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ABSTRACT: 

In India, life insurance companies are trying to cope up with the customers outreach because 

they have started realizing that their business only depends on Customer service and 
customer satisfaction. In order to overcome the competitors, to attract and to retain the 

customers, service quality perception helps to find the influenced factors(Customer 
satisfaction, Behavioral Intentions). The motive of this study is to interpret the applicability 
of the SERVPERF scale and the antecedent role of customer satisfaction and service quality 

on behavioral intention in the Indian life insurance sectors. A SERVPERF scale has used as 
the survey instrument in this descriptive research. Descriptive research study involves survey 

and fact-findings analysis of various types, which identifies to report the current situation 
analysis towards the insurance company customers perception it helps to meet the goals of 
the organisation. A customized questionnaire prepared to collect the data in the DELTA 

region through a random sampling method 
Keywords: Service quality, SERVPERF, Customer satisfaction, Behavioral Intentions, 

Life insurance companies. 

 

INTRODUCTION: 

 

For few years, Service sectors in India are facing the strong competition in the global market 

because of the liberalization and the globalization practices followed in the Indian economy. 
Even though, it creates Indian service sector has been opened for Multinational companies. 
Service sector plays a dominant role in Indian economy both in the terms of potential 

employment and contribution to the national income. Its growth rate has been much higher 
than the manufacturing and agricultural sectors. 

 
Since the insurance companies have been, nowadays, providing as much as services to their 
customers. But somehow they are not able to retain customers for a long time. Importance of 

insurance, is restricted to well-educated section of the society. Some people is still ignorant of 
insurance and its benefits. They thought insurance companies as a money-making fraud 

institutes and that was not their fault actually. Because at a certain time, many fake institutes 
were appeared. Some people misunderstood insurance as a measure to save a tax for an 
individual. And Insurance is never considered as a medium for investment for a long time. In 

Indian perception savings can be done only through banks in terms of fixed deposits and 
other investment which are available to them. As per the past studies and experience of rural 

people, who showed interest in insurance, it is found that they are misguided by their agents 
and incurred losses. 
 

Service quality, defined as the individual experience of the customer with the service 
provider. Service quality plays a vital role in the current environment to project themselves as 

a unique from the rest insurance companies. People also prefer the best service providers, 
otherwise they move to the alternate. Thus delivering the superior service than competitors is 
the better way to keep long-term relationship with the customers. Here measuring the factors 

like intangible service, heterogeneity and inseparability which are offered by the insurance 
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company is difficult. Only way to measuring these factors is the measurement of the 
customer perception quality of service. In order to overcome the competitors and to maintain 

the world class service standards, Indian companies enforced to adopt quality management 
program in their company. In India Nerurkar (2000) analyzed the SERVPERF dimensions 

and also concluded that service quality must form the basis for all customer retention 
strategies. 
 

SERVICE QUALITY PERCEPTION MODEL: 
 

This study is explored on the basis of SERVPERF/SERVQUAL model suggested by 
Parsuraman, Zeithaml, and Berry (1988), it clearly explains the service quality, where the gap 
between perceived service quality and expected service quality S.Gayathiri, R.Gokulapriya, 

V.S.Arulmurugan (2014). This different model which helps to find out more than one aspect 
of service encounters. 

The Overall service quality perceptions are based on various dimensions of service 
encounters,which is showed in  Rust and Oliver research in 1994.This topic is more relevant 
to the growth management on two pillars of customers’ expectations and customer’s 

satisfaction building on the bricks on bricks of tangibility, reliability, responsiveness, 
assurance and empathy, behavioral intention and Customer satisfaction. 

 
1. Tangibility: Experiencing physical facilities, documentations and staff availability in 

the place where the services are provided. 

2. Reliability: Ability to perform services precisely and trustworthy  
3. Responsibility: Serving quicker response, fulfilling the expected and unexpected 

needs 
4. Empathy: Attention to each customer 
5. Assurance: Ability to keep the promise and guarantee.  

 
Understanding Customer -knowing customer’s needs: 

Service quality-Based on the transaction, customers also forms the perception about the 
quality-how the service effectively and efficiently delivered to the customers. The speed and 
Convenience of completing one full transaction. Gronroos describes the service quality by 

dividing as “technical quality” and “functional quality”. 
 

Technical Quality: It is related with the outcome of the delivered product or service. 
Customers include reliability, performance, durability, competence as a factors to evaluate 
the technical quality. 

 
Functional Quality: Its value is perceived by how the technical quality is transferred to the 

customers. Responsiveness and Access, the Service quality attributes are the most important 
in helping the customer who judge the functional quality of the service encounter. 
 

