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Abstract: Banking in India has evolved over the times to use lot of technology in service delivery e.g. 

ATMs, online banking, phone banking etc. There have been studies, which have looked at service 

quality dimensions in technology-based banking. But rarely the dimensions are identified from generic 

point of view. This study aims to identify the generic service quality dimensions in technology banking, 

in India – by looking at two different sets of banks viz. private and government banks. This is because 

the technology implementation levels are different at these two categories of banks and so the 

perceptions of customers about the service quality dimensions are likely to differ. To identify the 

dimensions and validate them, exploratory factor analysis (EFA) followed by confirmatory factor 

analysis (CFA) have been used. Four dimensions have been identified in both categories of banks. For 

the private banks, the service quality dimensions, which have been identified, are customer service, 

technology reliability, technology convenience and technology accessibility & information quality. 

While on the other hand for government banks, the service quality dimensions that have been identified 

are customer service, technology reliability, technology accessibility & information misuse and 

technology information quality & convenience. So there are some similar dimensions in both categories 

of banks while some dimensions are different. These dimensions of service quality should be looked as 

levers to improve perceived service quality in case of technology based banking in India, for the current 

customers of both the categories of banks. 
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Generic Service Quality Dimensions in Technology Based Banking: Comparison between 
Private and Government Banks in India 

 

1. INTRODUCTION 

Due to turbulence in the financial markets, consumer confidence has been affected adversely. 

In this scenario, banking industry is one such industry, which has become highly competitive in nature. 

Banking industry has evolved over the times to use lot of technology in service delivery process e.g. 

ATMs, online banking, phone banking etc. In fact, rise of information technologies (IT) especially the 

internet, have changed the delivery process of retail banking as human-human  interactions in service 

delivery is increasingly reduced (Bitner et al., 2000). Traditional ways of banking is replaced by these 

technology-banking channels. The usage of these IT tools actually increases the efficiency and 

effectiveness of service delivery (Marshall, 2006). However, there is a need to increase the customers’ 

confidence in using the technology-based services; as customers are still not ready and confident enough 

to avail the tech-based service delivery and handle those technology interfaces (Parasuraman, 2000). 

The developments in IT have given the service companies a strong weapon, which helps them 

to deliver superior services to customers and in doing so, boost their confidence in the service provider 

(Surjadjaja et al., 2003). Other competitive advantages like entry barrier creation, productivity 

enhancement and revenue increase are also gained by using of technology (Fitzsimmons and 

Fitzsimmons, 1997). So, the perception of the customers about the service quality of technology-based 

banking has gained importance because service quality has been shown in research to be a strong 

predictor of customer satisfaction and loyalty (Andreassen and Lindestad, 1998; Cronin and Taylor, 

1992; Zeithaml et al., 1996). In the marketing literature, there are several models for the measurement 

of service quality (Cronin and Taylor, 1992; Parasuraman et al., 1988; Parasuraman et al., 2005). Even 

in the banking sector researches have been conducted on service quality (Krepapa et al., 2003; 

McDougall and Levesque, 2000; Ndubisi and Wah, 2005). With the rise of technology-based banking, 

studies have also looked at the service quality of technology banking (Al-Hawari et al., 2005; Curran 

and Meuter, 2005). 

Most of the studies related to service quality of technology based service delivery are about 

online service quality (Collier and Bienstock, 2006; Parasuraman et al., 2005; Wolfinbarger and Gilly, 

2003). Even for the banking sector, mostly studies have examined the service quality from the viewpoint 

of specific technologies like internet banking, ATM banking, phone banking, call center service etc. 

(Al-Hawari et al., 2005; Curran and Meuter, 2005; Sangeetha, 2012). So, there is a need to identify the 

service quality dimensions in case of technology based banking services, irrespective of technology 

being used (in generic terms). Thus, a comprehensive list of measurement items (from the literature) 

related to technology-enabled services is incorporated and is used to generate the service quality 

dimensions in case of technology banking. Customer service as a probable dimension of service quality 
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is also considered in the study because in modern banking services customer service is mostly delivered 

through technology-based channels like calls centers (Dean, 2004; Rafaeli et al., 2008; Sangeetha, 

2012).  

Services are among the fastest growing sectors in emerging countries (Malhotra et al., 1994). 

But, most of the researches on service quality in banks have been in the context of US and European 

banking institutions. So there is a significant gap in the service marketing literature on how consumers 

perceive service quality in contexts and cultures of developing countries like India. With enhanced 

competition due to liberalization of domestic banking and entry of international banks, the 3rd phase of 

Indian banking industry has started in 19911.This has led to greater market focus in Indian retail 

banking. Customers have now more choices in selection of one bank over another, making it crucial for 

banks to identify the underlying dimensions of service quality. This will help them to provide superior 

service and retain their customers. Lack of common understanding of the definition of service quality 

in the banking industry is considered one of the biggest problems to the successful implementation of 

quality initiatives in this industry (Nielson and Host, 2000).  

There have been studies, which have looked at service quality dimensions in technology-based 

banking. But rarely the dimensions are identified from generic point of view. This study aims to identify 

the generic service quality dimensions in technology banking, in India – by looking at two different sets 

of banks viz. private and government banks. This is because the technology implementation levels are 

different at these two categories of banks and so the perceptions of customers about the service quality 

dimensions are likely to differ. In fact, private banks in India have pioneered internet banking, phone 

banking, anywhere banking, mobile banking, debit cards, automatic teller machines (ATMs), and thus 

the whole of retail banking scenario2. 

Hence, this research provides a significant contribution to the banking services literature by 

identifying the service quality dimensions for technology banking (in generic terms) in India. It also 

helps to identify the customer perceptions of technology-based banking for two different types of banks 

in India - private and government banks. The research findings can offer useful and practical guidelines 

to the managers of both types of Indian banking services; as effective management of technology based 

service delivery channels in banking requires an in-depth understanding of customers’ mental 

representations of consumption experiences (Oliver, 1993), especially when consumer behavior is 

changing due to infusion of technology in service delivery process. 

 

 

1 - (http://finance.indiamart.com/investment_in_india/banking_in_india.html, accessed on Jan. 22, 2014). 

2 - DENA BANK — Competing with Private and Foreign Bank”, ASIAN CASE RESEARCH JOURNAL, 

VOL. 11, ISSUE 1, 117–139 [2007]). 
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Literature on service quality clearly shows the fact that a large body of research exists on the 

topic of the service quality dimensions of technology enabled services and technology based banking. 

