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Abstract

The purpose of this paper is to assess customergrgl expectation and perception of insurers imgeof
services offered at the insurance service counfe€)( Besides, this paper also examines the relship
between the demographic factors and SERVQUAL meanes The study utilized the survey approach. The
result shows huge gap for tangible, reliability amdponsiveness and shows highest gap betweemmrsto
perception and expectation. This result demonstrirgible as the most critical determinant of SERML
measure for service quality. The other dimensi@ssrance and empathy) also appear important gibte
dominates. Thus, results of this study undersdwented for insurance providers to gear customeicss and
quality improvement efforts towards componentsaofgible. The study intends to promote a betterréiaal
understanding and recognition of the complexitesérvice quality and its measurement. The chadiciog
insurance sector in Bangladesh remains the samésthi@ bring innovative solutions to client whiteaking
them realize the value of those services provitféden clients realize that quality is something ttetnot be
compromised, an organization has to survive irctivepetitive market managing high value service.
Keywords: Service quality, Life Insurance, Customers’ expton and perception, Customer satisfaction

INTRODUCTION

In today’s world of competition, managers are keeput efforts on maximizing shareholder valuetasrttop
priority, evidence suggest that shareholders dgtdal better when firms put the customer first (ktgar2010).
Indeed, service quality and customer satisfactienigarguably the two core concepts that are ahtheof the
marketing theory and practices. If competition @scmainly through endogenous quality, we shouldeples
that even large markets remain concentrated, Wislgrance companies provide higher quality in largarkets
(Dick, 2007). Nowadays, the key to sustainable agtitipe advantage lies in delivering high qualigngce that
will in turn result in satisfied customers. The mioence of these two ideas is further manifesteditoyjerous
theoretical and empirical studies on the topic thate accelerated over the past few years. lthevefore,
important to study the service quality and custosaisfaction which is regarded as the ultimatelsggohany
service producers such as insurance industry (Sraiti Chang, 2009; Sureshchandar, Rajendran &
Anantharaman, 2002; Rice, 2001).

'Does quality pay' (Greising, 1994)? It is onehaf key contemporary issues, which have attractedtain from
practitioners, policy makers and researchers wgrkin multidisciplinary areas in management. Sulifhn
analysis has been devoted to understand the rajaadity in the overall performance of a servicsibass right
from the strategic level down to the implementatibetails (Mukharjee, Nath & Pal, 2003). Althougte th
relationship between service quality and profit bagn considered to be neither simple nor straightfrd
(Zahorik & Rust, 1992), a significant body of seedliterature has tried to establish the linkagevben quality
and different firm performance parameters (KaplarN&rton, 1996; Ittner & Larcker, 1998). For example
improved service quality and customer satisfactiame been shown to lead to higher productivity (@uf
Zeithaml, 2006; Reicheld & Sasser, 1990), incredsgdlty (Smith and Chang, 2009; Morgan & Rego, 00
Gans, 2002; Reichheld, 1996), lower transaction ¢lzcobides, 2008; Bolton, 1998), price-premiurai¢Ber

& Chandra, 2008; Anderson, 1996), favorable wordroiuth (Laczniak, DeCarlo & Ramaswami, 2001;
Anderson, Fornell & Lehmann, 1994), market sh&@rriell, et al., 1996), repurchase intention (Fri2005;
Louro, Pieters & Zeelenberg, 2005; KordupleskisR& Zahorik, 1993), customer retention (Tsoukagos
Rand, 2006; Lombardi, 2005), combining product sexvices (Shankar, Berry & Dotzel, 2009), impro¥iech
reputation (Fergusaon, Deephouse & Fergusaon, Zex@dsing, 1994) and maximized profit (Smith andaGdy,
2009). It is, thus, popularly believed that besiervice leads to improved performance for a seffuioe

Practically, service quality is a very importanttpfar an insurance company (Ahmad and Sungip, POB8t
mere observation says that local companies arerargt much conscious about it. Government compaaies
less apt on this issue of service quality. Herg’shavhy the research is being conducted on Govemtme
Company. According to a study it was found thathis industry the private insurance companies (Iphas
foreign) are dominating (68%) compared to goverrinewmed (32%) one in the choice of clients duehi® t
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small coverage (few branches) and less attraciVieyppackages offered by the government ownedrarsee
companies. (Chowdhury, Rahman and Afza, 2007).

