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ABSTRACT  

Interest in service quality has grown up over the last decade due to increasing 

competition, which has led managers into finding ways to improve profitability. Service 

quality attracts more and better customers to the business which in turn, leads to increased 

profits. This study attempts to explore the dimensions of consumer perception about service 

quality in the context of fitness services provided by gymnasium & investigate the five 

dimensions of rater model of service quality. This study also attempts to measure the gaps 

between consumer perceptions of service quality using SERVQUAL Model. SERVQUAL is 

an instrument to measure the service quality. The scale was validated using confirmatory 

factor analysis. In this study, a sample of 100 members is taken and convenience sampling 

technique has been used for collection of data.   
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INTRODUCTION 

Measuring the quality of a service can be a very difficult exercise. Unlike product 

where there are specific specifications such as length, depth, width, weight, and colour etc. a 

service can have numerous intangible or qualitative specifications. In addition there is 

expectation of the customer with regards the service, which can vary considerably based on a 

range of factors such as prior experience, personal needs and what other people may have 

told them. 

To attract better and more customers, Service provider must understand the attributes& 

expectation of the customers. According to Harris (2006: 8) customer attributes are 

characteristics that allow customers to be categorized according to demographic, 

psychographic, or firmographic information. Businesses frequently attempt to group their 

customers to enable the business to serve the customer more appropriately. Harris (2006: 2) 

also suggests that customer service is anything done for the customer that enhances the 

customer experience. Customers have varying ideas of what they expect from customer 

interaction. The customer service provider must get to know his or her customers and strive 

to provide them with excellent customer service.(Zeithaml and Bitner, 2003: 2). Services are 
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produced not only by service businesses, but are also integral to the offerings of many 

manufactured-goods producers. Lovelock (2001: 3) explains that services are economic 

activities that create value and provide benefits for customers at specific times and places as a 

result of bringing about a desired change in the recipient of the service Ganesan-Lim, 

Russell-Bennett and Dagger (2008: 551) define perceived service quality as the customers 

judgment of, or impression about, an organizations overall excellence or superiority. 

According to Futrell (2004: 52), service quality, from an organization’s perspective, means 

establishing requirements and specifications. If organizations want a satisfied customer to 

continue with the service, the former must provide an excellent level of service quality. 

Zeithaml, Bitner and Gremler (2006: 82) state that customer expectations are beliefs about 

service delivery that functions as standards against which performance is judged. 

Parasuraman, Zeithaml and Berry (1988: 27) state that the five specific dimensions of service 

quality that apply across a variety of service contexts. The five dimensions include reliability, 

responsiveness, assurance, empathy and tangibles. These five dimensions are found relevant 

for various business services. For the satisfaction of customers these five dimensions are very 

important.  Metters et al. (2006: 110) indicate that satisfaction is the customers‟ fulfillment 

response. Satisfaction is the customer’s evaluation of a product or service in terms of whether 

the product or service has met the customer’s needs and expectations. 

According to Truong and Foster (2006: 843), customer satisfaction takes place in two 

situations. One is the result of a product or service that meets the customer’s expectations and 

the other is the result of exceeding the expectation. If the customer is not satisfied that means 

there is a gap between customer expectations and customer perceptions and to understand the 

gaps between customer expectations and customer perceptions the Gaps Model of service 

quality was developed by Parasuraman, Zeithaml and Berry (1988: 13). Parasuraman, 

Zeithaml and Berry formulated a service-quality model that highlights the main requirements 

for delivering high service quality. SERVQUAL is a technique that can be used for 

performing a gap analysis of an organization’s service quality performance against customer 

service quality needs. It is a method that may be used by a service organization to improve 

service quality.Fig1.4 relates to the Gaps Model of Service Quality identified by 

Parasuraman, Zeithaml and Berry and demonstrates, through Gap 1 to 5, how service quality 

emerges between the customer and the service provider. The upper part of the model 

addresses the phenomena related to the customer, while the lower part encompasses 

phenomena related to the service provider. 
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Figure 1.4: The SERVQUAL Gap Analysis Model 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

