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Abstract

This paper presents results of a investigate dedigo weigh up the potential for civilizing prodivity and the
quality of service for a tractor industries. Trad®a specialized vehicle used for farming purpdsere than half of
the tractors sold in the INDIA are Focus on morant20 HP and less than 50 HP segment. This contizetor
market has been a growing sector for the last abwerars. This paper deals with the different isadnéch is
generally important during the selection of tractend some another issue related to the servicegaatity of the
tractor. The selection of the tractor done by thality and what service is provided by the company.
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1. INTRODUCTION

Now more than ever, farmers need to control thators efficiently because machinery's carve ugheftotal cost
of crop production is exceeded only by land spemnaFarm managers can increase profits by selgdtie right
harmonize of equipment for their farm size, labod dllage program. In many cases, economic suhdfa farm
operation depends on the farmer's ability to marmengeselect machinery efficiently.

Well-timed information and performance data shdadcexamined by the farmer during the resolutiorcgss so the
tractor selected will meet the farm's economic pader requirements. Unfortunately, often a assessm# be
made without this information or performance datgduse the source is unknown or unavailable tdfaimer.
Knowing what sources of information are typicallsed by farmers, and which are most beneficial, evilible the
specialists, engineers, sales personnel, and edtsidatprovide current and timely information rese sources so
the machines selected are the most efficient camgaté for each individual farm [1].
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2. LITERATURE REVIEW

2.1 QUALITY

According to the Oxford Dictionary for the businegsrld, Quality is defined as the degree of excelee[2].
Quality guru J.M.Juran defined quality as ‘Fitnéssthe purpose’ [2].

Quality guru Philip Crosby defines quality as ‘Comhation to specifications’ [2].

2.1.1 Various dimensions of quality

Eight dimensions of product quality managementan be used at a strategic level to analyze gqualit
characteristics. The concept was defined by Davadtvia. Some of the dimensions are mutually reirfayc
whereas others are not—improvement in one may llgeagxpense of others. Understanding the tradedef§ired
by customers among these dimensions can help budldmpetitive advantage. Garvin's eight dimensizars be
summarized as follows: [3].

A. Performance Performance refers to a product's primary opegatharacteristics. This dimension of
quality involves measurable attributes; brands usurelly be ranked objectively on individual aspeutts
performance.

B. Features Features are additional characteristics that mrédndéhe appeal of the product or service to the
user.

C. Reliability : Reliability is the likelihood that a product willot fail within a specific time period. This is a
key element for users who need the product to wattkout fail.

D. Conformance Conformance is the precision with which the pmtdor service meets the specified
standards.

E. Durability : Durability measures the length of a product’s.liwhen the product can be repaired,
estimating durability is more complicated. The itesitl be used until it is no longer economical foeoate
it. This happens when the repair rate and the &gsodccosts increase significantly.

F. Serviceability: Serviceability is the speed with which the pradcan be put into service when it breaks
down, as well as the competence and the behavitieaferviceperson.

G. Aesthetics Aesthetics is the subjective dimension indicatimg kind of response a user has to a product. It
represents the individual’s personal preference.

H. Perceived Quality Perceived Quality is the quality attributed togeod or service based on indirect
measures.

PERFORMANCE Features Reliability Conformance

Durability Serviceability Aesthetics Perceived Quality

Figure No.1 various dimensions of quality
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2.2 SERVICE QUALITY

Service quality is a concept that has aroused derale interest and debate in the research literéiecause of the
difficulties in both defining it and measuring itittv no overall consensus emerging on either [4]er€hare a
number of different "definitions" as to what is meday service quality. One that is commonly usefinds service
quality as the extent to which a service meetsocnets’ needs or expectations [5]. Service qualéy thus be
defined as the difference between customer expesadf service and perceived service. If expeotatiare greater
than performance, then perceived quality is lean gatisfactory and hence customer dissatisfaotioars [6].
Always there exists an important question: why $thaervice quality be measured? Measurement allf@ws
comparison before and after changes, for the locaif quality related problems and for the estainfisnt of clear
standards for service delivery. State that, inrte&perience, the starting point in developing tjyah services is
analysis and measurement.

