service Quality 

in Fast Food Retailing along the seven customer service quality dimensions listed 

earlier. The application of the SERVQUAL tool in this study involved rewording it in 

order to make it germane to the fast food sector. 

 

 

RELIABILITY ANALYSIS 

Reliability Analysis is used to check the internal consistency of an instrument 

constructed with multiple-item scales. In the present study on fast food retailing, the 

total reliability measure has turned out to be 0.927. The reliability estimates for all 

seven constructswith the respective Cronbach’s Alphascomputed for each construct 

separately are reported in Table 3. 
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Table 3: Reliability Coefficients 

 

Construct Manifest Variables Cronbach’s 

Alpha 

1. Tangibles Modern looking equipment with clean dining area. .765 

Visually-appealing physical facilities with good 

seating and parking availability. 

Employees neat in their appearance. 

Materials associated with the service (pamphlets 

or statements or menu cards etc.) visually 

appealing. 

2. Reliability When they promise to do something by a certain 

time, they do. 

.607 

When a customer has a problem, they show a 

sincere interest in solving it. 

Insist on error free delivery. 

3. Responsiveness Employees give prompt service to customers. .707 

Employees alwayswilling to help customers. 

Employees never too busy to respond to 

customers' requests. 

4. Assurance The behaviour of employees instil confidence in 

customers 

.720 

Employees consistently courteous with customers. 

Employees have the knowledge to answer 

customers' questions. 

5. Empathy Operating hours and locations convenient to all 

customers. 

.691 

Employees give customers personal service. 

Employees understand the specific needs of their 

customers. 

6. Recovery Employees quickly apologize for mistakes. .633 

Employees are empowered to provide 

compensation. 

Employees care about customer complaints. 

7. Food Quality Serve fresh food items. .656 

Have a wide variety of food and beverage. 

Food well-cooked and tastes very good. 

 

 

Considering Cronbach’s Alphas of 0.6 and above as the critical threshold, it is 

observed that all constructs comprising of various items show a true measure of 

service quality. In this study, the constructs show enough reliability meaning that the 

respective items were cohesive in forming those dimensions.The study achieves a 
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measurement instrument that is reliable, consistent and valid on target with what is 

being attempted to measure. 

 

 

FACTOR ANALYSIS 

Factor analysis may be viewed as a set of models for transforming a group of 

variables into a simpler and more useful form or a procedure for reducing a set of 

variables to a smaller set of factors or composite variables by identifying dimensions 

underlying the data.It attempts to identify factors which are the underlying constructs 

that explain the pattern of correlations within a set of observed variables. Factor 

analysis is often used in data reduction to identify a small number of factors that 

explain most of the variance observed in a much larger number of manifest variables. 

The present study also involved factor analysis, the purpose of which was to find out 

whether the modified SERVQUAL is applicable in the context of the fast food 

international retailing sector in India and gap score analysis of perceptions 

andexpectations of consumers. Expectations and perceptions were both measured 

using the 7-point Likert scale in which the higher numbers indicate a higher level of 

expectation or perception. The perception minus expectation scores foreach item and 

dimension were first computed in order to identify the service quality gaps.The gap 

score is a reliable indication of each of the seven dimensions of service quality.These 

scores were then analyzed and component factor analysis, which is based on the 

varimax rotation technique for data reduction with KaiserNormalization was carried 

out to test validity. 

Factor analysis is used mostly for data reduction reasons and is performed by 

examiningthe pattern of correlations between the observed measures. Measures that 

are highlycorrelated, either positively or negatively are likely to be influenced by the 

same factors,while those that are relatively uncorrelated are likely to be influenced by 

different factors. 

The Kaiser-Meyer-Olkin(KMO) Measure of Sampling Adequacy varies between 0 

and 1. A value of 0 shows that the sum of partialcorrelations is large relative to the 

sum of correlations meaning factor analysis is likelyto be inappropriate while a value 

close to 1indicates that patterns of correlations are relativelycompact and that factor 

analysis will yield distinct and reliable factors. In ourcase, the KMO value is 0.723 

(Table 4) which indicates that factor analysis is relevant and appropriate for our study. 

 

Table 4: KMO and Bartlett's Test 

 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .723 

Bartlett's Test of Sphericity Approx. Chi-Square 1891.724 

Df 231 

Sig. .000 

 

Bartlett's Test of Sphericity (Table 4) yields a significance value < 0.05 which 

indicates that these data differ significantly from identity and are thus approximately 

multivariate normal and acceptable for factor analysis. 
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The scree plot in Figure 1 which plots the eigenvalues of each component on a bi-

coordinate plane determines the optimal number of components. It was used to select 

the number of factors to rotate to a final solution. The cut-off point for selecting 

factors was at the point of inflexion of this curve which has a very characteristic 

shape. Therefore, the scree plot suggests that optimally only seven factors are retained 

or extracted using this option. Even when Kaiser’s Criterion which is based on the 

idea that the eigenvalues represent the amount of variation explained by a factor is 

used, it is observed from the graph in Figure 1 by considering the eigenvalues taken 

along the Y-axis to retain only seven factors. 