Again life insurance is more popular in this coynttill people recognize life insurance as theygmdlicy of
the insurance companies since the positive respufrtbe respondents towards other insurance pslaie quite
smaller compared to life insurance. (Chowdhurylgt2007). A deeper sight into government life irce
company has become an important sector to study now

This study is, therefore, undertaken to assesdethed of performance of a public life insurance @amy of
Jibon (i.e. life) Bima (i.e. insurance) Corporati@BC) in Bangladesh with respect to service dinmenand to
relate it with customer satisfaction. The methodglased is illustrated with a sample of consumessnfthe
Metropolitan City of Dhaka. Such studies will hele JBC and other companies to improve their qualit
service to the customers, which will enhance thsifitability and market share as well.

LIFE INSURANCE INDUSTRY IN BANGLADESH: AN OVERVIEW

Insurance is at least as old as Phoenicians (Jel®3#). This superb history of classical insurahas also set
up its footprint long time ago in the business arafi Bengal's soil which is now named as Bangladesh
Factually and interestingly, insurance is, thug,aaew business in this country of South Asia.tQeses back,
during British rule in India, some insurance comiparstarted transacting business (Mishra, 200...;aay
Vinaya & Lakshmisha, 2006), both life and geneiraBengal. However, insurance business gained mtumen
in East Pakistan during 1947-1971, when 49 inswatumpanies transacted both life and general insara
schemes (BBS, 1974). These companies were of wadngins British, Australian, Indian, West Pakistand
local. After the emergence of the People’s Reputfi@angladesh in 1971, the government, in ordeméie
available the fruit of liberation to the generalsmanationalized the insurance industry along Withbanks in
1972 by Presidential Order No. 95 (Debnath, 20@®)lowing the Order, all companies and organization
transacting all types of insurance business in Balggh came under this nationalized regulation farel
insurance corporations were initially establishgah® Government. These were --- (i) Jatiya BimapOGoation
(National Insurance Corporation), (ii) Teesta Bi@@arporation (Teesta Insurance Corporation), (i@raphuli
Bima Corporation (Karnaphuli Insurance Corporatjo(iy) Rupsa Jiban Bima Corporation (Rupsa Life
Insurance Corporation) and (v) Surma Jiban Bimg@ation (Surma Life Insurance Corporation).

The basic idea behind the formation of five corfiorss was to encourage competition even underiansized
system. Nevertheless, the burden of administraikmenses incurred in maintaining two corporationgach
front of life and general and an apex institutidrtbee top outweighed the advantages of limited cefitipn.
Consequently, on 14 May 1973, a restructuring waderunder the Insurance Corporations Act 1973ofatlg
the Act, in place of five corporations the govermtn®rmed two insurance companies which were (gHsaan
Bima Corporation (SBC) for general business, aharJiBima Corporation (JBC) for life business (Dehna
2003).

Until 1985, JBC was the only institution to hantife insurance business in Bangladesh. Throughrkerance
(Amendment) Ordinance 1984 and Insurance Corparatidmendment) Ordinance 1984, the government
allowed the private sector to establish insuranmepanies. Up to December 2007, a total of 62 imsega
companies have been operating in Bangladesh, afhwh8 provide life insurance and 44 are in the ggne
insurance field which made the life insurance bessncompetitive. The life insurance companies ansisted

of sixteen (16) national companies and one inte@ynat company, namely American Life Insurance Comypa
(ALICO). Yet, it had little impact on the busingssrformance of the Jiban Bima Corporation (Chowsllatral.,
2007)

The corporation (JBC) offers 15 different typeslifé insurance schemes. These are whole life assara
endowment assurance, child protection policy, childendowment, anticipated endowment assurancsjqren
scheme policy, single payment policy, mortgage gmtdn policy, group term insurance policy, group
endowment policy, group variable endowment poligypup pension policy, grameen bima policy (rural
insurance policy), joint life endowment policy, apmbgressive premium policy.