Today service industries dominate our economy. Sérwice sector accounts for more than 70% of jabs, the
number continues to grow. Quality improvement lodarge in the ongoing success of this sector ofemanomy.
The statistical methods and procedures we exanimguteceding chapters are also used for serviceatpas.
However major differences exist in the quality aweristics of manufacturing and service [7]. Actiogly, both
the measurement process and managements focuseuliffén service industries not only the producisemthe
functional requirements of the customer, but th@legee behavior must also meet high standardstdthkservice
concept is a combination of technical and humaratiehnal aspects, and latter are much more diffitulguantify,
measure, and control.

Thus service quality means the satisfaction ofausts about the service which he is getting. Thalityuof a
service can be broken down into two categoriegctiffeness and efficiency. Effectiveness deals wideting the
desirable service attributes that are expectedhbyctistomer. For example, the doctor and availtsaiéities in a
hospital room, the quality and quantity of foodveek in a restaurant and the types of checking awmithgs account
available in a bank are related to service effectdss. Efficiency on the other hand concerns the tequired for
the service to be rendered.

2.2.1 Service quality characteristics

The quality characteristics are grouped into foategories although exceptions to this group exlist;categories
generally summarize factors common to service fandhdustries [8].

A. Human factors and behavioral characteristics

Service quality is influenced by the attitude amdthdvior of the provider. Since providers and custanare part of
the product, the service their behavior affects qheality of the service. Human factors thus includensity,
eagerness to help, thoughtfulness, complacencytesyuand so on. Some of these traits can be deselthrough
adequate training some are inherent in the indalid@roper screening of employees and appropatagsignment
are ways to achieve desirable quality charactesisth primary source of customer’s complaint iscdigteous
behavior.
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B. Timeliness characteristics

A service that is not used in a given span of tgaenot be stored for later use. A hospital with gnigeds during
certain days of a month cannot save them for ugieeiiollowing month. Thus the timeliness with winig service is
performed is critical to customer satisfaction. Hmmg did the customer have to wait in line to casbheck?
Characteristics related to timeliness are categdrizy the service phase with which they are aswmti&ategories
might include the time to order the service, théting time before the service is performed, theetita serve, and
the post service time. These characteristics aghmore amenable to measurement than behavionaathastics.

C. Service non conformity characteristics

These characteristics deal with deviation fromeagerformance levels; a non conformity is a déstafrom the
ideal level. Examples of such characteristics idelthe number of errors in processing per 100 venschy bank
employees, the number of data entry errors per k@@strokes by a data entry operator, the numbbillafg errors
per 100 accounts by a utility company, the numberoonplaints per 100 guests in a hotel, and soTbe. target
performance level for these examples is zero ndocanity. The goal of the service organization isatthieve the
target level, thus meeting customer expectationd,tihen exceed it through quality improvement messwQuality
characteristics in this category are well defined are more readily measured than behavioral ctearstics.

D. Facility related characteristics

The physical characteristics of the facilities asst®d with a service and its delivery can impaagstomer
satisfaction. The décor of a restaurant, the wgitirea in a bus station, and the availabilitiesuzh amenities as a
swimming pool or spa in a hotel are examples ofityuaharacteristics for physical facilities thateainvolved in
providing a service. The appearances of a waitewaitress, a bank teller or an insurance agenttributes of
individuals performing a service. These charadiessare not as clearly defined and measurableeagice
nonconformities characteristics. They are, howewere quantifiable than behavioral characteristics.

Human factors and
behavioral

Timeliness

Service non conformity Facility related

Figure No.2 Service quality characteristics
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2.2.2 Service quality dimensions

Service quality has been the subject of consideratierest by both practitioners and researchergdent years.
Definitions of service quality hold that this isethesult of the comparison that customers make detvtheir
expectations about a service and their percepfitimeovay the service has been performed [9][10].

Several studies have been conducted to identifglittaal service quality dimensions that contributeost
significantly to relevant quality assessments ie thaditional service environment [10]. Identificet of the
determinants of service quality is necessary ireotd be able to specify measure, control and ingm@ustomer
perceived service quality [11].