However, not much attention is paid on identifying the service quality dimensions of technology 

banking in generic terms and that too on the difference in perception about private and government 

banks. Hence, the objective of this study is: 

 

To identify the generic service quality dimensions of technology based 

banking in India, w.r.t. both private and government banks. 

 

The remainder of the paper is organized as follows: first, we review the Indian retail banking 

scenario and then existing literature on the constructs of service quality, service quality in technology-

enabled services, and service quality in retail banking. Next, the article discusses the research 

methodology used in the paper as well as the survey instrument used in data collection. Finally, we 

present the results of our analysis followed by a discussion of the findings and managerial implications. 

 

2. LITERATURE REVIEW 

 

2.1 Indian Retail Banking 

Indian retail banking was a private sector, which was nationalized in 1969 and 1980 to become public 

sector dominated. In 1992, the banking sector was opened up to the private sector and was gradually 

liberalized following the Narasimhan Committee report3. Regulatory, structural and technological 

factors are significantly changing the banking environment in India with the accelerated financial sector 

reforms as per the Narasimhan Committee report of 1992, leading to the introduction of internationally 

accepted banking practices and liberalization of entry norms for new private sector banks which are 

being allowed to offer services, provided they meet the minimum start-up capital and other requirements 

(Mittal and Gera, 2013). 

Banking increasingly, faced enhanced competition in respect of the branch network and 

products offered, resulting in customer empowerment with greater choice and a hypercompetitive 

market structure, which is in stark contrast to the earlier regime of standardized products and regimented 

interest rates (Subramanian and Velayudham, 1997). Retail banks are now facing difficulty in 

differentiating their service offering, and are increasingly relying on retaining customers by enhancing 

customer satisfaction and loyalty through improved service quality (Mittal and Gera, 2013). 

 

3 - (http://finance.indiamart.com/investment_in_india/banking_in_india.html, accessed on January 22, 

2014). 
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Currently, there are 493 banks consisting of 297 scheduled banks and 196 regional rural banks. 

The largest bank, the State Bank group consists of seven banks and there are 19 public sector banks 

(PSB). There are 42 foreign and 32 private banks, and the total number of bank branches is 65,908 

(Ammannaya, 2000). However, government banks control over 80 per cent of the banking assets 

(Sathye, 2005), and are gearing up to face the significant changes affecting the sector. 

 

Sluggish growth in the financial sector has led both the investor and the consumer confidence on the 

downhill4. The Indian banks are facing difficulties in retaining existing customers as well as to maintain 

their trustworthiness and customer confidence (Roy and Shekhar, 2010). However, the advent of the 

private sector and foreign banks are synonymous with more benefits and new service options provided 

to customers5, as they cannot match the PSBs huge reach, size and access. So, they used different 

delivery channels and services customisation6. Private banks pioneered internet banking, phone 

banking, anywhere banking, mobile banking, debit cards, automatic teller machines (ATMs), and thus 

the whole of retail banking7. Retail banking is referred to as any dealing of the banks with the individual 

customers, which includes the fixed, current, and savings accounts, loans, cards etc8. Today’s retail 

banking sector is characterized by basic characteristics of multiple products (deposits, credit cards, 

insurance), multiple distribution channels (call centre, branch, Internet) and multiple customer groups 

(consumer, small business, and corporate)9. Technology, regulation and general economic conditions 

have transformed the banking industry10. The major determinant for the future of banking is customer; 

so, the preferences of customers, composition of the customer base and their acceptance of new 

technologies will greatly influence the outcome11. 

 

 

4 - Reserve Bank of India (2008), A report on profile of banks is available at: 
www.rbi.org.in/Scripts/AnnualPublications.aspx?head=A%20Profile%20of%20Banks (accessed on 
January 22, 2014) 

5, 6, 7 - DENA BANK — Competing with Private and Foreign Bank”, ASIAN CASE RESEARCH 
JOURNAL, VOL. 11, ISSUE 1, 117–139 [2007] 

8 - Keynote address by Ms Shyamala Gopinath, Deputy Governor of the RBI, at IBA - Banking Frontiers 
International Conference on “Retail Banking Directions: Opportunities & Challenges”, Mumbai, May 
28, 2005 

9 9 - Keynote address by Ms Shyamala Gopinath, Deputy Governor of the RBI, at IBA - Banking Frontiers 
International Conference on “Retail Banking Directions: Opportunities & Challenges”, Mumbai, May 
28, 2005 

10 10, 11 - “The future of retail banking” by Dr. Kent Eriksson, Guest editorial in International Journal of 
Bank Marketing, Volume 26, Issue 1 (2008) 
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2.2 Service Quality 

In services marketing literature, customers have defined service quality as the overall 

assessment of service. The practitioners have defined it in terms of key dimensions that customers use 

while evaluating the services (Lewis and Booms, 1983). Perceived service quality results from 

comparison between customers’ prior expectations about the service and their perceptions after actual 

experience of service performance (Asubonteng et al., 1996; Parasuraman et al., 1985). To 

conceptualize service quality, it is important to consider both the service delivery process (Parasuraman 

et al., 1985) and the service outcomes (Lehtinen and Lehtinen, 1991). Gronroos (1984) offered one of 

the first service quality models with dimensions of technical quality (what consumer gets), functional 

quality (how consumer gets the service) and corporate image (how consumers perceive the firm and its 

services). Similarly, Lehtinen and Lehtinen (1991) offered another model with three dimensions of 

service quality: physical, interactive and corporate. Parasuraman et al (1988) developed the most well-

known service-quality measuring instrument called SERVQUAL wherein service quality is a function 

of the difference in scores or the gaps between customer expectations and perceptions in terms of five 

dimensions (reliability, assurance, tangibles, empathy, responsiveness). However, the validity of the 

instrument has been questioned as the ‘perception- only’ approach SERVPERF (Cronin and Taylor, 

1992) has been found superior when evaluating its causal effect (Cronin et al., 2000). 