A BRIEF LITERATURE REVIEW: SERVICE QUALITY

In spite of the growing importance of service gwyali(Hallberg & Sipos-Zackrisson, 2010), it remaias
abstract and elusive (Mangin, Dubé & Donderi, 20@bpstruct that is difficult to define and measure
(Gummesson, 2008; Chong, Lee & Tan, 1999, QualRa&a, 1995). According to Gummesson (2008), quality
is a complex concept and regarding in service tiseaehumanistic quality approach, at the one extretressing
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customers, personnel, leadership and culture, \ahea¢ the other end lies a technical approach coince
operations management, statistics and methods aSumement. Gummesson divided quality into services,
tangibles and software, but he stresses the impetaf a total service offering. Lehtinen and Leéti (1991)
discussed about physical quality, interactive dqualnd corporate quality, and, on the other habduaprocess
and output quality.

Pepur & Pievi¢ (2009) investigate the concept and the measureafantality of tourism services. It presents
results of research conducted with the purposeetérthining the guests’ perception of the qualityhotel
services in the City of Split. The map ‘importarerformance’ is used for two purposes. It revedighvof the
five elementary dimensions of quality are importéont hotel guests and secondly, demonstrate thiilnsss
and relative simplicity of this model for measurernef services quality in the tourism sector. Theults not
only reveal how the hotel guests perceive the tyafi services provided but also which dimensiofigjuality
they find more or less important.

Cronemyr & Witell (2010) investigate service impemrents in a manufacturing context. The resulthefstudy
reveal that when moving from a fire-fighting cukuto a proactive culture, a company needs to ch&oge a
product to a process perspective. The benefit ahgimg from a product to a process perspectiveeschange
in focus from reduction of internal costs to valkreation through service delivery. This paper shdwe/
feedback from dissatisfied customers can be useal driving factor in process improvements. Basedhis
knowledge, a company can select the most impoBanSigma projects to improve their service proees3he
change from a product to a process perspective slhioat traditionally the severity of almost 50 percof all
faults is underestimated.

Kaluarachchi (2010) endeavors to identify the dffe€ organizational culture (OC) on the total gtali
management (TQM) practices of a Sri Lankan puldictar hospital, which practices Japanese 5-S baQdd
and has won several national quality awards. Thdysitdentified high senior management commitmeigh h
staff commitment, high stakeholder focus, high gné¢ion of continuous improvement, high quality tace,
high measurement and feedback, and high learng@naration characteristics as TQM practices ofhtbgpital.
The study found that the supportive culture oftthepital has positively impacted on its TQM pragsic

Sahney, Banwet & Karunes (2010) present the resfilen empirical study conducted on the administeat
staff, so as to obtain the internal customer'sgestive on quality. Based on the literature revielbowed by a
pilot study and an earlier study based on the gualnction deployment technique, certain elemeniscal to
quality management in education are identified.r&ager, the interpretive structural modeling (IStd¢hnique
is applied. The study finds that the ISM techniduedps prioritize the strategic issues in qualitgeasment
qualitatively, so as to propose a hierarchicalcttme through prioritizing, sequencing, and catejog of ideas.
The elements are classified as drivers, enabletslapendents, and the hierarchically structured.

Lambert (2010) shows that customer relationshipagament (CRM) is being viewed as a strategic, m®ce
oriented, cross-functional, value-creating for buged seller, and a means of achieving superianfial
performance. However, there is a need for a molistitoview of cross-functional as it relates to @R

Service quality is not the slippery, mystical, en@phous concept it is often thought to be. Chowglai al.
(2007) identify that customers will give an instituen high mark for its service when it meets oreeds their
service desires. The five dimensions of servicéoperance (tangibles, reliability, responsivenessusance and
empathy) give direction to the service quality juey. Although these dimensions will be differerittyportant
to various market segments, on an overall basty, &li are important. As a group, they frame the=ase of the
service quality mandate to be excellent in servéeek to be excellent in tangibles, reliabilityspensiveness,
assurance and empathy.