Benefits of SERVPERF 

 

It can serve as an effective tool for unheeded areas of a company’s service quality deficit and 
strengths. The scale serves as a suitable measure of service quality, transcending specific 
functions, companies, and industries in India towards the goal attainment. 
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FIGURE 1 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

REVIEW OF LITERATURE 

 
Several studies were conducted in many countries on the issue of service qualities. I order to 

regulate measure and estimate the determinants of service quality several models was 
developed. SERVQUAL is a concept which fills the gap between the expectations of 
customers service provided by the service quality and the evaluation of actual performance of 

service by the service provider. The SERVQUAL instrument was developed by parasuramam 
et al.(1988) and many researcher have used this instrument and thrived 22 item scale to study 

quality of service for different sectors in service industry. The present study follows some 
studies which are given by: 
 

A.parasuraman, leonard L.Berry and valariea. Zeithaml(1998) in their study they described 
about the growth of 22 item instrument in the evaluation of service quality of customers in 

service and retail firms. The study was based on the focus group which generated 10 
dimensions of quality of service contains communication, access, 
responsiveness,credibility,responsiveness,tangibles,competence,reliability,courtesy and 

customer comprehension. The study revealed that SERVQUAL scale can help the huge span 
of service and retail firms to estimate the expectations of the customers and the service 

quality perceptions. 
 
Johnson, William. C, and AnuchitSirikit (2002) conducted study in Thai telecommunication 

industry about landline and mobile users. This study used the SERVQUAL scale(empathy, 
reliability, tangibles, responsiveness).This study has the objectives of  detecting whether the 

ratings of service quality forecast  competitive advantage among firms of Thai 
communication and whether SERVQUAL assess perceptions/expectations of service quality 
among customers  in Thai telecommunication industry. 

 
G.S.Suresh chandar, Chandrasekharan Rajendran, and R.N. Anantharaman (2003) examined 

the issues of quality of service from customers view. This study was conducted in developing 

        Tangibility       Empathy      Reliability       Responsiveness 

 

         Assurance         Behavioral Intension Customer Satisfaction 

Perceived Service 

Perceived 
Service  

Expected 
Service 
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country india. The authors selected a bank of 3 contains private sector,public sector and 
foreign banks for their study. The study revealed that from the customers perceptions 

technological factors contributing more and people-oriented factors contribute less to 
differentiate these three sectors. The performance of foreign bank ranked first among three 

banks and the performance of public sector bank  is less than private banks. 
 
Alka Sharma, Versha Mehta, (2004) conducted empirical study  in the banking sector. This 

study consider all five dimensions of quality of service are of equal importance among 
private and public sectors banks The result obtained that score of public sector is higher than 

private sector. 
 
Gayathri, H, M. C. Vinaya, and K. Lakshmisha (2005) performed a pilot study on the 

insurance organisations in India to collectively study the levels of the dimensions of service 
quality and its relavance to the level of customer satisfaction. Results showed that LIC was 

getting low in all the five dimensions of Service quality. Multiple regression equations were 
developed to relate the level of customer satisfaction with the levels of SERVPERF 
dimensions for the four companies. The study was concluded by identifying that the 

companies should focus on service quality in order to create a competitive advantage in the 
stiff market. 

 
Halil Nadiri, Kashif Hussain (2005) identifies in their study that SERVPERF scale maintains 
its reliability. By the Exploratory factor analysis, researchers concluded that SERVPERF 

instrument failed to form its five scale – Reliability, Responsiveness, Tangibility, Assurance, 
and Empathy. As a result of the study, the two dimensions namely Tangibles and intangibles 

were formed 
 
Mushtaq A Bhat (2005) concludes that Indian banks fail in the customer perception on all the 

five dimensions of service quality. In case of foreign banks, these banks are exceeding the 
Customer perception on two dimensions of namely, tangibility and reliability. It reveals, 

Indian banks in terms of service quality do not meet the expectations of their customers. In 
case of foreign banks, perceptions and expectations of the customers do not have a big gap in 
service quality offered by the banks.  

 
Ndubisi, Nelson Oly and Chan Kok Wah (2005), conducted a study on the Malaysian 

banking sector. This study concludes by identifying that banks can generate customer 
satisfaction by exhibiting trustworthy, dedication level to service, information sharing to 
customers  in a efficient and effective manner, delivering services accurately,  handling 

problems tactically and manifest conflicts and improving overall customer relationship. 
Najjar, Lotfollah, and Ram R. Bishu’s (2006) constructive study on the US banking sector 

using a SERVPERF scale focused only on the importance of improving service quality in the 
banking sector. It uses statistical tools like ANOVA, Factor Analysis, and Regression to 
evaluate the data.  