Parasuraman et al. identified 10 detailed detemtioh service quality through focus group studi€angibles,
reliability, responsiveness, communication, accesmpetence, courtesy, credibility, security, and
understanding/Knowledge of customer.

Later these ten dimensions were further purifiedd ateveloped five dimensions-tangibles, reliability,
responsiveness, assurance and empathy to meastice sgiality, SERVQUAL [10].

Tangibles refer to physical facilities, equipmeamtd appearance of personnel. Reliability meanstyabil perform
the promised service dependency and accuratelypdReseness means willingness to help customergpenvide
prompt service. Assurance indicates knowledge amuattesy of employees and their ability to inspirast
confidence. Empathy refers to caring, individuaizgtention the firm provides its customers.

Walker suggested that the key determinants areuptagliability, a quality environment and delivesystem that
work together with good personal service-stafftadié, knowledge and skills.[12] postulated six esid of
perceived good service quality: professionalism skills; attitudes and behavior; accessibility diekibility;
reliability and trustworthiness; recovery; reputatiand credibility and flexibility; reliability anddimensions
attentiveness/helpfulness, responsiveness, cagability, reliability, access, flexibility,

aesthetics, cleanliness/tidiness, comfort and ggcur

From the focus group interviews, [[L&entified ten determinants of service quality.rtMally all comments
consumers made in these interviews about servigeotations, Priorities and experiences fall inte ofithese ten
categories. These are reliability, responsivengsspetence, access, courtesy, communication, digdibecurity,
understanding and tangibles.

Reliability involves consistency of performance afgbendability. It means that the firm performs skevice right
the first time. It also means the firm honors iterpises. Specially it involves: accuracy in billidgeping record
correctly, performing the service at the designdiew®. Responsiveness concerns the willingnesgadiness of
employees to provide service. It involves timelmes$ services that means mailing a transactionisiipediately,
calling the customer back quickly and giving prorsptvice. Competence means possession of the edgskills
and knowledge to perform the services. It involv@sowledge and skill of the contact personnel, kieolge and
skill of operational support personnel, researgiabdity of the organization. Access involves agmio, ability and
ease of contact. It means: the service is easilgssible by telephone,

waiting time to receive service is not extensivayis of operation are convenient and location ofise facility is
convenient. Courtesy involves politeness, respemtsideration, and friendliness of contact persbrib@ecludes-
consideration for the consumer’'s property, cleam areat appearance of public contact personneld)(ibi
Communication means keeping customers informedamguage they can understand .It also means ligtenin
customers. It may mean that the company has tsaifulanguage for different consumers-increasimglevel of
sophistication with a well-educated customers gehking simply and plainly with a novice. It invek: explaining
the service itself, explaining how much the servigk cost, assuring the customer that a problenh lvé handled.
Credibility involves trusts worthiness, believatyilihonesty; it involves having the customer’s bestrests at heart.
Contributing to credibility is: company reputatiguersonal characteristics of the contact personed. degree of
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hard sell involved in interaction with the custom®ecurity is the freedom from danger, risk or doithinvolves:
physical safety, financial security and confidelitfta Understanding the customer means making tiierteto

understand the customer’s need. It includes: lagrthe customer’s specific requirements, providimdjvidualized
attention, recognizing the regular custom. Tangibillecludes the physical evidence of the serviceysigchl

representations of the service, such as a plastiditccard or bank statement, other customers én sirvice
facilities. [14] developed an application for me@sg retail banking service quality, which consiefs28 attributes
including four service quality dimensions such ascessibility; competence; accuracy and friend§nesnd
tangibles. The accuracy and friendliness dimengioned out to be the most important factor out ofrf
determining banking preference, followed by compete tangibles, and accessibility. [15] Proposedltarnative
measure of perceived service quality in retail @mkhat comprises 31 items with six underlying kiéyensions.
These dimensions are: effectiveness and assurarmess, price, tangibles, service portfolio anicdity.