Service quality is generally defined as customecgiged quality which stresses the individual'sesssnent of
the value of the total service offering (Gummess2008). Practically, Gronroos (2009) described pseoh
service quality as the difference between expestadice quality and experienced service qualityisTHas a
link to the gap model (Parasuraman et al., 1988) ather service quality models (e.g. Bitner 1998 the
other hand, Berry (1995) divided service qualitypitwo types: regular services, and handling okegxions or
problems to ensure that appropriate proceduretakea to deal with inevitable failures.

As regards to service quality, the individual's esipnce of a service forms the basis of an assedsofidts
quality. It is great to listen to customers anddgtuheir reactions. When purchasing services, costs’
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attention is often limited to a small number ofgiute inputs (Zeithaml, Parasuraman & Berry, 198&hysical
environment include buildings, offices and interaesign affects customer beliefs, attitudes anibfaation
Zeithaml and Bitner, 2000), and provides an opputyuto tell the ‘right’ story about a given sergi¢Berry,
1995). Matters such as how contact personnel asiEgearticulates, writes, designs and presentsopatgp are
likewise not without meaning (Levitt, 1981, 1986Making the intangible into tangible is importabgcause
customers do not usually know what they are getiimti they do not get it (Levitt, 1986).

As tangible input, the service personnel repregshat service, the organization and the marketershe
customers’ eyes (Zeithmal and Bitner, 1996). Thaligu management of personnel includes such thags
motivating, managing information, training, cargaanning and recruiting and retaining of right pkeop
(Normann, 1991; Zeithaml and Britner, 1996). lirige that service business is personnel intensieaning that
quality supplied to the customer is essentiallgsult of the way personnel perform (Normann, 198thneider
(1990) showed that both employees and customerk experience more positive outcomes when the
organization operates with a customer service tatem and management supports it. This may betirtk the
external service value within the service-profitaich by Heskett et al. (1994), which described erygdo
satisfaction as the underlying factor in the fororabf customer perceived quality. The other imanttangible
element is service culture, and by participatinghi@ production process, customers influence aed eveate
perceived service culture (Lethtinen, 1985). Highels of intangibility call for image building amdaintenance
to attain reliance based on reputation and subgdtpressions of the service (Cowell, 1998). Ia libng run,
image depends mainly on what the company actuatlyiges, but in the short run, image can be usedl tasl
for the creation of new reality (Normann, 1991).

In deploring the inadequacy of measurement pro@sdused in the marketing discipline Jacoby (19%%) h
mentioned that many of measures are developec athim of a researcher with a thought given to Wwaebr
not it is meaningfully related to an explicit copteal statement of the phenomena or variables @stipn. In
most instances, concepts have not been identdjgalt from the instrument or procedures used tsoreahem.

Other scholars have emphasized the need for sealelapment to be preceded by, and rooted in, adsoun
conceptual specification of the construct beindestas well. The conceptual foundation for the SERML
scale was derived from the works of handful of aeskers who have examined the meaning of serviaétygu
(Gonroos, 1984; Letinen and Letinen, 1985). The WQBAL scale also derived from a comprehensive
guantitative research study that defined serviadityuand illuminated the dimensions, along whicdmsumers
perceive and evaluate service quality (Parasuranah, 1985).

The construct of quality as conceptualized in thevise literature and as measured by SERVQUAL,sttede
that is the focus of this study, involves perceigedlity. Perceived quality is the customer’s juggnabout an
entity’s overall excellence or superiority (Zeithat084). It differs from objective quality (as Barvin 1988);
it is a form of attitude related but not equivalémtsatisfaction and results from a comparisonxpfeetations
with perceptions of performance. Parasuraman, deithand Berry (1996) defined service quality frone t
customer’s view rather than based on internal permce measures. From this perspective, servicltygisa
the customer’s perception of the superiority ofsbevice.

Satisfaction is defined as a customer’'s perceptibra single service experience, whereas qualityhes
accumulation of the satisfaction for many custonmmsr many service experiences. A quality serviaiper

is one that is able to consistently provide a Batig service experience over a long period of time
(Sureshchandar et al. 2002).

