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ABSTRACT

Customers look for service experience from retailerespective of their size, format and ownershipis the
responsibility of the retailer to provide custonservice qualitatively. In fact, the qualitativestomer service serves as a
competitive advantage to small scale retailerse 3imall scale retailers are facing competitive lengles from corporate
retailers. The big retailers are trying to attrdoet hitherto loyal customers of the small scatailers. Against this threat,
the small scale retailers can retain the loyalaust base only by providing customer services tatalely. This paper

examines

the customers’ perception on the service experipnoeided by the small scale retailers. The patarsaused to assess the
customers’ perception include quality of the sdtase, accessibility of salesperson, timelinesshef service, ability to
understand customer problems, support in shoppirty kuying and quality after sales service. Thalifigs of the

empirical study are tabulated and analyzed to ax@velusions.

KEYWORDS: After Sale Service, Customer Problems, Quality Sdferce, Shopping and Buying, Timeliness of

Service.
INTRODUCTION

Every visit to a retail store is an experienceh® ¢ustomer. The experiences of the customersaniail store
can be identified broadly as shopping experienaginy experience, service experience and relatipnskperience. The
experience a customer gains in each of these factmtributes to overall customer experience. iResarequire the
ability to recognize a customer irrespective of thannel that he wants to use. To create enhanegtdrncer loyalty
retailers have expressed a desire to recognize Vagiie customers and treat them appropriately {@atlaraghavan
2008). Satisfying the expectations of today’s clemgustomers requires retailers to more closegnaheir offerings to
their target customers’ needs and to provide thdth wptions for how they like to shop (Joseph L.g&an, Herb
Kleinberger and Gina Paglucia Morrison 2005). Téilers should learn customer expectations aogige customer
service accordingly. The small scale retailer egithimself/herself or through sales personnel néedzovide quality
service experiences to the customers. A goodspateon must have at least two basic qualities:admpand ego
drive. Empathy, the important central ability fesl another person does in order to be able tdiselbr her product or
service, must be possessed in large measure. etbad of the basic qualities absolutely neededdmdgalespeople is a
particular kind of ego drive which makes them wamd need to make the sale in a personal or egongaynerely for the
money to be gained. Their feelings must be thay thave to make the sale; the customer is thehelfthem fulfill their

personal needs (David Mayer and Herbert M. Greentt€64). Many service providers recognize the vaigated by
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providing unique or memorable customer experieme@semotions. Value can also be created by inrgleustomers in
the co-creation and/or personalization of theirezignces (Bendapudi and Leone 2003; Normann 20€dhaRd and
Ramaswamy 2004).

Service experience is a service process thatagélée customer’s cognitive, emotional, and behmaliesponses,
resulting in a mental mark, a memory. The roletef prepurchase service experience is to help cestoassess the
quality and value of the service in context, tharsilitating assessment and decision making by tistoener (Johnston and
Clark 2001, Bo Edvardsson, Bo Enquist and Robdrhstmn 2003). Service experiences are the outcofmeseractions
between organizations, related systems/processesces employees and customers. Considerable ms@amarketing
and management has examined customer satisfacitiorsevvice experiences (Arnold and Price, 199841 Booms and
Mohr, 1994; Bitner, Booms and Tetreault, 1990; Ka®my, 1995; Ostrom and lacobucci, 1995; SurpreaatitSolomon,
1987; Zeithaml, Parasuraman and Berry, 1990). \{2863) argues that organizations are “focusingenard more on
experiences in order to engage customers . .iffevehtiate themselves.” It is also recognizealt ttunctional qualities are
not enough: an emotional reaction forms part oality and favorable experience (Cronin 2003; Shd®98). What
distinguishes the excellent from the average serei@anisation often has to do with these expegigrand not just a
logical value for money outcome and cognitive assesit of the service (Johnston and Clark 2001edéminantly, the
research has focused on the roles of service pesgemployees and tangibles in creating qualityiceeexperiences for
customers (Mary Jo Bitner, William T. Faranda, ARyHubbert and Valarie A. Zeithaml 1997).

