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Abstract
This paper is designed to understand the importamce impact of service quality on behavioral aspdike
purchasing or repurchasing, recommending the $tooghers, complaining about the stores or swighmanother
store. This study was carried out in India, in vibhéicsample size of 600 customers was chosen araf aiitich 540
completely filled in questionnaires were receivE&tle scale developed by Dhabolkar, Thorpe and Reatzused
in this study. The scale was consisting of five @liisions namely physical aspects, reliability,
Personal interaction, problem solving and policlree dimensions were having a significant impacbehavioral
aspects and value of adjustedvRlue indicates that all these three variables eausariation of 41.5% in the
behavioural intentions. F value is found significand Durbin-Watson test shows that value 1.9R8rg between the
acceptable limit which shows that there is indepeice of errors.

1.0 Introduction

Structural and Technological factors are changnggretailing environment significantly all over therld. There is

a lot of research in on service quality has beethéndeveloped countries (Herbig & Genestre, 1986jpaucity of

research on service quality issues in developintes like India, it has become important todagt tretailers in

India should determine the service quality facterBich are important to the customer’s selectiomcpss, as with
increased competition. Various researchers haveattthe service quality in their own terms. N@@ronroos 1982,
1984), defined the dimensions of service qualitglwbal terms as consisting of functional and técdirquality and

(Parasuraman, Zeithaml, and Berry 1988), describediice characteristics (i.e., Reliability, Respoasess,

Empathy, Assurances, and Tangibles).

2.0 Review of Literatures

Fromthe literature review, it is found that how the gaved service quality can be measured and it wasd from
the various studies carried out by (Babakus andeBdl992; Brown, Churchill and Peter 1993; Teas3L.88d
Parasuraman, Zeithaml and Berry 1985, 1988, 199188d). From the review of literature it was alsorfd that
service quality lies in product quality and custorsatisfaction as suggested by (e.g. Parasuran®tharml and
Berry, 1985 and Gronroos in 1982 & 1984). Gronrals® stressed on technical and functional qualityedsions.
Now Dhabolkar, Thorpe and Rentz (1996) identified gest a hierarchical conceptualization of retailvice quality
at three levels. In this study to understand thpaich of service quality on customer loyalty intens, | used
RSQS scale developed by Dhabolkar Thorpe and Rerith has been already tested and verified in ntaytries.
Now it becomes important to use this scale in Indiantext.

3.0 Resear ch M ethodology
Total sample sizes of 600 customers were chosenhfsrstudy. The sample size was decided to ch@®€e
customers from Delhi, 200 customers from Haryanar¢@on &Faridabad) and 200 customers from U.P.dal&i
Ghaziabad). A total 540 filled-in complete questiaine were collected. A response rate of (90%) acseved.
In this study, The RSQS (Retail Service Qualityl&cdeveloped by Dhabolkar, Thorpe and Rentz (1986) used
for data collection from the customers. This séaldesigned for the use in studying retail busiegdhat offer a
mix of goods and services, for assessing levesenfice quality, and the necessary changes requiridx services.
This scale consists of 28 items and five dimensi®ysical aspects (6 items), Reliability (5), e Interaction
(9), Problem Solving (3), and Policy (5).
The first three dimensions have sub-dimensionssiehlaspects (i.e. appearance and conveniencigbRgy (i.e.
promises and doing it right), and personal intéoast (i.e. inspiring confidence and courteousnedgfulness). A
five point likert scale starting fromsirongly disagree (1) to strongly agree (5) response was used.
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3.1 Obijectives of the Study
This study consists of following objectives.
1) To understand the level of service quality in oiged retail outlets.
2) To study the impact of overall service quality be various behavioral aspects of the retail outlets
Behavioral Intentions of the customers relate torcRasing Intentions, Switching Intentions,

Word-of-Mouth, Complaining behavior and Recommegdiehavior in retailing.
3.2 Hypotheses of the Study

On the basis of the above objectives, the follgwitypotheses were formulated.
1) All the five Dimensions of perceived service qualiive a significance influence on Purchasing lines.
2)  All the five Dimensions of perceived service gtialiave a significance influence on word-of-mouth,
3) All the five Dimensions of perceived service qualltave a significance influence on

complaining
behavior,

4) All the five Dimensions of perceived service qualitave a significance influence on recommending
behavior

5) All the five Dimensions of perceived service qualiive a significance influence on switching iniems.
4.0 Data Analysis & Data I nterpretation

4.1Relationship between Service Quality & Behavablmtentions

From the literature review it is found that theseai relationship between Service quality dimenskms
behavioural responses of the customer like custamtemtion to purchase and repurchasing decisi@eemmending
the outlet to other customers, switching to anotiutiet and continue with the same outlet despitesiase in prices of
the products at the same outlet. Hence to findhmge relationships this study is being carried Batause it is very
important for the outlet to understand those dirm@rsswhich have a significant impact on the custodeision
making.