2.2.2 Five service quality characteristics that please any customers. Discover desired qualities of

service providers
A. Responsivenesswillingness to help and provide services
B. Assurance:knowledge and courtesy of staff
C. Empathy: caring and individualized attention
D. Tangibles: availability of equipment and appearance of phaistnvironment
E. Reliability: ability to perform the promised service dependanlgt accurately

Responsiveness

TN

Reliability Assurance

Tangibles empathy

Figure No.3 Five service quality characteristica hlease any customers. Discover desired quatifissrvice
providers
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2.3 BACKGROUNDAND REVIEWOF SERVICE QUALITY

Much of the initial work in developing a model tefthe and assess service quality has been condiagted
Parasuraman Zeithaml and Berry (otherwise refewexs PZB). In conceptualizing the basic servicaligumodel
PZB identified ten key determinants of service duals perceived by the company are the consuniiabiigy,
responsiveness, competence, access, courtesy, cooathon, credibility, security, understanding/kriog the
customer and tangibility [16].

It is noted that discrepancies existed betweenfiti@s and the customer's perceptions of the sergjaality
delivered. In investigating these discrepancies3 R&sert that service quality can be assessed bguriag the
discrepancies or "gaps" between what the custorperots and what the consumer perceives he receives.
Arguing that the magnitude, and direction of thispgdirectly affects the service quality that thensumer
perceives, PZB note that customers would have pgores of high service quality to the extent thheit
expectations are lower than the perceived sengcpnance [16].

PZB assert that their framework can be used fontifjéeng differences in the quality of goods andvéees by
distinguishing between the properties of a goodeawice. They note that Nelson defined "search gnt@s" as
properties that can be determined before purchgsimgh as credibility and tangibles), and "experéeproperties”
as properties that can be determined only aftectiage or consumption. Further, Darby and Karningefi
"credence properties,” (such as competence anditsg@s properties or characteristics that congsnodten find
extremely difficult to evaluate after their purchas herefore, PZB concluded that consumers typiaaly on
experience properties when evaluating service tudlé].

Based on their review of the literature, PZB depelb the SERVQUAL scale. The scale was designech¢ouer
broad areas of good or bad service quality andoeammsed to show service quality trends over timpeeially when
used with other service quality techniques.

The SERVQUAL scale is based on a difference sca®vden customer expectations of service and their
perceptions after receiving the service. Initi&®B focused on the ten determinants of serviceitgual

3. MODEL OF SERVICE QUALITY GAPS

There are seven major gaps in the service qualitgept, which are shown in Figure 1. The modehigstension
of Parasuramaet al. (1985). According to the following explanation (AQuality Systems, 1992; Curry, 1999; Luk
and Layton, 2002), the three important gaps, whirehmore associated with the external customezsGapl, Gap5
and Gap6; since they have a direct relationship aistomers.

Gapl: Customers’ expectations versus management maptions: as a result of the lack of a marketing research
orientation, inadequate upward communication andiany layers of management.

Gap2: Management perceptions versus service speciiions: as a result of inadequate commitment to service
quality, a perception of unfeasibility, inadequigtek standardization and an absence of goal setting

Gap3: Service specifications versus service deliweras a result of role ambiguity and conflict, poormpéoyee-job
fit and poor technology-job fit, inappropriate smgsory control systems, lack of perceived coniad lack of
teamwork.
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Gap4: Service delivery versus external communicatio as a result of inadequate horizontal communicatéons
propensity to over-promise.

Gap5: The discrepancy between customer expectatiomd their perceptions of the service deliveredas a
result of the influences exerted from the custoside and the shortfalls (gaps) on feet of the service provider. In
this case, customer expectations are influencatidgxtent opersonal needs, word of mouth recommendation and
past service experiences.

Gap6: The discrepancy between customer expectationsnd employees’ perceptions:as a result of the
differences in the understanding of customer exgtiects by front-line service providers.

Gap7: The discrepancy between employee’s perceptiorand management perceptionsas a result of the
differences in the understanding of customer exgiects between managers and service providers.