 
Though all results of the service quality showed that reliability and responsiveness were the 

two most crucial factors of service quality and they are directly related to overall service 
quality. The study substantiates findings of Berry et al. where reliability and responsiveness 
shows to be most important factors of service quality construction. 
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RESEARCH GAP AND PURPOSE OF THE STUDY 

 

In this literature review, there is no comparative study between the public and private sectors 
of insurance company in Indian context. So as per the stringent competition in the market 

both sectors, it is most important to analyse which insurance companies are being better in 
the terms of service quality. Actually, consumers had a different mindset towards the public 
and private sectors service quality. At the end of 1999, reforms in the insurance sector 

brought the huge changes in the insurance market. Thus Indian insurance sector is vast, it 
gives the greater opportunities for the players. In the Indian insurance industry before the 

entry of private sectors, public sectors had a great influence in their market. At that time 
service quality was not considered as much important because they don’t have any other 
company. So the company make it advantageous in the wrong way, some people were 

deceived. Under the Act of IRDA, 1999 Government of India introduced the insurance 
market to private players. As a result of new entrants into the market, public sector insurance 

service providers thinking about their share and get started declining. 
 
Almost all the public and private sectors in insurance offering the same type of network 

coverage and services, the only important phase is providing the service quality to the 
customers by the both sectors is the competitive advantage. Service Quality defined by the 

perception of the consumers of the company regarding how they fulfilling their expected and 
unexpected things. As said it before, measuring the service quality includes the only possible 
way of experiencing the quality of service from their service providers. 

 

OBJECTIVES OF THE STUDY 

From the above background, the aim of this study is to find the dimensions of Service quality 
in the insurance sector. Using the method of SERVPERF dimension, evaluate the importance 
of each dimension in the Insurance Company. Thus the study is conducted with the help of 

below three main objectives: 
1. To Identify the Customer perception regarding the service quality followed by the 

insurance companies. 
2. To determine the related dimensions of service quality. 
3. To analyze the inter-correlation between the SERVPERF, customer satisfaction and 

behavioural intention for the better result 
 

SCOPE OF THE STUDY 

This study was limited to the Delta Region. The results cannot be expanded to Tamil Nadu or 
India. Thus, further research may be conducted on the vast area to evaluate the conclusions. 

 

METHODOLOGY 

 
Instruments & Measurements: With the use of SERVPERF dimensions, measures the service 
performance, here survey instrument contains the set of questions which are related to 

customer satisfaction, overall rating of service quality, and behavior intentions. Different 
opinions were collected based on a five-point Likert’s scale for all the items using this 

instrument. 
 
Survey Data &Sample The sample consisted of a large, heterogeneous, randomized pool of 

customers from each of insurance organization.The questionnaire which is given to the 
customers focused on all the dimensions of service quality as per the SERVPERF scale 

viz(Tangibles, Reliability, Responsiveness, Assurance and Empathy), customer satisfaction, 
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behavioral intension and overall performance. A pilot study was conducted to learn the 
suitability of the SERVPERF system in Indian insurance sector, because all the negative 

statements in the scale were changed into the positive statements. After ascertaining the 
suitability of the SERVPERF construction, the questionnaire was managed to the customer’s 

sample size of 216 respondents. Thus pilot study results, in favour of the SERVPERF 
construct includes those responses from the customer. 

 

Table No. 2: Inter Correlations:  

SERVPERF Dimensions, Customer Satisfaction and Purchase Intention 

 

Tangibility Assurance Responsiveness Empathy Reliability 
Customer 
Satisfaction 

Behavioral 
Intension 

Tangibility 1 .497
**

 .344
**

 .375
**

 .449
**

 .281
**

 .399
**

 

Assurance .497
**

 1 .438
**

 .311
**

 .437
**

 .314
**

 .368
**

 

Responsiveness .344
**

 .438
**

 1 .235
**

 .409
**

 .331
**

 .287
**

 

Empathy .375
**

 .311
**

 .235
**

 1 .316
**

 .305
**

 .387
**

 

Reliability .449
**

 .437
**

 .409
**

 .316
**

 1 .354
**

 .390
**

 

Customer 
Satisfaction 

.281
**

 .314
**

 .331
**

 .305
**

 .354
**

 1 .320
**

 

Behavioral 
Intension .399

**
 .368

**
 .287

**
 .387

**
 .390

**
 .320

**
 1 

**. Correlation is significant at the 0.01 level (2-tailed). 
 
Statistical Tool:Pearson correlation coefficient which is  used to study the relationship 

between the five dimensions of SERVPERF and between the SERVPERF dimensions, 
Customer Satisfaction and Behavior Intentions 

 

RESULTS AND DISCUSSION 

 

The five dimensions of SERVPERF covered in the 22 items of the instrument which were 
tested for their relationship or influence with the customer satisfaction. Those correlations 

obtained, depicted in Table 2.   
 