Table (1.0)
Correlations
Physical Reliability Personal Problem Policy Service
Aspect Interaction Solving Quality
Behavior A42(*) AT2(*%) AT6(*) .548(**) .548(*) | .353(*)
** Correlation is significant at the 0.01 level (@Hed).

To find out the relationship between the dimensiohservice quality and behavioural intentions, lBea
correlation test is applied. From the preliminanydstigation it is found that there is not any &t@n of the
assumptions of linearity and homoscedasticity,alhthe associations were found to be significa®8so level. From
the table 1.0, it is found that all the five fact@re showing a high correlation with the dependaritible satisfaction.
It can be seen from the table that Policy and mmol$olving are having the strongest (r=.548) assioci, which is
being followed by personal interaction, reliabilégd than physical aspects.
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Table (1.1)

Regression Model Summary Behavioural Intentions

Std. Change Statistics
Model| R | Re [Adlusted| Errorof R? = Sig. F | purbin-Watsor|
R the df1 | df2 |Changg
Estimate| Changel Change
3 |.647| .41¢ A1t 3.06( .01¢ | 17.01¢| 1 |53€| .00C 1.92¢
Predictors: Constant, Problem solving, Policy, 8l aspe:

Dependent Variable: behavioural Intentions

From the stepwise regression analysis table tli4 analyzed that problem solving is the critidahension for
determinant of behavioural intentions in retaillets. Next it is followed by policy and physicapast. From the table
1.1 Adjusted Rvalue indicates that all these three variablesesasvariation of 41.5% in the behavioural inteTsio
F value is found significant and Durbin-Watson tstws that value 1.925 is lying between the aetd#@limit which
shows that there is independence of errors.

Table (1.2)
ANOVA
Model Sum of Square$ Df S'\ilqiaa: F Sig.
Regressio 3610.67! 3 1203.561 |128.55:| .00C
3 Residue 5018.27! 53¢ 9.36:
Total 8628.95. 53¢

Predictors: Constant, Problem solving, Policy, Rtalsaspec

Dependent Variable: behav

From the table 1.2, it is analyzed from ANOVA ttst F-value was found significant which stated trariance
is not by chance, but it actually occurs. Hencenlftbis we can that there exists a relationship betwthe dimensions
of service quality and the behavioural intentions.

Table (1.3)
Stepwise Regression Analysis on Behavioural Inbesti
Model Unstandardized Standardized t Sig. Collinearity Statistics
Coefficient: Coefficient:
B Std. Erro Bete Toleranct | VIF
3 Constar 4.721 .69¢ 6.76¢ .00C
Problem .458 .062 .303 7.412 .000| .648 1.544
solving
Policy .340 .040 331 8.495 .000] .714 1.400
Physical .136 .033 .159 4.125 .000| .726 1.377
aspect

Dependent Variable: Behavioural

Intentions
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From the table 1.3, it is analyzed that beta ¢diefit value for policy is the highest hence polisyhe critical
determinant dimension for behavioural intentionseitail stores. Next it is followed by problem daly and physical
aspects in retail stores. From the table t-valus feand to be highly significant. The Collineardtatistics from the
table shows that TV and VIF values for all the disiens are lying between the acceptable limitschvig showing
that there is no multicollinearity in the variahles

4.2) Relationship between Dimensions of Serviceliuand Propensity to Recommend

Table (1.4)
Physical R Personal Problem .
Aspect Reliability Interaction Solving Policy
I would strongly recommend thg - " - - -
outlet to custome .554(**) .563(**) .619(*%) 590(**) | .434(**)

** Correlation is significant at the 0.01 leveH@iled).

From the table 1.4, Pearson correlation is caroedto find out the relationship between the disiens of
Service quality and recommendation of outlet to ¢hstomers. From the preliminary investigationsifound that
there is not any violation of the assumptions édirity and homoscedasticity, and all the assaociativere found to
be significant at 99% level. From the table 5.8% found that all the five factors are showingigh correlation with
the dependent variable recommendation of outlethéo customers. It can be seen from the table teasoRal
Interaction is having(r=0.619) the strongest asgmn with recommendation of outlet to the custaraerd problem
solving are having the next (r=.590) associatiohictvis being followed by reliability and than ploa aspects and
policy in retail outlet.