Quality service experiences result not only intooeer satisfaction but also in building customsyalty. Bearden
and Teel (1983) have shown a relationship betwa#sfaction and loyalty. Szymanski and Henard (30 their meta-
analysis, indicate 15 positive and significant etations between the two constructs. The abittgdtisfy customers is
vital for a number of reasons. It has been fourad thssatisfied customers tend to complain to gtaldishment or seek
redress from them more often to relieve cognitii@s@hance and failed consumption experiences (QIV@87; Nyer,
1999). Customer satisfaction is the consumer’siiiuént response (Oliver, 1997). It is a judgmehn&tta product or
service feature, or the product or service itg@ibvides a pleasurable level of consumption reléédiment (Syed Saad
Andaleeb and Carolyn Conway, 2006). Companies@aeching for new and better ways to create valdediferentiate
their market offerings to attract and keep custena@d make a profit (Bendapudi and Leone 2003; Sraivvens 2002).

Retailers, therefore, need to recognize thesesanghie service process and manage them effegtioehaximize
the experience quality of the customers. This papacentrates on service experience of the cus®imeelation to small
scale retail stores. The variables used to askesservice experience of the customers includétywd the sales force,
accessibility of salesperson, timeliness of theiser ability to understand customer problems, supm shopping and

buying and quality of after sale service.
OBJECTIVE

The objective of this study is to measure the gadpnts’ perceptions of service experience in sswlle retail

stores and identify the key factors contributingjtality in service experience.
RESEARCH METHODOLOGY

The study is based on primary data sources. egumethod is used to collect data from the sample

respondents. Questionnaire is the research inetruased. The sample units are customers of el retailers. Five
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categories of small scale retailers are identifeedssess quality of service experience. Thel rediéégories selected for
the study includes food & grocery, textile & appamdectrical & electronics, jewellery and footweal sample of 450
respondents spread in three districts of Andhralédta, was selected by using stratified samplingrigoe. Scaling
technique is used to ascertain opinions. The et scale ranging from strongly agree to strordjsagree was used.

The data obtained with the use of likert scalebd®een converted into weighed scores as shown below.

Scale Weight
1. Strongly agree 5
2. Agree 4
3. Neutral 3
4. Disagree 2
5. Strongly disagree 1

Score: n x rating x weight

Wherever scores are calculated weighted meanpamegntage to Maximum possible score (MPS) araulzdéd

for data analysis.

Likert scale: MPS of any variable = 5

n of variable x 5 = MPS of that variable.

(The score obtained by each variable/MPS) x 100te ¥PS

(Total number of respondents x Maximum weight = MPS

For example:

Score 64
. n x max. weight
Maximum Score =45x3 =135
(64/135) x 100
% to MPS =47.41

The following are the findings of the study.
QUALITY OF SALES FORCE

Sales personnel are the people who interact wighcustomers directly when they visit the retadrest The
quality of the sales force can be directly coredawith the quality of service that they providetie customers. The
knowledge of the job, work attitude and servicdiimation are the key elements of the quality ofalesman. The sales
persons of the retail outlets should be capabfe@fiding quality perceptions to the customersthis respect assessment

of the customers on the quality of the salesperebasetail outlet stands as a bench mark referenc

The study revealed that the quality of the sabesef in all the selected five retail categories wated positively
by the customers. The mean values of the datad/éetween 3.37 and 3.68. The scores as a pegeciotdPS varied
between 67.51 per cent and 73.56 per cent amonfiveheetail categories (Table 1). The sales farceextile & apparel

category is rated relatively more qualitative faeled by electrical & electronics category and foodyécery category.
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The quality of the sales force in footwear categisryated low compared to other categories. Theeljery category

occupied fourth position as far as quality of sétese is concerned.