CONCEPTUAL FRAMEWORK

The construct of quality as conceptualized in thevises literature and as measured by SERVQUAL stiade

that is the focus of this article, involves peregivquality. Perceived quality is the consumer’'gjuént about an
entity’s overall excellence or superiority (ZeitHal®87; Zeithaml, Parasuraman, and Berry, 1990afmaman,
Zeithaml and Berry, 1988; Parasuraman, Zeithamlegryg 1990). It differs from objective quality (defined

by, for example, Garvin 1983); it is a form of attle, related but not equivalent to satisfactiom gesults from
a comparison of expectations with perceptions diopmance.

In the SERVQUAL instrument, 16 statements measheeperformance across these five dimensions, wsing
seven point Likert Scale measuring both custompeetations and perceptions (Gabbie and O'neillg199is
important to note that without adequate informationboth the quality of services expected and jimes of
services received then feedback from customer garean be highly misleading from both a policy amd
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operational perspective. In the following, the égtion of SERVQUAL approach is more specified with
example in a catering company.
Model of Service Quality Gaps
There are seven major gaps in the service quatibcept, which are shown in Figure 1. The modelns a
extension of Parasuramanal. (1985). According to the following explanation (L&kLayton, 2002), the three
important gaps, which are more associated withettternal customers, are Gapl, Gap5 and Gap6; Hiege
have a direct relationship with customers.
Gapl: Customers’ expectations versus management m&ptions: as a result of the lack of a
marketing research orientation, inadequate upwaodhneunication and too many layers of
management.

Gap2: Management perceptions versus service specHiions: as a result of inadequate commitment
to service quality, a perception of unfeasibilityadequate task standardization and an absencaabf g
setting.

Gap3: Service specifications versus service deliveras a result of role ambiguity and conflict, poor
employee-job fit and poor technology-job fit, inappriate supervisory control systems, lack of
perceived control and lack of teamwork.

Gap4: Service delivery versus external communicatio as a result of inadequate horizontal
communications and propensity to over-promise.

Gap5: The JBC discrepancy between customer expecians and their perceptions of the service
delivered: as a result of the influences exerted from thearust side and the shortfalls (gaps) on the
part of the service provider. In this case, custoexpectations are influenced by the extent of greabk
needs, word of mouth recommendation and past geexperiences.

Gap6: The JBC discrepancy between customer expectans and employees’ perceptionsas a
result of the differences in the understandingustemer expectations by front-line service prowder

Gap7: The JBC discrepancy between employee’s perdgms and management perceptionsas a

result of the differences in the understanding ustemer expectations between managers and service

providers.
The gap model is one of the best received and heasistically valuable contributions to the sergidigerature
(Sahney, Banwet & Karunes, 2004). The model idesstifeven key JBC discrepancies or gaps relating to
managerial perceptions of service quality, andgassociated with service delivery to customerg fliigt six
gaps (Gap 1, Gap 2, Gap 3, Gap 4, Gap 6 and Gare #lentified as functions of the way in whichvéeg is
delivered, whereas Gap 5 pertains to the custometraa such is considered to be the true measwseraice
quality. The Gap on which the SERVQUAL methodoldgg influence is Gap 5.

Exploratory research of Parasuraman, Zeithaml, &\B€1985) revealed that the criteria used by camess in
assessing service quality fit 10 potentially ovepiag dimensions. These dimensions were tangibddiapility,
responsiveness, communication, credibility, seguricompetence, courtesy, understanding/knowing the
customer, and access. These 10 dimensions anddéeriptions served as the basic structure oféneice-
quality domain from which items were derived foe tBERVQUAL scale.
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Figure 1. Model of service quality gaps
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Source: Adapted fromParasuraman et al. (1985); Luk and Layton (2002)

METHODOLOGY

As the purpose of this research project is to dater the significance of five service quality dirsems from
the customer viewpoints. Service dimensions suchtaagibles, reliability, responsiveness, assuraacéd
empathy are independent variables and servicetgisldependent variable. This research is to ifletite gap
between perceptions and expectations of exterrsabmers on service dimensions.