The analysis is based on a model which proposes that eachobserved response (22 

items) is influenced by underlying common factors. This factor is defined as the 

natural affinity of anitem for a group (Van der Wal et al., 2002). The strength of the 

link between each factorand each measure varies in that a factor could influence some 

dimensions more thanothers. Factor loadings are the weights and correlations between 

each variable and the factor.The higher the load, the more important it is in defining 

the factor’s dimensionality. Anegative value indicates an inverse impact on the 

factor.Scores below 0.4 indicate a weak loading and aretherefore of little or no 

significance. 

Table 5 displays the total variance, percentage variance and cumulative percentage 

variance for un-rotated and rotated components. It shows how much of the total data 

fit into the seven factors and this is carried usingvariance. The total variance 

percentage accumulated in the seven factors is 55.882% andthe first five 

factorsaccount for 40.713% of variancein the model indicating that most of the data 

fits into those factors.The other two factors carry around 7.5% each and show 

relatively low fit of data in thefactors.The Varimax Rotation Method with Kaiser 

Normalization converged in 10 iterations. The Rotated Component Matrix with the 

factor loadings is given in Table 6. 

 

 
 

Figure 1: Scree Plot 
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Table 5: Total Variance Explained 

 

Component Extraction Sums of 

Squared Loadings 

Rotation Sums of 

Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 

1 3.996 18.162 18.162 1.990 9.043 9.043 

2 1.719 7.815 25.977 1.889 8.587 17.631 

3 1.564 7.111 33.088 1.700 7.729 25.360 

4 1.322 6.007 39.095 1.690 7.684 33.043 

5 1.310 5.954 45.049 1.687 7.670 40.713 

6 1.285 5.840 50.889 1.670 7.592 48.305 

7 1.098 4.993 55.882 1.667 7.577 55.882 

 

Table 6: Rotated Component Matrix 

 

 Component 

1 2 3 4 5 6 7 

GAP10 .732       

GAP9 .637       

GAP11 .598       

GAP14  .759      

GAP13  .682      

GAP15  .531    .480  

GAP12  .439      

GAP21   .787     

GAP22   .677     

GAP19    .720    

GAP18    .665    

GAP20   .550 .559    

GAP8        

GAP6     .781   

GAP7     .724   

GAP16      .715  

GAP17      .584  

GAP5      .454  

GAP3       .762 

GAP2       .604 

GAP4       .523 

GAP1       .420 

 

 

Table 6 shows the factor loadings for each item in relation to the various 

factors.These values in the table show the weight and partial correlation each item has 

to a factor orcomponent. The loadings indicate the strength of relationship between a 
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particular variable and a particular factor. All values below 0.4 are cut off from this 

table because they are notsignificant for analysis. The factors that have the high 

loadings have excellent face validity and appear to be measuring some underlying 

construct. Factor analysis on the dataset on hand indicated a 7-factor solution and 

seems to yield a fairly interpretable pattern of the seven dimensions of Service 

Quality in fast food retailing. These factors cluster the aspects more or less according 

to the structure of the questionnaire. The various components match with the 

constructs with their respective items.From Table 6, it can be realized that most items 

from the same dimension are regrouped and loaded under the same factor and only a 

negligible number of items (irritating variables) that end up loading on the “wrong” 

factor. Only two manifest variables are found to fall in more than one factor. 

Therefore it can be said that factor analysis provesthat the modified model with seven 

dimensions is a good measure of service quality in the fast food sector because most 

of the similar items fall under the same factor as expected showing that theymeasure 

the same thing. Thus it is observed that this study shows support for the discriminant 

validity of the adapted SERVQUAL with two additional dimensions as reflected in 

the factor analysis that is carried out, which is the high point of this paper. The seven 

different dimensions achieve discriminant validity and are in fact separable constructs 

and different from one another. 

 

 

CONCLUSION 

When evaluating an instrument orconducting a research in general, attention needto 

be paid to two issues: reliability and validity.All seven constructs show enough 

reliability inthis study meaning that the respective items were cohesive in forming 

those dimensions. Theseconstructs comprising of various items show a true measure 

of service quality. 

On the other hand, Factor Analysis allows us to look at groups of variables that tend 

to be correlated to each other and identify underlying constructs that explain these 

correlations. The model of service quality gaps between customer expectations and 

perceptions was analysed using factor analysis with varimax rotation which indicated 

that the data could be represented by seven factors. This study supports the validity of 

the scale as a measure of fast food retail service quality and it is inferred that the 

modified SERVQUAL model is a goodinstrument to measure service quality in fast 

food retailing and is an effective tool in assessing consumers’ perceptions and 

expectations of service quality in the fast food sector. 
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