Table: 1.5
Stepwise Regression Model Summi
Change Statisti
Modell r | R2 Adjugted Std. Errorof =2 . Sig. F | purbin-Watsor
R the Estimatsg df1|df2| Change
Changg Change
4 |.680|.462| .458 .75570 .007] 6.548 | 1 |525] .011 1.871

Predictors: Constant, Personal interaction, Proldelving, Physical aspect, Reliability

Dependent Variable: | would strongly recommenddbtet to customers

From the table 1.5 it is analyzed thatRlue states that all the four variables are hpeivariance of 45.8% in
recommendation of outlet to the customers. Persmmetaction is a critical dimension which causeaximum
variance which is being followed by problem solviphysical aspects and reliability for recommendimg outlet to
the customers in retail outlets. Durbin-Watson gakilying between the acceptable limit and shovifgpendence
of error.

Table (1.6)
ANOVA
Model Sum of Square | Df | Mean Squat F Sig.
Regressio 257.91. 4 64.47¢ 112.90! .00C
4 Residue 299.81 52t 571
Total 557.72! 52¢
Predictors: Constant, Personal interaction, Proldelving, Physical aspect, Reliabi
Dependent Variable: | would strongly recommenddhtet to wstomer
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From the table 1.6 it is analyzed by applying ANOVA test. It is found from the table that F valige highly
significant, which means variance explained ismothance, but it takes place.

Table (1.7)
Stepwise Regression Analysis: Propensity to Recamdme
Unstandardized Standardized Collinearity
Model Coefficient: Coefficients T |Sig. Statistic:
B Std. Erro Bete Tolerance | VIF
Constar 217 A7z 1.261].20¢
.233233.' 027 010 168 2.7q7006| 277 | 3.605
4 Problem scving 11c .01¢ .27¢ 5.64¢].00C Al¢E 2.39:
Physical aspe .04¢ .01C .22(C 4.71¢€].00C A46¢ 2.13:
Reliability .031 .01z 127 2.55¢].011 AlL 2.40i
Dependent Variable: | would strongly recommenddbtet to custome

From the table 1.7, it can be analyzed that betdficient value is Maximum for problem; it meansiplem
solving is the critical factor for recommendatidroatlet to the other customers. Next it is foll@h®y Physical aspect,
Personal interaction and reliability. T-value isahighly significant for all these variables. Thé and VIF values are
lying between the acceptable limits. It means tiere Collinearity among the dimensions.

Hypothesis Testing

From the Hypotheses testing it is found that Higpses are supported. It is found from the anatiisisService
quality is having a significant influence on strbhgecommending the outlet to others like, it mayHis/her friends,
relatives, neighbourhood etc. The Hypothesisss aupported in which Service quality is also hg\arsignificant
influence on recommending the outlet to other auste. Hence personal interaction which is beintpfodd by
problem solving, Physical aspects and Reliabilitythe significant predictors of propensity to n@ooend the outlet
to the other customers.

4.3) Relationship between Dimensions of Servical@uand Switching Intention to another Outletttbéers More

Benefits
Table (2.0)
Correlations
Physical Reliability | Personal interaction Prob_lem Policy
aspec solving
| would like to switch to
another outlet that offers mofe .088(*) .032 .068 .033 .126(*)
benefits
* Correlation is significant at the 0.05 level @thed).
** Correlation is significant at the 0.01 level {@Hed).

From the table 2.0, it can be analyzed that Padidyighly significantly associated with switchinffext of another
outlet. Next it is followed by Physical aspect whitas a low correlation value but significantlyasated with
switching effect to another outlet. Personal inteam, Problem solving and Reliability are not fdusignificantly

correlated with the switching effect to anotheretut
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Table (2.1)

Regression Model Summary

Change Statistics
Std. Error

Model | R R |Adjusted R| of the R2 Sig- F | purbin-Watsor
Estimate Change F Change] dfl | df2 | Change

1 .12¢ | .01¢€ .01« 1.1568t .01¢ 8.51( 1 | 527 .00 1.97(

Predictors: Constant, Poli

Dependent Variable: | would like to switch to armtloutlet that offers more bene

From the Model Summary in table 2.1, Policy diniensemerged as a predictor for switching effecanother
retail outlet. From the value obtained for adjud®dalue it states that Policy as a single dimensamavariance of
1.4% on the dependent variable where the custoroeidnike to switch to another retail outlet thdfess more
benefits to the customers.