In the process of collecting data, a questionname developed to ensure that all the informatiaquired for
analysis be obtained. The questionnaire was extelgsiexplained for each of the customers who were
contacted. A total of 107 customers on the couinside the Regional Branchs of Jiban Bima Corporativas
approached to fill up the questionnaire, but onB &ustomers attended the survey which excluded 14
guestionnaire for erroneous responses. Hence, dimple size of 38 was finally selected for analyzthg
findings. Judgment sampling procedure was folloveedyathering data for this pilot study
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For analyzing data the statistical software of SPIR.0 was used. In addition, it provides a lotuséful
statistical tools for evaluating data in testing gtudy hypothesis. Two major statistical analys@s used in
this study can be easily calculated which are béditg analysis and descriptive analysis. Frequescand
descriptive statistic (mean and percentage) wegd tes explore information about the distributiofisvariables.
To find the service quality gap, mean of each ef vhriables dimensions between perception and &gmt
were compared and analyzed.

Table 1: Result of reliability analysis for fivenables

Dimensions No. of Attributes Chronbachlpha
Expectations Perceptions

Tangibles 3 .699 .680

Reliability 4 .530 715

Responsiveness 3 464 .382

Assurance 3 .582 770

Empathy 3 .605 719

Source: Field Survey

In determining the reliability of the instrumentee Cronbach’s Alpha was used to measure religholitthe
underlying variables of. tangible, reliability, pmmsiveness, assurance and empathy. The CronbaAlgtis
estimates indicate how highly the items in the tjoesaire are interrelated in order to determini@abdity of
the instrument (Hayes, 1998). When the Alpha isertban 0.50 indicated as highly reliable (Nunnall978).
In this study, 32 items were tested on its relighilTable 1 shows the component and total relitddl of
SERVQUAL scores. The findings show that the religbicoefficients for all dimensions are around ®@.7
excluding some few exceptions.

DATA ANALYSIS AND RESULTS INTERPRETATIONS

Profile of Respondents

The profiles of the respondents are shown in tHaera. The profiles focus on the demographic armhemic
status of the respondents. From the table, it shbatsout of 38 respondents, 78.9% of the respdsdee male
and only 21.1% are female. The highest educatiorl lattained by most of the respondents was Higher
Secondary School (HSC) level (39.5%), followed lage/ honors’ (26.3%) and SSC or below (21.1%). It
shows that majority of respondents were educated miedium to low qualifications. In term of houskho
income, more than half of the respondents earresdtlean BDT 10,000.

Table 2: Profile of Respondents

Characteristics Frequency Percentage

Gender Male 30 78.9
Female 8 21.1

SSC or below 8 21.1

Level of HSC 15 39.5
Education Degree/ Honors’ 10 26.3
Masters/PhD 5 13.2

Below 5000 5 13.2

Income in 5000-10000 21 55.3
BDT 10001-20000 9 23.7
20001-30000 2 5.3

30001 and above 1 2.6

Source Field Survey

The Perception and Expectation Gap on Tangibles

Table 3 illustrates the mean score of attributetigible dimension in term of perception and exgté&m. In
term of expectation, attribute 3 or ‘employees @pp®eat’ scores lowest gap and attribute 1 angt®ysical
facilities’ and ‘equipments’ show higher gaps. ®i&ibute 3 scores highest on perception and allattributes
have more or less equal score on expectation. tBbusits 1 and 2 requires more attention and shoase
scopes for development.
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Table 3: Means of Perception and Expectation orgitées.
. Customers’ Customers’

Attributes Perception Expectation Gap
1. Up-to-date equipment 2.63 5.61 -2.98
2. Visually appealing physical facilities 2.45 5.39 -2.94
3. Employees well dressed and appear neat 4.34 5.95 -1.61
Total for Tangibles 3.14 5.65 -2.51

Source Field Survey

The Perception and Expectation Gap on Reliability

As shown in table 4, the highest score on expectasi for attribute 5 or ‘dependability’ and themMest is for
attribute 6 or ‘timeliness’ which refer to abilitg fulfil promises in a timely manner. So it mayanfrom here
that people in Bangladesh do not mind waiting lonige services. In terms of perception, again lattié 5
scores highest and attribute 6 lowest. Again istangly the gap is lowest for ‘dependability’, whican be
considered most crucial attribute according to etqi®n. Here the highest strength for JBC can tbeepred.
The risk free nature of the government can be dnthe biggest reasons behind it. But more intengsyi
‘timeliness’ shows the highest gap. So, though fBeegpect less timeliness, they find lesser tinesmhere.