 

2.3 Service Quality in Technology-Enabled Services 

In case of technology-enabled services, research has identified new dimensions of service 

quality viz. automated search, communication among customers, information acquisition, content, mass 

customization, and ease of use (Bailey and Pearson, 1983; Doll and Torkzadeh, 1988; Peterson et al., 

1997). As consumers’ willingness to use and adapt to the new technologies affect their perceptions of 

service quality, scales such as technology anxiety (Meuter et al., 2003) and technology readiness index 

(Parasuraman, 2000) are also used for the measurement of service quality in technology-enabled 

services. Parasuraman et al. (2005) developed a multi-item scale for assessment of electronic service 

quality, which they named as E-S-QUAL, the four dimensions of which are efficiency, fulfillment, 

system availability and privacy. Van Riel et al. (2001) identified user interface, core service and 

supplementary services as the service quality dimensions in the internet-enabled businesses. E-service 

quality can also be considered from the perspective of process, outcome and recovery quality (Collier 

and Bienstock, 2006). Other dimensions considered to measure e-service quality are website 

appearance, ease of use, linkage, layout and content, reliability, efficiency, support, communication, 

security, incentives, performance, feature, storage capability, serviceability, trust, responsiveness, 

customization, web store policies, reputation, assurance and empathy (Madu and Madu, 2002). Self-

service technology (SST) and call centers (customer service) are the other important research areas 
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related to technology-enabled services (Burgers et al., 2000; Dean, 2002, 2004; Meuter et al., 2000; 

Rafaeli et al., 2008). 

 

2.4 Service Quality in Retail Banking 

In retail banking context, Zeithaml and Bitner (2000) stated that perceived quality is not a uni-

dimensional concept and includes perceptions of multiple factors. The number of dimensions identified 

by researchers varied from two (McDougall and Levesque, 2000) to six dimensions (Bahia and Nantel, 

2000), viz. effectiveness and assurance, access, price, tangibles, service portfolio and reliability; and 

even 18 (Johnston, 1997), viz. commitment, attentiveness, friendliness, care, courtesy, responsiveness, 

flexibility, competence, comfort, communication, availability, access, cleanliness, security, reliability, 

functionality, integrity and aesthetics. Abdullah and Francis (2002) measured the service quality of 

commercial banks and identified a two-dimensional model of functional and technical service quality. 

Kumar, Kee and Manshor (2009) and Kumar et al (2010) also considered the additional dimension of 

convenience besides the original five SERVQUAL dimensions in their studies of reexamining 

SERVQUAL in banking services context of Malaysia. Number of studies has been conducted to 

measure service quality in the banking context (Karatepe et al, 2005; Olorunniwo and Hsu, 2006). In 

electronic banking services, Al-Hawari et al. (2005) identified five dimensions of service quality, which 

are ATM quality, telephone-banking quality, Internet banking quality, customer perception of core 

service and customer perception of price. For online banking, Yang et al. (2004) found out the following 

dimensions of service quality – reliability, responsiveness, competence, ease of use, security and 

product portfolio. Besides these other dimensions identified for technology banking are accuracy, 

feedback/complaint management, queue management, accessibility, personalization/customization and 

customer service (Joseph et al., 1999; Joseph and Stone, 2003). In the Indian retail-banking context, 

Niki et al. (2006) have identified 31 items of service quality. Bhat (2005) used SERVQUAL 

dimensions; Elango and Gudep (2006) identified ten service quality dimensions of Indian commercial 

banks, namely tangibility, reliability, responsiveness, competence, courtesy, credibility, security, 

access, communication and understanding the customer. 

 

3. METHODOLOGY 

3.1 Measurement Instrument 

The survey instrument was developed based on literature review. As shown in Table I, the 

variables included in the study have been adapted from the existing literature. As specific technologies 

like ATM or internet are not considered, and the technology in generic terms is considered, the items 

used were adopted from different studies. The first 13 items are general items related to technology-

enabled service quality and the next 5 items are items related to customer service through technology 



Shirshendu Ganguli: Generic Service Quality Dimensions in Technology Based Banking: Comparison between 
Private and Government Banks in India TWP124_201606 

  
 

 7 

(e.g. call center). The statements in the questionnaire were refined based on the banking context chosen 

for this study. 

TABLE I: Measurement Variables 

Item No Item Description (as used in questionnaire) 

X1 The technology provided by my bank is user-friendly 

X2 The technology provided by my bank works accurately and is error-free 

X3 My bank’s technology is reliable 

X4 My bank’s technology never fails 

X5 I feel safe using my bank’s technology 

X6 I feel that the risk associated with my bank’s technology is low 

X7 My personal information exchanged while using technology is not misused by my 
bank 

X8 My bank’s technology provides sufficient information 

X9 My bank’s technology provides the reports I need 

X10 My bank’s technology gives me more freedom of mobility 

X11 I find it more convenient to use technology than interacting with branch employees 

X12 My bank’s technology allows me to complete transactions quickly 

X13 My bank’s technology saves me lot of time, especially when I am pressed for time 

X14 When I contact my bank’s customer service (e.g. call centre – either through phone 
or online), my requests are always anticipated properly  

X15 When I contact my bank’s customer service, I am offered proper explanations 

X16 When I contact my bank’s customer service, the representatives are supportive 

X17 When I contact my bank’s customer service, the representatives offer personalized 
information  

X18 When I contact my bank’s customer service, my calls are always answered promptly 

Item 
References 
(papers from 
which the 
items have 
been adopted) 

[Burgers et al., 2000; Dabholkar and Bagozzi, 2002; Danaher and Gallagher, 1997; 
Dean, 2004; Doll and Torkzadeh, 1988; Joseph et al., 1999; Kim and Lim, 2001; 

Meuter et al., 2000; Parasuraman, 2000; Parasuraman et al., 2005; Rafaeli et al., 
2008; Van Riel et al., 2001; Yang et al., 2004] 

 

3.2 Sampling and Data Collection 

Data were collected through online questionnaire from different parts of India. The sample was 

chosen with qualifying criteria of them being users of technology-based banking. Of the 650 responses, 

601 were usable, resulting in a 92.5 percent response rate, which is more than reasonable for a survey 

of this type. Respondents were the customers of different banks. 219 responses were from the customers 

of government bank while rest 382 was from the private bank. Respondents were asked to state their 

level of agreement with the series of statements stated in Table I using a seven-point Likert scale ranging 

from “strongly disagree” to “strongly agree.” 
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3.3 Data Analysis and Results 

Data analysis proceeds in two steps. First, the exploratory factor analysis is used to identify the 

underlying dimensions of service quality for technology-based banking. Exploratory factor analysis was 

performed on the 18 items of the measurement scale using the principal component analysis with 

varimax rotation. Next, confirmatory factor analysis was used to confirm the factor structure of service 

quality.  

 

3.3.1 Exploratory factor analysis 

In the first stage an exploratory factor analysis was performed on both the samples (government 

and private bank customers) using the 18 variables related to the service quality of technology banking. 