The Inter–correlation between SERVPERF dimensions affirms strong correlation between 

responsiveness and assurance dimensions and also between reliability and empathy 
dimensions. On the whole all the five SERVPERF dimensions have significant positive inter-

correlations confirming the applicability of the five dimensions model in the insurance sector. 
Empathy with the customer requirements and expectations is confirmed to have the strongest 
influence on customer satisfaction, and contrary to the assumptions Tangibility dimension has 

the least influence.   
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Table 3:  Category wise Inter Correlation – 

Service Performance, Customer Satisfaction and Behavioral Intention 

 
 

 
 
                               

 
 

 
 
 

**. Correlation is significant at the 0.01 level (2-tailed) 
 

Thus, all the five dimensions had significant positive correlations with customer satisfaction 
as well as behavioral intention, the empathy dimension has the strongest influence on 
customer satisfaction and the assurance dimension on Purchase intention. 

 
Inter-correlations between the Service Quality constructs of Service Performance, Customer 

Satisfaction and behavioral Intentions were obtained to affirm the nature of relationship 
between these factors for (Table-3). 
 

The correlation confirms a stronger influence of customer satisfaction on behavioral intention 
than service performance in insurance companies. The customer satisfaction influence is 

strongest in the insurance players, which might be attributed to the assured quality of service. 
Both the customer satisfaction and service performance had a significant positive correlation 
with behavioral intention (Table – 3). However, the Customer satisfaction is identified to 

maintain a relatively stronger influence on behavioral intention than Service performance. 
Thus customer satisfaction, though a transient judgment is more significant than service 

quality itself in the insurance sector.  
 

CONCLUSION: 

 
After the implementation of Indian government policies for the private sector, companies in 

the insurance industry need to differentiate themselves from the competitors and  to stay 
ahead in the competitive environment. Established companies in the insurance industry are 
facing the more competition on one side and decline in the market on the another hand. 

Simultaneously, they should make sure that their services like reliability and empathy are 
going well. Moreover, in the insurance field word of mouth plays a important role. Because 

people trust word of mouth more than advertisements etc,.. 
 
Service quality is considered as a competitive advantage in the Service field to retain their 

customers. Nowadays, Insurance companies facing a tough competition and major players, 
under the pressure. Due to this stringent competition in the insurance sector, retaining a 

customer is cheaper than grabbing a new customer. So major players in the market have to 
concentrate on retain the existing customer ,which might offer the huge business potential by 
spreading positive word of mouth and new service/product offered by the company. If we 

analyse competition in service industry-- time, quality, product range and service creates 
more competitive advantage, but the trial comes in how these are tactically used by the 

players to differentiate themselves from others.  

 

Service 
Performance 

Customer 
Satisfaction 

Behavioral 
Intension 

Service Performance 1 .214
**

 .363
**

 

Customer Satisfaction .214
**

 1 .320
**

 

Behavioral Intension .363
**

 .320
**

 1 
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These Non-price elements usually have more potential than price changes, because they are 
tough to match. Existing players by focusing on the service quality dimensions discussed in 

this study can helps to create a competitive advantage which is sustainable and which cannot 
be easily compensate by their new competitors in the long run. Issues like service quality 

were difficult to copy by their competitors as it depended on many dimensions and its need a 
renovation of the entire service strategy. In all it is the need of hour to concentrate on all the 
five dimensions of service quality to standardize.  

 

LIMITATIONS OF THE STUDY 

 
The study was limited only to the Delta region. Due to the limitations of the time factor, the 
study was concise only to the major two life insurance companies, one each from public 

sector and private sector.There is a single measure of service quality (SERVPERF) was used 
to measure the customer service quality perception of the service providers in the two 

insurance companies. 
 

SCOPE FOR FURTHER RESEARCH 

 
On taking into account, the limitations of the current study is mentioned above, future 

research may focus on enlarging the study to few more non-life insurance companies and also 
by developing the geographic reach of the study. The comparison can be done among private 
and public sector insurance companies in terms of products which were offered. The purpose 

of this study can be done,to measure the gap between expectation and perception of service 
quality (Tangibility, Empathy, Reliability, Responsiveness, Assurance, Behavioural intension 

and customer satisfaction) for public and private sector insurance companies. 
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