Table 4: Means of Perception and Expectation oraBiéty

. Customers’ Customers’
Attributes Perception Expectation Gap
4. Sympathy and reassurance on problems 5.00 6.74 1.74 -
5. Dependability 6.39 6.87 -0.48
6. Timeliness 4.63 6.55 -1.92
7. Keeping of records accurately 4.87 6.63 -1.76
Total for Reliability 5.22 6.70 -1.48

Source Field Survey

The Perception and Expectation Gap on Responsiverses
As illustrated in Table 5, attribute 8 or ‘Prompgeeof service’ scored highest on both expectatiod a
perception and again shows the lowest gap. Socaneonclude that JBC is apt in the most essegtiabute
for its responsiveness. The huge gap on attribbiteetween perception and expectation denoteshtbagh JBC
employees are said to be prompt, but it's true eviign they are not busy. During busy hours empleyaa be
said reluctant to give extra effort for getting twmser satisfaction.

Table 5: Means of Perception and Expectation op&esveness.

Attributes Customers’ Perception| Customers’ Expectation] Gap

8. Promptness of service 4.82 6.08 -1.26
9. Willingness to help customers 3.82 5.42 -1.6
10. Respo_ndlng to customer requests 355 537 182
promptly during busyness.

Total for Responsiveness 4.06 5.62 -1.56

Source Field Survey

The Perception and Expectation Gap on Assurance
Table 6 illustrates the mean scores of five attébiselected under assurance dimension in ternergEption
and expectation. Here smaller gaps exist betwesrepton and expectation. The highest gap is aibate 11
which is ‘trustworthiness of employees’. Trustwandss has been considered important because tisattions
deal with money. The customers need employees véhbanest and skilled to handle their transactions.

Table 6: Means of Perception and Expectation oudsee.

~ =g

Attributes Customers’ Perception Custome_rs Gap
Expectation

11. Trustworthiness of employees 5.34 6.66 -1.3

12. Feeling safe on transactions 5.74 6.71 -0.9

13. Politeness of employees 5.00 5.87 -0.8

Total for Assurance 5.36 6.41 -1.05

Source Field Survey
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The Perception and Expectation Gap on Empathy

Table 7 shows the most exceptional scenario, clamerception exceeds their expectation in atteild6 or
‘Operating hours convenient to all the customerkis is not impractical as they do not expect wvarch from
this attribute but JBC has satisfied them to a tgreacale. In attribute 15 or ‘Knowing the needstlod
customers’ there exists highest expectation arideasame time highest gap. So the customers aranpithat
the company does not understand exactly what teguirement is.

Table 7: Means of Perception and Expectation ondhyp

. Customers’ Customers’
Attributes Perception Expectation Gap
14. Individual attention toward customers 3.68 3.71 -0.03
15. Knowing the needs of the customers 3.97 5.13 .16-1
16. Operating hours convenient to all the customers 4.76 3.74 +1.02
Total for Empathy 4.14 4.20 -0.06

Source Field Survey

The service quality gap for empathy dimension iatis small gap between customers’ perception and
expectation, remember that expectation was alséothiest. It means that empathy perceived by théoousrs
are about to meet customers’ expectation. Interglstitangibles show the highest gap (-2.51) whickans that

the service quality emerged from physical appea@npoorest of all the dimensions.
Table 6: Means of Perception and Expectation oe Biimensions.

Dimensions Customers’ Perception| Customers’ Expectation Gap
Tangibles 3.14 5.65 -2.51
Reliability 5.22 6.70 -1.48
Responsiveness 4.06 5.62 -1.56
Assurance 5.36 6.41 -1.05
Empathy 414 4.20 -0.06

Source Field Survey

The result obviously shows mentionable gap foratslity and responsiveness too. This researchtitites
tangibles, reliability and responsiveness as thstmadtical determinant of SERVQUAL measure forvées
quality. The other dimensions (assurance and empagpear important but those are dominating. Tresjlts
of this study underscore the need for insuranceigeos to gear customer service and quality impnomet
efforts towards components of tangibles, reliapgihd responsiveness.