The criteria used for factor extraction is twofold, i.e. the Eigenvalues should be greater than one but 

more importantly the factor structure should be meaningful, useful and conceptually sound (Pett et al., 

2003). Results of the factor analysis are shown in Tables II and III for government and private bank 

customers. 

 

TABLE II: EFA Results (Government Banks) 

Factors Measurement Items Factor Loadings Cronbach’s Alpha 

Customer Service 

X14 0.872 

0.931 
X15 0.900 
X16 0.871 
X17 0.881 
X18 0.812 

Technology Reliability 

X1 0.617 

0.838 

X2 0.808 
X3 0.706 
X4 0.793 
X5 0.655 
X6 0.496 

Technology 
Accessibility & 
Information Misuse 

X7 0.463 

0.721 
X10 0.678 
X12 0.748 
X13 0.840 

Technology 
Information Quality & 
Convenience 

X8 0.527 
0.630 X9 0.581 

X11 0.720 
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TABLE III: EFA Results (Private Banks) 

Factors Measurement Items Factor Loadings Cronbach’s Alpha 

Customer Service 

X14 0.844 

0.913 
X15 0.874 
X16 0.878 
X17 0.851 
X18 0.754 

Technology Reliability 

X2 0.772 

0.820 
X3 0.743 
X4 0.753 
X5 0.745 
X6 0.621 

Technology 
Convenience 

X1 0.445 

0.758 X11 0.738 
X12 0.772 
X13 0.779 

Technology 
Accessibility & 
Information Quality 

X7 0.604 

0.668 X8 0.769 
X9 0.674 
X10 0.507 

  

As can be seen from Tables II and III, four factors were extracted, accounting for 65.5 percent 

and 63.4 percent of the total variance explained. All 18 items loaded properly on the factors in both 

cases. Reliability of the factors was calculated using the Cronbach’s alpha. A Cronbach’s alpha value 

of greater than or equal to 0.6 is considered acceptable for the factor to be reliable (Hair et al., 2006). 

All the factors had satisfactory value of Cronbach’s alpha. On examining the content of the items 

making up each of the dimensions (factors) we label the factors as shown in Tables II and III and provide 

concise definitions for the dimensions: 

Government Banks: 

(1) Customer Service: The service provided to customers through call centers. 

(2) Technology Reliability: The reliability of the technology used. 

(3) Technology Accessibility & Information Misuse: The advantage of accessing banking services 

through technology and proper handling of information. 

(4) Technology Information Quality & Convenience: Quality of information provided through 

technology and convenience of using technology. 

Private Banks: 

(1) Customer Service: The service provided to customers through call centers. 

(2) Technology Reliability: The reliability of the technology used. 

(3) Technology Convenience: The convenience of using technology. 

(4) Technology Accessibility & Information Quality: Quality of information provided through 

technology and advantage of accessing banking services through technology. 



Shirshendu Ganguli: Generic Service Quality Dimensions in Technology Based Banking: Comparison between 
Private and Government Banks in India TWP124_201606 

  
 

 10 

3.3.2 Confirmatory factor analysis 

After identifying four clear factors through exploratory factor analysis, the next stage is to 

confirm the factor structure. Structural equation modeling (SEM) using AMOS 20.0 was used to 

perform the confirmatory factor analysis. Confirmatory factor analysis revealed that the measurement 

items loaded in accordance with the pattern revealed in the exploratory factor analysis for both types of 

banks. 

Model Fit 

The measurement model for government banks indicated an acceptable model fit of the data 

(chi-square = 234, df = 127, p < 0.001; chi-square/df = 1.84; CFI = 0.95; TLI = 0.94; IFI = 0.95; GFI = 

0.9; NFI = 0.9; PNFI =0.78; PCFI = 0.8; RMSEA = 0.06). The measurement model for private banks 

also indicated an acceptable model fit of the data (chi-square = 330.5, df = 129, p < 0.001; chi-square/df 

= 2.56; CFI = 0.94; TLI = 0.92; IFI = 0.94; GFI = 0.91; NFI = 0.9; PNFI =0.76; PCFI = 0.79; RMSEA 

= 0.06). In addition, all the indicators loaded significantly on the latent constructs. The values of the fit 

indices indicate a reasonable fit of the measurement model with data (Byrne, 2001, pp. 79-86). In short, 

the measurement model confirms to the four-factor structure of the service quality instrument in case 

of technology banking for both types of banks. 

Reliability and Validity of the measurement instrument 

Evidence of the reliability of the scale is provided in Table IV above, which shows the 

composite reliability (CR) and average variance extracted (AVE) scores of the different factors obtained 

(Fornell and Larcker, 1981; Hair et al., 2006). CR of all the latent variables is greater than the acceptable 

limit of 0.70 (Carmines and Zeller, 1988). The AVE for all factors is greater than 0.5, which is 

acceptable (Fornell and Larcker, 1981). Convergent validity was assessed by examining the factor 

loadings and AVE of the constructs (Fornell and Larcker, 1981). All the indicators had significant 

loadings onto the respective latent constructs (p < 0.001) with values varying between 0.503 and 0.927 

(govt. banks); and between 0.501 and 0.887 (private banks). In addition, the AVE for each construct is 

greater than 0.5, which further supports the convergent validity of the constructs. Discriminant validity 

was assessed by comparing the AVE with the corresponding inter-construct squared correlation 

estimates (Fornell and Larcker, 1981). It was checked and it can be inferred that the square root of the 

AVE values of all the service quality factors are greater than the inter-construct correlations, which 

supports the discriminant validity. Thus, the measurement models for both bank types reflect good 

construct validity and desirable psychometric properties. 
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TABLE IV: Measurement Model Results 

 

Factors (Govt. 
Banks) 

Measurement 
Items 

Standardized 
Estimates 

AVE CR 

Customer Service 

X14 0.871 

0.64 0.86 
X15 0.927 
X16 0.898 
X17 0.800 
X18 0.718 

Technology 
Reliability 

X1 0.686 

0.50 0.76 

X2 0.624 
X3 0.806 
X4 0.503 
X5 0.770 
X6 0.664 

Technology 
Accessibility & 
Information Misuse 

X7 0.529 

0.51 0.72 
X10 0.540 
X12 0.811 
X13 0.810 

Technology 
Information Quality 
& Convenience 

X8 0.904 
0.56 0.71 X9 0.717 

X11 0.576 
Factors (Private 

Banks) 
Measurement 

Items 
Standardized 

Estimates 
AVE CR 

Customer Service X14 0.849 

0.55 0.81 
X15 0.887 
X16 0.861 
X17 0.829 
X18 0.698 

Technology 
Reliability 

X2 0.682 

0.51 0.74 
X3 0.782 
X4 0.638 
X5 0.778 
X6 0.627 

Technology 
Convenience 

X1 0.631 

0.52 0.73 
X11 0.501 
X12 0.824 
X13 0.806 

Technology 
Accessibility & 
Information Quality 

X7 0.507 

0.54 0.71 
X8 0.695 
X9 0.681 
X10 0.598 

 