Table (2.2)
ANOVA
Model Sum of Squares  df Mean Square F| Sig.
Regression 11.390 1 11.390 8.31mn4
1 Residual 705.324 527 1.338
Total 716.715 528
Predictors: Constant, Policy
Dependent Variable: | would like to switch to amart outlet that offers more benefits

From the table 2.2, it is analyzed that by apgytimle ANOVA test, we get F value which is highlgrsficant. It
states that the variance explained by policy dirmensn switching effect to another retail outleht by chance but it
actually occurs.

Table (2.3)
Stepwise Regression Analysis on Switching to Anothatlet that offers more Benefits
Unstandardized| Standardized . . -
Coefficients | Coefficients Collinearity Statisticy
Model t Sig.
Std. Beta 9
B Tolerance | VIF
Error
Constar | 2.85¢ .20¢ 13.74:1.00C
1
Policy .04C .014 12¢ 2.917 .00 1.00( 1.00(

Dependent Variable: | would like to switch to areatioutlet that offers more bene

From the table 2.3, it is analyzed that when pabcsingle dimension for switching effect to aretloutlet that
offers more benefits. The t value is quite sigwrifitand TV value is 1.000 which is above 0.2 anid ¥élue is 1.000
which is again below 10. It states that there ismuiticollinearity in the variables.

Hypotheses Testing

From the analysis it is found that Hypothesis igpsrted. It is analyzed from the table the serggality has a
significant influence on switching intention to @mer outlet that offers more benefits. It meand fidicy is the
determinant factor for the customer that he woildgl fo switch to another outlet which offers himmradenefits.
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4.4) Relationship between the Dimensions of Ser@uality and switching Intention to another outlet a
Customer Experiences a Problem Correlation

Table (3.0)
Physical Reliability _ Persor_lal Proplem Policy
aspec interactior | solving
| would like to switch to another outleti| .148(**) .207(*%) 142(*) A32(7Y)  1.225(%%)
experience a problem with this ou
** Correlation is Significant at 0.01 lev

From the table 3.0, it is analyzed that all thes fdimensions are showing an association with thetomer

intention to switch to another outlet if a custonexperiences a problem with the outlet. The resale
showing a high level of significance level.

Table (3.1)
Regression Model Summa
Change Statistit
Model | R R | Adjusted R Std. Error of R2 Sig. F | purbin-watsor
the Estimate F Changddf1 | df2 |Changd
Change
2 24¢ .061 .05¢ 1.0687( .011 6.02¢ | 1 |517] .014 1.9117
Predictors: Constant, Policy, Reliabi
Dependent Variable: | would like to switch to aratloutlet if | experience a problem with this ot

From the table 3.1 it is analyzed that Policy &waliability emerged as a significant predictors $aitching
effect to another outlet if a customer experierecpsoblem. The value obtained from adjustédtates that both these

variables causes a variance of 5.8% on the swigosfifect to another outlet if a customer experisrecgroblem with
the present outlet.

Table (3.2)
ANOVA
Model Sum of Square | Df | Mean Squal F Sig.
Regressio 38.67¢ 2 19.33¢ 16.93: .00cC
2 Residus 590.47: 517 1.14:
Total 629.15: 51¢
Predictors: Constant, Poli, Reliability
Dependent Variable: | would like to switch to aretloutlet if | experience a problem with this ot

From the table 3.2, it is analyzed that Policg isritical dimension for having a switching Efféca customer
experiences a problem with the outlet. The valuainbd through F-test by applying ANOVA is foundite highly
significant. It means the variance is not of byrateaBut it actually occurs.
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Table (3.3)

Stepwise Regression Analysis : Switch to anoth#éebii | experience a problem with this outlet
Unstandardized Standardized . . -

- . Collinearity Statistics

Model Coefficients Coefficients T Sig.
B Std. Error Beta Tolerance VIF

Constant 2.396 231 10.368 | .000
2 Policy .051 .016 .160 3.194 .oop  .723 1.383
Reliability .032 .013 123 2.455 014 723 1.383