REVIEW OF LITERATURE 

J. D. Power and Associates (2008a) measured overall customer satisfaction of electric 

utilities through six factors: power quality and reliability, customer service, company image, 

billing and payment, price, and communications. J. D. Power and Associates (2008b) also 

measured customer satisfaction with high-speed and dialup Internet service providers based 

on five factors: performance and reliability cost of service, customer service, billing, and 

offerings and promotions. Eboli and Mazzulla (2007) measured customer satisfaction in the 

context of bus service on various factors including availability of shelter and benches at bus 

stops, cleanliness, overcrowding, information system, safety, personnel security, helpfulness 

of personnel, and physical condition of bus stops. Dagger and Sweeney (2006) found that 

service quality and service satisfaction significantly enhanced oncology patients’ quality of 

life and behavioural intentions. This study extends their research by exploring the quality life 

construct in a non health context (fitness industry) and by assessing the impact of other 

antecedents (customer perceived value dimensions) on customers’ quality of life perceptions. 

Chang and San’s (2005) study investigated the relationship between service quality, customer 

satisfaction, and profitability in the Taiwanese banking industry. The conclusion of the study 

is that the performance scale developed in the SERVPERE model and customer satisfaction 

in the profitability model are confirmed in the Taiwanese banking industry. The study 
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revealed that service quality is an antecedent of customer satisfaction and customer 

satisfaction is an antecedent of profitability. Gilbert and Wong (2003) measured and 

compared differences in passengers’ expectations of the desired airline service quality in 

terms of the dimensions of reliability, assurance, facilities employees, flight patterns, 

customization and responsiveness. The findings indicated that passengers consistently rank 

assurance as the most important service dimension. 

Cunningham, et al. (2002) in his study indicating that there were significant differences 

between the perception of Korean and US airline passengers towards service quality, based 

on the SERPERF scale. They found that US passengers were generally more satisfied with 

their airline service than were Korean customers. Kassim and Bojei (2002) investigated the 

service gaps in the telemarketing industry. The findings of the study revealed that the 

tangibles had the highest expectation mean score followed by assurance, responsiveness, 

empathy, and reliability. 

Sultan and Simpson (2000) In this study, the SERVQUAL instrument was successfully 

applied to examine customer expectations and perceptions in an international environment, 

and indicated that customer expectations and perceptions of airline service quality varied by 

nationality. That study compared the expectations and perceptions that European and US 

airline passengers have of both European and US airlines. It was found that both the 

European and US airlines were perceived by both passenger groups as not meeting 

expectations in overall service quality; the service quality ratings of European passengers 

were significantly lower than those of US passengers, however, indicating that Europeans are 

generally more critical of service quality, overall. Lam and Zhang (1999) assessed customers’ 

expectations and perceptions of service provided by travel agents. The results showed that the 

customers’ perceptions of service quality fell short of their expectations, with the reliability 

dimension having the largest gap. Lee and Hing (1995) assessed the usefulness and 

application of the SERVQUAL instrument in measuring and comparing the service quality of 

the fine dining restaurants. The findings of the study revealed that assurance, and reliability 

were the highest expectations and the tangibles was the lowest. McElwee and Redman (1993) 

used a model of service quality dimensions (SERVQUAL) developed by Parasuraman et al as 

a basis for an adapted model for higher education. In view of the framework structure of 

SERVQUAL, their main emphasis was placed on functional (interactive) aspects of quality. 

Ostrowski, et al. (1993) pointed out that superior service quality could lead passengers to a 

significantly higher propensity of retained preference. Some similar points also can be seen in 
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the research of Lee and Cunningham. Thus, the service quality of airlines is an important 

issue, not only for airline managers; it is also a key factor in building long-term brand 

recognition.  