4. DISCUSSION AND MANAGERIAL IMPLICATIONS 

The current research makes important contributions to the field of banking services. The first 

contribution lies in the identification of the service quality dimensions related to technology banking in 

generic terms for both private and government banks in India. Although the 1st two dimensions are 

similar for both categories of banks, difference lies in the last 2 dimensions. Customer service provided 
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through call centers is the 1st dimension and it has been labeled so in both types of banks as call center 

is integral of service delivery in today’s business. The next common dimension consists of items related 

to the reliability of technology and thus it has been named as “technology reliability”. In case of private 

banks, it is the convenience of using technology over other channels, which has become important and 

hence the 3rd dimension is named as “technology convenience”. 4th dimension is about the accessibility 

& quality of information provided through technology and hence named as “technology accessibility & 

information quality”. For the government banks, the customers look at the advantage of accessing 

banking services through technology and proper handling of personal information and hence the 3rd 

dimension is labeled as “technology accessibility & information misuse”. The 4th dimension is about 

convenience of using technology over other channels and information quality and so named as 

“technology information quality & convenience”.  

 

The above discussion on different dimensions obtained in this study highlights that service 

quality for technology based banking has some universal aspects for both types of banks such as 

convenience of technology use, the quality of information delivered through technology channels, the 

reliability of technology based banking, accessibility of technology and customer service (call centers). 

However, some of them are looked at differently by the customers while evaluating the service quality. 

Information misuse is a fact, which is considered important in case of government banks, not for private. 

All these dimensions are applicable to different technology based channels of delivery used by banks 

e.g., ATMs, Internet banking, phone banking etc. Since the dimensions are generic in nature, they will 

be applicable even for any future technologies introduced in the banking sector. 

 

These dimensions will help the managers of banking services to understand the things that 

customers consider while evaluating the technology-based service delivery process of banks. This is 

particularly important today because inadequate knowledge of handling technology properly makes it 

important for managers to have proper knowledge of customer’s service quality perceptions in 

technology-based banking. The dimensions identified in this study can be utilized to project the 

convenience and reliability of using technology in banking, and to boost customer confidence. 

However, the degree of emphasis placed on the dimensions depends on the objectives of banks. The 

service manager of a bank can measure the perceptions of service quality on these dimensions to get a 

broad indication of the bank’s technology related service quality performance. They can be used to 

track the relative performance of a bank with respect to their competitors over a period.  
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5. LIMITATIONS AND FUTURE RESEARCH 

 

The findings of this study can serve as a guide towards further research in this area by exploring 

other options like testing whether there is a possibility of a multi-tier service quality model for 

technology based banking services. The study was limited to one industry i.e. banking. The same 

approach can be replicated for other technology-based services like telecommunications, share trading 

and telemedicine. Besides that banking, industries from different countries can also be looked at and 

compared. In addition, the impact of these dimensions on constructs like customer satisfaction and 

loyalty can be tested. 

 

6. REFERENCES 

Abdullah, H. A. and Francis, A. B. (2002) “Systra – SERVICE QUALITY: A new measure of bank 
service quality”, International Journal of Service Industry Management, 13 (4), 362-381. 

Al-Hawari, M., Hartley, N. and Ward, T. (2005), “Measuring banks’ automated service quality: a 
confirmatory factor analysis approach”, Marketing Bulletin, 16, May, 1-19. 

Ammannaya, K.K. (2000) “Indian Banking: 2010”, IBA Bulletin, 26 (1), 158. 
Andreassen, T.W. and Lindestad, B. (1998), “Customer loyalty and complex services: the impact 

of corporate image on quality, customer satisfaction and loyalty for customers with varying 
degrees of service expertise”, International Jl of Service Industry Management, 9 (1), 7-23. 

Asubonteng, P., McCleary, K.J. and Swan, J.E. (1996), “SERVQUAL revisited: a critical review 
of service quality”, The Journal of Services Marketing, 10 (6), 62-81. 

Bahia, K. and Nantel, J. (2000) “A reliable and valid measurement scale for perceived service 
quality of bank”, International Journal of Bank Marketing, 18 (2), 84-91. 

Bailey, J.E. and Pearson, S.W. (1983), “Development of a tool for measuring and analyzing 
computer user satisfaction”, Management Science, 29 (5), 530-545. 

Bhat, M.A. (2005) “Correlates of service quality in banks: an empirical investigation”, Journal of 
Services Research, 5 (1), 77-99. 

Bitner, M.J., Brown, S.W. and Meuter, M.L. (2000), “Technology infusion in service encounters”, 
Journal of the Academy of Marketing Science, 28 (1), 138-149. 

Burgers, A., Ruyter, K.D., Keen, C. and Streukens, S. (2000), “Customer expectation dimensions 
of voice-to-voice service encounters: a scale-development study”, International Journal of 
Service Industry Management, 11 (2), 142-161. 

Byrne, B.M. (2001), Structural Equation Modeling with AMOS: Basic Concepts, Applications and 
Programming, Lawrence Erlbaum Associates, Mahwah, NJ. 

Carmines, E.G. and Zeller, R.A. (1988), Reliability and Validity Assessment, Sage, Beverly Hills, 
CA. 

Collier, J.E. and Bienstock, C.C. (2006), “Measuring service quality in e-retailing”, Journal of 
Service Research, 8 (3), 260-275. 

Cronin, J.J. Jr and Taylor, S.A. (1992), “Measuring service quality: a reexamination and extension”, 
Journal of Marketing, 56 (3), 55-68. 

Cronin, J.J. Jr, Brady, M.K. and Hult, G.T.M. (2000), “Assessing the effects of quality, value, and 
customer satisfaction on consumer behavioral intentions in service environments”, Journal of 
Retailing, 76 (2), 193-218. 

Curran, J.M. and Meuter, M.L. (2005), “Self-service technology adoption: comparing three 
technologies”, Journal of Services Marketing, 19 (2), 103-113. 