Word-of-mouth .
communications Personal needs Past experience

v

Expected service [+
Gap5 4

Perceived service [*
Consumer r'y

vy

Service Gap 4
provider - i Extemnal
Service delivery | communications

(including pre- - to consumers
and post-contracts)

Gap 3 f

Translation of
perceptions into
Gap 1 service quality

specifications

Gap 2 ?

Management
perceptions of
consumer
expectations

[

Figure No.4 Model of Service Quality Gaps

4. SERVQUAL METHODOLOGY

Clearly, from a Best Value perspective the measargrof service quality in the service sector shaakk into
account customer expectations of service as wglbeseptions of service. However, as Robinson (L868cludes:
"It is apparent that there is little consensus piimn and much disagreement about how to measemdcs
quality”. One service quality measurement modet ties been extensively applied is the SERVQUAL rhode
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developed by Parasurametral . (1985, 1986, 1988, 1991, 1993, 1994; Zeithetnal. , 1990)[16-22]. SERVQUAL
as the most often used approach for measuringcgequiality has been to compare customers' expeasatiefore a
service encounter and their perceptions of theahaervice delivered (Gronroos, 1982; Lewis and rB901983;
Parasuramaret al. , 1985). The SERVQUAL instrument has been the predant method used to measure
consumers’ perceptions of service quality. It Has feneric dimensions or factors and are stateflbsvs (van
Iwaardenet al. , 2003):[23]

(1) Tangibles. Physical facilities, equipment and appearance rdqeel.

(2) Reliability. Ability to perform the promised service depengadid accurately.
(3) Responsiveness. Willingness to help customers and provide promptise.

(4) Assurance (including competence, courtesy, credibility and smurity). Knowledge and courtesy of
employees and their ability to inspire trust andfitence.

(5) Empathy (including access, communication, understanding theustomer).Caring and individualized
attention that the firm provides to its customers.

Tangibles . Realibilty . Responsiveness

Figure No.5 five generic dimensions or factors

In the SERVQUAL instrument, 22 statements (Appenrilimeasure the performance across these five dioes,

using a seven point likert scale measuring botltoooer expectations and perceptions (Gabbie andlQ1h@96)

[24]. It is important to note that without adequatdormation on both the quality of services exgéctand

perceptions of services received then feedback frastomer surveys can be highly misleading fronh lzopolicy
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and an operational perspective. In the followitg, &pplication of SERVQUAL approach is more spedifivith an
example in a catering company.

5. DISCUSSION

The research on measuring service quality has étpsmarily on how to meet or exceed the extecnatomer’s
expectations, and has viewed service quality asasare of how the delivered service level matcloesumer’s
expectations. These perspectives can also be dpplithe employees of a firm and in this case, rothagjor gaps
could be closed in the service quality gaps model.

6. CONCLUSION

In this paper, service quality and its model of gamre reviewed. SERVQUAL attitude as an analytaggiroach
for evaluating the dissimilarity between customergectations and perceptions of quality was algdied. While

this research provides some perspectives to tle dieservice quality, it is supposed that there arnumber of
belongings that should be done to corroborate #mathstrated methodologies as well as to enhancestef

SERVQUAL in design and improvement of quality sees in tractor industries.

Just as the SERVQUAL instrument is extensively useaieigh up external service quality, the instramean also
be customized to weigh up the quality of the indékrservice provided by departments and divisionghiwia

company to employees in other departments andiaings The results of the current study demonstthss

organizations can at least consider five dimensadrservice quality to ascertain the level of seegi provided, and
to determine which dimensions need improvement.

7. REFERENCES

[1]. R. D. Grisso, D. L. Morgan, G. J. Shropshie K. Rockwell “What Information Helps a Farmer Purchase a
Tractor?”, ‘APPLIED ENGINEERING in AGRICULTURE’.

[2]. Bedi Kanishka: Quality Management:Oxford Uaiisity Press (2010).

[3]. http://en.wikipedia.org/wiki/Eight_dimensionsf_quality

[4]. Wisniewski M, Wisniewski H (2005). Measuringrsice quality in a hospital colposcopy clinic..ldournal
Health Care Qual. 18(2/3): 217-229.

[5]. Lewis and Mitchell, 1990; Dotchin and Oaklark®94a; Asubonteng et al., 1996; Wisniewski and rizdiy,
1996).