Anderson (1995) used SERVQUAL to evaluate the quality of an administrative section in a 

university (office of student services). This appeared to be successful due to the compatibility 

between the environments in this case and that around which SERVQUAL was developed. 

 

OBJECTIVES 

 To ascertain the perceptions of consumer towards the services provided at 

TALWALKARS AND GOLD’S GYM. 

 To calculate and measure the score of the SERVQUAL dimensions at 

TALWALKARS AND GOLD’S GYM. 

 To measure the gaps between consumer perceptions of service quality, using a 

SERVQUAL model. 

 

RESEARCH METHODOLOGY 

The sample of the study includes the members of two Gyms namely, Talwalkars and 

Gold’s Gym. The total numbers of respondents were 100, which consist of 50 members from 

Talwalkars Gym and 50 members from Gold’s Gym. The study is conducted in the area of 

Ludhiana. The study is descriptive in nature. The data is collected from both Primary and 

Secondary sources. SERVQUAL instrument is used for data collection. SERVQUAL 

instrument was administered to respondents to get first hand information about the subject 

under study. Data collection has been analyzed with SERVQUAL Instrument. With the help 

of SERVQUAL instrument un weighted average SERVQUAL score has been fined for both 

Gold’s and Talwalkars gym. 
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AVERAGE DIMENSIONS FOR TALWALKARS GYM 

 

 

 

 

 

 

 

 

 

 

 

Dimension Statement Expectation Score Perception Score Gap Score Average For 
Dimension  

Tangibles 1  295  300  5  

  2  299  302  3  

  3  324  326  2 3.75 

  4  293  298  5  
Reliability 5  292  292  0  

  6  309  323  14 6.20 

  7  298  298  0  

  8  286  300  14  

  9  289  292  3  
Responsiveness 10  305  310  5  

  11  302  308  6 6.25 

  12  306  314  8  

  13  298  304  6  
Assurance 14  305  310  5  

  15  308  317  9 4.50 

  16  302  310  8  

  17  319  310  -4  
Empathy 18  304  305  1  

  19  304  312  8 5.60 

  20  303  310  7  

  21  286  294  8  

  22  300  304  4  

           

Unweighted Average SERVQUAL score: 5.34  
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AVERAGE DIMENSION FOR GOLD’S GYM 

 

ANALYSIS FOR TALWALKARS GYM 
1) Tangible Dimension: 

 
Statement Expected Score  Perception Score Gap Score 
1 2.95 3.00 0.05 
2 2.99 3.02 0.03 
3 3.24 3.26 0.02 
4 2.93 2.98 0.05 
 
 
 
 
 
 

Dimension Statement Expectation 
Score 

Perception Score Gap Score Average for 
Dimension 

Tangibles 1  295  300  5   

  2  300  302  2   

  3  310  312  2  5.00 

  4  299  310  11   
Reliability 5  290  291  1   

  6  297  312  15   

  7 300  304  4  6.40 

  8  290  297  7   

  9  285  290  5   
Responsiveness 10  302  309  7   

  11  308  313  5  6.25 

  12  306  310  4   

  13  298  307  9   
Assurance 14  295  299  4   

  15  303  306  3  4.75 

  16  310 318 8   

  17  319  323  4   
Empathy 18  315  319  4   

  19  307  313  6  6.60 

  20  300  308  8   

  21  290  295  5   

  22  305  315  10   

            

Unweighted Average SERVQUAL score: 5.68   
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Graph: 

 
 
Interpretation 
Analysis interpreted that there is positive gap between statements that means perception score 

of statements are greater that the expectations score of statements. Positive gap shows that the 

services provide in these four statements are satisfy the members of the Talwalkars gym. 

 

2) Reliability Dimension: 
 
Statement Expected Score  Perception Score Gap Score 
5 2.92 2.92 0 
6 3.09 3.23 0.14 
7 2.98 2.98 0 
8 2.86 3.00 0.14 
9 2.89 2.92 0.03 
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Interpretation  
Analysis interpreted that between all the five statements there is a positive gap that means 

these five statements services like promise to do something by certain time, perform the 

service right the first time etc also satisfy the members of Talwalkars gym. 