Dabholkar, P. and Bagozzi, R.P. (2002), “An attitudinal model of technology-based self-service: 
moderating effects of consumer traits and situational factors”, Journal of the Academy of 
Marketing Science, 30 (3), 184-201. 



Shirshendu Ganguli: Generic Service Quality Dimensions in Technology Based Banking: Comparison between 
Private and Government Banks in India TWP124_201606 

  
 

 14 

Danaher, P.J. and Gallagher, R.W. (1997), “Modeling customer satisfaction in Telecom New 
Zealand”, European Journal of Marketing, 31 (2), 122-133. 

Dean, A.M. (2002), “Service quality in call centers: implications for customer loyalty”, Managing 
Service Quality, 12 (6), 414-423. 

Dean, A.M. (2004), “Rethinking customer expectations of service quality: are call centers 
different?”, Journal of Services Marketing, 18 (1), 60-77. 

Doll, W.J. and Torkzadeh, G. (1988), “The measurement of end-user computing satisfaction”, MIS 
Quarterly, 12 (2), 259-274. 

Elango, R. and Gudep, V.K. (2006) ‘A Comparative Study on the Service Quality and Customer 
Satisfaction among Private, Public and Foreign banks-An Empirical Testing on Selected 
Commercial Banks in India’, ICFAI Journal of Marketing, August, 1-12. 

Fitzsimmons, J. and Fitzsimmons, M. (1997), Service Management: Operations Strategy, and 
Information Technology, Irwin and McGraw-Hill, New York, NY. 

Fornell, C. and Larcker, D.F. (1981), “Evaluating structural equation models with unobservable 
variables and measure”, Journal of Marketing Research, 18 (Feb), 39-50. 

Gronroos, C. (1984), “A service quality model and its marketing implications”, European Journal 
of Marketing, 18 (4), 36-44. 

Hair, J.F. Jr, Black, C.W., Babin, J.B., Anderson, R.E. and Tatham, L.R. (2006), Multivariate Data 
Analysis, 6th ed., Pearson, Upper Saddle River, NJ. 

Johnston, R. (1997) ‘Identifying the critical determinants of service quality in retail banking: 
Importance and effect’, International Journal of Bank Marketing, 15 (4), 111-116. 

Joseph, M., McClure, C. and Joseph, B. (1999), “Service quality in the banking sector: the impact 
of technology on service delivery”, International Journal of Bank Marketing, 17 (4), 182-191. 

Joseph, M. and Stone, G. (2003), “An empirical evaluation of US bank customer perceptions of the 
impact of technology on service delivery in the banking sector”, International Journal of Retail 
& Distribution Management, 31 (4), 190-202. 

Karatepe, O. M., Yavas, U. and Babakus, E. (2005), “Measuring service quality of banks: Scale 
development and validation”, Journal of Retailing and Consumer Services, 12 (5), 373-383. 

Kim, S.Y. and Lim, Y.J. (2001), “Consumers’ perceived importance of and satisfaction with 
internet shopping”, Electronic Markets, 11 (3), 148-154. 

Krepapa, A., Berthon, P., Webb, D. and Pitt, L. (2003), “Mind the gap: an analysis of service 
provider versus customer perceptions of market orientation and the impact on satisfaction”, 
European Journal of Marketing, 37 (1/2), 197-218. 

Kumar, M., Kee, F. T. and Manshor, A. T. (2009), “Determining the relative importance of critical 
factors in delivering service quality of banks - An application of dominance analysis in 
SERVQUAL model”, Managing Service Quality, 9 (2), 211-228. 

Kumar, M., Kee, F. T. and Charles, V. (2010), “Comparative evaluation of critical factors in 
delivering service quality of banks – An application of dominance analysis in modified 
SERVQUAL model”, International Journal of Quality & Reliability Management, 27 (3), 351-
377. 

Lehtinen, U. and Lehtinen, J.R. (1991), “Two approaches to service quality dimensions”, The 
Service Industries Journal, 11 (3), 287-303. 

Lewis, R.C. and Booms, B.H. (1983), “The marketing aspects of service quality”, in Berry, L.L., 
Shostack, G.L. and Upah, G.D. (Eds), Emerging Perspectives on Services Marketing, American 
Marketing Association, Chicago, IL, 99-104. 

Madu, C.N. and Madu, A.A. (2002), “Dimensions of e-quality”, International Journal of Quality 
& Reliability Management, 19 (3), 246-258. 

Malhotra, N. K., Ulgado, F. M., Agarwal, J. and Baalbaki, I. B. (1994), “International Services 
Marketing: A Comparative Evaluation of the Dimensions of Service Quality between 
Developed and Developing Countries”, International Marketing Review, 11 (2), 5-15. 

 Marshall, L. (2006), “Flying high on service automation”, Customer Relationship Management, 
February, 42-43. 



Shirshendu Ganguli: Generic Service Quality Dimensions in Technology Based Banking: Comparison between 
Private and Government Banks in India TWP124_201606 

  
 

 15 

McDougall, G.H.G. and Levesque, T. (2000), “Customer satisfaction with services: putting 
perceived value into the equation”, Journal of Services Marketing, 14 (5), 392-410. 

 Meuter, M.L., Ostrom, A.L., Roundtree, R.I. and Bitner, M.J. (2000), “Self-service technologies: 
understanding customer satisfaction with technology-based service encounters”, Journal of 
Marketing, 64 (3), 50-64. 

Mittal, S. and Gera, R. (2013), “Relationship between service quality dimensions and behavioural 
intentions: an SEM study of public sector retail banking customers in India”, Journal of 
Services Research, 12 (2), 147-171. 

Ndubisi, N.O. and Wah, C.K. (2005), “Factorial and discriminant analyses of the underpinnings of 
relationship marketing and customer satisfaction”, International Journal of Bank Marketing, 
23 (7), 542-557. 

Nielsen J.F. and Host V. (2000), “The Path to Service Encounter Performance in Public and Private 
‘Bureaucracies”, The Service Industries Journal, 20 (1), 40-60. 

Oliver, R.L. (1993), “Cognitive, affective and attribute bases of the satisfaction experiences”, 
Journal of Consumer Research, 20 (3), 418-430. 

 Olorunniwo, F. and Hsu, M.K. (2006), “A typology analysis of service quality, customer 
satisfaction and behavioral intentions in mass services”, Managing Service Quality, 16 (2), 106-
123. 

Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1985), “A conceptual model of service quality 
and its implications for future research”, Journal of Marketing, 49 (4), 41-50. 

 Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1988), “SERVQUAL: a multiple-item scale for 
measuring consumer perceptions of service quality”, Journal of Retailing, 64 (1), 12-40. 

Parasuraman, A. (2000), “Technology readiness index (TRI): a multiple-item scale to measure 
readiness to embrace new technologies”, Journal of Service Research, 2 (4), 307-320. 

Parasuraman, A., Zeithaml, V.A. and Malhotra, A. (2005), “E-S-QUAL: a multiple-item scale for 
assessing electronic service quality”, Journal of Service Research, 7 (3), 213-233. 

Peterson, R.A., Balasubramanian, S. and Bronnenberg, B.J. (1997), “Exploring the implications of 
the internet for consumer marketing”, Journal of the Academy of Marketing Science, 25 (4), 
329-346. 

 Pett, M.A., Lackey, N.R. and Sullivan, J.J. (2003), Making Sense of Factor Analysis: The Use of 
Factor Analysis for Instrument Development in Health Care Research, Sage Publications, New 
Delhi. 

Rafaeli, A., Ziklik, L. and Doucet, L. (2008), “The impact of call center employees’ customer 
orientation behaviors on service quality”, Journal of Service Research, 10 (3), 239-255. 

 Roy, S. K. and Shekhar, V. (2010), “Dimensional hierarchy of trustworthiness of financial service 
providers”, International Journal of Bank Marketing, 28 (1), 47-64. 

 Sangeetha, J. (2012), “Development of a Service Quality Scale for Multiple Technology Interfaces 
in Commercial Banking”, Journal of Internet Banking and Commerce, 17 (3), 1-13. 

Sathye, M. (2005), “Privatization, efficiency and performance: A study of Indian banks”, Vikalpa, 
30 (1), 7–16. 

Subramanian, K. & Velayudham, T.K. (1997) Banking Reforms in India: Managing Change, Tata 
McGraw Hill Publishing Co. Ltd., New Delhi. 

 Surjadjaja, H., Ghosh, S. and Antony, J. (2003), “Determining and assessing the determinants of 
e-service operations”, Managing Service Quality, 13 (1), 39-53.  

Van Riel, A.C.R., Liljander, V. and Jurriens, P. (2001), “Exploring consumer evaluations of e-
services: a portal site”, International Journal of Service Industry Management, 12 (4), 359-377. 



Shirshendu Ganguli: Generic Service Quality Dimensions in Technology Based Banking: Comparison between 
Private and Government Banks in India TWP124_201606 

  
 

 16 

Wolfinbarger, M.F. and Gilly, M.C. (2003), “e-TailQ: Dimensionalizing, measuring and predicting 
e-tail quality”, Journal of Retailing, 79 (3), 183-198. 

Yang, Z., Joon, M. and Peterson, R.T. (2004), “Measuring customer perceived online service 
quality: scale development and managerial implications”, International Journal of Operations 
& Production Management, 24 (11), 1149-1174. 

Zeithaml, V.A., Berry, L.L. and Parasuraman, A. (1996), “The behavioral consequences of service 
quality”, Journal of Marketing, 60 (2), 31-46. 

Zeithaml, V.A., and Bitner, M.J., (2000), Service Marketing: Integrating customer focus across the 
firm, McGraw Hill, New York, NY. 

 



 

 

Associate Professor 
Area: Marketing Management 

Education: B.E.; P.G.D.T.M. (Marketing); M.M.M.; M.T.P. (Marketing); Ph.D. 
Email: shirshenduganguli@tapmi.edu.in 

Telephone: +91 820 270 1449 
Teaching: Services Marketing; Marketing Research; CRM 

 

Biography 

 Prof. Shirshendu Ganguli has done training Workshops on Structural Equation Modeling (SEM) and 

Research Methodologies for faculty members of eminent institutes as well as corporate people – 

conducted a special workshop for only faculty members of Symbiosis International University, Pune 

in March, 2014 

 Reviewer of several journals viz. Marketing Intelligence and Planning; Total Quality Management & 

Business Excellence; The Service Industries Journal; Sport, Business and Management: an 

International Journal; The International Journal of Human Resource Management and Jaico 

Publishing House 

Research 

 Services Marketing in Banking & Telecommunications and other hybrid services; Customer 

Satisfaction and Loyalty in Services; Service Quality; Customer Relationship Marketing 

Publications 

Research Papers (International)  

 (Co-authors Manish Gupta & Abhilash Ponnam) “Factors Affecting Employee Engagement in India: 

A Study on Offshoring of Financial Services”, Qualitative Report, Vol. 20 No. 4, April 2015, pp. 

498-515. 



 Co-author Sanjit K. Roy) “Conceptualisation of Service Quality for Hybrid Services: A Hierarchical 

Approach”, Total Quality Management & Business Excellence, Vol. 24 No. 9-10, September 2013, 

pp. 1202-1218. 

 (Co-author S.K. Roy) “Generic technology -based service quality dimensions in banking – Impact on 

customer satisfaction and loyalty”, International Journal of Bank Marketing, Vol. 29 No. 2, February 

2011, pp. 168-189. 

 Co-author S. K. Roy) “Service quality dimensions of hybrid services”, Managing Service Quality, 

Vol. 20 No. 5, September 2010, pp. 404-424. 

 (Co-authors Abdolreza Eshghi & S. K. Roy) “Service Quality and Customer Satisfaction: An 

Empirical Investigation in Indian Mobile Telecommunications Services”, Marketing Management 

Journal, Vol. 18 Issue 2, Fall 2008, pp. 119-144. 

Research Papers (National)  

 (Co-authors – R. R. Jha, C. Priyadarshini & Abhilash Ponnam) “Factors influencing Finance as a 

Career Choice among business school students in India: A Qualitative Study”, The IUP Journal of 

Soft Skills, Vol. 7 No. 4, December 2013, pp. 48-56. 

 (Co-authors – Nada Nasr & Abdolreza Eshghi) “Service Quality in Hybrid Services: A Consumer 

Value Chain Framework”, Journal of Services Research, Vol. 12 No. 1, April 2012, pp. 115-130. 

 “Focus of Human Resource in Indian Iron and Steel Industry”, Presidency Journal of Management 

Thought & Research, Vol. 2 No. 3, January 2012, pp. 11-17. 

 “Performance Comparison of Group Firms and Individual Firms in the Indian Iron and Steel 

Industry”, The IUP Journal of Business Strategy, Vol. 7 No. 3, September 2010, pp. 26-36. 