Conclusions and Recommendations

A focused overview of the service quality of JB@ e understood from this study. The researchtsesubgest
a need to better understand how the customersepon and expectation for service quality diffedahow
these affect customer satisfaction (refer to tab)e The satisfaction is derived from the comparisan
customers’ perception and expectation as mentiea€der in literature reviews. According to Parasuan et al
(1990), satisfaction equals to perception minuseetqiion. When the perception were poor on seraiw: the
expectation on the service quality were high, custie were deemed to be dissatisfied with qualitgesfice
given or provided by the JBC.

Reliability scores highest on expectation (6.7Q) eesponsiveness scores highest in perception)(3t36eans
that customers consider reliability most essentibkreas the actual service quality performs respensss
onward. The tangibles scores lowest on percep8dj whereas empathy scores lowest on expect@tian).
It is clear that customers’ perceived quality fandibles of JBC is low, and empathy can be consitles least
expected service performance by the very custoofelBC.

There is a statistical link between employee bajraand customer satisfaction. These facts are hegjrto
resonate with insurance companies, who are ingestim customer relationship management and self-
technologies designed to build customer loyalty easkomer centricity. Whether the ‘customer’ isided as
the selling agent, the group benefits manager eptilicyholder, the customer service is quicklydraing the
critical channel for proactive marketing, sales anstomer retention as well a service.

Today'’s fiercely competitive environment means thlatyers in the insurance industry are lookingriarenue
momentum, improved profitability and increased oustr retention. All three of those goals dependtiyen

the customer experience: the customer service epuepresentatives as part of the customer secénte’s
daily operations. Customers expect to be abledohr¢heir insurance company at any time, by phonkne or
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face-to-face. Customers expect complete, consjstentirate answers to their entire question, whettey are
inquiring about the status of claim or the coshedv insurance.

The insurance industry is beginning to realize ithportance of building an excellent customer exqere.
Service improvement is supporting a strong trend/iich many insurance companies are adopting st
focus versus a product focus. As a result, inswaarsnvesting heavily in customer relation managetniCRM)

and customer interaction software. Superior sergigality on basic customer-service transactionyviges a
competitive edge for insurers. It is necessaryrefloee, to insure that employees are well prepared,
knowledgeable and have superior skills to meetbrnst expectations.

The need for striving for service quality lies ts ability to result in economic success. In thedera, highly
competitive business world, the key to winning nelients, retaining current customers, and sustéénab
competitive advantage lies in delivering high otyabervice that will, in turn, lead to satisfiedstomers.
Customer satisfaction is considered a prerequdditeustomer retention and loyalty, and obviouslyphen
realizing economic goals like profitability, markstare, return on investment (ROI), etc. Insureas failed in
satisfying customers will have a more difficult &ntonvincing customers to come back. Companies that
distinguish themselves by creating customer satisfia will reap the rewards of repeat business evthibse that
don’t will have to spend time and money luring newstomers. However, building a customer-focused
organization takes time, money and commitment ftbenhighest ranks of both business-side and teoggol
executives. Since the globalization of financiatitutions is encouraged by the government andrtreasing
international competitive markets especially in ittgurance market, consumers in this region havela range

of choices in order to make decision.

Top management in the insurance sector shouldzestilat the industry is moving towards a dramatc kn this
ever-changing competitive market, insurance congsahave to use their efforts expand their markdadging
their competitors. The insurance companies, whotaie their employees from their current skillsdeto
where they need to be fast to deliver a consisaenlt quality customer experience, will enjoy a digant
competitive advantage and will be in a positiotteak away from their competition. It is not sufiat for JBC
employee to casually learn and gain knowledge.ureiwe and win, they must do it purposefully, ddast and
do it continuously. They have to read the custoraaspaint the most pleasant picture for them.
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