 

3) Responsiveness: 
 
Statement Expected Score  Perception Score Gap Score 
10 3.05 3.10 0.05 
11 3.02 3.08 0.06 
12 3.06 3.14 0.08 
13 2.98 3.04 0.0 6 
 
 

 
 
 
Interpretation  
Above graph shows that services like prompt services to customers, willing to help customers 

etc satisfy the members of Talwalkars gym because in all the four statements there is no 

gap(there is a positive gap) or responsiveness nature of management of gyms satisfy the 

members. 

 
4) Assurance: 
 
Statement Expected Score  Perception Score Gap Score 
14 3.05 3.10 0.05 
15 3.08 3.17 0.09 
16 3.02 3.10 0.08 
17 3.19 3.10 -0.04 
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Interpretation  
Analysis shows that statements 14, 15 and 16 are positive only one statement 17 is negative 

that means first three statements services like feel safe in transaction, consistently courteous 

with customers etc give satisfaction to the members of Talwalkars gym and last statement 

service knowledge to answer customers’ questions dissatisfy the members of Talwalkars 

gym. 

5) Empathy: 
 
Statement Expected Score  Perception Score Gap Score 
18 3.04 3.05 0.0 1 
19 3.04 3.12 0.08 
20 3.03 3.10 0.0 7 
21 2.86 2.94 0.0 8 
22 3.00 3.04 0.04 
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Interpretation  
Above graph shows that all the five statements have positive gap score that means empathy 

dimensions services like understand your specific needs, individual intention etc are also 

satisfy the members of the Talwalkars gym. 

 

ANALYSIS FOR GOLD’S GYM 
 

1) Tangible Dimension: 
 
Statement Expected Score  Perception Score Gap Score 
1 2.95 3.00 0.0 5 
2 3.00 3.02 0.0 2 
3 3.10 3.12 0.02 
4 2.99 3.10 0.11 
 
 

 
 
Interpretation 

Analysis interpreted that there is a positive gap between statements that means perception 

score of statements are greater that the expectations score of statements. Positive gap shows 

that the services provide in these four statements are satisfy the members of the Gold’s gym. 

2) Reliability: 

Statement Expected Score  Perception Score Gap Score 
5 2.90 2.91 0.01 
6 2.97 3.12 0.15 

7 3.00 3.04 0.0 4 
8 2.90 2.97 0.07 
9 2.85 2.90 0.05 
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Interpretation  

Analysis interpreted that between all the five statements there is a positive gap that means 

these five statements services like promise to do something by certain time, perform the 

service right the first time etc also satisfy the members of Gold’s gym.  

 

3) Responsiveness: 

Statement Expected Score  Perception Score Gap Score 
10 3.02 3.09 0.07 
11 3.08 3.13 0.05 
12 3.06 3.10 0.04 
13 2.98 3.07 0.09 
 
 

 
 
Interpretation  
Above graph shows that services like prompt services to customers, willing to help customers 

etc satisfy the members of Gold’s gym because in all the four statements there is no gap(there 

is a positive gap) or responsiveness nature of management of gyms satisfy the members. 
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4) Assurance: 
Statement Expected Score  Perception Score Gap Score 
14 2.95 2.99 0.04 
15 3.03 3.06 0.03 
16 3.10 3.18 0.08 
17 3.19 3.23 0.04 
 
 

 
 
Interpretation  
Analysis shows that assurance services like instills confidence in you, safe transactions, 

knowledge to answer your questions etc instills satisfaction in the members of Gold’s gym 

because gap score is positive. Basically generate trust in the members of the gym.  