 (Co-author Mohit Kumar) “Modeling Inventory Management Improvement: Criticalities and 

Recommendations”, The ICFAI University Journal of Supply Chain Management, Vol. 6 No. 1, 

March 2009, pp. 36-48. 

 “Impact of R&D versus Marketing on Sales Growth in Indian Industrial Sectors”, The ICFAIAN 

Journal of Management Research, Vol. 8 No. 2, February 2009, pp. 55-64. 

 (Co-author B. V. Kumar) “Drivers of Customer Satisfaction and Loyalty in Indian Retail 

Supermarkets: An Exploratory Study”, The ICFAIAN Journal of Management Research, Vol. 7 No. 

12, December 2008, pp. 60-73. 

 “Underpinnings of Customer Satisfaction in Indian Cellular Services: Service Quality, Service 

Features, Demographics and Cellular Usage Variables”, The ICFAI Journal of Services Marketing, 

Vol. 6 No. 3, September 2008, pp. 69-84. 

 “Drivers of Customer Satisfaction in the Indian Cellular Services Market”, The ICFAIAN Journal of 

Management Research, Vol. 7 No. 6, June 2008, pp. 51-69. 

 “Effect of Strategic Factors on Firm Performance -A Comparison of Group firms and Stand-alone 

firms in Indian Iron and Steel Industry”, Abhigyan, Vol. 25 No. 4, January-March 2008, pp. 32-39. 



 (Co-author E. M. Punnoose) “Management Games – An Effective Pedagogic Tool”, The ICFAI 

Journal of Higher Education, November 2007, pp. 75-82. 

 “Coopetition Models in the context of Modern Business”, The ICFAI Journal of Marketing 

Management, Vol. 6 No. 4, November 2007, pp. 6-16. 

 “Export Performance Analysis of Business Groups and Stand-Alone Organizations in the Indian Iron 

and Steel Industry”, The ICFAI Journal of International Business, Vol. 2 No. 4, November 2007, pp. 

40-50. 

 “Drivers of Customer Satisfaction and Effect of Customer Satisfaction and other Factors on Churn 

among Indian Cellular Services Users”, The ICFAI Journal of Services Marketing, Vol. 5 No. 3, 

September 2007, pp. 7-17. 

 (Co-author Harsh Arora) “Supply Chain Effectiveness strengthen Relationship”, The ICFAI Journal 

of Supply Chain Management, Vol. 4 No. 3, September 2007, pp. 57-67. 

 (Co-author Harsh Arora) “Impact of Price and Promotion on US Beer Brands”, The ICFAIAN 

Journal of Management Research, Vol. 6 No. 8, August 2007, pp. 47-62. 

Magazine Articles / Case Studies / Book Reviews (Selected)  

 by Kotler, Keller, Koshy & Jha (Pearson Education India) customized for ICFAI University 

“Marketing Management” (14th edition) 

 Case Study titled “Tata Teleservices – Pioneer of Growth”, published in edited book ” ase Studies in 

Management: Contemporary Perspectives”, Humming Words Publishers, Faridabad, India, April 

2011. 

 “Living Brands: Collaboration + Innovation = Customer Fascination”, Tata McGraw-Hill, 2007 by R. 

Nadeau, Published in GITAM Journal of Management, October-December 2009. 

 “Changing Face of Relationship Marketing – Evolution of CRM to EMM”, Effective Executive, 

April 2008. 

 “Breathing Brands – Use of Advertisement to Create Lifestyle Brands that Live Like Human Beings”, 

Advertising Express, February 2008. 

 “Marketing in Indian Cellular Services – Story of Innovations, Retaliations and use of Technology”, 

Effective Executive, August 2007. 

 “Customer Value Creation through Handshake with Customers – For an Everlasting Impact”, 

Effective Executive, May 2007. 

 “Perfect Pitch – The Art of Selling Ideas and Winning New Business”, John Wiley & Sons, 2007 by 

Jon Steel, Published in Marketing Mastermind, May 2007. 

 “Coopetition – Cooperate with Competition for Value Creation”, Marketing Mastermind, April 2007. 

 “The Bully of Bentonville – How The High Cost of Wal-Mart’s Everyday Low Prices is Hurting 

America”, Currency Doubleday, 2006 by Anthony Bianco, Published in Best Books, April 2007. 

 



Conferences and Workshops 

Seminars / Conferences: 

 “Word-of-Mouth, Trust and Perceived Risk in Online Shopping: An extension of the Technology 

Acceptance Model” International Conference on Evidence Based Management (BITS Pilani) held 

from 20th – 21st March, 2015 

 “Generic Service Quality Dimensions in Technology Based Banking: Comparison between Private & 

Government Banks in India” – 6th International Conference on Excellence in Research & Education 

(IIM Indore) held from 8th – 11th May, 2014 

 “A Hierarchical Model for Hybrid Service Quality [Coauthor – Sanjit K. Roy]” – 5th IIM 

Ahmedabad Marketing Conference (Marketing in Emerging Economies) held from 9th – 11th Jan, 

2013 

 “Impact of Service Value Dimensions on Customer Satisfaction and Loyalty across Different Service 

Setups [Coauthor – Rik Paul]” – 4th IIM Ahmedabad Marketing Conference (Marketing in Emerging 

Economies) held from 5th – 7th Jan, 2011 

 “The Effect of Tangibles, Employees and Process on Customer Opinion in Banking Services: 

Mediating Role of Customer Experience [Coauthor – Sunny Bose]” and “Service Quality, Customer 

Satisfaction and Behavioural Intention: An Empirical Study in Indian Mobile Telecommunication 

Industry [Coauthors – Sanjit K. Roy and Rik Paul]” – International Marketing Conference MARCON 

2010 held at IIM Calcutta from 27th – 29th Dec, 2010 

 Dissertation proposal titled “The Impact of Service Quality on Customer Experiences in Hybrid 

Services: The Indian Context” – 3rd Doctoral Colloquium of Indian Institute of Management, 

Ahmedabad from 8th – 9th Jan, 2010 

 “Dimensions of Service Quality in Hybrid Services: A Consumer Value Chain Framework 

[Coauthors – Abdolreza Eshghi and Nada Nasr]” – Art & Science of Service V Conference held at 

Bentley University, Waltham, MA, USA from 17th – 19th June, 2009 

 “Relationship Marketing: A Critical Evaluation of Research Streams [Coauthors – Abdolreza Eshghi 

and Nada Nasr]” 

Awards 

Not Applicable 

 

 