[6]. Parasuraman, A., Zeithaml, V.A. & Berry, L.I(1985) A conceptual model of service quality angd it
implications for future research, Journal of Maitkgt 49, pp. 41-50.

[7]. Woodside, A.G., L.L. Frey, and R.T. Daly (1989Linking Service Quality, Customer Satisfactioand
Behavioral Intention’. Journal of Health Care Mdikg. 9(4), p.5-17

[8]. Amitava Mitra , Quality Control and Improvente2009.

[9]. Parasuraman, A., Zeithaml, V.A., & Berry, L.1985), “A conceptual model of service quality aitsl
implications for future research.” Journal of Matikg, Vol. 49, fall.

[10] Parasuraman, A., Zeithamal, V.A., and Berryl.] (1988), “SERVQUAL: A Multiple- Item Scale for
Measuring Consumer Perceptions of Service qualityurnal of retailing, volume 64, number 1, spring.

Dashrath Kumar patidar, Praveen Singh Sisodiyd, Praneeti Saxena



Vol.2 Issue.7,

July 2014.

Pgs: 58-68

[11] Johnston R (1995). The determinants of sergigality satisfiers and dissatisfies. Int. J. Sémnd. Manage.,
6(5): 53-71.

[12] Gronroos, C. (2000), Service management antk&izmg-A customer Relationship management approach
[13] Zeithaml, V. A., Berry, L. L. & Parasuraman, £1985). “The behavioral consequences of servicaity”.
Journal of Marketing, 60 (1), 31-46.

[14] Oppewal, H. & Vriens, M. (2000), “Measuring rpeived service quality using integrated conjoint
experiments”, International Journal of Bank MarkgtiVol.18, No.4, PP. 154-69.

[15] Bahia, K. and Nantel, J. (2000), “"Areliabldavalid measurement scale for the perceived senyigity of
banks”, International Journal of Bank Marketingph18 No.2, pp.84-91.

[16] Parasuraman, A., Zeithaml, V.A., &Berry, L.[1985), “A conceptual model of service quality aitsl
implications for future research.” Journal of Maikg, Vol. 49, fall.

[17] Parasuraman, A., Zeithaml, V.A. and Berry, L({1985), "A conceptual model of service qualitydaits
implication”, Journal of Marketing , Vol. 49, Fall, pp. 41-50.

[18]Parasuraman, A., Zeithaml, V.A. and Berry, L(IL986), "SERVQUAL: a multiple-item scale for megsg
customer perceptions of service qualifygéport No. 86-108, Marketing Science Institute, Cambridge, MA.
[19]Parasuraman, A., Zeithaml, V.A. and Berry, L{1988), "SERVQUAL: a multi-item scale for measugin
consumer perceptions of the service qualifgtrnal of Retailing , Vol. 64, No. 1, pp. 12- 40.

[20]Parasuraman, A., Zeithaml, V.A. and Berry, L(1991), "Refinement and reassessment of the SERMQU
scale|" Journal of Retailing , Vol. 67, pp. 420-450.

[21]Parasuraman, A., Zeithaml, V.A. and Berry, L(IL993), "Research note: more on improving serggality
measurement'Journal of Retailing, Vol. 69, No. 1, pp. 140-147.

[22]Parasuraman, A., Zeithaml, V.A. and Berry, L{1994), "Reassessment of expectations as a cosopari
standard in measuring service quality: implicatiémsfuture researchJournal of Marketing , Vol. 58, pp. 111-
124.

[23] Van lwaarden, J., van der Wiele, T., Ball, and Millen, R. (2003), "Applying SERVQUAL to welites: An
exploratory study"|nternational Journal of Quality & Reliability Management , Vol.20, No.8, pp. 919-935..

[24] Gabbie, O. and O'Neill, M.A. (1996) SERVQUAILné the northern Ireland hotel sector: A comparative
analysis — Part Managing Service Quality, Vol.6, No.6, pp. 25-32.

Dashrath Kumar patidar, Praveen Singh Sisodiyd, Praneeti Saxena m