Dependent Variable: | would like to switch to @matoutlet if | experience a problem with this el

From the table 3.3, it is analyzed that beta dcdiefft value for policy is high and then it is folved by reliability.
T-value is 3.194 for policy and 2.455 for reliatyiland is highly significant. The TV and VIF dimémrss values are
lying within the acceptable limits and showing #hé no problem of multicollinearity in the model.
HYPOTHESES TESTING

From the analysis it is found that Hypothesis igparted. It is analyzed from the table the serggality has a
significant influence on switching intention to éiner outlet if a customer experiences with the gmesutlet. From
the analysis policy and reliability are the deteramt factor for the customer that he would likestatch to another
outlet if he experiences a problem with the preseitiet.

4.5) Relationship between dimensions of service quality customer intention to continue with the efethie
outlet increases the prices of its products

Table (3.4)
Correlations
Physical Reliability _Persor_lal Prob_lem Policy
aspect interaction | solving

| would like to continue with this
outlet even if the store increases| .222(**) .186(**) .158(**) .230(*%) | .100(*)
prices of its produs

** Correlation is significant at the 0.01 level-tailed)

* Correlation is significant at the 0.05 leve-tailed)

From the table 3.4, Pearson correlation is beamged out to find out the association betweendingensions of
service quality on customer perception that he eglitinue even if the store increases the pricéseoproducts. It is
found that Problem solving is highly associatechwite customer perception that he will continueneifehe store
increases the prices of its products. It is folldweg Physical aspects, Reliability, Personal irdeoa and then Policy.
The correlations are found highly significant a¢®vel.
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Table (3.5)

Stepwise Regression Model Summary

Change Statistics
wose | | | et PSR T Tl
Change | Changd dfl| df2 | Change
3 .28¢ .08z 077 1.2636¢ .01z 7.69¢ | 1 | 527 .00¢ 1.725

Predictors: Constant, Problem solving, PhysicakesgPersonal interacti

Dependent Variable: | would like to continue wiltist outlet even if the store increases the pri¢és groduct

From the table 3.5, it is analyzed that when tepwise regression analysis is carried out theshlEm solving
emerged as a main predictor which is followed bydRtal aspects and Personal interaction. All thiesee dimensions
have an adjusted®Rralue (0.077) means that they have a variance b ®n the dependent variable. From the
Durbin-Watson value is lying between 1to3. It metimese is an independence of errors in the table.

Table (3.6)

ANOVA

Model Sum of Square | Df |Mean Squar| F Sig.

Regressio 75.12: 3 25.04( 15.68:].00C

3 Residue 841.55 527 1.59i
Total 916.67¢ 530
Predictors: Constant, Problem solving, Physicakes@Personal interacti

Dependent Variable: | would like to continue wikttistoutlet even if the store increases the pri€és

product:

From the table 3.6, it is analyzed that by apgyWiNOVA in the table F-value is being calculatéd. value
is found highly significant, which means that tlaiance is not of by chance but it actually occurs.
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Table (3.7)

Stepwise Regression analysis on would like to ootiwith this outlet even if the store increasestices of its

products
Unstandardized Standardized . . -
. . Collinearity Statistics
Model Variables Coefficients Coefficients t Sig.
B Std. Error Beta Tolerance VIF
Constant 1.402 .283 4.949 | .000
Problem 144 | 033 286 4.321 .000 399 2.506
solving
3 .

Physical 063 016 226 4.004 .000 545 1.836
aspect
personal -.042 015 -.216 -2.774 .006 288 3.468
interactior

Dependent Variable: | would like to continue wilts outlet even if the store increases the pridéts products

From the table 3.7, it is found that value forféicent Beta is high for Problem solving and t-walis also high
for Problem solving which means that problem sajvig the critical determinant for the customerg thay will
continue with the outlet or not. It is followed Bysical aspects and personal interaction. Allgldmensions are
highly significant. The value in the table for T¥idaVIF dimensions are laying within the acceptdbiats, which
means that there is no problem of multicollineairityhe table.

Hypotheses Testing

From the analysis it is found that Hypothesis igparted. It is analyzed from the table the sergigality has a
significant influence on customer intention to éoné with this outlet even if the store increades prices of its
products. From the analysis it is found that prob&olving is the critical determinant for the custrs that they will
continue with the outlet and it is followed by plog aspects and personal interaction.