 
5) Empathy: 
Statement Expected Score  Perception Score Gap Score 
18 3.15 3.19 0.04 
19 3.07 3.13 0.06 
20 3.00 3.08 0.08 
21 2.90 2.95 0.05 
22 3.05 3.15 0.10 
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Interpretation  
Above graph shows that all the five statements have positive gap score that means empathy 

dimensions services like understand your specific needs, individual intention etc are also 

satisfy the members of the Gold’s gym. 

 
COMPARATIVE ANALYSIS BETWEEN TALWALKARS AND GOLD’S GYM 

 
1) Tangible Dimension: 

 
Gyms Tangible Average Dimension 

Gold’s Gym 5.00 

Talwalkars Gym 3.75 

 

 
 
Interpretation 
Above analysis shows that tangibles dimension average for Gold’s gym is 5.00 and for 

Talwalkars gym is 3.75. That means the physically service representation of Gold’s gym is 

better that Talwalkars gym. 

 



JOURNAL OF INTERNATIONAL ACADEMIC RESEARCH FOR MULTIDISCIPLINARY 
Impact Factor 2.417, ISSN: 2320-5083, Volume 4, Issue 3, April 2016 

 

349 
www.jiarm.com 

2) Reliability Dimension: 
Gyms Reliability Average Dimension 
Gold’s Gym 6.40 

Talwalkars Gym 6.20 
 

 
 
Interpretation  
Above analysis shows that reliability dimension average for Gold’s gym is 6.40 and for 

Talwalkars gym is 6.20. So both the gyms haveability to perform the promised service 

dependably and accurately to their customers. 

 
3) Responsiveness Dimension: 

Gyms Responsiveness Average Dimension 

Gold’s Gym 6.25 

Talwalkars Gym 6.25 

 

 
Interpretation  
Above analysis shows that responsiveness dimension average for both the gyms are 6.25. 

That means employees of both the gyms have willingness to help and provide prompt service 

to their customers. 
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4) Assurance Dimension 
Gyms Assurance Average Dimension 

Gold’s Gym 4.75 

Talwalkars Gym 4.50 

 

 
 
Interpretation 
Above graph shows that assurance dimension average for Gold’s gym is 4.75 and for 

Talwalkars gym is 4.50. That means the Gold’s gym ability and its employee’s knowledge 

and courtesy to inspire trust and confidence within their customers is a little bit better than 

Talwalkars gym. 

 
5) Empathy Dimension: 

Gyms Empathy Average Dimension 

Gold’s Gym 6.60 

Talwalkars Gym 5.60 
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Interpretation  
Above graph shows that empathy dimension average for Gold’s gym is 6.60 and for 

Talwalkars gym is 5.60. So the caring, individualized attention that the Gold’s gym provides 

to its customers is better than Talwalkars gym. 

 
FINDINGS AND CONCLUSION 
1. Physical service representation of Gold's Gym is better than Talwalkars Gym because of 

new and innovative machinery, equipments, consultancy department, and most importantly a 

larger arena as compared to Talwalkar's. Gold's Gym has separate cardio area, aerobics area 

and weight training area under one roof that is well bifurcated. 

2. Gold's Gym is a name renowned internationally as it cherishes the pleasure of being the 

biggest Gym chain in the world. Whereas Talwalkars is a Domestic chain. Gold's holds an 

edge as far as well establishment of planned approach is concerned. 

3. Trainers in Gold's Gym are certified trainers who are selected after a physical and 

theoretical test whereas no theoretical takes place in Talwalkars. Due to a brand Gold's, good 

people tend to get attracted to get recruited at Gold's Gym.  

4. Gold Gym holds better assurance as compared to Talwalkars due to its well co-ordinate 

mechanism. It follows a hierarchy in which Branch manager, Floor manager, Personal 

trainers and general trainers have a great co-ordination amongst themselves at Gold's. 

5. In Gold's there is a mandate for each customer to take a Body Composition Analysis Test 

and the result is saved on the computer. After a period, the test is taken to study the progress 

of the respective client towards achievement of his/her goals. This insures great level of 

empathy. In Talwalkars, they don't have BCA equipments. 