Table 1: Opinion on Quality of Sales Force

Particulars Score AM % to MPS
Food & grocery 1535 3.41 68.22
Textile & apparel 1655 368 73.56
Electrical & electronics 1561 3.47 69.38
Jewellery 1522 | 3.38 67.64
Footwear 1519 3.37 67.51

Source: primary data
ACCESSIBILITY OF SALESPERSON

Accessibility of salesperson is yet another deiteant of the quality of customers’ service expecen After
entering into the store the customer looks for @cinwith salesperson. The accessibility of salesspeto the customers
may depend upon the number of salespersons, thberush customers, the time taken by each custometize speed at
which the salesperson perform the job. The retail@y have many reasons for not making salesmalilyesccessible to
customers. But the customers have nothing to do tive reasons of the shop keeper. They loohkeatacility at personal
level. The findings of the study reveal that thestomers have positive perceptions on accessitifitgales persons
against all the five retail categories under thelgt{Table — 2). However, the respondents rateld bigthe accessibility of
sales person in food& grocery retail category. clleal & electronics category secured second placthis respect.
Footwear occupied third position, textile & appaoelcupied fourth position and jewellery categoryswated last in
respect of accessibility of salesperson. The mre&ure of the five categories varied between 3.222166 while the score

as percentage to MPS varied between 71.20 pernoen®4.44 per cent.

Table 2: Opinion on Accessibility of Salesperson

Particulars Score AM % to MPS
Food & grocery 1602 3.56 71.2
Textile & apparel 1452 323 64.53

Electrical & electronics 1586 3.52 70.49
Jewellery 1450 | 3.22 64.44
Footwear 1531 3.4 68.04

Source: primary data
TIMELINESS OF SERVICE

The opinion of the customers on timeliness of iserprovided by small scale retailers is ascerthiened the data
are presented in Table 3. The mean values of ukmer rating varied between 3.00 and 3.23 ambedite retail
categories. The scores as percentage to MPSiVaetsveen 60.04 per cent and 64.53 per cent. {lidy sevealed that
the customers perceived the factor timeliness ofice positively in all the categories. Howevdrg tcustomers rated
timeliness of service in textile & apparel categasythe highest followed by food & grocery and &leal & electronics.

The footwear category was rated the lowest wieieejlery category occupied the fourth position lais parameter.
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Table 3: Opinion on Timeliness of the Service

Particulars Score| AM % to MPS
Food & grocery 1428 3.17 63.47

Textile & apparel 1452 323 64.53
Electrical & electronics 1399 3.11 62.18
Jewellery 1394 | 3.1 61.96
Footwear 1351 3 60.04
Sourgarimary data

ABILITY TO UNDERSTAND CUSTOMER PROBLEMS

Customer problems are unique to each and everproes and the problems vary from time to time. The
employees of the retail organizations should hayityto understand the customer problems andaedpaccordingly.
The customers perceive service quality when thesspérson attached to the customer has the atulitmderstand the
customer mind. The findings of the study on th®ue revealed positive ratings by the customeikthéretail categories
under the study were given the rating at >3 mednevaThe mean values varied between 3.17 and 3T2f& scores as
percentage to MPS varied 63.42 per cent and 64e®8pt. A category wise analysis reveals thatettmployees of
between electrical & electronics category wereddietter in having the sales persons with thétwlio understand
customer problems followed by jewellery and footiveategories. The textile & apparel category sed¢dourth place on

this issue while the employees of food & grocertegary got the lowest rating.

Table 4: Opinion on Ability to Understand CustomerProblems

Particulars Score AM % to MPS
Food & grocery 1427 3.17 63.42
Textile & apparel 1428 3.17 63.47
Electrical & electronics 1462 3.25 64.98
Jewellery 1457 | 3.24 64.76
Footwear 1457 3.24 64.76