4.5) Relationship between the Dimensions of Ser@Qaality and Complaining Behavior

Table (4.0)
Correlation
Physical | Reliability Personal Problem | Policy
Aspects Interaction solving
| would like to complain if | .097 .084 .076 .042 126"
experience a proble

** Correlation is significant at the 0.01 level-tailed)
*, Correlation is significant at the 0.05 leve-tailed)

From the table 4.0, it is found that there is ghhi significant correlation between the Policy amplaining

behavior. It is also found from the analysis th@atelation between Physical Aspects and complaibé&ttavior is also
quite significant and the correlation between Ry, Personal interaction, Problem solving amuimplaining

behavior is found no significant.
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Table (4.1)
Regression Model Summary
Model Change Statisti
Adjusted Std. Error of the R? F Df2 Sig. F Durbin-Watson
R | R R? Estimate Changq Change| dfl Change
1 .126] .016 .014 1.13058 .016 8.598 11531 .004 1.974

Predictors: Constant, Policy
Dependent Variable: | would like to complain ifXperience a proble

From the table 4.1, it is analyzed that there n¥y @wne significant dimension that is Policy whitlas a
significant impact on the complaining behavior. Fakle value for adjusted tR.014). Hence it can be stated from
the table that Policy causes a variance of 1.4%hencomplaining behavior if a customer experieregsoblem
with the outlet.

Table (4.2)
ANOVA
Model Sum of Square df Mean Squal F Sig.
1 Regression 10.990 1 10.990 8.598 | .004
Residug 678.73t 531 1.27¢
Total 689.726 532
Predictors: Constant, Poli
Dependent Variable: |  would like to complain éxperience a problem

From the table (4.2), it is analyzed that by apgyANOVA, it is found that F-value is found to béighly
significant, so we can assume from this table tteatvariance caused s not by chance but it dgtaaturs.

Table (4.3)
Stepwise Regression Analysis on Complaining Behavior
Model Collinearity Statistics
Unstandardized Standardized
Coefficient: Coefficient:
B Std. Erro Bete t Toleranc VIFE
1 Constant 2.993 197 15.156 | .000 1.000 1.000
Policy .03¢ 012 12€ 2.93: .004
Dependent Variable: | would like to complain éxperience a problem

From the table 4.3, all the values of beta cokfficare very low and t-value for all the dimensi@very low and
found insignificant. The value for Tolerance leaatl VIF values are lying within the acceptable fgmvhich state that
there is no problem of multicollinearity in the kab
Hypotheses Testing

From the analysis it is found that Hypothesis igpsrted. It is analyzed from the table the serggality has a
significant influence on customer intention to céapif he experiences a problem with the presemieband policy
emerged as significant dimensions having a sigaifitmpact on complaining behavior.

5.0 Findings and Suggestions of the Study
1) It is found that in today’'s business environmengc&nmmending behavior of the customers is very
important for any business. In this study, it wasrfd that the five dimensions of service quality ar
causing a variance of 45.8% on the recommending\iehof the customers. From this study it was
found that problem solving, physical aspects, bdiiy and personal interaction were showing a
significant influence on the recommending behawooblem solving was the most important dimension
for recommending behavior of the outlet. Hence rgamaneed to put extra efforts on the solutiorth®f
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problems and it will be helpful in providing higéMel of customer satisfaction. Problem solving lisva
cost phenomenon and is highly beneficial for thaifrstores in increasing their profits for the imess.

2) From the analysis it is found that policy emergedha important dimension in complaining behaviat an
hence in the outlets where managers are getting momplains are advised to improve upon their
policies of the outlet like returns and exchangesdit card facility etc. to improve and to minimithe
complaints.

3) In order to retain the existing customers with teail outlet, it was found again policy having a
significant impact on customer retention. As customretention is very important for any business
growth and profitability, so managers should stgyate their policies in providing high quality
merchandise, convenient parking for the custonserd,operating hours of the outlet for retaining the
existing customers with the outlet. In additiorptdicy there is one more dimension ‘reliability’®hing
a significant impact on customer switching inten§i® Hence it becomes necessary for the managers to
provide good as well as error-free services tactigomers. By this way, it will be helpful to retahe
customers in any retail store. As policy was a ifigant dimension for complaining behavior, so by
strengthening the policy, managers will be ableetiuce the complaints coming to the store.
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