6. Gold's Gym is great in advertisement strategies. It has tied up with various Indian Film 

stars and also has a huge presence on social network arena. Talwalkars also advertise but it 

has a budget constraint and thus limited exposure. Be it lucrative annual packages on New 

Year’s, or couple packages on Valentine's day, Gold's Gym knows their marketing game 

well. 

It concludes that Gold gym is better in tangibles, reliability, assurance and empathy 

dimensions than Talwalkars gym. So consumer perception regarding service quality in Gold’s 

gym is better than Talwalkars gym.  
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SUGGESTIONS 

 In order to bridge the gap between customers’ perceptions of service delivery in Talwalkars 

gym, the Talwalkars gym needs to provide more training to trainers and increase their 

advertising budget to retain more customers. Talwalkars gym also needs to buy new and 

innovative machinery like Body Composition Analysis equipments to compete with Gold’s 

gym because in Gold’s gym there is a mandate for each customer to take a BCA test which 

insures great level of empathy. The empathy conveys the message that customers are unique 

and special. Talwalkars gym should work on assurance dimension as well due to lack of co-

ordination among employees and manager. 

 

REFERENCES 

1. Chang.L.M and San.H.I. (2005), “Relationships among Service Quality, Customer Satisfaction and 
Profitability in the Taiwanese Banking Industry”. International Journal of Management, December 1. 

2. Cunningham, L. F. and Young, C.E. and Lee, M. (2002) Cross-cultural perspectives of service quality 
and risk in air transportation, Journal of Air Transportation, Vol. 7, 3-26. 

3. Dagger, T.S., Sweeney, J.C., 2006. The effect of service evaluations on behavioral intentions and 
quality of life. Journal of Service Research, 9 (1), 3-18. 

4. Eboli, L and G.Mazzulla.2007. “Service Quality attributes affecting Customer Satisfaction for Bus 
Transit” Journal of Public Transportation 10(3):21-34 

5. Gilbert, D., and Wong, R. K.C., “Passenger Expectations and Airline Services: A Hong Kong Based 
Study,” Tourism Management, Vol.24, No.5, pp.519-532 (2003). 

6. Kassim, N. M., and Bojei, J., “Service Quality: Gaps in the Malaysian Telemarketing Industry,” 
Journal of Business Research, Vol.55, pp.845-852 (2002) 

7. Lam, T., and Zhang, H.Q., “Service Quality of Travel Agents: The Case of Travel agents in Hong 
Kong,” Tourism Management, Vol.20, No. 3, pp.341-349 (1999). 

8. Lee, Y. L., and Hing, N., “Measuring Quality in Restaurant Operations: An Application of 
theSERVQUAL Instrument,” International Journal of Hospitality Management, Vol.14, No.3/4, 
pp.293-310 (1995). 

9. Lovelock, C. Service Marketing. People, Technology, Strategy. Chicago: Prentice Hall International, 
Inc., 2001. 

10. Parasuraman, A., Zeithaml V.A., and Berry L. L., “SERVQUAL: A Multiple-Item Scale for Measuring 
Consumer Perceptions of Service Quality,” Journal of Retailing, Vol.64, No.1, pp.12-40 (1988). 

11. Power, J.D and Associates Reports.2008a. Residential gas utility satisfaction, 
http:www.jdpower.com/corporate/utilities/. 

12. Power, J.D and Associates Reports.2008b. Internet Service Provider (ISP) residential customer 
satisfaction study. 

13. Sultan, F and Simpson, M. C. (2000) International service variants: airline passenger expectations and 
perceptions of service quality, Journal of service marketing, Vol. 14 No.3, 188-216. 

14. Zeithaml, V. A. & Bitner, MService Marketing: Integrating Customer Focus across the Firm. New 
York: Irwin McGraw-Hill Inc., 2003. 

 
 

 