Source: primary data
SUPPORT IN SHOPPING AND BUYING

Customer often looks for support from retail enygles in shopping and buying. They look for variahd
choices, product information, relative benefitghteiques of usage, cautions and warnings, etcewhéking a purchase.
They expect that the sales person is responsibl@rfoviding the support that is needed to take igualecisions and
optimize shopping benefits. The study revealed tihe retail categories secured positive ratingsnfthe customers in
respect of support provided to them in shoppinglaungng. The mean values of the ratings variedvbeh 3.20 and 3.51.
The scores as percentage to MPS varied betweeB péricent and 69.69 per cent. The customers lgghest rating to
electrical & electronics category in respect ofyidong support in shopping and buying. The jewsllectailing got the
second place and footwear category got third pladhis respect. The textile & apparel categorgupied the fourth

position while food & grocery was rated the lowest.
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Table — 5: Opinion on Support in Shopping and Buyig

Particulars Score AM % to MPS
Food & grocery 1442 3.2 64.09
Textile & apparel 1519 3138 67.51
Electrical & electronics 1564 3.48 69.69
Jewellery 1557 | 3.6 69.2
Footwear 1526 | 3.39 67.82

Source: primary data
AFTER SALE SERVICE

Research studies, time and again, proved thatusemers look for quality after sale service assign value to
this service while assessing the value of a retdllbe study reveals that most of the retail categaated relatively low
compared to the other five parameters in respecfuafity of after sale service. The mean valudhef ratings varied
between 2.69 and 3.51. The scores as percentdgP $ovaried between 53.78 per cent and 70.18 p#r ¢dmong the
retail categories, jewellery retailing securedtfipgsition in rating. Electrical & electronics egbry secured second
position in rating while textile & apparel got therd position. Footwear retailing got the lowesting in quality after sale

service.

Table 6: Opinion on Quality After Sales Service

Particulars Score AM % to MPS
Food & grocery 1242 2.76 55.2
Textile & apparel 1345 299 5978

Electrical & electronics 1570 3.49 69.78
Jewellery 1579 3.51 70.18
Footwear 1210 2.69 53.78

Source: primary data

The overall rating of the customers on the sixap@ters of the service experience with small sezthilers are
presented in Table 7. Of the six parameters, aitubty of the sales persons got the highest tafallowed by quality of
the sales force and support in shopping and buyifige factor quality after sale service securedltheest rating. It
indicates that the small scale retailers need tmdoon the after sale service, timeliness of theise and building

competencies in employees to understand custorablgons.

Table 7: Service Experience with Small Scale Retails.

Particulars Score WM ;CTFE%
Quality of the sales force 7792 3.46 69.2p
Accessibility of salesperson 7825 3.48 69.56
Timeliness of the service 7024 3.12 62.44
Ability to understand customer problems 7235 3.2p 64.31
Supporting shopping and buying 76746 3.4] 68.23

Impact Factor (JCC): 2.7733 Index Copernicus Value (ICV): 3.0
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Quality after sales service | 6946| 3.05% 61.7|4
Source: primary data

The category wise overall rating of the custom@rsservice experience is shown in Table 8. Outheffive
categories under the study electrical & electromiagegory got the highest rating on service expedeby customers
followed by jewellery category and textile & applacategory. Food & grocery category got the foypdsition in rating
while footwear retailing secured the last positidrhough all the categories got >60 per cent ratimgy need to go a long

way in providing qualitative service experiencdhe customers.

Table 8: Category Wise Service Experiences

Particulars Score AM % to MPS
Food & grocery 8676 3.21 64.27
Textile & apparel 8851 3.28 65.56
Electrical & electronics 9146 3.39 67.75
Jewellery 8959 3.32 66.36

Source: primary data
CONCLUSIONS

The entry of corporate retailers in Indian retgjlicreated a challenging environment to the sneallesretailers.
To protect the existing loyal customer base, thaellsetale retailers need to offer high quality Hle¢xperiences to the
customers. The customers of the small scale eetatire no doubt the targets of corporate retailefhe service
experiences provided by small scale retailers icdytatand as competitive advantage, if done effett. The findings of
the study present a positive picture, but at timeestime ring the danger alarm also. The smalkskthilers should realize
the importance providing service experience andifoon the specified areas that contribute to thadityuof service
experience. No doubt it costs a little more tordmilers. When we look at the long term bengfiie cost of providing
better service should not be a cause of concertiéoretailers.
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